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RESUMEN

El proposito de este estudio ha sido determinar la relacion existente entre la variable
neuromarketing y comportamiento de compra, en el Facebook Marketplace, de la
ciudad de Trujillo, Peru; lo que se encuadra del objetivo de desarrollo sostenible
numero 8. La metodologia empleada, teniendo en cuenta el objetivo, la investigacion
fue aplicada, con un enfoque cuantitativo y de disefio correlacional no experimental;
la poblacion fue de 77 mil 400 personas del &rea de estudio, con una muestra de 388
participantes. Los principales resultados estuvieron orientados a la determinacion de
la correlacion entre variables, mediante el Rho de Spearman, cuyo valor fue de 0.480,
lo que demuestra la existencia de una relacion positiva, pero baja; de manera similar
se obtuvieron los estadisticos entre el neuromarketing y las dimensiones del
comportamiento respectivo, demostrando correlaciones positivas. Como conclusion
se determin6 que ambas variables estan relacionadas apropiadamente y se comproboé
gue el uso de técnicas de neuromarketing tiene influencia en el comportamiento de
compra de los usuarios del Facebook Marketplace, logrando darle validez a la

hipotesis de investigacion.

Palabras clave: Neuromarketing, comportamiento de compra, factores personales,

factores sociales, factores psicolégicos
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ABSTRACT

The purpose of this study was to determine the relationship between the
neuromarketing variable and purchasing behavior in the Facebook Marketplace in the
city of Trujillo, Peru, which is part of the sustainable development objective number 8.
The methodology used, taking into account the objective, the research was applied,
with a quantitative approach and non-experimental correlational design; the population
was 77,400 people in the study area, with a sample of 388 participants. The main
results were oriented to the determination of the correlation between variables, by
means of Spearman's Rho, whose value was 0.480, which shows the existence of a
positive, but low relationship; similarly, the statistics between neuromarketing and the
respective behavioral dimensions were obtained, showing positive correlations. In
conclusion, it was determined that both variables are appropriately related and it was
proved that the use of neuromarketing techniques has an influence on the purchase

behavior of Facebook Marketplace users, giving validity to the research hypothesis.

Keywords: Neuromarketing, buying behavior, personal factors, social factors,

psychological factors





