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Abstract
This research presents Touristic Service Urban Pulse Travel / Servicio de tour Operadora
para Impulsar el Turismo Urbano, an innovative participatory urban tourism model
designed to promote the social, cultural, and territorial transformation of historically
marginalized neighborhoods in El Salvador. The project explores how tourism can serve
as a tool for positive change by integrating local residents as active participants in
authentic cultural experiences. Guided tours, mural routes, artistic workshops, and
community dialogues are implemented to highlight urban resilience, creativity, and the

collective memory of these communities.

The study emphasizes the alignment of this tourism initiative with the Sustainable
Development Goals (SDGs), particularly those focused on decent work, reduced
inequalities, sustainable cities, and peacebuilding. Through this approach, the project not
only fosters responsible tourism but also strengthens social cohesion and local identity.
The findings demonstrate that socially conscious tourism can generate economic
opportunities, cultural preservation, and community empowerment, proving that tourism

is a viable instrument for inclusive local development and human transformation.

Keywords:
Urban tourism, Community development, Social transformation, Urban Art, Workshops,

Participatory tourism, Resilience, El Salvador, SDGs.



Introduction
In a context where many urban areas have historically been stigmatized due to violence
and exclusion, there is a growing need to rethink how we approach tourism in our cities.
This project proposes an innovative alternative: a participatory urban tourism model
centered on the social, cultural, and spatial transformation of neighborhoods once deemed
dangerous. Through the Touristic Service Urban Pulse Travel initiative, the goal is to
foster local development by offering authentic cultural experiences that highlight

community resilience, urban art, and the living history of each territory.

This initiative explores how tourism can become a tool for positive change, integrating
local social actors as active participants in the process. The proposal is grounded in an
inclusive and sustainable approach, aligned with the Sustainable Development Goals
(SDGs), particularly those related to decent work, reducing inequalities, urban
sustainability, and promoting peace. The designed activities, including mural tours,
artistic workshops, and community dialogues, aim not only to provide enriching tourist

experiences but also to strengthen social ties and empower local communities.

The following sections will outline the project’s objectives, the features of the tourism
service, the proposed activities, and the expected impacts. The ultimate purpose is to
demonstrate that socially conscious tourism is possible, one that celebrates the
transformation of our neighborhoods and contributes to human development at the local

level.



CHAPTER I

Tourist Service Profile



1.1 Objectives

1.1.1 General objective

Strengthen an urban tourism model that contributes to the local development of
transformed neighborhoods through participatory cultural experiences and engagement

with social actors in the area.

1.1.2 Specific Objectives
Evaluate the social, cultural, and spatial characteristics of selected urban neighborhoods

to determine their tourism potential.

Design participatory tourism experiences based on local cultural expressions such as

urban art, music, dance, and neighborhood history.

Incorporate active participation of social actors from the area in the development and

implementation of the proposed tourism model.



1.2 Justification
Urban tourism emerges as a key tool for the social and cultural transformation of cities.
Our proposal focuses on a tour operator working in historically marginalized
neighborhoods, offering authentic experiences that connect travelers with local realities.
Through tours in previously stigmatized areas, we promote a more positive perception of
these communities, highlighting their evolution and resilience. Activities such as mural
routes and art workshops not only enrich the tourist experience but also empower

residents and strengthen their cultural identity.

Additionally, by attracting tourists to these areas, we generate new economic
opportunities, create jobs, and foster local development. This approach not only satisfies
travelers’ cultural curiosity but also promotes more conscious and responsible tourism.
Direct interaction with locals allows visitors to engage in meaningful cultural exchange,

leaving an emotional impact on both sides.

In summary, our urban tourism proposal is justified by its positive impact on
communities, the celebration of their culture, and the provision of enriching experiences

for travelers.



1.3 Description of the tourist service
1.3.1 Name of the tourist service
As a team, we have decided to name our tour operator Touristic Service Urban Pulse
Travel. To adapt the concept to our native language, it will also be branded as Servicio

de tour Operadora para Impulsar el Turismo Urbano.

Touristic Service Urban Pulse Travel

TR A N

¥/ cf?

",,
‘/‘-‘ —

— —— ——
IIII' = ‘\\\\

Figure 1
(Design created in Canva by Bairon Gonzalez.)
Furthermore, the idea involves creating a tour operator focused on urban tourism,
specifically in neighborhoods that were previously considered dangerous. Our goal is to
organize guided tours through these areas to showcase their social, cultural, and urban

transformation, promoting a more objective and positive perception of these spaces.

Figure 2 Figure 3

Images: Official Facebook page of Direccion de Reconstruccion del Tejido Social.

(La Campanera and Santa Lucia Neighborhood)



1.3.2 Target audience of the tourist service

Our urban tourism service is designed to meet the needs of diverse audiences, including:

Socially Conscious Travelers
e Example: NGOs, international volunteers, sociology or anthropology students, and

community development professionals.

Figure 4 Figure 5

Images: Official Facebook page of ACNUR EI Salvador.

Urban Art Enthusiasts
e Photographers, urban artists, and cultural influencers focused on muralism, graffiti,

and street art as forms of social expression.

e Collectives passionate about hip-hop (rap, freestyle, muralism, graffiti, skate, urban

dance, breaking) use these art forms as tools for community change.

e University groups (arts, communication) interested in exploring art’s societal impact.

Figure 6 Figure 7
Images: Official Facebook page of Direccidon de Reconstruccion del Tejido Social.

(Santa Lucia and Zacamil Neighborhood)



Urban Adventure Tourists
e Travelers seeking unconventional experiences, similar to favela tours (Brazil) or

Comuna 13 (Medellin), with a focus on resilience and social innovation.

Figure 9

Figure 8
Image: Official website of Infobae.

Image: Official website of EI Confidencial.
(Comuna 13 Medellin, Colombia)

(Favela tours in Brazil)

Salvadorans Abroad
e Diaspora members visiting their home country, seeking cultural reconnection,

historical memory, and ways to support local projects.

1.3.3 Location of the tourist service
Our tour operator will be located in four historically marginalized neighborhoods, once

labeled as high-risk areas, that have undergone significant positive transformation. The
selected destinations for our urban tourism experience are:

Zacamil Neighborhood, Mejicanos District (Central San Salvador)
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Santa Lucia Neighborhood, Mejicanos District (Central San Salvador)
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Figure 11
Image: Google Maps

La Campanera Neighborhood, Soyapango District (Eastern San Salvador)
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Image: Google Maps.

IVU Neighborhood, San Salvador District (Central San Salvador)
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1.3.4 Activities of the tourist service

The tour will include various activities, such as:

Mural Route: A detailed explanation of the social meaning behind each mural,

reflecting the stories and expressions of the community.

Figure 14

Images: Official Facebook page of Direccidn de Reconstruccién del Tejido Social.

(Santa Lucia and Primera de mayo Neighborhood)

Workshops on rap, urban dance, breaking, and batucada: These activities will be
led by local youth from the neighborhood, who will share their knowledge and

experiences through their art.

Figure 16 Figure 17

Images: Official Facebook page of Direccion de Reconstruccion del Tejido Social

(Distrito Italia, Montelimar, Zacamil, La Campanera, and Dolores Neighborhoods.)
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e Visit to a renovated cultural center or community house: Participants will explore

revitalized community spaces and learn about their impact on the area’s renewal.

Figure 19

Images: Official Facebook page of Direccién de Reconstruccion del Tejido Social

(The CUBO of Zacamil, IVU, Santa Lucia, and Valle Verde)

e Discussion with local leaders: A conversation with community leaders, who will
share the challenges they’ve faced and the achievements made in transforming their

neighborhood.

Figure 20 Figure 21

Images: Official Facebook page of Direccion de Reconstruccion del Tejido Social.

(Santa Lucia Neighborhood)
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1.3.5 Qualities or attributes of the tourist service

1. Authenticity and Cultural Value

Our tours are different from traditional ones. It breaks with traditional schemes by

showing another side of the neighborhoods. We offer real and deep experiences because

we don't just visit places, we tell stories. In addition, we explore neighborhoods that were

once considered dangerous and now express strength through art and culture. Finally, by

promoting direct connection with local people, urban artist and community leaders, we

rescue and give visibility to stories of resilience, transformation and living culture.

2. Positive Social Impact

Every tour directly supports the community. It involves local youth as guides and
tour operators, generating job opportunities, where they can share their talent while
they build their future. By creating these opportunities, they can show the world
that these neighborhoods are more than their past, they’re full of life, creativity,

and potential.

This impact revitalizes marginalized urban areas, fostering local pride and

strengthening communities through responsible tourism.

3. Planned Safety

We take safety seriously. Knowledgeable guides of the environment ensure a
controlled and reliable experience. In addition, we include in all our routes safety
protocols, identification of nearby medical centers and first aid Kits. Moreover, we
ensure a secure experience for everyone by working with organized communities

that are actively involved in the tours.

12



4. Sustainability and Education

We care about long-term impact. That’s why we include sustainability in
everything we do.

We promote responsible environmental care and cultural respect by enhancing
awareness in visitors to social and urban issues to contributes to the conservation

of urban and cultural heritage.

1.3.6 Types of tourism covered by the tourist service

1. Cultural Tourism. According to Organizacion Mundial del Turismo, (UNWTO,

n.d.) Cultural Tourism implies “A type of tourism activity in which the visitor’s
essential motivation is to learn, discover, experience and consume the tangible
and intangible cultural attractions/products in a tourism destination. These
attractions/products relate to a set of distinctive material, intellectual, spiritual and
emotional features of a society that encompasses arts and architecture, historical
and cultural heritage, culinary heritage, literature, music, creative industries and
the living cultures with their lifestyles, value systems, beliefs and traditions”.
That's why our tours highlight urban art, music, community heritage, and personal
stories. At the end, tourists don’t just see the place, they also experience the culture
directly with the people who live there.

Social Tourism. Tourism Space (2021) defines Social Tourism as an ethical
approach that benefits both visitors and hosts by promoting inclusion for
vulnerable groups. This aligns with our work, as our tours transform once-avoided
areas into opportunities, creating jobs, supporting local businesses, and fostering

social development through visibility and economic growth.

13



3. Community-Based Tourism. Community Based Tourism (CBT) empowers
local communities by giving them control over tourism activities, ensuring
economic benefits stay within the community while providing authentic cultural
experiences for travelers (Intrepid Travel, n.d.). This model aligns perfectly with
us because our local youth are more than guides they're artists, storytellers, and
teachers who host workshops, perform music and dance, and share personal
stories. This gives them a platform, builds community pride, and creates genuine

human connections for visitors.

In conclusion, our tours are designed to respect the community, empower local

people, and create a tourism model that gives back.

Figure 25 T Figure 26 Figure 27

Images: Official Facebook page of the Direccion de Reconstruccion de Tejido Social

14



1.3.7 Sustainable development goals will guide the tourist service

1. Community empowerment

Objective 11: sustainable cities and communities

Objective 16: Peace, justice and strong institutions

These objectives are aligning with our service because by facilitating encounters between
tourists and residents in these neighborhoods, we are fostering tolerance, intercultural
understanding and building more peaceful societies. We make known the evolution of
areas that were once in conflict and are today centers of culture and community encounter.

Therefore, it can contribute to the consolidation of peace and social justice.

2. Cultural preservation

Objective 4: Quality education

Objective 11: sustainable cities and communities

Our tour operator works to include marginalized communities often left out of traditional
tourism. By showcasing their culture, stories, and creativity, we help preserve heritage
and drive inclusive growth. This connects with Objective 4 by promoting community-led
learning through local interactions, and with Objective 11 by supporting safer, more

resilient, and inclusive urban spaces.

Key actions include: Designing itineraries that involve community-led projects, such as
local art workshops, storytelling sessions, and cooperatives, which promote cultural
education and local entrepreneurship. Additionally, allocating a percentage of tour
proceeds to local development funds that support the improvement of public spaces,

Community centers and sustainable infrastructure. Plus, firsthand stories from locals

15



sharing their neighborhood's transformation, fostering awareness, dialogue, and mutual

respect.

3. Economic sustainability

Objective 1: No poverty

Objective 8: Decent work and economic growth

By organizing tours in these neighborhoods, we generate direct and indirect employment
opportunities for local residents. These opportunities include the work of tour guides,
urban artists, small business owners (shops, pupuserias, tortillerias, among others) and

tourism-related service providers.

Our key actions include: Train and hire local residents as tour guides, promote
collaborations with canteens, urban artists and shops in the neighborhoods visited and

include in the tours residents who share their stories of resilience.

4. Environmental responsibility

Objective 12: Responsible consumption and productions

Objective 13: Climate action

Objective 11: sustainable cities and communities

Our focus on urban tourism and the regeneration of previously hazardous areas is helping
to create more inclusive, safe, resilient and sustainable cities. By promoting the
appreciation of cultural heritage and encouraging positive urban transformation, we help

to improve these spaces for both residents and visitors.

16



Our key actions include: Promote walking or sustainable transport, work with authorities
to improve infrastructure, such as signage and pedestrian areas, and include the

architectural and cultural history of the neighborhoods in the tours.

5. Social inclusion and equality

Objective 10: Reduced inequalities

Objective 8: Decent work and economic growth

Our tour operator aims to integrate communities that have historically been marginalized
and excluded from the benefits of traditional tourism. By making their transformation
processes and potential visible, we help to reduce territorial disequilibrium and give them

the opportunity to participate actively in the tourism economy.

Our key actions include: Design itineraries that include community projects, such as local

art workshops and cooperatives.

Allocate a percentage of the proceeds to local development funds, aimed at improving

public spaces and other community initiatives.

Incorporate testimonies from neighbors who share the evolution of the neighborhood

from their own experience.

To sum up, these actions directly contribute to global goals like reducing inequalities,

building sustainable cities, promoting peace, and ensuring responsible tourism practices

17
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2.1 History of Tourism: A Journey Through Time
Tourism, as we know it today, is the result of centuries of evolution in travel and the ways
people interact with their surroundings. Although its roots date back to ancient times, it
was the Industrial Revolution that gave rise to modern tourism. Shifts in social and

economic structures fostered the development of leisure and mobility.

""The social and economic changes brought about by the Industrial Revolution facilitated

access to leisure, rest, and culture' (Esneca, 2024).
The Earliest Forms of Tourism in History

For thousands of years, ancient civilizations engaged in travel for religious, commercial,
or cultural purposes. Egyptians, Greeks, and Romans journeyed to visit temples,

participate in events, or relax in coastal villas.

""Wealthy Romans traveled for leisure to Mediterranean coasts, thermal baths, and villas,

which could be considered a precursor to modern tourism™ (Esneca, 2024).

As noted by esneca.com, these practices reflect how travel was already associated with

prestige, spirituality, or education long before modern tourism emerged.
Medieval Tourism and the Pilgrimage Boom

During the Middle Ages, religious travel became the dominant form of tourism. Pilgrims
by the thousands journeyed to sacred sites including Jerusalem and Santiago de

Compostela.

""Religious tourism serves as a powerful unifying force, bringing together people from
diverse backgrounds through shared appreciation and preservation of both tangible and

intangible heritage™ (Esneca, 2024).

19



As explained on esneca.com, alongside pilgrimages, commercial routes also served as

cultural connectors, facilitating the exchange of ideas and traditions.

The Grand Tour: Tourism as Education
Beginning in the 17th century, young European aristocrats embarked on the Grand Tour
an educational tradition that took them through Europe's most iconic cities to study

classical art, history, and culture.

According to Esneca's website, this practice clearly foreshadowed modern cultural

tourism by promoting experiential learning through travel.

Modern Tourism and the Transportation Revolution

The 19th century transportation revolution, marked by railways and steamships, made

tourism accessible to the middle classes.

"Thomas Cook pioneered group travel by organizing the first packaged railway

excursion to a religious event in England™ (Esneca, 2024).

This watershed moment popularized leisure travel, spurring the creation of travel
agencies, spa resorts, and coastal destinations. As esneca.com notes, this period marked

the beginning of organized, mass-market tourism.

Mass Tourism and Globalization

The 20th century saw international travel become commonplace following the expansion

of commercial aviation after World War II.

Esneca’s research indicates that globalization, budget air travel, and platforms like
Airbnb have further democratized tourism across social classes. Today, while Paris, New
York and Tokyo continue to draw millions annually, modern travelers increasingly seek
unique, personalized experiences beyond traditional landmarks

20



Contemporary Tourism Challenges

Overtourism has emerged as a critical issue in cities like Venice and Barcelona, where
overcrowding threatens both quality of life and heritage preservation. As esneca.com
highlights, this phenomenon demands a fundamental reconsideration of global tourism

sustainability.

The COVID-19 pandemic brought global travel to a near standstill in 2020. In its wake,
the industry has shifted toward local and sustainable destinations. Analysts at
Esneca.com note, this forced pause significantly increased awareness of tourism's

environmental impact.

Finally, climate change presents the sector's most pressing challenge. From the
perspective of esneca.com, many tourism businesses are already adopting renewable

energy, reducing emissions, and promoting responsible travel as the new standard.

(Esneca Business School, 2024) 21



2.2 History of Tourism in El Salvador
Tourism in El Salvador officially began in 1924, during the presidency of Alfonso
Quifdnez Molina, with the creation of the Tourism and Agricultural-Industrial Promotion

Board.

""Its main objective was to promote both domestic and international tourism* (UJMD,

2024).

In 1946, another step was taken with the creation of the National Tourism Department,

under the Ministry of Foreign Affairs.

"This stage marked the institutional strengthening of tourism in the country™

(SlideShare, 2024).

The 1960s are considered the beginning of the modern era of tourism development in El

Salvador.

"Economic stability, improvements in road infrastructure, and the construction of

Ilopango International Airport supported this growth” (UJMD, 2024).
In 1961, by special decree, the Salvadoran Tourism Institute (ISTU) was founded.

"ISTU was created to coordinate and manage tourism development, regulate the sector,

and publish industry reports™ (SlideShare, 2024).

Starting in 1968, ISTU began publishing statistical bulletins that gave clearer insights into
tourism behavior. However, in 1969, the armed conflict with Honduras directly affected

regional stability and tourism.

22



""The main tourist-sending markets were Central American countries, the United States,

and Mexico™ (UJMD, 2024).

During the 1970s, tourism development continued with the construction of major hotels
in San Salvador such as Camino Real, Ritz, Alameda, and Terraza, as well as coastal

resorts like Pacific Paradise, Izalco Cabafia Club, and Tesoro Beach.

""Of all these, the only one no longer in operation is Hotel Ritz"* (UJMD, 2024).

(UIMD, 2024; SlideShare, 2024) 23



2.3 Natural Resources
2.3.1 Chantecuén Park: The Ecological Lung of Soyapango
Located in Soyapango, Chantecudn Park is a natural and ecological reserve of
approximately 49 blocks of land. Considered the green lung of the municipality, it
provides environmental and community benefits that make it a key space for conservation

within the urban zone.

According to Diario EIl Salvador website, the park was developed on the grounds of
what used to be an open-air dump, and it has since been transformed into a regenerated

green space with significant ecological importance.

Figure 28

Image: Official website diario.elsalvador.com

(La finca de Chantecuan)

Main Natural Resources
One of its greatest assets is its vegetation in partnership with organizations like DIANA
and student volunteers, other species like balsam and orange trees have also been planted,

advancing forest recovery in the area.

As reported by Diario El Salvador website, the park maintains a forest nursery that
produces native species such as mahogany, red cedar, and pepeto. Thousands of trees are

planted each year with the goal of protecting the local aquifer.

24



Figure 29

Photo taken by Jacqueline Villanueva (Chantecuén park)

2.3.2 Local Wildlife

The park shelters a wide variety of native fauna, including birds like the torogoz (El
Salvador’s national bird), knife-billed toucans, migratory parakeets, and yellow-naped
parrots the latter considered endangered. It is also home to mammals such as armadillos,
raccoons, rabbits, and wildcats, along with reptiles like iguanas, black iguanas, and snakes

including boas and rattlesnakes.

According to Diario El Salvador website, the park features a small zoo where rescued
animals such as raccoons and birds are housed, offering visitors opportunities for

environmental education.

Figure 30

Photo taken by Jacqueline Villanueva (Chantecuan park)
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2.3.3 Water and Geography

The park is fed by small springs and pools that flow into the Chantecuan River and then
the Las Cafas River, helping replenish local water sources. Once a landfill, its restoration
turned an environmental burden into a thriving natural space.

As reported by elsalvador.com, the park’s trails cross areas that now serve to protect

vital water sources for the urban zone.

4¥ S5

Figure 31

Photo taken by Jacqueline Villanueva (Chantecuén park)

2.3.4 Flora and Forest Nursery
Chantecudan has a wide variety of plants, including native trees (conacaste, balsam, amate)
and fruit trees (mango, plum, loquat, guava, jocote, and orange). It also has over 75,000

shade-grown coffee plants and more than 10 orchid species.

"The park also maintains areas with medicinal and aromatic plants, combining

conservation with traditional knowledge' (Diario El Salvador, 2021).
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Photo taken by Jacqueline Villanueva (Chantecuan park)
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2.3.5 Tourist map of El Salvador
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Figure 33
Image: Official website of mapadeelsalvador.com
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2.3.6 Types of soil in EI Salvador
"In El Salvador, various types of soils can be found, including alluvial, volcanic,
mountainous, coastal, and clayey soils. Each type has specific characteristics that

determine its use, particularly in activities such as agriculture™ (Studocu, 2025).

Alluvial soils:
""These are formed by the accumulation of sediments carried by rivers and streams. They

are fertile soils used for agriculture™ (Studocu, 2025).

Volcanic soils:
"These originate from the decomposition of volcanic materials, making them rich in
minerals and fertile. They are common in areas near volcanoes and used for agriculture**

(Studocu, 2025).

Mountain soils:
"These are generally thin and less fertile due to erosion and steep slopes™ (Studocu,
2025). These soils are located in the mountainous regions of the country, where steep

terrain limits their agricultural use.

Coastal soils:
"These are suitable for salt-tolerant crops and are found in areas near the coast™
(Studocu, 2025). Their formation is influenced by salinity and periodic flooding, which

alters their composition.
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Clayey soils:
As stated by Studocu.com, soils with high clay content are heavy and have good water
retention capacity. Although they may hinder drainage, they are useful for crops requiring

a high level of moisture.

Reddish clayey Ultisols:
Based on information from Studocu.com, these reddish soils are located in hilly and
mountainous areas. However, they tend to be acidic and have low nutrient levels, which

lowers their agricultural potential.

Andisols:
""These are dark volcanic soils derived from volcanic ash. They are generally fertile and

suitable for agriculture™ (Studocu, 2025).

Lithosols:
As reported by Studocu.com, these are stony soils with low agricultural productivity,

commonly found in areas dominated by rocks and rocky outcrops.

Vertisols (Grumosoles):
"These are clayey soils ranging from gray to black, difficult to cultivate™ (Studocu,

2025).

(Studocu.com, s.f.) 29



2.4 Cultural Identity
2.4.1 Soyapango District Celebration
"The Patron Saint Festival of Soyapango in honor of Nuestra Sefiora del Rosario are
usually celebrated in October, with the main day being October 7th, the feast day of the
Virgen del Rosario™ (John, 2025). According to the digital platform culturaazul.com,

these festivities include parades, music, fairs, amusement rides, and religious activities

like processions.

Figure 34 Figure35
Images: Official website of Salvadorefio Noticias.

(Patron Saint Festival of Soyapango)

2.4.2 Urban Legend of the Soyapango District
The Legend of Chantecuén
"Chantecuan in Nahuat means Cueva de la Fiera (Cave of the Beast)" (Leyendas de

Soyapango, 2020).

As told on the Facebook page Café Literario de Soyapango, in the mid-19th century,
a dragon like serpent would periodically emerge from the finca of Chantecuén, located
north of Soyapango, to hunt large mammals. It could coil around trees and attack its

victims at night.

According to Café Literario de Soyapango, worried villagers banded together to

subdue the creature by sealing its hiding spots with stones and garlic.
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""Today, the finca is also an ecological park and considered one of the two lungs of the

hardworking town of Soyapango™ (Leyendas de Soyapango, 2020).

Figure 36 Figure 37
Images: Official Facebook page of Café Literario Soyapango.
(La finca de Chantecuén)

2.4.3 Mejicanos District Celebration
""The Patron Saint Festival of Mejicanos, El Salvador, are held in honor of the Virgen de
la Asuncidn from August 7th to 15th™ (Ayala, 2023). Per elmundo.sv, the celebrations

feature cultural, artistic, culinary, and religious events.

Figure 38 Figure 39
Images: Official website of elsalvador.com

2.4.4 Cuisine of the Mejicanos District
Yuca Festival in Mejicanos
""Mejicanos hosted its annual Yuca Festival, where local entrepreneurs showcase dishes,

from traditional to exotic, all made with yuca™ (Canal, 2024).

Figure 40 Figure 41

Images: Official website laprensagrafica.com

(Various sources, 2020-2025) 31



2.5 Sustainable Development Goals
The United Nations created the Sustainable Development Goals (SDGs) in 2015.
According to the United Nation’s (s, f), SDGs are a universal call to action to end
poverty, protect the planet, and ensure that by 2030 all people enjoy peace and prosperity.
These 17 goals are connected because progress in one area influences others, which
means development must balance society, the economy, and the environment. The SDGs
focus on helping those most in need, aiming to fight poverty, hunger, disease, and
inequality. To achieve them, the United Nation’s (s, f), explains that everyone’s

creativity, knowledge, technology, and resources are necessary.

1. No poverty
NO

Based on information from un.org, by 2030, the POVERTY

aim is to reduce by at least half the number of

o o o o
men, women, and children of all ages living in
J @
poverty in all its forms, according to each mln\

country’s standards.

Key actions include: Figure 42. https://sdgs.un.org/goals

- Social protection systems: Implement national measures, including basic support
systems, to ensure that by 2030 the poor and vulnerable are substantially
covered.

- Equal rights and resources: Guarantee that all people, especially the poor and
vulnerable, have equal access to economic resources, land, property, inheritance,

natural resources, technology, and financial services (including microfinance).
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- Mobilizing resources: Increase financial and technical support from various

sources, especially for developing and least-developed countries, to end poverty

in all its dimensions.

2. Zero hunger ZERO
HUNGER

Un.org states that the SDGs aim to end hunger

and all forms of malnutrition by 2030, ensuring g g g

that everyone, especially children, has access to

safe, nutritious food all year round.

Here, key targets include:
Figure 43. https://sdgs.un.org/goals

Double productivity of small-scale farmers: Improve income and productivity for

women, indigenous peoples, family farmers, fishers, and pastoralists through

equal access to land, resources, knowledge, markets, and financial services.

- Sustainable agriculture: Promote farming methods that protect ecosystems, adapt
to climate change, and improve land and soil quality while boosting production.

- More investment in agriculture: Increase support for infrastructure, research,
technology, and innovation, especially in developing countries.

- Stable food markets: Improve transparency and access to market information to

prevent extreme swings in food prices.

GOOD HEALTH
3. Good health and well-being AND WEl_l_'BElNG

The 2030 Agenda, as seen on un.org,
recognizes how health is connected to many '
global challenges, such as inequality, rapid

urban growth, climate threats, infectious

diseases like HIV and malaria, and new issues  Figure 44. https://sdgs.un.org/goals
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such as chronic diseases and mental health. Ensuring universal health coverage is key

to reducing poverty and inequality. Key targets include:

End preventable deaths of newborns and children under 5, aiming for very low

mortality rates.

- End the epidemics of AIDS, tuberculosis, malaria, and fight other infectious
diseases.

- Cut by one-third premature deaths from noncommunicable diseases (like diabetes,
cancer, heart disease) and promote mental health and well-being.

- Strengthen prevention and treatment of substance abuse, including drugs and
alcohol.

- Increase investment in medical research, vaccines, medicines, and healthcare

workers, especially in developing countries.

4. Quality education

QUALITY

Education is one of the most powerful tools for EDUGATION
sustainable development. According to un.org,
Achieving inclusive and quality education for
all ensures that people have the skills and

knowledge to build better lives and stronger

communities. This goal focuses on giving

Figure 15. https.//sdgs.un.org/goals

equal opportunities to every person, regardless

of gender, wealth, or social condition. By 2030, the main objectives are:

- Ensure that all girls and boys complete free and quality primary and secondary

education, leading to meaningful learning outcomes
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- Increase the number of youth and adults with relevant technical and vocational
skills for employment, decent work, and entrepreneurship.

- Eliminate gender disparities in education and ensure access for vulnerable
groups such as persons with disabilities, indigenous peoples, and children in
difficult situations.

- Promote education that supports sustainable development, including human
rights, gender equality, peace, global citizenship, cultural diversity, and respect
for the environment.

- Increase the supply of qualified teachers through training and international

cooperation.

5. Gender equality GENDER
EQUALITY

Gender equality is essential for building fair
and sustainable societies. It is about ensuring
that women and girls have the same rights,
opportunities, and access as men in every

area of life, from education and work to

leadership and decision-making.
Figure 46. https://sdgs.un.org/goals

Un.org states, the main targets by 2030 include:

- End all forms of discrimination against women and girls everywhere.

- Eliminate violence in all its forms, including trafficking, sexual exploitation, and
abuse.

- Recognize and value unpaid care and domestic work, by improving public
services, infrastructure, and policies that support shared responsibility at home

and in families
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- Ensure women’s full participation and equal opportunities for leadership in
political, economic, and public life.

- Promote women’s empowerment through technology and internet access.

6. Clean water and sanitation

CLEAN WATER
Access to safe and affordable drinking water AND SAN'TA“ON

is a basic human right and essential for
health, dignity, and sustainable development.
According to United Stations, today, more

than 800 million people still live without

basic drinking water services, and over two

Figure 47. https.//sdgs.un.org/goals

billion people lack access to safe and reliable

water.

The 2030 Agenda sets clear targets:

Ensure universal access to safe, affordable drinking water for all.

- Improve water quality by reducing pollution, eliminating dumping, and
minimizing the release of hazardous chemicals.

- Increase water-use efficiency across all sectors and ensure sustainable
withdrawals to address water scarcity.

- Protect and restore water-related ecosystems, such as rivers, wetlands, and lakes.

- Support and strengthen the participation of local communities in improving

water management.
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7. Affordable and clean energy

The goal of affordable and clean energy
focuses on “expanding infrastructure and
upgrading technology to provide clean and
more efficient energy in all countries.” Unites
Stations (s, f) Achieving this will promote
economic growth and benefit the environment.

Key targets include:
Figure 48. https://sdgs.un.org/goals

- Enhancing international cooperation to facilitate access to “clean energy
research and technology,” including renewable energy, energy efficiency, and
cleaner fossil-fuel technology.

- Promoting investment and expanding infrastructure to supply “modern and

sustainable energy services for all,” especially in developing countries, small

island states, and landlocked nations.

8. Decent work and economic growth DEGENT WORK AND
ECONOMIC GROWTH

This goal aims to promote “sustained
economic growth, higher levels of
productivity and technological innovation”
while ensuring “full and productive

employment, and decent work, for all women

and men by 2030.” It focuses on encouraging Figure 49. https://sdgs.un.org/goals
entrepreneurship, job creation, and the growth of micro-, small- and medium-sized

enterprises. Key priorities include:
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9. Industry, innovation and infrastructure

Promote policies that support “productive activities, decent job creation,
entrepreneurship, creativity and innovation,” and help grow micro-, small- and
medium-sized enterprises.

Reduce the proportion of youth not in employment, education, or training.
Protect labor rights, ensure “safe and secure working environments,” and focus
on women, migrants, and precarious workers.

Promote sustainable tourism that “creates jobs and promotes local culture and
products,” and strengthen financial institutions to expand access to banking and

financial services.

INDUSTRY, INNOVATION

This goal highlights the importance of AND INFRASTRUGTURE

“technological progress” to address both
economic and environmental challenges,
including creating jobs and promoting energy

efficiency. Key targets include:

Develop quality, reliable, sustainable

Figure 50. https://sdgs.un.org/goals

and resilient infrastructure and

promoting inclusive and sustainable industrialization.

Increase the access to financial services for small enterprises, supporting
technology development in developing countries, and expanding universal and

affordable access to the Internet.
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10. Reduced inequalities

is goal focuses on addressing income REDUGED
1 gostionusesonseessng 10 INEIJUALITIES

inequality through global solutions and

promoting the inclusion of all people,

regardless of age, sex, disability, race, or 4 — }
L

economic status. Key targets include:

- Facilitate safe migration and mobility
i i Figure 51. https://sdgs.un.org/goals
of people, supporting developing
countries through foreign investment and development assistance, and reducing

the costs of migrant remittances.

11. Sustainable cities and communities

1 SUSTAINABLE CITIES
AND COMMUNITIES

This goal focuses on making cities
sustainable by creating career and business

and building resilient societies. Key targets " E

opportunities, safe and affordable housing,

include:

Figure52. https://sdgs.un.org/goals

- Ensure access to adequate, safe and affordable housing, providing safe,
affordable, accessible and sustainable transport systems, and promoting
inclusive urban planning.

- Protect cultural and natural heritage, reducing disaster-related deaths and
economic losses, minimizing environmental impacts of cities, and ensuring

access to green and public spaces for all, especially vulnerable groups.
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Supports linking urban and rural areas and helping the least developed countries

build sustainable, resilient infrastructure.

12. Responsible consumption and production

This goal emphasizes the efficient

management of our shared natural resources 1 2 RESPONSIBI‘E

CONSUMPTION

and the reduction of waste and pollutants.
AND PRODUCTION

Key targets include:

Achieve sustainable management and
efficient use of natural resources,

halving per capita food waste, and

reducing waste through prevention, FigureS3. https://sdgs.un.org/goals
recycling, and reuse.

Encourage companies to adopt sustainable practices, promotes sustainable
public procurement, and ensures people have the relevant information and
awareness for sustainable development.

Support developing countries in moving toward sustainable consumption and
production, and phasing out harmful fossil-fuel subsidies, are also important

priorities
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13. Climate action

This goal focuses on supporting vulnerable 13 GI.IMATE
ACTION

regions and integrating disaster risk
measures, sustainable natural resource
management, and human security into

development strategies. Key targets include:

- Strengthening resilience and adaptive

capacity to climate-related hazards Figure 54. https://sdgs.un.org/goals
and natural disasters, integrating
climate change measures into national policies, and improving education and
awareness on mitigation, adaptation, and early warning systems.

- Mobilizing financial resources for developing countries and building capacity

for effective climate planning, especially for women, youth, and marginalized

communities.

14. Life below water

LIFE
This goal focuses on sustainably managing 1 4 BELOW WATER

and protecting marine and coastal ecosystems
from pollution, overfishing, and ocean

acidification.

According to United Nations (s, f), key

targets for the agenda include:

Figure 55. https://sdgs.un.org/goals
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- Preventing marine pollution, conserving at least 10% of coastal and marine
areas, regulating fishing practices, and restoring fish stocks.

- Increasing economic benefits for small island and least developed countries
through sustainable fisheries, aquaculture, and tourism

- Enhancing “scientific knowledge, research capacity and marine technology” to
improve ocean health. International law, such as UNCLOS, provides a
framework to ensure the conservation and sustainable use of oceans and their

resources.

15. Life on Land

LIFE
This goal emphasizes the urgent need to 1 5 UN lAND

reduce the loss of natural habitats and
biodiversity, which support food and water
security, climate change mitigation, and

peace.

N,
_——
——
i
|
|

Key targets include:
Figure 56. https://sdgs.un.org/goals

- Conserving, restoring, and sustainably managing terrestrial and freshwater
ecosystems, forests, mountains, wetlands, and dry lands.

- Combating desertification, halting deforestation, protecting threatened species,
ending poaching and trafficking, controlling invasive species, and integrating
ecosystem values into planning.

- Mobilizing financial resources and supporting local communities are essential to

ensure the sustainable use of biodiversity and ecosystems
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16. Peace, justice and strong institutions

This goal focuses on reducing all forms of violence and promoting the rule of law and

human rights. Key targets include:

1 B PEACE, JUSTICE
AND STRONG
INSTITUTIONS

[ 4
0.0
L 3

Figure 57. https://sdgs.un.org/goals

- Ending abuse, exploitation, and trafficking of children, ensuring equal access to
justice for all, and reducing illicit financial and arms flows.

- Developing effective, accountable and transparent institutions, promoting
inclusive and participatory decision-making, strengthening the participation of
developing countries in global governance, providing legal identity for all, and

enforcing non-discriminatory laws and policies for sustainable development.
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17. Partnerships for the goals

This goal focuses on enhancing cooperation between countries to achieve all SDGs. As
is stated in Un.org, it emphasizes strengthening North-South and South-South
cooperation, supporting developing countries with finance, technology, capacity
building, and trade, and promoting a rules-based, open, fair and equitable trading

system.

1 PARTNERSHIPS

FORTHE GOALS

. Figure 58. https://sdgs.un.org/goals
Key targets include:

- Mobilizing financial resources, improving access to environmentally sound
technologies, building national capacities, increasing exports of developing
countries, and ensuring duty-free, quota-free market access for least developed
countries.

In summary, the Sustainable Development Goals are deeply connected to the mission of
our tour operator, as they provide a framework to ensure that tourism generates positive
change. We align our services with the SDGs in order to promote economic growth with
social impact and also support cultural preservation, community empowerment,

environmental sustainability, and equal opportunities for vulnerable groups.

(United Nations, s.f.) a4



2.6 Strategic Action and Quality Plans

2.6.1 Strategic action plan

Promotional Strategies

Action Role Improvements
Implement and manage Jacqueline Elena Exclusive gifts such as t-shirts
social media for the tour and postcards for customers who

operator (Community Manager): Responsible book during special seasons
for publishing visual content about  (yacations, Christmas, holidays,
the tours, showcasing the etc.).

transformation of the neighborhoods
(before and after), as well as the
cultural activities that take place.

Establish partnerships with Marlene Lara Highlight mention of each partner
local businesses (cafés, business during the tour.
workshops, cooperatives) to (Local Partnerships Manager): Exclusive promotions with our
strengthen the neighborhood ~ Responsible for selecting, visiting, partners. For example: if you
economies and coordinating with local book a tour with us during the
entrepreneurs and community month of August, you will
businesses. receive a discount coupon for a

free lunch at a local restaurant.

2.6.2 Strategic plan for action quality control and customer satisfaction

In order to get a better understanding about how to create a strategic plan for action in
quality control and customer satisfaction, it is important to identify the meaning of
quality. According to Alvarez (2009), quality is an ongoing effort across all departments
to anticipate customer needs through active participation in developing products and
services.

As suggested by Pizzo, M (2013), the quality of service is the habit developed and
practiced by an organization to interpret the needs and expectations of its clients and
consequently to offer them a service which is accessible, adequate, responsive, flexible,
appreciable, useful, timely, safe and reliable, even under unforeseen situations or in the

face of errors, in such a way that the client feels understood, cared for and served
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personally, with dedication and efficiency, and surprised with greater value than

expected, thus providing higher revenues and lower costs for the organization

> QUALITY STRATEGIC PLAN
> TOUR OPERATOR
> URBAN PULSE TRAVEL

SAFETY

BETTER
CUSTOMER

SERVICE
AUTHENTIC, SAFE
AND
TRANSFORMATIVE
EXPERIENCES

CULTURAL
AUTHENTICITY

Figure 59. Strategic quality plan for customer satisfaction

Service quality is now a primary factor in customer purchasing decisions, as the perceived
value of a product or service is what truly differentiates it in the market. Accordingly, our
strategic plan is designed to elevate customer service by delivering authentic, safe, and

transformative experiences.

The first step involves safety by putting in place strategies such as training local guides
in first aid, teaching them how to handle emergencies, and following protocols such as
using first aid kits and knowing where medical centers, clinics, and pharmacies are
located. All these actions make sure that tourists feel protected and supported at all times.
On the other hand, we focus on cultural authenticity by applying strategies that help us
create a competitive difference. We show local culture in a participative way, not just by
watching; for example, by making partnerships with cultural centers to offer interactive

workshops.
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This adds authenticity to our tour operator and, as a result, creates high customer
satisfaction because it leads to memorable experiences. Satisfaction leads to more trust

and customer loyalty, which helps us keep positive and ongoing relationships with them.

This allows us to carry out continuous evaluation and improvement by measuring
results and adjusting strategies through actions like collecting immediate feedback with
digital surveys and analyzing increased sales from partner businesses. All of this results
in recommendations and positive reviews from tourists, anyone can share their

experience through photos, videos, social media, or word of mouth.

Finally, this process brings economic growth and local impact by generating more
profits with more bookings, more jobs for young people, and more partnerships with local

businesses. In short, our plan makes sure everyone wins: the visitors, the community, and

our tour operator.
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Local Development through a Tourist Service
Local development through a tourism service is a process by which a community makes
use of its natural, cultural, historical, or social resources to create a tourism offer that
drives economic growth, improves the quality of life of its inhabitants, and strengthens

their identity, all in a sustainable manner.

By designing and promoting a tourism service such as a cultural route, an ecotourism
experience, or a gastronomic circuit job opportunities are created, local entrepreneurship
IS encouraged, traditions are revalued, and active community participation in decision
making is promoted. This approach not only allows the local economy to diversify,
especially in rural areas or those with few development alternatives but also contributes
to the preservation of natural and cultural heritage by turning it into a valuable asset for

both visitors and the community.

For this process to be successful, it is essential to have community organization, training
in tourism related topics, adequate infrastructure, effective promotion of the destination,
and a strong commitment to environmental, economic, and sociocultural sustainability,
thereby achieving a balance between tourism development and the well-being of the local

population.

49



3.1 Profile of an entrepreneur
3.1.1 Definition of Entrepreneur
An entrepreneur is a person who sees opportunities and creates a new project or business,
as well as manages it, usually with the goal of making money. This person takes financial
and personal risks to turn a new idea into real business. Entrepreneurs are known for their

ability to innovate, make quick decisions, learn from mistakes, and adapt to changes.

Entrepreneurs are very important for creating jobs. When they start new businesses, they
help the economy grow by providing work for people. They often bring new ideas and
technologies to the market. Their ability to innovate helps economic and social progress,

since competition and the search for better ways to do things drive constant improvement.

They are also flexible and adapt well to changes. In a fast-changing business world,
entrepreneurs can quickly adjust to new situations and respond to what the market
demands. This flexibility is very important today, with technology changing everything
very fast. They can also help solve social problems by creating new solutions. More and

more projects aim to make a positive impact on society.

The economy benefits greatly when there are entrepreneurs who bring new ideas, create
new sectors, and offer innovative services. Their creativity and initiative generate more
diversity within the market, which helps reduce dependence on a single industry or
traditional economic model. This diversification not only makes the economy more
dynamic but also more resilient in the face of crises or changes in global demand.
Moreover, the competition that arises between companies encourages continuous
improvement. Businesses are pushed to develop better quality products, adopt more
efficient processes, and offer fairer prices, all of which have a positive impact on
consumers and society.
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Entrepreneurs also tend to question traditional ways and promote changes in culture.
Their creative thinking can motivate others to look for opportunities and solutions

different from the usual.

3.1.2 Characteristics of an Entrepreneur
Motivation: Motivation is very important to start a business, but even more so to keep
working day by day with energy, enthusiasm, and a positive attitude. It’s not enough to
just begin; you have to stay motivated all the time, or else you might give up before tasting
success. To help you, you can use motivational quotes or get inspired by entrepreneurial

phrases that will give you strength to keep going.

Discipline: Discipline is simply doing what you have to do to complete your tasks
successfully. It’s like a muscle that you have to strengthen yourself no one can do it for
you. When you develop good discipline habits, you’ll be much closer to success. If you
want to improve in this area, there are guides that can help you develop discipline in your

life.

Financial Intelligence: Knowing how to manage your money, investments, and finances
is essential to give your business a chance. In simple terms, being smart with money is an
important trait for an entrepreneur because it will help you make good financial decisions.
As an entrepreneur, you will have to make many decisions, so it’s vital to develop

financial intelligence so money does not become a problem in your business.

Teamwork: Teamwork produces better results, as long as everyone is focused on a
common goal: the success of the business. Choosing your partners and coworkers wisely

is very important to avoid problems and achieve success.
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High Self-Esteem: A successful entrepreneur has high self-esteem, trusts themselves,
and doesn’t give up easily. This helps them overcome fears, trust their skills, and believe
that they can achieve anything. There will be difficult moments, but good self-esteem is

key to moving forward.

Optimism: An entrepreneur doesn’t waste time complaining. They have a winning
attitude and face challenges with optimism. Instead of thinking negatively, they use their

time to find new ways to move forward with enthusiasm, motivation, and discipline.

Self-Initiative: An entrepreneur doesn’t wait for someone else to tell them what to do;
they take initiative at all times. They are always ready to propose solutions, make changes

to improve their product or service, and innovate to stay competitive.

Leadership: Starting a business takes courage and leadership, but these skills can be
learned with practice. By leading actively, you can share your vision, inspire your team,

and keep them motivated to work with commitment.

Passion: Every entrepreneur is driven by passion, the fuel that keeps them active, focused,
and persistent until they reach success. Discovering your true purpose gives meaning to
your work and guides your decisions. When you are passionate about what you do,
challenges become opportunities to grow, and even your weaknesses can turn into

strengths that help you build the life you truly want.
Vision
Having vision is one of the best pieces of advice any successful businessperson can give

you. It means imagining how you want your business to be in the future, both in the near

term and long term for example, in 5, 10, or 20 years.
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3.1.3 Competence of an Entrepreneur
Critical Thinking: One of the skills that defines an entrepreneur is critical thinking,

because they are always looking to solve a problem.

Ability to Communicate: Every entrepreneur needs to be able to communicate with the
different people around them. This means your team, employees, partners, investors,

suppliers, and so on.

Research: Entrepreneurs who research gain valuable insights that enhance their

thinking and bring them closer to their goals.

Negotiation: Negotiation is the ability to exchange “something” in a way that benefits

both sides. Having a good product is not enough if you don’t benefit from it.

Holistic Vision: You have to think about “the whole picture.” You shouldn’t just look

at the product or service you’re creating, but all the things that affect the process.

Ethics: In simple terms, ethics is the skill that makes an entrepreneur say “yes” to what

they’re doing, while always following their values and principles.
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3.1.4 Types of Entrepreneurs
Social Entrepreneur: This type of entrepreneur is someone who seeks to take
advantage of a potential they have identified in order to create a positive change in

society.

Specialist Entrepreneur: This entrepreneur uses more technical language because they

have studied deeply the market area where they want to work.

Accidental Entrepreneur: This type of entrepreneur has a clear understanding of what
the market needs and knows how to adapt to changes. Often, they turn problems or

mistakes into opportunities.

Multi-entrepreneur: This entrepreneur works on several projects at the same time to

cover different needs and generate income from multiple businesses.

Entrepreneur out of Necessity: This entrepreneur starts because they need extra

money, either because they are unemployed or their income is not enough.
Investor: These are people who have enough money to invest in projects.

Innovative: These entrepreneurs have an innovative mindset. They look to improve or

create new products and services that are better than existing ones.

Visionary: This entrepreneur looks for a profitable business and also partners with others

to grow their project.

Persuasive: This entrepreneur is very skilled at convincing customers about the benefits

of their product or service. They try to attract more clients and sell more than expected.
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3.1.5 Entrepreneur’s responsibility
An entrepreneur has the responsibility to take risks and look for opportunities. At the
moment they are creating a business, they must make important decisions about
financing, resources, and daily operations. They need to plan carefully so that the idea
can become a real and successful service. According to (Hayes, 2006), entrepreneurs are
also drivers of innovation; they identify needs in society and create new solutions that

didn’t exist before.

In addition, entrepreneurs must act with social and ethical responsibility, especially
when their project has an impact on local communities or the environment. In the words
of (Roote, 2025), in social entrepreneurship, the goal is not only to make money but also
to create a positive change in people’s lives and the planet. So, they must also be
transparent with their partners and customers and respect values such as fairness,

equality, and sustainable development.

Finally, entrepreneurs must show flexibility and strong leadership. On their path, they
face many challenges such as market changes, new laws, or strong competitors. They
must be ready to adjust their plans, change strategies, and learn from mistakes. This ability
to adapt helps keep the business alive. Also, maintaining good relationships with
customers, employees, and local partners builds trust and helps the business grow

stronger.

In our tour operator, these responsibilities are very important. As entrepreneurs of
responsible urban tourism, we take risks by working in neighborhoods that were once
seen as dangerous, but we also innovate by creating cultural and social impact
experiences. We recognize our work combines economic goals with social well-being as

when we create local jobs or promote community workshops, we are helping society. We
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also need to stay adaptable: depending on tourists’ feedback or the conditions in each area
(such as safety or infrastructure), we can adjust our routes and activities. We think
leadership, ethics, transparency, and a social purpose are key values that an entrepreneur
in our tour operator needs to have in order the service can be trustworthy, sustainable, and

valuable for everyone.

3.1.6 Challenges and Opportunities
Starting a business is never easy. Entrepreneurs face many challenges such as limited
financial resources, uncertainty in the market, and strong competition. One of the
biggest difficulties is finding enough money to begin or expand a project. Many
entrepreneurs solve this by seeking small investors, government support, or partnerships
with local businesses. Another challenge is understanding what customers really need
and how to adapt products or services to meet those needs. To succeed, entrepreneurs
must research their markets carefully, stay flexible, and be ready to make changes

quickly.

On the other hand, an important challenge is learning how to manage time and people.
Entrepreneurs often have to play many roles at once for example from marketing to
customer service which sometimes can be stressful. As well, hiring and keeping good
employees can also be difficult, especially when a business is new and has limited funds.
The key is to build a positive work environment, recognize effort, and motivate
employees to grow with the company. Despite these challenges, entrepreneurship offers
great opportunities to innovate, create jobs, and improve local communities. Every

problem faced can lead to new creative solutions and stronger business practices.

56



Finally, in our tour operator, we also face similar entrepreneurial challenges. For example,
we must earn the trust of visitors, manage limited resources, and build partnerships with
local artists and guides. However, these challenges become opportunities to create a
sustainable and responsible tourism model. We think by working directly with
communities, offering authentic cultural experiences, and ensuring safety and quality, our
business not only grows but also generates positive social and economic impact. This
reflects the true spirit of entrepreneurship, transforming obstacles into meaningful

progress for both the company and the community.

3.2 Market Niches

3.2.1 Definition

A market niche is a specific and well-defined segment of a broader market, characterized
by particular needs and preferences. (Gandia, 2025) This group may share common
interests, habits, or characteristics such as age, lifestyle, or profession. For example, a
company that sells eco-friendly travel gear for backpackers or a café that offers desserts
for people with gluten intolerance are both targeting niche markets. In our case, our tour
operator focuses on urban tourism in neighborhoods that were once considered unsafe,
aiming to attract travelers interested in culture, social transformation, and responsible
tourism. This clear focus helps us understand our audience better and provide services

that truly meet their expectations.
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3.2.2 Importance of focusing on niches
Focusing on a niche market is important because it allows businesses to serve customers
more effectively. Instead of trying to attract everyone, companies can concentrate their
efforts on a smaller group with specific needs. This leads to greater customer satisfaction,
stronger loyalty, and more effective marketing because resources are used more
efficiently. Another advantage is less competition, since most businesses aim for larger,
general audiences. For example, a tour operator that offers art and community tours has
fewer competitors than one offering generic city tours. By specializing in a niche,
businesses can build credibility, trust, and long-term relationships with their clients. In
our case, our niche allows us to stand out as a socially responsible tourism project,
offering authentic, educational, and meaningful experiences that benefit both visitors and

local communities.

3.1.3 Types of Market Niches
Identifying a specific market niche allows companies to pinpoint the unique needs of
certain consumer groups and address them more effectively and efficiently. There are
several key criteria used to segment and define these niches, each offering a distinct

pathway to connect with a targeted audience.

Segmentation by age is a broad criterion that nonetheless creates very specific demands
at each stage of life. While a demographic may share the same age range, their needs and
purchasing behaviors can differ significantly. For instance, alcoholic ice cream is
specifically marketed to adults seeking sophisticated treats, whereas educational toys are
designed for the developmental needs of young children. Similarly, anti-aging beauty
products cater to women over 40 looking to address specific skin changes, and mobility

aids or specialized care items are essential for the elderly. This demonstrates that within
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a single demographic characteristic, there exist multiple, concrete demands that a

company can meet in a highly differentiated manner.

Groups with special conditions represent another highly relevant and often underserved
market niche. Consumers within these segments frequently develop an exceptional sense
of loyalty to brands that cater to their specific requirements, demonstrating a willingness
to pay a premium for products that truly meet their needs. Notable examples include
specialized stores for left-handed individuals offering adapted tools and utensils, anti-
decubitus mattresses and cushions for the elderly or bedridden, sugar-free desserts
suitable for diabetics, and sensory toys specifically designed for children with autism,

helping them with development and comfort.

Gender segmentation, while traditional, has evolved to become far more inclusive and
nuanced in the modern marketplace. Today, it is not only about addressing the demands
of men and women but also about thoughtfully serving non-binary and transgender
individuals who seek products aligned with their identity and lifestyle. This can
encompass a wide range of offerings, from medical products like puberty blockers and
inclusive clothing with messaging that reflects a spectrum of identities, to specialized
makeup lines and styling creams formulated for unique hair types or textures that have

been previously overlooked.

An individual's occupation or profession opens up significant opportunities to offer
exclusive, highly specialized products and services. Different trades and careers require
specific tools, attire, and resources that are not needed by the general public. For example,
the medical field demands precise instruments like stethoscopes and hygienic uniforms,
while architects rely on specialized stationery and advanced design software. Graphic

designers seek out creative tools and digital tablets, and journalists often use job platforms
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focused exclusively on media and communications roles. Catering to these professional

needs allows a company to accurately serve a specialized and loyal sector.

Finally, consumer ideology and values have become a criterion of growing and critical
importance. A rapidly increasing number of modern consumers prefer to purchase from
companies whose ethical principles and social commitments align with their own
personal beliefs. Niches such as fully vegan restaurants, brands that provide tangible
support to indigenous communities, eco-friendly personal care items with sustainable
packaging, and products that donate a portion of profits to environmental or social causes
are particularly powerful. Serving these value-driven niches not only cultivates deep
customer loyalty but also positions an organization as a socially responsible and

conscious entity.

3.1.4 Advantages of Niche Marketing
The niche marketing strategy provides significant and distinct benefits to companies,
enabling them to stand out from competitors, build stronger relationships with their
customers, and optimize their operational resources with greater precision. The primary
advantages include reduced competition, increased customer loyalty, higher profit

margins, and greater efficiency in marketing campaigns.

Reduced competition is one of the most immediate and visible benefits. By focusing on
a specific, well defined audience segment, companies often find themselves facing a
much smaller number of direct rivals compared to the saturated mass market. This clearer
competitive landscape significantly increases their opportunities to gain visibility,
establish authority, and become the go to brand within that particular niche, much like

finding a quiet, focused space in an otherwise crowded and noisy library.
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Enhanced customer loyalty is a natural byproduct of a company's ability to precisely
satisfy the particular needs of a focused group. When consumers feel deeply understood
and see that their specific demands are being met often for the first time they are far more
likely to develop a strong, emotional connection to the brand. This is similar to a diner
who discovers a restaurant that serves an authentic, hard to find dish from their specific
culture; the satisfaction and sense of being catered to ensure they will return and become

vocal advocates for the business.

Higher profit margins represent another compelling financial advantage of niche
marketing. The high degree of specialization and customization inherent in niche products
or services adds significant perceived value for the customer. This added value means
that customers are typically willing to pay a higher price for a solution that fits their needs
perfectly, as opposed to a generic, mass market alternative. This dynamic can be
compared to the difference between a mass produced piece of jewelry and a unique,
handcrafted piece from an artisan; the latter commands a premium price due to its

uniqueness, quality, and personal touch.

Finally, marketing efficiency is dramatically improved with a niche approach. This
strategy allows companies to target their advertising and promotional campaigns with
surgical precision, directing resources exclusively towards the specific demographic most
likely to convert. This highly focused approach minimizes wasted spending on broad
audiences with no interest in the product, thereby maximizing the return on investment
for every marketing dollar spent. It is the strategic difference between using a detailed,
accurate map to find a treasure and wandering aimlessly in the hope of stumbling upon

it.
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3.1.5 Key Elements for Choosing a Market Niche
Selecting a viable market niche cannot be an impulsive decision; it requires a structured
process involving careful analysis, strategic planning, and continuous validation through
real-world feedback. Following a series of fundamental steps provides a reliable

framework for defining a niche with genuine growth potential and sustainability.

The first step is to identify your personal interests and areas of expertise. Working
within an area you are both passionate about and knowledgeable in makes the journey of
entrepreneurship far more sustainable. It facilitates staying motivated and committed to
continuous learning, which is essential for maintaining authority in your field. Your ideal
niche will most likely emerge at the intersection of what you love to do and what you

have experience in.

Second, it is crucial to explore market opportunities through keyword research. This
analytical process allows you to detect gaps in the current market landscape and identify
opportunities with specific, long-tail keywords. For example, searching for "email
marketing strategies for e-commerce startups" is often more revealing than the broad term
"marketing," as it points to a more specific audience with defined intent and potentially

less competition.

Another essential step is to thoroughly evaluate market supply and demand.
Utilizing specialized tools like Google Keyword Planner, Keywordtool.io, or SEMrush is
critical for this stage. These platforms allow you to verify the monthly search volume for
your chosen topic and analyze the level of existing competition, helping you avoid

investing time and capital in projects that lack a clear audience or are oversaturated.
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Furthermore, it is important to consider and analyze current trends. While trending
topics can attract high initial interest, they often come with intense competition from
established players. A more strategic approach is to look for sustainable sub-topics or
specific angles within a larger trend, using resources like Ubersuggest, Google Trends, or

a search engine's own autocomplete suggestions to uncover these hidden opportunities.

A critical step in the process is to honestly analyze your ability to compete within the
chosen niche. It is important to recognize that even in markets with dominant
"bestsellers," high demand indicates that there is still room for new entrants. The key to
success is not necessarily to be the first, but to find a unique competitive difference
whether through a unique brand voice, superior customer service, a specific feature, or

deeper content that allows you to stand out and claim your space.

Additionally, it is fundamental to clearly define your target audience or create a
detailed buyer persona. Without a deep and nuanced understanding of the specific
market segment you wish to reach including their age, gender, core interests, daily
challenges, and socioeconomic context it becomes nearly impossible to craft marketing
messages that truly resonate. The more detailed and specific the customer profile, the

more effective and cost-efficient your marketing actions will be.

Finally, testing the chosen niche before making a significant investment is an
indispensable non-negotiable step. This validation can be achieved by developing a
simple prototype or a Minimum Viable Product (MVP), launching a free trial version of
a service, sharing the first module of a planned online course, or hosting a webinar to
gauge interest. These low-risk actions allow you to validate your core ideas, measure the
audience's actual reactions, and make necessary, informed adjustments based on tangible

feedback, thereby de-risking your future investment.
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3.1.6 Niche Markets for Touristic Service Urban Pulse Travel

Segmentation: By Age Group

Millennials and Gen Z (Ages 20-35): This group seeks authentic, purposeful, and
off-the-beaten-path experiences. They are not traditional tourists but explorers who
want to experience local culture firsthand. Their ideal trip is a deep immersion that
allows them to witness and actively participate in the cultural scene—from urban art
and social transformation stories to participating in dynamic workshops in dance,
batucada, skateboarding, and painting. They seek to take home lived memories, not

just photographs.

Active Seniors (Ages 60+): This segment consists of older adults with an interest in
sociology, history, and social issues. We offer them tours at a more relaxed pace, with
greater emphasis on conversations with community leaders and less on physical
activity. They may be former academics or individuals who lived through the period

of insecurity in these neighborhoods and want to witness their evolution firsthand.

Segmentation: By Occupation

Students and Professionals in Social Sciences (such as Sociology, Anthropology,
and Social Work): Ideal for academic trips. They will live a "fieldwork™ experience,
learning first-hand how communities recover from adversity, transform their

environment, and how their social projects function.

Artists and Graphic Designers: A complete experience dedicated to art. It includes
tours to learn the techniques and meanings behind muralism, culminating in a

practical graffiti and painting workshop alongside local artists.
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e Photographers and Filmmakers (both professionals and amateurs): Photo or video
tours scheduled for the hours with the best light (such as sunset). They will have
access to exclusive locations and be accompanied by a local photographer who will

show them the best spots and angles to capture stunning images.

Segmentation: By Ideology and Values

e Responsible and Sustainable Tourists: Conscious travelers who prioritize authentic
and meaningful experiences. They seek to support local communities by patronizing
local eateries, pupuserias, markets, and businesses, showing a deep appreciation for
the culture and traditions. Furthermore, they reject mass and superficial tourism,
opting instead for practices that promote environmental respect, social equity, and the

sustainable development of the destinations they visit.

e Activists and NGO Members: Individuals working in community development who

want to see real-world success stories to learn from and inspire their own projects.

Segmentation: Roots Tourism (Salvadorans Abroad)

e Migrants and their families returning to EI Salvador seeking to reconnect with their

culture and with the transformation of formerly stigmatized neighborhoods.
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3.3.1 Logo

PP RS SSS

Figure 60
3.4.1 Slogan

“L.isten to the voices of the neighborhood, live their art.”

Description and Meaning of Our "Touristic Service Urban Pulse Travel Logo™

Our logo represents who we are: a team full of energy, authenticity, and a passion for
exploring the city from its core. It reflects the urban spirit we want to share with everyone

who travels with us.
Visual Elements and Style

Urban Typography: The name "TOURISTIC SERVICE URBAN PULSE
TRAVEL" is displayed in large, bold letters inspired by street art. This style connects us

to the creativity and life that breathes through the city streets.

Lively Colors: We use bright shades of blue, orange, and yellow, which contrast against
a dark background. These colors represent vitality, excitement, and the new light we aim

to shine on the neighborhoods we visit.

Urban Backdrop: Behind the text, you can see a city street with classic row houses,
parked cars, and an atmosphere that conveys history and everyday life. This is our way

of showing the real and authentic side of the places we explore.
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What Our Logo Communicates

Touristic Service: These words represent our dedication to hospitality and quality in
every experience we offer. They highlight our commitment to providing professional and

customer-centered tourism services that reflect the best of urban culture.

Urban Pulse: The word "'Pulse' symbolizes the life, rhythm, and energy felt in every
corner of the city. Our tours don't just skim the surface; they take you to experience the

true essence of each neighborhood.

"Travel: This reinforces that what we offer is not just a standard tour, but an authentic

and meaningful travel experience.

Empowerment and Transformation:

The street art style shows how neighborhoods can transform, filling with color, life, and
hope. We celebrate the culture born in these spaces and demonstrate that places once

perceived as rough are now full of history and creativity.

Authenticity and Differentiation:

Our design makes it clear that we don't follow typical tourist routes. We offer a real,

modern, and bold experience, exploring the city's lesser-known yet most vibrant corners.

Meaning of Our " Touristic Service Urban Pulse Travel Slogan™
Listen to the voices of the neighborhood, live their art: It means our tours are
immersive experiences. You will hear the authentic stories from locals and actively
engage with the living, breathing art of the neighborhoods. It’s not a passive tour; it's a

deeper cultural connection.
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3.5.1 Mission
To document and showcase the social, cultural, and urban transformation of historically
stigmatized communities through authentic tours that promote local art, memory, and
resilience.

3.6.1 Vision
To become the leading urban tourism operator in El Salvador and an inspiring benchmark
in Latin America, recognized for transforming the perception of neighborhoods to reveal
their creativity and power for social change. We aim to offer authentic and safe
experiences that transcend traditional tourism and strengthen the artistic, cultural, and
community fabric.

3.7.1 Values
Authenticity: We show the reality of neighborhoods with transparency and integrity,

highlighting both their challenges and triumphs, without embellishment.

Respect: We recognize the dignity of every community, honoring their history, culture,

and autonomy.

Inclusion: We actively involve youth, artists, and local leaders as guides and protagonists

of every experience.

Transformation: We drive positive social change by demonstrating how art and

community organization can renew urban spaces and narratives.

Social Impact: We generate local economic opportunities and strengthen community

identity through ethical and responsible tourism.

Human Connection: We facilitate genuine and meaningful encounters between travelers

and communities, creating bonds that transcend the transactional.
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