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Abstract 

This paper presents the service with the greatest commercial potential, namely the e-commerce, also recalling 

the other services of the Internet. The theoretical aspects were completed by a research project aimed to highlight the 

extent to which resiteni are familiar with online shopping services and how they relate to online shopping. 

The research highlights issues regarding to use e-commerce service by the population of Resita, starting from 

the frequency of using it and addressing issues related to payment or security and the trust of e-commerce sites. Thus, it 

is possible to break the barriers of space and could make orders worldwide. 
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1. Introduction  
 

The online environment offers marketers many opportunities, especially due to the applications it can have: it is 

an excellent medium of promoting, an environment that facilitates obtaining direct answers, a distribution channel, a 

medium where can be easily built relations with customers, companies or collaborators, an environment able to provide 

continuous support to clients, an environment that can help to run a business etc. [1] 

The World Wide Web possesses unique characteristics that distinguish it in important ways from traditional 

commercial communications environments. Because the Web presents a fundamentally different environment for 

marketing activities than traditional media, conventional marketing activities are becoming transformed, as they are 

often difficult to implement in their present form. In this article, we discuss the idea that these changes portend an 

evolution in the ''marketing concept'' and argue that in order for marketing efforts to be successful in this new medium, 

a new business paradigm is required. In this new approach, the marketing function must be reconstructed to facilitate 

electronic commerce in the emerging electronic society underlying the Web. [2] 

We have chosen the approach of a touchy subject among marketers, studying the unknown of the consumer 

behavior. The paper makes a foray into an undeniable subject, the consumer behavior. In the conception of marketing 

that the operators are trying to take more and more with a lot of professionalism, being preoccupied to adapt the offer to 

the needs and wishes of the consumers that are pretty obvious at this time, from the perimeter of subsistence and enters 

in the perimeter of psychology. [3] 

 
2. Method and results 
 

This paper aims to study the decision of choice on the purchasing behavior and consumption of online 

consumers, resulted in achieving a study case with the population of Resita, whose main objectives are:  

- identify the involvement of consumers who are living in Resita in the online market; 

- identify the influence of certain factors at online market of people who are living in Resita; 

- identify online consumers reported to the total number of study subjects:  basis of age, sex and occupation. 

After the type of information derived from the research, is a quantitative research, and after the venue, it is a 

field research. 

In order to achieve an efficient study is needed for a first appointment with the establishment of the research 

stages and resources needed to achieve the optimal way to research and obtain the most important information needed 

in decision-making process. 

The study was conducted in two parts, a qualitative study and the phase that ensures the representativity of the 

results and the formulation of conclusions, quantitative study. But as the information obtained from a non 

representative sample cannot be extrapolated to the entire population, the results are not only assumptions that will be 

validated, we considered appropriate to present in this chapter only the quantitative research. 
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In our case, the investigated subjects are the population of the municipality of Resita, compressed into a 

representative sample. 

The sampling method used is the method of quotas, a rational choice of individuals seeking to obtain the 

sample of a structure by sex, age groups and occupation, it is identical with the structure of the population in the 

municipality, using for this purpose the obtained data from the overview of the population of the municipality of Resita 

at 01.01.2015. 

The investigated organization is made up of the population of Resita. To be able to meet the higher accuracy 

of research, I opted for collecting information through an interview based on a questionnaire with preset questions, 

given by the interviewer. The sample consists of 366 persons, taking into account the probability of results of 97% in 

the conditions of a margin of error of 3 percent. 

As a form of investigation research was used: the individual investigate based on a structured questionnaire 

composed of nine questions, all closed. The questionnaire contains 7 questions of content and 3 questions of 

identification of the surveyed person.  

Further, I realized interpretation of research results: 

1. Regarding the use of Internet. On entire sample most subjects, 62.3%, of which 31.15% men and 31.15% 

women uses Internet services. Among the services mentioned in the questionnaire Internet, email is the most used 

(59.02%, of which 28.96%women and 30.06% men), followed by online games (30.05% of which 19.95% were men 

and 10.1% women), forums (27.87%, of which 13.93% men and 13.93% women), blog (10.93%, of which 6.01% men 

and 4.92% women), and others (10.93% from 4.92% men and 6.01% women). The subjects that do not use the Internet 

are in a proportion of 37.7%, of which 18.85% men and 18.85% women. 

By the criterion of age, the highest concentration range of subjects using the Internet is under 20 years, 89.19% 

of them choosing the answer "Yes" to question 1. Follow ranges 20-29 years (81.36%), 30-39 years old (64.51%), 40-

49 (50.87%), 50-59 (39.29%) and 60 years (37.93%), this being the age range of most subjects that do not use the 

Internet (62.07% answers "No"). 

 By the criterion of employment, the highest share of subjects who use the Internet have pupils and students, in 

proportion of 88.89% of all pupils and students participating in the survey. Next are intellectuals (78.57%), civil 

(66.67%), workers (56.47%), other occupations (47.14%), pensioners and unemployed (38.46%) this being the 

category of occupations with most of the subjects that do not use the Internet (61.54% answers "No"). 

 

 
 

2. Regarding the use of social networking, on total sample, most subjects 59.02%, of which 30.87% men and 

28.14% women, do not use social networks. Subjects who use social networks are in a percentage of 40.98%, of which 

21.04% women and 19.95% men. Among the social networks mentioned in the questionnaire, Facebook is the most 

used (39.89%, of which 19.95% men and 19.95% women), followed by others (16.12%, of which 6.01% are men and 

10.11% women), and Twitter (12.02%, of which 4.92% for men and 7.1% women). 

By the criterion of employment, the highest share of subjects that do not use social networks have retired in the 

proportion of 83.08% of all pensioners and unemployed people participating in the survey. Other occupations 

(74.29%), intellectuals (71.43%), workers (64.71%), civil (33.33%), pupils and students (33.33%) the latter being the 

categories of occupations with most subjects using social networks (66.67% answers "Yes"). 
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3. Regarding the purchase/payment online, o\n most sample most of subjects 66.94%, of which 37.98% 

women and 28.96% men does not make payments or purchases online. The subjects that makes online payments or 

purchases are in proportion of 33.06%, of which 13.93% women and 19.13% men. Among the examples mentioned in 

the questionnaire payments and purchases, online shopping is the most common (25.96%, of which 13.93% men and 

12.02% women), followed by paying bills (18.03%, of which 9 , 02% for men and 9.02% women), bank transfers 

(12.02%, of which 7.92% for men and 4.1% women), paid accounts (6.01%, of which 4.92% men and 1.09%  women), 

and other (1.09% of which 1.09% women and 0% men). 

 By the criterion of employment, the highest share of subjects who do not buy or pay online are the retired, in 

proportion of 89.13% of all pensioners and unemployed people participating in the survey. Followed by other 

occupations (78.57%), workers (69.41%), pupils and students (55.56%), intellectuals (50% balanced) and officials 

(33.33%) the latter being the category of occupations with most of the subjects performing online payments or 

purchases (66,67% answers "Yes"). 

 

 
 

4. Regarding the preference of certain products or services just because friends are buying, on total sample, most 

of the subjects 51.91%, of which 22.96%women and 28.96% men are not influenced by friends in forming preferences. 

Subjects influenced by friends preferences are 48.09%, of which 28.96% women and 19.13% men. 

By the criterion of employment, the most reluctant subjects at tastes and trends of friends are workers, in the 

proportion of 65.71% of the workers participating in the survey. Followed by pensioners and unemployed (61.54%), 

civil (54.54%), intellectuals (50% balance), pupils and students (48.48%) and occupations (31.43%), the latter being 

the occupational category with the degree of trust in tastes and trends of friends (68.57% answers "Yes"). 

 
 

5. Regarding purchasing online products because we enjoyed advertisement or because the product attracts us, 

on total sample, most of the subjects 50.82%, of which 25.96% women and 24.86% men, are buying online based on 

personal reasons not advertising. Subjects who choose to purchase online based on advertisements are in a rate of 

48.91% of which 22.96%men and 25.96% women. 

By the criterion of employment, the highest range of online purchases based on personal tendencies are the civil 

servants in proportion of 78.79%. Followed by intellectuals (78.57%), pupils and students (48.48%), other occupations 

(47.14%), pensioners and the unemployed (44.62%) and workers (43.53%),the latter being the category with the 

highest degree of trust in online advertising (56.47% answers "a) Advertisement"). 
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6. Regarding the identify of a product online in terms of its characterization, on total sample, most of the 

subjects 56.01%, of which 25.96% women and  30.05% men , do not identify with products online. The subjects that 

are identified with online products are in a percentage of 43.99%, of which 25.96% women and 18.03% men.  

 By the criterion of employment, the highest share of subjects that do not identify with the online products have 

intellectuals in  proportion of 78.57% of the total surveyed. Followed by workers (64.71%), pupils and students 

(55.56%), civil (54.55%), pensioners and the unemployed (50.77%) and occupations (47.14%) the latter being the 

category with the highest degree of identification with online products (52.86% answers "Yes"). 

 

 
 7. Regarding the tendance of being influenced by the opinions of others, while purchasing a product, on entire 

sample most subjects, 57.92%, of which 22.95% men and 34,97% women, are influenced by the opinions of others 

while purchasing. The subjects that are not influenced by the opinions of others to purchase products are in a rate of 

42.08% which 25.14% men and 16.94% women.  

By the criterion of employment, the highest share of subjects which are influenced by the opinions of others to 

purchase the products have the officials at the rate of 78,79%. Followed by occupations (62.86%), pupils and students 

(62.63%), pensioners unemployed (55.38%), intellectuals (50%) and workers (43.53%) the latter being the category of 

occupations with most of the subjects which are not influenced by the opinions of others to purchase products (56.47% 

answers "No"). 

 

 

 
 
 
3. Conclusions 
 

The individual consumer behavior differs from civil society organizations. Whatever form of organization, 

agents and economic organizations, professional organization of union type, fronts, leagues, associations, foundations 

or creative, religious, charitable organizations, apolitical media are apolitical as long as it not involves in the problems 

of policy power, although they can do policy, every time it defends socio-professional interests or any other of the 

groups they represent. The consumer behavior, strictly individual tends to be modified by the membership in these 

groups, being known the effect of polarization of the individual interests within the group, otherwise it would not be 

able to adapt, threatening to leave the site. 

As concern my study case, as expected, the quantitative study validated in a large measure the hypothesis 

launched at the same time with doing the qualitative research. On total sample, most respondents use internet services.  

Among Internet services, the most commonly used is mail, followed by online games, forums and blogs. 

Something that is worth to be mentioned is the fact that the people who are living in Resita are using a lot social 

networks.  

Most used are Facebook and Twitter. Another important conclusion is the fact that people who are living in 

Resita do not realize payments or purchases online. They are not influenced by friends in forming preferences. They 

purchase online based on personal reasons not advertising. On total sample, subjects do not identify with the online 

products. They are influenced by the opinions of others to purchase. 

 

201



Annals of the „Constantin Brâncuşi” University of Târgu Jiu, Economy Series,  
Special Issue ECO-TREND 2015 – Performance, Competitiveness, Creativity 

 
„ACADEMICA BRÂNCUŞI” PUBLISHER, ISSN 2344 – 3685/ISSN-L 1844 - 7007 

 
 

4. Bibliography 
 

[1] Radbâţă, A., Marketingul online. Metode și tehnici de promovare pe internet, Teză de doctorat, Braşov, 2012; 

[2] Hoffman D., Novak T., A New Marketing Paradigm for Electronic Commerce, The Information Society: An 

Internationl Journal, Volume 13, Issue 1, 1997; 

[3] Dinu G., Dinu L., Consumer mind - a real black box, Ovidius University Annals, Economic Sciences Series, vol. 

XV, issue 1, 2015; 

[4] Mirescu V. A., The premises and the evolution of electronic commerce, Journal of Knowledge Management, 

Economics and Information Technology, vol. I, Issue no.1, 2011; 

[5] Scupola, A., The premises and the evolution of electronic commerce. The impact of electronic commerce on 

industry structure - the case of scientific, Technical and medical publishing, Journal of Information Science, vol. 28, 

no.4, 2002 
 
 
 
 
 
 
 
 
 

202


