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RESUMEN 

 

 

El objetivo de la tesis ha sido determinar la relación del Marketing relacional y Fidelización 

del cliente del centro estético Almaplasty, Magdalena del Mar, 2019. 

Metodológicamente el estudio se ejecutó bajo el diseño no experimental, método deductivo 

(enfoque cuantitativo), descriptivo - correlacional, dado que se investiga la asociación de 

ambas variables. La población estuvo conformada por 50 clientes del centro estético, se tuvo 

como muestra censal, ya que se empleó a todos los clientes. La obtención de datos fue a 

través de la técnica de la encuesta en base a un cuestionario de 24 preguntas, para ello fueron 

validados por expertos donde afirmaron su validez. 

Los resultados que se obtuvieron fueron aplicados a través del programa SPSS 25 donde se 

pudo evidenciar que existe relación entre el Marketing relacional y Fidelización del cliente 

del centro estético Almaplasty, Magdalena del mar, 2019, arrojando como resultado el p 

valor de 0.708 en la correlación de Rho de Spearman presentando una correlación positiva 

media y además aprobando la hipótesis alterna. 

  

Palabras clave: Marketing relacional, Fidelización del cliente, Estrategia. 
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ABSTRACT 

 

The objective of the thesis has been determined the relationship of relational marketing and 

customer loyalty of the aesthetic center Almaplasty, Magdalena del mar, 2019. 

Methodologically, the study was carried out under tne non – experimental design, deductive 

method (quantitative aproach), descriptive – correlational, since the association of both 

variables is investigated. The population was made up of 50 clientes of the aesthetic center, 

it was taken as a census sample, since all clients were employed. The data was obtained 

through the technique of the survey base on a questionnaire of 24 questions, for this they 

were validated by experts where they affirmed its validity. 

The results that were obtained were applied through the SPSS 25 program were it was 

possible to show that there is a relationship between Relational Marketing and Customer 

Loyalty of the Almaplasty aesthetic center, Magdalena del Mar, 2019, resulting in the value 

of 0.708 inte Rho correlation Spearman presenting a positive average correlation and also 

approving the alternative hypothesis. 

Keywords: Relational Marketing, Customer Loyalty, Strategy


