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Abstract: The objective of this study was to determine the 

relationship between digital marketing and the satisfaction of 

sublimation users in the department of Piura - Peru. For this 

purpose, a basic type of research was improved, with a 

non-experimental design, with a correlational scope, and 

cross-sectional. Users of the Piura sublimation service who will be 

between 18 and 65 years of age will be left as a population. 

Likewise, the sample was considered based on the statistical 

calculation, resulting in 384 respondents. The technique applied 

was the survey, and the research instrument was complemented 

with two questionnaires based on the Likert scale, whose collected 

data was processed using the SPSS software. The results that were 

achieved proved that there is a relationship between the variables 

studied. Finally, to reach this conclusion, the non-parametric test 

of Spearman's Rho was obtained with a p-value equal to 0.000 and 

a level of connections of 0.839. Finally, the conclusions obtained 

in the investigation indicate that there is a high positive 

confirmation between the variables digital marketing and 

satisfaction of sublimation users in the department of Piura, this 

indicates that digital marketing offers tools and strategies that are 

useful to increase user satisfaction, and, therefore, have loyal 

customers, thus showing better results for the organization. 

Keywords: Digital Communication, Digital Advertising, Digital 

Promotion, User Satisfaction.  

I. INTRODUCTION

Digital marketing is relevant because it helps organizations

generate higher sales and have greater visibility in the 

market. Likewise, it will strengthen the link that the company 

has with its customers, thus achieving loyalty [15]. It can be 

indicated that it generates the advantage of reaching many 

more people and segmenting them, at an affordable cost [16]. 

Finally, we can infer that it is versatile since it has many tools 

to meet its objective: web page, social networks and search 

engines [17]. In the same sense, it has a main characteristic, 

as well as recognizable in all media. Therefore, it is the 

constant change that we notice in the way companies are 

managed. Likewise, as the tools and methodologies for 
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decision-making have become more flexible, therefore, 

taking advantage of opportunities requires a correct analysis. 

Among the interesting figures regarding digital marketing in 

the world, we have regarding electronic commerce, 51% of 

people use the Google engine to search for information about 

what they need to buy online, in the same way, 59% of buyers 

considers mobile devices as a factor of great importance 

when deciding a provider of required products [15]. On the 

other hand, in the Peruvian sphere, the portal [16] mentions 

that 83.8% of Peruvians use social networks, that is, more 

than 28 million people, of which 48.2% are women and 

51.8% are men. 

Among the most prominent opportunities that exist for a 

greater reach to the public to which the different 

organizations are directed is digital marketing which has 

been baptized with various names, online marketing, virtual 

marketing, electronic marketing, among others. Therefore, 

this promising alternative of giving a virtualized approach to 

the work that companies do to reach the target audience is 

one of the most revolutionary trends that human knowledge 

has been able to conceive for an accessible use by almost all 

types of businesses in all parts of the world. world, finds it 

useful in small neighborhood businesses to large corporations 

worldwide. 

It is important to highlight that companies currently 

encourage customers to stay in constant virtual and 

face-to-face interaction and this encouragement implicitly 

wants to generate satisfaction through a good experience that 

goes from customer acquisition to the post-sale moment. . In 

this sense, a whole pleasant process directed towards the 

client is sought and that brings benefits related to loyalty, 

purchase frequency and recommendation, all of this must be 

achieved through an adequate use of the tools offered in this 

case. digital marketing. In consideration of the 

aforementioned, we can take into account several authors, 

articles, bibliography in general that will give us a broader 

panorama with their different points of view regarding what 

could be conceptualized as satisfaction. 

II. LITERARY REVIEW

The study presented a positivist paradigm that was framed in 

the following theories. In the first place, in the theory of 

quality, which indicates that quality means fully satisfying 

the expectations of the customer. For this, the organization 

must develop and implement activities aimed at improving its 

effectiveness and efficiency [18]. And secondly, in the theory 

of modern marketing (Marketing 4.0),  
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Which establishes that organizations must make parallel use 

of traditional marketing strategies and digital marketing, in 

order to increase the productivity of the organization and 

satisfy optimal customer needs [19]. 

According to [5] satisfaction is a key factor frequently used 

by organizations in the modern world that allows them to 

have a reference level of how happy the customer is with the 

way in which the product has been provided, or how they are 

evaluating the performance of the company at some point is 

specific, which the results obtained from this measurement 

will have an impact on the culture of the company; 

Considering these scopes, among the ways to measure 

satisfaction, the present alternative can be considered: 

Employee report regarding customer contact, market 

research, focus groups, hidden customer, surveys, 

dissatisfaction tracking, among others. 

Meanwhile [6], emphasizes that satisfaction has to do with 

the mood of the users who provide their evaluation after 

having compared the fulfillment of the expectation that they 

have of a product with respect to what the company has 

offered. 

[8] considers satisfaction as a difficult process that must take 

into account aspects such as psychological, physiological, 

cognitive, among others not manifested, discovered, or 

considered yet by the information that we currently have. On 

the other hand, [7] indicates that satisfaction as the response 

of users or clients with a temporary opinion about the good or 

service that they value based on the level of pleasure 

generated by the consumption or use of what is obtained, 

which, without However, it could change if the good or 

service undergoes some type of modification that affects or is 

detectable by its perception. 

Finally [9], and state that satisfaction is a consumer reaction 

in which an individual subjective evaluation has been taken 

into account. In it, he measures his expectations about the 

good or service used taking his previous perspectives as a 

reference, resulting in a final assessment that can be 

satisfactory or unsatisfactory. 

The current information and communication technologies 

offer a wide range of possibilities of accessibility to markets, 

connections, interactions, advertising formats among other 

aspects that allow a constant generation of innovation and 

useful trends at the level of effectiveness. 

[1] considers digital Marketing as the strategic operation to 

be able to generate marketing actions for goods and services 

that are offered in digitized media, with the advantage that 

information can be disclosed in real time, which would allow 

with greater certainty. For its part, [2] asserts that this type of 

marketing helps to generate a union of methods and means 

that were traditionally considered in an earlier stage as the 

most useful, integrating them now in better possibilities of 

connecting with users. Digital marketing, according to the 

contribution of [3], considers that electronic commerce 

trends are inclusive in terms of all types of applications that 

are used to market virtually, which means that this 

contributes to a better connection and interaction of the 

organization with the client by reducing the barriers that 

previously existed to be able to interact with them, being an 

appetizing opportunity to be able to retain clients through the 

use of the range of possibilities offered by this virtual world. 

In contrast, we find [4], who asserts that virtual marketing is 

identified by using devices such as smart TVs, cell phones, 

tablets, video game consoles. This type of marketing goes 

hand in hand with digital technology, mainly accompanied by 

interaction networks which serve to link information with 

users to whom useful information can be provided in real 

time. In the same sense, various previous investigations were 

considered where the following subject was covered in the 

case of: 

In a qualitative investigation of [10] on the influence of 

digital Marketing on the satisfaction of the clients of Caja 

Arequipa in Tacna 2021, it was concluded that if there is an 

influence of the first variable on the client, therefore, it is 

recommended to give it the due value. so that the client has a 

more favorable opinion. 

Meanwhile, [11] In his inquiry into the relationship between 

digital marketing and customer satisfaction of Lemonnier 

mascotas EIRL, Cieneguilla 2020, in this deepening 

regarding these two variables it was applied methodology, 

qualitative cross-sectional, in it it was concluded that there 

are a positive correlation between these two variables, with 

respect to the company in question. For his part [12] in his 

research to determine the relationship between digital 

marketing and customer satisfaction in the commercial 

company Ate 2022, the same one that was quantitative, 

transversal, non-experimental, in which the relationship 

between digital marketing and satisfaction was concluded. 

the client's..  

III. METODOLOGY 

The present study was of a basic type; with a 

non-experimental design, due to the non-manipulation of the 

dependent variable called user satisfaction. According to the 

contribution of [14], it can be affirmed that correlational 

studies present a level of association between their variables, 

with the aim of demonstrating a simple regression [19]. As 

indicated above, a cross-sectional and correlational study was 

carried out [20]. That is to say, the information will be 

collected in a certain period of time, in turn an attempt will be 

made to prove the incidence of one variable over another 

[22]. 

   Taking into account the scientific knowledge National 

Council of Science, Technology and Technological 

Innovation [13], and what was indicated by Hernández and 

others, the present investigation is quantitative, since 

numerical data were collected and statistics were used to test 

the hypotheses. of study proposals, which are intended to see 

the interference of one variable on another [21]. 

 
Figure 1. 

Nota: Imagen de variables 

correlacionadas. 
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Donde: M: They are the users who opt for sublimation in 

Piura, 𝑂1: Analysis of variable 1: Digital Marketing, 𝑂2: 

Analysis of variable 2: User satisfaction, 𝑟: Correspondence 

of variables to be studied [23]. 

Population: made up of users of the service from 18 to 65 

years of age from the Piura district, the same ones who used 

the service, with an infinite population sample and a 

representative sample, being random, inferring that the study 

subjects have had the same possibility of being part of the 

service. of the sample. Finally, the technique is the survey 

and as an instrument the questionnaire. 

IV. RESULT AND DISCUSSION 

Descriptive and inferential statistics were used to measure 

the perception of the study based on the link between the 

variables digital marketing and complacency. According to 

descriptive statistics is related to ordering and classifying the 

results considering parameters, meanwhile, the inferential 

provides us with results worked on a sample. Among the 

research-based evidence that we can consider for the 

following article, are those that we present below: 

For the fulfillment of the first objective, which consists of 

determining the relationship between digital communication 

and sublimation user satisfaction in Piura, the following 

result was obtained, as evidenced in table 1. 

Table 1. 

 
**p<0.01(altamente significativo) 

A deep, revealing correlation was determined between 

digital communication and satisfaction of the interested 

parties due to the fact that the p-value is less than 1%; 

likewise, a high degree of correlation is certified (r=.839); In 

this sense, the one whose premise is that digital 

communication and user satisfaction are considerably linked 

is accepted. 

Regarding objective two, which seeks to verify the link of 

digital promotion and the satisfaction of customers of the 

sublimation service in Piura, the following result was 

reached: 

Table 2. 

 
*p<0.05(significativo) 

A great correlation was determined between digital 

promotion and user satisfaction because p-value is less than 

5%; Similarly, there is a high correlation (r=.775), therefore 

the hypothesis that digital promotion and customer 

satisfaction are related is accepted. 

Regarding objective three, which investigates whether there 

is a relationship between digital advertising and the 

satisfaction of users of the sublimation service in the district 

of Piura, this result was reached: 

Table 3. 

 
**p<0.01(altamente significativo) 

A considerable correlation of digital advertising and 

customer satisfaction was determined considering that the 

p-value is less than 1%; In addition, a high positive 

correlation is evidenced (r=.801), therefore the conjecture 

that digital advertising and user satisfaction are linked is 

accepted 

V. CONCLUSION 

The general conclusion regarding the relationship between 

digital marketing and user satisfaction in the sublimation 

service in Piura has been able to determine that there is a high 

correlation according to the results obtained, which, 

comparing it with those of other investigations with the same 

variables, accentuate the importance of periodically 

evaluating and reinforcing them. It is important to mention 

that you have to know how to correctly use the range of 

possibilities offered by digital marketing in order to 

positively influence customer satisfaction, which is 

ultimately what each company requires in order to retain 

them. It is notorious that the high correlation of digital 

communication with customer satisfaction (r=.839) gives us 

a very accurate reference to the importance of interacting 

virtually with strategies that allow generating benefits of this 

dimension for the organization. 

RECOMENNDATIONS 

It is recommended to current organizations of all levels, from 

small enterprises, highly recognized companies, in the field 

that best suits them, to give due importance to the 

fundamental role that digital marketing plays in our times in 

relation to customer satisfaction, This is based on the 

understanding of the premise that if companies correctly 

select the electronic tools that are most compatible with their 

market segment, then they will be able to generate the most 

satisfactory scenario for their claims. 

DECLARATION 

Funding/ Grants/ 

Financial Support 
No, I did not receive. 

Conflicts of Interest/ 

Competing Interests 

No conflicts of interest to the 

best of our knowledge. 

Ethical Approval and 

Consent to Participate 

No, the article does not require 

ethical approval and consent 

to participate with evidence. 

Availability of Data and 

Material/ Data Access 

Statement 

Not relevant. 

Authors Contributions 
All authors have equal 

participation in this article. 

 

https://www.doi.org/10.35940/ijmh.G1586.049823
http://www.ijmh.org/


Digital Marketing and Sublimation User Satisfaction, Piura - Perú 

35 

Retrieval Number: 100.1/ijmh.G1586039723 

DOI: 10.35940/ijmh.G1586.049823 
Journal Website: www.ijmh.org 

Published By: 

Blue Eyes Intelligence Engineering 
and Sciences Publication (BEIESP) 

© Copyright: All rights reserved. 

REFERENCES 

1. Bustos E, Valencia G & Viedman. Marketing Digital. Cali, Valle del 

Cauca. s.l.: Lumen Gentium, 2017.

2. El marketing digital como herramienta en él. Bricio, K., Calle, J., & 
Zambrano, M. 10, 2018, Revista Universidad y Sociedad, Vol. 4, págs. 

103-109. 
3. Dovaco, Manuel. Plan de Marketing Online. [En línea] 2018. 

https://unblogdemarketing.files.wordpress.com/2014/03/plan-marketin

g-online.pdf.
4. Shum, Y. Marketing Digital: Navegando en aguas digitales. s.l.: 

Ediciones de la U, 2019. 
5. Santiago Ferrer, Carles Petit Boqué, Sergio Vallejo Rodriguez. Manual 

de apoyo para la implantación de la gestión de calidad según norma 

une-en 13816 en empresas de transporte de viajeros por carretera. S.l.: 
fundación cetmo, 2006. 

6. Amstrong, Kotler P &. Marketing. s.l.: Madrid, 2003.
7. A Multistage Model of Customers’ Assessment of Service Quality and 

Value. Bolton, R. N. y Drew, J.H. 17, s.l.: Journal of Consumer 

Research, 1991, Journal of Consumer Research, págs. 375 – 384. 
[CrossRef] 

8. Customer satisfaction and quality: a critical review of the literatura and 
research implications for the Hospitality Industry. Oh, H.y Parks, S.C. 

20, 1997, Hospitality Research Journal, págs. 35 - 64. 

9. Howard, J.A. y Sheth, J.N. The theory of buyer behavior. s.l.: New 
York: Wiley and Sons, 1969.

10. Sardón, Almendra Lozano. El marketing digital y su relación con la 
satisfacción de los clientes de la caja municipal de Arequipa, AÑO 

2021. Tacna, Tacna, Perú: s.n., 2021.

11. Chipana Tami, Elisa María. El marketing digital y la satisfacción del 
cliente de Lemonnier Mascotas E.I.R.L., Cieneguilla 2020. Cieneguilla, 

Lima, Perú: s.n., 2020. 
12. Yovera Espinoza, Milagros Judith. El marketing digital y la satisfacción 

del cliente en una empresa comercial, Ate - 2022. Ate, Lima, Perú: s.n., 

2022. 
13. Consejo Nacional de Ciencia, Tecnología e Innovación Tecnológica 

(CONCYTEC). https://portal.concytec.gob.pe. [En línea] 2018. 
https://portal.concytec.gob.pe/images/noticias/convocatoria-sam-18/ba

ses-santiago_antunez_mayolo.pdf.

14. Bernal, César. Metodología de la investigación: administración, 
economía, humanidades y ciencias sociales. s.l.: Pearson, 2010. 

15. Crónica. Crónica. [En línea] 19 de 10 de 2022. [Citado el: 03 de 01 de 
2023.] 

https://www.cronica.com.mx/negocios/importancia-marketing-digital-p

ymes.html.
16. RETAIL, América. América RETAIL. América RETAIL. [En línea] 31 

de 12 de 2022. [Citado el: 02 de 01 de 2023.] 
https://www.america-retail.com/marketing-digital/5-ventajas-del-mark

eting-digital-que-deberias-explorar/.

17. Review, MIT Technology. MIT Technology Review. MIT Technology 
Review. [En línea] 30 de 08 de 2022. [Citado el: 02 de 01 de 2023.] 

https://www.technologyreview.es/s/14531/marketing-digital-en-latinoa
merica-el-impulso-en-el-ecosistema-martech.

18. Tarí, Juan. Calidad total: fuente de ventaja competitiva. Murcia: 

Compobell, S.L., 2000. 
19. Kotler, Philip, Kartajaya, Hermawan y Stiawam, Iwam. Marketing 4.0. 

Madrid: LID Editorial, 2019.

20. Cálix, Calendario, Zazueta, Luis y Macías, Juana. Metodología de la 

investigación científica I. Culiacán: Servicios Editoriales Once Ríos, 

2012. 
21. Hernández, Roberto, Fernández, Carlos y Baptista, Pilar. Metodología 

de la investigación. México: Mcgraw-hill / interamericana editores, s.a. 
De C.V., 2014. 

22. Kotler, Philip. Hacer marketing en el año 2005. México: s.n., 2005. 

23. Actitud, satisfacción y lealtad de los clientes en las Cajas Municipales 
del Perú. Ramírez, Edwin, Maguiña, Misael y Huerta, Rosario. 23 de 09 

de 2020, Retos Revista de Ciencias de la Administración y Economía, 
págs. 329-343. [CrossRef]

AUTHORS PROFILE 

 Nuñez Morante George David Graduated in Business 
Administration, he has a Master's Degree in Business 

Administration from the César Vallejo University, he is 

currently pursuing a PhD in Business Administration at the 

same university, he has carried out research related to 

Digital Marketing and user satisfaction, he has with 
specializations in Public Management, State Contracting, management of the 

SIAF Integrated Financial Administration System, in terms of his 

professional experience, the aforementioned author has approximately 15 

years in both the public field and the private sector, which has allowed him to 
expand his knowledge practical theoretical in administrative sciences, he has 

also been in charge of the central warehouse of office supplies and 

technology (basic printers, multifunctional printers, CPU, monitors, 

keyboards among others) of the Public Ministry - Sullana Headquarters, as 

well as administrator in the Security Management Citizen of the 
Municipality Provincial Authority of Piura in which he achieved, together 

with his team, the fulfillment of the proposed goals, which benefited the 
institution with a million-dollar financial outlay from the central government 

for compliance with the activities entrusted in a six-month period, he is 

currently the general manager of the personalized products and textile 
company named SUBLIDET, as well as teaching at a higher level at the 

IDAT institute in Administration, Marketing, Accounting and Advertising 
Sciences, teaching courses such as Strategic Planning, Business Plan, 

Operational Plan, Processes Interns, Introduction to Marketing, 

Fundamentals of Administration among other courses of high interest in 
training. He has been selected to teach at the César Vallejo University - Piura 

in the Faculty of Marketing and Business Management... 

 Román Junior Balvin Azaña, Peruvian national, candidate 

for a PhD in Administration from the César Vallejo 

University. Master in Strategic Management, Finance and 

International Printing, from the Università Degli Studi di 
Genoa, Italy. Master in Business Administration and 

International Finance – International MBA, Bachelor and Bachelor of 

Administration, from the Universidad Católica Sedes Sapientiae. With 
specializations in Public Management, Human Resources Management, and 

Marketing Management and Commercial Management. Professional with 
more than 8 years of work experience in the field of business management. 

Currently, he holds the position of Administrative Director at the Graduate 

School of the Sedes Sapientiae Catholic University. Previously, he has 
worked in trading and telecommunications companies. Extensive knowledge 

in issues related to administration, human resources, marketing and strategic 
planning. Undergraduate and postgraduate university professor at the 

Business School of the Universidad Privada del Norte, Universidad 

Tecnológica del Perú and Universidad Católica Sedes Sapientiae. Likewise, 
thesis advisor at the undergraduate and postgraduate level in the lines of 

research related to business management, marketing, human resources and 
strategic management. He is also part of the advisory committee of the 

Master's Degree in International Business Administration and Finance - 

International MBA, of the Graduate School of the Sedes Sapientiae Catholic 
University. 

Finally, he has participated as organizer of the International Round Table 
"Strengthening and Supervision of the Cooperative Credit System", 

developed by the Graduate School of the Sedes Sapientiae Catholic 

University. In addition, he has been a speaker in the Entrepreneurship course, 
a market research module, developed by the Metropolitan Municipality of 

Lima. 

Flores Zafra David Professional in Systems Engineering 

with a PhD in Administration and a Master's in Information 
Technology Management. He also has a tuition from the 

College of Engineers with code 245772 and orcid code 
0000 – 0001 – 5846-325X. Currently, I work as a Project 

Manager at IBM / Kyndryl del Perú S.A. for infrastructure 

projects both on VMware, AIX, Windows, Linux, Mainframe, storage, SAN, 

networks, Backup and monitoring platforms applying good practices of IT 

processes and management; on the other hand, I manage the technological 

renovation program both in Peru and Brazil for the banking sector. In the 

same sense, I work as a part-time teacher in the systems engineering graduate 

program at the César Vallejo University, In addition, to play the role as a 

part-time teacher in the methodological advisory of undergraduate thesis at 

the School Professional Business and Competitiveness Academic at the 

private Norbert Wiener University. To date, I have publications in 

international journals regarding engineering and administration studies as 

part of the scientific collaboration with society; the topics published are: 

"Expert system to improve nutritional health through the evaluation and 

recommendation of nutritional diets"; "Expert system for the SGTI in the 

company Sion Global Solutions"; “Social conflicts and economic 

development in the context of the Huánuco region”; "Expert system for the 

management of information technology services in the company Sion Global 

Solutions, Lima 2019"; Analysis Of Research Culture And Scientific 

Production In A National University” and “Engagement In Teachers Of An 

Educational”, in addition to the publications of  

2 books as author and co-author. Lastly, I  

have the role of blind peer reviewer in  

the international journal "Innova 

Research Journal" from Ecuador. 

https://www.doi.org/10.35940/ijmh.G1586.049823
http://www.ijmh.org/
https://unblogdemarketing.files.wordpress.com/2014/03/plan-marketing-online.pdf
https://unblogdemarketing.files.wordpress.com/2014/03/plan-marketing-online.pdf
https://doi.org/10.1086/208564
https://portal.concytec.gob.pe/images/noticias/convocatoria-sam-18/bases-santiago_antunez_mayolo.pdf
https://portal.concytec.gob.pe/images/noticias/convocatoria-sam-18/bases-santiago_antunez_mayolo.pdf
https://www.cronica.com.mx/negocios/importancia-marketing-digital-pymes.html
https://www.cronica.com.mx/negocios/importancia-marketing-digital-pymes.html
https://www.america-retail.com/marketing-digital/5-ventajas-del-marketing-digital-que-deberias-explorar/
https://www.america-retail.com/marketing-digital/5-ventajas-del-marketing-digital-que-deberias-explorar/
https://www.technologyreview.es/s/14531/marketing-digital-en-latinoamerica-el-impulso-en-el-ecosistema-martech
https://www.technologyreview.es/s/14531/marketing-digital-en-latinoamerica-el-impulso-en-el-ecosistema-martech
https://doi.org/10.17163/ret.n20.2020.08


International Journal of Management and Humanities (IJMH) 

ISSN: 2394-0913 (Online), Volume-9 Issue-8, April 2023 

36 

Retrieval Number: 100.1/ijmh.G1586039723 

DOI: 10.35940/ijmh.G1586.049823 
Journal Website: www.ijmh.org 

Published By: 
Blue Eyes Intelligence Engineering 

and Sciences Publication (BEIESP) 

© Copyright: All rights reserved. 

Disclaimer/Publisher’s Note: The statements, opinions and 

data contained in all publications are solely those of the 

individual author(s) and contributor(s) and not of the Blue 

Eyes Intelligence Engineering and Sciences Publication 

(BEIESP)/ journal and/or the editor(s). The Blue Eyes 

Intelligence Engineering and Sciences Publication (BEIESP) 

and/or the editor(s) disclaim responsibility for any injury to 

people or property resulting from any ideas, methods, 

instructions or products referred to in the content. 
 

https://www.doi.org/10.35940/ijmh.G1586.049823
http://www.ijmh.org/

