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Abstract 

 

Currently there are some skin diseases that have increased 

their appearance in people, mainly due to environmental 

pollution. According to some research, it is known that at 

18 years of age, people have accumulated 70% of the 

chronic actinic damage that will manifest itself with some 

skin condition in adulthood. Certain scientific studies 

demonstrate the beneficial properties of the corn plant in 

relation to skin conditions, so the development of an 

artisan soap based on this plant was proposed. The 

objective of this work was to apply a study that allowed 

determining the acceptance of this soap in Metepec, 

México. The type of research was quantitative and 

descriptive in scope. The market study process was carried 

out by Zikmund (2009) considering the following stages: 

Definition of the objective, Planning of the design and the 

sample, Collection, processing and analysis of the data and 

Formulation of the report. The results were: 90% 

acceptance of the product, elaboration in pastel colors, 

with relaxing aromas, stick, oval in shape and a size of 160 

grams. Respondents aware of the environmental problems 

that exist, prefer biodegradable packaging. 

 

 

 

Soap, Corn, Skin 

Resumen  

 

En la actualidad existen algunas enfermedades de la piel 

que han incrementado su aparición en las personas, debido 

principalmente a la contaminación ambiental. De acuerdo 

con algunas investigaciones se sabe que a los 18 años las 

personas han acumulado 70% del daño actínico crónico 

que se manifestará con alguna afección en la piel en la edad 

adulta. Ciertos estudios científicos demuestran las 

propiedades benéficas de la planta de maíz en relación a los 

padecimientos de la piel, por lo que se propuso la 

elaboración de un jabón artesanal con base en esta planta. 

El objetivo de este trabajo fue aplicar un estudio que 

permitió determinar la aceptación de este jabón en 

Metepec, México. El tipo de investigación fue cuantitativa 

y alcance descriptivo. El proceso del estudio de mercado 

fue de Zikmund (2009) considerando las siguientes etapas: 

Definición del objetivo, Planeación del diseño y de la 

muestra, Recolección, procesamiento y análisis de los 

datos y Formulación del informe. Los resultados fueron: 

aceptación del producto en un 90%, elaboración en colores 

pastel, con aromas relajantes, en barra, de forma  ovalada 

y un tamaño de 160 gramos. Los encuestados conscientes 

de los problemas ambientales que existen, prefieren un 

empaque biodegradable. 

 

Jabón, Maíz, Piel
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Introduction 

 

As of today, in Mexico there is no culture of skin 

care. It is estimated that children spend 2.5 to 3 

hours in the sun daily and may receive more 

ultraviolet B (UVB) radiation per year than 

adults. Several studies even show that the regular 

use of protective products before 18 years of age 

can reduce the incidence of some skin disease up 

to 78% (Jurado, 2011). 

 

For this reason, it was proposed to make 

a corn-based artisan soap, since it has been 

shown in various studies that it provides 

antioxidants that help prevent cell degeneration 

or death, as well as helping in hydration and 

nutrition of the skin. And since it is made by 

hand, no preservatives are used and its 

ingredients are completely natural. 

 

The objective of this work was to 

develop a market research that allowed to 

determine the acceptance in the population 

located in Metepec, State of Mexico of the 

artisan soap made with corn base for skin care. 

 

The stages that were used are those 

established in the book on Market Research by 

William Zikmund and Barry Babin (2009), 

being the following: Definition of the objective, 

Planning of the design and the sample, 

Collection, processing and analysis of the data 

and Formulation Of the report. 

 

The sections that make up this research 

are: frame of reference, where the antecedents, 

theoretical foundations and an approximation of 

the object of study are addressed, subsequently 

the approach of the problem is described, the 

methodology used is detailed, the results are 

exposed and the conclusions are presented. 

  

Framework 

 

In this part, the elements that make up the article 

will be broken down: soap, corn and market 

research. As the first section, the history of soap 

aimed at its use for personal hygiene, 

highlighting the artisanal production. In another 

section, the main ingredient that is corn will be 

detailed and closes with an outline of the market 

research structure. We have inherited the term 

soap from the Latin sapo (saponis), although the 

Spanish version came from the accusative form 

saponem. 

 

Quillahuaman (2018). According to 

some chroniclers, they indicate that in the 

ancient Sumerian civilization soap was 

mentioned in some writings in 3,000 BC in 

Mesopotamia. Then an Egyptian papyrus from 

1,500 BC. C. evaluated as "legitimate medical 

treatment" used some soapy essences used to 

clean the body with linen and cotton in the 

treatment of skin diseases. Later, it was 

spreading through trade between cultures, 

through conquests; By records of the time, we 

can indicate that soap reached the Persians, 

Greeks and Romans, who spread the use of it on 

a daily basis. 

 

Abud (2004). He mentions in his book 

that Galen, the most important of the Roman 

doctors, claimed that it was the best way to 

eliminate the main source of disease: dirt. He 

points out that the Germans and the Celts used 

goat fat and birch ash to make their soap. And it 

narrates other antecedents: in the third century 

BC. in Arabia they made their soap with the 

mixture made of potash, alkali, sesame oil and 

lemon. By the 8th century it was already known 

throughout southern Europe, it was 

manufactured in Toledo, Genoa, and Marseille, 

making it with wood ashes and animal fat. At the 

beginning of the 10th century, the first European 

soap dish was built by the Arabs, in Seville, 

Spain, in the Guadalquivir Valley; This soap 25 

years later would be known as castile soap, 

arriving in the United Kingdom at the end of the 

10th century, its ingredients came from 

vegetable oils. During the fourteenth century the 

first soap factories were established, making 

them an entire industry, where the way of 

making them changes radically, since they go 

from being done manually to making them, 

using more scientific methods.             

 

In 1791, the Frenchman Nicolás Leblanc, 

discovered the way to obtain soda from common 

salt, coal, chalk and glauber's salt, being a cheap 

procedure to which he supplied soda for the 

market and which consequently made soap 

making cheaper, since Before the soap industry, 

only wood ashes and potassium carbonate were 

used to obtain its raw material. In 1820, the 

Frenchman Michel Eugene Chevreul, 

discovered olein, showing that soap was the 

result of a precise chemical relationship, making 

his soaps using beef tallow subjected to 

temperatures of between 80 and 100 degrees by 

means of soda lye, of which He obtained a 

mixture of soap that he dried with common salt. 
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In 1861, the Belgian Ernesto Solvay 

added ammonia and carbon dioxide to a solution 

of sea salt, being one of the definitive formulas 

for making soap. In 1903 the German Adolph 

Krupp, with his famous refrigerated press to 

make soap, gave a great turn to the production of 

soap for personal use, where the procedure 

facilitated the rapid solidification of hot and 

liquid soap, through a cooling process by water, 

so it was easy to divide the blocks or portions of 

the size that you wanted the soap mass, put a seal 

and prepare them for packaging and packing. 

 

Rule (2014). In Mexico, the soap 

industry is one of the oldest, the pre-Hispanic 

cultures used the copalxocolt herb (called the 

soap tree by the Spanish) and the xiuhmaolli 

root, which they used as soap for personal 

hygiene, since both ingredients generated 

bubbles; They were very careful in personal 

hygiene, this hygiene had an impact on the 

Spanish. By 1575 a soap dish was built in 

Mexico City where soaps were made with 

tequesquite, a mineral rich in soda, and were 

complemented with some flowers or plants. The 

history of soap over time became a consolidated 

industry. Over the years, several companies 

developed soaps for cleaning for personal use, 

with the 1920s and 1930s standing out, due to the 

fact that they offered personal care products that 

were preferred by consumers, taking care of 

efficiency levels to obtain quality products with 

great performance and at a fair price; It is worth 

mentioning that some of the traditional soap 

manufacturing companies of that time, which 

made soaps for personal cleaning, began to 

manufacture handmade soaps; many of them 

made with the same recipes, with the same 

processes and even using the same old 

machinery. 

 

To date, in Mexico, there are companies 

that started operations at the end of the last 

century. The soap industry has been 

congregating around the National Chamber of 

Oils, Fats and Soaps for more than half a century, 

convened on March 24, 1944 by an Assembly of 

representatives of the fifty-nine companies in the 

field, organized by: Mr. Esteban González 

Padilla, from the “La Corona” Soap Factory; Mr. 

Luis Gutiérrez Sola, from the “La Rosa” Oil 

Factory and Mr. Salvador Herrera, from the “El 

Clavel” Edible Oils and Fats Factory, the 

purpose of the Assembly was the constitution of 

the Chamber; In the 1950s, these organizations 

began to market powdered detergents, cleaning 

products and dishwashers in Mexico. 

In the 90's, there is a breakthrough in the 

development of detergents. It was then that, with 

the entry into force of the new Law on Business 

Chambers and their Confederations, in January 

1977, the code corresponding to the manufacture 

of detergents was authorized within the Business 

Information System (SIEM), in September of the 

same year. , the then Secretary of Commerce and 

Industrial Development authorizes the change of 

name that currently prevails: National Chamber 

of the Industry of Oils, Fats, Soaps and 

Detergents (CANAJAD), which represents 

industrial sectors such as: manufacture of edible 

oils and fats, soaps, detergents, toothpastes, 

flavoring cleaners, and the like. With 

representation throughout the Mexican Republic 

and published in the Official Gazette of the 

Federation on June 30, 1998. 

 

The mission of CANAJAD is to group 

and represent the affiliated industries in an 

efficient and ethical way, in order to strengthen 

the competitiveness of the represented sectors 

and promote the development of the national 

industry. Its vision is to be an inclusive 

Chamber; active nationally and internationally; 

that positively influences the transformation 

processes of the country, promoting the 

environment. Its values are: Integrity, Respect, 

Responsibility, Inclusion and Diversity. And 

within its main objectives are to represent the 

affiliated industries, the competitiveness of the 

represented sectors and promote the 

development of the national industry, being 

active in the international arena and positively 

influencing the transformation processes of the 

country, promoting care of environment. 

 

Ochoa (2016). The products of the 

national industry of soaps for personal use 

supply 100% of the national market, through a 

wide range of presentations, varieties, types and 

brands. Currently, 79.5% of the installed 

capacity of the sector uses modern technologies 

by virtue of which the quality of its products is 

high, this has allowed it to offer competitive 

prices both in Mexico and abroad.  

 

In recent years, the demand for the 

products has grown steadily, due to the increase 

in the total population of the country. Toilet soap 

is commonly used in homes, with 85% market 

penetration. 

 

 

 



4 

Article                                                           Journal-Business Administration-Marketing; Accounting 
                                                                              June 2020 Vol.4 No.6 1-15 

 

 ISSN- 2531-3002 

RINOE® All rights reserved 

ZENTENO-BONOLA, Ana Luisa, AGUIRRE-BRITO, Dorian, 
CERVANTES-CARBAJAL, Ana Margarita and GARCÍA-

BARRUETA, Katia Guadalupe. Market research in Metepec, State of 

Mexico to determine the acceptance of an artisan soap made from corn. 

RINOE Journal-Business Administration-Marketing; Accounting. 2020 

Among the main national soap producers 

are the states of: Guerrero, San Luis Potosí, 

Hidalgo, Jalisco, Yucatán, Michoacán, Mexico 

City, Guanajuato, Nayarit, Veracruz, Puebla, 

Nuevo León and the State of Mexico. In the 

latter, the municipalities of Ecatepec, 

Nezahualcóyotl and Valle de Bravo are found as 

producers of artisan soap. 

 

Barbosa (2012). At present, there is 

knowledge of different types of soap that are 

used daily, not only because of their smell or 

appearance, but also because of their priorities 

and they can be: 

 

- Common soaps: These are solid and foamy, 

made with fatty tallow and sodium or 

potassium. They are indicated for all skin 

types and in some cases can be used to wash 

hair. 

 

- Dermatological soaps: They contain 

cleaning agents, very mild synthetics, to 

which vegetables are added that help to 

close the pores, relieving irritations and 

stopping the appearance of acne or 

blackheads. With these soaps the skin does 

not flake. They are recommended for skin 

that has problems, either permanently or 

seasonally, or in the event of specific 

appearances of irritations. 

 

- Glycerin soaps: They are neutral, they do 

not usually moisturize the skin, on the 

contrary, on some occasions they tend to dry 

out them and are recommended for oily 

skin. In general, glycerin has a longer 

lasting effect than ordinary soaps. 

 

- Therapeutic soaps: They are prescribed by 

doctors, some are recommended for 

psoriasis, for cutaneous mycosis and others 

for deep cleansing of the skin. 

 

- Aromatic soaps: They are used by the 

majority, they are those to which flower or 

fruit essences are added, not recommended 

for sensitive skin or allergy sufferers. They 

also have a relaxing effect in some cases, 

depending on the floral essence they 

contain. 

 

 

 

 

 

Barbosa (2012). The vast majority of 

soaps for personal use currently available are 

manufactured industrially on a large scale by 

means of procedures that seek to lower costs and 

obtain the greatest benefits from the raw 

materials used and from the extracted by-

products. This results in the soap thus obtained 

being, in most cases, a reconstituted product. 

Soap should not only effectively cleanse the 

skin, but also help to moisturize, nourish it and 

prevent allergic reactions and irritations. It is for 

this reason that the production of artisan soap is 

being implemented today, these are natural 

products that, properly selected and dosed, 

improve the properties of the soap and preserve 

the aroma of its base ingredient. 

 

They are products that are made by hand, 

from methods that use simple or mechanical 

tools for their production in a non-industrial 

way. The chemical reaction from which these 

soaps are made is saponification. A fat is mixed 

with sodium or potassium hydroxide to obtain 

them, the techniques by which this reaction is 

triggered can be hot or cold, depending on the 

ingredients used. Essential oils or artificial 

fragrances can also be used to give the soap an 

odor and natural or artificial colorants are used 

to color it, it is important to mention that they do 

not use preservatives. Industrial soap on average 

lacks both unsaponifiable substances and 

glycerin. These elements that are not in 

industrial soaps are important for the skin, 

because they help in its hydration and nutrition. 

 

As for the key ingredient, corn, there is a 

variety of studies that demonstrate its attributes 

in reference to skin care. Alba (2016). Genetic, 

paleobotanical and archaeobotanical studies 

carried out to date indicate that the Zea mays 

(corn) species is a grass native to Mexico, from 

where it spread throughout the American 

continent. Later, while it dispersed, it adapted to 

different climates, environmental 

characteristics, altitudes and tastes of the 

inhabitants. The oldest dates found and 

calibrated to date correspond to 8990 to 8610 

BC, and come from the Xihuatoxtla rock refuge, 

in the north of the current state of Guerrero, 

where they were found and carried out studies 

with corn and pumpkin phytoliths. These are the 

oldest evidence found in relation to the 

Mesoamerican origin of cultivated corn, 

although we must consider the few similar 

studies, in depth and methods, for other parts of 

the continent. 
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In Mexico, as in the rest of Latin 

America, corn represents an indispensable 

cultural element of universal validity and an 

irreplaceable and main ingredient in the diet of 

Mexicans, constituting a basic food of the 

population that consumes it in various forms 

(tortillas, tamales, drinks). Likewise, the native 

population attributes to corn various medicinal 

properties in the treatment of infections, kidney 

diseases and cancer treatment. 

 

Álvarez (2013). Recently, it has been 

considered that the pigments of corn grains (Zea 

mays), in addition to their use as natural 

colorants, have antioxidant activity, therefore 

their nutritional interest due to their contribution 

to the maintenance of human health due to the 

beneficial properties of their secondary 

metabolites ; In addition to carotenoids, 

anthocyanidins are present in appreciable 

quantities in pigmented varieties of corn, giving 

them antioxidant activity and making corn a 

potential product for the supply of natural 

colorants and antioxidants. 

 

That is why corn is considered one of the 

main ingredients in the handmade soap that is 

intended to be made. On the other hand, corn 

also contains salicylic acid, an element to which 

sedative, analgesic, anti-haemorrhagic 

properties are attributed; countless soaps include 

derivatives of this grass as part of their 

formulation. These properties will have the skin 

when using corn soap. To protect the skin from 

dryness, corn oil is rich in carvacrol, thymol and 

menthol, which helps both normal and dry skin. 

It is also rich in vitamin B7 (biotin), vitamin K, 

niacin, folic acid and lots of vitamin C, in the 

form of becarotenes, unlike other cereals that 

contain little significant amounts of this element. 

It also contains high percentages of potassium, 

magnesium, iron, phosphorus, selenium, and 

zinc. 

 

The purpose of this study is to investigate 

the acceptance in Metepec, State of Mexico of 

an artisan soap based on corn. There is a 

diversity of proposals to develop market 

research. Some will be examined. 

 

Nuñez (1997). The objective of the 

market study is to determine the acceptance of 

the service or product considered, which can be 

expected to be attended by the project when it 

enters into operation. 

To reach this objective, the designer, that 

is, those who prepare the study, must consider 

the following questions in their analysis: 

 

- The demand. 

 

- The offer. 

 

- The supply - demand balance. 

 

- Prices or rates. 

 

- The marketing and distribution system. 

 

- Complementary services or supports. 

 

Moyano (2016). At any level, to carry out 

a market study the following steps should be 

considered: 

 

- Definition of the objective. 

 

- Analyze the situation. 

 

- Informal research. 

 

- Formal research: surveys, observation, 

qualitative research (focus group) and 

quantitative survey (questionnaire). 

 

- Data analysis and real report. 

 

- Segmentation. 

 

- Positioning. 

 

- Added value. 

 

- Outline the market objectives. 

 

Prieto (2009). The proposed procedure 

for market research is: 

 

- Diagnosis of the current situation of the 

company. 

 

- Preparation of the data collection 

instrument. 

 

- Data collection. 

 

- Basic elements of statistics and sampling. 

 

- Field work. 

 

- Administrative aspects. 



6 

Article                                                           Journal-Business Administration-Marketing; Accounting 
                                                                              June 2020 Vol.4 No.6 1-15 

 

 ISSN- 2531-3002 

RINOE® All rights reserved 

ZENTENO-BONOLA, Ana Luisa, AGUIRRE-BRITO, Dorian, 
CERVANTES-CARBAJAL, Ana Margarita and GARCÍA-

BARRUETA, Katia Guadalupe. Market research in Metepec, State of 

Mexico to determine the acceptance of an artisan soap made from corn. 

RINOE Journal-Business Administration-Marketing; Accounting. 2020 

- Analysis and interpretation of data. 

 

- Market research report.  

 

Fernández (2004). The process of a 

market study consists of the following stages: 

 

- Initial approach. 

 

- Group meeting and in-depth interview. 

 

- Projective techniques and observation. 

 

- Survey. 

 

- Sampling and field work. 

 

- Multivariate analysis and report 

preparation. 

 

The process that was applied to the 

present investigation is the one proposed by the 

authors William Zikmund and Barry Babin. 

Which is explained later. 

 

Problem Statement 

 

A major issue today is skin care, which includes 

the aesthetic aspect, but also that of health. The 

latter is extremely important because 

carelessness has serious consequences for 

human beings. There are diverse and deep 

investigations regarding what it means to take 

care of the skin to avoid any skin disease. 

 

The National Institute of Statistics and 

Geography (INEGI) has the following 

classification in relation to skin diseases: 

 

- Infections of the skin and subcutaneous 

tissue, such as: Cellulitis, Impetigo, Skin 

abscess, Furuncle and carbuncle, Acute 

lymphadenitis, Pilonidal cyst, Pyoderma, 

Erythrasma, among others. 

 

- Dermatitis and eczema. 

 

- Other skin and subcutaneous tissue 

disorders. 

 

Another disease that unfortunately can 

also develop due to a variety of factors is skin 

cancer. Jurado (2011) comments in her article 

that sun exposure is decisive in the development 

of skin cancer, especially intense and 

intermittent sun exposure during childhood and 

adolescence. 

Jury (2011). It is estimated that children 

spend 2.5 to 3 hours in the sun daily and may 

receive more ultraviolet B (UVB) radiation per 

year than adults. Several studies even show that 

the regular use of sunscreens before 18 years of 

age can reduce the incidence of skin diseases by 

up to 78%. It is currently known that by age 18, 

70% of the chronic actinic damage that will 

manifest itself in adulthood, such as photoaging 

or other conditions, has accumulated, so it is 

important to start skin care measures from 

childhood. 

 

In Mexico there is no culture of 

protection and there are many myths regarding 

the use of sunscreen. Most of the Mexican 

population is unaware of the harmful effects of 

prolonged exposure to solar radiation. 

 

Gutiérrez (2003). It emphasizes that skin 

diseases have increased their frequency in recent 

years worldwide. In Mexico there is an 

underreporting of cases, since most of them do 

not cause mortality and many are treated 

immediately without there being a confirmatory 

study. 

 

Díaz (2011). It establishes that although 

exposure to ultraviolet radiation (UVR) has been 

identified as the most important risk factor for 

the development of skin diseases; the 

environment, the habits of recreation and care, as 

well as the inheritance also contribute to its 

development. 

 

The Mexican Social Security Institute 

(IMSS) recognizes that the cases of dermatitis 

have increased and among the main causative 

agents that cause it are contact with soaps and 

detergents, disinfectants, alcohol, cosmetics and 

fragrances, solvents, among others. This leads to 

a problem that is intended to be alleviated with 

the proposal of an artisan soap made from corn, 

which, although it does not solve or stop any of 

the skin diseases described, does manage to take 

care of it and can act with a preventive nature, 

since it does not contain parabens, silicones or 

other chemicals that can create irritation and 

even allergies; Due to the fact that it is a product 

with a neutral pH, which makes it softer and 

more respectful of the most sensitive parts of the 

skin. The multiple benefits it provides is that 

they hydrate, nourish and prevent skin problems 

such as eczema or itching. It is also an alternative 

to traditional gels, much more respectful with the 

environment. 
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In addition, soap is a basic article of daily 

use that we use for personal hygiene. Hydration 

is necessary for the skin since it helps it to fight 

against the effects of the environment in the face 

of sudden changes in temperature and daily 

external aggressions in each wash. 

 

Corn-based soap is a hydrating skin 

treatment. The excellence it brings is the choice 

of raw materials and some additives such as 

natural flavors that have therapeutic properties. 

  

The objective of this work was to apply a 

market research that allowed determining the 

acceptance in the population located in Metepec, 

State of Mexico of the artisan soap made with 

corn base for skin care. 

 

Method 

 

The type of research that was carried out was 

with a quantitative approach and a descriptive 

scope that is used to detail the most 

characteristic, distinctive and particular aspects 

of the object of study, defining its properties. "... 

focuses on the questions who, what, when, 

where and how" according to Zikmund (2004). 

 

Market research was applied because 

contact was made with end consumers (potential 

market) to collect relevant data regarding the 

artisan soap product made with corn base for 

skin care. It was also quantitative, because it 

focused on measuring concepts with scales that 

revealed numerical values using a structured 

information collection instrument through the 

use of a survey to obtain statistical data for 

informed decision making. 

 

The process used in the present research 

was that of William G. Zikmund (2004) which 

consists of six stages, which are mentioned 

below: 

 

- Definition of the research objective. 

 

- Research design planning. 

 

- Sample planning. 

 

- Data collection. 

 

- Data processing and analysis. 

 

- Report formulation. 

 

The stages of product description, need 

to satisfy and market segmentation were 

included, in order to suit the investigation.  

 

1) Product description 

 

The first point was the definition of the product, 

which is detailed in the technical sheet and is 

shown in table 1. 

 

2) Need to satisfy 

 

Corn soap is a personal hygiene product, which 

helps to clean, moisturize, purify and protect the 

skin in a natural way, therefore it satisfies a 

physiological need according to the Abraham 

Maslow pyramid, covering the aspect of well-

being and health in the human body. 

 

3) Market segmentation 

 

The product is aimed at people who are 

integrated into the labor market, care about skin 

care and live in the municipality of Metepec, 

State of Mexico. Based on the basic municipal 

statistics bulletin issued by the Institute of 

Geographic, Statistical and Cadastral 

Information and Research of the State of Mexico 

(IGECEM) in 2010, the Economically Active 

Population (EAP) in the municipality of 

Metepec, State of Mexico It was 91,700 

inhabitants. 

 

4) Definition of the objective of the 

investigation 

 

Know the acceptance of corn soap by people 

who are integrated into the labor market, care 

about the care of their skin and live in the 

municipality of Metepec, State of Mexico. For 

this, the information was collected during the 

month of September 2019. 

 

5) Planning the research design 

 

The working hypothesis was: Corn soap is 

accepted by people who are integrated into the 

labor market, care about the care of their skin 

and live in the municipality of Metepec, State of 

Mexico. Bernal (2016). Two variables were 

determined, the independent variable, which is 

considered as the supposed cause, or the 

antecedent condition and the dependent one, 

which is the effect or result caused by said cause. 
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Technical data sheet finished product 

Generic product 

name 

Corn-based 

soap 

Code: PJM01 

Descripción del 

producto 

Corn-based soap is a hydrating skin 

treatment. It is softer, does not 

contain additional chemicals and 

does not produce irritation reactions 

or any other type of skin problem, it 

contains beneficial oils that help 

nourish the skin. 

Formula 

 

Cornmeal 30-40g 

Coconut oil 0.5ml 

Honey bee 2.5ml 

Organic 

glycerin 

250g 

Ground oats 20g 

Lavender 

essence or 

various herbal 

essences 

10ml 

Conservation 

type 

Conservation at room temperature. 

Storage 

Considerations 

Store preferably in a place that does 

not have exposure to sunlight, at 

room temperature. 

Applicable 

regulations 

NOM-039-SSA1-1993 

 

Table 1 Product data sheet 

Source: Own elaboration 

 

Independent variable: Corn soap. 

 

Dependent variable: Market segment. 

 

It was decided to build a new 

measurement instrument, using the procedure of 

Hernández, Fernández and Baptista (2003). The 

first step is the operational definition of the 

variables, which are listed in Table 2. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Variable Type Operational definition 

Independent: 

Corn soap 

Ingredients: 

Corn flour, quantity 30-40 

grams, its contribution is 

vitamins and minerals, 

astringent properties to balance 

the levels of fat in the skin, 

facial cleanser. 

Coconut oil, quantity 0.5 ml. 

provides effective 

moisturizing, helps keep the 

skin hydrated thanks to its 

antioxidants. Helps in the 

treatment of dermatitis and 

other skin infections. 

Organic glycerin, quantity 250 

grams, improves skin 

hydration, has calming effects. 

Promotes moisture retention. 

Ground oats, quantity 20 

grams, provides a cleansing 

effect, absorbing dirt that 

accumulates in the pores. 

Soothing in different skin 

infections. Avoid dehydration 

of the skin. 

Bee honey, quantity 2.5ml., Is 

moisturizing thanks to the 

natural enzymes it contains, it 

is an antioxidant, regenerates 

the skin, balances the 

production of oil, revitalizes 

the skin and naturally clarifies. 

Lavender essence or various 

herbal essences, quantity 

10ml., Provides intense 

hydration, is firming and 

calming. 

Variable Type Operational definition 

Dependent: 

Market segment 

People who are integrated into 

the labor market, care about the 

care of their skin and live in the 

municipality of Metepec, State 

of Mexico. 

 

Table 2 Operational definition of variables 

Source: Own elaboration 

 

Subsequently, the indicators, dimensions 

and items of each variable are determined. In 

Table 3 these elements are displayed. 
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Independent variable 

Indicator: product attributes (corn-based soap) 

Dimension Ítems 

Elaboration Do you use handmade soaps? 

A) Yes

b) No

Colour What color range do you prefer for a soap 

line? 

a) Light Yellow, Green, Red, Pink,

Orange 

b) Brown, black, blue, purple.

Size In which presentation would you like to 

find your soap? 

a) 100gr

b) 160gr

c) 200gr

Shape Do you consider the shape of the product 

when purchasing a soap? 

a) Roses

b) Oval

c) Rectangular

d) Other_____

Benefits What benefits are you looking for in this 

type of product when you buy it? 

a) Hydration

b) Cleaning

c) Both

d) Other_____

Odor What type of aromas do you consider 

when purchasing the product? 

a) Citrus

b) Florals

c) Relaxing

d) Other ____

Packing What type of packaging would you like 

for a craft soap? 

a) Biodegradable

b) Seed paper

c) Other: _____

Dependent variable 

Indicator: market segment preferences. 

Dimension Items 

Type of skin Do you suffer from dry skin? 

A) Yes

b) No

What products do you use to moisturize 

the skin? 

a) Cream

b) Soap

c) Serum

d) Ampoule

e) Mask

f) Other

Motivation What would motivate you to purchase a 

new moisturizing product? 

a) Properties

b) Presentation

c) Quality

d) Price

Would you buy a soap made from corn 

that offers you the benefit of moisturizing 

and cleansing? 

A) Yes

b) No

Table 3 Determination of indicators, dimensions and 

items 

Source: Own elaoration 

Taking into consideration what is 

contained in Table 3, the data collection 

instrument (Appendix 1) was designed and 

validated by applying it to 20 people with the 

same characteristics of the market segment to 

which the product is directed. This judgment, 

added to the review of the literature on which its 

design was based and the cross-review carried 

out by the researchers of this project, ensure the 

initial validity of the instrument. This pre-test 

allowed correcting the syntax of the items, 

modifying some terms that were not clear to the 

respondent and estimating the duration of the 

surveys. 

6) Sample planning.

The population is made up of economically 

active people (EAP), who live in the 

municipality of Metepec in the State of Mexico. 

According to data from IGECEM (2010) in the 

municipality of Metepec, Edo. of Mexico there 

are 91,700 people. For the determination of the 

sample size, the formula for finite samples of 

Levin (2004) was applied: 

𝑛 =
𝑁(𝑧α)2(𝑝)(𝑞)

𝑑2(𝑁−1)+(𝑧)2(𝑝)(𝑞)
 (1) 

Where: 

N = Total population 

Zα = 1.96 squared (taking a confidence 

level of 95%) 

p = product acceptance rate (in this case 

50% = 0.5) 

q = 1 - p (in this case 1-0.5 = 0.5) 

d = precision (5%) 

𝑛 =
91,700(1.96)2(0.50)(0.50)

(0.05)2(91,700−1)+(1.96)2(0.5)(0.5)
(2) 

= 𝟑𝟖𝟑  

7) Data collection

The sampling was carried out in a simple 

probabilistic way and a systematic selection of 

sample elements was carried out, which implies 

that each element has the same probability of 

being chosen. This type of selection achieves a 

proportionate sample.  
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It was applied using an interval of 8 

people. The survey was carried out in public 

places attended by the people identified within 

the market segment: Mall Galerías and Mall 

Town Square, both located in Metepec, State of 

Mexico. The application was made on the 

weekends of September 2019, from 12: 00-16: 

00 hours. The filter questions that were used are 

listed below and to proceed with the application 

of the questionnaire they should be answered in 

the affirmative: 

You work? 

Do you live in Metepec, State of Mexico? 

Do you take care of your skin? 

8) Data processing and analysis

Once the number of surveys was completed, the 

coding of the answers was executed, setting a 

unique code for missing data. The data was 

tabulated, graphed and interpreted. Which are 

presented in the results section. 

9) Formulation of the report

The results of the market study for corn-based 

soaps according to the information collected 

during the month of September 2019 through the 

application of a survey to a sample of 383 people 

who are integrated into the labor market, which 

they care about the care of their skin and that 

they live in the municipality of Metepec, State of 

Mexico; were satisfactory since there is 

acceptance of the product within the market 

segment with 90%, so the working hypothesis 

raised in this research is accepted. 

Results 

The findings that will be presented in this section 

are derived from the results obtained from the 

application of a data collection instrument to 

determine the acceptance of corn soap. It was 

applied to 383 people from the municipality of 

Metepec, State of Mexico; sample determined 

with a confidence level of 95% and a sample 

error or bias of 0.5 with a total population of 

91,700. The following graphs show the results 

obtained in the items considered to know the 

opinions about this product. 

Graphic 1 Dry skin 

Source: Own elaoration 

Graphic 2 Products to hydrate the skin 

Source: Own elaoration 

Graphic 3 Motivation to acquire a new moisturizing 

product 

Source: Own elaoration 

Graphic 4 Use of handmade soaps 

Source: Own elaoration 
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Graphic 5 Favorite colors for a soap line 

Source: Own elaboration 

Graphic 6 Preferred presentation in a soap line 

Source: Own elaoration 

Graphic 7 Consider the shape of the soap when 

purchasing 

Source: Own elaoration 

Graphic 8 Preferred form of soap 

Source: Own elaoration 

Graphic 9 Benefits for skin care 

Source: Own elaoration 

Graphic 10 Favorite scents in a soap 

Source: Own elaboration 

Graphic 11 Place to purchase the soap 

Source: Own elaoration 

Graphic 12 Preferred packaging type 

Source: Own elaoration 
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Graphic 13 Purchase a corn-based soap that offers 

moisturization and cleansing 

Source: Own elaoration 

Graphic 14 Amount they would pay for soap 

Source: Own elaoration 

In the evaluation of the results as can be 

seen in Graphic 1, 58% of the surveyed 

population suffers from dry skin and 42% does 

not have this problem, corn soap contains 

vitamins and minerals with astringent properties 

to balance the levels of oil in the skin, and 

ingredients with moisturizing properties, so it 

can satisfy the needs of each client, 

With respect to the products they use to 

hydrate the skin, in Graphic 2, it can be seen that 

73% opt for a cream, and only 9% for a soap, so 

that an area of opportunity can be seen in the use 

of soap to hydrate, as a possible substitute for 

cream, this being the main competition. 

According to Graphic 3, the motivation 

to acquire a new moisturizing product are the 

properties, both its ingredients and benefits, as 

demonstrated by 57% of those surveyed, 

followed by the quality of the product with 27%, 

while presentation and price are factors to take 

into account with 14%. The use of handmade 

soap is not widely used in the municipality of 

Metepec, State of Mexico, as can be seen in 

Graphic 4, 65% of the surveyed population does 

not use soaps of this type, so it can be an area of 

opportunity for corn soap. 

Among the preferred colors in a soap, 

60% of the surveyed population opts for pastel 

colors, 22% for primary colors and 12% strong 

colors, this information can be displayed in 

Graphic 5. Regarding the presentation in grams 

of the soap, in Graphic 6, it can be seen that 67% 

of the respondents prefer 160gr soap, this 

presentation is the most common for a toilet 

soap, 22% opts for a presentation of 100 gr and 

11% of 200gr. 

The shape of the soap at the time of 

purchase is not so significant, 51% if you 

consider it and 49% not, as can be seen in 

Graphic 7. Regarding the shape of the soap, 40% 

of the respondents prefer an oval shape, 21% are 

indifferent to the presentation, 15% and 12% 

prefer the rectangular and circular shape 

respectively, the details of this information can 

be viewed in the Graphic 8. 

As you can see in Graphic 9, 68% of 

those surveyed look for a soap that is 

moisturizing and 28% that is exfoliating for their 

skin care. 

Regarding the preferred aromas 

according to Graphic 10, 39% of the surveyed 

population seeks relaxing aromas, 31% floral 

essences and 25% opted for citrus aromas. 

Of the 383 people surveyed, 64% prefer 

to buy their corn soap in the supermarket, since 

it is where they buy most of the products for skin 

care, followed by a pharmacy with a percentage 

of 19%, while 16 % mentioned that they would 

like to find it in health food stores, according to 

the information presented in Graphic 11. 

In Graphic 12, it can be seen that 

potential soap consumers are concerned about 

the environment and are aware of what a plastic 

packaging originates in the environment, 63% 

chose biodegradable packaging, this result can 

be used to generate a competitive advantage over 

companies that manufacture similar products 

and thus achieve a good position. 

Regarding the question, would you buy a 

soap made from corn that gives you the benefits 

of moisturizing and cleaning?, the answer is 

affirmative in 90% of the surveyed sample. 

According to information presented in Graphic 

13, it can be concluded that there is a potential 

market for corn soap. 

a) Yes         

90%

b) No

10%

I would buy a soap made from corn that 
offers the benefit of moisturizing and 

cleaning

a)     Yes b) No

$25°° to 

$35°°

48%

$36°° to 

$50°°

41%

$51°° to 

$65°°

11%

Amount you would be willing to pay 
for corn soap

 $25°° to $35°°

$36°° to $50°°

$51°° to $65°°
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It can be seen in Graphic 14 that 48% of 

consumers would be willing to pay for corn soap 

a price that ranges between $ 25.00 and $ 35.00, 

there is an opportunity to raise the price from $ 

36.00 to $ 50.00, however, with a price greater 

than $ 50.00 drastically decreases the 

willingness to pay this amount. 

Conclusions 

The objective of this research was to define the 

acceptance of an artisan soap made with corn 

base for skin care in the market segment located 

in Metepec, State of Mexico, and according to 

the evaluation of the results obtained, it can be 

conclude that the use of artisan soap in Metepec, 

State of Mexico, is not widely used (65%), 

however 90% of the representative sample 

would buy a soap made from corn that provides 

moisturizing and cleaning benefits , the majority 

of people stated that they suffer from dry skin, 

hydration being one of the most sought-after 

benefits in a skin care soap (68%), for the 

aforementioned, the main motivation to acquire 

a new The product is its properties (57%), 

followed by quality (27%) and price (9%). As 

mentioned before, corn-based soap is a natural 

moisturizer for the skin. 

Regarding the shape of the soap, 40% of 

the people who were surveyed prefer the oval 

shape and 21% answered that they are 

indifferent to the shape, this result is 

strengthened with the assertion that the shape of 

the product is not decisive When buying a soap 

(49%), however, size is a factor to consider when 

choosing it since 67% of people prefer a 160gr 

presentation. 

With regard to the preferred colors for a 

soap line, 60% of the representative sample 

chose pastel colors; Regarding fragrances, 

relaxing aromas are the ones with the highest 

acceptance (39%), closely followed by floral 

aromas (31%) and citrus essences (25%). The 

presentation of the packaging is very important 

and the vast majority of the people surveyed, 

aware of the environmental problems that exist, 

prefer a packaging that is biodegradable, which 

is very appropriate since the product subject of 

this study is a handmade soap made with a base 

corn. Another aspect to consider when choosing 

a product is the price; The results show that the 

consumer would be willing to pay up to $ 50.00 

pesos for corn soap with the characteristics 

described above, but the majority chose a price 

ranging from $ 25.00 to $ 35.00 pesos. 

As for the place where most consumers 

want to buy corn-based artisan soap is 

supermarkets, a small part chose pharmacies or 

health food stores. It is very important to know 

the needs and preferences of the consumer, the 

places where the product can be purchased, as 

well as a fair price, to determine the viability of 

a new product on the market; Based on the 

results obtained in the present work, it is 

concluded that there is feasibility for the launch 

of an artisan soap made with corn base for skin 

care in Metepec, State of Mexico. 

Appendix 1 

Data collection instrument 

National Technology of Mexico 

Technological Institute of Toluca 

Department of Economic - Administrative Sciences 

Bussines managment's engineering 

Objective: Collect information during the month of September 2019, to 

know the acceptance of a corn soap by people who are integrated into the 

labor market, care about the care of their skin and live in the municipality 

of Metepec, State of Mexico.  

Note: The information collected will be treated confidentially and for 

academic purposes. 

Information about the product. - Corn soap has properties that help 

hydrate and nourish the skin, as well as avoid some skin problems. It also 

contains bee honey, ground oats, coconut oil, which also provide multiple 

benefits.  

Instructions: Underline or circle the answer you consider describe your 

opinion for each question.  

1. Do you suffer from dry skin? 

a) Yes b) No

2. What products do you use to hydrate the skin? 

a) Cream b) Soap c) Serum d) Ampoule 

e) Mask f) Other: ________

3. What would motivate you to purchase a new moisturizing 

product? 

a) Properties (Ingredients and / or benefits) b) Presentation c)

Quality 

d) Price e) Other: ______________

4. ¿Utiliza jabones artesanales? 

a) Yes b) No

5. What color range do you prefer for a soap line? 

a) Primary colors b) Pastel colors c) Strong colors d) Other:

_____________ 

6. In which presentation would you like to find your soap?

a) 100gr b) 160gr c) 200gr
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7. Do you consider the shape of the product when buying 

soap?  

a)Yes                                                b) No 

8. What shape do you prefer?  

a) Oval b) Circular c) Rectangular d) Square e) Indifferent 

f) Other: ____________________ 

9. 9. What benefits are you looking for specifically in soap for 

your skin care? 

a) Hydration b) Exfoliation c) Others: _______________ 

10. What scents do you prefer when purchasing the soap?  

a) Citrus b) Floral c) Relaxing d) Others: 

_________________ 

11. Where would you like to buy the soap?  

a) Pharmacy b) Health food store c) Supermarket d) Other: 

______________ 

12. What type of packaging would you like for a craft soap?   

a) Biodegradable b) Seed paper (post-consumer material 

with easily germinated seeds)   c) Other: 

_________________ 

13. Would you buy a soap made from corn that offers you the 

benefit of moisturizing and cleansing?  

a)Yes                                                      b) No 

14. How much would you be willing to pay for corn soap?  

a)$25°° a $35°° MN.      b) $36°° a $50°° MN.   c) $51°° 

a 65°° MN. 

OBSERVATIONS: 

_____________________________________________________________

_____________________________________________________________

________________________ 

We appreciate your time and honesty in answering this survey. 

 ¡Excellent day! ☺ 
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Abstract 

 

The purpose of this work is to identify, based on the literature, 

some of the dimensions and/or factors of the existing process in 

entrepreneurial ecosystems, considering the interior, financial 

structure, strategic alliances and decision making by senior 

management y the Universities through the literature review to 

propose a measurement instrument conductive to an 

entrepreneurial orientation (OE), developing its 

operationalization at a conceptual level to enhance innovation 

and improve business performance. The paper is a review of the 

literature published in various sources, including Journal of 

business Research, Human Resource Development Review, 

Journal of Management Studies, journal of Marketing 

Communications, Academy of Management Journal, 

International Journal of Technology Management & Sustainable 

Development, among others. The results of the literary review of 

137 articles allow us to recognize that: OE is defined by many 

scholars on the subject, according to different thematic 

approaches; the proposal by Lumpkin and Dess (1996) includes 

five dimensions: 1) autonomy 2) competitiveness 3) innovation 

4) proactivity 5) risk taking; influenced by communication 

networks within strategic alliances, baked by senior management 

teams, their cultural profile and social responsibility, for a 

transdisciplinary and multidisciplinary effect that generates 

innovation. The results of the review allowed the construction of 

an instrument with a hundred questions to improve the process 

of measuring the impact of OE an CI on SMEs. 

 

 

 

Entrepreneurial Orientation, Innovation, Innovation 

capabilities 

Resumen  

 

El propósito del presente trabajo es identificar con base en la 

literatura, algunas de las dimensiones y/o factores del proceso 

existente en ecosistemas emprendedores, considerando al 

interior, estructura financiera, alianzas estratégicas y la toma de 

decisiones por la alta dirección y las Universidades a través la 

revisión de literatura para proponer un instrumento de medición 

conducentes a una orientación emprendedora (OE), 

desarrollando a nivel conceptual su operacionalización para 

potenciar la innovación y el mejoramiento de los rendimientos 

empresariales. El trabajo es una revisión de la literatura 

publicada en diversas fuentes, entre ellas Journal of Business 

Research, Human Resource Development Review, Journal of 

Management Studies, Journal of Marketing Communications, 

Academy of Management Journal, International Journal of 

Technology Management & Sustainable Development, entre 

otros.  Los resultados de la revisión literaria de 137 artículos, 

permiten reconocer que: la OE está definida por muchos 

estudiosos del tema, según diferentes enfoques temáticos; se 

distingue la propuesta por Lumpkin y Dess (1996) incluye 5 

dimensiones: 1) autonomía 2) competitividad 3) innovación 4) 

proactividad 5) toma de riesgos;  influidas por las redes de 

comunicación al interior de alianzas estratégicas, avaladas por el 

equipos de alta gerencia, su perfil cultural y la responsabilidad 

social, para un efecto transdisciplinar y multidisciplinar que 

genere innovación. Los resultados de la revisión permitieron la 

construcción de un instrumento con cien preguntas para mejorar 

el proceso de medición del impacto de la OE y CI en las 

MyPyMES. 

 

Orientación emprendedora, Innovación, Capacidades de 

innovación 
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Introduction 

 

In recent decades, studies show a tendency to 

reveal the impulses that allow to transform 

resources with creativity mediating learning 

capacities, adaptation capacities, absorption 

capacities and innovation capacities to develop a 

superior value and translate them into innovation 

(Teece, 2016). This theoretical current is known 

as Dynamic Capacities (CD). 

 

In addition, the literature converges on 

the fact that the personality traits of 

entrepreneurs affect business performance 

(Gadner, 1983, 2001; Goleman, 1995; Krause et 

al., 2012), thus, promoting the development of 

skills such as assertiveness, tolerance, resilience, 

motivation, negotiation, decision-making, 

through the increase of collaboration networks, 

allows raising both internal and external 

knowledge, which, when articulated, impact the 

development of ideas, processes and products, 

accelerating growth and productivity (Zahra, 

Newey and Li, 2014; Andreeva and Ritala, 2016, 

Guesalaga et al., 2018; Cui et al., 2018), while 

strengthening businesses for their 

internationalization (Brown et al., 2014). 

 

OE has a great impact on DC 

development, which also includes an active 

management process; Perhaps incorporating 

social clubs within the company, to support the 

articulation of elements such as leadership, 

quality human capital, while sharing ideas, work 

experiences in large firms, promoting business 

enrichment (Isenberg, 2011b). 

 

Thus, an improvement in the results of 

the organization is explained by the company's 

ability to constantly renew itself, by identifying 

and exploiting new opportunities, in response to 

customer demands and continuous 

improvement. 

 

In the context of the growth of 

organizations, entrepreneurship is identified 

among the capacities of greatest interest, since it 

is a factor that leads to the development of 

innovation capacities and the achievement of 

sustainable competitive advantages (Porter and 

Kramer, 2011; Barney, Ketchen and Wright, 

2011; Marvek, Davis and Sproul, 2016). 

 

 

 

 

The relationship between the 

entrepreneurial orientation (EO) of the company 

and its performance has been much studied, 

some in favor (Lumpkin and Dess, 1996; 

Wiklund and Shepherd, 2005; Lisboa, Skarmeas 

and Saridakis, 2016) others against (Bartholdy 

and Mateus, 2006; Smart and Conant, 2011), 

other authors argue that EO is not appropriate for 

all settings; and there are those who have worked 

OE with small companies, given their flexible 

organizational structure and their management 

with fewer barriers (Jiménez, Nieto and Castro, 

2011; Arzubiaga, Iturralde and Maseda, 2012; 

Robinson and Stubberaud, 2014); However, the 

need for holistic interventions has emerged, 

calling for broadening the field of knowledge 

and breaking paradigms (Warwick, 2013: 

Wales, 2015). Therefore, it can be considered 

that the discussion is still open. 

 

The objective of this work is to develop 

a new analysis proposal to measure the effect of 

entrepreneurial orientation and the capacity for 

innovation due to the influence of 

communication networks within strategic 

alliances supported by a cultural profile, focused 

on the creation of value. and innovation. An 

evaluation instrument considering various 

theoretical proposals to contribute in the field of 

knowledge at the theoretical level of the OE in 

relation to other disciplines. The importance of 

this research is based on the fact that there are no 

instruments in Spanish, according to the author's 

knowledge, that evaluate the traits and 

interactions, awakened through the literature and 

due to their importance in the economic 

development of the country; in order to achieve 

the correct fit between the environment and the 

capabilities that organizations must adopt to 

promote entrepreneurial behavior, in such a way 

as to promote business innovation, by generating 

competitive advantages in SMEs. 

 

The second section of the work presents 

the conceptual framework, as well as a review of 

the literature and empirical studies related to OE. 

The third section describes the methodology 

used, while the analysis and results are presented 

in the fourth section, to finally present and 

discuss the conclusions, limitations and 

implications for future research. 
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Theoretical framework 

 

Many are the antecedents that are identified in 

the literature as ideas and determining factors 

that, under conditions of opportunity, use 

knowledge, as well as their interactions and 

generate better production processes, better 

products or services, better forms of 

organization. 

 

In Mexico, the Mexican industry has not 

been studied in depth, so it is interesting to start 

from internal information and knowledge 

processes; associate it with the existing 

knowledge in the environment and consider the 

knowledge generated in the interaction. 

 

Miller (1983) devised a construct called 

Entrepreneurial Orientation (EO), the concept 

refers to the processes, practices and activities of 

decision-making for the construction of 

strategies and daring actions in relation to risks, 

which promote change, in pro of innovation, in 

order to generate competitive advantage 

(Lumpkin and Dess, 1996; George and Marino, 

2011). 

 

OE dimensions and relationships. 

 

The extensive and growing literature has 

examined the importance of EO by suggesting 

different operationalizations of the concept, 

although there is no generally accepted theory. 

There are two main conceptualizations of the 

construct, unidimensional by Miller (1983) 

defining it in three main dimensions: 1) 

innovation, 2) proactivity and 3) risk propensity 

and multidimensional by Lumpkin and Dress 

(1996) includes 5 dimensions: 1) autonomy 2) 

competitiveness 3) innovation 4) proactivity 5) 

risk taking. Later studies define OE from a 

constructrivist perspective (Anderson et al., 

2014) and Lisboa, Skarmeas and Saridakis 

(2016) analyze the three original dimensions of 

OE: innovation, risk taking and proactivity, as 

well as their interactions, with the in order to 

identify the circumstances that facilitate product 

development and productivity advantages. 

Bouncken, Pluschke, Pesch and Kraus (2014), 

investigated how EO affects within an alliance 

in reference to the absorption of knowledge 

between alliance partners in an innovation 

process. 

 

 

 

These circumstances evoke the 

interactive nature of companies, a conducive 

culture, resources, policies, leadership, 

suppliers, customers, economy and finance, 

quality human capital, markets, etc. thus 

becoming a business system (Isenberg, 2011a) 

 

It is important to emphasize the 

articulation of education, science and 

technological development, thus, Universities 

promote in their students the entrepreneurial 

spirit for the development of companies, with 

new ideas that increase the intellectual capacity 

of the community (Feld, 2012). 

 

Micro and small enterprises, although 

they have similar characteristics, also have 

differences.In Mexico, INEGI classifies SMEs 

in manufacturing and trade sectors as: micro (up 

to 10 workers), small (up to 50 workers), 

medium (up to 250 workers), large (more than 

250 workers). According to the National Survey 

on Productivity and competitiveness of Micro, 

Small and Medium Enterprises (2019), in 

Mexico there are just over four million SMEs, 

highlighting: the micro 97.6 percent of the total 

followed by 2 percent of small and the medians 

represent only 0.4 percent. 

 

The SMEs that are in hostile 

environments have consistently and creatively 

developed new processes, products or services, 

increasing their competitiveness, allowing them 

to compete in international circuits. However, in 

most studies it has been observed that small 

companies have strong difficulties to generate 

sustained profitability, increase or develop 

business opportunities and transform them into 

sales (Andreeva and Ritala, 2016; Teece, 2016; 

Guesala et al., 2018). 

 

In the last decade, innovative activities 

are displacing aspects of strategic behavior of 

companies, innovative activities should be 

understood as those that lead to the development 

or introduction of technological innovations, 

which can be classified as: 

 

- Research and technological development 

(R&D). 

 

- Industrial design. 

 

- Industrial engineering and equipment. 

 

- New products. 
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- Marketing of new products. 

 

- Technology acquisition. 

 

- Technology content services. 
 

In previous works Peña (2017), found 

that the variable Adoption of New Product 

Processes for his Company but existing in the 

Sector, accompanied by New forms of 

organization, have the greatest discriminating 

potential to promote innovation in SMEs 

 

Mexico is attractive for foreign 

investment, due to its workforce, its 

geographical location and it has opted for the 

formation of technological capabilities based on 

foreign trade and the entry of foreign capital 

(Solleiro-Rebolledo and Castañón-Ibarrra, 

2014); It currently has a favorable outlook in 

terms of innovation according to the Global 

Competitiveness Index 2018, of the world 

Economic forum, ranking 50th out of 140 

countries in terms of innovative capacity to 

generate new goods and services. 

 

There are numerous works that relate an 

entrepreneurial approach to raising the 

organizational structure, increasing its market 

share, better sales and profits (Wright, 2011; 

Anderson et al., 2014; Wilden, Devinney and 

Dowling, 2016). 

 

In the literature, it was identified that the 

entrepreneurial company is one that is willing to 

take on high-risk projects under conditions of 

uncertainty; dependent on technological 

advances, technology transfer in order to be 

exploited and market opportunities.  

 

Methodology 

 

Methodology The research refers to the 

theoretical support, it is of a transversal type, in 

which the main factors of the processes in SMEs 

were identified, as well as the relationships 

between the entrepreneurial orientation and the 

capacity for innovation, to develop at a 

conceptual level an Instrument to measure the 

effect of business orientation and innovation 

capacity in SMEs, therefore the design used is 

non-experimental, quantitative, cross-sectional 

and correlational (Hernández, Fernández & 

Baptista, 2010).  

 

 

The scope of the research is exploratory 

in nature, as it approaches the problem of 

relatively unknown studies and, in turn, 

verifiable statements are suggested in order to 

generate knowledge that allows contributing to 

research on the subject. 

 

For research strategy, we searched for 

articles that in their title, abstract or keywords 

found words such as: "Entrepreneurial 

Orientation", "Entrpreneurial Ecosystems", 

"Entrepreneurial Orientation on SME" 

"Entrepreneurial abilities", "cooperative 

alliances" " adaptive capability ”“ inter-

organizational relationships ”;” Innovation ”in 

English given that it is the most influential 

language among academics around the world, it 

is important to note that only indexed journals 

were included, because it is the most important 

form of classification in scientific journals from 

the academic community; the foregoing with the 

interest of analyzing the most recent articles by 

different leading researchers on the subject, in 

the national and international environment. In 

addition, for purposes of monitoring the 

investigation process, an Excel sheet was created 

to record key aspects related to the objective of 

the investigation. In the specific case, it was the 

name of the author (s), year of publication, 

research objective, perspective, theoretical 

framework, method, data retrieval instruments, 

data analysis, as well as main findings. 

 

Indicators 

 

There are innumerable number of variables that 

affect the concept of entrepreneurial orientation, 

three problems are faced: 

 

1st. Because it is an incessant process, 

collecting relevant data becomes difficult. 

 

2nd. The methods used to measure 

entrepreneurial orientation and capacity for 

innovation are very diverse and indirect. 

 

3rd. The business heterogeneity itself 

makes it difficult to establish patterns that 

accurately reflect a factor. 
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It is proposed to apply an exploratory 

level through a multidimensional 

operationalization, in three factors added to the 

proposal of Lumpkin and Dess (1996); 

communication networks within strategic 

alliances supported by a cultural profile, which 

offer a framework with human meaning and 

quality empowerment; competitive advantage 

and performance, focused on creating value and 

innovation. (Wolfe and Shepherd, 2013; Teece 

2010). 
 

 
 

Figure 1 Explanatory model of the OE-CI relationship in 

MSMEs 

 

Results 
 

Using databases, a search for publications in 

scientific journals in full version was carried out 

in the first order through the use of keywords, to 

discriminate based on 178 articles for full 

reading 

 
Search criteria and 

restrictions oriented 

to EO (English 

terms) 

Google 

Scholar 

EBSCO Scielo 

Communication 

Networks & strategic 

alliance 

19 200 18 0 

Alliances 58 200 7 56 

Definition, dimensions 

and competitive 

advantage 

506 000 43 87 

Measurement 260 000 1 1 

Autonomy 21 800 9 4 

Innovation 556 000 5 22 

Proactivity 31 000 43 3 

Take risks 441 000 2 13 

Aggressive 

competitiveness 

26 900 859 7 

 

Table 1 Analysis in databases 

According to the literature reviewed, it 

was observed that there are more studies that 

have used three-dimensional scales than five, the 

measurement instruments range in the number of 

items from 7 to 100 and it is observed that in any 

attempt to measure the OE faces: 1) subjectivity 

as a function of appreciation ability, influenced 

by predictions and expectations, as a 

consequence of change in favor of continuous 

improvement. 2) indirect measurement and 3) 

heterogeneity. 

 

In the case of SMEs, due to their specific 

characteristics, they tend to establish less formal 

controls. For all these reasons, it is considered 

appropriate to consider communication 

networks within strategic alliances supported by 

a cultural profile, given that they offer a 

framework with a human sense and quality 

empowerment, focused on the creation of value 

and innovation. 

 

Link 1 shows the questionnaire 

consisting of 7 subdomains and a total of 100 

items, to be tested and distributed through the 

web. The structure of the instrument includes: 1) 

Presentation, 2) Data of the interviewee, 3) Data 

and characteristics of the company, 4) Risks and 

Decision-making, 5) Proactivity, learning and 

innovation, 6) Resources and skills, 7) 

Orientation Entrepreneur; It is measured from 

items in question form, on a 5-point Likert scale: 

1 = Strongly disagree 2 = Disagree 3 = Neither 

agree nor disagree 4 = Agree 5 = Totally agree, 

which can be self-rated.  

 

Link 1 

 

https://docs.google.com/forms/d/1qvZQmrBnO

bv2v1TyDYnlPR9_2ckI4HE2xo4BIsciLvo/edit 

 

Conclusions 

 

The study shows seven subdomains that can be 

interrelated in SMEs; three factors added to the 

proposal of Lumpkin and Dess (1996); 

communication networks within strategic 

alliances supported by a cultural profile, 

competitive advantage and performance, 

focused on creating value and innovation. 
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Recognizing that innovation projects are 

composed of more than one source of 

knowledge, type of organization, geographical 

location, sector and market niche; thus, in the 

dynamics of innovation, organization, 

technologies, sector dynamics and the response 

of society are interwoven (Rip, 2012). 

 

The present study is not without its 

limitations, the complete coverage of all the 

articles dealing with OE and / or IC could not 

have been achieved, given the search procedure 

chosen. Therefore, there could have been works 

that, having been directed to OE and / or CI, a 

different language was used. Consequently, the 

factors derived from the analysis need to be 

treated with caution. 
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Abstract  

 

This paper presents a reflection on the ideal requirements 

that a provider should offer to the consumer. Traditionally, 

studies are made to improve products and/or services, but 

the consumer's point of view is disesteemed. This work 

approaches the commerce scenario from an approach 

where the consumer is the protagonist. The context of 

analysis is electronic commerce (e-commerce), however, 

the approaches can be extended to traditional commerce. 

It should be noted that commerce can be classified as 

traditional or electronic. In the specific area of e-

commerce, it is known that the relevant defining 

characteristic is the use of information and communication 

technologies (ICT). Due to the above, the consumer has 

some particularities that are considered to present the 

approach. It is about identifying the elements for e-

commerce improvement.  Improving the sale-purchase 

cycle that includes improving marketing, improving 

consumer service, improving the product and/or service 

offered, and the improvement of the WEB portal. 

 

 

 

e-Commerce, ICT, Consumer 

Resumen 

 

En este trabajo se presenta una reflexión sobre los 

requerimientos ideales que un proveedor debe ofrecer al 

consumidor. Tradicionalmente se hacen estudios de 

mejora de productos y/o servicios sin embargo se 

desestima el punto de vista del consumidor. Este trabajo 

aborda el escenario de comercio desde un enfoque donde 

el consumidor es el protagonista. El contexto de análisis es 

el comercio electrónico (e-comercio), sin embargo, los 

planteamientos pueden extenderse al comercio tradicional. 

Cabe puntualizar que el comercio puede clasificarse como 

tradicional o electrónico. En el área específica del e-

comercio, se sabe que la característica relevante que lo 

define es el uso de las tecnologías de información y 

comunicación (TIC). Debido a lo anterior, el consumidor 

tiene algunas particularidades que son tomadas en cuenta 

para presentar el enfoque. Se trata de identificar los 

elementos para mejorar el e-comercio. Mejora del ciclo de 

compra-venta que incluye la mejora del mercadeo, la 

mejora del servicio de atención el consumidor, la mejora 

del producto y/o servicio ofrecido y la mejora del portal 

WEB. 

 

Comercio electrónico, TIC, Consumidor
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Introduction 

 

In recent years, the use of digital services has 

increased (Anissa, Purwandari, Wilarso, & 

Sensuse) such as electronic bank (Liébana-

Cabanillas, Muñoz-Leiva, Sánchez-Fernández, 

& Viedma-del Jesús, 2016), electronic billing 

(O'Leary, 2000), electronic citizen services 

(Kotsuka, Murakami, & Arima, 2019), 

electronic medical assistance (Wrenn, 

Catschegn, Cruz, Gleason, & Gonzales, 2017), 

electronic education (MD, CCFP, Ratnapalan, 

Lam‐Antoniades, & Tait, 2009), electronic 

administration (Collins, 2008), e-commerce 

(Linwan, 2019) (Blazquez, Zhang, Boardman, & 

Henninger, 2019) (Adaji, Oyibo, & Vassileva, 

2018), etc.  

 

The extensive use of the ICT  has a great 

impact on business, organizations and e-

commerce transaction because is as a highway 

that facilitates the massive communication 

breaking the barrier of distance and time 

(Dhamacharoen, Kumpusiri, & Waiyakarn, 

2019). ICT allows companies to make 

innovative proposals that help them achieve 

good economic results and grow too.  (Jimenez 

Villalba & Moreno Acevedo, 2020). The use of 

ICTs generates a large amount of data where 

their analysis can reveal trade trends (Amado, 

Cortez, Rita, & Moro, 2018), volume 

productions (Tekin , Etlioglu, Koyuncuoğlu, & 

Tekin, 2018), personalized marketing (Behera, 

Gunasekaran, Gupta, & Kamboj , 2019). 

Furthermore, the knowledge extracted from the 

data can be used to provide guidelines for 

improving WEB use of e-commerce and user 

satisfaction (Carmona, Ramírez-Gallego, Torres 

Ruiz, & Bernal, 2012).  

 

The history of anthropology, sociology 

and cultural studies motivated an 

interdisciplinary study that show consumption as 

a dynamic field that is nourished by all 

disciplines (Aristizábal García, 2020). In the 

context of e-commerce, there is a wide variety of 

scientific research and interest in the subject 

(Lingyun & Dong, 2008) (Luo, Xu, & Yao, 

2012). To understand user’s behavior, some 

researchers have focused on psychological 

models that could simulate consumer's thoughts 

(Shen, Zhou, Xu, Hu, & Hu, 2009). 

 

 

 

 

Several factors, such as reliability, 

website quality, perceived risk in the transaction, 

customer satisfaction, among others, affect the 

consumer's intention at the time of electronic 

purchase (Anissa, Purwandari, Wilarso, & 

Sensuse), another important aspect of the study 

that should to be considered is the security of the 

transaction (Ilmudeen , 2019). The critical 

moment of care occurs during the purchase-sale 

(Barkatullah & Djumadi , 2018). Some studies 

affirm that the future of e-commerce depends on 

the development of extra-judicial mechanisms 

for conflict resolution adapted to internet 

dynamics. The mechanisms are called online 

dispute resolution (ODR) and they need capable 

of providing equal security and confidence to 

consumers and merchants, however, there is no 

agreed international ODR (González & Nava 

González, 2020). The problem is notorious, for 

example, in Pacific Alliance (PA) that it was 

integrated with four Latin countries. However, 

the PA is far from achieving its objective of 

greater integration and economic growth in each 

country (Licona Michel, Rangel Delgado, & 

González García, 2020). So, it is clear that one 

of the great problems in Latin America is the 

lack of comprehensive trade policy (Pesántez 

Calva, Romero Correa, & González Illescas, 

2020). 

 

This study presents a reflection of the 

answer to the question: “What does the 

consumer want?”. It shows light answers to other 

research questions, but it is important to mention 

them because they establish a basis for further 

study from the exposed approach in this work. 

 

How does marketing change consumer 

desire? 

 

How to cause the consumer to enter an 

avarice state?  

 

This paper is organized as follow: In the 

next section, the theoretical framework is 

presented, followed by a review of the 

characteristics of consumer and provider in the 

e-commerce context. The reflection about: 

“What does the consumer want?” is presented 

and: “What does the electronic consumer want?” 

is also included. Finally, the conclusions are 

given.  
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Background 

 

A conceptual map is a tool of knowledge 

representation that resembles a bi-graph where 

each concept is a node. Arcs are used to relate 

concepts. The distribution of a conceptual map 

follows a logical link.  

 

Figure  shows that the concept A*B is 

justified only if concepts A, B are given 

previously and is reading as if A and B then A*B. 

Concepts A, B and C justify a concept that is 

explained by two background and this is 

interpreted as if A and B or C then (A * B) + t1C. 

 

 
 

Figure 1 Logical concepts map 

Source: (González-Castolo, Ramos-Cabral, & 

Hérnandez-Gallardo, 2016) 

 

Definitions glossary 

 

Product (P): Something that is offered in 

a transaction purchase-sale to attend a real or 

potential necessity of an entity. 

 

Entity (E): Organization (O) or 

individual (I), Eq1. 

 

E =  O ∪ I|O = {I}     (1) 

 

Consumer (Cmer): An E that acquires a 

P through a purchase-sale transaction (pst).  

 

Provider (Pder): An E that offers a P 

through a pst. 

 

Consumer society: The consequent way 

in which E is related in a capitalist economic 

system. 

 

Supply chain: This is referred to as the 

relations among E’s to offer a P in the market. 

 

Desire: A condition in which an E wants 

something and may become a need. 

 

Necessity: A survival condition that 

approaching a perception of well-being. 

 

Avarice state: Condition in which the 

Cmer buys a P. 

 

In the context of e-commerce, the Cmer 

and Pder are online consumer and provider. 

They are called as eConsumer (eCmer) and 

eProvider (ePder) respectively. 

 

eConsumers and eProvider 

 

The existence of P is an elementary fact in a 

consumer society and therefore all E is a Cmer 

and a Pder simultaneously, Eq2. 

 

𝐸 = 𝐶𝑚𝑒𝑟 ∩ 𝑃𝑑𝑒𝑟     (2) 

 

The above is also true for a supply chain 

of a specific P where there is an intermediary 

(Inter), Eq3. 

 

𝐸𝑃 = 𝐶𝑚𝑒𝑟𝑃 ∩ 𝑃𝑑𝑒𝑟𝑃|∃𝐼𝑛𝑡𝑒𝑟𝑃 ∈ 𝐸                 (3) 

 

The previous equation changes if a 

specific P is for a final consumer (Cmerf) 

because the E can only be a Cmer or a Pder, Eq4. 

 

𝐸𝑃 = 𝐶𝑚𝑒𝑟𝑃 ∪ 𝑃𝑑𝑒𝑟𝑃|𝐶𝑚𝑒𝑟𝑓𝑃 ∈ 𝐸     (4) 

 

In general, the E can be a Pder or a Cmer 

or both, Eq5. 

 

𝐸 = 𝑃𝑑𝑒𝑟 ∪ 𝐶𝑚𝑒𝑟 ∪ (𝐶𝑚𝑒𝑟 ∩ 𝑃𝑑𝑒𝑟)     (5) 

 

Figure 2 shows that E could be Pder and 

Cmer at the same time. The Pder could attend 

more than one Cmer and more than one Pder 

could be attended for one Cmer. 

  

 
 

Figure 2 Provider & consumer 

Source: Own elaboration 
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Electronic entity (eE) is manifested in e-

commerce and this is a subset of E, Eq6. 

 

𝑒𝐸 ∈ 𝐸       (6) 
𝑒𝐸 = 𝑒𝐶𝑚𝑒𝑟 ∪ 𝑒𝑃𝑑𝑒𝑟 ∪ (𝑒𝐶𝑚𝑒𝑟 ∩ 𝑒𝑃𝑑𝑒𝑟)  
 

Topics that are an important study in e-

commerce are 1) offer, 2) marketing, and 3) 

security. 

 

Sale-purchase cycle 

 

Every I has necessities and unfulfilled desires, 

then every I is Cmer and potential eCmer. Every 

I seeks to survive (care vital). The care vital 

induces a necessity. Every Cmer has a lifestyle 

that is stimulated by the social interaction and 

marketing.  

 

The lifestyle induces the desire. Lifestyle 

can become care vital and desire can become a 

necessity. The desire and/or the necessity induce 

a problem and this, in turn, induce a search for 

solution in the market. The market is where 

Pders that offer Ps are locaded. The Ps offered 

and the marketing induce an avarice state. The 

avarice state induces to take out a pst. After 

completing the pst, the P is sent to the Cmer's 

address. After the Cmer has the P, he evaluates 

whether it provides a problem solution. If the P 

is a problem's partial solution, then it induces a 

new solution search. 

 

If the P is a suitable solution to the 

problem, then it can end the sale-purchase cycle. 

However, the obtained solution can be 

transformed into a partial solution through 

marketing, lifestyle, and social interaction. 

Lifestyle is self-induced with the participation of 

social interaction and marketing. Marketing 

originates from both the Cmer (in a 

recommendation way) and the Pder (in a 

commercial disclosure strategy way), Fig. 3. 

 
 

Figure 3 Sale-purchase cycle in e-commerce 

Source: Own elaboration. 

 

The components in care vital are related 

to physiological needs as food, health, and dress. 

The lifestyle is related to psychological needs. 

Care vital could be seen as a lifestyle, and 

viceversa. The swap occurs in the I’s head. The 

necessity and desire are equivalent in this 

condition. Then the psychological satisfaction is 

the principal component to attend in the 

consumer society. The I wants to improve his 

condition and living space. 

 

A P is a satisfier. The I buys satisfiers 

that do not attend the order of Maslow's pyramid. 

The marketing approach is oriented to offer 

elements to attend the top of that pyramid. The 

optimal goal of marketing is to maximize I's 

spending without harming his financial health. 

 

The problems induced by necessity or 

desire are tangible or intangible. The tangible 

problem could be fixing a car or attending a 

physical condition. The intangible problem 

could be getting the latest smartphone or taking 

a vacation in an elegant place. A variety of P 

exists to attend the problem total or partiality.  

 

The Cmer wants the P (solution) to 

attend to the problem in a simple, fast, efficient, 

optimal, and economic way. The simple solution 

is always better. The fast solution helps to 

eliminate the problem quickly.  

 



27 

Article                                                             Journal-Business Administration-Marketing; Accounting 
                                                                              June 2020 Vol.4 No.6 23-31 

 

 
GONZÁLEZ-CASTOLO, Juan Carlos, RAMOS-

CABRAL, Silvia and ZATARAIN-DURÁN, Omar Alí. 

Reflection on consumers in e-Commerce. Journal-

Business Administration-Marketing; Accounting. 2020 

ISSN- 2531-3002 

RINOE® All rights reserved 

The efficient solution is that it eliminates 

the entire problem. The optimum solution is that 

there is no waste of P. The economic solution 

indicates that its value is much more expedient 

than the cost of the problem. P’s price is 

regulated by marketing.  Many P are integrated 

with surpluses that stimulate the ego-mind to sell 

at a high price. The social phycology stimulates 

the market but the marketing makes necessities. 

The consumption limit is set by money because 

the I cannot be satisfied. 

 

What does the consumer want? 

 

The consumer society creates needs through 

marketing. The Cmer wants satisfaction before, 

during, and after purchase the P and therefore 

improve their mood. But, what thing would 

improve the mood?  For example, improve life 

quality, and social status, next, improve family 

conditions and social environment. 

 

The consumer's ideal is to purchase a P 

that provides pleasure indefinitely. The product 

must give pleasure since it is known, bought, and 

used (property).  

 

A reasonable case is accepted when the 

Cmer buys a P that has benefits it promises. The 

marketing says about these benefits. In this case, 

the message must be precise.  

 

The general characteristics that the Cmer 

wants from the Pder are listed below: 

 

Trustworthy. It means that Pder always 

complies with the rules of the sales-purchase 

process. 

 

Honest. This characteristic is observed 

when the P is faithfully described and does not 

hide something unfavorable for the Cmer. 

 

Fair. It refers to the fact that there is no 

over-price of the P. Note: The P could be the 

over-price but the Cmer must know it.   

 

Attentive. This feature is shown when 

Pder solves the questions, eliminates worries 

and makes that Cmer feel that is important to 

have him as a client. 

 

 

 

 

 

 

What does the e-consumer want?  

 

In addition to the above, Cmer has additional 

requirements in the e-commerce scenario. Some 

ideal demands that eCmer wants to find in ePder 

are described. It is necessary to clarify that some 

of the requests may be more general. 

 

Desirable characteristics in the sale-purchase 

transaction 

 

The transaction is the most important event in 

the sales-purchase cycle. Security is the most 

notable feature in the transaction. It is referred as 

the certainty that the parties (eCmer, ePder) 

agree to respect the process rules of sale-

purchase.  Clear rules are necessary in process 

violation case as product condition anomaly, 

product delivery time anomaly, payment 

method, and/or payment time. The e-commerce 

scenario is different from traditional because the 

transaction is paid first and the product is 

received commonly afterward. 

 
Aspect of 

security 

Recommended 

Action 

Justify 

The payment 

is channeled 

to the ePder's 

account 

Feedback on the 

payment 

transaction 

Immediate 

attention when 

some problem is 

detected 

The payment 

operation   

Offer many forms 

of payment and/or 

one that must be 

similar to giving 

and receiving in a 

traditional 

transaction 

Avoid the risk 

of credit or debit 

card data usage 

and/or the risk 

to going a 

physical 

business 

establishment to 

pay 

The ePder 

agrees to has 

received 

payment for 

a product 

Feedback about 

requisition status 

and/or the 

corresponding 

payment 

Avoid that 

eCmer from 

getting nervous  

The eCmer 

receives P 

with precise 

conditions 

according to 

the offered 

state 

The description of 

the P must 

accurately illustrate 

its condition and 

that such 

information reaches 

the eCmer 

Prevents eCmer 

from feeling 

cheated 

Transport is 

transparent 

in the sales-

purchase 

operation for 

the eCmer 

The purchase-sale 

operation must 

satisfactorily 

compensate for any 

inconvenience or 

damage suffered by 

the product in its 

transportation, as 

well as any 

inconvenience for 

the delay 

Avoid anything 

with 

transportation 

because it gets 

the eCmer tired 
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Satisfaction Possibility of 

returning the P 

easily and without 

additional charge to 

the eCmer 

Many P must be 

physically 

appreciated 

such as 

clothing, food, 

perfume, etc. 

 

Table 1 

 

Some other features besides security. 

 
Ideal aspect Recommended 

Action 

Justify 

The P is 

obtained right 

now 

Manage the 

shipping schedule 

by eCmer 

The action must 

be efficient as 

the payment is 

made 

Easy payment Different 

alternatives to 

make the 

payment. 

Development of 

applications 

and/or procedures 

for payments with 

standardized 

and/or intuitive 

use criteria 

Avoid tiring the 

eCmer with the 

process 

Easy tracking 

and/or P’s 

location 

Development of 

tutorials and 

recommendations 

to use app and/or 

portals web 

Avoid eCmer's 

nervousness 

about the P 

situation 

Easy exchange 

or refund 

The money back 

and/or product 

return process 

should be simple 

Guarantee P‘s 

satisfaction and 

avoid 

frustration 

and/or 

disappointment. 

Easy 

communication 

with the ePder 

Guarantee 

satisfaction of P 

and avoid 

frustration and/or 

disappointment. 

Trust is 

fostered, which 

is a complement 

to satisfy the 

shopping 

pleasure of  

eCmer's  

 

Table 2 

 

Desirable market characteristics (Offer) 
 

The buying and selling cycle has an addictive 

and stress component. The stress component is 

due to the uncertainty of the functionality of the 

product, the expense of money, the interaction 

with the supplier, the purchase-sale process, etc. 

The addictive component is due to novel 

experience, pleasant associated memories etc. 

The functionality of the product refers to the 

quantity and magnitude that stimulate the senses 

in a pleasant way and/or that satisfy the 

psychological state. 

 

 

Ideal aspect Recommended 

Action 

Justify 

After-sales 

support 

Any concern 

and/or doubt of 

eCmer about P, be 

addressed 

immediately 

Increment the 

satisfaction 

that has P 

Locate any P 

easily that could 

help solve the 

problem solve 

The WEB portal 

must be adaptable 

to the search for 

eCmer's solutions  

Provide 

solutions to 

the problem  

Easily 

Comparison of  

P prices and 

benefits  

Development of 

functions to make 

comparisons 

and/or adaptable 

filters to eCmers 

Facilitate 

choice P  

Easy recreation 

of P in the 

environment of 

use 

Use of virtual 

and/or augmented 

reality; use of tools 

for superimposes 

the product on an 

image loaded by 

eCmer 

It helps to 

increase the 

pleasure to 

buy and 

guarantees the 

pleasure of 

having the 

product after 

purchase 

Notifications 

decision about 

improvements 

of P and/or new 

related Ps 

Pop-up windows 

or message 

It is respectful 

because it 

recognizes the 

decision of 

eCmer 

Personalized 

attention 

The use of 

artificial 

intelligent 

It helps to 

increase the 

eCmer’s 

pleasure to 

buy 

Unlimited 

warranty 

Take the old 

product when 

buying a new one 

The eCmer 

will feel that 

he/she is 

always 

winning 

and/or does 

not lose 

 

Table 3 

 

Desirable characteristics of the P (Demand) 

 

In order to give satisfaction (tangible and/or 

intangible) to eCmer, the product benefits must 

be cheap, durable, and practical. These 

characteristics are relative because they depend 

of time, situation, and each individual. 
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Ideal aspect Recommended 

Action 

Justify 

Easy to use Applied 

ergonomic 

features and/or 

providing 

resources to 

learn how to use 

it 

eCmer enjoys 

using it 

That delights the 

senses like 

touch, sight, 

hearing, smell 

and taste 

The 

development of 

technology that 

recreates the 

characteristics 

of the product  

eCmer enjoys 

buying it 

That strengthens 

and/or improves 

the social 

position 

Pay attention so 

that marketing 

makes the 

difference 

eCmer enjoys 

having it 

 

Table 4 

 

Desirable eCmer's sensations 

 

In summary, eCmer wants P to satisfy his needs 

and/or desires. Also, eCmer wants to feel 

important, that someone understands his life 

vision and dreams, that someone attends his 

questions. 

 

- Satisfaction to search P. 

 

- Satisfaction to find P. 

 

- Satisfaction to buy P. 

 

- Satisfaction to use P. 

 

- Satisfaction to have P. 

 

Desirable sensations in e-commerce use 

 

The eCmer does not always know about a 

product and/or service. Even more, he does not 

know what he needs and/or wants. Search, offer, 

and purchase of products from the description of 

needs is convenient. 

 

- Pleasure to look for P. 

 

- Pleasure to locate P. 

 

- Pleasure to buy P. 

 

 

 

 

 

 

 

Conclusions 

 

This paper presented a description of the 

elementary aspect of e-commerce. The sale-

purchase cycle is shown together with some 

formal elements that support the reflection of 

this paper. The role of the consumer in the 

market is evident in the sale-purchase cycle and 

this is the basis on which transactions are 

justified in the market. Also, here is notorious 

that its relevant to pay special attention to all 

negotiation points in the sale-purchase process 

because it gives positive product support with 

consumer and social media. The answer to the 

question “What does the e-consumer want” is 

presented and it considers different aspect as 

security, product, payment methods, etc. to 

attend the question. This work is relevant 

because shows the e-commerce scenario taking 

the e-consumer as the principal protagonist and 

the reflection can be extended to general 

commerce. 
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Abstract 

 

Today, the image of a company depends substantially on 

its online presence, the existence of a business website has 

become a necessity. With this, it is essential to establish 

assertive communication with customers in order to win 

and care for their preference. The general objective of this 

research is to apply a holistic approach and methodology 

that allows the use of plugins to be applied in practice as a 

tool to add value to the design, functionality, use and 

communication of customers with business websites. This 

as part of the necessary skills or competencies in the 

learning of students in the area of computer science and 

technologies with an innovative approach, helping to 

encourage research in this context. The methodology is 

carried out from the holistic research process proposed by 

Hurtado (2006), showing the ten phases in detail in the 

proposed technological application. Concluding that the 

holistic approach is fully adaptable for research in the area 

of computer science. 

 

 

 

Holistic methodology, Business website, 

Communication 

Resumen 

Hoy en día, la imagen de una empresa depende 

sustancialmente en su presencia online, la existencia de un 

sitio web empresarial se ha convertido en una necesidad. 

Con ello, es imprescindible establecer una comunicación 

asertiva con los clientes con la finalidad de ganar y cuidar 

la preferencia de los mismos. El objetivo general de la 

presente investigación es aplicar un enfoque y 

metodología holística que permita aplicar en la práctica el 

uso de plugins como herramienta para agregar valor al 

diseño, funcionalidad, uso y comunicación de los clientes 

con sitios web empresariales. Esto como parte de las 

habilidades o competencias necesarias en el aprendizaje de 

estudiantes en el área en ciencias de la computación y las 

tecnologías con un enfoque innovador contribuyendo a 

incentivar las investigaciones en este contexto. La 

metodología se lleva a cabo a partir del proceso de 

investigación holístico propuesto por Hurtado (2006), 

exhibiendo las diez fases detalladamente en la aplicación 

tecnológica propuesta. Concluyendo que el enfoque 

holístico es totalmente adaptable para investigaciones en 

el área en ciencias de la computación. 

 

Metodología holística, Sitio web empresarial, 

Comunicación 
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Introduction 

 

The word holism comes from a Greek word 

(yólos) that means everything, totality, 

completely. Holistics considers each system as a 

whole in which its parts are integrated. The study 

of each of the parts of a whole cannot explain 

how the system works in a global way. A system 

is much more than the simple sum of the parts, 

that is why this study method considers the 

synergism of the parts as important and not the 

individuality of the parts. 

 

Likewise, it is stated that science and 

technology must respond to real needs and be 

accessible and shared by everyone. The 

emergence of a knowledge society is the most 

important paradigm shift of the next half 

century. A holistic approach and methodology 

are imposed that allow the gradual construction 

of sustainable societies with a constant increase 

in the quality of life for all. (Aguiar, 2005) 

 

The teaching-learning process as a socio-

communicative and practical action between the 

teacher, students, context (educational 

community) and training program, is carried out 

as a deep scenario and reality in continuous 

complexity, which needs to be investigated in its 

entirety: holistic-integrated approach, but 

descending to microanalysis, which enable the 

knowledge of didactic integration in the plurality 

of situations, scenarios, moments and 

technological impacts in which this rigorous 

knowledge provided by research makes sense. 

Faced with this need to discover holistic 

problems related to the complexity of the 

teaching action, the advance in close 

complementarity of micro socio-communicative 

problems experienced in the training actions is 

demanded to understand the didactic act and 

train students in the skills: communicative, 

artistic , digital, social, knowledge of the world, 

teamwork, time organization, leadership, etc., 

which show the proliferation of situations, object 

of investigation. (Medina Rivilla, De La Herrán 

Gascón, & Dominguez Garrido, 2014) 

 

In this sense, this research proposes an 

exploratory or formulative study to apply the 

holistic methodology in the implementation of 

technological tools that allow assertive 

communication on a business website. 

 

 

 

Students of Educational Programs in 

Computer Science must be able to know and 

apply their own technological tools for the 

design of business websites. Learning as action 

in practice will allow the achievement of this 

objective. 

 

The central hypothesis of this research is 

defined as "The holistic methodology can be 

adapted for the practical application of its own 

technological tools (plugins) for assertive 

communication on business websites". 

 

The study generates added value with the 

use of holistic methodology as a new research 

option in the area of Computer Science and 

Technologies. 

 

The main sections of the article are:  

 

Methodology  

 

The holistic research process proposed by 

Hurtado is like a spiral, where its cycle begins 

with the exploration phase in which the 

observation and identification of facts are of 

great relevance and significance (Hurtado de 

Barrera, 2006). Once identified, the description 

phase is presented, which consists of 

determining the characteristics or qualities of the 

events studied. The second phase is the 

comparison phase, where the event is studied to 

see if it manifests itself differently in other 

contexts. Joined to it is the analysis phase, in 

which the researcher enriches the study event in 

terms of criteria, giving him a greater openness 

in understanding it. 

 

Then the explanation phase, or search for 

the processes or causes that generate the studied 

events, here the theories are born, which provide 

conceptual support that gives guidance to the 

researcher to be able to make certain predictions 

of the event, presenting the predictive phase; 

which consists of predicting the Hypothesis that 

requires verification, for which it is necessary to 

apply a research design or an action plan in 

which it is determined how the events will be 

controlled or modified. The designs are part of 

the proposal or projective phase, and the 

execution is considered an intervention where 

the researcher interacts with the context where 

the event takes place, expressing here the 

interactive phase. 
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The analysis of the results of the 

intervention carried out allowed us to enter the 

confirmatory phase, which consisted in 

understanding whether the hypothesis put 

forward is correct; and if the researcher wishes 

and believes necessary to evaluate the results of 

the intervention, thus reaching the last phase: the 

evaluative (Carrasquero Medina, 2014). Figure 1 

shows the Phases of the Holistic Research Cycle. 

 

 
Figure 1 Phases of the holistic cycle of research 

Source: (Hurtado de Barrera, 2006) 

 

Phase I: Exploration or exploratory phase 

 

The first phase allows us to identify the facts, 

then the main concepts of plugins as a 

technological tool for assertive communication 

within business websites are described.:  

 

- Web Management is more than 

information management, management is 

important for the user (who visits the 

website) and the developer (who creates 

the website), so that they have the 

necessary information. 

 

- Plugins are applications or software that 

contain a group of functions or 

characteristics, which help improve 

WordPress (Jaime Tagle, 2020). 

 

- Trust is a strategic aspect of modern 

business management and in a wide 

variety of contexts, including marketing. 

Research has highlighted the importance 

of trust as an enabling instrument (James 

Ariel Sánchez Alzate, 2016). 

 

 

 

- The online consumer is one who makes 

use of information technologies to 

purchase products through web platforms 

or online applications, in many cases, 

influenced by online communities, trust 

and web page design (James Paul Linero 

Bocanegra, 2020). 

 

- It has been shown that when a person 

embraces the Internet as a marketing 

channel, trust becomes a fundamental 

component. (James Ariel Sánchez Alzate, 

2016) 

 

Phase II: Description or descriptive phase 

 

A WordPress plugin (plugin) is a program or a 

set of one or more functions written in the PHP 

scripting language, which adds a specific set of 

features or services to the WordPress site. You 

can seamlessly integrate a plugin with your site 

using the access points and methods provided by 

the application program interface (API) of the 

WordPress plugin (WordPress.org, n.d.). 

 

To ensure a simple and transparent 

process in the use of plugin on a website, you 

must consult the directory of plugins. 

 

Specifically the goal of the WordPress 

plugin directory provides a safe place for all 

WordPress users, from non-technical to 

developers, to download plugins that are 

consistent with the WordPress project goals and 

desired requirements (WordPress.org , sf). 

 

Plugin technology is generally associated 

with the Internet, for example it is used to 

provide web browsers with new capabilities, 

such as to play multimedia files, view interactive 

3D media, play sound and video files, perform 

calculations, etc. (Tony Millio, 2004). 

 

The main specifications that a plugin 

must meet in order to be implemented on a 

business website are security standards, easy to 

implement and also be intuitive. 

 

A flexible and secure plug-in architecture 

allows plug-ins to dynamically interconnect in 

highly flexible arrangements to allow handling 

of many types of file formats. The 

interconnection is self-administered through a 

system of supervised volunteers. (Tony Millio, 

2004) 
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Phase III: Analysis or analytical phase 

 

Business websites are “the company” within the 

reach of users, who frequently require some kind 

of support or cannot find the information they 

need, problems that in the long term cause 

customers to seek other alternatives and end up 

choosing to leave the competition. As Peciña 

says: The platform, as the only way of access to 

the client, must be capable of solving the needs 

of the clients throughout the process and 

relationship model. (Peciña, 2017). 

 

The tools that allow adding a 

communication channel of the website with the 

client. Among the plugins that offer these chat 

services are: 

 

- Genesys cloud. With its open APIs, and 

tremendous scalability and reliability, 

Genesys Cloud is the world's leading 

public cloud architecture platform that 

helps all businesses, regardless of size, 

deliver better customer and employee 

experiences. 

 

- Cliengo. Cliengo is an automatic chat 

program that offers visitors the possibility 

of leaving their contact details to be 

referred to a commercial representative. 

Cliengo's Online Chat allows customers to 

start a conversation with an agent from the 

same web page. If the agent is not 

available, Cliengo simulates a human 

conversation requesting telephone and 

email and sending this data, along with the 

conversation to the real agent. 

 

- Tawk.io. It is an automated chat program 

that provides unlimited number of agents, 

simultaneous conversations and history, as 

well as features such as agent evaluation 

and automatic messages. 

 

- Zendesk. It is one of the best solutions to 

improve the customer service of any 

business on a large scale, it offers a 

complete statistics system, and it also 

integrates an automatic chat (Zopim). 

 

- Track chat. Integrated chat in real time that 

allows the management of potential 

clients. You can connect guests to the right 

agents using skill-based routing. 

Integrated with CRM, the guest history is 

made available to agents. 

 

- ChatBot. It is a web tool that allows us to 

develop chatbots that automatically and 

intelligently answer user questions. 

 

- WhatsApp Business. is a free 

downloadable application designed with 

small businesses and businesses in mind. 

WhatsApp can also help small and 

medium-sized businesses to provide 

technical support to their customers and 

send them important notifications. Create 

a company profile with useful information 

for your clients such as your address, 

company description, email address and 

website. 

 

In this study it is proposed to obtain 

assertive communication by adding to the 

website: 

 

- Live chat: It is the textual conversation that 

is usually generated when the client is 

visiting a web page, with this tool, online 

help is offered after a minimum time of 

stay on the site has elapsed (Bernal, 2019). 

 

- Automatic chat: The system answers 

automatically (Bernal, 2019). 

 

Phase VI: Comparison or comparative phase 

 

In this phase, we will address the comparison of 

authors of theories, concepts and characteristics 

of a business website and the importance of 

communication channels with customers. 

 

A business website is used to manage the 

presence of the company on the Internet to 

publicize its products and services. Hence, its 

importance when interacting with customers, as 

Peciña says "The platform, as the only way to 

access the customer, must be able to meet 

customer needs throughout the process and 

relationship model" (James Paul Linero 

Bocanegra, 2020). 

 

A new user should have no difficulty 

instantly understanding what the company is 

offering for him. The variables that favor 

communicative efficiency between the company 

and the users of a web page are, fundamentally, 

usability, interactivity and content (¡Kaplanidou 

and Vogt, 2006; Ha & Love, 2005; Kline et al., 

2004; Morrison et al.). 
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Usability is the measure of the quality of 

the experience that a user has when interacting 

with a product or system. This is measured 

through the study of the relationship that occurs 

between the tools and those who use them, to 

determine the efficiency in the use of the 

different elements offered on the screens and the 

effectiveness in fulfilling the tasks that can be 

carried out. out through them. 

 

Interactivity can be defined in many 

senses. For example, the pioneering work of 

Blattberg and Deighton (1991) defines 

interactivity as the ease with which people and 

organizations can communicate directly with 

each other, regardless of the distance or time that 

separates them. 

 

Content. The content of a website can be 

defined as the combination of functional 

information text and motivational visuals that 

encourage the user to plan a trip to the 

destination. Content is important for Internet 

communications because the Internet was 

initially developed to exchange information 

(Evans and King 1999; Nielsen 1995). 

 

Comparing these three characteristics 

with the use of business websites, clients in most 

cases are not able to discover all the components 

or parts of the page, which is why it is very 

useful to provide tools that allow us to 

communicate with them to solve your doubts or 

solve your problems. Navigating the business 

website must be efficient and simple, for this, 

there is nothing better than a good structure and 

including communication tools and customer 

service. 

 

Plugins have the great ability to adapt to 

the project in which they will be implemented, 

they are applications or software that contain a 

group of functions or characteristics, which help 

improve the performance of the website. Among 

the plugins there are a great variety of options, 

we can find tools that help to connect directly 

with users using live chat or automatic chat, tools 

that are not visible to users but help 

administrators to know their Market by Through 

CRM (Customer Relationship Management) or 

handling of Cookies, plugins for the 

management of user accounts, design, structure 

and architecture of the website and even the 

creation of an online store to mention some of 

the most used. 

 

 

Phase V: Explanatory or explanatory phase 

 

Customers are the most important part of a 

business website, they visit the site and it is for 

whom it is made, that is why it is important that 

the client or potential client feel safe and 

comfortable in it, they must feel that the 

company is interested and that he has what he 

needs. In the same way, the company needs to 

know the interests of the client, what he wants 

and what he is looking for. The business website 

allows you to do this in two ways, the first is 

directly, with live chats where it is necessary that 

there be one or more employees responsible for 

attending and answering customers, and the 

second, where it is automatically It gives the user 

what he needs, at this point, there are several 

alternatives to add the functionality, the best 

known are cookies, CRM, and automatic chats 

or chatbots. 

 

Plugins are an important part of software 

development today; a plugin can be a tool that 

saves programmers endless hours of work to 

solve a problem that someone else has already 

solved. These applications require a flexible 

architecture to adapt to the different types of 

projects in which their functionalities and 

characteristics will be implemented and granted.  

 

Phase VI: Predictive phase 

 

The most effective way to reduce the possible 

errors of users or that they do not find the 

information they need is by developing the 

website with a good structure, dividing the 

information into different blocks, in the same 

way making the site attractive in a minimalist 

way and with the most important information or 

functionalities at sight; also, consider the 

implementation of communication tools such as 

automatic chats and the inclusion of social 

networks. The elementary functionalities to 

consider are: 

 

- Forms. With these we can offer the specific 

information that the user needs, in addition 

to helping us to know the information that 

is most relevant to users. The design of 

contact forms is really easy and you can 

also use plugins to add this functionality. 

Contact Form 7 is a popular and free 

plugin, which generates a basic and 

reliable contact form. This plugin includes 

documentation, frequently asked 

questions, a support forum, and a website 

with information. 
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- Integration of communication channels via 

WhatsApp or Messenger since they are the 

most used communication applications. 

Millions of users have WhatsApp installed 

on their smartphones. Sirena is a plugin 

that allows you to add integration 

functionality with WhatsApp. As if that 

were not enough, its interface is as simple 

to use as those that the user is used to: not 

only in WhatsApp and WhatsApp Web, 

but also in alternatives such as WhatsApp 

Click to Chat or WhatsApp Help Chat 

Button. 

 

- Including interaction with social networks, 

you can also attract customers on a 

business website. A Plugin for Facebook 

Messenger is the FB Customer Chat 

Plugin with Autowelcome Responses, 

which fits with any type of company of any 

line of business. Place a Facebook 

Messenger chat on the pages of your 

choice within your website. 

 

- A section of frequently asked questions 

and opinions of the users. The Everest 

FAQ Manager plugin is a perfect tool to 

optimize communication with customers. 

Everest FAQ Manager has 24 layout 

templates available to create a FAQ 

section. 

 

Within the vast set of plugins that are 

available, we refer only to those that can create 

an assertive communication channel with the 

customer, a channel through which he can have 

information about the site and the site obtain user 

data. 

 

Phase VII: Proposal or project phase 

 

Businesses look at their website as a means of 

attracting new customers and thus increasing 

their productivity and profits. There will always 

be new customers who, for the most part, seek to 

find information or carry out an operation 

through the site, hoping it is easy, simple and 

fast. On some occasions, this does not happen, 

that is why it is necessary within the site, that the 

information is legible and the navigation within 

intuitive, in addition to tools for interaction with 

the company staff that can provide immediate 

support such as implementing the frequently 

asked questions sections and the integration of 

automatic chats and real-time chats through 

plugins. 

The use of plugins that integrate chats to 

the business website, whether they are 

autonomous or in real time, is considered the 

most effective since it allows us to obtain 

feedback from employees ("the company") 

directly and effectively. It is also important to 

highlight that in the market there may be 

proposals to implement the use of plugins, 

complying in the first instance with the standards 

for their correct execution. Open source 

standards such as TAR and MySQL formats, as 

well as privacy, security and quality standards: 

 

- ISO 2500n: quality management. 

 

- ISO 2501n: quality model: composed 

among others by reliability, security, 

maintainability and usability. 

 

Phase VIII: Interactive phase 

 

One of the most important phases of the holistic 

process cycle in the implementation of tools for 

assertive communication is interactive. In this 

study the interactivity is between the business 

website and the customers. To do this, the 

plugins proposed to add this capability to the 

business website are analyzed. Figure 2 shows 

the Communication Plugins for a business 

website. 

 

 
 

Figure 2 Plugins for communication within a website 

Source: Own elaboration 



38 

Article                                                            Journal-Business Administration-Marketing; Accounting 
                                                                              June 2020 Vol.4 No.6 32-40 

 

 
HERNÁNDEZ-CRUZ, Luz María, DE LA CRUZ-EK, Oscar Ezequiel, 
CHAN-CAUICH, Víctor Manuel and ORTIZ-CUEVAS, Nancy 

Georgina. A holistic study for assertive communication of a business 

website with the client: plugins. Journal-Business Administration-

Marketing; Accounting. 2020 

ISSN- 2531-3002 

RINOE® All rights reserved 

- Tidio. It offers very good functions at low 

prices, one of them is to be able to see the 

message that the user writes before 

sending it and thus be able to offer faster 

responses, recover abandoned carts to 

increase income and offers statistics on 

users in real time and integration with 

external tools like Zendesk. 

 

- JivoChat. It allows up to 5 agents 

(operators) in its free plan, which makes it 

very useful for teams. On the other hand, it 

offers support entirely in Spanish, 

something that can save you a lot of 

problems (and time) in its use. This plugin 

allows us to connect different types of 

platform to connect with our clients, in 

addition to helping the connection through 

calls that we can make at the time and date 

that the client prefers. and it helps us to be 

able to carry out an Administration based 

on the relationship with clients (CRM). 

and many more extra features like even 

qualifying the service offered. 

 

- Tawk.to. They provide an unlimited 

number of agents, simultaneous 

conversations and history, as well as 

features such as agent evaluation and 

automatic messages that are often paid 

features in other solutions. But to remove 

your brand from the chat has a very high 

cost, so when you pay for it you practically 

end up charging you for most of the 

supposedly free features. Another 

advantage is that it helps you find agents 

to serve your clients if you need it, at an 

affordable price. 

 

- Smartsupp. Their free package has 

excellent technical features (such as an 

unlimited number of agents). It allows you 

to record what the visitor does on your 

website to understand, among other things, 

"why did I leave your website" and the 

possibility of using Google Analytics. Its 

disadvantages are the support and the fact 

that its brand cannot be removed in any 

plan. 

 

 

 

 

 

 

 

- Pure Chat. Its free version sets very few 

limits and its paid plans offer great 

benefits, mainly due to the agents and the 

design customization that they provide for 

your chat, compared to other plugins. It 

also offers integrations with apps like 

HubSpot and with its detailed statistics 

system, which allows you to mainly 

evaluate the performance of your 

attendees. 

 

Phase XI: Confirmatory phase 

 

The communication channels created through 

the plugins can serve as a medium or channel in 

the relationship between the interested parties, 

giving the client a feeling of security and interest 

in the business website. 

 

The business website, on the other hand, 

receives a better analysis on its clients to know 

and recognize their weak points (vulnerabilities) 

and the opportunities for redesign and 

maintenance. 

 

The company will be able to implement 

management strategies by knowing the interests 

and preferences of customers by having direct 

interaction with them. 

 

All plugins have among their 

characteristics to grant functions through a 

payment with which they increase the quality of 

the service, these additional functionalities are 

more than paid in utility by considerably 

improving the experience of customers when 

browsing the business website. 

 

Each company will be able to evaluate 

the functionalities that fit the needs that its 

website wants to offer. The particular analysis of 

the design and structure of the site will determine 

the plugins to be used and the functionalities that 

they provide to customers. 

 

Plugins are technological tools with great 

features available to help design websites, there 

is one for each project, budget, platform, and 

utility.  
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Phase X: Evolutionary phase 

 

Regardless of the type of site we are talking 

about (CRM, ERP or own web pages) it is 

important to maintain a communication channel 

with customers, since that implies, in many 

cases, keeping the potential customer. 

 

With the integration of plugins, it is the 

fastest and most effective way possible to attend, 

answer questions, inform and disseminate 

promotions or advertising to customers. The 

inclusion of a direct or automatic chat is clearly 

one of the best and most used alternatives on 

business websites. 

 

Results 

 

Plugins are a powerful technological tool, save 

development time, easy to implement, 

inexpensive, compatible with various 

technologies and offer various functionalities 

safely and effectively. There is a great variety of 

them, of all kinds, and for the study of assertive 

communication on a business website, there are 

also plugins that solve the problem, by creating 

a communication channel with the client through 

the use of a chat. 

 

The best way to maintain this channel is 

through a live chat, however at the same time an 

automatic chat could be opted for. 

 

Every business website requires a 

connection with its customers where they 

maintain a direct interaction with them. To 

conclude, a communication channel is essential 

in a business website, a connection between the 

company and the client is necessary, and in some 

way the service link. It is also essential to 

mention that not only the chat allows assertive 

communication of customers, in the same way, 

the use of social networks such as Facebook and 

other messaging applications such as WhatsApp.  

 

Acknowledgment 

 

We thank Mtro. José Román Ruiz Carrillo, 

Rector of the Autonomous University of 

Campeche for the provision and support 

provided for the publication of this article. 

Similarly, recognition is extended to Mtro. 

Guadalupe Manuel Estrada Segovia, Director of 

the Faculty of Engineering for the empathy of 

promoting studies focused on research in the 

area of Computer Science. 

 

Conclusions 

 

The holistic process life cycle has been 

successfully applied to the problem raised, the 

analysis of the existence of an assertive 

communication channel through the use of 

plugins is feasible, reliable, economical and 

widely used today. The flexibility of plugin 

integration into business websites supports many 

communication capabilities with your 

customers. Allowing the company to apply 

marketing strategies to achieve the satisfaction 

and preference of its customers and thereby 

achieve better profits. Having an assertive 

communication channel is of great importance, 

to understand the needs of customers and 

significantly improve interaction with them. 

Having these technological tools significantly 

improves company-client communication, so it 

is highly recommended to implement them on 

business websites. 

 

In the technological field, those 

interested in the design, construction and 

maintenance of websites, should also strengthen 

their domain in basic technological tools, such as 

plugins, given the benefits and strengths they 

provide with less investment in time and cost. 
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