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REZUMAT iN LIMBA ROMANA

Pornind de la general la particular, teza de doctorat intitulata ,, Impactul brand awareness-ului
asupra modelelor de consum focalizate pe loializarea clientilor in strategiile de marketing online”
abordeaza la nivel teoretic si practic dimensiunile ce genereaza valoarea capitalului de brand,
constientizarea brandului fiind tratat ca si element primar in transformarea unui produs obisnuit in
brand, in contextul utilizarii instrumentelor si tehnicilor aferente mediului online, spre indeplinirea
obiectivului strategic major prezent in planul de afaceri al oricarei companii, anume, obtinerea
loialitatii in randul clientilor.

Prima parte a lucrarii cuprinde notiuni teoretice si modele de cercetare existente din literatura
de specialitate:primul capitol prezinta conceptul de valoarea capitalizata a brandului si componentele
sale, analizand interconexiunea acestora, al doilea capitol evidentiaza modelele comportamentale de
consum, in scopul identificarii factorilor influentatori din cadrul procesului de achizitie, iar al treilea
capitol se concentreazd asupra strategiilor de marketing online si a impactului utilizarii acestora.

Abordarea practica a conceptelor studiate, ce se regaseste in cea de-a doua parte a tezei,
cuprinde ansamblul de cercetdri de marketing desfdsurate, fiind compusa din doud cercetari
calitative(prezentate in capitolele IV si V) si o cercetare cantitativa(capitolul VI).Respectivele cercetdri
au avut ca obiectiv identificarea corelatiilor existente intre constructele teoretice si noile instrumente
si tactici de marketing online, oferind o noud imagine de ansamblu asupra aplicabilitatea acestora la
nivel organizational, furnizand informatii valoroase cu privire la comportamentul de cumpdrare al
consumatorului modern din Romania, aducand astfel noi perspective marketerilor si antreprenorilor
si contribuind, simultan, din punct de vedere stiintific in domeniul de cercetare.Ultimul capitol
evidentiaza implicatiile manageriale si traseaza limitele cercetarii precum si tendinte in viitoarele
cercetari.
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REZUMAT IiN LIMBA ENGLEZA

Starting from general to particular, the doctoral thesis entitled"The impact of brand
awareness on consumer behavior models focusing upon customer loyalty in online marketing
strategies” addresses both theoretically and practically the dimensions of brand equity, brand
awareness being treated as a primary element in the process of transforming an ordinary product
into a brand, in the context of adopting marketing tools and techniques specific to the online
environment, in order to achieve a major strategic objective present in the business plan of each and
every company, namely, obtaining customer loyalty.

The first part of the paper includes theoretical concepts and existing research models from
the literature: the first chapter presents the concept of brand equity and its components, analyzing
their interconnection, the second chapter highlights consumer behaviour patterns in order to identify
influencing factors within the acquisition process, and the third chapter focuses on online marketing
strategies and the impact of their utilization.

The practical approach of the studied concepts, which is presented in the second part of the
thesis, includes a collection of researches carried out, being composed of two qualitative researches
(presented in chapters IV and V) and a quantitative research (chapter VI). The research aimed to
identify the correlations between the theoretical constructs and online marketing tools and tactics,
offering a new mindset on their applicability at an organizational level, as well as providing valuable
insights into the buying behavior of the modern Romanian consumer, thus bringing new perspectives
for marketers and entrepreneurs and simultaneously contributing from a scientifical point of view in
the field of research. The last chapter highlights the managerial implications and draws the research
limitations, as well as future research trends.

20



