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RESUMEN

El presente trabajo de titulacion tuvo como objetivo general disefiar un plan de
marketing integral para la Unidad Educativa Verbo, con la finalidad de fortalecer su
posicionamiento institucional en la ciudad de Cuenca, Ecuador. Para ello, se plantearon
objetivos especificos orientados a diagnosticar la percepcion institucional, analizar el
entorno interno y externo mediante herramientas estratégicas y proponer estrategias de
marketing acordes a las necesidades del mercado educativo. La metodologia utilizada
correspondié a un enfoque mixto, de alcance descriptivo y explicativo, aplicandose
técnicas cuantitativas y cualitativas. Se emplearon encuestas dirigidas a padres de familia
actuales y potenciales, asi como entrevistas semiestructuradas a expertos, docentes y
autoridades. Ademas, se aplicaron herramientas de analisis como FODA, PESTEL, las
cinco fuerzas de Porter y la matriz Ansoff, lo que permitio obtener una vision integral de
la situacion institucional. Entre los principales resultados se evidencio que la institucion
contaba con fortalezas en su formacion en valores, clima laboral y satisfaccion de los
padres, pero presentaba debilidades en su presencia digital, comunicacion institucional y
diferenciacion frente a la competencia. Asimismo, se identificd que el consumidor
cuencano priorizaba el bienestar emocional, la calidad educativa y la confianza
institucional. En conclusidn, se determind que la implementacion de un plan de marketing
integral permitiria mejorar la visibilidad institucional, fortalecer la relacion con la
comunidad educativa y consolidar un posicionamiento competitivo sostenible en el

mercado educativo local.

Palabras Clave: marketing educativo, posicionamiento institucional, plan de

marketing, sector educativo, estrategias digitales.
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ABSTRACT

The overall objective of this thesis was to design a comprehensive marketing plan
for the Verbo Educational Unit, with the aim of strengthening its institutional positioning
in the city of Cuenca, Ecuador. To this end, specific objectives were established to assess
institutional perception, analyze the internal and external environment using strategic
tools, and propose marketing strategies aligned with the needs of the education market.
The methodology employed was a mixed-methods approach, with a descriptive and
explanatory scope, applying both quantitative and qualitative techniques. Surveys were
conducted among current and potential parents, as well as semi-structured interviews with
experts, teachers, and authorities. In addition, analytical tools such as SWOT, PESTEL,
Porter’s Five Forces, and the Ansoff Matrix were applied, providing a comprehensive
view of the institution’s situation. Among the key findings, it was evident that the
institution had strengths in values education, workplace environment, and parent
satisfaction, but exhibited weaknesses in its digital presence, institutional communication,
and differentiation from the competition. Furthermore, it was identified that consumers
in Cuenca prioritized emotional well-being, educational quality, and institutional trust. In
conclusion, it was determined that implementing a comprehensive marketing plan would
improve the institution’s visibility, strengthen its relationship with the educational
community, and consolidate a sustainable competitive position in the local education

market.

Keywords: educational marketing, institutional positioning, marketing plan,

education sector, digital strategies.
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