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RESUMEN

El objetivo de la tesis ha sido determinar la relacion del inbound marketing con el customer
experience en el Banco de Crédito del Pert, con dicho propdsito se han tomado en cuenta
las teorias de: G.M. Stalker, quien investigd estructuras organizacionales junto a Tom Burns
estableciendo la relacion entre las practicas de gestion y el ambiente externo de las
organizaciones; por otro lado, la de Fishkin y Hegenhaven (2013): inbound marketing son
todas las estrategias que pueden generar trafico y atencion en la web, pero no generan costos
elevados directamente. No se trata de estar en todas partes, sino realmente estar presente
donde esta el publico objetivo, de tal manera que la demanda de clientes aumente, se
mantengan los clientes actuales y se capte clientes potenciales; y Cordoba y Genis (2018):
el customer experience es una metodologia de gestion sin la que no se puede trabajar, porque
une los intereses de todas las partes: del accionista porque gana mas dinero, del cliente
porque encuentra lo que busca, porque toma la mejor decision para su vida, y del empleado,
que se ve reconocido por hacer mas felices a clientes y jefes. El tipo de investigacion ha sido
aplicada, el nivel, descriptivo — correlacional; el disefio de investigacidn, no experimental de
corte transversal y el enfoque, cuantitativo; la poblacion estuvo conformada por todos los
clientes que acudieron a realizar operaciones a la oficina del BCP ubicada en Av. Argentina
401 en el distrito de Lima, en el transcurso de una semana, la muestra la conformaron 132
clientes, el instrumento utilizado ha sido el cuestionario de tipo Likert; el resultado y la
conclusién después de haber procesado y analizado la informacion es que existe relacion
positiva considerable del inbound marketing con el customer experience en el Banco de
Credito del Peru.

Palabras clave: Inbound maketing, customer experience.



ABSTRACT

The objective of the thesis has been to determine the relationship of inbound marketing with
the customer experience in the Banco de Credito del Peru, for this purpose the following
theories have been taken into account: G.M. Stalker, who researched organizational
structures with Tom Burns establishing the relationship between management practices and
the external environment of organizations; on the other hand, that of Fishkin and
Hggenhaven (2013): inbound marketing are all strategies that can generate traffic and
attention on the web, but do not generate high costs directly. It is not about being everywhere,
but really being present where the target audience is, in such a way that the demand of
customers increases, the current customers stay and potential customers are captured; and
Cordoba and Genis (2018): the customer experience is a management methodology without
which we cannot work, because it unites the interests of all parties: the shareholder because
he earns more money, the client because he finds what he is looking for, because he takes
the best decision for your life, and the employee, who is recognized for making customers
and bosses happier. The type of research has been applied, the level, descriptive -
correlational; research design, non-experimental cross-sectional and quantitative approach;
the population was made up of all the clients that came to perform operations at the BCP
office located at Av. Argentina 401 in the district of Lima, in the course of a week, the sample
consisted of 132 clients, the instrument used was the Likert type questionnaire; The result
and the conclusion after having processed and analyzed the information is that there is a
considerable positive relationship between inbound marketing and the customer experience

at Banco de Credito del Peru.

Keywords: inbound maketing, customer experience.
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