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Resumen

La presente investigacion se trazd como objetivo, establecer la relacion entre
la estrategia de diferenciacion y la decisién de compra de los clientes en la empresa
Texcope S.A.C., Lima — 2022, empleando la metodologia de tipo basica, con disefio
no experimental transversal, considerando una muestra de 56 clientes. Entre sus
resultados, se demostroé que la estrategia de diferenciacién para los clientes tiene
un nivel deficiente del 14,3% y con respecto a la decision de compra estan en un
14,3% con bajo nivel, mientras que las puntuaciones mayores estan en el eficiente
para la estrategia de diferenciacion, donde se obtuvo un 67,9% y un 62,5% en un
nivel alto en decision de compra. Concluyendo, demostrando que existe relacion
entre la estrategia de diferenciacion y la decision de compra de los clientes en la
empresa Texcope S.A.C. a través de la prueba de Rho Spearman con un
coeficiente de 0,923 con un valor de significancia de 0,000 por lo tanto se acepta la

hipdtesis alterna.
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Abstract

The objective of this research was to establish the relationship between the
differentiation strategy and the purchase decision of customers in the company
Texcope SAC, Lima - 2022, working with the basic type methodology, with a non-
experimental cross-sectional design, considering a sample of 56 clients. Among its
results, it stands out that the differentiation strategy for customers has a deficient
level of 14.3% and with respect to the purchase decision they are at 14.3% with a
low level, while the greatest capacities are in the efficient for the differentiation
strategy, where 67.9% and 62.5% were obtained at a high level in purchase
decision. Concluding, demonstrating that there is a relationship between the
difference strategy and the purchase decision of customers in the company Texcope
S.A.C. through the Rho Spearman test with a coefficient of 0.923 with a significance
value of 0.000, therefore the alternative hypothesis is accepted.
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