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Marketing relacional y amor a la marca: Una evidencia empirica en
clientes bancarios de la capital del Peru

Resumen

El marketing relacional es un concepto que se centra no s6lo en aumentar el volumen de
transacciones relacionales en las actividades de marketing, sino también en obtener la
mayor percepcion posible de los clientes. Es por ello, que el presente estudio se propuso
determinar si existe influencia significativa entre el marketing relacional sobre el amor a
la marca en clientes bancarios de la ciudad de Lima, Perd. Se realizd6 un estudio
explicativo considerando a 417 clientes que confirmaron tener una filiacion con alguna
entidad bancaria. El estudio incluy6 adultos con edades comprendidas entre 18 y 52 afios
(M=30.88 y DS= 6.03) reclutados mediante muestreo no probabilistico por conveniencia.
Los datos se recopilaron utilizando un formulario autoadministrado de la Escala de
Marketing relacional y Amor a la marca. El modelo teodrico se evalu6 mediante modelado
de ecuaciones estructurales (SEM). Se obtuvo un modelo estructural con ajuste adecuado
(o= entre 0.842 y 0.908; CR=entre 0.905y 0.942; AVE=0.679 y 0.845; VIF=entre 1.638
y 2.802), donde se demostré que la Confianza influye en un 40%, el Compromiso y el
Manejo de conflictos en 8%, y la Comunicacion en 12% sobre el Amor a la marca; esto
quiere decir que, de todas las dimensiones del Marketing relacional es la Confianza quien
contribuye en un mayor porcentaje.

Palabras clave: marketing relacional, amor a la marca, bancos, sector financiero, Peru.

Relationship marketing and brand love: Empirical evidence in bank
clients in the capital of Peru

Abstract

Relationship marketing is a concept that focuses not only on increasing the volume of
relationship transactions in marketing activities, but also on obtaining the greatest
possible customer insight. For this reason, this study aimed to determine if there is a
significant influence between relationship marketing on brand love in banking clients in
the city of Lima, Peru. An explanatory study was carried out considering 417 clients who
confirmed having an affiliation with a banking entity. The study included adults aged
between 18 and 52 years (M =30.88 and SD = 6.03) recruited through non-probabilistic
convenience sampling. Data were collected using a self-administered form of the
Relationship Marketing and Brand Love Scale. The theoretical model was evaluated
using structural equation modeling (SEM). A structural model with adequate adjustment
was obtained (o = between 0.842 and 0.908; CR= between 0.905 and 0.942; AVE=0.679
and 0.845; VIF= between 1.638 and 2.802), where it was shown that Trust influences
40%, the Commitment and Conflict Management in 8%, and Communication in 12%
about Love for the brand; This means that, of all the dimensions of Relationship
Marketing, it is Trust that contributes the greatest percentage.

Keywords: relationship marketing, brand love, banks, financial sector, Peru.
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