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RESUMEN

El objetivo de este estudio fue determinar la relacion entre el marketing digital y la
decisién de compra en tiempos de pandemia de consumidores de Supermercados
Peruanos S.A., Lima, 2020. Para la variable independiente, el marketing digital se
presentd como una teoria relacionada con Delers (2016), y para la variable
dependiente - la decision de compra - la teoria de Diaz, A (2011). En cuanto a la
metodologia, se realiz6 un estudio no experimental-transversal con una poblacién
total de 70 clientes, la muestra y los participantes fueron 70 clientes de la sucursal
Bellavista de Supermercados Peruanos S.A., Lima, 2020, para comprender la
relacién entre el marketing digital y la decision de compra se utiliz6 como herramienta
la técnica de encuesta, utilizando la escala Likert de 5 puntos para clientes
seleccionados. Se utilizaron estadisticas descriptivas y se constatdo un excelente
impacto positivo del marketing digital en la decision de compra. Las dos variables
muestran una alta relacion positiva, ambos resultados de correlacion estan cerca de
1 y su significacion es menos de 0,05. El resultado obtenido muestra que existe un
amplio impacto positivo entre las variables propuestas en este proyecto de
investigacion. Finalmente, concluimos que el marketing digital esta positivamente

asociado a la decision de comprar Supermercados Peruanos S.A., Lima, 2020.

Palabras clave: Internet, Tecnologia, Marketing.
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ABSTRACT

The objective of this study was to determine the relationship between digital
marketing and the purchase decision in times of pandemic of consumers of
Supermercados Peruanos S.A., Lima, 2020. For the independent variable, digital
marketing was presented as a theory related to Delers (2016), and for the dependent
variable - the purchase decision - the theory of Diaz, A (2011). As for the
methodology, a non-experimental-cross-sectional study was carried out with a total
population of 70 clients, the sample and the participants were 70 clients from the
branch of Bellavista Supermercados Peruanos S.A., Lima, 2020, in order to
understand the relationship between digital marketing and the purchase decision.
The survey technique was used as a tool, using a 5-point Likert scale for selected
clients. Descriptive statistics were used and an excellent positive impact of digital
marketing on the purchase decision was found. The two variables show a high
positive relationship, both correlation results are close to 1 and their significance is
less than 0.05. The result obtained shows that there is a wide positive impact between
the variables proposed in this research project. Finally, we conclude that digital
marketing is positively associated with the decision to buy Supermercados Peruanos
S.A., Lima, 2020.

Keywords: Internet, Technology, Marketing



