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338.48:316.772.4

NEGOCIEREA COMERCIALA
INTERNATIONALA iN
PRESTATIA TURISTICA

Conf. univ. dr. Nicolae PLATON, ASEM
Director al Centrului de Informare si
Promovare in Domeniul Turismului

din Republica Moldova
platonanat@yahoo.com

Drd. Tatiana JURAVELI, ASEM
director@condor.md

Motto: Negocierea rationala transforma
conflictul in cooperare.
Formulare de autori.

Tn businessul turistic, negocierea comer-
ciala internationald constituie principala moda-
litate, prin care se accede la performante, in
conditiile existentei unui echilibru al avantajelor
pentru toate partile.

Avand in vedere marile tendinte din evo-
lutia turismului mondial, ca urmare a procesului
permanent de cautari ale unor solutii, care sa
duca la facilitarea schimburilor de turisti intre
tari, negocierile comerciale internationale tre-
buie sa-si amplifice prezenta tot mai vadit in
relatiile bilaterale, devenind, astfel, principalul
si singurul mijloc de comunicare internationala
n businessul turistic.

Tn prezentul articol, se analizeazi modalita-
tea, prin care se desfdsoara negocierile contem-
porane in businessul turistic si care constituie un
argument in sprijinul determindrii, pe de o parte,
a necesitatii acestor negocieri, iar pe de altd parte,
a modului si complexitdtii petrecerii acestora.

Cuvinte-cheie: turism, negocieri, nego-
cieri comerciale internationale, prestatie turis-
tica, intreprinderi turistice.

JEL: M1, M16, L83.

Introducere

Oricat de minutioasd ar fi organizarea
activitatii turistice in cadrul intreprinderii, ea ar
avea un efect nesemnificativ, daca nu se reuseste

Revista / Journal ,,ECONOMICA™ nr.2 (108) 2019
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INTERNATIONAL TRADE
NEGOTIATION IN TOURISM
SERVICES

Assoc. Prof. PhD Nicolae PLATON, ASEM
Director of the Tourism Information

and Promotion Center of Moldova
platonanat@yahoo.com

PhD cand. Tatiana JURAVELI, ASEM
director@condor.md

Motto: Rational negotiation turns
the conflict into cooperation.
Formulated by the authors.

In tourism business, international trade
negotiation represents the main way to access
performance, given the existence of a balance of
benefits for all parties.

Taking into account the great trends in
the evolution of the world tourism, as a result of
the permanent process of seeking solutions that
will facilitate the exchange of tourists among
countries, international trade negotiations must
intensify their more obvious presence in bila-
teral relations, thus becoming the main and the
most reliable means of international communi-
cation within the tourism business.

This article presents the way in which mo-
dern negotiations are taking place in the tourism
business and which represent an argument in
support of determining the necessity of these
negotiations on the one hand, and on the other
hand — their way and complexity.

Keywords: tourism, negotiations, interna-
tional trade negotiations, tourism service, tou-
rism enterprises.

JEL: M1, M16, L83.

Introduction

No matter how thorough would be the
organization of the tourism activity within the
enterprise, it would have little effect if the direct
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stabilirea relatiilor directe iIntre furnizorii si
prestatorii de servicii turistice.

Astfel, pentru a realiza o afacere turistica
eficienta, este absolut necesar contactul direct
cu partenerul, ca singura modalitate de a-i cu-
noaste doleantele si problemele, cu care acesta
se confrunta.

Deplasarea la partener cu scopul unei
intrevederi, negocierile purtate cu el si echipa sa,
implicd o minutioasd si atentd analizare a tipo-
logiei lui, pentru pregatirea, pe viitor, a modului
de a aborda dialogul partenerial de afaceri.

Tindnd cont de caracterul complex al
negocierii afacerilor, domeniul relatiilor interna-
tionale presupune dezvoltarea capacitatilor si
abilitatilor de purtare a tratativelor, de construire
a raporturilor intre persoane si grupuri de per-
soane, precum si facilitatea in exprimare si
capacitatea de a inspira Incredere si a rezolva
situatiile conflictuale.

Scopul cercetarii constd in elucidarea
tendintelor actuale, care se atestd in domeniul
negocierilor comerciale internationale.

Actualitatea temei

Orice tip de business presupune purtarea
unor negocieri de afaceri. Businessul turistic nu
este o exceptie. Stabilirea strategiei, tacticilor si
stilurilor de negociere este linia directoare n
raport cu care se deruleaza, in mod practic, trata-
tivele cu partenerul de afaceri.

intreaga munca, adeseori anevoioasa, des-
fasuratd in cadrul negocierilor, se finalizeazd cu
decizii care reprezinta, de fapt, incheierea aces-
tor negocieri.

Retete universale, valabile, de organizare
si petrecere a negocierilor in businessul turistic,
nu existd. Cu toate acestea, autorii au incercat,
prin abordarea acestei teme, sd particularizeze
specificul desfasurarii negocierilor in mediul de
afaceri turistic.

Metode aplicate

La elaborarea prezentului articol, autorii
au utilizat trei metode de cercetare, dupa cum
urmeaza:

o Cercetarea fundamentala a condus la elu-
cidarea tendintelor actuale de desfasurare

relations between the suppliers and the tourism
services providers are not established.

Thus, in order to achieve an efficient
tourism business, it is absolutely necessary to
contact the partner directly as the only way to
know its wishes and the problems it faces.

Meeting with partner, negotiations with
him and his team imply a thorough and careful
analysis of his typology, so as to prepare in the
future on the approach of dealing with the
business partner.

Taking into account the complex nature of
business negotiation, the field of international
relations implies the development of capacities
and abilities to conduct negotiations, to build
relationships between individuals and groups of
people, as well as the ability to express and to
build trust and solve conflict situations.

The aim of the research is to elucidate
the current trends that occur in the field of
international trade negotiations.

Topicality of the subject

Any type of business requires conducting
business negotiations. Tourism business is no
exception. Establishing strategy, tactics and
negotiation styles represents the guideline in
relation to which business dealings are being
conducted.

The entire work, often a difficult one, in
negotiations is finalized with decisions that
actually represent the conclusion of these nego-
tiations.

Valuable universal recipes for organizing
and conducting negotiations in tourism business
do not exist. Nevertheless, the authors have
attempted through this subject to specify the
specifics of the negotiations in the tourism
business environment.

Applied methods

When writing this article, the authors have
used three research methods as follows:

e Fundamental research has allowed the
elucidation of current trends in interna-
tional negotiations in the tourism business
environment, while reflecting the pre-
requisites for the changes observed in the

Revista / Journal ,,ECONOMICA™ nr.2 (108) 2019
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a negocierilor internationale in mediul de
afaceri turistic, reflectand, totodata, pre-
misele schimbarii atestate In domeniul
cercetat. In cercetarea fundamentald, au
fost incadrate investigatiile sub forma de
studii teoretice, ce au permis formularea
unor concluzii stiintific argumentate.

o Cercetarea pentru dezvoltare a avut ca
scop utilizarea acelor procedee si dispo-
zitive, ce pot influenta direct activitatea
practica in domeniul negocierilor comer-
ciale internationale. Gratie utilizdrii me-
todei respective, a fost posibild demons-
trarea, n practicd, a necesitdtii negocie-
rilor comerciale Tn activitatea intreprin-
derilor de turism.

o Cercetarea aplicativi a avut ca sarcind
furnizarea de date pentru directionarea acti-
vitatii practice in vederea cresterii acti-
vitatii metodice. Rezultatul cercetarii apli-
cative a avut drept consecinta formularea
unor concluzii privind rolul negocierilor
internationale in prestatia turistica. De ase-
menea, cercetarea aplicativa a permis gasi-
rea solutiilor si directiei prin intermediul
carora se pot rezolva diverse probleme.
Relevanta articolului
Investigarea si dezvoltarea acestei teme au

permis autorilor sd generalizeze anumite con-
cluzii la acest subiect si, ca urmare, sd propuna
mediului de afaceri turistic recomandéri con-
crete, capabile sd imbunatateasci modali-
tatea de desfasurare a negocierilor comerciale
internationale.

Rezultate si discutii

Tranzactiile de comert internationale in
domeniul turismului constituie o forma a aface-
rilor internationale, care au ca obiect schimbul
international de servicii turistice. Principala for-
ma de realizare a acestora o reprezintd operatiile
de export-import, intemeiate Th baza contractului
de vanzare internationala de servicii.

In sens larg, insd, in sfera tranzactiilor
comerciale internationale, se includ si operatii
combinate, exporturi complexe, diferite forme
de aliante strategice si cooperdri internationale,
precum si alte operatii si actiuni internationale

Revista / Journal ,,ECONOMICA™ nr.2 (108) 2019

researched field. Fundamental research

included investigations in the form of

theoretical studies, which allowed the
formulation of some reasoned scientific
conclusions.

o Research for development aimed at using
those processes and devices that can
directly influence the practical work in the
field of international trade negotiations.
Thanks to the use of this method, it was
possible to demonstrate in practice the
necessity of commercial negotiations in
the activity of tourism enterprises.

o Applied research was tasked with provi-
ding data for directing the practical work
in order to increase the methodical acti-
vity. The result of the applied research has
resulted in conclusions on the role of
international negotiations in tourism ser-
vices. Also, applicative research has hel-
ped to find solutions and direction that can
solve various problems.

Relevance of the article

Investigating and developing this theme
will enable authors to generalize conclusions on
this subject and, as a result, to propose to the
tourism business environment practical recom-
mendations capable of improving the way
international trade negotiations are conducted.

Results and discussions

International trade in the field of tourism
is a form of international business dealing with
the international exchange of tourism services.
The main form of realization of these is the
export-import operations, based on the interna-
tional services contract.

Broadly speaking, however, international
trade operations include combined operations,
complex exports, various forms of strategic
alliances and international cooperation, as well
as other international operations and actions
involved in concluding and conducting interna-
tional commercial contracts [6, p. 12].

Tourism enterprises are constantly aiming
to expand their business at international level in
order to increase their sales market and to obtain

—  mm
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implicate in incheierea si derularea de contracte
comerciale internationale [6, p.12].
Tntreprinderile turistice tind, Tn perma-
nentd, sd-si extinda afacerile la nivel internatio-
nal pentru a-si largi piata de desfacere si pentru a
obtine venituri suplimentare din tranzactiile
internationale cu produse si servicii turistice. Insa,
pentru a evita riscurile extinderii, este necesara
realizarea catorva activitdti in domeniul nego-
cierii afacerilor turistice, care ar exclude posibi-
lele pierderi de mijloace materiale si financiare.
Este important sa accentudm ca premisele
elaborarii strategiei de extindere internationala
trebuie create prin prisma diagnosticului extern,
care prevede identificarea circumstantelor prin
evaluarea riscurilor, precum si prin diagnosticul
intern, care presupune analiza capacitdtii eco-
nomice si financiare a Intreprinderii turistice.
Diagnosticul extern este operatiunea prin
care Intreprinderea turistica analizeaza si Incearca
sa prevada starea si evolutia mediului de afaceri
existent pe piata turisticd, unde doreste sd se
extinda. Principalele componente ale analizei
diagnosticului extern sunt prezentate in tabelul 1.

additional revenue from international tran-
sactions with tourism products and services.
However, in order to avoid the risks of enlar-
gement, it is necessary to carry out some acti-
vities in the field of tourism business nego-
tiations, which would exclude possible material
and financial loss.

It is important to emphasize that the pre-
requisites for the development of the interna-
tional expansion strategy must be created in
terms of external diagnosis, which provides for
the identification of circumstances through the
risk assessment as well as internal diagnosis,
which provides for the analysis of the economic
and financial capacity of the tourism enterprise.

External diagnosis is the operation by
which the tourism enterprise analyses and
attempts to predict the state and evolution of the
existing business environment on the tourism
market where it wishes to expand. The main
components of the external diagnosis analysis
are presented in table 1.

Tabelul 1/Table 1

Componente ale analizei diagnosticului extern/ Components of external diagnosis analysis

N Componentele/ Caracteristica/ Characteristic

crt. Components

1 2 3

1. |Piata turistica/ e potentialul economic al pietei turistice/ economic potential of the

Tourism market tourism market

environment

conjunctura pietei/ market conjuncture
atractivitatea pietei/ attractiveness of the market
elementele demografice/ demographic elements
gradul de concurenta/ degree of competition
mediul socio-economic si politic/ socio-economic and political

securitatea si siguranta turistilor/ security and safety of tourists

2. Cererea turistica/
Tourism demand

tourism ethics

trendul de globalizare/ globalization trend

volumul si structura cererii/ volume and structure of demand
formele de manifestare a cererii/ demand forms

motivatia turistica/ tourism motivation

necesitatile de consum turistic/ tourism consumption needs
aplicativitatea codurilor de etica turistica/ applicability of codes of

Revista / Journal ,,ECONOMICA™ nr.2 (108) 2019
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Continuarea tabelului 1/ Continuation of table 1

1 2

3

3. |Oferta turistica/ e asezarea geograficd a destinatiei turistice/ geographical location of

Tourism offer

transport

tourism destination

e potentialul natural si antropic/ natural and anthropic potential

e arta, cultura, folclorul, religia/ art, culture, folklore, religion

e ospitalitatea, obiceiurile, traditiile/ hospitality, customs, traditions

e infrastructura si baza tehnico-materiala turistica/ infrastructure and
technical-material tourism base

e politica de preturi/ pricing policy

e conexiunile aeriene si transportul local/ air connections and local

o facilitatile turistice/ tourism facilities
e agrementul si animatia/ recreation and animation

4. |Mediul ambiant si | e durabilitatea ecologica/ environmental sustainability

environment

e mecanismul
mechanism

ecologic/ Ecologic  |e protectia mediului/ environmental protection

and general e modalitati de combatere a poluarii/ ways of combating pollution

o asigurarea echilibrului ecologic/ ensuring ecological balance

e asigurarea conservarii si protectiei resurselor turistice/ ensuring the
conservation and protection of tourism resources

de conservare a bio-faunei/ bio-fauna conservation

e protejarea ecosistemelor/ protection of eco-systems

Sursa: elaborat de autori/ Source: developed by the authors

Tn baza rezultatelor analizei diagnosticului
extern si In temeiul oportunititilor estimate,
intreprinderea turisticd poate lua una din doua
decizii:

e de a opera pe aceastd piata turistica, dez-
voltandu-si astfel strategia de afaceri;

e de a ignora aceasta piatd, in cazul exis-
tentei anumitor riscuri.

Cu toate cele relatate, diagnosticul extern
nu este suficient pentru a adopta decizia de
externalizare. Este necesar de realizat si diag-
nosticul intern pentru a extinde afacerile pe o
piata straina.

Diagnosticul intern presupune evaluarea
capacitatilor strategice ale intreprinderii turis-
tice, pentru a determina aptitudinea acesteia de
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As a result of the external diagnosis ana-
lysis and based on the estimated opportunities,
the tourism enterprise can take one of the two
decisions:

e to operate on this tourism market, thus
developing its business strategy;

e to ignore this market if there are certain
risks.

However, the external diagnosis is not
enough to get the outsourcing decision. It is also
necessary to carry out the internal diagnosis to
expand the business on a foreign market.

Internal diagnosis involves assessing the
strategic capacities of the tourism enterprise to
determine its ability to harness its own skills and
capabilities in order to outsource tourism pro-
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prii, cu scopul externalizarii produselor si ser-
viciilor turistice. Principalele elemente de diag-
nostic intern sunt prezentate n tabelul 2.
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ducts and services. The main internal diagnostic
elements are presented in table 2.

Tabelul 2/Table 2

Elementele de diagnostic intern/ Internal diagnostic elements

(l:\lr; Elementele/ Elements Specificarea/ Specification
1. | Capacitatea financiara/ cifra de afaceri/ turnover
Financial capacity rentabilitatea Tntreprinderii/ profitability of the enterprise
disponibilitatea de mijloace circulante/ availability of circu-
lating assets
gradul de indatorare/ degree of indebtedness
posibilitatea de accesare a creditelor/ possibility of accessing
credits
2. | Diagnosticul comercial/ portofoliul de produse/ product portfolio
Trade diagnosis volumul vanzarilor/ sales volume
cota de piatd/ market share
numarul de consumatori-turisti/ number of consumers-tourists
competitivitatea produselor si serviciilor turistice/ compe-
titiveness of tourism products and services
complexitatea logistica existenta/ existing logistics complexity
3. |Dezvoltarea tehnologica/ tehnologii informationale/ information technologies
Technological development |e programe aplicative computerizate/ computerized applied
programs
conectarea la retele globale de distributie/ connecting to
global distribution networks
tehnologii multimedia/ multimedia technologies
sisteme de rezervare online/ on-line reservation systems
4. |Resursele umane/ gradul de profesionalism/ degree of professionalism

Human resources

gradul de dependenta fata de intreprinderea turistica/ degree
of dependence on the tourism enterprise

capacitatea de implicare in afaceri internationale/ ability to
engage in international affairs

putereca de a promova vanzarile pe extern/ power to promote
sales on the outside

talentul de a intretine si dezvolta relatiile cu clientii/ talent to
maintain and develop customer relationships

¢ mobilitate/ mobility

BE—

Sursa: elaborat de autori/ Source: developed by the authors
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Gradul de implicare a managementului in
operatiile de import-export diferd in dependenta
de modul de organizare a prestatiei turistice de
catre intreprinderea turistica si anume de capa-
citatea acesteia de a purta negocieri.

Termenul de negociere defineste un pro-
ces care se manifestd in multiple domenii ale
vietii sociale, In politicd, diplomatie, afaceri,
raporturi Tntre partenerii sociali etc. [6, p.106].
Ca forma generala de actiune umana, negocierea
prezintd o serie de trasaturi definitorii, cum ar fi:

« 1Tn primul rand, este vorba de procesul
de decizie, prin care partile incearca sa ajunga la
o solutie in comun. Prin negociere, partenerii
urmiresc maximizarea rezultatelor lor, deci,
obtinerea unei situatii mai avantajoase decat in
lipsa negocierii. In acest sens, in literatura de
specialitate, negocierea se defineste sub doua
puncte de vedere: instrumental (adica al rezulta-
tului acesteia) si al procesului [3, p.11].

Din punct de vedere instrumental, nego-
cierea este un sistem de decizii, prin care partile
se inteleg sa actioneze de comun acord, in loc sa
actioneze Intr-o maniera unilaterald, iar din
punctul de vedere al procesului, negocierea este
0 activitate ce pune in interactiune mai multi
actori, care, fiind confruntati atat cu divergente,
cat si cu interese convergente’, aleg si caute, in
mod voluntar, o solutie reciproc acceptabila.

« 1In al doilea rand, negocierea este 0
forma de comunicare, respectiv 0 comunicare
interpersonala. Ea presupune un proces comuni-
cativ, dinamic, de ajustare, de stabilire a acor-
dului in cazul aparitiei unor conflicte de interese,
prin care doud sau mai multe parti, animate de
mobiluri diferite si avand obiective proprii, isi
mediaza pozitiile pentru a ajunge la o Intelegere
mutual satisfacatoare [2, p.5].

Mentionam cé negocierea vizeaza realizarea
unui acord, a unei intelegeri intre parti, care pleaca
de pe pozitii diferite. Prezentam cateva definitii
din literatura de specialitate, in acest sens:

The degree of management involvement
in import-export operations differs depending on
how the tourism organization organizes the
tourism business, namely its ability to conduct
negotiations.

The notion of negotiation defines a pro-
cess that manifests itself in multiple areas of
social life, politics, diplomacy, business, rela-
tionships between social partners, etc. As a gene-
ral form of human action, negotiation has a hum-
ber of defining features such as: [6, p.106].

o Firstly, it is a decision-making process
where the parties are trying to reach a common
solution. Through negotiation the partners
aim to maximize their results, so obtaining a
more advantageous situation than in the absence
of negotiation. In this respect, in the litera-
ture, negotiation is defined from two points
of view: instrumental (i.e. its result) and process
[3, p.11].

From an instrumental point of view, nego-
tiation is a decision-making system whereby the
parties agree to act jointly instead of acting in a
unilateral manner while, from the point of view
of the process, negotiation is an activity that
brings together several actors that being con-
fronted by both divergences and convergent
interests’, choose to seek a mutually acceptable
solution on a voluntary basis.

o Secondly, negotiation is a form of com-
munication, i.e. an interpersonal communica-
tion. It involves a communicative, dynamic,
adjustment, agreement-setting process in the
event of conflicts of interest, whereby two or
more parties, animated by different mobiles and
having their own goals, mediate their positions
in order to reach a satisfactory mutual under-
standing [2, p.5].

We mention that negotiation is about
reaching an agreement, a deal between parties
that go from different positions. We present some
definitions from the literature in this regard:

! Care se indreapta citre un singur punct sau tinde spre o singura directive./ Which move to a single point or tend

to a single direction.
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» ,,Negocierea este procesul prin care doud
sau mai multe parti interactioneaza in
scopul ajungerii la o pozitie acceptabila
in comparatie cu pozitiile divergente ale
acestora” [4].

» ,,Negocierea este o activitate de colabo-
rare prin care doua sau mai multe per-
soane schimba punctele de vedere vizavi
de o idee sau de ideile initiale (diver-
gente/convergente), Tn scopul ajungerii la
un compromis™ [7].

» ,,Negocierea este arta si stiinta de a gasi
un acord intre doi sau mai multi actori
independenti, care incearca sa-gi maximi-
zeze rezultatele [3, p.129].

» Negocierea este... o actiune verbald sau
scrisa intreprinsd de doud sau mai multe
persoane... in relatia dintre ele, in scopul
obtinerii unor rezultate de interes reci-
proc [8, p.746].

» Negocierea se caracterizeazd, de 0 Manierd
generald, prin cautarea efectiva a unui aran-
Jament pentru depasirea unor divergente
intre partenerii independenti [1, p.227].
Generalizand cele mentionate anterior, in

viziunea autorilor, ,,negocierea afacerilor n tu-
rism reprezinti un proces complex de inter-
actiune intre minimum doua parti, cu viziuni
diferite, dar cu interese complementare, cen-
trat pe comunicarea intre ele, avand ca scop
gasirea unui compromis sau acord reciproc
avantajos, menit sa asigure buna colaborare
n prestarea serviciilor turistice”.

Negocierea prezintd cateva caracteristici
[5, p.11]:

e cxistenta unui conflict de interese intre
interlocutori;

e absenta unor reguli, proceduri prestabilite
sau fixate, care sd permita solutionarea
conflictului;

e urmdrirea scopului de Tncheiere a unui
acord intre interlocutori.

Daca este sa analizam negocierea comer-
ciala internationald in prestatia turistica, putem
deduce cd negocierea este un proces organizat
de comunicare ntre intreprinderile de turism,

m——

» ““Negotiation is the process by which two
or more parties interact in order to reach
an acceptable position in comparison with
their divergent positions™ [4].

» “Negotiation is a collaborative activity
whereby two or more people change views
on an initial idea or ideas (divergent /
convergent) in order to reach a com-
promise” [7].

» ““Negotiation is the art and the science of
finding an agreement between two or
more independent actors trying to maxi-
mize their results” [3, p.129].

» Negotiation is ...a verbal or written action
taken by two or more people ... in their
relationship, in order to obtain results of
mutual interest [8, p.746].

» Negotiation is characterized, in a general
way, by an effective search for an arran-
gement to overcome some divergences
between independent partners [1, p. 227].
Generalizing the above mentioned, in

the authors’ view, “business negotiation in
tourism is a complex process of interaction
between at least two parties, with different
visions but with complementary interests cen-
tered on communication between them, with
the aim of finding a compromise or mutual
advantageous agreement, meant to ensure
good cooperation in the provision of tourism
services”.

Negotiation has several features [5, p.11]:

e existence of a conflict of interest between
the interlocutors;

e absence of pre-established or fixed rules
or procedures that will allow to resolve
the conflict;

e pursuing the goal of concluding an
agreement between interlocutors.

If we are to analyse international trade
negotiations in tourism, we can conclude that
negotiation is an organized process of commu-
nication between tourism companies and tourism
providers and suppliers, which aim to pro-
gressively adapt their interests to the subject of
negotiations in order to achieve a mutually
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furnizorii si prestatorii de servicii turistice, care
isi propun adaptarea progresiva a intereselor lor,
raportate la obiectul negocierii in vederea reali-
zarii unei intelegeri de afaceri reciproc accepta-
bile, materializata in contractul international.

Negocierea comerciald in prestatia turistica
se deosebeste de alte tipuri de negociere (diplo-
matica, sociala etc.) prin obiectul sdu — realizarea
unei afaceri, a unei activitati lucrative In domeniul
turismului, avand ca scop obtinerea de profit.

Aceasta presupune intrarea partilor in con-
tact printr-o actiune anterioara de comunicare,
sau in urma schimbului de scrisori comerciale
prin intermediul postei electronice. Ea se carac-
terizeaza prin doud elemente interdependente:

1. Intre parti, exista o divergenta de inte-
rese cand furnizorul sau prestatorul de
produse si servicii turistice Incearca sd
obtind un pret cit mai mare, iar intre-
prinderea turisticd in persoana tur-
operatorului, care formeaza pachetul
de servicii turistice, incearca sd pla-
teascd un pret cat mai mic.

2. Partile urmaresc sa ajungd la o inte-
legere, la un acord de vointa, care sa
constituie baza juridica a realizarii
afacerii turistice.

Prin urmare, pentru ca negocierea comer-
ciala sa aiba sens, este necesar ca, dincolo de
interesele lor particulare, partile sa poata stabili
un acord comun, pentru ca afacerea turistica, ce
face obiectul tratativelor, sa demareze. Totodata,
plecand de la faptul ca fiecare dintre parteneri
poate sa-si realizeze interesul particular, doar
daca proiectul comun este realizat, negociatorii
trebuie sd manifeste o anumitd incredere reci-
proca, s acorde prioritate convergentei de inte-
rese in raport cu divergentele. in caz contrar,
dacd afacerea nu se incheie, negocierea sufera un
esec — niciuna dintre parti nu castiga.

Tn literatura de specialitate, se evidentiazi
o serie de cerinte ce trebuie respectate in nego-
cierile comerciale, aferente domeniului turismu-
lui. Autorii au identificat urmdtoarele cerinte:

Tn primul rand, in relatiile dintre parti,
atitudinea de cooperare trebuie sa prevaleze
asupra celei de confruntare.

Revista / Journal ,,ECONOMICA™ nr.2 (108) 2019

acceptable business agreement materialized in
the international agreement.

Commercial negotiation in tourism ser-
vice differs from other types of negotiation
(diplomatic, social, etc.) through its object — the
realization of a business, an operating activity in
the field of tourism, aiming at obtaining profit.

Business negotiation in the field of tourism
requires parties to enter into contact by a prior
communication action or following the exchange
of commercial letters by electronic mail. It is
characterized by two interdependent elements:

1. There is a divergence of interest between
the parties when the supplier or supplier
of tourism products and services seeks to
obtain the highest possible price and the
tourism enterprise in the person of the tour
operator who forms the package of
tourism services tries to pay a small price
as much as possible.

2. Parties seek to reach an agreement, a
voluntary agreement, which is the legal
basis for the development of the tourism
business.

Therefore, in order for a trade negotiation
to make sense, it is necessary that beyond their
particular interests, the parties can establish a
common agreement, so that the tourism business
that is the object of the negotiations begins. At
the same time, starting from the fact that each of
the partners can achieve their private interest
only if the joint project is achieved; negotiators
have to show some mutual trust, to prioritize the
convergence of interests in relation to the diver-
gences. Otherwise, if the business does not end,
negotiation is a failure — neither party wins.

The specialized literature highlights a
number of requirements that must be observed in
the trade negotiations related to the field of
tourism. The authors identified the following
requirements:

Firstly, in relations between the parties
the attitude of cooperation must prevail over the
confrontation.

Secondly, the parties must maintain an
open, continuous dialogue, based on understan-
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Tn al doilea rand, partile trebuie si men-
tind un dialog deschis, continuu, bazat pe inte-
legere si incredere 1n reusita comuna, sa-si mani-
feste disponibilitatea pentru consens si compro-
misuri in vederea realizarii acordului.

Tn al treilea rand, derularea negocierilor
trebuie sa se bazeze pe regulile consacrate de con-
duita etica in afaceri, cum sunt: politetea, respec-
tarea partenerului, menajarea intereselor acestuia.

Tn al patrulea rand, este necesari aborda-
rea constructiva a negocierii, care sa dea prio-
ritate incheierii acordului cu partenerul, in con-
ditii reciproc avantajoase pentru ambele parti.

Tn al cincilea rand, o negociere reusiti
este aceea care se finalizeaza printr-un acord Th
care se regasesc, intr-o forma sau alta, obiec-
tivele principale urmarite de fiecare partener.

In al saselea rdnd, la incheierea negocie-
rii, fiecare dintre parti trebuie sa aiba sentimen-
tul unui lucru bine facut, in care interesele ma-
teriale, ca si prestigiul personal, sa fie protejate.

Negocierea
turistica nu trebuie sa fie conceputa ca un dictat,
pe care una dintre parti il impune celeilalte.
Finalizarea negocierii, respectiv incheierea con-
tractului, nu este decat consacrarea juridica a
afacerii, care va fi derulata prin executarea obli-
gatiilor pe care partile si le-au asumat. Daca

comerciala 1n activitatea

acceptarea sub presiune a unor obligatii, de catre
una dintre parti, poate constitui un impediment
major in executarea corespunzatoare a contrac-
tului de colaborare turistica, cealalta parte poate
tergiversa punerea Tn aplicare a acestui contract
si chiar poate intreprinde rezilierea lui.
Tn practica de afaceri turistice, s-au impus
0 serie de reguli si cerinte concrete privind
desfasurarea negocierilor, cum sunt urmatoarele:
= O oferta turisticd nu poate fi retrasa in con-
ditiile 1n care retragerea ar cauza un preju-
diciu nejustificat partenerului de afaceri;
= O negociere programatda nu poate fi con-
tramandata fara un motiv valid;
= Angajamentele reciproce trebuie sa fie
definite clar, intr-un limbaj inteles de
ambele parti;

ding and trust in joint success, to show their
willingness for consensus and compromise to
reach agreement.

Thirdly, the conduct of negotiations must
be based on established ethical conduct rules in
business such as politeness, respect for the
partner, maintenance of its interests.

Fourthly, it is necessary to constructively
approach the negotiation, giving priority to the
conclusion of the agreement with the partner,
on mutually beneficial conditions for both
parties.

Fifthly, a successful negotiation is the one
that ends with an agreement that, in one form or
another, finds the main goals pursued by each
partner.

Sixthly, at the conclusion of the negotia-
tions, each party must have the feeling of a well-
done thing in which the material interests, as
well as personal prestige, are protected.

Trade negotiation in tourism activity should
not be conceived as a dictate that one party
imposes on the other. The conclusion of the
negotiation, i.e. the conclusion of the contract, is
only the legal consecration of the business,
which will be carried out through the fulfilment
of the obligations that the parties have assumed.
If the acceptance under pressure of obligations
by one of the parties may constitute a major
impediment to the proper execution of the
tourism cooperation contract, the other party
may delay the implementation of this contract
and even its termination.

In the tourism business practice, a number
of concrete rules and requirements have been
imposed on the conduct of negotiations, such as:

= A tourist offer cannot be withdrawn under
conditions where the withdrawal would
cause undue damage to the business
partner;

= A scheduled negotiation cannot be can-
celled without a valid reason;

=  Mutual commitments must be clearly
defined, in a language understood by both
parties;
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= Continutul contractului trebuie sa fie echi-
librat, s nu contind clauze abuzive si sa nu
fie, In mod excesiv, in favoarea unei parti.

= Partile participante la negocieri trebuie sa
cunoasca riscurile pe care si le asuma,
avantajele pe care le pot obtine, garantiile
de care pot beneficia;

= Este inacceptabila omisiunea premeditata,
in scop de inselaciune, a elementelor
despre care, in conditii normale, partene-
rul trebuia sa fie informat.

Negocierile comerciale internationale, ca
reguld, comportd anumite riscuri, dar si costuri
financiare ridicate. Insa, aspectul cel mai impor-
tant in businessul turistic constd in faptul ca
negocierea internationald are un caracter inter-
cultural, in sensul ca partile apartin unor culturi
diferite, iar incheierea si demararea afacerii se
realizeaza intr-un context multinational.

Potrivit cercetdtoarei americane Rosalie
Tung, membru al Academiei Americane de
Management, membru al Academiei de Afaceri
Internationale, membru al Academiei Britanice
de Management, o paradigma inteligentd a nego-
cierilor internationale de afaceri ar trebui sa
includa cel putin cinci dimensiuni [9] pe care le
vom reflecta in tabelul 3.

= Content of the contract must be balanced,
contain no abusive clauses and be not
excessive in favour of a party;

= Negotiating parties must be aware of the
risks they incur, the benefits they can
obtain, the guarantees they can obtain;

= Premeditated omission in the aim of
deception of the elements about which, in
normal circumstances, the partner had to
be informed, is unacceptable.

International trade negotiations, as a rule,
involve certain risks but also high financial
costs. But the most important aspect in tourism
business is that international negotiation has an
intercultural character, in the sense that the par-
ties belong to different cultures, and the con-
clusion and starting of the business is done in a
multinational context.

According to the American researcher
Rosalie Tung [9], member of the American Aca-
demy of Management, member of the Interna-
tional Business Academy, member of the British
Academy of Management, a smart paradigm
of international business negotiations should
include at least five dimensions [9], reflected in
the table 3.

Tabelul 3/Table 3

Dimensiunile negocierii afacerilor in turism/
Dimensions of business negotiation in tourism

Dimensiunile negocierilor

Nr. internationale/ Descrierea continutului/
crt. Dimensions of international Description of content
negotiations
1 2 3

1. | Mediul negocierilor/
Negotiation environment

e turism si calatorii/ tourism and travel

e transport international/ international transport
e business hotelier/ hotel business

e alimentatie publicad/ public catering

e agrement, animatie, divertisment/ recreation, animation,
entertainment

e asigurare turistica/ tourism insurance
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Continuarea tabelului 3/ Continuation of table 3

2 3
2. | Specificatia negocierilor/ e obiectivele partenerilor/ partners' goals
Negotiation specification « motivele partilor/ reasons of the parties

e interesele comune/ common interests
e depasirea conflictelor/ overcoming conflicts

e natura si complexitatea problemelor care sunt negociate/
nature and complexity of the issues being negotiated

e raportul de forte/ force ratio
o vizibilitatea negocierilor/ visibility of the negotiations

e natura produsului si serviciului turistic/ nature of the
product and the tourism service

3. Caracteristicile negociatorilor/ e numirul negociatorilor/ number of negotiators
Characteristics of negotiators o statutul negociatorilor/ status of the negotiators

e reprezentativitatea negociatorilor (pe cine reprezinta)/
representativeness of the negotiators (whom they
represent)

o tipul de personalitate/ type of personality

o relatiile interpersonale/ interpersonal relationships
o capacitatea de negociator/ negotiator capacity

e capacitatea de exprimare/ ability to express

e capacitatea de perceptie a informatiei/ ability to perceive
information

4. Optiunile strategice/ e cooperare sau conflict/ cooperation or conflict
Strategic options e ofensiva sau defensiva/ offensive or defensive
o fermitate sau flexibilitate/ firmness or flexibility

e durata scurta sau durata lunga a negocierilor/ short or
long duration of negotiations

5. Rezultatele negocierii/ e acord/ agreement

Results of negotiations o intelegere/ understanding

¢ blocaj/ blockage
e rupturd/ rupture

Sursa: adaptata de autori dupd Rosalie Tung/
Source: adapted by authors based on Rosalie Tung

Schematic, dimensiunile negocierii aface- | Schematically the dimensions of business
]
rilor Tn businessul turistic pot fi prezentate ca in | negotiation in tourism business can be presented
figura 1. | as follows in figure 1.
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Mediul
negocierilor/
The
negotiation
environment

Specificatia
negocierilor/
Negotiation
specification

Caracteristicile
negociatorilor/
Characteristics
of negotiators

Rezultatele

Optiunile Itat

strategice/ negocierilor/
Strategic Results of
options negociations

Figura 1. Dimensiunile negocierii afacerilor Tn businessul turistic/
Figure 1. The dimensions of business negotiation in tourism business
Sursa: adaptatd de autori dupd Rosalie Tungl
Source: adapted by authors based on Rosalie Tung

Concluzii

Orice analiza, fie ea oricat de sumarda, a
tabloului negocierilor internationale si a struc-
turii consumului turistic, la Tnceput de secol,
evidentiazd o schimbare considerabild fatd de
situatia existentd in urma cu 20-30 de ani.

Cresterea gradului de complexitate a ma-
nagementului negocierii decurge din schimbarile
structurale, care au loc 1n relatiile turistice
internationale, iar negocierea comerciala inter-
nationald, se impune, in mod progresiv, ca mij-
locul cel mai oportun de rezolvare a problemelor
ce tin de domeniul businessului turistic.

Numarul factorilor micro- si macroeco-
nomici, care conditioneaza negocierea contem-
porand, fara indoiald, implicd si schimbarea
modului de desfasurare a negocierilor privind
afacerile turistice internationale. Unele dintre
aceste schimbari au o serie de efecte benefice
pentru mediul de afaceri turistic, dar altele
comportd numeroase riscuri, care pot avea efecte
negative pentru cei care nu tin pasul cu ritmul
schimbarilor sau care nu cunosc arta negocierilor.
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Conclusions

Any analysis, even a concise one, of the
picture of international negotiations and the
structure of tourism consumption at the
beginning
of the century, highlights a considerable change
in comparison to the situation from the last
20-30 years.

Increase of the complexity degree of the
negotiation management stems from the struc-
tural changes taking place in the international
tourism relations, and the international trade
negotiation is progressively imposed as the most
appropriate means to solve the problems related
to tourism business.

The number of micro and macro-econo-
mic factors that condition the contemporary
negotiation process also undoubtedly entail change
in the way the negotiations on international
tourism business are being conducted. Some of
these changes have a number of beneficial
effects for the tourism business environment, but
others involve many risks, which may have
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Ideea de ansamblu, care deriva din analiza
relatiilor turistice internationale, consta in aceea
ca intreprinderea turisticd, desi actioneaza in
plan microeconomic, trebuie sa detina informatii
care se referd la fenomenele macroeconomice,
pentru a putea negocia cu succes in mediul
turistic de afaceri.

In aceasta ordine de idei, mentionim ca
problemele aparute in cadrul unei dispute, al
unui conflict, al unei situatii ce tine de busi-
nessul turistic, indiferent de forma Tn care se
realizeaza, aceste pot fi solutionate numai prin
demararea negocierilor de afaceri.

negative effects for those who do not keep up
with the pace of change or who do not know the
art of negotiations.

The overall idea deriving from the ana-
lysis of international tourism relations is that the
tourism enterprise, although acting on a micro-
economic level, must have information that
relates to macroeconomic phenomena so that it
can successfully negotiate in the tourism busi-
ness environment.

In this context, we mention that the out-
come of solving a dispute, a conflict or a situa-
tion related to the tourism business, no matter
the form in which it is realized, can be solved
only by starting business negotiations.
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In prezent, strategia de pozitionare nu
mai reprezinta un simplu concept In voga, ci s-a
transformat intr-o componenta fundamentala a
marketingului strategic. Procesul de pozitionare
are o Insemndtate vitald in crearea si dezvol-
tarea unei strategii cu un impact semnificativ
ilor. In acelasi
timp, pozitionarea trebuie privita ca si un efort
pe termen lung, cu abordarea si investitiile de
rigoare, §i nu ca pe un simplu instrument de
marketing. Fie cd este vorba de o companie
mica, locala, fie de o companie mare, cu o expe-
rientd bogata in piata, procesul de pozitionare a
pietei prezintd o importantd vitala in elaborarea
unei strategii cu un impact clar asupra com-

......

care activeazd, per ansamblu.

Cuvinte-cheie: pozitionare, strategie de
pozitionare, competitivitate, strategii de marketing.

JEL: M3L1.

Introducere

Un concept actual, din punct de vedere
teoretic si cu mare Insemndtate in activitatea
practici a companiilor internationale, dar si
locale, consta in pozitionarea strategica.

Tn anii ’70, in literatura de specialitate,
autorul Glen L. Urban (SUA) a dezvoltat con-
ceptul de pozitionare, al carui obiect era pro-
dusul, apoi, marca fabricantului si, mai tarziu,
intreprinderea Tn ansamblul ei. Conceptul a fost
dezvoltat, la sfarsitul secolului XX, de catre
specialisti In domeniu, precum: Ph. Kotler, R.
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The positioning strategy is no longer a
trendy concept today, but has become a fun-
damental component of strategic marketing. The
positioning process is of vital importance in
creating and developing a strategy with a signi-
ficant impact on the competitiveness of com-
panies. At the same time, positioning should
be seen as a long-term effort, with rigorous
approach and investments, and not as a simple
marketing tool. Whether it is a small, local
company or a large company with a rich market
experience, the marketing positioning process is of
vital importance in developing a strategy with a
clear impact on the competitiveness of companies
and on the industry as a whole.

Keywords: positioning, positioning stra-
tegy, competitiveness, marketing strategies.

JEL: M31.

Introduction

An actual concept from theoretical point
of view and with great significance in the
practical activity of international and local com-
panies is the strategic positioning.

In the 1970s, in his specialty literature,
Glen L. Urban (USA) developed the concept of
positioning having as subject the product, then
the brand of the manufacturer and later the
enterprise as a whole. The concept was develo-
ped at the end of the 20th century by scholars in
the field such as Ph. Kotler, R. Singh, L. Fahey,
Al. Ries and J. Trout. [1] In this context, the
development of a strategic positioning approach,
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Singh, L. Fahey, Al Ries si J. Trout. In acest con-
text, prezinta interes elaborarea unui demers
strategic de pozitionare, aplicabil in realitatea
economica a companiilor din Republica Moldova.
Pozitionarea, ca notiune de marketing,
este definita drept tehnica prin care se incearca
crearea unei imagini sau a unei identitati Tn min-
tile consumatorilor, in general, sau a grupului-
tinta, caruia 1i este adresat produsul sau marca.
Aceasta reprezinta plasarea obiectelor, ce fac
scopul comercializérii (produse, servicii, organi-
zatii, personalitati), intr-un model de piatd multi-
dimensional cu scopul asigurarii unui loc bine
determinat Tn mintea consumatorului [1].

applicable to the economic reality of Moldovan
companies is of great interest.

Positioning, as a marketing concept, is
defined as a technique that attempts to create an
image or identity in the consumers’ minds in
general or the target group to which the product
or brand is designed for. This means the pla-
cement of things that are the purpose of selling
(products, services, organizations, personalities)
in a multidimensional market model in order to
ensure a well-established place in the mind of
the consumer [1].

There are several definitions of positio-
ning; the most relevant are given in the table

Exista mai multe definitii ale pozitionarii, | below.

cele mai relevante fiind redate Tn tabelul 1.

Tabelul 1/ Table 1
Definitii ale conceptului de pozitionare/
Definitions of positioning

Nr.
crt./ Definitii / Definition Autori / Authors
No.

1 2 3

1. |1.1. Actiunea de conceperea a ofertei i imaginii companiei astfel,
incat s ocupe un loc distinct in mintea publicului de pe piata-
tinta. Rezultatul final al pozitionarii este elaborarea, cu succes, a
unei propuneri valorice concentrate pe client, a unui motiv con-
vingdtor, pentru ca piata-tintd s cumpere produsul [2, p.396]/
Process of designing the company's offering and image to
occupy a distinctive place in the minds of the target market. The
end result of positioning is the successful creation of a customer-
focused value proposition, a cogent reason why the target market

Philip Kotler
should buy the product [2, p.396].

1.2. Pozitia unui produs ,este datd de ansamblul perceptiilor, im-
presiilor si sentimentelor, pe care consumatorii si le formeaza
despre un produs in raport cu produsele concurentilor”
[3, p.3971/

The position of a product ,,is given by all the perceptions, impres-
sions and feelings that consumers make about a product in
relation to the products of competitors” [3, p.397].

BE—
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Continuarea tabelului

1/ Continuation of table 1

2

3

Pozitia relativa a unei companii, in cadrul industriei, este impor-
tantd pentru performanta. Pozitionarea strategica reflectd alegerile, pe
care le face o companie cu privire la tipul de valoare, pe care o va
crea si la modul in care aceasta valoare va fi creata diferit de cea a
competitorilor. Pozitionarea strategica ar trebui sa se transpuna intr-
unul din doud lucruri: un pret premium sau costuri mai mici pentru
companie [4]/

The relative position of a company within the industry is
important for performance. Strategic positioning reflects the choices a
company makes about the type of value it will create and how this
value will be created differently from the competitors. Strategic
positioning should be converted into one of two things: a premium
price or lower costs for the company [4].

Institutul de Strategie
si Competitivitate

de pe langa Harvard
Business School
(Boston, SUA)/
Institute for Strategy
and Competitiveness
at Harvard Business
School (Boston, USA)

Termenul de pozitionare desemneaza modul in care programul de
marketing al unei Tntreprinderi este perceput de cumparator fata de
actiunile de marketing aplicate de principalii competitori, adica
modul in care produsele sunt pozitionate fata de concurenti in ceea ce
priveste mixul de marketing [5]/

The term positioning means how an enterprise's marketing

program is seen by the buyer against the marketing actions applied by
the main competitors, ie how the products are positioned against

Nicolae Alexandru Pop,
Academia de Studii
Economice din
Bucuresti/

Nicolae Alexandru Pop,
Academy of Economic
Studies of Bucuresti

competitors’ in the marketing mix [5].

Sursa: elaborat de autori / Source: developed by the authors

Rezultate si discutii

Analizand definitiile si facand un rezumat
al celor expuse anterior, ajungem la concluzia
ca pozitionarea determind locul in care produ-
sul (sau serviciul) se situeaza in raport cu alte
entitati, ce oferd produse si servicii similare pe
piatd, precum si in mintea consumatorului.
O buna pozitionare face un produs unic si 1i
determind pe utilizatori sa ia in considerare
utilizarea acestuia, ca pe un beneficiu distinct
pentru ei. O pozitie bund oferd produsului o
Propunere Unicd de Vanzare (PUV) si, uneori,
conform Harvard Business School, poate sa se
transpund in unul din doud lucruri: intr-un pret
premium sau n costuri mai mici pentru com-
panie [6]. Intr-o piatd cu o multime de produse si
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Results and discussions

By analysing the definitions and summa-
rizing the above information, we come to the
conclusion that positioning determines where the
product (or service) is in relation to other com-
panies offering similar products and services on
the market as well as in the mind of the con-
sumer. A good positioning makes it a unique
product and determines users to consider using it
as a distinct benefit for them. A good position
gives the product a Unique Selling Proposition
(USP) and sometimes, according to Harvard
Business School, it can convert into one of two
things: a premium price or lower costs for the
company [6]. In a market with lots of products
and brands that offer similar advantages, good

SR




BUSINESS ST ADMINISTRARE / BUSINESS AND ADMINISTRATION

madrci, care oferd avantaje similare, o buna pozi-
tionare face ca o marca sau un produs sa iasa in
evidenta fatd de restul si 1i conferd acesteia
posibilitatea de a incerca un pret mai mare si de
a elimina concurenta celorlalti. O pozitie buna
pe piatd permite, de asemenea, unui produs si
firmei sale sd facd mai usor fatd vremurilor de
crizd. O pozitie buna este si aceea care permite
flexibilitatea marcii sau a produsului Tn extin-
deri, schimbari, distributie si publicitate.

S-a demonstrat, prin studii, cd, In mintea sa,
consumatorul clasifica marcile si le ierarhizeaza,
de cele mai multe ori, amintindu-si doar de cele
care se afla in top adica de doua sau trei, acestea
fiind cele care au 0 pozitionare puternica; pentru
clienti, pozitionarea reprezintd o misiune indepli-
nitd, un motiv pentru care aleg marca respectiva.
Oamenii tind sa-si aminteasca Intotdeauna mai
repede de cel care ocupa prima pozitie [7].

Semnele de ntrebare apar cu referinta la
factorii ce genereazd diferenta. Se Intampla,
uneori, ca produsul sd fie principalul si unicul
actor ce joaca pe scena diferentierii, dar, exista
piete pe care produsul nu are atit de multe sanse
sa se diferentieze semnificativ. De exemplu, n
cazul produselor de consum curent, diferenta o
face personalitatea brandului, care se impune in
fata competitorilor si capatd increderea consu-
matorilor. Pozitionarea poate fi realizata si in afara
procesului de segmentare a pietei (figura 1).

positioning makes a brand or product stand out
from the others, and offers the opportunity to
try a higher price and eliminate competition.
A good market position also makes a product
and its producer to face crisis periods easier. A
good position also offers the brand or product
flexibility in expanding, changing, distributing
and advertising.

Studies have proven that the consumer
classifies and hierarchizes the brands in his
mind, most of the time remembering only those
that are in the top, that is, two or three, these
being those that have a strong position; for
customers positioning is a fulfilled mission, a
reason why they should choose the specific
brand. People tend to remember faster the brand
that is ranked the first [7].

Questions appear regarding the factors
that generate the difference. It sometimes hap-
pens that the product is the main and only actor
playing on the scene of differentiation, but there
are markets where the product has not chances
to significantly differentiate. For example, in the
case of consumer products, the difference is
made by the personality of the brand, which
outperforms the competitors’ and gains consu-
mers’ confidence. Positioning can also be achie-
ved outside the market segmentation process
(figure 1).

Segmentarea pietei/
Segmentation
of the market

1. Identificarea criteriilor
pe baza cérora se face
segmentarea pietei./
Identify the criteria for
market segmentation.

2. Elaborarea profilelor de
segment./
Develop segment profiles.

=

Vizarea pietei/
Targeting the market

. Conceperea unui criteriu

de evaluare a atractivitatii
segmentului./

Designing a criterion for
assessing the attractiveness
of the segment.

. Alegerea segmentelor

vizate./ Selecting the target
segments.

=

Pozitionarea pe piata/
Positioning on the market

1. Stabilirea pozitionarii
pentru segmentele vizate./
Establishing the positioning
for target segments.

2. Realizarea unui mix de
marketing pentru fiecare
segment./ Making a
marketing mix for each
segment.

Figura 1. Procesul de pozitionare a produsului/ Figure 1. The product positioning process
Sursa: elaborata de autoril Source: developed by the authors
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Astfel, odata ce segmentul de piatd, pe
care compania isi va directiona resursele, este
definit, urmatorul obiectiv al marketingului stra-
tegic ar trebui sa 1l reprezinte pozitionarea intre-
prinderii Tn cadrul segmentului ales.

Pozitia produsului/serviciului, in cadrul
segmentului de piata, depinde de perceptia clien-
tului in legatura cu atributele produsului prin
raportare la cele oferite de firmele concurente.
Programul de marketing de pozitionare se efec-
tueaza in integrarea strategiilor celor 7P ai mixu-
lui de marketing: Produs, Pret, Promovare, Pla-
sament, Personal, Proces, Proba fizica (dovada),
in functiec de segmentul de piata ales, intrucat
pozitionarea influenteaza realizarea mixului de
marketing, addugand fiecarei politici un plus de
consistentd. Asa CUM pozitionarea reprezintda
aplicarea unei strategii de diferentiere de catre
companie, aceasta trebuie sa satisfaca mai multe
cerinte, precum:

1. Care sunt caracteristicile distinctive ale
produsului sau ale brandului, care, in
opinia producatorului, vor fi apreciate
de consumatori?

2. Cum sunt percepute diferentele dintre
marcile concurente, in raport cu carac-
teristicile
proprii?

3. Care este cea mai buna pozitie, pe care
0 poate ocupa intreprinderea n cadrul
unui segment, tindnd cont de astepta-
rile clientilor potentiali si de pozitiile
detinute de intreprinderile concurente?

4. Care sunt tacticile de marketing cele
mai adecvate, pentru a ocupa §i a
supraveghea pozitia pe piata?

5. Care sunt tendintele de cumpdrare si
consum? Compania are 0 viziune asupra
pozitionarii pe termen mai indelungat?

Problema-cheie, in dezvoltarea gi imple-

esentiale ale produselor

mentarea unei strategii de pozitionare, o repre-
zintd planificarea actiunilor intreprinderii, pe
termen mediu si lung, la nivelul politicilor mixu-
lui de marketing, capabile sa asigure ocuparea
unui anumit loc pe piatd, necesar crearii unui
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Thus, once the market segment, towards
which the company directs its resources is defi-
ned, the next goal of strategic marketing should
be to think on the position the business within
the chosen segment.

The position of the product/ service within
the market segment depends on the customer’s
perception of the product features in relation to
those offered by competing firms. The positio-
ning marketing program is carried out by inte-
gration of the strategies of 7P marketing mix:
Product, Price, Promotion, Placement, People,
Process, Physical Evidence according the chosen
market segment, as positioning influences the
marketing mix, adding to each policy more
consistency. As positioning represents the appli-
cation of the company differentiation strategy, it
needs to meet several requirements, such as:

1. What are the distinctive product or
brand features, which, in the pro-
ducer's opinion, will be appreciated by
consumers?

2. How are differences between com-
peting brands perceived in relation to
the essential characteristics of their
own products?

3. What is the best position within a seg-
ment, the company can occupy taking
into account the expectations of poten-
tial customers and the positions held
by competing businesses?

4. What are the most appropriate mar-
keting tactics to occupy and supervise
market position?

5. What are the purchasing and con-
sumption trends? Does the company
have a long-term positioning vision?

The key issue in developing and imple-
menting a positioning strategy is to plan the
company's medium and long-term actions at the
level of marketing mix policies that are capable
of providing a market place for the creation of a
blue ocean in the middle of “competitive red
oceans” [8]. The subject of research by many
specialists has become the strategic alternatives
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»ocean albastru” Tn mijlocul unor ,,oceane con-
curentiale rosii” [8]. Obiectul unor cercetari efec-
tuate de numerosi specialisti il constituie alterna-
tivele strategice in domeniul pozitiondrii. Astfel,
autori cu renume, precum Al Ries si Jack Trout,
au definit acest concept, incepand cu anul 1972,
prin difuzarea unei serii de articole in publicatia
Advertising Age, denumite generic ,,Era pozi-
tiondrii”. Ulterior, conceptul a fost dezvoltat in
manualul care a fost introdus in literatura de
specialitate in anul 1981 si a identificat trei
strategii fundamentale 1n politica de pozitionare,
aplicabila pentru o intreprindere si anume:

e Intirirea pozitiei curente a companiei,
prin scoaterea in evidentd a punctelor
forte reale, de care dispune o marca/
produs la un moment dat;

e Identificarea pozitiilor neocupate de
catre concurentd si satisfacerea unor
nevoi reale existente pe piata;

o Surclasarea sau repozitionarea concuren-
tel reprezintd o strategie, care poate sa
ofere rezultate remarcabile pentru cei
care au curajul sd atace, in mod direct,
ofertele existente din piatd. Acest aspect
este valabil, indeosebi, n cadrul pietelor,
in care este permisa publicitatea compa-
rativa, care iti permite sa difuzezi mesaje
clare de diferentiere fatda de concurenta
(SUA, Marea Britanie s.a.).

Unul din instrumentele cel mai frecvent
folosite pentru pozitionarea produselor pe piata
este ,harta perceptiei” consumatorilor. Aceasta
identifica diferentele dintre atributele produselor
prin utilizarea scalarii multidimensionale a
perceptiei si a preferintelor [9]. Localizarea atri-
butelor, pe o astfel de scala a perceptiei, se
realizeaza, de regula, prin luarea in calcul a doua
sau mai multe criterii, care denotd distanta psi-
hologica dintre produse si segmentele care le
sunt destinate. De exemplu, dacd analizam atri-
bute, precum: accesibilitatea ofertei si raportul
calitate-pret, intreprinderea va opta, dintre varian-
tele astfel obtinute, pentru grupul de atribute,
care 1i asigura cea mai buna pozitie.

El—

to positioning. Thus, famous authors such as
Al Ries and Jack Trout have defined this con-
cept by broadcasting a series of articles in the
Advertising Age publication entitled “Positio-
ning Era” since 1972. Later, the concept was
developed in the handbook that they introduced
in the specialty literature in 1981 and identified
3 fundamental strategies in positioning policy
that an enterprise can apply, namely:

e Strengthening the current position of
the company by highlighting the real
strengths of a brand / product at a
specific period,;

¢ Identification of positions unoccupied
by competition and satisfaction of real
market needs;

e Knocking down or repositioning the
competition is a strategy that can lead
to remarkable results for those who
have the courage to directly attack
existing market offerings. This is espe-
cially valid in markets where com-
parative advertising is allowed, that
lets to disseminate messages about
evident differentiation from compe-
titors (USA, UK, etc.).

One of the most commonly used tools for
products positioning on the market is the
consumer “perceptual map”. It identifies diffe-
rences in product attributes by using multidi-
mensional scaling of perceptions and preferen-
ces [9]. The placement of attributes on such a
scale of perception is usually accomplished by
taking into account two or more criteria that
show the psychological distance between the
products and the segments to which they are
designed. For example, if we analyse attributes
such as: supply accessibility and cost-to-value
ratio, the enterprise will choose from the
obtained variants, the group of attributes that
assures the best position.

There are other tools/ models used in
positioning. As mentioned by the scholar in this
field — lonel Dumitru, they are based on the
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Existd si alte instrumente/modele utilizate
in pozitionare. Dupa cum mentioneaza in lucra-
rile sale specialistul Tn domeniu — lonel Dumitru,
acestea se bazeaza pe modelul regresiei multiple,
prin care este posibila cercetarea relatiei liniare
dintre o variabild dependentd, masuratd pe o
scala metricd si doud sau mai multe variabile
independente, masurate cu orice tip de scala
[10]. Dintre variabilele folosite pentru modelele
de pozitionare, numarul
utilizatorilor, concentrarea afacerii, diferentierea
atitudinilor consumatorilor, proportia vanzarilor
directe, ciclul de viata al produsului etc.

Alegerea strategiei de pozitionare im-
plica o analizad profunda, fiind necesara indepli-

putem mentiona:

nirea simultand a mai multor conditii, precum:

e buna cunoastere a pozitiei detinute de
produse/marci in mintea cumpdrétorilor;

e cunoasterea pozifiei detinute pe piata
de brandurile concurente, mai ales
pozitia marcilor cu care intreprinderea
intrd in directa concurenta;

e alegerea unei pozitii si argumentarea
pertinenta si credibild pentru alegerea
facuta;

e ecvaluarea rentabilitatii posibile a pozi-
tiei;

o verificarea detinerii, de catre brand, a
personalitdtii necesare, pentru ca ea sa
poatd sa satisface cerintele consuma-
torilor;

e asigurarea unei bune coerente intre
pozitionare §i componentele mixului
de marketing.

Caracteristicile, care vor fi comunicate si
promovate prin cele mai eficiente medii, trebuie
sd Indeplineasca un sir de conditii, care:

e si genereze un avantaj real cumpara-

torilor potentiali;

e sia nu fie oferite la acelasi nivel de
vreun jucdtor concurent de pe piata;

o si fie greu de copiat de citre concurenti;

e sd genereze profituri pentru compania
producitoare/prestatoare.
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multiple regression models, which make pos-
sible the research of the linear relation between a
dependent variable, measured on a metric scale
and two or more independent variables, mea-
sured with any scale type [10]. Among the
variables used for positioning models are: num-
ber of users, business concentration, differen-
tiation of consumers’ attitudes, proportion of
direct sales, product life cycle, etc.

Choosing the positioning strategy im-
plies a profound analysis, requiring simulta-
neous fulfilment of several conditions, such as:

e good awareness of the products/ brands

position in the minds of buyers;

e knowing the position held by com-
peting brands on the market, espe-
cially the position of the brands which
the company enters into direct com-
petition with;

e choosing the position and a pertinent

and credible argument for your
choice;

e assessing the possible profitability of
the position;

o verifying the brand personality availa-
bility necessary to succeed consumer
requirements satisfaction;

e ensure good consistency between posi-
tioning and marketing mix compo-
nents.

Features that will be adopted and pro-
moted through the most effective ways have to
meet a number of conditions such as:

e provide a real advantage to prospec-

tive buyers;

e not to be offered at the same level by
any competitor on the market;

o be difficult to counterfeit by com-
petitors;

e (generate profits for the producing
/providing company.

Fulfilment of these conditions makes the

company minimize the risks of mis-positioning.
However, the human brain has a confident partner

—  wa
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Indeplinirea acestor conditii face ca intre-
prinderea sd& minimizeze riscurile aferente unei
pozitionari eronate. Cu toate acestea, creierul
uman are un partener de nadejde — ,,sufletul”,
astfel, atentia se indreapta de la factorii rationali
la crearea unei legaturi emotionale intre oferta
companiei si consumatori [11].

Tn cartea sa ,, The Fifth Discipline...”, Peter
Senge mentioneaza ca oamenii apreciaza reali-
tatea obiectiva prin prisma modelelor mintale, pe
care si le-au format de-a lungul vietii. Pentru a fi
mai explicit, Peter Senge invoca arhicunoscuta
poveste a imparatului gol, al carui model mintal
al demnitatii de monarh l-a impiedicat sa-si vada
goliciunea (realitatea obiectiva). Modelele min-
tale pot fi simple generalizdri (,,0oamenii sunt
rdi”), sau teorii deosebit de complexe, dar este
absolut important faptul ¢ acestea sunt ,,active”
si afecteazd modul in care interactiondm si
raspundem la stimuli. Tocmai de aceea, procesul
de pozitionare se afla Intr-o stransa legétura cu
comportamentul consumatorului. Metodele des-
criptive, folosite in modelarea comportamen-
tului, clarificd mecanismul pozitionarii si ajutd la
intelegerea rezultatului acestui demers [12].

Tn acest context, raportandu-ne la rolul
sporit pe care il are, pentru populatia Republicii
Moldova, familia nucleara si cea extinsa (inclu-
siv nasi, prieteni de familie s.a.), modelele min-
tale pot juca un rol determinant n interpretarea
realitatiilor obiective. Astfel, oamenii manifesta
comportamente care descriu modele mintale mos-
tenite sau formate sub influentd, acestea con-
stituind prisma prin care consumatorii din Repu-
blica Moldova interpreteaza realitatea din jur.

Astfel, pentru o abordare exhaustiva,
consideram oportun ca, in afard de instrumentele
si modelele clasice referitoare la pozitionare,
pentru plasarea produselor pe piata Republicii
Moldova, sia se aplice segmentarea §i pozitio-
narea, in functie de modelele mintale, credintele
si atitudinile consumatorilor.

Modelele mintale sunt caracteristice si
managerilor de intreprinderi. Astfel, pentru mana-
gement, pozitionarea este un instrument con-

BEl—

— the “soul”, so the focus passes from rational
factors to creating an emotional link between the
company's offer and consumers [11].

In his book “The Fifth Discipline...”,
Peter Senge mentions that people appreciate the
objective reality from the perspective of the
mental patterns they have formed during their
lives. To be more explicit, Peter Senge invokes
the well-known story of the naked Emperor,
whose mental model of monarch dignity blocked
him from seeing his nakedness (objective rea-
lity). Mental patterns can be simple generaliza-
tions (“people are bad”) or very complex
theories, but it is absolutely important that they
are “active” and determine the way we interact
and respond to stimuli. That is why the posi-
tioning process is closely related to consumer
behaviour. The descriptive methods used in
behavioural modelling clarify the mechanism of
positioning and help to understand the outcome
of this approach [12].

In this context, speaking about the in-
creased role for the population of the Republic
of Moldova the nuclear family and the relatives
(God- parents, family friends, etc.), mental mo-
dels can play a decisive role in the interpretation
of the objective reality. Thus, people exhibit
behaviours that describe inherited or influenced
mental models, which represent the prism
whereby consumers in the Republic of Moldova
interpret the surrounding reality.

Thus, for an exhaustive approach, we con-
sider it appropriate to apply segmentation and
positioning according to mental models, beliefs
and attitudes of consumers in addition to the
classic positioning tools and models for product
placement on the market of the Republic of
Moldova.

Mental models are also characteristic to
business managers. Thus, for management, posi-
tioning is a competitive tool for creating the
“blue oceans” of competitive silence among the
“red oceans” [13]. In this context, local mana-
gers exhibit typical mental patterns for trans-
ferring or even commitment “escalating” effects
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curential de creare a ,oceanelor albastre” de
liniste concurentiala printre ,,oceanele rosii” [13].
In acest context, managerii autohtoni urmeazi
modele mentale tipice pentru sistemele de
tranforsare sau chiar de ,.escaladare” a efectelor in
detrimentul celor de balansare. Cu cét este mai
mare atacul din partea competitorilor, cu atat mai
durd este reactia intreprinderii amenintate, ceea ce
genereazd o fricda mai mare din partea concu-
rentilor, care, in consecintd, se pozitioneazd mai
tintit si atacd cu o intensitate mai mare, fapt ce
duce la un cerc vicios de efect escaladat.

Avand Tn vedere transportul aerian de
pasageri, putem mentiona modele care isi au
specificul lor si trebuie luate 1n considerare
(figura 2).

Wizz Air si Fly One vin cu A

destinatii noi si preturi reduse/
Wizz Air and Fly One offer
new destinations

and reduced prices

rather than balancing. The harder the attack from
the competitors is, the stronger the reaction of
the threatened enterprise is, which generates a
greater fear of competitors, that consequently
focus more attentively and attacks with a higher
intensity that leads to an escalated effect circle.
Speaking about air passenger transport,
we can mention models that have their own
specificity and should be considered (figure 2).

Air Moldova inchiriaza
avioane noi si coboara preturile
(Adesea activand sub pragul
de profitabilitate)/

Air Moldova rents new airplanes
and lowers prices.
(Often operating below
the profitability level)

Modelele mintale ale clientilor sunt afectate.

Acestia asteaptd destinatii mai variate,
orar mai flexibil si preturi mai mici/
The mental models of the clients are affected.
They expect more varied destinations, more
flexible timetables and lower prices

Figura 2. Model de escaladare a pozitionarii a trei operatori de servicii
de transport aerian de pasageri pe piata Republicii Moldova/
Figure 2. Position escalating model of three air passenger transport operators
on the Republic of Moldova market
Sursa: elaborata de autoril Source: developed by the authors
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Astfel, Wizz Air si Fly One se pozitio-
neaza ca operatori low-cost cu destinatii noi pe
piata Republicii Moldova, ceea ce genereaza o
necesitate de repozitionare a companiei Air
Moldova, pe spirala efectului de escaladare. in
consecinta, operatorul national inchiriazd noi
aeronave si deschide noi destinatii, iar pentru
achizitiile timpurii se fac reduceri de pret, ceea
ce ridicd riscul unei activititi a companiei sub
limita pragului de profitabilitate.

In acest mod, actiunile operatorilor de
transport aerian de pasageri modifica sistemul de
coordonate pe harta perceptiei consumatorilor.
Acestia din urma asteaptd companiile aeriene sa
instituie cu orare mai flexibile, destinatii mai
variate si preturi mai accesibile, iar migratia
consumatorilor de la un operator la altul conduce
la 0 noua tentativa de repozitionare a companii-
lor, eventual, cu oferte chiar cu caracter de dum-
ping, amplificand relatia cauza-efect, pe spirala.

Spre exemplu, cazul operatorului aerian
national al Belgiei — Sabena, e foarte interesant
din acest punct de vedere. Sabena, subsidiard a
Swiss International Airlines pana in 2001, a fost
prima mare linie aeriand europeand, care a intrat
in faliment, ca urmare a competitiei tot mai
acerbe, inregistrate in spatiul aerian european si,
ca o consecintd a politicii open-skies a UE, ce a
facilitat intrarea pe piata a operatorilor alterna-
tivi, mai ales cei low-cost. Compania Sabena,
care, incepand cu 1923, efectua zboruri doar
spre Bruxelles, Belgia, pentru a atrage mai multi
calatori, trebuia sa aplice drept criteriu de pozi-
tionare localizarea Belgiei, In inima Europei,
pentru a atrage turisti dornici de a vizita Belgia,
si nu pozitia unei companii cu cel mai ieftin bilet
spre Bruxelles.

Exemplul operatorului aerian Sabena ilus-
treazd clar necesitatea armonizarii instrumen-
telor de pozitionare cu studiul modelelor mintale
si al celor comportamentale, care este melanjul
capabil sd creascd dramatic eficienta marketin-
gului strategic pentru companiile ce activeaza pe
piata Republicii Moldova.

Astfel, putem afirma, cu incredere, ci stra-
tegia de pozitionare, in prezent, nu mai repre-

El—

Thus, Wizz Air and Fly One are positio-
ned as low-cost carriers with new destinations
on the Moldovan market that generates a need of
Air Moldova reposition on the spiral of the esca-
lating effect. Consequently, the national operator
rents new planes and opens new routes, and,
price reductions are made for early purchases,
which raises the risk of a company's activity go
below the level of profitability.

In this way, the actions of air passenger
transport operators change the focus system on
the consumer perception map. The latter expect
airlines to have more flexible timetables, more
varied destinations and more affordable prices,
and the migration of consumers from one
operator to another leads to a new attempt of
companies reposition, possibly with dumped
offers, thus amplifying on the spiral, the cause-
effect relationship.

For example, the case of Belgium’s natio-
nal air operator Sabena is very interesting from
this point of view. Sabena, a subsidiary of Swiss
International Airlines until 2001, was the first
big European airline to be bankrupt as a result of
the increasingly intense competition in European
airspace as a result of the EU’s open skies policy
that facilitated to alternative operators to enter
the market, especially low-cost ones. Sabena,
which, since 1923, had only flights to Brussels,
Belgium in order to attract more passengers, had
to place as a benchmark the location of Belgium
in the heart of Europe to attract tourists eager to
visit Belgium, but not the position of a company
with the cheapest tickets to Brussels.

The Sabena example clearly illustrates the
need for argumentation of positioning tools with
the study of mental and behavioural patterns that
are a mix capable of effectively increase the
efficiency of strategic marketing for companies
operating on the Republic of Moldova market.

Thus, we can confidently affirm that posi-
tioning strategy no longer represents a simple
concept nowadays but has become a fundamen-
tal component of strategic marketing and the
positioning of many airlines on the Moldovan
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zintd un simplu concept la moda, ci a devenit o
componentd fundamentald a marketingului stra-
tegic, iar pozitionarea multor companii aeriene
pe piata Republicii Moldova constituie reactia
de raspuns concurential care repetd tiparul unui
,,efect de escaladare”.

Tn concluzie, putem mentiona ci procesul
de pozitionare in marketing prezintd o Insem-
natate vitald in dezvoltarea unei strategii cu un
In acelasi timp, pozitionarea trebuie privita ca un
efort pe termen lung, si nu ca un simplu instru-
ment de marketing.

Procesul de pozitionare pe piata este la fel
de important, pentru o afacere de dimensiuni mici
sau medii, ca si pentru companiile consacrate. La
fel ca si organizatia, brandul va evolua, iar mana-
gementul pozitiondrii va reprezenta un proces
continuu, ce necesita timp, resurse si implicare.

Strategia de pozitionare determina, pe de
o parte, eficientizarea activitatii de marketing,
la nivel de segment de consumatori, iar, pe de
altd parte, permite companiei sa obtind avantaje
concurentiale, implicit cresterea eficientei. Ele-
mentele care pot asigura un nivel mai Tnalt de
competitivitate, in cazul activitatii de marke-
ting, se regasesc in cadrul mixului de marketing
al companiei.

Pentru piata Republicii Moldova, instru-
mentarul clasic al pozitionarii necesitd si fie
completat cu studiul modelelor mintale si com-
portamentale ale consumatorilor gi concurentilor.

Piata din Republica Moldova resimte, in
mare parte, o lipsd acutd de produse, care sa
cunoasca o diferentiere semnificativa de celelalte
din aceeasi categorie si care, implicit, nu detin o
pozitie speciala in mintile consumatorilor. Printre
cauze, se resimte si lipsa de specialisti bine
pregatiti in domeniu si pregatirea academica slaba
a celor aflati, inca, in procesul de formare. De
asemenea, antreprenorii autohtoni inca nu con-
stientizeaza importanta actiunilor de marketing,
cu referire la diferentiere si pozitionare, pentru
cresterea si succesul afacerii lor.
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market is the competitive response reaction that
imitates the pattern of an “escalation effect”.

In conclusion, we can mention that the
marketing positioning process is of vital impor-
tance in developing a strategy with a clear impact
on the competitiveness of companies. At the same
time, positioning should be seen as a long-term
effort and not as a simple marketing tool.

The market placement process is just as
important for a small or medium sized business, as
well as for strong companies. Similarly to orga-
nization, the brand will evolve, and positioning
management will continuously represent a process
that takes time, resources and involvement.

The positioning strategy determines, on
the one hand, the efficiency of the marketing
activity at the level of the consumer segment
and, on the other hand, allows the company to
gain competitive advantages and, implicitly,
increases efficiency. The elements that can pro-
vide a higher level of competitiveness in mar-
keting activity are found within the company's
marketing mix.

For the Republic of Moldova market, the
classic positioning tools need to be completed
with the study of the mental and behavioural
patterns of consumers and competitors.

The market of the Republic of Moldova
has a serious shortage of products with signi-
ficant differentiation from the others in the same
category and which, implicitly, do not have a
special position in the consumer minds. Among
the reasons could also be the lack of well-trained
specialists in the field and the poor academic
education of those still in the process of
schooling. Similarly, the local entrepreneurial
environment is still not aware of the importance
of marketing actions in relation to differentiation
and positioning for the growth and success of
their business.
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Prezenta lucrare vine cu recomanddari
pentru dezvoltatorii de curriculum Tn domeniul
instruirii medicale la nivel de licenta si mas-
terat, precum si pentru cadrele didactice, pri-
vind aplicarea marketingului social in domeniul
sanatatii publice. Studiul efectuat este unul
aplicativ, care utilizeaza metode de cercetare
pedagogica si cuprinde doua etape: (1) testarea
nivelului de cunostinge al masteranzilor Scolii de
Management in Sanatate Publica a USMF
,Nicolae Testemitanu”, Tnainte si dupa frecven-
tarea cursului de Marketing al serviciilor de
sanatate, si (2) analiza planurilor de invata-
mant, nivel licenta, privind prezenta aspectelor
de marketing social (USMF ,,Nicolae Testemi-
tanu” din Republica Moldova si trei universitati
din Romania). S-a demonstrat ca, Tn urma cur-
sului, cunostintele masteranzilor privind marke-
tingul social cresc substantial, iar la licentd,
conceptul este predat doar tangential si Se reco-
manda a fi inclus in curriculum.

Cuvinte-cheie: marketing social, sandtate
publica, promovarea sanatatii, dezvoltare curri-
culum.

JEL: M31, A2, 119.

Introducere

Actualitatea temei cercetate este exprimata
prin faptul ca marketingul social poate ajuta
programele de promovare a sanatatii sa atinga
rezultate pe termen lung, dar, pana n prezent, nu
s-a discutat despre pregatirea specialistilor-medici
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This paper comes with recommendations
for curriculum developers in medical education
at undergraduate and master level, as well as
for teachers, regarding the application of social
marketing in the field of public health. The study
is an applicative one, uses methods of peda-
gogical research and comprises two stages: (1)
testing the knowledge level of School of Public
Health Management master students of Nicolae
Testemitanu SUMPh before and after the Mar-
keting Health Services course; and (2) analyzing
the educational plans, undergraduate level, on
the presence of social marketing issues (Nicolae
Testemitanu SUMPh of the Republic of Moldova
and three universities in Romania). It has been
demonstrated that the knowledge of master stu-
dents on social marketing is growing substan-
tially, and the concept is tangentially taught in
the undergraduate level and is recommended to
be included in the curriculum.

Keywords: social marketing, public health,
health promotion, curriculum development.

JEL: M31, A23, A22, 1109.

Introduction

The topicality of the research is expressed
by the fact that social marketing can help the
health promotion programs to achieve long-term
results, but, so far, the training of the doctors
has not been discussed (who implement and
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(care sa implementeze si sa participe in astfel de
proiecte) Tn domeniul marketingului social.
Domeniul care conecteaza cel mai vizibil
marketingul social si sandtatea publica este pro-
movarea sanatatii. Pentru a putea fructifica bene-
ficiile pe care le prezinta reuniunea dintre aceste
domenii, este necesard 0 intelegere profunda a
ting Tn promovarea sanatatii, fapt ce poate fi
realizat prin instruirea, n acest sens, a specialis-
tilor din domeniul medical, la diferite niveluri,
cum ar fi cel de licenta sau masterat. ,,Sunt putini
profesionisti din sanatate, indiferent de specia-
litate, a cdror activitate nu presupune anumite
elemente de promovare a sanatatii, prin urmare,
este important ca cei care se pregatesc sa activeze
n domeniul medical sa aiba o0 intelegere solida a
promovarii sanatatii si relevanta acesteia pentru
viitoarea lor practica profesionala” [4, p.1]. Asa
cum promovarea sanatatii este indispensabild
pentru domeniul medical, marketingul social este
indispensabil promovarii sanatatii, fapt pentru
care cele trei sectoare trebuie sa lucreze la unison.
Importanta introducerii unor discipline privind
promovarea sanatatii Tn curriculumul medical este
constientizata, tot mai mult, in ultima perioada.
,»Organele educationale de varf, cum ar fi Consi-
liul Medical Australian (AMC) si Asociatia Cole-
giilor Medicale Americane (AAMC), au recunos-
cut, de mult timp, ca promovarea sanatatii si
medicina preventiva sunt componente integrante
ale educatiei si practicii medicale” [4, p.68].
Trebuie remarcat faptul ca introducerea
instruirea viitorilor medici este o practicd ras-
pandita, inclusiv Tn spatiul roméanesc, dar marke-
tingului social nu i se acorda importanta cuve-
nita. ,,Marketingul social adauga inima in cadrul
mixului si foloseste apelul la emotii pentru a
rezona cu partea creierului care determina
oamenii sa actioneze, spre deosebire de ceea ce
stiu ca ar trebui sa faca (Weinrich N., 1999,)” [1,
p.420]. Vedem ca partea forte a marketingului
social o constituie elementul de plasare a con-
sumatorului Tn centrul atentiei dezvoltatorilor de
programe prin cercetarea preferintelor, atitudi-

3

participate in such programs) in the field of
social marketing.

The field that is most visibly linking so-
cial marketing and public health is health pro-
motion. In order to be able to take advantage of
the reunion between these areas, a deep under-
standing of the possibilities of applying mar-
keting techniques to health promotion is needed,
which can be achieved through the training of
medical specialists at different levels such as the
undergraduate or postgraduate level (Master
degree). “There are few health professionals, re-
gardless of their specialty, whose activity does
not involve certain elements of health promo-
tion, so, it is important that those who are pre-
paring to enter the medical field have a solid
understanding of health promotion and its rele-
vance for their future professional practice” [4,
p.1]. Just as health promotion is indispensable
to the medical field, social marketing is indis-
pensable to health promotion, which is why the
three need to work in unison. Lately, practicians
become more and more aware of the importance
of introducing in the medical curriculum certain
disciplines on health promotion. “High-level
educational institutions such as the Australian
Medical Council (AMC) and the American Me-
dical College Association (AAMC) long recog-
nized that health promotion and preventive me-
dicine are integrated components of education
and medical practice” [4, p.68].

It should be noted that the introduction of
such a discipline in the training of future phy-
sicians is a widespread practice, including in
Romanian speaking territory, but social marke-
ting is not given due importance. “Social mar-
keting adds heart to the mix and uses the appeal
to emotions to resonate with the part of the brain
that causes people to act, unlike what they know
they should do (Weinrich N., 1999)” [1, p.420].
As we can see the strength of social marketing is
the element of placing the consumer in the focus
of program developers by researching their pre-
ferences, attitudes and setting the mix elements
according to the results obtained. In general,
social marketing techniques can be summed up
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nilor acestuia si stabilirea elementelor mixului Tn
functie de rezultatele obtinute. In general, teh-
nicile de marketing social pot fi rezumate la 5
pasi: identificarea obiectivelor; segmentarea
audientelor; cercetarea pietei; dezvoltarea si
implementarea; evaluarea [2]. Tn cazul instruirii
medicinistilor sau a specialistilor medicali n
domeniul marketingului social, este important sa
fie relevate toate aceste tehnici. Tn cadrul unei
investigatii realizate, in anul 2006, la Univer-
sitatea din Pittsburg din SUA, care avea drept
scop pregatirea prestatorilor de servicii medicale,
pentru a oferi ingrijiri ajustate la nevoile per-
soanelor cu grad diferit de alfabetizare in dome-
niul sanatatii, s-a demonstrat ca cunostintele de
marketing social au crescut semnificativ dupa o
studiere de 2 ore a materialelor didactice si insar-
cinarilor longitudinale, care, la randul lor, Tmbu-
natatesc competentele de interactiune a medici-
nistilor cu pacientii din diverse medii, Ti fac mai
sensibili la nevoile acestora [3]. Astfel, compe-
tentele de marketing social 1i ajuta sa se dezvolte
ca profesionisti in ansamblu.

Studiul de fata are ca scop formularea unor
recomandari pentru dezvoltatorii de curriculum in
domeniul instruirii medicale la nivel de licenta si
masterat, precum si pentru cadrele didactice,
privind aplicarea marketingului social ih dome-
niul sianatatii publice. In acest sens, a fost testat
nivelul de cunostinte al masteranzilor Scolii de
Management in Sanatate Publica a Universitatii
de Stat de Medicina si Farmacie ,,Nicolae Tes-
temitanu” din Republica Moldova, inainte si dupa
cursul de Marketing in serviciile de sanatate,
pentru a afla daca acestea se modifica substantial,
si s-au analizat programe de studii la nivel de
licentd pentru a determina daca este studiat
conceptul de marketing social (la USMF ,,Nicolae
Testemitanu” si la trei universitati din Romania).

Metode aplicate

Studiul realizat este unul aplicativ si inter-
disciplinar, deoarece formuleazi recomandari
practice si prezinta importanta pentru trei domenii
distincte: marketing, medicina si educatie. Pe
langa analiza si rationament deductiv, au fost
utilizate metode de cercetare pedagogica (colec-
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in 5 steps: goal identification, segmentation of
audiences, market research, development and
implementation, evaluation [2]. When teaching
social marketing to medical professionals or
medical specialists, it is important to cover all
these techniques. In a study conducted in 2006 at
the University of Pittsburgh in the United States,
which aimed at preparing healthcare specialists
to provide tailored care to the needs of people
with a different degree of health literacy, it was
demonstrated that social marketing knowledge
increased significantly after a two-hour inter-
venetion of didactic materials and longitudinal
assignments, and these in turn can improve the
interaction skills of medical practitioners with
patients from different environments, be more
sensitive to their needs [3]. Thus, social mar-
keting skills help them develop as professionals
as a whole.

The present study aims to make recom-
mendations for curriculum developers in the
field of medical education at undergraduate and
master level, as well as for teachers, on the
application of social marketing in the field of
public health. In this respect, the level of know-
ledge of the master students of the School of
Public Health Management of “Nicolae Teste-
mitanu” State University of Medicine and Phar-
macy of the Republic of Moldova was tested
before and after the Marketing Health Services
course in order to determine if there are signi-
ficant changes; also the undergraduate study
programs were analysed to determine whether
the concept of social marketing is studied
(“Nicolae Testemitanu” SUMPh and three uni-
versities in Romania).

Applied methods

The study is an applicative and interdis-
ciplinary one, because it makes practical recom-
mendations and is important for three distinct
domains: marketing, medicine and education. In
addition to analysis and deductive reasoning,
pedagogical research methods were used (data
collection: docimological test and observation,
results processing: weighted average and gra-
phical representation). The level of knowledge

SR



BUSINESS ST ADMINISTRARE / BUSINESS AND ADMINISTRATION

tarea datelor: testul docimologic si observatia;
prelucrarea rezultatelor: media ponderata si repre-
zentarea grafica). A fost testat nivelul de cunos-
tinte al masteranzilor Scolii de Management in
Sanatate Publica (SMSP) a Universitatii de Stat
de Medicina si Farmacie ,,Nicolae Testemitanu”,
din anul Il de studii, nainte si dupa cursul de
Marketing al serviciilor de sanatate (care include
si tematica marketingului social), prin intermediul
unui test docimologic. Totodata, au fost analizate
planurile de invatamant (pentru anul universitar
2017-2018) ale USMF ,Nicolae Testemitanu”
din Republica Moldova si ale celor trei univer-
sitati din Roménia (UMF Targu Mures, UMF
Gr.T. Popa din Iasi, Universitatea ,,Dundrea de
Jos”, Galati), Tn special pe componentele: promo-
varea sanatatii, marketing social si management
sanitar pentru a identifica elementele de mar-
keting social predate studentilor la nivelul licenta.

Pentru inceput, s-a recurs la observatie
pentru a estima, la etapa initiala, cunostintele si
atitudinile participantilor la studiu fata de mar-
keting, Tn special cel social. La Scoala de Mana-
gement in Sanatate Publica a Universitatii de
Stat de Medicina si Farmacie ,,Nicolae Testemi-
tanu” din Republica Moldova, masteranzii (actua-
lii si viitorii manageri din sistemul de sanatate)
sunt instruiti in domeniul marketingului ser-
viciilor de sanatate Tn cadrul unui modul, predat
in anul Il de studii, care cuprinde 24 de ore aca-
demice de contact direct, dintre care 4 sunt
dedicate marketingului social. Cursul, pe care I-a
dezvoltat autorul acestui articol si implementat
incepé@nd cu anul 2016, are drept scop familia-
rizarea masteranzilor cu conceptul si principiile
marketingului, dezvoltarea abilitatilor practice n
domeniu si Tncurajarea aplicarii marketingului Tn
serviciile de sanatate. Principalele tematici, pe
care le cuprinde disciplina, sunt: particularitatile
aplicarii marketingului Tn sanatate; cercetarea
pietei; segmentarea; politica de produs, pret,
plasament, promovare (in conexiune cu politica
de personal); marketingul social Tn promovarea
sanatatii. Pentru atingerea obiectivelor propuse,
a fost utilizat un mix de metode de predare,
printre care: conversatia semistructurata, discu-

El—

of the 2nd year master students of the School of
Public Health Management (SPNM) of “Nicolae
Testemianu” State University of Medicine and
Pharmacy was tested before and after the
Marketing Health Services course (which also
includes the topic of social marketing) through
a docimological test. At the same time, the
educational plans (for the academic year
2017-2018) of “Nicolae Testemitanu” SUMPh
of the Republic of Moldova and of three
universities from Romania (UMPh Targu Mures,
Gr. T. Popa UMF lasi, “Dunarea de Jos” Univer-
sity of Galati), were analysed especially on the
components: health promotion, social marketing
and health management to identify social mar-
keting elements taught to students at the under-
graduate level.

For the beginning, the observation was
used to estimate at the initial stage the know-
ledge and attitudes of the study participants
about marketing, especially the social one. At
the School of Public Health Management of
“Nicolae Testemitanu” State University of Medi-
cine and Pharmacy of the Republic of Moldova,
the master students (current and future managers
of the health system) are trained in the field of
marketing health services in a module, taught in
the second year of the master program, which
includes 24 academic hours of direct contact, 4
of which are dedicated to social marketing. The
course, developed and implemented since 2016,
aims at acquainting master students with the
concept and principles of marketing, developing
practical skills in the field and encouraging the
application of marketing in health services. The
main subjects covered by the discipline are: the
particularities of applying marketing to health;
marketing research; segmentation; product policy,
price policy, placement policy, promotion policy
(in connection with personnel policy); social
marketing in health promotion. To achieve the
proposed objectives, a mix of teaching methods
is used, including: semi-structured conversation,
discussions and debates, case studies, Table Top
exercises, bunch technique, snowball, brainstor-
ming, synectics, creativity exercises, and others.
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tiile si dezbaterile, studiile de caz, exercitiile
Table Top, tehnica ciorchine, metoda bulgarele
de zapada, brainstorming, sinectica, exercitiile
de creativitate s.a. Exercitiul Table Top este una
din metodele care cuprinde o buna parte din
timpul rezervat pentru instruire si care presu-
pune dezvoltarea in echipa a unei clinici de
sanatate, In baza informatiilor oferite treptat de
catre profesor. Ultima zi de curs este rezervata
marketingului social (dupa ce au fost puse
bazele cunostintelor de marketing general), iar in
decursul celor 4 ore masteranzilor li se prezinta
conceptul si principalele definitii, e realizeaza
delimitarea de alte notiuni cu care poate fi
confundat (cum ar fi: social media, publicitatea
sociala, relatiile publice s.a.), se identifica com-
ponentele marketingului social, se dezvoltd o
strategie de marketing mixt in promovarea sana-
tatii si se descrie modul de implementare a pro-
gramelor de marketing social.

In vederea evaluarii nivelului de cunos-
tinte al masteranzilor de la SMSP, acestia au
indeplinit un test, la Tnceputul si la sfarsitul
cursului, desfasurat in septembrie 2018. Testul
cuprinde 8 intrebari din domeniul marketingului,
cu mai multe variante de raspuns, dintre care 3
se refera la marketingul social. Pentru fiecare
raspuns corect, a fost atribuit un punct sau 0,25
puncte pentru fiecare varianta corectd selectata
n cadrul intrebarilor cu raspuns multiplu (daci a
fost selectata cel putin 0 varianta gresita, scorul
atribuit a fost 0 ,,zero” pentru intrebarea respec-
tiva). Astfel, punctajul maxim, care putea fi obis-
nut, a fost 8. Cele doua grupe de masteranzi (anul
I) au infaptuit testul, dupa cum urmeaza: din
grupa 01 — 17 persoane au completat testul initial
si 13 — cel final; din grupa 02 — 19 masteranzi au
completat testul initial si 14 cel final. Mentionam
ca testele au fost benevole, fara a fi aplicate tehnici
de motivare sau punitive, acestea fiind semnate
conventional la alegerea respondentilor. Media
ponderatd a rezultatelor a fost calculatd pentru
fiecare grupa de masteranzi in parte, corespunzator
pentru testul initial si cel final.

Rezultate si discutii

Rezultatele Tnregistrate Th urma prelucrarii
testului sunt prezentate n figura 1. Observam ca
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The Table Top exercise is one of the methods
that take the most of the time reserved for
training, and implies developing in groups
healthcare clinics, on the basis of the details
provided gradually by the teacher. The last day
of the course is dedicated to social marketing
(after the foundations of general marketing have
been laid), and during these 4 hours the main
concepts and definitions are presented to the
master students, is made the delimitation of
other notions that can be confused with (such as
social media, social publicity, public relations,
etc.), are analysed the components of social
marketing, a mixed marketing strategy is deve-
loped to promote health and is described how to
implement social marketing programs.

In order to assess the knowledge level of
the SPHM master students, they completed a test
at the beginning and at the end of the course in
September 2018. The test encompasses 8 mul-
tiple choice marketing questions, 3 of which are
related to social marketing. For each correct
answer, a point per question was assessed, or
0.25 points for each correct selected variant in a
multiple choice question (if at least one wrong
variant was selected, the assigned score was 0
“zero” for that question). Thus, the maximum
per test score that could be obtained was 8. The
two groups of master students (second year of
study) completed the test as follows: in the
Group 01 — 17 persons completed the initial test
and 13 - the final one; in the Group 02 — 19
master students completed the initial test and 14
the final one. We mention that the tests were
voluntary, no motivating or punitive techniques
were applied, the papers were conventionally
signed by the respondents at their choice. The
average of the results was calculated for each
group of master students, corresponding to the
initial and final test.

Results and discussions

Results achieved from processing the tests
are shown in figure 1. As it is represented, there
is an average increase of 2.4 times in the first
case (Group 01) and about 3.5 times in the
second (Group 02). Thus, although the first
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se atesta 0 crestere a mediei de 2,4 ori, in primul
caz (grupa 01) si de aproximativ 3,5 ori, in cel
de-al doilea (grupa 02). Astfel, desi prima grupa
a avut un rezultat initial mai bun, cea de-a doua
a nregistrat o crestere mai mare.

group had better initial results, the second group
registered a higher growth. Based on these
results, we can conclude that the level of mar-
keting knowledge has increased significantly.

Evaluarea cunostintelor de marketing/

4,92

2,05

o N W o1 oo ©©

Initial (01) / Initial (01)

Final (01) / Final (01)

Evaluation of marketing knowledge

Initial (02) / Initial (02)

Final (02) / Final (02)

Figura 1. Media rezultatelor la testele (initiale si finale) de evaluare a cunostintelor
de marketing ale masteranzilor SMSP din anul II (grupa 01 si 02) /
Figure 1. The average of the results (initial and final tests) of the marketing knowledge
of the second year master students (Group 01 and 02) of SPHM
Sursa: elaborata de autor / Source: developed by the author

O analiza similara am efectuat si separat
pentru chestiunile ce tin de marketingul social.
Rezultatele au fost reflectate in figura 2, care
ilustreaza si aici 0 crestere a nivelului de cunos-
tinte, de la o medie pentru grupa 01 de 0,44
puncte, pentru testul initial, la 1,25 pentru cel
final, iar la grupa 02 media a crescut de la 0,54
la 2,29 puncte.

A similar analysis has also been done
separately for the questions regarding social mar-
keting. The results were reflected in figure 2,
which illustrates that the increase in knowledge
level is also significant from an average of 0.44
points for the initial test in the Group 01 to 1.25
for the final one, and in Group 02 — the average
results increased from 0.54 to 2.29 points.

Evaluarea cunostintelor privind marketingul social /

0 1
I

Initial (01) / Initial (01)

O P P N N W

Final (01) / Final (01)

Evaluation of social marketing knowledge

1
]

Initial (02) / Initial (02)

Final (02) / Final (02)

Figura 2. Media rezultatelor la testele (initiale si finale) de evaluare a cunostintelor
de marketing social ale masteranzilor SMSP din anul II (grupa 01 si 02) /
Figure 2. Average results of initial and final test for the social marketing knowledge
assessment of second year masters students (Group 01 and 02) of SPHM
Sursa: elaborata de autor / Source: developed by the author
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Trebuie mentionat faptul ca cei mai multi
dintre masteranzi au recunoscut ca, pana la
curs, nu cunosteau nimic despre aplicabilitatea
marketingului social in sanatatea publica si
despre scopul de modificare a comportamentului
pe care 1l presupune.

Pentru a verifica reprezentativitatea rezul-
tatelor, Tn a doua etapa a studiului, au fost selec-
tati doar respondentii care au completat ambele
chestionare (la nceput si la final) si au fost
exclusi pe ceilalti. Astfel, din grupa 01 au ramas
9 chestionare si din grupa 02 — 11 chestionare.
De acecasta data, a fost analizat[ evolutia (dife-
renta) punctajelor la testul final fata de cel initial.
In prima grupa de masteranzi, s-a nregistrat, in
medie, 0 crestere cu 2,25 puncte a rezultatelor
finale, fata de cele initiale, iar in cea de-a doua cu
3,89 puncte. Mentionam ca, intr-un singur caz
din 20, nu s-a inregistrat nicio crestere a punc-
tajului obtinut, iar cea mai mare crestere a fost cu
6,25 puncte.

Din analiza programelor de studii, pentru
anul 2017-2018, ale Universitatii de Stat de
Medicina si Farmacie ,,Nicolae Testemitanu” din
Republica Moldova, au fost identificate trei
discipline care ar avea tangente cu marketingul
social, si anume: Promovarea sanatatii, la libera
alegere (LA) pentru studentii inscrisi Tn anul 111
la specialitatea Medicina; Management si
marketing Tn sanatate — disciplina obligatorie
pentru anul 1V, specialitatea Medicind preven-
tivd; Promovarea sanatitii si educatia pentru
sanatate — disciplind obligatorie pentru anul V,
specialitatea Medicina preventiva. Componentul
marketing social se regaseste printre tematicile
predate la disciplina Management si marketing
in sanatate (alaturi de subiecte ce tin de mana-
gementul marketingului), dar nu si la celelalte
doua cursuri. Tn ceea ce priveste cele trei
universitati din Romania analizate (Universitatea
de Medicina si Farmacie, Targu Mures, Uni-
versitatea de Medicind si Farmacie ,,Gr. T.
Popa” din Iasi si Universitatea ,,Dunarea de
Jos”, Galati), acestea au inclus Tn program,
pentru specialitatea Medicina, disciplina obli-
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It should be noted that most of the master
students mentioned that until the course they did
not know about the applicability of social
marketing to public health and the purpose of
changing the behaviour it implies.

In order to check the representativeness of
the results, in the second stage of the study we
selected only the respondents who completed
the both tests (initial and final ones). Thus, for
the Group 01 there were 9 questionnaires left
and for Gr. 02 — 11 questionnaires. This time we
analysed the difference (score) between the final
test scores and the initial test results. In the first
group of master students there was on average
an increase of 2.25 points of the final results
compared to the initial ones and in the second an
increase with 3.89 points. We mention that only
in one case out of 20 there was no increase in the
score obtained and the highest increase was of
6.25 points.

From the analysis of the study programs
for the 2017-2018 academic year of “Nicolae
Testemitanu” State University of Medicine and
Pharmacy of the Republic of Moldova, we iden-
tified three disciplines that would have connec-
tions to social marketing, namely: Health Pro-
motion, a selective discipline for 3rd year stu-
dents, the General Medicine specialty; Manage-
ment and marketing in healthcare — a compul-
sory discipline for the fifth year students, Preve-
ntive medicine specialty; Health promotion and
health education — a compulsory discipline for
the fifth year students, Preventive medicine spe-
cialty. The social marketing component is
among the subjects taught during Management
and marketing in healthcare course (along with
marketing management topics), but not in the
other two courses. Regarding the three universi-
ties in Romania (Targu Mures University of
Medicine and Pharmacy, “GR.T. Popa” Univer-
sity of Medicine and Pharmacy of lasi and
“Dunarea de Jos” University of Galati), they
included in the curriculum of the Medicine spe-
ciality the obligatory discipline entitled Public
Health and Health Management, taught to the
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gatorie Sanatate publica si management sanitar,
predata la anul VI de studii. Notiunea de
marketing social se regaseste 1n fisele detaliate
ale disciplinelor de la UMF Targu Mures si
Universitatea ,Dundrea de Jos”, Galati.
Informatia este prezentata in tabelul 1, inclusiv
numarul de ore (curs, seminare, lectii practice) si
numarul corespunzator de credite.

6th year students. The notion of social marketing
is found in the detailed disciplines factsheets of
UMPh in Targu Mures and “Dunarea de Jos”
University of Galati. The information is pre-
sented in table 1, including the number of hours
(course, seminars, practical lessons) and the
corresponding number of credits.

Tabelul 1/ Tablel

Analiza programelor de studii pentru anul 2017-2018 privind instruirea medicinistilor
n domeniul marketingului social /
Analysis of study programs for 2017-2018 on the training of medical students
in the field of social marketing

=y ° -2 3 —
— o — 1o w
L < S22 32 5|
Institutie / | Specialitate/|  Disciplini / 835 S 22 8 g£ & E
Institution | Speciality Discipline v S 'E' é = > g§ Q0
20 <= 3 °
1 2 3 4 5 6 7 8 9 |10
US_MF Med¥c¥na/ Pfo?w?ygrea NU / LA
»Nicolae Medicine sanatatii / . Il 10 13 12 | 2
. . No | Selective
Testemitanu” Health Promotion
dinRM/ Medicin M tsi
“Nicolae e 1c11.13u/ ankang[FemeAn si
Testemitanu” Ereven?va njarv e m/g in oar | obLs
SUMPh of N:e:;-en- ve :jlmatate o Ya c . vV 10 75 ) )
the RM edicine anaggme_n an es omp.
Marketing in
Healthcare
Medicina Promovarea
preventiva / | sanatatii si
Preventive | educatia pentru
Medicine sdnatate / Nu/-| Obl./ V 20 25 25 | 3
. No Comp.
Health Promotion
and Health
Education
UMF Targu | Medicind/ | Sanatate publica
Mures / Medicine si management
UMPh of sanitar / Da/ | Obl./
. Vi 28 28 - 4
Targu Mures Public Health Yes | Comp.
and Health
Management
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Continuarea tabelului 1/Continuation of table 1

1 2 3 4 5 6 7 8 9 |10

UMF Medicind/ | Sénatate publica
,Gr. T. Popa” | Medicine si management
Tasi / sanitar / Nu/ | Obl./

’ . VI 21 - 21 4
Gr. T. Popa Public Health No | Comp.
UMPh and Health
of lasi Management
Universitatea | Medicina / | Sanatate publica
,,Dundrea de | Medicine si management
Jos” Galati / sanitar /
,» Dunarea Public Health 325/ ((:)obr:; / Vi 14 - 28 | 3
de Jos” and Health P-
University Management
of Galati

Sursa: elaborat de autor in baza programelor de studii [5] [6] [7] [8] /
Source: developed by the author based on the study programs [5] [6] [7] [8]

Concluzii

In baza rezultatelor inregistrate la testele
docimologice, putem concluziona ca nivelul de
cunostinte al masteranzilor SMSP privind mar-
ketingul (inclusiv cel social) a crescut substan-
tial ca urmare a cursului Marketingul serviciilor
de sanatate. Considerdam absolut necesara instrui-
rea si in continuare a masteranzilor in domeniul
marketingului social, mai ales ca multi dintre ei
sunt manageri de diferit nivel n sistemul de
sanatate din tard si ar putea fi, la un moment dat,
fie initiatorii unor programe de promovare a
sanatatii, fie responsabili de implementare. In
ceea ce priveste numarul orelor (de contact
direct), ar fi recomandabil sa fie majorate de la 4
la 8 ore academice (din contul orelor rezervate
pentru marketingul general), astfel, incét sa Tnsu-
seascd si mai bine tehnicile de marketing social.
Totusi, este important ca instruirea viitorilor
specialisti medici Tn domeniul marketingului
social sa inceapa inca de la etapa de licenta.

Din céate se pot vedea din analiza efectuata
asupra programelor de studii universitare de
licentd, studentii de la specialitatea Medicina
generala a USMF ,Nicolae Testemitanu” nu
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Conclusions

On the basis of the results of the docimo-
logical tests, this study has shown that the level
of knowledge of SPHM master students in
marketing (including social marketing) has in-
creased significantly as a result of the Marketing
Health Services course. It is absolutely neces-
sary to further train master students in the field
of social marketing, especially since many of
them are managers of different levels in the
health system in the country and could be at
some point the initiators of health promotion
programs, or responsible for implementation.
Regarding the number of hours of direct contact,
it would be advisable to increase them from 4 to
8 academic hours (from the hours reserved for
general marketing) in order to better understand
social marketing techniques. However, it is
important that the training of future physicians
in the field of social marketing starts as early as
the undergraduate period.

As far as we can see from the analysis
made to the study programs of the undergraduate
level, students from the General Medicine spe-
cialty of “Nicolae Testemitanu” State University
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urmeaza un curs obligatoriu, care ar include
tematici cu privire la marketingul social. Potrivit
planurilor de studii, doar cei de la Medicinad
preventivd ar trebui sd cunoasca tangential as-
pecte din acest domeniu. Nivelul lor de cunostinte
si atitudinea fata de marketingul social ramane a
fi subiect pentru cercetarile ulterioare. Tn ceea ce
le priveste pe cele trei universitati din Romania
analizate — doua dintre ele au inclus n fisele
disciplinelor conceptul de marketing social, fapt
ce confirma inca 0 data importanta domeniului.

Este recomandabil ca notiunea de marke-
ting social sa fie predata studentilor de la toate
specialitatile, Tndeosebi la Medicina generala si
Medicind preventiva. Pentru ca instituirea unei
discipline separate ar putea provoca dificultati
(numar insuficient de ore pentru disciplinele
clinice, lipsa profesorilor special instruiti s.a.),
propunem ca marketingul social sa fie integrat
in cele trei discipline existente, dupa cum
urmeaza: la disciplina Management si marketing
sa se includa predarea conceptului de marketing
social (definitii, aplicare), inclusiv cum se reali-
zeaza segmentarea audientelor si cercetarea
pietei, cum se stabilesc corect obiectivele de
marketing. La disciplinele Promovarea sanatatii
si Promovarea sanatatii si educatia pentru sana-
tate si se predea urmitoarele elemente: cum se
dezvolta o strategie de marketing mixt in pro-
movarea sanatatii (in corespundere cu cei 5P:
produs, pret, plasament, promovare, personal),
cum decurge procesul de implementare si cel de
evaluare a unor programe de marketing social n
sanatatea publica. Prezinta o foarte mare impor-
tanta aplicarea aici a exercitiilor practice de dez-
voltare a competentelor.

Prin studierea notiunii de marketing so-
cial, in cadrul a cel putin doua cursuri si utiliza-
rea tehnicilor pe care le ofera, tinerii vor putea
aplica cunostintele obtinute si vor contribui la
dezvoltarea marketingului social in domeniul
sanatatii publice, atdt In calitate de medicinisti,
cat si, ulterior, ca medici-specialisti. Astfel,
experienta SMSP descrisa in prezentul articol,
care s-a dovedit a fi rezultativa, poate fi extinsa
si la nivelul studiilor de licenta.

m——

of Medicine and Pharmacy do not follow a
compulsory course that would include topics
related to social marketing. According to the
study plans, only those from Preventive Medi-
cine should have tangential knowledge in this
field. Their level of knowledge and attitudes
towards social marketing remain the subject of
further research. Regarding the three analysed
Romanian universities two of them included
the concept of social marketing in the discipli-
nes plans, which confirm once again the impor-
tance of the field.

It is recommended to teach the notion of
social marketing to students from all specialties,
especially General Medicine and Preventive
Medicine. Because the establishment of a sepa-
rate discipline could cause difficulties (insuffi-
cient number of hours for clinical subjects, lack
of specially trained teachers, etc.), it' s recom-
mended to integrate social marketing in all three
existing disciplines, as follows: the course Mana-
gement and Marketing in Healthcare could
include topics on the concept of social marketing
(definitions, application), how to segment audien-
ces and how to implement market research, how
to correctly set marketing objectives. The Health
Promotion and Health Education course should
include: how a mixed marketing strategy is
developed in health promotion (corresponding
to 5P’s: product, price, placement, promotion,
personnel), how the implementation process
takes place, and how is done the assessment of
social marketing programs in public health. It is
very important to apply exercises for practical
skills development.

By studying social marketing in at least
two of these courses and using the techniques it
offers, students will be able to apply their
knowledge and contribute to the development of
social marketing in the field of public health,
both as medical students and later as specialists.
Thus, the SPHM experience described in this
article, which has proven to be successful, can
be extended to the undergraduate level.

In order to generalize the above mentio-
ned conclusions for other institutions that pre-

Revista / Journal ,,ECONOMICA™ nr.2 (108) 2019



BUSINESS ST ADMINISTRARE / BUSINESS AND ADMINISTRATION

Pentru a generaliza concluziile prezentate
mai sus si pentru alte institutii, care pregatesc
specialisti in domeniul medical de diferit nivel,
mentionam ca numarul minim de ore recoman-
dabil pentru predarea marketingului social n
promovarea sanatatii este de 4 ore academice
(echivalentul a 3 ore astronomice), care pot fi
incluse intr-o disciplind separatd sau una apro-
piatd (management si marketing, promovarea
sanatatii, educatie pentru sandtate, medicind
sociala s.a.). Metodele de predare utilizate
trebuie sa fie diverse, interactive si sa contribuie
la dezvoltarea competentelor privind: stabilirea
obiectivelor, desfasurarea cercetarilor de mar-
keting, realizarea segmentarii, dezvoltarea
strategiei de marketing mixt, implementarea si
evaluarea programelor.

pare medical specialists of different levels, it is
good to mention that the minimum number of
hours recommended for teaching social mar-
keting in health promotion is 4 academic hours
(equivalent to 3 astronomical hours), which can
be included in a separate or a close discipline
(management and marketing, health promotion,
health education, social medicine, etc.). The
teaching methods used should be diverse, inter-
active and contribute to the development of
competences in: setting goals, conducting marke-
ting research, segmenting, developing mixed
marketing strategy, implementing and evalua-
ting programs.
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STRATEGII DE MARKETING
SPECIFICE POZITIONARII
PRODUSELOR PE PIATA

Drd. Liubovi ARIKOVA, ASEM
liubovaricova@gmail.com

Actualitatea acestui articol reiese din
utilizarea, pe scara larga, a realizarilor din
marketing, care sporesc importanta strategiei de
pozitionare pentru activitatea eficientd a com-
paniei in conditiile unei concurente in crestere.
Scopul studiului consta in analiza si clasificarea
strategiilor de pozitionare a produselor, Stu-
dierea diferitelor abordari si opinii ale oame-
nilor de stiinta din tarda §i de peste hotare
privind clasificarea strategiilor de pozitionare,
identificarea alternativelor strategice in alege-
rea unei strategii. Concluziile trase releva faptul
ca clasificarea propusd a strategiei de pozitio-
nare a produselor va contribui la dezvoltarea §i
selectarea eficientd a strategiei de functionare a
Intreprinderilor autohtone pe piata.

Cuvinte-cheie: marketing, strategie, pozi-
tionare, clasificare, concurentd.

JEI: M30, M31, M39.

Introducere

Cercetarea economicd modernd 1isi pro-
pune sd dezvolte abordari stiintifice privind
analiza pozitionarii produselor pe piata de
consum, abordari metodologice pentru evaluarea
pozitiei organizatiilor, precum si alegerea me-
todei de evaluare a pozitiei corespunzitoare
mediului extern si intern al organizatiei, analiza
pozitiilor strategice justificarii, alegerea stra-
tegiei si sporirea eficientei activititii economice
a entitatilor de piatd, pentru a-si consolida
pozitia competitiva.

Este important sa remarcam faptul ca cer-
cetdtorii strdini, precum Ph. Kotler, J. Trout,
E. Rice, J. Lambin, J. Rossister, L. Percy si
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SPECIFIC TO PRODUCT
POSITIONING ON THE MARKET
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The relevance of this article is due to the
wide use of achievements in marketing, which
lead to an increase in the importance of the
positioning strategy for an effective work of the
company in the conditions of increased compete-
tion. The purpose of the study is the analysis and
classification of product positioning strategies,
consideration of various approaches and opi-
nions of domestic and foreign scientists to the
classification of positioning strategies, identifica-
tion of strategic alternatives when choosing a
strategy. The driven conclusion proves that the
proposed classification of the product positioning
strategy will contribute to the effective deve-
lopment and selection of the functioning strategy
of domestic enterprises in the market.

Keywords: marketing, strategy, positio-
ning, classification, competition.

JEL:M30, M31, M309.

Introduction

Modern economic research aim to develop
scientific approaches to the analysis of product
positioning in the consumer market and metho-
dological approaches to assessing the position
of organizations, as well as the choice of the
method of assessing the position corresponding
to the external and internal environment of
the organization. The analysis of the strategic
positions makes it possible to substantiate the
choice of strategy and to increase the efficiency
of the economic activities of market entities, to
strengthen their competitive positions.

It should be noted that such foreign scien-
tists as F. Kotler, J. Trout, E. Rice, J. Lambin,
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M. Porter, au contribuit la elucidarea problemei
dezvoltarii si clasificarii strategiei de pozitio-
nare. Clasificarea strategiilor de pozitionare este
unul dintre principalii factori de selectie cali-
tativa si accelerata a strategiilor-cheie pentru
companie si de promovare eficientd a produsului
pe piata modernd. La momentul actual, se con-
siderd cd companiile nu utilizeaza in deajuns
oportunitatile de marketing,
pozitionarea in particular.
Metode de cercetare
Ca baza teoretica a articolului, au fost

in general, si

studiate o serie de lucrdri stiintifice ale cerce-
tatorilor strdini si autohtoni, care sunt dedicate
problemelor teoriei si practicii managementu-
lui marketingului. Baza metodologica este fun-
damentata pe metode stiintifice generale, pre-
cum: clasificarea, abordarea sistemica, com-
paratia. Combinarea diverselor metode utili-
zate au permis asigurarea fiabilitatii si validi-
tatii concluziilor.

Rezultatele studiului

Peter Doyle mentioneaza céa o strategie de
pozitionare este o activitate de marketing pentru
selectarea segmentelor-tinta, care definesc zonele
concurentei si alegerea avantajelor distinctive,
care determind metodele competitive [2].

J. Lambin, in lucrarile sale, considera
strategia de pozitionare drept ,,dezvoltarea pro-
iectului companiei si comunicarea despre
aceasta” [4].

Pentru a elabora si a simplifica, in mod
eficient, alegerea strategiei de pozitionare, este
necesar sd se intocmeasca o clasificare com-
petentd. Multi cercetdtori de vazd abordeaza
aceasta problema 1n studiile lor.

In lucririle cercetitorilor E. Rice si J. Trout,
se disting trei directii ale strategiei de pozitionare:

1) pozitionarea, care vizeaza consolidarea
pozitiei actuale a bunurilor in mintea
cumparatorului;

2) pozitionarea, care consta in gasirea
unei nise Inca neocupate pe piata, ceea
ce reprezintd valoare pentru un numar
mare de consumatori,

Revista / Journal ,,ECONOMICA™ nr.2 (108) 2019

J. Rossister, L. Percy, M. Porter worked on the
problem of developing and classifying the posi-
tioning strategy. The classification of positioning
strategies is one of the main factors of high-
quality and accelerated selection of key strategies
for the company and effective promotion of its
product on the current market. It is believed that
today companies do not sufficiently use marke-
ting opportunities in general and of positioning
in particular.

Research methods

As a theoretical basis of the article were
used scientific works of foreign and domestic
scientists on the issues of the theory and prac-
tice of marketing management. The methodo-
logycal base is funded on general scientific
methods: classification, systems approach, com-
parisons. The combination of varios methods
allowed ensuring the reliability and validity of
the conclusions.

Research results

Peter Doyle believes that the positioning
strategy is a marketing activity to select target
segments that define the areas of compete-
tion, and the choice of distinctive advantages
that determine the methods of the competitive
struggle [2].

J. Lambin considers the positioning stra-
tegy in his works as “the development of the
company project and communication about
it” [4].

In order to effectively develop and sim-
plify the choice of positioning the strategy, it is
necessary to create a competent classification.
Many famous scientists consider this issue in
their scientific researches.

Rice and Trout distinguish three directions
of positioning strategies in their works:

1) positioning aimed at strengthening the
current position of the product in the
mind of the buyer;

2) Positioning that aims finding a not-yet-
occupied niche in the market that is
valuable to a large number of con-
sumers;
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3) pozitionarea bazata pe ocuparea cotei
de concurenti si scoaterea acestora
de pe piata [7].

Cu toate acestea, Ph. Kotler subliniaza
posibilitatea de a alege doud directii posibile de
pozitionare [3].

Directia cea dinti consta in pozitionarea,
impreund cu unul dintre concurentii existenti si
initierea luptei pentru cota de piatd. O Intre-
prindere poate merge, in mod congtient, la
aceasta, pornind de la cele ce urmeazi: poate
crea un produs mai competitiv decat al con-
curentilor; piata este suficient de mare pentru a
gazdui mai multi concurenti; intreprinderea are
resurse mai importante decdt un concurent,
resursele si/sau au o pozitie selectata si inde-
unei intreprinderi.

Cea de a doua directie 0 constituie crearea
unui produs fara analogii pe piatd, fapt care va
permite intreprinderii sa ,,castige” consumatorul
in absenta concurentei. Cu toate acestea, inainte
de a adopta o astfel de decizie, conducerea
intreprinderii trebuie sa se asigure ca dispune de:

productie in limitele unui nivel de pret
rezonabil;

€) un numar suficient (pentru a permite
vanzari profitabile) de
cumparatori, care preferd acest tip de
produs.

Un rédspuns pozitiv, in aceste conditil,

potentiali

denotad faptul ca producatorul a gasit o ,nisd”
promitatoare pe piata si este gata sd ia masurile
adecvate pentru a o acoperi.

Dintre clasificarile actuale ale strategiilor
de pozitionare existente, clasificarea propusa de
E. D. Scetinina si profesorul S. A. Tumanov, in
care se disting sase grupuri principale de stra-
tegii de pozitionare a Intreprinderilor, prezinta
un interes sporit: [8]

— Primul grup inglobeaza strategii de

pozitionare bazate pe pozitia compe-
titiva a intreprinderii [3].

;R

3) positioning based on capturing the
share of competitors and pushing them
out of the market [7].

However, Ph. Kotler points to the possi-
bility of choosing two possible directions of
positioning [3].

First direction — positioning oneself with
one of the existing competitors and start fighting
for market share. An enterprise can consciously
go for it based on the following: it can create a
more competitive product than the competitor;
the market is large enough to accommodate
multiple competitors; the enterprise has more
significant resources than the competitor, and / or
the chosen position most fully meets the specific
capabilities of the company.

Second direction — to create a product that
has no analogues on the market; fact that would
allow the company to “win” the consumer in the
absence of competition. However, before making
such a decision, the company’s management
should make sure that it has:

a) technical possibilities of creating a

unique product;

b) economic possibilities of creation and
production within the boundaries of a
reasonable price level,

c) sufficient (to allow profitable sales)
number of potential buyers who prefer
this kind of product.

A positive response to these conditions
means that the manufacturer has found a pro-
mising “niche” in the market and is ready to take
appropriate measures to fill it.

From the existing modern classifications
of positioning strategies of companies, the atten-
tion is drawn up by the classification developed
by E. D. Schetinina and Professor S. A. Tuma-
nov, in which they identify six main groups of
enterprise positioning strategies: [8]

- The first group included positioning

strategies based on the competitive
position of the enterprise [3].

- The second group — strategies of de-

pending on the development direction
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— Tn al doilea grup, sunt incluse stra-
tegiile in functie de directia de dez-
voltare a unei pozitii competitive, dupa
A. Reis si J. Trout [7].

— Celui de al treilea grup 1i incumba
strategiile ce tin de legdturile asocia-
tive, care stau la baza strategiilor de
pozitionare, in conformitate cu dedu-
cerile facute de catre J. R. Rossiter
si L. Persi.

— Tn grupul al patrulea — strategii la
baza carora std gradul de compe-
titivitate [6].

— Tn al cincilea grup se includ strategiile
selectate din punctul de vedere al
oferirii unei valori clientului.

— Cel de-al saselea grup incadreaza stra-
tegiile ce tin de sursele de pozitionare
strategica, conform lui M. Porter [6].

Studiile stiintifice iau in considerare patru
tipuri principale de pozitionare a unui obiect, pre-
cum: intreprinderea, produsul, marca si persoana.

In baza cercetirilor efectuate, autorul
propune cinci etape principale in dezvoltarea
unei strategii de pozitionare.

Tn primul rand, este necesar si se efec-
tueze segmentarea pietei si selectarea seg-
mentelor-tinta.

Tn al doilea rand, se impune explorarea
tuturor preferintelor publicului-tinta.

Tn al treilea rand, trebuie si se facd ana-
liza si compararea concurentilor prin intermediul
criteriilor identificate, pentru a determina avanta-
jele competitive ale companiei sau ale produsului.

n al patrulea rand, are loc dezvoltarea
strategiei de pozitionare in sine, precum si elabo-
rarea unui program de comunicare de marketing.

Ultima etapa implica introducerea strate-
giilor de pozitionare.

Pentru a dezvolta eficient si a simplifica
alegerea strategiei de pozitionare, este necesar sa
se concentreze asupra clasificarii.

In continuare, propunem o clasificare a
strategiilor de pozitionare a produselor in baza
cercetarii efectuate (tabelul 1).
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of a competitive position according to
E. Rice and J. Trout [7].

- The third group — strategies from the
point of view of associative links that
underlie the positioning strategies
according to J. R. Rossiter, L. Persi.

- The fourth group — strategies according
to the degree of competiveness [6].

- The fifth group — strategies in terms of
providing customer value.

- The sixth group — strategies in terms of
sources of strategic position according
to M. Porter [6].

Scientific studies cover four main types of
positioning of an object, such as: enterprise,
product, brand, and person.

Based on the conducted research, the author
proposes five main stages in the positioning
strategy development.

Firstly, it is necessary to carry out market
segmentation and target segments selection.

Secondly — to study all the preferences of
the target audience.

Thirdly — to analyse and compare com-
petitors according to the identified criteria, and to
determine the competitive advantages of the
company or the product.

Fourthly — to develop the positioning
strategy, as well as the marketing communication
programs.

The last stage involves the implementation
of positioning strategies.

In order effectively develop and simplify
the selection of positioning strategy, it is neces-
sary to focus on classification.

Based on the study carried out, the follo-
wing classification of product positioning strate-
gies is proposed (table 1).

—  wm



BUSINESS ST ADMINISTRARE / BUSINESS AND ADMINISTRATION

Tabelul 1/Table 1
Tipologia strategiilor de marketing pentru pozitionarea produsului/
Classification of marketing strategies for product positioning

Nr. crt./| Criteriul de clasificare/ Tipuri de strategii de pozitionare/

No. Classification feature Types of positioning strategies
1. Strategia preturilor ridicate si scazute/
Strategii de pret/ High and low pricing strategy

Pricing strategies Strategia preturilor zilnice scazute/
Daily low price strategy
Strategie de reducere si bonus/

Discount and bonus strategy

2. Strategii netarifare/
Non pricing strategies

Pozitionarea bazata pe calitatea produsului/
Positioning based on product quality.

Pozitionarea bazatd pe clasa de produse/

Positioning based on product class.

Pozitionarea bazata pe tehnologia de fabricare a produselor/
Positioning based on product production technology.
Pozitionarea bazatd pe ambalaj/

Positioning, based on the package.

2.1. in functie de caracte-
risticile functionale

ale produsului/
Depending on the func-
tional characteristics
of the product

Pozitionarea bazatd pe simboluri culturale sau conotatii/
Positioning based on cultural symbols or associations.

si al avantajelor/ Pozitionarea bazata pe imaginea produsului/ Positioning based
In terms of the use on product image.

of emotions and benefits | Pozitionarea bazatd pe rezolvarea problemei/ Positioning,
based on the solution of the problem.

Strategia marcilor comerciale/ Trademark Strategy.

2.2. Din punctul de vedere
al utilizarii emotiilor

Sursa: elaborat de autor n baza [2, 5, 8]/ Source: Compiled by the author based on [2, 5, 8]

In functie de politica de preturi utilizatd, Depending on the pricing policy used,
de reguld, putem evidentia trei strategii de | there are usually three positioning strate-
pozitionare: (2, 4, 5] gies: [2, 4,5]

1. Strategia preturilor ridicate si scazute. 1. High and low pricing strategy. Based

Se bazeaza pe faptul ca, iniffal, produsul on the fact that the original product is

se vinde la preturi mai mari, iar, apoi . )
A o prest > 1af, 8pol, marketed at higher prices, and then the
vanzatorul face vanzarea cu reduceri; . .
seller does the sale with discounts.

2. Strategia preturilor zilnice scdzute ) ) e
consti in faptul ci preturile sunt 2. Daily low price strategy — it lies in the

;R

stabilite la nivelul preturilor obisnuite
si a preturilor cu reducere;

Strategia de reducere si de bonus pre-
supune incurajarea clientilor fideli prin
reduceri flexibile si atragerea consu-
matorilor prin promiterea unor reduceri
n viitor.

fact that prices are set at a level bet-
ween the regular prices and sales prices.

. Discount and bonus strategy — means

encouraging loyal customers through
flexible discounts and attracting consu-
mers by promising future discounts.
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Strategiile netarifare contin doud criterii

principale de clasificare:

1. Pozitionarea bazatd pe caracteristicile

functionale ale produsului:

e Porzitionarea bazatd pe calitatea produ-
sului, care implica vanzarea acestuia
cu cea mai Tnalta calitate pe piata, la un
pret egal cu cel al concurentilor.

e Pozitionarea se bazeaza pe clasa pro-
dusului, ce implicad crearea unei noi
clase de produse pe piatd, care nu are
analogii, sau pozitionarea produsului
sau langa altele, deja, existente dintr-0
clasa superioara.

e Porzitionarea intemeiatd pe tehnologia
utilizatd 1n realizarea produsului, care
se bazeazd pe producerea bunului
utilizdnd noile tehnologii moderne
importante pentru consumator.

e Porzitionarea bazatd pe selectarea am-
balajului. Aceasta presupune utiliza-
rea unui nou ambalaj, unic, care atrage
atentia si prezintd valoare pentru
consumator.

2. Pozitionarea din punctul de vedere al

utilizarii emotiilor si al avantajelor:

e Porzitionarea bazatd pe simboluri cul-
turale sau asociatii. In acest caz, pentru
pozitionarea produsului, compania uti-
lizeazd simboluri culturale specifice,
care sunt bine recunoscute de consu-
mator si disting, ulterior, produsul
companiei de cel al concurentilor.

e Porzitionarea bazatd pe imaginea pro-
dusului, care constd in folosirea ima-
ginii pozitive, deja, existente a com-
paniei pentru produse noi sau pentru a
se lansa pe o piatd noua.

e Porzitionarea bazatd pe solutionarea
problemei. Aceasta presupune oferirea
unui produs, care va rezolva o pro-
blema specificd a cumparatorului.

Strategia marcilor comerciale. Aceasta

strategie include clasarea produselor sau gru-
purilor de produse conform importantei acestora
pentru consumatori.
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Non-price strategies contain two main

classification features:

1. Positioning depending on the functional

characteristics of the product:

e Positioning based on the quality of the
product, which involves the sale to the
buyer of the product having the highest
quality on the market, at a price equal
to the prices of competitors.

e Positioning based on the class of the
product, involving the creation of a
new class of products on the market
that has no analogues or positioning its
product next to the already existing
products of another higher class.

e Positioning based on product produc-
tion technology, which is based on the
production of the product using new
modern technologies that are important
to the consumer.

e Positioning, based on the package. It
involves the use of a new unique packa-
ging that attracts attention and has
value for the consumer.

2. Positioning in terms of using emotions
and benefits:

e Positioning based on cultural symbols
or associations. In this case, for pro-
duct positioning, the company uses
specific cultural symbols that are well
recognized by the consumer and sub-
sequently distinguishing the product of
the company among competitors.

e Positioning based on product image,
which is to use the already existing
positive image of the company for new
products or entering new markets.

e Positioning based on the solution of
the problem. Suggests the offered pro-
duct will solve a specific problem of
the buyer.

Trademark Strategy. This strategy includes
ranking products or product groups based on their
importance to consumers.

_
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Pentru elaborarea unor alternative stra-
tegice, propunem un model de produs/ piata ela-
borat de catre I. Ansoff si o matrice elaborata
de D. Abel [1, 6, 8].

Astfel, modelul lui 1. Ansoff permite
utilizarea simultand a mai multor strategii si
se bazeaza pe premisa cd cea mai adecvatd
strategie de crestere intensd a vanzarilor poate
fi determinatad de decizia de a vinde produse
existente sau noi pe piete existente sau noi.
Matricea lui 1. Ansoff este menitd sd descrie
posibilele strategii ale unei Tntreprinderi pe o
piata in crestere, sa ia o decizie cu privire la
alegerea strategiei si sd serveasca drept instru-
ment de diagnosticare [1].

D. Abel a propus definirea domeniului de
afaceri in trei dimensiuni: grupurile de clienti
deserviti; nevoile clientilor; tehnologia utilizata
in proiectarea si fabricarea produsului.

Criteriile importante pentru evaluarea
activitatilor unei entitdti economice bazate pe
matricea Abel sunt: corespondenta industriei in
cauza cu directia generald a companiei pentru a
utiliza efectul sinergetic in tehnologie si marke-
ting; atractivitatea industriei si ,,puterea” afacerii
(competitivitatea).

Recomandarile pentru alegerea unei stra-
tegii bazate pe utilizarea matricei Ansoff sunt
prezentate Tn tabelul 2.

In order to development some strategic
alternatives, a model of product/ market deve-
lopment is proposed by I. Ansoff and the matrix
by D. Abel [1, 6, 8].

Thus, the model of I. Ansoff allows the
simultaneous use of several strategies and is
based on the premise that the most appropriate
strategy for the intensive growth of sales
volume can be determined by the decision to
sell existing or new products in existing or new
markets. The matrix of I. Ansoff is designed to
describe possible strategies of an enterprise in
growing market conditions, making a decision
on the choice of strategy and serves as a
diagnostic tool [1].

D. Abel proposed to define the area of
business in three dimensions: serviced groups of
customers; customer needs; technology used in
product development and production.

Important criteria for assessing the acti-
vities of an economic entity based on the Abel
matrix are the compliance of the industry in
guestion with the general direction of the com-
pany activity in order to use the synergistic
effect in technology and marketing, the attracti-
veness of the industry and the “strength” of the
business (competitiveness).

Recommendations for choosing a strategy
based on the use of the Ansoff matrix are as
follows (table 2).

Tabelul 2/ Table 2

Caracteristicile strategiilor recomandate pe baza utilizarii matricei Ansoff /
Characteristics of strategies recommended based on the use of the Ansoff matrix

Nr. Strategia/
crt./ 9 Caracteristicile/ Characteristics
Strategy
No.
1 2 3

1. |Strategia de dez-
voltare a afacerii
(penetrarea pe
piata)/ Business
Improvement
Strategy (market
penetration)

La alegerea acestei strategii, companiei i se recomandd sa acorde
atentie activitatilor de marketing pentru produsele sale de pe pietele
existente; sa efectueze un studiu al pietei-tinta, sa elaboreze masuri pentru
promovarea produselor si cresterea eficientei activitatilor pe piata./

When choosing this strategy, the company is recommended to pay
attention to marketing events for existing products in the existing
markets: to conduct a study of the target market of the enterprise, to
develop measures to promote products and increase the efficiency of
activities in the existing market.

BEl———
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Continuarea tabelului 2/ Continuation of table 2

Extinderea
produselor
(dezvoltarea
produselor)/
Product Expansion
(product
development)

Alegerea unei strategii pentru dezvoltarea produselor noi sau
imbunatatirea produselor existente a creste vanzarile. Compania poate
implementa si dezvolta pe piata deja cunoscutd, gasind si completand
nisele de piatd. Venitul, in acest caz, este asigurat prin mentinerea cotei
de piatd in viitor. Aceasta strategie este cea mai preferabild, In ceea ce
priveste minimizarea riscului, deoarece compania opereazd pe o piatd
cunoscuta./

Strategy for developing new or improving existing products to
increase the sales. The company can implement such a strategy in the
already known market, finding and filling market niches. Income in this
case is ensured by maintaining market share in the future. Such strategy is
most preferable in terms of minimizing the risk, since the company
operates in a familiar market.

Strategia de
dezvoltare a pietei/
Market
Development
Strategy

Aceasta strategie vizeazd gasirea unei noi piete sau a unui nou
segment de piatd pentru bunurile, deja dezvoltate. Venitul este asigurat
prin extinderea pietei in regiunea geografica, precum si In afara acesteia.
O astfel de strategie este costisitoare si mai riscantd decat cele anterioare,
dar mai profitabila. Cu toate acestea, intrarea directd pe pietele geografice
este dificila, deoarece acestea sunt ocupate de alte companii./

This strategy is aimed at finding a new market or a new market
segment for already developed goods. Income is provided by expanding
the market within the geographic region, as well as outside it. Such a
strategy is costly and riskier than both previous ones, but more profitable.
However, entering new geographic markets directly is difficult, as they
are occupied by other companies.

Strategia de
diversificare/
Diversification
Strategy

Aceasta implicd dezvoltarea de noi tipuri de produse simultan cu
dezvoltarea de noi piete. In acelasi timp, bunurile pot fi noi pentru toate
companiile care opereaza pe piata-tintd sau numai pentru aceastd entitate
comerciala. O astfel de strategie oferad profit, stabilitate si sustenabilitate
companiei 1n viitorul indepartat, dar este cea mai riscanta si mai scumpa./

Involves the development of new types of products simultaneously
with the development of new markets. At the same time, the goods may
be new for all companies operating in the target market, or only for
this business entity. Such a strategy provides profit, stability and
sustainability of the company in a remote future, but it is the most risky
and costly.

Sursa: elaborat de autor Tn baza [1, 2, 6, 7]/ Source: Compiled by the author based on

[1,2,6,7]

Pe baza celor expuse mai sus, conchidem
ca modelele respective sunt utilizate pentru
determinarea probabilitatii unei activitati de
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Based on the foregoing, this model is used
to determine the likelihood of successful activity
when choosing one or another type of business,
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succes atunci cand se opteaza pentru un tip sau
altul de afacere, precum si alegerea intre mai
multe tipuri de afaceri, inclusiv atunci cand se
stabileste raportul investitiilor pentru diferite
tipuri de afaceri.

Concluzii

In cercetarea data au fost studiate diverse
abordari si opinii ale oamenilor de stiintd cu
privire la definirea conceptului de strategie de
pozitionare. O atentie deosebitd a fost acordata
clasificarilor moderne ale strategiilor de pozi-
tionare create de cercetdtorii straini. Astfel, in
concluzie, putem afirma ca pentru a dezvolta si a
simplifica, Tn mod eficient, alegerea strategiei de
pozitionare, este necesard concentrarea asupra
varietatii strategiilor de pozitionare si a criterii-
lor de clasificare. Aceasta va reduce sensibi-
litatea consumatorului la pret, va reduce elasti-
citatea preturilor, ceea ce va face posibila
cresterea pretului bunurilor, cresterea profita-
bilitatii si, cel mai important lucru, obtinerea
unui avantaj competitiv strategic, al carui
beneficiar este consumatorul.

as well as choosing between various types of
business, including finding the ratio of invest-
ments for various business units.

Conclusions

The study examined various approaches
and opinions of scientists to the definition of the
concept of positioning strategy. Particular atten-
tion is paid to modern classifications of positio-
ning strategies created by foreign scientists. As a
conclusion, we can state that in order to effec-
tively develop and simplify the choice of posi-
tioning strategy, it is necessary to focus on
classification. This will help reduce the consumer
sensitivity to price, and reduce the price elas-
ticity, which makes it possible to increase the
price of goods, profitability and, what is the most
important, to gain a strategic competitive advan-
tage the carrier of which is the consumer.
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Prezenta lucrare propune spre analiza
cerintele, componentele si caracteristicile studie-
rii infrastructurii regionale, precum si influenta
acesteia asupra sistemului relatiilor social-eco-
nomice, tindnd cont ca succesul functionarii sis-
temelor socio-economice regionale depinde de
anumite conditii care oferd oportunitatea dez-
voltarii efective a productiei materiale si a me-
diului social. Rolul-cheie, in formarea acestor
conditii, 1l joacd infrastructura care, in regiuni,
deserveste un anumit teritoriu si, prin urmare,
este strans legata de acesta. Pe de o parte, rea-
lizarea potentialului economic al regiunii im-
pune anumite cerinte privind functionarea infra-
structurii, iar pe de alta parte, oportunitdtile
oferite de infrastructura conduc la ajustarea
prioritatilor si directiilor de dezvoltare socio-
economicd a regiunii. In consecintd, problemele
de dezvoltare armonioasd a regiunilor, intr-un
fel sau altul, necesita dezvoltarea infrastructu-
rii Tn baza principiilor, standardelor internatio-
nale, care pot fi incadrate Tn modelul con-
temporan de imbundtdtire a infrastructurii Repu-
blicii Moldova.

Cuvinte-cheie: dezvoltare, infrastructurd,
regiune, finantare, cheltuieli publice, reglementare.

JEL: 01,02, O4.

Introducere
Dezvoltarea infrastructurii poate fi atri-
buita factorilor-cheie ai cresterii economice re-
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This study is intended to research the requi-
rements, components, and characteristics of re-
gional infrastructure studies and its influence on
the social-economic system taking into account
that successful functioning of regional socio-
economic systems depends on certain conditions
that lend the effective development of material
production and the social environment oppor-
tunity. The key role in making these conditions
plays the region’s infrastructure that serves a
particular territory and is therefore closely lin-
ked to it. On the one hand, the realization of the
economic potential of the region implies certain
requirements regarding the functioning of the
infrastructure but, on the other hand, the oppor-
tunities offered by the infrastructure lead to the
adjustment of the socio-economic priorities and
directions of the regional development. There-
fore, the problems of a harmonious development
of the regions, in one way or another, requires
the development of infrastructure based on the
principles, international standards that need to
be included in the contemporary model for the
Republic of Moldova infrastructure improvement.

Keywords:  development, infrastructure,
region, financing, public expenditures, regulation.

JEL: 01, 02, O4.

Introduction
Infrastructure development can be attri-
buted to the key factors of regional economic
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gionale, dar, cu toate acestea, acest lucru nu este
un proces usor, deoarece necesitd costuri semni-
ficative. Astfel, conform previziunilor Organiza-
tiei pentru Cooperare si Dezvoltare Economica,
dacd rata medie anuald de crestere ramane la
nivelul actual (3,3%), atunci PIB-ul mondial se
poate dubla panad in 2035, ajungand la 145 de
trilioane de dolari. Tn acest caz, necesitatea in-
vestitiilor in infrastructurd, conform estimarilor
Institutului Global McKinsey, va fi de la 3,4 la
3,9 miliarde de dolari pe an, iar conform esti-
marilor firmei de consultantd Price Waterhouse
Coopers si Oxford Economics — vor ajunge pana
la 9 trilioane de dolari SUA (pentru anul 2025),
ceea ce denotd necesitatea studierii infrastruc-
turii in scopul realizarii potentialului economic
al unei regiuni [1].

Existd exemple internationale referitoare
la importanta dezvoltarii infrastructurii. Astfel,
incepand cu anii 2000, China, anual, investeste
in infrastructura 8-10% din PIB (in principal, in
transporturi). In India, finantarea proiectelor de
infrastructura este de 4-6% din PIB, iar Brazilia
intentioneaza sd-si modernizeze infrastructura
energeticd, pentru care va cheltui 800 de mili-
arde de dolari. Mexicul a adoptat un Plan Natio-
nal de Dezvoltare a Infrastructurii, conform
caruia 270 de miliarde de dolari sunt alocati,
timp de sase ani, in domenii precum Transportul
si utilitatile publice. Franta intenfioneazd sa
construiasca, pana in anul 2020, 6000 km de noi
linii de mare viteza, estimate la 25 de miliarde
de euro investitii.

Potrivit companiei McKinsey, pentru a
mentine infrastructura la nivelul tarilor dezvol-
tate, valoarea totalda a activelor infrastructurii ar
trebui sd fie de aproximativ 70% din PIB. Cu
toate acestea, existd tari in care acest procent
poate fi mai mic, 64% in SUA, 57% in Marea
Britanie [1], dar, pentru Republica Moldova,
nivelul scdzut al activelor de infrastructurd este
inacceptabil, deoarece toate tipurile de infra-
structura sunt reprezentate in tara noastra: sec-
torul transporturilor (cuprinde drumurile, calea

o [

growth, but still, this is not an easy process
because it requires significant costs. Therefore,
according to the Organization for Economic Co-
operation and Development forecast, if the ave-
rage annual growth rate remains at the current
level (3.3%), then global GDP may double by
2035, reaching 145 trillion dollars. In this case,
the need for infrastructure investments, estimated
by the Global McKinsey Institute, will range
from USD 3.4 to USD 3.9 billion per year, and
according to the estimates of Price Waterhouse
Coopers and Oxford Economics — they will be up
to 9 trillion US dollars (for 2025), which points
the need in studying the infrastructure in order to
realize the economic potential of a region [1].

There are many examples in the world
about the importance of infrastructure develop-
ment. Since 2000, China annually, has invested
in infrastructure 8-10% of GDP (mainly in
transport). In India, the infrastructure projects
financing is 4-6% of GDP, Brazil plans to mo-
dernize its energy infrastructure, for which it will
spend 800 billion dollars. Mexico has adopted
a National Infrastructure Development Plan,
according to which 270 billion dollars are
allocated for six years in such areas as Transport
and public utilities. France plans to build 6,000
km of new high-speed lines by 2020, estimated at
EUR 25 billion.

According to the McKinsey company, in
order to maintain infrastructure at the level of
developed countries, the total assets of the infra-
structure should be around 70% of GDP. Howe-
ver, there are countries where this percentage
may be lower, 64% in the USA, 57% in the UK
[1]. However, for the Republic of Moldova, the
low level of infrastructure assets is unacceptable,
as all types of infrastructure are represented in
our country: transport sector (involves roads,
railways, ports, air transport); the energy produc-
tion and supply sector, the water supply infra-
structure etc. Therefore, taking into account the
geographical position of the country and the
challenges faced by the national economy, it is
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ferata, porturile, transportul aerian); sectorul de
producere si furnizare a energiei, infrastructura
de aprovizionare cu apa etc. Prin urmare, tinand
cont de pozitia geografica a tarii si de sarcinile
cu care se confruntd economia nationald, este
necesara o implicare activa pentru dezvoltarea
complexului de infrastructura. De aceea, cauzele
studierii infrastructurii si impactului acesteia
asupra dezvoltdrii economice constau in faptul
ca viabilitatea tarii si a regiunilor sale este, in
mare masurd, determinatd de starea si conditiile
obiectelor de infrastructurd, fapt pentru care
trebuie sd se tind cont cad aceasta joaca un rol
determinant in sistemul relatiilor socio-economice
ale unei tari, iar, in particular, ale unei regiuni.

Metode aplicate

Metodologia de cercetare comportd un
caracter analitic preponderent axat pe cercetarea
literaturii de specialitate, ndeosebi a principiilor
teoretice ale conceptului de infrastructura, me-
todelor si tehnicilor de selectare a datelor (suport
informativ-factual), a metodelor si tehnicilor de
prelucrare a datelor (dimensiunea procesarii
calitative), de analiza logicd a procedurilor de
generalizare si sistematizare a teoriei, inductie
si deductie.

Rezultate obtinute si discutii

In prezent, existi o intelegere clard a
necesitatii de dezvoltare a infrastructurii contem-
porane atat din punct de vedere stiintific, cat si
din punct de vedere practic, iar acest lucru este
confirmat de urmatoarele circumstante:

1. Potrivit studiului Moody's Economy, efec-
tul multiplicator al investitiilor in infra-
structura este de 1,59 la 1, iar investitiile
guvernamentale in infrastructurd repre-
zintd un stimulent puternic pentru inves-
titiile private [2].

2. Imbunitatirea calitatii infrastructurii con-
duce la reducerea costurilor ce tin de
transport, energie si telecomunicatii si la o
crestere a productivitatii altor factori de
productie, inclusiv a potentialului fortei
de munca.
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needed for an active activity of the infrastructure
complex development. That’s why the viability
of the country and its regions is largely deter-
mined by the state and conditions of infrastruc-
ture objects are the reasons for studying the
infrastructure and its impact on economic deve-
lopment and it should be taken into account that
it plays a determinant role in the country’s and
region’s socio-economic relations system.

Applied methods

The article methodology has an analytical
character mainly focused on the research of the
specialized literature, especially the theoretical
principles of the infrastructure concepts, methods
and techniques of data selection (information-
factual support), methods and techniques of data
processing (dimension of quality processing), logi-
cal analysis of the procedures of theory gene-
ralization and systematization, induction and
deduction approaches.

Obtained results and discussions

Today there is a clear understanding of the
need for contemporary infrastructure develop-
ment from both points of view science and prac-
tice considerations and this is confirmed by the
following circumstances:

1. According to the Moody’s Economy study,
the multiplier effect of infrastructure invest-
ment is 1.59 per 1, and government invest-
ment in infrastructure is a powerful incen-
tive for private investments [2].

2. Improving infrastructure quality leads to
reduced transport, energy and telecommu-
nications costs and a productivity increase
of other production factors, including the
potential of the workforce.

3. Interpreting McKinsey’s estimates, we can
suppose that a further redistribution of
public investment of 1% of gross domestic
product (GDP) in infrastructure will pro-
vide employment for 1.7% of the country's
population in the economy [1].

4. The need to develop the contemporary
model of Moldova’s infrastructure deve-
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3. Interpretand estimarile lui McKinsey, pu-
tem conchide cé o redistribuire suplimen-
tard a investitiilor publice in valoare de
1% din produsul intern brut (PIB) in
infrastructura va oferi locuri de munca
pentru 1,7% din populatia tarii ocupate in
economie [1].

4. Necesitatea elaborarii modelului contem-
poran de dezvoltare a infrastructurii Repu-
blicii Moldova este dictatd de integrarea
tarii noastre in infrastructura regionald euro-
peana in contextul Parteneriatului Estic.
Conform Legii privind dezvoltarea regio-

nald [3], Republica Moldova este divizata in
urmatoarele regiuni: Nord, Centru, Sud, Gagau-
zia, municipiul Chisindu si Transnistria. In mu-
nicipiul Chisindu, sunt comasate cele mai multe
intreprinderi in care sunt concentrate 60% din
forta de munca a tarii. Pe regiuni, se atestd ca
cele mai multe Tntreprinderi sunt situate n
regiunea Centru, urmatd de regiunea Nord si
regiunea Sud. Acest fapt denotd cad elementele
componente ale infrastructurii sunt repartizate
neuniform 1n regiunile tirii $i comportd un
pronuntat caracter regional.

Analiza dezvoltarii infrastructurii in Repu-
blica Moldova, in ultimii 15 ani, a demonstrat ca
nu oferd populatiei o gamd completd de servicii
de 1inaltd calitate si accesibile in domeniul
transporturilor, sanatatii, educatiei, locuintelor si
utilitatilor etc. La datele specificate in tabelul 1,
existd o tendintd descendentd a institutiei de
invatamant: in unitatile de educatie, in anul 2010
— 1605; Tn 2017 — 1328 de unitati si spitale:
in 2010 — 73 de unitati; in anii 2017 — 71,
numarul paturilor in institutiile medicale este de
51,9 la 10.000 de locuitori. Nu existd nicio
schimbare in infrastructura de locuit: oferta de
cazare cu parametri necesari, cum ar fi furnizarea
de gaz si canalizare, este aproape la acelasi nivel.
Aceste tendinte se datoreazd nivelului extrem
de scazut al investitiillor in dezvoltarea acestor
industrii vitale.

BEl—

lopment is dictated by the integration of

our country into the European regional

infrastructure in the context of the Eastern

Partnership.

According to the Law on Regional Deve-
lopment [3], the Republic of Moldova regional
infrastructure is divided into the following regions:
North, Central, South, Gagauzia, Chisinau and
Transnistria. Most of the enterprises are con-
centrated in Chisinau, where almost 60% of the
country’s labour force works. Regarding the
regional situation, most enterprises are located in
the Centre region, followed by the North and
South regions. This indicates that the infra-
structure components are unevenly located in the
country’s regions and have a pronounced regio-
nal character.

Analysis of the Republic of Moldova infra-
structure development in the past 15 years has
shown that it does not provide the population
with a full range of high-quality and affordable
services in the field of transport, healthcare,
education, housing, and utilities etc. According to
the table 1 specified data, there is a downward
trend of the educational institution: in 2010 —
1605 units; in 2017 — 1328 units and hospitals: in
2010 — 73 units; in 2017 — 71 units, the number
of beds in medical institutions is 51,9 per 10,000
inhabitants. There are no changes in the housing
infrastructure: the accommodation supply with
such necessary parameters as gas supply and sani-
tation is almost at the same level. These trends are
due to the extremely low level of investment in the
development of these vital industries.
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Tabelul 1/ Table 1

Indicii de baza ai dezvoltarii infrastructurii Republicii Moldova in perioada 2010-2017/
Basic indexes for the Republic of Moldova infrastructure development during 2010-2017

2010

2011

2012

2013

2014

2015

2016 2017

Total institutii de
invatimant de
stat/ Total state
educational
institutions

1. Institutii de
invatdmant
primar si
secundar/
Primary and
secondary
educational
institutions

1605

1489

1571

1460

1504

1396

1481

1374

1451

1347

1414

1323

1377 1328

1291 1243

2. Elevi/ Pupils

396488

381418

367251

353207

340977

334509

333729 | 335621

Asistenta medicala/
Healthcare

Total spitale/

Total hospitals

73

73

72

72

72

71

71 71

Numarul total de
paturi/ Total No. of
beds:

22 021

22 031

22 162

20 760

20131

18 803

18 745 | 18 398

la 10000 locuitori/
at 10000 inhabitants

61,8

61,9

62,3

58,4

56,6

52,9

52,8 51,9

Planificare
regional/
Regional Planning

1. Alimentare cu
apa/ Water
supply

2. Salubritate/
Sanitation

3. Furnizarea
gazului/ Gas

supply

611

169

69697,8

643

167

70 808,4

677

158

71317,1

721

156

72 067,8

784

166

72 965,8

1044

171

73 533,9

1115 1150

169 164

78 452,578 601,6

Sursa: Datele Biroului National de Statistica [4] | Source: National Bureau of Statistics data [4]
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In rapoartele internationale, Republica
Moldova, dupa starea infrastructurii, se situeaza
pe o pozitie destul de joasa (pozitia 79 din 140),
anul 2018, cel mai dezvoltat fiind nivelul de
electrificare a tarii si densitatea cdilor ferate, iar
in alte domenii (calitatea drumurilor — pozitia
130, conexiunile aeriene — pozitia 95, alimenta-
rea cu apa potabila, sanitatie — pozitia 94 etc.),
sunt necesare eforturi sustinute de ameliorare.

Astfel, un moment esential pentru Repu-
blica Moldova este atenuarea discrepantelor so-
cial-economice, asigurarea cresterii nivelului
calitatii vietii populatiei din orasele mici si
mediul rural. In acest scop, guvernul trebuie si
amelioreze conditiile pentru o crestere stabila pe
intreg teritoriul tarii, inclusiv dezvoltarea infra-
Structurii si renovarea drumurilor, retelelor de
alimentare cu apa, sistemelor de incalzire, tel-
ecomunicatiilor etc. Insi, finantarea proiectelor
si programelor de dezvoltare regionala este efec-
tuatd din Fondul national pentru dezvoltare
regionald, ale carui alocatii anuale din bugetul
de stat, fiind de doar 1% din veniturile aprobate
sunt insuficiente pentru ameliorarea acestui sec-
tor, nemaivorbind despre crearea noilor obiecte
infrastructurale. Evident, fondurile bugetare sunt
suficiente pentru a mentine infrastructura in
stare de functionare, in timp ce extinderea i mo-
dernizarea acesteia necesitd investitii suplimen-
tare. Astfel, in Republica Moldova, sectorului
privat a inceput sa i se acorde o atentie sporita
privind dezvoltarea eficientd a infrastructurii, iar
guvernul este mai dispus sa delege implemen-
tarea proiectelor de infrastructurd citre investi-
tori, oferind posibilitate exploatdrii comerciale
ulterioare a obiectelor construite sau reconstruite.

Totodata, in conditiile dezvoltérii socie-
tatii, cerintele pentru infrastructurd sunt in con-
tinua crestere, ceea ce modificd, in mod inevita-
bil, caracteristicile sale cantitative si calitative,
schimbandu-se structura complexului infrastruc-
tural in diferite regiuni. In acelasi timp, ar trebui
sd se tina seama atat de impactul situatiei socio-
economice ntr-o regiune concretd asupra dez-
voltarii infrastructurii, cat si de efectul invers al
infrastructurii asupra dezvoltarii regionale.

BEl—

In the international reports, the Republic of
Moldova’s infrastructure conditions, according to
the global competitiveness ranking of 2018, is
rather low classed (position 79 of 140), the most
developed being the level of electrification of the
country and the density of the railways, and in
other fields (quality of roads — position 130, air
connections — position 95, reliability of water
supply, sanitation — position 94, etc.).

Thereby, an essential moment for the
Republic of Moldova is attenuation of the social-
economic discrepancies insuring the life quality
level increase in population from small towns and
rural area. With this aim, the government needs
to ameliorate the conditions for a stable increase
over the entire territory of the country, including
the infrastructure development and renovation of
roads, water supply networks, heating systems,
telecommunications etc. However, the Regional
Development Fund, whose annual allocations are
only 1% from the state budget approved reve-
nues, are insufficient for the improvement of this
sector, notwithstanding the creation of the new
infrastructure objects. Obviously, the budget funds
are enough to maintain the infrastructure in wor-
king condition, while its expansion and moder-
nization require additional investments. Hence,
the Republic of Moldova private sector has begun
to pay more attention to the infrastructure effi-
cient development and the government is more
willing to delegate the implementation of infra-
structure projects to private investors, offering
the subsequent commercial exploitation possibi-
lity of the constructed or reconstructed objects.

Although, the requirements for infrastruc-
ture are constantly increasing with the society’s
development conditions, which inevitably modi-
fies its quantitative and qualitative characteristics,
and the structure changing of the infrastructure
complex in different regions. At the same time, it
should be taken into account the impact of the
socio-economic situation in a concrete region on
the development of infrastructure and the reverse
effect of infrastructure on regional development.

According to some experts [5, p. 21], the
infrastructure influence on economic growth over
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Potrivit unor specialisti [5, p. 21], influenta
infrastructurii asupra cresterii economice, pe 0
perioada indelungata de timp, poate fi asociata
unor domenii, precum:

1) influenta directd a infrastructurii ca

factor de productie;

2) influenta prin efectul de substitutie al

altor factori de productie;

3) stimularea influentei ca motiv pentru

activarea factorilor de productie;

4) influenta pietei prin stimularea cererii;

5) influenta tehnica (tehnologica) prin

politica industriala.

Astfel, locul infrastructurii Tn economia
regionald este determinat si de functiile sale:

— distributia, care reflectd capacitatea de
alocare a resurselor (materiale, financiare,
umane etc.) intre agentii economici din
diferite regiuni ale tarii;

— comunicarea, care asigura suport informa-
tional in organizarea schimbului de pro-
duse, bunuri, servicii si alte valori,

— reglementarea, care vizeaza asigurarea for-
marii si mentinerii unui echilibru intre cerere
si ofertd pe piatd, daca, prin ,infrastruc-
turd”, in sens larg, se Intelege un complex
de structuri sau obiecte de deservire inter-
conectate, care constituie si/ sau furnizeaza
baza pentru functionarea sistemului.
Conceptul de ,infrastructura regionald”

are o definitie un pic diferitd. Potrivit acesteia,
infrastructura regiunii este un sistem organiza-
torico-economic, care deserveste complexuri
teritoriale si economice si faciliteazd adaptarea
lor la schimbaérile conditiilor pietei, asigurand
circulatia libera intra- si interregionald a mar-
furilor, materiilor prime, fortei de munca, finan-
telor, investitiilor si resurselor informationale [6,
p.51]. Principala functie a infrastructurii regio-
nale o constituie crearea conditiilor necesare
pentru mentinerea procesului normal de produc-
tie si reproducere a factorilor sai (mijloace de
productie, fortd de munca, finante, credite si
resurse naturale).

Infrastructura regionala are anumite carac-
teristici specifice, in baza carora este posibila
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a long period of time may be associated with
such areas:

1) the direct influence of infrastructure as

a production factor;

2) the influence of the substitution effect

of other production factors;

3) stimulating influence as a reason for

activating the production factors;

4) market influence by stimulating demand,;

5) technical (technological) influence through

industrial policy.

Furthermore, the place of infrastructure in
the regional economy is determined by its
functions:

— distribution, which reflects the ability of
resources allocation (material, financial,
human etc.) between economic agents
from different regions of the country;

— communication, providing informational
support in the exchange of products, goods,
services and other values organizing;

— regulation, aimed at ensuring the balance
formation and maintenance between de-
mand and supply on the market, broadly
speaking, by “infrastructure” is meant a
complex of interconnected structures or
service-providing objects, which represent
or provide basis for system functioning.
The concept of “regional infrastructure”

has a slightly different definition. According to it,
the region's infrastructure is an organizational
and economic system that serves territorial and
economic complexes and facilitates their adapta-
tion to market conditions changes, ensuring free
intra-regional and interregional circulation of
goods, raw materials, labour, finances, invest-
ments and information resources [6, p.51]. The
main function of regional infrastructure is to
create the necessary conditions for maintaining
the normal production and reproduction process
of its factors (production assets, labour, finance,
credits, and natural resources).

The regional infrastructure has certain
specific characteristics, on the basis of which it is
possible to group the infrastructure sectors in
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gruparea sectoarelor de infrastructurd si, prin
urmare, selectarea acestora din totalul ramurilor
productiei sociale, iar principalele caracteristici
si particularitati ale infrastructurii regionale pot
fi urmatoarele [7, p.111]:

1. Valoarea de servire. Ramurile care repre-
zintd o infrastructurd sustin satisfacerea
nevoilor societatii, locuitorilor regiunii si
productiei. Costul pentru crearea infra-
structurii este, in mare parte, amortizat de
productia din sectoarele industriale, pe care
le serveste (industrie, agricultura etc.).

2. Amplasarea neuniformd a obiectelor de
infrastructurd. Infrastructura regionala nu
poate fi distribuitd uniform pe Iintreg
teritoriul tarii. In acelasi timp, diferentele
dintre regiunile mai putin dezvoltate si
nivelul de echipare cu elemente de
infrastructura nu sunt la fel de clare ca in
nivelul de dezvoltare economica generala.

3. Capacitatea de infrastructurd este dife-
ritd de la o regiune la alta. Infrastructura
regionald determind, in mare masura, po-
tentialul economic al regiunii si capaci-
tatea sa economica, respectiv, capacitatea
de a dezvolta noi afaceri si industrii fara
costuri semnificative.

4. Abilitatea de cuantificare. Marea majori-
tate a elementelor de infrastructurd pot fi
cuantificate (capacitatea, lungimea, costul,
conexiunea, dimensiunea, tensiunea etc.).

5. Complexitatea dezvoltarii. Infrastructura
regionald serveste, mai degraba, ansam-
blurile de complexuri economice regio-
nale, decat sectoarele individuale, prin
urmare, abordarea sectoriala a probleme-
lor dezvoltarii sale este mai putin eficientd
decat cea complexa.

6. Inertia. Instalatiile din cadrul infrastruc-
turii regionale au o duratd indelungata de
viata, din aceste considerente, dezvoltarea
sa este, n principal, asociatd cu acumu-
larea de elemente noi la carcasele deja
existente, cu pastrarea completa a acestora
(de exemplu, liniile de transport, liniile de
comunicatie de-a lungul drumurilor). O

order to select them from the total branches of
social production. The main characteristics and
features of the regional infrastructure are the
following [7, p.111]:

1. Service value. Branches that represent an
infrastructure supporting the needs of
society, the region’s inhabitants and pro-
duction. The cost of infrastructure deve-
lopment is largely reimbursed by pro-
duction in the industrial sectors it serves
(industry, agriculture etc.).

2. Non-uniform location of the infrastruc-
ture objects. Regional infrastructure cannot
be distributed uniformly throughout the
country. At the same time, the differences
between the less developed regions and the
level of infrastructure elements equipping
are not as clear as the level of general
economic development.

3. Infrastructure capacity is different from
one region to another. Regional infra-
structure determines the economic poten-
tial of the region and its economic capa-
city, which is the ability to develop new
businesses and industries without signi-
ficant costs.

4. Quantification ability. The vast majority
of infrastructure elements can be quanti-
fied (capacity, length, cost, connection,
size, tension, etc.).

5. Development complexity. Regional infra-
structure rather serves an assemblage of
regional economic complexes than indivi-
dual sectors, so the sectorial approach to
development problems is less efficient than
the complex one.

6. The inertia. Regional infrastructure faci-
lities have long life duration; therefore its
development is mainly associated with
the accumulation of new elements in
already existing carcasses, with complete
retention (e.g. the construction of the trans-
mission lines, the communication lines
along the roads). Such inertia often makes
it difficult to achieve progressive spatial
transformations, because the radical recon-
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astfel de inertie face, adesea, dificila rea-

lizarea unor transformdri spatiale pro-

gresive, deoarece reconstructia radicala a

infrastructurii necesita costuri enorme.

Asadar, infrastructura unei economii regio-
nale este constituitd din elemente, care au carac-
teristici comune si sunt interconectate si inter-
actioneaza intre ele, fiecare dintre acestea avand
proprietati specifice. Raportul componentelor
sale formeaza structura, deci, este necesar sa se
examineze, Tn continuare, tipurile de infra-
structurd regionald si compozitia sa sectoriald
[8, p-80].

Componenta structurald a infrastructurii
economiei regionale se extinde din contul ampli-
ficarii functiilor ei in conditiile actuale, aparitia
noilor elemente, innoirea structurii, care se face
pentru atingerea obiectivelor de functionare a
statului. Din cele expuse mai sus, rezulti ca,
pentru ramurile si obiectele incluse in compo-
nenta infrastructurii, este caracteristica o anumita
mobilitate. In opinia noastra, hotarele infrastruc-
turii sunt transparente si, pe masura avansarii
progresului social, economic, inclusiv a progresu-
lui tehnico-stiintific, ea se va completa cu noi
elemente si instrumente economice,
componente i un mai bogat continut. Aceasta va

cu noi

depinde de amploarea potentialului de productie
social dependent de conditiile locale. Insd, in cea
mai mare masurd, intreaga diversitate a insti-
tutiilor infrastructurii, dupa parerea noastra, este
determinatd de structura cheltuielilor 1n eco-
nomie, de aceea, in continuare, va fi examinat
caracterul interdependentei acestor relatii.

Dupa cum se observa mai sus, conceptul de
infrastructurd regionald are un Iinteles semni-
ficativ: toate industriile, subiectii si activitatile lor
trebuie sa se afle Intr-o anumitd corespondenta
reciproca cu obiectele prevazute, precum si sa fie
gestionate la nivel de regiune. Astfel, se propune
urmatoarea clasificare a componentelor infra-
structurii si a activitatilor corespunzatoare in
economia regiunilor, asigurandu-se compozitia
flexibild pe elemente (figura 1). O astfel de abor-
dare permite sistematizarea directiilor moderne
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struction of the infrastructure requires

€normous costs.

Therefore, the infrastructure of a regional
economy consists from elements that have
common characteristics, are interconnected and
interact with one to another and each of them has
specific properties. The relationship of its com-
ponents forms the structure, so it is necessary to
further examination of regional infrastructure
types and its sectoral composition [8, p.80].

The structural composition of the regional
economy infrastructure extends from the increase
of its functions under the current conditions, the
emergence of the new elements, the renewal of
the structure, which is done in order to achieve
the objectives of the state functioning. It follows
from the above that for the branches and objects
included in the structure of the infrastructure
certain mobility is characteristic. In our opinion,
the boundaries of the infrastructure are trans-
parent and, as far as social progress, economic
progress is advanced, including technical and
scientific progress, it will be complemented by
new economic elements and tools, new compo-
nents and richer content. This will depend on the
amount of available social potential production of
local conditions. But to the greatest extent the
entire diversity of the infrastructure institutions,
in our opinion, is determined by the structure of
the expenditures in the economy, therefore
further, we will examine the character of the
interdependence connections.

As it was noted above, the regional infra-
structure concept has a significant meaning: all
industries, its subjects and activities must be in
certain mutual correspondence with the intended
objects, as well as managed at the regional level.
Accordingly, it is proposed the following classi-
fication of the components of the infrastructure
and the corresponding activities in the region’s
economy, ensuring the flexible composition by
elements, figure 1. Such an approach allows the
systematization of the modern directions of the
economic activity, which determines the accele-
rated pace of the sustainable economic develop-
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ale activitatii economice, care determina ritmul
accelerat al dezvoltarii economice durabile a
regiunii. In acelasi timp, infrastructura poate si
trebuie sa fie consideratd o baza socio-economica
pentru dezvoltarea potentialului unei economii
regionale. Infrastructura se integreaza cu com-
plexul economic general, devine un factor impor-
tant in intensificarea si eficienta acestuia si
formeaza o economie atractivd pentru investitii,
creeazd premise pentru cresterea economica si
cresterea nivelului de trai al populatiei din regiune.

Blocul

Blocul de
productie/
Manufacture
block

ment of the region. At the same time, infra-
structure can and must be considered a socio-
economic basis for the regional economy poten-
tial developing. Infrastructure integrates into the
general economic complex, becomes an impor-
tant factor in its intensification and efficiency,
and forms an attractive economy investment,
creates prerequisites for economic growth and
rising living standards for the region's population.

inovational/ Blocul de
Innovational piatd/ Market
block Elementele block

infrastructurii
regionale/ Regional

infrastructure
components

Blocul

Blocul de

investitional/
Investment block

aprovizionare/
Supplying block

Figura 1. Reprezentarea componentelor infrastructurii economiei regionale/
Figure 1. Representation of regional infrastructure components
Sursa: elaborata de autor/ Source: elaborated by the author

Majorarea cheltuielilor publice pentru
dezvoltarea infrastructurii ofera un efect multi-
plicator in economie. Cu toate acestea, in con-
ditiile moderne, tara se poate confrunta cu res-
trictii investitionale. Cel mai probabil, in urma-
torii ani, ponderea cheltuielilor publice pentru
infrastructura va fi redusd din cauza scaderii
veniturilor. Este evident ca, in astfel de conditii,
e necesar sd se schimbe formele si metodele
traditionale de gestionare a complexului de infra-
structurd, pentru a gisi noi ,,poli de crestere”.
Urgentarea perfectiondrii metodelor de organi-

BE—

Infrastructure development public spen-
ding’s increases provide a multiplier effect on the
economy. However, in modern conditions, the
country may face investment restrictions. Most
likely, in the coming years, the share of public
spending on infrastructure will be reduced due to
lower revenues. It is obvious that under such
conditions it is necessary to change the traditional
forms and methods of infrastructure management
and find new “growth poles”. The urgency of
improving the methods of spatial organization of
the economy is explained by the need to increase
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zare spatiald a economiei se explica prin nece-
sitatea de a spori calitatea vietii populatiei in
baza dezvoltarii si cresterii economiei regionale.
Inca in anul 1955, economistul Francgois Perroux,
considerat si parintele ,.teoriei de dezvoltare pola-
rizata si a polilor de crestere”, sustinea urmatoa-
rele: ,,Cresterea nu apare pretutindeni deodata; ea
se manifestd in puncte sau poli de crestere cu
intensitati variabile; ea se difuzeazd pe diferite
canale si cu efecte terminale variabile pentru
ansamblul economiei” [9, p.93]. La baza acestei
teorii, std declaratia despre rolul principal al
sectoarelor-lider ale economiei (poli de crestere),
care produc noi bunuri si servicii. Pentru aceasta,
in unele tari, de regula, in regiunile mai putin
dezvoltate din punct de vedere economic, Tn
locuri speciale, statul, Tn comun cu sectorul privat
si autoritatile locale, formeaza zone economice
libere, care joaca rol de ,,locomotive” de dezvol-
tare a regiunilor [10 p.106]. In general, polul de
crestere poate fi descris ca un teritoriu al activi-
tatii economice, iar pentru functionarea eficienta
a polilor de crestere, intre ei, se creeazd axa
dezvoltarii. Combinatia dintre polii de crestere si
axele de dezvoltare face posibild obtinerea unei
retele spatiale a stirii economice a unei regiuni
sau a unei tari in ansamblu. Teoria polilor de
crestere este folositd In mai multe tari la ela-
borarea strategiilor de dezvoltare economica
regionald. In acelasi timp, existd regiuni, care au
identificat zone economice orientate si regiuni
orientate spre crearea de noi domenii de dezvol-
tare economica sau necesitatea de a le schimba pe
cele existente. In primul caz, polii de crestere se
formeaza ca rezultat al modernizarii si res-
tructurarii fermelor industriale si agricole dezvol-
tate, crearea in cadrul acestor complexuri de
productie inovatoare — facilitati de infrastructura
(aceastd abordare este tipica regiunilor unor tari,
precum Franta, Olanda, Marea Britanie, Germa-
nia, Republica Moldova). Tn regiunile care dez-
voltd noi directii, este recomandabil sa se folo-
seascd complexuri teritoriale, ca poli de crestere,
care sa permitd utilizarea eficientd a resurselor
disponibile prin Tncorporarea lor in continuitatea
tehnologica de productie — obiecte de infrastructura.
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the quality of population life based on the deve-
lopment and growth of the regional economy.
Earlier in 1955, the economist Francois Perroux,
also considered the parent of “polarized deve-
lopment theory and growth poles”, said: “Growth
does not occur everywhere; it is manifested in
points or poles of growth with varying intensities;
it is diffused on different channels and with
variable terminal effects for the whole economy”
[9, p.93]. The basis for this theory is the state-
ment on the main role of the leading sectors of
the economy (growth poles), which produce new
goods and services. For this reason in some
countries, usually, in economically less deve-
loped regions, the state in common with the
private sector and the local authorities, form free
economic zones that act as “locomotives” for the
region’s development [10, p.106]. Generally, the
growth pole can be described as a territory of
economic activity and for the efficient operation
of growth poles, the development axis is created.
The growth poles and development axes com-
bination makes possible to achieve a spatial
network about the economic state of a region or
the country as a whole. Pole growth theory is
used in several countries to develop regional
economic development strategies. At the same
time, there are regions that have identified
targeted economic areas and regions oriented to
create new areas of economic development or to
change existing ones. In the first case, growth
poles are formed as a result of the modernization
and restructuring of developed industrial and
agricultural farms, building within these inno-
vative production facilities — infrastructure faci-
lities (this approach is typical for regions such as
France, the Netherlands, Great Britain, Germany,
the Republic of Moldova). In regions that deve-
lop new directions, it is advisable to use territo-
rial complexes as growth poles that allow the
efficient use of available resources by incorpo-
rating them into the technological continuity of
production — infrastructure objects.

Considering the high degree of modern
society urbanization, J. Boudeville expressed the
view that a regional “growth pole” could be for-
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Avéand in vedere gradul nalt de urbani-
zare al societitii moderne, J. Boudeville si-a
exprimat punctul de vedere, conform céruia un
»pol de crestere” regional poate fi format in
contextul aglomerdrii urbane sau al unui grup de
orage cu un complex de industrii in curs de
dezvoltare [11, p.39].

,Polii de crestere”, care ofera regiunilor
posibilitatea de a dezvolta infrastructura in con-
ditii moderne, sunt destul de diversi. In general,
acestia pot fi reprezentati sub forma unui sistem
organizatorico-economic, care include obiectele
de infrastructura sociald, institutionala, econo-
mica, de productie si de sustinere a vietii. Ale-
gerea unui pol depinde de un numar semnificativ
de factori de influenta, care sunt, adesea, con-
tradictorii. In acelasi timp, existi mai multe
optiuni ,.clasice”, in ceea ce priveste alegerea
»polilor de crestere”: energia, utilitdtile, trans-
portul, care trebuie sia fie in centrul atentiei,
atunci cand se iau decizii privind alegerea prio-
ritdtilor pentru dezvoltarea teritoriald, datoritd
faptului cd sunt direct legate atit cu sfera eco-
nomica a regiunilor, cat si cu cea sociala.

Concluzii

Generalizdnd cele expuse in prezentul
articol, ajungem la concluzia ca perfectionarea
continud a metodelor de cunoastere stiintifica a
strategiilor regionale, ce stau la baza evolutiei
economiei regionale si recunoasterea importan-
tei sale practice pentru republica noastrd, ca
fiind una dintre ramurile principale ale econo-
miei, va creste nivelul de dezvoltare al infra-
structurii regionale Tn R. Moldova, oferind popu-
benefice pentru amplificarea productiei atat sub
aspect calitativ (cresterea productivititii muncii),
cat si cantitativ (valoare adaugati ridicatd). In
acelasi timp, in stiinta economica, termenul de
infrastructurd regionalda reprezintd progresul
social al tarii si o intelegere a sistemului de asi-
gurare a populatiei din diferite regiuni cu noi

Infrastructura regionald acoperd diferite
aspecte ale vietii populatiei, oferd noi locuri de
MuNCa si aprovizioneaza cu resurse, iar econo-

o

med in the context of urban agglomeration or a
group of cities with an under developing complex
of industries [11, p.39].

“Growth poles” that offer regions the
opportunity to develop infrastructure under mo-
dern conditions are quite diverse. Generally, they
can be represented by the organizational and
economic system forms, which include social,
institutional, economic, production and life sup-
port objects. Choosing a pole depends on a sig-
nificant number of influence factors that are often
contradictory. At the same time, there are several
“classic” options for choosing “growth poles”:
energy, utilities, transport, which must be in the
centre of attention in decision making when are
chosen the priorities for territorial development
because they are directly linked with the region’s
economic and social domain.

Conclusions

Generalizing what is outlined in the article,
we come to the conclusion that the continuous
improvement of the scientific knowledge methods
of the regional strategies that underlie the evo-
lution of the regional economy and the reco-
gnition of its practical importance to our republic
as one of the main branches of the economy will
increase the level of regional infrastructure in the
Republic of Moldova, offering to the population
more economic opportunities and benefits for the
production productiveness development, in terms
of quality (increase labour productivity) and
quantity (high added value). At the same time, in
economic science, the regional infrastructure
concept represents the country’s social progress
and an understanding of the population insurance
system in different regions with new economic
and managerial possibilities.

Regional infrastructure covers different
aspects of people’s lives, offers new jobs and
supplies with resources, and the country’s eco-
nomy therefore adapts to market conditions,
financing limits due to its complex composition.
Infrastructure development requires a long time,
significant resources, cooperation with different
forms of ownership through private public-
private partnerships projects and the development
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mia tarii, prin urmare, se adapteaza conditiilor
pietei, limitelor de finantare datoritd compozitiei
sale complexe. Dezvoltarea infrastructurii nece-
sitd o Indelungata perioada de timp, resurse
semnificative, conlucrare cu diferite forme de
proprietate prin proiecte de parteneriat public
privat si dezvoltarea nivelului mediului de
afaceri [12]. Din aceste considerente, Republica
Moldova trebuie sa determine directia polilor de
crestere a infrastructurii, tindnd cont de condi-
tiile specifice ale fiecarei regiuni in parte Nord,
Centru, Sud, Gagduzia, municipiul Chisindu

of the business environment [12]. Therefore, the
Republic of Moldova has to determine the
direction of the infrastructure growth poles,
taking into account the specific conditions of
each region North, Central, South, Gagauzia,
Chisinau and Transnistria.

si Transnistria.

10.

11.
12.
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DIMENSIUNILE DEZVOLTARII
DURABILE SI MODUL
DE ABORDARE
N SPATIUL RURAL

Lect. univ. Liliana GRINCIUC, UASM
Igrinciuc@gmail.com

In prezent, calitatea mediului inconjurd-
tor constituie una dintre cele mai stringente
probleme globale ale omenirii, deoarece nu se
raporteaza numai la conservarea cadrului natu-
ral, ci si la supravietuirea speciei umane. Deze-
chilibrul tot mai accentuat al raportului dintre
economie §i mediu impulsioneaza la regdndirea
relatiilor dintre activitatea economica si mediul
inconjurator, formarea constiintei ecologice si
schimbarea atitudinii fata de naturd. Anume,
criza ecologica mondiala, din 1929-1933, a
constituit punctul de pornire al conceptului de
dezvoltare durabila. Ideea, care sta la baza
acestui concept, constd in asigurarea unei
calitati mai bune a vietii pentru toti locuitorii
planetei, atdt pentru generatia prezentd, cdt §i
pentru generatiile viitoare, ajungdnd ca, in
zilele noastre, dezvoltarea durabila sa repre-
zinte noul drum al umanitatii.

Cuvinte-cheie: dezvoltare durabila, dez-
voltare rurald durabila, generatie, calitate, criza
ecologica, natura.

JEL: M1, O16, QO1.

Introducere

Tn contextul Tn care una din problemele
actuale si stringente ale omenirii o constituie
conceptul de dezvoltare masivd si protectie a
mediului, prin schimbarea cursului dezvoltarii
intregii comunitati mondiale, se impune ,,un alt
tip de dezvoltare”, capabil sa asigure, pe termen
lung, cresterea economicd, imbundtatirea con-
ditiilor de mediu si conservarea resurselor natu-
rale — dezvoltarea durabilda. Termenul ,,dez-

504.03:338(478)

DIMENSIONS OF SUSTAINABLE
DEVELOPMENT AND
THE WAY OF APPROACH
IN RURAL AREA

Univ. lecturer Liliana GRINCIUC, SAUM
Igrinciuc@gmail.com

The quality of the environment is today
one of the most pressing global problems of the
mankind, because it is not only about the
preservation of the natural environment but also
about the survival of the human species. The
increasing imbalance in the relationship bet-
ween the economy and the environment, urges
the rethinking of the relations between the
economic activity and the environment, the
formation of ecological consciousness and the
change of attitude towards nature. Namely the
global ecological crisis of 1929-1933 was the
starting point for the concept of sustainable
development. The idea underlying this concept is
to ensure a better quality of life for all the
inhabitants of the planet, both for the present
generation and for the future generation. So
today, sustainable development represents the
new path of humanity.

Keywords: sustainable development, sus-
tainable rural development, generation, quality,
ecological crisis, nature.

JEL: M1, O16, QO1.

Introduction

While the mankind is confronting the
massive development of the environment by
changing the course of development of the entire
world community, “another type of develop-
ment” is required that is capable of long-term
economic growth, enhancing environmental
conditions and preserving natural resources —
sustainable development. The term *“sustainable
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voltare durabila” poate fi subiectul a numeroase
definitii si interpretari. De exemplu, se poate
defini printr-o imbunatatire generala a bunastarii
economice si sociale a locuitorilor, a mediului
institutional si fizic, in care ei traiesc. Dezvol-
tarea comunitatilor poate fi descrisa ca un proces
in care societatea este implicatd in mod activ, in
scopul mobilizarii tuturor initiativelor pentru
valorificarea resurselor proprii in beneficiul
social si economic al societitii. De foarte multe
ori, notiunea de dezvoltare se identifica frecvent
cu cea de crestere, desi ele nu sunt sinonime.
Cresterea inseamna extinderea intregii activi-
tati economice Intr-un teritoriu $i este masura-
bilda prin numarul crescand al locurilor de
munca, prin cresterea veniturilor populatiei. Pro-
gramele care genereaza aceste cresteri plaseaza
accentul pe crearea imediatd a unor locuri de
muncd, in general, cu sprijin de la stat. Dez-
voltarea are ca scop cresterea durabild a pro-
ductivitatii individuale, comunitare si institu-
tionale, ceea ce poate duce la asigurarea unor
venituri mai mari pentru indivizi.

Metode aplicate

In vederea realizarii scopului propus, au
fost utilizate urmatoarele metode de cercetare
stiintifica: metoda de analizd a literaturii din
domeniul cercetat, metoda comparativa, inductia
si deductia, abstractia stiintificd etc. Metodele
aplicate au permis o analizd profunda a celor
mai importante reflectii si constatari privind
conceptul de dezvoltare durabila, capabil sa
asigure, pe termen lung, cresterea economica,
imbunatatirea conditiilor de mediu si conser-
varea resurselor naturale.

Rezultate obtinute si discutii

Conceptul de dezvoltare durabila, formu-
lat la finele secolului al XX-lea, este relativ nou
in literatura economicd moderna, el incercand sa
traducd cit mai fidel termenul englez ,,sustai-
nability”, se mai vehiculeaza, uneori, ce-i drept,
mai rar, expresia dezvoltare sustenabild. Defi-
nitiile dezvoltarii durabile derivd, in mare
masurd, de la sensul etimologic al acestei
sintagme. Cuvantul ,,sustainable” provine din
,,sustain” — a sustine si ,,able” — capabil. De
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development” can be the subject of many defi-
nitions and interpretations. For example, it can
be defined as a general improvement in the
economic and social welfare of the inhabitants
and in the institutional and physical environment
in which they live. Community development can
be described as a process in which the com-
munity is actively involved in mobilizing all
initiatives to capitalize on its own resources for
the social and economic benefit of the society.
The notion of development is often identified
with growth, although they are not synonymous.
Growth means the expansion of all economic
activity into a territory and is measurable by the
increasing number of jobs, by increasing the
income of the population. The programs that
generate these increases emphasize the imme-
diate creation of jobs, generally with state
support. Development aims at the sustainable
growth of individual, community and institutio-
nal productivity, which can lead to higher
incomes for individuals.

Applied methods

In order to achieve the set objective, the
following methods were used for scientific
research: the method of literature analysis in the
field of research, comparative method, induction
and deduction, scientific abstraction etc. The
applied methods allowed a deeper analysis of the
most important reflections and findings about
the concept of sustainable development is requi-
red that is capable of long-term economic
growth, enhancing environmental conditions and
preserving natural resources.

Results and discussions

The concept of sustainable development
formulated at the end of the twentieth century
s relatively new in modern economic literature.
It was translated as closely as possible from the
English term ““sustainability”. The definitions
of sustainable development derive, to a great
extent, from the etymological meaning of this
syntagm. The word ““sustainable” comes from
**sustain’ and ““able”. This is the result of two
interpretations, which actually refer to “deve-
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aici, rezultd doua interpretari, care tin propriu-
zis de , dezvoltare in limitele capacitatii de
suport sau de rezistentd, de sprijin etc.”:

o Capacitate de sustinere — capacitatea
resurselor naturale de a sustine dez-
voltarea societdtii omenesti pe timp
nelimitat, adicad o utilizare durabila a
resurselor naturale.

e Capacitate de autosustinere — capa-
citatea de dezvoltare menita sa asigure
evolutia socio-economic
uman pe o traiectorie continud, fara a
afecta existenta generatiilor viitoare [8].

sistemului

Bazele dezvoltarii durabile au fost puse in
cadrul Conferintei ONU privind Mediul Uman,
de la Stockholm, in anul 1972. Inci de la
mijlocul anilor 1970, Programul ONU pentru
Mediu utiliza, pe larg, notiunea de ,,dezvoltare
fara distrugere”, iar mai tarziu, cea de ,,ecodez-
voltare”, in sensul unei dezvoltiri ecologic
acceptate, adica avand cel mai nelnsemnat
impact negativ asupra mediului inconjurator.
Sintagma dezvoltare durabila a fost acceptata
de toate tarile lumii, avand in vedere pericolul
ce ne asteapta in legdturd cu agravarea situatiei
ecologice globale, cerand implicarea fiecarui
individ la solutionarea tuturor problemelor si
evaluarea permanenta a impactului lor pe termen
scurt si lung.

Pentru prima data, sintagma de dezvoltare
durabila a fost utilizatd de cétre premierul
Norvegiei, Gro Harlem Brundtland, in anul
1987. Detinand calitatea de Pregedinte al
Comisiei Mondiale pentru Mediu si Dezvol-
tare (WCED), ea a prezentat raportul ,,Viitorul
nostru comun", cunoscut si sub numele de
Raportul Brundtland, in care definea dezvoltarea
durabila ca fiind ,,dezvoltarea care corespunde
necesitatilor prezentului, fara a compromite
posibilitatea generatiilor viitoare de a-si satis-
face propriile necesitati”. Ca o componenta
majora apare nevoia asigurarii echitatii Tntre
generatii [3, p.320].

Tntr-o formulare foarte generald si apli-
cabild oricarui sistem particular, Brown L.,
concepe dezvoltarea durabila drept ,,capacita-

lopment within the capacity to support or to
resist, etc.”:
= Support capacity — the ability of natural
resources to support the development of
human society for an unlimited period,
i.e. sustainable use of natural resources.

= Self-support capacity — the develop-
ment capacity that ensures the evolution
of the human socio-economic system
on a continuous trajectory, without
affecting the existence of future gene-
rations [8].

The foundations for the sustainable
development were laid at the UN Environment
Conference in Stockholm in 1972. Since the
mid-1970s, the UN Environment Program has
extensively used the notion of *“development
without destruction” and later of “eco design”
which means ecologically accepted develop-
ment, i.e. having the least negative impact on
the environment. The syntagm of sustainable
development has been accepted by all countries
in the world that have been aware of the dangers
that await us as the result of the worsening of the
global environmental situation, requiring each
individual to engage in solving all problems and
continually assessing their impact in the short
and long term.

For the first time, the concept of sus-
tainable development was used by the Prime
Minister of Norway, Gro Harlem Brundtland in
1987. As President of the World Environment
and Development Committee (WCED), he
presented the report “Our Common Future” as
the Brundtland Report defining sustainable
development as ““development that meets the
needs of the present, without compromising the
ability of future generations to meet their own
needs”. Its major idea is the need to ensure
fairness between generations [3, p.320].

In a very general formulation applicable
to any particular system, Broun L. conceives
sustainable development as ““the ability of a
system to maintain a well-defined level of per-
formance over time, and, if required, to raise
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tea unui sistem de a mentine un nivel bine definit
de performantd in timp, §i, dacd i se impune, de
a ridica acest nivel prin legaturile sale cu alte
sisteme, fara a-si diminua potentialul propriu pe
termen lung” [1, p.86].

Autorul Campeanu V. si altii definesc dez-
voltarea durabild ca pe un ,,proces de schim-
bare, in care exploatarea resurselor, directia
investitiilor, orientarea dezvoltarii tehnologice
si schimbarea institutionald sunt coordonate
atdat cu nevoile din viitor, cat si cu cele din
prezent” [2, p.11].

Profesorul universitar roman Constantin
Popescu, pe baza unei analize de fond, constata
cd modelul traditional de dezvoltare, in con-
fruntare cu marile probleme energetice si eco-
logice, a cedat locul noului concept de dez-
voltare durabild, care presupune ,,0 noud
atitudine fata de mediul ambiant, modificarea
relatiilor dintre om §i natura in sensul stabilirii
unui nou parteneriat intre cele doud entitafi, a
echilibrului si armoniei intre ele” [4, p.169].

Autorul Vadineanu A. sustine cd dezvol-
tarea durabila este un proces lent de schimbari,
care permite folosirea pe termen lung a me-
diului, astfel incat dezvoltarea economicd sd
ramana posibild concomitent cu mentinerea
calitatii mediului la un nivel acceptabil [6].

Brown L. este de parerea ca apare nevoia
de a suprapune ecologia economiei cu cea a
socialului si, respectiv, nevoia de a integra cerin-
tele ecologice in evaluarea activitdtilor econo-
mice si sociale [1].

Dezvoltarea durabila urmareste si incearca
sd gaseasca un cadru teoretic stabil pentru luarea
deciziilor, in orice situatie, In care se regaseste
un raport de tipul om-mediu, fie ca e vorba de
mediul inconjurator, mediul economic
mediul social.

Astfel, provenita din confruntarea socie-
tatilor cu crizele ecologice, dezvoltarea durabild
se manifestd ca o actiune la nivelul intregii
societati, cu includerea problematicii mediului in
contextul general al societatii. De aici si apare
cerinta majorad ca principiile ecologice ale dez-
voltarii durabile sa fie inglobate in procesele

sau
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this level through links with other systems
without undermining their own long-term
potential [1, p.86].

Céampeanu V. and others defines sustai-
nable development as a “process of change in
which the exploitation of resources, the direc-
tion of investment, the orientation of technolo-
gical development and the institutional change
meet both the future needs and the present ones”
[2, p.11].

Romanian University Professor Constan-
tin Popescu, on the basis of a background ana-
lysis, states that the traditional development
model, in confrontation with the great power and
ecological problems, gave way to the new con-
cept of sustainable development, which implies
“a new attitude towards the environment, the
relations between man and nature in order to
establish a new partnership, balance and
harmony between the two entities™ [4, p.169].

Viadineanu A. states that sustainable deve-
lopment is a slow process of change that allows
the long-term use of the environment, so that
economic development remains possible while
maintaining the quality of the environment at an
acceptable level [6].

Brown L. believes that there occurs a need
to overlap the ecology of the economy with that
of the society and thus there occurs the need to
integrate ecological requirements when asses-
sing economic and social activities [1].

Sustainable development pursues and tries
to find a stable theoretical framework for
decision making process in any situation where a
human-environment relation exists, whether it is
an environmental, economic or social one.

Thus, originating from the confrontations
of the societies with ecological crises, sustai-
nable development can be expressed as an action
at the level of the entire society, with the inclu-
sion of environmental issues in the general
context of the society. Here appears the major
requirement: the ecological principles of sus-
tainable development should be embedded in
global economic and social processes within a
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economice si sociale globale, In cadrul unei
abordari tridimensionale a problematicii dez-
voltarii durabile.

three-dimensional approach to sustainable deve-
lopment issues.

=
Come D

N
G

Figura 1. Dimensiunile economica, sociala si ecologica si interactiunile dintre ele/
Figure 1. Economic, social and ecological dimensions and the interactions between them
Sursa: elaborata de autor in baza [3, p.21]/ Source: elaborated by the author [3, p.21]

Legenda:

a) pericole ce privesc sanatatea populatiei
sau au impact asupra conditiilor de
viata si de munca;

presiuni asupra resurselor mediului;
actiunile de constientizare a cetatenilor
cu privire la problemele ecologice;
consumul de forta sub aspect cantitativ
si calitativ;

problematica distribuirii venitului; si-
tuatia locurilor de munca disponibile;
implicarea problemelor de mediu in
productie, cu accent pe resurse si eva-
cuarea deseurilor;

f) actiuni de natura presiunilor asupra
mediului si enuntarea investitiilor in
protectia mediului [3].

Dezvoltarea durabila in plan economic
presupune diversificarea economicd, accesul la
servicii si protectia mediului ce sunt necesare
pentru asigurarea succesului si durabilitatii dez-

b)

voltarii rurale. De asemenea, dezvoltarea rurala
trebuie privita din perspectiva globala a spatiului
european. Pentru a stopa declinul zonelor rurale,
este nevoie de organizarea acestui spatiu, astfel
incat sd devind mai putin dependent de centrele
economice. Trebuie, apoi, sd ne asigurdm ci
existd piata pentru produsul nostru, sa urmarim
cum se modifica aceastd piatd in timp si sa ne

El—

The legend:

a) health hazards of the population influ-
encing living and working conditions;
pressures on environmental resources;
actions to raise citizens awareness of
environmental issues;

power consumption in quantitative and
qualitative terms;

the issue of income distribution; the
situation of available jobs;

involvement of environmental issues in
production, focusing on resources and
waste disposal;

f) actions of pressures on the environment
and the disclosure of investments in
environmental protection [3].

Sustainable economic development requi-
res economic diversification, access to services
and environmental protection that are needed to
ensure the success and sustainability of rural
development. Rural development must also be
seen from the global perspective of the European
area. In order to stop the decline of rural areas, it
is necessary to make this space less dependent
on economic centers. Then we need to make
sure that there is a market for our product, to
track how this market changes over time and to
adapt ourselves on the go to the requirements of
the market. We also need to have a work team,

b)
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adaptim din mers la cerintele pietei. Avem
nevoie si de o echipa de lucru, familia sau alti
membri. Tnscrierea intr-o asociatie de profil ne-
ar putea fi de folos mai ales pe segmentul
informarii si al desfacerii produselor.

Ca orice actiune §i activitate desfasurata,
dezvoltarea in plan economic trebuie sa aiba loc
in conditii de rentabilitate si sa actioneze pe
toate caile pentru a avea exploatatii ferme si
viabile, deoarece agricultura este elementul deter-
minant al dezvoltarii rurale in majoritatea
spatiilor rurale. Acest lucru nu inseamna, nsa,
ca dezvoltarea rurald se rezuma doar la dez-
voltarea agriculturii. In tarile cu economie in
curs de dezvoltare, locul principal este detinut
de agricultura.

Principiile dezvoltarii durabile rurale la
nivel economic:

— economie rurald prospera, competitiva

si eficientd;

— agricultura durabila si competitiva, care
sd furnizeze rezerve adecvate de hrana
sanatoasd si sd acopere nevoile con-
sumatorilor;

— economie diversa si dinamica, cu ser-
vicii si initiative locale, care sa creeze
locuri de munca.

In plan ecologic, principiile dezvoltarii
durabile a spatiului rural trebuie sia fie in
concordantd cu dezvoltarea in plan economic si
social si sa evite degradarea mediului. Principiile
dezvoltarii durabile in conditii ecologice sunt:

= regenerarea resurselor naturale i pas-
trarea stocului lor natural la un nivel
acceptabil;

= reducerea poluarii la un ,,nivel minim
de siguranta”;

= respectarea limitelor pentru conser-
varea biodiversitatii;

= evitarea ireversibilitdtii efectelor pro-
ceselor economice.

Protectia mediului constituie elementul
fundamental al dezvoltarii rurale durabile si
trebuie sa fie In concordantd cu principiile prac-
ticarii unei agriculturi durabile. Tn prezent,
marea majoritate a agricultorilor, in scopul cres-
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family members or other members. Signing up
into a profile association could be of benefit to
us in particular in the information and product
marketing segment.

Like any action and activity, economic
development must be carried out in a cost-
efficient way and act in all the directions in
order to have firm and viable farms, as agri-
culture is the determinant element of rural
development in most rural areas. This does not
mean, however, that rural development is
limited to the development of agriculture. In
emerging economies, the main place is owned
by agriculture.

Principles of sustainable rural develop-
ment at economic level:

— a prosperous, competitive and effi-

cient rural economy;

— sustainable and competitive agricul-
ture providing adequate food supplies
and covering consumers’ needs;

— a diverse and dynamic economy with
local services and initiatives to create
jobs.

From the ecological point of view, the
principles of sustainable rural development must
be consistent with economic and social deve-
lopment and avoid environmental degradation.
The principles of sustainable development under
ecological conditions are:

= regeneration of natural resources and
preservation of their natural stock at
an acceptable level;

= compliance with the “limits for bio-
diversity conservation”;

= respecting the limits for biodiversity
conservation;

= avoiding the irreversibility of econo-
mic processes effects.

Environmental protection is the funda-
mental element of sustainable rural development
and must be consistent with the principles of
sustainable agriculture. At present, the vast
majority of farmers, in order to increase their
productivity per hectare, use chemical fertilizers
and pesticides at a certain dose. The higher the
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terii productivitatii la hectar, utilizeaza ingra-
sdminte chimice si pesticide intr-O oarecare
doza. Cu cat dozele sunt mai ridicate, cu atat
efectele negative asupra mediului si ecosiste-
melor naturale sunt mai pronuntate.

Practicarea unei agriculturi durabile are
ca scop: mentinerea calitatii solului si asigurarea
unei corelatii optime intre cantitatea si calitatea
alimentelor, sandtatea oamenilor i mentinerea
calitatii mediului inconjurator. Realizarea aces-
tor corelatii de echilibru poate fi asigurata prin
practicarea unei agriculturi alternative a cérei
functie-obiectiv este determinatd de restrictii
ecologice si de productie. Ca directii de actiune
sunt necesare desfasurarea urmatoarelor activi-
tati: rotatia culturilor; reciclarea resturilor de
culturi si a gunoiului de grajd; folosirea ingrasa-
mintelor chimice, a pesticidelor si a altor sub-
stante chimice in doze restrictionate; extinderea
culturilor de protectie si ameliorare a solului,
inclusiv leguminoase fixatoare de azot (soia,
mazdrea, lucerna etc.); combaterea integratd a
bolilor si ddunatorilor.

Actionand in spiritul dezvoltarii rurale
durabile, trebuie evitatd, cu orice pret, distru-
gerea solului din considerente economice, care
au rezultate scontate pe termen scurt, insa, pe
termen mediu si lung, pot avea efecte cu
implicatii negative.

Dezvoltarea durabild a spatiului rural nu
reprezintd numai obtinerea de produse agricole
de buna calitate si nepoluate, ci si asistarea
procesului de prelucrare a produselor agricole
in produsele alimentare, pe baza proceselor
tehnologice de fabricatie. In general, proce-
satorii de materii prime urmaresc, prin reali-
zarea proiectelor de investitii, obtinerea indica-
torilor de eficientda economicd maximd, in
scopul dezvoltarii aspectului economic. Strate-
giile de dezvoltare durabili ii obligad pe proce-
satori sd-si analizeze proiectele si din punct de
vedere ecologic, care conduc, de obicei, la
cresterea costurilor. In concluzie, mentionim ca
este necesar ca activitatea economica sa fie
analizatd si din punctul de vedere al efectelor
sale Tn plan ecologic.
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doses, the more negative the effects on the
environment and the natural ecosystems are.

Sustainable agriculture aims at: main-
taining soil quality and ensuring an optimal
correlation between food quantity and quality,
human health and maintaining the quality of
the environment. The achievement of these
balanced correlations can be ensured by practi-
cing alternative agriculture whose objective
function is determined by ecological and pro-
duction restrictions. The following activities are
needed as action directions: crop rotation; crop
residues and manure recycling; the use of che-
mical fertilizers, pesticides and other chemicals
in restricted doses; extension of protection and
soil improvement crops including nitrogen-
fixing legumes (soy, peas, lucerne, etc.); inte-
grated disease and pest control.

Following the principles of sustainable
rural development, soil destruction should be
avoided for economic reasons, which have short-
term results but in the medium and long term
can have negative effects.

Sustainable development of rural space is
not only about obtaining ecologic agricultural
products of good quality, but also assisting the
process of processing agricultural products in
food products based on technological manu-
facturing procedures. Generally, raw material
processors aim to achieve the maximum eco-
nomic efficiency indicators in order to develop
the economic aspect by realizing the investment
projects. Sustainable development strategies
force processors to analyze their projects from
an environmental point of view, which usually
leads to higher costs. In conclusion, we can
mention that it is necessary to analyze the
economic activity from the point of view of its
ecological effects.

The main objective of rural development
policy is to maintain rural communities in a
viable state: the competitiveness of agriculture is
essential but not sufficient. Economic diversi-
fication, access to services and environmental
protection are necessary to ensure the success
and sustainability of rural development. Rural

Revista / Journal ,,ECONOMICA™ nr.2 (108) 2019



ECONOMIE FUNDAMENTALA SI APLICATIVAI FUNDAMENTAL AND APPLIED ECONOMICS

Principalul obiectiv al politicii de dezvol-
tare rurala rezida In mentinerea comunitatilor
rurale in stare viabila: competitivitatea agricul-
turii este esentiald, dar nu suficientad. Diversi-
ficarea economica, accesul la servicii si protectia
mediului sunt necesare pentru a asigura succesul
si durabilitatea dezvoltarii rurale. De asemenea,
dezvoltarea rurala trebuie privita din perspectiva
globald a spatiului european. in plan socio-
ecologic, optimumul dezvoltarii durabile poate fi
asigurat prin;

e Sporirea accesibilitatii la masurile eco-
logice prin adoptarea celor mai viabile
variante, care sa satisfaca in totalitate
cerintele de mobilitate ale societatii;

e Asigurarea transparentei tuturor masu-
rilor §i explicitarea acestora, concomi-
tent cu Incurajarea participarii publice
la dezbaterea utilitatii, scopului si
costurilor acestor actiuni;

e Evaluarea impactului social si ecologic
inaintea aplicarii oricarei actiuni;

e Asigurarea unei permanente informari
si educdri in spiritul promovarii masu-
rilor ecologice;

e Acordarea prioritatii in dezvoltarea sis-
temelor de transport, In favoarea celor
ecologice, cu impact negativ, minim
sau nul;

e Reorientarea si reorganizarea tuturor
modurilor de transport in directia ma-
surilor ecologice;

e Minimizarea producerii §i evacudrii de
reziduuri, pentru fiecare faza a ciclului
de viata al vehiculelor, concomitent cu
reciclarea acestora;

e Stoparea degradarii habitatelor, divi-
zarii ecosistemelor si a pierderilor de
terenuri agricole sau cu menire sociala.

Dezvoltarea durabila in plan social cons-
tituie, de fapt, asigurarea conditiilor de viata la
nivelul conditiei umane, pentru toate localitatile
si regiunile, unde este prezentad activitatea
umana. Nu toate regiunile ofera aceleasi conditii
de dezvoltare economico-sociala.
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development must also be seen from the global
perspective of the European area. At the socio-
ecological level, the optimum sustainable deve-
lopment can be ensured by:

e Enhancing accessibility to environ-
mental measures by adopting the most
viable options that fully meet the
mobility requirements of the society;

e Ensuring the transparency of all mea-
sures and their explanation, while
encouraging public participation in
debating the usefulness, purpose and
cost of these actions;

e Assessing the social and environmen-
tal impact before applying any action;

e Ensuring continuous information and
education for the promotion of ecolo-
gical measures;

e Giving priority to the development of
environmentally friendly transport
systems with negative, minimal or
zero impact;

e Reorienting and reorganizing all mo-
des of transport towards environ-
mental measures;

e Minimizing the generation and dis-
posal of waste for each phase of the life
cycle of vehicles and their recycling;

o Stopping habitats degradation, ecosys-
tems division and the loss of agricul-
tural or social land.

Sustainable social development is, in fact,
the provision of good living conditions for all
localities and regions where human activity is
present. Not all regions offer the same condi-
tions of economic and social development.

Sustainable rural development should be
understood as a logical mechanism that acts in
guiding the evolution of economic and social
phenomena of rural space towards individual
and community development that leads to the
improvement of the level of ,rural well-being”
and the maintenance of the balance of natural
factors. Thus, the growth of rural welfare can be
achieved by:

SR



ECONOMIE FUNDAMENTALA SI APLICATIVAI FUNDAMENTAL AND APPLIED ECONOMICS

Dezvoltarea rurala durabila trebuie inte-
leasd ca un mecanism logic, care actionecaza
in orientarea evolutiei fenomenelor economico-
sociale ale spatiului rural, spre o dezvoltare
individuala si comunitard, menitd si conduca
la ameliorarea nivelului de ,,bunastare rurala” si
a mentinerii echilibrului factorilor naturali.
Astfel, cresterea bunastirii rurale se poate
realiza prin:

— oprirea migrarii populatiei de la sat la
orag, prin crearca de alternative, care
sd-i motiveze existenta §i sa-i Stimu-
leze initiativa de actiune pentru asigu-
rarea celor necesare traiului;

— combaterea saraciei;

— stimularea si diversificarea serviciilor;

— asigurarea unor condifii minime de
viatd pentru populatia rurald, compa-
rativ cu populatia urbana;

— dreptul la o viatd mai bund, la ocrotirea
sanatatii, educatie si protectie sociala.

Tn felul acesta, trinomul sistemic ,,mediu-
economic-social”, dezvoltarea durabila scoate in
evidenta interdependenta componentelor si sub-
liniazd necesitatea realizarii egalitatii i impar-
tialitagii intre oamenii avansati la rangul de
»cetatean universal”. Pledand pentru armoni-
zarea dezvoltarii omenirii cu protejarea naturii,
expertii au ajuns la un consens in solutionarea
problemelor de mediu, capabil s& influenteze
viata sandtoasd, prosperd si stabild pe intreaga
planeta, prin normalizarea relatiei dintre situatia
economiei §i bunastarea societatii [3].

Dezvoltarea rurald durabild trebuie apli-
catd dupa principiul concentrarii si diferentierii
in favoarea zonelor cu cele mai mari necesi-
tati. Acest proces se bazeaza pe o abordare inte-
gratd, care reuneste, in cadru juridic si instru-
mental, adaptarea si dezvoltarea agriculturii,
diversificarea economicd, gestiunea resurselor
naturale, Tmbundtatirea activitatilor ce tin de
mediu, punerea Tn valoare a patrimoniului cul-
tural si a turismului.

La elaborarea programului-cadru privind
dezvoltarea rurala durabila a unei zone, trebuie

;-

— stopping population migration from
the village to the city by creating
alternatives to motivate its existence
and to stimulate its initiative to ensure
the necessary living;

— combating poverty;

— stimulating and diversifying services;

— ensuring minimum living conditions
for the rural population as compared
to the urban population;

— the right to a better life, health care,
education and social protection.

Thus, in the systemic trinom “environ-
mental-economic-social”, sustainable develop-
ment highlights the interdependence of the
components and emphasizes the need to achieve
equality and impartiality among people at the
“universal citizen” rank. Talking about the har-
mony of mankind's development with nature
protection, experts have come to a consensus in
solving environmental problems which is able
to create healthy, prosperous and stable life
on the planet by normalizing the relationship
between the economy and the welfare of the
society [3].

Sustainable rural development must be
applied according to the principle of concen-
tration and differentiation in favor of the areas
that need it the most. This process is based on an
integrated approach that brings together, within
the legal and instrumental framework, adapta-
tion and development of agriculture, economic
diversification, natural resources management,
improvement of environmental activities, valori-
fication of cultural heritage and tourism.

In the elaboration of the framework pro-
gram on sustainable rural development of an
area, an assessment of its present socio-eco-
nomic state must be made, as well as an asses-
sment of environmental conditions that highlight
the natural qualities and deficiencies produced

by human intervention.
The assessment of the socio-economic

state is based on the calculation of the specific
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intocmitd o evaluare a starii social-economice
actuale, precum si o evaluare a conditiilor de
mediu, care sd evidentieze calitatile naturale si
deficientele produse prin interventia omului.

Caracterizarea starii social-economice se
bazeazd pe calculul indicatorilor specifici, care
trebuie interpretati atat in cadrul general al tarii
careia 1i apartine teritoriul, cat si in functie
de traditiile si nivelul local al evolutiei comuni-
tatii respective.

Caracterizarea conditiilor de mediu nece-
sita evaluarea prin studii de specialitate privind
cadrul natural. Sunt necesare studii climatice,
care sa prezinte valorile medii §i valori extreme
ale principalelor elemente climatice si dinamica
lor in timp. Trebuie analizata calitatea naturald
a solurilor, productivitatea lor si factorii limi-
tativi, care impiedica valorificarea lor deplina.
Acest studiu trebuie sa ia in considerare si efec-
tul geotehniei si hidrogeologiei asupra solurilor.
De asemenea, trebuie studiatd hidrologia zonei,
de suprafata si subterand cu indicarea resurselor
disponibile de apa si a calitatii acestora etc.

Ca urmare a principiilor dezvoltarii dura-
bile propuse in Raportul Brundtland si-n
Declaratia de la Rio si datoritd eforturilor si
reusitelor in procesul de cuantificare a dezvol-
tarii durabile, au fost elaborate seturi de indi-
catori, care au asigurat, pe de o parte, intelegerea
continutului, iar pe de altd parte, masurarea si
managementul procesului de dezvoltare dura-
bila. Astfel, in anii 1995-1996, Comisia de
Dezvoltare Durabila a Natiunilor Unite a ela-
borat, sub forma unui prim set de 134 de indi-
catori, axati pe patru domenii semnificative: 41
de naturad sociala, 23 de facturd economica, 55
din domeniul mediului si 15 din sfera insti-
tutionala. Setul de indicatori a fost testat in 22 de
tari. In urma testirii, a fost generat, in anul 2000,
un set modificat, cuprinzadnd 57 de indicatori,
orientat, in principal, pentru masurarea pro-
gresului diferitelor tari catre dezvoltarea dura-
bili. In anul 2003, OCDE a elaborat Setul
Central de Indicatori de Mediu destinat sa
masoare progresul in domeniul dezvoltarii dura-
bile, cu accent pe monitorizarea integrarii
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indicators to be interpreted both within the
general framework of the country to which the
territory belongs and according to the traditions
and the local level of the evolution of the
respective community.

The assessment of environmental condi-
tions requires assessment through specialized
studies on the natural environment. Climate
studies are required to present the mean and
extreme values of the main climatic elements
and their dynamics over time. The natural
quality of soils, their productivity and the limi-
ting factors that prevent their full exploitation
must be analyzed. This study should also take
into account the effect of geotechnologies
and hydrogeology on soils. Surface and under-
ground hydrology should also be studied, indi-
cating the available water resources and their
quality, etc.

Following the principles of sustainable
development proposed in the Brundtland Report
and in the Rio Declaration and thanks to the
efforts and achievements in the process of
quantifying sustainable development, many
indicators have been developed that ensured
understanding of the content, on the one hand,
and the measurement and management of the
sustainable development procession the other
hand. Thus, in 1995-1996, the United Nations
Sustainable Development Committee produced a
first set of 134 indicators, focusing on four
significant areas: 41 in social area, 23 in eco-
nomic area, 55 in environmental area, and 15 in
institutional area. The set of indicators has been
tested in 22 countries. As the result of the test, a
modified set of 57 indicators was developed in
2000, mainly aimed at measuring the progress of
different countries in sustainable development.
In 2003, the OECD developed the Central
Environmental Indicator Set to measure progress
on sustainable development, focusing on poli-
cies monitoring the integration and conducting
comparative studies on sustainable development
on an international scale [5].

From the analytical perspective, the
Human Development Index (HDI) is a specific
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politicilor si efectuarea de studii comparative de
dezvoltare durabila la scara internationala [5].

Din perspectiva analitica, se evidentiaza,
ca indicator specific dezvoltarii durabile, Indi-
catorul Dezvoltarii Umane (IDU) ce cuprinde o
serie de parametri sociali si economici, prin care
se compard ritmul de evolutie pentru toate
statele lumii.

Un alt indicator de maxima importanta in
dezvoltarea durabild este denumit Indexul de
prosperitate economica viabila (LP.E.V.), care
se considera a fi cel mai cuprinzitor indicator al
nivelului de trai, deoarece este capabil sa
masoare simultan consumul mediu si distributia
degradarii mediului ambiant.

Consumul de cereale/locuitor este un
indicator relevant pentru nivelul de trai din tarile
cu venituri mici, Intrucat productia de cereale
este un barometru foarte sensibil la degradarea
mediului natural.

Bunastarea natiunilor este un alt exemplu
de indicator, ce aratd modul in care Banca
Mondiala urmareste cresterea sau descresterea
capitalului si, in consecintd, se poate stabili
daca tara Inregistreazd progres sau regres.
Totusi, acest indicator reflectd mai putin partea
de degradare/protectic a mediului, deoarece se
bazeaza, in principal, pe unitati monetare.

Un indicator modern si foarte recent al
dezvoltarii durabile, prin care se incearca si se
depaseasca eventualele inconvenite ale indicato-
rilor mai vechi, poartd denumirea de amprenta
ecologica si evidentiaza consumul de resurse al
unui individ, al unui grup sau intregii umanitati.
Reteaua , The Global Footprint Network”
defineste amprenta ecologicé a unei comunitati,
ca fiind ,intinderea suprafetelor terestre si de
apa, necesare pentru a asigura resursele con-
sumate de oameni, precum si pentru depozitarea
deseurilor. Toate la un nivel tehnologic deter-
minat” [7]. De fapt, acest indicator evidentiaza
impactul uman asupra mediului si demonstreaza
ca individul din specia umana isi lasa ,,amprenta
existentei sale” asupra unei arii mult mai largi,
decat 1i este necesar si i se cuvine. Astfel, prin
interpretarea acestui indicator, s-a relevat ca
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indicator of sustainable development, which
includes a series of social and economic para-
meters, which compares the pace of evolution
for all the world's states.

Another indicator of utmost importance
in sustainable development is called the Viable
Economic Prosperity Index (V.E.P.l), which
is considered to be the most comprehensive
indicator of living standards as it is capable
of simultaneously measuring the average con-
sumption and distribution of environmental
degradation.

Cereals / per capita consumption is a rele-
vant indicator for living standards in low-income
countries, as cereals production is a barometer
that is very sensitive to the degradation of the
natural environment.

Wealth of Nations is another example of
an indicator showing how the World Bank
monitors the increase or decrease of capital,
which determines whether the country is pro-
gressing or regressing. However, this indicator
reflects less of the degradation / protection of
the environment, as it is mainly based on mo-
netary units.

A modern and very recent indicator of
sustainable development that attempts to over-
come any shortcomings of older indicators is
called the ecological footprint and highlights the
resource consumption of an individual, group or
whole humanity. The “Global Footprint Net-
work” defines the ecological footprint of a
population as “the extent of terrestrial and water
areas needed to provide resources to people and
to dispose waste at a determined technological
level” [7]. In fact, this indicator highlights the
human impact on the environment and demon-
strates that the individual of the human species
leaves ,,the mark of his existence” over a much
wider area than it is necessary and proper. Thus,
by interpreting this indicator, it was shown that
the biosphere was over-utilized by more than
20% during 1961-2001 [8].

Finally, we can mention that each member
of the society, the government, the parliament,
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biosfera a fost suprasolicitata cu peste 20%, in
perioada 1961-2001 [8].

In cele din urmi, putem mentiona ci un
rol determinant in dezvoltarea durabila il au,
deopotriva, fiecare membru al societatii, guver-
nul, parlamentul, care trebuie sa aiba in vedere,
la luarea deciziilor privind promovarea unor
actiuni si lucrari de investitii, protectia mediului
inconjurdtor. Este foarte important de mentio-
nat c¢d unul din factorii ce asigurda dezvolta-
rea durabild a unei tari este Cadrul Regulatoriu
al ei. In cazul Republicii Moldova, la baza
acestui cadru regulatoriu, sta Strategia nationala
de dezvoltare durabila ,,Moldova 2030, care
a fost adaptata la nivel national si are ca obiec-
tiv principal asigurarea dezvoltarii economice
calitative si, implicit, reducerea siriciei prin
promovarea principiilor si obiectivelor dezvol-
tarii durabile.

Concluzii

Dezvoltarea durabila, avand la baza prin-
cipiile si obiectivele Raportului Brundtland si
ale Conferintei de la Rio, a devenit un obiectiv
strategic international adaptat la specificul
fiecarei tari. In conditiile crizelor ecologice ale
mediului atat la nivel global, cat si national,
apare cerinta majora ca principiile ecologice ale
dezvoltarii durabile sa fie inglobate 1n procesele
economice si sociale, din care rezultd ca dez-
voltarea durabila presupune asigurarea progresu-
lui simultan pe trei planuri: economic, social,
ecologic. Datoritd eforturilor si reusitelor in
procesul de cuantificare a dezvoltarii durabile,
s-a reusit sd se prefigureze indicatori bazati
pe componente de mediu Tn evaluarea dez-
voltarii si capabili sa stabileasca, in mod sintetic,
nivelul atins de tarile analizate sub aspectul
dezvoltarii durabile.

Tn prezent, realizarea unui sistem integrat
de indicatori IntAmpind numeroase dificultati, in
sensul c¢d impactul abordarii ramane limitat in
domenii ca masurarea sferei potentialului de
influentare si monitorizare a progreselor la tema
data. Existd neclaritati mai ales sub aspectul
metodologic, precum: obiectul masurarii, moda-
litatea de masurare, limitele spatiale si orizon-
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which must take into consideration environment
protection when making decisions in promoting
actions and works, have a decisive role in
sustainable development. It is very important to
note that one of the factors that ensure the
sustainable development of a country is its
Regulatory Framework. In the Republic of
Moldova, the basis of this regulatory framework
is the National Strategy for Sustainable Deve-
lopment “Moldova 2030”” which has been adap-
ted at national level and whose main objective is
the assurance of the qualitative economic
development and implicitly the reduction of the
poverty by promoting the principles and
objectives of the sustainable development.

Conclusions

Sustainable development, based on the
principles and objectives of the Brundtland
Report and the Rio Conference, has become an
international strategic objective tailored to the
specific features of each country. During the
environmental ecological crisis, at both global
and national scale, the major requirement is that
the ecological principles of development sus-
tainability to be embedded in economic and
social processes, from which it follows that
sustainable development implies ensuring simul-
taneous progress on three levels: economic,
social, ecological. Due to efforts and achieve-
ments obtained in the process of quantifying
sustainable development, environmental indi-
cators were developed based on the environment
components in the development assessment
that are able to synthesize the level reached by
the countries analyzed in terms of sustainable
development.

Currently, the implementation of an inte-
grated indicator system faces many difficulties,
meaning that the impact of the approach remains
limited in such areas as measuring the area of
the influence potential and monitoring progress
in the field. There are obscurities, especially in
the methodological aspect, such as: the object of
measurement; the way of measurement; space
boundaries and time horizons; the influence of
different measurement of variables on the use of
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turile de timp, influenta masurdrii diferite a
variabilelor asupra utilizarii cadrelor de indica-
tori. Se mentin si dificultiti de natura tehnica,
respectiv la utilizarea sistemului de date, mai
concret, a metodelor si tehnicilor de analizd a
calitatii datelor si, mai ales, a metodelor de co-
lectare si procesare a datelor. Si, sub aspect
institutional, este nevoie de o regindire a poli-
ticilor de integrare a sistemelor de indicatori.

La baza dezvoltarii durabile, in Republica
Moldova, std Agenda sau Strategia Nationala de
Dezvoltare Durabild ,Moldova 2030”, al carei
obiectiv principal constd in asigurarea dezvol-
tarii economice calitative si, implicit, reducerea
sdraciei prin promovarea principiilor si obiec-
tivelor dezvoltarii durabile.

indicator frames. There are also technical diffi-
culties, namely the data system, more speci-
fically the availability of continuous data series,
the quality of data and especially the methods of
data collection and processing. And, from the
institutional point of view, a rethinking of
indicators systems integration policy is needed.

At the basis of the sustainable develop-
ment in the Republic of Moldova lies the
Agenda or the National Strategy for Sustainable
Development “Moldova 2030”, whose main
objective is to ensure the qualitative economic
development and implicitly the poverty reduc-
tion by promoting the principles and objectives
of sustainable development.
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UNELE ASPECTE SI METODE
NOI PRIVIND AMORTIZAREA
IMOBILIZARILOR
CORPORALE

Drd. Mihai POPOVICI, ASEM
mpopovicil992@gmail.com

Amortizarea este un element important
din ciclul de viata al unei imobilizari corporale
amortizabile. Amortizarea reprezinta echivalen-
tul valoric al degradarii acestor imobilizari, ca
rezultat al exploatarii lor, al factorilor nocivi, al
progresului stiintific etc. Totodatd, prin amor-
tizare, investitiile in imobilizarile amortizabile
se materializeaza in produsele si serviciile pe
care le oferd entitatea. In acest articol, sunt
cercetate unele aspecte referitoare la diferite
metode de amortizare, neacceptate, deocamdata,
in legislatia contabila autohtond, probleme ce
tin de stabilirea duratei de utilizare, a valorii
reziduale, precum si schimbarea metodei de
amortizare in decursul exploatarii imobiliza-
rilor, utilizAndu-se normele standardelor natio-
nale si internationale de contabilitate, precum §i
opiniile unor autori autohtoni si straini.

Cuvinte-cheie: imobilizari corporale, amor-
tizare, mijloace fixe, duratd de utilizare, valoare
reziduala

JEL: M-41.

Introducere

Dupa esenta lor, imobilizarile corporale,
in special mijloacele fixe, se degradeaza in timp,
isi pierd din valoare (cu exceptia terenurilor), pe
masura utilizarii acestora in activitatea entitatii.
Amortizarea reprezintd echivalentul valoric al
acestei degradari, ca rezultat al exploatarii lor, al
factorilor nocivi, al progresului stiintific etc.
Totodata, prin amortizare, investitiile In imobi-
lizarile amortizabile se materializeaza in produ-
sele si serviciile pe care le ofera entitatea.
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SOME ASPECTS AND NEW
METHODS REGARDING THE
DEPRECIATION OF TANGIBLE
ASSETS

PhD candidate Mihai POPOVICI, ASEM
mpopovicil992@gmail.com

Depreciation is an important element of
the life cycle of a depreciable tangible asset.
Depreciation is the equivalent value of the
degradation of these fixed assets as a result of
their exploitation, harmful factors, scientific
progress, etc. At the same time, through depre-
ciation, investments in depreciable fixed assets
materialize in the products and services that
the entity renders. This article examines some
aspects of different depreciation methods, non-
acceptable in the indigenous accounting legis-
lation, the problems related to the establishment
of its useful life, the residual value and the
changes in the depreciation method during the
exploitation period of the fixed assets by using the
rules of the national and international accounting
standards, as well as the opinions of some local
and foreign authors.

Keywords: tangible assets, depreciation,
fixed assets, useful life, residual value.

JEL: M-41.

Introduction

According to their essence, the tangible
assets, especially fixed assets, degrade over time
as they are used in the entity's activity. Depre-
ciation is the value-equivalent of this degra-
dation as a result of their exploitation, harmful
factors, scientific progress, etc. At the same
time, by depreciating, the investments in depre-
ciable fixed assets materialize in the products
and services the entity offers.

There are various methods for calculating
depreciation, some of which are recommended
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Existd numeroase metode de calculare a
amortizarii, unele din ele fiind recomandate de
legislatia contabila nationala, altele de reglemen-
tarile internationale, dar, intr-un final, toate
urmaresc un singur scop, cel de repartizare siste-
matica a valorii amortizabile a unei imobilizari
pe durata ei de utilizare.

In aceasta lucrare, sunt cercetate unele
aspecte referitoare la diferite metode de amorti-
zare, neacceptate in legislatia contabild autohtona,
probleme ce tin de stabilirea duratei de utilizare,
a valorii reziduale, precum si schimbarea meto-
dei de amortizare dupa o anumita perioada.

In cadrul cercetarii, au fost analizate: Stan-
dardul National de Contabilitate (SNC) ,,Imobi-
lizari necorporale si corporale” [9], Standardul
International de Contabilitate (IAS) 16 ,,Imobi-
lizari corporale” [6], Directiva 2013/34/UE a
Parlamentului European si a Consiliului, din 26
funie 2013, privind situatiile financiare anuale,
situatiile financiare consolidate si rapoartele
conexe ale anumitor tipuri de Tntreprinderi
(Directiva 2013/34/UE) [4], precum si lucrarile
specialistilor autohtoni si straini.

Metode aplicate

In lucrare, a fost utilizatdi metoda com-
parativa, prin intermediul careia au fost analizate
argumentele unor specialisti in domeniu, precum
si metoda de analizd a documentelor, In scopul
identificarii similitudinilor si disimilitudinilor
dintre reglementarile contabile nationale si straine.

De asemenea, s-a recurs la metoda induc-
tiva, cu ajutorul careia au fost generalizate fapte
concrete, analizate, sintetizate si formulate con-
cluzii asupra fiecarui caz cercetat.

Rezultate si discutii

Potrivit SNC ,,Imobilizari necorporale si
corporale”, amortizarea imobilizarilor reprezinta
repartizarea sistematica a valorii amortizabile a
unei imobilizari pe perioade de gestiune ale
duratei de utilizare [9, pct. 4]. Amortizarea se
calculeaza lunar pentru fiecare obiect de evi-
dentd amortizabil pornind de la valoarea amorti-
zabila a obiectului si durata de utilizare a aces-
tuia [9, pct. 19]. In IAS 16, aceastd notiune este
definita similar [6, pct. 6].

by national tax legislation, others by inter-
national regulations, but in the end all pursuing
one single goal — the systematic division of the
depreciable amount of tangible assets for the
period of their use.

This paper examines some aspects of
different depreciation methods, which are not
accepted in the domestic accounting legislation,
the problems related to the determination of the
duration of their use, the residual value, as well
as the changes in the depreciation method after a
certain period.

In the research there were analysed: the
National Accounting Standard (NAS) “Intan-
gible and tangible assets” [9], the International
Accounting Standard (1AS) 16 “Tangible assets”
[6], the Directive 2013/34 / UE of the European
Parliament and of the Council of 26 June, 2013
on the annual financial statements, the conso-
lidated financial statements and related reports
of certain types of enterprises (Directive
2013/34 / EU) [4] as well as the work of local
and foreign specialists.

Applied methods

The comparative method, used in the
paper; this method was used to analyse the argu-
ments of specialists in the field and the method of
analysis of documents in order to identify the
similarities and dissimilarities of the domestic and
foreign accounting rules.

Another method that was also used is the
inductive method, with which there were gene-
ralized certain facts, there were analysed, syn-
thesized and drawn the conclusions on each
investigated case.

Results and discussions

According to the NAS “Intangible and
tangible assets”, the amortization of fixed assets
represents the systematic allocation of the
depreciable amount of an asset over the lifetime
of use [9, point 4]. Depreciation is calculated
on a monthly basis for each depreciable item
of inventory starting from the depreciable
amount of the item and its intended use [9, point
19]. In IAS 16 this concept is defined similarly
[6, point 6].
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In Directiva 2013/34/UE, nu este definita
si nici explicatd notiunea de amortizare, cu
exceptia amortizarii imobilizarilor necorporale,
dar este mentionat faptul cad pretul de achizitie,
costul de productie sau valoarea reevaluata, ale
activelor imobilizate a caror utilizare este limi-
tatd in timp, se reduc odatd cu ajustarile valorice
calculate pentru amortizarea sistematica a valorii
activelor in cauza pe parcursul duratei lor de
utilizare [4, art. 12].

Reglementarile contabile roménesti men-
tioneaza ca amortizarea se stabileste prin aplica-
rea cotelor de amortizare asupra valorii de intrare,
respectiv asupra valorii reevaluate a imobiliza-
rilor. La stabilirea amortizarii imobilizarilor cor-
porale, sunt avute in vedere duratele de utilizare
economicd si conditiile de utilizare a acestora
[8, pct. 238].

Pana la alegerea metodei de calcul al amor-
tizarii, este necesard stabilirea duratei de utili-
zare a imobilizdrii corporale amortizate si a
valorii reziduale a acestora.

Pentru a stabili durata de utilizare unei
imobilizari corporale, IAS 16 propune luarea in
considerare a urmatorilor factori:

e Ultilizarea preconizata a unui activ. Utiliza-
rea este evaluatd in raport cu capacitatea sau
productia fizica preconizata a unui activ;

e Uzura fizica preconceputd, care depinde
de factorii operationali, cum ar fi numarul
de ture pentru care va fi utilizat activul si
programul de reparatii si intretinere, pre-
cum si repararea §i intretinerea activului,
atunci cand nu este utilizat;

e Uzura morala tehnica sau comerciala, care
rezultd din modificarile sau Tmbunatatirile
productiei, ori dintr-0 modificare a cererii
de pe piatd pentru produsul sau serviciul
furnizat de activ;

o Limitele legale sau de naturd similara pri-
vind utilizarea activului, cum ar fi datele
de expirare a contractelor de leasing afe-
rente [6, pct. 56].

Autorul roman Bunea St. considerd cd un
inconvenient este acela cd de foarte multe ori
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The concept of depreciation is not defined
or explained in Directive 2013/34/EU, except for
the depreciation of intangible assets, but it is
noted that the purchase price or the cost of
production or the revalued value of the fixed
assets, the use of which is limited over time is
reduced with the value adjustments calculated for
the systematic depreciation of the value of the
assets concerned over their useful life [4, art.12].

The Romanian Accounting Regulations
state that depreciation is determined by applying
the depreciation allowances on the entrance
value, respectively on the revalued value of the
fixed assets. In determining the depreciation of
the tangible assets, the duration of their eco-
nomic use and conditions of this use are taken
into account [8, point 238].

Before the method of calculating the
depreciation is chosen, it is necessary to deter-
mine the useful life of the tangible fixed assets
and their residual value.

In order to determine the useful life of a
tangible asset, IAS 16 proposes to take into
account the following factors:

e The expected use of an asset. The use is
evaluated in relation to the expected phy-
sical capacity or production of an asset.

e The expected physical wear and tear,
which depends on the operational factors,
such as the number of shifts, for which the
asset and the repair and maintenance pro-
gram will be used, and the repair and main-
tenance of the asset, when it is not used.

e The technical or commercial moral wear
and tear resulting from the changes or
updates in their production or from a
change in the market demand for the pro-
duct or the service provided by the asset.

e The legal limits on the use of the asset or
similar to them, such as the expiry dates of
the related leasing contracts [6, point 56].
The Romanian author Bunea S. believes

that the drawback is that it is often impossible to
identify the pace at which the economic benefits,
generated by a concrete fixed asset, are obtained,
since not the tangible assets generate the inco-
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este imposibild identificarea ritmului in care se
obtin beneficiile economice generate de o imo-
bilizare corporald concreta, Intrucat imobilizarile
corporale nu genereaza venituri, ci activitatile
desfasurate de entitate si in care sunt implicate
imobilizarile in cauza. Totodatd, acesta sustine
ca multe mijloace fixe sunt suport, adica ele
sustin activitatea entitatii si nu sunt implicate
direct in obtinerea de beneficii [2, p.31].

Sustinem utilizarea factorilor mentionati
mai sus, dar, totodata, Indemnam ca, in practica,
sa fie aplicat rationamentul contabil, pentru
fiecare caz aparte, pentru a se stabili cat mai
exact durata de utilizare. Totodatd, suntem de
parere cd nu trebuie sa difere cu mult durata de
utilizare contabild de cea fiscald, pentru a nu
avea doua calcule total diferite.

Alt element important din calculul amor-
tizarii il constituie valoarea rezidual. In practica
entitatilor, in majoritatea cazurilor, aceasta este
nesemnificativa, datoritd tendintei entitatilor de
a utiliza imobilizarile de-a lungul Tntregii lor
durate de utilizare. Totusi, exista situatii in care
mijloacele fixe pot avea valori reziduale semni-
ficative, atunci cand entitatea detine mijloace
fixe valoroase.

Credem ca marimea valorii reziduale tre-
buie si fie direct proportionald cu marimea
mijlocului fix, deoarece, in functie de marimea
acestuia, la scoaterea din uz, pot fi obtinute anu-
mite materiale (metale vechi, metale pretioase).
Respectiv, dacid valoarea reziduald se va stabili
cat mai aproape de adevar, la scoaterea din uz a
mijloacelor fixe, vom obtine un venit echivalent
cu valoarea reziduala.

SNC ,,Imobilizari necorporale si corpo-
rale” propune calcularea amortizérii unei imobi-
lizéri printr-una dintre urméatoarele metode: metoda
liniard, metoda unitatilor de productie, metoda de
diminuare a soldului [9, pct. 22], iar IAS 16 -
metodele liniard, de amortizare degresiva si me-
toda unitatilor de productie [6, pct. 62].

Reglementarile contabile roménesti pro-
pun patru metode de amortizare: liniara, degre-
siva, accelerata si calculatd pe unitate de produs
sau serviciu [8, pct. 240], iar cele din Federatia

El—

me, but rather the activities carried out by the
entity, in which the fixed assets are involved. At
the same time, he claims that many fixed assets
are supportive, i.e. they support the activity of
the entity and are not directly involved in obtai-
ning benefits [2, p.31].

We support the use of the factors men-
tioned above, but we also suggest that the
accounting reasoning for each case be applied in
practice in order to ascertain the exact duration
of the use. At the same time, we are of the
opinion that the accounting period should not
differ significantly from the fiscal one, in order
not to have two totally different calculations.

Another important element in the amorti-
zation calculation is the residual value. In the
practice of entities, this value is insignificant in
most cases due to the tendency of the entities to
use the fixed assets over their entire lifecycle.
Yet, there are cases when the fixed assets may
have significant residual values, when the entity
holds valuable assets.

We believe that the size of the residual
value must be directly proportional to the size of
the fixed asset, since, depending on its size,
when it is removed from use, certain materials
(scrap iron, precious metals) may be obtained.
Respectively, if the residual value is established
as close as possible to the truth, when the fixed
assets are disposed of, we will obtain an income
equivalent to the residual value.

NAS “Tangible and intangible assets”
proposes to calculate the depreciation of fixed
assets by one of the following methods: the
linear method, the unit of production method,
the method of balance reduction [9, pt. 22],
while IAS 16 the linear method, the variable
declining balance method of depreciation and
the production units method [6, point 62].

The Romanian accounting regulations
propose four methods of depreciation: linear,
variable declining balance, accelerated and
calculated on the production unit or service [8,
point 240] and those of the Russian Federation
only two: the linear (uniform) method and
the non-linear, the accelerated one.
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Rusa, doar doud: metoda liniard (uniformd) si
metoda neliniara (acceleratd).

Tn continuare, vom cerceta unele metode,
care nu sunt prevazute in SNC ,,Imobilizari necor-
porale si corporale”, pentru a vedea care sunt
avantajele si dezavantajele fiecéreia dintre ele.

Dupa cum am mentionat, o metoda de
amortizare propusd de reglementérile contabile
romanesti o constituie metoda de amortizare
acceleratd. Din literatura de specialitate roma-
neasca, aflam ca aceastd metoda constd in
calcularea, la data intrdrii mijloacelor fixe in
patrimoniul entitdtii, a unei amortizari anuale de
pana la 50% din valoarea de intrare a acestora,
iar, din perioadele de gestiune urmatoare, calcu-
larea amortizarii se face dupa metoda liniara prin
raportarea valorii amortizabile rdmase la numa-
rul de ani de utilizare ramasi.

Avantajul acestui tip de amortizare consta
in faptul ca, in primul an, entitatea suportd la
cheltuieli o amortizare mai mare, ceea ce per-
mite reinvestirea sumelor nh noi mijloace fixe,
iar In urmatorii ani, cheltuielile sunt minime. Ca
urmare, pentru a beneficia de acest avantaj, se
recomanda ca aceastd metoda de amortizare sa
fie utilizata pentru mijloacele fixe cu o durata de
utilizare foarte scurtd sau entitatea sd le scoata
din functiune dupa primul an de utilizare.

Aceastd metodd o regdsim si in literatura
contabila ruseascd. Autorii rusi afirma ca metoda
de amortizare acceleratd trebuie sa fie aplicata
intr-un ,,mediu agresiv”. Prin mediu agresiv, se
subintelege raportarea acestora la factorii natu-
rali sau artificiali, care contribuie la cresterea
uzurii fizice (invechirea) a mijloacelor fixe in
procesul de exploatare. Tot aici, pot fi atribuite
si mijloacele fixe care functioneaza intr-un
mediu predispus la incendii, mediu toxic sau alt
mediu agresiv, din punct de vedere tehnologic,
care poate servi drept cauza pentru producerea
unei avarii.

Prin urmare, propunem includerea in SNC
,,Imobilizari corporale si necorporale” a meto-
dei de amortizare accelerate, pentru a putea fi
utilizata, in special, de cétre entitatile din indus-
tria grea, industria extractoare de resurse mi-
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Below we will explore some methods not
stipulated by NAS “Intangible and tangible
assets” to see what the advantages and disad-
vantages of each of them are.

As mentioned, a depreciation method pro-
posed by the Romanian accounting regulations
is the method of accelerated depreciation. In the
Romanian specialty literature, we find that this
method consists of calculating an annual amor-
tization of up to 50% of their input value at the
date of the fixed assets entry in the entity’s
patrimony and from the subsequent management
periods the calculation of the depreciation is
done according to the linear method, by repor-
ting the remaining depreciable amount to the
remaining number of years of use.

The advantage of this type of depreciation
is that in the first year the entity bears a higher
depreciation in expenditures, which allows
reinvestment of the amounts in new fixed assets,
and in the following years the expenses are
minimal. Therefore, in order to benefit from this
advantage, it is recommended that this depre-
ciation method be used for fixed assets with a
very short period of use or the entity should
decommission them after the first year of use.

This method is also found in the Russian
accounting literature. The Russian authorities
state that the accelerated depreciation method
should be applied in an “aggressive environ-
ment”. By aggressive environment, they mean
the natural or artificial factors that contribute to
increased physical wear and tear (aging) of fixed
assets in their exploitation process. Fixed assets
that operate in a fire-prone environment, toxic
environment, or other technologically aggressive
environments can also be attributed here, which
can serve as a cause for damage.

We therefore propose that the accelerated
depreciation method be included in NAS
“Tangible and intangible assets™ to be used in
particular by heavy industry entities, the mineral
resource extractor industry, or other industries,
where, in the course of their use, the fixed assets
may be subject to harmful factors.
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nerale, sau alte ramuri, in care, pe parcursul
exploatarii mijloacelor fixe, acestea pot fi supuse
unor factori nocivi.

O metoda putin cunoscutd si cercetatd in
literatura de specialitate autohtond este metoda
anglo-saxona a amortizarii degresive, denumita
metoda ,,pool”, care:

o prevede aplicarea unei rate de amor-
tizare unice de 25% asupra valorii con-
tabile a tuturor mijloacelor fixe din
aceeasi categorie;

e nu permite ajungerea la o valoare con-
tabila nula, imobilizarile fiind amorti-
zate pana la scoaterea lor din folosinta.

Avantajul metodei date il prezintd faptul
ca mijlocului fix amortizat nu este nevoie sa-i fie
stabilitd o valoare reziduala, deoarece valoarea
contabila a acestuia nu va fi niciodatd nula. De
aceea, propunem introducerea acestei metode n
legislatia contabila autohtond.

Alta metoda de amortizare specifica siste-
mului financiar anglo-saxon este cunoscuta
sub denumirea de metoda softy (sum of the
year’s digits) sau metoda cotelor descrescétoare.
Aceasta este 0 metoda regresiva de amortizare,
n care, pentru calculul cotei de amortizare, sunt
insumati anii din durata de utilizare. Suma lor
devine numitorul unei serii de fractii, care se
inmultesc cu valoarea amortizabild a activului
pentru a determina valoarea amortizarii anuale
de repartizat asupra duratei estimate de functio-
nare. La numadrdtorul fractiilor, se situeaza
cifrele fiecarui an al duratei estimate de func-
tionare, dar in ordine inversa [7, pag. 480].

Tn cazul In care un mijloc fix are un cost
de intrare de 15 mii de euro, o durata de utilizare
de 4 ani si o valoare reziduald de 2 mii de euro,
atunci suma anilor de functionare va fi 10
(1+243+4), iar amortizarea anuald va fi apoi
calculatd prin Tnmultirea valorii amortizabile 13
mii euro (15 mii — 2 mii) cu fiecare dintre
fractiile urmatoare: 4/10; 3/10; 2/10; 1/10, in
aceasta ordine de idei, cate o fractie pe an.

In practici, observim ci, prin aplicarea
metodei date, amortizarea are valoarea cea mai
mare, n primul an de utilizare, si apoi descreste
in fiecare an. De asemenea, amortizarea cumu-

o

A less known and researched method in
the native literature is the Anglo-Saxon variable
declining balance method of depreciation, called
the “pool” method, which:

o provides for the application of a single

25% depreciation rate to the carrying
amount of all fixed assets in the same
category;

e does not allow for a zero book value,
the assets being amortized until they
are taken out of use.

The advantage of this method is that the
depreciated fixed asset does not need to have a
residual value set, as its book value will never be
null. That is why we propose introducing this
method into the domestic accounting legislation.

Another method of depreciation specific
to the Anglo-Saxon Financial System is known
as the softy method (sum of the year’s digits)
or the descending rate method. This is a
regressive depreciation method, in which the
years of use are summed up for calculating the
depreciation rate. Their total amount becomes
the denominator of a series of fractions multi-
plied by the depreciable amount of the asset to
determine the amount of the annual depreciation
to be allocated over the estimated lifetime.
At the fraction counter are the numbers of each
year of the estimated life cycle, but in reverse
order [7, p. 480].

If a fixed asset has an entry cost of EUR
15 thousand, a service life of 4 years and a
residual value of EUR 2 thousand, then the sum
of the operating years will be 10 (1 +2 + 3 + 4),
and the annual depreciation will then be cal
culated by multiplying the depreciation value
by EUR 13 thousand (15 thousand — 2 thousand)
with each of the following fractions: 4/10;
3/10; 2/10; 1/10, in that order, by one fraction
in a year.

In practice, we notice that by applying the
given method, depreciation has the highest value
in the first year of use and then decreases each
year. The cumulative depreciation also increases
by a smaller amount each year. At the end the
remaining amortized value decreases each year
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lata creste, in fiecare an, cu o suma mai mica. La
sfarsit, valoarea ramasd de amortizat se dimi-
nueazi in fiecare an cu suma amortizarii anuale,
pana egaleaza valoarea reziduala [7, pag. 480].

Consideram oportund de includerea in
SNC ,,Imobilizéri corporale si necorporale”, a
metodei date de amortizare, deoarece credem ca
ea ar putea fi utilizatd, mai ales, pentru cal-
cularea amortizarii mijloacelor de transport, Th
special a autoturismelor, fiindcd acestea, In
primul an de exploatare, scad brusc in valoare,
fatd de costul de intrare initial, iar in urmatorii
ani, scad mai lent Tn valoare. Utilizarea acestei
metode va mentine un echilibru intre valoarea
contabila a autoturismelor si valoarea lor justd
sau de piata reala.

Potrivit SNC ,,Imobilizari corporale si
necorporale” si in conformitate cu politicile lor
contabile, entitatile calculeaza amortizarea unei
imobilizari, incepand cu data transmiterii in uti-
lizare sau cu prima zi a lunii, care urmeaza dupa
luna transmiterii in utilizare [9, pct. 28]. Stan-
dardele americane (US-GAAP) propun o altd
datd pentru inceperea calcularii amortizarii unui
mijloc fix. Conform conceptului american, mo-
mentul de incepere a amortizarii unui mijloc fix
se va aproxima in functie de momentul in care
acesta este pus in functiune, dupd cum urmeaza:
dacd activul este dat in exploatare la data de 9
martie, acesta va incepe sd se supund amortizarii
incepand cu 1 martie, iar daca este pus in func-
tiune la 27 mai, acesta va incepe sa fie amortizat
incepand cu data de 1 iunie. Tn cazul in care data
darii in exploatare este la mijlocul lunii, se va
opta fie pentru Tnceputul lunii curente, fie pentru
inceputul lunii viitoare [5, pag. 50].

Acest mod de stabilire a datei pentru ince-
perea calculdrii amortizarii nu corespunde pre-
vederilor SNC, dar credem ca trebuie luat in
considerare, mai ales in cazul mijloacelor fixe, a
caror durata de utilizare este mica (de 2-3 ani).
Respectiv, dacd un mijloc fix a fost pus in
exploatare la inceputul lunii (pana la data de 15),
atunci s-ar castiga cateva zile in plus de amorti-
zare. Deci, sustinem preluarea modelului ame-
rican descris mai sus.
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by the sum of the annual amortization, until
it equals to the residual value [7, p. 480].

We consider it appropriate to include in
the NAS “Tangible and intangible assets” the
method of amortization, because we believe it
could be used mainly for the calculation of the
depreciation of the means of transport, espe-
cially cars, because in the first year of exploi-
tation they suddenly decrease in value, compa-
red to the initial cost of entry, and in the coming
years it is slowing down. The use of this method
will maintain a balance between the book value
of cars and their fair or fair market value.

According to NAS “Tangible and Intan-
gible Assets” and in accordance with its accoun-
ting policies, entities shall calculate the depre-
ciation of an asset from the date of transmission
in use or the first day of the month following the
month in which the asset is put into service [9,
paragraph 28]. The American standards (US-
GAAP) propose another date for calculating the
depreciation of an asset. According to the Ame-
rican philosophy, the starting time of deprecia-
tion of a fixed asset will approximate depending
on the date it is put into operation, as follows: if
the asset is put into operation on 9 March, it will
start to be subject to depreciation from March 1,
and if put into operation on May 27, it will begin
to be depreciated as of June 1. If the date of
putting into operation is in the middle of the
month, either the beginning of the current month
or the beginning of the next month will be
chosen [5, p. 50].

This method of determining the start of
the amortization calculation does not corres-
pond to the provisions of the NAS, but we
believe that it has the right to life, especially in
the case of fixed assets whose duration of use is
small (2-3 years). Respectively, if a fixed asset
is put into service at the beginning of the month
(up to 15), then it would take a few extra days
for depreciation. So, we support the takeover of
the American model described above.

IAS 16 states that the depreciation
method applied to an asset shall be reviewed at
least at each accounting year-end and, if there is

—
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In IAS 16, se mentioneazi ci metoda de
amortizare aplicatd unui activ trebuie revizuitda
cel putin la fiecare sfarsit de exercitiu financiar
si, daca se constatd o modificare semnificativa a
ritmului preconizat de consumare a beneficiilor
economice viitoare aduse de acel activ, atunci
metoda trebuie schimbata pentru a reflecta
ritmul modificat [6, pct. 61].

SNC ,,Imobilizéri corporale si necorpo-
rale” permite ca, atunci cand se constata o modi-
ficare semnificativd in modelul de obtinere a
beneficiilor economice viitoare de la utilizarea
obiectului, metoda aplicatd de amortizare sa fie
schimbata [9, pct. 27].

De asemenea, autohton,
Apostu Andrei, recomandd ca managementul
entitdtii sd determine necesitatea revizuirii dura-
telor de utilizare si schimbarii metodei de calcu-

cercetatorul

lare a amortizarii mijloacelor fixe la finele fieca-
rei perioade de gestiune, aplicarea consecventa a
politicilor contabile Tn cursul perioadei de ges-
tiune si prezentarea unor informatii mai rele-
vante privind mijloacele fixe 1In
financiare [1, pag. 172].

Autoarea Cotoros Inga, doctor in econo-
mie, Republica Moldova, afirma ci revizuirea
metodei de amortizare, ca instrument al mana-

gementului entitatii in gestionarea propriilor

situatiile

resurse, nu trebuie aplicata decat acolo unde sunt
indeplinite conditiile care vizeazd aparitia unor
modificari in modul de consum al beneficiilor
economice viitoare. Intentia entitatii de alocare
pe costuri a unei amortizari cdt mai mari pentru
diminuarea beneficiilor nu trebuie sa influenteze
procesul de revizuire al metodei de amortizare
[3, pag. 280].

Tn opinia noastra, schimbarea metodei de
amortizare trebuie sia fie destul de motivata,
pentru a nu crea suspiciuni de marire artificiala a
cheltuielilor in scopul micsordrii profitului. De
aceea, indemnam practicienii sid apeleze la
aceasta procedura doar 1n situatii exceptionale.

O problema aferenta amortizarii mijloa-
celor fixe poate aparea 1n cazul in care un mijloc
fix, de dimensiuni mari, este compus din mai
multe elemente.

a significant change in the expected pattern of
consumption of future economic benefits embo-
died in the asset, the method shall be changed so
as to reflect the modified rhythm [6, point 61].

NAS “Tangible and intangible assets”
allows for the applied method of depreciation to
be changed, when there is a significant change in
the pattern of the future economic benefits of the
object in use [9, point 27].

In the same way the local researcher
Apostu Andrei recommends that the manage-
ment of the entity determines the necessity of
reviewing the lifetime and changing the method
of calculating the fixed asset depreciation at the
end of each accounting period, the consistent
application of the accounting policies during the
reporting period and the presentation of more
relevant information on the funds in the financial
statements [1, p. 172].

The author PhD Cotoros Inga, from the
Republic of Moldova, argues that the review of
the depreciation method as an entity’s manage-
ment tool in managing its own resources should
only be applied, when the conditions for changes
in the pattern of consumption of the future eco-
nomic benefits are met. The intention of the
entity to allocate on a cost basis the largest
depreciation for diminishing the benefits should
not influence the review process of the depre-
ciation method [3, p. 280].

In our opinion, the change in the depre-
ciation method must be reasoned enough, so as
not to create suspicions of artificially increasing
expenses in order to reduce profits. That is why,
we suggest to practitioners to use this procedure
only in exceptional circumstances.

A problem of fixed asset depreciation
may occur when a large fixed asset is composed
of several elements.

IAS 16 states that an entity may allocate
an amount initially recognized in respect of an
item of property, plant and equipment for its
significant parts and depreciates separately each
such party. For example, it might be appropriate
to depreciate separately the aircraft's casing and
engines, whether owned or held under a finance
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In IAS 16, este mentionat ci o entitate
poate aloca o suma recunoscuta initial, pentru un
element de imobilizéri corporale ale partilor sale
semnificative si amortiza separat fiecare astfel
de parti. De exemplu, ar putea fi acceptabil si se
amortizeze separat carcasa si motoarele unei
aeronave, fie ca acestea sunt in proprietate, fie
ca sunt detinute in baza unui contract de leasing
financiar [6, pct. 44]. Astfel, o entitate poate
alege sda amortizeze separat partile unui element
care nu au un cost semnificativ fatd de costul
total al elementului [6, pct. 47].

Suntem total de acord cu aceastd preve-
dere si Indemnam entitatile, care au astfel de
mijloace fixe, sd amortizeze separat elemente
din ele, intrucat elementele pot avea duratd de
viata diferitd (de exemplu, la o cladire poate fi
amortizat separat ascensorul, acoperisul si restul
cladirii).

Concluzii

Pana la efectuarea calculelor matematice,
este necesara determinarea duratei de utilizare a
imobilizarii, precum si a valorii reziduale a aces-
teia, deoarece amortizarea constituie un element
esential din ciclul de viatd al unei imobilizari
corporale amortizabile.

In acest context, trebuic si fie aplicat
rationamentul contabil pentru fiecare caz aparte,
Tn vederea stabilirii, cat mai exacte, a duratei de
utilizare. Apreciem cd nu trebuie sa difere cu
mult durata de utilizare contabila de cea fiscala,
pentru a nu avea doud calcule total diferite.
Totodata, credem ca marimea valorii reziduale
trebuie sa fie direct proportionald cu marimea
mijlocului fix, deoarece, in dependenta de mari-
mea acestuia, la scoaterea din uz, pot fi obtinute
anumite materiale (fier vechi, metale pretioase).

Pentru calcularea amortizarii, SNC ,,Imo-
bilizari necorporale si corporale” accepta doar
trei metode: liniard, a unitatilor de productie si
de diminuare a soldului. In lucrarea de fata,
autorul a mai propus alte trei metode: de amor-
tizare acceleratd, ,,pool” si ,,softy”. Toate aceste
metode prezintd anumite avantaje, de aceea,
propunem sa fie incluse in legislatia contabila
autohtona.
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lease [6, point 44]. Thus, an entity may choose
to separately depreciate the parts of an item that
do not have a significant cost over the total cost
of the item [6, paragraph 47].

We fully agree with this provision and
call upon entities, that have such fixed assets, to
separately depreciate the items from them, as the
elements may have a different lifetime (for
example, in a building the elevator, the roof and
the rest of the building can be depreciated
separately).

Conclusions

Depreciation is an important element in
the life cycle of a depreciable tangible asset.
Initially, before the mathematical calculations are
performed, it is necessary to determine the
duration of use of the asset and its residual value.

In this context, the accounting reasoning
must be applied for each separate case in order
to ascertain the exact periods of use. We believe
that there should be little difference in the
accounting and tax periods, so as not to have
two different totals. At the same time, we can
say that the size of the residual value must be
directly proportional to the size of the fixed
assets, because certain materials (scrap iron,
precious metals) can be obtained when it is
removed from use.

For calculating depreciation, NAS “Intan-
gible and Tangible Assets” accepts only three
methods: linear, production units and balance
reduction. In this paper, three other methods have
been proposed: the accelerated depreciation,
“pool” and “softy”. All of these methods have
certain advantages, so we propose to be included
in the domestic accounting legislation.

The American standards propose another
date to begin calculating fixed asset deprecia-
tion. This mode does not comply with the NAS
provisions, but we believe it has the right to life,
especially for those fixed assets, the lifetime of
which is low. So, we support taking over the
above-described pattern.

Changing the depreciation method is a
problem in accounting practice. We recommend
that if such a need arises, it should be reasonably

SN
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Standardele americane propun o altd mo-
dalitate pentru inceperea calcularii amortizarii
unui mijloc fix. Aceastd modalitate nu cores-
punde prevederilor SNC, dar credem ca are
dreptul la viatd, mai ales in cazul mijloacelor
fixe a caror duratd de utilizare este mica. Deci,
sustinem preluarea modelului descris.

Schimbarea metodei de amortizare repre-
zintd o problema in practica contabild. Reco-
mandam ca, in cazul in care apare o astfel de
necesitate, ea trebuie sa fie destul de motivata,
pentru a nu crea suspiciuni de marire artificiala a
cheltuielilor in scopul micsorarii profitului. De
aceea, indemndam practicienii sid recurgd la
aceastd procedura doar 1n situatii exceptionale.

Atunci cand un mijloc fix este compus din
mai multe elemente, cu durate de utilizare
diferite, recomandam entitatilor si amortizeze
separat fiecare element.

motivated, so as not to create suspicions of arti-
ficially raising costs in order to reduce profits.
That is why we urge practitioners to use this
procedure only in exceptional circumstances.

When a fixed asset is composed of mul-
tiple elements with different periods of use, we
recommend that entities depreciate the items
separately from the assets.

Bibliografie Bibliography:

1. APOSTU, Andrei. Avantajele aplicarii metodelor accelerate de calculare a amortizarii
mijloacelor fixe. In: Conferinta stiintifici internationala ,Competitivitatea si inovarea in
economia cunoasterii”’, 25-26 septembrie 2015. Chisinau: ASEM, 2015, vol. 3, p. 169-175.

ISBN978-9975-75-714-0.

2. BUNEA, Stefan. Vulnerabilitatile conceptului de amortizare utilizat in referentialul IFRS -
subiect de dezbatere si de revizuire a unor standarde. In: Contabilitatea, expertiza si auditul
afacerilor. 2014, nr. 7, pp. 30-35, ISSN 1454-9263.

3. COTOROS, Inga. Modificarea metodei de amortizare a imobilizarilor corporale - aspecte
contabile si fiscale. In: Conferinta stiintificd internationald , Competitivitatea si inovarea in
economia cunoasterii” (26-27 sept., 2014). Chisindau: ASEM, 2014, vol. 3, pp. 278-280. ISBN

978-9975-75-717-1.

4. Directiva 2013/34/UE a Parlamentului European si a Consiliului din 26 iunie 2013 privind
situatiile financiare anuale, situatiile financiare consolidate si rapoartele conexe ale anumitor

tipuri de Tintreprinderi -
CELEX:32013L0034&from=RO

http://eur-lex.europa.eu/legal-content/RO/TXT/

HTML/?uri=

5. DUTULESCU, Silviu. Cercetare privind tratamentul contabil al imobilizarilor corporale. n:
Audit financiar. 2015, nr. 9, pp. 48-57. ISSN 1583-5812.

6. IAS 16 ,Imobilizari corporale” -

http://mf.gov.md/ro/content/standardele-interna% C8%
9Bionale-de-raportare-financiar%eC4%83-1

7. NEEDLES, Belverd E.; ANDERSON, Henry R.; CALDWELL, James C. Principiile de baza
ale contabilitatii. Chiginau: ARC, 2000, 1240 p. ISBN9975-61-131-1.
8. Reglementarile contabile privind situatiile financiare anuale individuale si situatiile financiare
anuale consolidate, aprobate prin Ordinul MFP nr. 1802 din 29.12.2014. In: Monitorul Oficial al

Romaniei nr. 963 din 30.12.2014.

9. SNC ,,Imobilizéri necorporale si corporale” — http://mf.gov.md/sites/default/files/legislatie/snc-

ordin_nr.118 0.pdf

Revista / Journal ,,ECONOMICA™ nr.2 (108) 2019


http://eur-lex.europa.eu/legal-content/RO/TXT/
http://mf.gov.md/ro/content/standardele-interna%25

INTEGRARE EUROPEANA ST POLITICI SOCIALE! EUROPEAN INTEGRATION AND SOCIAL POLICIES

[339.922:061.1EU]:338(4-11+478)

POLITICA EUROPEANA
DE VECINATATE: EVOLUTIE
SI PRIORITATI

Dr. hab. prof. univ. Natalia LOBANOV, ASEM

In articol, se analizeazd evolutia si modi-
ficarile intervenite in Politica Europeand de Veci-
natate (PEV) din momentul lansarii sale in 2004.
Se evidentiaza faptul ca schimbarea situatiei
social-economice si un sir de conflicte in regiu-
nea din vecinatatea Uniunii Europene au avut
drept urmare elaborarea unor noi prioritati si
mecanisme de realizare ale acestei politici. De
asemenea, se analizeaza caracteristicile noil
PEV, initiativele cooperarii regionale din cadrul
PEV, performantele Republicii Moldova conform
Indicelui Parteneriatului Estic.

Se mentioneaza ca PEV urmeaza sa tind
mai bine cont de prioritatile partenerilor, care
pot varia semnificativ de la o tard la alta. O astfel
de corelatie va permite reflectarea, in activitatile
PEV nu numai a intereselor statelor membre ale
UE, dar si a vecinilor lor, va contribui la impli-
carea partenerilor in dezvoltarea principalelor
directii ale acestei politici, la alocarea optima a
fondurilor si la responsabilitatea comund pentru
rezultatele obtinute.

Cuvinte-cheie: integrare regionald, parte-
neriat estic, Uniunea pentru Mediterana, coope-
rare, extindere.

JEL: F02, F15.

Introducere

Politica Europeana de Vecindtate (PEV) a
fost formulatd 1n 2003 si lansatd in legaturd cu
extinderea Uniunii Europene in anul 2004. Ade-
rarea celor 10 tari (Cehia, Cipru, Estonia, Leto-
nia, Lituania, Malta, Polonia, Slovenia, Slova-
cia, Ungaria) a deplasat hotarele externe ale UE
spre est si sud, si astfel a modificat insusi con-
ceptul tarilor vecine si hotarelor externe ale
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EUROPEAN NEIGHBOURHOOD
POLICY: EVOLUTION
AND PRIORITIES

Professor Dr. Hab. Natalia LOBANOV, ASEM

The article analyses the evolution and
changes made in the European Neighbourhood
Policy (ENP) since its launch in 2004. It shows
that the change of the socio-economic situation
and a series of conflicts in the neighbourhood of
the European Union have resulted in the ela-
boration of new priorities and mechanisms for
achieving this policy. It also analyses the charac-
teristics of the new ENP, the initiatives of
regional cooperation in the ENP, the perfor-
mances of the Republic of Moldova according
to the Eastern Partnership Index.

It is noted that the ENP will take into
account to a greater degree the partners’ prio-
rities, which can vary significantly from one
country to another. Such a correlation will allow
for the reflection in the ENP activities not only of
the interests of the EU Member States but also of
their neighbours; it will contribute to involving
the partners in the development of the main
directions of this policy; and it will also contri-
bute towards the optimal allocation of funds and
joint responsibility for the results achieved.

Keywords: regional integration, Eastern
Partnership, Union for the Mediterranean, coope-
ration, expansion.

JEL: F02, F15.

Introduction

The European Neighbourhood Policy (ENP)
was formulated in 2003 and launched in con-
nection with the enlargement of the European
Union in 2004. The accession of the 10 countries
(Czech Republic, Cyprus, Estonia, Latvia, Lithua-
nia, Malta, Poland, Slovenia, Slovakia, Hungary)
shifted the EU’s external borders to the east and

—
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Uniunii Europene. Dacé, in cadrul extinderilor
anterioare, majoritatea vecinilor din apropierea
nemijlocitd a UE, intr-o perioada destul de scurta,
aderau la aceastd organizatie de integrare regio-
nald, atunci noii vecini, dupa extinderea din 2004,
erau mult mai diferiti si aveau aspiratii diverse.

Astfel, PEV reprezintd o noua abordare a
UE fatd de tarile vecine avand drept scop susti-
nerea si favorizarea stabilitatii, securitatii si pros-
peritdtii in tarile situate in apropierea frontierelor
Uniunii Europene. PEV, ca instrument de relatii
externe ale Uniunii Europene, reglementeaza rela-
tiile UE cu 16 tiri vecine. In vecinitatea sudica,
acestea sunt Algeria, Egipt, Israel, lordania,
Liban, Libia, Maroc, Palestina, Siria si Tunisia,
iar Tn vecinatatea esticd — Armenia, Azerbaidjan,
Belarus, Georgia, Republica Moldova si Ucraina.

Metode aplicate

In cadrul cercetarii, au fost utilizate abor-
darea comparativa, analiza si sinteza. In calitate
de suport informational, au fost utilizate docu-
mentele oficiale ale Uniunii Europene, datele
statistice nationale si internationale, publicatiile
din editii de specialitate.

Rezultate si discutii

O crestere permanenta a participarii Uniu-
nii Europene, in procesele regionale si globale, se
constatd odata cu destramarea sistemului socialist.
Extinderea din 2004 si cele ulterioare au demons-
trat atractivitatea modelului politic si social-eco-
nomic promovat de UE pentru tarile din Europa
Centrala si de Est. In conditiile unor transformari
complexe cu caracter economic, politic si social
in statele post-sovietice, precum si a largirii inter-
actiunii cu UE, modelul european prezinta interes
si pentru aceste state.

Daca scopul Politicii Europene de Veci-
natate, pe termen mediu, a fost consolidarea
interna si securizarea externd a UE, aceasta poli-
ticd, urmand logica interna a UE, pe termen lung,
inevitabil, ar trebui sa se transforme in politicd de
extindere, unele aspecte ale careia erau incluse in
PEV din start. Pentru a raspunde noilor provocari
generate de schimbarile constante din tarile ve-
cine si a spori eficienta in cooperarea reciproca,
PEV a fost supusa revizuirii.

south, and thus changed the concept of the
neighbouring countries and the external borders
of the European Union itself. If within the
previous enlargements most of the neighbours in
the immediate proximity of the EU joined this
regional integration organization in a relatively
short period, then the new neighbours after the
2004 enlargement were much different and had
different aspirations.

Thus, the ENP represents a new EU
approach to neighbouring countries with the aim
of supporting and fostering stability, security and
prosperity in countries close to the borders of the
European Union. The ENP is an external relations
tool of the European Union that regulates the
EU's relations with 16 neighbouring countries. In
the Southern Neighbourhood, these are Algeria,
Egypt, Israel, Jordan, Lebanon, Libya, Morocco,
Palestine, Syria and Tunisia. In the Eastern
Neighbourhood — Armenia, Azerbaijan, Belarus,
Georgia, the Republic of Moldova and Ukraine.

Applied methods

The comparative approach, analysis and
synthesis were used in the research. The official
documents of the European Union, the national
and international statistical data, as well as spe-
cialized publications were used as informational
support.

Results and discussion

A steady increase in EU participation in
regional and global processes is established after
the dissolution of the socialist system. The 2004
expansion and the subsequent enlargements have
demonstrated the attractiveness of the political
and socio-economic model promoted by the EU
for the countries of Central and Eastern Europe.
In the context of complex economic, political and
social transformations in the post-Soviet states, as
well as the widening of the interaction with the
EU, the European model is also of interest to
these states.

If the European Neighbourhood Policy’s
medium-term goal was to strengthen the EU’s
internal and external security, this policy, follo-
wing the EU’s internal logic, in the long run,
should inevitably turn into an enlargement policy,
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Prima revizuire a PEV a avut loc in 2011,
in urma revoltelor din lumea arabd, numite si
,,Primavara arabi.” Cea de-a doua revizuire a
PEV a avut loc in 2015, dupa consultatii ample cu
tarile membre, tarile partenere, organizatiile inter-
nationale, societatea civild, societatea academica.

,Un parteneriat mai solid cu vecinii nostri
este crucial pentru Uniunea Europeana, in con-
textul in care ne confruntdm cu multe provocari
atat in interiorul granitelor noastre, cat si in afara
acestora. (...) Vom promova valorile si interesele
noastre comune $i 1i vom implica, totodatd, pe
partenerii nostri intr-o cooperare sporitd in ma-
terie de securitate”, — a declarat Federica Moghe-
rini, Tnaltul Reprezentant al Uniunii pentru afaceri
externe si politica de securitate si vicepresedintele
Comisiei, pe 15 noiembrie 2015 [1].

,Conflictele, terorismul si radicalizarea sunt
amenintiri pentru noi toti. Insa si siricia, coruptia
si proasta guvernare sunt o sursa de insecuritate.
Acesta este motivul pentru care ne vom reorienta
relatiile cu partenerii, atunci cand acest lucru este
necesar, asupra intereselor pe care le Tmpartasim
cu adevarat. Printre acestea, se numara, in special,
dezvoltarea economicd, cu un accent deosebit pe
ocuparea fortei de munca in randul tinerilor si pe
competente”, — a addugat Johannes Hahn, comi-
sarul pentru politica europeand de vecindtate si
negocieri privind extinderea [1].

Asadar, stabilitatea devine prioritatea poli-
ticd a PEV. De asemenea, elemente-cheie ale noii
PEV devin diferentierea si fortificarea implicarii
reciproce in relatiile de cooperare. Aceastd modi-
ficare survine din faptul ca nu toti partenerii tind,
in aceeasi masurda, sa corespunda regulilor si
standardelor UE, si reflecta viziunea fiecérei tari
fatd de caracterul si profunzimea parteneriatului.
UE sustine si continud sd promoveze, prin inter-
mediul PEV, valorile universale, aplicind moda-
litati mai eficiente de a contribui la democratie,
drepturile omului si suprematia legii.

Noua PEV activizeaza eforturile pentru
sustinerea dezvoltarii economice si sociale inclu-
zive, iar crearea locurilor de munca pentru tineret
a devenit una din masurile principale ale Stabi-
litatii economice. O atentie particulara se acorda
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some aspects of which were included in the ENP
from the start. In order to respond to the new
challenges posed by the constant changes in
neighbouring countries and to increase efficiency
in mutual cooperation, the ENP has been subject
to review.

The first ENP review was in 2011 as a
result of riots in the Arab world also called the
“Arab Spring”. The second ENP review was held
in 2015, after extensive consultations with mem-
ber countries, partner countries, international
organizations, civil society, academic society.

“A stronger partnership with our neigh-
bours is key for the European Union, while we
face many challenges within our borders and
beyond. (...) This is precisely the purpose of the
current review of the ENP which will promote
our common values and interests, and will also
engage partners in increased cooperation in
security matters,” — said High Representative/
Vice President Federica Mogherini on 15 Novem-
ber 2015 [1].

“Conflicts, terrorism and radicalisation
threaten us all. But poverty, corruption and poor
governance are also sources of insecurity. That is
why we will refocus relations with our partners
where necessary on our genuinely shared com-
mon interests. In particular economic develop-
ment, with a major focuses on youth employment
and skills will be key,” — added Commissioner for
European Neighbourhood Policy and Enlarge-
ment Negotiations, Johannes Hahn [1].

Therefore, stabilization is becoming the
political priority of the ENP. Also, key elements
of the new ENP become the differentiation and
strengthening of mutual engagement in coope-
rative relations. This change results from the fact
that not all partners tend to match EU rules and
standards, and it reflects each country's vision of
the nature and depth of the partnership. The EU
supports and continues to promote universal
values through the ENP by applying more effect-
tive ways of contributing to democracy, human
rights and the rule of law.

New ENP activates efforts to support inclu-
sive economic and social development, and job

—
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eficientizérii conlucrarii cu térile partenere in
domeniul securittii, in special prevenirea conflic-
telor, combaterea terorismului, lupta cu radicali-
zarea. De asemenea, in centrul atentiei, se afla
mobilitatea legald, pe de o parte, si lupta cu
migratia ilegald, traficul de fiinte umane, pe de
alta parte. A crescut importanta cooperarii in do-
meniul securitatii energetice, in atenuarea efecte-
lor schimbarilor climatice.

Relatiile cu partenerii sunt reorientate n
functie de priorititile considerate fundamentale
pentru parteneriat, In scopul sustinerii spiritului de
implicare a partilor. Noua PEV presupune o
atragere mai activa a tarilor UE 1n procesul for-
marii si realizarii politicii in tarile vecine. Meto-
dele concrete de cooperare sunt corelate cu gra-
ficul de lucru al fiecdrui program de parteneriat.
De asemenea, sunt utilizate mai flexibil resursele
financiare disponibile, In scopul reactiei mai
rapide, din partea UE, la noile provocari in aria de
vecindtate. Noua PEV presupune o interactiune
mai stransd cu socieatea civild, partenerii sociali,
tineretul, precum si atragerea, in caz de necesitate,
a actorilor regionali, care nu sunt inclusi in aria de
vecinatate, la solutionarea problemelor din regiune.

Actuala PEV sustine initiativele cooperarii
regionale — Uniunea pentru Mediterana si Parte-
neriatul Estic, precum si cooperarea transfronta-
liera, 1n scopul consolidarii stabilitatii si solutio-
narii diferitelor probleme, cum ar fi cele econo-
mice, ecologice, sociale etc.

Ideea unei Uniuni Mediteraneene a fost
lansata de Nicolas Sarkozy, in perioada cand era
candidat la presedintia Frantei. Nicolas Sarkozy a
reusit sa-i aducd la masa negocierilor pe repre-
zentantii celor 27 de state membre ale UE si ai
celor 17 state din Africa de Nord, Orientul
Apropiat si Europa de Sud-Est. Conceptul siu
promova mai multd stabilitate si cooperare in
bazinul mediterancan, dupd modelul Uniunii
Europene. ,,Ceea ce au reusit europenii sa faca
pot face si popoarele de la Mediterana” — a
mentionat, in iulie 2008, Nicolas Sarkozy, cand
era deja presedintele Frantei [2].

Creatd pe 13 iulie 2008, Uniunea pentru
Mediterana este, Tn prezent, un parteneriat multi-

El—

creation for youth has become one of the main
measures of economic stabilization. Particular
attention is paid to making cooperation with part-
ner countries more effective in the field of security,
notably conflict prevention, combating terrorism,
fighting radicalization. Special attention is also
paid to legal mobility, on the one hand and fighting
illegal migration, trafficking in human beings, on
the other hand. The importance of cooperation in
the field of energy security, in mitigating the
effects of climate change, has increased.

Relations with partners are reoriented accor-
ding to the priorities considered as fundamental to
the partnership, in order to support the spirit of
involvement of the parties. The new ENP implies a
more active engagement of EU countries in the
process of policy development and implementation
in neighbouring countries. The concrete methods
of cooperation are correlated with the work sche-
dule of each partnership program. The available
financial resources are also used more flexibly in
order for the EU to react more quickly to the new
challenges in the Neighbourhood. The new ENP
requires closer interaction with the civil society,
social partners, youth, as well as attracting, if
necessary, regional actors not included in the
neighbourhood to address regional issues.

The current ENP supports regional coope-
ration initiatives by the Union for the Mediterra-
nean and the Eastern Partnership as well as cross-
border cooperation initiatives in order to streng-
then the stability and resolution of various pro-
blems, including economic, environmental and
other issues. The idea of a Mediterranean Union
was launched by Nicolas Sarkozy while he was a
candidate for the French Presidency. Nicolas
Sarkozy managed to bring the representatives of
the 27 EU Member States and the 17 states of
North Africa, the Near East and Southeast Europe
to the negotiating table. Its concept promotes
more stability and cooperation in the Mediterra-
nean basin, following the European Union model.
“What the Europeans have succeeded in doing,
the peoples of the Mediterranean can do,” -
Nicolas Sarkozy said in July 2008, being already
the president of France [2].

Revista / Journal ,,ECONOMICA™ nr.2 (108) 2019


https://ro.wikipedia.org/wiki/2008

INTEGRARE EUROPEANA ST POLITICI SOCIALE! EUROPEAN INTEGRATION AND SOCIAL POLICIES

lateral ce implica 43 de tari, dintre care 28 sunt
state membre ale Uniunii Europene, alte 15 fiind
tari partenere din Africa de Nord, Orientul
Mijlociu si Europa de Sud-Est.

Obiectivul principal al acestei Uniuni Tl
constituie consolidarea integrarii Nord-Sud si
Sud-Sud in zona mediteraneana pentru a sprijini
dezvoltarea socio-economica a tarilor si pentru a
asigura stabilitatea n regiune. Prin actiunile sale,
Uniunea pentru Mediterana (UpM) se concen-
treazd pe promovarea a doud elemente fundamen-
tale: dezvoltarea umana si dezvoltarea durabila.
In acest scop, ea identifica si sustine proiectele de
interes pentru regiune, cu o geometrie variabila,
desemnate pe baza unei decizii consensuale a
tuturor celor 43 de tari. Aceste proiecte si initiative
se axeaza pe sase sectoare de afaceri autorizate de
statele membre ale UpM: ,,Dezvoltarea afacerilor”,
LInvitamantul superior si cercetare”, ,Probleme
civile si sociale”, ,,Energie si actiuni climatice”,
L ransporturi si urbanism”, ,,Apa si mediu”.

UpM are un Secretariat, infiintat la Bar-
celona in 2010. Fiind o agentie operationald,
Secretariatul sporeste dialogul regional dintre
statele membre ale UpM si pértile interesate,
consolideaza interactiunea si coordonarea intre
ele si promoveaza proiecte si initiative regionale,
cu impact direct asupra vietii cetatenilor.

Secretariatul UpM aplica deciziile politice
prin forumuri regionale si subregionale de politica
sectoriala si activitati de monitorizare, care Ti
permit sd urmareasca angajamentele ministeriale
si sd promoveze initiativele de colaborare regio-
nald. Mentiondm ca numarul de proiecte realizate
de UpM este in crestere. Astfel, 1n 2012, tarile
UpM au identificat sapte noi proiecte, sporind
numarul total al proiectelor desemnate pand la 13
(In sectoarele de transport, educatie, alimentare cu
apa, dezvoltare a afacerilor.)

Tn 2015, UpM avea 37 de proiecte aprobate,
din care 19 in faza de desfasurare, iar in 2017 —
51 de proiecte desemnate de statele membre, cu o
valoare de peste 5,3 mird de euro [3].

La 23 ianuarie 2017, la Barcelona, statele
membre ale Uniunii pentru Mediterana si-au
asumat un angajament politic ferm de a consolida
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Created on 13 July, 2008, the Union for the
Mediterranean is currently a multilateral part-
nership involving 43 countries, of which 28 are
EU Member States, and 15 are partner countries
in North Africa, the Middle East and South-
east Europe.

The main objective of this Union is to
strengthen the North-South and South-South
integration in the Mediterranean to support the
socio-economic development of the countries and
ensure stability in the region. Through its actions,
the Union for the Mediterranean focuses on
promoting two fundamental elements: human
development and sustainable development. To this
end, it identifies and supports projects of interest
for the region, with variable geometry, designated
on the basis of a consensual decision of all 43
countries. These projects and initiatives focus on
six business sectors approved by the UfM member
states: “Business Development”, “Higher Educa-
tion and Research”, “Civil and Social Issues”,
“Energy and Climate Action”, “Transport and
Urban Planning”, “Water and Environment”.

The UfM has a Secretariat, established in
Barcelona in 2010. As an operational agency, the
Secretariat enhances the regional dialogue bet-
ween UFM member states and stakeholders,
strengthens interaction and coordination between
them, and promotes regional projects and initia-
tives with a direct impact on citizens' lives.

The UfM secretariat applies policy deci-
sions through regional and sub-regional sectoral
policy forums and monitoring activities that
enable it to pursue ministerial commitments and
promote regional cooperation initiatives. We
maintain that the number of projects created by
the UfM is rising. Thus, in 2012, UfM countries
identified seven new projects, increasing the total
number of designated projects to 13 (within
transportation, education, water supply, business
development).

In 2015, the UfM had 37 approved pro-
jects, of which 19 were in the deployment phase,
and in 2017 there were 51 projects designated by
the Member States, worth more than EUR 5.3
billion [3].
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cooperarea regionala In zona mediteraneana prin
sustinerea foii de parcurs a UpM, care se concen-
treaza pe urmatoarele patru domenii de actiune:
e Consolidarea dialogului politic intre statele
membre ale UpM,;
e Garantarea contributiei activitatilor UpM la
stabilitatea regionald si dezvoltarea umana;
e Consolidarea integrarii regionale;
¢ Consolidarea capacitatii UpM de a actiona.
La 22 februarie 2017, Secretariatul General
al Uniunii pentru Mediterana si Agentia Suedeza
pentru Cooperare si Dezvoltare Internationala
(ACID) au semnat un contract financiar multi-
anual Tn valoare de 6 500 000 de euro avand drept
scop sprijinirea activitatilor UpM pentru o dez-
voltare mai incluziva si durabila in regiune [4].
Cat priveste Parteneriatul Estic, acesta
reprezintd o dimensiune estica specificd a PEV.
Initiativa credrii apartine Poloniei si Suediei, care,
la 26 mai 2008, la Reuniunea de la Bruxelles a
ministrilor de externe din tarile Uniunii Europene,
au prezentat oficial o propunere menita sa creeze
un Parteneriat Estic. Propunerea s-a bucurat de
sprijinul Presedintiei cehe, si a fost una dintre
prioritatile sale. Astfel, pentru examinare, statelor
membre ale UE le-a fost inaintatd o noud initia-
tiva de consolidare a relatiilor cu partenerii din
dimensiunea estica a PEV. Principiul de baza al
noii initiative a fost de a acorda sustinere maxima
posibild, tindnd cont de realitdtile politice,
economice si reformele din statele partenere.
La 7 mai 2009, la Praga, a fost lansat ofi-
cial Parteneriatul Estic cu scopul ambitios de a
implementa o asociere politica si integrare econo-
mica intre UE i partenerii sai din Europa de Est,
si Caucazul de Sud: Armenia, Azerbaidjan, Bela-
rus, Georgia, Republica Moldova, Ucraina. Tn
trei dintre aceste sase tari, Georgia, Republica
Moldova si Ucraina, acordurile de asociere,
incheiate In 2014, au intrat in vigoare si au adus
relatiile dintre acesti parteneri si UE la un nou
nivel. Armenia a semnat un acord de parteneriat
cuprinzator si consolidat in 2017. Azerbaidjanul a
Tnceput negocierile pentru un nou acord cuprin-
zator in 2017. Totodatad, UE aprofundeaza, printr-0

o

On 23 January, 2017, in Barcelona, the
Member States of the Union for the Mediterra-
nean took a strong political commitment to
strengthen regional cooperation in the Mediterra-
nean region by supporting the UfM roadmap
focusing on the following four areas of action:

e Strengthening political dialogue between
UfM member states;

e Guaranteeing the contribution of UfM
activities to regional stability and human
development;

e Strengthening regional integration

e Strengthening the ability of the UfM to act.
On February 22, 2017, the General Secreta-

riat of the Union for the Mediterranean and the
Swedish Agency for International Cooperation
and Development (ACID) signed a multi-annual
financial agreement in the amount of EUR 6 500
000 to support UfM activities for more inclusive
and sustainable development in the region [4].

As for the Eastern Partnership, it is a spe-
cific Eastern dimension of the ENP. The initiative
for its creation belongs to Poland and Sweden,
which submitted to the General Affairs and
External Relations Council on 26 May 2008 a
proposal to create an Eastern Partnership. The
proposal was backed by the Czech Presidency
and was one of its priorities. Thus, it proposed a
new initiative for the EU Member States to
review in terms of strengthening relations with
partners in the eastern dimension of the ENP. The
basic principle of the new initiative is to provide
the maximum possible support, taking into
account political, economic realities and reforms
in the partner countries.

The Eastern Partnership was officially
launched on May 7, 2009 in Prague, with the am-
bitious goal of implementing a political associa-
tion and economic integration between the EU
and its Eastern European and South Caucasus
partners: Armenia, Azerbaijan, Belarus, Georgia,
Republic of Moldova, Ukraine. In 3 of these six
countries, Georgia, the Republic of Moldova and
Ukraine, the Association Agreements concluded
in 2014 came into force and brought the relations
between these partners and the EU to a new level.
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serie de demersuri reciproce atent calibrate,
implicarea sa critica in relatia cu Belarus [5].

Pentru evaluarea practicii proceselor de
integrare europeand in tarile partenere, incepand
cu anul 2011, a fost elaborat Indicele Partene-
riatului Estic. Indicele, care vizeaza perioada
2015-2016, prezinta evolutia celor sase tari din
regiune in relatia lor cu Uniunea Europeana, in
baza a doi indici: proximitate §i conexiune.

La implementarea standardelor internatio-
nale, Republica Moldova este lider cu 0,73
puncte, urmata de Ucraina cu 0,72 puncte si Arme-
nia, care a semnat Acordul de Asociere la finele
anului 2017, cu 0,68 puncte.

Totodatd, Republica Moldova si Ucraina
dispun de un potential mai mare ce tine de efi-
cienta maxima de utilizare a acordului Deep and
Comprehensive Free Trade Areas (DCFTA), fapt
despre care marturiseste majorarea cotei UE in
comertul exterior. Atat pentru Republica Moldova,
cat si pentru Ucraina, tarile UE reprezinta princi-
pala piata de desfacere pentru marfurile autoh-
tone. Concomitent, in tarile Caucazului de Sud si
n Belarus, climatul de afaceri este mult mai
favorabil decat in Ucraina si Republica Moldova.

Indicele ,,conexiuni” s-a concentrat pe lega-
turile dintre statele Parteneriatului Estic, cat si rela-
tiile acestora cu UE, mediul de afaceri, societatea
civila, cetatenii si guvernele. Si aici Republica
Moldova este prima, cu 0,68 puncte, urmatd de
Georgia cu 0,66 puncte si Ucraina cu 0,62 puncte.
S-a produs un decalaj intre tirile semnatare ale
Acordului de Asociere si alte trei tari ale Partene-
riatului Estic — Armenia, Azerbaidjan, Belarus.

Potrivit studiului, tara noastrd este lider
inclusiv la categoria ,,Democratie Profunda si
Durabila” — unde a obtinut cel mai mare scor
pentru politicile de egalitate si anti-discriminare.
Moldova a obtinut un punctaj mare, de asemenea,
pentru alegeri, libertatea mass-mediei, drepturile
omului, independenta justitiei, calitatea admi-
nistratiei publice, combaterea coruptiei.

In Georgia, este cele mai independentd
mass-media, domina suprematia legii, combaterea
coruptiei. Ucraina este lider in domeniul dreptu-
rilor omului si protectiei impotriva violentei, la
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Armenia has signed a comprehensive and strengthe-
ned partnership agreement in 2017. Azerbaijan
has started negotiations for a comprehensive new
agreement in 2017. At the same time, the EU is
deepening its critical engagement with Belarus
through a series of carefully calibrated reciprocal
steps [5].

In order to evaluate the practice of Euro-
pean integration processes in partner countries,
starting with 2011, the Eastern Partnership Index
is developed. The index for the 2015-2016 period
shows the evolution of the six countries in the
region in their relationship with the European Union
based on two indices: proximity and connection.

In terms of the implementation of inter-
national standards, the Republic of Moldova is
leading with 0,73 points, followed by Ukraine
with 0,72 points and Armenia, which signed the
Association Agreement at the end of 2017, with
0,68 points.

At the same time, the Republic of Moldova
and Ukraine have a greater potential for maxi-
mum efficiency in the use of the Deep and
Comprehensive Free Trade Areas (DCFTA)
agreement, which testifies to the increase of the
EU quota in foreign trade. For both the Republic
of Moldova and Ukraine, the EU countries are the
main market for domestic goods. At the same
time, in the Southern Caucasus countries and
Belarus the business climate is more favourable
than in Ukraine and the Republic of Moldova.

The *connections” index focused on the
links between the Eastern Partnership countries
and their relations with the EU, the business
environment, civil society, citizens and govern-
ments. Here too, the Republic of Moldova is
leading with 0.68 points, followed by Georgia
with 0,66 points and Ukraine with 0,62 points. A
gap was formed between the countries that are
signatories to the Association Agreement and the
other three Eastern Partnership countries -
Armenia, Azerbaijan, Belarus.

According to the study, Moldova is also the
leader in the “Profound and Sustainable Demo-
cracy” category — where it achieved the highest
score for equality and anti-discrimination poli-

S
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nivelul libertatii de exprimare si a adunarilor,
impartialitatii justitiei.

Potrivit documentului, Republica Moldova
ocupe primul loc intre tarile Parteneriatul Estic Tn
ceea ce priveste libertatea, securitatea si justitia,
fiind urmatd de Ucraina si Georgia. Mentionam
ca, in perioada de referintd, R. Moldova era lider
la respectarea drepturilor democratice si electo-
rale, dar si a pluralismului politic [6].

Totodata, Indicele Parteneriatului Estic
2017 denota ca Republica Moldova, Georgia si
Armenia au Inregistrat o scadere in raport cu
indicele democratiei, in timp ce Ucraina si Bela-
rus au progresat in acest context, iar Azerbai-
djanul nu a Tnregistrat nicio imbunatatire.

Conform Indicelui, chiar daca au fost inre-
gistrate Tmbunatatiri ale controlului coruptiei, in
Republica Moldova, continua si existe derapaje
in drepturile omului, libertatea presei, indepen-
denta sistemului judiciar, dar si in politicile de
dezvoltare durabild. In consecinti, tara noastra nu
mai detine pozitia de lider la capitolul dezvoltare
democraticd printre cele sase tari ale Partene-
riatului Estic [7].

Tn ultimii ani, s-a observat o tendintd de
aprofundare a relatiilor dintre R. Moldova si
Uniunea Europeand, in baza Acordului de aso-
ciere, care a introdus si un regim de comert pre-
ferential — Zona de Liber Schimb Aprofundat si
Cuprinzator (DCFTA).

Potrivit BNS, Uniunea Europeana este prin-
cipalul partener economic al Republicii Moldova,
detinand o cotd de 68,8% in total exporturi in anul
2018, (65,8% - in anul 2017). Importurile de
marfuri din tarile Uniunii Europene detin o pon-
dere de 49,5% in total importuri [8].

UE contribuie la punerea in aplicare a
Acordului prin sprijinirea reformelor politice si
economice din tard si este unul dintre cei mai
mari finantatori ai tarii noastre. Alocatiile din
partea UE, acordate pana in present, se apropie de
un miliard de euro. Cooperarea vizeaza consoli-
darea statului de drept, imbunatatirea climatului
de afaceri pentru a profita de avantajele DCFTA
si pentru a sprijini legaturile mai stranse dintre
Republica Moldova si UE 1in sectoarele energiei
si transporturilor.

cies. It also received high scores for elections,
media freedom, human rights, independence of
the judiciary, quality of public administration,
fight against corruption.

Georgia received the highest scores for the
media independence, the rule of law, the fight
against corruption. Ukraine is the leader in the
field of human rights and protection against
violence, freedom of expression and assembly,
and the impartiality of justice.

According to the document, Moldova ranks
first among the Eastern Partnership countries in
terms of freedom, security and justice, being
followed by Ukraine and Georgia. Meanwhile,
Moldova is the leader in respecting democratic and
electoral rights, as well as political pluralism [6].

At the same time, the 2017 Eastern Partner-
ship Index shows that the positions of Republic of
Moldova, Georgia and Armenia have decreased in
relation to the index of democracy, while Ukraine
and Belarus have progressed in this context, and
Azerbaijan has not seen any improvement.

According to the Index, even if improve-
ments in corruption control have been registered,
there are still shortfalls in human rights, freedom
of the press, independence of the judiciary, and
sustainable development policies in the Republic
of Moldova. As a result, our country no longer
holds the leading position on democratic develop-
ment among the six countries of the Eastern
Partnership [7].

In recent years, there has been a trend of
deepening relations between Moldova and the
European Union, based on the Association
Agreement, which also introduced a preferential
trade regime — the Deep and Comprehensive Free
Trade Area (DCFTA).

According to the NBS, the European Union
is the main economic partner of Moldova, holding
a share of 68,8% of total exports in 2018 (65,8%
in 2017). Imports of goods from the European
Union countries account for 49,5% of total
imports [8].

The EU contributes to the implementation
of the agreement by supporting the political and
economic reforms in the country and is also one
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Importanta relatiilor bilaterale dintre Uniu-
nea Europeana si fiecare stat, participant la Par-
teneriatul Estic, a fost evidentiata la Summitul PaE
de la Bruxelles, pe 24 noiembrie 2017. Declaratia
finala adoptatd de Summit contine obiectivele-
cheie ale Parteneriatului pana in anul 2020, a caror
implementare va aduce initiativa mai aproape de
Ccetateni si necesitatile acestora.

Cele 20 de rezultate scontate pentru 2020
sunt concepute ca un instrument de lucru proiectat
intr-un mod incluziv cu toate partile interesate. In
Declaratie, sunt mentionate aparte rezultatele trans-
versale, iar obiectivele-cheie sunt grupate pe 4
domenii prioritare, convenite cu ocazia Summi-
tului Parteneriatului Estic de la Riga din 2015
(Dezvoltarea economicé si oportunitatile de piata;
Consolidarea institutiilor si a bunei guvernante;
Conectivitatea, eficienta energeticd, mediul si
schimbarile climatice; Mobilitatea si contactele
interpersonale) [9].

Analizdnd Declaratia comunda a Summi-
tului Parteneriatului Estic din 24 noiembrie 2017,
constatdm ca Rezultatele transversale se axeaza
pe trei pozitii: aprofundarea contactelor cu socie-
tatea civila si organizatiile non-guvernamentale;
egalitatea de gen si nediscriminarea; consolidarea
comunicdrii strategice, sprijinul pentru pluralis-
mul si independenta mass-mediei.

Compartimentul Dezvoltarea economica si
oportunitdfile de piata contine 4 obiective:

o Imbunititirea climatului investitional
si deblocarea potentialului intreprinde-
rilor mici si mijlocii, crearea unei noi
retele de diplomatie economicid regio-
nald pentru intensificarea comertului
si promovarea investitiilor in vecina-
tatea estica;

e Abordarea lacunelor in ceea ce priveste
accesul la finantare si infrastructura
financiara;

e Sustinerea de noi oportunitati de locuri
de munca la nivel local si regional;
armonizarea pietelor digitale intre tarile
partenere si UE 1in cadrul initiativei
EU4Digital;
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of the country's largest funders. EU allowances
offered until now are approaching one billion euros.
The cooperation aims at strengthening the rule of
law, improving the business climate in order to take
advantage of DCFTA’s benefits and support closer
ties between the Republic of Moldova and the EU in
the energy and transport sectors.

The importance of bilateral relations bet-
ween the European Union and each of the Eastern
Partnership countries was highlighted at the
Summit in Brussels on 24 November, 2017. The
final declaration adopted by the Summit contains
the key objectives of the Partnership by 2020,
whose implementation will bring the initiative
closer to citizens and their needs.

The 20 expected outcomes for 2020 are a
working tool designed in an inclusive way with
all stakeholders. The Declaration outlines the
transversal outputs, while the key objectives are
grouped into four priority areas agreed at the
Eastern Partnership Summit in Riga in 2015
(Economic Development and Market Opportuni-
ties; Consolidation of Institutions and Good
Governance; Connectivity, Energy Efficiency,
Environment and Climate Change; Mobility and
Interpersonal Contacts) [9].

Analysing the Joint Declaration of the
Eastern Partnership Summit of November 24,
2017, we find that the Transversal Results section
focuses on three positions: deepening contacts
with civil society and non-governmental organi-
zations; gender equality and non-discrimination;
strengthening strategic communication, support
for pluralism and the independence of the media.

The Economic Development and Market
Opportunities section contains 4 objectives:

e Improving the investment climate and
unlocking the potential of small and
medium-sized enterprises, creating a new
regional economic diplomacy network
to boost trade and promote investment
in the Eastern Neighbourhood;

e Addressing gaps in access to finance
and financial infrastructure

e Supporting new job opportunities at
local and regional level; harmonizing
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e Sprijin pentru schimburile comerciale
dintre tarile partenere si UE, precum si
dintre tarile partenere.

Compartimentul Consolidarea institutiilor
si a bumnei guvernante concentreaza eforturile
asupra urmatoarelor obiective:

e Consolidarea statului de drept si meca-

nismelor de combatere a coruptiei;

e Punerea in aplicare a unor reforme esen-
tiale in conformitate cu standardele
europene 1n materie de independenta,
impartialitate, eficientd si responsabi-
litate a sistemului judiciar;

e Punerea in aplicare a unor reforme in
administratia publica;

e Cooperarea mai stransd in domeniul
securitatii si al gestiondrii riscurilor de
dezastre.

Compartimentul Conectarea, eficienta ener-
geticd, mediul si schimbarile climatice stipuleaza
4 obiective:

e Extinderea retelei centrale transeuropene
de transport (TEN-T), inclusiv a retelelor
rutiere, feroviare, a porturilor, a aeropor-
turilor si a cdilor navigabile interioare;

o Imbunititirea securititii aprovizionarii
Cu energie printr-o mai buna interconec-
tare a retelelor de gaze naturale si ener-
gie electrica intre tarile partenere si intre
acestea si Uniunea Europeana;

e Sporirea eficientei energetice si utiliza-
rea energiei din surse regenerabile si
pentru reducerea emisiilor de gaze cu
efect de sera, in conformitate cu Acordul
de la Paris privind schimbdrile climatice;

o Imbunititirea gestionarii resurselor de
apd si a cooperarii transfrontaliere, inte-
grarea Tn politicile sectoriale a obiec-
tivelor de mediu si de clima, dezvoltarea
bunei guvernante de mediu.

Compartimentul Mobilitatea si contactele
interpersonale contine si el 4 obiective:

e Promovarea mobilitatii prin monitori-
zarea obiectivelor de referintd in mate-
rie de liberalizare a vizelor de catre
Georgia, Republica Moldova si Ucraina;

digital markets between partner coun-
tries and the EU under the EU4Digital
initiative;

e Supporting trade between partner coun-
tries and the EU as well as among part-
ner countries.

The Institution Building and Good Gover-

nance section focuses on the following objectives:

o Strengthening the rule of law and anti-
corruption mechanisms;

e Implementing key reforms in line with
European standards in terms of inde-
pendence, impartiality, efficiency and
accountability of the judiciary;

e Implementing of reforms in public admi-
nistration;

e Cooperating closer on security and risk
management of disasters

The Connectivity, Energy Efficiency, Envi-

ronment and Climate Change section stipulates
4 objectives:

e Extending the Trans-European Trans-
port Network (TEN-T), including the
road, railways, ports, airports and inland
waterways network,

e Improving security of energy supply
through better interconnectivity of gas
and electricity networks among partner
countries and between them and the
European Union.

o Enhancing energy efficiency and use of
energy from renewable sources and
reducing greenhouse gas emissions in
line with the Paris Climate Change
Agreement.

e Improving water resource management
and cross-border cooperation, integra-
ting environmental and climate objecti-
ves into sectoral policies, developing
good environmental governance.

The Mobility and Interpersonal Contacts

section also contains 4 objectives:

e Promoting mobility by monitoring the
benchmarks on visa liberalization by
Georgia, the Republic of Moldova and
Ukraine;
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e Consolidarea investitiilor in competentele
tinerilor, spiritul antreprenorial si capaci-
tatea de insertie profesionala a acestora;

e [nstituirea unei scoli europene a Par-
teneriatului Estic, tindndu-se seama de
activitatile din statele membre ale UE,
menitd sa asigure o educatie de inaltd
calitate pentru elevii care provin din
tarile partenere;

e Promovarea integrarii sistemelor de
cercetare si inovare ale tarilor Parte-
neriatului Estic si ale UE printr-o noua
initiativd EU4Innovation, care sia spo-
reasca perspectivele de ocupare a unui
loc de munca si de cariera ale cerce-
tatorilor [10].

Evaluarea progreselor realizate, Tn temeiul
celor 20 de Rezultate pentru 2020, a fost facuta pe
16 octombrie 2018 la Luxemburg, la ntalnirea
Ministrilor de Externe ai celor 28 de state mem-
bre ale Uniunii Europene si ai celor 6 state-
partenere cu Comisarul pentru Politica Europeana
de Vecinatate si Negocieri pentru Extindere,
Johannes Hahn. Intilnirea a fost prezidati de
Inaltul Reprezentant pentru Afaceri Externe si
Politica de Securitate si de Vicepresedintele
Comisiei Europene, Federica Mogherini.

Participantii la intdlnire au constatat ca
realizarile-cheie din ultimul an al cooperarii UE
cu cele sase tari includ:

e [Lansarea Scolii Europene a Parteneria-

tului Estic;

e Sprijinul consolidat acordat intreprinde-

rilor mici si mijlocii $i o crestere a
comertului dintre tarile partenere si UE;

o Finalizarea planului indicativ de actiune

pentru investitii in TEN-T, care prevede
5500 de kilometri de proiecte rutiere si
feroviare pana in 2020.

Tnaltul Reprezentant, Federica Mogherini,
evidentiind importanta acestei intalniri, a declarat:
,Parteneriatul Estic este o componentd-cheie a
politicii noastre externe. ...Noi aducem nu doar
beneficii economice, precum cresterea volumelor
de comert intre toate cele sase tari partenere si
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e Consolidating investment in youth skills,
entrepreneurship and employability;

e Establishing a European School of
Eastern Partnership, taking into account
the activities of the EU Member States,
aimed at ensuring high quality educa-
tion for students coming from partner
countries;

e Promoting the integration of research
and innovation systems of the Eastern
Partnership countries and the EU through
a new EU4Innovation initiative that will
enhance the employability and career
prospects of researchers [10].

The assessment of progress under the 20
Results for 2020 was made on 16 October, 2018 in
Luxembourg at the meeting of the Foreign
Ministers of the 28 EU Member States and the 6
Partner States with the Commissioner for the
European Neighbourhood Policy and Negotiations
for Enlargement, Johannes Hahn. The meeting was
chaired by the High Representative for Foreign
Affairs and Security Policy / Vice-President of the
European Commission, Federica Mogherini.

The meeting participants noted that key
achievements of the last year of EU cooperation
with six countries include:

e Launch of the European School of the

Eastern Partnership;

e Enhanced support to small and medium-
sized enterprises and an increase in trade
between partner countries and the EU;

e Completion of the TEN-T indicative
action plan for investment, which fore-
sees 5500 kilometres of road and rail
projects by 2020.

High Representative Federica Mogherini,
highlighting the importance of this meeting, said:
“The Eastern Partnership is a key component of
our foreign policy. ...We bring not only economic
benefits, such as increased trade volumes between
all six partner countries and the European Union,
but also strengthen democracy, human rights and
fundamental freedoms. ... We need to continue
the implementation so we can continue to see
good results”.

—
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Uniunea Europeand, ci si consoliddm democratia,
drepturile omului i libertdtile fundamentale.
Trebuie sa continudm implementarea, pentru ca
sa Inregistram rezultate bune”.

Succesele Parteneriatului  Estic au fost
scoase 1n evidentd si de Comisarul Johannes
Hahn, care a declarat: ,, Trebuie sd ne mandrim cu
realizarile noastre in cadrul celor 20 de rezultate
pentru 2020 ale Parteneriatului Estic. Impreuna,
cei sase Parteneri din Est si UE, au facut pasi
concreti spre societdti mai puternice, economii ale
regiunii mai reziliente si mai bine conectate prin
legaturile si infrastructurile de transport Tmbuna-
tatite. Privind inainte, vom continua sa lucrdm
impreund pentru rezultate concrete, in special, in
domeniul reformei judiciare si asigurarii unui
mediu favorabil pentru societatea civild si mass-
media independenta” [11].

In conformitate cu obiectivele-cheie ale
Parteneriatului Estic, Comisia Europeand si Banca
Mondiala au elaborat un plan pentru dezvoltarea
infrastructurii in cele 6 tiri ale Parteneriatului
Estic. Proiectele vor necesita cheltuieli de aproape
13 miliarde de euro pentru constructia sau repa-
rarea a 4800 de kilometri de drumuri si cai ferate,
precum si un numar de porturi, aeroporturi, centre
logistice si puncte de frontiera. Unele proiecte
sunt planificate sd fie puse in aplicare pand in
2020, altele — pana in 2030. ,,Consolidarea lega-
turilor de transport atat in cadrul regiunii Parte-
neriatului Estic, cat si intre aceasta si UE, poate
da impuls cresterii economice si credrii de locuri
de munca”, — a declarat Violetta Bulc, comisarul
european pentru transporturi [12].

Finantarea PEV se realizeaza din resursele
Noului Instrument European pentru Vecinatate, in
cadrul cdruia au fost alocate peste 15,4 mlrd de
euro pentru perioada 2014-2020 [13].

Cea mai mare parte din surse este destinata
programelor bilaterale, elaborate, tindndu-se cont
de necesitatile fiecarei tari si, in baza prioritatilor
parteneriatului sau Agendei de Asociere. Pentru
Republica Moldova, sunt destinate 746 de
milioane de euro, 30 la sutd din aceastd asistenta
fiind destinate agriculturii si dezvoltarii rurale
[14]. Dimensiunile cooperarii si suportul financiar
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The success of the Eastern Partnership was
also highlighted by Commissioner Johannes
Hahn, who said: “We have to be proud of our
achievements in the 20 results for 2020 of the
Eastern Partnership. Together, the six Eastern and
EU Partners have taken concrete steps towards
stronger societies, more resilient and better
connected economies in the region by improved
transport links and infrastructure. Looking ahead,
we will continue to work together for concrete
results, particularly in the area of judicial reforms
and the provision of a favourable environment for
civil society and independent media” [11].

In line with the key objectives of the
Eastern Partnership, the European Commission
and the World Bank have developed a plan for
infrastructure development in the six countries of
the Eastern Partnership. The projects will require
nearly 13 billion euros for the construction or
repair of 4,800 kilometres of roads and railways,
as well as a number of ports, airports, logistics
centres and border points. Some projects are
planned to be implemented by 2020 and others by
2030. “Strengthening transport links both within
the Eastern Partnership region and between it and
the EU can boost economic growth and job
creation”, said Violetta Bulk, European Commis-
sioner for Transport [12].

ENP funding is made from the resources of
the new European Neighbourhood Instrument,
within which over EUR 15.4 billion have been
allocated for the period 2014-2020 [13].

Most funds are destined for bilateral pro-
grams, tailored to the needs of each country and
based on the priorities of the Partnership or the
Association Agenda. EUR 746 million have been
allocated for the Republic Moldova, with 30%
of this assistance intended for agriculture and
rural development [14]. The dimensions of coope-
ration and financial support are determined by
partners' ambitions and needs as well as by the
quality of reforms.

Conclusions

Over the last decade in the implementation
of the ENP there have been radical changes in
relation to the consequences of armed conflicts
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sunt determinate de ambitiile si necesitatile par-
tenerilor, precum si de calitatea reformelor.

Concluzii

Pe parcursul ultimului deceniu, in imple-
mentarea PEV, s-au produs schimbari radicale, in
legatura cu consecintele unor conflicte armate si
situatii de crizd in zona datd. S-a constatat, ca
rezultatele PEV nu pot fi calificate ca satisfaca-
toare si este necesard elaborarea unor noi prio-
ritati si mecanisme pentru o realizare mai efi-
cientd a acesteia in viitor. Obiectivul principal al
PEV, in perspectiva imediatd, este asigurarea
stabilitdtii ca si conditie prealabild pentru o
cooperare fructuoasd si prosperitate economica,
astfel, incat UE si partenerii sai sa fie pregétiti sa
lupte impotriva amenintarilor la adresa securitatii,
care decurg din conflictele militare — terorismul si
crima organizata.

O caracteristica a noii PEV consta in: abor-
darea individuald a intereselor si necesitatilor
fiecdrui partener; asigurarea unei interactiuni
reale a UE cu toti partenerii, repartizarea echi-
librata a eforturilor si resurselor intre doi vectori
de baza, cel de sud (Uniunea pentru Mediterana)
si cel de est (Parteneriatul Estic) al PEV.

Resursele PEV sunt concentrate asupra
unor activitati concrete, orientate spre dezvoltarea
infrastructurii regionale de transport, energetica
etc., care prezintd o importantd prioritard pentru
securitatea si suveranitatea tarilor vecine. Este
consolidatd solidaritatea regionald in vederea sti-
mularii legaturilor comerciale, atragerii investitii-
lor straine, credrii unui climat de afaceri favorabil.

Importanta relatiilor bilaterale dintre Uniu-
nea Europeana si fiecare stat participant la Parte-
neriatului Estic, a fost evidentiatda la Summit-ul
de la Bruxelles, pe 24 noiembrie 2017. Declaratia
finala adoptata de Summit contine obiectivele-
cheie ale Parteneriatului pana in anul 2020,
a caror implementare va aduce initiativa mai
aproape de cetateni si necesitatile acestora.

Tn acest context, cooperarea dintre Uniunea
Europeanad si tarile partenere se concentreaza pe
lucrul asupra unei economii mai competitive si
societafi mai prospere, unei conexiuni si guver-
nante mai puternice.
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and crisis situations in the given area. It has been
found that it is necessary to develop new prio-
rities and mechanisms for its more effective
implementation in the future. The primary objec-
tive of the ENP in the immediate perspective is
to ensure stability as a prerequisite for fruitful
cooperation and economic prosperity, so that the
EU and its partners are prepared to fight security
threats stemming from military conflicts, terro-
rism and organized crime.

A feature of the new ENP is the individual
approach to the interests and needs of each
partner; ensuring a real EU interaction with all
partners, a balanced allocation of efforts and
resources between the two basic vectors, the
Southern one (the Union for the Mediterranean)
and the Eastern one (Eastern Partnership) of
the ENP.

ENP resources are focused on concrete
activities geared to the development of regional
transport, energy, etc., which are of prime impor-
tance for the security and sovereignty of neigh-
bouring countries. Regional solidarity is streng-
thened to boost trade links, attract foreign invest-
ment, create a favourable business climate.

The importance of bilateral relations bet-
ween the European Union and each of the
Eastern Partnership countries was highlighted
at the Brussels Summit on 24 November, 2017.
The Final Declaration adopted at the Summit
contains the key objectives to be reached by
the Partnership by 2020, the implementation of
which will bring the initiative closer to citizens
and their needs.

In this context, the cooperation between the
European Union and the partner countries focuses
on building a more competitive economy and a
more prosperous society, stronger connectivity
and better governance.
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In prezenta lucrare, se propun modele
matematice discrete pentru evaluarea costurilor
retelelor de telecomunicatii cu fir si fara fir.
Aceste modele vizeaza facilitarea identificarii
costului optim al retelelor de telecomunicatii §i
sugereazd anumite scenarii admisibile, dintre
toate acestea, selectdand varianta preferata. Utili-
zdnd anumiti algoritmi combinatorii sau euristici,
modelele identifica refele cu cost optimal, res-
pectand, concomitent, cerintele calitatii de emisie
a informatiei pentru fiecare zond cu criteriile
respective de calitate. Pentru cazul general de
extindere §i optimizare a costurilor retelelor pe
intreg teritoriul tarii, sunt formulate urmdtoarele
recomandari: in dependenta de criteriile de
calitate, diferite pentru fiecare zond conexd, se
concretizeazd modelele de evaluare a costurilor
descrise. Astfel, metodologia examinata ar per-
mite solutionarea problemelor de optimizare a
costurilor respectand cerintele in raport cu crite-
riile de calitate pe intregul teritoriu al tarii.

Cuvinte-cheie: refea de telecomunicatii
prin fir si fara fir, model matematic discret-
combinatorial, evaluarea costului, optimizarea,
modularea.

JEL: C6.
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Introducere

Procesul de optimizare a unei retele de
telecomunicatii poate fi orientat in mai multe
directii [1-3], principalele dintre ele fiind: asigu-
rarea cat mai eficientd a fluxurilor informationale
in tard, minimizarea consumului de resurse mate-
riale necesare pentru realizarea si mentinerea
retelelor, reducerea costurilor retelei, sporirea
calitatii emisiilor etc. Solutionarea unor astfel de
probleme de optimizare este necesara atat la
etapele de creare a retelelor noi de telecomu-
nicatii, cat si la etapele de modernizare a retelelor
deja existente.

Tn acest articol, accentul se pune pe unele
dintre aspectele importante, precum modelarea si
optimizarea costurilor retelelor de telecomunicatii.

Metode de cercetare

Un limbaj comod de analiza, dar si de opti-
mizare a retelei il constituie limbajul grafurilor.
De exemplu, in figura 1, arborele constituit din
muchiile reprezentate cu linie punctatd ar putea
indica conexiunile dintre nodurile beneficiarilor
(clientilor), purtand informatia costurilor, resur-
selor alocate in reteaua de telecomunicatii si
calitatea de modulare, atunci cand aceasta se afla
in faza initiald de functionare.

Introduction

The process of a telecommunication net-
work optimization can be oriented to several
directions [1, 2, 3], the main of which are: ensu-
ring the most efficient flow of information in the
country, minimizing the consumption of material
resources needed to roll out and maintain the
networks, reducing network costs, increasing the
quality of emissions, etc. Addressing such opti-
mization problems is necessary both at initial
stages of new telecommunications networks
rollout and at further stages of the modernization
of existing networks.

This article focuses on one of the important
issues, such as modelling and optimization of
telecommunication networks costs.

Research Methods

An easy-to-use language for analysis, as
well as for network optimization is the language
of the graphs. For example, in figure 1, the tree
consisting of edges represented by a dotted line
could indicate the connections between the bene-
ficiaries’ (customers’) nodes bearing the informa-
tion on costs, resources allocated to the telecom-
munications network and the modulation quality,
when the network is at the initial phase of
operation.

Figura 1. Efectul procesului de optimizare a retelei/
Figure 1. The effect of network optimization process
Sursa: elaborata de autori/ Source: developed by the authors
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De regula, procedura de optimizare se rea-
lizeaza prin selectarea iterativd a acelor muchii
ale arborelui de acoperire a retelei din multimea
muchiilor grafului complet (ce s-ar interpreta ca o
retea initiald), care ar asigura optimizarea chel-
tuielilor totale, adicd minimizarea acestora. Pro-
cesul de evidentiere a unui asemenea arbore
este iterativ si, la fiecare iteratie, se constatd sau
diminuarea costului retelei, sau imbunatatirea
unor indicatori calitativi ai acesteia, desigur,
avand a priori un set de indici doriti. Conform
fundamentarilor teoretice din teoria optimizarii
grafurilor, se cunoaste cd un asemenea arbore
existd, ceea ce prezuma, nu neapdrat, ca acesta ar
putea fi unic. Prezintd importanta faptul ca algo-
ritmii existenti sunt capabili sa identifice reteaua
optima, indiferent de contextul in care este for-
mulata problema.

Tn continuare, in calitate de varfuri ale gra-
fului, se vor considera punctele de amplasare
a statiilor.

In cazul optimizarii retelei de acces, ca
reguld, valorile variabilelor de baza sunt discrete,
unele dintre ele neavand chiar valoare numerica,
de exemplu, tipurile de modulare: QPSK, 4QAM,
16QAM, 64QAM s.a. Prin urmare, implemen-
tarea optimizarii continue nu poate fi, Tn mod
direct, aplicatd pentru asemenea situatii.

In caz general, functia cost poate fi formu-
lata astfel [4]:

C=f(A, T),AeA,TE€eT A=(B,L), T=(M,R,H,V,W,G),

unde:
C exprima costul implementarii retelei;
A —variabila limitei retelei de acces;
B - dimensiunea elementului-grila (aria
suprafetei, in km?);
L — dimensiunea (aria suprafetei, in km?)
zonei de delimitare;
T — variabilele folosite in tehnologia retelei
de acces;
M — tipul canalului de transmisie;
R — viteza transmiterii datelor, kbps;
H — disciplina pentru serviciul de pachet de
date;
V — metoda de acces;
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As a rule, the optimization procedure is
performed by iteratively selecting those edges of
the network tree from the range of edges of the
entire graph (which would be interpreted as an
initial network) that would ensure the total cost
optimization, i.e. total cost minimization. The
process of highlighting such a tree is iterative,
and with every iteration, either the decrease of the
network cost or the improvement of its qualitative
indicators is found, of course, having a set of
desired indices in advance. It is known, according
to the theoretical fundamentals in the graph
optimization theory, that such a tree exists, it
might not necessarily be unique. What is impor-
tant is that the existing algorithms are able to
identify the optimal network, no matter in what
context the problem is formulated.

Further, the peaks of the graph will be
considered the points of based stations locations.

In the case of access network optimization,
as a rule, the values of basic variables are
discrete, some of which do not even have
numerical value, for example modulation types:
QPSK, 4QAM, 16QAM, 64QAM etc. Therefore,
the implementation of continuous optimization
cannot be directly applied to such situations.

In a general case, the function cost can be
expressed as follows [4]:

)

where:
C — cost of network implementation;
A — variable of the access network limit;
B — size of the grid element (surface area,
in km2;
L — size (surface area, in km2) of delimi-
tation zone;
T — variables used in access network techno-
logy;
M — type of transmission channel;
R — rate of data transmission, kbps;
H — discipline for data package service;
V — method of access;
W — type of modulator;
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W — tipul modulator;

G — tipul codecului voce standard.

Tn expresia (1) seturile de variabile sunt
definite prin produsele carteziene:

G — type of standard voice codec.
In the expression (1) the sets of variables
are defined by Cartesian products:

A=BxL, T=MxRxHxVxWxG ,

iar restrictiile, ce exprima indicatorul de calitate i,
au forma:

Qimin < Qi < Qimax, i=1, 2,...,r.

Modelul (1)-(2) poate fi considerat ca un
model abstract de descriere a situatiilor-problema,
in care accentul se pune pe minimizarea functiei
cost, fara a specifica, concret, dependenta acestei
functii de setul de variabile (A, T). De asemenea,
in model, nu se indica nici relatiile prin care ar
trebui sa se ilustreze constrangerile impuse. Dar e
clar ca, indiferent de situatie, e necesara deter-
minarea perechii (A*, T*), pentru care functia C =
f (A, T) ia valoarea minima: Cmin = f (A*, T*).
Pentru a rezolva o asemenea problema, in fiecare
caz concret, mai intai de toate, trebuie cuanti-
ficata expresia analitica a functiei f (A,T), indi-
catd modalitatea de evaluare a acestea, dar si
scoase 1n evidenta acele restrictii, care urmeaza sa
fie respectate.

Totodatd, e important de mentionat ca
(1)-(2) reprezinta un model formal raportat la
ambele tipuri de retea. Totusi, consideram opor-
tund examinarea mai concretd a specificului a
doua tipuri de retea: cu fir si fara fir, dat fiind
faptul ca asigurarea tehnicd a acestora e foarte
diferita de la caz la caz.

Astfel, in continuare, se vor examina doua
modele de evaluare a costurilor retelelor de
comunicatii: cu fir si fara fir.

3. Rezultatele cercetarii

3.1. Modelul matematic pentru retele cu fir

Considerand ca reteaua include n zone,
cheltuielile pentru localitatea (zona) i, se calcu-
leaza pornind de la urmatoarele componente [5]:

A. Costurile de echipament/centrala depind
de capacitatea de deservire necesard calculata si
de fiabilitatea care este necesar sa fie asigurata.
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while the restrictions, which express the quality
indicator i, have the following form:

)

The model (1)-(2) can be considered as an
abstract model to describe problematic situations,
in which the emphasis lies on minimizing the cost
function without exactly specifying the depen-
dence of this function on the set of variables
(A, T). Neither does the model indicate the
relationships through which the imposed cons-
traints should be illustrated. But it is clear, that
regardless of the situation, it is necessary to
determine the pair (A*, T*), for which the func-
tion C =f (A, T) takes the minimal value: Cmin =
f (A*, T*). To solve such a problem, in each
concrete case, first of all the analytical expression
of the function f (A, T) must be quantified, and the
method of its evaluation must be indicated, as
well as the restrictions necessary to be observed
must be emphasized.

At the same time, it is important to mention
that (1)-(2) represents a formal model reported to
both types of network. However, we consider it
appropriate to look more deeply into the specifics
of the two types of network: wire line and
wireless, given that their technical features are
very different on a case-by-case basis.

Further, two models for assessing the costs
of wireless and wire line communications net-
works will be examined.

3. Research results

3.1. Mathematical model for wireline net-
works

Considering that the network includes n
zones, the costs for locality (zone) i, is calculated
proceeding from the following components [5]:

A. Equipment/exchange costs. Depends on
calculated necessary servicing capacity and on
viability necessary to be ensured.
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1
Se noteaza cu: §

Ci(sD),

unde,
j =1, 2,... reprezintd indicatorul de capa-
citate a statiei amplasate 1n localitatea i;
iar, p — indicatorul de fiabilitate (sau pro-
babilitatea functionarii fara refuz a statiei).
B. Costurile retelei de transmisiuni pentru
centrald se 1incadreazd in intervalul [10000;

It is noted as follows:
(3)

where,
j=1, 2,... represents the capacity indicator
for the exchange, situated in locality i;
while p — represents viability indicator (or
probability of flawless operation of the
exchange).
B. The costs of transmission network for

600000] MDL. Se noteaza cu: the exchange fit into the interval [10000;
600000] MDL. It is noted as follows:
Cfi(di; Thy), (4)
unde: where:

df reprezintd lungimea traiectului liniar

(traseului) in localitatea i de la statie

pand la punctul de conectare in reteaua

backbone;

iar Th; — tipul tehnologiei utilizate pentru

asigurarea transportului spre statia de baza;

I = 1 —traiect liniar prin fibra optica;

| = 2 — traiect liniar prin sistemul Micro-

wave (radioreleu).

C. Costurile pentru asigurarea statiei de
bazi cu sursa de energie electrici (LEA) se Inca-
dreaza 1n intervalul [70000; 600000] MDL.
Se noteaza cu:

cf,(d/),

unde,
d] reprezintd lungimea LEA pana la
punctul de racordare pentru electro-alimen-
tarea statiei in zona i;
r = 1 — conectare prin disjunctor la sursa
trifazatd in punctul de racordare;
r = 2 — conectare prin transformator de
coborare a tensiunii Tn punctul de racordare.
D. Costurile de constructie a incdperii/
spatiului tehnologic depind de tipul si de com-
plexitatea lucrarilor. Diapazonul calculat se inca-
dreaza in intervalul [30000; 1200000] MDL. Se
noteaza cu:

CHi(Te,
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df — represents the tract distance (line) in

locality i from the exchange to the connec-

tion point in backbone network;

while, Th; — represents the type of techno-

logy used for ensuring transportation to the

main exchange;

I =1 - linear tract via optical fiber;

| = 2 — linear tract via the Microwave sys-

tem (radio relay).

C. Costs for electricity supply (LEA) to the
main exchange fits into the interval [70000;
600000] MDL. It is noted as follows:

®)

where,

d; — represents the length of LEA up to

the point of connection of electricity supply

to the exchange in zone i;

r = 1 — connection via circuit breaker to the

three-phase source at the connection point;

r = 2 — connection via low voltage

transformer to the connection point.

D. Costs for room/technological space
construction. Depend on the type and work
complexity. The calculated range fits into the
interval [30000; 1200000] MDL. It is noted as
follows:

Cl), (6)

—  mm
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unde:

T, indica tipul constructiei utilizate, carac-

terizata prin materialele utilizate,

iar Cl determind indicatorul de comple-

xitate al lucrarilor.

E. Costurile de achizitie a terenului sau
locatiei spatiului tehnologic pentru instalarea
statiei de baza in zona i se incadreaza in intervalul
[1000; 30000] MDL. Se noteaza cu:

Cfi(t),

unde
t; reprezintd terenul preconizat pentru
implementarea statiei;
ti = 1 — metoda de achizitie;
ti = 2 — metoda de locatiune a spatiului.

F. Costurile de organizare a ultimei mile
(distributia catre abonat) depind de distanta si de
tehnologia selectata. Se noteaza cu:

Cfi(dij’TS),

unde
d;j denota distanta de la statia i pana la
abonatul j=1,2,...,
m; — numarul abonatilor din localitatea i ,
iar Ts — tehnologia selectata.
Astfel, costul total de implementare a unei
centrale Tn zona i, notat cu Cf;, este:

Cfi = Cfi(S)) + Ci(df;Thy) + Cfi(d]) + Cfi(Te, CD) + Cfi(t)+Cfi(dij Ts)

Numarul zonelor, in acest caz, este a priori
cunoscut, fiind egal cu n — numadrul localitatilor
din aria de acoperire.

Prin urmare, dacd suprafata de acoperire
consta din n zone, costul total al retelei

(notat CfR) se exprima astfel:

Cfr = i1 Cfi -

3.2. Modelul matematic pentru retele
fara fir

In cazul comunicatiilor fira fir, cheltuie-
lile se calculeazd pornind de la urmatoarele
componente:
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where,

T, — represents the type of construction,

characterized by the materials used,

while Cl determines the work complexity

indicator.

E. Costs for land acquisition or techno-
logical space rent for the installation of the main
exchange in zone i fits into the interval [1000;
30000] MDL. It is noted as follows:

(")

where

t; — represents the land intended for the

exchange rollout;

t; = 1 — acquisition method;

t; = 2 — space rent method.

F. Costs of organizing the last mile (distri-
bution to the subscriber). Depends on distance
and technology selected. It is noted as follows:

(8)

where
d;; represents the distance from the station i
to the subscriber j=1,2,...,
m; —number of subscribers in locality i ,
while Ts —selected technology.
Thus, the total cost of an exchange imple-
mentation in zone i, noted by Cf;, is:

9)

The number of zones, in this case, is
known in advance, being equal to n — number of
localities from the coverage area.

Consequently, if the coverage surface con-
sists of n zone, the total network cost (noted Cf)
is expressed as follows:

(10)

3.2. Mathematical model for wireless
networks

In the case of wireless communications,
the costs are calculated considering the following

components:
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A. Costurile de echipament BTS 1n zona i

se incadreaza 1in intervalul [350000; 540000]
MDL si se noteaza cu

unde,

A. Costs of BTS equipment in zone i fit
into the interval [350000; 540000] MDL and it is
noted as follows:

Ci(sh, (1)

J reprezinta tipul statiei de bazd (costuri
hardware):

j =1 - BTS; cu un sector (un bloc radio si
o antena directiva),

J =2 - BTS; cu doua sectoare (doua blocuri
radio si doud antene directive),

j = 3 — BTS; cu trei sectoare (trei blocuri
radio si trei antene directive),

iar g — indicatorul de capacitate al sec-
torului BTS:

g = 1 — sector dotat cu resurse software
(16QAM, AMR, s.a.),

g = 2 — sector dotat cu resurse software
(64QAM, AMR-WB, s.a.).

B. Costurile retelei de transmisiuni pentru

BTS se incadreaza in intervalul [10000, 600000]
MDL si se noteaza cu

unde,

where,
j represents the type of the main station
(costs of hardware):
j = 1 — BTS;with one sector (a radio block
and a directive antenna),
J = 2 — BTS,with two sectors (two radio
blocks and two directive antennas),
j = 3 — BTSawith three sectors (three radio
blocks and three directive antennas),
while, q represents BTS sector capacity
indicator:
g = 1 - sector equipped with software
resources (L6QAM, AMR, etc.),
g = 2 — sector equipped with software
resources (64QAM, AMR-WB, etc.).
B. The costs of transmission network for
BTS fit into the interval [10000, 600000] MDL

and it is noted as follows:

(di;Thy) (12)

df reprezinta distanta tractului in zona i de
la BTS pand la punctul de conectare in
reteaua backbone,

iar, Th, — reprezintd tipul tehnologiei uti-
lizate pentru asigurarea transportului spre
statia de baza:

| = 1 —traiect liniar prin fibra optica,

| = 2 — tract liniar prin sistem Microwave
(radioreleu),

| = 3 — traiect liniar prin sistem point-to-
point WiFi.

C. Costurile pentru asigurarea statiei de

bazd cu sursa de energie electrica (LEA) se
incadreaza 1n intervalul [70000; 600000] MDL si
se noteazd cu

where,
df — represents the tract distance in zone i
from BTS to the connection point in back-
bone network,
while, Th; — represents the type of techno-
logy used for ensuring transportation to the
main station:
I =1 - linear tract via optical fiber,
| = 2 — linear tract via Microwave system
(radio relay),
| = 3 — linear tract via point-to-point Wi-Fi
system.
C. The costs for electricity supply (LEA)
to the main station fit into the interval [70000;
600000] MDL and it is noted as follows:

Ci(dp), (13)
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unde,
d] exprima lungimea LEA péna la punctul
de racordare pentru electro-alimentarea
BTS1n zonai:
r = 1 — conectare prin disjunctor la sursa
trifazatd in punctul de racordare,
r = 2 — conectare prin transformator de
coborére a tensiunii Tn punctul de racordare.
D. Costurile constructiilor civile (metalo
constructiilor) pentru instalarea echipamentului
BTS in zona i se incadreazi in intervalul [30000;
1200000] MDL si se noteaza cu

Ci (Tc)

unde,

T, reprezintd tipul constructiei caracte-

rizate prin materiale utilizate, constructiv si

inaltimea totald asiguratd pentru instalarea
statiei de baza.

E. Costurile de achizitie teren sau loca-
tiune a spatiului tehnologic pentru instalarea
statiei de baza Tn zona i se incadreaza in interva-
lul [1000; 30000, MDL]. Acestea se noteaza cu:

Ci(

unde,

t; indica terenul preconizat pentru imple-

mentarea statiei de baza:

ti = 1 — metoda de achizitie,

tj = 2 — metoda de locatie a spatiului.

F. Costurile fixe pentru autorizarea
emisiei statiei de bazd si avizele necesare (a)
Pentru a pune in functiune statia BTS in zona i
s1 se noteaza cu:

Astfel, costul total de implementare a unei
statii de baza 1n zona i se exprima prin

Ci = Ci(S) + Ci(df; Thy) + C;(d]) + Ci(Tc) + Ci(t)+Ci(a).

Numarul zonelor se va exprima prin

Marimea d reprezintd lungimea razei BTS
(hexagonului) in zona i.

Formula de calcul (in cazul retelei hexago-
nale) a caracteristicii d este urmatoarea [4]:
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where,

d; — represents the length of LEA to the

connection point for electricity supply of

BTS in zone i:

r = 1 — connection via circuit breaker to the

three-phase source at the connection point,

r = 2 — connection via low voltage trans-

former to the connection point.

C. The costs of civil constructions (metal
constructions) for the installation of BTS equip-
ment in the zone i fits into the interval [30000;
1200000] MDL and it is noted as follows:

(14)

where,

T, — represents the type of construction

characterized by the materials used, cons-

tructive and total height ensured for the
installation of the main station.

E. The costs for land acquisition or rent of
technological space for the installation of the
main exchange in the zone i fits into the interval
[1000; 30000] MDL.. These are noted as follows:

ti), (15)

where,
t; — represents the land planned for the
implementation of the main exchange:
ti = 1 — method of acquisition,
ti = 2 — method of space rent.

F. The fixed costs for the authorization of
the main exchange emission and necessary
permits (a) to start the operation of the BTS in
zone i and it is noted as follows:

(16)

Thus, the total cost of a main exchange
implementation in the zone i is expressed by

17)
The number of zones will be expressed by
(18)

The value d represents the length of the
BTS radius length (hexagon) in the zone i.

The calculation formula (in case of a hexa-
gonal network) of value d is the following [4]:
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Prin urmare, daca suprafata de acoperire
constd din n zone, costul total al retelei (notat cu
Cr) se exprima astfel:

CR=

unde valoarea Ci se calculeaza conform
relatiei (17).

4. Studiu de caz raportat la modelul
retelelor de telecomunicatii fara fir

Tn continuare, vom propune o ilustrare
practicd a procedurii de optimizare a retelei de
acces fara fir.

Se expune modul de determinare a solu-
tiillor optime ale retelei, care va genera costuri
minime $i nu va incalca restrictiile de calitate
(vectorul P). Tipul statiilor de baza se considera a
fi cu trei sectoare (trei blocuri radio si trei antene
directive).

Pentru aceasta, au fost selectate un sir de
localitdti, care prezintd o zond compacta, propuse
spre acoperire (tabelul 1).

Therefore, if the coverage area consists of n areas,
the total cost of the network (noted as Cg) is
expressed as follows:

e, (19)

where the value Ci is calculated according
to relation (17).

4. Case study on the wireless telecommu-
nications network model

Below we propose a practical illustration of
the wireless access network optimization pro-
cedure.

It outlines how to identify the optimal
network solutions that will generate minimal
costs and will not violate the quality restrictions
(vector P). The type of the main exchange is
considered to be the three-sector one (three radio
blocks and three directive antennas).

For this, we have selected a number of
localities with a compact area proposed for cove-
rage (table 1).

Tabelul 1/ Table 1

Localitatile Republicii Moldova propuse spre acoperire /
Localities of the Republic of Moldova proposed for coverage

. s . . Populatia /
Raion / District Localitatea / Locality Population 2018

Drochia Hasnasenii Noi 1178
Drochia Pelinia 7602
Glodeni labloana 2487
Glodeni Sturzovca 4411
Mun. Balti Sadovoe 1367
Régcani Alunis 1788
Rascani Ciobanovca 27

Réscani Recea 2501
Rascani Singureni 1729
Rascani Slobozia-Recea 104
Réscani Sverdiac 475
Régcani Usurei 374

Sursa: elaborat de autori / Source: developed by the author
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Datele care reprezintd parametrii initiali
pentru studiu sunt prezentate in tabelul 2. Con-
form metodologiei descrise 1n [4], se determina
variantele optime ale retelelor de cost minimal,
respectand, totodata, restrictiile de calitate (pana
cand toate componentele vectorului P sunt 0).
Indati ce cel putin o componenti a vectorului P
devine 1, aceasta denota incalcarea a cel putin
unei restrictii de calitate. Tabelele 3 si 4 prezinta
datele de referintd pentru determinarea solutiilor
optime 1n doua cazuri:

The data representing the initial parameters
for the study are presented in the table 2.
According to the methodology described in [4],
the optimal variants of networks of a minimal
cost are determined, while observing the quality
restrictions (as long as all the components of the
vector Pare 0). As soon as at least one P
component becomes 1, this denotes the violation
of at least one quality restriction. Tables 3 and 4
provide reference data for optimal solutions in
two cases:

a) QZmin='15 dBy leax:200 ms,
b) Q2 max =-8 dB, Q1min = 40 ms.

Tabelul 2/ Table 2

Date initiale / Initial data

Parametrii/variabile/ Parameters/variables

Valoarea / Value

Suprafata / Surface 260 km?
Numarul de localitati / 12
Number of localities

Numarul de locuitori /

Number of inhabitants 24043
Frecventa radio a statiei de baza / 2100 MHz

Radio frequency of main station

dy, dy, ... dg; Ad 0.4 km, 0.9 km, ... 3.9 km; 0.5 km
Ri1,...R:6 64 kbps ... 21 Mbps
H,V HSDPA, WCDMA

W, disponibilitatea canalului /
W, availability of channel

a) 16QAM, 99.999%
b) 64QAM, 99.999%

G

a) AMR
b) AMR-WB

Q1 —intarzierea pachetelor de date/
Q1 - data packet delay

Q2 - raportul semnal-zgomot /

Q2 - signal-to-noise ratio

lein =40 ms, leax:ZOO ms
Q2min =-15 dBa QZmax =8 dB

Sursa: ajustata de autori [4] / Source: adjusted by the authors [4]

Rezultatele evaluirii costurilor pentru
Q:=40 ms, Q,=-8 dB, W=64 QAM, G=AMR-WB
(Varianta 1) sunt R=2.4 km, L(L5)=14,96 km? C
min =32,5 mln MDL si sunt prezentate in forma
graficd n figura 2.
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Results of costs evaluation for Q;=40 ms,
Q,=-8 dB, W=64 QAM, G=AMR-WB (Variant I)
are R=2.4 km, L(L5)=14,96 km?, C min = 32,5
million MDL and are graphically represented
in figure 2.
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Identificarea solutiei optime, Q2 min =-8 dB, Q1min = 40ms/
Identification of an optimal solution, Q2 min =-8 dB, Q1min = 40ms
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Figura 2. Identificarea solutiei optime (varianta ) /
Figure 2. Identification of an optimal solution (variant I)
Sursa: elaborata de autori / Source: developed by the authors

In conditiile in care reteaua, ce urmeaza a fi
proiectata, se bazeaza pe utilajul cu caracteris-
ticile W=64QAM, G=AMR-WB, costul minimal al
acesteia ar fi Cmin = 32,5 min MDL (figura 2).
Raza de actiune a unei statii, localizate in centrul
hexagonului, este d=2,4 km, aria de acoperire a
hexagonului fiind L=L5 de circa 14,96 km’.
Parametrii de calitate se pronuntd cu valorile
Q:=40 ms, Q,=-8 dB. Daca s-ar incerca sa se
majoreze raza hexagonului cu Ad=0.5 km, adica
sa se treaca de la d=2,4 km la d=2,9 km (careia 1i
corespunde L=21,85 km?), s-ar obtine valori
inadmisibile ale indicatorilor de calitate.

Tn cazul cand Q1 < Qimin = 40 ms, sau
Q2 > Qumax = -8 dB, ceea ce ar semnifica ci o
asemenea solutie nu poate fi acceptatd (in figura
2, aceastd situatie este marcatd cu linia din
extrema de sus, numita si linia 1).

Prin urmare, algoritmul incepe cu raza de
actiune d=0,4 km, crescand treptat aceasta raza
cu marimea Ad=0.5 km si pana la momentul in
care raza d=2,4 km. Astfel, pentru a asigura
acoperirea zonei geografice indicate, sunt
necesare 17 hexagoane (aceasta fiind ilustrata in
figura 4), adicd 17 statii de tip W=64QAM,
G=AMR-WB.
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Where the network to be designed is based
on the equipment with the features W=64QAM,
G =AMR-WB, its minimum cost would be
C min = 32,5 million MDL (figure 2). The radius
of a station, located in the center of the hexagon,
is d=2,4 km, the coverage area of the hexagon
being L=L5 of aboutl4,96 km® The quality
parameters are expressed with the values Q;=40
ms, Q,=-8 dB. If the radius of the hexagon is
increased by Ad=0.5 km, i.e. from d=2,4 km to
d=2,9 km (that corresponds to L=21,85 kmz),
inadmissible values of the quality indicators
would be obtained.

Where Q1 < Qqmin = 40 ms, or Q2 > Qomax =
= -8 dB, which would mean that such a solution
cannot be accepted (in the figure 2 this situa-
tion is marked with the uppermost line, also
called line 1).

Therefore, the algorithm starts with the
radius d=0,4 km, gradually increasing this radius
by Ad=0.5 km until the moment when the radius
d=2,4 km. So, in order to ensure the coverage
of the indicated geographical zone, 17 hexagons
are necessary (this is represented in the figure 4),
that is 17 stations of the type W=64QAM,
G=AMR-WB.
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n tabelul 3, sunt reflectate cantitatea nece-
sard de site-uri si configuratia acestora pentru
asigurarea indicatorilor de calitate nominalizati.

Table 3 reflects the necessary quantity of
sites and their configuration to ensure the men-
tioned quality indicators.

Tabelul 3/ Table 3

Numiirul necesar de site-uri in aria de acoperire (varianta 1)/
Necessary number of sites (variant )

Date de referinta / Reference data

Valoarea / Value

Cantitatea calculata de site-uri / Calculated number of sites

17

Costuri de investitie, total min MDL / Investment costs, total million MDL

32,5

Sursa: elaborat de autori / Source: developed by the authors

Rezultatele evaluirii costurilor pentru
Q:=200 ms, Q.,=-15 dB, W=16QAM, G=AMR
(varianta 1) sunt R=3.4 km, L(L7)=30,03 km?, C
min =17,5 mln MDL si sunt prezentate in forma
grafica in figura 3.

The results of cost evaluation for Q;=200
ms, Q,=-15 dB, W=16QAM, G=AMR (variant II)
are R=3.4 km, L(L7)=30,03 km?, C min =17,5
million MDL and are graphically presented in the
figure 3.

Identificarea solutiei optime, Q2max =-15 dB, Q1max=200ms/
Identification of an optimal solution, Q2max =-15 dB, Q1max=200ms
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Figura 3. Identificarea solutiei optime (varianta Il) /
Figure 3. Identification of an optimal solution (variant 1)
Sursa: elaboratd de autori / Source: developed by the authors

In figura 3, se ilustreaza procesul de desfi-
surare a algoritmului 1n supozitia cd reteaua
proiectatd va include statii cu caracteristicile
W=16QAM, G=AMR. In mod similar, initial, se
considerd raza de actiune d=0,4 km, se trece
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Figure 3 illustrates the process of algorithm
rollout in the assumption that the designed
network will include exchanges with the features
W=16QAM, G=AMR. Similarly, at first the radius
d=0,4 km is considered, then there is gradual
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treptat la urmatoarea razd cu cresterea Ad=0.5
km, pand la momentul in care raza devine egala
cu d=3,4 km (adica, in acest caz, se realizeaza
efectiv 7 iteratii) si aria suprafetei de acoperire a
hexagonului L=30,03 km?.

Valorile indicatorilor de calitate sunt la
limitele Q;=200 ms, Q,=-15 dB, dar admisibile.
Cresterea, in continuare, a razei d a hexagonului
cu Ad=0.5 km conduce la nerespectarea restric-
tiillor cu privire la indicatorii de calitate: sau
Q:>200 ms ,sau Q,<-15 dB (in figura 3, aceasta
situatie fiind ilustrata prin linia 1 din extrema de
sus). Asadar, 1n cazul respectiv, 10 statii cu carac-
teristicile indicate vor asigura pe deplin reteaua
proiectatd, costul acesteia, care este si costul mi-
nimal, fiind estimat la 17,5 min MDL (acoperirea
respectiva fiind reprezentata in figura 5).

n tabelul 4, sunt reflectate cantitatea nece-
sard de site-uri si configuratia acestora pentru asi-
gurarea indicatorilor de calitate Q; si Q,.

transition to the following radius with increased
value Ad=0.5 km, up to the moment when the
radius becomes equal to d=3,4 km (i.e. in this case
effectively 7 iterations are performed) and the area
of the hexagon coverage surface L=30,03 km?.

The values of quality indicators are within
the limits Q;=200 ms, Q,=-15 dB, however,
admissible. The further increase of the radius d of
the hexagon by Ad=0.5 km leads to non-obser-
vance of quality indicators restrictions: either
Q:>200 ms, or Q,<-15 dB (in the figure 3 this
situation is illustrated by line 1 of the uppermost
top). Therefore, in this case, 10 stations with the
indicated features will fully ensure the designed
network, its cost, which is also the minimum cost,
being estimated at 17.5 million MDL (the corres-
ponding coverage being represented by the fig. 5).

The table 4 reflects the required quantity of
sites and their configuration to ensure quality
indicators Q, and Q..

Tabelul 4/ Table 4

Numirul necesar de site-uri n aria de acoperire (varianta Il) /
Necessary number of sites (variant I1)

Date de referinta / Reference data

Valoarea / Value

Cantitatea calculata de site-uri / Calculated number of sites

10

Costuri de investitie, total min MDL / Investment costs, total million MDL

17,5

Sursa: elaborat de autori / Source: developed by the authors
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Figura 4. Acoperirea teritoriala pentru Q. si Q, si a restrictiilor intacte: 64QAM modulatia, codec
de tip AMR — WB, Ns=17, razd de acoperire maximd 2,4 km, disponibilitatea 99,999% /
Figure 4. Territorial coverage for Q; and Q,and intact restrictions: 64QAM modulation, AMR —
WB, Ns=17, maximum coverage radius 2,4 km, availability 99,999%

Sursa: ajustata de autori [4]/ Source: adjusted by the authors [4]
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Figurile 4 si 5 reprezintd imagini ale
structurilor optime de acces fara fir raportate la
costul si calitatea ridicata a serviciilor.

Figura 4 prezintd o ilustrare geometrico-
geografica a variantei optime din figura 2, céreia
1i corespund, Tn amplasarea pe teren, 17 site-uri.

Figures 4 and 5 represent images of opti-
mal wireless access network structures in terms of
cost and high service quality.

Figure 4 represents a geometric-geographic
illustration of the optimal variant of figure 2 to
which 17 sites located on ground correspond.

Figura 5. Acoperirea teritoriala pentru Q. si Q, si a restrictiilor intacte: 16QAM modulatia, codec
de tip AMR, Ns=10, raza de acoperire maxima 3,4 km, disponibilitatea 99,999% /
Figure 5. Territorial coverage for Q;and Q, and intact restrictions: 16 QAM modulation, AMR
codec, Ns=10, maximum coverage radius 3,4 km, availability 99,999%
Sursa: ajustata de autori [4] / Source: adjusted by the authors [4]

Figura 5 corespunde, Th mod similar, varian-
tei optime din figura 3 cu 10 site-uri amplasate
pe teren.

Concluzii

In prezentul articol, se propun modele
matematice de descriere si evaluare a costurilor
totale pentru retelele de telecomunicatii cu fir si
fara fir. Modelele pot fi utilizate la analiza si
optimizarea retelelor deja existente sau la pro-
iectarea si edificarea unor retele noi.

Cu ajutorul modelelor, pot fi realizate anu-
mite scenarii admisibile, selectand, dintre toate
acestea, varianta preferata. La utilizarea anumitor
algoritmi combinatorii sau euristici, modelele
faciliteaza identificarea retelei de cost optimal,
concomitent, fiind respectate cerintele cu privire
la asigurarea calitdtii de emisie a informatiei.

In urma cercetirii si in baza datelor, por-
nind de la datele studiului prezentate in tabelul 2,
pentru acoperirea celor 12 localitdti enumerate
mai sus, s-a constatat ca, la utilizarea modulatiei
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The figure 5 similarly corresponds to the
optimal variant from the figure 3 with 10 sites
located on ground.

Conclusions

This article provides mathematical models
for describing and evaluating the total costs for
wire line and wireless telecommunication net-
works. These models can be used to analyze and
optimize the existing networks, or to design and
build new networks.

The models can help implement certain
admissible scenarios, selecting the preferred op-
tion. While using some combinational or heuristic
algorithms, the models facilitate the identification
of the optimal network cost, concomitantly obser-
ving the requirements for ensuring the quality of
the information emission.

As a result of the research, based on the
study data presented in the table 2 for the cove-
rage of the 12 localities listed above, it was
concluded that using the 64QAM modulation for
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64QAM pentru acoperirea la nivel teoretic, cat si
pentru asigurarea valorilor de calitate a priori
indicate, este necesar un numar de 1.7 ori mai
mare de statii de bazd decat in cazul modularii
16QAM. Iar in cazul modularii 16QAM (tabelul
4) si cu conditia pastrarii indicatorilor de calitate
in limitele admisibile, costurile de investitie se
vor reduce cu ~ 46,2%.

Metoda poate fi adaptatd pentru solutio-
narea si a altor probleme similare de optimizare
cu variabile discrete, ajustate la gradul de influ-
enta, specifice acestora, asupra functiilor-obiectiv
si asupra restrictiilor de domeniu IT.

In general, pentru solutionarea problemelor
intru dezvoltarea intregii infrastructuri de tele-
comunicatii in tard, rezultatele obtinute in arti-
colul dat pot fi folosite in felul urmitor. In baza
unor cercetari suplimentare, e necesard impartirea
intregului teritoriu al tarii in zone cu diferite
cerinte fata de criteriile de calitate ale serviciilor
de comunicatii. Dupa aceea, iIn functie de aceste
criterii, pentru fiecare zond conexd, sid se con-
cretizeze modelele de evaluare a costurilor
descrise mai sus. Astfel, metodologia examinata
ar permite solutionarea problemelor de optimizare
a costurilor, respectand cerintele in raport cu
criteriile de calitate.

theoretical coverage and for ensuring quality
values in advance, it is necessary to have a
number of main stations higher by 1.7 than in the
case of 16 QAM modulation. In the case of
16QAM modulation (table 4), provided that the
quality indicators are maintained within accep-
table limits, the investment costs will be reduced
by ~ 46,2%.

The method can be adapted to solve other
similar optimization problems with discrete varia-
bles, adjusted to their specific degree of influence
on objective functions and IT domain restrictions.

Generally, in order to solve the problems
for the development of the entire telecommunica-
tion infrastructure in the country, the results
obtained in the given article can be used in the
following way. Based on additional research, it is
necessary to divide the entire territory of the
country into areas with different requirements to
the quality criteria of the communications servi-
ces. Subsequently, depending on these criteria,
the cost assessment models described above are
specified for each associated area. Thus, the exa-
mined methodology would allow cost-optimi-
zation problems to be addressed, while observing
the requirements related to quality criteria.
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In domeniul realizarii software existd destul
de multe lucrari despre programare, design si
practicile arhitecturale, in timp ce imbunatatirile
si actiunile organizatorice de asigurare a calitatii
in managementul de proiect sunt ignorate de
catre dezvoltatorii software. In scopul umplerii
acestui gol, lucrarea prezinta o succinta analiza a
bunelor practici, incorporate in standardele actuale
de calitate de circulatie internationala in con-
textul managementului proiectelor informationale
(IPs), asigurarii calitdtii sistemelor informationale
(1S), sistemelor si aplicatiilor software. Totodata,
standardele spun doar ce trebuie de facut, dar nu
si cum trebuie facut. In lucrare se face o tentativa
de elucidare a actiunilor necesare pentru imple-
mentarea unui sistem corporativ de calitate si o
prezentare sumard a modelelor de calitate, pentru
a ajuta utilizatorii in selectarea si elaborarea
modelelor de calitate software conforme proprii-
lor misiuni §i strategii.

Cuvinte-cheie: proiect informational, cali-
tate software, managementul calitatii, sistemul
calitatii, modelul calitatii.

JEL: L15, L86, 123.

Introducere
Tehnologiile informationale si comunica-
tionale moderne (TIC) schimba modul in care
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There are quite a lot of work on program-
ming, design and architectural practices in soft-
ware development, while improvements and orga-
nizational actions to ensure quality in project
management are ignored by software developers.
In order to fill this gap, the paper presents a brief
analysis of good practices embedded into current
international quality standards in the context of
information project management (IPs), quality
assurance of information systems (IS), systems and
software applications. At the same time, stan-
dards only say what needs to be done, but they do
not say how to do it. The paper attempts to elu-
cidate the actions needed to implement a quality
corporate system and a brief presentation of qua-
lity models to help users select and develop their
software quality models according to their own
mission and strategy.

Keywords: information project, software
quality, quality management, quality system, quality
model.

JEL: L15, L86, 123.

Introduction

Modern information and communication
technologies (I1&CT) change the way we live,
work, learn, entertain, etc. Today almost everyone
uses various and numerous software applica-
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trdim, muncim, invatdm, ne distram etc. Astazi
aproape toata lumea utilizeaza diverse si multiple
aplicatii software, indeosebi mobile, ceea ce
impune cerinte avansate de calitate a produselor
si provocarea producatorilor pentru a supravietui
pe piata globald extrem de competitivd. Societa-
tea contemporand, numitd Societate Informatio-
nald bazatd pe Cunoastere (SIC), constituie o
noud etapa a evolutiei sale, In care predomind
schimbarea si inovarea. SIC moderna este carac-
terizata prin:

e Cresterea rolului informatiei si a cunoas-
terii. Astazi este bogat nu cel ce detine
bunuri tangibile (cladiri, terenuri etc.), dar
cel ce detine cunostinte bogate (proprietate
intelectuald). Informatia este estimatd ca al
patrulea element vital: dupa aer, apa si foc.

e Forta motrice a dezvoltdrii a devenit pro-
ducerea de informatii si cunostinte. Prin-
cipalul produs si valoarea principala a
Societatii Cunoasterii au devenit informa-
tiile si cunoasterea.

e In SIC se observa majorarea cotei comu-
nicatiilor informationale, produselor si ser-
viciilor informationale in produsul intern
brut (de exemplu, in Republica Moldova la
nivel de 9-10% [1].

e In SIC apare economia digitali global, spa-
tiului informational global, noi modele de
afaceri electronice, mobile, iar si cele vechi
sunt sustinute de tehnologii informationale
moderne, toate acestea conducand la creste-
rea continud a cererii de software calitativ.
Edificarea SIC la nivel global, integrarea

noilor tehnologii ale informatiei in toate dome-
niile activitatii umane, dezvoltarea produselor si
serviciilor informationale digitale, inclusiv e-banca,
e-plati, e-guvernare, e-educatie, e-sandtate etcC.
constituie obiectivele strategice ale guvernelor
majoritatii tarilor lumii, inclusiv a Republicii
Moldova si Israel, care au adoptate Strategii de
dezvoltare digitala [1, 2]. Planurile de edificare a
SIC la nivel national presupun realizarea a nume-
roase proiecte informationale, orientate spre satis-
facerea necesitatilor sociale si personale in pro-
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tions, especially mobile, which implies advanced
product quality requirements and challenges
manufacturers to survive in the highly com-
petitive global marketplace. Modern society,
called Knowledge Based Information Society
(KIS), is a new stage in its evolution, where
change and innovation prevail. Modern KIS is
characterized by:

e Increasing the role of information and
knowledge. Today rich is considered not
the one who owns tangible goods (buil-
dings, land, etc.), but he who possesses
rich knowledge (intellectual property).
Information is estimated as the fourth
vital element: after air, water, and fire.

e The driving force of development has be-
come the production of information and
knowledge. The main product and the
main value of the Knowledge Society
have become information and knowledge.

e In KIS there is an increase in the share
of information communications, infor-
mation products and services in gross
domestic product (for example in the
Republic of Moldova by 9-10% [1]).

e The Global digital economy, the global
information space, new electronic and
mobile business models, and the old
ones are supported by modern informa-
tion technologies, all of which lead to
the continuous increase of demand for
quality software.

Building globally KIS, integrating new
information technologies into all areas of human
activity, developing digital information products
and services, including e-banking, e-payments,
e-government, e-education, e-health and so on,
are the strategic objectives of the governments
of most countries of the world, including the
Republic of Moldova and Israel, which have
adopted Digital Development Strategies [1, 2].
KIS-building plans at national level involve
the realization of many informational projects
aimed at meeting the social and personal needs in
information products and services, including
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duse si servicii informationale, inclusiv accesul la
resurse informationale pentru oricine este abilitat,
de oriunde si oricind are asa necesitate, in con-
ditii de siguranta.

Dezvoltarea rapidad a TIC si a industriei de
software din ultimii 20 de ani, schimbarile
profunde n societate, dependenta din ce in ce mai
mare de infrastructuri critice, de diverse sisteme
si aplicatii software au ridicat considerabil nivelul
agteptarilor clientilor fatd de produsele si ser-
viciile dorite, impundnd o cultura sporita a cali-
tatii, o calitate ridicata la costuri relativ scazute.
Promovarea implementarii unor Sisteme corpo-
rative de management al calitatii (SMC) ar per-
mite diminuarea haosului [3] Tn realizarea proiec-
firmelor si a eficientei activitatilor de edificare a
SIC (tabelul 1, figura 1).

access to information resources for anyone who is
empowered, wherever and whenever necessary,
in safety conditions.

The rapid development of I&CT and sof-
tware industry over the last 20 years, profound
changes in society, increasing dependence on cri-
tical infrastructure, various systems and software
applications have considerably increased the level
of customer expectations for the desired products
and services, an enhanced quality culture, high
quality at relatively low costs. Promoting the
implementation of Corporate Quality Manage-
ment Systems (QMS) would reduce the chaos
[3] in the development of information projects;
increase the competitiveness of firms and the
efficiency of the KIS building activities (table 1,
figure 1).

Tabelul 1/ Table 1

Rezolutia proiectelor dupa marime/ Projects resolution by size

Mirime proiect/ De succes/ Controversate/ Esuate/ Total
Size of project Successful Challenged Failed

Grand/ Megaproiecte 2/8 7127 17/65 100%
Large/ Mari 6/13 17/36 24/51 100%
Medium/ Medii 9/14 26/39 31/47 100%
Moderate 21/30 32/46 17/24 100%
Small/ Mic 62/70 16/18 11/12 100%
Total 100% 100% 100% 100%

Sursa: elaborat de autori h baza [3] / Source: developed by the authors based on [3].

Datele provin din noua baza de date
CHAQOS din anii fiscali 2011-2015 cu peste
10000 proiecte. Tn celulele tabelului, de asupra
barei, se afld cota pe tipuri de proiecte, iar sub
bard se afld cota de rezolutie. Definitia ,,Proiect
de succes” utilizata in Chaos Report 2015 [3] este
in timp util, Tn bugetul prestabilit, cu un rezultat
satisfacator. Acest lucru inseamna ca proiectul a
fost realizat In timp rezonabil, a ramas in limitele
bugetului si a oferit satisfactia clientilor si a
utilizatorilor, indiferent de cerintele initiale.
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The data comes from the new CHAOS data
base in the fiscal years 2011-2015 with over
10000 projects. In the cells of the table above the
bar there is the share by project type, and under
the bar there is the share of the resolution. The
definition of “Success Story” used in the Chaos
Report 2015 [3] is timely, with a satisfactory
result in the budget. This means that the project
was done within reasonable time, stayed within
the budget, and provided customer and user
satisfaction, regardless of the initial requirements.
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Figura 1. Rezolutia proiectelor dupa marime/ Figure 1. Projects resolution by size
Sursa: elaboratd de autori in baza datelor [3]/ Source: developed by the authors based [3]

O astfel de rezolutie slaba a proiectelor in
alte domenii este greu de imaginat.

Cresterea cererii de produse digitale duce
la cresterea numarului producitorilor de software
si la deficitul de specialisti. Ca urmare, creste
volumul lucrdrilor de externalizare, numarul
problemelor de securitate si de certificari. Toate
acestea conduc la cresterea necesitatii de SMC,
care ar oferi firmelor multiple beneficii. Or, astazi
calitatea a devenit o cerintd esentiald intr-0 piata
competitivd, globalizatd si fard hotare. Iar
managementul calitatii IS, managementul calitatii
sistemelor si aplicatiilor software si al calitatii
proiectelor prin care acestea sunt realizate, castiga

tot mai multa importanta (figura 2).

Such poor resolution of the projects in
other areas is hard to imagine.

Increasing demand for digital products leads
to an increase in the number of software pro-
ducers and the shortage of specialists. As a result,
the volume of outsourcing work, the number of
security issues and certifications increases. All of
this leads to an increase in the need for SMC,
which would provide multiple benefits to com-
panies. Today, quality has become an essential
requirement in a competitive, globalized and bor-
derless market. And the quality management of
IS, software systems, applications and projects
through which they are realized — are gaining
more and more importance (figure 2).

Clerare SW
W demand

*
*
t*

Froducitori de B/
Mlanufacturers SV

Dieficit de perscnalf
Staff shortage

Externalizares
Externalization

*
*
*

Probleme de confi-
dentd 51 controlf
Confidence and
control problems

Certificare calitate/
Quality Certification

NECESITATEA DE ASIGURARE CALITATE S8W/
ASSTRANCE NEEDS OF 5W QUATITY

Figura 2. Fundalul nevoii de calitate a sistemelor si aplicatiilor software (SW)/
Figure 2. Background to the need of quality for systems and software applications (SW)
Sursa: elaboratd de autori in baza analizei tendintelor/ Source: developed by the authors
based on trend analysis
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Exigentele de crestere eficientd a calitatii
produselor oferite, afirmarea producitorilor pe
piata internationald ca prestatori de servicii cali-
tative ar deschide noi orizonturi si ar ridica nive-
lul de competitivitate, asigurand posibilitatea de a
castiga noi proiecte si clienti.

In asemenea conditii se impune imperativ
elaborarea/aprobarea unor seturi de criterii mutual
acceptate pentru diverse tipuri de sisteme, aplica-
tii software si metodologii de asigurare a calitatii
lor la nivel corporativ, recunoscute pe plan euro-
pean si international. Aceasta tematica 1si gaseste
actualitatea si utilitatea pentru firmele produ-
catoare de software si pentru domeniul de edu-
catie si cercetare.

Metode aplicate

Prezenta lucrare are un caracter de sinteza.
Cercetarea se concentreaza pe studiul si sintetiza-
rea cadrelor de abordare a sistemului de manage-
ment al calitatii (SMC) in general si pe cea a cali-
tatii produselor software in special. Prezenta unui
mare numar de norme/standarde de calitate, abun-
dentad de informati pe subiectul abordat constituie
o adevirata provocare, o ,,mlastind” care 1i poate
usor ,,inghiti” pe cei ce doresc sa implementeze
un sistem robust si eficient de calitate. Solutiona-
rea problemei impune un studiu profund si pre-
zentarea generald interrelationata a celor mai bune
practici/cadre de abordare a calitatii, rezumand
intr-un ghid adecvat al utilizarii standardelor,
relaziv simplu si transparent, pentru a ajuta utili-
zatorul sd faca alegerea potrivitd cu propria stra-
tegie si politicd de calitate a organizatiei.

Tntr-adevar, la nivel mondial existd diverse
moduri de abordare a calitatii, de exemplu: imple-
mentarea SMC, conform standardului internatio-
nal ISO 9001:2015, sau a filosofiei managemen-
tului calitatii totale (TQM), a managementului
calitatii proiectelor (seria ISO 10000), a manage-
mentului calitatii software (conform seriei ISO
25000, Systems and software quality requirements
and evaluation, abreviat SQuaRE) etc. Exista zeci
de asemenea standarde, dar tinand cont de speci-
ficul domeniilor de activitate (telecomunicatii,
transport, sandtate etc.), de specificul platforme-
lor, activitatilor, domeniilor de aplicare a sisteme-
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The requirements of increasing the quality
of offered products, the assertion of producers on
the international market as quality service pro-
viders, would open up new horizons and raise the
level of competitiveness, ensuring the possibility
of winning new projects and customers.

Under such conditions, it is imperative to
develop/approve sets of mutually accepted crite-
ria for different types of systems and software
applications and methodologies to ensure their
quality at corporate level, recognized at European
and international level. This theme is topical and
useful for software developers and education and
research.

Applied methods

This work has a synthesis character. Research
focuses on the study and synthesis of the quality
management system (QMS) approach frame-
works in general and of the quality of software
products in particular. The presence of a large
number of quality norms/standards, abundance of
information on this subject is a real challenge, is a
“swamp” that can easily “swallow” those who
want to implement a robust and efficient quality
system. Solving the problem requires a profound
study and a general interrelated presentation of
best practices/ quality frameworks, summing up a
relatively simple and transparent guide to the use
of standards to help the user choose the right
strategy and policy quality of the organization.

Indeed, there are numerous quality frame-
works around the world, such as the implemen-
tation of the QMS in according with the inter-
national standard I1ISO 9001:2015 or the overall
quality management (TQM) philosophy, project
quality management (ISO 10000 series), software
guality management (according to the 1ISO 25000
series, Systems and software quality requirements
and evaluation, abbreviated SQuaRE), etc. There
are dozens of such standards and taking into
account the specifics of the fields of activity
(telecommunications, transport, health, etc.), the
specifics of the platforms, activities, application
areas of developed systems — the number of

Revista / Journal ,,ECONOMICA™ nr.2 (108) 2019



INFORMATICA, STATISTICA SI CIBERNETICA ECONOMICA! INFORMATICS, STATISTICS AND ECONOMICS

lor elaborate, numarul standardelor este de cateva
sute. Apare intrebarea fireascd, ce familii de stan-
darde sunt actuale si necesare pentru a asigura
managementul calitatii proiectelor sistemelor si
aplicatiilor software? Pentru multe firme de dez-
voltare software poate sa nu fie clar, pe ce stan-
dard sa se bazeze la inceput: pe ISO 9004, ISO
90003 sau ISO 9001; pe seria ISO 9126 sau pe
seria ISO 25000; pe CMM (Capability Maturity
Model), CMMI (CMM Integrated) sau pe modele
ierarhice de calitate software?

Subiectul lucrarii nu este examinarea indea-
proape a acestor standarde si detalii privind defi-
nirea caracteristicelor modelelor, ci doar o orien-
tare a aplicarii lor Tn contextul concret al unei
firme de dezvoltare software.

Rezultate obtinute si discutii

1. Calitatea si Managementul calitatii
proiectelor software

Managementul calitdtii reprezintd ansam-
blul activitatilor functiei generale de management
care determind politica privind calitatea, obiecti-
vele, responsabilitatile si le implementeaza prin
planificare, control, asigurare si imbunatitire a
calitatii in cadrul sistemului de management al
calitatii (SMC). Managementul calitatii reprezinta
responsabilitatea tuturor nivelurilor de manage-
ment, dar rolul de coordonare revine conducerii
de varf a organizatiei [4, pct.5.1].

Printre avantajele recunoscute ale unui
SMC bine pus la punct in comparatie cu procesele
haotice, aplicate periodic pentru verificarea cali-
tatii, se pot mentiona: un SMC dezvolta rapid
afacerea; duce la simplificarea si optimizarea
proceselor, cresterea considerabila a nivelului de
satisfacere a clientilor, motivarea angajatilor,
diminuarea cheltuielilor si cresterea producti-
Vitdtii, crearea sau ajustarea instrumentelor spe-
cifice pentru standardizare.

Totodata, implementarea SMC produce
modificari esentiale in cadrul organizatiei, atat la
nivel organizational, procesual, structural, cat si
in ceea ce priveste implicarea managerilor si
executantilor, pozitia clientilor, interactiunea
proceselor etc.
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standards is several hundred. There arises the
natural question, which family of standards is
current and necessary to ensure the quality mana-
gement of software systems and software pro-
jects? For many software development organiza-
tion it may not be clear at what standard to rely
on: 1SO 9004, ISO 90003 or ISO 9001; on the
ISO 9126 or ISO 25000 series; on CMM (Capa-
bility Maturity Model), CMMI (CMM Integra-
ted),or on hierarchical software quality models?

The subject of the paper is not the close
examination of these standards and details on
defining the characteristics of the models, but
only an orientation of their application in the con-
crete context of a software development company.

Results and discussions

1. Quality and Quality Management of
Software Projects

Quality management is the set of activities
of the overall management function that deter-
mines the quality policy, objectives and respon-
sibilities and implements them through quality
planning, control, assurance and improvement
within the quality management system (QMS).
Quality management is the responsibility of all
levels of management, but the coordinating role
lies with the top management of the organization
[4, point 5.1].

Among the well-known advantages of a
well-established QMS compared to the chaotic
processes applied periodically for quality veri-
fication can be mentioned: a QMS rapidly deve-
lops the business; leads to simplification and
process optimization, a significant increase in
customer satisfaction, employee motivation, lower
spending and productivity gains, the creation or
adjustment of specific standardization tools.

At the same time, the QMS implementation
produces essential changes within the organi-
zation, both at the organizational, procedural,
structural level, as well as with the involvement
of managers and executors, the position of the
clients, the interaction of the processes, etc.
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Standardul ISO 9001, ajuns astazi la editia
a Ill-a din 2015, intruneste cele mai bune practici,
inclusiv din Managementul total al calitatii
(TQM). In viziunea TQM calitatea este definita si
apreciata de catre client, iar Intreaga firma 1isi
defineste strategia pornind de la fixarea de obiec-
tive precise in ceea ce priveste calitatea produsu-
lui finit. TQM se concentreazd pe continua
imbunatatire a proceselor pentru obtinerea unei
calitati inalte a produsului. TQM urmaéreste iden-
tificarea celor mai bune cai si mijloace de imbu-
natatire a raportului cost-calitate ca o conditie
obligatorie a oricarei organizatii.

In esentid, TQM la fel ca si familia ISO
9000, constituie un sistem primar de cunoastere.
Chiar daca managementul se poate Tmbunatati n
mod consecvent, pas cu pas, si prin alte sisteme
(de exemplu, premii, concursuri etc.), oricum la
baza acestora se afla bunele practici ISO 9001 sau
filosofia TOM. Exista certificare conform ISO
9001, dar nu sunt certificare conform TQM.

Certificarea SMC conform 1SO 9001 nu
este obligatorie, dar ofera avantaje suplimentare.
In anumite cazuri certificarea este impusi. De
exemplu, fara a detine un certificat al SMC, firma
nu poate participa la unele tendere internationale.

Principala concluzie care trebuie desprinsa
se refera la faptul ca sistemul calitdtii, conform
ISO 9001 sau TQM, este necesar sa fie adaptat la
contextul intern si extern al organizatiei, la
produsele, conditiile si circumstantele specifice
ale companiei, trebuie implicat personalul, care
are o anumita mentalitate. Adica, nu poate fi apli-
catd o solutie de-a gata, si nici o solutie impusa
din extern, deoarece sistemul de calitate depinde
mult de contextul organizatiei, de traditiile locale,
de personalul intreprinderi etc. Or, SMC trebuie
sa se ,nascda’, sa ,creasca’ si sa se , maturi-
zeze” n interiorul firmei.

Sinteza conceptelor teoretice, impreuna cu
exemplificarea si demonstrarea beneficiilor reale
obtinute in urma utilizarii unui sistem certificat de
management al calitatii, ar putea motiva firmele
pentru adoptarea unor politici de calitate, deschi-
zand 1n asa fel noi orizonturi de activitate si
atragand noi investitori.
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The ISO 9001 standard, reached today in
the third edition of 2015, complies with best
practices, including TQM Total Quality Manage-
ment (TQM). In the TQM vision, quality is defi-
ned and appreciated by the client, and the whole
firm defines its strategy from setting precise
objectives on the quality of the finished product.
TQM focuses on continuous improvement of
processes to achieve high product quality. TQM
seeks to identify the best ways and means to
improve cost-effectiveness as a prerequisite for
any organization.

Essentially, TQM, like the ISO 9000 fa-
mily, is a primary system of knowledge. Even
though management can consistently get consis-
tently step by step and through other systems
(e.g. prizes, competitions, etc.), however, they
are based on good practice I1ISO 9001 or TOM
philosophy. There is certification according to
ISO 9001 and there is no certification according
to TQM,

QMS certification according to 1ISO 9001 is
not mandatory, but provides additional benefits.
In some cases, certification is obligatory, for
example without having a certificate of QMS firm
can’t participate in some international tenders.

The main conclusion to be drawn is that the
quality system according to the 1ISO 9001 or TQM
need to be adapted to the organization's internal
and external context, to the specific products,
conditions and circumstances of the company,
which has a certain mentality. That is, a ready-made
solution can’t be applied, and nor an external solu-
tion, because the quality system depends greatly on
the organization’s context, local traditions, enter-
prise staff, etc. QMS must be “born”, ““grow” and
“mature” inside the company.

The synthesis of the theoretical concepts,
together with the exemplification and demonstra-
tion of the real benefits obtained through the use
of a quality management system, could motivate
companies to adopt quality policies, opening up
new horizons of activity and attracting new
investments, subscribing.
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2. Specificul Managementului calititii la
nivel de proiect rezida in intelegerea la fel a con-
textului proiectului de catre organizatia beneficiar
si executor ([5], pct. 4.1). Principiile de mana-
gement sunt comune cu cele descrise in ISO
9001:2015 si ISO 10006:2017, care este total
compatibil cu PMBOK, editia VI, capitolul 8 [6].
Doar ca ISO 10006 este mult mai succint.

Tindnd cont de specificul produselor dez-
voltate prin proiecte (sisteme informationale,
sisteme si aplicatii software), se poate asigura
repetabilitatea actiunilor, monitoriza activitatile,
asigura managementul cu informatiile necesare in
mod sistematic si planificat.

Tn acest context, utilizarea sabloanelor,
standardizarea operatiilor, evenimentelor, rapoar-
telor — constituie bune practici, ce micsoreaza
considerabil timpul necesar pentru incheierea cu
succes a unor etape de proiect si garanteaza un
minim de erori. Metodologiile moderne de dez-
voltare software, precum filosofia Agile [7] pre-
scriu sabloane, cerinte unice standardizate pentru
activitdti, ceremonii si evenimente desfasurate in
proiect, inclusiv urmarirea si raportarea; utilizarea
de instrumente colaborative simple pentru a asi-
gura comunicarea facila si transparenta proiectului.

Posibilitatea de a utiliza sistematic metrici
si metode de analizd predefinite disciplineaza
procesele, garanteaza o dezvoltare predictibila a
organizatiei, oferind un mare beneficiu de iden-
tificare si prevenire a riscurilor, o viziune clara
despre procesele si activitatile din fiecare etapa
ale unui proiect.

Ideea de baza care trebuie desprinsa este ca
un sistem bun de calitate permite identificarea
punctelor slabe si a pistelor de ameliorare nemij-
locit in procesele, operatiile si procedurile tehno-
logice, garantaind o imbunatatire continua. Or,
rolul metodologiei si a instrumentelor aplicate in
derularea unor proiecte este crucial pentru asi-
gurarea calitatii.

3. Specificul calitatii software

Calitatea unui produs software se poate
obtine la finalul procesului de dezvoltare doar
daca de-a lungul ciclului dezvoltarii se constru-
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2. The specificity of Quality Manage-
ment at project level resides in the same under-
standing of the project context by the Beneficiary
and Enforcement Organization [5, pct. 4.1]. The
management principles are common to those in
ISO 9001:2015 and ISO 10006:2017, which is
fully compatible with PMBOK, edition VI, chap-
ter 8 [6]. Only ISO 10006 is much shorter.

Taking into account the specifics of pro-
ducts developed through projects (information sys-
tems, systems and software applications) we can
ensure repeatability of actions, monitor activities,
ensure management with the necessary infor-
mation in a systematic and planned manner.

In this context, the use of templates, stan-
dardization of operations, events, reports — is good
practice, which considerably shortens the time
needed to successfully complete some project sta-
ges and guarantees a minimum of errors. Modern
software development methodologies, such as
Agile [7], prescribe templates, unique standardi-
zed requirements for activities, ceremonies and
events in the project, including tracking and repor-
ting; using of simple collaborative tools to ensure
easy communication and project transparency.

The ability to systematically use predefined
metrics and methods of analysis disciplines pro-
cesses, guarantees a predictable development of
the organization, providing a great benefit of risk
identification and prevention, a clear vision of
processes and activities at each stage of a project.

The basic idea to be detached is that a good
QMS allows to identify the weaknesses and miles-
tones directly in the processes, operations and the
technological procedures, guaranteeing a conti-
nuous improvement. However, the role of metho-
dology and tools applied in the development of
projects is crucial to quality assurance.

3. Specific software quality

The quality of a software product can only
be attained at the end of the development process
if, over the development cycle, those internal
properties are created that determine the level
of external characteristics that shape product
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iesc acele proprietati interne, care determina
nivelul caracteristicilor externe, ce formeaza cali-
tatea produsului in utilizare. Examinarea carac-
teristicilor de calitate poate fi un subiect separat.
Aici mentiondm doar cé exista diverse grupe de
caracteristici de calitate software:

e Caracteristici constructive — sunt cele
definitorii pentru solutiile adoptate, de
exemplu caracteristicile principalelor
componente ale produsului program.

e Caracteristici functionale — sunt defi-
nitorii pentru rezultatele obtinute in
exploatare, de exemplu viteza de exe-
cutie, randamentul, productivitatea, fia-
bilitatea etc.

e Caracteristici economice — un sistem
de indicatori care definesc efortul de
realizare a produsului prin costuri, de
exemplu cheltuieli de proiectare, reali-
zare, exploatare, intretinere, de elimi-
nare a eventualelor erori etc.;

e Caracteristici tehnologice, de iden-
tificare, estetice, ergonomice, ecolo-
gice etc.

Caracteristicile interne ale produsului
(procesului sau resursei) sunt acelea care se ma-
soard prin examinarea produsului, procesului sau
resursei, separat de modul lor de comportare.

Caracteristicile externe ale produsului,
procesului sau resursei sunt acelea care se masoara
numai cu referire la modul Tn care produsul, pro-
cesul sau resursa reactioneazd cu mediul. Carac-
teristicile externe ale calitatii software afecteaza in
mod direct valoarea produsului la utilizator.

Conform acestor doud tipuri de caracte-
ristica deosebim:

e (Calitatea externa, cea observata de uti-
lizator, care este testatd si serveste drept
criteriu de acceptare sau refuz al produ-
sului. Nivelul scazut al calitatii externe
poate fi manifestat prin caderea siste-
mului, comportarea neasteptatd, coru-
perea datelor, performanta scazuti etc.

e Calitatea interna reprezintd partea
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quality in use. Examination of quality charac-
teristics may be a separate subject. Here, we just
mention that there are various groups of software
quality features:

e Constructive features — are defining
the adopted solutions, for example the
characteristics of the main components
of the program product.

e Functional features — defining perfor-
mance results, such as execution speed,
yield, productivity, reliability, etc.

e Economic features — a system of indi-
cators that define the effort to achieve
the product through costs, e.g. design,
realization, exploitation, maintenance,
elimination of potential errors, etc.;

e Technological, identification, aesthe-
tic, ergonomic, ecological featu-
res, etc.

The internal characteristics of the pro-
duct (process or resource) are those that are mea-
sured by examining the product, process or
resource, separate from their mode of behaviour.

External features of the product, process
or resource are those that are measured only with
reference to how the product, process or resource
reacts with the environment. External features of
software quality directly affect product value to
the user.

According to these two types of feature we
distinguish:

e External quality that is observed by
the user, which is tested and serves as
the acceptance or refusal criterion of
the product. The low level of external
quality can be manifested by system
failure, unexpected behaviour, data
corruption, low performance, etc.

e Internal quality is the unobserved direct
part of its product, reflecting the pro-
gram's structure, coding, testing, and
maintainability practices. Low internal
quality is measured in wasteful times in
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neobservabila a produsului, ce reflecta
structura programului, practicile de
codificare, testare si mentenabilitate.
Calitatea internd scazutd se masoara
in timpi irositi in procesul de dezvol-
tare. De exemplu, remedierea defecte-
lor poate cauza aparitia altor noi pro-
bleme si, in consecinta, noi testari. Din
punct de vedere al afacerii, nivelul
redus al calitdtii interne determina
pierderea reputatiei companiei si a

O axioma fundamentald a calitatii soft-
ware constd in faptul ca aceste caracteristici
interne tangibile ale produsului determina cali-
tatea caracteristicilor externe, iar pentru creste-
rea calitatii sofiware este necesara imbunatdtirea
calitatii interne.

4. Model de sistem al calitatii software

Modelele calitatii proiectarii software sunt
realizate cu scopul de a permite dezvoltatorilor o
intelegere mai clard a relatiilor dintre calitatea
internd si externa, a modurilor de diminuare a
numarului defectelor in dezvoltarea software,
cresterea eficientei etc.

Actualmente existd zeci de modele cunos-
cute Tn literatura de specialitate, cateva dintre ele
fiind enumerate in figura 2. Examinarea detaliata
a acestor modele nu este subiectul prezentei
lucrari, dat fiind faptul cé, pe parcurs, ele au fost
continuu rafinate, Tmbunatatite si incorporate,
partial sau total, in noile modele. Din acest motiv,
doar pentru exemplificare vom aduce explicatii
succinte pentru unele modele mai ilustrative, de
exemplu modelul McCall [8], care se focalizeaza
pe cerintele utilizatorului, contine 11 caracteristici
si 35 subcaracteristici ale calitdtii grupate in trei
categorii (figura 3).

Pentru detalii pot fi consultate sursele
indicate n figura 2. Chiar daca unele standarde au
fost scoase din uz, modelele pot fi aplicate, doar
cd nu poate fi obtinutd certificarea, care este
activa doar pentru standardele in vigoare.
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the development process. For example,
troubleshooting may cause new issues
and, consequently, new testing. From
the point of view of the business, the
low level of internal quality determi-
nes. loss of company's reputation and
competitiveness.

A fundamental axiom of software quality is
the fact that tangible internal product charac-
teristics determine the quality of external featu-
res, and for improving software quality it is
necessary to improve internal quality.

4. Model of software quality systems

The software quality models are designed
to allow developers a clearer understanding of the
relationships between internal and external qua-
lity, ways to reduce the number of defects in
software development, increase efficiency, etc.

There are currently dozens of models
known in the literature, some of which are listed
in figure 2). The detailed examination of these
models is not the subject of this paper, since they
have been continuously refined, improved and
incorporated, partially or totally, in the new
models. For this reason, just to exemplify we will
give brief explanations for a more illustrious
model — McCall [8], which focuses on user requi-
rements, contains 11 features and 35 sub-charac-
teristics of quality grouped into three categories
(figure 3).

For details, see the sources listed in figure
2. Even if some standards have been dropped,
models can be applied, but certification can’t
be obtained, which is only active for the standards
in force.
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Calitatea produsului/ Product quality

Grup de
caracteristici/
Group of
characteristics

Factori de calitate/
Quiality factors

Criterii de calitate/
Quality ctiteria

Corectitudine/

Trasabilitatea/Traceability

Correctness Deplinatate/Completeness
- Consecventa/Consistency
Fiabilitate/ Precizie/Accuracy
Reliability i Toleranta erorilor
[Error tolerance
Operare Eficients/ Eficienta de executie/
produs/ Efficier{cy Execution efficiency
Product //] Eficienta stocarii/
operation Storage efficiency
Integritate/ Controlul accesului/
Integrity Access control
Acces audit/
Access audit
Operativitate/Operability
Utilizabilitate/ Instruire/Training
Usability Comunicativitate/
Communicativeness
Mentenanta/ Simplitate/Simplicity
Maintenability M Concizie/Conciseness
Revizuire FIeXI bilitate/ Instrumentage/
produs/ FIeX|b|I|ty Instrumente_lthn_
Product Auto-desc_rlp_tlwsm/
operaton Self-descriptiveness
Testabilitate/ Expandabilitate/
Testability Expandability
Generalitate/
Generality
Portabilitate/ \| Modularitate/
Portability R/& Modularity
Independenta de SO/
Tranzitie Reutilizabilitate/ SO independence
produs/ /_—— Reusability Independenta de masina/
Product Machine independence
transition Comunitatea comunicatiilor/

Interoperabilitate/ //

Communications communality

Interoperability

Comunitatea datelor/
Data communality

Metrici/ Metrics
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Figura 3. Modelul calititii McCall/Figure 3. The McCall quality model
Sursa: elaborata de autori in baza [8] / developed by the authors based on [8]
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Modelul Boehm [9] este un model ierarhic
similar cu modelul McCall si este concentrat pe
cerintele utilizatorului.

Modelul Dromey [10] presupune sepa-
rarea caracteristicilor calitdtii software 1n caracte-
ristici de comportament si caracteristici de utili-
zare. Conceptul face distinctie intre componentele
produsului, caracteristicile calitatii si caracteris-
ticile purtatoare de calitate.

Modelul calititii conform standardului
ISO 9126/1 [11] care este un model ierarhic
similar cu modelul McCall, stabileste sase carac-
teristici cheie n realizarea software de calitate:
functionalitatea, fiabilitatea, utilizabilitatea, efi-
cienta, mentenabilitatea si portabilitatea.

Tn cazul modelelor Boehm si McCall exista
mai multe caracteristici primitive, care determina
mai multe caracteristici de nivel Tnalt. De
exemplu, in modelul Boehm, completitudinea
determind atat portabilitatea, cat si fiabilitatea,
iar in modelul McCall consistenta determina
corectitudinea, fiabilitatea si mentenabilitatea. Tn
aceste cazuri, descompunerea caracteristicilor de
nivel superior in caracteristici  primitive,
determind  deplasarea interdependentelor si
redundantelor dintre caracteristicile structurii de
nivel finalt catre structura de nivel inferior.
Modelul McCall expliciteaza relatiile dintre cele
11 caracteristici principale luate n considerare.

Modelul ISO 9126/1 [11] si modelul ISO
25010 sunt mai coerente din acest punct de
vedere, pentru ca, desi exista interdependente
incrucisate intre caracteristici, acestea nu sunt
integrate in model. De fapt, pentru modelul
ISO/IEC 9126, structura de nivel inferior a
acestuia nu face parte din standard, fiind doar o
propunere a ISO si International Electrotechnical
Commission.

Modelul 1SO/IEC 25010:2013, prezinta
calitatea Tn utilizare, ce acoperad caracteristicile
externe si Modelul calitatii produsului (figura 4).
Detalii privind definirea caracteristicilor: a se
vedea ISO 25010:2013 [12].
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The Boehm Model [9] is a hierarchical
model similar to the McCall model and is focused
on user requirements.

The Dromey Model [10] involves sepa-
rating software quality characteristics from
behavioural features and usage features. The
concept distinguishes between product compo-
nents, quality characteristics and quality-bearing
characteristics.

The 1SO 9126/1 Quality Model [11] is a
hierarchical model similar to the McCall model,
identifying six key features in delivering quality
software: functionality, reliability, usability, effi-
ciency, maintainability and portability.

For Boehm and McCall models there are
several primitive features that determine more
high-level features. For example, in the Boehm
model, completeness determines both portability
and reliability, and in the McCall model con-
sistency determines fairness, reliability and main-
tainability. In these cases, the decomposition of
the higher-level features into primitive charac-
teristics determines the displacement of inter-
dependencies and redundancies between the
characteristics of the high-level structure to the
lower-level structure. The McCall model explains
the relationships between the 11 main features
considered.

The 1SO 9126/1 model [11] and 1SO 25010
model are more coherent in this content, because
although there are interdependencies between
features, they are not integrated into the model. In
fact, for model ISO / IEC 9126, the lower-level
structure of the model is not part of the standard,
being only a proposal from ISO and the
International Electrotechnical Commission.

The ISO/IEC 25010:2013 model presents
the quality of use covering the external charac-
teristics and Product Quality Model (figure 4).
For details on defining characteristics, see 1SO
25010: 2013 [12].
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Calitatea
produsului
software/
Software
product

Quality

Capacitatea

Completitudine functionald/ Functional completeness

funcpo_nala/ Corectitudinea functionala/ Functional correctness
Functional
Suitability Relevanta functionald/ Functional appropriateness
Eficienta Comportamentul in timp/ Time behaviour
Productivitatii/
Performance Utilizarea resurselor/ Resource utilization
efficiency

Compatibilitate/
Compatibility

Coexistenta/ Co-existence

Interoperabilitate/ Interoperability

Utilizabilitate/

Constientizarea relevantei/ Appropriateness
recognizability

Invatabilitate/ Learnability

Usability Operativitate/ Operability
Protectia de erorile utilizatorului / User error protection
Estetica interfetei utilizator/ User interface aesthetics
Accesibilitate/ Accessibility
Maturitate/ Maturity
Fiabilitate/ Disponibilitate/ Availability
Reliability

Toleranta la defectiuni/ Fault tolerance

Recuperabilitatea/ Recoverability

Securitate/
Security

Confidentialitate/ Confidentiality

Integritate/ Integrity

Non-repudiere/ Nonrepudiation

Autenticitate/ Authenticity

Responsabilitate/ Accountability

Mentenabilitate/
Maintainability

Reutilizabilitate/ Reusability

Analizabilitate/ Analyzability

Modificabilitate/ Modifiability

Testabilitatea/ Testability

Portabilitate/
Portability

Adaptabilitate/ Adaptability

Instalabilitate/ Installability

Tnlocuibilitate/ Replaceability

130

Figura 4. Modelul calitatii externe si interne conform ISO 25010:2013/
Figure 4. Quality model for external and internal quality by 1SO 25010:2013
Sursa: elaborata de autori in baza [12] | developed by the authors based on [12]
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Concluzii

In lucrare se argumenteazi necesitatea im-
plementarii sistemului corporativ de calitate.
Cerintele crescande ale clientilor si beneficiarilor
in software din punct de vedere al calitatii, pot
fi satisficute implementdand un SMC conform
ISO 9001.

Sunt scoase in evidentd specificul SMC si
particularitatile proceselor de management al
calitatii pentru companiile ce realizeaza IPs si
oferd servicii de dezvoltare software. Suplimen-
tar, la implementarea SMC pentru astfel de
organizatii, trebuie sa se tind cont de recoman-
darile standardelor de calitate din seriile ISO
10000, 25000 si celor ce tin de ingineria software.
O mare importantd are sintetizarea propriilor
modele de calitate, ce reflectd specificul siste-
melor elaborate.

Tinand cont de volumul operatiilor de ruting,
evaluarea si managementul calitdtii software
poate fi eficienta doar in conditii de automatizare.
Metoda propusd de abordare a calitatii consta in
utilizarea directa a iesirilor proceselor de mana-
gement si a operatiunilor tehnologice de dezvol-
tare software ca intrari in aplicatia de manage-
ment al calitatii.

Aplicatia digitald recomandata pentru mana-
gementul calitatii este una promitatoare, pentru ca
contribuie la reducerea costurilor, evita multe
operatii de rutina prin importarea directd a datelor
de intrare, exclude neconcordanta datelor etc.

Cercetarea nu este una exhaustiva. Pentru
construirea unui cadru de masurare, evaluare si
imbunatatire a calitatii este nevoie atdt de sprijin
metodologic, cat si de un suport tehnologic cu
instrumente potrivite. lar pentru a dezvolta/realiza
acest instrument ca aplicatie software destinata
pentru suportul managementului calitatii, sunt
necesare mai multe cercetdri empirice, inclusiv
sondaje de opinie ale expertilor.

Conclusions

The paper argues the need to implement the
quality corporate system. The growing demands
of customers and beneficiaries in quality software
can be met by implementing an SMC in acording
to 1ISO 9001.

Paper highlights SMC's specificity and the
particularities of quality management processes
for IPs and software development companies. In
addition, the SMC for such organizations should
consider the recommendations of the ISO 10000,
25000 series and the software engineering stan-
dards. An important milestone is the synthesis of
our own quality models, reflecting the specifics of
the developed systems.

Considering the volume of routine opera-
tions, software evaluation and management can
be effective only under automation conditions.
The proposed approach to quality is the direct use
of the outputs of management processes and
software development operations as inputs to the
quality management application

The recommended digital quality manage-
ment application is promising because it saves
costs, avoids many routine operations by directly
importing input data, excludes data mismatch, etc.

Research is not an exhaustive one. To build
a framework for measuring, assessing and impro-
ving quality requires both methodological support
and technology support with the right tools. And
to develop / implement this tool as a software appli-
cation designed to support quality management,
more empirical research, including expert opinion
surveys, is required.
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METODE ECONOMETRICE
COMPLEXE DE EVALUARE
A PRESIUNILOR INFLATIONISTE
TN BAZA ACTIVITATI
ECONOMICE

Drd. Simion MIJA, ASEM
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Un aspect tehnic important, in procesul de
modelare a politicii monetare orientate spre sta-
bilitatea preturilor, este cuprins de tehnicile eco-
nometrice utilizate pentru estimarea variabilelor
neobservabile. Acest ansamblu de estimari, spo-
resc capacitatea de evaluare a conditiilor mone-
tare, a presiunilor inflationiste sectoriale, in spe-
cial a presiunilor inflationiste din partea activita-
tii economice. Metodele econometrice aplicate, in
literatura de specialitate, sunt considerate drept
metode alternative de estimare, cu rezultat ope-
rativ, in vederea fundamentarii estimarilor varia-
bilelor neobservabile. In conditiile actuale, cand
varietatea si accesul la date este omniprezent,
factorul complementar este mdiestria aplicarii
metodelor econometrice ce sporeste substantial
abilitatea de a extrage din ele valoare adaugatda.

Cuvinte-cheie: presiune inflationistd, sta-
bilitazea preturilor, model econometric, filtrul
kalman, deviatie PIB, filtrul hodrick-prescott.

JEL: C13, C26, C36, C51.

Introducere

Tendinta de crestere a economiei, pe ter-
men lung, este masuratd prin cresterea produsului
intern brut real. Aceste cresteri nu sunt constante,
de-a lungul ciclului economic exista perioade de
expansiune, in care cresterea economica inregis-
treaza niveluri ridicate, urmate de perioade de
stagnare, in care cresterea economica este lentd
sau chiar survin scaderi ale PIB. Aceste fluctuatii
reprezintd ciclul economic, durata si marimea
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COMPLEX ECONOMETRIC
METHODS FOR EVALUATION
OF INFLATION PRESSURES
BASED ON ECONOMIC
ACTIVITY
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simionmija@gmail.com

An important technical aspect in the mo-
delling process of the monetary policy oriented
towards price stability includes econometric
technics used for estimating the unobservable
variables. These estimations increase the capacity
of assessing the monetary conditions, the secto-
rial inflationary pressures, namely the inflatio-
nary pressures from the economic activity. The
applied the econometric methods are considered
in specialised literature as alternative estimating
methods with operative result in order to provide
a basis for the estimation of unobservable varia-
bles. In the current conditionsé where the variety
and access to data is omnipresent, the comple-
mentary factor is the skill to apply the econo-
metric methods that increase significantly the
ability for extracting their added value.

Keywords: inflationist pressure, price sta-
bility, econometric model, Kalman filter, output
gap, Hoddrick-Prescott filter.

JEL: C13, C26, C36, C51.

Introduction

The trend of long-term economic growth is
measured by real gross domestic product growth.
These increases are not constant. Over the busi-
ness cycle there are periods of expansion, when
economic growth remains high, followed by
periods of stagnation in which economic growth
is slow or even GDP decreases occur. These fluc-
tuations are the economic cycle, duration and size
of which varies both from country to country and
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caruia variaza, atat de la o tara la alta, cat si de la
o perioada la alta, in aceeasi tara, ceea ce creeaza
probleme in masurarea lor.

Fluctuatiile PIB constituie rezultatul unor
socuri asupra cererii agregate sau asupra ofertei
agregate. Socurile asupra cererii influenteaza tota-
lul veniturilor destinate consumului, aceste tipuri
de socuri pot fi generate, spre exemplu, de masuri
de politica fiscala (modificari de impozite, taxe),
de schimbarea conditiilor care influenteaza eco-
nomisirea si indatorarea (modificari ale ratelor
dobéanzilor) sau de fluctuatiile balantei comerciale
(exporturi si importuri). Socurile asupra ofertei de
bunuri si servicii sunt provocate, de reguld, de
productivitatea muncii, salarii, dar si de cheltuie-
lile pentru materiile prime, pe care le suportd
producitorii [9].

Concurenta producatorilor pe piata muncii,
scaderea productivitatii muncii pe fundalul cres-
terii volumului de munca determina cresterea cos-
turilor pe productie. Aceasta situatie creeazd pre-
siuni inflationiste. Producatorii pot decide, din
anumite motive, amanarea cresterii preturilor pe
care le practici. In misura in care aceasta se
intampld, PIB creste fard ca presiunile inflatio-
niste create s se materializeze. Odatad ce mentine-
rea neschimbatd a preturilor amenintd sa dimi-
nueze semnificativ profiturile, producatorii vor
creste preturile. In acest fel, presiunile acumulate
anterior conduc, dupa un timp, la cresterea pretu-
rilor. In situatia in care celelalte conditii din eco-
nomie ramdn nemodificate, cresterea preturilor
are drept rezultat reducerea puterii de cumparare
a consumatorilor si, in consecintd, diminuarea
cererii de bunuri si servicii. Cum vanzarile nu pot
depdsi cumpararile, procesul se incheie prin ajus-
tarea volumului de productie, a cantitatii de munca
angajate in productie, la un nivel de echilibru, la
care nu exista presiuni inflationiste [8].

Acest nivel al PIB, la care stocul de capital si
cantitatea de munca efectiv angajata in productie se
afld intr-un raport, care nu genereaza presiuni infla-
tioniste, este denumit PIB potential. Intrucat PIB-ul
potential creste in timp datoritd progresului tehnic si
acumularii de capital fizic si uman, seria cronolo-
gicd a valorilor sale este numita si trendul PIB.

134

from one period to another in the same country,
which creates problems in their measurement.

GDP fluctuations are the result of shocks
on aggregate demand or on aggregate supply. The
demand shocks affect the total consumption inco-
me, these types of shocks can be generated for
example, by fiscal policy measures (changes in
taxes, fees), by changing conditions that affect
saving and borrowing (interest rate changes) and
balance of trade fluctuations (exports and im-
ports). The shocks on the supply of goods and
services are usually caused by labour producti-
vity, wages, and the costs of raw materials incur-
red by producers [9].

The competition between the labour market
producers, the decrease of labour productivity in
the context of growing workload determines the
production costs to rise. This situation creates
inflationary pressures. The manufacturers may
decide, for some reason, to delay the price increa-
ses. To the extent that this happens, GDP grows
without the materialization of the created inflatio-
nary pressures. Once the maintenance of unchan-
ged prices threatens to significantly reduce the
profits, the producers will raise prices. In this
way, the previously accumulated pressures lead,
after a while, to higher prices. If other conditions
in the economy remain unchanged, the increases
of prices result in the reduction of consumers’
purchasing power and consequently lower demand
for goods and services. As the sales cannot exceed
the purchases, the process ends by adjusting the
production volume, the amount of labour employed
in production, to an equilibrium level at which
there are no inflationary pressures [8].

This level of GDP, at which the capital
stock and actual workload engaged in manufac-
turing, is at a level that does not generate inflatio-
nary pressures, is called potential GDP. Since
potential GDP increases over time due to techno-
logical progress and the accumulation of physical
and human capital, its chronological values series
is called GDP trend.

Short-term real GDP can be greater than
potential GDP, implying temporary accumulation
of inflationary pressures. Since these pressures
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Pe termen scurt, PIB-ul real poate fi mai
mare decét PIB-ul potential, ceea ce implica acu-
mularea temporari de presiuni inflationiste. Intru-
cat aceste presiuni devin cu atat mai mari cu cat
productia creste fara ca preturile sa se modifice,
abaterea productiei de la PIB-ul potential, denu-
mitd deviatia PIB, este utilizatd drept masura sin-
teticd a intensitatii presiunilor asupra preturilor
acumulate in economie.

Estimarea deviatiei PIB este o sarcina difi-
cila, deoarece PIB-ul potential este o variabila
neobservabild. Astfel, cunoscand nivelul efectiv
al PIB-ului real, nu se poate determina direct ce
proportie din acesta reprezintd PIB-ul potential si,
respectiv, deviatia PIB.

Metode aplicate

Cadrul setului de instrumente econome-
trice, care pot fi folosite in vederea estimarilor
stocastice, cuprinde metode univariate si multi-
variate (figura 1).

are even higher as production increases without
changes in prices, the deviation of output from
potential GDP, called output gap, is used as a
synthetic measure of the intensity of pressures on
prices gained in the economy.

Estimating the output gap is a difficult task
because potential GDP is an unobservable
variable. Thus, knowing the actual level of real
GDRP, it is not possible to directly determine what
proportion of this is the potential GDP, and
respectively, which is the output gap.

Applied methods

The framework of the set of econometric
tools, which can be used for stochastic esti-
mations, includes univariate and multivariate
methods (figure 1).

Metode statistice
de estimari stocastice/
Statistical methods
of stochastic estimations

/\

Metode univariate/
Univariate methods

Filtrul

Metode multivariate/
Multivariate methods

Hodrick-Prescott/
Hodrick-Prescott filter

Filtrul Band-Pass/
Band-Pass filter

Filtrul Kalman/
Kalman filter

Figura 1. Metode statistice de estimari stocastice/
Figure 1. Statistical methods of stochastic estimations
Sursa: elaborata de autor n baza surselor [1]-[4]/
Source: elaborated by the author based on sources [1]-[4]

Filtrul Hodrick-Prescott (HP, introdus de
Hodrick si Prescott, 1997) este o metoda univariata
de masurare a tendintei, fiind cea mai des utilizata
in studiile economice aplicate [4]. Filtrul HP
descompune seria de timp analizatd (y;) ntr-un
trend stocastic (p1;) si o componenta ciclica, astfel:
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Hodrick-Prescott filter (HP, by Hodrick and
Prescott, 1997) is a univariate method of measu-
ring the trend, being the most often used in
applied economic studies. The HP filter decom-
poses the analysed time series (y;) into a sto-
chastic trend (u;) and a cyclic component, thus:
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Yt = We + €,

Trendul (p,) este determinat astfel, incat sa
minimizeze patratul abaterii seriei de la tendinta
(volatilitatea deviatiei) si, in acelasi timp, minimi-
zeaza variatia ritmului de crestere a tendintei.

{Ht}?:ol = Min{ZLl(yt - Ht)z + lZf;zl[(um —He) — (Mg — Ht—1)]2},

Compromisul dintre cele doua obiective, in
general contradictorii, este calibrat printr-un
multiplicator, A, care seteaza ponderile relative
ale acestora. O valoare a parametrului A
subunitard, conduce la minimizarea diferentei
dintre (y;) si (4s), in timp ce, atunci cand A tinde
la infinit, trendul devine o linie dreaptd. Pentru
datele trimestriale, recomandata a
parametrului A este 1600 [5].

Filtrul band-pass (BP, introdus de Christiano
si Fitzgerald, 1995), descompune seriile de timp 1n
componente cu fluctuatii periodice, fiecare dintre
componente  corespunzand unei anumite
periodicitati. De exemplu, fluctuatiile care se repeta
la o perioadd de patru trimestre corespund
componentei sezoniere, iar cele cu perioade de 6-32
de trimestre se considera ca sunt fluctuatii ce tin de

valoarea

ciclul economic. Tendintele sunt obtinute eliminand
din seria brutd, supusa filtrarii, componentele cu
periodicitati mai mici de 32 de perioade.

Filtrul Kalman (KF, — introdus de Rudolph
E. Kalman, 1960), ¢ devenit popular dupa publi-
carea lucrarii ,,A New Approach to Linear Filtering
and Prediction Problems™, in care este descrisd
solutia recursiva pentru problemele filtrarii liniare a
datelor-discrete. Filtrul Kalman este o metoda de
filtrare multivariata, care are ca scop producerea
valorilor masurate in timp, in baza zgomotului
(variatii aleatorii), sau alte erori sau inexactitati, care
tind sa coincida cu valorile reale efective. Filtrul
Kalman reprezintd un set de ecuatii matematice,
care, in baza unui calcul recursiv, estimeaza stirile
in cadrul unui proces, intr-un mod prin care este
minimizatid media patratica a erorilor (MSE, din Ib.
engl. Mean Squared Error) [10].

Ecuatiile Filtrului Kalman se despart in
doud tipuri: ecuatii de stare sau de tranzitie si
ecuatii de masura sau de observatie. Ecuatiile de
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1)
The trend (p,) is determined so as to mini-
mize the square deviation of the series from the
trend (deviation volatility) and at the same time
minimize the variation of the growth of trend.

)

The compromise between these two objec-
tives, in general contradictory, is calibrated by
a multiplier, A, which sets their relative weights.
A subunit value of the parameter A, leads to
minimizing the difference between (y;) and (u;),
while when parameter A goes to infinity, the
trend becomes a straight line. For quarterly data,
the recommended value of the parameter A is
1600 [5].

Band-pass filter (BP, by Christiano and
Fitzgerald, 1995) decomposes the time series into
periodically fluctuating components, each of the
components corresponding to a certain perio-
dicity. For example, fluctuations that are repeated
over a four-quarter period correspond to the
seasonal component and those with periods of 6-
32 quarters are considered to be fluctuations rela-
ted to the economic cycle. Trends are obtained by
removing components with periodicities of less
than 32 periods from the filtered raw series.

Kalman filter (KF, — introduced by Rudolph
E. Kalman, 1960) has become popular since
the publication of the paper entitled “A New
Approach to Linear Filtering and Prediction Pro-
blems”, which describes the recursive solution for
linear discrete data filtering. The Kalman filter is
a multivariate filtering method that aims to
produce time-based values based on noise (alia-
sing variations) or other errors or inaccuracies
that tend to coincide with real effective values.
The Kalman filter is a set of mathematical equa-
tions that based on a recursive computation, esti-
mates states within a process, in a way to mini-
mize the Mean Squared Error (MSE) [10].

The equations of the Kalman filter split
into two types: state or transition equations, and
measurement or observation equations. State or
transition equations over time are responsible for
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stare sau de tranzitie in timp sunt responsabile
pentru proiectia in viitor a starii curente si a erorii
de covariatie estimata pentru a obtine estimarile a
priori pentru pasul urmator [11]. Ecuatiile de
masura sau de observatie sunt responsabile pentru
raspuns — de exemplu, pentru incorporarea unei
noi masurari in estimarea a priori pentru a obtine
0 estimare a posteriori imbunatatita. Ecuatiile de
stare sau de tranzitie sunt considerate ca predictii,
in timp ce ecuatiile de masurd sau de observatie
sunt considerate corectoare [7]. Prin urmare,
algoritmului de estimare, in forma lui generala,
poate fi definit ca un algoritm predictor-corector
in rezolvarea problemelor numerice, dupa cum se

aratd 1n figura 2.

the future projection of the current state and
estimated covariance error to obtain a priori
estimates for the next step [11]. Measurement or
observation equations are responsible for the
response — for example, to incorporate a new
measurement in the a priori estimate to obtain an
improved posterior improvement. The state or
transition equations are considered as predictions,
while measurement or observation equations are
considered corrective [7]. Therefore, the general
form of the estimation algorithm can be defined
as a prediction-correction algorithm in solving
numerical problems as shown in figure 2.

—

Ecuatii de stare (,,predictie”)/
State equation (,,prediction”)

Ecuatii de masurare (,,corectoare”)/
Measurement equation (,,correction”)

\

Figura 2. Schema procesului iterativ al filtrului Kalman/
Figure 2. Schematic diagram of the Kalman filter iterative process
Sursa: elaborata de autor in baza sursei [6]/

Source: elaborated by the author based on source [6]

Explicarea matematica. Modelele cu com-
ponente neobservabile pot fi reprezentate sub forma
spatiului starilor (I. engl. state space). Acest mod
de reprezentare presupune cid dinamica unui
vector y, de variabile observabile cu dimensiunea
(n x 1) poate fi descrisd cu ajutorul unui vector
h; de variabile neobservabile cu dimensiunea
(r X 1). Reprezentarea in spatiul starilor este de
forma urmatorului sistem de ecuatii:

yt = A,xt + H,ht + Wt’
heyr = Fhe + vigq,

Unde X;, are k variabile exogene.

Dimensiunile matricelor sunt:

Mathematical explanation. Models with
unobservable components can be represented as
state space form. This representation mode assu-
mes that the dynamics of a vector y, of variables
observable with the size (n x 1) can be described
by means of a vector h; of variables unobservable
with the size (r x 1). Representation in the state
space form, is the form of the following system
of equations:

®)
(4)

Where X;, has k exogenous variables.
The matrix dimensions are:

F(rxr)
A'=((nxk)
H'(nxr)
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Ecuatia (3) este ecuatie de masurd sau de
observatie si a doua ecuatie este ecuatie de stare
sau de tranzitie.

Vectorii wg si v, sunt considerati incertitu-
dini (zgomot alb) si:

E(wsw',) =Rpentrut =7sau0
Tn caz contrar,
E(v,v';) = Q pentru t = 7 sau 0
n caz contrar.

Dimensiunile matricelor R si Q sunt (n X n)
si respectiv (r X r).

Aditional E (vsw';) = 0, pentru orice t si 7.

Este important de mentionat cd x, este
matricea variabilelor exogene, ceea ce presupune
cd nu existd informatii pentru h;,g Sau wg,g
pentrus = 0,1,2, ...

Sistemul dat este recursiv si necesita date
initiale:

E(v:h',) = 0 pentru oricare t

E(w¢h',) = 0 pentru oricare t.

Ecuatia de stare sau ecuatia de tranzitie (4)
presupune ca vectorul de stare h; poate fi rescris
sub forma unei functii liniare a sumei tuturor
erorilor anterioare:

Equation (3) is a measurement equation or
observed and the second equation is state or
transition equation.

Vectors w; and v, are considered uncer-
tainty (white noise) and:

E(ww'y)=R for t=1 or O
in contrary case,
E(vsv';))=Q for t=1 or O
in contrary case.

Dimensions of matrixes R and Q are (n X n)
and respectively (r X r).

In addition E(v,w';) = 0, fotany t and .

It is important to note that x; is the matrix
of exogenous variables, which assumes that
there is no information for h;., or w;,, for
s=0,1,.2,..

This system is recursive and requires initial
data:

E(v:h',) =0foranyt

E(w:h',) = 0 for any t.

The state equation or transition equation
(4) assumes that the state vector h; can be
rewritten as a linear function of the sum of all
previous errors:

ht = Ut + th—l + szt—l + A + Ft_sz + Ft_lhl, pentI’U/ fOI’ t > 2

Din ecuatiile anterioare:
E(v:h';) = 0, pentru fiecaret <t — 1
E(w:h';) = 0, pentru fiecaret =1, ...,T
E(Wty’r) =Ew;(A'x; + Hh, +w,)") =0,
pentru fiecaret <t — 1
E(v.y';) = 0, pentru fiecare 7 < t — 1.

Derivari ale Filtrului Kalman. Pornind de
la sistemul de ecuatii descris anterior ((3) si (4)):

From previous equations:
E(w,h';)=0,foranyt<t—1
E(w:h';) =0,foranyt=1,..., T
E(Wty’r) =EWw(A'x; + H'h; + w,)") =0,
foranyr<t—1
E(vy';) =0,foranyr <t —1.

Kalman filter deviations. Starting from the
equation system described previously ((3) and (4)):

Vit = Alxt + H’ht + We,

hiy1 = Fhy +veyq,

E(ww's) = R pentrut = 7 sau 0

n caz contrar,

E(v,v';) = Q pentru t = 7 sau 0

n caz contrar.
Matricea variabilelor

Ve Xt

observabile fiind
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Eww';)=R for t=1 or 0
in contrary case,
E(vyv';))=Q for t=1 or O
in contrary case.
The matrix of the observable variables
being y;, x;.

Revista / Journal ,,ECONOMICA™ nr.2 (108) 2019



INFORMATICA, STATISTICA SI CIBERNETICA ECONOMICA! INFORMATICS, STATISTICS AND ECONOMICS

Tn acest caz, pot fi distinse doua probleme:
1. Calcularea F,Q, A, H siR.
2. Calcularea h;.
Sa presupunem ca cunoastem prima pro-
blema, in acest caz:

In this case two problems can be distin-
guished:
1. Calculationof F,Q,A, H and R.
2. Calculation of h;.
Let’s suppose we know the first problem,
in this case:

h: = E(ht/yt—l),

t-1

Unde Y,_; reprezinta informatia pana la
perioada t.

E(y:/Y;_1) — forma liniara a h; pentru
Yi_q. A

In aceste conditii MSE cu dimensiunea
(r X r) este calculata dupa formula:

Pt/t—l =E ((ht - ht/t—l)(ht - ht/t—l)’)a

Calcularea h;. Asa cum a fost mentionat E
anterior, sistemul dat este recursiv si necesita date |
initiale. In aceste conditii putem scrie: |

h0/0 =

Cu media patratica a erorilor MSE: E

Poso = E ((ho -

In conditiile in care valorile proprii (Ib.
engl. eigenvalues) ale vectorului F sunt situate Th
interiorul cercului unitar, valoarea asteptatd a h,
poate fi calculata incluzand asteptarile in ecuatia

de stare sau de tranzitie (4).

Where Y;_; represents the information up
to the period t.

E(y:/Y¢_1) is the linear form of h, for
Y_.

In this conditions MSE with dimensions
(r x r) is calculated by the formula:

(®)

Calculation of h;. As mentioned above, the
given system is recursive and requires initial data.

Under these circumstances, we can write:

E(ho),

With the mean square of errors MSE:

hoso)(ho = hoso)'), ()

Since the eigenvalues of the vector F are
located inside the unitary circle, the expected
value of h; can be calculated by including the
expectations in the state or transition equation (4).

E(ht) = FE(ht—1);

2 ., e A . !
In conditiile in care h; este stationar |

As h; is stationary

(I = F)E(h) =0,
E(ho) = 0, pentru/ for hy o = 0.

Varianta neconditionata a h;, poate fi cal-
culatd din ecuatia de stare sau de tranzitie, prin
inmultirea acesteia cu h'y,; si extragerea astepta-

rilor neconditionate.

The unconditional variance of h; can be
computed from the state or transition equation by
multiplying it with h'.,; and extracting uncondi-
tional expectations.

E(his1h'e41) = E((th + vpy1) (Fhe + 17t+1)') =

= E((th + V) (R F + 17't+1)) = FE(heh' )F" + E(WpsqV't41),

Numim E(h.h'y) = 3
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Ecuatia de mai sus poate fi rescrisd sub
forma:

The above equation can be rewritten as:

Y=FYF +Q,

.o . .. !
Solutiile acestei ecuatii sunt: |

vec(Y) = (I,2 — (F X F))_lvec(Q),
vec(Py)0) = (I,2 — (F % F))_lvec(Q),

Pana la acest moment, a fost dedusa starea
pentru prima observatie si incertitudinea aferenta
acesteia.

In continuare, urmeazi si fie desfisurat
modul in care informatia este introdusa in cadrul
modelului pentru perioada t — 1.

Se cunoaste:

Y;_4 (si care include toate x;)

The solutions of this equation are:

(8)
9)

So far, the condition for the first observa-
tion and the uncertainty associated with it has
been deducted.

Next, we will describe the way information
is introduced as part of the model for period t — 1.

Is known:

Y:_1 (and which includes all x;)

he

E (Z_E’Yt‘l) =E (E) = Ht/t—la

Si se doreste a fi prognozat y;
In acest sens, este rescrisa ecuatia de stare (4).

And is wanted to be forecasted y;
In this sense, the state equation (4) is rewritten.

ht

yt/t—l =F (x:;:_l) = Alxt + HIE (xth_1) = A,xt + Hlflt/t_l, (10)

cu erorile de prognozi with forecast errors:
yt _9L =A,xt +H,ht +Wt _A,xt _H,AL = H, (ht _EL) +Wt’

t—-1 t—1 t—1

MSE:
(o9 (es) ) =
< Ve yE_l Ve yE_l
=E ((H’(ht = heje—1) + we) (H'(he = heje-) + Wt)’) = H'PtLH +R, (11)
-1

De unde sunt obtinute datele cu privire la y;
Dupa care pot fi actualizate deducerile

referitor la h,

~

hese

Actualizarea se face in felul urmator:

he =h

VI

t
(t-1)

Where do you get the data about y;
After that, deductions can be updated

regarding h ;

£ ()

The update is as follows:

+

- -1
+ [E ((ht - ht/(t—l))(yt - yt/(t—l))l) E (()’t - yt/(t—l))(yt - yt/(t—l)),) ] (Yt - )A’t/(t—1))' (12)

In cazul a doua variabile normal distribuite E
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In the case of two normally distributed variables
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!211

Zq M1 -le])
[22] N( .Uz] 19221 2320)° (13)
Z,/z1 ISN(m, )
Unde/ Where,
m = pp + 051071 (21 — 1), (14)

¥ =0y, — 21071 045,

a 1
In acest caz, se opereaza cu un model |

. . A ~ |
bivariat, care poate fi reprezentat in urmatoarea |
1

forma: i

J’t/xth—1] ~N
he/xYe-q

hesie-1)

Covarianta fiind calculata din relatia:

A'xy + H'ﬁ;
=)

In this case it is operated with a bivariate
model, which can be represented in the following
form:

H'P;jy_1H+R H'P;y_
’[ t/t—1 t/t 1] ' (15)
Pt/t—lH Pt/t—l

Covariance being calculated from the

relationship:

~ ~ ’<ht—rlt >
E (ht - ht ) (yt - 9[’ )’ = E (h't - ht ) H E_l + Wt ! =
i1 1 !

=E ((ht - Et/t—l)(ht

Cu distributie, normald a erorilor, filtrul
este considerat optimal. Tn caz contrar, in baza
predictiei conditionate, filtrul va minimiza media
patratica a erorilor

Et/t = Et/(t—l) + Pejt—1yH(H'Pj¢—1)H + R (y, — At — H’Ht/t—l)a

si/ and,

1 -1 12
Pist = Peje-1) = Peje-yH(H'Peje—yH + R) "H'Pyye-1),

care va completa filtrarea.

Estimarea parametrilor prin metoda vero-
similitatii maxime (Ib. engl. maximum likelihood).
Din cauza naturii unimodale a functiei de proba-
bilitate in fiecare etapa de lucru a filtrului, acesta
este foarte vulnerabil la asocierea datelor. Prin
urmare, vectorul de stare, odatd deplasat spre un
indiciu fals, acesta va deveni criteriul de selectie
pentru masurarile viitoare, insemnand mai multe
date gresite incluse in estimare, pana la devierea
totala de la tinta.

Singura masura obiectiva a utilitatii masu-
rarii variabilei este verosimilitatea ei, dandu-se
starea unui obiect urmarit. Aceastd verosimilitate
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- Et/t—l)’H) = Pyye-nH,

(16)

With normal error distribution, the filter is
considered optimal. Otherwise, based on condi-
tional prediction, the filter will minimize the
quadratic mean of errors

17

(18),

which will complete the filtering.

Estimation of parameters using the maxi-
mum likelihood. Because of the unimodal nature
of the probability function at each filter stage, it is
very vulnerable to data association. Therefore,
the status vector once moves to a false index,
it will become the selection criterion for future
measurements, meaning more mistaken data
included in the estimate, up to the total deviation
from the target.

The only objective measure of utility of
measuring the variable is its veracity, giving the
status of a tracked object. This veracity is given
by the Gaussian probability function, centered on
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este datd de Functia de probabilitate gaussiand,
centrata in predictia masurarii variabilei y, Tn
baza informatiei Y;_1.

Yt ~ IV
Yiq

Aceasta presupune cd functia de probabi-

litate a Yy—t, care se doreste maximizata este:
t—-1

fy =@n7

Xe,Yt-1,

—exp {—%(J’t —A'x; + H'EL) * (H'Pyye-
t—-1

pentru/fort =1, ..., T.

Prin urmare, trebuie maximizata forma
logaritmica a functiei de probabilitate

(A’Xt + H,flt/(t—l)'H,Pt/(t—l)H + R),

the prediction of the measurement of the variable
v, based on the information Y;_;.

(19)

This assumes that the probability function

ofyy—fwhich is maximized is:

t-1
1

IP ¢ 2
EH+R| —

H

nH + R)_l(yt — A%t + H'h, /(t_l))}, (20)

Therefore, the logarithmic form of the
probability function must be maximized

Tn 1 P
L= —710g(2n) —52 log |H —1H + R| -
t=1

- %Z{:l (yt - A,xt + H’ﬁL) * (H’Pt/(t—l)H + R)_l (yt - A,xt + HIEL) y (21)
t—-1 t—-1

Verosimilitatea pentru prima observatie
este:

Verisimilitude for the first observation is:

n
L, = —=log(2m) — = log |H’P1H +R| -
2 2 0

~ 1 — Ay + H'0)  (H'PjoH +R) ™ (7 — Ay + H'0),

. . !
si pentru a doua observatie: |

L = — Mog(2m) — 1
2 = ZOg(ﬂ) 209

1 ’ AN !
—E(yz —Ax,+H h2/1)
cu/ with

P,y = F(Pyjo — P1joH(H'PyjoH + R)_lHlpl/o)F’ + Q,
hZ/l =Fh1/0+FP1/0H(H,

aceasta fiind o etapa iterativa pana la perioada T.

Rezultate si discutii

Tehnicile statistice si econometrice prezen-
tate sunt aplicate in vederea estimarii presiunilor
inflationiste, si anume a presiunilor din partea
activitatii economice.

Asadar, din figura alaturata (figura 3),
poate fi observat un consens general cu privire la
cele trei tehnici econometrice aplicate. Chiar daca
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(22)

and for the second observation:

H’P3H+R| —~
1

« (H'Py H+R) " (v, — Ay + H'hyp), (23)

(24)

PijoH +R) ™ (y; — A'x; — H'Fl1/01 (25)

this being an iterative stage until the period T.

Discussions and results

The statistical and econometric techniques
presented are applied to estimate inflationary
pressures, namely economic pressures.

Hence, a general consensus on the three
applied econometric technigues can be observed
from figure 3. Even though the Kalman Filter
involves a much more complex technique, in
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Filtrul Kalman presupune o tehnicd mult mai
complexd, in vederea estimarii variabilelor neob-
servabile, rezultatul surprinde diferente minore,
comparativ cu filtrele univariate aplicate.

O deviatie PIB (figura 4) pozitivd este
determinata de un nivel al PIB-ului real mai mare
decat cel potential si indica presiuni inflationiste.
Simetric, o deviatie PIB negativa indica presiuni
deflationiste, in sensul scaderii preturilor. Pe ter-
men lung, presiunile acumulate se elibereaza, pre-
turile devin flexibile, iar deviatia PIB tinde totdea-
una catre zero, aducand PIB-ul la nivelul potential.

" o o e n " 1

Figura 3. Tehnici de estimare
a tendintei PIB, min.lei/
Figure 3. Techniques for estimating
the GDP trend, min. lei
Sursa: Elaborata de autor/

Presiunile inflationiste sunt determinate de
un nivel al PIB-ului real peste cel potential, iar
PIB-ul real este egal cu cantitatea de bunuri si
servicii solicitatd de cumpdratori, o deviatie a
PIB-ului pozitiva este denumita si exces de cerere.
Excesul de cerere poate fi redus sau eliminat prin
politici macroeconomice — monetare, fiscale, de
venituri. Politica monetara poate actiona asupra
excesului de cerere printr-o varietate de instru-
mente, o masurd clasica fiind determinati de
majorarea ratei dobanzilor. Aceasta urmareste sa
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order to estimate the unobservable variables, the
result captures minor differences compared to the
applied univariate filters.

A positive output gap (figure 4) is deter-
mined by the level of real GDP greater than the
potential GDP and indicates inflationary pressu-
res. Symmetrically, a negative output gap indica-
tes deflationary pressures, in terms of downward
prices. In long-term, the accumulated pressures
are released, prices become flexible and the out-
put gap always tends to zero, bringing the GDP to
a potential level.

Pl Deviatie pozitiva/
] Positive

il Kaman

output gap

] §-k &
2- | T i /
; \ bt
i R [r 1 f ;
Bl S | {4 NI { 1
™ An ! poI i
fman, HARATAN P ! ! !

5 Deviatie
negativa/

o Negative output
gap

A L 1 1 L
102 1 [ 08 i 112 i 18 i}

Figura 4. Evolutia deviatiei PIB, %/
Figure 4. Evolution of output gap, %
Sursa: Elaborata de autor/
Source: Elaborated by the author

The inflationary pressures are determined
by the level of real GDP over the potential GDP,
and real GDP is equal to the amount of goods and
services required by customers, a positive output
gap is also called excess demand. The excess
demand can be reduced or eliminated by macro-
economic policies — monetary, fiscal and income.
The monetary policy can act on excess demand
through a variety of instruments; a classical
measure is determined by the increase of interest
rates. It aims to create incentives to increase
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creeze stimulente pentru cresterea economisirii,
astfel incat, pe de o parte, diminuand veniturile
destinate consumului in perioada curentd si pe de
alta parte, cresterea ratelor dobanzilor duce la
cresterea costului indatordrii, diminudnd consu-
mul finantat prin credite. Tncetinirea ritmului de
consum, in perioada curentd, duce la diminuarea
presiunilor cererii asupra productiei, avand ca
efect reducerea deviatiei PIB.

Concluzii

In cadrul acestei lucrari s-a determinat o
masura de consens a deviatiei PIB de la echilibru,
folosind trei metode de estimare, cu o atentie
deosebita acordata Filtrului Kalman.

Filtrul Kalman este considerat o metoda
complexd, ce estimeazd un proces folosind o
formd a controlului feedback: filtrul estimeaza
starea procesului la momente de timp si apoi
obtine feedback sub forma de masuratori.

Ecuatiile de actualizare a timpului pot fi, de
asemenea, considerate ecuatii predictor, in timp
ce ecuatiile de actualizare a masuratorii pot fi
ecuatii corector. Intr-adevar, algoritmul de esti-
mare final seamana cu un algoritm predictor-
corector pentru rezolvarea problemelor numerice.
Aplicatiile filtrelor Kalman acopera multe dome-
nii, dar folosirea lui drept instrument este aproape
in exclusivitate pentru doud cauze: estimarea si
analiza performantelor estimatoarelor.

Totodatd, in urma rezultatelor obtinute,
putem constata obtinerea diferentelor minore,
comparativ cu filtrele univariate aplicate. Con-
sensul 1n baza celor trei metode, remarca ima-
ginea generald privind ciclul economic 1In
Republica Moldova.

Prin urmare, putem considera deviatia PIB
un indicator de avertizare timpurie pentru deci-
dentii si agentii economici. Pe masura ce deviatia
creste, tras un semnal pentru decidenti si expan-
siunea economica este necesar sa fie atenuata prin
restrictivitatea indusa de politici.

In egald masura, comportamentul agentiilor
trebuie educat, in sensul ca expansiunea econo-
mica trebuie privitd ca un privilegiu de a econo-
misi mai mult si nu de a supraevalua pozitia
viitoare a venitului.
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savings so that, on one hand, the reduction of the
income designated for consumption in the current
period and, on the other hand, the increase of the
interest rates leads to the raise of the borrowing
cost, thus reducing the consumption financed by
credits. The slowdown in consumption in the
current period decreases the demand pressures on
production, thus reducing the output gap.

Conclusions

In this paper, a measure of consensus on
the deviation of GDP from equilibrium was
determined using three estimation methods, with
particular attention to the Kalman Filter.

The Kalman Filter is considered a complex
method that estimates a process using a form of
feedback control: the filter estimates the state of
the process at times and then obtains feedback in
the form of measurements.

Time updating equations can also be consi-
dered prediction equations, while measurement
equations the correction equations. Indeed, the
final estimation algorithm resembles a prediction-
correction algorithm to solve numerical problems.
Kalman Filter applications cover many areas, but
its use as an instrument is almost exclusively for
two reasons: estimating and analysing the perfor-
mance of the estimators.

At the same time, as a result of the obtai-
ned results, we can conclude obtaining minor
differences compared to applied univariate filters.
Consensus based on the three methods, remarks
the general picture of the economic cycle in the
Republic of Moldova.

Therefore, we can consider the GDP devia-
tion as an early warning indicator for decision-
makers and economic agents. As the deviation
increases, a signal for decision-makers must be
drawn and economic expansion must be mitigated
by policy-induced restrictiveness.

Equally, the behaviour of agencies needs to
be educated, in the sense that economic expansion
must be seen as a privilege to save more and not
to overstate the future income position.
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