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ResuMEN

La presente investigacion es de tipo Descriptivo-Explicativo y tuvo como objetivo
“Evaluar y Proponer un plan de Fidelizacién de clientes externos para incrementar
las ventas en el producto Recarga Virtual de la Empresa TIC SAC — San Martin, en el
afio 2012”. El estudio se basé en la teoria de BRIDSON, K., EVANS, J. Y
HICKMAN, M. (2008) quien menciona que la Fidelidad del cliente se mide en 2
dimensiones ACTITUDINAL y CONDUCTUAL, segin el comportamiento de
compra se tomé como poblacién a un total de seiscientos cincuenta clientes (650)-
CONDUCTUAL y apoyado en un trabajo de campo se tom6 como muestra a solo
doscientos cuarenta clientes (240) — ACTITUDINAL; los cuales vienen a ser los
prncipales autores de los resultados obtenidos. Asi mismo se logré diferenciar
mediante el Método del Limite del Producto segin KAPLAN Y MEIER (1958), a
los clientes en: Clientes Fallidos, Clientes Inactivos y Clientes Activos); y finalmente
tomaremos la formulacién de un Plan de Fidelizacién a ABATI, (2006) quien nos
indica que para alcanzar el éxito, la implantacién de un plan de fidelizacién tiene que

encuadrarse dentro de una estrategia de onientacion.

En la presente investigacion se llegb a determinar que:

e La fidelidad actual del cliente se evalu6 en base a la teoria de BRIDSON,
K. EVANS, J. Y HICKMAN, M. (2008) quien menciona que la fidelidad
del cliente se mide en base a dos (02) Dimensiones tanto Conductual y
Actitudinal, asi mismo para realizar el plan de fidelizacién se utiliz6 como
base los resultados de cada dimensién obtenido en el presente estudio,
puesto que se elabor6 alternativas de fidelizacién por cada indicador; la
propuesta del plan de fidelizacién se elabor6 en base a la estructura

planteada por este autor Abati, Glosa (2000).

e Para determinar el grado de fidelidad que tiene la empresa Tic SAC en su
producto de recargas virtuales mediante el enfoque CONDUCTUAL se
tuvo que realizar un levantamiento de informacién de la base de datos de
todos los clientes que la empresa tiene registrados en el afio 2012, dicha

base de datos estd conformado de 650 clientes, la seleccién y ubicacién de
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and 1s measured as: High customer asset, because that 1s the one that is
having constant purchasing relationship with the company, with scale
Medium to Inactive clients which are characterized by are not buying,
however are not buying to the competition, since they are temporarily out
of the item and with a low loyalty to customers that failed for various
reasons have stopped buying the company and are buying to the
competition. In both we can conclude that the company TIC SAC account
with a low level of loyal customers, since 51% of their customers and clients

are failed the 12% are inactive clients, only 37% are active clients.

To determine the degree of loyalty that the company Tic SAC recharges in
virtual product by attitudinal approach had to conduct an interview to two
hundred forty (240) business customers Tic SAC said, interview consists of
nineteen (19) questions in four (04) indicators Satisfaction, Trust,
Commitment and future intentions in graphical analysis it was observed that
a high percentage 51% of customers with low attitudinal loyalty,
demonstrating that both satisfaction, trust, commitment and future
intentions are not being worked and accounted for the company, also, to
look at and analyze in detail the table it can be concluded that the client
does not receive advice or information by the sales promoter, is not
significantly differentiated to other companies, also the customer perceives
the company did not develop their work efficiently, thus the client does not
recommend the brand to their social circle, do not feel part of the brand, no
comments on how to improve the competitiveness of it and therefore are
not clear in answerng the question of whether have planned on buying the

company Tic SAC.

To determine the level or type of loyalty had to relate the results of both the
behavioral and attitudinal, it 1s clear that only the results extracted highs and
lows, not taken into account the results with the measurement scale Middle
the discretion of the investigator, the results could be observed that for
both dimensions both Attitudinal and Behavioral there is a high rate of
negative percentage, since in both cases the customer is 51% low fidelity

with the company Tic SAC referring to products virtual recharge, averaging
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only 31% considered to have a high degree of fidelity, thanks to these
results, we can identify that the company is in a quadrant called No loyalty,
which indicates a low repeat purchase and have many customers deserters ,
which do not necessarily buy only the company, the reasons why they left or
no sense of belonging to the company s, the company made mistakes such
as not serving them properly, or they do not solve their problems, it
emphasize that the deserters are dangerous because they spread their

negative experiences giving a bad image of the company.

The loyalty plan proposal was developed based on the structure proposed
by this author Abati, Gloria (2006), starting with the definition of a (01)
General purpose and two (02) specific objectives, and then continue with
the analysis the type of customers who are targeted by the plan, identifying
the regular customers who have a sporadic buying style, and it was prepared
to use the program, which 1s supported by the dimensions of research, this
plan contains actions specific and tactics, as well as the heads of each
respective action and timeline that puts the time needed for the execution
of each action, then evaluated according to the investment market scenario
execution having a total investment of S /. 17200.00, finally appointing the

type of monitoring or control of this plan.



