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Este livro foi intitulado como “Administração: Gestão, Liderança e 
Inovação 3”, por ser um trabalho que dá continuidade a duas obras anteriores, 
ao manifestar uma agenda de estudos comprometida para apresentar uma 
relevante agenda contemporânea de estudos com base em um tripé conceitual 
com crescente relevância empírica nas atividades de planejamento, gestão e no 
desenvolvimento institucional e organizacional.

Estruturado em dezenove capítulos, o presente livro apresenta uma 
abordagem caleidoscópica sobre o campo empírico da Administração, 
demonstrando assim como uma multifacetada análise de temas, estudos de caso 
e marcos teórico-conceituais sobre a realidade organizacional, fornecendo assim 
relevantes subsídios para a construção epistemológica do próprio pensamento 
científico.

A construção desta obra somente foi possível em função de um trabalho 
coletivo executado por meio de uma rede de colaboradores que se caracteriza 
como uma comunidade epistêmica internacional ativa na construção do 
pensamento científico em Administração, com contribuições advindas de 
instituições públicas e privadas de Ensino Superior do Brasil, México, Peru e 
Portugal.

Por um lado, o recorte metodológico desta obra é caracterizado pela 
natureza exploratória, descritiva e explicativa quanto aos fins e pela adoção da 
abordagem quali-quantitativa quanto aos meios, fundamentando-se pelo uso 
convergente do método dedutivo e partindo de marcos de abstração histórica-
teórica-legal até se chegar à análise empírica de fatos e estudos de casos.

Por outro lado, o recorte teórico de estruturação das pesquisas deste 
livro é fundamentado por um conjunto diferenciado de debates em cada um dos 
dezessete capítulos, demonstrando assim, como resultado global, a existência 
de um paradigma eclético de fundamentos teóricos e conceituais que reflete o 
esforço do pluralismo teórico-analítico de um grupo plural de pesquisadores de 
diferentes países.

Em razão das discussões levantadas e dos resultados apresentados 
após um marcante rigor metodológico e analítico, o presente livro caracteriza-
se como uma obra amplamente recomendada para estudantes em cursos de 
graduação e pós-graduação ou mesmo para o público não especializado na área 
de Administração, por justamente trazer de modo didático e linguagem acessível 
novos conhecimentos sobre a atual e prospectiva realidade administrativa.

Excelente leitura!

Elói Martins Senhoras
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ABSTRACT: Identify needs of the client in 
order to be able to accompany him in his 
process for the acquisition of a particular 
product or service has become a fundamental 
concept with which it is possible to define 
the appropriate marketing strategies. 

Inbound marketing is a methodology that is 
based on carrying out this process through 
a cycle that begins with the appropriate 
non-invasive attraction tactics for prospects, 
followed by effective interaction in their 
purchase process, and ends with the 
measurement of the satisfaction or delight of 
the now customer. In this way it is possible 
to start the cycle again, and even turn the 
customer into a captive customer and thus 
build loyalty. For the present investigation, a 
questionnaire composed of 20 questions on 
technology services was carried out, taking 
the restaurant sector in Puebla city as the 
target market. A census of 35 large restaurant 
chains registered in CANIRAC Puebla 
was carried out with the aim of collecting 
information on the opinion of the restaurant 
sector about software development 
services. This to obtain the quantitative 
data corresponding to the investigation. An 
analysis of the indicators obtained in each 
item was carried out for the interpretation 
of the results obtained in the survey. These 
were recorded and transferred to the SPSS 
statistical program, with which the correlation 
between variables was validated and then 
graphs and interpretation of these results 
were presented. The proposal for this study 
is the design of a digital marketing plan that 
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includes actions and strategies to attract customers based on the elements of the inbound 
methodology. In this proposal, the data analysis of the results of the research instruments is 
considered in such a way that it can contribute to the increase in customer acquisition and 
that, in turn, can be seen in the future reflected in its productivity.
KEYWORDS: Inbound marketing, marketing, strategies, positioning.

A METODOLOGIA INBOUND COMO PROPOSTA DE PLANO DE MARKETING 
DIGITAL PARA O SETOR DE RESTAURANTES DE PUEBLA, MÉXICO

RESUMO: Identificar as necessidades do cliente para poder acompanhá-lo em seu processo 
de aquisição de um determinado produto ou serviço tornou-se um conceito fundamental com 
o qual é possível definir as estratégias de marketing adequadas. O inbound marketing é uma 
metodologia que se baseia na realização desse processo por meio de um ciclo que começa 
com as táticas de atração não invasivas apropriadas para os clientes em potencial, seguida 
de uma interação efetiva em seu processo de compra, e termina com a mensuração da 
satisfação ou encantamento do cliente. agora cliente. Desta forma é possível recomeçar o 
ciclo, e até mesmo transformar o cliente em cliente cativo e assim fidelizar. Para a presente 
investigação, foi realizado um questionário composto por 20 perguntas sobre serviços de 
tecnologia, tendo como mercado-alvo o setor de restaurantes da cidade de Puebla. Foi 
realizado um censo de 35 grandes redes de restaurantes registradas no CANIRAC Puebla 
com o objetivo de coletar informações sobre a opinião do setor de restaurantes sobre serviços 
de desenvolvimento de software. Isto para obter os dados quantitativos correspondentes 
à investigação. Foi realizada uma análise dos indicadores obtidos em cada item para a 
interpretação dos resultados obtidos na pesquisa. Estes foram registrados e transferidos 
para o programa estatístico SPSS, com o qual se validou a correlação entre as variáveis   e, 
em seguida, foram apresentados os gráficos e a interpretação desses resultados. A proposta 
para este estudo é o desenho de um plano de marketing digital que inclua ações e estratégias 
para atrair clientes com base nos elementos da metodologia inbound. Nesta proposta, a 
análise dos dados dos resultados dos instrumentos de pesquisa é considerada de forma que 
possa contribuir para o aumento da captação de clientes e que, por sua vez, possa ser visto 
no futuro refletido em sua produtividade.
PALAVRAS-CHAVE: Inbound marketing, marketing, estratégias, posicionamento.

1 |  INTRODUCTION
Inbound Marketing has its roots mainly in permission marketing and content 

marketing. It focuses on attracting visitors to a website through the creation and distribution 
of valuable content to later convert those visitors into potential customers, earn their trust in 
the process, and then convert them into loyal customers (Bezovski, 2015).

Mainly, the inbound methodology uses attraction marketing techniques instead of 
pushing or disrupting Internet users. In an inbound marketing strategy, it is essential to 
properly develop and target high-quality content and place it on a website that shares the 
information on social media and other effective means of converting inbound visitors into 
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leads. In this way it will be possible to exchange useful content that is usually free of charge 
with the contact information of the visitors, including their email.

The innovation of this Inbound methodology lies in the idea of   bringing together all 
non-invasive marketing techniques that focus on the customer, making customers approach 
on their own and with greater interest in the product or service being offered (Halligan & 
Shah , 2010).

The inbound methodology uses the idea of   the cycle to represent the growth of the 
company, where satisfied customers represent the fuel that drives that growth, either as 
recurring customers or through recommendations to their contacts. In the words of Jepson 
(2020), “The inbound methodology is a wheel: it represents the cycle that will drive the 
company’s growth.”

Contrary to the funnel metaphor usually used in marketing terms, the cycle model 
based on the client or wheel has the great advantage that the contribution to the growth 
of the company not only depends on the company as such, but also has backed by loyal 
customers who are earning.

Being based on the inbound methodology means that you must foster meaningful 
relationships with your audience and offer them a valuable experience by giving them the 
right information at the right time and to the right person.

2 |  DEVELOPING
According to Grasso (2006), a survey has two particular purposes: to capture 

information on the objects of study and to find out opinions, evaluations, expectations, 
among other interests, of a specific group.

The companies surveyed correspond to the restaurant sector of the city of Puebla. 
With the data obtained in the census and through the Pearson correlation, it was identified 
how associated the variables are with each other and how their variations affect them. The 
dependent variable (customer acquisition) was correlated with the independent variables 
that refer to the inbound methodology (attraction / interaction / delight).

The 35 surveys carried out were attended by the highest ranking position within 
the branch in which it was carried out. 49% (17 surveys) were answered by the Manager 
directly. The 17% that corresponds to 6 surveys, were attended by the sub-managers and 
34% (12 surveys) were attended by those in charge. This is intended to have the most 
accurate information from the most trained and informed people regarding the interests of 
the company.
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Figure 1. Hierarchy of those responsible for answering the survey on technological services.

The database was filled with the data obtained in the survey, grouping the questions 
according to the variable with which it is related. The correlations were made with the help 
of the SPSS system.

With the results obtained, it was possible to conclude that customer acquisition 
has a much closer relationship with the attraction variable. For this reason, it is of great 
importance to identify the correct channels with the greatest impact to capture the attention 
of customers.

Figure 2. Correlation of the dependent variable (customer acquisition) with the Attraction variable.

According to the results, figure 3 shows the digital media most used in the sector to 
publicize the services of the restaurant companies surveyed.
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Figure 3. Digital media used by the restaurant sector in Puebla to attract customers.

The foregoing will have to be reinforced with the appropriate interaction strategies 
and by the correct digital media since this second independent variable, despite having 
a minor relationship, has an important influence on the dependent variable since in the 
interaction process it is determined the continuity of the purchase journey or the desertion 
of the client.

Figure 4. Correlation of the dependent variable (customer acquisition) with the Interaction variable.

With the results of the census, it can be concluded that for the companies surveyed 
it is of great importance to interact at every moment of their purchase journey with the 
company that provides the service.
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Figure 5. Perception of the importance of Interaction in the purchase journey.

Finally, thanks to the results of this analysis, it is identified that the delight variable 
is the one that has the least relationship with customer acquisition. However, it allowed to 
identify the importance of retaining customers at the end of their purchase journey in such 
a way that it becomes a captive customer capable of carrying out word of mouth advertising 
that allows the acquisition of customers and in this way complete the inbound loop.

Figure 6. Correlation of the dependent variable (customer acquisition) with the Delight variable.

The after-sales service is considered to have a high value according to the results 
of the census. It is important to include it and specifically define how it will be carried out as 
part of the inbound strategies in its delight stage. Figure 7 shows the degree of importance 
accorded to the survey.
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Figure 7. Importance of post-sale service as a delight strategy.

Based on these results, a proposal is made for a marketing plan based on the inbound 
methodology created by Halligan & Shah (2010). Figure 8 breaks down the design of the 
inbound marketing plan resulting from this research for brand positioning and increased 
customer acquisition. This inbound plan consists of 3 phases:

1. SWOT situational analysis
2. Development of inbound strategies
3. Results management

Figure 8. Inbound Marketing Plan Design
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Phase 1. Situational analysis: In this phase the main local competitors are identified, 
the target market is identified and a market study based on potential customers is carried 
out. The main internal aspects, their strengths and weaknesses, must be identified through 
SWOT analysis. In the same way, the threats and opportunities that impact the company 
are analyzed.

Phase 2. Development of inbound strategies. In the development of the strategies, 
the guidelines for the development of the business are established in a personalized and 
useful way focused on attracting customers. The objective of these strategies is to increase 
the recognition and positioning of the brand, as well as to offer value in each experience with 
prospects and clients. These strategies are:

a) Attraction strategy
b) Interaction strategy
c) Delight Strategy
d) Positioning strategy
Phase 3. Results management. Measurement tools are the final but most important 

part of the inbound strategy. With them, the results of all the aforementioned points will be 
obtained and they will give the guideline to follow, modify or analyze again the hypothesis 
of each of the points.

3 |  CONCLUSION
It can be concluded that one of the main purposes of the inbound strategies included 

in the proposed marketing plan is to attract the largest number of customers through specific 
non-invasive marketing actions. Various authors cited in this research agree that attracting 
customers by generating content increases their capture, due to the interest it generates.

The statistical analysis carried out by Pearson’s correlation made it possible to 
calculate the effect that one variable may suffer when another changes, and resulted in a 
close relationship between the attraction variable and the customer acquisition variable. 
Although the interaction and delight variables present positive correlations, the results 
indicate that the more clients are attracted by the consultant’s services, the greater the 
possibility of increasing their productivity.

In the results of the research instrument, it was observed that the restaurant 
sector has great growth potential through digital solutions offered by technology service 
companies. According to the results obtained, over 51% of the companies surveyed are 
willing to allocate a budget of up to 150 thousand pesos in web and mobile development 
services for their company. An additional 23% considers the investment of a larger amount.
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Figure 9. Budget that companies could allocate for technological services.

Through the survey carried out in the restaurant sector, it was observed that many 
of the decisions to purchase software are based on the quality of service, but also on the 
interaction with its provider. The results obtained show a great relationship between good 
follow-up during the customer journey for their conversion from potential customer to buyer, 
since 68% prefer to maintain constant contact with the service provider throughout the 
purchase journey of a new software. Similarly, it is related to a high level of customer loyalty 
by closing the process with equally high levels of delight or satisfaction.

With this analysis, it is concluded that based on the applicable techniques for brand 
positioning and inbound actions according to market trends and behaviors in the state of 
Puebla, it will be possible to increase customer acquisition and this will be reflected in its 
productivity.
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