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Resumen

El marketing relacional es un método enfocado en establecer una relacion
efectiva de mutuo beneficio empresa-cliente, fundamentada en el compromiso y la
confianza. Este esfuerzo se hace necesario debido al alto indice de competencia
empresarial actual, es por ello que la presente investigacion tuvo como objetivo
determinar la relacion entre el marketing relacional y la fidelizacion de los clientes
en el gimnasio Conquer Gym, Trujillo — 2021, en la cual se utilizé una metodologia
aplicada, disefio no experimental transeccional correlacional- causal, con una
muestra de 163 clientes, a quienes se les aplicé una encuesta de 24 preguntas,
que sirvid para la recoleccion de datos. En respuesta a los objetivos, se hallé que
el nivel del marketing relacional es de nivel muy alto con 95.4%; el nivel de
fidelizacion tuvo un resultado de un 77.8%; las dimensiones del marketing relacional
presentan en promedio un nivel de 86.26 %; vy, las de fidelizacion igualmente un
nivel muy alto de 71.03%. Se aprueba la hipétesis segun el coeficiente Rho de
Spearman = 0.616, con grado de significancia menor al 5% (p < 0.01), por lo tanto,
se concluyé que la empresa aplica estrategias de marketing relacional acertadas

para fidelizar.
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Abstract

Relationship marketing is a method focused on establishing an effective
relationship of mutual benefit between the company and the client, based on
commitment and trust. This effort is necessary due to the high rate of current
business competition, which is why this research aimed to determine the
relationship between relationship marketing and customer loyalty at the Conquer
Gym, Trujillo - 2021, in which An applied methodology was used, a non-
experimental cross-sectional correlational-causal design, with a sample of 163
clients, to whom a 24-question survey was applied, which served for data collection.
In response to the objectives, it was found that the level of relationship marketing is
very high with 95.4%; the level of loyalty had a result of 77.8%; The dimensions of
relational marketing present an average level of 86.26%; and, those of loyalty also
a very high level of 71.03%. The hypothesis is approved according to Spearman's
Rho coefficient = 0.616, with a degree of significance less than 5% (p < 0.01),
therefore, it was concluded that the company applies successful relationship

marketing strategies to build loyalty.

Keywords: Customers, Loyalty, Relationship Marketing
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