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Abstract

The objective of this research is to suggest marketing strategies for Mazahua textile handicrafts in San
Felipe del Progreso in order to develop a competitive advantage that will allow them to expand their
market and improve their income. Through a descriptive quantitative research, the bases for the design
of product, market, price and promotion strategies are identified. The work translates into an initiative to
promote cultural rescue and socioeconomic development in the region through the application of social
and solidarity economy principles related to collaboration processes, cost savings and knowledge
transfer. Fulfillment of the Sustainable Development Goals included in the 2030 Agenda can be achieved
through social enterprises. Their actions imply reducing the inequality gap and generating hope for
populations with unmet needs, generating decent work and income for families.
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Resumen

Esta investigacion tiene como objetivo sugerir estrategias de marketing para artesanias textiles mazahuas
de San Felipe del Progreso a fin desarrollar una ventaja competitiva que les permita expandir su mercado
y mejorar sus ingresos. A través de una investigacion cuantitativa de caracter descriptivo, se identifican
las bases para el disefio de estrategias de producto, plaza, precio y promocioén. El trabajo, se traduce en
una incitativa de fomento del rescate cultural y desarrollo socioecondmico de la region a través de la
aplicacion de principios de economia social y solidaria referentes a procesos de colaboracion, ahorro en
costos y transferencia de conocimiento. El cumplimiento de los Objetivos de Desarrollo Sostenible
incluidos en la Agenda 2030 puede darse a través de empresas sociales. Su accionar implica reducir la
brecha de desigualdad y a generar una esperanza en las poblaciones con necesidades no satisfechas,
generar trabajo decente e ingresos a las familias.
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Introduction

The Consejo Estatal para el Desarrollo Integral de los Pueblos Indigenas del Estado de México
[CEDIPIEM, 2024], refers that the word Mazahua is a Nahuatl word meaning “people of the deer”. The
roots of the Mazahua people come from the racial and cultural fusion of the Toltec-Chichimeca
settlements. The Mazahua are the most numerous native indigenous people in the State of Mexico; the
municipalities that concentrate most of this population are San Felipe del Progreso, Ixtlahuaca and
Atlacomulco.

According to the National Population Council [CONAPO] for 2020, San Felipe del Progreso has
a high degree of marginalization; therefore, it is a region and a town with great social and economic
needs. The situation of its population is characterized by the lack of basic services such as potable water,
sanitary services, roads in precarious conditions, as well as deficits in housing, and educational spaces at
the middle and high school levels, among others.La economia de las comunidades mazahuas se basa en
la agricultura de bajo rendimiento, particularmente de maiz, cuyo cultivo constituye su actividad
economica fundamental, la cual se complementa con los ingresos obtenidos por la elaboracion de
artesanias, asi como los que consigue la poblacion migrante, en actividades de los sectores secundario y
terciario.

The lack of jobs, the low yield of agricultural land and demographic pressure are the causes of
both temporary and permanent migration of Mazahua men and women to urban centers, mainly to the
metropolitan areas of Toluca and Mexico City.

The Mazahua people have preserved their cultural expressions through language, oral tradition,
music, dance and handicrafts; their way of dressing, their vision of the world and their ritual and religious
practices, which have been transmitted from one generation to the next, and more recently in their
Mazahua Ceremonial Center. The social unit among the Mazahua is the family, which can be nuclear or
extended

Throughout history, the Mazahua culture stands out for their skills as creators of the unmistakable
embroidery in their textile pieces, where women are the essential link. In their elaboration process, the
whole family is involved, each member performs different activities, some design, others cut and others
embroider to achieve a product that satisfies their ideals according to their convictions and beliefs, which
has given them a unique identity. Mazahua craftsmanship is wide and varied; it can be observed from the
elaboration of rugs, bedspreads, tablecloths, napkins and the most significant attire quexquemetl, mainly,
which are hand embroidered by women who give life to zoomorphic and phytomorphic figures.

Despite preserving a tradition through time, the textile artisans of San Felipe del Progreso face a
series of difficulties; The lack of marketing and distribution channels, selling at low prices that do not
match the quality of work and time invested, having to compete with large companies to distribute and
sell their handicrafts, the fashion industry copies designs and decorations, which enter brand stores sold
to the public at excessive prices, another difficulty is the devaluation of artisan work, which prevents
artisans and their crafts from having greater prestige, better economic development, better quality of life
and social inclusion. All this has prevented them from having a significant development and impact on
the market.

In this context, the study aims to formulate and propose marketing strategies for the Mazahua
textile handicrafts of San Felipe del Progreso in order to develop a competitive advantage that will allow
them to expand their market and improve their income within the framework of associativity under the
principles of social and solidarity economy. Associations are important spaces that can foster the
development and competitiveness of local businesses in a territory thanks to collaboration processes, cost
savings and knowledge transfer. [Montero y Calderon, 2019]. Business associativity is a viable
alternative to face competitiveness through trust, cooperation, leadership and organizational
participation. [Vélez et al., 2019].

Social economy organizations are committed to the fulfillment of the 2030 Agenda for
Sustainable Development approved by the United Nations. These entities are essential to the achievement
of all the SDGs because they provide an organizational model based on the primacy of people over
capital, in which economic efficiency is combined with solidarity, responsibility and social cohesion.


https://cedipiem.edomex.gob.mx/mazahua
https://www.redalyc.org/journal/748/74862087015/html/
https://www.redalyc.org/articulo.oa?id=28059953005
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These entities generate inclusive growth that corrects inequalities and promotes social
transformation in the territories where they arise, helping to promote the global change advocated by the
2030 Agenda. The main SDGs would be related to employment, the reduction of economic and social
inequalities, local development, gender equality, access to quality education for all or the insertion into
the labor market of excluded groups [Unidon de Asociaciones de Trabajadores Auténomos y
Emprendedores, Union de Asociaciones de Trabajadores Autonomos y Emprendedores, Unién de
Asociaciones de Trabajadores Auténomos y Emprendedores, Union of Associations of Self-Employed

Workers and Entrepreneurs, Union de Asociaciones de Trabajadores Autonomos y Emprendedores].
[UATAE, 2022].

It is believed that by working collectively, artisans will be able to reduce production costs and
thus have a higher profit margin; incorporate technology in the marketing process; develop economies
of scale, access to sources of financing and, above all, representation before the various agencies and
organizations that support and regulate the artisan sector. Finally, the Mazahua artisan community seeks
to preserve traditions and cultural identity and promote the development of artisan activities to improve
the socioeconomic conditions of families engaged in the production of textiles and embroidery. It should
be noted that, among the strengths of this social group, are the openness to improve and support each
other, the interest in teaching and preserving an identity, a culture, a language. In the Mazahua
community, one can appreciate the unity with the natural environment, with the social and with the
concern of the artisans to improve, since they do not compete among themselves, but rather they remain
united to share and preserve their culture.

Background

Currently, the Mazahua people are the largest in population in the State of Mexico. Among its
characteristics is its high rate of marginalization and extreme poverty in which a large number of
Mazahua indigenous households live. The Mazahua craftswomen who live in the rural towns of the
municipality of San Felipe del Progreso, are dedicated to the elaboration of blankets, sashes, rugs,
backpacks, tablecloths, quexquémitl, vests and wool capes, this activity that they have been doing at
home for more than 45 years is part of their identity.

The women artisans of Felipe del Progreso in the State of Mexico have dedicated themselves for
years individually to the creation of embroidery; however, recently the number of artisans has decreased
due to various problems: they do not have an establishment as a point of sale, they lack financing because
they work individually within the family and are not organized as a group, they do not have an
organizational plan for production, marketing and distribution, this generates uncertainty and risks, sales
are not direct and intermediaries reduce profits..

Valladolid [2023], reports that the prices at which handicrafts are bought are unfair to artisan
communities, making it impossible for them to develop. It adds that unfair intermediaries buy at unfair
prices [the value of a handcrafted piece can be multiplied by up to 800%], piracy, a wide gender gap and
the absence of informed government support prevent the millions of dollars that the handicrafts market
generates in the country from fairly compensating the women who produce the pieces in distant
communities, according to artisan leaders. The most recent data indicate that the cultural GDP amounts
to 736,725 million pesos, of which 20.8%, or 153,437 million pesos, are generated by handicrafts.

On the other hand, other studies report that textile handicrafts are undervalued by the local
Mexican market; the production of handicrafts for self-consumption or for traditional regional
consumption has decreased notably and consequently they are being forgotten and having a negative
impact on the income of national producers. Another factor to consider is the devaluation of the artisan's
craft in the market, generating a variation of prices or negotiations at the point of sale. When the national
or international consumer of handicrafts emerges, to whom the artisans dedicate their marketing efforts,
a growing dependence of the producer towards the consumers is generated, who have multiple purchase
options in a globalized market, not only in Mexico, but also in the world. This represents an opportunity,
but also a disadvantage if consumers' needs are not met. One of the essential problems to satisfy is the
lack of marketing strategies that will allow artisans to develop their commercial activities in a competitive

way, allowing them to establish themselves in the market and positioning a brand [Criollo Aguirre et al.,
2019].


https://uatae.org/wp-content/uploads/2022/02/Estudio-Economia-Social-2030.pdf
https://www.forbes.com.mx/las-artesanias-un-mercado-millonario-en-el-que-casi-no-ganan-las-mujeres-que-crean-las-piezas/
https://doi.org/10.35381/cm.v5i1.266
https://doi.org/10.35381/cm.v5i1.266
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Literature review

The social and solidarity economy is conceptualized as an economy generating mechanism, organizing
in an associated and cooperative manner the production, distribution, circulation and consumption of
goods and services, seeking to cover needs, high quality living conditions for its members, family and
community, and does not seek private profit [Cis, 2020]. Social entrepreneurship, if focused on rural
areas, can improve economic development and diversify the sustainable growth of a country, generating
jobs and reducing rural-urban migration, generating a reduction in poverty and crime [Davila Toro y Lara
Nuiez, 2023].

Social entrepreneurship is an option for social development, the generation of wealth and the
solution of public problems, and is emerging as an alternative to contribute to the achievement of the
Sustainable Development Goals [SDGs], as outlined in the 2030 Agenda, developed by the United
Nations Development Programme [UNDP], in the context in which equity and justice demand an
immediate solution. [Caldera et al., 2023]. Sustainable development and cooperation are compatible,
related and mutually reinforcing. Because social economy organizations are based on the values and
principles that guide their actions and are articulated and committed to their communities as expressed
in the seventh principle “concern for the community”. [Fontenla, 2022].

San Felipe del Progreso is located in the northern part of the State of Mexico. According to the
Secretaria de Cultura y Turismo [2023], the municipality is considered the cradle of the Mazahua culture.
The reality with respect to indigenous people is very marked; they live in rural areas with high levels of
marginalization. Therefore, it is necessary to implement strategies through inclusive public policies
focused on improving their standard of living, as well as bringing basic public services closer and
guaranteeing their rights to education, health and food.

En el 2020, Ia poblacion de 12 afios y mas econémicamente activa del municipio era de 77,832
habitantes, el 53.9% eran hombres y 46.1% mujeres. A representative number of women are engaged in
the production of handicraft products that are part of the culture and identity of the people. Within the
peasant economy, handicraft activities share time and space with agriculture and livestock raising. There
is a deep tradition in wool embroidery and cross stitch, where the fretwork, plants and animals that the
Mazahua people design on their clothing are unmistakable. They make sashes, quexquemetl, blankets,
backpacks, quilts, vests, covers, shawls and other garments, with unparalleled diligence and mastery.

Artisans are treated as strategic suppliers who are used for extractivist practices and alienation of
manual labor, rather than as the authors of their material production. This situation strips them of their
economic and creative rights in their work, which emphasizes marginalization, inequality and
dependence. In Latin America, handicraft activity arose before the conquest and is distinguished by its
orientation towards local development linked to the manifestations and elements of nature. Previously,
it only satisfied the needs of the family domestic unit, without specialization and deeply linked to
agriculture; however, gradually, a variant of this industry was oriented towards commissioned trade,
which would eventually give rise to commercial production and the development of a wide variety of
objects marketed directly by the producer. [Macias Barreto et al., 2023].

In a study related to textile handicraft work, Valdivia y Gonzalez [2022], identified a series of
needs, among which they highlighted: making alliances with other companies, fashion trends, research
and design of collections, marketing plans, color theory, making garments according to the market and
fashion trends, and design management.

Puma Huanca [2018], identified that the textile artisans are subject to intermediaries, who are the
ones who benefit the most from the profits made from the commercialization of handicraft products. It
is important to promote organizations that are made up of families dedicated to textile handicraft
activities. The possibility that these families can group together and receive training on positioning and
marketing strategies for product negotiation can solve the following problems: 1] Organization: The
textile artisans lack the organizational capacity, which benefits the production in larger scales for their
respective commercialization of their own textile handicraft products. 2] Marketing: Textile artisan
families lack basic knowledge of the marketing process to both local national and international markets;
their products are currently marketed to intermediaries and sometimes to direct customers [tourists]. 3]
Tools: Artisanal textile producers in their negotiation will make use of marketing strategies for the
positioning of their products.


https://www.oibescoop.org/wp-content/uploads/cap-18.pdf
https://doi.org/10.35290/re.v4n2.2023.678
https://doi.org/10.35290/re.v4n2.2023.678
https://www.researchgate.net/publication/360800192_Analisis_de_factores_determinantes_de_emprendimiento_social_en_jovenes_universitarios
https://dialnet.unirioja.es/servlet/articulo?codigo=9152765
https://turismo.edomex.gob.mx/san-felipe-progreso
https://www.scielo.org.mx/scielo.php?script=sci_arttext&pid=S2007-74672023000200177
https://doi.org/10.12804/revistas.urosario.edu.co/empresa/a.10521
https://repositorio.uap.edu.pe/bitstream/handle/20.500.12990/7712/Tesis_Estrategia_Marketing_Posicionamiento_Testiles_Artesanales.pdf?sequence=1&isAllowed=y
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At the same time Vinueza y Mejia [2022], found that the application of marketing for craft
workshops in order to obtain commercial benefits and competitiveness in the market, are: greater share
and participation of sales in the territory, analysis of opportunities and product offerings according to
customer needs, greater customer loyalty and retention, orientation to promotion and generation of
strategies for an increase in profit, the importance of quality and unique designs.

Echeverri Cafas [2023], indicates that the marketing plan is a strategic guide that every business
requires. It circumscribes the strategies that an organization requires to attract demand, capture new
customers, face competition and respond to an increasingly dynamic environment. The marketing plan
creates value for the company and for the customer from: 1] Convenience: It allows the customer to save
time by making the good or service easier to use or access. 2] Brand: A recognized brand gives confidence
to the value proposition, which helps customers choose a product and pay more, and motivates
repurchase. 3] Quality: Customers tend to be willing to pay more for higher quality products. 4] Design:
the features a product has or the way it is presented can add value. Point of sale: The offline / online point
of sale is a space that makes a good or service stand out from the competition and makes it more attractive
to customers to the extent that it contributes to generate positive experiences. 5] Experience: Customers
demand novel, surprising and extraordinary experiences. 6] Communication: The messages proposed in
advertising campaigns and digital content, which are sent through analog and digital channels, create a
brand culture, share values and convince audiences.

Strategic marketing planning begins with a situation analysis, evaluating where the company is
today; then we define where we want to get to, i.e. we determine the objectives, and finally we define
how we are going to achieve the objectives, i.e. the general strategy through which these objectives will
be achieved. [Hoyos Ballesteros, 2013].

Methodology

The scope of the research was descriptive; relevant information and data were collected to formulate a
situational diagnosis. A study is descriptive in scope when it focuses on the identification and description
of specific phenomena, situations or populations. It focuses on the collection of precise and representative
data to identify patterns, trends and characteristics that may be relevant to understanding the object of
study. It provides detailed information on specific variables, without attempting to establish cause-and-
effect relationships between them by means of rigorous methods and sampling techniques [Moran
Lozano et. al, 2025].

Translated with DeepL.com [free version] In terms of approach, this was a quantitative study.
Hernandez et. al [2014], the quantitative research is used to consolidate beliefs, which are logically
formulated in a theory or theoretical scheme, as well as to establish exact patterns of behavior of a
population. This approach allowed us to know statistical data regarding the current context of Mazahua
artisans, through the application of a survey. Hernandez et. al [2014], indicate that the questionnaire is a
set of questions designed to be answered, easily coded and analyzed from statistical formulas. The
instrument was applied to a non-probabilistic sample of criteria; the information was collected personally
and in person in artisan workshops that agreed to participate, using paper and pencil, and then processed
in an Excel database, through analysis graphs to present the information collected.

On the other hand, a study of the potential market was conducted. This research was quantitative
and descriptive. questionnaires were applied to a non-probabilistic sample of criteria in tourist spots in
order to identify parameters of product, price, place and promotion to suggest marketing strategies for
the commercialization of Mazahua textile handicrafts.

Results

Regarding the artisans interviewed, the following demographics stand out. 71.4% are women, 28.6%
men; with an age range of 31 to 60 years and over, representing 69.4% of the sample, 30.6% in the range
of 15 to 30 years. In their level of schooling, 50% have completed basic education, 14.3% have a high
school education and 35.7% have a higher education. The main source of income is the
production/purchase and sale of handicrafts [78.6%], accompanied by agricultural activity [14.3%] and
additional employment [7.1%].


https://repositorio.upec.edu.ec/items/bf1b4a06-6a4b-4fdd-a02f-dba671ec5eec
https://books.google.com.mx/books/about/Plan_estrat%C3%A9gico_de_marketing.html?id=F9uzEAAAQBAJ&redir_esc=y
https://gc.scalahed.com/recursos/files/r161r/w24257w/LibroPlandeMarketing-1-92.pdf
https://editorialalema.org/libros/index.php/alema/article/view/45/45
https://editorialalema.org/libros/index.php/alema/article/view/45/45
https://www.uv.mx/personal/cbustamante/files/2011/06/metodologia-de-la-investigaci%C3%83%C2%B3n_sampieri.pdf
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On the other hand, 92.9% would be willing to associate in order to improve marketing conditions,
in contrast to the 7.1% who indicate that they are not interested because of the complications that could
arise in the management of profits.

The 78.6% were unaware of support programs such as credit, training, marketing support and the
creation of new points of sale that the current government can provide to strengthen their productive
activity; 21.4% indicated that they were aware of them. 100% of the participants in the study indicated
that they do not receive any government support related to their handicraft activity.

Regarding the potential market, demographic data shows that 91.1% are between 20 and 30 years
old, 8.9% between 31 and 60 years old. 68.8% are women and 38.2% are men.

The marketing variables studied are described below.

Product

Not available

Available 7.1%

Figure 1
Trademark registration

Note: own elaboration, 2025

Figure 1 shows that 92.9% of the study participants do not have a registered trademark, only
7.1%. This finding represents an area of opportunity. In the product strategy, the brand is an essential
attribute of the product strategy; it influences the customer's perception of the product, and brand
promotion is essential to generate recognition and loyalty. According to the Instituto de Investigacion
y Fomento de las Artesanias [Institute for Research and Development of Handicrafts] [[IFAEM, 2025],
Trademark registration allows artisans to differentiate their products from the competition, increase sales
and make their business more attractive to customers. The process is carried out in conjunction with the
Mexican Institute of Intellectual Property [IMPI], the agency in charge of accepting trademark
registrations. The IIFAEM provides the necessary support for the registration before the IMPI.

Versatility and usefulness [ NI 15.0%

Cultural vajue N 25.0%

Handmade 20.0%
Custom design 20.0%
Handcrafted quality 20.0%

0.0% 5.0% 10.0% 15.0% 20.0% 25.0% 30.0%

Figure 2

Attributes valued in a Mazahua handcrafted garment
Note: own elaboration, 2025



https://iifaem.edomex.gob.mx/registro-marca#:~:text=El%20registro%20de%20Marca%20permite,m%C3%A1s%20atractivo%20para%20los%20clientes.

59

Figure 2 shows that the most significant attribute that the potential market identifies in textile
handicrafts is cultural value with 25%, followed by handcrafted quality and custom design, handmade
with 20%, and versatility and usefulness with 15%. The acquisition of a handcrafted garment implies the
adoption of a concept that involves millenary techniques, lifestyles and feelings of the artisan, in short,
the reflection of his or her ancestral culture. The cultural value of a handcrafted textile garment can be
included in marketing strategies aimed at creating attractive stories that highlight authenticity and
generate interest in the buyer. Promotion should include the dissemination of ancestral traditions and
techniques, the history of the artisan and the community, as well as the relevance of supporting the local
economy and cultural heritage.

Experiential marketing can be adopted by generating events or visits that allow customers to
interact with the craft culture inside the workshops, communities and exposure of ancestral techniques.
In short, cultural value can be configured as a powerful marketing tool, connecting the consumer in a

deep sense and generating demand for unique and meaningful products.

Pricing

Demand W 7.1%

Customer perceived value 7.1%
Competitors 28.6%
Production costs 57.1%
0.0% 20.0% 40.0% 60.0%
Figure 3
Pricing Note: own elaboration, 2025

Figure 3 indicates that the price of artisanal textile garments in 57.1% cases is determined based
on production costs which implies making a calculation of the materials used, plus a calculation of the
working time invested in the preparation and a percentage of utility is added on the total cost [cost of
materials and labor]. In a 28.6% based on competition, investigating the price of similar garments to
establish a competitive price. A 7.1% when considering the value that the customer perceives based on
design, quality and exclusivity and only the 7.1% analyzes the demand of the product to adjust the price
and maximize sales. Product quality, value perception, competition and brand positioning strategy are
elements that should be considered in pricing strategies. Artisans can set their prices under different
variables that maximize their profits by covering all their costs such as quality, differentials for different
groups of customers, or prices that reflect the exclusivity and authenticity of their creations.

Sales outlets

Digital platforms Nl 7.1%

Fairs and handicraft markets 21.4%
Workshops and handicraft stores 21.4%
Street sales 50.0%
0.0% 20.0% 40.0% 60.0%
Figure 4

Sales outlets
Note: own elaboration, 2025

According to Figure 4, 50% of handicraft sales are made through street vendors, 21.4% in
workshops or craft stores, another 21.4% in craft fairs and markets and 7.1% through digital platforms.
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The point of sale is of utmost importance, since it is the space where the sale is finished. The
strategies should be oriented to simplify the comparison to the client by providing an organized space
and how to appreciate, choose and conclude the payment of the garments. The sales process should also
be automated by integrating digital tools for inventory management, payment terminals and digital
platforms or tracking software. Another important point is to offer a unique customer experience by
providing a personalized and efficient service with the aim of achieving continuous sales through
customer loyalty.

Promotion

Magazines M 3.6%

Advertising flyers 5.4%
T.V. & radio 5.4%
Online 85.6%
0.0% 20.0% 40.0% 60.0% 80.0% 100.0%
Figure 5

Impact advertising media
Note: own elaboration, 2025

Figure 5 shows that potential clients obtain advertising and promotional information about
Mazahua textile handicrafts in San Felipe del Progreso mostly from the Internet [85.6%], followed by
television and radio [5.4%], as well as advertising brochures and 3.6% from cultural magazines.

Given the nature of Mazahuas textile crafts and new trends, it is recommended to employ digital
marketing strategies without leaving aside traditional ones. Advertising is suggested aimed at showing
cultural value and creation processes. Social networks are a tool to expose the productive processes and
the cultural load of the concept. Employ meta ads for targeted ads, websites, content marketing, and
collaborations. Employ traditional marketing strategies such as participation in fairs and craft markets to
showcase the pieces and connect directly with customers, have a presence in specialized stores to expand
distribution and visibility, map rural tourist routes involving the participation of artisan workshops and
Mazahua culture, participate in cultural events and local festivities to publicize crafts. Referring to rural
tourism, textile artisanal work is exhibited in some tourist attractions such as the historic center, Mazahua
ceremonial center, ex mazahua hacienda in combination with content marketing and collaborations can
give an important exponential reference. Associativity in artisanal activity can achieve greater reach and
visibility, cost reduction, strengthening of cultural identity, strengthening of cultural identity, improving
access to resources and financing, improving the quality and variety of products.

Gifts 1l 3.5%

Sale 57.1%
Special promotions by dates and events 19.7%
Loyalty programs 19.7%

0.0%  10.0% 20.0% 30.0% 40.0% 50.0% 60.0%
Figure 6
Promotions with customer impact

Note: own elaboration, 2025
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Figure 6 shows that discounts have a significant impact on 57.1% of potential customers, followed
by promotions on special dates and loyalty programs with 19.7% respectively, and 3.5% seek gifts for
purchases. However, the artisans commented that they do not have a promotional plan, since what they
are looking for is fair payment for their work without haggling.

However, offering promotions is essential to stimulate the local economy and attract new
customers. Promotions can help increase sales, diversify supply and strengthen cultural identity.
Discounts, special offers or loyalty programs can make crafts more accessible to consumers, especially
those with limited budgets. Promotions can help raise awareness of artisanal products and reach a wider
audience, whether locally, regionally or nationally.

Conclusion

The studies carried out in the artisans and potential customers evidenced the need to structure strategies
of product, price, place, promotion oriented to improve sales promoting the local economy and cultural
wealth.

Highlights the importance of having a registered brand as a tool for product strategies to create a
positive identity and perception of the customer, in the promotion helps to generate a positive and
memorable image, at the point of sale, the brand can influence the choice of the store or sales channel,
as well as the presentation of the product at the point of sale.

Its cultural value, quality and customization of designs stands out as attributes of the product,
which must be highlighted in the labeling, points of sale, promotion and advertising. Thus, differential
prices can be established for different groups of customers, or prices that reflect the exclusivity and
authenticity of their creations. Promotions are essential to attract diverse groups of customers
significantly increased sales.

Another point that stands out is to employ a digital and traditional marketing stance since it is
necessary to use the advantages of the digital market without losing direct contact with the artisan and
his production for the direct transmission of the cultural and ancestral value of the concept.

The implementation of a marketing plan for this sector could have a greater impact on social and
solidarity economy organizations. Undoubtedly, craftsmen require training and accompaniment on these
issues, and there has been a recent opening for higher education institutions to contribute to this hard
work.
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