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RESUMEN

Esta investigacion tuvo como finalidad; identificar la relacion que existe entre las
variables estudiadas marketing digital y captacion de clientes de la empresa
Funeraria Espinoza de San Pedro de Lloc, 2020, de tipo aplicativa, con disefio no
experimental, enfoque cuantitativo y un muestreo de tipo probabilistico, con una
técnica simple y aleatoria. Se empled una muestra de 25 clientes que oscilan entre
los 60 y 80 afios de edad, aplicando como instrumento de evaluacién dos

cuestionarios con un total de 24 preguntas.

Los resultados arrojados, se encausaron mediante los programas estadisticos
SPSS 26, Microsoft Excel; de tal manera se logré determinar el nivel existente en
relacion con ambas variables, igualmente se concluy6 que el nivel de marketing
digital y captacion de clientes fueron del 100%, como también la relacidn existente
entre aquellas variables dependiente e independiente objeto de indagacion,
obteniendo r= 0,751 Rho Spearman coeficiente de correlacion positiva alta, p=
0,000 < 0.05 valor de significancia, dando por vélida la conjetura alterna, y dejando
claro que el Marketing Digital si se relaciona de modo significativo con la Captacion
de Clientes de la empresa. Asi mismo las 2 dimensiones FeedBack y Fidelizacion

obtuvieron menor relacién con la variable en estudio.

Palabras Claves: Marketing Digital, Captacién de Clientes, Fidelizacién de Clientes
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ABSTRAC

This research was aimed at; identify the relationship that exists between the
variables studied digital marketing and customer acquisition of the Funerary
Espinoza de San Pedro de Lloc, 2020, application type, with non-experimental
design, quantitative approach and probabilistic sampling, with a simple technique
and random. A sample of 25 clients ranging between 60 and 80 years of age was
used, applying two questionnaires with a total of 24 questions as an evaluation
instrument.

The results obtained were processed using the statistical programs SPSS 26,
Microsoft Excel; In this way, it was possible to determine the existing level in relation
to both variables, it was also concluded that the level of digital marketing and
customer acquisition were 100%, as well as the relationship between those
dependent and independent variables under investigation, obtaining r = 0.751 Rho
Spearman high positive correlation coefficient, p = 0.000 <0.05 significance value,
taking the alternate conjecture as valid, and making it clear that Digital Marketing is
significantly related to the company's Customer Acquisition. Likewise, the 2
dimensions FeedBack and Loyalty obtained less relationship with the variable under

study.
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