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Resumen
El presente estudio, tuvo como objetivo general determinar la relacion que existe
entre el marketing interno con el compromiso organizacional de los
colaboradores de la empresa Promart, Tarapoto, 2020. La investigacion es de
enfoque cuantitativo con alcance descriptivo correlacional ya que realiza la
evaluacion sobre el grado de relacion entre las variables de estudio. El disefio
de investigacion fue no experimental de corte transversal debido a que se llevo
a cabo el proceso sin tener que manipular las variables. Abarcé una poblacion y
muestra igual a 46 colaboradores de la empresa PROMART y estuvo compuesta
por hombres y mujeres de los rangos de edad entre 20 a 51 o mas afios, se
encuesto6 al total de la poblacién, para ello se hizo uso de instrumentos, para la
variable marketing interno se utilizé a lo propuesto por el autor Huamanhorqque,
A. (2017) y para la variable compromiso organizacional, se utilizo a lo propuesto
por los autores Cabrera, E. & Mojalott, N. (2018). Ambos instrumentos fueron
validados mediante juicio de expertos y se comprobo su fiabilidad mediante el
Alpha de crombach, en la cual la variable marketing interno obtuvo un valor de
0.987 y la variable compromiso organizacional obtuvo un valor de 0.985; esto
indica que la fiabilidad de los instrumentos es buena. Los resultados muestran
gue el marketing interno con el compromiso organizacional de los colaboradores
de la empresa Promart, Tarapoto 2020, se relacionan, lo cual esta demostrado
mediante el andlisis estadistico Rho de Spearman que obtuvo un coeficiente de
0,966 (correlacion positiva alta) y un p valor igual a 0,000 (p-valor < 0.05), por lo
tanto, se rechaza la hipétesis nula y se acepta la hipotesis alterna, entonces, el
marketing interno se relaciona con un (nivel alto) con el compromiso
organizacional de los colaboradores de la empresa Promart, Tarapoto 2020.
Indicando que, mientras mejores sean las disposiciones que permitan aplicar el
marketing interno en la empresa, se podra lograr incrementar el compromiso
organizacional en los colaboradores, permitiéndole a la empresa obtener

mejores resultados y el logro de sus objetivos.
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Abstract
The present study had the general objective of determining the relationship that
exists between internal marketing with the organizational commitment of the
collaborators of the company Promart, Tarapoto, 2020. The research is of a
guantitative approach with a descriptive correlational scope since it performs the
evaluation on the degree of relationship between the study variables. The
research design was non-experimental, cross-sectional, since the process was
carried out without having to manipulate the variables. It covered a population
and a sample equal to 46 collaborators of the PROMART company and was
composed of men and women of the age ranges between 20 to 51 or more years,
the total population was surveyed, for this, instruments were used, to The internal
marketing variable was used as proposed by the author Huamanhorqque, A.
(2017) and for the organizational commitment variable, it was used as proposed
by the authors Cabrera, E. & Mojalott, N. (2018). Both instruments were validated
through expert judgment and their reliability was verified using the Crombach
Alpha, in which the internal marketing variable obtained a value of 0.987 and the
organizational commitment variable obtained a value of 0.985; this indicates that
the reliability of the instruments is good. The results show that the internal
marketing with the organizational commitment of the collaborators of the
company Promart, Tarapoto 2020, are related, which is demonstrated by the
statistical analysis of Spearman’'s Rho that obtained a coefficient of 0.966 (high
positive correlation) and a p value equal to 0.000 (p-value < 0.05), therefore, the
null hypothesis is rejected and the alternative hypothesis is accepted, then,
internal marketing is related to a (high level) with the organizational commitment
of the employees of the Promart company, Tarapoto 2020. Indicating that, the
better the provisions that allow the application of internal marketing in the
company, it will be possible to increase the organizational commitment in the
collaborators, allowing the company to obtain better results and the achievement

of its objectives.

Keywords: Internal marketing, organizational commitment, collaborators.



