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Abstract: Consumption plays an active role in the economy, representing a time of breeding,
and interrelated with the production, distribution and exchange. Also, consumption can be
defined as the process by which the target based on the economic results achieved, on the
society as a whole, on entities, on institutions , social organizations and on each individual
meeting their needs.

The consumer is the main topic considered by marketers, knowing the needs of the market and
their behaviour being absolutely essential in marketing decision making. It can be considered
consumer any economic subject whose behaviour is directed towards individual needs of
micro group affiliation. This concept refers not only to the field of real existence, but is
extended and the assumptions that lead to awareness of the act of purchase.

Consume and consumers represent the Alfa and Omega of the good rule of the business.
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Introduction
The road from the consumer need (as a way to cover the need) crossing several sections in the
following order:

Production — Distribution — Exchange — Consume

So to reach consumers (to extinguish different needs), goods having such a destination must first be
produced. In the second stage, all participants in the production process (employees, shareholders,
state) fall in the distribution (sharing the result of production), in which each party receives its own
part (wages, profits, taxes). With what has been assigned, in order to cover the needs, the participants
in the production and distribution only rarely consume directly what they were assigned, most often
they should take part in the exchange process. Only in the end the goods obtained from the exchange
enter the consumption process.

Thus, if a need is satisfied, it is necessary; first, that there is the production of goods (resources)
required settling them through consumption. According to the optics of marketing in order that a good
reach better into consume (and bring profit developer), it must be made in full compliance with the
needs and desires of the consumer.

Leaving aside the natural economy, the production of goods is the general form that production can
take for a long time, it being simple or capitalist.

The simple production of goods is the one in which the specialised and autonomous producers invest
capital aiming to produce goods not for their consume but for the consume of others, the main goal
being, as in the case of the natural economy, the satisfaction of the consume needs, but in more
complicated way, mediated by the market — following the scheme:

Merchandise — Money — Merchandise

The production of goods based on profit has as its basis a scheme such as:
Merchandise — Money — Merchandise

This time there are not produced goods by means of which to purchase others from the market (and
only this), but there are invested money in order to produce goods by means of which other amount of
money can be earned, the difference between the money spent initially and the money earned
afterwards being the profit of the investor. In order to get the desired profit, the merchandise produced
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by the entrepreneur should pass through the act of exchange, which is an act of selling and buying. If
this one is not sold, the production will generate losses, and in no way profit.

The selling of the merchandise is possible only if it finds buyers on the market. That is why, before
being concerned with buying, the entrepreneurs should deeply study the mechanisms of the buying
acts — the merchandise being sold only when it is demanded.

Buying is an act that precedes consumption. Leaving aside cases where buyers, consumers and policy
makers are different, and based on the criteria that (sometimes) not identical decisions about
consumption, reach the quasi-general situation when the buyer is the consumer himself. Basically to
get to consume a commodity must first be purchased. Therefore, knowing how purchasing decisions
are based is essential to the fundamental aiming to make a profit from the production or sale of a
commodity. But according to marketing dominating today's optics production of goods, the good run
of the business is assured only by buying goods. If the goods purchased are not consumed or if, after
consumption, it does not offer consumers greater satisfaction than another one (or others), purchasing
acts will not be repeated, and business will be compromised. From here one can draw the main role of
consumption offered by the marketing optics in the good run of a business.

Marketing deals with consumer purchasing behaviour primarily to teach traders how fo sell more.
Consumers should be aware, however, in order to see how to defend themselves - to avoid paying
expensive ignorance, haste, snobbery, lust or other temptations.

Marketers must know very well what people’s buying motivations are. These are mainly of two kinds:
hedonic and utilitarian.

When shopping hedonically, satisfying the pleasure, lust or caprice, people is able to pay high prices
on things really useless. On the contrary, when shopping in a utile way, they are stingy and make
calculations accepting relatively easy things of bad quality, only because they are cheap [1].

Because the act of purchase is not just a relationship between the consumer's income dedicated to
purchase and the prices of the products concerned. That is why there must be studied all the
dimensions leading to a specific behaviour.

Marketing studies are focused on the buying process in general, but consumers' purchasing behaviour.
The marketing studies are not centred on the process of buying, in general, but on the buying
behaviour of the customer.

1. Consume

1.1 Content
Consume occupy, thus, a central position within the mechanism of the economic life, having a tight
connection with the production of goods and having an active role upon it — in the way that any
economic activity, but a non-economic one also, should be finished by the consume of its results. In a
contrary situation, one can assist to the running of an inefficient activity, consuming material,
technical, financial, and human resources — without any link to meeting the consumers’ needs. On the
other hand, consume influence production of goods because it creates the motivation to restart the
economic activities. Irrespective the importance that is given to it in the different types of societies, its
role within the framework of any economy is irreplaceable. In the literature of the field we find a
whole series of definitions about consume.

Thus, consume represents an autonomous act, particular to reproduction, but at the same time an
integrant part of the economic flow situated in a tight interdependence with production, distribution
and exchange.

The consume may also be defined in short, as being the process of using products, or on a great

extent, being the objective process through which, based on the economic results obtained, the society
as a whole, the economic units, institutions, social organizations and every individual fill their needs.
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For the society, in general, and for a company, in particular, modelling the economic activity in a
direct ratio with the demands of the market supposes to be aware of the dimensions and structures of
the consume. In this way the research can be conducted on two directions:
o the research of the consume itself, as an area of using the created goods;
e finding the complex mechanisms which start the process of consume, such as: the need to
consume, the dimension, the structure and the directions of evolution of these mechanisms etc.

Regardless of the research plan addressed, consumption study inevitably calls to another concept,
namely that of the consumer, and that, since in practical reality, consumers are nothing but agents of
consumption.

Therefore, the term consumption in all its complexity, is a faithful mirror of a corporation, reflected
various social stratifications and differences, contradictions, place and role and socio-professional
groups in society. Also, "consumer behaviour" reflects to some extent, the expression of the level of
education, culture and civilization, but also the quality of the social life of a community. Therefore the
approach of consumption and consumer behaviour from a psychosocial perspective is particularly
important.

1.2 Types of Consume
There are a number of criteria for categorization consumption [2].
Thus, given the way the goods are used, their consumption is:

- personal, including a wide variety of products that are able to meet the individual needs of
consumers and highlight a number of features according to their preferences, tastes, habits,
lifestyle etc;

- collective consumption goods including durable materials or services required for the
consumption of their goods usually satisfy the common interests of consumers.

Depending on the content and purpose of consumption, it is divided into:
- productive, to produce new goods and services, etc.;
- unproductive called final consumption or consumption itself, its contents being of a very great
diversity — not only due to economic reasons but also for subjective reasons expressed by desires,
preferences, traditions, consumer habits, etc.

In relation to the nature of the products consumed are talking about:
- food-staffs consumption;
- non-food staffs consumption;
- consumption of services.

According to the way of goods supply, we can observe:
- goods consume, based on the exchange;
- self-consumption, which excludes the exchange, since the consumer is able to produce only the
necessary.

Starting from the time of consumption (and hence the nature of the products consumed), we arrive at:
- consumption on the spot, even instantaneously (for perishable food products);
- consumption of current goods (the case of food-staffs products, a wide range of non-food staffs
and services);
- consumption of goods and services of regular use (food and non-food goods, repair, maintenance,
hygiene, tourism);
- consumption of durable goods (food goods, movable and immovable goods).

According to the source of goods, we have:
- consumption of productions from different companies;

- household consumption.

Such forms can cross according to the necessary goods. For example, textile fibbers can be used as
household goods but also as in fabric plants.
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Depending on the sources of consumption insurance, there are:
- consumption from own / private incomes - individual, family;
- consumption financed from the budget.

There are other criteria for structuring consumption.

1.3 Consumption Functions
Consumption and its role arise from the multiple functions that it performs in society [2].
1. Above all, it should be mentioned the utility function of consumption, its amount being dependent
on the utility that each product has in user perception. Since the utility is defined as the ability of
goods to produce consumer satisfaction, this function is characterized by subjectivity and relativity. As
needs are different from one individual to another, their way of satisfaction meet differs, as products
differ - as well as their utility. Therefore, we can say that the utility function of consumption is an
expression of how to meet the needs of different human being, regardless of their nature. Basically,
this function is related to the needs of the first two levels of Maslow's pyramid.
2. Another function of consume is that of communication. Using a certain commodity, consumers
want to send something to others. This feature is accordance with some rational consumer needs,
which, through use, they want to satisfy. This concerns primarily the needs of the higher levels of
Maslow’s pyramid (adaptation and social integration, the assertion of self esteem and social prestige,
to have good relationships with others, etc.). By consuming, people seek to respect certain usages,
customs, and traditions, cultural and moral norms and so on, all these pertaining to the consumption
function.
3. The third function of consume is making the consumers’ difference according to their consume
behaviour. Studies have shown that, within each social category, individuals have the desire to assume
a more favourable position in the social hierarchy. Joining a certain way of life by consuming certain
items (house, car, artwork, and jewellery) is not only physiological needs but also the desire for
affirmation and differentiation of the consumer opposite their friends, rivals, colleagues, neighbours,
etc.
4. Closely related to the function of differentiation there is the imaginative one (illusory) of
consumption that determine certain people (especially those who consider themselves marginalized) to
consume products (drugs, alcohol) considered, in an illusionary way, that it would be able to abolish
their sense of alienation. Most often, however, this consumption causes the negative effects, increasing
the feeling of alienation. No question that this function can lead to the same categories of people the
consumption of other goods (books, shows, sporting events) which can enrich them spiritually or
transpose them imaginatively in the position of positive characters as they found in such sources (a
fact causing improvement of the mental status and of their social evolution in the environment they
live in).

2. Consumers
A business can be run only if it is based on products first, to be sold (and therefore purchased) and
then consumed. In other words, turning them into income (i.e. profit) is only possible when they find
on the market their buyers and consumers.

Depending on the "distance" that is to the act of consumption, people may find the following posts:
non-consumers, former customers, potential customers, occasional users, current consumption etc.
They can be assembled in groups like: buyers- consumers, buyers- non-consumers (delegates) etc. The
cases where the person who buys that product is not the user are very frequent - as those in which the
person making the decision to purchase is not the one who is acquiring the product. The buyer is the
person who offers, accepts and pays a price for the purchase of the product which may be (or not)
used by them, while the consumer is the person who acquires, uses or consumes as final destination,
different products or services.

Most often, the consumer behaviour influences the buying behaviour also. Therefore, the issue that
should concern the entrepreneur is known under the general name of client (client being the preferred
term of the consumer, buyer and so on, because it incorporates others also). Actually, when we talk of
client we have in mind all the roles that they play in direct relation to a particular act of purchase. If
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each of these the person doing the act is interpreted by another person, the term client refers to the
whole people united for their interpretation. It is about their roles of:
a) the person who prescripts or (counsellor), played by the person (or institution) who
recommend the use of the company;
b) the person who incites the act of buying, owned by the person who comes in the group (or the
company) with the idea of buying that product;
c) the person informing, interpreted by the individual providing the information necessary to
support the purchasing decision;
d) the decision maker, played by the person who decides that the product is purchased,
e) buyer, owned by the person responsible for purchasing the product;
f) financier, played by the person making the payment of acquisition;
g) consumer, the latest (and not only) being one of the roles to which we refer here.

Conclusions
Marketers have the task to identify people who play each role, in order to find the best solutions for
each of them to attract and satisfy the company offer at the highest level, because each is important.
As long as the consumer is other person than the one to decide on the purchase, than actually buying
the merchandise, than the one who pays and so on, the concentrating the marketing focus only on their
actions could be a great mistake [3, 147-197].

The consumer is the main topic considered by marketers, knowing the needs of the market and their
behaviour on the market it is absolutely essential in funding the marketing decision making.

Consumer can be considered any economic subject whose behaviour is directed towards individual
needs or the ones of the micro group affiliation (family, household). The concept of consumer
concerns not only the field of commodities existence, but it can be extended upon the cognitive
processes, that means on the premises that lead to awareness of the act of purchase. It can be
understood only by looking at it in relation to its peers, emphasizing the social nature of this category.
The circumstances in which the consumer buying process is taking place and in which, it often
involves persons other than consumers and may depend greatly on their behaviour.

The most comprehensive approach of the behaviour studies are those oriented towards a complex
topic, exercising all the roles listed, no matter what we can name them: buyer, customer or client. As a
result, between phrases buyer’s behaviour and consumer’s behaviour preferably would be the one
called consumer’s purchasing behaviour.

Trying to solve any problem in the field of marketing starts from the consumer, as this term defines in
fact the world, with its diverse needs and interests. In general, consumers approach is an approach not
lacklng complications, as they:
are very different from each other;
- act emotionally rather than rationally;
- act differently in different periods of time (respond differently to the same stimulus in different
periods of time);
- can be convinced of a certain company or its competitors to change options.

People buy what they want (not necessarily what they need). Therefore, you will never be able to
make a perfect prediction of consumer behaviour, consumer - oriented marketing approach must be
based in the four “P’s”: product, placement, price and promotion.

The economic crisis has brought significant changes in consumer behaviour, and these changes have
significant consequences for all companies with marketing orientation. To stay in the attention of
buyers, companies are forced to go through radical transformations in order to adapt to these changes.

Studies have identified the following trends among consumers [4]:
- breaking boundaries in market segmentation - consumer defying the limitations of traditional
market segmentation (online shopping - while claiming personal contact with people from
buying-require individualized service, communicate in group social sites etc.)
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weakening brand loyalty - consumers thus causing companies to find new ways to attract
customers;

increased desire for personal communication - consumer confidence increasingly migrating from
traditional channels of mass communication to digital, the bloggers are the new spokespersons
(which offers huge advantages to companies which will know to gain their digital consumer on
their side);

consumer’s transformation in a partner - new customers wishing to become co-designers of the
products so that the goods are made, sold, delivered and maintained in a way that suits them etc.

All these changes require companies:

to engage themselves in a dialogue with consumers - based on a new type of listening and
communication (neutral forums governed by different rules);

to customize the products according to customer preferences;

provide relevant services to consumers across multiple channels - they claiming price policy
consistency, quality and branding etc.

consumers be transformed in business partners, etc.

The one who sets the tone to changes into the market is the consumer. Their sovereign role results
from the fact that the structure of their request, they will influence and determine the type, quantity of
goods, price, distribution - and thus the amount of profit in business. This role is defined by economic
theory under the concept of consumer sovereignty [5].
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