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RESUMEN
La investigacion: Marketing relacional y su relacion con la fidelizacion de clientes en la
empresa retail de Mega Plaza, Lima 2019; con objetivo general determinar si existe relacion
entre el marketing relacional con la fidelizacion de clientes en la empresa retail de Mega
Plaza, Lima 2019, con dicho propdsito se ha tenido como base las teorias: el enfoque de la
escuela Nérdica y la aproximacion a la perspectiva del reino unido, para la primera variable
y la teoria de modelo de Gremler y Brown, el modelo de Dick y Basu para la segunda
variable. Se realizd de tipo aplicada y de nivel descriptivo correlacional, de disefio no
experimental y de corte transversal. La poblacion se conformé por 800 clientes con muestra
de 260 clientes, siendo el muestreo de tipo probabilistico aleatorio simple, con técnica la
encuesta y los instrumentos que se utilizaron fueron los cuestionarios validados mediante
juicio de los especialistas metoddlogos y teméticos de la investigacion, cuya confiabilidad
se determind a traveés el estadistico Alfa de Cronbach, lo cual dio como resultado: marketing
relacional=0.895 y fidelizacién de clientes=0.825. Se obtiene que los clientes encuestados
de la empresa retail de Mega Plaza del distrito de Los Olivos, manifiestan que el marketing
relacional que emplea la empresa esté entre a veces y casi siempre con un 37.3% y 31.9%
respectivamente, a la vez, la fidelizacion de clientes que emplea la empresa también se
encuentra entre a veces y casi siempre con un 43.2% y 28.5% respectivamente. Ademas el
coeficiente de correlacion confirmado mediante la prueba de Rho Spearman=0.712, permitio
afirmar que existe una relacion entre la variable marketing relacional con la fidelizacion de

clientes en la empresa Retail de Mega Plaza, Lima 2019.

Palabras claves: Marketing relacional, fidelizacion, clientes.
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ABSTRACT

The research: Relationship Marketing and its relationship with customer loyalty in the retail
company of Mega Plaza, Lima 2019; with a general objective to determine if there is a
relationship between relationship marketing and customer loyalty in the retail company of
Mega Plaza, Lima 2019, for this purpose the theories have been based on: the focus of the
Nordic school and the approach to the perspective of the United Kingdom, for the first
variable and the model theory of Gremler and Brown, the model of Dick and Basu for the
second variable. It was carried out with an applied type and a correlational descriptive level,
with a non-experimental design and a cross-sectional design. The population was made up
of 800 clients with a sample of 260 clients, being the simple random probabilistic type
sampling, using the survey technique and the instruments that were used were the
questionnaires validated by the methodological and thematic specialists of the investigation,
whose reliability was determined through the Cronbach's Alpha statistic, which resulted in:
relational marketing = 0.895 and customer loyalty = 0.825. It is obtained that the clients
surveyed of the retail company of Mega Plaza of the district of Los Olivos, state that the
relational marketing used by the company is between sometimes and almost always with
37.3% and 31.9% respectively, at the same time, loyalty of clients that the company employs
Is also between and sometimes with 43.2% and 28.5% respectively. In addition, the
correlation coefficient confirmed by the Rho Spearman test = 0.712 allowed us to state that
there is a relationship between the relational marketing variable and customer loyalty in the
Retail company of Mega Plaza, Lima 2019.

Keywords: Relationship marketing, loyalty, customers.
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