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RESUMEN

Obijetivos: Describir y explicar la relacion del branding con la reputacion de
marca de la Universidad Peruana Los Andes. Los expertos indicaron que el
branding es el alma de la organizacion porque tiene que ver con los intangibles
(misidn - vision). Las organizaciones nacen de manera consciente (estratégico) e
inconsciente (regulado por el mercado) y hacen gestion desde la raiz corporativa:

Identidad (ser), comportamiento (hacer) y comunicacion (decir).

La gestion es a través de los 5Cs: coherencia, constancia, consistencia,
confianza y contenido para llegar al cliente. Y por consiguiente se logra la
reputacion de la organizacion, la cual, no se busca, sino, se merece de manera

emocional y real, bajo la percepcion del publico de la organizacion.

Meétodos: Se utilizé el método béasico, descriptivo correlacional y para la
presente investigacion se esgrimi6 dos variables cuya muestra estuvo conformada
por los estudiantes de la Universidad Peruana Los Andes matriculados el 2018, a
quienes se aplico el instrumento de la encuesta mediante formula en cada programa

profesional de la sede central de Huancayo de manera probabilistica.

Resultados: Tras el trabajo de campo descriptivo y correlacional en el
colectivo de los estudiantes (stakeholders), se demostré que existen relaciones
significativas entre las variables del presente estudio con sus respectivas
dimensiones, comprobandose la valoracion diferencial que existe en la marca

UPLA, lo cual difiere con una personalidad de marca, Unica en la Regién Junin.

Conclusiones: Los resultados encontrados evidencian que la marca UPLA

se ha consolidado en la percepcion de los grupos de interés de la universidad, sin



embargo, como organizacion nacioé de manera inconsciente (sin norte) por diversos
problemas que tuvo, y para que la marca se consolide en el tiempo requiere de una

gestion estratégica basado en la coherencia y calidad.

Términos claves: Branding, gestion, identidad, marca, reputacion,
corporativa, administracion, cultura, filosofia, estrategia, comunicacion, valores,
vision, mision, principios, calidad, marketing, disefio, simbolo, imagen, icono,

isotipo, imagotipo.



ABSTRACT

Objectives: Describe and explain the relationship of branding with the brand
reputation of the Universidad Peruana Los Andes. The experts indicated that
branding is the soul of the organization because it has to do with intangibles
(mission - vision). Organizations are born consciously (strategically) and
unconsciously (regulated by the market) and do management from the corporate

root: Identity (being), behavior (doing) and communication (saying).

The management is through the 5Cs: consistency, consistency, consistency,
confidence and content to reach the customer. And therefore the reputation of the
organization is achieved, which is not sought, but deserves emotionally and really,

under the perception of the public of the organization.

Methods: The basic, descriptive, correlational method was used and for the
present investigation two variables were used, whose sample was formed by the
students of the Universidad Peruana Los Andes enrolled in 2018, to whom the
instrument of the survey was applied by formula in each program. professional of

the Huancayo headquarters probabilistically.

Results: After the descriptive and correlational field work in the student
collective (stakeholders), it was demonstrated that there are significant relationships
between the variables of the present study and their respective dimensions,
verifying the differential valuation that exists in the UPLA mark, which differs with

a brand personality, unique in the Junin Region.

Conclusions: The results show that the UPLA brand has been consolidated

in the perception of the university's interest groups, however, as an organization it



was born unconsciously (without a north) due to various problems it had, and for
the brand to be Consolidate over time requires strategic management based on

coherence and quality.

Key terms: Branding, management, identity, brand, reputation, corporate,
administration, culture, philosophy, strategy, communication, values, vision,
mission, principles, quality, marketing, design, symbol, image, icon, isotype,

imagotype.



