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Abstract 

 

The paper aims to analyze the purchasing and food consumption behavior of the population of Iasi, as well as the 

decision-making act made at individual or group level, in connection with the purchase and consumption of agri-food 

products, designed to meet food needs, present and future, including both the decision-making processes that precede 

and those that determine the purchase / consumption of these product categories. Food satisfies the physiological needs 

of every human being, which cannot be delayed and, therefore, for this satisfaction the needs of the consumer affect a 

part of their income. The way in which food needs can be met differently, through food of animal or vegetable origin, 

rationalization of the number of calories, dietary principles, vitamins, minerals, etc., ultimately determines the level of 

expenditure depending on these options. They differ according to age, social condition, preference for the structure of 

consumption, degree of civilization, geographical condition, even fashion and imitation, etc. At first glance, defining 

consumer behaviour seems to be a relatively easy process. In reality, however, the definition of this concept involves 

taking into account a variety of elements, resulting in a series of definitions presented by the literature over the past 

decades. Given the complexity of this concept, for its definition, specialists have resorted to various sciences starting 

with anthropology, sociology and psychology, and ending with economics and marketing. In this paper, the emphasis is 

on treating the concept of consumer behaviour from a marketing perspective. 
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Studying consumer behaviour has become a 

concern of marketers, as they can learn how buyers 

choose their goods and services to answer multiple 

needs, what are the stimulate the factors that 

influence their choice. (Chiran A., Gindu E., 

Jitareanu A.F., 2015). 

In the mid-1960s, the study of consumer 

behaviour became a distinct field of marketing, as 

at this time the adoption of the marketing option 

requires an understanding of the complex 

mechanism of transforming the need into demand 

for goods and services. 

The increasing complexity of economic life 

has led to the need to know the mechanism of 

human economic behaviour, which is becoming 

more extensive and complicated, which requires 

separate study of the two intrinsic components: 

human behaviour as a producer of goods and 

services and consumer behaviour. 

For the contemporary society, in which the 

technical-scientific progress tends in many fields to 

replace the producer - man with the manufacturer - 

machine, the study of the consumption behaviour 

becomes very important and significant, especially 

since the scarce resources with alternative uses that 

the human society has at its disposal require the 

production, only of those goods and services that 

meet the needs in the necessary quantities. 

Therefore, knowing and explaining the 

consumption and buying behaviour has become an 

urgent necessity, ignoring the way it manifests 

itself, producing serious imbalances. 

That is why it is equally important for the 

producer to find solutions to produce in conditions 

of maximum efficiency and to know the reasons 

why his goods and services are bought, to find out: 

who, what, where, why, when, how and how much 

they buy and how often, in other words, to find out 

why people respond in a certain way to the 

products and services offered to them, why they 

have a certain attitude towards them. 

 

MATERIAL AND METHOD 
 
The methodological and scientific support in 

this paper was based on a series of direct and 
indirect documentation such as: observation, 
analysis (qualitative, quantitative, and historical), 
synthesis, comparison, systemic, monographic, 
statistical, figures and tables in the full and 
complex exposure and rendering of phenomena 
and economic processes studied. 


