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Resumen
La investigacion presentada tuvo como objetivo primordial determinar la relacion
entre el marketing digital y el comportamiento del consumidor en la polleria Papa's
Chicken, Piura, 2020.
Se elabor6 un estudio tipo aplicada, con disefio no experimental de corte transversal
descriptivo correlacional. Se consider6 como muestra censal a 50 clientes. Las
variables consideradas fueron marketing digital y comportamiento del consumidor,
las cuales se categorizaron en 3 dimensiones por cada variable. Se recolect6 datos
mediante una encuesta conformada por 19 reactivos, siendo procesados a través
del programa estadistico SPSS v.22.
Se confirmo la correlacion entre las variables estudiadas (Sig.E<0.05), mostrando
el grado de relacion presentado por el coeficiente de determinacion, para las
variables marketing digital y comportamiento del consumidor (44.89%); con
respecto a las dimensiones: mobile marketing y psicologia del consumidor
(27.88%), social media marketing y cultura del consumidor (34.11%), e-malil
marketing y proceso de toma de decisiones (13.62%).
En conclusién, la conexion del marketing digital con el comportamiento del
consumidor en la polleria Papa’s Chicken, Piura, 2020 fue positiva media (0.670),

aceptando la hipotesis alterna expuesta en la investigacion.

Palabras clave: Marketing digital, comportamiento del consumidor, social media

marketing, cultura del consumidor.
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Abstract

The main objective of the presented research was to determine the relationship
between digital marketing and consumer behavior in the Papa's Chicken poultry
shop, Piura, 2020.

An applied type study was developed, with a non-experimental, descriptive
correlational cross-sectional design. 50 clients were considered as a census
sample. The variables considered were digital marketing and consumer behavior,
which were categorized in 3 dimensions for each variable. Data was collected
through a survey made up of 19 items, being processed through the statistical
program SPSS v.22.

The correlation between the variables studied (Sig.E <0.05) was confirmed, showing
the degree of relationship presented by the coefficient of determination, for the
variables digital marketing and consumer behavior (44.89%); regarding the
dimensions: mobile marketing and consumer psychology (27.88%), social media
marketing and consumer culture (34.11%), email marketing and decision-making
process (13.62%).

In conclusion, the connection of digital marketing with consumer behavior in the
Papa’s Chicken poultry shop, Piura, 2020 was positive average (0.670), accepting

the alternative hypothesis exposed in the research.

Keywords: Digital marketing, consumer behavior, social media marketing, consumer

culture
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