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SUMMARY 

 

This thesis is an investigation of various types of E-Marketing strategies that best fit the 

company Cerámica Alfarero through the B2C (Business to Consumer) model. First, I 

analyze some strategies associated with the industrial sector. Second, I review the 

structure of the company and its history, production levels, number of employees, and 

other important aspects. 

 

Also, the micro and macro environments of the company, how it is organized, 

opportunities or disadvantages from the political, social, and technological environment 

of Ecuador are analyzed. An economic, political, social, and technological analysis of 

the handicrafts industry in the United States is done to see how feasible it would be to 

export to this country. Finally, I outline what E-marketing strategies would be the most 

suitable to be implemented by Cerámica Alfarero in order to attract potential customers. 

 

A quantitative and qualitative analysis, through various sources such as journal articles, 

books, documents, newspapers, websites, among others, was required to perform this 

research. Several interviews were conducted with the owner of Cerámica Alfarero, in 

order to satisfactorily propose the application of an appropiate e-marketing strategy for 

their products in the American market. 
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INTRODUCTION 
 

Over the years, marketing has become very important for creating negotiation strategies 

to reach the customer so that he or she can appreciate the value of the product or service 

offered. However, times have changed and how to advertise a product or service has also 

changed and continues to do so today. We live in a globalized world where trends and 

consumer tastes change constantly; this is due to advances in technology, fashion, 

medicine, etc. It is for this reason that marketing has evolved and has adapted according 

to the needs and tastes of consumers. (Direct Marketing, 2013) 

 

We know that with the advancement of technology and globalization people feel more a 

need than ever to understand current trends, i.e. what is currently happening in the 

world. The fastest way to find this information is the internet, and it is for this reason 

that E-Marketing has emerged. E-Marketing uses the internet as its main tool to prospect 

for, hold, and form permanent customer strategies. (Bab Software, 2014) 

 

A few strategies within E-Marketing are: PPC (Pay per Click), SEO (Search Engine 

Optimization), Online Advertising, Viral Marketing, etc. The advantage of using E-

Marketing is intermediaries are not needed to handle companies marketing strategies, in 

other words, anyone can market their goods and services online. 

 

Cerámica Alfarero, a ceramic production company, has realized that foreigners most 

appreciate handmade products and even more so when it is unique and of good quality. 

For this reason, they have seen the need for their product to meet all the above 

mentioned characteristics, in order to reach an international market. As such, I have 

chosen the United States as a country of analysis because its inhabitants have a particular 

taste in regard to crafts, especially if they are handmade. In addition, many of Cerámica 

Alfarero‟s clients have been Americans visiting Ecuador who then take the merchandise 

back to their homes in the United States. 
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CHAPTER I 

E- MARKETING AND ITS STRATAGIES 

 

1.1 E- Marketing 

 

1.1.1 Definition of e-marketing 

 

E-marketing, also known as online marketing, can be defined as the application of 

marketing techniques through the internet in order to reach a specific audience, i.e. a 

defined target for which certain strategies are needed for the company to comercialize its 

brand through the web. These strategies are nothing more than digital tools that help 

promote products, goods, or services on the web more quickly and efficiently. 

 

Thanks to a variety of strategies and tools provided by e-marketing, direct, as well as 

indirect, marketing can be done using different technologies that create a relationship 

between the company and its clientes. Also, e-marketing manages all activities of a 

company through the internet in order to reach the world faster and thus do business, as 

well as acquire and retain customers through the development and growth of its brand 

identity. (Quirk E-m.) 

 

1.1.2 E-marketing and its contribution to trade today 

 

One could say that marketing has been around forever, perhaps unconsciously, but since 

ancient times any property or object that humans exchanged needed some publicity, at 

least in a verbal way. However, for several decades, advertising has become one of the 

most powerful industries worldwide. Today‟s economy requires companies to adopt 

good advertising strategies so they can compete on a more complex level and gain 

higher profits. Investment in advertising is necessary for all types of companies; because 

through proper advertising they can define their position in any given area. 
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In addition, advertising strategies have evolved over time to better benefit enterprises 

worldwide; these developments have been based on innovation and creativity that all 

industrial sectors require. Because of this, e-marketing has taken on a role of great 

importance in recent years because competition has become much tougher.  

 

Internet marketing began around 1990 as simple websites which only offered product 

information by text, without other advertising tools on the internet. Later, with the 

advancement of the internet, e-marketing evolved with it; no longer based solely on 

product notifications or text services; rather it included advertisements complete with 

graphics, images, sound, and more. (Graphic, 2013) 

 

For several years, the internet has established itself as an essential means of 

communication for most people around the world. The internet, being an interactive 

medium, has made it easier to find out preferences, consumer trends, personalized 

information to customers, etc. Thus, e-marketing has emerged thanks to this valuable 

tool; so, one can see the great progress that has been made as apposed to traditional 

marketing; i.e. using papers, brochures, pamphlets, etc. E-marketing does everything 

virtually; therefore, one could say that e-marketing is simply the application of 

marketing principles in a virtual space. Furthermore, through the internet, many 

businesses have become more viable, since they have been based on more effective 

parameters to reach their customers; which has facilitated global trade and the inclusion 

of several companies within the existing competition.  

 

Similarly, internet marketing is one of the most popular, cutting-edge companies of our 

time as it facilitates the acquisition of leads with minimal investment compared to 

traditional marketing options. Also, one can begin a campaign with only the click of a 

button and almost immediately get the attention of customers, along with the option of 

making updates and changes without any major difficulty. With measuring tools, one can 

see if campaigns are paying off in order to know what strategy to implement, or stop, in 

order to achieve the best results. One could say that one of the main objectives of e-
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marketing focuses on direct contact with customers through suitable strategies, thereby 

gaining greater advantage over their competitors. (Alvarado, 2010, pg. 6) 

 

1.1.3 Benefits of e-marketing over traditional marketing 

 

1.1.3.1 Scope 

 

Today, there are no longer borders online; now, companies using the internet have 

gained a unique global reach, more than any other tool obtainable. With e-marketing, 

new avenues for small businesses on a tight budget can now have access to potential 

customers around the world. Today, obtaining a customer, irrespective of his/her origin, 

is less expensive and takes less time compared to traditional methods. However, e-

marketiong is not just about reaching as many customers as possible, but rather the 

quality of the customer. When launching any advertisement or product online, one must 

not only take into account the type of language used but also the culture being reached, 

as each culture is different. (Direct Marketing, 2013) 

 

 

1.1.3.2 Segmentation 

 

Segmentation refers to a group of customers with similar profiles that contain the same 

type of features, in order to implement a differentiated strategy that satisfies each set of 

customer‟s needs in the most efficient manner. According to Ada Gabriela Leyva, a 

segment is a homogeneous group of consumers regarding desires, preferences, 

purchases, or similar lifestyles in the same segment they belong to. This segment 

requires that the company offer a certain product or service to the customer more 

efficiently than the competition through appropriate marketing strategies. However, 

segmentation requires an extensive knowledge of the conduct, or other important 

characteristics, of the clients; as well as finding ways to retain the customers using 

marketing strategies that suit their interests. Thus, the internet has made segmentation 
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easier to execute, because the speed at which an audience is reached cannot be surpassed 

by any other medium. (Leyva, 2011) 

 

1.1.3.3 Ubiquity 

 

In traditional commerce it is necessary to have a physical location to serve customers. 

However, e-commerce does not require any physical location since it is available 

anywhere in the world at all times, making it easier by allowing customers to shop from 

home, at work, or on the road with a smart phone. The advantage of not being restricted 

to a physical space is that transaction costs are reduced and customers do not have to 

worry about going to the place where the product is housed, rather they can acquire it by 

the click of a mouse. 

 

1.1.3.4 Interactivity 

 

The new era of the internet has enabled businesses to overcome barriers of 

communication with consumers. Considering television and newspapers cannot ask their 

audience questions, electronic marketing permits a conversation between the company 

and its consumers in a more timely and dynamic way. Through this, companies can stay 

up-to-date on the concerns and questions from their consumers and thus facilitate quick 

responses, which lead to a stronger and more reliable relationship. (Laudon & Traver, 

2010) 

 

1.1.3.5 Immediacy 

 

Today, thanks to the internet, e-marketing strategies can reach any part of the world with 

amazing speed creating an immediate impact; that is, the consumer only needs to pay 

attention to a certain product or service that is offered on the web and acquire it with a 

single click; and because internet service is unlimited, this means that it is available to 

users 24/7, 365 days a year. (Quirk E-m.) 
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1.1.3.6 Virality 

 

Since e-marketing can virtually reach hundreds of consumers immediately it is important 

that the message, product, or service offered be high quality and attract the attention of 

consumers. For a message to go viral, meaning it is spread and shared with many people, 

it should be a message that captivates the user and catches their attention. The message 

should also create a desire for the user to share the message with their friends, family, 

acquaintances, etc. Thus, the shared message will reach a larger circle, eventually 

reaching the largest number of potential customers. (Direct Marketing, 2013) 

 

1.1.3.7 Closed Curve 

 

Closed curve marketing requires an analysis and outcome measurement of marketing 

strategies. If constant and continuous monitoring of the results of a campaign is 

performed, the company can make more dynamic actions to better suit the needs of 

consumers. 

 

The advantage of e-marketing is that one can have control over the consumer responses 

in real time and therefore campaigns can be constantly revised. As a result, there will be 

less spending on advertising that does not have a positive effect on customers and an 

increase in the return on investment from the company will be seen. (Quirk E-m.) 

 

1.1.4 Marketing and its strategies in the new era of internet 

 

Engaging in business today requires a new and innovative plan for marketing strategies 

and practices, especially since many businesses today are governed by the internet.  

 

Scholars of this issue state, “thanks to new technologies, especially the internet, the 

corporation is undergoing a radical transformation that is virtually a new industrial 

revolution. To survive and thrive in this century, managers will have to adopt a 

completely new set of rules. The corporation of the 21st century must adapt to web 

administration.” (Kottler & Armstrong, 2003) 
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In recent decades, the internet has held a very strong position; thus, companies have 

been forced to implement tools to compete in this area, which is much more beneficial in 

economic terms. Several marketing strategies increasingly focus on sales involving 

direct electronic connections between companies and customers. For this reason, many 

companies not only seek to be immersed in the electronic world with their advertising, 

but once this is done, they want to provide the best possible services to their consumers 

with respect to speed, price, comfort, information, and everything else related to the 

products or services that are offered by companies on their websites. 

 

Within online marketing, iLifebelt proposes four parameters that are of fundamental 

importance, which must be taken into full consideration before implementing an internet 

advertising campaign. These are: 

 

1. Usability: The effectiveness with which the customer provides the required 

service; i.e. companies must publish web sites that are usable enough for even a 

child or an older adult.  

 

2. Interface: Businesses should design a website that shows new products or 

services promoted by the company. Hence, the customer will be attracted to the 

product/service, as well as the information about the product/service. 

 

3. Search Engines: Those who organize information on the internet. Those who 

wish to advertise through a search engine can do it through the SEO system; 

organically (natural positioning system) or through SEM - a system in which one 

pays to appear in the results, such as pay per click or affiliate marketing.   

 

4. Promotion: This is usually done through direct channels of Internet advertising, 

such as: email-marketing, E-advertising in banners, Social Media Marketing which 

works through blogs, or social networks like Twitter, Facebook, among others. 

(iLifebelt, 2010) 
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1.1.5 Operation of the B2C (Business to Consumer) model 

 

Electronic commerce from a business to the customer, better known as “business to 

consumer,” is a type of online marketing which seeks to reach individual consumers 

through business models that peak the user‟s interest; for example: portals, which 

provide users with tools to search the web for their interests. Online retail shops, known 

as E-Tailers, help users make purchases online without having to go to a physical space 

to do so. Another example of B2C is content providers which broadcast information 

such as news, music, photos, etc. 

 

Transaction brokers are also found in this group, these are used for: bank payments, 

buying tickets, etc.; these transactions save the user money and time. There are also 

other online service providers like Google, who created Google Maps, Google Docs, and 

Gmail. (Laudon & Traver, 2010, pgs. 75-84) 

 

1.2 E-Marketing Stratagies 

 

Within e-marketing there are several types of strategies that can be implemented, as long 

as they are used properly. The following are examples of some of these stratagies. 

 

1.2.1 Online Advertising 

 

Online Advertising has grown to be the most common tool for marketing; it is necessary 

for organizations, companies, and institutions worldwide. According to Kenneth Laudon, 

in his book E-Commerce; in 2007, companies invested an estimated $21.4 billion in 

online advertising and this has continued to increase in recent years. Advertisers now 

prefer to invest more money in this medium and are cutting spending on traditional 

advertising such as radio, television, newspapers, and more. 

 



14 

One of the reasons why online advertising has become more productive is because the 

audience is shifting more often than before to the Internet, especially those aged 18 to 34 

years, as well as those over 65 years of age. There are many advantages to online 

advertising compared to traditional advertising, in that it is much cheaper; plus one can 

reach potential customers in real time. It also allows more interaction between the 

company and the consumer, and everything is much more measurable. 

 

It is worth noting that online advertising is not intended to replace other types of 

traditional advertising such as television, radio, flyers, etc., rather it can perfectly 

complement other traditional means for best results. (Laudon & Traver, 2010) 

 

1.2.2 Advertising Networks 

 

In the early years of e-commerce, companies placed ads in the few popular websites that 

existed. However in early 2000, there were hundreds of thousands of specialized sites 

where one could put ads. 

 

Advertising networks use massive databases that are updated and that sell opportunities 

to businesses that want to buy exposure to an online audience. Ad networks determine 

certain important aspects of audiences, such as age, demographic, and geographic 

location. Based on this data, advertising networks show ads consistent with the 

characteristics of the audience to which the contracting company has been asked to 

advertise their products or services. 

 

The performance of ad networks starts with a contractor who requests a page from a 

member of that advertising network. Next, the ad server identifies the user through 

cookies that are on the hard drive of their computer and checks that the user profile is in 

its database. Following this, the ad server selects an appropriate banner as an 

advertisement, based on purchases made, like: demographics, interests, or other data that 

are in the same profile. The result of this is that each time the user logs on, and visits any 
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of the member sites of the network, the ad server will recognize the user and send the 

same ads, or other ads, regardless of the content of the site. (Laudon & Traver, 2010) 

 

1.2.3 Permission Marketing 

 

This strategy requires permission from consumers to accept promotions or for the 

advertiser to send information to the customer‟s email. By obtaining permission from 

consumers to send promotions, advertising, information messages, etc. it is much more 

likely that a relationship between the company and the client is formed. 

 

However, many consumers need a push or incentive to read such advertising or 

promotional messages, and in some cases provide personal data in the network. For this 

reason some companies have decided to offer their customers special bonuses, awards, 

among other incentives, for completing detailed surveys to help them in their own 

marketing. (Laudon & Traver, 2010) 

 

1.2.4 Affiliate Marketing 

 

This strategy is handled through help from other websites. Operation is very simple 

because the company does not have to do publicity work; rather, affiliates are paid to put 

the company‟s ads on their websites. Thus the affiliate adds a link to the company 

website on their own site and encourages visitors to become customers. In some cases, 

members receive a commission on sales generated, in other cases affiliates receive a fee 

based on the number of visitors that the affiliate sent to the company‟s website. 

 

One of the most widely known companies that use an affiliate system is eBay, which has 

over a million members that receive up to 10% on the sales generated by their referrals. 

However, affiliate marketing should be handled carefully as too many links that are not 

relevant to the main focus of a company may cause consumer confusion regarding the 

brand. Affiliate marketing works best when members select products or services on sites 

that are similar and complementary to their own business. (Laudon & Traver, 2010) 
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1.2.5 Viral Marketing through Web 2.0 

 

Viral marketing is a strategy that encourages people to quickly convey a business 

message to others so that the message reaches many users. This is basically the online 

version of word-of-mouth advertising, this works through customer referrals to friends, 

family, colleagues, etc. These references are much less expensive to acquire as existing 

clients advertise for the company, therefore the cost of maintaining them is also very 

low. Consequently, the referred customers begin to generate profits for the company 

without investing money in them. 

 

One of the ways viral marketing works is the incentives to new customers to send or 

share the site with their friends in order to receive discount coupons. Likewise, the 

person who receives the incentive to their friend will receive a discount coupon which 

will encourage them to share the site; this increases exponential. An example of viral 

marketing can be found on the website of Mr. Watch. When a user shares a purchase 

with friends, they recieve a discount coupon. Then if said friend takes advantage of the 

discount and likewise tells a friend then the cycle continues, thus forming a viral chain. 

(Laudon & Traver, 2010) 

 

1.2.6 Pay per Click 

 

Pay-per-click is a very simple and effective advertising strategy that focuses on a group 

of users or specific target group. The way this is done is through the purchase of 

sponsored ads in search engines such as Googleor Yahoo. These ads typically appear 

above or on the right side of normal organic listings. 

 

One of the biggest advantages achieved by using pay-per-click is the system charges for 

advertising according to the results obtained, i.e. when the user clicks on the ad, the 

company will pay for it. The operation of this method consists of a bidding system; the 

highest bidder gets the highest number of ads. 
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However, the operation of this system must be constantly reviewed to ensure better 

performance results; the advertiser should use keywords that are commonly used by the 

target consumer. In this way, the better the targeted ad is, the higher the ROI. (Quirk E-

m.) 

 

1.2.7 Search Engine Optimization (SEO) 

 

Currently there are billions of web pages, however it is not known exactly how many 

websites exist in the world. To assist the user in finding the information they need, 

search engines have become very popular and easy to use. When users enter a search 

term in Google, MSN Search, Yahoo, Ask.com, etc. these will produce two types of 

listings: sponsored links; ie, the ads which advertisers have paid for to appear and the 

second list are “organic” search results; that is, listings that were automatically placed in 

order according to the search engines algorythm; these are also called non-sponsored 

ads. According to Kenneth Laudon, search engine marketing has been one of the fastest 

growing systems; for example, in the United States about 70 million Americans use 

search engines, generating around 8 billion searches per month. 

 

Depending on the company‟s needs, it may choose from three types of search engines, 

such as: paid inclusion, keyword advertising, and contextual advertising. 

 

1. Paid Inclusion: The search engine will include the website of the company in its 

list of search results in exchange for a set fee. As a result, the website will have 

more visits and will be given suggestions for improving organic search results. 

Paid inclusion ads are most visited thus the website is ranked in a better position 

in the organic results. Companies that do not want to pay for their inclusion 

generally appear far down the list and almost never are found in the first pages of 

search engines, resulting in commercial death. 
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2. Keyword Advertising: In this advertising system, advertisers buy keywords 

through an auction process in the search engines, then whenever a user searches 

for that word, their ad will appear in a section of the website, usually in a small 

ad on the right side of the site or on top of it. The higher paying advertisers 

receive greater visibility of their ads on the search engine. 

 

3. Contextual advertising: In this case, the publishers of the websites are attached 

to the network and allow the search engine to place relevant ads on their sites; 

thus, the advertisers pay for the information to appear on the web. Once users 

start to click on the ad, the proceeds from the advertiser are divided between the 

search engine and the site editor, although sometimes the editor receives more 

than half. 

 

Although the editor has no direct control over the ads displayed by the search engine, 

nor does he know for sure the location of the ad, the system analyzes the context of the 

ad and keywords to ensure that only appropriate and relevant ads appear on the search 

engine. It should be noted that the price of keywords varies from pennies to $25 or more 

per click. (Laudon & Traver, 2010) 

 

1.2.8 Email Marketing 

 

Email marketing is a form of direct marketing which uses electronic media to reach 

potential customers through messages, announcements, and general advertising of their 

products or services. Although this strategy is one of the oldest it remains one of the 

most profitable and powerful because it requires a very low investment; it is also 

specific, customized, and measurable. 

 

Although there is a great disadvantage in this system due to the existence of spam, 

which makes it difficult for users to receive advertisements of companies, email 

marketing continues having very obvious benefits. In a study by Jupiter Research, it was 
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concluded that investment in email marketing increased from $885 million in 2005 to 

$1.1 billion dollars in 2010. (Quirk, 2007) 

 

According to Kenneth Laudon, spam is nothing but junk mail and spammers are 

individuals who send mass emails without permission and without users having 

expressed an interest in the product or service. Often spam is inappropriate content, 

scams, improper products, among others. Email marketing is very different because this 

is legal and appropriate content for users. 

 

However, about 80 million Americans, and 600 million people worldwide, send emails 

daily. Thus, it is very feasible to continue using this system since for example the 

approximate cost per contact varies from $ 0.05 to $ 0.20 depending on how specific the 

required contact is. If this is true, email marketing is very doable for good customer 

relations but it is not advisable to use to attract new customers. (Laudon & Traver, 2010, 

pgs. 432-433) 

 

1.2.9 Marketing on Social Networks 

 

Some of the key elements of Web 2.0 are the rapid growth of user-generated content and 

use of the Internet to share and socialize with the rest of the world. According to 

Kenneth Laudon, one in four Internet users enter a social networking site at least once a 

month, with approximately 609 million Facebook users in 2014, 490 million monthly 

users on YouTube, and the numbers are increasing as globalization proceeds. 

 

Advertising on social networks has had the largest and most extraordinary growth in 

social marketing. It offers advertisers all formats found in portals and search sites, 

including banner type ads, videos, etc. 

 

Social networking sites like Twitter, Facebook, or MySpace offer businesses the 

opportunity to bring together people with similar interests so that they can obtain more 

customers more effectively. The potential of these pages is multiplied on a large scale 
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when they are handled by marketing professionals as they can advertise their electronic 

fan pages on Facebook and Twitter, and others; features that allow users to access them 

easily. 

 

Social networks can offer several advantages not available in other electronic media, 

such as: 

 

 Hyper-targeted Advertising focuses on the ability to create customer profiles 

according to tastes and preferences, mostly based on activity on the network. 

Segmented messages are always considered to be more useful than the messages 

sent to the general public. If messages are clearly segmented then advertising 

reaches a much higher position.  

 

 Social Shopping refers to purchases made by people close to the user such as 

friends, family, coworkers, etc. Through this method, users receive notifications 

of purchases made by acquaintances, which then acts as a stimulus to encourage 

the user to also make similar purchases. 

 

Many studies emphasize that the use of social networks for marketing is not only to 

advertise products or services but to better understand consumers, their tastes, and 

preferences. Social networking is a market study in constant motion; as stated in a 

published article on marketing and social networking, “if a brand is looking for extreme 

sports fans, maybe it could find 185,981 on Facebook, in addition to discovering that 

83% of fans are men between 16 and 32 years, living in cities of over 200,000 

inhabitants, who read blogs more often than usual, etc.” This allows businesses to gain 

great advantages over companies who are not immersed in social networks. (Rodriguez, 

pg. 37) 

 



21 

CHAPTER II 

BUSINESS ENVIRONMENT OF CERÁMICA ALFARERO 

 

2.1 Micro Environment 

 

2.1.1 Providers 

 

With 25 years of experience in the market, Cerámica Alfarero has become one of the 

greatest companies of Azuay, specializing in decorative and utilitarian ceramics. Due to 

its size, the acquisition of clay mines has been very important according to production 

needs. The company currently has seven providers in the Amazon, specifically in 

Morona Santiago, others in Loja, and with the majority in Azuay. These mines supply 

the raw material to the company on a regular basis. As for extra materials for finished 

products, these are produced internally in the factory; other supplies like enamels to 

decorate pottery are purchased in paint stores locally. However, many of these enamels 

are prepared by the owner of Cerámica Alfarero and even sold to the public. 

 

The company is very well organized, due in fact to their extensive experience as potters; 

they know where to obtain the raw materials needed for production and have enough 

providers to supply them and meet high demands at any time. 

 

2.1.2 Clients 

 

Customers of Cerámica Alfarero are mostly domestic but they really do not have high-

end customers in Cuenca; the owners argue that Cuencanos do not like wasting their 

money on expensive products. Unfortunately, the labor put in by the craftsman is 

extensive, so prices tend to vary according to each piece. However, the owners 

sometimes receive orders from other cities like Machala, Loja, Quito, or Guayaquil, 

where there are no fixed prices; rather each piece is valued individually according to the 

work put into it. 
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The tourist, or foreign resident in Ecuador, is also a loyal customer of the company, as 

some are collectors of crafts who appreciate handmade products, have a high 

appreciation for other cultures, earn relatively high incomes, and also appreciate the 

quality and unique designs that each piece that Cerámica Alfarero offers. However, these 

few regular customers of the company, and other sporadic customers, do not sustain the 

business. In any given month, sales can be as high as $5,000 or as low as $500.00. For 

this reason it is essential that the company start using more advertising distribution 

channels and open up to new cities to gain more recognition and more customers. 

 

2.1.3 Company 

 

According to the interview with businesswoman Clarita Ochoa, owner of the company 

Cerámica Alfarero, all relevant information was obtained regarding the company and its 

beginnings in the local market. According to her, the company was founded thirty years 

ago by economist Carlos Saldaña and with chemical engineer Juan Vega de la Cuadra. 

However, they soon separated and Carlos Saldana kept the factory and created a 

company called Cerámica Alfarero. 

 

Twenty five years ago, demand for ceramic in the country was very high, thus it was 

sold to large chains like Casa Tosi, La Americana and DePrati. However, although there 

was a great demand for it it was not possible to supply the entire market due to several 

factors at the time. The main products sold then were ceramic pedestal lamps in colors 

like white, black, green, blue, and other bright colors, without any decoration but of 

excellent quality as it had access to the best mines. 

 

After the rise of Ecuadorian ceramics came the invasion of Chinese ceramics, which 

bankrupted almost all Ecuadorian ceramic companies due to their low prices, which 

Ecuadorian potters could not compete with. Another drawback was at that time people 

did not appreciate domestic products, so the factory had to sell their products in 

department stores without their label, because if it was shown that the product was of 
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Ecuadorian origin it would not be sold; thus European labels were used instead in order 

to improve sales. 

 

After a few years of the Chinese ceramics boom, people began to notice the poor quality 

of these products and therefore tired of them; thus Chinese product sales began to 

decline in the Ecuadorian market. Nevertheless, Cerámica Alfarero no longer produced 

in the same quantities as it did before, so they were left with a very large production 

plant and infrastructure. Something that also affected them was the fact that their most 

skilled craftsmen migrated abroad. 

 

Due to all the above factors, the factory no longer had to supply the department stores 

like before; hence they they decided to focus on producing handmade ceramics. Unlike 

traditional pottery, the owners thought it was better to create something different, 

something that the client could identify themselves with. Thus, they began to make 

decorative pottery with unique designs and of excellent quality. 

 

For 10 years now, products have been manufactured and branded as Cerámica Alfarero, 

because times have changed and nationalism has been strengthened over the years. In 

addition, Cerámica Alfarero has come to be known for its excellent quality, hand crafted 

with a mixture of ceramic and wrought iron, specifically for decorating traditional 

homes. In addition, its products have been developed under the guidelines of the 

customers requests, so that one can find unique products unlike any other ceramic 

product in the country. 

 

Clarita Ochoa, wife of Carlos Saldaña, explained that by asking their customers why 

they did not buy their products, they responded that they did not like the typical, one-

color ceramic they had been making for years, rather they wanted something different, 

something more colorful, and more decorative. Thus, Cerámica Alfarero began meeting 

these demands and eventually won the appreciation of their customers with have unique 

and decorative pottery. In addition, as per their customers‟ request, they have 

incorporated materials such as iron and wood in their products.  
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For ten years the factory has been maintained with a staff of ten workers, among which 

are three artists who paint and decorate all the pottery. They have the advantage of 

having available an adequate infrastructure, but they use only a quarter of the space. 

They do not pay rent because they own the building which is located in the center of the 

city of Cuenca. They also have showcase displays at the Mall del Río, the Monasterio de 

Todos Santos, and the last at the Cuenca airport. (Ochoa, 2013) 

 

2.1.4 Organizational structure 

 

While ceramic decorative items manufactured by Cerámica Alfarero are very well made 

and of very good quality, they lack adequate organization in the administration of the 

company; the owner of the company manages everything thus sales are low and there is 

no budget for more administrative staff. Currently, the company is very disorganized, 

there is no administrative hierarchy. There is no manager, administrator, an accounting 

department, nor any public relations person that promotes their brand. It is therefore 

important that the company invest in more staff so as to increase future exports. 

 

2.1.5 Technology 

 

While the company has a large enough factory for production, it is not adequate due to 

outdated equipment acquired about 30 years ago. This is a great disadvantage for the 

company because it makes them unable to respond to an increase in demand. It is vital 

that the company be updated so they can become more competitive in the market. 

 

Another important aspect regarding technology is the lack of computer equipment, such 

as the internet, a website, social network presence, etc. 
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2.1.6 Segmentation 

 

The products from Cerámica Alfarero do not appeal to every consumer, but there is a 

segment that exists that does in fact like decorative ceramic items for homes; these are 

generally people ages 40 to about 70 years old, female, who like hand-decorated crafts, 

and have a degree of high culture. They also have higher incomes because, as discussed 

above, this type of pottery specifically is crafted with unique details on each product, 

which makes them more expensive. 

 

2.1.7 Product 

 

Within the wide range of products produced by Cerámica Alfarero there are decorative 

items such as plates, hanging lamps, ornaments, vases, mirrors, bells, and cabinets. The 

plates, cabinets, and vases are the best sellers. All products are handmade, so the time it 

takes to make each article is significantly great. Usually the development of each 

product takes a period of approximately eight days, from the pouring of liquid clay paste 

to baking. 

 

2.1.8 Design 

 

While each piece is unique at Cerámica Alfarero, most of its pieces include flowery 

designs and flying hummingbirds. All parts carry a combination of very soft, perfect 

colors for any traditional home. There are a lot of pastel colors such as beige, light blue, 

pink, and yellow but there are also bold colors like electric blue, dark green, orange, and 

purple. The client can suggest a decoration or specific color, among other suggestions. 

 

2.1.9 Added Value 

 

As mentioned before, all pieces produced by Cerámica Alfarero are handmade, hence 

the artisans are skillfull and very experienced at what they do. The average time of 

completion of each piece is 8 days because he or she must prepare the clay, mold the 
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figures, heat them in the oven, dry the piece, and decorate the piece with a special 

enamel so the color won‟t fade. This whole process takes a lot of time and dedication, 

thus pieces at Cerámica Alfarero can be expensive because each artisan earns anywhere 

from $600 to $900 a month for their work. 

 

2.1.10 Quality 

 

The clay comes from the best mines in the country, mostly from Cuenca, which are some 

of the finest to be found in Ecuador. Likewise, the enamels and varnish used are of 

excellent quality providing added durability, as well as maintaing the details and colors 

of each piece for many years. 

 

2.1.11 Aggregation Level 

 

Among the variety of pieces that can be found in Cerámica Alfarero are: 

 

 Vases and Pots: Some are all flowery, pastel colors or bright colors in different 

sizes. Small for wall planters, medium for gardens, or large for medium-sized 

trees that can also be used as decoration for inside the house. 

 

 Mirrors: Ceramic edged with wrought iron or only ceramic. Usually medium size 

for the bathroom, living room, or bedroom. 

 

 Vintage washbasin: With a wrought iron base and a kind of decorated ceramic 

tub, they can be found in medium and large sizes that can be used as decoration 

for a spacious bathroom. 

 

 Lamps: small for nightstands, medium for a livingroom table, and large for the 

kitchen, living, or dining room. Some are floor lamps and others can be hung on 

the wall; either can be ordered with a single bulb or multiple bulbs. 
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 Articles for the bathroom: Toilet paper holder made of ceramic and wrought iron 

that can be nailed to the wall of the bathroom, soap holders, towel racks for small 

or large hand towel with a tube of wrought iron and ceramic, and tissue 

dispensers for guest bathrooms. 

 

 Kitchen Utensils: You can find very colorful ceramic napkin rings, bread boxs, 

cheese makers, small rates, and medium to large coffee and tea sets. Six small 

cups combined with wrought iron to hang on the wall. Containers for spices in 

sets of two, three, and six-packs, simple or wrought iron. Some containers have 

drawings or words to know where you put each spice or ingredient such as rice, 

crackers, salt, sugar, cloves, pepper, flour, etc. 

 

 Portraits and plaques: All made in ceramic and wrought iron on the edges with 

different shapes. They can be ordered in different sizes and designs, with 

messages or names, they are especially made to place at the door of the houses or 

rooms and kitchens depending on the message that goes in them. For example, 

there are plaques bearing the family name and placed outside the house, there is 

another with a message of friendship, love, prosperity, etc. As for pictures, one 

can find paintings representing the virgin birth of Jesus, landscapes, among 

others. Similarly they are combined with wrought iron and they are usually 

medium sized, which can be used as tiles for home decoration. 

 

 Candle holder: Can be multiple unit or with an option to place more candles. 

Some are floor holders are for large spaces, while others are for the table or wall. 

Some have an option for up to ten candles that can be placed in bright areas such 

as the living or dining rooms. All of them carry a combination of ceramic and 

wrought iron with very striking forms. 

 

 Mailboxes: They are made of wrought iron with very rustic rectangular shapes; 

they also have a ceramic plate that says “mailbox” with horses galloping. They 

can be ordered from small to medium size. 
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 Ornaments: Within this group are the frames in different sizes: small, medium, 

and large; square, rectangular, oval, or circular; all made of ceramic and 

decorated with various colors and designs. One can also find sculptures of owls, 

chickens, pigeons in small, medium, and large sizes. A chess set, reflecting the 

Spanish conquest between the Inca and Spanish, in large size. Medium-sized 

piggy banks in various colors and designs. 

 

2.1.12 Process 

 

A special paste called barbotina makes up the ceramic pieces. This liquid is put into 

molds and after a certain time, when the piece is formed, the containers are emptied and 

a kind of dry clay is made. After this is the drying phase where the piece is polished and 

placed in the oven. Afterwards the mold is burned and decorated, which is done by hand 

using different techniques depending on the product, and then it is burned again. After 

completing the above detailed process, pots, plates, hanging lamps, etc. are assembled.  

 

Cerámica Alfarero offers handmade products which are very labor intensive. They have 

managed to find a niche market of people interested in decorative ceramics very 

different from the traditional ones; which can be made to each customer‟s taste. 

 

2.1.13 Distribution Channels 

 

Currently Cerámica Alfarero uses only the direct channel of distribution, selling their 

products directly to consumers without any middleman. 10 years ago they had several 

distribution channels, especially wholesale stores like Casa Tosi. At that time the factory 

produced 100 times more items than it currently produces. One of the reasons why they 

do not mass produce anymore is because the intermediaries ask for a very high discount 

rate, from 30% to 40% off; this is impossible because the products are handmade by 

artisans who receive a monthly salary of $600 to $900. 
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However, Cerámica Alfarero should not rule out the possibility of seeking a smaller 

distribution channel, such as La Esquina de las Artes in Cuenca, where one can find 

many local artisans‟ displayed work. A reasonable discount could be given to the store 

owners in order to obtain a larger market. 

 

2.1.14 Competition 

 

The most direct competition that Cerámica Alfarero has in Ecuador is the Eduardo Vega 

Workshop and Gallery; a local potter with studies in the School of Fine Arts in Madrid, 

School of Design in London, and Artistic Ceramics in France, with about 50 years 

experience as a muralist, and with a production of decorative and utilitarian ceramics. 

Some of his most famous murals and sculptures are “Los Totems” in the city of Cuenca, 

“Los Huangalas” in the Continental Hotel in Guayaquil, “Sacando el Alma de la Tierra” 

in the lobby of the Vice Presidency of the Republic, and 40 other murals he has done 

throughout his career, one of them which was sent to the state of California in the United 

States. Other items made by the artist are plates that are used as small pictures to 

decorate the walls in traditional homes, within which can be found: trees, flowers, 

vegetables, chickens, fish, cholas cuencanas doing everyday activities, and Cuenca 

heritage sites such as the Cathedral and the Casona del Vado. He also has a series 

devoted only to the Galapagos islands where many species of the island are shown. 

 

Inside the gallery one can also find great decorative plates containing various landscapes 

of Ecuador with wildlife and national heritage sites. Likewise, the gallery features small, 

medium, and large vases with unique details and forms. With regard to the decorative 

and utilitarian ceramics, there are: trays for snacks, salad bowls, teacups, cheesemakers, 

coasters, coffee sets, dinner sets, sushi sets, and ceviche sets. Finally in the decorative 

section, one can see sculptures of giant owls, bird lamps, indigenous Saraguros, cholas 

cuencanas, ducks, and Columbian pigeons, among others. 

 

As can be seen, Eduardo Vega has much competitive advantage over Cerámica Alfarero 

starting with a well-organized website containing high resolution pictures, a biography 
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of the artist, a very detailed catalog, a contact form to address consumer concerns, and 

access to social networks like Facebook and Twitter, where you can also contact the 

gallery and see promotions and news about the gallery. Another advantage is the location 

of the galleries in strategic cities for this type of traditional ceramics, the main gallery is 

located in the city of Cuenca and the second is located in Quito, these cities appreciate 

and acquire Vega‟s works. Another aspect to consider is the international recognition he 

has gained throughout his career as a ceramist; his work has been sent to various parts of 

the world such as the United States, Taiwan, Costa Rica, and other countries in the 

American continent. (E. Vega Gallery Workshop, 2014) 

 

As can be observed, Cerámica Alfarero has a long way to go compared to Eduardo Vega, 

starting with a web page; in these times it is critical to manage a website in which one 

can offer a virtual catalog of products to the public. Furthermore, the company is 

wasting the factory by using only 1/4 of the space. The opening of another location in 

Quito or Guayaquil would also be beneficial because by only having one place in 

Cuenca they are losing the opportunity to earn national recognition. 

 

Regarding the issue of exportation, Cerámica Alfarero hasn‟t done it; hence it is at a 

disadvantage compared to Vega, as he has been exporting his work for many years, 

which has given him international recognition. However, if Cerámica Alfarero does not 

solve the internal problems of the company it will be impossible to cope with 

international demand. 

 

2.2 Consolidation of the company in the local market 

 

Some time after creating the partnership between Carlos Saldaña and Juan Vega de la 

Cuadra, and later deciding to separate, Carlos Saldaña kept most of the factory and the 

machinery, leading to the creation of Cerámica Alfarero. Since then, the factory has 

produced ceramic, not only of a high quality but also decorative and unique. Some of the 

current staff includes a “strainer,” a “polisher,” a “baker,” and a “glazer” (which puts 
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enamel on the ceramics). The other staff includes decorators, mechanics, and carpenters 

who all have helped Cerámica Alfarero grow to what it is today. 

 

Since the consolidation of Cerámica Alfarero in Cuenca, it has not been easy to grow in 

the local market due to the devaluation of national products for many years. Today, the 

company has found a niche market for decorative ceramics. Although their prices are 

relatively high, due to the time it takes to manufacture each piece, the quality, 

authenticity, and uniqueness of their product designs are worth every penny.  

 

Cuenca is a very private and traditional town; thus Cerámica Alfarero‟s products have 

adapted very well to Cuenca society. However, foreigners residing in this city are one of 

the largest customers of the company since seeing unique and different ceramic products 

really catches their attention. Moreover, by virtue of being handmade, they are much 

more appreciated than traditional ceramic products. 

 

Still, although Cerámica Alfarero offers a distinct product, it is not the same company it 

was 25 years ago when it distributed in bulk to large retail stores. The entry of cheaper 

Chinese ceramics caused sales to fall dramatically, to the point of not selling their 

products to any dealer in the country, as these wanted to buy ceramics for half the price 

and resell them, basically ending the prestige and effort of artisans. Also, sales have 

declined due in part to the domestic market not appreciating the effort and dedication 

comprising each piece, essentially raising its value and its price. 

 

2.3 Need to enter the international market 

 

Due to the handmade nature of the ceramics, Cerámica Alfarero products are products 

with identity, an identity that represents Cuenca. Foreign visitors want to feel somehow 

identified with the place they visit, for this reason they want to take the product back 

home to their country of origin. However, this is not an easy task due to the fragility of 

the ceramic; it can break easily while in transit.  
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Many foreigners residing in Cuenca buy various products from Cerámica Alfarero 

which can be used to decorate their homes. However, many of them cannot purchase 

what they want due to the fragility of the pieces. Thus, Cerámica Alfarero has offered to 

send the product by the Ecuadorian Post Office or Exporta Fácil. Moreover, Pro-

Ecuador has givin advice to the owners of Cerámica Alfarero on the issue of 

exportation; however they must obtain a certificate of origin and other documents. 

Nevertheless, they still do not have enough demand for large exports since the product 

has not been promoted in the right way yet. (Ochoa, 2013) 

 

2.3.1 Emergence of new attractive markets 

 

The craft market has a high demand in Western countries like the United States due to 

the high level of cultural knowledge that consumers have. Despite the United States 

being a large country, there is little competition in the handmade ceramics market. Also, 

this industry will always be appreciated by American customers because they usually 

appreciate and value different cultures, especially handmade products. The majority of 

items for decorating homes are manufactured in series in Ecuador, without any 

emotional bond or story behind it. Instead handmade crafts always have a story or a link 

to the culture, this makes the product attractive. 

 

2.3.2 Government incentives 

 

The Ecuadorian government, through the Institute for the Promotion of Exports and 

Investments, with the Ministry of Foreign Trade, “is responsible for implementing the 

policies and rules to promote exports and investments of the country, in order to promote 

the supply of traditional and non-traditional products of Ecuador markets and producers, 

promoting a strategic insertion into international trade.”  As such, the government seeks 

to achieve a responsible export culture, especially from those belonging to small and 

medium enterprises. (PRO ECUADOR, 2014) 
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Pro Ecuador creates a database by sectors and regions where potential exporters are 

formed into groups depending on the product, the presentation, exportation history, 

destinations, among other data. They are also constantly organizing events such as 

training on topics like exporting, entering a new market, and competitiveness. It also 

conducts workshops and projects and gives notice to the producers on trade fairs and 

missions related to these products that businesses can attend. Pro Ecuador and also gives 

notices of business meetings of countries interested in investing in Ecuador; for example 

business meetings between China and Ecuador on flowers and fruit. (PRO ECUADOR, 

2014) 

 

The goal of Pro Ecuador is to provide opportunities to producers or small businesses to 

promote their products overseas, thereby generating income and jobs for the country. 

Working alongside Pro Ecuador is Exporta Fácil, a tool that facilitates exports of micro 

(small and medium) enterprises in order to make them more competitive in the 

international market. 

 

The process for exporting is very flexible and simple, because one only needs to enter 

the portal Exporta Fácil, initiate an export application, fill out the Simplified Customs 

Declaration form (DAS), and other required documents such as the company RUC, 

commercial invoice, packinglist, and certificate of origin. Once all these documents are 

delivered, the company is now able to export their goods. However, the export should 

not exceed $5,000 and the packages must not exceed 30 kg. Once approved for export, 

the user can use the postal services of Ecuador to ship their products to any destination. 

(EXPORTA FACIL, 2014) 

 

2.3.3 Pursuit of easy access to technological advances 

 

The United States, being a world power, is very advaced in the technological aspect in 

all industries it competes with; which is why it would be beneficial to acquire 

knowledge about new technology in equipment and machinery, as well as learning new 

techniques for decorating ceramics. Cerámica Alfarero uses outdated technology in the 
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factory, considering it was acquired over 25 years ago. It is vital that the machinary be 

updated so they can have a more optimal response to demand, domestically and 

internationally.  

 

An important issue in the appearance of pottery production is the environmental impact, 

it also could learn how to take advantage of a 100% of its waste through recycling, 

which could lead to more revenue for the company. This could be done as long as 

suitable machinery is acquired to optimize work. 

 

2.3.4 Use of idle production capacity 

 

As noted above, Cerámica Alfarero has a very large factory due to mass production 

performed over ten years ago. But, when Chinese ceramic entered the country, 

Ecuadorian producers, including Pottery Alfarero, were no longer profitable. Since then, 

the company has only used one quarter of the factory, producing few pieces and leaving 

the rest of the factory to waste. For this reason, the company wants to open up to an 

international market, thus maximizing unused space and disused machinery. 

 

2.3.5 Risk diversification 

 

Cerámica Alfarero has not had significant revenue for more than ten years; this could be 

due to little promotion and almost no distribution channeles used by the company. Thus, 

the owners are looking to open up to other markets where their products are most 

appreciated. Advertising only in Ecuador would be risky for the company because they 

do not have enough demand. To strengthen demand, Cerámica Alfarero wants to 

promote its products in the United States, given that Americans have shown a high 

appreciation for their products, which leads them to believe that they would do very well 

in an American market. 
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2.4 Macro Environment 

 

2.4.1 Political Environment 

 

The Ecuadorian government, through the regulatory agency INEN (Ecuadorian 

Standards Institute), which “makes technical standards of raw materials, intermediate 

and finished products, also helps to ensure the protection of life, human health, animal, 

vegetable, and the preservation of the environment; consumer protection and the 

promotion of a culture of quality and productivity improvement and competitiveness in 

Ecuadorian society,” has improved production in the country and compelled Ecuador to 

become competitive both nationally and internationally. (INEN, 2014)  

 

In addition, this regulatory entity seeks to constrain some imports for the country to 

produce more here and export more abroad. Regarding ceramic products, especially 

floor and wall tiles, restrictions have been placed on labeling;, which harms the 

Ecuadorian importer since the international ceramic industry, like Chinese for example, 

having many customers in the world, will not be complicated with so small a market as 

Ecuador. 

 

Although technical standards have not yet been imposed on artisanal ceramics, they may 

soon be. Since tourism is one of the largest contributors to the economy of Ecuador, and 

crafts are part of this industry as they represent the culture of the country, the 

government should encourage improvements in the quality of crafts in order to be 

competitive both within and outside the country. One of the advantages of Cerámica 

Alfarero, in this respect, is that they do not import any materials for production; 

everything they need is obtained in Ecuador, starting with the raw material, which comes 

mostly from the province of Azuay, to the enamels used to decorate the pieces. 

 

As for the legal aspect, there is a regulatory entity, the “National Artisan Defense 

Board,” which aims to develop the handicraft sector by promoting public policy, 

research, and service to the artisans. Furthermore it is based, and relies on, the “Artisan 
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Defence Act” in order to increase respect for the Ecuadorian artisan, as detailed in “Art. 

1.- This Act protects artisans of all branches of arts, crafts, and services, to enforce their 

rights. . .” (National Artisan Defense Board, 2014) 

 

Some of the benefits available to artisans are:  

 

 They are exempted from paying the thirteenth and fourteenth month salaries, plus 

utilities to operators and trainees. 

 

 They are also exempted from paying the workers and apprentices complementary 

bonds. 

 

 They also have job protection against contractors. (Ecuador Artisans, 2014) 

 

2.4.2 Economic Environment 

 

Regarding the economy, the “Artisan Defence Act” grants some privileges to artisans, 

especially taxes:  

 

 All Ecuadorian companies shall bill, however artisans bill at a rate 0%, i.e. are 

exempt from paying sales tax. 

 Are not required to report semiannually sales tax 

 They are exempted from paying income tax. 

 Also are exempt from tax on the export of their products. 

 Nor are they required to pay taxes and municipal licenses on total assets. 

 They do not pay tax on the transfer of ownership of immovable property for craft 

centers and training workshops. (Ecuador Artisans, 2014) 

 

All these exemptions and benefits accrued by artisans are due to the effort involved in 

the craft, because the majority is done by hand with a minimum percentage of machinery 

in the production thereof. However, many people have qualified without being artisans, 
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such as hairdressers. This has led to a discussion, and possible reforms, to be presented 

to the National Assembly in September of 2014 on the Artisan Defence Act, which may 

require payment of utilities. This would be very detrimental to the true artisans who have 

few workers and profits of their work are not as high, which could force some of them to 

close their shops. It should be noted that another important aspect in this area is the 

generation of jobs this industry provides; there is much needed manpower, from the 

extraction of raw materials, to production, to marketing. (El Comercio, 2014) 

 

2.4.3 Social Environment 

 

On the social side, artisans in Ecuador, due to the Artisan Defence Act, have benefits 

like: 

 

 Affiliation to state insurance for master craftsmen, workers, and apprentices. 

 

 They also have access to loans from the State Social Security. 

 

 They can extend Social Security to your household. 

 

 They are not obliged to pay reserve funds. (Ecuador Artisans, 2014) 

 

Another important aspect in the social field of crafts is the acceptance of artisans in the 

country. The campaign “Best if made in Ecuador” has created awareness to accept and 

purchase domestic products instead of foreign products. Also, thanks to the plurality of 

cultures that exist in Ecuador, one can find crafts from all provinces and regions, each 

with unique hallmarks of its culture and tradition. In the mountains there are clay pots, 

ceramic decorations, straw hats, and different types of metalwork. On the coast there are 

tagua crafts, Montecristi hats (straw shawl), balsa wood crafts, rattan furniture, bamboo 

cane, etc. In the Amazon there are “Kumbia” necklaces made from seeds of plants with 

the same name, natural fiber bags made from Kumai, fiber-based marijuana bracelets 

that are hand woven, wood log handicrafts, etc. 
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Craft fairs, both public and private, are also part of the social sphere. In them one can 

see crafts of all kinds, plus displays of these fairs are usually done on important dates or 

in provincial capitals such as the Cuenca Inter-American Folk Art and Crafts fair 

(CIDAP), usually held on April 12th and November 3rd, celebrating the foundation and 

independence of Cuenca.  

 

2.4.4 Technological environment 

 

In the technology field, one can see support from the Ecuadorian government through 

the Ministry of Industries and Productivity (MIPRO), who through the Undersecretary 

of MSMEs, namely, micro, small and medium industry, encourages the craft industry by 

implementing policies and tools that support the competitive development of these and 

other crafts and business opportunities for access to national and international markets. It 

also generates support projects that facilitate access to loans that are in the productive, 

comercial, and technological development of MSMEs, handicrafts, and productive 

enterprises. 

 

It also encourages and motivates the formulation and implementation of projects for 

production, to improve competitiveness of MSMEs. And most importantly, supports the 

creation of specialized technical groups, which are responsible for diagnosing, 

identifying, and making proposals for intervention to improve the quality of products, 

and obtaining competitive advantage in the Ecuadorian handicrafts industry. 

(Sustainable Market, 2014) 
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CHAPTER III 

INDUSTRY ANALYSIS AND OPPORTUNITIES IN THE AMERICAN MARKET 

 

To perform a market study it is necessary to obtain all relevant information on the 

country of interest, in this case the United States. According to the source, TradeMap, 

bilateral trade between Ecuador and the United States of ceramic crafts is not very 

significant compared to other products, however there is room for growth. 
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1. Ecuador-United States Bilateral Trade 

 

 

Source: Trade Map 
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As shown in the above table, the code 691390000 representing the Statuettes and other 

ornamental ceramics other than porcelain, represents relatively low exports; in 2009 

alone $8,000 in ornamental items were exported from Ecuador to the United States. In 

2010 and 2011, exports remained improved for this item with an increase to $15,000. 

However, for 2012 and 2013 export values dropped significantly, exceeding an amount 

no greater than $ 7,000. 

 

While export values are low, it is because much of the raw material for production of 

pottery is from Azuay. According to the Chamber of Industries, the most concentrated 

raw material in Cuenca is clay, generating 2,400,000 m
2
 per year; however, most of this 

is it intended for the production of ceramic tiles. The volume used for the production of 

handmade pottery is not as high; it is for this reason that exports are so low. (El 

Telégrafo, 2014) 

 

3.1 Internal Analysis 

 

3.1.1 Physical Capacity 

 

3.1.1.1 Tangible Assets 

 

Fixed Assets  

Quantity Tangible Assets 

1 Factory 

1 Commercial Store 

1 Oven for forging 

2 Furnaces for burning pieces 

3 Booths for glazing 

2 Polishing Lathes 

2000 Casting molds 
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Cerámica Alfarero, being a company that converts raw materials into finished products, 

is responsible for preparing the dough for ceramics to painting and decorating them; its 

fixed assets are considerable for the preparation and finish of the ceramics. The factory 

has two ovens, 4 x 1.5 meters in size, which serve to burn the ceramic. The temperature 

is suitable for baking either the mold or the glaze that goes on the figure when it is dry. 

The factory also includes three booths for the glaze on the pieces, but they only use one 

for the time being because demand is low at the moment. 

 

It also has two lathes for polishing, however, only one is used since they only have one 

polisher. They currently have two thousand casting molds for parts, but only about five 

hundred molds are used for the preparation of the figures due to low demand and the 

small staff at the factory. Finally, they have one furnace to forge iron; they believe 

another furance should be purchased for the production of parts. 

 

The factory currently produces a lower level of pottery compared to years before. Today, 

approximately two hundred small sized pieces, sixty to one hundred medium sized 

pieces, and about fifty pieces large sized pieces are produced in any given week. The 

factory currently has three artists; it is believed that production could increase by 150% 

if they had more equipment and more artists. For this reason, the owners have seen fit to 

hire more staff, specifically three more glass workers, two polishers, three strainers, and 

three artists. 

 

In terms of retail, Cerámica Alfarero has its own store, which is located on the ground 

floor of the owners‟ residence. The place has everything one would need to showcase 

products, from the physical space to the display cases, shelves, a computer, a desk, and a 

landline telephone. 
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3.1.1.2 Intangible Assets 

 

Intangible assets are considered non-physical assets that are part of the company, this 

includes: the company reputation, brand, corporate social responsibility, partnerships, 

patents, and human capital. 

 

Cerámica Alfarero does not currently have adequate departmentalization, which would 

allow the company to develop properly. Mainly, this organization should establish an 

area for the implementation of effective marketing, which could work with management, 

accounting, and form other external relationships to ensure success. 

 

3.1.2 Economic capacity 

 

Cerámica Alfarero began with an investment of $120,000; however, they currently only 

use 1/4 of the plant and machinery acquired, because they no longer mass produce their 

products. Hence, they are only using $15,000 in machinery, outside the cost of raw 

material for the production of ceramics. Although they are not using 100% of the factory 

they have a great advantage because the already have the physical space to expand. The 

factory has not invested much capital, other than raw materials and salaries for 

employees.  

 

At this time, the owners agree that it is not necessary to acquire any debt for production, 

in the case of an increase in demand or exportation. Because they already have a large 

physical space and all necessary equipment, they would only need to hire more staff, 

acquire more working capital, and upgrade their equipment. 
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3.1.3 Administrative capacity 

 

Cerámica Alfarero does not currently have a marketing system, sales staff, or an 

account; the company has been run since the beginning in a traditional, familiar way. For 

this reason, most tasks fall upon the owner, which is not very much because of the 

raltively minor flow of goods. They have not considered it a priority to integrate 

management systems and operation in different areas; however, in certain periods, they 

will hire third-party services to handle the annual accounting. 

 

However, it is very important to have a manager who can handle the business, also a 

specialized salesperson, and above all a public relations person who can maintain good 

relations with the international market and sell the image of Cerámica Alfarero. Also, a 

person in charge of foreign trade would be helpful, specifically sales made to the United 

States. 

 

3.2 External Analysis 

 

3.2.1 Economic Environment 

 

The economic environment of a company is affected by external factors as well as by 

internal factors. This section will examine the external factors, i.e. those that the 

company can not control but nevertheless should be addressed. 

 

Markets require purchasing power, these are aspects associated with any economy in the 

world; for example, current income, prices, savings, debt, and credit availability. 

Companies or businesses have to be aware of major trends in income and standards of 

consumer spending. For this reason, we must evaluate different variables within the 

economic environment. (Kottler & Armstrong, 2003) 

 

According to the Trade Directory of the United States, prepared by the Directorate of 

Commercial Intelligence and Investments of Ecuador, the economy of the United States 
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is considered a capitalist mixed economy, which is fueled by its natural resources, a 

developed infrastructure, and a high level of productivity. In 2013, according to the 

International Monetary Fund, the GDP of the United States was nearly $15 trillion, 

which represents 21.5% of the Gross World Product, and is considered to have the 

world‟s highest GDP. The United States is also considered the largest importer of goods 

and second largest exporter with its major trading partners: Canada, China, Mexico, 

Germany, and Japan. (PRO ECUADOR, 2013) 
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2. Exports and Imports of the United States to the world 

 

 

 

 

 

 

 

 

 

 

 

 

Source: (Directorate of Commercial Intelligence and Investments, PRO ECUADOR, 2013) 
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As can be seen reflected in the table above, both imports and exports in the United States 

were rising until 2008; however, due to the economic crisis at that time, imports 

decreased from 2.1 trillion in 2008 to 1.5 trillion in 2009. In 2010 onwards, the United 

States economy begins to improve to 2.2 trillion in imports in 2012 and 1.5 trillion in 

exports in the same year. 

 

Unfortunately, the weak economy continued to be affected until mid-2013 but has since 

begun to recover due to five major factors; the first is due to the housing recovery, the 

second is private sector deleveraging, the third is the reduction in the unemployment 

rate, the fourth factor is due to the energy revolution, and finally the fifth factor is due to 

the improvement in the fiscal outlook. Thus, the consensus of expectations has predicted 

that the United States economy should grow about 3% in 2014 as opposed to 2.1% in 

2013. (The Economist, 2014) 

 

Although the economy of the United States is growing at a moderate pace, the 

unemployment rate has declined; but, compared to previous years, it is still high due to 

the country‟s labor force participation falling from 66% before the recession to 63% 

today. The reason for this decline, according to economists, is because many people have 

stopped looking for work. But, President Barack Obama has set an agenda that focuses 

on the issue of jobs and stronger growth for the country; he wants Congress to increase 

the minimum wage to $ 10.10 an hour, in addition to proposing more spending for 

projects in education, training, and defense. (CNN EXPANSION, 2014) 

 

3.2.2 Income distribution 

 

To perform this economic analysis, the data from potential customers in the United 

States has been taken into account, because this is Cerámica Alfarero‟s target market. 

Below is a chart detailing the wages of Americans by age groups, this serves to target the 

most appropriate group for exportation. 

 

 



48 

3. Income of the American population by age 

 

 

      Source: (Short, 2013) 

 

According to the United States Census Bureau, in 2012 the United States had a 

workforce of 159.9 million people. The chart above shows the actual household income 

for six age intervals from 1967 until 2012, it can be seen that the per capita annual 

income of American households ranges from $30,000 to $70,000; however, only a 

specific group is favorable for the company, the group that has the financial capability of 

purchasing products from Cerámica Alfarero as these can be expensive. 
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After analyzing the data on income levels of the population of the United States, 

Cerámica Alfarero would benefit from the population between 35-64 years of age as 

these people generate more income, which means that the company‟s products would be 

better accepted and purchased by this market. 

 

3.2.3 Political Environment 

 

The political environment of a country is very important because it can lead to positive 

effects like new business opportunities or negative aspects such as trade barriers; that is, 

the political environment greatly affects the economic environment for business. 

Countries of interest for this research are Ecuador and the United States; the bilateral 

relationship that exists between them is very important for trade. 

 

The United States has always been considered one of the first powers of the world, but 

had to experience one of the most severe recessions since the crisis of the 30s with a 

contraction of the economy of 2.6% in 2009. Nevertheless, a fiscal incentive to increase 

household consumption, among other things, is what aided the economy recovered in 

2010; but it wasn‟t until late 2013 and early 2014 that the country became more 

stabilized. 

 

As a result of the recession, there has been a political imbalance in the Congress of the 

United States. At the end of 2013, the federal administration was interrupted because of 

debates between Republicans and Democrats regarding the enhancement of the limit of 

the debt. President Barack Obama has spurred economic recovery in defense of the 

middle class; so that for fiscal year 2013, federal resources were given to the most 

critical areas to insure proper growth of the economy and fiscal balance. Thus, the 

government gives priority to education, employment, research and development, and 

innovation. Also, Obama has prioritized the regulation of financial markets and formed 

an agreement between Republicans on tax increases and deficit reduction. (Export, 

2014) 
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As for the political relationship between the U.S. and Ecuador, one could say that it has 

not been the best in recent years, as there have been many tensions between the two 

countries. The President of Ecuador, Rafael Correa, disagrees on many points with the 

American government and has made clear that the United States must understand that 

Ecuador is a sovereign country which will not stand for any humiliation or blackmail. 

Furthermore, Ecuador, in April, requested the withdrawal of many American personnel 

in order to make transparent the bilateral relationship in the field of security. The United 

States accepted the government‟s decision, despite difficulties in bilateral relations 

between the two countries. (La República, 2014) 

 

However on the business side, the Ecuadorian government has imposed certain 

restrictions and barriers on imports and quality standards applied to many products, 

while promoting the country‟s exports and foreign investment, as well as an incentive to 

potential exporters to strive for a higher quality of its products, while creating jobs and 

generating foreign exchange. 

 

3.2.4 Cultural Environment 

 

The report in Business Opportunities for the Craft Sector in the Northeastern United 

States prepared by economist Karina Amaluisa, Head of the Commercial Office of PRO 

ECUADOR in New York, the profile of the American artisanal consumer is made up of 

adults, frequent travelers and collectors who would be interested in Latin American art 

and culture. It should be noted that these are people with relatively high incomes that 

have flexibility in purchasing commodities and have adequate and ample space to 

display any handicrafts acquired. The profile of this consumer is one who spends more 

on gifts and decorative items than it spends on clothes.  

 

Also, people in this demographic prefer items that create an emotional bond. Cerámica 

Alfarero offeres its customers products that are handmade and unique; they also offer 

custom work upon request. Cerámica Alfarero‟s products are striking for their colors and 
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designs that delight the senses of their consumers. The products are high quality; the 

texture alone indicates to the consumer that it is a good product. 

 

The profile of craft consumers are those who have a taste for handmade products that are 

made from sustainable raw materials. Needless to say, Cerámica Alfarero’s products are 

handmade and the quality of the ceramic used for each item is of the best quality, 

standards which are regulated by INEN. (Amaluisa, 2013) 

 

3.2.5 Technological Environment 

 

The technological environment is considered to be one of the forces that moves the 

world since the acquisition of appropriate technology within a company can create 

quality products in large quantity; thus a sustainable competitive advantage is created 

and a barrier is created for new competitors entering the market. 

 

One of the most used technological tools is Information Technology and Communication 

(ICT), which helps in the collection and storage of information in an organization. In 

Ecuador, ICTs are implemented only by large companies, due to their large investment 

and management. However, microenterprises are considering its implementation in order 

to survive in the market and compete with businesses in our globalized economy. 

(Universidad Politécnica Salesiana) 

 

The United States is one of the best managed countries concerning ICT, with almost no 

company that does not have a website, or at least an account of their business on social 

networks. Many people do not have time to go to their favorite store and buy what they 

like, for this reason they use the internet to do so, which often saves time and money. 

 

Cerámica Alfarero does not have a proper implementation of ICT. Within the company 

there is only a database of its portfolio, accounting, and an electronic directory of 

suppliers of raw materials. The following are some stratagies the company should 

implement to improve ICT: 
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 The company should hire a technician who can create and maintain a website for 

the company. The website should include products, an online payment function, 

as well as current offers and promotions. 

 

 Considering social networks are important today, and since most people have 

access to them, the company should create an account on Facebook and Twitter. 

 

 It is important for the company to maintain a database with detailed information 

of customers, with a record of the items purchased, in order to contact them via 

e-mail; sending information about new products, or those that resemble their 

tastes and preferences, possibly congratulations on their birthday, and reminders 

of promotions. Through this, Cerámica Alfarero would give a more personalized 

service and ensure the loyalty of their customers. 

 

 The company must train all employees to use ICT, to store and review data, as 

well as basic programs like MS Excel and Word. 

 

 Cerámica Alfarero has always maintained direct contact with different raw 

material suppliers, it is very important for both parties to make transactions 

directly. It would be appropriate to continue this relationship in its current form 

considering the merchandise is of the highest quality and are under the 

established norms. 

 

Therefore, Cerámica Alfarero should implement different technological strategies to 

grow, develop, engage the consumer‟s mind more quickly and effectively, and reduce 

costs in advertising or for sale online. 
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3.2.6 Impact on Domestic Competition 

 

In Cuenca there are few shops that are dedicated to decorative ceramics by hand. One 

could say that the only competitor in Cuenca is the Eduardo Vega Workshop Gallery, one 

of the best known designers and muralists in Latin America. His works can be seen both 

in public spaces of Ecuador and in other countries. His gallery and studio exhibit 

handmade products in decorative and utilitarian ceramics. However there is a kind of 

indirect competition from materials like wood, glass, aluminum, straw shawl, leather, 

and fabrics which are also in high demand in the American market. 

 

3.2.7 Impact on International Competition 

 

Although Cerámica Alfarero does not have many competitors in the domestic market, it 

is important to consider international competition. On the one hand, the main suppliers 

of handicrafts to the U.S. are from Asia, specifically China, Vietnam, Thailand, and 

India. The second largest group of suppliers is in Latin America, starting with Mexico, 

Peru, and Brazil; and finally Africa with Ghana, Nigeria, and Mali. 

 

As specifically related to ceramic products, Italy is the leader for their designs and high 

quality products, also products from Canada are recognized for their creativity, 

innovation, and originality. Asian countries are also renowned for their elaborate 

bamboo, pottery and embroidery handwoven products, their major advantage over 

Ecuador and other Latin American and European products is that their prices are very 

low because the labor is much cheaper in Asia. The Andean countries are otherwise 

highly recognized for straw-based crafts and also pieces of Indian pottery representing 

the culture of their countries, besides being handmade with natural materials. (Amaluisa, 

2013) 
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3.2.8 Impact on domestic market 

 

The handicraft market in Ecuador is very well recognized, especially by foreigners as 

they appreciate more what is indigenous to the country and what is handmade. Cerámica 

Alfarero offers decorative items and utilitarian pottery with unique designs that are sure 

to win over lovers of handicrafts. However, they are not to the liking of all of the local 

market. These crafts have much color and detail in each piece; therefore, they have a 

high cost. In the local market the demographic is limited of those people who really like 

the product and have a high enough income. People from other cities like Quito, 

Guayaquil, Loja, and Machala generally appreciate the quality of the ceramics and 

unique designs. Also many foreign residents, especially Americans and Europeans, 

appreciate the Cuenca culture and their artisans. 

 

3.2.9 Impact on international market 

 

Cerámica Alfarero is a microenterprise which currently covers only the domestic market 

and has a staff of four. Although this business is well established and has been in Cuenca 

about twenty-five years, it has not been able to expand to other cities in Ecuador due to 

lack of personnel, money, and especially due to the lack of a good communication 

strategy to help them advertise. Given the above, it will be difficult for this business to 

expand into the international market if it does not invest in the necessary resources. 

Starting with investment for increased production, ICT, export costs, local costs if 

required, delivery charges for products, etc. 

 

3.3 SWOT Analysis 

 

3.3.1 Strengths 

 

 Technology is one of the most important factors in the ceramic industry, because 

without proper equipment it is not possible to meet both domestic and 

international demand. The United States requires industries that are developed in 
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order to be competitive within their respective industry. As such, the decorative 

ceramics industry can acquire machinery and current technology in the United 

States to improve the production process. The machinery in Italy used for 

ceramic production is, for the most part current, resulting in ceramics of the 

highest quality. Similarly, Chinese technology is almost always up-to-date.  

 

 Quality is also essential in this industry; as mentioned above, consumers of 

decorative and utilitarian ceramics are usually high and middle income adults 35 

years and older who want high quality handicrafts, with good finishes and with 

durable material. The handmade pottery industry satisfies most consumers‟ 

demands since the artisans perform most hand pieces with clay of excellent 

quality, such as the Talavera of Mexico, the Chulucanas of Peru, the ceramic 

pottery of Azuay in Ecuador, Italian ceramics, among others. All of these 

examples are famous in the American market.  

 

 Another strength of the ceramic craft industry is the value added that each piece 

of decorative and utilitarian ceramics entails. As noted throughout this paper, 

handicrafts made in ceramics are mostly handmade by experienced craftsmen 

with extensive knowledge about the techniques used in each of the parts, which 

essentially guarantees their quality. Depending on the culture, each piece has a 

different and unique design which is highly prized by collectors. Hand-making 

crafts give exclusivity to the product, no part of a particular piece can be 

compared to another; also, the techniques used to make the ceramic pieces differ 

between cultures; either by their designs, shapes, or colors. 

 

 Know-how is one of the most important strengths in the industry of handmade 

pottery, requiring extensive knowledge for the development of the pieces starting 

from the preparation of the clay, to the shaping of each piece, the baking, glazing 

for decoration, the designs, etc. The whole process requires a lot of precision in 

the preparation of the clay, the correct operation of the machinery, the 

temperature and time to bake the pieces, drying, type of glaze and additives for 
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decorating them; the steps that can vary between artisans. Consequently, the 

know-how in this industry is very strong because not everyone can do it; it 

requires extensive knowledge and experience. 

 

3.3.2 Opportunities 

 

 A great opportunity that the United States government grants inventors and 

companies is the protection of their products through the registration of 

trademarks and patents expeditions. The Patent and Trademark Office in the 

United States is known as the United States Patent and Trademark Office 

(USPTO). In the case of the ceramic crafts, several types of techniques for the 

production of ceramics, depending on the country and culture, could get patented 

in the United States. A company or person can register a trademark so that no 

other company can use the name or logo of that company, in order to avoid 

consumer confusion and be more competitive in the market. 

 

 Partnerships are also important to achieve promotion strategies within a market, 

especially for small and medium enterprises that start with low investment and 

are new to the market. Strategic and commercial alliances can be very useful for 

promoting a brand through companies with greater recognition and positioning in 

a given market. For the handmade ceramic industry, products can be expensive 

as most of these are not produced in scale but are handmade by experienced 

craftsmen, therefore it is difficult to enter into a strong market such as the United 

States, where most industries sell their products in bulk and are more 

competitive. For this reason, partnerships can be very useful for positioning a 

new brand that already has market recognition for handmade pottery. 

 

 Distribution channels for the industry of decorative and utilitarian pottery are 

varied. America is a country that spans many industries, hence there are many 

companies competing in the market in which they operate. Distribution channels 

are an important way to promote products that are difficult to introduce into the 
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market on their own; many companies choose to deliver their products to 

recognized distributors. In the decorative ceramics industry, one can access retail 

distribution channels such as renowned galleries and shops that display products 

at strategic locations through the internet and on television, as well as through 

wholesale distribution channels such as Pottery Barn, Home Depot, Bed Bath 

and Beyond, or Crate and Barrel. There are also department stores like Macy‟s, 

JC Penney, Bloomingdales, Marshall Fields, Target, etc. Finally, the economic 

and commercial activity in the United States is so strong that there may be 

hundreds of distribution channels for almost any type of industry.  

 

 One advantage of marketing handmade pottery in the United States is that the 

segment is well established; since these crafts come from different cultures, and 

most of these are made by hand, the cost is high. The intended market are those 

adults with a high to average income that also have a broad knowledge of history 

and cultures of the world, and who like to decorate their homes with unique 

pieces. 

 

 Fair Trade USA certification is a certificate awarded by the fair trade 

organization that works with nonprofits to help farmers, artisans, and small 

producers from developing countries through social, economic, and 

environmental projects, creating opportunity for them in the United States. 

(Amaluisa, 2013) 

 

Moreover some Latin American countries such as Ecuador, Peru, Brazil, Mexico, 

Colombia Vietnam, and India have duty free access for decorative and utilitarian 

ceramics to the United States market. Countries like China, Italy, and Germany 

pay a fee of between 1.1% and 1.5%, providing opportunity to the artisans with 

relatively low tariff barriers. 
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3.3.3 Weaknesses 

 

 The production process of the decorative ceramic tile in most companies is very 

traditional, as it is used for making vintage pieces of pottery in the tradition of 

their culture techniques. This can be somewhat detrimental to companies trying 

to enter a market as competitive as American, as many of the production 

processes in this country are done with modern technology; with updated 

processes and techniques, crafts traditionally prepared by hand find it difficult to 

compete with mass produced products sold by wholesale distributors. 

 

 Warranties for ceramics to the consumer are a complex issue because ceramic is 

a brittle material. This may cause some discontent by the client as Americans are 

accustomed to receiving warranties on most products they buy. However there is 

a guarantee on pieces that were improperly made in the factory. 

 

 Ceramic decoration is not firmly positioned in the American market, as they are 

not mass produced products or indispensable household items, so there is 

relatively low demand for it. The consumer usually focuses on the form, design, 

and decoration of a product or where it came from; the brand of pottery is not 

very important since the consumer pays more attention to the quality of the 

piece, the details, and the added value of the piece. There are really no positioned 

handmade pottery brands in the U.S. market. Also, because of Chinese 

impersonations, it is difficult to position a brand as it can get imitations offered at 

lower prices. 

 

 The application of new developments in the products can also be considered a 

weakness in this industry because, as detailed throughout this work, the ceramics 

are expensive due to labor costs and also because they are not massed produced. 

However, wholesalers may maintain promotions on their products due to the 

constant flow of sales. In the case of new artisans in the American market, 
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exceptions could be made for promotions on special occasions like Mother‟s 

Day, Christmas, and Valentine‟s Day; dates when trade moves strongly and 

becomes a very big opportunity to promote new products and brands. 

 

 The lack of promotion of handicrafts in the industry is common because of the 

cost involved in advertising their products. There are a lack of communication 

strategies in this sector either through lack of resources or lack of strategies that 

can be used to promote the products. One of the essential tools to promote the 

pieces is the management of a website, which is missing in many manufacturers 

of utilitarian and decorative ceramics; however, this is not the only way to sell in 

a market because there are other ways to advertise their products that does not 

require much investment; such as: blogs, exhibits at craft fairs, communication 

strategies such as pay per click, e-mail marketing, social networking, etc. 

 

3.3.4 Threats 

 

 In the absence of a place of business, product delivery to consumers is 

complicated; home delivery is complicated as each piece must be carefully 

packed to avoid breakage or scratches. However it is not possible to have a 

control over pieces in transport, which may force the company to replace any 

broken items, generating a loss for the company. Electronic commerce in the 

United States is currently developed as almost all companies have a web page. 

The option to shop online with home delivery service for an extra cost is widely 

available. As such, companies dealing in handmade ceramics for decoration are 

basically required to follow these patterns of market behavior to become more 

competitive in the marketplace and strengthen their customer base. 

 

 Coverage of ceramic goods for America is somewhat complicated so this could 

be considered a threat to small businesses entering the American market; because 

it is not possible to have wide coverage as not all states have optimal business 

conditions for this product. According to the office of Pro Ecuador in New York, 
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the main states where trade in handicrafts in the United States occurs are: 

California, being the main entry of products from Asia and Mexico; New York, 

New Jersey, and Connecticut, due to a high concentration of craft vendors. 

(Amaluisa, 2013) The Chinese market could be a threat for companies that want 

to enter the American market as its industry can in fact provide the coverage 

where other small, emerging business cannot. 

 

 As for the price, this can be threatened by parts from China or other Asian 

countries as these produce on a large scale and distribute to multiple channels 

worldwide; thus, their prices become much lower than the pieces made by 

craftsmen. Labor in Asia is usually very cheap, which lowers costs compared to 

other countries where labor is expensive, especially labor of an artisan makes his 

or her pieces by hand. 

 

 The existence of substitute products such as handicrafts made of wooden, 

aluminum, tagua, iron, etc. Because similar products to what Cerámica Alfarero 

makes exist in these materials consumers may opt to by these at a lower price as 

an alterntaive to ceramic crafts for decorating their homes. It may not be parts of 

the same quality, design, or shape, but they will be crafts that virtually give the 

same decorative result. 

 

3.4 Porter Five Forces Analysis 

 

3.4.1 Entry barriers 

 

When a new competitor wants to enter an industry, it is necessary that they have all the 

resources to do so. The ceramic industry in many countries mostly has an infrastructure 

suitable for the production of ceramic to meet demand in their countries alone. Many do 

not yet have the ability to produce on a larger scale, and fast enough, to export their 

products to the American market; due in part to compliance issues, product quality, and 

other important aspects. 
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It is considered that the entry barriers for new competitors in this industry are low as 

there are not many relevant barriers for entry into the United States market. China, Italy, 

Mexico, and Peru have years of experience exporting handicrafts to the American 

market and meet the technology, branding, and quality standards required to do business 

in the U.S.; especially Italy, so any other country that would like to enter this market 

could do so, provided they meet certain income requirements. 

 

 Investment required: One of the main aspects of investment in this industry is 

training for each of the departments of a business: accounting, management, 

technicians, craftsmen, public relations, exports, etc. It is also necessary for the 

company to invest in new machinery with advanced technology that produces 

better quality ceramic; this helps reduce costs by minimizing waste and 

maximizing production. It is also necessary to invest in advertising to help 

promote the brand in the American market. In this case, the investment needed 

becomes a high barrier as some exporting countries are already recognized in the 

American market due to their gained experience and recognition. 

 

 Experience curve: The ceramic industry in countries like China, Peru, Italy, and 

Mexico have been exporting to the United States market for years. The best 

known, and best selling, country is the Chinese industry due to their low prices; 

because labor in Asian countries is much cheaper than other competing countries. 

However Chinese ceramics are mass produced, not by artisans who decorate the 

pottery by hand. Countries such as Mexico, Peru, and Italy still export their parts 

made by artisans, however some are manufactured in series. The experience 

curve of the ceramic industry in these countries is high because they are already 

recognized in the United States market. 

 

 Product differentiation: Differentiation of crafts in the ceramics industry is high 

because each piece represents the culture of the country it comes from. For 

example, Peruvian handmade pottery is known for utilitarian and decorative 
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pottery called “Chulucanas” from the Vicus and Tallan cultures that existed 

approx. 500 years ago. Peruvian ceramic is made by burning and painting a 

special decoration in “negative,” different designs and shapes. (Ceramica 

Chulucanas, 2013). 

 

In Mexico, pottery is nationally and internationally recognized; the most famous 

is from Puebla, known as the “Talavera;” which has influences from Mexico, 

China, the Persia, and Spain. It is one of the most expensive ceramics because it 

can take three to six months for each piece. (eHow, 2014) 

 

 Access to distribution channels: Access to distribution channels is high as there 

are many wholesale channels such as Home Depot, Pottery Barn, Walmart, 

Target, and Costco. Also there are huge department stores like Macys, 

Bloomingdales, Marshalls, etc. In addition, there are craft fairs or Gift Shows 

taking place every year specially dedicated to crafts from around the world 

where brands, as well as new and innovative crafts, are exhibited.  

 

 Branding: It is low because most people who decorate their homes do not shop 

specifically by brand, rather they purchase furnishings that caught their attention 

either by for their shape, design, or color; usually they will go to places like 

Home Depot or Bed Bath and Beyond, where they can find a wide range of parts 

of different colors, shapes and designs to choose from. However, collectors of 

decorative and utilitarian crafts, because of the knowledge they have of the 

pieces, may choose the product because of the brand, usually from prestigious 

galleries where they can find unique and higher quality items.   

 

 Governmental barriers: United States government barriers for entry for 

handicrafts are low. Concerning tariff barriers specifically for crafts, 691390, 

which represent the statuettes and other ornamental ceramic, excluding porcelain, 

some countries pay a tariff rate of 0% to enter the American market, such as 
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Ecuador, Peru, Mexico, Brazil, and India. China, Italy, Vietnam and Germany 

pay an ad valorem tariff of between 1.1% and 1.5%. (Trade Map) 

 

 

4. Current and potential trade between Ecuador-United States, 2012 

 

 

 

 

 

 

 

5. Current and potential trade between Italy-United States, 2012 

 

6. Actual and Potential trade between China and the United States 2012 

 

 

 

 

 

 

 

 

Source: (Trade Map) 
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Non-tariff barriers to ceramic handicrafts are: 

 

 Within the labeling of parts exported for decorative purposes, it is indicated if 

they contain lead and cadmium. In the case of containing these substances, it 

must be labled as such to prohibit its use in food. 

 

 If parts are exported for decorative use only, they do not require any permission 

to enter the country. However, if the pieces are especially for serving meals, then 

the parts must be subject to the rules of the Food and Drug Administration 

(FDA), due to cadmium and lead that could be in the paints used in the pieces for 

decoration which can affect health. (Ministry of Public Works) 

 

As can be seen, tariff and non-tariff barriers are low, as they are not as restrictive. 

Therefore there is easy access to the American market for this industry as long as the 

export parameters for entering the country are followed. 

 

 Retaliation: America is a country where there is a lot of competition in most 

industries, but in the case of handicrafts, manufacturers are outside of the country 

so they have no control of this industry. However, competitors who are already 

established in the market could retaliate to prevent the entry of a new competitor, 

such as promoting aggressive advertising or reducing the price of products in 

order so the new company can not compete. 

 

Maintaing the quality of decorative and utilitarian ceramics is expensive due to 

the process and labor involved in each piece; however, it is not a mass produced 

product, nor is it any kind of commodity, so retaliation would not be a barrier of 

concern coming into this industry. 
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3.4.2 Threat of potential substitutes 

 

Currently there are certain materials for the production of handicrafts in the world which 

represent the culture and traditions of each country. Among these materials we can find 

wood, tagua, aluminum, glass, and wrought iron. 

 

 Availability of substitutes: The level of substitute products is high because home 

decor comes in different forms, for example: statues, hand-carved wood, straw 

hats, traditional textiles, basketry, decorative glassware, paintings and pictures, 

products made of aluminum and wrought iron, decorative and utilitarian made 

from tagua pieces, etc. 

 

 Relative price of substitute product and offered product: Price from substitute 

products and pieces of decorative and utilitarian ceramics varies depending on 

the product since the materials used in the parts are different. For example, parts 

made of aluminum, basketry, or textiles are much cheaper than ceramic and some 

of them do not need as long to manufacture the parts. However if there are other 

materials, that can cost more than ceramic like wood, silver, or gold. Thus, the 

relative price between the substitute product and decorative and utilitarian 

pottery is medium, allowing consumers to opt for getting cheaper materials or get 

better quality and more expensive ones than those offered. 

 

 Performance and quality comparison between the product offered and its 

replacement: This depends upon the material it is made of, although the ceramic 

is very fine and good quality, it is prone to break easily. Many consumers prefer 

to purchase products that are more resistant, items made from materials such as 

wood, iron, or aluminum. 

 

 Switching cost for the customer: Decorative and utilitarian pottery is not for just 

any home, it is expensive and even more if it is made by hand. Most customers 

who purchase handmade ceramics have a traditional, elegant decor in their home. 
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These types of clients will usually not look for items containing lower cost 

materials; so the level of switching cost for the customer would be low since 

although many substitute products may be cheaper, they beyond compare to a 

fine piece of quality handmade pottery. 

 

3.4.3 Bargaining power of suppliers 

 

 Concentration of suppliers: Inside the ceramic industry suppliers are not 

abundant, as the clay mines are not found everywhere. These are located in 

specific geographical areas; there are also several types of clay so not all mines 

of this raw material are intended for handicrafts, which is why the concentration 

of suppliers of clay for decorative and utilitarian pottery is not very high. 

 

 Importance of volume to suppliers: In this industry pottery is intended for 

decorative and utilitarian crafts, so usually their pieces are not mass produced, as 

most of them are made by hand, which does not help really high production 

volumes. Depending on craft sales raw material is requested for processing so 

that in some countries, such as Mexico and Peru, they have a considerable 

amount of clay mines for developing their pottery to market to the United States. 

However in smaller countries with fewer mines, the volume of raw material is 

very low since it does not have many exports in this sector, resulting in higher 

volume for competing suppliers. 

 

 Differentiation of inputs: Finding mines is not very complicated for exporters of 

ceramic clay, but finding good quality clay is not so easy. It depends on the 

geographical location and the components of the clay that determines quality. For 

example, Talavera pottery in Mexico is considered one of the finest ceramics in 

the world for its finesse, quality, and complex production process, which is why 

its price is very high in comparison to other ceramics. Similarly, ceramics from 

Italy are considered one of the best because of its excellent quality and finish. 
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The level of differentiation of inputs is intermediate because they are similar 

according to the quality of its inputs. 

 

 Availability of substitute inputs: Pottery has to be made with clay; there is no 

other material that could be used as a substitute. Therefore the availability of 

substitute inputs for the preparation of ceramic is low. 

 

 Impact of inputs: The location of the mines determines how fine the raw material 

is, i.e. clay. If mines have fine clay, the supplier can raise the cost of raw 

materials as the absence of many mines suppliers can set a high price. Yet few 

mines posses quality clay so providers maintain a standard price. 

 

3.4.4 Bargaining power of customers 

 

 Customer concentration: The pottery industry is directed to a segment of adults 

with upper middle income as household decoration involves a considerable 

expense because of the work involved in handicrafts processing. As such, 

customer concentration is low compared to other industries such as food or 

textiles where its products are sold widely.  

 

 Purchase Volume: Being that the pottery industry is small, there is not a high 

volume of purchases happening. Purchases in this industry are usually made on 

special occasions, maybe every two or three years when a customer desides to 

update or redecorate their home decor. 

 

 Differentiation: Depending on the culture or country the ceramic, the 

differentiation between them is usually very large; either for their designs, colors, 

texture, quality, or history; therefore, the bargaining power is lower for the 

customer. 
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3.4.5 Rivalry among existing competitors 

 

 Concentration: There aren‟t many companies dedicated to the production of 

ceramics as it is a very laborious and also very delicate product. As detailed 

above, the industry is scattered among few countries like Peru, Italy, Mexico, 

China and other countries that export in smaller quantities to the United States. 

Product prices vary depending on the quality and designs. The concentration of 

ceramic pottery is not very strong as they are pieces that are not for all 

consumers and not sold in mass. 

 

 Diversity of competitors: Although there is a large number of competitors in this 

industry they are very different because each of them belongs to a different 

culture, thus each of its pieces are different from those of other potters.  

 

 Terms of costs: Rent in the United States is significantly higher, even more if a 

store is in a strategic location. Thus, many artisans prefer to deliver their 

products to retailers or wholesalers depending on their level of production. 

Chinese potters deliver their products to wholesalers like Home Depot, Pottery 

Barn, Macy‟s, etc. as these are mass produced. However for those artisans who 

make their pieces by hand it is very difficult to distribute their products to shops 

since the manufacturing process is delayed and the level of production is not as 

high. Fixed costs such as rent, salaries, taxes, and fees make the cost of 

decorative ceramics high. As for the variable costs, this depends a lot on demand; 

if this is high then more raw material is needed. 

 

 Product differentiation: As previously detailed, differentiation of decorative and 

utilitarian pieces of pottery is very large because each piece belongs to a specific 

country and culture, creating endless options for the consumer. If the consumer is 

an avid collector of crafts then competition is lower. 
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After analyzing the five forces it can be noted that the competitive trend in this industry 

is not as high so there is room and opportunity to grow. The United States is a very 

attractive sector because many Americans appreciate the cultures of the world, 

especially those who are collectors of crafts. Because ceramics involves a laborious and 

complex process consumers do not have much bargaining power, so they pay what the 

product is worth depending on the quality. In addition, both tariff and non-tariff barriers 

are low because the Ecuador pays a 0.00% rate for the entry of ceramic handicrafts; also, 

there are few entry requirements. 

 

3.5 Critical Factors 

 

Critical factors are the most relevant and essential for a company to achieve success and 

efficiency within a particular industry. Factors depend on the business being innovative 

and different from the competition in order to retain and attract new customers. 

 

 Security for online purchases: Security certificates are an additional measure of 

confidence for the people who visit and shop within a site. Personal data is 

encrypted from “hackers,” potentially improving customer confidence. 

 

 Product Design: A physical or electronic catalog must contain a plurality of 

products with a variety of designs, shapes, colors, finishes, and materials. It is 

necessary that the website or the catalog provide a true and accurate view of the 

product. 

 

 Quality: The technical specification of the products makes a difference in online 

shopping because the customer cannot physically handle merchandise. The 

listings should detail the characteristics of the product, for example: resistance of 

materials, durability, quality, and usefullness. This gives the customer confidence 

in a safe and effective manner. 

 



70 

 Availability: All products displayed in the electronic catalog must maintain 

effective stock availability to shorten the delivery date of the product purchased. 

Extra production should be maintained since production time is relatively long. 

 

 Warranty: Items should be rigorously reviewed, avoiding imperfections in the 

finished product. Packaging is also important to withstand handling during 

transit, so as to reach the hands of the buyer in perfect condition. As an 

exception, if the product does not arrive in good condition, then a refund should 

be issued or replacement made, in order to maintain customer satisfaction. 

 

 Trade: Artisanal events are an important means of promotion in the United States 

because it is possible to contact distributors, meet suppliers, and discover new 

machinery and technology; plus one can learn new techniques and trends.  

 

 Exhibition: To enter the American market, the beauty of Ecuadorian ceramic 

must be displayed at certain strategic points in the United States, particularly in 

high traffic areas, like: airports, plazas, shopping centers, etc; thereby reaching 

the attention of the consumer. 
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CHAPTER IV 

STRUCTURE OF THE APPLICATION OF AN INTERNATIONAL E-

MARKETING STRATEGY 

 

4.1 Strategy Formulation 

 

To begin, it is essential that Cerámica Alfarero have a website, because without it would 

be very difficult to market overseas. However the price of a web page can be very high 

so there are options to create free websites like the following:  

 

 

 

Once the website is created then they can implement e-marketing strategies. While all e-

marketing strategies proposed in the first chapter are very feasible to promote a brand, 

not all are feasible for implementation by Cerámica Alfarero. After making an analysis 

of e-marketing strategies, in both the micro and macro environment, we concluded that 

the company should implement the following strategies to promote their brand in the 

United States 

 

4.1.1 Affiliate Marketing 

 

Being a new company, they may need help from companies that already have similar 

recognition in the American market by advertising on their sites. Affiliate marketing is 

based on a list of subscribers where the ad company interested is published on the 
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websites of these subscribers. Unlike pay per click, where a person pays for every click, 

a user advertises a specific company on their website. Affiliate marketing does not 

charge for clicks rather the promoter (or affiliate) receives a comission on any sale made 

through their own advertising efforts. In conclusion, it is marketing that works by 

results, not advertising alone. 

 

Here are some options of affiliate pages that Cerámica Alfarero could “join” as an 

advertiser. The best thing about using affiliate marketing is that the work is done by 

experts in the field, which saves the company time and money. 

 

4.1.1.1 Share Results 

 

It is an affiliate website where the purpose is to create a database of both affiliates‟ and 

advertisers‟ products and services. Members arrange to advertise the products or services 

advertised, and when a user has made a purchase via their website the advertiser receives 

the purchase money and the affiliate earns a commission for being the intermediary. 

 

The first step to join the affiliate network is to click on the „Affiliate Network Solutions‟ 

button. 
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In the second step you must complete the information requested, like: the company 

name, website URL, the name of its representative, email, etc. After these steps, Share 

Results will contact the company to start the affiliate program. Share Results will be 

responsible for promoting the products or services of the company through its network 

of affiliates. 

 

 

4.1.1.2 Zanox 

 

This is another example of a website dedicated to Affiliate Marketing with the same 

system and affiliate network that Share Results advertisers. 

 

Since Cerámica Alfarero wants to promote their products, they must choose the option 

„Advertisers.‟ This option will allow the company to sell its products to a targeted 

audience and will pay an agreed rate only when the user purchases a product through an 

affiliate website. 
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In the second step, you must fill out a form with the details of the company and its 

representative. 
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You should choose the type of currency you want to use to pay and be paid in. 

 

 

 

Then you must select the areas of interest of the company; in this case, „Retail and 

Shopping‟ or even „Home & Garden.‟ 
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Next, you choose the sales regions where you want to market your product. In this case, 

the United States would be chosen. 

 

 

 

Finally, add the URL of Cerámica Alfarero, the name of the website, and a brief 

description of what the company sells; such as: Handmade pottery. 
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And done, Cerámica Alfarero is now part of the Zanox network. 

 

 

 

4.1.2 Search Engine Optimization 

 

Finding the name of a product, service, or company in a search engine is free. However 

for a web page to appear in the results of a search engine requires certain parameters if a 

business wants their listing to be higher on the list of results. 

 

Google offers free courses for webmasters which explicitly details the steps to follow for 

search engine optimization. 
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4.1.2.1 Google 
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For those who want to improve search results on the web, the Google Webmaster 

academy is where you can see detailed instructional videos for proper use of search 

engines. The following explains, step by step, how to optimize a website so your website 

can be easily on google. 

 

The first step is to select the „Google Webmaster Tools‟ option and then a form will 

appear where you must fill in your information. 
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In the first box you should put the website of the company. Cerámica Alfarero does not 

have a website at the moment, so a generic site was used as an example instead for this 

illustration. In the second box you put the name of the search engine you want to add 

your site to. 
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In the next step you must select the „Control Panel‟ option where a form for personalized 

search in Google should be filled out.  

 

 

 

Then again you must enter the name of the search engine, a brief description, choose 

keywords for the search engine; i.e. words that could be used by most users to find 

products related to ceramics. Then you select a language, in this case you should choose 

„English.‟   
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After these steps, the website is ready to be found in organic search engine. 

 

4.1.3 Pay per Click 

 

As explained in chapter I, the pay per click system is based on the company paying an 

agreed per click fee when a user arrives at your site through a banner on another website. 

An example of Pay per Click is Google Adwords, an online advertising program that 

allows Google to reach potential customers for a product or service offered by a 

company. 

 

Running Google Adwords includes online advertising via pay per click through 

keywords that facilitate user searching and the results thereof. The customer only pays 

for every click when a user clicks on your ad, however this does not mean that the user 

makes a purchase on your website. Here are the steps to publish an ad with Google 

Adwords: 
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For starters, you must enter the user‟s email and country of residence. 
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The second step is to check the inbox of the email provided to Google Adwords and 

click on the link in the email.  

 

 

This will take the user to the main page of their Google Adwords account, where they 

can choose their budget for the advertising campaign, create an ad, choose keywords, 

etc. 
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You must choose the location or locations to which you want to target advertising. For 

this case, the United States was chosen.  

 

Afterwards, a daily budget will be chosen. 
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Following this, you must enter the name for the announcement of interest; likewise, a 

title for the announcement, describing the product and the URL of the website of the 

company. 

 

 

Below is a preview of the ad that will appear on Google. 

 

The next step is the selection of key words that must be entered in the box to attract a 

larger number of potential customers.  
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Then, Goggle prompts you to enter personal data for billing, like: the country or territory 

of residence, company name, contact name, credit card, etc. 
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4.1.3 Social Networks 

 

Using social media to promote a product or service is very important for any company 

that wants to attract new customers or retain existing ones. Millions of people deal with 

all kinds of social networks in the world today, which is why they are considered a very 

cost effective and viral way to promote any brand.  

 

The following shows how to prepare a business account on these social networks in the 

United States for the promotion of products and services. 

 

4.1.3.1 Facebook 

 

The first step is to click on „Create a page‟ for a public figure, a band, or business. The 

company must have a registered account on facebook as this will be administering the 

page. 
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The next step is to select the type of page to create. For Cerámica Alfarero we choose 

the most appropriate option, „Brand or product.‟ 
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Then you must choose a category. Since Alferero Pottery sells ceramic decor for homes 

we should select the „Interior Design‟ option.  
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In the next step they should describe the page so customers can understand a little better 

what the company is about. In the second box, enter the requested company website, 

twitter account, etc; so the public will have better access to the products or services 

offered by the company. 

 

For best viewing of the site, it is suggested that a profile picture be upload. You could 

choose a photo of the logo of the company or product that draws attention. 

 

Since the page should be managed by an existing account on Facebook, it is suggested 

that this be added to the favorites section to have easier access at any time. 

 

The last step is optional; Facebook offers advertising campaigns for the company in 

exchange for an agreed payment rate.  
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If you don‟t want paid advertising, the page is created and is now ready to use. Paid 

advertising is, however, encouraged for better results. 
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4.1.3.2 Twitter 

The first step in creating an account on Twitter is registration with the name by which 

the company wants to be found, a contact email, and a password. 

 

 

 

 

If all the data provided is correct then the Twitter account will be registered and you can 

start to use it. 
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The next step is to find Twitter accounts that are of interest to Cerámica Alfarero, which 

is why words like „pottery‟ will be searched for and will appear in the results. After 

selecting a few Twitter acounts to follow, Cerámica Alfarero will now recieve news and 

events from each of the accounts selected. 

 

Afterwards, you should upload a profile picture.  
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And done; the Cerámica Alfarero Twitter account was created successfully. 

 

 

The box below provides an account of a company called „Village Pottery‟ in Canada. 

Cerámica Alfarero‟s account is now following them to keep track and use them as an 

example. 
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4.1.3.3 Pinterest 

 

To create a business account on Pinterest the first step is to click on „Register your 

Email.‟ 

 

Instead of filling the data in the box, you must click on „Have a business?‟ then you must 

complete the appropriate form.  
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Then you must select the type of enterprise, the contact name of the person who will 

administer the account, email address, and a password. In addition, you must specify the 

trade name of the company, the name of the user on the account, a brief description and 

the URL of the company website. 
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Once the account is created, the first step is to create pin boards showing products. 

 

 

 

 

 

A name should given to the board, in the case of Cerámica Alfarero we created one with 

the name „Pottery;‟ and the description should say something about your products and 

the category to which it belongs to. 
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An example of how a board for pottery items will look like on Pinterest: 
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4.1.3.4 Instagram 

This social network can be created by using only a smart phone because it is a mobile 

app; however, once created, it can be controlled using a computer if needed. To get 

registered on Instagram, the email address of the person who will administer the 

account, a username, and a password must be entered. 
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Once the account is created, the photographs will be added by cell phone and reflected 

on the site, as per the following example. 
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The next step is to find users related to ceramics. 

 

 

 

4.2 Method of Control Strategy 

 

4.2.1 Affiliate Marketing 

 

Each page specializing in affiliate marketing has a control method where the user can 

periodically review the results. Cerámica Alfarero does not currently have a website so a 

real example cannot be seen. However the following table shows Zanox‟s control 

method. 

 



106 

In the tab „Reports‟ you can review the general account information, details, and sales 

records. Zanox also allows the user to view statistics showing transactions that have 

been done in a specific time period such as: number of impressions, number of clicks 

made by users, number of records, and most importantly, the number of sales made. 

 

 

 

4.2.2 Search Engines 

 

The Google search engine allows the user to have extensive control for optimization.  

 

Control Method: 

 

1. The tab „stats and records,‟ shows the searches that the users in the search engine 

have made; either daily, weekly, monthly or annually, plus it reflects accurate 

data on the use of search and all searches completed.  

 

2. The „Google Analytics‟ tab shows information and statistics about how users use 

search on the website. 

 

 

3. Likewise „Google Analytics‟ reflects the most popular terms sought by users and 

determines which pages of the web site search is used more frequently. 
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As mentioned above, Cerámica Alfarero does not have a website yet, which is why you 

can not have a real example of how to work the search engine optimization for its 

website. 

 

This is how the administrator search engine panel for Google would look like: 
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4.2.3 Pay per Click 

 

This is how an advertising campaign in Google Adwords looks: 

 

 

Source: (Rampton, 2011) 

 

This is how the advertising campaign in Google Adwords for Cerámica Alfarero would 

look: 
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Control Method: 

 

1. The „Clicks‟ column shows the number of clicks users have made on Google 

Adwords ad, the click occurs when the user wants to have more information on 

the product or service being offered. The number of clicks will allow the 

company to know how attractive its ad is to users. 

 

2. In the column „Impressions‟ you can see the frequency with which the 

announcement of the company is listed on a search engine or a web site of 

Google. More impressions mean that the message was transmitted more 

frequently in the search engine. 

 

3. The following column is „CTR‟ which means click through ratio or proportion of 

clicks, this is the number of clicks your ad receives divided by the number of 

times shown. This way you will know how often users click on the ad after 

seeing it. 

 

4. The „CPM prom‟ reflects the average cost per click that is charged to the person 

every time someone clicks on your ad. This value is the total cost of all clicks 

divided by the total number of clicks received. 

 

5. The „cost‟ is the sum of the cost per click „CPC‟ plus the cost per thousand 

impressions „CPM‟ for a period. 

 

6. The „average position‟ ad shows the classification compared to other ads; this 

tells you the position of your ad compared to other advertisers. 

 

7. The „Tags‟ organizes the elements of the account into groups for the purpose of 

filtering and creating reports with data and information that is of interest. You 

may also apply tags to keywords, campaigns, ads, and ad groups. 
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4.2.4 Social Networks 

 

Currently there are many websites that allow extensive management of social 

networking for both personal and business use called Klout. 

 

 

You can register through for Klout through Facebook or Twitter. 
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Immediately, Klout will show the user, by means of a score over 100, how big their 

impact is in social networks: 

 

Then Klout will suggest topics of interest to the user. 

 

Klout then suggests to the user to choose a topic for which he or she would be 

recognized. 

 

Then, Klout will show results of other related users according to the search criteria. 
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Control Method: 

 

The most interesting part of Klout is that it can manage three social networks like 

Facebook, Twitter, and Instagram all together at the same time. 

 

1. As shown in the table below, there are three different tabs; Facebook, Twitter and 

Instagram.  

 

2. Klout studies the activity of each account and measures the impact thereof. 

 

3. By monitoring the activity of each social network, Klout allows the user to know 

what customers likes and dislikes. Through this, the user can eliminate that do 

not have much impact to the business and improve those that do. 
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4.2.4.1 Pinterest 

 

The social network Pinterest has its own method of control, making it simple for the user 

to work. 

 

Control Method:  

 

1. In the „Analysis‟ tab the user can go to a control panel. 

 

2. To perform this analysis, the website linked to Pinterest should be checked first. 
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The analytics website for Pinterest shows how many people have accessed the website 

through Pinterest, how many people have pinned something from the website, how 

many people have seen this pin, how many repins made, and what is most popular; that 

is, what caused the most impact on users. 
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Source: (Tao, 2013) 
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4.3 Timeline 

 

Strategy Objective Start Date End Date Control Budget 
Affiliate 

Marketing: 
Search affiliate 

websites and 

subscribe; the 

ad of the 

company is 

published on 

their websites  

Reach 

potential 

customers 

through 

affiliates that 

are recognized 

and related to 

business 

websites 

August 1, 

2014 

February 1, 

2015 

Homeowners $3,000 

Search Engine 

Optimization: 
Improve and 

update the 

business 

website using 

keywords and 

interesting 

content so that 

the user can 

easily find the 

site through 

search engines 

Create ease of 

access for the 

user to find a 

website with 

products or 

services of 

interest 

through 

keywords on 

search engines 

Undefined Undefined Webpage 

designer 

Free 

Pay per click: 

Paying a fee 

for an agreed 

period of time 

in exchange for 

visits on the 

website of the 

company. 

Payment is 

made 

according to 

every click 

made by a user. 

Attracting 

potential 

customers to 

business 

through paid 

advertising, 

with the 

advantage of 

establishing a 

rate of pay per 

click, and 

generate more 

sales for the 

company 

August 1, 

2014 

November 1, 

2014 

Homeowners $2,000 

Social 

Networks: 
Create 

accounts on 

social networks 

used in the 

Create a direct 

link between 

the company 

and the 

consumer 

through news, 

Undefined Undefined Public 

Relations 

Free 
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United States 

like Facebook, 

Twitter, 

Pinterest, and 

Instagram. 

Users can have 

more direct 

contact 

regarding 

questions or 

suggestions for 

the company   

advertising, 

and 

promotions 

posted on the 

different types 

of social 

networks 
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CONCLUSIONS 

 

 Due to globalization and the rapid advancement of technology, everything has 

become easier for people in their development of trade, business, and cultural 

approaches worldwide. One reason for this is use of the internet; this tool has 

simplified electronic commerce, especially as a promotion for business, creating 

a more direct link with the customer, and generating more sales for the company 

to become more competitive in the market. Cerámica Alfarero is an Ecuadorian 

company that wants to promote their brand in the United States, but they do not 

have the right strategies for promotion. In this study, I have suggested a number 

of e-marketing strategies that could be used by the company to reach their 

desired market. 

 

 After an analysis of the environment of Cerámica Alfareror, it was concluded 

that the company has suppliers necessary for increasing production at any time, 

however they do not have enough personnel, technology, and appropriate 

promotion to compete in the American market. Their items are handmade by 

very talented Ecuadorian potters and are very unique, as well as appreciated by 

many American customers already. Moreover, craftsmen have many benefits in 

Ecuador thanks to the „Law of the craftsman‟ tax exemption for exports of their 

products, among other benefits. 
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 In the analysis of the industrial sector it was observed that bilateral trade between 

Ecuador and the United States in regard to ceramic crafts market is not very 

significant compared to other products, however there is an opening in the 

market with a tariff of 0%. Furthermore, it was concluded that the products 

should be marketed to customers between 35 to 64 years of age, as they have 

high to average incomes, allowing them to purchase items to decorate their 

homes. However, Ecuadorian artisans will face competition from China, Mexico, 

Peru, Italy, among others, because these countries have more experience in 

exporting their products to the United States.  

 

 After an analysis of the company and the market in the United States, I suggest 

that the most appropriate strategies for its promotion in the market in the United 

States are: SEO, Affiliate Marketing, Pay per Click, and Social Networking. With 

the smooth and controlled deployment of these strategies, it is expected that the 

company will be able to properly promote their products and achieve a position 

in this market, generating more revenue for the Company, as well as international 

recognition. 

 

 Finally, it is undisputed that all companies worldwide must be updated 

technologically and organizationally since they should be able to respond quickly 

to any questions or suggestions. The best results come when proper planning has 

been done and when the needs of the target market are known. E-marketing 

implements all possible strategies in order to see which one has the greatest 

impact on consumers and earnings of the company. 
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RECOMMENDATIONS 

 

 Cerámica Alfarero should invest in updated technology for the production of 

their ceramic items to help them produce more parts and be prepared to respond 

to demand through exportation. 

 

 If any of the strategies suggested in this paper to promote the brand and products 

are implemented, then these must be constantly and responsibly monitored by 

qualified people. 

 

 It is very important that Cerámica Alfarero has training for staff. The proper 

development of human talent within the company will facilitate the growth of the 

company and increase sales. 

 

 In the event that any of the strategies give good results for the company, it is vital 

that Cerámica Alfarero continue to rebrand themselves in order to maintain long 

term results. 
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