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Abstract: The tourism sector is recognized 
for its contribution to countries’ economies 
and job creation. However, it faces the effects 
of globalization, which favors the exchange of 
quality services at the international level. In 
this sense, companies are needed to safeguard 
the knowledge acquired or generated as a re-
sult of their operations and, as part of their 
strategic planning, turn it into a competitive 
advantage to remain and develop within the 
market. Tourism MSMEs in Campeche need 
to evolve to become global organizations and 
prepare to offer the services demanded by do-
mestic and foreign visitors, with a long-term 
vision. The main objective of this research is 
to identify the knowledge management activi-
ties carried out by MSMEs in the hotel sector, 
as well as the perspective that managers of the 
participating organizations have on these ac-
tivities. The study is descriptive in nature with 
a non-experimental cross-sectional design. Its 
results indicate that acquisition and storage 
are the most developed activities and that the 
perception index shows the low importance 
that managers attach to this process as a pos-
sible competitive advantage.
Keywords: Knowledge management, Organi-
zational culture, Competitiveness, Leadership.

INTRODUCTION
One of the effects of globalization is the 

demand for quality tourism services for in-
creasingly demanding visitors who seek the 
historical and entertainment essence of each 
region of Mexico, such as the Mayan and co-
lonial identity of the southeast of the country. 
In this sense, the city of Campeche requires 
tourism companies with a real administrati-
ve and operational context that recognizes 
the importance of knowledge generation and 
the mechanisms for its transmission and sa-
feguarding as an element that distinguishes a 
competitive organization.

As a result of its strategic analysis, the Na-
tional Development Plan establishes that the 
tourism sector represents one of Mexico’s 
main sources of foreign exchange, and the-
refore its permanence and growth are essen-
tial for the federal government and the states 
where it operates, even more so with the fall in 
oil prices on which the economy is fundamen-
tally dependent. Over the last 30 years, Me-
xico’s performance in the main international 
tourism indicators has been moderate com-
pared to other countries; visitor arrivals have 
grown at rates below the country’s potential, 
thus limiting job creation and the exploitation 
of tourism benefits for the country’s economy.

The state’s main tourist attraction is its si-
xteen archaeological sites, in addition to its 
historic center, which has been declared a 
World Heritage Site by UNESCO. According 
to documentary research, no information was 
found from official state government agen-
cies or databases reporting any studies rela-
ted to knowledge management in MSMEs in 
the hotel sector in the city of Campeche as an 
element that favors the permanence and de-
velopment of these organizations within the 
tourism sector.

As part of its strategic objectives, the city 
of Campeche seeks to position itself as a final 
tourist destination and not a stopover on the 
way to other points of inter r the Yucatan Pe-
ninsula, thereby reviving the sector and tur-
ning it into an important source of income 
and employment after the oil industry, which 
is concentrated in Ciudad del Carmen and is 
currently experiencing serious economic sta-
bility problems. In this regard, tourism MS-
MEs in Campeche must identify their compe-
titive advantages to achieve economic growth.

The hotel sector needs companies that 
understand their financial situation, level of 
infrastructure, operations, and the processes 
implemented to manage and safeguard the 
knowledge they acquire and generate, whi-
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ch allows them to position themselves in a 
market that demands quality in comprehensi-
ve services for domestic and foreign tourism.

This study has the following objectives: a) 
To determine the knowledge management 
practices of hotel MSMEs in the city of Cam-
peche; b) To identify how managers of MS-
MEs in the tourism sector in the city of Cam-
peche acquire and apply knowledge; and c) To 
determine the perception of tourism MSME 
leaders regarding knowledge management ac-
tivities within their organizations.

LITERATURE REVIEW
Pérez (2008) conceptualizes knowledge 

management as the design of strategies for the 
creation and comprehensive use of knowledge 
in organizational contexts, which involves the 
optimal use of the capabilities of a person or 
group of people to obtain some type of bene-
fit. Canals (2003) points out that it consists of 
two fundamental processes: knowledge crea-
tion and knowledge transfer. Both processes 
are not independent and are interrelated.

To identify the existence of statistically 
significant relationships between leadership 
styles, knowledge management, and the de-
sign and implementation of strategies, Pedra-
ja and Rodríguez (2008) worked with 78 SME 
managers and found that there are statistical 
relationships between the elements studied, 
concluding that knowledge management has 
a significant impact on strategy design. The-
re , they were able to establish a causal rela-
tionship between leadership and knowledge 
management, and between knowledge mana-
gement and strategy design for the population 
analyzed.

Mul and Ojeda (2014) conducted a study 
in the state of Yucatán, taking as their popu-
lation companies with innovation activities. 
To this end, they first designed an instrument 
that covers knowledge management activities 
(acquisition, storage, transfer, application, 

and protection) as well as organizational fac-
tors (culture, leadership, and information and 
communication technologies).

With the aim of identifying the value cre-
ated by MSMEs through the tacit and explicit 
transfer of knowledge, Larios (2016) develo-
ped an empirical study from the perspective 
of knowledge management as a competitive 
factor in the business market, highlighting 
the interdependence with the organizational 
context and external factors that limit deve-
lopment. Among the results generated by the 
population studied, the low importance given 
to knowledge generated within the organiza-
tion and the low level of its management stand 
out, as well as its effects on the strategic plan-
ning of this type of company.  As a result of 
the study, they found that in the population 
studied there is a high degree of knowledge 
management, with storage and application 
activities predominating and, conversely, pro-
tection and acquisition being the least develo-
ped practices. They also establish that althou-
gh the participating companies are managing 
their knowledge, it does not appear to be a 
conscious and formal process.  

Lissarrague, Simaro, and Tonelli (2010) 
consider that tourism is characterized by a 
high content of intangible assets, which makes 
the management and measurement of intellec-
tual capital important in the decision-making 
process carried out by the senior management 
of this type of company. They also point out 
that adequate knowledge management gene-
rates value in organizations.

Falquemberg (2012) points out that SMEs 
in the tourism sector, particularly hotels, in-
creasingly need to design differentiated and 
therefore competitive products and services 
as a means of surviving in the market. He 
notes that most studies related to this sector 
address aspects of financing, human resour-
ces, technology, and information, but do not 
include issues related to knowledge manage-
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ment. In the case of Argentina, 90% of hotel 
companies are family-owned SMEs where 
decision-makers mostly disregard key aspects 
for achieving competitiveness, such as orga-
nization and intellectual capital management, 
which are currently considered a strategy for 
improving competitiveness.

The development of today’s society is based 
on knowledge. Therefore, intangible assets are 
strongly related to the process of value crea-
tion within organizations. For this reason, 
organizations that provide services, such as 
tourism, need to professionalize their mana-
gement in order to achieve sustainability. Tou-
rism is characterized precisely by efficiency in 
the identification, preservation, development, 
and maintenance of intangible resources as a 
distinguishing feature of companies participa-
ting in the market (Simaro, Tonelli, and Riba-
laygua, 2012).

In a study conducted by Pérez, Leal, Bar-
celó, and León (2013) to diagnose knowled-
ge management processes in the restaurant 
sector and determine its position in this re-
gard, they found that the companies under 
study have a good level of development in the 
processes of identification, acquisition, crea-
tion, transfer, and application. On the other 
hand, knowledge storage and assessment are 
the areas in which they have evolved the least. 
Goncalves, Sass, Rastrollo, and Savi (2014) 
establish that the hotel sector has high staff 
turnover, which affects the retention of exis-
ting knowledge in the company, as contact 
between staff and customers generates funda-
mental information about the market and the 
business itself, which can lead to the loss of 
significant knowledge. 

Benavides and Quintana (2003), cited by 
Mul, Mercado, and Ojeda (2013), consider 
that organizational culture is a factor that su-
pports the stimulation of innovation and cre-
ativity and that supports decision-making and 
performance. Alawi, Marzooqi, and Fraidoon 

(2007) point out that trust, communication, 
systems, and organizational structure are cul-
tural factors that contribute to knowledge ma-
nagement within organizations.

Wallingre (2005) establishes the need to 
implement an innovative organizational cul-
ture in hotel SMEs according to the study he 
conducted considering organizations in Ar-
gentina as the population, based on the fact 
that this activity is a fundamental factor for 
the socioeconomic development of countries. 
He argues that innovation results in highly 
satisfied guests and guest loyalty, leading to 
economic benefits and reflected in lower costs 
and staff turnover. As in other cases, the main 
limitation is resistance to change on the part 
of the owners or leaders of organizations; the-
refore, a high degree of commitment and de-
dication must be agreed upon for the imple-
mentation process to be successful. 

Castellucci (2009) analyzes aspects of the 
quality of tourism services and their problems 
in relation to the organizational culture of 
tourism companies in so-called mature des-
tinations, which are characterized by the sa-
turation of public space, poor service quality, 
limited capacity to generate services, and re-
duced tourist spending, which is reflected in 
the stagnation of their development. The au-
thor considers that these organizations should 
move towards a culture of quality based on a 
set of beliefs, values, norms, and practices ai-
med at providing a service that meets custo-
mer expectations.

With the aim of analyzing the relationship 
between competitive success and four factors 
of the internal environment of SMEs (human 
resources, strategic planning, innovation, te-
chnology, and quality certification) Estrada, 
García, and Sánchez (2009) conducted a study 
in which they established that highly compe-
titive SMEs in the case of the population stu-
died are those whose products, processes, and 
management have a higher technological level 
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and a strategic plan. However, they found no 
empirical support for the variables of human 
resources and quality certification. Based on 
their results, they point out that innovation 
should be understood as a permanent process 
that becomes a way of thinking and managing, 
and that technology applied to processes can 
provide companies with a competitive advan-
tage, as it is difficult to imitate. , in this sense, 
the biggest obstacle is making the financial in-
vestment for this type of asset.

Rodríguez and Guisado (2002) conducted a 
study on competitiveness and strategic analy-
sis of tourism in Galicia, Spain, and suggest the 
need to redefine collective strategies to maxi-
mize comparative advantages and transform 
them into competitive advantages, with the 
central objective of ensuring the sustainability 
of the activity over time. Bohórquez, Ferrer, 
Ramírez, Anaya, and Rairán (2011) propose a 
model of sustainable management indicators 
to improve competitiveness in tourism SMEs 
based on a conceptual review process, in view 
of the need to formalize the potential advan-
tages to be gained through innovation and the 
development of differentiation strategies that 
enable them not only to remain in the market 
but also to meet the changing needs of tourists 
who require greater personalization and high 
quality.

Rodríguez (2010) investigated whether le-
adership styles influence organizational cultu-
re and whether this in turn influences effec-
tiveness, working with a sample of 68 senior 
managers from Chilean SMEs. His results 
show that there is a relationship between lea-
dership styles and culture, as well as between 
organizational culture and effectiveness, since 
the former explains 69.9% of the effectiveness 
obtained in the participating companies. Ba-
sed on the above, the author suggests creating 
and sustaining a culture oriented toward in-
novation and competitiveness, backed by a 
transformational leadership style.

Leadership practices have been studied in 
different sectors such as manufacturing (Za-
mora and Poriet, 2011), who applied the IPL 
model to address aspects related to the use of 
behaviors that contribute to identifying and 
managing change, developing a vision, taking 
risks, setting an example, and celebrating 
achievements. Their results indicate that the 
most prevalent practice was providing encou-
ragement, followed by serving as a role mo-
del, empowering others to act, challenging the 
process, and inspiring a shared vision that fa-
vors the achievement of results in their orga-
nizations and is reflected in competitiveness 
at the managerial and organizational levels. 

Studying the influence of leadership in the 
area of well-being and job satisfaction, Con-
treras and Juárez (2013) analyzed the psycho-
logical capital of a group of managers from 
Colombian SMEs to determine its effect on 
their own leadership practices. According to 
their results, participants showed a high level 
of psychological capital, with optimism sco-
ring lowest and a tendency toward transfor-
mational leadership with some transactional 
characteristics.

Leadership practices in MSMEs in the ser-
vice sector have been the subject of study, as it 
is well known that the personality of the lea-
der influences the decision-making of organi-
zations, which is reflected in the results achie-
ved by them (Vázquez and Pedraza, 2014). 
These researchers conducted a study on these 
practices and found, through a self-assess-
ment, that the five dimensions of the IPL were 
present in management leadership practices 
in Cd. Victoria, Tamaulipas, with the highest 
average score in the dimension related to path 
modeling, which indicates that the prevailing 
leadership style is transformational.
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DESCRIPTION OF THE METHOD
The study is descriptive because it measu-

res or collects information on the variables in-
volved in the problem under study, which are 
knowledge management practices. The design 
is non-experimental and cross-sectional, as 
data were collected at a single point in time 
in their natural context, using questionnaires 
administered to MSME managers in the hotel 
sector with the aim of describing variables and 
analyzing their incidence.  The method used to 
collect quantitative information is fieldwork, 
and the technique employed is the survey 
(Hernández, Fernández, and Baptista, 2014).

The population consisted of tourism MS-
MEs in the hotel sector, specifically hotels and 
hostels that do not belong to hotel chains or 
franchises in the city of Campeche. According 
to the Mexican Business System directory, 26 
companies were identified with this specialty. 
Of the 26 hotels identified, 23 agreed to parti-
cipate, representing 88% of the initial universe.

To obtain quantitative information, the 
section identified as knowledge management 
activities in the questionnaire designed by 
Mul, Mercado, and Ojeda (2013) was used. 
This instrument is linked to the central ob-
jective of the research by contributing to the 
identification of management practices deve-
loped at the managerial level in the 23 hotel 
MSMEs that participated in the study. The ele-
ments that comprise it are shown in Table 1.

The instrument considers scores assigned 
on a Likert scale with values ranging from 1 
= Strongly disagree, 2 = Disagree, 3 = Agree, 
and 4 = Strongly agree. An initial section was 
added to the questionnaire to obtain socio-
-demographic information and information 
on the leader’s position, followed by questions 
to establish the administrative profile of the 
organization.

A pilot test was previously conducted to 
evaluate the understanding of the instru-
ment with 10% of the population, obtaining 

a Cronbach’s alpha of .836. The test was then 
replicated, obtaining the overall values for 
the instrument and by dimension, which are 
shown in Table 2. 

Dimension Number 
of items

Cronbach’s 
alpha

Knowledge management 43 .972
Acquisition 13 .925
Application 3 .937
Transfer 13 .878
Storage 14 .922
Protection 4 .876

Table 2. Reliability of the survey administered 
to managers of MSMEs in the hotel sector.

Source: Prepared internally based on statistical 
information.

Questionnaires were administered in per-
son to hotel managers, each lasting twenty mi-
nutes, and the data was processed using SPSS 
version 21 software. 

RESULTS
The instrument includes a section with 

sociodemographic data on the entrepreneurs 
who participated in a previous study on sel-
f-assessment of leadership practices with the 
same population and frequency, conducted by 
Quijano, Arguelles, and Fajardo (2016). 56.5% 
of the business owners interviewed were male, 
30.4% were single, and 60.9% were married. 
The most common age range was between 41 
and 50 years old, and 78.3% of the owners had 
a bachelor’s degree as their highest level of 
education. 

Only 4.7% consider themselves to have an 
excellent level of competitiveness and indica-
te that the price of the services they offer is 
their main competitive advantage (42.4%), 
followed by quality (27.3%). Among the qua-
lity policies implemented, an active and parti-
cipatory work environment (24.2%) and com-
pliance with the specifications of the services 
they offer (17.7%) stand out.
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Dimension Operational Definition Items Proportion

Acquisition

It is the natural or designed process through 
which the company obtains and generates the 
organizational knowledge that enables it to 
achieve its objectives.

2, 3, 5, 6, 11, 12, 16, 
25, 29, 31, 32, 33, 40 30.2

Application 
These are the processes developed by the 
company to disseminate knowledge to the 
various areas that make up the organization.

17, 37, 38 7

Transfer
Methods implemented to transmit knowled-
ge, whether internal or acquired, to personnel 
who collaborate with the organization.

1, 8, 10, 26, 27, 
30, 35, 36, 41 21

Storage Use of technological systems and tools to sa-
feguard knowledge generated by the company.

4, 7, 15, 14, 18, 19, 20, 
21, 22, 23, 24, 28, 34, 39 32

Protection
This is the safeguarding of knowledge applied 
and generated in the company, which allows 
it to remain in or lead the market.

42, 43, 44, 45 9

Table 1. Definitions of the questionnaire administered to managers of MSMEs in the hotel sector.

Source: Prepared internally using data from Mul, Mercado, and Ojeda (2013).

Dimension N Minimum value Maximum value Mean Standard Deviation
Acquisition 23 1 4 2.35 8.659
Application 23 1 4 2.52 2.793
Transfer 23 1 4 2.27 6.185
Storage 23 1 4 2.73 9.456
Protection 23 1 4 2.52 3.55

Table 3. Descriptive statistics relating to knowledge management activities.

Source: Prepared internally based on statistical information.

In the social sphere, 60.9% mention that 
they have a good perception, 43.5% consider 
that the international agreements signed by 
the government favor the sector and that they 
have a good commercial relationship with the 
government sector.

The mean and standard deviation of the 
five dimensions that make up the variable 
were determined in order to analyze the res-
ponses closest and furthest from the assigned 
values and the level of dispersion of the res-
ponses, which are shown in Table 3.

None of the five dimensions obtained values 
close to 3 or 4. The highest value corresponds 
to the “storage” dimension, and the lowest to 
“transfer,” which indicates that managers are 
concerned with safeguarding their information 
but do not have their own schemes for trans-
mitting organizational knowledge.

Similarly, “storage” is the dimension that 
obtained the greatest dispersion in the res-
ponses, indicating that in most organizations, 
protocols on information repositories, feedba-
ck on activities, or the use of electronic media 
as a key tool are not well defined (Table 4). 

The least dispersion in the opinions of tho-
se surveyed was obtained in the “application” 
dimension, which indicates that, in general, 
there are established and defined processes for 
the design and redesign of products and ser-
vices, as well as market research as a common 
practice for generating information (Table 5).

To establish the influence of sociodemo-
graphic factors and administrative profile 
on knowledge management, Student’s t-tests 
were applied for independent tests and ANO-
VA to establish significant differences betwe-
en variances.  When analyzing gender, marital 
status, and age, significant differences were 
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Reactive Minimum Max Mean Standard 
deviation

18. Company procedures are documented in protocols or manuals. 1 4 2.09 1.125
7. Induction courses are provided to familiarize staff with the workplace, 
their colleagues, and everything related to their job. 1 4 2.52 .898

34. Internal rules, procedures, and processes are constantly dissemi-
nated. 1 4 2.83 .778

19. The preparation of reports and reports on processes and best prac-
tices is an established practice. 1 4 2.48 1

15. The preparation of written documents as repositories of valuable 
information is common.   1 4 2.30 1.105

28. There are formal mechanisms in place to enable the exchange of 
best practices between areas or departments. 1 4 2.43 .788

20. The company makes databases and paper files containing informa-
tion relevant to their work available to employees. 1 4 2.70 1

39. The company has mechanisms in place to address customer opi-
nions, suggestions, needs, and complaints. 1 4 3.17 .778

21. It is important for the company that databases are updated regularly. 1 4 3.22 .95
14. Electronic media are indispensable in business for capturing and 
storing information relevant to the business. 2 4 3.43 .728

22. The company has specific catalogs and files for important docu-
ments such as reports. 1 4 2.91 .793

23. Information repositories can be accessed through some type of in-
ternal computer network (e.g., intranet). 1 4 2.43 1

24. Work teams hold regular meetings to provide feedback on their ac-
tivities. 1 4 2.61 .988

4. The use of electronic media is a key tool for accessing valuable busi-
ness information. 1 4 3.04 .928

Table 4. Descriptive statistics for the storage dimension.

Source: Prepared internally based on statistical information.

Item Minimum Max Mean Standard
38. The analysis and design of new processes, products, and 
services is carried out on a regular basis. 1 4 2.39 1

37. The analysis and redesign of processes, products, and ser-
vices is carried out on a regular basis within the company. 1 4 2.52 .898

17. The preparation of reports on the market, technologies, 
and new products and/or services is an established practice. 1 4 2.65 1

Table 5. Descriptive statistics for the application dimension.

Source: Prepared internally based on statistical information.
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found in the “application” dimension, whi-
ch allows us to infer that the passage of time 
influences the establishment of processes for 
service design, as well as market research as a 
common practice for generating information. 

The “application” dimension reported sig-
nificant differences when evaluating seniori-
ty in the position, which may stem from the 
experience gained in performing the duties 
of the position. In the case of the number of 
employees working in the company, the “ac-
quisition” and “transfer” dimensions reported 
significant differences, which allows us to in-
fer that this element of the administrative pro-
file influences the decision to participate in 
non-governmental courses, organize formal 
training for employees, share project informa-
tion, and hire specialized personnel. 

Additionally, and with the aim of gaining 
a clearer idea of how company managers per-
ceive knowledge management, a quantitative 
analysis was carried out to evaluate this per-
ception and obtain a Knowledge Management 
Index (KMI), following these steps:

a) The sum of the values assigned to each 
question by company was obtained.

b) The maximum score that any com-
pany could achieve was 172 (4 points 
maximum for 43 items).

c) The number obtained in step “a” was di-
vided by 172 and the result was multiplied 
by 100 to obtain a “Knowledge Manage-
ment Index” (KMI). The higher the KMI, 
the greater the manager’s knowledge of it 
as a competitive advantage (Table 6).

Company Score per 
company

Maximum 
Score KMI (%)

1 97 172 56.40
2 96 172 55.81
3 81 172 47.09
4 141 172 81.98
5 143 172 83.14
6 149 172 86.63
7 120 172 69.77
8 162 172 94.19
9 103 172 59.88

10 116 172 67.44
11 149 172 86.63
12 97 172 56.40
13 104 172 60.47
14 120 172 69.77
15 120 172 69.77
16 99 172 57.56
17 100 172 58.14
18 100 172 58.14
19 79 172 45.93
20 79 172 45.93
21 55 172 31.98
22 74 172 43.02
23 74 172 43.02

Table 6: Knowledge Management Index (KMI).

IGC = Knowledge management index = Score 
/ Maximum score x 100. The result obtained 
for each company can be interpreted as the 
perception that the manager or founding part-
ner has of the mechanisms implemented in the 
company for the acquisition, transmission, and 
protection of the knowledge that the organiza-
tion possesses as a competitive advantage in the 

market. Source: Prepared by the authors.

The average KMI obtained for the popu-
lation studied is 62.13%, which gives an idea 
of the importance these organizations attach 
to the development of activities that enhance 
business knowledge management, from its 
acquisition to its safeguarding as a potential 
competitive advantage in a market that de-
mands ever higher quality services.
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CONCLUSIONS
When comparing the results obtained 

with previous research, it can be seen that the 
overall averages for knowledge management 
activities can be considered low, particularly 
in relation to “transfer,” which indicates that 
the participating organizations in the tourism 
sector are not formally transmitting the know-
ledge acquired or generated by the company 
itself, which contrasts with the suggestions of 
Canals (2003) and Pérez (2008), and may be 
the source of operational and administrative 
information loss.

Of the activities evaluated, “storage” obtai-
ned the highest average, although this cannot 
be considered high as it did not reach a value 
of three on the measurement scale. In gene-
ral, participants indicate that electronic media 
are indispensable for the company to capture 
and store relevant information, as well as to 
keep it constantly updated, as they consider 
it a fundamental tool for obtaining valuable 
information for the business. This is in line 
with the study carried out by Mul and Ojeda 
(2014), who consider that technology is key 
to the management activities of organizations 
and a factor that contributes to their compe-
titiveness.

“Application” is the activity that reported 
the least dispersion in responses, reinforcing 
the idea that having established and defined 
processes for the design and redesign of ser-
vices, as well as market research, is a common 
practice in these organizations to generate in-
formation, as concluded by Larios (2016). 

The evaluation of the section on the admi-
nistrative profile of the business shows that the 
managers who are at the forefront of decision-
-making in the participating organizations 
consider that they have a regular level of com-
petitiveness according to their relationships 
with the environment and customer percep-
tion in terms of quality, a situation that should 
be carefully analyzed by them, as warned by 

Lissarrague, Simaro, and Tonelli (2010), as 
they themselves are a strategic factor for com-
petitiveness. This may arise from the most 
difficult challenges to overcome, including hi-
ring qualified personnel, bureaucratic proce-
dures, and obtaining credit support to finance 
their operations (Falquemberg, 2012). 

In view of the objectives of this study, it can 
be concluded that the activities of acquisition, 
application, transfer, storage, and protection 
are carried out within the companies studied, 
without a high level of development according 
to the values obtained through the instrument 
used. This shows that greater formalization 
and tion of operational and administrative 
processes is required on the part of those res-
ponsible for safeguarding organizational in-
formation.

The highest values were obtained for the 
processes implemented to share, store, and 
protect knowledge, as they consider that they 
use information and communication techno-
logy to share experiences, document proce-
dures in manuals or protocols, and consider 
it important to ensure the retention of people 
recognized for their knowledge of the busi-
ness.

Based on the knowledge management per-
ception index, it is possible to point out the 
lack of interest on the part of managers in the 
organizations studied in promoting manage-
ment activities as a possible competitive ad-
vantage in the market. In this sense, business 
knowledge and its management are not ele-
ments that appear to be part of the organiza-
tional culture.

Conducting similar research in other re-
gions of the country could help establish whe-
ther knowledge management activities in this 
sector are truly linked to economic or cultu-
ral factors and whether they contribute to the 
survival and development of the participating 
companies.
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