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Resumen

Esta investigacion tuvo como objetivo principal evaluar la relacion entre la variable de
Marketing Digital y las ventas de la empresa Riymovil SAC, ubicada en Lima, Per(. Se emple6
una metodologia cuantitativa con un enfoque de investigacion aplicada y un nivel correlacional.
El instrumento utilizado fue un cuestionario, y la confiabilidad se evalu6 mediante el
coeficiente alfa de Cronbach, que alcanz6 un valor de 0,982. La muestra consistio en 85 clientes
de Riymovil que adquirieron productos, como bicicletas y accesorios ciclistas. Los resultados
indicaron un coeficiente de relacion de 0,875 entre las variables Marketing Digital y Ventas,
demostrando una correlacion directa positiva fuerte. Ademas, se observé que el valor p (sig. =
,000) fue inferior al nivel de significancia de 0,05. En consecuencia, se acepto la hipotesis
alterna y se rechazd la hipotesis nula.

Palabras claves: marketing digital, ventas
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Abstract

In this research, the main objective was: Determine the degree of relationship that exists
between the digital marketing variable and the sales of the company Riymovil SAC, Perd,
Lima. The research methodology was quantitative, the type of research was demonstrated
applied, with a correlational research level and the questionnaire was chosen as the instrument,
and the reliability was presented through the Cronbach's alpha statistic that obtained 0.982
where a sample was taken from 85 customers of the Riymovil company who have purchased
the product they provided, such as: sales of bicycles and cycling accessories where it was
obtained as a result that the digital marketing and sales variable has a relationship coefficient
of .875, therefore there is a strong positive direct connection. In turn, it can be shown that the
p-value (sig. = .000) is less than the significance level 0.05, consequently, the alternate
hypothesis is accepted, and the null hypothesis is rejected.

Keywords: digital marketing, sales





