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RESUMEN

El objetivo del presente estudio es elaborar un modelo que proponga factores para evaluar
el impacto en el nivel de fidelizacion que se generara por la aplicacion del Marketing
Relacional en la gestion comercial de los restaurantes de Azogues. Se realizé un estudio
cualitativo, extrayéndose tres puntos clave para la generacion de fidelizacion:
experiencia, necesidades del cliente y estrategia; mediante un estudio cuantitativo se
conocio la situacion antes de la pandemia del COVID-19 y en la actualidad, se obtuvo el
ranking de factores valorados por el cliente de restaurantes. Se realizaron tablas cruzadas
y pruebas de Chi cuadrado, evidenciandose que no existe dependencia estadistica entre la
importancia de factores clave (tangibles e intangibles) para el consumo en restaurantes y
el tipo de cliente (exigente, tranquilo, etc.). En conclusion, sigue existiendo un
significativo consumo de alimentos de restaurantes a pesar de la pandemia del COVID-
19

Palabras clave: consumidor, fidelidad, marketing, modelo, restaurantes.



ABSTRACT

The objective of this study is to develop a model that proposes factors to evaluate the
impact on the level of loyalty that will be generated by the application of Relationship
Marketing in the commercial management of Azogues restaurants. To do so: a qualitative,
was carried out, extracting three key points for the generation of loyalty: experience,
customer needs and strategy; through a quantitative study, the situation was known before
the COVID-19 pandemic and currently, the ranking of factors valued by the restaurant
customer was obtained. Cross tables and Chi square tests were carried out, showing that
there is no statistical dependence between the importance of key factors (tangible and
intangible) for consumption in restaurants and the type of customer (demanding, quiet,
etc.). In conclusion, there is still a significant consumption of restaurant food despite
COVID-19 pandemic.

Key Words: consumer, loyalty, marketing, model, restaurants.
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