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RESUMEN 

El reciente estudio tuvo como finalidad determinar la relación entre marketing digital 

y decisión compra online en los clientes de una pollería ciudad de Trujillo, 2023. Se 

realizó un diseño no experimental de corte transversal y correccional, se encuestó 

una población de 169 clientes, tomándolo como muestra, se evaluó mediante 

instrumento de 27 preguntas, demostrando una confiabilidad de ,897 de alfa de 

Cronbach. Los datos se procesaron y analizaron por el programa estadístico IBM 

SPSS Statistics 22, arrojando resultados, 68% de clientes están de acuerdo que 

marketing digital se relacione eficientemente con 72,8% de su mayoría aceptaron 

su decisión de compra online; mientras 65,10% de ellos están conectados a redes 

sociales y se asocia eficiente con  69,80% de los mismos que accedieron por 

disposición de adquisición online; en cambio 63,90% de los compradores que usan 

email marketing se vieron afectados eficientemente con 70,4% de consumidores al 

elegir por decisión de compra online; además el 69,80% de los interesados admiten 

publicidad digital corresponden de manera eficiente al 71,6% de los encuestados al 

acceder su decisión de importe online. Se concluye que existe relación positiva 

considerable entre Marketing digital y decisión de compra online, con (Rho = ,596 

y Sig. = ,001). 

Palabras clave: Marketing digital, decisión de compra online, redes sociales, email 

marketing, publicidad digital.  
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ABSTRACT 

The purpose of the recent study was to determine the relationship between digital 

marketing and the online purchase decision in customers of a Trujillo city chicken 

shop, 2023. A non-experimental cross-sectional and correctional design was carried 

out; Oriented to survey a population of 169 clients and taking as a sample, it was 

evaluated by means of an instrument contained in 27 questions, which would 

demonstrate a reliability of .897 of Cronbach's alpha. The data was processed and 

analyzed by the IBM SPSS Statistics 22 statistical program, yielding results that 

reveal 68% of clients agree that digital marketing is efficiently related to 72.8% of 

the majority who accepted their decision to purchase online; while 65.10% of them 

are connected to social networks and associate efficiently with the 69.80% of them 

who accessed for online acquisition during their care; On the other hand, 63.90% of 

the buyers who use email marketing were efficiently affected with 70.4% of 

consumers when choosing by online purchase decision; In addition, 69.80% of 

those interested admit digital advertising, corresponding efficiently to 71.6% of those 

surveyed when accessing their amount decision online. It is concluded that there is 

a considerable positive relationship between digital marketing and online purchase 

decision, with (Rho = .596 and Sig. = .001). 

Keywords: Digital marketing, online purchase decision, social networks, email 

marketing, digital advertising. 
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