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RESUMEN

La presente investigacion tiene un enfoque de tipo cuantitativo, es de estudio
Descriptivo Correlacional. El objetivo principal de la presente investigacion fue
determinar la relacion que existe entre el Marketing Relacional y la Fidelizacion de
los Clientes en la Empresa Jiménez & Rueda S.A, en el Distrito de San Juan de
Lurigancho, Lima 2017. La técnica aplicada fue el censo. La Poblacion estuvo dada
por 200 clientes de la Empresa Jiménez & Rueda que habitan en el distrito de San
Juan de Lurigancho, los clientes eran: comerciantes de Minimarket, Bodegueros,
Mercados. La muestra es de tipo probabilistico, es decir que todos tienen la misma
posibilidad de ser seleccionadas, esta se determind segun su fidelidad de compra,
obteniendo 45 clientes con una compra frecuente durante los 3 Ultimos meses, a
quienes se le aplico 60 preguntas segun escala Likert. Los analisis estadisticos que
se realiz6 segun el coeficiente Rho spearman es igual a 0.647 siendo una
correlacion moderada y con un nivel de significancia de 0.000; por lo que se afirma
que existe relacién entre las variables mencionadas lineas atrds; ademas se

encontrd que el marketing relacional que se aplico es bueno en un 51.1%.
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ABSTRACT

The present investigation has a quantitative approach; it is of the Correlational
Descriptive study type. The main objective of this research was to determine the
relationship between Relationship Marketing and Customer Loyalty in Jiménez &
Rueda S.A, San Juan de Lurigancho -Lima 2017. The applied technique was the
census. 200 clients of the Jiménez & Rueda Company that live in the district of San
Juan de Lurigancho gave the population, the clients were Minimarket merchants,
Bodegueros, Markets. The sample is of probabilistic type, that is to say that all have
the same possibility of being selected, this was determined according to their fidelity
of purchase, obtaining 45 clients with a frequent purchase during the last 3 months,
to whom 60 questions were applied according to scale Likert. The statistical analysis
that was carried out according to the Rho spearman coefficient is equal to 0.647
being a moderate correlation and with a level of significance of 0.000; so it is stated
that there is a relationship between the variables mentioned above; it was also found

that the relational marketing that was applied is good at 51.1%.
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