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Resumen

La presente investigacibon es sobre la Estrategia de Marketing y el
posicionamiento de la marca del negocio Melo kids, el objetivo general es
determinar la relacibn que existe entre la estrategia de Marketing y el
posicionamiento de la marca del negocio Melo kids, distrito el agustino. Se utilizd
las teorias propuestas por Maqueada, Monferrer, Stanton, Etzel y Walker, Cyr,
Sancho, Mora y Chupnik. Los instrumentos fueron validados a criterios de
expertos y determinando la confiabilidad mediante el alfa de Cronbach, por el cual
se aplico el paquete estadistico para poder medir la estrategia de Marketing y el
posicionamiento de la marca. Por ende, se tomé a una poblacion finita con una
muestra de 132 clientes, se interpretd y se analiz6 la variable estrategia de
Marketing, indicando que es bueno con un 51.5 % y regular con un 13.6%. Asi
mismo, se analizé la variable posicionamiento de la marca indicando que un
40.2% es muy bueno y un 19.7% consideran que es regular. Ademas, en cuanto a
los resultados estadisticos alcanzados con la prueba Rho Spearman se logré una
correlacibn moderada en 0.569**, lo cual demuestra que una estrategia de

Marketing bien planteado conlleva a una decision clara ante una compra.

Palabras claves: estrategia de marketing, posicionamiento de la marca, producto.
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Abstract

This research is about the Marketing Strategy and the brand positioning of the
Melo kids business, the general objective is to determine the relationship that
exists between the Marketing strategy and the brand positioning of the Melo kids
business, Augustinian district. The theories proposed by Maqueada, Monferrer,
Stanton, Etzel and Walker, Cyr, Sancho, Mora and Chupnik were used. The
instruments were validated according to expert criteria and their reliability
determined using Cronbach's alpha, by which the statistical package was applied
to measure the marketing strategy and brand positioning. Therefore, a finite
population was taken with a sample of 132 clients, the marketing strategy variable
was interpreted and analyzed, indicating that it is good with 51.5% and fair with
13.6%. Likewise, the variable positioning of the brand was analyzed, indicating
that 40.2% is very good and 19.7% consider it to be regular. In addition, regarding
the statistical results achieved with the Rho Spearman test, a moderate correlation
was achieved at 0.569 **, which shows that a well-planned marketing strategy

entails a clear decision regarding a purchase.

Keywords: marketing strategy, brand positioning, product.
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