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Resumen

La presente investigacion tuvo como objetivo principal determinar la relacién que
existe entre las estrategias de marketing y el posicionamiento de la Institucion

Educativa San Miguel de Viso en el distrito de El Agustino.

El tipo de investigacion es aplicada, de nivel descriptivo correlacional, con disefio
no experimental corte transversal y de enfoque cuantitativo, de método hipotético
deductivo. Asi mismo la poblacion del objetivo de estudio estuvo conformada por
el total de 251 clientes (padres de familia) de la institucién, a quienes se les
formulo una encuesta de 30 items por la variable estrategia de marketing y 30
items por la variable el posicionamiento. Para la validez de los instrumentos se
utilizé el juicio de cinco expertos entre tedricos y metodoldgicos, su confiabilidad
de los instrumentos se manej6 mediante el alfa de Cronbach, que se calculé con
la ayuda del programa SPSS que se obtuvo como resultado para la primera
variable estrategia de marketing 0.875 de confiablidad y para la segunda variable

el posicionamiento 0. 910 de confiabilidad.
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Abstract

The main objective of this research was to determine the relationship between
marketing strategies and the positioning of the San Miguel de Viso Educational

Institution in the district of EI Agustino.

The type of research is applied, with a correlational descriptive level, with a non-
experimental cross-sectional design and a quantitative approach, with a
hypothetical-deductive method. Likewise, the population of the study objective was
made up of a total of 251 clients (parents) of the institution, who were given a 30-
item survey for the marketing strategy variable and 30 items for the positioning
variable. For the validity of the instruments, the judgment of five experts between
theoreticians and methodologists was used, their reliability of the instruments was
managed by means of Cronbach's alpha, which was calculated with the help of the
SPSS program that was obtained as a result for the first strategy variable. of
marketing 0.875 of reliability and for the second variable the positioning 0.910 of
reliability.

Keywords: marketing strategies, advertising, positioning.
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