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RESUMEN

La presente investigacion titulada “Marketing digital y decision de compra en Shoperu
Company E.LLR.L., Lima, 2018”, tuvo como objetivo determinar la relacion entre el
marketing digital y la decision de compra en Shoperu Company EIRL Lima, 2018. Esta
investigacion se realizé mediante el método hipotético deductivo con enfoque cuantitativo,
el nivel efectuado fue descriptivo correlacional, el tipo desarrollado fue aplicada y se
utilizd6 para su propdésito el disefio no experimental y de cortes transversales. La
investigacion continué desarrollandose, obteniendo en la prueba de normalidad de
Kolmogorov Smirnov un valor de significancia de 0.00, por lo tanto, lo datos no tienen
distribuciéon normal; finalmente para medir el nivel de correlacion de las V1 'y V2, se uso la
prueba de Rho de Spearman, teniendo resultados significativos de 0.682, por lo tanto la
investigacion concluye dando a conocer que existe una correlacion positiva considerable
entre las variables marketing digital y decision de compra en Shoperu Company E.I.R.L.,
Lima, 2018.

Palabras clave: marketing digital, decision de compra, emailing, mobile marketing,

reconocimiento de las necesidades

ABSTRACT
The objective of this research, "Digital Marketing and Purchase Decision at Shoperu
Company EIRL, Lima, 2018", was to determine the relationship between digital marketing
and the purchase decision at Shoperu Company EIRL Lima, 2018. This research was
carried out using the deductive hypothetical method with a quantitative approach, the level
carried out was descriptive correlational, the type developed was applied and the non-
experimental design and transversal cuts were used for its purpose. The investigation
continued to develop, obtaining in the normality test of Kolmogorov Smirnov a value of
significance of 0.00, therefore, the data do not have a normal distribution; finally, to
measure the level of correlation of V1 and V2, Spearman's Rho test was used, having
significant results of 0.682, therefore the research concludes by revealing that there is a
considerable positive correlation between the variables digital marketing and decision of

purchase at Shoperu Company EIRL, Lima, 2018.

Key words: digital marketing, purchase decision, emailing, mobile marketing, recognition

of needs.
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