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RESUMEN

La presente investigacion se acogio al objetivo de desarrollo sostenible ocho: trabajo
decente y crecimiento econémico. Tuvo como objetivo analizar la manera en la que
el inbound marketing contribuye a la captacion de clientes en el sector gastronémico
de Piura, 2024. Se empled una metodologia aplicada, enfoque mixto, disefio no
experimental de corte transversal y nivel descriptivo. La muestra estuvo conformada
por 196 clientes de dos restaurantes en la ciudad de Piura. Se hizo uso del
cuestionario y guia de entrevista como instrumentos de recoleccion de datos, el
cuestionario estuvo dirigido a los clientes de dos restaurantes y la guia de entrevista
a los dos gerentes de dichos negocios. Los resultados evidenciaron que el 46.4 %
afirmé que los restaurantes generan contenido relevante para difundir por sus
distintos medios digitales, mientras que el 50% manifestdé que el servicio recibido
influye de manera significativa en la percepcion que tienen del negocio. Se concluyo
gue el inbound marketing beneficia a los restaurantes en lo que respecta al proceso
de captacién de clientes, no obstante, es preciso que sigan fortaleciendo las
estrategias que ya implementan, de manera que se puedan alcanzar mayores niveles

de efectividad en dicho proceso.
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ABSTRACT

This research was carried out under sustainable development goal eight: decent work
and economic growth. Its objective was to analyze the way in which inbound marketing
contributes to customer acquisition in the gastronomic sector of Piura, 2024. An
applied methodology, mixed approach, non-experimental cross-sectional design and
descriptive level were used. The sample was made up of 196 customers from two
restaurants in the city of Piura. The questionnaire and interview guide were used as
data collection instruments, the questionnaire was directed to the customers of two
restaurants and the interview guide to the two managers of said businesses. The
results showed that 46.4% stated that restaurants generate relevant content to
disseminate through their different digital media, while 50% stated that the service
received significantly influences their perception of the business. It is concluded that
inbound marketing benefits restaurants in terms of the customer acquisition process,
however, it is necessary that they continue to strengthen the strategies they already

implement, so that higher levels of effectiveness can be achieved in said process.

Keywords: Inbound marketing, customer acquisition, digital channels.





