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RESUMEN

La presente investigacion es sobre el Marketing Mix y la de decision de compra en
la empresa “Tai Heng THO04”, el objetivo general es Identificar la relacion entre el
marketing mix y la decision de compra del consumidor de la empresa Tai Heng
THO4, Cercado de Lima, 2017. EI marketing mix se midié segun los instrumentos
controlables: producto, precio, plaza y promocién, asi mismo la decision de
compra se evalud con las siguientes: comportamiento de postcompra, busqueda
de informacion, Evaluacion de Alternativas, reconocimiento de la necesidad y
decision de compra. En esta investigacion es de nivel descriptivo correlacional,
utilizando el disefio que es no experimental de corte trasversal y de enfoque
cuantitativo. Se utilizo las teorias propuestas por Kotler Phillip, Barroso, Kotler y
Armstrong, Solomon M, Vildosola y Keller K., aquellos instrumentos fueron
validados a criterios de expertos y determinados, su confiabilidad mediante Alpha
de Cronbach y se aplicé el paquete estadistico SPSS23. Para poder medir todo el
marketing mix y la decisiébn de compra se tomd a una poblacion finita con una
muestra de 179 consumidores. Se interpretd y se analizo la variable marketing
mix, indicando que es Bueno 49.7% y regular 7.8%. Asimismo, se analiz0 la
variable decision de compra indicando que un 58.1% es bueno y 9.5% consideran
gue es regular. Ademas, en cuanto a los resultados en los analisis estadisticos
alcanzados con la prueba Rho Spearman se logré una correlacion moderada en
un 0.574** o cual demuestra que un marketing mix bien planteado conlleva a una

decision clara ante una compra.

Palabras clave: Marketing Mix - Toma de Decisién de Compra



ABSTRACT

The present research is about the Marketing Mix and the decision of purchase in
the company "Tai Heng THO4", the general objective is to identify the relationship
between the marketing mix and the decision of purchase of the consumer of the
company Tai Heng THO4, Surrounded by Lima, 2017. The marketing mix was
measured according to the controllable instruments: product, price, place and
promotion, and the purchase decision was evaluated with the following: post-
purchase behavior, information search, And purchase decision. In this research is
descriptive correlational level, using the design that is non-experimental cross-cut
and quantitative approach. We used the theories proposed by Kotler Phillip,
Barroso, Kotler and Armstrong, Solomon M, Vildosola and Keller K. These
instruments were validated by expert and determined criteria, their reliability using
Cronbach's Alpha and the statistical package SPSS23 was applied. In order to
measure the entire marketing mix and the purchase decision, a finite population
was taken with a sample of 179 consumers. The variable marketing mix was
interpreted and analyzed, indicating that it is Good 49.7% and regular 7.8%.
Likewise, the variable purchasing decision was analyzed, indicating that 58.1% is
good and 9.5% consider it to be regular. In addition, in terms of statistical results
obtained with the Rho Spearman test, a moderate correlation was achieved in a
0.574 **, which shows that a well-established marketing mix leads to a clear

decision before a purchase.

Keyword: Marketing Mix - Purchase Decision Making



