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RESUMEN

En la presente investigacion se realizara el analisis de una camparia publicitaria
para ver qué relacion tienen los componentes de esta campafia con la
recordacion en los consumidores, para ello se analizara la composicion de las
piezas graficas, el mensaje y los medios de comunicacion, esto permitird
conocer gué factores influyen en una campafa para que sea exitosa y eficiente
a partir de ello, se podra aplicar estrategias publicitarias mas creativas y
originales a futuras campafas publicitarias. Por tal motivo el objetivo principal
de la investigacion es identificar la relacion entre la campafia publicitaria “El
sabor de la vida real” de Kola Real y la recordacion en los consumidores de

Plaza Vea — Comas, Lima, 2016.

Para la realizacion de este proyecto se trabajo con dos variables, ambas
independientes: campafia publicitaria y recordacion, el tipo de estudio de la
investigacibn es no experimental, de enfoque Cuantitativo y de estudio
Correlacional — Descriptivo. Teniendo una poblacion infinita con una muestra
de 267 consumidores del supermercado Plaza Vea, Comas, se aplic6 como
instrumento de recoleccién de datos una encuesta a jovenes de 18 a 28 afios
de edad. Este instrumento se validado por tres expertos en el tema, y se logro

obtener un alfa de Cronbach de 0.776 considerandolo “Aceptable”.

Finalmente se concluye que si existe relacion entre la campafia publicitaria y la
recordacion de los consumidores con una significancia de Spearman de 0.500
deduciendo que existe una correlacion positiva media y una significancia de
0.000 (menor a 0.01 con un 99% de confianza) por lo que se acepta la

hipétesis de investigacion.

Palabras claves: Campafa publicitaria, recordacion, anuncios publicitarios,

medios de comunicacién, piezas creativas y mensaje.



ABSTRACT

In the present investigation the analysis of an advertising campaign will be
carried out to see what the components of this campaign have with the recall in
the consumers, for this will be analyzed the composition of the graphic pieces,
the message and the means of communication, this will allow Knowing what
factors influence a campaign to be successful and efficient from it, it will be
possible to apply more creative and original advertising strategies to future
advertising campaigns. For this reason the main objective is to identify the
relationship between the advertising campaign "The taste of real life" by Kola
Real and the consumer recall of Plaza Vea - Comas, Lima, 2016.

For the accomplishment of this project we worked with two variables, both
independent: advertising campaign and recall, the type of study of the research
is non - experimental, of quantitative approach and of Correlational - Descriptive
study. Having an infinite population with a sample of 267 consumers from the
supermarket Plaza Vea, Comas, a survey was applied as a data collection
instrument to young people from 18 to 28 years of age. This instrument was
validated by three experts and a Cronbach alpha of 0.776 was obtained

considering it "Acceptable”.

Finally, it is concluded that if there is a relationship between the advertising
campaign and the recall of consumers with a Spearman significance of 0.500,
deducing that there is a mean positive correlation and a significance of 0.000

(lower than 0.01 with a 99% confidence) The research hypothesis is accepted.

Keywords: Advertising campaign, souvenir, advertising, media, creative pieces

and message.
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