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Abstract: Aceasta lucrare aratd anumite
directii pe care consumatorul de medii
digitale le poate urma §i care sunt provocarile
de care administratorii acestor medii vor
trebui sa tina seama in anii urmatori.
Lucrarea este in principal una de naturd
empirica si bazeazd pe diverse studii, atdt
internationale, cdt si nationale, dar s§i pe
statistici  existente la  nivelul ~ Uniunii
Europene.

Dezvoltarea exponentiald pe care
mediul on-line a cunoscut-o in ultimele
doud decade a condus la aparitia unui nou
model de consumator, cu alte nevoi decat
cele cunoscute, pe care teoria economica
clasicd pune accentul. Acest consumator,
poate fi denumit, intr-un cadru generic,
consumator digital (aici fiind inclusi
consumatorii de stiri on-line, de media on-
line, de retele de socializare, dar si cei ce
folosesc diverse site-uri pentru licitatii on-
line §i magazine virtuale, precum si
consumatori ai tehnologiei care faciliteaza
accesul la mediul digital). Vechea ordine
industriala a fost Tnlocuitd de o economie
bazatd pe informatica si pe retele de
calculatoare. Aceasta se caracterizeaza
prin dinamism, inovatii si este condusa de
schimbari (Rosu - Hamzescu, Bica,
Fratostiteanu, 2002). Avand in vedere
dimensiunea si dinamica fenomenului de
e-commerce intelegerea comportamentului
consumatorului  digital a devenit o
prioritate atat pentru mediul de afaceri cat
si pentru cercetdtorii din domeniu.

De exemplu, intr-un studiu. efectuat in

2003, Cheung analizeaza mai mult de 120
de contributii academice relevante.
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Abstract: This paper reveals certain directions
which can be followed by the consumer of digital
media and also shows which are the challenges
that should be taken in consideration by the
administrators of these media during the next
vears. This work has mainly an empirical nature
and is based on various international and domestic
studies and on external statistics at EU level, too.

The exponential growth of the on-line
environment during the last two decades
has led to the appearance of a new model
of consumer, with different needs as those
already known and emphasized by the
classical economy theory. This new
consumer can be generically called the
digital consumer (and here are included
the on-line news and media on-line
consumers, social-network consumers,
those using various sites for on-line
auctions and virtual shops and also the
consumers of the technology which
facilitates the access to the digital
environment). Old industrial order has
been replaced by an economy based on IT
and computers’ networks. This is
characterized by dynamism, innovation
and is driven by changes (Rosu-Hamzescu,
Bica, Fratostiteanu, 2002). Taking into
consideration  the  dimensions and
dynamics of the e-commerce phenomenon,
the understanding of the behavior of the
digital consumer became a priority both
for the business environment and for the
researchers in this field. For instance, in a
study made in 2003, Cheung analyzed
more than 120 relevant academic
contributions.


https://core.ac.uk/display/6294214?utm_source=pdf&utm_medium=banner&utm_campaign=pdf-decoration-v1

Analele Universitatii “Constantin Brancusi” din Targu Jiu, Seria Economie, Nr. 2/2011

Primele  studii  academice  asupra
problematicii consumatorului electronic au
indicat ca acesta avea 1n principal o
motivatie functionala si utilitaristd. (Brown
2003). Intr-un articol din 2007
Jayawardhena a observat cd inclinatia spre
achizitie digitala a consumatorilor este
similard cu cea traditionala. Literatura de
specialitate a discutat aspecte ca:
caraceristicile psihologice ale
consumatorului digital (Lynch si Beck
2001), aspecte demografice (Brown 2003),
perceptia asupra beneficiilor si riscurilor
(Kolsaker, 2004), motivatia cumpararii
(Johnson et al. 2007) si orientarea spre
cumparare (Jayawardhena 2007). Latura
tehnici a fost de asemenea observata,
studiile focalizandu-se pe repere ca:
specificatiile unui magazine electronic
(Zhang and Von Dran, 2002), modalitati
de plata (Singh 2009), informatie (Palmer,
2002), intentia si usurinta folosirii (Stern si
Stafford, 2006).

Vechiul consumator, consumatorul
traditional, are un stil de viatd bine definit,
opteazd spre anumite marci $i poate fi
caracterizat  prin  constantd.  Noul
consumator, consumatorul digital are o
si tehnologii, fiind dispus oricand sa
incerce altceva decat optiunile cu care deja
este familiarizat. Putem spune despre
acesta cd nu este un consumator statornic.
Una dintre metodele eficiente la care
apeleaza companiile pentru a determina
acest consumator, care este intr-o
permanentd schimbare a preferintelor sale,
sd se opreascd mai mult timp asupra unui
produs, este personalizarea produsului
respectiv. Asadar, experienta digitala se
poate  personaliza,  printr-un  mix
diversificat al optiunilor digitale. Putem
recurge aici la o Intreaga listd ce reuseste
sd ne edifice mai bine asupra acestei teme:
de la pagini de start personalizate, motoare
de cautare ce ne indicd sugestiv anumite
raspunsuri, pana la bloguri.
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First academic studies on the electronic
consumer revealed that this consumer had
mainly a functional and a utilitarian
motivation (Brown, 2003). In an article
from 2007 Jayawardhena observed that the
inclination towards digital purchase of the
consumers was similar to the traditional
one. The literature in the field discussed
aspects like: the psychological
characteristics of the digital consumer
(Lynch and Beck, 2011); demographical
aspects (Brown, 2003); perception on
benefits and risks (Kolsaker, 2004),
purchase motivation (Johnson et al., 2007);
the orientation towards purchasing
(Jawardhena 2007). The technical side has
been also noticed, the studies focusing on
landmarks like: specifications of an
electronic shop (Zhang and Von Dran,
2002); payment methods (Singh, 2009);
information (Palmer, 2002); the intension
and the ease of use (Stern and Stafford,
20006).

The old traditional consumer has a well-
defined lifestyle, chooses certain brands
and generally can be defined as being
constant. The new digital consumer is
attracted by exploring new possibilities
and technologies and is always ready to
test new options, different from the
familiar ones. One can say about this new
consumer that he is not at all constant,
faithful.

One of the efficient methods used by the
companies to determine this consumer
(who permanently changes his
preferences) to stay longer with one
product is to customize that product.
Therefore, the digital experience can be
customized by a diverse mix of the digital
options. One can mention here an entire
list able to better clarify this subject: from
starting customized pages, search engines
suggesting certain answers, to blogs.
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Astfel, consumatorul conectat poate
naviga pe un teritoriu mult mai extins, dar
folosind produsele aceleasi companii. Cel
mai elocvent exemplu il reprezinta reteaua
de socializare Facebook.

Intr-un studiu realizat de compania
Razorfish (companie de Marketing &
Experience Design) in anul 2007, pe un
esantion de 475 de participanti din Statele
Unite, s-a constatat cd aproximativ 60%
dintre cei intervievati si-au personalizat
pagina de start (din browser-ul de acces la
Internet). Putem afirma ca personalizarea a
devenit deja un element de mainstream in
mediul on-line. Mai jos, este reprezentata
statistica rezultata in urma sondajului:

Figura 1: Personalizarea mediului on-line

Have you customized your homepage with specific con-
tent feeds, scheduled updates or other features?

NO
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Sursa: Avenue A | Razorfish Digital
Consumer Behavior Study

Conform aceluiasi studiu,
obiceiurile legate de consumul de
media se schimbd, consumatorii
indreptandu-si  preferintele  catre
mediul on-line 1n detrimentul formelor
clasice de media. Astfel, 70% dintre
subiectii  participanti la  sondaj
acceseaza informatii de pe bloguri, iar
41% au propriul lor blog sau posteaza
in mod regulat pe bloguri. Trendul
este unul asemanator §i pentru
consumul de videoclipuri si muzica:
67% dintre consumatori acceseaza in
mod frecvent site-ul de video-sharing
Youtube sau site-uri cu continut
asemandtor, iar 42% din esantion
achizitioneazd muzica on-line (iTunes
fiind leader de piata pe acest segment).
91% dintre participanti au raspuns ca
se bazeazd in principal pe Internet
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pentru a accesa ultimele stiri, atat pe

plan local, cat si pe plan international.
Thus, the connected consumer can
navigate in a larger territory, however
using the products of the same company.
The best example is Facebook social
network.
From a study realized by the company
Razorfish (Marketing & experience
Design Company) in 2007, on a sample of
475 participants in USA, it came out that
almost 60% of the respondents customized
their homepage (from the Internet access

browser). One can say that the
customization has already become a
mainstream element in the on-line

environment. Below there is the statistical
representation of the survey results:

Figure 1: The Customization of the on-line
environment

Have you customized your homepage with specific con-
tent feeds, scheduled updates or other features?

NO

Source: Avenue A | Razorfish Digital
Consumer Behavior Study

According to the same study, the habits
related to consume of media are
permanently changing. The consumers
better prefer on-line environment instead
of classical media forms. Thus, 70% of the
respondents get access to information on
the blogs and 41% have their own blog or
regularly post on the blogs. A similar
trend is seen regarding the consume of
videos and music: 67% of the consumers
frequently access the video site sharing
Youtube or sites with similar contents;
42% of the sample buy music on-line
(iTunes is a market leader on this
segment). 91% of the participants
answered that they mainly access Internet
for finding the latest news, both locally
and internationally.
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Revenind in Europa, accesul la
Internet al populatiei este intr-o
continud crestere. Prin analogie,
putem afirma cd cifrele mentionate in
studiul prezentat in randurile de mai
sus pastreaza aceleasi tendinte si in
randul cosumatorilor din zona EU-27.
Conform datelor furnizate de Eurostat,
accesul la Internet 1in  randul
gospodariilor a crescut simtitor de la
aproximativ 63% la aproximativ 70%
intre anii 2008 si 2009. In varful
clasamentului se afld tari ca Olanda,
Islanda si Norvegia, iar spre finalul
topului regasim tari ca Grecia,
Romania si Bulgaria.

Figura 2: Accesul la Internet in
randul gospodariilor
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Sursa: Eurostat

In mediul on-line, comertul electronic
(e-commerce) este un fenomen care
capatd amploare din ce in ce mai
mare. In felul acesta, pentru a acoperi
o parte signifiantd din cerintele
consumatorilor, companiile trebuie sa
se plieze pe acest nou sistem de

vanzare. Consumatorii acestor
vremuri, foarte multi dintre ei
utilizatori de Internet, cauta sa isi
reducd  anumite  costuri  prin

achizitionarea anumitor produse din
mediul on-line. Mai jos putem observa
procentul din cifra de totald afaceri a
firmelor, din fiecare tard a zonei Euro,
reprezentat prin e-commerce:

z

FYR of Macedonia
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In Europe, the Internet access of the people
is continuously growing. By analogy, it
can be said that the figured mentioned in
the above presented study, the same
tendency is noticed among the consumers
in EU-27 zone. According to the data
provided by Eurostat, the access to Internet
of the households has considerably
increased, from about 63% to about 70%
between 2008 and 2009. In top there are
countries like Holland, Island, Norway and
at the end of the ranking — countries like
Greece, Romania and Bulgaria.

Figure 2: Internet acces among
households
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Source: Eurostat

In the on-line environment e-commerce is
a constantly growing phenomenon. Thus,
in order to cover a significant part of the
demannds of the consumers companies
have to adopt this new selling system.
Most of the consumer of this age are
internet user and they are looking to cut
down several costs buy acquiring products
and services in the on-line environment.
Bellow one can observ the procentage of
e-commerce in the total revenue of firms
in the Euro-zone.
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Figura 3 Procentul din cifra totala de
afaceri a firmelor reprezentat prin e-
commerce:

Aoy Y

Sursa: Eurostat

Compania Gemius Research, in
colaborare cu Orange Romania, a
finalizat la sfarsitul anului 2008, un
studiu realizat pe un esantion de 1500
de persoane, toti utilizatori de Internet,
varsta minimd fiind de 15 ani. S-a
constat faptul ca utilizatorii mediului
virtual din Romania au o atitudine 1n
general pozitiva fatd de cumparaturile
pe Internet (67% dintre subiecti).
Principalii trei factori care au reiesit ca
fiind profund semnificativi in aceasta
cercetare au fost:

o (alitatea produselor: 38%

e Economiile rezultate din
cumpardturile on-line: 21%
e Timpul petrecut intr-o

modalitate placuta: 19%

[ ]

Deasemenea s-a observat o crestere
in toate categoriile de produse cumparate
on-line in intervalul cuprins intre 2006 si
2008. Cele mai cautate produse au fost
cele legate de calatorii si concedii. Mai
mult de jumatate dintre utilizatorii de
Internet care au luat parte la sondaj au
relatat ca au cautat informatii despre
servicii de calatorie — mai exact 58%. 53%
dintre intervievati au fost interesati de
bilete de tren si de avion. Pe langa
Internet, ca si surse de informare despre
anumite produse au fost identificati
urmatorii factori: vanzatorii din magazine,
prietenii si rudele.
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Figure 3: The procentage of e-
commerce in the total revenue of firms
in the Euro-zone:

Aoy Y

Source: Eurostat

Gemius Research together with
Orange Roménia finalised at the end of
2008 a study based on a sample of 1500
individuals, all of them Internet user above
15 years old. The study reported that the
users of the virtual
Romania have a positive atitude towards
shoping online (67%). The three main
drivers that were found to be significant in
this research were:

environment in

e Quality of products
e Money saved in on-line shopig
e Time spent in an entertaining way

In addition to this, the study revealed
an increase in all categories of on-line
shopped products in the 2006-2008 time
interval. The most demanded products or
services were travel packages. More than
half of the Internet users that took part in
this survey reported that they inquired
about travelling services (58%). 53% of
the individuals interviewed were interested
in plane on train tickets. Besides Internet,
other sources of information identified
were: sales people in shops, friends and
relatives.
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Aproape toti utilizatorii de Internet
din Roménia au auzit despre posibilitatea
shopping-ului on-line (96%) si aproape
50% dintre respondenti au facut macar o

datd cumpdraturi pe Internet. Dintre
acestia, 40% au de giand sa faca

cumpdraturi on-line mai des decét inainte,
iar 26% vor sa ramana la acelasi nivel de
cumpdraturi on-line. Factorii care ar putea
incuraja e-commerce-ul, dupd spusele
subiectilor, sunt:

e O situatie materiald mai

buna;
e Preturi mai mici;
e Oferte speciale.

Dupa ce am trecut In revistd a
principalele tendinte in randul
consumatorilor digitali, in final, se pot
anticipa anumite directii ce tin de sfera
Internet-ului, dar si de cea a e-commerce-
ului (aceste idei au fost desprinse din
studiul  Deloitte:  Tribalisation  of
business):

1. Facebook-ul ar putea inlocui e-
mailul personalul;

2. Soft-ul open-source 1incepe sa
castige teren prin serviciile SaaS
(software as a service): utilizatorii
platesc ceea ce folosesc fara a avea
nevoie de infrastructura proprie;

3. Platile mobile, dar si aplicatiile
pentru acestea, vor creste;

4. Ideea de parold unica pentru
conturile virtuale folosite castiga
adepti;

5. Spontaneitate vs. Continuitate:
ideea de advertising care foloseste
o tehnica soc pentru a surprinde
consumatorul  printr-un  concept
inovativ.  pare  depdsita  in
comparatie cu ideea marketing-ului
care doreste o potrivire organica a

continutului  cu  personalitatea
consumatorului din sfera sa
virtuala.
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Almost every internet user in
Romania is aware of the possibility of on-
line shopping (96%) and almost (50%) of
the respondents were involved in such
transactions at least once. 40% of them
said that they will shop on-line more
frequent than before and 26% are
interested at remaining at the same level of
on-line purchases. In the opinion of those
interviewed, the factors that could
encourage e-commerce are:

e A better financial status
e Smaller prices
e Special offers

After reviewing the main trends of
the digital consumers we can anticipate
some  directions of the Internet
environment and of e-commerce (as it was
observed in the Deloitte: Tribalisation of
business study).

1. Faccebook may replace personal e-
mail services

2. Open-source software has won an
important place through the SaaS
services (software as a service):
users pay for what they use without
needing a personal infrastructure

3. Mobile payment and specific
applications are in constant growth

4. The idea of unique password for
virtual accounts is growing more
and more popular

5. Spontaneity versus Continuation:
the advertising idea that uses a
shocking technique to capture the
consumer through an innovative
concept seems outdated in
comparison with the marketing that
desires an organic match of the
content with the personality of the
virtual consumer.
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Concluzii:

In prezent existi o substantiald
preocupare din partea cercetatorilor si a
comunitatii practicienilor in ceea ce
priveste comportamentul e-
consumatorului. Ambele parti sunt de
acord 1n ceea ce priveste abundenta
factorilor  care  influenteazd  acest
comportament. Una din cele mai eficiente
modalitati de succes pentru entitatile de e-
business implicate in sectorul B2C este
castigarea increderii clientului. Acest
proces se diferentieaza de tiparele clasice
de afaceri si poate fi realizat prin proceduri
referitoare la securitatea si proprietatea
datelor si informatiei.
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Conclusions:

In current times there is a significant
interest from both academic researchers
and the practicioners comunity in aspects
related to e-commerce and e-consumer
theories. Both sides agree on the
abundance of factors that may influence
the behaviour of e-shoppers.

One of the most efficient way to gain
succes for e-business entities involved in
the B2C sector is gaining the customers
trust. This process is different from the
clasical patterns and can be done through

procedures  refering to data and

information security and ownership.
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