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Abstract 

 
In recent years, various investigations have been carried out to understand the correlation that marketing strategies 

have with the success of MSMEs as a brand, so from a business point of view the relationship that exists between 

the use of marketing strategies and the good reputation of an MSME brand. Trying to understand how many good 

memories the consumer associates with the MSME brand for the application of experiential marketing strategies. 

This study is based on this objective and therefore contributes academically to the understanding of this marketing 

trend and the success of an MSME. It is a descriptive study in which consumers and leaders of some MSMEs in 

the baking industry were interviewed. The results indicate that the consumer is unaware of the creation of 

marketing strategies, it is possible to perceive that there is a good disposition on the part of consumers with the 

fact that the brand of an MSME makes them live a good experience to be able to influence their decision to 

purchase and brand preference. This is the first of a series of research works that aims to find the relationship that 

exists between the use of experiential marketing strategies and the success of the brand of an MSME not only in 

the baking industry but in many others. sectors.                                                                      
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Resumen   

 
En los últimos años se han realizado diversas investigaciones para entender la correlación que tienen las estrategias 

de marketing con el éxito de las MIPYMES como marca por lo que desde el punto de vista empresarial se busca 

la relación que existe entre el uso de estrategias de marketing y la buena reputación de la marca de una MIPYME. 

Tratando de entender que tantos buenos recuerdos asocia el consumidor con la marca de la MIPYME para la 

aplicación de estrategias de marketing experiencial. Este estudio se basa en dicho objetivo por lo que contribuye 

académicamente al entendimiento de esta tendencia de marketing y el éxito de una MIPYME. Es un estudio 

descriptivo en donde se entrevistaron a consumidores y dirigentes de algunas MIPYMES de la industria de la 

repostería. Los resultados señalan que el consumidor desconoce sobre la creación de estrategias de marketing, se 

logra percibir que hay una buena disposición por parte de los consumidores con el hecho que la marca de una 

MIPYME les haga vivir una buena experiencia para poder influir en su decisión de compra y en la preferencia de 

la marca. Este es el primero de una serie de trabajos de investigación con los que se pretende encontrar la relación 

que existe entre el uso de estrategias de marketing experiencial y el éxito de la marca de una MIPYME no solo en 

la industria de la repostería sino de muchos otros sectores. 
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Introduction 

 

MSMEs play a very important role in the world economy, in Mexico they are the main generators of 

wealth as they contribute to the economic stability of the country and are the main employers of workers 

in Mexico. 

 

According to a study presented by INEGI, between 2020 and 2021 more than 1.2 million MSMEs 

will be created in the country and in that same period of time it is known that 1.6 million MSMEs closed 

their doors permanently. 

 

In the current scenario where thousands of companies interact, it is becoming increasingly 

necessary to strengthen relationships with consumers, talking about marketing applied to MSMEs has 

become a very extensive topic. That is why in this paper we intend to talk about the importance of 

marketing strategies that are related to the experience that the consumer lives within the organizations 

and that contributes to brand positioning. 

 

It is known that many of today's MSMEs are led by people who with much effort have managed 

to create a company and with it generate some jobs, but it is also true that the consumer over the years 

has evolved so it is important to implement marketing strategies for the permanence and evolution of 

MSMEs. Implementing marketing in MSMEs will generate opportunities related to increased sales, 

thanks to the approach it makes with customers, which will strengthen the reputation of the organization 

and in the long term will impact on aspects of loyalty to the brand of the organization. 

 

It is known that when talking about marketing strategies, a wide range of options are open, so it 

will be relevant to select the most appropriate ones to connect with the consumer. 

 

Methodology 

 

Problem statement 

 

This is a first research study that aims to achieve an understanding of what experiential marketing 

strategies are. It is a descriptive study in which some variables were tested in order to generate 

information that can give us a perspective of what MSMEs in the confectionery sector do with respect to 

experiential marketing strategies as a differentiating factor for MSMEs. 

 

The general objective of this study is to know the relationship between the use of experiential 

marketing strategies as a differentiating element for MSMEs, as well as the impact that these strategies 

have on consumers. 

 

Since this is a descriptive study, we did not seek to test any hypothesis, but rather to have a general 

understanding of the relationship between the use of experiential marketing strategies and the relationship 

or connection they may have with consumers. 

 

Design of the measurement instrument 

 

For this study, 19 items were designed with different measurement scales that were previously defined 

with the sole purpose of obtaining adequate information. 

 

At the end of the measurement instrument, questions were placed to obtain more detailed 

information about the consumer profile that answered the instrument in order to categorize market 

segments with some variables related to experiential marketing. 

 

Sample 

 

The sample was made up of people who like to buy or purchase products occasionally from a MSME 

positioned in the confectionery industry. The consumers surveyed are people who consume products 

related to desserts or confectionery belonging to different market segments such as AB, C+, C and D. 
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Once the measurement instrument was applied and the results were obtained, a coding work was 

carried out and a database was built to start with the analysis of the information. 

 

Results 

 

Most of the respondents, when talking about marketing strategies, relate them to sales promotion, either 

by offering special prices or free samples. In other words, consumers relate marketing strategies to the 

achievement of a positioning or the identification of a product and/or service. 

 

The MSMEs that operate in the confectionery industry are mostly small and medium-sized, which 

gives them the opportunity to adapt to changing market situations. 

 

These MSMEs have a brand name, with the intention of being identified by the consumer, some 

MSMEs operating in this sector do not have or have not developed their own brand concept. Since their 

main priority has been to delight the consumer's palate, betting more on the flavor of their products. 

 

Some of the aspects that the consumer evaluates positively and as a priority for the acquisition of 

these products are the taste of the products, the presentation or design, the attention given by the staff, 

the decoration of the place, placing in last place the price of the product. 

 

On the other hand, we found information regarding consumer concern in relation to the packaging 

of the product being purchased. Consumers do not show a good attitude towards the acquisition of 

products that have more packaging than necessary. 

 

MSMEs should focus on offering satisfaction to their consumers in all the interactions they have 

with their brand or company throughout the purchase process, which will have a positive impact on their 

positioning and the achievement of their business objectives. 

 

Conclusions 

 

The research study is still being developed and applied as it is intended to obtain information from 

MSMEs operating in other industries. 

 

In conclusion, it can be said that MSMEs only think about the creation of marketing strategies for 

the achievement of business objectives, but not for the satisfaction of their customers. Betting on 

customer satisfaction will result in a true connection with the consumer and the brand. 

 

Consumers evaluate positively the fact that the purchase can be made in a place that has its own 

brand concept, a good decoration, a good attention from the service personnel. All these attributes give 

us a guideline for the use and application of Experiential Marketing strategies. 

 

Today we understand that a factor that has lost importance in the consumer is the price, consumers 

are willing to pay a little more for the acquisition of a product and / or service, in addition to being 

concerned about how it is packaged. If MSMEs start working with strategies related to Experiential 

Marketing, they will be able to achieve a better brand positioning and a better connection between brand 

and consumer. 
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