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Resumen

La presente tesis, abarca por objetivo general determinar la relacion entre el marketing
relacional y fidelizacion de los clientes del hostal polleria Marco Antonio E.I.LR.L. del
distrito de Pacasmayo, 2019. Las teorias que se usaron fueron las de Sarmiento (2015),
quien refiere al marketing relacional como un proceso de reconocer, constituir, conservar y
cuando sea el caso dar por concluida la relacién entre empresa y consumidor, mientras que
Solis, Hernandez, Moliner y Sanchez (2014), nos dicen que la fidelizacion considera una
actitud favorable y un comportamiento reiterado de compra.

La metodologia empleada se basa en una investigacion de tipo cuantitativa, basica y
transversal, mientras que el disefio es de tipo descriptivo-correlacional. La poblacion de
estudio, consto de 4500 clientes que consumen en la polleria Marco Antonio, la muestra
obtenida fue probabilistica acorde a la formula de tamafio muestral para poblaciones
conocidas, siendo de 354 clientes que cumplieron los criterios dados. Se empled como
técnica para recolectar los datos, una encuesta, medida por una escala de Likert de 4
niveles. Asimismo, el proceso de datos se efectud con el programa SPSS 25, se aplico la
prueba de confiabilidad, obteniéndose un Alfa de Cronbach de 0.910 para el marketing
relacional y 0.886 para la fidelizacion. Se usd la correlacion Rho Spearman, concluyendo
que, si existe relacion significativa entre el marketing relacional y la fidelizacion de los
clientes del hostal polleria Marco Antonio E.I.R.L. del distrito de Pacasmayo, 2019, con un
coeficiente de correlacion de 0.769, a un nivel altamente significativo (¢=0,01).

Palabras claves: Marketing relacional, fidelizacion y clientes.



Abstract

This thesis covers, as a general objective, determining the relationship between
relational marketing and customer loyalty at the Marco Antonio E.1.R.L. of the Pacasmayo
district, 2019. The theories that were used were those of Sarmiento (2015), who refers to
relational marketing as a process of recognizing, constituting, conserving and when it is
the case to terminate the relationship between company and consumer, while that Solis,
Hernandez, Moliner and Sanchez (2014), tell us that loyalty considers a favorable attitude
and repeated buying behavior.

The methodology used is based on a quantitative, basic and transversal research,
while the design is descriptive-correlational. The study population consisted of 4500
customers who consume at the Marco Antonio chicken factory, the sample obtained was
probabilistic according to the sample size formula for known populations, with 354 clients
that met the inclusion and exclusion criteria. A survey, measured by a 4-level Likert scale,
was used as a technique to collect the data. Likewise, the data process was carried out
with the SPSS 25 program, the reliability test was applied, obtaining a Cronbach Alpha of
0.910 for relational marketing and 0.886 for loyalty. The Rho Spearman correlation was
used, concluding that there is a significant relationship between relational marketing and
customer loyalty at the Marco Antonio E.I.R.L. from the district of Pacasmayo, 2019, with
a correlation coefficient of 0.769, at a highly significant level (oo = 0.01).

Keywords: Relational marketing, loyalty and customers.
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