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Resumen
La presente investigacion “El Marketing Mix y su influencia en la Fidelizacion de los
Clientes en la empresa Cottons Amir, Callao, 2018” cuyo objetivo de estudio es determinar
la influencia entre el Marketing Mix con la Fidelizacion de los Clientes, se realiz6 con una
poblacion de 84 que es el total de colaboradores, la muestra fue de 84 colaboradores, con
un margen de error de 5% y un nivel de confiabilidad del 95%. Los datos se recolectaron
mediante la técnica de la encuesta usando como instrumento al cuestionario, conformado
por 20 preguntas en la escala de Likert. La validacion del instrumento se realizd6 mediante
juicio de expertos y la Fiabilidad de este se calculd a través del coeficiente Alfa de Cron
Bach. Una vez recolectados los datos estos fueron procesados mediante el SPSS V. 23.
Teniendo como resultado que existié una influencia positiva media de un 95.9% entre el

Marketing Mix y la Fidelizacion de los Clientes en la empresa Cottons Amir.

Palabras clave: Marketing, Mix, Clientes.

Abstract
The present investigation "The Marketing Mix and its influence in the Loyalty of the
Clients in the company Cottons Amir, Callao, 2018" whose objective of study is to
determine the influence between the Marketing Mix with the Loyalty of the Clients, was
carried out with a population Out of 84, which is the total number of collaborators, the
sample consisted of 84 employees, with a margin of error of 5% and a level of reliability of
95%. The data was collected using the survey technique using the questionnaire as a tool,
consisting of 20 questions on the Likert scale. The validation of the instrument was made
by expert judgment and the reliability of the instrument was calculated through the Alpha
coefficient of Cron Bach. Once the data were collected, they were processed through the
SPSS V. 23. As a result, there was an average positive influence of 95.9% between the

Marketing Mix and the Customer Loyalty in the Cottons Amir company.

Keywords: Marketing, Mix, Clients.



