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Resumen
El estudio de investigacion tuvo como objetivo principal, determinar la relacién entre
las variables el neuromarketing y la fidelizacion de los clientes en plaza vea santa
clara, ate 2020. Disefio de la investigacion tiene un enfoque cuantitativo de tipo
aplicada, la poblacién del estudio estuvo conformado por los clientes que recurren

frecuentemente a plaza vea santa clara.

Se aplico el muestreo no probabilistico por conveniencia, a 50 clientes, la
recoleccion de los datos se obtuvo mediante un cuestionario establecido con 48

preguntas, que fueron medidos mediante la escala likert.

Asimismo, se comprueba una relacién del neuromarketing en la fidelizacion de
los clientes de plaza vea santa clara, ate 2020. Consiguientemente se mostro la
correlacion significativa entre las variables ya que el Rho de spearman muestra un
valor positivo de 0,962. Se determina que la fidelizacion de los clientes se relaciona
con el neuromarketing. Y de esta manera se concluye que al aplicar el

neuromarketing de manera correcta y eficiente se lograra fidelizar mas clientes.
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Abstract

The main objective of the research study was to determine the relationship between
the variables of neuromarketing and customer loyalty in plaza vea santa clara, ate
2020. The research design has a quantitative approach of the applied type, the study
population was formed by customers who frequently use plaza vea santa clara.
Non-probability sampling for convenience was applied to 50 clients; data collection
was obtained using a questionnaire established with 48 questions, which were
measured using the likert scale.

Likewise, a relationship of neuromarketing is verified in the loyalty of the clients of
plaza vea santa clara, ate 2020. Consequently, the significant correlation between
the variables was shown since the rho of spearman shows a positive value of 0.962.
It is determined that customer loyalty is related to neuromarketing. And in this way
it is concluded that applying neuromarketing correctly and efficiently will achieve

more customer loyalty.
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