Abstract. Abstract: The analysis
of the consumer behavior has
become one of the most important
aspects in the way companies
make their decision and the way
they develop their strategy.
Knowing the motivation and the
behavior of buying of the
consumers can help companies
develop their strategy accordingly
and by this to convince the
consumers to buy more. Besides
this, the behavior of the consumer
is a good reflection of the image
of the society, its values and its
important aspects. So knowing the
motivation of buying doesn’t only
give directions to companies for
their strategy, but also shows the
development of a society.

The facts presented in this article
are based on an experiment about
the behavior of the consumers in
different retail formats in
Romania. More precisely, from
the observed behavior of the
Romanian consumers there were
build six clusters, which present
the way consumers shop and the
product groups which are more
important for them. There are
presented the methodology of the
Ward cluster analysis, the
characteristics and some
demographic data of the clusters.
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1. Introduction

The analysis of the consumer behavior is not only a key factor for the success
of companies, but also gives a good insight in the way the society in which the
consumers live, its orientation an its values. As Solomon et al. mention without
understanding the way the consumer feel and think, it is almost impossible for a
company to offer the products he wants and in the way he wants. This fact is amplified
in the recent years by the fact that the bought products don’t represent anymore just
some things which cover their needs, but they also describe the way the consumer is.
Consequently the consumer buys the products not only to have them, but also to
define his image, express his personality and consolidate his image in the society
(Solomon et al., 2010, p. XIV). Knowing the behavior and the complex motives which
drive the consumer to buy products helps not only the producers, but also the retailers
to develop their strategies (Dabija, 2011). Moreover within the orientation of the
marketing towards creating a relationship to the customer, these strategies influence
more and more the vision and the mission of the companies, helping them to find new
orientations (Pop, Vladoi, 2009, pp. 220-225).

In this article there are presented some behavior clusters of the Romanian
consumer, based on a research about the cognitive and emotional decisions of the
Romanian consumer. As it is known, the heterogenious population can be divided into
more homogenious groups depending on some similarities in their behavior or beliefs.
From a marketing perspective, it is sometimes easier to address to these small
homogenious segments then to the whole population. Each of these segments has its
own perception on products or different retail formats depending on their habits,
values or beliefs. In this article there are defined and presented the clusters of the
Romanian consumer, depending on the product types they buy more often or seldom,
about their behavior at each product group and some demographic aspects.

2. Methodology of the determination of consumer behavior clusters

There were two steps in the determination of the cluster of Romanian
consumer behavior. The first step was the collection of data and the second step was
the determination of cluster with the help of the Ward cluster analysis in SPSS and
interpretation of data.

For the collection of data an experiment was done, which had as objective the
analysis and exploration of the cognitive and emotional reactions in the buying
behavior and to determine the rationality from the point of view of the consumer. It
consisted out of three parts. The initial part questioned the respondents on their initial
purpose and desires of the buying process such as the products he wanted to buy, the
amount of money, he wanted to spend and so on. The second part consisted out of an
observation regarding the buying behavior. There were analyzed the reactions in the
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buying process for several product groups. The third part included a survey, which
should explain the aspects observed in the previous part, regarding the motives of
buying the products. The marketing-experiment was conducted in the period
December 2010 — February 2011 in different retail formats in the main cities of
Romania. There were observed 146 persons, which were chosen randomly by the
interviewer. The only aspect which was considered in the marketing-experiment was
that the number of female respondents should be equal to the number of male
respondents.

The cluster analysis was done based on the observed behavior of the
consumers for different product groups. The first issue which was checked was the
correlation of the different factors with the help of the factor analysis in SPSS. The
factor analysis helps reduce the number of influencing factors, depending on some
similarities (Backhaus, et al., 2000, p. 252ff). The MSA values in the Kaiser-Meyer-
Olkin criterium indicated a miserable to mediocre adequacy of the data for a factor
analysis, so as a consequence the cluster analysis was done based on the initial factors
(Backhaus, et al., 2000, p. 269f). Actually the correlation among the factors was not
strong enough to substract other factors but the mentioned initial ones, so that the
cluster analysis was done based on these.

In order to determine the cluster the Ward method was used. In comparison to
other cluster procedures, the Ward method divides the respondents into cluster, based
on their homogenity. The clusters are built so that the heterogenity of the group should
be as small as possible (Backhaus, et al., 2000, pp. 359ff). With the help of the elbow-
criterium in the Ward analysis and based on the results of the Dendogramm, there
were set 6 clusters. The inclusion of the respondents in the 6 cluster was done with the
help of the SPSS. After the determination of the clusters, these were analyzed to see
the characteristics of each of them.

3. Analysis of consumer behavior clusters in Romania

The cluster analysis based on the observed results has revealed 6 types of
typologies for the Romanian consumer. These six typologies are presented in the
following.

Cluster 1: The consumer of natural products

The first cluster of consumers is named “the consumer of natural products”
because he prefers products like milk products, fruits and vegetables, meat products,
bread products and all types of beverages. This type of consumer stops only seldom at
product groups like cans, cooked and half-cooked products and cleaning products.

As it can be seen in Figure 1, 92.3% of the respondents don’t stop at the
product group cans, which might indicate the fact that they prefer natural products in
opposition to the preserved ones. Other two groups of products which are not that
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often visited by this type of consumer are the cosmetic products (76.9% of the
consumer don’t stop at this product group) and cleaning products (69.2% of the
consumers don’t stop here), which indicates again the fact that they prefer natural
products and rather dislike the chemical products offered in the store. Other two types
of products which this type of consumer is not very font of are the cooked and half-
cooked products. So, 84.6% of the consumer don’t stop at the cooked products and
61.5% don’t stop at the half cooked products, which indicate the fact that they rather
buy traditional products, which they can prepare at home.
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O Didn't stop at this group of products

O Watched and analyzed the products without taking one

O Watched and analyzed the products and took one

O Took aproduct, watched also other products and changed his opinion
O Took directly a product

Figure 1. Observed buying behavior for Cluster 1

The product groups which are most preferred by these consumers are fruits
and vegetables, dairy products and alcoholic and non-alcoholic beverages. All the
respondents have stopped at these product groups. Regarding the type of behavior for
these product groups, the preponderant behavior was the one in which the consumers
took directly the products they liked, showing that they know what they buy. So
92.3% of the consumer took directly the diary products they like, while only 40% of
the total sample did so (Pelau, 2011b, pp. 101-114). Only 7.7% have also analyzed the
other products from this category. In the case of the fruits and vegetables, 61% of the
consumers took directly the products they wanted, while 23.1% have analyzed the
products before choosing one. Despite their natural orientation, these consumers buy
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alcoholic and non-alcoholic beverages. So 76.9% of the consumer go directly to the
non-alcoholic beverages they like and 53.8% of the consumer do so for alcoholic
beverages. In the case of the alcoholic products the behavior is more analytic, so
30.8% of the consumer analyze the product they want and 15.4% of the consumer take
one product and change their mind afterwards. In the case of meat and bread products
the consumer have a mixed behavior, both analytical (38.5%) and targeted (23.1%).

In this cluster 61.5% of the consumer are men, which can be an explanation
for the high rate of buying of alcoholic products. In comparison to the other cluster,
these consumers are younger, with an average income. For 69.2% of these consumer
the purpose is to buy products for one week, while only 30.8% came to the store
because they have needed something. The preponderant behavior for this cluster is
went directly to the products he needed but also watched other (46.2%), while they
went directly to needed product is represented with 23.1%. The time spent in the shop
ranges between 30 minutes and 2 hours and has an average of 76.1 minutes.

Cluster 2: The consumer with a healthy, traditional, non-alcoholic lifestyle
The second cluster was named “the consumer with a healthy, traditional, non-
alcoholic lifestyle” because he prefers natural products like diary products, fruits and
vegetables and bread, but in comparison to the first cluster, they consume less alcohol.
Similar to cluster 1, this type of consumer doesn’t stop too often at product groups like
cans, cooked and half-cooked products. In opposition to the first cluster, they stop
seldom at alcoholic products and they stop more at cosmetics and cleaning products.
As mentioned above, this type of consumer doesn’t stop too often at product
groups like cans, cooked and half-cooked products and alcoholic beverages and when
they stop they have a rather analytical behavior. So 88.6% of these type of consumers
don’t stop at half-cooked products and 84.4% don’t stop at cooked products. Despite,
these high percentages, 6.8% of the consumers analyze the product group half-cooked
products but they don’t buy anything and 11.4% of the consumers analyze the product
group cooked products without buying anything, Actually only 4.5% of the consumers
buy something in these product groups after analyzing the products. A similar
situation is in the case of alcoholic products. 79.5% of these consumers don’t stop at
this product group, while 13.6% stop at this product group, without buying anything.
As it can be observed in Figure 2, for the other product groups, the behavior of
the consumer varies among buying directly and analyzing the product. The product
group at which most of the consumers of this cluster stop is dairy products. 95,5% of
the consumers stop at this product group, from which 56,8% buy directly the products
and 27.3% analyze the products before buying them. Another frequently visited
product group are the fruits and vegetables. In comparison to the whole sample where
28.8% of the consumers don’t stop at this product group (Istudor, Pelau, 2011, pp.
1759-1764), only 11.4% of this cluster don’t stop at the fruits and vegetables. In this
case, the consumer have an analytical bevavior, 45.5% of the consumer analyze the
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products before they buy them. In comparison to the previous cluster, these consumers
stop more at cosmetics and cleaning products. In case of the cosmetics they have a
rather analytical behavior (38.6%), while in the case of the cleaning products the
behavior varies, 29.5% take directly the needed product, while 38.6% of the
consumers analyze the products they buy.

In this cluster 59.1% of the consumers are women and they have an older age
average then cluster 1. The main shopping purpose for this cluster is that they came to
buy something they have needed (50%), while only 43% came to make they shopping
for a week. The time spent in the shop varies from 15 minutes to 3 hours, with an
average time of 64.5 minutes. The preponderant buying behavior is took directly a
product, but also analyzed other products (38.6%).
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Figure 2. Observed buying behavior for Cluster 2

Cluster 3: The consumer who enjoys he’s food

The main characteristic of this type of consumer is the fact that he stops at all
types of food in the same amount and less at near-food and other products and for this
reason he was named “the consumer who enjoys he’s food”. For the different types of
product groups, his behavior is different.
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The product group, where he stops least is “other products”, where 70% of the
consumers don’t stop and 15% of the respondents stop, but they don’t buy anything.
Other products groups which are not frequently visited by this type of consumer are
the cooked products, where 55% of the respondents don’t stop and other 35% don’t
buy anything, even if they stop. In the case of the half-cooked products 50% of the
respondents of this cluster don’t stop. In the case of the cosmetics and cleaning
products 45% and 50% of the consumer don’t stop, while for the cleaning products
most of the consumer have an analytic behavior (40%), while for the cosmetic
products the behaviors differs. In comparison to the first two clusters, there is no food
product group where this type of consumer doesn’t stop.
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O Didn't stop at this group of products

0O Watched and analyzed the products without taking one

0O Watched and analyzed the products and took one

0O Took a product, watched also other products and changed his opinion
O Took directly aproduct

Figure 3. Observed buying behavior for Cluster 3

If we analyze the type of behavior at the product groups, where this consumers
stop, we can observe that he has a different behavior. In some cases he goes directly to
the needed products, as for instance cans (70%), bread products (65%) and non-
alcoholic beverages (60%), showing that he knows what he wants. Besides this, these
are also the products groups, where the products don’t differ too much. There are also
other product groups, where this type of consumer is more analytic then the whole
sample as for instance fruits and vegetables (55%) (Istudor, Pelau, 2011, pp. 1759-1764).
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Besides these, there are product groups, where he has a mixed behavior as for instance
dairy products and meat. In both product groups, there are simple products, where
there is not much to choose, but also specialities. As for instance the product group
dairy products, contains both milk where you don’t have to choose very much, but
also cheese, with its specialities. The same happens in the case of meat.

This cluster is equally represented by men and women, within different age
groups and income classes. The preponderant general buying behavior is went to the
needed products, but also watched other (40%). The main buying behavior purpose is
to buy things for a week (60%). The average time spent in the store has an average
value of 70.5 minutes.

Cluster 4: The hurried consumer, who knows what he wants

The consumer in this cluster was called the “hurried consumer, who knows
what he wants” because he doesn’t stop at too many types of products. The product
groups where he stops most are alcoholic and non-alcoholic beverages, with 51.9% for
each of them. For this reason, it is assumed that he stops only at the product groups he
is interested in. At the product groups, where he stops the consumer has different types
of behavior.

The product groups, where this type of consumer stops least are the cans and
the cleaning products. 92.6% of the consumer don’t stop at these types of products. In
opposition to the previous clusters, where most of the consumer stop at dairy products,
88.9% of these consumers don’t stop. Fruits and vegetables are also a product group,
where 81.5% of the consumers of this cluster don’t stop. In the case of half-cooked
products 81.5% of the consumer don’t stop, while in the case of cooked products,
74.1% don’t stop, while 11.1% of the consumers stop, but they don’t buy anything.
Similar percentages are also for the product groups bread, where 74.1% don’t stop and
3.7% don’t buy this type of products and meat, where 70.4% don’t stop and another
7.4% don’t buy any products.

As it can be seen in fig. 4, the product group, where this consumer stops most
frequent are alcoholic and non-alcoholic beverages (51.9%). In the case of this product
groups, the behavior is similar, but not the same. So 22.2% take non-alcoholic
products directly, while 29.6% do so for the alcoholic beverages. 11.1% of the
consumers change their mind after taking an alcoholic beverage. 18.5% of the
consumers analyze the non-alcoholic beverages before they buy them, while 7.4% of
the consumers do so for alcoholic beverages. Another product group, which is more
frequent visited by these consumers are the sweets (44.4%). In this case 29.6% of the
consumers have an analytic behavior.

In this cluster, most of the consumers are men (63%) and the preponderant
general buying behavior is that the consumers went directly to the needed products
(37%). The main reason for coming to the shop is to buy something they need. The
age and the average income vary for this product group. Although the consumers in
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this cluster don’t visit to many product groups in the store, the average time spent in
the store is 59.3 minutes. This value is smaller than for the other clusters, but it is high
compared to the visited product groups.

100%
oo H H H H HHHH H H H H F
so%H H H H H H H H Hedtwedd H H.F
18,1148, 1
0% 1 H Hhod b, I s e B PO B S
60% o Bl kg g | L 4L gy g 4L 1 L —o2d 1
son PN 0 0 H Hemmrer] P
4w H H H H H H H H HT+-1.-H 185+
11,1 7 ’
30%H M H trates L poefesr—=A L L
[7.4] =7 = | o 14,8
20 Mg Mo a w1t ¥ bed 1 185
10% P _%_ﬂ_ 1,41 | 17,4 2 2_29'6_18 5 - |
ov 1 g 17l Dl 1ol WOt el P Twal T 11 [T Bl 1
& o
N % oS @ & O X2 > & 7N I\ B\
F W E LS & W
< Q O ) < &
¢ & L L & 9 v &L O ©
S\ R X Q N\ ¢ & © L& <

6& L R RO N ARPC M)

SRR DT SO & & S
%% < P & N
& « S S O

& L N

O Didn't stop at this group of products

O Watched and analyzed the products without taking one

O Watched and analyzed the products and took one

O Took a product, watched also other products and changed his opinion
O Took directly a product

Figure 4. Observed buying behavior for Cluster 4

Cluster 5: The sweet tooth consumer

This type of consumer was named “the sweet tooth consumer” because he
enjoys buying sweets. It is the only category, where all consumers buy sweets. Besides
sweets he also likes and stops at all types of product groups.

As mentioned before, the main characteristic of this type of consumer is the
fact that he likes sweets. So, all consumer stop at this product group and all consumers
buy at this product group. Regarding the behavior of the consumer towards sweets, the
behavior varies between habitualized and analytic behavior. So 45.5% of the
consumers go directly to the sweet products they like, while 36.4% of the consumers
analyze the products before they buy them. 18.2% of the consumers go directly to the
wished product but change afterwards their mind. Another frequently visited product
group is bread products. In this case the consumers analyze the products before they
buy them (45.5%), while 27.3% of the consumers go directly to the needed products.
For the non-alcoholic beverages this type of consumer knows what he wants, because
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45.5% of the consumers go directly to the needed product, while only 4,5% analyze it
and 22.7% don’t stop at this product group.

The product groups, which are not frequently visited by this type of consumer
are the cans (72.7%), alcoholic beverages (68.2%) and cooked products (63.6%).

In this cluster, there are more women (54.5%) then men (45.4%) and the main
buying reason varies between “I need something and came to buy it” (50%) and
shopping for a week (40.9%). The preponderant buying behavior is “went through the
store and took the needed products” (40.9%). Despite this observed behavior, this is
the consumer who needs the least time for his shopping experience (59.09 minutes).
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Figure 5. Observed buying behavior for Cluster 5

Cluster 6: The full sortiment consumer, who has time and knows what he
wants

The last cluster was named “full sortiment consumer who knows what he
wants, but has time” because this type of consumers stops at most of the product
groups and in most cases he takes directly the product he wants. The only product
groups where he doesn’t stop to often are other products (50%), cans (50%) and
alcoholic products (35%). For all the other product groups the maximum percentage of
consumers who didn’t stop at this product group is 15%.

At the product group dairy products, sweets, and cleaning products, all
consumers of this cluster stop and in the case of sweets and cleaning products, all the
consumers also buy something. While for the dairy products the behavior varies, in the
case of sweets (50%) and cleaning products (60%) the consumers go directly to the
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needed products. The product groups non-alcoholic beverages, cooked products and
meat products are visited by 95% of the consumers, but their behavior is different.
While in the case of the non-alcoholic beverages most of the consumers take directly
the needed product (55%), in the case of cooked products (35%) and meat products
(40%), the consumer changes his mind after taking a certain product. Another
frequently visited product group, where the consumers take directly the needed
products is bread (60%). For the other product groups there is no preponderant
behavior.
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Figure 6. Observed buying behavior for Cluster 6

In this cluster, most of the consumers are women (65%). They have as main
buying objective to make shopping for a week (60%) and have a preponderant general
behavior “walked through the store and took the needed products” (45%). For this
cluster the age and the income varies. The fact that this type of consumer stops at most
product groups is also reflected in the spent time. The consumer of this cluster spend
an average time of 102.9 minutes in the store.
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4. Conclusions

The cluster analysis of the Romanian consumer shows the sub-segments of
behavior of the consumer. If we analyze the theories of consumer behavior these can
be also found at the Romanian consumer. At one extreme we have the hurried
consumer, who knows what he wants (cluster 4), which corresponds wit a rather
cognitive oriented consumer who goes shopping only to buy the products he needs. At
the other extreme, there are two clusters of emotional shopper, who enjoys this
activity: there is full sortiment consumer, who has time and knows what he wants
(cluster 6) and the sweet tooth consumer (cluster 5), who also takes his time to go
shopping. A mixed behavior can be observed at the other clusters. There are two close
clusters, the consumer of natural products (cluster 1) and the consumer with a healthy,
traditional, non-alcoholic lifestyle (cluster 2), which are both oriented to natural
products, but they differ in they way they approach the other product groups. The last
cluster the consumer of special products (cluster 3) is a consumer who is oriented
towards food products and also corresponds to the Romanian culture.

Depending on these behavior typologies a company should know, how to
develop its strategy in order to increase the buyings of the consumer.
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