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RESUMEN

La tesis tuvo como objetivo general determinar la relacion del marketing digital
con la captacion de clientes; la metodologia utilizada fue: enfoque cuantitativo, tipo
aplicada, nivel descriptivo correlacional, disefio no experimental de corte
transversal, método hipotético deductivo; la poblacion estuvo constituida por 200
clientes y la muestra ha sido 70 establecida a través del muestreo no probabilistico
por conveniencia, para la obtencién de datos se utilizé la técnica encuesta y como
instrumento un cuestionario de tipo Likert; los resultados obtenidos de acuerdo al
analisis descriptivo inferencial es coeficiente de correlacion de Rho Spearman de
0,772 vy significancia de 0,000; informacién que nos permite concluir que existe

correlacion positiva de la variable marketing digital con captacion de clientes.

Palabra Clave: Marketing Digital, captacion, clientes.
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ABSTRACT

The general objective of the thesis was to determine the relationship between
digital marketing and customer acquisition; the technique used was: quantitative
approach, applied type, correlational descriptive level, non-experimental cross-
sectional design, hypothetical deductive method; the population consisted of 200
clients and the sample was 70 established through non-probabilistic convenience
sampling. the survey technique was used to obtain data, and a likert-type
guestionnaire was used as an instrument; the results obtained according to the
descriptive inferential analysis is the rho sperman correlation coefficient of 0.772
and significance of 0.000; information that allows us to conclude that there is a
positive correlation of the digital marketing variable with customer acquisition.

Key words: Digital marketing, acquisition, customers.
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