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

CZU: 659.1(478):316.346.32-053.6

PERCEPTIILE
~GENERZETILOR”' ASUPRA
IMAGINII REPUBLICII
MOLDOVA

Conf. univ. dr. Maria GRIGORAS, UTM
grigoras-maria@mail.ru

ORCID: 0000-0003-0642-4026

DOI: https://doi.org/10.53486/econ.2023.124.043

Imaginea de tara este unul dintre factorii
cheie care influenteaza atitudinea oamenilor,
dar si a organizatiilor vizavi de statul respectiv.
In cadrul clasamentului |, Country Brand Ran-
king 2022-2023”, Republica Moldova ocupa lo-
cul 166, din 203, situandu-se intre Republica
Mali si Regatul Lesotho. Nici conform clasamen-
tului Strategiei Brandului de Tara (SBT), Moldova
nu a obtinut rezultate mai bune, atribuindu-se
tarii calificativul B (putin bun).

Scopul acestui articol este de a afla per-
ceptiile ,,generzetilor” despre imaginea tari, iden-
tificand elementele primordiale care ar fortifica
aceste atitudini, ca, ulterior, forta de munca
activa sa nu migreze, ci sa ramdana in Republica
Moldova.

La elaborarea articolului s-a folosit cer-
cetarea exploratorie, realizatd printr-0 diversi-
tate de metode. Ulterior, sintetizindu-se apre-
cierile ,, generzetilor”, s-a constatat cd este ne-
cesara o politica sistemica de cultivare si forti-
ficare a imaginii de tara pe plan intern.

Cuvinte-cheie: imagine de tarad, , gener-
zeti”, generatii de consumatori, perceptii, sim-
bol, avantaj competitiv.

JEL: M31, Z10, Z33.

Introducere

Foarte multe state au inteles ca pot utiliza
si fructifica un activ esential care, ulterior, poate
furniza valoare, inclusiv prin atragerea turistilor,
dar si prin mentinerea fortei de munca angajate in
tard, iar acest activ 1l reprezintd imaginea de tara.

Imaginea de tara este un element esential
care influenteaza atitudinea pe care o au oamenii
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The image of the country is one of the key
factors influencing the attitude of the people, but
also of the organizations towards the respective
state. In the ranking “Country Brand Ranking
2022-2023", the Republic of Moldova ranks
166th, out of 203, between the Republic of Mali
and the Kingdom of Lesotho. Even according to
the ranking of the Country Brand Strategy (CBS),
Moldova did not obtain better results, attributing
to the country the grade B (slightly good).

The purpose of this article is to find out the
perceptions of the “Gen Zs” image of countries,
identifying the key elements that would strength-
hen these attitudes, so that the active workforce
would not subsequently migrate, but to remain in
the Republic of Moldova.

Exploratory research was used to develop
the article, carried out through a variety of
methods. Subsequently, summarizing the asses-
sments of the “Gen Zs”, it was found that a
systemic policy of cultivation and fortification of
the country image is needed internally.

Keywords: country image, “Gen Zs”, con-
sumer generations, perceptions, symbol, compe-
titive advantage.

JEL: M31, Z10, Z33.

Introduction

Many countries have understood that they
can use and capitalize on an essential asset that
can provide value, including by attracting tou-
rists, but also by keeping the workforce active in
the country, and this asset is the country image.

Country image is an essential element of
the attitude that people and organizations (inclu-

! tanara generatie de consumatori sau generatia ,,Z”/ 'the young generation of consumers or generation ,,Z”
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si organizatiile (inclusiv corporatiile economice,
organizatiile non-guvernamentale, institutiile inter-
nationale) despre un anumit stat.

Astfel, capitalul imaginii de tard este suma
cumulativd a perceptiilor locuitorilor tarii res-
pective, a perceptiilor strainilor si a institutiilor
internationale fatd de aceasta. Pentru a consolida
capitalul de imagine al unui stat este necesar de
a crea un branding de tard puternic printre cei
care-l1 populeaza. Asa cum migratia externa in
randul populatiei are cote destul de Tnalte, Repu-
blica Moldova risca sa-si piarda pilonul socio-
cultural, inovativ, financiar si militar — adica
forta activd de munca si, in final, propria iden-
titate ca stat. De exemplu, Tn anul 2020 [6],
numarul total de emigranti era de 1.159.443 de
cetdteni, dintre care 56,2% erau emigranti cu
varsta cuprinsa intre 20-64 de ani.

Fiindca capitalizarea imaginii de tara garan-
teaza o serie de avantaje ca: mentinerea populatiei
active in tard, atragerea de investitii, sporirea
numarului de turisti, sustinerea marcilor nationale
pe plan international, dar si produce efecte derivate
care, in final, contribuic la sporirca PIB-ului,
scopul acestui demers stiintific este de a elucida
imaginea Republicii Moldova printre ,,generzeti”.
De asemenea, am analizat daca aceastd imagine
poate fi valorificatd ca avantaj competitiv suste-
nabil, inclusiv pentru a reduce fenomenul ,,exodul
de inteligenta”.

Pentru aceasta, s-a propus identificarea anu-
mitor simboluri economice, politice, culturale,
tehnice etc. care ar servi la crearea unei imagini
de tard pozitive si la depistarea acelor aspecte
care ar pozitiona Republica Moldova drept o
tara de referinta.

Metode aplicate

Scopul cercetarii a fost unul exploratoriu,
iar metoda de colectare a datelor a fost realizata
prin intermediul unui chestionar alcatuit din 17
intrebari. Datele au fost inregistrate In perioada
10-24 decembrie 2022, pe un esantion realizat
ad-hoc si reprezentat de consumatorii ,,gener-
zeti”, in numar de 101 persoane. Generatia Z
este reprezentatd de catre persoanele nascute
dupa anul 1995, iar conform unor autori — dupa
anii 2000. In anul 2019 [10], persoanele cu-
prinse cu varsta intre 0-24 ani reprezentau
36,51% (980294 persoane) din totalul locuito-
rilor Republicii Moldova, iar daca s& sustinem

ding economic corporations, non-governmental
organizations, international institutions) have
about a particular country.

Thus, the capital of the country image is a
cumulative sum of the perceptions of the inha-
bitants of the respective state, of the perceptions
of foreigners towards that state and of the per-
ceptions of international institutions about the
respective country. In order to strengthen the
image capital of a state it is necessary to create a
strong image among the inhabitants of that
country. As the external migration among the
active population have quite high rates, the
Republic of Moldova risks losing its socio-
cultural, innovative, financial and military pillar,
i.e. the active workforce and, finally, its own
identity as a state. For example, in 2020 [6], the
total number of emigrants was 1,159,443 citi-
zens, of which 56.2% were emigrants within the
20-64 age group.

As capitalizing on the country image
guarantees a series of advantages such as: main-
taining the active population in the country,
attracting investments, increasing the number of
tourists, supporting national brands internatio-
nally, but also derivative effects that ultimately
contribute to increasing GDP, the purpose of
this scientific approach is to elucidate what is
the image of the Republic of Moldova among
the “Gen Zs”. Also, we have analysed whether
this image can be capitalized as a sustainable
competitive advantage to reduce the phenome-
non of “brain drain”.

For this purpose, it was proposed to iden-
tify certain economic, political, cultural, techni-
cal, etc. symbols which would serve to create a
positive image of the country and to detect those
aspects for which the Republic of Moldova
would be a country of reference.

Applied methods

The research has an exploratory purpose
and the method of data collection was carried
out through a questionnaire made up of 17 ques-
tions. The data were collected within the period
December 10-24, 2022, on an ad hoc sample of
101 “Gen Z” consumers. Generation Z or “Gen
Zs” are people born after 1995, and according to
some authors — after 2000. In 2019 [10], people
aged 0-24 represented 36.51% (980,294 people)
of the inhabitants of the Republic Moldova, and if
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varianta ,,generzetilor” nascuti dupd anul 2000,
atunci ei constituiau 27,81% (746699 persoane)
din populatia tarii.

»Generzetii” participanti la studiu au intre
22-23 de ani, 1n special au fost chestionati cei
care sunt in ultimul an de studii superioare
universitare, cu o repartizare pe medii de 52% —
urban si 48% — rural si cu o repartizare pe sexe
de 47% — sex masculin si 53% — sex feminin.

Trasaturile specifice generatiei Z sunt: o
indemnare extraordinard in utilizarea tehnolo-
giilor digitale si sunt greu de convins s ia o
anumita decizie sau sa-gi asume un anumit anga-
jament [1]. Sunt impulsivi, iar durata de concen-
trare a atentiei acestora este de scurta durata.

Pentru determinarea durabilitatii unor
anume marci nominalizate de ,,generzeti”, s-au
analizat peste 34 de site-uri oficiale ale brandu-
rilor, blogguri, portaluri etc.

Pentru analiza rezultatelor cercetarii s-au
utilizat: analiza SWOT/TOWS, metoda analitica
si de sinteza, analiza comparativa, metoda ordo-
narii rangurilor etc.

Rezultate si discutii

Imaginea de tara poate fi reprezentatd
printr-o varietate de simboluri, care pot fi de
naturd economica, politica, culturala, sportiva etc.

Potrivit Dictionarului Explicativ al Limbii
Romane, cuvantul simbol desemneaza un semn,
obiect, imagine etc., care reprezinta indirect (in
mod conventional sau in virtutea unei cores-
pondente analogice) un obiect, o fiintd, o notiu-
ne, o idee, o Insusire, un sentiment etc.

Desi simbolurile ar trebui sa fie durabile
in timp, totusi unele din ele devin ,,perisabile” si
pot afecta imaginea ce o reprezinta. Astfel, cea
mai mare durabilitate o au simbolurile culturale,
iar cea mai mica o au simbolurile politice (care
sunt dependente de schimbarea vectorului poli-
tic, schimbarea de guverne si parlamente). Am
mai putea numi simbolurile politice — simboluri
,mandatare”, adica rezistente timp de un mandat
al unui anumit candidat politic.

Pentru a identifica perceptiile ,,generzetilor”
asupra simbolurilor culturale, li s-a cerut sa
numeascad cinci elemente (monumente) specifice
Republicii Moldova. Raspunsurile au fost expri-
mate astfel:
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the version of the “Gen Zs” born after 2000 is
supported, then they constituted 27.81% (746,699
people) of the country’s population.

The “Gen Zs” participating in the study
were between the ages of 22-23, in particular,
those who are in their last year of higher uni-
versity studies, with an average distribution of
52% — urban and 48% — rural and with a gender
distribution of 47% — male and 53% — female.

The specific traits of the “Gen Zs” are: an
extraordinary urge to use digital technologies
and difficulty to be convinced to make a certain
decision or make a certain commitment [1]. They
are impulsive and their attention span is short.

As to the determination of the sustaina-
bility of certain brands nominated by “Gen Zs”,
more than 34 official brand websites, blogs,
portals, etc. were analyzed.

For the analysis of the research results, the
following methods were used: SWOT/TOWS,
analytical method, synthesis, comparative ana-
lysis, ranking method, etc.

Results and discussions

The image of the country can be repre-
sented by a number of symbols, which can be
economic, political, cultural, sport, etc.

According to the Thesaurus explanatory
dictionary of the Romanian language, symbol
denotes a sign, object, image, etc. which indirectly
represents (conventionally or by virtue of an
analogical correspondence) an object, a being, a
notion, an idea, an attribute, a feeling, etc.

Although symbols should be durable over
time, some of them become “perishable” and
can affect the image they represent. Thus, cul-
tural symbols have the greatest durability, and
political symbols have the least (which are
dependent on the change of the political vector,
change of governments and parliaments). We
could call the political symbols — “mandatory”
symbols, i.e. resistant during a mandate of a
certain political candidate.

In order to identify the perceptions of the
“Gen Zs” on cultural symbols, they were asked
to name 5 such elements (monuments) specific
to the Republic of Moldova. The answers were
expressed as follows:
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Teatrul Geneza Art / Theater Geneza Art
Teatrul Republican de Papusi ,,Licurici” / Republican Puppet
T.N.O.B. , Maria Biesu” / National Theater of Opera and Ballet

Iia /The traditional costume ,,iia”

Orheiul Vechi

T.N.M.E / National Theatre ,Mihai Eminescu”
Mihai Eminescu

Strugurii / The grapes

Denumirea simbolurilor culturale/
Naming cultural symbols

Simbolica de stat / State symbol
Statuia lui Stefan cel Mare / The Statue of Stephen the Great

s 10
. 10
L 10

Aleea Clasicilor / The Classics Alley m—m 15
Covorul moldovenesc / The Moldavian Carpet mmmmm—m 15

Manastirea Saharna / Saharna Monastery mmmm——— 15

Martisorul / The ,,Martisor” holiday 15

e 7()
e 80

0
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Numaérul de respondenti, persoane / Number of respondents, respondents

Figura 1. Perceptiile ,,generzetilor” fati de amintirea ,,selectivi” a simbolurilor culturale/
Figure 1. Perceptions of the “Gen Zs” towards the “selective’ recall of cultural symbols
Sursa: elaborata de autor in baza studiului realizat/

Source: developed by the author based on the carried out study

Se denota cd noua generatie identifica
simbolurile culturale cu statuia lui Sefan cel
Mare, simbolica de Stat (drapelul de Stat al
Republicii Moldova, Stema de Stat a Republicii
Moldova, Imnul de Stat) si strugurii.

Desi aceste elemente ale simbolurilor
culturale au fost enuntate, totusi ,,generzetii” nu
le pot descrie in detaliu. De exemplu, doar
23,64% din subiectii intervievati au mentionat
ca cunosc Imnul de Stat al Republicii Moldova,
dintre care doar 4,55% cunosc cine a Scris
versurile Imnului (Alexei Mateevici) si numai
1,82% stiu cine a compus si muzica (Alexandru
Cristea).

De asemenea, ce tine de Stema de Stat a
Republicii Moldova, doar 1 respondent (0,91%)
a putut descrie amanuntit acest simbol: ,,Stema
de Stat a Republicii Moldova reprezinta un scut
tdiat pe orizontald, avand in partea superioard
cromaticd rosie, in cea inferioarda — albastra,
incarcat cu capul de bour, avand intre coarne o
stea cu opt raze. Capul de bour este flancat in
dreapta de o roza cu cinci petale, iar in stanga de
o semiluna conturnatd. Toate elementele repre-
zentate 1n scut sunt de aur (galbene). Scutul este
plasat pe pieptul unei acvile naturale purtand in
cioc o cruce de aur (acvila cruciald) si {indnd in
gheara dreapta o ramura verde de maslin, iar in
stdnga un sceptru de aur”.

It is denoted that the “Gen Zs” identify
the cultural symbols with the Statue of Stephen
the Great, the State symbols (the State flag of
the Republic of Moldova, the State Coat of
Arms of the Republic of Moldova, the State
Anthem) and grapes.

Although these elements of cultural sym-
bols have been mentioned, still the “Gen Zs”
cannot describe them in detail. For example,
only 23.64% of the interviewed subjects con-
firmed that they knew the National Anthem of
the Republic of Moldova and only 4.55% knew
who wrote the lyrics of the Anthem (Alexei
Mateevici) and 1.82% knew who the author of
the melody was (Alexandru Cristea).

Also, regarding the State Coat of Arms of
the Republic of Moldova, only 1 respondent
(0.91%) was able to thoroughly describe this
symbol: “The State Coat of Arms consists of a
shield divided horizontally into two parts: the
upper part being of a red chromatics and the
lower part — blue chromatics with a superim-
posed auroch’s head showing between its horns
an eight-pointed star. On its right the auroch’s
head is flanked by a five-petalled rose and on its
left by a slightly rotated crescent. All heraldic
elements present on the shield are of golden
(yellow) colour. The shield is laid on the breast
of a natural eagle holding in its beak a golden
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Iar ce tine de struguri (inclusiv vita-de-vie),
respondentii au identificat iedera cu vita-de-vie
salbatica.

Cea mai mare perisabilitate se inregis-
treaza printre elementele simbolurilor politice.
De obicei, preferintele politice sunt dominate de
partidele politice si figurile politice la guvernare
sau cele masiv mediatizate.

Daca in anul 2016, simbolurile politice erau
reprezentate de Vlad Filat, Vladimir Voronin si
Vladimir Plahotniuc [7], actualmente, presedinta
Maia Sandu este pe primul loc (17,5%), Partidul
Actiune si Solidaritate (12,5%), iar pe locul trei
este personalitatea Domnitorului Stefan cel
Mare (7,5%). Urmeaza Igor Dodon, edificiul
Parlamentului, Partidul Socialistilor din Repu-
blica Moldova, Ilan Sor, Dorin Chirtoaca, Marian
Lupu si primul presedinte al Republicii Moldova
— Mircea Snegur.

Pentru a identifica Republica Moldova cu
un anume sport sau hobby, li s-a cerut respon-
dentilor sd numeasca cinci Simboluri sportive
autohtone. Raspunsurile pot fi reprezentate astfel:

cross, in its right claw a green olive-tree branch
and in its left claw a golden sceptre”.

And regarding grapes (including grape-
vines) the respondents identified ivy with wild
grapevine.

The greatest perishability is recorded among
the elements of political symbols. Usually, poli-
tical preferences are dominated by political
parties and political figures in the government or
heavily publicized ones.

If in 2016, the political symbols were
represented by Vlad Filat, Vladimir Voronin and
Vlad Plahotniuc [7], currently the president
Maia Sandu is on first place (17.5%), the Action
and Solidarity Party (12.5%), and on the third
place is the personality of King Stephen the
Great (7.5%). Next is Igor Dodon, the
Parliament building, the Socialist Party of the
Republic of Moldova, Ilan Sor, Dorin Chirtoaca,
Marian Lupu and the first president of the
Republic of Moldova — Mircea Snegur.

In order to identify the Republic of Mol-
dova with a specific sport or hobby, the respon-
dents were asked to name five local sports sym-
bols. The answers can be represented as follows:

Stadionul Zimbru / Zimbru stadium
F.C. Dinamo / Football Club Dinamo
F.C. Sheriff / F.C. Sheriff

Ziua olimpica / Olimpic Day

72,72

52,72

32,72

20

Sahul / The shah ] 9,09

Fotbalul / The football | 9,09

Constantin Tutu ] 9,09

Judo | 9,09

Academia sportului / Sports Academy ] 9,09
0 lIO

30 40 50 60 70 80

Figura 2. Ponderea elementelor simbolurilor sportive enuntate de ,,generzeti”/
Figure 2. The share of the elements of sports symbols mentioned by the “Gen Zs”
Sursa.: elaborata de autor in baza studiului realizat/

Source: developed by the author based on the carried out study

Ce tine de simbolurile sportive, nici un
respondent nu a putut nominaliza numarul de
elemente cerut de administratorul chestionarului,
adica cinci elemente identificabile. Marea majo-
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As to the sports symbols, none of the
respondents could nominate the number of items
requested by the questionnaire administrator, i.e.
five identifiable items. The vast majority, 75%,
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ritate, si anume 75%, au putut identifica maxim
trei elemente simbolice.

De asemenea, se observa o confundare a
unor elemente simbolice pe care respondentul le-a
identificat ca autohtone (moldovenesti): Clubul
de fotbal profesionist din Roménia — Fotbal Club
Dinamo 1948 Bucuresti si Ziua Olimpica (23 iunie
a fiecarui an) — cand Charles Pierre de Fredy,
Baron de Coubertin reanimeaza, printr-0 confe-
rinta la Sorbona in anul 1894, Jocurile Olimpice si
se constituie Comitetul International Olimpic.

Pentru identificarea simbolurilor educa-
tionale, li s-a cerut respondentilor s numeasca
cinci elementele care constituie pilonul educa-
tional al Republicii Moldova.

Respondentii au definit urmatoarele ele-
mente: Universitatea Tehnica a Moldovei (45,45%),
Academia de Studii Economice din Moldova
(36,36%), Universitatea de Stat din Moldova
(27,27%), Universitatea Libera Internationala
din Moldova (18,18%), Universitatea de Stat de
Medicind si Farmacie ,,Nicolae Testemitanu”
(9,09%). De asemenea, au fost identificate nume
ale personalitatilor culturale: Mihai Eminescu,
Ion si Doina Aldea Teodorovici, Grigore Vieru
si Ion Druta. ,,Generzetii” considerd a fi simbol
educational atat gradinita — ca principala institu-
tie a Invatamantului prescolar, cét si bacalaurea-
tul — ca un examen al maturitatii si un ,,deschiza-
tor de drumuri”.

Pornind de la faptul ci o cultura mai intai
se gustd, iar mai apoi se cunoaste cu adevirat,
foarte multe tari s-au internationalizat prin dife-
rite delicii gastronomice.

De exemplu, Franta este recunoscutd nu
doar pentru zonele pitoresti, cinematografia alb-
negru, dar si pentru delicii, precum: baghete tra-
ditionale, croissante, macarons, pufuri de crema
(choux a la creme) etc.

Astfel, putem observa ca bucitaria repre-
zintd un tip de comunicare, ce reflectd identi-
tatea unei natiuni. George Calinescu considera
ca rafinamentul gastronomic deriva din simpli-
tatea pregétirii bucatelor si din pastrarea starii
lor cat mai aproape de natura.

Simbolurile gastronomice autohtone sunt
mai putin perisabile fatd de cele politice, de
exemplu, datoritd faptului ca ele sunt sustinute si
comunicate inca din cea mai frageda copildrie,
prin intermediul povestilor, basmelor si chiar a

could identify a maximum of three symbolic
elements.

There is also a confusion of some symbo-
lic elements that the respondent identified as
native (Moldovan): Professional football club
from Bucharest (Romania) — Fotbal Club Dinamo
1948 and Olympic Day (June 23 of each year) —
when Charles Pierre de Fredy, Baron de
Coubertin revived the Olympic Games at a con-
ference at the Sorbonne in 1894 and the Inter-
national Olympic Committee was formed.

In order to identify educational symbols,
the respondents were asked to name five ele-
ments that constitute the educational pillar of the
Republic of Moldova.

Thus, the respondents define the follo-
wing elements: the Technical University of
Moldova (45.45%), the Academy of Economic
Studies of Moldova (36.36%), the State Uni-
versity of Moldova (27.27%), the International
Free University of Moldova (18.18%), “Nicolae
Testemitanu” State University of Medicine and
Pharmacy (9.09%). Also, names of cultural
personalities were identified: Mihai Eminescu,
lon and Doina Aldea Teodorovici, Grigore
Vieru and Ion Druta. The “Gen Zs” consider
both the kindergarten as the main institution of
preschool education and the baccalaureate — as
an exam of maturity and a “road opener”.

Starting from the fact that culture is first
tasted, then really known, many countries have
internationalized through various gastronomic
delights.

For example, France is recognized not
only for its picturesque landscapes, black and
white cinematography, but also for traditional
baguettes, delicious croissants, macarons, choux
a la créme, etc.

Thus, cuisine represents the type of com-
munication that reflects the identity of a nation.
George Calinescu believed that gastronomic
refinement derives from the simplicity of the
preparation of dishes and from keeping them as
close to nature as possible.

Local gastronomic symbols are less peri-
shable compared to the political ones, for
example, due to the fact that they are maintained
and communicated from the earliest childhood,
through stories, fairy tales and even the auto-
fictional novel “Childhood Memories” written
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romanului autofictional ,,Amintiri din copilarie”
de Ion Creanga. Din acest roman pot fi identi-
ficate o seama de delicii gastronomice (placin-
tele poale-n brau, alivencile, branza de oi si cea
de capra, mamaliga, galustele cu pasat de mei,
gdina friptd pe tigla de lemn etc.), o multime de
retete de pregitire a bucatelor, comportamente
gastronomice etc.

In urma chestionarii, au fost identificate
urmitoarele elemente ale simbolurilor gastro-
nomice:

Simbolurile gastronomice / Gastronomic
symbols

Peste cu mujdei / Fish with garlic sauce
Muijdei / Garlic sauce
Friptura de iepure / rabbit meat
Frigarui / Barbecue

Friptura de porc, inclusiv ,,pomana” porcului / pork..
Branza de oi / Sheep's cheese
Ardei umpluti / Stuffed peppers
Vinul fiert (,,izvarul”) / The boiled wine
,»Cusma lui Guguta” / ,,Guguta' s Cusma”
Zeama / Chicken soup
Sarmalele / Rolls in cabbages leaves
Vinul / The wine
Placinte, inclusiv plicinta ,,poale-n brau” / Pies
Mamaliga / Polenta

by lon Creanga. This novel identifies a number
of gastronomic delights, a lot of recipes, gastro-
nomic behaviours, etc.

Following the research the following ele-
ments of the gastronomic symbols were iden-
tified:
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Figura 3. Ponderea elementelor simbolurilor gastronomice enuntate de ,,generzeti”/
Figure 3. The share of the elements of the gastronomic
symbols mentioned by the “Gen Zs”
Sursa: elaborata de autor in baza studiului realizat/
Source: developed by the author based on the carried out study

Se denotda faptul cd simbolurile noastre
gastronomice contin si elemente ale altor culturi,
inclusiv a celei turcesti, dar, in afard de elemen-
tele gastronomice cu traditii seculare, se distinge
un nou element gastronomic, care deriva din
»Ispravile lui Gugutd” de Spiridon Vangheli.

Acest personaj Guguta s-a nascut in 1967,
cand a aparut cartea pentru copii ,,Ispravile lui
Guguta” scrisd de Spiridon Vangheli. Guguta a
primit de la tatdl sau o caciula cam larga si care
se mai largea la nevoie, adapostind de ger toti
copiii satului.

Astfel, poate fi fructificat acest element
simbolic sub ideea unui brand autohton, dar si ca
marca inregistrata. Popularitatea acestui ,,desert
al copildriei” este 1n crestere, tinand cont de fap-
tul ca la o simpla cautare pe Google a ,,Cusmei
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It is obvious that our gastronomic sym-
bols also contain elements of other cultures,
including the Turkish one, but, apart from the
gastronomic elements with secular traditions, a
new gastronomic element is distinguished, which
derives from “The Adventures of Guguta” by
Spiridon Vangheli.

This character, Guguta, was born in 1967,
when the children’s book “The Adventures of
Guguta” by Spiridon Vangheli was published.
Guguta received from his father a rather wide
hat that still widened when needed, sheltering all
the children of the village from the cold.

Thus, this symbolic element can be the
idea of a local brand, but also as a registered
trademark. The popularity of this “childhood
dessert” is growing, due to the fact that a simple
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lui Guguta” au fost identificate 27.900 rezultate,
iar reteta, fiind preluatd de multe gospodine, are
zeci de reinterpretari: ,,Cusma lui Gugutd” din
clatite, din piscoturi sau din aluat foieta;.

La capitolul simboluri muzicale, ,,gener-
zetii” au nominalizat atit personalitati, cat si
instrumente muzicale considerate a fi specifice
tarii noastre.

S-a  dovedit ca trupa Carla’s Dreams
(proiectul muzical format pe 20 ianuarie 2012,
inspirat din personajul Karla, din romanele de
spionaj ale scriitorului britanic/irlandez John
Carré), care combind mai multe genuri muzi-
cale: hip hop, rock, jazz si pop, prevaleaza ca
simbol muzical pentru aproximativ fiecare al
doilea reprezentant al generatiei Z (40,4%).

Ulterior, tot cu aceeasi pondere (40,4%)
este recunoscutd personalitatea Irinei Rimes, una
dintre cele mai de succes cantdrete din Romania
(ndscuta in Republica Moldova, satul Izvoare,
raionul Floresti), cu peste 715.000 de abonati ai
canalului oficial de Youtube — Irina Rimes [8].

O alta personalitate care a fost identificata
de ,,generzeti” este Eugen Doga. El detine Pre-
miul de Stat pentru anul 2008 ,,pentru contri-
butia de exceptie la dezvoltarea artei muzicale
nationale si universale” si a fost decorat, in anul
2014, cu Ordinul National ,,Serviciul Credin-
cios” in grad de Mare Ofiter de catre Traian
Basescu. De asemenea, a semnat muzica pentru
filmul ,,Gingasa si tandra mea fiard” (un film
artistic sovietic din anul 1978, realizat de Emil
Loteanu, dupa un scenariu inspirat din nuvela
,,Drama la vanatoare” a scriitorului rus Anton
Cehov). Astfel, se denota ca personalitatea lui
Eugen Doga este apreciatd de fiecare al treilea
reprezentant al noii generatii.

Din cele expuse mai sus constatim ca
»generzetii” nu sunt imuni la valorile altor gene-
ratii (ca de exemplu, valorile generatiei Y: Dan
Balan, SunStroke Project, Igor Cuciuc etc., dar
si a valorilor generatiei X: Maria Biesu — Prima-
dona Operei Nationale, Nicolae Sulac, surorile
Osoianu, Eugen Doga etc.).

Printre simbolurile muzicale (optiunea
instrumente), respondentii au identificat urma-
toarele elemente: fluierul, naiul si trompeta,
toba, si acordeonul.

Recunoasterea instrumentelor muzicale de
suflat (fluierul, naiul, trompeta) ca elemente sim-

Google search for “Guguta’s cusma” yielded
27,900 results, and the recipe is diverse: Guguta’s
cusma made of pancakes, biscuits or puff pastry.

In the chapter of musical symbols, the
“Gen Zs” nominated both personalities and
musical instruments considered to be specific to
our country.

It appears that Carla’s Dreams (the musi-
cal project formed on January 20, 2012, inspired
by the character Karla, from the spy novels of
the British, Irish writer John Carré), which
combines several musical genres: hip hop, rock,
jazz and pop, prevails as a musical symbol for
approximately every second representative of
the “Gen Zs” (40.4%).

Later, with the same share (40.4%), the
singer Irina Rimes is recognized as one of the
most successful artists in Romania (born in the
village Izvoare, Floresti district, the Republic of
Moldova) with over 715,000 (715K) subscribers
to the official YouTube channel Irina Rimes [8].

Another personality that has been identi-
fied by the “Gen Zs” is Eugen Doga. He holds
the State Award for 2008 “for the exceptional
contribution to the development of national and
universal musical art” and was decorated, in 2014,
with the National Order “Faithful Service” in the
rank of Grand Officer by Traian Basescu. He also
signed the music for the film “My Sweet and
Tender Beast” (a Soviet feature film from 1978,
made by Emil Loteanu, based on a script inspired
by the short stories “Hunting Drama” by the
Russian writer Anton Chekhov). Thus, it can be
stated that the personality of Eugen Doga is popu-
lar with every third representative of the “Gen Zs”.

It can be seen that the “Gen Zs” are not
immune to the values of other generations as
well (for example, the values of the generation
Y: Dan Balan, SunStrokeProject, Igor Cuciuc,
etc., but also the values of the generation X:
Maria Biesu - Primadona of the National Opera,
soprano of opera and lied; Nicolae Sulac; the
Osoianu sisters; Eugen Doga, etc.).

Among the musical symbols (instruments
as option), the respondents identified the
following elements: the pipe (fluier), the pan flute
(nai), the trumpet, the drum and the accordion.

The recognition of woodwind musical
instruments (pipe, pan flute, trumpet) as specific
symbolic elements of Moldovan culture, although
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bolice specifice culturii autohtone moldovenesti,
desi originea acestora este una straind, denota
faptul cd aceste instrumente caracterizeaza
traditia transhumantei — o practicd importanta a
pastoritului — una din cele mai populare ocupatii
a neamului nostru.

Ce tine de trompeta si toba — aceste doua
elemente pot fi socotite valori simbolice ale
generatiilor ,,X” si chiar ,,Y”, datorita faptului ca
aceste doud instrumente erau folosite in politica
culturala a RSS Moldoveneasca.

Sunetul trompetei era un apel catre pio-
neri de a se uni, de a sluji binele, de a cauta si de
a stabili dreptatea si activitdtile care aveau ca
scop protejarea Patriei Mame. Acesta era un
atribut obligatoriu al tuturor adunarilor, mitin-
gurilor, actiunilor militaro-patriotice.

Asimilarea valorilor simbolice, specifice
generatiilor ,,X” si ,,Y”, de catre ,,generzeti” este
o trdsaturd a perindarii valorilor culturale, mai
ales cd In Republica Moldova Incd mai exista
monumente si alte valori culturale specifice
perioadei sovietice.

Alegerea acordeonului ca element simbo-
lic, specific Republicii Moldova, derivda din
transferul efectului de halou de la formatia ,,Con-
certino Band” cétre acest instrument muzical.

Pentru identificarea asocierii identitatii
,»generzetilor” cu anumite mérci straine, li s-a
solicitat sd enumere 5 asemenea branduri care ar
fi cele mai populare in Republica Moldova.

their origin is foreign, denotes the fact that these
instruments characterize the tradition of trans-
humance — an important practice of shepherd-
ding — one of the most popular occupations of
our nation.

As to the trumpet and the drum — these
two elements can be considered symbolic values
of the “X” and even “Y” generations, due to the
fact that these two instruments were used in the
cultural policy of the Moldavian SSR.

The sound of the trumpet was a call to the
pioneers to unite, to serve good, to seek and
establish justice and activities aimed at protec-
ting the Motherland. This was a mandatory attri-
bute of all gatherings, rallies, military-patriotic
games.

The assimilation of the symbolic values
specific to the “X” and “Y” generations by the
“Gen Zs” is a feature of cultural values perpe-
tuation, as in the Republic of Moldova there are
monuments and other cultural values specific to
the Soviet period.

Regarding the choice of the accordion as
a symbolic element specific to the Republic of
Moldova, it derives from the fact of the halo
effect being transferred from the “Concertino
Band” formation to this musical instrument.

In order to identify the association of the
identity of the “Gen Zs” with certain foreign
brands, they were asked to list 5 such brands that
would be the most popular in the Republic of
Moldova. The results are presented in figure 4.

Rezultatele sunt prezente in figura 4.
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Figura 4. Ponderea popularititii méarcilor striine in opinia ,,generzetilor”/
Figure 4. The share of foreign brands popularity according to the “Gen Zs”
Sursa: elaborata de autor in baza studiului realizat/

Source: developed by the author based on the carried out study
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Analizand 15 site-uri oficiale ale marcilor
strdine nominalizate, se poate constata cd acestia
au aceleasi preferinte ca si reprezentantii gene-
ratiilor anterioare — ,,Y”, ,X” si ,,Baby-Boomers”.
Luand ca bazid anul 2023, putem distinge ca
madrcile nominalizate de ,,generzeti” au urmatoarea
durata (figura 5):

Having analysed 15 official websites of
foreign brands nominated by the “Gen Zs”, it
was found out that they have the same prefe-
rences as the representatives of the previous
generations “Y”, “X” and “Baby Boomers”.
Taking the year 2023 as a basis, we can see that
the brands nominated by “Gen Zs” have the

following duration (figure 5):
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Figura 5. Perenitatea mircilor striine/ Figure 5. The longevity of foreign brands
Sursa: elaborata de autor in baza studiului realizat/
Source: developed by the author based on the carried out study

Astfel, se poate de constatat cd cele mai
multe marci stradine nominalizate de ,,generzeti”
sunt specifice perioadei generatiei ,,Baby-
Boomers”. Caracteristice generatiei ,,X”, dar asi-
milate si de ,,generzeti”, sunt marcile ,,Dacia” si
»Apple”, marca ,,Nike” este specificd generatiei
Millennials, iar iPhone-ul de la ,,Apple” si cartile
de la libraria ,,Carturesti” sunt marci specifice
generatiei ,,Z”. Identificarea ,,generzetilor” cu mar-
cile specifice generatiilor anterioare de consu-
matori denota faptul ca companiile ce detin aceste
active le gestioneazd minutios i nu permit
erodarea marcilor in timp, inovandu-le incremental
pentru a oferi cat mai multd valoare consuma-
torului ai carui preferinte se modifica exponential.

Pentru identificarea asocierii identitatii
»generzetilor” cu anumite marci autohtone, li
s-au solicitat sa enumere 5 marci nationale, cele
mai populare din Republica Moldova, in opinia
lor. Rezultatele sunt afisate in figura 6.

Thus, it can be stated that most foreign
brands nominated by the “Gen Zs” are specific
to the period of the “Baby Boomers™” generation.
Specific to the “X” generation, but also assimi-
lated by the “Gen Zs” are the “Dacia” and
“Apple” brands, the “Nike” brand is specific to
the Millennials generation, and the “Apple”
iPhone and the books from the “Carturesti”” book-
store are the brands specific to the “Z” genera-
tion. The identification of the “Gen Zs” with the
brands specific to previous generations of
consumers denotes the fact that the companies
that own these assets manage them thoroughly
and do not allow the brands to erode over time,
innovating them incrementally to offer as much
value as possible to the consumer whose prefe-
rences change exponentially.

In order to identify the association of the
identity of the “Gen Zs” with certain domestic
brands, they were asked to list 5 national brands
that are most popular in the Republic of
Moldova. The results are presented in figure 6.
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Figura 6. Ponderea popularititii marcilor autohtone in opinia ,,generzetilor”/
Figure 6. The share of the domestic brands popularity in the opinion of the “Gen Zs”
Sursa: elaborata de autor in baza studiului realizat /

Source: developed by the author based on the carried out study

Analizand 19 site-uri oficiale ale marcilor
nationale nominalizate de ,,generzeti”, se poate
constata ca acestia au aceleasi preferinte ca si re-
prezentantii generatiilor anterioare. Luand ca baza
anul 2023, putem constata cd marcile nominalizate
de ,,generzeti” au urmatoarea durata (figura 7).

Having analysed 19 official websites of
national brands nominated by the “Gen Zs”, it
was found out that they have the same preferen-
ces as the representatives of the previous
generations. Taking the year 2023 as a base, we
can see that the brands nominated by the “Gen
7s” have the following duration (figure 7).
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Figura 7. Perenitatea marcilor autohtone/ Figure 7. The longevity of domestic brands
Sursa: elaborata de autor in baza studiului realizat/
Source: developed by the author based on the carried out study

Astfel, se poate de constatat ca cele mai
multe marci autohtone nominalizate de ,,gener-
zeti” sunt specifice perioadei generatiei ,,Baby-
Boomers” (,,Bucuria”, ,Franzeluta”, ,1lonel”,
., Viorica Cosmetic”, ,,Zorile”). Specifice genera-
tiei ,,Y”, dar asimilate de ,,generzeti” sunt mar-
cile ,Juvas”, ,,Alina Electronic”, , Nefis”, , Milestii
Mici”, ,,Felicia” si ,,Tricon”. lar specifice gene-
ratiei ,,Z” sunt marcile: ,,Cristina”, ,,Bomba”,
nLibrarius”, ,Invitro Diagnostics”, ,,Bombonici”,
,»N17si ,,Vitalie Burlacu”.
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Thus, it can be seen that most domestic
brands nominated by the “Gen Zs” are specific to
the period of the “Baby Boomers” generation
(“Bucuria”, “Franzeluta”, “Ionel”, “Viorica Cos-
metic”, “Zorile”). The brands “luvas”, “Alina
Electronic”, “Nefis”, “Milestii Mici”, “Felicia”
and “Tricon” are specific to the “Y” generation,
but also assimilated by the “Gen Zs”. And specific
to the “Z” generation are the brands: “Cristina”,
“Bomba”, “Librarius”, “Invitro Diagnostics”,
“Bombonici”, “N1”” and “Vitalie Burlacu”.
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Identificarea tinerilor consumatori cu mar-
cile specifice generatiilor anterioare de consu-
matori, denotd faptul ca piata autohtona este do-
minatd de aceste companii, dar si cd compor-
tamentul de consum al ,,generzetilor” este inca
influentat de comportamentul schizoid al con-
sumatorilor generatiilor anterioare, care se iden-
tificau cu marcile anumitor companii. Aceasta
ipoteza este sustinutd din motiv ca 90% din
productia fabricii S.A. ,, Tricon” [4] o reprezinta
productia 1n sistemul lohn pentru brandurile din
Germania, Italia si Roméania si doar 10% este
destinatd pietei interne, ceea ce presupune ci
,»generzetii”, mai degraba, au auzit de brand de
la parinti, rude — ca membri ai generatiilor ante-
rioare — decat au utilizat aceastd marca.

O imagine a unei tari poate fi creata si prin
intermediul marketingului locurilor. Locurile
inseamnd bugete, activitate economicd, oameni,
culturi, mostenire istoricd, valori materiale si
oportunitati.

Un factor de marketing care influenteaza
sansele de reusitd ale locului sunt intreprin-
derile (organizatiile) care isi creeaza si dezvolta
entititile in cadrul statului. In acest scop,
»generzetilor” li s-a cerut sd enumere cinci enti-
tati economice, cele mai populare in Republica
Moldova. Rezultatele sunt afisate in figura 8.

The identification of the young consumers
with the brands specific to previous generations
of consumers denotes the fact that the domestic
market is dominated by these companies, and
also that the consumption behaviour of the “Gen
Zs” is also influenced by the schizoid behaviour of
the consumers of the previous generations, who
identified with certain brands companies. This
hypothesis is supported by the fact that 90% of the
production of the “Tricon” S.A. factory [4] repre-
sents the production in the lohn system for the
brands in Germany, Italy and Romania and only
10% is intended for the domestic market, which
implies that the “Gen Zs” rather heard about the
brand from their parents, relatives as members of
previous generations than used this mark.

The image of a country can also be created
through place marketing. Places mean budgets,
economic activity, people, cultures, historical
heritage, material values and opportunities.

A marketing factor that influences the
place’s chances of success is the businesses
(organizations) that create and develop their
entities within the state. For this purpose, the
“Gen Zs” were asked to list five most popular
economic entities in the Republic of Moldova.
The results are presented in figure 8.

Moldcell S.A.
Orange Moldova S.A.
BC ,,Moldova Agroindbank” S.A.
Franzeluta S.A.
S.A. Magazinul Universal Central UNIC / Comercial..
S.A. Moldtelecom
Moldovagaz S.A.
Universitatea Tehnica a Moldovei / Technical..
Academia de Studii Economice din Moldova /..
S.R.L., Linella”
S.R.L.,,Sdulcinella”
Combinatul de Vinuri ,,Cricova ”S.A / Cricova Winery
S.R.L. ,,StarNet”
Efes Vitanta Moldova Brewery S.A.
LC Waikiki
S.R.L. Trend Shop
Glamis S.R.L. (Darwin)
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Figura 8. Rata popularitatii organizatiilor dupa perceptiile ,,generzetilor”/
Figure 8. Popularity rate of organizations according to the perceptions of the “Gen Zs”
Sursa: elaborata de autor in baza studiului realizat/

Source: developed by the author based on the carried out study
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Printre organizatiile nominalizate de catre
»generzeti” se gasesc si doud institutii non-profit
din domeniul invatdmantului superior (Univer-
sitatea Tehnica a Moldovei si Academia de
Studii Economice din Moldova), precum si
companii straine care au ,,vanat locul”, adica au
ales Republica Moldova pentru dislocarea pro-
priilor activitati.

Pentru a enunta specificul Republicii
Moldova, ,,generzetilor” li s-a cerut sa numeasca
cinci bunuri autentice moldovenesti pe care le-
ar lua in calatorie peste hotarele tarii si aceste
bunuri ar fi definitorii pentru imaginea tarii.
Printre bunurile alese au fost: vinul (inclusiv
mustul) — 69,31%; ia (costumul traditional) —
39,6%; bomboanele Bucuria (inclusiv. marca
,,Chiginaul de seara” — 29,70%) — 49,50%; divinul
(inclusiv divinul Bardar — 9,90%) — 29,70%;
branza de oi (casul) — 19,80%; covorul traditional
(caldarare, ladare, ungherare, rumba, paretare) —
9,90% si borsul acru de casa din tarate — 9,90%.

Pentru a identifica anumite avantaje suste-
nabile competitive, care ar putea fi sustinute de
Republica Moldova, subiectilor cercetati li s-a
cerut sa continue fraza: ,,Tara noastrd este unica
in..”

Privitor la unicitatea anumitor avantaje
competitive strategice pentru Republica Moldova,
cea mai mare parte a ,,generzetilor” nu au raspuns
— (20,8%). Analizdnd rata non-raspunsurilor,
S-a demonstrat cd acestia nu cunosc ce aspecte
ar oferi unicitate tarii noastre. Restul responden-
tilor (79,2%) au optat pentru vin, oameni, peisaje
si pamanturi fertile. Totusi, 9,9% din respondenti
au nominalizat cad Republica Moldova este unica
la capitolul cresterea preturilor si scaderea capa-
citatii de cumparare a populatiei. Putem constata
cd, In luna decembrie a anului 2022, rata infla-
tiei nationale era de 30,2% [2], In comparatie
cu Spania — de 5,5%, Franta — 6,7%, Irlanda —
8,2% si Letonia — 20,7% (cel mai mare nivel al
inflatiei din spatiul Uniunii Europene) [5], fapt
care a influentat negativ si gradul de atractivita-
tea a tarii, in special, printre consumatorii din
ultima generatie.

Pentru a evidentia punctele slabe ale ima-
ginii Republicii Moldova, li s-a cerut ,gener-
zetilor” sd raspundd la intrebarea deschisa:
,,Republica Moldova are probleme la capitolul...”.
Se denota faptul cd cea mai mare parte a res-
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Among the nominated organizations by
the “Gen Zs” can be found two non-profit insti-
tutions in the field of higher education (the
Technical University of Moldova and the Aca-
demy of Economic Studies of Moldova), as well
as foreign companies that “hunted the place”,
that is, they chose the Republic of Moldova for
the deployment of own activities.

In order to find the specifics of the
Republic of Moldova, the “Gen Zs” were asked
to name five domestic Moldovan goods, which
they would take with them on a journey abroad
and these goods would be defining for the image
of the country. Among the stated goods were:
wine (including new wine) — 69.31%; ie (tradi-
tional costume) — 39.6%; candies from Bucuria
(including the “Chisinaul de seara” brand —
29.70%) — 49.50%; the divine (including the
divine Bardar — 9.90%) — 29.70%; sheep cheese
(curd) — 19.80%; traditional carpet (caldarar,
laicer, rug, rumba, wall carpet) — 9.90% and
homemade sour borscht based on bran — 9.90%.

In order to identify certain sustainable
competitive advantages that could be supported
by the Republic of Moldova, the research
subjects were asked to continue the phrase: “The
Republic of Moldova is unique in ...”.

As for highlighting the uniqueness of
certain strategic competitive advantages for the
Republic of Moldova, most of the “Gen Zs” did
not answer — (20,8%). An analysis of the non-
response rate showed that they have no idea what
makes the Republic of Moldova unique. The rest
of the respondents (79.2%) opted for wine,
people, landscapes, fertile lands. However, 9.9%
of the respondents mentioned that the Republic of
Moldova is unigue in terms of rising prices and
decreasing purchasing power of the population.
We can see that in December 2022, the inflation
rate in the Republic of Moldova was 30.2% [2],
compared to Spain — 5.5%, France — 6.7%,
Ireland — 8.2% and Latvia — 20.7% (the highest
level of inflation in the European Union) [5],
which also negatively influenced the degree
of attractiveness of the country especially among
the “Gen Zs”.

In order to highlight the weak points of
the image of the Republic of Moldova, the “Gen
Zs” were asked to answer the open question:
“The Republic of Moldova has problems related

to ...”. It is denoted that most respondents
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pondentilor considera ca Republica Moldova este
o tard coruptd (69,41% din respondenti), cu o
dezvoltare economica slaba (29,7%) si cu carente
in sistemul educational (19,8%).

Folosind metoda balantelor, inclusiv me-
todele SWOT si TOWS, cunoscand punctele forte
ale Republicii Moldova si punctele slabe,
subiectilor cercetati li s-a solicitat sd raspunda la
intrebarea: ,,Dvs., va vedeti viitorul in aceastd
tara?”. In urma analizei chestionarului s-a observat
ca, practic, fiecare al doilea ,,generzet” este dispus
sd ramana in tard, totusi, rata mare a indecisilor
(20,7%) poate converge catre ideea de a parasi
tara, in cazul in care nu se Imbunatiteste situatia la
capitolul economic, dar si ,,retorica” politica a tarii
noastre fatd de conflictul regional.

Pentru a identifica Republica Moldova cu
anumite meserii, ocupatii, profesii, li s-a cerut
participantilor sa raspunda la intrebarea: ,,Care
profesii sunt cele mai solicitate in Republica
Moldova?”. Se constatd cd asupra perceptiilor
»generzetilor” in definitivarea celor mai solicitate
profesii, meserii, ocupatii, un rol important I-a
jucat si starea pandemica, care a scos din anonimat
anumite profesii indispensabile unei societati, ca
de exemplu: cea de medic (29,7%), de specialist in
domeniul IT (19,8%), de pedagog (19,8%) si
politist (19,8%), dar si de inginer in constructii
(19,8%), dentist (19,8%), avocat (9,9%), contabil
(9,9%) si marketer (9,9%).

Potrivit  site-ului https://www.careers360.
com [11], putem observa ca perceptiile ,,gener-
zetilor” coincid cu ratingul mondial al carierelor,
care desemneaza urmatoarele profesii ca fiind cele
mai solicitate: medic, dezvoltator de software,
analist financiar, analist al datelor (Data Scientist),
avocat corporativ, pilot de aeronave, bancher si
inginer in geodezia petroliera.

Concluzii

Parafrazand-ul pe Simon Anholt [9], putem
afirma ca Republica Moldova trebuie imediat sa-si
contureze o identitate nationald, altfel riscd sa fie
trecutd Tn anonimat.

Desi activeazd cateva companii multina-
tionale In Republica Moldova, ele nu prea au
imbunatatit imaginea tarii, fapt demonstrat si de
clasamentul Bloom Consulting [3], unde ne-am
clasat pe locul 166 din 203 state analizate, intre
doua tari africane pe care le consideram ,,lumea a
I11-a” si suntem mult in ,,coada” clasamentului fata

consider that the Republic of Moldova is a
corrupt country (69.41% of respondents), with
poor economic development (29.7%) and with
deficiencies in the education system (19.8%).

Using the balance method, including the
SWOT and TOWS methods, knowing the
strengths of the Republic of Moldova and the
weak points, the research subjects were asked to
answer the question: “Do you see your future in
this country?” Following the analysis of the ques-
tionnaire, it was observed that practically every
second “Gen Z” is willing to remain in the
country; however, the high rate of indexes
(20.7%) can converge on the idea of leaving the
country, if the situation in the economic chapter
does not improve, but also the political “rhetoric”
of our country towards the regional conflict.

In order to identify the Republic of Mol-
dova with certain trades, occupations, pro-
fessions, the respondents were asked to answer the
question “Which occupations are most in demand
in the Republic of Moldova?”. It is found that the
perceptions of “Gen Zs” in finalizing the most
requested professions, trades, occupations, an
important role was played by the pandemic state,
which has removed from anonymity certain
professions indispensable to a society, such as: that
of doctor (29.7%), IT specialist (19.8%), of
pedagogue (19.8%) and police officer (19.8%), but
also construction engineer (19.8%), dentist
(19.8%), accountant (9.9%), marketers (9.9%).

According to the website https://www.
careers360.com [11], we can see that the percep-
tions of the “Gen Zs” coincide with the world
career rating, which designates the following
professions as being the most in demand: doctor,
software developer, financial analyst, data analyst
(Data Scientist), corporate lawyer, aircraft pilot,
banker and petroleum geodesy engineer.

Conclusions

Paraphrasing Simon Anholt [9] we can
say that the Republic of Moldova must imme-
diately crystallize its national identity, otherwise
it risks being passed into anonymity.

Although there are multinationals in the
Republic of Moldova, they have not really impro-
ved the image of the country, because according to
the Bloom Consulting ranking [3] we are on the
166™ place out of 203 countries analysed, between
two African countries that we consider the “third
world” and much in the “tail” of the ranking
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de statele vecine: Romania (pe locul 90) si Ucraina
(pe locul 93). Unele din aceste companii func-
tioneazad in sistem lohn, beneficiind de avantajele
oferite de tara noastra, aducand, la randul lor, si
beneficii ca: reducerea somajului, contributii la
bugetul statului, insa, din pacate, nu contribuie la
dezvoltarea marcilor autohtone si la cresterea
imaginii Republicii Moldova.

Totusi, in opinia ,,generzetilor”’, Republica
Moldova poate fi o tara de referinta pentru:

e cei ce cautd specialisti Tn domeniul IT si
in chirurgie si estetica dentara;

e cei ce cautd servicii educationale calitative
(UTM, ASEM, USM, ULIM si USMF);

e cei interesati de turismul gastronomic.
Tara noastra dispune de o diversitate de
retete culinare si de o varietate de ritualuri
gastronomice (sacrificatul porcului de
Craciun, sacrificatul mielului de Paste
etc.). Printre bunurile autentice moldove-
nesti se remarcd branza de oi si casul,
mustul, vinul jucaus, borsul acru pe baze
de tarate, bomboanele de ciocolatd
,»Chisindul de searda”, divinul si desertul
din copilédrie ,,Cusma lui Gugutd”, care,
apropo, necesita a fi o marca Inregistrata.
Tot la acest capitol, Republica Moldova
mai organizeaza targuri ale recoltelor si
indeletnicirilor agricole, precum: Festiva-
lul cépsunelor, Ciresarul, Bostaniada,
Ziua vinului, Targul oierilor etc.;

e cei interesati de evenimente culturale si
sarbatori: ,,Invita Maria Biesu”, ,,Martisor”,
»Limba noastrd”, hramurile localitatilor,
traditii de botez si funeralii, traditii de
Sfantul Andrei, Rugéciunea lui Vasile cel
Mare, Dansul Calusarilor, ritualurile de
Sfantul Toader etc, inclusiv si sarbatorile
reprezentantilor altor etnii: Sdptdména alba
(Maslinita) etc.;

e producatorii de bunuri de lux, deoarece
primele locuri la capitolul branduri strdine
populare le revin celor 3 companii multi-
nationale: ,,Bayerische Motoren Werke”
AG, ,,DaimlerChrysler” AG si ,,Apple” Inc.
De asemenea, analizdnd subiectul 1n

cauza, s-a constatat cd pand in prezent eforturile
de promovare a imaginii nationale au fost rea-
lizate intr-un mod necoordonat. Deci, este nevoie
sd se depund un efort comun de catre locuitorii
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compared to the neighbouring states Romania (on
the 90™ place) and Ukraine (on the 93" place). A
consequence of this fact can also serve the idea
that some of these companies operate in the lohn
system benefiting from the advantages offered by
our country, bringing, in turn, benefits such as:
reducing unemployment, contributions to the state
budget, but they do not contribute to the deve-
lopment of domestic brands and to the increase of
the image of the Republic of Moldova.

However, in the opinion of the “Gen Zs”,
the Republic of Moldova can be a country of
reference for:

o those looking for specialists in the IT field,
in dental surgery and aesthetics;

o those looking for quality educational
services (UTM, ASEM, USM, ULIM and
USMPF);

e those interested in gastronomic tourism.
The Republic of Moldova has a diversity of
culinary recipes and a variety of gastro-
nomic rituals (the Christmas pig sacrifice,
the Easter lamb sacrifice, etc.). Among the
authentic Moldovan goods, sheep’s cheese
and curd, playful wine, bran-based sour
borscht, “Chisinaul de seara” chocolate
candies, the Divine and childhood dessert
“Guguta’s cusma” need to be registered as
a trademark. Also, in this chapter, the
Republic of Moldova organizes fairs of
harvests and agricultural activities such as:
Strawberry Festival, Ciresarul, Bostaniada,
Wine Day, Sheep Fair, etc.;

o those interested in cultural events and holi-
days: “Maria Biesu invites”, “Martisor”,
“Our language”, patron saints of localities,
traditions of baptism and funerals, tradi-
tions of Saint Andrew, Basil the Great’s
prayer, the Calusari Dance, the rituals of
Saunt Toader, etc., including the celebra-
tions of representatives of other ethnic
groups: White Week (Maslinita), etc.;

o manufacturers of luxury goods, because
the first places, in the chapter of popular
foreign brands, belong to the 3 multina-
tional companies: “Bayerische Motoren
Werke” AG, “DaimlerChrysler” AG and
“Apple” Inc.

Also, following the study, it was found
out that until now efforts have been made to
promote the image in an uncoordinated way.



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

tarii  si institutiile statului pentru a definitiva o
politica de brand de tara.

Desi Republica Moldova este cunoscuta
prin ,ambasadorii” culturali: Maria Biesu,
Eugen Doga, Carla’s Dreams, Irina Rimes etc.,
totusi este necesar, mai intai, s se consolideze
un capital de imagine in interiorul tarii. La
capitolul minusuri, ,,generzetii” au identificat o
serie de probleme, precum: coruptia si instabi-
litatea economica, carentele din sistemul edu-
cational (invatamant prescolar — Invatdmant
postdoctoral), conflictul regional, care daca nu se
rezolva, Republica Moldova ar putea fi afectata de
0 ratd si mai mare a migratiei externe printre
populatia activa.

In concluzie, pentru a pastra forta activa
de munca 1n tard, este absolut necesar ca
Republica Moldova si-si creeze o politica de
brand, tel care poate fi atins doar prin efortul
conjugat al politicului, economicului, socialului
si factorului mediatic.

Therefore, a concerted effort between people
and institutions is needed to finalize a country
brand policy.

Although the Republic of Moldova is
known for its cultural “ambassadors”: Maria
Biesu, Eugen Doga, Carla’s Dreams, Irina Rimes,
etc., however, it is necessary, first, to consolidate
an image capital within the country. In terms of
minuses, “Gen Zs” identified a number of issues,
such as: corruption and economic instability,
deficiencies in the education system (pre-school
education — postdoctoral education ), regional
conflict, which if not resolved, the Republic of
Moldova could be affected by an even higher rate
of external migration among the active population.

In conclusion, in order to keep the active
labour force in the country, it is absolutely
necessary for the Republic of Moldova to create
a brand policy only through the joint effort of
the political, economic, social and media factors.
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