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INTRODUCTION
Manufacturing  SMEs,  specifically  those 

that  are  part  of  the  industry,  have  to 
take into account several tools such as 
C R M  ( C u s t o m e r  R e l a t i o n s h i p 
Management),  which  is  an  element  of 
business  strategy  that  helps  to  raise 
awareness  of  the  importance  of  the 
customer  (Kaplan  &  Norton,  2001; Chalmeta,  2006;  Yeh-Yun 
Lin,  & Yi-Ching, M.,  2007; Richards & Jones, 2008; Verhoef et al.,  2009; 
Van  de  Vrande  et  al.,  2009),  since  they  are  actually  the  main  reason  to 
remain  present.  Therefore,  it  is  necessary  to  make  the  operational 
changes  that  are  needed  for  this  purpose,  mainly  those  that  have  to  do 
with customer service, as well as those regarding to the products offered 
by  the  company,  sales,  order  management,  everything  related  to 
distribution  and  logistics,  billing  and  collections;  But  above  it  all,  it 
requires  a  change  of  mentality,  company´s  philosophy  and  SMEs  efforts 
that have to work a lot in this workforce (Hernandez, Gandara and Macias, 
2012).

At  the  international  level,  the  development  of  the  plastic  sector  has  a 
significance  within  innovation  and  competitiveness  levels.  So,  it  is 
important to carry out a diagnosis of the situation of plastic sector SMEs 
in  Jalisco,  in  order  to  help  to  identify  the  way  in  which  companies  are 
organized and, as well as the strategies that are taking place to generate 
the conditions that produce innovation processes, that at the same time, 
impact  in  their  competitiveness  levels.  According  to  the  OECD  (2010), 
small  firms  are  playing  an  ever-increasing  role  in  innovation,  driven  by 
changes  in  technologies  and  markets.  Some  spin-offs  and  high  growth 
firms  are  having  remarkable  success.  However,  the  broad  bulk  of  small 
firms are not capitalising on their advantages. (OECD, 2010)
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1. CONTEXTUAL FRAMEWORK.
1.1. Mexican SMEs in the world.

As time goes on, SMEs have realized that they are capable of delivering 
high  quality  degree  products  to  their  customers  (Carpintero,  1998; 
Anzola, 2002; Perez & Stumpo, 2002), much of this is due to innovation, 
being  in  a  more  demanding  market  (Salavou,  2002;  Keskin,  2006;  Low,  
Chapman,  &  Sloan,  2007;  Lee,  et  al.,  2010).  This  is  actually  due  to  the 
fact  that  they  have  adapted  to  their  customer  needs  and  changes  that 
exist in their environment.

Lloyd,  Muller  and  Wall  (2002)  argue  that  SMEs  size  presents  the 
opportunity  to  innovate  and  thus  cope  with  a  competitive  advantage, 
since  their  organizational  structures  are 
simpler  and  adapt  more  easily  to 
changes.  These  small  enterprises  are 
quite  important  since  they  are 
fundamental  to  every  development 
country.  The  small  and  medium  sized 
enterprise  sector  accounts  for  99%  of 
firms  in  the  OECD area,  and  50-70% of 
value  added  across  these  countries. 
(OECD, 2010)

Small  and medium-sized enterprises  (SMEs)  in  Latin  America,  Asia,  the 
United  States  and  Europe  make  up  the  vast  majority  of  the  business 
world (OECD, 2000; Gonzalez, 2002; OECD, 2002; Gonzalez, 2005). That 
is  why  it  is  important  for  them  to  acquire  regional  or  local  economic 
development.

SMEs  have  a  key  role  to  play  in  enhancing  Latin  America's  growth 
potential.  But  SMEs  are  highly  heterogeneous  in  terms  of  access  to 
markets,  technologies  and  human  capital,  as  well  as  their  linkages  with 
other   firms,  and  these  factors  affect  their  productivity,  export  capacity 
and potential growth. (OECD & ECLAC, 2012). 

Throughout the world there are companies of different dimensions, the 
variables  or  criteria  that  are  taken  into  account  for  their  classification 
differ in each country (Gonzalez, 2002).  Latin American SMEs are highly 
heterogeneous  (Gonzalez,  2002;  OECD  &  ECLAC,  2012).  As  for  Mexico, 
the  business  order  is  instituted  by  the  Ministry  of  Economy.  For  this 
purpose,  it  establishes  the  criteria  for  stratification  of  the  number  of 
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employees and economic activity, resulting in the classification presented 
in Table 1. Mexican classification includes self-employment, for this reason 
exist micro enterprises with zero employee.

Tabla 1. Mexican enterprises stratification 

Source: DOF, 2009.

Data  collected  by  the  National  Institute  of  Statistics  and  Geography 
(INEGI) during the 2014 economic census shows that in Mexico by 2014 
there are more than 4 million companies, 97.6% are micro-enterprise and 
they  concentrate  75.4%  of  the  overall  employed  people,  followed  by 
small  companies  with  2.0%  and  13.5%,  finally  medium-sized  companies 
representing 0.4% and 11.1%.

Small and medium-sized enterprises, SMEs, are of particular importance 
to national  economies,  not  only  for  their  contributions to the production 
and  distribution  of  goods  and  services,  but  also  for  the  adaptation 
flexibility  to  technological  changes  and  great  potential  for  job  creation. 
They represent an excellent means to boost economic development and a 
better distribution of wealth.

Today,  governments  in  developing  countries  recognize  the  importance 
of  SMEs  for  their  contribution  to  economic  growth,  job  creation,  and 
regional  and  local  development.  To  give  an  idea  of  what  this  number  of 
companies  means,  we  can  compare  our  figures  with  those  of  other 
nations,  taking  into  consideration  the  relative  sizes  of  their  respective 
economies in relation to that of Mexico. 

Based on the above information (table 2) almost under any parameter, 
in  our  country  there  is  a  wide  number  of  companies  for  the  economic 
apparatus  size.  The  number  of  industries  is  similar  to  that  of  the  United 
States and Japan if we take the total registered.

Micro Small Medium
Sector Employees Annual Sales 

Amount 
Range (mdp)

Employees Annual Sales 
Amount 
Range (mdp)

Employees Annual Sales 
Amount 
Range (mdp)

Industry 0-10 Until $4 11-50 from $4.01 
until $100

51-250 from 100.1 
until $250

Commerce 0-10 Until $4 11-30 from $4.01 
until $100

31-100 from 100.1 
until $250

Service 0-10 Until $4 11-50 from $4.01 
until $100

51-100 from 100.1 
until $250
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Tabla 2.Manufacturing enterprises

Source: Encyclopaedia Britannica, Book of the Year 2003.

Table 3. Plastic Manufacturing SMEs at the Metropolitan Area of Guadalajara

Source: IIEG (2017).

1.2.  The  small  and  medium  enterprises  of  the  plastic  industry  of  the 
Metropolitan Area of Guadalajara.

Jalisco  state  it  is  considered  as  the  federative  entity  of  the  country 
that  goes  to  the  tip  in  comparison  to  other  states  in  the  plastic 
manufacture.  The  manufacturing  industry  is  considered  by  the  National 
Institute of Statistics as one of the most important economic activities in 
the  state.  The  number  of  plastic  manufacturing  SMEs  has  increased  in 
recent years (Table 3).

Mexico imports 55.2% of the total consumption of plastics and exports 
33.6%  of  local  production  (Conde,  2012).  The  improvements  in  design 
and productivity levels in the processes is the only way to compete with 
the import products that we have in Mexico. There  are  opportunities  for 
import substitution according to the national demand (Table 4).

Therefore, we must take advantage of the high consumption of modern 
plastic  that  is  currently  creating  designs  according  to  demand,  all  these 
characteristic  points  of  industry  and  knowledge  of  the  international 
context  lead  us  to  thoroughly  analyze  the  mechanisms  that  allow  us  to 
carry out this setting. More ahead there is a table in which strengths and 

Country  Manufacturing 
enterprises

GDP regarding Mexico´s
(Mexico = 1) 

United States 355,597 17.5
Japan 331,859 7.9

United Kingdom 240,928 2.4
France 210,778 2.4

Germany 70,777 3.2
Canada 30,254 1.2

Italy 30,122 2.0
Mexico 1) 344,118 1.0

Mexico 2) 144,655 1.0

2009 2014 Growth rate
Micro 374 462 24%
Small 206 245 19%

Medium 68 84 24%
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weaknesses  regarding  the  plastic  industry  in  Metropolitan  Area  of 
Guadalajara are analyzed. 

Table 4. Mexican Market segmentation (2011)

Source: Conde (2012).

There  are  a  few  research  projects  about  the  CRM  and  the  SMEs  in 
Guadalajara  with  interesting  results.  One  of  them  is  about  de  electronic 
sector,  and the other  is  about  the Jewelry  industry  (Sanchez,  Ramirez  & 
Garcia, 2008; Sanchez, Sigala  & Sandoval, 2009). Both of them analyzing 
the relationship between CRM and Competitiveness.  The presents results 
and discussing in this paper are the continuity of the same study.

2. THEORETICAL CONCEPTS
2.1. Customer Relationship Management

Customer relationship management (CRM) refers to building one-to-one 
relationships  with  customers  that  can  drive  value  for  the  firm  (Kumnar, 
2010;  Knox  et  al,  2007;  Payne  &  Frow,  2005;  Barnes,  2001).  CRM  is  a 
combination  of  people,  processes  and  technology  that  seeks  to 
understand  a  company's  customers.  It  is  an  integrated  approach  to 
managing  relationships  by  focusing  on  customer  retention  and 
relationship development. (Chen & Popovich, 2003) 

According to Trainor, Adzulis, Rapp and Agnihotri (2014), CRM is much 
more than the simple management of customer databases, suggesting to 
analyze  the  use  of  technology  with  the  interaction  of  organizational 
resources.  On  the  other  hand,  Porras  (2001)  says  that  successful 

Market segment Consumption (Ton/Year)

Container 2,620,000

Consumption 868,000

Construction industry 845,000

Automotive 380,000

Electric-electronic 318,000

Agricultural 220,000

Others 41,000

Total 5,300,000
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marketing aims to know and understand the consumer so much that the 
product or service meets their needs and gets sold without promotion.

CRM states that companies must develop lasting relationships with the 
client  and  keep  them  over  time,  as  the  only  alternative  to  develop  their 
trust and loyalty to know their preferences and particularities. In contrast, 
it  has  allowed  organizations  to  better  listen  to  their  customers  to  adapt 
services and products to their true interests and needs. The organizations 
had  an  empirical  way  of  treating  clients,  they  did  not  use  database  to 
know  their  customers,  since  they  lived  nearby  and  everyone  knew  each 
other, nowadays it is called CRM.

Hoffman  &  Bateson  (2000)  mention  that  Customer  Relationship 
Management  is  a  process  for  attracting,  differentiating  and  retaining 
customers.  Moreno  (2015)  expresses  that  customer  relationship 
management (CRM) is a strategic procedure that companies do to ensure 
that their clients are faithful to the company.

For  Payne  and  Frow  (2005)  CRM  combines  relational  marketing 
strategies  with  information  technologies  to  establish  relationships  with 
customers,  as  well  as  opportunities  to  use  the  information  obtained  to 
understand  customers.  This  tool  is  of  great  help  to  improve  the 

profitability,  productivity,  marketing, 
the  ease  of  knowing  how  to  satisfy 
the  clients  to  whom  a  company  is 
directed, reducing costs, knowing the 
characteristics  of  the  target  clients 
(Brown  2000).  As  a  matter  of  fact, 
CRM  helps  to  segment  customers 
according  to  the  customer's  income, 
tastes and behavior; the key element 
to  this  tool  is  linked  to  the  capacity 
of  the  company  to  respond  to 

customers' needs and tastes (Cabanelas, Cabanelas and Lorenzo, 2007).
CRM seeks to maintain positive customer relationships, increase loyalty 

and  satisfaction,  and  most  importantly,  strive  to  maximize  its  Customer 
Life Cycle Value (LCV) over the relationship duration (Persson and Ryals, 
2014).  Chen  and  Popovich  (2003)  perceive  the  CRM  as  an  integral 
combination  of  people,  processes  and  technology  development  that  try 
to  understand  the  requirements  of  the  clients,  this  obviously  leads  to 
locate  updated  the  customer  satisfaction  and  its  perception  of  our 
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relationship  with  them,  it  would  lead  to  greater  loyalty  to  them.  On  the 
other  hand,  Mishra  and  Mishra  (2009)  comment  that  relationship 
marketing  helps  organizations  to  effectively  manage  interactions  with 
consumers, in a way that helps to improve competitiveness.
2.2. Competitiveness.

Competitiveness  is  a  concept  applicable  to  different  levels  of  analysis 
whether  it  is  a  country,  sector  of  activity  or  a  company.  First, 
Competitiveness  is  a  central  preoccupation  of  both  advanced  and 
developing  countries  in  an  increasingly  open  and  integrated  world 
economy  (Porter,  Ketels  &  Delgado,  2007).  Second,  the  prevalence  of 
clusters  reveals  important  insights  about  the  microeconomics  of 
competition  and  the  role  of  location  in  competitive  advantage  (Porter, 
2000).  Clusters  represent  a  way  of  thinking  about  national,  state,  and 
local  economies,  and  they  necessitate  new  roles  for  companies, 
government, and other institutions in enhancing competitiveness (Porter, 
2000).  Third and last,  enterprises means both supporting and supplying 
activities and the entrepreneurial climate in the industry itself (Padmore & 
Gibson, 1998).

Porter  (1991)  conceives  competitiveness  as  competitive  advantages 
have  definitively  displaced  the  classical  conception  of  comparative 
advantages.  Capacities  in  the  endowment  of  natural  resources  of  a 
country determined the competitive level of it (Rodrik, 2007; Isham et al., 
2005;  Crouch  &  Ritchie,  1999;  Grant,  1991;  Pearce  &  Turner,  1990; 
Krugman,  1987;  Dunnig,  1980).  This  is  an  aspect  that  becomes 
increasingly  important  in  the  field  of  business,  which  is  derived  from the 
demands of the current economic environment framed in the global crisis 
(Li  et  al.,  2016;  Shen,  Au  &  Birtch,  2016;  Trapczynski  et  al.,  2016; 
Madrid, García & Van Auken, 2016; Detarsio, North & Ormaetxea, 2016). 
For  Solleiro  and  Castañón  (2005)  competitiveness  is  a  complex  concept 
and can be studied from different approaches and disciplines; so it is not 
possible  to  establish  a  single  definition;  due  to  its  usefulness  that  lies  in 
identifying  ways  to  promote  companies  that  contribute  to  raising  real 
levels  of  well-being.  However,  there  are  some  concepts  related  to 
competitiveness:  competitiveness  is  defined  as  the  process  of  dynamic 
integration  of  countries  and  products  into  international  markets, 
depending  on  both  supply  and  demand  conditions  (Dussel,  2001). 
Competitiveness  is  related  to  the  capacity  to  increase  the  standard  of 
living,  to  generate  sustained  productivity,  to  be  successfully  inserted  in 
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international  markets  (Reinert,  1995;  Cellini  &  Soci,  2002;  Garelli,  2003; 
Kitson, Martin & Tyler, 2004; Padilla, 2006).

Competitiveness  reflects  the  extent  to  which  a  nation,  in  a  system  of 
free  trade  and  fair  market  conditions,  can  produce  goods  and  services 
that  surpass  the  test  of  international  markets,  while  maintaining  and 
increasing the real income of its population at a long term (OECD, 1996). 
The concept of competitiveness involves static and dynamic components: 
although  a  country's  productivity  is  clearly  determined  by  the  ability  to 
sustain  its  income  levels,  it  is  also  one  of  the  central  investment  return 
determinants,  which  is  one  of  the  Key  factors  to  explain  a  growing 
economy (World Economie Forum, 2009).
2.3. Competitiveness in the business sector.

Krugman  (1994)  has  pointed  out  that  companies  are  competing,  not 
nations;  a  country  is  competitive  due  to  companies;  this  is  the  basis  of 
competitiveness. For this reason, companies' competitiveness depends on 
factors  at  three  levels:  the  first  level  is  the  competitiveness  of  the 
country,  which  includes  variables  such  as  macroeconomic  stability, 
openness and access to international markets or complexity of regulation 
for the business sector; the second level refers to regional infrastructure; 
a  third  level  that  explains  a  companies'  competitiveness  has  to  do  with 
what  happens  within  the  company  itself  (Cervantes,  2005).  Also, 
business competitiveness is derived from the competitive advantage that 
a  company  has  through  its  production  and  organizational  methods 
(reflected  in  price  and  final  product  quality)  in  relation  to  those  of  its 
rivals in a specific market (Abdel & Romo, 2004).

For  Solleiro  and  Castañón  (2005)  competitiveness  is  the  ability  of  an 
organization to maintain or increase its participation in the market based 
on  new  business  strategies,  sustained  productivity  growth,  inter-
enterprise  capacity  to  participate  in  negotiations  with  different 
institutions  and  other  companies  within  their  environment,  in  a 
competitive  environment  determined  by  the  sector  and  the  consumer 
market  and  in  policies  introduced  by  national  governments  and  regional 
economic alliances.
2.3.1. Elements that influence competitiveness in SMEs:

Based on OECD data (1992, cited in Solleiro & Castañón), the elements 
that influence competitiveness in companies are:
• Successful  management  of  production  flows,  raw  materials  and 

inventories.
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• Successful  management  of  the  interaction  mechanisms  between
planning,  marketing,  research  and  formal  development,  design,
engineering and industrial production.

• The  ability  to  combine  research  and  development  and  innovation
activities in cooperation with universities and other enterprises.

• The  ability  to  incorporate  more  precise  definitions  of  demand
characteristics  and  market  evolution  in  the  design  and  production  of
strategies.

• The  ability  to  successfully  organize  inter-company  relationships  with
suppliers and customers.

• Improvement  of  workers'  capacities  through  investment  in  specialized
training and the generation of high levels of responsibility for production
workers.
The above elements only include aspects that can be controlled by the

companies,  considering  the  relationship  with  the  universities  and  the 
customer-supplier relationship. Finally, being competitive today is vital for 
the  survival  of  SMEs  by  being  a  reference  of  anticipation  capacity  and 
responses to the challenges of the environment (Bhamra, Dani & Burnard, 
2011;  Welter  &  Smallbone,  2011;  Camisón,  1997).  To  improve 
competitiveness,  SMEs have the need to adapt both their  strategies and 
their  organizational  structure  and  management  to  the  dynamic 
environment  of  today's  economy.  However,  many companies  persist  in  a 
conservative  attitude  waiting  to  observe  the  operability  of  certain 
strategies to introduce changes in  their  structures.  But these companies 
can  learn  about  its  customers,  finally  it  could  be  the  principal  factor  of 
organizational change with low cost and big opportunities. 

3. METHODOLOGY
The methodology is  a process or  technique that enables to arrive at a

determined result. Bernal (2006) mentions that there are different types 
of  methods  for  conducting  research,  such  as:  inductive,  deductive, 
inductive-deductive,  hypothetical-deductive,  analytical,  synthetic, 
analytical-synthetic,  historical-comparative,  quantitative,  qualitative, 
comparative  and  dialectical.  The  method  used  for  this  research  is  the 
quantitative  method  that  is  defined  as  the  measurement  of 
characteristics  of  social  phenomena  through  observation  and 
experimentation which quantifies reality and uses statistical tests for data 
analysis (Lara, 2011).

CRM as a Fostering Tool for Competitiveness: Plastic Manufacturing SMEs in the ZMG

Sánchez-Gutiérrez, J.; González-Alvarado, T.; Espinoza-Mercado, O. 101



For  a  population  analysis  it  is  preferably  done  by  means  of  a  sample 
that  is  the  representative  set  of  elements,  since  it  helps  to  obtain 
information similar to the one of a census of quickly and low cost. There 
are  several  types  of  sampling:  stratified  sampling,  clusters,  simple  and 
systematic random. In this case the type of simple random sampling was 
used,  that  is  to  say  that  each  company  of  the  population  has  the  same 
probability  of  being  selected.  A  personal  survey  was  conducted  to  129 
companies. The survey was conducted with a confidence level of 97% and 
with  a  4%  error.  The  results  were  captured  in  the  SPSS  program  for 
statistical analysis, since it facilitates the interpretation of the results and 
helps to have more information about it. This survey was carried out with 
the Likert scale, where all the items measured with the same intensity. In 
this  process  the  respondent  provides  with  an  answer  which  goes  from 1 
to 5, wherein 1 means “totally disagree” and five “totally agree”. Results 
were obtained through the following formula:
n= z2 N (p . q) 
i2 (N – 1) + z2 

Figure 1. Model

Source: Created by the authors based on the results obtained in the project 
“Determinants of Competitiveness in SMEs” CA-UDG-484.

General objective.
To  analyze  the  relationship  between  CRM  and  competitiveness  within 
plastic manufacturing SMEs in the ZMG.
Specific objectives.
1. To  analyze  the  relationship  between  Management  capacity  and  CRM

within plastic manufacturing SMEs in the ZMG.
2. To  analyze  the  relationship  between  Marketing  innovation  and  CRM

within plastic manufacturing SMEs in the ZMG.
Hypothesis 
H1:  The  greater  implementation  of  a  CRM  system,  the  greater 
competitiveness. 

Management 
capacity

Competitiveness
Customer Relationship 

Management

Marketing innovation
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H2:  The  Management  capacity  is  related  to  CRM,  the  managers  have 
helped to make changes in the CRM and achieve the planned results.
H3: The Marketing innovation is related to CRM, the managers focuses on 
terms of regaining the relationship with the lost customer.

4. STUDY RESULTS AND CONCLUSION
We show the  results  of  the  applied  survey,  where  Cronbach  alpha  box

helps  us  to  evaluate  the  reliability  of  the  items  of  an  instrument. 
Generally,  a  group  of  items  exploring  a  common  factor  shows  a  high 
Cronbach alpha value (Streiner, 2003). On the other hand we present the 
KMO  test  table  and  the  sphericity  of  Barlett  test.  The  investigation  was 
carried out for companies dedicated to the plastic industry in the State of 
Jalisco  in  the  Metropolitan  Area  of  Guadalajara,  which  is  constituted  by 
the  municipalities  of  Zapopan,  Tlaquepaque,  Tonalá,  El  Salto  and 
Tlajomulco.  The  questionnaire  was  based  on  the  Likert  scale  where 
respondents answered one if  they totally disagreed or five if  they totally 
agreed.  The  results  obtained  are  shown  below,  starting  with  Cronbach 
alpha  analysis.

Table 4. Cronbach alpha coefficient CRM and competitiveness

     Source: Created by the authors based on the results obtained in the 
project “Determinants of Competitiveness in SMEs” CA-UDG-484.

It  can  be  observed  that  the  variables  of  the  questionnaire  can  be 
explained  with  statistics,  that  is  to  say,  that  there  is  a  high  reliability  in 
the questionnaire applied with an index of 0.905.

Table 5. Bartlett and KMO test. CRM and Competitiveness

Source:  Created  by  the  authors  based  on  the  results  obtained  in  the  project 
“Determinants of Competitiveness in SMEs” CA-UDG-484.

Table  5  shows  that  the  Kaiser-Meyer-Olkin  measure  of  sampling 
adequacy  is  considerably  high:  0.848,  and  a  1654.793  Chi-square.  This 
means  that  the  number  of  items  that  are  useful  in  the  questionnaire  is 

Cronbach alpha coefficient Elements number
.905 26

Kaiser-Meyer-Olkin  measure  of  sampling  adequacyMedida  Kaiser-Meyer-  mn 
Adecuacity sampling Oklin .848

Bartlett esphericity test Aprox. Chi-cuadrado 1654.793
gl 325
Sig. .000
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high. It  is  observed that there are 325 degrees of freedom which means 
that manufacturing companies answered several different answers.

Based  on  table  6,  it  is  corroborated  that  the  Management  capacity  is 
related  to  CRM,  the  managers  have  helped  to  make  changes  in  the  CRM 
and achieve the planned results, so the first hypothesis is proven. As for 
the current analysis,  it  is worth to mention that CRM 3 (7.082 quadratic 
mean)  and  CRM  1  (6.782  cuatratic  mean)  turned  out  to  be  the  most 
important ones since they got a reasonable result, which means that they 
are  highly  representative.  In  CRM  3,  it  can  be  assumed  that  it  is  quite 
important  to  consider  the  customer  relationship  since  most  of  the 
objectives have to do with the customer. It all comes down to the change 
awareness and objectives orientation.

Table 6. Management Capacity - CRM (ANOVA)

Source: Created by the authors based on the results obtained in the project 
“Determinants of Competitiveness in SMEs” CA-UDG-484.

By giving a deeper glance to table 7 it is simple to detect CRM 1 as the 
one  which  follows  the  most  representative.  By  saying  so,  a  quadratic 
mean  of  6.782  is  worth  to  stand  out,  since  it  actually  expresses  the 
second most representative one. It is actually linked to identifying related 
factors that have to do with such a relationship management.

As for  measures  of  marketing innovation  with  respect  to  business  and 
innovation,  the  company  focuses  on  terms  of  regaining  the  relationship 
with  the  lost  customer.  Given  the  circumstances  the  plastic  industries 
turned out to be more focused on the relationship with the customer and 
manage to implement a good marketing system to recover customers.

Sum of squares gl Quadratic mean F Sig.
CRM1 Between groups 101.733 15 6.782 19.142 .000

Within groups 40.391 114 .354
Total 142.123 129

CRM2 Between groups 85.358 15 5.691 26.624 .000
Within groups 24.366 114 .214

Total 109.723 129
CRM3 Between groups 106.226 15 7.082 21.890 .000

Within groups 36.882 114 .324
Total 143.108 129

CRM4 Between groups 97.595 15 6.506 11.168 .000
Within groups 66.413 114 .583

Total 164.008 129
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Table 7. Measures of marketing innovation with respect to the company and innovation

Source: Created by the authors based on the results obtained in the project 
“Determinants of Competitiveness in SMEs” CA-UDG-484.

The  current  research  was  carried  out  for  small  and  medium-sized 
enterprises  (SMEs),  which  have  between  11  and  250  employees  in  the 
organization,  without  considering  micro-enterprises  that  have  less  than 
10 workers.

The study aimed to focus manufacturing industries in the Metropolitan 
Area  of  Guadalajara,  addressing  the  municipalities  of  Guadalajara, 
Zapopan, Tlaquepaque, Tonalá, Tlajomulco and El Salto.

Surveys  were  applied  only  to  senior  managers,  managers  or  first  level 
managers, which still makes us think whether the given results would have 
the same appreciation from lower levels.
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