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RESUMEN

La presente investigacion, tuvo como objetivo general determinar cuél es la
relaciébn que existe entre Marketing digital y la Captacion de clientes en la
empresa Alata Inversiones S.A.C., Ate 2020, se plante6 como hipétesis general:
existe relacion entre el Marketing digital y la Captacion de clientes en la empresa
Alata Inversiones S.A.C., Ate 2020.

En cuanto a la metodologia, el enfoque fue cuantitativo, de disefio no
experimental, nivel correlacional y corte transversal; se utilizo la técnica de la
encuesta y como instrumento el cuestionario. El estadistico que se utilizé para
contrastar la hipétesis fue Rho de Spearman; y el principal resultado obtenido
fue: que si existe relacion entre el marketing digital y la captacion de clientes con
un nivel de correlacién positivamente considerable, y con un grado de correlacion
de 0,638.

Palabras clave: marketing digital, captacién, cliente, compafiia, estrategia.



ABSTRACT

The present research selected, had the general objective of determining the
relationship between digital Marketing and customer acquisition in the company
Alata Inversiones SAC, Ate 2020, It was proposed as a general hypothesis: there
is a relationship between digital Marketing and customer acquisition in the
company Alata Inversiones S.A.C, Ate 2020.

Regarding the methodology, the approach was quantitative, of non-experimental
design, correlational level and cross section.The survey technique was used and
the questionnaire as an instrument. The statistician found to test the hypothesis
was Rho de Spearman; and the main result obtained was: that there is a
relationship between digital marketing and customer acquisition with a positively

considerable level of correlation, and with a degree of correlation of 0.638.

Keywords: digital marketing, catchment, client, company, strategy



