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ABSTRACT

The social media strategy, also called the online communication and interaction platform
between the customer and the seller, is used by users constantly because it allows the
posting and marketing of products of all kinds, including artisanal ones through social
networks. The objective is to design a model of social media strategy for the commercial
promotion of artisan woven cloth that enhances the positioning and image of the
Gualaceo canton, Azuay province. Methodologically, it is a mixed type research with a
qualitative transversal approach. From the results obtained, it is emphasized that there
iIs a weak commercialization of woven cloth due to the commercial unawareness and
cultural representativeness that these artisan garments have, being essential to apply
the social media strategy model as a marketing strategy, position and improvement of
image of the offered product.

Descriptors: Social media; marketing; supply and demand; market research. (Words
taken from the UNESCO Thesaurus).

INTRODUCTION

Ecuador, with its 24 provinces, is a country that has stood out throughout history for its
ancestral traditions, the richness of its Amazon, its coastal profile and the indigenous
communities that for years have preserved the roots and culture of their peoples.
However, one of the main characteristics that highlight among them is the diversity of
their crafts, since the variety of their products come from the nature that surrounds them.
The main ones are: toquilla straw that is used for making beautiful hats, as well as
alpaca wool, sheep wool and leather to manufacture garments.

Within this cultural framework, the province of Azuay is located in the south of the
country. It is an area surrounded by lakes, rivers and valleys that mark its beauty. It has
a political division that includes 15 cantons, it also has a culture full of traditions that
distinguish it from other cities; especially, the cantons of Chordeleg and Gualaceo. The
province has an outstanding craftsmanship in the production of clothing fabrics in alpaca
wool, toquilla straw hats and jewelry. Its capital is the city of Cuenca, which has a

colonial and pre-Inca history displayed in its sanctuaries and museums.
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Regarding the clothing of its inhabitants, it is traditionally considered as a source of
cultural heritage because they are laboriously embroidered and hand-woven since
colonial times with indigenous elements that prevail today having small modifications but
the same essence. Likewise, garments have a significant cost due to the inlaying of
stones incorporated into the fabrics, highlighting the social level of the families according
to their use; that is, the more decorations exhibited in the garments, the higher was the
social level of the community, thus enhancing their image in the cultural environment
that surrounds them.

The Gualaceo canton is located in the south-eastern Ecuadorian province of Azuay,
recognized nationally as a cultural heritage of Ecuador. Therefore, it is interesting to
observe national and foreign tourists who visit it because of its warm climate and the
products offered. One of them is a distinctive wool garment called cloth or macana
(woven cloth), made with the IKAT technique in the Bullcay and Bullzhin communities,
which highlights the culture and identity of people that have maintained their roots over
time.

The problem in this research lies in the commercial ignorance about the artisan
macanas made in the communities of the Gualaceo canton, which leads people to have
scarce knowledge about its attributes, benefits and distinctive characteristics towards
possible national and foreign consumers. It causes that the artisan macanas place in a
low position not only in the canton, but also in the provinces and the nation in general. It
also causes its inhabitants to acquire imported products with similar characteristics. The
general objective is aimed at designing a social media strategy model based on the
commercial promotion of artisanal macanas that enhances the positioning and image of

the Gualaceo canton, Azuay province.
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METHODOLOGY

The methodological process was focused on a non-experimental design. Also, it was a
mixed-methods research with an emphasis on the quantitative approach. Regarding the
scope, it was descriptive - explanatory because the variables under study were exposed
in a general way, according to the theory of (Hernandez, Fernandez & Baptista, 2014).
The deductive-inductive method was applied, organizing the facts found systematically.
Finally, with the systemic method, a digital strategic plan was designed to improve the
commercial positioning of artisan macanas made in the Gualaceo canton of the Azuay
province (Trelles-Méndez, Erazo-Alvarez, & Narvaez-Zurita, 2019).

The population was finite, that is, 1,349 people. And we worked with a sample of 461

women belonging to the Gualaceo canton, Azuay province.

RESULTS

The results obtained showed the preference for acquiring the macanas offered in the
Gualaceo canton of the Azuay province, for which 100% were women with an age range
between 30 and 35 years old. Within the target market, 30% were independent
professionals, 40% were public employees; meanwhile, 30% was destined for the
purchase between students, housewives and micro-entrepreneurs. Regarding the
marketing system, 74% estimated that it was necessary in contrast to 26% who did not
consider it necessary.

In relation to the commercial media through which they had knowledge of the marketing
of macanas, 76% indicated that it had been carried out by the press published in
electronic media; however, 20% indicated by the written press and 4% by social
networks, which showed the need to carry out a social media strategy that allowed
knowing the product and its feasibility of online purchase.

However, with respect to the production of macanas, 56% of the population was
unaware of the product's production system, while 44% briefly knew the place and its

production process. In addition, 35% used macanas for cultural identity; however, 25%
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used them according to current fashion and 30% had no preference over the product, to
finish a minimum of 10% did not consider the use of the product necessary.

Due to the commercial ignorance about the macanas produced in the Gualaceo canton
of the Azuay province in social networks, 60% indicated that they made the purchase of
the product directly at the place of production; likewise, 20% acquired them in boutiques
and a minimum of 20% acquired them through direct distributors.

To define the process of marketing macanas, 75% of the population stated that it was
necessary to do so through social networks, also 20% preferred the use of a web page
that identified the national product; and 5% had preference over the media.

According to the valuation system in the acquisition of macanas, 70% did it due to the
artisanal cultural identity it represents, 20% valued it as a garment and a minimum of 5%
as a cold cover due to the climate of the canton.

Among the marketing alternatives, 70% preferred social networks, 25% website
publications and 5% distributors. Based on these results, it is considered necessary to
use social networks for the promotion of macanas in the Gualaceo canton of the Azuay

province.

PROPOSAL

The digital strategic plan is specifically geared towards promoting a product or service.
For this reason, it is important to highlight a model that identifies the brand established
on the macanas offered in the Gualaceo canton, considering important factors in the
social media application that publishes immediate delivery availability to customers on

social networks.

Scheme of the proposal. (Own elaboration)
The social media strategy is developed in 5 phases:
Phase 1. Promote the product offered

Phase 2. Attract users and brand followers
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Phase 3. Interact experiences on the use of the product and its quality
Phase 4. Loyalty requirements in offers and promotions
Phase 5. Monitor the behavior of users and followers of social networks that determine

the level of promotional feasibility and sales.

Promote
The marketing process of a product begins, as in this case, macanas made in the
Gualaceo canton are promoted by means of social networks such as Twitter, Facebook

and Instagram.

Attract
In this phase, the market segmentation that will serve as a link among customers is
identified, offering promotions that allow an acquisition in real time and interest in its

customers.

Interact
Different information systems are established on the quality of the product: purchases,

payment methods and shipping methods.

Loyalty

In the loyalty stage, the defined market is generally obtained through the preferences of
designs and colors. The final contact is established to determine the level of
consumption and continuity of purchases of the macanas. It is important to define the
KPI (Level of consumption, frequencies in purchases, continuous sessions and Shares —

comments).
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Monitor

This phase carries out a complete measurement and analysis of the identification,
interaction and loyalty with the brand based on the KPIs established for highlighting the
macanas’ prestige and online positioning in the Gualaceo canton before the competition
in the market. It will help to determine the number of followers that the brand has in the

different social networks, comparing their social performance in the publications posted.

CONCLUSIONS

Taking into consideration the marketing effect of the macanas produced in the Azuay
province, a proposal focused on phases related to the social media strategy is projected
to implement a better process for customer acquisition when advertising the product. It
includes the technique used by artisans for producing a variety of macanas to offer
diversity of designs and colors that allow them to choose according to their preferences.

In addition, a virtual real marketing system would be established between producers of
macanas and users to identify their loyalty to the product through the different systems

of interaction.

FINANCING

Non- monetary.

ACKNOWLEDGEMENTS
Thanks to the vendors of artisanal macanas in the province of Azuay for supporting this

research.

REFERENCES

Alcaide, J. (2015). Customer Iloyalty. Madrid: Ecid editorial. Available from
https://n9.cl/I3dm



https://n9.cl/l3dm

Revista Arbitrada Interdisciplinaria KOINONIA
Afio V. Vol V. N°10. Julio — Diciembre 2020
Hecho el depésito de Ley: FA2016000010
ISSN: 2542-3088
FUNDACION KOINONIA (F.K). Santa Ana de Coro. Venezuela.

Milton Vinicio Romo-Jaramillo; Juan Carlos Erazo-Alvarez; Cecilia lvonne Narvaez-Zurita; Verdnica
Paulina Moreno

Amoroso, G., Calle, M., Campoverde, R., & Rosales, M. (2018). Correlational analysis
between the income level and the marketing channels of Gualaceo canton’s
artisans who use the Ilkat technique. XIII Congress of Science and
Technology,13(1). http://dx.doi.org/10.24133/cctespe.v13i1.740

Andrade-Yejas, D. (2016). Digital Marketing Strategies in the Promotion of the City
Brand. School of Business Administration Journal, (80), 59-72.
https://doi.org/10.21158/01208160.n80.2016.1457

Avila-Sacoto, E., Erazo-Alvarez, J. C., Narvaez-Zurita, C. |., & Erazo-Alvarez, C. A.
(2019). Digital Marketing 2.0 strategies for generating income in SMEs service.
Cienciamatria, 5(1); 187-214. https://doi.org/10.35381/cm.v5i1.264

Bricio-Samaniego, K., Calle-Mejia, J., & Zambrano-Paladines, M. (2018). Digital
marketing as a tool for labor performance in the Ecuadorian environment: case
study of graduates from the University of Guayaquil. University and Society,10(4),
103-109. Available from https://n9.cl/tharo.

Climent-Rodriguez, J., & Navarro-Abal, Y. (2017). Branding and reputation: basic pillars
of online visibility for higher education teachers. Iberoamerican Journal of Higher
Education, 8(21), 66-76.

Criollo-Aguirre, M. J., Erazo-Alvarez, J. C., & Narvaez-Zurita, C. |. (2019). Marketing
strategies and brand positioning for the textile artisan sector. CIENCIAMATRIA,
5(1), 245-270. https://doi.org/10.35381/cm.v5i1.266

Diaz, J. A. (2014). Marketing of science products and services: challenges and
prospects. Cuban Journal of Agricultural Science, 48(1), 21-24. Available from:
https://n9.cl/IsOz

Gallego-Arbelaez, A. M. (2018). The influence of digital marketing on companies.
Available from https://n9.cl/oqg5

Gonzalez, A. (2018). Marketing strategies. Available from https://n9.cl/uphl

Granada-Palacio, A. C., & Fernandez-Geale, J. (2014). Analysis of Social Media Use as
a marketing strategy for luxury brands. Available from https://n9.cl/y23I

Guzman-Duque, A. P., & Abreo-Villamizar, C. A. (2017). rom e-commerce to s-
commerce: Innovation within the reach of organizations. A study for footwear
sector in Bucaramanga, Colombia. Accounting and business 12(24), 107-118.
Available from https://n9.cl/da8t



http://dx.doi.org/10.24133/cctespe.v13i1.740
https://doi.org/10.21158/01208160.n80.2016.1457
https://doi.org/10.35381/cm.v5i1.264
https://n9.cl/tharo
https://doi.org/10.35381/cm.v5i1.266
https://n9.cl/ls0z
https://n9.cl/oqq5
https://n9.cl/uphl
https://n9.cl/y23l
https://n9.cl/da8t

Revista Arbitrada Interdisciplinaria KOINONIA
Afio V. Vol V. N°10. Julio — Diciembre 2020
Hecho el depésito de Ley: FA2016000010
ISSN: 2542-3088
FUNDACION KOINONIA (F.K). Santa Ana de Coro. Venezuela.

Milton Vinicio Romo-Jaramillo; Juan Carlos Erazo-Alvarez; Cecilia lvonne Narvaez-Zurita; Verdnica
Paulina Moreno

Hernandez, R., Fernandez, C., & Baptista, M. (2014). Investigation Methodology.
Mexico DF: McGraw-Hill / Interamerican Editors, S.A. DE C.V.

Jiménez-Morales, M. (2016). Public relations and social networks: creation and
implementation of personal brands. Serbiluz, University of Zulia, 32(9), 945-960.
Available from: https://n9.cl/9wa4

Miranda-Miranda, J. J. (2011). Identification - formulation - evaluation - financial -
economic - social Project management. (4th. ed.). Bogota: MM editors. Available
from https://n9.cl/n9qt

Nieto-Churruca, A., & Rouhiainen, L. (2010). The web 2.0 company. Madrid: Global
Marketing Strategies. Available from https://n9.cl/vi37s

Pecanha, V. (2019). What is Digital Marketing or Online Marketing? Find out how to
boost your brand with this strategy? Available from https://n9.cl/mb8k

Rodriguez, R, Paz-Calderdn, Y., Reyes-Garcia, M., & Espinoza-Espindola, M. T. (2018).
Artesanal type Clothing: Challenges and Opportunities in its Commercialization.
Future vision, 22(2), 1-19. Available from https://n9.cl/paiO

Rizo-Mustelier, M., Villa-Tabares, B., Vuelta-Lorenzo, D. R., & Vargas-Batis, B. (2017).
Marketing strategies as a function of sales management in the state agricultural
market Ferreiro of Santiago de Cuba. Science on your PC (4), 91-102. Available
from https://n9.cl/kpoxd

Rodriguez-Guerra, V., Sdnz-Caneda, J., & Garcia-Azcarate, T. (2017). Short marketing
channels in Panama. Conditioning factors of promoter initiatives. Social studies,
27(50). http://dx.doi.org/10.24836/es.v27i50.421

Romero-Melean, R., & Velasco-Fuenmayor, J. (2017). Commercialization process of
products derived from dual purpose bovine livestock. Negotium, 13(37), 47-61.
Available from https://n9.cl/rz70

Romero-Zuaiiga, C., Zuiiga-Toro, G., & Suarez-Gamez, A. (2016). Marketing techniques
in wayuu handicraft companies in the tourist and cultural Rioacha district. Omnia,
22(3), 87-99. Available from https://n9.cl/2dn4



https://n9.cl/9wq4
https://n9.cl/n9qt
https://n9.cl/vi37s
https://n9.cl/mb8k
https://n9.cl/pai0
https://n9.cl/kpoxd
http://dx.doi.org/10.24836/es.v27i50.421
https://n9.cl/rz7o
https://n9.cl/2dn4

Revista Arbitrada Interdisciplinaria KOINONIA
Afio V. Vol V. N°10. Julio — Diciembre 2020
Hecho el depésito de Ley: FA2016000010
ISSN: 2542-3088
FUNDACION KOINONIA (F.K). Santa Ana de Coro. Venezuela.

Milton Vinicio Romo-Jaramillo; Juan Carlos Erazo-Alvarez; Cecilia lvonne Narvaez-Zurita; Verdnica
Paulina Moreno

Ruiz-Paredes, J. L., & Martinez-Duran , M. E. (2011). Branding, Sustainability and the
social commitment of Design. (When being is more important than seem). Journal
of the Research Center. La Salle University, 9(35), 11-17. Available from
https://n9.cl/a88k0

Salom-Serna, L. F., & Sepulveda-Calderon, M. d. (2012). Distribution channels and
trading strategies for Colombian flowers in the United States: a conceptual
framework. Management Studies, 28(124), 191-228.
https://doi.org/10.1016/S0123-5923(12)70222-X

Trelles-Méndez, E. M., Erazo-Alvarez, J. C., & Narvaez-Zurita, C. I. (2019). The
influence of the 4Ps in Digital Marketing for the JEP Savings and Credit
Cooperative. Koinonia Interdisciplinary peer- reviewed journal, 1(4); 180-205.
http://dx.doi.org/10.35381/r.k.v4i1.455

Uribe-Saavedra, F., Rialp-Criado, J., & Llonch-Andreu, J. (2013). The use of social
networks as a marketing tool in the business performance. Administration
Notebook, 26(47), 205-232. Available from https://n9.cl/km71y

© 2020 by the author. This article is open access and distributed under the terms and conditions of the
CreativeCommons Attribution-NonCommercial-ShareAlike 4.0 International license (CC BY-NC-SA 4.0)
(https://creativecommons.org/licenses/by-nc-sa/ 4.0 /).



https://n9.cl/a88k0
https://doi.org/10.1016/S0123-5923(12)70222-X
http://dx.doi.org/10.35381/r.k.v4i1.455
https://n9.cl/km71y

