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RESUMEN

La tesis tuvo como objetivo principal determinar la relacion entre el
neuromarketing y el comportamiento del consumidor en JRA DEL PERU S.A.C.
Lima, 2020. El estudio se fundament6 en las teorias del neuromarketing y el
comportamiento del consumidor.

Metodolégicamente comprende a una investigacion aplicada con enfoque
cuantitativo y método hipotético deductivo, de nivel descriptivo correlacional con
disefio no experimental de corte transversal. Se trabajé con el total de la poblacion,
siendo 70 clientes recurrentes de la empresa JRA DEL PERU S.A.C. Lo cual para
la recoleccion de datos se aplico una encuesta de 15 preguntas. Los datos fueron
procesados por el programa estadistico SPSS Statistics V.23.

Por medio del coeficiente de correlacién de Rho de Spearman se obtiene un
valor de 0,788 determinando asi que tiene una correlacion significativa
considerable, a su vez se evidencia el nivel de significancia de 0,000 concluyendo
asi que se acepta la hipétesis presentada en la investigacion; lo cual demuestra

gue si existe relacion entre las variables mencionadas.
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ABSTACT

The main objective of the thesis was to determine the relationship between
neuromarketing and consumer behavior at JRA DEL PERU S.A.C. Lima, 2020. The
study was based on the theories of neuromarketing and consumer behavior.

Methodologically, it comprises an applied research with a quantitative
approach and a hypothetical deductive method, of a descriptive correlational level
with a non-experimental cross-sectional design. We worked with the entire
population, being 70 recurring clients of the company JRA DEL PERU S.A.C. Which
for the data collection a survey of 15 questions was applied. The data were
processed by the statistical program SPSS Statistics V.23.

Through Spearman's Rho correlation coefficient, a value of 0.788 is obtained,
thus determining that it has a considerable significant correlation, in turn the
significance level of 0.000 is evidenced, thus concluding that the hypothesis
presented in the research is accepted; which shows that there is a relationship

between the mentioned variables.
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