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RESUMEN

Esta investigacion tiene como objetivo determinar como influye el Customer
Experience Management (CEM) en la generacion de engagement (CE) con
empresas del sector Turismo de la region Ica. Estudio aplicado, de enfoque
cuantitativo, disefio no experimental, nivel descriptivo explicativo. Considerd una
poblacion de 1°’538,114 usuarios de servicios turisticos en la region Ica, con una
muestra aleatoria de 385 encuestados. Los resultados establecieron que existe
influencia directa sobre el CEM para la generacién de CE con empresas del sector
turismo de la region Ica. Se uso la regresion logistica ordinal cuyo coeficiente de
Nagelkerke en la prueba R-cuadrado mostro que un 19.8% de la muestra recibio
influencia de la variable CEM en la generacion de CE. Respecto a las hipétesis
especificas, se demostré influencia de la CEM en 16.1% en la dimensién cognitiva,
10.2% en la dimension conductual y 24.3% en la dimension emocional, y aunque
se logré demostrar la existencia de influencia de la CEM en la generacion de CE,
con predominancia en la esfera emocional, existirian otros factores que determinan
el elevado nivel de CE obtenido en los resultados descriptivos (75.8% de
encuestados califica esta variable como de nivel alto), los mismos que este estudio

no ha logrado identificar.

Palabras clave: Gestion de la experiencia del cliente, compromiso del cliente,

economia de la experiencia, marketing experiencial.



ABSTRACT

This research aims to determine how Customer Experience Management
(CEM) influences the generation of engagement (CE) with companies in the tourism
sector in the Ica region. Applied study, quantitative approach, non-experimental
design, descriptive explanatory level. It considered a population of 1,538,114 users
of tourist services in this region, with a aleatory sample of 385 respondents. The
results established that there is direct influence on the CEM for the generation of
CE with this touristic companies. Ordinal logistic regression was used, whose
Nagelkerke coefficient in the R-squared test showed that 19.8% of the sample was
influenced by the CEM variable in the generation of CE. Regarding the specific
hypotheses, the influence of CEM was demonstrated in 16.1% in the cognitive
dimension, 10.2% in the behavioral dimension and 24.3% in the emotional
dimension, and although it was possible to demonstrate the existence of influence
of CEM in the generation of CE, with predominance in the emotional sphere, there
would be other factors that determine the high level of CE obtained in the descriptive
results (75.8% of respondents rate this variable as a high level) , the same ones that

this study has not been able to identify.

Keywords: Customer experience management, customer engagement,

experience economy, experiential marketing.





