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ABSTRACT

ThemainpurposeofthisresearchistoshowiftheBarrancadelRioSantiagoisatouristattractionand
ecotourismshouldbeincludedintheGuadalajarabrand,focusedonnationaltourism.Theresearch
isexploratoryanddescriptiveinnature,asitseekstoknowiftheRiodeSantiagoCanyonisan
ecotourismandtouristattractionsothatitcanbeincludedintheGuadalajarabrand.Theanalysiswas
conductedunderadatabaseissuedbythestateofJalisco,whichisthe2016YearbookoftheStateof
Jalisco.SECTURestablishesinthelatestcompetitivenessagendaoftouristdestinationsinMexico
thatGuadalajarahasalargenumberofnaturaldestinations,includingtheBarrancadelRíoSantiago,
thisdestinationhasahighecological,recreationalandlandscapingvalue,whichisverylittleknown
bythelocalpopulation,andconsequentlyitcanbecomeanewproductfortheecotourismsector.
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INTRoDUCTIoN

Inthefollowinginvestigation,itisanalyzediftheBarrancadelRíoSantiagocanbeatouristand
ecotouristicattractionforthecityofGuadalajara,focusedonanationaltourism.Thatiswhyitis
talkedaboutthetermstourism,alternativetourism,nationaltourism,ecotourism,whichisatourist
attraction,thecityorcitymarketingbrand,theGuadalajarabrandandtheBarrancadelRíoSantiago.
Allthesetermsarebasedonseveralexpertauthorsonthesubjectandofficialdocumentswhichare
providedbytheSecretaryofTourismoftheStateofJalisco.

Undoubtedly,citybrandsaresomethingthathasbeenraisedforalongtimeandtherearesuccess
stories,veryfamous,suchasILoveNYorwhatistheCDMXbrand(Aldaz,2016).Anotherimportant
aspectoftheresearchisthattheGuadalajarabrandwaslaunchedbythegovernmentofGuadalajara
in2016withthecharacteristicsongofthecomposerPepeGuízar(Socialcommunication,events,
governmentnews2016).

Regardingtourismissues, it iscommentedthat tourismisaneconomicforce,whichhasthe
powertoimplementprojectsthatmaintainthenaturalattractivenessthatvisitorswishtoseeand
experience.Theeconomicbenefitsoftourismdependonthewayinwhichtouristattractionsare
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keptsafe,cleanandpleasanttothesenses(Rebollo,2012,p.12).Alternativetourismreferstothere
areotherwaysofdoingthings.Forexample,travelingandknowingplaces,morenatural.(Rogel,
Rojas&Ortega,2011,p.3).

However,itisnecessarytodefineperfectlywhatfractionoftouristsaregoingtobetakenfrom
nationaltourism,whichispracticedbynationalsandforeignersresidinginthecountrywithinits
borders,thatis,touriststravelinginland.ofthecountrytheydoitforvacationreasons,recreation,
congressesandconventions,workandbusiness(Portugal,2008).Then,itcanhavesegmenteditmore
andreachtheecotourismsector,whichisconsideredthedirectresultofglobalacceptanceinfavor
ofmoresustainableproductivepracticesandwithlessimpactontheenvironment.

THE RESEARCH PRoBLEM

Statement of the Problem
Thecitymarketingisaneventthathasgenerateddebates,becauseontheonehanditisnotedthat
thecommercializationofterritorieshasexistedforcenturies,andontheotherhand,itismaintained
thatitisatrendthatarisesfromtheseventiesandeighties(Weapons,2007).However,wehaveother
authorswhocommentthat“Themarketingofcity(citymarketing)canbedefinedasanactivepolicy
ofactionsaimed,ontheonehand,toidentifyanddeterminetheneedsofitsdifferentaudiences,real
andpotential;andanotherparttodevelopaseriesofproductsandservicesinthecitytomeetthose
needs,creatingandenhancingtheirdemand(Rojano&Castilla,2007).

Therearesuccessstoriesof thebrandsofcities, forexample, I loveNY”(Marín,2010). In
MexicothereiscurrentlythebrandVisitMexico(CPTM,2017),however,Guadalajarawantedto
makeitsowncitybrandwhichcarriestheGuadalajaraslogancreatedin2016asanidentityelement,
tool for promotion and positioning of the city de Guadalajara (Social communication, events,
government,news,2016).ThecreatorsofthebrandwerebasedonthesongofPepeGuízar,since
itrepresentsanaturalsymbolofthecityandreinforcesemotionsandideasalreadypositioned,with
thecharacteristicchoirGuadalajara,Guadalajara.Inthesameway,theadaptationofthesongofthe
aforementionedcomposer,inwhichdifferentstylesofmusicsuchasmariachi,rock,electronic,jazz
andregionalmusicwasmixed,alsomixedavarietyofsingerswiththeintentiontointegrateallof
Mexico(Catellanos,2015).

Animportantfactoristheinterventionofthetourismsector.Troisidefinestourismasthesetof
temporarytransfersofpeopleoriginatedbyneedsofrest,cure,spiritualorintellectual(Betancourt,
2008). An important factor is to take into account the national tourism which is defined as the
touriststhatmoveintheinteriorofthecountrydoitforvacationreasons,recreation,congressesand
conventions,workand/orbusiness,etc.(Portugal,2008).

Itisalsoimportanttopointoutthat,accordingtoIpsos,theadvertisingtrackingofthepreliminary
tourismpromotioncouncil, takingintoaccount3indicatorswhichmentionthat in2017,46%of
peoplevisitaplacearebyadvertisingattribution;90%arepeoplewhointendtotravelandthethird
indicatorbybrandawarenesswhichnationallydoesnothaveanypercentage.Similarly,anational
surveyonPrideoftheMexicanin2016conductedbytheconsultancyMitofskymentionsthat9.9%of
the1,000respondentsover18yearsoldansweredthatGuadalajarawasthefirstcitywhereMexicans
feltmostproud(MitofskyConsultant,2016).

AccordingtoexpertswhoelaboratedthecompetitiveagendaoftouristdestinationsinMexico,they
pointedoutthatMexicohasnotbeenabletotakeadvantageofthetotalbenefitsofferedbytourism,a
clearexampleofthisisthecityofGuadalajara,whichisoneofthemostemblematicstatesinMexico.
Thiscityishighlightedbyitsgreatculturalcontribution,traditionandhistoricbuildings,however,it
hasnotbeenabletotakeadvantageofthenaturalheritageithastogiveitrecreationalortouristuse,
sinceithasgreatpotentialinthissectorasitistheCanyonoftheSantiagoRiver(SECTUR,2014).
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Afterallthesedataprovidedagapiscreatedwhichbecomesthepurposeoftheresearchthat
consistsofknowinghowattractiveecotourismcanbesothatitcanbeaddedtotheGuadalajarabrand
andwhatthepotentialareasmaybe.Withtheintentionofcontributingthisstudytothecorresponding
authoritiesinthetourismsectorandfortheexpansionofthelabormarketinawaythatwillenable
themtocarryoutecotourismactivities.Takingintoaccountthatthedefinitionoftouristattraction,
thedictionaryoftouristterminologyoftheArgentineNationalTourismDirectionmentionsthata
touristattractionisthenatural,cultural,sportsoranyothertypethatcangenerateenoughinterestto
attracttourists(Navarro,2015).

Justification
Inthisresearch,itisaskediftheBarrancadelRíoSantiagoisatouristandecotouristicattractionfor
theGuadalajaracitybrand,inordertobeabletopromoterecreationalandtouristuseoftheareasof
thecityofGuadalajarathatarenotwellknown,consideringthatitmayhaveagreaterattractionfor
nationaltourism,sincetheproximityoftheseareascanbeveryattractiveforpeoplewholiveinthe
cityofGuadalajaraandhavethetastetoenjoynaturalenvironmentsnearthem.Itisalsointended
thatitcanserveassupportthedevelopmentofnewprogramseitherfortheSecretaryofTourism
(SECTUR).

Research objectives
General Objectives
DeterminethefeasibilityoftheSantiagorivercanyonbeingatouristandecotourismattractionfor
theGuadalajara,Guadalajarabrand,fornationaltourism.

Specific Objectives

1. ExposeplacesoftouristattractionofGuadalajara,forrecreationaluses.
2. Presenttheprofileoftheecotourism.
3. ExposethetrainingofqualifiedpersonneltoattendthenationalEcotourists

Hypothesis
General Hypothesis
IsitpossiblethattheSantiagorivercanyonisatouristattractionandecotourismfortheGuadalajara
brand,withafocusonnationaltourism?

Specific Hypothesis

1. ExposethattheBarrancadelRioSantiagoisatouristandecotourismattractioninGuadalajara.
2. Istheecotourismsectorprofitablefornationaltourism?
3. Arethereenoughtrainedpersonnelfortheecotourismsector?

LITERATURE REVIEw

As it can see in the literature review, although there are several investigations that expose it to
ecotourism,touristattractions,citymarketingandtheravineoftheRiodeSantiago,sofarthereis
noresearchthatintegratestheabove,beingthevoidofliterature.Therefore,theresearchfocusedon
integratingthevariablestoshowiftheBarrancadelRioSantiagoisatouristattractionandecotourism
isattractivetobeincludedintheGuadalajarabrand,focusedonnationaltourism.
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CoNTEXTUAL FRAMEwoRK

Tourism
Tourismisthesumofthephenomenaandrelationshipsthatarisefromthejourneyandthepermanence
ofnon-residents,aslongastheydonotestablishapermanentresidenceanddonotrelatetoany
remuneratedactivity.ThisdefinitionwasentrustedtoProfessorsHunzikerandKrapf,likewiseTroisi
definesitasthesetoftemporarytransfersofpeopleoriginatedbyneedsofrest,cure,spiritualor
intellectual(Betancourt,2008).LaterauthorslikeBurkartandMedlikdefinethattheyaretheshort
andtemporarydisplacementsofpeopletowardsdestinationsoutsidetheplaceofresidenceandwork,
andtheactivitiesundertakenduringthestayinthosedestinations(Sancho,2008).

MathiesonandWallmentionthattourismisthetemporarymovementofpeople,forperiodsof
lessthanoneyear,todestinationsoutsidetheplaceofresidenceandwork,theactivitiesundertaken
duringthestayandthefacilitiescreatedtomeettheneedsofthetourists(Sancho,2008).Professor
Arriagamentionsitastourismisalltemporarydisplacementdeterminedbycausesbeyondprofit:
Thesetofgoods,servicesandorganizationthatineachnationdetermineandmakepossiblethose
trips,andtherelationshipsandeventsbetweenthemandtravelerstakeplace(Betancourt,2008).
However,aftersomanydefinitions,theWorldTourismOrganization(UNWTO)in1994isdefined
astourismincludestheactivitiescarriedoutbypeopleduringtheirtripsandstaysinplacesother
thantheirusualenvironment,foraperiodoftimeconsecutivelessthanayearforleisure,business
andotherpurposes(Sancho,2008).

InthisresearchtheUNWTOdefinitionitisusedbecauseitisthemaininternationalorganization
inthetourismfieldwith158countries,6associatemembersandmorethan500privatemembers
(UNWTO, 2018). Authors such as Óscar de la Torre Padilla, defines it as tourism is a social
phenomenon thatconsists in thevoluntaryand temporarydisplacementof individualsorgroups
ofpeoplewho,mainlyforrecreation,rest,cultureorhealth,movefromtheirplacefromhabitual
residencetoanother,inwhichtheydonotexerciseanygainfulorremunerativeactivity,generating
multipleinterrelationsofsocial,economicandculturalimportance(Betancourt,2008).

Tourismisaneconomicforce,whichhasthepowertoimplementprojects thatmaintainthe
naturalappealthatvisitorswanttoseeandexperience.Theeconomicbenefitsoftourismdependon
thewayinwhichtouristattractionsarekeptsafe,cleanandpleasanttothesenses(Rebollo,2012).
Asimportantisthetouristdevelopmenthasbroughtstrongimpactsontheenvironmentsuchasriver
pollution,acoustics,aesthetics.Althoughthemostimportantimpactsincludethelossofbiological
diversityandthelimitationofnaturalresourcesonwhichtourismactivityisbased.

Thisoverexploitationofresourceshasincreasedinrecentyearstounsustainablelevels.Tourism
cannotworkwithoutthebasicnaturalresourcesonwhichitisbasedsinceitsownenvironmental
degradation directly affects its supply and can endanger the tourist activity itself. For all these
reasons,variousorganizationsandconventionsinrecentyearshavebecomeawareoftheimportance
ofconservingthenaturalenvironmenttoapplynotonlytothetourismsectorbuttoallsocialareas
to achieve sustainable development (Betancourt, 2008). As tourism develops, it must make the
preservationoftheenvironmentapriority.Thetourismindustrywillhavetoprotectandpreserve
naturaltouristattractions,theenvironment,fragileecosystemsandlivingculturesofremoteregions.
Inthiswaytouristswillcontinuetotravel(Rebollo,2012).

Figure 1. Research model
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Alternative Tourism
AlternativetourismisdefinedbytheSEMARNATasthetripsthathavethepurposeofcarrying
outrecreationalactivitiesindirectcontactwithnatureandtheculturalexpressionsthatsurroundit
withanattitudeandcommitmenttoknow,respect,enjoyandparticipateintheconservationofthe
naturalandculturalresources.Alternativetourismistheproductofinternationalpoliciestoconserve
theenvironmentandisaresponseinMexicotoenvironmentalpoliciesthataimtoconservenatural
resources(Rogel,Rojas&Ortega,2011).LikeNeyra,hementionsthatalternativetourismrefersto
thereareotherwaysofdoingthings.Forexample,travelingandknowingplaces(alternativetourism),
isnotexemptfromnewalternatives,inthisconceptthemostimportantthingiscontactwithnature
andindigenouscultures,thatistosay,soakingupwhatisspecifictotheregiontovisit(Rogel,Rojas
&Ortega,2011).

National Tourism
TheWorldTourismOrganizationprovides thefollowingdefinitionofnational tourism:National
tourismencompassesdomestictourismandoutboundtourism,namely,theactivitiescarriedoutby
residentvisitorsinsideandoutsidethereferencecountry,aspartoftheirtouristtrips.inmatesor
issuers(UNWTO,2008).Itcanalsobetakenasadefinitionthatnationaltourismispracticedby
nationalsandforeignersresidinginthecountrywithinitsborders,thatis,touristswhotravelwithin
thecountrydosoforholidayreasons,recreation,congressesandconventions,workand/orbusiness,
etc.(Portugal,2008).

Ecotourism
EcotourismisaccordingtoDiamantisandLadkinthedirectresultofglobalacceptanceinfavorof
productivepracticesmoresustainableandwithlessimpactontheenvironment.However,another
authorisJostKrippendorfwhoisconsideredthepioneerinthisconceptmakingastrongcriticism
tothemasstourismundertheargumentofitsdestructivepotentialintheenvironmentandeconomy
withinthereceivingcommunities,recognizingtheneedtolookforanewoption(Rebollo,2012).

Thefunctionofecotourismistoprotectandcarefortheenvironment,withtheintentionofnot
manipulatingnaturebutcontemplatingandadmiringitsbeauty.Toknowthosewhohavelivedforever
intheseecosystems,fromtheancestralcultures,totheirflora,thehealingqualitiesandtheirfauna
torespecttheplace.Usuallyecotourismcentersarefoundinecologicallyprotectedareas(Rebollo,
2012).Similarly,itseekstobreakwiththeideathatwhatislegitimatelytourismisonlyinlargehotel
chains,entertainmentcenters,restaurantsandfinallythatthenaturalspacemustbetransformedat
theconvenienceofbeinghuman(Melo,2013).

Tourist Attraction
AsoneofthefirstdefinitionswefindZimmermann,whodefinesitasthetouristattractionsaretourist
resourcesthathavethenecessaryconditionstobevisitedandenjoyedbytourists,thatis,theyhave
touristfacilities,meansoftransport,servicescomplementaryandbasicinfrastructure.Thetourist
attractionsshouldbeconsideredasresourcesbecausetheyhavegeneratedaneconomicactivityand
representforeigncurrencyinacountry’seconomy(Castellanos,2015).

Foritspart,Acerenzaidentifiesthetouristattractionsasthemostimportantcomponentofthe
tourismproductbecausetheydeterminetheselection,bythetourist,ofthepointofdestinationof
theirtrip,andaretheonesthatgenerate,therefore,acurrenttourismtoitslocationandalsopointsout
thattheyconstitutethemainreasonforthetouristtovisitthedestinationandareabletosatisfythe
primarymotivationsoftourists’travel(Navarro,2015).Finally,thedictionaryoftourism,hospitality
andtransport,offersadefinitionoftouristattraction,whichsaysthatconsidersthatitisanobjector
eventcapableofmotivatingatouristtoleavehishometomovetoknowhim(Wallingre&Toyos,2010).
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City Brand or City Marketing
ThetermCityMarketinghasbeenmisunderstoodonmanyoccasions,reducingittoamerepromotion
activitythroughwhichtoshowacity,mainlyinthefaceoftourism,relyingonmoreorlessrecurrent
speeches:brochureswithphotosofthemainmonuments,regionalcostumes,localcuisineandparty
program.Butwhatistalkingaboutisamuchbroaderandmorepowerfulconception.Itisabout
transferringthefocusandmarketingtoolsthatareappliedtoacompanyorproduct,tothecity,as
anessentialtoolinthedevelopmentoftheirstrategiesandtheircompetitiveness(Romero,2009).

Citymarketingisconceivedasthecityinthemarketingasaproduct,whichfacesacompetitive
marketformedbythousandsofmunicipalitiesandwheremillionsofagentsconverge,alsodirectsits
activitytowardsthecitizensofthemunicipalityvisitors,touristsandtheinvestorsthisaccordingto
(Betancourt,2008).However,itisknownthatthetermofCitymarketingwasintroducedinEuropean
literatureinthe80’s.TheCityMarketingforKotler,HaiderandReinisconstitutedasastrategyof
developmentofthecityorientedtosatisfy,betterthanothercompetingcities,theneedsofthecurrent
andfutureusersofalltheservicesofthecity(Heredero,2015).

Otherauthorsmentionthatglobalizationandtheextensionofcompetition,thevaluecreation
ofthelocal:therapidevolutionofcommunicationtoolsand,finally,theevolutionofmarketingare
factorsthatundoubtedlydetermineurbanmarketingcity(Benko,2000).Itcanbealsofoundanother
definitionaboutcitymarketinganditisdefinedasCitymarketingcanbedefinedasanactivepolicy
ofactionsoriented,ontheonehand,toidentifyanddeterminetheneedsofitsdifferentpublic,real
andpotentials;andanotherparttodevelopaseriesofproductsandservicesinthecitytomeetthose
needs,creatingandenhancingtheirdemand(Rojano&Castilla,2007).

THEoRETICAL FRAMEwoRK

Tourism
Itissaidthattourismcomestodiversifytheeconomyprovidingforeignexchangenecessarytoboost
economicdevelopment,butalsotheproponentsofthedevelopmentoftourismarguethattourism
notonlygeneratesforeignexchange,butalsoalleviatesalittletheproblemofunemploymentand
longtermcanprovideasubstitutefortraditionalexportswhosefruitismoreinsecurethantourism
(Portugal,2008).Butalwayshavetotakeintoaccountthetouristdemandwhichmakeuptourists,
travelersandvisitors,afterthistermisaheterogeneousgroupofpeople,anaggregateofpersonalities
withdifferentcharacteristicsandinterestssuchas:social,economic,recreational(Portugal,2008),in
thesedemandsisagroupcalledminoritytourismwhicharecharacterizedbytravelingindividually,
familyandingroups,theirchosennucleiarelittletouristyanddoitatanytimeoftheyearbecause
theireconomicpossibilitiesallowit(Portugal,2008).

Whileitistruethattherearemanytypesofdemand,thissegmentprefersthattheconsumerof
thistypeofservice,couldgiveabetterideaoftheactivitiesandproductsthatmustbeoffered.Not
withoutfirstclarifyingthat,foreachactivityorspecialtyinparticular,thereisamarketsegment
withitsowncharacteristics(Rogel,Rojas&Ortega,2011),thatis,eachsegmenthasitsprofilewell
specified.Undoubtedly,thedemandisimportant,butitisalsoimportanttosaythatthetripshave
as apurpose toperform recreational activitiesof appreciation andknowledgeofnature through
contactwithit.Theseactivitiescanbeobservationofstars,observationoffloraandfauna,hiking,
environmentaleducation,biologicalresearch,observationofattractionsandspecialphenomenaof
nature,andobservationofnaturalattractionsamongothers(Rogel,Rojas&Ortega,2011).

Asnaturalresources,TourismSecretary(SECTUR)intheyearof2005mentionedthatnatural
orculturalresourcesaretheenvironment,thearchaeologicalwealthandthehistoricalexpressionsof
tradition,theseareconsideredthebaseofthetouristproduct,sothatthisresourcebecomesattractive
touristmanmustincorporatefacilities,equipmentandservices,thusaddingvalueineconomicterms
(Portugal,2008).Butastoknowifaplacehastouristattractionornot,inthissense,theCICATUR-
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OEA(Inter-AmericanCenterforTourismTrainingoftheOrganizationofAmericanStates)proposed
in1974ascaleofvaluationoftouristresourcesthatquicklyspreadinLatinAmericaandofpractically
exclusiveuseuntilnow,asshowninTable1(Navarro,2015)

Similarly, thereareotherways toclassifya touristattraction, sinceotherauthorssay that it
shouldanalyzetangibleandintangibleresources,whichareamenabletotourismandconsiderthe
potentialforattraction,whichmaymotivateanon-profitmovement;inthesamewaytheaccessibility
ofarriving;signagewithtouristguides,brochures,urbansigns;thelevelofaffluence;thelevelof
use; theelementsofvaluation;andthecurrentorpossibleactivitiesrelatedtothelocalresource
(Navarro,2015).

However,itcanalsobecarriedoutwiththefollowinghierarchicalcriteria:firstthosethatdonot
havesufficientmeritbutthatcancomplementothersofhigherhierarchy:thenthosethathavesome
strikingfeatureandmotivatethosewhoarriveattheplacebyothersattractive,thenthosethathave
exceptionalfeatureswiththecapacitytomotivatenationaldemand,eitheraloneortogetherwithother
attractions;andfinallythosethathaveexceptionalfeaturesandgreatsignificancefortheinternational
marketcapableofmotivatingthetouristdisplacementofthatdemandalone(Wallingre,2011).

Table 1. Hierarchization of tourist resources
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Ecotourism
Ecotourismisperhapsthewordthathascommerciallybeenmoresuccessfulinthedevelopmentand
marketingofanoveltourismactivity,associatedwiththeuseofthenaturalandculturalresourcesof
aregion.Duetoitscommercialsuccess,ithasalsobeenlenttoanindiscriminateusethathasforced
thecreationofnewterminologiesthatallowtheproducttobedifferentiatedandtoguaranteeits
qualityinsomeway(Báez&Acuña,1998).ForLatinAmerica,someeventsthatrefertothegeneral
backgroundoftheadoptionofecotourisminLatinAmericancountriesarepresentedbelow(Table2).

Ecotourismmustbedevelopedunderthefollowingvaluesandmustbefollowedbyboththe
touristandthelocalpeople:

1. Responsiblefortheuseandmanagementoftouristattractions.
2. Respectfulofthecommunitieswheretheactivitiesarecarriedout.
3. Honestwiththeproducttopreserveitsauthenticconditionswhilepresentingtothetourist.
4. Educationalsothatthevisitoracquiresnewknowledgeofthevisitedplace.
5. Interactivebyallowingdirectcontactwithnaturalandculturalresources.
6. Democraticsothatthebenefitsobtainedaresharedequally(Romero,2008).

ProfileoftheECOTOURIST(Báez,1996)

1. Interestedinhavingdirectcontactwithnature
2. Interestedinknowingdifferentwaysofunderstandingandlivinglife(whichseeksacultural

exchange)
3. Willingtolearn,alwaysactiveanddynamic
4. Generallyeducatedandwithsomepriorknowledgeaboutthedestination,theresourcetovisit

andthepossibleactivitiestobecarriedout
5. Carefulofyourphysicalandemotionalcondition
6. Prefersdirect contactwithpeopleand seeks to establish friendships (Prefers apersonalized

servicewithaqualityseal)
7. Iswillingtocollaboratewithinitiativesforbetterwastemanagement,reductionofwaterand

energyconsumptionandanyotherefforttoreducethenegativeimpact.

Toanyecotourismactivity,whetheratthenational,regionalorlocallevel,itisessentialtobuild
inventoriesofecotourismattractions,bothexistingandpotential, since thenational inventoryof
ecotourismattractionsisnothingmorethanthesumofthedifferentregionalecotourisminventories
(Lascuráin,1998).Aspartoftheinventoryofnaturalresourcesarelakes,rivers,beaches,mountains,
valleys and meadows. They not only allow to extract food and raw materials, but they are also
admirable for theirgreatbeauty, therefore, thesenatural resourcesare alsoconsideredas tourist
inventory(Rebollo,2012).

Itispossibletoidentifyareasandnaturalattractionsasthemostimportantelementsofthetourist
systemthatmotivatethevisitandthatoffertouristsexperiencesanduniquememories,becausefirst
therearethenaturalresourcesandthecomponentsoftheirenvironment.Lakes,lagoons,mountains,
valleys,deserts,jungles,plains,beaches,estuaries,hills,mountains,ravines,snowymountainsand
secondplaceisanydestinationischaracterizedmainlybyitstypeofecosystem,i.e.thenatureand
appearanceofitslandscape;anditsclimate,thetypeofcoldconditionsofheat,humidity,winds,
heightandspecificcharacteristicsgivenbyitsaltitudeandlocationinthehemisphere(Rebollo,2012).
Theecotourismattractionsofanareacanbeclassifiedintothreebasiccategories:

1. Focal Attractions: Whichfromaspecificareaor regionwillalwaysrefer to thedistinctive
elementsofnaturaland/orculturalheritagefoundinthatarea.Theyarethoseintrinsicfeaturesof
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uniquenessthatbestcharacterizesaidsiteorregionandthefundamentalreasonwhyEcotourists
willwanttovisitit.Someprotectedareasexistduetoaveryspecialordeterminedresourcethat
theypossessandtherefore,alsoconstitutestheirmainfocalattraction.

2. Complementary Attractions:Theyalsorefertoelementsofnaturaland/orculturalheritagethat
arelocatedinacertainarea,butdonothavethedegreeofimportanceoruniquenessintermsof
thetouristattractionofthefocalattractions.Thatis,bythemselvesalonetheymaynotexercise
enoughattractiontomotivateanecotouristormovetothatsite.However,theyaremotivated

Table 2. General antecedents of ecotourism in Latin Amercia
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byadditionalinterestandaddedvaluefortheecotourist,contributingtoatouristexperienceof
greaterwealthanddiversity,byindicatingthevisitortostaylongerintheareainquestionand
toofferthepossibilityofadditionalactivities.Thecomplementaryecotourismattractionscan
alsohelptoavoidexcessiveconcentrationsoftouristsinoneplaceand,atthesametime,favor
thedisplacementofvisitorstovarioussitesinthecorrespondingarea.

3. Supportive Attractions:Theseareconstitutedbytheartificialelementsalreadyinfacilitiesor
services,whichprovidethevisitorwithdifferentsatisfactions.Thisincludesaccommodation,
restaurants,interpretationcenter,trailsandviewpoints,horsebackridingorboatservices,etcetera.
Thesupportattractionsarealwaysaddedafterwards,tosupportthefocalandcomplementary
attractionsthatalreadyexist,bytheirownnature,inagivenecotourismdestination(Lascuráin,
1998).

4. For the average tourist, mere contemplation in a protected area of huge concentrations of
waterfowl,isinitselfanattractionofthehighestlevel.Althoughitdoesnotknowthespecific
nameofbirds,theenormousconcentrationoftheseandtheformorthedifferentcolorofsome
ofthemwillbeenoughtocauseadeepimpressioninanyvisitorwithaminimumofsensitivity.
However,trueEcotourists,bothnationalandforeign,willwanttoknowmoreabouttheregions
theyvisit: the structureof their ecosystems, their geological origin and evolution, themain
ecologicalinterrelationshipsthatoccurthere,theregionalculturalelements,theirenvironment
geographicandthenamesofthemostcharacteristicorstrikingplantsandanimalsthatarefound
there,thatis,ofthefocalspecies(Lascuráin,1998).

OneofthefirstformalstudiesthatweredoneabouttheecotourismsituationinMexicowasthe
textofCeballos-Lascuráinin1994calledNationalEcotourismStrategy.Init,acompletediagnosis
ofthestatethatkeptthisactivityintheMexicancontext,thecompetitiveadvantagesweredescribed
andtheneedtocarryoutmoreresearchabouttheeconomicimpactsofthisactivitywasindicated.
Anactionplanisalsopresentedwhichmentionsdifferentpartiessuchasthecreationofmechanisms
forinter-institutionalcooperation,thecreationofaninventoryofecotourismproducts,thecreationof
aninclusivestrategicplan,thedesignofmanualsforthemanagementofenvironmentalandcultural
impacts,carryingcapacity,training,promotionandtheestablishmentofself-financingmechanisms
directedmainlytotheconservationoftheenvironment.

LascurainendsbyconcludingthatecotourisminMexicowasinitsfirststepsandthatfollowing
anactionplanwouldensureawell-organizedandorienteddevelopment(Guerrero,2010).However,
Rodriguezin2010inhisarticleconcludesthatecotourisminMexicois,justapromise.Undoubtedly
ecotourismcanbecomeapowerfultoolfordevelopmentatanylatitude.However, inthecaseof
Mexico,theevidencesuggeststhatthisisstillnotthecaseandthattheoutlookisnotveryfavorable
forthissituationtoreverse.ThepoliticalagendaofMexicomustcontemplatethecreationofnecessary
conditionstocounteracttheabove,sothatactivitiessuchasecotourismcangrowanddevelopina
positivemanner.

Ecotourismpromotestheintegrationofthetouristwiththelocalcommunitythroughguided
walksinareasoffragileecosystems;suchasrainforestsorprotectednaturalareas.Inthisway,possible
environmentaldamageismonitoredanditispossibletoavoidorminimizeit.Throughecotourismit
isalsopossibletoamendenvironmentaldamagecausedpreviously(Rebollo,2012).

The City Marketing
Theimageofacityisthesynthesisofitsidentity,whichisdefinedbythesumofpermanentattributes
thatmakeupitsessenceandservetodifferentiateitfromothercities.Therefore,theidentityofthe
cityhasadoubledimension:functionalandcultural.Thefunctionaldimensionisspecifiedinits
strategicpurpose,understoodasitsraisond’être,andisexpressedthroughitscitymodel,whichis
nothingmorethanitsstrategytoachieveitsmainobjectiveinthemediumandlongterm,starting
fromofthesetoffunctionalandformalpolicies.Thecorporateculture,anotherdimensionofthe
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imageofidentity,iscomposedofthevaluessharedbyallcitizensandtheirpresumptionsabouttheir
city,theenvironmentandeverythingthatmayinfluenceit(Betancourt,2008).

Theprojectionoftheimageofacityisbasedonanimaginary,whichconsidersarchitectural
landmarksas“tangible”referentsforitsinhabitantsaswellasforvisitors,inadditiontomultiple
culturalfactorsthatcontributetoformingan“intangible”,whichsignificantlyaffectstheperception
andchoiceofproducts,servicesandtouristdestinations.AccordingtothevisionofMeaDella,thisis
builtthroughacomplexprocessofinfluences,inwhichmultiplefactorsofdifferentorderintervene:

1. The Natural:Climate,geographicalattractions,soil.
2. The Economic:Levelofdevelopment,activities,productsandlocalbrands,services,corporations,

technology.
3. The Politicians:Systemofgovernment,institutionaldevelopment.
4. The Geopolitical:Historicallinkwithcities,departments.
5. Sociocultural: Population, educational level, cultural expressions, quality of life (Mancilla,

Morales&Lugo,2012).

Citymarketingisfocusedonthreebasicaspects:

1. For Investors:Itistheonethatseekstoattractinvestorsandforeigncompanies,forthecreation
and/orexpansionofnewbusinesses,withtheintentionofbringingdevelopmentattheeconomic
levelandthatisreflectedintheincreaseofcapitalandsourcesofemployment.

2. For Residents:Thisiswhatseekstoattractnewresidentstothecities,seekingtoincreasetheir
productivepopulationthroughattractiveprogramstoobtainpermanentresidentvisas.

3. For Visitors:Itistheonethatseekstoattracttemporaryvisitors,toencouragetourismandat
thesametimeattractimportantcapitalthatencouragesdifferenttouristsectors.

Specifically,citymarketingperformsfourbasicfunctions:

1. Achieveanoptimalcombinationofthecharacteristicsandservicesofthecity,fromthepointof
viewofresidents,visitorsandinvestors

2. Articulateanofferofincentivesthatincreasestheattractivenessofthecityforcurrentandfuture
usersofitsservices

3. Ensureafastandefficientaccessofthecitytothemarketsofinterest
4. Transmittheimageandcomparativeadvantagesofthecitytothetargetpublic.

Undoubtedly,brandmanagementhasbecomeoneofthemandatoryissuesforgovernmentsand
privateandpublicorganizationsincitiesandcountries.Asarethenatural:climate,geographical
attractions,soil;theeconomic:levelofdevelopment,activities,productsandlocalbrands,services,
corporations, technology; the politicians: system of government, institutional development; the
geopolitical:historicallinkwithcities,departments;thesociocultural:population,educationallevel,
culturalexpressions,qualityof life.Onceagain, themanagement frontbecomesvery important,
because thanks to its planning, important achievements can be seen in the strengthening of
competitivenessandtheimageofcitiesandcountries(Martínez,2007).

DanielIvoskustellsthatthebrandisnotaproductandthisaffirmationmustbemaintainedwhen
creatingacitybrand,whichwillberecognizedinacertainterritory.Manyauthorshavetriedtoclassify
thecity,eitherbypopulation,geography,maturity,qualitativecriteriasuchasspecialization,safety,
financialflow,andsoon.Marín(2010)andPabloLezamagivesomeexamplesofthecitybrand
astheworkontheBarcelonabrand,thefamousIloveNY,MilanortheArmanicity,theArgentine
Patagonia,LosAngelesandHollywood;andinadditiontoplaces,neighborhoodssuchas:Tribeca
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andHarleminNewYork;PalermoSoho,BarracasDulceandSanTelmoGayinBuenosAires.All
thesearesomeoftheexamplesofthepositioningthatwaschosentobeconstructedtodifferentiate
itselffromotherplacesintheworld(Marín,2010).

The Guadalajara Brand
ThegovernmentofZapopanmadeapresentationoftheGuadalajarabrandwheretheformerCity
MajorifGuadalajaraEnriqueAlfaromentionsthatthecitybrandisareferencetoavoidthelossof
hisidentity,likewisecommentedthatthebrandcaresisanelementofidentity,itisapromotional
andpositioningtoolofGuadalajarathatformanyyearsthecityneeded,thattheprivatesectorhad
requestedandthatnowexiststhankstothewill tobuildapolicyofagreements(Governmentof
Zapopan,2016).Inthepresentationofthebrand,theGovernorofthestateofJalisco,Aristóteles
Sandoval, alsoparticipated.Hementioned thatThenamesof thecitiesare trademarks, theyare
referenceonanidentity.

Theyhavebecomestrategicassets.Havingastrongcitybrandservestoidentify,cohesion,and
reusecitizenship.Itservestoprojectinternationally,attractingprojectsandinvestors.“Itshouldbe
notedthatPabloLemusalsomadesomecommentswhichareweareonevoice,todayweshowthat
ouridentityistobeaGuadalajara.Itisapridetobelongtothiscity,abrandthatwillhavegreat
benefitsforall.Thisisahistoricalfactthatgivesvoiceto#GuadalajaraGuadalajaracongratulations
toallthattodayitsbrandispresented,ourbrand”(Valenzuela,2016).

ThecityofGuadalajaraisthesecondmostpopulatedcityinMexico,afterMexicoCity,with
thisexerciseofidentityitisintendedtopromoteandpositionthemetropolisinternationally,increase
thetouristinfluxandcontinueattractinginvestmentsfromabroad(García,2016).Thecreatorsofthe
GuadalajaraGuadalajarabrand,mentionthattheytookadvantageofthegreatopportunitytobuild
thefirstsoundmarkintheworld,sincethebrandisbasedonthesongcomposedbyPepeGuízar,
whichrepresentsanaturalsymbolofthecitythatreinforcesandprovokessensations,emotionsand
ideasalreadypositioned.Thesonghasthecharacteristicrhythmsofthemariachianditslyricstake
upessentialelementsoftheidentityofthecityandtheregion,condensingthemintoasinglephrase:
GuadalajaraGuadalajara,whichisreadsinging,sinceitisalreadypositionedattheinternational
level(Valenzuela,2016).

Averyexpressivelogohasbeencreated,withtypographiesthatvaryinsizeandthatremindof
thecodesusedincomics,wheretrytocapturethemusicalityofthisfamouschorusinthelogo,as
mentionedearlier.ThetypographyistheChineseRocksRegular,whichisusedtogivearustictouch
thataimstoaddvaluetotheheritageofapre-industrialpast,whereshopsorevenpostersdisplayeda
morestandardizedandmanualdesign.Thebrandalsohasthreemainandalternatingcolors:magenta,
orangeandcyan,whichemphasizethecolorfulcharacterofMexicanfolklore(García,2016).

Areinterpretationofthesongwascarriedout,inwhichmariachiwasmixedwithtraditionalmusic,
elementsofrock,electronicandjazz,alsocollaboratedartistssuchasVenadoAzul,awixarikagroup
ofregionalmusic;Telefunka,anelectro-acousticmusicgroup;Cucarepresentingheavy,disruptive
rock;PacoPadillaortheMariachiVivaXaliscorepresentingthetraditionalofMexicanmusic,with;
SaraValenzuelaandAbigailVázquez,outstandingexponentsofjazz;MikeLaureJr.withpopular
music;inaddition,CeciliaToussaint,CelsoPiña,AlfonsoAndré,“theVampire”,PatoMachete,Dr.
ShenkawiththepurposeofintegratingallofMexico(Valenzuela,2016)

InthecompetitivenessagendasoftouristdestinationsinMexico,itismentionedthatMexicohas
notbeenabletotakeadvantageofthetotalbenefitsofferedbytourism.Aclearexampleofthisisthe
cityofGuadalajara,whichisoneofthemostemblematicstatesofMexico.Thiscityishighlighted
by its great cultural contribution, tradition and historic buildings, however, has not known how
totakeadvantageofthenaturalheritagethathastorecreationaluseortourism,sinceithasgreat
potentialinthissector.ThereitisenteredoneoftheattractionswhichistheSantiagorivercanyon
(SECTUR,2014).
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THE CANyoN oF THE SANTIAGo RIVER

TheSantiagorivercanyonisanaturalelementofgreatvalue,givenitsleveloflandscaping,sinceit
hasavarietyofresourceswithtourismpotentialthathavenotbeenconvenientlyusedforrecreational
andtouristuse.Inadditiontothelandscape,thecanyoncontainsanimportantnumberandvarietyof
resourceswithtouristpotentialthatuntilnowhavenotbeenconvenientlyusedforrecreationaland
touristuse(SECTUR,2014).Thiscanyonisaresourceofsuchimportancethatlegalinstruments
havebeencreatedforitsprotectionandconservation.ThemunicipalityofGuadalajaradecreedthe
areaasanAreaSubjecttoEcologicalConservation,whilethemunicipalityofZapopangrantedit
thecategoryofMunicipalAreaofHydrologicalProtection.

Atthefederallevel,thereisaproposaltodecreetheBarrancadelRíoSantiago,alongtheBarranca
delRíoVerde,asaProtectedNaturalArea(ANP),withoutformalizingitslegalimplementationuntil
now(SECTUR,2014).However,it isnecessarytohighlighttheenvironmentalproblemspresent
intheravine,sinceitisoneofthemostpollutedriversinMexicoduetodomesticandindustrial
discharges,whicharemostlynottreated.ThissituationreducesthepotentialoftheSantiagoRiver,
which,initsnaturalcontext,couldwellbeusedforrecreationalpurposes.Despitetheconditionof
theriver,thecanyonstillhasahighpotentialfortourismandrecreationaluse,butpublicpolicies
aimedatcomprehensivesanitationoftheSantiagoRiverbasinneedtobeimplemented,aswellas
theimplementationofproductiveandtouristprojectsthatdetonatethelocaldevelopmentofthearea
(SECTUR,2014).

AgeographicalfactofgreatmagnitudeistheonemadebytheSantiagoRiveroverwhatisnow
theBarrancathatbearshisname,givingrisetoadepressionthatinitsmosterodedpartcanreach
500metersofdepth,accordingtotheINEGIinthe2010(SECTUR,2014).Thisgeologicaloutcrop
housesagalleryforest thatcontainsvariousspeciesoffauna,butespeciallyflora,someofthem
areevenlistedasendemic,asituationthatmakestheSantiagoRiverCanyonevenmoreattractive
tobestudiedandconserved.Theproblemofthisgeographicalelementisthecontaminationofthe
SantiagoRiver,whichcarriesalldomesticandindustrialwastefromtheLerma-Chapala-Santiago
Basin;however,itsmainproblemisthelackofrecognitionandappreciationbylocalinhabitants
(SECTUR,2014).TheBarracadelRíoSantiagoisanaturalscenariowithgreatpotentialfortourism.

Inthedecadeofthe70’satouristcomplexwasprojectedfortheBarrancadelRíoSantiago,
corresponding to themunicipalityofZapopan,where the installationofoneormorecablecars,
botanicalgarden,restaurant,bungalows,etc.,wascontemplated.facilitiesofMiradorParkDr.Atl.
However,itwasonlyinproposal.In2005,GuadalajarawontheheadquarterstohousetheGuggenheim
Museum,whichwouldbelocatedinthegroundssurroundingtheMiradorIndependenciaParkinthe
SantiagoRiverCanyon.In2009theprojectwascanceledduetolackofbudget.InDecember2009the
project“BarrancaMuseodeArteModerno”wasannounced,whichcametoreplacetheGuggenheim.

Theprojecthasanapproximatecostof30milliondollarsandfor2013ithasanadvanceof80%
initsstructure.CurrentlyitisplannedtomakeacablecarpossibleevenwithMexicantechnology,
suchasPersonalizedElevatedUrbanTransportation(TUEP),proposed inMexicoCity,with the
supportoftheDinaConsortium.Itisalsoproposedtorescuetheexistinginfrastructuretoinstalla
funicularthatgoesfromHuentitántothebottomoftheBarranca,inthetowncalledLasJuntasin
themunicipalityofGuadalajaraandacostof320millionpesosiscontemplated,whichwouldbe
investedinanapproximatelythreeyears(SECTUR,2014).

AccordingtoMartínezin1984,theBarrancaisanimpressivebrokenwallofsectioninsection,
bythegapsthatinitsNorthslopehaveopenedtheriversthatcontributetheirwaterstotheSantiago.
ThepanoramathatisseeninfrontofHuentitán,LaExperiencia,SanCristóbal,isthatofarockcurtain
whosealmosthorizontalfoldscomposedfireandwatermillionsofyearsago.TheSantiago,“tireless
sapperoftheBarranca”,looksostentatioustotheamazementofpassers-byandtourists,analysisand
studyofgeologistsandheadacheofbridgebuilders,railroads,winchesandroads(SECTUR,2014).
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Thepotentialresourcesinwhichtheycandobetterandcreaterecreationalactivitiesarepresented
inTable3.

TherearesitesforanadventureinZapopanasitistheHuaxtla.orgsiteofficialsiteofAdventure
inZapopan.Thisisanon-profitpagethatseekstogivevisitorsinformationaboutthewonderful
routesincontactwithnaturethatJaliscohasandinparticularthemunicipalityofZapopan,toknow
the Huaxtla Canyon, the Spring Forest, El Cerro del Diente or any other Adventure within the
municipalityofZapopan.(Huaxtla,s.f.).

METHoDoLoGy

Themethodologyoftheinvestigationismadeupofaquantitativeapproach,sincefortheresolution
ofcontributions,statisticaldatafromadatabaseprovidedbythegovernmentofthestateofJalisco
withtheintentionofgivingannualresultsfortheyear2016weretakenintoaccount.Theindicators
toberescuedwerethefollowing:firstthemotivationtothetouristdestinations,meansbywhichthey
foundout,whattheylikedthemost,opinionabouttheservice,astheyconsiderthenaturalattraction,
meansbywhichtheyarrivetothedestinationandaveragecost.Thisinordertodetermineifnational
ordomestictourismisinterestedintourismandecotourismfactors.

Type of Study
Thetypeofresearchisexploratory.Exploratorystudiesareusuallycarriedoutwhentheobjective
istoexaminearesearchtopicorproblemlittlestudiedorthathasnotbeenaddressedbefore.That
is,whenthereviewoftheliteraturerevealedthatthereareonlyuninvestigatedguidelinesandideas
vaguelyrelatedtothestudyproblem.Exploratorystudieshelptoincreasethedegreeoffamiliarity
withrelativelyunknownphenomena.Inthecaseofresearchwasfoundthatthereislittle,almost
nonexistentinformationabouttheSantiagorivercanyon.

Theresearchalsousesthedescriptivetype.Adescriptivestudyselectsaseriesofquestionsand
eachofthemismeasuredindependently,inordertodescribewhatisbeinginvestigated,alongthe
investigationdescribedtouristattractions,ecotourismandcitymarketing.Itshouldbenotedthatit
isadocumentarydissertation,sinceeverythingwasbasedoninformationandthereisnosample,no
population,nosurveys.

Data Analysis
BasedonastudyconductedbythegovernmentoftheStateofJalisco,thefollowingindicatorswere
taken:

1. Themeansofinformationbywhichtheylearnofadestination53.1%byrecommendation,17.2%
Internet,12.5bywhichalreadyknewtheplace,5.8%travelagency,3%bymassmediaand8.5%
byothermeans.

2. Whattheylikedmostwere28.8%touristattractions,25%hospitality,13.12%destination,8%
recreationalactivities,6.3%commerce,5%touristservices,4.1%gastronomy,3.1%climate,
2.5%temples.

3. Theopinionontheserviceis:personaltreatment89.9%saidexcellentand10.1%saidthatregular,
thepricequalityratio,78%saidexcellent,17%saidregularand5%saidbad:cleanliness88.3%
saidexcellent,10.4%saidregularand1.2%saidbad.

4. Differentaspectsasnaturalattractive88.1%saidexcellent,8.9%saidregularand3%saidbad;
Leisureactivities90.1%saidexcellent,9.7saidregularand.2%saidbad.Themeansoftransport
usedtoreachthedestinationis46.1%automobile,53.1%bus.



International Journal of Tourism and Hospitality Management in the Digital Age
Volume 4 • Issue 1 • January-June 2020

24

CoNCLUSIoN

As conclusion of the investigation, it is mentioned that the Guadalajara Guadalajara brand only
hasaculturalandhistoricalfocus, leavingbehindtheecotourismaspect,whichaccordingtothe
tourismsecretarythereisagreatpotential.Asithasbeenmentionedinthecompetitivenessagendas
ithasbeenknowntomakethemostoftheSantiagoRiverCanyon.Onanationallevel,thecityof
Guadalajaraispositioned,thankstothefactthatitisbasedonaveryfamoussongbythecomposer

Table 3. Resources with tourism potential in the Santiago river Canyon (ZMG)
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PepeGuízar,mostMexicanshaveeverheardit.Sobroadeninganapproachofnotonlyseeingthe
cityinanarchitectural,culturalandreligiousway,itcanbeextendedtoothersectors.

Fromanational tourismandecotourismperspective, the answer toour researchproblem is
whetherthebrandcanbeextendedtothissectorwiththeintentionofbeingabletogeneratemore
tourismtowardsthesetypesofplaces,alongwithanextensionofworkforthehotelindustry,tocarry
outrecreationalactivitiesthatcomplywiththeregulationsofthecorrespondinginstitutionssoasnot
tocausethealreadydeterioratedecosystem,butonthecontrarytoobtainsupporttobeabletoclean
theareaandhaveonemoreresource.

However,therehavebeencertainlimitationsforanyimprovementprojecttobepresentedsince
themajoritymustbepresentedtothesecretaryoftourismandthenextelectionsinthecountryeach
timethestrategiesarechangeddependingonthenewprojectsofeachgovernor.Thiscausesthat
thelong-termplansarenotfeasible.Similarly,itisinconflictsincetheGuadalajarabrandisinthe
publicsector,thereisstillnosupportfromtheprivatesector,whichiswhyitismorecomplicated.

PRoPoSALS

1. Asafirstproposalistherealizationofamapthatindicatestheaccessandtheroutetoreachthe
differentdestinationsoftheBarranca,since,duetotheignoranceofmanyofthepotentialtourist
attractions,accesstotheseplacesisdifficult,theyarenotmarked,anddonothaveastructured
route.

2. Thesecondproposalisthecreationofdifferentziplinesthatareattractivetodifferentaudiences
andagesofvisitors.AsitcanbethatofHuentitántotheBoards.

3. Thirdproposal,thattherebeacontrolofcontamination,thatis,thetreatmentofwastewaterfrom
operation,agoodmanagementofsolidandliquidwaste,theplantingandcareoftheenvironment
orofnaturalresources,inordertoincreasethetouristattractionoftheplace.

4. Fourthproposaltoprovidesupporttotravelagenciesforthepreparationofadvertising,where
they are encouraged tomake short trips to thedifferent attractionsof theBarrancadelRío
Santiago.Inordertotakeadvantageoftheplaceandboostemploymentinthetourismsector,
thetrainingofemployeesinordertoprovideaqualityserviceandexperienceforpeopleliving
neartheGMZ.

RECoMMENDATIoN AND LIMITATIoNS

Theexistinglimitationsarethatthereisnotmuchinformationabouttheactivitiesthatcanbecarried
outintheSantiagoRiverCanyon,inthesamewayitisimportanttomentionthatsomeareasarenotin
suitableconditions,becausetheyarecontaminatedordeteriorated.Forthisreason,itisrecommended
thatacertainamountofmoneybeinvestedfortherestorationoftheseareasinordertogradually
enableit,sothatitcanbeapotentialtouristattractionfortheinhabitantsofthemetropolitanareaof
Guadalajara,andequallytogeneratemorejobs.Inthesameway,moreresearchtopicscanbeadded
tocoverissuesofrestructuringofnaturaldevelopments,businessplansfortheecotourismsector,etc.
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APPENDIX A: KEy TERMS AND DEFINITIoNS

Barranca del Río Santiago:isalong-standingnatureinteractionspace,hasconstitutedborder,edge,
meetingplace.AsofOctober2004,itisdeclaredMunicipalAreaofHydrologicalProtection
“BarrancadelRíoSantiago.”Theareahasatotalof17729.91hectares.

Brand Guadalajara Guadalajara:Thebrand“Guadalajara,Guadalajara”,whichisinastageof
positioninginordertoknowtheactivitiesthathavebeendoneintermsofpromotionandgrowth
ofculturalidentityanditstouristvocationofthecity.Theterritoryisnotonlyaplaceoraphysical
space,itisthesurfacewherethenaturalandsocialprocessesaredeveloped,becausethereinteract
theagentsandinterestgroups,thepeoplewhocreatepolitical,economicandsocialrelations.

City Brand:Acitybrandisthenameofthecitytowhichaseriesofuniqueandexclusiveattributes
areassociatedbywhichitispossibletoidentify,recognizeanddifferentiatesaidcityfromothers.

Ecotourism:orecologicaltourismisthetouristactivitythatdevelopswithoutalteringthebalanceof
theenvironmentandavoidingthedamagetonature.Itisatrendthatseekstomakethetourism
industrycompatiblewithecology.

Guadalajara: Guadalajara is the name of the capital of Jalisco. It means ‘river of stones’, ‘river 
that runs between stones’, or ‘valley of fortresses’. It comes from the Arabic وادي الحجارة (wādi 
al-ḥiŷara), which can be translated as ‘valley of stone.’

Place Branding: is theprocessofpromotingimagesspecificallyselectedinorder toestablisha
favorablereputationthatservesasatouristattraction.

Protected natural area:ProtectedNaturalArea(ANP)isaportionofterritory(terrestrialoraquatic)
whosepurposeistoconservetherepresentativebiodiversityoftheecosystemstoensurethe
balanceandcontinuityoftheevolutionaryandecologicalprocessesandwhosecharacteristics
havenotbeenessentiallymodified.


