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RESUMEN

La presente investigacion se realizé con el objetivo de Determinar de qué manera los factores
criticos del éxito repercuten en la percepcion de los clientes respecto al mercado de abastos la
Hermelinda — Trujillo afio 2015. Investigacion descriptiva no experimental de corte transversal, que
se realizé en base a la informacién obtenida de la guia de observacién, donde se analizaron los
factores criticos de éxito que presenta el mercado. Por otro lado para determinar sus repercusiones
en la percepcion del cliente, se aplicé un cuestionario a 384 clientes para medir la percepcion que
tienen respecto al mercado de abastos la Hermelinda. Concluyendo que los factores criticos de
éxito que presenta el mercado de abastos la Hermelinda si repercuten en la percepcion del cliente,
ya que La percepcion de los clientes fue de 2.68 que lo ubica dentro de la escala de percepcion
como desfavorable, este resultado constata lo obtenido en la figura N°32 donde se determina que
un 62% de los clientes perciben como malo al mercado de abastos la Hermelinda y un 35% como
regular, por esta razéon se propone un plan para mejorar la percepcién que tienen los cliente

respecto al mercado de abastos la Hermelinda — Trujillo afio 2015.

Palabras clave: factores, percepcidn, servicio, imagen, producto.



ABSTRACT

The present research was conducted with the objective to determine how the critical
success factors affect the perception of customers regarding the market of supplies the
Hermelinda - Trujillo 2015. Research descriptive no experimental than shutdown traverse,
which was conducted based the information obtained from the observation guide, where
critical success factors presented by the market were analyzed. In addition to its impact on
customer perception, a questionnaire was applied to 384 customers to measure their
perception regarding market of supplies the Hermelinda. Concluding that the critical
success factors that presents the market of supplies the Hermelinda if the impact on
customer perception, and the perception of customers was 2.68 which places it within the
range of perception as unfavorable, this result finds the proceeds in Figure No. 32 where it
is determined that 62% of customers perceive as bad the market of supplies the Hermelinda
and 35% as fair, therefore plan aims to improve the perception that customers have about

the market of supplies the Hermelinda - Trujillo 2015.

Keywords: factors, perception, service, image, product.





