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RESUMEN

La presente investigacion tuvo como finalidad determinar la relacion entre el marketing
relacional y la fidelizacion de los clientes de la empresa Promart Homecenter — Nuevo
Chimbote en el 2018. El estudio fue de tipo correlacional, de disefio no experimental —
transversal, debido a que los datos se tomaron en un Unico tiempo. La muestra de
investigacion fue de 374 clientes. El instrumento utilizado fue el cuestionario, y la técnica
empleada fue la encuesta. En donde se midié las dimensiones de la variable marketing
relacional que fueron: compromiso, satisfaccion, confianza e intenciones y por otra parte la
variable fidelizacion de los clientes que se midié las dimensiones de: lealtad
comportamental, lealtad actitudinal y lealtad cognitiva. Para el analisis estadistico se utiliz6
el programa SPSS 22 para las tablas de frecuencia y porcentajes para determinar los niveles
del marketing relacional y fidelizacion de los clientes y para observar la relacion de dichas
variables se utilizd es estadistico Chi Cuadrado. Los resultados que se obtuvieron de acuerdo
a la prueba de hipotesis de independencia Chi Cuadrado entre la variable marketing
relacional y fidelizacion de los clientes, segun el valor obtenido de Chi Cuadrado de 394.592,
con 16 grados de libertad y un nivel de significancia de 0.000, lo cual es menos que 0.05, se
aprobo la hipdtesis alternativa dado como resultado la relacion entre dichas variables de

estudio de la empresa Promart.

Palabras clave: Marketing relacional, fidelizacion de los clientes, confianza.
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ABSTRACT

The purpose of this research was to determine the relationship between relationship
marketing and customer loyalty of the company Promart Homecenter - Nuevo Chimbote in
2018. The study was of a correlational type, of non-experimental design - transversal,
because the data They were taken in a single time. The research sample was 374 clients. The
instrument used was the questionnaire, and the technique used was the survey. Where the
dimensions of the relational marketing variable were measured: commitment, satisfaction,
trust and intentions and, on the other hand, the customer loyalty variable that measured the
dimensions of: behavioral loyalty, attitudinal loyalty and cognitive loyalty. For the statistical
analysis, the SPSS 22 program was used for the frequency tables and percentages to
determine the levels of relationship marketing and customer loyalty and to observe the
relationship of these variables was used is the Chi Square statistical. The results that were
obtained according to the Chi square independence hypothesis test between the relational
marketing variable and customer loyalty, according to the value obtained from Chi Cuadrado
of 394,592, with 16 degrees of freedom and a level of significance of 0.000, which is less
than 0.05, the alternative hypothesis was approved, given as a result the relationship between
these study variables of the company Promart, it was also shown that the relational marketing
that this company has was 61.2%, either because the clients they feel committed to the
company because they feel an emotional attachment to it or to acquire the products, they
also feel satisfied with the attention they provide and feel confident because they have
support from the company if they have any disagreement with the product and in terms of
customer loyalty variable, 64.1% was obtained, which indicates that the company is applying

the correct Components of relationship marketing to build customer loyalty.

Keywords: Relationship marketing, customer loyalty, trust.
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