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Abstract

In a business environment that is constantly evolving and changing, retailers operate in an environment
full of challenging scenarios such as a global recession, political conflicts, and wars. In this sense, the
retail sector is one of the most affected, but, at the same time, it is one of the mainstays of local
economies. In response to this problem, it is necessary to explore the effects of disruptive marketing
techniques, such as relationship marketing, and its impact on the determinants of competitiveness, such
as customer loyalty. The main objective of this research is to determine the relationship between
relationship marketing and its dimensions in the customer loyalty variable in the retail sector. The
methodology has a transversal approach - non-experimental, descriptive scope; the sample is made up
of 120 customers who were applied a validated questionnaire that addresses the variables described.
The results found a positive relationship between the independent and the dependent variable; this
finding was validated with Spearman's Rho correlation test (Rho=0.639, Sig. (Bilateral) =0.000; (p
<0.000). Regarding the dimensions of the independent variable and its relationship with Loyalty, the
following was found: customer benefit (Rho = 0.318; p =.000< .05), service quality (Rho = 0.334; p =
.000< 0.05), vision towards the customer (Rho = 0.457; p =.000<.05) and communication (Rho = 0.475;
p =.000<.05). The findings of this study are relevant for companies in the sector, as they demonstrate
a directrelationship between the variables analyzed and underline the importance of using relationship
marketing strategies.
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Introduction a global recession, political conflicts, and war. In
this sense, the retail sector is one of the most

Since the 1980s, the retail industry has played a affected, but at the same time, it is one of the

significant role in the economy of countries
(Arévalo and Ascoy, 2017). In a constantly
evolving and changing business environment,
retailers operate in challenging scenarios such as

mainstays of local economies (Ruzzo, 2023).
Retail has grown steadily over the last decades
(Thaipradit and Tantong, 2021). The main global
retail companies report an 8.5% annual revenue
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growth and are sustainably expanding their
market position. (Pasamon, 2023).

Companies in the retail industry face challenges
in developing effective marketing strategies for
their customers. They have greater access to
information and comparison, making providers
seek marketing tactics to impact satisfaction and
generate a bond with their customers. Customer
profile changes and industry-impacting factors
make it more competitive (Alkufahy et al., 2023;
Thaipradit and Tantong, 2021).

Companies must develop the capacity to
understand the demands and needs of their
actual and potential consumers. The dynamics
and behavior of customers will continue to
evolve and the validated way to continue
economic transactions is to generate a
sustainable link between the purchaser and the
supplier (Suarniki and Lukiyanto, 2020). In a
commercial organization, customers are
considered a competitiveness-generating asset;
loyalty is a significant factor that affects the
determination of prices and creates a barrier to
entry for competitors (Aaker 1991:1996). In this
line, companies must develop a good relationship
with their customers, to validate the impact on
other factors such as satisfaction, profitability,
and loyalty (Khoa, 2020).

Organizations require better pre-sales and post-
sales services to maintain and enhance sales,
being the relationship strength a determining
factor that guides customer behavior (Lee and
Peng, 2021); that is, companies need to
investigate and validate the impact of different
strategies to maintain their relationship and
obtain more value from customers in the form of
loyalty (Menidjel et al., 2020).

In recent decades, relationship marketing
research has gained relevance, focusing on
studying the connection between the company
and its consumers (Heiens et al.,, 2019). Deloitte
(2017) revealed that 35% of institutions value
the experience lived by their customers,
considering relationship marketing as a
fundamental element; however, 26% of
companies use these strategies, and, in Latin
America, 74% do not know the importance of
loyalty (Peru-retail., 2018).

Much of the research in relationship marketing
focuses on large wholesale businesses or the
tourism sector and its related industries; few
focus on retail marketing. In that line, the benefit
they can perceive is a little-explored topic.
Regarding loyalty, broader marketing theories
are focused on, so the process and strategies that
strengthen a sustainable customer bond with a

retail company continue to be misunderstood
(Lee and Peng, 2021). Kotler and Keller (2012)
state that an organization requires much more
investment to attract a new customer than to
keep an existing one. Thus, it should focus on
building and maintaining lasting customer
relationships (Rosa and Rua, 2020).

Consequently, this research aims to minimize the
knowledge gap described above by determining
the link between relationship marketing, its
dimensions, and customer loyalty in retail
markets. This research would allow us to
broaden the theoretical bases for
conceptualizing the variables described, their
dimensions, and the relationship between them,
as well as to validate the impact of relationship
marketing strategies.

Relationship Marketing

There has been significant growth in research on
Relationship Marketing in recent years, although
a commonly established definition is yet to be
agreed upon. However, it can be stated thatitis a
process that includes tactics and strategies that
build relationships with the customer at every
point of the business interaction (Heiens et al,,
2019).

Relationship marketing is conceptualized as an
effort to establish and strengthen relationships
with customers, developing strategies for
organizations to meet customer expectations, in
addition to generating a  Dbidirectional
relationship (Suarniki and Lukiyanto, 2020),
long-term sustainable relationship (Yang et. al,,
2019), this by analyzing the needs of the current
customer and their association with marketing
decision making in the organization;
furthermore, seeking to have a more efficient
impact than competitors (Levy et al., 2019).

Several authors state that relationship marketing
is an extension of marketing that proposes that
decisions about marketing tactics should be
oriented to meet the needs of companies (Levy et
al,, 2019; Rosa and Rua, 2020). In this context, we
can define relationship marketing as a disruptive
marketing strategy seeking a sustainable
competitive advantage based on customer
knowledge, creating bidirectional
communication, and managing solid links
(Hidayat and Idrus, 2023).

Therefore, relationship marketing is essential for
developing long-term sustainable customer
relationships and is considered a very effective
strategy (Cortez et al,, 2023). Furthermore, it is
based on the information exchange between the
customer and the company, where not only the
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monetary aspect is present but also a continuous
communication that seeks a gain through a
lasting relationship, employing strategies (Peel,
2002). It arises from questions attributed to
transactional marketing influenced by its
processes and concepts, where the main
motivation is the exchange of products and
services but not the market (Baptista and Leon,
2013).

Customer relationship management allows for
generating a strategic plan thanks to the
information obtained from customers, such as
their preferences, to improve the processes
within the organization going hand in hand with
self-diagnosis (Montoya and Boyero, 2013). In
addition to building a business relationship that
is maintained over time and thatallows achieving
a significant increase in the engagement
generated in the consumer's mind, through the
added value along with the products and services
(Cremer, 2015). Relationship marketing has
market orientation as an essential pillar since its
objective is to maintain solid long-term
relationships with its target market through
economic and social ties (Valenzuela, 2007;
Castillo, 2011).

In the retail sector, adopting the relationship
marketing approach proposes that marketers
move from focusing exclusively on attracting
new customers to caring for and preserving the
existing ones by providing them with additional
and relational benefits (Heiens et al,,2019). The
impact on satisfaction has been validated as one
of the benefits for the organization.

Relationship marketing is formed through 4
dimensions that allow its correct development:
customer benefits, service quality, vision with
the customer, and communication.

(1) The customer benefits dimension shows us
that, to apply adequate relationship
management, in this sense, to provide
different benefits to certain customers such
as birthday cards, lunch invitations, and
discounts, they encourage loyalty to the
company (Ascoy and Arevalo, 2017).

(2) The service quality dimension defines how
customers perceive the performance of their
expectations on secondary, quantitative, and
qualitative elements of the service provided;
the secondary, quantitative, and qualitative
elements on the performance of their
expectations of the organization (Atencion
and Gonzales, 2007).

(3) The dimension Vision with the Customer
refers to how the company anticipates the

customer's needs through information
gathering. This dimension implies that the
company knows the tastes and preferences
of customers, and adequately satisfies their
needs (Sandoval, 2020).

(4) The communication dimension is how we
interact with the customer directly and
indirectly, where communication must be
effective to generate lasting bonds over time
(Sarmiento, 2022).

It is important to note that relationship
marketing strengthens marketing strategies and
impacts organizational sustainability. Disruptive
marketing practices, such as relationship
marketing, are considered part of the strategies
that should be used to awaken customer interest
in today's competitive world.

Customer Loyalty

The business scenario in the commercial sphere
presents more and more challenges for
entrepreneurs. In this sense, one of the main
objectives of marketing specialists is to generate
repurchases by their customers. To create
consumer loyalty to products and the
organization's brand, it is necessary to
strengthen the commercial link by implementing
different strategies that foster a positive
environment (Espinoza et al., 2020).

Customer loyalty is conceptualized as the
consumer's bond with the organization that
generates the continuity of  business
transactions; this must be a long-term bond
(Suharto et al., 2022; Arghashi et al., 2021). The
importance of loyalty lies in the conception of the
customer as an asset for the company (Chen etal.,,
2020) through the effective management of
customer relationships, which is one of the key
strengths of modern business management
(Benzaquen, 2018). In other words, it is based on
the provision of a service that highlights the
qualities of the product or service, supported by
the efficient assistance of the company's staff
(Baduy et al, 2017), enabling portfolio
improvement and increased revenue by
encouraging higher sales to the most lucrative
customers, promoting cross-selling, and offering
various benefits. In addition, they contribute to
reducing the costs associated with customer
service, thus creating a comprehensive strategy
that enhances the long-term company-customer
relationship (Pefa et al., 2015).

The main objective is to benefit the company
since a committed customer would imply a
constant consumption or a periodic increase in
the purchase of products or services. It is worth
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noting that loyal customers can become the most
effective form of advertising for any company.
Therefore, the greater the number of loyal
customers, the greater the number of individuals
motivated to choose the products or services of
the company instead of opting for the
competition (Pierrend, 2020). It also involves
considering several key components to maintain
strong and lasting relationships. These elements
include product or service quality, as high-
quality products are more likely to satisfy
customer needs. In addition, customer
experience plays a key role, as customers want to
feel valued and appreciated in their interactions
with the company. Effective communication is
another essential aspect, as it determines the
quality of customer service. Finally, customer
satisfaction plays a central role in customer
loyalty, as satisfied customers are more likely to
repeat purchases and recommend the company
to others, thus contributing to its long-term
growth and success (Flores-Bautista et al., 2023).

Strategies aimed at customer loyalty comprise
various aspects, including the technology
facilitating interaction and communication with
customers. In this context, the main objective is
to establish a strong bond that generates a high
level of trust between customers and the
company, which, in turn, contributes to
strengthening loyalty (Arias etal.,, 2019; Miranda
et al, 2022). Likewise, according to the
commonality of the studies reviewed, it is
proposed that the dimensions that make up the
dependent variable are: customer experience
and internal marketing.

(1) Customer experience: It is the cognitive
and emotional outcome that arises from
the customer's interaction with a
company's employees, as well as their
exposure to the processes, technologies,
products, and services it offers (Vallejo-
Bojorque et al,, 2021).

(2) Internal Marketing: Internal marketing
seems to be a strategic practice focused
on relationships, designed to support
the organization's top management. Its
main objective is to promote internal
communication patterns within the
team to generate significant advantages
in organizational processes. It makes
employees aware of how crucial it is to
maintain high-quality standards in the
information that circulates within the

company. Doing so establishes a solid
foundation to optimize the flow of
information, thus fostering a more
effective and cohesive organizational
culture (Payares et al., 2020).

Loyalty involves implementing strategies that
guide decisions, generating an experience that
satisfies the customer, and balancing quality
service with high-quality products or services.
Customer loyalty is built through careful
planning that involves all processes, from
production to post-sales service (Seminario etal.,
2022). Today's markets have a significantly
higher level of saturation. The sector requires the
development of new strategies to make the
organization competitive, and one of the
elements that allow the healthy growth of an
organization is the consolidation of a customer
portfolio, which, in turn, adds to its assets. In this
line, the objective is to determine the
relationship between relationship marketing, its
dimensions, and customer loyalty in the retail
sector.

Methodology

This is a descriptive quantitative research study
with a non-experimental design. It also has a
correlational approach since it seeks to
understand the relationship or level of
connection between two or more variables in a
specific framework. In addition, it has a cross-
sectional design since the information will be
compiled and studied in a given time. In this line,
a limited period has been established for data
collection. Likewise, non-probabilistic
convenience sampling will be used to select
participants based on the accessibility and
intentionality of the researcher (Hernandez
Sampieri, 2004). 120 participants were
randomly selected for the sample.

A questionnaire made by Sandoval (2020) was
used in this research since it evaluated its
variables in particular. The instrument was
analyzed by doctors who are experts in
methodology and subject matter, who
corroborated its  validity. Furthermore,
according to the reliability statistics, the result
obtained for the independent variable was 0.081,
indicating that it has acceptable reliability, and,
for the customer loyalty variable, it was 0.91,
which suggests that it can be applied because it
has a high-reliability rate.
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Table 1. Structure of Operationalization of Variables

VARIABLES

DIMENSIONS

INDICATORS

Customer Benefits

Appropriate customer strategy

Promotions for each customer

Service Quality

Service provided to each
customer

Responsiveness

Security

Relationship Marketing

Vision with the customer

Identification of customer
needs

Building credibility and trust

Perception of social approval

Communication

Interest in listening to the
customer

A continuous dialogue with the
customer

Coordinate meetings with the
customer

Customer Loyalty

Customer Experience

Experiential Marketing

Customer satisfaction

Service Quality

Internal Marketing

Incentive

Result and Discussion

The results presented from the
operationalization structure of the variables and
the statement of objectives allow answering the

hypothesis of the study, concluding that there is
a positive relationship between the two variables
(Relationship Marketing and Customer Loyalty in
the retail sector), a result achieved with the
Spearman's Rho correlation statistical test
(Rho=0.639, Sig. (Bilateral) =0.000; (p <0.000)
(See Fig. 01).
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Variable 01: Relationship

—»| D.I Customer Experience

Variable 02: Customer

Marketing -639
318
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D. 2 Service Quality <
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D. 3 Vision with the P
customer M
A75

A

D. 4 Communication

—> D. 2 Internal Marketing

Figure 1. Variables Construct and Correlation Result

Regarding the objectives of this research that
relate the dimensions of relationship
marketing with the dependent variable of
Customer Loyalty:

(D.1) Regarding the Customer Benefits
dimension, it is shown as a correlation of
0.318 (Low positive correlation) with a p-
value =0.000<0.05, being a significant
correlation.

(D.2) Regarding the Service Quality
dimension, a correlation of 0.334p (low
positive correlation) was obtained, with a p-
value =0.000<0.05, being a significant
correlation.

(D.3) Regarding the Vision with the
Customer dimension, a correlation of 0.457
(mean positive correlation) was obtained,
with a p-value =0.000<0.05, being a
significant correlation at the 0.01 level.

(D.4) Regarding the Communication
dimension, a correlation of 0.475 was
obtained, with a p-value =0.000<0.05, being
a significant correlation at the 0.01 level.

Concerning the findings, the positive impact of
implementing relationship marketing strategies
on customer loyalty levels in the retail sector is
established. Consequently, increasing customer

loyalty positively impacts the customer portfolio
structure in relationship marketing.

The above coincides with Zulkifli (2012), who
proposes that relationship marketing impacts
customer loyalty, determining the existence of a
positive and significant relationship between the
proposed variables. In that sense, relationship
marketing is conceptualized as an effort to
attract and improve bonds with customers,
improving the experience so that organizations
can satisfy the needs and desires of their
consumers. In that line, Suarniki and Lukiyanto
(2020) support the findings of this research by
concluding that relationship marketing affects
customer satisfaction, valuation, and loyalty.

The authors mention that relationship marketing
is one of the pillars of companies so that they can
manage to retain their customers (Guzman,
2014), since the Relationship Marketing theory
emphasizes the relevance of trust in building and
maintaining long-term business relationships
(Sarmiento, 2018). In addition to strengthening
bonds, relationship marketing maintains
profitable and high-value customer relationships
(Kotler, 2019). Other studies sought to establish
the effects of relationship marketing on different
variables, finding that it impacts consumer
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satisfaction and, in turn, loyalty, acting as a
mediating variable (Alkufahy et al., 2023). The
role of marketing strategies in organizational
management, especially relationship marketing,
is becoming even more relevant, as its
effectiveness in building relationships with
consumers is identified (Thaipradit and Tantong,
2021). The effects of perceived value on
customer loyalty are direct and indirect
(Hanninen, N. & Karjaluoto, 2017).

Rosa and Rua (2020) argue that relationship
marketing is constituted as a lever for the
valuation of intangible resources, such as
customer belonging, considering loyalty; that is,
relationship marketing intervenes through the
mediation of customer loyalty in the growth of
relational and reputational resources of
companies. Hidayat and Idrus (2023), in their
research that connects the effect of relationship
marketing with customer retention, revealed
that the route of influence of relationship
marketing on customer retention is through
customer trust and satisfaction. Consequently,
relationship marketing is proposed as an
antecedent variable that affects customer
retention, positioning it as the main exogenous
variable to be investigated to enhance the
generation of value in the commercial area of
companies.

Conclusions

The findings of this research show a positive
relationship between relationship marketing and
customer loyalty in the retail sector. This
conclusion comes from the results of the Rho
Spearman statistical test (Rho=0.639, Sig.
(Bilateral) =0.000; (p <0.000). Concerning the
relationship between the dimensions of
Relationship Marketing and the Customer
Loyalty variable, the following is shown:
customer benefit (Rho = 0.318; p = .000< .05),
service quality (Rho = 0. 334; p = .385>0.05),
customer vision (Rho =0.457; p=.000<.05), and
communication (Rho = 0.475; p =.000<.05). The
results reveal that relationship marketing
practices based on tactics at the level of
enhancing customer perceived benefit, service
quality delivery that accompanies the shopping
experience, customer vision, and communication
effectiveness will positively impact customer
loyalty levels. These findings have relevance for
strengthening the retail sector's commercial
areas.

References

e Aaker, D.A. (1991), "Measuring Brand
Equity across Products and Markets,"
California Management Review, 38(2),
pp. 102-120.

e Aaker, D.A. (1996), Managing Brand
Equity: Capitalizing on the Value of a
Brand Name, Free Press, New York: NY.

e Alkufahy, A., Al-Alshare, F., Qawasmeh,
F., Aljawarneh, N. & Almaslmani, R.
(2023). "The mediating role of perceived
value on the relationships between
customer satisfaction, customer loyalty,
and e-marketing." International Journal
of Data and Network Science, 7(2), 891-
900.

e Arévalo, P, Ascoy, L. (2017). "Estrategias
de marketing relacional para mejorar la
fidelizacion del cliente de la empresa,
'Eros Fiesta Boulevard', Cajamarca -
Jaen, 2017" [Research work, Sefior de
Sipan  University].  Available at
https://hdl.handle.net/20.500.12802/4
387

e Arghashi, V, Bozbay, Z., & Karami, A.
(2021). "An Integrated Model of Social
Media Brand Love: Mediators of Brand
Attitude and Consumer Satisfaction."
Journal of Relationship Marketing, 20(4),

319-348. DOI:
https://doi.org/10.1080/15332667.20
21.1933870

e Ascoy Cerna, L. L., & Arévalo Alcantara,
P. R. (2017). "Estrategias de marketing
relacional para mejorar la fidelizacion
del cliente de la empresa, 'Eros Fiesta
Boulevard', Cajamarca - Jaen, 2017"
[Sefior de Sipan University]. Available at
https://repositorio.uss.edu.pe /handle
20.500.12802 /4387

e Atencio Cardenas, Edith, & Gonzalez
Pertuz, Blanca. (2007). "Calidad de
servicio en la editorial de la Universidad
del Zulia (EDILUZ)." Revista de Ciencias
Sociales, 13(1),172-186. Retrieved on 04
November 2023, from
http://ve.scielo.org/scielo.php?script=s
ci arttext&pid=S1315-
95182007000100013&Ing=es&tlng=es.

e Baduy, A. L., Granda Garcia, M. L., Alarcon
Chéavez, C.R., and Cardona Mendoza, D. C.
(2017). '"Estrategias de fidelizacién
aplicadas a los clientes de la Empresa
'punto exe' del Cantén Manta." ECA
Sinergia, 8(1), 41-51. DOI:
https://revistas.utm.edu.ec/index.ph
ECASinergia/article/view/783 /647

Maria Miranda-Guerra, Santiago Cevallos and Karla D Torres, IBIMA Business Review,

https://doi.org/10.5171/2024.710234



IBIMA Business Review

Baptista, M. & Leén, F. (2013).
"Estrategias de lealtad de clientes en la
banca universal." Estudios Gerenciales,
29,189-203.

Benzaquen, J. (2018). "La ISO 9001 y la
administracion de la calidad total en las
empresas peruanas.”" Universidad &
Empresa, 20(35). DOI:
https://doi.org/https://doi.org/10.128
04 /revistas.urosario.edu.co/empresa/a.
6056

Carrillero Castillo, A. (2011). "Anélisis de
un modelo de diferenciacion efectiva en
base a la optimizacién de la lealtad de
clientes en el sector turistico.” PhD
Thesis, Universidad Politécnica de
Valencia, Spain. Available at
https://riunet.upv.es/bitstream/handle
/10251/15756/tesisUPV3729.pdf
Chen, N, Wang, Y., Li, ., Wei, Y., & Yuan,
Q. (2020). "Examining Structural
Relationships among Night Tourism
Experience, Lovemarks, Brand
Satisfaction, and Brand Loyalty on
'Cultural Heritage Night' in South
Korea." Sustainability, 12(17), 6723.
DOI:
https://doi.org/10.3390/su12176723
Cortez, R. M., Johnston, W. ]., & Ehret, M.
(2023). "Good Times-Bad Times"-
Relationship marketing through
business cycles." Journal of Business
Research, 165, 114063.

Cremer Alarcon, R. (2015) "Factores de
éxito del marketing relacional (CRM)
desde la perspectiva de los clientes
emergentes del sector bancario en
Lima." PhD. Thesis, San Ignacio de
Loyola University, Postgraduate School.
Available at
https://repositorio.usil.edu.pe/server
api/core/bitstreams/1f9b1254-8980-
4777-a9fd-a183402bc556/content
Deloitte. (2017). ";Como 'respiran
cliente' las empresas peruanas?”
Retrieved from
https: //www?2.deloitte.com /content/da
m/Deloitte/pe/Documents/finance/CE
X Per%C3%BA .pdf

Ernani, H., Lukiyanto K., (2019). "The
Effect Of Entrepreneurial Marketing
Dimensions On Micro, Small, And
Medium Enterprise Performance In
Indonesia." International Journal of
Scientific & Technology Research, 8(10),
106-112, October.

Espinoza, J. L. V. Delgado, F. M. C,
Rodriguez, V. H. P, Galvez, C. V. C,

Lingan, R.Y. C., Ramirez, F. B., & Huaman,
E. T. (2023). "Product Quality and
Customer Loyalty: The Case of a
Chocolate  Production  Cooperative,
Peru." Journal of Law and Sustainable
Development, 11(7), e490-e490.
Flores-Bautista, P. A., Jimenez-DeLucio,
], Rojo-Cisneros, S. J., & Sdnchez-Ayala, J.
A.  (2023). "Comprendiendo la
fidelizacion de clientes: elementos clave,
estadisticas y clasificaciones." XIKUA
Boletin Cientifico De La Escuela Superior
De Tlahuelilpan, 11(22), 18-24. DOI:
https://doi.org/10.29057 /xikua.v11i22
.10650

Hanninen, N., & Karjaluoto, H. (2017).
"The effect of marketing communication
on business relationship loyalty."
Marketing Intelligence & Planning, 35(4),
458-472

Heiens, R. A, L. P. Pleshko, and A. A.
Ahmed. 2019. “A Comparison of the
Relationship Marketing Outcomes of
SMEs vs Large Enterprises in the Kuwait
Fast Food Industry.” British Food
Journal, 121(10): 2442-53

Hidayat, K., & Idrus, M. 1. (2023). "The
effect of relationship marketing towards
switching barrier, customer satisfaction,
and customer trust on bank customers."
Journal of Innovation and
Entrepreneurship, 12(1), 1-16

Khoa, B. T. 2020. “The Antecedents of
Relationship Marketing and Customer
Loyalty: A Case of the Designed Fashion
Product.” Journal of Asian Finance,
Economics and Business, 7(2): 195-204
Lee, T. C.,, & Peng, M. Y. P. (2021). "Green
experiential marketing, experiential
value, relationship quality, and customer
loyalty in environmental leisure farm."
Frontiers in Environmental Science, 9,
657523

Levy, M., Weitz, B. and Grewal, D. (2019),
Retailing Management, 10% ed., McGraw-
Hill Education, Columbus, OH

Menidjel, C., A. Benhabib, A. Bilgihan, and
M. Madanoglu. 2020. “Assessing the Role
of Product Category Involvement and
Relationship ~ Proneness in  the
Satisfaction-Loyalty Link in Retailing.”
International Journal of Retail &
Distribution Management, 48(2): 207-
226

Montoya, C.,, & Boyero, M. (2013). "El
CRM herramienta para el servicio al
cliente en la organizacién." Visién de
Futuro, 17(1), 130-151. Available at

Maria Miranda-Guerra, Santiago Cevallos and Karla D Torres, IBIMA Business Review,
https://doi.org/10.5171/2024.710234



IBIMA Business Review

https://www.redalyc.org/pdf/3579/35
7935480005.pdf

Pasamon (2018) "El futuro del sector
retail.” Deloitte. Available at
https://www2.deloitte.com/es/es/pa
es/consumer-business/articles/EI-
futuro-del-sector-Retail.html

Payares, K. M., Parra, M. A, Navarro, E. J.,
& Naranjo, 0. (2020). "Mercadeo interno
en las pequeias y medianas empresas
del sector salud de Barranquilla
(Colombia)." Informacién Tecnolégica,
31(1), 123-132. DOI:
http://dx.doi.org/10.4067/S0718-
07642020000100123

Peel Jefrey. (2002). CRM, Redefining
Customer Relationship Management.
Digital Press. Available at
https://books.google.es/books?hl=es&l
r=&id=R4ath4NZcPkC&oi=fnd&pg=PR1
1&dq=CRM++]effrey+Peel&ots=-
qiAuBekQ5&sig=lohxgm2jnkPiXUUL35
Xx5ljzgTc#v=onepage&q&f=false

Pefia, S., Ramirez, G. S., & Osorio, J. C.
(2015). "Evaluacidén de una estrategia de
fidelizacion de clientes con dinamica de

sistemas." Revista Ingenierias
Universidad de Medellin, 14(26), 87-104.
Available at

http://www.redalyc.org/articulo.oa?id
=75041609007

Pierrend, S.D.R. (2020). "La Fidelizacién
del Cliente y Retenciéon del Cliente:
Tendencia que se Exige Hoy en Dia."
Gestion En EI Tercer Milenio, 23(45), 5-
13. Available at
https://revistasinvestigacion.unmsm.ed
u.pe/index.php/administrativas/article
/view/18935/15876

Rocuzzo (27 June 2023 ). "Los proximos
desafios para el retail en America Latina:
;(Que oportunidades motorizan el
comercio electronico?" woowup, retail
crm marketing. Available at
https://www.woowup.com/blog/desafi
os-y-oportunidades-el-retail-en-
america-latina

Rosa, D. & Rua, 0. (2020). "Relationship
Marketing and Intangible Resources:
The Mediating Effect of Loyalty." Review
of Marketing Science, 18(1), 117-143.
DOI: https://doi.org/10.1515/roms-
2020-0026

Sandoval Gomez E. (2020). "Marketing
Relacional con relaciéon al
Posicionamiento y Fidelizacion de los
Clientes de los Restaurantes en el
Cercado de Lima, 2019." [PhD. Thesis,

Universidad Cesar Vallejo]. Available at
Repositorio Institucional Universidad
Cesar Vallejo
Sarmiento  Andrade, J.L (2022)
"MARKETING DIGITAL Y LA
FIDELIZACION DE CLIENTES EN LA
CORPORACION VASOT S.A.C. SURCO -
2020." Available at
https://repositorio.unfv.edu.pe/bitstre
am/handle/20.500.13084/6294 /UNFV
EUPG Sarmiento Andrade Jose Luis M
aestria 2022.pdf?sequence=1&isAllowe
d=y
Suarniki, N. N., & Lukiyanto, K. (2020).
"The role of satisfaction as moderation
to the effect of relational marketing and
customer value on customer loyalty."
International Journal of Innovation,
Creativity and Change, 13(4), 108-122
Suharto, S., Junaedi, I. W. R., Muhdar, H.
M., Firmansyah, A., & Sarana, S. (2022).
"Consumer loyalty of Indonesia e-
commerce SMEs: The role of social
media marketing and customer
satisfaction." International Journal of
Data and Network Science, 6(2), 383-
390. DOI:
https://doi.org/10.5267/j.ijdns.2021.1
2.016
Thaipradit, K., & Tantong, P. (2021).
"The influence of relationship marketing
on the loyalty of generation y and
generation z customers for online retail
businesses during the covid-19 crisis."
Academy of Strategic Management
Journal, Suppl. Special Issue 5, 20, 1-10.
Available at
https://www.proquest.com/scholarly-
journals/influence-relationship-
marketing-on-
loyalty/docview/2568312545/se-2
Valenzuela L. M. (2007). La gestién del
valor de la cartera de clientes y su efecto
en el valor global de la empresa. Diserio de
un modelo explicativo como una
herramienta para la toma de decisiones
estratégicas de marketing. PhD Thesis.
Complutense University of Madrid.
Available at
https://docta.ucm.es/entities /publicati
on/aee05958-95da-45d8-a0c5-
cf973575cd0c
Vallejo-Bojorque, A. P., Cavazos-Arroyo,
I., Lagunez-Pérez, M. A, &
VasquezHerrera, S. E. (2021).
"Experiencia del cliente, confianza y
lealtad de los millennials en el sector
bancario de la ciudad de Cuenca

Maria Miranda-Guerra, Santiago Cevallos and Karla D Torres, IBIMA Business Review,
https://doi.org/10.5171/2024.710234



IBIMA Business Review

10

Ecuador." RETOS. Revista de Ciencias de
La Administracion y Economia, 11(22).
DOLI:
https://doi.org/https://doi.org/10.171
63 /ret.n22.2021.06

Yang, Z. Jiang, Y., & Xie, E. (2019).
"Buyer-supplier relational strength and
buying firm's marketing capability: An

outside-in  perspective."  Industrial
Marketing Management, 82, 27-37
(Journal Article)

Zulkifli, 2012. “Relationship Marketing
terhadap Customer Retention dan
Customer Loyalty pada Konsumen Bank
Mega, Tbk. Malang”. Jurnal Manajemen
dan Akuntansi, Vol 1 No 1, h. 55 - 68

Maria Miranda-Guerra, Santiago Cevallos and Karla D Torres, IBIMA Business Review,
https://doi.org/10.5171/2024.710234



