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Abstract
This study examines market segmentation within the gastronomic industry 

in Medellín, Colombia, focusing on perceived value, consumer types, and brand 
positioning among young adults. Using a mixed-method approach with a sequential 
exploratory design, focus groups were conducted to identify key attributes valued 
by consumers. This data was the base for a subsequent quantitative survey, which 
delineated three distinct market segments characterized by their preferences for 
connectivity, cleanliness, reasonable prices, ambiance, quality of service, variety 
in dishes, portion size, and service time. The results suggest that young adults in 
Medellín prioritize a combination of quality and experience factors in their gastronomic 
choices. The conclusions highlight sociodemographic differences, such as the tendency 
of women to seek information about establishments before visiting the establishments or 
the preference of middle-class youth for casual dining restaurants, results that contribute 
to marketing management and tourism decision-making.

Keywords: segmentation; gastronomy; perceived-value; Medellin; mixed-methods

Recibido: 09.09.24                   Aceptado: 20.11.24

*  PhD(c) Modelación y Computación Científica, Universidad de Medellín. Magíster en Mercadeo, Ingeniero 
Industrial.Profesor Auxiliar de la Escuela de Marketing y Branding. Politécnico Grancolombiano, Medellín, 
Colombia. casadiegor@poligran.edu.co. ORCID: https://orcid.org/0000-0002-2349-1864 

** PhD(c) Turismo, Universitat Oberta de Catalunya. Máster en Dirección Internacional. Profesor Asistente 
Escuela de Negocios y Desarrollo Internacional. Politécnico Grancolombiano, Medellín, Colombia. 
abalzan@poligran.edu.co. ORCID: https://orcid.org/0000-0003-2166-0377

*** PhD Psicología. Magister en Psicología. Psicóloga. Profesora Asistente Escuela de Estudios en Psicología, 
Talento Humano y Sociedad. Politécnico Grancolombiano, Medellín, Colombia. lcastaneda@poligran.edu.
co. ORCID: https://orcid.org/0000-0002-1132-4241

**** Magíster en Mercadeo. Profesional en Comunicación y Relaciones Corporativas. Profesora Auxiliar 
Escuela de Marketing y Branding. Politécnico Grancolombiano, Medellín, Colombia. pvelasquez@poligran.
edu.co. ORCID: https://orcid.org/0000-0001-9033-161X

https://doi.org/10.52080/rvgluz.30.109.17
https://doi.org/10.52080/rvgluz.30.109.17
mailto:casadiegor@poligran.edu.co
https://orcid.org/0000-0002-2349-1864
mailto:abalzan@poligran.edu.co
https://orcid.org/0000-0003-2166-0377
mailto:lcastaneda@poligran.edu.co
mailto:lcastaneda@poligran.edu.co
https://orcid.org/0000-0002-1132-4241
mailto:pvelasquez@poligran.edu.co
mailto:pvelasquez@poligran.edu.co
https://orcid.org/0000-0001-9033-161X


431

pp. 430-445
_________Revista Venezolana de Gerencia, Año 30 No. 109. Enero-Marzo, 2025

• Esta obra está bajo una licencia de Creative Commons Atribución-CompartirIgual 4.0 Internacional (CC BY-SA 4.0)
https://creativecommons.org/licenses/by-sa/4.0/deed.es     https://www.produccioncientificaluz.org/index.php/rvg
Twitter: @rvgluz

Segmentación de mercado y valor percibido 
en la industria gastronómica en Medellín, 
Colombia: un estudio empírico

Resumen
Este estudio examina la segmentación de mercado de la industria gastronómica 

en Medellín, Colombia, centrándose en el valor percibido, el tipo de usuarios y el 
posicionamiento de marca entre adultos jóvenes. Empleando un enfoque de métodos 
mixtos con un diseño exploratorio secuencial, se llevó a cabo grupos focales para 
identificar  los  atributos  clave  valorados  por  los  consumidores.  Estos  datos  sirvieron 
de base para una encuesta cuantitativa posterior, que delimitó tres segmentos de 
mercado caracterizados por sus preferencias en cuanto a conectividad, limpieza, 
precios razonables, ambiente, calidad del servicio, variedad de platos, tamaño de las 
porciones y rapidez del servicio. Los resultados sugieren que los adultos jóvenes de 
Medellín priorizan la combinación de factores de calidad y experiencia en sus elecciones 
gastronómicas. Dentro de las conclusiones se destacan diferencias sociodemográficas, 
como la tendencia de las mujeres de buscar información sobre los establecimientos 
antes de visitarlos o la preferencia de establecimientos de comidas casuales por parte 
de jóvenes de clase media, resultados que aportan a la gerencia de mercadeo y el 
turismo para la toma de decisiones.

Palabras clave: segmentación; gastronomía; valor percibido; Medellín; métodos 
mixtos

1. Introduction
The gastronomy industry in 

Colombia is situated is an economic 
activity that significantly contributes to the 
national income of the country (Asghar et 
al, 2021). Consequently, restaurants aim 
to create positive experiences through 
attributes related to quality, ambiance, 
decoration, and the service provided by 
staff (Rabanal de Dios, 2021). 

This approach responds to the 
continuous demand for services with 
standards and requirements that 
consumers quickly modify, depending on 

market trends (Mohd et al, 2021). 
Food choices are more complex 

today compared to a few decades ago 
(Pérez-Villarreal et al, 2020) in Colombia, 
restaurants and hotels sector showed a 
growth of 1.4% in 2017; 2.6% in 2018, 
and 5.19% in 2019, exhibiting a positive 
trend that was maintained over time 
(DANE, 2017; 2018; 2019) Furthermore, 
these organizations adopt strategies that 
help them improve their competitiveness 
and remain in the market. In Medellín 
and its metropolitan Area, the restaurants 
are part of the “Tourism and Business 
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Cluster” a strategy leaded by the local 
Chamber of Commerce which seeks 
to strengthen their income structure 
through the coordination of activities that 
involve increasing the cooperation of the 
organizations that integrate it (Cámara 
de Comercio de Medellín, 2021).

Also, this industry contributes 
between 4 to 5% to the regional GDP, 
generating up to 60,000 formal jobs 
throughout the department of Antioquia 
(El tiempo, 2018). These businesses 
reflected  8.2%  of  Medellín’s  business 
structure with an estimation of 8,781 
companies (Zapata, 2020). 

However, given the health 
emergency situation due to the COVID-19 
pandemic in Colombia in 2020, many 
companies  suffered  consequences, 
mainly economic, leading to a reduction 
in their operations or the total cessation 
of their activities and of course loss of 
jobs in this sector (Castro, 2021).

According to the Colombian 
Association of the Gastronomic Industry 
(ACODRES), a reduction of up to 320,000 
direct jobs was estimated, resulting in 
losses of approximately 1.9 billion US 
dollars (Semana, 2020); this as a reflection 
of the almost immediate consequences 
brought  about  by  the  confinement  and 
restrictions implemented as public policy in 
Colombia.

Furthermore, in a report issued by 
DANE, the National Statistics Department 
of Colombia, in October 2020, it was 
shown that the nominal income of the 
“restaurants, catering, and bars” industry 
had a negative percentage variation of 
44% (DANE, 2020). Likewise, national 
unemployment rate was already at 21.4% 
and particularly in Medellín, it was 21.6% 
(Medellín cómo vamos, 2020), this is, 
between 77,000 and 88,000 formal jobs 
were lost (Gutiérrez, 2020). 

Furthermore, as result of the 

COVID-19 pandemics, a radical change 
in people’s lifestyles has been triggered; 
that is, behavior associated with 
communication and purchasing has been 
substantially  modified.  For  this  reason, 
the identification of key attributes to carry 
out  effective  positioning  strategies  and 
mitigate the failure or financial crisis that 
owners of this type of business may face 
is of utmost importance (Coca, 2007).

After an extensive literature review, 
it is concluded that there is a scarcity of 
research conducted at the local level in a 
post-pandemic scenario for this industry; 
therefore, the opportunity arises to 
conduct this study aimed at analyzing 
the market structure of the gastronomy 
industry in Medellín considering the 
perceived value, segmentation, and 
positioning  of  different  brands  among 
the young-adult population. This type 
of study contributes key information 
for entrepreneurs in strategic decision-
making processes.

2. Market segmentation: 
Literature Review

Market segmentation is a 
fundamental process in strategic 
marketing, involving the division 
of a market into smaller, relatively 
homogeneous parts based on a shared 
characteristic (Kotler, 2012). This process 
enables a sharper understanding of the 
consumer (Lambin et al, 2009), serving 
as a valuable tool for enhancing customer 
relationships by tailoring products 
and  services  to  the  needs  of  specific 
groups (Johnston & Marshall, 2009). 
It also facilitates the creation of highly 
personalized content for media channels 
targeting precise audiences (Stalgaitis et 
al, 2022). Psychographic segmentation 
leads to the description of unique needs, 
desires, and behaviors (Kazbare et al, 
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2010; Slater, 1996), uncovering trends 
or behavior patterns useful in marketing 
strategies (Yeo et al, 2020).

Regarding brand positioning, it 
has been defined as a process  through 
which a distinctive place is achieved 
in  the  consumer’s  mind,  it  is  also  a 
management strategy aimed at creating 
an impression of the product or service 
based on the desires of the target market 
(Kotler & Armstrong, 2008; Musa et al, 
2019). Based on these characteristics, 
Ayuningtyas & Uljanatunnisa (2019), 
Daabes & Kharbat (2017), and Siyal et 
al, (2021) indicate that positioning aims 
to generate loyalty and build a brand 
image associated with excellence and 
uniqueness of the products offered. This 
becomes a necessary strategy for all 
organizations to ensure an increase in 
consumers’  purchase  intention  (Mohd, 
2017).

In accordance with the previous 
approach,  it’s  important  to consider that 
the achieved positioning requires that the 
value propositions  fulfill all  the declared 
commitments under which the market 
associated the brand. Tukker & Tischner 
(2006) defined value propositions as the 
mix of tangible and intangible aspects 
that must satisfy customer demands. 
This concept has adapted to changes 
in the business environment, and value 
propositions have been associated 
with recent phenomena such as online 

consumption (Sousa et al, 2020); the 
offering of vegan products (Cooper et al, 
2022); and the contribution to social and 
environmental interests that companies 
can make through their products (Poulter 
& Bolton, 2023).

This way, perceived value refers 
to the comparative evaluation that 
consumers make of the performance 
of products or services, based on the 
perception of what they claim versus 
what  they  actually  offer.  The  results  of 
this evaluation help in planning marketing 
actions to create stronger bonds with 
the brand (Belarmino et al, 2021; Ge et 
al, 2021; Kwak et al, 2021; Slack et al, 
2021).

3. Methodological aspects

The research employed a 
mixed-methodology approach with an 
exploratory sequential focus, driven 
by the aim to understand how young 
people perceive the performance of 
gastronomic establishments in Medellín. 
Focus groups served as a qualitative 
technique to collect data, and through 
the quantitative phase, ratings revealed 
the market structure. 

The study was conducted in two 
phases  (Diagram  1);  the  first  aimed 
to identify the variables and brands 
underlying appreciated by customers. 
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Diagram 1
Visualization of the Exploratory Sequential Design Procedure

A group of sessions were conducted 
to define the gastronomic establishments 
(Table 1) and aspects relevant to 
their choice (value generators), this 
process will be described in the section 
Sampling and Data Collection. Thus, the 
attributes  defining  brand  performance 

were  consolidated  after  refining  the 
list created. Additionally, the number 
of brands subjected to the evaluation 
process emerged from the frequency 
of mentions by participants in this 
exploratory stage. 

Table 1 
Restaurants included for evaluation

Name of the restaurant Food Type
Pesquera Jaramillo Seafood

Hernán Patacón Seafood; Caribbean food
Del Rio y del Mar Seafood; Caribbean food

La Fragata Seafood
Donde Bupos Seafood

Andrés Carne de Res Steak house
La Pampa Argentina Steak house; Argentinean grill

Leños y Carbón Steak house 
Angus Brangus Steak house

El Corral Burgers
McDonald’s Burgers
Burger King Burgers

SUBWAY Sandwiches
Domino’s Pizza Pizza

Papa John’s Pizza
KFC Kentucky Fried Chicken Fried chicken

Frisby Fried chicken
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Based on the provided inputs, a 
questionnaire for comparative evaluation 
was designed using the Customer 
Value Proposition (CVP) theory. It was 
structured  into  three  sections:  1)  filter 
questions about consumption in the 
studied brands and city of residence; 
2) sociodemographic characteristics 
of consumers; and 3) evaluation of 
performance in attributes. Importantly, 
evaluations were limited to brand 
selected in section one to ensure that 
the  data  reflected  actual  consumption 
experiences. The approach for the 
previous process used a five-point Likert 
scale ranging from 1 (Strongly Disagree) 
to 5 (Strongly Agree). The statements 
were adapted from previous studies 
that had investigated these variables; 
therefore, they were customized to the 
research problem and validated by 
experts.

The data for the exploratory and 
quantitative stages were collected 
in Medellín. Initially, a sample of 30 
individuals meeting the following criteria 
was sought: residing in Medellín and 
being between 21 and 24 years old; 
the World Health Organization (WHO) 
considers individuals within these ages 
as “young adults” (Galvis et al, 2023). 
A group of interest because as they 
currently spend a significant part of their 
leisure time on activities related to food 
consumption in restaurants (Varón & 
Daza, 2022). The 30 individuals were 
divided into five groups of six participants 
each, ensuring they did not know each 
other to avoid any type of hierarchy. In 
these groups, participants were provided 
with information about the purpose of the 
call, formal participation requirements, 
and permissions to record the information 
gathered during the session, which was 
planned to last 60 minutes.

Subsequently, data on brand and 

attribute evaluations were collected 
through an online self-administered 
questionnaire from adults living in 
Medellín. A non-probabilistic convenience 
sampling was used due to its advantages 
related to speed and relatively low costs 
for information collection (Gorard, 2013), 
achieving a total of 352 valid responses 
collected from February 2022 to June 
2023. All participants read and signed 
an informed consent form, which had 
been previously approved by the ethics 
committee of the Institución Universitaria 
Politécnico Grancolombiano.

The statistical analysis of the data 
was conducted using RStudio version 
4.1.1. Firstly, frequencies and proportions 
were used for sociodemographic 
characteristics, then, the 
Multidimensional Scaling (MDS) method 
was employed to identify the distances 
between the various attributes studied. 
Finally, the K-Means clustering method 
was used to identify the predominant 
market  categories  in  Medellín’s  young 
population based on the scores obtained 
in brand performance. 

4. Marketing features of the 
gastronomic industry

Regarding the gender distribution in 
the exploratory stage, a balanced group 
was aimed for: 50% men and 50% women 
residing in Medellín. Age-wise, 100% of 
participants were within the 21-24 years 
range. In the quantitative phase, female 
respondents predominated, accounting 
for 63.1% of the survey responses with 
age distribution remained within the 
21-24 years range, consistent with the 
inclusion  criteria  filter  questions  in  the 
questionnaire. These results indicate a 
trend among Medellín’s “young” women 
in seeking information about dining out, 
suggesting marketing actions should 
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primarily target this demographic for 
greater impact (Yeo et al, 2020).

Furthermore, 51.8% had incomes 
between two to three Colombian minimum 
wages (estimated in US $340, Reuters, 
2023), indicating a higher frequency of 
service usage among families with a 
moderately high purchasing power. Most 
respondents were employed (95.5%), 
and the predominant educational level 

was professional (41%).
In the exploratory exercise, 

thirty individuals were asked about 
the attributes they consider decisive 
when choosing to eat out. Based 
on their responses and a literature 
review, relevant factors in selecting and 
positioning gastronomic establishments 
were defined for comparative evaluation 
(Table 2). 

Table 2
Attributes selected to evaluate Positioning

Attribute Description
Connectivity Possibility of accessing WiFi within the establishment
Cleanliness Hygiene and sanitation conditions of the restaurant.

Reasonable Price
Monetary value that the person gives for tangible element (dishes) 
to enjoy a service. In the study, a high rating in the price assessment 
implies a good quality-cost ratio.

Ambiance 
-Physical 
Environment

Conditions of the establishment related to decoration, props, lightning 
conditions, ventilation and security. 

Quality of Service People’s perception of staff characteristics related to service. 
Variety in Dishes Options available on the menu so people can choose. 
Size Dimensions of spaces that the establishment has. 

Service Time Speed of service in terms of reception, order taking, order delivery, bill 
delivery and payment in the establishment. 

Participants were also asked about 
restaurants they quickly recall when these 
factors were mentioned (Top of Mind), 
resulting  in  89  sites  initially  identified, 
narrowed down to 18 establishments 
based on frequent mentions.

With defined attributes and brands, 
a questionnaire for the quantitative 
study was developed to understand 
consumption preferences in gastronomic 
establishments and the CVP. Evaluations 
were framed as an association of 

attributes and brands to prevent the 
questionnaire from being perceived as 
lengthy (Varela et al, 2002).

For the identification of the market 
structure based on the Customer Value 
Proposition (CVP), the ratings given by 
each of the 352 individuals on brands 
they had previously experienced 
were considered. Therefore, with the 
evaluation of perceived performance in 
each attribute, the arithmetic mean was 
calculated as shown in Table 3.
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Table 3 
Average performance in attributes

Restaurant Connectivity Cleanliness Reasonable
Price Ambiance Quality of

Service
Variety

In dishes Size Service
Time

1 3.22 4.44 3.44 4.33 4.22 4.11 4.56 3.33

2 3.00 4.50 3.80 4.20 4.20 4.10 4.20 3.20

3 3.88 4.25 3.75 4.13 4.00 4.25 4.00 3.50

4 3.46 4.23 3.31 4.15 4.15 4.00 3.85 3.38

5 2.75 4.38 4.00 3.75 4.50 4.13 3.63 2.88

6 4.21 4.43 4.14 4.36 4.29 3.50 4.43 3.50

7 3.64 3.68 4.00 4.32 4.18 2.55 3.73 3.45

8 4.42 4.58 4.50 4.67 4.42 3.75 4.42 4.17

9 4.14 4.36 4.29 4.29 3.86 3.50 4.43 3.71

10 4.29 4.29 4.71 4.57 4.57 3.83 4.14 4.14

11 2.88 3.50 3.16 3.56 2.63 3.11 3.39 3.28

12 3.40 2.55 1.63 2.75 1.94 1.74 3.00 3.50

13 3.10 2.44 2.35 3.33 2.5 2.69 3.52 3.43

14 2.67 3.33 2.85 2.65 2.81 2.70 3.09 3.61

15 3.6 2.69 2.45 3.19 2.29 2.00 3.56 4.06

16 4.00 3.22 1.50 3.45 1.43 1.55 3.09 3.27

17 3.00 1.92 1.58 3.18 1.32 1.46 3.00 3.55

18 3.20 2.41 2.27 3.62 2.40 2.35 3.24 3.14

Based on the results, Euclidean 
distances between attributes were 
calculated, followed by the application 
of the Multidimensional Scaling (MDS) 
method for a graphical representation that 
allowed describing the proximity degree 
between these variables (illustration 1). 
The goodness of fit of  this  technique  to 

the sample data was assessed using the 
“stress” proximity indicator. According to 
Aldás & Uriel (2017), the obtained global 
value should be as small as possible, 
with established comparison ranges to 
qualify precision. In this study, a value of 
0.045 was obtained, considered good for 
the data set of the quantitative phase.
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Illustration 1
Graphic representation of the Multidimensional Scaling (MDS)

The two-dimensional repre-
sentation facilitates conjectures about 
existing groupings in the data set, 
considering the degree of proximity. To 
confirm  this  and  delve  deeper  into  the 
results, parallel analysis and the scree 
plot were used to identify the number 
of components to retain based on the 
amount of explained variance (Aldás & 

Uriel, 2017). Both analyses suggested 
three dimensions, serving as the basis 
for the application of the K-Means 
segmentation method, which, according 
to Ferreira Lopes et al. (2011), can be 
used post hoc. The centroids estimation 
was performed using the MDS distance 
matrix. The results of this estimation are 
shown in Table 4.

Table 4 
Centroids estimation for clusters

Cluster Connectivity Service
Time

Reasonable
Price

Quality 
of

Service

Variety 
in

dishes
Cleanliness Ambiance Size

1 5.46 6.62 5.62 5.32 6.95 2.78 2.43 2.30

2 6.63 7.59 3.42 3.11 3.98 5.28 6.44 6.18

3 2.19 2.19 6.37 7.32 7.64 7.06 5.98 5.08
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The variables “size,” “ambiance,” 
and  “cleanliness”  would  form  a  first 
cluster. Zhang et al, (2010) state that 
a  restaurant’s  environment  includes 
aspects like “atmosphere”, “comfort”, 
“hygiene”, “size”, and “decoration”, 
suggesting  the  identification  of  a  latent 
construct operationalized through 
these variables, considering the 
specific  sociocultural  aspects  of  young 
Colombians. “Cleanliness” as described 
by Jeong & Jang (2011) is the reflection 
of food quality, customer satisfaction, 
and positive electronic word-of-
mouth (E-WoM) for the establishment, 
underlining the necessity for maintaining 
strict standards of cleanliness and 
sanitation to project a good image of the 
restaurant (Ryu et al, 2008).

Thus, as these factors conceptually 
represent the same dimension, an 
average was calculated for the entire 
construct, resulting in a value of 3.7, 
indicating a bias towards high scores. 
This method,  known  as  ‘parcels’  in  the 
literature, representing a score obtained 
through the sum or simple average of the 
items that make up a particular construct, 
assumed  to  reflect  the  conceptual 
dimension they represent (Marcoulides 
& Schumacker, 2001).

Studies like Wu & Liang (2009) 
conclude that scores are higher for this 
construct  in  restaurants  classified  as 
“luxurious,” supported by research from 
Rodríguez-López et al, (2020), who 
show that high scores on ambiance-
related factors are characteristic of 
exclusive gastronomic establishments. 
This leads to the think that “luxurious 
restaurants” constitute the first prevalent 
gastronomic structure in Medellín, where 
such establishments aim to reflect more 
hedonic aspects, meaning customers 
seek more excitement, pleasure and 
enjoyment compared to functionality.

These  findings  emphasize 
the importance of “ambiance” as a 
differentiating  attribute  within  all  the 
existing categories, as those not only 
enhance to maintaining the current 
customers but attracting new ones. 
Canny, (2014), highlighting the need for 
careful attention to decoration, lighting, 
and color use to ensure an excellent 
gastronomic experience (Wu & Liang, 
2009).

Attributes such as “variety in 
dishes,” “reasonable price,” and “quality 
of service” would be the second attribute 
grouping  that define  the  “casual  dining” 
industry  classification,  blending  “full 
service” and “fast food” operation models 
to attract middle-income consumers 
who seek beyond fast food, enjoying 
an informal atmosphere and diverse 
dishes with professional service (Canny, 
2014). In addition, “reasonable price” 
significantly  influences  consumption 
propensity and subsequent satisfaction 
(Wu & Liang, 2009). Jeong & Jang (2011) 
mention this attribute in the gastronomy 
industry as a crucial factor with perceived 
price fairness being a determinant 
in customer loyalty, where perceived 
unfairness leads to dissatisfaction, 
complaints, and diminished reputation. 
Professionals must carefully maintain 
prices  that  reflect  value,  aligning  with 
the socioeconomic characteristics 
described.

The above implies that consumers 
demand qualities beyond basic needs 
satisfaction, with “service quality” 
being crucial for enhancing the dining 
experience. Continuous adaptation 
to  customers’  taste  and  preference 
changes is essential for variety in dishes, 
considering it a vital criterion for offering 
local culture and cuisine perspectives 
(Chang et al, 2011). Suggesting that the 
establishments should keep updated 
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their offer to capture not only the attention 
of locals, but visitors who are looking for 
this kind of experiences.

Finally, “service time” and 
“connectivity” would represent a third 
cluster. Variables such as “connectivity” 
and “service time” both grouped in 
cluster 3 (see Table 4) refer in literature 
to a category of establishments known 
as “cafeterias” or “co-working spaces” 
(Marinho et al, 2017). These spaces are 
designed for people to consume both cold 
and hot drinks, as well as a wide variety 
of food items. Here, individuals can work 
and interact as long as the necessary 
conditions are met (Marinho et al, 2017); 
that is, “connectivity” ensures that clients 
working from home can perform their 
duties in those places, providing good 
internet speed.

Consequently, it’s essential for the 
managers of these establishments to 
equip their spaces with elements that 
guarantee a positive experience in terms 
of  working  comfortably  and  efficiently. 
On the other hand, “service time” in 
this segment is associated with the 
staff’s speed  in  responding  to customer 
requests (Chang et al, 2011), thus, many 
young “digital nomads” spend much 
of their time in these places, meeting 
people or simply carrying out tasks 
related to their daily commitments.

The clustering achieved explains 
69% of the total variance. Considering 
that the research objective is to identify 
market structure through the similarity or 
proximity between analyzed factors, the 
previous table confirms the assumptions 
described in the MDS graph. 

6. Conclusion
The mixed-method design used 

in this research incorporated both 
exploratory and conclusive phases. 

The first phase considered a total of 30 
subjects  that  led  to  the  identification  of 
eight variables and 15 establishments 
for their performance evaluation within 
each  identified  attribute  using  the 
CVP theory. With the participation of 
352 young subjects in Medellín. The 
application of multivariate techniques 
led to the consolidation of three 
variable clusters characterizing the 
city’s  gastronomic  segmentation. These 
findings  offer  significant  insights  for 
Marketing, Tourism, and Management 
professionals by providing strategies for 
communication and strategic positioning 
based on key market attributes for a 
specific gastronomic category (Dodds & 
Holmes, 2017).

Sociodemographic aspects related 
to purchasing power and employment 
levels suggest that there has been an 
increase  in  the  flow  of  young  people 
towards luxury dining establishments 
after the pandemic. This is possibly 
due to habits inherited from parents in 
previous  years.  It’s  important  for  future 
research to consider aspects related 
to identifying the purchase motivators 
in this type of restaurant. Additionally, 
among the identified attributes, it’s clear 
that  “ambiance”  reflects  the  structural 
differences in the operating model of each 
segment. Therefore, each establishment 
must ensure it has a sufficiently attractive 
atmosphere and decor to guarantee 
effective differentiation.

Regarding the “casual dining” 
segment, changes in the environment 
have  modified  the  classic  operating 
models, and this is empirically 
demonstrated in this study. The classic 
“fast food” establishment has gradually 
shifted towards a more personalized 
service focused on positive experiences. 
This is because young people represent 
consumers with high bargaining power, 
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having real-time information about most 
restaurants in this category. They demand 
that their time spent in a restaurant be as 
pleasant as possible, including fast food 
under a more personalized model.

As  final  considerations,  it’s  vital  to 
understand how young people evaluate 
gastronomic  experiences  across  different 
restaurant categories to develop, adjust, 
and enhance the promotion of gastronomic 
products more effectively and forcefully. 

Furthermore, these aspects could 
provide  significant  inputs  in  seeking  to 
create a competitive advantage that can 
be sustainable over time, aiming to create 
memorable imprints for those demanding 
these services. Therefore, future studies 
should address other population 
segments to broaden the range of 
results and allow more establishments 
to have useful information for developing 
more  effective marketing  actions where 
benefits  increasingly  accrue  to  both 
providers  and  demanders.  Benefits  like 
service personalization, economies of 
scale  and  prices  that  truly  reflect  the 
value for the customer. 

References bibliographic
Alcaldía de Bogotá. (2013). Causas por 

las que algunas empresas entran en 
crisis. Alcaldía de Bogotá. https://
bogota.gov.co/servicios/empleo/
conozca-las-causas-por-las-que-
algunas-empresas-entran-en-crisis 

Aldás, J., & Uriel, E. (2017). Análisis 
multivariante aplicado con R 
(Paraninfo, Vol. 2).

Asghar, M., Ting, D. H., Salim, L., & 
Ahmad-Ur-Rehman, M. (2021). 
Influence  of  servicescape  on 
behavioural intentions through 
mediation  and  moderation  effects: 
A  study  on  Malaysia’s  full-service 
restaurants. Cogent Business and 

Management, 8(1). https://doi.org/10
.1080/23311975.2021.1924923 

Ayuningtyas, F., & Uljanatunnisa, U. 
(2019). SOCIAL SCIENCES & 
HUMANITIES. The Power of Word of 
Mouth to Establish Brand Positioning 
(A Case Study of the House of 
Raminten as a Modern Style of 
Angkringan Traditional in Yogyakarta, 
Indonesia). Pertanika J. Soc. Sci. & 
Hum, 27(2), 1325–1337.

Belarmino, A., Ozdemir, O., & Dogru, T. 
(2021). Always local? Examining the 
relationship between peer-to-peer 
accommodations and restaurants. 
Journal of Hospitality and Tourism 
Management, 48, 289–300. https://
doi.org/10.1016/j.jhtm.2021.07.003 

Canny, I. (2014). Measuring the Mediating 
Role of Dining Experience Attributes 
on Customer Satisfaction and Its 
Impact on Behavioral Intentions of 
Casual Dining Restaurant in Jakarta. 
International Journal of Innovation, 
Management and Technology, 5(1). 
https://doi.org/10.7763/ijimt.2014.
v5.480 

Castro, S. (2021). ¿Cómo les fue a los 
bares y restaurantes colombianos en 
2020? Bancolombia.

Chang, R. C. Y., Kivela, J., & Mak, 
A. H. N. (2011). Attributes that 
influence  the  evaluation  of  travel 
dining experience: When East meets 
West. Tourism Management, 32(2), 
307–316. https://doi.org/10.1016/j.
tourman.2010.02.009 

Coca, M. (2007). Importancia y concepto 
del posicionamiento una breve 
revisión teórica. PERSPECTIVAS, 
(20), 105-114. https://www.redalyc.
org/pdf/4259/425942331007.pdf

Cooper, K., Dedehayir, O., Riverola, C., 
Harrington, S., & Alpert, E. (2022). 
Exploring consumer perceptions 
of the value proposition embedded 

http://creativecommons.org/licenses/by-nc-sa/3.0/deed.es_ES
https://www.produccioncientificaluz.org/index.php/rvg
https://bogota.gov.co/servicios/empleo/conozca-las-causas-por-las-que-algunas-empresas-entran-en-crisis
https://bogota.gov.co/servicios/empleo/conozca-las-causas-por-las-que-algunas-empresas-entran-en-crisis
https://bogota.gov.co/servicios/empleo/conozca-las-causas-por-las-que-algunas-empresas-entran-en-crisis
https://bogota.gov.co/servicios/empleo/conozca-las-causas-por-las-que-algunas-empresas-entran-en-crisis
https://doi.org/10.1080/23311975.2021.1924923
https://doi.org/10.1080/23311975.2021.1924923
https://doi.org/10.1016/j.jhtm.2021.07.003
https://doi.org/10.1016/j.jhtm.2021.07.003
https://doi.org/10.7763/ijimt.2014.v5.480
https://doi.org/10.7763/ijimt.2014.v5.480
https://doi.org/10.1016/j.tourman.2010.02.009
https://doi.org/10.1016/j.tourman.2010.02.009
https://www.redalyc.org/pdf/4259/425942331007.pdf
https://www.redalyc.org/pdf/4259/425942331007.pdf


442

Market segmentation and perceived value in the gastronomy industry of Medellin, 
Colombia: an empirical study
Casadiego-Alzate, Rodolfo; Balzan, Alexander; Castañeda-Quirama, Tatiana y
Velásquez-Calle, Paula Andrea_____________________________________________

• Esta obra está bajo una licencia de Creative Commons Atribución-CompartirIgual 4.0 Internacional (CC BY-SA 4.0)
https://creativecommons.org/licenses/by-sa/4.0/deed.es     https://www.produccioncientificaluz.org/index.php/rvg

Twitter: @rvgluz

in vegan food products using text 
analytics. Sustainability, 14(4), 
2075. doi:https://doi.org/10.3390/
su14042075

Cámara de Comercio Medellín (2021). 
Clúster Turismo de Negocios. 
https://www.camaramedellin.com.
co/comunidad-cluster/comunidad-
cluster/cluster-turismo-de-negocios 

Daabes, A. S. A., & Kharbat, F. F. (2017). 
Customer-based perceptual map 
as a marketing intelligence source. 
Int. J. Economics and Business 
Research, 13(4).

Departamento Administrativo Nacional 
de Estadística. (2017). Comunicado 
de prensa. Producto Interno 
Bruto (PIB) Tercer trimestre 2017. 
h t tps : / /www.dane.gov.co/ f i les /
investigaciones/boletines/pib/cp_
PIB_IIItrim17_oferta.pdf 

Departamento Administrativo Nacional 
de Estadística. (2018). Boletín 
técnico. Producto Interno Bruto (PIB) 
2018. https://www.dane.gov.co/files/
investigaciones/boletines/pib/bol_
PIB_IIItrim18_producion.pdf 

Departamento Administrativo Nacional 
de Estadística. (2019). Comunicado 
de prensa. Producto Interno Bruto 
(PIB) 2019. https://www.dane.gov.co/
files/investigaciones/boletines/pib/
cp_PIB_IIItrim19.pdf 

Departamento Administrativo Nacional 
de Estadística. (2020). Comunicado 
de prensa Resultados EMC, EMMET, 
EMS y EMA. https://www.dane.gov.
co/files/comunicados/comunicado-
economicas-agosto-2020.pdf 

Dodds, R., & Holmes, M. R. (2017). 
Local Versus Visitor Perceptions of 
Farmers’  Markets.  Journal of Food 
Products Marketing, 23(2), 167–185. 
https://doi.org/10.1080/10454446.20
17.1244785 

Ferreira, S. D., Real, E., & Rial, A. 
(2011). Aplicación del escalamiento 
multidimensional al marketing 
turístico. Estudios y Perspectivas en 
Turismo, 20, 21–33.

Galvis, V., Bustamante, M., & Sarmiento, 
C. A. (2023). Norma técnica para 
la detección temprana de las 
alteraciones del desarrollo del 
joven de 10 a 29 años. https://
www.minsalud.gov.co/si tes/r id/
Lists/BibliotecaDigital/RIDE/VS/
PP/7Deteccion%20temprana%20
alteraciones%20joven.pdf 

Ge, Y., Yuan, Q., Wang, Y., & Park, K. 
(2021). The structural relationship 
among perceived service quality, 
perceived value, and customer 
satisfaction-focused on starbucks 
reserve  coffee  shops  in  Shanghai, 
China. Sustainability (Switzerland), 
13(15). https://doi.org/10.3390/
su13158633 

Gorard, S. (2013). Research Design: 
Creating Robust Approaches for the 
Social Sciences (K. Metzler, Ed.; 
SAGE, Vol. 1). 

Gutiérrez, E. (2020). Crisis sacude a 
los restaurantes de Medellín. El 
Tiempo. https://www.eltiempo.com/
colombia/medellin/crisis-sacude-a-
los-restaurantes-de-medellin-525128 

Lambin, J.J., Gallucci, C., & Sicurello, 
C. (2009). Dirección de Marketing. 
Gestión Estratégica y Operativa del 
Mercado (J. Mares Chacón & R. A. 
Bosque Alayón, Eds.; Mc Graw Hill, 
Vol. 2).

Jeong, E. H., & Jang, S. C. S. (2011). 
Restaurant experiences triggering 
positive electronic word-of-mouth 
(eWOM) motivations. International 
Journal of Hospitality Management, 
30(2), 356–366. https://doi.
org/10.1016/j.ijhm.2010.08.005 

Johnston, J. W., & Marshall, G. W. 

http://creativecommons.org/licenses/by-nc-sa/3.0/deed.es_ES
https://www.produccioncientificaluz.org/index.php/rvg
https://doi.org/10.3390/su14042075
https://doi.org/10.3390/su14042075
https://www.camaramedellin.com.co/comunidad-cluster/comunidad-cluster/cluster-turismo-de-negocios
https://www.camaramedellin.com.co/comunidad-cluster/comunidad-cluster/cluster-turismo-de-negocios
https://www.camaramedellin.com.co/comunidad-cluster/comunidad-cluster/cluster-turismo-de-negocios
https://www.dane.gov.co/files/investigaciones/boletines/pib/cp_PIB_IIItrim17_oferta.pdf
https://www.dane.gov.co/files/investigaciones/boletines/pib/cp_PIB_IIItrim17_oferta.pdf
https://www.dane.gov.co/files/investigaciones/boletines/pib/cp_PIB_IIItrim17_oferta.pdf
https://www.dane.gov.co/files/investigaciones/boletines/pib/bol_PIB_IIItrim18_producion.pdf
https://www.dane.gov.co/files/investigaciones/boletines/pib/bol_PIB_IIItrim18_producion.pdf
https://www.dane.gov.co/files/investigaciones/boletines/pib/bol_PIB_IIItrim18_producion.pdf
https://www.dane.gov.co/files/investigaciones/boletines/pib/cp_PIB_IIItrim19.pdf
https://www.dane.gov.co/files/investigaciones/boletines/pib/cp_PIB_IIItrim19.pdf
https://www.dane.gov.co/files/investigaciones/boletines/pib/cp_PIB_IIItrim19.pdf
https://www.dane.gov.co/files/comunicados/comunicado-economicas-agosto-2020.pdf
https://www.dane.gov.co/files/comunicados/comunicado-economicas-agosto-2020.pdf
https://www.dane.gov.co/files/comunicados/comunicado-economicas-agosto-2020.pdf
https://doi.org/10.1080/10454446.2017.1244785
https://doi.org/10.1080/10454446.2017.1244785
https://www.minsalud.gov.co/sites/rid/Lists/BibliotecaDigital/RIDE/VS/PP/7Deteccion%20temprana%20alteraciones%20joven.pdf
https://www.minsalud.gov.co/sites/rid/Lists/BibliotecaDigital/RIDE/VS/PP/7Deteccion%20temprana%20alteraciones%20joven.pdf
https://www.minsalud.gov.co/sites/rid/Lists/BibliotecaDigital/RIDE/VS/PP/7Deteccion%20temprana%20alteraciones%20joven.pdf
https://www.minsalud.gov.co/sites/rid/Lists/BibliotecaDigital/RIDE/VS/PP/7Deteccion%20temprana%20alteraciones%20joven.pdf
https://www.minsalud.gov.co/sites/rid/Lists/BibliotecaDigital/RIDE/VS/PP/7Deteccion%20temprana%20alteraciones%20joven.pdf
https://doi.org/10.3390/su13158633
https://doi.org/10.3390/su13158633
https://www.eltiempo.com/colombia/medellin/crisis-sacude-a-los-restaurantes-de-medellin-525128
https://www.eltiempo.com/colombia/medellin/crisis-sacude-a-los-restaurantes-de-medellin-525128
https://www.eltiempo.com/colombia/medellin/crisis-sacude-a-los-restaurantes-de-medellin-525128
https://doi.org/10.1016/j.ijhm.2010.08.005
https://doi.org/10.1016/j.ijhm.2010.08.005


443

pp. 430-445
_________Revista Venezolana de Gerencia, Año 30 No. 109. Enero-Marzo, 2025

• Esta obra está bajo una licencia de Creative Commons Atribución-CompartirIgual 4.0 Internacional (CC BY-SA 4.0)
https://creativecommons.org/licenses/by-sa/4.0/deed.es     https://www.produccioncientificaluz.org/index.php/rvg
Twitter: @rvgluz

(2009). Administración de Ventas (J. 
Mares Chacón & R. Bosque Alayón, 
Eds.; Mc Graw Hill, Vol. 9).

Kazbare, L., van Trijp, H. C. M., & 
Eskildsen, J. K. (2010). A-priori and 
post-hoc segmentation in the design 
of healthy eating campaigns. Journal 
of Marketing Communications, 
16(1–2), 21–45. https://doi.
org/10.1080/13527260903342712 

Kotler, P. (2012). Dirección de Marketing 
(G. Domínguez Chávez & B. 
Gutiérrez Hernández, Eds.; Pearson 
Education, Vol. 14).

Kotler, P., & Armstrong, G. (2008). 
Principios de Marketing (A. Cañizal, 
Ed.; Pearson, Vol. 11).

Kwak, M. K., Lee, J., & Cha, S. S. (2021). 
Senior consumer motivations and 
perceived value of robot service 
restaurants in Korea. Sustainability 
(Switzerland), 13(5), 1–16. https://
doi.org/10.3390/su13052755 

Marcoulides, G. A., & Schumacker, R. 
E. (2001). Item parceling issues 
in structural equation modeling. In 
New developments and techniques 
in structural equation modeling (pp. 
269–296).

Marinho, C. de S., Almeida, S. de 
L., & Salazar, V. S. (2017). Uma 
xícara de Café? ¿A importância 
dos atributos de uma cafeteria na 
decisão de consumoA cup of coffee? 
The relevance of the attributes of a 
cafeteria in the consumption decisión 
Una taza de café? Hospitalidades, 
14(2), 1–24.

Medellín cómo vamos. (2020) Medellín 
y Valle de Aburrá registran tasa de 
desempleo más alta de los últimos 18 
años. Portal Medellín Cómo Vamos. 
https://www.medellincomovamos.
org/desempleo-en-medellin-covid19 

El tiempo (2018). El sector gastronómico 

en Medellín también llena los 
bolsillos. Medellín - Colombia. 
Periódico El Tiempo. https://www.
eltiempo.com/colombia/medellin/
el-sector-gastronomico-en-medellin-
tambien-llena-los-bolsillos-156114 

Mohd, N. (2017). Green products usage: 
structural relationships on customer 
satisfaction and loyalty. International 
Journal of Sustainable Development 
and World Ecology, 24(1), 88–95. 
https://doi.org/10.1080/13504509.20
16.1169563 

Mohd, Y. L., Wan Jusoh, W. J., & 
Maulan, S. (2021). Perceived quality 
association as determinant to re-
patronise Shariah-compliant brand 
restaurants. Journal of Islamic 
Marketing, 12(2), 302–315. https://
doi.org/10.1108/JIMA-10-2018-0190 

Musa, M. I., Ikhwan, M., Haeruddin, 
M., Ilham, M., Haeruddin, W., & 
Burhan, M. I. (2019). Analysis of 
Segmentation, Targeting, and Po-
sitioning in the Hospitality Sector: 
The Case of Paputo Beach Café. 
African Journal of Hospitality, Tour-
ism and Leisure, 8(4). https://www.
semanticscholar.org/paper/Anal-
ysis-of-Segmentat ion%2C-Tar-
geting%2C-and-in-the-The-Musa/
dcce9a6e42c1feffb38df8f44683f22b-
c6ed6eae

Pérez-Villarreal, H. H., Martínez-Ruiz, 
M. P., Izquierdo-Yusta, A., & Gómez-
Cantó, C. M. (2020). Food values, 
benefits  and  their  influence  on 
attitudes and purchase intention: 
Evidence obtained at fast-food 
hamburger restaurants. Sustainability 
(Switzerland), 12(18). https://doi.
org/10.3390/SU12187749 

Poulter, H., & Bolton, R. (2023). 
Embedding broader values in the 
regulatory model: An analysis 
of  Ofgem’s  consumer  value 
proposition for the natural gas 

http://creativecommons.org/licenses/by-nc-sa/3.0/deed.es_ES
https://www.produccioncientificaluz.org/index.php/rvg
https://doi.org/10.1080/13527260903342712
https://doi.org/10.1080/13527260903342712
https://doi.org/10.3390/su13052755
https://doi.org/10.3390/su13052755
https://www.medellincomovamos.org/desempleo-en-medellin-covid19
https://www.medellincomovamos.org/desempleo-en-medellin-covid19
https://www.eltiempo.com/colombia/medellin/el-sector-gastronomico-en-medellin-tambien-llena-los-bolsillos-156114
https://www.eltiempo.com/colombia/medellin/el-sector-gastronomico-en-medellin-tambien-llena-los-bolsillos-156114
https://www.eltiempo.com/colombia/medellin/el-sector-gastronomico-en-medellin-tambien-llena-los-bolsillos-156114
https://www.eltiempo.com/colombia/medellin/el-sector-gastronomico-en-medellin-tambien-llena-los-bolsillos-156114
https://doi.org/10.1080/13504509.2016.1169563
https://doi.org/10.1080/13504509.2016.1169563
https://doi.org/10.1108/JIMA-10-2018-0190
https://doi.org/10.1108/JIMA-10-2018-0190
https://www.semanticscholar.org/paper/Analysis-of-Segmentation%2C-Targeting%2C-and-in-the-The-Musa/dcce9a6e42c1feffb38df8f44683f22bc6ed6eae
https://www.semanticscholar.org/paper/Analysis-of-Segmentation%2C-Targeting%2C-and-in-the-The-Musa/dcce9a6e42c1feffb38df8f44683f22bc6ed6eae
https://www.semanticscholar.org/paper/Analysis-of-Segmentation%2C-Targeting%2C-and-in-the-The-Musa/dcce9a6e42c1feffb38df8f44683f22bc6ed6eae
https://www.semanticscholar.org/paper/Analysis-of-Segmentation%2C-Targeting%2C-and-in-the-The-Musa/dcce9a6e42c1feffb38df8f44683f22bc6ed6eae
https://www.semanticscholar.org/paper/Analysis-of-Segmentation%2C-Targeting%2C-and-in-the-The-Musa/dcce9a6e42c1feffb38df8f44683f22bc6ed6eae
https://www.semanticscholar.org/paper/Analysis-of-Segmentation%2C-Targeting%2C-and-in-the-The-Musa/dcce9a6e42c1feffb38df8f44683f22bc6ed6eae
https://doi.org/10.3390/SU12187749
https://doi.org/10.3390/SU12187749


444

Market segmentation and perceived value in the gastronomy industry of Medellin, 
Colombia: an empirical study
Casadiego-Alzate, Rodolfo; Balzan, Alexander; Castañeda-Quirama, Tatiana y
Velásquez-Calle, Paula Andrea_____________________________________________

• Esta obra está bajo una licencia de Creative Commons Atribución-CompartirIgual 4.0 Internacional (CC BY-SA 4.0)
https://creativecommons.org/licenses/by-sa/4.0/deed.es     https://www.produccioncientificaluz.org/index.php/rvg

Twitter: @rvgluz

distribution sector. Utilities Policy, 80, 
101470. https://doi.org/10.1016/j.
jup.2022.101470

Rabanal de Dios, A. (2021). Factores 
influyentes en la intención de visitar 
un restaurante de lujo. [Universidad 
del Pais Vasco]. https://addi.ehu.es/
handle/10810/55316

Reuters. (2023). Colombia to hikie 
mínimum wage by 12% in 2024. 
Thomson Reuters. https://www.
r e u t e r s . c o m / w o r l d / a m e r i c a s /
colombia-h ike-minimum-wage-
by-12-2024-2023-12-30/ 

Rodríguez-López, M., Aalcántara-
Pilar, J. M., & Rojas-Lamorena, Á. 
O. J. (2020). Dining experience 
in the restaurant: Theoretical and 
empirical delimitation for two types 
of establishments. Cuadernos 
de Gestión, 20(1). https://doi.
org/10.5295/CDG.180904MR 

Ryu, K., Han, H., & Kim, T. H. (2008). The 
relationships among overall quick-
casual restaurant image, perceived 
value, customer satisfaction, and 
behavioral intentions. International 
Journal of Hospitality Management, 
27(3), 459–469. https://doi.
org/10.1016/j.ijhm.2007.11.001 

Semana. (2020). ¿Cómo va la 
reactivación del sector gastronómico 
en Colombia? Revista Semana. 
https://www.semana.com/nacion/
articulo/como-va-la-reactivacion-
d e l - s e c t o r - g a s t r o n o m i c o - e n -
colombia/202009/ 

Siyal, S., Ahmed, M. J., Ahmad, R., 
Khan, B. S., & Xin, C. (2021). Factors 
influencing green purchase intention: 
Moderating role of green brand 
knowledge. International Journal 
of Environmental Research and 
Public Health, 18(20). https://doi.
org/10.3390/ijerph182010762 

Slack, N. J., Singh, G., Ali, J., Lata, 

R., Mudaliar, K., & Swamy, Y. 
(2021).  Influence  of  fast-food 
restaurant service quality and its 
dimensions on customer perceived 
value, satisfaction and behavioural 
intentions. British Food Journal, 
123(4), 1324–1344. https://doi.
org/10.1108/BFJ-09-2020-0771 

Slater, M. D. (1996). Theory and method 
in health audience segmentation. 
Journal of Health Communication, 
1(3), 267–283. https://doi.
org/10.1080/108107396128059 

Sousa, R., Horta, C., Ribeiro, R., 
& Rabinovich, E. (2020). How 
to serve online consumers in 
rural markets: Evidence-based 
recommendations. Business 
Horizons, 63(3), 351-362. https://doi.
org/10.1016/j.bushor.2020.01.007

Stalgaitis, C. A., Jordan, J. W., Djakaria, 
M., Saggese, D. J., & Robbins 
Bruce, H. (2022). Psychographic 
segmentation to identify higher-
risk teen peer crowds for health 
communications: Validation of 
Virginia’s  Mindset  Lens  Survey. 
Frontiers in Public Health, 10, 
871864. https://doi.org/10.3389/
fpubh.2022.871864

Tukker, A., & Tischner, U. (2006). Product-
services  as  a  research  field:  Past, 
present, and future. Reflections from 
a decade of research. Journal of 
Cleaner Production, 14(17), 1552-
1556. https://doi.org/10.1016/j.
jclepro.2006.01.022

Varela, J., García, A., Braña, T., & Rial, 
A. (2002). Imagen y posicionamiento 
de establecimientos minoristas. 
Psicothema, 14(1), 92–99. http://
psicothema.com/pdf/691.pdf 

Varón, D., & Daza, C. (2022). Estilos 
de vida en millennials. Boletín de 
Antropología, 37(63), 23. https://doi.
org/10.17533/udea.boan.v37n63a9 

http://creativecommons.org/licenses/by-nc-sa/3.0/deed.es_ES
https://www.produccioncientificaluz.org/index.php/rvg
https://doi.org/10.1016/j.jup.2022.101470
https://doi.org/10.1016/j.jup.2022.101470
https://addi.ehu.es/handle/10810/55316
https://addi.ehu.es/handle/10810/55316
https://www.reuters.com/world/americas/colombia-hike-minimum-wage-by-12-2024-2023-12-30/
https://www.reuters.com/world/americas/colombia-hike-minimum-wage-by-12-2024-2023-12-30/
https://www.reuters.com/world/americas/colombia-hike-minimum-wage-by-12-2024-2023-12-30/
https://www.reuters.com/world/americas/colombia-hike-minimum-wage-by-12-2024-2023-12-30/
https://doi.org/10.5295/CDG.180904MR
https://doi.org/10.5295/CDG.180904MR
https://doi.org/10.1016/j.ijhm.2007.11.001
https://doi.org/10.1016/j.ijhm.2007.11.001
https://www.semana.com/nacion/articulo/como-va-la-reactivacion-del-sector-gastronomico-en-colombia/202009/
https://www.semana.com/nacion/articulo/como-va-la-reactivacion-del-sector-gastronomico-en-colombia/202009/
https://www.semana.com/nacion/articulo/como-va-la-reactivacion-del-sector-gastronomico-en-colombia/202009/
https://www.semana.com/nacion/articulo/como-va-la-reactivacion-del-sector-gastronomico-en-colombia/202009/
https://doi.org/10.3390/ijerph182010762
https://doi.org/10.3390/ijerph182010762
https://doi.org/10.1108/BFJ-09-2020-0771
https://doi.org/10.1108/BFJ-09-2020-0771
https://doi.org/10.1080/108107396128059
https://doi.org/10.1080/108107396128059
https://doi.org/10.1016/j.bushor.2020.01.007
https://doi.org/10.1016/j.bushor.2020.01.007
https://doi.org/10.3389/fpubh.2022.871864
https://doi.org/10.3389/fpubh.2022.871864
https://doi.org/10.1016/j.jclepro.2006.01.022
https://doi.org/10.1016/j.jclepro.2006.01.022
http://psicothema.com/pdf/691.pdf
http://psicothema.com/pdf/691.pdf
https://doi.org/10.17533/udea.boan.v37n63a9
https://doi.org/10.17533/udea.boan.v37n63a9


445

pp. 430-445
_________Revista Venezolana de Gerencia, Año 30 No. 109. Enero-Marzo, 2025

• Esta obra está bajo una licencia de Creative Commons Atribución-CompartirIgual 4.0 Internacional (CC BY-SA 4.0)
https://creativecommons.org/licenses/by-sa/4.0/deed.es     https://www.produccioncientificaluz.org/index.php/rvg
Twitter: @rvgluz

Wu, C. H. J., & Liang, R. Da. (2009). 
Effect  of  experiential  value  on 
customer satisfaction with service 
encounters in luxury-hotel restaurants. 
International Journal of Hospitality 
Management, 28(4), 586–593. https://
doi.org/10.1016/j.ijhm.2009.03.008 

Yeo, G. E., Cho, M. S., & Oh, J. (2020). 
Food-related lifestyle segmentation 
and  beverage  attribute’  selection: 
toward understanding of sugar-
reduced beverages choice. British 
Food Journal, 122(12), 3663–3677. 
https://doi.org/10.1108/BFJ-10-2019-
0817 

Zapata, M. (2020). El Sector 
gastronómico se reactiva a través de 
experiencias virtuales. TeleMedellín. 
https://telemedellin.tv/el-sector-
gastronomico-se-reactiva-a-traves-
de-experiencias-virtuales/402918/ 

Zhang, Z., Ye, Q., Law, R., & Li, Y. (2010). 
The impact of e-word-of-mouth on 
the online popularity of restaurants: A 
comparison of consumer reviews and 
editor reviews. International Journal 
of Hospitality Management, 29(4), 
694–700. https://doi.org/10.1016/j.
ijhm.2010.02.002 

http://creativecommons.org/licenses/by-nc-sa/3.0/deed.es_ES
https://www.produccioncientificaluz.org/index.php/rvg
https://doi.org/10.1016/j.ijhm.2009.03.008
https://doi.org/10.1016/j.ijhm.2009.03.008
https://doi.org/10.1108/BFJ-10-2019-0817
https://doi.org/10.1108/BFJ-10-2019-0817
https://telemedellin.tv/el-sector-gastronomico-se-reactiva-a-traves-de-experiencias-virtuales/402918/
https://telemedellin.tv/el-sector-gastronomico-se-reactiva-a-traves-de-experiencias-virtuales/402918/
https://telemedellin.tv/el-sector-gastronomico-se-reactiva-a-traves-de-experiencias-virtuales/402918/
https://doi.org/10.1016/j.ijhm.2010.02.002
https://doi.org/10.1016/j.ijhm.2010.02.002

