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Societatea modernd se caracterizeazd printr-un
ritm accelerat de integrare a inteligentei artificiale
(IA) in aproape toate domeniile de activitate uma-
nd, generdand rezultate din ce in ce mai eficiente,
iar domeniul educatiei nu este o exceptie.

Un canal eficient de transmitere a infor-
matiilor si de stabilire a relatiilor cu potentialii
studenti si alte categorii de public reprezintd site-
ul universitdtii, care trebuie adaptat atdt din punct
de vedere estetic, cat si in ceea ce priveste conti-
nutul, in concordanta cu preferintele utilizatorilor.

Cercetarile in domeniu sugereaza diferite
modalitati de evaluarea a atractivitatii unui site in
scopul imbundtatirii acestuia. In prezenta cercetare,
se propune utilizarea platformei EyeQuant, bazatd
pe inteligenta artificiald predictiva si algoritmi
capabili sa simuleze reactiile utilizatorilor reali la
diverse elemente vizuale ale site-urilor univer-
sitatilor. Concluziile cercetarii au fost fundamentate
pe baza rezultatelor evaludrii primei pagini a site-
urilor celor 19 universitati prezente in sistemul de
invatamant superior din Republica Moldova.

Cuvinte-cheie: inteligenta artificiald, marke-
ting, universitate, site universitar, design-ul site-ului,
metode de evaluare, atractivitatea site-ului.

JEL: M31, M39.

Introducere

In conditiile unor evolutii demografice ne-
gative, intensificdrii concurentei si reducerii cu rit-
muri rapide a numarului de studenti in Republica
Moldova, universitatile se confrunta cu dificultati
in promovarea ofertelor educationale si atragerea
de studenti, incercind sd gaseascd cele mai bune
modalitati de a interactiona cu potentialii studenti,
de crestere a atractivitatii programelor de studii si
de stimulare a nscrierii in institutiile de invatamant
superior. O importanta tot mai mare in strategiile
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Modern society is characterized by an acce-
lerated pace of integration of artificial intelligence
(Al) in almost all areas of human activity, gene-
rating increasingly efficient results, and education
is no exception.

An effective channel for communicating infor-
mation and building relationships with potential
students and other audiences is the university
website, which needs to be adapted both aesthetically
and in terms of content to suit user preferences.

Research in the field suggests different ways
to evaluate the attractiveness of a website in order
to improve it. In the present research, it is propo-
sed to use the EyeQuant platform, based on pre-
dictive artificial intelligence and algorithms able
to simulate the reactions of real users to various
visual elements of university websites. The conclu-
sions of the research were based on the results of
the evaluation of the first page of the websites
of 19 universities present in the higher education
system of the Republic of Moldova.

Keywords: artificial intelligence, marketing,
university, university website, website design, eva-
luation methods, website attractiveness.

JEL: M31, M39.

Introduction

In the context of negative demographic trends,
intensifying competition, and rapidly decreasing
number of students in the Republic of Moldova,
universities are facing difficulties in promoting
their academic programs and attracting students,
trying to find the best ways to interact with po-
tential students, increase the attractiveness of study
programs and stimulate enrollment in higher edu-
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de marketing universitar este acordatd instrumen-
telor de marketing online si inteligentei artificiale
(1A) [2, 3, 13, 17], datorita beneficiilor pe care aces-
tea le aduc atat universitatilor, cat si actualilor si
potentialilor studenti, iar numarul universitatilor din
intreaga lume, care folosesc inteligenta artificiala in
vederea elaborarii si dezvoltarii strategiilor lor de
marketing, inregistreaza, in ultimii ani, o crestere
semnificativa. Acest fapt subliniaza necesitatea inte-
grarii instrumentelor de inteligentd artificiala n
eforturile de marketing ale universitatilor si cunoas-
terea modului de utilizare eficienta a acestora.

Instrumentele de IA sunt tot mai mult inte-
grate In activitatea universitatilor in scopul opti-
mizarii proceselor care au loc in cadrul acestora,
cum ar fi atragerea studentilor, imbunatatirea co-
Municarii, recrutarea studentilor etc., iar printre cele
mai importante directii de aplicare in literatura de
specialitate, de regula, sunt mentionate [9, 10, 11,
12, 16, 17, 18, 19, 20, 21]:

1. Inteligenta artificiald ajuta universita-
tile sa creeze continuturi eficiente sub forma de
articole, mesaje publicitare, sloganuri, imagini,
ilustratii, materiale video si audio, animatii etc.,
adaptate la nevoile publicului-tinta si care sunt
utilizate In marketingul de continut, prin postare pe
site-ul web al universitatii, pe retelele sociale, blo-
guri etc. De asemenea, A poate recunoaste auto-
mat obiecte, fete si alte elemente din imagini si
videoclipuri. Este firesc ca aceste materiale, gene-
rate de IA, urmeaza a fi ajustate prin verificarea
corectitudinii §i adaugarea de informatii utile
pentru cititori, dar si pentru motoarele de cautare,
in vederea optimizarii vizibilitatii, atragerii publi-
cului-tintd si cresterii traficului;

2. Inteligenta artificiala ajuta universita-
tile sa isi optimizeze costurile si sa isi creasca
eficienta prin automatizarea campaniilor publici-
tare, a proceselor de recrutare si a comunicarii cu
potentialii si actualii studenti. Astfel, algoritmii de
inteligentd artificiala pot evalua diferite versiuni
ale materialelor publicitare si le pot selecta automat
pe cele mai eficiente, pot analiza comportamentele
utilizatorilor si ajusta campaniile online in timp
real. De asemenea, IA poate directiona anunturile
catre studentii din anumite regiuni sau cu interese
specifice, maximizand eficienta campaniilor. Prin
utilizarea IA, universitatile pot interactiona non-
stop cu potentialii studenti prin raspunsuri rapide la
intrebarile frecvente ce tin de procesul de admitere,
cerintele de Inscriere, programele de studii, accesul
la infrastructura educationald, cazarea in caminele
studentesti, viata iIn campusul universitar prin crea-
rea de chatbot-uri capabile sa ofere raspunsuri
instantanee etc. De asemenea, IA faciliteaza direc-

cation institutions. Increasing importance in uni-
versity marketing strategies is being placed on
online marketing tools and artificial intelligence
(Al [2, 3, 13, 17] due to the benefits they bring to
both universities and current and prospective
students, and the number of universities worldwide
using artificial intelligence to design and develop
their marketing strategies has been growing sig-
nificantly in recent years. This underlines the need
to integrate artificial intelligence tools into uni-
versities' marketing efforts and to know how to use
them effectively.

Al tools are increasingly integrated into the
work of universities in order to optimize the pro-
cesses that take place within them, such as attrac-
ting students, improving communication, stu-
dent recruitment, etc., and among the most impor-
tant directions of application in the literature are
usually mentioned [9, 10, 11, 12, 16, 17, 18, 19,
20, 21]:

1. Artificial intelligence helps universities
create effective content in the form of articles,
advertisements, slogans, images, illustrations, vi-
deo and audio, animations, etc., tailored to the
needs of the target audience and used in content
marketing, by posting on the university's website,
social networks, blogs, etc. Al can also automa-
tically recognize objects, faces and other elements
in images and videos. It is natural that these ma-
terials, generated by Al, are to be adjusted by
checking for correctness and adding useful infor-
mation for readers, but also for search engines, to
optimize visibility, attract target audiences and
increase traffic;

2. Artificial Intelligence helps universi-
ties optimize costs and increase efficiency by
automating advertising campaigns, recruitment
processes and communication with prospective and
current students. Thus, artificial intelligence algo-
rithms can evaluate different versions of adver-
tising materials and automatically select the most
effective ones, analyze user behaviours and adjust
online campaigns in real time. Al can also target
ads to students in specific regions or with specific
interests, maximizing the effectiveness of cam-
paigns. By using Al, universities can interact non-
stop with potential students by providing quick
answers to frequently asked questions related to the
admissions process, enrollment requirements, stu-
dy programs, access to educational infrastructure,
accommodation in student hostels, campus life by
creating chatbots capable of providing instant
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tionarea utilizatorilor citre anumite subdiviziuni
din cadrul universitatii (facultati, departamente,
servicii sociale) si permite expedierea de buletine
informative si diverse mesaje catre cei care au ac-
cesat pagina, prin e-mail. Totodata, poate automa-
tiza 0 mare parte din procesele administrative de
recrutare, reducand timpul si resursele necesare
pentru a raspunde aplicantilor si a urmari statusul
acestora, acestea fiind completate cu posibilitatea
de a discuta cu angajatii universitatii, toate fiind
orientate spre Tmbunatatirea calitatii serviciilor pre-
state, Tmbunatatirea implicarii studentilor in di-
verse activitdti, organizate in cadrul universitatilor,
cresterea nivelului de satisfactie a studentilor si
loialitatea acestora.

3. Inteligenta artificiala permite procesa-
rea unor cantititi mari de date provenite din
diverse surse despre potentialii studenti, oferind
informatii detaliate despre obiceiurile si preferin-
tele acestora. Aceasta faciliteazd analiza rezultate-
lor campaniilor publicitare si a celor de admitere la
studii, elaborarea unor prognoze ale comporta-
mentului candidatilor si optimizarea continutului
pentru a atrage mai eficient atentia publicului-tinta.
IA poate analiza comentariile, recenziile din rete-
lele sociale in vederea evaludrii opiniilor publice si
imbunatatirii strategiilor de marketing;

4. Inteligenta artificiala face posibila in-
telegerea profunda a publicului-tinta prin colec-
tarea si analiza datelor despre comportamentul po-
tentialilor clienti, identificarea intereselor fiecarui
utilizator pentru a segmenta audientele in functie de
interese, comportament si alte caracteristici, per-
mitand universitatilor sd creeze mesaje personalizate
pentru grupuri de studenti sau pretendenti la studii
cu nevoi si interese specific. IA faciliteaza prezice-
rea comportamentului utilizatorilor si a preferintelor
publicului-tinta, astfel incat sa fie posibila recoman-
darea domeniilor de formare profesionald si pro-
gramelor de studii care se potrivesc cel mai bine
profilului fiecarui candidat, in functie de interesele
si istoricul acestuia. De asemenea, permite afisarea
anunturilor in momentele in care utilizatorii sunt cel
mai predispusi sa le acorde atentie etc.

Este evident, ca utilizarea instrumentelor de
inteligentd artificiald in marketingul universitar
aduce numeroase beneficii, dar si provocari. Din
acest motiv, opiniile privind aplicarea acesteia de-
seori sunt contradictorii.

Astfel, printre principalele beneficii ale utili-
zarii IA 1n marketingul universitar putem mentiona
imbunatatirea performantelor lucrétorilor prin com-
binarea inteligentei artificiale cu cea umana, cres-
terea productivitatii muncii, optimizarea procesului
decizional si a strategiilor de promovare, reducerea
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answers, etc. Al also facilitates the targeting of
users to specific subdivisions within the university
(faculties, departments, social services) and allows
newsletters and various messages to be sent to
those who have accessed the page, via e-mail. At
the same time, it can automate a large part of the
administrative processes of recruitment, reducing
the time and resources needed to respond to
applicants and track their status, complemented with
the possibility to chat with university employees, all
aimed at improving the quality of services provided,
improving student involvement in various activities
organized within the university, increasing student
satisfaction and loyalty.

3. Artificial intelligence enables the pro-
cessing of large amounts of data from various
sources about potential students, providing detai-
led information about their habits and preferences.
This makes it easier to analyze the results of adver-
tising and student admissions campaigns, develop
forecasts of candidate behavior, and optimize con-
tent to more effectively engage target audiences.
Al can analyze comments, reviews from social
networks to gauge public opinion and improve
marketing strategies;

4. Artificial intelligence makes it possible
to deeply understand target audiences by col-
lecting and analyzing data about the behaviour of
potential customers, identifying the interests of
each user to segment audiences based on interests,
behaviour and other characteristics, allowing uni-
versities to create personalized messages for
groups of students or degree applicants with spe-
cific needs and interests. Al makes it easy to
predict user behavior and target audience pre-
ferences, so that it is possible to recommend areas
of training and degree programs that best fit each
applicant's profile, based on their interests and
background. It also makes it possible to display ads
at times when users are most likely to pay attention
to them, etc.

It is clear that the use of artificial intelli-
gence tools in university marketing brings many
benefits as well as challenges. For this reason, opi-
nions on its application are often contradictory.

Thus, among the main benefits of using Al
in university marketing we can mention the impro-
vement of workers' performance by combining
artificial and human intelligence, increased work
productivity, optimization of decision-making and
promotion strategies, significant reduction of time
required to perform routine, less pleasant, difficult
to perform activities, and operational costs. Also,
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semnificativa a timpului necesar pentru desfasu-
rarea unor activitdti de rutind, mai putin placute,
dificile de realizat, dar si a costurilor operationale.
De asemenea, IA contribuie la adaptarea mai avan-
satd a ofertelor educationale la nevoile si interesele
pietei-tinta si a fiecarui client In parte, la cresterea
loialitdtii si pastrarea actualilor student, si imbuna-
tateste ratele de conversie etc. [1, 11, 12, 17].

Totodata, efectele negative ale utilizarii in-
strumentelor de inteligenta artificiald, remarcate in
literatura de specialitate, vizeaza unele aspecte ale
muncii, atitudinii si competentelor angajatilor si se
refera la solicitarea unor noi abilitati de la angajati,
reducerea si dezumanizarea locurilor de munca,
discriminarea in randul angajatilor care pot benefi-
cia, in mod diferit, de sprijinul IA, nesiguranta in
randul angajatilor, perceptia unei responsabilitati
mai mari din partea angajatilor pentru deciziile si
rezultatele uneori gresite sau incorecte, generate de
IA, care poate provoca aversiune in randul acestora
precum si integrarea, uneori ineficientd, om-masina
etc. De asemenea, marketingul bazat pe inteligenta
artificiala presupune colectarea si analiza unor can-
titdti mari de date personale, ceea ce poate ridica
probleme etice (ignorand diversitatea culturald, geo-
grafica si socio-economica a potentialilor studenti),
de securitate si confidentialitate. Universitatile tre-
buie sa asigure protectia datelor si sa obtind acor-
dul clar al utilizatorilor in vederea prelucrarii si uti-
lizdrii acestora [1, 11, 12,17]. Totodata, trebuie men-
tionat si faptul cd implementarea tehnologiilor TA
in marketingul universitar poate fi costisitoare, atat
din punct de vedere financiar, cat si tehnologic.

Este firesc cd efectele pozitive, generate de
utilizarea instrumentelor de inteligenta artificiald in
activitatile de marketing universitar, sa predomine
si aceasta va contribui in viitor la extinderea aces-
universitatile trebuie sd adopte un echilibru intre
utilizarea tehnologiilor avansate si mentinerea unei
aborddri umane si transparente in relatiile lor cu
studentii actuali si potentiali.

Metode de cercetare aplicate

Rezultatele cercetdrii expuse in prezentul
articol au fost obtinute prin folosirea unor metode
traditionale de cercetare, precum investigarea, siste-
matizarea si analiza complexa a literaturii stiinti-
fice, atat teoretice, cat si aplicative, in format tra-
ditional, dar si sub forma de publicatii electronice,
in domeniul marketingului, digitalizarii, inteligen-
in activitatea de marketing. Avand in vedere ca in
literatura de specialitate existd o diversitate mare
de abordari si interpretari referitoare la subiectele
cercetate, a fost necesard o analiza complexa si sis-

Al contributes to more advanced tailoring of edu-
cational offerings to the needs and interests of the
target market and individual customers, increases
loyalty and retention of current students, and
improves conversion rates, etc [1, 11, 12, 17].

At the same time, the negative effects of
the use of artificial intelligence tools, noted in
the literature, concern some aspects of employees'
work, attitudes and skills and refer to the demand
for new skills from employees, the reduction and
dehumanization of workplaces, discrimination
among employees who may benefit differently
from Al support, insecurity among employees,
the perception of greater responsibility on the part
of employees for sometimes wrong or incorrect
decisions and results generated by Al, which may
cause aversion among them, and the someti-
mes inefficient human-machine integration, etc.
Al-based marketing also involves the collection
and analysis of large amounts of personal data,
which can raise ethical (ignoring the cultural,
geographical, and socio-economic diversity of po-
tential students), security and privacy issues. Uni-
versities need to ensure data protection and to
obtain clear consent from users to process and use
their data [1, 11, 12, 17]. It should also be noted
that implementing Al technologies in university
marketing can be costly, both financially and
technologically.

It is natural that the positive effects of the
use of artificial intelligence tools in university
marketing activities will predominate and this will
contribute to expanding these possibilities at a
much faster pace in the future. However, univer-
sities need to strike a balance between the use of
advanced technologies and maintaining a human
and transparent approach in their dealings with
current and potential students.

Research Methodology

The research results presented in this article
have been obtained by using traditional research
methods, such as investigation, systematization and
complex analysis of scientific literature, both
theoretical and applied, in traditional format, but
also in the form of electronic publications, in the
field of marketing, digitalization, artificial intelli-
gence and its possible uses in marketing. Given
that in the literature there is a great diversity of
approaches and interpretations of the researched
topics, it was necessary to carry out a comprehen-
sive and systemic analysis of them, systematization
and confrontation of different opinions, compa-
rative analysis, and the application of analytical
deduction allowed to expose the authors' own
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temica a acestora, sistematizarea si confruntarea di-
feritor opinii, analiza comparativa, iar aplicarea
deductiei analitice a permis expunerea unei viziuni
proprii a autorilor asupra unor subiecte ce tin de
folosirea instrumentelor de inteligenta artificiald in
activitatea de marketing universitar. In vederea for-
mularii unor concluzii si recomandari de ordin stiin-
tific si practice, a fost realizatd o cercetare directd
prin folosirea metodei EyeQuant, bazata pe inteli-
genta artificiald, in vederea evaluarii primei pagini
a site-urilor universitatilor din Republica Moldova,
conform unor indicatori, precum nivelul de aglo-
merare a designului, entuziasmul utilizatorilor, per-
ceptia designului, distributia atentiei si ordinea
fixarii atentiei pe componentele site-ului.

Rezultate si discutii

Studiile si analizele efectuate anterior, cu re-
ferire la universitatile din Republica Moldova, au
demonstrat cd majoritatea acestora acorda o atentie
deosebitd, in Planurile strategice (strategiile) de
dezvoltare, activitdtilor de marketing universitar,
orientandu-se spre folosirea tot mai activa a instru-
mentelor de marketing online si de inteligenta arti-
ficiald, ca parte integranta a strategiilor de marke-
ting, pentru a se adresa publicului-tinta intr-un mod
cat mai eficient [3]. In conditiile create, devine
important ca specialistii Tn marketing din cadrul
Universitatilor sa dispund de noi competente si sa
cunoasca modalitatile de utilizare a instrumentelor
de inteligenta artificiala in activitatea acestora.

Universitatile pot opta pentru diferite instru-
mente, canale si platforme de marketing digital,
printre cele mai importante numarandu-se si pagina
web a institutiei, care reprezintd un canal eficient
de transmitere a informatiilor, de stabilire a relatii-
lor cu studentii, partenerii si publicul larg, de pre-
zentare a ofertei educationale (programe de studii,
planuri de studii, cursuri, servicii suplimentare —
cantine, cluburi sportive, activitati extracurriculare,
raspunsuri la Intrebari frecvente, valorile promo-
vate de universitate), precum si a modelelor prac-
ticate de organizare a studiilor (cu frecventa la zi,
cu frecventa redusa, la distantd), a diverselor mate-
riale educationale, tururi virtuale, povesti de succes
ale fostilor studenti etc. [3, 5, 7].

Avand in vedere ca site-urile universitatilor
reprezintd un canal esential de comunicare cu
actualii si viitorii studenti, cu cadrele didactice, dar
si cu publicul larg, fiind considerate a fi ,,centrul
strategiei de marketing pe Internet” [6, p. 69], aces-
tea trebuie sd corespundd unor cerinte specifice,
care sa reflecte atat nevoile utilizatorilor, cat si
obiectivele universititilor. Astfel, site-urile trebuie
sd aibd o arhitectura simpld, care sd permita utili-
zatorilor sa gaseasca rapid informatiile necesare.
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vision on some topics related to the use of artificial
intelligence tools in the university marketing acti-
vity. In order to formulate scientific and practical
conclusions and recommendations, a direct re-
search was carried out using the EyeQuant method,
based on artificial intelligence, in order to evaluate
the first page of the websites of universities in the
Republic of Moldova, according to such indicators
as the level of clutter of the design, user enthu-
siasm, design perception, distribution of attention
and the order of attention on the components of
the site.

Results and Discussions

Previous studies and analyses of universities
in the Republic of Moldova have shown that most
of them pay special attention to university mar-
keting activities in their strategic development
plans (strategies), and are oriented towards the
increasingly active use of online marketing and
artificial intelligence tools as an integral part of
marketing strategies to address the target audience
in the most effective way [3]. Under these con-
ditions, it becomes important for marketing spe-
cialists in universities to have new skills and
knowledge of how to use artificial intelligence
tools in their work.

Universities can choose different digital mar-
keting tools, channels and platforms, among the
most important being the institution's website,
which is an effective channel for transmitting
information, establishing relations with students,
partners and the general public, presenting the edu-
cational offer (study programs, study plans, cour-
ses, additional services — canteens, sports clubs,
extra-curricular activities, answers to frequently
asked questions, the values promoted by the uni-
versity), as well as the models of study organiza-
tion (full-time, part-time, distance learning), va-
rious educational materials, virtual tours, success
stories of former students, etc. [3, 5, 7].

Given that university websites are an essen-
tial channel of communication with current and
prospective students, faculty, and the general pu-
blic, and are considered to be “the center of Inter-
net marketing strategy” [6, p.69], they must meet
specific requirements that reflect both the needs of
users and the objectives of the universities. Thus,
websites should have a simple architecture that
allows users to find the information they need
quickly. Menus should be logically structured and
contain relevant links, such as “About the Univer-
sity”, “Study Programs”, “Admissions”, “Events”,
“Contacts”, “Student Resources”, “Online Regis-
tration”, “Regulations”, etc. Universities must pro-



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

Meniurile trebuie si fie structurate logic si sa con-
tind linkuri relevante, cum ar fi: ,,Despre universi-
tate”, ,,Programe de studii”, ,,Admitere”, ,,Eveni-
mente”, ,,Contacte”, ,,Resurse pentru studenti”,
,Inscriere online”, »Regulamente” etc. Universita-
tile trebuie sd ofere informatii detaliate si actua-
lizate despre toate programele de licentd, masterat,
doctorat si cursuri postuniversitare. Fiecare pro-
gram trebuie sd contind o descriere detaliata
(obiective, plan de invatimant, profesori), cerintele
de admitere si informatii despre burse si scutiri de
taxe. Informatiile despre procesul de admitere, do-
cumentele necesare, termenele si taxele de scolari-
zare trebuie sa fie usor accesibile si actualizate
periodic. Site-ul trebuie sa includd informatii
despre politica educationala, regulamentele interne,
ghidurile pentru studenti, termenele de organizare a
sesiunilor de examinare, precum si o sectiune dedi-
catd viitorilor studenti, unde acestia pot gasi ghi-
duri detaliate despre procesul de aplicare pentru
admitere, documentele necesare, optiunile de caza-
re si criteriile de repartizare a locurilor in camine.
Sectiunea ,,Evenimente” trebuie sa fie actualizata
constant cu activitati si evenimente academice, con-
ferinte, sesiuni de orientare pentru studenti, sesiuni
de admitere si alte informatii noi si relevante.
Pentru pretendentii la studii, dar si pentru publicul
larg sau alte persoane interesate, prezinta interes si
informatiile ce tin de proiectele de cercetare in care
este implicatd universitatea, parteneriatele interna-
tionale si colaborarile cu alte universitati sau
institutii de cercetare. Avand in vedere diversitatea
lingvistica a Republicii Moldova si necesitatea de a
atrage studenti internationali, site-urile universita-
tilor trebuie sd fie disponibile in cel putin trei
limbi: roména, engleza si rusd. Totodata, utilizato-
rii trebuie sd poatd accesa cu usurintd informatiile
dorite, fard a pierde timp navigand inutil. Site-urile
universitare trebuie sa aibd un design reusit, pro-
fesionist, care sa reflecte imaginea institutiei, iar
culorile, fonturile si grafica trebuie sa fie alese cu
grijd pentru a crea un aspect coerent si atractiv.
Este bine ca site-urile universitare sa fie optimizate
pentru dispozitive mobile, sd fie conectate cu
platformele educationale interne (ex: Moodle,
Google Classroom) pentru a permite studentilor si
cadrelor didactice acces rapid la resurse educatio-
nale, cursuri online, note, programari. De aseme-
nea, conectarea cu retelele sociale pe care este pre-
zentd universitatea (Facebook, Instagram, LinkedIn
etc.), faciliteaza interactiunea cu publicul si pentru
a promova activitatile institutiei. Site-ul trebuie sa
fie optimizat pentru motoarele de cautare (SEO),
astfel incat informatiile importante (cum ar fi
admiterea, programele de studii) sa poatd fi gasite

vide detailed and up-to-date information on all
bachelor, master, doctoral and postgraduate pro-
grams. Each program must contain a detailed
description (objectives, curriculum, teachers), ad-
mission requirements and information about scho-
larships and fee waivers. Information about the
admission process, required documents, deadlines
and tuition fees should be easily accessible and
regularly updated. The website should include
information about the educational policy, internal
regulations, student guides, deadlines for exam
sessions, as well as a section dedicated to prospec-
tive students, where they can find detailed guides
about the admission application process, required
documents, accommodation options and criteria for
allocating places in dormitories. The “Events”
section should be constantly updated with aca-
demic activities and events, conferences, student
orientation sessions, admissions sessions and other
new and relevant information. For prospective
students, but also for the general public or other
interested persons, information on research pro-
jects in which the university is involved, inter-
national partnerships and collaborations with other
universities or research institutions is of interest.
Given the linguistic diversity of the Republic of
Moldova and the need to attract international
students, university websites should be available in
at least three languages: Romanian, English and
Russian. At the same time, users must be able to
easily access the information they want, without
wasting time navigating unnecessarily. University
websites should have a good, professional design
that reflects the image of the institution, and colors,
fonts and graphics should be carefully chosen to
create a coherent and attractive look. It is good for
university websites to be optimized for mobile
devices, to be connected with internal educational
platforms (e.g. Moodle, Google Classroom) to
allow students and faculty quick access to edu-
cational resources, online courses, grades, sche-
duling. Also, connecting with the social networks
on which the university is present (Facebook,
Instagram, LinkedIn, etc.) facilitates interaction
with the public and to promote the institution's
activities. The website should be optimized for
search engines (SEO) so that important infor-
mation (such as admissions, study programs) can
be easily found by prospective students. Likewise,
as visitors are often asked to fill in application
forms or online applications, websites should
have clear data protection policies. At the same
time, because of the large amount of information it
usually contains, a poorly designed university
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usor de catre pretendentii la studii. La fel, in
masura in care vizitatorilor deseori li se solicita
completarea unor formulare de inscriere sau apli-
catii online, site-urile trebuie sa dispuna de politici
clare de protectic a datelor cu caracter personal.
Totodata, avand in vedere volumul mare de infor-
matii pe care, de reguld, il contine, in cazul unui
design mai putin reusit, site-ul universitatii poate
deveni exagerat de aglomerat si dificil de utilizat
pentru vizitatori.

Este firesc ca, pentru multe persoane, site-ul
Sd creeze prima impresie despre universitate si
imaginea acesteia, iar pentru a atrage atentia vizi-
tatorilor, site-ul trebuie sia corespundd anumitor
cerinte de calitate, printre care: usurinfa utilizarii
(incarcare rapida, prima pagind usor de inteles,
navigare intuitiva), atractivitatea vizuala (paginile
aratd ordonat si nu au un continut prea incarcat,
forma si marimea literelor fac ca acestea sa fie lizi-
bile online, site-ul combind in mod placut culorile si
sunetele), informatiile continute trebuie sa fie
relevante, astfel incit vizitatorii sa fie interesati sa
revind pe site etc. [5, 13, 14]. Din acest motiv, cele
mai bune site-uri intotdeauna elimina tot ce nu este
esential si important pentru utilizatori [4, p.52].

Este de mentionat, ca atractivitatea vizuala a
unui site este diferitd pentru vizitatori diferiti si
depinde de un sir de factori, printre care varsta,
educatia, nationalitatea, provenienta (urban sau
rural) etc. [4]. De asemenea, este cunoscut si faptul
cd desi un vizitator obisnuit al site-ului nu eva-
lueaza cu atentie continutul, acesta reactioneaza la
prima impresie, ludnd rapid o decizie privind con-
tinuarea interactiunii cu site-ul [4, p.57].

Pentru ca site-urile si satisfaca mai bine
nevoile utilizatorilor si vizitatorilor, este necesara o
reevaluare periodicd a atractivitatii si utilitatii
acestora.

In acest scop, pot fi utilizate mai multe
metode de cercetare, inclusiv analiza comporta-
mentului vizitatorilor prin expunerea la imagini ale
site-urilor pentru o perioadd scurtd de timp, de
reguld pana la 30 sec. Un interes deosebit prezintd
si utilizarea unor echipamente care urmaresc mis-
carea ochilor, pentru a monitoriza locul unde se
uitd initial vizitatorul, traiectoria privirii acestuia,
clementele ce il distrag pe vizitator intr-un mod
negativ, modul in care acestia analizeaza textul
site-ului — citire amanuntitd Sau scanare rapida
(metoda Eye Tracking) [4, 22], reactia creierului la
interactiunea cu site-ul si altele (tehnici de neuro-
marketing) etc. Si inteligenta artificiald poate
contribui la identificarea automatd a unor puncte
forte si a celor slabe ale unui site, permitand insti-
tutiilor de invatdmant superior sa raspundd mai
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website can become overly cluttered and difficult
for visitors to use.

It is natural that for many people, the
website creates the first impression of the uni-
versity and its image, and in order to attract the
attention of visitors, the website must meet certain
quality requirements, including: user-friendliness
(fast loading, easy to understand first page, intui-
tive navigation), visual attractiveness (pages look
tidy and do not have too much content, the shape
and size of the letters make them readable online,
the site combines colors and sounds in a pleasing
way), the information contained must be relevant
so that visitors are interested in returning to the
site, etc. [5, 13, 14]. For this reason, the best web-
sites always eliminate everything that is not
essential and important for users [4, p.52].

It is worth mentioning that the visual attrac-
tiveness of a website is different for different
visitors and depends on a number of factors,
including age, education, nationality, origin (urban
or rural), etc. [4]. It is also known that although an
ordinary website visitor does not carefully evaluate
the content, he or she reacts to the first impression
and quickly makes a decision on further interaction
with the website [4, p.57].

In order for websites to better meet the
needs of users and visitors, their attractiveness and
usefulness need to be regularly reassessed.

To this end, several research methods can be
used, including analyzing visitor behaviour by
exposing them to images of websites for a short
period of time, usually up to 30 seconds. Of par-
ticular interest is also the use of eye-tracking
equipment to monitor where the visitor initially
looks, the trajectory of their gaze, what distracts
the visitor in a negative way, how they analyze the
text of the website (deep reading or quick scan-
ning (Eye Tracking method) [4, 22], the brain's
reaction to the interaction with the website and
others (neuromarketing techniques), etc. Artificial
intelligence can also help to automatically identify
a website's strengths and weaknesses, allowing
higher education institutions to better respond to
students' needs and continuously improve their
online presence.

There are several methods based on artificial
intelligence that can be used to assess the quality of
university websites in terms of: their technical
performance (loading time, SEO optimization
for search engines), user experience (user inter-
action, intuitive navigation, information structure,
aesthetic design), as well as content (quality and
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eficient nevoilor studentilor si sa-si imbunatateasca
in mod continuu prezenta online.

Existd mai multe metode bazate pe inteli-
genta artificiala, care pot fi utilizate pentru evalua-
rea calitatii site-urilor web ale universitatilor din
perspectiva: performantei tehnice a acestora (tim-
pul de incarcare, optimizarea SEO pentru motoa-
rele de cautare), experientei utilizatorului (inter-
actiunea cu utilizatorii, navigatia intuitiva, structura
informatiilor, design-ul estetic), precum si a conti-
nutului (calitatea si relevanta informatiilor pre-
zentate, actualizarea frecventa a acestora) [4] etc.

In cadrul prezentei cercetiri, referitoare la
site-urile universitatilor din Republica Moldova, a
fost folositd metoda EyeQuant, care reprezintd un
instrument valoros in domeniul designului vizual si
marketingului, avand scopul de a maximiza impac-
tul vizual si eficienta comunicarii prin pagini web,
reclame si alte tipuri de continut vizual. EyeQuant
se bazeazd pe inteligenta artificiald predictiva,
utilizand algoritmi de invatare automata si analiza
cognitiva, algoritmi care simuleaza reactiile
utilizatorilor reali la diverse sectiuni vizuale ale
site-ului in primele 3-5 secunde ale vizitei lor si
pentru a estima cat de eficient sunt distribuite
atentia si perceptia vizuald prin generarea unui
raport privind impactul elementelor vizuale [23].
Modelul atinge o acuratete predictiva de peste 90%
atunci cand este comparat cu studiile empirice. in
cazul site-urilor universitatilor, aceastd tehnologie
poate ajuta la optimizarea designului pentru a face
informatiile esentiale mai usor accesibile.

Evaludrii au fost supuse primele pagini ale
site-urilor tuturor universitatilor din Republica
Moldova, deoarece prima pagind a unui site al
universitati este consideratd mai importantd decat
celelalte, pentru ca joaca un rol crucial in formarea
primelor impresii, in directionarea utilizatorilor si, in
mare parte, reflectd imaginea institutiei si impactul
site-ului asupra vizitatorilor. Cercetarea a fost
realizatd in luna august 2024 (perioada de admitere
la studii in universitati) si in luna februarie 2025.

Oportunitatile pe care le oferd platforma
EyeQuant includ [23]:

1. Optimizarea experientei utilizatorului.
EyeQuant poate ajuta la crearea de site-uri
web mai eficiente, intelegdnd ce atrage atentia
utilizatorilor si care sunt elementele vizuale
care sunt neglijate sau nu sunt usor vizibile;

2. Testarea si imbunititirea reclamelor. Plat-
forma poate fi utilizatd pentru a evalua ce
componente ale unei reclame atrag cel mai
mult atentia si daca mesajul principal este bine
comunicat, in vederea ajustarii elementelor
vizuale pentru a creste impactul publicitar;

relevance of information presented,
updating) [4], etc.

In this research on university websites in the
Republic of Moldova, the EyeQuant method was
used, which is a visual design and marketing tool
aimed at maximizing the visual impact and effec-
tiveness of communication through web pages,
advertisements, and other visual content. EyeQuant
is based on predictive artificial intelligence using
machine learning and cognitive analytics algo-
rithms, algorithms that simulate real users' reac-
tions to various visual sections of the website in the
first 3-5 seconds of their visit and to estimate how
effectively attention and visual perception are dis-
tributed by generating a report on the impact of
visual elements [23]. The model achieves a pre-
dictive accuracy of over 90% when compared to
empirical studies. For university websites, this
technology can help optimize the design to make
essential information more easily accessible.

The first pages of the websites of all uni-
versities in the Republic of Moldova were sub-
jected to the evaluation, because the first page
of a university website is considered more im-
portant than the others, because it plays a crucial
role in forming first impressions, in directing users
and, to a large extent, reflects the image of the
institution and the impact of the website on
visitors. The research was carried out in August
2024 (university admission period) and February
2025. Opportunities on the EyeQuant platform
include [23]:

1. Optimize user experience. EyeQuant can
help create more effective websites by
understanding what grabs users' attention
and which visual elements are neglected or
not easily visible;

2. Testing and improving ads. The platform
can be used to assess which components of
an advertisement attract the most attention
and whether the main message is well
communicated, with a view to adjusting
visual elements to increase the impact of the
advertisement;

3. Landing page design evaluation. EyeQuant
analyzes landing pages to understand which
areas capture users' attention and which
might need improvement to increase con-
versions (increase click-through rate, form
completion, etc.);

4. User behavior prediction. The platform
can predict where users will first look or

frequent
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3. Evaluarea designului paginilor de desti-
natie. EyeQuant analizeaza paginile de des-
tinatie pentru a Intelege ce zone capteaza aten-
tia utilizatorilor si care ar putea necesita Tmbu-
natitiri pentru a creste conversiile (cresterea
ratei de click, completarea unui formular etc.);

4. Predictia comportamentului utilizatoru-
lui. Platforma poate prezice unde utilizatorii
se vor uita prima data sau cat de repede vor
scana o pagind, ajutand la crearea de layout-
uri (elemente grafice) mai eficiente.
Cercetarea efectuatd a permis evaluarea si

analiza urmatorilor indicatori cu referinta la site-
urile universitatilor din Republica Moldova, printre
care:

1. Nivelul de aglomerare al design-ului.
EyeQuant utilizeaza algoritmi de analizd a com-
portamentului vizual al utilizatorilor, iar indicatorul
se referd la densitatea informatiilor si elementelor
vizuale de pe pagina web (imagini, texte, butoane
etc.) si la modul in care acestea sunt percepute de
utilizatori, adica cat de aglomerat sau cat de clar este
designul site-ului. Masurarea se face pe o scala de
la 0 la 100. Pentru o evaluare calitativd a rezul-
tatelor, valorile posibile ale indicatorului au fost
divizate in trei categorii: 0-50 puncte, 51-75 puncte
si 76-100 puncte. Scorurile mai mici indicd mai
multd dezordine, in timp ce scorurile mai mari
reflectd o claritate sporitd. Un design cu un ,,nivel
ridicat de aglomerare” sugereaza prezenta UNUi
numar excesiv de elemente vizuale sau functionale
pe pagina, ceea ce poate afecta negativ naviga-
bilitatea si experienta generala a utilizatorilor, care
pot simti cd sunt coplesiti sau derutati de informa-
tille prezentate. Totodata, un ,,nivel scazut de aglo-
merare” presupune un design mai aerisit, cu o orga-
nizare clara si eficientd a continutului, care permite
utilizatorilor sd navigheze mai usor si sa inteleaga
mai bine informatiile prezentate.

Astfel, nivelul de aglomerare al designului
primei pagini ale site-urilor celor 19 universitati
analizate 1n luna februarie 2025, variazd de la 42
pand la 97 puncte, valoarea medie fiind de 66,5
puncte (Tabelul 1). In acest context, este de men-
tionat cé doar site-urile a 6 universitati au obtinut un
scor mai mare de 75 puncte. Acest nivel indicd un
design clar, cu un spatiu adecvat si elemente vizuale
distribuite uniform. Existd un echilibru intre text,
imagini si alte componente, ceea ce face ca utili-
zatorul sd poatd naviga cu usurintd si sd se con-
centreze asupra informatiilor mai esentiale si
importante (Figural).
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how fast they will scan a page, helping to

create more effective layouts (graphical

elements).

The conducted research allowed the evalua-
tion and analysis of the following indicators with
reference to the websites of universities in the
Republic of Moldova, including:

1. Level of design clutter. EyeQuant uses
algorithms to analyze users' visual behaviour and
the indicator refers to the density of information
and visual elements on the web page (images, text,
buttons, etc.) and how they are perceived by users,
i.e. how cluttered or how clear the design of the
website is. Measurement is on a scale from 0 to
100. For a qualitative assessment of the results, the
possible values of the indicator have been divided
into three categories: 0-50 points, 51-75 points and
76-100 points. Lower scores indicate more clutter,
while higher scores reflect more clarity. A design
with a 'high level of clutter' suggests the presence
of an excessive number of visual or functional
elements on the page, which can negatively affect
navigability and the overall experience of users,
who may feel overwhelmed or confused by the
information presented. At the same time, "low
clutter" means a more streamlined design with a
clear and efficient organization of content, allo-
wing users to navigate more easily and better
understand the information presented.

Thus, the clustering level of the first page
design of the websites of the 19 universities
analyzed in February 2025 ranges from 42 to
97 points, with an average value of 66.5 points
(Table 1). In this context, it is worth mentioning
that only the websites of 6 universities scored
higher than 75 points. This level indicates a clear
design with adequate space and evenly distributed
visual elements. There is a balance between text,
images, and other components, which makes it
easy for the user to navigate and focus on the more
essential and important information (Figurel).
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Tabelul 1/Table 1
Rezultatele evaluarii primelor pagini ale site-urilor universititilor din Republica Moldova
conform indicatorilor ,,Nivelul de aglomerare a designului” si ,,Nivelul potrivit de entuziasm”/
The results of the evaluation of the first pages of the universities’ websites of the Republic of
Moldova according to the indicators “Level of design clutter” and “The right level of excitement”

August/August, 2024 | Februarie/ February, 2025

Nivelul de Nivelul Nivelul de Nivelul
Nr. UNIVERSITATEA/ aglomerare | potrivitde | aglomerare | potrivit de
d/o/ UNIVERSITY a designlui/ | entuziasm/ | a designului/ | entuziasm/
No. Level of The right Level of The right
design level of design level of
clutter excitement clutter excitement
1 2 3 4 5 6
Academia Militard a Fortelor Armate
1. |,,Alexandru cel Bun”/ Military Academy 90 35 92 78

of the Armed Forces “Alexandru cel Bun”

Academia ,,Stefan cel Mare” a Ministerului
Afacerilor Interne al Republicii Moldova/

2. “Stefan cel Mare” Academy of the Ministry of 80 & 69 "

Internal Affairs of the Republic of Moldova

Academia de Muzica, Teatru si Arte Plastice/
3 Academy of Music, Theater and Fine Arts 63 74 54 68
4 Academia de Studii Economice din Moldova/ 79 " o i

Academy of Economic Studies of Moldova

Universitatea de Stat ,,Bogdan Petriceicu
5. |Hasdeu” din Cahul/ “Bogdan Petriceicu 93 63 90 36
Hasdeu” State University of Cahul

Institutul de Stiinte Penale si Criminologie

6. |Aplicata/ Institute of Criminal Sciences and 49 62 48 48
Applied Criminology
Universitatea Moldo-Americana/

! Moldo-American University 93 3 a 73
Universitatea Cooperatist-Comerciala

8. |din Moldova/ Cooperative-Commercial 88 82 85 39
University of Moldova
Universitatea Libera Internationald din Moldo-

9. va/ Free International University of Moldova 93 2 89 8
Universitatea de Stat din Comrat/ Comrat

10. State University 59 ar 42 87
Universitatea Slavona din Moldova/ Slavonian

11. University of Moldova 72 79 96 75
Universitatea de Stat din Taraclia/ Taraclia

12. State University I a4 58 36
Universitatea Pedagogica de Stat ,,Jon Creanga”/

13. State Pedagogical University “Ion Creanga” 81 69 53 35
Universitatea de Stat ,,Alecu Russo” din Balti/

14. “Alecu Russo” State University of Balti 58 55 o8 69
Universitatea de Studii Europene din Moldova/

15. University of European Studies of Moldova 63 28 61 49

16. |Universitatea de Stat din Moldova/ State
University of Moldova 9 85 97 86
Universitatea de Stat de Medicina si Farmacie

17. |,,Nicolae Testemitanu™/ State University of 58 52 62 36
Medicine and Pharmacy ‘“Nicolae Testemitanu”

18. Universitatea Tehnica din Moldova/ Technical 75 69 42 75

University of Moldova

Universitatea de Studii Politice si Economice
Europene ,,Constantin Stere”/ “Constantin

19. Stere” University of European Political and 7 49 53 25

Economic Studies

Valoarea medie/ Average value 73,2 61,1 66,5 58,4

Sursa: elaborat de autori in baza datelor obtinute cu ajutorul platformei EyeQuant/
Source: elaborated by the authors based on data obtained using the EyeQuant platform
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a) Pagina in original/ Original page

b) Pagina evaluata/ Evaluated page

Figural. Rezultatul evaluirii primei pagini a site-ului Universititii de Stat din Moldova conform
indicatorului ,,Nivelul de aglomerare al designului”/ Figure 1. The result of the evaluation
of the first page of the State University of Moldova website according
to the indicator “Level of design clutter”
Sursa: elaborata de autori in baza datelor obtinute cu ajutorul platformei EyeQuant/
Source: elaborated by the authors based on data obtained using the EyeQuant platform

Pentru alte 10 universitati, primele pagini ale
site-urilor au fost apreciate cu un numar de la 51
pand la 75 puncte, fiind considerate ca avand un
nivel moderat de aglomerare, cu un design echili-
brat, dar cu potential de imbunatitire. Acest nivel
semnaleazd un design care nu este neaparat prea
incarcat, utilizatorii pot gasi un echilibru intre text si
imagini, dar existd si zone percepute ca avand con-
tinuturi mai dense si aglomerate, unde informatiile
ar putea fi repartizate mai eficient (Figura 2).

a) Pagina 1n original/ Original page

For the other 10 universities, the first pages
of the websites were rated between 51 and 75
points as having a moderate level of clutter, with a
balanced design but with potential for impro-
vement. This level signals a design that is not
necessarily cluttered, users can find a balance
between text and images, but there are also areas
perceived as having denser and cluttered content
where information could be distributed more
effectively (Figure 2).

b) Pagina evaluata/ Evaluated page

Figura 2. Rezultatul evaluarii primei pagini a site-ului Academiei de Studii Economice
din Moldova dupa indicatorul ,,Nivelul de aglomerare al designului”/
Figure 2. The result of the evaluation of the first page of the Academy of Economic Studies
of Moldova website according to the indicator “Level of design clutter”
Sursa: elaboratd de autori in baza datelor obtinute cu ajutorul platformei EyeQuant/
Source: elaborated by the authors based on data obtained using the EyeQuant platform

Site-urile altor 3 universitati au fost evaluate
cu un numar de pana la 50 puncte (Universitatea
Tehnicd a Moldovei, Universitatea de Stat din
Comrat si Institutul de Criminologie). Aceasta
indica un nivel ridicat de aglomerare, cu un design
prea incdrcat si greu de navigat, ceea ce poate duce
la confuzii si dificultati In gésirea informatiilor
esentiale, iar utilizatorii pot deveni coplesiti de nu-
marul mare de optiuni si informatii afigsate simultan
(Figura 3). Zonele evidentiate cu rosu pe harta de
aglomerare provoaca o sarcind cognitivd mai mare
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The websites of 3 other universities were
rated with up to 50 points (Technical University of
Moldova, Comrat State University and Institute of
Criminology). This indicates a high level of clutter,
with a design that is too busy and difficult to
navigate, which can lead to confusion and diffi-
culty in finding essential information, and users
can become overwhelmed by the large number of
options and information displayed simultaneously
(Figure 3). The areas highlighted in red on the
clutter map cause a higher cognitive load than the
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decét regiunile in verde, respectiv, pentru a face regions in green, respectively, to make the design
designul mai clar si mai simplu, pot fi supuse opti- clearer and simpler, the red areas in the design can

mizarii zonele rosii din desen.
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b) Pagina evaluate/ Evaluated page

Figura 3. Rezultatul evaluirii primei pagini a site-ului Universitatii Tehnice a Moldovei
dupa indicatorul ,,Nivelul de aglomerare al designului”/ Figure 3. The result of the evaluation
of the first page of the Technical University of Moldova website according to the indicator
“Level of design clutter”

Sursa: elaboratd de autori in baza datelor obtinute cu ajutorul platformei EyeQuant/
Source: elaborated by the authors based on data obtained using the EyeQuant platform

2. Nivelul potrivit de entuziasm. Acest
indicator reflecta gradul in care site-ul transmite un
ton optim de entuziasm, capabil sd atragd si sa
mentina atentia vizitatorilor, stimulandu-le curiozi-
tatea, astfel, Incat acestia sd se simtd motivati si
interesati de continutul oferit. Masurarea se reali-
zeaza pe o scald de la 0 la 100 de puncte, valorile
posibile fiind divizate in trei categorii: 0-50 puncte,
51-75 puncte si 76-100 puncte. Scorurile mai mici
indicd un design calm, in timp ce scorurile mai
mari indica niveluri mai ridicate de stimulare.

Valorile indicatorului de entuziasm pentru
primele pagini ale site-urilor celor 19 universititi,
la care s-a realizat cercetarea in luna februarie
2025, variazd intre 35 si 87 de puncte, valoarea
medie fiind de 58,4 puncte (Tabelul 1).

in intervalul de pani la 50 puncte au fost
evaluate paginile a 9 universitati, printre care Uni-
versitatea Pedagogicd de Stat ,,Jon Creanga” (35
puncte), Universitatea de Stat din Taraclia (36
puncte), Universitatea de Stat de Medicind si
Farmacie ,,Nicolae Testemitanu” (36 puncte etc.)
(Tabelul 1). Nivelul scazut de entuziasm (sau
entuziasmul insuficient) indicd un design care nu
reugeste sa capteze suficient atentia vizitatorilor si
sa-i motiveze sd interactioneze cu site-ul. Acest
nivel poate semnala un ton prea serios, plictisitor
sau prea functional, lipsit de stimulente vizuale
care sa incurajeze utilizatorii sa exploreze mai mult
si solicitd, in scopuri de imbundtitire, elemente
vizuale mai atractive, cum ar fi imagini relevante,
culori vibrante, titluri captivante, apeluri la actiune

2. The right level of excitement. This indi-
cator reflects the degree to which the site conveys
an optimal tone of excitement, capable of attracting
and holding the attention of visitors, stimulating
their curiosity so that they feel motivated and
interested in the content offered. It is measured on
a scale from 0 to 100 points, with possible values
divided into three categories: 0-50 points, 51-75
points and 76-100 points. Lower scores indicate a
calm design, while higher scores indicate higher
levels of stimulation.

The values of the Enthusiasm Index for the
first pages of the websites of the 19 universi-
ties surveyed in February 2025 ranged from 35 to
87 points, with an average value of 58.4 points
(Table 1).

In the range of up to 50 points, the pages of
9 universities were evaluated, including “lon
Creanga” State Pedagogical University (35 points),
Taraclia State University (36 points), State Uni-
versity of Medicine and Pharmacy “Nicolae Tes-
temitanu” (36 points, etc.) (Table 1). The low level
of enthusiasm (or insufficient enthusiasm) indi-
cates a design that fails to sufficiently capture
visitors' attention and motivate them to interact
with the website. This level may signal a tone that
is too serious, boring or too functional, lacking
visual stimuli to encourage users to explore further
and calls for more engaging visual elements such
as relevant images, vibrant colors, engaging head-
lines, calls to action, etc... for improvement, The
areas highlighted in red on the excitement map are
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etc., care pot stimula interesul utilizatorilor si 1i pot
inspira sa actioneze (Figura 4). Zonele evidentiate
in rosu pe harta nivelului de entuziasm sunt mai
calmante, sugerind cad, dacd se doreste a face
designul mai stimulativ din punct de vedere vizual,
aceste zone pot fi supuse optimizarii.

(227 R— )
us Iﬁqv}l}% ﬂ%{ﬁr"ﬂﬁ:fc}aﬂ
DESCHISE Qe

12 APRILIE 2025 - ZIUA USILOR DESCHISE LA USMF ,NICOLAE TESTEMITANU"

NOUTATI EVENIMENTE

a) Pagina in original/ Original page

more calming, suggesting that if the design is to be
made more visually stimulating, these areas can be
subject to optimization.

12 APRILIE 2035 - TRUA USLOR DESCHISE LA USMF _NICOLAE TESTEMITANS"

b) Pagina evaluata/ Evaluated page

Figura 4. Rezultatul evaluarii primei pagini a site-ului Universititii de Stat de Medicina
si Farmacie ,,Nicolae Testemitanu” dupa indicatorul ,,Nivelul potrivit de entuziasm”/
Figure 4. The result of the evaluation of the first page of the State University
of Medicine and Pharmacy “Nicolae Testemitanu” website according to the indicator
“The right level of excitement”

Sursa: elaborata de autori in baza datelor obtinute cu ajutorul platformei EyeQuant/
Source: elaborated by the authors based on data obtained using the EyeQuant platform

Pentru alte 5 universitati valorile acestui
indicator s-au plasat in intervalul 51-75 puncte,
ceea ce reflectd un nivel moderat de entuziasm.
Acest design transmite un entuziasm rezonabil, nici
prea plictisitor, dar nici prea coplesitor, iar site-ul
reuseste sd capteze atentia utilizatorilor si sa le
mentind interesul fara a-i obosi (Figura 5). Reco-
mandarile, in acest caz, se pot referi la mentinerea
acestui nivel de entuziasm si verificarea periodica a
feedback-ului utilizatorilor pentru a stabili, daca
acesta corespunde asteptarilor si preferintelor lor.

Bun venit
la USARB!

a) Pagina in original/ Original page

For 5 other universities the values for this
indicator were in the range 51-75 points, reflecting
a moderate level of enthusiasm. This design con-
veys a reasonable level of excitement, neither too
boring nor too overwhelming, and the site manages
to capture users' attention and maintain their inte-
rest without tiring them (Figure 5). Recommen-
dations in this case may relate to maintaining this
level of excitement and checking regularly the
feedback from users to determine whether it meets
their expectations and preferences.

b) Pagina evaluata/ Evaluated page

Figura 5. Rezultatul evaluirii primei pagini a site-ului Universitatii de Stat ,,Alecu Russo”
din Balti dupi indicatorul ,,Nivelul potrivit de entuziasm”/ Figure 5. The result
of the evaluation of the first page of the “Alecu Russo” State University of Balti website according
to the indicator “The right level of excitement”
Sursa: elaboratd de autori in baza datelor obtinute cu ajutorul platformei EyeQuant/
Source: elaborated by the authors based on data obtained using the EyeQuant platform
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Totodata, paginile altor 5 universitati au fost
evaluate cu un numar mai mare de 75 puncte, ceea
ce corespunde unui entuziasm excesiv, care poate
fi perceput ca fiind unul agresiv, zgomotos sau
coplesitor din punct de vedere vizual, genereaza o
senzatie de ,supraincarcare” pentru utilizatori,
facandu-i sd acorde o atentie mai micd continutului
site-ului in general (Figura 6). In aceasta situatie se
recomanda ,,regandirea” designului site-ului, pen-
tru a atinge un echilibru optim, care sd raspunda
nevoilor vizitatorilor si sa imbunatiteasca expe-
rienta de utilizare, prin pastrarea elementelor de
continut mai importante si excluderea celor care
prezintd un interes mai mic pentru utilizatori.

i3 'UNIVERSITATEA DE STAT
(e

a) Pagina 1n original/ Original page

At the same time, the pages of 5 other uni-
versities were rated higher than 75 points, which
corresponds to excessive enthusiasm, which can be
perceived as aggressive, noisy or visually overwhel-
ming, generating a feeling of "overload" for users,
making them pay less attention to the content of the
site in general (Figure 6). In this situation, it is
recommended to 'rethink' the design of the site to
achieve an optimal balance that meets the needs of
visitors and improves the user experience by
retaining the most important content elements and
excluding those of less interest to users.

b) Pagina evaluatd/ Evaluated page

Figura 6. Rezultatul evaluirii primei pagini a site-ului Universitatii de Stat din Comrat
dupa indicatorul ,,Nivelul potrivit de entuziasm”/ Figure 6. The result of the evaluation
of the first page of the Comrat State University website according to the indicator
“The right level of excitement”

Sursa: elaboratd de autori in baza datelor obginute cu ajutorul platformei EyeQuant/
Source: elaborated by the authors based on data obtained using the EyeQuant platform

Daca analizam datele tabelului de mai sus, cu
referinta la perioada de admitere (evaludri efectuate
in luna august 2024), putem constata ca, in aceasta
perioadd, universitatile sunt tentate sa plaseze pe
site-urile proprii volume mult mai mari de infor-
matii, in scopul unei informari mai detaliate a pre-
tendentilor la studii. Cu toate acestea, valoarea me-
die a nivelului de aglomerare a designului pentru
toate universitdtile a constituit in luna august 73,2
puncte, ceea ce corespunde unei claritati mai bune,
datoritd excluderii altor continuturi, care nu inte-
reseaza pretendentii la studii (in februarie — 66,5),
iar cea a nivelului de entuziasm — 61,1 puncte, fata
de 58,4 in luna februarie, ceea ce demonstreaza ca
site-urile universitare in perioada de admitere
reusesc sa capteze atentia utilizatorilor intr-o masura
mai mare. O aglomerare mai mare a designului si un
entuziasm mai scizut pentru vizitatori ar insemna o
reducere a eficientei experientei utilizatorilor, in
general, si a pretendentilor la studii in particular.

3. Perceptia designului. Acest indicator
ajutd la evaluarea impactului vizual al site-ului
asupra utilizatorilor, avand in vedere aspecte pre-

If we analyze the data in the above table
with reference to the admission period (evaluations
carried out in August 2024), we can see that
universities are tempted to place much larger volu-
mes of information on their websites during this
period to provide more detailed information to
applicants. However, the average level of design
clutter for all universities in August was 73.2
points, which corresponds to better clarity due to
the exclusion of other content that is not of interest
to applicants (in February — 66.5), and the average
level of enthusiasm — 61.1 points, compared to
58.4 in February, which shows that university
websites during the admission period are more
successful in capturing the attention of users.
Higher design clutter and lower visitor enthusiasm
would mean a reduction in the effectiveness of the
user experience in general and for prospective
students in particular.

3. Design perception. This indicator helps
to assess the visual impact of the website on users,
considering aspects such as aesthetics, organization
of information and the overall impact of visual
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cum estetica, organizarea informatiilor si impactul
general al elementelor vizuale, analizeaza daca de-
signul site-ului este atractiv si functional, influen-
tand astfel prima impresie a utilizatorilor si modul
in care acestia interactioneaza cu site-ul. Acesta se
refera la aspectul vizual al site-ului In ansamblu
(daca este sau nu atragator si modern, dacd sunt
alese corect culorile, fonturile si imaginile), struc-
tura si navigabilitatea site-ului (daca este sau nu
site-ul usor de navigat, meniurile sunt usor de
gasit, informatia poate fi usor accesatd), experienta
utilizatorului — UX (cum se simte utilizatorul cand
interactioneaza cu site-ul, dacd se incarcad rapid,
procesul de navigare este simplu) si conformitatea
site-ului cu asteptarile vizitatorului (designul cores-
punde asteptarilor vizitatorului si este adaptat la
nevoile si preferintele acestuia).

Harta de perceptie a EyeQuant aratd ce vor
vedea utilizatorii pe site in primele cateva secunde
de la deschiderea paginii, urménd sa se stabileasca
dacd acestea reprezinta informatia principald, care
se urmareste a fi transmisa vizitatorilor si daca sunt
vizibile principalele beneficii care pot sa indemne
la actiune (Figura 7).

a) Universitatea Pedagogica de Stat
,,lon Creanga”/ State Pedagogical University
“Ion Creanga”

elements, whether the website design is attractive
and functional, thus influencing the first impres-
sion of users and how they interact with the
website. This covers the visual appearance of the
site as a whole (whether or not it is visually appea-
ling and modern, whether or not colors, fonts and
images are correctly chosen), the structure and
navigability of the site (whether or not the site is
easy to navigate, menus are easy to find, infor-
mation can be easily accessed), the user experience
— UX (how the user feels when interacting with the
site, whether it loads quickly, is the navigation
process simple) and the site's conformity with the
visitor's expectations (the design meets the visitor's
expectations and is adapted to their needs and
preferences).

EyeQuant's perception map shows what users
will see on the website within the first few seconds
of opening the page, whether this is the main
information that is intended to be conveyed to
visitors and whether the main benefits that can
drive action are visible (Figure 7).

b) Academia de Muzica, Teatru si Arte
Plastice/ Academy of Music, Theater
and Fine Arts

Figura 7. Harta de perceptie a primei pagini a site-ului Universitatii Pedagogice de Stat
»Jon Creanga” si Academiei de Muzici, Teatru si Arte Plastice/ Figure 7. Perception map
of the first page of the “Ion Creanga” State Pedagogical University
and the Academy of Music, Theater and Fine Arts website
Sursa: elaborata de autori in baza datelor obtinute cu ajutorul platformei EyeQuant
Source: elaborated by the authors based on data obtained using the EyeQuant platform

Reiesind din rezultatele evaluarii, recoman-
darile Tnaintate se pot referi la:

o intreprinderea de masuri in vederea men-
tinerii acestui nivel de calitate vizuald a
site-ului, in situatia in care designul este
bine perceput, creeaza o experientd vizuala
placuta, culorile, fonturile imaginile si struc-
tura generald a site-ului sunt bine echi-
librate, iar vizitatorii pot naviga usor;

e optimizarea anumitor zone ale site-ului, care
nu sunt suficient de atragitoare, prin ajus-
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Based on the results of the evaluation, the
recommendations put forward may relate to:

e taking measures to maintain this level of
visual quality of the site, where the design is
well perceived, creates a visually pleasing
experience, the colors, fonts, images, and
overall structure of the site are well balan-
ced and visitors can navigate easily;

e optimizing certain areas of the site that are
not sufficiently appealing, by adjusting co-
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tarea culorilor, fonturilor si imaginilor, dar
si prin reorganizarea anumitor elemente;

e revizuirea completd a designului site-ului sau
chiar reconceperea integrala a acestuia, atunci
cand designul este considerat a fi neatragator
din punct de vedere estetic, textele greu de
citit, cu dificultati in navigare, cu o structura
haotica a paginii, ceea ce impiedica utilizato-
rii s se concentreze pe ceea ce este mai im-
portant, care sa prevada culori mai placute,
aspecte vizuale usor de inteles si de navigat,
contraste mai puternice Intre text si fundal,
pentru a Imbunatati lizibilitatea, dar si elimi-
narea unor elemente mai putin importante,
dar care pot sustrage atentia utilizatorilor.
Distributia atentiei. Indicatorul ,,Distributia

atentiei” in analiza site-urilor prin metoda EyeQuant
masoard, cum este distribuitd atentia vizuala a utili-
zatorilor pe diferite pagini, identificand partile cele
mai atractive pentru vizitatori si cele mai putin
vizibile sau ignorate ale site-ului. Aceasta depinde
de masura 1n care informatiile importante sunt pla-
sate Intr-un mod, care sa atragd atentia vizitatorilor
si cat de bine acestea sunt evidentiate, daca utiliza-
torii sunt directionati usor spre actiuni importante
(de exemplu, completarea unui formular), modul in
care sunt folosite culorile si contrastul pentru a
atrage atentia asupra unor zone mai importante ale
paginii, pe ce sectiuni ale paginii utilizatorii 1si
concentreazi cel mai mult atentia etc. In acest con-
text, metoda EyeQuant permite evidentierea ele-
mentelor de design ale site-urilor universitare care
capteaza cel mai mult atentia utilizatorilor, acestea
fiind evidentiate cu rosu, iar cu verde — cele care
atrag atentia Intr-o masurd mai mica (Figura 8).

a) Universitatea de Stat din Comrat/
Comrat State University

lors, fonts, and images, as well as reorga-

nizing certain elements;

e a complete overhaul of the site design or
even a complete redesign of the site, when
the design is considered to be aesthetically
unappealing, difficult to read text, difficult
to navigate, chaotic page structure that
prevents users from focusing on what is
most important, providing for more pleasing
colors, easy to understand and navigate
visuals, stronger contrasts between text and
background to improve readability, and the
removal of less important elements that may
distract users.

4. Attention distribution. The ‘“Attention
Distribution” indicator in EyeQuant website ana-
Iytics measures how users' visual attention is dis-
tributed on different pages, identifying the most
attractive parts of the site for visitors and the less
visible or ignored parts. This depends on the extent
to which important information is placed in a way
that attracts visitors' attention and how well it is
highlighted, whether users are easily directed to
important actions (e.g. filling in a form), how
colors and contrast are used to draw attention to
more important areas of the page, which sections
of the page users focus most attention on, etc. In
this context, the EyeQuant method makes it
possible to highlight the design elements of uni-
versity websites that capture the most attention of
users, which are highlighted in red and green —
those that attract less attention (Figure 8).
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b) Universitatea Libera Internationala din Moldova/
Free International University of Moldova

Figura 8. Harta de distributie a atentiei pe pagina de baza a site-urilor Universitatii
de Stat din Comrat si Universitatii Libere Internationale din Moldova/
Figure 8. Attention distribution map on the home page of the State University
of Comrat and the Free International University of Moldova
Sursa: elaborata de autori in baza datelor obtinute cu ajutorul platformei EyeQuant/
Source: elaborated by the authors based on data obtained using the EyeQuant platform
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Conform rezultatelor evaluarii, putem vorbi
despre o distributic echilibrata a atentiei vizita-
torilor, indreptata catre toate sectiunile site-ului, 0
distributie concentratd pe o zond restrnsa a Site-
ului (cum ar fi sigla si denumirea universitatii), o
distributie concentrata pe un numar limitat de zone,
altele fiind ignorate, o distributie prea larga, pe
intreaga pagind, fara a fi concentratd pe com-
ponentele cheie pentru a le face mai vizibile, sau
chiar o distributie dezorganizata, care semnaleaza
un design haotic al site-ului. Reiesind din cele
mentionate mai sus, recomandarile referitoare la
distributia atentiei utilizatorilor pe pagina web
se pot referi la mentinerea situatiei actuale si
ajustarea periodicd a designului, adaugarea unor
continuturi noi, reorganizarea elementelor de pe
site, Tmbunatatirea elementelor care nu primesc
suficientd atentie sau excluderea elementelor care
nu sunt esentiale pentru a reduce dispersia atentiei
si a crea o experientd de utilizator mai eficienta si
mai placuta.

5. Ordinea fixirii atentiei pe componen-
tele site-ului. Acest indicator se referd la modul in
care utilizatorii isi indreaptd atentia asupra dife-
ritelor elemente ale unui site, in ordinea in care le
observa si interactioneaza cu ele, analizdnd sec-
venta in care vizitatorii ,,parcurg” site-ul si modul
in care sunt percepute componentele sale vizuale si
functionale (texte, imagini, butoane, titluri etc.) pe
masura ce navigheaza.

Indicatorul ,,Ordinea fixarii atentiei pe
componentele site-ului”, in analiza site-urilor prin
metoda EyeQuant, se refera la modul in care uti-
lizatorii isi indreaptd atentia asupra diferitor ele-
mente ale site-ului (texte, imagini, butoane, titluri
etc), in ordinea 1n care le observa si interactioneaza
cu ele, din momentul in care ajunge pe pagina,
asigurdndu-se dacad acestia acceseazd cele mai
importante continuturi ale paginii in ordinea dorita.
Valorile acestui indicator pot reda o concentrare a
atentiei pe sectiunile cele mai importante si in
ordinea doritd (cum ar fi titlurile principale,
butoanele care indeamna la actiune); o distributie
haotica a atentiei pe pagind si fara o ordine clard; o
directionare a atentiei spre elemente mai putin
relevante (imagini sau texte secundare), ignorandu-
se informatii importante; concentrarea atentiei pe
unele zone (de exemplu, un banner de dimensiuni
mari), fard a explora intreaga pagind; concentrarea
atentiei pe sectiuni mai putin importante (texte
mici, imagini de fundal), in detrimentul sectiunilor
principale (Figura 9).
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According to the results of the evaluation,
we can speak of a balanced distribution of visitors'
attention, directed to all sections of the site, a
distribution concentrated on a restricted area of the
site (such as the logo and the name of the
university), a distribution concentrated on a limited
number of areas, others being ignored, a distri-
bution too wide, on the whole page, without being
concentrated on key components to make them
more visible, or even a disorganized distribution,
which signals a chaotic design of the site. Based on
the above, recommendations regarding the distri-
bution of users' attention on the web page can refer
to maintaining the status quo and periodically
adjusting the design, adding new content, reorga-
nizing elements on the site, improving elements
that do not receive enough attention, or excluding
elements that are not essential to reduce the
dispersion of attention and create a more efficient
and enjoyable user experience.

5. The order of fixation on site compo-
nents. This indicator refers to the way users direct
their attention to different elements of a website, in
the order in which they notice and interact with
them, analyzing the sequence in which visitors
"browse" the site and how its visual and functional
components (text, images, buttons, titles, etc.) are
perceived as they navigate.

The indicator “Order of fixation on site
components”, in the EyeQuant site analysis, refers
to how users direct their attention to the different
site elements (text, images, buttons, titles, etc.) in
the order they notice and interact with them from
the moment they arrive on the page, ensuring that
they access the most important content of the page
in the desired order. The values of this indicator
may reflect a concentration of attention on the
most important sections and in the desired order
(such as main headlines, action buttons); a chaotic
distribution of attention on the page and without a
clear order; directing attention to less relevant
elements (images or secondary text) while ignoring
important information; focusing attention on some
areas (e.g. a large banner) without exploring the
whole page; focusing attention on less important
sections (small text, background images) at the
expense of the main sections (Figure 9).
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b) Universitatea Cooperatist — Comerciala
din Moldova/ Cooperaive-Commercial
University of Moldova

a) Academia ,,Stefan cel Mare” a Ministerului
Afacerilor Interne al Republicii Moldova/
“Stefan cel Mare” Academy of the Ministry
of Internal Affairs of the Republic of Moldova

Figura 9. Ordinea fixarii atentiei pe paginile principale ale site-urilor Academiei
wotefan cel Mare” a Ministerului Afacerilor Interne al Republicii Moldova si Universitatii
Cooperatist-Comerciale din Moldova/ Figure 9. Evaluation of the order of attention
on the home page of the “Stefan cel Mare” Academy of the Ministry of Internal Affairs
of the Republic of Moldova and the Cooperative-Commercial University of Moldova website
Sursa: elaborata de autori in baza datelor obtinute cu ajutorul platformei EyeQuant/
Source: elaborated by the authors based on data obtained using the EyeQuant platform

Cercurile prezentate in Figura 9 ne demon-
streaza cd cu cit acestea sunt mai mari, cu atat este
mai lung timpul petrecut de vizitator privindu-le.
Si 1n acest caz recomandarile principale includ:

e mentinerea ordinii existente;

o simplificarea designului pentru a crea o
structura mai clara;

e utilizarea unui contrast puternic intre ele-
mentele cheie ale paginii, pentru a ghida
ochii utilizatorilor cétre sectiunile cele mai
importante;

e modificarea designului pentru a face sectiu-
nile esentiale mai vizibile si clare pentru
utilizator;

e plasarea elementelor vizuale intr-0 maniera
care sa ghideze utilizatorii de la un element
important la altul;

o folosirea unor elemente vizuale mai atrac-
tive (culori aprinse);

e climinarea elementelor vizuale mai putin
importante etc.

Concluzii

1. Perioada actuald se caracterizeaza printr-
o evolutie cu ritmuri rapide a marketingului, de la
transformarea traditionald la transformarea digitala,
implicand utilizarea pe scara largd a instrumentelor
de inteligent artificiala. In aceste conditii, pentru
a-si dezvolta o strategie puternica de marketing in
vederea atingerii obiectivelor propuse si obtinerii
unor avantaje competitive, universitatile trebuie sa
integreze inteligenta artificiald, in eforturile lor de
promovare, pentru a beneficia de numeroase avan-

The circles shown in Figure 9 demonstrate
that the larger they are, the longer the time the
visitor spends looking at them. Here again, the
main recommendations include:

e maintaining the existing order;

o simplifying the design to create a clearer
structure;

e using a strong contrast between the key
elements of the page to guide users' eyes to
the most important sections;

o Modifying the design to make key sections
more visible and clear to the user;

e Placing visual elements in a way that guides
users from one important element to another;

e using more attractive visual elements
(bright colours);

e removing less important visual elements, etc.
Conclusions
1. The current period is characterized by a

fast-paced evolution of marketing from traditional
to digital transformation, involving the widespread
use of artificial intelligence tools. Under these
conditions, in order to develop a strong marketing
strategy to achieve their objectives and gain com-
petitive advantage, universities need to integrate
artificial intelligence into their marketing efforts to
reap numerous benefits such as improved marke-
ting campaigns, personalization of user experience,
automation and streamlining of marketing pro-
cesses, including recruitment of applicants. At the
same time, universities also need to address some
of the challenges raised by the use of artificial
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taje, precum imbunatitirea campaniilor de marke-
ting, personalizarea experientei utilizatorilor, auto-
matizarea si eficientizarea proceselor de marketing,
inclusiv a celor de recrutare a pretendentilor la stu-
dii. Totodata, universitatile trebuie sa gaseasca ras-
puns si la unele provocari generate de folosirea inte-
ligentei artificiale, precum lipsa unei infrastructuri si
dotari tehnologice adecvate, nivelul scazut de dez-
voltare a competentelor digitale in randul angaja-
tilor, precum si necesitatea respectrii standardelor
de etica si confidentialitate a datelor cu caracter per-
sonal. Universitdtile trebuie sa investeasca in infra-
structurd, software si formarea personalului, iar acest
lucru poate fi 0 provocare, mai ales pentru institutiile
mai mici sau pentru cele cu bugete limitate.

2. Site-urile web ale universitatilor din Repu-
blica Moldova trebuie si functioneze ca instru-
mente esentiale de informare si comunicare, avand
o structurd bine organizatd, un continut clar si ac-
tualizat, un design atractiv si functional si sa asi-
gure o interactiune eficientd intre institutie si uti-
lizatori. Totodata, reiesind din volumele mari de
informatii, pe care, de reguld, universitatile sunt
dispuse sa le plaseze, in cazul unui design mai
putin reusit, site-ul universitatii poate deveni exa-
gerat de aglomerat si cu o claritate redusa, ceea ce
poate duce la scaderea valorii acestuia pentru uti-
lizatori. In acest context, folosirea inteligentei arti-
ficiale pentru evaluarea calitatii site-urilor web ale
universitatilor aduce avantaje considerabile, 1n spe-
cial, prin automatizarea analizei, imbunatatirea ex-
perientei utilizatorului si a performantei site-ului,
precum si prin personalizarea comunicarii. Cerce-
tarile realizate au demonstrat ca, In vederea eva-
ludrii periodice a atractivitatii site-urilor universi-
tare pentru potentialii vizitatori, poate fi folosita
metoda EyeQuant, bazatd pe algoritmi care simu-
leaza reactiile utilizatorilor reali la diverse sectiuni
vizuale ale site-ului. Aceastd metodd permite uni-
versitatilor sd raspunda mai eficient nevoilor actua-
lilor si potentialilor studenti, aliniindu-se astfel ce-
rintelor acestora.

3. Rezultatele cercetarii au scos in evidenta
incadrarea in intervale diferite si foarte diferite a
rezultatelor evaludrii site-urilor universitatilor din
Republica Moldova conform criteriilor analizate
mai sus, subliniind totodata necesitatea operarii de
modificari pentru a imbunatati utilitatea acestora.
Ajustarea celor mai importante elemente de design
si a aspectului, in general, al site-urilor este esen-
tiala pentru focusarea atentiei utlizatorilor celor
mai importante sectiuni i pentru a creste timpul
petrecut pe aceste pagini. Aceste imbunatitiri ofera
o experientd mai bund utilizatorilor, concomitent
asigurand si realizarea obiectivelor institutiei.
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intelligence, such as the lack of adequate techno-
logical infrastructure and facilities, the low level of
digital literacy among employees, and the need to
comply with ethical and privacy standards for
personal data. Universities need to invest in infra-
structure, software and staff training and this can
be challenging, especially for smaller institutions
or those with limited budgets.

2. University websites in the Republic of
Moldova must function as essential information
and communication tools, with a well-organized
structure, clear and up-to-date content, attractive
and functional design, and ensure effective inter-
action between the institution and users. At the
same time, due to the large volumes of information
that universities are usually willing to place, a less
successful design can lead to an overly cluttered
and unclear university website, which can reduce
its value for users. In this context, using artificial
intelligence to assess the quality of university
websites brings considerable benefits, in particular
by automating the analysis, improving user expe-
rience and site performance, and personalizing
communication. Research has shown that the
EyeQuant method, based on algorithms that simu-
late the reactions of real users to different visual
sections of the website, can be used to regularly
assess the attractiveness of university websites for
potential visitors. This method allows universities
to respond more effectively to the needs of current
and potential students, thus aligning with their
requirements.

3. The results of the research revealed that
the results of the evaluation of the websites of the
universities of the Republic of Moldova according
to the criteria analyzed above fall in different and
very different intervals, emphasizing the need for
changes to improve their usefulness. Adjusting the
most important design elements and the overall
appearance of the websites is essential to focus the
attention of users on the most important sections
and to increase the time spent on these pages.
These improvements provide a better user expe-
rience, while at the same time ensuring that the
objectives of the institution are met.
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