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Abstract

The durable goods market in Romania has many featiuhanks to simultaneous
acquisition way, structure of households, retailensthis market, banking policies as rega
providing consumption loans (,loans with identitard only”), mawoeconomic policies ¢
tacit supporting in relation to banking policiexef hese characteristics are found in the
endowment with durable goods of households in R@nand that generate features of f
acquisition process, the decision taking pr of durable goods and implicitly of retail—
consumer relationships. This paper covers the dapect, being used a representative ur
sample of 300 households, the following methodsgbased for data processiny? test
bivariate, ANOVA, Wilcoxotest, Cronbach alpha, split kalf, the goal of this paper beit
that to provide new results referring to retail- consumer relationships for the dural
goods market in Romania, that confirm or infirm tbeeign research result.

Keywords: Durable goodsfRomanian mark; Sociodemographic variabl; Households;
Statistical methods; RetailelSpnsumers.

1. Introduction
In the author’s previous research have been pudaisksults related to the durable go
market in Romania (using numerous stical methods)concerning this marke this paper
being a completion with new results about thisdopiollowing the previous research, it |
resulted that thedurable goods market in Romania has mefeatures thanks to
simultaneously:

* To purchase dulde goods, consumers in Romania use the followirigra and
information sources@abor et al., 2009)price, promotions, brand of the prod, the
smallest influence having the providafter sales service;

* Acquisition way used by Romanian consumerseriod, location, promotion:
influences etc.) according Gabor (2011a; 2012a, 2012b, 201"

» Significant differences statistically as regards@mment with durable goods acrc
countiesdevelopment regions and nationalGabor et al., 2011

« Information sources used by Romanian consumers in purchdsaiadple goods var
according to their ageGabor et al. , 2011h)
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» Socio-demographic characteristics that best disndta this preference for foreign
brands being the income and studies of the houdéteald (Gabor et. al, 2011)

* Households in Romania, from urbane environmentsalieendowed with black and
white TV (14.3%) and non-automatic washing machi{® %) or very old or second
hand goods (25%) (Gabor , 2013)

* Romanian consumers are not sensitive to variaklesed tobrand of durable goods,
name of shomr design of producbut are strongly influenced by their price (Gabor
2012a);

» Structure of households and families that repregese households respectively, and
implicitly characteristics of the head of their lsetiolds (Gabor , 2012a);

e Buying power is very low in Romani®@r income is enough for a decent living, but
we cannot afford buying some more expensive g¢Gag)or , 2013)

* 42% of urban households have loans or credits (GaB613). To these aspects are
added those related to economy and standard ofglivelated to households in
Romania, respectively

* Banking policies in Romania as regards providingstmption loans ("loans with
identity card only”) in order to rise the accessexient of these types of loans with
direct implications on the increase of buying dilgaipods and therefore, standard of
living and quality of life concerning householdsRomania, ranked at the bottom of
the list of EU member countries concerning thisaatbr;

* Macroeconomic policies of tacit supporting in relat to the banking policies
described above;

« Compared to the other EU Member Countfigaccording to statistical data supplied
by Eurostat)Romania occupies the first place within classii@matconcerning the
lack of some durable goodévashing machine, landline and mobile telephooé&rc
TV, personal computer , dadlue to the lack of financial resources

Starting from the above mentioned, the conceptaahé of this paper is summarized in
figure 1.

This paper has research asn, by means of statistical methods, the relatiorwben
Romanian consumers of durable goods and retaileas dperate on this market. The
objectives of this paper, embodied in the reseaggotheses are summarized in Table 1 in
the following paragraph. We mention that theseltesue a completion and are based on the
author’s previous research being the first in thecglty literature that provide results —
achieved by applying the multimethod analysis —-ualtiois market.

In order to achieve the objectives of empiricakegesh it has been used a representative
sample made of 300 households in Tirgu Mures mpaliity, selected through a double
sampling scheme to provide the sample represeetess. It has been used a questionnaire
managed by a sampling operator, data being gathersthy 2011. For data processing the
following statistical methods have been usgf:test bivariate, ANOVA, Wilcoxon test,
Cronbach alpha, split — half, multiple feedbackadatocessing.

We shall present further a brief description of thain research carried-out in order to
characterize the durable goods market, mentiorhiag international literature has no many
research papers in this respect. Then we pressgparately for each statistical method used —
the main results of this research, section followsd future research directions and
conclusions.



Figure 1 -Conceptual framework of the pa
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2. Literature review

In the faeign literature the first research with regardthes market is since 1979, wh
Kasulis, Lusch &Stafford were anticipating that, from a high numbgreasons (including
high population — in the '80s with age between 1834 years) the durable gcs will be the
fastest segment of consumer market in the The conclusions of the three auth
emphasized that:

1. Middle population will show various purchase mod#lsiurable gooc, and
2. Order of purchase the second TV or car in the samesehold vées according
to the quality of the buyer as being the ownerertenant of his hous

The authors also suggest to study this issue ferdiit geographical areas in the fut
(as it is one of variables that influences thischase— see the casd &omani: Gabor et al.
2011 and also take into consideration variables s@g¢social class of consume (this aspect
was considered in this research, this being reftebly variables such anet monthly incon
obtained in a household and householad, level of education and occupational statu
household head)

Modeling of relation between value, usefulness lasiding of durable goods was stud
and approached b@€orfman, Lehmanr& Narayanan (1991) by means of a convenie
sampling on a samplef 735respondents for discretionary go They started in building u
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assumptions for their research from the standamamconomic theory that suggests that
budget allocation of households is carried-out adaoog to: size of consumer budget and
usefulness of validity as regards items providedh®yr price They concluded thatyhen
choosing durable goods, consumers cannot purchiaserdlar products and cannot compare
objective or concrete objectives. Their selecti@ame usually the result of comparisons
carried-out more at abstract level and involveslaeaton of products based on their ability
to meet the basic values of consumdisey invalidated the assumption that the order of
purchasing durable goods is uniform in populati@vealing there are differences according
to the social class and the quality to be — ornotvners of endowed house. The consumption
patterns carried-out by these authors showed thenemtion between combination of
preferences, price information and budget restm&ifor the household buying decision, but
these patterns are not consistent for the baditagiof durable goods, too. The two structural
equations that have been tested and used in ttegrpate:

* Endowment with durable goods = f (usefulness, irggayge)
» Usefulness = f (values of consumers, endowmentduitible goods)

The authors used as stimuli, discretionary durajgeds in five categories: house
entertainment, sport and exercises, pets, hamit$uxury, and as processing methods of data
collected by samplingactor analysisandgroup analysis

The issue of purchasing durable goods ,on credd’vapproached in 1993 by that
analyzed this ,tendency” (calledcgnsumer durable revolutidhin the '20s. The author
considered that this type of credit (with diretastration for car credits) was ,created” not to
help the consumer but, on the contrary, for thedpcers’ success and their marketing
strategies. If we carry out an analogy with the Roian market in the surveyed period, what
was considered luxury durable goods in the 20a Romania, as regards category of these
goods, necessity goods were ,placed” or purchasedrédit (considered in the European
Union as being part in the ,basic” endowment ofoaidehold), for instance: double glazing,
refrigerator, air conditioning etc. The author net that, after the Second World War
(another analogy with Romania would be DecembeB 1@&en it shifted from the centralized
economy in the communist period to the market eocorothe consumption behavior of
households has changed. The author noticed thabfote important reasons leading to this
change is provided bysing of advertising made to durable goditist has as direct resuit
and instant +ising of sales as regards durable goodise final, general conclusion from this
study is that thegonsumer durable revolutidin the '20s, brought major changes not only to
validity of credit (consumption) but to also adv&rtg and that these changes were not the
implicit results of intended endeavor of the marked affected — dramatically — consumption
costs of households.

In the durable goods industry there is still a gloteature namely: country where a
product is designed is not the same with the cguhproduces, aspects related to ittgact
of country of design and the country of manufactaver perceptions of durable goods
consumerswvas studied in 2006 by Hamzaoui & Merunka, the futhors suggesting an
empiric pattern based on the ,of fit” concept ofighbi — national quality of the durable
goods dividing the concept of country of origii€OO — country of originand tests the
influence of country of desig(COD — country of desigrgnd country of manufacturéCOM
— country of manufacture)ver the evaluation of bi-national durable goods\@amer The
paper providing important contributions and newights to the judges of a consumer
concerning the perception of quality for bi-natibdarable goods.

The specialty literature in the durable goods fiedtriched in 2010 with another
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research of authors Seitz, Raze& Wells aboutthe importance of brand equity over i
purchase of durable goods, singularized on air ¢bowing systerr, this study being
dedicated — and usefulte producers and dealers of these duraoods, data being collect:
based on sampling on a random sample of 140 ssbjEae surveyed variables wedegree
to which the price to be paid for this durable gsadfluences the brai, where information
about this product is searched and demogra characteristics.Therefore the results «
research emphasized that, for this durabrand is a proof of product qual but it is not a
characteristic criteriumin selecting the producand asinformation source are used (in
order of their importance)riends and family, websites of producers, leafl#tgroducer

(but not type ,golden pages’sellers and catalogues type, goldepages” are not used ¢
information sources in exchange are influenced bgrchants when taking the buyi

decision as ithelps them redefine their selection criteria an@réfore choose that a
conditioning system that reaches their purpc

Theissues of modeling the durable goods market haes la@proached in variot
senses thus in 2010, Guiltian approachd¢he aspects ofeplacement decision of the
durables the results of his research (practically a ,staking” of topic in specialty literature
emphasizing aseplacement reasons: their usefulness in conjunctiath the depreciatio
rate and the discount rate abnsumers, deterioration of intrinsic performanoesmcerning
durable goods may result in their total or part l@gement thus resulting the ,desire
something new” or waiting the validity of some néenefit. Guiltian starts from th
scientifically esablished presumption that replacement decisiobased on the ration
choice but -according to behavior resear— and on psychological costs, frequent distorti
of decision costs and is required by variable sibtna of replacement and motivatic
However, the results of Guiltian’s stt should be adapted #ése final consumer has be
taken into consideration as a decision maker ofpilmehase and replacement of a dur:
good, in our study this decision belongs to houkkhe a decision makeepresented by the
household head, studies in specialty literature fesiging this significant aspect, that
purchase decision for a durable good respectivelyaken within the household and |
individually.

Maintaining theexpanded rate in the layears concerning the durable goods ma
survey, in 2011, Liberali, Gruc& Nique published the results of their research wiggithe
effect of sensitivity(senzitation) to price and ihadtion over the purchase of durable go,
emphasizing that produperformances represent the key of consumer adivto purchas
discretionary goods for replacing a durable gobd,donsumer considering only those ga
that provide additional performances compared &b ttey already have. Research conclu
Is that, producers should provide products having amfugher performance with every n
generation of products launched on the market witee sensitivity goes down every n
purchase. The originality of this study consiststle fact that authors ccidered that
experienced consumerthe issue for the market in Romania is that eris¢— or not — of
some experienced consumers, considering that, holadsehave adopted quite recently
replacement trend and endowment of household vetth durable gods, trend that followe
purchasing of seconldand durable goods (still valid on the car markstitagoes or
worldwide). This aspect of additional performanceacerning a commodity launched on
market was also approached by Zhao, M«& Han in 2005who emphasized thiconsumers
are often attracted by new versions of durable gabat provide additional elements; eve
these new elements are never uhave no real usefulness).

Starting from the results published in the profesal literature, fr this study we hav
worded the following hypotheses and for whose rigstive will use various statistic
methods, the testing methods being mentioned fdr bgpothesisTablel).
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Table 1 — Research hypotheses

Theoretical and practical frame from previous resea
(based on literature review)

Hypotheses of the research

Statistical met
for hypotheses
analysis

Price (8,07), followed by promotions (6.83) anddurct brand
(6.80), post-sales service provided having thghstist influence
(Gabor et al., 2009)

Budget allocation of households is carried-out atiogy to: size of
consumer budget and usefulness of validity as dsgéems provided
by their price.., when choosing durable goods, eowss cannot
purchase dissimilar products and cannot compaectag or
concrete objectives (Corfman, Lehmann, Narayan&91)
Sensitivity(senzitation) to price and habituatiseothe purchase of
durable goods (Liberalli, Gruca&Nique, 2011)

H,—Price is the most important
criterium in selecting durable
goods

H, — Quiality is the most
important criterium in selecting
durable goods

Cronbach alpha
Wilcoxon test

As information sources are used (in order ofrtmeportance):
friends and family, websites of producers, leaftétproducers(Seitz
Razzouk, Wells, 2010)

57% of Romanians express their satisfaction follgvihe use of a
product or service in their discussions with theeo$ (GfK, Press
release, 13 Oct. 2011)

H; — The most important
information source is provided
by recommendations of friendg

Cronbach alpha
Wilcoxon test

Brand is a proof of product quality but it is nattearacteristic
criterium in selecting the product and as informatources are
used (in order of their importance): friends aahify, websites of
producers, leaflets of producers(Seitz, Razzouk]3)V2010)

The consumption behavior of households has changamke.of the
important reasons leading to this change is pravimerising of
advertising made to durable goods that has astd@esalt — and
instant — rising of sales as regards durable g@dila, 1993)

61% of Romanian consumers prefer trade mark dedigities, while
41% prefer company sites (GfK, Press release, 26ffl)

Almost 2 thirds of urban consumers are willing tyla product
following a TV advertisement (GfK, Press releaspt. 2011)
Friends’ recommendations (6.58), followed closehspecialty press
(6.53) and promotional leaflets (6.41), recomméioda of shop
assistants being the least used source but ngh#icant difference
compared to the other sources (Gabor et al., 2@&)or, 2011a)

H4 — The most important
promotion is provided by TV
advertisements

Hs — the most important
promotional source is provided
by leaflets

Cronbach alpha
Wilcoxon test

Consumers are often attracted by new versions efbdieigoods that

Hg — The most important

Cronbach alpha

hod

provide additional elements; even if these new el@mare never attribute in purchasing durable Split half
used(Zhao, Meyer, Han, 2005) goods is product performance
Consumer perception of quality for bi-national dueafpods and trade mark
(Hamzaoui&Merunka, 2006)
Product performance is the ,key” of motivation tbscretionary
buying in order to replace a durable good (Libesalil., 2011)
H; — The most important place| Testing

of purchasing durable goods is
specialty shop

percentages for
multiple choice

questions
Sensitivity to price and habituation over the passhof durable Hg — Occupational status and | ANOVA
goods (Liberalli, Gruca&Nique, 2011) educational level of head of
household directly influences
price sensitivity in purchasing
durable goods
Population with age between 18 — 34 years the #igdods will be | Hg — There are significant ¥ bivariate

the fastest segment of consumer market in the(®asulis, 1979)
Middle population will show various purchase modwisiurable
goods (Kasulis, 1979)

Endowment with durable goods = f (usefulness, irecage)
(Corfman, Lehmann, Narayanan, 1991)
The purchase decision for a durable good respégiivéaken within

the household and not individually (Guiltinan, 2p10

differences related to the place,
period and manner of buying in
line with various socio-
demographic characteristics of
head of household.




ournal of economic behavior m yol.4, 201 | e—— 7 3

3. Sampling descriptions

In the sample formation, and consequy to ensure its representativeness, we started
national distribution of urbahouseholds according to two criteria, namely: tis¢ritbution of
urban households based on occupation and levetwtation of the household he he
sample used in our gearch being illustrated Table2.The data was collected in May 20
in Tirgu Mures, by filling in a questionnail at respondent’s residence, having the qualit
head of the household, filling in the questionn&ieeng carrie-out by a previously calified
operator Investigated population has been represented gnunbuseholds, Tirgu Mures
municipality, respectively.

Table 2 —Distribution in general population and sample adoa to training level an
occupational status of head of house

Profession GENERAL POPULATIONM SAMPLE
S ¢ 3 3 o 5 S 3 g o ?
° 8 0 c | 532|1232| v | B8 0 o |52 32| ©
> 5 > c 20| =0 o > 5 > c 20| =0 o
Q85 o ®© 3 X [ 7)) = Q85 o © 35 X Qn =
—— S © 5| €5 © =5 o o |25 €5 3]
Level of g3 £ ¢ | 52|2a| £3 S |2 2o
education 2 w Lo < - 2 w L < -}
Primary 21 1 1 8 1 40 25 1 1 1 0 22
Secondary 228 87| 11 22 10 86 224 109 11 2 12 90
Higher 51 23 1 0 1 8 51 42 1 0 0 8
Total of 153 | 12 | 3 | 12 | 120 152 | 13| 3 | 12 | 120
profession
TOTAL 300 300

To increase the representativeness of the samplesowsidere@ppropriate to apply
scheme of combined sampling, respectivelyquota samplingandstratified samplin, using
two layers as follows:

« first layer consists of the household head occup, including: employed persons
including the following categors: manager, employed person with higher educa
employed person with hi-school education, unqualified laborer, freelang,
respectivelyemployers and seemployedfarmers, unemployed, retire

» The second layeconsisting ofthe level of training bhousehold heg as follows:
primary level: no school, elementary school, secondary s¢, secondary level:
vocational school, hi¢-school, technical/craftsmen schpdligher education leve
college / university, postgraduate stut.

In applying thequota samplin there have been distributed to each operator th&aguc
be achieved while respecting the distribution otigeholds according to statistics at
national level.

For information gathering stage we used a quesdioenadministered by tined
operators, namely trained students who have pedatxperience in this field, questionna
containing a broad range of scales both classiodl specific to marketing data ar
implicitly, identification of soci-demographic variables of the houskhhead characteristi

Indicators of hard core trer are provided by:

» Average size of househcin the sample I8 people variation coefficier calculated
and equal t&.6 %thus showing a uniform population and an averageesentative
within the sample;
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« Of households with children below 18 yeatise average number of children per
households 1 child per household.

* Average age of household he&ad49.37 years this value is the result of a high
percentage of households of pensioners in the gampl% respectively, the average
being representative for 70 % of population (M@sracoefficient is 29.7 %).

For this study the following durable goods haverbeesestigated (havign as starting
point the official statistics of the National Iitste of Statistics in Romania and EUROSTAT,
to which have been added goods subject to foragaarch), respectivelgar, land telephone,
mobile telephone, refrigerator, paraboloidal antenr cable, internet access, color TV,
freezer/refrigerating box, aautomatic washing maehidish washing machine, computer,
laptop, LCD monitor, camera, digital camera, vid=monmera, hi — fi audio system, DVD
player, printer / multifunction, sewing machine,cnawave, hood, cooker, radio cassette
player, audio tower, bicycle, motorbike / moped¢wam cleaner, cosmetic care appliances,
body care appliances, double glazing, kitchen nme;Hair conditioning, home cinema system.

4. Main findings of the research

4.1. Presentation of results —analysis of item ditly by means of Cronbach alpha and split
- half method
As the Stapel scale has been used in the quesitiertoameasure criteria used in choosing
durable goods (price -ALEGPRET, brand - ALEGMARZomotions/offers - ALEGPROM,
post-sale service - ALEGSERYV), and also, to measateces of information that influence
them in their selection (promotional leaflets-INARN, special press — INFPRESA,
recommendations of friends - INFPRET, recommendatiaf sellers - INFVANZA)we have
shown as response versions variables whose growgngonsidered it was necessary to be
tested, we used, by means of the SPSS softaaadysis of validity in relation to items in the
guestionnaire by means of two methods that evalaggenal consistency of itemsplit — half
methodand Cronbach alpha coefficierds indicator of scale precision (internal consisyen
index)

Therefore, for variables measured on 8tapel scaleand the Likert scale results for
calculation of the Cronbach alpha coefficient arable 3):

Table 3 — Results for reliability analysis — sc&eonbach Alpha

Item - total statistics
Item codes Scale mean if item| Scale variance of | Corrected item -4 Alpha if item
deleted item deleted total correlation deleted

Results for Stapel scale—buying criteria

ALEGPRET 19.3933 28.5003 .2841 5419
ALEGMARC 20.6767 27.6376 2422 .5780
ALEGPROM 20.6633 23.6421 4225 4306
ALEGSERV 21.6767 21.9988 4571 .3951
Reliability Coefficients Alpha = .5657 N of cases= 300 N of items= 4
Results for Stapel scale — information sources used

INFPLIAN 17.0367 31.4401 .5626 .6888
INFPRESA 16.9200 31.7060 .6118 .6585
INFPRET 15.8733 36.9538 .5015 .7203
INFVANZA 17.4500 35.1112 .5245 .7081
Reliability Coefficients Alpha = .7526 N of cases = 300 N of items= 4

NOTE for Items codes: 1) price -ALEGPRET, brandl-E&sMARC, promotions/offers - ALEGPROM,
post-sale service — ALEGSERV. 2) promotional laafleNFPLIAN, special press — INFPRESA,
recommendations of friends - INFPRET, recommendatiaf sellers — INFVANZA.
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For criteriaused in acquiring goo, thealpha coefficienof 4 itemscale validity has a
value of 0.57 proving thagcale has an average precision le. Moreover if we remove th
first item (price), the alfna coefficient concerning validity of the three mning items
(brand, promotions, postale servic) decrease$o 0.54 and as long as this is a very si
change, it is better to keep the first iteprice. This issue reveals that, households in T
Mures are price sensitive in the buying process oalda goods. This aspect is explaine
considering that, a very high percentage (40%) aiskholds in the study, are made
pensioners, whose income is low compared to ther ¢yipes of householc

For information sources used in acquiring go, the alpha coefficient concernii
validity of the 4 itemscale has a value 0.75 proving that the scaleas a good precisio
level removing the first item (promotional leaflets) le@aglto declining alphicoefficient to
0.69, a significant decline indicating that theserses are important in buying go.

For variables measurinpromotional influences in buying a commo®and those
measuringattributes taken into account in purchasing duragieod®we wantd to test if
included variables measure in fact these promotiofiaences, results being shownTable
4,

For attributes taken into accounting acquiring go, we have used both analy
methods of item validity, results being showrTable 4. As thragh the first method, a vall
of the alpha coefficient was 0.72 we conclude tlaatables are measured on a scale wi
good precision level, issue also sustained by tesifiithe second method, sf— half, where
the Spearman Brown validity coefficent has the value d3.66 showing a mild to goc
precision.

4.2. Presentation of results Wilcoxon test

Most variables are measured on nominal or ordinales, and therefor we consider it is
useful to testranks of ordinal variableswithin sampling. Thereforéhe Wilcoxol testhas
been used for linked scoréanks.

Within the research we requested respondents tothen‘price’ variable one on th
Stapel scaldproviding scores/ranks) with values between 1 @ncdmpared to other thr
variables promotions, brand, pc-sale servicgconsidered as a criterium in selecting go
again as attribute evaluated on a scale froml &dobgside other 11 attributes, aiming
notice if ,evaluated by several attributprice variable still has the same ra.

In the first case, it achieved the highest scanethe second case it has been ¢
beyond by another attribute, namequality”. Therefore, we considered useto test the
differencesbetween the two me ranks considered to have a relational ire as they were
provided by the same respondents. Results achmitedthe SPSS software as a resul
applying thewWilcoxon tesare summarized iTable 5.

It is therefore noticed that the numbeinegative differences 275 and thospositiveare
10 and l4non-existent differenc, for a significance leved < 0.05, Z rank has the valu-
14.303) it means that, the difference betweenlteranks is significant and hence, toget
with several attributes than those taken into astwhen the Stapeicale has been used, 1
price is not so important in buying goods but trguality. This result is an important one 1
retailers, emphasizing that, though price sensitoa@sumers (households respectively
Romania gives priority to quality of dutle goods, aspect due to mainly the frequenc
buying these goods.
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Table 4 — Results for reliability analysis — sc&leonbach Alpha for information sources and
attributes that are taken into consideration wheyirty durable goods

Items codes Item - total statistics

Scale mean if | Scale variance of Corrected item+ Alpha if item

item deleted item deleted total correlation deleted
Results for information sources
INFL_TV 9714 .0874 .0000 -.6346
INF_RAD 9714 .0874 .0000 -.6346
INF_PRES 9714 .0874 .0000 -.6346
INF_STR 9714 .0874 .0000 -.6346
INF_PMAG 9714 .0874 .0000 -.6346
INF_PRIE .9429 .0555 .0422 -1.0667
INF_GARA .9429 .0555 .0422 -1.0667
INF_PMAR 9714 .0874 .0000 -.6346
INF_AFIS 9714 .0874 .0000 -.6346
INF_NET 9714 .0874 .0000 -.6346
INF_AMAR 9714 .0874 .0000 -.6346
INF_NICI .0571 1143 -.5601 .5500
Reliability Coefficients Alpha = - .6294 N of cases= 300 N of items= 12
Results for attributes
ACHMARCA 40.9064 33.4140 .2872 .7058
ACHGARAN 40.6789 33.3865 4049 .6900
ACHPRET 40.3445 35.2131 .2260 7114
ACHSERVI 41.6589 31.3061 4225 .6850
ACHNUMM 42.5284 33.3775 .3100 .7020
ACHDSCOU 41.0100 33.2046 .3230 .7001
ACHCOMPE 41.9264 31.5382 .3829 .6917
ACHCALPR 40.4013 34.2142 .3836 .6941
ACHCALIT 40.1271 35.2791 .3594 .6992
ACHPERFT 40.5819 33.0025 4268 .6868
ACHDESIG 41.5485 31.0069 4469 .6809
ACHCONSE 40.8227 33.7168 .2647 .7090
Reliability Coefficients Alpha = .7147 N of cases= 300 N of items= 12
Split — half Method
N of cases= 300; N of items= 12; Correlation betwigms = .4937;
Equal-length Spearman-Brown = .6611
Guttman Split — half = .6611;Unequal-length Spearman-Brown = .6611; 6 Itemsairt p.6 Items in part.2
Alpha for part 1 = .5484.Alpha for part 2 = .6144

NOTE for Items codes:

1) TVcommercials — INFL_TV, radio commercials -INRAD, press commercials -INF_PRES, street boards -
INF_STR, promotional leaflets of shop -INF_PMAGyva of friends or acquaintances-INF_PRIE, provided
warranty -INF_GARA, promotional leaflets of brandsINF_PMAR, posters in and on public means of
transport -INF_AFIS, internet commercials -INF_NE#he same brand that has already been used -
INF_AMAR, no influence -INF_NICI. 2) Brand -ACHMARAS, provided warranty -ACHGARAN, price -
ACHPRET, post-sales service -ACHSERVI, shop nam€HNUMM, provided discounts ~-ACHDSCOU,
personnel competence -ACHCOMPE, quality-price rai€@HCALPR, product quality -ACHCALIT, product
technical performances -ACHPERFT, product desigBHBESIG, energy consumption class —~ACHCONSE.

Table 5 — Results for Wilcoxon signed ranks test

Variables tested Ranks N Mean rank Sum of ranks
Price_Stapel scale variable Negative ranks 27% 145.89 40118.50
Price_11 attributes variable Positive ranks 1d 63.6b 636.50

Ties 14

Total 299
Recommendations/advice of friends_ Negative ranks 299 150.00 44850.p0
Stapel scala variable Positive ranks Q 0.00 0.00
Recommendations/advice of friends Ties 1
variable_10 variables Total 300
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We have also applied the Wilcoxon test for "recommendationsdvice of friends
variable that, measured on tStapel scaldhas achieved the best rank compared to ¢
three variables special presspromotional leafletsandrecommendations of sell)) and that,
measured alongside other 10 variables has achthe second rank, being gone beyonc
“TV commercials the results achieved with SPSS being showiTable 5.1t is therefore
noticed that thenegative differenci are 299 and thpositive onesare 0 and inon-existent
difference for asignificance levea < 0.05, the Z rank has a value df%-028) meaning th:
the difference between the two ranks is signifiGard hence, alongside several attributes
those taken into accoumthen the Staple scale has been 1 “advice of friend” are not so
importart in buying goods buTV commercialhave a higher influencon the decision of
buying goods This result emphasizes that, Romanian consunrersnfiuenced and tru:
information shown in TV advertisements, thus prguineir efficiency for these gooi

4.3. Presentation of results processing of multiple choice questior

As the question in questionnaire with regards ® pitace where households within san
buy durable goods, contains multiple choice ansy(Table6), we consider it is necessary
test the significance of percentages obtainedisogihestion, their distribution of the answ
being found in Table 6.

Table 6 Distribution of commodity acquisition plac

Response version Hypermarke | Supermarket| Special shops Interne Anywhere
Number of answers 89 20 128 9 74
Relative frequencies 29.7 6.7 42.7 3.C 25.0

Testing of proportion conformity in case of a mpiki choice questic—has the following
formula and was the base for testing significant@escentages achieved hypermarkets
and specialty shopsas buying place of durable goc

P, - P, where p = percentage achieved frc
t. = specialty shops
\/ [ (1_ pl) P, (1_ p2)+ 2( P.* P, — p12) p, = percentage achieved by hyperms
n p12 = common percentage of the b
response versions

We consider the valuef p;.equal to 0, hence it resultst 2.677 that has a higher val
than its theoretical value for a probability of 9§ 1.96 respectively, and it results that,
difference issignificant for a proportion of 95% of householdsd thus special shs
represent the main place of buying the durable goém households in Tir¢ Mures
municipality.

4.5. Presentation of results ANOVA

Considered often aan extension of the t test of testing two meansORNK allows the
testing of means in case when independent variable shows more than three waythii\
the marketing research concerning the durable gowaiket in Tirgu Mures, respondel
have been required to evaluate means of the Stapel scale, built on range 1 (do:
influence) — 10 (it infhences very much) four criteria used in buying bleayoods price,
brand, promotions/offers and p-sale servicerespectively, mean rank related to the p
variable ranking this variable to the first placBistribution of ranks provided tthe price
variable —dependent variab — of those 300 households in the sample, differesdi
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according to the education level of household headndependent variable-is shown in
Table 7.

Table 7 — Distribution of scores according to edioca level of household head and
descriptive statistics of ANOVA

. Scores St.

Educationlevel 1531727 5] 6] 7] 8] 9] 10 " | ™| deviation
Elementary school 1 1 3 1 6 8.33 151
(4 classes)
Secondary school |, 1 3| 1 2| 10| 19| 779 314
(8 classes)
Vocational school 1 1 2 2 5 7 1p 13 40 83 8.60 91.8
High school/career
training school/ 1 1 1 5 6| 12| 13| 36 28 37 141 8.01 1.97
technical/foremen
College / university] 1 1 5 7 1 4 6 6 10 41 7.17 522.
Posigraduate 1 2| 4| 3| 10| 880 123
education
Total 5| 2| 3| 12| 15 23 2§ 56 56 101 300 8.08 2.13

Starting from these data, we shall apply ANOVA wihsingle factor to evaluate
statistically the impact of education level on pdavg ranks for the price” criterium in
acquiring durable goods; we use the SPSS softvaarddta processing, the null hypothesis
Ho beingequality of means of the six categories of edundauels

From data illustrated in Table 7are noticed themadascriptive statisticshenumber of
cases, meanachieved by theprice criterium typical to each education level astdndard
deviationon each education level and on total sample, réspbc Therefore it is noticed
that, between the means of the six education lemasdifferences and, if these education
levels would be regrouped in 3 levefgjmary, secondaryand higher, respectively so as
elementary and gymnasium education correspondshdoptimary level, we notice that
between the two levels are differences between sn¢a33 and 7.79). For the secondary
level we group vocational school and high schoodfeatraining school/ technical school/
foremen, the means of the two are different (8/&d A417).The same thing being valid for the
last regroup, the higher level comprises collegaiversity and postgraduate studies, the two
means being 7.17 and 8.80.

The results of ANOVA are illustrated in Table8, theatio being significant at 0.013 as
being lower than 0.05 and is achieved by dividimg $um of deviation squares from the mean
between groups to the sum of squares from the medhs groups that provides us an F
ratio equal with 2.928. That means that theresgaificant difference between the six groups
and thereforéhe null hypothesis is rejected

Table 8 — ANOVA results

Sum of Squares df Mean Square F Sig.
Between Groups 64.468 5 12.894 2.928 .013
Within Groups 1294.769 294 4.404

Total 1359.237 299
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In conclusionthe education level has a significant influe (F = 2.928, p = 0.013) ¢
the price as important attribute that is taken sansideration in buyir durable goods

As a result of applying ANOVA with a single factimr sampling data related to tprice
attribute as the governing attribute of buying thleagoods, the conclusion is thatnot a
significant group factorand therefore the group ofe 300 households according to f
education level is also influenced by other atti@isuthat have relatively high ranks that
close to the price attributdhe final conclusion being that, regardless the atioc level,
household heads take into conration the influence gathered by these attributmsaly
price, promotions, brand and p-sale service in the decision process of buying laal
goods. Hence between the six education levels ofditmld head there are percept
differences of price aattribute they have taken into consideration whenirig durable
goods, issue that is explainable as people witedarcation over average, have function:
jobs that are paid better and hence acquisitiazepsi not a critical factor in buyinggood.

4.6. Presentation of results ; bivariate test

In order to test if there are significant differeacstatistically in line with the sor
demographic characteristics of household heage, education level, occupational stai
gendej and household nimber of people in household, households with childinder 1¢
years or without childrenwith regards tacquisition way, acquisition place and acquisit
period of durable goodsve have used tty? bivariate test, its results being shown structt
in Table9, being only retained the results with a statdtsignificance level lower than O.!

Table 9 — Results fgf bivariate tes

2 2

Tested null hypothesisH,

4

calculated

df

Asymp.
Sig.
(2-sided)

4

theoretical

Conclusions

1. There are no sigrigant difference, statistically, as regardacquisition place according to

1.1. Number of people in househ 11.357 6 .078 10.6¢ Hois rejected
1.2. Gender of household head 11.490 1 .001 10.8: Hy is rejected
1.3. Education level of household he 13.827 5 .017 12.8: H, is rejected

2. There are no significant differeng, statistically, as regardacquisition wayaccording

to

without children

2.1. Education level of household he 14.615 10 .047 18.31 Ho is accepted
2.2. Occupational status of household h 53.778 | 16 .000 39.2¢ Hy is rejected
2.3. Age of household head 17.185 8 .028 17.5: Ho is accepted
2.4. Households with ddren and thos: 15.986 8 .043 15.5] Hy is rejected

3. There are no significant differeny, statistically, as regardacquisition per

iod according ta

3.1. Number of people in househc 28.655 | 18 .053 28.8i Hy is accepted
3.2. Age of household head 19.624 | 12 .075 18.5¢ Hy is rejected

3.3. Occupational status of household h 49.726 | 24 .002 51.1¢ Hy is accepted
3.4. Education level of household he 19.617 | 15 .087 22.31 H, is accepted

The final conclusion obtained as a result of apglythe® bivariate test for testin
differences related to acquisition place, acquisitperiod and acquisition way concern
durable gods in line with various soc-demographic characteristics of households in
sample and of household head, empha that:

» There are differences related to acquisition | (supermarket, hypermarks
special shops and from internet, respect) accading to the number of people
household, gender and education level of housediedd
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 There are differences related to acquisition wadly(iuhen buying or by
installments, respectively) according to the octiopal status of household head
and by having or not children under 18 years wieousder family sustenance;

* There are significant differences related to adfjars period (festive season,
promotional periods, any other period of the yeaspectively) according with the
age of household head.

5. Conclusions and future research directions

We have therefore emphasized through this reselaycmeans of various statistical methods,
that, in the relation between Romanian consumetailer, exogenous factors provided by
social factors such as: income of household, setadilis (quantified in this research by means
of education level and occupational status) havapr influence, both as regards acquisition
of durable goods inwardly, as well as perceptiontlo$ relation, quantified in research
through variables such as: post-sale service anideadr recommendations of sellers.

However, on the other hand, in the relation consumeetailer, promotion policy is an
exogenous factor that is as important as in inftugmn the buying decision of these goods.
Thus, we have emphasized a paradox, in fact anteharre of Romanian consumer behavior
and especially immaturity of Romanian market on baad distrust of consumers in sales
personnel, and on the other hand, the confidenadimmercials used on various carriers.
Moreover about this feature, the previous reseafchuthor outlined and emphasized the
innovative character of Romanian durable goods woes but....unsupported by its buying
power.

Also, according to Eurostat data related to coastretail volume annual growth rate
2000 — 2010, if within EU — 27 countries, the growates have registered values between (-
1.7) in 2009 and (+3.3) in 2000, in Romania thewevth rates have registered values that are
tenfold than average in EU — 27, (9.9) in 2009 ealdes between (+8.3) in 2003 and (+21.1)
in 2007, respectively. Thus we conclude that thailrenarket in Romania has not maturated
yet as well as the markets from the other EU Men@mintries, extending, the same is with
the durable goods market.

Financial implications of the loans made by Romanmuseholds in order to buy
durable goods have consequences on the finangiilifigasystem in Romania that are visible
in the economic recession period.

For the marketing researcher it is important toarthe consumers’ opinions in order to
discover what kind of problems and needs have eoass how they occurred and especially
how they will lead them to the goal of buying a somer durable. By gathering such
information, stimuli that are interesting for a certain product candeatified and marketing
programs focused on these stimuli can be carried-ou

This research has some limits. One of them woulthbeeriod of research, year 2011
respectively, when the economic crisis effects feltRomania due to the international
Eastern-Western gap. Another limit is that resedrad as location a city in the Centre
development area in Romania, area that is more |laje»@ economically and hence
perceptions are significantly different comparedid@ss developed areas in Romania. As a
result, research should be started again and eedefa applied simultaneously) in another
development area in Romania.
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’As a matter of fact the author considers that #@s’also had a major influence in economy, thattape
significant rise of household expenses for durajdeds also led to an ,nstauration” of family incem
reallotment for durable and non-durable goods.

*T. Hira mentions as a sustaining source of thiseigshe study carried-out by the “Ladies Home Jdiinal 901
—1941. In that time, the publication concerneddased both the number of pages dedicated to @éugmalds
advertising and the size of advertising spaceedlgd durable goods.

“TV commercials, radio commercials, press commescitteet boards, promotional leaflets of shopsicadbf
friends or acquaintances, provided warranty, praonal leaflets of brands, posters in and on publ&ans of
transport, internet commercials, the same brandhdmalready been used, no influence.

brand, provided warranty, price, post-sales servighop name, provided discounts, personnel
competence,quality-price ratio, product quality,oqurct technical performances, product design, energ
consumption class .



