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RESUMEN

La presente investigacion tuvo como objetivo principal “Determinar
la relacion que existe entre el Merchandising y la Decision de Compra en
Tiendas por Departamento Ripley Real Plaza Piura. Ao — 2015”, para
poder realizar este estudio se recolecto informacion de una muestra
constituida por los clientes que cuentan con tarjeta Ripley. Las técnicas que
se emplearon para recolectar informacion fueron la encuesta y la
observacion. La primera empleé como instrumento al cuestionario;
mientras que la segunda técnica empled la Guia de observacion. La
presente tesis es de tipo aplicada, de acuerdo a la técnica de contrastacién
es de tipo correlacional, y el disefio de la investigacion es no experimental.
A partir de la informacion obtenida del andlisis de los resultados se obtuvo
como conclusion general que el Merchandising es un factor fundamental
gue se relaciona de manera significativa y directa en la Decisiébn de Compra
del consumidor; en la medida que en la tienda se utilice mejor dicha

estrategia de ventas, mejorara la decision de compra del consumidor.

Ademas, con respecto al merchandising de presentacion, se
concluye que en la medida que mejora este tipo de merchandising, existiran
mayores posibilidades de que los clientes compren en la tienda. Por otro
lado, existe una relacion directa y positiva entre el merchandising de gestion
y la decisién de compra, igual ocurre con respecto a la relacién que existe
entre el merchandising de seduccion y la decisién de compra, la correlacién
indica que ésta mejora, en la medida que mejora dicho tipo de
merchandising, se lograra atraer mas publico a la tienda, siendo importante
organizar las promociones y eventos efectivos en un ambiente propicio de

acuerdo a la temporada.

Palabras clave: Merchandising, Decisibn de Compra, Evaluacion de

Alternativas, Gestion, Servicio al Cliente.
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ABSTRACT

The main objective of this investigation was “To Determine the
Relation that exists between Merchandising and the decision to shop in
Ripley Department store Real Plaza Piura. Year — 2015”, in order to carry
out this study information was collected from a sample made up of
customers that have a Ripley card. The techniques that were used to collect
information were polls and observation. The first one used questionnaires
as an instrument; while the second one used observation guides. This thesis
is an applied type, in agreement to the contrasting technique it is of a
correlational type, and the design of the investigation is not experimental.
Starting from the information obtained from the analysis results it was
concluded as a general conclusion that Merchandising is a fundamental
factor that is related significantly and directly in the Consumer buying
decisions; as long as the shop uses said sale strategies, the Consumer

buying decisions will improve.

Furthermore, in regards to the merchandising presentation, it is
concluded that as long as this type of merchandising improves, more
possibilities will exist so that clients will shop in the store. On the other hand,
a direct and positive relation exists between the merchandising
management and the consumer buying decisions, the same occurs in
regards to the relation that exists between the visual merchandising and the
consumer buying decisions, the correlation indicates that this one will
improve, as long as said merchandising type improves, more customers will
be attracted to the shop, which the most important aspect would be to
organize the sales and effective events in a favorable environment in

accordance to the season.

Key words: Merchandising, Consumer buying decision, Evaluation of

Alternatives, Management, Customer Service.
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