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Abstract  
The organizational process that goes from the knowledge networks to the strategic alliances supposes a 
management, production and transfer of information that the literature differentiates according to the degree of 
empathy, commitment, entrepreneurship, innovation and satisfaction of leaders and followers. In this sense, the 
objective of this study was to study the phenomenon in coffee growers in central Mexico. From a structural 
model, after establishing the reliability and validity of an instrument, it was found that innovation determines 
satisfaction, although the type of study, sample selection and analysis limit the findings to the specific context 
of the investigation. Lines concerning the extension of work to different contexts and samples are noticed. 

Keywords –Governance, networks, alliances, entrepreneurship, innovation, satisfaction 

Introduction 
However, the US market challenges and opportunities in the German market are confined 

to innovation and that, on a scale from 1 to 10 US market it ranks in third place and the German market in sixth 
place. Economist Intelligence Unit (EIU) in its report for 2014 warns that there is an imbalance in the economic 
exchange between the EU and Germany in favor of this last Central European economy in the last 30 years. Such 
commercial relationship is due to an ancestral bond of 15.7% between Americans and Germans that exceeds the 
relationship between Mexico and the United States, which is 10.6%. Even electronic commerce, buying and 
selling online, is focused on mobile telephony in Germany exceeded 100% and in the EU 58%, with the German 
market the second most dynamic and the American the last place. Both US and German markets are not only 
linked, but also key in terms of challenges and opportunities for Mexico's products and services in general and 
the sale of coffee in Xilitla in particular, since both developed economies occupy the first and second place of 
import of products derived from coffee. Indeed, the commercial asymmetries between Germany and the EU are 
not only explained by their social capital or ancestral networks, not only by their retail culture, but also by their 
population that in Germany synchronizes technological advances and electronic devices with their lifestyle and 
In the US, a deceleration in consumption is evident. In this sense, the 81.8 million inhabitants, the German 
economy and its digital culture (69.5 million Internet users) and retail (37 million consumers) represent 19% of 
the total commercial volume of Europe, 18% in favor in the exchange with the US, 19% of central Europe (see 
Figure 1).  
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Figure 1. Economic outlook 

Note: Elaborated with data OECD (2021) 

Based on an economic-administrative approach focused on the production of knowledge oriented 
towards entrepreneurship and innovation, the present work will show that: 1) the economic, political and social 
crisis of developed countries negatively and positively affects emerging economies, considering the challenges 
of product quality and the competitiveness of services, but at the same time, encourage entrepreneurship and 
innovation of micro, small and medium enterprises; 2) in the case of entrepreneurship and innovation, both 
explain the economic relationship between the United States and Mexico, mainly the relationship established by 
micro, small and medium enterprises dedicated to the management, production, administration and marketing 
of coffee in Xilitla and that, migratory flows have exacerbated such co-dependency; 3) specifically, coffee 
marketing networks have generated capital - intellectual, social and administrative - from which local and 
regional development is explained. 

However, the understanding-interpretation and measurement of the phenomenon of intellectual, social 
and administrative capital around entrepreneurship and innovation of coffee micro-enterprises in Xilitla has not 
been unveiled or linked to international markets as a factor of local and regional development. regional, but with 
international quality standards such as the consumer market in Germany, the main point of sale and marketing 
of coffee produced in Latin America and in the case of Mexico the town of Xilitla, even though the US market 
has historically been the client Mainly, the emergence of protectionism in the administration of 
President Trump has forced to diversify the client portfolio. Therefore, the study of the challenges of the US 
market and the opportunities of the German market are essential in the management, production, administration 
and commercialization of micro, small and medium coffee companies in Xilitla. 

In other words, both economies, being linked as ancestral networks and networks of innovation, reflect 
the differences between both economic and organizational cultures. This is because both countries have 
developed from production and retail. In the case of the EU, it occupies the second place and Germany the third. 
Entrepreneurship and innovation in both developed economies, American and German, are focused on retail 
and strengthened through ancestral networks, but with a clear difference in favor of Germany. 

However, the German population occupies the last places in terms of the birth rate -8 births per 
thousand inhabitants- while in the US there are 14 births per thousand inhabitants. Although in Germany the 
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number of births is less than the number of deaths, the economy 4.0 or digital economy is booming with the 
payment of online services. That is to say that, despite the population slowdown in Germany, retail trade is 
essentially online, and this digital retail culture is linked to the US market by its ancestral networks and its 
commercial exchange. 

The theoretical and conceptual frameworks that explain entrepreneurial and organizational 
innovation and digital warn determinants of growth that would be: 1) environmental, 2) sociological, 3) personal 
and 4) organizational. The present work will focus on human capital, its entrepreneurship and innovation that 
are considered preponderant factors in developed economies. 

The demands of the market to envelope the resources of the organization induce the latter to establish 
strategic cooperation alliances in order to increase the capabilities of MSMEs with the support of transnationals, 
or develop competitive strategies through technology transfer and the implementation of the quality of 
processes and products. In this way, MSMEs survive the selection process and add to the multiplier effect of 
investments, transfers and procedures. In this way, in an organizational and political sense, the strategic alliances 
between micro-enterprises are gestated from the confluence of objectives, tasks and goals. From the advent of 
information and communication technologies (ICTs), competitiveness and the establishment of a climate 
relations emerges the systematization of internal and external resources in order to establish an organizational 
change oriented to the development of processes and products, as well as to the implementation of quality 
criteria and protocols. In the case of the adoption of technology, it involves a transfer of skills and knowledge 
that can be established between institutes and MSMEs with the assistance of the local or federal government, the 
main promoter and sponsor of investment fairs or entrepreneurial development, as well as training, practice and 
employment. 

If the theory of human capital warns that the differences between organizations are gestated from their 
intellectual, technological and social capital, then the theory of entrepreneurship and innovation will suggest 
that the asymmetries between organizations are focused on the production of knowledge indicated as market 
opportunities. In the framework of ICTs, the organizations established strategic alliances and knowledge 
networks with the aim of enhancing their human, intellectual and innovative capital. The prevalence of the 
climate of relations and the climate of innovation with respect to the climate of tasks and the climate of support 
led to the creation of knowledge and added values to the products and organizational processes, increasing their 
quality, diversity and complexity. In this sense, the diffusion of innovations not only determines consumption, 
but also the establishment of sectors such as: innovators, followers, early, late and laggards.  

In the case of entrepreneurship and innovation required for the US and German markets, retailing in 
digital protocols involves intellectual, digital and social networks such as the commercial relationship between 
the EU and Germany, but as an asymmetry in favor of Germany, then the theory of entrepreneurship and 
innovation, in the case of Mexico, will explain the creation and emergence of scenarios in which emerging 
organizations will access international markets through these same digital and social knowledge networks. 
From the economic theories of rational choice, the theory of human capital was established as an explanatory 
conceptual framework of organizational creativity, spearhead of internal and local development. In this 
sense, the concepts of intellectual, technological and social capital reflected in the retail marketing of coffee in 
digital protocols of the US and German markets are fundamental to explain the challenges and opportunities of 
both international markets in local and regional MSMEs. 

Intellectual capital. It alludes to capabilities; skills and knowledge related to management, 
production and commercialization (Pariente, 2006). In the case of the purchase and sale of coffee, the intellectual 
capital would be indicated by the opportunities that MSMEs generate in the face of the challenges of the digital 
retail market in Germany and the retail market in the US. It deals with strategies and management styles in 
MSMEs in face of the challenges and opportunities of both international markets. Technological capital. It refers 
to the commercialization devices and networks of products and services specialized in buying and selling retail 
(Caballo, R eyes and Solis, 2006). In the case of coffee, these are portals of MSMEs that will encourage the 
purchase and sale of coffee between Mexico and the EU-Germany. Social capital. It refers to the knowledge and 
marketing networks of products and services in developed economies and emerging countries (Domínguez and 
Fuentes, 2006). It deals with knowledge about the distribution of objectives, responsibilities, tasks and goals 
related to the purchase and sale of coffee in electronic portals and digital money transfer protocols. 

Organizational studies have focused their interest on the factors of empathy, commitment, cooperation, 
entrepreneurship, skills, innovation and satisfaction as structuring the process of networking with or foundation 
and strategic alliances. Ramos, (2013) established four factors related to the growth of MSMEs: production 
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capacity (alpha of 0.912, knowledge of the market (alpha of 0.825), product differentiation (alpha of 0.742) and 
logistics) alpha of 0.864). However, MSMEs would have their main multiplying factor in the dissemination of 
their products and services in digital protocols such as Facebook (Martínez, 2012). In another study, 60% 
of MSMEs have not established an organizational management, production 
and quality control (Contreras, 2012), but customer perception that determines the purchase of products and the 
requisitioning of services MSMEs (Castiglioni et al., 2015). 

The study of entrepreneurship and innovation in micro, small and medium enterprises of online retail 
of coffee in Xilitla with respect to the challenges and opportunities of the US and German market, involves the 
study of their capital networks in terms of their capabilities intellectual, technological and social. Therefore, the 
qualitative approach of the meanings around the quality of the processes and the competitiveness of the 
products derived from the coffee in the international mark, but especially in the American and German will 
show the strategies of entrepreneurship and innovation necessary to transfer them to the micro, small and 
medium enterprises of Xilitla. In this way, the transfer of technology will be an essential management tool to 
strengthen the dynamics of local production and marketing with respect to the global market, mainly in the 
consumption of coffee by potential US and German customers. Given that MSMEs explain 90% of global 
employment, 95% of national employment and 97% of local employment, it is necessary to unravel the strategies 
of electronic and digital entrepreneurship and innovation necessary for local and regional development with 
respect to international coffee market. It is an organizational process in which the retail trade of coffee explains 
a high percentage of the digital economy around its consumption much more frequent than water or beer in the 
US and Germany. In the same sense, the policies of business and industrial development of coffee exporting 
countries with respect to importing countries, seem to show that the differences lie in management strategies, 
management, production and marketing, but these dimensions are not entirely present in micro and small 
companies, as well as very rare in medium-sized companies. In this way, a strategic alliance between 
the MSMEs of the coffee sector in Mexico, mainly in San Luis Potosí and essentially in Xilitla, seems to be a 
logical response to the challenge of the US and German markets. 

In virtue of the fact that entrepreneurship is the result of association and economic exchange between 
developed and emerging countries, it consists of an exchange of production and reproduction of knowledge that 
would be activated by strategic alliances, the competition of capital, the skills of force labor and the evaluation 
of resources. In emerging economies, entrepreneurship is the preponderant factor that will determine the 
learning, performance and results of companies through the links established between the networks of 
entrepreneurship. Gross mode, the entrepreneurial process starts from surrounding information about a product 
or service that is presumed to be indispensable for a niche market, continues with the socialization of that need 
or expectation, very soon, potential customers will develop an adaptive response or creative and from these two 
routes on the first path will experience experiences of satisfaction or dissatisfaction more likely in the trajectory 
of creative response. 

However, this proposal lacks an explanation regarding the differences between micro, small and 
medium enterprises with respect to entrepreneurship and innovation around the retail marketing of coffee and 
its dissemination in Internet networks. The present work focuses its interest on entrepreneurship and innovation 
as factors of local development strategies from the retail and digital commerce of coffee, its derivative products 
and related services. 

However, the generality of the process of entrepreneurship and innovation supposes its delimitation to 
the MSME organizations that, for the objectives of the present work will be specified to the management, 
production and commercialization in tune with the needs and expectations of the American and German client. 
The present study will observe the entrepreneurship and innovation process of MSMEs, considering the 
potential client. In this sense, the project is part of the creative and digital economy, since it studies essentially 
observable processes and phenomena in the interaction between consumer and seller online and retail. 
However, the study of the coffee - growing MSMEs Xilitla is not reduced only to the present or seed capital and 
its emergence in the international arena, it will be crucial to observe and compare their developmental stages 
within the US and German retail and digital commerce. It is an evolutionary process in which crises encourage 
the entrepreneurial and innovative development of organizations, observable in changes, adaptation and the 
adoption of revolutions. It is an evolutionary process in which organizations are circumscribed in order to thrive 
in developed economies. 

The objective of this paper is to establish the challenges and opportunities of micro, small and medium 
enterprises dedicated to the management, production, administration and marketing of coffee in Xilitla, a town 
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located in San Luis Potosi, central Mexico, facing the protectionist policies of the United States. Government of 
Donald Trump. 

What will be the differences between the organizations developed with respect to emerging SMEs in 
terms of retail marketing of coffee through digital protocols? What are the meanings organizations in developed 
economies have generated about retail marketing and electronic distribution of coffee products and derivatives? 
How can transfer the meanings around entrepreneurship and innovation in MSMEs in Mexico, mainly in Xilitla 
meeting their particularities and localism? What are the meanings of strategic alliances, knowledge networks 
and innovation climate in micro-entrepreneurs of a coffee growing area in central Mexico? 
The differences between organizations of the first world and the MSMEs of emerging countries will be based on 
the strategies of entrepreneurship and innovation exacerbated in developed economies with respect to emerging 
markets. Because coffee marketing organizations are focused on retailing through digital protocols, then it will 
be possible to observe that coffee acquires a value, coupled with the accessibility of Internet sales, its value will 
be higher. In this regard, the marketing strategies adopted in organizations competing in developed economies, 
allow a transfer of focusing on entrepreneurship and innovation in order to transform the local and regional 
market knowledge Xilitla coffee growing MSMEs. 

 
Method 

A non-experimental, cross-sectional, exploratory, qualitative and quantitative study was carried out. A non-
probabilistic sampling was carried out with an intentional selection of four informant entrepreneurs, considering 
their experience in strategic alliances, knowledge networks and innovation climate. An intentional selection of 
10 local coffee growers was carried out for the study in its qualitative phase and a non-probabilistic selection of 
130 regional coffee merchants, considering the size of their organization, the retail approach and their 
accessibility or penetration in digital networks (see Table 1). 

Table 1. Sample descriptive 

Entrepreneur Sex Age Scholarship Status Foundation Alliances Collaborations Innovations 

Candidate Female 27 Bachelor's 
degree 

Single 2014 1 1 0 

Micro Female 33 Bachelor's 
degree 

Single 2010 2 3 0 

Little Male 41 Bachelor's 
degree 

Married 2009 4 5 0 

Medium Male 52 Bachelor's 
degree 

Married 2006 6 7 1 

Source: Prepared with the study data 

An interview guide was prepared considering the categories of strategic alliances, knowledge networks 
and innovation climate. The questions were included: What is the starting year of your organization? What have 
been the objectives, tasks and goals of your organization in the last three years? What have been the strategic 
alliances of your organization in the last three years? How have the types of collaboration of your organization 
been in the last three years? What and how are processes and / or innovative products that your 
organization carried out in the last three years? 
A scale of entrepreneurship and innovation was built in retail organizations with presence on the Internet and 
contacts in the US and Germany. It will include referents alluding to the dimensions of entrepreneurship and 
innovation such as: opportunism, utility, quality, strategy, transversely, flexibility and risk. The interviews were 
conducted at an entrepreneurship fair, with a guarantee of confidentiality and anonymity in writing, as well as 
a warning that the results of the study would not affect the economic status of the respondents. The information 
was processed in the qualitative data analysis package (QDA by its acronym in English version 4.0). Arrays of 
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analysis of discourses and networks of discursive extracts were elaborated with the purpose of interpreting the 
meanings of the answers to the questions. 

The meanings of the answers to the questions were analyzed from the reflective indicators of the 
categories of strategic alliances, knowledge networks and climate of innovation in order to select the discursive 
extracts. Once a list of extracts was compiled, they were sorted according to their relationship with each of the 
categories related to habitus- style of entrepreneurship, innovation and collaboration-learned, inherited, vertical 
or horizontal. The Cronbach alpha coefficient was estimated to show the internal consistency of the instrument 
in different contexts and samples. 

The statistic Kay ser- Meyer- Olkin was weighted to establish the possible correlations between the 
indicators and the factor. A value close to 1 will show an adequate distribution, but a value lower than 0.6 
suggests a reduction of the items on the scale. The Bartlett test was carried out to establish the ideal factorial 
solution for the validity analyzes. In the same way, a value close to zero or the unit shows a distribution 
according to validity. 
An analysis of principal axes with promax rotation was carried out, following the logic of values close to the 
unit as evidence of construct indicators and close to zero as evidence of indicators of other constructs. 
Chi squared correlations to demonstrate the dependence or independence between the variables and their 
interpretation of differences between independent samples. A non-significant value is interpreted as an 
independent relationship between the variables.  

The Pearson correlation coefficient P was estimated to establish the possible associations between the 
variables to be measured in the instrument. Values close to one demonstrate a strong association and probable 
relationship of dependence. Values close to zero will be assumed as spurious. The dependency relations were 
established between the variables related to entrepreneurship and the indicators linked to innovation as factors 
of local and regional development. Beta values close to the unit show dependency relations and close to zero 
show that there are other variables not included in the relationship. 

The goodness of fit and the fit index were weighted to show that the relations between the variables 
stated in the state of theoretical knowledge are adjusted to the relations observed in the empirical study, values 
close to unity mean the acceptance of the null hypothesis of It correspondence between theory and empirical. It 
was estimated the adjustment coefficients to show the probability of measurement error and the acceptance of 
the null hypothesis of correspondence between the matrix of expected observations and the matrix of estimated 
weights. 
 

Results 
The discourses related to knowledge networks and strategic alliances are involved in innovation and 

the habitus or instrumentation of organizational values around the management, production and sale of coffee, 
as well as in the insertion to the international market as an opportunity to introduce pesticide-free and organic 
products, friendly with the environment and occupational sustainability in terms of health, prevention of 
diseases and accidents. 

Table 2 shows reliability values of the general scale (alpha of 0.771) and subscales (alphas of 0.755 to 
0.791) sufficient to establish the internal consistency of each of them. 

Table 2. Instrument descriptions 

R M S K A F1 F2 F3 F4 F5 F6 F7 

R1 3.21 1.01 1,43 0,712             0.331 

R2 3.82 1.02 1,56 0.732             0.302 

R3 3.45 1,03 1,87 0.743             0.431 

R4 3.67 1.01 1,90 0.741           0.493   

R5 3,04 1.00 1,75 0,742           0.312   

R6 3,13 1.05 1,32 0.731           0.403   

R7 3.82 1.08 1,43 0.754         0.319     

R8 3.05 1.08 1,54 0.721         0.401     

R9 3.46 1.00 1,78 0.772         0.403     
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R10 3,14 1.02 1,02 0.783       0.493       

R11 3.67 1,03 1,43 0.792       0.301       

R12 3.94 1,04 1,56 0,742       0.493       

R13 3.05 1.02 1,75 0,715     0.399         

R14 3,12 1.05 1,82 0.725     0.413         

R15 3.05 1.08 1,95 0.721     0.403         

R16 3.74 1,03 1,43 0.732   0.384           

R17 3.56 1.02 1,52 0.743   0.302           

R18 3.15 1.01 1,64 0.725   0.321           

R19 3.52 1.01 1,78 0.731 0,315             

R20 3.94 1.01 1,01 0.725 0.382             

R21 3.05 1,11 1,53 0.731 0.324             

Source: Elaborated with data from the study. R = Reactive, M = Median, S = Standard Deviation, A = Alpha 
excluded value item. Extraction method: principal axes, rotation promax. Adaptation and sphericity ⌠X 2 = 
324.15 (234gl) p = 0.001; KMO 0,721⌡. F1 = Empathy (alpha 0.778 and 27% of the total variance explained), F2 = 
Commitment (alpha 0.780 and 23% of the total variance explained), F3 = Responsibility (alpha 0.791 and 20% of 
the total variance explained) , F4 = Entrepreneurship (alpha 0.775 and 17% of the total variance explained), F5 = 
Capacity (alpha 0.781 and 13% of the total variance explained), F6 = Innovation (alpha 0.755 and 11% of the total 
variance explained ), F7 = Satisfaction (0.760 alpha and 9% of the total variance explained). All items are 
answered with one of five response options: 0 all likely, 1 = very unlikely, 2 = unlikely, 3 = somewhat likely, 4 = 
very likely. 

Dependency relationships among the factors put forward in the state of the art and have been weighted 
case study (see Table 3). The innovation factor determined directly, positively and significantly satisfaction, but 
its effect is low, even relative to other interrelationships between factors is the highest (see Figure 1). 

Table 3. Correlations and covariations 

 F1 F2 F3 F4 F5 F6 F7 F1 F2 F3 F4 F5 F6 F7 

F1 1,0 ,45* ,57* ,69** ,57** ,52** ,44* 1,8 ,54 ,59 ,62 ,52 ,63 ,52 

F2  1,0 ,52* ,47* ,43*** ,55* ,43**  1,9 ,56 ,60 ,55 ,64 ,44 

F3   1,0 ,46* ,46* ,67* ,65***   1,7 ,47 ,68 ,61 ,55 

F4    1,0 ,50** ,60** ,58*    1,8 ,60 ,58 ,62 

F5     1,0 ,47*** ,55**     1,9 ,47 ,59 

F6      1,0 ,61**      1,7 ,64 

F7       1,0       1,8 

Source: Elaborated with data study. F1 = Empathy, F2 = Commitment, F3 = Responsibility, F4 = 
Entrepreneurship, F5 = Capacity, F6 = Innovation, F7 = Satisfaction: * p < ,01; ** p < ,001; *** p < ,0001 
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Figure 1. Structural equation modelling 

Source: Elaborated with data study. F1 = Empathy, F2 = Commitment, F3 = Responsibility, F4 = 
Entrepreneurship, F5 = Capacity, F6 = Innovation, F7 = Satisfaction: 

Finally, the adjustment parameters and residual ⌠X 2 = 321.23 (34gl) p = 0.009; GFI = 0.990; CFI = 0.975; RMSEA 
= 0,008⌡sugieren acceptance of the null hypothesis concerning the adjustment of the theoretical relationships 
regarding the data. 

Discussion 
The contribution of this work lies in the interpretation of the meanings of informant’s entrepreneurs 

regarding the categories of strategic alliances, networks of knowledge and innovation climate. Regarding the 
study of Villegas et al., (2016) who found that knowledge of the market determines the growth of MSMEs, in 
this study it was observed that the informants have entrepreneurship, innovation and collaboration related to 
coffee growing history the location. This finding contravenes the contribution of Sixto et al., (2017) who showed 
that Internet is the broadcaster par excellence of MSMEs in its growth process. Although Marquez et al., (2017) 
warns that the organization is essential to define the objectives, tasks and goals of MSMEs, in this study it was 
shown that these by establishing alliances, networks and climates feedback of organizational experience peers 
with which they are associated. Even the results of this study contradict the finding Hoyos and Lasso (2017) to 
ensure that customer perception is the determining factor in the growth of MSMEs. In the present study rather, 
it is noted that coffee is the history of the town and the creativity of informers which had an impact for 
the MSMEs not only maintained, but also followed an upward trajectory. 

 

Conclusion 
The limits of this study are: 1) the type of exploratory, transversal and qualitative research to find that 

coffee is the history of the locality and creativity affect entrepreneurship, innovation and collaboration 
of MSMEs ; 2) the interpretation of the meanings of partnership, knowledge and innovation to assume that these 
are the processes that guide the change of MSMEs , sidestepping their customs; 3) the differences with the state 
of knowledge regarding the management and administration of the three categories in comment. 
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It is recommended that: a) carry out a quasi-experimental study to establish the incidence of factors that 
control could reveal the degree of entrepreneurship, innovation and collaboration; 2) establishing paths 
dependency relationships between variables in comment; 3) implement the effect of other variables such as 
micro-financing to observe changes in a period of time. 
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