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Abstract

The Group of Regional Development of the Monterrey's
Technological one approached to integrating the Megatrends that in the
opinion of his investigators probably will mark the predictable future of the
world, both in the technological aspect and in the social one, trying to
identify the behaviors that will influence to persons, groups, institutions,
communities, regions and countries, for with it to identify opportunities of
products and emergent services that could be commercialized on the world
markets. Such it is the case of the ecological consumer who presents a few
specific features that are precise to know, in order to be able to propose
commercial solutions that adjust to his requirements. Giving continuity to
this interesting topic of investigation, in the present project across one of the
most important tools of the marketing like it it is the investigation of markets
it was deciding, the knowledge, managing, application and impact of the
ecological consumer, which use as base for the development and
sustentabilidad as the business in the region of Tula-Tepeji, of the Hidalgo
State.
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Introduction

The complexity of the environment, the speed and magnitude of the
changes force to realize a constant analysis of the new global and regional
conditions, identifying the most relevant elements that allow to generate the
best strategies of action. In the last forty years, they have happened many
social, cultural and technological very significant events, which have had a
great impact in the life of the nations of the world, have provoked changes
without precedents in the way of acting of the human groups and also they
have been reflected in the economic aspects of all the countries. These
technological changes have produced a series of forces or environmental
world movements that are described as Megatrends.The economic growth,
the innovation of the industrial activities and the technical not controlled
innovation they contribute to the environmental progressive deterioration
revealed from the decade of the sixties. This situation has led to a rethinking
of the topic, to a change of attitude, which he considers to be the
environmental topics as of great social relevancy, up to such a point that
today turns out to be common to identify, at least partially, quality of life
with the enjoyment of an environment the most complete and as damaged as
possible thing.The ecological consumer, is a conscious and sensitive buyer of
the repercussions that his habits of consumption impose on the sustainable
development of the region where it lives. It values the quantity of life for
terms of respect to the environment, the utilization responsible for the natural
resources, the care of his health and the general well-being of his
community. It admits that this attitude before the life can have economic
additional costs and to be ready to confront them.The ecological consumer
arises from the comprehension that the human being has as for everything
what to the environment and the environment, is related and for ende of the
way in which the governments, the companies and the persons meet involved
and act simultaneously.According to Michael J. Polonsky (2009), the green
marketing can be defined as a set of activities designed to generate and to
facilitate any exchange of goods and services that allow to satisfy the needs
of the human being across the care and protection of the
environment.Because of it it is increasingly royal and landed that the
marketing in our companies can contribute to the sustainable development,
generating strategies with products which could expire with his principal
function that is the satisfaction of the need of the clients.It is a development
and promotion of a product or service for the consumers that it neither
affects does not even contaminate the environment, it is the aim of the
companies nowadays. With products that fulfill these characteristics, one

205



expects to satisfy the client answering to his needs across the functionality
and quality of the products or services. Before this need, there arises what
nowadays is known as green marketing. This new modality of marketing, it
is the way of promoting ecological products, which are amicable with the
way, since they do not represent a threat for this one, increasingly used by
the companies, which must structure strategies that support the care and
protection of the ecosystem.

Exposition of the problem

Formulation of the problem:

To what extent the knowledge of one of the social megatrends, such
as the green consumer to develop marketing strategies, impact on business
development in the region of Tula-Tepeji of the Hidalgo State?

Terms of reference of the problem:

In the development of a global and technological market, the changes
not only are given in a rapid and substantial way, but these affect all the
levels of the economy, the new standards of social behaviour (Ecological
Consumer), offer big business opportunities and the lack of identification
and application of this knowledge provoke a break in the economic
traditional structures in the region of Tula-Tepeji of the Hidalgo State.

Aims of the investigation

General Objective

Determined by market research, knowledge, management,
implementation and impact of the green consumer as a source of competitive
advantage, and as a basis for determining the importance and enable the
development of new lines of research for the development and sustainability
of business in the region of Tula-Tepeji, of the Hidalgo State.

Specific aims:

. Determination of the degree of knowledge through market research,
consumer behavior in ecological regién Tula — Tepeji of the Hidalgo State,
and use it as a reference in the present investigation.

- To spread the knowledge of ecological consumer as source of
competitive advantage, across printed publications, conferences,
presentations, which use as advice to report, to guide the entrepreneurs in
business strategies as for the ecological consumer behavior, which they
contribute to the sustainable and economic development of the region of
Tula-Tepeji, of the Hidalgo State.
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Justification and delimiting of the investigation

Justification.

The study, analysis, investigation, adjustment, application and
diffusion of the ecological consumer as source of competitive advantage,
allows to come closer the knowledge on the behavior that characterizes the
new consumers, generating the creation of new business of high added value
that give response to the social demands, across products and / or services
with great potential, with the aim that they contribute to the economic
growth of the region Tula-Tepeji of the Hidalgo State.

Delimitation.

This research is aimed at investors of the region Tula-Tepeji of the
Hidalgo State.

Theoretical concept

Green consumer.

The green marketing also known as green or eco-commerce market,
is the response from the company to the appearance of the green consumer or
concerned about sustainable development.Today the consumer has
ecological lifestyles who prefer cleaner, organic and environmentally
friendly products.Detonators that address these behaviors are based on green
consciousness (impact of contaminants in personal and social health, global
warming, depletion of non-renewable resources), generating greater
consumer demand for natural and organic products, increased in the use of
alternative energies, production of goods and ecological services, and
changes in the forms and lifestyles.

As a result of this megatrend or behavior new business opportunities
such as organic vegetables, ecotourism, organic clothing apparel, cities with
green design, solar cells, biofuels, hybrid vehicles, houses and buildings with
energy-saving design, insecticides arise natural, hydroponic baby food,
among others. (Diaz 2011).

Need for greater market demand for green products

According to the Organization for Economic Cooperation and
Development (OECD), the green growth means fostering economic
development while ensuring that natural assets continue to provide the
resources and environmental services on which our well-being”

From this definition, we can say that green business is one that deals
with the supply and demand of goods and services that promote the
protection of natural resources.

In the last decade, companies have started offering organic or "green”
products to meet a demand increasingly concerned about the environmental
problem. Large companies are not the only ones who have entered this new
market. In fact, small businesses are businesses and individuals really
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concerned about environmental care which have fostered the growth of this
new way of perceiving the trade.

How has this market developed in Mexico? Certainly, there is a green
market in our country. However, this does not have enough publicity as it is
composed mainly of small businesses that do not have budget to invest in
advertising. The limited distribution and high costs of advertising and
promotion are the main obstacles to any micro, small or medium company
operating in our market. In particular, this is an obstacle for companies that
are entering the green market. These problems affect both customers and
producers, as there are no known channels of communication to promote a
market where customers have access to green products.

It is clear that all issues related to sustainable development, especially
the green trade, will take increasing relevance. By now we know that more
than 2,500 businesses are already promoting green business growth in our
country. Green trade offers a less invasive alternative use for the
environment than traditional commerce. In this sense, it is necessary for
society, government and business work together to achieve the consolidation
of this alternative. It is in us to worry and take care for the environment.
(Rodrigo Maldonado, 2013).

Organic product

A product is considered organic when its damaging effects to the
environment is minimal or nonexistent.

This is determined if at the time of manufacture and subsequent use
throughout their life cycle, generates a level of pollution and environmental
damage very low compared to other products that are made in the same way
and have the same function. Organic products help with the care and after-
care of the environment.

These products must be harmful to the environment as little as
possible, which is why from manufacturing to the end of its life cycle must
be organic, therefore, must be recycled to achieve and be useful for the
manufacture of a new product either in the same or a different category.
(Salas, 2012).

Ecological consumer

The green consumer has been nominated as the person who is
interested in caring for the environment, so the time of purchase your choice
will be motivated by those products that generate less pollution and
environmental damage.

Today consumers in addition to meeting their needs, looking after the
environment, because the production and consumption of products, food and
services have negatively impacted the environment. This event has meant
that people have created awareness about the generations and contribute to
preserving the environment. (Salazar, 2012).
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The business relationship and environment

Every business is influenced by internal and external factors, which
can be controlled or uncontrolled depending on the level of power that the
company exercised over them.

External influences are all the variables that the company can not
control, they are far beyond their reach, and these correspond to the
economic, political and social aspects.

On the other hand the internal factors are all variables that have a
direct relationship with the company and they can be controlled, these are
customers, employees, suppliers, shareholders and others, all operations and
processes performed, which constantly impacting environment.

This is why companies should be responsible for all activities
undertaken so have chosen to align policies and marketing strategies for their
organizations Eco.

These strategies help the proper maintenance and use of existing raw
materials and the design and implementation of processes to generate little
pollution, thus reducing waste and allow reuse and recycling of products.

It is necessary to analyze the types of phenomena that have emerged
in the environment, and which are produced largely from within
organizations.

Frente a los cambios generados, se ha generado una crisis medio
ambiental, la cual se esta combatiendo a través de empresas lideres, que no
solo benefician a sus socios si no también, al medio ambiente. Han logrado
desarrollar un proceso eco innovacion, optimizacion en el uso de los recursos
que tienen y capacitaciones y educacién de su personal. (Diaz, 2011).

Growth of Power Purchase Green Consumer

Given the rapid changes that have been occurring in the environment,
evidenced in a constant climate change, natural disasters around the world,
high levels of concentration of pollution in cities, rupture of the ozone layer,
among others. It has an alarm is turned on and has generated a concern in
people avoid going to continue these types of events. Given this, came the
need for responsible consumption and with them the green consumer who is
aware of the impact of their actions on the environment and society.

A couple of decades ago there was the consumer who had limited
access to information, thus, their decisions when buying were limited to little
contact they had with the product when you buy it. Thanks to technological
and communication advances, we now have a consumer who is increasingly
informed, so it is more critical and demanding.

Thanks to large investments in advertising and market organic
products, now people are consuming these products as they have taken a
position of responsible drinking socially and environmentally. Consumer
trends are now routed to the consumption of organic products, where people
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are evaluating and comparing the products with each other, seeking to find
the product you less impact on the environment. (Diaz, 2011).

Growth of Consumer Purchasing power Ecological

Given the rapid changes that have been occurring in the environment,
evidenced in a constant climate change, natural disasters around the world,
high levels of concentration of pollution in cities, rupture of the ozone layer,
among others. It has an alarm is turned on and has generated a concern in
people avoid going to continue these types of events. Given this, came the
need for responsible consumption and with them the green consumer who is
aware of the impact of their actions on the environment and society.

A couple of decades ago there was the consumer who had limited
access to information, thus, their decisions when buying were limited to little
contact they had with the product when you buy it. Thanks to technological
and communication advances, we now have a consumer who is increasingly
informed, so it is more critical and demanding.

Thanks to large investments in advertising and market organic
products, now people are consuming these products as they have taken a
position of responsible drinking socially and environmentally. Consumer
trends are now routed to the consumption of organic products, where people
are evaluating and comparing the products with each other, seeking to find
the product you less impact on the environment.

The Greendex 2012 survey by National Geographic, showed that
consumers ‘environmental awareness' are a niche that grows in Mexico.
Currently, 48% of Mexican consumers often buy products ‘eco-friendly’, a
percentage higher than 7% in 2011.

The Greendex 2012 surveyed 17,000 consumers in 17 countries
representing 75% of energy expenditure in the world, including Mexico.
(Peéluela, 2012).

Profile of the green consumer

Purchase friendly products environment. 21% of consumers surveyed
Mexicans consume 'all the time', while 27% do so with ‘frequency'.

Prefer to fix something when it breaks before replacing it with a new
item. 61% of Mexican consumers agree with this premise.

Recycled materials. 34% of Mexican consumers does ‘all the time’
and 25% 'often’.

Avoid buying products 'on' packaged. A 49% of Mexican consumers
dislike them these items.

Prefers washed and reused rather than buying disposables. This trend
has increased in 2010, only 64% of Mexicans willing to ‘wash and reuse’, in
2011, 80% in 2012, 84%.

Rejects 'not environmentally friendly' products. 28% of Mexican
consumers does ‘all the time' and 27% 'often’. (Rodriguez, 2013).
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The prospect of ecological advantage

In most companies, no one really knows how much it cost the
business or how environmental issues helps the bottom line a change in
practices.

The problem is that the relevant costs can be spread among many
different or buried in "General and administrative™ accounts departments.

A number of companies have worked to uncover these costs that
usually are hidden to managerial scrutiny. Separate environmental costs
helps to clarify the burden of costs on products or processes of the company.

Develop right thinking is critical to success in a world of green to
gold. To put the ecological lens on the strategic focus of your company:

Look at the forest and not the trees: think broadly periods, rewards
and limits.

Set harsh ecological goals and not take "no" for an answer.

Recognize that perceptions are the facts: emotions and perceptions
have an enormous weight, and the user is never wrong.

Do the right thing: light green values inspire employees, customers,
regulators and potential adversaries in the same way. (Winston, 2012).

The ecological road

The ecoventaja based thinking is a powerful motivator and central
environmental lens helps companies meet the challenges and find
opportunities to take advantage. (Daniel Esty, 2012)

Competitive Advantage

For a map of the terrain reasoning and analysis that may not come
naturally require. The method of echo tracking helps answer fundamental
questions, but sometimes not very familiar:

What are the main environmental impacts of the company?

When and where these impacts occur?

During the manufacture?

During transport and distribution?

Do Higher in the supply chain?

Or below in the hands of consumers?

How others see environmental performance of the company?

These questions can be difficult to answer. But leading companies
use a set of eco -tracking tools to develop an environmental portrait and
facilitate the administration of the ecological advantage.

Once a company knows where its environmental problems arise in
the value chain, you can redesign their systems to avoid them. For example,
if the problem is to scrap a product when completed its life cycle, the product
should be redesigned to make it easier and cheaper to recycle.

To build an ecologically advantageous culture, leading companies
use many suggestions:

211



1. Extension of objectives

2. Decision making explicitly placed in an important ecological
issues

3. Inclusion of environmentally related projects and adjustment to
reflect the countless obstacles and intangible gains in value

4. Internal markets to highlight the hidden environmental costs

5. Committees administration to promote management commitment

6. Mapping environmental responsibilities in operating officers

7. Revisions ecological actions and a clear accounting of results

8. Feedback between environmental officials and those with
responsibilities in line

9. Bonuses and rewards based on ecological criteria

10. Inclusion of environmental elements between indicators of key
results

11. Environmental Reports

12. Websites with online ecological information

13. Authorization for employees to question actions inconsistent with
the environmental commitment of the company

14. Coaching on all environmental issues that affect or may affect the
company

15. Uses his own bag to transport their goods. At least 44 % of
consumers usually bring a reusable bag when you shop. It is a low
percentage compared to other countries such as France (84%), Germany
(79%) and Canada (73%). (Winston, 2012).

Methodology

To achieve the goals outlined in this project will be done through
market research, which is to collect certain information from the market, in
relation to the green consumer behavior in the Tula region Tepeji the State of
Hidalgo, before being analyzed and based on that, presenting to investors
that serve them as a tool for decision-making and / or designing new
business strategies that respond to consumer demands.

The methodology of this market research is based on the following
steps:

1. Determine the needs or objectives of the research. We must first
determine the reason for the research, what we want to achieve with it, what
IS its purpose; for example, we can do the research to find a business
opportunity to see if our future business could be profitable, to see if the
launch of a new product could be successful, to find the reason or solution to
a problem, to analyze our competence, our demand forecasting, to confirm a
hypothesis, etc.
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2. ldentify the information to be collected. Based on our research
goal, we will determine what information we need to collect, for example, if
our goal is to detect research a business opportunity, the information you
might need, which would allow us to meet the needs of consumers , new
tastes, new fashions, trends, market niches not served, etc.. If our research
objective is to determine the feasibility of exporting our product to a given
country, the information you might need would be referring to treaties or
trade, tariff agreements, economic situation of the country, etc.

3. Identify sources of information. Once we know what the
information or data that need to be collected for our research, we determine
the sources where we get, for example, determine whether we will get the
information of our target audience, our customers, research previously made
of historical data, statistics, publications, Internet, etc.

4. Defining and developing harvesting techniques. Once you have
determined what the information you need, and where you're going to get,
we determine how we will get to determine why the techniques, methods or
data collection forms that we use; see some of them:

Poll

The survey consists of a verbal or written question, when the survey
is verbal method use is made of the interview; and when the survey is written
questionnaire is used. A survey can be structured, when it is composed of
formal lists of questions put to them all alike; or unstructured, when they
allow the interviewer to be modifying the questions based on the answers
you give the respondent.

For our survey we ask questions that allow us to get the information
we need, which in turn allow us to achieve our research goals to achieve, for
example, if our goal of research is to find a business opportunity, some of the
questions you might ask in our surveys could be:

» What type of product you would like to exist in the market?

» What kind of business thinks that today could be profitable?

If our research objective is to determine the feasibility of launching a
new product, some of the questions might be:

» Would you be willing to try this new product?

* How do you generate similar to this, and what features you would
change or add?

If our goal is to predict our demand research, some of the questions
that would formulate could be:

* How much are you willing to pay for this product?

» How often spend on average when visiting similar to this business,
and how frequently visit?

Observation technique
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The observation technique is to observe people, events, objects,
actions, situations, etc..; to use this technique can, for example, visiting the
places where consumers who make up our target audience attend and
observe their behavior, we can visit the shopping areas and observe the
competing products, we can visit the local competition and observe
processes etc.

Experimentation

The experimental technique is to aim directly know the response of
consumers to a particular product, service, idea, advertising, etc..; for
example, when creating a small stall or a small tasting booth.

Focus group

The focus group or focus group is to bring together a small group of
people in order to interview and generate a debate or discussion about a
product, service, idea, advertising, etc..., And thus know the ideas, opinions,
emotions, attitudes and motivations of the participants.

Probe

Simple and inexpensive method, which is characterized by a simple
and objective oral questions; similarly, simple and objective responses are
obtained; An example of a question that could be done in a poll is: "What
brand of jeans do you?".

5. Collect information. Once you have determined the information
you need, where sources and methods to get use to obtain, we turn to the task
of collecting the information. To do this, determine beforehand who will be
responsible or liable for this task, when it will begin and how long.

6. Analyze information. Once we have collected the required
information, proceed to post the information (data count), then process it
(sort the data, tabulate, encode) and finally, interpretation, analysis and
conclusions from the information.

7. Taking decisions and design strategies. And finally, based on the
analysis we have done, we begin to make decisions or design our strategies,
for example:

* Based on the information we have obtained and analyzed the needs,
tastes and preferences of consumers, had to design a product that is
responsible for such needs or preferences.

* Based on the information we have obtained and analyzed over our
competitors, we design strategies that allow us to block their strengths and
exploit their weaknesses.

 Based on the information we have collected and analyzed on our
business plan, we decided to give the nod to the project, and start with the
creation of our new business.

Research design
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* The study of the present research is prospective, descriptive, cross-
sectional and observational nature, work on facts and realities of its
fundamental characteristic is to present a correct interpretation.

* This may include the following types of study samples discretion:

Surveys, exploratory cases, causal, developmental, predictive, sets,
correlation. The joint research is that which partakes of the nature of
documentary research and field research. (Zorrilla, 1993:43).

Hypothesis.

H1 Knowledge, adaptation and implementation of the green
consumer as a source of competitive advantage, provide a great opportunity
for new business and will impact positively on the development of the
economy of the region of Tula, Hidalgo State Tepeji.

HO knowledge, adaptation, and implementation of the green
consumer as a source of competitive advantage, do not provide a great
opportunity for new business and also have a positive impact on the
economic development of the region of Tula, Hidalgo State Tepeji.

Analysis of final results
Demographic and socio-economic level
Graph No. 1 Graph No. 2

1 -. Population where the person lives

Category. 2.- Income Level of the person Category
[SER VY
50% 2 [ 2 TEPETITLAN
[ 3TEPEJI DEL RIO
[ 4 a1L0TEPEC
M 5HUEHUETOCA
[ 6 TEZONTEPEC DE ALDAMA

10,6%

[ 7 TLAHUELILPAN

I 8 MIXQUIAHUALA

[l 9PROGRESO DE OBREGON
[ 10 AJACUBA

[ 11 ATITALAQUIA

Il 12 ATOTONILCO DE TULA
[ 13 TETEPANGO

[] 14 TLAXCOAPAN

[ 154pAXCO

[ 160TRA

Source: own elaboration Source: own elaboration
The graph below shows the percentage of As we can see in this chart, over 50% of
the population interviewed. Most of the respondents perceived only 1-5 *
people interviewed were 3 municipalities minimum wage is $ 122.76 a day on
especially since they have a higher average, a fact that should be considered
population mass: Tula de Allende with for opening of new investments in the
Tepeji 19% and 13% of Tepeji del Rio in region. EL salary corresponding to the
the State of Hidalgo and Jilotepec in the geographical area "B" is $ 61.38

State of México.
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Graph No. 3

Graph No. 4

3. - Marital status of person

4.- Age of Person

Category
[ 1less than 18 years
[ 2Between 18.and 30

M 5 Between 50 and 60
[ 6 More 60 years

Source: own elaboration
As shown in the graph more than 50% of
the surveyed population is for people with
single marital status, which shows that
there are business opportunities for this
segment of the population, while 30% are
married, which indicates a high rate of
people who consume products and services
in different ways.

Source: own elaboration
This chart shows that the largest segment
varies in age from 18 to 30, the second
lowest population is 18 years and the third
from 30 to 40 years. These data indicate
that overall the majority of the population
is young, with 75% more data.

Graph No. 5

Graph No. 6

5. - Occupation of the person
Category

I 1Retired

[ 2Student

[ 3Employee

[ 4Work and study

27,7%

6.- Education Level of the person

Source: own elaboration
This graph shows that respondents mostly
are students with 31% and 27% are
employed, which indicates that they are
mostly people with some activity related to
the use of goods and services. This graph
also shows that only 2.3% are
entrepreneurs, which indicates a lack of
entrepreneurial culture in these areas.

Source: own elaboration
This graph indicates that the population
studied has a low educational profile
being this the results where almost 50% of
people only have high school and / or
school. Which indicates that the business
opportunities in terms of schools is an
opportunity that could be exploited But it
also indicates that there is a high rate of
population seeking overcome, given that
over 30% of respondents have studied a
degree or are Technical Colleges.
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Graph No. 7

Graph No. 8

7. - How many people are in your family?
category

M 1 2to 4 members

[ 2From 4 to 6 members

[ 30ver 6 members

101%

8.- Sex of the person

Categor
[ 1 Femal
[ 2 vake

49.4%

Source: own elaboration
This chart shows that 90% of the
population is part of a typical family with 4
members on average. Being over 50%
category 2-4 members, which indicates that
half of the population belongs to a small

Source: own elaboration
This graph represents the genre of the
population, with a percentage less than
1%, mostly women. As far as gender
differences are not a factor that may have
influenced the answers of this research

family group. tool.
Organic consumers
Graph No. 9 Graph No. 10

9.- Know that organic products are

Source: own elaboration
This graph indicates that if businesses were
launched organic products be easy
dissemination of what is an ecological
product as such, because as you can see little
more than half of respondents are aware of
organic products and only 16 % not known.

10. - Did you ever use organic products?

Source: own elaboration
This graph shows that over 60% of
respondents have ever used organic
products, which shows a high probability
of attraction for these products and
consequently there is an important niche in
this category.
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Graph No. 11.1

11.1 - What kind of organic products called?

Category
I 1 Agriculture and gardening
-

Graph No. 11.2

Source: own elaboration
From those who know organic produce
nearly 30% said they knew of category
Agriculture & Gardening.

11.2.-

Source: own elaboration
30% of respondents called organic products
from the food and beverage category.

Graph No. 11.3

Graph No. 11.4

11.3.-

Category
[ 3 electronic devices

11.4.-

Category
I 4 Architecture and Construction

Source: own elaboration
Only 18% said they know electronics or the
environmentalists claim to be organic.

Source: own elaboration
Only 10% said they knew organic products
related to architecture and construction.

Graph No. 11.5

Graph No. 11.6

11.5.-

Source: own elaboration
This graph shows that the total respondents
who know organic products 26.3% know
the category of disposable items.

11.6.-

Category
[ 6 Beauty and Personal Care

Source: own elaboration
This graph shows that those who know
organic products, 14.1% know all relating
to beauty and personal care.
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Graph No. 11.7

il 7/ e

Graph No. 11.8

11.8.-

92,0%

Source: own elaboration
With this graph we can see that only 9.1%
know and interior decoration products that
take care of the environment or are made so
as not to pollute.

Source: own elaboration
This graph shows that the total respondents
who know organic products only 8% knew
household items, which indicates that we
need a wider dissemination of the
ambienten care products and are daily or
continuous use.

Graph No. 11.9

Graph No. 11.10

11.9.-

Source: own elaboration
This graph shows that 12.3% of
respondents called green cleaning products.

11.10.-

Source: own elaboration
This graph shows that the total respondents
who know organic products knows the
11.9% belonging to the category of clothing
and accessories.
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Graph No. 12 Graph No. 13

- N 13 -. Place in that acquires or would like to buy organic products?
12 -. Are you willing to pay more for that one conventional organic product? ategory

67%

FRSrY

16,6%

27,5%

Source: own elaboration Source: own elaboration
In this graph you can clearly see the little First preference is buying these products
difference between those who are willing to electronically, and that 39% chose this

pay more for a green product and which are | option, secondly the shops with an almost
not; being 44 and 49%, respectively, having 28% and third home delivery with 16%.
a difference of only 5% in this area, so it The other two options were chosen by only

becomes important to note what features 11 and 7%, agro market and consumer
people have the product in relation to the groups respectively; thus it can be
care of the environment. concluded that it is advisable to put this

shift business to handle sales electronically
and / or have a retailer.

Conclusion
Demographic and socio-economic level

This research allowed us to know that more than half of the surveyed
population are: Young singles, although economically active low-wage
perceived as 1-5 minimum wages. There are shows that lack an
entrepreneurial culture because only 2.3% are entrepreneurs. In the
educational level shows a low profile but demonstrated seeking overcome, as
Superior Technical University and bachelor account for more than 30% in
their interest to study something. The average number of members per family
is 4 people, so business or services for a typical family will succeed. Finally
it should be noted that the percentage of people interviewed by gender was
not greater than 1%, so that the answers given there is no influence of one
gender over another.

Organic consumers

This research showed that over 60 % of respondents have ever used
organic products, which gives us a high probability of interest in these
products and consequently important to find a niche market in this category
are those who are already involved in the consumer market with a product or
service, give an ecological or environmental liability will be helpful for
marketing aspect. For this type of product or service will be relatively easy
diffusion, since a high percentage of the population has knowledge about
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organic products, especially those used for agriculture and gardening as well
as in foods and beverages such as disposable products considered highly
polluting, opening a business idea with a big chance.Further business
opportunities are in such products but used in the construction, interior
decoration and cleaning for the home, as well as cosmetics, clothing and
accessories. Although in terms of price, the little difference between those
who are willing to pay more for a green product and those that are not is only
5% so it becomes important to note what features people have these products
in taking care of the environment and it is advisable to handle sales
electronically and / or have a retailer.

References:

Andrew, W. (2012). Green to Gold: How Smart Companies Use
Environmental Strategy to Innovate, Create Value, and Build C. Recuperado
el 22 de mayo del 2014, de:http://www.resumido.com/es/libro.php/446
Echeverri, L.M. (S/F). Acciones y practicas de mercadeo verde en empresas
colombianas (casos de estudio). Colegio de Estudios Superiores en
Administracion CESA. Bogota — Colombia. Recuperado el 22 de mayo del
2014, de: http://www.cesa.edu.co/Pdf/EIl-Cesa/22. ACCIONES-Y -
PRaCTICAS.pdf

Farrdn, E. & LoOpez, R. (2010). La evolucion del discurso racional al
discurso emocional en EI Sol. El Festival Iberoamericano de la
Comunicaciéon Publicitaria (1988-1998-2008). Comunicacién y Hombre,
num. 6, 2010, pp. 43-63 Universidad Francisco de Vitoria. Pozuelo de
Alarcon,Espafa.Disponibleen:
http://www.redalyc.org/src/inicio/ArtPdfRed.jsp?iCve=129418690003

Las Megatendencias y su Impacto en México. (S/F). Capitulo 1l. Recuperado
de: http://www.mxl.cetys.mx/Deptos/Vinc/BC/s01vf

Grupo de Desarrollo Regional del Tecnoldgico de Monterrey (2009). Las
megatendencias sociales actuales y su impacto en la identificacion de
oportunidades estratégicas de negocios. México: ITESM. ISBN: 978-607-
501-001-4

https://oet.itesm.mx/portal/page/portal/OET/Publica?p_iPortal=3
https://oet.itesm.mx/portal/page/portal/OET/Privada
https://oet.itesm.mx/portal/page/portal/OET/Serviciosl
https://portaldoc.itesm.mx/pls/portaldoc/docs/PORA3_1 20012012143447 .pdf
https://portaldoc.itesm.mx/pls/portaldoc/docs/PORA3_1 20012012143549.pdf
https://portaldoc.itesm.mx/pls/portaldoc/docs/PORA3_1 20012012143610.pdf
https://portaldoc.itesm.mx/pls/portaldoc/docs/PORA3_1 20012012143643.pdf
https://portaldoc.itesm.mx/pls/portaldoc/docs/PORA3_1 20012012143704.pdf
https://portaldoc.itesm.mx/pls/portaldoc/docs/PORA3_1 20012012143704.pdf
https://portaldoc.itesm.mx/pls/portaldoc/docs/PORA3_1 20012012143738.pdf
https://portaldoc.itesm.mx/pls/portaldoc/docs/PORA3_1 20012012143750.pdf

221



https://portaldoc.itesm.mx/pls/portaldoc/docs/PORA3_1 20012012143807.pdf
https://portaldoc.itesm.mx/pls/portaldoc/docs/PORA3_1 20012012143821.pdf
https://portaldoc.itesm.mx/pls/portaldoc/docs/PORA3_1 20012012143833.pdf
Maldonado, R. (2013). Las Paginas Verdes: una forma de comercio verde en
Meéxico.  Recuperado el 22 de mayo del 2014, de:
https://negociosverdestec.wordpress.com/2012/08/22/

Martin, D. & Tinoco, M. A. (2010). EI cluster de servicios educativos en
Puebla: motor econdémico. Revista Escuela de Administracion de Negocios,
num. 68, enero-junio, 2010, pp. 42-55 Universidad EAN. Bogota, Colombia.
Disponible en:
http://www.redalyc.org/src/inicio/ArtPdfRed.jsp?iCve=20619844005
Martiniére, G.D.L. (2003). The Complexity of Managing a Global Company:
Regional Exposure vs. Global Exposure. Source: Geneva Papers on Risk &
Insurance - Issues & Practice; Jan2003, Vol. 28 Issue 1, p87, 7p

Naisbitt, J. (2000). Megatrends. Ten New Directions Transforming Our
Lives.

Kotler, P. (2006). Direccion de Mercadotecnia, Analisis, Planeacion,
Implementacion 'y Control. 8. Edicion, México. Prentice Hall
Hispanoamericana, S.A., 1996.

Parada, L., Salas, C., & Salazar, C., (2012). ¢Impacto del Ecomarketing en
los indicadores de productividad de las empresas Colombianas? Trabajo de
grado Universidad del Rosario. Recuperado el 22 de mayo del 2014, de:
http://repository.urosario.edu.co/bitstream/handle/10336/3741/1010186658-
2012.pdf?sequence=3

Rodriguez, 1. (2013). El Perfil del consumidor. Recuperado el 22 de mayo
del 2014, de: http://www.manufactura.mx/industria/2013/06/05/el-perfil-del-
consumidor-ecologico

Polonsky, M. J., & Mintu-Wimsatt, A. (1997). Environmental Marketing:
Strategies, Practice, Theory, and Research. United States of America: The
Haworth Press Inc.

222



