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RESUMEN

Para este Proyecto de Investigacion: “Estrategia del Marketing Digital y su relacion
con la Decisiébn de Compra en la empresa Hipermercado Tottus S.A. 2020” se
ejecutd un estudio no experimental — transversal, con una poblacién total de 58
clientes siendo la muestra y participacion 51 clientes de la empresa Tottus S.A.
2020, teniendo como objetivo de conocer la relaciébn que existe del Marketing
Digital sobre la decision de compra. Aplicando como instrumento la técnica de la
encuesta, utilizando la escala likert de 5 puntos para los colaboradores
seleccionados. Se aplico la estadistica descriptiva e inferencial, encontrando una
relacion positiva perfecta entre el Marketing Digital y la Decisién de Compra.
Ambas variables poseen una relacion causal positiva alta de ,902%. El resultado
gue se obtuvo nos demuestra que si existe relacion positiva amplia entre las
variables planteadas en este Proyecto de Investigacion. Finalmente se concluye
gue el Marketing Digital si tiene relacion en la Decision de Compra en la empresa
Hipermercado Tottus S.A. 2020
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ABSTRACT

For this Research Project: "Digital Marketing Strategy and its relationship to the
Purchase Decision in the company Hipermercado Tottus S.A. 2020" a non-
experimental — transversal study was carried out, with a total population of 58
customers being the sample and participation of 51 customers of the company
Tottus S.A. 2020, aiming to know the relationship that exists of Digital Marketing on
the purchase decision. Applying the survey technique as an instrument, using the 5-
point likert scale for the selected collaborators. Descriptive and inferential statistics
were applied, finding a perfect positive relationship between Digital Marketing and
the Purchase Decision. Both variables have a high positive causal ratio of .902%.
The result that was obtained shows us that if there is a broad positive relationship
between the variables raised in this Research Project. Finally it is concluded that
Digital Marketing if it relates in the Purchase Decision at the company
Hipermercado Tottus S.A. 2020
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