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M
exico is widely regarded as a regional 
trendsetter thanks to its proximity to 
the largest economy in the world, the 

US. It regularly gets first dibs on technology 
and companies often choose Mexico to pilot 
programs and products for Latam. This is part-
ly what brought The Business Year to Mexico 
originally and this year we present our 11th 
edition on the market, The Business Year: Mex-
ico 2022.

This latest year-long period of research was 
marked by a sense of reflection and reinven-
tion in the business community. As the world 
continues to restructure itself in the wake of 
COVID-19 and the subsequent disruption to 
the global supply chain, players in the country 
are continuing to discover Mexico’s role in this 
new reality. Many executives shared that they 
used the crisis as an opportunity to question 
entire business models and venture into seg-
ments that had previously been on the back 
burner. Industries that had never collaborated 
before also found opportunities to create un-
traditional partnerships.

Keeping up with the theme of change, we 
saw a rising interest in the country to align 
with environmental, social, and governance 
(ESG) criteria. As consumers are no longer 
satisfied with empty promises, companies are 
readapting by showing more transparency and 
incorporating these values into every step of 
their processes. Gender equality is also start-
ing to gain more visibility in the market. With 

this in mind, the 2022 edition will present, for 
first time in Mexico, the release of the Women 
in Innovation ranking, which was developed in 
collaboration with Great Culture to Innovate to 
highlight the importance of workplace culture 
in this matter.

Creativity and agility became essential in 
the face of what was a volatile year. Disrupted 
supply chains and delayed deliveries heavily 
impacted some of the most important indus-
tries, including automotive, construction, and 
chemicals. The wound was further deepened 
by internal debates on how national energy se-
curity should be dealt with between the public 
and private sector. The government addition-
ally finds itself under pressure to conclude 
megaprojects and realize campaign promises 
before 2023.

These challenges remind us all that the jour-
ney to pre-pandemic growth levels will not be 
fast and that the reactivation of the market will 
not be equal. Among the industries that stood 
out the most for having the fastest comeback 
was logistics and manufacturing. In this mat-
ter, The Business Year has included a special 
spotlight on the city of Monterrey as industrial 
activity in the north was marked by an influx 
of international companies, particularly from 
Asia. The demand is influenced by companies 
wanting to decrease logistical risk and shorten 
delivery times, a major step forward toward 
Mexico’s dream of becoming a global hub for 
logistics. ✖
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The past year began mired in uncertainty, with details of a vaccina-
tion campaign sketchy and worries over the future of restrictions rife. 
In 2022, the market has plenty to celebrate. More than 50% of the 
population has received two doses, the year is expected to end with 
GDP growth of about 5%, and long-awaited, in-person trade events 
have restarted. Yet the losses of 2020 cannot be minimized as com-
panies will probably remain in the process of recovery for the next 
few years.

INFLATIONARY PRESSURE 
The rising inflation rate is expected to be a common concern among 
investors for the next year. Mexico closed 2021 with an inflation rate 
of 7.36%, the highest in 20 years. Mexico’s central bank (Banxico) ex-
plained that global bottlenecks in supply chains, the elevating prices 
of goods and energy, and the recovery of activities are influencing in-
flationary pressure. In response, Banxico was forced to increase the 
interest rate to 5.5% in December 2021. When it comes to next year, 
the OECD estimates GDP growth of 3.3% in 2022 and 2.5% in 2023.

OUT WITH THE OLD
The Mexican energy market finds itself in wait-and-see mode as 2022 
will determine the final modifications to the 2013 energy reform that 
the president has been pushing since 2018. The current administra-
tion insists that it is concerned for national energy security and the 
loss in revenue that CFE has faced since the initial reform. Included 
in the first draft of the proposal is the guaranteed 54% participation 
of state utility CFE, leaving the rest to the private sector. Companies 
worry that the reform will disincentivize much-needed investment 
both in renewables and in oil and gas if the modifications are put in 
place.

With the renewable energy industry anxiously awaiting the final 
decision on the reform and the oil industry bathing in the limelight 
of the public agenda, gas remains an untapped market in Mexico’s 
energy industry. Pemex is the main producer of gas in the country 
and produced 3,816 MCF per day on average in September 2021, a 
fall from its peak in 2009 of 7,031 MCF. Investment has dropped con-
sistently from Pemex and players speculate that it is a missed oppor-

With the COVID-19 pandemic now sliding into the rearview mirror,
Mexico is set to bounce back with strong growth in 2022.

EXECUTIVE SUMMARY
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tunity to assure the president’s mission of national security.

BETTER TOGETHER
Fragmented support from the public sector has motivated the main 
chambers and associations of the private sector to collaborate more 
closely to fill in the gaps needed for faster market recovery. The best 
example can be found in tourism, one of the sectors most impacted 
by the pandemic. The Hotel Association of Cancún, Puerto Morelos 
and Isla Mujeres (AHCPM & IM) began its own promotional cam-
paign in the absence of publicity from the government. Other cham-
bers are also working to create more dialogue with the public sector 
to find ways to better align the vision of stakeholders with the needs 
of the general population.

WALKING THE TALK 
More than in previous editions, The Business Year found business 
and public-sector leaders discussing the importance of ESG and sus-
tainability. Consumers are no longer satisfied with empty slogans and 
are increasingly demanding more transparency from policy-makers 
and companies. Mexico is currently the leader in Latin America in the 
matter. Banxico, in collaboration with seven other Mexican entities, 
created the Network of Central Banks and Supervisors for Greening 
of the Financial System (NGFS). Its objective is to establish the inter-
national sustainable finance agenda in the Financial Stability Board, 

the Basel Committee for Financial Supervision, and the G20 Sustain-
able Finance Working Group. Gender equality is also starting to get 
attention as women question the lack of female executives on com-
pany boards and in government. Initiatives are starting to pop up to 
tackle the issue, such as the creation of Women in Finance (MEF), 
which seeks to promote the development and empowerment of fe-
male professionals in the finance industry. The Business Year is also 
including for the first time in Mexico the Women in Innovation rank-
ing in collaboration with Great Culture to Innovate.

MEXICO’S MOMENT 
An unexpected area of opportunity arose from the tariffs the US 
placed on China. On one hand, it motivated companies to find new 
suppliers outside of China and, on the other, many Chinese com-
panies started to open manufacturing sites in Mexico to avoid fees. 
Players reported that often companies start production in Mexico 
and finish the product in the US to receive the highly sought-after 
“Made in the USA” stamp. This situation, in combination with the 
logistical challenges of the past year, have further boosted industrial 
demand in the country. According to official data, industrial produc-
tion increased by 6.9% in Mexico between January and November 
of 2021 and manufacturing represented the majority of this growth. 
These numbers are expected to improve with the reactivation of in-
dustrial activity in the US. ✖
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DECEMBER, 

2021
NOVEMBER 24, 
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MAY 3, 

2021

FEBRUARY, 

2021
Jose Biden is inaugurated as 
President of the United States of 
America, Mexico’s most important 
commercial partner

Citizens elect 15 governors, 30 state 
legislatures, and 500 deputies in 
local elections. Morena, the party of 
the incumbent president, fails to win a 
majority in congress.

Sergio (Checo) Perez becomes the 
first Mexican driver to achieve a 
podium finish in Formula 1, coming 
in third.

Mexico closes the year with inflation 
of 7.4%, the highest in 20 years and 
the seventh highest in the world for 
2021

Victoria Rodríguez Ceja was 
nominated by the president to 
become the first female governor of 
Mexico’s central bank (Banxico)

A train line collapse causes the 
deaths of 26 people and is one 
of Mexico City’s deadliest metro 
accidents in almost 50 years

Mexico’s massive COVID-19 
vaccination program starts with 
people over 60 years old first in 
line. By the end of 2021, Mexico had 
registered 57% of the population as 
fully vaccinated

SEPTEMBER 6, 

2021
Heavy rainfall causes flooding in the 
city of Tula de Allende that also cut 
the power supply at the local hospital. 
The army was used to assist rescue 
teams.

Contents

JUNE 8, 

2021
US Vice President Kamala Harris 
visits Andrés Manuel López Obrador 
in her first foreign trip to create a 
model of cooperation between the 
south of Mexico and Central America. 
She also met with female Mexican 
entrepreneurs
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BOUNCING BACK
T

explained Alberto de la Fuente, President of the 
Executive Council of Global Enterprises (CEEG); 
“Ultimately, what we must continue to work on 
is maintaining, improving, and strengthening 
confidence in Mexico.”

BREAKING THE STATUS QUO
A state that clearly understand the importance 
of political and economic stability is the state of 
Hidalgo. The state currently holds an A+ credit 
rating from Fitch Ratings, and set forth a series of 
initiatives to become one of the top-three states 
for business environments in the country. “In 
the same order, we reformed the constitution in 
order to create a statewide anti-corruption sys-
tem to provide investors with increased securi-
ty,” said Omar Fayad, governor of the state. “The 
second step of the strategy was to enhance local 
enterprises and business in order to make them 
strong enough and be prepared to receive new 
competitors,” he continued.

THE NORTH STAR
The chapter also includes a look at the rising in-
terest from international companies in the city 
of Monterrey, specifically from Asia. The Busi-
ness Year spoke to the main business leaders of 
Monterrey, including Andrés Ochoa-Búnsow, 
President of Invest Monterrey. “Capital is scarce 
on a global level, and attracting it requires great 
effort. At Invest Monterrey, we demonstrate that 
the business platform in Nuevo León is ideal for 
doing successful business,” he told TBY. ✖

he light at the end of the tunnel is near as 
vaccinations continue to roll out and the 
faster-than-expected recovery in the US 

market influences growth in Mexico. The OECD 
expects GDP expansion of 3.3% in 2022 and of 
2.5% in 2023. This many not seem like much but 
it a far cry from he 8.5% drop the market saw in 
2020. This was the second-highest fall since 1932 
when the economy fell by 14%.
As borders and governments ease back on re-
strictions, markets around the world will be 
competing for capital. Mexico will have to make 
a case for itself as a destination for a new gener-
ation of post-pandemic investors that are much 
more cautious on where they place their money. 
The country’s success in this matter will deter-
mine economic growth for the years to come. 
According to Héctor Villarreal, General Director 
of Comce Noreste, foreign trade currently makes 
up about 72% of the country’s GDP. “Therefore, 
as long as we have more companies participat-
ing in international markets, this generates more 
international trade, which in turn boosts GDP,” 
he said.

RULE OF LAW
Fortunately, Mexico boasts many advantages in-
cluding a strategic geographic location, a quali-
fied labor force, and a wide array of signed trade 
treaties. But there are still many areas of oppor-
tunities to make the country even more attrac-
tive. Multinational companies seek countries 
with an effective rule of law and fair competition, 
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I N T E R V I E W

Omar Fayad 
G O V E R N O R ,
H I D A L G O

What initiatives has Hidalgo launched to attract the at-
tention of investors and become a new economic desti-
nation for the country?
It has been a process that began almost five years 
ago. We set up an economic development strat-
egy, with one goal in mind: to eradicate poverty 
by creating formal and well-paid jobs. This strat-
egy was based in four axes. The first one was to 
create a friendly environment for doing business. 
At the beginning for my administration, Hidalgo 
was 29th out of 32 in terms of ease of opening a 
business. This year, Deloitte recognized the state 
as the third-best business environment in the 
country. It has been possible mainly due to an ex-
tremely aggressive regulatory improvement strat-
egy, which was recognized by OECD as the most 
avant-garde in Latin America at that time. In the 
same order, we reformed the Constitution in or-
der to create a statewide anti-corruption system 
to provide investors with increased security. With 
regards to internal finances, we refinanced our 
debt, while setting the best interest rates and con-
tracting no new debt while increasing collections. 
Today, the state holds an A+ credit rating, accord-
ing to Fitch Ratings, one of the best in the country, 
even better than Mexico’s. The second step of the 
strategy was to enhance the local enterprises and 
business in order to make them strong enough 
and be prepared to receive new competitors. We 
have trained and developed new skills to 9,500 
entrepreneurs from all over the state. Over the 
last five years, we have also granted USD50 mil-
lion to 2,200 SMEs. Besides, we decided to break 
into the energy sector by developing our energy 
law and our own state energy agency dedicated to 
supporting companies to get access to lower en-
ergy costs. Once we put our own house in order, 
we launched steps three and four of the strate-
gy: attract new investments and entice high-val-
ue companies in four specific sectors—chem-
ist-pharmaceutical, processed foods, sustainable 
mobility, and energy. To date, we have landed 
more than USD3 billion in new investments. No 

previous government in Hidalgo had achieved 
such an investment. In 2020, we attracted more 
investments than Querétaro, the rising star state 
in Mexico.

Besides clear rules and certainty, what else makes Hi-
dalgo different to new investors?
We have all the benefits of a huge metropolis, 
without their troubles. Furthermore, Hidalgo has 
excellent road and rail connectivity that allows 
companies to send and receive goods to and from 
any of the two oceans that surround Mexico. An-
other important differentiator is security; Hidalgo 
is among the top five safest and peaceful states 
in Mexico. We have set up the “C5i”: the control, 
command, communications, computing, coordi-
nation, and center of intelligence security of Hi-
dalgo, where we coordinate municipal, state, and 
federal authorities to provide public safety ser-
vices and timely emergency care. It is one of the 
most sophisticated facilities not only in Mexico, 
but in Latina America. Nonetheless, what really 
makes a difference is the personalized care we 
give to all the investment projects. I personally 
attend to each of the new companies that want to 
come to the state. Every project is different, with 
special needs and requirements, thus I instruct 
my cabinet to work together with investors. In 
2020, for the first time in history, Mexico, through 
the state of Hidalgo, won the award given by the 
Ministry of Economy of Dubai for the best invest-
ment project worldwide. Five years ago, this was 
something unimaginable. 

What are your goals for Hidalgo for the short term?
I want to continue attracting investments; they 
are the key to generate jobs and eradicate pover-
ty. The goal was to land USD500 million in 2021. 
I want Hidalgo to be stronger than it was before 
the COVID-19 outbreak. I want my legacy at the 
end of my government for the people of Hidalgo 
to live better than they did five years ago. That is 
what I am working toward. ✖

BIO 

Omar Fayad currently serves 
as Governor of Hidalgo State 
and Vice Coordinator of the 
Commission for Safety and 
Justice and Coordinator 
of the Commission for 
Economic Development 
at the National Governors’ 
Conference (CONAGO). He 
has served in legislative 
positions as federal deputy 
and senator and received 
presidential appointments 
as the Vice-Chairman for the 
Latin American chapter of the 
World Customs Organization, 
among other positions in public 
administration.

 

Targets 
USD500M in FDI 
in 2021

 

Created own 
energy agency 
to attract more 
renewable 
energy projects

MARK OF 
success

By eradicating excess bureaucracy 
for doing business and offering 
attractive conditions to both national 
and international investors, Hidalgo 
has emerged as the new economic 
destination in Mexico.
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I N T E R V I E W

Ernesto Sánchez Proal 
F O R M E R  S E C R E TA R Y  O F  E C O N O M I C 
D E V E L O P M E N T,
J A L I S C O  S TAT E

As Jalisco’s Secretary of Economic Development, what are 
the priority sectors?
We have identified a number of strategic sectors. 
First, we have the advanced manufacturing sector, 
specifically the electronics and car industries. Ap-
proximately 60% of the state’s exports are derived 
from these advanced manufacturing sectors. We 
are home to some of the world’s leading electron-
ics manufacturing companies, such as Foxconn and 
Flextronics, among others. These companies essen-
tially build and deliver products for third parties. For 
example, we make storage servers for Global Cloud 
Services Companies and components for electric 
cars. In fact, 20% of every Tesla vehicle is manu-
factured in Jalisco. In terms of advanced electron-
ics and automotive manufacturing, we are able to 
offer both leading technology and design services. 
We have companies such as Intel, a manufacturer 
of integrated circuits and microprocessors that em-
ploys over 1,000 engineers in Guadalajara. We also 
have Continental Automotive, one of Europe’s lead-
ing automotive part manufacturing companies that 
designs and develops vehicle sensors and adapters. 
Energy is another key area of interest for us. We 
are focused on securing a cost-competitive energy 
supply for the state. This involves a combination of 
renewable energies and fossil fuels. All of this is con-
tained in our economic development policy, which 
includes additional cross-cutting strategies related 
to logistics, attracting investment, energy, and so 
on. The overall aim is to create employment and 
boost Mexico’s GDP. This should be achieved by 
sustainable means and via inter-state collaboration.

What strategies are you using to attract foreign invest-
ment?
Our strategy has been extremely successful. In 2020, 
despite the pandemic, direct FDI grew by 38% with 
respect to 2019. In 2019, it grew by 66% YoY. We fo-
cus on industry niches, such as electric car supply 
chains, and specific geographical regions, such as 
Asia. China, for example, is of particular importance 
to us given its current trade tensions with the US. 
Besides North America, our main trading partner, 
China, has become a key export destination and 
source of foreign investment for Jalisco. We have 
also established trade agreements with several Eu-
ropean countries. In 2020, we held video confer-

 

2nd-highest 
employment 
recovery rate in 
Mexico

 

Industrial 
policy for 
Jalisco includes 
developing 
advanced 
manufacturing 
industry and 
strengthening 
SMEs
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Ernesto Sánchez Proal is 
an electronic engineer from 
ITESO, with a master’s degree 
in administration from Central 
Michigan University. He 
worked eight years at IBM, in 
Mexico and the US, in areas of 
manufacturing and technology 
development. He also worked 
at Jabil where he directed 
the operations in Mexico. He 
is the founder of companies 
in the areas of technology, 
energy, manufacturing, and 
tourism. He has participated 
in organizations such as Mural 
newspaper, Banco de México, 
Electrical and Electronics 
Engineers (IEEE), Mexico's 
Electronics Manufacturing 
Chamber (CADELEC, A.C.), and 
others.

Jalisco State’s economic 
development policy features cross-
cutting strategies related to logistics, 
attracting investment, energy, and 
more in order to create employment 
and spur growth in the region.

ences with foreign agencies to discuss a number of 
economic issues, such as attracting investment and 
exports. We also spoke to several embassies regard-
ing economic development issues in an attempt to 
improve trade relations and attract new foreign in-
terest. These discussions brought about satisfactory 
results.

Could you tell us about the Jalisco Economic Reactivation 
Plan?
This was an emerging plan specifically focused on 
job retention and creation. However, it was also 
designed to attract new investment. More than 
MXN800 million was allocated to this initiative 
alone. Over MXN280 million was used to immedi-
ately safeguard jobs, while around MXN480 million 
was used to both create and retain long-term em-
ployment. The results were extremely positive. It is 
estimated that roughly 90,000 jobs were protected 
and created as a direct result. Jalisco now has the 
second-highest employment recovery rate in the 
country. Thanks to this plan, support for export-ori-
ented supply chains was sustained, and liquidity 
was easily made available. It was a phenomenally 
successful initiative that was made possible thanks 
to private-sector collaboration.

What are your objectives for the rest of the year?
The agri-food sector is of vital importance to us. 
This encompasses both the tequila industry and 
food production across Mexico. Jalisco alone pro-
duces over 12% of the total food consumed in Mex-
ico. We are responsible for the secondary sector, 
namely food processing. Through certifications, we 
are able to provide access to new markets, such as 
China, where demand for imported food products 
is increasing. Food products alone account for the 
majority of our exports to China. This is because 
demand for electronics and other manufactured 
goods is significantly lower given their domestic 
production capabilities. Our strategy is geared to-
ward foreign trade and the endorsement of local 
food producers. Lastly, I would like to highlight a 
cross-cutting strategy to turn Jalisco into Mexico’s 
main logistical port. We are currently in the pro-
cess of building the second runway at Guadalajara 
airport and are working to set up a rail connection 
between Guadalajara and Aguascalientes. ✖

stronger 
GROWTH
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I N T E R V I E W

Alberto de la  Fuente 
P R E S I D E N T,
E X E C U T I V E  C O U N C I L  O F  G L O B A L  E N T E R P R I S E S  ( C E E G )

Can you tell us more about your vision as 
President of CEEG?
CEEG is currently in a period of self-re-
flection as an organization. We are go-
ing through a process of understanding 
where we are at, what the current land-
scape looks like, what we need to move 
forward, and which areas we have to fo-
cus more on. It is an incredibly enrich-
ing process, not only on a personal level 
but also from an executive committee 
level. There are four areas in which we 
see ourselves playing a key role, which 
differentiate us from other business 
organizations, not only because of the 
multinational dimension of our compa-
nies, but also because of the diversity of 
sectors represented within CEEG. These 
areas are investment strengthening, in-
ternational experience, innovation, and 
our adherence to values and codes of 
ethics. We constantly work on strength-
ening investment, particularly in strate-
gic sectors. CEEG companies contribute 
around 40% of all FDI in Mexico, so we 
are a key actor in terms of investment, 
and that is an area in which we continue 
to see ourselves as important partners. 
We are also eager to share our interna-
tional and general experience in terms 
of best practices with the public and 
private sectors. One thing that makes us 
different from other organizations is that 
our companies are constantly betting 
on and investing in innovation. We keep 
our commitment to values and princi-
ples that are extremely important to us 
all: democracy, diversity, ethics, integri-
ty, free trade, and competition. We are 
always advocating for these principles 
because that will make Mexico stronger. 
The fact that we gather 56 multinational 
companies, with experience around the 
world and the opportunity to bring best 

practices to Mexico puts us in a unique 
position to contribute to the develop-
ment and growth of the country.

What could be done to further promote invest-
ment by global companies in Mexico?
Ultimately, what we must continue to 
work on is to maintain, improve, and 
strengthen confidence in Mexico. Build-
ing trust is extremely important for com-
panies to continue bringing investment 
to the country, and this must necessarily 
go through effective rule of law policies 
that contribute to a thriving business en-
vironment and longer-term investment 
decisions. Investors value transparent 
rules, fair competition, decisive actions 
against corruption as well as public safe-
ty, and Mexico should reinforce its ac-
tions if we want to continue bringing in-
vestment, jobs, and wellbeing to Mexico. 
As multinational companies, we pride 
ourselves on the strong governance 
of our companies. When we decide to 
invest, we look for countries that also 
provide us with that strong governance 
framework. Mexico’s commitment to 
being a country with a sustainable econ-
omy is another important pillar. CEEG’s 
companies have committed to net zero 
emissions in the future, as we are con-
vinced of the need to moderate the im-
pact of climate change and continue to 
work to protect the environment. Other 
important issues that we will continue to 
work in are inclusion and diversity. The 
more Mexico advances in this agenda, 
the more attractive it will be for invest-
ment. Finally, in the long term we aim at 
making Mexico a much more innovative 
country in sectors like health, education, 
energy, infrastructure development, 
e-commerce, science, and technology. 
For us, it is crucial to reduce the digital 

BIO 

Alberto de la Fuente is currently the 
President of CEEG as well as President 
& CEO of Shell Mexico. He has extensive 
professional experience, both in the 
private and public sectors. In the 
Mexican public sector, he worked in the 
Office of the President, the Secretary 
of Energy, and the Federal Energy 
Regulatory Commission. He joined Shell 
in 2006 as a marketing manager with 
North West Shell Gas in Australia and 
was Shell business representative and 
advisor at Oman LNG and Qalhat LNG 
in Dubai from 2008-2012. He was the 
leader of the Energy Group within the 
British Chamber, as well as the founder 
& president of the Mexican Association 
of Hydrocarbon Companies (AMEXHI) 
from 2016-2020. De la Fuente has a 
bachelor’s degree in economics and 
international relations from ITAM, a 
master’s in economics and history from 
the University of Oxford, and an MBA 
from the Australian Graduate School of 
Business at the University of New South 
Wales.

Given that most of CEEG’s member companies have operations 
around the world, they are able to provide first-hand knowledge 
and expertise that can contribute to the development and 
growth of the country.

divide and improve the quality of edu-
cation. We need more qualified talent in 
our companies.

What are the biggest challenges facing Mex-
ico?
There are three great challenges ahead 
for Mexico. The first is to highlight the 
competitive advantages of Mexico to be 
a more attractive country for investment. 
Second, investors must be given the feel-
ing of being comfortable and confident 
in Mexico, and that has to do with the 
rule of law. Finally, we need to create a 
long-term vision as a country, where the 
public sector, NGOs, and the private sec-
tor, in general, can participate and do 
their part to build the prosperous and 
fair country we all want. ✖

area of EXPERTISE
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I N T E R V I E W

José Medina Mora Icaza 
P R E S I D E N T,
E M P L O Y E R S  C O N F E D E R AT I O N  O F  T H E 
M E X I C A N  R E P U B L I C  ( C O PA R M E X )

As the new president of COPARMEX, can you explain your 
vision?
We differ from other business bodies that are so-
called chambers. There is a law that governs busi-
ness bodies, such as the Chamber of Commerce, 
but COPARMEX is governed by the Royal Labor 
Law. We have 68 business centers throughout the 
republic plus 19 delegations and 14 representa-
tions. We are present in a total of 101 cities in Mex-
ico. These business centers belong to the confeder-
ation that gives me the pleasure to preside over this 
organization. In COPARMEX, we group together 
and defend industrial, commercial, and service 
companies of all sizes. In our 92-year history, we 
have defended the rule of law, which we consider 
fundamental in Mexico. We also have a mission 
to achieve a better Mexico. The mission that gives 
meaning to COPARMEX is promoting the common 
good by driving entrepreneurship and innovation 
to achieve inclusive development. We need such a 
new development model in the country. There has 
been a great controversy in Mexico because though 
the GDP continues to grow, poverty is rising as well. 
This generates conflict with the business and so-
cial sector. We need development based on social 
development without excluding anyone without 
using more resources than the planet can reason-
ably regenerate. As a result, this new development 
model includes changes in companies and a more 
people-centered approach. It is a humanistic lead-
ership concept. The people are the motivation be-
hind our activities. In order for companies to grow, 
people have to grow as well. Hence the importance 
of training and talent development within them.

COPARMEX is working hard to create the concept you plan 
to apply. How will you convince Mexican companies to im-
plement such a model?
The most important thing is communication with 
the partner companies of COPARMEX, which num-
ber 36,000. We are convinced that this is the way 
forward and that part of the model means that an 
instrument for change that the country requires is 

the company, regardless of what the government 
does. An example we use is educational poverty. 
In Mexico, many workers leave formal education 
to enter the working world. CONEVAL tells us that 
it will take three generations for these Mexicans to 
work their way out of poverty. A census must be 
carried out in order to determine the everyday real-
ity of these workers. There are companies that have 
discovered illiteracy among their workers, which 
they were unaware of. If companies become more 
concerned about the fact that our collaborators 
emerge from educational, patrimonial, food and 
health poverty, we will achieve the change that the 
country needs. That is our communication strategy 
for change.

Considering the model of inclusive development, what are 
your goals for the rest of the year?
In terms of the workers themselves, we consider it 
essential to raise the minimum wage. We want to 
reach a minimal level of family well-being. Right 
now, the minimum wage only maintains a person 
in terms of food and water. An average family has 
four people and two of them working. A minimum 
wage is necessary for those two people to have suf-
ficient nutrition. That is the proposal for 2024: to 
reach that level of well-being.

What is your current relationship with the government, and 
which part of the government do you relate to the most?
We have a close relationship with the secretary of 
labor and social welfare. We recently negotiated 
the amendment to the subcontracting law for three 
months. We negotiated on a weekly basis and final-
ly struck a great deal in which all three stakehold-
ers won, namely the workers, the companies, and 
the government. For our part, this should be the 
criterion for communicating with the government 
in order to reach a consensus. We have an open di-
alogue with the economy and finance secretariats. 
And we also enjoy an open dialogue with the direc-
tor of social security for vaccination, which is vitally 
important for Mexico’s economic recovery. ✖

BIO 

José Medina Mora Icaza is 
founder & president of the 
board of CompuSoluciones, 
a company that offers 
wholesale solutions for IT 
and communication. He 
studied civil engineering 
and has two masters from 
Stanford University and a 
master’s in public policy and 
governance from Universidad 
Panamericana. He also has a 
PhD in project management 
from Stanford. In 2007, he 
was named by Expansion as 
one of the 100 most influential 
entrepreneurs in Mexico. EY 
named him Entrepreneur of the 
Year in the IT sector.

VOICE OF 
reason

COPARMEX is advocating for a more 
inclusive economic growth by driving 
entrepreneurship and innovation from 
the ground up.

Represents over

36K
companies in Mexico
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cities
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207 interviews were conducted for The Business Year: Mexico 2022 Analytics.

BUSINESS CONFIDENCE INDEX

How confident are you about the outlook for business in Mexico this year (1-5)?

TBY ANALYTICS MEXICO 2022

SECTORS TO WATCH

AVERAGE 
RATING

3.5

3.5

AGRICULTURE

2.5

 TOURISM

2.5

GREEN ECONOMY

3.5

FINANCE

3

ENERGY

3.5

INDUSTRY

3.5

IT & 
TELECOMS

4

CONSTRUCTION 
& REAL ESTATE

ADVANTAGES & CHALLENGES

What are the most commonly mentioned advantages and challenges of doing business in Mexico?

A D VA N TA G E S

• Government focus on energy sector

• Strong digitalization 

• Competitive pricing on natural gas 
imports

• Opportunities in mining

• Competitive workforce

• Strong real estate demand 

• Strong global demand for tequila and 
other Mexican alcoholic beverages

C H A L L E N G E S

• Lack of waste management know-
how

• Limited government interest in 
renewable energy

• Impact of COVID-19 pandemic 

• Fluctuating oil prices 

• Low rate of plastic recycling

• Lack of internet in remote areas

• Shortage of know-how in agriculture 
sector

4

HEALTH & 
EDUCATION

4.5

MINING

4

LOGISTICS 
& SECURIT Y
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I N T E R V I E W

Héctor Vil larreal  Muraira 
M A N A G I N G  D I R E C T O R ,
C O M C E  N O R E S T E

Which sector do you consider the most dy-
namic considering the impact of the pandem-
ic?
As a result of the pandemic, some sec-
tors have been more active than others 
and have performed better as a result. 
For example, the construction and home 
renovation sector is doing particularly 
well given the long periods of time being 
spent at home. The food sector has also 
grown, specifically supermarkets and 
food delivery. The metal-mechanic in-
dustry also performed well this year. On 
the whole, every traditional exportation 
sector has recovered and is growing even 
more than before the pandemic. 2021 
will be a good year, given the fact that 
the US will need to update its equipment 
and infrastructure. This will positively 
impact several sectors in Mexico.

How have you adapted your modus operandi 
to launch external trade?
In order to get all these products to other 
countries, logistics and keeping compet-
itive across all routes are essential. This 
includes all means of transportation and 
its costs, because if you do not calculate 
your logistics costs well, when you reach 
the market you might end up with a 
much higher final price than anticipated. 
For example, China has become more 
expensive lately and that has affected 
some companies, forcing them to turn 
to Mexico and other countries to be-
come more competitive. In the last year, 
interest in exports and commercial rela-
tionships with Asia has grown. There are 
more Asia-based companies that want to 
install operations here in order to export 
to the US. Furthermore, now there are 
many companies that are not only look-
ing to export from China but to China.

How has your plan for diversification been de-
veloped?
It has been difficult because there were 
doubts as to whether NAFTA would be 
renewed. This caused concern, and we 
decided not to rely solely on the US. It 
was then when we realized that we had 
to diversify our markets. However, we 

were unable to diversify as we had en-
visaged, and USMCA was later signed 
and now, pretty much of our business 
continues to come from the US. We have 
developed a diversification plan with 
Central and South America, though the 
reality is that 80% of Mexican exports go 
to US. In other words, the US market has 
so much potential that it is difficult to 
diversify. Only medium-sized and large 
corporations that already have a strong 
presence in the US dare to break into 
other markets.

How are you helping fill in the void caused by 
the closure of ProMexico?
We are a non-profit private initiative, 
and our mission is to help and promote 
Mexican foreign trade not only within 
our membership, but also with any com-
pany or person who approaches us for 
assistance. With COVID-19, we had to 
carry out all our courses, seminars, and 
services, such as diagnosis and consult-
ing via online. This was not easy because 
we had barely digitalized. First, we start-
ed offering free webinars and later intro-
duced longer and more complete paid 
courses. This went well because we had 
both local participants and participants 
from across the country.

Why is it important to incentivize more foreign 
trade activity in Mexico?
Foreign trade activity is fundamental for 
the economic development of our re-
gions and our country as a whole. This 
has been the case since the signing of 
NAFTA. The growth of foreign trade, 
which has been steady, has led to signif-
icant growth in terms of Mexico’s GDP. 
In fact, currently about 72% of GDP is 
made up of foreign trade (exports and 
imports). Therefore, as long as we have 
more companies participating in inter-
national markets, this generates more 
international trade, which in turn boosts 
GDP. The more GDP Mexico generates, 
the better we can develop our regions, 
states, and cities. All these will generate 
a sense of economic well-being for the 
people. ✖

BIO 

Héctor Villarreal Muraira is an industrial 
engineer from Tec de Monterrey. He 
also holds a master’s in management 
from the same institution. He has 
been in several positions related to 
organizational development, business 
strategy, sales, and marketing, among 
others. He has been Managing Director of 
COMCE Noreste since 2015.

LOOKING
further 
afield
As a non-profit private initiative 
helping to promote Mexican 
foreign trade, COMCE Noreste 
assists those looking to diversify 
their businesses further and 
boost export sales.
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I N T E R V I E W

Miguel  Ángel  Landeros Volquarts 
P R E S I D E N T,
C O M C E  O C C I D E N T E

What are your main priorities at the moment when it 
comes to boosting imports and exports?
For COMCE, the main objective in the western 
region is to boost both exports and imports to 
strengthen the area’s supply chain. In addi-
tion, another objective is to attract and retain 
national and foreign investment. We live in a 
highly strategic area in terms of foreign trade; 
Jalisco is the only state with 21 export sectors. In 
terms of our goals, we have various fronts such 
as, for example, taking advantage of our most 
important partners, the US and Canada, with 
a 2.0 treaty and important work on the supply 
chain. By the end of this year, we will welcome 
a committee of between seven and nine states, 
and we are implementing the final details of the 
companies that will be part of the supply chain 
for the companies that will come from other 
states. We are also working on cybersecurity 
in Maryland and Virginia. We develop cyberse-
curity because we have a high-tech ecosystem. 
Even so, there are 21 exporting sectors, and we 

aim to balance them as much as possible. Then, 
there is Panama, which is essentially a huge su-
permarket for several parts of Central Amer-
ica, the Caribbean, and South America. Our 
aim is to take advantage of Mexican products’ 
strength to head south. Finally, Mexico has be-
come a reference in gastronomy and industry, 
and we are working to make this a reality. We 
are globally concerned about how to integrate 
ourselves with companies in Vietnam and Ma-
laysia. There has been talk about creating joint 
ventures because it will be difficult to compete. 
Even though we are counting on the US break-
ing into these markets, we seek to partner with 
people instead of fighting.

What is necessary to boost the growth of the state’s 
industrial companies?
We need SMEs to be more involved in foreign 
trade because these are already global compa-
nies. Mexico does not have an industrial policy 
now, and this makes it difficult, though we are 
forming alliances to create conditions that en-
able these companies to become competitive. 
COMCE suggested renewing the logistics plat-
form that serves SMEs, and we obtained a sig-
nificant amount of capital to do so. It was also 
suggested to promote water through an agro-
park to export coastal products. ✖

BIO 

Miguel Ángel Landeros Volquarts holds 
a bachelor of business administration 
from Instituto Tecnológico de Estudios 
Superiores de Occidente (ITESO). He 
is a board member of the Economic 
Reactivation of the State of Jalisco, 
as well as Advisory Council of the 
Strategic Project of the Tequila Route. 
As a businessman, he is currently 
President of Tequila Triunfo S.A. and Vice 
President of Grupo Invermar Mexico, 
and he participates as an agro-industrial 
producer of wood and avocado.
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Mexico has over the past few decades emerged into a well-oiled 
hub of international business ranging from the financial markets to 
manufacturing, high-tech and pharmaceuticals, but has also seen a rise in 
local firms looking abroad.

CROSSING BORDERS

WHILE NUMEROUS SECTORS AND CONSTITUENT COMPANIES 
worldwide seek FDI for growth, or else to mitigate the challenges of a 
weakened local economy, others are looking abroad for identical rea-
sons. In Mexico, the agencies that promote investment in the country 
have worked well down the years as the country opened up its econ-
omy and legislative framework to facilitate international presence. 

EYEBROWS RAISED 
Mexico is heavily reliant on business with its northern neighbor, 
which absorbs 80% of its exports. In truth, the 2019 signing of the 
US-Mexico-Canada Agreement (USMCA) could in part promote 
better worker conditions that have long suffered in the interest of re-
maining internationally competitive. However, it can do little to im-
mediately boost Mexico’s economic growth as foreign trade in total 
already accounts for over 70% of GDP.

Foreign commercial relations, then, come to the fore. It cannot 
be denied that certain recent developments have given would-
be investors some pause and added urgency to companies keen 
to expand abroad. A cloud partially cast its shadow over Mexico’s 
pro-foreign-business commitments with the closure of investment 
promotions agency ProMexico. All 46 ProMexico offices, including 
addresses in Shanghai, New York, Tokyo, London, and Madrid, were 
officially closed after being deemed as “doing nothing.” Instead, sav-
ings accrued from rent and staffing were used to support the govern-
ment’s austerity drive. Many firms have since voiced the opinion that 
with no official agency to approach, instrumental and actionable in-
formation was no longer available.

A 2013 World Bank study indicates that only four nations lacked 
an investment agency, and now Mexico is almost alone in closing 
ProMexico. This suggested that Mexico is adopting a more populist 
and insular stance regarding its economy—a rejection of the hith-
erto more globalized position, and one that could even jeopardize 
FDI flows. Indeed, sector data reveals that aside from the predictable 
slump in global FDI during the pandemic, Mexico’s FDI rate has all 
but halved in recent years. From an average 450-500 annual projects, 
in 2020 there were just 270. 

Héctor Villarreal Muraira, Managing Director of COMCE Noreste, 
a not-for-profit organization that promotes Mexican foreign trade, 
was unequivocal about the closure of ProMexico. “ProMexico should 
not have been closed down,” he tells us. “The image and positioning 
that Mexico had achieved was too important to leave vacant, [and 
we] have been trying to fill the void […] not only within our mem-

bership, but also with any company or person who approaches us 
for assistance.”

Regarding the expansion of a business beyond Mexico, he notes 
that the challenge is to remain competitive across the entire sales 
process, including transportation logistics given that “if you do not 
calculate your logistics costs well, when you reach the market you 
might end up with a much higher final price than anticipated.” Also 
of note, he added that “China has become more expensive late-
ly, [obliging certain firms] to turn to Mexico and other countries to 
become more competitive.” Asian business has shown particularly 
keen interest, and only time will tell if this is a blip or indication of a 
loss in national competitiveness. 

A SPUR TO GROWTH AND ECONOMIC ADVANCEMENT
Rodrigo Montemayor is a partner in Baker Mckenzie, which boasts a 
long pedigree in assisting clients with M&A activity, and can “seam-
lessly coordinate complex cross-border transactions in combination 
with our global and local expertise.” Notably, he reports a steep rise 
in interest in investment abroad from “private equity funds, venture 
capital funds, and family offices.”

The latter category, the family business, is worth considering here. 
Research from the Swiss center for Family Businesses at the Universi-
ty of St. Gallen in Switzerland reveals that family businesses comprise 
between 80 and 90% of all enterprises worldwide, and hence a huge 
contributor to GDP, employment growth, and, by extension, eco-
nomic development. It is also a no-brainer that GDP growth enables 
a more equitable nationwide economic advancement and increase 
in the standard of living beyond the major conurbations. Mexico 
ranks fifth worldwide for its share of family concerns. What is more, 
over 90% of companies listed on the Mexican Stock Exchange feature 
a prominent family participation regarding capital and business con-
trol, including household names such as Grupo Carso, Cemex, Grupo 
Bimbo, and Grupo Bal, among others.

Everything said and done, Mexico still merits applause for its hard-
won international footprint. So let’s close on a brighter observation 
from Andrés Ochoa-Búnsow, President of Invest Monterrey—the 
official Investment Promotion Agency of the State of Nuevo León—
who was rather optimistic about Mexico’s commercial momentum. 
“I sense a renewed optimism among investors to get started on proj-
ects that were on hold for a period, or where decisions were difficult 
for them.” Doubtless, too, among those firms will be those looking 
further afield. ✖

F O C U S 
Mexican companies going international
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MONTERREY is a highly sophisticated 
economic platform that offers great ele-
ments for companies to develop in dif-
ferent sectors of the state. In all major 
sectors of the economy, the platform that 
the state offers is comparable to those 
of many countries. Capital is scarce on 
a global level, and attracting it requires 
great effort. At Invest Monterrey, we 
demonstrate that the business platform 
in Nuevo León is ideal for doing suc-
cessful business. The element that gives 
the state of Nuevo León greater com-
petitiveness is education. Nuevo León’s 
academic platform is incomparable. 
The major educational institutions at all 
levels are present and are committed to 
the state. They also have a great affinity 
with the business sector and can focus 
their educational offerings on the needs 
of companies. We are set to launch a reg-
ulatory and government relations com-
mittee focused on making sure that the 
legal platform and the legislative agenda 
take the economic development needs 
into account. We need to work with lo-
cal authorities and companies to ensure 
that our platform is the most effective 
and efficient. The legal and regulato-
ry framework must also respond to the 
needs of a modern and constantly evolv-
ing economy.

THERE IS a great deal of appetite from 
Mexican firms that want to diversify their 
markets instead of having only a Mexi-
can presence. There are many looking 
outbound for investing or establishing 
new operations. We are currently han-
dling many firms that are looking into 
that, namely companies such as retail or 
manufacturing that are looking outside 
of Mexico to continue their operations 
or service the markets that they already 
have a presence in. Monarch is not a big 
firm; we have only 15 people on staff and 
have offices in Los Angeles, Washington, 
Mexico City, and Monterrey. Our busi-
ness strategy is to have people that are 
subject-matter experts rather than those 
who are just jumping from one area 
of expertise to another. We also have 
people on our staff who deal with infra-
structure projects and offer particular 
expertise related to that. We also provide 
legal services for start-up incorporation 
and everything related to that. If a client 
requires extremely specific services, we 
will refer them to those with that specific 
expertise because our strategy is not to 
service all areas. We would rather focus 
on those that we have strength in and 
use that to grow our business.

AS AN ORGANIZATION, we are focused on 
developing an important alliance with 
the US. Through this alliance, we will 
develop better logistics solutions for our 
customers and increase our portfolio of 
services. Not only that, but we also plan 
to increase our presence in many states 
in the US where we want to develop the 
same services we have in Mexico. The 
fact is that, many times, North Ameri-
can companies do not know how or with 
whom to solve all their transportation, 
logistics, customs, and other needs. Our 
priority now is to follow through with 
this alliance. We also have another ob-
jective in mind that promotes strategic 
controlled warehouses. This solution is 
a warehouse where you can store for-
eign, national, or nationalized products, 
besides being able to keep them close 
to where they will be consumed or near 
the market. Currently, we are starting 
this implementation at several points 
across the country. Another objective is 
the implementation of a digital platform 
called Handel oriented specifically to 
small companies keen to import and/or 
export. It is an international trade facil-
itation tool whereby you can generate 
significant volume with multiple cus-
tomers, with a fast and convenient user 
experience.

MONTERREY
The north of Mexico, especially Monterrey, continues to be an interesting place for investment given its 
privileged location to service the US from a logistics perspective.

F O R U M
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MONTERREY has a high level of sophis-
tication in terms of the services it can 
provide to foreign investors. It also has 
some of the best universities in the Lat-
in America and a highly qualified labor 
force, plenty of it multicultural and bi-
lingual and well accustomed to work 
with foreign companies, which is always 
important. The government has been 
extremely accommodating in receiving 
and helping foreign investment come to 
Monterrey. The local Ministry of Econo-
my has a team of advisors that are high-
ly skilled in helping foreign companies 
make a soft landing in the area. There is 
a great initiative called Invest Monter-
rey, an association created by the private 
and public sectors, as well as the aca-
demic institutions, dedicated to foster 
and facilitate investment in the city with 
the objective of positioning Monterrey 
as the best place to invest and do busi-
ness in Mexico. The government and the 
private sector are extremely talented at 
that, making it a great place to explore 
investing. We excel in understanding the 
environment and the resources we need 
to allow our clients to be successful. We 
have a great network of offices that make 
it easy to attract investment in coordina-
tion with offices where our investor com-
panies are doing business now.

THE LAST MILE FOR LOGISTICS has grown 
significantly, and Interpuerto is focused 
on production, manufacturing, and dis-
tribution. Some of our companies based 
at Intepuerto Monterrey are in the auto-
mobile business, they had to shut down 
for a few weeks. However, we also have 
the food industry, and it was working 
24/7. For example, we have Mondelez, 
Jumex, and Niagara on site, and these 
companies were working extensively to 
provide their products to the market. 
Currently we have more than 1,100ha 
available, so we are very flexible and can 
accommodate any type of industry in the 
project. This is a positive thing, because 
we have a great diversity within our cli-
ents in the park. We have sold around 
200ha. Additionally we have great flexi-
bility and can offer from 1ha to 200has. 
There are only a few places in Mexico 
that can offer the infrastructure and ser-
vices we have. We have electric energy 
from our own substation, water, sew-
age, natural gas and fiber-optic available 
onsite, as well as a custom facility to do 
import-export processes. Additionally, 
we are located next to the Kansas City 
Southern Mexico Container Terminal 
so companies truly have an intermodal 
logistic.

WE serve SMEs that import and export, 
by offering consultancy services and 
coordination of their operations, we op-
timize their costs and reduce their legal 
and fiscal risks. For transnational com-
panies, we are working on security certi-
fications in the supply chain, by internal-
ly structuring their internal controls and 
optimizing their processes. Searching 
for the best strategies and solutions for 
our clients through consultancy is one 
of our key services. In addition, preven-
tive audits, specialized training, support 
in obtaining certifications, as well as the 
coordination of foreign trade operations 
have allowed us to conduct comprehen-
sive projects within the companies we 
work together with. Due to the global 
economic reactivation, the diversifica-
tion of company projects and foreign 
investment in our country, we expect 
foreign trade in Mexico to see significant 
growth. Thanks to the pandemic, we saw 
opportunities that we had not previously 
considered, such as extending our pres-
ence nationwide by integrating a new 
partner in CDMX, participating in virtual 
forums organized by border consultants, 
and contacting clients in other states of 
the republic, among others. Our priority 
is to strengthen our different business 
units (consulting, coordination of opera-
tions, auditing, customs IT tools, among 
others), in order to increase our presence 
nationwide in 2022.

F O R U M
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C O M M U N I Q U É 
F&C Consulting Group

F&C Consulting Group outlines the role of the Compliance Officer 
and the support it offers in this regard.

COMPLIANCE LEADERSHIP
TOWARD THE REVAMPING OF
GLOBAL BUSINESS

plans and always doing the right thing. 
2. Integrity culture. Provide or coordinate 

continuous training on compliance, includ-
ing technological and innovation trends 
that impact the development and growth 
of the organization. Be responsible for the 
communication of the Compliance Pro-
gram to employees, having to disclose any 
relevant information regarding compliance 
to companies and deliver the Code of Integ-
rity or Conduct and the policies to which 
the staff and third parties.

3. Accountability. Perform periodic com-
pliance audits on business partners and 
third parties to check that business opera-
tions and practices are in accordance with 
the standards and policies of the organiza-
tion and regulatory framework.

4. Risk Management. Identify the obli-
gations and risks (continuous exercise) to 
which companies are subject, both from 
the point of view of regulatory risks in ac-
cordance with the operation and the legal 
framework that the organization is subject 
to, as well as those guidelines derived from 
codes, internal policies, and procedures. 

5. Controls and monitorship. Imple-
ment management indicators and controls 
that allow to manage and know in a timely 
manner the materialization of the identi-
fied risks derived from its relationships with 
clients, suppliers, distributors, and external 
sales representatives, and even lead the 
analysis of reputational risks and vulnera-
bilities in the merger and acquisition pro-
cesses of organizations.

6. Openness and transparency. Establish 
and lead autonomous and independent 

BUSINESS IS REVAMPING, and opportuni-
ties are coming up after several months of 
a recession and lock downs. However, what 
did not change are the responsibilities and 
obligations of the Compliance Officers fac-
ing eager commercial teams and top man-
agement executives that want to recover the 
losses caused by this global pandemic.

We know that regulatory compliance, in 
any organization, especially in emerging 
markets, is complex and it requires expert 
personnel for its execution and control. 

We want to highlight the role of the 
Compliance Officer and, of course, all their 
functions, obligations, and responsibilities 
within the international regulatory frame-
work and top management putting some 
pressure in the revamping of business and 
business growth. 

ROLES AND RESPONSIBILITIES
The Compliance Officer is the professional 
who manages risks with a high standard of 
integrity, commitment, leadership, effective 
communication, ability to persuade and in-
spire others in the organizations and third 
parties to do the right things all the time. 

According to our global experience, the 
Compliance Officer has 6 essential respon-
sibilities, directly involved in the agenda of 
the leadership teams: 

1. Sustainability. Developing the ethics 
standard to sustain the business in the long 
run will allow the organization to always fo-
cus on the right track or “bright side of the 
force.”, including the fight against bribery 
and corruption. It is the right balance be-
tween the aggressive growth and expansion 

complaint mechanisms for the organiza-
tion's staff and third parties and guarantee 
non-retaliation by means of a comprehen-
sive investigation (consider specialized 
external advice) to always detect the root 
cause to eradicate other people´s behavior 
to the culture of ethics and integrity of the 
organization. 

COMPLIANCE: THE STRATEGIST AND
ADVISOR TO THE ORGANIZATION. 
The Compliance Officer is a leader im-
mersed in different areas and issues. 
Throughout the organization there are pos-
sible risks, frauds, corrupt acts, and dangers 
that violate the organization policies and 
procedures all the time. However, organi-
zations are in the mist of the revamping the 
global economy and new Compliance risks 
are arising. 

Business growth is key, more complex in 
emerging markets, but understanding the 
market dynamics and risks is a journey that 
need to be supported by the Compliance 
Officer. Yes. There is a need to revamp the 
global business, but without understanding 
the Compliance challenges and implement-
ing a compliance program, then expect pos-
sible economic and criminal sanctions that 
your organization is exposed to and can 
have a significant impact.

Our specialty is to advise proactively 
(Risks and Compliance) and reactively (In-
vestigations) needs and become the sup-
port of the Compliance Officer that your or-
ganization always requires with excellence, 
especially during the operations and expan-
sion in emerging markets. ✖

Contact us!
Website: www.fcconsultingroup.com
Email: contact@fcconsultingroup.com
Author: Fernando Cevallos, CEO and 
Founder of F&C Consulting Group.  
fcevallos@fcconsultingroup.com
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a better TOMORROW

RPRC Abogados is employing its legal 
expertise and financial security to assist 
in cases affecting those truly in need as 
well as national security matters.

this way, we would be 30% worse off today than we 
are. There have been attacks that have not been 
made public. We were told there was a car bomb 
in a refinery that the president was scheduled to 
visit, but there were no plans to detonate it. When 
the federal police was disbanded, 9,000 trained 
officers in bomb disposal, intelligence, and other 
areas found themselves out of work. Many of them 
have been taken in by these criminal groups. What 
is more, while the government has a set budget 
for national security that it cannot exceed, these 
groups do not. We are at the point in which any-
thing can happen.

What kinds of tools are you using to communicate the 
benefits of the Truce for Mexico initiative?
The problem lies in the fact that we are not the 
ones who should be communicating these ben-
efits. I can repeat them a million times, but the 
government fails to show its support for these pro-
grams. There continue to be issues with poor com-
munication and misinformation. There should 
be a media campaign that explains to business-
men and other parties that it is not a question of 
economics. It is necessary to secure the future of 
the country. Since the outbreak of COVID-19, the 
consequences of poverty and violence have been 
greatly magnified.

Many companies are concerned about safety and secu-
rity. Do you work with companies to develop strategies?
Yes. For example, we work with the Confederation 
of Industrial Chambers in Mexico (CONCAMIN). 
There, we have implemented developments and 
held talks, among other activities. We have also 
made between 35 and 40 explanatory videos. We 
share them and disseminate this information so 
that businessmen understand that the President is 
not allied with the cartels. Instead, the president 
is simply talking a path that he hopes will lead to 
peace. ✖

How does RPRC Abogados compare to other law firms 
in Mexico?
Together with my partner, Olivia Rubio, who rep-
resents women, members of the LGBTQ com-
munity, and other social groups, I decided to re-
focus the business and secure a small number of 
high-paying clients. This has enabled us to take on 
a number of pro bono cases for victims of domes-
tic violence. However, we do not offer our clients 
corrupt solutions to their cases, something that is 
unfortunately extremely common in other Mexi-
can law firms. Instead, we use our legal knowledge 
to implement effective resolution strategies that 
provide them with a series of options. We current-
ly have more than 50 pro bono matters on file, with 
caseloads increasing by between 20 and 30 YoY. 
We have chosen to put aside economics, since we 
are able to stay afloat by taking on three to four 
high-paying clients per year. By way of compari-
son, our competitors take on a few hundred of such 
cases in a 12-month period. That said, we take on 
matters that are guaranteed to pay well. We make 
use of the platform and structure of our law firm 
to assist in these types of cases. In contrast, other 
firms seek out platforms through which to share 
their cases with the media. There are some cases 
in which lawyers do not have to expose themselves 
as much, and others in which they should because 
the media pressure provides a certain leverage. 

Can you tell us about your Truce for Mexico program?
The Truce for Mexico project has enabled us to 
appeal for calm, and we are working with the gov-
ernment to create a model that will enable this to 
be implemented without having to go to extremes. 
We will bring about a truce in Mexico, but not one 
that can be misinterpreted. We are working with 
the public sector to implement it, and there has to 
be legislative paperwork involved. Senator Ricar-
do Monreal led the first civil transitional justice 
process. If things were not being implemented in 

Sergio Arturo Ramírez 
C E O ,
R P R C  A B O G A D O S
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MEXICO IS A NATION scourged by violence. 
The past 12 years have left an enormous scar 
on the face of our country, a mark that can-
not be forgotten and that should symbolize 
our commitment to never allow such devas-
tating attacks against human dignity as those 
suffered by the Mexican people to be repeat-
ed in the future. The path toward leaving this 
tragic episode in the past will not be easy and 
will require the commitment of all sections of 
society. Fortunately, in the pursuit of vindica-
tion and the achievement of peace, we have 
on our side the powerful tool of transitional 
justice.

Two six-year terms of clinging to a failing 
security strategy has deeply hurt the country. 
The ravages of violence and grievous human 
rights violations cannot be remedied quickly 
or easily. If what is needed is national recon-
ciliation and the construction of an equitable, 
peaceful, and democratic environment, the 
Mexican state will have to take into account 
truth, justice, the memory of what happened, 
the reparation of the damages suffered by the 
victims of the so-called “War on Drugs,” and 
the guarantees that similar catastrophes will 
never be repeated.

President Andrés Manuel López Obrador, 
since the beginning of his government, has 
sought to break with previous schemes, start-
ing with those that prevailed in the adminis-
tration of Felipe Calderón and the failed war 

against organized crime, which unfortunate-
ly was maintained by Enrique Peña’s admin-
istration. He is convinced that pacification is 
what this country needs and what the victims 
deserve. “If we do not successfully pacify 
Mexico, no matter how much has been done, 
history will not credit our government,” he 
recently emphasized in one of his morning 
conferences.

It is time to install, once and for all, the pro-
cesses that will build the peace accords that 
our country is so desperate for. A schedule 
should be agreed on that considers the spe-
cific characteristics of each territory and the 
specific consequences suffered by the popu-
lation because of cartel rivalries.

From the beginning of these processes, a 
drastic reduction in pernicious, high-impact 
crimes has been recorded. Robbery, extor-
tion, kidnapping, disappearance, and human 
trafficking, crimes that have become the spe-
cialty of organized gangs, will have to cease 
in order to generate the conditions that favor 
the establishment of dialogue.

It is important to emphasize that there 
should be no room for impunity. However, 
factors like poverty and a lack of opportunity 
must be considered as factors that have led to 
people’s involvement in and perpetration of 
criminal activities.

Another element of enormous relevance 
is the willingness of those who have been in-

volved in these crimes to acknowledge their 
crimes before society. Nothing is more valu-
able than the truth, and this is the only way 
to ensure the mistakes of the past are not re-
peated. Therefore, the requirement that per-
petrators to be tried under a special jurisdic-
tion for peace will allow the recognition of the 
crimes committed, the reparation of victims, 
and a commitment to testify in the standard 
jurisdiction if necessary.

Reparation has traditionally been seen as 
a possibility to return victims to the condi-
tions they lived in before the conflict began. 
However, in the case of Mexico, many of the 
victims of violence, disappearances, and dis-
placement were already living in conditions 
of profound inequality. Being returned to 
that state would mean that their rights would 
continue to be violated, so it is important that 
the reparation component be applied with 
distributive justice in mind, which will sup-
port a more equitable future where there is 
no place for poverty.

Finally, it is essential to implement a series 
of measures to prevent human rights viola-
tions from being repeated in the future for 
the sake of the victims and their communi-
ties. These actions must go beyond the insti-
tutions involved in the conflict to encompass 
development, education, and the promotion 
of culture, all of which are fundamental to 
preventing history from repeating itself. ✖

LA PAZ FOR MEXICO

Sergio Ramírez, CEO of RPRC Abogados, highlights the need for the country to leave behind its 
troubled past and move toward a better future marked by the rule of law and legal processes.

C O M M U N I Q U É 
Sergio Ramírez

Mexico 2022
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communicating BETTER

The most-watched news network in 
Mexico, adn40 aims to be the top news 
outlet that people can trust and rely on 
for content.

start their businesses, and everyone wants to join 
efforts to communicate faster, better, and more 
efficiently. For example, we are using QR codes 
that allow them to track where their clients are 
coming from and attract new ones, as well as 
knowing which ads are most successful.

What has adn40 done to diversify its portfolio so it does 
not depend on the public sector like it used to?
First, we adjusted operations and evaluated the 
surplus in terms of staffing and operations to re-
duce costs. The second thing we did was to con-
duct a thorough review of our inventory, because 
we have a certain number of minutes we can 
sell, and we were not using those minutes con-
sistently. Thus, we initiated a huge audit to see 
where and how we could enhance carriers’ per-
formance. The third thing we did is sell audiences 
as a whole. We have 9.5 million unique visitors to 
our webpage per month, almost 2 million follow-
ers on Facebook, 900,000 followers on Twitter, 
400,000 on YouTube, and 250,000 on Instagram. 
All these platforms allow us to reach different au-
diences, so we package them and offer them as an 
add-on. We can target the audiences a company 
is looking for, which allows communication to be 
more efficient than just being on TV. Every day, 
about 7 million people watch our channel, and 
we are the most widely transmitted TV channel 
in 290 cities across the country. We also decided 
to have more horizontal strategies and started 
building alliances with all sorts of content distri-
bution companies. Thanks to it, we are the only 
news channel that offers live streaming on Ama-
zon Prime, Roku, Apple TV, and other platforms. 
This allows us to reach different sectors of the au-
dience that don’t necessarily watch open or cable 
TV. We’ve also developed alliances with 11 media 
outlets and social media like TikTok in order to be 
more robust in terms of our capacity to send mes-
sages across diverse platforms. ✖

Can you share your perspective on the state of the Mexi-
can economy at the moment?
We are in a pendular movement, in a stalemate 
with not only the pandemic but also with a fi-
nancial crisis within the media industry. When 
President López Obrador arrived, he took many 
decisions on how to distribute the government’s 
advertising resources, which affected the media 
because we had become complacent on how we 
handled advertising. In the past, the government 
was a big client, and, hence, it was not necessary 
to find other sources of revenue. This led to a 
transformation in the media industry, and many 
news outlets had to let go journalists or back of-
fice staff that were doing research. I do not know 
of any media outlets in Mexico that did not cut 
back on their staff in the last few years. Then, 
during the pandemic, there was a sharp increase 
in media consumption, so audiences grew dra-
matically because everyone was looking for infor-
mation. In 2Q and 3Q2020, we saw fantastic num-
bers in terms of audience in TV, social media, and 
website content. Nonetheless, we were unable to 
monetize it because advertisers decided not to 
spend their money until they knew what was go-
ing to happen. In fact, advertising fell by 21% for 
TV Azteca, which is significant for a corporation 
this size.

Now that the economy is trying to actively reactivate, 
what is your outlook now for advertising?
It has certainly picked up, as we can see a re-
bound for TV Azteca and adn40. We are slightly 
over 2019’s income, though I’m not sure it will be 
enough to subsidize the huge deficit of 2020. Due 
to the pandemic we were forced to make cuts and 
adjustments, but it also led us to think outside the 
box and incorporate products into the screen and 
merge digital and traditional salesforces. Thanks 
to this, today we sell target audiences instead of 
only TV ads. Our clients are also trying to jump-

Luciano Pascoe 
M A N A G I N G  D I R E C T O R ,
A D N 4 0
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What role does Club de Industriales play within the economy?
Club de Industriales was founded 65 years ago and has currently 1,580 
members. Almost 80% of its associates have personal ties with the US 
and other countries, and it regularly hosts meetings, working break-
fasts and lunches, as well as private events, corporate gatherings, and 
so on. Among its international members, the club is proud to be head-
quarters of Mexico’s major chambers of commerce and, although its 
main activities take place in Mexico City, it accepts members from all 
over Mexico, Europe, and the US. We closed a deal with the Chinese 
Chamber of Commerce, of which I am the founding vice president. 
This international scope implies a great responsibility for us across all 
aspects, especially in terms of health and safety.

What are some of the biggest projects that the club is taking on?
Like most institutions, the club has had to limit its activities and is only 
starting to organize events and host business lunches. Our members 
are slowly returning, and we expect to see a full recovery and a return 
to a post pandemic normalcy. The club is not involved in business ac-
tivities besides its culinary and social purposes. However, given our 
exposure in the business community, it has promoted and offers its 
support to a few philanthropic organizations, among which include 
the US, Canadian, and German chambers of commerce, Mares de 
México, and the Mexican Gastronomic Academy.

What added value do you offer 
compared to your competitors?
This company was created 20 
years ago focused on the devel-
opment of corporate business. 
We regularly serve medium and 
large companies, including mul-
tinationals, which represents 
half of the portfolio. Interesse 
has developed a strategy to be 
different from what is available 
in the market and was born with 
three great strengths. The first is 
our extensive knowledge of the 
business. Another important 
factor is that we are heavily ser-
vice-oriented. We are passion-
ate about what we do, and that 
translates into our excellent ser-
vices. Our third strength is that 
this business requires technol-
ogy. We have been investing for 
a decade, and today we have the 
best digital platform to serve our 
clients.

What has been your recent per-
formance in comparison to other 
years?
Some years ago, we set the goal 
of having a 20% average growth 
per year. As we become a more 
mature company, the more dif-
ficult it gets. It is easier to grow 
more in percentage terms when 
you are a small company. Our 
growth in 2020 was 16%, which 
was an excellent rate given the 
market conditions. Some of our 
clients saw their revenues fall. 
An important airline also folded, 
and this was an important client 
for us, with 12,000 people in-
sured. However, despite that, we 
achieved 16% growth because 
we managed to preserve all our 
accounts, except that one. It was, 
however, a significant challenge 
because it was not possible for 
our commercial team to visit 
new clients. We started to reach 
out to new clients via Zoom, and 
it was a success. We also did not 
let go of any of our employees, so 
that was an achievement as well.

José Francisco Torres Olmos 
P R E S I D E N T,
I N T E R E S S E

What strategies is Forbes adopting in Mexico to adapt to the new normal 
and continue to create content?
The most complicated part is over, and we have seen a reactivation 
of many projects that were either put on hold or delayed. We main-
tained our content offering and reinforced it by seeking to deliver 
clearer messages. We sought to tell success stories in order to show 
that it is not necessary to be a big company to invest large sums of 
money on digital transformation. On the contrary, this transformation 
has been democratized thanks to the cloud and competition, which is 
something we sought to convey on our website. In addition, we also 
adopted containment measures. In particular, we sought to prioritize 
the cash flow that allowed us to keep afloat. We could not retain all 
our employees, and, in a company, this is always the last thing to be 
cut. Now, things are completely different. We are resuming expansion 
projects at a regional level.

How do you support companies in staying connected, especially with the 
audience that Forbes manages?
We have listened to companies, where this is a complicated issue be-
cause of the situation and budget cuts that many companies had to 
make. Second, we have listened to the concerns of our readers. Our 
audience is growing bigger. Today, we are positioned as the most im-
portant news site in Mexico. We have strengthened social networks, 
and we are more selective with information because more people see 
you, so you have to comply and be more objective.

Roberto Aguilar 
E D I T O R I A L  D I R E C T O R ,
F O R B E S

José Carral 
P R E S I D E N T,

C L U B  D E  I N D U S T R I A L E S

Mi Anticipo provides loans to an 
employee whose payroll is paid 
through the app. How do their 
companies repay you the payroll 
advances?
Companies create a payroll is-
sue in the report we send them. 
They check who is requesting 
the advance and the amount. 
They generate the withholding, 
pay the remainder, and return to 
our account the advance loans 
that have been tagged to the em-
ployees’ payroll receipts. This 
is in addition to the commis-
sion; however, we were looking 
for a service that would resolve 
this situation and eliminate this 
workload, which is to generate a 
direct debit collection. With di-
rect debit, the company would 
not have to pay a percentage.

What added value do you offer in 
the Mexican market compared to 
other competitors or similar ser-
vices?
Most are aimed at solving finan-
cial issues, both payroll advanc-
es and microcredit loans. We do 
not just focus on the financial 
side, but also consider another 
crucial aspect: health. We offer 
membership purchases that 
provide people with a monthly 
payment of MXN150 in medi-
cal assistance for the member, 
their spouse, and children. Af-
ter COVID-19, people have be-
come more aware of buying life 
insurance, accidental death, 
or expense support, and this is 
included in the membership. 
What is more, these operations 
have 0% commission. Many of 
our competitors discriminate 
against micro and SMEs because 
of their volume. The companies 
that are growing now after the 
pandemic are SMEs. Therefore, 
they cannot be discriminated 
against in this way. We do not 
discriminate with our costs, and 
this differentiates us as a compa-
ny of Mexicans for Mexicans.

Jesús Razo 
G E N E R A L  D I R E C T O R ,
M I  A N T I C I P O
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What main added value do you offer compared to your competitors?
We offer a significant diversification in our tailor made products. 
Currently, Exitus is the only intermediary in Mexico that offers prac-
tically the entire range of financing available for SMEs. It is the only 
intermediary that can offer short-, medium-, and long-term loans 
via factoring, traditional credit lines, project finance, leasing, and a 
product that we recently incorporated: international factoring. The 
latter is primarily for Mexican exporters to Latin American countries, 
the US, Canada, and Europe.

In Mexico, from which sectors do you see the greatest demand?
The main demand comes from the manufacturing and industrial 
sectors, because following an analysis we carried out to gain an over-
view of economic development after the impact of the pandemic, 
we concluded these two sectors would be see the most momentum. 
Demand through digital platforms has maintained its momentum 
somewhat, though not to the same levels as before the pandemic. 
Currently, the most important sectors for the economy are the man-
ufacturing and industrial sectors, and we can support them with our 
financing in order to generate growth in demand.

What added value do you provide in 
the Mexican market in comparison 
to other competitors?
We are a Mexican company, and 
we are an extremely prepared 
team of about 25 people. We de-
velop our own software, and we 
own the source code. We are one 
of the few PLD software com-
panies that have a compliance 
officer as part of the operations 
team, and that gave us com-
plete understanding on what 
our systems need to comply ac-
cording to the law. One of our 
main objectives is to cover the 
entire market of financial com-
panies. Our main global targets 
are SOFOMs. We have five main 
products, and we created those 
products by understanding what 
a SOFOM does, what they can 
offer, and how we can have a 
competitive product. Compared 
to other companies that offer a 
similar product, we fully under-
stand the law and can the final 
product to our clients. We want 
to sell but with quality. There 
are 1,500 SOFOM companies 
in Mexico, and 160 have signed 
with us, so we have around 11% 
of the market for now. Within 
four years, I want 500 SOFOMs 
as our clients: that is my goal.

Have you seen a rise in the demand 
for your services over the past 
year?
We started in 2012. From 2012-
2019, we grew around 15%, and 
in 2020 we grew 3.5%, despite 
the pandemic. We did not lose 
customers or employees, we 
keep paying everyone, and we 
did not have to stop payments 
to our suppliers. When I arrived 
in 2017 we had 75 customers and 
10 employees. Now, four years 
later we have 160 customers and 
25 employees. I am extremely 
proud of this accomplishment.

Arturo Truji l lo  Alemán 
G E N E R A L  D I R E C T O R ,
S I P R E L A D

How do you adapt your business model to meet the new demands?
When the pandemic started, the number of clients fell, though after six 
months we started to recover. We are now defining a strategy to reach 
the financial market better. There are businesses that have suffered, 
such as restaurants, but I see opportunities in my niche. In general, we 
do not occupy even 5% of the cellphone market.

How are you looking to create added value in this data usage segment?
The biggest challenge is the law. The data protection law is fairly re-
strictive, and this does not help to take advantage of it. However, the 
vast majority of people voluntarily make their profiles public, and only 
a minority of people do so privately. Companies like us have strategies 
to update information all via public data.

What are your goals for 2022?
In 2021, we want to double our turnover compared to 2020. We are 
looking for projects that provide long-term stability. Although we 
also work on short-term campaigns such as Christmas, I am seeking 
long-term processes to help solve all the problems of customers. We 
want projects that provide a vision for the future. We have already se-
cured 20% growth for the coming year. On the data and mailing side, 
we have less competition, but we are not the only one in the market. 
We do promotions and have evolved from direct marketing to direct 
communication.

Eduardo Achach 
F O U N D E R , 
M E G A D I R E C T

Carlos Rahmane 
F O U N D E R  &  G E N E R A L  D I R E C T O R ,

E X I T U S  C A P I TA L

What opportunities in the market 
led you to establish Aras Business 
Group?
We saw a great opportunity 
in the real estate and miner-
al sectors. Within mining, one 
differentiator is that the land to 
perform mining operations are 
inherited. There is a huge op-
portunity in this segment that 
not many people know about. 
We act as an intermediary or 
middleman. We connect those 
who want to buy and those who 
want to sell. Since the pandem-
ic started, we identified another 
market niche in the health sec-
tor. It has been active globally, 
with a great deal of equipment 
required such as rapid test kits, 
ventilators, and face masks. It 
has been a huge opportunity to 
do business. Another sector that 
is interesting is the auto sector. 
The tourism sector is also at-
tractive. The agro industrial sec-
tor is another segment in which 
we must work on. We constant-
ly identify niches and work with 
them as soon as we find an op-
portunity.

Can you explain the added value 
that you offer?
We seek to hand out the larger 
earnings to our partners. That is 
why we want to generate earn-
ings to return value to our part-
ners. We provide real estate as 
collateral. We have real estate 
in Cancún, Mexico City, and 
Querétaro, as well as premium 
real estate in Chihuahua. These 
properties help us secure earn-
ing returns to our partners in 
the event of unexpected events, 
such as the pandemic. We offer 
an average return rate to our 
investor, so these real estate 
properties act as a guarantee. 
We offer a realistic dividend to 
our partners. We are starting to 
enter the developing area of real 
estate projects and are not just 
acting as an intermediary.

Armando Gutiérrez 
C E O ,
A R A S  B U S I N E S S  G R O U P
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