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Resumen

El social media es una herramienta de innovacion para la gestion eficiente de las empresas, por
lo que el estudio de sus beneficios se ha vuelto relevante en un contexto donde el buen disefio
de una estrategia puede garantizar el éxito a una organizacion. Este estudio tiene como objetivo
disefiar y validar una escala para medir el social media marketing en empresas del sector
gastrondmico. Asi, se adopt6 una perspectiva metodoldgica cuantitativa en la que participaron
334 comensales. Se efectudé una primera version del instrumento en donde validaron expertos
en la conducta del consumidor online, generandose de esta manera una escala de 15 items.
Posteriormente, con el analisis estadistico, se eliminaron 2 items, quedando una escala
bidimensional con 13 items. La estructura interna muestra indices satisfactorios en los criterios de
fiabilidad con un alfa de Cronbach

> 0.7 (motivacién de recompra: a = 0,968; interaccién a = 0,973). Asimismo, la estructura factorial
presenta indices adecuados, con una significancia = 0.000, RMR= 0.022, GFI = 0.917, AGFI =
0.876, CFI=0.979, TLI=0.973, NFI =0.969, IFI =0.979, RMSEA = 0.080. Estos valores implican
un ajuste aceptable para que el modelo sea adecuado y la escala sea valida. Se concluy6 que
esta herramienta es Util para que las empresas analicen al cliente con fin de medir la motivacion
de recompra e interaccion como estrategia de marketing.

Abstract

Social media is an innovation tool for the efficient management of companies, so the study of its
benefits has become relevant in a context where the good design of a strategy can guarantee the
success of an organization. This study aims to design and validate a scale to measure social
media marketing in companies of the gastronomic sector. Thus, a quantitative methodological
perspective was adopted in which 334 diners participated. A first version of the instrument was
carried out and validated by experts in online consumer behavior, thus generating a scale of 15
items. Subsequently, with the statistical analysis, 2 items were eliminated, leaving a two-
dimensional scale with 13 items. The internal structure shows satisfactory indices in the reliability
criteria with a Cronbach's alpha >

0.7 (repurchase motivation: a = 0.968; interaction a =0.973). Likewise, the factor structure presents
adequate indexes, with significance = 0.000, RMR= 0.022, GFI = 0.917, AGFI = 0.876, CFI =
0.979, TLI =0.973, NFI = 0.969, IFI = 0.979, RMSEA = 0.080. These values imply an acceptable
fit for the model to be adequate and the scale to be valid. It was concluded that this tool is useful for
companies to analyze the customer in order to measure repurchase motivation and interaction as
a marketing strategy.


https://orcid.org/0000-0001-5134-7379
https://orcid.org/0000-0001-5134-7379

Palabras clave
Internet marketing, social media marketing, online marketing, search engine marketing, escalas

Keywords
Internet marketing, social media marketing, online marketing, search engine marketing, scales



