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ABSTRACT

The Cacha parish, located in Riobamba, Ecuador, has
great tourism potential that has not yet been
exploited. The objective of this study is to design
positioning strategies for its tourist attractions
through the implementation of effective branding. A
mixed qualitative and quantitative approach was used
for the research. A survey of 383 inhabitants of
Riobamba was conducted to analyze tourism
knowledge and preferences. Data were collected
through documentary and field methods, including
surveys, interviews and observation. The findings
revealed that 67.1% of the respondents were
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unaware of Cacha's tourist attractions and 76% had
not seen related publicity. However, 93% expressed
willingness to visit. The conclusion is that the lack of
knowledge and effective promotion are the main
obstacles to tourism development in Cacha. For
which strategies are proposed such as: creation of
brand identity, development of promotional
materials, implementation of advertising campaigns in
local and digital media to increase the visibility of
Cacha as a tourist destination, participation in
tourism fairs and events. The implementation of
these branding strategies will contribute to
effectively position Cacha as an attractive tourist
destination, increasing the number of visitors and
generating economic benefits for the local
community.

Keywords: Design, strategies, positioning, tourism
branding.

RESUMEN

La parroquia Cacha, ubicada en Riobamba, Ecuador,
tiene un gran potencial turistico que aun no ha sido
explotado. El objetivo de este estudio es disenar
estrategias de posicionamiento para sus atractivos
turisticos a través de la implementacion de un
branding efectivo. Para la investigacion se utilizé un
enfoque mixto cualitativo y cuantitativo. Se realizo
una encuesta a 383 habitantes de Riobamba para
analizar el conocimiento y las preferencias turisticas.
Los datos se recogieron mediante métodos
documentales y de campo, incluidas encuestas,
entrevistas y observacion. Los resultados revelaron
que el 67,1% de los encuestados desconocia los
atractivos turisticos de Cacha y el 76% no habia visto
publicidad al respecto. Sin embargo, el 93% se
mostroé dispuesto a visitarlo. La conclusion es que la
falta de conocimiento y de una promocion eficaz son
los principales obstaculos para el desarrollo turistico
de Cacha. Para lo cual se proponen estrategias como:
creacion de identidad de marca, elaboracion de
material promocional, implementacion de campanas
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publicitarias en medios locales y digitales para
aumentar la visibilidad de Cacha como destino
turistico, participacion en ferias y eventos turisticos.
La implementacion de estas estrategias de branding
contribuira a posicionar efectivamente a Cacha como
un destino turistico atractivo, incrementando el
numero de visitantes y generando beneficios
econémicos para la comunidad local.

Palabras clave: Diseno, estrategias,
posicionamiento, branding turistico.

INTRODUCTION

Branding, as a fundamental component in the field of marketing, its main function lies in
the development and construction of a brand capable of communicating both the specific
activity of the organization and the values it intends to convey, thus seeking a brand that
is unique and memorable in the minds of consumers, (Maza Maza, Guaman Guaman,
Benitez Chavez, & Solis Mairongo, 2020)..

Tourism branding is the complete process of creating and developing a tourism brand,
ranging from the conceptualization and formulation of strategies to the creation of its
graphic and visual elements, its main objective is to design a tourist destination and link
it with a brand that can be marketed and adapted to tourist attractions, this process is
carried out considering the values of a tourist destination, highlighting its resources,
qualities and history to both internal and external audiences, it also seeks to differentiate
and communicate the values that allow visitors to experience a unique and meaningful
experience, (Arteaga Flérez, Pianda Estrada, & Sandoval Montenegro, 2019)..

Branding management, comprises all the instructions that a company carries out to
manage both the identity of the organization and the products or services it offers; its
purpose is to ensure the quality of the experience that the organization provides to
consumers through its products, thus being crucial that it is developed effectively,
focusing on satisfying most of the needs and desires of customers, (Ortegdn, 2014).

As mentioned by ILGO (2019) cited in. (Maza Maza, Guaman Guaman, Benitez Chavez
Chavez, & Solis Mairongo, 2020, p. |5). the steps to develop a branding plan are:

Step I: Study of the internal and external scenario. The application of this can be done
by knowing the company's environment, a self-analysis of the organization, considering
the different actions performed by the competition without forgetting to understand the
target audience, (Maza Maza, Guaman Guaman, Benitez Chavez, & Solis Mairongo, 2020,
p. 15)..

Step 2: Construction of the brand philosophy. This requires the corporate philosophy,
brainstorming and detecting 4 or 5 characteristics of the company for the final
construction of the design, (Maza Maza, Guaman Guaman, Benitez Chavez, & Solis
Mairongo, 2020, p. 15)..
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Step 3: Positioning. It answers the questions: what brand, what does it offer, because of
what, for what, defining the way in which the brand is perceived and the segment to
which it will be directed, (Maza Maza, Guaman Guaman, Benitez Chavez, & Solis
Mairongo, 2020, p. 15)..

Step 4: Construction of a visual identity. It contemplates the logo, color, slogan, smell,
sound that you want to project in the brand; therefore it is necessary that it is a unique
name, easy to remember and appropriate to the company using naming strategies, (Maza
Maza, Guaman Guaman, Benitez Chavez, & Solis Mairongo, 2020, p. 15)..

Step 5: Communicate. Finally, carry out strategies to make the brand and its attributes
known to the target audience, without forgetting to measure and control them, (Maza
Maza, Guaman Guaman, Benitez Chavez, & Solis Mairongo, 2020, p. 15)..

This scheme is used because it covers crucial aspects in the implementation of the
proposal, facilitating a more effective management in the creation of the brand by taking
into account different elements, such as brainstorming, naming strategies,
communication strategies, among others.

According to, (Olivar Urbina, 2021, p. 56)in marketing, positioning implies the position
that the brand of a product or service occupies in the perception of consumers, this
process seeks to generate loyalty in the target public through an effective market
segmentation, which makes it possible to identify the precise public to which the
company is directed. For, (Solorzano & Parrales, 2021, p. 28)brand positioning emerges
as one of the most distinctive components within marketing, since companies should not
only focus on their functions, but also on the brand identity they possess. This is an
essential element of brand identity, as it enables the development of a competitive
advantage, as well as facilitates clear communication to the specific target audience.
Within the canton of Riobamba, the rural parish of Cacha is known for being an ancestral
town belonging to the Puruha nationality, it has a significant intangible heritage of its own
culture as well as several strategic sites suitable for tourist activities. However, the main
problem is the lack of identity that identifies the various tourist, cultural and historical
attractions of this parish and therefore the lack of positioning of the tourist sites among
local and national tourists, (Plan de Ordenamiento Territorial Cacha, 2019)..
Therefore, the general objective of the research is to design a branding plan for the
positioning of the tourist attractions of the Cacha parish in the city of Riobamba, through
the implementation of different strategies. The specific objectives are: to examine the
situation of the tourist attractions in the Cacha parish through the application of
research methods, techniques and instruments; to propose different branding strategies
based on the identified needs, in order to effectively position the tourist attractions of
the Cacha parish.

MATERIALS AND METHODS
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This research is characterized as descriptive, documentary and field research, which
allowed us to measure and analyze the specific peculiarities of Chacha, (Valle, Manrique,
& Revilla, 2022, p. 15).. With which we seek to understand and describe the singularities
of the tourist attractions of the parish, we collect and analyze information from primary
and secondary sources on tourism in Cacha; direct information is obtained through
surveys, interviews with members of the GAD and observation in the parish.
Population and sample:

The survey was carried out among the inhabitants of the city of Riobamba who belong
to the Economically Active Employed Population (EAP). With a sample: 383 people
selected by stratified random sampling, dividing the population into subgroups according
to the five urban parishes of Riobamba, (Cadena Muncha, & others, 2021, p. 1204).

The data collection instruments were: Questionnaire: It was applied to the inhabitants
of the PEA to obtain information about their knowledge and preferences for tourism.
Interviews were conducted with the technician in charge and members of the Cacha
Parish Government to learn about the strengths and weaknesses of tourism in the parish.
For this we used an observation guide to record in detail the tourist attractions of the
parish and to have a better knowledge of the cause for the research. The data collection
techniques used were the survey with a face-to-face and virtual questionnaire, depending
on the case, of the participants of the sample to obtain answers that help us to know
their preferences, as well as possible solutions to improve the positioning of the tourist
attractions of the parish, with the help of interviews that were conducted individually
and face-to-face with the technician in charge and members of the Cacha Parish
Government (Feria Avila, Matilla Matilla), (Feria Avila, Matilla Gonzilez, & Mantecon
Licea, 2020, p. 63).. To conclude, observation was used to gather information in order
to interpret and analyze findings and describe facts based on the information available at
the research site (Arglelles Pascual, Arglielles Pascual, & Mantecon Licea, 2020, p. 63),
(Arguelles Pascual, Hernandez Rodriguez, & Palacios, 2021, p. 34).The same that was
carried out directly in the Cacha parish to record characteristics of the sector, tourist
attractions and relevant information for the research, (Arias Gonzales, 2020, p. 32).

RESULTS

To carry out the branding strategies we used a strategic matrix that allowed us to analyze
the weaknesses, strengths, opportunities and threats, which will allow us to apply some
strategies to improve Cacha's positioning.
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Table I: Strategic Matrix
MATRIZ ESTRATEGICA

FACTORES

Oportunidades

Amenazas

EXTERNOS

01: Generacion de un
identificador visual

02: Interés del publico objetivo

Al: Competencia en relacion a la actividad
turistica

FACTORES A2: Percepciones equivocadas sobre las
por conocer los atractivos expresiones culturales de Cacha

INTERNOS turisticos de Cacha A3: Cambios de gustos y preferencias de los
03: Avances de la TIC's clientes potenciales
04: Convenios con A4: Incertidumbre politica a causa de las
instituciones gubernamentales | nuevas elecciones del 2023
05: Desarrollo parroquial

Fortalezas FO FA

F1: Turismo cultural y artesanal
F2: Elevado valor histdrico,
cultural y tradicional

F3: Ubicacion geografica

F4: Turismo sostenible

F5: Gran potencial artesanal
F6: Centros turisticos
apropiados

F7: Manifestaciones culturales
Unicas

F1, F4, F6; O3: Elaborar post's
que promocionen el turismo
parroquia mediante el uso de
las TIC's.

F9; 04; 05: Afianzar los
convenios con diferentes
instituciones pablicas y
privadas.

F2, F7; A2: Creacion de contenido online que
permita al pablico objetivo conocer la
historia, cultura y tradiciones de la
parroquia.

F3, F5; Al: Aprovechar la cercania con el
publico objetivo para posicionar los
atractivos turisticos y artesanales, mediante
el uso de publicidad ATL, BTL y souvenirs

F8; A4: Empoderamiento de la marca
turistica a través de marketing interno.

Debilidades

DO

DA

D1: Falta de sefalizacion turistica
D2: Ausencia de marca

D3: Deficiente presencia en redes
sociales

D4: Filosofia empresarial

DS: Insuficiencia de infraestructura
turistica

D6: Bajo reconocimiento de los
atractivos turisticos

D7: Escasa difusion de los lugares
turisticos

D8: Carencia de guias turisticos
(publico objetivo)

D1, D5; O2: Elaboracion de

sefalizacion turistica y adecuacion

de infraestructura turistica

D9; A3: Creacidén de productos
turisticos que se adapten a los
gustos y preferencias de los

D2, D4; O1: Creacion del manual de
marca y filosofia empresarial que
permita posicionar.

D3, D6, D7; 02, 03: Creacion de fan
page en redes sociales que permita
el reconocimiento de los atractivos
turisticos

D8; 04: Capacitacion en guianza
turistica y atencion al cliente,
mediante convenios con
instituciones gubernamentales.

usuarios.

Source: (Research work, 2023).
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Table 2. Strategy N°I

D2, D4; O1: Identidad Corporativa
Descripcion La identidad corporativa es un elemento que permite la representacion
de la cultura organizacional, ya que estd relacionado con aspectos
tangibles e intangibles de la empresa como |a mision, vision, valores,
identificadores visuales, creencias y comportamientos conductuales de
Iz organizacion. (Carrero, 2019, p. 349)
Objetivo Disefiar el manual de marca vy la filosofia empresarial que represente a
los atractivos turisticos de Cacha para posicionarlos en el publico
objetivo, a través del uso de diferentes herramientas.
Tactica Disefio de |z filosofia empresarial y manual de marca considerando
aspectos significativos obtenidos de la investigacion de mercado vy la
entrevista como aspectos representativos de Cacha, los colores que
identifican a la parroquia de estudio, entre otros.
Desarrollo de la tactica v Elaboracion de matrices que ayuden la construccion de la mision,

vision, valores y politicas.

v Creacion de bocetos para la posible marca.

v' Seleccidn de la tipografia.

v Seleccion de gama cromatica.

v Seleccidon del boceto adecuado.

v Variaciones de la marca.

v" Aplicaciones de la marca.

v Usos correctos e incorrectos de la marca.
Alcance Publico objetive y GAD Parroquial Rural de Cacha.
Frecuencia Cada 5 anos (Indefinida)
Responsable Unidad de Planificacion del GAD Rural de Cacha
Presupuesto Elaboracion de la filosofia empresarial: 550

Elaboracion del manual de marca: 5450
Sistema de medicion y indice de Promotores Neto = (% de Promociones - Promotores de
control detractores) x 100
Anexo de la estrategia Se adjunta anexo

Source: (Research work, 2023).
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Illustration I: Corporate ldentity

Ma n Ual De Identidac

Historia, cultura y tradicion / .
4 }5

VQ‘

g

Source: (Research work, 2023).

Illustration 2: Corporate ldentity

|dentificador Visual

Para la construccion de la marca se considerd
elementos representativos de la vestimenta de
la parroquia Cacha debido a que tiene un gran
valor histérico y cultural para este sitio.

La marca Cacha estd compuesta por dos ele-
mentos: el logotipo o tipografia y el isologo que
deben ser usados en conjunto en todas sus va-
riaciones segun los usos requeridos. La cons-
truccion gréfica funciona como un elemento di-
ferenciador entre la competencia y su mercado
objetivo, brindado asi una identidad y comuni-
cacion visual de los atractivos turisticos de
Cacha.

ACHA

Historia, cultura y tradicién

Source: (Research work, 2023).
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Table 3: Strategy No. 2

D9; A3: Diseno de producto turistico

Descripcion

Un producto turistico estd directamente relacionado con los
bienes tangibles e intangibles que se oferta a un turista como la
alimentacion, hospedaje, los atractivos turisticos naturales
culturales, entre otros. {(Ramirez Herndndez, 2019, p. 127)

Objetivo

Disenar un producto turistico que permita adaptarse a los gustos
y preferencias de los clientes, por medio del reconocimiento de
sitios estratégicos para el desarrollo del turismo.

Tactica

Disenar la “Ruta del Inti” y “la “Ruta Samay” que permitan dar a
conocer las distintas actividades que se pueden desarrollar en
Cacha.

Desarrollo de la tactica

v I|dentificacién de sitios estratégicos para el desarrollo del
turismo.
v" Elaboracion de las rutas turisticas

v Difusidn de las rutas

Alcance Publico objetivo

Frecuencia Anualmente

Responsable Unidad de Planificacién del GAD Rural de Cacha
Presupuesto Transporte: $15

Gastos de viadticos: $5

sistema de medicion y
control

Eficacia = (Resultados alcanzados / resultados previstos) x 100

Anexo de la estrategia

Se adjunta anexo

Source: (Research work, 2023).
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Table 4: Strategy No. 3

D1, D5; 02: Merchandising Turistico
Descripcion Merchandising turistico esta relacionado con la adecuada
colocacion de material promocional que permite atraer turistas y
promocionar los atractivos turisticos de un determinado sitio
turistico. (Muso, Mancheno, & Quisimalin, 2020, p. 168)

Objetivo Posicionar la marca turistica Cacha en el publico objetivo,
mediante |la aplicacion de sefalizacion turistica.
Tactica Diseno de senalizacion turistica que permita orientacion propia

del cliente objetivo.
Desarrollo de la tactica | v' Implementacion de sefialética identificativa

v" Implementacion de sefialética de orientacion

v" Implementacidn de sefialética informativa

Alcance Pablico Objetivo

Frecuencia Anualmente

Responsable Unidad de Planificacion del GAD Rural de Cacha
Presupuesto 4 sefaléticas turistica: $450

Sefalética parroquia: $300
Sistema de mediciony | Eficacia = (Resultados alcanzados / resultados previstos) x 100
control

Anexo de la estrategia | Se adjunta anexo

Source: (Research work, 2023).

llustration |. Tourist signage

Y= Ecuapor CACHA

E % Fuente de
x Agua

Source: (Research work, 2023).
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Table 5: Strategy No. 4

D3, D6, D7; 02, 03: Promocion y Publicidad

Descripcion

En la actualidad es importante el uso de la promocion y
publicidad a través de redes sociales debido a que brinda la

difusion de las actividades que desarrolla la empresa. (Cisneros,
Ruiz Leén, & Hernandez, 2015, p. 181)

Objetivo

Promocionar la marca y los atractivos turisticos de la parroquia
Cacha a través de redes sociales, para posicionarlos en la mente
del publico objetivo.

Tactica

Elaboracion de fan page en diferentes redes sociales que
comuniquen el identificador visual de la marca.

Desarrollo de la tactica

v" Elaborar fan page en Facebook
v" Elaborar fan page en Instagram
V" Disefio de perfil

v" Disefo de plantillas para publicaciones

Alcance Publico objetivo

Frecuencia Indefinida

Responsable Unidad de Planificacion del GAD Rural de Cacha
Presupuesto Profesional en marketing: S50

Sistema de medicion y
control

Tasa de conversién = (Numero de conversiones / nimero de
visitantes en la pégina web) x 100

Anexo de la estrategia

Se adjunta anexo

Source: (Research work, 2023).

Illustration 4: Facebook profile

Informacién Menciones Opiniones Seguidores  Fotos  Mas

Source: (Research work, 2023).
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Table 6: Strategy No. 5

F2, F7; A2: Marketing de contenidos

Descripcion

El marketing de contenidos proporciona contenido de valor
relacionado a las acciones que desempena la empresa

posicionéndola en la mente del consumidor. (Veldzque Cornejo &
Hernandez Garcia, 2019, p. 51)

Objetivo

Promocionar los atractivos turisticos de |a parroquia rural Cacha
en el publico objetivo, a través de |a generacion de contenido
digital.

Tactica

Elaborar contenido digital que ayude a posicionar los atractivos
turisticos en el publico objetivo, mismo que sera difundido en
distintas redes sociales.

Desarrollo de la tactica

v" Recoleccion de contenido visual de los sitios turisticos
v’ Disefio del contenido digital

v’ Difusion del contenido digital en diferentes plataformas

Alcance Publico objetivo

Frecuencia Dos veces por semana

Responsable Unidad de Planificacion del GAD Rural de Cacha
Presupuesto Profesional en disefio 0 marketing: $2700

Publicidad pagada: $960

Sistema de medicion y
control

Engagement = ((Me gusta + comentarios + compartidas)
/numeros de seguidores) x 100

Anexo de la estrategia

Se adjunta anexo

Source: (Research work, 2023).
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Table 7: Strategy No. é

F3, F5; A1: Publicidad ATL
Descripcion La publicidad Above the Line (ATL) o en espafiol publicidad sobre
la linea, hace usos de medios de comunicacion tradicionales que
permiten un enlace comunicativo entre la empresa y el publico
objetivo. (Bartolomé & Zambrano Narvaez, 2018, p. 73)

Objetivo Posicionar la marca y los atractivos turisticos de Cacha en el
publico chjetivo.

Tactica Disefio de una valla publicitaria que permita dar a conocer al
publico chjetivo la marca y los atractivos turisticos del sitio de
estudio.

Desarrollo de la tactica | v° Disefio de vallas publicitarias

v" Colocacion de la valla publicitaria en la ciudad de Riobamba

Alcance Publico objetivo

Frecuencia Trimestralmente

Responsable Unidad de Planificacion del GAD Rural de Cacha
Presupuesto 3 vallas publicitarias: $3600

Sistema de mediciony | Costo de adquisicion = (Gastos de marketing / Niumero de nuevos
control clientes)

Anexo de la estrategia | Se adjunta anexo

Source: (Research work, 2023).

lllustration 6: Fence |

Source: (Research work, 2023).
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Table 8: Customer profile Power

PERFIL DEL CLIENTE POTENCIAL

Varnables demograficas

Género Femenino y masculino.

Edad La edad del posible comprador esta entre 18 arics a 53 arfios.

el de ingresos El nivel de ingresos corresponde a $425 a $850.

Nivel académico Con respecto al nivel académico del cliente potencial es
superior.

Ocupacion La occupacion que posee el posible comprador es: trabajador
independiente, empleado privade y funcionario plblico.
Vanables geograficas

Unidad geografica y tipo de poblacion | Personas que habiten la zona urbana de la ciudad de
Riobamba.

Vanables psicograficas y conductuales

Grupos de referencia Con respecto al grupo de preferencia, son: familia, pareja,
amigos.

Motivos de compra Descanso y placer.
La frecuencia en la que wisitan atractives turisticos es por

Frecuencia de compra temporada de vacacicnes; que se relaciona a las diferentes
feriados nacionales o vacaciones por trabajo, y anualmente.

Source: (Research work, 2023).

The following results were obtained with respect to this study. The profile of the

potential client, which is as follows:

In the survey, 97.7% of those surveyed considered tourism to be crucial, as it contributes
to generating new employment opportunities and helps to disseminate the history,
culture and tradition of the tourist destination.

The market research reveals that 87.7% of the target public would be willing to
participate in Andean cultural festivities such as Inti Raymi, despite not knowing that
these festivities are celebrated in the Cacha parish. In terms of tourism preferences,
33.2% prefer experiential tourism, 31.3% opt for cultural tourism, and 17.2% choose
gastronomic tourism; however, 9.1% show a preference for sports tourism.
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Another result reveals that 10.5% of those surveyed do not know any of the rural
parishes of Riobamba, while 28.8% have visited the parishes of San Luis, Lican, Quimiag
and San Juan. The 17.4% know the tourist sites of Calpi and Cacha.

Regarding information on tourist destinations, 74.7% of participants are mainly informed
through digital media, with social networks (37.7% Facebook, 23.4% WhatsApp and
19.5% Instagram) being the most used channels. These media could be leveraged to
position tourism activity in Cacha.

In relation to the creation of a brand for a tourist destination, 91.9% of those surveyed
consider it adequate, looking mainly for quality (33.2%), trust (20.9%) and a positive
experience (18.1%). Regarding the most relevant elements of the brand, 31.1%
emphasize the symbol, 26.6% mention the name and 20.4% highlight the colors.

In the creation of a visual identity to differentiate the rural tourist attractions of the
Cacha parish, the colors preferred by potential clients are green (31.9%), yellow (15.2%),
red (13.7%) and blue (13.6%). In addition, 67.1% of those surveyed do not know the
tourist attractions in Cacha Parish, although 93% would be willing to visit them.

After conducting the market research in Riobamba, directed to the target audience and
the interview that provided both internal and external perspectives of the parish under
study, it was concluded that there is no distinctive identity that differentiates the various
tourist, cultural and historical attractions of the rural parish of Cacha, belonging to the
canton of Riobamba. This lack of uniqueness translates into a lack of positioning of the
places that the parish under study has before the target public, since 67.1% of
respondents do not know the tourist sites of the parish under study and 76% of potential
customers have not seen advertisements related to this tourist destination. It is relevant
to note that, despite this lack of recognition, the parish has several tourist attractions
suitable for the development of tourism, in addition to this, 93% of the target public
would be willing to visit them. Parishes belonging to the canton of Riobamba such as San
Luis, Lican, Quimiag and San Juan are also identified as direct competitors, while Licto
and Flores are considered indirect competitors due to similarities in culture and
tradition.

Following the definition of branding provided by. (Revuelto, 2019)which highlights the
creation of a unique identity that allows differentiation from the competition and in the
minds of potential customers, we agree with the importance of branding to position the
tourist sites of the Cacha parish, recognizing that branding allows the creation of a visual
identifier that stands out from the competition and remains in the minds of the target
audience, through various positioning strategies.

In this context, we share the perspective of (Plasencia Calo, 2021). Who applied branding
and marketing strategies to position the tourist attractions of the San Isidro parish in
the province of Chimborazo. His experience supports the idea that branding
management can be an effective solution for the positioning problems of similar tourist
destinations as in the case of Cacha parish. In addition, the research of (Heredia Medina,
202I)which focuses on branding management for the Cacha agricultural and livestock
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handicraft fair, also supports the effectiveness of branding in improving the recognition
and positioning of specific events and destinations, benefiting local producers and
artisans.

In summary, branding management is a crucial tool to address the problems of
positioning the tourist attractions of the parish under study, facilitating the creation of a
unique identity and the use of effective communication strategies, especially through
online media such as social networks, where 74.7% of respondents seek information to
select a tourist destination.

CONCLUSIONS

The research concluded that the collection of bibliographic information is fundamental
to scientifically support the present work, at the same time it facilitated the selection of
a branding model that was used in the development of the research.

In this context, the importance of conducting a thorough analysis of the internal and
external situation of the object of study through research methods, techniques and
instruments is emphasized, as it provides an understanding of the situation in which the
object of study finds itself.

It was determined that 67.1% of potential clients are not aware of the tourist attractions
of the rural parish of Cacha and 76% of them have not perceived any form of tourism-
related publicity in that parish. For this reason, branding strategies have been developed
in order to position Cacha's tourist attractions among the target public.
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