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RESUMEN

En la presente investigacion se planteo el siguiente problema, La Percepcion de
la Campafia Publicitaria de Sprite “Las Cosas Como Son” en los jovenes de 18
a 25 afios del Palacio de la Juventud del Distrito de Los Olivos, afio 2016;
asimismo se determind el siguiente objetivo, describir la percepcion de la
campana publicitaria de Sprite “Las Cosas Como Son” en los jovenes de 18 a
25 afos del Palacio de la Juventud del distrito de Los Olivos, afio 2016. Se utilizd
la técnica de recoleccion de datos y el instrumento de una encuesta, con un
factor de validacion de V de AIKEN de 98% y confiabilidad del Alfa de Cronbash.
Llegando a la siguiente conclusion, que la percepcién de la campana Sprite “La
Cosas como son”, es percibida favorablemente por los jévenes del Palacio de la
Juventud, debido a que esta campafa es muy creativa, porque usa elementos

audiovisuales y sonoros que logran captar la atencion de su publico objetivo.

Palabras clave: percepcion — camparia publicitaria
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ABSTRACT

In the present investigation the following problem was posed: The Perception of
the Advertising Campaign of Sprite "The Things As They Are" in the youths of
18 to 25 years of the Palace of the Youth of the District of Los Olivos, year 2016;
The following objective was also described: describing the perception of the
Sprite advertising campaign " "Things as they are™ in youngsters from 18 to 25
years of the Youth Palace of Los Olivos district, in 2016. The collection technique
was used of data and the instrument of a survey, with an AIKEN V validation
factor of 98% and Cronbash Alpha reliability. Arriving to the following conclusion,
that the perception of the Sprite campaign "The things as they are", is perceived
favorably by the youths of the Palace of the Youth, because this campaign is
very creative, because it uses audio-visual and sonorous elements that manage

to capture the attention of your target audience.

KEYWORDS: perception - advertising campaign



