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RESUMEN

La presente investigacion tuvo como objetivo principal determinar la relacion entre el
marketing digital y la fidelizacion de los clientes en laempresa SERISUM S.A.C, San Martin
de Porres, 2018. La metodologia que se aplico fue del método hipotético-deductivo del tipo
de investigacion aplicada -técnico, con el nivel de investigacion descriptivo correlacional —
técnico con el disefio de investigacion no experimental con corte transversal, el cual se aplico
a una muestra censal de 30 clientes que requieren de los servicios de la empresa SERISUM
S.A.C, San Martin de Porres, 2018. Los resultados que se obtuvieron fueron procesados,
analizados a través del programa estadistico SPSS, por el cual se logré medir el nivel de
confiabilidad de las preguntas mediante el Alfa de Cronbach, de igual manera para medir el
nivel de correlacion entre las variables se empled la prueba de correlacion de Spearman, por
ultimo se analiz6 e interpretd los gréficos estadisticos obtenidos por cada dimension y
variable. Finalmente se obtuvo resultados significativos de que si existe relacion positiva
alta entre el marketing digital y la fidelizacion de clientes en la empresa SERISUM S.A.C.,
San Martin de Porres, 2018; del mismo modo se determind que existe relacion entre el
marketing digital y las dimensiones de fidelizacion de clientes que son: lealtad como
comportamiento, lealtad como actitud y lealtad cognitiva.

Palabras clave: Marketing digital, Fidelizacion de clientes, Posicionamiento en buscadores,
E-mail marketing, Desarrollo web, Disefio web, Publicidad online, Redes sociales, lealtad
como comportamiento, lealtad como actitud y lealtad cognitiva.

Xii



ABSTRACT

The main objective of this research was to determine the relationship between digital
marketing and customer loyalty in the company SERISUM SAC, San Martin de Porres,
2018. The methodology applied was the hypothetical-deductive method of the applied
research type. technical, with the level of correlational descriptive research -technical with
the design of non-experimental research with cross-section, which was applied to a census
sample of 30 clients that require the services of the company SERISUM SAC, San Martin
de Porres, 2018 The results that were obtained were processed, analyzed through the
statistical program SPSS, by which it was possible to measure the reliability level of the
questions using the Cronbach's Alpha, in the same way to measure the level of correlation
between the variables used. the Spearman correlation test, finally analyzed and interpreted
the statistical graphs obtained gone by each dimension and variable. Finally, significant
results were obtained that there is a high positive relationship between digital marketing and
customer loyalty in the company SERISUM S.A.C., San Martin de Porres, 2018; In the same
way, it was determined that there is a relationship between digital marketing and the
dimensions of customer loyalty that are: loyalty as behavior, loyalty as attitude and cognitive
loyalty.

Keywords: Digital marketing, Customer loyalty, Search engine positioning, E-mail

marketing, Web development, Web design, Online advertising, Social networks, loyalty as
behavior, loyalty as attitude and cognitive loyalty.
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