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RESUMEN

Se realiz6 un estudio descriptivo transversal en los clientes de la empresa
Salomoén (Comas), con el objetivo conocer la relacion existente entre el marketing
relacional y la fidelizacion de clientes. Se aplicé una encuesta de 25 preguntas, en
30 clientes seleccionados por muestreo no probabilistico intencional. Se evalué la
normalidad de las variables y dimensiones con la prueba de Shapiro, y se realiz6

el andlisis inferencial mediante la correlaciéon de tau-b de Kendall.

Asimismo, se encontré relacion entre las variables marketing relacional y
fidelizacion de clientes, entre marketing relacional y marketing interno, y entre
marketing relacional e informacion (p>0.05). Recomendando que se sigan
aplicando estrategias de marketing para poder mejorar la fidelizacion por medio

de incentivos y publicidad que llame la atencion del cliente.

Palabras claves: marketing relacional, fidelizaciébn, comunicacion, clientes.



ABSTRACT

A cross-sectional descriptive study was carried out in the clients of the company
Salomén (Comas), in order to know the relationship between relationship
marketing and customer loyalty. A survey of 25 questions was applied in 30 clients
selected by intentional non-probabilistic sampling. The normality of the variables
and dimensions was evaluated with the Shapiro test, and the inferential analysis

was performed by means of the Kendall tau-b correlation.

Likewise, a relationship was found between the variables relational marketing and
customer loyalty, between relationship marketing and internal marketing, and
between relationship marketing and information (p>0.05). Recommending that
marketing strategies continue to be applied in order to improve loyalty through

incentives and advertising that draw the customer's attention.

Key words: relational marketing, loyalty, communication, customers.



