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ABSTRACT 
The study's objective is to examine the effects of social media usage on domestic 
tourism in Saudi Arabia and determine the factors that contribute to these effects. To 
accomplish this goal, we will analyze data regarding users' utilization of social media 
platforms and their influence on their responsible conduct towards domestic tourism. 
This analysis will be done by administering 886 questionnaires tailored to each user, 
the study also seeks to determine the elements influencing user response to this 
information, including age, gender, education, culture, socioeconomic status, and 
environmental factors. Amos will utilize equations to analyze the data. The study 
discovered a statistically significant correlation between the utilization of social media 
platforms to promote domestic tourism in Saudi Arabia and the variations in impact 
based on gender and educational attainment. 

KEYWORDS 
Social Media, Inland Tourism, Saudi Arabia. 
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1. INTRODUCTION 

Social media is one of the most significant technological innovations of the last 
decade, and it has seen a dramatic development in use and diffusion worldwide. 
Among the sectors that have greatly benefited from this development is tourism, 
specifically the development of inland tourism. Saudi Arabia is one of the most 
essential destinations in the world, with a rich cultural and historical heritage and 
many beautiful natural sites. [5]. The development of social media has played a 
significant role in promoting domestic tourism and informing people about the 
Kingdom's contribution. The tourism industry's development considers the tourist 
destination's social and cultural environments, particularly its perceptions [25][30]. It 
considers tourism a promising sector in providing local employment opportunities and 
raising and promoting tax revenues. [25]. 

Tourism development has gained global recognition as a catalyst for economic 
growth, agriculture, energy development, and poverty alleviation. Although scientists 
disagree with empirical research, tourism development is widely believed to lead to 
economic growth [24]. Tourism participates in the growth and development of the 
State, primarily by bringing in multiple economic values and benefits and by helping to 
build the value, image, and identity of the brand in the region. As a significant 
contributor to economic growth [18], however, we must also face the potential 
challenges and problems that may arise from using social media to develop inland 
tourism. The dispersion of information, the spread of false news, the negative impact 
on privacy and safety, and the challenges of controlling the reputation and quality of 
destinations may arise. [39].  

This study will contribute to a better understanding of the impact of social media 
sites on the development of inland tourism in Saudi Arabia. It will provide practical 
recommendations and suggestions to promote the effective use of these platforms in 
promoting local destinations. It will also contribute to guiding governmental and private 
efforts to strengthen the domestic tourism sector and achieve sustainable 
development in Saudi Arabia. Hence, the problem of the following: 

Do social media sites have a statistically significant impact on the 
development of inland tourism in Saudi Arabia? 

This scientific article aims to study the impact of social media sites on the 
development of inland tourism in Saudi Arabia. The various impacts of these platforms 
on the tourism sector will be analyzed, as well as how their practical use in promoting 
local destinations can be enhanced. A comprehensive research methodology, 
including a quantitative analysis of available data, was used, and previous studies and 
research on the impact of social media on inland tourism were also reviewed.  

The importance of studying the impact of social media on the development of 
inland tourism in Saudi Arabia is to promote inland tourism. The development of 
domestic tourism is essential for strengthening the local economy and diversifying 
Saudi Arabia's sources of income. By understanding the impact of social media sites, 

https://doi.org/10.17993/3cemp.2024.130153.15-34
17

3C Empresa. Investigación y pensamiento crítico. ISSN: 2254-3376 Ed. 53 Iss.13 N.1  January - March, 2024 



promotion and marketing strategies for inland destinations can be improved, and 
demand can increase. In addition to raising community awareness, social media can 
play an essential role in raising awareness of Saudi Arabia's culture, heritage, and 
natural beauty among the community. By sharing personal images and experiences, 
national affiliation and pride can be enhanced, and interest in internal tourism can be 
enhanced. Impact on the local economy: Strengthening domestic tourism leads to 
increased spending in tourist areas, shops, restaurants, and local hotels. The 
contributes to the creation of new jobs, the strengthening of the local economy, and 
the improvement of the local population's standard of living. 

Furthermore, the development of tourism infrastructure, where increased attention 
to inland tourism can enhance investment in tourism infrastructure, and famous 
tourism trends can encourage private and government participation to improve 
infrastructure, including developing tourism roads, facilities, and monuments. Finally, 
private sector development can enhance the role of the private sector in developing 
inland tourism. Hotels, tourist companies, and other facilities can use social media to 
promote tourism offers and services and attract more visitors. 

The study of the impact of social media on the development of domestic tourism in 
Saudi Arabia aims to achieve several objectives, the most important of which is to 
understand the impact of social media. The study aims to explore and analyze how 
social media can influence tourism behavior and interest in domestic tourism in Saudi 
Arabia. The study will attempt to understand the patterns, trends, and impact of these 
platforms on destination selection and travel decisions. Improving promotion and 
marketing strategies: The study will analyze data and capture patterns and trends in 
the use of social media to promote internal tourism. This knowledge will be used to 
improve marketing strategies, promote internal destinations, and raise awareness and 
demand. Measuring the impact of social media on inland tourism: The study will 
assess the results and practical impact of social media in promoting inland tourism. 
Research and analysis tools will be used to measure the increase in demand for 
inland tourism and to identify the factors influencing this increase. 

The results show that social media sites are crucial in promoting domestic tourism 
in Saudi Arabia. Local travelers can share experiences and destination information 
through these platforms and obtain valuable recommendations and tips [4]. In 
addition, tourism institutions and stakeholders can use social media sites to promote 
performances and events and raise awareness of the Kingdom's cultural and natural 
heritage. [34] 

This article was divided into five parts arranged as follows: first, introduction, 
Second, Literature Review. Thirdly Methodology. Fourthly, Results and Discussion. 
Finally, it contains a summary of the findings and recommendations and a search 
horizon. 

https://doi.org/10.17993/3cemp.2024.130153.15-34
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2. LITERATURE REVIEW 

Several studies covered the subject in various aspects, including the reference to 
the relationship between inland tourism and its impact on the quality of life. Study [25] 
Effects of tourism on residents' quality of life in Saudi Arabia: An empirical study, which 
examined the effects of tourism on the quality of life of residents of Saudi Arabia and 
identified a range of critical derivatives that could be affected by tourism. This article 
discussed four main dimensions that precisely define the scope of tourism: economic, 
social, cultural, and environmental; with the analysis of empirical data from Saudi 
Arabia, these dimensions are being tested about Saudi Arabia's broader demographic 
variables through a questionnaire from a sample of 775 locals living in the Makkah Al-
Mukarramah area. A simple regression analysis was carried out, and a test (v) was 
conducted to examine the study hypotheses. A regression analysis showed that 
tourism had a rather direct impact on the population's quality of life. Analysis of test t 
showed that many demographic factors were primarily linked to the four dimensions of 
tourism. Also, a study [29] concluded that the participants had been granted leave as 
the primary motivation for choosing to spend their vacations locally; a recent study 
[34] investigates the impact of tourism on fostering economic growth in Saudi Arabia. 
The study utilizes annual time series data spanning from 2003 to 2019. The study 
employs fundamental statistical techniques such as correlations, unit root testing, and 
Johansen joint integration testing. The researchers are conducting tests on the 
decrease in joint integration and the Granger causality test to validate the correlation 
between tourism and economic growth. The findings indicate a significant and 
enduring correlation between economic growth and several aspects of tourism, 
including tourism profits, tourism expenditures, and tourist arrivals. Specifically, the 
number of tourists visiting a destination is closely associated with economic growth. 
This study conducted by Rehman and Alnuzhah [38] focuses on examining the 
relationship between tourism and economic growth. To determine the motives for 
travel or the intentions of tourists. The catalysts identified showed that "participation in 
new adventures has increased tourist knowledge and flight from routines has been the 
most important reason for visiting Saudi tourists in the Ha'il area. The cluster analysis 
results show that "relaxation" is the highest catalyst for tourists visiting Hail. Studies 
focused on social media, most notably Alqahtani & Saba, 2014, which were conducted 
through 646 online surveys and used for data analysis. The study conducted the 
Tokidi working analysis, structural equation modeling, and multi-cluster analysis to test 
hypotheses through SPS and AMOS. The results also showed that "the credibility of 
information" significantly affects "knowledge image," "emotional image," and 
"behavioral intention." The results also indicated that participants using Twitter and 
different platforms to search for emerging destinations had partially influenced the 
model. It contributes to understanding the factors affecting the images of emerging 
destinations through social networking platforms and influencing tourists' intentions to 
visit emerging destinations. This proposition is consistent with a study [19], which 
refers to the use of social media for e-commerce between small companies in Saudi 
Arabia through various sites, and a study [40], which argues that Internet and 
information technology are not critical factors for successful marketing of small and 
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medium-sized businesses from the point of view of the Saudi Arabia tourism industry. 
What characterizes our study is that all studies have focused on an essential factor, 
namely, the underlying motives or factors affecting internal tourism, without 
considering their development factors. 

3. METHODOLOGY 

The research explains in detail how the study is designed, and data is collected 
and analyzed. This method includes the description of the sample used, the 
measurement tools used, and the statistical analysis methods. 

3.1. STUDY MODEL: 

 
Figure 1. Model of Study 

The usage of media has an impact, on domestic tourism with age and gender 
playing a role in how people interact and share content. The more individuals use 
media the more likely they are to come across materials, travel guides and 
recommendations for domestic tourism destinations and activities. This exposure can 
influence their decision making process. Inspire them to explore tourism options. 
Interacting with tourism related content on media through liking, commenting and 
sharing can also contribute to spreading information about tourism destinations and 
experiences. Positive interactions with content can generate interest among 
individuals making them more likely to consider tourism as a leisure option. Users who 
actively share content related to tourism contribute to word of mouth promotion by 
exposing their circles to information about local attractions, events and 
accommodations. When this shared content comes from trusted peers or influencers, 
within ones network it carries greater credibility and influence. 

Different age groups may have patterns of using media and engaging with 
domestic tourism content. Younger generations, like Millennials and Generation Z are 
often more tech savvy and active on media. They rely heavily on platforms like media 
for planning trips finding inspiration from posts created by users and influencer 
recommendations. On the hand older age groups may not use media as much when it 
comes to travel planning but could still be influenced by content shared by friends or 
family members. Gender also plays a role in how people engage with tourism content 
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on media. Research suggests that women tend to share and interact with travel 
related content frequently than men. This means that marketing strategies targeting 
social media users should focus on using user generated content, testimonials and 
captivating visuals to capture their interest in tourism experiences. Overall it is crucial 
for tourism marketers and policymakers to understand the factors that influence social 
media usage and engagement behaviors taking into account differences such, as age 
and gender. This understanding will help them effectively utilize media platforms to 
promote tourism initiatives. 

3.2. STUDY VARIABLES: 

3.2.1. SOCIAL MEDIA SITES: 

Social connection is being facilitated through the Internet and the global network. 
Nevertheless, the swift proliferation of web features in the social realm, coupled with 
the affordable nature of online data storage, has enabled the provision of user-centric 
online spaces to Internet users. These spaces can be filled with user-generated 
content and offer numerous possibilities for interlinking, thereby facilitating the 
formation of virtual social networks. Social media services rapidly became a 
commercial and social phenomenon by capitalizing on the underlying necessities [37]. 
The most prominent social media platforms include Facebook, Twitter, Instagram, and 
TikTok. The word "social network" will be the initial concept mentioned while 
discussing the question: What is social media? The response could be deemed 
unambiguous. Facebook and Twitter are both prominent social media platforms. The 
reference is from Boyd and Brennan's work published in 2006. In the past decade, 
there has been significant growth in intricate, diverse, and highly engaged interactions 
between firms and their customers via social media platforms. Companies utilize 
social media platforms to enhance their reach to customers in different locations [15] 
and improve their brand perception [35]. As customers now view social media as a 
source of marketing information rather than just a promotional tool, it has become 
crucial for marketers to effectively utilize social media and its capabilities to control, 
analyze, and predict customer behavior. In order to gain a competitive edge and 
produce exceptional results [27], although corporate social media presents significant 
opportunities, there is currently a lack of a definitive definition or comprehensive 
framework to effectively incorporate social media into marketing strategies and fully 
comprehend the nature and function of social media marketing strategies [12]. Social 
media platforms serve as channels in marketing, enabling individuals to establish 
connections and exchange information and emotions. The reference is from Kaplan 
and Haenlein, 2010. Social media initiated three essential market developments 
initially. Social media enables companies and customers to engage in previously 
unattainable communication. Communication is facilitated through various platforms 
like Facebook, small blog sites like Twitter, and content communities like YouTube. 
These platforms enable social networks to form around shared interests and values 
[23]. 
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Additionally, "social media" and “[31]” refer to internet platforms or mobile phones 
that utilize content-focused techniques and user interaction [10 Page:17]. These 
platforms allow for two-way interaction through user-generated content and facilitate 
communication between users. [28]. Social media differ from traditional sources or 
static websites, as they are communication channels that enable users to generate 
and share their content and engage with information. Such platforms include 
Facebook, Twitter, Instagram, YouTube, and Google Plus. 

3.2.2. HOME TOURISM AND THE FOUNDATIONS FOR ITS 
DEVELOPMENT: 

Tourism literature frequently represents the factors influencing tourism as driving 
and attractive forces. The underlying principle of this concept is that individuals 
engage in travel due to the impetus of their internal motivations and the attraction of 
external factors related to the destination's characteristics. [7]. The two aspects that 
influence the decision-making process in travel are "payment" and "pull." Payment 
factors refer to the social and psychological motivations that enable a person to travel. 
At the same time, attractions are the specific aspects that draw a person to a 
particular destination when making a travel decision [7]. In the case of Saudi tourists, 
their attractions are primarily based on cultural and religious values. These facts 
indicate that Islamic culture strongly influences Saudi society, Dean. The study further 
substantiates the correlation between push and pull factors. In contrast to international 
tourism, which relies heavily on global regulations and colossal infrastructure, local 
tourism asserts that it has developed and is self-sufficient without substantial 
investments and marketing. It was suggested as a suitable substitute for international 
travel in response to external events like disasters and crises. [41]. The tourist 
industry in the KSA is a burgeoning sector seeing tremendous expansion. It is a 
critical priority in the Kingdom's vision for 2030. It contributes to the Kingdom's 
historical and heritage assets and its natural and cultural variety. The country is 
considered the birthplace of the Islamic religion, which adds to its appeal to travelers. 
[13]. 

3.3. STUDY COMMUNITY AND SAMPLE: 

The research community consists of individuals residing on the northern border. 
Simultaneously, the researcher disseminated the resolution electronically using 
diverse communication channels for the sample study. There were 856 genuine 
replies available for analysis, around 10% to 20% of the total population [25]. The 
responses indicate the State of the community in thousands and are highly suitable 
for this study. 

The study hypotheses are derived from the model:  

The Galati hypotheses were derived from model 6. The initial primary proposition is 
that the respondents' responses indicate a positive trend for the studied variables. 
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Second fundamental premise: H0: There is no statistically significant correlation 
between social media and the development of internal tourism in the sample, with a 
confidence level of 5%. This premise assumes the existence of three sub-suppliers. 

H01/ There is no statistically significant correlation between the extent of social 
media usage and the growth of domestic tourism in the study sample, with a 
confidence level of 0.05.  

H02/ There is no statistically significant correlation between the engagement on 
social media and the development of inland tourism in the study sample in terms of 
trust.05  

H03/ There is no statistically significant relationship between the extent of 
engagement with social media content and the advancement of indoor tourism in the 
study sample in terms of trust.05  

The third hypothesis posits that there are no statistically significant disparities 
between the research variables as a result of the social type variable in the study 
sample, with a confidence level of 5%. The fourth hypothesis posits that there are no 
statistically significant alterations between the study variables that can be ascribed to 
the age variable of the study sample, with a confidence level of 5%. The study 
employed the quantitative methodology [22] to examine data, obtain outcomes, and 
explain the associations and impacts among different variables in the study. In 
addition, extrapolation was used to examine and convey the results to the study 
community. 

Educational instrument 

Data collection from the study sample mainly relies on identification, which involves 
distributing surveys to people on the northern border through various communication 
channels. A total of 886 responses were obtained. Form 23 consists of three 
paragraphs, outlined as follows: 

Section I: Personal details: This section focuses on acquiring students' personal 
information, including their gender, age, educational qualifications, and preferred 
contact methods. 

Part II consists of the independent variable, social media, encompassing 15 
paragraphs. 

Part III includes the subsequent variable: The text consists of eight paragraphs and 
focuses on e-marketing. A pentagram ladder has been employed for the resolution. 
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4. RESULTS AND DISCUSSION 

Validation of form and method of statistical analysis 

The method of validation was verified by administering The survey to a panel of 
experts. Several paragraphs underwent modifications, including additions, 
reformulations, and insertions. Therefore, the questionnaire was completed, and the 
stability of the research tool was assessed using the Alpha Crombach coefficient, 
which yielded a value as indicated in Table 01. 

Table 1. Item-Total Statistics 

Source: SPSS Outputs. 

The results in table 01 specify that the persistence factor for each paragraph is 
0.90, which exceeds the accepted reliability degree of 0.70. This factor suggests that 
the results are acceptable for scientific research. Furthermore, the overall measure of 
0.92 indicates a high level of persistence in resolution. 

Natural distribution test. 

For a sufficiently high sample size, it is possible to infer the original distribution by 
applying the Central Limit Theorem, which assumes a normal distribution [9]. Among 
the statistical procedures employed, the Statistical Programme SPSS (24) has been 
utilized to perform the necessary statistical analyses utilizing the subsequent 
statistical tools:  

• Performing calculations for mean and standard deviation. 

• A correlation factor used to calculate the coefficient of interpretation. 

• Calculate the values of f and t to ascertain the veracity or falsity of the hypothesis. 

• Utilization of a multiple linear regression model.   

• Studying the moral differences between study variables. 

principal variable Subvariables Number Alpha Cronbach's

Social Media

Extent of use 5 0.93

Interaction 5 0.92

Share content 5 0.92

domestic tourism 8 0.91
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Testing hypotheses and discussing results 

The initial fundamental assumption is that the interviewees' trends positively 
correlate with the study variables. In order to verify this idea, the calculating averages 
are derived from the following: 

Table 2. Descriptive Statistics 

Source: SPSS Outputs. 

Table 2 displays all variables' mean and standard deviation, allowing for the 
following observations: By applying the maximum range calculation approach, we can 
determine the threshold/level at which 5.4 divided by 3 is 1.33. Consequently, we may 
classify values from 1 to 1.33 as weak, 1.34 to 3.67 as medium, and 3.68 to 5 as 
strong. The social media variable had an overall calculation average of 3.97, 
indicating its relative importance for third-level (strong) researchers. The variable's 
standard deviation was less than 1 [14], suggesting there is weak dispersion in the 
sample responses. This deviation aligns with the findings of Glassy [16], Jacobs et al. 
[21], and Alghizzawi et al. [3], regarding the influence of social media on the 
effectiveness, precision, and user-friendliness of information. However, it contradicts 
the Nielsen & Schrøder [36], study conclusions, which have been more applicable to 
news rather than social media in the countries examined. Furthermore, it contradicted 
a study [1] that found a prevailing inclination among the participants to utilize social 
media platforms. 

The mean level of domestic tourism was computed to be 3.2164, categorized as 
level II (average), with a standard deviation of less than 1. This discovery is consistent 
with a study carried out by Bogari et al. [7], which found "cultural value" and "religious" 
elements as the primary drivers for Saudi tourism. These characteristics include 

Min Max Mean St. Dev

Q1-5 1,2 5 3,842 1,046

Q6-10 1 5 4,018 1,0144

Q11-15 1 5 4,21333 0,92933

W1-4 1 5 3,37 0,8115

W5-8 1 5 3,81 0,84375

extent of use 2 5 3,8397 0,75504

interaction 1,4 5 4,0187 0,7691

share content 1,2 5 4,0485 0,78069

domestic 
tourism 1 5 3,2164 0,66586

social media 1,53 5 3,969 0,69153

N 886
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elements such as cultural, religious, advantageous, cognitive, social, economic, 
familial collaboration, attention, leisure, and accessibility to amenities. The citation is 
derived from the publication of Mufeed and Gulzar, [32]. This finding corroborates the 
initial premise, which posits that the interviewees had a favorable inclination towards 
the research variables. Additional information regarding this matter will be presented 
in the results section. The second primary hypothesis states that no statistically 
significant relationship exists between social media and the development of inland 
tourism in the sample used for the study at specified level of confidence. The number 
is 05, correlation analysis is necessary to address the issue of multiple linear 
correlation. It involves assessing the correlations between the four independent and 
dependent variables. This evaluation helps determine the extent of correlation 
between the independent and dependent variables. The table below displays the 
correlations between each independent variable and the dependent variable and the 
correlations between each independent variable and its corresponding counterpart. 

Table 3. Matrix of correlations between variables 

Source: SPSS Outputs. 

 
Table 4. Correlations between study variables 

Source: SPSS Outputs. 

The table indicates a moderate association between the dimensions of social 
media and inland tourism. Nevertheless, there exists a disparity in the correlation 
between different elements within this relationship. The feature of inland tourism that 
holds the most tremendous significance is the sharing of material, with a connection 
factor of 0.61. This factor is closely followed by interaction, which has a connection 
factor 0.57. Ultimately, the level of usage is accompanied by a low correlation 

extent of 
use interaction share 

content
social 
media

domestic 
tourism

extent of use 1

interaction 487 1

share content 310 324 1

social media 106 480 408 1

domestic 
tourism 362 509 610 567 1

(domestic tourism)  
  

(social media)
Correlation value Significant level

extent of use 0.36 0

interaction 0.50 0

share content 0.61 0
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coefficient. The value is 0.36. These findings align with multiple notable investigations 
[2], which have arrived at three primary conclusions: 

1. Many individuals utilize social media technology to gather information about 
appealing locations they desire to visit in Amman. 

2. The majority of survey participants assert that negative encounters shared on 
social media regarding a specific destination influence their travel choices. 

3. Numerous respondents emphasize the necessity for the Ministry of Tourism of 
the Sultanate of Oman to employ additional social media platforms, aligning 
with the findings of our study and a separate study [20], which determined that 
individuals now have the means to exchange knowledge, perspectives, and 
experiences through online communication. Furthermore, its influence extends 
to shaping the behavior of other users during the purchase process, in addition 
to a study conducted by [33]. 

The document outlines the goals, anticipated achievements, criteria for success, 
and metrics for evaluating performance during the two years, as shown in Table 05. 

Table 5. Regression analysis of variance (ANOVA) 

Source: SPSS Outputs. 

The above table shows that Fisher's calculated value (59.222) and the 
corresponding level of morale (0.000) are estimated to be statistically significant. This 
estimation means rejecting the primary zero hypothesis and accepting the central 
alternative premise based on a statistically significant impact of social media on the 
development of internal tourism at the moral level (0.05.) of the sample in question. 
This result is consistent with Al-Badi et al. [2] and Bogari et al. [7]. 

Partial hypotheses test: The F test may be misleading because it tests the overall 
mentality of the model. In order to test the partial hypotheses, the T-test has been 
adopted to test the mentality of each of the model's teachers individually at a moral 
level (0.05 >=a). Table 06 below shows the following: 

The sum of 
squared variance.

Degrees of 
freedom.

Mean square 
variance.

Calculated 
F value

Moral 
level.

Regrission 13.232 1 13.232

59.222 0Residuel 13.182 59 223

Total 26.414 60 -
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Table 6. Testing the significance of regression coefficients according to the student statistic 

Source: SPSS Outputs. 

In order to explain the results of the above table, it is necessary to detail in detail 
the partial assumptions to be tested, which will be presented as follows: 

Sub-Hypothesis 01: 

Hypothesis H0: There is no discernible effect that is statistically significant of use on 
domestic tourism at a significance level of 0.05 at the institution under consideration. 

Alternative Hypothesis H-1: There is a statistically significant impact of use on 
domestic tourism at a moral level (0.05.) in the institution in question. 

The above table shows that the regression factor for the independent variable 
(economic dimension) was (0.111), the corresponding standard value is (0.125), and 
the corresponding T value is statistically unethical, with the calculated level of morale 
(0.251) being more significant than the approved level of morale (0.05), meaning 
acceptance of the zero hypothesis that there is no statistically significant effect of use 
on domestic tourism. This study agreed with the study [2] regarding the 
unenforceability of the use in the development of inland tourism while with the study 
[17], which social media have proved to be a significant means of communication that 
has spread throughout the region. Tourism is one of the sectors that has benefited 
most from the Internet. As a result, social media have become an integral part of any 
central or government tourism promotion and planning. 

Sub-Hypothesis 02: 

There is no statistically significant impact on domestic tourism at a moral level 
(0.05.) in the institutions in question. 

Alternative Hypothesis H-1: There is a statistically significant impact on domestic 
tourism at a moral level (0.05.) in the institutions in question. 

The above table (06) shows that the regression factor for the independent variable 
was (0.157), the corresponding standard value was (0.108), and the corresponding T 
value was (1.458), statistically unethical, with the calculated level of morale (0.003) 
being lower than the approved level of morale (0.05), meaning acceptance of the 
alternative hypothesis that there is a statistically significant influence on domestic 

B Std. err BETA T SIG

C 287 449 - 639 -

extent of use 111 96 125 1.159 0.251

interaction 157 108 173 1.458 3

share content 404 108 387 3.755 0
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tourism. This results is our agreed study [20] that social media have created new 
opportunities for interaction and communication among people. Today, online 
communication lets individuals exchange knowledge, views, and experiences. Its 
impact also goes further by influencing other users; behavior in the decision process 
[17] and, through the presence of the Internet in today's world, has also tended to be 
one of the most effective marketing and advertising tools. Social media has proved to 
be a significant part of the tourist industry. 

Sub-Hypothesis 03:  

The non-H_0 hypothesis: There is no statistically significant impact on domestic 
tourism at a moral level (0.05.) in the institutions in question.  

- Alternative Hypothesis H_: There is a statistically significant impact on domestic 
tourism at a moral level (0.05·) in the institutions in question.  

Table (06) shows that the regression factor for the independent variable (ethical 
dimension) was (0.404), the corresponding standard value is (0.108), and the 
corresponding T value (3.755) is statistically moral, with the calculated level of morale 
(0.000) being lower than the approved level of morale (0.05.iii.), meaning that the zero 
hypothesis and acceptance of the alternative hypothesis based on a statistically 
significant impact on domestic tourism are rejected, this was the case with several 
studies, most notably [2][7]. However, after the elimination of the extent of use 
because it does not affect the dependent variable (community competence sharing) in 
the sample in question, because the corresponding level of morale is greater than 5%, 
in which case we must delete the two former independent variables and re-analyze 
the statistically, the following results are shown: 

Table 7. Summary of the Regression Model 

Source: SPSS Outputs. 

Table 8. ANOVA Test 

Source: SPSS Outputs. 

R R2 R2-Ajus Standard error

702 493 475 481

The sum of 
squared variance.

Degrees of 
freedom.

Mean square 
variance.

Calculated 
F value

Moral 
level.

Regrission 13.02 2 6.51

28.195 0Residuel 13.39 58 231

Total 26.41 60
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Table 9. Testing the significance of regression coefficients according to Student statistics 

Source: SPSS Outputs.  

The Mathematical model: 

 Through the deployment curve extracted from SPSS, we found that the study 
follows the linear model shown in the following equation: 

  (1) 

Whereas :  is a Domestic Tourism, and  is Interaction, and  is Share 
Content,  is Error term, and  is parameter of model.  

And The final linear regression model becomes as follows: 

  (2) 

5. CONCLUSION 

The statistical analysis conducted using the Social Science Statistical Package 
Programme (SPSS) yielded the following findings: The first significant hypothesis 
posited that the importance of social media and domestic tourism variables supported 
the interviewees' positive attitudes towards the study variables. These results align 
with Glassy [16], Jacobs et al. [21], and Alghazawi et al. [3], who emphasized the 
impact of social media on the efficiency, accuracy, and ease of information use. 
However, this contradicts the findings of Nielsen & Schrøder [36], who found television 
more influential in news consumption than social media in the countries under study. It 
contradicted a study [1] that found a consistent pattern among the study participants 
to utilize social media platforms.  

The findings on domestic tourism align with a study conducted by Bogari et al. [7], 
which identified "cultural value" and "religious" factors as the primary motivations for 
Saudi tourists. These factors were considered more significant than others, such as 
cultural, religious, beneficial, knowledge, social, economic, family group work, 
attention, relaxation, and convenience of facilities. Additionally, the study by Mansur 
and Mumuni [29] highlighted the importance of distinguishing between internal and 
external tourism in Saudi Arabia, which is consistent with the patterns observed in our 
study. Notably, our findings also support the notion that non-religious aspects of 

B Std. err BETA T SIG

C 210 418 - 501 -

interaction 474 107 454 4.432 0

share content 347 93 382 3.725 0

Yi = β0 + β1 * X1 + β2 * X2 + β3 * X3 + β4 * X4 + ⋯ + εi

Yi X1 X2
εi β0, β1, β2, β3, β4

Yi = 0.21 + 0.474 * X1 + 0.347 * X2
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tourism are gaining prominence, as indicated by previous research on the subject. 
Mufeed and Gulzar [32] 

This study's primary hypothesis suggests a statistically significant relationship 
between social media dimensions and overall domestic tourism. The statistical 
analysis revealed that the null hypothesis (H0) was unsupported, and the alternative 
hypothesis (H1) was accepted. This accetance means that social media significantly 
impacts domestic tourism in the sample study. Additionally, the study found that 
various practices influence domestic tourism.  

By sharing personal images and experiences, people have encouraged each other 
to explore beautiful places and diverse cultures in the Kingdom. Social media has also 
made it easier for tourists to disseminate helpful information and advice about travel 
and accommodation in different places. It has also promoted awareness of Saudi 
cultural and historical heritage [38], increasing people's willingness to explore more 
local destinations. [11]. These efforts have significantly improved domestic tourism in 
the Kingdom in recent years. [41]. The number of visitors arriving at indoor tourist sites 
and interest in local events and festivals has increased. This increase in turn, has 
contributed to the strengthening and developing the local economy. 

In short, social media have played a crucial role in stimulating domestic tourism in 
Saudi Arabia. It provided opportunities to promote destinations and provide better 
information and communication. As technology evolves and social media improves, 
we can expect a brighter future for internal tourism in Saudi Arabia. Strengthening 
cooperation between the tourism sector and social media can achieve tremendous 
success and sustainability in this area. 

Therefore, social media's power must be invested in promoting domestic tourism 
while maintaining responsibility and accuracy in disseminating information. To 
continue to explore and promote the diversity of destinations in the Kingdom of Saudi 
Arabia and to contribute to the achievement of the 2030 Vision for the Development of 
Tourism as a Vital and Sustainable Sector that promotes the local economy and 
reflects the beauty and heritage of the Kingdom. 
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ABSTRACT 
The objective of determining the factors that contribute to achieve an efficient process 
of Human Capital Formation (HCF) according to the opinion of training experts and 
businessmen from the state of Yucatán. The information was obtained through a 
validated instrument by experts in the area. 17 businessmen and 18 HCF experts 
from Yucatan were interviewed. The interviews were made during the period of July-
November of the year 2021. The businessmen stated that perspective the capital 
formation processes do not work because they are not made for their needs in terms 
of their line of business and/or size, and government programs are generic and not 
very adaptable to their requirements. A few of them stay close to their membership 
chambers because the majority don't see relevance benefits. The experts mention 
that it is difficult to train company personnel because there is not enough time to fully 
complete the activity and the expensive of the training. However, they agree that HCF 
is an extremely important activity as a differentiating element and is essential for the 
permanence and growth of enterprises. 

KEYWORDS 
Small and medium-sized enterprises, human capital, effective training, human capital 
formation factors. 
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1. INTRODUCTION 

Companies are entities made up of resources, which can be human, financial, and 
material that exist and have a constant co-dependence and interrelation. The 
Resource-Based Strategy (RBS) considers as values of a company: assets, 
capabilities, competencies, organizational processes, its attributes (presence, 
information, knowledge, among others) that stimulate it to create and develop 
strategies to be more efficient and effective, i.e., these resources can be grouped into 
financial, physical, human, and organizational capital [1]. 

Nowadays, when talking about economic reactivation, after the pandemic caused 
by the SARSCOV 2 virus we experience an economic instability that affected the 
world, therefor the Human Capital proved to be the most asset that an organization 
can count on, due to its ability to adapt to new conditions and to acquire new learning 
and innovate in the way of carrying out its activities. Although the goal of an 
organization is the production of goods and/or services, which are carried out through 
tools and machinery and require financial resources to be acquired, the truth is that 
this objective could not be achieved without the intervention of human resources. 

2. PROBLEM STATEMENT 

According to the [2], companies can be classified according to the number of 
workers in them and the amount of their annual sales. Through these criteria, micro, 
small, medium, and large companies are presented for the economic sectors, but it is 
convenient to include the nano companies (which starts with one human element and 
evolves with it). More than 90% of the Mexican business economy is supported by 
MSMEs (micro, small and medium enterprises), microenterprises represent 94% of 
the total, 4.7% are small, 0.8% are medium-sized and 0.2% are large, according to 
the [3], this is why there is an urgent need to develop management strategies that 
increase the life span and promote their growth. 

According to the data obtained, in the last 5 years (between 2014 and 2019), [3] 
observed an increase in registrations of 615,295 establishments, an average annual 
growth of 2.1%, this increase provides a positive outlook for the economic growth of 
the country, although the main challenge is to ensure their permanence in the market 
and not necessarily the opening, because, according to [4] in Mexico, more than 
200,000 companies open operations per year, but 65% close before two years; 50% 
go bankrupt in the first year and 30% in the second, 10% manage to survive in the 
first 10 years, i.e., so this is an annual decrease of 22.6%". 

In Mexico, small companies employ 14.7% of the country's workers, medium-sized 
companies 15.9% and their income corresponds to 16.1% and 21.9%, respectively, of 
the national total. It is important to highlight that 99.8% of the organizations that exist 
in Mexico are MSMEs, which is why this sector is a priority for the support of 
government programs with the objective of achieving their survival and consolidation 
[3]. The national average lifespan of a MSME is 7.7 years; in the case of the State of 
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Yucatán it is 9.1, a higher figure compared to the national average and the other 31 
entities in the country. This research was conducted in the State of Yucatan, since 
according to [5] this region is in the 5th place nationally in the marginalization index, 
having a high degree of marginalization, 6% of the inhabitants of 15 years or more is 
illiterate and 31.55% of the population of 15 years or more does not have basic 
education studies, this provides an overview of the development of Human Capital 
which this geographical area has.   

The personnel hired in the SMEs in Yucatan, in general, tend to have a low level of 
schooling. We found that people in the State do not have the academic elements that 
facilitate the acquisition of new knowledge and skills to increase the Human Capital in 
a company. The low level of schooling is reflected in the percentage of the 
economically active population, 69.68% with incomes below 2 minimum wages. 

These data show a great area of opportunity for the development of the State 
through the strengthening of Human Capital in the SMEs, which will contribute to the 
growth and consolidation by increasing their productivity, and therefore activate local 
economies. 

There are 98,478 companies in Yucatán, representing 2.3% of the national total. Of 
these, 95.6% are micro-enterprises, small companies have a 3.6% share, and 
medium and large companies represent 0.7% and 0.1%, respectively. The growth of 
companies in Yucatan has been 2.8% annually according to data from the [6]. 
Companies aim to generate profits, so they implement strategies that result in their 
growth and consolidation. 

There is a great diversity of strategies and the complexity of these vary depending 
on factors such as the target market, the company's line of business, its age and 
positioning, the capacity of its leaders, etc. These reasons make it difficult to 
determine a single strategy that an SME should follow to achieve its development and 
permanence in the market. 

Yucatecan companies hardly document, disseminate or record their experiences, 
so this information is not used to create new knowledge or replicate successful 
methodologies. There is no validated and quality material to create guides, 
information, or success stories. This means that by applying an unsuccessful strategy 
there is a loss of time, money and resources that often results in the closure of SMEs. 
[7] mentions that when a company generates its own instruments from its experiences 
of success and failure, it generates through this flow of information, feedback that 
correctly applied has an impact on the use of resources and the efficiency of its 
processes and activities. 

Yucatecan companies to achieve their organizational purposes, grow and 
consolidate require optimal performance in all areas, it is for this reason that the 
Human Capital (HC), that intangible asset, is a foundation on which companies must 
base the exercise of their activities, as it involves all areas and processes within the 
organization. 
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This is difficult, especially because there is currently a complicated economic 
situation, because of the COVID-19 crisis, which caused many companies to reduce 
their workforces, cut their budgets and eliminate activities that they mistakenly 
consider as non-essential or that do not contribute to the achievement of the proposed 
objectives, such as Human Capital Formation (HCF). 

According to [8] the demands in the labor field are increasing due to globalization, 
which demands qualified personnel who not only focus their efforts on the local or 
national market, but also on the international market, SMEs are immersed in this 
situation and although investment in Human Capital is considered expensive, 
intellectual capital is recognized as fundamental to generate value in companies, 
thanks to the benefit obtained in training innovation and knowledge. Likewise, it is 
proposed to link all personnel throughout the organizational structure and make them 
participants in the business strategy, to take advantage of their capabilities in the 
development of the organization. 

Considering the above, the study of human resource management is inevitable, 
and it is also necessary to determine indicators to measure its effectiveness to take 
full advantage of it. The competitive success of SMEs depends on the ability of their 
workers to adapt to change, the efficient performance of their activities, teamwork, 
and the satisfaction of their personnel [8]. 

Another contribution of [8] is that they consider that the difficulties faced by the 
company due to the lack of specialization or HCF are: the lag of growth and 
development, due to the lack of knowledge of the skills and capabilities of its 
personnel for the development of competitive advantages and to generate added 
value. Its recruitment processes are less formal than those of large corporations, and 
this means that the personnel hired on several occasions have little training, in 
addition to the fact that the personnel have limited information for the exercise of the 
position; performance evaluations are moderately applied, all of which impacts its 
competitive capacity. 

SMEs are less able to attract the best trained personnel, considering the salaries 
offered, which translates into greater investment in training so that they can perform 
their jobs efficiently and subsequently be exposed to a talent drain. 

3. METHODOLOGY 

For the purposes of the project, a qualitative approach with phenomenological 
design was proposed since the experiences of the study subjects were described and 
analyzed with respect to the scope of a specific phenomenon (Hernández-Sampieri & 
Mendoza, 2018). The objective of this research was to know the perception that the 
study subjects have about the HCF, the study method was inductive with field work, 
interviews were used to collect the information, making an interview guide as an 
application instrument. 
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The design of the methodology was phenomenological, since the topics of study 
were oriented towards "the essence of experiences, what several people experience 
in common with respect to a phenomenon or process [9,10]". The information was 
collected through the application of the instruments made up of 37 and 19 questions; 
35 interviews were conducted considering two groups of key informants: in the first, 
17 entrepreneurs of SMEs in the State of Yucatan that implemented Human Capital 
Formation actions were considered, of which four belong to the primary sector, five to 
the secondary sector and eight to the tertiary sector, and in the second, experts from 
the State that are dedicated to providing training services to Yucatecan SMEs, of 
which we considered private sector training companies (13) that provide training in 
this area, independent consultants (2), government agencies (1), business groups (1) 
and business incubators (1). The first group of informants are geographically located 
in the municipalities of Motul, Muxupip, Progreso, Baca and Merida, all belonging to 
the State of Yucatan; as for the group of experts, all belong to the City of Merida. 

Interviews were conducted remotely using Google Meet videoconferencing 
software, and when possible, these interviews were recorded, provided there was 
prior authorization from the interviewees. Since the interview is "a technical instrument 
that takes the form of a colloquial dialogue" [11] and with the pandemic being present 
and the existence of reduced mobility, it was the instrument of greatest value at this 
stage of the study. 

A report was generated with the data obtained in the diagnosis by means of the 
applied instruments, this information was divided into quantifiable or measurable data 
and opinion or experience data. It should be noted that these instruments were 
validated through the judgment of experts, including specialists in strategic analysis 
and sustainable development, regional development, and business and enterprise, 
who evaluated the importance, relevance and accuracy of the instruments used.  

The measurable responses were used to establish a frame of reference and 
visualize the context in which the SMEs find themselves in terms of the HCF in the 
State. As for the perception responses, these contributions were concentrated in two 
convergence matrices, to define the characteristic and useful elements that, in the 
opinion of the businessmen and experts, make the HCF effective. 

4. RESULTS 

The results of the opinion survey showed that the Yucatecan businessmen 
emphasized that the organization chart should strengthen the vulnerable areas 
detected in HCF, such as strategic planning, innovation and technology and quality. 
The reasons for training from this perspective arise from the search for a 
differentiation to generate competitive advantage, specialization and updating, being 
this the stimulus for compliance with the regulations established by the different levels 
of government. It should be noted that planning, strategic, quality, marketing and 
productivity benefit the fulfillment of organizational purposes and innovation, in 
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contrast technology and human capital are elements that have limited the growth of 
these. 

Entrepreneurs consider that they are updated as planned in their training program 
and when it is required to include new knowledge to increase the value and 
competitiveness of SMEs. They mention that only 10% of Senior Management are 
integrated in this process of strengthening Human Capital. The time allocated to the 
planning and delivery of training depends on the contracted company or the offer of 
the government agencies or chambers that represent them. The training is planned 
considering the Learning Needs Assessment (LNA), of the workers and the duration 
varies from 3 days to one week. 

 

Figure 1. Factors that determining the type of HCF. 

Figure 1 shows a series of factors mentioned that are considered to establish the 
type of HCF required; according to the responses, management initiative is the most 
common among the study groups, followed by the business line or activity of the 
company, and a learning needs assessment is the third most frequent item. Other 
factors are also mentioned in general, but these are not as common. 

For their part, training experts consider that 33% of the responsibility for defining 
HCF needs lies with management, 22% with partners and shareholders, and 11% with 
human resources and employees, according to their experience in providing this 
service. 

As in the interview with the employers, it was established that the management 
positions are the ones that decide most of the time on training needs. This situation is 
recurrent and therefore the involvement of the whole organization in the definition of 
needs should be considered. Of the responses obtained, only 11% involve the 
company's personnel. 
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This way of making decisions may be due to different circumstances, for which it is 
advisable that before formalizing and carrying out the programming, the opinion of the 
workers to be trained be taken into consideration and, according to the information 
gathered, analyze it and verify the feasibility of including it in the planning of the HCF, 
in this way the efficiency and compliance with the objectives set could be increased. 

According to these results, the HCF process comes mostly from managerial needs. 
In the context of SMEs, the owners or managers have the mission of seeking 
elements that allow them to improve the existing conditions in the company; 
sometimes, this situation causes growth to be asymmetric and for this reason they 
seek to correct the weaknesses they consider the company may have or improve the 
area that can give them a better position in the market.  

However, this same dynamic does not contribute to a continuous flow of 
information between workers and management. It is necessary to implement 
mechanisms that better distribute the elements to decide the type of HCF needed 
and, above all, to actively involve all the elements of the company. 

According to the data obtained, the HCF experts interviewed determine the needs 
of each SME in the HCF in different ways. In 61.1% of the cases, it is done through a 
DNA, depending on the business line or the company's own activities in 16.7%. Also, 
in 11.1% of the cases the type of training is determined by request of the partners, in 
5.6% by governmental obligations to be fulfilled, and in 5.5% of the cases these 
experts already have pre-established HCF programs. 

The companies describe that an HCF program must have good planning, as well 
as effective organization and coordination as indispensable attributes. In addition to 
these attributes, there must be control techniques in the company that allow the 
trained personnel to be evaluated and to be able to perform efficiently. We must 
mention that the HCF must be avant-garde, having a sensitive vision for the human 
part, managing to integrate all the human elements in the productive processes. 

Even though SMEs recognize the importance of HCF, it is not always possible to 
establish programs in a feasible manner, since there are factors that hindered the 
training process (Figure 2), among these factors are time availability, a lack of 
understanding between the parties, or that there was not enough material to teach. In 
accordance with the above, it is necessary to establish fast and effective 
communication channels to reach a consensus and thus schedule the sessions for the 
personnel, this requires that those in charge of carrying out this action have direct 
contact with all the parties involved and thus consider all the needs of those involved 
in the process. Next, the businessmen interviewed noted that they considered the fee 
established for the contracted training service to be fair, and as for those received 
from government institutions and/or chambers of affiliation, they believe that they 
meet the objectives set, although they did identify deficiencies. 
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Figure 2. Limitations observed by the experts in the delivery of Human Capital Training. 

In Figure 2, the limitations observed by the experts at the time of implementing the 
HCF were availability of time (47%), lack of understanding between the parties 
(17.6%), lack of interest in the contents (17.6%), lack of didactic/practical material for 
an efficient performance of the personnel to carry out the programmed activities 
(11.8%) and lack of space and infrastructure (5.9%). Entrepreneurs are aware of the 
importance of training their personnel; however, it is difficult to organize the personnel 
so that it can be carried out efficiently. There is a need to establish effective strategies 
for planning and implementation to achieve training objectives.  

Figure 3 shows a graph with a list of elements that the interviewed businessmen 
considered important by the training experts to define the program and carry out the 
Human Capital Formation. In this sense, before defining them, it is advisable to 
establish criteria that can give a specific weight in the organization, according to the 
objectives to be achieved and the impact on the achievement of organizational 
purposes and productivity. Companies requesting a HCF should keep in mind to 
determine the most important criteria to be met in a HCF and thus ensure the 
effectiveness of the process. 
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Figure 3. Elements that company stated that training experts considered when conducting the 
HCF. 

Figure 4 shows the reasons why Yucatecan companies would consider hiring HCF 
services again, because it provides the company with benefits such as: 

1. Increased competitiveness. 

2. Keeping up to date. 

3. State-of-the-art in terms of market changes and governmental and fiscal 
requirements. 

4. Increased productivity by providing employees with more tools to be more 
efficient in their work. 

5. Motivation and commitment of employees to the company to see their 
professional growth. 

6. Improvement in the job adaptation process for new personnel. 

7. General changes beneficial to the company. 
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Figure 4. Reasons why companies consider hiring HCF services again. 

In the information obtained, the reasons why companies would not require a HCF 
again are mentioned, among the causes are that they do not have the time available 
and that workers do not feel encouraged by the results obtained. Regarding the fact 
that they would request training again, 88.2% mentioned that they would do it again 
and only 11.8% would not do it. 

 
Figure 5. How companies determine HCF needs. 
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Human Capital Development needs are determined in the companies (Figure 5) 
through performance evaluations of personnel, according to their knowledge or 
handling of the products, as well as through observation and analysis of the 
processes to determine failures or opportunities for improvement in the services 
provided. 

HCF is also required when new personnel are integrated into the company or when 
there are new administrative processes. Entrepreneurs recognize the needs of the 
company in the training of talent, but it is only carried out when it is necessary and 
according to what was stated by them, a continuous training process that guarantees 
and increases the Human Capital in the company in a progressive and constant 
manner was not observed. 

Regarding the perception of the HCF received from the chambers and business 
associations to which they are affiliated, according to their line of business, the 
businessmen consider that these types of services are important and in general they 
are up to date and well-focused on the problems of the companies. The service 
provided by these institutions is excellent. They determine that they have an adequate 
overview and diagnosis of the reality of the organizations and have the means to 
provide an excellent service to the SMEs that request it. 

The entrepreneurs interviewed mentioned some differences in HCF between a 
private and a government company: private companies develop a program tailored to 
the needs required, compared to government companies, which have established and 
generalized programs. They argue that both types of training are useful depending on 
the company's situation and something they consider important is the personnel in 
charge of delivering it, as it can largely determine the success or failure of the training 
process. Entrepreneurs see both types of training as viable, so it should be 
determined by other criteria such as cost or training time, to evaluate whether the 
program would adapt to and meet the needs of the company. 

Regarding the effectiveness of training provided by companies or organizations 
outside Yucatán, businessmen consider that, although there are highly prepared 
companies and trainers in the state, it is always beneficial to have an external 
perspective that enriches and provides knowledge about practices carried out in other 
regions. This allows taking advantage of and adapting these practices in the 
organizations, considering the situation and context of small and medium-sized 
enterprises (SMEs) in Yucatan. It was detected that the main reason for seeking 
training with external agents lies in broadening the panorama and updating 
knowledge, which contributes to improving the company's competitiveness in its 
sector. 

The businessmen interviewed also expressed their opinion on the use of 
educational platforms or repositories as effective and useful tools for training, 
highlighting that their greatest advantage lies in the ease of organizing workers' 
schedules, agendas, and activities, as well as the possibility of conducting training 
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with people located in different places. However, they remark that the importance of 
face-to-face training should not be underestimated, since the dynamics are different. It 
was observed that employers are willing to use these modalities due to the 
advantages they offer, but it is important to consider that face-to-face training is 
necessary, especially for technical or practical topics. 

Entrepreneurs point out that when planning the HCF, the trainer needs to know the 
strengthening needs of the company, the contents to be developed and the type of 
training requested. In addition, they need to know the number and schedules of the 
people who will take the training, the time available and some of them also indicate 
that they need to know the company's processes and policies. It is observed that in 
these answers the data requested are of a general nature and in detail of the topic to 
be developed, there is no mention of the work of joint development with the company 
of the topics to be addressed.  

The businessmen determine that an effective HCF program must follow an 
adequate planning, organization, development and coordination, with the objective of 
optimizing the company's resources and time and respecting the employees' 
schedule; establish control mechanisms that promote an efficient performance and 
the personal achievement of the employees intrinsically and extrinsically related to the 
labor impact, so that their professional growth and development is measurable and 
the achievement of the planned objectives in the area where they work and the 
effectiveness in the implementation of the training is also measurable; to have an 
updated, visionary, humanistic and sensitive approach, that is to say, to be pertinent 
and avant-garde, capable of preparing the workers for the changes of the market 
without forgetting the human side in the process; in the same way that it is useful to 
solve the problems that the organization is facing and to integrate its personnel in the 
productive processes. 

The answers indicate that the characteristics that should be taken into account 
when carrying out an HCF process according to their vision are: technical 
considerations should be made to define and delimit the topics; it is also important 
that the training uses techniques that allow the transmission and acquisition of 
knowledge and skills according to the established objectives; the instructor or 
instructors should consider the skills of the people to adapt the teaching strategies. 
The contents must be planned and updated to adapt them to the company's 
requirements. All this considering the time constraints of the organization and the 
number of people to be trained, as well as the space, tools, equipment, and 
infrastructure required for a proper implementation.  

As can be seen, combining all these elements has a high degree of complexity, 
resulting on many occasions in which the objectives proposed in the planning are not 
completely achieved.  The implementation of HCF is often done to solve an immediate 
need, however, there is no recurrent methodology and above all, there is no 
evaluation of the form and substance of the implementation of the process, to 
determine the degree of acceptance it has had with the personnel and if there is a 
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change that allows this knowledge to be definitively established or that achieves a real 
and profound impact on the way the company's operations are carried out. 

According to the training experts, for an HCF to be effective it must be followed up, 
however, they mentioned that 45% did it once, 27.3% constantly, 9.1% two or three 
times and 18.2% never. To this end, the criteria established at the time of planning this 
activity are the establishment of schedules and/or timetables, determination of 
objectives and analysis and selection of personnel to be trained. 

These factors largely determine the strategy to be followed to establish a well-
defined plan in terms of time and content, so the importance of analyzing the 
requirements is paramount in this phase of the HCF. The experts were consulted to 
find out what criteria they use to determine the time and space required to develop the 
proposed training, obtaining the following points to highlight: the contents to be 
developed, the time available for training, the space and equipment that can be used 
and the budget allocated. Based on these elements, the planning of the training to be 
carried out should be made, keeping in mind that there must be a balance that allows 
achieving the objectives set to achieve the effectiveness of the training. 

The experts determine that the spaces, method and tools they use to implement 
the HCF are: courses, workshops and diploma courses in institutes, private, public 
institutions, business chambers and in some cases within their training center 
(considering the dependence of the informants), they are carried out through visual 
presentations in rooms or training areas with didactic material and/or equipment, to do 
practical exercises, if it is machinery it is carried out in situ; remote training is also 
considered with the use of platforms and digital repositories; some require trained 
instructors or autonomous learning is also promoted; the choice depends on the 
available resources, time and budget of each organization. 

According to the experts, they mentioned that there is no single way to carry out the 
HCF process. As part of the analysis carried out, although there is an important 
variety of methods available, no methodology was observed to define which method is 
the most adaptable to the topics to be developed and the personnel that will carry out 
the training. It is of utmost importance to establish this on a recurring basis as this will 
increase the possibility of success in this process. 

To carry out the analysis and determine the HCF needs, the informants (experts) 
involve the direction, management and heads of areas and Human Resources. It is 
most frequently observed that to determine the company's need for HCF, the decision 
is made by the highest hierarchical structures in a company, leaving the operational 
part or the clients in second place. This can make the training process ineffective, 
because in the absence of good communication between the actors who make the 
decisions and those who execute them, these determining elements are often not 
considered. It is advisable to include all the parties involved in this process on a 
recurring basis to know and delimit the real needs to be solved with this process. 
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In the design of content for the HCF, the following are considered important: the 
profile of the personnel and the needs of the client. Regarding the personnel profile, 
the most representative and frequently mentioned are: work performance, knowledge, 
skills and abilities, willingness to learn, needs for improvement and attitude, the profile 
of the collaborator and his willingness to change. In this section, we reflect on the 
importance of the approach between who receives it and who benefits, the latter being 
one of the most important purposes of the existence of companies, customer 
satisfaction, which in this case is achieved with effective personnel training; Human 
Capital, values and profile of the collaborators are considered with the objective of 
making the most of these resources and maximizing their capabilities and skills to be 
more productive for the organization. 

5. DISCUSSION 

The main interest shown by entrepreneurs in Human Capital Formation arises 
because of observing that, by investing in this area, and achieving an improvement in 
the company's personnel, the quality of the products or services offered is increased, 
improving competitiveness in the environment, and giving the customer greater final 
satisfaction. [12] considers that the benefits obtained with the Training is the 
potentiation of the organizations through the improvement of the performance, which 
allows them the achievement of the established objectives. We must bear in mind that 
knowledge is currently the most asset of a company.  

Analyzing the contributions of [13], in [14,16] and the entrepreneurs interviewed in 
this research, it is observed that there is a common denominator, that the education of 
people (Human Capital Formation), contribute to the economic growth of companies, 
in innovation, productivity, adaptation to the environment, in the willingness and 
involvement of employees and the impact is reflected in productivity and process 
improvement [17,18]. It must be highlighted that the leadership style influences the 
choice and motivation of the collaborator, work performance and therefore the 
innovation factor that can trigger the generation of new products and services [19]. 
However, the economic, social, and other needs presented by Human Capital in its 
work performance and its desire to continue learning through the training provided by 
current companies are associated with a desire for ongoing educational development. 
This leads to the specialization of personnel, thereby contributing to productivity and 
economic development [20]. In other countries, such as China, investments are made 
in innovation, technology, and science with the aim of boosting not only the economy 
of the main cities but also provinces and small cities. This investment impacts also in 
the attraction and formation of innovative talents with higher education (Human 
Capital), leading to an economic growth of the regions, stemming from the training 
and specialization of Human Capital concentrated in these regions [21]. This serves 
as an example of envisioning the future, focusing not only on individual companies but 
also on the global contribution of the human element within organizations, in their 
respective locations. These efforts further solidify the country's vision. It is necessary 
to invest in Human Capital because this is the backbone of promoting economic 
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development and technological progress. There are simulations that indicate that the 
economic growth rate of a region that invests in the development and innovation of 
human capital is more than 80% in some cases [22]. It is necessary for companies 
and governments to direct this effort towards personnel, consolidating their capital, as 
the essence of achieving position and consolidation, in this case Mexico, the place of 
study of the present economic units. 

In this regard [23] point out that to choose the type of training, all options should be 
considered, both external and internal, evaluating both to define the needs of the 
company [24]. Considering the experience and skills of the participants, knowing the 
materials at our disposal. All this will allow us to calculate the benefits and costs to be 
incurred. We will also be able to determine the time required to achieve the proposed 
objectives. As established by the [25], in its article 153-B “the purpose of training will 
be to prepare newly hired workers and others interested in filling vacancies or newly 
created positions.” In that sense, training provides and strengthens new knowledge to 
Human Talent, which leads to better performance in the workplace [26].  

6. CONCLUSIONS 

In relation to the results of the Capital Formation programs, the interest shown by 
the entrepreneurs in learning about new tools to achieve the consolidation and growth 
of their companies, while at the same time achieving the professionalization of their 
processes, was identified. 

On the other hand, in the implications of the training process, the nature of the 
service was detected: public or private. In the search for solutions that allow them to 
achieve these improvements in Human Capital, businessmen turn to private 
companies as the main source of training in the first instance, which, due to their 
nature, have the capacity to adapt to the needs of time, experience in the subject and 
business line, and to be able to train the necessary number of people who require this 
service. However, these types of entities have systems that are not very flexible, and 
the company must adjust its resources to the established conditions, which becomes 
complicated and inefficient. 

An additional reason is that public agencies and chambers develop programs with 
the aim of covering as many business lines as possible, so that the information 
obtained is not necessarily adapted to the needs of the company and if it does so, it is 
incipient or general in nature, so it does not achieve a deeper understanding of the 
issues and solutions required by the participants. 

Yucatecan entrepreneurs associate effective training with: an innovative and 
humanistic approach, having a direct or indirect relationship between work and the 
achievement of objectives, productivity-oriented instructional design, and solving 
problems relevant to the business context. 
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The experts interviewed point out that for the HCF to be effective, the profiles of the 
trainees must be analyzed, considering the objectives set, as well as the strategies to 
achieve them in the medium and long term. Strategic planning and time availability for 
the training period must be considered. New paradigms can be created to improve the 
processes and activities performed. Always bearing in mind the needs and achieving 
a human development in the trainees. Integral participation should be encouraged, 
including the company's leadership positions, since they encourage participation and 
attachment in the different hierarchies. An effective training must be entertaining and 
enjoyable, and the instructors must have an effective communication and it is 
desirable that they are passionate about the topics presented. 

Training must be carried out with a genuine interest in the employee's growth and 
have a positive impact on the purpose of institutional achievements and/or 
productivity, be systematic, measurable (before and after, depending on the results 
obtained, adjustments are made in subsequent courses) and technical in the area to 
be trained. Other factors mentioned were competitiveness, level of innovation, market 
trends, competencies, skills, attitudes and desires of the Human Capital and budget. 

This work presents the difficulties encountered in the development of human 
capital, identifies the points of greatest interest to be solved in order to achieve an 
improvement in the formation of human capital. This approach leads to the 
development of customized methodologies that allow the development of human 
capital in the state of Yucatan. An increase in the level of innovation resulting from 
human capital will allow a greater economic development of the state and the region, 
since innovation today more than ever is a value that allows a competitive advantage 
in the globalized world. 

Businessmen and experts in human capital formation are aware of these problems 
and must actively contribute to solve them, since to a great extent the growth of their 
companies will be reflected in the improvement of human capital.  Currently Yucatan 
has a unique opportunity with the near shoring and must take advantage of it and 
enhance it by using its available human capital and must develop and enhance it to be 
able to compete in the world. 
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