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Society for Global Business & Economic Development 

(SGBED): Two decades of Accomplishments 
 

 Dr. C. Jayachandran, President, SGBED 
 

It is my honor to present to you all the 14
th

 SGBED conference organized at the beautiful facilities of the 

Feliciano School of Business in June 21-24, 2016. We are grateful to Montclair State University President Dr. Susan 

A. Cole for her interest in SGBED activities as reflected in her participation and presentation of keynote addresses in 

several of our conferences. Dr. Cole’s continued support and encouragement to engage in international collaboration 

that advance research and teaching had a significant impact on our accomplishments. Our Provost Dr. Willard 

Gingerich,  Feliciano School of Business Dean Dr. A. Gregory Cant and Vice- Dean Dr. Kimberly Hollister, and Dr. 

Robert Prezant, Dean, College of Science and Mathematics have enthusiastically supported the idea of bringing the 

SGBED 14
th

 conference to Montclair and helped in crafting a theme that reflects the interdisciplinary nature of the 

conference. They have provided generous support in terms of financial, physical and above all the encouragement to 

make this possible.  Almost two decades ago, thanks to a US Federal grant Dr. Philip LeBel, former dean of the 

MSU Business School and myself had an opportunity to meet with President Dr. Sun Weiyan and Dean Dr. Lin 

Guijun at the University of International Business and Economics (UIBE) in 1995 in Beijing and developed a 

collaborative proposal to advance academic research and scholarship at an international level and today I am happy 

that this initiative had matured over the years.  

Driven by the above objective, SGBED had successfully implemented 13 major conferences in Beijing 

(1997, 1999, 2000), Guangdong (1998), Chennai (1998), Bratislava (2001, 2009), Bangkok (2003), Guadalajara 

(2004), Seoul (2005), Kyoto (2007), Singapore (2011), Ancona, Italy (2014). Five research symposia were 

implemented in Nanjing (2015), IIM Bangalore (2012), Barcelona (2010), Dubai (2009) and Bangkok (2006).  

These conferences and research symposiums have attracted more than 4,000 academics and generated peer reviewed 

publications in 20 volumes of proceedings containing more than 2.000 research papers and several special issues of 

peer reviewed journals, and five books of readings.  

 

Highlights of the 14
th

 Conference held at the Feliciano School of Business: The SGBED conference presented at 

the brand new facility of the Feliciano School of Business reflects a feeling of home coming and an accomplishment 

which started with an informal relationship between Montclair State Center for International Business (CIB) and 

UIBE, had now matured with a global reach to advance interdisciplinary research that focus on international 

business and development issues. The 14
th

 conference is jointly presented by Feliciano School of Business and 

Montclair State PSEG Institute for Sustainability Studies along with UIBE, Curtin School of Business, EADA 

Business School, FOX School of Business, IIMB, Comenius University in Bratislava, University of Guadalajara, 

VIT University, and other partner institutions.     

Unlike the earlier conferences, the 14
th

 conference is presented in a four day format to facilitate pre-

conference workshops: doctoral symposium for Ph.D. scholars and a workshop on manuscript development; besides 

the conference facilitates a full-day event, "Understanding Global Value Chains: How to Prepare Students for 

Success in an Increasingly Interconnected World” for Community College faculty and administrators from the 

Northeast. This event is presented by the Centers for International Business Education & Research (CIBERS) of 

Temple Fox School of Business, University of Connecticut and Michigan State. The main conference is organized 

into plenary sessions, multiple concurrent sessions and a poster session to facilitate discussion of more than 150 

research submissions from 30 + countries. For the first time, the 14
th

 conference will use Skype to facilitate such of 

those participants who cannot participate in person. Besides publishing the conference proceedings, the conference 

will facilitate publication of selected papers in five peer reviewed journals. The conference will end with a gala 

dinner, awards distribution and a cultural tour of New York City.     

Most importantly, this conference wouldn’t have been possible without the dedicated work of several 

colleagues. Our Co-Chairs, Drs. Yam B. Limbu and Susana Yu, proceedings editors Drs. Vidya Atal and Ram 

Dubey, and Dr. Amy Tuninga, Director, PSEG Institute of Sustainability Studies, along with a committed group of 



 ix 

50 + regional coordinators, Phil Mattia at Feliciano School of Business and Ms. Martina Brogliotti at Universita 

Politecnica delle Marche, Italy who managed the web support have been instrumental in making this conference 

possible.  
 

Making the Academic Conferences Affordable & Impactful: Unlike other academic organizations, SGBED does 

not collect annual membership fee and largely depend on institutional support, sponsorships and the support 

provided by a large network of coordinators make these conferences affordable and also global. Besides our 

participants like the SGBED format as it provides a balance between academic scholarship and practice by 

presenting leaders from government and business.  
 

Notable Government Leaders:  Government officials who spoke at the SGBED conferences include: China: The 

Vice-Premier Hon. Li Lanqing, Madame Wu Yi, Ministry of Foreign Trade and Economic Cooperation, Hon. Chen 

Yuan, Dy. Governor of Peoples’ Bank of China, Hon. Wang Guangxian, Dy. Governor of Guizhou Province; India: 

Her Excellency Justice Fathima Beevi, Governor of Tamil Nadu, The Tamil Nadu Hon. K. Anbazhagan, Minister of 

Education, The US Consulate General Ms. Michele J. Sison, Slovakia; The Charge D’Affairs of the USA in 

Slovakia, Mr. Douglas C. Hengel, Hon. Ivan Miklos, Deputy Prime Minister of Slovakia for Economic Affairs, Hon. 

Lumomir Fogas, Deputy Prime Minister of Slovakia for Legislation and Maria Kadlecikova, Deputy Prime Minister 

of Slovakia for European Integration. 
 

Nobel Laureates & Leaders from Academia:  Former President of Montclair State University Dr. Irvin Reid, and 

President Dr. Susan A. Cole have delivered keynote at different conferences in China, Mexico, Bratisvala and 

Bangkok; Dr. Edmund Phelps, Nobel Laureate in Economics delivered a keynote in Bangkok;  and Dr. Ferid Murad, 

Nobel Laureate gave a keynote on science and development in Mexico. Dr. Peter Buckley, former President, 

Academy of International Business (AIB) delivered in keynote in Beijing; Dr. Howard Thomas, former AACSB 

President and Dean of the Singapore Management University, Provost & Professor Dr. Raj. Srivastava and Dr. G. 

Viswanathan, Chancellor, VIT University delivered a keynote in Singapore.  
 

Notable Business Leaders: Dr. Raja Mitra of World Bank, Mr. Max Qu, Chairman & CEO of HI Sun Technology 

Ltd, Mr. Steven Carroll, China Group Controller of Motorola,  Mr. Bill Bowers, VP & Controller of Motorola, Mr. 

Peter O’Connor, CEO, Asia Pacific Region for CIGNA International, Dr. Michael Zipp, MD, Henkel Investment 

CO. Ltd, Mr. David Alstrom, VP, Ericsson (China) Company Ltd, Mr. Andy Lai, Greater China Marketing Director 

for HP, Mr. John Parker, Chairman, American Business Council, and Mr. Ron Sommers, CEO, Mangalore Power 

Co, Mr. Slaomir Hatina, Chairman of the Board of Directors of Slovnoft, Mr. Jozef Uhrik, General Manager of 

Volkswagen, Mr. Stefenec, President, Coca-Cola Beverages, Mr. Marian Nemec, President, National Bank and Mr. 

Ludomir Slahor, President, EXIMBank were invited to deliver keynote in Beijing, Chennai, Bangkok, Seoul, Kyoto 

and Bratislava. 
 

Notable Corporate Sponsors: Ford Operations Ltd (Thailand); Sony Corporation Ltd; Fuji Zerox Ltd; Slovnoft, 

a.s. Bratislava; ProCS s.r.o (Slovakia); US Steel Corporation Ltd (Slovakia); Cigna Corporation Ltd; Ericsson, 

China; Motorola (China) Electronic Ltd; Henkel China Investment Corporation Ltd; China Cotton Industries Ltd; 

Hi-Sun Technology Ltd; Hendan Iron & Steel Group Co. Ltd, China; Sealed Air Corporation, NJ; Precision Custom 

Coatings LLC, NJ; Shinawatra Corporation Ltd (Thailand); PTT Exploration and Production Plc (Thailand); Konica 

Minolta, Rohlm Corp; Murata Machinery Corp; Kyocera (Japan); Sun Microsystems (Korea), S.K. Telecom 

(Korea), Omni Life, Sophia Laboratories, InterAmerican Investment Corp (Guadalajara), and others sponsored our 

conferences in different locations.    
 

Co-Chairs & Hosts of SGBED Conferences (most recent, first):  

Dr. Yam B. Limbu & Susana Yu: Feliciano School of Business, Montclair State University, NJ (2016) 

Dr. Silvio Cardinali: Universita Politecnica delle Marche, Ancona, Italy (2014)  

Dr. Sudhi Seshadri: Lee Kong Chian School of Business, Singapore Management University (2011) 

Dr. Jan Rudy: Faculty of Management, Comenius University in Slovakia (2009) 
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Dr. Okachi Katsuji: Ryukoku University, Kyoto (2007) 

Dr. Namjae Cho: Hanyang University, Seoul (2005)  

Dr. Silvia Dorantes Gonzales: Universidad delle Valle de Atemajec (UNIVA), Guadalajara (2004) 

Dr. Paul Himangshu: Asian Institute of Technology, Bangkok (2003) 

Dr. Jan Rudy, Faculty of Management, Comenius University in Slovakia (2001)  

Dr. Lin Guijun: University of International Business & Economics (UIBE) Beijing (1999, 2000) 

Drs. Balasubramanian & Dastagir: IIM Bangalore & Md. Sathak Trust, Chennai (1998) 

Dr. Lin Guijun: University of International Business & Economics (UIBE) Beijing (1997, 1998)  

 

Co-chairs & Institutional Sponsors of Research Symposia: (most recent, first) 

Dr. Sherriff Luk: Nanjing University of Finance & Economics (2015) 

Drs. Vishnuprasad Nagadevara & Vasanthi Srinivasan: Indian Institute of Management Bangalore (2012) 

Dr. Martin Rahe (Late): Dean of Research, EADA Business School, Barcelona, Spain (2010) 

Dr. Michael Thorpe: The Wallongong University in Dubai (2009) 

Dr. Paul Himangshu: Asian Institute of Technology, Bangkok (2006) 

 

Organization: SGBED Board of Governors: 

Dr. Samir Chatterjee (Chair) Emeritus Professor of Management, Curtin School of Business 

Dr. Tony Travaglione, Professor & Pro-Vice Chancellor, Curtin School of Business  

Dr. Ramon Noguera, Academic Dean, EADA Business School, Barcelona 

Dr. Jan Rudy, Faculty of Management, Comenius University in Slovakia 

Dr. Dusan Soltes, Professor, Faculty of Management, Comenius University in Slovakia 

Dr. Vishnuprasad Nagadevara, Professor & Dean, Woxsen School of Business, India 

Dr. Vesa Routama, Professor, Dept. of Management, University of Vaasa, Finland 

Dr. Sherriff Luk, Professor of Marketing & Brand Management, Beijing Normal University,  

Dr. Nitin Sanghavi, Professor of Marketing, Manchester Business School, UK 

Dr. Vasant H. Raval, Professor of Accounting, Heider College of Business, Creighton University, USA 

Dr. Jose Sanchez, Professor & Head, Dept. of Marketing, University of Guadalajara, Mexico 

Dr. Harald Kupfer, Professor & Scientific Director of Studies, FOM University, Germany 

Dr. Johan de Jager, Research Professor, Tshwane University of Technology, South Africa 

Dr. C. Jayachandran, Professor of Marketing & International Business, Montclair State University, NJ  

Dr. Richard Lord, Department of Economics & Finance, Montclair State University, NJ 

Dr. Yam B. Limbu, Associate Professor of Marketing, Montclair State University, NJ  

Dr. Silvio Cardinali, Associate Professor of Marketing, Universita Politecnica delle Marche, Ancona Italy  

 

Officers:  

President: Dr. C. Jayachandran, Montclair State University, NJ 

Vice Presidents: 

Dr. Tony Travaglione, Curtin Business School, Perth 

Dr. Silvio Cardinali, Universita Politecnica delle Marche, Ancona, Italy 

Dr. Jan Rudy, Comenius University in Slovakia 

Dr. Yam B. Limbu, Montclair State University, NJ  

 

Some thoughts for the Future:  

SGBED is soliciting institutions to sponsor the 6
th

 research symposium in the summer of 2017 and the 15
th

 

International conference in the summer of 2018. Interested institutions or coordinators can submit a proposal.   

SGBED also invites proposals to establish a journal, either online or in print. Any scholar interested in taking a 

leadership towards this effort is invited to submit a proposal.  

 

Thank you for your continued support and cooperation.  
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Preface   
 

The world is becoming increasingly interconnected across all fronts at an unprecedented pace; it is deemed 

that networks, knowledge and innovation, and entrepreneurship drive growth and development. The rise of emerging 

markets and growth of global supply chains are attributed to globalization and ICT; nations and firms continue to 

form strategic levers using the power of comparative advantage; and human capital worldwide is becoming more 

mobile and virtually engaged despite the national boundaries. The developments have also caused dramatic 

structural and organizational changes and disruption of traditional businesses and job markets. Global investments in 

commodities and indiscriminate exploitation of natural resources affected the sustainability of global ecosystems. 

Equal access to education, knowledge and health are also under the microscope. The challenges of rising inequalities 

in wealth and income, economic stagnation, unemployment, and the impact of globalization have also taken the 

center stage of public discourse. These trends bring heightened levels of responsibility to business, institutions and 

society.  

 

In view of the strategic importance of these challenges, the 14
th

 International Conference of the Society for 

Global Business & Economic Development (SGBED) invited academic and professional perspectives in the form of 

empirical research, case studies and applications on a wide range of related topics. The overwhelming response 

received from scholars and practitioners from around the world bear testimony to the importance of the chosen 

theme and currency of the conference. 

  

The papers included in these Proceedings have been selected through a rigorous review process of over 300 

scholarly papers. Both full papers, as well as selected papers in the abstract form are published here. Altogether, the 

selected papers and research abstracts represent over 150 universities located in 40 different countries. The sheer 

size and scope of the conference necessitated the publication of the proceedings in the CD-ROM format. 

  

 The full papers have been divided in broad categories of themes:  Accounting, taxation and business law; 

Economics, finance, real estate, banking and public policy; Entrepreneurship, SMEs and NGO; Information 

technology and operation management; International business, MNEs and global issues; Management, 

organizational behavior, corporate governance, legal issues and human resources; Marketing, services, e-commerce, 

sports and tourism; Pedagogy; and Sustainablity and environmental issues. These papers cover a broad range of 

issues. To name a few, the topics related to global, regional and country level trends in trade and investment, 

innovations and volatility in financial markets, rapid advancement of Information and Communications Technology 

and its influence on business delivery system, pedagogy, sports tourism, new trends in risk and resource 

management, cultural conflict, environmental equity and challenge of sustainable growth, choice of appropriate 

corporate governance system, and, enforcement of international accounting standards have received a great deal of 

attention in the conference contributions. Accordingly, the papers have been grouped under 9 sections representing 

the major topics of the conference.  An additional section, section 10, has been added to accommodate all the 

selected abstracts with interesting ideas for future research. 

 

Contributions from authors around the world helped make this volume an integrated, cohesive inquiry into 

the major drivers of global business today and the required directions for sustainable growth in business activities in 

the future. We express our sincere gratitude to all these authors. 

 

We believe these proceedings offer some of the best information available in the area of global business 

and economic development. We hope this publication will contribute to the success of those willing to pursue 

scholarly research on global business trends in the context of a changing environment. 

  

 

Editors 
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Disclaimer: 

 

All papers and abstracts included in this volume have been formatted to ensure uniformity in style of representation.  

Uniform formatting could possibly modify some of the figures appearing in the papers. In view of the variations in 

writing styles and language proficiency of the authors, proof reading of these papers was kept confined to ensuring 

conformity with the APA style. Harmonization of language skill reflected across papers was beyond the scope of the 

editorial process. Language and grammar used in the papers, thus, remain to be the sole responsibility of the 

respective authors.  
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Abstract 

 

Neuromarketing knowledge can be considered as support into a strategy to improve the quality in the service at 

SMEs. The research analyzed the relationship between neuromarketing perception and the quality of service for 

sales to the final customer of comercial SMEs in Guadalajara jewelry industry, as the jewelry Capital of America 

and one of the most profitable industries in the economy of Mexico. The methodology used was correlational, a field 

research, non-experimental and transactional. Demonstrates a relationship by applying the statistical test of 

Wilcoxon, among others, the factors of neuromarketing with tangible elements in direct sales, intangible items in 

sales by social networks and intangibles elements.  This is an empirical study supported in scientific studies 

performed by neuroscience machines. It contributes to the application at a low cost of knowledge which was 

previously obtained through scientific studies of neuromarketing, allowing a better understanding of the needs and 

desires of consumers to carry out strategies while retaining a purpose practiced in the business environment. 

 

Key words: Neuromarketing, Sales, Service Quality. 

 

Introduction 

 
Neuromarketing is a recent area of knowledge which is believed to represent the twenty-first century in 

microbiology in the twentieth century, chemistry in the nineteenth or physics in the eighteenth century (Bachrach, 

2013). Is defined by Klaric (2011) as the study of the effects of advertising and other communications with the 

human brain with the intention to get to predict consumer behavior, connecting strategically products, services, 

brands or categories to the customer's mind. 

 

As part of the foregoing in Mexico SMEs constitute 95% of established companies and contribute 23% to 

GDP, but it has a number of problems that causes 75% shut down their operations after two years on the market 

(INEGI, 2010), and the possibility of success is in average 25% to 30%, below the world average that is 40%. 

 

Problem statement 

 

Today, despite being one of the major drivers of the economy, it has a number of problems that cause 75% 

of SMEs closing their operations after two years on the market (INEGI, 2010). One of its main causes is the lack of 

proper application of marketing caused by ignorance on the part of entrepreneurs in the new areas of marketing 

which produces a greater connection between the brand and the consumer (Braidot, 2009). 

 

The problems for the development of SMEs are increased because not only do they have to compete with 

Mexican companies but also with companies from foreign market, this occurs by the wide trade liberalization 

happened in Mexico in recent years caused by NAFTA (Haar, 2004). Consequently, it results in a dispute with 
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companies that offer products and / or services with lower prices than those offered by the domestic market and 

higher added value, generating a more competitive environment affecting the return on investment achieved prices. 

 

One of the new trends in marketing is being used by more than 80% of the 100 leading companies in the 

business world to show positive results and its structure has the ability to adapt to different business and sizes is 

neuromarketing that is defined as the identification of brain areas involved in the process of buying a product or a 

brand selection (Taher, 2006). 

 

Investigation questions 
 

1. What is the proposal to compare the relationship between neuromarketing and service quality in a sales 

model led to the end customer? 

2. What are the factors influencing neuromarketing commercial SMEs in the jewelry industry in Guadalajara? 

3. What is the relationship between the elements of the quality of the service involved in commercial SMEs in 

industry jewelry in Guadalajara? 

4. What is the relationship between the variables of neuromarketing and service quality of commercial SMEs 

in the jewelry industry in Guadalajara? 

 

Theoretical review 

 

Small and médium-sized enterprises 

 

Mostly SMEs are intended for the business and a considerable percentage of companies that are engaged in 

the production of products also sold so discarded intermediaries, thereby achieving a more direct relationship 

between producer and consumer.  

 

SMEs are mainly focused on the retail although this is one of the most competitive and less profit margin 

sectors, but the risks in its operations are smaller resulting in more attractive for its establishment (Canning, 2002). 

 

SMEs in the jewelry industry in Mexico 

 

Mexican craft sector is made about a million people scattered in 31 Mexican states with a higher 

concentration in the western and central of the country (INEGI, 2010). The jewelery industry in Mexico obtained a 

growth of 1.5% in 2013 and an annual production of 144 186 000 pesos (The Economist, 2014), representing 0.4% 

of total production volume (Guzman, 2006). It consists of 40 jewelers’ centers, 700 designers, manufacturing 

workshops 2,000 and 1,000 exporters. Mexico stands out for its extensive jewelry tradition emphasizing in the 

manufacture of handmade jewelry. Only in the area of Jalisco is one of the national leaders in the production and 

commercialization is 60% of the jewelry in the country following in order of importance the Federal District 

produces 30% and Monterrey with 10% (Guzmán, 2006). 

 

 

Neuromarketing and scientific contributions  
 

Neuroscience 
 

Neuroscience represents the fusion between the disciplines of molecular biology, electrophysiology, 

neurophysiology, anatomy, embryology, developmental biology, cell biology, neuroscience, cognitive 

neuropsychology and cognitive science (Braidot, 2007). 
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The main aspect of neuroscience is to explain how millions of individual nerve cells work in the brain to 

generate behavior and in turn are influenced by the environment and the behavior of other individuals (Barrier, 

2009). Neuroscience makes it possible to integrate the contributions of studies on the interpretation of the central 

nervous system in different communication systems to link them with perceptual representations of individuals to 

gain the knowledge of the inner workings of behavior that reveal the association of thought with feeling, that is, 

meet the functional structure of the mind and how it interacts with neurons to define human behavior (Malfitano, 

2007). 

 

Adaptation of neuromarketing in SMEs. 

 

Today the constant changes have led to the marketing employee in business to be redesigned in order to 

meet changing consumer needs and achieve greater effectiveness in customer satisfaction, creating a competitive 

advantage and greater return on investment sales (Kojima, 2010). 

 

In order to survive, achieve thrive in a highly competitive market and distinguish themselves from 

competitors is necessary to increase the effectiveness of marketing businesses by neuromarketing, knowing what the 

customer really wants and not what he says he wants, with adequate information to ensure proper planning and 

distribution of the product and / or service in the target market (Brooksbank, 2002). 

 

Currently neuromarketing is used mostly by large enterprises, but also can be implemented in SMEs by 

focusing on rational, emotional and instinctive process of the buying process, meeting the needs and desires of 

consumers to form an emotional attachment to the brand, adapting to the areas and circumstances to be defined 

business objectives. (Sánchez, 2013). 

 

Neuromarketing can be adapted in SMEs in various aspects: the package that is part of the experience 

offered by the company being the first thing what the customer perceives to modify it and as a result to make it more 

pleasing to the eye by organic forms, causing activation zone providing brain reward surprise and joy which 

improves the perceived experience in buying, it can be used in placing items and decor to provide a comfortable 

environment to encourage sales providing cross-selling different products, also in the creation , product development 

and design, and especially in dealing with the client (Ruiz, 2012). 

 

General purpose 

 

Outline a model of sales to the end customer to compare the relationship between neuromarketing and 

quality of service. 

 

 

Methodological design 

 

Based on the needs of the research study, the modalities of fieldwork and archival research are used; then 

graphically described the process that took place in the working methodology. 

 

Using non-experimental research of transversal character, the purpose is the collection of data to describe 

the variables without prior manipulation and analyze their relationship at a given time (Baptista, al el, 2010). It is 

composed of: 

 Exploratory research- Are survey SMEs belonging to the industries jewellers located in Magno Centro 

Joyero San Juan de Dios of Guadalajara as the jeweler mall number one in Latin America and its external 

customers in a period between August to October 2015. 
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 Correlacional research.-Through this research will study the relationship between neuromarketing and 

quality of service. 

The independent variable sales to final customers is comprised of the dependent neuromarketing variable 

that is made up of the factors of neuromarketing and the dependent variable quality of service that is made up of the 

elements in the quality of service. It was designed based on the model of the thesis of expertise of the University of  

Zulia from the Bolivarian Republic of Venezuela with the theme: Neuromarketing and quality service of the 

pharmaceutical sector in the city of Maracaibo. It is adapted to support a fashion designer school Center Fashion 

Design and studies in a jewelry school. A specialist in quantitative methods at the University of Guadalajara and a 

doctor specializing in consumer behavior and brand. (Table 1). 

TABLE 1: PROPOSAL MODEL 

Variables 

 

Dimensions 

 

Sub-dimensions 

 

Indicators 

 

Author 

 

N
eu

ro
m

ar
k
et

in
g
 

Factors of 

neuromarketing 
 

They influence the 

behavior of the 

process of the 
consumers who are 

determined in major 

measure by the 
unconscious zones that 

for the conscious 

zones of the brain. 
(Braidot 2012) 

 

Cultural 
factors 

Culture 

(Braidot, 2007) Subculture 

Social class 

Social factors  

 

Group of 
membership 

(Kotler, 2003) 

Reference group 

Status (Braidot, 2007) 

Personal factors  
 

Occupation 
(Vélez,2011) 

Purchasing power 

Lifestyle (Kotler, 2003) 

Psychological   factors  

 

Personality 

(Rivera, 

Arellano, 
Moreno, 2009) 

Motivation 

(Rodríguez,  at 

el, 2006) 
(Kotler, 2003) 

 

 

Q
u

al
it

y
 o

f 
se

rv
ic

e 

 

Elements of the 

quality of service 
 

Habit developed by an 

organization to 
interpret the needs and 

desires of the clients 

and to offer an 
accessible suitable 

service as well as 

opportune, sure an 
reliable, still under 

unforeseen situations. 

(Pizzo, 2013) 
 

Tangible elements in 

direct sales 

 

Installations 

(Lovelock & 
Wirtz, 2009) 

Shelves 

Exhibitor 

Decoration 

Merchandise 

Intangible elements in 

sales for social networks 
 

Collection (Web and 

Macros, 2015) 

Advertising 

Intangible elements 

 

Reliability 

(Prieto, 2005) Capacity of response 

Empathy 

Source: Made by myself 

 

The study used the following dimensions: 

 Reliability. - Capacity of the company to provide the service accurately. 

 Ability Answer. - Capacity of the organization to assist customers and serve them quickly.  

 Empathy. - The company puts in place the client paying attention individually. 
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FIG. 1. VARIABLES 

 

  

Source: Made by myself 

 

Sample 
TABLE 2: SAMPLE 

Population Sample 

  Variable neuromarketing 

Commercial SMEs in the jewelry industry center located in the Centro 

Magno Joyero San Juan de Dios 
    55 

Variable quality of service 

Centro Magno Joyero San Juan de Dios. External customers  270  

Source: Made by mayself 

 

Sampling applied was probability in which all people have studied the same probability of being selected, studying 

the population evenly. The simple random sampling method providing the same probability of choice in the people 

who make the sample it was used in the questionnaire application. (Angels & Münch, 2006) 

 

Results y analysis: 
 

Dimension: Factors of neuromarketing  
 

 

 

 

 

 

 

D

V  
IV  IV  
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TABLE 3: FACTORS RESULTS DIMENSIÓN NEUROMARKETING 

Sub- 

Dimensions 
Ítems Indicators 

Alternatives 

TA DA NA/ND ED TD 

FA % FA % FA % FA % FA % 

Cultural  

factors 

1 Culture 18 32,7 18 32,7 15 27,3 3 5,5 1 1,8 

2 Subculture 19 34,5 22 44,0 3 5,5 8 14,5 3 5,5 

3 Social class 16 29,1 26 47,3 4 7,3 7 12,7 2 3,6 

 Social 

factors 

4 
Gruop of 

membership 
19 34,5 20 36,4 12 21,8 3 5,5 1 1,8 

5 
Reference 

groups 
14 25,5 29 52,7 6 10,9 4 7,3 2 3,6 

6 Status 18 32,7 13 23,6 13 23,6 6 10,9 5 9,1 

Personal  

factors 

7 Occupation 23 41,8 16 29,1 10 18,2 6 10,9 - - 

8 
Purchasing 

power 
18 32,7 25 45,5 7 12,7 4 7,3 1 1,8 

9 Lifestyle 16 29,1 18 32,7 13 23,6 6 10,9 2 3,6 

Psychological 

factors 

10 Personality 17 30,9 18 32,7 9 16,4 9 16,4 2 3,6 

11 Motivation 12 21,8 21 38,2 13 23,6 7 12,7 2 3,6 

Source. Made by myself 

 

The first thing that stands out from cultural factors in frequency data is that of SMEs surveyed the Magno 

Centro Joyero San Juan de Dios in the first item 32.7% strongly agree and agree that values affect customers in 

expressing their decision making with a cumulative total of 65.5%, showing that coexist in the jewelry industry 

indicators neuromarketing as pointed out by Braidot (2007) values are feelings that people have about the products 

they select. In relation to the second item it is 40% agree that the profession influences customer purchasing jewelry, 

as is proposed by Braidot (2007) the target market they operate in an environment that produces different demands 

of the profession-related products. In the third item 47.3% agree that social class influences customer buying 

jewelry, being an important factor when choosing because the consumer behavior changes, such differences are 

observed in attitudes, learning and consumption. On the whole cultural and sub-cultural factors are external factors 

that have great influence on consumer behavior that produce achieving higher levels of competitiveness. 

 

 

Dimension: Elements of the quality of service 
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TABLE 3: ELEMENTS OF THE QUALITY OF SERVICE 

Sub- 

Dimensions 
Ítems Indicators 

Alternatives 

TA DA NA/ND ED TD 

FA % FA % FA % FA % FA % 

Tangible 

elements in 

direct sales 

 

1 
Installation 

59 21,9 161 59,6 39 14,4 11 4,1 - - 

2 63 23,3 151 55,9 49 18,1 6 2,2 1 0,4 

3 Shelves 50 18,5 121 44,8 81 30,0 15 5,6 3 1,1 

4 
Exhibitor 

41 15,2 140 51,9 83 30,7 5 1,9 1 0,4 

5 57 21,1 132 48,9 70 25,9 9 3,3 2 0,7 

6 Decoration 44 16,3 95 35,2 89 33,0 37 13,7 5 1,9 

7 
Merchandise 

20 7,4 97 35,9 119 44,1 29 10,7 5 1,9 

8 49 18,1 131 48,5 77 28,5 13 4,8 - - 

Intangible 

elements in 

sales for 

social 

networks 

 

9 
Colection 

29 10,7 122 45,2 99 36,7 18 6,7 2 0,7 

10 41 15,2 132 48,9 87 32,2 10 3,7 - - 

11 Advertising 27 10,0 84 31,1 116 43,0 39 14,4 4 1,5 

Intangible 

elements 

 

12 
Reliability 

28 10,4 114 42,2 94 34,8 30 11,1 4 1,5 

13 40 14,8 128 47,4 80 29,6 22 8,1 - - 

14 
Capacity of 

response 

77 28,5 114 42,2 61 22,6 18 6,7 - - 

15 53 19,6 130 48,1 77 28,5 10 3,7 - - 

16 60 22,2 134 49,6 64 23,7 10 3,7 2 0,7 

17 

Empathy 

92 34,1 112 41,5 52 19,3 14 5,2 - - 

18 58 21,5 113 41,9 87 32,2 10 3,7 2 0,7 

19 58 21,5 130 48,1 75 27,8 7 2,6 - - 

Source. Made by myself 

 

As a result of the work of field applied to the clients of the Magno Centro Joyero San Juan de Dios in their 

absolute and relative frequency. First item within the tangible elements in direct sales facilities 59.6% agreed that 

installations are visually attractive according to the expectations of the customer. In the second item 55.9% agreed 

that facilities provide an environment appropriate to the needs and desires of the client, the tangible elements as the 

physical aspect of the facilities and presentation of the settlements are a factor that can induce the client perform a 

commercial activity. The eighth item 48.5% agreed that merchandise is appropriate to the needs and desires of the 

target, according to Jimenez (2012) in Maslow hierarchy: jewelry is at the level of social acceptance to be a 

psychological need that is satisfied when people take care of himself physically, covering the needs of belonging to 

a social group and acceptance; at the level of self-esteem covering the need to achieve success, reputation, respect, 

prestige and status; and it is also a desire to be a feeling that motivates the desire to own an object to quench a taste. 

 

Analysis Wilcoxon test 

 

In analyzing the relationship between the variables of neuromarketing and service quality of commercial 

SMEs in the jewelry industry in Guadalajara. 
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 TABLE 5. TEST STATISTICS
A
 

 

Intangible 

elements in 

sales of 

social 

network - 

Intangible 

elements 

Tangible 

elements in 

direct sales - 

Intangible 

elements 

Intangible 

elements in 

sales of social 

network - 

Tangible 

elements in 

direct sales 

Tangible 

elements in 

direct sales – 

Factors for 

NMKT 

Intangible 

elements in 

sales of social 

network – 

Factors for 

NMKT 

Intangible 

elements – 

Factors for 

NMKT 

Z -1,265
b
 -,628

b
 -,595

b
 -,360

c
 -,251

b
 -,528

c
 

Sig. 

asintót. 

(bilateral) 

0,206 0,530 0,552 0,719 0,802 0,598 

a. Wilcoxon signed-rank test.  

b. b. Based on the positive ranks.  

c. c. Based on the negative ranks 

Source: SPSS 

 

The outcome of the bilateral asymptotic significance is 0,719 so there is no significant difference between 

factors of neuromarketing and tangible elements in direct sales. The outcome of the bilateral asymptotic significance 

is 0,802 so that there is no significant difference between factors of neuromarketing and intangible elements in sales 

of social networks. The outcome of the bilateral asymptotic significance is 0,598 so there is no significant difference 

between factors of neuromarketing and intangible elements in sales of social networks.  

 
Conclusions 

 
The purpose of this research was to outline a proposal model of sales to final customers of commercial 

SMEs in the jewelry industry in Guadalajara comparing the relationship of neuromarketing and quality of service. In 

applying the tools of neuromarketing can investigate consumer preferences, their motivations, their ability to pay 

and their values, as well as the quality of service perceived by the customer; the main reason is to meet customer 

expectations and achieve their loyalty to have a positive economic impact on SMEs through increased sales. 

 

The results allow conclusions highlight the following specific objectives: Regarding the second specific 

goal focused on identifying factors that influence neuromarketing commercial SMEs in the jewelry industry in 

Guadalajara for the sales model, with the percentages indicators more favorable of each sub-dimension are 

subculture, reference group, occupation and personality. 

 

Regarding the third objective aimed at comparing the elements of quality of service affecting trade SMEs 

in the jewelry industry in Guadalajara for the sales model. In the tangible elements in direct sales indicator having 

the greater presence of positive is the appearance of the physical facilities in the process of promoting servuction the 

moment of truth that helps the growth of the industry. In intangible elements in sales of social networks Magno 

Centro Joyero San Juan de Dios there is weakness in advertising on social networks that handle according to 

customer feedback. In intangibles elements ServPerfect assessment tool was used to assess customer perception 

regarding the service received, the items with the highest scores were the responsiveness that is the desire of the 
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organization to assist customers and serve them quickly and empathy where the organization is put in place to 

provide individualized customer attention to each element with the lowest score was the reliability is the ability to 

provide service accurately. 
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End Notes 

 

Within the limitations of the research are that is not a parametric statistics, for what cannot be proofs of inferential 

statistics such as parametric test t, the correlation coefficient of Pearson and linear regression; because for a 

parametric analysis you should start with the following assumptions: 

 

1. The population distribution of the dependent variable is normal: the universe has a normal distribution. 

2. The measurement of the dependent variable is intervalar or reason. 

3. When two or more populations are studied, these have a homogeneous variance: the populations in question have 

similar dispersion in distributions. 


