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Abstract                                                                      
 

This article shows the results obtained from the research conducted in Mexico (center and north) and Colombia 

(Cartagena, on the coast) regarding consumer behavior.  The purpose of this research was to know the factors that 

influence the behavior of consumers in neighborhood stores and supermarkets, such as socioeconomic factors, 

age, tastes, needs, as well as the different opinions of the people belonging to the afore mentioned regions. For the 

development of the research, a descriptive study was carried out with stratified sampling through the application 

of a survey to the consumers under study, which was corroborated through the application of interviews to them. 

The main question is why a person chooses one establishment as their favorite and not another, that is, to know 

the reason why local establishments, as well as the supermarkets that fill the big cities, remain. Knowing the results 

of this research allowed us to design strategies that help the permanence and growth of the businesses studied. 
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Resumen  

 
El presente artículo muestra los resultados obtenidos de la investigación realizada en México (centro y norte) y 

Colombia (Cartagena) referente al comportamiento del consumidor.  Esto con el propósito de conocer los factores 

que influyen en el comportamiento de los consumidores de las tiendas de barrio y supermercados, siendo estos 

socioeconómicos, edad, gustos, necesidades, así como las distintas opiniones de las personas pertenecientes a las 

regiones ya mencionadas. Para el desarrollo de la investigación se realizó un estudio descriptivo con muestreo 

estratificado mediante la aplicación de una encuesta a consumidores objeto de estudio, la cual fue corroborada a 

través de la aplicación de entrevistas a consumidores. La pregunta principal es porqué una persona elige un 

establecimiento como su favorito y no otro, es decir, saber la razón por la cual los establecimientos locales, así 

como los supermercados que llenan las grandes ciudades, permanecen. El conocer los resultados de esta 

investigación, nos permitió diseñar estrategias que ayudan a la permanencia y crecimiento de los negocios 

estudiados. 
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Introduction 

 

It´s important, first of all, to define what the concept of consumer behavior refers to, which, according to 

Solomon (2008, pp. 7), is the study of the processes that intervene when a person or group of people 

selects, buys, uses or discards products, services, ideas or experiences to satisfy their own needs and 

desires. Similarly, Schiffman & Lazar (2010, pp. 5) define it as all the behavior that a consumer shows 

when analyzing a product or service that can satisfy their needs, whether during the search, purchase, 

use, evaluation or even disposal of it. Currently, there is a constant struggle between supermarkets and 

neighborhood stores in relation to their customers, that is, an attempt to achieve the satisfaction of their 

needs as consumers in the best possible way. Consumer needs are the factors that drive people to make 

purchasing decisions; they are the impulses that generate consumer actions. 

 

Box 1 

 
Figure 1 
Shopping mall in Mexico 

 

Taking into account the above, it is important to mention that, according to Poce, M. (2012, pp 

3), companies find it necessary to know the needs of their customers and how they behave in order to 

satisfy them, so identifying the factors that influence purchasing behavior allows improving business 

effectiveness by designing different strategies. For Vergara, J. (2022, pp 2), the consumer seeks faster, 

more effective and informed purchases, and also expects omnichannel shopping experiences that respond 

to these needs, while adjusting their budget to the increase in prices. 

  

Box 2 

 
Figure 2 
Convenience store in Colombia 

 

Another important point is mentioned by Rivera, J.; Arellano, R.; Molero, V. (2000, pp 52), who 

speak of impulses, needs, desires and instinct as an internal force of the individual, which generates a 

behavior whose object is predetermined as factors that influence the consumer when buying. 
 

Justification 
 

According to Solomon (2008, pp. 7-9), if a product or service is useful to the consumer and, therefore, 

meets the desires of members of a specific culture, in this case that of Mexicans and Colombians, such 

products or services have a greater chance of being accepted within the market in question. Therefore, 

despite those negative aspects highlighted by consumers in the results of the survey called Factors that 

influence consumer behavior in supermarkets and neighborhood stores, neighborhood stores are 

currently still accepted within the Colombian market, speaking more specifically in the city of Cartagena.  
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This is due to other aspects that are very useful for a culture like the Colombian one that, mainly 

for economic reasons, needs to use nearby, cheap services, and with the possibility of obtaining 

affordable credits, while prioritizing aspects directly related to good treatment and familiarity in their 

service. However, as Solomon himself (2008, pp. 14) mentions, culture will not always be the same, as 

it continually evolves over time, mixing old aspects with new ones that are very useful for its members. 

Another important point is mentioned by Rivera, J.; Arellano, R.; Molero, V. (2000), who point out 

impulses, needs, desires and instincts as an internal force of the individual, which generates a behavior 

whose object is predetermined as factors that influence the consumer when buying. 

 

Therefore, it´s important to initiate actions that allow the owners of neighborhood stores, both in 

Mexico and in the city of Cartagena, to promote their growth, so that their complete disappearance is 

avoided, or a greater penetration in the market is achieved. 

 

Differences between convenience stores and supermarkets in Mexico and Colombia (Cartagena) 

 

It is important to clarify that, even though convenience stores do not have a variety of products as wide 

as those in a supermarket, they are considered practically the same and are considered direct competition 

in the Mexican market for both neighborhood stores and large supermarket chains, due to their similarity 

in terms of purchasing power, competitiveness and recognition in the market in a socioeconomic way. 

And this is the reason why both convenience stores and supermarkets represent the same competitive 

risk for neighborhood stores in Mexico. This is due to the infrastructure that these establishments have, 

which have differentiating competitive advantages. However, this situation takes on different shades if 

analyzed from the perspective of different countries such as Mexico and Colombia. 

 

While in Mexico neighborhood stores (commonly called grocery stores) usually have prices 

higher than those offered by supermarkets, as well as a smaller variety of products, they offer other 

advantages such as proximity to find the basic products that satisfy the needs of the moment; For their 

part, supermarkets have a wide variety of products on offer and there are also offers at a lower price, 

having a great impact in each of the regions where they are established, acquiring a stable position for 

the establishment due to their placement in strategic places for increasing their sales. It is important to 

clarify that most supermarkets are responsible for being the suppliers for grocery stores, offering the sale 

of products wholesale. 

 

Methodology 

 

The survey was conducted to identify those aspects of greater or lesser relevance to consumers, whether 

in neighborhood stores or supermarkets. Therefore, after knowing their preferences, the reasons why they 

prefer to buy at the site in question were analyzed, taking into account the following characteristics: ease 

of payment, interaction with the consumer, service, proximity, kindness and treatment, replacement of 

products, personalized attention, affordable prices, variety, offers, family atmosphere, product 

information, hygienic conditions, implemented technology, etc. 

 

In addition to the above, for the analysis of the information, aspects were also considered for 

which the consumer could change the preferred purchase site, such as savings, quality and variety of 

products and services offered, offers available, how they consider the service provided, among others. 

 

This research, being descriptive with a mixed approach, was carried out through a Google Forms 

form where basic demographic information was collected from consumers, their purchase preference, 

the aspects for which they buy at said preferred site, as well as the aspects for which they would change 

establishments. It is important to mention that these characteristics were evaluated with a scale of four 

response options: strongly agree; agree; disagree; and strongly disagree. 

 

Subsequently, for the documentary analysis, the different theories of consumer behavior and the 

factors that influence customer decision-making were analyzed. Along with this, a quantitative survey 

was carried out where statistics were obtained represented in graphs in relation to the information 

obtained from the variables already mentioned above. From the responses generated by the surveys, 34 

items were taken for the analysis of their internal consistency, applying the Cronbach's Alpha method 

through variances, resulting in a value of 0.95, which ensures that the instrument is reliable to produce 

stable and consistent data. 
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Sample Determination 
 

The measurement object was applied to a total of 207 people, between 18 and 50 years old, who have 

Internet access and who are responsible for making purchases in their homes. Belonging to Mexico and 

Colombia, more specifically in the regions of Cartagena, State of Mexico, Morelos and Tamaulipas. 
 

Box 3 

Table 1 
Sample for the Project 
 

Country Total % 

México 78 37.70% 

Colombia 129 62.30% 
 

 

Results and discussion   
 

In the survey, responses were obtained from a total of 207 consumers, of which 62.3% came from Mexico 

and 37.7% from Colombia (Cartagena). Almost half of all consumers (46.9%) belonged to the middle 

social class, followed by a lower middle class with 38.2%. Likewise, the majority of respondents were 

between the ages of 19 and 22. 
 

Purchasing capacity 
 

Both Mexican and Colombian consumers, 40% of them, prefer to shop in supermarkets because they 

offer ease of payment, more precisely due to the variety of ways to pay for products. On the other hand, 

Colombians who prefer to shop in neighborhood stores mostly do so because they offer the possibility 

of obtaining products through informal credit. 
 

Service 
 

It was identified that 85.1% of Colombians who prefer to buy in a supermarket do so because of the good 

service it provides, presenting a very similar case in the neighborhood store. 

 

Box 4 

 
Figure 3 
Shopping malls with affluence  

 

Similarly, Mexico has a practically equal percentage of acceptance in the case of supermarkets, 

however, as for neighborhood stores, 46.4% consider that they do not agree that they provide good 

service, this being one of the most important aspects to take into account by the owners of said 

establishments in order to improve it. 
 

Box 5 

 
Figure 4 
Purchase preference  

85%

15%

Supermarket Neighborhood store
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Nearly 83% of consumers (both in Mexico and Colombia) who mainly go to neighborhood stores 

do so because of the proximity of these stores to their location, so it can be said that the location of the 

store is one of the main factors that allow it to obtain customers. 

 

Mexicans consider that the business that provides the greatest cordiality, kindness and friendship 

in its service is the supermarket (79.4%), while Colombians indicate that it is the neighborhood stores 

(87.5%), explaining why Mexicans have a greater preference for the supermarket than Colombians. 

 

Box 6 

 
Figure 5 
Consumer affluence in local stores  

 

A little more than half of Mexicans who regularly go to the supermarket (55.4%) believe that it 

is easier to buy their daily groceries there, however, the remaining percentage thinks the opposite, so this 

aspect can be considered subjective in the case of Mexicans. On the other hand, as for consumers who 

prefer to go to local stores, 42.8% strongly agree with this statement. 

 

Box 7 

 
Figure 6 
Consumer affluence in local stores 

 

Colombian consumers tend to look more for information about products in the supermarkets they 

visit than Mexicans, such as the price per unit of measurement, allowing them to more easily compare 

those that are more affordable. 

 

While it is true that both countries are in similar economic conditions and that in both cases small 

businesses offer credit services to purchase their products, it is interesting to note that consumers from 

all social classes prefer to go to a supermarket to a greater extent. Currently, in the specific case of the 

city of Cartagena, some supermarket chains are unable to position themselves correctly in the 

neighborhoods and end up closing their facilities. In addition to the above, consumers were asked if they 

were willing to change the store for the supermarket, and 60.2% of Colombians and 71.3% of Mexicans 

agreed to do so, while they refused to change the supermarket for the store in both countries. Colombians 

go to supermarkets every two weeks, while Mexicans go weekly, so strategies related to promotions, 

offers and discounts would have greater impact and reach with the frequency already mentioned in each 

case. 

 

Conclusion 

 

Once the corresponding analysis of the reasons why Mexican and Colombian consumers choose their 

preferred shopping location was carried out, as well as the reasons why they might change location, it 

was found that consumers from both countries commonly prefer to shop in supermarkets, with Mexican 

consumers having a slightly higher preference, which is why they are more willing to change the store 

for a supermarket. 
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Some of the most important aspects for Colombian consumers when choosing a shopping location 

are proximity, personalized attention, neighborhood, cordiality, kindness and friendship, while for 

Mexicans, in addition to the aspects already mentioned, they are the variety of products, offers, and low 

prices offered by the establishment of their preference. 

 

On the other hand, the main aspect for changing the preferred shopping location, for both Mexican 

and Colombian consumers, is the quality offered, which, added to the variety of products, would allow a 

consumer to change from a store to a supermarket or vice versa. 

 

Specifically, the most important reasons for Colombians when changing shopping sites are the 

offers and the service provided, while for Mexicans, after variety, the most important reasons are the 

offers, the quality of the products, and the savings they obtain. 
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