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Resumen

La presente investigacion se realizé con el objetivo de analizar la relacion
entre la marketing mix y la fidelizacion del cliente en la empresa Oleohidraulica
Giancarlo E.I.R.L, La Victoria, 2017. La investigacion es descriptiva de disefio no
experimental tipo transversal y se realizO un cuestionario a 30 clientes
corporativos con el proposito de identificar la relacion existente entre la marketing
mix y su fidelizacion del cliente con el producto. Concluyendo que la fidelizacion
del cliente y el producto existe una relacion directa con el cliente. También se
identificé que el marketing mix es eficiente en un 53,3% vy la fidelizacion del cliente
de nivel alto en un 60%.

Palabras clave: Marketing mix, Fidelizacién del cliente, Cliente, Producto.



Xi

Abstract

The present research was realized with the aim of analyzing the relationship
between the marketing mix and positioning of the client in the company - Oil
Hydraulics Giancarlo E.l.LR.L, La Victoria, 2017. The research is descriptive of a
cross-sectional non-experimental design and was realized a questionnaire to 30
corporate clients with the purpose of identifying the relationship between the
marketing mix and positioning of the client with the product. Concluding that the
loyalty of the customer and the product there is a direct relationship with the
customer. Also it was identified that the marketing mix is efficient in a 53.3% and
the positioning of the high-level client in a 60%.

Keywords: Marketing mix, positioning of the client, customer, product.



