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Rezumat 

Millions of people connect to the Internet to search for information they need and the increase in online sales 
exceeded the traditional ones. 

There are so many stores in Romania which created their brand  online , thus a recent launched store needs a 
lot of promotion. 

Promotion represents an investment in the site, on medium and long term, that can bring more customers and 
higher revenue from online. 
 
Cuvinte cheie: promote, consumer, online, behaviour, marketing. 
 
Clasificare JEL : M31. 
 
1.Introduction 

 
One of the few common names that we carry with us all, no matter their education, politics or our obligation, is, 

above all else,that we are consumers. This means that we usually consume or use in food, clothing, housing, transport, 
education, brooms, pots, luxury items, and even ideas. 

The importance of developing new communication technologies is growing and it is more obviosuly nowadays. 
The marketing activities are increasingly valuable especially by the fact that many competitors are appearing on the 
market, consumers are more informed, increasing  the power of consumers purchasing. 

Online marketing became very important considering the fact that enables direct communication with potential 
client, giving the opportunity of custom campaign and especially at distance.  

Most important, usage of store brands and usage of promotions, particularly out-of-store promotions, are 
associated with different psychographics. Store brand use correlates mainly with traits related to economic benefits and 
costs, whereas the use of out-of-store promotions is associated with traits related to hedonic benefits and costs. [1] 

Online promotion is a part of Marketing on the Internet, including: Internet advertising, Internet branding,  
direct marketing via the Internet. [2] 
 
2. Method and results 
 
 Understanding the functionality and usefulness of the consumer behavior is closely related to mentioning the 
concept in literature. It starts from the point that any economic activity must satisfy the consumer needs and desires 
with maximum efficiency. [3] 

This study aims to promote consumer perception on the online environment. The study was conducted by the 
level of Resita’s population. 

I will make a quantitative research, the steps in this process are: 
• The establishment of the sample; 
• Determination of sample size;  
• Drafting of the questionnaire; 
• The administration of the questionnaire;  
• Processing and analysing the obtained data; 
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• Writing the synthesis report; 
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. 

In  our   case,   the   investigated   subjects are the  population of  the  municipality of  Resita, compressed into a 
representative sample. 

To reduce the risk determined by the relative freedom of the investigators, in the case of respondents, sampling 
by quotas to poll associated with the areolas survey (geographic) that ensure the representativeness of Resita. [4] 

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 ample consists of 366 persons, taking into account the probability of results of 97% in the 
conditions of a margin of error of 3 percent. 
 In the following, it will be presented, analyzed and interpreted the responses received from the subjects of the 
survey  based on the questions 1-7 of the questionnaire. The questions from 8-10  are referring to the criteria that I used 
to analyze the results (age, sex, occupation), being needed an analyze like this. 

Further, I realized interpretation of research results: 
1. Most of those polled just sometimes click on online ads (27.28%) 20.02% clicked always, 23.23% never, 

18.95 are clicking often online ads and 10.93 rarely clicked. Men on a rate of 13.23% never clicked on online ads and 
women only 10%. The other answers are equal or almost equal. 

We can see a tendency to give more clicks on online advertisements to the people on a later age, while those up 
to 30 years igonors it quite often.  

Those who give most clicks on online advertisements are unemployed and pensioners and those few are given 
by those with other occupations. 

 
 

 
 

2. 41.99% of those surveyed  who believe that online advertising is neither effective nor ineffective are 
neutral, 39.89% gave an affirmative answer and 18.12%  think is ineffective. By the criterion of gender 
percentages are almost equal, opinions are divided almost equally. 

We have the following distribution by age: under 20 (40.54% Yes 29.73% neither effective nor 
ineffective, 29.73% no), 20-29 years (38.98% yes, 30.51% neither effective nor ineffective, 30.51% no), 30-39 
years (35.48% yes 25.45% neither effective nor ineffective, 39.45%  no), 40-49 years (31.58% yes, 12.24% 
neither effective nor ineffective, 56.18% no), 50-59 years (26.79% yes 29.24% neither effective nor ineffective, 
49.97 no), 60 years ( 35.9% yes, 34.08% neither effective nor ineffective, 30.02% no). We see that those in the 
age group 40-49 years on a rate of 56.18% believe that online advertising is ineffective, while those under 20 
have the highest confidence in online advertising (40,54%). 
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3. 42.9% of all those surveyed believe that companies doing promvare generate profit, 25.96% say they 
are reliable, 18.03% say that these companies are modern, 12.02% say that these companies have a low budget, 
while 1.09 think they are useless. On the criterion by gender the biggest  difference is those who believe that the 
advertising budget is reduced 7.92% women and 4.1% men, the other opinios  are divided almost equally. 
Depending on the age groups the respondents answered: under 20 (14.46% modern, reliable 29.74%, 43.41% 
profit rise 12.4% budget, 0% to variants: money waste and useless), 20-29 years (11.86% modern, reliable 
23.93%, 55.86% profit rise 8.35% budget, 0% to variants: money waste and useless), 30- 39 (14.76% modern, 
reliable 24.19%, 52.86% profit rise, 8.19% low budget , 0%money waste and 6.45% useless), 40-49 years 
(19.3% modern, reliable 23.3%, 44.03%profit rise, 13.64% low budget, 0% to variants: money waste and 
useless), 50-59 years (29.79% modern 19.64% reliable, 45.5% profit rise, 8.07% low budget, 0% to variants: 
money waste and useless), over 60 (12.07% modern, 55.9% trust, 24.9% profit rise, 0.94% low budget, 0% to 
variants: money waste and useless). Those over 60 years  believe in proportion of 55.9% that online advertising 
is reliable and only a percentage of 6.45% of those aged 30-39 believe that online promotion is useless. 

 

 

  
4. From the total of surveyed respondents 48,09% answered affirmatively and 51.91% negatively, 

19.13% of men and 28.96% of women answered positively, and negative28.96% of mes and 22.96% women. 
Women tend to believe in a higher percentage that a company needs to do online promotion, for being known as 
a serious company. 

Depending on age people replied: under 20 (53.05% yes, 44.59% no), 20-29 years (49.15% yes, 50.85% 
no), 30-39 years (46.77% yes, 53.23% no), 40-49 (57.9% yes, 45.71 % no), 50-59 years (39.29% yes, 58.93% 
no), over 60 (37.93% yes, 63.79% no),the elderly believes that a company does not need to do online promotion 
to be a serious company. 

 
 

 
           

5. To this question 48.61% of those surveyed answered yes and 24.86% of men think the same,  women’s 
opinions are divided equally.  

Depending on the age those surveyes replied: under 20 (44.59% yes, 54.05% no), 20-29 years (49.15% 
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yes, 50.85% no), 30-39 years (35.48% yes, 64.52% no), 40-49 years (57.89% yes, 45.61% no), 50-59 years 
(58.93% yes 39.29% not), over 60 (50% yes, 50% no), we note that most of those who do not believe that 
Romania will not have a significant increase in online promotion are those aged 30-39 (64.52 %), while those in 
category 40-49 answered positive to question number 5 (57.89%). 

Depending on the age, people surveyed replied: under 20 (44.59% yes, 54.05% no), 20-29 years (44.06% 
yes, 59.93% no), 30-39 years (24.19% yes, 77.42% no), 40-49 years (50.88% yes, 50.88% no), 50-59 years 
(32.14% yes 66.07% not), over 60 (50% yes, 50% no), most distrustful on facebook advertising services are 
those in the age 30-39 years answering negative on a rate of 77.42% . In rest the differences between the answers 
are not so big. 

 

 
 
   
6. 43.99% of the total respondents answered affirmatively and 56.01 negatively,saying that facebook is 

not so cheap and conveninet to promote online. 
 

 
 

 7.  57.92% of all those surveyed believe that online ads are trusted.  
Depending on the age, people surveyed replied: under 20 (59.46% yes, 39.19% no), 20-29 years (55.93% 

yes, 44.07% no), 30-39 years (64.52% yes, 34.19% no), 40-49 years (50.88% yes, 50.88% no), 50-59 years 
(32.14% yes 66.07% not), over 60 (50% yes, 50% no), we note that those aged 50-59 do not have great 
confidence in online advertising answering negative on a rate of 66.07%. Those who have the highest percentage 
of trust in online ads are those aged 30-39 years (64.52%) followed closely by those aged under 20 and those in 
the age group under 20 years. 
 

 

 
 
 
3. Conclusions 
 

The advent of the Internet and web technologies has enabled the prosperity of virtual stores, which 
greatly reduce customers’ search costs and retailers’ overhead. However, the furious competition between online 
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shops makes it difficult for them to generate profits. This study attempts to establish pricing and promotion 
strategies for online shops to enhance their profitability. The pricing decision is based on the concept of 
customer relationship management, where a greater margin of price concession is given to customers who are 
more valuable to the shop. [5] 

With the advent of Internet were developed major changes in advertisement. Internet with electronic 
mail, transmission of data on online media, gathers all the traditional elements. The Internet has been adopted by 
the creators of advertising as a new opportunity to make money, much easier and faster than using traditional 
ways of advertising.From here to create a new branch of advertising, online advertising was merely a step. 

Online site should be seen as a space for information, entertainment, communication, socializing, but 
also it can be seen as a thriving business environment. In addition to online advertising,we can find sites of radio, 
television, local and national newspapers. There we can find recorded shows, news archive and possibilities of 
direct communication with the online media. Online PR is  trying to keep and analyze relationships with the 
target groups from Internet. Online marketing uses online space to achieve marketing objectives and also online 
marketing is often called online advertising. 

To sum it up, online advertising or online marketing is a new way of expression, interactive, interesting, 
attractive, being in constant development. Through its benefits, online marketing develops a highly profitable 
business. 

In conclusion we can say that we are pleased to discuss this issue, hoping that you will do the same 
thing, and as young professionals, we would like to use in a research such a tool even if its expensive ,not only 
for us, but also for well known companies. 
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