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Resumen

En la siguiente investigacion se determind la relacion que existe entre Marketing
relacional y la fidelizacion de los clientes de la empresa P&D Andina Alimentos S.A. -
2019, aplicando una investigacion descriptivo correlacional, teniendo una poblacion
de 2,270; considerando criterios de inclusion y exclusion, con una muestra de 141
personas, utilizando la técnica de bola de nieve, es por ello y a la situacién se pudo
trabajar con 50 personas; en donde los datos fueron analizados y detallados bajo el

programa SPSS-22 y el programa Microsoft Excel.

Los resultados comprobaron que el marketing relacional si tiene relacion con la
fidelizacién de clientes con un coeficiente correlacion de 0,166 aceptando la Hi.
Respecto a sus 4 dimensiones que son confianza, compromiso, satisfaccion vy
comunicacion, obtenemos resultados que las dimensiones confianza, compromiso
tienen una relacién positiva media y las dimensiones satisfaccion y comunicacion
tienen relacion positiva considerable con la dependiente Fidelizacion de clientes.
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Abstract

In the following investigation, the relationship between Relationship Marketing and
customer loyalty of the P&D Andina Alimentos S.A. company was determined. -2019,
applying a descriptive correlational investigation, having a population of 2,270;
considering inclusion and exclusion criteria, with a sample of 141 people, using the
snowball technique, that is why, and the situation, it was possible to work with 50
people; where the data was analyzed and detailed under the SPSS-22 program and
the Microsoft Excel program.

The results verified that relationship marketing does have a relationship with customer
loyalty with a correlation coefficient of 0.166 accepting Hi.

Regarding its 4 dimensions that are trust, commitment, satisfaction and
communication, we obtain results that the trust, commitment dimensions have an
average positive relationship and the satisfaction and communication dimensions have

a considerable positive relationship with the customer loyalty clerk.

Keywords: Relationship Marketing, Customer Loyalty, dimensions.
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