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

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

JEL: D91, L65, L66, M14.

1. Introducere

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

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

JEL: D91, L65, L66, M14.

1. Introduction

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

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

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

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

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

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

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

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

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

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

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



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

2. Metodologia de cercetare

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

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

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

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

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

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

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

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

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

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

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

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

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

3. Rezultate obtinute si discutii

3.1. Evolutia producerii de parfumuri

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

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

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

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

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

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

3. Findings and discussion

3.1. Evolution of the Perfumes Manu-
facturing

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

3.2. Perfumes manufacturing as a crea-
tive industry

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

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

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

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

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

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

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

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

3.3. Mizele economice internationale ale
producerii de parfumuri

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

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

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

3.3. The international economic stakes
of the Perfumes Manufacturing

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

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

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

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

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

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

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

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

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

Based on the data of international trade in
perfumes, the export potential for these products
can also be calculated. Thus, according to the

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




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

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

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

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

Figure 2 shows that even the largest expor-
ters do not fully use the existing export oppor-
tunities. It is also relevant that in the case of the
USA, Italy and Germany the untapped potential
is close in value to the actual exports of the
countries, revealing the great potential that these
producers have and potential sources of income
that could be harnessed in the production and
export of perfumes.
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M Potential de export/Export potential
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Figura 2. Top 5 exportatori de parfumuri cu cel mai mare potential de export,
a. 2021, miliarde USD/ Figure 2. Top 5 perfume exporters with greatest export potential,
2021, billion USD
Sursa: elaborata de autori in baza datelor Centrului de Comert International [12] /
Source: elaborated by the authors based on data provided by International Trade Centre [12]

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

for the exporting countries of the world. In
methodological terms markets represent the des-
tination of the export potential, exhibiting a
certain absorption capacity for the respective
product (Figure 3).
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Figura 3. Top 5 piete de parfumuri cu cel mai mare potential pentru exporturile
de parfumuri, a. 2021, miliarde USD/ Figure 3. Top 5 perfume markets with greatest potential
for perfume exports, y. 2021, billion USD
Sursa: elaborata de autori in baza datelor Centrului de Comert International [12] /
Source: elaborated by the authors based on data provided by International Trade Centre [12]

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

3.4. Mizele economice locale ale pro-
ducerii de parfumuri

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

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

3.4. The local economic stakes of the
perfumes manufacturing

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

Potrivit Oxford Economics [13], contri-

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

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

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

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

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

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

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

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

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

earnings in retail, leisure and other out-

lets. It includes the economic activity

stimulated in these outlets’ supply chains.

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

4. Concluzii

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

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

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

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

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

4. Conclusions

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

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

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

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

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

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

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

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

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

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

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

Regarding the export potential of the
Republic of Moldova, we have shown that
currently the methodology of the International
Trade Centre allows us to capture only the po-
tential of our country’s perfume market for
perfume exporting states, without being appli-
cable for estimating the export potential of per-
fumes made in the Republic of Moldova.
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