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Abstract 

The individuals, at the different stages of the evolutionary process, acquire habits and customs, however, the 

excess of information given by social interaction, disrupts this process by creating disorder and confusion 

distorting the truth, there are theorists who argue that as the level of information rises, the level of reflective 

and critical knowledge decreases, resulting in a memory block and neutralization of critical judgment. To 

introduce in the market the use of innovative products for weight loss, generally, companies hire Nutrition 

specialists with no ethics,  to sell their image, without caring about the public health problems they can 

cause, placing drugs and favoring the existence of a potential captive market, to distribute innovative 

products that promise to alleviate these ills quickly and effectively, without the person having to change 

their eating habits or lifestyle and without making any effort, hence they have been called miracle products.  

  
INTRODUCTION: 

  Marketing science is a discipline of short history and little application in Mexico, country where 
geographic, economic, social and cultural heterogeneity of its population prevails. It is one of the most used 
tools in the contemporary world either to introduce products to the market or to offer services, likewise, 
marketing is used to raise awareness and achieve corporate goals or business, because through it, companies 
manage to influence changes in the behavior of individuals, their personal image and corporate perception. 
In the diffusion of public policies, products and health services are not exempted of using marketing 
strategies to address behavioral change, this is why the progress and welfare depend on marketing, which is 
used to promote the utilization of innovative products, hence the importance of identifying how much 
marketing has influenced in the consumption of innovative products to lose weight in the metropolitan area 
of Veracruz- Boca del Rio, as these can represent a risk to health. 
Nowadays various media disseminate information about innovative medicines to lose weight of several 
laboratories and prices, in Mexico drug companies have become a monopoly so medicine costs are high, 
besides there is little regulation on the quality of generic drugs, which are those who may have access most 
of the population, however, exists in the market available to consumers the-counter medications, which may 
represent a health risk because of self-medication that could cause irreversible damage. 
These days we have seen the mayhem existent in some media where they offering medicines, drugs or 
products that cure everything, or lose weight in short time, without theoretical and scientific support, 
representing a scam to the consumer, these were the words used by the president of the Federal Commission 
for Protection Against Health Risks (COFEPRIS, Miguel Ángel Toscano, to alert against the lack of 
regulation that exists in the field of the so-called "miracle products". According to the body responsible for 
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the regulatory functions to protect the health of the population, these products are made from plants and 
natural substances or with a basis of various nutrients that are non toxic, still, it is necessary to be careful, 
because although its components are not harmful to health, it does not mean they are effective. Given the 
issues raised, students of the University “Universidad Veracruzana”, Veracruz campus of the Nutrition 
Faculty, along with faculty members, conducted this research involving the application of surveys. 
 
METHODOLOGY 

The present investigation with analytical character was retrospectively performed with a cross-section 
during the period February to August 2012 to demonstrate the great impact it has had the products 
advertised in the mass media, through the use of surveys in the metropolitan area of Veracruz- Boca del Rio, 
to identify in existing media how much innovative products are spreading and which of them have more 
impact on the consumer as a measure to lose weight easy. 
 
PROBLEM 

According to the National Health Survey conducted in 2012, a combined prevalence of overweight and 
obesity in adults of 73% for women and 69.4% for men in Mexico was revealed, similar condition prevails 
the state of Veracruz, which ranks first in overweight and obesity. Because of its infrastructure and tourist 
features the metropolitan area of Veracruz- Boca del Rio is influenced by the media and plenty of 
advertisements, affecting the perception of individual welfare, seeking to reach the prototype sent, 
corresponding to lean individuals, which leads to the use of innovative products as tools to influence in the 
health problems described above. In a world characterized by rapid, paradoxical and complex change, where 
competitiveness and globalization are imperative, industries are having an increasing need to address the 
issues in a creative and innovative way. Today, companies seek by all means to persuade the general public, 
so that people will be influenced to get their products to lose weight in a "quick and easy manners". 
However, one of the weaknesses of public policies focused on health services is the lack of recruitment of 
qualified staff that can compete with marketing strategies prompted by large multinationals, which promote 
homogenization of consumption patterns that often neglect basic needs and local cultural reality, to address 
behavioral changes becoming a tool to achieve the highest quality of services and the best result in health 
programs.  
 

OBJETIVE 

Demonstrate that mass media induces the use and consumption of innovative products to lose weight in the 
metropolitan area Veracruz-Boca del Rio, detecting which is the most used advertising medium to 
disseminate the use and consumption of these products,  in order to meet the impact on health. 
 
DEVELOPMENT 

First of all, we need to establish that information and communication is not the same, communication goes 
from the organized data to comprehensive summarized interpretation, the primary units of information are 
converted into higher units of communication, because of this, memory becomes more fragile and can be 
concluded that, even growing your horizon of development is not enough space for multiple growth of the 
broadcast messages, as stated Gilles Lipovetsky in the empire of the ephemeral. Considering the cultural and 
ideological habits and customs of Mexico, big corporations use marketing to the introduction of innovative 
products for weight loss, taking into account that this discipline, despite being of short history and little 
application in Mexico, is one of the most used tools in the contemporary world either to introduce products 
to the market or to offer services, likewise, marketing is used to raise awareness, sensitize the population and 



European International Journal of Science and Technology            ISSN: 2304-9693            www.eijst.org.uk 
 
 

60 

achieve corporate goals or business, as through it, they manage to influence changes in the behavior of 
individuals, their personal image and corporate perception. Nowadays various media disseminate 
information about innovative medicines to lose weight of several laboratories and prices, in Mexico drug 
companies have become a monopoly so medicine costs are high, besides there is little regulation on the 
quality of generic drugs, which are those who may have access most of the population, however, exists in 
the market available to consumers the-counter medications, which may represent a health risk because of 
self-medication that could cause irreversible damage. 
These days we have seen the mayhem existent in some media where they offering medicines, drugs or 
products that cure everything, or lose weight in short time, without theoretical and scientific support, 
representing a scam to the consumer, these were the words used by the president of the Federal Commission 
for Protection Against Health Risks (COFEPRIS, Miguel Ángel Toscano, to alert against the lack of 
regulation that exists in the field of the so-called "miracle products". Information overload creates disorder 
and confusion hiding or distorting its own truth, there are theorists who argue that as the level of information 
increases geometrically,  decreases the level of reflective and critical knowledge, resulting in a memory 
block and neutralization of critical judgment, media is now integrated to the economic and political system 
of each country, currently the system operates according to a set of practices and principles that emerged 
after the second world war, global and regional agencies created during that time, with the explicit or tacit 
approval of the few countries that then made up the international community. Communications have served 
the expansionist societies as tools for marketing and implementation of habits and customs, and as an aid to 
commercial enterprises of their own nations, the expansion of transnational corporations, promote 
homogenization of consumption patterns that often neglect basic needs and local cultural reality. 
 
Marketing in health  

Next, we provide the elements about the origin of social approach to marketing closely related to health, 
marketing is one of the most used tools in the contemporary world, both in the area of products and services 
and behavior changes, social causes, personal image and corporate and political campaigns. The health 
sector and the Secretary of Health as a pioneer and responsible individuals are not exempt to use marketing 
strategies to address the behavioral changes induced by multinationals, threatening to introduce innovative 
products in which are unknown the harmful long-term effects they may cause, so it is essential or 
indispensable, to develop marketing strategies  that address the problems of obesity and overweight or just 
the most difficult of all, marketing ideas associated with healthy behaviors.  Marketing became a tool 
to achieve the highest quality of services and the best result of the programs, while facilitating the optimal 
use of human and material resources. The lack of knowledge of marketing management and strategy of 
selling health products and services is common denominator in an important part of health workers and 
professionals, while in the contemporary world is an increasingly known and used tool in all spheres of 
society and the economy. 
 The first known projects of social marketing strategies were contramarketing to cigarettes and 
alcohol. Later addressed topics such as nutrition and family planning, although these works were made by 
United Nations’ agencies that were not closely linked to health organizations, to the consumer that 
represented a fair and credible information for the transparency in the trade relationship, so as well, to 
eliminate misleading advertising about products that already existed convictions that were harmful to health. 
The health professionals are not the ones better prepared to approach marketing strategies that enable 
rational consumption and tribute to health, none the less, they are being used by big corporations, for the 
introduction of innovative products, without fully considering the risks they represent, with the sole interest 
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