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OZET

TUKETIiCININ KORUNMASINDA "BiLGILENDiIiRiLME HAKKI®" : ROMEN
KOZMETIK TUOKETICiLERI UGZERINE BiR ARASTIRMA

DIANA MARGINEAN
Yiksek Lisans Tezi
Tez Yoneticisi : Doc.Dr.BGuliz Ger

Haziran 1992

Bu c¢alasma, genelde tiketicinin korunmasinain Snemi ve
O6zellikle de taketicinin bilgilendirilme hakkinin korunmasi
konusunda vapilmistar. Tiketicilerin bilgilendirilme
dizeyleri ve gereksinimleri hakkinda kozmetik wve bakaim
urdnleri kullanan bir grup Romen tlketici ve, kozmetik ve
bakim duridnleri Jdreticisi ve dagitacas: iki sirketin
yetkilileri ile gorGsGlmistir. Arastirmanin kapsamainda yer
alan ikinci bir konu, Romanya'daki degisimlerle birlikte,
Romen tiketicilerin tiketim davranislaraindaki meydana gelen
degismelerdir.

Sonucglar, Romen kozmetik ve bakim drinleri
tiketicilerinin yetersiz ve eksik bilgilendirildiklerini, bu
konuda daha fazla ve kapsamli bilgiye ihtiyac oldugunu
gostermistir. Diger ihtiyac duyulan bir konu da, tiketicinin
korunmasi yoninde, Gretim ve dagitim sirketleri ile tiketici
korunmasainda rol oynayabilecek dernek veya diger gruplarin
faaliyete gecmeleridir.

Zorunlu veya liks olarak goriulen, arzulanan veya hali
hazirda yapilan tuketim incelendiginde, tuketim kalemlerinin
vapisi tek tek bakildiginda degistigi halde, istenilen ve
tuketilen driunlerinin miktarainda, ve zorunlu ve luks tuketim
nlarak goriulen davranislarda fazla degisim o©olmadig:i
gozlenmistir.



. ABSTRACT

“THE RIGHT TO BE INFORMED", A CONSUMERISM ISSUE:

Study on Romanian Consumers of Cosmetics
Dizna Marginean
H.B.A.
Supervisor: Assist. Prof. Guliz Ger

June, 1882

This study focuses on the importance of consumerism in
genersl snd of consumer protection through the right to
information, in particular. A sample of Romanisn consumers of
cosmetics and grooming products and two companies - a producer of
cosmetics and a distributor of cosmeties are interviewed to
sddress this ;ssue‘ A secondary issue explored is the
transformations in the Romanian environment along with an attempt
to explore the changes in consumpition pastterns of the Romsnian

consuners.,

The results showed thst st present the informstion provided
for the Romanian consumers of cosmetics snd grooming products is
insufficient sand incomplete snd there is an acute need for - more

and detsiled information. There is also a need for consumer



protection‘activities ot behalf of the producing and distributing
firms and on behslf of outside consumer protection agencies.
Further, oversll changes of the aversge number of items and
consumption sctivities perceived ss necessities, luxuries, and
consumed and wanted are not significant slthough perceptions of

items slone have chsnged.

Key words: consumerism, right to information, informstion needs,

cosmetics, grooming products, consumption petterns.
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INTRODUCTION

Consumerisnm is a well developed issue in most
industrislized c¢ountries, but it has neither been extended to,

nor adopted in developing countries, including Romanisa.

This study is an attempt to evaluste and assess the
current status of consumerism in Romsnia and tries to exsmine
some consumerism issues directed towards the consumers “right to
be informed”, with the foéus on information about cosmeties and
grooming products, along with the implications for the consumers
and the business firms. Moreover, given the present context of
the Romanian market, this investigation focuses on the real
importgnce the consumers confer to the informstion about
cosmetics and groomning products disclosed on the package, to that
offered through the media, and other sources of information, the
amount and types of information needed and provided for the
Romanian consumers of cosmetics, and what is needed to be done to
protect the consumers. A secondary focus is on general desires

and perceptions regarding major items and consumption activities.

In this context, the right to be informed is the starting
point that generstes the other consumerism issues and, of course,
the protection of the consumers. The availaQility and adequacy of
information offer the consumers the possibility to make rationsal
choices and the opportunity to get organized in order to defend

“"the consumer’'s bill of rights."



The right to safety, the right to choose, and the right to be
heard have as the most solid support the right to informstion.
These are the foundation for the policies and activities of
governments, businesses, snd other institutions that are designed

to protect consumers’ interest.

In Romaznia the new turbulent en&ironment created the proper
conditions for the rise of conflicting interests of business and
consumers, and for the changeé in consumer behavior. Therefore,
information about products started to have considerable impact on
consumers and implicitly on the firms. The problem, at least
pertiaslly, stems from the faét that all consumers cannot be
informed about all aspects of the Romanian complex market and the
marketing practiees'of companies, and'that consumers cannot mske

informed choices due to lack of informsation.

Thus, there is a need for outside agencies to undertake
certain consumer protection activities against abuses, deceit or
uﬁsafe practices or products. One of the first things to do, in
Romania, in;the way of helping consumerism activity is to pgovide

more information and more protection for the consumers at large.

To comprise the above issues, this study is organized in six
chespters. Chspter two, which is 1largely theoreticsl, 1is an
overview of several relevant consumerism issues covered in the
literature namely, definitions, historical developments in the

US, features in developing countries and in Romania, and the



right to information. To have a more accurate view over the
conditions in which consumption tzkes place, chapter three
presents briefly the present Romanian environment in contrast to
the situation under the socialist regime. Chapter four explains
the research design and methodology, the survey and interviews
actually conducted, including the sample and data collection.
Chapter five discusses the findings of the research based on the
firm and consumer study. The finsl chapter - six - comprises the

conclusions snd recommendations.



II LITERATURE SURVEY ON CONSUMERISM ARD CONSUMPTION PATTERNS

Consumerism is s well known social issue and 1is becoming
increasingly popular as time passes, since it spproaches
different dimensions of the types of problems encountered by the
consumers in today’s society. The consumer of the future will be
incressingly demsnding snd critical (Loudon, Dells Bitts, 1888),
and businesses that fsil to understand the changes oceurring in
consumeyr behsvior in the present exchange relationships will be

less successfunl than they otherwise might be.

2.1 Roots and Developments in Consumerism

Consumerism is not a recent phenomenon. In the past decades,
a social movement has srisen in United States to ensure that the
consumer voice is hesrd and responded to. This has become known

ss consumerism snd 1t pertains a variety of definitions.

Consumerism Defined

Consumerism is defined as policies and activities designed
to protect consumer rights as they sre involved in an Aexchange
relstionship with any type of organization (Engel, Blackwell,
Miniard, 1986). It is slso defined as a movement that seeks to
increase the rights and powers of buyers in relation to sellers

{(Kaynak, 1888).

Conversely, Runyvon asnd Stewart (1987) define consumerism as



a form of consumer behavior that represents the efforts of the
consumer to protect himself or herself from poor products. They
state that 1t would be incorrect to discuss the consumerism
movement, “rather, cbnsumerism is an abstract social force thsat
is composed of many unrelated componenfs. These components
include the Consumer Union, publishers .of Consumer Reports,
consumer advocates such 85 Ralph Nader and Esther Peterson,
government regulation agencies, and the Better Business Buresu™

(Runyon, Stewart 1887,p.B6862).

Commenting on the history of consumer wmovement, Hermann
observes: "Because of the lack of an overall philosocphy and
program of sction, there is, in & sense, no réal consumer
movement. Consumerism is instead a conglomeration of separate
groups, each with its own alliances on particulsr issues"

(Herrmsn, 1870, p.b7).

To understand the concept of consumerism snd bring some
insight to the formation and transformation of consumerist
movement, & brief discussion of its historicsl developments and

experiences is in order.

A historical analysis revesls that consumerism increases
most sharply when an era of rapidly rising income is followed by
decrease in real purchasing power coming Ffrom rising prices

(Herrman, 1870). Feelings of powerlessnéss, aliensation, and



isoclation lead to éssentially defensive responses in the forms of
boycotts, pressures for legislation, and so on(Herrman, 1870).
Consumerism arises because of the failure of business or other
orgsnizations in the. exchsnge relationship to meet snd respond to

legitimate consumer demands.

The Early 1900s in U.S_.A.

-

Consumer activism in the early part of this century resulted
in & genuine progress in protective legislation. The Meat
Inspection Act was passed in 1808 and in the same year the Food
snd Drug Administration agency was crested to prevent the
appearance of misbranded and adulterated food and drugs in
interstate commerce. Lster on, in 1814, the Federal Trade
Commission (FTC) was established to curb monopoly and trade
practices that héve the potentisl to be unfair to competitive
businesses. A major step forward was the passage of the Hheeler;
Les smendment to the FTC Act in 1838. Under this act the FIC
became more than a regulator, it was empowered +to prosecute
unlawful, deceptive, or unfair trade practices (Runyon and

Stewart, 1887).

The 1860s in U.S.A.

The current consumerism movement really had its foundation in
the 1980s slthough the earlier decades were antecedents. The
problem of drug safety continued as a pertinent issue. The
investigations into the préscription~drug industry were launched

in 1858 that heightened public awareness and concern, and



resulted in passage of tougher testing standsrds with the

Kefauver-Harris Amendment to the Food, Drug, and Cosmetic Act.

The so-called modern consumerism (i.e., consumerism as it is
known today) generally is attributed to President John F.
Kennedy's message to COngress in March 15, 1882 (Engel,
Blackewell and Miniard, 1988),, in which he put forth the

"consumer’'s bill of rights":

1. the right to safety
the right to be informed

the right to choose

W N

the right to be heard (redress)

These rights have become the foundation for the policies and
activities of business, govérnment, and other agencies that are

designed to protect consumers’” interests.
The 1980s in USA

The Reagan Administration moved to deregulation and de-
emphasized consumerist issues. The basic philosophy of the Resgan
Administration is stated in the President’s 1982 economic report:
"wﬁile regulation 1is necessary to proteét such vital aress ss
food, health and safety, too much unnecessary regulation simply
adds to the costs to businesses and consumers slike without
commensurate benefits"(New York Times, 1983, p.A-18). Severe

cutbascks were made in the budgets of most consumer sgencies in



the early 1980s. The greatest effect on marketing casme from the
cutback made 8t the Federazl Trade Commigsion. Two righps not
included by President Kennedy have received'great attention in
lste 1980s - the right to a clean environment and the right to be

s minority consumer without disadvantage (Assael, 1887%).

Intensive sctions of administralors, legislstors, and
consumer activists have broadened the movement so that today, the
rights sre still a dynamic and evolving force in the American
economy. Meanwhile businesses’ response to the consumerism issues
became wider and are concerned nowsdsys, with problems as
postpurchase service and warranty, developing useful products and
services snd promoting them in sn sccurate manner ete. Hany
large compsnies have written ethical <codes to guide their
employees (Loudon, Della Bitta, 1888). While the consumer’s
rights have been discussed in this chapter, consuners’
obligations, which sccompany these rights, need to'be mentioned
also. The consumers have the obligation to choose wisely, to make
safe choices, to always keep informed. The right oonsumefs have,
need 1o be exercised in an ethical manner, the way consumers
sound off their grievances should itself be responsible (Loudon,
Della BRitts, 1888). Thus, consumer;, as businesses and other
organizations must sct responsibly in the exchange relationships
in the marketplsce. The rights discussed 80 far, are
widespreading in all the industrial countries and they are

starting to get sounder in 8ll developing countries.



So far, consumerism in developed Western countries,
including the United States, Canadsa, Japsn, France, Britsin, and
Swederni, hss been concerned with wide ranging issues as the need
for consumer choice, product informstion snd lasbeling, consumer

protection, and sfter sales service and warrasnty.

Meanwhile wvery 1little s&attention has been conferred . to
consumerism issues in the developing countries, where the
sctivity is at an early stasge of growth (Kaynsk 1888), and it hss
not been snalyzed or discussed in much of the current literature.
Consumerism _ requires a healthy macroeconomic and social
environment (Kaynak, 1888B), which is badly lacking in most
developing countries. Public policymakers of these countries sare
interested in a plan of action that would produce systematic
economic growth, for in these countries the major concern is

poverty and scarcity. .

For cumparative purposes, the different characteristics of
the macroenvironment of developed and developing countries are
shown in the table below. Becsuse the healthy macroeconomic
environment is badly lacking in most of the developing couﬁtries,
the result is that consumerism is in the first stage, being
limited to issues such ss unit pricing, pscksge, product safety,
product quality, and advertising. In other wor&s, policy mshkers

sre concerned with ensuring the production of safe products with



increased quality and improved labeling, with stimulating the

advertising sctivity and with setting regulations to control

pricing.
THE MACROECONOMIC AND SOCIAL ERVIRONMERT
: ]
. ]
! Developing Country Developed Country |
§ t
: '
]
‘Low standards of living High standards of living |
] » 1
t t
'Low level of aspiration High level of aspirstion |
] t
1 i
'Seller’ s market conditions exist Buyer ‘s market conditions |
! exist !
] . ]
L] 1
'Consumer information outresch Consumer engages in !
tis very low constant problem-sclving |
! sctivities H
: ‘
H H
'Lower level of expectations for Higher level of }
! products expectations for products |
t ]
] L
!Consumers are not organized Consumers sare well H
i organized !
'!Consumerism is a matter of Consumerism is a matter of)|
! legislation and its efficient engaged public support|
! implementation
]
4

1
§
1
1

Source:\ Erdener RKaynak, Marketing and Economic Development,
Praegey Publishers, N.Y.,1888, p. 131

Consumerism in Romania

All of the macroeconomic and social environment
characteristics presented sbove match Lo the particulsar
conditions in Romanis but some clarifications are needed. The
standards of 1living are lower than in developed countries but
through the rapid changes that are taking place living standards

started to improve continuously. The same trend can be seen in

10



the increasing level of aspiration of the Romanisn population.
‘Consumer outresch is still at a lower level but the population’s
"hunger"” for information forces government and businesses to
bring in more and more information. For all dissatisfactions some
of the public blame the “system”™ and others attribute

responsibility to the operations of the government.

There are no consumer protection organizaitions yet - except
for the Foodstuff Ssnitsry Control Institution - and the
consumers " voices sre very rarely heard in an organized manner.

What consumer issues are likely to come to the forefront of
public discussion in Romanis? How can consumer organizations and
corporate consumer sffair offices function most effectively in
the rapidly changing economical and sociopolitical environment of
Romania? These issues are a matter of how Romanians perceive
consumer issues and how they can be educated to get organized to

protect their rights.

Much of the consumerism issues can rise and become sound
from the “rich/poor” label (suggested by Preston and Bloom,
18833. An increasipg proportion of Romania’s pqpulation feels
rich and poor at the same time. Now people are able to buy
luxuries they never dreamed of & few years ago (before 1888)-
like «color TV. sets, headphdne stereos, VCRs, or trips to
different countries, for reasonable amounts of money - this
giving them the feeling of being rich. Yet necessities 1like
houses and housing, utilities, and health care sare strapping thenm

11



seriously making them feel very frustrated and thus poorer. This
rich and yvet poor feeling at the same time makes consumers start
to concentrate on the abundance and scarcity issues of the
market. The scarcity issues consumers are concerned of, are
meeting the basic needs and responding to the emerging needs of
Romania’s “new born society”, developing reserve stocks and
potential subtitution possibilities in &advance, allocating
supplies snd protecting consumers against inadegusts and
deceptive products and services. The sbundance issues relate to
developing sppropriate products, services and corresponding
information in all activities and in aiéés in which important
changes take place - psrticularly: communications, financisal
services, and health care -, improving service quality,

controlling costs and adapting activity to society needs.
The Right to Be Informed

Among the most prominent of the concerns of consumer
organizations 1is the right of the consumers to be informed so,
that they csn make informed choices. This reguires that

information be availsble, truthful, and complete.

Does the right to be informed go beyond the right not to be
deceived or misled and include adequate information to make sure
of a rational purchase ? Day and Aaker (1870) affirm that the
)requirement ~ for disclosure of information is the most

controversial and debasted aspect of consumerism for there are two

positions in this issue: 1) the view of business that the buyer

12



has 10 be guided by his or her Jjudgment of brand quality, and 2)
the view of the consumer activist which feels that full
information should be provided by business and by impartial
sources and should reveal performance characteristics. Regardless
of the position it is evident that there is a trend toward more

disclosure of information. This is also the trend in Romania.

What informstion does the Romanian consumer need and use?
What information is relevant to the Romanian consumer? How the
desired .informetion be provided? Are consumers protected by the
provided information‘ What is to be done in order to protecti the
Romanian consumers of cosmetics? These are questions addressed in
the present resesrch. MHore information is always better, but it
is not enough to simply provide consumers with more information.
This is slso the first step of educating consumers to understand

the information and persuading them to use it.

The consumer is characterized ss interacting with his or
her choice environment, seeking and taking informstion from
various sources, processing this information, and then making a
selection from among some alternatives. In light of his previous
knowledge and experience and the context in which the information
is obtained, the consumer decides what a particular piece of
information wmeans and how important it is for him. For example,
high price may signify that the item costs too much, that the
item must be of high quality, that the store in which the item is

sold has high prices, etc. In some instances, consumers may be



distracted and.notice information that is not relevant for them
an interesting item o .paokage, something unexpected or
surprising.

Therefore, this does not assure that consumers will use or
understand 81l of it. The informstion msy not be avsilable at the
right tiwe or in the best form, or some 2additional information
does not appear to be sufficient to assure that consumers will

make sound choices or be satisfied after the purchsase.

Informstion c¢an hsve a significant effect on incresasing
efficiency of consumer choice and in developing consumer loyalty
and resultant profitsbility for firms. Thorelli (1880, p. 224)
states it in & different way: "informed consumers are protected

consumers.”

2.2 Consumption Patierns

Ususlly, consumption patterns represent common experiences
of s majority of consumers in the society, due to the fact that
their formstion and transformstion sre closely linked with the
socioceconomic history and structures of society (Firat, Dheolakia,
1882). Therefore consumer behsvior evolves and transforms with
socizsl, economic, politicsl and cultural transformations of the

sociely.
Esch product, represents for the consumer, mesnings Dbeyond
its physical and chemicsal dimensions and its core utility. Esch

product 1is & bundle of stiributes, and each of them relate to

14



symbols and mesnings unrelsted to the sctual product. They
represent status, feelings of belonging, sspirstions aChievement,
unigueness, high-1ife. Sometimes, ithe products become perceived
by the consumers as the,necessary items to have 1in order to
attain & standard of living, a certain life pattern, and style,
or & position in their environment; with time this desired 1ife

pattern may diffuse widely within the society (Firat, 1888B).

Under the socislist regime, Romsnis gave priority to rapid
industrislization. Most of the goods for personasl use were
functionally oriented and standardized. One could find the ssnme
kind of ﬁristwatch or clothes in all state stores in the country.
Items of personal consumption considered not strictly functionsal
- Jjewelry, cosmetics, records, etc. - were rarely available on
the official markets. People were indoptrinated that consumer
s&ciety is 8 wasteful society that exploits people, is a society
were decsdence and morsl bénkruptoy prevaeils. If, for suthorities
Weétefn goods were the symbols of a8 hostile capitslist system
for the vyoung people these represented symbols of modernity,

freedom of choice, and efficiency (Bar Haim, 1887).

At present, economic liberslization and reforms, foreign
investment and competition, and exposuré to international medis,
have been forcing consumers to change their consumption patterﬁs,
diversify the composition of choice, and incresase their

aspirstions and helped diffuse the desire for consumer goods

rapidly. Although people consume more than before 1888 and their

15



consumption choices have ‘&iverSified, still they are not
satisfied since prices force them to limit their consumption to
the zwount of money in their pocket. Therefore, ususlly they sare
still sstisfied when they can and afford to buy and use items
that were scarce before 1988, when they have a variety of
consumer goods from which to choose; this is because their level
of expectations is not yet very upgraded. The above discussed
issues are certainly the foundation of consumer demand and
behavior. However, the conditions under which peopie live and
consumption takes plsce are also critical to understand the
consumption patterns and desires. Therefore, attention is turned

now to an examination of the Romanian context.

II1 THE ROMANIAN ENVIRONMERT

So many changes hsve taken place in the Romanian environment
that a paper desling only with the right to be informed of. the
consumers of cosmetics would miss the significance of the context
in which the consumption is taking place. Therefore, Romania’'s
situstion before and sfter the December 1888 Revolution is

discussed briefly.

3.1 The State of the Economy Before the Revolution

By the end of 1988, the Romanisn economy hsd gone through 40
vears of intensive, semi-zutarkic industrisglizstion, with =&

stress on hesvy industry that, even by the standards'of communist

16



economies, way be considered unususally strong. Three indicstors

reflect this evolution (European Economy, 1881)

- the percentage of the aétive populsation engaged in
sgriculture declined from 74.1% in 1950 to 28.2% in 1887.

- crude steel production increased from helf s million +tons
in 1850 to 14.4 million tons in 1888.

- the proportion of the totsl value of industrial output
represented by the extractive industries, fuels, metallurgy,
machine-building and electronics increased frowm 37.1% in 1850 to

B2.6% in 1888.

Between 1850 and 1877 Romania maintained one of the highest
growth ©rates in the world (Shafir, 1885). Therefore, judged' on
its "~ own success criteria.— continuous increases in industrial
output, high growing rates of investment - the Romanian
Government’'s strategy was more or less successful until 1880,
when it began to bresk down, and ceased to grow until 1887, when

the economy stasrted to unrsvel.

The origins of Romanis’'s economic plight shounld be sought in
the strategies pursued during the phase of ‘"extensive"
development, in  the 1eadersﬁip's unaltered  sdherence to
centralized plsnning and to high rstes of investment in heavy
industry at the expénse of total current consumption. The shsre
of personal consumption, for which precise figures sre not
svailable wass very low, since z significant fraction of the

"consumption fund"” went to finance social expenditures as

defense, security, and the construction of prestige facilities,

17



such as palaces for Cesusescun and the top elite and other
pharsonic projects which were exorbitantly expensive, in terms of
investments and human lives, and made & very small contribotion
to the net output of the economy. Industrial gisnts without =

sound fuel or raw materiszl base were also charscteristic.

Throughout the 1880s enterprises were starved of inputs

(for raw material and capital) and exports of both producer and
consumer goods were mobilized “ait sny cost’ to meet 'balapca of
payments’ constraints. Deliveries of foodstuff to the hone

market were substantially below the levels of 1880. In 1881,
bread rationing was re-introduced after twenty seven years and
measures were taken to limit consumption and storage of basic
foodstuff, such as edible oil, sugar, flour, rice, coffee and
corn. “We must understand”, Ceausescu stated in 1882 "that we

cannot consume more than we produce.”

The electric power allocstions and heat, both for private
and municipal uses, were cut to something that can be described
as wartime levels. On sverage, households were allowed to consﬁme
enough electricity for sbout one lightbulb per room for iwo or
three hoprs per day; heat was also limited to s few hours s day,
ard apartments were kept at sbout 15 C. The infrastructure of

transport and communicsiion services was slso in a parlious state.

The main cmuse of the decline lays in the deterioration of

the balance of payments, and particulsrly in the decision taken,
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in 1985, to repay sll external debts in foreign currency.
Romania’'s external debts reached a maxiwum of US$ 8 billion in
1981 and declined %o US¢ 6.5 billion by the wmiddle of 1885

(Europesn Economy, 1881).

The curtailmenté of deliveries to the o&nsumer market led to
queues at government stores and to empty shelves. Constrained, in
- part, by their limited incomes, consumers had to change the
structure of their expenditures to adapt to the new structure of
pricesj. In the household budgets studied by the statistical
commission, the share of food and drink in urban households
budgets, rose from 45.6% in 1980 to 51.1¥% in 1988, while the
share fof clothing and footwear fell from 17.2% to 15% between

the two dates (Europesn Economy, 1881).

The vyear 1988 was the worst on record in every sector.
National income fell 10% compared with previous year, the
| marketed output of industry by 2.1%, gross-agricultural output by
4.3%, and the volume of investments by 2%; accumulation decreased
to 18.2% of national income; the value of foréign trade by 1%,

and the nﬁmﬁer of housing units was down by 3% (European Econony,

1991).
Ceausescu, the genius of the Carpathians - as he loved to be

named-, was set silent before he could and had to explain these

figures.
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3.2 Retrenchment in Romania After 1889

The new post-revolutionary Government immedistely issued a
number of decrees and orders that brought relief to the hard-
pressed consumers. Foodstuffs esrmarked For export and for the
build-up of State reserves were reoriented to the consumer’s
merket. The huge and expensive construction projects were
stopped. At the end of 1990, investments were down 44.6% compared
with the previous year. Energy and heat were redirected from
industry to private and munioipal uses, by curbing the output of
the most energy-intensive industries. Busntitative restrictions
on the use of electricity snd heat were done away with. Foreign
exchange wés nsed to buy coffee and other items that had been
missing on the home market. Much more important, for the
agriculture, was the transfer of nearly a quarter of the arable
lsnd to private fa?ms, and the abolition of forced deliveries

from private pessants to the state.

in addition, rapid progress changed the legél status of
enterprises as this was the centerpiece of the government’'s
economic refﬁrﬁs so far. For instance most state-owned firms had
been and will be privatized and orgsnized as Jjoint stock or
limited 1lisbility companies. All these firms are independent of
central contﬁol (though subject to restrictions on monopolistic
behavior) and are expected to act on a commercial basis. However,
a limited number of state enterprises in strategic industries
such as energy, railwéys, and armaments will be designed as

“sutonomous units” and will not be privatized.
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During 1880 - 1881, considering the legal framework of th;
market economy and the promotion of foreign investments a large
number of foreign investors ~and foreign companies from 98
countries hsve made investmenis in more than 8000 companies,
(Exhibit 1, Appendix A}. Statistics available for the first nine
months of the last yesr show the positive aspects of the new
policies and the improvements in the key food products and other
items. To maske these incresses in deliveries to the homemarket
possible, the Government had to import various foodstuff and
inputs for the food processing industry. On the other hand the
ststistics revesl huge increases in prices and inflation rate;‘
Thus, on Januarytlgso, for 100 ROL (ROL is the Romanian currency,
380 ROL = 1 USD) in ecirculation there were 18 ROL worth
commodities while by early October this figure dumped to 14 ROL,
which points out the inflation spiral in Romsnisa. Worth
mentioning would be the growth of the population incomes, by.
sbout 100,000 ROL at the level of 1880 year which caused a real
grest pressure on the purchasing power of the national coin.
Exhibit 2 (Appendix A), shows the changes in the levels of income
and spending compared to 1880. Therefore, the increase in
spending, due to prices increase, was not really compensated by

the incresse in income.

The datas presented in brief depict in ‘general terms the
situstion of the Romanian economy, the yawning contrast between
past sand present. The settlement of the multiple problems

inherited from the totalitarian regime claims new orientation of
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reconstruction and development and the continuous improvement of

living standards.

3.3. The Cosmetics and Grooming Products

Industry in Romania

To investigate the information needs'and rights "of the
consumer the cosmetics™ product category was chose for the
following ressons:

- cosmetics are widely used products

- cosmetics are used by the msajority of population
irrespective of sge, gender, income, profession

~ major changes were made in the production and
distribution of cosmetics in Romania

- cosmetics do not require complex thinking that would

turn the respondents off in a survey

Because the 1888-1988 period wss characterized by &
socialist, centralized, and planned economy, demand showed a
continuous incresse, as the "instructions“ were by tha£ time but
the increase was not correlated with the real demand on the
The Romanian meaning for "cosmetics" is best expressed in
English by "grooming products and cosmetics”. The Romanisn ternm
refers to items like tooth paste, shaving cream, soap, deodorant,
perfunme, "after shave, cream, mske-up, shampoo, and other items
usually sold in the cosmetics and grooming products departments

of depsrtment stores or in specialiy stores.
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market. After 1889, the demsnd for cosmetics decreased due to:

rapid price increases due to price liberalization policy

1

slower increase in population’s income

!

old technology used in the production process

increase in the imports of cosmetics (population showed
more confidence in the foreign products)
The evolution of the demand for cosmetics in the 1988-1881 period

is presented in Exhibit 3, (Appendix A).

The shift from quantity to quality, from cheap, common and
standsrd products to luxury, higher quslity products is the main
characteristic of present demand for cosmetics in Romsnia. This
shift 1is determined by fact that the quantity demanded can be
supplied by the sctusl producers and therefore the consumers
increased their expectstions regarding the quality and variety of
products, the design, package, and 1abe1ing. Moreover consumers
are not satisfied only with finding and purchasing cosmetics,
they require to know more about the products and their benefits,

asbout the producers, they reguire more information.

At preéent there are three large 'cosmeties producers in
Romania: ‘Miraj’, "Norvea , and ‘Farmec’ . Each of these companies
is specialized mainly on a group of products: Mirad is
specialized on perfumes and hair dyes, HNorvea is the only
producer of shaving cream and tooth paste, and 80% of Farmec’'s
output are deodorants. The competition arises for the comnmonly
produced items such as cream, shsmpoo, make-up, lipstick, and

lotions.
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In order Lo sssess how the msin producer of cosmetics -
MIRAJ - and its main distributor in Bucharest - MIRALON -
understand and adjusts to the new needs and requirements of the
consumers, how do they inform consumers, and how.do they handle
any disssiisfsction complaints, 3 firm study through interviews
was chosen to be pursued. In the cosmetics industry Mirsj has =
tradition of almost 50 yesrs and today, it is still the largest

cosnetics producer in Romanis.

On the domestic market Mirasj is the.leader with a market
share of 368.8%, as shqwn in Figure 1, (Appendix A). The breskdown
of the demsand for cosmetics from Miraj and its competitors is
presented in Exhibit 4 (Appendix A4). Almost 80¥% of +the whole

market demand for 19382 will be covered by Mirs].

In aistributing its products MIRAJ uses, generally,
wholesalers all saround Romania, and in Bucharest the msin
retaile£ is MIRALON - a Romanian-Isrseli joint venture, part of
MIRAJ company. Until 1987 MIRAJ had its own distribution system,
with MIRAJ stores, but under new decrees for reorganizaﬁion and
centralization, these were done away with. For the fﬁtﬁre MIRAJ

is planning to reopen the MIRAJ chain stores.

The economic dimensions define the quslity and extent of thse
evolution of consumption patterns and consumers’ behavior due to
the fact that these are closely linked with the socioeconomic

structures of society. It is important to understand the changes
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in the Romsnian environment for, these changes hasve consequences
in transforming consumption in its entirety snd they impszct upon
the meanings consumers acquire and have in their consumption
sctivities and 1life pstterns in general. One particular meaning
Romsnian consumers acguired, as 8 result of the transformations
in their society, is that they sre no longer willing to 1lead
unexamined lives. This attitude generates the Romanian consumers’
increasing need for information snd lesds to the rise of the

consumerism issues discussed in the previocus chaptiters.
IV RESEARCH AND METHODOLOGY

This descriptive and exploratory study is designed to assess
the Romasnisn consumers’ attitude toward info:mations in
buying cosmetics, the use and importaﬁce of information in this
process, attitudes toward complsining, and changes in consumption
patterns since 1888. It is based on qualitstive and quantitative

research methods - survey, interviews, and personal observations.

Data Collection

The first source of the observations reporied in here is nmy
OWn peraonél experience, 35 3 Romanisn who lived under the former
regime’'s conditions snd as .one who could observe and understand
the changes and the main csuses that generated these changes. The
data sabout the Romanisn economic situation are secondary data
from national statisticsl reports and European studies; dats

related to demsnd for cosmetics and cosmetics consumption
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features are from company reports and two interviews.

In sddition, a survey on Romanisn consumers was conducted in
order to sssess how much informstion consumers need and use to
buy cosmetics, what informstion is available at present and how
relevant this is for the consumers, which is consumers’ opinion
about information, attitude towards complsaining, and how

consumers’ consumption desires have changed since 1888,
0 L3 . Desi

The present questionnaire contsins six parts. Part I part II
and psrt IV were designed to asssess the Romanian consumers’™ need
for informstion and their sttitude toward complaining - when
unsatisfied ~-. Part III wss designed to rank different types of
information in order to assess their importance to the consumer.
Part V is to identify the most used sources of informstion as
well as their réliability and influence over the consumer. Part
VI reveals the chsanges in the consumers’ perceptions of 34 items
snd consumpition sctivities, before and after the 1888 Revolution.
All questions in the survey were closed ended e#oept the
guestions numbéred i, 2, 3, 4, 5, 8, 7, 10a, of Part I (Appendix
B). These are open-ended due to lack of a priori informstion
which is needed to construct closed ended ones. Questions in Part
II, fII,<IV, and V, are closed-ended and were designed based on
£he answers to s pre~questiénnairé, Part VI of the questionnaire
(Appendix B ) inquires for consumers’ perceptions of 34 items and

consumption sctivities in a given list.
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Sample

The surveyed sasmple is a convenience sample that consisted
of 31 rpeople living in Romania. Three of the surveyed people
failed to fill out a large number of questions therefore their
anéwers sre not included in the present study. The subjects
selected for the survey were people I know personally or their
friends. I made an effort to include asmong the subjects people
representing various socizl groups and different sges. The main
difficulty Ffaced was to persuade unknown people to cooperate in
filling out the questidnnaire therefore, the sample was limited
to 31 subjects. The attempts made, in front of people’s flats, to
convince them to fill out a guestionnaire failed because they

hesitate to talk to strangers thst come to their doors.

The msjority of the sample (B85%Z) was in the 24 - 31 sge
bracket with & minimum sge of 23 and a maximum age of 65. For 55%
of the sample the monthly income is below 20,000 ROL, while 452
heve an over 20,000 ROL income. The 20,000 ROL income wss ghe
medisan .ineome in the sample and corresponds to the middle
socioeconomic level. The majority of the subjecis have
university studies. The whole sample is from urban ares -
Bucharest. The description of the sample is presented in Tsble 1,

Appendix C.

Field ¥Hork
The +two interviews for the firm study, were conducted with
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5.1. Firm Study

As the interview revealed, at MIRAJ, they think consumers
need informstion to buy cosmetics and for this resson the compsny
already stsrted to improve the information disclosure. More
informastion is, now, written on fhe' pachkage, (e.g. benefits,
product stiributes, expire date, composition, producer),snd Tor
all types of creams, lotions, hair dyes and other products that
require it, the packasge contains s prospectus or instructions for
use. On the other hand, & new department for advertising, wWas
organized, to create and reali;e the commercials and printed ads.
At present MIRAJ advertises on television, on rsdio, in
newspapers and magazines, and ads are mainly showing the products
and the producer, without disclosing any additional information.
However, to provide more information, MIRAJ organizes technicsl
meetings and panel discussions with salespersons, especially at
MIRALON, +to train them about the products, their ussge, and
expected benefits. Because of the distribution system used, MIRAJ
is & little far from the consumers, therefore all information
a50u£ consumers is gathered from the wholesslers and MIRALON's

staff.

The interview conducted at MIRALON shows fhat the only
sources of informstion provided to- the consumers sre the
information disclosed or contained in +the packsge and the
sz lespersons’ knowledge or advise. Generally consumers are

already informed when they buy and ask directly for the products
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they want. The information consumers seek frequently is the

expire date, composition, instructions for use and for the
imported products the producer and the country of origin. Prices
are alwsys written on the shelves, below the products, so
consumers don’'t need to assk for the price. At present MIRALOR

doesn’t advertise st all.

Regarding the complaints about the produets and the
services, MIRAJ has an office to handle the complaints, but
because they hsave no direct relations with the consumers the
complaints sre coming from the wholesslers and sre mainly
concerned with damages during the transportation of products.
Also MIRALON informs this office sbout eventusl complaints From
the consumers in the case of broken caps or misfunctioning of
deodorant tubes. At MIRALON there is no office or staff to keep
track of the complaints because they are usually handled at once.
‘MIRAj gsve MIRALON complete freedom in handling the complaints,
but from the interview it results that consumers usually do not
complain neither sbout the products nor about the service,
because the eventual damages or misfunctions of products sare
detected before disclosing the products on the shelves or before

getting them to the consuners.

5.2. Consumer Study

Since the categorization of large number of data 1is more

menageable and was a practical necessity, the next step was the
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grouping of data and reduction of varisbles to: occasion to use
cosmetics; need, use, and importance of information about

cosmetics; opinions and sasttitudes towards information and
complaining; perceptions sbout different items and consumption
activities. Then, different classifications were formed, based on
demographic varisbles and the groups were analyzed using
comparisons and t-tests. To discover if there are any significant
differences across gender, age, and income, t-tests were run
using p<0.05 significance level. This imply that p Qalues below
0.05 would reveal signifioant deferences between the compared

Egroups.

These tests showed that, irrespective of groups, answers to
most of the question are not significantly different from esch
other, therefore, most of the issues will be tréated irrespective
of the classification, unless some interesting observation can be

made regarding'the differences.

Necessity, .béauty, and grooming products are the frequent
associations with cosmetics (Table 2, Appendix C). Coshetics sre
used as 8 necessity, for besuty and pleasure:\ In the usage
pattern small differences arose between the two age groups and
the two income groups: younger (<30 years) and lower income
(below 20,000 RQL) groups use cosmetics as a necessity sand for

bezuty more than older'(>30 years) and higher income (>20,000

ROL) groups (Tables 3 and 4, Appendix C).
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Mainly, people buy cosmetics when they run out of stock, or
have the product recommended by friends (Table 5, Appendix C)
although Tfriends are a more reliable than influential source of

informstion in the buying decision (Table 9, Appendix C).

>Consumers vary in the amount of prior experience they Thave
with cosmetics, therefore they seek for different informztion in
different samount, they use various socurces of information and
perceive dissatisfaction in a different manner. To buy cosmetics
consumers feel the need to mske an informed cholice, (mean = 4.58,
Tsble 8, Appendix C), snd the most desired piece of informsiion
(mean = 4.4, Table 7, Appendix C) is asbout the expected benefits
of the product, the first read information and the information
recommended to friends, for a good choice, is the brand name
(Table 6 Appendix é}; the existing useful  information is
instruction for use and indication (Table 6 Appendix C), and the

missing informstion from the pachage is about the contenis of the

product (Table 8 Appendix C).

Concerning the sources of informstion not all consumers use
same socurces of information or concentrate on a single source of
information, or sometimes the information already at hand may not
be sufficient, and the consumer may actively seek nore
informastion. Therefore, they use seversl methods which complement
each other. Dun experiénce has come out as the most used source

of information followed by informstion from friends, (Table 9,
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Appendix C). Package informstion aléo is used as = complement for
the other sources of informstion but still it is neither a very
relisble nor a very influential source of information to the
CONSUREers (Table 9, Appendix C) for they don’'t know whether this
information is truthful or not (Tsble 8, Appendix C).

As for consumers’” opinion about product information,
findings show that they are certsinly willing to mske an informed
choice when buying cosmetics, (megn = 4.58, Table 8, Appendix C),
end read the information written on the packagé, (mesn = 4.45,
Table 8, Appendix C). Moreover, they disagree that there is
sufficient information written on the packsge (Tsble 8, Appendix
G bﬁt they rarely feel difficulty in choosing cosmetics (mean =
'2.88, Table 10, Appendix C), snd vet for 52% of the surveyed
sample, more information would be helpful in overcoming this

difficulty (Table 10, Appendix C).

Importance. Relisbility, and Influence of Informstion

When buying cosmetics consumers do not mske complicated
analyses or engsge in extensive processing, rather they use
simple heuristics such és: "I buy what I bought last time, it was
fine”, or "I buy the brand with the highest content of fluoride™”,
or "I buy what I saw my friend bought”. Coqsumers rely on the
used sources of information but these are not always influenqing
them in the same amount. Therefore, the means for the relisbility
of different sources of informstion are higher than the means for
influence (Table 8, Appendix C). Bésically, consumers’” most

reliable and most influential source of information is their own
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experience (mean for reliability = 4.83 and for influence = 4.88,

Table 9, Appendix C).

After information 1is processed and the alternatives are
evaluated and the product is bought, postpurchase behavior is
alsc to be considered and interpreted. For example, if the
product did not perform sstisfactorily, or as expected, the
consumer thinks it was because the product itself was insdequate
sand he will not purchase it agsin, or it was because the
directions "for using the product were not followed properly sand
he may try the product again. However, everyone from the ssmple
was dissppointed by at least one product, at a point in time
(Tsble 11, Appendix C), and none of them ever complained. This
complaining issue can be thought ss having different causes. Some
of them did not know where to complain but the msjority did not
(or would) not complsin since they thought and still think in
terms of the old regime, when all products were ‘“scilentifically”
proauced snd nobody had to complain; anyway the complaint was not
handled, by that +time, or for the worse it could have had

“unexpected consequences’.

Although nowadays the complaint is handled in the best‘
possible way, there is no office, or organization to keep track
or handle the complaints. Therefore, consumers don’'t want to
"show off" with their complaints, in the store. They simply don't

buy the product anymore, they dispose of it and they will never
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use it in the future (Table 11, Appendix C).

-

Based on the sbove findings & profile of the Romanian

consumer of cosmetics is summarized in Exhibit 5, Appendix C.

5.3. Changes in Consumption Patterns

Consumption patterns and desires seem to have changed since
1888. For example, before 1989 most consumers perceived as
ngcessities items like cosmetics, books, furniture, university
studies, radio, hot water, house snd others (Table 13, Appendix
C3, while items 1like holiday house, air conditioner in the
house, microwave oven, personal computer, free Saturday sand/or
Sunday were perceived 4as luxuries. After 1889, fewer people
perceive them as luxuries. As a result of the economic reforms
that liberslized the prices accompanied by the rise in inflation,
some of the necessities before 1888, 1like furniture, house,
university studies are perceived, now, more and more &5 luxuries,
vet luxuries, before 1889, liké free Ssturdey snd/or Sunday, =a
month holiday, personsl Eomputer are becoming necessities (Table

13, Appendix C).

However, oversll c¢hanges in perceptions are not Very
significant (Table .12, Appendix C). Although there are no
significant differences scross  gender and income, worth
mentioning are the differences scross the two sge groups. Before
1989, the older group (>30 years) consumed, wmore of the 34 items

and consumption activities than the younger group (<30 years),

36



therefore the older wanted less than the younger. After 1989, the
same pattern holds but, both groups increased the aversge

number of items wanted, @lthough for the older group the saversge
number of the items wasnted increased st & higher rate than for

the younger group (Tsble 12, Appendix C).

On =2 more genersl level, it seems that the population
changed from a8 guantity oriented satisfsasction fo & more guality
oriented sstisfsction. Abundance and scarcity sre still of a
major.concern fbr the population but the freedom in choice, as 2
result of the wider variety of consumer goods, increasses their

satisfaction.

VI CORCLUSIONS AND RECOMMERDATIORS

Conclusions

This work can be considered as a piqneer in resesrching the
right to be informed - as one consumerism issue - for the
Romanian consumers of cosmetics. It explores on a small scale,
the consumers need sand use of the information about
cosmetics. The work can be & starting point for more extensive
resesrch on this issue; As a result of the presented problems
that faced the sctual research, it seems that shorter
questionnaires, short on-street interviews, are better means to

obtain feedbsack from consumers.
Concerning the firms, this work can give the idezs about
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consumers’ opinion sabout information and attitude Loward
complaining and recommends some steps that could be implemented.

As for the consumers, it is s mean to-understand the advantages
of having timely, complete, snd truthful information and is an
alarm signal that they hsve to get orgsnized to protect

their rights.

However, the study, has some limitstions too. First,
although the sample cuts across age, gender, and income levels,
it is still & convenience ssmple. Secqnd, the sample size is
small. Therefore, the findings of the resesrch as well ss the
interpretstions cannot be generslized for all Romsanian consumers
of cosmetics. Significant existing gifferences acrdss age,

gender, and income, might not hsve been uncovered due to small

sample size and resulting lack of statistical power.

Findings suggest that information is an‘important element in
ihe decision and the buying process for cosmetics and that at
present information is not always available in a complete form,
at the right time, and the right place, and thst more information
is needed. Consumers have little prior experience with choosing
cosmetics therefore, their choice is msinly based on owWn
experience becsuse the other sources of information do nol seen
too relisble for them. The little prior experience consumers have
is due to the conditions previous to 1888 when consumers could

not choose sawmong various slternstives and had to 1limit their

cosmetics consumption to the barely existing cosmetics., Given its
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refrigerstors, cosmetics, eifc. Although the market crestes sn
spparent eguality within the domsin of consumption, Many
differences still remsin due to income, worh experiences, social
clessses, and soecial imsges of the consumers.

4

a4t 3 e

Information can be presented to consumers through
special in-store displays on store shelves or counters. If
booklets and leaflets are available (MIRALON interview, Exhibit
7, Appendix C), consumers confer a lower level of attention but
for the special displays in the shelves or in the store attention
incresses becsuse these are departures from the usual and

standard display of products.

If we name the Romanian consumer’'s choice as "Brand choice
with 1little prior experience”, then the consumer is expected to
use benefit processing instead of brand processing to do the
information processing in the store; out of store advertising
slone wounld be less than adequate. If it were combined with san
in-store displsay organized by benefits it would help
substantially. Perhaps better would be to put in "the ads the
benefits and then direct consumers to the special in-store
display where the informestion can be found. Moreover, the volume
and quslity of the printed ads has. to incresase sccompanied by
more complex informstion about products and theif benefits, and

the used medias diversified.
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Both the producer and the distributor should orient their
merketing sctivity slso towards sdvertising more hesvily on TV,
in order to provide more product information.to the public sabout
the existing and the new products. Yeit consumers search for any
new products that msy mean to them more benefits, better gquality.
Understanding the consumer’'s point of view saids marketing
mansgers in. seversl respects. First, & marketing manager
concerned with an uhderstanding of consumer’'s interests realizes
that by providing the consumers with the information they need,
the company’'s own interest can be belier served. Second, the
marketing managers are more likely to be awsre of the company’s
needs if they participate in trade activities, if they alwsys
keep up with the public’'s requirements. Therefore, both interests
sre served if compsnies have in the organizational structure a
consumery resesrch department or office, that will. continuously
sssess consumers’ needs and problems and will engsge in providing
better information and in persuading consumers sbout the

sdvantages of using and relying on this information.

In the world there sre numerous institutions designed to
protect consumers’ interests buit the traditional one is, of
course, the market. "It is the function of a market to Dbring
together buyers and sellers who wish to exchange goods and money
(Stigler, 1852, p.58). Iﬁ the Romanian market, because consume?s,
are “hungry” for information and often lsck information and
,access to informstion and beczuse are not being organized, they
sre & weaker perty. Thus there must be 8 growing concern of

“protecting the consumer from the seller”. Consumers have to get
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organized, to achieve power to protect their rights and to create
pressure for businesses to provide mwmore and bhetter quality
information so that better and more rational decisions csn be
made. At the same time therevis g need for cutside agencies to
sssess consumers’ aspiration and sstisfaction, to be involved in
setting legsl ér regulstory constraints to protect consumers, and
to undertake'specific consumer protection activities. Consuney
Protection, however, by and lasrge has to do with the adequscy of
information and its svailability to the consumer for choosing

smong the options in the market.
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APPEHDIX A

THE ROMANIAHR CONTEXT

Exhibits
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EXHIBIT 1

THE DYNAMICS OF FOREIGN INVESTING

COMPANIES IN ROMANIA DURING 1880-1881

t 1
' 1
i Yesr Invesiments Number of No. of investing |
! (US$ mill) companies countries !
t EH
! :'
1 1880 112.4 1588 88 !
i H
! !
71991 156.3 8433 88 !
i ]
s |
! Total 268.7 8022 !
t !
Source: Romsnisn Development Agency, No.33, 1882

EXHIBIT 2

THE BUDGET OF INCOME AND SPENDING

monthly average/family, 1

ei-

2 INCOMES YEAR 1881/ SPENDING YEAR 1891/

i ' 1891 1880, % 1881 1880, %
;

?Nominal income 18337 247.8 Totsl spending 18572 270.8
Eof which: of which:

- wages 14719 208.8 - consumption 13894  227.8
{- other incomes 3821 167.1 - houses 670 17times
%— credits and - taxes 3218 244 .2
? borrowings 2254 215.7 - savings and

E reimbursements 3018 244,0

Source:Informatii Statistice Operative, No.2, March 1882
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DEMAND FOR COSMETICS, 1888-1881

EXHIBIT 3

thousands
z :
' PRODUCT GROUP 1888 1889 1880 1891
t 1
': ':
! Deodoveni 2000 2500 900 SINTS I
! Cresm 2800 3300 2800 1200 |
! Shanpoo 8000 11000 7500 8100 |
! perfume 18000 21500 12200 8800 |
! Lotion 1000 1500 1300 800 |
! Make-up 1800 2250 1880 gz2g |
P Lipstick 1200 1800 1400 430 |
! Hair Dvye 2800 3000 1200 2200 |
1 t
] t
Source: Miraj Report, 1882
EYHIRBRIT 4

ESTIMATED DEMAND FOR COSMETICS FOR 1882

Sonrce:Hiraj Reports,

1492

thoussnds
: T
! PRODUCT GROUP DEMAND DEMANDED DEMANDED ;
J 1382 - MIRAJ FARMEC+HORVEA!
1 1
: E
! Cream 4 9000 8000 3000 j
! Shampoo 20000 12500 7500 !
! Make-up 2300 16800 700 !
! lipstick 1000 8500 400 !
H H






APPERDIX B

. QUESTIONRAIRE USED IN THE SURVEY
English
Romanian Translation

. QUESTIONS ASKED TO THE FIRMS® MANAGERS

B
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1. Questionnaire Used in the Survey

English

DEAR PARTICIPANT,

I sm a student cowpleting wmy studies for s Masters of

Ny
74
bl

Businesg Administration Degree. Attached is s questionnaire +thst
1 will use in my gradusting thesis. The study is designed to

investigste the consumption of grooming products in Romania.

FPlease be sure that all your answers will be confidentisl,
and Lhsit your questionnasire will be placed among many others, in
& closed envelope. The validity of this study depends on vyour

honest and sincere snswers.

You zre of great help in conducting the research.

Thank you for your time, your effort, and useful cooperstion.



I). Pleasse write your sanswers to the following questions in  the

space provided.

1. Whst sre the first & things that come into your mind when
vou think of cosmetics?

1.

b

[l

-~

2. A friend of yours wants to buy a grocming product. S/he
sshs you what s/he should do to choose the best one. ¥hat would

you +tell her/him? (Which criteria would you suggest her/him to

3. What information would you wish was written on packages

that is now not written?

.ty 4 -t —_ o - —— " - T "t = e T e e e b b e e ke e BW R e e S e W e Mot G S s e

4. What information on packsges exists and you are glad it

is written there?

5. What information written on the package do you read firet?

G. People buy grooming products becsuse

7. Have you ever been disappointed by a grooming product you

51



6. People buy grooming pioducts because

7. Have you ever been disappointed by a grooming product you
bought? [] ves [] no
If "yes"”, plesse answer:

a) what product

b)Y when? [] before 1888 [ after 18989

¢) what dissppointed you?

d} how did you react?

e) did you complain somewhere or to somebody?

{1 yes {1 no

£f) if "yes”, where oi to whom?

g) how was vour complaint handled?
I1). Please mark the answer you think is appropriate for. the

following questions.

8. Do vou usually buy cosmetics when you: (you can check more

than one if necessary).
: [} find a8 foreign brand

[J run out of stock [] see it advertised

[] see a new product . [] someone recommends it to you
[] see your friends use it [] find a cheap one

[} vnder other conditions
(plesse name)

8. How often do vyou feel a difficully in choosing among
grooning product types (brands):

very often often rarely very rarely never

[l s [l 4 L1 3 [1 2 [1 1



10. Do you think more information about them would overcome this

difficulty: [ ] vyes [ 1 no [ ] may be

If "yes"” or "may be", please write below what Lkind of
information would be helpful.
11. ¥hy do you think people use grooning products?
{3 necessity [] luxury [] pleasure [ ] hygiene
{1 beauty [1 hsabit [] see others use it

[] other reasons (please nane)

III). Please check the box that best malches your opinion.
How important is each of the following typesvof information in
buying/choosing a grooming product?
5 stands for the extremely important, 4 for very important.
3 for important.2 for not so importasnt,and 1 for pnotb
important &t all. (e.g. if you believe COLbR is very important vyou

would check 4)

extr. very not s0 not
imp. imp. dmp. dimp. imp.

T o e e g At o+ o e o S e T o VR T M o ) . s s St i o B o s M- T i W o S T —

- s e S (e o - - — o ——_ —~— — o o — S S S o . — T Y ot e n i S o .t St Sm e e A o S Pt e o o A

PRICE

PRODUCT. ATTRIBUTES
EXPECTED BENEFITS
CONTERTS

EXPIRY DATE

RISRS

INSTRUCTICONS FOR USE
PRODUCTION DATE
‘SPECIALIST S ADVISE
OTHERS (please name)

X R R E R

- .  y p e .- T o -
——— Y >~y P -y T - o
- e e O T e WSy
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IV). Check the number to indicate much you agree or disagree with

each of the following statements.

neither
strongly agree - strongly
agree nor disagree
disagree
1. There is sufficient information 5 4 3 z 1

written on the grooming products [ 1 [ 3] [ 3] [ 3 ]
prackages. .

]

e
18
(&)
)
o

There is too much information > ,
written on the grooming products [ ] I3 [ 1 [ ]
pachkages.

~
(-

3. ¥When I buy grooming products 1 5 4 3 2 1
want to make an informed choice {3 [ 3 {3 {13 [ 3

e
N
e
V)
s

4. T don’'t need any information in
order to buy grooming products [ 1] [ 3 [ 1 {13 [ ]

. When I buy a grooming product 5 4 3 2 1
I always read the information L1 [ 1] 1 {1 {3
written on the packsage.

[

6. Information disclosed on the 5 4 3 2 1
package of the grooming products { ] [ ] [ 1] [ 3 [ ]
is truthful.

7. If & grooming product doesn’'t 3 4 3 2 1
satisfy my expectations I [ 1] [ 1] {3 [ ] [ ]
complain. :

8. If the information written on
the package of s grooming 5 4 3 2 1
product, doesn’t{ match with the [ 1] {1 L3 [3 L]
sctual product, I complain.

8. The price of each grooming
product should be disclosed either
in the store or on the package. [ 3 {1 [ 1 {3 [ 1]

en
fa
[ ]
2N
o
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V1) Several items sre listed below. People perceive some of them sas

Hecessities and the others as Luxuries.

a) please circle the B for "Necessity"”, and the L for "Luxury"
corresponding to the items you perceive as being so. Do this as yon
perceived each them to be Before 1988(as much as you can remember),
and as you perceive them now After 1989.

b) then, please gou  over the list again and circle the € for
"Consumed”, ‘and the V for "Wanted”. Circle the C corresponding to
the items you have consumed/used, and circle the V corresponding to
the items you want to buy/use. Do this for:Beforel988 and After 1889

ITEMS BEFQORE 1888 AFTER 1889

1. auvtomobile
2. books
3. bus (public)
4. designer clothing
5. hot wster
6. dishwasher
7.furniture
8. family picnic
8. electricity
10.hand made clothing
11.watch
1Z2.theatre
13.apartment (house)
14 .nmussun
15.freezer
18.microwave oven
17.university studies
18 .personal computer
18.color TV set
20.8ir conditioner in

the house
21.radio
22.television set
23.video (VCR)
24 .stereo in the car
25.free Saturdays or

Sundays
28.one month holiday
27 .food
28 .sewing machine
28 .refrigerator
3D.electric mixer
31l.cosmetics
32.medicines
33.vscalion house
34 .zporting goods

EmEmE R E T mE i R

B b e b b b g b b e B e B b B B b g b pe B b b b B p B b e
ACANACANrn GaNaN OataNAaaaataanatan
adadgqdagdagd daddd dgdgqdgqhdddqada<aqddd g
T e My |- R - A R R R R - R Rl A A R A

el el wd ntalal el ul ol ol b ol ol B BNl o N-al o Bl o ol ol el ol ol ol ol o B ol o ol o N )
aQanaoaaaaad QAo Qoo anaoaat
g g gqd g dgqadagd <dagdgddgdgddd g d gt gdg<

O R o Wy NNt I - A
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Plesse fill in wvour:

age:

gender: [ 1 female

[ 1 male

profession:

education:

monthly income:(include: salary, scholarships;
pensions, rents, and other income sources)
below 10.000 lei

10.000 - 20.000 1lei

20.000 - 30.000 lei

30.000 - 40.000 lei

40.000 - 50.000 lei

50.000 - 70.000 lei

70.000 - 80.000 lei

[ ane SENEEE sax SN oon JENNEE sast SRR —oo TN sone BENNNNY oo
[ e " S "o D SO S o VO |

[ ] above 90.000 1lei

THANK YOU !
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Romanian Translation

STIMATE PARTICIPANT,

" Chestionarul de fata va i folosit 1ls intocmires unel lucrasri de
absolvire a cursurilor postuniversitare ale Universitstii Bilkent,

Fgcultatea de Hanagement.

Acest studiu investigheaza consunul de produse cosmelice
pe pista rom@nessca. Validitates studivluil depinde de sinceritatea §i

corectitudinea raspunsurilor dumneavoastrs.

Asigurindu-va de deplina confidentialitste a chestionarelor wva
multumese pentru timpul rezervat, pentru efortul depus Si pentru utila

dumneavoastra colaborare.
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In acest chestionar produsele "cosmetice™ se refera la: sspun,
Sampon, pasta de dinti, crems de ras, fard, parfum, after-shave,
deodorant, creme Si alte produse care se gasesc la raivcsnele de
cosmetice sau in magazinele de specialitate.(parfumerii)

I) Va rog sa completati raspunsurile la urmatoarele intrebsri, fn
spatiile rezervate.

1. Numiti primele 5 lucruri (idei) care va vin
in minte c¢ind va ginditi la cosmetice,

1.

w

o W

2. Prietena(ul) dvs. vrea sa cumpere un produs cosmetic si va intreaba
cum sa procedeze ca sa-l aleaga/cumpere pe cel mai bun. Ce 1i
raspundeti ? (Ce criterii 41i sugerati sa foloseasca ?)

3. Ce informatii ati dori sa fie scrise pe ambalajele produselor
cosmetice dar care la ora actuala nu sint scrise ?

4. Care dintre informatiile scrise pe ambalajele produselor
~cosmetice va bucura ca exista ? ‘

5. Cind cumparati vwn produs cosmetic care dintre informatiile de pe

ambalaj le cititi in primul rind 2

8. In general, lumes cumpgara produse cosmetice pentru
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7. Ati fost vreodata nemultumit de vreun produs cosmetic pe care
l-ati cumparat ?

[] Da [} Hu
Daca Da va rog raspundeti:

a) ce produs ?

b)Y e¢ind ? [] inainte de 1889 [}l dupa 1889

¢) ce v-a nemultumit ?

d) cum ati reactionat 7

¢) ati reclamat undeva sau cuiva ?
[] Da [] Ru

?

f) daca Pa, unde sau cui

g) care a Tost rezultatul reclamatiei dvs.?

I1) Va rog =3 bifati raspunsul care credeti ca este cel mai potrivit
pentru intrebarile urmatoare.

8. In general, cumparati un produs cosmetic atuneci cind:(puteti bifa
mai multe raspunsuri)

[J vi-1l recomanda cineva

[]1 se termina cel pe care-1 aveti {] vedeti un produs nou
[] vedeti ca prietenii 11 folosésc {1 gasiti unul ieftin
[] gasiti un produs de import [] 41 vedeti in reclame

{] alte situatii (numiti care)

8., €3t de frecvent aveti dificultati in aslegerea unuil tip/funei marci
de cosmetice ?

foarte des des rar foarte rar niciodata

[15 (1 4 {13 {12 {11



10. Daca ati avea mal multe informatii despre produsele cosmetice
credeti ca ati putea depaSi aceste dificultati ?

[} D= [] Ru [] Poate

Daca ati raspuns cu Da sao Poate, specificati care sr fi
informatiile utile pentru a depafi aceste dificultati.

11. In opinia dvs., de ce cumpara lumea produse cosmetice 7
[} necesitate {3 lux [] placere [] igiena
[ frumusete [] obicei [} pt. ca 81 altii folosesc

{1 slte motive (numiti care)

IIT) Va rog marcati dreptunghiul care reprezinta cel mai bine opinia
dvs.

Cit de importanta este fiecare dintre informatiile din tabel,
in cumparares/alegerea unui produs cosmetic ?

5- reprezints extrem de importasntas; 4 -reprezinta foarte
importanta; 3-reprezinia importanta; 2-reprezinta putin importanta;
i1-reprezinta pnesemnificetiva. (De exemplu: dacs credeti ca greutatea
este foarte importanta marcati 4)

extr. Toarte putin nesemn-
Himp. imp. imp. imp. nific.
TIPUIL, DE INFORMATIE D 4 3 2 1
PRET ‘
ATRIBUTELE PRODUSULUI
EFICACITATE

IRGREDIENTE/COMPOZITIE
TERMEN DE VALABILITATE
FRECAUTII/RISCURI

MOD DE INTREBUINTARE
DATA FABRICATIET -
SFATUL UNUI SPECIALIST
ALTE (numiti care)

LR I I IR I

—— s e W s I oy s - O
i

- " T - o NIy o Sy Py

-y Ty N s oy -
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IV Bifsti cifra care reflects zscordnl sau dezacordul dvs.
fiecsre dintre urmstoarele afirmsetii:

1. Existzs suficiente informstii

scrise pe ambalajele de cosmetice

a prea multe informatii
e

3. Cind cumpsr cosmnetice vreau
sa Tiu bine informsat(s).

4. Nu am nevole de nici o infor-

matie pentru a3 cumpsars cosmetice.

5. Cind cumpar cosmetice intot-
desuns citesce informastiile
scrise pe ambalaj.

B. Informatiile de pe ambalajele
produselor cosmetice sint resle
81 corecte.

7. Cind un produs cosmetic ma
nenultume8te, 31 reclam.

8. Dacsa informatis de pe ambzals]

na corespunde cu produsul cosmetbic

respectiv, 11 reclam.

8. Pretul fiecaruil produs cosmetic

trebuid ss fie expus in megazin
sau scris pe ambslaj.
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ambslajele de cosmetice

£

L

L

L

{

[

£

[

5

5

n

(]

S
{13

F,

J

]

3

1

]

]

]

]

]

1

L3

13

13

{1

L]

[1

L1

1

[1

L1

L1

L3

{1

1

1]

L1

N

L3

)

£13

L3

ta

L3

N

L3

)

3

™

[ 3

o

L1

|2\

L1

de

acord acord nedecis dezacord dezacor:

total total

{1

L1

{1

L1

1

£ 1

L1

L1

L1



Vi) Mai Jos swveti o lists cu diverse articole. In genersl, lumes
considers unele dintre ele ca fiind "necesitati”, altele ca fiind "lux”

a8y fncercuiti K pentru necesitate 8i I pentru lux,
in dreptul sarticolelor care fzsce parte din caitegoria respectiva.
Procedati astfel pentru colosns Inainte de 1988, 5i respectiv Dupa
1889,

b}y recititi lista S5i incercuiti € pentru srticolele pe care le-sti
cumpsrat,/folosit, Si V pentru cele pe csre vreti sasn doriti sz le
cumparsati,/folositi. Deci C reprezintas consumat/folosit 81 V reprezints
vrean sa cumpar/folosese. Procedati astfel pentru coloans Inainte de
1988-(in masurs in care vas smintiti), 51 pentru colosns Dupa 1988.

28.0 luns de concediu

Ly

3%
J

?.mincare (alimente}
28 . mabins de cusut
28.frigider

30.mixey electric
31l.cosmetice
32.medicamente
33.csss de vacanta
34.articole sportive

ARTICOLE INAINTE DE 1988 DUPA 1889

1. sutomobil N L c v = K L C \'Z

2. carti B L 4 v & N L C v

3. transport public H L C ¥ 2 R L C v
4. fwbrscaminte de la

case de modsa B L C v & R L C v

5. aps cslds N L C v 2 N L C Vv

6. msSina de spslst vase R L C v & 4] L C v

7. mobils N L C v = N L C v

8. picnic cu familis R L C v ] R L C v

g. curent electric B L C \' = R L C v

10.confectli manuale R L C v ] 3 L C v

11.¢ceas R L C \' 2 R L C v

12.8 merge 1ls testiru H L c v = 1] L C v

13.czsa(spartanent) R L C V' & R L C v

14.8 vizits muzee H L C v a " L C v

-15.congelator N L C v = R L C v

18.cuptor cu microunde K L C v = R L C v

17.studiil universitare H L C v a R L C v

18.computer personsl K L C \'4 & N L 14 v

18.televizor color R L C V' a R L C v

20.3er conditionst in cassa R L c vy & R L C v

21.radio ' N L C v 3 N L C v

22.televizor N L C v 2 R L C v

23.video R L C v = H L 104 v

24 casetofon in maSina R L C v 2 K L C v

25.s8imbete/duminici libere R L C v a N L 4 V'

H L C v & R L C v

N L C v 2 B L C v

N L c vV & N L C v

H L C v E N L C v

f L C v 2 R L C v

R L C v & N L C v

R L C \' & 2] L C v

N L C v = 2t L C v

"H L C v g R L C v
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Va rog ss completati:

virsta:

sexul: [ ] feminin

[ ] masculin

profesia:

studii:

venitul lunar (ssalasrii, burse, pensii, chirii, salte
venituri):

sub 10.000 lei

™

10.000 - 20.000 lei
20.000 - 30.000 lei
30.000 - 40.000 lei
50.000 lei-
50.000 - 70.000 lei
70.000 - 80.000 lei

o
e b et bed bl ted g L

1.8

O

O

Q

(o}

i

peste 90.000 lei

VA MULTUHESC !
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Z. Questions Asked to the Firms® Hanagers

1. Do you think consumers need information in.order to  buy
vour company s products?

2. What sources to provide informstion about the products
does your company use?

3. In your opinion, which is the most imporisnt informstion
consumers would want to have?

4., Is this information available to the consumers? How?
Where?

5. Do you have adveriisements for your products? Through
which media?

8. What are the future plans concerning information
disclosure?

7. Is consumers’ opinion important for you and your company?

8. Did your compsny do sny resesrch on consumer sstisfaction
or any other research?

8.Do you have an educationsl program or participste in
educationsal programs for the consumers?

10.How do you get feedbazck from the consumers?

11. Did you receive complaints from the consumers?

12. What were the fregueni complaints sbout?

13. Do vou have & consumer complaint office or department?

14 . ¥hat type of policy do you have here for hsandling

complaints?
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APPERDIX C

RESULTS OF THE RESEARCH
TABLES ~ Results of the Survey

EXHIBITS -~ Summaries of Findings and Interviews
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TABLE 1

DESCRIPTION OF THE
SURVEYED SAMPLE

Audience Composition %

- o -~ - -

Total 31 100

‘i Femnles 15 48
{Hales 18 52

b o e e e et . e —————
1<30 years .17 55
1530 yesars 14 45

b o e e e e e e e - — o — o — —— —— —
]

1<20,000 ROL 17 55

{ »20,000 ROL 14 45

oo

. .- - o -

- e



TABLE o

FREQUERCY OF OF DIFFERENT
ASSOCIATIORS WITH COSMETICS

All The First That

ociations Comes to Mind

>
©
149}

——— o o -

]
t
b}
]
1
1
:
Necessity V2B 8
________________ b et e e e ——————
H}
iBesuly 712 4
b e e e e b e e e e o e —————
1 1]
1Elegance 110 1
b e e e e — —— — b . e e . o —
1] 1
iFreshness : 9
b e e — s . —— — — b i et e —————
1 t
1Gr .Product v 47 10
b e o e e e e e v b e e e e et e -
1 H
! —-cream t13 2
b e e e e D e eee e e e e —
H ]
! —-perfunme ! 8 4
U e e o . NG _ S I _ Jgar A
(] 1
i ~soap | 7 7]
e —— S _ % I come G . i
1] f
i —shanpoo : 7 1
e o e e - ] i _ . g ==
] {
{Others: v 28
b o e e e e e - ———— § e S e
1 i
' -pleasant smell !} B
| I il U e e
1 i
!\ ~expenditure k 5
| SO | A .
1 H
i ~attraction ; 5
{. /women H
e o e e e e e e b e e e c e e e ————
f t
i -personality ! 4 2
b e e e e e — e - — b e mreran v - e o - -
] ]
i —utility H 3
o e e e e e e = . - ——— 1 e et o e e e e e o e ot - ——
1 1
i ~confort H 2
b e e e = - b e e e e e ——
] [}
'TOTAL {188 34

] H
- '

H
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TABLE 3

FREQUENCY OF DIFFERENT
OCCASIONS TO USE COSMETICS
Open Ended Answers

GENDER ~ AGE IRCOHE

: n Female fale <30 »30 <z20000 »>2000
1

- " T TN s oy T T ko W o T g s o e WP e

Recessity 24 13 11 186 ES] 14 10
iBesuty 13 g 4 8 5 5 8
Pleasure 3 1 2 1 2 2 1
tLuxury 2 0 2 2 0 0 2
iQthers: 8 z2 3] 3 5 3 5
1Gifts - 5 1 4 3 2 A 3
iPersonality g
'Education 1 0 1 0 1 1 ]
'Brand Name 2 1 1 i 2 0 2
1
Note: frequencies given sre for 31 subjects;
multiple answers were allowed
TABLE 4
FREQUENCY OF DIFFERERT
OCCASIONS TO USE COSMETICS
Closed Ended Answers
GENDER AGE INCOME

n Femasle HMale <30 »30 <2OQOQ >2000

- n . s

‘Hecessity 47 23 24 27 20 - 28 18
tBeauty 20 10 10 12 8 11 g
iPleasure 18 g 7 7 g 8 8
'Luxury 11 8 5 8 5 6 5
'
‘Others: 3] 2 4 3 3 3 3
1Gifts 0 '
‘Personality 1 1 0 1 8] ! 0
i+ Education 0

'Brand Name 0

‘Habit 3 1 2 1 2 2 1
 Sex 1 0 1 1 o 0 1
jothers use 1 0 1 0 1 g 1

{
)

" oy S n o T oy T o an T . S o oy T T e B W o - -

Note: frequencies given are for 31 subjects;
multiple answers were allowed
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TABLE 5

MENTIONED OCCASIONS TO
BUY COSMETICS

H ]
H 1
{ H
! Occasions Frequency Fercentsge !
] t
s . s
'Runn out of stock 28 34 !
'Someone recommends it 17 20 !
{See a new product 12 15 !
'See it advertised i1 13 !
‘Find a foreign brand 5 8 }
'See friends use it 2 2 !
] ¢
] [}
'Others 8 10 !
1 1
1] 1]
'Total 83 100 !
1 1
$ ]

Hote:although there were no differences between
msle, femsle; young, old; rich, poor, in terms

of frequencies of different occasions mentioned
the oversll number of occasions varied: younger
people indicated more ocecasions than older people,
males more than femsles, and lower income people
more than higher income people.
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TABLE 6

INFORMATION USED IN
BUYING/CHOOSING COSMETICS

- . . S = o o A pay SA  om A S s TN ko T R hs e h W am e W A s YR P e Ay S e e e Pe m e e . -

Existing First Info. Missing
Useful Read Recommended Info.
Info. Info. To Friends
Brand 4 11 22 5
Hame
Content 18 2 z i0
Indication 12 7 1‘ 2
Price 3 3 5 3
Producer 5 7 5 2
(Origin)
Produection
Date 3 5 1 5
Expiry
Date 5 7 1 8
Instruction 12 7 1 2
for use
Benefits 1 5 2 2
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TABLE 7

IHPOCRTANCE OF INFORMATIOR IR
BUYING/CHOOSING COSHETICS

i Type of

EInformaLion S 4 3 2 1 n Hean

'.

f *

jBenefits ~ ~® . & oo g
}P;;&;;;;;;_date 15 10 4 2 31 4.225
§E;;;;;_5;;;__*_-____,;;_ iz s am 4.096
}R§;§;~~”“—~~*””~“~’~—EBN 7 s 2z sg 4235
}A;;;;é;zéénhﬁﬂ*wmm———ié_ e 7 4 31 3987
}02;1;;;;~_~—~——“_~~~—1§- s 10 4 28 3793
‘Instructions for . T
Relih. . W ‘ _deww ‘eemw’ i sw 3486
{s;;;;;I;;Z”advise 7 3 14 5 29 3.413

{P;;;;”-~_~-—#—~—~-~_—ﬁi— s 11 s 2 81 2.9803
{0{5;;; ~~~~~~~~~~~~~~~~ s 1 4 o o 8 n
gxé;;ii ————————————————————— 1 4 QO 2 3.5
gxégi;; ——————————————————————————— 2 2 3
{¥Producer s T s 4.6

* Numbers given are the frequencies of the importance astiributed
to the information where 5 = extremely important 1 = not
important at =all
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TARLE 8

OFINIONS ABOUT PRODUCT INFORMATION
ARD COMPLAINTS

QUESTION 5 4 3 2 1 n MEAR
Agree Disagree

- e A -

tSufficiency of

tinfTormation on pack 2 2 & 18 4 31 2.354

L e e e e
iExcesiveness of i

tinformation on pack g 1 5] 14 10 31 1.835

e bttt bbbt
‘Need for informed

'choice 22 7 1 0 1 31 4.580

: _______________________________ e o e e o o o o ——— ——— —
tHo need for

tinformation 1 1 8] 11 17 30 1.8

: ____________________________________________________________
iRead package i8 10 2 1 0 31 4.451

o > o ———— s = " ————— 7 —— = " o S T e bk o - W e S " e e e e e e e e e

ttisfactory product 2 2 8 15 B 31 2.322
1 e e itk R Rl X Rt e Rl el e e ndadiodi i didedentenfebundsat b et
{Complain for unsa-

itisfactory information :

lon  the psack 3 2 11 5 g 31 2.451

‘Recessity of price
‘disclosure on pack or _ ,
tin  the store - - 21 7 3 0 0 31 4.580
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TABLE 8

RELIABILITY AND INFLUENCE
OF USING DIFFERENT SOURCES OF

INFORMATION
H H
: RELIARILITY INFLUENCE !
A O
i Source of Standard Standard |
i Information i Mean Deviation Mean Deviation]
i t
1 1
] 1
1@wn Experience 28 4.928 0.934 4.857 0.440 !
‘Friends 2 3.727 1.173 2.954 1.147 )
tAds in Magazine 21 3.238 0.7489 3.333 0.835 |
‘Packages 20 3 0.707 2.95 0.804 |
1Ads on TV,Radio 17 2.784 0.941 2.470 1.035 ¢
iColleagues . 17 3.178 0.922 2.470 1.143 |
iSalesperson i86 2.437 1.170 2.5 1.172 |
iBooklets 15 3.0868 0.987 3.133 0.884 |
tIn Store 15 2.6866 1.299 Z.668 1.289 |
‘Family 14 4,142 0.742 3.5 1.401 |
{Others: g 3.888 0.874 3.888 0.874 |
i —-Cosmetician 8 4 0.88686 4 0.868 |
i -Exhibitions 1 3 -0 3 0 !
i I
1 ]

¥ote: means and standard deviations given for reliasbility
and influence were 5 = extremly reliable, 1 = not
relisble st all, 5 = extremly influentisl, 1 = not

influential at all
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TABLE 10

FOSSIBILITY OF OVERCOMING THE
DIFFICULTY IN CHOOSING COSMETICS

BY GIVING MORE INFORMATIOR

! Yes No Maybe Total!
‘ :
* :
VALY iB 8 7 31
1 [
1 H
! Percentage S52% 26% 22% 180%!
\ :
i §

Note: frequency of facing a difficulty in choosing:
mesn response {(when 5 = very often and 1 = never),
is 2.886.
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TABLE 11

FREQUENCY OF DISSATISFACTIONS

ARD ATTITUDE TOWARD COMPLAINIRIG

A e D ey g T oy e BT h s VB s e YT m e RO o AT e S n oy WS s . -

Fregquencies

Disssppointed Consumers
Before 1988
After 1888

Reaction to Dissappointments
Not Bought the Product
Thrown the Product
Told to Friends
Others

Consumers that Complained

31
15

16

13

o

i

o~

- . . s WP s W oy SV P s e e SR wa e O b PR S e St a o SR o
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TABLE 12

HEANS AND STANDARD DEVIATIONS OF ITEMS AND
CONSUMPTION ACTIVITIES SEEN AS NECEéSlTY, LUXURY,
AND CONSUMED ARD WANTED BEFORE AND AFTER 1888, FOR
ALL RESPONDERTS AND FOR THOSE CLASSIFIED INTC TWQ AGE GROUPS

: H
! Before 1888 After 1988 !
1 1
i n  Mean Standard n Mean  Standard|
! Deviation Deviation|
{ t
: :
tAlLl H
! Hecessity 31 24 .25 4 .88 31 25.00 4.35!
i Luxury 31 9.25 5.25 31 8.80 5.48!
i Consumed - 31 18.93 3.87 31 18.28 4.50!
i HWanted 31 8.354 5.58 31 11.32 6.02}
; :
'Under 30 years !
! Becessity 17 23.53 5.21 17 24 .47 4.68!
! Luxury 17 10.35A 5.52 17 g.24 4.18!
! Consumed : 17 18.?OB 3.67 17 18.85 5.50!
! Wanted 17 12.59 4.84 17 13.78C 5.40!
z | |
t . ]
‘Above 30 years H
i Necessity 14 25.14 4.00 14 25.864 3.998!
! Luxury 14 ’ 7.93A 4.78 14 8.50 6.80!
! Consumed 14 21.428 3.83 14 20.07 2.89!
! Wanted 14 5.88 3.98 14 8.38C 5.43!

Note: no significant difference emerged acrosSs gonder and income.
A, B, and C, same letters Tor sny two numbers in the table
indicste comparisons significsnt at the p<0.005 level for t-tests

Note: the list comprised 34 items snd consumptiin setivities
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EXHIBITS




EYXHIBIT 5
Summary Profile of a Romanian Consumer of Cosmetics
¥ Cosmetics are @ necessity; people buy snd use them for this

rezson (Teble 2, 3, 4).

¥ Cosmetics were & necessity before 1888 and asre still a

nnecessity after 19889; I consumed them in both periods (Table 13).

* T ususlly buy cosmetics when I run out of stock, when someone

recommends it to me, or when I see a new product (Table 5).

¥ I rarely feel I have difficulties in choosing cosmetics but
more informstion would be helpful in overcoming this difficulty

(Table 10).

¥ I also need to know the origin (country) of the product I buy

and the product benefits in more detail (Table 7).

% When I buy cosmetics the most important piece of information is

sbout the benefits of the product (Table ?}.

¥ Price is not important for me when I buy/choose cosmetics but I
strongly agree that it should be either disclosed on the packsge

or in the store (Tsble 8, 7, 8.

* I think there is not sufficient information written on the

package of cosmetics (Table 8.

% I strongly disagree that +there 1s excessive information

8



disclosed on the packsge of coshetics (Table 8.

* T strongly dissgree that I don't need any infeormation in corderx

to buy cosmetics (Tshle 8).

% When I buy cosmetics I want to be ;nformed s0 that I can mske a

good choice (Table 8).

% When 1 buy cosmetics I almost always read the informstion

written on the packszge (Table 8).

# I don’t know whether the informstion disclosed on the package

of cosmetics is truthful or not (Table 8).

* To buy cosmetics I base my choice on my own eXperience; this is
the most relisble source of information for me and it influences

me in my decision (Table 9).

¥ Friends are also z good source of information; they are neither
relisble nor unrelisble but they don’'t influence me too much in

my decision (Table 8}.

* I am not sure if I would complsin when & cosmetic product

disappoints me (Table 83}.

% I was disappointed by various cosmetics, before and after 1888,

but I never complained (Table 11).

* I sm not sure I would complsin when the informstion writlen on
the package of s cosmetic doesn’'t mateh with the actusl produci,

(Table 8).
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EXHIBIT 6 - Summary of the Interview Conducted at MIRAJ

* before 1888, we didn’'t disclose slmost any informstion to
the consumers. Nowadays, we provide the informstion as follows:

- written on the pschkage

- instructions for use and prospectus asre contained by the
pachage for creswms, lotions, hair dyes snd a1l other types of
products that require more informstion for the consumers

- we advertise in different medis: TV, radio, newspapers,
and msgazines

- we inform the wholesélers and train the salespersons from

MIRALON through booklets, technicsal meetings, panel discussions.

¥ consumers need informstion in order to buy coswmetics. The
most importsnt information consumers would want to have, I think,
is the prospecius, thst is svailsble now for sll products thst
reguire 1iif, then the expiry date, the expected benefits - this
should be written to “catch the eyes"”, and alsoc composition is
- important, not the chemicsl ome but for example telling the

consumers that a certsin produet has natursl extracts, liposomes.
¥ for the future we plan to reopen our stores chain, to open
s school - in cooperstion with WELLA - for cosmeticians.

* we hsve & complaints office but it is desling only with
complaints from the wholesalers and from MIRALON, since we have

no direct contacts with the consumers.
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¥ we don’t receive complaints very often but when we do they
are generslly asbout dzmages during trsnsporiation and very rarely
sbout misfunctioning of the products. Concerning the complaints

MIBALOW informs us about, we gave them complete freedom to handle

[

them, and here, we take 8ll messures to prevent any situstion

thet wonld generste & cowmplaint.

4 we did not do any research on consumers satisfsction,
we 11 probsbly do it after reopening our stores. At present we
hsve done some research about our clients (the wholesslers),
sbout the competition the Romanisn market, and sabout personnel

and wages in the cosmetics industry.’
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EXHIBIT 7 - Summary of the Interview Conducted at MIRALON

* informsfion for the consumers 1s availsble on and in  the
packsge of the products, and from the salespersons knowledge; we
tried slsc with disclosing booklets snd lesflets but they quickly

dissppeared-people took thewm awsy. Then we disclose the prices on

the shelves below esch type of product.

¥ for Romsnian products consumers usually know exactly what
they want so they simply ask for the product, but for the
imborted brands they ssh the seller about the producer, country
of origin and expiry dsate.

¥ the information consumers want to have is the expiry date,

composition, instructions for use snd this is alresady availsble.
¥ for perfumes and deodorants consumers wants to smell them

% st present we don't advertise at all, "we don’'t sven need

it, our store is always crowded, people know us”

¥ our sslespersons sre trained by the staff from MIRAJ or by
people  who worked in the cosmetics industry, and we also have

some sslespersons who sttended & courses for cosmeticians.

¥ we have no research on consumers’ needs or satisfaction,
811 we know is From their resction in the store and from the

sales volume.

¥ we have no complaints office or person in charge with

complaints, we all observe and handle the eventusl complaints.
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Usuzlly we don't receive cowmplzints bul when they arose they were
related to improperly closed caps or misfunctioning of the
deodorant tubes. We try to detect these problems before the

product gets to the consumer.

¥ if consumers are right when they complain we Lry to handle
the complsint at onece by changing the producht, apologizing for an

unsstisfactory service or by taking any necessary measure.

¥ we alwayé inform MIRAJ sbout the problems snd complaints

that we received but not on & regular basisg.
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