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Resumen

La investigacion tuvo como objetivo determinar la relacion entre el marketing
relacional y la fidelizacion de clientes de una entidad financiera en Truijillo,
2021. La metodologia consisti6 en disefio no experimental y de corte
transversal, con una poblacién de 93 clientes en una entidad financiera en el
2021, y una muestra de 76 clientes. Para medir las variables se aplico la
técnica de la encuesta y el instrumento del cuestionario que consté de 28
items, cuyas respuestas se basan en la escala de valoracion de Likert. Se
concluye que existe relacion directa entre el marketing relacional y la
fidelizacion de clientes de una entidad financiera de la ciudad de Truijillo, 2021,
debido a que se obtuvo un nivel de significancia de 0.000 y un coeficiente de
correlacion de 0.753, lo que significa que es una correlacion positiva
considerable. Aceptandose la hipotesis de investigacion y rechazandose la

nula.
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Abstract

The objective of the research was to determine the relationship between
relationship marketing and customer loyalty in a financial institution in Trujillo,
2021. The methodology consisted of a non-experimental and cross-sectional
design, with a population of 93 customers in a financial institution in the 2021,
and a sample of 76 clients. To measure the variables, the survey technique and
the questionnaire instrument were applied, which consisted of 28 items, whose
responses are based on the Likert assessment scale. It is concluded that there
is a direct relationship between relationship marketing and customer loyalty of a
financial entity in the city of Trujillo, 2021, due to the fact that a significance
level of 0.000 and a correlation coefficient of 0.753 were obtained, which means
that it is a considerable positive correlation. Accepting the research hypothesis

and rejecting the null.
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