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Abstract: 
This paper presents the service with the greatest commercial potential, 
namely the e-commerce, also recalling the other services of the Internet. The 
theoretical aspects were completed by a research project aimed to highlight 
the extent to which people from Resita are familiar with online shopping 
services and how they relate to online shopping. The research highlights 
issues regarding to use e-commerce service by the population of Resita, 
starting from the frequency of using it and addressing issues related to 
payment or security and the trust of e-commerce sites. Thus, it is possible to 
break the barriers of space and could make orders worldwide.  
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1. Introduction 
The rise of the Internet network, 

and also its increase among users, 
whether individuals or companies, led to 
the appearance of applications that 
were written specifically for handling 
information provided by this large 
computer network. It is not known how 
long these applications will grow up, 
how far it will reach. I think that it is 
suggestive the following statement by 
Tod Maffin: ’’The Internet economy is a 
further phenomenon, but the web 
without borders will be as big as the 
world itself‘’ (Tod Maffin,2007). 

The access to information and the 
development of new technologies have 
now reached an unprecedented level in 
history, where the ability of business 
models(Li, 2013) to reach easily at the 
potential buyers like never before. But, 
grudgingly, the Internet is not often 
taken into account and it is not used to 
its true value. If not long before 
advertising was seen as a factor that 
influences negatively the individual 
privacy, bombarding him with different 
messages, online advertising can be 

much more subtle and practiced as 
permission marketing, having a higher 
degree of penetration than traditional 
advertising media. (Radu Trifan, 2005). 

People think that in our lives have 
already been many changes. 
Traditionally, the Internet had four 
services, namely: 

- World wide web - the most used 
Internet service, through which users 
have access to an extensive array of 
information in all fields, with a 
navigation program called browser. The 
information is stored in connected 
documents. 

- electronic mail (e-mail) – is the 
possibility that allows to send and 
receive messages from any user of the 
Internet 

- e-commerce (GMP News) - is a 
service through which you can buy or 
sell online 

- FTP (chat) - allows real-time 
communication via online 
communication channels, it offers the 
possibility to transfer files to/from a 
computer in the network. 
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2. Theoretical Considerations 
Marketing activity through the 

Internet becomes a routine process, 
contrary to implement the traditional 
methods of marketing. 

The Internet allows a range of 
facilities dedicated for the user of the 
network in searching for information, 
sending mails or transferring files. 

Searching for information via 
Internet allows the communication 
between producer and consumer, 
controlling how information is received. 

The advantages of web presence, 
as a site more or less complex, appear 
especially for those organizations that 
have a well defined purpose, and the 
extent to which this is achieved is easily 
measured by recording the number of 
users. (Onete Bogdan, 2005). 

Traditionally e-commerce means 
the use in network with an added-value 
of some applications such as electronic 
transfer of documents, of fax 
communication, bar codes, file transfer 
and electronic mail. The extraordinary 
development of the interconnectivity of 
the computer on Internet, in all 
segments of society, has led to a 
growing trend of the companies to use 
these networks in the area of a new 
type of commerce, e-commerce on the 
Internet that should call-in addition to 
the old turn-mentioned services-new 
ones. It is, for example, about the ability 
to perform network shopping by 
referring to the electronic catalogs and 
pay via credit card or some electronic 
purses. 

In the last decade, the Internet 
(Mirescu, 2011) has evolved into a 
formidable tool, having a major impact 
regarding all the aspects of life. Every 
half year occur changes so important 
that it is impossible to predict where it 
will be in the next 10 years. Currently, 
we are all involved in a revolution that 
takes place in trade and 
telecommunications. The large 
companies of the century will have the 
origins in this decade. 

Selling products and services 
online not only adds another revenue 
steam to your business online, it can 
help to build a series of relationships 
with your target audience by making the 
passive visitors into active consumers.  
To effectively manage the sale, we must 
consider carefully at the shopping cart 
system that we use, but we must take 
into consideration other aspects related 
to trade, such as safety. It should be 
taken into consideration the ways to 
help the consumers before, during and 
after a purchase. This would ensure that 
the products and services of the 
company are sold. This topic is 
discussed in detail in the next chapter. 

The first thing to consider is that 
some products are sold better than 
others. As shown the success of 
Amazon and CD. Now, books and 
music were always sold well on the 
web. One reason? Customers do not 
need to touch or see these products to 
realize if they want to buy. 

The e-commerce sites that work 
well on the Internet (Scupola. 2002) fall 
into two distinct and opposite 
categories. One category includes 
companies like Amazon, who succeed 
through diversification and expansion 
into other product categories with a big 
market. The other category includes 
companies which achieves their goals 
by narrowing the online niche 
marketing. 

That said, it is possible to exploit a 
niche in a large market. For example, 
the software company Anaconda 
(www.anaconda.net) sells software 
used by the Amazon subscribers. 
Anaconda is the only company that 
manufactures and sells the specialized 
software. For this reason, it does not 
have to compete with companies as 
Microsoft and Adobe. 

Order Processing 
Your own site allows adding HTML 

forms. They are used for visual layout 
and assembly issues of an order form, 
but it do not determine the form to work. 
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In other words, HTML allows you to 
design a box for entering credit card 
details, but it can not actually process 
those details. For this you need to install 
what is commonly called the ‘’shopping 
cart system’’ .Through this system, 
control information is calculated and 
passed between the server and the 
client web browser. 

There are three main ways to add 
shopping cart system on your site. Buy 
the program, use a specific service or 
install it via an ISP. Many companies 
decide that the last option is the easiest. 
The reason? In most cases, shopping 
cart software is already installed on the 
ISP server. They also tend to offer the 
most competitive prices (Tanase, 
2012).The other two options 
(purchasing the program an using a 
shopping cart service) are analyzed in 
detail below. 

There is only one way to avoid the 
own shopping cart system and it would 
be the participation in a general store 
online. There are a number of general 
stores on the web that provide ’’space 
for rent’’ of the new e-commerce sites. 
Among them are Barclay Square 
(www.barclaysquare.co.uk) and Yahoo 
Store! (www.yahoo.co.uk). 

Becoming an online dealer  
The status of an online dealer 

must be acquired. Credit card 
companies such as Visa MasterCard, 
Maestro, Discover or American Express 
requires the condition to perform certain 
operations. These operations include 
the acceptance and processing of 
orders paid by credit cards. Most online 
purchasers products expect to purchase 
using a credit card transaction. 
Therefore, trader status is absolutely 
vital ro e-commerce websites. To 
achieve the status of trader you have 
several options: 

• Your company credit card. 
Contact the company that issued your 
credit cards (either your personal cards, 
or the business cards) 

• Your bank. The trader status 
can normally be obtained through your 
bank. Supposing you set up an online 
business from scratch. Obtaining 
merchant status will probably involve 
your business plan approved by a 
specialist in finance. 

• Your Internet service provider. 
Internet service provider often has 
partnered with commercial account 
holders. For this reason, it can 
sometimes give you a better price. 

• Your current account holder. If 
your company already operates in the 
real world, it is generally reasonable to 
call the same owners of commercial 
accounts. 

When you choose your account, 
you should know that prices vary 
considerable. If you are still unsure, 
contact other e-commerce sites and you 
should know how to obtain merchant 
status. 

Issues of trust and confidence 
If you take details about the 

customer on your site or you process 
online orders you will need to use a 
system of ‘’secure server’’. Among other 
things, it allows encoding of credit cards 
placed in an order form. Encoding is 
performed before transmitting data from 
the client browser to the server. You do 
not have to own a secure server to take 
orders online. However, many users will 
refuse to buy products through sites if 
they don’t have information about e-
commerce applications (Lee, 2009). 

The main form is secure server 
SSL (Secure Socket Layer), first 
introduced by Netspace in 1995. SSL is 
now recognized as the international 
standard for secure e-commerce 
activity. The encoding processes used 
by SSL are considered virtually 
impenetrable. Moreover, online active 
shoppers have come to recognize the 
closed lock symbol or the key without 
cracks (whole). This symbol is the page 
of ‘’verification’’ and means that a site 
uses SSL. A secure server by reduces 
the methods of  precautions necessary 
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for the user to those used in providing 
credit card details over the phone. The 
fact that no one has access to the 
customer’s credit card information is a 
powerful argument. It thus suggests that 
credit card transactions based on SSL 
are basically safer than the real world. 

To implement on your site secure 
server technology you need a web 
server certificate from Verisign 
(www.verisign.com). It proves that you 
are a legally company established and 
credible. If you are a legitimate 
company, the certificate is not very 
difficult to obtain. However, instead of 
requiring a personal certificate from 
Verisign, you could probably use your 
ISP certificate, or the one that hosts 
your website. Hosting services could 
solve the problem for you, often charge. 

However, the mere existence of an 
SSL server is not enough. Also, you 
have to make sure that users feel safe. 
Here are still some steps that you can 
take to remove the fear of security of e-
commerce customers: 

• Provides information about SSL 
Many users know the symbol of 

the closed lock or the whole key and 
they know their significance. Many are 
those that do not know. Therefore, you 
must specify not only to use a secure 
server, but also what it means. It shows 
how to secure credit card transaction. 
Also, you can use the links to detailed 
information about SSL and about the 
significance of this concept for them. 

• It offers tips about the security 
on Internet 

The Internet users prefer websites 
that address the security issues direct to 
those which ignore their problems in this 
regard. Offering security tips you can 
take these concerns into context. Tell 
the users that they can place an order 
on a site that uses SSL technology in 
very safe conditions, safer than if they 
would pay a meal at the restaurant. 

• Includes a product return policy 

Customers will be more confident 
in your site if they see that you have a 
product return policy. 

• Play virtual the real experience 
Internet is still a relatively new 

medium. Here is one of the reasons of 
skepticism regarding the security of e-
commerce. There are e-commerce sites 
that introduce a touch of familiarity and 
contain similarities to real-world 
shopping experience. They can often 
remove security fears. 

‘’On the Internet, familiarity does 
not give rise to contempt’’, says Sophie 
Burke from Shoeworld.co.uk. ‘’It builds 
brand loyalty. By using identifiable 
graphic symbols, browsers are easily 
transported to the traditional shopping 
experience online’’. This explains why 
most sites have adopted e-commerce 
shopping cart analogy. Thus, visitors 
wander among the shelves online; they 
choose what they want and then go to 
the counter to pay. 

• Display a privacy policy  
Display on your site a privacy 

policy and state that the personal details 
will remain safe. You will help your 
clients to trust your site. A common 
privacy policy is: ‘’MySite.com will not 
sell, rent or trade personal information 
to a third party without your express 
consent. This is part of the security you 
provide’’. 

• Provides insurance 
Of course it is easy to tell people 

how safe your site is. But all your 
assurances should be credible. The 
best way to proceeds is to enroll in one 
of reinsurance schemes. They are in a 
growing number in order to calm 
security fears. A good example is 
which? Web Trader 
(www.which.net/WebTrader). To 
become a member, an e-commerce site 
should confirm that its facilities to 
purchase are sure. 

Other brand that strengthens 
customer’s trust include those of the 
project Trust Scheme (www.truste.com) 
and Clicksure Certified Merchant 
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(www.clicksure.com). Contact these 
sites and participate in their project. 
Thus, you can once again assure your 
clients that you comply with the security 
standards recognized on Internet. 

 
3. The research methodology 
This study aims to highlight the 

extent to which the people who are 
living in  
Resita are familiar with online shopping 
services and they relate to online 
shopping. 

By the type of information resulted 
from the research, is a quantitative 
research (Plaias, 2008), and after the 
venue is a field research. 

In order to achieve an efficient 
study is needed firstly a research 
program, establishing the stages and 
the required resources in order to 
achieve the optimal research and 
obtaining the most important information 
necessary for the decision. 

The study was conducted in two 
parts, a qualitative study and the stage 
that provides representation in the 
results and formulating conclusions, the 
quantitative study. But, as the 
information obtained from an 
unrepresentative sample can not be 
extrapolated to the entire population, 
the results ate merely hypotheses to be 
validated, we considered appropriate to 
present only the quantitative survey, the 
results of the qualitative study will be 
statistically analyzed in terms of 
correlation and regression analysis, the 
normal distributions and unvariate 
analysis. 

The quantitative study covers the 
following stages: the constitution of the 
sample, the determination of the size, 
writing the questionnaire, the 
administration of the sample, 
processing and analyzing the obtained 
data, writing the synthesis report. 

As a form of research we used the 
survey: individual structured, based on 
a questionnaire consisting of 13 
questions, all closed. The questionnaire 

contains 10 questions of content and 3 
of identifications the interviewed person. 

The purpose of research is to 
study the extent to which the people, 
who are living in Resita, are using 
online trade in procurement and how 
they see the online shopping. 

The research objectives were to 
highlight the types of Romanian sites for 
shopping, the frequency with which the 
people who are living in Resita runs 
Internet shopping, highlighting the 
factors which prompted the people to 
buy online, presenting the method of 
payment, of the type of products chosen 
from e-commerce sites, highlighting the 
ways in which online stores attract 
shoppers, suggestions for improving the 
visibility and establishing limits that 
would remove the consumer from the 
online environment. 

The community consists of people 
who are living in Resita. 

To fulfill the research objectives as 
accurately, we chose to retrieve 
information by an interview using a 
questionnaire with predetermined 
questions administered by the 
interviewer. 

The sample was composed of 366 
people, taking into account a probability 
of 97% results guarantee, given a 
margin of error of 3%. 

The information was collected 
during December 2012-January 2013, 
being processed, analyzed and 
interpreted in the following period. 

Corresponding to the method of 
harvesting information was developed a 
questionnaire as a tool for gathering 
information, consisting of 10 content 
questions and 3 of identification. 

Taking into account that the 
objective of our research is to measure 
the familiarity degree of the people who 
are living in Resita with online shopping, 
I consider appropriate as embodiment 
of the research, the survey done on a 
representative sample of the population 
of Resita. The representativeness of the 
sample is given by the sampling method 
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used and the sample size determines 
the accuracy of the results obtained 
from the survey (Newport, 2007). 

Generally, the assumptions made 
during the qualitative studies are 
validated through the quantitative 
studies. For this can be used the 
survey, that means a survey in order to 
know the characteristics, the opinions of 
a given population, interrogating a 
limited number of its members, that 
means a sample. (Foltean, 2000). 

To reduce the risk determined by 
the relative freedom of the investigators, 
in the case of respondents, sampling by 
quotas to poll associated with the 
areolas survey (geographic) that ensure 
the representativeness of Resita. The 
questionnaire was composed only from 
the population of Resita. 

 
4. The research results 
The purpose of this research is to 

highlight the extent to which the people 
who live in Resita are familiar with 
online shopping services and how they 
relate to online shopping.  

At present, Romania follows the 
world pattern in which most of the 
products offered for sale on online 
shops are those of technology, plus 
various gadgets and communications. 
Strong products (games, toys, watches, 
tickets) occupy only 30% of the 
products that we find in the trade of 
Romania. Culture (book and 
information) is only 10% as the number 
of stores that handle look and dress. It 
is important to remember that the 
direction for the future will be 
maintained on IT in terms of the offered 
products in the online stores. 

In the past year have greatly 
proliferated stores dedicated to children 
(actually for the parents), namely games 
and toys. The gift shops climb the 
rankings, especially influenced by the 
success of players in the market in 
recent years. A total segment reposition 
ignored in recent years, some stores 
that sell sporting goods, where product 

differentiation is very high and it 
facilitates an easy access to a market 
that has a high demand. 

Although the majority of those who 
buy online paid cash (81.39%), it is 
noteworthy that other electronic 
payments are used increasingly of more 
and more users. 

In fact, the lack of correct 
information for those who do not pay 
online with credit cards is the main 
reason why this payment is repudiated 
by many online shoppers. Thus, 65.42% 
of the buyers who have never paid with 
credit cards, the majority believe that, in 
principle, they do not trust to provide 
card information over the Internet, or 
they are afraid of being defrauded. 

In 2012, the volume of online 
transactions reached 92.8 million euros. 
For 2013, it is estimated that the level of 
sales through online stores of 200 
million means a much too optimistic, but 
it will reach at least 130 million, out of a 
total of 1 billion as means entire market, 
with all the traditional merchant sales as 
Altex, Flanco and Domo. Card 
payments over the Internet represent 
only 25% of purchases made online. 

The main drawback is the security 
of e-commerce transactions. To avoid 
the uncertainty of transaction on the 
Internet provides customers with 
various security systems. One of them 
in SSL - Secure Sockets Layer, a 
system of trading figures and data 
encryption that ensure a safe and 
secure connection to transfer money 
from the buyer at the seller. 

As previously stated, the 
embodiment of the qualitative research, 
was used the survey, conducted for the 
population of the county Caras-Severin. 
The questionnaire was applied during 
December 2012 - January 2013 and 
includes questions about occupation, 
age, sex, buying from Romanian 
websites, the frequency of purchasing 
online, the reason for that they chose 
the online environment, the type of 
goods chosen from online stores, 
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payment method, the element that 
influenced the decision to purchase, 
instruments for attracting the consumer 
in the online environment, forms of 
promotion, barriers to online consumer, 
other services of the Internet that are 
used. 

The responses to the 
questionnaire were entered into SPSS 
and formed a database for various tests 
(Jaba, 2004). 

In this type of analysis we wanted 
to analyze some questions from the 
questionnaire, and more specifically, 
questions about age and doing 
shopping on the Internet. 

By using SPSS we tried to obtain 
information about occupation, age, sex, 
buying from Romanian websites, the 
frequency of purchasing online, the 
reason for that they chose the online 
environment, the type of goods chosen 
from online stores, payment method, 
the element that influenced the decision 
to purchase, instruments for attracting 
the consumer in the online environment, 
forms of promotion, barriers to online 
consumer, other services of the Internet 
that are used. 

To achieve a more complex 
analysis, I considered useful the 
analysis of regression and correlation, 
which allowed me to study the action of 
buying online and the frequency of this 
type of acquisition. 

I applied the regression analysis to 
assess whether the dependent variable 
“frequency of online shopping” can be 
explained by the independent variable 
“making shopping in online 
environment” and also, in what manner, 
the dependent variable” the frequency 
of online shopping” can be explained by 
the independent variable “occupation”. 

The SPSS program estimates the 
parameters of the chosen regression 
model (I chose the simple linear 
regression model). 

For the analysis of the regression 
model I went through the following 
steps: 

• Estimating the parameters of 
the regression equation (based on the 
method of least squares) and the 
interpretation of the regression 
depending on the sign and parameters 
value of the regression model 

• Testing the significance of 
regression parameters 

 
The parameters of the regression 

equation in a simple linear model, 
εβα ++= XY , are: 

α  –  The intercept ( the value of 
the variable Y when X = 0 ) 

       β  –  Slope, called the 
regression coefficient 

The independent variable ( X ) and 
the dependent variable ( Y ) are shown 
in the table Variables Entered. 

 

 
  
 
 

Variables Entered/Removed b

varsta
responden
tului

a . Enter

Model
1

Variables
Entered 

Variables
Removed Method

All requested variables entered.a. 

Dependent Variable: realizarea de cumparaturi    pe net b. 
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         In the equation of regression, the 
parameters are unknown. In practice, 
the parameters of a regression model 
are estimated based on data and at the 

level of a observed sample 
bXaY += , where: 

a and b are estimates of the 
parameters α  and β . 

 

 
 

I obtained in the table Coefficients 
the values of the regression parameters 
and the values of a and b 
(Unstandardized Coefficients) 

a (constant) = 2,629 
b (age of respondent) = 1,205 
The model of regression estimated 

is: 
Y = 2,629 + 1,205X 
Because I obtained a position 

value of the regression coefficient B, 

there is a direct connection between 
respondent’s age and making online 
shopping. 

The R value ( the value of the 
correlation coefficient ) indicates 
whether or not there is correlation 
between the dependent variable (Y) and 
the independent variable (X).The R 
value is equal to 0.308,so we can say 
that there is a close connection (but not 
too close) between the two variables. 

 

Model Summary

.308a .095 .082 .4499
Model
1

R R Square
Adjusted
R Square

Std. Error of
the Estimate

Predictors: (Constant), varsta respondentuluia. 
 

 
We can calculate the correlation 

coefficient also using the option 
Bivariate of the order Correlate from the 
menu Analyze. 

Correlation table shows the values 
of correlation coefficients between the 
variables „age of respondent” and 

„making online shopping”. Pearson 
correlation coefficient (Pearson 
Correlation) is equal to 0.308.The 
coefficient is positive so, the correlation 
between variables is direct and close. 

 

 

Coefficientsa

2.652 .367 7.221 .000 
1.205 .445 .308 2.706 .009 

(Constant)
varsta 
respondentului

Model 
1 

B Std. Error

Unstandardized
Coefficients

Beta

Standardi
 

Coefficien
ts

t Sig. 

Dependent Variable: realizarea de cumparaturi pe net a.  
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The T test is applied to check 
whether there is a significant correlation 
between the two variables. The Sig 
Value corresponding of T test is equal 
with 0.009 so, we conclude that we 
have achieved significant correlation. 

 
5. Conclusions 
At the moment, we can say that 

almost 10% of the websites that are 
operating in Romania are intended for 
e-commerce activities. This report is not 
just about numbers and credibility, 
turnover and other indicators. 

Furthermore, in the research, was 
started from the premise that in 
Romania commerce has grown 
exponentially during the crisis, from 
1000 online shops to over 2000 virtual 
spaces. 

Therefore, card payment is a 
matter of trust, which depends on 
developing and maturing online market, 
and the fact that there are stores that do 
not offer any possibility of online credit 
card payment points the start of a way 
of online payment. Moreover, neither 
merchants nor banks promote this 
mode of payment, and the perception of 
the buyers is that the payment by cash 
(on delivery) is safer. 

A major factor hampering the 
development of electronic commerce it 
somewhat 
is insecurity. Initially, Internet services 
have been designed to conducting 
research and not for commercial 
transactions. We can identify more 
specific safety issues, which may be 
considered barriers development of 
Internet commerce. 
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Annex 
 

Questionnaire 
 

1. Have you ever bought from Romanian online stores? 
a) No, I have never bought from online environment 
b) I bought exclusively from foreign sites 
c) Yes 
 
2. How often do you visit online stores even without buying? 
a) Daily or almost daily 
b) Two times per week 
c) A few times a month 
d) Every 2,3 months 
e) From 1-2 times per year 
 
3. Why did you choose to buy online, not offline? 
a) Of convenience 
b) For saving time 
c) It is cheaper to buy online 
d) Only online I found the desired product 
e) The variety of products is greater 
f) You can compare products easily 
g) Is fashionable to buy online 
h) Other 
 
4. What did you buy from Internet? 
a) Clothes, shoes 
b) Books, magazines, DVDs 



Management&Marketing, volume XI, issue 2/2013 
 

301 

c) Furniture, interior decorantions 
d) Computers, soft accessories, hard 
e) Electronics, household 
f) Baby items 
g) Packages, travel services 
h) Automotive 
 
5. How did you pay ? 
a) I paid cash when I received the package 
b) I paid online with credit card 
c) I paid by money order or bank transfer 
d) I paid through online banking or Internet banking 
e) I paid via sms 
f) I paid using “fun money” services 
 
6.         What was more important in the decision to purchase a product from an 
online store? 
a)         the aesthetic of the site 
b)         the trust that inspire the shop 
c)         the quality of information on the site 
d)         the ease of buying process 
e)         the product price 
f)          the delivery 
 

7.        What should do the online stores to convince you to buy online? 
a)        to have a lower price than traditional stores 
b)        to hear good thongs about them in the press 
c)        to have a wider range/variety of products 
d)        to see the opinions of other customers 
e)        to deliver the goods as soon as 
f)         other 
 
8.       What else should do online stores to become more sought? 
a)       to have real information about stock 
b)       to publish the price,fees and additional costs 
c)       to contact me  sooner about my order 
d)       to fulfill promises and terms of delivery date 
e)       to have a nicer and trained contact 
f)        to provide technical support and quality services 
g)       other 
 
9.       What are the main concerns that will prevent you from buying online ? 
a)       I do not trust online stores, I’m afraid of being defrauded 
b)       I’m not sure if the products from an online store reflect reality 
c)       I don’t want to wait several days to receive the ordered product 
d)       I do not know to order from online stores 
 
10.     Have you used other online services besides electronic shopping? 
a)       No, only online shopping 
b)       Yes 
c)       I do  not know to order online nor to use other Internet services 
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11.     Your sex 
a)      male 
b)      female 
 
12.     Your age 
a)      under 20 years old 
b)      20-29 years old 
c)      30-39 years old 
d)      40-49 years 
e)      50-59 years 
f)       over 60 years 
 
13. Occupation 

 
a) students 
b)   workers 
c)   officials 
d)  intellectuals 
e) other occupations 
f)   pensioner 


