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Articolul exploreaza evolutia si trans-
formarea actuala a pietei agricole globale, pre-
cum si capacitatea de ajustare corespunzdatoare
a exporturilor agricole ale Republicii Moldova.
Lucrarea reprezintd o cercetare cantitativa §i
calitativd, care valorifica literatura de specia-
litate si analizeaza datele comertului interna-
tional. Conform cercetarii, in prezent se inre-
gistreaza o tendintd de crestere fluctuantd, dar
semnificativa a comerfului agricol al tarilor
lumii, care devine cu adevarat global, intrucdt o
parte tot mai mare a acestuia are loc in cadrul
lanturilor valorice globale ale productiei agri-
cole si alimentare. Am dezvaluit caracteristicile
pietei agricole globale, provocarile intampinate,
inclusiv impactul pandemiei de COVID-19 si al
razboiului din Ucraina. Am investigat, sub aspect
cantitativ si calitativ, evolutia recenta a pretu-
rilor internationale la cereale, evolutia exportu-
rilor agricole moldovenesti, aborddnd oportuni-
tatile actuale pentru acestea, argumentdnd ca
economia Republicii Moldova este foarte depen-
denta de comertul cu produse agricole vegetale.

Cuvinte-cheie: piata agricola globald,
SUStenabilitatea agriculturii, securitatea si inse-
curitatea alimentarad, lanturi de aprovizionare
agroalimentare, lanturi valorice agroalimen-
tare, agflatie, Republica Moldova.
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international trade data. The findings showed
the agricultural trade of the countries of the
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kedly increasing trend, becoming truly global as
an increasing part of it takes place in global
agricultural and food processing value chains.
We revealed the characteristics of the global
agricultural market, the challenges it faces,
including the impact of the COVID-19 pandemic
and the war in Ukraine. We have carried out a
guantitative and qualitative analysis of the recent
evolution of international grain prices, the evo-
lution of Moldovan agricultural exports, addres-
sing the current opportunities for them, arguing
that the economy of the Republic of Moldova
is highly dependent on trade in agricultural
plant products.
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1. Introducere

Comertul international are un rol esential
in asigurarea mijloacelor de trai pentru popu-
latie, inclusiv pentru fermierii si lucratorii din
lanturile de aprovizionare agroalimentare. Acesta
contribuie la reducerea insecuritatii alimentare
globale si la diversificarea bunurilor de consum.

Comertul cu produse agroalimentare a
crescut puternic in ultimele doua decenii, deve-
nind cu adevarat global. In prezent, o pondere
tot mai mare a comertului cu produse agroali-
mentare are loc in lanturile valorice globale —
lanturi valorice ale productiei agricole si alimen-
tare extinse in mai multe tari, fiind conectate si
cu alte sectoare ale economiei [18].

Pandemia de COVID-19 a provocat per-
turbéri comerciale la nivel mondial. Cu toate
acestea, sectorul agricol si cel alimentar s-au
dovedit mai sigure decat alte sectoare econo-
mice. La Inceputul pandemiei, transparenta pie-
telor agricole si a politicilor conexe a permis
atenuarea cresterii preturilor la culturile de baza,
insd blocajele din domeniul transportului si
logisticii au afectat negativ circulatia produselor
agricole si alimentare in regiunile lumii, deter-
minand cresterea costurilor. Astfel, politicile pu-
blice si private de reglementare a productiei si
circulatiei produselor agroalimentare s-au dove-
dit a fi esentiale pentru asigurarea unor lanturi
reziliente de aprovizionare.

Cercetdrile aratd ca, pe viitor, schimbarile
climatice si focarele de boli animaliere vor con-
tinua sd afecteze indicatorii productiei agricole si
comertului agricol al tarilor lumii. Pe de o parte,
fenomenele meteorologice extreme vor perturba
pietele agricole si comertul. Pe de altd parte,
comertul agricol international are capacitatea sa
contribuie la solutionarea problemelor de inse-
curitate alimentara si penurii in aprovizionare, de
pe urma acestor fenomene. Totodatd, instru-
mentele digitale pot contribui semnificativ la
cresterea comertului cu produse agroalimentare.

In paralel cu dezvoltarea pietelor inter-
nationale agroalimentare, majoritatea tarilor con-
tinud sa protejeze agricultura, inclusiv prin impu-
nerea de bariere, In special netarifare, precum si
prin masuri sanitare si fitosanitare, bariere tehnice
si proceduri vamale, care distorsioneaza comertul

1. Introduction

International trade plays a critical role in
securing livelihoods for the population, inclu-
ding farmers and workers in agri-food supply
chains. This contributes to reducing global food
insecurity and diversifying consumer goods.

Trade in agri-food products has grown
strongly over the past two decades, but it is not
just growing, it is becoming global. Nowadays
an increasing share of agri-food trade takes
place in global value chains — agricultural and
food processing value chains spreading across
multiple countries, that link agri-food and other
sectors of the economy around the world [18].

The COVID-19 pandemic has caused
trade disruptions worldwide. However, the agri-
cultural and food sector has proven to be more
resilient than other sectors of the national eco-
nomies. The transparency of the conditions and
policies of the agricultural markets made it
possible to mitigate the increase in the prices of
basic crops at the beginning of the pandemic.
Consequently, public and private sector policies
that guarantee the uninterrupted production and
movement of agri-food products are key to
ensuring resilient supply chains.

Research show that, in the coming period,
climate change and animal disease outbreaks are
expected to affect the agricultural production
and trade indicators of the world’s countries.
On the one hand, extreme weather events are
going to disrupt agricultural markets and trade.
On the other hand, international agricultural
trade has the power to contribute to solving the
problems of food insecurity and supply shor-
tages, following these events. Furthermore, digi-
tal tools have significant potential to enhance
agro-food trade.

In parallel with the development of inter-
national agri-food markets, most countries con-
tinue to protect agriculture, also, by imposing
barriers, particularly non-tariff ones, such as
sanitary and phytosanitary measures, technical
barriers and customs procedures, which distort
international agri-food trade. Such measures
have significant negative effects not only on the
volumes of trade in agri-food products, but also
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agroalimentar international. Astfel de masuri au
efecte negative asupra volumului comertului cu
produse agroalimentare, asupra bunastarii consu-
matorilor si producatorilor, precum si asupra sus-
tenabilitatii agriculturii.

La nivel global, o parte substantiald din
valoarea exporturilor agroalimentare provine din
bunuri importate: importuri industriale (masini
si ingrasaminte), importuri de produse agroali-
mentare si servicii. Astfel, politicile comerciale
de restrictionare a importurilor si de crestere a
costurilor importurilor afecteaza direct compe-
titivitatea exporturilor agroalimentare ale unei tari
si constrang capacitatea producatorilor locali de a
se integra 1n activitatea lanturilor valorice agro-
alimentare globale.

Sub aspect comercial, pentru ca sectoarele
agroalimentare sd prospere, tarile urmeaza sa-si
reduca subventionarea interna si masurile comer-
ciale distorsionante, simultan, punand accent pe
dezvoltarea unui mediu favorabil pentru cres-
terea productivitatii agricole, sporirea competi-
tivitatii exporturilor agroalimentare si partici-
parea la lanturile valorice globale.

Agricultura este un sector crucial pentru
bunastarea economicd si sociald in Republica
Moldova. Economia tarii noastre este foarte
dependentd de comertul agricol. De aici si impor-
tanta, si actualitatea temei la nivel national.

Structura lucrarii include introducerea,
metodologia cercetarii si concluziile, iar rezul-
tatele cercetdrii noastre le-am expus in 5 sub-
capitole, examindnd contextul productiei agri-
cole si comertului agricol international in ulti-
mele decenii, sintetizdnd caracteristiCile pietei
agricole mondiale si provocarile intdmpinate.
Ultimele subcapitole ale rezultatelor obtinute
prezintd impactul pandemiei COVID-19 si al
razboiului din Ucraina asupra comertu-lui agri-
col, precum si nivelul de valorificare al oportu-
nitatilor pentru exporturile agricole ale Repu-
blicii Moldova.

2. Metodologia cercetarii

Au fost publicate diverse articole si sta-
tistici care reflectd transformarea actuala a pietei
agricole globale. De-a lungul timpului, s-au
schimbat tendintele in agricultura, iar literatura a
scos in evidentd diferite aspecte ale comertului

Revista / Journal ,, ECONOMICA” nr.3 (121) 2022

on the well-being of consumers and producers,
as well as on agricultural sustainability.

Globally, a substantial part of the value of
agri-food exports comes from imported goods:
industrial inputs (machines and fertilizers), agri-
food inputs, as well as services. Thus, trade
policies to restrict imports, increase input costs,
directly reducing the competitiveness of a
country’s agri-food exports and constraining the
ability of local producers to participate in global
agri-food value chains.

In terms of trade, in order to increase the
trade gains for agri-food sectors, countries
should reduce their distorting domestic support
and trade measures, also aiming at providing an
enabling environment that would promote agri-
cultural productivity growth, enhance the compe-
titiveness of agri-food exports and participation in
global value chains.

Agriculture is a crucial sector for econo-
mic and social well-being in the Republic of
Moldova. Our country’s economy is highly depen-
dent on agricultural trade. Hence the importance
and actuality of the topic at the national level.

The paper incudes introduction, research
methodology and conclusions; we have organi-
zed the findings of our research into 5 sections,
examining the landscape of agricultural trade
and production in the last decades, elaborating
about the characteristics of the world agricul-
tural market and the challenges faced by the
world agricultural market. In the last sections of
the findings we presented the impact of the
COVID-19 pandemic and of the war in Ukraine
on agricultural trade, as well as the level of
capitalizing on opportunities for the agricultural
exports of the Republic of Moldova.

2. Research methodology

Various articles and statistics have already
been published on the topic of the current
transformation of the global agricultural market.
Over time, the trends in agriculture have chan-
ged, and the literature focused on different
aspects of agricultural trade. Furthermore, such
aspects as characteristics of world agricultural
market, the evolution of agricultural trends and
challenges have acted as a basis for this research.
Several indicators were analysed, making up to
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agricol. Totodata, cercetarea noastra a urmarit sa
reliefeze caracteristicile pietei agricole mondiale,
evolutia tendintelor si provocarile agricole. Au
fost analizati mai multi indicatori, contribuind la
valoarea adaugata a cercetdrii. Am valorificat
literatura de specialitate, utilizand si Sistemul
Armonizat de Descriere si Codificare pentru
analiza datelor.

De asemenea, analiza longitudinald ne-a
permis sa conturdm schimbdrile de pe piata agri-
cold mondiala de-a lungul deceniilor, Incepand
cu anii 1960, in timp ce abordarea comparativa a
facut posibild compararea productiei anumitor
produse agricole in diferite perioade de timp. In
baza datelor Consiliului International de Cereale
si Agentiei APK-Inform, am realizat o analiza
cantitativa si calitativd a evolutiei recente a pre-
turilor internationale la cereale, sub influenta
pandemiei COVID-19, precum si sub impactul
invaziei militare a Federatiei Ruse in Ucraina.

Totodata, am aplicat analiza comparativa
si abordarea sistemicd pentru a evidentia dife-
rentele in comertul agricol si productia agricold
din mai multe tari, aratand implicit tendintele
globale si regionale in agricultura.

3. Rezultate obtinute si discutii

3.1. Contextul productiei agricole si co-
mertului agricol international in ultimele
decenii

in ultima perioada, piata agricold globala a
suferit schimbari dramatice. Astfel, oamenii de
stiintd au elaborat termenul de ,,agflatie”, care este
derivat atat din ,,agriculturd”, cat si din ,,inflatie”.
Agflatia descrie ,.fenomenul cénd preturile ali-
mentelor cresc mai rapid decat preturile altor
bunuri si servicii, din cauza cererii tot mai mari
pentru produsele agricole in calitate de materii atat
pentru hrand, cat si pentru biocombustibili” [19].

In general, costul alimentelor pe cap de
locuitor, ca pondere 1n costul total al vietii, este
mai mic in tarile dezvoltate, precum SUA, decat
in regiunile in dezvoltare ale lumii. Impactul
agflatiei poate fi surprins pe diverse segmente ale
Indicelui Preturilor de Consum (IPC), publicat si
de Biroul National de Statistici al Republicii
Moldova. Astfel, pentru anul 2021, comparativ cu
decembrie 2020, IPC total in Republica Moldova
a fost de 113,94%, in timp ce IPC pentru pro-

the value added of the research. We sought to
capitalize on the specialized literature, also using
the Harmonized System of Description and Codi-
fication for data analysis.

Likewise, the longitudinal analysis has
allowed us to delineate the changes in the world
agricultural market across decades, since the
1960s, while the comparative approach made it
possible to compare the production of certain agri-
cultural products in various time periods. Based
on the data of the International Grains Council
and APK-Inform Agency, we have carried out a
guantitative and qualitative analysis of the recent
evolution of international grain prices, under the
influence of the COVID-19 pandemic, as well as
under the impact of the military invasion of the
Russian Federation in Ukraine.

In addition, we applied the comparative
analysis and systemic approach to highlight the
differences in the agricultural trade and agri-
cultural production of several countries, impli-
citly showing the global and regional trends in
agriculture.

3. Findings and discussion

3.1. The landscape of the agricultural
production and international agricultural trade
in the last decades

In the last period, the global agricultural
market has transformed drastically. Thus, scien-
tists came up with the term “agflation”, which is
derived from both “agriculture” and “inflation”.
Agflation describes “the phenomenon when
food prices rise more rapidly than the prices of
other goods and services, due to the growing
demand for crops as both food and for use in
biofuels” [19].

Generally, the per-capita cost of food, as
a percentage of the overall cost of living is less
in developed countries such as the USA than in
less developed regions of the world. The impact
of agflation appears in various segments of the
Consumer Price Index (CPI) also published by
the National Bureau of Statistics of Republic of
Moldova. Thus, for the year 2021, compared to
December 2020, the total CPI in the Republic of
Moldova was 113.94%, while the CPI for food
products was 117.46%; for non-food goods —
112.06%, and for services — 111.59% [16].
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dusele alimentare a fost de 117,46%; pentru mar-
furi nealimentare — 112,06%, iar pentru servicii —
111,59% [16].

In anii 1960, in contextul dezvoltarii teo-
riei comertului international, savantii au inceput
nationale a fluxurilor de capital, pornind de la
ipoteza ca mobilitatea capitalului ar putea inlo-
cui comertul international cu produse. Ca urmare,
la acea vreme, in stiinta economiei agricole pre-
domina viziunea economiei inchise.

In anii 1970 au apérut noi provociri, care
au afectat pietele agricole din intreaga lume. Au
fost inregistrate secete in Africa, India, Uniunea
Sovietica, precum si cresteri dramatice ale pre-
tului la petrol. Prin achizitionarea unor cantitati
masive de cereale, URSS a contribuit la creste-
rea atat a cererii mondiale, cat si a preturilor
internationale pentru marfurile agricole. in anii
1980, cercetarea agriculturii a cunoscut modifi-
cari esentiale, incepand sa se concentreze pe
analiza integrarii regionale imperfecte, princi-
piile concurentei si importanta locatiei geogra-
fice n agricultura. La inceputul deceniului s-a
atestat inflatia internd a preturilor alimentelor,
care a atins niveluri cu 20-30% mai mari decat
in anii precedenti. Ca urmare a secetelor, ofer-
tele mondiale de cereale au scazut, in timp ce
cererea a continuat sa creasca. Anii 1990 au con-
stituit un deceniu marcat de schimbari majore in
reglementdrile internationale ale politicilor co-
merciale ale tarilor lumii. Catre anul 1995 agri-
cultura a fost pe deplin integrata in arealul regle-
mentat de Organizatia Mondiald a Comertului.
La nivel global, anul 1998 a constituit cel mai
prost an agricol al deceniului, productia agricola
a stagnat si ca urmare, 37 de tari s-au confruntat
cu deficit de alimente pana la finele anului 1999,
cererea internationald de cereale coplesind din
nou oferta [1].

Cu toate acestea, agricultura a progresat
esential pana 1n anul 2000: a crescut calitatea
vietii si speranta de viatd, precum si nivelurile
de nutritie si educatie ale populatiei mondiale.
Totusi, multe tari africane si asiatice continud sa
se lupte cu stagnarea economicd, saricia si
disparitatile socioeconomice intre zonele urbane
si rurale [24].

Revista / Journal ,, ECONOMICA” nr.3 (121) 2022

In the 1960s, in the context of developing
the international trade theory, scholars began
to pay more attention to international capital
movements, assuming that international trade in
products could be replaced by capital mo-ve-
ments. As a result, in agricultural economics at
the time, the closed economy viewwas dominant.

New concerns arose in the 1970s, affec-
ting the agricultural markets all around the
world. Droughts were witnessed in Africa, India,
the Soviet Union, as well as dramatic increases
in the price of oil. By purchased massive
amounts of grain, the USSR contributed to the
rise in both the world demand and international
prices for agricultural commaodities. During the
1980s, the research on agriculture experienced
essential changes, starting to focus on the ana-
lysis of imperfect regional integration, compe-
tition principles, and the importance of geogra-
phic location in agriculture. At the beginning of
the decade, domestic food price inflation was
recorded, reaching levels 20-30% higher than
the previous year. As result of droughts world
cereal supplies fell, while demand continued to
rise. The 1990s were a decade marked by major
changes in the international regulations of the
trade policies of the countries of the world. By
1995, agriculture was fully integrated into the
area regulated by the World Trade Organi-
zation. Globally, 1998 was the worst agricul-
tural year of the decade, agricultural production
stagnated and as a result, 37 countries faced
food shortages by the end of 1999, with inter-
national grain demand once again overwhel-
ming supply [1].

However, agriculture has progressed sig-
nificantly by the year 2000: the quality of life
and life expectancy, as well as the nutrition and
education levels of the world's population have
increased. Yet, many African and Asian coun-
tries continue to struggle with economic stag-
nation, poverty and socioeconomic disparities
between urban and rural areas [24].

In the 2010s, in the context in which
women began to have a more important role in
agriculture, concern arose about the gender gap
in agriculture and gender-based discrimination.
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In anii 2010, in contextul in care femeile
au Inceput sa aiba un rol mai conturat in sectorul
agricol, apare preocuparea pentru diferentierea si
discriminarea de gen in agriculturd. Potrivit lui
Gundula Fischer si coautorilor, barbatii luau
majoritatea deciziilor privind utilizarea echipa-
mentelor specializate [9].

According to Gundula Fischer et al., men were
making the majority of decisions on the employ-
ment of specialized equipment [9].
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Figura 1. Productia mondiala anuali, selectie de culturi, milioane de tone metrice
(a. 2000, a. 2010, a. 2019)/ Figure 1. Annual World Production, Selected Crops,
million metric tons (years 2000, 2010, 2019)
Sursa: elaborata de autori pe baza datelor Organizatiei pentru Alimentatie si Agricultura (OAA)
din cadrul ONU [7]/ Source: elaborated by the authors based on the data
from Food and Agriculture Organization (FAO) of the United Nations Organization [7]

Analiza comparativa a datelor pentru
diferite perioade de timp, din Figura 1, demon-
streazd cresterea productiei mondiale, reliefand
cateva concluzii. Din a. 2000 pana in a. 2019,
productia globala a tuturor culturilor prezentate
a crescut. Productia de porumb a crescut
aproape dublu. Semintele de bumbac si soia au
atestat o evolutie pozitiva. In special, boabele de
soia au Inregistrat cea mai mare crestere,
productia crescand mai mult de doud ori in
ultimii 19 ani [7].

Conform Sistemului Armonizat de Des-
criere si Codificare, bunurile agricole sunt
clasificate in patru sectiuni si 24 de capitole.
Sectiunea | intitulatd ,,Animale vii; Produse de
origine animalierd” contine capitolele 01-05. Sec-
tiunea II ,,Produse vegetale” include capitolele
06-14. Capitolul 15 este atribuit Sectiunii III,
,»(Grasimi si uleiuri animale, vegetale sau micro-
biene si produsele lor de scindare; Grasimi

The comparative analysis of data for
different time periods in Figure 1 demonstrates
the growth of world production, highlighting
several conclusions. From 2000 to 2019, global
production of all the selected crops grew. Maize
production increased by around double. Seed
cotton and soybeans witnessed positive evolution
as well. In particular, soybeans have seen the
greatest growth, with production more than
doubling over the past 19 years [7].

According to the Harmonized System of
Description and Codification, agricultural goods
are classified in four sections and 24 chapters.
Section I titled “Live animals; Animal products”
contains Chapters 01-05. Section II “Vegetal
products” includes Chapters 06-14. Chapter 15
corresponds to Section IIT titled “Animal, vegetal
or microbial fats and oils and their cleavage
products; Prepared edible fats; Animal or vegetal
waxes”. Chapters 16-24 form the Section IV
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comestibile preparate; Ceard de origine animala
sau vegetala”. lar capitolele 16-24 sunt cuprinse in
Sectiunea IV ,Produse alimentare preparate;
Bauturi, bauturi spirtoase si otet; Tutun si inlo-
cuitori de tutun manufacturat; Produse, indiferent
daca contin sau nu nicotind, destinate inhalarii fara
ardere; Alte produse care contin nicotina destinate
asimilarii de nicotina in corpul uman” [11].

3.2. Caracteristicile pietei agricole mon-
diale

Potrivit Organizatiei pentru Alimentatie si
Agriculturd (OAA) din cadrul ONU, valoarea
adaugatd a productiei agricole mondiale 1in
perioada anilor 2000-2019 a crescut cu 73 %. Cu
toate acestea, ponderea agriculturii in valoarea
adaugata globald a tuturor sectoarelor economice,
a scazut in aceeasi perioada peste tot, cu exceptia
Africii. Acest lucru denotd ci agricultura contri-
buie din ce in ce mai putin la PIB-ul mondial [4].

Totodata, conform datelor prezentate
de catre OAA, productia vegetald reprezintd o
pondere mai mare in productia agricold totald a
tarilor in curs de dezvoltare fatd de tarile
dezvoltate, unde cresterea animalelor in masa
este mai raspanditd. Astfel, China, o tard in
dezvoltare, se concentreaza pe culturi vegetale,
producand 23% din productia globala de orez in
anul 2020 [10]. Pe de alta parte, Franta, o tara
dezvoltata, dispune de aproximativ 730 000 de
ferme [10]. Sectorul carnii din Franta este mult
mai avansat, fiind unul dintre cei mai mari
producdtori de lapte si carne de vita, in Uniunea
Europeand. Tarile dezvoltate valorifica echi-
pamentele agricole intr-o masurd mai mare, atat
sub aspect extensiv, cat si intensiv [10].

Fermele mari gestionate de familii sunt
caracteristice agriculturii in tarile industrializate
occidentale. In timp ce agricultura la scard mici
este caracteristica tarilor In curs de dezvoltare.
Acest tip de agricultura nu genereaza profit
substantial, iar produsele sunt de regula, con-
sumate de familia producatorului. In acelasi
timp, Mexic si o serie de tari din Asia de Sud si
de Sud-Est, in special India, sunt asociate cu
termenul de ,revolutie verde”. Aceasta implica
cultivarea cerealelor cu randament ridicat, cum ar
fi graul si orezul, precum si fertilizarea, si irigarea
pe scara larga.
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“Prepared foodstuffs; Beverages, spirits and
vinegar; Tobacco and manufactured tobacco sub-
stitutes; Products, whether or not containing
nicotine, intended for inhalation without com-
bustion; Other nicotine containing products
intended for the intake of nicotine into the human
body” [11].

3.2. Characteristics of world agricultural
market

According to Food and Agriculture Orga-
nization FAO of the UN, the added value of the
world agricultural production in the period of
years 2000 to 2019 increased by 73 percent.
However, agriculture’s part of global value
added by all the economic sectors, decreased in
the same period everywhere, but in Africa. This
denotes that agriculture contributes less and less
to world GDP [4].

According to Food and Agriculture Orga-
nization, crop production accounts for a larger
share of total agricultural production in deve-
loping countries than in developed countries,
where mass animal production is more preva-
lent. Thus, China, a developing country, is con-
centrating on crops, producing 23% of global
rice in the year 2020 [10]. On the other hand,
France, a developed country, has approximately
730000 farms [10]. France’s meat sector is
much more advanced, as it is one of the top pro-
ducers of milk and beef in the European Union.
Developed countries capitalize on agricultural
equipment to a greater extent, both extensively
and intensively [10].

Large farms, run by families, are charac-
teristic of the agriculture in the Western indus-
trialized countries. Meanwhile small-scale agri-
culture is the norm in developing countries.
This sort of farming does not create a lot of
money, and the products are usually consumed
by the producer's family. At the same time,
Mexico and a number of South and Southeast
Asian countries, notably India, are associated
with the term “green revolution”. This entails
the cultivation of high-yielding grains, such as
wheat and rice, as well as the widespread ferti-
lization and irrigation.
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Tabelul 1/Table 1

Top 8 produciitori de culturi selectate, milioane de tone, in anul 2020/
Top 8 producers of selected crops, million tons in the year 2020

OREZ/ RICE PORUMB/ MAIZE GRAU/ WHEAT
. Statele Unite/

China 148 United States 360 |UE-27 136
India 121  |China 261 |China 134
Indonezia/ Indonesia |35 Brazilia/ Brazil 110 India 108
Bangladesh/ Federatia Rusa/

Bangladesh 35 UE-27/EU-27 64 Russian Federation 85

. . Statele Unite/

Vietnam 27 Argentina 47 United States 50
Tailanda/ Thailand 19 India 30 Canada 35
Myanmar 13 Ucraina/ Ukraine 29 Australia 33
Filipine/ Philippines |12 Mexic 28 Ucraina/ Ukraine 26

Sursa: elaborat

de autori pe baza datelor din

portalul de date Index Mundi [13]/

Source: elaborated by the authors based on the data from Index Mundi Data Portal [13]

Datele din Tabelul 1 ilustreaza faptul ca
graul este cultivat cu precidere in zonele cu
climd temperatd si soluri negre, precum sunt
tarile din Uniunea Europeana, China si India.
Orezul creste cel mai bine in tirile cu clima
musonicd, cum ar fi China, India si Indonezia.
Porumbul este cea mai frecventd culturd in
Statele Unite, urmata de China.

3.3. Provocari cu care se confruntd piata
agricolid mondiald

Piata agricold mondiald este o compo-
nentd importanti a economiei mondiale. In
context, expertii subliniaza o serie de provocari
majore pentru piata agricold mondiald [2]. Cu
referintd la sistemul alimentar global, malnu-
tritia este o problema majora in zilele noastre si
dacad nu se gdsesc solutii In urmatorii ani, este
posibil ca populatia din multe tari sa sufere de
foamete. Problema disparitatii a devenit si mai
alarmantd, deoarece 1n a. 2020 existau 1,9 mili-
arde de adulti supraponderali/ obezi pe glob, in
timp ce 462 de milioane erau subponderali [21].
Malnutritia este cauza a 45% din decesele co-
piilor sub varsta de cinci ani din tarile cu veni-
turi mici si medii. Din aceeasi grupa de varsta,
potrivit Fondului Natiunilor Unite pentru Copii
(UNICEF), in a. 2020, 47 de milioane de copii
erau slabiti de foamete, 14,3 milioane erau isto-

The data in Table 1 illustrate that wheat is
typically grown in temperate climates with black
soils, such as the European Union countries,
China, and India. Rice grows best in monsoon-
prone countries like China, India, and Indonesia.
Corn is the most frequent crop in the United
States, followed by China.

3.3. Challenges faced by the world agri-
cultural market

The world agricultural market is an im-
portant part of the world economy. In this
context, experts point out a number of major
challenges for the world agricultural market [2].
With reference to the global food system,
malnutrition is a major problem today and if
solutions are not found in the coming years, it is
possible that the population of many countries
will suffer from famine. The issue of disparity
has become even more alarming, since in 2020
there were 1.9 billion overweight/obese adults in
the globe, while 462 million were underweight
[21]. Malnutrition is the cause of 45% of deaths
among children under the age of five in low- and
middle-income countries. According to United
Nations Children's Fund (UNICEF), in the year
2020, 47 million children were wasted, 14.3
million were severely wasted, and 144 million
were starving in the same age group. On the
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viti si 144 de milioane mureau de foamete. Pe de
alta parte, 38,3 milioane erau supraponderali sau
obezi. Copiii prea mici in inaltime pentru varsta
lor, cei prea slabi pentru Tnéltimea lor si cei prea
grei pentru inaltimea lor reprezinta trei probleme
de sadndtate si infatisare, care pot rezulta din
malnutritia copiilor [21].

other hand, 38.3 million were overweight or
obese. Stunting (when a child is too short for
their age), wasting (when a child is too thin for
their height) and becoming overweight (when a
child is too heavy for their height) are three
health and appearance concerns that can result
from malnutrition in children [21].
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Figura 2. Procentul copiilor sub 5 ani afectati de malnutritie in anii 2000 si 2020/
Figure 2. Percentage of children under 5 affected by malnutrition
in the years 2000 and 2020
Sursa: adaptata de autori in baza datelor UNICEF [21]/
Source: adapted by the authors based on data from UNICEF [21]

Figura 2 demonstreazd comparatia pro-
centuald intre anii 2000 si 2020. in timp ce se
constatd o scadere a dinamicii copiilor cu cres-
tere incetinitd, problema obezititii in randul
copiilor devine tot mai acuta. Similar, in a. 2020
numarul copiilor istoviti de foamete a scazut la
45,4 milioane, reprezentand 6,7% din total fata
de 2018: 50,5 milioane (7,5% din total) [21].

Potrivit Forumului Economic Mondial,
sistemele alimentare sunt in pericol din cauza
schimbarilor climatice si a cererii in crestere. Se
estimeazd cd pand in a. 2050 preturile la ali-
mente vor creste cu aproximativ 45 la suta, in
timp ce productia ambalajelor de plastic va fi de
patru ori mai mare fatd de a. 2022. In acelasi
timp, este nevoie de un management mai durabil
al industriei pescuitului, deoarece aproximativ
33% din stocurile de peste din lume sunt supra-
exploatate [22].
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Figure 2 demonstrates the percentage com-
parison between the years 2000 and 2020. While
there is an improvement in the dynamics of
stunting, the problem of obesity among children
is becoming more acute. Similarly, in 2020 the
number of wasting decreased to 45.4 million,
representing 6.7% of total compared to 2018:
50.5 million (7.5% of total) [21].

According to the World Economic Forum,
the food systems are at risk due to the changes
in climate and increasing demand. It is projected
that by 2050, the prices for food will grow by
about 45 percent, while the production of plastic
wraps will be four times higher compared to
2022. At the same time, a more sustainable
management of the fishing industry is needed,
since about 33 percent of fish stock in the world
are over-exploited [22].
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In ceea ce priveste asigurarea mijloacelor
de trai pentru fermieri, o altd provocare este pre-
ponderenta celor care traiesc In sdracie extrema
in zonele rurale ale tarilor, in care productia de
alimente este principala sursd de venit. De fapt,
agricultura practic nu genereaza venit pentru ei,
oferind-le putin mai mult decat hrana. Produ-
catorii locali reprezintd aproximativ 50% din
categoria celor infometati ai lumii.

De asemenea, deficitul global de apa
reprezintd o problema, asa cum indica Proiectul
de management al apei in agriculturd lansat de
Institutul International de Management al Apei
in parteneriat cu OAA si altii, un proiect care
contribuie la conservarea apei si la ajutoarele
agricole la scara mica [12].

Ce tine de provocarea protectiei mediului,
este bine cunoscut faptul ca amprenta ramurilor
agroalimentare asupra mediului este destul de
semnificativa.

Eroziunea solului este un proces natural,
dar activitatile agricole umane o pot accelera de
pand la 1000 de ori [7]. Intrucat solul este o
resursa naturala rard, ratele sale de formare sunt
mai mici decat cele ale eroziunii. Totodata, in
prezent, 33% din solul lumii este deteriorat si se
anticipeaza cd pand 1n 2050, acest numar va
creste la aproape 90% [7].

Defrisarea este, de asemenea, o problema cu
impact asupra agriculturii si ecologiei globale. O
populatie in crestere contribuie la marirea cererii
de lemn si combustibil, iar incendiile forestiere
reprezintd o amenintare la adresa sigurantei
padurilor din intreaga lume [2].

3.4. Impactul pandemiei de COVID-19
si al razboiului din Ucraina asupra agriculturii

Oferta si cererea de alimente au fost afec-
tate de la inceputul pandemiei COVID-19, cand
oamenii din Intreaga lume s-au grabit s& cumpere
bunuri in agteptarea unei penurii. Paturile cele mai
sarace ale societdtii au fost cele mai afectate, in
special sub aspectul hranei [3].

Pandemia a fost principala cauza a stag-
narii economiei mondiale in 2020, 1asand 258 de
milioane de oameni fara locuri de munca. Potrivit
Forumului Economic Mondial, se estimeaza ca
impactul COVID-19 asupra ocuparii fortei de
munca va persista cel putin pana in 2023 [23].

In terms of securing livelihoods for far-
mers, another challenge is the preponderance of
those living in extreme poverty in rural areas of
countries where food production is the main
source of earning. In fact, farming hardly gene-
rates any income for them, providing little more
than food. Local producers represent about 50%
of the world’s hungry.

Global water shortage is also a problem,
as indicated by the Agricultural Water Mana-
gement Project launched by the International
Water Management Institute in partnership with
the FAO and others, a project contributing to the
water conservation and small-scale agricultural
aid [12].

With respect to the environment protec-
tion challenge, it is well-known that the envi-
ronmental footprint of the agri-food branches is
quite significant.

Soil erosion is a natural process, but human
activities related to agriculture can accelerate it
by up to 1000 times [7]. As soil is a scarce natu-
ral resource, its formation rates are lower than
those of erosion. Furthermore, currently, 33
percent of the world's soil is deteriorated, and it
is anticipated that by 2050, this number would
rise to almost 90% [7].

Deforestation is also a problem with an
impact on global agriculture and ecology. A gro-
ing population is contributing to an increase
in the need for wood and fuel, and forest fires
are a threat to the safety of forests around the
world [2].

3.4. The impact of the COVID-19 pan-
demic and of the war in Ukraine on agriculture

The supply and demand for food has been
affected since the start of the COVID-19 pan-
demic, when people around the world rushed to
buy goods in anticipation of a shortage. The
poorest layers of society have been the most
affected, particularly in terms of food [3].

The pandemic was the main cause of the
world economy shrinking in 2020, also leaving
258 million people without jobs. According to
World Economic Forum, it is estimated that the
impact of COVID-19 on the employment will
persist at least until 2023 [23].
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Tabelul 2/Table 2

Evolutia preturilor internationale la grau si porumb,
cotatii in Statele Unite ale Americii (Gulf), noiembrie 2021 si aprilie 2022/
Evolution of the international prices for wheat and maize, quotations
in United States of America (Gulf), November 2021 and April 2022

Ultimul Modificare procentuala, Ultimul pret, MOdIfl(iare pr.o.centuala, pana
pret, Al s A . . ) in aprilie 2022,
. pana in noiembrie 2021, USD/tona/ " .
USD/tona/ | , . . in ultimele:/
. in ultimele:/ Percentage change, | Latest price,

Latest price, up to November 2021, within: USD/tonne Percentage change (%),
USD/tonne P ’ ’ up to April 2022, within:
Noiembrie

2021/ 1 luna/ 3 luni/ lan/ Aprilie 2022/ | 11lund/ | 3 luni/ 1an/
November | 1 month | 3 months 1 year April 2022 | 1 month | 3 months | 1 year
2021
GRAU/WHEAT (tip US No. 2, Hard Red Winter)
377.6 USD 6.9 % 16.6 % 37.2% 501.3 USD 3.2% 325% | 78.3%
PorRuMB/MAIZE (tip US No. 2, Yellow)
249.5 USD 4.9 % -1.9% 29.6 % 348.2 USD 4.2 % 26.7% | 31.0%

Sursa: adaptat de autori pe baza analizei OAA a datelor primare furnizate de International
Grains Council; APK-Inform Agency [8]/ Source: adapted by the authors based on FAO analysis
of primary data provided by International Grains Council; APK-Inform Agency [8]

Analiza datelor din Tabelul 2 releva ca in
noiembrie a. 2021 preturile internationale la
grau si porumb inregistrau o tendintd de cres-
tere, in conditiile In care cererea era ridicata pe
fundalul ofertei limitate, in special a graului de
calitate superioara, din partea marilor expor-
tatori. Cotatiile Black Sea atestau cea mai mare
crestere, reflectdnd incertitudinea legatd de
potentialele masuri de constrangere atit a
exportului Federatiei Ruse, cat si a ritmului de
export al Ucrainei.

In aprilie 2022, preturile graului au
crescut, pe masura ce limitarea ofertei globale a
persistat pe fondul reducerii semnificative a
exporturilor din Ucraina din cauza impactului
razboiului asupra lanturilor de aprovizionare la
export. In Africa de Vest si de Est, precum si in
America de Sud, preturile graului au riamas
semnificativ mai mari de la an la an si la niveluri
record in unele tari, din cauza fluxurilor comer-
ciale transfrontaliere mai scédzute, a cererii puter-
nice in tarile exportatoare si a cotatiilor interna-
tionale ridicate in téarile net importatoare.
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Analysis of the data in Table 2 reveals
that in November 2021 the international wheat
and maize prices were registering an increasing
trend, as strong demand amid tighter supplies,
especially of higher quality wheat, among the
major exporters continued to provide support.
Black Sea quotations were leading the increase,
reflecting uncertainty over potential curbs on
both Russian Federation exports and Ukraine's
export pace.

In April 2022 wheat prices edged upwards
as global supply tightness persisted amidst the
significantly reduced exports from Ukraine due
to war-related impacts on export supply chains.
In West and East Africa, as well as in South
America, prices of wheat remained significantly
higher year on year and at record highs in some
countries, owing to lower cross-border trade
flows, strong demand in exporting countries and
elevated international quotations in net-impor-
ting countries.

Regarding further evolution, in June 2022
the international prices for wheat and maize, in
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Ce tine de evolutia ulterioard, in iunie
2022 preturile internationale la grau si porumb
in valoare absolutd raman semnificativ mai
ridicate fatd de noiembrie 2021. Cu toate aces-
tea, in termeni relativi (modificare procentuala)
aceste preturi incep sa prezinte o tendinta lunara
de scadere, reflectand oferta sezoniera sporitad
exportatorilor de grau din emisfera nordica si
exportatorilor de porumb din emisfera sudica.

Per ansamblu, de la inceputul anului 2021
pana in prezent, preturile la culturi au inregistrat
o tendintd de crestere semnificativa, desi fluc-
tuantd. In plus, se poate observa ci, din a. 2021
pana in a. 2022 inclusiv, preturile pentru grau si
porumb au crescut considerabil in toate regi-
unile lumii [8].

Potrivit OAA, razboiul din Ucraina cau-
zeaza probleme in special pe trei dimensiuni:
alimentatie si agriculturd, situatie macroeco-
nomicd si aspect umanitar. Pe partea de ali-
mentatie si agricultura se resimt constrangeri
asupra productiei, aproviziondrii cu materii, in
principal pesticide si seminte, logisticii, infra-
structurii. OAA a lansat, de asemenea, Planul de
raspuns rapid pentru Ucraina, care contribuie la
ajutorul fermierilor [6].

Deocamdata este dificil de estimat impac-
tul razboiului asupra sanatatii oamenilor, secu-
ritatii alimentare si vietii In general, Intrucat la
doar o luné de la inceput, conflictul a sters de pe
hartd orase ucrainene mari, lasdnd multi refu-
giati. In plus, este dificil de anticipat daca
Ucraina isi va putea continua activitatea agricola
normala in viitorul apropiat [5].

3.5. Despre valorificarea oportunititilor
pentru exporturile agricole ale Republicii
Moldova

Republica Moldova este o tara post-socia-
listd, agricultura fiind pilonul principal al eco-
nomiei sale. Datorita faptului ca tara este inzestrata
cu sol fertil negru si climd moderata, activitatea
agricola permite valorificarea avantajelor com-
parative, in special 1n sectorul productiei vegetale.

Datele din Tabelul 3 prezinta valoarea
productiei agricole incepand cu a. 2015 pana in
a. 2021, reflectand clar specializarea tarii. Va-
loarea productiei vegetale este de aproximativ
doud ori mai mare decét valoarea productiei ani-

absolute value, remained significantly higher
compared to November 2021. However, in rela-
tive terms (percentage change), these prices are
beginning to show a monthly downward trend,
reflecting seasonally increased availabilities of
wheat in Northern Hemisphere exporters and of
maize in Southern Hemisphere exporters.

Overall, from the beginning of 2021 until
present, prices for crops have registered a fluc-
tuating but markedly increasing trend. Further-
more, it can be noted that since 2021 up to 2022
the wheat and maize prices widely increased
across all the regions of the world [8].

According to FAO, the war in Ukraine
causes issues on three main levels: food and
agriculture, macroeconomic situation and huma-
nitarian aspect. On the food and agriculture side,
constraints are felt on production, supply of
inputs mainly pesticides and seeds, logistics,
infrastructure. FAO has also launched the Rapid
Response Plan for Ukraine, which contributes to
farmer aid [6].

So far, it is difficult to estimate the impact
of the war on people's health, food security and
life in general, as only a month after its start, the
conflict has wiped off the map major Ukrainian
cities, leaving many refugees. Furthermore, it
cannot be predicted whether the country will be
able to continue its normal agricultural activity
in the near future [5].

3.5. About capitalizing on opportunities
for the agricultural exports of the Republic of
Moldova

The Republic of Moldova is a former-
socialist country, agriculture being the main
pillar of its economy. Due to the fact that the
country is endowed with black fertile soil and
moderate climate, the agricultural activity allows
to capitalize on the comparative advantages mainly
in vegetal production.

Data from Table 3 presents the value of
agricultural production since 2015 up to 2021,
clearly reflecting the specialization of the coun-
try. The value of vegetal production is about
twice as high as the value of animal production.
The agricultural services are relatively underde-
veloped, representing a small contribution to the
total value of production.
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maliere. Serviciile agricole sunt relativ subdez-
voltate, reprezentand o mica contributie la valoa-
rea totala a productiei.

2,48 milioane de hectare sau 75% din intre-
gul teritoriu al Republicii Moldova sunt folosite
pentru activitate agricold, inclusiv 1,82 milioane de
hectare de teren arabil [14]. In anul 2021
agricultura Tmpreuna cu industria de prelucrare a
alimentelor au furnizat circa 45% din totalul
exporturilor i mai mult de 16% din PIB-ul
R. Moldova [14].

2,48 million hectares, or 75% of the entire
territory in Moldova are used for agricultural
activity, including 1,82 million hectares of
arable land [14]. In 2021 agriculture along with
the food processing industry accounted for about
45% of total exports and more than 16% of GDP
of R. Moldova [14].

Tabelul 3/Table 3

Valoarea productiei agricole a Republicii Moldova, in milioane MDL (preturi curente),
anii 2015-2020/ Agricultural production value of the Republic of Moldova,
in million MDL (current prices), years 2015-2020

a. 2015/ | a, 2016/ | a.2017/ | a. 2018/ | a. 2019/ | a. 2020/ | a. 2021/
y. 2015 | y.2016 | y.2017 | y.2018 | y.2019 | y.2020 | y.2021
Productia agricola
totala/
. 27193 | 30362 | 34142 | 32637 | 34597 | 30093 | 46387
Total agricultural
production
Productia vegetald/ | 10 5a) | 21008 | 24435 | 22883 | 24670 | 20344 | 36120
Crop production
Productia
animalierd/ Animal 8 584 8 768 9191 9190 9248 9212 9354
production
Serviciile agricole/
Agricultural 527 496 516 564 679 537 913
services

Sursa: elaborat de autori pe baza datelor Biroului National de Statistica al R. Moldova [15]/
Source: elaborated by authors based on data from National Bureau of Statistics of the Republic of

Moldova [15]

Datele cu privire la exporturile moldo-
venesti, in perioada anilor 2018-2021, indica
faptul ca tara este specializatd in productia vege-
tala: in decursul acestei perioade ponderea
anuala a produselor vegetale depaseste semnifi-
cativ ponderea produselor alimentare si anima-
liere (Figura 3). Desi in a. 2020 valoarea expor-
turilor de legume a scazut cu 108.128 mii USD,
in a. 2021 agricultura a revenit la nivelul pre-
pandemic, inregistrdnd indicatori mai 1Inalti
decat in a. 2019. Similar, exporturile de alimente
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Data regarding Moldovan exports in the
period 2018-2021 indicate that the country is
specialized in plant production: during this
period the yearly share of plant products signi-
ficantly exceeds that of food and animal pro-
ducts (Figure 3). Although in 2020, the value of
vegetal exports decreased by USD 108,128
thousand, in 2021, agriculture returned to its
pre-pandemic level, registering even higher figu-
res than in 2019. Similarly, food exports increa-
sed in value from 2020 to 2021. In contrast, the
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au crescut in valoare din a. 2020 pana in a. 2021.
In schimb, valoarea exporturilor de origine ani-
maliera a urmat o evolutie negativa din a. 2018
pana in a. 2021.

value of exports of animal origin followed a
negative evolution from 2018 to 2021.

800000

700000

600000

500000

400000

300000

200000

100000

0 258-

m Culturi agrlcccr)loeésAgrlcultural 504381,8485
m Produse alimentare/ Foodstuffs  67274,36698
m Produse animaliere/ Animal 4135454067

products

|- [ - N
2019 2020 2021
543417,8358 435289,241 703574,0512
60192,20877 62610,85344 79677,49638
33154,8845 28004,19625 27663,17013

m Culturi agricole/ Agricultural crops
m Produse alimentare/ Foodstuffs
m Produse animaliere/ Animal products

Figura 3. Exporturile Republicii Moldova de produse agricole pe parcursul
anilor 2018-2021, preturi curente, mii USD/ Figure 3. The Republic of Moldova’s exports
in agricultural products during 2018-2021, current prices, thousand USD
Sursa: elaborata de autori pe baza datelor Biroului National de Statistica [17]/
Source: elaborated by the authors based on data from National Bureau of Statistics [17]

Pe baza indicatorilor din Tabelul 3 si
Figura 3, putem deduce ca valoarea exporturilor
vegetale ale Republicii Moldova este direct
proportionala cu valoarea productiei vegetale
moldovenesti: cu cit este mai mare valoarea
totald a acestei productii, cu atat mai inalt este
nivelul exporturilor respective. Concomitent,
studiile evidentiaza cateva aspecte majore asupra
carora urmeaza de lucrat in vederea imbunatatirii
nivelului de competitivitate al sectorului agricol
din R. Moldova [20].

Sub aspectul calititii, procedurile de recol-
tare si post recoltare urmeaza a fi optimizate,
inclusiv mentinerea calitatii produselor prin sor-
tare, clasificare si ambalare adecvatd; reducerca

Based on the indicators in Table 3 and
Figure 3, we can deduce that the value of plant
exports of the Republic of Moldova is directly
proportional to the value of Moldovan plant
production: the higher the total value of agri-
cultural products, the higher the level of exports
of these products. Simultaneously, studies point
out some major aspects that should be worked
on in order to improve the competitiveness level
of the Moldovan agricultural sector [20].

In terms of quality, the harvesting and
post-harvesting procedures are to be optimized,
including maintaining the quality of the products
through sorting, classification and appropriate
packaging; reducing the time that passes from
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intervalului de timp intre recoltare si depozitare,
in special pentru struguri; folosirea serelor de
legume si depozitarea la rece.

Totodata, competitivitatea producatorilor
agricoli poate fi sporitd prin cresterea nivelului
lor de cunoastere si intelegere a cerintelor fata
de produsele lor pe pietele finale; prin Tmbuna-
tatirea accesului la bunele practici internationale
si regionale din agriculturd, inclusiv pe pietele
cu putere de cumparare Tnalta.

La randul sdu, cresterea productivitatii
necesita utilizarea adecvata a ingrasamintelor, pes-
ticidelor si aplicarea tehnologiilor agricole avan-
sate, cum ar fi rarirea chimica, irigarea prin picu-
rare si altele.

4. Concluzii

Rezumand cercetarea noastra, comertul cu
produse agroalimentare a crescut esential si a
devenit cu adevirat global in ultima perioada. In
prezent, o pondere tot mai mare a comertului cu
produse agroalimentare are loc in cadrul lantu-
rilor valorice globale ale productiei agricole si
alimentare. In pofida faptului ci pandemia de
COVID-19 a provocat perturbari comerciale ma-
jore, sectoarele agricol si alimentar s-au dovedit a
fi mai reziliente decat alte sectoare economice. Pe
viitor, schimbarile climatice si focarele de boli
animaliere vor continua sd afecteze indicatorii
productiei agricole si comertului agricol global.
in acelasi timp, comertul agricol international,
sustinut si prin instrumente digitale, poate contri-
bui la rezolvarea roblemelor legate de insecu-
ritatea alimentara si penurii in aprovizionare.

Am explorat conceptul de agflatie, argu-
mentand ca, de regula, costul alimentelor pe cap
de locuitor, ca pondere in costul total al vietii,
este mai mic in tarile dezvoltate decat in regiu-
nile In dezvoltare ale lumii.

Examinand contextul comertului interna-
tional agricol si productiei agricole din ultimele
decenii, am constatat ca productia mondiala a
culturilor a crescut 1n anii 2000-2019, tarile in
curs de dezvoltare reprezen-tand o pondere mai
mare In productia agricold totalda decat tarile
dezvoltate, unde este mai raspanditd cresterea
animalelor Tn masa.

Analiza noastra a relevat si caracteristicile
pietei agricole globale, provocarile cu care se
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harvest to storage, especially for grapes; the use
of vegetable greenhouses and cold storage.

Furthermore, the competitiveness of agri-
cultural producers can be increased by raising
their level of knowledge and understanding of
the requirements for products in the final mar-
kets; by improving access to international and
regional good practices in agriculture, including
in markets with high purchasing power.

In its turn, increasing productivity requi-
res proper use of fertilizers, pesticides and
application of advanced agricultural techno-
logies such as chemical thinning, drip irrigation
and others.

4. Conclusions

Summarizing our research, trade in agri-
food products has grown strongly and has
become truly global over the last period. At
present, an increasing share of agri-food trade
takes place in global agricultural and food pro-
cessing value chains. Despite the fact that the
COVID-19 pandemic has caused major trade
disruptions, the agriculture and food sector has
proven to be more resilient than other economic
sectors. In the coming period, climate change
and animal disease outbreaks are expected to
affect the worldwide agricultural production and
trade. Concurrently, international agricultural
trade, also enhanced via digital tools, may con-
tribute to solving the problems of food insecurity
and supply shortages.

We have explored the concept of agfla-
tion, noting that typically, the per-capita cost of
food as a share of the overall cost of living in
the developed countries is less than in the deve-
loping regions of the world.

Examining the landscape of agricultural
trade and production over the past few decades,
we found that global crop production has
increased over the years 2000-2019, with deve-
loping countries accounting for a larger share
of their total agricultural output than in deve-
loped countries, where livestock production is
more prevalent.

Our analysis also revealed the charac-
teristics of the global agricultural market, the
challenges it faces. We have argued that mal-
nutrition has become a major problem nowadays,
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confruntd aceasta. Am argumentat ca malnutritia
a devenit o problema majora in zilele noastre, in
timp ce problema disparitatii este si mai alar-
mantd, Tn conditiile 1n care, incepand cu a. 2020,
numarul de adulti supraponderali/obezi la nivel
global depaseste de peste 4 ori numarul de 462
de milioane de persoane subponderale. Alte
provocari includ preponderenta celor care traiesc
in sardcie extrema in zonele rurale ale econo-
miilor si amprenta puternica a ramurilor agro-
alimentare asupra mediului.

Totodatda, am urmarit sa surprindem
impactul asupra comertului agricol international
al pandemiei COVID-19 si al razboiului din
Ucraina. Astfel, pana la finele anului 2021 pre-
turile internationale la grau si porumb inregis-
trau o tendintd de crestere. In primdvara anului
2022, preturile graului au crescut din cauza
reducerii ofertei globale, in principal a reducerii
semnificative a exporturilor din Ucraina si a
impactului razboiului ucrainean asupra lanturilor
de aprovizionare pentru export. Per ansamblu, de
la inceputul anului 2021 pana in prezent pretu-
rile la produsele vegetale au Inregistrat o ten-
dinta de crestere semnificativa, desi fluctuanta.

Pe baza datelor Consiliului International
de Cereale si Agentiei APK-Inform, am realizat
o analiza cantitativa si calitativad a evolutiei pre-
turilor internationale la cereale in ultima pe-
rioadd, sub influenta pandemiei de COVID-19,
precum si sub impactul invaziei militare a
Federatiei Ruse in Ucraina.

in cele din urma, am abordat oportunitatile
actuale pentru exporturile agricole ale Republicii
Moldova, in conditiile in care economia tarii
noastre este foarte dependenta de comertul cu pro-
duse agricole. Activitatea noastra agricold permite
valorificarea avantajelor comparative, in principal
in productia vegetald, care este mult mai mare
decét valoarea productiei animaliere. La fel, expor-
turile moldovenesti in perioada anilor 2018-2021
indicd specializarea tarii in productia vegetala, care
depaseste semnmificativ productia alimentara si
animaliera. Desi in a. 2020 valoarea exporturilor
vegetale a scazut, in a. 2021 aceasta a revenit la
nivelul pre-pandemic, similar exporturilor de
alimente. In schimb, valoarea exporturilor de ori-
gine animalierd a urmat o evolutie negativa.

while the issue of disparity is more alarming as of
2020 the number of overweight/ obese adults
globally exceeds more than 4 times the number
of 462 million underweight people. Other
challenges include the preponderance of those
living in extreme poverty in rural areas of eco-
nomies and the strong environmental footprint
of the agri-food branches.

Furthermore, we sought to capture the
impact on agricultural trade of the COVID-19
pandemic and of the war in Ukraine. Thus, by
the end of 2021 the international wheat and maize
prices were registering an increasing trend. In
spring 2022, wheat prices increased due to shorter
global supply, mainly the significant reduction in
exports from Ukraine and the impact of the
Ukrainian war on export supply chains. Overall,
from the beginning of 2021 until present prices for
crops have registered a fluctuating but markedly
increasing trend.

Based on the data of the International
Grains Council and APK-Inform Agency, we
have carried out a quantitative and qualitative
analysis of the evolution of international grain
prices in recent periods, under the influence of
the COVID-19 pandemic, as well as under the
impact of the military invasion of the Russian
Federation in Ukraine.

Ultimately, we addressed the current oppor-
tunities for agricultural exports of the Republic
of Moldova, in the circumstances when our
country's economy is highly dependent on agri-
cultural trade. Our agricultural activity allows to
capitalize on the comparative advantages mainly
in vegetal production, which is much higher
than the value of animal production. Likewise,
Moldovan exports during 2018-2021 indicate
the specialization of the country in plant pro-
duction which significantly exceeds food and
animal production. Although in 2020 the value
of vegetal exports decreased, in 2021 it returned
to the pre-pandemic level, similar to food ex-
ports. In contrast, the value of exports of animal
origin followed a negative evolution.

Under these conditions, agricultural poli-
cies are needed so as to promote and support
high value-added agriculture, investments in
increasing the competitiveness of vegetal pro-
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In aceste conditii sunt necesare politici duct exports, including organic products, as well

agricole de promovare si sustinere a agriculturii  as investments in increasing the local supply of
cu valoare adaugata inalta, investitii in sporireca animal products that will gradually replace the

competitivitatii exporturilor de produse vegetale, imports of such commodities.
inclusiv produse organice, precum si investitii in

cresterea ofertei autohtone de produse anima-

liere, care treptat sa substituie importurile aces-

tor marfuri.
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In lucrare am examinat producerea de
parfumuri ca parte a industriilor creative §i evo-
lutia acesteia. Am investigat mizele economice
internationale ale producerii de parfumuri,
aratdnd ca exporturile globale de parfumuri au
inregistrat in ultimii ani o evolutie sinusoidala.
Am prezentat evolutia exporturilor de parfumuri,
precum si Indicatorul Potentialului de Export cu
referinta la tari si la pietele de export. Mizele
economice locale au fost expuse prin prisma
lanturilor de aprovizionare si valorice, aratind
impactul economic direct, indirect si indus al
industriei parfumurilor. Am abordat preocupdrile
etico-economice legate de testarea pe animale in
procesul de producere a parfumurilor. Studiul de
caz asupra companiei ,,Viorica-Cosmetic” S.A.
ne-a ajutat sa elucidam impactul local al
industriei parfumurilor din Republica Moldova.
Am analizat evolutia indicatorilor de perfor-
mantd economica ai intreprinderii.

Cuvinte-cheie: industria parfumurilor, in-
dustrii creative, responsabilitate sociald corpo-
rativa, lanturi valorice si de aprovizionare, par-
fumuri prietenoase animalelor, marca eticd,
comportamentul consumatorului.

JEL: D91, L65, L66, M14.

1. Introducere

Mirosurile sunt o prezentd permanentd in
viata noastrd. O notd de parfum ne poate
teleporta intr-o anumitd stare, creand si aso-
cierea de duratd cu un anume sentiment. Ale-
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The article approaches the production
of perfumes as part of the creative industries and
its evolution. We investigated the international
economic stakes of perfume production, showing
that global perfume exports have exhibited a
sinusoidal evolution in recent years. We pre-
sented the evolution of perfume exports, as well
as the Export Potential Indicator with reference
to countries and export markets. The local
economic stakes were exposed through the lens
of supply and value chains, showing the direct,
indirect and induced economic impact of the
perfume industry. We addressed the ethical and
economic concerns related to animal testing in
the perfume production process. The case study
on the Joint Stock Company “Viorica-Cosmetic”
elucidated the local impact of the perfume
industry in the Republic of Moldova. We ana-
lysed the evolution of the company's economic
performance indicators.

Keywords: perfume industry, creative indus-
tries, corporate social responsibility, supply and
value chains, animal-friendly fragrances, ethical
brand, consumer behaviour.

JEL: D91, L65, L66, M14.

1. Introduction

Scents are a constant presence in our
lives. A fragrance can teleport us into a certain
state, creating a lasting association with a spe-
cific feeling. Choosing a perfume does not only
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gerea parfumului nu inseamna doar alegerea
unei miresme interesante, ci presupune diverse
criterii de apreciere: conform calitatii ingre-
dientelor, intensitdtii si persistentei mirosului,
potrivirea parfumului cu starea de spirit a
evenimentului, si nu in ultimul rand, alegerea
unei marci etice.

In acest context, mentionam despre orga-
nizatia ,,The Humane Society”, din Statele
Unite, care a elaborat o campanie globala de
interzicere a testarii produselor cosmetice pe
animale, care include si un scurt videoclip numit
»Salvati-l pe Ralph” [1]. Este vorba despre un
scurtmetraj animat impresionant, a carui pro-
tagonist este un iepuras intervievat in timp ce
trece prin rutina zilnicd de ,testat” intr-un
laborator. Folosind povestea animalului, cam-
pania reliefeazd, intr-un mod inedit, cruzimea
testarii pe animale.

Studiile empirice aratd cd gradul de con-
stientizare a informatiei privind procesul de
productie, inclusiv etapa de control a calitatii,
care poate include testarea pe animale, este
direct corelatd cu tendinta de crestere a vanza-
rilor de parfumuri etice. Astfel, o0 masura esen-
tiald pentru reducerea experimentelor pe ani-
male, In orice ramurd cosmeticd, este cunoas-
terea si constientizarea de catre consumatori a
atitudinii producatorului de parfumuri fatd de
obtinerea materialelor, tehnologia de productie
si procesul de testare.

Articolul analizeaza procesul de producere
a parfumului, impactul economic al industriei
parfumurilor la nivel global si local, cuprinzand
si sugestii de verificare a eticii unei marci.

In scopul elucidarii subiectului, pe langa
introducere, metodologie de cercetare si conclu-
zii, am prezentat in 6 sectiuni rezultatele cerce-
tarii noastre, examinand evolutia producerii de
parfumuri, reflectand asupra producerii de parfu-
muri ca industrie creativa, analizand mizele eco-
nomice internationale si locale in acest domeniu.
In ultimele doua sectiuni am prezentat o abordare
etico-economica a testarii pe animale in procesul
de producere a parfumurilor si am analizat indus-
tria parfumurilor din Republica Moldova, repre-
zentatd de compania S.A. ,,Viorica-Cosmetic”.
La finalul articolului am formulat concluzii.

mean choosing an interesting scent, but involves
various criteria of appreciation, such as the
quality of the ingredients, the intensity and
persistence of the smell, the matching of the
perfume with the mood of the event, and last but
not least, the choice of an ethical brand.

In this regard, “The Humane Society” of
the United States produced a global campaign to
ban animal testing for cosmetic products, which
also includes a short video called “Save Ralph”
[1]. The latter is an impressive animated short
film about a bunny who is interviewed while
going through his daily routine as a “tester” in a
laboratory. Using the animal’s story, the cam-
paign highlights, in a unique way, the cruelty of
animal testing.

Empirical studies show that the degree of
awareness of information regarding the pro-
duction process, including the quality control
step, which may include animal testing, is directly
correlated with the trend towards increased sales
of ethical perfumes. Thus, an essential measure to
reduce the cruelty related to animal testing in any
cosmetic branch is the knowledge and awareness
by consumers of the perfume manufacturer’s
approach to obtaining materials, production
technology, testing process.

The article analyses the perfume pro-
duction process, the economic impact of the
perfume industry globally and locally, also
including suggestions for checking if a brand is
ethical or not.

For the purpose of elucidating our subject,
apart from introduction, research methodology
framework, and conclusions, we have organized
the main findings of our research into 6 sections,
examining the evolution of the perfumes manu-
facturing, giving a thought about perfumes ma-
nufacturing as a creative industry, analysing the
international and local economic stakes of this
sector. In the last two parts of the findings we
presented an ethical and economic approach to
animal testing in the perfume production pro-
cess, and the perfumes industry in the Republic
of Moldova, being led by “Viorica-Cosmetic”
Company. At the end of the article, conclusions
were formulated.
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2. Metodologia de cercetare

Literatura consultatd in cadrul cercetarii a
inclus surse care prezintda contextul istoric al
producerii de parfumuri, inclusiv extinderea
producerii la scard industriald, precum si surse
care indicd tendintele economice pe pietele de
parfumuri la nivel local si international. Am
evidentiat, de asemenea, cercetirile care arata
importanta producerii parfumurilor prietenoase
animalelor, precum si a politicilor de business
lipsite de cruzime fata de animale.

Lucrarile cheie la care am facut referinta,
au inclus operele lui Pybus David H. [2],
Sell Charles (coordonator) de la Quest Inter-
national [3], Amalia Sartori, Antonio Tajani
si Pierre Sivac [4], Leanna Serras [5], Suzana
Rose [6] si faimosul manual al parfumurilor
elaborat de Nigel Groom [7], publicat pentru
prima datd in 1992.

Am explorat atat surse teoretice, cat si
studii empirice, urmarind sa elucidam premisele
industriei parfumurilor, precum si impactul sau
asupra economiei globale. In acest sens, am
valorificat abordari teoretico-structurale precum
analiza-sinteza si abordari teoretico-logice, in-
clusiv metoda inferentei, metoda analogiei, de-
ductia logica.

in baza evidentei empirice si statistice, am
conceptualizat notiunea de lanturi de aprovi-
zionare si lanturi valorice 1n industria parfumu-
rilor, ardtand si mizele economice ale acestor
lanturi la nivel local si global. Am efectuat o
analiza cantitativa si calitativa pentru a dezvalui
tendintele sustenabile In dezvoltarea industriei
parfumurilor, cu precadere utilizarea de materii
prime organice, in comparatie cu tendintele
nesustenabile, precum sunt dependenta de
materii prime de origine animaliera si testarea pe
animale 1n procesul de producere a parfumurilor.

Totodatd, am utilizat abordarea sistemica
pentru a expune impactul economic direct,
indirect si indus al industriei parfumurilor.

Pentru a surprinde impactul local al indus-
triei parfumurilor din Republica Moldova, am
realizat un studiu de caz asupra companiei autoh-
tone, lider in domeniu — Societatea pe actiuni
,Viorica-Cosmetic”, ilustrdnd grafic indicatorii
statistici. Pentru a investiga evolutia marcilor
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2. Research methodology

The literature consulted during the research
included sources providing historical back-
ground of the perfumes industry, outlining the
industrial framework of the fragrance produc-
tion, as well as sources indicating economic ten-
dencies of the fragrance markets in international
context. We have also focused on research sug-
gesting the importance of animal-friendly fra-
grances and cruelty free policies in the fragrance
business.

The key works referred to in our article
included the papers by Pybus David H. [2], Sell
Charles (editor) from Quest International [3],
Amalia Sartori, Antonio Tajani, and Pierre Sivac
[4], Leanna Serras [5], Suzana Rose [6], and the
famous perfume handbook by Nigel Groom [7],
first published in 1992.

We have explored both theoretical sour-
ces and empirical evidence in our attempt to
clarify the circumstances in which perfumes
industry impacts the economy at the global and
local levels. In this regard, we capitalized on
theoretical and structural approaches such as the
analysis-synthesis, and on the theoretical-logical
approaches including the inference method, the
method of analogy, logical deduction.

Based on empirical and statistical evi-
dence, we conceptualized the notion of supply
chains and value chains in the perfumes industry,
also showing the economic stakes of these
chains locally and globally. We carried out a
guantitative and qualitative analysis in order to
reveal sustainable trends in the development
of the perfumes industry, such as the use of
organic raw materials and unsustainable trends
such as reliance on raw materials of animal
origin and animal testing in the perfume pro-
duction process.

Furthermore, we have relied on the sys-
temic approach in our endeavour to expose the
direct and indirect economic impact of the
perfumes industry.

With a view to grasp the local impact of
the perfume industry in the Republic of
Moldova, we conducted a case study on the
local leading firm — the Joint Stock Company
“Viorica-Cosmetic”, providing graphical illus-
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companiei si a indicatorilor sai de performanta,
am efectuat o cercetare calitativa si cantitativa,
utilizand inclusiv analiza longitudinala.

Cercetarea noastra a valorificat date pri-
mare de pe portalul UN Comtrade al ONU,;
metodologia si indicatorii estimati de Centrul de
Comert International; raportul elaborat de com-
pania PricewaterhouseCoopers LLP pentru aso-
ciatia ,,The International Fragrance Associa-
tion”; raportul intocmit de Oxford Economics
pentru fundatia ,,The Fragrance Foundation”;
rezultatele studiilor realizate de catre organizatii
non-guvernamentale internationale din domeniu,
precum: ,,People for the Ethical Treatment of
Animals” (PETA), ,Humane Society Interna-
tional” (HSI) si altele.

3. Rezultate obtinute si discutii

3.1. Evolutia producerii de parfumuri

Originile parfumului sunt, in mod tradi-
tional, asociate cu perioada egiptenilor antici. Se
presupune ca acestia insoteau rugiciunile si
ritualurile religioase cu arderea de uleiuri esen-
tiale, rasini si unguente parfumate, menite s
‘asigure’ protectia si compasiunea zeilor. Mires-
mele erau, de asemenea, folosite pentru a trimite
mesaje si rugdciuni citre raposati, dar si pentru a
curdta corpul si a efectua proceduri de Tmbal-
samare. In plus, parfumul era folosit ca un ade-
varat remediu de purificare a corpului 1n cadrul
ceremoniilor religioase. Unguentele, apa si ulei-
urile parfumate, erau extrase din ierburi aroma-
tice, lemn si rasini, folosind o metoda lenta de
macerare §i extractie [2].

Pe timpurile grecilor antici, parfumul
depaseste contextul riturilor religioase si devine
tot mai raspandit in viata cotidiana, continuand
insd sd insoteasca ritualuri sacre si evenimente
importante, precum nasterea, nuntile si Tnmor-
mantdrile.

Romanilor antici li se atribuie utilizarea
recipientelor de parfum din sticld suflata. Intru-
cat acest material este inodor si usor de format,
au fost create vase de diferite forme si culori,
ideale pentru depozitarea produselor cosmetice
si uleiurilor parfumate [2].

La acea vreme, substantele parfumate erau
relativ raspandite printre toate clasele socio-
economice, fiind folosite, In mare parte, pentru a

trations of the statistical indicators. Specifically,
we have conducted both qualitative and quan-
titative research, including longitudinal analysis,
in order to explore the evolution of the com-
pany’s brands and performance indicators.

Our research capitalized on the primary data
provided by UN Comtrade Database, methodo-
logy and data assessed by International Trade
Centre, the Report delivered by Pricewater-
houseCoopers LLP for “The International Fra-
grance Association”, that of Oxford Economics
Report for “The Fragrance Foundation”, the evi-
dence produced by international non-governmen-
tal organizations in the field such as “People for
the Ethical Treatment of Animals” (PETA),
“Humane Society International” (HSI) and others.

3. Findings and discussion

3.1. Evolution of the Perfumes Manu-
facturing

The origins of perfume are traditionally
associated with the ancient Egyptians, who
accompanied prayers and religious rites with the
burning of essential oils, resins and fragrant
ointments. This practice had many purposes: the
oils and ointments burned were meant to ‘ensure’
the protection and compassion of the gods.
Fragrances were also used to send messages and
prayers to the deceased, as well as to cleanse the
body and perform embalming procedures. In
addition, the perfume was used as a real remedy
for purifying the body in religious ceremonies.
Ointments, water and scented oils were extracted
from aromatic herbs, wood and resins using a
slow maceration and extraction method [2].

By the time of the ancient Greeks, per-
fume separated from religious rites and became
more prevalent in everyday life. Thus, perfume
entered the profane world, continuing to accom-
pany sacred rituals and important events such as
births, weddings and funerals.

The use of blown glass containers for per-
fumes is one of the most important innovations
attributed to the ancient Romans. Since this
material is odourless and easy to form, glasses of
various shapes and colours had been created,
ideal for storing cosmetics and perfumed oils [2].

At the time, perfumes were relatively
widespread among all socioeconomic classes,
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ascunde igiena precard, afirmandu-se totodata,
ca aveau capacitatea de a Tmpiedica invazia
ciumei in Europa secolului XIV. In interiorul
caselor, fumigatia si miresmele arderii de laur
sau rozmarin erau folosite in scop terapeutic [2].

Doamnele din clasa superioard purtau
esente de lavanda si violete sau pungi aromate
ascunse in rochii. Micul recipient metalic pentru
pomada, din jurul gatului, care imprastia miro-
suri naturale precum nucsoara si lavanda, era un
alt accesoriu des intalnit [5].

Arta parfumeriei a avansat substantial pe
parcursul perioadei Renasterii, datorita progreselor
in stiinta chimiei si a procedurilor Tmbundtatite
de distilare. Esentele si lichidele aromatizate
erau folosite pentru a trata varii afectiuni, dar mai
ales pentru a parfuma corpul, anturajul, accesoriile
din piele, precum manusile si centurile [5].

Se presupune ca la finele anului 1600,
negustorul ambulant Giovanni Paolo Feminis a
produs ,,Aqua Mirabilis”, o apa consumabila
despre care se spunea ca poate vindeca orice
boald [7]. Dupa ce s-a mutat la Kdln, acesta a
inceput sa produca si sa vanda ,,Apa de Koln”,
un parfum renumit, format din circa 20 de esente
distincte. In cativa ani, acest lichid a devenit
cunoscut sub numele de ,,Eau de Cologne”,
incepand sd fie folosit ca tonic si parfum in
Franta si 1n toatd Europa [7].

Dupa Revolutia Franceza, Parisul a devenit
capitala mondiald a modei. Datorita liberalizarii
comertului, a inceput o perioada prospera pentru
producerea parfumurilor, care erau apreciate atat
de Tmparati, cat si de oamenii de rand.

Inventia parfumurilor aldehide, precum
celebrul ,,Chanel N05” si a esentelor sintetice
care adaugd note unice parfumurilor, a dominat
parfumeria moderna in secolul XX [2]. In
Europa si America parfumurile, cu precddere cele
couturier, s-au transformat in adevarate opere de
arta, inregistrand vanziri la nivel global. Intru-
cat, actualmente, conteaza mesajul livrat de
parfumuri, acestora li se atribuie nume evoca-
toare, care amintesc de sentimente/stari specCi-
fice. Este introdusd si apa de toaletd pentru
barbati, fiind initial folosita ca lotiune dupa ras,
ulterior evoluand catre parfumuri veritabile [2].
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being used mostly to hide poor hygiene, while
also claiming to have the ability to prevent the
invasion of the plague in the 14th century
Europe. Inside the houses, fumigation and bur-
ning scents of laurel or rosemary were used for
the same therapeutic purpose [2].

Upper-class ladies carried lavender and
violet essences or scented pouches hidden in their
dresses. The small metal pomade container draped
around the neck, which diffused natural scents
such as nutmeg and lavender, was another
widespread article of clothing [5].

The art of perfumery advanced substan-
tially during the Renaissance period, due to
advances in the science of chemistry and
improved distillation procedures. Flavoured
essences and liquids were used to treat various
ailments, but especially to perfume the body,
surroundings and leather accessories, such as
gloves and belts [5].

It is stated that at the end of 1600 the
traveling salesman Giovanni Paolo Feminis
produced “Aqua Mirabilis”, a consumable water
that was said to cure any disease [7]. After
moving to Koln, he began to produce and sell
“Eau de K&In”, a famous perfume consisting of
about 20 distinct essences. After a few years,
this liquid became known as “Eau de Cologne”,
starting to be used as a tonic and perfume in
France and throughout Europe [7].

After the French Revolution, Paris became
the world capital of fashion. Due to the libera-
lization of trade, a prosperous period began for
the production of perfumes, which were adored
by both emperors and common people.

The invention of aldehyde perfumes such
as the famous “Chanel No05” and synthetic
essences that add unique notes to perfumes
dominated modern perfumery in the 20th cen-
tury [2]. In Europe and America, perfumes,
especially couturier ones, have turned into true
works of art, with global sales. Since the
message delivered by perfumes matters these
days, they are given evocative names that recall
specific feelings. Eau de toilette for men is also
introduced, being initially used as an aftershave,
and later evolving into real perfumes [2].
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3.2. Producerea de parfumuri in calitate
de industrie creativd

Producerea unui parfum presupune: colec-
tarea ingredientelor, extragerea uleiurilor, mixa-
rea, maturatia si controlul calitatii. Interesant
este ca, in prezent, multe brand-uri populare au
la baza tehnologii de producere practicate din
cele mai vechi timpuri, evident, ajustate intr-un
mod creativ de catre cercetatorii si practicienii
profesionisti [5].

Alegerea ingredientelor. Extractia uleiului
parfumat din componente naturale este folosita
in multe parfumuri. Plantele, fructele, lemnul si
chiar fluidele animaliere pot fi folosite in calitate
de componente. Aditional, pot fi utilizate si alte
resurse, precum: alcoolul, carbunele, gudronul si
produsele petrochimice.

Extractia. Pentru a obtine parfum sau apa
de colonie, trebuie sa se extragd uleiuri esentiale
din substantele naturale. In acest sens, existi
diverse metode, principalele fiind: extractia cu
solvent, distilarea cu abur, expresia, effleurage-
ul (stoarcerea uleiurilor) si macerarea [7].

Mixarea. Ingredientele selectate urmeaza a
fi combinate. Uleiurile sunt mixate dupa o
formuld conceputd de un maestru al industriei
parfumurilor, cunoscut sub numele de “nose”,
ceea ce In traducere mot-a-mot inseamna ,,nas”.
Multe din retetele folosite pentru mixare au fost
elaborate in decursul a luni de zile sau chiar ani
si pot contine sute de ingrediente [7].

Maturatia. Dupa ce esentele sunt combi-
nate, parfumurile pure de calitate Tnaltd sunt
deseori maturate perioade Indelungate, ajungand
la ani de zile. Aromele distincte sau notele se
mixeazd impreund, pe masurd ce se matureaza.
Parfumurile sunt alcatuite din note de varf, care
determina asa-numitul corp al parfumului si note
de baza, care confera parfumului longevitate [7].

Controlul calitatii. Procesul de fabricare al
parfumului presupune un control riguros al
calitatii, care asigura eliminarea ingredientelor
periculoase si/sau interzise prin lege. In acest
mod se protejeaza sdnatatea consumatorului, dar
si reputatia marcii.

Deseori componentele naturale sunt dificil
de obtinut, inclusiv uleiurile naturale de origine
animaliera. Sub acest aspect, parfumurile sin-

3.2. Perfumes manufacturing as a crea-
tive industry

Producing a perfume involves collecting
ingredients, extracting oils, blending, aging and
quality control. Curiously, nowadays many po-
pular perfume brands have their production
technologies based on methods practiced since
ancient times, obviously adjusted in a creative
way by researchers and professional prac-
titioners [5].

Choosing the ingredients. The extraction
of scented oil from natural components is used
in many perfumes. Plants, fruits, woods and
even animal fluids can be used as components.
Additionally, other resources can be used, such
as alcohol, coal, tars and petrochemicals.

Extraction. To obtain a perfume or cologne,
essential oils must be extracted from natural
substances. In this sense, there are various
methods, the main ones being solvent extraction,
steam distillation, expression, effleurage (sque-
ezing the oils) and mace-ration [7].

Mixing up. The selected ingredients are to
be combined. The oils are mixed according to a
formula designed by a certain master of the
perfume industry, known as a “nose”. Many of
the recipes used for mixing are developed over
months or even years and may contain hundreds
of ingredients [7].

The aging process. After the aroma has
been combined, the pure, high-quality perfumes
are often aged for long periods of time, up to
years. The distinct flavours, or notes, blend
together as they get ‘older’. Perfumes are made up
of top notes, which determine the scent body, and
base notes, which give the scent longevity [7].

Quality control. The perfume manufac-
turing process involves rigorous quality control,
which ensures the elimination of undesirable or
dangerous ingredients, some of which may be
prohibited by law. In this way, the health of the
consumer is protected as well as the reputation
of the brand.

Often natural components are difficult to
get, including natural oils of animal origin. In
this respect, synthetic fragrances are easier to
obtain and reduce the complexity of the quality
control process [3].
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tetice se obtin mai usor si reduc complexitatea
procesului de control al calitatii [3].

Datoritd unui accent mare pus pe calitate,
personalizare si exclusivitate, in ultima perioada,
parfumurile premium au devenit mai solicitate
decat produsele parfumante de masa. Se esti-
meaza ca primele se vor dezvolta in continuare,
datoritd preferintei in crestere pentru parfu-
murile exclusive si artizanale. Un numar tot mai
mare de consumatori aleg serii de lux, ce includ
brand-uri care tintesc generatiile nascute dupa
anii 2000, de exemplu ,,Tiffany & Co” [8].

3.3. Mizele economice internationale ale
producerii de parfumuri

Datele comertului international [9] arata
cd exporturile totale ale tdrilor lumii, la pozitia
tarifara ,,330300. Parfumuri si ape de toaletd”,
conform Sistemului Armonizat de Descriere si
Codificare, in ultimii ani au inregistrat urma-
toarea evolutie sinusoidald: in a. 2019 — 21,2
miliarde USD; a. 2020 — 16,8 miliarde USD, iar
in a. 2021 — aproximativ 20,4 miliarde USD.
Aceasta evolutie aratd cat de mult a fost afectata
piata globala a parfumurilor de pandemia
COVID-19 si, in acelasi timp, capacitatea feno-
menald de redresare a acestei piete in a. 2021,
cand pandemia incepe sa cedeze. Pe de o parte, a
existat o reprofilare a producatorilor de parfumuri
pe productia de produse dezinfectante, solicitate
in perioada pandemiei. Pe de alta parte, acesti
producdtori intotdeauna au demonstrat o capa-
citate inaltd de inovare, ceea ce le-a permis sa
lanseze produse noi, precum si sd restructureze
lanturile valorice si de aprovizionare.

Se estimeaza ca producatorii de parfumuri
vor continua sa-si extindd baza de clienti prin
diversificarea si inovarea produselor, in functie
de nevoile clientilor. Magazinele multor brand-
uri ofera consultatii cu privire la esente, astfel,
incat cumpardtorii sa poatd obtine un parfum
personalizat. Fiecare dintre ei Incearca sa atraga
clientela prin experiente unice. Spre exemplu, in
magazinele “Lauder Jo Malone” poate fi vazut
un pictor care schiteaza peisaje urbane pe amba-
lajul cutiei, creand astfel un design unic al
ambalajului produsului [10].

In a. 2021, Europa si America de Nord
detineau cea mai mare parte a comertului global
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Due to a greater emphasis on quality,
customization and exclusivity, premium class
perfumes have recently become more sought after
than mainstream perfume products. The former is
expected to further expand due to the increasing
preference for exclusive and artisanal perfumes.
A growing number of consumers are choosing
luxury series, including brands aimed at gene-
rations born after the 2000s, such as “Tiffany &
Co.”, for example [8].

3.3. The international economic stakes
of the Perfumes Manufacturing

International trade data [9] shows that the
total exports of the countries of the world, at the
tariff position “330300. Perfumes and toilet
waters” according to the Harmonized System of
Description and Codification, in recent years
have registered the following sinusoidal
evolution: in 2019 — USD 21.2 billion; 2020 —
USD 16.8 billion, and in 2021 — about USD 20.4
billion. 1t shows how much the global perfume
market has been affected by the COVID-19
pandemic and at the same time, its phenomenal
ability to recover in 2021 when the pandemic
begins to subside. On the one hand, there has
been a certain re-profiling of perfume manu-
facturers on the production of disinfectant pro-
ducts requested during the pandemic. On the
other hand, these manufacturers have always
had a high capacity for innovation, which has
enabled them to launch new products as well as
restructure value and supply chains.

It is estimated that perfumes producers
will continue to expand their customer base by
diversifying and innovating products based on
customer needs. Thus, the stores of many brands
offer consultations on fragrances, so that buyers
can get a customized product. Each of them tries
to attract consumers through unique experien-
ces. For example, in “Lauder Jo Malone” stores
there is often a painter next to the house to
sketch cityscapes on the box packaging, thus
creating a unique product packaging design [10].

In 2021, Europe and North America held
the largest share of the global perfume trade
[11]. In fact, the USA and EU markets set
trends in the perfume industry. France, Spain,
Germany, ltaly, the United Kingdom of Great
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de parfumuri [11]. De fapt, pictele din SUA si
UE seteaza tendintele in industria parfumurilor.
Franta, Spania, Germania, Italia, Regatul Unit al
Marii Britanii si al Irlandei de Nord (Regatul
Unit) au fost tarile cu cea mai mare contributie
la cresterea pietei europene. In acelasi timp, in a.
2021 Franta a furnizat 26,6% din exporturile
mondiale, Spania — 11,1% si Germania — 9,1%.

Franta este patria a numeroase marci de
parfumuri de top, exemple celebre fiind Chanel,
Christian Dior etc. Tara a fost intotdeauna lider pe
piata europeand, atat in ceea ce priveste productia,
cat si exportul. Astfel, in a. 2021 Franta a atins
valoarea exportului de 5,81 miliarde USD, ceea ce
reprezinta o crestere de aproximativ 1,6 % pe piata
mondiala a parfumurilor [11].

Britain and Northern Ireland (UK) were the
countries with the largest contribution to the
growth of the European market. Whereas in
2021 France accounted for a 26.6% of a share
in the world exports, Spain for a 11.1% and
Germany accounted for 9.1% respectively.

France is home to many top perfume
brands, famous examples being Chanel, Christian
Dior and many more. The country has always
been a leader on the European market both in
terms of production and export. Thus, in 2021
France has reached an export value of USD
billion 5.81 which shows a growth of around
1.6% in the global perfume market [11].
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Figura 1. Evolutia exporturilor celor mai mari S exportatori de parfumuri conform
a. 2021, in perioada anilor 2017-2021, miliarde USD/ Figure 1. Exports evolution during
years 2017-2021 of the 5 biggest perfume exporters as of 2021, billion USD
Sursa: elaborata de autori in baza datelor prezentate de Trade Map statistics (CCI) [11] /
Source: elaborated by the authors based on data provided by Trade Map statistics (ITC) [11]

Datele din Figura 1 arata ascensiunea celor
mai mari exportatori de parfumuri pana in a.
2019. Desi pandemia a afectat serios productia
si exporturile acestor tari, in a. 2021 are loc o
redresare uimitoare a indicatorilor de export,
Franta si Italia reusind chiar sa depaseasca nive-
lul anului pre-pandemic 2019.

In baza datelor comertului international cu
parfumuri, se poate calcula si potentialul de
export pentru aceste produse. Astfel, conform
metodologiei de estimare a Centrului de Comert

The data in Figure 1 shows how the lea-
ding perfume manufacturing countries were
blooming in the industry up until 2019. Alt-
hough the pandemic seriously affected the pro-
duction and exports of these countries, in 2021,
there is an amazing recovery of the indicators,
France and Italy even managing to surpass the
level of the pre-pandemic year 2019.

Based on the data of international trade in
perfumes, the export potential for these products
can also be calculated. Thus, according to the
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International (CCI) [12], Indicatorul Potentia-
lului de Export (IPE) reprezintd suma a doi indi-
catori: exporturile efective si potentialul neex-
ploatat. In mod firesc, IPE este calculat pentru
tarile exportatoare, care implicit constituie su-
biecti ai potentialului de export (Figura 2). Indi-
catorul IPE aratad produsele pentru care tara
exportatoare este competitivd la nivel interna-
tional si are perspective de succes pe pietele
tinta specifice. Exporturile efective arata tendin-
tele actuale ale exporturilor térii respective, in
timp ce indicatorul potential neexploatat releva
oportunitatile care ar putea fi valorificate.

Figura 2 aratd ca nici exportatori de top
nu folosesc pe deplin oportunitatile existente. De
asemenea, este relevant faptul ca in cazul SUA,
Italiei si Germaniei, potentialul neexploatat este
apropiat ca valoare de exporturile efective ale
tarilor, dezviluind capacitatea inaltd a acestor
producatori, precum si potentialele surse de venit,
care pot fi valorificate pe dimensiunea produc-
tiei si exportului de parfumuri.

estimation methodology of the International Trade
Centre [12], the Export Potential Indicator (EPI)
represents the sum of two indicators: Actual
exports and Untapped potential. Naturally EPI is
calculated for exporting countries, which represent
subjects of export potential (Figure 2). The Export
Potential Indicator identifies products in which the
exporting country has already proven to be inter-
nationally competitive and which have good pros-
pects of export success in specific target markets.
The actual exports show the effective tendencies
of the exports of the described countries, whereas
the untapped potential indicator reveals the
opportunities that could be addressed.

Figure 2 shows that even the largest expor-
ters do not fully use the existing export oppor-
tunities. It is also relevant that in the case of the
USA, Italy and Germany the untapped potential
is close in value to the actual exports of the
countries, revealing the great potential that these
producers have and potential sources of income
that could be harnessed in the production and
export of perfumes.

Franta/France Spania/Spain

M Potential de export/Export potential

Germania/Germany

B Potential neexploatat/Untapped potential

L. 1
10

8 6,3

6 | 47

4 27 g 23 22 2,1

5 \ 0.9 .1'4 0,9 .1'3 0,9 .1'3 0,8
0 =

Italia/Italy SUA/USA

Exporturi efective/Actual exports

Figura 2. Top 5 exportatori de parfumuri cu cel mai mare potential de export,
a. 2021, miliarde USD/ Figure 2. Top 5 perfume exporters with greatest export potential,
2021, billion USD
Sursa: elaborata de autori in baza datelor Centrului de Comert International [12] /
Source: elaborated by the authors based on data provided by International Trade Centre [12]

In acelasi timp, IPE este calculat si pentru
pietele care reprezintd potential pentru tarile
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At the same time, the EPI is also cal-
culated for the markets that represent potential
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exportatoare ale lumii. Sub aspect metodologic,
pietele constituie destinatia pentru potentialul de
export, fiind caracterizate prin capacitatea lor de
absorbtie a produsului respectiv (Figura 3).

for the exporting countries of the world. In
methodological terms markets represent the des-
tination of the export potential, exhibiting a
certain absorption capacity for the respective
product (Figure 3).

3,5 3,3
3
2,5 2,3
2,1
2
1,6 1,6
15 13
12 11 11
1
0,7 0,72 0,72 0,58
0.5 0,38
” , .\
0
SUAJUSA Germania/Germany Regatul Unit/UK Spania/Spain EAU/UAE
B Potential de export/Export potential Exporturi efective/Actual exports
B Potential neexploatat/Untapped potential

Figura 3. Top 5 piete de parfumuri cu cel mai mare potential pentru exporturile
de parfumuri, a. 2021, miliarde USD/ Figure 3. Top 5 perfume markets with greatest potential
for perfume exports, y. 2021, billion USD
Sursa: elaborata de autori in baza datelor Centrului de Comert International [12] /
Source: elaborated by the authors based on data provided by International Trade Centre [12]

Mentionam inca un aspect legat de meto-
dologia de calcul a Indicatorului Potentialului de
Export: pentru a spori fiabilitatea valorilor esti-
mate, CCI foloseste o medie ponderatd intre
datele directe si cele oglindite, pe intervale de
timp de cinci ani. Astfel, cifrele pentru a. 2021,
prezentate in Figurile 2 si 3, sunt calculate in
baza indicatorilor respectivi ai exporturilor in a.
2016-2020 [12].

3.4. Mizele economice locale ale pro-
ducerii de parfumuri

Etapele procesului de producere a par-
fumurilor determind structura lantului de apro-
vizionare si implicit, structura lantului valoric.
Astfel, putem mentiona urmatoarele componente
(Figura 4).

We also mention one more aspect related
to the calculation methodology of the Export
Potential Indicator: for this indicator ITC uses
a weighted average between direct and mirror
data over five-year time spans to enhance data
reliability. Thus, the data for 2021, presented in
Figures 2 and 3 above, are calculated based
on the respective exports’ indicators in 2016-
2020 [12].

3.4. The local economic stakes of the
perfumes manufacturing

The stages in the perfume production
process determine the structure of the supply
chain and implicitly, the structure of the value
chain. Thus, we can mention the following com-
ponents (Figure 4).
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Figura 4. Componentele cheie ale lantului de aprovizionare si valoric in producerea
de parfumuri/ Figure 4. Key components of the supply and value chain
of perfumes production
Sursa: adaptata de autori in baza Raportului PwC elaborat
pentru “The International Fragrance Association” [8] / Source: adapted by the authors
based on PwC Report prepared for “The International Fragrance Association” [8]

Potrivit Oxford Economics [13], contri-

butia industriei esentelor/parfumurilor la econo-
mia unei tari poate fi masurata prin cuantificarea
si insumarea impactului a trei tipuri de cheltuieli
generate de aceasta industrie:

impactul direct se refera la ocuparea fortei
de muncd, contributia la PIB si impozitele
generate de cheltuielile operationale ale
industriei. Acestea se inregistreaza in ca-
drul industriei esentelor: intreprinderilor,
birourilor, spatiilor angro, retail si altor
elemente de infrastructura;

impactul indirect este activitatea econo-
mica si ocuparea fortei de munca stimulate
de-a lungul lantului de aprovizionare al
industriei esentelor/parfumurilor prin achi-
Zitionarea de input-uri de bunuri si servicii;
impactul indus cuprinde beneficii eco-
nomice mai ample, care deriva din platile
salariilor angajatilor de catre firmele din
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According to Oxford Economics [13], the

contribution of the fragrance industry to the
economy of a country can be measured via
quantifying and summing up the impact of three
types of expenditure undertaken by this industry:

direct impact relates to the employment,
contribution to GDP, and tax generated by
the industry’s operational expenditure. It
occurs at the industry’s factories, offices,
wholesale, retail and other premises;
indirect impact is the economic activity
and employment stimulated along the
fragrance industry’s supply chain by its
procurement of inputs of goods and
Services;

induced impact comprises the wider eco-
nomic benefits that arise from the pay-
ments of wages by firms within the frag-
rance industry and along their supply
chains to their employees, who spend their
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industria parfumurilor si cele din cadrul
lanturilor lor de aprovizionare, aceste
salarii fiind cheltuite pentru cumparaturi cu
amanuntul, petrecerea timpului liber si alte
activitati comerciale. Acest impact include
si activitatea economica stimulatd in
lanturile de aprovizionare ale suprafetelor
comertului cu amanuntul.

Astfel, impactul direct se bazeaza pe pro-
ductia ,,dependentd de esentd/parfum” la toate
etapele lantului valoric al parfumurilor [4]. Parti-
cipantii lanfului valoric achizitioneazd materii
prime, bunuri si servicii de la alte intreprinderi
locale, pentru a sustine productia ,,dependenta de
esentd”. La randul sau, productia ,,dependenta de
esentd” este utilizata in fabricarea si vanzarea de
parfumuri, produse de frumusete, de ingrijire
personald, produse casnice sanitare, mentinand si
serviciile oferite de suprafete comerciale, precum
saloanele de frumusete si altele. Acest fapt gene-
reazd impact economic indirect prin Declansarea
efectelor de multiplicare [4].

Cercetarea realizatda de Oxford Economics
[13] a estimat ca, 1n a. 2018, industria esentelor
/parfumurilor a avut o contributie totald la PIB-
ul Regatului Unit n valoare de 7,1 miliarde de
lire sterline, din care 2,5 miliarde de lire sterline,
sau 36%, au fost generate de insasi industrie, in
timp ce achizitiile din lantul de aprovizionare si
plata salariilor au stimulat celelalte 64% con-
tributie la economia Regatului Unit (Figura 5).
in consecintd, s-a dedus cd industria esentelor/
parfumurilor a avut un efect ,,multiplicator” de
2,8 asupra PIB-ului tirii, adicd pentru fiecare
milion de lire sterline din PIB creat direct de
industria parfumurilor, aceasta a sustinut inca
1,8 milioane de lire sterline din PIB in alte
sectoare ale economiei britanice [13].

Mai mult, cercetarea estimeaza ci in a.
2018 industria parfumurilor a oferit 126700 de
locuri de munca, dintre care 56600 de persoane
(45% din total) angajate direct in industria
parfumurilor (Figura 5). Alte 38700 de locuri de
munca au fost sustinute de industria parfumurilor
de-a lungul lantului sdu de aprovizionare din
Regatul Unit si 31300 de locuri de munca — prin
cheltuirea salariilor angajatilor in sectoarele de
consum (Figura 5). In consecinti, s-a calculat ca

earnings in retail, leisure and other out-

lets. It includes the economic activity

stimulated in these outlets’ supply chains.

Thus, direct impacts are based on “fra-
grance dependent” output at each stage of the
fragrance value chain [4]. Participants in the
value chain purchase raw materials, goods and
services from other locally based businesses
(known as “bought-in goods and services”) to
support “fragrance dependent” output. In its
turn, “fragrance dependent” output is used in
the manufacture and sale of fine fragrance and
beauty, personal care, and household care pro-
ducts, along with services provided by beauty
salons, which fact generates indirect economic
impacts through the operation of multiplier
mechanisms [4].

The research by Oxford Economics [13]
estimated that in 2018, the fragrance industry
made a total contribution to the GDP of the UK
worth GBR 7.1 billion, out of which GBR 2.5
billion, or 36 percent, was generated by the
industry itself, while its supply chain procu-
rement and the payment of wages stimulated
the remaining 64 percent across the rest of the
UK economy (Figure 5). Accordingly, it was
concluded that the industry had a “GDP multi-
plier” of 2.8, that is for every GBR 1 millions of
GDP the fragrance industry created directly, it
supported another GBR 1.8 millions of GDP
elsewhere in the UK economy [13].

Furthermore, the research estimates the
fragrance industry supported 126700 people in
employment in 2018, of which 56600 people
(45 percent of the total) directly employed by
the fragrance industry (Figure 5). Other 38700
jobs were supported by fragrance industry
along its UK supply chain, and 31300 jobs
through the payment of wages to staff, who then
spend this income in the consumption sectors
(Figure 5). Consequently, fragrance industry
was estimated to have an “employment multi-
plier” of 2.2, that is for every 100 people
employed by the industry itself, a further 120
people were supported in employment along its
supply chain, or in the consumer economy as a
result of wage-related spending [13]. Lastly, the
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industria parfumurilor a avut un efect ,,multipli-
cator” de 2,2 asupra angajarii populatiei. Altfel
spus, pentru fiecare 100 de oameni angajati de
aceasta industrie per se, alte 120 de persoane au
fost sprijinite Tn angajarea n cadrul lantului de
aprovizionare sau in sectoarele de consum, ca
urmare a cheltuielilor finantate din salarii [13]. In
fine, industria parfumurilor a stimulat venituri
semnificative si pentru bugetul Regatului Unit.

fragrance industry also stimulated significant
revenues for the United Kingdom budget.

Efect Indirect

m Efect Direct
Efect Indus/Induced

Efect
Indus/
Induced :
£2091
min

Efect
Indirect :
£2438 min

Efect Indirect

m Efect Direct
Efect Indus/Induced

Efect
Indus/
Induced :
31350

Efect

joburi/ Indirect :
jobs 38710
joburi/

jobs

Figura 5. Contributia industriei parfumurilor la P1B-ul (diagrama pe stinga) si ocuparea
fortei de munca (diagrama pe dreapta) din Regatul Unit, anul 2018/
Figure 5. The fragrance industry’s contribution to UK GDP (diagram on the left)
and employment (diagram on the right), year 2018
Sursa: adaptata de autori in baza Raportului Oxford Economics elaborat pentru “The Fragrance
Foundation” [13] / Source: adapted by the authors based on Oxford Economics Report
for The Fragrance Foundation [13]

3.5. Abordarea etico-economicdi a testdrii pe
animale in procesul de producere a parfumurilor

Chiar daca am face abstractie de aspectul
moral-emotiv, testarea pe animale, in procesul
producerii de parfumuri, constituie un subiect
foarte controversat. Pe de o parte, cerintele pri-
vind siguranta produselor cosmetice si parfu-
murilor pentru consumatori obligd firmele pro-
ducdtoare sd efectueze teste riguroase, cdt mai
concludente, inclusiv pe organisme vii, iar pe de
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3.5. Ethical and economic approach to
animal testing in the perfume production process

Even if we abstract from the moral and
emotional aspect, animal testing in the perfume
production process is a very controversial subject.
On the one hand, the requirements on safety of
cosmetics and perfumes for consumers compel
the manufacturing companies to carry out rigo-
rous tests, as conclusive as possible, including on
living organisms. On the other hand, unlike the
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alta parte, spre deosebire de tehnologiile din
trecut, au fost dezvoltate multe teste alternative,
care nu implica animalele.

Potrivit datelor “The Humane Society” din
SUA, aproximativ 50 de teste non-animale au fost
deja validate pentru utilizare, iar multe altele sunt
in dezvoltare. Aceste teste pot inlocui testarea pe
animale si sunt adesea mai eficiente [14]. Deja, de
mai mult timp, a Inceput o campanie de eliminare
a testdrii pe animale.

Majoritatea organizatiilor calificd parfu-
mul ca fiind prietenos animalelor daca absolut
nicio testare pe animale nu a fost efectuata la
niciuna din etapele procesului de dezvoltare si
fabricare [15]. Totusi, nu toate companiile pro-
ducdtoare de cosmetice si parfumuri au adoptat
tehnologii de fabricare prietenoase animalelor.
Concomitent, nu este intotdeauna usor sa aflam
dacda marcile testeaza pe animale sau nu. Unele
companii practica testarea animalelor numai
pentru anumite produse, unele testeaza pe ani-
male, in functie de tard. De exemplu, L’Oréal nu
testeazd produsele pe animale in Statele Unite,
dar plateste pentru teste mortale in China [15].
Testarea cosmeticd se face de obicei pe animale,
precum sobolani, soareci, cobai si iepuri.

Potrivit organizatiei PETA [16], peste
1.100 de companii au instituit o interdictie perma-
nenta a testarii produselor cosmetice pe animale,
majoritatea provenind din tarile membre UE.

Statisticile arata ca, din a. 2019, aproximativ
50-100 de milioane de animale sunt testate anual
de companiile din Statele Unite si China [14].
State precum India, Norvegia, Israel, Noua
Zeelanda, Belgia, Regatul Unit si Tarile de Jos au
interzis prin lege testarea produselor cosmetice
pe animale. Din a. 2002, Uniunea Europeand a
inceput sa introduca treptat prevederi care au intrat
in vigoare in a. 2009, privind interzicerea testarii
pe animale, precum si interzicerea aproape totald
a vanzarii produselor cosmetice testate pe animale
in Uniunea Europeana [17]. Din a. 2013, UE a
interzis importul si vanzarea de produse cosmetice
care contin ingrediente testate pe animale.

Un alt mare producator, China, si-a anun-
tat In a. 2014 intentia de a abandona treptat
cerinta obligatorie de testare a produselor
cosmetice pe animale, intentie pusd in practica

technologies of the past, many alternative tests
have been developed that do not involve animals.

According to the data provided by
“Humane Society” from USA, about 50 non-
animal tests have already been validated for use,
and many others are in development. These tests
can replace animal testing and are often more
effective [14]. A campaign to eliminate animal
testing has been started for a long time.

Most organizations qualify a fragrance as
animal-friendly if absolutely no animal testing
has been done during any part of the development
and manufacturing process [15]. Yet, not all the
cosmetics companies have adopted animal-
friendly production technologies. Moreover, it is
not always easy to know which brands do not test
on animals. Some businesses engage in animal
testing on some products and not on others, some
test on animals, depending on the country. Thus
L’Oréal, do not test on animals in the United
States, yet pays for deadly testing in China [15].
Cosmetic testing is usually done on animals like
rats, mice, guinea pigs and rabbits.

According to PETA organization [16],
more than 1,100 companies have instituted a
permanent ban on the animal testing of cos-
metics, which can be mainly observed in EU
countries.

Statistics show that, since 2019, about 50-
100 million animals are yearly tested by com-
panies located in the United States and China
[14]. Some nations such as the Netherlands,
India, Norway, Israel, New Zealand, Belgium
and the UK have banned animal testing of cos-
metic products by law. From 2002, the European
Union begins to gradually introduce provisions
that entered into force in 2009, regarding the
prohibition of all animal tests related to cosmetic
products, as well as the almost total ban on the
sale of animal tested cosmetic products in the
European Union [17]. In 2013, the EU banned
the import and sale of cosmetics containing
ingredients tested on animals.

Another major producer, China, announ-
ced in 2014 its intention to gradually abandon
the mandatory animal testing requirements for
cosmetic products, this intention being mainly
realized after 2020. Australia has passed a law
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dupd a. 2020. Australia a adoptat o lege care
interzice utilizarea datelor de testare pe animale
in industria cosmetica din iulie 2020 [17].

In calitate de consumatori, am putea intre-
prinde unele actiuni pentru a ne informa daca
parfumul nostru este prietenos animalelor sau
nu. De exemplu, putem explora site-ul web al
companiei sau putem contacta direct departa-
mentul de servicii pentru clienti. In cazul in care
aflam céd sunt utilizate teste pe animale, putem
depune o plangere oficiala.

Organizatia PETA, in cadrul programului
,»Consumator Grijuliu”, a pus la dispozitia cum-
paratorilor resurse informationale menite sa asi-
gure transparenta totald vizavi de testarea pe ani-
male. Printre resurse se numara lista ,Nu tes-
teazd (pe animale)”, dar si o baza de date com-
prehensiva a parfumurilor, prin intermediul ca-
reia ne putem documenta referitor la companii
care sunt prietenoase animalelor [16].

In baza Ghidului ,,Cruelty-Free Perfume
Guide” elaborat de Suzana Rose [6], acestea
sunt unele dintre companiile care testeaza pe
animale, cu mentiunea cd unele dintre ele nu
testeaza direct, dar finanteaza testarea pe ani-
male prin vanzarea produselor lor in China con-
tinentala [6]: o Alexander McQueen; o Atelier
Cologne; « Balenciaga; ¢ Burberry; ¢ Bvlgari;
e Calvin Klein; e Chanel; e Chloe; e Cire Tru-
don; e Clinique; » Coach; e Demeter; o Dior;
e Dolce & Gabbana; e Elie Saab; e Escada;
o Estee Lauder;  Fendi;  Givenchy; e Gucci;
o Guerlain; ¢ Guess; ¢ Hugo Boss; e Juicy
Couture; e« Kenzo; e L'Occitane; e Lacoste etc.

Precum se poate observa, marea majoritate
a marcilor de lux nu sunt lipsite de cruzime,
motivul principal fiind disponibilitatea la scara
larga pe piata chineza. O alta explicatie este ca
multe dintre aceste parfumuri de designer sunt
obiectul contractelor de licenta.

Pe de alta parte, existd si companii care nu
practica testarea pe animale [6]: e Arquiste;
e D.S. and Durga;  Penhaligon's*; e Le Labo*;
e Honore des Pres; o The 7 Virtues;, o My
Daughter Fragrances; » Pacifica; ¢ Harvey Prince
Organics; e Lurk; « Commodity Lush; e Aromi;
¢ Lavanila; « A Perfume Organic; » Ecco Bella;
« Vered Organic Botanicals; » Terra Nova.
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banning the use of animal testing data in the
cosmetics industry from July 2020 [17].

As consumers, we could take some action
to find out if our perfume is animal friendly or
not. For example, we may explore the com-
pany's website or contact the company’s custo-
mer service department to inquire about animal
testing practices. And if we discover that the
company is testing on animals, we can file a
formal complaint.

PETA has launched several resources as
part of the “Caring Consumer” program, to
make sure that shoppers know which products
and companies are animal-friendly. Among the
aids is the “Don’t Test” list and a comprehen-
sive database of fragrances, which we can
search for companies that do not test [16].

Based on the “Cruelty-Free Perfume
Guide” created by Suzana Rose [6], these are
some of companies that test on animals, noting
that few of them do not test on ani-mals
themselves, but fund animal testing by selling
their products in  mainland China [6]:
e Alexander McQueen; e Atelier Cologne;
o Balenciaga; e Burberry; e Bvlgari; ¢ Calvin
Klein; e Chanel; e Chloe; e Cire Trudon;
o Clinique; o Coach; e Demeter; o Dior; e Dolce
& Gabbana; e Elie Saab; e Escada; e Estee
Lauder; e Fendi; e Givenchy; e Gucci;
e Guerlain; e Guess; e Hugo Boss; e Juicy
Couture; o Kenzo; e L’Occitane; o Lacoste etc.

As it can be seen, the vast majority of
designer brands are not cruelty-free, the major
reason being that they're widely available on the
Chinese market. Another explanation is that a lot
of these designer fragrances are licensing deals.

On the other side, these are some of
companies that do not practice animal testing
[6]: e Arquiste; e D.S. and Durga; e Penha-
ligon’s; e Le Labo; e Honore des Pres; e The 7
Virtues; o My Daughter Fragrances; e Pacifica;
e Harvey Prince Organics; e Lurk; ¢ Commaodity
Lush; e Aromi; e Lavanila; e A Perfume
Organic; e Ecco Bella; e Vered Organic Bota-
nicals; e Terra Nova.

The brands that do not practice animal
testing are usually individual brands, that tend to
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Brand-urile care nu practicd testarea pe
animale sunt, de obicei, marci individuale, care
tind sd fie deschise cu consumatorii lor gi care
incearcd sa promoveze valori sustenabile atat
pentru economie, cit si pentru societate [6].

In acelasi timp, parfumurile organice
s-au dovedit a fi o tendintd sustenabila de pro-
ducere. Aromele naturale devin din ce In ce mai
populare pe piata premium, din cauza sporirii
riscurilor legate de alergii si toxicitatea compu-
silor sintetici. Aproximativ 75% dintre femeile
nascute dupa anii 2000 prefera sa cumpere
articole naturale, mai mult de 45% preferand
arome sdndtoase bazate pe componenti naturali
[10]. Piata esentelor naturale va fi impulsionata
de utilizarea crescindd a esentelor naturale in
diverse produse, precum parfumurile, produsele
de ingrijire personald si produsele menajere. La
nivel global, Europa este cea mai importanta
piatd pentru esentele naturale, fiind urmata de
America de Nord [10].

3.6. Industria parfumurilor in Republica
Moldova, reprezentati de compania ,\iorica-
Cosmetic” S.A.

Marca ,,Viorica-Cosmetic” isi are originea
inca de la infiintarea sectorului uleiurilor esen-
tiale in Republica Moldova, in anii 1950 [18].
Plantele aromatice de inaltd calitate pentru
fabricarea uleiurilor esentiale, inclusiv: tranda-
firul, lavanda, salvia, menta, feniculul, irisul si
altele, erau cultivate local, datoritd reliefului,
calitatii solului si climei temperate.

Primii specialisti in domeniu, din Repu-
blica Sovietica Socialistda Moldoveneasca de
atunci, au cerut construirea Intreprinderii de par-
fumuri si cosmetice ,,Viorica”, la Chisindu, iar
Consiliul de Ministri al URSS a aprobat propu-
nerea in a. 1980. Proiectul a fost dezvoltat, inclu-
siv, cu contributia expertilor internationali.
Noua fabricd din Moldova a fost proiectata,
folosind ca model celebra fabricd franceza
,»Christian Dior”, ceea ce i-a permis sd benefi-
cieze de cunostintele si know-how-ul tehnologic
al unui lider de piata foarte cotat. Pana in anii
1980, industria s-a bazat, In mare parte, pe
materiile prime furnizate de micile ferme care
cultivau si procesau plantele necesare. Cu mari

be open with their consumers and that try to
promote good values for both the economy and
society [6].

Simultaneously, organic Fragrances pro-
ved to be a sustainable manufacturing trend.
Natural scents are becoming more popular in the
premium market, owing to increased worries
about allergies and toxicity in synthetic com-
pounds. Around 75% of millennial women pre-
fer to buy natural items, with more than 45
percent preferring natural-based healthy scents
[10]. The natural fragrance market is likely to be
driven by the increasing usage of natural fra-
grance ingredients in various applications such
as fine fragrances, personal care & cosmetics,
and household care. Globally, Europe is the
most important market for natural scents, follo-
wed by North America [10].

3.6. Perfumes industry in Republic
of Moldova, led by “Viorica-Cosmetic” Com-
pany S.A.

The “Viorica-Cosmetic” brand’s origins
may be traced back to the establishment of the
essential oils sector in the Republic of Moldova
in the 1950s [18]. High-quality aromatic plants
for the manufacture of essential oils, including
rose, lavender, sage, mint, fennel, iris, and
others, are locally grown thanks to Moldovan
soil's relief and quality, as well as warm
temperature.

The first specialists in the field, from the
then Moldovan Soviet Socialist Republic,
pushed for the construction of the fragrance
and cosmetics company “Viorica” in Chisinau,
and the Council of Ministers of the USSR
granted the proposal in 1980. The project’s
development included input from international
specialists. The new Moldovan plant was
designed using the famous French “Christian
Dior” factory as a model, which allowed it
benefit from the knowledge and technological
know-how of a highly acknowledged market
leader. Until the 1980s, the industry was largely
based on raw material supplied by small farms
that grew and processed the necessary plants.
Through dedicated efforts, the specialists of
the “Viorica-Cosmetic” company have managed
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eforturi si dedicatie, specialistii companiei
,» Viorica-Cosmetic” S.A. au reusit sa stipaneasca
toate fazele productiei de uleiuri esentiale [18].

Intreprinderea a inceput si functioneze in
mai 1989. Calitatea inalta si capacitatea excelenta
de producere erau asigurate de catre echi-
pamentele moderne de productie germana. In mai
putin de un an, brand-ul s-a impus ca unul dintre
cei mai importanti furnizori de produse de
curatare, de igiend si cosmetica din URSS.

in a 2012, holding-ul ,,Daac-Hermes
Group” a privatizat compania ,,Viorica-Cosmetic”,
care ulterior a fost capabild sa-si actualizeze si sa-
si extindd linia de produse, achizitionand echi-
pamente noi, fabricate in Germania si Spania.
Foarte importanta a fost renovarea celor doua
laboratoare ale fabricii si extinderea departamen-
tului de cercetare si dezvoltare [18].

Ferma ecologica proprie a companiei,
,»Vio-Parc Varnita”, a fost deschisa in a. 2016
[18], marcand o turnurd semnificativa. Prin
utilizarea unor practici de agriculturd ecologica,
in aceasta locatie sunt cultivate numeroase specii
de plante, care ulterior sunt utilizate ca materii
prime pentru crearea produselor ,,Viorica-
Cosmetic”. Omul de stiinta austriac Sepp Holzer,
0 autoritate recunoscutd in permacultura, a oferit
asistenta in dezvoltarea acestui proiect [18].

In prezent, brand-ul local produce articole
cosmetice moderne, pure, pe baza de materii
prime de origine vegetald, fara a utiliza com-
ponente nocive. Compania dezvoltd cu succes
marci, precum: Flovio, VioCelle, Cosmeplant,
Cliorabio, Violelle, Bebelus, Viomagic, For men.
Produsele marcilor sunt in permanentd dez-
voltare, datoritd colaborarii active a echipei de
biologi, fito-chimisti si dermatologi cu institu-
tille de cercetare de top din Germania, Elvetia
si Spania.

Intreprinderea incearca si faca fatia con-
curentei cu multitudinea de parfumuri de import
de pe piata Republicii Moldova.
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to master all the phases of essential oil pro-
duction [18].

The firm started operating in May 1989.
High-quality items and excellent manufacturing
capacity were ensured by modern German
equipment. In less than a year, the company has
established itself as one of the major providers
of hygiene, cleaning, and cosmetic goods in
the USSR.

In 2012 “Daac-Hermes Group” holding
privatized ‘“Viorica-Cosmetic”. Subsequently,
the firm was able to update and expand its
products line and acquire new machinery made
in Germany and Spain. Most essentially, the
factory’s two laboratories were renovated and
the Research & Development Department was
extended [18].

The company’s own ecological farm “Vio-
Parc Varnita”, was opened in 2016 [18], marking
a significant milestone. Numerous plant species
are cultivated in this location employing organic
farming practices, and further utilized as raw
materials to create “Viorica-Cosmetic” products.
The Austrian scientist Sepp Holzer, a recognized
authority in permaculture, provided assistance in
the development of this project [18].

Nowadays, this local brand produces clean
cosmetics based on raw materials of vegetal
origin, completely giving up the use of harmful
components. The company successfully develops
such brands as Flovio, VioCelle, Cosmeplant,
Cliorabio, Violelle, Bebelus, Viomagic, For men.
The brand’s products are in constant evelopment,
owing to its scientific staff of biologists, phyto-
chemists, and dermatologists, is actively colla-
borating with top research institutions from
Germany, Switzerland, and Spain.

The company is trying to face the com-
petition with the multitude of imported perfumes
on the market of the Republic of Moldova.
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Astfel, indicatorii economici prezentati in
Figura 6 ilustreaza ca, pana in a. 2019, echipa
,»Viorica-Cosmetic” a muncit asiduu pentru a
redobandi piata locala si a se mentine pe pozitie,
dar si pentru a dezvolta exportul. Desi in aceasta
perioadd vanzarile au crescut continuu, profitul
net a ramas negativ [19]. In mod paradoxal, in a.
2020 compania a inregistrat un profit pozitiv, fapt
care se explica, inclusiv, prin respecializarea pe
produse dezinfectante, solicitate In perioada pan-
demiei, dar, ipotetic, si prin reducerea in acest an
a importurilor de parfumuri pe piata moldove-
neascd, ca urmare a perturbarilor in lanturile glo-
bale de aprovizionare ale principalilor produ-
catori globali de parfumuri. Totusi, similar cu
evolutia internationald prezentata anterior, pande-
mia a afectat substantial si piata locala a parfumu-
rilor, fapt care a determinat atat sciderea vanza-
rilor, cét si pierderile de 13,5 milioane MDL inre-
gistrate de ,,Viorica-Cosmetic” in a. 2021 [19].

Thus, the economic indicators presented
in Figure 6 illustrate that until 2019 “Viorica-
Cosmetic” worked hard to regain and maintain
both the local market and export abroad.
Although during this period sales were conti-
nuously increasing, net profit remained negative
[19]. Paradoxically, in 2020 the company recor-
ded a positive profit, a fact that can be explained
including by the re-specialization on disinfectant
products requested during the pandemic, but
presumably also by the reduction of perfume
imports on the Moldovan market this year, as a
result of disruptions in global supply chains of
the main global producers. However, similar to
the previously presented international evolu-
tion, the pandemic substantially affected the
Moldovan perfume market too, a fact that deter-
mined both the decrease in sales and the losses
of MDL 13.5 million recorded by “Viorica-
Cosmetic” in 2021 [19].
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Totodata, datele din Figura 6 [19] arata ca
intreprinderea isi mareste constant numarul de
angajati, personalul calificat determinand com-
petitivitatea companiei.

In ceea ce priveste potentialul de export al
Republicii Moldova, folosind metodologia Cen-
trului de Comert International (CCI) [12], expusa
mai sus, in subsectiunea 3.3 a articolului, putem
examina potentialul pietei parfumurilor din R.
Moldova pentru tarile exportatoare. In acest sens,
CCI estimeaza ca exporturile efective de parfu-
muri pe piata locald (o medie ponderata intre
datele directe si cele oglindite pe intervalul de
cinci ani: anii 2016-2020) reprezinta 9,9 milioane
USD; potentialul neexploatat constituie 11 milio-
ane USD si, respectiv, potentialul de export pe
piata parfumurilor din Republica Moldova repre-
zintd aproximativ 21 milioane USD [12].

Céat despre potentialul de export al par-
fumurilor produse in Republica Moldova, meto-
dologia CCI nu reuseste sa surprinda situatia
reala, deoarece, conform datelor CCI (din nou o
medie ponderatd intre datele directe si cele
oglindite pe intervalul de cinci ani: 2016-2020),
0 mare parte a exporturilor moldovenesti de
parfumuri sunt considerate ca fiind reexporturi.

4. Concluzii

In lucrare am examinat producerea de par-
fumuri sub aspectul evolutiei, precum si in cali-
tate de industrie creativa, prezentand etapele
producerii: colectarea ingredientelor, extragerea
uleiurilor, mixarea, maturatia si controlul calitatii.

Articolul relevda mizele economice inter-
nationale ale industriei producédtoare de par-
fumuri. In baza datelor comertului international,
am aratat cd exporturile globale de parfumuri au
inregistrat In ultimii ani o evolutie sinusoidala,
care reflecta impactul pandemiei Covid-19 asupra
pietei globale a parfumurilor, dar si capacitatea
fenomenald de redresare a acestei piete in peri-
oada post-pandemica.

Valoarea adaugata a cercetdrii include ana-
liza evolutiei exporturilor celor mai importante
tari exportatoare de parfumuri, precum si a Indi-
catorului Potentialului de Export (IPE), care
reprezintd suma exporturilor efective si a poten-
tialului neexploatat. Am argumentat cd IPE poate
fi estimat pentru tiri, prezentand primele tari
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At the same time, the data in Figure 6 [19]
show that the company is constantly increasing
its number of employees, managing to maintain
the qualified personnel it has, which is the basis
for the further competitiveness of the company.

Regarding the export potential of the
Republic of Moldova, using the methodology of
the International Trade Centre [12], set out above
in subsection 3.3 of the article, we can refer to the
potential of the R. Moldova perfume market for
perfume exporting countries. In this sense, ITC
estimates that Actual exports of perfumes on the
market of the Republic of Moldova (a weighted
average between direct and mirror data over five-
year time spans for the years 2016-2020) represent
USD 9.9 million; the Untapped Potential con-
stitutes USD 11 million and correspondingly the
Export Potential on the Moldovan perfume market
represents approximately USD 21 million [12].

As for the export potential of perfumes
produced in the Republic of Moldova, the ITC
methodology fails to capture the real situation
because according to ITC data, a large part of
Moldovan perfumes exports (again a weighted
average between direct and mirror data over
five-year time spans in 2016-2020) are con-
sidered to be re-exports.

4. Conclusions

We examined the production of perfumes
in terms of its evolution, and as a creative
industry, presenting the stages of production —
choosing the ingredients, extraction, mixing up,
the aging process and quality control.

Likewise, the article sheds light on the
international economic stakes of perfumes produc-
tion. The analysis of the data on international trade
allowed us to find that global perfume exports
have registered a sinusoidal evolution in recent
years, which reflects the impact of the COVID-19
pandemic on the global perfume market, but also
the extraordinary recovery capacity of this market
in the post-pandemic period.

The added value of the research includes
the analysis of the export evolution of the most
important perfume exporting countries, as well
as the Export Potential Indicator, which repre-
sents the sum of actual exports and untapped
potential. We argued that EPI may be estimated
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exportatoare de parfumuri cu cel mai mare
potential de export. Totodata, IPE fiind calculat si
pentru pietele care reprezinta potential pentru tarile
exportatoare ale lumii, am aratat principalele piete
cu cea mai mare capacitate de absorbtie pentru
exporturile de parfumuri.

Cu referinta la mizele economice locale ale
producerii de parfumuri, am conceptualizat notiu-
nea de lanturi de aprovizionare si lanturi valorice,
am efectuat o analiza cantitativa si calitativa a
tendintelor sustenabile si nesustenabile in dezvol-
tarea industriei parfumurilor. Prin abordarea sis-
temicd am analizat impactul economic direct,
indirect si indus al industriei parfumurilor. Pe
exemplul industriei esentelor din Regatul Unit,
am ilustrat tipurile de impact economic, precum
si efectul ,,multiplicator” al acestei industrii asupra
PIB-ului tarii si asupra angajarii populatiei.

In articol au fost expuse preocuparile
etico-economice legate de testarea pe animale in
procesul de producere a parfumurilor, acest
subiect fiind unul controversat. De asemenea, s-
a mentionat ca, In calitate de consumatori,
putem sd ne informdm despre politica marcii
vizavi de testarea pe animale.

Un alt element cu valoare adaugata a cer-
cetarii este studiul de caz asupra companiei
,» Viorica-Cosmetic” S.A. Acesta a facut posibila
elucidarea impactului local al industriei parfu-
murilor din Republica Moldova. In articol s-a
ilustrat evolutia indicatorilor de performanta
economica ai Intreprinderii: vanzarile, profitul si
numarul de angajati.

In ceea ce priveste potentialul de export al
Republicii Moldova, am demonstrat ca in pre-
zent metodologia Centrului de Comert Inter-
national permite sd surprindem numai poten-
tialul pietei parfumurilor R. Moldova pentru
tarile exportatoare de parfum, nefiind aplicabila
pentru estimarea potentialul de export al parfu-
murilor produse 1n tara noastra.

for countries and showed the top perfume
exporting countries with the highest export poten-
tial. Likewise, EPI being calculated for the mar-
kets too, representing potential for the exporting
countries of the world, we have determined the
main markets with the highest absorption capa-
city for perfume exports.

In regard to the local economic stakes
of perfumes production, we conceptualized the
notion of supply chains and value chains, carried
out a quantitative and qualitative analysis of
sustainable and unsustainable trends in the deve-
lopment of the perfumes industry. Using the
systemic approach, we analysed the direct, indi-
rect and induced economic impact of the perfu-
mes industry. On the example of the fragrance
industry in the United Kingdom, we illustrated the
types of economic impact, as well as the “multi-
plier” effects of this industry on the country's GDP
and on the employment of population.

In addition, the controversial subject was
exposed referring to the ethical-economic con-
cerns over animal testing in the perfume pro-
duction process. We noted that as consumers,
we could take some action to find out whether
our perfume is animal friendly or not.

Another element of added value of the
research — the case study on the company
“Viorica-Cosmetic”, helped us to elucidate the
local impact of the perfumes industry in the
Republic of Moldova. We investigated the evolu-
tion of the company's economic performance
indicators — sales, profit and number of employees.

Regarding the export potential of the
Republic of Moldova, we have shown that
currently the methodology of the International
Trade Centre allows us to capture only the po-
tential of our country’s perfume market for
perfume exporting states, without being appli-
cable for estimating the export potential of per-
fumes made in the Republic of Moldova.
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In the article, the author studies the issue
of migration from the Republic of Moldova
to the Russian Federation. Migration from
Moldova to the Russian Federation decreased
significantly in 2014, when the exchange rate
of the MDL to the RUB decreased and the
money earned in translation into MDL ceased
to justify their efforts, which led to the fact that
many citizens were forced to go to work in
Europe. The largest number of Moldovan mi-
grants in Russia work in such cities as
Moscow, the Moscow Region, the Khanty-
Mansi Autonomous Okrug and the Tyumen
Region. This is because it is easier for Mol-
dovans to find a job in these regions, and many
of their relatives left for these regions and
settled there after the collapse of the USSR.
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their homeland, they integrate and stay there
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Beenenue

B coBpemMeHHOM MMpe Murpanus Hace-
JICHUS SIBISAETCS HEOTHEMIIEMOM YacThIO TJIO-
Oanm3auu, a XapaKTEepPHOH YepTON MTaHHOTO
mpolecca SBISIETCS OTTOK HACENICHUS W3 pas-
BHUBAIOIINXCS CTPAaH B pPa3BUTHIE CTPaHBL. 3a-
4acTyl0 MUTpalMOHHBIE MPOLECCHl MPUBOIAT K
CEpbE3HBIM COLIMATBHO-3KOHOMUYECKUM, JEMO-
rpadUuecKuM © TEOMOJUTHYECKHM IOCTe-
CTBHSAM U 3aTParuBaroT Bce cepbl KU3HU KaK B
CTpaHaX-IOHOpaX, TaK W CTpaHAX-PEUUMTUEHTAX.
CornacHo HanmonanbHOMYy OOpO CTAaTHCTHUKH
MomnoBEI OTTOK HACEJCHHS U3 CTPAHBI COCTaB-
nsger 6onee 40 000 ueyoBeK B roid, 4YTO IS
cTpanbl ¢ HacenenueM B 4 017 677 uenoBek co-
CTaBIsieT 3Ha4YuTeNbHYI0 Hdpy. Ecnu nannas
TEHJACHIMS HE H3MEHMTCS, TO COIJIACHO JaH-
HBIM, TIpE/ICTaBICHHBIM HcclienoBanuemM Coutry-
meters, 8 Mommoe k 2100 romy OymeT mpo-
*uBaTh Tonbko 1 952 912 denoBek, a mpupocT
HaCeJeHHUs cocTaBuT 3,92% [6].

Ha cerompsmmHuii eHb, COTJIACHO CTa-
TUCTUYCCKUM JaHHBIM, B Poccun  neranpHO
Tpyasatcess 240 Teicsiu rpaxkaan Monnasuu. B
ILeI\/'ICTBI/ITe.HBHOCTI/I JKC€, IO MHCHHUIO 3KCIICPTOB,
KOJIMYECTBO MOJJIABCKUX TactapOalTepoB B
Poccun mipeBbIaeT moaIMUIDIHOHA.

OCHOBHBIMH TPUYMHAMH MHTPAIMX Hace-
nerns w3 MomnnoBsl B Poccnto sBIstroTCS 9KO-
HOMUYECKHE TPHYUHBI, a UMEHHO: pa3inyue B
YPOBHE OIUIATHl TPyAa M HEIOCTaTOK pabovmx
MECT Ha POJMHE, BBICOKHH ypoBeHb Oe3pabo-
TUIBI, OCHOCTh, CTPEMIICHHE YIYYIIUTh YpO-
BEHb KW3HM, BBICOKHI YpOBEHb KOPPYIIMU Ha
TOCYyJJapCTBEHHOM YpOBHE, TIiepee3]] K POoj-
CTBEHHUMKaM win yueba. ['paxxgane MonnoBsl
BBIOMpatoT Poccrio Mo HECKONBKUM MPUYUHAM,
Cpead KOTOPBIX MOYKHO OTMETHTB: OTCYTCTBHE
BHU3, TEpPPUTOpUATbHAS ONU30CTh M  SI3BIK,
KOTOPBINA 3HAIOT OONBITHHCTBO TPasKIaH.

MaTtepuansl 1 METOABI

B ocHOBy wMeTomomornn wmcciemoBa-
HUS 3aJI0)KEHa COBOKYIHOCTh 3KOHOMHKO-CTa-
TUCTHUYECKUX METOJIOB, a TaKXKe CTaTHCTU-
YECKUH, CHUCTeMHBIM U CPaBHUTENIBbHBIA Me-
TO/BI TIO3HAHUSL.

Teopernueckoit 0a30i IS UCCIICTIOBAHUS
MOCTY>KWJIM  TPYObl H3BECTHBIX OJKCIIEPTOB,
YYEHBIX, IMOJUTOJIOTOB M IKOHOMHCTOB, KOTO-
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Introduction

In the modern world, population migra-
tion is an integral part of globalization, and a
characteristic feature of this process is the
outflow of population from developing countries
to developed countries. Migration processes
often lead to serious socio-economic, demo-
graphic and geopolitical consequences and
affect all spheres of life, both in donor and
recipient countries. According to the National
Bureau of Statistics of Moldova, the outflow of
population from the country is more than 40,000
people per year, which is a significant figure
for a country with a population of 4,017,677
people. If this trend does not change, then
according to the data presented by the Coutry-
meters study, only 1,952,912 people will live in
Moldova by 2100, and the population growth
will be 3.92% [6].

Today, according to statistics, 240
thousand Moldovans legally work in Russia. In
fact, according to experts, the number of
Moldovan migrant workers in Russia exceeds
half a million.

The main reasons for migration of the
population from Moldova to Russia are eco-
nomic reasons, namely: differences in the level
of wages and lack of jobs at home, high unem-
ployment, poverty, the desire to improve living
standards, a high level of corruption at the state
level, moving to relatives or studies abroad.
Moldovan citizens choose Russia for several
reasons: the lack of visas, territorial proximity
and the language that most citizens know.

Materials and methods

The research methodology is based on a
set of economic and statistical methods, as well
as systematic and comparative methods of
cognition.

The theoretical basis for the study was the
works of well-known experts, scientists, politi-
cal scientists and economists who specialize in
the issue of migration: A. Krivenko [4], N.P.
Perchinskaya [7] (Perchinskaya, Pantya, 2017),
K.P. Etsko and G.D. Gorbunov [2] (Etsko,
Gorbunova, 2017), Rusu S.V. (Rusu, 2020) [8].
These works describe in detail the migration
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phIe CHEIUANTU3UPYIOTCS Ha BOMPOCE MUTPALUU
HaceneHusi: Kpusenxko A. [4], [lepunnckoit H.IL
[7] (Perchinskaya, Pantya, 2017), Emxo K.II. u
T'opoynosa I'.JI. [2] (Etsko, Gorbunova, 2017),
Pycy C.B. (Rusu, 2020) [8]. B manHbIx paboTax
MOAPOOHO OINMMCaHa MUTPAIMOHHAS CUTYaIus B
PecniyOnuke MomnjoBa u ee BIUSHHE Kak Ha
SKOHOMHUKY CTpPaHbI, TAK U Ha COLMAIBHYIO U
MOJIUTUYECKYIO )KU3Hb TOCYapCTBa.

Pe3yabTaThl uccjie10BaHus

TpynoBas wMwurpauuss u3 MoaaoBsl B
Poccuto cokpatunace nocne kpusuca 2014 r.,
Korzia Kypc Jiess K pyOiro CHHU3WICA, W 3apa-
OOoTaHHBIE JCHBTH B TEPEBOJEC HAa MOJIaBCKHE
JIeW TIEpecTaau OIpaBIbIBaTh YCWIMS MUTPaH-
TOB. B mTOre mocne 3TOro MHOTHE MHIPaHTHI
ctanu npennountate EBponmy Poccun. Opnaxo
CTaja TOSBIATHCA HOBas TEHICHIUS — MHOTHE
MOJIO/IBIE JIFOW CTaH ye3)KaTh Ha ydely is
MOJTydeHHus] BBICIIET0 obOpa3oBanms B Poccwuro.
CornacHo odunmanpHbIM naHHEIM Ha 2021 1. B
Poccun Haxonunuce npumepno 190 Teic. yeno-
BEK, 10 Heo(HIMAIBHBIM ke NaHHbIM B Poccuu
Ha 2021 1. mpoxwuBamo npuMmepHO 354 THIC.
yenoBek. Ecnu cpaBamBaTh ¢ 2014 1., TO ¢ TEex
IOp KOJWYECTBO IOKWHYBIIUX CTpaHy CHU-
3WJIOCHh 10 O(UIMAIHHBIM JaHHBIM TPUMEPHO
B nBa paza: 586 Teic., 512 ThIC.,, 357,2 THIC.,
310,7 TeIc. 205,7 THIC. [9].

Ilo pmanaeiMm MBJI P®, 3a mocinemnue
HECKOJILKO JIET KOJMYECTBO MUTPAHTOB W3
MonnoBel cokpatmiock. Tak, Ha konerm 2018
rojla Ha MUTpPAllMOHHOM yueTe B Poccum Haxo-
nuuchk 495,6 TeIC. TpakaaH MOIIOBEI, €lle Y
27,5 ThIC. OBIJIO BpEeMEHHOE pa3pelieHHue Ha
MpOKUBaHUE, Y 36 THIC. — BUJ HA XKUTEJIbCTBO, a
17 toIc. cramu rpaxaaHamu Poccuu. Ha xonerg
2020 r. Ha MWIPALlMOHHOM Y4YE€TE COCTOSIIU
217,6 TeIC., 13,5 THIC. YETTOBEK UMEIH pa3pere-
HUE Ha BPEMEHHOE MpoXuBaHHe, y 29,7 Twic. —
BUJ Ha XKUTEIbCTBO, a 20,6 THIC. YEIIOBEK B TOM
rojly NpUHsIIH TpaxaancTBo Poccun [9].

CroHuT emie OTMETUTH, 4TO ¢ BecHBI 2020
roja u 10 konua 2021 r. ans rpaxaadn MongoBbl
U JAPYTUX CTpaH Bbe3] B Pocchio ObLT 3aKphIT
B ¢Bs3u ¢ nangemueit COVID-19.

situation in the Republic of Moldova and its
impact both on the country's economy and on
the social and political life of the state.

Research results

Labour migration to Russian Federation
from the Republic of Moldova decreased after
the crisis of 2014, when the exchange rate of the
MDL to RUB decreased and the money earned
in translation into MDL ceased to justify their
efforts. As a result, after that, many migrants
began to prefer Europe to Russia. However, a
new trend began to appear, many young people
began to leave for study and for higher edu-
cation in Russian Federation. According to
official data for 2021, there were about 190
thousand people in Russia, according to unoffi-
cial data about 354 thousand people lived in
Russia in 2021. In comparison with 2014 the
number has decreased approximately twice: 586
thousand, 512 thousand, 357.2 thousand, 310.7
thousand, 205.7 thousand [9].

According to the Ministry of Internal
Affairs of the Russian Federation, the number
of Moldovan migrants has really decreased
in recent years. So, at the end of 2018, 495.6
thousand Moldovan citizens were registered
in Russian Federation, another 27.5 thousand
had a temporary residence permit, 36 thousand
had a residence permit, and 17 thousand became
Russian citizens. At the end of 2020, 217.6
thousand people were migrants, 13.5 thousand
people had a temporary residence permit, 29.7
thousand had a residence permit, and 20.6
thousand people took Russian citizenship [9].

Worth mentioning is the fact that From
the spring of 2020 until the end of 2021, entry
to Russia was closed for citizens of Moldova
and other countries due to the COVID-19
pandemic.
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Pacnpenesienue MOJIABCKUX MUTPAHTOB 110 00J1aCTAM

Poccuiickoit ®egepannn na 2020 r. /
Distribution of Moldovan migrants by regions of the Russian Federation for 2020

Tabauya 1/ Table 1

O6macts/ Region qgg;ﬁ:g;;b/ %
Mocxksa / Moscow 41 570 0,29
TromeHckas o6acts / Tyumen region 18 938 0,47
e
Mockosckast obacts / Moscow region 10 418 0,14
PocroBckast o6macts / ROStov region 8599 0,18
Kpacuomapckuii kpaii / Krasnodar region 7 537 0,12
s el srpmonit oy VG | g
CaparoBckas obsacts / Saratov region 3849 0,16
KpacHosipckwuii kpaii / Krasnoyarsk region 3808 0,13
Pecnyonmka Kpsim / Republic of Crimea 3761 0,2
Pecniy6miuka Komu / Komi Republic 3447 0,42
Bousrorpackast o6sacts / VVolgograd region 3 367 0,14
Cankr-IlerepOypr / St. Petersburg 3365 0,06
Caepmiosckas obmacts / Sverdlovsk region 2930 0,07
Camapckas obmacts / Samara Region 2 364 0,07
IMpumopckwuii kpaii / Primorsky Krai 2288 0,12
Sxytus [ Yakutia 2 255 0,23
CraBpomnosbckuii kpait / Stavropol region 2112 0,08
Bnagumupckas odmacts / Vladimir region 2079 0,15
Upkyrckast obmacts / Irkutsk region 2 064 0,09

Hcemounux: Cocmasneno asmopom no oannvim MBI P® [3]/
Source: developed by the author according to the data presented by the Ministry of Internal

Affairs of the Russian Federation [3]

W3 Tabmuipl, mpecTaBIeHHOW BEIIIE, MBI
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The majority of Moldovan citizens carry
BUIMM, 4TO OOJBIIMHCTBO MOIIABCKMX rpakmad  out their activities in Moscow, Tyumen Region,
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OCYIIIECTBISIFOT CBOIO JEATeNbHOCTh B MOCKBE,
TromeHnckoi o0aacTi, XaHTbI-MaHCUIICKOM aBTO-
HOMHOM OKpyre, MocKkoBcKoi obsacti. MeHbie
BCETO MOJJIABCKUX TpaXIaH TpHe3kKaeT B
Sxyrmro, CtaBporoibckuii Kpai, BimaauMupckyio
u Upkyrckyro obnacte. CBs3aHO 3TO C TEM, UYTO
JTAHHBIC PETHOHBI PACIIONOMXKEHBI JAIeKO M Majo
KTO corjiarraercs Tya exarhb [9].

Khanty-Mansi Autonomous Okrug, Moscow
Region, the least number of all Moldovan citi-
zens come to Yakutia, Stavropol Territory,
Vladimir Region and Irkutsk region. First of all,
this is due to the fact that these regions are located
far away and not many agree to go there [9].
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Pucynox 1. Yucao rpaxaad Pecnyoaukun Mosgosa Ha Teppuropun Poccuiickoii @enepanun
2014-2020 rr., TBIC. yea0OBEK [9] /
Figure 1. Number of citizens of the Republic of Moldova on the territory
of the Russian Federation, 2014-2020, thousand people [9]
Hcemounux: cocmasneno asmopom | Source: developed by the author

B Tabnune, npuBeeHHOM BBIIIE, XOPOILIO
BUJHO, YTO, COIJIACHO JaHHBIM MonjgaBckoit
CTaTUCTUKH, YUCIIO MHUTPAHTOB, KOTOPHIE HaXo-
natest Ha Tepputopun Poccuiickoit denepanumy,
COKpaTWJIOCh B JBa pa3a. Eciau B Havane 2016 1.
YHCII0 MHUTPAHTOB COCTABIIANIO 586 THIC. Tpax-
naH, To B KoHie 2020 T. 3TO YUCIO yMEHBIIIH-
mock 1 coctaBmwio 205,7 Teic. denoBek. JlanHbIe
MOJITABCKOM CTaTHCTUKH OTIMYAIOTCSA OT JaH-
HBIX, KOTOpBIE €KEroHO npenocrasisier MB/]
Poccun, 9to co3maer TpyIHOCTH NIpH y4deTe aH-
HbIX. bonee Toro, CTOUT OTMETHTH, YTO, HATIPHU-
Mmep 1o ganaeiM MUJIEN, Ha Tepputopun Poccun
HaXOIUTCS €Ille MEHbILE MOJIJABCKUX I'pakIaH

The table above clearly shows that, accor-
ding to Moldovan statistics, the number of mi-
grants who are in the territory of the Russian
Federation has halved. If at the beginning of
2016 the number of migrants was 586 thousand
citizens, then at the end of 2020 this number
decreased and amounted to 205.7 thousand
people. The data of Moldovan statistics differ
from the data provided annually by the Ministry
of Internal Affairs of Russia, which creates
difficulties in recording the data. Moreover, it is
worth noting that, for example, according to the
MFAEI, there are even fewer Moldovans in
Russia — about 190 thousand people, and accor-
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— npuMepHo 190 THIC. YeNOBEK, a MO JaHHBIM
HEOPHUIMATHLHON Ke cTaTUCTHKH 350 ThIC. "emo-
Bek [9]. Takum 00pa3oM, yUUTHIBATH JaHHBIE IO
MUTpaIMd OYeHb CIOXHO, W3-3a 4Yero HEBO3-
MOXHO JIaTh TOYHOE YHUCIIO TpakaaH MOIIOBEI,
KOTOpBIC CEro/iHs MpoxuBaroT B Poccun.

ding to unofficial statistics, 350 thousand people
[9]. Thus, it is very difficult to take into account
data on migration, which makes it impossible
to give an exact number of Moldovan citizens
who currently live in Russia.

Kenaemslii noxon/Desired income

Toprosust/Trade

Cenbckoe xo3siicTBo/Agriculture

JKKX/ Housing and communal services

Jloructuka u cknazapl/Logistics and warehouses

CrpourenbcTBo u pemont / Construction and
repair works
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Pucynok 2. CkojibKo 3apadaThIBalOT MOJIIaBCKHe MUTPaHTHI B Poccuu (ThIC. pyod.).
Cpennuii noxox rpaxkaan [10]/ Figure 2. How much do Moldovan migrants earn in Russia
(thousand rubles). The average income of citizens [10]

Hcemounuk: cocmasneno asmopoml Source: developed by the author

BonbImMHCTBO MONJABCKMX MHIPaHTOB
TPYZIATCS B CIEAYIOUIMX c(hepax: CTpOUTEIHCTBO
u pemoHt, noructuka, KKX, ToproBnsa wu
ceNbCcKoe X03sMCTBO. CaMblil BEICOKHN YPOBEHB
3apa0OTHOW TIUIAaTHl OKaszajicsi B cdepe CTpou-
TenbcTBa — 3T0 B cpexHeM 55 000 Twic. pyo.,
camas e HM3Kas 3apaboTHas 1uiata ObLia 3a-
(pMKCcHpOBaHa B CEIbCKOM XO3SIICTBE HAa YPOBHE
37 000 ThIC. py0. B Mecsi. Jlumb 10% Moinas-
CKAX MUTPAHTOB TPYIATCS Ha BBICOKOOILIA-
YrBaeMBbIX paborax. B GONBIIMHCTBE CBOEM 3TO
T€ MUTPAHTHI, KOTOpBIe Mpuexanu B Poccuio Ha
y4ely, ToCiie 4Yero OCTAMCh Ha TOCTOSHHOE
MecTo >kutenscTBa B Poccum. Cpemnue 3ap-
IJaTel MHTPAHTOB MPUMEPHO HAXOAATCS Ha
OJTHOM YpPOBHE CO CPETHHUMHM 3apIuiaTaMH Tpax-
naH Poccuu, 0fHAaKO CTOUT OTMETHTH, YTO MHU-
IpaHTBl XOTenu Obl 3apabareiBaTh OOJBINE, B
cpexuem 77,2 Teic. pyoaeit [10].
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Most Moldovan migrants work in the
following areas: construction and repair,
logistics, housing and communal services, trade
and agriculture. The highest level of wages was
in the construction sector — an average of RUB
55,000 thousand, while the lowest wages were
recorded in agriculture at a level of RUB 37,000
thousand. per month. Only 10% of Moldovan
migrants work in highly paid jobs. For the most
part, these migrants came to Russia to study,
after they remained for permanent residence in
Russia. The average salaries of migrants are
approximately on the same level as the average
salaries of Russian citizens; however, it is worth
noting that migrants would like to earn more, on
average — RUB 77.2 thousand [10].
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PucyHnok 3. Kak 3HaHue pycCKOro si3bIKa BJUsIeT HA 3apIUIATy MUTPAHTA
(Teic. py6ureii) [10]/ Figure 3. How knowledge of the Russian language affects the salary
of a migrants (thousand rubles) [10]
Hcemounuk: cocmasneno asmopoml Source: developed by the author

Ba)XHBIM NyHKTOM JUIi MHTPaHTOB SB-
JIIETCSl 3HAHUE PYCCKOIO A3bIKA, TaK KaK MMEH-
HO OT 3TOr0 3aBHCHUT WM YpPOBEHb 3apIlaThl
MurpanTa. OTMe4aeTcs, YTO MUTPAHTBI ¢ XOPO-
LIMM 3HaHHEM PYCCKOTO S3bIKa 3apa0aThIBaiOT B
cpenaem Ha 10 000 TeIc. py0. Ooibiie, uem Te,
KOTOpBIE TUIOXO BIAJCIOT PYCCKUM SI3BIKOM.

Ecnmn roBopute 0 BO3pacTe MHUIPaHTOB
u3 Monnasun Ha Tteppuropun Poccuiickoit
®enepanuy, TO 37IECh B OCHOBHOM P€Yb HJET O
MOJIOJIBIX JIIOASIX, KOTOPhIE IO OJHOM BepcHU
MurpupoBaiu B Poccuto juist yuedbl. MHorue u3
HUX TIOJXYYHJIN CTHIEHAWNM W TPAHTHI, MOCTeE
Yero aJanTHpPOBAIMCh HA HOBOM MECTE€ W pe-
WM OCTaThCs XUTh B Poccun. Bropas kare-
TOpHUSl — 3TO MOJIOJBIE JIIOAM, KOTOPBIE yexaiu
M3-32 SKOHOMHYECKHX TMpoOJieM Ha pOJHWHE,
HEJIOCTaTKa JIeHeT Ha 3apabOTKH, W MPOKUBAIOT
Ha Tepputopun Poccunm BpeMeHHO JHOO,
BO3MOJXKHO, TIEPEBE3JIM CBOW CEMBH M OCTAIMCh
KUTHh YK€ Ha IOCTOSHHOM OCHOBE Ha Teppu-
topuu PO [11].

Also, an important point is the knowledge
of the Russian language for migrants, since the
level of migrant's salary depends on it. Russian
migrants earn an average of RUB 10,000
thousand more than those who have a poor
command of the Russian language, it is noted.

If we talk about the age of migrants from
Moldova on the territory of the Russian Fede-
ration, then we are mainly talking about young
people who, according to one version, migrated
to Russia to study, many received scholarships
and grants, after which they already adapted on
the spot and decided to stay and live on the
territory of the Russian Federation, and the
second category is young people those who left
due to economic problems at home, lack of
money for earnings and live in Russia tem-
porarily, or possibly moved their families and
stayed to live on a permanent basis on the
territory of the Russian Federation [11].
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PucyHnoxk 4. Bo3pacTHasi cTpyKTypa MUrpanToB u3 MosgaBun
B Poccuiickoii ®enepamun, B % [11]/ Figure 4. Age structure of migrants
from Moldova in the Russian Federation, in % [11]
Hcmounux: cocmasnerno asmopoml Source: developed by the author

Anantanusi ¥ HHTerpanus MoJIaBCKHX
MHIPAHTOB HA POCCHIICKOM PBIHKE TPyAa

Murpauusi HaceJleHus: B OOJBIIMHCTBE
CBOEM CBfi3aHa C BIHUSHHWEM IPUHUMAIOLIETO
o01ecTBa U cOO0ILIECTB, KOTOPbIE (HOPMUPYIOT
MUTPaHTBl. B3anMonelcTBUE MEXAY MECTHBIM
HaceJeHHWEM M MHIPaHTaMH NPOUCXOAUT TIO-
CPEICTBOM TpoIlecca TNPUCTOCOOTICHHUST MHU-
IPAHTOB K HOBBIM IIPaBOBBIM, S3KOHOMUYECKUM,
COLHMANIBHBIM M KYJBTYPHBIM YCJIOBHSIM C IIO-
CIICAYIOIIMM BKJIIOYEHUEM MHIPAHTOB B KHM3Hb
CTpaHbl Ha PAaBHBIX YCJIOBUSX C MECTHBIM Hace-
JIeHHEeM. JTOT TpoLecCc Ha3bIBAeTCs HHTErpa-
oUel W aganTanield B CUCTEMY OOIECTBEHHBIX
OTHOLICHUH.

Wrak, adanmayus muepanma — 3TO 1po-
LeCcC MEPEHATHS U YCBOSHHS 0Opa3a IOoBeACHUs,
COLMANIbHBIX HOPM, IEHHOCTEH, 3HAaHUH U HaBbI-
KOB, IMO3BOJISIIOIINX €My CYLIECTBOBAaTH M YC-
MEIHO JEHCTBOBaTh B IPHHUMAIOLIEM 00-
LIECTBE MHOCTPAHHBIM TPaKJAaHWHOM. JlaHHBIHA
HpoLecC CBSI3aH C HONyYeHHEM O(HUIMATBLHOTO
cTaTyca U JIeranu3anueil mpeObIBaHusI MUTPAaHTa
Ha ONPEIEICHHON TEPPUTOPHUN.
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Adaptation and integration of Mol-
dovan migrants in the Russian labour market

Migration of the population is mostly
associated with the influence of the host society
and the communities that migrants form. Inter-
action between the local population and mig-
rants takes place through the process of adap-
tation of migrants to new legal, economic, social
and cultural conditions, followed by the inclu-
sion of migrants in the life of the country on
equal terms with the local population. This
process is called integration and adaptation into
the system of public relations.

So, adaptation of a migrant is the process
of assimilation by a foreign citizen or a stateless
person of patterns of behaviour, social norms
and values, knowledge, skills that allow him to
exist and operate successfully in the host
society. Adaptation is closely related to the
official status of a migrant and the legalization
of his stay.

Integration of a migrant is the process of
inclusion of a foreign citizen or a stateless
person into the system of social, legal and
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[Iporecc mHTErpaIy OTIINYAETCS OT TPO-
[ecca ajmamnTalWd TeM, YTO MHTPAHT BKIIIO-
YaeTcd M B CHCTEMY COILMANBHBIX, MPABOBBIX U
KYJIbTYPHBIX OTHOIIEHWH NPUHUMAIONIETO 00-
IecTBa B Ka4eCTBE €ro IOJHOMPABHOTO M TIO-
CTOSsTHHOTO uieHa [12].

B OoybIIMHCTBE CBOEM  MOJIIaBCKHE
MUTPaHTHI, pUeKaromue B Poccuro amsa ocy-
IICCTBICHUS. TPYJIOBOW JCSITEIHLHOCTH, CHavala
3aHUMAIOTCS HU3KOKBATU(PUIIMPOBAHHON pabo-
TO#. PaccMOTpuM, KTO 3T MUTPAHTHI, B OCHOB-
HOM Ipuesxaroniue B Poccuro:

e MONOObIe A00U — FTO HAUOOJbINAsS YacTh

MurpanToB (79%), nuua B Bo3pacte ot 18

10 44 nert, mpencTaBisiOT SKOHOMUYECKU

AKTHBHYIO 4acTb HacesjeHus. Yaiie Bcero

WX MOXXHO pa3JeIUTh JIBE€ KaTCrOpHH

TpaKIaH:

1) Mosozbie JIOIM, TPHE3KAOUIME B
Poccuiickyto @enepauuto s Mony-
YCHHsI TaM OOpa30BaHUS U BIIOCIE]-
CTBUHM OCTAIOIIMECS M IBITAIOIINECS
00yCTpPOUTH CBOIO JKU3HB B Poccuu;

2) TpakaaHe, KOTOPbleé HE CMOTJIH CO-
CTOSITBCS M HalTH paboTy MO Mpo-
(eccun B Pecrrybnimke MomoBa, u3-
3a 4yero ObUTH BBEIHYXJICHHI yeXaTh 3a
Tpeiesbl CTpaHbl Ha 3apa0O0TKY.

e ceMeliHble 00U — COTIIACHO TpaXkIaH-
CKOMY COCTOSTHHIO MOJJIABCKUX MHUTPaH-
CYIIECTBEHHYI0 YacThb MHIPaHTOB

cocTaBIsIOT Jroau cemeitabie (71%), xots

CTETleHh BOCCOEIMHEHHsI ceMel B MecTax

MUTPAIAU OCTAETCS] OTHOCUTENEHO HU3KOM

(21%). Yame Bcero, eclid OJHMH U3 WICHOB

CEeMBU ye3KaeT U 00yCTpamBaeT OTYACTHU

CBOIO M3HBb B Poccuu, oH crapaercs nepe-

BE3TH M CBOIO ceMblo. Emne ogHON anb-

TEPHATHBOM B IOCJTEIHEE BpeMs CTaja

mporpamMa «llepecenenust cooTeuecTBeH-

HUKOBY, KOTOpas JaeT BO3MOXHOCTD Tiepe-

exatb cpa3y Bceil cembe B Poccuio u tam

00yCTPOHTH CBOIO JKU3HB.
e o00paszosanuvie 100U — OTIMYUTEIBHOM
yepTo  Murpanuu U3 PecnyOinku

TOB,

MOHZIOBa SBJIISACTCA TO, YTO 3HAYUTCIIbHAsA
YacTh YeKAIONIMX U3 CTPAHBl OTHOCH-
TeJTHHO Xopomio oOpa3oBaHbl, 28% Bcex

cultural relations of the host society as its full
and permanent member; it is often associated
with obtaining the right of a migrant to
temporary or permanent residence in the
country, as well as obtaining citizenship of the
host country [12].

For the most part, Moldovan migrants
who come to Russia for work are engaged in
low-skilled work at the beginning. Let us
consider who are the migrants, mostly coming
to Russia:

e young people — Moldovan migrants con-
sist of an economically active part of the
population; the largest part of migrants
(79%) are persons aged 18 to 44 years.
Most often, two categories of citizens can
be included here:

1) the first are those young people who
come to Russia in order to get an
education there, and then stay and
somehow try to arrange their lives in
Russia;

2) these are those people who could not
take place in Moldova and find a job
by profession because of which they
were forced to leave abroad the
borders of the country for earnings.

o family people — from the point of view of
the civil status of Moldovan migrants, a
significant part are family people (71%),
although the degree of family reunifica-
tion in places of migration remains
relatively low (21%). Most often, if one of
the family members leaves and settles
more or less his life in Russia, then he tries
to transfer his family as well. Another
alternative has recently become the
“Resettlement of Compatriots” program,
which makes it possible for the whole
family to move to Russia at once and settle
their lives there.

o educated people — a distinctive feature of
migration from Moldova is that a sig-
nificant part of those leaving the country
are relatively well educated; 28% of all
migrants are university graduates, 63%
have received secondary education or
vocational/technical education. In Russia,
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MUTPAaHTOB — 3TO BBITYCKHUKH YHUBEp-
cureToB, 63% — TOMyYMIIM CpenHee

WH TpodecCHoHATEHO-TEXHIYECKOe 00pa-

3oBanve. B Poccun Ha mepBhIX mopax

Yaimie BCEero ATH JIIOJIU YCTPaWBaIOTCA H

BBITTOJIHSIOT HU3KOKBATU(UIMPOBAHHYIO

paboTy, 4TOOBI XOTh KaK-TO OOECICUUTH

CBOIO CEMBIO.

o MYJHCCKASL MUSpayus Hapsoy ¢ HCEHCKOU —
TPYAOBBIE MHIPAHTBl MYXCKOTO IOJia
(63% Bceit pabouell CHIIBI) CTpEMSTCS
yexatb B crpanbl CHI' u ycrpauBarotcs
[JIaBHBIM 00pa3oM B cdepe CTpOUTEelb-
CTBa, PEMOHTA, TPAHCIIOPTA, MPOMBIILICH-
HOCTH H CEJIbCKOTO XO03iUCTBA. JKEeHIINHBI
CKJIOHHBI MHIpUpoBaTh B Poccuio mms
paboThl B cdepe 00CTyKUBAHUS, JOMAIIl-
HETo XO3SCTBa, TOPTOBIH, YXOJa 3a MO-
JKHJIBIMU JIMIIaMU U 1€TbMHU.

B mponecce wuHTErpanu MHIPaHT BO-
BJICUCH B JCdHUA PpPa3/IMYHBIX COHHAJIBHBIX
WHCTUTYTOB. Poccuiickoe TocynapcTBo ompe-
JIeTISieT TIPaBOBO CTaTyC MHUTPaHTa B OOIIECTBE.
Ot TOrO, YeM 3aHWMAeTCs MHIPAHT, Kakas y
Hero npodeccus, ypoBeHb 00pa3oBaHUs U JI0-
CTaTOK, OIpEeNeNsIeTcs NPUHAMISKHOCTh MHU-
rpaHTa K COIMAIBHOMY KJIacCy, K KOTOPOMY OH
Oyner mnpuHamiexkath. JKemaHWe COXpaHUTH
KYJbTYpPY, STHUYECKYI0 TIPUHAJICKHOCTh, CBOO
WUIEHTHYHOCTh M CBSI3b C COOTEYECTBEHHUKAMHU
BOBJICKAET MHUTPAHTOB B JICATEIHHOCTH HAIIHO-
HaJIBHBIX JUACIIOP.

CylIecTBYIOT CIEAyIOIIe HAalpaBICHUS
WHTETPAINH U aJIalTAllid MUTPAHTOB:

— npasosas uHmezpayus Ui a0anmayus,
YTO O3HAYaeT CTaTyC MUIpaHTa Ha Tep-
pUTOpUHU TocynapcTBa (TO €CTh Jierajb-
HOCTB €T0 HaXOXIEHHS);

— O9KOHOMUYECKas urmezpayusi uiu aoan-
mayus — JOCTYI Ha PHIHOK TPYAA, TIOMCK
paboTBhI, AOCTYII K XKUJIBIO;

— coyualibHas urnmezpayust uiu adanmauuﬂ —
JOCTY K MEIMLHHE, 00pa3oBaTelbHBIM
YUPEKICHUSM, a TAKKE K KHIIBIO;

—  KYIbMYpHAs UHmMezpayus uwiu aoanmayus —
BO3MOXHOCTb I MHI'paHTa BJIMTBECA B
KyJIbTYPHYIO CpEIy, BBIYUUThH SI3BIK, TpPH-
CIOCOOUTHCS K MECTHBIM OOBIYasM.
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most often in the beginning, even these

people get a job and perform low-skilled

work in order to somehow provide for
their family.

o male migration along with female — male
labour migrants (63% of the total work-
force) tend to leave for the CIS, and are
employed mainly in construction, repair,
transport, industry and agriculture. Women
tend to migrate to Russia to work in the
service sector, household, trade, care for
the elderly and children.

In the process of integration, the migrant
is involved in the activities of various social
institutions. The Russian state determines the
legal status of a migrant in society. Depending
on what a migrant does and what profession he
has, the level of education and wealth deter-
mines whether a migrant belongs to the social
class to which he will belong. The desire to
preserve culture and ethnicity, their identity and
connection with compa-triots involves migrants
in the activities of national diasporas.

We can mention the following areas of
integration and adaptation of migrants:

- legal integration or adaptation, which
means the status of a migrant on the
territory of the state, that is, whether he is
legally there or not;

- economic integration or adaptation — i.e.
access to the labor market, job search,
access to housing;

- social integration or adaptation — access
to medicine, educational institutions, as
well as housing;

- cultural integration or adaptation, which
means an opportunity for a migrant to
integrate into the cultural environment,
learn a language, adapt to local customs.
These categories of people most often

immigrate from Moldova to Russia and other
countries where Moldovan citizens can earn
more money than at home. The process of
adaptation and integration into Russian society
takes place at the initial stage with the assistance
of the “inner circle”, relatives, and friends,
acquaintances who help to find work, housing
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B ocHOBHOM 3TH KaTeropuu Jojei yaiie
BCEro MMMHTPUPYIOT n3 Pecnybnmku MonmoBa
B Poccuiickyro @enepanuro U Ipyrue CTpaHsl,
rae rpaxnade MoygoBel MOTYT 3apaboTaTh
Oosnblie, yeM Ha poauHe. [Iponece aganranuu u
WHTETPAllil B POCCHHCKOE OOIIECTBO MPOHUCXO-
JUT Ha MIEpBOHAYAIILHOM 3Tare IpH COAEeHCTBUU
«ONMMKHETO OKPY)KEHUS» — POJICTBEHHUKOB,
Jpy3eH, 3HaKOMBIX, KOTOpbIE MOMOTal0T HaWTH
paboty, xuinbe U OQOPMUTH JOKYMEHTHI IJIs
MOJTyYEHHs JIETaJbHOIO CTaTyca Ha TePPUTOPUHU
Poccutiickoit deneparuu. Co CTOpOHBI rocyaap-
CTBEHHBIX CTPYKTYp TpaxaaHe MONIoBs He
XAYyT momold. B oCHOBHOM OHM MOTYT pac-
CUMTHIBATh HA MOMOIIb: poacTBeHHUKOB — 30%
(Poccust) u 19,1% («crapoe 3apyOexbe»), 3Ha-
KoMbIX (cooTBeTcTBeHHO 33,0% u 34,0%). B
CTpaHe Ha3HAYeHHsI OTBETHI MUTPAHTOB pacripe-
JETSIOTCS CICIYIOMM 00pa3oM: «caM Hallem
—16,0% u 23,4%; «0OBsIBICHHUEY», «XO35IMH KBap-
TUPBI», «IIOCPEIHUK HA BOK3ale», «pupma, Xo-
35IMH», «4YEPHBIA PBIHOK Tpyha». Eciu murpasr
elle He BbleXaj 3a Ipefesbl CTpaHbl, TO eMy Ha
MOMOIIb B IIOUCKE PabOTHI MPUXOJT: «HEro-
CyAapcTBeHHbIE CTPYKTYphl (pupmer) — 11,0%,
vacTHbIe Jinna (6puramup)» —17,0% [5].

Craryc HaxOXICHHA TpPYLOBOIO MH-
rpaHTa (JIeTaJIbHBINA — HEeJerajabHbli) 3HaUNTeIb-
HO BIMSET HA MPOLECC COLUMAILHON aJanTaluu
W MHTETpalyy B NpUHUMAaroLIel crpaHe. boib-
1I0€ KOJWYECTBO MOJJIABCKUX TPYAOBBIX MH-
IpaHTOB Haxoautcsi B Poccum HenerambHO, HX
ob110 pumepHo 80% eme B 2010 rr. Ceifyac xe
n3-32 YXKECTOYECHHS YCIOBHH HAXOXICHUS Ha
TEPPUTOPUH CTpaHbl CO CTOPOHBI Poccuiickoro
rocyznapcTta ux npumepHo 20%. Kak mMbl BUIMM,
3a TOCIEJHEE BpEMS 3TO YUCIO PE3KO COKpa-
TUJIOCh. MHOTHE CTaparoTcsl JIEraau30BaTh CBOU
cTaTyc cpasy 10 NpUOBITHH, OTHAKO €CTh U T€, KTO
3TOrO HE JIENAET, B NMEPBYIO OYEPEb U3-32 OTCYT-
CTBHUS CPEJCTB, BO-BTOPBIX — MHOTHE M3 MUTPaH-
TOB MPUEIKAIOT HA KOPOTKHUIN TEPHO] BPEMEHH C
TOW MBICIIBIO, YTO B CKOPOM BpPEMEHH OHHU
BepHyTCs ToMoi. OHAKO MO pa3HBIM NPHUYNHAM
1 00CTOSTENHCTBAM 3TOTO HE MPOVCXOIUT U JIFOIU
CTAHOBSITCA HeneraiamMu. MOXXHO Takke OTMe-
TUTh, YTO CYILIECTBYIOT pPa3IUYHbIE CIOCOOHI,
KOTOPBIMH HOJIB3YIOTCSL TPYIOBbIE MUIPAHThI JJIS

and issue documents for obtaining legal status in
the territory of the Russian Federation. They do
not expect help from government agencies. The
main actors of assistance to Moldovan labour
migrants in finding work are: relatives — 30%
(Russia) and 19.1% (“old abroad”), acquain-
tances (respectively, 33.0% and 34.0%). In the
country of reception: “I found it myself” —
16.0% and 23.4%; the options “announcement”,
“landlord”, “intermediary at the train station”,
“firm, owner”, “black” labour market” are much
less frequently recorded. In Moldova: “non-
governmental structure (firm), private person
(foreman)” — respectively, 11.0% and 17.0%.
State structures are practically not recorded in
the responses of respondents” [5].

The legal status (legal — illegal) of a
migrant worker's stay in the host country is of
great importance for the process of social
adaptation and integration into the host society.
A large number of Moldovan labour migrants
are in Russia illegally, there were about 80% of
them back in 2010. Now, due to the tightening
of conditions on the territory of the country,
there are about 20% of them on the part of the
Russian state, as we see recently, this number
has sharply decreased. Many people try to
legalize their status immediately upon arrival,
but there are also those who do not, primarily
due to lack of funds, and secondly, many of
them come for a short period with the idea that
they will soon return home. However, for
various reasons and circumstances, this does
not happen and they become illegal immigrants.
It can also be noted that there are various ways
that labour migrants use to legalize their status
on the territory of the Russian Federation:
“fictitious marriage”, “acquisition of fake
migration cards and registrations”, “crossing
the border illegally”, etc.

The illegal status of a Moldovan migrant
in Russia greatly affects his position in society.
He does not have the same rights as Russian
citizens and, accordingly, he finds himself
outside society, both in the sphere of work and
in the sphere of life.
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TOrO, 4TOOBI JIETaIM30BaTh CBOH CTAaTyCc Ha
Tepputopun  PD: «DUKTHBHBIA Opak», «IpH-
obpereHre (haIBIMBBIX MUTPAIMOHHBIX KapT H
perucTparmii», «IepecedeHre TpPaHWIBl Helle-
TaJIbHBIM ITyTEM» U T.]I.

HeneranbHblii cTaTyc MONIABCKOTO MH-
rpanra B Poccuiickoii denepanuu o4eHb CHIBLHO
BIIMSIET HA €ro IMOJIOKEHHWE B OOIIECTBE B CHITY
TOTO, MUTPAaHT HEe OO0JlaJaeT TEeMH IpaBaMH,
UMEIOIUMHUCS Yy TpakaaHuHa Poccuu, u coot-
BETCTBEHHO OKa3bIBacTCsl BHE OOILECTBA KaKk B
cdepe TPyHOBOH NEATEIBHOCTH, TaK U B cdepe
KHU3HETESATEILHOCTH.

bonee Toro, HesmeraJbHBIA CTaTyc Tpy-
JOBOTO MHTPAHTa JeNaeT ero IMOJYMHEHHBIM
paboTosaTento, KOTOPHIH B 3aBUCHUMOCTH OT
CBOMX DJKOHOMHYECKMX MHTEPECOB M HpPaB-
CTBEHHBIX TMPHHIHUIIOB, MOXET CIIEKYJINPOBATh
WHTEpECaMu TPYAOBOI'O MHIpaHTa: 3aIlIaTHTh
WM HE 3aIUIaTUTh €My 3a MpOoJeNIaHHyIo padoTy.
[losTomy wuHOrma ciay4aercsd Tak, 4TO H3-3a
CIIOKUBIINXCSI OOCTOSITENBCTB (BO3MOXKHO €MY
HE 3aIulaTWid Ha pabore, wiau paboToAaTesb
OKa3aJiCsl He COBCEM YECTHBIM) MHIPaHT BEJET
ceOst IeCTPYKTUBHO: BOPYET, HAapyImaeT o0IecT-
BEHHBIH TOPSAZOK, BKIIOYAETCS B Pa3IUIHOTO
polla KpUMHHAIBHBIE BHIIBI ACSITENTFHOCTH (Hap-
KOTHKH, TIPECTYITHOCTb. . .).

Bonpimoe KOmM4ecTBO MONJABCKUX MH-
rpanToB B Poccwmiickoii ®enepanmu odopMm-
JSeT TPYIOBbIE OTHOIIEHWS ¢ paborozare-
JIeM TIOCPEJICTBOM ~ YCTHOW  JOTOBOPEHHOCTHU
(88,5%). DTO HEpenko BBHICTYMAET €IIe OIHUM
OCHOBaHMEM W PHUCKOM ISl HapyIICHHS TPYy-
JIOBOTO CcoTalieHns. TpynoBoil KOHTPakT Ha
CeTONHSIIHUHA JIeHb IOAMUCHIBACTCS OYECHb
penko wnu moutd Hukoraa. bomee Toro, crout
OTMETUTh, YTO JIETAIBHBIA CTaTyc B CTpaHe HE
SIBIIIETCSl TAPAHTOM TOT'O, YTO MUTPAHT 3aKIIO-
YHUT TPYJOBOH JOTOBOP C PaOOTHUKOM.

BaxxubiM (hakTOpOM, KOTOPBIH OKa3bIBACT
BIIUSHUE Ha TpOIeCC ajanTaldd ¥ HHTErpa-
MU TPYIOBBIX MUTPaHTOB B Poccum, SBISIOT-
sl JICUNUHble  Ycosus. MHOTHE MHTPaHTHI
BBIHYKJICHBI FOTUTBCS B MaJCHbKHUX KBapTUPAX,
IJIe OHM JKUBYT CEMbSIMH 1O 7-8 dYEJOBEK.
CyImecTBYIOT pasIudHbIC CIOCOOBI OTMCAHFS
TOTO, KaK K€ JKMBYT MOJAABCKHE MUTPAHTHI:
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Moreover, the illegal status of a migrant
worker makes him dependent on the employer,
who, depending on his economic interests and
moral principles, can manoeuvre the interests of
a migrant worker: to pay or not to pay him for
the work done. Accordingly, sometimes it
happens that because of the circumstances, per-
haps he was not paid at work, or the employer
was not completely honest, the migrant behaves
destructively: steals, violates public order, is
involved in various kinds of criminal activities
(drugs, crime ...).

A large number of Moldovan migrants in
the Russian Federation formalize employment
relations with an employer through an oral
agreement (88.5%). This is often another reason
and risk for violating an employment agreement.
An employment contract is currently signed
very rarely or almost never. Moreover, it is
worth noting that legal status in the country is
not a guarantee that a migrant will conclude an
employment contract with an employee.

Housing conditions are an important
factor that influences the process of adaptation
and integration of migrant workers in Russia.
Many migrants are forced to live in small
apartments, where they live in families of
7-8 people. There are various ways to describe
how Moldovan migrants live: they rent an
apartment, live in a hostel, in a hotel, in
equipped and unequipped trailers, live with
relatives. Most people call their living con-
ditions unsatisfactory, and some even refuse to
talk about how they live.

Nutrition is also an important component
of the Moldovan migrant’s life. Most often,
people tend to save on their own food, bring
as much money home to their family as possible.
The bulk of the food is mainly dry-boiled, low
quality and unsystematic. At the same time,
there are cases when an employer feeds his
foreign workers or gives them money for food,
but this happens extremely rarely.

As for cultural adaptation, there are more
than 50 different diasporal organizations on the
territory of the Russian Federation, among
which: the Congress of Moldovan Industrialists
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CHUMAIOT KBapTHPY, IPOKHUBAIOT B OOIIEKUTHH,
B TOCTHHHWIIE, B OOOpYJOBaHHBIX W HEOOOPY-
JOBaHHBIX BaroHYMKax, >KUBYT y POACTBEHHU-
KOB. bBONBIIMHCTBO JIOJAEH HAa3bIBAOT CBOU
YKUIIAIITHBIE YCIIOBUS HEYAOBIETBOPUTEIHHBIMH,
a HEKOTOphIE Jake OTKA3bIBAIOTCA TOBOPUTH O
TOM, T]I¢ OHH >KUBYT.

[Iutanue sABNAETCA TAaKKE BAXKHBIM KOM-
MIOHEHTOM J>KHM3HM MOJIJAaBCKOIO MHIPAHTA.
Yamie Bcero JIOAU CTPEMATCS COKOHOMHUTH Ha
COOCTBEHHOM TUTAHWU, TPUBE3TH KaK MOIKHO
OoJIbllIe JeHEer TOMOM, cBoel cembe. OCHOBHAs
Macca MUTAeTCa B OCHOBHOM BCYXOMSTKY, HEKa-
YECTBEHHO M HecHcTeMaruuecku. B 1o ke
BpeMsl BCTPEYAIOTCS ClIydau, Korja paborona-
TCJIb KOPMHUT CBOUX HHOCTPAHHBIX pa6OTHI/IKOB
WK JacT UM JACHBI'W Ha IMUTAHHUEC, HO I3TO IIPO-
HUCXOJHUT KpalHe pelKo.

Yro kacaercs KyJIbTYpHOM ajamnTaly, TO
Ha  Tepputopun  Poccuiickoi
CYIIECTBYIOT Oosee 50 pa3nuuHBIX JUACIIO-
paNbHBIX OpraHu3alui, cpenu Kotopbix: Kon-

®denepayu

rpecc MOIAABCKUX TPOMBIIUICHHUKOB U TIpea-
Mocksa); PerunonansHas
oOmecTBenHast opranuzanus  «LleHTp cozel-
CTBUSI OOBEIMHEHUIO W TIOJJIEPKKH MOJIIABCKOM
Mononexm» (r. MockBa), OOIecTBeHHas opra-
Hmsaiust  «DegepanpHast HanponansHo-Kysb-
TypHas  ABroHoMuss  Monpmasan  Poccuny»
(r. Mockga), Coro3 raray3os (r. Mockga), Peruo-
HanbHasE oOIIecTBeHHas opraHm3aius «Deme-
panbHast HanwmonansHo-KynbTypHas ABTOHOMUS
Monnasan «/loiHay (r. OnuHII0BO), MommaBckas
HAIMOHAIIBHO-KYJIbTYpHast aBTOHOMUS T. CaHKT-
[lerepOypra (r. Cankr-IlerepOypr), OOmect-
BeHHasi opraHuzanus «MecTHas HalMOHAIBHO-
KyJIbTypHass aBTOHOMUSI MoJiaBaH roponaa Coumy»
(r. Coum), OOmIecTBeHHass OpraHHU3aIMs MOJI-
nasaH T. bparck (Mpkyrckas ob6nacts), Kypckas
peTHOHaNbHAasE ~ OOIIECTBEHHAss  OpraHW3aIys
«OO1IeCTBeHHO-KYABTYPHBI HEeHTp «OO0muHa
mongasan»  (Kypckas ob6macte), KpacHosp-
CKUIl MOIIJABCKUN HAIIMOHAJBHBIA KyIbTYpHBIN
Hentp «Batpa» (Kpacnosipckuii kpait), Jluneukas
pervoHaNbHAsT ~ OOIIECTBEHHAss  OpPTaHW3aITHs

npuHuMaTenen  (T.

COJICHCTBUSL Pa3BUTUIO M TOJJIEPKKE MOJIIAB-
CKO# KynbTypsl «PommHay (JInmerkas 0071acTh)
ut.m [1].

and Entrepreneurs (Moscow); the Regional
Public Organization “Centre for Promoting the
Unification and Support of Moldovan Youth”
(Moscow), the Public Organization “Federal
National and Cultural Autonomy of Moldovans
of Russia” (Moscow Moscow), Gagauz Union
(Moscow), Regional public organization
“National-Cultural Autonomy of Moldovans
“Doina” (Moscow Odintsovo), Moldavian
National-Cultural Autonomy of St. Petersburg
(St. Petersburg), Public organization “Local
National-cultural Autonomy of Moldovans of
Sochi”  (Sochi), Public organization of
Moldovans of Bratsk (Irkutsk region), Kursk
regional public organization “Community of
Moldovans” (Kursk region), Krasnoyarsk
Moldavian National Cultural Centre “Vatra”
(Krasnoyarsk — Territory), Lipetsk Regional
Public Organization for the Promotion and
Support of Moldavian Culture “Rodina”
(Lipetsk region), etc. [1].

On the territory of the Russian Federation,
the Embassy of the Republic of Moldova in the
Russian Federation is the body responsible for
strengthening relations with the Moldovan
community and providing it with the necessary
assistance in order to improve and promote the
culture and traditions of Moldova on the
territory of the Russian Federation. Moreover,
the Embassy also organizes cultural events
aimed at improving the image of Moldova in
Russia, involves the Moldovan community in
processes aimed at strengthening trade, eco-
nomic, cultural and humanitarian relations be-
tween the Republic of Moldova and the Russian
Federation; provides assistance in establishing
contacts with relevant institutions of the Russian
Federation to improve the dialogue between
the countries.

Discussion and conclusion

During the recent decades, migration has
become a significant factor for many countries
of the world. This has an impact on the
transformation of the political, social and
economic life of the recipient countries. And
almost always, population migration has unpre-
dictable economic and social consequences for
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Ha tepputopun Poccuiickoii @enepauuun
[loconsctBO PecnyOmuku Mongoa B PO
SIBIIICTCSI TEM OpPraHOM, KOTOPBIH OTBEYaeT 3a
YKpeTsIeHHe OTHOIICHHM C MOJIaBCKOW OOIIH-
HOM W OKa3bIBaeT el HeOOXOTUMYIO0 TIOMOIIb C
LENBI0 YIYYIIECHUS ¥ IPOJBUKECHHS KYIbTYPBI U
Tpagunuii PecnyOnuku MonmoBa Ha Teppu-
Topun P®. bomnee TOro, IMOCOJBCTBO TaKKe
3aHMMAETCsl OpraHu3alued KyJbTYpHBIX MeEpo-
NPUATHN, KOTOpBIE HANpaBJIEHbl HAa YIy4IIEHUE
nMuaka Monnosel B Poccun, BoBiIeKast MOJIIaB-
CKyI0 OOIIMHY B HPOLIECCHI, HANPABJICHHBIC Ha
YKPEIIEHUE TOPTOBO-3KOHOMHYECKUX W KyJb-
TYpPHO-TYMaHUTapHBIX OTHOLICHHA Mexnay Pec-
nyonmkoit MongoBa u Poccuiickoit ®enepa-
LYel; IpeaoCTaBisieT OMOIIb B YCTaHOBJIEHUHU
KOHTAKTOB C TMPOQWILHBIMH YUPEKICHUSIMH
Poccuiickoii denepanuu Juisl yIydlleHUAs] Aua-
JI0Ta MEXKAY CTpaHaMH.

O0cy:k1eHHe U 3aKITI0YeHne

B nocnemHue nmecATHNETHS  MUTpanys
HaceNeHUsl CTala 3HAYMTEIbHBIM (aKTOpOM IS
MHOTUX CTpaH MHpa. DTO OKa3bIBaeT BIUSHUE HA
TpaHc(OpMALIMIO TIOJIMTHYSCKON, COLMATBHON U
9KOHOMHYECKON JKM3HH CTpaH-pELIMIIMEHTOB U
MOYTH BCErZJa MUIpalys HacelneHus HMEeT
HEMpEICKa3yeMble SKOHOMUYECKHE M COLMAab-
HbIE TOCIEACTBUS Ul BCeX CTpaH. Murpanms
criocobcTByeT Oonee 3(h(heKTUBHOMY HCIIONB30Ba-
HHUIO PECYpPCOB HE TOJIBKO pabodell CUibl, HO U
(DMHAHCOBBIX PECYPCOB, YTO CHIOCOOCTBYET POCTY
SKOHOMHKH PETHOHA B ILIeIoM. B GosbmmHCTBE
Pa3BUTHIX CTpaH MUTpalys HrpaeT BaKHYIO
BCIIOMOTaTeNbHYI0 pOJIb, TOMOTasi YCTPaHUThH
nucbanaHc Ha MECTHOM pbIHKE Tpyna, obec-
MEYUTHh MPaBHIbHOE (PYHKIMOHMPOBAHHE MPO-
M3BOJICTBA M aKTHBHU3MPOBAaTh WHBECTUIIMOHHBIN
MpPOLECC, TEM CaMbIM IPHHOCS 3HAYUTEIbHBIE
BBITO/BI CTPaHe.

Murpamusi Hacenenus u3 PecmyOnuku
MonnoBa B Poccuiickyto ®enepauuio Mpes-
CTaBJISIET COOOM TOBOJILHO MHTEPECHBIN (DaKTOP.
JIroqy Havanu MUTpUpPOBaTh M3 MonjgaBuu B
Poccuto cpazy xe nocne pacnana CCCP, mHo-
e MNpOJOJDKAIOT €3AWTh Ha 3apadOTKU B
Poccuto u cerognsi, 4ToObl Kak-T0 MPOKOPMHUTD
CBOMX OJIM3KUX W POTHBIX. MHUTPUPYIOT JIOAH
B OCHOBHOM M3-3a IIOCTOSIHHO YXYJIIAIOIIETOCS
SKOHOMMYECKOT0  IojiokeHus  PecrnyOnuxu
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all countries. Migration contributes to a more
efficient use of resources, not only labour, but
also financial resources, which contributes to
the economy of the region as a whole. In most
developed countries, migration plays an
important supporting role, helping to eliminate
the imbalance in the local labour market,
ensure the proper functioning of production
and activate the investment process, thereby
bringing considerable and significant benefits
to the country.

The migration of the population from the
Republic of Moldova to the Russian Federation
is a rather interesting factor. People began to
migrate from the Republic of Moldova to
Russian Federation immediately after the
collapse of the USSR and many continue to go
to work in Russia today to somehow feed their
loved ones and relatives. People migrate mainly
due to the constantly deteriorating economic
situation in Moldova, the high unemployment
rate in the country, low wages, which it is
impossible to feed even their relatives and
friends, poverty and other reasons that are
mainly related to the economy in the country.
Why exactly do they choose Russia? For several
reasons, firstly, because Russia is not so far
away and it was possible to get to the pandemic,
both by train, and now by bus or plane.
Secondly, due to the Russian language. Thanks
to the knowledge of the language, people can
find a job faster and it is more highly paid.
Thirdly — cultural and religious proximity,
which is important. Thanks to this, Moldovans
can settle in Russia faster in order to bring
their relatives and friends there in the future.

Highly qualified personnel migrate mainly
from the country, which affects the country as a
whole. Professors, teachers, doctors — there
are already not enough of these specialists at
home, and in Russia they work in low-skilled
jobs that do not correspond to their education
and level of intelligence.

The integration and adaptation of
Moldovan migrants into Russian society takes
place in different ways depending on the social
status of the migrant and his role in society.
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MonnoBa, BBICOKOTO YypOBHSI 0e3paboTHIBl B
CTpaHe, HU3KUX 3apabOTHBIX IJIAT, HA KOTOpBIC
HEBO3MOKHO TPOKOPMHUTH AK€ CBOMX POJHBIX
n Onm3kmx, OCMHOCTH W TPOYMX IPHYHH,
KOTOphIE B OOJBIIMHCTBE CBOEM CBS3aHBI C
9KOHOMHUKOH B ctpaHe. [louemy oHEM BBIOMparoT
nMeHHO Poccrio? Ilo HECKOJIBKUM NpUUYMHAM:
BO-TIEPBBIX, Poccus pacrnojoxkeHa He Tak
JaNeKo, U J0eXaTh MOXKHO OBIJIO KaK Ha TOe37e
(mo maHgemuu), TaKk celyac Ha aBTOOyCe WM
camoreTe. Bo-BTOpBIX, 3HaHNE PYCCKOTO SI3BIKA.
brnarogapsi 3HaHWIO s3BIKAa JIFOOM MOTYT cebe
ObIcTpee HaiiTm OoJiee BBICOKOOILIAYUBAEMYIO
paboty. B-TpeThux, KynbTypHas ¥ PETUTHO3HAS
ONMU30CTh, YTO SIBJISIETCSI HEMalloBaXHBIM. bra-
rofapsi 3TOMy MOJIJaBaHaM Jierde 000CHOBAThCS
B Poccuu, 4roObl B JajbHEHIIEM IEpPEBE3TH
TyJla CBOMX POJHBIX U OJHM3KHX.

B ocHOBHOM U3 cCTpaHBl MHUTPHPYIOT
BBICOKOKBATM(UITUPOBAHHBIE Kallpbl, OT Yero
cTpamaer crtpaHa B menoMm. llpodeccopa, yun-
TeNsI, Bpadll — yXe cefdac 3THX CIEeIUAINCTOB
He xBataeT B PecnyOnmuke Monmosa, B Poccun
K€ OHM PabOTalOT HAa HHU3KOKBAIH(PHUIIMPOBAH-
HBIX paboTax, HE COOTBETCTBYIOIIUX HX 0O0pa-
30BaHUIO U YPOBHIO HHTEIJIEKTA.

WuTerpanust M agantanuy MOJIABCKUX
MUTPAHTOB B POCCHICKOE OOIIECTBO MPOXOIUT
M0-pa3HOMY, B 3aBHUCHUMOCTH OT COILMAIBHOTO
cTaryca MHIpaHTa W €ro POJM B OOIIECTBE.
TpyaoBbIM MUTpaHTaM 3HAUUTEIHHO CIIOYKHEE
WHTETPUPOBATHCS, OCOOCHHO TEM, KTO Haxo-
IuTcs Ha TeppuTopun Poccum Ha HeneragbHOM
ocHoBe. 1M Tpy/iHEee HalTH paboTy, CHATH KHJIbE
U TIONyYUTH JOCTYN K MEIUIMHCKUM YCIIyTaM.
Tem ’xe, KTO HaxoguTCsA JIETAJIBHO HAa TEppH-
Topun P®, BraseeT pyccKuM S3BIKOM, IMPOILECC
MHTETPalMM U aJlalTalil IPOXOJUT JOCTaTOYHO
JIETKO, TIO9TOMY 3TH TpaXkJaHe B OOJBITHHCTBE
ocratorcst B Poccum HaBcerjia, mepeBO3ST CBOMX
ONMM3KUX WM POJHBIX M HAYMHAIOT O0YCTpanBaTh
CBOIO KM3Hb Y€ Ha Teppuropuu PO.

Takum 00pa3zoM, MHUTrpanusi HaceJIeHUs 3
Pecriy6iukn Monnosa B Poccuiickyro ®enepa-
LU0 NPEHMYLIECTBEHHO sIBIseTCs Oe3BO3BpaT-
HOW, nprexas B Poccuro, MHOTHE U3 HUX HAXOIAT
B HEHl CBOIO POJWHY, IEPEBO3AT TyAa CBOHUX
POIHBIX M OJIM3KHUX U OCTAIOTCS TaM JKHUTb.

It is much more difficult for migrant workers to
integrate, especially those who are in Russian
Federation on an illegal basis. It is more difficult
for them to find a job, rent a house and get
access to medical services. Those who are
legally in the territory of the Russian Federation
speak Russian language, the process of inte-
gration and adaptation is quite easy, so many
such citizens stay in Russia forever, transport
their loved ones and relatives and begin to
settle their lives already on the territory of the
Russian Federation.

Thus, the migration of the population
from the Republic of Moldova to Russian
Federation is basically irrevocable, having
arrived in Russia, many of them find their
homeland there and stay there to live, trans-
port their relatives and friends there and stay
there to live.
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Articolul dat prezinta perspectivele strate-
gice de dezvoltare a imaginii intreprinderii.
Imaginea intreprinderii reprezinta o sursa puter-
nica de avantaj competitiv, care ofera posibili-
tatea companiei de a genera plusvaloare pe
termen lung. Prin intermediul cadrului opera-
tional de management al conceptului de brand,
intreprinderea abordeaza imaginea din punct de
vedere strategic, pornind de la planificare si
incheind cu monitorizarea si imbunatatirea con-
tinud a aspectelor ce tin de imagine. Pe durata
ciclului de viata a organizatiei, conceptul de
brand al intreprinderii trece prin procesul de
lansare, elaborare si fortificare, fapt ce presu-
pune selectarea directiilor strategice la nivel de
concept de brand (functional, simbolic, expe-
riential). Abordata din aceasta perspectiva, ima-
ginea companiei este consolidatd intr-o manierd
consecutiva §i, drept urmare, poate avea un
impact de lunga duratd asupra competitivitatii
intreprinderii pe piatd.

Cuvinte-cheie: imagine, intreprindere,
brand, strategii, concept, avantaj competitiv,
ciclu de viata.

JEL: M3L1.

Introducere

In elaborarea strategiilor de dezvoltare a
imaginii care pot directiona companiile spre
obtinerea unor avantaje competitive sustenabile,
acestea trebuie sa se focuseze pe aspecte unice,
greu de replicat si care contribuie la procesul de
creare a plusvalorii pentru consumatori. Strate-
giile durabile, ce pot propulsa o companie catre
obtinerea unui avantaj competitiv sustenabil,
trebuie sa inglobeze o serie de caracteristici.
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This article presents the strategic per-
spectives for developing the company's image.
Corporate image is a powerful source of compe-
titive advantage that enables a company to
generate long-term added value. Through the
operational framework of brand management,
the company addresses image strategically, star-
ting with planning and ending with monitoring
and continuous improvement of image aspects.
Throughout the life cycle of the enterprise, the
company’s brand concept goes through the pro-
cess of launching, developing, and strengthe-
ning, which involves selecting strategic direc-
tions at the brand concept level (functional, sym-
bolic, experiential). Approached from this per-
spective, the company’s image is strengthened in
a consequential manner and, as a result, can
have a long-lasting impact on the company's
competitiveness in the market.

Keywords: image, company, brand, stra-
tegies, concept, competitive advantage, life cycle.

JEL: M31.

Introduction

In developing image-building strategies
that can drive the companies towards sustainable
competitive advantage, they need to focus on
unique, hard-to-replicate aspects that contribute
to the process of creating consumer value. A lot
of elements must be included in sustainable
strategies for a business to achieve sustainable
competitive advantage. According to J. Graham,
referring to a company as a whole, a sustainable
competitive advantage, must contain three key
characteristics. These must be unique to the firm
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Referindu-ne la o companie per-ansamblu, un
avantaj competitiv sustenabil, in opinia lui
Graham J., trebuie sa aiba trei caracteristici prin-
cipale. Acestea trebuie sa fie specifice intreprin-
derii in cauza, trebuie sa fie greu de replicat sau
copiat de catre competitori si, nu in ultimul rand,
trebuie sa contribuie la crearea plusvalorii pen-
tru consumatori [3, p. 136]. Procesul de creare a
plusvalorii poate fi direct si se manifesta printr-
un nivel tehnologic superior, prin deservire mai
buna, o diferentiere semnificativd asupra felului
in care este perceput brandul si disponibilitatea
nemijlocita a produsului. Resursele care contri-
buie la obtinerea acestor beneficii implica dota-
rile tehnologice ale firmei, angajatii echipati si
motivati, precum si, desigur, brandingul, imagi-
nea, si reputatia de care se bucurd compania in
randul consumatorilor. Aceste resurse au un
impact direct asupra procesului de creare a valorii
si, din acest motiv, trebuie tratate cu cea mai mare
seriozitate de catre iIntreprinderile care urmaresc
obtinerea avantajelor competitive sustenabile.
Avantajele competitive se pot obtine in
baza celor doua directii prioritare: dominarea cos-
turilor si strategia de diferentiere. Pentru com-
paniile din Republica Moldova, strategiile de
diferentiere sunt mai realizabile si scot in evi-
dentd contributia marketingului in utilizarea
acestora. Comunicarea imaginii reprezintd una
dintre activitatile fundamentale ale marketingului
si aceasta implicd urmatoarele decizii strategice:
selectarea unui concept de brand, identificarea
tipurilor de nevoi pe care compania intentioneaza
sd le satisfaca (functionale, simbolice, experien-
tiale) si implementarea mixurilor corespunzatoare
de marketing, pe tot parcursul ciclului de viata al
companiei: lansare, elaborare, fortificare.
Imaginea companiei trebuie privita prin
prisma tuturor partilor interesate si reprezintd o
sursd importantd de avantaj competitiv, partile
interesate fiind: guvernul, investitorii, grupurile
politice, clientii/consumatorii, comunitatile, anga-
jatii, asociatii si furnizorii. Elaborarea strategii-
lor de imagine nu reprezintd o activitate care se
rezumd doar la departamentul de marketing.
Astfel, modelul capitalului relational, care cu-
prinde o varietate de elemente cum ar fi: con-
stientizarea publica, favorabilitatea, personalita-
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in question, they must be difficult to replicate or
being copied by competitors, and, last but not
least, they must contribute to the creation of
added value for consumers [3, p. 136]. The
process of creating added value can be direct
and can take the form of superior technology,
better customer service, significant brand dis-
tinction and direct product availability. The re-
sources that contribute to these benefits involve
the company's technological endowments, its
well-equipped and motivated employees and, of
course, the branding, image and reputation the
company enjoys among consumers. These
resources have a direct impact on the value crea-
tion process and, for this reason, must be treated
with the utmost seriousness by companies
seeking sustainable competitive advantage.

Competitive advantages can be achieved
based on two priority directions: cost dominance
or differentiation strategy. For Moldovan com-
panies, differentiation strategies are more feasible
and highlight the contribution of marketing in
achieving them. Image communication is one of
the fundamental activities of marketing and
it involves the following strategic decisions:
selecting a brand concept, identifying the types
of needs the company intends to satisfy (func-
tional, symbolic, experiential), and implemen-
ting appropriate marketing mixes throughout
the company’s life cycle: launch, development,
fortification.

The company’s image must be viewed
through the lens of all stakeholders and repre-
sents an important source of competitive advan-
tage, the stakeholders being: the Government,
investors, political groups, customers/consu-
mers, communities, employees, associates and
suppliers. Developing image strategies is not
just an activity that is limited only to the mar-
keting department. Thus, the relational capital
model, which encompasses a variety of elements
such as public awareness, favoritism, perso-
nality, reputation and perceptions must be taken
into account in the development process. Coor-
dinating and integrating image management
activities at a senior level will lead to bridging
the gaps that may exist between the desired and
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tea, reputatia si perceptiile, trebuie luat in consi-
derare in procesul de elaborare. Coordonarea si
integrarea activitatilor de management a ima-
ginii la nivel superior va duce la eliminarea
decalajelor ce pot exista intre imaginea dorita si
cea actuala, contribuind, astfel, la obtinerea unor
avantaje competitive sustenabile.

Metode aplicate

In cadrul procesului de elaborare al artico-
lului, autorul a studiat o serie de surse atat teo-
retice, cat si practice. Printre metodele de cer-
cetare, la care a facut apel autorul, se eviden-
tiazd analiza si sinteza literaturii de specialitate
studiate deciziile strategice la nivel de concept
de brand si etapele prin care acest concept se
materializeaza in activitatea de marketing a
intreprinderii. De asemenea, autorul a utilizat
deductia si inductia logica in deducerea relatiilor
de cauza-efect dintre imagine si competitivitate.

Rezultate si discutii

Michael Porter a identificat doud cai prin-
cipale intru crearea avantajelor competitive [6,
p. 34]. Prima presupune dominarea industriei
din perspectiva costurilor. Aceastd dominare se
realizeaza prin obtinerea economiilor de scala,
care reprezintd unul din cei mai importanti fac-
tori in reducerea costurilor. Experienta si efec-
tele de invatare, de asemenea, joaca un rol
important in reducerea costurilor, deoarece anga-
jatii devin foarte eficienti Tn urma repetarii
operatiunilor. Cea de a doua strategie genericd a
lui Porter are la baza diferentierea. Pentru ma-
joritatea companiilor din Republica Moldova si,
in special, pentru companiile care activeaza in
sectorul de confectii, strategia diferentierii este
una mult mai fezabila, tindnd cont de con-
strangerile cu care se confruntd acest sector al
economiei. Diferentierea are loc datorita facto-
rilor, proceselor, elementelor si componentelor
care dau firmei un caracter si o identitate unica.
Diferentierea unei companii se manifestd prin
felul in care produsele, strategiile de pret,
canalele de distributie, de promovare si brandin-
gul acesteia difera de produsele concurentilor. in
acest articol ne vom referi cu precadere la
diferentierea intreprinderilor prin intermediul
imaginii si a brandingului. Pozitionarea presu-

actual image, thus contributing to sustainable
competitive advantages.

Applied methods

The author studied a variety of theoretical
and applied literature when researching and
writing the article. Among the research method,
to which the author has appealed, the analysis
and synthesis of specialized literature in the
field of image and competitiveness is high-
lighted. Strategic decisions at the brand concept
level and the stages through which this concept
materializes in the marketing activity of the
company have been studied. The author also
used deduction and logical induction in dedu-
cing cause-effect relationships between image
and competitiveness.

Results and discussions

Michael Porter has identified two main
paths to creating competitive advantages [6,
p. 34]. The first involves dominating the indus-
try from a cost perspective. This dominance is
reached by achieving economies of scale, which
is one of the most important factors in reducing
costs. Experience and learning effects also play
an important role in cost reduction, as
employees become highly efficient as a result of
repeated learning. Porter’s second generic stra-
tegy is based on differentiation. For most com-
panies in the Republic of Moldova, and espe-
cially for companies operating in the garment
sector, the differentiation strategy is much more
feasible, given the constraints faced by this
sector of the economy. Differentiation occurs
due to factors, processes, elements and compo-
nents that give the company a unique character
and identity. A company’s differentiation mani-
fests itself in the way its products, pricing stra-
tegies, distribution and promotion channels, and
branding differ from competitors’ products. In
this article we will mainly refer on the diffe-
rentiation of enterprise through image and
branding. Positioning involves placing the
consumer at the center of a company’s business,
so that the company occupies a distinct place in
the mind of the consumer. With the advent of
the marketing concept in the 1950s, the Unique
Selling Proposition (USP) concept also emerged

Revista / Journal ,, ECONOMICA” nr.3 (121) 2022



ECONOMIE, BUSINESS S| ADMINISTRARE/ ECONOMICS, BUSINESS AND ADMINISTRATION

pune plasarea consumatorului in centrul acti-
vitatii unei companii, astfel incat compania sa
ocupe un loc distinct in mintea consumatorului.
Odata cu aparitia conceptului de marketing, 1n
anii ‘50, si-a facut aparitia si conceptul Propu-
nerii Unice de Vanzare (PUV), care are la baza
elementul diferentierii. Theodore Levitt impreuna
cu Rosser Reeves sustineau ca ,,diferentierea
este una dintre cele mai importante activitati
strategice si tactice 1n care companiile trebuie sa
fie implicate” [4, p.114]. Astfel, o companie tre-
buie sa prezinte/comunice care sunt acele bene-
ficii unice ale produselor sau serviciilor acesteia,
ce permit companiei sd se evidentieze (diferen-
tieze) din multitudinea de companii concurente.
Referindu-ne la diferentiere prin brand si ima-
gine, accentul trebuie pus pe stabilirea si for-
marea unor legituri emotionale cu compania in
cauzd. Imaginea bund de care se bucurd o intre-
prindere are potentialul de a stimula achizitiile,
prin faptul ca simplificd procedurile decizionale
ale consumatorilor. Una din legaturile cele mai
evidente dintre imagine si satisfactie este calita-
tea. O companie, care este perceputd ca oferind
produse de calitate, va avea mai putini consu-
matori nemultumiti si profituri mai mari si, ulte-
rior, se va transfera intr-un avantaj competitiv.
Un grad 1nalt de satisfactie in randul consu-
matorilor, de asemenea, se materializeaza intr-0
imagine favorabila, deoarece genereaza marke-
ting de tip word-of-mouth. Si, fiindca imaginea
reprezintd felul in care o companie este perce-
puta de catre publicul ei, formarea si modelarea
acesteia se realizeaza prin intermediul relatiilor
cu publicul si a intregului instrumentar de mar-
keting de care dispune compania (publicitate,
promovare, propagandd, comunicare).
Transmiterea sau comunicarea imaginii
catre o piatd tintd reprezintd una din activitatile
fundamentale ale marketingului. O comunicare
bine pusa la punct contribuie la stabilirea pozi-
tiondrii companiei pe piatd, beneficiind de o
diferentiere 1n raport cu concurenta. Tinand cont
de aceste implicatii, gestionarea imaginii pe
termen lung reprezintd o activitate cruciala pen-
tru toate intreprinderile care urmaresc obtinerea
si mentinerea unui avantaj competitiv. Imaginea
companiei nu reprezintd doar un fenomen per-
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based on the element of differentiation. Theo-
dore Levitt together with Rosser Reeves argued
that “differentiation is one of the most important
strategic and tactical activities in which com-
panies must constantly engage” [4, p.114]. Thus,
a company must present/communicate what are
those unique benefits of its products or services
that allow the company to stand out (diffe-
rentiate) from the crowd of competing compa-
nies. Referring to brand and image differen-
tiation, the focus should be on establishing and
forming emotional bonds with the company in
question. A company’s good image has the
potential to stimulate purchases by simplifying
consumers’ decision-making procedures. Quality
is one of the most obvious links between image
and satisfaction. A company that is perceived as
offering quality products will have fewer
dissatisfied consumers and higher profits that
translate into a competitive advantage. A high
degree of consumer satisfaction also translates
into a favourable image because it generates
word-of-mouth marketing. Since image repre-
sents the way a company is perceived by its
audience, its formation and shaping are achieved
through public relations and all the marketing
tools available to the company (advertising, pro-
motion, propaganda, communication).
Conveying or communicating image to a
target market is one of the fundamental activities
of marketing. Well-targeted communication
helps to establish the company’s position in the
market and differentiates it from the competition.
Given these implications, long-term image ma-
nagement is a crucial activity for all companies
seeking to gain and maintain a competitive
advantage. Company image is not only a per-
ceptual phenomenon that is influenced by
company communications alone, but also the
consumer perception that is formed by a per-
vasive understanding of all branding activities in
which the company is involved. Aaker D. argues
that “positioning and repositioning strategies,
that address aspects of the company’s image do
not usually provide some direction on how the
image can be managed in the long term” [1,
p.268]. Instead, in the short term, market factors
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ceptual care este influentat doar de comunicarile
din cadrul asociatiei, ci si perceptia consuma-
torului care se formeaza in urma intelegerii, per
ansamblu, a tuturor activititilor legate de bran-
ding in care este implicatd compania. Aaker D.
sustine cd ,,strategiile de pozitionare si de repo-
zitionare care abordeaza aspectele imaginii com-
paniei, de reguld, nu oferd anumite directii
asupra felului in care imaginea poate fi gestio-
nati pe termen lung” [1, p.268]. in schimb, pe
termen scurt, factorii de piatd, precum nevoile
curente ale consumatorilor si strategiile concu-
rentilor stau la baza gestiondrii imaginii com-
paniei. Deoarece deciziile ce tin de pozitionare
si repozitionare sunt luate in urma unei analize
situationale SWOT (Strengthts, Weaknesses,
Opportunities, Threats), aceste decizii nu au o
orientare strategica. Astfel, in procesul de
elaborare a strategiilor de dezvoltare a imaginii
intreprinderilor, e necesara o abordare pe termen
lung, cu un cadru operational corespunzator.
Dezvoltarea si gestionarea imaginii oricarei
intreprinderi necesita o coordonare a activitatilor
de comunicare cu restul activitatilor de vanzare.
Park W., Bernard J. si Macinnis D. inainteaza un
cadru operational, intitulat Managementul Con-
ceptului de Brand (MCB) (figura 1), care pre-
supune planificarea, implementarea si controlul
aspectelor ce tin de imagine, pe tot parcursul
existentei companiei. Conceptul de brand al unei
companii reprezintd acea semnificatie derivata
din nevoile fundamentale ale consumatorului,
care pot fi functionale, simbolice si expe-
rientiale. Astfel, selectarea conceptului, inainte
de penetrarea unei piete, stabileste granitele stra-
tegiilor de pozitionare si drept urmare, influen-
teazd imaginea perceputd a companiei. Odatd ce
conceptul initial a fost stabilit, acesta este gestionat
pe parcursul a trei faze: lansare, elaborare si
fortificare. Prin identificarea conceptului de brand,
0 companie obtine masurile prin care imaginea
poate fi dezvoltata, mentinuta si controlata.

such as current consumer needs and competi-
tors’ strategies underpin the management of the
company’s image. Since positioning and repo-
sitioning decisions are made following a SWOT
(Strengths Weaknesses Opportunities Threats)
situational analysis, these decisions are not stra-
tegically oriented. Thus, in the process of deve-
loping corporate image development strategies,
a long-term approach with an appropriate ope-
rational framework is needed. Corporate image
development and management requires coor-
dination of communication activities with the
rest of the sales activities. Park W., Bernard J., and
Macinnis D. put forward an operational frame-
work, called Brand Concept Management
(BCM) (figure 1), which involves planning,
implementing and controlling aspects of image
throughout the company’s existence. A compa-
ny’s brand concept represents that meaning
which is derived from the fundamental needs of
the consumer which can be functional, symbolic
and experiential. Thus, concept selection prior to
market penetration sets the boundaries of posi-
tioning strategies and, as a result, influences the
perceived image of the company. Once the ini-
tial concept has been selected, it is managed
through three phases: launch, elaboration, and
fortification. By identifying the brand concept, a
company obtains the measures by which the image
can be developed, maintained and controlled.
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Concept Brand: |Selec;le!Selection |—| Lansare/Launch |—
Etape/Stages / J
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Elaboraucn Fomf' cation
Functional Simbolic/  Experiential/ Functional/  Simbolic/ Expériential/

Functional
Functional
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Capacitati
functionale de
solutionare a
problemelor/
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problem-solvirt
capabilities

Strategii de pozitionare/
Positioning strategies

Elaborarea mixului de marketing
tindnd cont de situatia
competitiva/ Marketing mix
development considering the
competitive situation

imaginii/

Perceptia consumatorului
asupra imaginii/ Consumer
perception on image

Simbolic/  Experiential
Symbolic  Experiential
Grup de Stimulare
referint@ cognitiva/
asocieri de  senzoriald/
valorificare a Cognitive/
ego-ului/ sensory
Reference  stimulation
group/

ego-enhancing
associations

Elaborarea mixului corespunzator
de marketing pentru stabilirea

Develop the appropriate

marketing mix to establish the image

Generalising problem-solving

Functiomal  Symbolic Enpenenual

Strategie de specializare Strategie de Su‘ale:la accesoriilor
focusatd pe solutionarea protectie a de brand
problemelor pietei/ Strategia refelei de
Strategie generalizatoare  Market brand/
de solutionare a protection  Brand associations
problemelor/ strategy strategy
Specialisation strategy Brand network
focused on problem solving strategy

strategy

Elaborarea mixului corespunzator
de marketing pentru imbunititirea valorii
imaginii/ Develop the appropriate
marketing mix to improve image value

Pozitionarea brandului in raport cu competitorii/
Brand positioning in relation to competitors

Functional ~ Symbolic Expenemnal

C onstrulrea
imaginii prin
produse noi
cu concepte
experientiale/

Construirea  Construirea

imaginii prin  imaginii prin
produse noi  produse noi

Cu concepte Cu concepte
functionale/  simbolice

Image building Image building Image building
through new  through new  through new
products with  products with  products with
functional symbolic experiential

concepts. concepts concepts

Elaborarea mixului corespunzitor
de marketing pentru asocierile
conceptului de brand/ Develop the appropriate
marketing mix for brand concept associations

Figura 1. Managementul Conceptului de brand — cadru strategic operational/
Figure 1. Brand Concept Management — strategic framework
Sursa: adaptata de autor dupa Park W., Bernard J., Macinnis D. [5]/
Source: adapted by the based on Park W., Bernard J., Macinnis D. [5]

Prima decizie strategica tine de stabilirea
conceptului de brand. Un factor important care
influenteaza procesul de identificare si stabilire
a conceptului dat il reprezintd nevoile consuma-
torului. Asa cum s-a mentionat anterior, nevoile
functionale sunt acelea care motiveaza spre cau-
tarea produselor ce rezolva anumite probleme de
consum. O Intreprindere a carui concept de
brand este definit prin prisma nevoilor functio-
nale va fi axatd pe solutionarea nevoilor de
consum generate din exterior. Pentru companiile
cu concepte functionale, elementele mixului
trebuie sa evidentieze aspecte ce tin de perfor-
manta functionald a produselor Intreprinderii si
de solutionare a problemelor cu care se con-
fruntd consumatorii. La aceastd etapa, mixul
trebuie sd comunice diferentele de performanta
in raport cu concurenta.

Nevoile simbolice sunt definite prin inter-
mediul dorintelor pentru produsele care satisfac
nevoile din interior, cum ar fi: nevoia de apar-
tenentd, semnalizarea statutului, proclamarea ego-
ului, autodepasirea etc. Cercetarile asupra com-
portamentului consumatorului si consumului scot
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The first strategic decision concerns the
selection of the brand concept. An important
factor influencing the selection process is con-
sumer needs. As mentioned above, functional
needs are those that motivate the search for
products that solve certain consumer problems.
A company whose brand concept is defined in
terms of functional needs will be focused on
solving externally generated consumer needs.
For companies with functional concepts, the
elements of the mix should highlight issues
related to the functional performance of the
company’s products and to solving problems
faced by consumers. At this stage, the mix
should communicate performance differences
relative to competitors.

Symbolic needs are defined through desi-
res for products that satisfy inner needs such as
the need to belong, status signalling, ego pro-
clamation, self-fulfilment, etc. Research on con-
sumer and consumption behaviour highlights an
important relationship between symbolic needs
and consumption. Thus, a company with a sym-
bolic brand concept is designed in such a way
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in evidentd o relatie importantd intre nevoile
simbolice si consum. Astfel, o companie cu un
concept de brand simbolic este conceputa in asa fel
incat sa se asocieze cu imaginea individului sau a
grupului de referintd. Pentru intreprinderile cu
concepte simbolice, elementele mixului de mar-
keting trebuie coordonate astfel Incat sia evi-
dentieze relatia brandului cu aparteneta de grup.
Activitatile de comunicare trebuie centrate pe
informarea consumatorilor vizati, cat si pe cei
ne-vizati intru crearea constientizarii si prefe-
rintelor pe ambele segmente. Activitatile opera-
tionale trebuie focusate pe reducerea barierelor
tranzactionale pentru consumatorii vizati, toto-
datd maximizand barierele tranzactionale catre
consumatorii ne-vizati, fapt ce poate fi realizat
printr-o politica de pret mai mare. O imagine
simbolica mai poate fi realizata si in baza carac-
teristicilor de brand, unde dimensiunea si forma
brandului limiteaza utilizarea acestuia doar la
consumatorii vizati.

Nevoile experientiale sunt definite prin
prisma dorintelor pentru produsele care oferd o
placere senzoriald, varietate sau o stimulare cog-
nitiva. Intreprinderile care inglobeaza acest
concept de brand sunt orientate spre satisfacerea
nevoilor de stimulare si/sau varietate. Pentru
intreprinderile cu un astfel de concept, strategiile
trebuie sd comunice efectul brandului asupra
satisfactiei senzoriale sau a stimularii cognitive,
care trebuie evidentiate in procesul de elaborare
a mixului de marketing.

Referindu-ne la etapa de lansare a cadru-
lui operational MCB, aceasta cuprinde un set de
activitati menite sa stabileasca imaginea si pozi-
tionarea companiei pe piatd la etapa de lansare.
Imaginea aleasa trebuie sa se incadreze in limi-
tele conceptului de brand selectat si sa fie
influentatd de prezenta unei nise pe piatd. La
aceastad etapa, mixul de marketing indeplineste
doua sarcini inrudite care au impact asupra
imaginii. Prima sarcind tine de comunicarea
imaginii, unde fiecare element al mixului afec-
teaza deductiile pe care si le formeaza consuma-
torii despre companie, din care si rezultd ima-
ginea actuald. 4 doua sarcind presupune deru-
larea activitatilor tranzactionale, ce implica eli-
minarea barierelor ce pot aparea in procesul de

that it is associated with the image of the
individual or reference group. For businesses
with functional concepts, the elements of the
marketing mix should highlight aspects related
to the functional performance of the enterprise’s
products and solving the problems faced by
consumers. At this stage, the mix must com-
municate the differences in performance in
relation to the competition

Experiential needs are defined in terms of
desires for products that offer sensory pleasure,
variety or cognitive stimulation. Companies that
embrace this brand concept are geared towards
satisfying needs for stimulation and/or variety.
For businesses with such a concept, strategies
need to communicate the brand’s effect on
sensory satisfaction or cognitive stimulation,
which need to be highlighted in the marketing
mix development process.

Referring to the launch phase of the BCM
operational framework, it comprises a set of
activities aimed at establishing the image and
positioning of the company in the market at the
launch phase. The chosen image must be within
the boundaries of the selected brand concept and
be influenced by the presence of a niche in the
market. At this stage, the marketing mix per-
forms two related tasks that have an impact on
the image. The first task concerns image com-
munication where each element of the mix
affects the inferences consumers form about the
company, from which the actual image is deri-
ved. The second task involves transactional
activities that involve removing barriers that
may arise in the acquisition process. The rela-
tionships between these two tasks are inter-
active, as the image facilitates the performance
of operational tasks that increase the consumer’s
willingness to overcome these barriers, which,
as a result, facilitates the effective performance
of the communication task. When the elements
of the marketing mix are consistent with the
communication tasks on the one hand, and the
operational tasks on the other hand, we can
speak of integrated communication. One of
the major shortcomings of companies in the
Republic of Moldova, in terms of marketing

Revista / Journal ,, ECONOMICA” nr.3 (121) 2022



ECONOMIE, BUSINESS S| ADMINISTRARE/ ECONOMICS, BUSINESS AND ADMINISTRATION

achizitii. Relatiile dintre aceste doua sarcini sunt
interactive, deoarece imaginea faciliteaza reali-
zarea unor sarcini operationale ce sporesc pre-
dispunerea consumatorului de a depasi aceste
bariere, care, in rezultat, favorizeaza desfasura-
rea eficientd a sarcinii de comunicare. Atunci
cand elementele mixului de marketing sunt con-
secvente cu sarcinile de comunicare, pe de o
parte, si cu sarcinile operationale, de cealalta
parte, putem vorbi de o comunicare integratd. Una
dintre deficientele majore ale ntreprinderilorlor
din Republica Moldova, in ceea ce tine de acti-
vitatea de marketing, se regaseste anume in aceasta
lipsa de sincronizare. Deoarece activitatea de
marketing se rezuma, in mare parte, doar la un
departament si doar cei din departament sunt
responsabili de elaborarea mixurilor de marketing,
rezultatele generate, de cele mai multe ori, nu se
suprapun cu sarcinile operationale si nu rezulta in
obtinerea unor efecte de sinergie. Dacd mixul de
marketing coordoneaza cu succes atét activitatile
de comunicare, cat si cele operationale, atunci
avantajul competitiv al companiei va fi mult mai
vizibil pe piata.

Pe parcursul etapei de elaborare, strate-
giile de dezvoltare trebuie focusate pe sporirea
imaginii, astfel incat superioritatea perceputa in
raport cu concurenta si poatd fi stabilitd si
sustinutd. Deoarece mediul competitiv este unul
dinamic si intr-o continud evolutie, activitatea de
crestere a valorii percepute este esentiald. Stra-
tegiile implementate la etapa de elaborare pre-
supun modificarea mixurilor de marketing. Fiind
plasate in cadrul operational MCB, strategiile
sunt ghidate de conceptul de brand, iar imaginea
care rezultd se armonizeaza logic cu conceptul
de brand si reprezinta o extensie rationald a ima-
ginii initiale. Printr-o astfel de abordare, se evita
posibilele ineficiente, care pot aparea atunci
cand schimbarea de imagine nu este ancoratd in
cadrul operational. Prin planificarea activitatilor
de pozitionare, la etapa de selectare a concep-
tului, Intreprinderile pot opera modificérile de
sine statator, fard a veni cu raspunsuri reactive la
presiunile care sunt exercitate de catre compe-
titori. Aceastd abordare prevede conceptul de
repozitionare, deoarece aceastd decizie este
determinata de conditiile curente in care se afla
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activity, is precisely this lack of synchroniza-
tion. Since marketing activity is mostly limited
to one department and only those in the depart-
ment are responsible for developing marketing
mixes, the generated results are often not in line
with operational tasks and do not result in
synergy effects. If the marketing mix successfully
coordinates both communication and operational
activities, then the company’s competitive
advantage will be more visible in the market.
During the development phase, develop-
ment strategies should focus on enhancing
image so that perceived superiority over the
competition can be established and sustained. As
the competitive environment is dynamic and
constantly evolving, work to enhance perceived
value is essential. Strategies implemented at the
development stage involve changing marketing
mixes. Being placed within the MCB opera-
tional framework, the strategies are guided by
the brand concept and the resulting image is
logically aligned with the brand concept and is a
logical extension of the initial image. Such an
approach avoids possible inefficiencies that can
arise when the rebranding is not anchored in the
operational framework. By planning positioning
activities at the concept selection stage, com-
panies can operate the changes themselves
without coming up with reactive responses to
pressures that are exerted by competitors. This
approach precedes the repositioning concept
because this decision is driven by the current
conditions in which the company finds itself.
Although developing the image at this stage
involves adjusting the designed image, it should
not be a departure from the original concept. As
in the launch phase, elements of the marketing
mix at the development stage will be most
effective in enhancing the value of the image
when they are consistent with operational and
communication objectives that complement each
other. The fortification stage involves consoli-
dation of efforts, the purpose of which is to link
a developed brand image to other brands that
may belong to the company. As the company’s
product portfolio grows, the benefit of more
products with a similar image strengthens the
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compania. Degi elaborarea imaginii la aceasta
etapad presupune ajustarea imaginii concepute,
aceasta nu ar trebui sa fie o plecare de la con-
ceptul initial. La fel ca si in faza de lansare,
elementele mixului de marketing, la etapa de
elaborare, vor fi mai eficiente in sporirea valorii
imaginii atunci, cand corespund cu obiectivele
operationale si de comunicare care se comple-
teaza reciproc. Etapa de fortificare presupune
consolidarea eforturilor, scopul carora este de a
stabili legatura intre o imagine elaboratd a unui
brand si alte branduri care pot apartine com-
paniei. Odata ce portofoliul de produse al com-
paniei creste, sporeste beneficiul mai multor
produse, iar cu o imagine similara intdresc ima-
ginea per ansamblu a companiei. Etapa de for-
tificare nu se aplica tuturor companiilor, deoa-
rece decizia de dezvoltare a produselor noi tine
cont de capacitatea unei companii de a produce
mai multe marfuri, bunuri si de mediul compe-
titiv in care aceasta se afla. Astfel, o companie
care nu este capabild din punct de vedere
financiar sa producd si sd comercializeze mai
multe produse, va fi incapabild sa implementeze
0 strategie de fortificare. Prin implementarea
acestui cadru operational, managementul com-
paniei este capabil sd determine, Tnainte de a
intra pe piatd, care vor fi strategiile de pozitio-
nare la fiecare etapd (lansare, implementare,
fortificare). Avand aceasta planificare strategica,
compania poate dezvolta resursele necesare pe
durata parcurgerii etapelor, astfel incat sa poata
fi implementatd o strategie de pozitionare la
etapa de fortificare.

Astazi, intreprinderile nu mai pot fi pri-
vite prin prisma modelului conventional, format
din intrari si iesiri, care este unidirectional si nu
cuprinde toate partile care formeaza organizatia.
Donaldson T. si Preston L. inainteazd modelul
companiei care inglobeaza teoria partilor inte-
resate (figura 2), unde toate partile implicate
interactioneaza cu organizatia, avand interese
legitime ce tin de obtinerea anumitor beneficii.

company’s overall image. The strengthening
stage does not apply to all companies, as the
decision to develop new products takes into
account a company’s ability to produce more
products and the competitive environment in
which it operates. Thus, a company that is not
financially capable of producing and marketing
more products will be unable to implement a
fortification strategy. By implementing this
operational framework, the company’s mana-
gement is able to determine before entering
the market what the positioning strategies will
be at each stage (launch, implementation, forti-
fication). With this strategic planning in place,
the company can develop the necessary resour-
ces throughout the stages so that a position-
ning strategy can be implemented at the forti-
fication stage.

Today, companies can no longer be vie-
wed through the prism of the conventional
input-output model, which is unidirectional and
does not capture all the parts that make up the
organization. Donaldson T. and Preston L., put
forward the stakeholder theory model of the
company (figure 2), where all stakeholders
interact with the company with legitimate inte-
rests in obtaining certain benefits.
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Grupuri
Guvernul/ Investitori/ politice/
Government Investors Political
groups
Clientii
Furnizorii/ Consumatorii/
. COMPANIA/ -
Suppliers Clients
COMPANY .
Consumers
Asociatii
comerciale/ Angajatii/ Comunitatile/
Commercial Employees Communities
associations

Figura 2. Modelul companiei — teoria partilor interesate/
Figure: Company Model — stakeholder theory
Sursa: adaptata dupa Donaldson T. si Preston L. [2]/
Source: adapted by the based on Donaldson T. si Preston L. [2]

Cand ne referim la elaborarea strategiilor
de dezvoltare a imaginii companiilor, acestea
trebuie sd fie in concordantd cu tot ceea ce
reprezintd managementul partilor interesate.
Imaginea intreprinderii reprezintd un activ foarte
valoros pentru companie §i acesta ar trebuie sa
fie gestionat dintr-o perspectiva strategica. Ca-
drul operational pentru gestionarea activelor
imaginii este oferit de citre managementul par-
tilor interesate. Rezultatul aducerii acestor doud
concepte impreuna ar trebui sa fie un cadru ope-
rational capabil sd examineze legiturile dintre
practica managementului partilor interesate si
atingerea acelor obiective de performantd, la
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When it comes to developing company
image development strategies, they need to go
hand in hand with everything that is stakeholder
management. Company image is a very valuable
asset for the company and it should be managed
from a strategic perspective. The operational
framework for managing image assets is pro-
vided by stakeholder management. The result of
bringing these two concepts together should be
an operational framework that is able to examine
the links between stakeholder management
practice and the achievement of those company-
wide performance objectives. The multidimen-
sionality of image that is one of the fundamental
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nivel de companie. Multidimensionalitatea ima-
ginii, ce reprezintd una din caracteristicile fun-
damentale ale acestui concept, reprezintda esenta
managementului imaginii companiei.

Concluzii

Imaginea companiei trebuie privitd prin
prisma tuturor partilor interesate care interac-
tioneaza cu compania. O imagine corporativa
buna reprezintd o sursd importantd de avantaj
competitiv, care intretine abilitatea companiei de
a crea valoare pe termen lung. Desi resursele
disponibile organizatiei, precum accesul la pro-
cese tehnologice sofisticate, pot deveni irele-
vante in urma inovatiilor perturbatoare, imagi-
nea favorabild a unei companii nu este suscepti-
bila la astfel de transformari. Majoritatea com-
paniilor de succes au reusit sa-si mentind buna
reputatie pe perioade indelungate de timp. O
imagine superioard ofera companiilor o serie
de avantaje, care se pot materializa intr-o0 poli-
tica preferentiald a preturilor, un moral mai
pozitiv in randul angajatilor si o performanta
financiara mai buna.

Elaborarea strategiilor de imagine a intre-
prinderii nu trebuie sa fie o activitate care se
rezumd doar la departamentul de marketing.
Tinand cont de caracterul multidisciplinar insu-
sit de acest concept, intre imaginea intreprinderii
si partile interesate, mentionate mai sus, exista o
legatura care inglobeaza mai multe dimensiuni,
iar fiecare dintre aceste dimensiuni reiese din
relatiile dezvoltate cu elementele ce formeaza
partile interesate.

Managementul imaginii este un proces
care implicd selectarea unui concept general de
brand ce poate fi functional, simbolic sau expe-
riential, iar apoi lansat, elaborat si fortificat in
timp. in selectarea conceptului de brand, o com-
panie trebuie sd tind cont de resursele disponi-
bile, de imaginea actuald a acesteia si de oferta
de produse. La etapa de lansare, o companie
trebuie sd gaseascd cele mai bune cai de opera-
tionalizare a conceptului ales, utilizdnd elemen-
tele mixului de marketing. Odatd ce nevoile
consumatorilor si piata per ansamblu se schim-
ba, elaborarea conceptului de brand capatd o
importanta deosebita. Prin strategiile de pozitio-
nare la etapa de elaborare, managementul intre-

characteristics of this concept is the essence of
corporate image management.

Conclusions

The company’s image should be viewed
through the lens of all stakeholders who interact
with the company. A good corporate image is
an important source of competitive advantage
that sustains the company’s ability to create
long-term value. Although resources available
to the organization, such as access to sophis-
ticated technological processes, may become
irrelevant as a result of disruptive innovations,
a company’s favourable image is not susceptible
to such transformations. Most successful com-
panies have managed to maintain their good
reputation over long periods of time. A superior
image offers companies a number of advanta-
ges that can materialise in a preferred pricing
policy, better employee morale and improved
financial performance.

Developing corporate image strategies
does not have to be a task for the marketing
department alone. Given the multi-disciplinary
nature of the concept, there is a multi-dimen-
sional link between corporate image and the
stakeholders mentioned above, and each of these
dimensions emerges from the relationships deve-
loped with stakeholders.

Image management is a process that
involves selecting an overall brand concept that
can be either functional, symbolic or experien-
tial and then launching, developing and strengt-
hening it over time. In selecting the brand con-
cept, a company needs to consider its available
resources, its current image, and its product
offering. At the launch stage, a company needs
to find the best ways to operationalise the cho-
sen concept using the elements of the marketing
mix. As consumer needs and the market as a
whole change, brand concept development beco-
mes particularly important. Through positioning
strategies at the development stage, company
management can convey a consistent, unique
image in relation to the competition, which
directly influences the company's financial per-
formance, giving a strong competitive advan-
tage. Subsequently, the image can be reinforced
at the strengthening stage by extending it to new
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prinderii poate transmite o imagine consecventa,
unicd in raport cu concurenta, care sd influen-
teze In mod direct performanta financiard a
companiei, lucru ce denotd un puternic avantaj
competitiv. Ulterior, imaginea poate fi confir-
mata la etapa de fortificare, prin extinderca
acesteia catre noi produse complementare. Ast-
fel, o dezvoltare initiald reusitd a imaginii de
brand poate avea un efect de lunga durata atat
asupra ciclului de viatd a unui brand, fapt ce
presupune cresterea volumului de vanzari, cat si
asupra altor produse ale intreprinderii.

complementary products. Thus, successful ini-
tial brand image development can have a long-
lasting effect both on the lifecycle of a brand,
which implies a constant volume of sales, and
on the company's other products.
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Intreprinderea, prin activitatea desfisu-
ratd, genereazad fluxuri financiare, realizandu-si
functia financiara prin intermediul proceSului
de finantare, care, la randul sau, rezida in unul
din principalele obiective ale gestiunii finan-
ciare, cel de aprovizionare cu resurse suficiente
pentru finantarea activitatii. Problema finantarii
intreprinderilor, atdt pe plan national, cat si
international, s-a acutizat in ultimii doi ani, din
cauza situatiei pandemice globale, precum si a
razboiului din Ucraina. Acestea au impus noi
conditii de activitate, fapt ce denota importanta
si actualitatea cercetarii in cauza. Astfel, studiul
implica analiza aspectelor privind finantarea
intreprinderilor, identificarea problemelor exis-
tente, precum §i propunerea unor solutii de
depasire a acestora.

Cuvinte-cheie: intreprindere, resurse finan-
ciare, finantare, metode de finantare, mecanism
de finantare.

JEL: G22, G32, M41.

Introducere

La etapa actuald, 1n conditiile crizei eco-
nomice la nivel mondial, provocate de starea
pandemica legata de COVID-19 si de razboiul
din Ucraina, multe intreprinderi din sectorul real
al economiei nationale si-au Sistat activitatea.
Acest lucru a fost cauzat de imposibilitatea de
finantare din capitaluri proprii si capitaluri
atrase, costurile devenind din ce in ce mai mari,
iar profiturile tot mai greu de obtinut, fiind
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An enterprise generates cash flows in the
course of its operation, while carrying out its
financial function via a funding process, which,
in turn, is one of the main objectives of financial
management, that of supplying sufficient resour-
ces to finance its activity. The issue of financing
enterprises both nationally and internationally
has become more prominent over the last two
years due to the global pandemic situation, as
well as the war in Ukraine, which imposed new
conditions of activity, a fact that confirms the
importance and timeliness of this research. Thus,
the study consists of a review of issues related to
financing of enterprises, identifying their pro-
blems, as well as proposing solutions to over-
come them.

Keywords: enterprise, financial resources,
financing, financing methods, financing mecha-
nism.

JEL: G22, G32, M41.

Introduction

Currently, under the conditions of a glo-
bal economic crisis, caused by the COVID-19
pandemic situation and by the war in Ukraine,
many enterprises in the real sector of the
national economy have ceased their operation.
This was due to failure to secure funds from
their own capital, as well as from attracted capi-
tal, with costs becoming higher and profits
becoming increasingly difficult to obtain, accom-
panied by a multitude of increased and difficult-
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insotite de o multitudine de riscuri sporite si
greu de anticipat. O astfel de situatie implica
masuri urgente privind revizuirea politicilor si
metodelor de finantare a mecanismelor de
finantare atat din partea statului, cat si din partea
managerilor financiari ai intreprinderilor.
Conditiile noi de activitate, cu diverse difi-
cultati, au provocat o situatie nefavorabilda pentru
intreprinderile autohtone, multe aflandu-se intr-0
stare dificila, fiind foarte sensibile la schimbarile
aparute. In multe cazuri, unele nu pot si se
mentind pe piata, reducandu-si activitatea sau
reprofilandu-se conform schimbarilor ce au loc,
altele, Insa, se adapteaza mai usor si mai rapid la
noile situatii. In conditiile economice create pot
fi mentionati un sir de factori esentiali care
conduc, de cele mai multe ori, la vulnerabilitatea
intreprinderilor, in special, a celor din business-
ul mic si mijlociu, printre care:
S-a acutizat ca raspuns la socul economic
provocat de conditiile economice obscure
si persistente pe plan national si inter-
national, care s-au manifestat odatd cu
debutul pandemiei si a rdzboiului;

— posibilitatea limitatd, sau chiar incapa-
citatea de adaptare rapida, a lanturilor de
aprovizionare si a proceselor de productie
la o situatie de crizd. Vom mentiona, 1n
acest context, ca pandemia si razboiul din
tara vecind au perturbat lanturile valorice
si comerciale legate de aprovizionarea cu
materiale si fortd de munca, alti factori de
productie, finantarea etc., la nivel global,
lasdind multe intreprinderi fard resurse
materiale si financiare necesare, de care
au nevoie pentru a-si mentine activitatea;

— incapacitatea Intreprinderilor de a se
adapta la noile conditii sau, mai bine zis, la
vulnerabilititile economice actuale. Din
cauza situatiei respective, multe Intreprin-
deri au fost nevoite sa-si reprofileze
activitatile, angajatii acestora activand la
distanta, prin utilizarea programelor infor-
mationale si oferirea serviciilor on-line,
insd altele nu au fost capabile si faca
acest lucru, pentru ca nu au dispus de
resursele necesare pentru a-si reconfigura
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to-predict risks. Such a situation requires emer-
gency measures in way of revising financing
policies and methods, financing mechanisms,
both by the state and by the financial managers
of enterprises.

The new conditions of operation, with
various difficulties, have caused a state of shock
in domestic enterprises, many of which were in
a difficult condition, being very sensitive to the
new circumstances. In many cases, some enter-
prises cannot stay in the market and, thus, are
limiting their operation, or are changing their
profile to adjust to the emerging disruptions,
while others are adapting easier and quicker to
new conditions. In the newly established eco-
nomic conditions, several essential factors can
be mentioned that most often lead to the vulne-
rability of enterprises, especially those pertai-
ning to the group of small and medium-sized
enterprises, among them:

— insufficient availability of cash, which has
become severe in response to the eco-
nomic shock caused by persistent uncer-
tain economic conditions at the national
and international level, which emerged
with the onset of the pandemic, and now,
also, of the war;

— limited possibility, or even inability to
quickly adapt the supply chains and
production processes to the crisis situation.
We will mention, in this context, that the
global pandemic and the war in the
neighbouring country have disrupted the
value and trade chains internationally, as
related to the supply of materials and
labour, other production factors, financing,
etc., leaving many businesses without the
material and financial resources need to
maintain their operation;

— inability of enterprises to adapt to new
conditions, or rather, to current economic
vulnerabilities. For this reason, we will
highlight the fact that, in such conditions,
many companies had to change the profile
of their activity by operating remotely, by
using IT programs and providing online
services; however, others were unable to
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rapid activitatile, suferind pierderi enorme.
Din acest punct de vedere, intreprinderile
din micul business, spre deosebire de
intreprinderile mari, au fost mai mult
afectate de conditiile economice nefavo-
rabile, mentionate anterior. Unul dintre
factorii care a cauzat o astfel de situatie
este calitatea proastd si ineficientd a ges-
tiunii - financiare, inclusiv a resurselor
financiare si a potentialelor riscuri;

— asigurarea Intreprinderilor cu resurse
financiare revine mecanismelor de finan-
tare, rol care difera de la o intreprindere la
alta, in functie de tipul de organizare a
acesteia, de specificul activitatii, de tipurile
de finantdri si nivelul gestiunii resurselor
financiare. In cadrul intreprinderilor autoh-
tone sunt mai des utilizate mecanismele de
finantare prin autofinantare, creditare
bancara, imprumuturi de la diverse insti-
tutii financiare.

In orice entitate, un rol major revine
mecanismelor de finantare pe termen lung, care
tine de aprovizionarea acesteia cu surse de
finantare pe termen lung, pentru atingerea
obiectivelor strategice ale intreprinderii, ceea ce
este dificil de mentinut in conditiile economice
actuale. In prezent, intreprinderile din Republica
Moldova, de cele mai multe ori, opteaza pentru
finantari pe termen scurt pentru a-si mentine cel
putin activitatea curentd, fard intocmirea unor
programe de activitate si obiective pe termen
lung, din motive de incertitudine economica,
politica etc. Cu toate acestea, pentru o dezvol-
tare economica profitabila, este necesar de a seta
si obiective strategice pe termen lung, care pot fi
atinse utilizand finantéri pe termen lung.

Pentru a stabili mecanismul de finantare pe
termen lung a intreprinderii este necesar de a:

a) determina necesarul de finantare pe ter-
men lung a acesteia, ludnd 1n considerare
volumul de resurse financiare necesare
pentru finantarea investitiilor, mijloacelor
fixe, plasamentelor, altor necesitati pe
termen lung;

b) determina sursele de finantare pe termen
lung a intreprinderii, tindnd cont de costurile
de procurare, scopul utilizarii acestora;

do so as they had no resources needed to
rapidly reconfigure their operation, thus
incurring enormous loss. From this point
of view, small enterprises, as opposed to
large enterprises, were affected more
severely by the abovementioned unfa-
vourable economic conditions. One of the
factors that led to such situation was the
poor and ineffective financial mana-
gement, including management of finan-
cial resources and management of asso-
ciated risks;

— an important role in securing financial
resources for enterprises is played by
financing mechanisms differing from one
company to another depending on their
organization, the specifics of their ope-
ration, types of financing, the level of
financial resources management. When
studying domestic enterprises, it is found
that financing mechanisms such as self-
financing, bank lending, loans from
various financial institutions are used
most frequently.

Long-term financing mechanisms are of
great importance for an enterprise. Such mecha-
nisms aim at securing long-term sources of
funds to achieve the strategic objectives of the
enterprise, which is difficult to do in current
economic conditions. Currently, companies in
the Republic of Moldova frequently opt for
short-term financing to at least maintain their
current operation, without developing long-term
activity programs and objectives for reasons of
economic, political, etc., uncertainty. However,
elaboration of long-term strategic objectives is
necessary for development and economic
growth that need to be achieved through long-
term financing.

In order to decide on the type of long-term
financing mechanism, an enterprise needs to:

a) identify its long-term financing needs,
taking into account the amount of
financial resources needed to finance
investments, fixed assets, placements,
other long-term needs;

b) identify the sources of long-term finan-
cing of the enterprise, taking into
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C) delimita necesarul de capital propriu si
capital imprumutat pe termen lung, luand
in considerare si alte surse de finantare,
astfel Incat intreprinderea sa dispund de o
structura financiara optima.

Metode de cercetare aplicate

Pentru realizarea obiectivelor cercetarii,
privind problema investigatd si stabilirea unor
viziuni mai clare in acest sens, autorii au studiat
mai multe lucrari stiintifice din domeniu. Pentru a
elucida si analiza aspectele teoretice, metodologice
si practice, privind finantarea intreprinderilor pe
plan national si international, s-au utilizat
urmatoarele metode de cercetare: dialectica,
analitica, deductiva, comparativa. Acestea au fost
conditionate de necesitatile cercetarii subiectului
abordat in concordanta cu tendintele de dezvoltare
ale stiintelor economice.

Rezultate si discutii

|. Finantarea prin surse proprii si impru-
mutate este cea mai des utilizatd metoda de
finantare a intreprinderilor autohtone. Reiesind
din practica financiara, intreprinderea, pentru a
activa 1n conditii normale, trebuie sa dispund de
externe. Cele interne trebuie sd fie prioritare in
vederea satisfacerii nevoilor financiare, expri-
mand capacitatea beneficiara si investitionald a
intreprinderii ce rezultd din activitatea opera-
tionald si/sau alte activitati desfasurate. Cele
externe se obtin in functie de sectorul de
activitate al intreprinderii, de istoria creditard a
acesteia si de pozitionarea pe piata de capital,
obtinerea lor fiind mai anevoioasa.

In Republica Moldova majoritatea intre-
prinderilor isi satisfac necesitatile financiare din
capitaluri proprii, in proportie medie de circa (=
25-40%) si din creditele bancare, in proportie de
circa 20-25%, partea ramasa de finantat este
acoperita din alte surse. Sunt insa si intreprinderi
care au un grad de autofinantare destul de sporit,
inclusiv si S.A. ,,Moldtelecom”, care are rata de
autofinantare globald de 77,7%, iar cea de
autofinantare la termen de 93,4%, la fel si S.A.
,»Tutun CTC”, cu o ratd de autofinantare de circa
70%, ceea ce denota faptul ca intreprinderile nu
au o structura financiara optima si apeleaza mai
putin la surse financiare imprumutate pe termen
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account procurement costs, purpose of
their use;

c) delineate the need for equity capital and
long-term borrowed capital, taking into
account other sources of funding, so that
the enterprise has an optimal financial
structure.

Research methods

In order to achieve the research objectives
in studied issue and to establish a clearer view in
the area, the authors focused on and studied
several scientific works in the field, in order to
elucidate and analyse the theoretical, metho-
dological and practical issues related to finan-
cing of enterprises nationally and internatio-
nally, using methods such as: dialectic, analy-
tical, deductive, comparative research. The
research methods used were conditioned by the
needs to address the research of the issue in
accordance with the development trends of the
economic science.

Results and discussions

I. Financing from own sources and loans
are the most frequently used methods of financing
among domestic enterprises. Based on financial
practice, the company, in order to operate under
normal conditions, must have both internal and
external financing opportunities. The internal ones
must be prioritized in order to meet the financial
needs, thus expressing the recipient and invest-
ment capacity of the enterprise resulting from
its operational activity and/or other performed
activity. External financing opportunities are
more difficult to secure and they are dependent on
the activity sector of the enterprise, its credit
history, and its positioning on the capital market.

In the Republic of Moldova, most enter-
prises meet their financial needs from their own
capital, on the average, to the extent of about 25
to 40 per cent and from bank loans — to the extent
of about 20 to 25 percent, the remaining part
being financed from other sources. However,
there are also companies that have a fairly high
degree of self-financing, including “Moldtelecom”
JSC, which has a global self-financing rate of
77.7%, and a self-financing rate of 93.4%, “Tutun
CTC” JSC, with a self-financing rate of around
70%, which shows that companies do not have an
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lung, optand, indeosebi, pentru credite bancare pe
termen scurt, credite comerciale si alte Tmpr-
umuturi. Acest fapt limiteazid accesul intreprin-
investitie pe termen lung a capitalului.

Sursele de finantare trebuie sa fie anali-
zate minutios, astfel, Incat sa asigure proprie-
tarilor profitul asteptat, stopand declinul eco-
nomic sau chiar falimentul acestora. Din acest
punct de vedere, administratorii/proprietarii in-
treprinderilor autohtone trebuie sé asigure acti-
vitatea acestora cu resurse financiare si mate-
riale la costuri minime de procurare, sd ges-
tioneze activitatea financiara astfel, incat intre-
prinderea sa atinga rezultate economice pozitive
si sd dispund de o capacitate de platd care sa-i
asigure existenta.

Pentru a dispune de resurse financiare
suficiente in vederea atingerii obiectivelor stra-
tegice, ar fi oportun ca entitdtile sa ia in con-
siderare anumite aspecte ale finantarii, dupa cum
urmeaza:

v' determinarea nevoii de finantat, prin
definirea obiectivelor de dezvoltare stra-
tegice si tactice ale Intreprinderii,

v clasificarea nevoilor de finantare, in
functie de prioritatea lor;

v’ estimarea marimii de resurse pentru
fiecare necesitate;

v stabilirea termenilor de platd a nevoilor de
de finantat (scurt, mediu, lung), in functie
de scopul finantarii;

v identificarea nevoilor de finantat din surse
proprii sau/si imprumutate
Practica financiara a aratat ca, de cele mai

multe ori, drept surse de finantare externe pe
termen lung pentru intreprinderile autohtone, sunt
cele contractate de la bancile comerciale, bancile
de investitii si societatile de leasing. Cu toate
acestea, pe plan national conditiile de finantare
difera de cele din alte tari, motivul fiind insufi-
cienta activelor pentru garantarea creditelor,
facilitatile reduse de finantare oferite de insti-
tutiile financiare si capacitatea de indatorare
redusd a Intreprinderilor.

Penetrarea surselor externe de finantare, a
intreprinderilor din Republica Moldova, este
nesemnificativa, acestea fiind alocate in intre-

optimal financial structure and apply less fre-
quently to long-term borrowing, opting more for
short-term bank loans, commercial loans, other
loans. This approach limits the access of com-
panies to the capital market, and decrease their
long-term capital investment opportunities.

The funding sources must be thoroughly
reviewed, so as to ensure the expected profit to
the owners, thus preventing their economic
decline or even bankruptcy. From this point
of view, in domestic enterprises, managers,
owners, must ensure operation with financial and
material resources which incur minimal pro-
curement costs. They should manage the financial
activity in such a way that the enterprise achieves
positive financial results and has a payment
capacity to ensure his viability.

In order to secure sufficient financial
resources to achieve its strategic objectives, it
would be appropriate for enterprises to consider
certain financing issues, as follows:

v identify the financing needs by consi-
dering the company's strategic and tactical
development objectives;

v" classify funding needs according to their
priority;

v’ estimate the amount of resources for each
need;

v’ establish terms of repayment for needed
finance (short-, medium-, long-term) depen-
ding on the purpose of the financing;

v" identify financing needs from own and/or
borrowed sources.

Financial practice has shown that, in most
cases, the sources of long-term external finan-
cing for domestic enterprises are those contrac-
ted from commercial banks, investment banks
and leasing companies. However, at national
level, the financing conditions differ from those
in other countries, the reason being insufficient
assets to guarantee loans, reduced financing
facilities for enterprises, offered by financial
institutions, reduced debt capacity of enterprises.

The penetration of external funding sources
for enterprises of the Republic of Moldova is
quite low, such sources being allocated to
private enterprises in the amount of only 36% of
GDP. This is due to the difficulties faced by
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prinderile private Tn marime de numai 36% din
Produsul Intern Brut (PIB). Aceasta se datoreaza
dificultatilor cu care se confrunta intreprinderile
pentru contractarea creditelor de la banci, din
cauza dobanzilor si marimii gajului destul de
mari fatd de alte tari, dar si din cauza posibili-
tatilor reduse ale capacitatii de plata a acestora,
care actualmente s-a inrautatit si mai mult.

Referindu-ne la finantarea prin leasing
pentru 1intreprinderi, adicd inchirierea mijloa-
celor fixe in schimbul ratei leasing-ului, cu dreptul
de rascumpdrare, pe plan national, existd mai
multe companii de leasing care ofera posibilitatea
de a inchiria mijloace fixe sub formd de masini,
utilaje etc. necesare pentru desfisurarea unei
afaceri, insa proprietarii afacerilor apeleaza rar la o
astfel de finantare, din cauza ratelor de leasing
ridicate, care, In unele cazuri, depasesc dobanzile
la creditele bancare.

In Republica Moldova ponderea mijloace-
lor fixe, procurate in leasing de cétre antre-
prenorii autohtoni, este in proportie de 10% din
totalul bunurilor procurate in leasing.

Analiza diverselor tipuri de finantare denota
rilor prin surse de finantare pe termen lung, dar
si necesitatea perfectionarii politicilor si meca-
nismelor de finantare, racordarea activittii la
conjunctura economica actuald, la noile modalitati
de comercializare a produselor si serviciilor.

Printre actiunile la care ar trebui sa
recurga administratorii/proprietarii intreprinderi-
lor, pentru a dispune de surse de finantare pe
termen lung, pentru atingerea obiectivelor de
activitate si supravietuirea in conditii de criza, se
numara:

— gestiunea eficientd a resurselor financiare

a Intreprinderii;

— economisirea resurselor financiare;

— estimarea corectd a nevoii de finantat;

— reducerea costurilor de productie;

— reducerea cheltuielilor ce nu tin de acti-
vitatea de baza;

— selectarea clientilor dupa criterii econo-
mice si de rentabilitate;

— procurarea/utilizarea programelor infor-
mationale pentru cucerirea noilor piete de
desfacere a produselor/serviciilor;
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enterprises in obtaining loans from banks. Such
difficulties relate to the high interest rates and
the large size of the collateral, which are higher
as compared to other countries. Another diffi-
culty consists in the reduced repayment capa-
cities of such enterprises, which has worsened
even more of late.

Regarding leasing financing for enterprises,
which means rental of fixed assets in exchange
for a leasing rate with or without future rede-
mption right, there are several leasing companies
in the country, which provide options for leasing
fixed assets in the form of vehicles, machinery
etc., needed by enterprises in order to operate;
however, owners of enterprises frequently do
not apply for such financing due to high leasing
rates, in some cases higher than interest rates on
bank loans.

In the Republic of Moldova, the share of
fixed assets procured in leasing by domestic
entrepreneurs is 10% percent of the total assets
procured in leasing.

The analysis of the various types of finan-
cing shows the reduced opportunities for fun-
ding enterprises through long-term financing
sources. Thus, improvement of financing poli-
cies and mechanisms, the connection of the
activity to the current economic situation, to the
new ways of marketing products and services
are needed.

Among the measures that managers / owners
of enterprises should undertake to have long-term
sources of financing in order to achieve their
business objectives and survive in crisis conditions
the following, the following may be listed:

— efficient management of the company's

financial resources;

— saving financial resources;

- adequate estimate of financing needs;

— reduction of production costs;

— reduction of expenses unrelated to the

basic activity;

— selecting clients according to economic

and profitability criteria;

— procurement/ use of IT products to secure

new markets for products/services;

— targeting new market segments, reviewing

the range of products and services or the
activity in general.
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— orientarea spre noi segmente ale pietei de
desfacere, revederea sortimentului pro-
duselor si serviciilor sau a activitatii in
general.

Il. Accesarea surselor optionale de finan-
tare a intreprinderilor

Situatia pandemicd globald si impactul
economic pe care l-a generat aceasta a facut ca
agentii economici sa nu mai ignore problemele
legate de cautarea surselor alternative de finan-
tare, de dezvoltare a mecanismelor de finantare
inovative pentru cresterea afacerii si utilizarea
tehnologiilor mai moderne privind productia sau
serviciile. Totodatd, multi agenti economici,
incepand cu anul 2020, s-au reorientat si au gasit
resurse financiare investind in tehnologii infor-
mationale, astfel, mentinandu-si online afacerile,
legaturile cu furnizorii, clientii si salariatii.

Din pacate, in multe domenii de activitate
aceste solutii nu sunt aplicabile, din punct de
vedere tehnologic. Astfel, tehnologiile utilizate
in agriculturd si industrie nu permit, in mare
parte, munca online la distanta sau automati-
zarea rapida a proceselor de productie. Cresterea
competitivitatii intreprinderilor necesitd resurse
financiare importante in tehnologii moderne.
Societatile trebuie sa faca eforturi sporite pentru
retehnologizare, pentru a face fatd concurentei,
atat pe piata interna cit si pe cea externa.

Printre cauzele care incetinesc desfasu-
rarea procesului inovational al intreprinderilor,
dar si viabilitatea acestora este insuficienta
surselor proprii de finantare, care asigurd, de
obicei, circa 60% din totalul capitalurilor inves-
tite. Acest factor structural subliniaza importanta
imbunatatirii accesului intreprinderilor la sursele
de finantare bancara si non-bancara. Insuficienta
surselor de finantare proprii $i imprumutate pe
termen mediu si lung, necesitd consolidarea pe
termen lung a sectorului financiar.

In anul 2020, pe plan national, creditele
acordate pe termen lung sectorului real, de catre
bancile comerciale, au avut ponderea de circa 25%
din PIB, o cifrd modesta in comparatie cu alte tari.
Printre cauze este nivelul redus de dezvoltare a
sectorului financiar autohton, care afecteaza
posibilitatea accesarii instrumentelor de finantare
si diversitatea acestora.

1. Accessing optional sources of finan-
cing by enterprises

The COVID-19 pandemic and its econo-
mic ramifications has been like a cold shower to
many enterprises that previously ignored issues
such as search for alternative sources of
financing, development of more innovative
financing mechanisms for business development
and use of more modern technologies in pro-
duction or services. However, many economic
operators, starting in 2020, have changed their
orientation and found financial resources by
investing in IT, thus maintaining their busi-
nesses, connections with suppliers, customers
and employees online.

Still, in many sectors such solutions were
not technologically applicable. Thus, technologies
used in agriculture and industry, largely, do not
allow for remote online work or rapid automation
of production processes. To enhance enterprises’
competitiveness, significant financial resources are
needed for investing in modern technologies.
Enterprises must make increased efforts for re-
technologisation in order to face competition, both
in the domestic and foreign markets.

The reasons for the slow innovative pro-
cess of companies, but also for the decrease of
their viability, include insufficient own sources
of financing in enterprises, which covers about
60% of the total capital invested. This structural
factor underlines the importance of improving
access of enterprises to bank and non-bank
financing sources. Due to insufficient own and
borrowed funding sources in the medium and
long term, long-term strengthening of the
financial sector is needed.

Nationwide, long-term loans granted to
the real sector by commercial banks in 2020
amounted to around 25% of GDP, a modest
figure as compared to other countries. Reasons
for this situation include the low level of deve-
lopment of the domestic financial sector, which
affects the possibility of accessing financing
instruments and their diversity.

The financial market, in general, is under-
developed, although some financial instru-
ments have shown a certain growth, such as
financial leasing.
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Piata financiara, in general, este subdez-
voltatd, desi unele instrumente financiare au
inregistrat o anumitd crestere, spre exemplu
leasingul financiar.

Capacitatea intreprinderilor de a supra-
vietui pe pietele concurentiale depinde, in mare
masurd, de capacitatea acestora de a se finanta si
a se inova, adica de a furniza In mod continuu
produse noi sau Tmbundtatite, in ideea de a se
pozitiona mai bine pe piatd si a face fatd con-
curentei, dar si de a-si reinnoi tehnologiile
de fabricatie.

Criza in sectorul real, generati de pan-
demie, de situatia politicd si economicd insta-
bild, a lasat fara resurse financiare circa 20%
din intreprinderile mici, indeosebi cele din sec-
torul serviciilor pentru populatie. Acest fapt ar
putea s compromitd activitatea antreprenoriald
care s-a dezvoltat destul de anevoios pe plan
national, fapt pentru care, antreprenorii trebuie
sustinuti prin politici financiare eficiente, care ar
incuraja chiar si revenirea in business a celor
care au falimentat, dar au experientd si cunos-
tinte relevante.

Conform datelor statistice, privind viabi-
litatea 1intreprinderilor, din numarul total de
intreprinderi din Republica Moldova, ponderea
intreprinderilor cu viabilitate de pand la 1 an
este de circa 44,2%, iar a celor de pana la 2 ani —
de circa 40,9%. In industrie circa 1/3 din intre-
prinderi supravietuiesc celui de-al doilea an de
activitate. In comparatie cu Uniunea Europeani
(UE) unde rata de viabilitate a intreprinderilor, la
un an de la creare, este de peste 80%, iar in medie,
jumatate din Intreprinderi reusesc sd supra-
vietuiasca peste 5 ani dupa Infiintare.

Compararea nivelului de finantare al busi-
ness-ului si al volumului de credite acordate aces-
tuia de sectorul bancar din Republica Moldova, cu
cel din alte tari a aratat cd pentru a atinge nivelul
unor tari cu venituri medii, creditele acordate
sectorului real al economiei din Moldova ar trebui
sa creasca de 2 ori, in raport cu PIB.

Drept factori de influenta a accesului limitat
la credite, a intreprinderilor autohtone sunt:

a) ratele inalte ale dobanzii la creditele acor-

date de catre banci si oscilatia frecventa a

acestora cauzata de:
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The ability of businesses to survive in
competitive markets largely depends on their
capacity to finance themselves and to innovate,
i.e., to continuously provide new or improved
products in order to better position themselves in
the market and cope with competition, but also
to renovate their production technologies.

The crisis in the real sector, conditioned
by the pandemic and the unstable political and
economic situation, left about 20% of small
enterprises without financial resources, espe-
cially in the sector of service provision to the
population. This fact could compromise the
entrepreneurial activity that has had a rather
laborious development nationally. For this
reason, entrepreneurs must be supported by
effective financial policies aimed at encouraging
the return to business even of those who have
gone bankrupt, but have relevant experience
and knowledge.

According to statistical data on viability
of enterprises, of the total number of enterprises
in the Republic of Moldova, the share of
enterprises with viability of up to 1 year is about
44.2%, and of those with up to 2 years’ viability
— about 40.9%. In industry, only about one
third of the enterprises survive their second
year of operation, to be compared to the Euro-
pean Union (EU), where the one-year viability
rate of enterprises upon establishment is over
80%, and on average, half of the enterprises
manage to survive more than 5 years upon
their establishment.

A comparison of the level of business
financing and the volume of loans granted to
enterprises by the banking sector in the Republic
of Moldova with that of other countries showed
that, in order to reach the level of middle-
income countries, the loans granted to the real
sector of the Moldovan economy should
increase twice in relation to the GDP.

The factors that conduct to the limited
access of domestic enterprises to loans are:

a) high interest rates on loans granted by
banks and their frequent fluctuation due to:

— rising inflation risk and increased

interest rate risk;
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— cresterea inflatiei si riscului sporit al
ratei dobanzii;

— lipsa competitiei reale si a investito-
rilor strategici din sectorul bancar;

— nivelul redus al calitatii portofoliilor de
credite sub impactul situatiei de criza
economica la nivel national si global;

— nivelul sporit al riscului operational al
agentilor economici;

— gestiunea ineficientd a masei monetare
existente 1n sistemul bancar;

b) insuficienta resurselor de finantare pe
termen lung;

C) insuficienta garantiilor constituite la cre-
dite si/sau a pietei Secundare pentru rea-
lizarea utilajelor, echipamentelor, terenu-
rilor, altor bunuri oferite drept garantii
bancilor de citre intreprinderile care vor
sd obtina credite;

d) sistemele informationale slab dezvoltate
pe plan national;

e) lacunele din cadrul legal, privind gajul si
recuperarea creditelor;

f) nivelul redus al calitatii proiectelor pro-
puse spre finantare de catre solicitantii
potentiali ai creditelor etc.

Dupa cum observam, cauzele care impie-
dicd accesarea creditelor pe termen lung pentru
suplimentarea surselor de finantare a intreprin-
derii sunt multiple, ceea ce implicd cautarea
altor modalitati de atragere a surselor de finan-
tare externa.

Pe plan national existd programe de stat
pentru sustinerea sectorului real al economiei:
programe implementate de organizatiile dona-
toare internationale, programe ale institutiilor
financiare internationale si agentiile de dezvol-
tare internationale, dar acestea sunt insuficiente
pentru a acoperi necesarul de finantare existent.
Cu toate acestea, pentru finantarea pe termen
lung a intreprinderilor din Republica Moldova
au fost lansate un gir de proiecte, printre care:

Proiectul ,,COVID-19 , Raspuns de urgenta
si Suport pentru Intreprinderi Micro, Mici si
Mijlocii” cu Linia de Credit finantatd de Minis-
terul Finantelor din iTmprumutul Bancii Consiliu-
lui Europei de Dezvoltare (CEB) acordat Guver-
nului RM pentru finantarea intreprinderilor din

— lack of real competition and strategic
investors in the banking sector;

— reduced level of credit portfolios qua-
lity affected by the economic crisis,
nationally and internationally;

— increased level of operational risk of
the enterprises,

— inefficient management of the monetary
mass existing in the banking system;

b) insufficient long-term financing resour-
ces;

¢) insufficient guarantees established for
loans, and/or low development of the
secondary market for sale of machinery,
equipment, land, other goods used as
guarantees to banks by companies that
want to obtain loans;

d) poorly developed IT systems throughout
the country;

e) gaps in the legal framework in respect to
collateral and credit recovery;

f) low quality of projects proposed for finan-
cing by potential loan applicants, etc.

As we see, the reasons that prevent access
to long-term loans for supplementing the com-
pany’s financing sources are numerous, which
implies the need to search for other ways of
attracting external financing resources.

Nationally, there are state programs to
support the real sector of the economy, pro-
grams implemented by international donor orga-
nizations, programs of international financial
institutions and international development agen-
cies which, however, are insufficient to cover
the existing financing needs. Yet, for the long-
term financing of enterprises in the Republic of
Moldova, a series of financing projects were
launched, including:

The financing project “Emergency Res-
ponse to COVID-19 and Support for Micro,
Small and Medium Enterprises” with a Credit
Line financed by the Ministry of Finance using a
loan granted by the Council of Europe
Development Bank (CEB) to the Government of
the Republic of Moldova for support small and
medium to support their operation and to create
jobs for the people.
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business-ul mic si mijlociu, in vederea sustinerii
acestora si oferirii locurilor de muncd populatiei.

Creditul extern pentru debursare si recre-
ditare, In marime de 30 mil. EUR, a fost oferit
prin Oficiul de Gestionare a Programelor de
Asistenta Externa (OGP AE) a Institutiilor Finan-
ciare Participante, acestea din urmd, preluand
toate riscurile creditoare [8]. Termenul de deru-
lare a proiectului a fost de la 29 iulie 2020 pana
la 30 iunie 2022.

Conform cerintelor proiectului beneficiarii
au putut contracta credite pentru mai multe sub-
proiecte, in suma totala de 2,0 mln. EURO [8].

In Republica Moldova serviciile de garan-
tare a creditelor sunt prestate de catre S.R.L.
,»Qarantinvest” si Fondul de garantare a creditelor
operat de Organizatia de Dezvoltare a Intre-
prinderilor Mici si Mijlocii (ODIMM), garantand
50% din valoarea creditelor pentru intreprinderile
functionale, iar pentru intreprinderile noi — pana
la 70% din suma creditelor. Totodata, Fondul de
garantare a creditelor oferd garantii pentru acope-
rirea creditelor in valoare de pana la 700 mii de
lei pentru intreprinderile active si 300 mii lei
pentru intreprinderile nou-create.

Programul de suport pentru intreprinde-
rile mici si mijlocii din Republica Moldova, in
cadrul Proiectului Uniunea Europeana (UE)
,»Suport pentru cadrul Infrastructurii Calitatii in
contextul DCFTA 1n Republica Moldova” a fost
aprobat de Guvern [9]. Programul respectiv este
destinat societatilor private cu potential Tnalt de
viabilitate si internationalizare, interesate de suport
pentru aplicarea practicilor internationale in dome-

Prin intermediul acestui program intre-
prinderilor li se acorda consultantd, prin aplicarea
Business Voucherului, cu valoarea de pana la 100
mii lei, pentru promovarea imaginii corporative
sau de produs si pentru suport financiar prin
procedura de ,,Grant” pentru procurarea mijloa-
celor fixe, francizelor, licentelor, programelor
informationale, materiilor prime, materialelor pen-
tru activitatea operationala.

Programul tine de formarea mediului fa-
vorabil pentru realizarea dezvoltarii economice a
Republicii Moldova, stimularea mediului de afa-
ceri prin crearea instrumentelor noi de promo-
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The external loan for the disbursement
and re-crediting of the Credit Line was EUR 30
million, which was re-credited to enterprises
through the Office for the Management of Exter-
nal Assistance Programs (OMEAP) and eligible
Participating Financial Institutions (PFIs), which
assume all the credit risks [8]. The Project dura-
tion was from July 29, 2020 to June 30, 2022.

According to the requirements of the
Project, the beneficiaries were able to contract
loans for several sub-projects, in the total
amount of EUR 2.0 million [8].

In the Republic of Moldova, credit guaran-
tee services are provided by “Garantinvest” SRL
and the Credit Guarantee Fund operated by
Organization for the Development of Small and
Medium sized Enterprises (ODIMM). For active
enterprises, ODIMM guarantees 50% of the value
of the loans, while for new enterprises — up to
70% of the loans amount. At the same time, the
Loan Guarantee Fund provides guarantees to
cover loans in the amount of up to 700 thousand
lei for active enterprises and 300 thousand lei for
newly established enterprises.

Support Program for small and medium
enterprises of the Republic of Moldova, within
the EU Project “Support for quality infrastruc-
ture in the context of the DCFTA in the Repu-
blic of Moldova” was approved by the Govern-
ment [9]. The respective program aims to support
private enterprises with high potential for viabi-
lity and internationalization, interested in support
for the application of international practices in
production and business competitiveness.

Through this Program, enterprises were
granted consultancy by using a Business Voucher
valued at up to MDL 100 thousand for promotion
of the corporate or product image and financial
support through a “Grant” procedure for procu-
rement of fixed assets, franchises, licenses, IT
software programs, raw materials, materials for
operational activity.

The Program is focused on creation of a
favourable environment for the economic deve-
lopment of the Republic of Moldova, activation
of the business environment through creation of
new promotion tools, which facilitate the access
of local small and medium sized enterprises to
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vare, care si faciliteze accesul intreprinderilor
businessului mic si mijlociu autohtone pe pietele
externe si valorificarea potentialului productiv al
acestora [9]. Totodata, acesta prevede sustinerea
agentilor economici cu o activitate de cel putin 2
ani pe piatd, care sunt in crestere economica si
planifica extinderea pe noi piete de desfacere
sau substituirea importurilor de produse sau ser-
Vicii pe piata internd. Programul sprijina antre-
prenorii prin facilitarea accesului la finantare
pentru sporirea performantelor economice si teh-
nologice, adaptarea la cerintele pietelor externe,
crearea locurilor de munca. Acest program este
implementat de Organizatia pentru Dezvoltarea
Sectorului Intreprinderilor Mici si Mijlocii prin
sustinerea Ministerului Economiei si Infrastruc-
turii, fiind preconizat pentru 36 de luni, cu posi-
bilitate de extindere (este In lansare).

Proiectul Agricultura competitiva in Repu-
blica Moldova, implementat in anul 2019 de
catre Unitatea Consolidata pentru Implementa-
rea si Monitorizarea Proiectelor in domeniul
Agriculturii, finantat de Banca Mondiald [7],
vizeaza urmatoarele obiective:

e dezvoltarea managementului sigurantei ali-
mentelor, modernizarea sectorului agro-

cd g

agricultori de a plasa produsele pe noi
piete, utilizarea practicilor agricole dura-
bile de mediu si terenuri;

e dezvoltarea infrastructurii agricole si a
managementului organizational al agricul-
torilor.

Proiectele de finantare ale institutiilor
financiare internationale (IFI) sau agentiilor
internationale de dezvoltare (AID) vizeaza aco-
perirea insuficientei surselor de finantare a
intreprinderilor din Republica Moldova prin
intermediul agentiilor de dezvoltare si a orga-
nizatiilor de finantare internationale, care direc-
tioneaza resurse financiare in diverse proiecte/
programe de finantare, cea mai mare parte fiind
orientatd spre intreprinderile businessului mic si
mijlociu. Proiectele/programele de finantare de
cele mai multe ori utilizeaza 3 tipuri de finantare:

foreign markets and good use of their production
potential [9]. At the same time, the Program
provides for support of enterprises which have
been operational for at least 2 years on the
market, which were growing economically and
planned to expand to new markets or to replace
imports of products or services on the domestic
market. The program supports entrepreneurs by
facilitating access to funding for increasing
economic and technological performance, adap-
ing to the requirements of foreign markets, by
increasing productivity and competitiveness,
creating jobs. The Program is implemented by
the Organization for the Development of the
Small and Medium Enterprises Sector with
the support of the Ministry of Economy and
Infrastructure; it is planned to last for 36
months, with the possibility of extension (it is
being launched).

The Moldova Agriculture Competitive-
ness Project implemented in 2019 by a Joint
Unit for the Implementation and Monitoring of
Projects in the field of Agriculture, financed by
the World Bank. The project development
objective (PDO) aims at [7]:

o development of food safety management,
modernization of the agri-food sector,
product competitiveness;

e identifying more opportunities for farmers
to place their products on new markets,
using sustainable agricultural practices in
respect to the environment and to land;

o development of agricultural infrastructure
and organizational management of farmers.
The financing projects of international

financial institutions (IFIs) or the international
development agencies (IDAs) aim to cover the
deficit of funding sources of the companies in
the Republic of Moldova through development
agencies and international financing organiza-
tions, which allocate financial resources within
various projects / programs of financing, most of
which are oriented towards small and medium
enterprises. Funding projects / programs make
use, most frequently, of 3 types of funding:

a) direct financing of financial institutions at
national level, by granting loans to econo-
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a) finantarea directa a institutiilor financiare
la nivel national, care acorda imprumuturi
agentilor economici, reiesind din cerintele
generale de creditare bancara;

b) finantarea ,,apex”, dupa principiul FCFS
(First Come — First Served), conform caruia
resursele financiare puse la dispozitia
institutiilor financiare, pentru anumite sco-
puri, sunt directionate In marime presta-
bilita, iar aprobarea creditelor se face
inclusiv de IFI sau AID donatoare;

C) finantarea leasing (proiectul 2KR), care
reprezintd scheme de finantare quasi-lea-
sing pentru achizitionarea tehnicii agri-
cole prin intermediul Proiectului Cresterii
Productiei Alimentare din contul Progra-
mului Japonez 2KR. O astfel de finantare
presupune rambursarea costului utila-
jului agricol in trei rate, in decurs de doi,
maxim patru ani [6].

Avantajele finantarilor din partea IFI si
AID sunt urmaétoarele:

— termenele de finantare cu scadentd pe
termen lung fatd de finantdrile din resur-
sele locale (cu exceptia proiectului 2KR);

— dobanzile mai mici (valabile doar in cazul
finantarilor de tip ,,apex” si 2KR);

— posibilitatea de a procura utilaje la preturi
mai mici, datoritd economiilor de volum,
dar si avantajul de a beneficia de traininguri
si consultatii (in cazul 2KR).

Dezavantajele sunt legate de insuficienta
resurselor financiare in raport cu cererea, proce-
durile mai complexe si termenele mai mari de
acordare (unele proiecte de tip ,,apex” si 2 KR).

Printre alte tipuri de finantare pot fi
enumerate si cele parvenite de la UE: instru-
mentele financiare, granturile, subventiile, fon-
durile fiduciare, fondurile de garantare a cre-
ditelor, fondurile structurale etc.

Granturile reprezinta niste contributii
financiare directe de la bugetul UE, care se
acorda ca donatii unor parti terte beneficiare (de
obicei organizatii non-profit), care sustin poli-
ticile UE realizand diverse activitati [3].

Granturile se gestioneaza in mod centra-
lizat de catre Comisia Europeana direct sau prin
anumiti intermediari (agentii UE).
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mic operators based on general bank

lending requirements;

b) “Apex” financing, using the FCFS (First
Come — First Served) principle, in which
financial resources are provided to
financial institutions for certain purposes
in a predetermined amount, approval of
loans being done including by the donor
IFI or IDA;

¢) leasing financing (2KR project), which is
a quasi-leasing financing scheme for
purchase of agricultural machinery through
the Increase of Food Production Project
implemented from funds of the Japanese
2KR Program. Such financing implies
reimbursing cost of agricultural equipment
by beneficiaries in three instalments,
within two to four years [6].

The advantages of IFI and IDA financing
are the following:

— long-term financing terms versus finan-
cing from local resources (except for the
2KR project);

— lower interest rates (only valid for “apex”
and 2KR funding);

— opportunity to purchase machines at
lower prices due to volume savings and to
benefit from training and consultancy (in
case of 2KR).

Disadvantages are related to deficit of
financial resources as compared to the demand, the
more complex procedures and the longer approval
terms (some “apex” type projects and 2 KR).

Other types of funding include those from
the European Union (EU): grants, financial
instruments (loans, guarantees and equity parti-
cipations), subsidies, trust funds, credit guaran-
tee funds, structural funds, etc.

Grants are direct financial contributions
from the EU budget, awarded as donations to
third party beneficiaries (usually non-profit orga-
nizations) which support EU policies by carrying
out different types of activities [3].

Grants are managed centrally by the
European Commission directly or through cer-
tain intermediaries (EU agencies).
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Granturile fac parte din cheltuielile UE
servind pentru:

— finantarea actiunilor legate de realizarea
obiectivelor urmarite de politica UE;

— acoperirea cheltuielilor ce tin de functio-
narea organizatiilor care urméresc si tind
sa realizeze obiectivele UE;

— acoperirea costurilor diverselor organi-
zatii care promoveaza UE.

Instrumentele financiare la fel servesc ca
suport financiar pentru realizarea obiectivelor
politicii Uniunii Europene si pot fi sub forma de
investitii de capital sau cvasicapital, imprumu-
turi, garantii, resurse publice si private etc.,
adesea avand caracter de parghie financiara [3].

Fondurile fiduciare reprezintd o moda-
litate de finantare prin diversi ofertanti de capital
pe care-l alocd pentru o actiune comund, in
vederea realizarii de scopuri comune. Fondul
fiduciar al UE are un caracter de actiune colec-
tivd in numele UE si a celor ce contribuie la
finantarea acestuia.

Fondurile Structurale parvin de la UE,
avand caracter nerambursabil si fiind orientate
spre autoritatile publice locale, agentii econo-
mici, producatorii autohtoni in vederea [3]:

o efectudrii investitiilor pentru consolidarea
si retehnologizarea activitatii productive
ale intreprinderilor;
potentialului informational la nivel local;

e dezvoltarii durabile a sectorului energetic.
Fondurile mentionate mai sus se acorda

conform criteriului convergentei, care tine de
lichidarea decalajelor intre diverse regiuni ale
tarii, conformarea la standardele europene din
punct de vedere economic si social etc. Acestea
pot fi accesate prin programe ce incadreaza
activitati, care pot fi finantate din fonduri
nerambursabile, in proportie de 50%-100% din
investitiile preconizate pentru astfel de activitati,
diferenta fiind ajustata din resursele financiare
ale beneficiarilor.

O sursa alternativa de creditare este
microfinantarea, care a aparut in Republica
Moldova pe la sfarsitul anilor ’90, fiind desti-
nata acoperirii deficitului de resurse financiare
neacoperit de sistemul bancar, in vederea finan-

Grants are part of EU spending for:

— financing the actions related to achie-
vement of the objectives pursued by the
EU policy;

— financing operation expenses of organi-
sations that pursue and tend to fulfil EU
objectives;

— covering costs of various organizations
promoting the EU.

Financial instruments also serve as finan-
cial support for achievement of European Union
policy objectives and can be in form of capital
or quasi-capital investments, loans, guarantees,
public and private resources, etc. often being of
a financial leverage nature [3].

Trust Funds are a mode of funding through
various capital providers that are allocated for
a common action, in order to achieve common
goals. The EU trust fund is of a collective action
nature on behalf of the EU and those who
contribute to its financing.

Structural Funds are non-reimbursable
funds received from the EU and directed to local
public authorities, enterprises, local producers in
order to [3]:

¢ make investments for strengthening and
modernization of the production activity
of enterprises;

e increase competitiveness and capitalize
on the informational potential at the
local level;

e promote sustainable development of the
energy sector.

These funds are allocated taking into
account the convergence criterion that relates to
levelling up differences between various regions
of the country, compliance with European stan-
dards from an economic and social viewpoint,
etc. They can be accessed through programs that
comprise activities that may be financed from
non-reimbursable funds in the proportion of
50%-100% of the expected investments for such
activities, the difference being allocated from
the financial resources of the beneficiaries.

An alternative source of credit is micro-
financing that emerged in the Republic of
Moldova at the end of the 90-ies, being aimed at
covering the deficit of financial resources not
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tarii intreprinderilor, Indeosebi a celor din
zonele rurale. Specificul acestui sector este dat,
in special, de clientii beneficiari de microcredite,
reprezentand persoanele fizice, Intreprinderile si
categoriile cele mai expuse dificultatilor de
accesare a finantarii.

Din cauza ofertei reduse de finantare
pentru intreprinderile mici, aproximativ 85% din
acestea se finanteaza din resurse proprii, fata de
circa 66% in tarile din vest. Prin urmare, in
Republica Moldova, microfinantarea constituie
0 buna oportunitate pentru intreprinderile, care
procura sau dispun de resurse financiare mai
accesibile fata de alte modalitati de finantare.

O alta sursd de finantare sunt subventiile
de stat in agriculturd, care sunt stipulate in
Hotararea nr.455 din 21-06-2017 cu privire la
modul de repartizare a mijloacelor Fondului
National de Dezvoltare a Agriculturii si Mediu-
lui Rural [5] si tin de modernizarea, si restruc-
turarea sectorului pentru cresterea competitivita-
tii sectorului agroalimentar, adaptarea sectorului
agricol la standardele UE, si restructurarea aces-
tuia prin intermediul investitiilor etc.

Subventiile se includ in capitalul propriu al
intreprinderii  subventionate, atribuindu-se la
capitalul permanent, care acoperd nevoia de
finantare pe termen lung.

Atragerea investitiilor strdine 1n sectorul
financiar reprezinta o alta modalitate de finantare,
in primul rdnd, din partea investitorilor strategici
cu interes de finantare a intreprinderilor, fapt ce
sporeste concurenta in sectorul bancar si cel
financiar, aduce tehnologii si inovatii bancare
necesare pentru creditarea sectorului real si mai
multe resurse financiare pe termen lung.

Pentru a beneficia de mai multe investitii de
accest tip, este necesara transparenta sectorului
bancar, in cazul rapoartelor ce tin de structura
organizatiei, dar si a expunerii la risc; sporirea
increderii publice 1n sistemul bancar; promovarea
unei politici monetare transparente §i previzi-
bile; imbunatatirea accesului la informatiile din
secto-rul real, prin utilizarea unor instrumente
analitice pentru evaluarea accesului la finantare
a intreprinderilor.

Investitiile straine directe pot acoperi par-
tial, necesarul de investitii in capital productiv,
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covered by the banking system, in order to
finance enterprises, especially those in rural
areas. The specificity of this sector lies, in par-
ticular, in the type of customers who receive
microcredits, which are individuals, enterprises,
the categories most exposed to difficulties in
accessing financing.

Due to the reduced supply of funds for
small businesses, about 85% of them are self-
financed, compared to about 66% in western
countries. Therefore, in the Republic of Moldova,
microfinancing is a good opportunity for busi-
nesses. Microfinancing entities acquire or own
financial resources that are more accessible to
than other financing methods.

Another source of funding is state sub-
sidies in agriculture, which are provided for in
Decision no. 455 of 21-06-2017 on distribution
of resources of the National Fund for the
Development of Agriculture and Rural Envi-
ronment [5] and they are focused on moder-
nization and restructuring of the sector to
increase the competitiveness of the agri-food
sector; adapting the agricultural sector to EU
standards and restructuring it through invest-
ments, etc.

Subsidies shall be included in the equity
of the subsidized undertaking, assigned to
permanent capital, which covers the need for
long-term financing.

Attracting foreign investments in the
financial sector is another way of financing, pri-
marily from strategic investors interested in
financing enterprises, which increases compe-
tition in the banking and financial sectors, brings
technologies and banking innovations necessary
for crediting the real sector and more financial
resources in the long term.

In order to benefit from a greater number
of such investments, it is necessary to increase
transparency of the banking sector, transparency
of reports related to the shareholding structure,
of risk exposures; it is also necessary to increase
public confidence in the banking system, pro-
mote a transparent and predictable monetary
policy; improve access to information on the
real sector by using analytical tools to evaluate
access of enterprises to financing.
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avand efecte benefice asupra ocuparii fortei de
muncd, productivitatii muncii in sectorul real,
volumului exporturilor si reorientarii acestora
catre statele UE sau alte state cu un nivel mai
inalt de dezvoltare.

in anul 2019 s-a atestat o anumitd ame-
liorare privind atragerea investitiilor, iar fluxul
de capital strdin a crescut pana la 590 mil. USD
(4,9% din PIB), in special, datorita intrarii unor
investitori mari in activitatile de comert si in
sectorul financiar. In perioada 2020-2022, in
contextul crizei economice generate de pande-
mia COVID-19 si starea de urgenta, tendinta de
crestere a investitiilor a fost intreruptd din nou,
fapt ce a impiedicat derularea mai multor pro-
iecte de dezvoltare economica si sociala.

Intreprinderile prospera intr-un mediu de
afaceri care favorizeaza dezvoltarea si cresterea
lor. Prin urmare, este importantd nu doar
asistenta oferita intreprinderilor si organizatiilor
care le reprezintd, dar si crearea unui mediu
regulator, politic si institutional favorabil, care
sd asigure lansarea, extinderea si sustenabilitatea
intreprinderilor.

De remarcat, cd un rol important in pro-
cesul de finantare a intreprinderilor, in conditiile
economice actuale, i revine finantarilor on-line
prin intermediul diferitor platforme. In acest
sens, in anul 2020 in Republica Moldova, a fost
lansat proiectul de lege privind serviciile de
finantare participativa (crowdfunding) a persoa-
nelor fizice/juridice, care opteaza pentru finan-
tarea proiectelor, accesand platforme de finan-
tare participativa, drept finantatori fiind [6]:

— investitorul sofisticat — reprezintd o per-
soana fizica sau juridica, fiind ,client
profesionist sau investitor calificat”, con-
form art. 137 si 138 ale Legii nr. 171/2012
privind piata de capital,;

— investitorul nesofisticat — orice investitor
care nu este un investitor sofisticat.

Pe plan national, crowdfunding-ul este
definit conform art. 3 din Legea nr. 179 din
21.07.2016 cu privire la intreprinderile mici si
mijlocii, ca fiind ,,un mod de finantare a unor
proiecte folosind resurse on-line (forumuri,
platforme de socializare etc.) care substituie
sistemul clasic de donatie cu o metodologie de tip

Foreign direct investments can partially
cover the need for investment in production
capital, having beneficial effects on employ-
ment, labour productivity in the real sector,
volume of exports and their reorientation to EU
states, or other states with a higher level
of development.

In 2019 an improvement in investment
attraction was recorded, with foreign capital
inflows increasing to USD 590 million (4.9% of
GDP), largely due to entry of large investors in
the trade and the financial sector. Over the 2020-
2022 period, in context of the economic crisis
conditioned by COVID-19 pandemic and state
of emergency, the trend of investment growth
was interrupted again, which prevented imple-
mentation of several economic and social deve-
lopment projects.

Enterprises thrive in a business environ-
ment that favours their development and growth.
Therefore, it is important not only to provide
assistance to enterprises and to organizations that
represent them, but also to create a favourable
regulatory, political and institutional environ-
ment, that ensures the launch, expansion and
sustainability of enterprises.

It should be noted that an important role in
the process of financing businesses in the current
economic conditions is played by crowdfunding
through different platforms. In this respect, in
2020, in the Republic of Moldova, a draft law
was developed on crowdfunding services for
individuals / legal entities, who intend to obtain
financing for a project through a crowdfunding
platform, donors being [6]:

— a sophisticated investor — any natural or
legal person who is a professional client
or qualified investor according to art. 137
and 138 of Law No. 171/2012 on the
capital market;

— an unsophisticated investor — any investor
who is not a sophisticated investor.
Nationally, crowdfunding is defined accor-

ding to art. 3 of Law No. 179 of 21.07.2016 on
small and medium-sized enterprises, as a “way of
financing some projects using online resources
(forums, social media platforms, etc.), which
replaces the classic donation system with a
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recompensa. Initiatorii proiectului lansat creeaza
o retea ai carei membri ofera bani” [1].

Serviciul de finantare participativa presu-
pune coordonarea investitorilor care ofera
finantare cu titularii de proiecte, accesand plat-
formele necesare. La tipurile de finantare parti-
cipativa pot fi atribuite: finantarea participativa
bazatd pe investitii, finantarea participativa
bazatd pe imprumut, furnizorii de servicii de
finantare participativa, oferta de finantare par-
ticipativa [6].

Finantarea participativd poate oferi
diverse beneficii utilizatorilor, deoarece este
destul de volatila prin angajarea comunitatilor si
prin varietatea formelor de finantare pe care le
poate oferi. Spre deosebire de alte metode de
finantarea, precum donatiile si recompensele,
care nu aduc efecte financiare investitorilor,
modelele de finantare participativd, bazate pe
creditare sau investitii, implicd beneficii finan-
ciare pentru investitori. Prima categorie poate fi
desemnata, in general, ca multisponsorizare, in
timp ce a doua poate fi descrisa ca multicre-
ditare sau multiinvestitii.

Drept exemplu de platforma de finantare
este Platforma/Site-ul Guvern24, care reprezinta
un complex hardware de pagini web interconec-
tate si plasate pe internet: www.guvern24.md.
Este o platforma de crowdfunding lansata pe 22
decembrie 2015 in Republica Moldova. Platforma
poate fi utilizatd de orice persoand fizicd sau
juridica, care actioneazd in nume propriu sau in
numele altei persoane, referindu-se la materialele
si serviciile de informatii ale site-ului.

Beneficiarul proiectului este destinatarul
final al fondurilor banesti colectate. Pot exista
mai multi beneficiari intr-un singur proiect.
Initiatorul poate fi, de asemenea, beneficiarul
fondurilor colectate. Donator este considerat un
utilizator care face donatii voluntare, in scopul
finantarii Proiectelor Initiatorilor [10].

in concluzie, mentionim ci tipurile de
finantdri descrise pot fi utilizate in functie de
situatia financiara si de nevoia de finantat pentru
fiecare intreprindere autohtond, in mod separat,
Totodata, este necesar de a utiliza sursele de
finantare, tinand cont de costul de procurare a
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reward-type methodology. The initiators of a
launched project create a network, the members
of which grant money” [1].

The crowdfunding service implies coor-
dination of investors who provide funds with
project owners accessing crowdfunding plat-
forms. There are crowdfunding projects based
on investments and loans, crowdfunding service
providers, crowdfunding bids [6].

Crowdfunding can provide various bene-
fits to users as it is quite volatile by engaging
communities and due to the variety of funding
forms it can provide. Unlike other financing
methods such as donations, rewards, which do
not bring financial effects to investors, crowd-
funding models based on lending or invest-
ments, involve financial benefits for investors.
The first category can generally be designated as
multi-sponsorship, while the second can be des-
cribed as multi-lending or multi-investment.

An example of a financing platform is the
Guvern24 Platform / Site, which is a structured
set of interconnected websites located on the
Internet at www.guvern24.md. It is a crowd-
funding platform launched on December 22,
2015 in the Republic of Moldova. The Platform
can be used by any natural or legal person,
acting on their own behalf or on behalf of
another person, referring to the materials and
information services of the site.

The Project Beneficiary is the final reci-
pient of collected funds. There can be several
beneficiaries in a single Project. The initiator
may also be the beneficiary of the collected
funds. The Donor is considered to be a User,
which makes voluntary donations for the
purpose of financing the Projects of the
Initiators [10].

In conclusion, we note that above des-
cribed types of financing may be used depen-
ding on the financial condition of each local
individual enterprise, based on its possibilities of
accessing funds. At the same time, it is neces-
sary to use the sources of funding taking into
account the cost of procuring capital, its con-
nection to the development and economic growth
objectives, so that the financial balance of the
enterprise is not affected, the structure of the


http://www.guvern24.md/
http://www.guvern24.md/
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capitalurilor, de racordarea acestora la obiec- funding sources is optimal, and capital contri-
tivele de dezvoltare si crestere economica, butes to the economic efficiency of the enterprise.
astfel, incat sa nu fie afectat echilibrul financiar

al Intreprinderii, structura surselor de finantare

sd fie optimd, iar capitalul sa aduca eficientd

economica intreprinderii.

Bibliografie/ Bibliography:

1. BACIU, V. Reglementarea activitatii de finantare participativai (crowdfunding).
https://juridicemoldova.md/1447/reglementarea-activitatii-de-finantare-participativa-
crowdfuning.html

2. BANCILA, N. Problemele finantarii IMM-urilor in conditii pandemice. Conferinta stiintifici
Internationald ,, Implicatiile economice si sociale ale Pandemiei COVID-19: Analize,
Prognoze, Strategii de atenuare a consecingelor. 23 octombrie 2020. Chisinau: INCE, 2020,
pag. 129, ISBN 978-9975-3463-3-7

Surse electronice:

3. Comisia Europeana. Tipuri de finantare. [Accesat: 22.06.2022]. https://ec.europa.eu/info/
funding-tenders/how-apply/you-apply-eu-funding- beginners_ro

4. Cu privire la aprobarea proiectului de lege privind serviciile de finantare participativa.
Guvernul Republicii Moldova. [Accesat: 22.06.2022]:
https://cancelaria.gov.md/sites/default/files/document/attachments/150 0.pdf

5. Cu privire la modul de repartizare a mijloacelor Fondului National de Dezvoltare a
Agriculturii si Mediului Rural. Hotérarea nr. 455 din 21-06-2017. In: Monitorul Oficial al
Republicii Moldova, nr. 201-213, art.537. https://guvern24.md/terms-and-conditions/

6. Cum pot obtine fermierii moldoveni finantare prin proiectul nipon 2 KR? Agrobizness.md
https://agrobiznes.md/cum-pot-obtine-fermierii- moldoveni-finantare-prin-proiectul-nipon-2-
kr.html

7. Proiectul de Lege privind serviciile de finantare participativa, 2020. https://cancelaria.gov.md/
sites/default/files/legea_privind_serviciile_de_finantare_participativa.pdf

8. Proiectul Agricultura competitiva in Moldova. MASP. [Accesat: 22.06.2022].
https://ru-ru.facebook.com/people/Proiectul-Agricultura-CompetitivéeC4%83-%C3%AEN-
Moldova-MAC-P/100046496694621/

9. Programul de suport pentru intreprinderile mici si mijlocii din Republica Moldova. Ministerul
Infrastructurii si Dezvoltarii regionale [ Accesat:22.06.2022]
http://adrsud.md/libview.php?l=ro&amp;idc=340&amp;id=4785&amp;t=/Presa/Noutati/Prog
rame-de-suport-pentru-intreprinderile- mici-i-mijlocii-in-valoare-de-140-min-lei

10. Site-ul-Guvern24 https://guvern24.md/terms-and-conditions/

11. Strategia pentru o economie incluziva, durabila si digitald pana in anul 2030, pag.53
[Accesat:2.05.2022].
https://cancelaria.gov.md/sites/default/files/document/attachments/135.pdf

El —— Revista / Journal ,, ECONOMICA” nr.3 (121) 2022


https://juridicemoldova.md/1447/reglementarea-activitatii-de-finantare-participativa-crowdfuning.html
https://juridicemoldova.md/1447/reglementarea-activitatii-de-finantare-participativa-crowdfuning.html
https://ec.europa.eu/info/
https://cancelaria.gov.md/sites/default/files/document/attachments/150_0.pdf
https://agrobiznes.md/cum-pot-obtine-fermierii-%20moldoveni-finantare-prin-proiectul-nipon-2-kr.html
https://agrobiznes.md/cum-pot-obtine-fermierii-%20moldoveni-finantare-prin-proiectul-nipon-2-kr.html
https://cancelaria.gov.md/

FINANTE, CONTABILITATE, ANALIZA S| INFORMATICA ECONOMICA / FINANCE, ACCOUNTING, ECONOMIC ANALYSIS AND INFORMATICS

368.03:339.1(478)

POZITIA SI DEZVOLTARE
A PIETEI ASIGURARILOR
DIN REPUBLICA MOLDOVA

Conf. univ. dr. Tatiana DZIUBETCAIA, ASEM
dziubetcaia@ase.md

ORCID: 0000-0002-9592-3240

Lector univ. Natalia COSTOVA, ASEM
costova.natalia@ase.md

ORCID: 0000-0003-1231-8393

DOI: https://doi.org/10.53486/econ.2022.121.091

Asigurarile, in ansamblu cu alte instru-
mente de piata, garanteaza stabilitatea dez-
voltarii economice §i actioneazd ca un stimu-
lator al cresterii economice, acumuldnd resurse
sub forma de prime de asigurare si trans-
formdndu-le in investitii, astfel, crescind efi-
cienta intregului sistem financiar al tarii. Piata
asigurarilor contribuie nu doar la dezvoltarea
reproducerii sociale, dar si influenteaza activ
Sfluxurile financiare din economia nationald
prin intermediul fondului de asigurari, con-
stituind o parte semnificativa a pietei financiare
din tara. Pentru a intelege la ce etapa de
dezvoltare se afla piata asigurarilor din Repu-
blica Moldova si cum poate fi imbunatatita,
este importantd evaluarea situatiei actuale a
acesteia, depistarea provocarilor si a perspec-
tivelor, ceea ce urmeaza a fi analizat in pre-
zentul articol.

Cuvinte-cheie: asigurdri, piatd de asigu-
rari, prime brute subscrise, despagubiri si
indemnizatii achitate, societate de asigurari.

JEL: G2, G22, G52.

Introducere

Asigurarile reprezinta o relatie de prote-
jare a intereselor patrimoniale ale persoanelor
fizice si juridice, In cazul unor evenimente
asigurate, utilizdnd fondurile banesti acumulate
din primele de asigurare pe care acestea le
platesc. Scopul asigurarilor consta in eliminarea
riscurilor potential acceptabile, daunelor ce
afecteazd sanatatea persoanelor sau prejudi-
ciului vietii [3].
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Insurance, together with other market
instruments, guarantees the stability of econo-
mic development and acts as a stimulator of
economic growth, accumulating resources in
the form of insurance premiums and trans-
forming them into investments, thus increasing
the efficiency of the entire financial system of
the country. The insurance market contributes
not only to the development of social repro-
duction, but also actively influences financial
flows in the national economy through the insu-
rance fund, constituting a significant part of the
financial market in the country. In order to
understand the level of development of the
insurance market in the Republic of Moldova
and how it can be improved, it is important to
evaluate its current situation, identify challen-
ges and prospects, which will be analysed in
this article.

Keywords: insurance, insurance market,
gross premiums written, compensations and
indemnities paid, insurance company.

JEL: G2, G22, G52.

Introduction

Insurance represents a relationship to
protect the patrimonial interests of individuals
and legal entities, in case of insured events, using
the funds accumulated from the insurance pre-
miums they pay. The purpose of insurance is to
eliminate potentially acceptable risks, damages
that affect people’s health or damage to life [3].

The insurance market is a part of the
financial market, a place where insurance pro-
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Piata asigurarilor este o parte a pietei
financiare, un loc in care sunt cumpdrate si
vandute produsele de asigurare. Functionarea
acesteia are loc 1n cadrul sistemului financiar
atdt in conditii de parteneriat, cat si intr-un
mediu competitiv. Exista diverse caracteristici de
clasificare ale pietei asigurarilor, elementele
careia sunt: organizatiile de asigurari; asiguratorii;
produsele de asigurare; intermediarii de asigurari,
asociatiile de asiguratori; sistemul de regle-
mentare de stat a pietei asigurarilor.

Asigurarea reprezintd un mecanism care
vizeaza reducerea consecintelor negative ale
unui eveniment advers prin redistribuirea resur-
selor. Asigurarea ramburseaza persoanelor o
parte sau toatd pierderea financiara care este
asociatd cu un eveniment imprevizibil, ce im-
plica riscuri. Acest lucru se realizeaza prin
gruparea persoanelor vulnerabile, in dependenta
de factorii de risc. Fiecare persoand pliteste o
suma mica de bani, cunoscuta sub denumirea de
prima de asigurare, intr-un fond, care este apoi
utilizat pentru a compensa pierderile pe care le
sufera oamenii. Astfel, asigurarea disperseaza
riscul prin inlocuirea perspectivei incerte de
pierderi mari cu certitudinea platilor primelor
regulate. Dezvoltarea acestui domeniu al pietei
este extrem de necesar [2].

Actualitatea temei. In majoritatea tarilor
dezvoltate, asigurarile ocupa un rol semnificativ
in economie, deoarece reprezintd o resursa
importanta in ponderea investitiilor, influen-
teaza pozitiv balanta de plati a tarii si contribuie
la extinderea relatiilor economice internatio-
nale atunci, cand societatile de asigurari, pe
langd asigurarile directe, mai efectueaza si ope-
ratii de reasigurari. Asigurarile sunt importante
in economia unei tari, pentru cd participa la
procesul de creare de valoare adaugata, ofera
locuri de munca.

Scopul cercetarii — analiza stdrii actuale a
pietei asigurdrilor din Republica Moldova, identi-
ficarea scopului si importantei asigurdrilor in viata
populatiei si, nemijlocit, in economia statului.

Metode aplicate. Pe parcursul elaboririi
acestui articol au fost utilizate diverse metode
de cercetare: metode de analiza abstract-logica
monograficd, metode de analizd comparativa,

ducts are bought and sold. Its operation takes
place within the financial system, both in part-
nership and in a competitive environment. There
are various classification characteristics of the
insurance market, the elements of which are:
insurance organizations; insurers; insurance
products; insurance intermediaries; insurance
associations; the state regulatory system of the
insurance market.

Insurance is a mechanism aimed at redu-
cing the negative consequences of an adverse
event by redistributing resources. Insurance
reimburses individuals for some or all of the
financial loss that is associated with an unpre-
dictable risk event. This is done by grouping
people vulnerable to a certain risk into groups.
Each person pays a small amount of money,
known as an insurance premium, into a fund,
which is then used to compensate people for
losses. Insurance reduces vulnerability by repla-
cing the uncertain prospect of large losses with
the certainty of regular premium payments. This
is the main necessity for the development of this
area of the market [2].

The topicality of the subject. In most
developed countries, insurance plays a signi-
ficant role in the economy, because it represents
an overwhelming resource in the share of
investments, positively influences the country’s
balance of payments and contributes to the
expansion of international economic relations
when insurance companies, in addition to direct
insurance, also carry out operations of reinsu-
rance. Insurance is important in the economy of
a country because it participates in the process
of creating added value, it provides jobs.

The purpose of the research is the ana-
lysis of the current state of the insurance market
in the Republic of Moldova, identification of
the purpose and importance of insurance in
the life of the population and directly in the
state economy.

Applied methods. The writing of this
article involved the use of various research
methods such as: monographic abstract and
logical analysis methods, comparative analysis
methods, analytical methods, settlement and
graphs, historical methodology.
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metode analitice, decontare si grafice, metodo-
logia istorica.

Fiecare metodd a contribuit la dezva-
luirea mai detaliata a subiectului In cauza atat in
teorie, cat si in practica. De exemplu: metodele
de concretizare si abstractizare au ajutat la
analiza fiecarui tip de asigurari de persoane in
mod separat. Metoda de analiza si sinteza a
facut posibila studierea aprofundatd a dezvol-
tarii pietei asigurdrilor, folosind date statistice
si analitice, iar metodologia istoricd a fost utili-
zatd pentru a determina si identifica succe-
siunea cronologica a dezvoltarii asigurarilor de
persoane [4].

Rezultate obtinute si discutii. Analizand
pozitia actuala a pietei nationale de asigurari, se
poate observa, ca in pofida cresterii globale a
volumului operatiunilor de asigurare, situatia din
tara ramane la un nivel nesatisfacator. Ponderea
primelor de asigurare in Produsul Intern Brut
(PIB) raméne sub media stabilita pe plan
mondial si devine din ce in ce mai mica, ceea ce
reprezintd un indicator ,slab” al dezvoltarii
domeniului asigurarilor din Republica Moldova.
In ceea ce priveste alti indicatori din domeniul
asigurarilor atat generali, cat si particulari pentru
anumite categorii, se constata o crestere [8].

in anul 2021, companiile de asigurari din
Republica Moldova au acumulat prime brute
subscrise 1n valoare de 1 miliard 926,3 milioane
lei, constituind o crestere cu 32,6% comparativ
cu anul precedent. Acest progres este fara
precedent in istoria asigurdrilor din Republica
Moldova, fiind inregistrat dupd o regresie de
10,6% a primelor brute subscrise in anul 2020,
ca urmare a pandemiei COVID-19.

Each of the methods contributed to the
more detailed disclosure of the subject of per-
sonal insurance, both in theory and in practice.
For example, concretization and abstraction
methods helped to analyse each type of person
insurance separately. The analysis and synthesis
methods made possible a more detailed analysis
of the insurance market development, using
statistical and analytical data. Historical metho-
dology was also used to determine and identify
the chronological sequence of the development
of life insurance [4].

Obtained results and discussions. Ana-
lyzing the current position of the national
insurance market, it can be seen that despite the
global increase in the volume of insurance
operations, the situation in the country remains
at a satisfactory level. The share of insurance
premiums in GDP (Gross Domestic Product)
remains below the global average and is getting
smaller and smaller, which is a “weak” indicator
of the development of the insurance sector in the
Republic of Moldova. As for other indicators in
the field of insurance, both general and particular
ones for certain categories, in general, an
increase is noted [8].

In 2021, Moldovan insurance compa-
nies accumulated gross accrued premiums
in the amount of MDL 1 billion 926.3 million,
an increase of 32.6% compared to the previous
year. This progress is unprecedented in the
history of Moldovan insurance, especially as it
comes after a 10.6% regression in gross
premiums in 2020 as a result of the COVID-19
pandemic.

Tabelul 1/ Table 1

Primele brute subscrise pe clase de asiguriri in perioada anilor 2019-2021 (lei)/
Gross written premiums by insurance classes during the years 2019-2021 (MDL)

Denumirea/ The name 2019 2020 2021
Asigurari generale/ General insurance 1523670131 1351 957 818 1 825 766 398
Asigurari de viatd/ Life insurance 100 987 878 100 950 862 100 584 518
Total/ Total 1 624 658 008 1 452 908 680 1926 350 916

Sursa: elaborat de autori in baza datelor din raportul privind incasari de prime de asigurare
si plati a despdgubirilor si sumelor asigurate in perioada 2019-2021 https://www.cnpf.md/ [6] /
Source: prepared by the authors based on the data from the report on receipts of insurance

premiums and payments of insurances and amounts insured

https://www.cnpf.md/ [6]
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Conform datelor Comisiei Nationale a
Pietei Financiare din anul 2021, domeniul asi-
gurarilor este concentrat pe asigurarile generale,
care detin o cotd de 94,8%, in timp ce asi-
gurdrilor de viata le revin 5,2% din volumul
total al primelor brute subscrise.

Ce tine de segmentul asigurarilor generale,
valoarea primelor brute subscrise a insumat
1.825,7 mil. lei, in crestere cu 473,8 mil. lei.
Concomitent, primele brute subscrise aferente
asigurarilor de viatd au constituit aproximativ
100,5 milioane lei, fiind la acelasi nivel al anului
precedent. Datele atestd ca asigurarile auto
domind in continuare piata asigurarilor, acestora
revenindu-le peste 70% din totalul primelor brute
subscrise din asigurarile generale.

Cel mai mare volum de prime au revenit
asigurarilor obligatorii de rdspundere civila
auto, care au constituit 853,1 milioane lei
(+33,5% fata de anul 2020), dintre care, RCA
(asigurarea de raspundere civila auto) interna —
585,4 milioane lei (+26,9%) si ,,Cartea Verde”
— 267,7 milioane lei (+50,5%), urmate de
asigurarile CASCO (asigurare auto faculta-
tiva, asigurarea autovehiculului) [1] — 417,8
milioane lei (+23,2%).

Tot in anul 2021, companiile au achitat
despagubiri si indemnizatii de asigurare in
valoare totala de 662,1 milioane lei, in crestere
cu 11,0% fata de anul anterior.

Datele au fost sintetizate in baza infor-
matiilor prezentate de zece societati de asigu-
rari, care activau la data de 31 decembrie 2021.

According to the data of the National
Commission of the Financial Market of 2021,
the insurance field is focused on general
insurance, which has a 94.8% share, while life
insurance accounts for 5.2% of the total volume
of gross premiums subscribed.

As for the general insurance segment, the
value of gross written premiums totaled MDL
1,825.7 million, an increase of MDL 473.8
million. At the same time, gross written pre-
miums related to life insurance constituted
approximately MDL 100.5 million, being on
the same level as the previous year. The data
shows that the car insurance continues to
dominate the insurance market, accounting for
more than 70% of the total gross premiums
written in general insurance.

The largest volume of premiums went to
the mandatory car civil liability insurance,
which constituted MDL 853.1 million (+33.5%
compared to 2020), of which RCA (car civil
liability insurance) internal — MDL 585.4
million (+26.9%) and “Green Card” — MDL
267.7 million (+50.5%), followed by CASCO
insurance (optional car insurance, vehicle insu-
rance) [1] — MDL 417.8 million ( +23.2%).

Also in 2021, companies paid compen-
sations and insurance allowances totaling MDL
662.1 million, up 11.0% compared to the pre-
vious year.

The data was synthesized based on the
information presented by ten insurance compa-
nies, which were active as of December 31, 2021.

Tabelul 2/Table 2

Despagubiri si indemnizatii de asigurare platite pe clase de asigurari
in perioada 2019-2021 (lei) / Compensation and insurance indemnities paid
by insurance classes in the period 2019-2021 (MDL)

Denumirea/ The name 2019 2020 2021

Asigurari generale/ General insurance 642 193 550 569 849 766 627 917 218
Asigurari de viatd/ Life insurance 11595 421 26 543 741 34219710
Total/ Total 653 788 972 596 393 507 662 136 928

Sursa: intocmit de autori in baza datelor din raportul privind incasari de prime de asigurare
si plati a despagubirilor, si sumelor asigurate in perioada 2019-2021 https://www.cnpf.md/ [6] /
Source: prepared by the authors based on the data from the report on receipts of insurance

premiums and payments of insurances and amounts insured

https://www.cnpf.md/ [6]

in the period 2019-2021
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Comisia Nationald a Pietei Financiare
sustine cd, desi volumul primelor brute sub-
scrise s-a majorat semnificativ in anul 2021,
gradul de penetrare al asigurarilor in Produsul
Intern Brut a inregistrat nivelul de 0,80%,
indicand o crestere modesta cu 0,1 p.p. a
acestui indicator fatd de anul 2020 (spre ex. in
tarile din regiune, indicele respectiv variaza
intre 1-1,5 la sutd). Acest fapt demonstreaza ca
ritmul de crestere al Produsul Intern Brut a fost
superior celui de extindere a activitatilor de
(re)asigurare, din motive legate de situatia
economica si financiara a cetatenilor din Repu-
blica Moldova, care pun accent pe alte produse
si servicii de prima necesitate.

Potrivit Biroului National de Statistica, 1n
anul 2021, primele brute subscrise pentru toate
clasele de asigurari au constituit 1 miliard 926,3
milioane lei, cu 32,5% mai mult decat in anul
2020. In aceasti perioada, ponderea asigurarilor
generale s-a majorat de la 93% la 94,8%, in
timp ce ponderea asigurarilor de viatd s-a
diminuat de la 7% la 5,2%. In special, primele
subscrise din asigurdri generale pentru anul
2021 s-au majorat la 1 miliard 825,2 milioane
lei, cu 35% mai mult decat in anul 2020, iar
valoarea primelor subscrise din asigurari de
viata a scazut cu 0,5% — pand la 101,1 milioane
lei. Aproximativ 45% din totalul primelor au
revenit asigurarilor obligatorii de raspundere
civila auto (RCA) — 866,5 milioane lei (+
32,3% fata de 2020) si 21,7% — asigurarilor de
transport terestru (CASCO) — 417,7 milioane
lei (+23,2%). Concomitent, ponderea CASCO a
scazut cu 1,6 puncte procentuale pe parcursul
anului, ponderea RCA nu s-a modificat, iar
ponderea primelor pentru asigurdrile de
sanatate s-a majorat de la 4,9% la 6,7%, pentru
asigurarile de proprietate Impotriva incendiilor
si altor calamitati naturale — de la 8,3% la
10,9%. Totodata, valoarea totald a despagu-
birilor si indemnizatiilor de asigurare achitate in
anul 2021 a constituit 655 milioane lei si s-a
majorat cu 7,9% fata de anul 2020. Circa 94,3%
din despagubirile si indemnizatiile achitate in
aceastd perioadd au revenit asigurarilor gene-
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The National Commission of the Finan-
cial Market argues that, although the volume of
gross written premiums increased significantly
in 2021, the degree of insurance penetration in
the Gross Domestic Product recorded the level
of 0.80%, indicating a modest increase of 0.1
p.p. of this indicator compared to the year 2020
(e.g. in the countries of the region the respec-
tive index varies between 1-1.5 percent). This
fact demonstrates that the rate of growth of the
Gross Domestic Product was higher than that of
the expansion of (re)insurance activities, for
reasons related to the economic and financial
situation of the citizens of the Republic of
Moldova, who emphasize other premium pro-
ducts and services necessity.

According to the National Bureau of
Statistics, in 2021, gross premiums subscribed
for all classes of insurance amounted to MDL 1
billion 926.3 million, 32.5% more than in 2020.
During this period, the share of general insu-
rance increased by from 93% to 94.8%, while
the share of life insurance decreased from 7%
to 5.2%. In particular, general insurance pre-
miums for 2021 increased to MDL 1 billion
825.2 million, 35% more than in 2020, and the
value of life insurance premiums decreased by
0.5% — up to MDL 101.1 million. Approxima-
tely 45% of the total premiums went to
compulsory motor civil liability insurance
(RCA) — MDL 866.5 million (+ 32.3% com-
pared to 2020) and 21.7% — to land transport
insurance (CASCO) — MDL 417.7 million
(+23.2%). At the same time, the share of
CASCO decreased by 1.6 percentage points
during the year, the share of RCA did not
change, and the share of premiums for health
insurance increased from 4.9% to 6.7%, for
property insurance against fire and other natural
calamities — from 8.3% to 10.9%. At the same
time, the total amount of compensations and
insurance allowances paid in 2021 was 655
million lei and increased by 7.9% compared to
2020. About 94.3% of the compensations and
allowances paid in this period went to general
insurance — MDL 617.5 million, which is 7%
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rale — 617,5 milioane lei, ceea ce este cu 7%
mai mult decét in anul 2020. Cuantumul platilor
pentru asigurari de viatd s-a majorat cu 26% si
a constituit 37,5 milioane lei, iar ponderea
acestor plati a crescut de la 4,9% in anul 2020
la 5,7% in anul 2021. Majoritatea despagubi-
rilor si indemnizatiilor au fost achitate din asigu-
rarile RCA (49,2% din totalul indemnizatiilor) si
CASCO (33,7%). In special, despagubirile si
indemnizatiile achitate din asigurarile RCA au
constituit 322,3 milioane lei (crestere cu 16,4%
fata de anul 2020), in timp ce platile din
asigurarile CASCO s-au majorat cu 21%, pana la
220,6 milioane lei. In anul precedent, ponderea
despagubirilor si indemnizatiilor de asigurare
achitate pentru asigurarile de sanatate a crescut de
la 4,4% in anul 2020 pana la 5,1%, iar ponderea
despagubirilor si indemnizatiilor de asigurare
achitate pentru asigurdrile de proprietate Tmpo-
triva incendiilor si altor calamitati naturale a sca-
zut de 1a 6,8% la 4,2% [7].

Analizand indicatorii anilor 2019-2021,
observam tendinta clard de crestere a despagu-
birilor si indemnizatiilor de asigurare achitate si
a primelor brute subscrise, remarcam si impac-
tul pandemiei globale asupra pietei asigurarilor.
Astfel, constatdm cd, in perioada analizata, pla-
tile despagubirilor de asigurari pe piata asigura-
rilor din Republica Moldova continua sa creasca,
doar in anul 2020 s-a inregistrat o scadere de 50
de milioane de lei, dar in 2021 valoarea totald a
platilor a depasit cifra pentru anul 2019 si a
constituit peste 660 de milioane de lei. In ceea
ce priveste primele brute subscrise, in cazul
nostru, se manifestd impactul pandemiei
globale COVID-19. in anul 2020, s-a inregistrat
o scadere de 171.749.328 lei fatd de
precedent, care a afectat cu siguranta piata asi-

anul

guririlor din Republica Moldova. in 2021,
cuantumul primelor brute subscrise s-a majorat
pana la 1.926.350.916 lei.

more than in 2020. The amount of life insu-
rance payments increased by 26% and
amounted to MDL 37.5 million, and the share
of these payments increased from 4.9% in 2020
to 5.7% in 2021. Most of the compensations
and indemnities were paid from RCA (49.2% of
total indemnities) and CASCO (33.7%) insu-
rances. In particular, compensations and indem-
nities paid from RCA insurance amounted to
322.3 million lei (16.4% increase compared to
2020), while payments from CASCO insurance
increased by 21%, up to MDL 220.6 millions.
In the previous year, the share of insurance
claims and indemnities paid for health
insurance increased from 4.4% in 2020 to 5.1%,
and the share of indemnities and insurance
indemnities paid for fire and other calamity
property insurance natural decreased from 6.8%
to 4.2% [7].

Analyzing the indicators of the years
2019-2021, we observe a clear trend of growth
in compensations and insurance indemnities
paid and gross premiums subscribed, we also
note the impact of the global pandemic on the
insurance market. Thus, we note that during
the analyzed period, insurance compensation
payments on the insurance market in the
Republic of Moldova continue to grow, only in
2020 there was a decrease of MDL 50 million,
but in 2021 the total value of payments
exceeded the figure for 2019 and amounted to
over MDL 660 million. In terms of gross pre-
miums written, in our case, the impact of
the global COVID-19 pandemic is evident.
In 2020, there was a decrease of MDL
171,749,328 compared to the previous year,
2019, which definitely affected the insurance
market in the Republic of Moldova. In 2021,
the amount of gross premiums subscribed
increased to MDL 1,926,350,916.
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Figura 1. Volumul primelor brute subscrise si despiagubirilor de asigurare achitate pe piata
asiguririlor din Republica Moldova in perioada 2019-2021 (milioane lei)/
Figure 1. The volume of gross written premiums and insurance claims paid on the insurance
market in the Republic of Moldova during 2019-2021 (millionMDL)
Sursa: elaborata de autori in baza rapoartelor Comisiei Nationale a Pietei Financiare
https://mww.cnpf.md/ [6]/ Source: prepared by the authors based on the reports
of the National Financial Market Commission https://www.cnpf.md/ [6]

in baza datelor din Figura 1 remarcim,
ca volumul primelor brute subscrise depaseste
semnificativ volumul platilor despagubirilor de
asigurare in perioada corespunzitoare. Compa-
rand dinamica indicatorilor, putem observa o
evolutie mai accentuatd, in anul 2021, a
volumului primelor brute subscrise, comparativ
cu volumul despagubirilor de asigurare achitate.
In al doilea caz, schimbarile dinamice din 2021
sunt mai line, cu o crestere treptatd, dar valoa-
rea indicatorului, ,,volumul despagubirilor” de
asigurare, achitate in anul 2021, nu depaseste
cu mult cifra Inregistrata in anul 2019.

Conform datelor de activitate ale so-
cietatilor de asigurari pentru anul 2021, GRAWE
CARAT ASIGURARI S.A. ocupi pozitia de
lider, In ceea ce priveste profitul nregis-
trat inainte de impozitare cu o valoare de
35 784 594 lei. Pe locul doi se afla GENERAL
ASIGURARI S.A. cu un indicator de 7,5 mi-
lioane de lei mai putin. Si inchid primele trei
pozitii INTACT ASIGURARI GENERALE
S.A. si TRANSELIT S.A. cu profit inregistrat,
inainte de impozitare, de 14 milioane lei. In anul
2021 doud societati de asigurari au inregistrat
pierderi: MOLDCARGO S.A. — 9,5 milioane lei
si GARANTIE S.A. — 0,5 milioane lei.
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Based on the data in Figure 1, we note
that the volume of gross premiums subscribed
significantly exceeds the indicator of the volu-
me of insurance compensation payments in the
corresponding period. Comparing the dynamics
of the indicators, we can observe a more
pronounced increase in 2021 of the indicator
volume of gross underwritten premiums com-
pared to the volume of insurance claims paid.
In the second case, dynamic changes in 2021
are smoother, with gradual growth. But the
value of the indicator of the volume of insu-
rance claims paid in 2021 does not exceed by
much the figure recorded in 2019.

According to the activity data of the
insurance companies for 2021, GRAWE
CARAT ASIGURARI S.A. occupies the lea-
ding position in terms of profit recorded before
taxation with a value of MDL 35,784,594,
The second place is given to GENERAL
ASIGURARI S.A. with an indicator of MDL
7.5 million less. And finally, the first three
positions are ended by INTACT ASIGURARI
GENERALE S.A. and TRANSELIT S.A. with
the profit recorded before taxation at the level
of MDL 14 million. In 2021, two insurance
companies recorded losses — MOLDCARGO
S.A. in the amount of MDL 9.5 million and
GARANTIE S.A. worth MDL 0.5 million.
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Tabelul 3/ Table 3

Indicatorii de bazi ai companiilor de asiguriri din Republica Moldova in anul 2021/
Basic indicators of insurance companies in the Republic of Moldova in 2021

Profitul
Denumirea Total Coeficientul | Prime brute | Despéigubiri (pler.derea.l)
.. . . . - ; . perioadei
Nr. companiei de active, lei/ de subscrise, lei/ | achitate, lei/ raportate pini
crt./ asigurari/ Total lichiditate/ | Gross written| Compensa- P P
L . . . la impozitare/
No. Name of the assets, Liquidity premiums, tion paid, Profit (loss) of the
insurance company MDL ratio MDL MDL
reported tax
period
1 |Acord Grup SA 206 109 616 14,00 126 864 600 25 703 407 534 394
2 | Asterra Grup SA 407 436 637 511 335004 516 | 136383989 3304 376
g |Donaris Vienna 381241061 623 | 229282261 | 62438028 10 353 030
Insurance Group SA
4 | Garantie SA 73 064 675 1,15 15 252 206 5247 443 - 557609
5 | General Asigurari SA | 317 307 456 4,65 281 601 044 92 325 389 28 284 510
g | Crawe Carat 1256682866| 51,62 | 306895568 | 136 543 354 35 784 594
Asigurari SA
7 |Intact Asigurdrl 165200359| 401 | 131421926 | 45085681 14760 313
Generale SA
8 |Moldasig SA 512 871 553 2,61 254 740 743 79 597 831 1967 135
9 |Moldcargo SA 169 987 682 2,27 114 047 408 40 162 200 -9 582 347
10 |Transelit SA 138 955 473 19,34 131240643 | 38649607 14 062 105
Total/ Total 3628947378 X 1926 350915 | 662 136 928 98 910 501

Sursa: elaborat de autori in baza rapoartelor Comisiei Nationale a Pietei Financiare in anul
2021 https://mwww.cnpf.md/ [6]/ Source: prepared by the authors based on the reports of the
Commission of the National Financial Market Commission in 2021 https://www.cnpf.md/ [6]

Pe piata asigurdrilor din Republica Mol-
dova in anul 2021 au fost inregistrate doar 10
organizatii care au primit licenta corespun-
zitoare. In acest domeniu existi o singurid
societate de asigurari active carei depasesc 1
miliard de lei, din care 923 de milioane de lei
sunt destinate asigurarilor de viata. Restul com-
paniilor de asigurari au active cuprinse intre 73
de milioane de lei si 512 de milioane de lei,
insd nicio societate de asigurari nu se ocupa de
asigurari de wviatd, cu exceptia GRAWE
CARAT ASIGURARI S.A. Conform indicato-
rilor de lichiditate a activelor companiilor de
asigurari din Republica Moldova, indicatorul
maxim este inregistrat de cdtre GRAWE
CARAT ASIGURARI - 51,62 (in comparatie
cu toate companiile, aceastd valoare a indica-
torului este semnificativd). TRANSELIT S.A.
se afld pe locul 2 — 19,34. Pe locul trei se
pozitioneazd ACORD GRUP S.A. cu o valoare

Only 10 companies, that received the
appropriate license were registered on the
insurance market of the Republic of Moldova in
2021. On the insurance market, there is only
one insurance company whose assets exceed
MDL 1 billion, of which MDL 923 million are
intended for life insurance. The rest of the
insurance companies have assets between
MDL 73 million and MDL 512 million, but no
insurance company deals with life insurance,
with the exception of GRAWE CARAT
ASIGURARI S.A. According to the indicators
of liquidity of assets of insurance companies in
the Republic of Moldova, the maximum
indicator is registered by GRAWE CARAT
ASIGURARI — 51.62 (compared to all compa-
nies, this indicator value is significant).
TRANSELIT S.A. is on the 2nd place — 19.34.
In the third place — ACORD GRUP S.A. with a
value of 14.00. For other companies, the
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de 14,00. Pentru alte companii, indicatorul nu
depaseste 10,00. GARANTIE S.A. are cea mai
mica valoare — 1.15.

Pe piata asigurarilor din Republica
Moldova existd un numadar relativ mic de
societdti de asigurari licentiate si doar una
singurd este angajatd in asigurari de viata, si
anume GRAWE CARAT ASIGURARI S.A.

indicator does not exceed 10.00. GARANTIE
S.A. has the lowest value — 1.15.

There is a relatively small number of
licensed insurance companies and only one
insurance company is engaged in life insurance,
namely GRAWE CARAT ASIGURARI S.A.
on the insurance market in the Republic of
Moldova.
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Figura 2. Volumul primelor brute subscrise de citre companiile de asigurari din Republica
Moldova in anul 2021 (milioane lei)/ Figure 2. The volume of gross premiums written
by insurance companies in the Republic of Moldova in 2021 (million MDL)

Sursa: elaborata de autori in baza rapoartelor Comisiei Nationale a Pietei Financiare
https://www.cnpf.md/ [6]/ Source: prepared by the authors based on the reports
of the National Financial Market Commission https://www.cnpf.md/ [6]

Conform Figurei 2, ASTERRA GRUP S.A.
are cea mai mare valoare a primelor brute sub-
scrise in anul 2021 — 335 milioane lei, urmata
de GRAWE CARAT ASIGURARI S.A. cu o
valoare mai mare de 300 milioane lei si pe locul
3 este GENERAL ASIGURARI S.A. In anul

According to Figure 2, ASTERRA GRUP
S.A. has the highest value of gross premiums
subscribed in 2021 — MDL 335 million,
followed by GRAWE CARAT ASIGURARI
S.A. with a value greater than MDL 300 million
and the 3rd place is given to GENERAL

2021, cel mai mic nivel a fost inregistrat la
GARANTIE S.A. — 15,2 milioane lei. Diferenta
dintre indicatorul maxim inregistrat si cel
minim, este de peste 22 de ori.
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ASIGURARI S.A. In 2021, the lowest level
was recorded at GARANTIE S.A. — MDL 15.2
million. The difference between the maximum
recorded indicator and the minimum is more
than 22 times.
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Figura 3. Volumul despigubirilor de asigurare achitate de companiile de asigurari
din Republica Moldova in anul 2021 (milioane lei) / Figure 3. The volume of insurance claims
paid by insurance companies in the Republic of Moldova in 2021 (million MDL)
Sursa: elaborata de autori in baza rapoartelor Comisiei Nationale a Pietei Financiare
https://www.cnpf.md/ [6] / Source: prepared by the authors based on the reports of the National
Financial Market Commission https://www.cnpf.md/ [6]

In ceea ce priveste volumul despagubi-
rilor de asigurare platite in anul 2021, pozitia de
lider este ocupata de GRAWE CARAT
ASIGURARI S.A. Pe locul doi s-a pozitionat
ASTERRA GRUP S.A., care in anul corespun-
zator a avut cea mai mare valoare pentru primele
brute subscrise. Valoarea minima s-a inregistrat
la GARANTIE S.A. — 5,2 milioane lei.

in prezent, are loc formarea pietei asigu-
rarilor prin crearea unor companii de asigurari
mari, capabile sd se adapteze la conditiile soli-
citate si sd ofere servicii de asigurdri, care
corespund standardelor internationale, precum
si formarea infrastructurii pietei asigurarilor.
Indicatorii ce caracterizeaza pozitia pietei asi-
gurarilor indica faptul ca au fost create bazele
asigurarilor nationale.

Cu toate acestea, asigurarile nu si-au ocu-
pat incd locul potrivit in sistemul de protectie a
intereselor patrimoniale ale populatiei, ale intre-
prinderilor si ale statului. Mai putin de 50% din
riscurile potentiale sunt asigurate, comparativ

100

Regarding the volume of insurance
claims paid in 2021, the leading position is
occupied by GRAWE CARAT ASIGURARI
S.A. In the second place there was ASTERRA
GRUP S.A., which in the corresponding year
recorded the highest value for gross premiums
subscribed. The minimum value is also fixed at
GARANTIE S.A. — MDL 5.2 million.

Currently, the formation of the insu-
rance market is taking place through the crea-
tion of large insurance companies capable of
adapting to market conditions and providing
insurance services that meet international stan-
dards, as well as the formation of the insurance
market infrastructure. The indicators charac-
terizing the position of the insurance market
indicate that the foundations of national insu-
rance have been created.

However, insurance has not yet taken its
proper place in the system of protection of the
patrimonial interests of the population, enter-
prises and the state. Less than 50% of potential
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cu 90-95%, date inregistrate in majoritatea
tarilor dezvoltate. Volumul primelor de asigu-
rare din tara noastrd este comparabil cu indi-
catorii similari ai unei singure companii inter-
nationale. Existd riscuri mari in cazul mono-
polizarii sectoarelor pietei asigurarilor, pentru
ca varietatea produselor de asigurare de pe piata
este mult mai micd decét in strdinatate. Lipsa
masurilor, care sa stimuleze si sd motiveze po-
pulatia si Intreprinderile sa apeleze la oportu-
nitatile de asigurare pentru a-si proteja intere-
sele patrimoniale, afecteaza negativ dezvoltarea
pietei asigurarilor. Nu a fost creat un mecanism
de incredere pentru controlul statului asupra
indeplinirii de catre societdtile de asigurari a
obligatiilor sale, o evaluare adecvatid a fiabi-
litatii si stabilitatii financiare a acestora [5].

Concluzii

In cadrul studiului a fost analizata situa-
tia actuald a pietei asigurarilor din Republica
Moldova si s-a ajuns la urmatoarele concluzii.

Printre principalele probleme ale dez-
voltarii pietei asigurarilor din tara noastrda se
numara urmatoarele:

e nivelul scazut de solvabilitate al asigura-
torilor agravat de criza economica;

o lipsa instrumentelor financiare eficiente
pentru plasarea rezervelor de asigurare;

e subdezvoltarea mecanismului pietei si
lipsa unei piete de valori mobiliare dez-
voltate, ceea ce limiteaza plasarea rezer-
velor de asigurare;

e imperfectiunea cadrului legal si de regle-
mentare pentru asigurari;

e lipsa stimulentelor fiscale pentru asigu-
ratori;

o nivelul scazut de capitalizare al compa-
niilor de asigurari, precum si subdez-
voltarea pietei nationale de reasigurare,
care nu permite asigurarea unor riscuri
mari si contribuie la o iesire a primelor
de asigurare in strainatate;

e restrAngerea concurentei in unele sec-
toare ale pietei serviciilor de asigurari;

e imperfectiunea suportului juridic si orga-
nizatoric al supravegherii asigurarilor
de stat;
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risks are insured compared to 90 - 95% in most
developed countries. The volume of insurance
premiums in our country is comparable to simi-
lar indicators of a single international company.
Big problems can arise if sectors of the insu-
rance market are monopolized. The variety of
insurance products on the market is much
smaller than abroad. The lack of measures to
stimulate and motivate the population and
businesses to make more extensive use of insu-
rance opportunities to protect their patrimonial
interests has a negative effect on the develop-
ment of the insurance market. A reliable
mechanism for state control over the fulfillment
of its obligations by insurance companies, an
adequate assessment of their reliability and
financial stability has not been created [5].

Conclusions

The study analyzed the current situa-
tion of the insurance market in the Republic
of Moldova and reached the following con-
clusions.

Among the main problems of the deve-
lopment of the insurance market in the Republic
of Moldova are the following:

o the low level of solvency of insurers
aggravated by the economic crisis;

o lack of effective financial instruments
for placing insurance reserves;

e the underdevelopment of the market
mechanism and the lack of a developed
securities market, which limits the pla-
cement of insurance reserves;

o the imperfection of the legal and regu-
latory framework for insurance;

o lack of fiscal incentives for insurers;

e the low level of capitalization of insu-
rance companies, as well as the under-
development of the national reinsu-
rance market, which does not allow the
insurance of large risks and contributes
to an outflow of insurance premiums
abroad,;

e restriction of competition in some sec-
tors of the insurance services market;

o the imperfection of the legal and orga-
nizational support of state insurance
supervision.
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e subdezvoltarea infrastructurii pietei asi-
gurarilor, In special, absenta institutiei
actuarilor si evaluatorilor de risc.

Putem sugera urmatoarele solutii pentru
problemele existente.

Pentru a atinge obiectivele pe termen
lung ale dezvoltarii pietei asigurarilor, este
necesar sa fie:

e asiguratd fiabilitatea si sustenabilitatea
financiara a sistemului de asigurari;

e urmdritd o politicd structurald activa pe
piata serviciilor de asigurari;

o imbunatatitd eficienta reglementarii de
stat a activitatilor de asigurare;

e dezvoltata piata internationala de asi-
gurari;

e Imbunatdtit cadrul de reglementare pen-
tru activitatile de asigurare.

Stabilitatea pietei asigurarilor este, in
mare masura, determinatd de infrastructura
acesteia. De asemenea, este necesar sa se acce-
lereze crearea institutiei actuarilor, tinand cont
de criteriile intalnite in practica internationala.
O atentie deosebita trebuie acordatd stimularii
asigurarilor in sfera afacerilor mici. Este nece-
sar sd fie inasprit controlul asupra companiilor
de asigurari de viata.

Un factor important in dezvoltarea asi-
gurdrilor facultative este restabilirea increderii
populatiei, pentru a spori atragerea de fonduri
catre economia reala.

in domeniul asiguririlor obligatorii este
necesar si se determine importanta asigurarii
protectiei intereselor patrimoniale ale anumitor
categorii de persoane. Este necesard eficien-
tizarea introducerii claselor noi de asigurari
obligatorii, care sa conduca la crearea fondu-
rilor departamentale noi, pentru evaluarea efi-
cientei fondurilor existente.

In domeniul reglementirii de stat a acti-
vitatii de asigurare ar trebui luate masuri pentru
imbunatatirea cadrului normativ si metodologic
de functionare a pietei asigurarilor [1].

Particularitatea pietei asigurdrilor consta
in faptul ca efectul crizei in economie nu afec-
teaza imediat activitatea acesteia, ci duce la o
scadere Intarziatd si pe termen lung a indi-
catorilor de dezvoltare a pietei asigurarilor. Prin
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o underdevelopment of the infrastructure
of the insurance market, in particular,
the absence of the institution of actuaries
and risk assessors.

We can also suggest the following solu-
tions to existing problems.

In order to achieve the long-term objec-
tives of the development of the insurance mar-
ket, it is necessary:

e to ensure the reliability and financial
sustainability of the insurance system;

e to pursue an active structural policy on
the market of insurance services;

e to improve the efficiency of the state
regulation of insurance activities;

e to develop the international insurance
market;

e to improve regulatory framework for
insurance activities.

The stability of the insurance market is
largely determined by its infrastructure. It is
also necessary to speed up the creation of the
institution of actuaries, taking into account the
criteria developed by international practice.
Special attention should be paid to the pro-
motion of insurance in the sphere of small
business. It is necessary to tighten the control
over life insurance companies.

An important factor in the development
of voluntary insurance is the restoration of
the population’s confidence in it in order to
increase the attraction of funds to the real
economy.

In the field of compulsory insurance, it
iS necessary to determine the importance of
ensuring the protection of the patrimonial
interests of certain categories of people. It is
necessary to streamline the introduction of new
compulsory insurance classes, which lead to the
creation of new departmental funds, to evaluate
the efficiency of existing funds.

In the field of state regulation of insurance
activities, measures should be taken to improve
the normative and methodological framework
for the operation of the insurance market [1].

The peculiarity of the insurance market
lies in the fact that the effect of the crisis in
the economy does not immediately affect its
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urmare, este deosebit de important sa se deter- activity, but leads to a delayed and long-term

mine perspectivele de dezvoltare a asigurarilor decrease in the indicators of the development

pe termen scurt. of the insurance market. Therefore, it is parti-
cularly important to determine the prospects
for the development of insurance within the
short term.
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Aceasta lucrare exploreaza valoarea apli-
catiilor mobile si impactul acestora asupra
procesului Know Your Customer (KYC)', felul in
care s-ar putea procesa diferite date si oferi
rezultate bazate pe datele procesate. Cercetarea
se focalizeaza pe investigatii, rapoarte §i sta-
tistici din diferite surse, cu privire la relatia
dintre automatizarea Know Your Customer si
aplicatiile mobile concepute pentru aceasta. De
asemenea, studiul include analize ale modului de
punere in aplicare, in diverse tari, a rezultatelor
explorarii unui concept de delegare a unei parti
din procesarea datelor, ce revine procesului
Know Your Customer, cdtre partea mobila si
stiva tehnologica utilizata in acest scop. Partea
de delegare poate oferi o reducere semnificativa
a costurilor §i poate creste veniturile finale.

Cuvinte-cheie:  Know Your Customer
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mer, piata aplicatiilor mobile, statistica apli-
catiilor mobile, Computer Vision.
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Introducere

In ultimul deceniu, intdlnim tot mai des
conceptul de FinTech, un termen ce descrie gru-
pul de noi tehnologii financiare concepute
pentru a imbunatati si automatiza utilizarea, si
furnizarea de servicii financiare. Acestea schim-
bd modul in care economisim, imprumutam si
investim banii, facand tranzactiile financiare
digitale mai ugoare si mai simple, fara a fi
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This paper explores the value of mobile
applications and their impact over the Know
Your Customer (KYC)™ process, the way it
could process different data and offer an output
based on processed data. The research is
focused on investigations, reports and statistics
from different sources regarding relation be-
tween the Know Your Customer automation and
mobile applications designed for it. Besides, the
study also includes analysis of the ways how it
is implemented in different countries, results of
a proof of concept that could delegate part of
the Know Your Customer job to the mobile side
and the technology stack that was used for this
purpose. The delegation part can provide
significant costs reduction and increase the
final revenue.
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end consumers, Know Your Customer costs,
mobile marketplace, mobile statistics, Compu-
ter Vision.
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Introduction

Over the past decade, FinTech concept is
more frequently met, a term that describes the
group of new financial technologies designed to
enhance and automate the use and delivery of
financial services. These change the way we
save, borrow, and invest money by making
digital financial transactions easier and simpler,
without the need for a traditional bank [1], and

* Procedura de verificare a identititii clientilor unei companii pentru a preveni furtul de identitate, frauda bancara,
finantarea terorismului/ The procedure to verify the identity of a company’s customers to prevent identity theft, bank

fraud, terrorist financing.
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nevoie de o bancd traditionala [1], si impul-
sioneazd serviciile financiare, furnizate de
institutiile financiare, pentru a fi mai accesibile
utilizatorilor ce se ocupa de vanzarile cu ama-
nuntul. Acest impact are potentialul de a diver-
sifica pietele, de a le face mai competitive, mai
eficiente si ar putea spori veniturile lor. Desi
sunt putine surse stiintifice la aceastd temad,
vrem sd mentiondm ca agentii economici sunt
cu un pas Inaintea cercetarilor si publicatiilor
stiintifice. Cei implicati in sectorul IT reali-
zeaza soft-urile si nu se grabesc sa publice rezul-
tatele, argumentele pot fi atit de ordin eco-
nomic, cat si de drept de autor.

Inovatia a introdus concurenta si a sporit
veniturile, in special, pe pietele deschise si pen-
tru economiile in curs de dezvoltare [2]. Fiecare
institutie financiara oferd increderea necesara
pentru fluxul de fonduri. Pe langa aceasta, ele
trebuie sa ofere, de asemenea, o anumita cre-
dibilitate si asigurare guvernelor locale etc. [3].
Putem observa ca elementul comun intalnit in
orice procedurd financiard este utilizarea pro-
cesului Know Your Customer. KYC reprezinta
verificarea antecedentelor si reglementarilor
bancare pe care institutiile financiare si alte com-
panii de pe piata reglementatd trebuie sa le
efectueze pentru a-si identifica clientii si a afla
informatii relevante referitoare la afacerile finan-
ciare cu acestia. In SUA, KYC este, de obicei, o
politica implementata pentru a se conforma unui
program de identificare a clientilor [3].

Politicile KYC devin din ce in ce mai
importante, la nivel global, pentru a preveni
frauda furtului de identitate, spalarea banilor si
finantarea terorismului. Dincolo de potrivirea/
coincidenta de nume, un aspect cheie al con-
troalelor KYC este monitorizarea tranzactiilor
unui client in raport cu profilul sau inregistrat,
istoricul din conturile clientilor si corespon-
denta cu conectorii/utilizatorii/colegii [4]. Spri-
jinirea unui astfel de serviciu necesita investitii
mari. Pentru a optimiza costurile, organizatiile
financiare folosesc servicii terte sau companii
care furnizeaza asemenea servicii.

Chiar daca optimizarea algoritmilor de
automatizare pentru procesarea tuturor informa-
tillor KYC necesita o multime de resurse,
aceastd sarcind grea poate fi partial delegata
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boost the financial services provided by finan-
cial institutions to be more accessible to retail
users. This impact has the potential to make the
markets more diversified, competitive, effi-
cient, but could also increase their interest.
Although there are few scientific sources on
this topic, we still want to mention that eco-
nomic entities are ahead of scientific research
and publications. Those involved in the IT
sector make the software and are in no hurry to
publish the results, the arguments can be both
economic and copyright.

Innovation introduced competition and
increased interest, especially in open markets
and for developing economies [2]. Every finan-
cial institution provides the necessary trust for
the flow of funds. In addition to this, they must
also provide some credibility and assurance to
local governments etc. [3]. We can see that the
most common element encountered in any
financial process is the use of the Know Your
Customer process (KYC). KYC is due dili-
gence and banking regulations that financial
institutions and other regulated companies must
perform to identify their customers and learn
information relevant to financial business with
them. In the USA, KYC is typically a policy
implemented to comply with a customer identi-
fication program [3].

KYC policies are becoming increasingly
important globally to prevent identity theft fraud,
money laundering and terrorist financing.
Beyond name matching/coincidence, a key
aspect of KYC controls is the monitoring of a
customer’s transactions against their registered
profile, history in customer accounts and corres-
pondence with connectors/users/peers [4]. Sup-
porting such a service requires large invest-
ments. In order to optimize costs, financial
organizations use third-party services or com-
panies that provide such services.

Even though optimizing automation algo-
rithms to process all KYC information requires
a lot of resources, this heavy task can be par-
tially delegated to mobile applications to opti-
mize costs, receive more accurate data and pro-
vide more mobility for end consumers.
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aplicatiilor mobile pentru a optimiza costurile, a
primi date mai precise si a oferi mai multd
mobilitate consumatorilor finali.

Metode aplicate

Metodele utilizate in aceasta lucrare sunt:
sinteza, comparatia, inductia, deductia, Inain-
tarea si validarea ipotezelor de cercetare. Pentru
prezenta lucrare a fost aplicatd, de asemenea,
tehnica de cercetare cantitativd si cercetarile
fixe. In baza cercetirii cantitative a fost analizat
profund conceptul si procesul de KYC, care
este aplicat la nivel global. Pe langa aceste
cercetari au fost examinate statistici, costuri si
diverse solutii de implementare, utilizate prin
intermediul aplicatiilor mobile.

Toate datele colectate sunt bazate pe
observatii si informatii oferite de diverse com-
panii sau organizatii din sectorul privat si pu-
blic. Prin intermediul cercetarilor fixe, a fost
elaborat un concept, care prevede, ca aplicatia
mobila poate delega partial procesul de KYC, cu
scop de a optimiza costurile si un prototip bazat
pe descrierile mentionate in acest concept.

Rezultate obtinute si discutii

in cadrul institutiilor financiare din do-
meniul serviciilor oferite consumatorilor finali,
cele mai populare platforme mobile utilizate in
intreaga lume sunt Android (oferit de Google)
s1 OSX (oferit de Apple).

1. Capabilitatile hardware mobile. Dis-
pozitivele mobile moderne contin o mare
varietate de senzori si servicii in spatiul personal
al utilizatorilor. Drept urmare, aceste dispozitive
sunt capabile s monitorizeze in mod transpa-
rent multe date cu caracter personal (de exem-
plu: locatia, date despre sanatate sau corespon-
dentd). Numeroasele componente ale acestui
ecosistem complex sunt adesea construite si
controlate de diverse parti cu interese si stimu-
lente diferite.

Piata aplicatiilor mobile din ultimii ani
urmareste sd ofere o diversitate de optiuni in
functie de necesitati. Cele mai recente dispo-
zitive pot contine componente dedicate pentru a
indeplini functii speciale, cum ar fi suportul
pentru retelele neuronale.

2. Statistici de utilizare a aplicatiilor mo-
bile. Potrivit celui mai recent raport de cercetare,
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Applied Methodology

Methods used in this paper are synthe-
sis, comparison, induction, deduction, advan-
cement and validation of research hypotheses.
For this paper, the technique of quantitative
research and fixed research was applied. Based
on quantitative research was deeply analy-
sed the concept and process of KYC, which is
applied globally in different countries. In addi-
tion to this research, statistics, costs and various
implementation solutions used through mobile
applications were analysed.

All collected data were based on obser-
vations and information provided by various
companies or organizations in the private and
public sectors. A concept which provides that
the mobile application can partially delegate the
KYC process in order to optimize costs, and a
prototype based on the descriptions mentioned
in this concept has been developed through
fixed research.

Results Obtained and Discussions

In the context of financial institutes and
services offered for end consumers, the most
popular mobile platforms used over the entire
world are Android (offered by Google) and
OSX (offered by Apple).

1. Mobile Hardware Capabilites. Mo-
dern mobile devices contain a wide variety of
sensors and services in users’ personal space. As
a result, these devices are able to transparently
monitor many personal data (for example:
location, health data or correspondence). Many
components of this complex ecosystem are
often constructed and controlled by different
parties with different interests and incentives.

The mobile application market in recent
years aims to provide a variety of options
according to their needs. The latest devices
might contain dedicated components to serve
special functions, such as support for neural
networks.

2. Mobile applications usage statistics.
According to the latest research report provided
by Perficient [5], that is based on data provided
by Google Analytics Benchmarking [6], the
results show that end users tend to use mobile
devices more often to achieve their goal.
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realizat si oferit de Perficient [5], bazat pe datele
oferite de Google Analytics Benchmarking [6],
rezultatele demonstreazd ca utilizatorii finali
tind sd foloseasca mai des dispozitivele mobile
pentru a-si atinge scopul. Dispozitivele mobile
au generat 61% din vizitele pe site-urile web din
SUA in 2020, in crestere de la 57% fata de 2019.
Desktop-urile au fost responsabile pentru 35,7%
din toate vizitele in 2020, iar tabletele reprezinta
restul 3,3% dintre vizitatori. La nivel global,
68,1% din toate vizitele site-urilor web, in 2020,
au venit de pe dispozitive mobile, o crestere de
la 63,3% in 2019. Aceste valori le putem observa
in Figura 1.

Mobile devices generated 61% of the US
website visits in 2020, up from 57% in 2019.
Desktops were responsible for 35.7% of all
visits in 2020, and tablets led the remaining 3
.3% of visitors. Globally, 68.1% of all website
visits in 2020 came from mobile devices, up
from 63.3% in 2019. The distribution of these
values can be seen in Figure 1.

29,0%

37.5. Miliarde de vizualiziri la nivel global pe perioada 2020/
37.5. Billion viewes globally over the periof 2020

3,0%

68,0%

Figura 1. Date agregate bazate pe statisticile globale ale vizitelor din 2020/
Figure 1. Aggregated stats based on global visit statistics 2020
Sursa: elaborata de autor in baza statisticilor oferite de Perficient [5]/
Source: elaborated by the author based on statistics offered by Perficient [5]

3. Know Your Customer. Know Your
Customer este definit, in general, ca procesul de
confirmare a identitatii clientului si de identi-
ficare a oricarui risc posibil asociat cu acesta.
Respectarea reglementarilor KYC este obliga-
torie pentru banci, institutiile financiare si orice
alti parteneri de afaceri implicati in operatii
financiare. In mod traditional, organizatiile au un
program manual de identificare a clientilor (CIP)
pentru a verifica identitatea acestora in momen-
tul integrarii. Acest proces ar putea dura de la
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3. Know Your Customer. Know Your
Customer is generally defined as the process to
confirm the identity of the customer and iden-
tify any possible associated risk with the custo-
mer. To comply with KYC/AML (Anti Money
Laundering) regulations is mandatory for banks,
financial institutions and every other business
dealing with money. Traditionally, organiza-
tions have manual customer identification pro-
gram (CIP) in place to verify customer identity
at the time of onboarding. This process could
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cateva zile pana la cateva saptamani, impunand
clientii sa abandoneze procesul in derulare.

Furnizorii de servicii financiare trebuie sa
cunoasca istoricul financiar al clientilor lor Tnainte
de a-i autoriza sd utilizeze serviciul. Daca un
utilizator are un ,,Istoric Nefavorabil”, se va lua o
decizie negativa si nu va fi acceptat.

Spre exemplu, in Suedia exista un numar
personal si un numar de inregistrare a compa-
niei, care sunt suficiente pentru KYC. Aceste
numere pot fi folosite de serviciile de plata
pentru a identifica si verifica compania sau
persoana. In India, clientii pot fi verificati cu o
simpla facturd de apd, unde se indica adresa lor
pentru a obtine o acceptare pozitiva KYC. in
Germania existd asa-numitul ,,Datenschutz”,
care protejeaza intimitatea oamenilor. In vederea
finalizarii procesului de identificare pentru auto-
rizare, serviciile de plata trebuie sa-si intrebe
utilizatorul daca poate preda o copie a formu-
larului de inregistrare a companiei sau un for-
mular de inregistrare a adresei, dovedit oficial.
Este posibil ca datele autoritatilor sd nu fie
actualizate, deoarece procesul de actualizare a
adresei (de exemplu, mutarea in alt oras) nece-
sitd timp suplimentar de procesare. Aceasta este
0 problema nu doar pentru institutia financiara,
ci si pentru potentialii séi clienti. Ei nu pot folo-
si serviciul pana cand nu sunt verificati [7].

in functie de tipul de servicii pe care
clientul doreste sa-l foloseascd, ar putea fi
necesar sa treaca diferite tipuri de procese KYC
sau sa trimitd din nou diferite documente in
functie de cerintele autoritatilor locale. Cea mai
des utilizata terminologie, pentru acest tip de
cazuri, este: ,,Nivel”, ,,Nivel de acces”, Licenta”
sau ,,Nivel de verificare”.

3.1. Procesul de Verificare KYC. Procesul
de verificare KYC necesitd intotdeauna o abor-
dare individuala in functie de nevoile organizatiei,
bazate pe cerintele autoritatilor de reglementare.

In timpul KYC se indeplinesc urmitorii
pasi obisnuiti:

1) utilizatorul final se inregistreaza pe plat-

forma dorita;

2) utilizatorul final selecteaza KYC-ul pe

care doreste sa il treacd pentru a
obtine acces la anumite servicii;
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take up to weeks, enforcing customers to aban-
don the process in the middle.

Providers of financial services have to
know the financial history of their customers
before they authorize them for using the
service. If a user has a “Bad History”, there will
be a negative decision and the user will not be
accepted.

For example, in Sweden there is a per-
sonal number and a company registration num-
ber, which is sufficient for KYC. These num-
bers can be used by payment services to iden-
tify and either verify or decline the company or
person. In India, customers can be verified with
a simple water bill where their address is stated
to get a positive KYC acceptance. In Germany,
there is the so-called “Datenschutz”, which
protects people’s privacy. In order to complete
the identification process for the authorization,
payment services have to ask their user if they
can hand in a copy of the company registration
form or an officially proved address registration
form. The data at the authorities might not be
up to date as the process to update the address
(e.g. moving to another city) still takes pro-
cessing time. This is not only a problem for the
financial institute, but also for their potential
customers. They cannot use the service until
they are verified [7].

Depending on the type of service the
customer wants to use, he might need to pass
different types of KYC processes and submit or
re-submit different documents based on the
local authorities’ requirements. The most com-
mon terminology used for this kind of cases we
meet as “Tier”, “Access Level”, “License” or
“Verification Level”.

3.1. KYC Verification Procedure. KYC
verification process always requires an indi-
vidual approach depending on organization needs
based on regulators requirements.

Common steps that are met during the
KYC are the following:

1) end-user registers on the desired

platform;

2) end-user select the KYC he wants to

pass in order to achieve access to
specific services;
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3) utilizatorul final completeaza formu-
larele necesare si trimite o copie a
documentelor solicitate;

4) datele sunt transmise furnizorului
KYC sau responsabilului;

5) ofiterul KYC primeste rezultatele de-
partamentului de prelucrare a datelor si
decide daca statutul de utilizator final
este ACCEPTAT sau REFUZAT, cu
clarificarile de rigoare.

3.2. Costuri KYC. Multe companii terte
oferd servicii de verificare KYC, dar costul
utilizarii unui astfel de serviciu depinde de
multi factori [8]. Acesti factori pot fi:

- numarul de documente;

- verificarea 1n diferite baze de date;

- lucru manual pentru fiecare ofiter KYC;
- numarul de cererti;

- alte optiuni necesare.

Dupa ce a fost facutd cercetarea de piata,
majoritatea furnizorilor de KYC ofera servicii
sub forma de licenta cu pachet predefinit. Cu
alte cuvinte, proceseaza doar un numar mare de
solicitari pe an si rareori doar pretul pe cerere.

Analizand diferite tipuri de licente de la
companii, precum Acuant [9], Seon [10] si
Synopsys Solutions [11], mentiondm ca cos-
turile variaza intre 2 USD — 130 USD per veri-
ficare, In functie de criteriile mentionate ante-
rior si de tipul de licenta selectat.

Aceste cifre depind, in majoritatea cazu-
rilor, de volumul de munca care trebuie facut
pentru lucrul automatizat si de cota parte care
implica resurse umane pentru lucrul manual.

4. KYC Mobil. in prezent, majoritatea
dispozitivelor mobile au performanta hardware,
care permite efectuarea partiald a preprocesarii
datelor KYC. In contextul aplicatiilor mobile,
preprocesarea defineste furnizarea unui flux
complet de verificare trecut, sau cel putin
extragerea datelor brute si rafinate, care pot fi
ulterior procesate de unitati computerizate mai
puternice.

Din punct de vedere tehnic, aceste carac-
teristici pot fi realizate in prezent cu un set mic
de instrumente tehnologice disponibile pentru
partea mobila. Ca alternativa, putem implementa
un standard de instrumente, care sunt utilizate
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3) end-user completes required forms
and submits a copy of required docs;

4) submitted data is received to the
KYC provider or officer in charge;

5) the KYC officer receives the results
of the data processing department
and decides if the end-user status
PASSED or DECLINED with res-
pective clarification.

3.2. KYC Costs. Many third-party com-
panies offer KYC verification services, but the
cost for using such service really depends on
many factors [8]. These criteria can be:

— amount of documents;

— search in different databases;

— manual work for each KYC officer;
— number of requests;

— other required options.

After doing a market research, most of
the KYC providers offer services in the form of
license with predefined package. In other words,
they only process a large number of requests per
year and rarely only price per request.

Going over different types of licenses
from companies such as Acuant [9], Seon [10]
and Synopsys Solutions [11], the costs range
from USD 2 — 130 per check, depending on the
criteria mentioned above and depending on the
type of license selected.

These figures depend in most cases on
the amount of work that needs to be done for
automated work and what is the share that
involves human resources for manual work.

4. Mobile KYC. Currently, most mobile
devices have the hardware performance that can
allow partial pre-processing of KYC data. In
the context of mobile applications, pre-
processing defines providing a complete flow
of passing verification or at least extracting raw
and refined data that can be further processed
by more powerful computing units.

Technically, these features can currently
be achieved with a small set of technological
tools available on the mobile side. Alterna-
tively, we may implement a standard of tools
that are used to achieve the end goal while
processing a KYC form.
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pentru atingerea scopului final, In timpul pro-
cesarii unui formular KYC.

4.1. Dovada Conceptului. Scopul final al
acestei cercetari consti in elaborarea unei idei, ce
ar permite realizarea unui sistem informatic,
pentru optimizarea activitatilor implicate in
procesarea datelor si care va solda cu reducerea
costurilor, comoditatea si satisfactia utilizatorilor.
Vom defini volumul de lucru pentru o versiune de
concept (ipoteza), ce va cuprinde cazul de uti-
lizare a implementarii unei aplicatii mobile care
se va ocupa de procesul KYC. Sarcina principala
ce trebuie realizatd este procesarea unui formular
cu urmatoarele campuri:

- nume

- prenume

- al doilea nume

- data nasterii

- numarul de telefon

- locul nasterii

- email

- copia unui act de identitate cu foto-

grafie (cum ar fi buletinul de iden-
titate, permisul de conducere etc.)

- o fotografie selfie si un video selfie cu

rotirea fetei (sus, jos, stanga, dreapta).

4.2. Verificare KYC in Mod Clasic. Pentru
atingerea scopului propus, este necesar sa
folosim instrumentele utilizate pentru Computer
Vision [12] cu scopul de a procesa imaginile,
clipurile furnizate si pentru a potrivi informatiile
colectate cu cele din formularele primite.

Setul tehnologic minim, care va fi folosit
pentru dovada de concept, mentionat anterior,
va fi: OpenCV, Yolov5, Tesseract-OCR si
TensorFlow.

OpenCV este o bibliotecd software, sursa
deschisa pentru Computer Vision si Machine
Learning.

YOLOVS5 este o colectie de arhitecturi de
detectare a obiectelor si modelelor preantrenate
pe setul de date COCO.

Tesseract-OCR este un motor optic de
recunoastere a caracterelor pentru diferite sis-
teme de operare.

TensorFlow este o bibliotecd software,
sursa deschisa pentru machine learning si inte-
ligenta artificiala.
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4.1. Proof of Concept. The final goal of
this research is to develop a concept that would
allow to create an information system for opti-
mizing the activities involved in data pro-
cessing, which will result in cost reduction,
convenience and user satisfaction. We will de-
fine the scope of work for a concept idea
(hypothesis), which will cover the use case of
implementing a mobile application that will
handle the KYC process. The main task that
needs to be done is processing a form with the
following fields:

— First name

— Last name

— Middle name (if present)

— Date of birth

— Phone number

— Country birth

- Email

— Copy of an identity document with

photo (like Personal Identity Card,
Driving License etc.)

— A selfie photo and a selfie video with

face rotation (up, down, left, right).

4.2. KYC Verification in the Standard
Way. In order to achieve the stated scope, we
must use the tools used for Computer Vision
[12] to process the images and videos provided
and to match the information collected with that
of the forms provided.

The minimal technology set that will be
used for the proof of concept mentioned earlier
will be OpenCV, Yolovs, Tesseract-OCR and
TensorFlow.

OpenCV is an open source software lib-
rary for Computer Vision and Machine Learning.

YOLOV5 is a collection of object detec-
tion architectures and models pretrained on the
COCO dataset.

Tesseract-OCR is an optical character
recognition engine for various operating systems.

TensorFlow is a software and open-
source library for machine learning and arti-
ficial intelligence.

After developing the hypothesis, which
was mentioned in section 4.1, 1000 tests were
carried out, which passed through which the
following were processed:
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Dupa elaborarea ipotezei, mentionata in
sectiunea 4.1, au fost realizate 1000 de teste,
prin care au fost procesate urmatoarele:

- datele JSON care contin informatiile
completate in formularul initial;

- fotografia selfie, furnizata (dimensiune ~5
Mb) si video cu rotatii ale fetei (dimen-
siune ~25 Mb) de pe un dispozitiv mobil.
Prin executarea testelor pe un PC (cu 16

GB RAM, 4 GB GPU si CPU i7) au fost
obtinute rezultatele asteptate cu urméatorul timp
de executie:

- procesarea video si imagine ~5 min;

- procesarea si potrivirea datelor ~3 sec;

- dimensiunea totald a datelor procesate
~31 Mb.

4.3. Verificarea KYC utilizand aplicatia
mobila. Cu ajutorul cerintelor mentionate mai
sus pentru dovada conceptului, a fost analizat
cel mai bun set tehnic care ar putea indeplini
obiectivul final. In plus, trebuie si avem drept
suport atdt platforma Android, cat si iOS,
respectiv o alegere mai buna pentru aceasta ar fi
o platformd hibridd. Pentru acest caz a fost
selectat React Native.

Cu regret, in cercetarilor
profunde pe GitHub si a proiectelor cu sursa
deschisa, momentan, nu toate cerintele expuse
pot fi acoperite pe partea mobila sau, cel putin,
acele solutii nu sunt cu sursd deschisd si
gratuite. Rezultatele aratd ca, pentru aceastad
etapa, aplicatiile mobile se potrivesc mai bine
pentru extragerea informatiilor folosind Com-
puter Vision.

Pentru a realiza preprocesarea ce se
referda la video si imagini, au fost folosite
OpenCV si TensorFlow Lite.

Dupa atingerea obiectivului final de lucru,
pentru procesarea imaginii si video, am realizat
aceleasi teste, utilizind modulul standard sa
ruleze aceleasi teste ca si pentru un modul
standard, care a fost mentionat anterior.

Ca intrare au fost folosite urmatoarele date:

- fotografia selfie furnizata (dimensiune ~5
Mb) de pe un dispozitiv mobil;

- videoclipul furnizat cu rotatii ale fetei
(dimensiune ~25 Mb) de pe un dispozitiv
mobil;

rezultatul
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— JSON data containing the information
that completed inside the initial form;

— provided selfie photo (size ~5 Mb) and
video with face rotations (size ~25 Mb)
from a mobile device.

Running the tests on a PC (with 16GB
RAM, 4GB GPU & i7 CPU) were obtained the
expected results with the following execution
time:
— processing video & image ~5 min;
— processing and matching data ~3 sec;
— total size of processed data ~31 Mb.

4.3. KYC Verification Using Mobile Appli-
cation. Going beyond the mentioned requi-
rements for the proof of concept we analysed the
best technical set that could fulfil the final
objective. In addition, we need to support both
Android and iOS platform, so a better choice for
this would be a hybrid platform. React Native
was selected for this use case.

Regrettably, after doing deep research
on GitHub and open source projects, currently
not all exposed requirements, can be covered
on the mobile side, or at least those solutions
are not open source and free. The results show
that for this stage mobile applications are
better suited for information extraction using
Computer Vision.

OpenCV and TensorFlow Lite were used
to perform video and image pre-processing.

After reaching the final working goal for
image and video processing, we simulated
or made the same tests using the standard
module to run the same tests as for the standard
module, which was mentioned before.

The following data were used as input:

— provided selfie photo (size ~5 Mb) from

a mobile device.

— provided video with face rotations (size
~25 Mb) from a mobile device.

— run on different iPhones and Android
Devices.

As result was obtained the following
output:
— processing video & image ~3-6 min.
— total size of processed data ~30 Mb.
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- rularea de pe diferite dispozitive iPhone
si Android.

Prin urmare, s-a obtinut urmatorul rezultat:

- procesarea video si imagine ~3-6 min.
- dimensiunea totald a datelor procesate
~30 Mb.

4.4, Analiza Costurilor. Asadar, in acest
articol au fost descrise doud cazuri de utilizare,
primul — care acoperda complet cerintele si al
doilea — care acopera partial cerintele. Pentru
simulare finala au fost procesate 1000 de anchete
care, de reguld, se includ intr-o licenta eliberata de
organele competente in domeniu.

Costurile de procesare la KYC clasic.
Pentru conceptul descris in sectiunea 4.1 am
propus implementarea solutiei pe un furnizor
cloud. In acest caz apare o provocare, deoarece
majoritatea furnizorilor de cloud oferda solutii
cloud bazate pe CPU si mai putini au suport
pentru GPU. Referindu-ne la cei mai raspanditi
furnizori de cloud, mentiondam ca AWS a ince-
put sa ofere instante EC2 cu capabilitati GPU,
incepadnd de anul trecut (2021) [13]. Pentru
cazul nostru de utilizare a fost aleasd cea mai
ieftind dintre cele care s-ar putea potrivi telului
propus — instanta Amazon EC2 P3 [14].

Pentru a obtine o licentd de bazi medie
pentru KYC,
procesarea a cel putin 1000 de verificiri. in
investigatia efectuata de catre autor, conceptul
elaborat necesita 303 secunde doar pentru
preprocesarea datelor, respectiv, avem nevoie de
303000 de secunde sau 84,16 ore pentru a rezerva
o instanta cloud din partea furnizorului.

Instanta pe care am selectat-0 are un cost
de 3,06 USD pe ora, pentru lucru la cerere, prin
urmare, trebuie sa investim pentru procesare
doar 257,41 USD. Pe langa aceasta, trebuie sa
avem in vedere ca factura, pe care o vom primi
pand la sfarsitul lunii, va avea urmatoarele
articole suplimentare:

- gazduire EC2;

- trafic transferat;

- trafic primit;

- timp CPU;

- alte servicii minore.

In medie, acest lucru ar putea ajunge la cel
putin 300 USD pe luna, pentru intreaga gazduire.

este necesara rezervarea sau
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4.4, Costs Analysis. So far, in this paper
was described two usage cases, the first, which
fully covers the requirements, and the second,
which partially covers the requirements. For the
final simulation, 1000 surveys were processed,
which are usually included in a purchased
license, issued by competent bodies in the field.

Standard KYC Processing Costs. For the
proof of concept described in section 4.1 we
proposed to implement the solution on a cloud
provider. Here comes the challenge, as most
cloud providers offer CPU-based cloud solu-
tions and fewer have GPU support. Going
beyond the mainstream cloud providers, AWS
started offering EC2 instances with GPU
capabilities starting last year (2021) [13]. For
our use case, the cheapest one that could suit
our purpose was chosen, the Amazon EC2 P3
instance [14].

In order to get a medium basic license
for KYC, it is necessary to book or process at
least 1000 verifications. In our case, the deve-
loped concept requires 303 seconds just for data
pre-processing, it means we need 303000
seconds or 84.16 hours to reserve a cloud ins-
tance from the provider.

The instance we selected has a cost of
$3.06 per working hour on the request, so
therefore we only need to invest $257.41 for
processing. In addition, we must keep in mind
that the billing invoice we will receive by the
end of the month will have the following
additional items:

- EC2 hosting;

- traffic transferred;
— traffic received;

-~ CPU time;

— other minor services.

In an average this could end up with at
least USD 300 per month for the entire hosting.

Mobile KYC Pre-processing Costs. By
default, mobile devices have CPU and GPU
processing power, although this may be limited
by user preferences, the operating system they
are running, or the manufacturer itself when a
new device is released.
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Costurile de procesare la KYC mobil. in
mod implicit, dispozitivele mobile au putere de
procesare CPU si GPU chiar daca aceasta poate
fi limitata de preferintele utilizatorului, de
sistemul de operare care ruleaza sau de insusi
producator la lansarea unui nou dispozitiv.

Deocamdata, singurele costuri, care ar
trebui luate n considerare, sunt taxele maga-
zinelor de telefonie mobild: Google Play Store
25 USD si Apple App Store (100 USD pe an).
Alte costuri nu persista in acest context.

Sumar costuri de optimizare. Costul mediu
pentru trimiterea unui formular KYC, ca
demonstratie de concept a autorului, ar costa cel
putin 5 USD per verificare si s-ar incheia cu o
licenta anuald de 5000 USD. Profitul pe care il
putem obtine din acest tip de licenta ar fi de 1400
USD (28% din pretul initial).

La delegarea cantitatii de muncad depuse
pentru procesarea video si imaginilor pe partea
mobild, este posibild inlocuirea actualei instante
AWS cu una mai ieftina si efectuarea sarcinilor
legate strict de CPU. Reducerea celor 257,41
USD (economisiti din facturarea lunard) permite
acoperirea unui cost lunar de 42,59 USD, ceea ce
inseamnd 511,08 USD pe an. Salvand pretul
actual al licentei, am putea economisi 3088,92
USD (82,33% costuri acoperite), iar costul final
de procesare in cloud pentru fiecare verificare ar
fi de 0,88 USD in loc de 3,6 USD. Aceasta
inseamna ca pentru o licentd de 5000 USD pe an
putem economisi 4363,92 USD (87,27% profit
din vanzari).

Recomandari:

- este necesar de studiat valoarea si impac-
tul aplicatiilor mobile asupra procesului
dat pentru a realiza servicii care au tan-
gentd cu KYC;

- atat specialistii din domeniul tehnic, cat
si cei din domeniul economic trebuie sa
realizeze investigatii si cercetdri cu
privire la serviciile KYC. Prezintd interes
urmatoarele idei: care va fi costul pentru
utilizarea lor si daca implementarea unei
solutii similare este relevantd pentru a
optimiza unele costuri;

- din punct de vedere tehnic, se recomanda
de a implementa o solutie mixta, ce ar
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For now, the only costs that should be
considered are mobile store fees (Google
Play Store USD 25 and Apple App Store USD
100 per year). Other costs do not persist in
this context.

Optimization Costs Summary. The ave-
rage cost for submitting a KYC form, as in our
proof of concept, would cost us at least USD 5
per verification and ends with an annual license of
USD 5000. If we calculate the profit, we can get
from this type of license it would be USD 1400
(28% of the original price).

If we delegate the amount of work we
do for video and image processing to the
mobile side, we can replace our current AWS
instance with a cheaper one and focus more on
what we need to do on a CPU-only basis. Sub-
tracting the USD 257.41 in monthly billing
savings we have a monthly cost of USD 42.59
to cover, which is USD 511.08 per year. By
saving the current license price, we could save
USD 3088.92 (82.33% covered costs), and the
final cloud processing cost for each check
would be USD 0.88 instead of USD 3.6. This
ultimately means that for a license of USD
5000 per year we can earn USD 4363.92
(87.27% profit on sales).

Recommendations:

— to make services that are tangential
to KYC we must study the impact
and value of mobile applications on
the given process;

— both technical and economic specia-
lists need to conduct investigation and
research regarding KYC services.
Any party is interested, how much it
will cost to use them and whether it is
relevant to implement a similar solu-
tion to optimize some costs;

— from a technical point of view, it is
recommended to implement a mixed
solution that would cover all use cases
and to use mobile application techno-
logy developed on hybrid platforms.

— any occasion to delegate CPU/GPU
data processing to mobile applications
as long as they are not restricted by
information security rules.
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acoperi toate cazurile de utilizare si de a
folosi tehnologia aplicatiilor mobile ela-
borate pe platforme hibride;

- Ccu orice ocazie, de delegat procesarea date-
lor ce tine de CPU/GPU la aplicatii mobile,
atit timp cat ele nu sunt restrictionate de
normele de securitate informationala.
Concluzii
Aplicatiile mobile au devenit o parte

inevitabild a stilului nostru de viatd. Acestea pot
fi un instrument perfect pentru a ajuta anumite
organizatii sd economiseasca costuri semnifi-
cative prin delegarea unei parti de procesare
pe dispozitivele mobile moderne. Dacd aveti
sansa de a adduga o aplicatie mobilad activita-
tilor dumneavoastra de afaceri, va sugerez ca
este oportun sa investiti In ea si sa nu uitati de
posibilul impact al acestora.

In acest articol am examinat procesul
KYC si am analizat cazul de utilizare a imple-
mentarii unei aplicatii mobile, care ar putea
prelua o parte din munca laborioasd de proce-
sare pentru acesta. Pentru o mai buna intele-
gere, a fost definitd si realizatd dovada unui
concept pentru acest caz specific de utilizare.
Rezultatele acestei lucrari au demonstrat, ca o
aplicatie mobild poate acoperi pana la 80%
din munca de preprocesare medie pe dis-
pozitivul in sine si, in acest fel, poate economisi
costuri semnificative. Astdzi, partea de pro-
cesare este cea mai scumpa, daca este utilizatd
ca serviciu de solutie cloud, deoarece necesita
GPU 1in loc de CPU. Realitatea descrie faptul ca
nu orice dispozitiv permite efectuarea unor
astfel de operatiuni, dar poate fi verificat in
mod tehnic inainte de a-1 aplica, folosind solutia
primara cloud.

Conclusions

Mobile applications have become an
inevitable part of our life style. People get more
comfortable to have everything under one
ecosystem. Mobile applications can be a perfect
instrument to help different organizations to
save significantly costs by delegating a part of
hard software work on the modern mobile
devices. If you have a chance to add a mobile
application to your business activities, it is
opportune to invest in it and not to forget about
their possible impact.

In this article we went over the KYC
process and analysed the use case of imple-
menting a mobile application that could dele-
gate a part of hard processing work for it. In
order to have a better understanding it was
defined and developed a proof of concept for
this specific use case. The results of this work
demonstrated that a mobile application can
cover up to 80% of media pre-processing work
on the device itself and in this way save huge
amount of costs. Today this part is the most
expensive if use it as a cloud solution service,
because it requires GPU instead of CPU. The
reality comes with that not each device allows
to perform such operations, but technically can
be checked before applying it, either use the
primary cloud solution.
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MONOGRAFIE

Actualitatea temei, pe care o abordeaza
autorul in monografia recenzatd, este indiscuta-
bila, punctatd de necesitatea de intensificare a
dezvoltarii inovationale a institutiilor de inva-
tamant superior, in alinierea lor pe principiile
sustenabilitatii. Or, dezvoltarea inovationald a
institutiilor de invatdmant superior din Repu-
blica Moldova reprezintd un factor decisiv in
atingerea sustenabilitdtii. Asa cum sustenabili-
tatea reprezinta asigurarea unui echilibru din
tripla perspectiva, sub aspect economic, social
si de mediu, rolul universitatilor in atingerea
sustenabilitétii este unul imperativ, prin forma-
rea competentelor, gandirii si valorilor de sus-
tenabilitate tinerei generatii. In acelasi timp,
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The topicality of this monograph is indis-
putable, as it discusses the need to intensify the
innovative development of higher education
institutions in line with the principles of sus-
tainability. The innovative development of
higher education institutions in the Republic of
Moldova is a decisive factor in ensuring long-
term sustainability. Just as sustainability is
about ensuring a balance from a triple perspec-
tive, from the economic, social and environ-
mental aspects, the role of universities in achie-
ving sustainability is an imperative one, by
training the skills, thinking and sustainability
values of the young generation. At the same
time, innovations, innovative culture, are suc-
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inovatiile, cultura inovationald, reprezinta fac-
mediul universitar.

Autoarea, pe parcursul a patru capitole, pas
cu pas, argumenteazd importanta valorificarii
potentialului uman, a intensificarii dezvoltarii
inovationale in institutiile de invatamant superior
si rolul activ pe care il manifesta, in alinierea
universitatilor pe principiile sustenabilitatii.

In primul capitol, intitulat ,,Dezvoltarea
inovationala a Republicii Moldova”, autoarea
debuteaza in demersul sdu de cercetare cu ana-
valorificare a potentialului uman si puncteaza
rolul acestuia in atingerea si generarea inovatii-
lor. Mai mult ca att, autoarea realizeaza o ana-
liza a potentialului inovational al Republicii
Moldova si identificd problemele cu care se
confrunti tara. In acest sens, in baza surselor
statistice, se analizeazd numarul cercetatorilor
in dinamica, dupa domeniul stiintific, dinamica
cheltuielilor pentru cercetare&dezvoltare, dina-
mica cheltuielilor pe domenii stiintifice s.a. De
asemenea, este analizatd pozitia Republicii Mol-
dova, Romaniei si Ucrainei in ce priveste dez-
voltarea inovationald prin prezentarea indicelui
global inovational pentru anii 2014-2021. in
acelasi context, autoarea prezinta evolutia numa-
rului de universitati in Republica Moldova, a
numarului de studenti, absolventi — rezultatul
indicd o micsorare drastica in perioada analizata,
cu influentd negativa in atingerea sustenabilitatii
universitare. Astfel, reducerea semnificativd a
numarului de studenti a dus la micgorarea numa-
rului de cadre didactice, dar si a cercetatorilor
din institutiile unde activeaza acestea. Autoarea
argumenteaza ca universitatilor le revine un rol
foarte important in dezvoltarea creativitatii,
realizarea activitatii de cercetare, constatand
urmatoarele: ,,putem contura ca universitatea
este spatiul unde se nasc idei, unde se creeaza,
unde se cerceteaza si explicd, unde studentii des-
lusesc lucrurile straine, unde cultul si cunostin-
tele creeazd valori primordiale, unde creativi-
tatea si inovarea sunt prezente pentru a crea
valoare si a oferi o stralucire a lumii academice

tenabile universitare” (pag. 59).
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cessful factors in achieving sustainability in the
university environment.

The author, over the four chapters of the
monograph, step by step, argues the importance
of harnessing human potential, intensifying
innovative development in higher education insti-
tutions and the active role it shows, in aligning
universities on the principles of sustainability.

In the first chapter, entitled “Innovative
development of the Republic of Moldova”,
the author starts her research with theoretical
and methodological analysis of the possibilities
of capitalizing on human potential and points
out its role in achieving and generating inno-
vations. Moreover, the author carries out an
analysis of the innovative potential of the Repu-
blic of Moldova and identifies the problems our
country is facing. Accordingly, the number of
researchers in dynamics is analysed based on
statistical sources, according to the scientific
field, the dynamics of Research & Develop-
ment expenses, the dynamics of expenditures
on scientific fields, etc. The position of the
Republic of Moldova, Romania and Ukraine, in
terms of innovative development, is also ana-
lysed by presenting the global innovation index
for 2014-2021. In the same context, the author
presents the evolution of the number of uni-
versities in the Republic of Moldova, of the num-
ber of students, graduates — the result indicates
a drastic decrease in the analysed period, with
negative influence in achieving university sus-
tainability. Thus, the significant reduction in the
number of students has led to the decrease of
the number of teachers, but also of the resear-
chers in the institutions where they work. The
author argues that the universities have a very
important role in developing creativity, carrying
out research activity, stating that: “we can
outline that the university is the space where
ideas are born, where they are created, where
they are researched and explained, where stu-
dents understand foreign things, where culture
and knowledge create primordial values, where
creativity and innovation are present to create
value and provide a glow of the academic world
and to light the path to achieving sustainable
university competitiveness” (p. 59).
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Capitolul 1I: ,,Cultura inovationali —
sorgintea sustenabilitatii institutiilor de inva-
tamant superior”. In acest capitol autoarea
incearca sa demonstreze, si ii reuseste acest
lucru, ca universitatile, pentru a deveni compe-
titive si sustenabile, trebuie sa cultive si valo-
rifice cultura inovationald, si promoveze In
randul studentilor si al cadrelor didactice valo-
rile culturale inovationale, sd fundamenteze o
culturd a sustenabilitatii. In acest sens, se men-
tioneaza rolul pe care il are educatia perma-
nentd, formarea continua, se defineste interde-
pendenta intre cultura inovationald si potentia-
lul inovational al universitdtii. Autoarea eva-
lueaza potentialul uman al institutiilor de Inva-
tamant superior si deduce ca valorificarea fac-
torilor de formare a mediului inovational contri-
buie la asigurarea sustenabilitatii institutiilor
de invatamant superior. Totodata, valorificarea
potentialului uman, inovatiile, cultura inovatio-
nald, sunt considerati ca factori decisivi in atin-
gerea sustenabilitatii Tn mediul universitar.

Capitolul III este intitulat ,,Cercetarea
potentialului inovational al tinerilor specia-
listi in cadrul institutiilor de invatimant supe-
rior”. In acest capitol autoarea reda rezultatele
obtinute in cadrul studiului empiric ,,Elabora-
rea Modelului dezvoltarii inovationale sustena-
bile a universitatilor, in baza cercetarii culturii
inovationale a tinerilor specialisti”. n calitate
de instrument de cercetare a fost utilizat ches-
tionarul, care este astfel proiectat incat fiecare
intrebare sa contribuie la atingerea unui obiec-
tiv sau la validarea unei ipoteze supuse cerce-
tarii. Concluziile pe care le face autoarea se
referd la interconexiunea dintre valorificarea
potentialului inovational in cadrul universita-
tilor analizate si dezvoltarea inovationala suste-
nabila a institutiilor de invatamant superior. Un
element decisiv, ce contribuie la dezvoltarea ino-
vationald, este valorificarea potentialului uman,
care dispune de o culturd inovationalad ce este
valorificatd in generarea inovatiilor.

In capitolul IV, ,,Redimensionarea invi-
tamantului superior din Republica Moldova
in vederea atingerii sustenabilititii”, autoarea
a prezentat situatia actuala vizavi de cadrul legal,
strategic, precum si organizatoric al sistemului

’»
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Chapter II: “Innovative culture — the
origin of the sustainability of higher educa-
tion institutions”. In this chapter, the author
tries to demonstrate, and succeeds in this, that
universities, in order to become competitive
and sustainable, must cultivate and capitalize
on the innovative culture, promote among stu-
dents and teachers’ innovative cultural values,
and underpin a culture of sustainability. In this
regard, it is mentioned the role that permanent
education has, along with continuous training;
it defines the interdependence between the
innovative culture and the innovative potential
of the university. The author assesses the
human potential of higher education institutions
and concludes that the capitalization of the
factors that contribute to the formation of an
innovative environment helps to ensure the
sustainability of higher education institutions.
At the same time, harnessing human potential,
innovations and innovative culture are conside-
red as critical factors in achieving sustainability
in the university environment.

Chapter 111 is entitled “Research of the
innovative potential of young specialists in
higher education institutions”. In this chapter,
the author shows the results obtained in the
empirical study “Developing the model of sus-
tainable innovative development of universities,
based on the research of the innovative culture
of young specialists”. The questionnaire was
used as a research tool, which is designed in
such a way that each question contributes to the
achievement of an objective or the validation of
a hypothesis submitted to research. The author’s
conclusions refer to the interconnection be-
tween harnessing the innovative potential within
the analysed universities and the sustainable
innovative development of higher education insti-
tutions. Exploiting human potential is a decisive
element contributing to innovative development,
which has an innovative culture that is har-
nessed in generating innovations.

In Chapter IV, “Redimensioning higher
education in the Republic of Moldova in
order to achieve sustainability”, the author
presented the current state of the legal, strategic
and organizational framework of the higher

Revista / Journal ,, ECONOMICA” nr.3 (121) 2022



RECENZIIl REVIEW

de invatdmant superior din Republica Moldova si
vine cu propuneri de perfectionare a acestuia.
Totodatd, autoarea prezinta o analiza a potentia-
lului uman al Republicii Moldova, dar si a insti-
tutiilor de Tnvatamant superior din tara, in con-
textul schimbirilor inovationale. In acelasi con-
text, autoarea a scos in evidenta provo-carile cu
care se confrunta institutiile de Invataimant supe-
rior, 1n alinierea lor pe principiile sustenabilitatii.

Continutul monografiei se bazeaza pe un
impresionant material bibliografic de actuali-
tate, diversitatea si multitudinea surselor bib-
liografice, precizate la sfarsitul lucrarii care sunt
relevante pentru cercetarea in cauza.

Cele expuse mai sus ma justifica sa con-
cluzionez, cd monografia , MODELUL DEZ-
VOLTARII INOVATIONALE SUSTENA-
BILE UNIVERSITARE”, elaborata de Alina
Suslenco, reprezintd o lucrare stiintificd de
valoare, care poate servi ca material important
pentru aderarea institutiilor de invatamant supe-
rior la principiile sustenabilitatii, precum si pentru
realizarea unor cercetari ulterioare in domeniu.

Recenzent: prof. univ. dr. hab.
Ala COTELNIC, ASEM
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education system in the Republic of Moldova
and comes with proposals for its improvement.
At the same time, the author presents an
analysis of the human potential of the Republic
of Moldova, but also of higher education insti-
tutions in the country, in the context of inno-
vative changes. In the same context, the author
emphasised the challenges faced by higher
education institutions in their alignment with
the sustainability principles.

The content of the monograph is based
on an impressive current bibliographic material,
the diversity and multitude of bibliographic
sources, specified at the end of the paper that
are relevant for the research in question.

The aforementioned arguments allow me
to draw the conclusion that Alina Suslenco’s
monograph “MODEL OF SUSTAINABLE
UNIVERSITY INNOVATION DEVELOP-
MENT” is an important scientific work that
can help higher education institutions adhere to
sustainability principles and advance further
research in the area.

Reviewer: Prof. Dr. Hab.
Ala COTELNIC, ASEM
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