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RESUMEN

La presente investigacion tuvo como objetivo determinar la relacion entre el
marketing mix y la fidelizacién del cliente de la Asociacién Pro Bienestar de la
Familia Ecuatoriana, Guayaquil, 2020. La metodologia usada fue la descriptiva
correlacional, de disefio no experimental y de corte transversal. Posteriormente,
para la medicion del nivel y existencia de correlacion entre las variables marketing
mix y fidelizacion, se tom6 una muestra de 124 clientes recurrentes en la
empresa, a quienes se les aplic6 la técnica encuesta contando con un
cuestionario como instrumento. Posteriormente los datos obtenidos fueron
procesados en el programa estadistico SPSS version 22 y se aplicé la prueba
estadistica Rho de Spearman, obteniendo como principal resultado un coeficiente
de correlacion de 0.766 entre el marketing mix y la fidelizacién y una significancia
bilateral de 0.000. De esta manera, se concluyd que existe una correlacion alta y
directa entre la variable marketing mix y la variable fidelizacion, por lo que se

acepto la hipotesis alterna propuesta y se rechazo la hipétesis nula.

Palabras clave: Marketing mix, Fidelizacién, Producto, Servicio.
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ABSTRACT

The objective of this research was to determine the relationship between the
marketing mix and customer loyalty of the Association for the welfare of the
Ecuadorian Family, Guayaquil, 2020. The methodology used was the descriptive
correlational, non-experimental design and cross-sectional. Subsequently, to
measure the level and existence of correlation between the marketing mix and
loyalty variables, a sample was taken of 124 recurring clients in the company, to
whom the survey technique was applied, using a questionnaire as an instrument.
Subsequently, the data obtained were processed in the SPSS statistical program
version 22 and the Spearman's Rho statistical test was applied, obtaining as a
main result a correlation coefficient of 0.766 between the marketing mix and
loyalty and a bilateral significance of 0.000. In this way, it was concluded that there
is a high and direct correlation between the marketing mix variable and the loyalty
variable, so the proposed alternative hypothesis was accepted and the null

hypothesis was rejected.

Keywords: Marketing mix, Loyalty, Product, Service.
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