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RESUMEN

El presente estudio analiza el marketing social como estrategia para fortalecer la
cultura local y promover el turismo responsable en San José de Cucuta, Norte de
Santander, Colombia. Esta ciudad fronteriza, reconocida por su diversidad cultural
y ubicacién geoestratégica, posee un alto potencial para el desarrollo de un modelo
turistico sostenible, basado en la valorizacion de sus expresiones culturales,
patrimoniales y artisticas. No obstante, las dinamicas sociopoliticas, econémicas y
culturales han limitado el aprovechamiento de dicho potencial, generando una
desconexidén entre la promocion cultural y las practicas turisticas responsables.

El marketing social, entendido como un conjunto de técnicas de comunicacion y
gestidon orientadas a promover cambios de comportamiento en beneficio de la
sociedad (Kotler & Lee, 2022), se presenta como una herramienta clave para
articular actores culturales y turisticos. La hipotesis plantea que, mediante su
aplicacién planificada, es posible fortalecer la identidad cultural, incentivar la
participacion ciudadana y alinear el turismo con principios de sostenibilidad.
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La investigacion se enmarca en el paradigma positivista, con enfoque cuantitativo,
disefio no experimental, descriptivo y de corte transversal. La poblacion incluyo
casas y secretarias de cultura, museos, colectivos, festivales, bibliotecas, gestores
y creadores culturales del area metropolitana de Cucuta. Se empled un muestreo
no probabilistico por conveniencia, considerando criterios como registro formal,
participacion activa en eventos y ubicacion geografica.

Elinstrumento de recoleccién fue un cuestionario tipo Likert de 20 items, distribuidos
en dos obijetivos: (1) identificar practicas actuales de marketing social orientadas al
fortalecimiento cultural y (2) clasificar estrategias que las vinculen al turismo
responsable. La validacién se realiz6 mediante juicio de expertos y una prueba
piloto, obteniendo un alfa de Cronbach superior a 0,80, lo que indica alta
confiabilidad.

Los resultados muestran que el 62 % de los encuestados percibe las acciones de
marketing social cultural como esporadicas y sin continuidad; el 58 % identifica baja
inversion en promocion cultural; y el 54 % sefala escasa articulacion entre actores
culturales y turisticos. Solo el 35 % utiliza herramientas digitales innovadoras como
campanas interactivas, storytelling audiovisual o experiencias virtuales; el resto
mantiene canales tradicionales de difusién con alcance limitado.

En cuanto a la relacién entre cultura y turismo responsable, apenas un 40 % ha
participado en iniciativas conjuntas, lo que refleja fragmentacién institucional y
ausencia de politicas integrales. Sin embargo, el 78 % mostré disposicion a
participar en programas formativos y campanas colaborativas, lo que constituye una
oportunidad estratégica.

Se concluye que, aunque Cucuta cuenta con recursos culturales valiosos, su
aprovechamiento para el turismo responsable sigue siendo limitado. La falta de
planificacion a largo plazo, la baja articulacion institucional y el escaso uso de
herramientas tecnoldgicas reducen el impacto de las estrategias actuales.

Se propone un plan integral de marketing social cultural que contemple:
construccion de narrativas auténticas que fortalezcan la identidad local; uso de
herramientas digitales interactivas; articulacién de actores culturales y turisticos con
objetivos comunes; y adopcion de indicadores de sostenibilidad. Este modelo es
aplicable a ciudades intermedias con contextos similares y ofrece a las instituciones
una base diagndstica para orientar sus acciones hacia la sostenibilidad y la
participacion comunitaria.

Palabras clave: Marketing social, cultura local, turismo responsable, sostenibilidad,
Cucuta

ABSTRACT
This study analyzes social marketing as a strategy to strengthen local culture and
promote responsible tourism in San José de Cucuta, Norte de Santander, Colombia.
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This border city, known for its cultural diversity and geostrategic location, has
significant potential for developing a sustainable tourism model based on valuing its
cultural, heritage, and artistic expressions. However, socio-political, economic, and
cultural dynamics have limited the full use of this potential, creating a gap between
cultural promotion and responsible tourism practices.

Social marketing, understood as a set of communication and management
techniques aimed at promoting behavioral change for the benefit of society (Kotler
& Lee, 2022), is presented as a key tool to connect cultural and tourism stakeholders.
The hypothesis suggests that, through planned application, it is possible to
strengthen cultural identity, encourage citizen participation, and align tourism with
sustainability principles.

The research follows a positivist paradigm with a quantitative approach, non-
experimental and descriptive design, and cross-sectional scope. The population
included cultural houses and secretariats, museums, collectives, festivals, libraries,
and cultural managers and creators from the metropolitan area of Cucuta. A non-
probabilistic convenience sampling method was used, considering criteria such as
formal registration, active participation in events, and geographic location.

The data collection instrument was a 20-item Likert-type questionnaire, structured
around two objectives: (1) identifying current social marketing practices aimed at
cultural strengthening, and (2) classifying strategies that link these practices with
responsible tourism. Content validation was carried out through expert judgment,
and a pilot test was conducted, obtaining a Cronbach’s alpha above 0.80, indicating
high reliability.

Results show that 62% of respondents perceive social marketing actions aimed at
culture as sporadic and lacking continuity; 58% point to low investment in cultural
promotion; and 54% highlight weak coordination between cultural and tourism
stakeholders. Only 35% of organizations use innovative digital tools such as
interactive campaigns, audiovisual storytelling, or virtual experiences, while the rest
maintain traditional communication channels with limited reach.

Regarding the relationship between culture and responsible tourism, only 40% of
respondents have participated in joint initiatives, reflecting institutional fragmentation
and the absence of comprehensive policies linking both areas. However, 78%
expressed willingness to participate in training programs and collaborative
campaigns, representing a strategic opportunity.

It is concluded that, although Cucuta has valuable cultural resources, their use for
responsible tourism remains limited. The lack of long-term planning, low institutional
coordination, and minimal use of technological tools reduce the impact of current
strategies.
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A comprehensive cultural social marketing plan is proposed, which should include:
building authentic narratives that strengthen local identity; implementing interactive
digital tools to expand reach and foster citizen engagement; coordinating cultural
and tourism stakeholders around shared, measurable goals; and adopting
sustainability indicators to ensure that promotional actions do not compromise
cultural heritage or natural resources.

This model is applicable to mid-sized cities with similar contexts and offers
institutions a diagnostic basis to guide their strategies toward sustainability and
community participation.

Key Words: Social marketing, Local culture, Responsible tourism, Sustainability,
Cucuta.
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