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Abstract

Social networks have allowed more direct communication with companies' target audience,
segmenting the ads to streamline marketing efforts, help improve the brand's image, and
increase the visibility of products to get closer to users with promotional tools. This research
aims to demonstrate the relationship between social networks and customer acquisition in a
Peruvian IT solutions company. The research method is quantitative, correlational, cross-
sectional, and non-experimental; regarding the data collection technique and instrument, the
survey and the application of a questionnaire were used to a sample of the DyHosting
company located in the city of Cajamarca, Peru. The results show a significant relationship
between social networks and customer acquisition; likewise, the results recommend that
organizations that start implementing digital marketing plans apply social networks as a
business model to attract customers to their organizations.

Keywords: Social networks; customer acquisition; digital marketing.

Introduction

Lately, technology has been advancing and
changing understanding of the world and
dealing with it. Evolution has affected
people's day-to-day lives and the routines of
companies and entrepreneurs who are
forced to adapt to new forms of work
(Martin, 2018). Likewise, Miranda,

Magueta, Barbosalas, and Carvalho (2020)
mention that the sales of products or
services through digital media have seen a
considerable increase in recent years,
increasing the method consumers choose to
purchase products or services.

If something is clear, it is that, at present, a
web page is no longer enough to attract
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customers on the Internet. If a company
needs to achieve this, it must consider using
a digital marketing strategy. Unlike
traditional advertising, where the company
is the one who must interrupt and get the
user's attention, with digital marketing, it is
the potential customer who takes action and
the initiative to contact the company. Most
digital marketing strategies do not require a
significant investment of money, but they
require time and dedication (Barén, 2018).
Currently, companies must adapt quickly to
new business models to publicize their
products and services, likewise, stay in the
competitive market and excel in the field
they perform. The general problem of the
research is: What relationship exists
between social networks and the
acquisition of clients of the DyHosting
company in the city of Cajamarca in the year
20207

Forbes (2014) states that, today, 95% of the
world population with Internet access has a
social network. Technology plays a vital role
in companies; it is a resource used to
develop and grow in the market. Companies
face an increasingly competitive
environment, generating instability by not
adapting to technological changes, being an
essential factor for the development of
organizations. During the last 10 years,
social networks have allowed maintaining a
connection with active users in accounts
called profiles, where the user puts certain
information about his person, likes, spends
time, hobbies and interests so that
companies have direct contact to achieve
the primary information of their target
market segment about the product they
offer (Mendoza, 2017).

Many are covered when social networks are
studied, but for this research, trend social
networks were considered: Facebook,
WhatsApp, YouTube, and Instagram, which
are currently the most used social networks
in the world. In recent months, a report by
Digital in 2020 shows the following results:
Facebook is the leading social network with
2,449 million users worldwide, YouTube is
the social network with audiovisual content
and has 2 billion users, following this,
WhatsApp leading among the social

messaging networks with 1,600 million and
finally Instagram with 1,000 million users
(Hansen, 2021). These indicators show that
most of the world's population uses social
networks and they are practical tools that
are found in people's daily lives.

Social networks are the perfect complement
to achieve customer acquisition in
companies, obtaining better results. The
support of social networks is essential for
disseminating information and knowledge
to be very competent. As observed by He &
Wang (2016), companies have the challenge
of integrating social networks since they are
complex and informal. Rey (2012) points
out that Latin America has proven to be the
region with the fastest-growing audience on
the Internet, considering that it is a market
where most users are young people under
35 years old, together with Venezuela,
Colombia and Mexico being the countries
with the youngest users.

In 2013, a study on digital marketing and
social networks carried out by the Mexican
Internet Association (AMIPCI) highlighted
that most Mexican citizens use social
networks, and statistical data of the year
2014 of the Owloo company show that
Mexico has 56 million users on Facebook,
representing some potential clients for
companies (Kaplan and Haenlein, 2010;
Galvez, 2013). An unsurpassed social media
marketing strategy can empower these
relationships and improve performance.
Today, social networks are an indispensable
tool in any marketing strategy; their
communication power is comparable to
their power to capture, attract and retain
customers (Moran, 2017).

More than 2 million people have a profile on
Facebook, which strengthens friendships
and promotes businesses or cultural spaces
in Peru. Social networks are the key for
companies to have the firmness to maintain
their relationship with customers and to
attract new ones. The objectives established
by the company must be considered to
implement a social media plan where
customers are involved. For companies,
creating an effective marketing campaign
on social networks will allow them to save
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money on advertising, also generate a more
unique and pleasant type of advertising
being better received by consumers,
establish a closer relationship with them,
and generate loyalty from Mark. To obtain
good results, organizations must interact
daily on social networks, show interest
through communication platforms, and
cultivate relationships with customers (Lee
etal,, 2012; Chaffey etal., 2012).

On the other hand, Mesén (2011) states that
“customer acquisition contemplates the
attraction, development, maintenance and
retention of customer relationships; the
creation of loyal customers is the central
axis of attracting customers and to getting
them” (p.15).

Arellano (2010) states that customer
acquisition, at present, “is much closer to
the traditional philosophy of hard selling
(sell now at any cost), and not to the
marketing philosophy, which seeks a
relationship of long term, that is, a
continuous succession of sales” (p.19).

According to Nolasco (2016), it is essential
to note that despite having a vision of
market expansion, the company currently
presents a lack of definition and
implementation of an effective marketing
strategy. This situation results in a lag in
front of the competition in the market, slow
growth (which seems to be only a response
to consumer needs and not a marketing
strategy), and low awareness of the
company among market participants.
Abuhashesh, Al-Khasawneh, Al-Dmour and
Masa'deh (2019) mention that marketers
should take advantage of viral marketing
and word of mouth marketing, improving
brand equity and increasing brand equity
consumer interaction.

The research's objective is to determine the
relationship between social networks and
the acquisition of clients of the company
DyHosting in the city of Cajamarca in 2020.
The general hypothesis is that there is a
positive and significant relationship
between social networks and the
acquisition of clients of the DyHosting
company in the city of Cajamarca in 2020.

The research is justified by contributing to
the knowledge of social networks in
attracting customers. Social networks allow
new forms of communication through
multimedia content, generating interaction
with the client, and this research helps to
understand its better application so that
entrepreneurs have practical tools in their
decision-making.

Materials And Methods

The research is quantitative, correlational,
cross-sectional, and non-experimental.
Quantitative research is generated from a
deductive  process considering that
cognition must be objective, in which,
through  numerical medication and
inferential statistical analysis, the
previously formulated hypotheses are
tested (Hernandez, 2014).

To conduct the research, the population
consisted of 110 clients of the DyHosting
company and a probabilistic sample of 89
clients. According to Bernal (2010), the
sample is "part of the population which
gives information, and it is measured and
observed with the variables under study”
(p.161).

The technique used is the survey, the
instrument, formulated on a Likert scale,
was validated with a Cronbach's Alpha
0.963 and the judgment of 5 experts.
Subsequently, the information was
collected with the questionnaire entered on
the Google Forms platform. For the
presentation of the results, the frequency
table and horizontal bar graphs were used,
the Pearson coefficient to determine the
correlation between both variables, and
finally, the Anova table to find the quadratic
mean and determine the significance for
acceptance of the study hypothesis. The
statistical program used was IBM SPSS.

Results And Discussion
The procedure to collect and analyze the

questionnaire data consisted of 6 parts:
preparation, review, application, analysis,
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obtaining results and finally attaching to the
report. Cronbach’s Alpha

Table 1: Reliability statistics

Cronbach’s Alpha Cronbach’s Alpha based on No. of elements
standardized elements

,962 ,963 89

Cronbach's alpha has a value of 0.962; it is

very close to 1, which means that the Descriptive Research
instrument is of internal consistency with a

tendency to high reliability.
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Fig 1. Importance of social networks today

In Figure 1, 63% of those surveyed stated that they fully agree on the importance of social
networks.
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Fig 2. The DyHosting company must have a presence on social networks.

In figure 2, 63% of those surveyed stated
that they fully agree that the DyHosting
company should have social networks.

Table 2: The DyHosting company must establish promotions and discounts through
social networks

Frequency | Percentage Valid Accumulated
Percentage percentage
Valid Disagree 2 2,2 2,2 2,2
Neither agree nor 7 7,9 7,9 10,1
disagree
Agree 28 31,5 31,5 41,6
Strongly agree 52 58,4 58,4 100,0
Total 89 100,0 100,0

In table 3, 58% of the respondents stated
that they fully agree that the DyHosting

company should establish promotions and
discounts through social networks.
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Table 3: Companies must have different social networks to offer their products and

services
Frequency | Percentage Valid Accumulated
percentage | percentage
Valid | Disagree 1 1,1 1,1 1,1
Neither agree nor 6 6,7 6,7 7,9
disagree
Agree 37 41,6 41,6 49,4
Strongly agree 45 50,6 50,6 100,0
Total 89 100,0 100,0
In table 4, it is observed that 50% of the
respondents stated that they fully agree that Correlation al Research
the DyHosting company has different social
networks to offer its products and services.
Table 4: General Hypothesis correlation
VI VD
VI Pearson’s correlation 1 ,846™
Sig. (bilateral) ,000
N 89 89
VD Pearson’s correlation ,846™ 1
Sig. (bilateral) ,000
N 89 89

** The correlation is significant at the 0,01 level (bilateral).

There is a positive correlation of 84.6% and
a significance level of 0.000 being less than
0.05; therefore, the null hypothesis (Ho) is

rejected because social networks influence
the acquisition of clients of the DyHosting
company in the city of Cajamarca, 2020.

Table 5: Specific Hypothesis correlation 1

VI VD

The DyHosting company | Pearson’s correlation 1 457
must have its web pages. Sig. (bilateral) ,000

N 89 89
The employees of the | Pearson’s correlation 457" 1
DyHosting company must | Sig. (bilateral) ,000
have a good | \ 39 389
predisposition to clear up
all the doubts of the
clients.

There is a positive correlation of 45.7% between social networks and customer acquisition.
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Table 6: Specific Hypothesis correlation 2

V1 V2.

The DyHosting company | Pearson’s correlation 1 ,632™
must have a presence on [— -
social networks. Sig. (bilateral) ,000

N 89 89
The time you wait to be | Pearson’s correlation ,632™ 1
seen is acceptable. Sig. (bilateral) 000

N 89 89

There is a positive correlation of 63.2% between social networks and customer acquisition in the
company DyHosting in Cajamarca in 2020.

Table 7: Anova

Sum of gl Mean F Sig
squares square
Inter subjects 626,264 88 7,117
Intra Between 61,864 29 2,133 7,962 ,000
subjects elements
Residue 683,736 2552 ,268
Total 745,600 2581 ,289
Total 1371,864 2669 ,514
According to the results extracted in table 8 services more effectively, involving

of ANOVA, it is indicated that the
significance found is 0.000, which is less
than 0.05; therefore, the null hypothesis
(Ho) is rejected for this reason social
networks influence the recruitment of
clients of the DyHosting company, in the city
of Cajamarca, 2020.

Discussion

The research shows that social networks
are essential means to establish a client-
company relationship, so IT solutions
companies need to have a presence on
social networks. It is observed that the
clients of the DyHosting company
considering that social networks are vital
today; therefore, the company must have a
presence in them to offer its products and

customers and making them part of the
promotions or discounts that the company
may offer.

The company does not yet have a significant
and continuous presence on social media.
On the other hand, it was observed that the
clients of the DyHosting company prefer
social networks as a means of contact with
the company because the company will be
able to provide information in a more
accessible, more straightforward, and good
quality way. In addition, it will offer
promotions and discounts to build loyalty
or attract potential customers, offering
better products and services than the
competition.
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According to the results obtained in the
general hypothesis, it was possible to
determine that social networks influence
customer acquisition in an essential way in
the DyHosting company, this considering
that there is a significance found of 0.000,
which is less than 0.05, for which the null
hypothesis (Ho) is rejected, for this reason,
the research hypothesis is accepted.
Therefore, there is a significant relationship
between social networks and the
acquisition of clients of the DyHosting
company in Cajamarca.

Social networks are part of digital
marketing since they allow a dialogue
between the distribution channel members
in a direct, massive, and straightforward
way (Vela, 2014; Akdogan and Altuntas,
2015). As Caleya (2008) explains, most
companies will wonder if it is convenient to
have social media profiles. Companies that
use this type of instrument can contribute to
the positioning of their brand and increase
their sales. If they are not used correctly and
permanent monitoring is not carried out,
the effect would be harmful since the
expectation of the wusers would be
disappointed by leaving aside an efficient
interaction tool. Web 2.0 spaces have been
configured as an instrument for advertisers'
business strategies in the digital landscape.
The listening skills of current and potential
customers and creating communities
around the brand facilitate the companies
accelerate a business orientation directed to
the client (Moran, 2017).

On the other hand, the results coincide with
the studies carried out by Uribe et al. (2013)
about the use of digital social networks as a
marketing tool in business performance.
The results showed that this intensity
moderates the relationship between market
orientation with performance and with
entrepreneurial orientation. A solid and
determined social media marketing
strategy can enhance these relationships
and improve performance.

Social networks allow direct
communication with customers without
investing heavily in money (Belo et al,
2013). Consequently, marketing costs will

decrease (Kozinets, 2002; Ellison, 2007).
There is also a reduction in the costs of
technical services (Dholakia and Vianello,
2006); they even help to create emotional
ties, and strengthen levels of brand loyalty
(Koh and Kim, 2004).

Also, the results coincide with Rojas (2014),
who mentions that social networks have
changed traditional advertising, moving to a
modern and innovative space, improving
commercial activity, since they allow
collaborative marketing, obtaining a
competitive advantage, inquiring about the
needs of your consumers, more -easily
knowing the profile of your consumer, and
generating an interaction for the
development of the brand.

Social networks are instruments of
interaction, simple means of
communication, but with a much greater
reach and impact than other traditional
means, with a presence of dynamism and
interaction superior to any other means of
communication. Social networks allow
establishing a faster and more efficient
contact; this result coincides with Escobar
(2013), who mentions the same for the
acquisition of clients of the Cooperativa de
Ahorro y Crédito Universidad Técnica de
Ambato Ltda. Finally, social networks today
are indispensable tools in any marketing
strategy. Their communication power is
comparable to their power to attract and
capture new clients for companies (Moran,
2017).

We are currently going through a global
pandemic crisis due to a virus called Covid-
19 that expands daily. In turn, human losses
are increasing, causing the government to
put specific regulations that must be met to
safeguard our lives; one of them is the
obligatory social isolation being a limitation
for the development of the investigation.
This rule is difficult to collect data in person,
also does not allow interaction with the
representative and customers of the
company; physical contact is essential to
generate a special bond on the part of the
researcher; despite this difficulty, the
research has been successfully developed to
respond to the study variables.
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Conclusion

The research shows that social networks
and customer acquisition positively
correlated with DyHosting in Cajamarca in
2020. Contrasting the results obtained from
the Pearson correlation test, the study
variables have a relationship level of 84.6%
and a significance lower than 0.05. Likewise,
the results obtained from the surveys
indicated that social networks are currently
essential means of communication and
companies should have a presence in them.
Finally, organizations are advised to start
implementing digital marketing plans,
including social media strategies, applying
social networks as a new business model to
attract customers to their organizations.
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