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RESUMEN

Se plante6 como objetivo general de la investigacion determinar larelacion
entre el marketing mix y la satisfaccion del cliente en la empresa Transportes
C-Romero E.LLR.L., Distrito De El Agustino, Afio 2018. Con la finalidad de
alcanzar este objetivo se propuso unmarco tedrico compuesto principalmente
por Santesmases, Merino, Sanchez y Pintado (2014) respecto a la variable
marketing mix y por Parasuraman, Zeithaml y Berry (1992) encuanto a la
variable satisfaccion del cliente. La metodologia se estructur6 de acuerdo con
elmodelo de la investigacion de tipo aplicada, de disefio no experimental
transversal y de niveldescriptivo correlacional a partir del cual se disefié un
cuestionario de marketing mix con base a la propuesta de Santesmases et al
(2014) el cual conté con un total de 30 reactivos; asimismo, se adapto el
cuestionario de satisfaccion del cliente de 22 reactivos disefiado por
Parasuraman et al (1992). Se identific6 una poblacibn de 57 clientes
corporativos por lo quese aplicé un censo a través de la técnica de encuestas
para efectuar la recoleccion de datos. La data fue procesada mediante la
estadistica descriptiva e inferencial con los cuales se determind que existe
relacion significativa entre el marketing mix y la satisfaccion del cliente(Rho =
0,809 Sig. (bilateral) = 0,000); en cuanto a las dimensiones se encontré que la
estrategia de productos (Rho = 0,614 Sig. (bilateral) = 0,000), precios (Rho =
0,627 Sig. (bilateral) = 0,000), comunicacion (Rho = 0,464 Sig. (bilateral) =
0,000), ventas (Rho = 0,797 Sig. (bilateral) = 0,000) y canal (Rho = 0,402 Sig.

(bilateral) = 0,000) también se relacionan con la satisfaccion de los clientes.

Palabras claves: Marketing mix, estrategia de productos, precios, comunicacion

y satisfaccion del cliente.
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ABSTRACT

The general objective of the research was to determine the relationship
between the marketing mix and customer satisfaction in the company
Transportes C-Romero EIRL, District of EI Agustino, Year 2018. In order to
achieve this objective a composite theoreticalframework was proposed mainly
by Santesmases, Merino, Sanchez and Pintado (2014) withrespect to the
variable marketing mix and by Parasuraman, Zeithaml and Berry (1992)
regarding the variable of customer satisfaction. The methodology was
structured accordingto the research model of applied type, of non-experimental
transversal design and descriptivecorrelational level from which a marketing
mix questionnaire was designed based on the proposal of Santesmases et al
(2014). which had a total of 30 items; Likewise, the customer satisfaction
guestionnaire was adapted from 22 items designed by Parasuraman et al
(1992).A population of 57 corporate clients was identified, so a census was
applied through the survey technique to carry out the data collection. The data
was processed through descriptiveand inferential statistics with which it was
determined that there is a significant relationshipbetween marketing mix and
customer satisfaction (Rho = 0.809 Sig (bilateral) = 0.000); in terms of
dimensions it was found that the product strategy (Rho = 0.614 Sig. (bilateral)
= 0.000), prices (Rho = 0.627 Sig. (bilateral) = 0.000), communication (Rho =
0.464 Sig. (bilateral) = 0.000), sales (Rho = 0.797 Sig (bilateral) = 0.000) and
channel (Rho = 0.402 Sig (bilateral) = 0.000) are also related to customer

satisfaction.

Keywords: Marketing mix, product strategy, prices, communication and

customer satisfaction.
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