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ORIGINAL

ABSTRACT
Currently, social networks are used for the purchase of goods and services, thus, companies from various sectors consider this trend 
as an opportunity to reach potential customers through marketing and optimize their positioning in the market. The objective of this 
study was to determine the influence of the use of social media marketing on the positioning of small and medium-sized companies 
in the travel agency sector, Tarapoto, 2023. Methodologically, it was framed in an applied research, descriptive-correlational level and 
non-experimental design, using the survey technique and questionnaires as study instruments for both variables to a sample size of 68 
clients of the MSMEs of the travel agency sector, Tarapoto. According to the results, 58,8 % of them placed social media marketing at a 
high level, while 39,7 % placed it at a regular level, and finally 1,5 % at a low level. With respect to positioning, 58 % placed it at a high level, 
while 36 % placed it at a regular level, and finally 4 % at a low level. It was concluded that the influence of social media marketing on the 
positioning of travel agencies was identified, since the correlation index was 0,866, showing a high positive correlation, and the r2 was 
0,75, recognizing a considerable influence of the variable on positioning.
Keywords: Positioning; Marketing; Social Media; Mypes; Customers.

RESUMEN
Actualmente, se emplean las redes sociales para la compra de bienes y servicios, por ende, empresas de diversos sectores ven esta 
tendencia como una oportunidad para llegar a clientes potenciales a través del marketing y así optimizar su posicionamiento en el 
mercado. Este estudio planteo como objetivo determinar la influencia del empleo del social media marketing en el posicionamiento de 
las Mypes del sector agencia de viajes, Tarapoto, 2023. Para ello, metodológicamente se enmarcó en una investigación de tipo aplicada, 
nivel descriptivo-correlacional y diseño no experimental, empleando la técnica de la encuesta y los cuestionarios como instrumentos 
de estudio para ambas variables a un tamaño muestral de 68 clientes de las Mypes del sector agencia de viajes, Tarapoto. De acuerdo a 
los resultados, el 58,8 % de ellos ubicaron en un nivel alto el social media marketing, así como el 39,7 % se ubicó en el nivel regular, final-
mente el 1,5 % en el nivel bajo, respecto al posicionamiento el 58 % lo ubicaron en el nivel alto, así como el 36 % ubico en el nivel regular, 
finalmente el 4 % en el nivel bajo. Concluyéndose que se identificó la influencia del social media marketing en el posicionamiento que 
posee las agencias de viaje, debido a que el índice de correlación fue de 0,866 demostrando una correlación positiva alta, además el r2 
fue de 0,75 reconociéndose una influencia considerable de la variable en el posicionamiento.
Palabras clave: Posicionamiento; Marketing; Social Media; Mypes; Clientes.
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INTRODUCTION

Nowadays, people use social media to obtain information, interact, and purchase products or 
services; consequently, companies find opportunities to reach potential customers through social 
media. In this sense, this marketing is based on the creation of shared content and is designed to 
drive consumer engagement and increase purchases in order to position companies competitively 
in the market.(1,2,3,4) This is increasingly relevant as digital visibility acquires strategic importance 
in terms of regularly achieving better acquisition of the target audience. Therefore, success in this 
highly competitive environment requires a combination of creativity, innovation, and a custo-
mer-centered approach, given that content personalization, effective use of social media, and the 
implementation of SEO strategies are fundamental to ensuring a relevant and attractive digital 
presence. Thus, companies that do not evolve and adopt these essential digital practices risk falling 
behind in a market increasingly dominated by technology and digital interaction.(2,5,6,7)

Internationally, in 2019, micro and small enterprises became interested in applying specific 
digital strategies because of consumer requirements and a broad presence on social networks; the-
refore, more than 50% of micro-entrepreneurs began using different digital platforms and websites 
according to their business area. Likewise, 75% of MSEs on social networks lack clear objectives and 
results measurement, since they publish without content plans or understanding; this dilutes their 
image, hinders brand recall, and weakens their positioning against more strategic competitors. 
As a result, publications are produced without adequate content planning or comprehension of 
social media marketing dynamics, which dilutes their brand image and weakens their positioning 
compared with competitors that use more sophisticated strategies. In short, many SMEs are not 
fully leveraging the potential of social media marketing because of the lack of a comprehensive 
strategy consistent with business objectives and the needs of their audience; it should be noted 
that training and knowledge on these topics are crucial for improving their performance in the 
digital market.(3,8,9,10,11)

Meanwhile, Ponce et al. (4), in the Ecuadorian context, have found that the growing use of 
social media has opened great opportunities for companies to engage in social media marketing 
and manage to position their brands. However, many companies still do not know how to adequa-
tely take advantage of these platforms and make mistakes that affect their positioning strategies. 
These include irrelevant content that does not provide value to their followers, accompanied by 
generic, impersonal messages that could have been written by any brand. This causes users to 
lose interest and stop following their profiles. In turn, they focus on the quantity of followers ins-
tead of quality, without segmenting according to interests; therefore, they have poorly engaged 
communities that do not translate into real customers. Likewise, many businesses manage their 
social media without a long-term strategy, posting content at random depending on the situation; 
this prevents building a solid image and positioning in the consumer’s mind, which often leads to 
disconnection with the audience and lower effectiveness in strengthening the brand. (12, 13, 14, 15)

At the national level, according to the National Institute of Statistics and Informatics, MSEs 
represented almost more than 90% of Peru’s business entities and amount to about 19.3 percent 
of the country’s GDP, generating direct and indirect employment opportunities, therefore, it is ne-
cessary to maximize their opportunities in the field of digital marketing and remain competitive in 
the market. Given its importance, it is vital that these companies maximize their opportunities in 
the field of digital marketing to maintain their competitiveness, this implies continuous adaptation 
to emerging digital trends and investment in the development of online marketing strategies. In-
deed, digital transformation is not only an option, but a necessity for these companies to maintain 
their relevance in an increasingly globalized and technologically advanced market. Therefore, the 
adoption of appropriate digital tools and social media platforms, along with training in digital skills 
and marketing strategies, is essential. Thus, Peruvian MSEs will be able not only to sustain their 
presence in the national market, but also explore opportunities for expansion and international 
reach. (5,16,17,18,19,20)

On the other hand, in Lima, it has been found that 60% of SMEs have social media accounts, 
but more than half do not use them correctly for their marketing strategies, as they publish gene-
ric content very sporadically or simply abandon them; consequently, they fail to attract sufficient 
followers. At the same time, 75% of social media businesses do not properly define their target 
audience, as they seek to attract all types of users instead of segmenting and specializing their 
content around interests aligned with their product/service offering. Likewise, 85% of social media 
businesses do not have clear objectives or a medium- and long-term strategic plan, as they publish 
according to the current situation without a guiding strategy, which dilutes their image and hinders 
brand imprinting and identification by consumers. This absence of a coherent and well-structured 

https://doi.org/10.62486/net202318


Hernandez Quispe et al. SAP Netnography. 2023;1:18

https://doi.org/10.62486/net202318 3

strategy dilutes their brand image and hinders their recognition and recall by consumers. These 
challenges underscore the critical need for digital marketing training and advisory support for 
SMEs in Lima, in order to improve their online presence and their effectiveness in social media 
marketing.(6,21,22,23,24)

At the regional level, specifically in San Martín, Linares (7) mentions that positioning was at a 
regular level with 54.67% according to customer perception. This situation suggests that, although 
there is a certain degree of recognition and acceptance, there is still significant room to improve 
the presence and image of companies in the market. This level of positioning may be influenced 
by various factors, such as the lack of effective marketing strategies, limited understanding of 
customer needs and preferences, and scarce differentiation in the services or products offered. 
Furthermore, this regular perception could be related to the lack of innovation and adaptation to 
current market trends, which limits the ability of these companies to attract and retain customers. 
Therefore, it is essential that mypes in San Martín invest in improving their positioning through 
more customer-oriented marketing strategies, a greater understanding of the market, and the 
implementation of innovations that differentiate them from their competitors; in turn, improving 
communication and digital presence is fundamental to raising market positioning.(25,26,27,28)

Locally, it can be observed that MYPEs in the travel agency sector of the city of Tarapoto 
face a series of complications regarding their market positioning, since they cannot differentiate 
themselves from their competitors in terms of service or product quality; likewise, they may have 
difficulties offering multiple services and limitations in satisfying customer needs; likewise, they 
are not aligned with needs and trends; all of this implies that they have difficulties standing out 
competitively in terms of brand or name, generating the establishment of trust with consumers. 
This situation prevents them from standing out in terms of brand and name recognition, which in 
turn hinders the establishment of trusting relationships with consumers. Likewise, these challen-
ges underscore the need for more effective marketing and differentiation strategies to improve 
their competitiveness and visibility in the market; all of this translates into an inability to establish 
a distinctive brand and generate trust among consumers.(29,30,31,32)

These problems could possibly be due to inappropriate use of social media marketing, since 
they may have an inadequate, clear content strategy for their social network, posting unattractive 
or inconsistent information; this can cause customers to perceive an inconsistency in the messages 
being conveyed, reducing their trust in the brand. Likewise, if users do not interact with the shared 
content, in turn, they do not interact with the sector, preventing the construction of a community 
around it. Finally, inefficient use of web tools and promotion can hinder the conversation between 
these businesses and their potential customers. If this problem continues, companies of this type 
may continue to lose opportunities for competitiveness and growth in the market; by not taking 
adequate advantage of digital marketing, they could fall behind their competitors, lose market 
share, and experience a decrease in profitability, with negative impacts on their survival and long-
term growth. In this way, it could also affect their capacity to generate jobs in the region.

How does the use of social media marketing influence the positioning of Mypes in the travel 
agency sector, Tarapoto, 2023?

Objective
To determine the influence of the use of social media marketing on the positioning of Mypes 

in the travel agency sector, Tarapoto, 2023.

METHODS

Scope and conditions of the research

Political location
It was carried out in the district of Tarapoto, which is a city in the department of San Martín 

located in northern Peru; furthermore, it is considered the capital, as well as an important economic 
and tourist center of the region.

Geographic location
Tarapoto is among the 14 political divisions that make up the province of San Martín in Peru, 

and is also the capital city of the province, with an altitude of 333 meters above sea level.
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Figure 1. Geographic location of the city of Tarapoto

Source: Google Maps

Execution period:
The research was carried out in the period 2023.
Authorizations and permits:
Not applicable.
Environmental control and biosafety protocols:
Not applicable.

Application of international ethical principles
The study considered the principles of ethical quality in research, in accordance with (8): first, 

the principle of beneficence, whose purpose is to create benefits for the study population by defi-
ning problems and identifying their causes or implementing improvement solutions; researchers 
must take into account that the intervention or action carried out benefited and did not harm the 
population. Second, the principle of nonmaleficence ensures that collaborators were not harmed 
directly or indirectly by the researcher’s intervention; therefore, precautions were taken in all ac-
tions to guarantee health and well-being. Third, the principle of autonomy means that selected 
participants must know what the research is about and must have the opportunity to decide 
whether they wish to collaborate in the research; to do so, they must give their informed and vo-
luntary consent, having been informed of the purpose. Finally, the principle of justice requires fair 
and equitable treatment of all participants; this meant respecting each individual participant and 
viewing them as equally important in the study, since equal opportunities are important and any 
form of discrimination in the selection and conduct of studies is avoided.

System of variables

Main variables
Independent variable: social media marketing.
Empirical variable 1: web tools, with the indicators Facebook, YouTube, Instagram, and Twitter.
Empirical variable 2: web promotion, with the indicators promotions by hashtag, promotions 

by number of comments, and collaborations with influencers.
Empirical variable 3: the C’s of social media, with indicators: content, conversations, commu-

nity, and connections.
Secondary variables
Dependent variable: positioning.
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Empirical variable 1: by attributes and benefits, with the indicators differentiated services 
and unique services.

Empirical variable 2: by price and quality, with the indicators quality service and competitive 
price.

Empirical variable 3: by service category, with the indicators service advantages and varied 
services.

Empirical variable 4: by user orientation, with indicators of fulfillment of customer needs and 
services according to customers’ lifestyle.

Empirical variable 5: by use or application, with indicators highlighting service characteristics 
and preferential attention to customers.

Empirical variable 6: by combination, with the indicators complementary services and colla-
borative marketing with another sector.

Empirical variable 7: through the name, with the indicators brand recall and brand recom-
mendation.

Empirical variable 8: in relation to competitors, with the indicators market share and leader-
ship in the sector.

Figure 2. Description of the variables by specific objective 1

Table 1. Description of the variables by specific objective 2

Specific objective No. 2: To measure the level of positioning of Mypes in the travel agency sector, Tarapoto, 2023.

Abstract variable Concrete variable Recording 
medium Unit of measure

Positioning
By attributes and benefits By price and quality By service category 

By user orientation By use or application; by combination By name In 
relation to competitors

Questionnaire Ordinal

Figure 3. Description of the variables by specific objective 3

Research Procedures
Data processing for this research began with the formulation of the research problem, fo-

cused on the variables of interest: social media marketing and positioning. Then, a review of the 
scientific literature was carried out to establish the background of the research. Therefore, based 
on the theoretical foundations that support the measurement of the variables of interest, the data 
collection instrument was developed.

The study used two questionnaires, the first with 22 items and the second with 32 items; both 
have five response options, and they were validated by three experts before their administration. 
After scheduling the administration of the instruments, the data were collected and transferred 
to Excel spreadsheets and processed using SPSS. Then, the data were analyzed by grouping them 
into levels and presenting them in frequency tables; thus, a descriptive and inferential analysis was 
performed to determine the influence.
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Specific objective 1
For specific objective 1, a descriptive analysis was performed, so a database was created in 

Microsoft Excel that allowed systematic organization of the data collected in the questionnaire, 
which facilitated its subsequent analysis and processing. The transfer of these data to the statistical 
software SPSS allowed the creation of tables and the calculation of relative and absolute frequen-
cies to identify patterns and trends in the data; likewise, presenting the results in clear and concise 
tables and graphs facilitated understanding of the findings.

Specific objective 2
For specific objective 1, a descriptive analysis was conducted; therefore, a database was crea-

ted in Microsoft Excel, which allowed systematic organization of the data collected in the ques-
tionnaire, facilitating its subsequent analysis and processing. Transferring these data to the SPSS 
statistical software allowed the creation of tables and the calculation of relative and absolute fre-
quencies in order to identify patterns and trends in the data; likewise, presenting the results in 
clear and concise tables and graphs facilitated understanding of the findings.

Specific objective 3
For specific objective 3, a database was created in Microsoft Excel, which enabled systematic 

organization of the collected data and facilitated its subsequent analysis and processing. An infe-
rential analysis was performed to determine the use of social media marketing and its influence 
on the positioning of Mypes, using a correlation coefficient based on normality; in addition, the 
results were presented in clear and concise tables to facilitate interpretation of the results.

Type and level of research

Type of research
The present research was of an applied type, consisting of conducting original studies with 

the purpose of obtaining new knowledge; however, these studies are mainly focused on achieving 
a practical and concrete goal or purpose. This type of research focuses on applying the body of 
existing knowledge, using an appropriate methodology, to achieve a specific objective, which is 
generally linked to the solution of a practical problem.(9)

Level of research
The level of the present research was descriptive–correlational, as such studies aim to inves-

tigate the causes of a specific fact, event, or phenomenon under study. This approach seeks to 
understand the factors and effects of phenomena; that is, it focuses on explaining why the event 
occurred, thereby providing more complete explanations of the phenomena studied.(10)

Population and sample

Population
The study population consists of all elements, components, people, things, or events and is 

not limited by time, space, or quantity; it is a complete collection that matches the characteristics 
the researcher wishes to study; in short, it is the total group considered relevant for the research 
(11). Therefore, the population comprised the clients of 19 travel agencies in Tarapoto (12). Likewise, 
this group can provide valuable information on business practices, social media marketing, and 
positioning in travel agencies. It should be mentioned that the determination of the population 
is variable, given that a client does not necessarily use the agency regularly or may even have re-
quested service from more than 1, so those who have shown greater regularity in using the service 
were selected, which represents a total of 68 clients, established at 3 to 4 per travel agency.

Sample
The study sample can be representative so that the findings can be generalized, this group 

of cases or individuals are extracted from a study population using various criteria, that is, a re-
search sample is a subset that is selected to obtain relevant and useful information for the study. 
(11) Therefore, 68 clients of MSEs in the travel agency sector were taken as a study sample, Tarapoto. 
Being selected due to its greater accessibility and willingness to participate in the research, it also 
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represented a sufficient amount to analyze data, presuming to be relevant.
Likewise, it employed intentional non-probabilistic sampling, also known as purposive or 

judgment sampling, a sampling technique in which sample elements are deliberately selected by 
the researcher based on their judgment and knowledge of the study topic. In this type of sampling, 
selection is not random but is based on specific characteristics that sample subjects must meet to 
be included in the study.(11) The following research criteria were then established:

Inclusion criteria
• Inclusion criterion 1: customers of the Mypes in the city of Tarapoto.
• Inclusion criterion 2: clients of the Mypes in the travel agency sector.

Exclusion Criteria
• Exclusion criterion 1: those clients of Mypes in the travel agency sector from years prior to 2023.
• Exclusion criterion 2: those clients of Mypes from other cities of the province of San Martín.

Analytical, sampling, and experimental design
The research design was framed as non-experimental, given that such studies focus solely 

on the description and analysis of variables in natural situations; these studies can serve as a basis 
for experimental design. In sum, this approach is based on observing and measuring variables as 
they occur naturally without any intervention.(13) In addition, it was cross-sectional, which focused 
on collecting information from a target population at one single point in time; it serves to identify 
trends and patterns, but does not allow for the analysis of changes over time. Thus, they are used 
to determine the prevalence of an outcome of interest in a specific group of people at a specific 
time.(14)

Likewise, the technique that was used in the research was the survey, which was used when 
you want to obtain information directly from a specific group of facts or individuals to obtain an 
understanding of a situation and obtain a complete account of specific characteristics. (15) Simi-
larly, the study instruments were questionnaires, which is a structured data collection tool that 
addresses a specific objective and metric, so it is relevant to determine in advance the compo-
nents to be collected and organize the process or program. (11) In this sense, the research used a 
questionnaire for the social media marketing and positioning variable that will consist of 22 and 
32 questions, respectively and a Likert scale from 1 to 5 will be used, where 1 represents “strongly 
disagree”, 2 “disagree”, 3 “indifferent”, 4 “agree” and 5 “strongly agree”, finally, both instruments 
will be validated by a group of experts.

RESULTS

Descriptive Results

Variable: Social media marketing

Dimension 1: Web tools
Web tools were found to perform at a high level, according to 51,5 per 100 of the surveyed 

clients, since content on both Facebook and YouTube encourages them to choose the services of 
these travel agencies and they can find attractive promotions through these media. On the other 
hand, 45,6 per 100 described the dimension as being at the regular level, and 2,9 per 100 described 
it as being at the low level.

Table 2. Performance of web tools

Rating From Range Until Freq. %

Low 8 18 2 2,9

Regular 19 29 31 45,6

High 30 40 35 51,5

Total 68 100,0
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Indicator 1. Facebook: The following table reflects a high level of Facebook use, with 80,9 per 
100 customers reporting high use; this social network provides relevant information about travel 
agency services and encourages customers to choose the services they prefer. A further 14,7 per 
100 use it at a regular level, and 4,4 per 100 at a low level.

Table 3. Description of Facebook use

Rating From Range Until Freq. %

Low 2 4 3 4,4

Regular 5 7 10 14,7

High 8 10 55 80,9

Total 68 100,0

Indicator 2. YouTube: Customers rated the use of YouTube as high in 54,4 per 100 cases; the 
platform is informative and is used to promote the services of travel agencies. 39,7 per 100 cus-
tomers describe its use as regular, and 5,9 per 100 observed low performance in the use of this 
platform.

Indicator 3. Instagram: clients consider Instagram to be at a high level of use, with 58,8 out of 
100 respondents, because they attest to the relevance of the content published on that medium 
and its effectiveness for promoting their services. 29,4 out of 100 characterized it as being at a re-
gular level, and 11,8 out of 100 considered the indicator to be at a low level of use.

Table 4. Description of YouTube use

Score From Range Up to Freq. %

Low 2 4 4 5,9

Regular 5 7 27 39,7

High 8 10 37 54,4

Total 68 100,0

Table 5. Description of Instagram use

Rating From Range Up to Freq. %

Low 2 4 8 11,8

Regular 5 7 20 29,4

High 8 10 40 58,8

Total 68 100,0

Indicator 4. Twitter: the following table demonstrates high performance in the use of Twitter, 
where 44,1 out of 100 consider Mypes to be in this category, owing to the communication of pro-
motions carried out on that medium and the usefulness of the shared information.

On the other hand, 36.8 out of every 100 customers indicate a regular level, and 19.1 out of 
every 100 customers indicate a low level.

Table 6. Description of Twitter use

Rating From Range To Freq. %

Low 2 4 13 19,1

Regular 5 7 25 36,8

High 8 10 30 44,1

Total 68 100,0
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Dimension 2. Web promotion
In the evaluated Mypes, 60.3% of customers rated the performance of web promotion as high, 

owing to the reach generated by promotions with hashtags and the use of influencers to promote 
the visibility of companies. In addition, 35.3% rated this dimension as regular, and 4.4% rated it as low.

Indicator 5. Hashtag promotions: 63.2% of customers indicate high performance of hashtag 
promotions in Mypes; they observe that such promotions are eye-catching and raise the visibility 
of the sector. In addition, 26.5% report a regular level, and 10.3% assign them a low level.

Table 7. Web promotion performance

Rating From Range Up to Freq. %

Low 6 14 3 4,4

Regular 15 22 24 35,3

High 23 30 41 60,3

Total 68 100,0

Table 8. Description of promotions by hashtag

Score From Range Up to Freq. %

Low 2 4 7 10,3

Regular 5 7 18 26,5

High 8 10 43 63,2

Total 68 100,0

Indicator 6. Promotions by number of comments: the following table shows that customers 
perceived a high level of performance for promotions by number of comments in the evaluated 
Mypes (55.9%), indicating that comments on social networks help services to be promoted effecti-
vely. In contrast, 35.3% indicated a regular level, and 8.8% rated the use of promotions as low level.

Table 9. Description of promotions by number of comments

Rating From Range Up to Freq. %

Low 2 4 6 8,8

Regular 5 7 24 35,3

High 8 10 38 55,9

Total 68 100,0

Indicator 7. Collaborations with influencers: the following table shows that customers con-
sidered collaborations with influencers to have high performance in 69.1% of cases, while they 
agreed that their participation helps companies be more visible on social networks. In contrast, 
25.0% of respondents considered that this indicator develops at a regular level, and 5.9% placed it 
at a low level.

Dimension 3. The C’s of social media
Of the surveyed customers, 55.9% attributed a high level to the social media C’s of the Mypes, 

given that the content shared on their social networks is entertaining and informative for them; 
they concluded that the networks are used effectively. In addition, 39.7% rated its performance as 
regular, and 4.4% indicated that it was low.

Table 10. Description of collaborations with influencers

Score From Range Up to Freq. %

Low 2 4 4 5,9

Regular 5 7 17 25,0

High 8 10 47 69,1

Total 68 100,0
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Table 11. Performance of the C’s of social media

Rating From Range Up to Freq. %

Low 8 18 3 4,4

Regular 19 29 27 39,7

High 30 40 38 55,9

Total 68 100,0

Indicator 8. Content: 76.5% of customers stated that the content on the social media of the 
evaluated Mypes performed at a high level, because their posts encourage participation and are 
entertaining. On the other hand, 20.6% considered this indicator to be at a regular level, and the 
remaining 2.9% placed it at a low level.

Table 12. Description of content

Rating From Range Up to Freq. %

Low 2 4 2 2,9

Regular 5 7 14 20,6

High 8 10 52 76,5

Total 68 100,0

Indicator 9. Conversations: the conversations that Mypes have with their customers on their 
social networks were rated at a high level by 64.7% of respondents, who indicated the effectiveness 
of the attention given to the inquiries they make on those platforms. On the other hand, 26.5% 
described a regular level, and 8.8% described a low level.

Indicator 10. Community: interaction with the user community was rated as high by 64.7% 
of customers, who highlighted that Mypes work on building relationships in their networks. On 
the other hand, 29.4% stated that the indicator performed at a regular level, and 5.9% assigned it 
a low level.

Table 13. Description of conversations

Grade From Range Up to Freq. %

Low 2 4 6 8,8

Regular 5 7 18 26,5

High 8 10 44 64,7

Total 68 100,0

Table 14. Description of community

Score From Range Up to Freq. %

Low 2 4 4 5,9

Regular 5 7 20 29,4

High 8 10 44 64,7

Total 68 100,0

Indicator 11. Connections: the connections indicator was established at a high level for 55.9% 
of clients, who emphasized the campaigns carried out by travel agencies with other organizations 
in order to expand their reach. 35.3% described this indicator as regular, and 8.8% stated that it 
performed at a low level.
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Table 15. Description of connections

Rating From Range Up to Freq. %

Low 2 4 6 8,8

Regular 5 7 24 35,3

High 8 10 38 55,9

Total 68 100,0

Positioning Variable
Dimension: By attributes and benefits
Positioning due to attributes and benefits was high according to 50.0% of customers, owing 

to the perceived added value in its services and the offering of different experiences provided by 
the sector. 33.8% rated the dimension as regular, and the remaining 16.2% assigned it a low level.

Indicator 1. Differentiated services: differentiated services performed at a high level according 
to 55.9% of customers, since companies offer added value in their services. 30.9% rated the level of 
service differentiation as regular, and 13.2% as low.

Table 16. Positioning performance by attributes and benefits

Score From Range Up to Freq. %

Low 4 9 11 16,2

Regular 10 15 23 33,8

High 16 20 34 50,0

Total 68 100,0

Table 17. Description of differentiated services

Rating From Range Up to Freq. %

Low 2 4 9 13,2

Regular 5 7 21 30,9

High 8 10 38 55,9

Total 68 100,0

Indicator 2. Unique services: 58.8% of customers considered that the unique services indicator 
performed at a high level, because the services are seen as innovative in the market. 26.5% rated 
it at a regular level, and 14.7% described it as low.

Table 18. Description of unique services

Rating From Range Up to Freq. %

Low 2 4 10 14,7

Regular 5 7 18 26,5

High 8 10 40 58,8

Total 68 100,0

Dimension: By price and quality
Price and quality positioning was perceived at a high level by 47.1% of customers, since there 

is a satisfaction guarantee for its consumers, in addition to the attractive promotions advertised in 
the sector. 45.6% rated the dimension as average, and 7.4% assigned it a low level.

Indicator 3. Quality service: 54.4% of respondents verified that the quality services of Mypes 
were at a high level, stating that they are satisfied with the service received. 39.7% indicated a re-
gular level for this indicator, and 5.9% rated it in the low category.
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Table 19. Positioning performance by price and quality

Rating From Range Up to Freq. %

Low 4 9 5 7,4

Regular 10 15 31 45,6

High 16 20 32 47,1

Total 68 100,0

Table 20. Description of service quality

Rating From Range Up to Frequency %

Low 2 4 4 5,9

Regular 5 7 27 39,7

High 8 10 37 54,4

Total 68 100,0

Indicator 4. Competitive price: 51.5% verified competitive prices at a high level in the evaluated 
Mypes, since they find a fair quality-price relationship and attractive promotions. 36.8% stated that 
their performance in this regard was regular, and 11.8% rated it as low.

Table 21. Description of competitive price

Rating From Range Up to Frequency %

Low 2 4 8 11,8

Regular 5 7 25 36,8

High 8 10 35 51,5

Total 68 100,0

Dimension: By categories of services
Positioning due to service categories was rated at a high level by 54.4% of customers, owing 

to the wide range of services offered and the variety of services that allows people to make better 
decisions at the time of purchase. 39.7% observed a regular level, and 5.9% observed a low level.

Indicator 5. Service advantages: service advantages were considered to be at a high level by 
58.8% of customers, since services are satisfiers and offer advantages that stand out in the market.

32.4% indicated a regular level in this indicator, and 8.8% indicated a low level.

Table 22. Positioning performance by service categories

Rating From Range Up to Frequency %

Low 4 9 4 5,9

Regular 10 15 27 39,7

High 16 20 37 54,4

Total 68 100,0

Table 23. Description of the advantages of the service

Rating From Range Up to Frequency %

Low 2 4 6 8,8

Regular 5 7 22 32,4

High 8 10 40 58,8

Total 68 100,0

Indicator 6. Varied services: 63.2% of surveyed customers confirmed that there is a high level 
of varied services in the analyzed sector; the variety is such that it allows them to choose more 
comfortably among the options available at the time of purchase. 30.9% of customers mentioned 
that it is at a regular level, and 5.9% attributed a low level to these companies.
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Table 24. Description of various services

Rating From Range Up to Frequency %

Low 2 4 4 5,9

Regular 5 7 21 30,9

High 8 10 43 63,2

Total 68 100,0

Dimension: By user orientation
52.9% of customers observed a user-oriented positioning at a high level, since companies 

understand their customers’ needs and manage to adapt to their lifestyles. 39.7% stated that this 
dimension performed at a regular level, and the remaining 7.4% perceived a low level.

Indicator 7. Meeting customer needs: customer needs are met at a high level according to 
64.7% of respondents, who mentioned that they feel their needs are considered when planning 
the services offered to them. 26.5% attributed a regular level to the sector in this regard, and 8.8% 
said it was low.

Table 25. Performance by user orientation

Rating From Range Until Freq. %

Low 4 9 5 7,4

Regular 10 15 27 39,7

High 16 20 36 52,9

Total 68 100,0

Table 26. Description of compliance with customer needs

Rating From Range Up to Freq. %

Low 2 4 6 8,8

Regular 5 7 18 26,5

High 8 10 44 64,7

Total 68 100,0

Indicator 8. Services according to clients’ lifestyle: 57.4% of clients perceived this indicator at 
a high level, as they acknowledged the adaptation that Mypes make according to their lifestyle, as 
well as the consideration of their interests and preferences. 35.3% stated that these activities are 
carried out to a regular degree, and 7.4% attributed a low level to it.

Table 27. Description of services according to lifestyle

Rating From Range Until Freq. %

Low 2 4 5 7,4

Regular 5 7 24 35,3

High 8 10 39 57,4

Total 68 100,0

Dimension: By use or application
60.3% of customers perceived a high level in positioning by use or application; they agree that 

Mypes adequately reveal the benefits they offer and continuously strive to improve the experience. 
30.9% stated that the level is regular, and 8.8% gave it a low level.

Indicator 9. Highlighting the characteristics of the service: 67.6% of customers place Mypes at 
a high level when verifying that they highlight the characteristics of the service by demonstrating 
the benefits they offer and their uniqueness. 23.5% indicated that the indicator is at a regular level, 
and 8.8% placed it at a low level.

https://doi.org/10.62486/net202318


Hernandez Quispe et al. SAP Netnography. 2023;1:18

https://doi.org/10.62486/net202318 14

Table 28. Positioning performance by use or application

Rating From Range Up to Freq. %

Low 4 9 6 8,8

Regular 10 15 21 30,9

High 16 20 41 60,3

Total 68 100,0

Table 29. Description of highlighting service characteristics

Rating From Range Up to Freq. %

Low 2 4 6 8,8

Regular 5 7 16 23,5

High 8 10 46 67,6

Total 68 100,0

Indicator 10. Preferential customer service: preferential customer service was found at a high 
level according to 67.6% of respondents, as companies continuously strive to provide the best servi-
ce experience. 25.0% stated that the indicator is at a regular level, and 7.4% placed it at a low level.

Table 30. Description of preferential customer service

Rating From Range Up to Freq. %

Low 2 4 5 7,4

Regular 5 7 17 25,0

High 8 10 46 67,6

Total 68 100,0

Dimension: By combination
55.9% of customers awarded Mypes a high level of positioning by combination, since they see 

the services as useful and alliances with other companies from various sectors have been visible. 
36.8% considered a regular level in this dimension, and 7.4% a low performance.

Indicator 11. Complementary services: complementary services were rated at a high level by 
61.8% of clients, given that services are added to enrich their experience. 29.4% indicated a regular 
level in this regard, and 8.8% rated their performance as low.

Table 31. Positioning performance by combination

Rating From Range Up to Freq. %

Low 4 9 5 7,4

Regular 10 15 25 36,8

High 16 20 38 55,9

Total 68 100,0

Table 32. Description of complementary services

Rating From Range Up to Freq. %

Low 2 4 6 8,8

Regular 5 7 20 29,4

High 8 10 42 61,8

Total 68 100,0

Indicator 12. Collaborative marketing with another sector: 66.2% of customers agreed on 
assigning a high level to the collaborative marketing of Mypes, as they perceived alliances with 
brands from other sectors to be easily recognizable in the market. 25.0% described the indicator 
at the regular level, and 8.8% at the low level.
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Table 33. Description of collaborative marketing with 
another sector

Rating From Range Up to Freq. %

Low 2 4 6 8,8

Regular 5 7 17 25,0

High 8 10 45 66,2

Total 68 100,0

Dimension: Through the name
67.6% of customers verified that positioning through the name is high, since they would re-

commend travel agencies to other customers, as well as to their acquaintances and family mem-
bers. 27.9% said that there was regular performance in this regard, and 4.4% indicated the low level.

Indicator 13. Brand recall: 67.6% of customers mentioned that brand recall was at a high level, 
since brand names are recognizable without effort. On the other hand,

26.5% view performance in this regard as regular, and 5.9% assign it a low level.
Table 34. Positioning performance through the name

Rating From Range Up to Freq. %

Low 4 9 3 4,4

Regular 10 15 19 27,9

High 16 20 46 67,6

Total 68 100,0

Table 35. Description of brand recall

Rating From Range Up to Freq. %

Low 2 4 4 5,9

Regular 5 7 18 26,5

High 8 10 46 67,6

Total 68 100,0

Indicator 14. Brand recommendation: 76.5% indicated a high level in brand recommendation, 
detailing that they would recommend it to their family members, friends, and other potential cus-
tomers. 20.6% placed the Mypes at a regular level, and 2.9% at a low level.

Table 36. Description of brand recommendation

Rating From Range Up to Freq. %

Low 2 4 2 2,9

Regular 5 7 14 20,6

High 8 10 52 76,5

Total 68 100,0

Dimension: In relation to competitors
54.4% of surveyed customers attributed a high level to positioning with respect to competi-

tors, since they observe companies with a significant market share, taking into account their ex-
perience that has led them to be better. 44.1% described a regular level in this type of positioning, 
and 1.5% placed the Mypes at a low level.

Indicator 15. Market participation: 61.8% of clients explained that the Mypes evaluated have 
a high level of market participation compared with their larger-sized peers. 36.8% assigned it a 
regular level, and 1.5% rated the companies at a low level.
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Table 37. Positioning performance relative to 
competitors

Rating From Range Up to Freq. %

Low 4 9 1 1,5

Regular 10 15 30 44,1

High 16 20 37 54,4

Total 68 100,0

Table 38. Description of market participation

Rating From Range Up to Freq. %

Low 2 4 1 1,5

Regular 5 7 25 36,8

High 8 10 42 61,8

Total 68 100,0

Indicator 16. Leader in the sector: 63.2% of those surveyed revealed that Mypes are at a high 
level of leadership in the sector, since they have experience and a prominent presence in the local 
market. 32.4% assigned them a regular level, and 4.4% described them as having low performance.

Table 39. Description of the leader in the sector

Rating From Range Up to Freq. %

Low 2 4 3 4,4

Regular 5 7 22 32,4

High 8 10 43 63,2

Total 68 100,0

Specific result 1
According to the results shown, 58.8% of participants acknowledge that the level of social 

media marketing maintained by Mypes is high, because it tends to be managed adequately on 
social networks, such as Facebook, Instagram, and YouTube, among others; they also make appro-
priate use of hashtags. Despite this, 39.7% indicate a regular level since certain details still need 
improvement, and only 1.5% acknowledge a low level.

Specific result 2
According to the results, 58.8% were at a high level because they provide experiences different 

from what is normally found in the market and frequently offer unique services; in addition, Mypes 
in the travel agency sector update themselves in order to offer innovative services in the market, 
thus ensuring that their customers are satisfied; however, 36.8% still acknowledge a regular level 
since they are not yet fully satisfied, causing them to seek other options different from theirs, while 
4.4% acknowledge a low level.

Table 40. Level of social media marketing

Rating From Range Up to Freq. %

Low 22 50 1 1,5

Regular 51 79 27 39,7

High 80 110 40 58,8

Total 68 100,0

Table 41. Level of positioning

Rating From Range Up to Freq. %

Low 32 75 3 4,4

Regular 76 119 25 36,8

High 120 160 40 58,8

Total 68 100,0
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Specific result 3
To determine the correlation coefficient, the Kolmogorov–Smirnov normality test was used 

because the sample is larger than 50 people. The results are shown in the following table:

Table 42. Normality test
Kolmogorov-Smirnova

Statistic gl Sig.

Web tools 0,162 68 0,000

Web promotion 0,205 68 0,000

The C’s of social media 0,207 68 0,000

Social media marketing 0,147 68 0,001

By attributes and benefits 0,258 68 0,000

By price and quality 0,213 68 0,000

By service category 0,274 68 0,000

By user orientation 0,256 68 0,000

By use or application 0,284 68 0,000

By combination 0,269 68 0,000

Through the name 0,314 68 0,000

Regarding competitors 0,224 68 0,000

Positioning 0,219 68 0,000

H0: The variables follow a normal distribution.
H1: The variables do not follow a normal distribution.
Significance: 5 % (0,05)
Decision:
If “p” ≤ α, Ho is rejected and H1 is accepted.
If “p” ≥ α, Ho is not rejected.
According to the inferential analysis, it is recognized at a 5% significance level that they do 

not follow a normal distribution, using Spearman’s rho statistical test.
To answer the following study questions, the point made by Sagaró et al. (16) is relevant, as 

they emphasize that, in order to indicate causality between two variables, it is a necessary condition 
that their significant relationship first be found. Only after this process can the causal inference 
analysis be conducted.

Ho: There is no influence.
H1: There is influence.
According to the evidence shown in the following table, the significant and positive influence 

of the dimensions of social media marketing on positioning is evident, with a sig. value less than 
0.005 and correlation indices that were moderate and high; in addition, the r2 was significant; 
therefore, it is recognized that there is a considerable influence, thus rejecting Ho and accepting 
the researcher’s hypothesis.

Overall result
Ho: There is no influence.

Table 43. Influence of the dimensions of social media marketing 
use on positioning Positioning

Web tools
Correlation index r2 Sig. 0,771 0,59 0,000

N 68

Web promotion
Correlation index r2 Sig. 0,651 0,42 0,000

N 68

The C’s of social media

Correlation index r2 0,804 0,65

Sig. 0,000

N 68

H1: There is influence.
According to the evidence shown in the table, the significant and positive influence of social 

media marketing on positioning is evident, and the sig. value can be observed to be less than 0.005, 
and the correlation was 0.866; in addition, the r2 was 0.75; therefore, it is recognized that there is a 
considerable influence, thus rejecting Ho and accepting the researcher’s hypothesis.
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Table 44. Influence of social media 
marketing on positioning Positioning

Social media marketing
Correlation index r2 Sig. 0,866 0,75 0,000

N 68

DISCUSSION

The first specific objective indicates that 58.8% of participants perceive a high level of com-
petence in social media marketing in Mypes, especially on platforms such as Facebook, Instagram, 
and YouTube; this highlights the growing importance and ability in the use of these tools for 
marketing. This finding is crucial, as it reflects how Mypes are adopting effective digital strategies 
to improve their online presence. This aligns with the national study by Bazán et al. (17) in Trujillo, 
which underscores the public’s preference for digital platforms to receive information about hotel 
offers, with 67% of reservations made through social media. Here, the similarity lies in the recognized 
effectiveness of digital marketing strategies both in travel agency Mypes and in the hotel sector, 
emphasizing the importance of online presence for awareness and utilization of services. (33,34,35)

In contrast, the local study by Delgado et al. (18) in Tarapoto revealed a critical aspect: 40.0% 
rated social media marketing as poor, suggesting an urgent need to improve skills and resources in 
this area to strengthen positioning. This finding differs from previous studies, indicating variations 
in the effectiveness of digital marketing depending on the region and specific sector. Similarly, 
the study by Huamán (19) in Huancayo showed that the use of digital tools on social media was at 
a moderate level in 64%, suggesting that although there is considerable use of these tools, there 
is still room to improve and to more effectively integrate digital marketing into brand-building 
strategies. This result provides a counterpoint to the high effectiveness observed in other studies, 
highlighting the disparity in the adoption and effectiveness of digital marketing in different con-
texts. (36,37,38,39)

In turn, the 4Cs model in social media marketing, proposed by Robert Lauterborn, is suppor-
ted from a theoretical perspective, emphasizing the importance of content, conversation, com-
munity, and collaboration. This theoretical framework aligns with the practical findings mentioned 
above, where relevant content and interaction with the audience play a crucial role in the success 
of digital marketing. (20) The correlation between this theory and the observed results underscores 
the relevance of well-executed digital marketing strategies. (40,41,42)

In turn, the aforementioned is supported by the conceptualization demonstrated by Shawky 
(21), who recognizes that digital marketing focuses on the use of social platforms and networks to 
promote a product or service; in this way, it contributes to communication and relationships with 
customers. This strategy consists, at that point, of creating relevant and attractive content for the 
user, generating high expectations and direct interaction with the customer. Therefore, although 
there is a general appreciation of the importance and effectiveness of social media marketing, the 
need for a more strategic and focused implementation to achieve solid brand positioning is also 
highlighted. This suggests that, while some companies are effectively taking advantage of digital 
tools, others still need to advance significantly to achieve a notable impact in the market. (43,44,45)

In conclusion, from a research perspective, although there is general appreciation of the im-
portance and effectiveness of social media marketing, the need for a more strategic and focused 
implementation to achieve solid brand positioning is also evident. This implies that Mypes must not 
only adopt digital tools but also develop specific skills and strategies that allow them to make the 
most of these platforms to achieve a significant impact on the market. These findings are crucial 
for companies seeking to improve their positioning in a highly competitive and digitally oriented 
market (46,47,48).

Regarding the second specific objective, 58.8% of these companies achieved a high level of 
positioning, attributed to the offering of unique experiences and innovative services, which suggests 
an effective strategy for differentiating themselves in the market. This differentiation strategy not 
only improves their positioning but also increases customer satisfaction, a crucial element in the 
tourism industry; likewise, constant updating and innovation in their offerings indicate adaptability 
and a proactive response to changing market trends and demands. This reflects a deep unders-
tanding of the importance of remaining relevant and attractive in a highly competitive sector (49).

When comparing these results with the study by García (22) in Piura, where positioning was 
also rated as high in 90.1%, a generally positive trend in company positioning is observed. This may 
indicate successful adaptation to market demands and an ability to offer differentiated value pro-
positions. It could also suggest that companies in this region have found specific market niches 
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or have developed more attractive and effective marketing strategies. Furthermore, this result is 
an indicator of how differences in local culture, consumer preferences, and market competition 
can influence positioning success, highlighting the importance of contextualizing marketing and 
positioning strategies according to the unique characteristics of each region.

However, it differed from the study by Huamán (19) in Huancayo, which revealed regular 
positioning in 52 % of cases, indicating that there are still significant challenges in the effective 
integration of digital marketing in some regions. This result suggests that, although there is awa-
reness of the importance of digital marketing, execution and strategy may not be aligned with 
best practices or may not be fully adapted to the needs and expectations of the local market. This 
could be due to a variety of factors, such as resource limitations, lack of experience or knowledge 
in digital marketing, or even resistance to change in traditional business practices. It also unders-
cores the need for deeper training and strategic planning in digital marketing, especially in areas 
where the adoption of new technologies and practices may be slower.

Similarly, Delgado et al.(18) in Tarapoto found deficient positioning in 37.5% of the companies 
studied, which further highlights the need for significant investment in knowledge and resources 
for social media marketing to improve positioning. This considerable percentage of deficient posi-
tioning suggests that, despite recognizing the importance of digital marketing, many companies 
still fail to implement it effectively. This could be attributed to a lack of understanding of how digital 
strategies can be adapted to their specific needs, or to a lack of resources to invest in adequate 
technology and training. It could also indicate a disconnect between the company’s brand per-
ception and consumer expectations. This result underscores the importance of not only investing 
in digital marketing, but also ensuring that these investments are aligned with a comprehensive, 
customer-centered strategy.

From a theoretical perspective, the concepts of Olivar (23) regarding achieving value, re-
levance, and differentiation as part of positioning, as well as Porter’s model, which emphasizes 
differentiation and specialization, explain the importance of companies offering distinctive pro-
posals and attributes, providing a comprehensive understanding of how companies can develop 
effective positioning strategies that resonate with their customers and stand out in the market. 
In this regard, the results of the present research would show that more than half of the Mypes 
would be implementing this strategic orientation effectively.

In conclusion, these results and their theoretical analysis underscore the complexity and 
importance of positioning in today’s market, given that success in positioning depends on a mul-
titude of factors, including service innovation, adaptation to market trends, effectiveness in social 
media marketing, and understanding both consumer emotions and behaviors. These findings 
provide valuable insights for companies seeking to improve their positioning in a competitive and 
constantly changing market (50,51).

In summary, from a researcher’s perspective, it is perceived that success in positioning Mypes 
in a competitive and constantly changing market depends on a combination of factors. These in-
clude adaptation to market trends and demands, effective implementation of digital marketing 
strategies, understanding consumer emotions and behaviors, and the ability to offer unique and 
differentiated experiences and services. Additionally, a company’s ability to integrate these practices 
effectively will determine its success in positioning.

Referring to the third specific objective, a positive and significant influence of the social 
media marketing dimensions (web tools, web promotion, and 4Cs) on the positioning of Mypes 
is revealed, with moderate and high correlations. Since, through social media, Mypes can gene-
rate more interaction and engagement with their audiences, this increases brand awareness and 
consideration. Also, the digital environment leads to reinventing their products/services by adding 
digital attributes or greater perceived value.

This finding aligns with the international study by Chatterjee et al. (24) in India, which conclu-
ded that web tools (r=0.571) and web promotion (r=0.472) have a positive effect on SME positioning. 
The similarity in the results underscores the relevance of digital tools in strengthening brand posi-
tioning, suggesting that SMEs can obtain significant benefits by adopting social media marketing 
strategies. Furthermore, this study reinforces the idea that SMEs can use social media not only as a 
communication platform, but also as an effective means to improve their market positioning. This 
underscores the universality of the impact of digital marketing in different business contexts (52,53).

On the other hand, the study by Bora et al. (25) in Turkey found a positive correlation between 
web tools and positioning (r=0.450; p=0.000), emphasizing the importance of effectively integrating 
these tools into business strategies. This result complements the previous findings, highlighting 
how the appropriate use of web tools can improve not only market positioning but also customers’ 
perception of service quality. Likewise, digital tools are essential not only for a company’s visibility 
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but also for building its reputation and customer satisfaction. This result complements and ex-
pands the previous findings, underscoring the relevance of digital tools in various geographic and 
business contexts.

In a more local context, Díaz et al.(26) in Tarapoto observed that both web promotion and 
social media content had significant and positive effects on positioning (rho=0.333; rho=0.598; 
p=0.000), reinforcing the idea that social media marketing is a powerful tool for improving the visi-
bility and positioning of SMEs. These results resonate with previous studies, indicating that, despite 
regional differences, the general trend points toward the value of digital marketing in business po-
sitioning. Furthermore, it underscores that SMEs that have not yet exploited the potential of these 
platforms could be missing valuable opportunities for improvement in visibility and positioning. 
The consistency in the results obtained in different regions reinforces the idea that social media 
marketing strategies are essential for business success in the digital era.

From a theoretical perspective, Shawky (21) and Araújo et al.(27) provide valuable contexts. 
Shawky (21) highlights the importance of web tools as means for exchange, conversation, and co-
llaboration, essential for online interaction and collaboration. Meanwhile, Araújo et al. emphasize 
that personalized and dynamic web promotion can significantly improve customer loyalty and 
brand awareness. These theoretical perspectives align with the practical findings of the studies, 
suggesting that well-executed social media marketing strategies can be crucial to achieving suc-
cessful positioning.

Therefore, the convergence of these studies and theories clearly illustrates the growing im-
portance of social media marketing in the positioning of SMEs. While the implementation and 
effectiveness of these strategies may vary according to the region and the specific context of each 
company, the evidence overwhelmingly suggests that an investment in digital marketing, espe-
cially in web tools and online promotion, is essential to improve positioning in the current market. 
These findings provide a valuable guide for companies seeking to strengthen their positioning in 
an increasingly digitalized business environment.(54,55)

From the researcher’s perception, it is perceived that SMEs can benefit enormously from a 
well-planned and well-executed social media marketing strategy. Web tools and online promotion 
not only increase brand visibility and recognition, but also improve interaction and relationships 
with customers. In turn, adaptability and the capacity to innovate in the use of these digital tools 
appear to be key factors in successful positioning in today’s market. Since, for SMEs seeking to 
improve their market positioning, leveraging social media marketing tools is essential and, when 
done strategically and reflectively, can lead to significant and lasting results.(56,57)

Finally, in response to the general objective, a positive and significant influence of social me-
dia marketing on the positioning of Mypes is revealed, with a high value of 0.866, because social 
media tools make it easier for Mypes to collect detailed data and metrics on the behavior and inte-
raction of their audiences. These actionable insights allow them to make better decisions to create 
optimized content and campaigns that reinforce consideration and awareness of their distinctive 
value propositions, which is key to the successful positioning of a company in the market. In this 
regard, the study by González et al.(28) in Ecuador found that social media marketing positively 
influenced both sales and brand positioning, with a correlation of r=0.795. This study highlights 
the importance of a well-structured social media marketing plan that includes identifying the 
buyer persona, creating valuable content, calls to action, and performance measurements. This 
correlation, consistent with the present study, reinforces the idea that social media marketing, 
when applied coherently and adapted to the needs of the business, can be a significant driver for 
growth and strengthening of market position.

On the other hand, the research by Bazán et al.(17) in Trujillo showed a positive impact of 
digital marketing on a company’s positioning, with an extremely high Rho coefficient of 0.984. 
This indicates that digital platforms are not only preferred by consumers for receiving information 
about events and offers, but are also crucial for making reservations. This study complements the 
findings of the present thesis, emphasizing the importance of digital presence in consumer deci-
sion-making and brand positioning.

In the context of Tarapoto, the study by Delgado et al. (18) also found a significant and positive 
relationship between social media marketing and positioning (rho=0.933; p=0.000). This result un-
derscores the need for companies to invest in knowledge and resources for social media marketing 
to improve their positioning. This finding is consistent with the present research, reinforcing the 
idea that social media marketing strategies are fundamental to business success in the current 
digital landscape.

From a theoretical perspective, Mason et al.(29) emphasize the importance of social networks 
as tools to communicate promotional messages, build relationships, and foster customer loyalty. 

https://doi.org/10.62486/net202318


Hernandez Quispe et al. SAP Netnography. 2023;1:18

https://doi.org/10.62486/net202318 22

Meanwhile, Yépez et al.(30) provide a detailed conceptualization of the positioning process, highli-
ghting the need to define a target market, differentiate benefits, and follow strategic principles. 
These theoretical perspectives are consistent with the findings of the aforementioned studies, 
demonstrating that a strategic and well-executed approach in social media marketing can be 
decisive for successful market positioning.

In conclusion, the convergence of these studies and theories illustrates the growing importan-
ce and effectiveness of social media marketing in the positioning of companies. The consistency of 
results obtained in different contexts and regions reinforces the idea that social media marketing 
strategies are essential for business success in an increasingly digitalized environment. These fin-
dings provide guidance for companies seeking to improve their positioning in a competitive and 
constantly changing market.

In summary, from the researcher’s perspective, social media marketing is a necessary tool 
for companies seeking to improve their market positioning. Its implementation must be strategic, 
adaptive, and well-integrated into the company’s overall marketing plan to achieve the best results. 
Social networks offer a platform to interact with customers, build relationships, and improve brand 
perception, and their effective use can be a key differentiator in the current competitive market.

CONCLUSIONS

It was possible to determine the level of social media marketing maintained by Mypes in 
the travel agency sector in Tarapoto, with 58.8% of them placed at a high level because they have 
actively adopted marketing strategies on social networks, reflecting a growing recognition of the 
importance of social networks as key tools for reaching customers, promoting services, and building 
the brand. This is particularly relevant for building customer relationships, managing reputation, 
and offering personalized experiences, which may have motivated greater adoption of social media 
marketing. In turn, social media marketing has become an even more crucial tool in this context 
to reach customers effectively in a predominantly digital environment.

The level of positioning of Mypes in the travel agency sector in Tarapoto was measured; res-
pondents indicated that 58.8% placed it at a high level. This is because these Mypes have been 
able not only to satisfy but also to exceed customer expectations in aspects such as service quality, 
customer experience, and overall value. This could indicate that they have developed distinctive 
offerings, personalized services, or notable experiences that resonate with their clientele. This inclu-
des adaptation to new technologies, responding to expectations of more sustainable or experiential 
tourism, and the ability to offer high-quality and personalized customer service.

The dimensions of social media marketing in the positioning of companies in the travel agen-
cy sector were determined, demonstrating that they significantly influence positioning because 
the bilateral sig. was less than 0.05; in addition, the correlation indices were high, accompanied 
by a positive r2. This is because they offer direct and versatile channels for customer interaction, 
allowing Mypes in the travel agency sector to communicate efficiently, promote their services, and 
build their brand in an interactive and dynamic environment. In turn, this is due to the capacity of 
these tools and strategies to build and maintain a solid online presence, interact and build rela-
tionships with the audience, and effectively promote their services in a highly competitive market. 
These activities not only increase the visibility of Mypes but also improve brand perception and 
strengthen their market positioning.

Finally, the influence of social media marketing on the positioning of travel agency companies 
was identified, because the correlation index was 0.866, demonstrating a high positive correlation; 
in addition, the r2 was 0.75, indicating a considerable influence of the variable on positioning. This 
implies that, although there are other factors that affect a company’s positioning, social media 
marketing is a crucial component and has a significant impact. In an environment where customers 
increasingly seek information and experiences online, effective digital strategies are not merely 
complements but fundamental aspects for success and competitiveness in the travel agency 
sector. Social media, therefore, have become indispensable tools for the strategic positioning and 
success of these companies in today’s market.

Recommendations
Based on the results obtained, it is suggested that the personnel in charge of social media 

at Mypes in the travel agency sector in Tarapoto continue to strengthen and improve their social 
media marketing strategies, with a focus on creating relevant and attractive content, as well as 
on constant interaction with their audience on social media, and staying updated on trends and 
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customer preferences.
Based on the results obtained, it is recommended that the personnel in charge of each 

company in the travel agency sector in Tarapoto continue to focus on market differentiation to 
maintain their competitive advantage; additionally, they should analyze and improve their positio-
ning strategies to stand out from the competition, and they should remain attentive to customer 
needs and preferences to stay competitive and achieve solid and effective positioning in the travel 
agency sector in Tarapoto.

The results obtained indicate that social media marketing has a significant impact on the 
positioning of companies in the travel agency sector; therefore, it is suggested that the person-
nel in charge of social media strengthen their market position through social media marketing 
strategies, leveraging the dimensions identified in this study, and maintain a constant focus on 
creating relevant content, audience engagement, and monitoring results to achieve greater suc-
cess in their positioning.

Finally, it is recommended that the personnel in charge of social media at travel agency 
companies continue to focus on and strengthen their social media marketing strategy through 
innovative strategies to maintain an active and attractive presence on social media, interact with the 
audience, and provide valuable content to consolidate their position in the travel agency market.
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