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In prezentul articol, se evidentiazd rolul
pietei bunurilor de consum ca mediu de activi-
tate a comerfului. In acest sens, se prezintd con-
ceptul de piata in diverse abordari si clasificari
ale acesteia, infrastructura piefei, elementele-
cheie ale infrastructurii pietei. Piata bunurilor
se prezinta drept una din principalele compo-
nente ale sistemului de piefe, care cuprinde
tranzactii cU bunuri pentru productie si bunuri
pentru consum, pe care le abordam ca bunuri
destinate utilizarii directe de catre consumatorul
final, fara o prelucrare comerciala ulterioard.

Cuvinte-cheie: piatd, bunuri de consum,
concurentd, cerere, ofertd.

JEL: D4, L1.

Introducere

n economia moderna, un rol important il
ocupd piata cu mecanismele ei, studierea carora
permite crearea relatiilor dintre productie si
consum, dintre agentii economici.

Piata a aparut, cu multe secole in urma, ca
o simbioza intre productie si consum, atunci
cand functiile acestor doud domenii economice
s-au separat in timp si in spatiu. In decursul
secolelor, au fost inregistrate multiple schimbari
intre producatori si consumatori. Piata, fiind o
categorie economica, reflectd sistemul de relatii
vanzare-cumparare intre diferiti agenti econo-
mici §i reprezintd un mecanism complex ce
constd din cerere si ofertd, concurentd, preturi.
Existd mai multe tipuri de ,,piete”, insd, termenul
,piatd” are semnificatie doar cu referire la un
,»,bun” dat, care poate fi un produs sau un serviciu.

Scopul cercetarii in cauza rezida in stu-
dierea pietei bunurilor de consum in stransa
legdtura cu piata, ca mediu indispensabil al
desfasuririi activitatii de comert. In acest scop,
au fost evidentiate: esenta pietei de consum,
mecanismul de formare al acesteia, functionarea
si clasificarea pietei de consum, abordati ca
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The present article highlights the role of
the consumer market as an environment of trade
activity. In this regard, the market concept is
presented in various approaches, various classi-
fications, market infrastructure and key elements
of the market infrastructure. The consumer mar-
ket presents itself as one of the main components
of the market system, which includes transact-
tions in goods for production and consumer
goods, which we address as goods intended for
direct use by the final consumer without further
commercial processing.
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Introduction

Market, with all its mechanisms, plays
an important role in modern economy; its
study allows creating various relations between
production and consumption among econo-
mic entities.

Market appeared many centuries ago as a
binder between production and consumption,
when the functions of these two economic fields
separated in time and space. Over the centuries,
there have been many changes between produ-
cers and consumers. As an economic category,
market reflects the system of sale-purchase
relations between different economic agents and
represents a complex mechanism, consisting of
demand and supply, competition, prices. There
are several kinds of “markets,” but the term
“market” has meaning only in relation to a given
“good”, which can be a product or a service.

The purpose of the present research lies in
studying the consumer market in close connec-
tion with the market, as an indispensable envi-
ronment for the business activity. Therefore, we
have highlighted the essence of the consumer
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mediu de activitate al comertului intern, functiile
comertului intern pe piata bunurilor de consum.

Metode aplicate

In vederea elaboririi prezentului articol, au
fost utilizate diverse metode, precum: studierea
literaturii In domeniul de cercetare; numeroase
surse de informare, dintre cele mai cunoscute
fiind cartile si articolele de specialitate ale savan-
tilor straini si autohtoni; procedeele si instrumen-
tele de cunoastere stiintifica a proceselor econo-
mice, precum: analiza logica si comparativa.

Rezultate si discutii

In legatura cu realizarea scopului propus
pentru cercetare, studiind sursele bibliografice,
am constatat ca, in literatura economica, se intal-
nesc o multime de definitii ale pietei, in functie
de orientarea scolii sau a curentului de gandire
economica si, In special, a aspectelor economice
care se doresc a fi evidentiate. Spre exemplu, In
acceptiunea de marketing, conceptului de piata i
se conferd un sens mai larg si mai realist [5].
Astfel, piata trebuie privita ca locul real si ima-
ginar de intalnire, la un moment dat, a dorintelor
consumatorilor — exprimate prin cerere — cu cele
ale producatorilor — exprimate prin oferta, locul
in care puterile agentilor, care o compun, se con-
fruntd. Ea este un spatiu economic, in care se
schimba bunurile si serviciile, care privesc nu
numai ofertantul si solicitatorul, ci si o multitudi-
ne de agenti economici. Piata constituie un sistem
al tranzactiilor si Se prezintd ca un ansamblu de
relatii de schimb intre consumatori si producatori,
la un anumit moment al manifestarilor lor, ca
participanti la diviziunea sociala a muncii [9].

O altd definitie, mai generald, priveste
piata ca fiind ,,totalitatea producatorilor, ofertan-
tilor, vanzatorilor, cumparatorilor, consumatori-
lor si intermediarilor, care participa la schimburi
si tranzactii de bunuri sau valori. in sens mai
restrans, prin piatd, se intelege ,totalitatea mar-
furilor schimbate sau tranzactionate, intr-0 anu-
mitd regiune geografica, pe o anumitd perioada
si care implicad minimum doud parti: ofertanti si
cumparatori” [8].

Un alt punct de vedere ne propune o alta
definitie: ,piata desemneazd o arhitecturd de
relatii de vanzare-cumparare intre parteneri,
care, pe de o parte, sunt conexate prin raporturi
de interdependentd, iar pe de alta parte, se afld in
competitie, fiecare urmarind propriile interese”
[7, p.456]. Deci, piata este un mecanism com-
plex, care, prin intermediul cererii si ofertei, re-
glementeaza activitatile economice in societate.

market, its mechanism of formation, the func-
tioning and classification of the consumer mar-
ket, approached as an activity environment of
domestic trade, as well as its functions of inter-
nal trade on consumer market.

Applied methods

Various methods have been used for the
elaboration of this article, such as the study of
literature in the field of research, including
books and articles of foreign and native scholars,
as well as various methods and instruments of
scientific knowledge of economic processes
such as: logical and comparative analysis.

Results and discussions

In order to solve the proposed goal for
research, having studied the bibliographic sour-
ces, we have found that in the economic litera-
ture there are many definitions of market, depen-
ding on the orientation of the school or the eco-
nomic thinking, and, in particular, the economic
aspects they want to be highlighted. For exam-
ple, in terms of marketing, the concept of market
is given a broader and more realistic sense [5].
Thus, market must be regarded as the real and
imaginary place of meeting, at one time, the
desires of consumers — expressed by demand -
with those of the producers — expressed by offer,
the place where the forces of the agents are
confronted. It is an economic area in which
goods and services are exchanged and refer not
only to the seller and the buyer, but also to a
multitude of economic agents. Market is a system
of transactions and presents itself as a set of
exchange relations between consumers and pro-
ducers, at a certain moment of their manifesta-
tions as participants in the social division of
labour [9].

Another, more general definition, regards
market as “all producers, offerors, sellers, buyers,
consumers and intermediaries who participate in
exchanges and transactions in goods or values. In
a narrower sense, the market means the “total of
goods exchanged or traded in a given geogra-
phical region for a certain period and involving at
least two parts: sellers and buyers” [8].

Another point of view proposes another
definition: “the market designates the architecture
of sales relations between partners, which, on the
one hand, are linked by interdependence, and on
the other hand they compete, each pursuing their
own interests” [7, p.456]. Thus, market is a com-
plex mechanism that, through supply and demand,
regulates economic activities in society.
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Piata apare ca un ansamblu de mijloace de
comunicatie, prin care vanzatorii si cumparatorii
se informeaza reciproc de ceea ce au, de ceea ce
au nevoie si de preturile cerute si propuse Tnainte
de a incheia tranzactiile [3].

Desi definitiile prezentate difera, totusi,
acestea au unele elemente comune: este cert ca,
pe piata, are loc confruntarea ofertei cu cererea
de marfuri sau servicii si realizarea lor sub
forma actelor de vanzare-cumpdrare, cu alte
cuvinte, pe de o parte, se afla productia totala de
marfuri si servicii, care apare sub forma de
ofertd, iar pe de altd parte, nevoile de consum,
sub forma de cerere. Piata mai este definita si ca
,Joc de Tntalnire”, insa nu este necesar ca ofer-
tantii si solicitatorii sd se Intdlneasca fizic, ci
trebuie sd se intalneasca cererile si ofertele lor.

In acelasi timp, piata este privita, de unii
economisti, drept un mecanism complex care
cuprinde, in principal, cererea si oferta, concu-
renta, preturile etc., ce reglementeaza activitatea
economica, actioneaza asupra diviziunii muncii
si schimbului de activitati. Dupd cum mentiona
Friedrich August von Hayek, ,piata apare,
pentru agentii participanti la schimb, ca o ,,ame-
nintare”, ca o ,,fortd arbitrara”, care le determina
pretul si implica venitul si pe care ei cautd sa o
influenteze sau si o controleze[4].

Datorita diviziunii sociale a muncii, fie-
care marfa sau serviciu trece, inainte de a intra
in consum, prin mai multe procese de vanzare-
cumpdrare si prin diferite forme de circulatie. Ca
rezultat, apar o multime de relatii, ce definesc
structura pietei ca fiind una complexa. Diver-
sitatea produselor care formeaza obiectul actelor
de schimb, natura diferitd a subiectilor ce apar in
relatiile de piatd, localizarea pietei, precum si
alte asemenea elemente dau acesteia imaginea
unui imens conglomerat de subdiviziuni, cu
numeroase parghii, care actioneaza ca un meca-
nism economic complex.

,»Piata este locul unde, in circuit, se schim-
ba bunurile si serviciile produse de intreprinderi.
Ea reprezinta ansamblul de cumparaturi si de
vanzari ale bunurilor si serviciilor, care asigura
confruntarea ofertei cu cererea. In cadrul ,eco-
nomiei de piatd”, piata se afld in centrul func-
tionarii acesteia” [1, p.17]. Participantii la aceste
relatii sunt producdtorii de bunuri si servicii,
ofertantii de factori de productie si consumatorii,
care reprezintd, asa cum aprecia J.K. Galbraith
si W. Salinger, ,,Centri distincti de decizie, care
se opun unul altuia prin urmdrirea propriului
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Market appears as a set of communication
means whereby sellers and buyers inform each
other of what they have, what they need and the
prices they have asked for before entering into
transactions [3].

Although the presented definitions differ,
however, they have some common elements: it
is certain that the market confronts the supply
with the demand for goods or services and their
realization in the form of sale-purchase acts, in
other words, on the one hand, we have the total
production of goods and services, which appears
as supply, and on the other hand, consumption
needs in the form of demand. Market is also
defined as a “meeting place”, but sellers and
buyers do not need to meet physically; their
offers and demands must meet.

At the same time, market is regarded by
some economists as a complex mechanism that
mainly comprises demand and supply, com-
petition, prices and others that regulate the eco-
nomy, which work on the labour division and
the exchange of activities. Friedrich August von
Hayek mentions that “market appears as a
“threat” or and “arbitrary power” for the partici-
pants to the exchange agents, that determines the
price and implies income which they seek to
influence or control” [4].

Due to the social division of labour, every
good or service passes through several sale and
purchase processes and different forms of
circulation before entering into consumption. As
a result, a lot of relationships arise, which
determine the complexity of the market struc-
ture. The variety of products, which are the
object of exchange, the different nature of the
subjects involved in market relations, the loca-
tion of the market, and other similar elements
give it the image of a huge conglomerate of
subdivisions, thus, presenting a particularly
complex structure.

“Market is the place where goods and
services, produced by enterprises, are changing
in flows. It represents the set of purchases and
sales of goods and services and assures the
confrontation of supply and demand. Within
the “market economy”, is in the middle of its
operation” [1, p.17]. The participants in these
relationships are producers of goods and ser-
vices, suppliers of inputs and consumers, who,
according to J.K. Galbraith and W. Salinger,
are “Separate decision centres, which oppose
each other by pursuing their own interest, but
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interes, dar sunt legati, n acelasi timp, printr-0
solidaritate functionald” [6].

Totodata, aceste diverse elemente, men-
tionate mai sus, determind si un vast domeniu
pentru clasificarea pietelor si studierea mai
profunda a anumitor laturi, ce prezinta interes.

Din punctul de vedere al obiectului tran-
zactiei de vanzare si cumpdrare, pot fi eviden-
tiate urmatoarele tipuri de piete:

v’ piata bunurilor si serviciilor;

v’ piata factorilor de productie — formata, la
randul sdu, din: piata resurselor naturale
(inclusiv pamantul), piata capitalului si
titlurilor de valori, piata fortei de munca;

v’ piata monetara, financiara.

Dacid scoatem in prim-plan natura consu-
mului, putem diviza piata in piata bunurilor
industriale si de echipament, care se referd la
produsele destinate satisfacerii  consumului
productiv, si piata bunurilor de consum indivi-
dual, ce se referd la totalitatea populatiei. Toto-
datd, merita si mentiondm ca, pornind de la
complexitatea influentelor ce intervin in pro-
cesul de consum, delimitarea celor doud piete
este ambigud, deoarece unele produse pot fi
intalnite, n acelasi timp, pe ambele piete; spre
exemplu, materiile prime din cadrul industriei
alimentare (carnea, laptele, zaharul etc.), unele
materiale de constructii (ciment, caramida etc.),
unele produse ale industriei constructoare de
masini (automobile, electropompe) etc. De ase-
menea, tot mai des, aceasta clasificare este com-
pletata si cu piata serviciilor, care este una dintre
cele mai promititoare piete si acoperd o gama
larga de activitati (transport, turism, asigurari,
credite, educatie etc.). Ceea ce este comun si care
uneste diferitele tipuri de activitate, ce tin de
servicii, este producerea unor astfel de valori de
utilizare, care nu imbraca, in mod obisnuit, o forma
materializatd. Natura acestor servicii este extrem
de variatd, fapt ce face ca structura pietei servi-
ciilor si fie reprezentata atat de activitati, ce pot fi
asimilate celor industriale — realizarea unor
produse la comandi: mobila, incaltaminte, con-
fectii, cercetare stiintifica, reparatii utilaje etc., cat
si de activitati ce reprezintd servicii pure, care nu
pot fi asimilate productiei materiale: spectacole,
activitatea bibliotecilor, transportul de calatori,
prestatiile casnice, asistenta medicala etc.

Piata bunurilor reprezinta una din princi-
palele componente ale sistemului de piete, care
cuprinde tranzactii cu bunuri pentru productie si
bunuri pentru consum. Tn conditiile economiei
moderne, forma specifica de organizare si rea-

are linked at the same time by functional soli-
darity” [6].

At the same time, the various elements,
mentioned above, also determine a broad field
for market classification and a deeper study of
particular sides of interest.

From the point of view of the object of
sale and purchase transaction, the following
types of markets can be highlighted:

v’ goods and services market;

v market of production factors — formed in
turn from: natural resources market (inclu-
ding land), capital and securities market,
labour market;

v" monetary, financial market.

If we take the nature of consumption into
the forefront, we can divide the market into the
industrial goods and equipment market, which
refers to products destined to meet productive
consumption, and the market for individual
consumer goods, which refers to the total popu-
lation. At the same time, it is worth mentioning
that, starting from the complexity of the influ-
ences in the consumption process, the deli-
mitation in the two markets is ambiguous, as
some products can be encountered in both mar-
kets at the same time; for example, raw materials
in the food industry (meat, milk, sugar, etc.),
some building materials (cement, brick, etc.),
some products of the machine building industry
(automobiles, electric pumps) etc. More and
more often, this classification is also comple-
mented by the services market, which is one of
the most promising markets and covers a wide
range of activities (transport, tourism, insurance,
credit, education, etc.). What is common and
unifies the various types of service activity is the
production of such use values that are not
usually materialized. The nature of these ser-
vices is extremely varied, which makes the
structure of the services market to be reprezened
by activities that can be treated as industrial —
making custom-made products: furniture, foot-
wear, clothing, scientific research, machinery
repairs, etc. — and activities that are pure
services that cannot be assimilated to material
production: shows, libraries, passenger transport,
domestic services, health care, etc.

The goods market is one of the main com-
ponents of the market system, which includes
transactions in goods for production and con-
sumption goods. Under the conditions of modern
economy, the specific form of organization and

Revista / Journal ,,ECONOMICA” nr.2 (104) 2018



BUSINESS SI ADMINISTRARE / BUSINESS AND ADMINISTRATION

lizare a proceselor de véanzare-cumparare de
bunuri o constituie piata produselor. Ea include,
prin intermediul vanzarii-cumpararii, produsele
destinate populatiei, Intreprinderilor si institutii-
lor, care sunt nemijlocit legate de necesitatile
acestora si de posibilitatea de a le satisface.

Bunurile de consum sunt bunuri destinate
utilizarii directe de catre consumatorul final, fara
o prelucrare comerciald ulterioard. Acestea se
impart, de obicei, Tn trei subcategorii, in confor-
mitate cu felul in care sunt achizitionate. Con-
form terminologiei propuse, pentru prima data,
de Melvin T. Copeland [2], Tn 1923, ele sunt:
bunuri de uz curent (convenience goods), bunuri
intermediare (shopping goods) si bunuri de lux
(specialty goods).

Literatura economica determind bunurile
de uz curent, drept bunuri, pe care consumatorul
le cumpara frecvent si stabil in timp, cu mini-
mumul de efort pentru decizia de cumparare,
fara ezitari si deliberari prelungite. Acestea, de
obicei, au preturi mici si sunt disponibile pe
piata, Tn general, includ numai produse standar-
dizate, au o cerere constanti, promovarea este
foarte importantd. Aceste tipuri de bunuri for-
meaza o parte semnificativd a sectorului bunu-
rilor de larg consum, care reprezintd un sector
defensiv, si care este imun la schimbarile ciclice.
Produsele din aceasta categorie au o loialitate de
marca scazutd. De aici, rezulta cd producatorul
trebuie sd asigure cea mai mare disponibilitate
posibila, daca vrea sd-si sporeascéd vanzarile.

Bunurile intermediare, analizate din punc-
tul de vedere evocat mai sus, sunt acele bunuri
de consum, care, de obicei, sunt cumparate nu-
mai dupa ce clientul a comparat pretul, calitatea
si stilul in mai multe magazine. Deci, cumpa-
rarea este rezultatul unei comparatii a produselor
in functie de potrivire, calitate, pret, stil s.a.m.d.
Majoritatea bunurilor intermediare sunt durabile,
sunt mai complexe si au un pret mai ridicat, in
comparatie cu bunurile de uz curent. Multe
bunuri de consum de folosinta indelungata intra
in aceasta categorie.

Bunurile de lux sunt bunurile, care nece-
sitd din partea consumatorilor eforturi speciale
de cumparare si care posedd anumite carac-
teristici speciale. Cumparatorii sunt dispusi sa
cheltuiascd mult timp si bani pentru a le cum-
para in contrast cu bunurile intermediare, de
exemplu. Colectiile rare de arta, antichitatile,
marcile de prestigiu, articolele de stil, automo-
bilele etc. reprezintd anumite exemple. Factorul
de comparatie este absent in produsele de lux.
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realization of goods sale and purchase processes
are the product market. It includes, through sale-
purchase, products intended for population,
businesses and institutions that are directly
related to their needs and the possibility of
meeting them.

Consumer goods are goods intended for
direct use by the final consumer without further
commercial processing. They are usually divi-
ded into three subcategories, according to the
way they are purchased. According to the termi-
nology proposed for the first time by Melvin T.
Copeland [2] in 1923, they are: convenience
goods, shopping goods, and specialty goods.

Economic literature determines conve-
nience use goods as goods that the consumer
purchases frequently and steadily over time,
with the minimum effort to purchase, without
hesitation and prolonged deliberations. They
usually have low prices and are available on the
market generally only include standardized
products, they have a constant demand, promo-
tion is very important. These types of goods
form a significant part of the consumer goods
sector, which is a defensive sector and immune
to cyclical changes. Products in this category
have a low brand loyalty. Hence, the manufac-
turer must ensure the highest possible availabi-
lity if he wants to increase his sales.

Shopping goods, analysed from the point
of view mentioned above, are those consumer
goods, which are usually bought only after the
customer has compared price, quality and style
to several stores. So, buying is the result of a
product comparison based on matching, quality,
price, style, and so on. Most intermediate goods
are durable, more complex and have a higher
price compared to current use goods. Many
durable consumer goods fall into this category.

Speciality goods are goods, which require
special purchasing efforts from consumers and
which possess certain special characteristics.
Buyers are willing to spend a lot of time and
money to buy them in contrast to intermediate
goods, for example. Rare collections of art,
antiques, prestigious brands, style items, cars,
etc. are some examples. The comparison factor
is absent in luxury products. Some common
features are: limited demand and limited number
of buyers, expensive products generally sold in a
limited number of units, require aggressive
promotion.
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Unele caracteristici comune sunt: cererea limi-
tatd si numarul limitat de cumparatori, produse
costisitoare, in general, vandute intr-un numar li-
mitat de unitéti, necesitd promovarea agresiva.

In continuare, pietele bunurilor pot fi
clasificate si dupa un sir de alte caracteristici.
Astfel, piata produselor de consum se diferen-
tiaza in functie de tipul specific in alimentare si
nealimentare, dupa grupele de bunuri (de ex.,
incaltaminte, imbracaminte g.a.), dupd subgrupe
de marfuri (de ex., piata incéltdmintei din piele,
din cauciuc etc.).

Piata serviciilor poate fi clasificata n
piata cu amanuntul §i piata angro.

Piata cu amanuntul (piata consumatorilor)
este o piatd pentru cumpardtorii ce achizitio-
neaza bunuri pentru uz personal (de familie, la
domiciliu). Este eterogena: aici actioneazid gru-
puri de populatie cu diferite venituri, niveluri
de consum, statut social, varstda, nationalitate,
obiceiuri culturale etc. Ca rezultat, fiecare din
aceste grupuri au cerinte specifice catre bunuri
(calitate, pret), manifesta reactie specifica la
aparitia unui produs nou, la publicitate.

Piata angro (piata intreprinderii) este piata
organizatiilor care achizitioneaza bunuri pentru
utilizarea ulterioara, in procesul de productie,
revanzare sau redistribuire. Se caracterizeaza
printr-un numar relativ mic de subiecti activi,
predominanta achizitiilor mari si o orientare
semnificativa cétre piata de consum.

Rolul pietei bunurilor decurge din urma-
toarele functii, pe care aceasta le indeplineste in
cadrul unei economii:

e In primul rand, piata faciliteaza contactul
permanent dintre producdtori si consumatori,
asigurandu-se autoreglarea activitatii economice,
avand in vedere ca, sistematic, productia se ali-
niaza la mobilitatea cererii. Prin aceasta, se deter-
mina utilizarea eficienta a resurselor (cresterea
eficientei investitiilor de capital), structura optima
a productiei si satisfacerea mai buna a consumului;

e In al doilea rand, se constituie ntr-un
adevarat sistem de informatii necesare agentilor
economici, orientandu-i spre activitati care satisfac,
laun nivel superior, necesitatile umane si obti-
nand, in acest fel, profit maxim. Prin parghiile
economice (pret, profit, salariu, dobanda etc.),
piata furnizeaza informatii asupra raportului
cerere-oferta, stimuland oferta de bunuri, de un fel
sau altul si corelarea ei cu cererea. In acest fel, se
asigura si echilibrul economic pe termen lung.

Concluzii

Sinteza surselor bibliografice consultate

Next, commodity markets can also be
classified by a number of other features. Thus,
the market for consumer goods, depending on
type is classified into food and non-food, accor-
ding to groups of goods (e.g., footwear, clothing,
etc.), or sub-groups of goods (e.g. leather foot-
wear market, rubber boots etc.)

The service market can be classified into
retail market and wholesale market.

Retail market (consumer market), is a
market for buyers who purchase goods for
personal use (family, at home). It is hetero-
geneous: here are groups of people with diffe-
rent incomes, consumption levels, social status,
age, nationality, cultural habits, etc. As a result,
each of these groups has specific requirements
for goods (quality, price) and has a specific
reaction to the emergence of a new product in
advertising.

The wholesale market (enterprise market)
is the market for organizations that acquire
goods for later use, in the production, resale or
redistribution process. It is characterized by a
relatively small number of active subjects, the
predominance of large purchases and a signifi-
cant orientation towards the consumer market.

The role of the property market derives
from the following functions that it performs
within an economy:

o Firstly, the market facilitates permanent
contact between producers and consumers by
ensuring self-regulation of economic activity,
since production is systematically aligned with
demand mobility. By this it is determined the
efficient use of resources, increasing the effi-
ciency of capital investments, the optimal struc-
ture of production and the better satisfaction of
consumption;

e Secondly, it forms a true information sys-
tem necessary for economic agents, focusing on
activities that meet the human needs to the
highest level and thus maximize profit. Through
economic levers (price, profit, salary, interest,
etc.), the market provides information on the
demand-supply ratio, stimulating the supply of
goods, one way or the other, and correlating it
with demand. In this way, long-term economic
equilibrium is also ensured.

Conclusions

The synthesis of the bibliographic sources
we have consulted has enabled us to address the
types of commodity markets, their essence
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ne-a permis sa abordam tipurile pietelor de bunuri,
esenta si sarcinile acestora gi sd definim piata
bunurilor de consum, drept totalitatea relatiilor
economice 1n procesul de circulatie a bunurilor si
serviciilor, destinate vanzarii in scopul consu-
mului personal si care au o valoare de utilizare.

In acest articol, piata bunurilor de con-
sum, este abordatd ca un mediu de activitate al
comertului intern, prin care se asigura echilibrul
cererii, ofertei si pretului bunurilor, care satis-
face cerintele dezvoltarii competitive si schim-
barilor conjuncturii pietei.

Analiza functiilor pietei de consum, in
general, ne-a permis si tragem concluzia ca
acestea sunt similare cu functiile comertului,
deoarece cle reflectd esenta schimbului de
marfuri, a procesului de cumpdrare si vanzare.
Tn ciuda unui numir de caracteristici generale
similare, conceptul de ,,piata” si ,,comert”, nu
pot fi considerate fara ambiguitati identice.
Sustinem opinia ca notiunea de ,,piatd” este mai
largd decat conceptul de ,,comert”, deoarece
»piata” se refera la relatiile economice de pro-
ductie, de distributie, de schimb si relatiile exis-
tente intre ele, in timp ce ,,comertul” serveste ca
o formd a acestor relatii: prin comert, are loc
schimbul echivalent de bunuri fabricate.

Activitatea de comert, pe piata de consum,
asigura procesul circulatiei marfurilor si banilor,
formeaza si satisface nevoile oamenilor 1in
bunuri si servicii, releva volumul cererii efective
de bunuri de consum si nevoile de productie. In
plus, in prezent, comertul, dintr-o veriga a pietei
bunurilor de consum, a devenit un domeniu
important de activitate.

and their tasks, and define the consumer goods
market as the totality of economic relations in
the process of moving goods and services for
sale for personal consumption and having a
value of use.

The consumer goods market, in this article,
is approached as an internal trade activity envi-
ronment that ensures the supply, demand and
price balance of goods that meet the require-
ments of competitive development and changing
market conditions.

The analysis of consumer market func-
tions generally allowed us to conclude that they
are similar to trade functions because they
reflect the essence of commodity exchange,
buying and selling. Despite a number of similar
general features, the concept of “market” and
“trade” cannot be considered without identical
ambiguities. We support the view that the notion
of “market” is broader than the concept of
“trade”, because “the market” refers to the eco-
nomic relations of production, distribution,
exchange, and the relations between them, while
“trade” as a form of these relationships: through
trade, the equivalent exchange of manufactured
goods takes place.

The trade activity on the consumer market
ensures the circulation of goods and money,
forms and satisfies the needs of people in goods
and services, reveals the volume of actual de-
mand for consumer goods and production needs.
In addition, at present, trade from a consumer
goods market has become an important field
of activity.
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