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Resumen

La investigacion tuvo como objetivo determinar la relacion entre el branding y el
posicionamiento de marca en Ore Group Service S.A.C., Lima Metropolitana 2024. Se adopt6
un enfoque cuantitativo y un disefio no experimental, utilizando un cuestionario como
instrumento de recoleccion de datos, el cual se aplico a 55 participantes.

Se encontrd que las dimensiones del branding, como lealtad de marca, asociaciones de
marca, calidad percibida y conciencia de marca se relacionaron significativamente con la
variable posicionamiento de marca, con un p-valor menor a 0.05; ademas, se encontrd que
existe una relacion moderada y significativa entre el branding y el posicionamiento de marca
(Rho = 0.578; p = 0.000), lo cual implica que estrategias efectivas de branding, como el
desarrollo de una identidad clara, tiene un impacto considerable en cémo los consumidores
perciben y valoran la marca en el mercado.

Por lo tanto, el aporte de la investigacion radica en evidenciar como la gestion de
branding contribuye al posicionamiento de marca, proporcionando a las empresas del sector de
muebles una guia sobre como optimizar sus estrategias de marca para mejorar su
competitividad y relevancia en el mercado. Asimismo, al aceptar la hip6tesis alterna y rechazar
la nula, se reafirma la importancia del branding en el contexto empresarial, destacando su papel
en el fortalecimiento del posicionamiento de marca.

PALABRAS CLAVE: Branding, calidad percibida, lealtad de marca, posicionamiento

de marca.
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Abstract

The objective of the research was to determine the relationship between branding and
brand positioning in Ore Group Service S.A.C., Lima, Afio 2024. A quantitative approach and
a non-experimental design were adopted, using a questionnaire as a data collection instrument,
which was applied to 55 participants.

It was found that branding dimensions, such as brand loyalty, brand associations,
perceived quality and brand awareness were significantly related to the brand positioning
variable, with a p-value of less than 0.05; furthermore, it was found that there is a moderate
and significant relationship between branding and brand positioning (Rho = 0.578; p = 0.000),
which implies that effective branding strategies, such as the development of a clear identity,
have a considerable impact on how consumers perceive and value the brand in the market.

Therefore, the contribution of the research lies in evidencing how branding
management contributes to brand positioning, providing companies in the furniture sector with
guidance on how to optimize their branding strategies to improve their competitiveness and
relevance in the market. Likewise, by accepting the alternate hypothesis and rejecting the null
hypothesis, the importance of branding in the business context is reaffirmed, highlighting its
role in strengthening brand positioning.

KEY WORDS: Branding, perceived quality, brand loyalty, brand positioning.
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