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RESUMEN

En el presente trabajo busca como objetivo proponer estrategias de Marketing mix para el
incremento de socios en la Cooperativa de Ahorro y Crédito Laredo, 2020. Para ello se basé en un
estudio de tipo prospectiva, descriptiva y correlacional, ademas de no experimental de corte
transversal. Se aplic6 como técnica a la encuesta y como instrumento el cuestionario a una muestra
de 249 socios, de un total de 706 socios. Con ello se logr6 determinar como resultado que, en la
situacion actual de las estrategias de marketing mix, se demostré que no se estan aplicando
correctamente, que aun falta por mejorar la diversificacion de productos, de los precios, de poder
colocar puntos de venta digital o redes sociales y en promocionar los productos o servicios
financieros, ademas, se detallé que, no se sienten satisfechos porque no se encuentran involucrados
con la cooperativa, debido a que, no les toman en cuenta en las decisiones estratégicas. Llegando
a concluir que, se deben establecer estrategias de marketing mix porque las actuales no tienen

relacion con el incremento de socios, debiendo estar enfocados en las 4p’s del marketing mix.

Palabras claves. Marketing mix, estrategias, socios, cooperativa.
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ABSTRACT

In the present work, the objective of this work is to propose Marketing mix strategies for the
increase of members in the Cooperativa de Ahorro y Credito Laredo, 2020. For this, it was based
on a prospective, descriptive and correlational study, as well as a non-experimental cross-sectional
study. . Applying the survey as a technique and as an instrument, the questionnaire was applied to
a sample of 249 members, out of a total of 706 members. With this, it was possible to determine as
a result that, in the current situation of marketing mix strategies, it is shown that they are not being
applied correctly, that there is still to improve the diversification of products, prices, to be able to
place digital points of sale or social networks and in promoting financial products or services, in
addition, it is detailed that they are not satisfied because they are not involved with the cooperative,
because they are not taken into account in strategic decisions. Coming to the conclusion that
marketing mix strategies should be established because the current ones are not related to the

increase of partners, and should be focused on the 4p’s of the marketing mix.

Keywords. Marketing mix, strategies, partners, cooperative.

XVi



	42a9aaac0ec55e2d01912f52e16c80a4c13a41789c64c3425631f577fb695ea5.pdf
	99884ff536e63e214f5bcea4067aa2fd8a04c4c4a38ee3018d55e8e42f8aa45b.pdf
	99884ff536e63e214f5bcea4067aa2fd8a04c4c4a38ee3018d55e8e42f8aa45b.pdf

	42a9aaac0ec55e2d01912f52e16c80a4c13a41789c64c3425631f577fb695ea5.pdf
	42a9aaac0ec55e2d01912f52e16c80a4c13a41789c64c3425631f577fb695ea5.pdf
	42a9aaac0ec55e2d01912f52e16c80a4c13a41789c64c3425631f577fb695ea5.pdf
	42a9aaac0ec55e2d01912f52e16c80a4c13a41789c64c3425631f577fb695ea5.pdf

