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Similarly, products can be grouped according to the impact of affi liation to social groups on the choice of 
products and brands. All products can be divided into four types (bearden, Etzel, 1982: 185):

 y Public prestige products;
 y Personal prestige products;

Figure 1. Distribution of products and services in accordance with the Maslow hierarchy theory
Source: fi gure by the authors

Figure 2. Relationship of A. Maslow’s pyramid of needs with classifi cation of goods and 
the impact of affi liation to social groups on the choice of products and brands

Source: fi gure by the authors
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yy Necessary public products;
yy Necessary personal products.

The product distribution mentioned in this theory is applicable to A. Maslow’s hierarchy of needs, the 
necessary personal products correspond to the physiological needs, but other products are distributed into 
several groups.

Upon summarizing all of the afore-considered theories and novelties proposed by the authors, it can be 
concluded that the hierarchy of needs by A. Maslow is at the base of many theories. The author has summa-
rized the interconnections in Figure 2. 

The authors conclude that the process of classification of goods according to the consumers’ needs is a 
rather big challenge; however, establishment of such classification is justified by the need of measuring the 
supply and demand in a particular market. The author recommends developing such mathematical models 
for evaluating the demand of separate groups of goods, which could be modeled with one, two, or several 
variables.

The developed model can serve to forecast and make decisions at several levels – starting with national 
level down to company and individual level.

In order to approbate the classification of goods in accordance with the consumers’ needs developed by 
the author (hereinafter CGACN), a focus group was created, which included consumers of various age, of 
both genders, having consumption experience, along with theoretical and practical knowledge in the field of 
marketing.

As a result of the work of the focus group, the following conclusions were made regarding CGACN:
yy The distribution of products and services into levels for each consumer is different; 
yy The CGACN developed by the authors can be used as an additional method to segment the consumers; 
yy The CGACN developed by the authors can be used by any manufacturer to position the assortment 

products according to the consumer needs. The promotion paper includes an example on the use of 
CGACN; 

yy Different needs dominate in A. Maslow’s pyramid of need for each age phase, therefore the CGACN 
model can be used in various age groups, when the understanding of specific needs expands. 

Classification of goods cannot be applicable to a specific level, it applies to all levels, because, for exam-
ple, goods purchased with purpose correspond to several levels.

The bibliographical sources provide various models, which include factors affecting consumer behavior. 
The authors have gathered information available in various bibliographical sources concerning consumer 
behavior and factors affecting it.

3 .  Sustainable  Development  and Entrepreneurship

Sustainable development, a concept originally popularized by the 1987 report Our Common Future, 
proposes that future prosperity depends on preserving “natural capital” – air, water, and other ecological 
treasures – and that doing so will require balancing human activity with nature’s ability to renew itself 
(World Commission on Environment and Development, 1987). Within the realm of business, this idea refers 
to development that meets the needs of business organizations without compromising the ability of future 
generations to meet their own needs. The goals of economic and social development must, therefore, be de-
fined in terms of sustainability. In this context, development is taken to mean a progressive transformation of 
economy and society which is sustainable in a physical sense (Lozada, 1999).

Sustainability is the capacity to create, test, and maintain adaptive capability. Development is the process 
of creating, testing, and maintaining opportunity. The phrase that combines the two, ‘sustainable develo-
pment’ thus refers to the goal of fostering adaptive capabilities and creating opportunities. It is therefore not 
an oxymoron, but a term that describes a logical partnership (Holling, 2001: 400). Sustainable development 
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Santrauka

Pažinti vartotojų poreikius, veiksnius, kurie daro įtaką jų elgsenai, yra būtina, siekiant užtikrinti organiza-
cijos konkurencingumą. Autorių pateikti tyrimo rezultatai remiasi A. Maslowo poreikių hierarchija vartotojų 
elgsenos kontekste valdymo sprendimo priėmimo požiūriu. Autorės taiko statistinės analizės, grupavimo, 
vertinimo, prognozavimo ir kt. metodus, pateikia sprendimų priėmimo modelį. A. Maslowo teorija taikoma 
kaip pagrindas daugelyje vartotojų elgsenos teorijų, todėl kurdamos vartotojų elgsenos modelį Latvijoje, 
autorės nusprendė integruoti labiausiai žinomas teorijas. Sukurto modelio taikymas įvairiuose ekonomikos 
sektoriuose leidžia racionaliai planuoti investicijas, išvengti klaidų ir padidinti ekonominį bendrovės efek-
tyvumą.

PAGRINDINIAI ŽODŽIAI: vartotojų poreikiai, A. Maslowo poreikių hierarchija, vartojimo objektų ir 
gamybos priemonių klasifikacija. 

JEL kodai: M11, M31




