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Introduction

The expansive process of globalization has influenced the modern businessmen to acquire
managerial skills that are not only focused on selling products because the circumstances
surrounding the current business situations demand many other abilities from the
managers and they have to be applied when it’s time to negotiate with the commercial
partners of the border countries, regional, international and multinational companies.
This implies, among many other things, to know the culture, consumer habits and social
habits, without leaving aside the different ways of negotiating according the region or
country where we're at.

Other very important abilities are the ones related to the day to day topics, this means
that the global manager always has to be familiar with the situations of the daily life,
along with the proficiency of foreign languages. Both competencies are essential and the
universities are making all the efforts to prepare the best XXI century professionals.

This book was designed under these criteria, its been written in english and spanish
because they have been recognized as the business languages, and it covers the latest
business topics such as the importance of the country brands in the international contexts;
the importance of the wine industry and its growth strategies in high production countries
analyzing the case of Spain; the economical, structural and institutional potential of Asia,
and the cooperation among nations and regions for a mutual growth.

The goal of this book is to be useful for the university students of Ecuador, especially for
the students of Universidad Internacional del Ecuador (UIDE), who are acquiring the
necessary knowledge from the science in order to become, in a near future, the directors
or managers that will run the destiny of the country.
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Country brand Ecuador: A comparative analysis
between Colombia, Peru and Chile.

*Giuseppe Vanoni Martinez
* -
Abstract Ana Suarez Diaz

The states are very concerned about the image they portray to others; therefore, the
“Country Brand” becomes the expression of their identity. To work on it in an integral
way is a long-term action whose purpose is to strengthen the cultural presence, to attract
investors, to promote both local and international tourism and to make competitiveness
stronger. The current paper of literature review analyzes the country brand — Ecuador,
its building process and the purposes of this strategy. It also analyzes strategic actions
of countries such as Colombia, Peru and Chile, contrasting them with the Ecuadorian
case. Concepts and contributions about the meaning, the foundations and elaboration
of “Country Brand” were covered. The results show that, even though, the Ecuadorian
plan has produced some results in the hospitality area and, as a tourist destination, in the
business (investments) and cultural area the results are not significant. Therefore, it can
be concluded that, although, the Ecuadorian government has made economical efforts
to place the country as one that loves life, it is also true, that it hasn’t involved neither
private nor public sectors, ONGs, the Church, producers, exporters, as part of a country
project, which, as a consequence, hasn't let Ecuadorians feel completely identified with
the implemented strategy.

Key words: Business opportunities, country trademark, international competitiveness,
international environments, globalization.

JEL Classification: M16, M31



Resumen

Los Estados estan tomando conciencia de como quieren ser vistos, por lo que, la marca
pais, se convierte en un reflejo de su identidad. Gestionarla integralmente es una labor
de largo plazo, cuyo objetivo es la de afianzar la presencia cultural, atraer inversiones,
fomentar el turismo local e internacional y fortalecer la competitividad. En el presente
articulo, de revision bibliografica, se analizé la marca pais Ecuador, como fue su proceso
de construccion y lo que se intenta conseguir con esta estrategia. Asimismo, se analizaron
las acciones estratégicas de paises como Colombia Pert y Chile, contrastandolas con el
caso ecuatoriano.

Para conseguir esto, se abordaron los conceptos y aportaciones expuestos por diferentes
autores, sobre lo que significa la marca pais, en qué radica y cémo se la elabora. Los
resultados obtenidos, demuestran que, en Ecuador, los esfuerzos han dado sus frutos en
el aspecto hotelero y, como destino turistico, pero atin son incipientes los resultados en el
campo de negocios, nuevas inversiones, asi como, en lo cultural. Por lo que, se concluye,
que si bien el Gobierno Nacional, ha realizado esfuerzos econémicos para posicionarse
como un pais que ama la vida, también es cierto, que no ha vinculado a sectores publicos,
privados, ONG, iglesia, productores, exportadores, como parte de un proyecto de pais,
lo que ha propiciado, que no exista una verdadera identificacion de la poblaciéon con la
estrategia implementada.

Palabras clave: Marca pais, competitividad internacional, entornos internacionales,
globalizacion, oportunidades de negocios.

Clasificacion JEL: M16, M31
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Introduction

During the last decades and in an increasing way, the Latin American
governments along with their public institutions, as well as with
the private organizations, have been working on the creation of a
brand for their countries, while doing it they have accomplished
important goals on aspects such as the competitiveness and the
images portrayed by their corresponding countries and cities
(Martinez, 2007).

According to Porter (2013); Noboa, (2006); Restrepo, Rosker and
Echeverry (2008), the stronger the country brand is the easier it’s
goingto be to compete inamodern, internationalized and globalized
world. Especially, if the theoretical and practical principles of
branding can be applied not only in the managerial context (Aaker,
1996, 1999), but also in a specific region, city or country (Kotler,
Bowen & Makens, 2003), although with some methodological
differences at the moment of being applied (Marzano, 2014).

Despite what has happened in the neighboring states, which have
obtained positive results in the construction of the country brand,
Ecuadorhasn'tmade enough efforts, either because the governments
haven’t been interested in doing so or because they haven’t been
aware of how important this is as a source of opportunities for
internal growth and for reaching new markets. Even though, since
2014 there have been some results due to the efforts of the current
government.

This means that the actions that have been applied or implemented
are still too basic for the expected results and the benefits at short and
long term; especially if they are focused as strategies of a particular
government and not as a country vision (Marzano, 2014).

11
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As the perceptions are so important for the decisions taken by the
direct or indirect consumers, the construction of the brand tries to
produce a precise, real and integral idea about a specific country;
the goal of this is to attract investments, to sell their own products
in foreign countries, to strengthen the exports and to promote
tourism based on a proposal of value that produces differentiation

(Valls, 1992).

In order to support what has been stated above, this paper analyzes
the term country brand as a concept and its goal too. Some strategies
implemented in Latin American countries such as Colombia,
Peru and Chile, are evaluated and their historical', geographical-
climatic?, cultural’, ethnical® and political-social® similarities make
it easier to compare experiences of the construction of the brand
between them.

Likewise, and considering that the current image of a country might
be seen as an obstacle (Llorente, 2011), this document will cover
the factors that have influenced the creation of a brand and it will
also explain the function of the brand on each one of us (Marzano

2014).

Therefore, and according to what has been mentioned the goal of
the article will be: to analyze the strategy of the country brand of
Ecuador, how it was designed and built, comparing it to the ones
applied in Colombia, Peru and Chile. Through these steps it will

1 The four countries that will be analyzed have similar historical origins related to their conqueror and
their processes of independence and later republican life

2 The Andes’ mountains go across those countries which give them similarities related to their coastal
zones, mountains, deserts and the Amazon rainforest. They also share the same ocean.

3 In the four cases there’s a rich origin in the Inca culture as the predominant one with its subdivisions
that were created during all the Tahuantinsuyo Empire.

4 In these four countries, in a bigger or smaller quantity, black and white people, mulattos, mestizos (mixed
race) and Amerindians inhabit their territories.

5 Problems like the colonialism, coup detat, military governments, civilian and indigenous upheavals,

guerrillas, the presence of paramilitary groups and drug cartels are still present today.
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be possible to differentiate and explain how the strategy of Ecuador
pretends to get a position that distinguishes it from the rest of the
countries.

2. A review of the concept country brand

The multiple and various experiences of application of the country
brand have caused a wide multidisciplinary and interdisciplinary
debate among the academics of social sciences and the professionals
of the public area, who have agreed on the fact that the country
brand is, nowadays, a relevant strategy of economic development
(Seisdedos, 2006). To use just a specific country as a support to
reinforce aspects related to political and economic interest is not a
strategy of the new millennium (Saavedra, 2012). Even in the 16th
century, countries such as Ireland and England made promotional

efforts to fuel the economies of their nations (Borsay & Proudfoot,
2002).

As it's been said by Valls (1992), the concept of country brand is
linked to the perceptions of the real — potential — direct- indirect
consumers. The perceptions are the sum of all those elements
that made up a country, besides the ones that communicate the
characteristics of a nation. Even though the common elements are
shared, each country is different.

For Occhipinti (2003, p.193) “it is the study and determination of
the various differential values that belong to a country, region, or
city, with the goal of positioning products, services, places, with the
use of a strategy that is based on the relationship origin-product or
service”.

As the country brand is a concept with a cognitive structure, it
is linked to the consumers in the way they decode information,

13
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according to what each country means by its own (Fan, 2006),
therefore, they will keep different cognitive categories according
to the country and the brand (Lucarelli & Berg, 2011). Thus, the
image of a country becomes the base for building the brand, in that
way, the actives and passives, related to the name and symbols of a
country, add or detract the value provided by a product from that

nation or to the tourist services offered in that country (Sanchez,
Cubillo y Cervifio, 2005).

Iglesias & Molina (2008, pp.109) define the country brand as “the
use of the typical characteristics of the nation’s life as a way of
influencing the image and the countrys perception on the civil
society, the public opinion, and the foreign media, increasing the
international prestige of the State, improving its political position
and its economic competitiveness in the global system”. Thus, a
strategy is established with (intangible assets) the goal of creating
and transmitting a country’s image, along with a country brand
(logo and slogan), including the national sub-brands.

On the other hand, for Anholt (2009) the country brand is described
as the competitive identity of a place, so that this criteria removes
the dichotomy that exists between the concept that is the reason of
study and the concept of the tourism brand of the country, which
in many cases diminishes the efforts made in building a relevant
country brand.

According to Barrientos (2014) in the country brand it’s necessary
to take into consideration the effort the country has made as a
whole, this means as an organization, without excluding or limiting
anyone just for favoring others. This strategy is a process where
offers of products and services are created, and the brand has as a

challenge to create a series of long-term positive associations in the
target market (Abo, 2010). As it is explained by Kotler (2006) and

14
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Molina (2009) the products, packing and brands can be modified,
the countries can’t, the perception is what changes in this topic.

Summarizing and according to Echeverry, Rosker & Restrepo
(2008) the most relevant objectives while building a country brand
are:

a) To produce just one integrating identity among all the
productive activities of a country.

b) To project an image that represents an international country
within the productive- exporting area.

c) To concentrate the communication with just one message
before the international markets.

d) To strengthen the culture of values and the national identity
among the inhabitants.

e) To publicize in order to portray a unified identity.

2.1. Process for building a country brand

For the construction of a country brand and for reaching
competitive advantages, Noboa (2006), Echeverry, Rosker &
Restrepo (2008) mention that the countries must complement
their planning strategies with the economic programs, along with
the implementation of marketing strategies. In order to accomplish
its construction, Mukoma (2008), recommends to work on three
key points: 1) the governments, companies, media as well as the
centers of education must participate, 2) to seek advice through the
leaders of opinions in this area, and through common citizens, to
identify both their perceptions and their opinions, and then, 3) to
develop a clear and positive idea for a brand to get a solid position.
In this way and according to what is expressed by De Elizagarate
(2010) in the marketing of sites or places, there are three levels to
consider while building a country brand (see graphic 1).

15
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Graphic 1. Levels of marketing of places or sites.

Target market

Market factors . aity and

image

Government

Planning Group

Citizens Enterprises

Infraestructure Attractions

Source: the author based on De Elizagarate (2010); Kotler, Haider
& Rein (2007).

Whileinterpreting the graphic 1, frominside to outside, the planning
group is the first one in being covered, this is the space to define
what a country can offer, where the community is diagnosed and the
plan of action is developed. The level 2 would be the identification
of the most relevant characteristics of the markets they’re focusing
on. And the third level will be those target markets to which the
efforts will be directed (Kotler, Haider y Rein, 2007).

2.2. Phases for building a country brand

As it has been stated by Echeverry & Trujillo (2014) the process
of building a country brand starts with a diagnostic phase, that

16
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covers both the internal environment of the country and the
external one, because these steps allow to identify how the image
is being perceived and it also helps recognize the historical and
cultural aspects, along with values that will be the foundations of
the brand. But, as it’s been recommended by Mukoma (2008), the
preferences, needs, wishes and expectations of the actors involved
in this practice, either they are internal or external players, can't
be left behind. With the collected information, the following step
is to evaluate the conditions of the perception and image of the
brand in order to give a definition of the added value of a country
(Echeverry, Niculcar & Parra, 2013). Echeverry & Trujillo (2014),
explain that there are three elements that produce this value (see

graphic 2).

Graphic 2. Elements that produce value to a country brand.

Brand awareness

Assets

Functional and
emotional attributes

of a country

Association

Impressions and

memories of the
audience about a
country

A person identifies various aspects
in the country brand

Source: the author based on Echeverry & Tryjillo (2014, pp. 48-
49).
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The second step is about the identification and the definition of
the groups of interest®, who are the target of the country marketing
campaign (Marzano, 2008), these ones are the tourists, investors,
business people, cultural organizations, exporters and residents.

Once the markets have been established, the marketing strategies
along with their specific objectives are designed, these strategies
will vary according to its uses: tourism, exports, either for business
people or for any other well defined target market. Later, the tools
of interaction with the market will be identified, which cover since
the most traditional ones such as radio, television, newspapers, to
the application of technology with the use of virtual communities,
along with advertising events, without leaving aside the fact that
the governments are the most involved ones in this process, with
the purpose of not sending messages that might distort the real
meaning of what really wants to be sent to the world (Echeverry &
Trujillo, 2014). Finally, the proposal of value of the country brand
must be defined and it has to include a series of characteristics that
are detailed in the chart below (see chart 1).

6 It's important to consider that the academia, the private and public sector must be involved, to define on
a long term joint agenda what place of the competitive map should be assigned to the country.

18
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Chart 1. Characteristics of a proposal of value of a country brand.

Characteristics Author(s) Year
A way of promoting and sharing | Young & Yongjun 2013
culture abroad.
Behavior of economics & foreign | Kemp & Williams 2012
policy.
Unions & associations to which | Sartori, Mottironi & 2012
the brand belongs. Corigliano
Products that are exported. Aitken & Campelo 2011
The way of competing with other | Lubowiecky & Basinska 2011

countries in areas such as sports

and entertainment.

The way of treating visitors and | Yang, Shin, Lee & 2008

the behavior of citizens abroad. | Wrigley

Source: the author based on Echeverry & Trujillo (2014).

In chart 1 it could be synthesized that each state decides how to
design a strategy of country brand but, aside from the decision
that might be taken, in order for the strategy to give results for the
reality of a specific country its important to include all the key
persons, institutions, public or private organisms (Edmer, 2010).

2.3 Relation between country image and country brand

Approximately since the decade of the 60s, there’s been an intense
academic debate about the importance of the effect of the country
of origin, over the international business and the competitiveness of
the countries (Marzano 2010). This effect explains the acceptance
or rejection from the consumers, when the barriers are intangible
(Wang & Lamb, 1983), of a product from a specific country of
origin (Nagashima 1970). And, although, the product is only one
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variable of measurement, it can strengthen or minimize a country
brand, and as it is a broader concept it might be affected negatively
(Kotler, Bowen y Makens 2003).

Asitismentioned by Valls (1992), the countryimage isthe perception
their real, potential, direct or indirect consumers have about it, in
other words, it’s the alleged reputation of the country (Nagashima,
1970). Itis important for each country to establish its own identity
through the identification of their specific characteristics. As it is
explained by Souiden, Pons & Mayrand (2011) the territory must
communicate its competitive advantages according to its reality
(see chart 2).

Chart 2. Diverse conceptualizations of the country image.

Criteria Author(s) Year

Beliefs, myths, history and | Echeverry & Truijillo (2014)
culture. Mental associations

of a territory (real or fictitious).

Built over its reality. Jain & Winer (2013)

Associated to perception | Wang, Li, Barnes & (2012)
such as touristic destinations, | Ahn
to invest and to purchase

preferred brands.

With the perception and | Martinez & Alvarez (2010)
experimentation, they define
the impressions and
experiences that have
marked a difference in their

minds.

Source: the author.
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For Madichie & Yamoah (2006) country brand is a concept
that’s been linked to the perceptions of the consumers about the
attributes of origin of a country; in other words, the perceptions

are considered as the way people conceive or interpret the stimuli
(Arellano, 2002, 2008).

Therefore, the perceptions, as expressed by Echeverry & Trujillo
(2014) are built from three sources: 1) the experience; 2) opinion
and media leaders; 3) the reference groups. In that way, the
consumers build a global perception of the country, based on
experiences they've had, either positive or negative, before the
commercialization of their products.

Because of this, a series of international studies have been conducted
which show the importance of a countryimage and how it influences
on its competitiveness in a positive or negative way, as its been
demonstrated by Schooler (1965); Nagashima (1970); Bailey &
Pineres, (1995). Although other studies such as the ones of Peterson
& Jolibert, (1995); Jaffe & Nebenzahl (2006), explain that their
practical implications make it more complicated to understand. All
these studies lead us to the importance of building a solid country
brand, while working, first, over the erroneous perceptions the
consumers make up in their minds.

Therefore, for the Ecuadorian case, which is the object of this
document, the Corporation of Promotion of Exports and Imports
(CORPEI) recommends the creation of a country brand Ecuador,
to add value to the exports of goods and services, which will bring,
as a result, a creation of value for investors because it will help on a
strategy of products that are commercialized with brand Ecuador,
which would allow to manage the origin country, by using the

strategy of a country brand that is being applied by the government
(Estrada, 2002).

21
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2.4. Positioning a country brand

The strategy of positioning a country brand has as a goal to give
value to the origin of the products, organizations and persons in
the international markets, and create a symbol of distinction and
recognition that will let them develop tourism, investments and,
as a consequence, their economy. This means that the construction
of the differentiation and the way how it is applied for a specific
country will bring, implicitly, the values, beliefs and characteristics
that form one society and how the other ones can be identified
(Passow, Fehlmann & Grahlow 2005).

As its been mentioned by Harrison — Walker (2011) a country
brand has as a goal to establish a unified, well defined and clear
identity, avoiding regionalism and reinforcing the concept made
in, producing major trust both in the internal and in the external
performance of the country.

Tourism is very important nowadays, as a result, the government
is focused on strengthening the country brand globally by rescuing
the five factors that according to Moilanen & Rainsito (2009) are
relevant for the tourist: heritage-culture, business skills, value
system, quality of life and the tourism itself. These aspects enable
people to make associations when they hear the name of a country
or look at a picture that represents it, because they produce
differentiation (Laxe & Palmero, 2009).

Nevertheless, as it is explained by Djurica & Djurica (2010),
the constant changes in the environment of a country threat the
conditionsofthetouristmarket, theyalsopromotenewopportunities;
therefore, in order to maintain a position or to reposition a country
brand, it is necessary to adopt long-term marketing strategies that

22
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present micro segmented offerings of tourist destinations which,
along with strategies of direct communication, will reinforce the
implemented strategies for a country.

3. Experiences of country brand in South America.

The governments are formulating strategies that help improve
their image before the world because the countries or regions
have turned into strategic ones according to the point of view
of the competitiveness (Akotia, Ebow Spio, Frimpong y Austin,
2011); especially in Latin America where they have image issues,
not only because of their economic situations but principally
because of the distrust that’s been generated along the years from
the corruption and insecurity in the state institutions, which has
caused differences in the process of building the brands in these
countries, some countries like Peru and Costa Rica have focused
on tourism, others like Brazil, Colombia and Mexico have been
characterized as emergent brands, and United States has been
identified for its leadership (Echeverry & Trujillo 2014). As it had
already been expressed and with the purpose of illustrating cases
of South America, the principal characteristics in the construction
of the brand in Chile, Colombia and Peru will be covered’. The
chart 3 shows the ranking of their positions.

7 These countries have been taken as a reference because the periods of time working on country strategies
are very similar. Unlike Brazil, to cite an example, where they have been working on the country brand for many
years and it’s already positioned, as well as the perceptions; that have been built through events of different types
(sports have been a great influence) which have made it gain international recognition.
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Chart 3. Positions of country brand in South America.

Position 2013-2014 Country

] Brasil

Argentina
Chile

Pery

Uruguay

ol O] M| W N

Colombia

Source: the author based on Country Brand Index (2013- 2014).
3.1 Country Brand Colombia.

After the phase of using the slogan “Colombia es pasion” (“Colombia
is passion”), which was launched in 2005 (see graphic 3), the
objectives were re-defined, trying to publicize the attributes abroad,
emphasizing on the countrys advantages and comparing them
with the other countries of the region with similar characteristics;
the goal of this action was to improve the perception and to build
trust and a wider knowledge about what Colombia really means,
because as Echeverry, Stay-Niculcar & Parra (2013) have said, the
foreigners had polarized perceptions about this country, it could
have had a rich natural wealth, gastronomy and coffee culture,
but there was also a negative image associated to violence acts,
insecurity and drug dealing, this stigma was attached to it since the
decade of 1980s.
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Graphic 3. Logo and slogan launched in 2005.

&
<’
Colombia

25 AR EL Ay

Source: Proexport Colombia (2005).

In 2011, after the first country brand concluded its lifecycle,
President Juan Manuel Santos created the Organization Country
Brand®, who defined four axes (see graphic 4) the culture, the
tourism, foreign investment and exports.

Graphic 4. Model of Strategic Communication.
PULL

KD Marcral

Fortafobo
(Cennpeeing s It pimg il
Wjadi st Jriies e i | |
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Weshun b mbyamis

T
COLOMBIA

Pais Solucion

I
b
EXPORTACION

PUSH
Source: Trujillo 2012.

8 Linked to the Ministry of Industry and Tourism and the High Presidential Counseling for
Communications.
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The purposes were also redefined in order to capture opportunities
in: a) to obtain foreign investment, b) to promote and increase
tourism, ¢) to promote cultural identity, d) to increase exports, f) to
gain environmental recognition, g) to prepare competent human
capital, g) to develop modern, serious and honest institutions
(Marca pais Colombia, 2013). With this background the new logo
was designed (see graphic 5), whose goal is to portray the mega
diversity of the country, associating the regions to colors which
will be given different meanings (Marca Pais Colombia, 2012).

Graphic 5. Current logo of country brand Colombia.

COLOMBIA

Source: Country Brand Colombia (2013).

a) Yellow represents the sun and the minerals.

b) Blue represents the richness of the rivers and the sea.

c) Redislinked to the warmness, talent and passion of the people.
d) Green is in its mountains, valleys and plains.

In the graphic design the CO was incorporated as an additional
element that represents the synthesis of Colombia in the code
International Standardization Organization (ISO) 3166-1alpha2,
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established in 1974. Likewise, a song called “Colombia™ was
created, which travels around the diverse musical genres of the
country’ (Marca Pais Colombia, 2012).

The country brand Colombia is in the introductory phase, it has
been conceived as a government policy and not as a State policy,
and according to Echeverry & Trujillo (2014), this is a challenging
step because there might be people against it, although Futurebrand
(2012) predictsasubstantialimprovement and thisweb organization
places Colombia among the 15 brands that will lead the future.

3.2. Country brand Peru

The new country brand was launched in 2011, it is based on a
strategy that wants to obtain investments from foreign companies,
it also wants to be able to export their products and get more
access to tourism; the logo (see graphic 6) wants to picture Peru
as a multifaceted country that catches everyone’s attention for how
special it is (PromoPeru, n.d.).

Graphic 6. Logo of country brand of Peru.

Source: Taken from PromoPeru (n.d.).

9 Written Miguel de Narvaez
10 http://www.colombia.co/videos/cancion-colombia.html
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The spiral used in the letter P, represents changes, evolutions and
transformations, it gets prolonged without interruptions to form
the word Peru. The difference from the logo used until 2010 along
with the slogan “Pert el pais de los Incas” (“Peru, the country of the
Incas”) (see graphic 7), and the current one is that this one wants
to communicate new and varied dimensions, focused specifically
in the name of the country, without representing any Inca culture.
As there’s not any verbal complement attached to it, each area
can decide the communication approach that wants to give to it,
although it goes with the song “Enamorado de estar aqui'’” (“In
love for being her”) which specifies what the country has, told by
people from different cities'* (PromoPertq, n.d.).

Graphic 7. Logo of the first country brand Peru.

P

Source: Taken from Historia Vive by Promoperu (n.d).

cry

Pais de los Inkas

The strenghtening of Peru country brand should lead this country
into the pursuit of consensus around the different sectors (private,
public and government) and to the investment in touristic
infraestructure, because acccording to data from World Economic

11 Its author is Fahed Mitre
12 https://www.youtube.com/user/marcaperu
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Forum (2013) its ranked 61 in the competitiveness index, which
gives this country a positive grade on macroeconomics, efficient
on labour and good development in financial market; these
characteristics along with the cultural, human and natural richness
turn this country into a privileged one, and this is a guarantee
of social and economic stability for the upcoming years (Centro
Nacional de Planeamiento Estratégico, 2011).

3.3. Country brand Chile

As it’s been said by the Committee of Foreign Investments of the
Government of Chile, the country has a position associated to trust
due to social and political stability and the achievements in public

policies, which has caused credibility in the foreign investors
(Gobierno de Chile, n.d.).

Because of this good performance, it is considered the most
successful Latin American country in projecting its identity, it’s
been able to combine its resources and effort among the state and
private institutions to strengthen the government and it also has
a policy of open economy and free trade along with its exporting

policy.

Chile got an assignment of USD. 25.000.000 in 2004 after a
public invitation to tender, the process started with the design of
a communication strategy of the country brand Chile. For the end
of 2005, the campaign “Chile sorprende siempre” (“Chile always
surprises”) (see graphic 8) was launched with the purpose of
promoting foreign investment, exports, tourism, and for integrating
the country brand (Gobierno de Chile, n.d.).
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Graphic 8. Logo of country brand Chile.

Sorprende. siemupre

Source: Taken from the offical site of Turismo de Chile.

The process of building the logo shows that Chile is a country
that surprises, by using stars with color ochre it is shown that the
surprise is abstract; modifications come out of the tips of a lonely
star that is used in the flag to suggest diversity and humanity
(Ponichianik 2012).

With the participation of the private and public areas, a concept for
integration into the global market was designed, with strategies that
involved technological-scientific exchanges, attraction of foreign
investment and promotion of culture; the three axes of the brand
were: 1) geographic diversity because it has glaciers, seas and deserts;
2) the stability of the country because of its democracy and solid
economic conditions for foreign investment and, 3) it’s inhabitants
because they're nice, kind and efficient at work (Chadwick, 2013).

Fort the period 2012-2020, the national strategy of tourism of
Chile is to be recognized as a high quality — world class touristic
place, an attractive, varied and sustainable country. The goal is to
reach 5.4 million tourists that will double the incomes this area
produces currently, along with the creation of 40 thousand direct
job places and 160 thousand indirect ones, which will be obtained
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with market intelligence, investment, competitiveness, quality
tourism, advertising and sustainability (Gobierno de Chile, 2012).

3.4. Country brand Ecuador

The first attempt to position the country brand Ecuador was in
2001, with the campaign (“Life in pure state”) (Iglesias, 2009) but
as this one didn’t cause any impression, it was removed as a country
strategy (see graphic 9).

Graphic 9. First logo and slogan of country brand Ecuador.

lLa vida en estado puro

Source: Taken from wwwallikawsay.com

In 2010 a communication strategy was structured, it pretended to
turn the country into a tourist power by using new elements such
as the “Sumak Kawsay (Kichwa) (Good living), so the previous
slogan was switched for “Ecuador loves life” (“Ecuador ama la
vida”)"> (see graphic 10). But, according to the words of President
Rafael Correa: “Ecuador will not only be a tourist brand but also
a country brand that can be identified as the synonym of life and

love” (Andes, 2010).

13 This represents the first phase of the strategy.
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Graphic 10. Current logo of country brand Ecuador.

Source: ecuadoramalavida.com.ec
The process of communicative construction and the meaning
of each element that is part of the new logo is explained in the

following char (see chart 4).

Chart 4. Elements of the logo.

Origin of the Texture Color
brand

The start | The logo is built by micro | There are 20 tones that tfry to
approach is the | lines that develop | express the colorfulness of all the
fact that | movements and | regions of the country, fthe
Ecuador is the | dynamism, this is based | inhabitants, the landscapes, the
center of the|on the radial criterion or | ethnics, crafts, gastronomy and
world, as it is|sinuous curves used by | cultural expressions of every type
divided by the|the  ancestors (see | (see graphic 13).

equator and it is | graphic 12).
the origin of the
life, from here
everything
shines to the
infinity. The
equinox is the
base axe that
tuns  6° (see

graphic 11).

Source: the author with information taken from ecuadoramalavida.com.ec
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Graphic 11. Origin of country brand Ecuador.

A Ll Los madulos
mic1al trazada f que segmentados
Lo FERH] i dell primer any
diversidad del 52 crean pod la
munda nitma urorme inlersaccion de
o Eatrada e ¥ progresm fadas ¥ hasta lograr 20
SU Cei, £ un o Posilneg

factor de 124%

Source: taken from ecuadoramalavida.com

In 2014, with the official presentation of the popular song All You
Need is Love!* from the British Band The Beatles, the National
Government launched the second phase of the strategy of the country

14 The song was launched in 1967, was seen by 400 million people in 26 countries.
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brand “All you need is Ecuador”, whose purpose is to promote
tourism and to turn it into one of the principal income sources by
placing the slogan in strategic places of America, Europa, and in
Ecuador too. The copyrights of the song were $ 1.3 million and
it’s estimated that by 2017 the investment will reach $620 million
(Veloz, 2014). Due to the big efforts that have been made, there are
some good results in the tourist area, presented by international
agencies (see chart 5).

Chart 5. Won Awards.

Category Country/ Province/ Institution that gives the
City award
Leading Green destination | Quito World Travels Awards

in South America

Leading destination  in | Quito World Travels Awards

South America)

Recommendation to be | Ecuador The New York Times

visited in 2014)

Destination N° 1 to visit) Galdpagos USA Today Travel

Best city to get retired) Cuenca Revista International Living

Source: Veloz (2014).

Other distinctions that were obtained in 2014 were provided by
World Travels Awards'® in the category South America:

e Leader in category Airport of South America: Aeropuerto Mariscal
Sucre.

e South American leader in resorts: Arasha Tropical Forest Resort
Spa.

15 They’re recognized by Wall Street Journal as the Oscars of Tourism.
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 Leaderin category Hotels for conferencesin South America: Swissotel
Quito.

e Green Hotel: Finch Bay Eco Hotel

e Luxury Leader Train: Tren Crucero

The process of building a new policy was based on five strategic
aspects (see graphic 14), which has also been supported by an
investment of 800 million dollars (Naranjo, 2014)*°.
Graphic 14. Strategic pillars of tourism in Ecuador.

Security

Advertising Quality

Connectivity Products and destinations

Source: the author based on www.turismo.gob.ec

Important alliances were also made with successtul national
companies such as Grupo Nobis and international hotel chains like
Best Western, Swissotel and Grupo Accor. The efforts for positioning
the country brand Ecuador have produced an increase of 14% of
tourists compared to the period January - June 2014 and the hotel
area has also won awards which means the strategy is to portray
the country as a whole (see chart 6).

16 Ministry of Tourism.




Chart 6. Hotel Awards 2014.
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Hotel

Award

Plaza Grande

Leader in Hotel Boutique.

Swiss Hotel Quito

Leader in Business.

Mashpi Lodge

Leader in Green Hotel.

JW Marriott Leader of Hotels in Ecuador.

Termas Papallacta

Leader in Spa and Resort.

Source: taken from www.turismo.gob.ec

Despite what has been mentioned, there are not clear and official
statistics yet about the results from the two campaigns, which
is normal because the establishment of numbers would be too
premature, considering that the construction of a brand takes years
in getting well established in the minds of the consumers.

In another topic, Marzano (2012, pp. 27) mentions that this new
country brand is above the unnecessary proliferation of images that
characterized Ecuador for many years. Although, in the previous
country brand as much as in the current one no one from the private
institutions or the citizens or from the academic area have been
involved in the process of creation of the country brand. The same
author indicates: “If the country brand Ecuador is our competitive
identity, all Ecuadorians are stakeholders of it”, in other words, it
is regrettable that with this procedure the National Government is
implicitly sending out the message that the brand only belongs to
the government, therefore, the future governments should consider
the country brand Ecuador as a strategy to be positioned worldwide.
The previous comments, according to Echeverri & Trujillo (2014)
could be discarded if there were a greater freedom of expression
and politics, and this would also help establish a solid country
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brand.

4. Analysis of the strategy country brand Ecuador
in comparison with Colombia, Peru and Chile

The strategy of Ecuador, as well as the ones elaborated by the other
mentioned countries, has been centered on certain elements as the
principal ones to take into consideration about the brand, the logo
and the differentiation, in order to gain a position (Aaker, 1996;
Passow, Fehlmann & Grahlow 2005; Valls, 1992; Laxe & Palmero
2009).

In the construction of the logo, its obvious the use of nature
elements along with a variety of colors that involve all the regions
of the country, trying to differentiate it from other countries, where
the use of colors is more restricted such as Peru and Chile, and
even Colombia; although this last one gives a description of the
meaning of each color, the explanation is limited to its regions but
all of them in one way or the other have included the colors or
symbols of their flags in their logos.

It’s important to emphasize, as a different strategy, the use of the
famous song “All you Need is Love”, from the British band, The
Beatles, which is seen as a song that survives the passing of time, and
its sung in business language, without knowing if the results will
be positive or negative at medium and long time. This is different
from what’s been done both in Peru and Colombia, who have used
songs with a more national approach and in Spanish. As a support
for the strategy and for the logo, the axes of the brand used as
foundations for the policies stand out. The chart 7 classifies in an
objective way the three marketing pillars for the construction of
the country brand Ecuador.
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Chart 7. Summary of axes of marketing in brand Ecuador.

Country Brand Strategy Logo
Ecuador Axes of High investment of Change of logo
brand economic resources
Focused on good Use of the name of
living the country
Focused on love Use of a variety of
and life colors
Music from The Use of nature
Beatles elements
Accompanied by
words

Source: the author.

Among the four studied countries, it’s important to highlight the
stability of Chile concerning social aspects and state policies, the
country brand Chile provides a sense of belonging for each one of
the members of the population which strengthened by the presence
of representative entities like public and private ones along with
the academics who established and worked on the mentioned
axes. In the Ecuadorian case, they're still not well established due
to the government strategy. In the Colombian case, the situations
of insecurity are still in the mind of the consumers and foreign
investors, minimizing, to some extent, the potential of this multi

diverse country, as it is represented by its logo (Echeverry, et al.
2013).

On the other hand, Peru tries to detach from a strong positioning,
built upon the Inca Empire, therefore, its current logo in the shape
of a spiral pretends to show that the country is flowing into a new

38




El Entorno de los Negocios en Iberoamérica 29

present, filled with challenges, and as it is not using any words it
allows the tourist and the investors to imagine a country filled with
opportunities and with a solid political-social-economic structure,
because it hasinvolved external entities in the making of the country

brand.
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5. Conclusions

This article has accomplished the goal of analyzing and finding
the differences of the Ecuadorian strategy with the countries that
were used to compare its brand strategy, having as an evidence
that there’s still a lot to do, especially, working with areas that are
not part of the government, because in order to achieve a country
brand that is recognized at world level it's important to let different
organizations that are part of the national events (public and private
ones, ONGs, church, produces, exporters, etc.) participate in the
process. It’s also important to get into strategic alliances and to
establish as an only goal to make Ecuador visible, which is not
an easy task because the country is facing a competitive South
American environment of very high level, as it was analyzed with
the Colombian, Chilean and Peruvian case. This means that the
big economic investment made by Ecuador is not enough from a
strategic point of view.

The purpose of applying different strategies is to give the country
not only a tourist character but to turn it into a destination for
business, gastronomy, culture, exports and investment; this goal
has already been accomplished by Peru and Chile due to their
stable strategies and the participation of areas that are not part of
the government.

The decision taken in 2016 of making changes in the country
brand represents a deep transformation towards a more dynamic
strategic system that uses a variety of colors that represent Ecuador
as a whole, as a bio-diverse country, as an attractive destination for
tourists.

What is mentioned above is supported in the fact that the brand
“Ecuador ama la vida” (“Ecuador loves life”) transmits a bright,
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clear and simple message, very easy to mention and that carries
the essence of what the country represents, expecting at medium
term to establish emotional links with the investors and tourists;
therefore, it'll be necessary to give more strategic strength to the
potential markets, without leaving aside the local work that allows
to develop trust over the brand Ecuador by the use of massive
messages and strategies focused on different areas of the population,
encouraging the creation of a country brand in house.

And although at national level the results are not so evident, the
studies conducted by Echeverri & Trujillo (2014) emphasize that
at world level there have been positive benefits in the positioning
of the image and in other aspects related to places, customs and
gastronomy. But the government still needs to work harder and not
only on isolated initiatives that are not, necessarily, focused on the
evolution of the country.

It’s still too soon to talk about a solid establishment of the country
brand that shows final and highly satisfactory results, the only
presentation of the country to the world is not everything, its
also necessary to get potential consumers as it happened in the
Colombian case with its four strategic axes or in the Peruvian
one that went beyond its Inca culture. This would allow us to be
included into the list of the first places of the Country Brand Index.

It should be interesting to elaborate research papers to evaluate in
a quantitative and qualitative way the results of the application of
the country brand Ecuador and who the new beneficiaries are; this
will only be possible if there’s access to quantitative information that
reveals the income obtained from the application of the strategy.
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El Entorno de los Negocios en Iberoamérica

The Joint Influence of Growth paths and
company'’s size on how much Spanish
wineries grow

Fabricio Vasco Mora
Maria Paulina Brito Ochoa

Abstract

The purpose of this study is to analyze the main modes of growth of
small and medium (SMEs) Spanish wineries. In order to reach this aim,
we study the joint influence of the “different growth paths” and “firms’
size” on “how much Spanish wineries grow”. Through an empirical
study, we analyzed three growth forms: internal or organic growth
(OQ); external growth, (i.e., mergers and acquisitions (M&A); and
a combination of both OG and M&A known as hybrid models. Our
results show that Spanish wineries grow mainly organically. However,
as they increase in size organic growth rates start falling. These finding
contribute to the literature showing that the only real way of growing
for Spanish wineries is through internal development of their resources
and capabilities. However, getting into mergers and acquisitions do
not make companies bigger and, sometimes, it even make companies
smaller.
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INTRODUCTION

Growth is a precondition for the life of company (Phillips and
Kirchhoff, 1989), especially for SMEs. Phillips and Kirchhoff (1989)
discuss that growing young firms are twice more likely to survive than
companies that do not grow. Firms growth is an important area of
research on entrepreneurship, strategy and organizations (Pasanen,
2007). However, the development of research in this area has been
remarkably slow, and the main cause of this behavior is the impatience
of researchers to address the question of “How Much” before the “How”
firms grow (McKelvie and Wiklund, 2010). Gilbert, McDougall and
Audretsch (2006) argue that, addressing the “how” can be a more
interesting research question because it allows us to understand the
factors that are pushing the observed growth.

Over the past few years, there have been several studies on companies’
growth using different parts of the growth literature, such as growth
of new enterprises (Gilbert, McDougall, and Audretsch, 2000),
knowledge learning and growth (Phelps, Adams and Bessant, 2007),
and measuring the constructs of growth such as sales and employment
levels (Shepherd and Wiklund, 2009). However, among these works,
there are only a few studies that attempt to explain how companies grow
(eg, Davidsson and Wiklund, 2000; McKelvie and Wiklund, 2010;
Weinzimmer, Nystrom, and Freeman, 1998). On the other hand, there
are different theories that the literature has used to explain growth
rates (McKelvie and Wiklund, 2010). Among those, we highlight
human resource practices in companies (Batt, 2002) and individual
characteristics and motivations of workers (Baum, Locke and Smith,
2001). In addition, Penrose (1959) proposed the resource-based view
(RBV) to explain the different modes of growth because for her, the
company is more than an administrative unit; it is also a combination
of available resources for different uses. As we will explain later, the
RBV is the approach that this research is going to follow.
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The different theories used to understand company’s growth have
viewed growth as a dependent, independent or intermediate variable.
The current largest stream of research in the literature uses growth
as the dependent variable and aims to explain different growth rates
(McKelvie and Wiklund, 2010). However, McKelvie and Wiklund
(2010) explain that it is not enough to analyze growth as a result
because it does not cover all of the aspect needed to understand growth.
Therefore, based on the gap identified by these authors, we will analyze
growth as dependent variable and as a process, to better understand
this organizational issue. Analyzing growth as dependent variable or
outcome means to see if there are a set o independent variables that
predict differences in growth rates across firms (McKelvie and Wiklund,
2010). Analyzing growth as a process means to examine the internal
“how” aspects of growth (McKelvie and Wiklund, 2010). That is, in
this research, we are going to see how much firms grow and how they
do it. To analyze how firms, grow, we use the research developed by
Penrose (1959), who identified two types of growth: first internal or
organic growth (OG), second external growth in which we will focus
on mergers and acquisitions (henceforth M&A). We are also going to
add the work of McKelvie and Wiklund (2010), who explained that
there is a third type of growth which is the hybrid model and which is
a combination of both types of growth (OG and M&A).

Organic Growth (OG) involves the internal generation of resources,
for example, employment and training of new staff (Lockett, Wiklund,
Davidsson and Girma, 2009). Mergers are defined as the consolidation
of two previously independent companies into one organization, while
acquisitions, on the other hand, are defined as the purchase of one
company by another where the buyer maintains control (Bertoncelj,
2009). The merger strategy among firms can reduce risk and produce
greater value for shareholders (Hitt, Hoskisson and Ireland, 1990).
An acquisition strategy can enable a company to take advantage of
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growth opportunities through access to resources of the company that
controls (Harrison, Hitt, Hoskisson and Ireland, 2001). Finally, the
hybrid model is neither organic nor acquisitive but falls somewhere in
between. Hybrid forms involve contractual organizational forms that,
e.g., can allow firms to overcome issues related to limited managerial
capacity (Shane, 1996). This type of mode can take a number of
forms, including franchising, licensing, and joint ventures/strategic
alliances (McKelvie and Wiklund, 2010). These growth strategies are
different challenges for the management of the company and may have
a differential impact on firm “how much growth” and performance
(Delmar, Davidsson and Gartner, 2003). Penrose (1959) was one of
the first to analyze the types of growth. For Penrose organic growth
should be more associated with small and young firms, while growth
through mergers and acquisitions is more likely in older and larger
companies, or in mature industries. Based on these statements, this
research will also take into account the effects of size on “how much
wineries grow’.

According to the report of the Wine Institute (2010), Spain is one of
the major wine producing countries worldwide and also has a high
capacity to adapt to the increasingly international market and attract
foreign investment (Castaldi, Cholette and Hussain, 2006). In 2005,
the number of companies in the wine industry was in 3,991, which
represents 12.40% of food companies and is in third place after the
baking industry, confectionery and biscuits and the meat industry. In
addition to the wine industry represents 1% of Spanish Gross Domestic
Product (GDP) (Wines of Spain, 2008). The large size of the wine
industry in Spain, around 3,900 wineries, offers a large sample to test
our hypotheses and to study the different modes of growth of SMEs.
Also, given the impact of this industry on the Spanish GDP, we find
that this is an important industry to be analyzed.

Using the RBYV, this study attempts to answer the following research
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question: How does the choice or combination of different growth paths
and size influence how much SMEs wineries growth? This question is
aiming to explain the joint influence of the “different growth paths”
(how do companies growth: organic, acquisitions and/or hybrid and
“firms’ size”) on “how much SMEs wineries from the most important
Spanish Denominaciones de Origen (DO) grow”. The Resource-Based
Theory highlights the unique characteristics of the firm and suggests
that the key to profitability is not doing the same as competitors, rather
to exploit the differences (Grant, 1991). This theory is closely related
to the modes of growth, because if the company wants to achieve
profitable growth, it should focus on the proper exploitation of its
internal resources and be aware of the opportunities given by the
changing environment, which create value and allow the company to
grow (McKelvie, Wiklund and Davidsson, 2006).

To analyze these growth modes, we have developed an empirical study
using secondary information (the Analysis System of Iberian balances
database, SABI, and databases of companies belonging to each DO)
to obtain objective information about Spanish SMEs wineries; and
primary information obtained from the questionnaires that such
wineries have answered.

Our main contribution is the analysis of the different growth strategies:
internal, external and hybrid in the context of SMEs which was a little
explored area. We think that we need to learn much more about the
different strategies of growth mainly in smaller firms and analyze if they
can apply other types of growth, which are rare in this sector as the
growth of strategic alliances, franchising, joint ventures and licensing.
According to the results, we can say that Spanish wineries grow mostly
organically. Also, as companies increase their size, the organic growth
rate decreases. We tested this, using different growth indicators such
as sales and employees and the results do not changed, proving that
these measures are consistent.
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The paper proceeds as follows: Next, we present the theoretical
background on SMEs’ growth, sorting into the different growth
modes (organic, acquisitions and hybrid) that lead us to propose our
hypotheses. Second, we analyze the Spanish Wine industry. Third, we
explain the research methods used in the study. Fourth, we analyze
the results obtained from our sample. We finally present our main
findings, conclusions, contributions, limitations and implications for
future research on business growth.

THEORETICAL FRAMEWORK: SME GROWTH

Pasanen (2006) argue that the research community broadly shares the
view that the growth of SMEs is particularly important in the economy
(eg Storey, 1994). Also, based to the work of Beck, Demirgtic and Levine
(2005), we can say that SMEs have a strong relationship with Gross
Domestic Product (GDP) per capita of an economy. SMEs can increase
competition and entrepreneurship as they can be more productive
than large firms and their expansion promotes greater employment
growth and labor (Beck, Demirguc and Levine, 2005). In a study of
45 countries with different characteristics, Beck, Demirgtc and Levine
(2005) found that there is a positive relationship between the size of
the SME sector and economic growth. SMEs are part of the engine of
the European economy because they are a key source of employment,
creation of entrepreneurial spirit and innovation, which are crucial to
promote competitiveness (European Commission, 2005). For example,
Bukvic and Bartlett (2003) argue that SMEs play an important role
in the transition of businesses, which occurs with a reassignment of
resources from the state sector to the private sector with a corporate
restructuring.

According to Weitzel and McCarthy (2009), SMEs can be anything, but
not insignificant. For example, in the European context, it is believed
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that SMEs represent about 99% of all enterprises, employing about 75
million people to promote innovation and competition (Weitzel and
McCarthy, 2009). Globally, SMEs may even be responsible for 40% to
50% of GDP in the world (European Commission, 2005). According
to the European Commission (2005), the European Union has 23
million SMEs across 25 countries playing a central role in the economy,
providing jobs, encouraging innovation and creating entrepreneurs.
Another example of the importance of SMEs in European countries is
the work of Serrasqueiro et al. (2010), where they empirically study the
relationship between the growth of SMEs with the size, age, intangible
assets (research and development), internal and external financing in
countries like Portugal, Sweden, Italy, Spain and Japan. Serrasqueiro
et al. (2010) argue that SMEs represent 75.6% of the workforce and
56.4% of the total sales of Portuguese industry. In Portugal and in most
European countries, SMEs constitute almost the entire production
system being the main engine of wealth creation and economic growth
(Serrasqueiro et al, 2010). Today, we recognize the importance of SMEs
in the economy, for example in UK small businesses that employed
fewer than 20 people represented 98% of all firms (Deakins and Freel,
1998). Deakins and Freel (1998) argue that Europe has developed
new policies in the European Union aimed at the benefit of SMEs,
which shows that this sector is growing in importance in recent years.
The growth of SMEs has been identified in most societies as one of the
most significant components of economic strategies for job creation
and wealth (Salojarvi, Furu and Sveiby, 2005). In New Zealand, small
businesses represent a very important part of business, approximately
45% of the workforce and 97% of the private sector (Locke, 2004). In
the Spanish case, according to the General Policy Directory of SMEs
(2011), the 99.88% of companies are SMEs, excluding agriculture and
fishing. In addition, SMEs in Spain contribute more than 65% of GDP
and over 75% of private employment (Alvarez, Benamou, Fernandez
and Solé, 2011).
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Salvato, Lassini and Wiklund (2007), using a comparative longitudinal
study on growth of 18 Italian SMEs from different industries, argue
that SMEs represent an ideal context for studying the development
of merger and acquisition capabilities because in contrast of general
market leaders, SMEs are much less likely to participate in acquisitions
in order to reduce competition and see this only as a form of growth.
For example, Wiklund (1998) argues that small firms are important
for the renovation of a healthy economic system, so that old ideas are
replaced by new ones where services and processes are more effective
and these new ideas are created often for new and small firms that
grow rapidly.

Based on the previous statements, it seems that is important to
study the patterns of SMEs growth, because of the utility of SMEs
for the economy and because research on this phenomenon is still
low (Delmar, Davidsson and Gartner, 2003). According to Pasanen
(2007), the literature on SMEs has focused primarily on new business,
rather than on existing SMEs and the factors behind its survival and
growth (for example, Olson and Bokor, 1995). Even though SMEs
have received increased attention, little is known about their growth
process (Deakins and Freel, 1998).

Growth is the second most important goal of a company and is a
precondition for achieving the first objective that is the survival or
continuance of business (Pasanen, 2007). Pasanen (2007) argues that
growth can provide a company with new business opportunities that
increase their size and market credibility. According to Davidsson and
Wiklund (2000), growth can be analyzed through the levels of sales,
employees and assets of a company because they reflect changes in the
short and long term. Researchers believe that sales are one of the best
measures of growth because they are easier to obtain and are a common
indicator between entrepreneurs but also, there is great interest in the
creation of new jobs, which makes this another important aspect to
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study (Davidsson and Wiklund, 2000). Davidsson and Wiklund (2000)
explain that growth can be captured by an increase of sales because
it has a clearer connection with the market and its growth shows us
the increase in the demand of products and services. In addition,
Gilbert, McDougall and Audretsch (2006) argue that employment
is an important measure of growth because it indicates a change in
the organization composition which represents an increase of human
capital better able to evaluate the external environment and be a better
competitor.

Thetheoriesforunderstandingthe company’sprogressvarysubstantially.
Authors as McKelvie and Wiklund (2010) searched several ways to
classify the growth literature and concluded that there are three streams
of research: the growth as a result, the result of growth, and growth
as a process. The purpose of this study is not to analyze the results of
growth which examines the changes that occur in the organization
as a result of growth since this current of research has been strongly
criticized in the literature because it assumes that all companies have
an organizational unit that grows only organically and does not leave
space for other types of external growth as mergers and acquisitions
(McKelvie and Wiklund, 2010). The largest current research is that
uses growth as the dependent variable or as a result and aims to explain
the different growth rates through several years because for businesses,
the effects of time are important because their directors, objectives and
expectations may change over the years (McKelvie and Willund, 2010).
McKelvie and Wiklund (2010) mentioned that “growth as a process”
is another very important current of research because it attempts to
investigate the nature of the growth strategies of companies since the
“how to grow” is not a process completely predictable because we have
several growth forms for different companies. Our study is related to
current research which examines the growth as a result and as a process
(McKelvie and Wiklund, 2010). Therefore, we take the growth as
the dependent variable and as a process and we explain the effects of
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different modes of growth, organically, mergers and acquisitions and
hybrid, over the growth rates.

In order to show the importance of SMEs, we create a table with
some studies on this area. To create Table 1, we have reviewed several
conceptual and empirical articles that have growth as the dependent
variable or as a process and SMEs as the unit of analysis. In addition,
some items related to the performance and success of SMEs was taken
into account. To ensure that the analysis would focus on recent research,
we seek as far as possible, for articles that have been published around
the last 10 years in several parts of the world (see Table 1) to ensure a
wide coverage of research on SMEs. Articles were identified through
online databases (ABI Inform, Proquest, Science Direct, Emerald and
Google scholar). We found 16 articles related to the growth of SMEs
that meet the previous selection criteria (see Table 1). It is important
to mention that although we are aware that there are more articles
on SMEs, we have considered only those that best fulfill the previous
selection criteria and those which analyze the variables that we are
interested.
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The analysis of Table 1 shows that the main issue in our search is the
growth of SMEs and the majority of studies that are taken into account
were published in the 2005-2007 period by allowing us to analyze
situations, relatively recent in literature. Selected studies were largely
published in journals in economics and small business management,
knowledge management, entrepreneurial culture and economic
growth. An interesting and recurring issue in the analyzed studies is
mostly examining the effects of firm size and different growth strategies
on the growth of SMEs. These two variables are particularly relevant in
our study because they play an important role in our hypotheses that
we will see later at work.

The resource-based view as the framework to analyze
SMESs growth

Before getting into the analysis of growth, it is necessary to study the
language that we’ll use to establish the hypothesis to be tested. Among
the studies about modes of growth, McKelvie, Wiklund and Davidsson
(2006) showed that the size of the company and the quantity of
resources are related to the choice between modes of growth. This
paper, among others studies that we'll discuss next, show that the
resource-based theory (RBV) may be an appropriate framework to
study this phenomenon. The reason is that if the company wants to
achieve profitable growth, it should exploit internal resources that are
unique and inimitable (Barney, 1991) to create competitive advantages.

Penrose’s theory (1959) is an important contribution in the field
of management. The key to Penrose’s theory on the growth of the
company are resources such as brand names, knowledge of technology,
employment of qualified personnel, machinery, efficient procedures
(Wernerfelt, 1984; Coad, 2007) that can provide a competitive
advantage if they are valuable, rare, inimitable and no substitutable
(Fisenhardt and Martin, 2000). However, Coad (2007) argues that
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a firm’s competitive advantage in changing markets can be eroded if
the firm relies too much on specific resources, and in these cases the
performance of the company depends on its ability to create or release
resources or to reconfigure portfolio of resources, which is known as
dynamic capabilities (Teece, Pisano and Shuen, 1997; Eisenhardt and
Martin, 2000). Penrose’s intention was to empirically create a theory
of growth, but this theory has an involuntary contribution to the RBV
(McKelvie, Wiklund and Davidsson, 2006). The RBV has become a key
issueintheliterature because the firm’sresourcesaffect firm performance
(Wernerfelt, 1984; Barney, 1991). The RBV of the firm can provide
valuable information on the growth of the company (McKelvie, Wiklund
and Davidsson, 2006). Grant (1991) also includes that resources can
be combined in different ways so that they are difficult to imitate and be
a key factor of competitive advantage. Barney (1991) also mentioned
that to achieve a competitive advantage, the firm’s resources must be
valuable, rare, non-imitable and not substitutable. For example, Barney
(1991) found that human capital resources, ie training, experience,
judgment, intelligence, relationships and knowledge of managers and
workers of a company are critical for achieving sustained competitive
advantage. An administrator isimportant in the model of Barney (1991)
because he is able to understand and describe the potential economic
performance of the resource endowments of a firm, and without this
analysis is unlikely to obtain a sustained competitive advantage.

According to McKelvie, Davidsson and Wiklund (2006), the work of
Edith Penrose (1959) has been very important in future studies (eg
Teece, Pisano and Shuen, 1997: Grant, 1991) because it takes into
account the RBV to explain the different modes of growth. That is,
for Penrose, the company is more than an administrative unit; it is
also a combination of available resources for different uses. The RBV
highlights the unique characteristics of the firm and suggests that the
key to profitability is not doing the same as competitors, rather to
exploit the differences (Grant, 1991). This theory is closely related
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to the modes of growth, because if the company wants to achieve
profitable growth, should focus on the proper exploitation of its
internal resources and be aware of the opportunities given by the
changing environment, which create value and allow the company to
grow (McKelvie, Wiklund and Davidsson, 2006). We believe that the
RBV approach can help us to answer the following research question:
How does the choice or combination of different growth paths and
SMEs wineries’ size influence how much such company’s growth?

Once we explained the RBV as our framework to analyze growth, we
will discuss growth rates of SMEs.

How much SMEs grow? Growth Rates

The review of the growth literature shows that most studies have
analyzed growth as the dependent variable or as a result to explain the
different growth rates or growth differences at the firm level (McKelvie
and Wiklund, 2010). Although there are many studies that explain
the growth of firms, researchers have not been able to identify the
factors that have a consistent effect on growth, because models are
able to explain only a limited part of the differences in growth of firms
(McKelvie and Wiklund, 2010). For example, in a review of recent
literature, Gilbert, McDougall and Audretsch (2006) concluded that
the most important predictors of growth of new businesses are the
characteristics of the entrepreneur, resources, strategy, industry, and
the structure of organization and systems. The levels of sales and
employment provide information to analyze what it is known as How
Much business grow, but growth expectations can vary considerably
over time affecting the desire to grow in large and small firms, so it is
recommended study the growth through several years (McKelvie and
Wiklund, 2010).

An important area of research is the growth of the firm (Penrose, 1959),
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but the development of theories of firm growth hasbeen slow (Davidsson
and Wiklund, 2000). Davidsson and Wiklund (2000) proposed that
the lack of theoretical progress is caused by the differences in results
and the failure of comparability between studies, mainly caused by
the use of different sizes and different population samples. According
to McKelvie and Wiklund (2010), growth rates studies have failed
mainly because they could not explain the fact that firms can and
should choose different modes of growth.

Research on the “How Much” companies grow, analyze how a group of
independent variables are used to predict differences in growth rates
between firms, or what are the management problems that occur over
time in the firm after growing up (McKelvie and Wiklund, 2010).
McKelvie and Wiklund (2010) explain that the “How Much” refers
to analyze what are the effects of a set of independent variables on
growth, for example as we mentioned earlier, the investigation of
Gilbert, McDougall and Audretch (2006) discusses how certain
factors such as characteristics of the entrepreneur, resources, human
capital, financial capital, placement, strategy and industry context,
affect the growth and performance of new firms or established and
mature companies. Most of the literature having trying to explain the
different growth rates and high quality studies have been published as
the growth of new firms (Gilbert, McDougall, and Audretsch, 2006),
knowledge learning and growth (Phelps, Adams and Bessant, 2007),
and measurement of constructs such as sales growth and employment
levels (Shepherd and Wiklund, 2009). However, among these works,
there are only a few studies that attempt to explain how to grow of
business (eg, Davidsson and Wiklund, 2000; McKelvie and Wiklund,
2010; Weinzimmer, Nystrom, and Freeman, 1998). On the other
hand, there are different theories used in the literature to explain the
growth rates (McKelvie and Wiklund, 2010) such as human resource
practices in companies (Batt, 2002) and individual characteristics and
motivations of workers (Baum, Locke and Smith, 2001). All these
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papers have allowed a better analysis of business growth but have
been criticized mostly because they see growth as a phenomenon too
simplistic and usually these investigations have assumed only internal
or organic growth while some companies do not grow organically
only (Davidsson and Wiklund, 2000). In addition, Gilbert, McDougall
and Audretch (2006) explain that to evaluate if firms are achieving
superior performance is not enough to see if companies are achieving
the highest level of growth, it is necessary to understand the strategic
decisions of firms while growth is occurring.

After analyzing the “How Much” companies grow, i.e. their growth

rates, we will analyze the “How” that has been an issue little studied in
the literature (McKelvie and Wiklund, 2010).

How Firms Grow: Growth Modes

Evaluating if firms are achieving superior performance is not enough
to observe growth rates, it is also necessary to understand the factors
that are pushing this growth (Gilbert, McDougall and Audretsch,
20006). McKelvie and Wiklund (2010) identify three different research
streams of growth: organic growth (OG), growing by mergers and
acquisitions (M&A) and hybrid models, which include franchising,
licensing, alliances and Joint Ventures. Generally, studies have assumed
organic growth but there are companies that do not grow organically,
for example Delmar, Davidsson and Gartner (2003), in a study about
growth patterns of Swedish companies through cluster analysis,
found that 10% of the sample companies grew mainly by acquisitions.
Moreover, McKelvie, Wiklund and Davidsson (2006) founded that
growth of almost all small businesses comes from organic growth,
while a growth by acquisition occurs mostly in large companies. Put
another way, large companies mostly grow through acquisitions while
small businesses grow organically.
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Gilbert, McDougall and Audretsch (2006) establish that, it is clear
that the resulting growth of the internal or organic and external or
growth by mergers and acquisitions, affect the growth performance
of the company. In addition, Penrose (1959) argue that the resulting
growth of an internal mode may be more consistent, but slower than
the external growth. Penrose mentioned, as an example, that the
introduction of new products can immediately increase sales of the
company but does not immediately affect the company stock on the
market.

Based on available literature on modes of growth of SMEs, the next
section is going to analyze the effects of internal, external and hybrid
modes of growth (How) over growth rates of the company (How Much).
Even more, taking into account the importance that the company’s
size seems to have in this relationship, we are also going analyze its
influence.

organic Growth

McKelvie, Wiklund and Davidsson (2006) suggest that, the role of
managers in the firm is to use available resources to maximize profits
of the company and they must be alert of market opportunities which
are based on internal resources and environmental changes. This is the
logic behind organic growth within the field of resource-based theory
(RBV) and is what allows companies growth (McKelvie, Wiklund and
Davidsson, 2006). McKelvie, Wiklund and Davidsson (2006) proposed
that all resources controlled by one firm are not fully utilized because
there is always a bit of slack resources, which creates a potential for
expansion of the firm and for these resources can be used to produce
and be combined with other available resources. We agree with
McKelvie, Wiklund and Davidsson (2006) in that firms with greater
ability to combine resources and perceived market opportunities are
more likely to have higher rates of organic growth. Lockett, Wiklund,
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Davidsson and Girma (2009) established that organic growth involves
the internal generation of resources such as employment and training
of new staff while growth by acquisitions is where a company buys a
majority stake in another company. Organic growth leads to internal
generation of resources that involve tacit knowledge, i.e. they are
specific to the company (Lockett, Wiklund, Davidsson and Girma,
2009).

Lockett et al. (2009) assure that the rigidity created by the repeated
use of resources (Miller, 1994) potentially obstruct the future organic
growth rate of the company and also the development of new resources
through organic growth will be limited in the short term. Serrasqueiro
et al. (2010) explain that in its early years, the company grows to
achieve a minimum level of efficiency that allows survival but in later
stages the growth rate decreases. This is why the company wants
achieve economies of scale, ie, reducing unit costs with increasing
production is the main motivation behind the growth of smaller firms
(Audretsch et al., 2004). In addition, Serrasqueiro et al. (2010), based
on the work of Farinas and Moreno (1997) also highlight the fact that
younger firms have higher growth rates in their early years but once
ensures their survival, they show lower growth rates, and that is why
they conclude that the growth of the company is not related to age.

Bukvic and Bartlett (2003) argue that most of economic theory on the
growth of small firms has been involved in the relationship between
growth and firm size and generally argues that because of economies
of scale, the growth of the firms is positively related to size. However,
to the surprise of many researchers, recent literature showed a negative
relationship between firm size and growth. Bukvic and Bartlett (2003)
cite several examples, the work of Hart and Oulton (1996), with a
sample of 29,230 companies where they found a negative relationship
between growth and firm size in a period between 1989 and 1993.
In the Spanish context, Farifias and Moreno (2000) confirmed this
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negative relationship between size and growth with a sample of 2,000
companies in which they found that small firms grow faster than
large firms possibly because of the flexibility and adaptability of small
businesses.

The company’s managers are finding increasingly difficult to maintain
high organic growth rate from one period to another because the
companies, over time, reap all the opportunities for organic growth
and need other strategies for growth like mergers and acquisitions
(Lockett, Wiklund, Davidsson and Girma, 2009). One reason for the
company to increase its size is the accumulation of resources; therefore,
the resource-based theory can help provide a clearer picture of this
phenomenon (McKelvie, Wiklund and Davidsson, 2006). McKelvie,
Wiklund and Davidsson (2006) argue that organic growth decreases
with increase of the size of the company because when the firm grows
has more access to financial capital and more choices between different
modes of growth like mergers and acquisitions. Lockett, Wiklund,
Davidsson and Girma (2009) explain that over time, organic growth
will lead to the repeated exploitation of existing resources, which can
cause firms to become simple or inert firms (Vermeulen and Barkema,
2001). Thus we proceed to state our first hypothesis:

Hypothesis 1: The positive relationship between organic growth and
growth rates is negatively moderated by Irm size.

Mergers and Acquisitions (M&A)

Mergers are usually defined as the consolidation of two previously
independent companies into one organization, while acquisitions, on
the other hand, are defined as the purchase of one company by another
where the buyer maintain the control (Bertoncelj, 2009). Salvato,
Lassini and Wiklund (2007) suggest that acquisitions can revitalize a
company and improve their ability to anticipate or respond adequately
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to changing external conditions, ie, employers can revitalize their
organizations and promote their long-term durability by administration
of relatively controlled shocks produced by acquisitions.

It is very important to emphasize the relationship of this work with
two dominant literatures in management and economics (Lockett,
Wiklund, Davidsson and Girma, 2009): M&A based on the central ideas
of the RBV (Lockett and Thompson, 2001). In the RBV, the attention
focuses on the company as a collection of resources and activities to do
base on these resources (Davidsson and Wiklund, 2000). With M&A,
only the right combination of resources such as capital, equipment

and employee skills can generate a competitive advantage (Bertoncelj,
2009).

M&A have been extensively investigated in finance, business and
economics (Weitzel and McCarthy, 2009). However, Weitzel and
McCarthy (2009) argue that it has paid little attention to M&A of small
and medium enterprises (SMEs) and probably the most important
reason for this is because most SMEs are not publicly quoted, so that
is difficult to obtain reliable data on their activity in general, and
worse evaluate its progress and performance records. This is one of
the reasons why, the empirical contexts of this work are the small and
medium-sized Spanish companies, better known as SMEs.

McKelvie, Wiklund and Davidsson (2006) expose that is more likely
that growth by acquisitions occur in large firms for various reasons such
as access to financial capital and the ability of managers to integrate
the two firms because small companies generally have a shortage of
management resources. McKelvie, Wiklund and Davidsson (2006)
put the work of Tsang (1998) as an example, which argues that small
businesses often have limited resources compared to larger firms;
therefore, given the difficulty for small businesses to acquire financial
capital, the acquisition of another company is an unrealistic situation
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for them. In addition, McKelvie, Wiklund and Davidsson (2006)
argue that the effectiveness of an acquisition depends on the ability
of managers to integrate the two companies (Cartwright and Cooper,
1993) where small businesses usually have limited management
resources available (Aldrich and Auster, 1986).The resource-based
theory can provide valuable information on the growth of the company,
for example the fact that small companies grow mainly organically
while growth by acquisition usually predominates in large enterprises
(McKelvie, Wiklund and Davidsson, 2006). Although growth through
acquisition occurs mostly in large firms (Penrose, 1959), is an option
that may also occur in SMEs but apparently few studies focus on this
(Pasanen, 2007). The results of Pasanen (2007) confirm that growth
by acquisition is rare in young SMEs since they cannot afford to buy
other companies. Based on previous statements, our hypothesis is that
the poor relationship between mergers and acquisitions with the firm’s
growth be favored by a larger size of SMEs, thus we propose the second
hypothesis of the study.

Hypothesis 2: The positive relationship between growing by mergers and
acquisitions (M&A) and growth rates is positively moderated by the size
of the company.

Hybrid Models of growth

The first distinction between organic growth and acquisition growth
was proposed by Penrose (1959). Some years later, the work of
McKelvie and Wiklund (2010) added hybrid models of growth as
an intermediate point between the organic and acquisitive growth.
Hybrid modes of growth are often used by companies because they
help to avoid problems on management capacity and the absence of
resources (McKelvie and Wiklund, 2010). McKelvie and Wiklund
(2010) establish that hybrid modes provide the company with growth
methods which have not been investigated in the literature (eg,
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alliances, franchising, licensing and Jojnt Ventures), in a way in which
the nature of resources is important to understand the growth of firms.
We are going to analyze three hybrid models of growth next.

Franchising involves a legal agreement where the franchisor allows the
use of its intellectual property and the franchisee must follow a series of
requirements, the franchisor mustalso provide acompensation for using
this asset (McKelvie and Wilklund, 2010). The franchisee must respect
some requirements such as maintaining quality standards, operational
procedures and product mix (Combs, Ketchen and Hoover, 2004).
McKelvie and Wiklund (2010) argue that franchising is an important
mode of growth for many companies because it allows managers to
save time in making hiring qualified employees, and may be the mode
of choice for many industries such as restaurants, housing, and tax
preparation, printing and copying centers. However, this growth mode
has disadvantages such as: Franchisees are almost independent, so that
the franchisor must give up some level of control over the company and
its growth, and a second problem is that this mode of growth involves
there must be a legal contract where franchisees remain committed to
act according to the interests of the franchise and not their own personal
interests (McKelvie and Wiklund, 2010). Spain is one of the European
countries where the importance of franchising has grown considerably
since there are 968 franchise systems and represent 15.2% of the volume
of total retail sales (Bordonaba, Lucia and Polo, 2010). McKelvie and
Wiklund (2010) establish that an important benefit of franchising is
that it helps large companies to grow without a high outlay of resources
(Combs and Ketchen, 2003), because the franchisees are who invest
in their own points sales, therefore, franchisors only receive capital
instead of diverting those resources to the new outlet. Based on the
previous arguments we believe that franchises are a growth strategy
implemented primarily by large companies. Therefore, we propose the
third hypothesis of our study:
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Hypothesis 3: The positive relationship between growing through
franchisees and growth rates is positively moderated by Irm size.

Licensing consist of selling rights for a license to use a piece of
intellectual property by providing an additional revenue stream to the
licenser through royalties (McKlevie and Wiklund, 2010). Moreover,
McKelvie and Wiklund (2010) argue that, like franchising, licensing
intellectual property allows companies to overcome the deficiencies
of resources and allows companies to grow faster than the internal
modes of growth. According to Fonsfuri (2006) this mode of growth
allows companies to overcome the differences in the manufacturing,
marketing or distribution because the license holder is responsible for
all costs involved in the sale or use of intellectual property. According
to Mckelvie and Wiklund (2010) this strategy is useful for creating
new companies so they can quickly acquire the necessary cash flow
(Arora, Fosfuri and Gambardella, 2001) and also serves to established
companies that have experience and knowledge on the market and
customer needs (Gans, Hsu and Stern, 2002). McKlevie and Wiklund
(2010) argue that large companies like IBM that are innovative, generate
growth through licensing of their technologies (Kline, 2003).

Motohashi (2006) argues in his work on Japanese companies, small
firms have a higher propensity to acquire licenses or patents since
large companies have a broader patent pool that can be used for cross-
licensing, which is when two companies exchange licenses to exploit
some patents that are owned by the other and requires that firms have
a well-protected patent portfolio. Motohashi (2006) explain that there
is a negative nonlinear relationship between firm size and licensing
propensity of a company. Nagaoka and Ug (2006) support the previous
statement and prove that the probability of unilateral licensing is higher
in small and medium enterprises while cross-licensing occur mostly
in large companies. Based on the previous statements we propose the
following hypothesis:
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Hypothesis 4: The positive relationship between growing through licenses
and growth rates is negatively moderated by Irm size.

Strategic alliances and joint ventures are hybrid forms of growth
that involve collaboration between two or more companies with the

purpose of use the resources and capabilities of other firms that have
not been able to develop themselves (McKelvie and Wiklund, 2010).

Alliances allow firms to grow faster and lower costs based on the
mobilization of resources, and are given mostly in technology companies
(Sarkar, Echambadi, and Harrison, 2001). According to McKelvie and
Wiklund (2010), joint ventures offer companies the opportunity to
grow by the distribution of risks and resources associated with another
company and is a method used mostly to enter new foreign markets
(Zahra, Ireland and Hitt, 2000) where one partner in the joint venture
is a local company that has valuable knowledge and a presence in the
market. McKelvie and Wiklund (2010) argue that in general these
two methods of growth are less risky and less expensive than organic
growth or by acquisition (Pearce and Hatfield, 2002) and used to
overcome the lack of knowledge of international and local market (Lu
and Beamish, 2006).

Small businesses received a great interest lately because they can be
more agile, more flexible and can make together the same or higher
level of production that a large company with fewer employees
(Chung, Luo and Wagner, 2006). In order to compensate the benefits
that large companies have for their size, coverage and economies of
scale and scope, small businesses create strategic alliances to achieve
strengthen its competitiveness (Chung, Luo and Wagner, 2006), so
that the main advantages of this strategy are that small firms can face
larger competitors and they can have easier access to new markets and
resources. Based on the previous arguments we propose the following
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hypothesis:

Hypothesis 5: The positive relationship between growing through strategic
alliances and growth rates is negatively moderated by Irm size.

On the other hand, joint ventures are another hybrid growth mode in
which two or more businesses pool their resources to achieve a goal,
under the joint leadership of both parent companies and occur mostly
when two companies established an agreement to share technological
knowledge (McConnell y Nantell, 1985). Joint ventures are business
combinations that involve an investment of capital and financial
structure of decision-making by participating companies (Denning,
Hulburt and Ferris, 2006) that usually seek synergistic benefits that
may emerge through the acquisition of human capital, research and
development of new products or processes, and exploitation of existing
products or processes through licensing (McConnell y Nantell, 1985).
Denning, Hulburt and Ferris (2006) indicate that larger firms are more
likely to develop joint ventures for their resources because if they do not
succeed, a large company is better able to survive the financial losses.
Therefore, we think there may be a positive relationship between firm
size and growth through joint ventures:

Hypothesis 6: The positive relationship between growing through joint
ventures and growth rates is positively moderated by Irm size.

Once we have analyzed the different modes of growth presented by
McKelvie and Wiklund (2010), we propose a perspective in which
the relationship between different modes of growth and growth rates
are moderated by the size of the company. We have six individual
growth paths that may have a different effect on growth rates of SMEs.
Next, Figure 1 is a conceptual model that summarizes the proposals
presented earlier with each of the growth modes.
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Figure # 1: Research Model Illustration (All Hypotheses relationships)
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WINE INDUSTRY IN SPAIN

This study has been based on the Spain’s wine industry because,
according to Delacroix and Swaminathan (1991), we can take
advantage of natural variations within the industry. We are aware that
the advantage of generalizing the results of a single industry may be
limited (Delacroix and Swaminathan, 1991), but Spain’s wine industry
is common in many aspects. Their average size ranges from 35 to 50
employees in larger firms so according to the European Commission
(2005), these companies may be classified as SMEs and comparable
to the number of employees of SMEs in other sectors. In addition, this
research is based on a single industry because, according to Brannon
(2011), one of the problems of having a large sample is unobserved
heterogeneity or unobserved bias, and therefore he proposes to focus
on the investigation of a specific industry to adequately deal with these
possible problems. Consequently, the investigation was restricted to one
sector that is the wine industry in Spain, because according Brannon
(2011), researchers observed that the results may be misinterpreted by
the addition of several industries.

The wine industry is not characterized by high technology because it is
quite slow to change, and technological advances are not common in
wine production or related activities especially for cultural limitations
within the industry that promote an archaic model of quality (Delacroix
and Swaminathan, 1991). The technology is relatively constant over
time so there are no major organizational changes in this industry
(Delacroix and Swaminathan, 1991). Delacroix and Swaminathan
(1991) argue that the wine industry is well regulated and there are
specific rules on storage, bottling, labeling and product purity but
most of the rules are less demanding compared to industry standards
of the alcohol, snuff, food and pharmaceutical products so that we can
say that this industry enjoys a free market despite strong competition.
The findings related to the wine industry are also important for many
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other industries, but this study is limited to Spain’s wine industry to
make it comparable with other studies of the wine industry such as
Delacroix and Swaminathan (1991).

Thisresearchisfocused on Spanish SMEs wineries belonging to the most
important Spanish DO. Wineries can be a good source of information
for their simplicity of operation, their small size, their simple internal
structure, their better capability adapt to changes and their ability to
distribute their products through well-established channels such as
restaurants and supermarkets (Delacroix and Swaminathan, 1991).
Although this industry may face certain limitations in terms of cost,
technical knowledge and a challenging regulatory environment,
are more easily able to put their products on the market (Delacroix
and Swaminathan, 1991). Therefore, we think that this sector may
be appropriate for our analysis of growth strategies because it is an
industry where decisions enjoy, at least in part, greater strategic freedom
compared to other industries. The large size of the wine industry in
Spain with around 3,900 wineries (Vinos de Espana, 2008) offers a
large sample to test our hypotheses and to study the different modes
of growth in SMEs.

On the other hand, according to Castaldi, Cholette and Hussain
(2006), the impact that wine producers are suffering are the result of
globalization and a broader and more intense competition which is
aggravated by: an oversupply of grapes in the world, for the constant
changes in consumer behavior patterns and the reduction of prices in
the competition. These price pressures can reduce the profitability of
those companies that choose to participate in this price war, so that

the unpleasant alternative is not to compete and lose market share
(Castaldi, Cholette and Hussain, 2006).

The report of the Wine Institute (2010) mentioned that Spain is one

81




El Entorno de los Negocios en Iberoamérica

of the major wine producing countries worldwide and also has a high
capacity to adapt to the increasingly international market and attract
foreign investment (Castaldi, Cholette and Hussain, 2006). Castaldi,
Cholette and Hussain (2006) argue that some of the wine producing
countries of the Old World are in Europe and have a long history of
wine production, so that France, Italy, Spain and Germany, representing
almost 55% of world production and 40% of consumption in 2004.
The report of Wines of Spain (2008) by the year 2006 says that the
industry employed 22.863 people or 5.98% of total employed by the
food industry and the value of sales of industrial enterprises in the same
year amounted to 5,319 million euros, representing 6.76% of total
food industry sales. In 2005, the latest year available, the number of
companies in the wine sector was 3,991, which represents 12.40% of
food companies in third place after the baking industry, confectionery,

biscuits and meat industry, plus the wine industry accounts for 1% of
Spanish GDP (Wines of Spain, 2008).
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world:

Table 2: World Wine Production by Country 2006 - 2009 and %
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Change 2009 / 2006 (Liters)

% of
# Country 2006 2007 2008 2009 liters % change
2009 2006/2009
World Total | 28,729,000 | 27,128,800 | 27,173,900 | 26,759,900 | 100.00% | (6.85%)
1 France 5,302,500 | 4,654,700 | 4,280,600 | 4,700,000 | 17.56% | (11.36%)
2 Italy 5,460,000 | 4,918,100 | 5,047,000 | 4,650,000 | 17.38% | (14.84%)
3 Spain 4,367,900 | 4,207,000 | 4,190,900 | 3,800,000 | 14.20% | (13.00%)
4 | United States | 2,438,300 | 2,510,800 | 2,431,500 | 2,777,200 | 10.38% 13.90%
5 Argentina 1,539,600 | 1,504,600 | 1,470,000 | 1,210,000 | 4.52% (21.41%)
é Australia 1,325,000 955,000 1,237,000 | 1,171,000 | 4.38% (11.62%)
7 Chile 844,800 828,000 869,000 987,000 3.69% 16.83%
8 Germany 899,500 1,036,300 999,100 928,000 3.47% 3.17%
9 | South Africa 939,800 851,600 763,300 780,700 2.92% (16.93%)
10 Portugal 754,200 604,900 562,000 600,000 2.24% (20.45%)
Source: Wine Institute (2010)

Spain is the third largest wine producer in the world (see table 2),
representing 3.800 million liters of wine (Wine Institute, 2010). Most
of the wine is produced in small wineries (Castaldi, Cholette and
Hussain, 2006). According to the Wine Institute (2010), Spain is the
eighth largest wine consumer worldwide (see table 3):
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Table 3: World Wide consumption of Wine 2006 - 2009, % change
2009-2006 and % of world consumption

% of
# Country 2006 2007 2008 2009 liters % change
2009 2006/2009
World Total | 28,729,000 | 27,128,800 | 27,173,900 | 26,759,900 | 100.00% | (6.85%)
1 France 5,302,500 | 4,654,700 | 4,280,600 | 4,700,000 | 17.56% | (11.36%)
2 ltaly 5,460,000 | 4,918,100 | 5,047,000 | 4,650,000 | 17.38% | (14.84%)
3 Spain 4,367,900 | 4,207,000 | 4,190,900 | 3,800,000 | 14.20% | (13.00%)
4 | United States | 2,438,300 | 2,510,800 | 2,431,500 | 2,777,200 | 10.38% 13.90%
5 Argentina 1,539,600 | 1,504,600 | 1,470,000 | 1,210,000 | 4.52% (21.41%)
6 Australia 1,325,000 955,000 1,237,000 | 1,171,000 | 4.38% (11.62%)
7 Chile 844,800 828,000 869,000 987,000 3.69% 16.83%
8 Germany 899,500 1,036,300 999,100 928,000 3.47% 3.17%
9 | South Africa 939,800 851,600 763,300 780,700 2.92% (16.93%)
10 Portugal 754,200 604,900 562,000 600,000 2.24% (20.45%)
Source: Wine Institute (2010)

A problem for the wine industry worldwide and specifically Spain is
thatin recent years, production and consumption of wine has decreased
and according to Castaldi, Cholette and Hussain (2006), the excess
between production and consumption vary between 15 and 20% of
the total. As we can see in Figure 2, the production and consumption
of wine have been a decline in recent years according to the most
recent data we have.
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Figure 2: Production vs. Consumption of wine Worldwide
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Source: Adapted from Wine Institute (2010)

As we mentioned earlier, one of the causes of the fall in consumption
and production of wine in Spain is given by a broader and stronger
competition that is aggravated by an oversupply of grapes in the world.

METHODOLOGY
Definition of SMEs and growth indicators

Lately there is no consensus on the definition of small, medium and
large firms (Weitzel and McCarthy, 2009). However, the European
Commission (2005) illustrates the current definitions in Europe, for
example ranks companies with fewer than 10 employees as “micro
enterprises”, those under 50 as “small” and those with fewer than 250
as “medium”.

Today, several authors have achieved a consensus that sales are the
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best measure of growth because it reflects changes in the company
in the short and long term and it is easy to obtain (Davidsson and
Wiklund, 2000). Also Davidson and Wiklund (2000) argue that the
sales growth is the most common performance indicator among the
same managers. According to Gilbert, McDougall and Audretsch
(2006) the growth in sales provides an indication of the acceptance
of products or services of the company. When a sales growth occurs,
a company reinvests its earnings in expanding resources for skill
development (Gilbert, McDougall and Audretsch, 2006). Moreover,
the sales growth depends that the company have a product or service
to sell and some industries may spend years developing their products
to the market, so a more relevant indicator of growth results can be
growth of employment which purpose is to equip new human capital
to the company to execute its objectives (Gilbert, McDougall and
Audretsch, 2006). Sales are not a perfect indicator of growth because
they are sensitive to exchange rates and currency inflation, while
employment is not (Delmar, Davidsson and Gartner, 2003). Another
way of measuring growth is through assets but is considered a problem
especially in the services sector (Weinzimmer, Nystrom and Freeman,
1998). The problem is that intangible assets such as staff education are

not reflected in the balance of the company, so there is more a problem
of difficulty in collecting data (Davidsson and Wiklund, 2000).

The following table shows clearly the definitions of the European
Commission on SMEs:
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% of
# Country 2006 2007 2008 2009 liters % change
2009 2006/2009
World Total | 28,729,000 | 27,128,800 | 27,173,900 | 26,759,900 | 100.00% | (6.85%)
1 France 5,302,500 | 4,654,700 | 4,280,600 | 4,700,000 | 17.56% | (11.36%)
2 ltaly 5,460,000 | 4,918,100 | 5,047,000 | 4,650,000 | 17.38% | (14.84%)
3 Spain 4,367,900 | 4,207,000 | 4,190,900 | 3,800,000 | 14.20% | (13.00%)
4 | United States | 2,438,300 | 2,510,800 | 2,431,500 | 2,777,200 | 10.38% 13.90%
5 Argentina 1,539,600 | 1,504,600 | 1,470,000 | 1,210,000 | 4.52% (21.41%)
6 Australia 1,325,000 955,000 1,237,000 | 1,171,000 | 4.38% (11.62%)
7 Chile 844,800 828,000 869,000 987,000 3.69% 16.83%
8 Germany 899,500 1,036,300 999,100 928,000 3.47% 3.17%
9 | South Africa 939,800 851,600 763,300 780,700 2.92% (16.93%)
10 Portugal 754,200 604,900 562,000 600,000 2.24% (20.45%)
Source: Wine Institute (2010)

* At least one of these conditions has to be satisfied.
All monetary values in current Euros (also for U.S. bidders).
** The detailed conditions for Independence are more complex (see

source above)
Source: Weitzel and McCarthy. Utrecht School of Economics, 2009

sample

In order to test our hypothesis, we need a sample consisting of small and
medium-sized Spanish wineries. Therefore, the Regulatory Councils of
each of the Denominations of origin gave us a database of 913 Spanish
wineries of the most important wine regions of Spain as La Rioja, Ribera
Del Duero and Jerez de la Frontera. Then we investigate which of
these companies had information published in the SABI database and
we find information such as date of incorporation, net sales, results of
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operations and the number of employees from 547 companies.

We obtained the most recent data published to date, so we chose
the period 2005-2009. Once obtained the list of companies that
had information posted on SABI, we made phone calls to each one
in the months of August and September of 2011 and we contacted
504 companies. From these 504 companies, only 81 participated in
the study and answered the electronic questionnaire sent to them to
complement the information obtained in SABI with growth strategies
implemented by each company. In turn 27 of these 81 companies
responded to the survey by telephone. Based on talks with those
companies who did not participate in the study, the main reason for
the low rate of response is that our research period coincided with
summer vacations and companies Harvest festivals in Spain, making it
difficult that managers or administrators can answer the questionnaire.
Even 171 companies agreed that we send the questionnaire by mail
but did not get a reply while on the other hand, 255 companies told
us they did not want to participate. In summary, 252 companies
agreed that we send the electronic questionnaire but only 54 sent their
responses, 27 answered us by phone while 256 companies declined
to participate. Only 16% of companies answered us the questionnaire
or survey. Data were collected from 81 Spanish wineries; six of these
firms had acquired other companies in the last 5 years.

Variables

Since the questionnaire had mostly yes orno questions, i.e. dichotomous
responses, we assigned those numbers O or 1. Based on the study
of Pasanen (2007), the sampled companies share the following
characteristics: (1) Age: over four years (2) Size: SMEs, ie, employing
fewer than 250 employees, (3) Results: The growth of sales volume
company and number of employees, (4) ownership: if they are family
firms, or not.
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Dependent variables

The dependent variable is the rate of growth of SMEs Spanish wineries
that reflects the growth of companies as a result of its growth strategy
or combination of several growth paths with the size of the company.

Independent Variables

Organic Growth: Growth is measured as a change between two time
points (Delmar, Davidsson and Gartner, 2003). Organic growth
is measured by total employment in the period (t) minus the total
employment in the period (t-1).

Growth by Mergers and Acquisitions: Growth by acquisition is measured
as the incorporation of employees through the acquisition in the same
period t. Changes in employment in the years after the acquisition

is part of organic growth rather than growth by acquisition (Lockett,
Wiklund, Davidsson and Girma, 2009).

Growth by hybrid modes: These are growths by franchising, licensing,
alliances or joint ventures, and we collect this information asking each
of the wineries if they had applied these forms of growth over the past
5 years, and what was the percentage increase of the product sales of
that activity (Wiklund, 1998). All these questions were dichotomous
(Oor1).

Firm Size: we take it as moderator variable that affected differently in
the relationship between each of the forms of growth with growth rates
of the wineries. It’s calculated by the number of employees from each
company (McKelvie and Wiklund, 2010). Due to their dispersion, the
variable was transformed logarithmically.
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Control Variables: We controlled denomination of origin of the wineries
in the sample, age and type of business: familiar or unfamiliar. The
denomination of origin of each company was provided by the Regulating
Councils of each denominations of origin DO, ages were extracted
from the database SABI and the type of business was obtained through
the electronic questionnaire.

RESULTS

Descriptive statistics and correlations for relevant variables are shown
in Table 5. The companies have grown organically on average 0.46
times a year, while mergers and acquisitions have done 0.07 times,
ie the sample companies grew 6.6 times more organically than by
mergers and acquisitions. In addition, we see that 90% of our sample
of Spanish wineries are family businesses. As regards correlations, we
note that organic growth, the firm size and age are negatively related
to growth. Growth through mergers and acquisitions, franchising,
licensing, alliances and joint ventures, on the other hand, are not
related to growth. The studied firms have shown organic growth in
most cases, although six companies said they have also grown through
acquisitions of other companies. The choice of external or hybrid mode
of growth is rare among companies in the wine industry. According
to our research propositions, we found that wineries mostly grow
organically or internally, and only 7% of our sample mentioned that
he had grown through acquisitions. Based on the classification of the
European Commission (2005) we have 88% of small businesses and
only 12% of medium-sized companies in our sample, which could
have affected the results.
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Table 5: Descriptive statistics and correlations

Mean S.D. 1 2 3 4 5 6 7 |8
1. Growth | -370,65 | 3687,42 1
2. Size 2,36 1,35 | -024 | * 1
3. Organic 0,46 050 | 0,36 | **|-026 |* 1
4. M&A 0,07 0,26 | -0,12 0,40 | ** | 0,02 1
5. 0,02 0,16 | -0,20 0,12 0,01 | 0,26 | * 1
Alliances
6.1.V 0,01 0,11 | -0,01 -0,02 -0,10 | -0,03 -0,02 1
7. Family 0,90 0,30 | 0,03 -0,12 0,05 | -0,06 0,05 | 0,04 1
Firm
8. Age 24,74 18,19 | -026 | * | 0,50 | ** | -0,16 | 0,19 -0,05 | -0,01 | 0,02 | 1

Tp<0.1;*p<0.05 ** p<0.0I. *** p<0.00.

We tested the hypotheses related to growth rates and size of the
company. These results are shown in Table 6. Examining the control
variables introduced in the base model, we find a negative association
between age and growth rates, and between the Jerez DO and growth
rates. In the next step, the main variables were entered, which leads to a
statistically significantimprovementin the model fit (Adjusted R2=0.17,
p<0.01). Finally, we introduced the interactions in the contingent

model, which leaded to a statistically significant improvement in the
fit model (Adjusted R2=0.32, p<0.001).
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Table 6: Regression for growth rates with sales levels

Base model Independent model  Contingent model
Dependent variables
Coefficient Coefficient Coefficient
Control variables
Jerez -2.809.90 = -2.637,91 * -3.636,11 o
Ribera del Duero -570,21 -849,06 -999.68
Age -46,81 * -44,98 * -27.,44
Family Firm 647,60 548,22 194,15
Main effect variables
Size 97,21 -1.258,07 *
Organic Grow 2.494,68 ke -3.106,08 *
Grow through M&A 227,89 1.011,83
Alliances -4.737,90 + -1.039,35
Joint Ventures 812,67 165,87
Interactions
Organic Grow x size 2.391.82 ok
M&A x Size -191,72
Model
R2 0,35 0,51 0,64
Adjusted R2 0,007* 0,17** 0,32%**
F statistic 2,59 2,81 4,41
Change in R? 0.12 0,26 0,41
Change in F 76* 71%* 69***

+p <0.10.*p <0.05. * p <0.01. ** p <0.001

We observe a strong relationship between the interaction of organic
growth and size on growth rates. This result supports H1. This finding
is consistent with the statement made by Penrose (1959) which states
that organic growth occurs mainly in small companies. Our analysis
does not support the hypothesis of mergers and acquisitions (H2),
probably because the companies suffer losses from the first years after
mergers and acquisitions. On the other hand, we could not support
the hypotheses related to the franchise (H3), licenses (H4), alliances
(H5) and joint ventures (H6), ie they are not related to growth rates
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of Spanish wineries and are not moderated by firm size. This may be
because the cases of Spanish wineries that implement these types of
growth are very few, making it impossible to draw a better conclusion.

These results were obtained for the sales growth. We have also tested
the analysis for number of employees’ growth and we found the
same results. That is, we find support for Hypothesis 1. The firm size
negatively moderates the relationship between organic growth and
growth rates. It shows the tendency of, to major size of the firm, its
organic growth rates decrease.

DISCUSSION AND CONCLUSIONS

Thisresearch hasanalyzed growth in SMEsin the Spanish wine industry,
Most of the previous literature has focuses on growth rates. Therefore,
we believe that analyzing the “how” has been a little forgotten aspect.
The largest current research, which examines the growth of companies
has assumed only organic growth and excluded other forms of growth
such as mergers and acquisitions, franchising, licensing, strategic
alliances and joint ventures. The work of McKelvie and Wiklund
(2010) argues that there is another current of research that involves
analyzing growth as a process and aims to investigate which are the
main ways that push growth firms.

Our results have shown that organic growth influences how much a
company grows and has also shown that this relationship is negatively
moderated by firm size. Therefore, we have found support for one
of our hypothesis. This results show that companies grow mainly
organically or internally but, as the company increases its size, organic
growth rates begin to decline. Based on the low significance of external
and hybrid forms of growth, we conclude that Spanish wineries
mainly grow organically. Mergers and acquisitions were not to be
important strategies in wineries, probably because when they acquire
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other companies, initially they suffer losses, i.e. the early years of the
acquisition represent losses for the company. On the other hand, hybrid
modes of growth were not important for wineries, but we cannot say
that this happens in all SMEs because they may be given only in this
context. One observation is that of the 504 companies in our database,
only 81 participated in the project, from which only 7.4% growth
applied another strategy such as mergers and acquisitions. The 90%
of the wineries studied were family businesses and 88% were small
enterprises according to the classification of the European Commission
(2005), that is, most companies in the sample were small, which did
not allow us to analyze the behavior of midsize companies. These
findings suggest the need to review more information about medium-
sized businesses, possibly in another area because the wine industry is
composed mostly of small businesses. According to our results, there
is a tendency that, while companies grow, their organic growth rates
are falling.

From a RBV perspective, small businesses have limited financial
resources, restricting their options at different growth alternatives
such as mergers and acquisitions. This takes time to integrate the
acquired company in addition to financial costs (McKelvie, Wiklund
and Davidsson, 2006). Overall, the model we have developed on
organic growth in small businesses is consistent with the work of
Penrose (1959) while models on external growth forms or hybrid
failed, probably because the sample was made mostly small businesses
and these growth rates tend to occur in medium and large enterprises.

LIMITATIONS AND RECOMMENDATIONS

According to Wiklund (1998) most small companies do not grow at all,
some grow a little, and very few companies show significant growth,
however, given that the population of small businesses is very large, its
aggregate effect becomes increasingly important in the labor market.
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Many companies die during their first years of life or at least fight to
survive because the number of small companies that achieved great

economic benefits to their owners and substantially grow is limited
(Wiklund, 1998).

The survey method has some disadvantages because it provides an
instant image of the companies investigated at one time but not to
study the process of change of the company and this requires a study
of the company over time, ie a longitudinal study (Wiklund, 1998).
According to Wiklund (1998), another problem of surveys is the
degree that the concepts of the research model can be measured in
surveys, or the possibility of achieving measurement validity of the
chosen research design. We believe that in future research is advisable
to apply a longitudinal study, which in our case it was not possible for
the short period of time for research that we had. We are also aware
that this may have missed several articles on SMEs and their modes
of growth that could have helped better understand the behavior of
growth in this sector.

We could only support the hypothesis 1 of our model and we think
is attributable principally to the selection of the sector that may not
have been appropriate to investigate all these issues, especially the
hybrid models of growth, so we recommend choosing other sectors or
industries, and choose a sample with more medium-sized businesses
since in our case, the wine industry is made up of mostly small wineries
and this may limit our view of the growth of SMEs to small businesses.

Growth through mergers and acquisitions proved to be no significant
Spanish wineries probably because companies that apply this strategy
suffered early losses, therefore, in future studies this can be solved
allowing more time once the company has done a merger or acquisition.
Hybrid modes of growth are strategies that have not been extensively
studied, especially in SMEs and proved to be not significant in wineries,
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thus we believe that future research can be better by choosing another
sector of the economy. This sector showed very few cases applying
hybrid modes of growth. The only strategy that some companies
mentioned were the alliances, therefore we believe that future research
need to choose a hybrid model of alliances in the Spanish wineries
because they sometimes work in groups and establish strategic alliances
among themselves.
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ANNEXES
1.Survey for SMEs of the wine sector

Buenos dias/tardes, estamos realizando una encuesta para
analizar el crecimiento de pequefias y medianas empresas. Le
agradeceremos brindarnos un minuto de su tiempo y responder
las siguientes preguntas. Marque con una X y llene los espacios
donde corresponda:

1. Nombre de la empresa:

2. 3Es otra empresa duena de esta empresae
1. No (siguiente preguntq)

2. §i

a) sDesde cudndo? Ano
b) Nombre de la ofra empresa

3. 3Es su empresa duena de otfra empresa?

1. No
(siguiente
pregunta)

Q) sDe cuantas empresas es
duena su empresa¢
b) sCudntas de estas empresas
fueron fundadas por su empresa?
c) sEstas empresas fueron fundadas en | s;j
los Ultimos 5 anos?
No

d) 5Su empresa ha adquirido otfra Si
empresa que ya estaba constituida
en los Ultimos 5 anos?

e) 3Qué tan grande estima o cree
que van a ser las ventas de estas
empresas este ano?

f) sAproximadamente cuan grandes
fueron las ventas de estas
empresas los Ultimos 3 o 5 anos?e

No

4. sHan adquirido alguna empresa durante los Ultimos 5 anos que se
haya integrado a sus operaciones, s decir, que no ha sido fundada
pOr sUu empresas

1. No (Siguiente
pregunta)

2Cudl es el incremento de las ventas
2. Si estimado (%), resultado de la
adquisicione
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5. sDirige usted personalmente y es el dueno de otras empresase

1. No (Siguiente
pregunta)
a) sCuantas otras empresas
. dirige¢
2.3 b) sFundo usted alguna de Si
esas empresase NO

6. 3Qué porcentaje de su capital estd dentro de una misma familia?

7. sEl director de su empresa forma parte de dicha familia?
1. No (siguiente preguntq)

2. Si

8. 3Su empresa ha optado por un crecimiento a fravés de franquicias
en los Ultimos 5 anos?
1.No (Siguiente
pregunta)

2.35i

sCudl es el incremento de las ventas
estimado (%), resultado de la franquicia?

9. sSu empresa ha optado por un crecimiento a través de adquisicion
de licencias tecnolégicas en los Ultimos 5 anos?
1.No (siguiente
pregunta)

2.35i

sCudl es el incremento de las ventas
estimado (%), resultado de la licencia?

10. 5Su empresa ha optado por un crecimiento a través de alianzas con
otra empresa?
1.No (Termina la

encuesta)

2.35i

5Cudl es el incremento de las ventas
estimado (%), resultado de la alianza?

11. 5Su empresa ha optado por un crecimiento a través de Joint
Ventures?

1.No (Termina la

encuesta)
sCudl es el incremento de las ventas
2.95i estimado (%), resultado de la Joint
Ventures?

La encuesta ha concluido, muchas gracias por su colaboracion.
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AsSsia, ¢;la amenaza silente?

*Jesuis Alfonso Omana
*Phanor Ramos Romero

Resumen

El crecimiento en la dindmica econémica y comercial del continente
mas poblado y extenso del mundo, responde a factores estructurales
favorables y a un marco econémico e institucional con una clara vision
de cada pais y su contribucion al crecimiento de la region (Calderon,
2013). Con 45 millones de kilometros cuadrados y 4.140 millones de
habitantes, Asia representa el 30% de la superficie terrestre y el 61% de
la poblacion mundial, convirtiéndolo en atractivo para inversionistas
que ven en su poblacién potenciales consumidores y en sus empresas
potenciales socios comerciales. El propdsito del articulo es evidenciar,
con cifras, la importancia del continente asiatico desde la perspectiva
del Producto Interno Bruto (PIB) y el flujo de comercio en una muestra
de 8 de sus paises, su comportamiento con relacién al mundo y dos
potencias como Estados Unidos (EEUU) y la Unién Europea (UE),
ademas de la posicion de Colombia. Las bases de datos utilizadas
corresponden a los afios 2010 y 2013, registrados en las paginas web
del Fondo Monetario Internacional (FMI), las estadisticas del comercio
para el desarrollo internacional de las empresas registradas en Trade
Map y la Comision Europea Eurostat.
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Abstract

The growth of the economic and commercial factors in Asia as the
most populous and widespread continent in the world, responding to
favorable structural factors and economic and institutional framework
with a clear view of each country and its contribution to growth in
the region (Calderon, 2013). With 45 million square kilometers and
4.140 million, Asia accounts for 30% of the land area and 61% of
the global population, making it attractive to investors who see its
population potential consumers and potential business partners. The
purpose of this article is to demonstrate, with figures, the importance
of the Asian continent from the perspective of Gross Domestic Product
(GDP) and trade flows in a sample of 8 of their countries, their
behavior in relation to the two world powers like the United States
(US) and European Union (EU) as well as the position of Colombia.
The databases used for the years 2010 and 2013, registered on the
websites of the International Monetary Fund (IMF) trade statistics for
international development companies registered Trade Map and the
European Commission Eurostat

109




El Entorno de los Negocios en Iberoamérica

1. El PIB asiatico y las potencias mundiales

Para conocer cual es la posicion de los 8 paises asiaticos estudiados en
este articulo frente a la economia mundial, se hace necesario establecer
una analogia con potencias como Estados Unidos y la Union Europea
considerando sus aportes al PIB mundial, la poblacién con la cual
contribuye y su valor per capita.

Si bien para el afio 2010 el PIB asiatico superd en 2,5% a UE y 13%
a EEUU, para el afio 2013 esta brecha se amplio a 11,5% y 14,7%
respectivamente. Este crecimiento ha hecho que tanto EEUU como la
UE fijen su atencion en el fortalecimiento de las relaciones con paises
asiaticos fundamentado en su participacion en la poblacion mundial
que en algunos casos puntuales como Singapur, tienen productos per
capita superiores a las primeras economias del mundo y crecientes.

Los paises asidticos en estudio registran un mayor aporte porcentual
a la poblacion mundial que al PIB global, contrastando con la UE que
aporta al PIB mas de tres veces su aporte a la poblacion mundial y
EEUU que lo quintuplica. Este comportamiento de los paises asidticos
evidencian inequidades en la eficiencia en la mano de obra que
pueden ser contrarrestadas con los avances en integracion econémica
de las naciones del sudeste asidtico (ASEAN) que permitira acelerar
el crecimiento de paises menos desarrollados de la region con la
transferencia de conocimientos y la aplicacion de las mejores practicas
de los paises emergentes con mayor desarrollado como Singapur y
Malasia (International Labour Organization and Asian Development

Bank, 2014).

La tabla 1 muestra la relacion existente entre el PIB y la poblacion
mundial para los paises asiaticos en estudio, la UE, los EEUU vy el
mundo.
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Tabla 1. El PIB y la Poblaciéon Mundial

Poblacion
PIB % PIB per
% PIB (Millones
Pais Anos | (Billones Poblacién| Cdapita
Mundial de .
US$) Mundial (US$)
habitantes)
Paises de | 2010 16.900 24,60 3.008 43,60 18.500
Asia en
_ 2013 19.500 26,20 3.090 43,52 20.400
estudio
" 2010 16.500 25,60 503 7,30 32.600
2013 17.500 23,50 505 7,10 34.800
Estados | 2010 15.000 23,30 310 4,50 48.300
Unidos 2013 17.000 22,80 316 4,45 53.000
2010 | 64.500 6.900 9
Mundo
2013 74.700 7.100 11

Elaboracion: Omana (2015)

Fuentes: Fondo Monetario Internacional. World Economic Outlook
Database
http://www.imf.org/external/pubs/ft/weo/2014/02/weodata/weoselgr.aspx
EUROSTAT (2015). Tabla de poblacién.
http://ec.europa.ew/eurostat/tgm/table.

2.1.El PIB de paises asiaticos, Colombia y el Mundo

De la figura 2 se infiere que los ocho paises que representan a Asia en
la Investigacion tuvieron un crecimiento del PIB de 32% entre 2010
y 2013 teniendo mayor impacto el incremento de 59% de China y
el 26% de Malasia y Singapur. Para el caso colombiano, el PIB creci¢
27% superando en crecimiento solo a la India e Indonesia y en valor
del PIB a Singapur y Malasia.

Paises como Japon, Corea, Singapur y Taiwan son considerados
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eficientes al tener aportes al PIB mundial mayores que su proporcién
de la poblacion mundial. Este comportamiento evidencia una alta
competitividad en sus procesos productivos y mano de obra eficiente.
Para Colombia esta relacion es negativa siendo mayor el aporte a la
poblacion mundial que su contribucién al PIB global como consecuencia
de la baja productividad de su mano de obra.

El PIB per capita de Singapur para 2013 crecio 19% respecto al afio
2010, superando en 4,2% a EEUU y en 59% UE, siendo considerado el
pais asiatico de mayor crecimiento con una poblacién de 5,4 millones
de habitantes, distante de los 316 millones de EEUU y los 505 millones
de la UE. En el caso de China, el PIB per capita crecio 57% entre 2010
y 2013, mientras que para Malasia se increment6 en 21%, Singapur
19%), Indonesia 18% y Corea 17%. Por su parte Taiwan registra un PIB
per capita que representa el 40% de este valor para EEUU y el 60%
de UE con menos del 8% de poblacion total de EEUU y del 5% de la
poblacion total de UE. En la comparacion entre Colombia y los paises
asiaticos en estudio, el PIB per capita de 2013 lo ubica en séptimo
lugar, superando a China, India e Indonesia, paises cuya poblacion es
mayor considerando los 47. millones de habitantes al afio 2013.

El éxito del crecimiento asiatico de Singapur y Malasia, se debe a un
marco econdmico-institucional que ha acelerado el desarrollo, apoyado
en: a) el diseno de estrategias politicas y econémicas a largo plazo y su
comunicacion a la poblacion, b) la agilizacion de los tramites para la
apertura de negocios comprendiendo que el crecimiento econémico
y la prosperidad se sostiene desde el sector privado, y ¢) esquemas
tributarios razonables y estables como incentivo a la iniciativa privada
(Calderon, 2013).
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Tabla 2. PIB de paises asiaticos, Colombia y el Mundo

Poblacién % PIB per
] PIB (Billones | % PIB ] ]
Pais Anos (Millones de Poblacion Capita
uss) Mundial
habitantes) Mundial (USS)
2010 5.950 9,20 1.341 19,43 4.438
China
2013 9.469 12,70 1.361 19,17 6.960
nai 2010 1.708 2,65 1.195 17,32 1.430
ndia
2013 1.877 2,50 1.244 17,52 1.510
2010 709 1,10 238 3.45 2.985
Indonesia
2013 870 1,16 248 3,49 3.510
2010 5.495 8.55 128 1,86 42.920
Japdn
2013 4.900 6,55 127 1,80 38.470
2010 1.094 1,70 49 0,71 22.150
Corea
2013 1.305 1,75 51 0,72 25.980
2010 248 0.38 29 0,42 8.660
Malaysia
2013 313 0,42 30 0,42 10.460
2010 237 0,37 5 0,07 46.570
Singapur
2013 298 0,40 5 0,08 55.200
2010 428 0,66 23 0.34 18.490
Taiwdn
2013 489 0,65 23 0.33 21.000
Totales 2010 15.869 24,60 3.008 43,60 18.455
2013 19.521 26,20 3.090 43,50 20.386
2010 287 0,44 46 0,66 6.306
Colombia
2013 379 0,51 47 0.66 8.030
Mundo 2010 64.525 6.900 9
2013 74.700 7.100 11

Elaboracion: Omana (2015)

Fuente: Fondo Monetario Internacional. World Economic Outlook
Database http://www.imf.org/external/pubs/tt/weo/2014/02/weodata/weoselgr.aspx
PIB expresado en doélares corriente
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2.2.El comercio asiatico

Para analizar el alcance del flujo comercial de los paises asiaticos en
estudio es necesario visualizar su posicion ante EEUU y UE. En la

figura 3 se presentan las exportaciones e importaciones de Asia, EEUU
y EU para los afios 2010 y 2013.

El flujo comercial positivo de los paises estudiados es un indicador
del potencial exportador de la region y su capacidad de satisfacer los
mercados locales, ademas de su capacidad de influir en los precios
internacionales.

Representado Asia, la UE y EEUU el 70% del comercio mundial
considerando las cifras de sus exportaciones e importaciones que se
muestraenlaTabla3,lospaisesasiaticosrepresentanel 28% del comercio
global y el 40% de lo aportado por este tridente. Esta participacion
evidencia el papel preponderante de Asia en el mercado internacional,
apalancado sobre fortalezas como: a) la demografia: poblacién con
edad media menor a 30 afios, b) la adopcién de criterios de austeridad
para gestionar su endeudamiento, y ¢) programas de cobertura social
limitados permitiendo déficit moderados con capacidad de reaccion a
potenciales crisis econémicas (Calderén, 2013) (International Labour
Organization and Asian Development Bank, 2014)
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Tabla 3. Comercio asiatico, EEUU y UE

; Exportaciones Importaciones Balanza
Pais Anos
(billones USS) (billones USS) (billones USS)
Paises de 2010 4,016 3.728 288
Asia en
. 2013 4,945 4.800 145
estudio
UE 2010 5.070 5250 -180
2013 5.990 5830 160
Estados 2010 1.280 1970 -690
Unidos 2013 1.580 2330 -750
2010 15.050 15.290 -240
Mundo
2013 17.970 18.700 -730

Elaboracidén: Omana (2015)

Fuente: Trade Map. Trade Indicators. http:/www.trademap.org/Country_SelProduct_TS.aspx
Expresado en dolares corrientes

2.3 El comercio de paises asiaticos, Colombia y el
mundo

De acuerdo con los datos suministrados por Trade Map y resumidos
en la figura 4, los paises asidticos objeto de estudio evidencian brechas
en su flujo comercial con respecto a China como lider quien en sus
exportaciones e importaciones duplica al Japén y es 12 veces mayor
que Indonesia.

Considerando la variacion entre 2010 y 2013, India fue el pais que
mayor variacién positiva en sus exportaciones con 53% seguido por
China con 40% y Singapur con 17%. Colombia tuvo un desempetio
superior a los paises asiaticos incrementando sus exportaciones en
48%, siendo mas del doble del registrado a nivel global.

Con respecto a la variacion en las importaciones entre 2010 y 2013,
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Taiwan con 7% es el pais con valor mas bajo seguido por Corea 21%.
Colombia tuvo un incremento en las importaciones de 46% mientras
que los paises del mundo incrementaron su valor en 22%.

Cabe destacar que la balanza de los paises estudiados es positiva a
excepcion de la India y Colombia. Este superavit en la balanza
comercial demuestra que los paises de Asia tienen capacidad para
producir excedentes que colocan en el mercado internacional ademas
de satisfacer la demanda local (ver tabla, 4).

; Exportaciones Importaciones Balanza
Pais ANOS
(billones US$) (billones US$) (billones US$)
2.010 1.578 1.396 182
China
2.013 2.209 1.950 259
2.010 220 350 -130
India
2.013 337 466 -129
2.010 158 136 22
Indonesia
2.013 183 187 -4
2.010 770 694 76
Japdn
2.013 715 833 -118
2.010 466 425 4]
Corea
2.013 560 516 44
2.010 199 165 34
Malaysia
2.013 229 206 22
2.010 352 311 4]
Singapur
2.013 410 373 37
2.010 274 251 22
Taiwdn
2.013 304 269 34
2.010 4.016 3.728 289
Totales
2.013 4.945 4.800 145
2.010 40 4] -0,9
Colombia
2.013 59 59 -0,6
2.010 15.050 15.290 -240
Mundo
2.013 17.790 18.700 -730

Elaboracion: Omana (2015)
Fuente: Trade Map. Trade Indicators. http:/www.trademap.org/Country_SelProduct_TS.aspx
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3. Conclusiones

Las contribuciones al PIB mundial de los paises asiaticos emergentes
como Malasia, Corea, Singapur y Taiwan, son superiores a sus aportes
a la poblacion global, siendo un reflejo de eficiencia en su mano de
obra.

Paises asidticos con menor poblaciéon han generado mayores
crecimientos en su PIB mejorando las expectativas de crecimiento
econémico de la region.

Colombia, a pesar de haber incrementado su PIB entre 2010 y 2013,
aporta mayor proporcion a la poblacién mundial que PIB evidenciando
ineficiencia en su mano de obra.

Los EEUU y la UE tienen aportes al PIB global mayores que su
contribucion a la poblaciéon como resultado de procesos y mano
de obra eficientes. A pesar del crecimiento en el PIB global de los
paises asidticos en estudio, la relacion porcentual de aportes al PIB y
poblacion mundial siguen evidenciando ineficiencia en la mano de
obra de algunos paises tales como China, India e Indonesia quienes
representan el 40,18% de la poblacion mundial.

La balanza positiva global de los paises asiaticos evidencia su para
atender el mercado local e internacional. EEUU, la UE y Colombia
presentan balanzas negativas con lo cual se deben diversificar los
mercados hacia Asia capitalizando su entrada en un mercado de 4.140
millones de habitantes.
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ESTRATEGIA, COOPERACION Y DESARROLLO DE LAS
REGIONES.

*Jesuis Alfonso Omana Guerrero
Resumen

Las organizaciones en su propoésito evolucionista de nacer, crecer,
permaneceryperdurareneltiempoestansujetasdiariamenteaconstantes
desatfios para lo cual el desarrollo de actividades que las conviertan en
referentes del sector y/o de la industria es fundamental. Estos desafios
hacen que las organizaciones se encuentren en el monitoreo constante
de los factores que conlleven a decisiones acertadas lo cual incide
directamente en su éxito siendo las estrategias la herramienta primordial
en la busqueda de tal fin. El presente articulo tiene como propdsito en
su primera fase hacer una revision literaria acerca de la definicion de
estrategia, su evolucion cronolégica y desarrollo hasta el surgimiento
de la cooperacién y sus aplicaciones al campo de la administracion;
como segunda fase se plantea el estudio de investigaciones empiricas
que evidencien la aplicacion de las estrategias de cooperacion en el
desarrollo de las regiones.

Palabras claves: Estrategia, Estrategias de Cooperacion, Desarrollo de
Regiones.
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Abstract

Organizations in their evolutionary purpose of birth, growth, stay and
endure over time are subject to constant daily challenges for which
the development of activities that become industry benchmark and
/ or industry is essential. These challenges make organizations are in
constant monitoring of the factors that lead to good decisions which
directly affects their success strategies being the primary tool in the
pursuit of that goal. This paper aims to make its first phase a literature
review on the definition of strategy, its chronological evolution and
development to the emergence of cooperation and its applications
to the field of management, as a second phase focuses on the study
of research empirical evidence the implementation of cooperation
strategies in developing regions.

Key Words: Strategy, Cooperation Strategy, Developing Regions
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1. DESDE LA ESTRATEGIA

Las organizaciones sin distingo de razon social o propédsito se
encuentran en la busqueda constante de acciones planificadas que
conlleven al crecimiento sostenible de sus instituciones en términos de
perdurabilidad. Diversos autores definen a la estrategia considerando
su perspectiva del mundo empresarial, asi como el contexto en tiempo
y espacio en el cual se hace referencia a esta. La estrategia tiene su
origen del griego Stratos (ejército) y Agein (conductor, guia) siendo
aplicada en la actualidad tanto en los ambitos organizacionales como
en el diario acontecer del ser humano, guardando las distancias en
cuanto a su alcance e impacto. En los procesos de indagacion en la
revision literaria, se ha encontrado que los autores contemporaneos
mas importantes tienen puntos de coincidencia en aspectos
fundamentales en el cémo se concibe la estrategia. Es asi como la
determinacion conjunta de los objetivos y las metas de largo plazo en
las empresas y la adopcion de lineas de accion para alcanzar dichos
objetivos condicionada a los recursos disponibles, constituye una
de las primeras definiciones de la estrategia enmarcada en el ambito
empresarial, evolucionando posteriormente hacia el desarrollo de
aplicaciones especificas en el campo de la mercadotecnia como lo son
las estrategias de penetracion de mercado, el desarrollo del producto y
el desarrollo de mercado, con énfasis en la diversificacion, laintegracion
vertical y la integracion horizontal (Chandler, 1962) (Ansoft, 1965).
En el proceso de evolucion de la definicion de estrategia y como
alternativa para responder a situaciones cada vez mas complejas tanto
al interior de la organizacion como en el entorno empresarial, algunos
autores coinciden en la necesidad del estudio de las relaciones entre
los factores internos y externos de las organizaciones dando origen
a la primera aproximacion hacia la matriz DOFA (Selznick, 1957)
(Kenneth, Learned, Christensen, Andrews, & Guth, 1965). Con el
desarrollo de la definicion de la estrategia y su aplicacion al campo de
la administracion , surgen numerosas publicaciones que permiten la
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diversificacion de sus practicas y el empleo en areas especificas de la
organizacion destacandose entre ellas la administracion por objetivos,
la diferenciacion y el liderazgo por costos (Ducker, 1954) (Porter M.
, 1985) siendo éstas consideradas una contribuciéon sin precedentes
para futuras investigaciones dentro de las cuales sobresalen el enfoque
de los altos crecimientos y beneficios organizacionales como resultado
de la diferenciacion y el bajo costo en mercados de alta competencia
presentado en la Estrategia de los Océanos Azules (Kim & Mauborgne,

2005).

En los afios 60 surge la necesidad de comprender el Impacto de
los Beneficios del Marketing Estratégico (PIMS -Profit Impact of
Marketing Strategies-, por sus siglas en inglés) principalmente con
el surgimiento de los mercados compartidos que generaban ventajas
relativas a partir de la aplicacion de estrategias tales como la integracion
vertical u horizontal, la diversificacion, las franquicias, las fusiones y
adquisiciones, cuyo propdsito era promover las economias a escala
con el beneficio de las curvas de experiencia de cada organizaciéon
que hacia parte de la negociacion, lograndose con ello importantes
incrementos en las utilidades y beneficios de las organizaciones
(Buzzel & Gale, 1987). Estas estrategias tenian como valor agregado
la minimizacion de los efectos del entorno en la interdependencia y
la incertidumbre a partir de las relaciones interorganizacionales como
herramienta de control externo a las organizaciones, fundamentado
en la Teoria de Recursos de Dependencia (Pfeffer & Salancik, 1978)
(Hillman, Withers, & Collins, 2009).

Autores de mas reciente publicacion consideran la estrategia como
un proceso que facilita la obtenciéon de ventajas sostenibles sobre los
competidores, teniendo un patrén de comportamiento evidenciado
en la construccion de una posicion competitiva a largo plazo, poco
imitable, fundamentado en el liderazgo en costos, la diferenciacion
y la alta segmentacion (Ohmae & Kenichi, 1983) (Mintzberg, 1993)

124




El Entorno de los Negocios en Iberoamérica

(Porter M. , 1996). La consolidacién de esta tendencia se robustece
en la necesidad de complementacion de las organizaciones siendo las
motivaciones mas comunes en este acercamiento el logro de economias
a escala y el aprendizaje entre uno o mas socios, el riesgo compartido
en términos de requerimiento de capital e investigacion y desarrollo, el
acceso a beneficios de los activos de otras firmas por ejemplo tecnologia,
el acceso a nuevos mercados, el capital, la capacidad de produccion, la
mano de obra, entre otros (Porter & Fuller, 1986) (Faulker & Campbell,
2006). Posteriormente surge la disyuntiva entre cooperar o competir
teniendo esta tltima antecedentes en experiencias consideradas como
oportunismo minimizando esta amenaza con el individualismo,
en el entendido que el aprendizaje desde esta perspectiva favorece
al desarrollo de nuevas capacidades y enriquece las ideas propias
fomentando el deseo de aprender de si mismos y de la experiencia
de otros lo cual es considerado una transicion entre el competir y
el cooperar (Ojeda, 2010). Es asi como surgen diversos enfoques
que tienen su coexistencia en las definiciones de Saber Cémo (Know
How), Saber Qué (Know What) y Saber Quién (Know Who) siendo
estas una de las formas de cooperacién cuya base esta cimentada en la
transferencia de conocimiento y el conocimiento compartido teniendo
como propodsito de aplicacion la minimizacion de la emergencia de las
crisis especificas surgidas desde el interior de la organizacién centrando
sus esfuerzos en la capacitacion del personal de la alianza o en la
divulgacion de la experiencia laboral desde las areas mas especificas
hasta las mas complejizantes (Prahalad & Hamel, 1990) (Garud &
Kumaraswamy, 1993) (Cohen, 1994) (Nkosi, 2012) (Restrepo Puerta,
2004). Los elementos de gestion del conocimiento identificados por
los autores como parte de la cooperacion interorganizacional son: los
transaccionales, los analiticos, los basados en los procesos y gestion de
bienes, el desarrollo del conocimiento, la innovacion y la creacion de
conocimiento. (Binney, 2001).
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2. HACIA LA COOPERACION

De manera formal o informal hoy dia las organizaciones se encuentran
en la busqueda permanente de la cooperacion como mecanismo de
consolidacion de los objetivos propios de la organizacion, identificando
e implementando las estrategias colectivas que permitan resolver
los problemas conjuntos manteniendo su autonomia como ente
organizacional (Grueso, Gomez, & Garay, 2009). Las estrategias de
cooperacion se fundamentan en el compromiso de las caracteristicas y
habilidades del personal de la firma involucrando acuerdos con terceros
que permitan el desarrollo, permanencia y gerencia de las relaciones
que promuevan actividades propias, con las cuales se logren objetivos
individuales y comunes a través de sus miembros (Wilkinson & Young,
2002), asi como mejorar la posiciones de mercado sin competir entre si,
permitiendo una estructura de empresa mas fortalecida y competitiva,
garantizando minimizar barreras para su participacion y generar nuevas
barreras para sus competidores (Belderbos, Carree, & Lokshin, 2006),
creando una posicion relativa mds activa e interactiva que el “Sillon
de Planificaciéon” promovido hasta el momento (Hammel & Prahalad,

1989).

El origen de la cooperacion se encuentra en los enfoques relacionados
con competencia, siendo necesario comprender su evolucién y la
intima relacion que subyace en cooperar para competir asumiendo el
compromiso contractual o moral de compartir los beneficios derivados
de la relacion y al mismo tiempo crear valor (Ojeda, 2010). En el
anio 1980 surge la Estrategia Competitiva como modelo que permite
analizar en primer lugar el atractivo de los sectores industriales desde
la perspectiva de la rentabilidad, asi como de los factores de los cuales
depende y en segundo lugar los factores de la posicion competitiva
que se ocupa dentro de este sector (Porter M. , 1980). A mediados de
los afios 80 surge el concepto de Ventaja Competitiva (Porter, 1985)
proviniendo fundamentalmente del valor que una empresa logra crear
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parasus clientes, enfocado en laafirmacion que tanto el Estado como las
empresas deben aplicar politicas para la creacion de productos de alta
calidad para ser comercializados al maximo valor posible basado en la
heterogeneidad de la oferta y la condicion de poca imitabilidad de los
productos como resultado de la aplicacion de economias a escala en los
bienesy servicios que direccionan el mercado hacia los precios Premium
a cambio de un beneficio superior que compensa las diferencias con
precios inferiores (Warf & Stutz, 2007) (Porter M. , 1987). La entrada
de este enfoque al campo de la estrategia implica la descomposiciéon de
actividades individuales de la empresa en la busqueda del liderazgo de
bajo costo y la diferenciacion conducente a la identificacion de grupos
estratégicamente relevantes para comprender los comportamientos de
la organizacion y su entorno para lo cual propone el andlisis de las 5
fuerzas para el logro de las ventajas competitivas sostenibles —poder
de negociacion de los compradores, poder de negociacion de los
proveedores, amenaza de los nuevos entrantes, amenaza de productos
sustitutivos y rivalidad entre competidores-, las estrategias genéricas,
la cadena de valor, los grupos estratégicos y los clusters.

Posterior a la propuesta de Porter acerca de las ventajas competitivas
surge una contraposicion considerando que los retornos excepcionales
se dan especialmente como producto de la pertenencia de lasempresasa
una industria con caracteristicas estructurales favorables conociéndose
como el enfoque de Perspectiva Relacional bajo el cual una forma
de obtener ventajas competitivas es a través de las relaciones que se
establecen entre las organizaciones pudiendo extenderse mas alla de
los limites de la empresa lo cual se traduce en ventajas competitivas
interorganizacionales (Dyer & Singh, 1998). El reconocimiento de la
importancia de las relaciones entorno a la organizacion lleva a rescatar
algunos estudios previos que enmarcaban el como las organizaciones
son efectivas en su entorno, asi como los factores a considerar en los
procesos organizacionales paramejorarlaefectividad bajo la perspectiva
biolégica de la supervivencia del mas fuerte, surgiendo el enfoque
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de red como respuesta a estos planteamientos con la propuesta de
tres supuestos: la interdependencia que se da entre las empresas que
conformanlared,laheterogeneidad delosrecursosylaco-evolucion que
se da como producto de las interdependencias (Hakansson & Snehota,
1995) representando esta perspectiva la primera aproximacion en la
identificacion de la necesidad de conformar redes de cooperacion para
mejorar su propio desempeno mediante los procesos de transferencia
de conocimiento y compartir conocimiento.

Comprender que las organizaciones funcionan como organismos
que siguen patrones de adaptacion de comunidades humanas es la
concepciondelaPerspectivaEcolégica'’planteando que dichosprocesos
de adaptacion se encuentran determinados por cuestiones sociales,
culturales y técnicas que son comunes en el entorno al momento de
la creacion de la cohorte (Hannan & Freeman, 2009). De igual forma
la perspectiva ecologica reconoce el rol que tienen las poblaciones
y comunidades de poblaciones en el comportamiento general de la
organizacién como subunidades que conforman la empresa dando
origen a la ecologia organizacional (Hannan & Freeman, 1977).

Posteriorala Perspectiva Ecologica surge la Perspectiva de Dependencia
de los Recursos en la cual se retoma la importancia que tienen las
estrategias de cooperacion para las organizaciones, siendo el interés
particular el estudio de la necesidad que tienen las organizaciones
de establecer transacciones y relaciones con elementos del entorno
que, debido a la escasez de recursos adquieren un poder significativo,
presionando a lamasa productiva a apalancarse en la cooperacion como
medio para garantizar la perdurabilidad empresarial, adjudicandole a
la organizacion su caracter de organismo adaptativo con capacidad
para cambiar y ajustarse al entorno. La perspectiva de dependencia

17 Sibien la Perspectiva Ecoldgica considera la empresa en funciéon de su pertenencia a una comunidad, no
tiene como fundamento la cooperacién como fuente de ventaja, siendo referenciada para el presente articulo solo
de manera tangencial como parte de la cronologia de la revision bibliografica y para mantener la homogeneidad
en la presentacion secuencial de las diversas perspectivas.
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de los recursos se estructura en 5 acciones que permiten minimizar la
dicha dependencia: la fusion e integracion vertical, joint venture y otras
relaciones interorganizacionales-consorcios de investigacion, acuerdos
de marketing conjunto, relaciones comprador vendedor-, consejos o

mesas de administracion, acciones politicas y sucesiones ejecutivas.
(Pfeffer & Salancik, 1978) (Hillman, Withers, & Collins, 2009).

En la cooperacion entre empresas se pueden evidenciar procesos
interorganizacionales tales como la formacion de clusteres, distritos
industriales, alianzas y/o redes empresariales mediante las cuales
las organizaciones se re-estructuran continuamente para mejorar su
posicion en el mercado sin competir entre ellos (Porter M. , 1998)
(Boisier, 2005) permitiéndoles una conformacién que les permita una
mayor competitividad e incrementos en la rentabilidad en la busqueda
permanente de una mayor participacion hacia el desarrollo sostenible,
impactando favorablemente en la competitividad, la innovacion y la
productividad de las empresas en un territorio o region (Porter M.
, 2003) (Alburquerque, 2004) (Enriquez, 2008) (Méndez, 2001)
(Verschoore, 2003).

3. DESDE LA COOPERACION IN SITU

Enlaactualidad, las formas de hacer negocios basados en la cooperacion
han presentado un crecimiento importante en la participacion de
empresas de diversa indole, sin importar su tamafno ni el sector
industrial al cual pertenecen, influenciando de manera significativa las
relaciones comerciales entre paises o grupos de paises fundamentados
en los acuerdos y tratados internacionales complejizando cada dia
mas las relaciones entre ellos. Las actividades de cooperacion entre
empresas vienen incrementandose exponencialmente alrededor del
mundo empresarial esto debido a la necesidad de compensar las
limitaciones propias de la firma desde la perspectiva individual, como
estrategia para responder de manera adecuada a la amenaza constante
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de una demanda creciente y cada vez mas compleja, siendo los cambios
tecnologicos y la contraccion del acceso a los fondos para inversion los
factores de mayor influencia en un escenario econémico caracterizado
por la incertidumbre y la turbulencia (Faulker & Campbell, 2006).

Las estrategias de cooperacion suelen ser de diversos tipos de acuerdo
al fin que persiguen, al tipo de relacion que se establezca y al propésito
de la misma (Ver tabla 1). Esta caracterizacion se corresponde con la
singularidad de la cooperacién resaltando factores que justifican la
vinculacion fundamentados en: los tipos de industria y/o sector, la
creacion y desarrollo de conocimiento, las transacciones a realizar, los
procesos compartidos y gestion de bienes, la forma de vinculacion, la
duracion de la alianza, los aspectos legales que los comprometen, el
ambito geografico en el cual se ubican, entre otros.

Tablal. Enfoques de las Estrategias de Cooperacion.

Enfoque

Tipos

Autores

Fin perseguido

Para el aprendizaje
Para la

complemento-de habilidades

substitucion-

(Faulker & Campbell,

2006)

Propdsito Objetivos de mercado (Faulker & Campbell,
Transferencia de tecnologia 2006)
Investigacion y Desarrollo
Internacionalizacion
Crecimiento de la Empresa
Al instrumento | Sin Participacion de Capital (Johanson &
juridico Con Participacion de Capital Mafttsson, 1991)
Al entorno | Financieros (Johanson &
econdmico Organizacionales Mattsson, 1991)

De comercializacidon

A la actividad a

desarrollar

Comerciales
Tecnoldgicos
Productivos

Financieros

(Coyne, 1991)
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Por tamano de

Intervinientes

Pequenas y Medianas Empresas

Grandes Empresa

Empresas Mixtas

(Menguzzato, 1992)
(Fernandez Da Silva,
2005)

Vinculacion  de
participantes  /
Estructura y

Admbito industrial

Horizontal
Vertical
Simbidtica

Comensalista

(Menguzzato, 1992)
(Fernandez Da Silva,
2005)

Constitucion Formal (Hagedoorn, 1993)
Informal (Sebastian, 2000)
Recursos Estructurada (Menguzzato, 1992)
compartidos No estructurada
Ambito Local (Faulker & Campbell,
geogrdfico Regional 2006)
Nacional
Internacional
Mercado Sector Publico (Hagedoorn, 1993)
Sector Privado
Conexion Directa (Casanueva, 2003)
Indirecta
Fortaleza del | Sélido (Casanueva, 2003)
vinculo Débil
Duracion Permanente (Sebastian, 2000)
Temporal
Recursos deredy | Agregacion (Briones, Laborda, &
continuidad Heuristicas Lépez, 2007)

Transaccionales

Orguestacion

(Fernandez Da Silva,
2005)

En funcidn del

aprendizaje

Comerciales
Hibridas

De aprendizaje

(Briones, Laborda, &
Lopez, 2007)

Fuente: Omana, J. (2012)
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4. HACIA EL DESARROLLO DE LAS REGIONES
Antecedentes.

El desarrollo de las regiones es el resultado directo de su desempetio
en términos de salario, crecimiento salarial, incremento del empleo y
la tasa de patentes registradas (Porter M. , 2003). Para otros autores
el desarrollo esta determinado por la capacidad de las organizaciones
que conforman una region para fomentar la generacion de empleo y
la dinamizacion de la economia ampliando la capacidad de afrontar
dificultades y limitaciones utilizando como medio para lograrlo la
flexibilidad, la capacidad de reaccién y la articulacion en el ambito
de los sistemas complejos como el entorno local, las comunidades y
el medio ambiente (Sbragia, 2002). La definicion de los factores que
marcan el desarrollo local orientado desde la cooperacion, promueve
el mejoramiento de las condiciones de las regiones, asi como la
optimizacion de los procesos de su tejido industrial, de manera que
los beneficios representen un beneficio tangible y/o intangible para
sus habitantes (Michalus, Hernandez, & Sarache, 2009). Los estudios
acerca de la competitividad y el desarrollo economico de las naciones
han permitido el surgimiento de investigaciones empiricas en las cuales
los cientificos regionales y economistas han identificado diferencias
sustanciales en el rendimiento econémico regional y nacional debido
a la especializacion econémica de las regiones y la diversidad (Glaeser,
Kallai, Scheinkman, & Shleifer, 1992) (Henderson, Kuncoro, &
Turner, 1995) (Henderson, 1999), (Harrison, Kelley, & Gant, 1996),
(Baptista, 1998), (Feldman & Audretsch, 1999) (Ketelhohn, 2002)
infiriendo que los determinantes esenciales de desarrollo se encuentran
en el nivel regional al evidenciar que factores fundamentales como
el salario, la especializacion en el trabajo, la composicion de las
industrias y su concentraciéon determinan la capacidad adquisitiva
de sus habitantes y las oportunidades para incentivar la cooperacion
lo cual repercute en el desempenio empresarial y la calidad de vida
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(Porter M. , 2003). Otros estudios plantean que el desarrollo local es
la concertacién entre los actores —sectores y fuerzas- que interactian
en un territorio determinado, para impulsar un proyecto comun que
combine la generacion de crecimiento econémico, equidad, cambio
social y cultural, sustentabilidad ecolégica, enfoque de género, calidad
y equilibrio espacial y territorial, con el fin de elevar la calidad de vida
de cada familia y ciudadano que viven en ese territorio y contribuir
al desarrollo de pais y a una mejor insercion de éste a la economia
internacional (Barreto & Garcia, 2005). Estudios desde la variedad de
las perspectivas disciplinarias acerca de las regiones de fronteras entre
México y Estados Unidos incluyen aspectos econémicos, geograficos,
zonas urbanas-rurales, asi como factores relacionados con la sociologia
y la cultura (Stoddard, 1978) (Stoddard, 1983) (Herzog, 1990) (Schafer
& Pick, 2000).

4.1. Algunas Experiencias Aplicadas

Desde la investigacion empirica diversos investigadores han abordado
el tema de cooperacion y desarrollo local en multiples aplicaciones y
en diversas dreas. La experiencia de veintinueve micros, pequenas y
medianas empresas productoras de bienes o prestadores de servicios
relacionados con el campo ambiental (Ojeda, 2009) involucra de
manera directa e indirecta empresas prestadoras de servicios basicos
(agua, residuos) como protectoras del ambiente (aire, suelo, energia).
Para el desarrollo de la investigacion se consider¢ aplicar cuestionarios
a empresarios con particular interés en identificar lo que hace que
estos elijan alternativas de cooperacion hacia la preservacion del medio
ambiente encontrandose tendencias, discrepancias, nuevos factores
e interrelaciones utilizando como medio de analisis el contraste, la
triangulacion y la busqueda de complementariedades. La investigacion
evidencialapreocupacion delosempresariosporel entornoalaempresa
y el reconocimiento del ambiente como cooperante en sus procesos
productivos y/o de prestacion de servicios conformando grupos de
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capacitacion a partir del compartir conocimiento considerando que
esta estrategia favorece el desarrollo de nuevas capacidades y enriquece
las ideas propias.

Otra experiencia de la cooperacion y el desarrollo estd representada por
la investigacion empirica acerca del desarrollo de sistemas productivos
locales en pequetias empresas como estrategia para el desarrollo local
en Dinamarca, Emilia-Rogmana y la comunidad Valenciana (Espana)
(Pezzini, 2010) teniendo como hallazgos destacables el reconocimiento
de las capacidades de los actores locales para acelerar el proceso de
policy making '® en los sistemas productivos locales, en los cuales
los profesionales locales se preguntan cémo es posible extender el
empleo y el desarrollo industrial y fortalecer la competitividad y la
habilidad para innovar, en lugares donde las economias locales se
basan en simples aglomeraciones de pequenas empresas con unos
resultados econémicos poco satisfactorios, evidenciado en los bajos
niveles de relaciones entre empresas y las dificultades para forjar
intereses comunes entre los grupos de interés y los empresarios. Estos
profesionales locales promueven la interrelacion de las empresas
como paso previo a la cooperacion en la busqueda del desarrollo local
buscando medidas para estimular la transformacion de grupos de
pequenas empresas en sistemas de pequenas empresas, compartiendo
sus conocimientos, minimizando las dificultades y maximizando los
resultados econdmicos causando impacto sobre el empleo, los salarios
y el desarrollo comun basado en casos exitoso de distritos industriales
que desean emular.

El Programa de Naciones Unidas para el Desarrollo (PNUD) y el
[nstituto para la Integracion de América Latina (INTAL) suscribieron
un convenio para realizar de manera conjunta un estudio sobre
los procesos de integracion y de cooperacion en América Latina

18 Se define segtn (Lindblom, 1959) como el proceso de aproximaciones sucesivas a un objetivo deseado,
donde incluso éste se halla sometido a continuas consideraciones.

134




El Entorno de los Negocios en Iberoamérica

identificindose los elementos para la integracion y otras formas de
cooperacion (Tomassini, 1977) fundamentando su investigacion en
el analisis de las tendencias globales y las perspectivas de los procesos
de integracion de la region identificindose las oportunidades de
cooperacion existentes en sectores tales como agricultura, comercio
y produccion de materias primas teniendo como eje fundamental el
apoyo tecnolédgico, la minimizacion de las barreras arancelarias y la
busqueda del crecimiento industrial hacia adentro basado en modelos
de desarrollo cooperativo con la combinacién e intercambio de recursos
productivos de que disponen los paises, minimizando la influencia
de tendencias restrictivas al capital, el financiamiento externo, la
devaluacion de las monedas locales y las limitaciones impuestas por
la coyuntura internacional a la capacidad de importar de sus pares
latinoamericanos teniendo como beneficio el crecimiento con la
cooperacion de los gobiernos de laregion con modelos de desarrollo que
dependan, cada vez en mayor medida, de la movilizacién de recursos
internos y de la cooperaciéon econémica reciproca. Este enfoque da
origen, posteriormente a investigaciones acerca de América Latina y el
Consenso de Washington (Casilda Béjar, 2004) en el cual se considera
que las amplias reformas econémicas derivadas del consenso advierten
una sensacion generalizada de insatisfaccion debido a las decisiones
asumidas durante los afios 90, presionando a la busqueda de opciones
que garanticen un mayor crecimientos, sustentable y con equidad,
debido a la desigual distribucion de los ingresos y la pérdida de
oportunidades generando inestabilidad y una profunda crisis. Las firmas
de convenios de cooperacion mutua se convirtieron en escenarios de
competencia indiscriminada dejando a los paises de Latinoamérica en
el rol de proveedores de materias primas y consumidores de productos
resultado de su transformacion. Los paises afectados se vieron en la
obligacion de crear nuevas organizaciones de cooperacion bilateral
y posteriormente multilateral para disenar reformas estructurales y
politicas econémicas para minimizar el efecto de los errores vividos
consiguiendo en estos nuevos escenarios los medios para el progreso
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para el desarrollo con equidad acortando distancias con sus vecinos mas
favorecidos y consolidando su participacion en mercados regionales
sin la participacion de los grupos intermediarios que causaron efectos
catastroficos en el pasado reciente.

El desarrollo hacia adentro permitié que la competitividad llegara a
las regiones en el interior del pais con lo cual surge la definicion de
ciudades competitivas-ciudades cooperativas (Cabrero, Orihuela, &
Ziccardi, 2003) considerando que estos grupos de ciudades logran
participar en el mercado internacional y nacional, atraer inversion,
generar empleo, asi como ofrecer mayor desarrollo demostrado en
el incremento de la calidad de vida de quienes habitan e incluso
logrando una mayor cohesion social. De la investigacion surgen
ademas definiciones como competitividad urbana y estrategias de
competitividad de las ciudades, regiones o sistemas locales a partir
de la cooperacion interempresarial e intraempresarial, a partir de las
cuales se hace un diagnoéstico determinandose que las condiciones bajo
las cuales se desarrolla la competitividad y el cooperativismo tienen
que ver con la localizacion geografica de las empresas, la dotaciéon
de un conjunto de condiciones de produccion y de intercambio de
bienes y servicios ademas del desarrollo de las habilidades propias de
la organizacion que fomenten la transferencia de conocimiento o el
compartir conocimiento como metas comunes definidas de manera
explicita o implicita en contratos de cooperacion, dando origen a los
sistemas locales positivos definidos como la formacién de empresas en
un territorio como respuesta a una menor discriminacion contra los
agentes de menor tamafio relativo considerando que el sistema local
funciona apalancado en las competencias técnicas de las firmas mas
que en su tamano.

La Agenda 21 relaciona la Subsidiariedad y Cooperacién a favor del
Desarrollo Territorial Sostenible (Brunet, Almeida, & Coll, 2005) siendo
una iniciativa que, bajo liderazgo de laadministracion local y el impulso
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dela participacion ciudadana, permite identificar, desde la cooperacion,
los problemas y establecer propuestas de intervencion de abajo hacia
arriba, aplicando criterios e indicadores de desarrollo sostenible. La
estrategia de cooperacion se demuestra en la participacion de agentes
sociales, politicos y econdémicos para determinar desde diversas
metodologias cuales son los procesos de intervencion, planificacion e
implantacion de alternativas de solucion que promuevan el desarrollo
sostenible de las comunidades, sus empresas y su entorno, significando
un punto de partida para la profundizacion del sistema democratico
en la toma de decisiones relacionadas con el medio ambiente y la
sostenibilidad, interviniendo de forma significativa en las dinamicas
de las estructuras politicas y administrativas de las comunidades.
Desde el punto de vista metodologico el procedimiento consiste en la
eleccion de indicadores que permitan conocer la situacion actual de las
comunidades intervenidas, proceso en el cual participan empresarios,
trabajadores, miembros de la comunidad y los grupos de interés, esto
con el propésito de crear conciencia y compromiso de cambio en cada
uno de ellos desde la perspectiva de los sistemas blandos de toma de
decisiones (Checkland, 2000).

Con relacion a la cooperacion, el conocimiento y la innovacion como
politicas y agentes regionales de investigacion y desarrollo (Olazaran,
Lavia, & Otero, 2000), se pone de manifiesto la importancia del
capital social, entendido como cooperaciéon entre agentes que
componen el sistema de innovacion, la generacion de conocimiento
y los procesos. En esta investigacion se destaca la importancia de las
estrategias auténomas de especializacion para la profundizacion del
conocimiento que ha de ser compartido o transferido, resaltando la
importancia del desarrollo de planes de capacitacion hacia el interior
de las organizaciones ratificando la importancia de cooperar con un
profundo conocimiento en el drea de desarrollo con el objetivo de
cooperar para minimizar las dificultades que generan los entornos
cambiantes y promover el autoaprendizaje, ampliando el abanico de
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objetivos de los participantes. El caso Vasco de desarrollo regional
desarrollado durante la investigacion es considerado un modelo
exitoso en la creacion de estructuras regionales de investigacion y
desarrollo, siendo el proceso central la creacion de la estructura de
centros tecnoldgicos de capacitacion en campos considerados como
fundamentales en la region tales como los proyectos de cooperaciéon
tecnologica, la formacion de clusteres tecnologicos, el diseno de
programas estratégicos de desarrollo local y los centros de capacitacion.

Desde la perspectiva de la frontera colombo-venezolana, el estudio
de la cooperacion y el desarrollo binacional plantea la creacion de
un ambito fronterizo de cooperacion en la micro region formada
por el Estado Tachira y el Departamento de Norte de Santander
(Rodriguez, 1998). Esta investigacion plantea la constituciéon de un
espacio fronterizo apropiado para la implementacion de politicas
integracionistas, de cooperacion economica, ambiental, socio-cultural,
entre otras, enmarcado en el impacto de las politicas de seguridad y
defensa necesarias para el desarrollo de las actividades de cooperacion.
Para ello el estudio plantea la necesidad de crear normas juridicas
especiales al interior de la region binacional para crear un soporte
legal al comercio fronterizo, el uso de los recursos compartidos, el
transito de personal y mercancias, el empleo de capitales, la movilidad
laboral y el desarrollo de actividades comunes en capacitacion como
mecanismos de consolidacion de los objetivos propios y colectivos
en la busqueda de las alternativas de solucion a problemas de indole
fronterizo con autonomia propia de la region respecto a los gobiernos
nacionales.

Para estas actividades, los territorios de Colombia y Venezuela
son considerados subregiones con sus propias caracteristicas e
idiosincrasia, espacio en los cuales la integracion y la cooperacion han
sido considerados hechos espontdneos y dinamicos afectados sélo
por las contradicciones derivadas de un modelo de regionalizacion
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inadecuado, en ausencia de politicas coherentes de fronteras. La
investigacion reconoce que los departamentos-estados fronterizos
representan regiones periféricas a los centros de desarrollos de sus
respectivos paises, evidenciandose una situaciéon de marginamiento
respecto a los planes de desarrollo nacional, a pesar de contar con
importantes recursos naturales no explotados.

5. CONCLUSIONES

» A lo largo del recorrido por la revision tedrica de la definicion de
estrategia se resalta el papel preponderante de la cooperacion como
alternativa para afrontar los cambios en un mundo cada vez mas
complejizante, con entornos que exigen cada vez mayor presencia de
las organizaciones tanto a lo interno como a lo externo, propiciando
en ellas la busqueda de la interrelacion empresarial con el propésito
de desarrollar el individualismo como principio fundamental al
momento de iniciar los procesos de negociacion para la transferencia
de conocimiento o el compartir conocimiento.

 Las estrategias de cooperacion, desde la perspectiva de las vivencias
de las organizaciones a nivel mundial han generado importantes
aportes al desarrollo regional evidenciandose en la conformacion
de regiones especializadas en areas particulares de la produccion de
bienes y servicios destacandose entre ellas la capacitacion como eje
fundamental para iniciar los procesos de cooperacion y desarrollo.

e La revision de Algunas Experiencias Aplicadas, tanto a nivel
regional como global, no evidencia el progreso de investigaciones
que impliquen de manera particular las estrategias de cooperacion
para el desarrollo de las regiones de frontera, encontrandose de
manera puntual una dispersa la intencion del Centro de Estudios
de Fronteras e Integracion de la Universidad de Los Andes, el cual
promueve la creacion de mesas de trabajo para generar politicas de
Estado dirigidas a tal fin, estableciendo algunos acercamiento entre
los gobiernos y privilegiando los temas de Seguridad y Defensa
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por encima de la integracion cooperativista en la conformacion de
alianzas que conlleven al desarrollo de la regién como potencial
subregional y global.
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Realidad en Cifras. Caso: Venezuela 1980-2014

*Jesls Alfonso Omana Guerrero
*Giuseppe Vanoni Quezada
Resumen

El propésito del presente capitulo es presentar, desde la perspectiva de
los indicadores macroeconémicos, el comportamiento de Venezuela y
su comercio internacional durante los periodos presidenciales previos
y posteriores a Hugo Chavez, incluyendo su gestion. Esta vision de la
realidad venezolana, evidenciadaen cifras desde una perspectiva macro-
contextual del entorno, permite conocer cémo las cifras responden
a fenomenos cualitativos presentes en el contexto sociopolitico. Se
consideran como variables de estudio el Producto Interno Bruto (PIB) y
la Balanza Comercial, ademas de otras variables que permiten conocer
el contexto venezolano en gasto publico, precio del barril de petroleo y
las tasas de cambio, inflacion y desempleo. Para el analisis del Comercio
de Venezuela se presentan datos de socios comerciales estratégicos
como Colombia, los Estados Unidos de Norteamérica, China y Cuba,
ademas de la Asociacion Latinoamericana de Integracion (ALADI) y la
Comunidad Andina de Naciones (CAN). Adicionalmente se presenta
el Comercio de Venezuela en el Sector Petrolero y No Petrolero, una
breve resenia de su vinculacion a la CAN y Mercosur, ademas de los
convenios petroleros de integracion comercial. El estudio se apoya
en la revision de bases de datos del Fondo Monetario Internacional
(FMI), Organizacion de Paises Exportadores de Petréleo (OPEP), Trade
Statictics for International Business Development (Trade Map), United
States Census Bureau, Banco Mundial (BM), Population Reference
Bureau (PRB), Banco Central de Venezuela (BCV) y el Instituto Nacional
de Estadistica (INE), haciendo énfasis en tres periodos de tiempo:

1980-1998, 1999-2012, 2013-2014.

Palabras clave: comercio intrenacional, macroeconomia, PIB.
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Abstract

The purpose of this paper its show, from the perspective of
macroeconomic indicators, the behavior of Venezuela and international
tradesduringthe previousand subsequent presidencies of Hugo Chavez,
including its period. This vision of the Venezuelan reality, evidenced
in numbers from a macro-contextual environmental perspective, let’s
show how this numbers respond to qualitative phenomena present in
the sociopolitical context. It’s as study variables the Gross Domestic
Product (GDP) and the Trade Balance, in addition to other variables
that provide insight in to Venezuelan context in public spending, price
per barrel of oil and exchange rates, inflation and unemployment. For
the Venezuelan trade analysis consider the strategic partners such as
Colombia, United States of America, China and Cuba, in addition to
the Latin American Integration Association (ALADI) and the Andean
Community of Nations (CAN). Furthermore, shown the Venezuelan
Trade in the Oil and Non-Oil field, a brief overview of the relation to
the CAN and Mercosur, and the Conventions Oilers inside the trade
integration. The database used are International Monetary Fund (IMF),
Organization of the Petroleum Exporting Countries (OPEC), Trade
Statictics for International Business Development (Trade Map), United
States Census Bureau, World Bank (WB), Population Reference Bureau
(PRB), Banco Central de Venezuela (BCV) and the National Institute
of Statistics (INE), emphasizing three time periods: 1980-1998, 1999-
2012, 2013-2014.

Key words: International trade, macroeconomy, PIB

149




El Entorno de los Negocios en Iberoamérica

Introduccion

La realidad, como construccion social plantea la necesidad de
comprender los resultados de las relaciones entre organizaciones,
publicas y/o privadas, considerando la influencia del entorno en su
desempenio y su impacto en el contexto sectorial, gubernamental,
societal y natural (Lumijarvi, 2011) (Universidad del Rosario, 2012).
El estudio de las naciones debe ser parte de los programas y proyectos
vinculados a los contextos, ecosistemas, y la internacionalizacion.
El primero estudia las organizaciones en su macro-contexto como
sistema abierto en interaccién con el entorno, afectandose a lo interno
(Negandhi, 1975), el segundo vincula la realidad con fenomenos
emergentes como la globalizacion, la regionalizacion y la integracion a
mercados, gobiernos y comunidades internacionales (Wood, Logsdon,
Llewellyn, y Davenport, 2006; Narullay Duning, 2010; Guogis, Bileisis,
Kacevicius, 2010).

El tema de contextos e internacionalizacion para el caso venezolano
se puede analizar vinculando algunas variables que evidencian el
comportamiento desde la perspectiva econdémica y social.

Evolucion Economica de Venezuela 1980-2014

Para conocer cudl ha sido la evolucion de la economia venezolana antes,
durante y después del presidente Hugo Chavez, la tabla 1 muestra
al PIB como indicador econémico de Venezuela y su posiciéon en el
mundo, para cada periodo presidencial.
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Tabla 1. PIB por periodo presidencial en comparacion con el mundo

os | Presidenes [P (BONESUSS | | X7 | %PORACON)  prow sk
1979-1%83 | LUIS HERRERA 304 0,68% 0,35% 4.920,50
1984-1988 (JAIME LUSINCHI 283 0,3%% 0,36% 3.264,14
1989-1993 AN ;:g_gg“fz 263 0,23% 0,38% 2.680,27
1994-1998 EIT:;_II::IAEEH; 377 0,25% 0,3%% 3.44557
1999-2012 | HUGO CHAVEZ 2.5592 0.37% 0,41% b6.758,56
2013-2014 :I:E?UL:J 624 041% 0,43% 10.274,59

Fuentes: los autores con base a FMI (2014); World Economic Outlook

Database; World Bank (2015) Data Population; Trade Map (2015)
Trade indicators.

De la tablal se puede inferir que durante los periodos presidenciales de
Herreray Lusinchi, el aporte de la poblacion venezolana al PIB mundial
era superior a su participacion porcentual, evidenciando una mano de
obra eficiente. A partir de la presidencia de Pérez se presenta una caida
de la participacion en el PIB mundial siendo mayor la ponderacién de
la poblacion que su aporte, demostrandose ineficiencia en la mano
de obra como consecuencia de medidas economicas que llevaron a
una inflacion del 187% en 1989, la reducciéon de puestos de trabajo
en las empresas, el crecimiento en el desempleo y la proliferacion
de la informalidad. A pesar del crecimiento en la participacion en el
PIB mundial resultado de la bonanza petrolera desde el anno 2008 al
anio 2013, este comportamiento se ha mantenido siendo evidenciable
desde el comportamiento del consumidor venezolano ante los escases
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y el crecimiento del mercado informal considerado como ocupado, y
no desempleado, desde el ano 2005 por modificaciones en la Ley del
Trabajo. Adicionalmente se muestra el comportamiento del PIB per
capita registrando crecimientos histoéricos, dentro de los periodos en
estudio, de 184% en el periodo de Chavez y 75% para el periodo de
Maduro. A pesar de este crecimiento, la mano de obra sigue siendo
ineficiente explicada desde la ponderacién de la poblacion mundial
que supera al aporte del PIB global. La tabla 2 registra los periodos
presidenciales considerando variables especificas del contexto
venezolano.

Tabla 2. PIB por periodo presidencial y otras variables.

PROM GASTO CTnT PROM PIE PER :::::T:; P':EF[T} FHaM IVFLACKON PROM
Afios Presidentes L (BILLOMES R INFLACIGON | ACUMULADA .
PLIRIICT (% PIR) uSs) CAPITA (LIRS RARRII CAMRY 36) o DFSFMPLFY
(L5S5) (RsF fLIS5)
r r r r
1979 1983 | LUIS HERRERA <D 75 4.920,50 0.01 13.36% £3 455 73080
1984 1988 | JAIME LUSINCHI 5D 57 3.264,14 16,74 002 18,56% 02, 78% 10,72%
CARLOS ANDRES
1989-1993 % 31% 53 2. 680,27 20,54 oo7 45, TT% I1E Ba BEI%
PLRCZ
r r r r r
1934-1998 |RAFALL CALDLRA 3% 75 3.445.57 18,55 040 GL29% 306, 44% 10,65%
1999-2012 | HUGO CHAVEZ 4% 185 fi. 758,56 5711 4,743 22.05% 308, 72% 11,53%
r r r r r
MICOLAS
13-4 41% 317 107459 95 58 11905 51 45% 102 9ra PR
MADURD

Fuente: elaboracion autores con base a FMI (21014) World Economic
Outlook Database; INE (2015) base de datos socioeconémicos; BCV
(2015) Indicadores economicos; United States Census Bureau (2015)
Foreing Trade; OPEP (2015) Database Countries

Subindices El INE indica que a partir de 2005 se mide la tasa de
desocupacion y no el desempleo. Cf. Venezonomia, industria y
comercio Vol 23, 4, 2009.

SD: No se conocen datos.
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En la tabla 2 se observa que el crecimiento del porcentaje del PIB
dirigido al gasto publico permanece constante hasta el periodo de
Maduro en el cual se incrementa en un 22,31% en un intento por
aumentar su popularidad. Considerando el precio del barril de
petréleo y la condicion de Venezuela como pais monoproductor, el
incremento del precio del barril fue de 179,14% entre los periodos
previos a Chavez y su gestion, mientras que entre la presidencia de
Chavez y Maduro el incremento del precio ha sido de 76,13%. Este
incremento en los ingresos extraordinarios, tanto en la presidencia de
Chavez como en el periodo de Maduro, generaron un comportamiento
inverso en la tasa de cambio y la inflacion resultado de la ausencia de
politicas que promuevan la inversion privada con la asignacion de
divisas y la apertura de mercados que permitan la libre competencia
y un incremento en la oferta de productos para minimizar el impacto
en la inflacion.

Este comportamiento de la tasa de cambio en el caso venezolano es muy
particular y requiere de una explicacion mas detallada. Tomando como
referencia la tasa de cambio del dolar respecto al Bolivar registrada en
paginas no oficiales, se tiene que la tasa promedio en el periodo previo
a Chavez (1980-1997) fue de 107,00 bolivares por délar a pesar de
las devaluaciones para el ano 1983, conocido como viernes negro, de
188% y 1995 de 71%.

Para el periodo correspondiente a la presidencia de Chavez, con
la conversion monetaria a bolivares fuertes en el afio 2007, la tasa
promedio fue 4.465,00 bolivares por délar (BsF 4,47) teniendo como
maxima variacion en 2002 el 79% al pasar de 773 bolivares por doélar
(BsF 0,77) a 1.383,50 bolivares por dolar (BsF 1,38) y en 2012 el
83% al incrementarse de 9.450,00 bolivares por délar (BsE 9,45) a
17.320,00 bolivares por dolar (BsE 17,32). Para los afios 2013-2014
correspondientes a Maduro, la tasa promedio fue 119,05 bolivares
fuertes por dolar destacando los incrementos de 2013 por 276% con
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el incremento de 17,32 bolivares fuertes por dolar a 65,1 bolivares
fuertes por dolar y 2014 por 166% pasando de 65,1 bolivares fuertes
por dolar a 173 bolivares fuertes por dolar; para este ultimo periodo
el dolar oficial regido por el control cambiario es de 6,30 bolivares
fuertes por dolar, el segundo tipo de cambio Cadivi-Cencoex es de
12,00 bolivares fuertes por dolar, el cambio abierto SICAD 11 y III es
cercano a los 52,00 bolivares fuertes por doélar mientras que el délar
SIMADI correspondiente a febrero de 2015 alcanzo los 185 bolivares
fuertes por dolar.

Con respecto a la inflacion, considerada a nivel mundial como un caso
particular para un pais con ingresos de 312 billones de délares anuales
en promedio 2013-2014, se tiene que en el primer periodo de estudio
correspondiente a 17 anos (1980-1997) la tasa promedio fue 35,88%
siendo la acumulada es 645,75%, registrando valores maximos de
variacion 1987 con 144% y 1989 con 187%.

Para el periodo de 14 anos (1998-2012) del presidente Chavez la
tasa promedio de inflacion fue de 22,97% con un valor acumulado
de 344,51% resaltando 1999 como el afio de variaciéon mayor con
29,64% ademas de las regulaciones de precios de la cesta basica de
2005 y el decreto de la Ley de Costos y Precios Justos de junio de
2011; para los dos anos (2013-2014) correspondientes al periodo de
Maduro la tasa promedio es 51,45% con un acumulado de 102,90%
siendo para este periodo los valores de variacion de inflacion maximos
93% y 53%, destacando la Reforma de la Ley Organica de Precios
Justos en diciembre de 2014.

La tasa de desempleo, modificado en 2005 como tasa de ocupacion,
registra para 1980-1997 un valor promedio de 9,39% teniendo como
valor maximo 1983 con 10,10% con un incremento de 42,25% con
respecto a 1982; durante la presidencia de Hugo Chavez el desempleo
tuvo como promedio 11,51% teniendo como valor maximo 18,05%
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para el ano 2003 resaltando la promulgacion de la inamovilidad laboral
en 2002 ratificada anualmente hasta febrero 2015; para los afios 2013-
2014 la tasa de desocupacion registro en promedio 7,73%.

Conocido el comportamiento de las variables para los periodos de
estudio sefialados, es necesario presentar su vinculacion en el macro-
contexto valorando las posibles interrelaciones con agentes externos.
Con laaplicaciéon de la prueba estadistica de correlacion de Spearman se
infieren comportamientos de correlacion perfecta entre las variables PIB
versus precio del barril (0,997) y estas dos variables versus desempleo
(-0,973). Estapruebaevidencia que, paralos periodos objeto de estudio,
el PIB venezolano tiene una alta dependencia de la industria petrolera
y que sus efectos sobre el desempleo son inversamente proporcionales
y estadisticamente significativos.

La figura 3 registra el resumen del comportamiento de las variables
expresado en promedios para los periodos presidenciales antes, durante
y después de Chavez, siendo la base para el siguiente andlisis:

e Periodo previo a Hugo Chavez (1980-1998): para analizar
este periodo se deben considerar una breve explicacion del
comportamiento de las variables al cierre de 1987. Si bien el periodo
de 1980-1998 tuvo un precio del petréleo promedio de 19,20
dolares americanos por barril, un PIB de 61 billones de dodlares y su
valor per capita de 2.994,86 dolares, el gobierno de Carlos Andrés
Pérez (1989-1992 antejuicio de mérito) recibia como herencia del
quinquenio de Jaime Lusinchi (1984-1988) y de su antecesor Luis
Herrera Campins (1979-1983) los efectos de las devaluaciones de
1983 (188%) y 1986-1988 (113%). Estos eventos, ademas de una
disminucion del PIB de 27,78%, hicieron que durante el primer afio
de gobierno de Carlos Andrés Pérez la inflacion llegara a 187%, el
desempleo a 26% y la devaluacion de la moneda en 18%. Al finalizar
el quinquenio de 1989-1993, con la ausencia de Pérez desde 1992
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por el antejuicio de mérito, Venezuela en cifras evidenciaba en el PIB
una disminucion de 7,15% al pasar de 57 a 53 billones de délares;
a pesar del incremento del barril de 25,09% por una variacion de
16,74 220,94 doélares por barril; la tasa de cambio aumento en 184%
desde 237,64 bolivares por doélar (BsE 0,24) a 676,60 bolivares por
dolar (BsEO,68), mientras que la inflacion subia 184,72% al pasar de
45,77%a61,29% yla10,65% incrementandose un 20,75%. Durante
el periodo 1994-1998, previo al inicio del gobierno de Chavez, Rafael
Caldera asume la presidencia con un PIB de 58 billones de ddlares
en descenso desde el periodo anterior por 3,47% considerando los
60 billones de dolares del afio 1992 y los 59 billones de dodlares del
ano 1993.

Durante su primer ano de gobierno se incrementa la inflacion en 60%
pasando de 38,12% a 60,82%, registrando como valor maximo 99,98%
en el ano 1996. Durante el gobierno de Caldera el gasto publico fue de
32,52% del PIB siendo su maximo valor en el primer afio de gestion
con 42,22%. Entre 1994-1998 el PIB se incrementd en 57,53% de
58 billones de dolares en 1994 a 91 billones de dolares en 1998
incrementandose la tasa de cambio en 233,20% de 169,57 bolivares
por délar (BsE 0,17) a 565,00 bolivares fuertes por dolar (BsE 0,57).

Venezuela en cifras promedio para el quinquenio de caldera fue: gasto
publico 32,52%, PIB en crecimiento a excepcion del ano 1996 con un
valor de 75.420 millones de doélares, precio de barril de 18,55 dolares,
tasa de cambio en 400,56 bolivares por délar (BsE 0,40) e inflacion
del 61,29% la mas alta de los seis periodos presidenciales estudiados.

e Periodo Hugo Chavez (1999-2012): Asume la presidencia con PIB
de 91 billones de dolares, precio del barril de petrdleo de 14,42
dolares, tasa de cambio de 565 bolivares por délar (BsE 0,57),
inflacion de 35,78% y tasa de desempleo de 11,20%. Dentro de los
aspectos mds resaltantes de su gobierno se tiene que el precio del
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barril llegé a su maximo histérico en 2008, afo para el cual el precio
promedio estuvo en 99,67 dolares y PIB de 294 billones de délares,
con tasa de cambio de 5700 bolivares por délar (5,7 bolivares fuertes)
e inflacion de 30,37 % incrementandose con respecto al aiio anterior
en 62% siendo la mayor variaciéon de su mandato.

Venezuela en cifras durante los 14 anos de Chavez registra promedios
de 33,52% de gasto publico siendo el mayor valor 40,01% en 2012,
PIB 185 bhillones de délares con valor maximo 405 billones de délares
en 2012 y PIB per capita de 10.265,24 dolares, precio de barril
promedio de 57,11 dolares, tasa de cambio de 4.743 bolivares por
dolar (4,74 bolivares fuertes) siendo su maximo valor en 2012 de
17.320 bolivares por doélar (17,32 bolivares fuertes) con devaluacion
de la moneda respecto al ano anterior de 83%, e inflacion promedio
de 22,05% sujeta por la regulacion de precios de la cesta basica que
considera alquileres, servicios de electricidad, agua, luz, gas y television
por cable, ademas de los productos de la cesta alimentaria. La tasa de
desempleo promedio fue de 11,53% con dos factores a resaltar: 1)
cambio de la denominacion y 2) calculo del desempleo por tasa de
ocupacion en 2005 y decreto de inamovilidad laboral desde 2002.

e Periodo posterior a Hugo Chavez: Nicolas Maduro Moros
asume la presidencia en 2013 con PIB de 310 billones de dolares
incrementandose en 2014 a 315 billones de délares siendo estas cifras
el maximo alcanzado para el periodo de estudio 1980-2014. Con

relacion al gasto publico también alcanzo sus maximos historicos
con 38% del PIB en 2013y 42,23% en 2014.

El precio promedio del barril para la gestion de maduro fue de 95,58
dolares y una tasa de cambio promedio de 119 bolivares fuertes por
dolar considerando la emision de Sicad II y Sicad III que mantuvieron
el dolar con un precio cercano a los 100 bolivares hasta mayo de
2014. La inflacion promedio fue de 51,45% teniendo un incremento
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de 67,36% respecto al 57,11% promedio de la gestion de Chavez. En
dos anos de gobierno de Nicolas Maduro la inflacion acumulada es de
102,90%, considerablemente alta respecto a los 14 afios de mandato
de Chavez durante el cual registro 308,72% y los 17 afios previos a
Chavez con 681,54 %. A pesar que el promedio anual de inflacién previo
al mandato de Chavez fue de 40,09%, su gestién tuvo el promedio
menor con 22,05% apoyado en el control de precios de la cesta basica
desde 2005 y el decreto de la Ley de Precios Justos de 2011, lo cual es
distante al 51,45% de promedio de la gestion de Maduro considerando
el 40,70% de 2013 y el 62,20% de 2014 (tabla 3).

Tabla 3. Resumen PIB y otras variables. Periodos antes, durante y
después de Chavez.

PROM PROMEDIO i
PROM GAETO PlB ACUM | PROM PIB PRECIO TASA DE PROM INFLACION PROM
Afos Presidentes| . (BILLOMES | PER CAPITA INFLACION | ACUMULADA i
PUBLICO (%PIB) . : BARRIL CAMBIO DESEMPLED
L15%) [uss) (%) %
[Us3) [BsFfUSS)
Campins,
Lusinchi,
1980-1949A P 37,045 1.72726 3.506,5%4 19,06 n131 35,8T% GA1,54% 9.48%
e,
Caldera
1949-2012 Chaver 33,57% 2.582 6.758,56 ST 4,743 22,05% 308,72% 11,53%
2013 2014 Madura 40,62% b4 10,274,329 95,58 113,05 51,45% 102, 90% A, 73%

ELABORACION. OMANA [2015)

Fuenles: FivI { 2014), Weorld Evonomic Outlook Database
INE{2105) Base de datos socioecondmicos
BCY (2015) Indicadores econdmicos
United States Censwus Burcau (2015) Forzing Trade
OPER (2015) Database. Cauntries.

SUBINDICES: 'El Ine indica que a partir de 2005 se mide la tasa de desocupacidn y no el desemples. Ver Venezonomia, industria y
Comarcig. Vol 23, No. 4, Enero 2009,

El Comercio con Colombia y el mundo, 1984-2013.

Para el andlisis del comercio exterior de Venezuela durante los periodos
planteados para el estudio, se han considerado tanto la posicion
mundial como el comercio con paises e integraciones comerciales que
han generado mayor impacto por sus intercambios.
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El estudio hace énfasis en la participacion de Venezuela en el comercio
mundial presentando la evoluciéon por cada periodo presidencial.
Posteriormente presenta, de manera mas especifica, las relaciones con
socios comerciales como Estados Unidos de Norteamérica, Colombia,
China y Cuba, ademas de los socios agrupados en organismos como
la Asociacion Latinoamericana de Integracion (ALADI), conformado
por Argentina, Brasil, Chile, México, Paraguay, Uruguay y Venezuela;
y la Comunidad Andina de Naciones (CAN), conformada por Bolivia,
Colombia, Ecuador, Pert y Venezuela.

La posicion de Venezuela ante el mundo se muestra en la tabla 4,
registrandose un decrecimiento progresivo en la participacion del
comercio mundial de exportaciéon e importacién, siendo su punto
critico los periodos de la presidencia de Chavez y Maduro. A pesar de
ser un pais exportador de crudo, evidenciado en un crecimiento en el
PIB durante la bonanza petrolera en la presidencia de Chavez y Maduro,
los volumenes de exportacion de crudo se han visto disminuidos por la
caida en la produccion como consecuencia de la sustituciéon de mano
de obra calificada en el ano 2002 durante el paro petrolero. La balanza
comercial, previa al gobierno de Chavez, se mantuvo en positivo y
creciendo como resultado de la inversion privada y las politicas de

promocion a la exportacion, revirtiendo su comportamiento a partir
de 1999.

Las practicas de nacionalizacion de la empresa privada, por la via de
negociacion o expropiacion, genera ademas de la huida de capitales, las
limitaciones en produccion por el control cambiario que estrangula la
capacidad de importacion de materias primas por parte de las empresas
locales y transnacionales comprometiendo la sostenibilidad de la
produccion. Esta decision del gobierno de Chavez, posterior al paro
petrolero de 2002, obliga a las empresas a negociar su participacion en
el mercado nacional o a salir del pais, afectando no solo la capacidad




El Entorno de los Negocios en Iberoamérica 160

de exportacion de las empresas sino su perdurabilidad. Con la pérdida
de la participacion de la empresa privada en el mercado nacional, la
sustitucion por importaciones se refleja en nimeros negativos, tabla 4
para los periodos de Chavez y Maduro.

Tabla 4. Comercio de Venezuela en el Mundo. 1984-2013.

COMERCIO VENEZUELA s
M UNDIAL
ARes Presidentes BALAMZA 2 COM ERCIO
BILLOMNES Us% COMERCIAL MUN DILAL BILLONMNES USs%
Sk 5 JAIME Exportaciones =] s 0,52%: 11 467,23
LUSINCHI
Importaciones 44 0,373 11 . 8232 16
CARLOS Exportaciones 74 0,42%5 17 .685 06
19859-1993 AMNDRES 2&
PEREZ Importaciones A8 0,27% 18 207,89
1o I RAEAEL Exportaciones == w0 0,38%5 2601876
CALDERA
Importaciones = 0,22%5 26.433 43
- i HUGO Exportaciones 132 - 00835 155 069,15
i CHAVEZ E
Importaciones A0S 0,25% 161 725,00
LAS Exportaciones 13 0,07%4 12.817.71
2013 I:'I‘ILEE?U e -1%
Importaciones 3z 0,17% 12 797,78

ELABORACION. OMARNA [2015)
Fuesntes: INE (2015)
BCN (2015)
UNITED NATIONS (2015). Trade Confersnce and Developmeant
UNITED STATES CENSUS BUREAU (2015). Foreing Trade
Trade MMap [ 2015). Trade indicators

La tabla 5 muestra que siendo Estados Unidos el primer socio comercial
de Venezuelaenimportaciones, durante el gobierno de Chavezy Maduro
las exportaciones han caido de su promedio habitual de 47% a 6%. Esta
disminucion en las exportaciones esta asociada al cierre sistematico de
empresas privadas o la nacionalizacion de estas evidenciando la baja
productividad y competitividad de la nueva empresa publica-social.
Colombia también se ha favorecido de esta situacion a incrementar su
participaciéon en las importaciones venezolanas creciendo el flujo de
comercio, en menor cuantia, con las exportaciones.

Solo durante el afio 2006, las importaciones provenientes de Colombia
cayeron de 6 billones de dolares a 3 billones de doélares como
consecuencia de la firma del tratado de libre comercio con Estados
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Unidos, razon que llevo a Chavez a iniciar el retiro de Venezuela de la
CAN.

Con respecto a China, previo a la presidencia de Chavez las relaciones
comerciales eran inexistentes, activandose a partir de 1999 pasando a
ser, durante este gobierno el segundo socio comercial en importaciones,
tendencia que se mantiene con Maduro. Con relacién a Cuba, el flujo
comercial se inicia en el afno 2000 presentando balanza negativa de 1
billon dolares hasta la actualidad. Con respecto al ALADI y la CAN,
los periodos previos a Hugo Chavez mantenian una balanza positiva,
privilegiandose las importaciones a partir de 1999 por las multiples
razones de orden empresarial y politico que llevaron a la disminucion
de las exportacionesy al incremento de lasimportaciones. Es destacable
que, a pesar que Hugo Chavez retira a Venezuela de la CAN en 2006,
el INE continua registrando flujos comerciales a través del organismo
hasta la actualidad.
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Tabla 5. Comercio de Venezuela con socios comerciales por periodo

presidencial
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ComerciodeVenezuela.SectorPetroleroyNoPetrolero.

Siendo reconocido el petréleo como el rubro de exportacion venezolano
de mayor importancia, el estudio plantea la comparacion de los
periodos presidenciales antes, durante y después de Hugo Chavez,
considerando el total de exportaciones petroleras y no petroleras por
periodos y el promedio de estas:

Considerando los periodos previos a Chavez y su gestion, las
exportaciones se incrementaron en 255,80% mientras que para este
mismo periodo y la presidencia de Maduro ascendi6 a 470,25%. Este
incremento corresponde al monto de exportaciones en billones de
dolares, pero no se corresponde con un incremento en la produccion
o el volumen de barriles negociados.

La dependencia del petroleo en las exportaciones tuvo un incremento
de 18,84% comparando periodos previos a Chavez y de 34,88%
considerando su periodo y el de Nicolas Maduro.

Las tablas 6 y 7 registran los datos relacionados con las exportaciones
totales expresadas en billones de doélares y clasificadas en periodos
presidenciales previosa Hugo Chavez, durante su gestion yen lareciente
presidencia de Nicoldas Maduro Moros, ademas de su vinculacion con
el sector petrolero y no petrolero.
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Tabla 6. Total de exportaciones: petroleras y no petroleras.

TOTAL EXPORTACIONES POR RUBRO.

A P ident M USS k] s i

fos residentes PERIODO
laime Lusinchi,| ooy rglero 182 453,00 72,21%

1984-1998 oS Rndres 252 66,00

Pérez y Rafagél i *

Caldera Mo Petrolero 53.8559,00 21.33%
Petrolero 714 605,00 51,05%:

1993-2012 HRCF 724 810,00
Mo Petrolero F0.205,00 2,95%
Petrolero 175.036,00 o7, A0%%

2013-2014 MMM 1759.709,00
Mo Petrolero 4.673,00 2, 60%

ELABORACION. OMAMNA [2015)

Fuentes:

INE {2015)
BCV (2015)

BCV (2015)
OPEC {2015)

Tabla 7. Promedio de exportaciones: petroleras y no petroleras.

EXPORTACIOMNES POR RUBRDO.

FROMEDIO AMUAL

FROMEDID
AnRos Fresidentes MM USS x ANDO S FOR
FERIO DO
laime Lusinchi,| pairglero 12,153,532 77,20%
Carlos Andres
1984-1999 . i 15. 756,80
P érez y Rafaél
Caldera Mo Petrolero 3.5593.27 22, 80%
Petrolero 51.043,21 91,05%
1999-2013 HRCF 56.057.86
Mo Petrolero 5.014,64 8, 95%
FPetrolero B7.518,00 97, 40%
2013-2015 M RARA B9 854,50
Mo Petrolero 2.336,50 2, 60%

ELABORACION. OMANA (2015)

Fuentes:

INE {2015}
BECV (2015)
BCV (2015)
OFEC (2015)
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Venezuela y la CAN

El ingreso a la CAN, Pacto Andino hasta 1996, se da en 1974 durante
la primera presidencia de Rafael Caldera, siendo miembro en pleno en
1996 y retirandose en 2006 por discrepar de la intencién de firma del
Tratado de Libre Comercio (TLC) de dos Estados miembros: Colombia
y Peru.

El Pacto Andino surge en 1966 como alternativa frente a la Asociacion
Latinoamericana de Comercio (ALALC). Se conforma, inicialmente,
por Colombia, Chile, Ecuador, Bolivia y Pert, siendo su propésito
impulsar el progreso de los paises de menor desarrollo econéomico
apoyado sobre un mercado regional que permita mejorar la calidad de
vida de sus habitantes, el desarrollo integral equilibrado y auténomo,
minimizando lo obstaculos para el comercio y facilitando la circulacion
fronteriza de bienes y servicios (Corpoandes, 1982) (Comunidad
Andina, 2015).

La vinculaciéon de Venezuela no se consolidé hasta 1974 durante el
Consenso de Lima, siendo miembro pleno hasta las practicas que en
1999, durante el gobierno de Chavez crearon fisura en las relaciones. El
cierre de fronteras y la prohibicién de circulacion de transporte pesado
colombiano en territorio venezolano fueron algunas de las causas
que contribuyeron al enrarecimiento de las relaciones. Este hecho
comprometié la continuidad de Venezuela en la CAN, iniciandose en
abril de 2006 el proceso de desincorporaciéon (Colina, 2004).

El gobierno de Chavez argumentalasalidadela CAN conlaintroduccion
de la denuncia, alegando que las recientes negociaciones y firma de TLC
por parte de Colombia y Perti con los Estados Unidos de Norteamérica,
han conformado un cuerpo legal que pretende asimilar la normativa
de los TLC a la CAN, cambiando de facto su naturaleza y principios
originales reiterando que “los TLC privilegian los intereses particulares
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sobre los intereses de los pueblos” ademas de “propulsar una injusta de
la distribucion de la riqueza” teniendo la misma concepcion neoliberal
que el Area de Libre Comercio de las Américas (ALCA).

La salida de la CAN constituye la desincorporacion del proceso de
integracion de mayor éxito emprendido por los gobiernos de Venezuela
que durante tres décadas facilitaron los programas de convergencia y
articulacion de procesos de integracion del continente (Sainz, 2007).

Venezuela y Mercosur

En un proceso caracterizado por los temas politicos, Venezuela ingresa
en 2006 con la polémica de la suspension del Paraguay por problemas
internos que llevaron a la destitucion del presidente Fernando Lugo
(Arellano, 2013). Este mercado comun, con propositos comerciales,
ofrece una apertura para las exportaciones venezolanas, caracterizada
por la baja capacidad de producir y por su salida de la CAN y el G3
(Arellano, 2013).

La participacion de Venezuela en Mercosur se ve comprometida por
medidas econdmicas a lo interno dentro de las cuales se destacan: el
control de cambio, la asignacion irregular de divisas a las empresas,
la centralizacion de los flujos comerciales por parte del gobierno,
los controles de produccion y distribucion de productos de primera
necesidad, la inseguridad juridica, la legislacion laboral proteccionista,
los convenios petroleros con mecanismos favorables de abastecimiento,
intercambioy pago. Estos factoresno solo comprometen la participacion
de Venezuela en Mercosur, sino que afectan la perdurabilidad de los
acuerdos y de las empresas.

Otras limitaciones que se destacan en la participacion de Venezuela en
Mercosur son las brechas en competitividad y productividad resultante
de la intervencion, expropiacion y nacionalizaciéon de empresas
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privadas, ademas de la rigidez de las normas de origen en la zona de
libre comercio (Arellano, 2013)

convenios Petroleros.

El potencial de la industria petrolera venezolana y las reservas
probadas por 297 billones de barriles han sido considerados factores
de importancia para otros paises quienes buscan participar en modelos

de negocios e intercambios energéticos (Petréleos de Venezuela, S.A.
2015).

Durante la primera presidencia de Carlos Andrés Pérez (1976) se firma
un convenio con la Unién Soviética para el suministro de crudo a Cuba,
compensado con la entrega de volimenes similares a clientes de PDVSA
en Europa. En 1980 con Luis Herrera Campins como presidente se
firma un convenio con México para la ampliacion del abastecimiento
de crudo a los paises de América Central y el Caribe, ratificado por el
Ministro de Energia y Minas, Humberto Calderon Berti.

Entre 1989 y 1994 se firman convenios que favorezcan el aumento
de la produccién de petroleo y gas con financiamiento de empresas
transnacionales lo cual permite a Venezuela ingresar al mercado
internacional de refinacion u distribucion de productos refinados
ademas de la promocion internacional de la Orimulsiéon como cuota
fuera del convenio de la OPEP. Estos convenios permitieron a PDVSA la
compra de refinerias en Estados Unidos, Rusia y México, permitiendo
ampliar su capacidad de procesamiento de crudo y permitiendo el
acceso a nuevos mercados.

Los convenios nombrados hasta ahora, ademas de la apertura petrolera
del afio 1997 permitieron al pais un crecimiento sin precedentes en
su capacidad operativa apoyado en convenios de riesgo y produccion
compartidas, ademas de la exploracion y produccion de areas
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convencionales mediante Convenios Operacionales y Asociaciones
Estratégicas en la Faja Petrolifera del Orinoco donde se localizan cerca
de 100 billones de barriles en reservas.

En 1998 con la eleccion de Hugo Chavez como presidente de Venezuela
se inicia la firma de acuerdos de cooperacion internacional con el
intercambio de crudo por productos y servicios permitiendo a paises
del Caribe, América Central y América del Sur recibir petrdleo en
términos financieros favorables.

Algunos de estos acuerdos y sus términos de intercambio se describen
brevemente a continuacion:

e Convenio con Cuba: Se inicia en el afio 2000 con el envio de
96.300 barriles por dia siendo su contraprestacion los servicios
médicos y la asesoria en el sector publico, mineria, electricidad y
deporte. Ademas de la modernizacién de la Refineria de Cienfuegos
en la Isla, Venezuela adeuda a Cuba la asesoria a institutos oficiales
y programas sociales conocidos como Misiones.

e Petrocaribe: Creado en 2005 como alternativa para la adquisicion
de crudo por parte de las naciones de Centroamérica y el Caribe
con términos de periodos de gracia de dos anos y financiamiento
a largo plazo con intereses de 1% anual. En 2008 y 2012 ante el
incumplimiento de los compromisos, Nicaragua y Haiti recibieron
una condonacién de la deuda recibiendo como parte de pago de la
deuda restante diversos productos y servicios. En 2011 los paises
miembros recibieron en promedio 95.000 barriles por dia a cambio
de bienes de intercambio por 493 millones de doélares.

e Acuerdo Energético de Caracas: firmado en 2000 y activado en
2010, consiste en el envio de crudo a Uruguay, Paraguay y Bolivia,
ademads de 32.000 barriles por dia a Centroamérica y el Caribe bajo
flexibles condiciones de financiamiento, a cambio de diversos bienes
y servicios producidos en los paises beneficiarios tales como ganado,
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alimentos y servicios tecnoldgicos.

Fondo Chino: En 2007 el Banco de Desarrollo Chino y Bandes de
Venezuela acuerdan la creacién de un fondo rotatorio para financiar
obras de infraestructura vial aportando China 4.000 millones de
dolares y Venezuela 2.000 millones de délares, debiendo cancelar el
gobierno local a su contraparte con el suministro de crudo y fuel oil.
En 2010, ademas de llevar este fondo a 16.000 millones de délares,
el gobierno venezolano acuerda una linea de crédito por 20.000
millones de doélares pagaderos en crudo. En 2014 Venezuela habria
despachado a China el equivalente en crudo a 41.554 millones de
dolares, sin contar con términos de intercambio no oficiales donde
el petréleo vendido a futuro deberia ser ajustado al precio actual y
suministrar su diferencia. PDVSA despacha a China cerca de 600.000
barriles diarios de crudo de los cuales el 509% son parte del pago de
los fondos y los financiamientos.

Convenios con Argentina: Con el propésito de aliviar la crisis
econémica de principios de los dos mil, se suministran 25.000
barriles diarios de diésel dirigido a la operacion del sistema eléctrico
recibiendo a cambio alimentos.

Convenios con Ecuador: En 2007 ambos gobiernos acordaron
el intercambio de crudo ecuatoriano por derivados venezolanos
recibiendo 60.000 barriles por dia. Adicionalmente Venezuela paga
con crudo al Ecuador la asesoria en tecnologia de Pesca y Educacion.
Convenio con Bielorusia: En una cuota de 80.000 barriles por
dia, Venezuela firma el convenio en 2010 para el intercambio por
tecnologia para la extraccion de crudo ademas de la venta conjunta
de sus refinados a Europa. Bielorusia aporta adicionalmente la
asesoria tecnoldgica para la conversion del transporte publico a
gas y la instalacion de plantas de produccion de materiales para
construccion.

Convenio con Vietnam: En 2015 se firma el acuerdo en materia
petrolera, agricola y energética. Con el propdsito de aumentar la
produccion de crudo en la Faja Petrolifera del Orinoco, el gobierno
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venezolano acuerda la creacion de empresas mixtas para ensamblar
plantas de asfalto, material textil y un centro de ingenieria ademas
de la instalacion de estructuras fotovoltaicas en comunidades
indigenas y calentadores solares para la Gran Mision Vivienda
Venezuela. Creacion de la empresa mixta Vietven Iluminaciones
para la fabricacion de bombillos ahorradores de energia.

e Convenio con Iran: Intercambio en tecnologias para la exploracion
y produccion de gas y petroleo.

Otras alianzas en proceso de consolidacion:

 Argelia: cuatro memorandos de entendimiento en el sector petrolero.

 Bielorusia: cuatro acuerdos dentro de los cuales esta la produccion
y almacenamiento de hidrogeno a partir de hidrocarburos.

 Bolivia: seis pactos que incluyen el apoyo técnico, exploracion y
explotacion de hidrocarburos.

¢ Chile: memorando de entendimiento en materia energética.

* Colombia: diez mecanismos de integracion energética incluyendo la
interconexion gasifera entre los dos paises.

» Ecuador: catorce convenios dentro de los cuales esta la construccion
de una refineria en el Pacifico.

 India: cuatro proyectos de participacion en la Faja Petrolifera del
Orinoco.

e Uruguay: seis convenios para la consolidacion del sector eléctrico
y la elaboracion de un estudio para producir energia con el uso del
coque.

Durante los periodos previos a la presidencia de Hugo Chavez la
industria petrolera consideraba como prioridad en sus convenios
la consolidacion de la tecnologia para la exploracion, explotacion
y producciéon de crudo a nivel internacional llegando a ser PDVSA
considerada como una empresa de calidad mundial. Durante la gestion
de Chavez y posterior a esta los convenios han concentrado su atencion
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en la cooperacion a los paises con necesidades de desarrollo llegando a
promover el intercambio de productos y servicios de menor valia que
el crudo, ademas de la venta a futuro del petréleo lo cual compromete
la perdurabilidad de PDVSA y de la economia nacional por ser un pais
mono productor evidenciable en el cuadro 3 y 4 relacionados con el
porcentaje de exportaciones petroleras y no petroleras.
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