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RESUMEN

Se realizd la investigacion titulada "Influencia del Neuromarketing en la
decision de compra de los consumidores del Supermercado Metro de Los Olivos,
afio 2016” cuyo objeto de estudio fue determinar la influencia del Neuromarketing
en la decision de compra del consumidor, se realiz6 con una poblacién de 104
personas utilizando una muestra de 82 personas. Los datos se recolectaron
mediante la técnica de la encuesta usando como instrumento al cuestionario,
conformado por 20 preguntas la escala de Likert. La validacion del instrumento se
realiz6 mediante Juicio de expertos y la Fiabilidad del mismo se calcul6 a través
del coeficiente Alfa de Cronbach. Una vez recolectados los datos estos fueron
procesados y analizados en el programa estadistico SPSS. Teniendo como
conclusién que el Neuromarketing tiene influencia significativa en la Decision de
Compra de los consumidores de Supermercados Metro de Los Olivos, afio 2016.

Palabras Claves: Neuromarketing, Decision de compra, percepcion

sensorial, emociones.

ABSTRACT

The research was conducted entitled "Influence of Neuromarketing on the
decision to buy the Supermarket Metro Los Olivos, 2016" whose purpose was to
determine the influence of Neuromarketing in the decision to buy the consumer,
was made with a population Of 104 people using a sample of 82. The data were
collected by means of the survey technique using the Likert scale as instrument of
the questionnaire, which was made up of 20 questions.The validation of the
instrument was made through expert judgment and its reliability Was calculated
through the Cronbach Alpha coefficient.After collecting the data these were
processed and analyzed in the SPSS statistical program.Conclusion that
Neuromarketing has a significant influence on the Purchase Decision of

consumers of Supermarkets Metro de Los Olivos, Year 2016.

Keywords: Neuromarketing, Purchase decision, sensory perception, emotions.





