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In this last edition of the year of Quality Magazine, 
we emphasize our commitment to offering elements 
that help in the continual improvement of each and 
every one of the institutions and organizations that 
are part of LAQI’s Member Network, thanks to the 
quality content provided by our renowned experts, 
who share their knowledge in our magazine.

This edition brings Mr. Jorge Arias, who explains 
in detail all strategies to reach the results in your 
Business Plan; Dr. Lucy Amado, who states that we 
are constantly submitted to changes and challenging 
situations; and finally Responsable, an organization 
that shows us the perception by Mexican consumers 
of Social Responsibility in the sector of Health and 
Beauty.

On behalf of LAQI, I wish you a Merry Christmas, and 
I hope that next year is full of new achievements for 
you and your organizations.

Letter from 
the Publisher

http://laqi.org/qualityfestival2015/
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Daniel Maximilian Da Costa
Founder & CEO

Latin American Quality Institute

Letter from 
the CEO

dANIEL
MAXIMILIAN
DA COSTA
founder & ceo
LAQI

In this last edition of the year, we want to continue offering 
each and every one of you members of our Member Network 
tools that may help you improve your skills and increase your 
knowledge, thanks to the articles written by the exceptional 
professionals that contribute to Quality Magazine.

I would like to say that we are closing a successful year at LAQI, 
with the culmination of the eighth edition of the Quality Sum-
mits in different countries of Latin America, and with the recent 
ninth edition of the Quality Festival, which took place in the city 
of Santiago, in Chile. These corporate meetings gathered more 
than 1,000 Latin American entrepreneurs who were trained 
with the relevant intervention of the outstanding professionals 
who took part in the various ceremonies, thus recognizing and 
rewarding your organizations as the best in your countries.

This month of December makes me proud to announce that 
we have taken part in the annual meeting on climate change 
(COP21), which took place this year in the city of Paris. I also 
celebrate the meeting of the 195 leaders who reached an agree-
ment to curb the emissions of greenhouse gases, stop global 
warming and find solutions for the effects of climate change.

I wish you a Merry Christmas, and I hope that in the next year 
your keep growing both institutionally and organizationally, 
thus becoming closer and closer to your goals, always with 
the 40+10 actions in mind; they are the underlying principles 
of our organization.

CEO
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 How Mexican 
consumers perceive 

Social 
Responsibility in the 

Health and 
Beauty industry

Marion

  Keroulin 
Elian

 salazar
Marion Keroulin 

marion@responsable.net
Coordinadora de Proyectos

ResponSable

Elian Salazar 
elian@responsable.net
Coordinadora de RP y 
Proyectos especiales

ResponSable

Twitter: @RSponsable

web: www.responsable.net

In Mexico there is still a lack of 
statistical data and best prac-
tices that allow organizations 

to make strategic decisions con-
cerning Social Responsibility (SR) 
to align it with the expectations 
both of your business and of your 
interested parties..

In order to provide an answer to 
this need, at ResponSable, a SR 
agency, we have published two 
reports to help organizations to 
obtain qualitative and quantita-
tive data about SR management. 
In 2013, we compiled the first 
study, “Panorama de la Respons-
abilidad Social en México” [An 
Overview of Social Responsibil-
ity in Mexico], and in 2014 we 
issued a complementation, “La 
Responsabilidad Social en México 
desde un enfoque sectorial” [So-
cial Responsibility in Mexico from 
a sector approach], in which we 
analyzed seven different sectors. 
Both are available free of charge 
at our website: 

www.responsable.net

Based on our last sector report, 
we would like to share some of 
the most relevant findings in the 
Health and Beauty industry; the 
goal is that you can use such data 
to understand how SR is perceived 
in this industry, and, in turn, to 
become a benchmarking starting 
point for your organization.

Social Responsibility (SR), a 
business matter

Considering the nature of the 
business, the Health and Beauty 
industry requires high investment 
to investigate, produce and pat-
ent a given product. It has imme-
diate repercussion both in the 
competitiveness of organizations 
and in consumers; features such 
as ethics and transparency play a 
key role in this industry. For this 
reason, Social Responsibility in 
Health and Beauty is closely linked 
to the financial concerns of orga-
nizations and to the impact it has 
on the consumer.
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Such concerns have been reflected on the answers 
provided by the organizations consulted in our sec-
tor study when we asked “What is the main part of 
the ISO 26000 certification that you consider the 
most important in the Health and Beauty industry?” 
A total of 68% mentioned consumer issues.

Consumers, a central topic in the industry

Although consumers are important in the Health 
and Beauty industry, to what extent are organiza-
tions aware that consumers are informed about SR 
actions implemented both in the industry as a whole 
and in their own organization? In order to find out, 
we asked organizations to rate from 0 to 10 the level 
of information that they consider they have about 
consumers, where 0 = Not informed, and 10 = Very 
well informed. 

In general, organizations are extremely self-critical 
about the level of information they believe con-
sumers have about SR actions; according to their 
answers, they claim that consumers are better 
informed on the sector than on the organization 
(37% of ratings above 6 for the sector vs. 35% for 
the organization). In fact, if we consider maximum 
ratings 9 and 10, 7% of the interviewees attributed 
it to the organization, and 12% to the sector.

Consumers also share the vision of being little in-
formed, although they appear more critical. When 
asked how well they consider themselves informed 
about the SR actions implemented by the organiza-
tions in the Health and Beauty industry, 78% rated 
it 6 or lower (vs. 63% that organizations attributed 
to the sector). 

To compensate for this pessimistic view, 28% of the 
consumers considered that the Health and Beauty 
industry actually provides precise information about 
its products/services, which places the industry 
fourth in the eight sectors investigated.

Problems vs. strengths in the industry, ac-
cording to consumers

We gave consumers a series of statements classi-
fied according to 7 categories so that they would 
identify which sectors represented a problem to 
be implemented.

Most of the Health and Beauty categories were 
rated less problematic by consumers, in relation to 
the other sectors. However, when we inverted the 
question so that they could identify the strengths in 
each sector, Health and Beauty was not well rated. 

According to 41% of the consumers, the Health and 
Beauty industry occupies fifth place in problems re-
lated to the environment; Construction takes first 
place with 72% of the answers. In terms of maintain-
ing a fair relationship with suppliers, only 21% of the 
consumers identified it as a problem in the industry, 
which makes it the least problematic, in relation to 
the others (Food and Beverage is first, with 54%).
However, in terms of care for the health and safety 
of the consumers, 56% rated it as the second sector 
more problematic (Food and Beverage is first with 
75% of the answers). 

Only 27% considered a strength avoiding and re-
ducing the environmental impact of their products 
(Food and Beverage is first in strength with 52%). A 
total of 21% answered that the industry is strong due 
to the coherence in its decisions and actions (ICT had 
more mentions with 38%). Providing team members 
with a better quality of life at work was considered a 
strength by only 18% (Banking is highest with 41%).
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As much as 24% rated as a strength supporting social causes (Bank-
ing again is first with 53%). Only 23% mentioned that the Health and 
Beauty industry is strong for making sure that its suppliers implement 
SR practices (Food and Beverage was highest with 47%).  A total of 
30% believes that they offer good quality products/services (Food 
and Beverage was first with 51%).

The following chart presents consumer perception of the problems 
investigated. 

For each one of the topics, please indicate in which sectors 
they appear as a problem (N=497)

Did you miss more figures, graphics, details and comparisons? 

You will find more details and get to know the best practices of the 
organizations in the Health and Beauty industry in Mexico if you down-
load the second study prepared by  La Responsabilidad Social en Méx-
ico desde un enfoque sectorial [Social Responsibility in Mexico from a 
sector approach] at  www.responsable.net

In case you are not in the Health and Beauty industry and want to 
obtain more tips on how to implement or improve your SR programs, 
please contact us. 

Orig. Av Rev 21x29,7.indd   1 16-10-15   11:01
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QUALITY 
MANAGEMENT
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In our convoluted and fast-
moving world, it is always best 
to count on conflict resolution 

strategies so as to know what to 
do whenever a problem or spe-
cial situation comes up, because 
we are constantly subjected to 
changes and new challenges.

For this reason, conflict resolution 
strategies (negotiation, mediation 
and conciliation) must be used to 
achieve greater well-being and to 
lead us toward a life full of peace 
and prosperity. It is essential to 
know and manage strategies in 
order to solve multiple daily set-
backs and conflicts. 

Lucy
Amado 

Abogado, egresada de la Uni-
versidad del Zulia (LUZ). Magís-

ter en Derecho Mercantil.

E-mail: 
amadolucy@gmail.com

 Teléfono: 
0058-414-6145407

Página Web o blog: 
www.lucyamado.com 

CONFLICT RESOLUTION 
STRATEGIES FOR

 WELL-BEING AND 
PROSPERITY

Therefore, if we accept that con-
flict is inevitable, and also a part 
of our life and the life of organiza-
tions, it is useful to take advantage 
of the opportunities it presents, 
continually evolving and provid-
ing answers to internal and ex-
ternal needs in all walks of life. 
The ideal situation is to know the 
effective management of new 
strategies so as to approach con-
flicts satisfactorily, implementing 
tools that can be used as part of 
our well-being and prosperity.

- Definition of conflict 

It is advisable to start with the 
definition of conflict, contextual-
izing it as a word commonly used 
in daily conversation to label dif-
ferent human experiences that 
range from indecision to disagree-
ment or stress. 

By taking the concept put forward 
by Amado (2015) as reference, 
we can say that conflict is a so-
cial phenomenon that expresses 

an opposition of interests, an 
incompatibility of conducts and 
cognitions, including goals and/
or effects among individuals or 
groups, which may or may not 
lead to an aggressive expression 
of their social incompatibility. 
Consequently, conflict is bound 
to emerge in several aspects of 
modern life. It may take the form 
of illnesses that prevent relation-
ships to reach their full potential, 
and that may even cause irrepa-
rable damage. 

However, this is no cause for 
alarm, for mishaps and conflicts 
are part of our life; they are de-
termined by structural reasons 
and constitute an integral part of 
the processes of change, which 
is a natural consequence of any 
communicational relationship. 
Because of that, as human beings, 
as a way of detecting conflicts, we 
must have knowledge of negotia-
tion, mediation and conciliation, 
and we must be able to identify 
and fight for our goals in life. 

-Emergence, management and 
transformation of conflict in 
different aspects of society 

If we know that conflicts exist and 
that there are tools to manage 
them, we will be willing to man-
age such conflicts in several areas, 
which will bring several benefits 
to society. 

Among the positive results of con-
flict management in different situ-
ations we can mention:  

• Change of personal and col-
lective attitudes; encourage-
ment of creativity and innova-
tion; development of skills in 
poorly productive areas; iden-
tification of control needs in 
some areas.

- What are the benefits of ad-
equate conflict management?
 
Knowing how to adequately man-
age conflicts will make us at first 
connect emotionally with the 
problems. Although emotions 
are legitimate, we must channel 
them correctly so that they do not 
generate emotional stress and so-
maticize the problems.

Secondly, by adequately man-
aging conflicts, we will be able 
to maintain the relationship be-
tween the parties in such a way 
that, if they feel affected by the 
situation, when they start discuss-
ing it, they will develop tolerance 
and the ability to understand the 
other side; it will therefore be 
much easier to apologize and ask 
for forgiveness, as well as con-
tinue working towards common 
interests.

Thirdly, using conflict prevention 
tools will prevent conflicts from 
emerging, or, if they do, it will be 
less intensely, with lower prob-
ability to cause harm.

Lastly, attitude and mood change 
when there is effective manage-
ment of conflicts, which translates 
into an atmosphere of proactivity, 
well-being and prosperity. 
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-Conflict resolution strategies 

• Negotiation strategy

From a personal point of view, it 
is possible to say that negotiation 
is a process through which both 
parties get together to discuss or 
draw a contract, define the terms 
of the relationship, buy or sell a 
product or service, and resolve 
differences that may arise. 

The goal to be achieved with ne-
gotiation is to find a final com-
mitment between parties, where 
both obtain satisfactory benefits.

In order to conduct a successful 
negotiation, it is necessary to: 

• Have good knowledge of the 
topics to be negotiated

• Cooperate as much as pos-
sible with the other part

• Be flexible, accept change and 
opposite points of view.

- Mediation strategy 

Mediation is an assisted negotia-
tion process where the mediator 
applies negotiation strategies to 
help the parties themselves to 
provide solutions to the prob-
lem. Its goal is not only to solve 
personal problems, because what 
is important for the individual is 
what produces expected results 
and eliminates personal differ-
ences, which will bring prosper-
ity as a result.

Consequently, this is an important 
strategy because it offers the op-
portunity to listen to both parties, 
to discuss the problem and to 
look for solutions without affect-
ing their interests, in a constant 
search for the well-being of both 
parties.

- Conciliation strategy 

During conciliation we use negotiation tools that provide solutions to 
the conflicting parties, allowing them to choose, from an array of pos-
sibilities, the final solution to the problem. One of the positive aspects 
of conciliation between parties is that it constitutes a prevention of 
future problems in the society in general. 

- Is it really possible to achieve the well-being and prosperity 
of Latin American society through the timely management of 
conflicts?  

I would like to emphasize that it is necessary to be prepared for the 
accelerated pace of changes in today’s world. We must have a vision 
for the transformation of conflicts. All this presupposes challenges in 
our lives, which alters paradigms that are merely related to successful 
management of success. As a conclusion, an individual who manages 
conflict resolution strategies must bring forth peace and balance, and 
remember that “values and negotiation are the key to success.”
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MARKETING
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CUSTOMER 
POWER
In case you want a spectacular 

closing for your operations this 
year, try to do it based on what 

was accomplished during the 
year, but try also to make it dif-
ferent from everything that you 
have done in the past. In case you 
have already been able to imple-
ment your next year’s project, try 
to take into account that the time 
has come to be bold enough to 
do what you have never done be-
fore so as to get your customer’s 
attention. In your business men-
tal model and in your daily op-
erations, you must be aware that 
your goal is to reach the highest 
perceived value for your custom-
ers, or you will not be able to en-
sure their loyalty. 

Jorge

arias

Lic. Jorge Arturo Arias Romero

E-mail: direccion@cehu.com

Tel: +52 33 3615 3471 / 
+52 33 3615 6861

Página Web: www.cehu.com

The time has come for You and 
your Team Leaders to define your 
Business Plan model, which you 
will use next year. You operations 
this year are practically over. What 
has been achieved and what you 
have not been able to do for your 
customers will only be identified 
when you revise your Financial 
Statements on the very last day 
of the year. For sure you are al-
ready thinking about operations 
and actions to be implemented 
according to your new Business 
Plan or your new vision. You have 
already revised the statistics of 
the probable behavior of the mar-
ket in which you operate, as well 
as the macroeconomic informa-
tion and our country’s in order to 
be able to foresee the most prob-
able behavior of the market and 
plan your strategies to fight your 
competition.
 
Therefore, You and your Team 
Leaders must investigate if the 
people who work for you are 
aligned with achieving the results 
that are expected for next year. 
You can start by answering these 
questions: Have you designed a 
Commitment Strategy to ASSURE 
the implementation of your busi-
ness plan in the future? Is every 
team member perfectly aware of 
their responsibility levels, and do 
they know how their performance 
will be evaluated according to the 
new Business Plan? 
 
I have always insisted that relying 
on a clear approach allows indi-
viduals to concentrate on what 
really matters, which also helps 
them to focus on their priorities 
during the time they will work in 
the organization, or even in their 
personal life, through which we 
call assurance of goals and objec-
tives.
 
From this point of view, it is the 
responsibility of those who lead 
the organization not only to make 
the new business vision public, 
but also to explain in detail each 
Strategy to be implemented in or-
der to achieve the results included 
in your Business Plan. In addition, 
it is also your responsibility to lis-
ten to your team members so that 

they can contribute with their 
expertise to the improvement of 
your competitive edge.
 
However, first of all, it is essen-
tial to be aware of the fact that 
when the plan is based solely on 
statistical data, you will not go 
very far if you have not LISTENED 
to your Customer with regards 
to the products and services 
that you currently offer. It is You, 
therefore, the one responsible 
for letting the whole organization 
know what your customers think 
of your organization in order to 
work accordingly, involving the 
whole organization to achieve 
this goal. Your customer’s voice 
has to do with your willingness in 
the future to be connected with 
your business so that you make 
this task a priority and involve all 
your team members to reflect on 
the best ways and possibilities, 
as an Organization, to meet the 
needs that the market, thorough 
your customers, demands.
 
After all this is done, you must 
ALIGN the whole Organization 
to assure the results, not only in 

economic and financial terms, 
but also in terms of assuring the 
LOYALTY of your customers, an 
unbreakable link that will sustain 
and guarantee the survival of your 
business. 
 
Customer power is related to your 
decision of maintaining or not a 
long-term commercial relation-
ship. This topic is vital, so put it 
on your High Priority and Urgent 
in-tray so that You are the one 
responsible for assuring the cor-
rect ALIGNMENT of your Business 
Plan with your customers’ vision.
 
To accomplish that you must be 
willing to change; you must un-
derstand that, to achieve results 
with your customers at the High-
est Level, you must work more 
efficiently within your business. 
An Alignment project is not based 
only on assigning greater control 
of daily processes and operations. 
Although Leaders are important, 
it is necessary to ASSURE that 
each one of them in all areas of 
your business play their role well 
with the individuals for whom 
they are responsible. The leaders 
have the responsibility of convey-
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ing the new vision and of assuring its implementa-
tion; their performance decisions, as leaders, are 
related to the ability to unleash the interior fire of 
your team members so that they are ready to com-
mit ALL their potential to the new project of the 
Organization.
 
Higher level of leadership = Greater Efficiency
 
You must realize that the work done inside the busi-
ness is exactly what your customers will receive at 
the end, and it is because of them that you must 
always pay close attention to what is done in every 
link of your value chain to assure that you breathe 
Excellence and passionately aim at the continual 
improvement and the implementation of the de-
velopment models of your team members. Invest-
ing within will generate, as a consequence, good 
results outside, which will allow you to exceed your 
expectations with your customers and the market 
in which you operate.
 
You must be willing, therefore, to do what follows:
 
1. Listen to your customers and prepare to as-
sist them like nobody else: If this condition is not 
established, your participation in the market will 
always be uncertain.

2. Listen to your team members and create 
growth processes like nobody else: Without them, 
you will not be able to what is stated in #1 above 
because what happens outside the company is what 
happens inside it.

3. Concentrate on results and pay for them: 
Establish priorities, concentrate on the development 
of your team members in all links of your value chain, 
and assure development, but be willing to pay the 
fair price for it.

4. Clearly establish a commitment for the 
development of your team members: Without a 
strategy or commitment, you will not go very far, 
and in the next fiscal year you will experience sev-
eral ups and downs which will cause a high degree 
of concern.

5. Choose the most adequate type of Leader-
ship to obtain the most of your Team: Empower 
individuals to work with the Team and to be willing 
to employ all their potential. No one can reach the 
top alone... It is necessary to put together everyone’s 
wishes and contributions to reach a higher goal, the 
one devised in the Business Plan.

 
As you can see, your results are necessarily linked to 
your leaders’ performance; hence the need to keep 
training and investing in them whenever needed. 
Aim high with your team members! They are the 
only sustainable advantage for You and your busi-
ness in the future. Ignore the costs when dealing 
with your team members’ growth; they are the ones 
that, by putting their skills to the test, will assure the 
realization of your vision.
 
Our commitment at CEHU is linked to results, and 
that is why, as usual, we are at your disposal to help 
you achieve them. I have nothing further to say this 
year except to wish you a Merry Christmas, a spec-
tacular closing for your business year, and our best 
wishes for a challenging 2015. May you show in your 
business the size of your team members in 2015.
 
Please remember: 
 

The size of your organization is directly 
proportional to the size of your team

 members!
 
We would like to express our most sincere thanks for 
your confidence in our firm during this year.
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