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Resumen

La presente investigacion tuvo como propdsito determinar la relacion entre el
neuromarketing y la decisién de compra de los clientes de la tienda de ropa, Trujillo,
2020. El tipo de estudio fue no experimental, disefio correlacional simple, con una
muestra de 248 clientes, mediante un cuestionario. El coeficiente V de Aiken de
0.86 y Alfa de Cronbach de 0.87 para el cuestionario de neuromarketing y V de
Aiken de 0.89, con alfa de Cronbach 0.77 para el cuestionario de decision de
compra. Los resultados sefialan que el neuromarketing presenta un nivel medio
61.7%, mientras que, en las dimensiones apreciacion visual, apreciacion auditiva y
apreciacion kinestésica presentan un nivel medio con un 69.8%, 69.4% y 66.1%,
respectivamente. Asimismo, en las dimensiones reconocimiento de la necesidad,
informacion, alternativas, decisién y poscompra presentan un nivel medio con un
92.3%, 92.7%, 91.5%, 89.9% y 91.1%, respectivamente. Por otro lado, se
determind que existe relacion significativa entre el neuromarketing y las
dimensiones de la decisién de compra en los clientes de una tienda de ropa, Trujillo,
2020.

Se concluyo que, existe relacion significativa entre el neuromarketing y decision de

compra (Rho = 0.92) de los clientes de una tienda de ropa, en Truijillo, 2020.

Palabras clave: Neuromarketing, decision de compra, clientes, alternativas.
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Abstract

The present research aimed to determine the relationship between neuromarketing
and the purchase decision of the clothing store customers, Trujillo, 2020. The type
of study was non-experimental, simple correlational design, with a sample of 248
customers, using A questionnaire. Aiken's V coefficient of 0.86 and Cronbach's
alpha of 0.87 for the neuromarketing questionnaire and Aiken's V of 0.89, with
Cronbach's alpha 0.77 for the purchase decision questionnaire. The results indicate
that neuromarketing presents an average level of 61.7%, while, in the dimension’s
visual appreciation, auditory appreciation and kinesthetic appreciation they present
a medium level with 69.8%, 69.4% and 66.1%, respectively. Likewise, in the
dimension’s recognition of the need, information, alternatives, decision and post-
purchase they present an average level with 92.3%, 92.7%, 91.5%, 89.9% and
91.1%, respectively. On the other hand, it was determined that there is a significant
relationship between neuromarketing and the dimensions of the purchase decision
in the customers of a clothing store, Truijillo, 2020.

It was concluded that there is a significant relationship between neuromarketing and

purchase decision (Rho = 0.92) of customers of a clothing store, in Truijillo, 2020.

Keywords: Neuromarketing, purchase decision, customers, alternatives.
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