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PARTICULARITATI SI METODE
DE PROIECTARE A UNEI NOI
DESTINATII TURISTICE

Dr. hab., conf. univ. Nicolae PLATON, ASEM
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Turistii ca consumatori ai produselor si
serviciilor turistice au o curiozitate inndscutd in
ceea ce priveste cunoasterea lumii in care
traiesc si de aceea sunt mereu in cautarea expe-
rientelor pldacute si inedite, ce tin de valorificare
unei destinatii turistice noi. In aceste conditii,
agentii pietei turistice: agentiile de turism detai-
liste si tur-operatorii sunt nevoifi, in perma-
nentd, sa pund la dispozitia turistilor noi desti-
natii turistice, pentru a-si diversifica oferta
turistica existentd.

Este important ca destinatiile turistice
puse la dispozitia pietei sa aiba menirea de a
satisface comportamentul de consum al poten-
tialilor turisti si totodata sa completeze oferta
turistica a tarii.

Articolul respectiv, descrie specificul, mo-
dul de proiectare si punere in valoare turistica a
unei destinatii turistice noi, atdt din viziunea
consumatorilor-turisti, cdt si prin prisma agenti-
lor pietei turistice, implicati in prestatia turistica.

Cuvinte cheie: turism, destinatie turisticd,
consumatori-turisti, agentii pietei turistice, tur
informativ, aranjamente turistice.

JEL: M2, Z3.

Introducere

Ascensiunea turismului vazut, ca un cata-
lizator al timpurilor moderne, nu poate fi oprita.
Societatea actuald, dominatd incontestabil de
stres si presiuni psihologice, reclama necesitatea
de odihna si recreere, ca activitate de refacere a
capacitatii de munca.

Nevoia de relaxare, nevoia de refacere,
nevoia de senzatii placute si amplificarea dorin-
tei de a cunoaste destinatii noi, sunt numai
cateva dintre motivele, care il determind pe
consumatorul-turist sa evadeze din mediul sau
obisnuit de habitat. Turistii care decid sa efec-
tueze o céldtorie de vacanta, recurgand la pre-
statiile agentilor pietei turistice, isi vor incepe
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PARTICULARITIES AND
METHODS FOR DESIGNING
A NEW TOURIST DESTINATION

Dr. Hab., Assoc. Prof. Nicolae PLATON, ASEM
platonanat@yahoo.com
ORCID: 0000-0001-7365-1144

DOI: https://doi.org/10.53486/econ.2025.132.07

Tourists, as consumers of tourism pro-
ducts and services, have an innate curiosity
regarding the knowledge of the world in which
they live and that is why they are constantly
looking for pleasant and unique experiences
associated with the exploitation of a new tourist
destination. Under these circumstances, the
agents of the tourist market: retail travel agen-
cies and tour operators, must continuously
provide tourists with new tourist arrangements
in order to diversify their existing tourism offer.

Therefore, in order to face the challenges,
the agents of the tourism market must make
considerable efforts to understand the consum-
ption behaviour of potential tourists and, conse-
guently, to launch distinct tourist destinations.

This article describes the specifics, the
way of designing and valuing a new tourist
destination, both from the perspective of the
tourism consumers- and from the perspective of
the tourist market agents.

Key words: tourism, tourism destination,
tourism consumers, tourism market agents,
informative tour, tourism arrangements.

JEL: M2, Z3.

Introduction

The rise of tourism, seen as a catalyst of
modern times, cannot be stopped. Today’s so-
ciety, undeniably dominated by stress and
psychological pressures, claims the need for rest
and recreation, as an activities that restore wor-
king capacity.

The need for relaxation, recovery, plea-
sant sensations and the increasing desire to
discover new destinations, are just some of the
reasons that challenge the tourism consumers to
escape from their usual living environment.
Tourists who decide to take a vacation trip, using
the services of the tourism market agents, will
start their journey by temporarily leaving the
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calatoria parasind temporar mediul obisnuit in
care 1si au domiciliul permanent, urmand ca,
dupd consumarea timpului dedicat vacantei
preconizate, sd revind in mediul sdu obisnuit —
adica acolo de unde a plecat.

in aceste conditii, fenomenul datoriti
caruia un numdr mare de persoane 1si parasesc
temporar locul de resedintd si devin, pentru un
timp, consumatori de bunuri si servicii in alte
localitati sau in alte tari, i determind pe agentii
pietei turistice s studieze nevoile de consum ale
acestora, pentru a le pune la dispozitie cele mai
variate si sofisticate oferte turistice din diverse
zone si regiuni ale lumii.

Corespunzator etapelor pe care le parcurge
un turist de la resedinta sa permanenta pana la
destinatia turistica si inapoi, agentii pietei turis-
tice desfasoard un intreg complex de activitati de
logisticd, menite sd asigure prestatia corespun-
zdtoare a serviciilor turistice, In functie de aran-
jamentele turistice oferite.

in mod evident, deplasare citre o destina-
tie turisticd presupune prestatia turistica, iar
prestatia turistica poate fi asiguratd numai in
cazul cand exista triumviratul: prestatorii de
servicii — agentii pietei turistice — consumatorii-
turisti. Astfel, apare necesitatea de studiere a
acestei legaturi pentru a reflecta modul, speci-
ficul si particularititile de proiectare a unei
destinatii turistice noi.

Actualitatea temei

Actualmente, turismul reprezinta un stil de
viatd pentru toti adeptii calatoriilor, care se
bazeaza pe mobilitate si dinamism, precum si pe
dorinta de a cunoaste ceva nou si inedit. In acest
sens, capacitatea de adaptare si ajustare a ofertei
turistice la exigentele turistilor, trebuie sa
reprezinte o preocupare majora a intreprinderilor
de turism.

Insa, pentru a se adapta cerintelor variate
ale consumatorilor-turisti, intreprinderea turistica
este nevoita sa faca fata schimbarilor care intervin
pe scara nationala si internationald, schimbari care
se manifestd prin: modificari In optiuni, modi-
ficari in preferinte, modificari in schimbarea
trendului de consum turistic etc.

Trebuie sd atragem atentia si asupra fap-
tului, cd daca intreprinderea turistica nu se poate
adapta modificarilor intervenite pe piata turis-
tica, existenta lor pe termen mediu si lung poate
fi compromisd. Din aceste considerente, intre-
prinderile turistice trebuie si-si identifice nisa,
sd-si stabileasca destinatiile turistice pe care vrea

usual environment in which they have their
permanent residence, and then, after consuming
the time dedicated to the expected vacation, they
will return to their usual environment, i.e. the
place from which they departed.

Under these circumstances, the phenome-
non whereby a large number of people tempo-
rarily leave their place of residence and become,
for a while, consumers of goods and services in
other localities or in other countries, determines
tourism market agents to study their consump-
tion needs, in order to provide them with the
most varied and sophisticated tourism offers
from various areas and regions of the world.

In accordance to the stages that a tourist
passes through from his permanent residence to
the tourism destination and back, the tourism
market agents carry out a whole complex of
logistical activities, aimed at ensuring the proper
provision of tourism services, depending on the
offered tourism arrangements.

Obviously, a travel to a tourism desti-
nation supposes the provision of tourism ser-
vices, and such tourism services can only be
provided when the triumvirate exists: service
providers — tourism market agents — tourism
consumers. Thus, there arises the need to study
this connection in order to reflect the way, the
specifics and the particularities of designing a
new tourism destination.

Research Topicality

Currently, tourism represents a lifestyle
for all travel enthusiasts, which is based on
mobility and dynamism, as well as on the desire
to discover something new and original. In this
regard, the ability to adapt and adjust the tourism
offer to the demands of tourists must represent a
major concern of tourism enterprises.

However, in order to adapt to the varied
requirements of tourism consumers, the tourism
enterprise is forced to face the changes that
intervene both on a national and international
scale, changes which manifest themselves through:
changes in options, changes in preferences, and
changes in trends of tourism consumption, etc.

Attention must also be drawn to the fact
that if the tourism enterprise cannot adapt to the
changes in the tourism market, their existence in
the medium and long term may be compromised.
For these reasons, tourism businesses must iden-
tify their niche, establish their tourism destina-
tions they want to valorise, analyse them, anti-
cipate changes, and foresee trends in the con-
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sd le wvalorifice, sa le analizeze, sd anticipeze
schimbdrile si sd prevada tendintele in compor-
tamentul de consum al turistilor. Numai pe aceasta
cale se poate forma o clientela stabila si fidela.

In consecint, daca realizim o cercetare pe
scard largd la acest subiect, putem deduce, ca,
valorificarea unei destinatii turistice noi, este o
activitate extrem de complexa, alcatuita dintr-0
mare diversitate de actiuni, care pot fi demarate
conform unor principii si mecanisme specifice si
care necesitd o investigatie stiintifica aprofundata.

Ca argumente ce sustin cercetarea acestei
teme sunt:

» analiza modului de proiectare a unei
destinatii turistice noi, pentru ca acesta sa
devina operabila;

» determinarea factorilor-cheie care au impact
important in demararea prestatiei turistice;

» caracterizarea particularitatilor unei desti-
natii turistice din perspectiva consuma-
torului — turist;

> identificarea si descrierea etapelor pe care
trebuie sa le parcurd agentii pietei turistice
in procesul de valorificare a unei destinatii
turistice noi;

> stabilirea cerintelor si a conditiilor de
organizare a unui tur informativ;

» scoaterea in evidentd a unor concluzii,
referitoare la posibila evolutie viitoare a
domeniului cercetat, In baza unor argu-
mente credibile.

Scopul cercetarii consta 1n elucidarea tutu-
ror circumstantelor ce tin de specificul proiec-
tarii si punerii in valoare turisticd a unei desti-
natii turistice noi, capabile sd raspunda nece-
sitdtilor de consum ale potentialilor solicitanti de
produse si servicii turistice.

Metode stiintifice aplicate

Metodologia de cercetare stiintifica utili-
zata n elaborarea prezentului articol, a constituit
un suport fundamental pentru demararea unui
studiu aprofundat 1n investigarea tematicii
respective, descriind specificul si modul de
proiectare a unei destinatii turistice noi. Printre
metodele esentiale de cercetare utilizate in
prezentul articol pot fi nominalizate urmatoarele:

e cercetarea stiintifica graduala realizata pe
parcurs, care a permis perceperea si sesi-
zarea esentei fenomenelor cercetate, prin
identificarea legaturilor functionale dintre
agentii pietei turistice si consumatorii-
turisti, cu referire la valorificarea unei
destinatii turistice noi;
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sumption behaviour of tourists. Only in this way
a stable and loyal client base can be formed.

Consequently, if we carry out a large-scale
research on this subject, we can deduce that the
valorisation of a new tourist destination is an
extremely complex activity, made up of a great
diversity of actions, which can be initiated ac-
cording to some specific principles and mecha-
nisms and which requires an in-depth scientific
investigation.

As arguments that are required for the
research of this topic are the following:

» the analysis of how to design a new tourist
destination so that it becomes operational;

» the determination of the key factors that
have an important impact on initiating the
tourism service;

> the characterisation of the particularities
of a tourism destination from the per-
spective of the tourism consumer;

» the identification and description of the
stages that tourism market agents must go
through in the process of valorising a new
tourist destination;

> the establishment of requirements and con-
ditions for organizing the informative tour;

> highlighting some conclusions, regarding
the possible future evolution of the
researched field, based on credible argu-
ments.

The aim of the research consists in the
elucidation of all the circumstances related to the
specifics of designing and highlighting of a new
tourism destination, capable of responding to the
consumption needs of potential applicants for
tourism products and services.

Research methodology

The scientific research methodology applied
in the elaboration of this article constituted a
fundamental support for starting a more in-depth
study in the investigation of the this topic,
describing the specifics and the way of designing
a new tourism destination. Among the essential
research metheods used in this article, the
following can be mentioned:

e gradual scientific research carried out
along the way, which allowed the percep-
tion and awareness of the essence of the
researched phenomena, by identifying the
functional links between the tourism
market agents and the tourism consumers,
with respect to the valorisation of a new
tourist destination;
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o cercetarea fundamentald, care a contri-
buit la aprofundarea cunostintelor teore-
tice, la identificarea premiselor schimba-
rilor atestate In domeniul cercetat, concre-
tizarea oportunitatilor pentru viitor, contu-
rarea unor investigatii sub forma de studii
teoretice — care au permis formularea unor
concluzii practice stiintific argumentate;

o cercetarea aplicativid care a fost orientata
spre obtinerea datelor pentru directionarea
activitatii practice in vederea optimizarii
demersurilor metodice;

e sinteza care a facilitat abordarea informa-
tiilor teoretice si a rezultatelor cercetarii,
conducénd la formularea unor concluziilor
generalizatoare, exprimate in articol.
Relevanta articolului. Cercetarea si elu-

cidarea acestei teme a dat posibilitate autorului
ca sa generalizeze anumite concluzii relevante si,
ca urmare, s propund o serie de propuneri si
recomandari, menite sd influenteze benefic proce-
sul de proiectare a unei destinatii turistice in viitor.

Rezultate si discutii

Turismul reprezinta o industrie a calatorii-
lor, 1n cadrul cireia oamenii se deplaseaza catre
anumite destinatii turistici pentru a-si satisface
diverse necesititi de: aventura, relaxare fizica si
emotionald, cunoastere, odihnd sau agrement.
Tindnd cont de aceste aspecte, agentii pietei
turistice trebuie sa adopte o strategie bine gan-
dita cu referire la modul de concepere, lansare si
distributie a serviciilor si produselor turistice,
pentru a face fatd cererii in continud crestere,
care se atestd pe piata de profil. Strategia este
conceputa ,,plecand de la resursele si compe-
tentele intreprinderii pentru a crea noi opor-
tunitati” [9, p. 48].

Pentru ca un produs sau serviciu turistic sa
fie un succes, in opinia Dnei dr. Rocsana Bucea-
Manea-Tonis, conferentiar universitar, acesta
trebuie ,,sa atraga clienti noi §i sa ii fidelizeze pe
cei existenti, sa raspundd cerintelor pietei, dar
este recomandat sa le depdseasca asteptarile
clientilor, sa aiba un pret adecvat fiecarui
segment de piatd, fiecarui tip de client, sa fie
usor accesibil-plasat in ,,calea clientului” si sa
fie promovat corespunzator” [1, p. 11].

La randul sdu, prof. univ. dr. Monica
Maria Coros este de parerea ca ,,succesul unui
produs sau al unei destinatii depinde funda-
mental de masura in care acesta sau aceasta se
adreseaza clientului potrivit” [2, p. 31].

o fundamental research, which contributed
to the deepening of theoretical knowledge,
the identification of the premises of the
changes observed in the researched field,
specification of future opportunities, and
the development of investigations in the
form of theoretical studies, which allowed
the formulation of scientifically argued
practical conclusions;

o applied research, aimed at obtaining data
for directing the practical activity in order
to increase methodical work;

o synthesis, which facilitated the integration
of theoretical information and research
results, leading to the formulation of
generalised conclusions presented in the
article.

The relevance of the article. The research
and elucidation of this theme gave the author the
possibility to generalize certain relevant conclu-
sions, and, as a result, to put forward a series of
proposals and recommendations, intended to
beneficially influencing the design of a tourist
destination in the future.

Results and Discussions

Tourism represents a travel industry in
which people travel to a tourist destination in
order to satisfy their needs: adventure, physical
and emotional relaxation, knowledge, rest and
recreation. Taking into account these aspects,
tourism market agents must have a well-thought-
out strategy with reference to how to design,
launch and distribute tourism services and pro-
ducts, in order to cope with the growing demand,
which is observed in the market. The strategy is
designed “starting from the company’s resour-
ces and competences to create new oppor-
tunities” [9, p. 48].

In order for a tourism product or service to
be successful, in the opinion of Professor, Phd
Rocsana Bucea-Manea-Tonis, it must “attract
new customers and keep the existing ones, meet
market requirements, but should also exceed
customer expectations, be appropriately priced
for each market segment and for each type of
customer, be easily accessible, placed in the
“customer’s way”, and to be properly pro-
moted” [1, p. 11].

University professor Monica Maria Coros
is of the opinion that “the success of a product
or a destination depends fundamentally on the
extent to which it addresses the right customer”
[2, p. 31].
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De aceea, la proiectarea unei destinatii
turistice noi este necesar ca sd tinem cont de
specificul acesteia, de gradul de accesibilitate, de
gama de preturi si tarife operate, de serviciile
oferite, precum si de factorii-cheie care participa
la demararea prestatiei turistice.

Se impune mentionat faptului, ca factorii-
cheie sunt decisivi in valorificare destinatiilor
turistice, deoarece acestia formeaza tot lantul
valoric care implica prestatia turistica.

in Tabelul 1, prezentam factorii-Cheie,
care influenteaza semnificativ demararea presta-
tiei turistice.

That is why, when designing a new
tourism destination, it is necessary to take into
account its specifics, level of accessibility, the
range of prices and operated rates, the offered
services, as well as the key factors that parti-
cipate in the initiation of the tourism service.

It should be noted that the key factors are
decisive in the valorisation of tourism destina-
tions, because they form the entire value chain
that involves the tourism service.

In Table 1, we present the key factors,
which to a certain extent have an influence on
the initiation of the tourism service.

Tabelul 1/ Table 1

Factorii-cheie care au impact important la demararea prestatiei turistice/

The key factors that have an important impact on the initiation of the tourism service

N/o Factoril-cheie/ Caracteristica factorilor/ Characteristics of the factors
The key factors

1. |Consumatorul-turist/ | Cauti diferite experiente pentru a-si satisface necesitatile de aventur, relaxare
Tourism consumer fizica si emotionald, cunoastere, destindere, odihna, agrement./

Seeks different experiences to satisfy the needs for adventure, physical and
emotional relaxation, knowledge, recreation, rest, leisure.

2. | Agentii pietei Actorii din mediul de afaceri percep ramura turistica ca pe o oportunitate de a
turistice/ genera profit, furnizand produse si servicii turistice catre consumatori./
Tourism market The business environment sees the tourism branch as an opportunity to gene-
agents rate profit by providing tourism products and services to the tourism consumer.

3. |Prestatorii de servicii | Entitdtile economice care furnizeaza servicii turistice au de asemenea un rol
turistice/ decisiv in prestatia turistica. Ei investesc in baza tehnico-materiald (unitéti de
Tourism service cazare, alimentatie, agrement, etc.) pentru a o pune la dispozitia turistilor, cu
providers scopul de-a a obtine un anumit beneficiu economic. Este evident, ca fard o baza

tehnico-materiald adecvatd nu poate fi valorificatd o destinatie turistica, cat de
atragatoarea nu ar fi aceasta./

The economic entities that provide tourism services also have a decisive role in
the tourism performance. They invest in the technical-material base (accommo-
dation units, food, leisure, etc.) to make it available to tourists, with the aim of
obtaining a certain economic benefit. It is obvious that without an adequate
technical-material basis, a tourism destination cannot be exploited, no matter
how attractive it is.

4. | Administratia publicd |Organele de stat, care guverneaza o destinatie turistica sau o anumita regiune
centrald de nivel unu | turistica, vad In turism rezolvarea unor probleme de ordin economic si social./
si de nivel doi/ The state bodies that govern a tourism destination or a certain tourism region
The central public see the tourism as a solution of economic and social problems.
administration of level
one and level two

5. |Comunitatea gazda/ | Localnicii, ca regula, vad in turism un factor cultural si un generator de locuri
The host community | de munca. In legatura cu acest fapt, deseori se urmareste interactiunea activa

dintre turisti si comunitatea rezidentd. Efectul acestei interactiuni poate avea
efecte pozitive sau, in unele situatii, negative./

Locals, as a rule, see the tourism as a cultural factor and a job generator. In rela-
tion to this fact, the interaction between tourists and the resident community is
often followed. The effect of this interaction can be beneficial or negative.

Sursa: elaborat de autor/ Source: developed by author
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In consecinta, putem afirma, ci, toti fac-
torii-cheie implicati in prestatia turistica, bene-
ficiazd de anumite avantaje, ca rezultat al valo-
rificdrii unei destinatii turistice noi.

De asemenea, autorul prezentului studiu
este de parerea ca turismul practicat intr-0 desti-
natie turisticd poate fi definit, ca 0 combinatie
de relatii de parteneriat stabilite si dezvoltate
intre factorii-cheie implicatii: consumatorul-turist,
agentii pietei turistice, prestatorii de servicii
turistice, administratia publica centrala (de nivel
unu si de nivel doi), precum si comunitatea gazda,
in cadrul carora are loc procesul de promovare,
atragere, gazduire si alimentatie a turistilor.

Pentru o destinatie turistica, turismul inde-
plineste doud functii esentiale: functia sociala si
functia economicd. Totodatd, acesta este ,,un
factor de cultura si civilizatie, beneficiind de o
multitudine de avantaje privind folosirea tim-
pului liber si comorile universale” [4, p. 156].
De asemenea, turismul este generator de sen-
zatii, impresii si buna dispozitie.

O destinatie poate fi valorificata din punct
de vedere turistic numai daca reuseste si atraga
sa fidelizeze consumatorii-turisti. De aceea, con-
sideram oportun, ca sa relatdim despre particu-
laritatile unei destinatii turistice prin prisma
consumatorului — turist, care este beneficiarul
principal al serviciilor si produselor turistice,
disponibile in cadrul destinatiei. Aceste particu-
laritati sunt prezentate in Figura 1.

Destinatia turistica/
Tourist destination

UL

Consequently, we can affirm that all the
key factors involved in the tourism performance
benefit from certain advantages, as a consequence
of the exploitation of a new tourism destination.

The author of this study is also of the
opinion that tourism practiced in a tourist des-
tination can be defined as a combination of
partnership relations established and developed
between the key factors: the tourism consumer,
tourism market agents, tourism service provi-
ders, the central public administration of levels
one and two, as well as the host community,
within which the process of promoting, attrac-
ting, hosting and catering for tourists take place.

For the tourist destination, tourism fulfils
two key functions: the social function and the
economic function. It is also “a factor of culture
and civilization, benefiting from a multitude of
advantages regarding the use of free time and
universal treasures” [4, p. 156]. In addition,
tourism is a generator of sensations, impressions
and good mood.

A destination can only be exploited from a
tourism point of view if it is attractive for
tourism consumers. That is why we consider it
appropriate to present the particularities of a
tourism destination through the lens of the
tourism consumer, who is the main beneficiary
of the tourism services and products available at
a tourism destination. These features are shown
in Figure 1.

Turistul stabileste motivul célatoriei si identi-
fica destinatia turistica/ The tourist determines
the reason for the trip and identifies the

Turistul se deplaseaza cétre produsul turistic
care urmeaza a fi consumat/ The tourist moves
towards the tourism product

Turistul este 1n asteptarea
unor experiente inedite si placute/
The tourist is waiting for new experiences

Turistul savureaza din plin consumul de
servicii si produse turistice/ The tourist
thoroughly enjoys the consumption of tourism

Figura 1. Particularitatile unei destinatii turistice/
Figure 1. The particularities of a tourism destination
Sursa: elaborata de autor!/ Source: developed by author
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Consultand literatura de specialitate refe-
ritoare la asteptarile consumatorilor-turisti in ra-
port cu o destinatie turisticd, am analizat opinia
grupului de cercetdtori in turism Nicolae Neacsu,
Petre Baron si Oscar Snac, exprimata In lucrarea
,,Economia turismului”, care relateaza, ca ,,noua
atractie a vacantelor trebuie sa se orienteze spre
patru domenii de experiente trdite, care se cer
oferite simultan: experienta de explorare, expe-
rienta bioticd, experienta sociald si experienta
optimizanta” [7, p. 325].

In Tabelul 2, sunt generalizate caracteris-
ticile domeniilor de experiente, care pot fi triite
de catre consumatorii-turisti.

Consulting the specialized literature with
reference to the expectations of tourism consu-
mers in relation to a tourism destination, we
analysed the opinion of the group of tourism
researchers Nicolac Neacsu, Petre Baron and
Oscar Snac, expressed in the work “Tourism
Economy”, which states that “the new attraction
of vacations must be oriented towards four areas
of lived experiences, which must be offered
simultaneously: the exploration experience, the
biotic experience, the social experience and the
optimizing experience” [7, p. 325].

Table 2 summarizes the characteristics of
the domains of experiences that can be experien-
ced by tourism consumers.

Tabelul 2/ Table 2

Orientarea vacantelor dupa domeniile de experiente traite/
Orientation of holidays according to the areas of lived experiences

Domenii de experiente traite/

N/o Areas of lived experiences

Caracteristica domeniilor de experiente traite/
Characterization of areas of lived experiences

1. | Experienta de explorare/
The exploration experience
explorate./

Include diferite stadii de cunoastere elementara a specificului destina-
tiei turistice, pana la trairea experientelor inedite specifice zonei

Includes different stages of elementary knowledge of the specifics of
the tourism destination, up to living unique experiences specific to the
explored area.

2. | Experienta biotica/
The biotic experience

Consta in descoperirea nebanuitelor senzatii, privelisti sau farmec ale
unor locatii turistice, amplasate pe unul din itinerarele destinatiei./

Consists in discovering the unsuspected sensations, views or charm of
a tourism location placed on one of the destination itineraries.

3. | Experienta sociald/
The social experience

Integrarea in activitati sociale dintr-o locatie turistica, insotite de satis-
factiile traite individual de turist, constituie experienta sociala./

The social experience is made up of integration into social activities in

a tourism location, accompanied by the satisfaction experienced by the
individual tourist.

4. |Experienta optimizanta/
Optimizing experience

Reprezinta un complex de satisfactii asteptate de turist si menite sa-i

creeze senzatia de autodepasire, sentimentul ca a fost mai bine si im-
presia unor experiente traite, care au addugat valoare existentei sale./
Represents a complex of satisfactions expected by the tourist and

intended to create the feeling of self-transcendence, the feeling that it
was better and that the experiences lived added value to its existence.

Sursa: adaptat de autor dupa ,,Economia Turismului” [7, p. 325-328]/ Source: Adapted by author
according to Tourism Economy [7, p. 325-328]

Prin experientele trdite, sintetizate in
Tabelul 2, sesizam spectrul larg al necesitatilor
pe care turistul urméreste sa le satisfaca prin
consumul turistic, aferent unei destinatii turistice
noi, ceea ce evidentiazd caracterul extrem de
complex al produsului turistic.
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Through the lived experiences, described
in Table 2, we notice the wide spectrum of needs
that the tourist seeks to satisfy through tourism
consumption, related to a new tourism destina-
tion, which generates the extremely complex
character of the tourism product.
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Cea mai puternica influentd asupra cererii
o exercitd nevoile si dorintele oamenilor orien-
tate spre turism, precum si utilitatea serviciilor
oferite. Acestia sunt considerati cei mai impor-
tanti determinanti, care servesc ca baza pentru
proiectarea unei destinatii turistice noi. In acest
sens, autorii Daniel si Adrian Gherasim sustin ca
»hici un turist rational (real sau potential) nu
va cere pe piatd servicii de care nu are nevoie
sau pe care nu si le doreste, dar nici servicii
inutile” [3, p.43].

Pornind de la aceste considerente, la pro-
iectarea unei noi destinatii turistice trebuie sa
examinam determinatii cererii turistice, care se
manifesta prin:

e nevoile si dorintele pe care turistii doresc
sa le satisfaca;

o utilitatea serviciilor (capacitatea de a oferi
oamenilor satisfactie) pe care acestia
intentioneaza sa le primeasca ca rezultat al
prestatiei turistice;

o preferintele turistilor, care pot fi exprimate
prin orientarea gusturilor lor subiective
catre anumite servicii turistice, de care au
nevoie si pe care le doresc, dar incd nu le
congtientizeaza pe deplin.

Pe langa analiza determinatilor cererii tu-
ristice, este indispensabila o analizd sistematica
si complexd a pietei turistice de consum, care
presupune desfasurarea unui set de actiuni cum
ar fi:

e determinarea nisei de consum si a bene-
ficiarilor pentru care se proiecteaza desti-
natia turistica;

« stabilirea serviciilor turistice care vor for-
ma produsul turistic final;

e identificarea sezonului In care urmeaza a
fi lansat produsul turistic;

o stabilirea periodicitatii itinerarelor si a
duratei sejurului;

e analiza costurilor care urmeaza a fi supor-
tate la formarea produsului turistic;

e analiza impactului asupra mediului ambiant;

e determinarea efectului economic privind
oportunitatea de creare a acestui produs
turistic.

Organizarea activitatii de turistice implicd,
de asemenea, si asigurarea unei game largi de
servicii si facilitdti care sunt furnizate, direct
sau indirect, de o varietate de tur-operatori si
agentii de turism detailiste din sectorul privat,
caracterizati de diferite interese, roluri si res-
ponsabilitati.

The most powerful influence on demand
is the needs and desires of people oriented
towards tourism, as well as the usefulness of
services. These are considered the most impor-
tant determinants, which serve as the basis for
the design of a new tourist destination. The
authors Daniel and Adrian Gherasim consider
that “no rational tourist (actual or potential) will
demand on the market services that he does not
need or want, nor will he demand unnecessary
services” [3, p.43].

Based on these considerations, when de-
signing a new tourist destination, it is necessary
to examine the determinants of tourist demand,
which is manifested as follows:

o the needs and desires that tourists want to
satisfy;

o the usefulness of the services (the ability
to provide people with satisfaction) that
they intend to receive as a result of the
tourist service;

o the preferences of tourists, which can be
expressed by orienting their subjective
tastes towards certain tourist services
that they need and want, but are not yet
aware of.

In addition to analysing the determinants
of tourism demand, it is necessary to carry out a
systematic and complex analysis of the tourism
consumer market, which presupposes a series of
actions such as:

o determining the consumer niche and be-
neficiaries for which the tourist desti-
nation is designed,

o establishing the tourism services that will
form the final tourism product;

e identifying the season in which the tou-
rism product is to be launched;

e establishing the periodicity of the itine-
raries and the duration of the stay;

o analysing the costs to be borne in the for-
mation of the tourism product;

e analysing the impact on the environment;

e determining the economic effect regar-
ding the opportunity to create this tourism
product.

The organization of tourism activity also
involves the provision of a wide range of ser-
vices and facilities that are provided, directly or
indirectly, by a variety of tour operators and
retail travel agencies in the private sector, cha-
racterized by different interests, roles and
responsibilities.
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In cadrul produsului turistic, care urmeazi
a fi proiectat, nu se regasesc doar serviciile pre-
statorilor de servicii (transport, cazare, alimentatie,
tratament balnear, agrement, etc.), ci si serviciile
proprii ale tur-operatorilor si agentiilor de turism
detailiste, specializate in comercializarea sau inte-
rmedierea diferitor aranjamente turistice.

Experienta activitatii in domeniul turismu-
lui ne releva faptul, ca turistul este, In general,
un client exigent. Ambianta in care este proiectat
un produs turistic reprezinta un prilej destul de
bun pentru formarea unei prime impresii asupra
produsului. De aceea este necesara o comunicare
permanenta cu consumatorul-turist. O forma efi-
cientd de comunicare cu acesta presupune dez-
voltarea unui sistem de relatii, care sd permita
obtinerea de informatii privind:

¢ solicitarea opiniei turistului in ceea ce
priveste noua destinatie turistica;

+ tipul de transport considerat a fi cel mai
indicat;

+» forma de asistenta turistica de care doreste
sa beneficieze;

«» serviciile turistice preferate pentru a fi
incluse in produsul turistic;

+¢ durata optima a sejurului agreata de acesta.
Este bine cunoscut faptul, ca lansarea pe

piata turistici a unei destinatii turistice noi,
necesita din partea tur-operatorului un efort
financiar si uman destul de mare. Insi aceste
eforturi nu sunt suficiente. Este nevoie, totodata,
de maiestrie si inovatie pentru ca acest produs sa
aiba priza la consumatori.

Astfel, in vederea formarii unui produs
turistic viabil, destinatia turistica proiectata trebuie
sa dispuna de urmatoarele componente esentiale:

o clemente de atractivitate: resurse clima-
tice, peisagistice, naturale, antropice, cul-
turale etc.;

e transport: conexiuni aeriene si terestre
accesibile;

o infrastructurd: retea rutiera adecvata, re-
tele de apa-canalizare, energie electrica,
telecomunicatii etc.;

o bazad tehnico-materiald dezvoltata: structuri
de primire turistica cu functiuni de cazare si
alimentare, birouri de informare turistica,
unitati de comert, centre de agrement, etc.,
care pot fi puse la dispozitia turistului;

e echipamente complementare: instalatii
recreative, sportive si culturale, precum si
alte dotari specifice unui centru turistic
pentru petrecerea variatd si atractiva a
timpului liber.

Revista / Journal ,, ECONOMICA” nr.2(132) 2025

In the designed tourism product, not only
are the services of the service providers (trans-
port, accommodation, food, spa treatment, leisu-
re, etc.) incorporated, but also the specific ser-
vices of the tour operators and retail travel
agencies, specialized in marketing or mediating
different tourism arrangements.

The experience of the activity shows that
the tourist is a very demanding customer. The
environment in which a tourism product is desig-
ned represents a good opportunity to form a first
impression of the product. Therefore, constant
communication with the tourism consumer is
necessary. An effective form of communication
with the tourism consumer requires the develop-
ment of a system of relationships that consists of:

¢ requesting the tourist's opinion regarding
the new tourism destination;

«» which type of transport would be the most
appropriate to use;

« what kind of tourist assistance do they
want to receive;?

«»» which tourism services are to be included;

« what would be the preferred length of
stay.

It is well known that launching a new
tourism destination on the tourism market
requires a considerable financial and human
effort on the part of the tour operator. However,
this effort is not sufficient. It also requires skills
and innovation to make this product catch on
with consumers.

Thus, in order to form the new product,
the designed tourism destination must offer:

o elements of attractiveness: climatic, lands-
cape, natural, anthropic, cultural, etc.;

e transport: accessible air and land commu-
nications;

¢ infrastructure: roads, water and sewerage,
electricity, telecommunications, etc.;

o developed technical and material base:
tourist reception structures with accom-
modation and catering functions, tourism
information offices, trade units, leisure
centers, etc., which can be made available
to the tourists;

e complementary facilities: recreational,
sports and cultural amenities, specific
facilities of a tourist centre for varied and
attractive leisure activities.

In the process of valorising a new tourist
destination, service providers play an important
role. Thus, the tour operator must ensure:
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In procesul de valorificare a unei noi
destinatii turistice, un rol important le revine
prestatorilor de servicii. Astfel, tur-operatorul
trebuie sa asigure:

e contractarea unui numdr necesar de
locuri de cazare in tarile de destinatie,
incluse 1n traseele turistice operate, asi-
gurand, totodatd, un grad de confort dife-
rentiat in corespundere cu dorintele con-
sumatorilor-turisti;

e contractarea mijloacelor de transport
corespunzatoare pentru produselor turis-
tice proiectate;

e contractarea serviciilor de agrement nece-
sare in derularea consumului produsului
turistic;

e asigurarea unui serviciu de asistentd
logisticd pentru turistii care se confruntad
cu dificultati in timpul sejurului.

In vederea asiguririi unei prestatii cali-
tative a serviciilor incluse in produsul turistic,
este necesar ca tur-operatori si agentiile de
turism detailiste sd instruiasca, Tn permanenta,
resursele umane aflate la dispozitia intreprin-
derii. Pentru aceasta, este necesar ca managerii si
operatorii pe vanzari, responsabili de comercia-
lizarea produsului turistic, sd cunoasca in mod
detailat destinatia turisticd, cu conditiile de
cazare, alimentare si agrement oferite. Aceste
informatii pot fi obtinute detaliat doar n cadrul
turului informativ, care trebuie organizat de
tur-operatorul responsabil de proiectarea noii
destinatii turistice, inainte de lansarea acesteia.

in opinia autorului, turul informativ re-
prezintd o formad de cunoastere, de imbogdtire a
orizontului profesional al angajatilor din cadrul
intreprinderilor turistice §i presupune vizitarea
locatiilor turistice, care dispun de: resurse turistice
naturale si antropice, baza tehnico-materiala si
infrastructurda corespunzdtoare, precum Si de
echipamente complementare, care urmeaza a fi
incluse in prestatia turistica sub forma de aran-
jament turistic, destinat consumului turistic.

Turul informativ organizat de firma tur-
operatoare, trebuie conceput si prezentat in asa
fel specialistilor din turism, incat sa ofere infor-
matii complete si relevante despre destinatia
turistica vizata. Informatia urmeaza a fi prezen-
tatd sub forma unui orar zilnic, care sa includa
urmatoarele elemente:

o programul desfasurarii turului informativ;

o mijloacele de transport care vor fi utilizate;

e contracting a necessary number of
accommodation places in the destination
countries, included in the operated tourism
routes, ensuring at the same time a diffe-
rentiated degree of comfort in accordance
with the requirements of tourism con-
sumers;

e contracting the optimal means of trans-
port for the designed tourism products;

e contracting the leisure services necessary
for the consumption of the tourism
product;

e providing a logistic support service for
tourists who find themselves in difficulty.
In order to ensure a quality provision of

the services included in the tourism product, it is
necessary for tour operators and retail travel
agencies to constantly train the human resources
available to the company. For this purpose, it is
necessary that managers and sales operators,
who are in charge of marketing the tourism
product, to get to know the tourism destination
in detail, including the accommaodation, catering
and leisure conditions. Such information can be
obtained in detail only during the informative
tour, which must be organized by the tour
operator responsible for the design of the new
tourism destination prior to its launch.

In the author’s opinion, the informative
tour represents a form of gaining knowledge and
enriching the professional horizon of the
employees within the tourism enterprises. It invol-
ves visiting tourism locations, which have: natural
and anthropic tourism resources, a developed
technical and material base and appropriate
infrastructure, as well as complementary equip-
ment which has to be included in the tourism
service in the form of a tourism arrangement,
intended for tourism consumption.

The informative tour organized by the tour
operator must be presented to tourism specialists
in such a way as to include comprehensive
information about this tourism destination. The
information is to be presented in the form of a
daily schedule, which contains the following
elements:

e the programme of the informative tour;

e the means of transport that will be used;

e the areas or tourist resorts to be visited;

e accommodation and catering units,
which will later be a parte of tourism
service packages;
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o zonele sau statiunile turistice vizitate;
o unitdtile de cazare si alimentatie, care,
ulterior, vor face obiectul formarii pache-
telor de servicii turistice;
o optiunile de agrement, disponibile pentru
petrecerea activa a timpului liber;
o obiectivele turistice, incluse in programele
excursioniste;
o alte informatii utile.
in dependentd de tipul de aranjament
turistic care urmeaza a fi pus la dispozitia turis-
tului, se recomandd managerului sau operatoru-
lui pe vanzari, participant la turul informativ, sa
ia cunostintd cu tot spectru de servicii turistice,
care ulterior vor fi prestate. Itinerarul pe care se
asigura prestatia turistica este necesar de a fi
cunoscut in profunzime de catre manager sau
operatorul de vanzari din motiv, cd un consu-
mator-turist care va dori sa achizitioneze pro-
dusul turistic, va solicita informatii complete si
veridice despre destinatia care urmeaza a fi
vizitatd. Numai participantii la turul informativ
vor fi capabili sd ofere o consultantad turistica
profesionald, bazatad pe experienta directa.

Pentru a spori calitatea turului informativ,
care urmeazd a fi organizat de catre tur-ope-
ratorul care activeazd pe noua destinatie turis-
tica, este necesar ca si se tind cont de o serie de
aspecte, prezentate in Tabelul 3.

e leisure options, which will allow tourists
to actively spend their free time;

e tourist attractions, intended for excursion
programmes;

e other useful information.

Depending on the tourism arrangement
that is to be made available to the tourist, it is
recommended that the manager or sales operator,
participating in the informative tour, get to know
the whole spectrum of tourism services, which
will subsequently be provided. The itinerary on
which the tourism service is to be provided must
be known in depth by the manager or the sales
operator, as the tourism consumer, who wants to
purchase the tourism product, will ask for com-
plete and accurate information about the desti-
nation to be visited. Only the participants of the
informative tour will be able to offer profess-
sional advice to the tourism consumer, in terms
of tourism information.

In order to increase the quality of the
informative tour, which is to be organized by the
tour-operator working on the new tourism
destination, it is necessary to take into account a
number of aspects, presented in Table 3.

Tabelul 3/ Table 3

Aspecte care trebuie luate in consideratie la organizarea turului informativ/
Aspects that must be taken into account when organizing the informative tour

N/o Aspecte/ Aspects

Specificatie/ Specification

1 2

3

1. |Prezentarea in ansamblu a

regiunii turistice/

The overall presentation of
the regions where the tou-

rism services intended for

tourism consumption are to .
be provided

Specialistii din turism trebuie sa faca cunostinta cu regiunea vizitata, cu
obiectivele turistice naturale si antropice, care pot fi propuse turistilor,

agrement. Este necesar, ca managerii si operatorii pe vanzari partici-
panti la turul informativ, sa ia cunostinta de:
companiile prestatoare de servicii aditionale;
distanta dintre obiectivele turistice §i unitdtile de cazare;
costul excursiilor si accesului la obiective;
costurile diverselor tipuri de agrement;
mijloacele de transport disponibile;
alte informatii utile./
Tourism specialists will get to know the visited region, the natural and
antrophic tourism attractions that can be offered to tourists, the specific
of culture and traditions of the native people, and the leisure possibili-
ties. Managers and sales operators, participating in the informative tour,
have to be aware of:

e companies providing additional services;
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Continuare tabelului 3/ Continuation of table 3

3

o the distance between the tourism objective proposed to tourists
and the accommaodation unit where this tourist is staying;

o cost of the excursion and the cost of entry to the tourism
attractions;

e costs of various types of entertainment;

e means of transport that can be used to reach the destination;

o other useful information.

Informarea managerilor pe
vanzari privind calendarul
evenimentelor locale/
Informing sales managers
about the calendar of events
in the area, locality, tourism
reception structure

Necesitatea informarii are ca drept instiintarea turistilor, care au optat
pentru aceasta destinatie, despre manifestarile culturale, sportive, de
agrement, etc., din zona, pentru ca ei sa-si organizeze vacanta in mod
activ si cu maxima satisfactie./

The need for information is aimed at informing the tourists, who have
opted for this destination, about the cultural, sports, leisure events, etc.,
in the area, so that they can organize their vacation actively and with
maximum satisfaction.

Specificul gastronomic

si formula alimentarii/
Gastronomic specifics and
food formula

Alimentatia reprezinta o motivatie importanta in alegerea destinatiei si a
structurii de primire turistica cu functiuni de cazare. De aceea mana-
gerul sau operatorul pe vanzari trebuie sd cunoasca tipurile de bucatarii
propuse de unitatea de cazare, formula alimentarii dupa sistemul operat:
cazare cu mic dejun (BB), cazare cu demipensiune (HB), cazare cu pen-
siune completd (FB), cazare cu alimentare dupa sistemul All Inclusive
sau cazare cu alimentare dupa sistemul Ultra All Inclusive. De aseme-
nea, trebuie cunoscute tipurile de restaurante amplasate pe teritoriul
unitatilor de cazare, care lucreaza in regim A-la-Carte. Specificul buca-
tariei acestora poate fi de tip: italian, mexican, francez, european, tur-
cesc, bulgdresc, romanesc etc./

Food, for the majority of tourists, represents an important motivation
when selecting the destination and the tourism reception structure with
accommodation functions. That is why the manager or sales operator
must know the types of cuisines proposed by the accommodation unit,
the food formula according to the operated system: accommodation
with breakfast (BB), half board accommodation (HB), full board
accommodation (FB), accommodation with meals according to the All
Inclusive system or accommodation with meals according to the Ultra
All Inclusive system. It is also necessary to know the types of restau-
rants located on the territory of the accommodation units, which work
in the A-la-Carte regime. The specifics of their cuisine can be: Italian,
Mexican, French, European, Turkish, Bulgarian, Romanian, etc.

Animatie si agrement pentru
copii/

Animation and entertainment
for children

Multi turisti calatoresc impreuna cu copii. Astfel, managerul pe vanzari
trebuie sd posede informatii despre: tipurile de agrement pentru implica-
rea copiilor; animatia practicatd; in ce limba se desfasoara activitatile;
existenta aqua-parcurilor si a terenurilor de joaca; tipurile de sport care
poate fi practicate etc./

Most tourists go on vacation with children. Thus, for most parents, the
question arises on what will the children do during the vacation? The
sales manager in charge of the tourism arrangement must have the
information about: the type of entertainment possible for children's
involvement, the practiced animation, in which language the animation
takes place, the existence of aqua-parks and playgrounds, the type of
sport that can be practiced, etc.
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Continuare tabelului 3/ Continuation of table 3

1 2

3

5. | Acordarea serviciilor
medicale in baza asigurarii
de calatorie/

Provision of medical services
based on travel insurance

Conform articolului 21 al Legii 352/2006 [6]., asigurarea de calatorie a
turistilor este obligatorie si se efectucaza de catre agentii economici din
industria turismului prin incheierea contractelor cu companiile de asigu-
rare abilitate. Cheltuielile pentru asigurare sunt incluse 1n pretul pache-
tului turistic. Asigurarea de caldtorie trebuie sa acopere cheltuielile
pentru asistenta medicald acordata turistului in locul de aflare tempo-
rara. In acest sens, practicile actuale din Republica Moldova, includ
doua modalitati:

e acordarea gratuitd a unui complex de servicii medicale de prim

ajutor peste hotarele tarii, In baza politei;
e acordarea serviciilor medicale de prim ajutor, contra platd, cu
returnarea banilor la intoarcerea in tara.

Este important ca managerul sau operatorul pe vanzari sa informeze
turistii despre modalitatea practicata in destinatia turistica aleasa, pre-
cum si sa indice locurile de unde acestia pot obtine asistentd sau infor-
matii suplimentare./
According to article 21 of Law 352/2006 [6] travel insurance for tou-
rists is mandatory and is carried out by economic agents in the tourism
industry by concluding contracts with insurance companies authorized
to carry out this type of insurance. Insurance costs are included in the
price of the tourism package. The travel insurance must cover the
expenses for providing medical assistance to the tourist in the place of
temporary stay. Currently, in the practice of insurance companies in the
Republic of Moldova, two methods of providing insurance services are
used, based on the travel insurance:

o the first method provides for ensuring of a complex of first aid medi-
cal services abroad, without paying for the respective services;

o the second way provides for ensuring of first aid medical services
against payment, with the return of the money upon returning to
the country.

It is important for the manager or sales operator to inform the tourism
consumer about the procedure practiced at the tourism destination, as
well as where he can go to receive various consultations on this topic.

Sursa: elaborat de autor/ Source: developed by author

Obligativitatea informarii consumatorului-
turist survine si in temeiul articolului 24 a Legii
Republicii Moldova ,,Privind protectia consu-
matorilor”, unde este indicat ca: ,, Consumatorii
au dreptul de a fi informati, in mod complet,
corect §i precis, asupra caracteristicilor pro-
duselor i serviciilor oferite de catre agentii
economici astfel incdt sa aiba posibilitatea de a
face o alegere rationala, in conformitate cu
interesele lor, intre produsele si serviciile oferite
si sd fie in masurd sa le utilizeze, potrivit des-
tinatiei acestora, in deplind securitate” [5].

Avénd cate un raspuns clar si complet la
toate intrebarile turistului, managerul sau ope-
ratorul in vdnzari cu certitudine va crea premise
favorabile pentru sporirea interesului de cum-
parare a produsului turistic oferit consumatorului.
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The obligation to inform the tourism con-
sumer also arises under Article 24 of the Law of
the Republic of Moldova “On consumer pro-
tection”, where it is indicated that “Consumers
have the right to be fully, correctly and precisely
informed about the characteristics of the pro-
ducts and services offered by economic agents so
that they have the opportunity to make a rational
choice, in accordance with their interests,
between the products and services offered and to
be able to use them, according to their desti-
nation, in complete security” [5].

By providing clear and complete answeres
to all tourist’s questions, the sales manager or
operator will certainly create favourable pre-
mises for increasing the consumer’s interest in
buying the tourism product.
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Totodata, serviciile de informare a con-
sumatorului-turist trebuie sa presupuna si ghi-
darea acestora in alegerea si perfectarea progra-
melor si aranjamentelor turistice pentru o buna
desfasurare a consumului turistic.

Cu referire la aranjamentul turistic,
putem mentiona, cd acesta ,,include ansamblul
bunurilor si serviciilor prestate in timpul de-
plasarii in scopuri turistice a unei persoane sau
a unui grup, pe baza unui program prestabilit,
oferit de un tur-operator sau o agentie de turism
detailista” [8, p. 52].

in vederea elaboririi unor astfel de aran-
jamente, agentii pietei turistice trebuie sa detina
cunostinte privind: produsele turistice solicitate;
ponderea pe care trebuie sd o aiba serviciile
componente; caracteristicile calitative si cantita-
tive minime necesar a fi respectate; volumul si
nivelul cererii probabile pentru aceste produse;
tendintele preturilor si tarifelor practicate de
firmele concurente pentru produsele turistice cu
un continut similar.

fa randul sdu, consumatorul-turist trebuie sa
fie informat, in mod clar, cu privire la existenta
produsului sau serviciului turistic, la caracteristicile
acestuia, dar si la plus valoarea si beneficiile pe
care le poate aduce acest produs, in termeni de
experientd turistica si satisfactie personald, pe
timpul vacantei petrecute la destinatia turistica.

Concluzii

Orice serviciu sau produs turistic trebuie
sd genereze un impact pozitiv asupra persoanei
care decide sa cilatoreasca. Printre factorii care
determind un turist modern sd accepte o des-
tinatie turisticdi noud se numadrd: atractivitatea
zonei, conditiile climatice favorabile, ecosis-
temul protejat si autentic, baza tehnico-materiala
bine dezvoltatd, precum si diversitatea aranja-
mentelor turistice propuse.

Este evident, cd punerea in valoare a fac-
torilor respectivi este conditionatd de continutul
si calitatea prestatiilor turistice, de nivelul cali-
tatii serviciilor oferite si de capacitatea organiza-
torilor de a adapta produsul turistic in functie de
dinamica pietei.

De aceea, preocuparile agentilor pietei turis-
tice trebuie orientate spre imbogatirea comtinua a
ofertelor turistice cu destinatii turistice noi, atrac-
tive si competitive din punct de vedere al pretului
si calitatii produselor oferite, pentru a fi permanent
in vizorul preferintelor consumatorilor-turisti, men-
tinand interesul acestora pe termen lung.

La proiectarea unei noi destinatii turistice,

At the same time, tourism consumer
information services must also include guiding
them in choosing and refining tourism programs
and arrangements to ensure the smooth conduct
of tourism consumption.

With reference to the tourism arrangement,
can mention that “it includes all the goods and
services provided during the travel for tourism
purposes of an individualor a group, based on a
predetermined programme, offered by a tour
operator or a retail travel agency” [8, p. 52].

In order to design such arrangements,
tourism market agents must know: the required
tourism products; the proportion that component
services should represent; the minimum qualita-
tive and quantitative characteristics that must be
met by these products in order to be accepted;
the volume and level of potential demand for the
respective products; and the price and tariff
trends for tourism products with similar content
practiced by competing companies.

In turn, the tourism consumer must be
clearly informed about the existence of the tourism
product or service, have information about its
characteristics, as well as the added value and
benefits that this product can offer, in terms of
tourist experience and personal satisfaction, during
the holiday spent at the tourism destination.

Conclusions

Any tourism service or product must have
a positive impact on the person who decides to
travel. Among the factors that determine a
modern tourist to accept a new tourism destina-
tion are: the attractiveness of the area, the
favourable climatic conditions, a protected and
authentic ecosystem, a well-developed technical
and material base, as well as the variety of the
proposed tourism arrangements.

It is obvious that the valorisation of these
factors depends on the content and quality of
tourism services, the level of service quality
offered, and the organizers’ ability to adapt the
tourist product according to market dynamics.

Therefore, the efforts of tourism market
agents must be directed towards the continuous
enrichment of tourism offers with new, attractive
and competitive tourist destinations in terms of
price and the quality of the products offered, so
as to remain in the focus of tourism consumers’
preferences and maintain their interest in the
long term.

When designing a new tourism destina-
tion, tourism market agents must take into
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agentii pietei turistice trebuie sd tind cont de account the following proposals and recom-

urmatoarele propuneri si recomandari: mendations:

1. Efectuarea unei cercetdrii riguroase a 1. Conduct rigorous research of the reference
pietei de referintd, care sa urmareasca obti- market, aimed at obtaining information
nerea de informatii cu privire la profilul regarding the profile of tourism consumers,
consumatorilor-turisti, mediul de concu- the competitive environment, pricing policy,
renta, politica de preturi, atractivitatea resur- and the attractiveness of the tourism
selor turistice ale locurilor de destinatie; resources of the destination places;

2. Selectarea atentd a prestatorilor de servi- 2. Careful selection of service providers in
cii din tara de destinatie turistica; the tourist destination country;

3. Analiza disponibilitatilor privind cone- 3. Analysis of the availability of transport
xiunile de transport — atat aeriene cat si connections, both air and road, to the
rutiere — catre destinatia turistic; tourist destination;

4. Identificarea si atragerea partenerilor de 4. ldentification and engagement of reliable
incredere in randul tur-operatorilor si partners among tour operators and retail
agentiilor de turism detailiste, care vor fi travel agencies, who will be willing to
disponibili sd se implice in valorificarea participate in the valorisation of the res-
destinatiei turistice respective; pective tourist destination.

5. Stabilirea sezonului optim de operare 5. Establishing the optimal season for
turistica; tourism operations;

6. Determinarea tipologiei serviciilor care 6. Determination of the typology of services
urmeaza a fi incluse in pachetul de servicii to be included in the package of tourism
turistice; services.

7. Integrarea produsului turistic intr-o for- 7. Integration of the tourism product into a
ma coerentd si competitivd, in confor- coherent and competitive form, in
mitate cu doleantele turistilor; accordance with tourists’ preferences;

8. Asigurarea unui proces continuu de 8. Ensuring a continuous process of com-
comunicare cu consumatorii-turisti; munication with tourism consumers;

9. Valorificarea sugestiilor, recomandarilor 9. Capitalising on the suggestions and recom-
oferite de consumatorii-turisti in vederea mendations provided by tourism consumers
imbunatatirii continue a calitatii serviciilor in order to continuously improve the quality
prestate. of delivered services.
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Turismul reprezinta o activitate econo-
mica multifunctionala, reflectand dinamismul,
adaptabilitatea §i eficienta unei economii mo-
derne. Sistemul turistic, — alcatuit din turisti,
agenti economici §i destinatii turistice, — func-
tioneaza printr-o interactiune complexd, in care
marketingul turistic are un rol strategic esential
in promovarea dezvoltarii economice sustena-
bile si autenticitdtii culturale locale. Intr-un
context global marcat de dezechilibre sociale,
crize ecologice si efectele globalizarii, strate-
giile de marketing devin un instrument vital de
consolidare a identitatii culturale si protejare a
patrimoniului natural.

Aplicarea unor strategii precum marketin-
gul-mix, supravietuirea, adaptarea sau diferen-
tierea contribuie la diversificarea ofertei turis-
tice si sporirea atractivitatii destinatiilor.

Prin urmare, marketingul turistic integrat
influenteaza direct competitivitatea si rentabi-
litatea, devenind un element-cheie in echilibrul
dintre dezvoltarea economica, protejarea me-
diului si pastrarea identitatii locale.

Cuvinte-cheie: marketing turistic, strate-
gii de marketing, dezvoltare economica, auten-
ticitate locala, destinatii turistice.

JEL: L 29, M30, M31.

Introducere

Turismul reprezintd o componenta strate-
gicd a economiei globale, cu implicatii profunde
asupra dezvoltarii economice, sociale si culturale
ale unei societdti moderne. Prin caracterul siu
multidimensional, turismul reuneste o varietate de
sectoare economice — transport, alimentatie, caza-
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Tourism represents a multifunctional eco-
nomic activity, reflecting the dynamism, adap-
tability, and efficiency of a modern economy. The
tourism system, composed of tourists, economic
agents, and tourist destinations, operates through
a complex interaction, in which tourism marke-
ting plays a strategic and essential role in pro-
moting sustainable economic development and
local cultural authenticity. In a global context
marked by social imbalances, ecological crises,
and the effects of globalization, marketing stra-
tegies become a vital tool for strengthening cul-
tural identity and protecting natural heritage.

The application of strategies such as the
marketing mix, survival, adaptation, or differen-
tiation contributes to diversifying the tourism offer
and increasing the attractiveness of destinations.

Therefore, integrated tourism marketing
directly influences competitiveness and profita-
bility, becoming a key element in balancing
economic development, environmental protec-
tion, and the preservation of local identity.

Keywords: tourism marketing, marketing
strategies, economic development, local authen-
ticity, tourist destinations.
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Introduction

Tourism is a strategic component of the
global economy, with profound implications on
the economic, social, and cultural development
of modern societies. Through its multidimen-
sional nature, tourism brings together various
economic sectors: transportation, food services,
accommodation, leisure — and becomes an indi-
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re, agrement — si devine un indicator al pro-
gresului si al calitatii vietii. In cadrul acestui sis-
tem turistic interdependent, turistii, agentii econo-
mici si destinatiile turistice actioneazd intr-un
circuit dinamic, in care fiecare element contribuie
la conturarea unei experiente turistice de calitate.

Destinatiile turistice se afla in centrul
acestui ecosistem, iar succesul lor depinde, in
mod direct de aplicarea unor politici si strategii
de marketing coerente, sustenabile si adaptate
contextului socio-economic actual. Intr-un me-
diu marcat de globalizare, dezechilibre sociale si
crize ecologice, marketingul turistic nu mai este
doar un instrument de promovare, ci 0 necesitate
strategicd pentru valorificarea autenticitatii loca-
le, protejarea patrimoniului natural si cultural,
precum si pentru stimularea dezvoltarii durabile.

Procesul de marketing in turism implica o
planificare strategica riguroasd, stabilirea unor
obiective clare, utilizarea eficientd a resurselor
si adaptarea la comportamentul de consum al
turistilor contemporani. Prin urmare, integrarea
unor strategii diversificate — precum marke-
tingul-mix, adaptarea ofertei, diferentierea,
innoirea produselor turistice sau supravietuirea
in context de crizd — devine esentiald pentru
transformare [2].

Scopul cercetarii

Scopul principal al cercetdrii constd in
identificarea si analizarea strategiilor optime de
marketing, care pot contribui la promovarea sus-
tenabild a destinatiilor turistice, in stransa core-
latie cu dezvoltarea economica locald si proteja-
rea autenticitatii culturale. Studiul urmareste sa
evidentieze rolul esential al marketingului turis-
tic n procesul de consolidare a pozitiei unei des-
tinatii pe piata nationald si internationald, pre-
cum si in adaptarea ofertei turistice la cerintele si
comportamentele consumatorilor moderni. De
asemenea, cercetarea isi propune sa argumenteze
importanta integrarii indicatorilor de capacitate
de suport turistic in procesul de elaborare a poli-
ticilor de dezvoltare, pentru a asigura un echi-
libru durabil intre componentele economice,
sociale si ecologice ale regiunilor turistice.

Actualitatea temei propuse pentru
investigare

Actualitatea si relevanta temei de cerce-
tare sunt subliniate de provocarile din cadrul
sectorululi turistic, printre care se numara:

o Dezechilibrele sociale (degradare, dezor-
ganizare) care pot afecta negativ dezvol-
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cator of progress and quality of life. Within this
interdependent tourism system, tourists, econo-
mic agents, and tourist destinations operate in a
dynamic circuit, where each element contributes
to shaping a high-quality tourism experience.

Tourist destinations are at the heart of this
ecosystem, and their success depends directly on
the implementation of coherent, sustainable, and
context-adapted marketing policies and strate-
gies. In an environment shaped by globalization,
social imbalances, and ecological crises, tourism
marketing is no longer just a promotional tool
but a strategic necessity for leveraging local
authenticity, protecting natural and cultural heri-
tage, and fostering sustainable development.

The marketing process in tourism involves
rigorous strategic planning, setting clear objec-
tives, efficient use of resources, and adapting to
the consumer behaviour of modern tourists.
Therefore, integrating diverse strategies — such
as the marketing mix, offer adaptation, differen-
tiation, innovation of tourism products, or sur-
vival in times of crisis — becomes essential for
maintaining competitiveness in a constantly
changing market [2].

Research Purpose

The main purpose of this research is to
identify and analyse optimal marketing strategies
that can contribute to the sustainable promotion
of tourist destinations, in close correlation with
local economic development and the protection
of cultural authenticity. The study aims to
highlight the essential role of tourism marketing
in strengthening a destination’s position on both
the national and international market, as well as
in adapting the tourism offer to the demands and
behaviours of modern consumers. Furthermore,
the research seeks to emphasise the importance
of integrating tourism carrying capacity indi-
cators in the development of policy-making
processes, to ensure a sustainable balance bet-
ween the economic, social, and ecological com-
ponents of tourist regions.

Relevance of the Proposed Topic

The relevance and topicality of the
research topic are highlighted by the current
challenges within the tourism sector, including:

e Social imbalances (degradation, disorga-
nisation) that may negatively affect the
economic and social development of
tourist destinations;

e The effects of post-capitalism and the
intensification of globalization processes;
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tarea economica si sociald a destinatiilor

turistice;

o Efectele post-capitalismului si intensifica-
rea proceselor de globalizare;

e Amplificarea crizei ecologice si accele-
rarea schimbarilor climatice.
in acest context, politicile de marketing

devin un instrument essential pentru sustinerea
stabilitatii economice, protejarea identitatilor
culturale, conservarea patrimoniului natural si
promovarea valorilor traditionale ale comunita-
tilor locale.

Aceste politici stau la baza unui model de
dezvoltare sustenabild adaptat cerintelor actuale
ale turismului global.

Metodologia
tehnicile utilizate

Baza metodologica a cercetdrii se funda-
menteaza pe aplicarea metodelor de analiza
sistematica si structurala. Cercetarea se axeaza
pe utilizarea unor metode precum analiza,
sinteza, deductia, descrierea si compararea.

Metodologia cercetarii implicd analiza si
caracteristica marketingului aferent destinatiilor
turistice prin realizarea unor studii stiintifice
aplicate.

Cercetarea are un pronuntat caracter apli-
cativ, fiind orientata spre un domeniu concret —
marketingul touristic — si urmareste oferirea unui
suport teoretico-metodologic pentru optimizarea
activitatii practice in acest domeniu.

Rezultate si discutii

Eficienta unei strategii de marketing in
turism depinde de o serie de componente funda-
mentale, printre care se evidentiaza urmatoarele:

e Dimensiunea informationald — procesul
de marketing incepe cu colectarea, selec-
tarea si organizarea datelor relevante refe-
ritoare la realitatile din industria turis-
mului. Se acorda o atentie deosebitd ana-
lizei pietelor turistice, identificérii seg-
mentelor de clienti atat la nivel national,
cat si international. Aceste date devin
esentiale pentru fundamentarea unui ma-
nagement eficient si implementarea unor
politici de marketing coerente.

o Dimensiunea decizionali — fiecare com-
ponenta a unei strategii de marketing este
sustinutd de un set de decizii, care influen-
teaza procesul de promovare si comercia-
lizare a produselor turistice. Deciziile
strategice se concretizeaza In actiuni spe-
cifice (individuale sau combinate), care
pot contribui la dezvoltarea si consoli-

cercetirii: metodele si

o The amplification of ecological crises and
the acceleration of climate change.

In this context, marketing policies become
an essential tool for supporting economic sta-
bility, protecting cultural identities, conserving
natural heritage, and promoting the traditional
values of local communities.

These policies form the foundation of a
sustainable development model adapted to the
current requirements of global tourism.

Research Methodology: Methods and
Techniques Used

The methodological basis of this research
is grounded in the application of systematic and
structural analysis methods. The research focu-
ses on methods such as analysis, synthesis,
deduction, description, and comparison.

The methodology involves the analysis
and characterization of marketing activities
specific to tourist destinations through the
execution of applied scientific studies.

This research is a highly practical, orien-
ted toward a specific domain — tourism mar-
keting, and aims to provide theoretical and
methodological support for optimizing practical
activities in this field.

Results and Discussions

The effectiveness of a marketing strategy
in tourism depends on several fundamen-
tal components, among which the following
stand out:

¢ Information dimension — The marketing
process begins with the collection, selec-
tion, and organization of relevant data
regarding the realities of the tourism
industry. Particular attention is given to
market analysis, the identification of client
segments at both national and international
levels. These data become essential for
building effective management and imple-
menting coherent marketing policies.

e Decision-making dimension — Each com-
ponent of a marketing strategy is suppor-
ted by a set of decisions that influence the
process of promoting and selling tourism
products. Strategic decisions translate into
specific actions (individual or combined),
which can contribute to the development
and strengthening of a destination’s mar-
ket position, whether through offer diver-
sification, improved distribution, or the
implementation of well-adapted promotio-
nal campaigns.
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darea pozitiei unei destinatii pe piata — fie

prin diversificarea ofertei, imbunatatirea

distributiei, fie prin implementarea unor
campanii de promovare bine adaptate.
e Metode si instrumente utilizate — pentru

a dinamiza domeniul turistic, strategiile de
marketing se bazeaza pe o serie de instru-
mente moderne, selectate in functie de
obiectivele urmadrite. Acestea pot include
instrumente digitale (precum promovarea
online, platformele de comert electronic,
publicitatea pe internet), menite sid con-
solideze prezenta destinatiei pe piata si sa
profitabilitatii.

Pe baza experientei acumulate In dome-
niul marketingului destinatiilor turistice, se poate
concluziona cia strategiile adoptate trebuie ajus-
tate in functie de obiectivele specifice ale fieca-
rei destinatii, fiind posibila structurarea acestora
in mai multe tipuri, in functie de directia dorita
de dezvoltare.

In contextul dezvoltarii si promovarii des-
tinatiilor turistice locale, pot fi aplicate diverse
strategii de marketing, fiecare avind carac-
teristici specifice si un grad diferit de adap-
tabilitate, in functie de obiectivele propuse si
particularitatile pietei.

Una dintre aceste optiuni este strategia de
adaptare, care se concentreazd pe utilizarea
unor instrumente si mijloace de promovare pe
termen scurt, avind ca scop atragerea unui nu-
mar mai mare de turisti si stimularea vanzarilor
de produse si servicii turistice.

O altd abordare este strategia concen-
trata, ce presupune aplicarea tehnicilor de
marketing asupra unui anumit tip de turism,
valorificdnd resursele turistice unice ale unei
zone. Aceastad strategie poate viza si segmente
specifice de piatd, contribuind la mentinerea
unui echilibru intre cerere si oferta [1].

Strategia anticipativiA urmareste tendin-
tele emergente ale pietei si se bazeazd pe pro-
gnoza cererii turistice. Desi este una dintre cele
mai complexe metode de marketing, aceasta
presupune o cunoastere aprofundatd a preferin-
telor consumatorilor si a mecanismelor pietei.

O abordare mai ampla este oferitd de
strategia de marketing-mix, care integreaza
toti factorii esentiali ai activitatii turistice:
clientii, produsele, preturile, promovarea si dis-
tributia. Este consideratd cea mai cuprinzatoare
si aplicabild formd de analizd strategicd in
domeniul turismului.
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e Methods and tools used — To revitalise
the tourism sector, marketing strategies
rely on a range of modern tools, selected
based on the targeted objectives. These
may include digital tools (such as online
promotion, e-commerce platforms, inter-
net advertising), designed to strengthen
the destination’s market presence and
contribute to increased competitiveness
and profitability.

Based on the experience accumulated in
the field of tourism destination marketing, it can
be concluded that adopted strategies must be
adjusted according to the specific objectives of
each destination. These strategies can be struc-
tured into several types, depending on the
desired development direction.

In the context of developing and promo-
ting local tourist destinations, various marke-
ting strategies can be applied, each with spe-
cific characteristics and different degrees of
adaptability, depending on the proposed objec-
tives and market features.

One such option is the adaptation stra-
tegy, which focuses on short-term promotional
tools and means, aiming to attract a greater
number of tourists and stimulate sales of tourism
products and services.

Another approach is the concentrated
strategy, which involves applying marketing
techniques to a specific type of tourism, capi-
talizing on the unique tourism resources of a
particular area. This strategy can also target
specific market segments, contribuiting to
maintaining a balance between supply and
demand [1].

The anticipatory strategy follows emer-
ging market trends and is based on forecasting
tourism demand. Although it is one of the most
complex marketing methods, it requires through
understanding of consumer preferences and
market mechanisms.

A broader approach is the marketing mix
strategy, which integrates all essential factors of
tourism activity: customers, products, pricing,
promotion, and distribution. It is considered the
most comprehensive and applicable form of
strategic analysis in tourism.

The differentiated strategy targets spe-
cific objectives for various components of the
tourism sector, allowing the creation of cus-
tomized plans according to the products, tourism
units, or target audience segments.
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Strategia diferentiatd vizeazd atingerea
unor obiective specifice pentru diverse compo-
nente ale sectorului turistic, permitidnd elaborarea
unor planuri personalizate in functie de produse,
unitati turistice sau segmente de publictinta.

De asemenea, strategia de innoire a pro-
duselor turistice propune diversificarea ofertei
existente, inspirandu-se din experientele inter-
nationale pentru a crea alternative atractive care
sd raspundd unui spectru mai larg de preferinte
ale consumatorilor.

in functie de nivelul de concurenta exis-
tent pe piatd, poate fi aplicatd strategia pretu-
rilor scizute, care urmareste ajustarea preturilor
pand la un prag competitiv, prin reevaluarea
costurilor si inlocuirea unor componente costisi-
toare cu alternative mai accesibile, fara a com-
promite calitatea generala a serviciilor oferite.

Strategia ciclului de viata al produselor
turistice are in vedere etapele de evolutie ale
ofertelor turistice, — de la lansare pana la matu-
ritate sau saturatie, — oferind solutii proactive
pentru mentinerea interesului clientilor si pre-
venirea declinului destinatiilor.

Pentru a contracara efectele sezonalitatii,
strategia de reducere a sezonalitatii turistice
se axeaza pe valorificarea potentialului turismu-
lui de vara si de iarnd. Aceasta include activitati
complementare, menite si atragd turisti pe tot
parcursul anului, in special pentru turismul bal-
near, de litoral sau sporturi de iarna.

Nu in ultimul rind, strategia de supra-
vietuire devine tot mai relevanta in contextul
instabilitatii economice actuale. Aceasta presupune
selectarea activitatilor turistice sustenabile pe
termen lung, reducerea cheltuielilor neproductive
si concentrarea asupra produselor care isi pot
mentine atractivitatea si profitabilitatea in timp.

Avand in vedere diversitatea strategiilor
de marketing ce pot fi aplicate in promovarea
destinatiilor turistice, este esentiala alegerea
unui set optim de madsuri strategice, adaptate
contextului concret al fiecarei regiuni. Aceasta
selectie trebuie realizatd cu discerndmant, luand
in considerare limitele impuse de resursele dis-
ponibile — fie ele financiare, umane sau logistice.
In acest sens, identificarea celor mai adecvate
strategii nu trebuie sd se bazeze pe decizii
arbitrare, ci pe o analizd riguroasa a pietei turis-
tice si a oportunitatilor specifice oferite de zona.
Doar prin corelarea acestor factori se pot contura
directii de actiune eficiente, capabile sa contri-
buie la dezvoltarea durabild si competitivd a
destinatiilor turistice.

The tourism product renewal strategy
proposes diversifying the existing offer, drawing
inspiration from international experiences to
create attractive alternatives that meet a wider
range of consumer preferences.

Depending on the level of market compe-
tition, a low-price strategy may be applied,
which seeks to adjust prices to a competitive
level by reassessing costs and replacing expen-
sive components with more affordable alterna-
tives, without compromising the overall quality
of services offered.

The tourism product life cycle strategy
considers the evolutionary stages of tourism
offers, from launch to maturity or saturation,
and offers proactive solutions for maintaining
customer interest and preventing destination
decline.

To counteract the effects of seasonality,
the seasonality reduction strategy focuses on
leveraging the potential of both summer and
winter tourism. This includes complementary
activities designed to attract tourists year-round,
particularly for spa, seaside, or winter sports
tourism.

Last but not least, the survival strategy is
becoming  increasingly relevant in today’s
economic instability. It involves selecting long-
term sustainable tourism activities, reducing
unproductive expenditures, and focusing on
products that can maintain their attractiveness
and profitability over time.

Given the diversity of marketing stra-
tegies that can be applied in promoting tourist
destinations, the choice of an optimal set of
strategic measures is essential, tailored to the
specific context of each region. This selection
must be carried out with discernment, taking
into account the limits imposed by available
resources: financial, human, or logistical. Thus,
identifying the most suitable strategies should
not rely on arbitrary decisions, but on a thorough
analysis of the tourism market and the specific
opportunities offered by the area. Only by
correlating these factors can effective action
directions be shaped, capable of contributing to
the sustainable and competitive development of
tourist destinations.

To evaluate the specific features of pro-
moting tourist destinations, it is necessary to
consider certain indicators that reflect the
tourism support capacity, showing the limits
up to which a region can sustain tourism activity
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Pentru evaluarea particularitatilor promo-
varii destinatiilor turistice, este necesara luarea
in considerare a unor indicatori, care reflectd
capacititile de suport pentru turism, eviden-
tiind limitele pana la care o regiune poate sustine
activitatea turistica, fara a compromite echilibrul
economic, social, ecologic si infrastructural al
zonei [6].

Una dintre aceste componente este capa-
citatea ecologici, care presupune stabilirea unui
nivel optim de dezvoltare a structurilor de pri-
mire si a activitatilor turistice, astfel incat impac-
tul asupra mediului inconjurator sa fie minim.
Este esential ca o parte din veniturile generate de
turism sd fie redirectionatd spre conservarea si
protejarea patrimoniului natural al regiunii.

in continuare, capacitatea fizici face
referire la gradul de saturatie al infrastructurii
turistice, respective, la momentul in care numa-
rul de turisti depaseste capacitatea zonei de a
furniza servicii de calitate, fara a genera dis-
functionalitati. Mentinerea acestui echilibru se
poate realiza prin investitii in tehnologii mo-
derne si prin optimizarea serviciilor oferite.

Un alt aspect important este capacitatea
social-receptivi, care reflecta gradul de accep-
tare si adaptabilitate al comunitatilor locale in
raport cu prezenta turistilor. Atunci cand turis-
mul interfereaza cu modul traditional de viata,
pot aparea tensiuni, nemultumiri sau chiar con-
flicte intre localnici si vizitatori, in special, in
ceea ce priveste accesul la resurse si  facilitati.

De asemenea, capacitatea economica
reprezintd potentialul unei regiuni de a valorifica
activitatea turistica prin maximizarea utilizarii
resurselor disponibile si mentinerea functiei
turistice. Evaluarea rentabilitatii activitatilor se
poate realiza prin raportul cost-beneficiu, opti-
mizat prin utilizarea tehnologiilor performante.

Nu in ultimul rand, capacitatea psiho-
logica exprimd modul in care turistii percep o
destinatie, fiind influentati de experientele per-
sonale si de calitatea interactiunilor cu mediul si
comunitatea locald. Evenimentele negative, pre-
cum degradarea mediului sau conflictele sociale,
pot conduce la conturarea unei imagini nefa-
vorabile a destinatiei, afectand, astfel, nivelul de
atractivitate turistica.

Prin integrarea tuturor acestor indicatori in
procesul decizional, strategiile de marketing pot
fi ajustate Tn mod corespunzétor, astfel incat sa
raspundd nevoilor turistilor, dar si limitelor reale
ale destinatiilor, contribuind astfel la o dez-
voltare durabila i echilibrata a turismului.
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without compromising its economic, social, eco-
logical, and infrastructure balance [6].

One of these components is ecological
capacity, which involves establishing an optimal
level for the development of accommodation
structures and tourism activities, so that the
impact on the environment is minimal. It is
essential that part of the revenues generated by
tourism be redirected toward the conservation
and protection of the region’s natural heritage.

Next, physical capacity refers to the
saturation level of tourism infrastructure — the
point at which the number of tourists exceeds the
area’s ability to provide quality services without
causing dysfunction. Maintaining this balance
can be achieved through investment in modern
technologies and by optimizing offered services.

Another important aspect is social-recep-
tive capacity, which reflects the degree of
acceptance and adaptability of local commu-
nities toward the presence of tourists. When
tourism interferes with the traditional way of
life, tensions, dissatisfaction, or even conflicts
may arise between locals and visitors, especially
concerning access to resources and facilities.

Likewise, economic capacity represents a
region’s potential to capitalize on tourism acti-
vity by maximizing resource use and maintai-
ning the tourism function. Profitability can be
evaluated through a cost-benefit ratio, optimized
by using high-performance technologies.

Last but not least, psychological capacity
expresses how tourists perceive a destination,
influenced by personal experiences and the
quality of interactions with the environment and
local community. Negative events, such as envi-
ronmental degradation or social conflicts, can
lead to the formation of an unfavourable image
of the destination, thus affecting its tourist
appeal.

By integrating all these indicators into the
decision-making process, marketing strategies
can be appropriately adjusted to meet tourists’
needs as well as the real constraints of destina-
tions, thereby contributing to the sustainable and
balanced development of tourism.

In the tourist consumer’s decision-making
process, the awareness of destinations and
tourists’ perceptions and classification of the
available options play a fundamental role. Gene-
rally, tourists select a limited number of desti-
nations they consider relevant when deciding to
travel. This selection process is reflected in what
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In cadrul procesului decizional al consuma-
torului turistic, un rol fundamental il joacd
constientizarea destinatiei si modul in care turistii
percep si clasificd optiunile disponibile. De regula,
turistii selecteazd un numar limitat de destinatii, pe
care le considerd relevante in momentul luarii
deciziei de calatorie. Acest proces de selectie este
reflectat in ceea ce specialistii numesc ,,set evo-
cat”, format din acele destinatii care sunt efectiv
luate in calcul pentru o eventuala vizita [3].

Pe langa acestea, exista si alte categorii de
optiuni mentale, precum:

o ,setul de insertie”, care include desti-
natiile despre care consumatorul are infor-
matii insuficiente, dar pe care nu le
exclude complet;

o setul de excludere”, care contine acele
destinatii eliminate din considerente perso-
nale sau ca urmare a unor perceptii negative
ori a unor experiente anterioare neplacute;

o ,setul de actiune”, care cuprinde destina-
tiile fata de care turistul nu este pregétit sa
ia o decizie concreta de vizitare;

e ,setarea inactivid”, ce desemneaza optiu-
nile ignorate temporar, fara a fi respinse
definitiv.

Pozitionarea eficientd a unei destinatii in
mintea turistului devine, astfel, un factor esential
in influentarea deciziei finale. Asocierile afective
— fie ele pozitive, neutre sau negative — contri-
buie la activarea memoriei legate de o anumita
destinatie si determina, Intr-o mare masura, in-
cluderea acesteia in setul final de alegeri. Astfel,
0 imajine pozitiva si bine conturatd a unei des-
tinatii sporeste considerabil sansele ca aceasta sa
fie selectatd pentru o vizita.

Preferintele turistilor se construiesc pe
baza nivelului de constientizare si impresiilor
afective acumulate, iar ierarhizarea optiunilor
reflecta atitudinile individuale — de la cele mai
atractive pand la cele mai putin dorite. In acest
context, intensitatea intentiei de alegere a unei
destinatii este determinatd atat de factori per-
sonali (perceptii, atitudini, experiente), cat si de
factori situationali (disponibilitatea timpului,
bugetul, scopul calatoriei etc.), constituind un
indicator important al comportamentului de
calatorie, mai ales atunci cand decizia se rapor-
teaza la un interval de timp concret.

In practica, setul de consideratie, adica
lista restrinsa a optiunilor reale pe care turistul
le analizeaza 1n profunzime, este relativ limitat —
cercetarile indicand o medie de la 2,7 pana la 3,4
destinatii. Acest set variaza in functie de natura

specialists call the “evoked set”, consisting of
those destinations actually considered for a
potential visit [3].

Besides this, there are other categories of
mental representations, such as:

o the “insertion set”, which includes des-
tinations about which the consumer has
insufficient information but does not
completely exclude;

e the “exclusion set”, containing destina-
tions eliminated due to personal conside-
rations or negative perceptions or previous
unpleasant experiences;

o the “action set”, covering destinations
toward which the tourist is not yet ready
to make a concrete visit decision;

o the “inactive set”, referring to tempo-
rarily ignored options without being defi-
nitively rejected.

Efficient positioning of a destination in
the tourist’s mind becomes an essential factor
in influencing the final decision. Affective asso-
ciations — whether positive, neutral, or negative
— contribute to activating memory related to a
destination and largely determine its inclusion
in the final set of choices. Thus, a positive and
well-defined image of a destination signifi-
cantly increases the chances of it being selected
for a visit.

Tourists’ preferences are built based on
awareness levels and accumulated emotional
impressions, and the hierarchy of options ref-
lects individual attitudes — from the most to the
least attractive. In this context, the intensity of a
tourist’s intention to choose a destination is
determined by both personal factors (percep-
tions, attitudes, experiences) and situational
factors (time availability, budget, purpose of
travel), forming an important indicator of travel
behaviour, especially when the decision relates
to a specific timeframe.

In practice, the consideration set, the
short list of real options analysed in depth — is
relatively limited. Studies indicate an average of
2.7 to 3.4 destinations. This set varies based on
the nature of the trip, for international destina-
tions, the selection may include more alterna-
tives. Still, in general, tourists choose from a
small number of concrete options, even if they
are familiar with a wide range of destinations.

This reality has direct implications for
tourism marketing, as only destinations that
manage to position themselves effectively in
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calatoriei — 1n cazul destinatiilor internationale,
selectia poate include mai multe alternative.
Totusi, in general, turistii aleg dintr-un numar
redus de optiuni concrete, chiar dacd sunt fami-
liarizati cu o gama larga de destinatii.

Aceasta realitate are implicatii directe
asupra marketingului turistic, intrucat doar acele
destinatii care reusesc sa se pozitioneze eficient
in perceptia consumatorului vor intra in procesul
efectiv de selectie. In acest sens, studiile de
urmarire comportamentala (tracking) devin un
instrument valoros pentru a intelege modul in
care turistii dezvoltd asocieri mentale cu un
brand turistic, o regiune sau chiar o natiune,
oferind baze solide pentru planificarea eficienta
a strategiilor de promovare.

in continuarea acestui proces de selectie
mentald, decizia de achizitie turistica este
influentata de o varietate de factori care reflecta
dorintele, nevoile si asteptarile individuale ale
consumatorilor. Intensitatea dorintei de a célatori
determind gradul de receptivitate fatd de diversi
stimuli externi, precum reclame, brosuri, recen-
zii online, recomandari personale sau ghiduri
turistice [5].

Pe langa acesti stimuli, deciziile turistice
sunt modelate de o serie de factori personali si
contextuali, printre care se numara: statutul
social, nivelul de educatie, venitul disponibil,
atitudinile fati de turism, normele sociale,
precum si influenta grupurilor de referinta. in
momentul evaludrii optiunilor, turistul compara
alternativele disponibile prin prisma costurilor,
beneficiilor anticipate, tipului de experientd
oferitd, dar si gradului de compatibilitate cu
propriile preferinte si valori.

Pentru a facilita alegerea finala, consu-
matorii recurg frecvent la diverse strategii de
selectie, cunoscute sub denumirea de strategii
decizionale (reguli de selectie). Printre cele mai
utilizate se regdsesc:

1. Regula conjunctivd — eliminarea optiu-
nilor care nu ating un prag minim accep-
tabil pentru toate atributele considerate
importante;

2. Regula disjunctiva — selectarea unei
optiuni alternative care exceleazd intr-un
atribut considerat esential;

3. Regula lexicografica — alegerea in functie
de cel mai important atribut, in caz de
egalitate, evaluarea continud pe baza
urmatorului criteriu ierarhic;

4. Regula compensatorie — alegerea optiunii
care oferd cel mai bun echilibru general, in
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consumer perception will enter the actual selec-
tion process. In this sense, behavioural tra-
cking studies become a valuable tool for under-
standing how tourists develop mental associa-
tions with a tourism brand, region, or even a
nation, providing solid foundations for efficient
promotion strategy planning.

In the continuation of this mental selection
process, the tourism purchase decision is in-
fluenced by various factors that reflect con-
sumers’ desires, needs, and individual expec-
tations. The intensity of the desire to travel
determines the level of receptiveness to external
stimuli such as advertisements, brochures, online
reviews, personal recommendations, or travel
guides [5].

In addition to these stimuli, tourist
decisions are shaped by a series of personal and
contextual factors, including: social status,
education level, disposable income, attitudes
toward tourism, social norms, as well as the
influence of reference groups. When evalua-
ting options, tourists compare alternatives in
terms of costs, anticipated benefits, type of
experience offered, and compatibility with their
own preferences and values.

To facilitate the final choice, consumers
often rely on various decision strategies, known
as decision-making rules. Among the most
commonly used are:

1. Conjunctive rule — eliminating options
that do not meet a minimum acceptable
threshold for all important attributes;

2. Disjunctive rule — selecting an alternative
that excels in an attribute considered
essential;

3. Lexicographic rule — choosing based on
the most important attribute; in case of a
tie, the evaluation continues with the next
hierarchical criterion;

4. Compensatory rule — selecting the option
that offers the best overall balance, where
the advantages of some attributes compen-
sate for the disadvantages of others;

5. Elimination-by-aspects rule — progressi-
vely eliminating alternatives through
successive application of essential criteria
until one acceptable option remains.

In practice, tourists may apply one or
more rules simultaneously, depending on the
complexity of the decision, the type of travel,
and personal conditions. This decision-making
flexibility confirms that choosing a destination is
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care avantajele unor atribute compenseaza

posibilele dezavantaje ale altora;

5. Regula elimindrii pe bazi de aspecte —
eliminarea progresiva a alternativelor prin
aplicarea succesiva a unor Criterii esentiale
pand cand ramane o singurd variantd
acceptabila.

In practic, turistii pot aplica una sau mai
multe reguli simultan, in functie de comple-
xitatea deciziei, tipul de calatorie si conditiile
personale. Aceastd flexibilitate decizionala con-
firma faptul ca alegerea unei destinatii nu este
un proces mecanic, ci unul complex si con-
textualizat, influentat de o multitudine de factori
cognitivi $i emotionali.

Pentru o mai bund intelegere a acestui
comportament, modelele decizionale pot fi
abordate din doud perspective complementare:
modelele structurale si modelele de proces.
Primele se concentreaza pe analiza relatiei dintre
caracteristicile alternativei si alegerea finala,
fiind utile 1n realizarea previziunilor comporta-
mentale. In schimb, modelele de proces anali-
zeaza dinamica internd a deciziei, evidentiind
rolul Invatarii, adaptarii si perceptiei individuale
in formarea deciziei finale.

Un aspect cheie in aceasta ecuatie este
incadrarea deciziei, adica modul 1n care turistul
defineste problema si isi structureaza procesul
mental Tnainte de a opta pentru o variantd con-
cretd. Studiile de specialitate releva faptul ca nu
existd o metoda unica si universald de evaluare,
ci mai degraba o combinatie variabila intre pro-
cesarea cognitiva, trairile afective si circum-
stantele contextuale.

In general, consumatorii percep produsele
turistice ca fiind compuse din mai multe atribute
relevante, iar in evaluarea acestora, ei acordda o
atentie sporitd unor indici specifici. Acesti indi-
cii pot fi de natura:

o intrinseca (asociati caracteristicilor fizice
si functionale ale produsului);

e sau extrinsecad (care tin de elemente
externe, precum: numele destinatiei, nive-
lul pretului, brandul, reputatia sau inten-
sitatea promovarii).

In situatiile in care calitatea serviciilor
turistice este dificil de evaluat in mod direct,
turistii tind sd se bazeze mai mult pe indicii
extrinseci, iar pretul devine adesea un substitut
cognitiv al calitatii. In acelasi timp, brandul
turistic functioneaza ca un pachet simbolic de
informatii condensate, care simplificd procesul
de decizie si reduce incertitudinea.

not a mechanical process but a complex and
contextualized one, influenced by many cogni-
tive and emotional factors.

To better understand this behaviour, deci-
sion-making models can be approached from
two complementary perspectives: structural
models and process models. The first focus on
analysing the relationship between the charac-
teristics of an alternative and the final choice,
being useful for making behavioural predictions.
In contrast, process models analyse the internal
dynamics of the decision, highlighting the role
of learning, adaptation, and individual percep-
tion in forming the final decision.

A key aspect in this equation is decision
framing, meaning how the tourist defines the
problem and structures the mental process before
opting for a concrete variant. Specialized studies
reveal that there is no single, universal method
of evaluation, but rather a variable combination
of cognitive processing, emotional experiences,
and contextual circumstances.

Generally, consumers perceive tourism
products as composed of multiple relevant attri-
butes, and when evaluating them, they pay
special attention to certain specific cues. These
cues may be:

e intrinsic (related to physical and func-
tional characteristics of the product), or

o extrinsic (external elements such as des-
tination name, price level, brand, repute-
tion, or promotion intensity).

In situations where the quality of tourism
services is difficult to evaluate directly, tourists
tend to rely more on extrinsic cues, and price
often becomes a cognitive substitute for quality.
At the same time, the tourism brand functions as
a symbolic package of condensed information
that simplifies the decision-making process and
reduces uncertainty.

Thus, perceived quality and perceived
value directly influence the final choice. This
value results from the ratio between anticipated
benefits and assumed sacrifices (financial costs,
effort, time), and elements such as brand image,
reputation, and price become essential compo-
nents in the tourism purchase decision process.

Given current economic and social rea-
lities, both nationally and internationally, there is
a growing need for strategic adaptation in
tourism destination management. In a context
dominated by economic instability, social uncer-
tainty, and geopolitical transformations, formu-
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Astfel, perceptia calitatii si valoarea per-
ceputd influenteaza in mod direct alegerea finala.
Aceastd valoare este rezultatul raportului dintre
beneficiile anticipate si sacrificiile asumate (cos-
turi financiare, efort, timp), iar elemente precum
imaginea de brand, reputatia si pretul devin
componente esentiale Tn procesul decisional de
achizitie in turism.

Avand in vedere realitatile economice si
sociale actuale, atat la nivel national, cat si inter-
national, se impune tot mai clar necesitatea unei
adaptari strategice a managementului destinatii-
lor turistice. Intr-un context dominat de insta-
bilitate economica, incertitudine sociala si trans-
formari geopolitice, formularea unor strategii
eficiente devine esentiald pentru asigurarea
sectorului turistic.

Din aceastad perspectivd, implementarea
unei strategii de marketing-mix, in paralel cu o
strategie de supravietuire, se contureazi ca o
solutie optimd pentru sprijinirea activitatilor tu-
ristice locale. Astfel, pe termen scurt, strategiile
orientate spre eficientizarea resurselor disponi-
bile si mentinerea functionalititii economice
devin prioritare, in timp ce, pe termen mediu si
lung, este recomandabild orientarea spre o stra-
tegie de reinnoire a produsului turistic, care sa
contribuie la revitalizarea ofertei si atragerea
unor noi segmente de vizitatori [4].

In centrul procesului decizional privind
directiile de promovare se afld, fard indoiala,
strategia de marketing-mix, intrucit aceasta
integreaza toti factorii esentiali ai activitatii
turistice — in special produsul si pretul, care
influenteaza in mod direct atractivitatea ofertei.
Dintre aceste componente, accentul major trebuie
plasat pe produs, deoarece acesta este cel care
genereaza valoare addugata experientei turistice.

Din aceastd perspectivd, produsul turistic
trebuie inteles ca un ansamblu de beneficii si
utilitati, capabil s& ofere satisfactie si avantaje reale
pentru vizitator. Indiferent de natura sau tipologia
turistilor, acestia manifesta exigente sporite in ceea
ce priveste serviciile de cazare, transport, alimen-
tatie, ghidaj si traducere, iar cresterea calitatii
serviciilor oferite in cadrul destinatiei constituie o
conditie esentiald pentru succesul acesteia.

In practicd, aceste cerinte ridicate se tra-
duc prin provocdri concrete, la care trebuie sa
raspundd atdt autoritatile publice locale si
centrale, cat si operatorii privati din domeniul
turismului, prin implementarea unor solutii coe-
rente si sustenabile.
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lating efficient strategies becomes essential to
ensuring the long-term viability and compe-
titiveness of the tourism sector.

From this perspective, the implementation
of a marketing mix strategy, in parallel with a
survival strategy, emerges as an optimal
solution for supporting local tourism activities.
Thus, in the short term, strategies aimed at
optimizing available resources and maintaining
economic functionality become a priority, while
in the medium and long term, it is advisable to
shift toward a tourism product renewal strategy,
which can help revitalize the offer and attract
new visitor segments [4].

At the core of the decision-making pro-
cess regarding promotion directions lies,
undoubtedly, the marketing mix strategy, as it
integrates all essential elements of tourism acti-
vity — especially product and price, which
directly influence the attractiveness of the offer.
Among these components, the main focus must
be placed on the product, as it is the element that
generates added value for the tourist experience.

From this perspective, the tourism product
should be understood as a set of benefits and
utilities capable of providing satisfaction and
real advantages for the visitor. Regardless of the
nature or type of tourist, they have increasingly
high expectations regarding accommodation,
transportation, food services, guiding and trans-
lation services, and the improvement of service
quality at the destination is an essential condition
for its success.

In practice, these high expectations trans-
late into concrete challenges that must be addres-
sed by both local and central public authorities
and private tourism operators, through the
implementation of coherent and sustainable
solutions.

Among the most common issues identi-
fied in this regard are:

e accessibility to the destination (including
the condition of road infrastructure),

e capacity and diversity of accommodation
units,

e availability and quality of secure parking
and camping areas,

e strategic placement of accommodation
and food service facilities,

o diversity of culinary offerings in restaurants,

e number and professionalism of service
personnel,

e presence of souvenir shops,
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Printre cele mai frecvente probleme iden-
tificate In acest sens se numara:

e accesibilitatea catre destinatie (inclusiv
starea infrastructurii rutiere),

e capacitatea si diversitatea unitatilor de
cazare,

e disponibilitatea si calitatea locurilor de
parcare §i campare sigure,

e amplasarea strategica a facilitatilor de
cazare §i alimentatie publica,

o diversitatea ofertei culinare din unitatile
de restauratie,

o numarul si profesionalismul personalului
de deservire,

e prezenta magazinelor de suveniruri,

o conditiile de siguranta si securitate pentru
vizitatori,

e amenajarea grupurilor sanitare ecologice,

e varietatea activitdatilor recreative si de
agrement,

e organizarea de excursii tematice in cadrul
destinatiei.

Toate aceste elemente definesc nivelul
general de ospitalitate, care influenteaza deci-
siv gradul de satisfactie al vizitatorului si, impli-
cit, intentia de revenire.

Pentru a crea o experienta turistici com-
pleta si satisfacatoare, este necesar ca o desti-
natie sa raspundd unui spectru larg de nevoi si
asteptari, grupate in patru categorii majore:

o Nevoi fiziologice: alimentatie corespunza-
toare, confort termic, conditii adecvate de
odihna;

e Nevoi economice: raport echitabil cali-
tate-pret, rapiditatea prestarii serviciilor,
amplasare convenabild, flexibilitate in
modalitatile de plata;

e Nevoi sociale: interactiuni placute, personal
amabil si disponibil, sprijin si consiliere;

e Nevoi psihologice: sentimente de sigu-
rantd, recunoastere sociald, consolidarea
imaginii de sine $i a pozitiei sociale, iden-
titate personala si valorizare individuala.
Pe langa aceste dimensiuni ale satisfacerii

consumatorului turistic, trebuie luate in consi-
derare si eventualele insatisfactii, care pot fi
clasificate astfel:

o Insatisfactii controlabile: comportamentul
inadecvat al personalului, lipsa de pro-
fesionalism, deficiente in igiend si curatenie;

o Insatisfactii necontrolabile: comportamen-
tul deranjant al altor turisti, poluarea fonica,
conditiile meteorologice nefavorabile.

In sustinerea celor mentionate, datele

o safety and security conditions for visitors,

e arrangement of ecological sanitation
facilities,

e variety of recreational and leisure
activities,

e organization of themed excursions within
the destination.

All these elements define the general
level of hospitality, which strongly influences
visitor satisfaction and, consequently, the inten-
tion to return.

To create a complete and satisfying tourist
experience, a destination must meet a broad
range of needs and expectations, grouped into
four major categories:

o Physiological needs: proper food, thermal
comfort, appropriate rest conditions;

e Economic needs: fair quality-price ratio,
service promptness, convenient location,
flexible payment options;

e Social needs: pleasant interactions,
friendly and available staff, assistance and
guidance;

o Psychological needs: feelings of safety,
social recognition, self-image and social
status reinforcement, personal identity and
individual value.

In addition to these dimensions of tourist
consumer satisfaction, potential dissatisfactions
must also be considered, which can be classified
as follows:

o Controllable dissatisfactions: inappro-
priate staff behaviour, lack of professio-
nalism, hygiene, and cleanliness issues;

o Uncontrollable dissatisfactions: disturbing
behaviour of other tourists, noise pollu-
tion, unfavourable weather conditions.
Supporting these considerations, data from

the Travel and Tourism Development Index
Report (published by the World Economic
Forum) highlights the importance of well-direc-
ted strategies. According to the 2023 edition, the
Republic of Moldova ranked 74th out of 119
economies analysed, with an overall score of 3.8
(on a scale from 1 to 7). Regarding the “Infra-
structure” component, the score was 3.3, reflec-
ting persistent structural limitations that affect
the overall quality of tourist destinations.
Although positive scores were recorded in areas
such as safety and security (5.6) and health and
hygiene (5.3), there remain significant challen-
ges related to connectivity, the sustainable use of
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furnizate de Raportul privind Indicele de Dez-
voltare si Sustenabilitate a Turismului si
Calatoriilor (publicat de Forumul Economic
Mondial) subliniazd importanta unor strategii
bine directionate. Conform editiei din 2023,
Republica Moldova s-a clasat pe locul 74 din
119 economii analizate, cu un scor general de
3,8 (pe o scald de la 1 la 7). In ceea ce priveste
componenta , Infrastructurd”, scorul a fost de
3,3, reflectand persistente limitari structurale ce
afecteaza calitatea generald a destinatiilor turis-
tice. Desi s-au inregistrat valori pozitive in
domenii precum sigurantd si securitate (5,6) si
sanatate si igiena (5,3), raman provocari semni-
ficative legate de conectivitate, valorificarea
sustenabild a resurselor naturale si atractivitatea
infrastructurala a sectorului touristic [7].

Aceste constatari consolideaza necesita-
tea unui management strategic si adaptiv al
destinatiilor turistice, prin utilizarea resurselor
existente in mod eficient, investitii bine orientate
si implementarea unor politici de marketing
coerente, capabile sa sustind dezvoltarea durabila
a sectorului.

natural resources, and the infrastructural attracti-
veness of the tourism sector [7].

These findings reinforce the need for
strategic and adaptive management of tourist
destinations, through the efficient use of existing
resources, well-targeted investments, and the
implementation of coherent marketing policies
that can support the sustainable development of
the sector.

Indicele de Dezvoltare si Sustenabilitate a Turismului si Calatoriilor in Republica Moldova - 2023

Siguranta si securitate

Sanatate si igiena

Rezilienta si conditii socio-economice |
Resurse umane si piata muncii
Sustenabilitatea mediuluif

Sustenabilitatea turismului si calatoriilor
Pregatirea TIC|
Politica de calatorie si turism in conditii de sprijin|

Competitivitatea pretuluir

Mediul de afacerif
Cerere de calétorii si turism, constrangeri si impact

Conditiile de desfasurare a activitatii economice

e
[ - |

Indicele de dezvoltare a turismului si calatoriilor
Infrastructura
Infrastructura turistica

Deschidere internationala [

-

Infrastructura terestra si portuara

Prioritizarea calatoriilor si turismului

Infrastructura transportului aerian

Resurse naturale b

Resursele cererii de caldtorii si turism
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Scor {1-7)

Figura 2. Indicele de dezvoltare a turismului si calatoriilor
in Republica Moldova in anul 2023/

Figure 2. Travel and Tourism Development Index in the Republic of Moldova, 2023
Sursa: adaptata de autori in baza datelor Forumului Economic Mondial/
Source: adapted by the authors based on data from the World Economic Forum,
https://www.weforum.org/publications/travel-and-tourism-development-index/
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In acest context complex, strategiile de
produs in turism trebuie sid vizeze elaborarea
unei politici care sd asigure alinierea ofertei
turistice la nevoile de consum ale omului con-
temporan. Aceastd orientare presupune nu doar
imbunatatirea calitatii si diversificarea servicii-
lor, ci si adaptarea lor la dinamica preferintelor
consumatorilor, intr-un mediu caracterizat de
incertitudini si schimbari accelerate.

Actuala situatie geopolitica impune acto-
rilor din industria turismului necesitatea de a
trata diversificarea ofertei nu doar ca o masura

tabila strategie de supravietuire, in conditiile
unei piete marcate de volatilitate si concurenta
acerba. Intr-o abordare restransa, strategia de
supravietuire presupune selectarea acelor acti-
vitdti turistice care au potential de profitabili-
tate pe termen lung, concomitent cu renuntarea
la activitatile costisitoare si ineficiente, valo-
rificAnd instabilitatea mediului ca posibil avan-
taj strategic.

Experienta economica internationala arata
cd, In perioade de criza, companiile se grupeaza,
in general, in doua mari categorii: companii la-
tente si companii agresive, iar strategiile de mar-
keting de supravietuire se adapteaza corespunzator.

o Strategia de asteptare, caracterizata prin
prudentd si conservatorism strategic, poate
oferi avantaje competitive semnificative.
In acest caz, intreprinderile care reusesc si
se mentind pe piatd in timpul crizei pot
castiga teren pe termen lung, datoritd sla-
birii presiunii concurentiale si capaci-
titii de consolidare in faza de relansare
economica.

o In schimb, strategia ofensivi-agresivi
presupune asumarea unor riscuri con-
trolate si promovarea activa a creativi-
tatii si inovatiei, contribuind, astfel, la
cresterea vizibilitatii si extinderea im-
pactului pe piati. In acest sens, tehnici
modern, precum marketingul de gherila
si marketingul viral, sunt metode efi-
ciente pentru captarea atentiei consuma-
torilor si atragerea de noi segmente de
piata, chiar si in perioade marcate de
instabilitate economica.

Prin urmare, intr-un climat turistic 1n
continua transformare, strategia de produs, stra-
tegia de supravietuire si strategia de marketing-
mix nu trebuie privite separat, ci integrate intr-un

In this complex context, product strategies
in tourism should aim to develop a policy that
aligns the tourism offer with the consumption
needs of the contemporary individual. This
orientation involves not only improving the
quality and diversification of services, but also
adapting them to the changing preferences of
consumers in an environment characterized by
uncertainty and rapid transformation.

The current geopolitical situation compels
stakeholders in the tourism industry to treat
product diversification not only as a measure
to strengthen competitiveness, but also as a
genuine survival strategy, in the face of a vola-
tile and highly competitive market. In a narro-
wer approach, the survival strategy implies
selecting those tourism activities that show
long-term profitability potential, while elimi-
nating costly and inefficient activities and
leveraging environmental instability as a pos-
sible strategic advantage.

International economic experience shows
that during times of crisis, companies typically
fall into two main categories: latent companies
and aggressive companies, and survival ma-
rketing strategies are adapted accordingly:

e The wait-and-see strategy, characterized
by caution and strategic conservatism, can
offer significant competitive advantages.
Companies that manage to stay in the
market during a crisis may gain ground in
the long run due to reduced competitive
pressure and the ability to consolidate
during economic recovery phases.

o Conversely, the offensive-aggressive stra-
tegy involves taking controlled risks and
actively promoting creativity and innova-
tion, thus contributing to increasing
visibility and expanding market impact.
In this sense, modern techniques such as
guerrilla marketing and viral marketing
are effective methods for capturing con-
sumer attention and attracting new market
segments, even during times of economic
instability.

Therefore, in a constantly evolving tou-
rism landscape, product strategy, survival stra-
tegy, and marketing mix strategy should not be
viewed separately, but rather integrated into a
coherent system of strategic destination mana-
gement, focused on resilience, adaptability, and
sustainable competitiveness.
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sistem coerent de management strategic al
destinatiei, orientat spre rezilienta, adaptabilitate
si competitivitate durabila.

Concluzii

Turismul, ca domeniu strategic al econo-
miei moderne, se situeaza la intersectia dintre
dezvoltarea economica, conservarea patrimoniu-
lui cultural si protectia mediului inconjurator.
Complexitatea acestui sector impune o abordare
integrata si adaptativa, In care marketingul turis-
tic joacd un rol esential in stimularea competi-
tivitatii si in consolidarea pozitiei destinatiilor
turistice pe piata.

Intr-un context global caracterizat de
instabilitate economicd, schimbari climatice si
presiuni sociale, strategiile de marketing — fie ele
de supravietuire, anticipative, diferentiate sau
orientate spre marketing-mix — devin instru-
mente-cheie pentru valorificarea sustenabild a
resurselor locale si crearea unor experiente
turistice relevante si atractive.

Succesul unei destinatii nu depinde doar
de calitatea produsului turistic, ci si de capaci-
tatile sale de suport — ecologicda, economica,
fizica, sociala si psihologica — care trebuie per-
manent evaluate si integrate in procesul deci-
zional strategic. Pozitionarea favorabild a unei
destinatii Tn perceptia consumatorilor, prin aso-
cieri afective si imagine de brand clar conturata,
influenteaza semnificativ. comportamentul de
achizitie turistica si intentia de revenire.

in acest sens, adaptarea continui a ofer-
tei turistice la nevoile consumatorilor contem-
porani, digitalizarea instrumentelor de promo-
vare si diversificarea produselor turistice
constituie directii fundamentale pentru asigura-
rea viabilitatii si rezilientei sectorului. Totodata,
integrarea indicatorilor de sustenabilitate si
utilizarea eficientd a resurselor contribuie la
mentinerea echilibrului economic, social si eco-
logic al destinatiilor.

Prin urmare, marketingul turistic nu este
doar un mijloc de promovare, ci 0 componenta
esentiala a unui sistem de management strate-
gic durabil, capabil sa raspunda provocarilor
actuale si sd transforme turismul intr-un factor
de progres si coeziune sociala.
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Conclusions

Tourism, as a strategic sector of the mo-
dern economy, lies at the intersection of eco-
nomic development, cultural heritage conserva-
tion, and environmental protection. The com-
plexity of this sector requires an integrated and
adaptive approach, in which tourism marketing
plays a key role in enhancing competitiveness
and consolidating the market position of tourist
destinations.

In a global context marked by economic
instability, climate change, and social pressures,
marketing strategies, whether survival, anticipa-
tory, differentiated, or marketing mix-oriented,
become essential tools for the sustainable use of
local resources and the creation of relevant and
attractive tourist experiences.

The success of a destination does not
depend solely on the quality of the tourism
product but also on its support capacities: eco-
logical, economic, physical, social, and psycho-
logical, which must be constantly assessed and
integrated into strategic decision-making. A
destination’s favourable positioning in consu-
mers’ perceptions, through emotional associa-
tions and a clearly defined brand image, sig-
nificantly influences purchasing behaviour and
repeat visitation.

In this regard, the continuous adaptation
of the tourism offer to contemporary consumer
needs, digitalisation of promotion tools, and
diversification of tourism products represent
fundamental directions for ensuring the sector’s
viability and resilience. Furthermore, the inte-
gration of sustainability indicators and effi-
cient resource use helps maintain the economic,
social, and ecological balance of destinations.

Thus, tourism marketing is not just a
means of promotion but a key component of a
sustainable strategic management system,
capable of responding to current challenges and
transforming tourism into a driver of progress
and social cohesion.



1.

2.

3.

4.

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

Bibliografie/ Bibliography:

BOGAN, E. si C. M. CANDEA. Strategii de marketing in turismul rural. Quality — Access to
Success. 2010, nr. 9, pp. 29-34. ISSN 2668-4861.

BALAURE, V. (Coord.). Marketing. Bucuresti: Editura Uranus, 2002. ISBN 973-9021-75-1.
COOPER, C.; J. FLETCHER; D. GILBERT and S. WANHILL. Tourism: Principles and
Practice. Harlow: Pearson Education, 2005.

KOTLER, P.; J. T. BOWEN; J. C. MAKENS and S. BALOGLU. Marketing for Hospitality
and Tourism. 5th Edition. Upper Saddle River, NJ: Pearson Prentice Hall, 2010. ISBN 10: 1-
292-15615-5.

SWARBROOKE, J. and S. HORNER. Consumer Behaviour in Tourism. Oxford:
Butterworth-Heinemann, 2007. ISBN-13: 978-1138013391.

TRIBE, J. The Nature and Structure of Tourism: A Theoretical Perspective. Oxford: Elsevier,
2005.

FORUMUL ECONOMIC MONDIAL. Travel and Tourism Development Index 2023. Online.
Disponibil: https://www.weforum.org/publications/travel-and-tourism-development-index
[accesat 2025-03-19].

Revista / Journal ,, ECONOMICA” nr.2(132) 2025



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

CZU: 336.713:005.591(478)

IMPLEMENTAREA
SCHIMBARILOR
ORGANIZATIONALE iNTR-O
INSTITUTIE BANCARA: BUNE
PRACTICI SI PROVOCARI IN
CAZUL BANCII COMERCIALE
,VICTORIABANK” S.A.

Conf. univ., dr. Mariana SENDREA, ASEM
mariana.shendrea@gmail.com

ORCID: 0000-0002-0339-264

Svetlana PRODIUS, Director Agentie Posta
Veche, Sucursala Nr. 12, B.C. ,,Victoriabank” S.A.
svelana.prodius4@gmail.com

ORCID: 0009-0007-5500-3128

DOI: https://doi.org/10.53486/econ.2025.132.37
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tipuri de schimbari organoizationale implemen-
tate in cadrul Bancii Comerciale (B.C.) ,, Victo-
riabank” S.A. in ultimii cinci ani, cu accent pe
initiativele de digitalizare, rebranding, restruc-
turare operationala. Implementarea modificari-
lor aduse politicii de personal, structurii orga-
nizatorice, portofoliului de servicii precum si
integrarea noilor tehnologii bancare, au contri-
buit la sporirea eficientei si consolidarea pozi-
tiei competitive a bancii pe piata financiarad.
Totodata, in articol sunt identificate si analizate
0 serie de provocari si bariere aparute in pro-
cesul de schimbare, printre care: rezistenta la
schimbare din partea angajatilor, dificultati in
perceptia avantajelor schimbarilor, probleme
tehnice legate de digitalizare. Studiul se bazeaza
pe metode calitative, inclusiv analiza documen-
tard, interviuri §i oferd o imagine detaliatd
asupra eforturilor si rezultatelor proceselor de
schimbare intr-o institutie bancard. Rezultatele
subliniaza importanta unei abordari integrate a
schimbarilor: sociale, economice si tehnologice
in vederea obtinerii unor rezultate sustenabile.

Cuvinte-cheie: schimbare organizatio-
nala, digitalizare, proiect de transformare,
rebranding, rezistenta la schimbare.
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Introducere
In conditiile actuale, marcate de transfor-
mari accelerate in toate domeniile de activitate,
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vice portfolio, as well as the integration of new
banking technologies, contributed to increased
efficiency and the strengthening of the bank’s
competitive position in the financial market. At
the same time, the article identifies and examines
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during the change process, including employee
resistance to change, difficulties in perceiving the
benefits of the transformations, and technical
issues related to digitalization. The study is based
on gqualitative methods, including document ana-
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picture of the efforts and outcomes of the change
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results highlight the importance of an integrated
approach to social, economic, and technological
change in order to achieve sustainable outcomes.
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Introduction
In today’s context, marked by accelerated
transformations across all areas of activity, ban-
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institutiile bancare, la fel precum alte organizatii,
sunt nevoite sa se adapteze in mod continuu pentru
a-si mentine sau spori competitivitatea pe piatd.
Diversificarea portofoliului de produse, digitalize-
rea serviciilor, precum si modificarile in interac-
tiunea cu angajatii si clientii sunt elemente esen-
tiale ale acestui proces de adaptare si evoluitie. In
acest context, Banca Comerciald ,,Victoriabank™
Societate pe Actiuni (in continuare B.C. ,,Victoria-
bank” S.A.) se remarca ca un exemplu relevant de
banca traditionala din Republica Moldova, care in
ultimii ani, a initiat si implementat, o serie de
proiecte de schimbare si transformare organiza-
tionald, aliniindu-se la tendintele economice,
sociale si tehnologice contemporane.

Transformarile realizate, precum digitali-
zarea, rebrandingul, lansarea de servicii noi, cat
si aspecte culturale si operationale (precum tre-
cerea de la functia de operator specializat la cea
de ,teller wuniversal”), denoti deteminarca
institutiei de a raspunde la provocarile mediului
de afaceri. De asemenea, banca a investit si
contiud sa investeascd constant In dezvoltarea
resurselor umane, considerand aceasta directie ca
fiind fundamentald pentru adaptarea activitatii la
noile cerinte.

Studiul de fatd constituie o analizd prac-
ticd a eforturilor de schimbare organizationala
din cadrul B.C. ,,Victoriabank™ S.A., urmarind
sd descrie atat efectele pozitive, cét si provoca-
rile si disfunctionalitdtile aparute in proces de
implementare. Cercetarea isi propune sa contri-
buie la intelegerea modului in care schimbarile
organizationale influenteaza activitatea unei in-
stitutii bancare, intr-un context in care inovatia,
flexibilitatea, riscul, abordarea proactiva si adap-
tarea devin factori determinanti ai succesului.

Scopul prezentei cercetari este de a ana-
liza, dintr-o perspectiva teoretico-aplicativa, mo-
dul in care B.C. ,,Victoriabanc” S.A. s-a racordat
la tendintele tehnologice in perioada 2019-2024,
prin implementarea unor solutii digitale inova-
toare, utilizarea platformelor digitale, precum si
prin automatizarea proceselor si promovarea
unor schimbari semnificative in cultura orga-
nizationald, in structura produselor si modul de
organizare a proceselor. Studiul urmareste sa
analizeze evaluarea impactului acestor schimbari
asupra activitdtii bancii, relatiilor cu clientii si
pozitionarii strategice a institutiei pe piata finan-
ciard, precum si sd identifice, totodatd, pro-
vocarile, succesele si lectiile rezultate din pro-
cesele de implementare.

king institutions, like other organisations, must
continuously adapt in order to maintain or
enhance their market competitiveness. Diversi-
fying product portfolios, digitalising services,
and changing the ways of interacting with both
employees and customers are essential elements
of this adaptation and evolution process. In this
regard, the Commercial Bank "Victoriabank"
S.A. (hereinafter B.C. “Victoriabank” S.A.) stands
out as a relevant example of a traditional bank in
the Republic of Moldova that, in recent years,
has initiated and implemented a series of orga-
nisational change and transformation projects,
aligning itself with contemporary economic,
social, and technological trends.

The transformations carried out, such as
digitalisation, rebranding, the launch of new
services, as well as cultural and operational chan-
ges (such as the shift from the role of specialised
operator to that of a “universal teller”), reflect the
institution’s determination to respond to the
challenges of the business environment. Moreo-
ver, the bank has invested and continues to invest
consistently in human resource development,
considering this area fundamental for adapting its
operations to new requirements.

This study provides a practical analysis of
the organisational change efforts within B.C.
“Victoriabank™ S.A., aiming to describe both the
positive effects and the challenges and dysfunc-
tions encountered during the implementation
process. The research seeks to contribute to a
better understanding of how organizational chan-
ges influence the functioning of a banking insti-
tution in a context where innovation, flexibility,
risk-taking, a proactive approach, and adaptabi-
lity become key success factors.

The purpose of this research is to analyse,
from a theoretical and practical perspective, how
B.C. “Victoriabank” S.A. aligned itself with
technological trends during the period 2019-2024,
by implementing innovative digital solutions,
using digital platforms, automating processes, and
promoting significant changes in organisational
culture, product structure, and process organi-
zation. The study aims to assess the impact of
these changes on the bank’s operations, customer
relationships, and strategic positioning in the
financial market, while also identifying the
challenges, successes, and lessons learned from
the implementation processes.
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Metodologia cercetarii

Cercetarea efectuatd se bazeazd pe o
abordare practica si aplicativd, avand in calitate
de obiectiv analiza schimbarilor implementate in
cadrul B.C. ,,Victoriabank™ S.A. din perspectiva
factorilor determinanti, a efectelor generate si
provocdrilor intdmpinate. Pentru colectarea si
analiza informatiilor cu caracter practic, au fost
utilizate urmatoarele metode calitative:

v' Analiza documentara: au fost analizate o
serie de documente oficiale publice ale
institutiei, inclusiv rapoartele anuale ale
B.C. ,,Victoriabank” S.A., informatii dis-
ponibile pe site-ul oficial al bancii, diverse
comunicate de presa.

v" Studiul de caz: studiul practic se axeaza
exclusiv pe exemplul B.C. ,.Victoriabank”
S.A., analizat din perspectiva schimbarilor
in mai multe dintre subsistemele acesteia:
operationale, tehnice, culturale s.a.

v' Observatia indirectid: au fost analizate
schimbadrile vizibile care au fost imple-
mentate in structura organizatoricd si in
comunicarea externd a institutiei (modifi-
carile operate in front-office, procesul de
rebranding, informatiile despre serviciile
de digital banking si extinderea portofo-
liului de servicii oferite clientilor etc.).

v" Interviul semistructurat: au fost reali-
zate interviuri cu angajati de la diferite
niveluri ierarhice pentru a capata diverse
viziuni asupra modului in care au fost
percepute si implementate schimbarile
organizationale de catre diverse persoane:
angajati front-office, manageri de nivel
mediu. Interviurile au vizat aspecte ce tin
de adaptarea la noile procese, dificultatile
intalnite, provocarile resimtite si benefi-
ciile percepute.

Aceastd abordare permite formarea unei
perspective detaliate si realiste a modului in care
o institutie financiard din Republica Moldova
demareazd, implementeaza si evaluiazd proce-
sele de transformare intr-un mediu dinamic.
Metodele utilizate pentru efectuarea cercetarii
pun accentul pe relevanta practica a rezultatelor,
reflectand in mod fidel realitatea organizationald
a schimbarilor analizate.

Rezultate si discutii

Banca Comerciala ,,Victoriabank™ S.A.
este o banca sistemicd din Republica Moldova,
cu o retea extinsd pe Intreg teritoriul tarii si o
gama variatd de produse si servicii bancare
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Research methodology

The conducted research is based on a
practical and applicative approach, aiming to
analyze the changes implemented within B.C.
“Victoriabank™ S.A. from the perspective of deter-
mining factors, generated effects, and encoun-
tered challenges. In order to collect and analyse
practical information, the following qualitative
methods were used:

v Documentary analysis: a series of public
official documents of the institution were
reviewed, including the annual reports of
B.C. “Victoriabank” S.A., information
available on the bank’s official website,
and various press releases.

v Case study: the practical study focuses
exclusively on the example of B.C.
“Victoriabank™ S.A., analysed in terms of
changes implemented across several of its
subsystems: operational, technical, cultu-
ral, and others.

v Indirect observation: visible changes
implemented in the organisational struc-
ture and external communication of the
institution were analysed (modifications
in the front office, the rebranding process,
information about digital banking servi-
ces, and the expansion of the bank’s ser-
vice portfolio, etc.).

v Semi-structured interviews: interviews
were conducted with employees at va-
rious hierarchical levels in order to gain
diverse perspectives on how the organi-
zational changes were perceived and
implemented. Interviewees included front-
office employees and mid-level managers.
The interviews explored issues such as
adaptation to new processes, encountered
difficulties, perceived challenges, and
experienced benefits.

This approach provides a detailed and
realistic insight into how a financial institution in
the Republic of Moldova initiates, implements
and evaluates transformation processes in a
dynamic environment. The methods used to con-
duct the research emphasize the practical rele-
vance of the results, faithfully reflecting the
organizational reality of the analyzed changes.

Results and discussions

Commercial Bank “Victoriabank™ S.A. is
a systemic bank in the Republic of Moldova,
with an extensive network across the entire
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adaptate atdt nevoilor individuale, cat si celor
corporative ale clientilor sii. Infiintatd in 1989,
B.C. ,,Victoriabank” S.A. a fost prima banci
comerciald din Republica Moldova avand un rol
pionier in dezvoltarea sectorului bncar. In pre-
zent, principalii sai actionari sunt Banca Tran-
silvania si Banca Europeana pentru Reconstruc-
tie si Dezvoltare (BERD), acestia detinand in
comun peste 72% din capitalul social al insti-
tutiei. Colaborarea strategica intre aceste entitati
a contribuit semnificativ la modernizarea si
evolutia constanta a Bancii [1].

B.C. ,,Victoriabank” S.A., la fel ca si alte
institutii financiare, este determinata sa se racor-
deze la cerintele mediul de afaceri si la o mul-
time de factori care necesita eforturi de adaptare
prin implementarea unor schimbari organiza-
tionale. Printre factorii determinanti ai acestor
schimbari putem enumera:

1. Contextul global si imperativul schim-
barii. Mediul global este in continud evolutie
determinata de progresul tehnologic, schimbarile
in comportamentul consumatorilor si reglemen-
tarile tot mai stricte, fapt ce impune institutiile
financiare sd devina adaptive pentru a-gi mentine
competitivitatea.

2. Importanta racorddrii la tendintele
tehnologice. Progresul tehnologiilor digitale,
precum aplicatiile mobile, tehnologiile block-
chain, serviciile de online banking, integrarea
inteligentei artificiale in diverse procese opera-
tionale, transforma substantial sectorul bancar si
solicitd actualizarea constantd a infrastructurii si
serviciilor bancare pentru a face fata cerintelor.
In acest context, cercetdrile de specialitate de-
montreaza ca existd impact direct al digitalizarii
asupra peformantelor bancii si cid intarzierea in
adoptarea digitalizarii expune institutiile bancare
la pierderi competitive, intr-un mediu in care
inovatia tehnologica redefineste asteptarile pietei
financiare i comportamentul consumatorilor [2].
Insa, implementarea cu succes a acestor tehno-
logii necesita o infrastructurd adecvata, resurse
umane calificate si o culturd organizationald
deschisa catre schimbare [3].

3. Cultura organizationald constituie o
resursd strategicd. O schimbare organizationala
profundd nu este posibila fard cultivarea si
impartasirea de catre angajati a valorilor precum
inovatia, asumarea riscului, adaptarea, flexibili-
tatea, invatarea continua — pentru implementarea
cu succes a proceselor de rebranding, digitalizare
si dezvoltare a noilor servicii. Autorul Schein

country and a wide range of banking products
and services tailored to the needs of both
individual and corporate clients. Established in
1989, “Victoriabank™ was the first commercial
bank in the Republic of Moldova, playing a pio-
neering role in the development of the banking
sector. Currently, its main shareholders are Banca
Transilvania and the European Bank for Recon-
struction and Development (EBRD), jointly
holding over 72% of the institution’s share
capital. The strategic collaboration between these
entities has significantly contributed to the bank’s
modernisation and continuous evolution [1].

Like other financial institutions, B.C.
“Victoriabank™ S.A. is committed to aligning
with the demands of the business environment
and a multitude of factors that require adaptive
efforts through the implementation of organisa-
tional changes. Among the main drivers of these
changes, the following can be mentioned:

1. The Global Context and the Impera-
tive of Change. The global environment is con-
tinuously evolving due to technological progress,
changes in consumer behaviour, and increasingly
strict regulations. These dynamics compel finan-
cial institutions to become more adaptive in order
to maintain their competitiveness.

2. The Importance of Aligning with
Technological Trends. The advancement of di-
gital technologies, such as mobile applications,
blockchain, online banking services, and the
integration of artificial intelligence into various
operational processes, is significantly transfor-
ming the banking sector. This shift requires con-
stant updates to banking infrastructure and
services to meet rising demands. In this context,
specialised research demonstrates a direct impact
of digitalization on bank performance and shows
that delays in adopting digital solutions expose
financial institutions to competitive losses.
Technological innovation is reshaping both
financial market expectations and consumer
behavior [2]. However, successful implementa-
tion of these technologies requires adequate
infrastructure, qualified human resources, and an
organizational culture open to change [3].

3. Organisational Culture as a Strategic
Resource. Deep organisational transformation is
not possible without employees embracing va-
lues such as innovation, risk-taking, adaptability,
flexibility, and continuous learning, elements
that are essential for the successful implemen-
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Edgar H. mentioneaza ca schimbarile organiza-
tionale autentice nu se pot realiza fara o schim-
bare a valorilor, principiilor si normelor de com-
portament, deoarece stau la baza culturii organi-
zationale [4]. De asemenea, autorii Kim S.
Cameron, Robert E. Quinn in lucrarea Diagnosing
and Changing Organizational Culture: Based on
the Competing Values Framework: mentioneaza ca
eforturile de schimbare organizationala esueaza
adesea din cauza ignordrii culturii organizationale.
Strategiile de schimbare care nu sunt in concor-
dantd cu valorile, normele culturale de bazd ale
unei organizatii risca sa fie respinse, subminate sau
pur si simplu ignorate de membrii organizatiei. Pe
scurt, fara aliniere culturald, este putin probabil ca
schimbarea s3 aiba succes [5].

4. Schimbdiri in comportamentul clien-
tilor. Transformarile sociale, tehnologice, econo-
mice genereaza schimbadri si in comportamentul
clientilor care devin mai exigenti, preferd ser-
vicii rapide, calitative si accesibile. Exista studii
recente care indicA modul in care pandemia
COVID-19 a accelerat aceste schimbari contri-
buind la dezvoltarea competentelor digitale ale
populatiei si modificand perceptia asupra servi-
ciilore bancare. In aceste conditii, calitatea servi-
ciilor bancare, abilitdtile digitale ale clientilor si
competitivitatea preturilor devin factori determi-
nanti In decizia bancilor de a initia procesele de
schimbare organizationala [6, 7].

Astfel, schimbarile permanente nu sunt
pur si simplu un raspuns la fortele externe, ci un
imperativ pentru supravietuire si dezvoltare pe
termen lung, iar capacitatea de adaptare, prin
operarea schimbarilor organizationale, pentru o
banca precum B.C. ,,Victoriabank” S.A. devine
un avantaj competitiv sustenabil.

Retrospectiva schimbarilor in cadrul
B.C. ,,Victoriabank” S.A. in perioada 2019-
2024. in perioada 2019-2024, B.C. ,,Victoria-
bank” S.A. a trecut prin multiple schimbari, care
au avut drept scop modernizarea bancii si ali-
nierea acesteia la standardele internationale ale
industriei financiare. Acestea au afectat diverse
subsisteme organizationale: cultura organiza-
tionala, modul de operare cu clientii, structura de
personal, cultura organizationald, portofoliul de
servicii, tehnologiile utilizate, infrastructura s.a.
Implementate treptat, aceste proiecte de schim-
bare, au avut drept scop alinierea activitatii
bancii la cerintele mediului de afaceri. Un proces
amplu de transformare a bancii, care reprezintd o
schimbare cu caracter strategic, a Inceput in
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tation of rebranding, digitalisation, and the
development of new services. Edgar H. Schein
argues that authentic organisational change
cannot occur without a shift in values, principles,
and behavioural norms, as these form the foun-
dation of organizational culture [4]. Similarly,
Kim S. Cameron and Robert E. Quinn, in Diag-
nosing and Changing Organisational Culture:
Based on the Competing Values Framework,
state that change efforts often fail due to the
neglect of organisational culture. Change stra-
tegies that are not aligned with an organisation’s
core cultural values and norms risk being rejec-
ted, undermined, or simply ignored by its
members. In short, without cultural alignment,
change is unlikely to succeed [5].

4. Changes in Customer Behaviour.
Social, technological, and economic transfor-
mations are also generating shifts in customer
behaviour. Clients have become more deman-
ding, favouring services that are fast, high-
quality, and easily accessible. Recent studies
indicate that the COVID-19 pandemic accelera-
ted these changes by enhancing the population’s
digital skills and altering perceptions of banking
services. In this context, the quality of banking
services, clients’ digital competencies, and price
competitiveness are becoming key factors influ-
encing banks’ decisions to initiate organisational
change processes [6, 7].

Thus, ongoing changes are not merely a
reaction to external forces but represent an
imperative for long-term survival and develop-
ment. For a bank such as B.C. “Victoriabank”
S.A., adaptability through organizational trans-
formation becomes a sustainable competitive
advantage.

Overview of Changes at B.C. “Victoria-
bank” S.A. during 2019-2024 Between 2019
and 2024, B.C. “Victoriabank” S.A. underwent
multiple transformations aimed at modernising
the bank and aligning it with international stan-
dards in the financial industry. These changes
affected various organizational subsystems:
organizational culture, customer interaction, per-
sonnel structure, service portfolio, technologies
used, infrastructure, and more. Gradually imple-
mented, these change projects aimed to adapt the
bank’s operations to the evolving business
environment.

A major transformation process,strategic
in nature, began in January 2018 with the
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ianuarie 2018, odatd cu preluarea B.C. ,,Vic-
toriabank” S.A. de catre Banca Transilvania si
Banca Furopeana pentru Reconstructie si Dez-
voltare [1]. Schimbarea actionarilor a constituit
un punct important In evolutia institutiei si un
factor determinat al schimbarilor ulterioare.
Totusi, imaginea B.C. ,Victoriabank” S.A. in
randul clientilor si al societdtii raménea asociatd
cu imaginea si politicile actionarilor anteriori [8].
Aceastd schimbare strategica a servit, conCo-
mitent, ca un proces de , dezghetare” a starii de
lucruri existente si o confirmare a uneia dintre
celei mai influente perspective teoretice in do-
meniul schimbdrii organizationale — modelul lui
Kurt Lewin ,,dezghet-schimbare-reinghet”, care
presupune destabilizarea practicilor existente si
implementarea efectiva a unor practici noi [9].

In acest context, a fost necesara realizarea
unui amplu proces de rebranding, implementat
in 2019, ca parte componenta-cheie a strategiei
de restructurare a B.C. ,,Victoriabank” S.A. si de
racordare la noile valori, viziuni si obiective.
,Noua identitate de brand a fost creati de
compania roméneasca Brandient, specializatd in
consultantd strategicd si design de brand.
Aceasta a realizat, Tn 2016, un proiect similar la
Banca Transilvania, iar ulterior, in 2018, rebran-
dingul acesteia a fost desemnat drept una dintre
cele mai eficiente transformari de brand la nivel
mondial, conform clasamentului REBRAND
100® Global Awards” [10].

Proiectul de rebranding a inclus: schim-
bare de logou, reamenajari in sucursalele si
agentiile bancii pentru a prezenta 0 imagine
uniforma, moderna si adaptatd noilor standarde
vizuale si functionale. Pozitionarea brandului a
fost consolidata prin introducerea noului mesaj-
cheie al bancii, — ,, Cu pofia de banking”’, — care
subliniazd energia si entuziasmul béncii in
relatia cu clientii si partenerii sdi, invitdndu-i sa
participe la o experientd bancard mai activa,
atractivd si personalizatd. Denumirea bancii a
fost pastrata ,,Victoriabank™ — simbol al ambitiei
de a progresa si de a obtine noi victorii. Tot din
rebranding a facut parte si modificarea siglei,
prin adaugarea unui element nou — steagul — cel
mai nou element in sigla — 0 continuare a literei
»V” din denumirea bancii reprezentdnd un
simbol al identitatii sale vizuale reinnoite.

Oricum, ca si orice proces de schimbare
organizationald, implementarea rebrandingului a
fost una complexd, care a implicat numeroase
bariere si dificultati. O provocare a constituit-o

acquisition of B.C. “Victoriabank” S.A. by
Banca Transilvania and the European Bank for
Reconstruction and Development (EBRD) [1].
The change in ownership marked a significant
milestone in the institution’s evolution and was a
key driver of the subsequent transformations.
Nevertheless, the public and client perception of
B.C. “Victoriabank™ S.A. continued to be asso-
ciated with the image and policies of the pre-
vious shareholders [8]. This strategic shift simul-
taneously acted as a “thawing” of the previous
state of affairs and as an application of one of
the most influential theoretical models in
organisational change,the Kurt Lewin model of
“unfreeze-change-refreeze.” This model involves
destabilising existing practices and effectively
implementing new ones [9].

In this context, a comprehensive rebran-
ding process was necessary and was imple-
mented in 2019 as a key component of B.C.
“Victoriabank™ S.A.’s restructuring strategy and
its alignment with new values, visions, and
objectives. “The new brand identity was created
by the Romanian company Brandient, specia-
lised in strategic consultancy and brand design.
In 2016, Brandient carried out a similar project
for Banca Transilvania, and later, in 2018, that
rebranding was recognised as one of the most
effective brand transformations in the world,
according to the REBRAND 100® Global
Awards ranking” [10].

The rebranding project included a logo
change and redesigns of the bank’s branches and
agencies to present a cohesive, modern image
adapted to new visual and functional standards.
The brand positioning was reinforced through
the introduction of the new key message — “With
a Taste for Banking” — which expresses the
bank’s energy and enthusiasm in its relationships
with clients and partners, inviting them to
engage in a more dynamic, appealing, and perso-
nalized banking experience. The name “Victoria-
bank” was preserved — as a symbol of ambition
and the pursuit of new victories. A new element
was also added to the logo — a flag — extending
from the “V” in the bank’s name, symbolising
the renewed visual identity.

As with any organisational change pro-
cess, the implementation of the rebranding was
complex and involved numerous barriers and
challenges. One of the key challenges was
gaining client acceptance of the new visual iden-
tity. To overcome this resistance, B.C. “Victoria-
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Si acceptarea noii identitati vizuale de catre
client. Pentru a depasi aceasta rezistenta B.C.
,Victoriabank” S.A. a trebuit sd depuna eforturi
de promovare a noii imaginii pentru a se asigura
ca actualii si potentialii clienti percep pozitiv
modificarile, avand in vedere conservatorismul
manifestat de o parte a publicului.

De asemenea, o alta dificultate a fost de
natura financiara, avand in vedere reteaua
extinsd de peste 100 de unitati teritoriale ale
bancii si faptul ca lucrarile de renovare necesare,
modernizarea mobilierului, implementarea nou-
lui logo implicau investitii considerabile. Aceste
costuri erau preconizate si fie suportate fard a
afecta preturile serviciilor, mentindnd competiti-
vitatea bancii. In consecinti, costurile implemen-
tarii au reprezentat o povara semnificativa pentru
bugetul bancii, iar adaptarea personalului bancii
la noile standarde operationale si la identitatea
relnnoitd a necesitat timp si resurse suplimen-
tare. Un factor critic in derularea procesului de
rebranding a fost timpul — fiind o banca cu un
volum ridicat de activitate zilnica, implementa-
rea modificarilor trebuia realizatd fard a intre-
rupe serviciile sau a creste semnificativ costurile.

Rezultatele rebrandingului B.C. ,, Vicroria-
bank” S.A. au fost, preponderant, pozitive. Pro-
cesul a condus la o disociere clard de imaginea
asociata cu actionarii anteriori, consolidand per-
ceptia clientilor potrivit careia banca este acum
parte din Grupul Banca Transilvania. Repo-
zitionarea a influentat pozitiv imaginea institutiei,
contribuind la atragerea de noi clienti, cresterea
precum si la racordarea B.C. ,,Victoriabank” la
standardele moderne din domeniul financiar.

Schimbiri operate au fost si in cultura
organizationala a B.C. ,,Victoriabank” S.A. cu
scopul de a crea un mediu de lucru mai colabo-
rativ, modern si deschis, care sd fie adaptat
cerintelor actuale ale pietei financiare si necesi-
tatilor angajatilor. Un exemplu relevant de schim-
bare realizata a fost in amenajarea spatiilor de
lucru, prin trecerea de la birouri separate la spatii
deschise (open spaces), — proces desfasurat
treptat in perioada 2019-2024, care a necesitat
investitii de timp si financiare. Nu a fost doar o
tranzitie cu modificari de naturd fizica, ci o
schimbare profunda in cultura organizationala,
incurajand si consolidand partajarea valorilor
precum: colaborarea, transparenta si comunica-
rea intre angajati. Spatiile de lucru deschise au
fost amenajate intr-un stil unitar si modern in
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bank” S.A. had to make significant promotional
efforts to ensure that both current and potential
clients would perceive the changes positively,
especially considering the conservative attitudes
of segment of the public.

Another difficulty was of financial nature,
given the bank’s extensive network of over 100
territorial units and the fact that renovation
work, furniture modernisation, and the imple-
mentation of the new logo required substantial
investment. These costs were expected to be
absorbed without affecting service prices, in
order to maintain the bank’s competitiveness. As
a result, the implementation costs represented a
significant burden on the bank’s budget, while
adapting staff to the new operational standards
and renewed brand identity required additional
time and resources. A critical factor in the
rebranding process was time, as a bank with a
high volume of daily activity, the implemen-
tation of the changes had to be carried out
without service disruptions or a significant
increase in operational costs.

Results of the rebranding of B.C. “Victo-
riabank” S.A. were predominantly positive. The
process has led to a clear dissociation from the
image associated with the previous shareholders,
reinforcing the customers’ perception that the
bank is now part of the Banca Transilvania
Group. The repositioning has positively influen-
ced the image of the institution, contributing to
attracting new customers, increasing public con-
fidence, enhancing competitiveness, as well as to
the B.C. “Victoriabank™ S.A. to modern finan-
cial standards.

Changes were also made in the orga-
nizational culture of B.C. “Victoriabank” S.A.
in order to create a more collaborative, modern
and open working environment, which is
adapted to the current requirements of the
financial market and the needs of employees. A
relevant example of the implemented change
was in the arrangement of work spaces, by
moving from separate offices to open spaces
(open spaces), a process gradually carried out
over the period 2019-2024, which required time
and financial investments. It was not just a
transition with physical changes, but a profound
change in organisational culture, encouraging
and reinforcing the sharing of values such as:
collaboration, transparency and communication
between employees. The open workspaces have
been designed in a unified and modern style in
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sediul central, sucursale si in agentii, folosind
culori reprezentative de alb si albastru, care
reflectd identitatea vizuald a béncii. Acest efort
de amenajare — continud si in prezent, deoarece
se realizeaza treptat, subliniind angajamentul
bancii de a-si alinia spatiile de lucru la stan-
dardele moderne de eficientd si estetica.

Un alt aspect important al schimbarilor in
cultura organizationala a vizat simbolurile si slo-
ganul organizatiei adaptate pentru a reflecta
valorile actuale ale bancii si angajamentul aces-
teia fatd de clienti si angajati. In acest sens, au
fost introduse modificari la nivelul ceremoniilor,
ritualurilor si normelor de comportament, avand
drept scop sd promoveze egalitatea si respectul
reciproc. O schimbare ineditad a fost si adoptarea
unei adresari informale cu ,,fu”, intre toti anga-
jatii, indiferent de nivelul ierarhic, inclusiv in
raport cu presedintele bancii. Aceastd schimbare
simbolicd accentuiazd importanta egalitatii si a
recunoasterii fiecarui angajat ca o componenta
valoroasd a organizatiei.

Pentru promovarea unui mediu de lucru
transparent si deschis, a fost implementata o alta
schimbare — o cutie postald anonimd, — prin care
angajatii pot semnala deficientele sau incélcarile
comise de colegi sau superiori. Aceasta initiativa
are drept scop crearea unui climat de incredere si
responsabilitate in interiorul organizatiei. A fost
revizuit Codul de Etica al bancii prin instituirea
unor standarde clare de comportament atat in
relatiile cu clientii, cit si cu angajatii, contri-
buind la consolidarea unei culturi organizatio-
nale bazate pe respect, integritate si profesiona-
lism. Inlcusiv, banca a implementat sesiuni de
orientare pentru noii angajati, denumite ,,Bun
Venit!”, in cadrul céarora acestia sunt invitati la
sediul central pentru a se familiariza cu istoria,
valorile culturale si organizationale ale bancii.

Toate aceste eforturi au fost efectuate
pentru a crea o culturd organizationald moderna,
deschisd si orientatd spre colaborare, in care
angajatii bancii sa se simtd apreciati si motivati
sd contribuie la succesul organizatiei. B.C.
,,Victoriabank™ S.A. demonstreaza, astfel, ca este
o organizatie care se adapteazd continuu si care
pune accent pe oameni — fie ca este vorba despre
angajati sau despre comunitatea in care activeaza.

Schimbari substantiale au avut loc si in
gama de produse si servicii ale ale bancii. De
exemplu, banca a lansat in decembrie 2019 un
nou produs, si anume cardul de cumparituri
STAR Card. La momentul lansarii, STAR Card

the head office, branches and agencies, using
representative colours of white and blue, reflec-
ting the bank’s visual identity. This landscaping
effort — continues today as it is gradually being
realised, emphasising the Bank’s commitment to
align its workspaces with modern standards of
efficiency and aesthetics.

Another important aspect of the changes
in the organisational culture concerned the
symbols and slogan of the organisation adapted
to reflect the Bank’s current values and its
commitment to customers and employees. In
this respect, changes were introduced in cere-
monies, rituals and behavioural norms, aimed
at promoting equality and mutual respect. A
novel change has also been the adoption of an
informal “you” address between all employees,
regardless of hierarchical level, including in
relation to the Bank’s President. This symbolic
change emphasises the importance of equality
and recognition of each employee as a valued
part of the organisation.

In order to promote a transparent and open
working environment, another change — an ano-
nymous mailbox — has been implemented where
employees can report shortcomings or violations
committed by colleagues or superiors. This initi-
ative aims to create a climate of trust and accoun-
tability within the organisation. The Bank’s Code
of Ethics has been revised by establishing clear
standards of behaviour both in dealings with
customers and with employees, helping to rein-
force an organisational culture based on respect,
integrity and professionalism. In particular, the
bank has implemented orientation sessions for
new employees, called “Welcome!”, during
which they are invited to the head office to
familiarise themselves with the bank’s history,
cultural and organisational values.

All these efforts have been made to create a
modern, open and collaborative organisational
culture in which bank employees feel valued and
motivated to contribute to the success of the
organisation. B.C. “Victoriabank” S.A. is thus
demonstrating that it is a continuously adapting
organisation that focuses on people — be it its
employees or the community in which it operates.

Substantial changes have also taken place
in the bank’s range of products and services.
For example, the bank launched a new product
in December 2019, namely the STAR Card
shopping card. At the time of its launch, STAR
Card was the only shopping card in the Republic
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era unicul card de cumparaturi din Republica
Moldova, care permitea achitarea integral online
a achizitiilor, fie in rate fixe fara dobanda, fie din
puncte bonus. A fost un exemplu de schimbare
care a aliniat portofoliul de produse bancare la
cerintele digitalizarii. Lansarea STAR Card a
implicat cateva riscuri semnificative, si anume:
posibila reticenta a clientilor fatd de un produs
financiar nou, complexitatea procesului de
implementare, precum si riscul ca personalul
bancii sd Intdmpine dificultati In promovarea
cardului din cauza lipsei de experienta sau a unei
instruiri insuficiente.

Efectele lansarii acestei schimbari au fost
preponderant pozitive — produsul STAR Card a
consolidat relatiile bancii cu partenerii si a con-
tribuit la atragerea unui numar mai mare de
clienti, ceea ce a generat cresteri in volumele
tranzactionate. Pe de alta parte, efectele negative
S-au manifestat prin costuri operationale asociate
lansarii produsului, dar si prin nemultumiri din
partea unor clienti care nu intelegeau, initial, pe
deplin beneficiile sau conditiile de utilizare a
cardului. Reactia angajatilor a fost mixta: unii
angajati au fost entuziasmati de oportunitatea de
a promova un produs inovator, in timp ce altii s-
au confruntat cu anxietate din cauza schimbarii
si a necesitatii de a asimila si dezvolta cunostinte
si competente noi. Insa, prin instruiri si sprijin
managerial, majoritatea echipei a devenit incre-
zatoare in capacitatea de a gestiona si promova
noul produs. Clientii au reactionat in mod
divers: cei care apreciaza inovatia si beneficiile
tangibile au adoptat rapid STAR Card, fiind
incantati de avantajele acestuia, insa, a existat un
segment de clienti care a manifestat initial scep-
ticism, deoarece aveau nevoie de mai mult timp
si informatii suplimentare pentru a intelege utili-
tatea si cacarcteristicile produsului.

In anul 2022, B.C. ,,Victoriabank” S.A. a
introdus o noua schimbare — cardul Salut, o
initiativa fara precedent pentru banca — emiterea
unui card gratuit pentru intreaga duratd de viata a
detinatorului. Schimbarea respectiva a fost con-
ditionatd de mai multi factori interni si externi,
inclusiv presiunile externe, precum alinierea la
strategiile concurentilor si adaptarea la cerintele
tot mai exigente ale pietei, care au impulsionat
luarea acestei decizii. Aceasta schimbare a fost
una complexa, implicind mai multe subsisteme:
subsistemul operational a fost responsabil de
integrarea noilor procese legate de emiterea si
gestionarea cardurilor gratuite, iar subsistemele
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of Moldova that allowed purchases to be paid in
full online, either in interest-free fixed instal-
ments or from bonus points. It was an example
of change that aligned the banking product
portfolio to the demands of digitisation. The
launch of the STAR Card involved some signi-
ficant risks, namely: possible customer reluc-
tance to a new financial product, the complexity
of the implementation process, and the risk
that bank staff might have difficulties in pro-
moting the card due to lack of experience or
insufficient training.

The effects of the launch of this change
were overwhelmingly positive — the STAR Card
product strengthened the bank’s relationships
with partners and helped to attract more cus-
tomers, which led to increases in volumes traded.
On the other hand, the negative effects manifested
themselves in operational costs associated with
the product launch, but also in dissatisfaction
from some customers who initially did not fully
understand the benefits or the conditions of use of
the card. Employee reaction was mixed: some
employees were enthusiastic about the opportu-
nity to promote an innovative product, while
others were anxious about the change and the
need to assimilate and develop new knowledge
and skills. But through training and management
support, most of the team became confident in
their ability to manage and promote the new
product. Customers reacted differently: those who
value innovation and tangible benefits were quick
to adopt STAR Card and were delighted with its
benefits, but there was a segment of customers
who were initially sceptical as they needed more
time and information to understand the usefulness
and features of the product.

In 2022, B.C. “Victoriabank™ S.A. intro-
duced a new change — the Salut card, an unpre-
cedented initiative for the bank — issuing a card
free of charge for the lifetime of the cardholder.
This change was conditioned by several internal
and external factors, including external pressu-
res, such as aligning with competitors’ strategies
and adapting to increasingly demanding market
requirements, which fuelled this decision. This
was a complex change involving several sub-
systems: the operational sub-system was respon-
sible for integrating the new processes related to
the issuing and management of the free cards,
and the sales and marketing sub-systems played
a key role in promoting the card and attracting as
many users as possible.
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de vanzari si marketing au jucat un rol esential in
promovarea cardului si atragerea unui numar cat
mai mare de utilizatori.

Cu toate acestea, implementarea schim-
barii respective nu a fost lipsita de dificultati,
inclusiv de ordin perceptiv, caci emiterea si
deservirea cardurilor Salut, care erau oferite
gratuit clientilor, au generat cheltuieli pentru
B.C. ,Victoriabank” S.A.: dezvoltarea cardu-
rilor, productia lor, distribuirea catre utilizatori si
campaniile de promovare si publicitate. In plus,
unii clienti au privit cu scepticism beneficiile
reale ale unui card gratuit, exprimand ingrijorari
legate de confidentialitatea datelor sau de alte
aspecte de securitate.

Totusi, rezultatele obtinute au confirmat
eficienta acestei schimbari: in primul an de la
lansare si in anii urmatori, a crescut numarul de
clienti. In plus, aceastd schimbare a avut efecte
favorabile si asupra imaginii si reputatiei B.C.
,,Victoriabank™ S.A., contribuind la consolidarea
increderii clientilor si la cresterea loialitatii aces-
tora fata de banca. Astfel, B.C. ,,Victoriabank”
S.A. nu doar ca si-a fidelizat clientii existenti, dar
a reusit si sd atragd noi utilizatori, demonstrand
capacitatea sa de a se adapta si de a raspunde
eficient nevoilor pietei. Prin urmare, lansarea
cardului Salut a constituit o schimbare strategica,
cu rezultate pozitive semnificative atat pe termen
scurt, cat si pe termen lung.

Schimbirile in subsistemul tehnic si
tehnologic operate in cadrul B.C. ,Victoria-
bank” S.A. vizeaza digitalizarea si automatizarea
proceselor. In 2022, a fost implement proiectul
,Digital Onboarding”, care permitea identifica-
rea clientilor prin utilizarea tehnologiilor bio-
metrice, a inteligentei artificiale si automatizarii
proceselor prin RPA (Robotic Process Auto-
mation), toate acestea contribuind la 0 mai mare
eficienta si rapiditate in deservirea clientilor. In
conditiile in care accesibilitatea devine un factor
esential, tot mai multi clientii solicita posibi-
litatea de a interactiona cu institutia finaciara
fara a fi nevoiti sa se deplaseze la sediile bancii
pentru a se identifica sau a efectua operatiuni
bancare. Acest aspect este intensificat de o con-
Curenta tot mai acerba pe piatd si de necesitatea
de a digitaliza serviciile si procesele bancare, in

In 2022, investitiile bancii in acest proiect
au avut drept impact pozitiv reducerea semni-
ficativa a timpului si costurilor asociate relatiilor
cu clientii, administrarii tranzactiilor si gestio-

However, the implementation of this
change was not without difficulties, including
perceptual ones, as the issuance and servicing of
the Hello cards, which were offered free of
charge to customers, generated expenses for B.C.
“Victoriabank” S.A.: the development of the
cards, their production, their distribution to users,
and promotion and advertising campaigns. In
addition, some customers were sceptical about the
real benefits of a free card, expressing concerns
about data privacy or other security issues.

However, the results have confirmed the
effectiveness of this change: in the first year
after the launch and in the following years, the
number of customers increased. Moreover, this
change also had favourable effects on the image
and reputation of B.C. “Victoriabank™ S.A., con-
tributing to strengthening customer trust and
increasing their loyalty to the bank. Thus, B.C.
“Victoriabank” S.A. has not only gained the
loyalty of its existing customers, but has also
succeeded in attracting new users, demonstrating
its ability to adapt and respond effectively to
market needs. The launch of the Salut card was
therefore a strategic change, with significant
positive results both in the short and long term.

The changes in the technical and tech-
nological subsystem of B.C. “Victoriabank”
S.A. are aimed at digitisation and automation of
processes. In 2022, the “Digital Onboarding”
project was implemented, which enabled the
identification of customers through the use of
biometric technologies, artificial intelligence,
and process automation through RPA (Robotic
Process Automation), all of which contribute to
greater efficiency and speed in customer service.
As accessibility is becoming a key factor, more
and more customers are demanding the possi-
bility to interact with their financial institution
without having to go to the bank’s premises to
identify themselves or carry out banking ope-
rations. This is intensified by increasing compe-
tition in the market and the need to digitalise
banking services and processes in order to
remain competitive.

In 2022, the bank’s investment in this
project had the positive impact of significantly
reducing the time and costs associated with
customer relations, transaction administration
and account management, which favourably
influenced the bank’s competitiveness by offe-
ring customers the possibility to open accounts
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narii conturilor, fapt ce a influentat favorabil
competitivitatea bancii, oferind clientilor posibi-
litatea de a deschide rapid conturi, fard sa se
prezinte la unitatile bancare. Proiectul respectiv
a continuat sa aduca beneficii semnificative si in
2023, imbunatitind experienta clientilor prin
valorificarea unor solutii rapide si personalizate,
in acest mod banca reusind sa raspunda unor
tendinte-cheie in domeniul tehnologiiilor si al
proceselor, si anume: simplificarea procedurilor
pentru a fi accesibile si usor de utilizat chiar si
de catre persoane care nu au studii superioare, ce
constituie un factor esential pentru extinderea
bazei de clienti. Totodata, automatizarea proce-
selor, precum: perfectarea contractelor, gestiona-
rea fluxului de reclamatii si calcularea comisioa-
nelor, a permis reducerea erorilor si imbuna-
tatirea eficientei.

De asemenea, printre serviciile si produ-
sele digitale noi lansate pe parcursul anului
2022, se numara: lansarea noului produs Credit
Express Online — credit 100% online, destinat
clientilor ,,Victoriabank™; lansarea a trei noi port-
monee electronice Apple Pay, Google Pay si
Xiaomi Pay; emiterea unui nou serviciu pentru
clientii B.C. ,,Victoriabank” S.A.: Send to Friend
— care permite expedierea banilor catre un prieten
fara a-i cere numarul cardului bancar; lansarea
actualizarii online a chestionarului clientului
(KYC) — o solutie inovatoare in domeniul Know
Your Customer, complet automatizata, care per-
mite identificarea clientilor cu ajutorul celor mai
noi tehnologii biometrice, inteligentei artificiale
si RPA (Robotic Process Automation) [11].

Digitalizarea si deservirea la distanta au
avut impact asupra dinamicii retelei teritoriale a
bancilor. Astfel, in anul 2022 numarul de sucur-
sale s-a redus cu patru unitati si numarul
agentilor s-a diminuat cu 53 unititi. In acelasi
timp, numarul salariatilor din sistem a crescut cu
222 persoane. Numadrul utilizatorilor sistemelor
de deservire la distantd este in crestere, prin
web-banking crescand cu 23,2% si prin mobile-
banking cu 42,9%. Numarul total al opera-
tiunilor a crescut cu 12,9%, dintre care: 13,4%
pentru persoane fizice si 11,4% pentru persoane
juridice. Dacd in cazul persoanelor juridice a
crescut numarul de plati atat pentru web-banking
cat si mobile-banking, persoanele fizice au
migrat, partial, de la web-banking catre mobile-
banking [11].

O altd schimbare care denotd eforturi de
digitalizare, a fost implementarea in anul 2023 a
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quickly without having to visit the bank’s bran-
ches. This project continued to bring significant
benefits in 2023, enhancing the customer expe-
rience by leveraging fast and personalised solu-
tions, thus enabling the bank to respond to key
trends in technology and processes, namely:
simplifying procedures to be accessible and easy
to use even for people without higher education,
which is a key factor in expanding the customer
base. At the same time, the automation of pro-
cesses such as: contract finalisation, complaint
flow management and commission calculation,
has reduced errors and improved efficiency.

Also, among the new digital services and
products launched during 2022 are: the launch of
the new Credit Express Online product — 100%
online credit for “Victoriabank™ customers; the
launch of three new e-wallets Apple Pay, Google
Pay and Xiaomi Pay; the issuance of a new
service for B.C. customers. “Victoriabank™ S.A.
: Send to Friend — which allows sending money
to a friend without asking for their bank card
number; launch of the online update of the
Customer Questionnaire (KYC) — an innovative
solution in the field of Know Your Customer,
fully automated, which allows identifying cus-
tomers with the latest biometric, artificial intelli-
gence and RPA (Robotic Process Automation)
technologies [11].

Digitalisation and remote servicing have
had an impact on the dynamics of banks’ terri-
torial network. Thus, in 2022 the number of
branches decreased by four units and the number
of agents decreased by 53 units. At the same
time, the number of employees in the system
increased by 222 persons. The number of users
of remote service systems is increasing, with
web-banking increasing by 23.2% and mobile-
banking by 42.9%. The total number of tran-
sactions increased by 12.9%, of which: 13.4%
for individuals and 11.4% for legal entities.
While the number of payments for both web-
banking and mobile-banking increased for legal
entities, individuals partially migrated from web-
banking to mobile-banking [11].

Another change denoting digitisation
efforts was the implementation in 2023 of the
first banking chatbot available to customers
around the clock, under the hashtag #Digiti-
sationWant. The Alex chatbot offers the possi-
bility to reset card PINs, block cards, block the
VB24 app, as well as get answers to ques-
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primului chatbot bancar disponibil pentru clienti
non-stop, sub hashtagul #CuPoftaDeDigitalizare.
Chatbotul Alex ofera posibilitatea restabilirii
codului PIN de la card, blocarii cardurilor,
blocarii aplicatiei VB24, precum si obtinerii
raspunsurilor la intrebarile vizavi de serviciile si
produsele bancii — absolut instant. Chatbotul este
disponibil 24/24, fiind necesar doar codul OTP
pentru utilizare [12].

De asemenea, incepand cu 02 decembrie
2024, in chatbotul ALEX este disponibil un nou
flux —,,Vreau un credit”! Acest flux digital a fost
dezvoltat pentru sustinerea RM Retail, oferind
un instrument modern de atragere a clientilor si
crestere a volumelor de vanzari.

Despre asimilarea gi abordarea proactiva
de catre clienti a inovatiilor in servicii si tehno-
logii se mentioneaza in Raportul anual de acti-
vitate al bancii: ,,Gradul inalt de acceptare a
schimbarilor si tehnologiilor reprezintd trasaturi
definitorii ale clientilor B.C. ,,Victoriabank”
S.A. Comportamentul consumatorilor este intr-0
schimbare accelerata de la modul clasic de
deservire catre tehnologii moderne, autoservire,
deservire la distanta. Initiativele digitale imple-
mentate permit clientilor sa beneficieze de cele
mai multe produse fard a se deplasa fizic la
banca. Persoanele fizice pot deveni online clien-
tii B.C. ,,Victoriabank™” S.A., Inrolarea fiind asi-
gurati prin digital onboarding. in prezent,
aproape orice produs poate fi oferit digital” [13].

Una dintre schimbarile majore survenite in
urma fuziunii dintre B.C. ,,Victoriabank™ S.A. si
Grupul Financiar Banca Transilvania a fost
modificarea organigramei, incepand cu anul
2018, de la demararea fuziunii, pentru a se
ajunge la o variantd a organigramei functionala
si practica din toate punctele de vedere. Modi-
ficarile ulterioare in organigrame au inclus: mo-
dificari In denumiri de subdiviziuni, crearea de
directii noi, crearea de functii noi. In anii 2021 si
2022, Comitetului de Directie al bancii i se
subordonau patru vicepresedinti, iar in anul 2023
a fost creat un nou post — al cincilea vicepre-
sedinte, modificandu-se denumirea din Vicepre-
sedintele CBO in Vicepresedinte Aria Corporate
si Vicepresedinte Aria Retail. In plus, au avut
loc schimbari in denumirile directiilor: pe par-
cursul anului 2022, Directia Business Banking
si-a schimbat denumirea in Directia Business.
Subordonat direct Presedintelui Comitetului de
Directie (CEO), a aparut CTO — Chief Techno-
logy Officer. In anul 2023, din subordinea

tions regarding the bank's services and pro-
ducts — absolutely instantly. The chatbot is
available 24/24, only the OTP code is required

for use [12].
Also, as of 02 December 2024, a new flow
is available in the ALEX chatbot — "l want a

credit"! This digital flow was developed to
support RM Retail, providing a modern tool to
engage customers and increase sales volumes.

The bank’s Annual Activity Report states
about the customers’ assimilation and proactive
approach to innovations in services and techno-
logies: “The high degree of acceptance of chan-
ges and technologies is a defining feature of
B.C. customers. B.C. “Victoriabank™” S.A. Cus-
tomers’ behaviour is undergoing an accelerated
change from the classical way of service to
modern technologies, self-service, remote ser-
vice. Implemented digital initiatives allow cus-
tomers to benefit from most products without
physically travelling to the bank. Individuals
can become online customers of B.C. “Victoria-
bank” S.A., enrolment is ensured through digital
onboarding. Today, almost any product can be
offered digitally” [13].

One of the major changes following the
merger between B.C. “Victoriabank™ S.A. and
the Banca Transilvania Financial Group was the
modification of the organisational chart,
starting with 2018, since the start of the merger,
in order to arrive at a functional and practical
organisational chart in all respects. Subsequent
changes in the organisational charts included:
changes in the names of subdivisions, creation of
new directorates, creation of new functions. In
the years 2021 and 2022, the Bank’s Manage-
ment Committee was subordinated to four Vice
Presidents, and in 2023 a new position was
created — the fifth Vice President, changing the
title from Vice President CBO to Vice President
Aria Corporate and Vice President Aria Retail.
In addition, there were changes in the names of
the directorates: during 2022, the Business
Banking Directorate changed its name to the
Business Directorate. Reporting directly to the
Chairman of the Management Board (CEO), the
CTO — Chief Technology Officer, appeared. In
the year 2023, the following subdivisions
became subordinate to the Vice President of the
CBO from the Vice President of the Corporate
Area: Corporate Customers Division, Business
Banking Division and Customer Service Divi-
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Vicepresedintului CBO, au trecut in subordinea
Vicepresedintelui Aria Corporate urmatoarele
subdiviziuni: Directia Clienti Corporativi, Direc-
tia Business Banking si Directia Customer Ser-
vice. Aceste schimbari au avut un impact pozitiv
asupra diviziunii muncii, oferind angajatilor o
structurd mai clard pentru perceptie, oportunitati
de dezvoltare profesionala si o mai bund orga-
nizare a activitatilor In cadrul bancii.

In sistemul de relatii cu clientii, a fost
implemntatd o schimbare necesard si utilda in
anul 2023 — un sistem reinnoit de gestionare a
reclamatiilor clientilor, Tn scopul imbunatatirii
eficientei si reducerii timpului de procesare.
Inaintea acestei schimbari, fluxul de analiza si
transmitere a raspunsurilor la reclamatiile clien-
tilor era un proces lent, care genera nemultumiri
din partea acestora si constituia o experienta de
client mai putin placuta. Schimbarea aplicata a
fost de naturd tehnologicd si a vizat moderni-
zarea si optimizarea fluxului de gestionare a
reclamatiilor, implicand un proces de tranzitie
din sistemul vechi, bazat pe SharePoint, Intr-un
sistem nou, Temenos 4.

Implementarea acestui nou sistem a impli-
cat eforturi financiare pentru dezvoltare, testare
si implementare, dar si timp pentru adaptarea
personalului la noile cerinte. A fost necesar ca
angajatii sd fie instruiti pentru a li se oferi
cunostintele necesare si a le dezvolta competente
de utilizare a noului software, precum si pentru
adaptarea la noile proceduri. Aceastd schimbare
a adus bancii numeroase beneficii: rapiditate si
eficientd In gestionarea fluxului de reclamatii,
fiind nevoie de mai putin timp, o transparenta
mai mare in decurgerea procesului, astfel incat
persoanele implicate in procesul de solutionare a
reclamatiilor pot urmari mai usor stadiul aces-
tora. Drept consecintd, clientii au putut sesiza o
imbunatétire a calitatii serviciilor, iar procesul
de solutionare, mai rapid si mai efficient, a dus
la o satisfactie crescutd din partea acestora.
Astfel, schimbarea implementatd a avut un im-
pact pozitiv nu doar asupra modului in care erau
gestionate reclamatiile, dar si asupra relatiilor
generale cu clientii, demonstrand angajamentul
bancii fatd de imbunitatirea continud a ser-
viciilor oferite.

In cadrul B.C. ,Victoriabank” S.A., in
intervalul anilor 2019-2024, au avut loc multiple
schimbari in politica de personal, care au fost
initiate si implementate pentru a crea un mediu
de lucru motivant si stabil, pentru a reduce fluc-
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sion. These changes have had a positive impact
on the division of labour, providing employees
with a clearer structure for perception, oppor-
tunities for professional development and better
organisation of activities within the bank.

In the customer relations system, a
necessary and useful change was implemented in
2023 — a revamped customer complaint handling
system to improve efficiency and reduce pro-
cessing time. Prior to this change, the flow of
analysing and responding to customer com-
plaints was a slow process, generating customer
dissatisfaction and a less pleasant customer
experience. The change implemented was
technological in nature and aimed at moder-
nising and optimising the complaints handling
workflow, involving a transition process from
the old SharePoint-based system to a new
Temenos 4 system.

The implementation of this new system
has involved financial efforts for development,
testing and implementation, as well as time to
adapt staff to the new requirements. Staff had to
be trained to provide them with the necessary
knowledge and develop their skills to use the
new software and to adapt to the new pro-
cedures. This change has brought many benefits
to the bank: speed and efficiency in managing
the complaints flow, less time is needed, more
transparency in the process so that those invol-
ved in the complaints handling process
can more easily follow the status of their com-
plaints. As a result, customers have been able to
notice an improvement in the quality of service
and the faster and more efficient resolution
process has led to increased customer satis-
faction. Thus, the change has had a positive
impact not only on the way complaints were
handled, but also on overall customer relations,
demonstrating the bank’s commitment to con-
tinuous service improvement.

Within B.C. “Victoriabank: S.A., in the
period 2019-2024, there have been multiple
changes in the personnel policy, which were
initiated and implemented in order to create a
motivating and stable working environment, to
reduce staff turnover and to increase the level of
employee satisfaction. Among the changes made
are: the introduction of meal vouchers, holiday
bonuses for holidays of at least 14 days, as well
as financial incentives for meeting or exceeding
short-term targets, known as “BSC incentive



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

tuatia de personal si a spori nivelul de satisfactie
al angajatilor. Printre schimbarile efectuate se
numadra: introducerea tichetelor de masa, prime
de vacanta pentru concedii de cel putin 14 zile,
precum si stimulente financiare pentru indepli-
nirea sau depasirea obiectivelor pe termen scurt,
cunoscute sub denumirea de ,,scheme de incen-
tivare BSC”. Pentru valorificarea oportunitatilor
de dezvoltire profesionald, angajatilor li se
asigurd acces la o platformd de e-Learning si
tora pot beneficia de stagii de practica gratuite.
in 2019, a fost lansat VB Employee Experience
Index (EEI), — un chestionar menit sa ajute
managementul sa inteleagd cit mai bine relatia
angajat/manager si angajat/entitate per general si
sd vada care ar fi cele mai bune solutii de Imbu-
natatire a acestei relatii [11]. Tot in context
financiar, angajatii au apreciat pozitiv un instru-
ment introdus in 2023, si anume acordarea unui
beneficiu financiar in marimea unui salariu tari-
far dupa primul an de activitate in cadrul bancii.
Prin implementarea schimbarilor in susbsistemul
de personal, B.C. ,,Victoriabank™ S.A. a reusit sa
creeze un mediu de lucru mai stabil si mai
motivant, reducind fluctuatia de personal si
ridicand gradului de satisfactie a angajatilor fata
de locul de munca si fata de angajator.

Ca 0 consecinta pozitiva a eforturilor de
schmbari, in anul 2024, fluctuatia de personal a
scazut semnificativ fatd de 2019, ajungind la
aproximativ 9%, un progres considerabil fata de
18% anterior. Aceasta scadere a fost un rezultat
direct al masurilor implementate in politica de
personal, care au avut ca scop Imbunatatirea
conditiilor de munca, motivarea angajatilor si
sprijinirea echilibrului intre viata profesionala si
personald. De asemenea, angajatii au inceput sa
aprecieze tot mai mult oportunitatile de dez-
voltare profesionald, stimulentele financiare si
beneficiile oferite, ceea ce a contribuit in mod
semnificativ la retentia acestora.

Proiectul ,,Tellerul universal” (operator
universal). In luna martie 2019, a fost lansat
Proiectul ,,Tellerul Universal” — un proiect ce
face parte din transformarea Front Office-lui in
telleri universali. Procesul de instruire a inceput
cu 143 angajati (din 176 eligibili), organizandu-
se 23 sesiuni de formare [13]. Aceastd schimbare
a fost justificatd de mai multi factori, inclusiv:
cozile mari la ghiseele bancii si nemultumirea
clientilor din cauza necesititii de a apela la mai
multi operatori pentru a realiza diverse

schemes”. In order to capitalise on professional
development opportunities, employees are pro-
vided with access to an e-Learning platform and
continuing education opportunities, and their
children can benefit from free internships. In
2019, the VB Employee Experience Index (EEI)
was launched, a questionnaire designed to help
management better understand the employee/
manager and employee/entity relationship in
general and to see what would be the best solu-
tions to improve this relationship [11]. Also in
the financial context, employees were positive
about a tool introduced in 2023, namely the
provision of a financial benefit in the amount of
a tariff salary after the first year of employment
with the bank. By implementing changes in its
personnel system, B.C. “Victoriabank” S.A.has
managed to create a more stable and motivating
working environment, reducing staff turnover
and raising the level of employee satisfaction
with the workplace and the employer.

As a positive consequence of the schmbari
efforts, staff turnover in 2024 decreased signi-
ficantly compared to 2019, to approximately 9%,
a considerable improvement from 18% pre-
viously. This decrease was a direct result of the
measures implemented in the personnel policy,
which aimed to improve working conditions,
motivate employees and support work-life ba-
lance. Employees have also begun to increa-
singly appreciate the professional development
opportunities, financial incentives and benefits
on offer, which has contributed significantly to
employee retention.

Universal Teller (universal operator)
project. In March 2019, the Universal Teller
Project was launched — a project that is part of
the Front Office’s transformation into universal
tellers. The training process started with 143
employees (out of 176 eligible) and 23 training
sessions were organised [13]. This change was
justified by a number of factors, including: long
gueues at bank counters and customer dissa-
tisfaction due to the need to use multiple ope-
rators to perform various operations. In the
context of strong competition in the banking
sector and the need to optimise costs, it was
deemed necessary to implement this transition to
universal operators. This change took place in
the context of major changes, which took place
simultaneously in several sub-systems of the
bank, such as human resources, information
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operatiuni. In contextul unei concurente puter-
nice in sectorul bancar si al cerintei de a opti-
miza costurile, s-a considerat necesard imple-
mentarea aceastei tranzitii catre operatorii uni-
versali. Schimbarea respectiva a avut loc in con-
textul schimbarilor majore, care s-a desfasurat
simultan in mai multe subsisteme ale bancii,
cum ar fi: resursele umane, tehnologiile informa-
tionale, vanzarile si marketingul. Trebuia sd se
asigure nu doar o reproiectare a structurii organi-
zatorice, ci si o instruire a angajatilor, in special,
in domeniul legislativ si procedural, pentru a
putea face fatd noilor cerinte operationale. In
plus, au fost necesare ajustari ale infrastructurii,
inclusiv adaptarea la noile conditii de munca a
angajatilor afectati de aceasta schimbare.

Beneficiile acestei schimbiri, in modul de
organizare a activitatii operatorilor, au fost evi-
dente atat pentru bancd, cat si pentru clienti.
Pentru clienti, beneficiile rezida in faptul ca s-a
redus timpul de deservire la ghiseu, avand deja
un singur punct de contact pentru multiple ser-
vicii bancare. Totodatd, angajatii, care au devenit
mai flexibili si versatili, dobandind abilitati
pentru a gestiona diverse tipuri de operatiuni, au
contribuit la cresterea nivelului de satisfactie al
clientilor si, implicit, la cresterea veniturilor
bancii prin promovarea produselor si serviciilor
aditionale. De asemenea, un impact pozitiv pen-
tru angajatii bancii este si faptul ca acestia au o
mai mare satisfactie datoritd diversificarii atribu-
tiilor lor si a oportunitatilor de dezvoltare.

Totusi, implementarea sistemului de telleri
universali a conditionat si unele provocari.
Datorita fluxului mare de clienti si diversitatii
operatori in executarea atributiilor. Acest lucru a
fost cauzat de complexitatea sarcinilor si de
numarul mare de clienti care trebuiau deserviti
intr-un timp relativ scurt. In plus, au aparut
dificultdti legate de faptul cad gradul si nivelul de
asimilare a cunostintelor, si de formare a noilor
competente, initial, a fost substantial diferit, din
cauza diferentelor in ritmurile de adaptare ale
operatorilor, fapt care, a creat provocari in ges-
tionarea cererilor clientilor si In mentinerea unui
nivel ridicat al calitatii serviciilor.

In ansamblu, tranzitia citre sistemul de
telleri universali a generat economii conside-
rabile pentru bancd, reducand costurile asociate
cu operarea mai multor specialisti pe functii
distincte. Totusi, dificultatile Intdmpinate in pro-
cesul de implementare si adaptare au subliniat
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technology, sales and marketing. Not only the
organisational structure had to be redesigned, but
also employees had to be trained, in particular in
legislative and procedural matters, in order to
cope with the new operational requirements. In
addition, adjustments to the infrastructure were
necessary, including the adaptation to the new
working conditions of the employees affected by
this change.

The benefits of this change in the way the
operators’ work was organised were obvious for
both the bank and the customers. For customers,
the benefits lie in the fact that service time at the
counter has been reduced, as they now have a
single point of contact for multiple banking
services. At the same time, the employees, who
have become more flexible and versatile, acqui-
ring the skills to handle different types of
operations, have contributed to increased custo-
mer satisfaction and, in turn, to the bank's
revenues by promoting additional products and
services. Also, a positive impact for the bank's
employees is the fact that they are more satisfied
due to the diversification of their duties and
development opportunities.

However, the implementation of the
universal teller system has also presented some
challenges. Due to the large flow of customers
and the diversity of operations, there were initial
difficulties for operators in performing their
duties. This was caused by the complexity of the
tasks and the large number of customers to be
served in a relatively short time. In addition,
there were difficulties related to the fact that the
degree and level of assimilation of knowledge,
and training of new skills, initially differed
substantially, due to differences in the pace of
adaptation of operators, which created challen-
ges in managing customer demands and main-
taining a high level of service quality.

Overall, the transition to the universal
teller system has generated considerable cost
savings for the bank by reducing the costs
associated with operating multiple specialists in
separate functions. However, the difficulties
encountered in the implementation and adap-
tation process underlined the continued need for
staff training and infrastructure improvements to
effectively support this organisational change.

Any change, whatever its nature, involves
both positive effects, which contribute to process
improvement, and barriers or even negative
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nevoia continud de formare a personalului si de
imbunatatire a infrastructurii, pentru a sustine
eficient aceastd schimbare organizationala.

Orice schimbare, indiferent de natura sa,
implicd atat efecte pozitive, care contribuie la
imbunatatirea proceselor, cat si bariere sau chiar
efecte negative, care necesita ajustiri pe parcurs.
In acest context, si tranzitia citre modelul de
telleri universali 1n cadrul tuturor filialelor
bancii, a adus cu sine atat efecte positive, cat si
efecte negative. Aceste efecte sunt enumerate in
Tabelul 1.

effects, which require adjustments along the
way. In this context, the transition to the univer-
sal teller model in all the Bank's subsidiaries also
brought with it both positive and negative
effects. These effects are listed in Table 1.

Tabelul 1/ Table 1

Efectele schimbarii organizationale ca rezultat al trecerii
de la operatori specializati la telleri universali in cadrul B.C. ,,Victoriabank” S.A./
The effects of organisational change as a result of the transition from
from specialised operators to universal tellers in B.C. “Victoriabank” JSC

Efecte pozitive pentru banca, angajati si clienti/
Positive effects for bank, employees and
customers

Bariere, provocari si efecte negative/
Barriers, challenges and negative effects

1. Reducerea timpului de asteptare pentru clienti/
Reducing customer waiting time

2. Cresterea eficientei operationale a bancii/
Increasing the bank’s opperational efiiciency

3. Imbunatatirea experientei clientilor/
Improving the customer experience

4. Crestrea nivelului de flexibilitate al angajatilor si
diversificarea abilitatilor acestora/
Increasing employees' flexibility and diversifying
their skills

5. Cresterea gradului de satisfactie al angajatilor/
Increasing employee satisfaction

6. Imbunititirea imaginii bancii si a satisfactiei
clientilor/
Improving the bank's image and customer
satisfaction

7. Posibilitatea de Inlocuire cu usurinta a per-
soanelor temporar absente la serviciu/
Possibility to easily replace people temporarily
absent from work

8. Procesul de instruire a noilor angajati a fost
facilitat de cadrul universal de competente si
aptitudini/
The training process for new staff was facilitated
by the universal competences and skills
framework

1. Rezistenta la schimbare din partea unor angajati,
din cauza neintelegerii initiale a ideii si
impactului schimbarii/

Resistance to change on the part of some
employees due to initial misunderstanding of the
idea and impact of the change

2. Necesitatea unei perioade de adaptare si invatare
pentru angajati/

The need for an adaptation and learning period for
employees

3. Aparitia erorilor initiale, ca urmare a diversificarii
sarcinilor/

The occurrence of initial errors due to task
diversification

4. Necesitatea unui timp suplimentar pentru
instruire/

Need for additional time for training

5. Suprasolicitarea angajatilor la inceputul
schimbarii, din cauza gestionarii unui volum mare
de tranzactii complexe/

Overburdening employees at the beginning of the
change due to managing a high volume of
complex transactions

Sursa: elaborat de autori/ Source: elaborated by the authors
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Chiar daca, la inceput, unii angajati au
manifestat rezistentd fatd de schimbare, din
cauza faptului cd initial nu cunosteau detalii
despre priect, despre proces, aveau temeri legate
de volumul crescut de sarcini de invatat si
gestionat, in timp, acestia au Inteles ca schim-
barile aduse au fost benefice. La inceput,
operatorii au fost stresati din cauza diversificarii
responsabilitdtilor si de complexitatea noilor
sarcini, insa, pe masura ce s-au adaptat la noile
cerinte, au inteles avantajele reformei.

De fapt, aceasta reactie este una fireasca
pentru orice colectiv de angajati in procesul ori-
caror schimbari, Intrucdt angajatii se confrunta
cu elemente necunoscute, ce trebuie asimilate si
care presupune un grad sporit de certitudine,
pentru explorarae careia este nevoie de efort,
timp, vointd si rabdare. Unul dintre cele mai
importante beneficii identificate a fost cultivarea
execute aceleagi operatiuni, ceea ce a permis
inlocuirea facild a celor absenti temporar, fara a
fi necesar sa se faca diferentierea intre posturile
specializate. Astfel, majoritatea angajatilor au
apreciat schimbarea, confirmidnd cd aceasta a
fost una binevenitd si beneficd pe termen lung,
atat pentru dezvoltarea lor profesionald, cat si
pentru succesul organizational. Desi majoritatea
angajatilor au acceptat si apreciat schimbarile,
unii dintre ei au fost initial reticenti fatd de noile
politici, in special, in privinta trecerii la un
sistem de lucru mai flexibil si mai dinamic de
muncd, care a presupus rotatia posturilor de
lucru si asumarea unor responsabilitati suplimen-
tare. Aceastd reticentd a fost remarcatd mai ales
in randul angajatilor cu experientd mai mare,
care au fost obisnuiti cu un sistem de lucru mai
stabil. Totusi, aceastad problemd a fost depasita
printr-o comunicare constanta intre manageri si
angajati si prin oferirea de suport informational,
infrastructural adecvat.

Schimbari strategice
., Victoriabank ” S.A.

B.C. ,,Victoriabank” S.A. continui pro-
cesul de transformare strategici prin
urmatoarele actiuni recente:

v" Fuziunea cu BCR Chisinau, finalizatd cu
succes la data de 01.03.2025. Aceasta
fuziune a consolidat pozitia pe piata si a
condus la extinderea retelei teritoriale, a
numarului de clienti si angajati.

v/ Semnarea acordului de intentie pentru
achizitionarea a 100% din capitalul social

in cadrul B.C.
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Even though some employees initially
resisted the change, due to a lack of detailed
information about the project and process, as
well as concerns about the increased volume of
tasks to learn and manage, over time, they came
to understand that the changes were beneficial.
At first, the tellers were stressed by the diver-
sification of responsibilities and the complexity
of the new tasks. However, as they adapted to
the new requirements, they began to recognize
the advantages of the reform.

In fact, this reaction is natural for any
group of employees undergoing change, as they
are faced with unknown elements that must be
understood, something that requires effort, time,
will, and patience. One of the most important
benefits identified was the cultivation of flexi-
bility: all employees became capable of perfor-
ming the same operations, which allowed for the
easy substitution of temporarily absent staff,
without the need to differentiate between spe-
cialized positions.

Thus, the majority of the employees
appreciated the change, confirming that it was
welcome and beneficial in the long term, both
for their professional development and organi-
sational success. Although most employees
accepted and appreciated the changes, some of
them were initially reluctant about the new
policies, in particular, the move to a more
flexible and dynamic system of working, which
involved rotating job positions and taking on
additional responsibilities. This reluctance was
particularly noticeable among more experienced
employees, who were used to a more stable
working system. However, this problem was
overcome by constant communication between
managers and employees and by providing
adequate informational, infrastructural and
organisational support.

Strategic changes at B.C. “Victoriabank”
JSC

B.C. “Victoriabank” S.A. continues the
process of strategic transformation through
the following recent actions:

v Merger with BCR Chisinau, successfully
completed on 01.03.2025. This merger
strengthened the market position and led
to the expansion of the territorial network,
number of customers and employees.

v" Signing of the agreement of intent to
acquire 100% of the share capital of OCN
“MICROINVEST” S.R.L. on 11.04.2025.
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al OCN ,, MICROINVEST” S.R.L. la data
de 11.04.2025. Aceastd achizitie va con-
tribui la extinderea bancii prin diversi-
ficarea portofoliului de servicii, micro-
finantarea fiind 0 nisa importantd pentru
sustinerea clientilor — companiilor mici si
mijlocii din Republica Moldova [14].
Concluzii
Analiza practicd a schimbarilor imple-
mentate in cadrul B.C. ,,Victoriabank” S.A.
denotd un procese de transformare organiza-
tionald bine coordonat, orientat spre adapta-
bilitate, eficientd operationald si satisfacerea
cerintelor pietiei. Implementarea proiectelor de
digitalizare, a initiativei ,,Tellerul Universal”,
precum si reconfigurarea structurii organiza-
torice, a subsistemului de personal, reflectd
potentialul si ambitia institutiei de a raspunde
dinamic provocirilor interne si externe. In pofida
dificultatilor inerente oricarui proces de schim-
bare organizationald, — precum rezistenta la nou,
timpul si resursele financiare sau necesitatea
instruirii suplimentare, — B.C. ,,Victoriabank”
S.A. a reusit sa isi consolideze pozitia In sectorul
bancar din Republica Moldova, demonstrand ca
schimbarea bine gestionatd, continua, este esen-
tiala pentru competitivitate, confirmandu-si,
totodatd, angajamentul pentru modernizare si
dezvoltare durabila.

This acquisition will contribute to the
bank's expansion by diversifying the
portfolio of services, microfinance being
an important niche for supporting cus-
tomers — small and medium-sized compa-
nies in the Republic of Moldova [14].
Conclusions
Practical analysis of the changes imple-
mented within B.C. “Victoriabank™ S.A. denotes
a well-coordinated organisational transformation
process, oriented towards adaptability, operatio-
nal efficiency and meeting market requirements.
The implementation of digitisation projects, the
“Universal Teller” initiative, as well as the
reconfiguration of the organisational structure,
the personnel subsystem, reflect the institution’s
potential and ambition to respond dynamically to
internal and external challenges. Despite the
difficulties inherent in any process of organi-
sational change, — such as resistance to the new,
time and financial resources or the need for
additional training, B.C. “Victoriabank” S.A has
managed to consolidate its position in the ban-
king sector in the Republic of Moldova,
demonstrating that well-managed, continuous
change is essential for competitiveness, while
confirming its commitment to modernisation and
sustainable development.
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Imaginea reprezinta un element esential §i
un activ important atdt pentru indivizi, cdt si
pentru entitdtile economice sau statele natio-
nale. Imaginea de tara contine un complex de
caracteristici care S-au constituit in procesul
dezvoltarii evolutive a tarii, care includ: ele-
mente culturale, peisaje naturale, patrimoniu
istoric, calitatea produselor sau serviciilor, tra-
saturi ale psihologiei nationale, sistemul de
valori, orientarea politicii externe si imaginea
diplomatica, nivelul de dezvoltare tehnologica si
gradul de digitalizare, promovarea turistica
precum si discursul mediatic si influenta opiniei
publice, inclusiv a influencerilor.

Scopul acestei cercetari constd in identi-
ficarea simbolurilor culturale, politice, tehnolo-
gice, precum si a valorilor caracteristice psiho-
logiei nationale care sunt specifice tuturor gene-
ratiilor de consumatori si care imbindndu-se ar
putea contura un potential capitalul de imagine
al Republicii Moldova, adaptat relatiilor de
globalizare si digitalizare.

Cuvinte-cheie: imagine de tara, globali-
zare, digitalizare, generatii de consumatori,
valori autentice, valori ,, perisabile”.

JEL: M37, H83, Z18.

Introducere

Potrivit clasamentului realizat de Brand
Finance Brandirectory, Republica Moldova, in
anul 2025, a fost plasatd pe locul 113 din 192 de
state, intre Mongolia (112) si El Salvador [1],
inregistrind o crestere a pozitiei fatd de anul
2024 cu 5 nivele (locul 118 din 193 de state
incluse in acest clasament) [2]. Conform Global
Soft Power Index [2], valoarea brandului de tara
al Republicii Moldova a fost estimat la 12,3
miliarde de dolari. O pozitionare favorabila
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Image is an essential element and an im-
portant asset for individuals, economic entities,
and nation states alike. The country’s image
contains a complex set of characteristics that
have been developed in the process of the
country’s evolutionary development, which in-
clude: cultural elements, natural landscapes, his-
torical heritage, the quality of products or ser-
vices, features of national psychology, the system
of values, foreign policy orientation and diplo-
matic image, the level of technological develop-
ment and degree of digitalization, tourism promo-
tion, as well as media discourse and the influence
of public opinion, including that of influencers.

The purpose of this research is to identify
cultural, political, technological symbols, as well
as values inherent to the national psychology,
which are common to all generations of con-
sumers and which, when combined, could con-
tribute to shaping the image capital of the
Republic of Moldova, adapted to the dynamics of
globalization and digitalization.

Keywords: country image, globalization,
digitalization, consumer generations, authentic
values, ,, perishable” values.

JEL: M37, H83, Z18.

Introduction

According to the ranking carried out by
Brand Finance Brandirectory, in 2025, the
Republic of Moldova, was ranked 113th out of
192 countries, between Mongolia (112) and El
Salvador [1], registering a five-position impro-
vement compared to 2024 (118th out of 193
countries included in this ranking) [2]. Accor-
ding to the Global Soft Power Index [2], the
Republic of Moldova’s nation brand was esti-
mated at USD12.3 billion. A favourable positio-
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a imaginii in acest clasamentul poate genera
efecte economice semnificative, precum cres-
terea nivelului investitiilor strdine, reducarea
migratiei externe, cresterea veniturilor n indus-
tria HoReCa, iar prin efectul de tip hermetic,
acest avantaj se perpetueaza, aducand o crestere
a bundstarii sociale.

Prin urmare, intr-o conjuncturd a globali-
zarii, standardizarii prin digitalizare si unifor-
mizarii modelelor de gandire si actiune prin
expunerea la aceleasi continuturi de pe platforme
precum Tik Tok sau alte retele de socializare,
mentinerea identitatii, diversitatii culturale si
pastrarea unui avantaj competitiv sustenabil —
reflectat prin capitalul de imagine a unei tari —
necesita eforturi sustinute. Acestea trebuie focu-
sate pe promovarea valorilor pozitive asigurarea
precum si pe o participare activa si constructiva
in cadrul comunitatii internationale.

Totusi, imaginea unei tari este evaluata
sub doua aspecte: perceptia pe care o au cetatenii
asupra propriei tari si perceptia strainilor despre
natiunea respectiva. Perceptiile strdinilor despre
imaginea de tard sunt generate de atitudinea si
comportamentul membrilor diasporei 1n acea
tard, de experientele directe ale vizitatorilor
strdini, dar si de retorica presei si a influencerilor
care promoveaza atractiile turistice.

Cu toate acestea, imaginea unei natiuni este,
in primul rand, rezultatul perceptiilor interne ale
localnicilor. In timp ce brandul de tari este 0
constructie complexa, strategicd, menitd sd mo-
deleze unele perceptii externe, imaginea de tara
este perceptia existentd, formata spontan, adesea
variabild, in functie de generatiile de consumatori.
Varietatea perceptiilor deriva si din faptul ca
unele elemente caracteristice imaginii au caracter
Hperisabil” sau persistd pe timpul unui mandat
politic, ca de exemplu valorile si personalitatile
politice a caror influentd este limitatd la durata
unui mandat. In schimb, valorile culturale ale
seniorilor — precum rabdarea, intimitatea, con-
versatia — sunt inlocuite, tot mai frecvent, de
valorile epocii digitale, ca: rapiditatea, vizibi-
litatea si validarea prin aprecieri (,,like-uri”).
Astfel, a aparut o ,,cultura a imediatului”, aflata in
opozitie cu valorile culturale bazate pe reflectie,
profunzime si traditie. In acest context, creste
accentul pe transparentd, drepturile individuale,
diversitate, se modifica valorile legate de munca
si de educatie. Aceastd tranzitie a valorilor de la
traditionalism la un relativism moral nu este
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ning in this ranking can generate significant
economic benefits, including an increase in the
level of foreign investment, a reduction in
external migration, and higher revenues in the
HoReCa industry. Furthermore, through the
hermetic effect, this advantage is perpetuated,
bringing an increase in social welfare.

Therefore, in a context of globalization,
standardization through digitalization and the
uniformity of thinking and behavioural models
through exposure to identical content on plat-
forms such as Tik Tok or other social networks,
maintaining identity, cultural diversity and pre-
serving a sustainable competitive advantage,
reflected in a country’s image capital, requires
sustained efforts. These efforts should be focused
on promoting positive values, ensuring transpa-
rency and accountability in governance, as well
as on active and constructive participation within
the international community.

However, a country’s image is evaluated
under two aspects: the perception that citizens
have of their own country and the perception of
foreigners about that nation. Foreigners’ percep-
tions of the country’s image are generated by the
attitude and behaviour of diaspora members in
that country, by the direct experiences of foreign
visitors, but also by the rhetoric of the media and
influencers who promote the country’s tourist
attractions.

Nevertheless, the image of a nation is, first
and foremost, the result of the internal per-
ceptions of the locals. While a country brand
represents a complex and strategic construction,
meant to shape some external perceptions, the
country’s image is the existing perception, for-
med spontaneously, often variable, depending on
the generations of consumers. The variety of
perceptions also derives from the fact that some
elements characteristic of the image have a
“perishable” character or persist during a politi-
cal mandate, such as political values and per-
sonalities whose influence is limited to the
duration of a mandate. By contrast, the cultural
values of seniors, such as patience, intimacy, and
meaningful conversation, are increasingly being
replaced by the values of the digital age, such as
speed, visibility and validation through apprecia-
tions (“likes”). Thus, a “culture of immediacy”
has emerged, which stands in opposition to cul-
tural values based on reflection, depth, and tra-
dition. In this context, the greater emphasis is
placed on transparency, individual rights, and
diversity, while values related to work and edu-
cation are undergoing significant transformation.
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specifica doar Generatiilor Alfa si Z, dar este
sustinutd si de Generatia X si Millennials.

Metode de cercetare aplicate

Pentru analiza imaginii interne a Repu-
blicii Moldova, a fost utilizatd metoda anchetei
sociologice. Aceasta cercetare a vizat consuma-
torii din Generatiile X, Y si Z si s-a desfasurat in
perioada 06.05.2025 — 08.05.2025, asupra unui
esantion de convenienta, realizat ad-hoc format
din 77 de persoane, iar chestionarul a fost distri-
buit prin aplicatia Viber, prin link-ul https://docs.
google.com/forms/d/1rX1QvcUzwR-Kc2ey-
JgbXjMNUo2al-MOwLB3mXP9eql/edit.

Chestionarul a fost constituit din 28 de
intrebari, majoritatea cu caracter deschis, pentru a
identifica idei, opinii ce ar putea consolida capita-
lul de imagine al Republicii Moldova. Pentru
interpretarea rezultatelor s-au folosit marimile
relative de structurd si coordonare, diferentiala
semanticd, scala lui Likert, metoda ordonarii ran-
gurilor. Pentru validarea unor rezultate ale anche-
tei, au fost consultate datele Biroului National de
Statisticd cu privire la formarea valorii adaugate
brute pe activitati si informatia fiscald cu privire
la taxa de aplicare a simbolicii locale.

Rezultate si discutii

Din totalul celor 77 de persoane chestio-
nate, 67,5% au fost de sex feminin, 28,6% de sex
masculin, iar 3,9% s-au identificat cu optiunea
»alt gen”. Dupa categoria de varsta, rezultatele
chestionarului s-au focusat astfel:

This transition of values from traditionalism to
moral relativism is not specific only to Gene-
rations Alpha and Z, but is also supported by
Generation X and Millennials.

Research Methodology

In order to analyse the internal image of
the Republic of Moldova, the sociological
survey method was used. This research targeted
consumers from Generations X, Y and Z and
was conducted between 06 and 08 May 2025,
based on a convenience sample, conducted ad-
hoc, comprising 77 individuals. The question-
naire was distributed through the Viber appli-
cation, via the link https://docs.google.com/
forms/d/1rX1QvcUzwR-Kc2ey-
JgbXjMNUo2al-MOwLB3mXP9eql/edit.

The questionnaire consisted of 28 ques-
tions, most of which were open-ended, aimed at
identifying ideas and opinions that could con-
tribute to strengthening the image capital of the
Republic of Moldova. The interpretation of results
employed structural and proportional indicators,
semantic differential analysis, the Likert scale, and
the rank-ordering method. In order to validate
some of the survey results, the National Bureau of
Statistics concerning the data on the formation of
gross added value by activities as well as fiscal
information on the local symbolism application
tax, were consulted.

Results and Discussion

Of the total 77 people surveyed, 67.5%
identified as female, 28.6% as male, and 3.9%
selected the ,other gender” option. By age
category, the results of the questionnaire con-
centrated as follows:

6,5%

0%

49,4%

40,3% .
mPana la 18 ani / Up to 18 years

19-35ani/ 19 - 35 years

W 36 - 45 ani / 36 - 45 years

46 - 62 ani / 46 - 62 years

= Mai mult de 63 ani / More than 63
years

Figura 1. Repartitia respondentilor dupi categoria de varsta /
Figure 1. Distribution of respondents by age category
Sursa: elaborata de autoare in baza studiului realizat /
Source: developed by author based on the carried out study
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Astfel, se poate conchide ca repartitia son-
dajului pe grupe de varstd cuprinde, in special,
Generatiile Y si Z, respondentii care reprezinta
forta activa de munca, principalii consumatori de
bunuri si servicii, cei care au deja fundamentat
un set de valori si cei care pot initia schimbarea.
Din punct de vedere al nivelului de scolarizare:
59,7% dintre respondenti au declarat ca au studii
liceale, 31,2% au studii universitare si postuni-
versitare, iar 9,1% au studii gimnaziale.

Pentru a evalua sentimentul national si
gradul de patriotism al respondentilor, a fost
utilizatd o intrebare de tip atitudinal si anume:
,»Cat de mandru va simtiti cd sunteti cetdtean al
Republicii Moldova?”. Rezultatele responden-
tilor sunt prezentate in Figura 2:

Thus, it can be concluded that the dis-
tribution of the survey by age groups includes, in
particular, Generations Y and Z, respondents
who represent the active labour force, the main
consumers of goods and services, individuals
who have already substantiated a value system
and those who can initiate change. In terms of
education level: 59.7% of respondents reported
having completed upper secondary education,
31.2% had attained higher or postgraduate edu-
cation, and 9.1% had completed lower secondary
school education.

To assess the national feeling and the
degree of patriotism of the respondents, an atti-
tudinal question was used, namely: “How proud
do you feel to be a citizen of the Republic of
Moldova?” The results of the respondents are
presented in Figure 2 below:

46,8%

m Foarte mult / Very much
= Mult / Much
Moderat / Moderately
® Putin/ A little
u Deloc / Not at all

Figura 2. Repartitia opiniilor respondentilor privind nivelul
de identificare nationali, apartenenta si perceptie asupra tarii /
Figure 2. Distribution of respondents’ opinions regarding the level
of national identification, belonging and perception of the country
Sursa: elaborata de autoare in baza studiului realizat /
Source: developed by author based on the carried out study

Folosind diferentiala semantica, s-a con-
statat cd subiectii chestionati au indicat un nivel
ridicat de mandrie ca sunt moldoveni, astfel
punctajul mediu cumulativ obtinut la aceasta
intrebare, in urma scalarii a fost 4, ce corespunde
exact nivelului ,,mult” pe scala utilizatd. Rapor-
tand acest rezultat la sondajul de opinie realizat
de catre Asociatia Sociologilor si Demografilor
din Moldova in noiembrie 2018 [7, p. 139], se
poate constata o crestere a sentimentului de
mandrie nationald in ultimii 7 ani (Figura 3).
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Using semantic differential, it was found
that the surveyed subjects expressed a high level
of pride in being Moldovan; thus, the cumulative
average score obtained on this question,
following the scaling, was 4, which corresponds
exactly to the “a lot” level on the scale used.
Comparing this result to the opinion poll con-
ducted by the Association of Sociologists and
Demographers of Moldova in November 2018
[7, p. 139], this result indicates an increase in the
feeling of national pride can be noted over the
last seven years (Figure 3).
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365

® intr-o mare mésurd / To a great
extent

intr-o oarecare masura / To some
extent

B Putin/ A little
502 m Deloc / Not at all

Nu stiu / Don't know

Figura 3. Repartitia opiniilor respondentilor privind sentimentul
de mindrie pentru Republica Moldova, in anul 2018 /
Figure 3. Distribution of respondents’ opinions regarding the feeling
of pride for the Republic of Moldova, in 2018
Sursa: adaptata de autor dupad [7] | Source: adapted by the author after [7]

In urma scalarii opiniilor exprimate de
respondenti in anul 2018, s-a constatat cd punc-
tajul cumulativ obtinut a fost de 2,617 din 4
puncte maximal posibile, ceea ce atestd o ten-
dinta de tranzitie de la nivelul ,,putin” mandri (2
puncte) citre nivelul ,,intr-0 oarecare masura”
mandri (3 puncte).

Pentru a identifica un avantaj competitiv
sustenabil, care poate fi fructificat in cadrul
capitalului de imagine, subiectii respondenti au
nominalizat trei cuvinte-cheie care se asociaza
cu Republica Moldova. Astfel, se poate conchide
cd Republica Moldova inseamna familie, casa
parinteascd, traditii, antreprenoriat viti-vinicol,
bucate traditionale, peisaje naturale exceptionale,
dar si pace, si liniste. Se poate constata ca con-
junctura regionald (operatiunea militara speciala
din Ucraina) a generat noi perceptii asupra ima-
ginii Republicii Moldova. Atitudinea fata de
refugiati a creat, la nivelul populatiei locale, sen-
timentul cd Moldova este o tard pacifista, ospi-
talierad, unde se respectd demnitatea umana,
libertatea individuala, dreptul la alegere si diver-
sitatea etnicd. Respectarea libertatii, demnitatii
umane sunt perceptii care au fost mentionate si
de emigrantii moldoveni, ceea ce denota faptul
ca tara-gazdd, nu le oferd acestora confortul
psihologic asteptat, de unde apar si confuziile
identitare 1n randul adolescentilor si tinerilor, dar
si crize de personalitate. Accentuarea libertatii
individuale si a demnitatii umane printre cetate-
nii moldoveni emigrati este generatd de persis-

Following the scaling of the opinions
expressed by respondents in 2018, it was found
that the cumulative score obtained was 2.617 out
of a maximum possible 4 points, which attests to
a transition trend from the “a little” proud level
(2 points) towards the “somewhat” proud level
(3 points).

To identify a sustainable competitive ad-
vantage, which can be exploited within the
country’s image capital, the respondents were
asked to nominate three keywords that are
associated with the Republic of Moldova. Thus, it
can be concluded that the Republic of Moldova
evokes notions such as family, parental home,
traditions, wine-growing entrepreneurship, tradi-
tional cuisine, exceptional natural landscapes, as
well as peace and tranquillity. It can be noted that
the regional context (particularly the ongoing
special military operation in Ukraine) has gene-
rated new perceptions of the image of the
Republic of Moldova. The attitude towards refu-
gees has created, among the local population, the
feeling that Moldova is a pacifist, hospitable
country, one in which human dignity, individual
freedom, the right to choose, and ethnic diversity
are respected. Respect for freedom and human
dignity were also mentioned by Moldovan emi-
grants, which denotes the fact that the host country
does not offer them the expected psychological
comfort, which is why identity confusions appear
among adolescents and young people, as well as
personality crises. The emphasis on individual
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tenta dezechilibrului intre roluri si asteptari: in
Republica Moldova acestia puteau fi perceputi
ca profesionisti sau persoane respectate, dar in
strainatate ajung uneori In posturi umilitoare.
Astfel, Moldova este perceputd, de catre dias-
pord, ca tara in care individul este liber, res-
pectat, lipsit de constrangeri si manipulari, nu
este redus la o functie, ci este privit ca o fiinta
umand cu emotii, visuri si aspiratii. Totusi, din
analiza raspunsurilor ilustrate in figura 4, se pot
desprinde si careva carente care denigreazd ima-
ginea de tara, si anume: sdracia, salariile mici,
coruptia, dar si infrastructura rutiera deficitara,
indiferenta civica si discriminarea.

freedom and human dignity among emigrant
Moldovan citizens is generated by the persistence
of the imbalance between roles and expectations:
in the Republic of Moldova they could be
perceived as professionals or respected people, but
abroad they sometimes end up in humiliating
positions. Thus, Moldova is perceived by the
diaspora as a country where the individual is free,
respected, and unburdened by constraints and
manipulation, someone who is not reduced to a
function, but is viewed as a human being with
emotions, dreams, and aspirations. However, from
the analysis of the responses reflected in Figure 4,
some shortcomings can also be identified that
undermine the image of the country, namely:
poverty, low salaries, corruption, but also inade-
quate road infrastructure, civic indifference, and
discrimination.

N-au raspuns / Didn't answer

Pamant roditor / Fruitful land

Chisindul modern / Modern Chisinau

Ambuteiaje si drumuri rele / Traffic jams and bad roads

Valori si simboluri nationale / National values and symbols

Oameni ospitalieri / Hospitable people

Indiferenta civica si discriminare / Civic indifference and discrimination

Pace si liniste / Peace and quiet

Libertate, demnitate, libera alegere, diversitate etnica / Freedom, dignity,
free choice, ethnic diversity

Natura si peisajele / Nature and landscapes

Bucate traditionale / Traditional dishes

Saracie, salarii mici, coruptie / Poverty, low wages, corruption
Crame, vin, struguri / Wineries, wine, grapes

Traditiile (hora) / Traditions (hora)

Familie, casa parinteascd, parinti, prieteni / Family, parental home, parents,
friends

30

40

Figura 4. Aspecte relevante privind identitatea Republicii Moldova /
Figure 4. Relevant aspects regarding the identity of the Republic of Moldova
Sursa: elaborata de autoare in baza studiului realizat /

Source: developed by author

Unul dintre principalele obiective ale
anchetei a fost identificarea aspectelor ce repre-
zinta cel mai bine Republica Moldova. Astfel s-
au distins urmdtoarele elemente: cultura si
traditiile cu 66,2% dintre respondenti, ospitali-
tatea oamenilor — 13%, natura si peisajele —
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based on the carried out study

One of the main objectives of the survey
was to identify the aspects that best represent the
Republic of Moldova. Thus, the following ele-
ments were distinguished: culture and traditions
— 66.2% of respondents, hospitality of people —
13%, nature and landscapes — 6.5%, history —
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6,5%, istoria — 1,3%. Totusi, existd un impe-
diment ce genereaza incd o criza de imagine, si
anume este faptul ca 13% dintre respondenti
considera coruptia a fi un element definitoriu al
identitatii nationale. In contextul digitalizarii si
al standardizarii marketingului de continut, al
respondenti declara cé studiaza si/sau lucreaza in
straindtate, acestora li s-a cerut sd-si expuna
parerile asupra modului in care Republica
Moldova este vazuta de catre strdini. Rezultatele
acestei analize sunt prezentate in Figura 5.

1.3%. However, there is an impediment that
generates another image crisis, namely the fact
that 13% of respondents consider corruption to
be a defining element of national identity. In the
context of digitalization and standardization of
content marketing, and growing international
mobility, especially since 45% of respondents
stated that they currently study and/or work
abroad, they were asked to express their opinions
on how the Republic of Moldova is seen by
foreigners. The results of this analysis are pre-
sented in Figure 5.

7,8%
~

13%

50,6%

28,6 %

m Pozitiv / Positive
Neutru / Neutral

m Negativ / Negative
Nu stiu / I don't know

Figura 5. Ponderea perceptiilor presupuse ale strainilor fata de imaginea Republicii Moldova/
Figure 5. Share of assumed perceptions of foreigners regarding the image
of the Republic of Moldova
Sursa: elaborata de autoare in baza studiului realizat /
Source: developed by author based on the carried out study

Se poate constata cd perceptia imaginii
Republicii Moldova in straindtate variazd con-
siderabil in functie de regiune, nivelul de
informare a publicului, contextul geopolitic si
comportamentul diasporei moldovenesti. Astfel,
se pot evidentia urmatoarele situatii:

o In Europa de Vest si SUA, Republica
Moldova este perceputd ca o tara aflata
intre Est si Vest, ceea ce o face relevanta
in contextul politic actual din regiune, dar,
totusi, imaginea tarii este adesea asociata
cu sardcia si emigrarea;

o In Roménia, Republica Moldova este
perceputd pozitiv, datoritd similitudinilor
de limba, cultura si a aspiratiilor comune
privind integrarea europeand;

o In spatiul estic, imaginea Republicii Mol-
dova este perceputd prin prisma relatiilor
istorice din fosta URSS, iar o parte a popu-
latiei se declard apropiata de Federatia Rusa.

It can be noted that the perception of the
image of the Republic of Moldova abroad varies
considerably depending on the region, the level
of public awareness, the geopolitical context, and
the behaviour of the Moldovan diaspora. Thus,
the following situations can therefore be
highlighted:

e In Western Europe and the USA, the
Republic of Moldova is perceived as a
country between East and West, which
makes it relevant in the current political
context in the region, but, nevertheless,
the image of the country is often asso-
ciated with poverty and emigration;

e In Romania, the Republic of Moldova is
perceived positively, due to the similarities
of language, culture, and common aspira-
tions regarding European integration;

o In the Eastern space, the image of the
Republic of Moldova is perceived through
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Dualitatea acestor perceptii este influen-
tatd de o multitudine de factori a caror pondere
este ilustratd in Figura 6.

the prism of historical relations in the

former USSR, and part of the population

declares itself close to the Russian

Federation.

The duality of these perceptions is influen-
ced by a multitude of factors whose weight is
illustrated in Figure 6.

7.8%

78% [

9,1%

52%

2713%

B Mass-media internationala /

31,2% International media

Diaspora moldoveneascéd / Moldovan
diaspora

¥ Politicienii si politica externa /
Politicians and foreign policy

H Retelele sociale / Social networks

Progresele economice / Economic
progress

¥ Coruptia / Corruption

11,7%
Nu stiu / I don't know

Figura 6. Ponderea factorilor ce modeleaza perceptiile externe si interne
ale identitatii Republicii Moldova /
Figure 6. The share of factors shaping external and internal perceptions
of the identity of the Republic of Moldova
Sursa: elaborata de autoare in baza studiului realizat /
Source: developed by author based on the carried out study

Se poate conchide cd cei mai influenti
factori In modelarea perceptiei unei identitati
statale sunt: trusturile mediatice, calitatea guver-
narii, diaspora si performantele economice.

Asa cum Generatiile Alfa, Z si Y sunt
expuse tot mai mult procesului de digitalizare si
unui continut media standardizat, prezinta inte-
res dacd acestia considerd ca globalizarea afec-
teazd cultura si valorile moldovenesti. Potrivit
raspunsurilor obtinute, s-a putut constata ca glo-
balizarea, pe o scald de la 5 (foarte mult) pana la
1 (deloc), afecteaza cultura si valorile nationale
in marime de 3,56 puncte, situdndu-se intre nive-
lurile ,,moderat” (3 puncte) si ,,mult” (4 puncte).

In acest context, devine tot mai dificil de a
crea un capital de imagine al unei tari — ca activ
strategic — daca unele elemente pot fi erodate de
procesele de digitalizare si globalizare. Desi
unele elemente sunt perisabile, totusi exista si
valori ,,perene”, care sunt specifice doar Repu-
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It can be concluded that the most influen-
tial factors in shaping the perception of a state
identity are: media trusts, quality of governance,
diaspora, and economic performance.

As Generations Alpha, Z and Y are increa-
singly exposed to the digitalization process and
standardized media content, it is of interest
whether they consider that globalization affects
Moldovan culture and values. According to the
responses obtained, it was found that globali-
zation, on a scale from 5 (very much) to 1 (not at
all), affects national culture and values by 3.56
points, falling between the levels of “modera-
tely” (3 points) and “a lot” (4 points).

In this context, it becomes increasingly
difficult to create a country’s image capital, as a
strategic asset, if some elements can be eroded
by the processes of digitalization and globali-
zation. Although some elements are perishable,
there are also “perennial” values, which are
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blicii Moldova. In situatiile existente, Moldova,
ca si multe alte tari, poate fi reprezentatd prin
anumite bucate traditionale sau delicii culinare.
Astfel, un alt obiectiv al acestui studiu a fost
identificarea elementelor gastronomice specifice
acestui tinut, inclusiv: instrumente si ustensile
traditionale de bucatdrie folosite, ritualuri si
obiceiuri legate de sacrificarea animalelor, coa-
cerea painii, producerea maielei naturale, tehnici
si retete culinare locale etc. In urma chestiondrii,
au fost identificate urmatoarele elemente ale
simbolurilor gastronomice:

specific only to the Republic of Moldova. In the
existing situations, Moldova, like many other
countries, can be represented by certain tradi-
tional dishes or culinary delights. Thus, another
objective of this study was to identify the gas-
tronomic elements specific to this land, inclu-
ding: traditional kitchen tools and utensils used,
rituals and customs related to animal slaughter,
bread baking, natural sourdough production,
local culinary techniques, and recipes, etc. Follo-
wing the survey, the following elements of
gastronomic symbols were identified:

Parjoale / Minced meat croquette
Coltunasi / Dumplings

Branza de oi / Sheep cheese

Castraveti murati / Pickled cucumbers
Paine coapta / Baked bread

Piftie de gdina / Chicken nuggets
Friptura de porc / Pork meat

Peste cu mujdei / Fish with garlic sauce

Baba Neagra / The black baba

,»Cusma lui Guguta” / ,,Guguta's Cusma”
Zeama / Chicken soup
Sarmale / Rolls in cabbages leaves

Vinul / The wine

Placinte / Pies

Mamaliga / Polenta

20

12

27
39

35

10

20 30 40 50 60

Figura 7. Optiunile respondentilor privind elementele gastronomice — simbol
al Republicii Moldova /
Figure 7. Respondents' options regarding gastronomic elements — symbol
of the Republic of Moldova

Sursa: elaborata de autoare in baza studiului realizat /

Source: developed by author

Desi unele delicii culinare sunt specifice si
altor culturi (roméneascd, ucraineand, turceasca
si balcanicd), in Republica Moldova acestea sunt
diverse la capitolul tehnologie de preparare,
forma si textura specifica fapt ce le confera
unicitate, au savuroare si consistenta.

In cadrul sondajului, a fost remarcat un
deliciu culinar, care ar putea fi inregistrat ca
marcd nationald si anume ,,Cusma lui Guguta”,
un desert cu forma conica, inspirit din creatia
literara a lui Spiridon Vangheli.

based on the carried out study

Although some culinary delights are spe-
cific to other cultures (Romanian, Ukrainian,
Turkish, and Balkan), in the Republic of
Moldova they are diverse in terms of preparation
technology, specific shape and texture, which
makes them unique, tasty, and consistent.

During the survey, a culinary delight was
noted that could be registered as a national
trademark, namely “Guguta’s Cusma”, a conical
dessert inspired by the literary creation of
Spiridon Vangheli.
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Un alt obiectiv al cercetarii a fost de a
identifica simbolurile politice ale Republicii
Moldova, care, spre deosebire de cele culturale
sau istorice, sunt, relativ, mai putin stabile si
depind de vectorii geopolitici, retorica politica si
aparitiille n mass-media etc. La Intrebarea:
~Enumerati trei personalitati politice care conso-
lideaza sau au consolidat imaginea Republicii
Moldova”, s-au obtinut urmatoarele optiuni:

— Maia Sandu — 58,44% dintre intervievati,
— llan Sor — 33,77%;

— lgor Dodon — 19,48%;

— Mircea Snegur — 16,88%;

— Vladimir Voronin — 14,29%;

— lon Ceban — 12,99%;

— Vlad Filat — 9,09%;

— Dorin Recean si Dan Perciun — cate

5,19%.

Desi intrebarea s-a referit la o anumita
perioada istorica (de la 27 august 1991 pana in
prezent), 20,78% dintre subiectii intervievati au
opinat pentru figura lui Stefan cel Mare, dar si
alti domnitori moldoveni (precum Alexandru cel
Bun, Dimitrie Cantemir) sau conducatori ai Tarii
Romanesti (ex. Mircea cel Batran).

Este de remarcat faptul cd unele perso-
nalitati politice, in ciuda controverselor legate de
activitatea lor politicd, continud sa fie sustinute
de anumite segmente ale populatiei din diverse
motive: promisiuni si actiuni sociale vizibile,
retorica anti-guvernamentala si euroscepticis-
mul, sprijinul acordat grupurilor marginalizate,
vizibilitatii mediatice si perceptiei de victime ale
sistemului etc.

O imagine pozitiva a tarii are repercusiuni
asupra dezvoltarii industriei turistice. Multe
orase, peisaje naturale au devenit imaginea unor
branduri puternic capitalizate, care reprezinta
active strategice ale statului. Astfel, respondentii
au enumerat trei atractii turistice care ar suscita
interesul turistilor strdini, dar si autotohtoni. In
urma analizei, cele mai frecvent mantionate
obiective turistice s-au dovedit a fi: Orheiul
Vechi — pentru care au opinat 58,44% dintre
respondenti; Beciurile de la Cricova — consi-
derate de fiecare al treilea respondent ca o
atractie turistica unica (37,66%); Cetatea Sorocii
— recomandata aproximativ de fiecare al cincilea
interevievat (18,18%) si Castelul Mimi — avizat
de 12,99% dintre respondenti. Aproximativ intre
1,3% péna la 5,19% dintre respondenti au nomi-
nalizat si alte locatii, ca de exemplu: Conacul
Manuc Bey (Hincesti), Parcul National Orhei,
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Another objective of the survey was to
identify the political symbols of the Republic of
Moldova, which, unlike cultural or historical
ones, are relatively less stable and depend on
geopolitical vectors, political rhetoric, and
appearances in the media, etc. To the question:
“List three political personalities who conso-
lidate or have consolidated the image of the
Republic of Moldova”, the following options
were obtained:

- Maia Sandu — 58.44% of the respondents;

- Ilan Sor — 33.77%;

- lgor Dodon — 19.48%;

- Mircea Snegur — 16.88%;

- Vladimir Voronin — 14.29%;

- lon Ceban — 12.99%;

- Vlad Filat — 9.09%;

- Dorin Recean and Dan Perciun — 5.19%
each.

Although the question referred to a
specific historical period (from August 27, 1991
to the present), 20.78% of the subjects inter-
viewed gave their opinion in favour of the figure
of Stefan the Great, but also other Moldovan
rulers (such as Alexandru cel Bun, Dimitrie
Cantemir) or leaders of Wallachia (e.g. Mircea
cel Batran).

It is worth noting that some political
figures, despite the controversies related to their
political activity, continue to be supported by
certain segments of the population for various
reasons: visible social promises and actions,
anti-government rhetoric and European scepti-
cism, support for marginalized groups, media
visibility and perception of victims of the
system, etc.

A positive image of the country has
repercussions on the development of the tourism
industry. Many cities, natural landscapes have
become the image of highly capitalized brands,
which represent strategic assets of the state.
Thus, respondents listed three tourist attractions
that would arouse the interest of foreign tourists,
but also local ones. Following the analysis, the
most frequently mentioned tourist attractions
turned out to be: Orheiul Vechi — for which
58.44% of respondents voted; Cricova Cellars —
considered by every third respondent as a unique
tourist attraction (37.66%); Soroca Fortress —
recommended by approximately every fifth
respondent (18.18%) and Mimi Castle — endor-
sed by 12.99% of respondents. Approximately
between 1.3% and 5.19% of respondents nomi-
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manastirile Tipova, Hincu, Capriana, butoiul
enorm din satul Scoreni, Muzeul Satului Mol-
dovenesc (Chisindu), zona 100 de Movile (Intre
satele Braniste si Avrameni), Orheiland-ul, dar
si vindriile intreprinzatorilor individuali.

Spre deosebire de sondajele anterioare [6],
unde, practic, au fost nominalizate aceleasi
atractii turistice, totusi, unele elemente turistice
sunt know-how in clasament si, chiar, au depasit
unele locuri intens vizitate anterior. De exemplu,
notorietatea si vizibilitatea Castelului Mimi a
fost conditionata de gadzduirea dineului oficial,
organizat Tn anul 2022, cu ocazia summitului
Comunitatii Politice europene, ceea ce a si favo-
rizat aparitia acestuia n clasamentul locurilor de
interes international. De asemenea, incepand cu
anul 2004, prin adoptarea Programului National
in domeniul turismului vitivinicol ,,Drumul
Vinului” si beneficiind de sprijinul unor proiecte
internationale (USAID, Guvernul Suediei si
Marii Britanii), au fost create trasee vitivinicole
tematice, care au inclus vinarii, crame, vinoteci
si care oferd pand astdzi experiente unice in
descoperirea traditiilor vitivinicole si gastrono-
mice ale Republicii Moldova, oferind turistilor
experiente autentice si memorabile.

La capitolul personalitdti culturale, se
observa cd Generatia Z a absorbit si valorile
culturale ale Generatiilor X si Y intr-o masura
considerabila, dar, in acelasi timp, recunoaste si
influencerii specifici vérstei lor. In acest context,
se remarca faptul ca personalitatea lui Grigore
Vieru este identificatda de aproximativ unul din
doi respondenti (45,45%), urmatd de persona-
litatile Eugen Doga si Maria Biesu a céite
38,96% fiecare. lon Druta — este recunoscut de
fiecare al zecelea respondent, Doina si Ion Aldea
Teodorovici au fost mentionati de 7,80% dintre
respondenti si 6,50% dintre intervievati l-au
nominalizat pe Nicolae Sulac. In marja ponderii
cuprinse intre 1,3% pana lasi 5,19% s-au mai
cotat urmatoarele personalitati: Emil Loteanu,
Irina Rimes, Valentina Nafornita, Mihai Volontir,
Alexandru Plamadeald, Eugen Goca, Gheorghe
Urschi, Nicolae Botgros, Igor Cuciuc. De
asemenea, Generatia Z a identificat influencerii:
[uliana Beregoi, Tatiana Popa si Zapsa Andrei.

Desi se observa ca generatiile succesoare
,»Baby Boomers” isi cunosc valorile si le con-
sidera simboluri culturale, chiar daca nu s-au
identificat puternic cu creatiile acestor persona-
litati, totusi ei au fost motivati sa raspunda la
intrebarea: Sunteti de acord cu afirmatia ca

nated other locations, such as: Manuc Bey
Mansion (Hincesti), Orhei National Park, the
Tipova, Hincu, Capriana monasteries, the
enormous barrel in the village of Scoreni, the
Moldavian Village Museum (Chisinau), the 100
Mounds area (between the villages of Braniste
and Avrameni), OrheilLand, but also the wineries
of individual entrepreneurs.

Unlike previous surveys [6], where prac-
tically the same tourist attractions were nomi-
nated, however, some tourist elements are know-
how in the ranking and even surpassed some pre-
viously intensively visited places. For example,
the notoriety and visibility of Mimi Castle was
conditioned by the hosting of the official dinner,
organized in 2022, on the occasion of the summit
of the European Political Community, which also
favoured its appearance in the ranking of places
of international interest. Also, starting with 2004,
by adopting the National Program in the field of
wine tourism “Wine Road” and benefiting from
the support of international projects (USAID, the
Government of Sweden and Great Britain),
thematic wine routes were created, which inclu-
ded wineries, cellars, wine shops and which to
this day offer unique experiences in discovering
the wine and gastronomic traditions of the
Republic of Moldova, offering tourists authentic
and memorable experiences.

In terms of cultural personalities, it is
observed that Generation Z has absorbed the
cultural values of Generations X and Y to a
considerable extent, but at the same time, it also
recognizes influencers specific to their age. In
this context, it is noteworthy that the personality
of Grigore Vieru is identified by approximately
one in two respondents (45.45%), followed by
the personalities of Eugen Doga and Maria Biesu
by 38.96% each. lon Druta — is recognized by
every tenth respondent, Doina and lon Aldea
Teodorovici were mentioned by 7.80% of res-
pondents and 6.50% of interviewees nominated
Nicolae Sulac. In the margin of weight ranging
from 1.3% to 5.19%, the following personalities
were also listed: Emil Loteanu, Irina Rimes,
Valentina Nafornitd, Mihai Volontir, Alexandru
Plamadeald, Eugen Goca, Gheorghe Urschi,
Nicolae Botgros, Igor Cuciuc. Generation Z also
identified the influencers: luliana Beregoi,
Tatiana Popa and Zapsa Andrei.

Although it is observed that the successor
generations “Baby Boomers” know their values
and consider them cultural symbols, even if they
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"Tinerii pierd legéatura cu valorile traditionale ale
Republicii Moldova". Rezultatele sondajului, in
urma scalarii likertiene, au indicat un scor de
0,78 care se afla intre nivelele ,,nici-nici”, dar se
apropie de nivelul ,,de acord” (punctajul 1).

did not strongly identify with the creations of
these personalities, they were nevertheless moti-
vated to answer the question: Do you agree with
the statement that “Young people are losing
touch with the traditional values of the Republic
of Moldova”. The results of the survey, follo-
wing the Likert scale, indicated a score of 0.78
which is between the “neither-nor” levels, but
close to the “agree” level (score 1).

27%

m Acord total / Totally agree
Acord / | agree

m Nici - nici / Neither-neither

m Dezacord / | disagree

Dezacord total / Totally disagree

Figura 8. Ponderea estompérii atasamentului fata de valorile nationale /
Figure 8. Share of fading attachment to national values
Sursa: elaboratd de autoare in baza studiului realizat /
Source: developed by author based on the carried out study

Pentru a identifica factorii care contribuie
la slabirea sentimentului national in randul
noilor generatii, precum si valorile ce trebuie
perpetuate in ciuda proceselor de modernizare,
globalizare si digitalizare, subiectii chestionati
au raspuns la Intrebarea: ,,Ce valori nationale
credeti ca ar trebui promovate mai intens in
societate?” Astfel, au fost identificate urmatoa-
rele raspunsuri: respectul fatd de limba, cultura
si semeni — mentionat de 33,77% dintre respon-
denti, urmat de pastrarea traditiilor, solidaritatea
si spiritul comunitar, dar si responsabilitatea
civicd — nominalizate de catre 11,69% dintre
participanti. Cultul familiei traditionale, dar si
toleranta, egalitatea si respectarea diversititii au
fost recunoscute ca valori cardinale la aproxi-
mativ fiecare al 10-lea subiect intervievat. In
urma analizei raspunsurilor la aceste intrebari, s-
a conturat o dilema: Generatia Z mizeaza pe
dezvoltarea unei asa valori ca antreprenoriatul,
creatia si inovatia, iar milenialii considera ca
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In order to identify the factors contri-
buting to the weakening of national sentiment
among the new generations, as well as the values
that need to be perpetuated despite the processes
of modernization, globalization and digitaliza-
tion, the surveyed subjects answered the ques-
tion: “What national values do you think should
be promoted more intensively in society?” Thus,
the following answers were identified: respect
for language, culture, and fellow human beings —
mentioned by 33.77% of the respondents, follo-
wed by the preservation of traditions, solidarity
and community spirit, but also civic responsi-
bility — nominated by 11.69% of the participants.
The cult of the traditional family, but also
tolerance, equality and respect for diversity were
recognized as cardinal values by approximately
every 10th subject interviewed. After analysing
the answers to these questions, a dilemma emer-
ged: Generation Z relies on developing values
such as entrepreneurship, creation, and innova-
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trebuie perpetuate doua valori esentiale la
generatiile succesive: harnicia si munca cinstita.

La intrebarea: ,,Cum vedeti viitorul Repu-
blicii Moldova in urmatorii 10 ani?”, raspun-
surile au fost destul de optimiste: 68% dintre
respondenti considerd cd Republica Moldova
este in schimbare si promite un viitor prosper
fata de 16,9% care considera ca viitorul este
sumbru si 14,3% care considerd cd viitorul nu
poate fi schimbat.

In scopul protejarii imaginii si identitatii
nationale, atdt tinerii, cat si seniorii trebuie sa
intreprinda urmatoarele actiuni:

tion, while millennials believe that two essential
values must be perpetuated in successive genera-
tions: diligence and honest work.

To the question: “How do you see the
future of the Republic of Moldova in the next 10
years?”, the answers were quite optimistic: 68%
of respondents believe that the Republic of
Moldova is changing and promises a prosperous
future compared to 16.9% who believe that the
future is bleak and 14.3% who believe that the
future cannot be changed.

In order to protect the national image and
identity, both young people and seniors must
take the following actions:

2,6%

11,69 %

42,86 %

O Promovarea traditiilor / Promoting traditions

B Implicarea activa in comunitate / Active involvement in
the community

O incetinirea migratiei si revenirea in tard a Diasporei /
Slowing down migration and the return of the Diaspora
to the country

B Respect fatd de guvernare / Respect for governance

B Munca cinstitd / Honest work

Figura 9. Actiuni necesare a fi intreprinse pentru conservarea identitatii nationale /
Figure 9. Actions necessary to be taken to preserve national identity
Sursa: elaborata de autoare in baza studiului realizat /
Source: developed by author based on the carried out study

In urma analizei opiniilor exprimate se
constatd ca, aproximativ unul din doi respon-
denti, considera necesard o promovare intensi a
culturii, a traditiilor, inclusiv in mediul online.
De asemenea, fiecare al zecelea subiect inter-
vievat mentioneazd implicarea activd in comu-
nitate, iar 9,09% dintre respondenti considera ca
cei care pot sd initieze schimbarea si sa genereze
progresul societdtii sunt emigrantii, care au
acumulat experiente, au dobandit competente ce
ar putea fi folosite in tard. Rolul Diasporei in
dezvoltarea si promovarea culturii in tarile gazda
este considerabil, fapt confirmat de 63,7% dintre
respondenti. Doar, aproximativ unul din zece
participanti (11,7%) considerd ca Diaspora are
un impact redus si nesemnificativ in promovarea
imaginii Republicii Moldova. In afard de Dias-

Following the analysis of the opinions
expressed, it is found that approximately one in
two respondents considers it necessary to pro-
mote culture and traditions intensively, including
in the online environment. Also, every tenth
subject interviewed mentions active involvement
in the community, and 9.09% of respondents
believe that those who can initiate change and
generate progress in society are emigrants, who
have accumulated experiences and acquired
skills that could be used in the country. The role
of the Diaspora in the development and promo-
tion of culture in host countries is considerable, a
fact confirmed by 63.7% of respondents. Only
approximately one in ten participants (11.7%)
believe that the Diaspora has a reduced and
insignificant impact in promoting the image of
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pord, care poate crea punti economice si investi-
tionale cu parteneri externi, poate influenta poli-
ticile externe ale tarilor-gazdd in favoarea tarii
de origine, poate corecta prejudecatile si percep-
tiile negative despre Republica Moldova origine
in fata strdinilor, subiectii respondenti au susti-
nut ca este necesar un efort cumulat al urmatoa-
relor institutii pentru a promova si a conserva
imaginea si identitatea nationala (figura 10).

the Republic of Moldova. Apart from the Dias-
pora, which can create economic and investment
bridges with foreign partners, can influence the
foreign policies of host countries in favour of the
country of origin, can correct prejudices and
negative perceptions about the Republic of Mol-
dova of origin in front of foreigners, the res-
pondent subjects argued that a combined effort
of the following institutions is necessary to
promote and preserve the national image and
identity (figure 10).

26%

0%

10,4%

6,5%

32,5%

® Presedintia / Presidency

Guvernul / Government

= Ambasadele / Embassies

®m Mass-media / Mass-media

® ONG -uri / NGO sources

24.7% Cetatenii simpli / Ordinary citizens

Figura 10. Insitutiile pasibile de promovarea si identitatea nationala /
Figure 10. Institutions liable to promotion and national identity
Sursa: elaborata de autoare in baza studiului realizat /

Source: developed by author based on the carried out study

Desi aceste institutii se implica In conso-
lidarea unui capital de imagine, totusi respon-
dentii considerd cd sunt si unele impedimente
care denigreazd acest activ strategic. Printre
acestia se numara: clasa politica si instabilitatea
politica (42,86%), coruptia (25,97%), stirile
false si propaganda (18,18%), oamenii simpli
(9,09%), migratia si sdracia (a cate7,8% fiecare).

Totusi, respondentii sustin ca digitalizarea
poate influenta pozitiv imaginea Moldovei la
nivel international, prin mecanisme ilustrate in
Figura 11:
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Although these institutions are involved in
consolidating an image capital, respondents still
believe that there are some impediments that
denigrate this strategic asset. Among them are:
the political class and political instability
(42.86%), corruption (25.97%), fake news and
propaganda (18.18%), ordinary people (9.09%),
migration and poverty (7.8% each).

However, respondents argue that digita-
lization can positively influence Moldovats
image internationally, through mechanisms
illustrated in Figure 11:
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Promovarea inovatiei si tehnologiei / Promoting
innovation and technology

Cresterea eficientei administrative / Increasing
administrative efficiency

Imbunatatirea relatiei cu Diaspora / Improving the
relationship with the Diaspora

Atragerea investitorilor / Attracting investors

Combaterea coruptiei / Fighting corruption

60 80

Figura 11. Impactul digitalizarii asupra imaginii Republicii Moldova /
Figure 11. The impact of digitalization on the image of the Republic of Moldova
Sursa: elaborata de autoare in baza studiului realizat /

Source: developed by author based on the carried out study

Conform opiniilor exprimate de respon-
denti, unele domenii ar trebui digitalizate prio-
ritar pentru a contribui la imbunatatirea imaginii
tarii. Astfel, educatia este considerata prioritara
de 41,6% dintre respondenti, iar justitia de —
20,8%. Domeniile sanatatii, administratiei pu-
blice, fiscalitatii si a serviciilor consulare au fost
mentionate in proportie de 1,3% fiecare. Se
denota si faptul ca fiscalitatea poate diminua, dar
si majora valoarea capitalului de imagine al unei
tari. Astfel, taxa pentru folosirea simbolicii
locale poate functiona ca un mecanism de
control al calitatii si prestigiului. Potrivit surselor
[3], [4], [5], municipiul Chisindu obtine din
aceastd taxa aproximativ 1054 mii lei deja doi
ani consecutivi, inregistrand o scadere cu 0,94%
fatd de anul 2023. Astfel, prin instituirea unei
taxe simbolice, statul Incurajeaza agentii eco-
nomici locali sd se asocieze cu identitatea
nationald, pastrand totodatd un control estetic si
etic asupra imaginii transmise.

In acest mod, capitalul de imagine al
Republicii Moldova se afla intr-un proces de
ascensiune, datoritd eforturilor cumulate ale
institutiilor administrative, cetdtenilor simpli,
Diasporei, agentilor economici si organizatiilor
non-guvernamentale.

According to the opinions expressed by
the respondents, some areas should be digitized
as a priority to contribute to improving the
country's image. Thus, education is considered a
priority by 41.6% of respondents, and justice by
20.8%. The areas of health, public administration,
taxation, and consular services were mentioned in
a proportion of 1.3% each. It is also noted that
taxation can decrease, but also increase the value
of a country's image capital. Thus, the tax for the
use of local symbolism can function as a quality
and prestige control mechanism. According to
sources [3], [4], [5], the Chisinau municipality has
obtained approximately 1054 thousand lei from
this tax for two consecutive years already,
registering a decrease of 0.94% compared to
2023. Thus, by establishing a symbolic tax, the
state encourages local economic agents to
associate themselves with the national identity,
while maintaining aesthetic and ethical control
over the transmitted image.

In this way, the image capital of the Repu-
blic of Moldova is in a process of ascension,
thanks to the cumulative efforts of adminis-
trative institutions, ordinary citizens, the Dias-
pora, economic agents, and non-governmental
organizations.

Revista / Journal ,, ECONOMICA” nr.2(132) 2025



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

Concluzii

in ultimii ani, Republica Moldova inregis-
treazd o ascensiune semnificativd in topurile
internationale cu privire la recunoasterea si
valoarea brandului national. Tara dispune de
resurse autentice pentru a-si contura o imagine
pozitiva, insd acest efort trebuie sa fie colectiv,
sustinut si coerent. Comparativ cu anul 2018,
atagsamentul fata de cultura si valorile nationale a
crescut, deoarece majoritatea respondentilor
declard ca sunt mandri de cetatenia Republicii
Moldova si considerd cad acesta este locul unde
se afla in sigurantd, in care le sunt respectate
drepturile si libertatile individuale, unde existd
peisaje autentice si unde cultul familiei tradi-
tionale detine un rol central. De asemenea,
respondentii au evidentiat si unele impedimente
care denigreaza aceastd imagine, precum: corup-
tia din institutiile publice, instabilitatea politica,
lipsa unei strategii clare de dezvoltare nationala,
atacurile mediatice si propaganda. In ciuda aces-
tor impedimente, noile generatii de consumatori
perpetucaza valori veritabile, precum munca
onestd si respectul, dezvoltarea antreprenoria-
tului, creativitatii si  tehnologiilor moderne,
inclusiv si asumarea responsabilitatii sociale si
implicarea civica.

Conclusions

In recent years, the Republic of Moldova
has been registering a significant rise in inter-
national rankings regarding the recognition and
value of the national brand. The country has
genuine resources to build a positive image;
however, this effort must be collective, sustai-
ned, and coherent. Compared to 2018, attach-
ment to national culture and values has increa-
sed, as most respondents report that they are
proud of their citizenship of the Republic of
Moldova and consider this to be the place where
they are safe, where their individual rights and
freedoms are respected, where there are
authentic landscapes and where the cult of the
traditional family plays a central role. At the
same time, respondents highlighted some impe-
diments that undermine this image, such as:
corruption in public institutions, political insta-
bility, lack of a clear national development
strategy, media attacks, and propaganda. Despite
these impediments, new generations of con-
sumers perpetuate true values, such as honest
work and mutual respect, the development of
entrepreneurship, creativity, and modern techno-
logies, including assuming social responsibility
and civic involvement.
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Hannas cmamos cghoxycuposana na uc-
Ce008anUl MmaKo2o heHoMeHa, KaxK Hetipocemu.
B cmamve xkpamxo usnooiceno ux npoucxooic-
OeHue U 380NI0YUs, a Maxxice nNoOpobHO pac-
Kpoimo enuanue Hevpocemu ChatGPT ua cospe-
Mennblll busnec. B smou cmamve asmopbl ana-
JUUPYIOM MHEHUSL MON-MeHeOHCePO8 NO NOBOOY
6HedpeHus neupocemeli OJis 6bINOTHEHUSI HEKO-
MOpbIX PYMUHHBIX 3a0a4 6 UX KOMUAHUSX.
Lenvio pabomuvi sensiemMCcs NONLIMKA NPOCHO3A
Mo2o, KaK UsMEHUMcs MUpo8ol pblHOK mpyoa ¢
nosignenuem Heupocemei. /[ 2mo20 agmopwl
npo6oOAm ananu3 CMAMUCMUYecKUx OaHHbIX,
nonyuennvix HR-cneyuanucmamu 8 uccneoosa-
HUSX, 8 MOM YUCIe NYMeM ORPOCO8 CO CIOPOHYL
KPYNHEUWUx nepedosulx Komnawuil. Asmopol
cucmeMamu3upylom nOIY4eHHYI0 UHGopMayuio
npu HOMOWU PA3TUYHBIX OUASpamMM U Mmaodauy, a
makoice nepevucisiiom decams npogheccuii, Ko-
mopbvle MOoXdCem 3aMeHums Helpocems. B pe-
3yabmame NPOBEOEHHbIX UCCIe008aAHUL, NOO-
meepoicoaemcs nusHue Helpocemu Ha OusHec.

KualoueBble cioBa: wuellpocemu, pPulHOK
mpyoa, ChatGPT, 6usnec-npoecnos, Mmeneoddic-
MEHm, UHHOBAYUU.

JEL: J21, J24, J31.

Beenenue

OO01en3BecTHBIM SBISETCS TOT (aKT, U4TO
TEXHNUYCCKHNE HWHHOBAIIUU ABJIAOTCA JABUTAaTC-
My mporpecca. Ilporiece MHAyCTpUaIU3aIiu
MTPOM3BOJCTBA TMPOUCXOAMI B HECKOJBKO 3Ta-
moB: 1) mosiBeHHe MaHy(haKTyp, 2) MEXaHH3a-
nus Tpyaa, 3) paspaboTka KoHBeliepa, 4) pobo-
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This article focuses on the study of the
phenomenon as neural networks. The article pro-
vides a brief overview of their origin and evo-
lution, with particular emphasis on the impact of
the ChatGPT neural network on modern business.
The authors examine the opinions of top mana-
gers regarding the implementation of neural
networks to perform some routine tasks within
their companies. The primary objective of this
paper is to try to offer a forecast of how the
global labour market is likely to change with the
growing presence of neural networks. For this
purpose, the authors analyse statistical data
gathered by HR-specialists through research
studies, including surveys conducted by leading
international companies. The obtained informa-
tion is organized with the aid of various diagrams
and tables, and the authors identify ten pro-
fessions that may potentially be replaced by
neural networks. Thus, the research conducted
confirms the growing impact of neural networks
on the business environment.

Keywords: neural networks, labour mar-
ket, ChatGPT, business forecast, management,
innovation.

JEL: J21, J24, J31.

Introduction

It is a well-known fact that technological
innovations are the driving force of progress.
The industrialisation of production has occurred
in several stages: 1) the emergence of manu-
factories, 2) the mechanisation of labour, 3) the
development of the assembly line, 4) the advent
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TOTEXHUKa ¥, HAaKOHeL, 5) pa3paboTka UCKYCCT-
BEHHOT'O MHTEJIJIEKTa U HEHpoceTeil.

[To cnoBam Kait @y Jlu, OpiBIIErO HCITOIN-
HUTEJLHOTO JHUpEeKTOpa KoMmanuu Microsoft,
HeHpoceTH MOBIUSIOT HA MUpP OOJIbILE, YEM BCE
TEXHOJIOTHYECKHE PEBOJIOLUU 4YEIOBEYECTBA,
BMECTE B3AThI€, BKJIIOUasl 3JIEKTPUIECTBO, PA3BU-
THE MIPOMBIIIJICHHOCTH, UHTEPHET B CMapTQOHEI.

Crnenyer OTMETUTbH, YTO HEUPOCETH HE II0-
X0a Ha 0OBIYHYI0 KOMIBIOTEPHYIO IPOTrpaMmy,
3TO CKOpee BapHaTHBHasg MaTeMaTH4ecKas Mo-
Jenb, UMUTHPYIOIIas paldoTy deI0BEYECKOrO
Mo3sra. OHa SIBISIETCSI TIOAMHOXKECTBOM HCKYCCT-
BEHHOTO MHTEJJIEKTa, KOTOPOE MOJETUPYET
CTPYKTYPY YEJIOBEUECKOTO MO3Tra U HCIOIb3YeTCsl
IUTsT 0OpabOTKY CIOKHBIX HAOOPOB JaHHBIX [2].

B npanHO#l cTaThe aBTOp pPACKpPOET, Kak
W3MEHHUTCS COBPEMEHHBIM OW3HEC TOociie BHe-
IpeHus Helpocered. BynyT mpuBeaeHbl COOT-
BETCTBYIOIIME CTATUCTUYECKHE JJaHHBIE, a TAKXKe
aBTOp TOTBITAETCS CIPOrHO3UPOBATH CUTYAIUIO
Ha pBIHKE Tpy/a B Omokaiimme 20 reT.

Mertoabl ucciae10BaHUSA

Bosnuxknoeenue u 3éonioyua Heipoce-
meit. HeiipoceTn — JOCTaTOUHO HOBOE IOHATHE,
KOTOpOE 3apoIWJIOCh B CEpeluHE MPOIILIOro
Beka. Hagamom ux uCTOpHHM MOCITY>KMIIO HamKca-
HUE cTaThM O pabore HelpoHOB B 1943 rony.
Ee aBTopamu Obun Helpodusuonor YoppeH
MaxkKamnox n marematuk Yoarep Ilurre, koto-
pBI€ CMOJENHMPOBAIH MPOCTYIO HEHPOHHYIO CETh
C MCIIOJIb30BaHUEM IICKTPUUECKUX LETICH.

B 1957 romy ®poank PozenOmart mpencra-
BWJI TIEPCETITPOH — MPOCTYIO MOJIENb MAITHHHOTO
00yueHusl, CO3IaHHYIO JJIsl TIOMOIIN KOMIIBIOTEp-
HOMY OOYUYEHHIO Ha pa3HbIX JaHHbBIX. FIMEHHO ero
MOYXHO Ha3BaTh MEPBOI MpaKTUYECKON peaym3a-
uueit Heiipocetu. Ilycte mepcentpon u 6azoBas
MOJIEJIb, HO OHa MPOJIOKUJIA MyTh K pa3padoTKe
Oonee COBEPIICHHBIX AITOPUTMOB MAIIMHHOTO
00y4eHws, KOTOpBIE UCTIONB3YyIOTCS ceroans [1].

B 1959 rony bepnapa Bunpoy n Mapcuan
Xopd wu3 Creadopna paspaboTanu MoneNu
goBoro tuma mox HaszBanuemM «ADALINE» u
«MADALINE». Ecmu «ADALINE» Opu1a mo-
cTaro4yHo npuMuTuBHa, To0 KMADALINE» ¢ no-
MOIIBIO aJJAalITUBHOTO (PUIIBTPA MOTJIa YCTPAHATh
9X0 Ha TenedoHHBIX NuHHAX. CregyeT oTme-
TUTh, YTO OHA U BCE €€ MPEIIECTBEHHUKH OTHO-
CIJIACh K KOHTPOJIUPYEMBIM HEMPOHHBIM CETSIM.

B 1975 roxy Obuta co3mana mepsas MHO-
rOypOBHEBasl CETh, KOTOpas yxe ObLla HEKOHT-
ponupyeMoi, Kak COBpeMeHHbIE ceTH [14].
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of robotics and finally 5) the development of
artificial intelligence and neural networks.

According to Kai Fu Lee, a former exe-
cutive at Microsoft, neural networks are expec-
ted to transform the world to a greater extent
than all previous technological revolutions com-
bined, including the advent of electricity, indus-
trialisation, the internet, and smartphones.

It should be noted that a neural network is
not comparable to a conventional computer
programme, it is rather a variational mathema-
tical model that imitates the functioning of the
human brain. It represents a subset of artificial
intelligence, which simulates the structure of the
human brain and is used to process complex
data sets [2].

In this article, the authors aim to explore
how modern business may evolve after the
introduction of neural networks. The relevant
statistical data will be given, and the authors will
try to predict the situation on the global labour
market in the next 20 years.

Research Methods

The emergence and evolution of neural
networks. Neural networks are a relatively con-
cept that originated in the middle of the 20th
century. Their history began in 1943 with the
publication of a paper on the functioning of
neurons by the neurophysiologist Warren
McCulloch and mathematician Walter Pitts, who
modelled a simple neural network using elect-
rical circuits.

In 1957, Frank Rosenblatt introduced the
perceptron, a simple machine learning model
designed to aid computer learning from diffe-
rent data inputs. Although the perceptron was a
basic model, it laid the foundation for the deve-
lopment of more advanced machine learning
algorithms that are used today [1].

In 1959, Bernard Widrow and Marcian
Hoff from Stanford developed a new type of
models called ‘ADALINE’ and ‘MADALINE’.
While the ‘ADALINE’ was quite basic, the
‘MADALINE’ was able to eliminate echoes on
telephone lines by means of an adaptive filter. It
should be noted that both models, along with
their predecessors, belonged to the category of
controlled neural networks.

In 1975, the first multilayer network was
created, which, unlike earlier models, this
network functioned in an unsupervised manner,
similar to many modern neural networks [14].
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B 2010 romy Hawamach paspaboTka u
aKTUBHOE paszuThe anroputmoB Deep Learning,
YTO TPHUBEJIO K IOSIBICHUIO HOBBIX apXUTEKTYP,
ITOPUTMOB U MHCTPYMEHTOB JIJIsl IOCTPOCHUS U
oOyueHus Heripocereii [1].

Coycra 10 ner, B 2020 romy, Obuta co-
s3nana mogaenb GPT-3 (Generative Pretrained
Transformer 3) — s3pikoBass Mojesb, pa3pabo-
tanHas Open Al. 3arem B 2022 romy B cBer
Beixoaut ChatGPT [1].

Pe3ysbTaThl HCCIe10BAHUS

ChatGPT — camotii 6vicmpopacmywuit
OHNaiiH-cepeuc 3a éclo ucmopur. B Hoa0pe
2022 ropa, Bcero uepe3 MATh JHEH mocie pe-
nu3a, ChatGPT mpuBriek onvH MUIIITHOH TIOITB30-
Bareneid [7]. Takas CKOpPOCTh TIPHUBIICYCHUS
KJIMCHTOB TOMOTJIa JaHHOH TmaTgopme 000iWTH
MHOI'uX MEAUaruraiToB.

In 2010, the design and active develop-
ment of Deep Learning algorithms began, which
led to the emergence of new architectures,
algorithms and tools for designing and training
neural networks [1].

A decade later, in 2020, OpennAl intro-
duced GPT-3 (Generative Pretrained Transfor-
mer 3), a powerful language model. This was
followed by the release of ChatGPT in 2022[1].

Research results

ChatGPT has become the fastest-gro-
wing online service ever. In November 2022,
just five days after the release, ChatGPT attrac-
ted one million users [7]. This remarkable speed
of customer engagement has helped this plat-
form to surpass numerous media giants.

Netflix
Instagram
TickTok
Spotify [N
ChatGPT |
0 200 400 600 800 1000 1200 1400
ChatGPT Spotify TickTok Instagram Netflix
|® Jlueii/ Days 5 150 270 913 1278

Juarpamma 1. KosindecTBo qHeil, MOHAT00MBIIUXCA KOMIIAHUSAM
JJ1s1 moJiyyenusi 1 MJTH moJib3oBareJieii/
Chart 1. Number of days it took companies to get 1 million users
Hcemounuk: cocmasneno asmopom Ha ocHoge unmepruem-ucmoyunuxa [18]/
Source: compiled by the author on the basis of an Internet source [18]

[Ipoananu3upoBaB aHHbIE AUATPAMMEI 1,
MOHO ckazaTb, 4ro ChatGPT momyumn cBoit
MUJUTMOH ToJib30BaTesielh B 30 pa3 ObicTpee
Spotify, KOoTOpoli MOHAAOOMIOCH MATH MECSIICB
JUIsL TOCTHXKEHMSI TOM K€ OTMETKH, B 54 pasa
obicTpee conranbHoit cetn TickTok, B 183 paza
— Instagram u B 256 pa3 ObicTpee CTPUMHHTOBON
mwiatgopmel Netflix. ITo MOKHO Ha3BaThb rojo-
BOKPY>KUTENBHBIM ycrexoM aisi Open Al — ee
KOMITaHUH-TIPOU3BOIUTEIS.

Ha paHHBIA MOMEHT YHMCJIO aKTUBHBIX
0JIb30BaTeNIel JaHHOM HelpoceT — cBeie 100
MiH genoBek [5]. Ona moctynmHa B 161 cTpane
MEpa U nojiepxuBaet 95 s3pikoB [18].

According to data presented in Figure 1,
ChatGPT reached its first one million users 30
times faster than Spotify, which took five
months to reach the same milestone, 54 times
faster than the social network TickTok, 183
times faster than Instagram and 256 times faster
than streaming platform Netflix. This achieve-
ment may be described as a remarkable suc-
cess for Open Al, the company that developed
the model.

Currently, the number of active users of
this neural network is over 100 million people
[5]. The platform is available in 161 countries
and supports 95 languages [18].
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17%

/8%

‘\\ 4%
4%

67%

H CIITA/USA
Wunug/India
B ["'epmanuns/Germany
B Benuko6puranus/United Kingdom
® JIpyrue crpans/Other Countries

JAuarpamma 2. IIpouentHoe cooTHomeHue moabs3oBareneii ChatGPT nmo crpanam/
Diagram 2. Percentage of ChatGPT users by country
Hcemounux: cocmasneno asmopom na ocnose unmepnem-ucmoynuxa [18]/
Source: compiled by the author on the basis of an Internet source [18]

Bounblie Bcero akTHBHBIX TMOJIB30BaTENCH,
Kak BuaHO w3 amarpammbl 2, B CIHA — 17%,
Wupnn — 8%, 'epmanun u BenukoOpurannu —
o 4%.

ChatGPT npuHuMaeT pereHnus Ha OCHOBE
175 mupn pa3Heix nmapameTpoB U B 80% co3maer
TEeKCT, TPYAHO OTJIMYMMBIA OT HANKWCAHHOTO
YeJIOBEKOM, YTO JeJIaeT €€ IPHUBIIEKATEIHLHON
TS cCOBpeMeHHoro Omu3Heca [ 18].

HccnenoBanne Gartner. [lo crmoBam Be-
Oymux cnenuanuctoB (Gartner, mociie ompoca
2500 Tom-MeHemKepoB, OBUIO BBISBICHO, YTO
70% xommnaHui, BKJtodas Takuwe IT-ruraHTel,
kak Google u Microsoft, 3auHTEpecoBaHO B
pa3BUTHU HCKycCTBeHHOTO wuHTemmekta (MU).
W3 Hmx 68% cuurTaroT, YTO ILIIOCEI OT €ro
WCIIONB30BaHMs TMPEBBIIAIOT MHHYCHL.  48%
KOMIIAaHUM yxe BHeapwin HeipoceTh. Ceituac
HEHPOCETh aKTUBHO MPUMEHSETCS IS ONTHMH-
3alli CEPBUCHBIX OIepanuii, CO3AaHUS HOBBIX
MPOJYKTOB, CETMEHTAIINH, aHAIUTHKH M 00CIy-
JKUBaHUSI KIIMEHTOB.

N3 2500 Ttom-menemxepoB 1125 denoBek
(45%), mocne Toro kak ormeTusn yerex Open Al,
YBEIMYWIA WHBECTUIIMHM B JAaHHOU cdepe, Mpu-
Bl HECKOJIBKO CIIEAYIONINX apryMeHTOB [23].

As shown in figure 2, the largest share of
active users is in the United States (17%),
followed by India ( 8%), with Germany and the
United Kingdom each accounting for 4%as can
be seen in.

ChatGPT makes decisions based on 175
billion different parameters and in 80% creates
text that is hard to distinguish from human-
written text, which makes it attractive for mo-
dern businesses [18].

Gartner research. According to leading
experts at Gartner, a survey of 2,500 top managers
revealed that 70% of companies, including IT
corporations such as Google and Microsoft, are
interested in the development of artificial intel-
ligence (Al). Of these, 68% believe the benefits of
Al outweigh its disadvantages. Furthermore, 48%
of surveyed companies have already implemented
neural network. These technologies are now acti-
vely used to optimise service operations, create
new products, conduct customer segmentation,
perform analytics and enhance customer service.

Out of 2,500 top managers, 1,125 people
(45%), after noting the success of Open Al,
increased their investments in this area, giving
some of the following arguments [23].

19%
38%

17%

26%

I[J'Iﬂ Ppa3BUTHA KaUECTBaA O6C.Hy')KI/IBaHI/I$I " yACpIKaHUs
kimentos/To improve service quality and retain customers
Jlust pocra Beipyuku/TO increase revenue

B [ omrrMuE3aniu 3atpat/To optimize costs

Jpyrue npuuussl/To other reasons

Juarpamma 3. IIpuunHbl yBeInUeHUs MHBECTHLMIA 17151 pa3BUTHSA HeilipoceTeii, B %/
Chart 3. Reasons for the increase in investment in the development of neural networks, %
Hcemounux:. cocmasneno asmopom na ocrose unmepnem-ucmounuxa [20]/

Source: compiled by the author on the basis of an Internet source [20]
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Hcxons u3 JaHHBIX AHarpamMMBbl 3, MOYXKHO
BBIETTUTh TPU OCHOBHBIE NMPUYHHBI, KOTOPBIMU
PYKOBOZACTBYIOTCS PYKOBOAWTETH KOMIIAHWIA:
BO-TIEPBBIX, 38% XOTAT Pa3BUTh KauecTBO 00-
CIIy>)KMBaHUSA W YyJEepXKaTh IOCTOSHHBIX KIIHEH-
TOB; BO-BTOPBIX, 26% XOTST YBEIUYUTH BBIPYU-
KYy; B-TpeTbuX, 17% XOTAT TakuM 0Opa3oM MH-
HUMH3HUPOBATH 3aTPATHL.

Hccaenoanue iConText Group. B 2023
rogy iConText Group mpoBelr HCCICIOBaHUE,
onpocuB 3000 pecrnoHIEHTOB, pPabOTAIIUX B
cthepe OuzHECa, UTOOB! BBIICHUTh X MHEHUE TIO
MOBOJy TOBBIIICHUS MPOIYKTUBHOCTH PabOTHI
nocne BHeapenus NH.

According to the data of Diagram 3, three
main reasons were cited by company managers:
firstly, 38% want to improve the quality of
service and retain loyal customers; second, 26%
want to increase revenue; and third, 17% want to
minimise operational costs in this way.

iConText Group research. In 2023,
iConText Group conducted a study surveying
3,000 business respondents to find out their
views on productivity improvements following
the implementation of Al.

Tabnuua 1/ Table 1

Cdepsl, koTopble 00JbIIE BCEro BEIMTPHIBAIOT NPH Hcnoab3oBanuu MU/
Areas that benefit the most from Al

Cdepa nesreabHocTH/ IIporoJiocoBanu «3a»/ % IIporoJiocoBajm «poTUBY/ %

Scope Voted “for” 0 Voted “against” °
Mapxketunr/ Marketing 1380 46% 1620 54%
IpowussoacTo/ Production 1200 40% 1800 60%
dunancel/ Finance 840 28% 2160 2%
Menutmna/ Medicine 780 26% 2220 74%
O6pazosanue/Education 600 20% 2400 80%
Tparcnopt/ Transport 420 14% 2580 86%

Hcemounuk:. cocmasneno asmopom Ha OCHoee
author on the basis of an Internet source [3]

Ucxons u3 maHHBIX TaOmUubl 1, MOXKHO
NPUATH K BBIBOJY, YTO HE BCE PECIOHIEHTHI
HaCTPOEHBI IIOJIOKUTEIBHO K BHeapeHuro M.
96% W3 HUX NOKa HE TOTOBBI OE30rOBOPOYHO
eMy Z0BepATh. Tem He MeHee 46% pecrnoHAeH-
TOB CUHTAIOT, YTO €T0 MCIIOJIb30BaHUE TOJIOKH-
TEeIHHO TOBNHMsIeT Ha MapketuHr, 40% — Ha
MPOU3BOACTBO, 28% — Ha (DUHAHCOBBIN CEKTOD,
26% — Ha pa3BuTHe MeauunHbl, 20% — Ha 00pa-
3oBanue u 14% — Ha TPaHCHIOPTHBIE YCIYTH.

OnaceHus OCTaJbHOW 4YacTH pECIOH-
JNeHTOB HeOe3ocHoBaTeNnbHbI. CyIIecTBYET Pl
(hakTOpoB, KOTOpHIE OCTaHABIWBAIOT OW3HEC-
MEHOB K aKTMBHOMY npumeHeHuto 1M Ha cBonx
MPENNPUATHSAX.

unmepnem-ucmounuxa [3]/ Source: compiled by the

Based on the data in Table 1, we can con-
clude that not all respondents view the intro-
duction of Al positively. 96% of them reported
that they are not yet ready to trust artificial
intelligence unconditionally. Nevertheless, 46%
of respondents believe that Al will have a posi-
tive impact on marketing, 40% on production,
28% on the financial sector, 26% on the deve-
lopment of medicine, 20% on education and
14% on transport services.

The concerns of the rest of the res-
pondents are not unfounded. There are a number
of factors that stop business people from actively
applying Al in their enterprises.

Revista / Journal ,, ECONOMICA” nr.2(132) 2025
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OTcyTCBHE TOTOBBIX JOCTYIHBIX HpeuioxkeHnii/ Absence of
ready and accessible solutions

Hemouumanwe, xkak npumensts MU B pabote/ Lack of
understanding of how to use Al in work

Bsicokas cronmocts BHeaperus/ High implementation cost

Puck ysennuenus 6e3paboruusy/ Risk of increased
unemployment

Hexsarka cienmanmcros/ Lack of specialists

Be3onacHocTh KOMMEPUYECKHX/IMYHBIX JaHHBIX/ Security of
commercial/personal data

0%

44%

5%

10% 15% 20% 25% 30% 35% 40% 45% 50%

Juarpamma 4. IIpo6.iemsl B 0u3Hece npu ucnoab3sosanun MU, B %/
Chart 4. Problems in business when using Al, %
Hcemounux: cocmasneno asmopom na ocnose unmepnem-ucmoynuxa [3]/
Source: compiled by the author on the basis of an Internet source [3]

Kak BugHo u3 muarpammsl 4, 25% pec-
MTOH/IEHTOB 00ECTIOKOEHBI OTCYTCTBHEM T'OTOBBIX
JOCTYIIHBIX TpwIokeHu#, 23% HE NOHHMAIOT,
kak npumenuts MU B pabore, 20% He ycrpau-
BaeT BhICOKasi cTonMocTh BHeapenus U (okomo
200 teic. $§ mis kpynsoro mpoekrta) [3], 30%
OCCIIOKOATCSI O PHUCKAaxX yBeIUUeHUs Oe3pabo-
TUIEl, 33% — 0 HEXBaTKE CIEIHAINCTOB. boik-
e BCEro OIMaceHwWii 0 0e30MacHOCTH KOMMED-
YEeCKHX M JIMYHBIX JaHHBIX KoMmmoanuu — 44%.
Bce 3T0 ocraHaBnIMBaeT 3HAUMTENBHYIO YacTh
Ou3HecMeHOB BHenpuTh UI.

HccnenoBanmne Analytics Insight. Onna-
KO, Kak IIoKa3ajo wucciefoBanue Analytics
Insight, cymecTByeT 3HauWTeNbHAs YacTh OW3-
HECMEHOB, KOTOpBIE IBITAIOTCA pPadOTaTh COB-
MecTHO ¢ 1.

As shown in Figure 4, 25% of respondents
expressed concern about the lack of readly
available Al applications, while 23% indicated
that they do not understand how to apply Al in
their professional activities. Additionally, 20%
cited that they are not satisfied with the high cost
of Al implementation — estimated at around
USD200 thousand for a large-scale project [3],
30% are worried about the risks of increasing
unemployment, 33% — about the shortage of
qualified specialists. Most of all, 44% are con-
cerned about the security of commercial and
personal data of the company. All these concerns
are significant deterrents to the widespread
adoption of Al in business environment.

Analytics Insight research. However, as
the Analytics Insight study shows that a signi-
ficant proportion of business people are actively
trying to work together with Al.

7%

N ﬂ ' 33%

21%
T~—~——_25%

B Havanu BHepsaTh MU, HO TONBKO Ut HEOOJIBILIOTO MEPeYHs
3azay/Started implementing Al, but only for a small range of tasks

Hanannmi monrocteio obecrieuennsie MU mpomneccsr/Established
gully Al-driven processes

B Hauut 3¢ eKTHBHbIE TTOX0/bI K HCIIOIb30BAHUIO TEXHHK H
IUTaHUPYIOT HX MaciuTabuposats/ Found effective approaches to

using techniques and plan to scale them
B [IpoTecTUpOBaIN HECKOJIBKO IOJIX00B, HO 0€3 3HaYUTEIbHBIX

yemnexos/Tested several approaches but without significant succes

¥ Ewe ve ucnionszoBanu U u ve mianupyror/ Have not Al yet and
do not plan to

Jnarpamma 5. Pemenue 6u3HecmeHnoB no BHeapenuio MU, B %/
Chart 5. Businessmen's decision to implement Al, %
Hcemounux:. cocmasneno asmopom na ocrnose unmepnem-ucmounuxa [12]/
Source: compiled by the author on the basis of an Internet source [12]
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Huarpamma 5 HarJIsAHO TMOKA3bIBAaET, YTO
33% Om3HecMeHoB Hadanu BHeapaTh WM moka
TOJIBKO /711 HEOOJBIIIOTO TiepeyHs 3a1ad; 25% —
HaJIAZAWIM TOJHOCTBI0 oOecmieueHHsle MU mpo-
reccer; 21% — Hammm 3 peKTUBHBIE TTOAXOIBI K
UCIIONB30BAaHNI0 TEXHUK W IUIAHUPYIOT UX Mac-
mTabupoBath; 14% — NpOTECTUPOBATT HECKOJIBKO
MOAXO/IOB, HO 0€3 3HAUMTENBHBIX YCIEX0B; 7% —
ele He ucnosab3oBanu MM u He miIaHupyroT 3TOr0
JenaTb. OTO JOKa3bIBaeT, YTO Ha JaHHOM JTare
npeayOeKACH!A KacaTenbHO mpuMeHeHus KU
3HAYUTEIbHO MEHBILIE, 4YeM IpeNroaraeMbIx
wrocoB. J[aHHEBIA (aKT MOCIOCOOCTBOBAI TOMY,
1o okoso 75% u3 800 ompoIIeHHBIX KOMIaHUK
3asBWIM, 4TO cobOupatoTcs BHenpute WK B
OmmKaifme 5 J1eT, To ecTh yxke k 2028 romy [12].

OKcnepTsl MpeanoarawT, 4YTo B MEepHOI,
HaumHas ¢ 2022 mo 2032 roxel, OyAeT MPOUCXO-
JIUTh PE3KUM CKauOK B pa3BUTUU phiHKA 1.

Chart 5 clearly shows that 33% of busi-
ness people have started implementing Al, so far
only for a small list of tasks; 25% have esta-
blished fully Al-integrated processes; 21% have
found effective approaches to using the techni-
ques and plan to scale them; 14% have tested
several approaches, but without significant suc-
cess; and 7% have not used Al and do not intend
to do so. This proves that, at this stage, there are
far fewer preconceptions about the application of
Al than there are perceived advantages. This fact
contributed to the fact that about 75% of 800
surveyed companies reported their intention to
implement Al within the next five years, i.e. by
2028 [12].

Experts anticipate a significant surge in
the development of the global Al market
between 2022 and 2032.
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Juarpamma 6. Poct muposoro peinka UM B nepuon ¢ 2022 no 2032 roaa, B mipa $/
Chart 6. Growth of the global Al market between 2022 and 2032, in billions of $
Hcemounux: Cocmasneno asmopom na ocnose unmepnem-ucmoynuxa [13]/
Source: compiled by the author on the basis of an Internet source [13]

Hcxons w3 maHHBIX amarpammsbl 6, 3a 10
net mupoBoil peiHOK M BeIpacTer B 5,7 pasa ¢
454,12 mupa $ B 2022 10 2575,16 mapxa $ B 2032.
[Ipennomaraercs, 4T0 €XerogHo OH OyaeT BO3-
pactath B 1,19 pa3za. 1o nokaspIBaeT, 4To Kpyn-
HEWIre KOPIOpalvy BO3JAraroT OONbIIMe Ha-
nexasl Ha MU, kak Ha HagexXHbId OM3HEC-MHCTPY-
MeHT OynayIiero, 6arogapst KOTOpOMYy OHH CMO-
TYT TIOBBICUTH MPOAYKTHUBHOCTh M T€HEPHUPOBATH
OOJIBIIY 0 TPHOBLITB, YEM FOJJAMH PaHEe.

I'mo6anbHbIe COKpallleHHs1 IITATOB B
2023. HecmoTpsi Ha Bce HMEIOIIMECS ILIIOCHI,
KOTOPBIMH PYKOBOJACTBYIOTCSI TOI-MEHEIKEPHI,
[JIABHBIA MHUHYC OT BHEApEHUs HeulpoceTell —
cokpauierre mraroB [8]. CoTpyIHUKH, KOTOPBIE
roJaMi HaKalUTMBAJM OMBIT B KPYITHBIX KOPIIO-
pamusax, BCEro 3a HECKONBKO MECALEB CTalH
0e3pa0OTHBIMU.

Based on the data in Figure 6, the global
Al market is projected to grow 5.7 times over
the next ten, from USD454.12 billion in 2022 to
USD2,575.16 billion in 2032. On average,
annual growth is expected to reach a factor of
1.19. This shows that major corporations have
high hopes for Al as a reliable business tool of
the future, through which they will be able to
enhance productivity and generate greater reve-
nue than in previous years.

Global Workforce Reductions in 2023.
Despite all the available pros that top managers
are driven by, the main downside of imple-
menting neural networks is downsizing [8].
Employees who have spent years gaining expe-
rience in large corporations have become unem-
ployed in just a few months.
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Taoauua 2/Table 2

I'106anbHbIe cokpanierus mraToB B 2023 roay, B pe3yJbrare BHeapenust MU/

Global Staff Cuts in 2023 Due to the Introduction of Al

Oobuiee yucio o Oobu1ee yucio
COTPYJTHHUKOB B Y6 yBoseHHLIX COTPYJTHHUKOB B
Ne/ Haspanue HauyaJe 2023 ropa/ YBoun ot obmero HavaJe 2024 ropa/
KOMITaHHH/ B 2023 roxy/ |uucaa/% of the
No Company Name Total number of Fired in 2023 total number Total number of
employees at the of dismissed employees at the
beginning of 2023 beginning of 2024
1 | Dropbox 3125 500 16% 2625
2 | Google 140000 12000 9% 128000
3 | Spotify 9241 1500 16% 7741
4 |Tesla 100000 10000 10% 90000
5 | Goldman Sachs 49100 3200 7% 45900
6 | Microsoft 232000 16000 7% 216000
7 |Black Rock Inc. 19800 600 3% 19200
8 |Amazon 1541000 27000 2% 1514000
9 |Saleforce 80000 8000 10% 72000
10 |EPAM 50000 5000 10% 45000
11 |IBM 288300 3900 1,4% 284400
12 |Dell 133000 6650 5% 126350
13 | Yahoo 8000 1600 20% 6400
14 | Zoom 8700 1300 15% 7400

Hcemounuk: cocmasneno agmopom na ochoge unmepnem-ucmoyunuxos [4], [6], [8], [9], [10]/ Source:
compiled by the author on the basis of Internet sources [4], [6], [8], [9], [10]

Cample MaciTaOHBIE COKPAIEHHs, UCXOIS
W3 JaHHBIX TAONUITBI 2, TTPOU3OIUIA B KOMITAHUH
Amazon, rae nporHo3upoBanu cokpatutb 18000
COTPYIHUKOB, HO MO uTory Kosua 2023 roga co-
Kkpatiii B 1,5 pasa 6ombie — 27000 coTpyIHHUKOB;
a taoke B BT Group, rae cokparumm 24% mrara —
31600, cumrasgs uro MMM MoOKeT C JIETKOCTBIO 3a-
Menuth 10000 coTpymHHKOB, TO ecTh 1/3 mmiTaTa.

B Onmxaitiue 7 ner OpuUTaHCKUE Tee-
KOMMYHUKannoHHbIN rurant BT Group u kpym-
wetimas 1T xomnanus CILIA (IBM) mnanupyrot
0oJsiee MaciiTaOHble coKpareHus [19].

According to Table 2, the most substantial
workforce reductions occurred at Amazon,
where it was predicted to cut 18000 employees,
but at the end of 2023 they cut 1.5 times more -
27000 employees; and in BT Group, where they
cut 24% of the staff — 31600, believing that Al
can easily replace 10000 employees, i.e. one-
third of its staff.

Over the next seven years, the British
telecom giant BT Group and the largest IT
company in the USA — IBM are planning further
significant staff reductions [19].
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Juarpamma 7. IIporuo3 no cokpauieHMIo MTATa COTPYAHNKOB KpynHeiimux kopnopauuii CIIIA
u Besmmkoopuranun/ Chart 7. Forecast for the reduction of the staff of the largest corporations
in the United States and Great Britain
Hcemounuk: cocmaeneno asmopom Ha ocHoge unmephem-ucmounuxog [8], [19]/

Source: compiled by the author on the basis of Internet sources [8], [19]
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BT Group 3a nBa roja rmiaHupyeT coKpa-
TuTh mTat B 1,5 pasza — ¢ 13000 B 2023 roxy mo
86000 B 2025 roxmy. Eme uepes 5 met koMmaHus
IUIAaHUPYET COKpaTuTh wWTatr B 1,56 pasa — g0
55000 x 2030 roxy. To ecTs 3a ceMp JeT mTaT
COTPYIHHUKOB COKpaTuTcs B 2,36 paza. B xomma-
HUH COXPaHAT CBOM pabouue mecTa Tonbko 42%
COTPYJIHUKOB. YK€ ceiyac B Kopropamuu pado-
TaeT 4aT-00T «OMMU», KOTOPHIH OTBEYaeT Ha BO-
MpOCHl TOJB30BaTeNC BMECTO COTPYAHHUKOB
noanepxku [8].

B IBM mnporro3 Oojiee 00HaIeKHUBAIO-
mui. 3a 7 net, ¢ 2023 no 2030, cokpatsT Bcero
7% mrata, To ecth 20000 yenoBEK.

Hccnenopanne Goldman Sachs. Uccie-
noBanue Goldman Sachs mnoxaszamo, uro WU
3ameHuT 300 MJIH COTPYAHHUKOB IO BCEMY MHUPY
u 3atpoHer 70% phIHKa Tpyada, a HEKOTOPBIX
cnenuanuctoB MM MoxeTr 3aMEHUTh NpaKTH-
YEeCKH MOTHOCTBIO, TO €CTh 73% pabodymx MecT B
oucax k 2030 romy ucUe3HYT.

B nepuon ¢ 2025 mo 2040 roast ot 20% 1o
50% cneumanucToB B pa3HbIX cdepax MOTEpsIOT
cBOM paboume mecta. K HUM OTHOCATCS: TEXHH-
Yyeckue BakaHcuu; pabotHukun CMU; ropuauuec-
Kasi OTpacilb; MapKETHHT; MPENOoAaBaHUE; TBOP-
YeCKOE HalpaBJIeHUe; CITy)x0a moyaepxku [9].

BT Group plans to reduce its workforce
by 1.5 times in two years, from 13,000
employees in 2023 to 86,000 in 2025. In another
five years, the company plans to reduce its
workforce by 1.56 times, to 55,000 by 2030. In
other words, the workforce will shrink 2.36
times across the seven-year period. Only 42% of
current employees will keep their positions in
the company. Notably, the company has already
integrated a chatbot ‘Amy’, which answers users'
questions instead of human support staff [8].

IBM's forecast is more encouraging: over
the seven-year period from 2023 to 2030, the
company expects to reduce its workforce by
only 7% of the staff, which amounts approxi-
mately 20000 people.

Goldman Sachs Research. A study con-
ducted by Goldman Sachs revealed at Al could
replace up to 300 million employees worldwide
and will affect 70% of the labour market, and some
specialists in Al can replace almost completely, i.e.
73% of office jobs will disappear by 2030.

Between 2025 and 2040, between 20%
and 50% of professionals in various fields will
lose their jobs. These include: technical jobs; me-
dia workers; legal industry; marketing; teaching;
creative direction; support service [9].

Tabnuua 3/ Table 3

KouanuecTBO crienuaincToB, KOTOpPble MOTEPSIIOT padoTy
B 2025-2040 roanax no npuunHe BHeapenus MW/
Number of professionals who will lose jobs in 2025-2040 due to Al

Ha3zBaHue cnenuajabHocTH/ CkoJibko % Oyner 3ameneno na UA/ B kakom roay?/
Specialty Name How many % will be replaced by Al In what year?
[porpammuct/ Programmer 40% 2030
Penaxrop/ Editor 50% 2030
Opuct/ Lawyer 23% 2040
Mapketonor/ Marketer 46% 2028
Byxranrtep/ Accountant 48% 2030
®unancuct/ Financier 22% 2040
Huzaiinep/ Designer 39% 2030
Xymoxuur/ Artist 30% 2030
IMepesoaunk/ Translator 66% 2025
PR-cnienmanuct/ PR-specialist 25% 2030

Hcemounuk: cocmaeneno asmopom Ha ocHoge unmepHem-ucmounuxa [15]/
Source: compiled by the author on the basis of an Internet source [15]

Hcxons uz nanubix tabmuist 3, 40% mpo-
rpamMmmuctoB u 50% pemakTopoB OymyT 3ame-
Hensbl k 2030 r., 23% 1opuctoB — k 2040 r., 46%

According to the data in Table 3, by 2030,
artificial intelligence is expected to replace 40%
of programmers and 50% of editors. Additio-
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MapkeTosioroB — k 2028 r., 48% OyxranTepoB —
k 2030 r., 22% dunancucroB — k 2040 1., 39%
nusaiinepoB U 30% xynoxHukoB — kK 2030 r.,
66% nepeBogunkoB — K 2025 r. u 25% PR-cne-
manucToB — K 2030 1.

Ha naHHBII MOMEHT aHaJIUTHKH YK€ CO-
CTaBUJIM CIIHCOK Mpogeccuii, KOTOPbIE B TOW MU
WHOH CTENeHU BO3bMET Ha ce0sl HeHPOCEeTh.

1. Ilporpammuctsl. [Iporaosupyercs, 4To
KOJIOCCAIbHOE COKpAallleHHe 1ITaTa IIaHUpyeTCs
He pasbie 2030 roga, Tak Kak HEHpOCETH elle
HE CIIOCOOHBI aBTOMATH3WPOBATH M CO3/1aBaTh
HOBBIE QJITOPUTMBI M TEXHOJIOTHH, a TaKXe pe-
maTh CIOXHBIE 3a7aui. TeM He MeHee OHH yKe
CIIOCOOHBI:

e ABTOMATH3UPOBATH

tectupoBanus 110;
¢  OnTUMHU3UPOBATH MPOTPAMMHBIN KO

e YCKOpSTH Tpolecc pa3paboTKu;

o JlosACHATH uepe3 TEKCTOBBIE

COOOIIEHUS KaXK bl dTam [11].
2. Penakropsl. [Ipornosupyercs cokpa-
menne Oonee 1/2 mrata. Ocranbabie 50% Hel-
poCeT 3aMCHUTHL HC CMOTYT 11O NPpUYUHE TOrO,
YTO HTHOPUPYIOT MPOCHOBI IO 00BEMY CUMBOJIOB
W COCTaBISIOT CHHTAKCHYECKH HENPaBUIbHBIE
MPEeJIOKEHHSI, TIO3TOMY MM BCE €Ile HYXEH
HaJ30p CO CTOPOHBI yenoBeka. OnHAKO HEWpo-
CeTH YK€ MMEIOT COBEpIIATh CIIEIYIOIIHE OIle-
parmu:
» [logOupaTh TeMbl U BBIJABaTh MaTe-
pyuajibl MO HHUM, BKJIOYasd aHAJIMUTU-
YECKUE CBOJIKH;

» JloarousaTs TEKCT mox Qopmar Xyp-
HaJla ¥ M0Jl aBTOPCKUM CTHUIb;

= CocCTaBnsATh BHATHBIA TEKCT Ha JTHOOOM
SI3BIKE;

= [lucate cTaTeio 3a 5-8 MmunyT [11].

3. KOpucrbl. Heiijpocetu HEe MOTyT

nporecc

3aMEHHTh UX ITOJIHOCTBIO, HO MOTYT IIOMOYb C:
o ABTOMaru3alMel B aHaiau3e JOrOBO-
POB U IOKYMEHTOB;
o IlouckoMm npaBoBOi HHPOPMALIH;
o Ob6ecnieuenrieM 0€30TTACHOCTH KIIMEHTA
ot kubepyrpo3s [21].
Camu ke IOpUCTBI BBICKa3bIBalOT HEKOTO-
pple omaceHus no mnosoxy BHenpenus WU B
paboty 3T0¥ chepsl.

Revista / Journal ,, ECONOMICA” nr.2(132) 2025

nally, 23% of legal professionals may be repla-
ced by 2040, along with 46% of marketing
specialist by 2028, 48% of accountants by 2030,
and 22% of finances professionals by 2040.
Furthermore, 39% of designers and 30% of
artists — by 2030, while 66% of translators could
be replaced as early as 2025, and 25% of PR-
specialists — by 2030.

At present, analysts have already compi-
led a list of professions that the expected to be
partially or fully taken over by neural network.

1. Programmers. It is predicted that a
large-scale reduction of staff is not planned before
2030, as neural networks are not yet capable of
automating and creating new algorithms and
technologies, as well as solving complex problems.
However, they are already capable of:

e Automating the software testing pro-

cess;

e Optimising software code;

e Accelerating the development process;

o Explaining through text messages each

step [11].

2. Editors. It is projected that more than a
half of editorial staff will be reduced. Neural
networks will not be able to replace the remai-
ning 50% as these systems tend to ignore charac-
ter size requests and often generate syntactically
incorrect sentences, so they still need human

supervision. However, neural networks are
already capable of performing the following
operations:

e Selecting topics and providing ma-
terial on them, including analytical
summaries;

e Adjusting text to fit the journal format
and authors style;

e Producing comprehensible text in any
language;

e Writing an article within 5-8 minutes
[11].

3. Legal professionals. Neural networks

cannot fully replace, but they can assist with:

o Automating the analysis of contracts
and documents;

o Searching for legal information;

o Ensuring client security from cyber
threats [21].

Legal professionals themselves have expres-

sed some concerns about the introduction of Al
in the work of this sphere.
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B Omacarorcst BHeApenus MU/ Fear implementing Al
30% 30%
OmnacaroTcst HapyIeHus: KOHQUICHIINATBHOCTH
naHHbeIX KaueaTos/ Concerned about breaches of
client data confidentiality/
B Omnacarorcs puckos/ Wary of risks

B [TooxuTesbHO OTHOCATCS K BHeApenuto M/ Have

20% 20% a positive attitudine towards Al implementation

Junarpamma 8. MHeHHs I0PHCTOB N0 IOBOJY BHEPEHHs HeilpoceTell B MX KOMNAHUAX, B %/
Chart 8. Lawyers' opinions on the implementation of neural networks in their companies, %
Hcemounuk: cocmasieno asmopom Ha 0cHose unmeprem-ucmounuxa [21]/

Source: compiled by the author on the basis of an Internet source [21]

Hcxons u3 TaHHBIX AWMAarpaMMBbl 8, MOKHO
BbIIENUTH cieaytomee: 30% opHCTOB OIacarT-
cs BHenapenus MU, 20% — omacarorcst Hapyie-
HUS KOH(PUIACHIUAIBLHOCTH JAHHBIX KIIHEHTOB,
20% — omacaroTcsi BO3SMOXHBIX PUCKOB. TOIBKO
30% wu3 BCceX OMPOMICHHBIX MOJIOKUTEIHHO
OTHOCATCA K BHeApeHuto 1.

4. MapkertoJioru. [Iporsosupyercsi, 4To
WU 3amenut 6osee 40% Bcero mrata MapKeTo-
JIOTOB, TaK Kak HEWPOCETH CIOCOOHBI BBITION-
HUTH 710 90% Bcex MX 3a7ad, BKJIIOYAs:

e (CO0p u CTPYKTYpUpPOBaHHE HHPOPMALUHE;
o [lepeBos TEKCTOB HA MHOYKECTBO SI3BIKOB;
e OO0Opabotky Oombmioro obObeMa ¢oTo,

BHJIEO U TEKCTOBOM nH(popMaruu [12].

Camm cnenuanucTbl 10 MapKETUHTY YKe
aKTHBHO HCIIOJB3YIOT HelpoceTH B pabore.

Based on the data in Figure 8, the follo-
wing can be discerned: 30% of legal professio-
nals are concerned about the Al implementa-
tion, 20% are afraid of breach of client data
confidentiality, 20% are worried of possible risks.
Only 30% of all respondents have a favourable
attitude towards the implementation of Al.

4. Marketers. It is predicted that Al will
replace more than 40% of the entire marketing
staff, as neural networks can perform up to 90%
of all their tasks, including:

e Collecting and structuring information;
¢ Translating texts into multiple languages;
e Processing large amounts of photo, video,

and text information [12].

Marketing specialists themselves are already
actively using neural networks in their work.

[MpoBomst uccnenosanus/ Create content

Vsuaror uadopmaruro/ Gather information

AHaJ'[PI?,PIpyIOT JAHHBIC U COCTABIIOT
oruers/Analyze data and prepare reports

Cosnaror konrent/ Create content

0%

10%

20%

45%

30% 40% 50% 60%

Juarpamma 9. Ucnoan3oBanue UU B mapkeTunre, B %/
Chart 9. Use of Al in marketing, %
Hcemounux: cocmasneno asmopom na ocnose unmepnem-ucmounuxa [12]/
Source: compiled by the author on the basis of an Internet source [12]
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Kax mokazano Ha auarpamme 9, 32% map-
KETOJIOTOB MPOBOJISAT HCCICIOBAHUS MPH TIOMO-
mu HeWpocerel, 45% — y3HaT MHGOpPMALHUIO,
eIIC CTOJIbKO K€ — aHAIM3UPYIOT JaHHBIE U
COCTaBIIIOT OTYETHI, a 48% — CO34aI0T KOHTCHT.
Jns  co3maHuisi KOHTEHTAa OHU HCIOJB3YIOT
YeThIPE BUJIa UHCTPYMEHTOB.

As shown in Figure 9, 32% of marketers
conduct research using neural networks, 45%
learn information, another equal number analyse
data and report, and 48% create content. They
rely on four types of tools to create content.

Aynuo-uncrpymentsl/ Audio tools

Busyansusie uactpymenTsl/ Visual tools

VHCTpyMeHTSI Jutsl reHepatiu Tekcra/ Text generation
tools

Yar-60tel/ Chatbots

0%

53%

10%

20% 30% 40% 50% 60%

Junarpamma 10. HHCTPYMEHTBI, KOTOPBIMH MOJIB3YIOTCS MAPKETOJIOTH MPH CO3JaHMH KOHTeHTa, B %
Chart 10. Tools used by marketers to create content, %
Hcemounuk: cocmasneno asmopom na ocrhoge unmepnem-ucmounuxa [12]/
Source: compiled by the author on the basis of an Internet source [12]

[Ipoananu3upoBaB JaHHBIE IUATPAMMBI
10, cnemyer otmeTHth, uTo 31% CcnenmammucToB
UCTONB3YeT  aynuo-MHCTPYMEHTHI, 44%
BH3yallbHBIE HMHCTPYMeHTHI, eme 44%
WHCTPYMEHTHI IJIsl TeHepanuu Tekcrta u 53% —
4ar-00Thl. TO €CTh MapKeTOJIOTH HACTPOCHBI K
HEHpOCETSIM JJOCTATOYHO TIOJOXKUTEIBHO, YTO
HEJNB3sT CKa3zaTh IPO AaHAIUTHKOB, KOTOPBIE
MPOTHO3UPYIOT MAacCOBBIE COKPAIIECHHUS ILUTATOB
B iepuon ¢ 2024 o 2029 rozsl.

Having analysed the data of Figure 10, it
should be noted that 31% of specialists use audio
tools, 44% — visual tools, another 44% — text
generation tools and 53% — chatbots. In other
words, marketers maintain a generally positive
attitude towards neural networks, which cannot
be said about analysts who predict massive staff
reductions in the period from 2024 to 2029.

50%

40%

30%

20%

10%

o
0% 2024

2029

|l% 8%

46%

Juarpamma 11. IIporunozupyemsblii IPOLEHT COKPALIEHUS IITATA MAPKETOJI0T0B
B nepuoj ¢ 2024 no 2029 roael, BBUAY BHepeHUs HelipoceTeii, B %o/
Chart 11. Projected percentage of reduction in the number of marketers in the period
from 2024 to 2029, due to the introduction of neural networks, in %

Hcemounuk:. cocmasneno asmopom Ha

ocnoge unmepnem-ucmounuka [12]/

Source: compiled by the author on the basis of an Internet source [12]

Wcxons w3 manHBIX auarpammel 11, mpo-
THO3UPYETCS, 9TO Yepe3 MATh JeT, Kk 2029 roxy,
IITaT MapPKETOJIOTOB COKPATHTCS TIOYTH B 6 pas.
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Based on the data of Figure 11, it is predic-
ted that in five years, by 2029, the number of mar-
keting professionals will decrease almost 6 times.
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CBou JIOJDKHOCTH COXPAHAT OKOJIO 1/2 crnenwma-
nucToB — 54%, 46% — ux MOTEPSIOT.

5. ®unancuctbel u Oyxraiarepbl. 75%
pyxoBoauteneit nosepstor MU Bemoanuts 45%
aHAMTUKA U 14% (UHAHCOBBIX pacUETOB, MTOTO-
My 9TO HEHPOCETH OTIUIHO CIIPABIIAIOTCS C:

e ABTOMaTH3anuen OyXraJaTepcKoro yuera,
e (CoOopom (uHaHCOBOH HHpOPMALINHY;
e VY4eToM 3aTpaT U UX aHAJIU30M.

[Ipenmonaraercs, 4T0 HEHPOCETH 3aMEHST
22% ¢unancuctoB u cBbime 40% OyxraaTepoB
B Onmmxaiimryro mekany [11].

6. lu3aiineppl. 3HaUNTEIbHAS YaCTh TU-
3aliHEpOB omnacaercs, 4Tto ux 3ameHut UH.

About half of specialists, 54%, will keep their posi-
tions while the remaining 46% will lose theirs.

5. Financial Specialists and Accoun-
tants. 75% of executives trust Al to perform
45% of analytical tasks and 14% of financial
calculations because neural networks are great at:

e Automating accounting;
e Collecting financial information;
e Cost accounting and analysis.

It is expected that neural networks will
replace 22% of finance professionals and over
40% of accountants in the next decade [11].

6. Designers. A significant proportion of
designers fear that they will be replaced by Al.

37%

48%

B Vepensl, uto ux 3amenut N/ Confident
that Al will replace them

VBepensl, uto ux He 3amenst/ Confident
that they will not be replaced

B Cuyprator 1 HepocTaToYHO pa3BUTHIMH/
Belive Al is under developed

Juarpamma 12. MHeHusi An3aiiHepoB 10 NMOBOAY UX JuiueHns padéorslt UU, B %/
Chart 12. Designers' opinions about their Al deprivation, %
Hcemounux: cocmasneno asmopom na ocnose unmepnem-ucmoynuxa [22]/
Source: compiled by the author on the basis of an Internet source [22]

Ucxons u3 ganHeix auarpammsel 12, 15%
TU3aifHepOB yBepeHbl, uTo ux 3ameHut MU, 48%
— YBEpEeHBI, YTO HE 3aMEHUT, a 37% — CUUTAIOT
N HenocTaToOYHO pa3BUTHIMU.

Mpodeccuu Oyaymero. CambimMu Tmep-
CICKTHUBHBIMU mpodeccusMu  OyayIero, 1o
mHenuto ChatGPT, cranyr:

e HHXeHep-TIporpaMMUCT alTOPUTMOB U

CHUCTEM MAITMHHOTO O0YUICHIS;

e Po0OTOTEXHUKY;
e Cremuanuct 10 KuOepOe30MmacHOCTH U

atuke MU [17];

e PazpaboTumk BU3yansHOI W JTOTIOJTHEHHOMN
peaIbHOCTH;
e TIporpammuct Helipocereii [16].

Bce st mpodeccun HyXTarOTCS B TOM
WU HWHOM CTEMEHU HAaBBIKOB COBMECTHOH pa-
OOTBI C WCKYCCTBEHHBIM WHTEIUIEKTOM, YTO
MTOKa3bIBaCT MX HE3aMEHHMOCTH B JOJTOCPOU-
HOM IUTaHE.

BriBoAbBI M pekOMeHIaAUH

Hcxonass w3 Bcero BBIMIEU3IOKEHHOTO,
MOJKHO IIPUHTH K BBIBOIY, YTO HelipoceTH, 0e3y-

Based on the data in Figure 12, 15% of
designers believe they will be replaced by Al,
48% believe they will not be replaced, and 37%
believe Al is not advanced enough.

Professions of the future. According to
ChatGPT, the most promising professions of the
future include:

e Software engineer of algorithms and
machine learning systems;

¢ Robotics engineer;

e Specialist in cybersecurity and Al ethics

[17];

o Developer of visual and augmented reality;
e Programmer of neural networks [16].

All of these professions need some degree
of collaborative Al skills, which shows their
indispensability in the long term.

Conclusions and recommendations

Based on all of the above, it can be
concluded that neural networks are certainly not
a panacea for business, as they cannot fully
replace human resources. They are good at
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CIIOBHO, HE SBISIOTCA NaHaleel ans OusHeca,
TaK Kak HE MOIYT B IIOJHOM Mepe 3aMEHHUTh
yejoBeueckue pecypcbl. OHM XOpOIIO CIIpaB-
JSIOTCSL ¢ 00paboTKOM Oonpiioro oobema jaaH-
HBIX, OYXTaJTEepCKUM Y4eTOM, INPOTHO3UPOBA-
HHEM { aHAJIUTUKOH, HO HE CIOCOOHBI CaMo-
CTOSITENIFHO TE€HEpUpOBaTb HICH Ul OYAyIIHX
MPOEKTOB, a TaKKe yOeaUTh MapTHEPOB U KINECH-
TOB, YTO MMEHHO TOBapbl M YCIYI'H KOHKDPETHOMN
KOMIIAaHWM HauOoliee BBIUTPBIIIHBI M3 BCEX
MIPEJCTAaBICHHBIX Ha PBIHKE. 3/1€Ch ABTOP MOXKET
JMIIb COIJIACUTBCA CO CJICAYIOLUIMMH CJIOBaMU
Kait @y Jlu: «IIpuKOoCHYTBCSI K YbEMY-TO CEPILLY
CBOUM CepAlleM — 3TO TO, C Ye€M MaIluHbI, 5
CUHTAI0, HUKOTA HE CIIPaBATCS».

OngHako W Mepod YHUYTOXKEHHUS! pPhIHKA
Tpyda OHU IOJHOCTBIO HE SABJIAKOTCA. ITewanbpHO
OCO3HaBaTh, 4YTO C IIPUXOJOM HeHpoceTel 3Ha-
YUTENbHAS YaCTh OIBITHBIX CIIELUAIMCTOB IOTE-
psieT cBou paboune MecTa, HO MEXIy TeM ApY-
rasg, HC MCHEC ollyTUMasd 4aCTb HUX KE€ U o6pe-
TeT. PBIHOK Tpylna MOTEPIUT 3HAYUTEIILHBIC
HW3MEHEHUs B Ommkailiye ABa AeCATHICTHS. DTO
q)aKT, OTMEYEHHBI1 MHOTHUMU OKCIIepTamMu B
CBOMX HCCIJIEJOBAHUSAX, HA KOTOPbHIE aBTOP CCHI-
nancs Beiie. Ham ocraeTcs numib OpUHSATH 3TO
U JIBUTaThCsl Aanblie. byaymuMm crnenuaiucram
MPU MIOWCKE CBOETO HANpaBJIEHHUs CTOMT o0pa-
TUTHh BHUMaHHUE Ha Hanbojee COBPEMEHHBIE CIIe-
LUATBHOCTH, K NPHUMEPY, Ha T€, KOTOPHIE YKe
YIIOMUHAJIUCh aBTOPOM B CTaThe.

processing large amounts of data, accounting,
forecasting and analytics, but they are not
capable of independently generating ideas for
future projects, as well as convincing partners
and customers that it is the goods and services of
a particular company that are the most
advantageous of all those on the market. In this
regard, the authors can only agree with the
following words of Kai Fu Li: “To touch
someone’s heart with your own heart is
something machines, | believe, will never be
capable of.

However, Al does not mean the total
collapse of labour market. It is sad to realise that
with the advent of neural networks, a significant
part of experienced professionals will lose their
jobs, but another, no less tangible part will gain
them. The labour market will undergo significant
changes in the next two decades. This is a fact
that has been highlighted by many experts in the
studies cited above. All that remains is accept it
and move on. Future specialists should pay
attention to the most modern specialities when
looking for their direction. For example, those
already mentioned by the authors in the article.
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Transformarile generate de evolutia digi-
tala si de accentul global tot mai pronuntat
asupra factorilor de mediu, sociali si de guver-
nanta (ESG) impun o reconsiderare fundamen-
tala a rolului profesiei contabile si, implicit, o
reconfigurare a educatiei contabile. In acest
context, prezentul studiu si-a propus sa cerceteze
modul in care pedagogia contabila poate evolua
ca raspuns la impactul digitalizarii si al econo-
miei sustenabile, identificand tendinte, exemple
de bune practici si oportunitati. Pentru atingerea
acestui scop, cercetarea investigheaza: modul in
care evolutia digitala si sustenabilitatea trans-
forma practicile contabile si pedagogia; masura
in care programele de contabilitate din Republica
Moldova integreaza tehnologiile digitale si
conceptele de sustenabilitate; modalitatile de
adaptare a pedagogiei contabile la noile realitati
socio-eConomice §i modul in care universitatile
autohtone promoveaza sustenabilitatea si digita-
lizarea prin propriul exemplu institutional.

Cuvinte-cheie: educatie contabild, suste-
nabilitate, tehnologii, digitalizare, curriculum
universitar.

JEL: M41, 123, L32.

Introducere

Profesia contabila este intr-o continua
transformare, iar educatia contabild joaca un rol
major 1n pregétirea viitorilor profesionisti pentru a
naviga cu succes in acest peisaj dinamic. Nece-
sitatea adaptarii pedagogiei contabile este tot mai
evidenta, fiind impulsionatd de doua forte majore:
evolutia digitald si accentul crescand asupra eco-
nomiei sustenabile. Aceastd transformare nu re-
prezintd doar o ajustare minord, ci implicd o
reevaluare fundamentald a modului in care con-
tabilitatea este predata si invatata, pentru a asigura
relevanta si eficacitatea profesiei in viitor.
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The transformations driven by digital evo-
lution and the growing global emphasis on
environmental, social, and governance (ESG)
factors necessitate a fundamental rethinking of
the role of the accounting profession and, by
extension, a reconfiguration of accounting edu-
cation. In this context, the present study aims to
explore how accounting pedagogy can evolve in
response to the impact of digitalization and
the sustainable economy, by identifying trends,
examples of best practices, and emerging oppor-
tunities. To achieve this objective, the research
investigates: how digital evolution and sustaina-
bility are reshaping accounting practices and
pedagogy; the extent to which accounting pro-
grams in the Republic of Moldova integrate digi-
tal technologies and sustainability concepts; the
ways in which accounting pedagogy can adapt to
new socio-economic realities; and how domestic
universities promote sustainability and digitalize-
tion through their own institutional practices.

Keywords: accounting education, sus-
tainability, technologies, digitalisation, univer-
sity curriculum.

JEL: M41, 123, L32.

Introduction

The accounting profession is undergoing
continuous transformation, and accounting educa-
tion plays a crucial role in preparing future pro-
fessionals to navigate this dynamic landscape
successfully. The need to adapt accounting peda-
gogy has become increasingly evident, driven by
two major forces: digital evolution and the gro-
wing emphasis on the sustainable economy. This
transformation is not merely a minor adjustment
but calls for a fundamental reassessment of how
accounting is taught and learned, to ensure the fu-
ture relevance and effectiveness of the profession.
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In acelasi timp, integrarea tehnologiilor
digitale poate face educatia contabilda mai rele-
vantd si mai atractivd pentru studentii din era
digitald. Expunerea la instrumentele si tehnolo-
giile utilizate in practica contabild moderna
poate imbundtati pregatirea studentilor pentru
piata muncii si le poate oferi un avantaj compe-
titiv. Accentul pe economia sustenabila ofera, de
asemenea, oportunitatea de a forma absolventi
cu un set mai larg de competente, tot mai apre-
ciate de angajatori. Contabilii care inteleg si pot
raporta performanta sustenabild vor fi din ce in
ce mai cautati, pe masurd ce importanta ESG
continui si creasca. In plus, integrarea concep-
telor de sustenabilitate in curriculumul contabil
poate atrage un numar mai mare de studenti catre
profesia contabila, evidentiind rolul important pe
care contabilii 1l pot juca in abordarea provoca-
rilor globale critice.

Scopul acestei cercetari este de a analiza
modul prin care pedagogia contabild poate fi
imbunatatitd ca raspuns la aceste evolutii, identi-
ficand tendinte cheie, exemple notabile si opor-
tunitdti emergente. Pentru a atinge obiectivele
cercetarii, au fost stabilite urmaétoarele intrebari
fundamentale:

= Q1. In ce mod evolutia digitala (inclusiv
tehnologii precum inteligenta artificiala,
automatizarea, blockchain, analiza datelor,
etc.) si economia sustenabild (inclusiv
raportarea ESG, contabilitatea de mediu si
sociala, obiectivele de dezvoltare durabila,
etc.) modeleaza practicile contabile si
impun schimbari in pedagogia contabila?

= Q2. In ce misurd programele de conta-
bilitate oferite de institutiile de invataimant
din Republica Moldova acopera subiecte
legate de tehnologii digitale si sustena-
bilitate?

» Q3. Cum poate fi imbunatatitd pedagogia
contabild din Republica Moldova in con-
textul dezvoltérii competentelor necesare
pentru a raspunde provocarilor aduse de
tehnologiile digitale si economiile sus-
tenabile?

* Q4. In ce misurd universititile din Repu-
blica Moldova, prin exemplul propriu,
promoveaza conceptul de sustenabilitate si
digitalizare?

Din baza acestor intrebari de cercetare, au
fost dezvoltate trei ipoteze:

= H1. Programele universitare de licentd in
contabilitate, din Republica Moldova,

At the same time, the integration of digital
technologies can make accounting education
more relevant and appealing to students in the
digital age. Exposure to tools and technologies
used in modern accounting practice can enhance
students’ preparation for the labour market and
offer them a competitive advantage. Emphasi-
zing the sustainable economy also provides the
opportunity to develop graduates with a broader
set of competencies that are increasingly valued
by employers. Accountants who understand and
can report on sustainability performance will
be in growing demand, as the importance of
ESG continues to rise. Moreover, incorporating
sustainability concepts into the accounting
curriculum may attract more students to the
profession by highlighting the significant role
that accountants can play in addressing critical
global challenges.

The purpose of this research is to analyse
how accounting pedagogy can be improved in
response to these developments, by identifying key
trends, notable examples, and emerging oppor-
tunities. To achieve the research objectives, the
following core questions have been established:

= QL. How are digital advancements (inclu-
ding technologies such as artificial intel-
ligence, automation, blockchain, data ana-

Iytics, etc.) and the sustainable economy

(including ESG reporting, environmental

and social accounting, the Sustainable

Development Goals, etc.) shaping accoun-

ting practices and driving changes in

accounting pedagogy?

= Q2. To what extent do accounting pro-
grams offered by higher education insti-
tutions in the Republic of Moldova
address topics related to digital techno-
logies and sustainability?

= Q3. How can accounting pedagogy in the

Republic of Moldova be improved to de-

velop the competencies required to meet

the challenges posed by digital techno-
logies and sustainable economies?

= Q4. To what extent do Moldovan univer-
sities promote the concepts of sustaina-
bility and digitalisation through their own
institutional practices?

Based on these research questions, three
hypotheses have been formulated:

= H1. Undergraduate accounting programs
in the Republic of Moldova integrate con-
tent related to sustainability and digital
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integreaza continuturi privind sustenabi-

litatea si tehnologiile digitale cu implicatii

contabile la un nivel foarte redus.

= H2. Educatia contabila universitara nece-
sita transformare in contextul provocarilor
viitoare ale profesiei contabile legate de
sustenabilitate si tehnologii digitale.

= H3. Imbunatitirea educatiei contabile va
avea un efect dorit doar sustinut si de
politicile institutionale coerente privind
sustenabilitatea si digitalizarea.

Misiunea finald a cercetarii este de a
contribui la 0 mai bund intelegere a modului in
care evolutiile tehnologiei si sustenabilitatii pot
fi integrate eficient in educatia contabild univer-
sitard. Un sistem educational performant in do-
meniul contabilitatii, aliniat la standardele inter-
nationale, ar spori competentele contabililor si
auditorilor, consolidand, astfel, increderea publi-
cului in serviciile lor [1].

Metodologia cercetarii:
tehnicile utilizate:

Aceastd lucrare se bazeazd pe o abordare
de cercetare mixta, care raliazd o metodologie
calitativa si una cantitativa. Pentru colectarea si
analiza datelor, autoarea a utilizat urmatoarele
metode esentiale:

»  Analiza bibliografica, pentru a iden-
tifica si analiza critic provocdrile, riscurile, opor-
tunitatile si tendintele majore, privind impactul
evolutiei digitale si al imperativelor de suste-
nabilitate asupra viitorului profesiei contabile si
necesitatea de a integra in mod activ conceptele
de sustenabilitate si competentele digitale in
curriculumul educational contabil.

= Analiza cadrului normativ, cu scopul
de a descifra traiectoria sustenabilitatii si digi-
talizarii in Republica Moldova, pentru a decide
daca o adaptare a programelor de studii este
justificata si necesard in pregatirea viitorilor
profesionisti contabili pentru un peisaj economic
in transformare.

» Analiza de continut a planurilor de
invatamant si curriculum-urilor disciplinelor con-
tabile disponibile public, pentru a evalua nivelul
actual de integrare a conceptelor de sustenabilitate
si a competentelor digitale In educatia universitara
de contabilitate. In acest sens, a fost elaboratd o
listd de subiecte legate de tehnologii si sustena-
bilitate, utilizata drept criteriu de comparatie.

= Explorarea site-urilor oficiale ale celor
mai importante trei universitati din tara, care ofera
programe de studiu in domeniul contabilitatii —

metodele si
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technologies with accounting implications
at a very limited level.

= H2. University-level accounting educa-
tion requires transformation in response to
the emerging challenges of the accounting
profession related to sustainability and
digital technologies.

= H3. Improvements in accounting educa-
tion will produce the desired outcomes
only if they are supported by coherent
institutional policies on sustainability and
digitalisation.

The ultimate aim of this research is to
contribute to a better understanding of how
technological and sustainability-related develop-
ments can be effectively integrated into uni-
versity-level accounting education. A high-per-
forming educational system in the field of
accounting, aligned with international standards,
would enhance the competencies of accountants
and auditors, thereby strengthening public trust
in their services. [1].

Research methodology: methods and
techniques employed:

This paper is based on a mixed-methods
research approach combining both qualitative
and quantitative methodologies. To collect and
analyse data, the author used the following
essential methods:

= Document Analysis, to critically iden-
tify and analyse the challenges, risks, oppor-
tunities, and major trends related to the impact of
digital evolution and sustainability imperatives on
the future of the accounting profession, as well as
the necessity of actively integrating sustainability
concepts and digital competencies into the
accounting education curriculum.

= Analysis of the regulatory framework,
aimed at tracing the trajectory of sustainability
and digitalisation in the Republic of Moldova, in
order to determine whether an adaptation of
academic programs is justified and necessary for
preparing future accounting professionals to
meet the demands of a transforming economic
landscape.

= Content analysis of publicly available
syllabi and curricula of accounting-related courses
was conducted to assess the current level of
integration of sustainability concepts and digital
competencies in university-level accounting
education. In this regard, a list of topics related to
technologies and sustainability was developed and
used as a comparative benchmark.
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Academia de Studii Economice din Moldova
(ASEM); Universitatea de Stat din Moldova
(USM); Universitatea Tehnici a Moldovei
(UTM), — pentru a identifica prezenta si contextul
utilizarii termenilor de ,,sustenabilitate”/,,dez-
voltare durabild”/,,ESG”/ si a celor de ,digitali-
zare/tehnologizare” in documentele institutionale
disponibile online. In acest sens, a fost utilizatd o
metoda de cercetare cantitativa, aplicind un
indice de informare, selectat pe baza analizei
riguroase a literaturii de specialitate [2], [3].

Prima etapa a activitatii empirice a constat
in conceperea unui indice de informare, com-
pus dintr-o listd de elemente de informare consi-
derate utile Tn masurarea gradului de promovare,
prin exemple proprii, a conceptelor de sustena-
bilitate si digitalizare, astfel incat sa poata fi
atribuit un punctaj fiecérei institutii. Indicele de
informare a fost determinat utilizind o metoda
dihotomica, prin care s-a acordat punctajul 1,
atunci cand informatiile privind sustenabilitatea
si digitalizarea au fost prezente pe site oficial si
0 — in caz contrar. Acest indice are valori
cuprinse intre 0 si 1, iar un rezultat mai apropiat
de 1 indicd faptul cd institutiile analizate furni-
zeaza intr-o masurd mai mare informatii privind
sustenabilitatea si digitalizarea.

Din perspectiva metodologiei cercetarii,
tema a fost abordatd printr-0 strategie explora-
torie, combinand colectarea de date calitative
primare cu analiza reflexiva. Concret, au fost
initiate discutii semi-structurate cu diverse parti
interesate relevante — cadre didactice universitare,
studenti din programele de contabilitate si re-
prezentanti ai mediului de afaceri — pentru a
obtine perspective multiple si nuantate asupra
subiectului investigat. Aceastd abordare a fost
suplimentatd de reflectii personale asupra expe-
rientelor acumulate, oferind un strat suplimentar
de intelegere si interpretare a datelor emergente.
Prin triangularea acestor surse de informatii —
opinii ale diferitelor grupuri tintd si experienta
personald — S-a urmarit conturarea unei imagini
cat mai comprehensive a problematicii studiate.

Rezultate obtinute si discutii:

1. in ce mod evolutia digitali influen-
teaza practicile contabile si comporta schim-
bari in pedagogia contabila?

Evolutia digitala reprezintd un proces con-
tinuu si iterativ de adaptare si integrare a tehno-
logiilor digitale in operatiunile, sistemele si cul-
tura organizationala orientata spre schimbare [4].
In contextul contabilititii, evolutia digitald este

= Exploration of the official websites of
the three leading universities in the country
offering accounting programs — the Academy of
Economic Studies of Moldova (ASEM), Mol-
dova State University (USM), and the Technical
University of Moldova (UTM) — was undertaken
to identify the presence and contextual usage of
the terms ‘“‘sustainability”/”sustainable develop-
ment”/”’ESG” and “digitalisation”/ “technologi-
sation” in publicly available institutional docu-
ments. In this context, a quantitative research
method was applied, employing an information
index developed based on a rigorous review of
the relevant academic literature [2], [3].

The first stage of the empirical work invol-
ved the development of an information index,
composed of a list of informative elements
deemed useful in assessing the degree to which
institutions promote sustainability and digitaliza-
tion through their own examples. This index was
designed to assign a score to each institution. The
information index was calculated using a dichoto-
mous method, whereby a score of 1 was assigned
when references to sustainability and digitaliza-
tion were present on the official website, and a
score of 0 otherwise. The index ranges from 0 to
1, with values closer to 1 indicating that the ana-
lysed institutions provide more extensive infor-
mation regarding sustainability and digitalisation.

From the perspective of research metho-
dology, the topic was approached through an
exploratory strategy, combining the collection of
primary qualitative data with reflexive analysis.
Specifically, semi-structured interviews were
conducted with various relevant stakeholders,
including university faculty, accounting stu-
dents, and representatives of the business sector,
in order to capture multiple and nuanced per-
spectives on the topic under investigation. This
approach was supplimented by personal reflec-
tions based on professional experience, which
provided an additional layer of interpretation and
understanding of the emerging data. By triangu-
lating these information sources, target group
insights and personal experience, the study
aimed to construct a comprehensive picture of
the investigated issue.

Results and Discussions:

1. How does digital evolution influence
accounting practices and drive changes in
accounting pedagogy?

Digital evolution is a continuous and itera-
tive process of adapting and integrating digital
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accelerata de tehnologii precum inteligenta artifi-
ciala (IA), automatizarea proceselor blockchain,
analiza datelor (Big Data & Data Analytics) etc.
Aceste tehnologii nu doar c¢a schimba modul in
care se desfasoara sarcinile contabile traditio-
nale, dar creeazad si noi oportunititi pentru con-
tabili de a oferi servicii cu valoare addugata mai
mare, cum ar fi analiza strategica si consultanta
de afaceri [5]. Studiile celor mai influente
organizatii profesionale internationale [6] sustin
ca evolutia tehnologicd, va remodela contabili-
tatea, generand schimbari semnificative, iar con-
tabilii vor avea au un rol esential in calitate de
inovatori, valorificand noile tehnologii pentru a
spori eficienta, acuratetea si luarea deciziilor
strategice. Surse de analiza si consiliere a pro-
fesiei contabile [7] sustin ca profesionistii care
adopta noile tehnologii evolueaza catre functii
mai strategice, analitice si de consiliere.

Un studiu recent [8] introduce noi domenii
de competente pentru profesia contabild — ciber-
netice, digitale si tehnologice — oferind o viziune
extinsd asupra competentelor necesare in era
digitald, precum si perspective concrete pentru
alinierea curriculumului academic la cerintele
emergente ale industriei, in special, In integrarea
tehnologiilor avansate precum IA, automatiza-
rea proceselor robotizate (RPA), analiza datelor
si Big Data (BD & DA), in formarea viitori-
lor contabili.

Forta motrica a evolutiei digitale actuale
este reprezentatd de inteligenta artificiald care,
prin capacitatea sa de a procesa cantititi mari de
date, de a invata din ele si de a lua decizii auto-
nome, accelereazd ritmul inovatiei in diverse
sectoare economice, inclusiv in cel al contabili-
tatii. Aceastd capacitate propulseaza transfor-
marea digitala a profesiei contabile catre nivelu-
rile superioare de eficientd, adaptabilitate si
inteligenta. Potrivit raportului realizat de Institu-
tului Thomson Reuters [9], in ultimii ani, la nivel
global, adoptarea inteligentei artificiale in dome-
niul contabilitatii a fost In crestere. Firmele de
contabilitate, de toate dimensiunile apeleaza din
ce In ce mai mult la solutii de inteligentd artifi-
ciald pentru a-si imbunatati serviciile: automati-
zeaza sarcinile repetitive, reduc erorile si redi-
rectioneaza activitatea contabililor spre realizari
cu mai mare plusvaloare. Lideri In aplicarea
inteligentei artificiale sunt binecunoscutele com-
panii din ,,Big 4”, care au investit masiv in
instrumente si solutii bazate pe inteligenta arti-
ficiala, pe zone de analizd a documentelor, audit,
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technologies into organisational operations, sys-
tems, and cultures that are oriented towards inno-
vation and change [4]. In the field of accounting,
this evolution is accelarated by technologies such
as artificial intelligence (Al), blockchain process
automation, and data analytics (Big Data & Data
Analytics). These technologies not only transform
the execution of traditional accounting tasks, but
also create new opportunities for accountants to
provide higher value-added services, such as
strategic analysis and business consulting [5].
According to reports by leading international pro-
fessional organisations [6], technological advan-
cement is expected to reshape the accounting
profession significantly, positioning accountants
as key innovators who leverage emerging techno-
logies to enhance efficiency, accuracy, and stra-
tegic decision-making. Analytical and advisory
sources within the accounting profession [7] also
emphasize that professionals who embrace these
technologies are increasingly moving into more
strategic, analytical, and consultative roles.

A recent study [8] introduces a new taxo-
nomy of competencies for the accounting pro-
fession — cyber, digital, and technological — offe-
ring an expanded vision of the skillset required
in the digital era. The study also outlines con-
crete directions for aligning academic curricula
with the evolving needs of the industry, parti-
cularly regarding the integration of advanced
technologies such as Al, robotic process automa-
tion (RPA), data analytics, and Big Data (BD &
DA) into the training of future accountants.

The driving force behind the current wave
of digital evolution is artificial intelligence (Al),
which, through its ability to process large volu-
mes of data, learn from them, and make auto-
nomous decisions, accelerates the pace of inno-
vation across various economic sectors, inclu-
ding accounting. This capability propels the
digital transformation of the accounting profes-
sion to higher levels of efficiency, adaptability,
and intelligence. According to a report published
by the Thomson Reuters Institute [9], in recent
years, the global adoption of Al in the accoun-
ting field has been steadily increasing. Accoun-
ting firms of all sizes are increasingly turning to
Al — powered solutions to enhance their services:
automating repetitive tasks, reducing errors, and
redirecting accountants’ efforts toward higher
value-added activities. The leaders in Al imple-
mentation are the renowned “Big 4” firms, which
have invested heavily in Al — based tools and
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solutii tehnologice si solutii pentru clienti, ofe-
rind astfel clientilor servicii mai avansate si mai
perspicace. in acest sens:

o Deloitte a dezvoltat o platforma interna,
automatizata, de examinare a documentelor;

e EY folosesc inteligenta artificiala pentru a
analiza si extrage informatii din date ne-
structurate si pentru a analiza seturi mari de
date in vederea identificarii riscurilor de
denaturare semnificativa din cauza fraudei;

e PwC a dezvoltat aplicatii si softuri perso-
nalizate, cum ar fi o versiune interna a
ChatGPT-4o0;

e KPMG, prin initiativa Trusted Al i ajutd
pe clienti sd proiecteze, construiasca, im-
plementeze si utilizeze tehnologii bazate
pe inteligenta artificiala.

Desi companiile de contabilitate din Repu-
blica Moldova s-ar putea sa nu aibd aceleasi
resurse ca si ,,Big 4, este esential ca acestea sa
adopte tehnologiile, in special inteligenta artifi-
ciald, pentru a ramane competitive.

Digitalizarea, analiza datelor si automa-
tizarea au redefinit rolurile si asteptarile con-
tabililor si auditorilor, subliniind necesitatea dez-
voltarii unui set mai larg de abilititi, care
cuprind gandirea critica, rezolvarea problemelor
si adaptabilitatea [10]. Viitorul profesiei conta-
bile se bazeaza pe capacitatea profesionistilor de
a evolua in rolul de parteneri strategici, folosind
tehnologia cu scopul de a oferi orientare stra-
tegica pentru succesul afacerilor.

Prin urmare, studentii trebuie pregatiti nu
doar pentru a utiliza aceste tehnologii, ci si pen-
tru a intelege implicatiile lor strategice si etice.
Or, acestea au devenit instrumente indispen-
sabile atdt in viata profesionald, cat si in cea
fiecare de a invata, a lucra, a explora si realiza
obiective ambitioase.

2. in ce mod sustenabilitatea influen-
teaza practicile contabile si determina schim-
béri in pedagogia contabila?

Economia sustenabild presupune adopta-
rea unor practici economice care sustin cresterea
pe termen lung, fara a afecta negativ aspectele
sociale, de mediu si culturale ale comunitatilor.
Aceasta implica satisfacerea nevoilor prezentului
fara a compromite capacitatea generatiilor vii-
toare de a-si satisface propriile nevoi [11]. In
contextul contabilitatii, economia sustenabila a
condus la o crestere semnificativa a importantei
crescanda a contabilitatii si raportdrii de mediu,

solutions in areas such as document analysis,
auditing, technology integration, and client ser-
vices — thereby providing more advanced and
insightful offerings to their clients. In this respect:

o Deloitte has developed an internal auto-
mated platform for document review;

o EY uses artificial intelligence to analyse
and extract information from unstructured
data and to examine large data sets for the
purpose of identifying risks of material
misstatement due to fraud;

o PwC has created customized applications
and software solutions, including an in-
house version of ChatGPT-40;

o KPMG, through its Trusted Al initiative,
supports clients in designing, building,
implementing, and operating Al — based
technologies.

Although accounting firms in the Republic
of Moldova may not have access to the same level
of resources as the “Big 4”, it is essential that they
adopt emerging technologies, particularly artificial
intelligence, — in order to remain competitive.

Digitalisation, data analytics, and auto-
mation have redefined the roles and expec-
tations of accountants and auditors, emphasizing
the need to develop a broader set of skills that
includes critical thinking, problem-solving, and
adaptability [10]. The future of the accounting
profession relies on the ability of professionals
to evolve into strategic partners, leveraging
technology to provide strategic guidance that
supports business success.

Therefore, students must be trained not
only to use these technologies but also to
understand their strategic and ethical implica-
tions. These tools have become indispensable in
both professional and personal life, opening up
new possibilities for individuals to learn, work,
explore, and pursue ambitious goals.

2. How does sustainability influence
accounting practices and entail changes in
accounting pedagogy?

A sustainable economy entails the adop-
tion of economic practices that support long-
term growth without adversely affecting the
social, environmental, and cultural dimensions
of communities. It involves meeting the needs of
the present without compromising the ability of
future generations to meet their own needs [11].
In the context of accounting, the rise of the
sustainable economy has significantly increased
the importance of environmental, social, and
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Sociale si de guvernanta (ESG), precum si a
integrarii Obiectivelor de Dezvoltare Durabila
(ODD) in strategiile si operatiunile corporative
[12]. Organizatiile profesionale globale [13], [14]
promoveaza activ sustenabilitatea ca valoare si
responsabilitate de bazi a profesiei contabile. De
asemenea, Federatia Internationala a Conta-
bililor [15] sprijind activ contabilii in tranzitia
catre sustenabilitate prin diferite initiative, punand
accent deosebit pe rolul acestora in promovarea
raportarii ESG si a practicilor durabile in cadrul
organizatiilor. Drept consecintd, contabilii trebuie
sd dobandeasca competente specifice n: masu-
rarea si raportarea performantei sustenabile;
evaluarea riscurilor si oportunitatilor legate de
sustenabilitate; integrarea informatiilor financiare
si nefinanciare pentru a oferi o imagine completa
a performantei organizationale.

Pentru ca viitori contabili sd contribuie
efectiv la o economie sustenabild, trebuie sd evo-
lueze si educatia contabila [16]. Profesia contabila
risca sa devina irelevantd, daca educatia contabild
nu include aspecte de sustenabilitate [11].

Republica Moldova, impreuna cu alte 192
de tari, si-a asumat incd din anul 2015 angaja-
mentul de a implementa Agenda de Dezvoltare
Durabila pana in anul 2030, pentru a sustine o
abordare integrata a dezvoltarii durabile. Astfel,
documentele relevante de politicd nationald,
inclusiv Acordul de Asociere cu Uniunea Euro-
peana (UE), au preluat o parte din Obiectivele de
Dezvoltare Durabila, iar pentru cresterea gradu-
lui de constientizare a acestora, autoritatile pu-
blice comunicd si interactioneazd cu cetatenii
atat prin intermediul paginilor lor oficiale, cat si
prin intermediul paginilor deschise pe retele de
socializare. Guvernul, autoritatile publice cen-
trale si locale promoveazd activ importanta
raportarii ESG si sustenabilitatii.

In Republica Moldova, raportarea aspec-
telor de mediu, sociale si de personal, privind
respectarea drepturilor omului si combaterea
coruptiei, fac parte din raportul conducerii, care
include declaratia nefinanciard, obligatorie pen-
tru entitdtile de interes public care satisfac
criteriile de recunoastere ale ,.entitatilor mari” si
au peste 500 de angajati. In prezent, mai multe
companii din Republica Moldova (Moldcell,
Maib, Trans-Oil, Kaufland, Purcari Wineries,
etc.) elaboreaza si publica pe paginile lor oficiale
rapoarte de management si sustenabilitate. In
cazul unor entititi multinationale, precum
Endava, Orange Moldova, Effes Vitanta, prac-
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governance (ESG) accounting and reporting, as
well as the integration of the Sustainable Deve-
lopment Goals (SDGSs) into corporate strategies
and operations [12]. Global professional organi-
zations [13], [14] actively promote sustainability
as a core value and responsibility of the accoun-
ting profession. Moreover, the International
Federation of Accountants (IFAC)[15] actively
supports accountants in the transition toward
sustainability through various initiatives, placing
particular emphasis on their role in advancing
ESG reporting and sustainable business practi-
ces. As a result, accountants are required to
develop specific competencies in: measuring and
reporting on sustainable performance; assessing
sustainability-related risks and opportunities;
and integrating financial and non-financial infor-
mation to provide a comprehensive view of
organizational performance.

In order for future accountants to con-
tribute effectively to a sustainable economy,
accounting education itself must evolve[16].
The accounting profession risks becoming ire-
levant if sustainability aspects are not incur-
porated into accounting education [11].

Since 2015, the Republic of Moldova,
together with 192 other countries, has committed
to implementing the Sustainable Development
Agenda by 2030, supporting an integrated
approach to sustainable development. As a result,
relevant national policy documents, including the
Association Agreement with the European Union
(EV), have incorporated several of the Sustainable
Development Goals (SDGS). To raise awareness of
these goals, public authorities actively commu-
nicate with citizens through their official websites
as well as through dedicated social media channels.
The government, along with central and local
public authorities, actively promotes the impor-
tance of ESG reporting and sustainability.

In the Republic of Moldova, the disclo-
sure of environmental, social, and personnel-
related aspects, such as human rights com-
pliance and anti-corruption measures, is included
in the management report, which contains a non-
financial statement. This report is mandatory for
public-interest entities that meet the criteria for
classification as “large entities” and employ over
500 people. Currently, several companies in
Moldova (e.g., Moldcell, Maib, Trans-Oil, Kauf-
land, Purcari Wineries) prepare and publish
management and sustainability reports on their
official websites. In the case of multinational
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ticile de sustenabilitate sunt preluate si integrate
in rapoartele de sustenabilitate ale entitatilor-
mama. In acelasi timp, aceste companii prezinti
indicatorii de sustenabilitate si in raportul con-
ducerii, publicat pe site-urile lor oficiale.

Un studiu recent [17] afirmd ca princi-
palele motive pentru care companiile din Repu-
blica Moldova raporteaza sustenabilitatea si ESG
sunt: alinierea la cele mai bune practici din
industrie; conformarea la cerintele actionarilor;
respectarea reglementarilor; reactia la recoman-
darile partenerilor financiari; necesitatea confor-
mitatii internationale; dorinta de a ramane
competitive pe piata.

3. in ce misuri programele de studii
de licenta in domeniul contabilitatii oferite de
institutiile de invatimint din Republica
Moldova acopera subiecte legate de tehnologii
digitale si sustenabilitate?

Drept punct de pornire in cercetarea acestei
chestiuni, a fost premeditarea si elaborarea unui
liste de subiecte relevante din domeniul tehno-
logiilor si sustenabilitatii pentru a fi folosita drept
criteriu masurabil in evaluarea programelor de
studii ale celor trei universititi din Republica
Moldova. Drept referinta in elaborarea acestei
liste au servit experientele preluate din pro-
gramele si studiile unor organizatii profesionale
recunoscute la nivel global [13], [14] si a unor
universititi de top, corelate cu politicile si
strategiile nationale de dezvoltare [18], [19]. Lista
subiectelor se prezinta in tabelul 1.

entities such as Endava, Orange Moldova, and
Efes Vitanta, sustainability practices are adopted
and integrated into the sustainability reports of
their parent companies. At the same time, these
companies disclose sustainability indicators in the
management report available on their websites.

A recent study[17] notes that the main
drivers behind sustainability and ESG reporting
by companies in the Republic of Moldova
include: alignment with industry best practices;
compliance with shareholder expectations; adhe-
rence to regulatory requirements; responsiveness
to the recommendations of financial partners; the
need for international conformity; and the desire
to remain competitive in the marketplace.

3. To what extent do undergraduate
accounting programs offered by higher edu-
cation institutions in the Republic of Moldova
cover topics related to digital technologies
and sustainability?

As a starting point for investigating this
issue, a curated list of relevant topics in the fields
of technology and sustainability was developed to
serve as a measurable criterion for evaluating the
academic programs of the three universities in the
Republic of Moldova. The formulation of this list
was informed by best practices drawn from the
curricula and studies of globally recognized
professional organizations [13],[14] and top-tier
universities, and was aligned with national
development policies and strategies [18],[19].
The list of topics is presented in Table 1.

Tabelul 1/ Table 1

Lista subiectelor privind tehnologiile digitale si sustenabilitatea
List of Topics Related to Digital Technologies and Sustainability

Internet of Things (10T)

Tehnologii cloud, mobile si inteligente / Cloud, mobile and smart technology

Tehnologia Blockhain / Blockchain technology

Stiinta datelor / Data Science

Big Data si analiza datelor / Big data and data analytics

Invitare automati, IA si robotici/ Machine Learning, Artificial Intelligence (AI), and Robotics

E-business: lantul valoric / E-Business: The value chain

Securitatea si controlul sistemelor informatice / Information Systems Security and Control

Sustenabilitatea: domenii de aplicare, fundamente conceptuale, obiective, continut de baza, cerinte generale si
principii in legdturd cu judecati, incertitudini si erori/ Sustainability: areas of application, conceptual
foundations, objectives, core content, general requirements and principles related to judgments, uncertainties,

and errors

Utilitatea dezvaluirilor corporative privind riscurile si oportunitatile legate de schimbarilor climatice/ The
Utility of Corporate Disclosures on Climate-Related Risks and Opportunities

Standardele IFRS 1n materie de sustenabilitate si standardele europene de raportare asupra sustenabilitatii/
IFRS Sustainability Standards and European Sustainability Reporting Standards (ESRS)

Responsabilitatea sociald si raportdrile de mediu / Social Responsibility and Environmental Reporting

Sursa: elaborat de autor/ Source: elaborated by the author
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Rezultatele analizei paginilor web ofi-
ciale ale celor trei universitati din Republica
Moldova au relevat o tendintd generald de lipsa
de transparentd in ceea ce priveste accesul public
la continutul detaliat al curriculumului discipli-
nelor. Informatiile generale despre programele
de studii sunt, de reguld, disponibile, or docu-
mentele esentiale (curriculumul disciplinei) care
detaliaza continutul, obiectivele de invatare, me-
todele de evaluare si bibliografia fiecarei dis-
cipline sunt, in mare parte, inaccesibile pentru
public. Exceptie notabili o constituie Academia
de Studii Economice din Moldova (ASEM),
care se remarca printr-un grad mai ridicat de
deschidere informationald oferind acces public la
curriculum-urile disciplinelor de specialitate din
cadrul programelor sale de studii in domeniul
contabilitatii. Aceastd constatare subliniazd o
diferenta semnificativa in politicile de transpa-
rentd educationald intre institutiile analizate,
ASEM evidentiindu-se ca un model de bund
practica in ceea ce priveste diseminarea infor-
matiilor detaliate despre continutul Invatarii.

in consecintd, este foarte dificil si rea-
lizim o evaluare obiectiva gi masurabila a
gradului de integrare a subiectelor legate de
tehnologii si sustenabilitate in programele de
studii, Tn domeniul contabilitatii, oferite de
universitatile din Republica Moldova.

Analiza comparativa a planurilor de nva-
tamant din domeniul contabilitdtii, ale univer-
sitdtilor examinate, relevd o omogenitate gene-
ralad in ceea ce priveste categoria si titlul dis-
ciplinelor contabile, cu variatii minore, ce ref-
lectd doar particularitdti institutionale. Dincolo
de aceasta similitudine de baza, o constatare
semnificativd este opozitia fati de schimbare. In
ciuda transformarilor rapide ale mediului de
afaceri, determinate de evolutia digitala si de
imperativul sustenabilitatii, persista o tendinta de
mentine a acelorasi discipline, aceleasi structuri
curriculare si, probabil, a acelorasi metode de
predare si instrumente utilizate. Aceasta ,,rigi-
ditate” poate indica o lipsa de adaptare proactiva
la noile realitati, o potentiala subestimare a im-
pactului disruptiv al tehnologiilor emergente si al
agendei de sustenabilitate asupra profesiei con-
tabile. Totusi, existd riscul ca absolventii sd fie
insuficient de pregétiti pentru a face fatd com-
plexitétii si cerintelor viitoare ale pietei muncii.

In acelasi timp, universititile din Repu-
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The analysis of the official websites of
the three major universities in the Republic of
Moldova revealed a general lack of transparency
regarding public access to the detailed content of
course curricula. While general information
about academic programs is typically available,
essential documents (such as course syllabi) that
outline content, learning objectives, assessment
methods, and bibliographies are largely inac-
cessible to the public. A notable exception is the
Academy of Economic Studies of Moldova
(ASEM), which demonstrates a higher level of
informational openness by providing public
access to the syllabi of specialized courses
within its accounting programs. This finding
highlights a significant difference in educational
transparency policies among the analysed
institutions, with ASEM standing out as a best
practice model in terms of disseminating
detailed course content.

As a result, it is very difficult to conduct an
objective and measurable evaluation of the extent
to which topics related to digital technologies and
sustainability are integrated into accounting
programs offered by Moldovan universities.

A comparative analysis of the accounting
curricula of the examined universities reveals a
general homogeneity in the categories and titles
of accounting courses, with only minor variations
reflecting institutional particularities. Beyond this
basic similarity, a significant finding is the resis-
tance to change. Despite the rapid transformation
of the business environment driven by digital
evolution and the sustainability imperative, there
is a clear tendency to retain the same subjects,
curricular structures, and, presumably, the same
teaching methods and tools. This “rigidity” may
indicate a lack of proactive adaptation to new
realities and a potential underestimation of the
disruptive impact of emerging technologies and
the sustainability agenda on the accounting pro-
fession. Consequently, there is a risk that gradua-
tes may be inadequately prepared to meet the com-
plexity and future demands of the labour market.

At the same time, universities in the
Republic of Moldova that offer accounting
programs acknowledge the importance of digital
evolution and sustainability, responding to these
shifts through various educational initiatives and
resources. For instance, at the ISCA 2025 and
ISCA 2024 International Accounting Conferen-
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blica Moldova, specializate in programe de
studii in domeniul contabilitatii, recunosc impor-
tanta evolutiei digitale si a sustenabilitatii, reac-
tionand la aceste schimbari prin diverse initiative
si resurse educationale. De exemplu, In cadrul
conferintelor internationale de contabilitate ISCA
2025 si ISCA 2024 [20], cercetarile pe tematica
au constituit peste 80% din totalul lucrarilor pre-
zentate, abordand atat provocdrile si ameninta-
rile, cat si oportunitatile de dezvoltare a educatiei
si profesiei contabile. De asemenea, conferinta
ISSC 2025 [20] confirmad faptul ca aceste su-
biecte prezinta interes si pentru studenti, care tot
mai des selecteaza drept subiecte de cercetare
aceste domenii. Universitatile Tncearca sa infor-
meze si sa implice studentii in dezbateri, analize
si cercetdri pe teme de redefinire a rolului pro-
fesiei contabile in fata provocarilor globale.

in concluzie, programele curente de conta-
bilitate integreaza sustenabilitatea si digitalizarea
intr-o masura redusd n comparatie cu necesi-
tatile pentru viitor.

4. Cum poate fi transformati pedago-
gia contabilid din Republica Moldova in con-
textul evolutiei tehnologiilor digitale si suste-
nabilitatii?

Pedagogia contabild se referd la metodele
si practicile de predare si invatare specifice
profesiei contabile. Desi literatura de specialitate
nu ofera o definitie unicd si cuprinzitoare a
pedagogiei contabile [21], se poate constata ca
aceasta include aspecte precum proiectarea
curriculumului, strategiile de instruire, procesele
de invatare si rezultatele acestora. Scopul final al
pedagogiei contabile este de a ajuta studentii 1n
procesul de formare ca viitori contabili pro-
fesionisti [22], capabili sa aplice cunostintele
teoretice in contexte practice si sd raspunda
cerintelor in schimbare ale pietei muncii [23].

Republica Moldova aspira la ,,construirea
unui sistem educational proactiv si inclusiv, in
care nu numai cd se predau tehnologiile digitale
si utilizarea calculatorului, ci si se valorifica
tehnologiile digitale pentru a preda toate cele-
lalte materii” [18]. Tinand cont de faptul ca
profesia contabild se transforma din ce in ce mai
mult intr-un rol de analiza strategica, studentii ar
trebui sa invete instrumente si tehnici de analiza
a datelor, pentru a extrage informatii utile din
seturi mari de date financiare si non-financiare,

ces [20], research on technologies and sustaina-
bility in accounting accounted for over 80 % of
the total papers presented, addressing not only
the challenges and threats but also the opportu-
nities for developing accounting education and
the profession itself. Moreover, the ISSC 2025
conference [20] confirms that these topics are of
growing interest among students, who increa-
singly select them as research subjects. Univer-
sities are making efforts to inform and engage
students in debates, analyses, and research on the
redefinition of the accountant’s role in response
to global challenges.

In conclusion, current accounting pro-
grams integrate sustainability and digitalization
to a limited extent, falling short of the compe-
tencies required for the future.

4. How can Pedagogy in the Republic of
Moldova be transformed in the context of
digital technologies and sustainability?

Accounting pedagogy refers to the
teaching and learning methods and practices
specific to the accounting profession. Although
the academic literature does not provide a single,
comprehensive definition of accounting peda-
gogy [21], it can be understood to encompass
elements such as curriculum design, instructional
strategies, learning processes, and their outcomes.
The ultimate goal of accounting pedagogy is to
support students in their development as future
professional accountants [22], capable of applying
theoretical knowledge in practical contexts and
responding to the evolving demands of the labour
market [23].

The Republic of Moldova aspires to
“build a proactive and inclusive educational sys-
tem, in which not only are digital technologies
and computer literacy taught, but digital
technologies are leveraged to teach all other
subjects as well” [18]. Given that the accounting
profession is increasingly shifting toward a role
involving strategic analysis, students should be
equipped with data analysis tools and techniques
to extract meaningful insights from large sets of
financial and non-financial data. These compe-
tencies should be integrated into a dedicated
course or module on Data Analytics and Busi-
ness Intelligence. Relevant content may include
descriptive, diagnostic, predictive, and prescrip-
tive analytics, as well as the use of software such
as Tableau, Power BI, Python, and R.
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integrate toate intr-un curs/modul dedicat Ana-
lizei Datelor si Business Intelligence. Drept
exemple de continuturi relevante se regasesc:
analiza descriptivd, diagnostica, predictiva si
prescriptivda, precum si utilizarea software-uri
precum Tableau, Power BI, Python si R.

Studentii trebuie antrenati in utilizarea de
software pentru a automatiza sarcinile repetitive
si bazate pe reguli, cum ar fi introducerea datelor
(de exemplu descarcarea/extragerea extraselor
bancare in softurile contabile), procesarea tran-
zactiilor si generarea de rapoarte, iar intelegerea
modului in care Automatizarea Proceselor Robo-
tizate (RPA) poate fi implementatd in functiile
contabile contribuie la cresterea atractivitatii,
procesului de invatare si a profesiei, asigurand,
totodata, eficientd sporitd si reducerea semnifi-
cativa a erorilor.

Inteligenta Artificiala (IA) si invitarea
automatd (Machine Learning — ML) transforma
modul in care se desfasoard activitatile contabile.
Studentii ar trebui si inteleagd conceptele de
bazd si modul in care acestea sunt aplicate in
contabilitate. Familiarizarea cu instrumente 1A
specifice pentru contabilitate ar fi un avantaj.
Modulele de pregatire ar trebui sa includa
concepte de baza blockchain, Software de con-
tabilitate bazat pe Cloud.

Odata cu digitalizarea crescanda a datelor
financiare, intelegerea principiilor de securitate
ciberneticd este cruciald pentru contabili si ar
trebui sa acopere riscurile cibernetice, protectia
datelor si cele mai bune practici pentru asigu-
rarea informatiilor financiare.

Instrumentele digitale contribuie la trans-
formarea pedagogiei contabile, oferind moda-
litati inovatoare de predare, implica activ studen-
tii si democratizeaza procesul de invatare. Plat-
formele online, salile de clasa virtuale si softu-
rile educationale contribuie la eliminarea barie-
relor geografice, permitand studentilor sd acce-
seze resurse, sa interactioneze si sd colaboreze la
proiecte, inclusiv la cele dedicate dezvoltarii de
practici contabile sustenabile.

In ceea ce priveste sustenabilitatea in
educatie, sistemul educational din Republica
Moldova, in concordantd cu agenda nationala
pentru dezvoltare durabild, 1si asuma imperativul
de a asigura, pana in anul 2030, ca toti studentii
sd-si 1nsuseascd cunostintele si sd dezvolte
competentele esentiale pentru promovarea activa
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Students should also be trained in using
software tools to automate rule-based and repe-
titive tasks, such as data entry (e.g., downloading
and importing bank statements into accounting
software), transaction processing, and report
generation. Understanding how Robotic Process
Automation (RPA) can be implemented in
accounting functions enhances both the attrac-
tiveness of the learning process and the pro-
fession itself, while also ensuring greater effi-
ciency and significantly reducing errors.

Artificial Intelligence (Al) and Machine
Learning (ML) are transforming the way
accounting tasks are performed. Students should
understand the fundamental concepts and how
these technologies are applied in accounting.
Familiarity with Al tools specifically designed for
accounting would be an asset. Training modules
should also include introductory content on
blockchain and cloud-based accounting software.

With the increasing digitalisation of finan-
cial data, understanding the principles of cyber-
security has become crucial for accountants.
Training should cover cyber risks, data protection,
and best practices for ensuring the security and
integrity of financial information.

Digital tools are contributing to the trans-
formation of accounting pedagogy by offering
innovative teaching methods, actively engaging
students, and democratizing the learning process.
Online platforms, virtual classrooms, and edu-
cational software help eliminate geographical
barriers, enabling students to access resources,
interact, and collaborate on projects, including
those focused on developing sustainable accoun-
ting practices.

In the area of sustainability in education,
the Moldovan educational system, in alignment
with the national sustainable development
agenda, has committed to ensuring that by 2030
all students acquire the knowledge and develop
the competencies needed to actively promote
sustainable development principles in all its
dimensions [24].

A first step in transforming accounting
pedagogy is to enrich and streamline the univer-
sity curriculum by redesigning the academic
program in accounting, followed by the restruc-
turing of individual course content and the recon-
figuration of teaching and learning strategies.

Top universities around the world adopt
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a principiilor dezvoltarii durabile in diversele lor
dimensiuni [24].

Un prim pas in transformarea pedagogiei
contabile este imbogatirea si rationalizarea curri-
culumului universitar, prin reproiectarea planului
de invatamant pentru studiile superioare in
domeniul contabilitatii, urmatd de restructurarea
curriculumului disciplinelor si de reconfigurarea
metodelor si strategiilor de predare-invatare.

Universitatile de top, la nivel mondial,
adopta diverse abordari pentru a integra sustena-
bilitatea In curriculumul contabil. Una dintre
aceste abordari este integrarea in disciplinele
(modulele) existente, prin adaugarea de prelegeri
si/sau lectii practice destinate sustenabilitatii si
eticii sau prin integrarea acestor subiecte pe
parcursul intregului modul [25]. Aceasta abor-
dare ofera o modalitate flexibila de introducere a
conceptelor de sustenabilitate, fard revizuiri
majore ale planului de invatdmant, ci doar prin
actualizari de curriculum al disciplinelor.

In opinia noastra, o asemenea abordare ar
fi potrivita pentru o etapa initiala de actualizare a
continuturilor in contextul sustenabilitatii la
nivel national. In acelasi timp, este necesar un
efort colaborativ din partea intregii echipe de
program, din cadrul institutiei, pentru a mini-
miza eventualele suprapuneri sau inconsecvente
si, totodatd, a asigura o integrare cat mai coe-
rentd gi eficientd a acestor continuturi in cadrul
diverselor discipline/cursuri. De asemenea,
putem pleda pentru colaborarea interdeparta-
mentald, pentru o conectare cu alte domenii de
studiu, cu scopul de a oferi o perspectiva mai
larga asupra sustenabilitatii.

Asadar, sustenabilitatea trebuie limitata la
un singur modul/disciplind/curs sau domeniu al
contabilitatii, ci trebuie integratd in intregul
curriculum. Spre exemplu, cadrele de raportare a
sustenabilititii (GRI, SASB, TCFD, ISSB),
raportarea integratd si conexiunile dintre perfor-
manta financiard si cea non-financiara pot fi
integrate in disciplinele/modulele de contabili-
tate financiara. Acestea pot implica studentii in
analize despre cum afecteaza datele de sustena-
bilitate partile interesate si preturile actiunilor
sau cum diferd cadrele de raportare a sustena-
manageriale, sustenabilitatea poate fi incorporata
in contabilitatea costurilor, procesul de bugetare,
masurarea performantei si luarea deciziilor stra-

various approaches to integrate sustainability
into the accounting curriculum. One such
approach is embedding sustainability and ethics
content into existing courses (modules), through
dedicated lectures and/or practical sessions, or
by incorporating these topics throughout the
entire module [25]. This approach offers a
flexible way of introducing sustainability con-
cepts without requiring major changes to the
overall academic program, — rather, through
incremental updates to course curricula.

In our opinion, such an approach would be
appropriate as an initial step toward updating
content in the context of sustainability at the
national level. At the same time, a collaborative
effort is required from the entire program team
within the institution to minimize potential
overlaps or inconsistencies and to ensure the
coherent and effective integration of sustaina-
bility content across various courses/modules.
We also advocate for interdepartmental collabo-
ration to foster cross-disciplinary connections,
aiming to provide a broader perspective on
sustainability.

Thus, sustainability should not be con-
fined to a single course, module, or area within
accounting, but rather integrated throughout the
entire curriculum. For example, sustainability
reporting frameworks (such as GRI, SASB,
TCFD, and ISSB), integrated reporting, and the
links between financial and non-financial per-
formance could be embedded into financial
accounting courses. These topics can engage
students in analyses of how sustainability data
affect stakeholders and stock prices or how
sustainability reporting standards differ across
countries. In managerial accounting, sustaina-
bility may be incorporated into cost accounting,
budgeting, performance measurement, and stra-
tegic decision-making. Non-financial measures
of social and environmental impact can also be
discussed within the context of performance
dashboards. In auditing courses, students should
explore assurance services for sustainability
reports, the concept of materiality in sustaina-
bility audits, and the auditor’s role in ensuring
the reliability of ESG data. They may learn how
to formulate an audit opinion on a sustainability
report or how sustainability materiality is inte-
grated into the audit process. In taxation, ana-
lysis may be directed toward tax incentives for
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tegice. De asemenea, pot fi discutate masurile
non-financiare ale impactului social si de mediu
in tablourile de bord ale entitatilor. in domeniul
auditului, este indicat s se examineze serviciile
de asigurare pentru rapoartele de sustenabilitate,
conceptul de materialitate In auditurile de
sustenabilitate si rolul auditorilor in asigurarea
fiabilitatii datelor ESG. Studentii pot invata cum
ar trebui formulatd o opinie de audit pentru un
raport de sustenabilitate, sau cum este Incor-
de audit. In ceea ce priveste fiscalitatea, ar putea
fi analizate stimulentele fiscale pentru entitatile
care desfasoara activitati de colectare, prelu-
crare, reciclare a deseurilor menajere si utili-
zeaza unele utilaje si tehnologii speciale, pentru
investitiile in energie regenerabild si protejarea
mediului, etc. In cadrul cursurilor de bazi ale
contabilitatii, pot fi introduse concepte de baza
ale contabilitatii si raportarii sustenabilitatii
pentru a face domeniul mai atractiv si relevant.

O alta abordare este reprezentatd de spe-
cializarea prin crearea de cursuri sau programe
dedicate exclusiv sustenabilitatii si eticii in
contabilitate [25]. Drept exemple relevante pot
servi certificatele oferite de catre organismele
profesionale globale, precum AICPA&CIMA
[14], ACCA [13], precum si resursele educa-
tionale oferite de acestia. Aceste programe si
resurse demonstreaza recunoasterea urgentd a
necesitdtii de formare a profesionistilor cu com-
petente In domeniul sustenabilitatii. Or, aceasta
cale ar putea fi urmatd de universitatile din
Republica Moldova, imediat in urmatorii ani,
atat in contextul consolidarii si dezvoltarii unui
invatamant superior calitativ, care sa corespunda
obiectivelor campaniei nationale ,invati in
Moldova”, cat si in contextul integrarii Repu-
blicii Moldova in Uniunea Europeand. Prin
angajamentul de a elabora noi cursuri, programe
de formare profesionald continud si recalificare
in domeniul sustenabilitatii, universitatile de-
monstreaza deschidere si o capacitate de adap-
tare la provocdrile actuale, prin care isi recon-
firma relevanta in fata provocarilor globale.

In figura 1 se generalizeazi principalele
rezultate ale procesului de invatare in domeniul
sustenabilitatii:
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entities involved in waste collection, processing,
and recycling, the use of specialized technolo-
gies, investment in renewable energy, and envi-
ronmental protection initiatives. Core accounting
courses can also introduce foundational concepts
of sustainability accounting and reporting to
make the subject more engaging and relevant to
today’s challenges.

Another approach involves specialisation
through the development of courses or programs
dedicated specifically to sustainability and ethics
in accounting [25]. Relevant examples include
the certificates offered by global professional
bodies such as AICPA&CIMA [14] and
ACCA [13], as well as their related educational
resources. These programs and materials reflect
the growing recognition of the urgent need to
train professionals with sustainability-related
competencies. This pathway could be adopted by
universities in the Republic of Moldova in the
near future, both as part of the broader goal of
strengthening quality higher education, aligned
with the national campaign “Study in Moldova,,
and within the context of the country's European
Union integration process. By committing to the
development of new courses, continuing pro-
fessional education programs, and retraining
opportunities in the field of sustainability, uni-
versities demonstrate openness and adaptability
to current challenges, reaffirming their relevance
in addressing global issues.

Figure 1 offers an overarching synthesis
of the principal outcomes of the learning process
within the field of sustainability:
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Figure 1. The outcomes of the training process in the field of sustainability
Sursa: elaborata de autor/ Source: elaborated by the authors

Orientarea catre economia sustenabila
imbogateste setul de competente ale absolven-
tilor din domeniul contabil, facandu-i mai atrac-
tivi pentru angajatori. Pe masura ce importanta
factorilor ESG (mediu, social si guvernantd)
creste, contabilii cu cunostinte si abilitati in acest
domeniu vor fi tot mai apreciati.

Predarea sustenabilitdtii in cadrul cursu-
rilor de contabilitate necesita, adesea, abordari
pedagogice inovatoare, care sa implice studentii
si sd le faciliteze intelegerea conceptelor com-
plexe. In acest context, drept metoda eficienta de
predare aplicata in cursurile de contabilitate, sunt
studiile de caz, deoarece permit studentilor sa
transpuna cunostintele teoretice in contexte reale
de afaceri si sa isi dezvolte abilititi de gandire
critica, de lucru in echipd si de comunicare.
Totodata, studiile de caz faciliteaza formarea
capacitatii de a selecta si interpreta informatii
esentiale din seturi de date complexe si de
gandire critica n abordarea problemelor dificile,
si pentru justificarea argumentatd a deciziilor
formulate in cadrul echipei.

O alta oportunitate de Invatare experimen-
tald Tn domeniul sustenabilitatii, cu aceleasi
consecinte Tn perceptia de cunostinte si Invatare,
o reprezintd simuldrile si proiectele. Ar fi
binevenite includerea sistematicd a subiectelor

The shift towards a sustainable economy
enriches the set of competences of accounting
graduates, making them more attractive to
employers. As the importance of ESG (envi-
ronmental, social, and governance) factors con-
tinues to grow, accountants with knowledge and
competencies in this area will be increasingly
valued.

Teaching sustainability within accounting
courses often involves the use of innovative
pedagogical approaches that actively engage
students and help them understand complex
concepts. In this context, case studies are con-
sidered an effective teaching method in accoun-
ting education, as they allow students to apply
theoretical knowledge to real-world business
contexts and develop critical thinking, team-
work, and communication skills. Moreover, case
studies enhance students’ ability to identify and
interpret essential information from complex
data sets, approach difficult problems with
critical insight, and justify decisions through
well-founded arguments developed within team-
based settings.

Another form of experiential learning in
sustainability with comparable effects on
knowledge retention and applied understanding is
the use of simulations and project-based work. It
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de sustenabilitate Tn agenda stagiilor de practica
ale studentilor.

5. in ce misuri universititile din
Republica Moldova, prin exemplul propriu,
promoveaza conceptul de sustenabilitate si
digitalizare?

Conform metodologiei de cercetare de-
scrise anterior, a fost creata o listd de verificare a
informatiilor diseminate de institutiile analizate
si calculat indicele de informare, prezentat in
Tabelul 2.

would also be beneficial to systematically include
sustainability-related topics in the agendas of
student internships and practical placements.

5. To what extent do universities in the
republic of Moldova promote the concepts of
sustainability and digitalisation through their
own institutional practices?

According to the research methodology
described earlier, a checklist of the information
disclosed by the analysed institutions was deve-
loped, and the information index was calculated,
as presented in Table 2.

Tabelul 2/Table 2

Indicele de informare a universitatilor despre sustenabilitate si digitalizare//
Information disclosure index of universities regarding sustainability and digitalization

ASEM [26]

USM [27]

UTM [28]

Strategie institutionala de dezvoltare sustenabild/capitole/referinte
in alte strategii institutionale/ Institutional strategy for sustainable
development / chapters / references in other institutional strategies

1

1

0

Rapoarte/capitole/referinte in rapoarte institutionale cu privire la
sustenabilitate/ Reports / chapters / references in institutional
reports regarding sustainability

Evenimente stiintifice cu continuturi pe tematici de sustenabilitate/
Scientific events featuring content on sustainability topics

Centre de cercetare/Proiecte de cercetare cu tematici de
sustenabilitate/
Research centers / research projects on sustainability topics

Principii de sustenabilitate si Obiective de Dezvoltare Durabila
luate in considerare In documentele interne/

Sustainability principles and sustainable development goals
considered in internal documents

Indicele de informare/ sustenabilitate/
Information / sustainability index

0,20

0,40

0,60

Strategie institutionala de digitalizare/
Institutional digitalization strategy

Integrarea subiectelor de digitalizare in alte strategii/politici
institutionale/

Integration of digitalization topics into other institutional
strategies/policies

Manageri/Prorectori responsabili de digitalizare/ Managers /
vice-rectors responsible for digitalization

Rapoarte /capitole in rapoarte privind digitalizarea/ Reports /
chapters in reports on digitalization

Evenimente stiintifice in context de digitalizare/
Scientific events in the context of digitalization

Centre de cercetare/Proiecte de cercetare cu tematica digitalizarii/
Research centers / research projects on the topic of digitalization

1

0

1

Indicele de informare/ Digitalizare/ Information /
Digitalization Index

0,50

0,50

1,00

Sursa: elaborat de autor, in rezultatul analizei paginilor oficiale ale celor trei universitati/ Source:
developed by the author based on the analysis of the official websites of the three universities

Analiza documentelor publice, disponibile
pe site-urile celor trei universitati, indica o pre-
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The analysis of publicly available docu-
ments on the official websites of the three
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zentd redusd a termenului ,sustenabilitate”.
Acesta se identificd, in principal. in contextul
unor proiecte de cercetare, lucrdri stiintifice
si/sau parteneriate internationale. Termenii ,,dez-
voltare durabila” si acronimul ESG nu au fost
identificati in mod explicit in sectiunile acce-
sibile. Doar o singurd facultate ia in considerare
principiile de sustenabilitate si Obiectivele de
Dezvoltare Durabila in planificarea strategica
(strategii de dezvoltare). Prin urmare, desi exista
initiative care includ aspecte de sustenabilitate,
nu a fost identificati o strategie institutionali
dedicata sau un angajament cuprinzator fatd de
toate dimensiunile sustenabilitdtii (mediu, social
si economic) in documentele publice analizate.

O initiativd remarcabila, ce ilustreazd o
buna practica institutionald, a fost identificata in
cadrul Universitatii Tehnice a Moldovei (UTM),
care, la inceputul anului 2024, a demonstrat un
angajament proactiv fatd de viitor prin infiin-
tarea unui Centru de Cercetare dedicat dezvol-
tarii sustenabile. Prin crearea acestui centru
specializat, UTM nu doar isi consolideaza rolul
de actor responsabil in promovarea agendei
globale de sustenabilitate, dar oferd si o plat-
forma dedicatd pentru generarea de cunostinte
avansate, stimularea inovatiei si formarea de
Specialisti capabili sd abordeze provocarile com-
plexe ale unui viitor durabil. Aceastd initiativa
reprezintd un pas semnificativ citre integrarea
preocupdrilor de ordin ecologic, sociale si
economic 1n activitatile de cercetare si, potential,
in oferta educationala a universitatii.

Un alt pilon important al Universitatii
Tehnice a Moldovei il constituie domeniul
tehnologiilor si al digitalizarii, unde institutia
demonstreazd o viziune progresistd si o capa-
citate remarcabild de adaptare la exigentele tot
mai accentuate ale societdtii informationale
contemporane. Raportul de activitate al UTM
pentru anul 2024 evidentiazd, in mod elocvent,
angajamentul constant al universitdtii fatd de
integrarea tehnologiilor digitale in toate sferele
sale de activitate: de la procesul educational si
cercetare, pana la managementul institutional si
interactiunea cu mediul socio-economic. Aceasta
preocupare activa pentru digitalizare nu se limi-
teaza la adoptarea superficiald a unor instru-
mente tehnologice, ci reflecta 0 strategie pro-
funda de transformare, menitd sa asigure
relevanta absolventilor pe o piata a muncii din ce
in ce mai digitalizatd si sd contribuie la
dezvoltarea unei societdti bazate pe cunoastere.
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universities reveals a limited presence of the term
“sustainability”. It appears primarily in the con-
text of research projects, scientific publications,
and/or international partnerships. The terms “sus-
tainable development” and the acronym “ESG”
were not explicitly identified in the accessible
sections. Only one faculty explicitly considers
sustainability principles and the Sustainable
Development Goals (SDGs) in its strategic
planning documents. Therefore, although some ini-
tiatives do include sustainability-related elements,
no dedicated institutional strategy or comprehen-
sive commitment to all dimensions of sustaina-
bility (environmental, social, and economic) was
identified in the public documents analysed.

A noteworthy initiative that illustrates
institutional best practice was identified at the
Technical University of Moldova (UTM), which,
in early 2024, demonstrated a proactive commit-
ment to the future by establishing a Research
Center dedicated to sustainable development.
Through the creation of this specialized center,
UTM not only strengthens its role as a responsible
actor in promoting the global sustainability
agenda, but also provides a platform for gene-
rating advanced knowledge, fostering innovation,
and training professionals capable of addressing
the complex challenges of a sustainable future.
This initiative marks a significant step toward
integrating environmental, social, and economic
concerns into the university’s research activities
and potentially its educational offerings.

Another important pillar of the Technical
University of Moldova (UTM) is its focus on
technology and digitalization. The institution
demonstrates a progressive vision and remar-
kable capacity to adapt to the increasing
demands of the contemporary information
society. UTM’s 2024 Annual Report clearly
highlights the university’s ongoing commitment
to integrating digital technologies across all
areas of activity from education and research to
institutional management and engagement with
the socio-economic environment. This active
focus on digitalization goes beyond the super-
ficial adoption of digital tools and reflects a deep
strategic transformation aimed at enhancing the
relevance of graduates in an increasingly digital
labour market and contributing to the develop-
ment of a knowledge-based society. In addition,
the institution has adopted a code of ethics for
digital communication, which provides a set of
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Institutia dispune, complimentar, de un cod de
eticd in comunicare digitald, care reprezintd un
ansamblu de norme si indrumari morale, menit
sd ajute membrii comunitdtii universitare sa
evite conflicte morale si etice nedorite.

in consecinti, recomandim crearea si
actualizarea unei sectiuni dedicate pe paginile
web oficiale ale universitatilor si departamen-
telor, menita sa evidentieze, in mod transparent,
contributiile concrete ale comunitatii academice
(proiecte de cercetare, initiative didactice,
activititi de implicare comunitard) la realizarea
Obiectivelor de Dezvoltare Durabila.

Concluzii

Profesia contabild se confrunta cu o trans-
formare profunda, dictatd de avansul digitalizarii
si de imperativul sustenabilitatii. Desi univer-
sitdtile recunosc importanta acestor tendinte,
manifestdnd interes academic prin cercetdri si
dezbateri, integrarea lor in curriculumul de
contabilitate ramdne limitata. Se observa 0
rigiditate notabila n abordarile pedagogice si o
lipsa de transparenta in accesul la informatiile
curriculare detaliate.

Este imperativa o reconfigurare a edu-
catiei contabile. Aceasta trebuie sd includa o
reproiectare a curriculumului, care sa integreze
profund instrumente digitale avansate, alaturi de
o Incorporare activd a conceptelor de sustena-
bilitate (ESG, ODD) in majoritatea disciplinelor
contabile. Politicile institutionale trebuie sa
sprijine proactiv aceastd modernizare curricu-
lara, dezvoltarea continud a facultatilor in noile
competente si adoptarea metodelor de predare
inovatoare, bazate pe experientd (studii de caz,
simulari, stagii de practicd). Cresterea trans-
parentei informatiilor curriculare si a eforturilor
institutionale privind sustenabilitatea si digita-
lizarea este esentiald pentru a stimula responsa-
bilitatea si a promova competitivitatea progra-
melor de studii. Alinierea educatiei contabile
din Moldova la standardele internationale in
materie de practici digitale si sustenabile este
cruciald nu doar pentru succesul profesional si
institutional, ci si pentru consolidarea increderii
tarii si sustinerea agendei sale mai largi de
integrare europeana.

Limitele studiului au fost determinate
de complexitatea subiectului cercetat si
accesul redus la informatiile cu acces deschis
ale universitatilor autohtone examinate.
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moral guidelines designed to help members of
the university community avoid ethical and
moral conflicts in the digital sphere.

Consequently, we recommend the creation
and regular updating of a dedicated section on the
official websites of universities and their depart-
ments, aimed at transparently showcasing the
concrete contributions of the academic commu-
nity (research projects, teaching initiatives, com-
munity engagement activities) toward the achie-
vement of the Sustainable Development Goals.

Conclusions

The accounting profession is undergoing a
profound transformation, driven by the advance
of digitalization and the imperative of sustai-
nability. Although universities acknowledge the
importance of these trends and show academic
interest through research and debate, their inte-
gration into the accounting curriculum remains
limited. A notable rigidity persists in pedago-
gical approaches, along with a lack of trans-
parency regarding access to detailed curricular
information.

A reconfiguration of accounting educa-
tion is imperative. This requires a redesign of
the curriculum to deeply integrate advanced
digital tools alongside the active incorporation of
sustainability-related concepts (ESG, SDGSs)
across most accounting subjects. Institutional
policies must proactively support this curricular
modernisation, the continuous development of
faculty in emerging competencies, and the adop-
tion of innovative, experience-based teaching
methods (such as case studies, simulations, and
internships). Enhancing transparency in curri-
cular information and in institutional efforts
related to sustainability and digitalisation is
essential to foster accountability and promote the
competitiveness of academic programs. Aligning
accounting education in Moldova with inter-
national standards in digital and sustainable
practices is crucial not only for professional and
institutional success, but also for strengthening
public trust, boosting the country’s economic
competitiveness, and supporting its broader
European integration agenda.

The limitations of this study were sha-
ped by the complexity of the research topic
and the limited access to open information
from the Moldovan universities examined.
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In conditiile intensificarii provocarilor
economice si al presiunilor exercitate asupra
bugetelor publice, parteneriatul public-privat
(PPP) capata un rol esential in modernizarea
infrastructurii si in furnizarea eficienta a servi-
ciilor publice. PPP-urile reprezintd forme con-
tractuale complexe de colaborare intre sectorul
public si cel privat, in care riscurile, resursele si
responsabilitatile sunt partajate intr-un mod
echitabil. Modificarile recente ale legislatiei
nationale impun o reconsiderare a cadrului juri-
dic si metodologic aferent implementarii acestor
parteneriate. Prezentul articol isi propune sd
analizeze noile reglementari legislative privind
PPP-urile, cu un accent deosebit pe definirea §i
clasificarea contractelor utilizate, in special, a
celor de parteneriat §i de locatiune. Sunt abor-
date aspectele teoretice, juridice si contabile ale
acestor contracte, precum §i implicatiile lor
asupra raportarii financiare. Rezultatele cerce-
tarii evidentiaza necesitatea armonizarii legisla-
tiei contabile si a reglementarilor fiscale cu
evolutiile din domeniul PPP, in vederea asigu-
rarii unei gestiuni transparente, eficiente §i con-
forme cu bunele practici internationale.

Cuvinte-cheie: parteneriat public-privat,
partener public, partener privat, contract de
locatiune, locatiune, arenda.
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Introducere
Parteneriatul public-privat (PPP) reprezinta
un instrument modern de politicd economica,
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In the context of growing economic chal-
lenges and increasing pressure on public budgets,
public-private partnerships (PPPs) are assuming
an essential role in modernising infrastructure
and ensuring the efficient delivery of public
services. PPPs are complex contractual arrange-
ments between the public and private sectors, in
which risks, resources, and responsibilities are
equitably shared. Recent amendments to the
national legislation require a reassessment of the
legal and methodological framework governing
the implementation of such partnerships. This
article aims to analyse the new legislative regu-
lations on PPPs, with a particular focus on the
definition and classification of the contracts used,
especially partnership and lease agreements. The
study addresses the theoretical, legal, and
accounting dimensions of these contracts, as well
as their implications for financial reporting. The
research findings highlight the necessity of alig-
ning accounting standards and fiscal regulations
with the evolving PPP framework, in order to
ensure transparent, efficient management in line
with international best practices.

Keywords: public-private partnership, pu-
blic partner, private partner, lease contract,
lease, land lease.

JEL: M-41; M-40; H-44; H-54; K-12.

Introduction

Public-private partnership (PPP) repre-
sents a modern economic policy instrument
increasingly used to achieve sustainable deve-
lopment goals, particularly in the fields of infra-

Revista / Journal ,, ECONOMICA” nr.2(132) 2025


mailto:popovici.angela.alexandru@ase.md
mailto:corinapanus.diug@gmail.com
mailto:popovici.angela.alexandru@ase.md
mailto:corinapanus.diug@gmail.com

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

utilizat tot mai frecvent pentru realizarea obiec-
tivelor de dezvoltare durabila, in special, in
domeniul infrastructurii si serviciilor publice. In
Republica Moldova, acest mecanism a devenit
relevant In contextul integrarii europene si al
necesitatii de a eficientiza utilizarea resurselor
publice. PPP implica o colaborare contractuala,
pe termen lung, intre un partener public si un
partener privat, care isi asuma sarcini, riscuri si
beneficii impartite, in vederea livrarii unor ser-
vicii de interes general.
Modificarile legislative adoptate in februarie
2025, prin completarea si ajustarea Legii cu
privire la parteneriatul public-privat nr.179/2008
(Legea nr.179/2008) marcheazd o etapa impor-
tanta in consolidarea cadrului juridic national.
Aceastd modificare aliniazd legislatia na-
tionala la cerintele Directivei 2014/23/UE a Par-
lamentului Europenan si a Consiliului din 26
februarie 2014 privind atribuirea contractelor de
concesiune (Directiva 2014/23/UE), oferind defi-
nitii clare, reguli de selectie a partenerilor, criterii
de evaluare a proiectelor si cerinte de raportare.
in paralel, impactul acestor modificari
asupra contabilitatii proiectelor PPP este major.
Este necesard o abordare integratd, care si tina
cont atat de reglementirile contabile nationale,
cat si de Standardele Internationale de Raportare
Financiara (IFRS), in special, in ceea ce priveste
contractele de locatiune, frecvent utilizate in
cadrul PPP. Acest articol analizeaza implicatiile
juridice, contabile si de raportare ale noilor
reglementari, propunand solutii pentru o armoni-
zare eficienta Intre legislatie si practica.
Obiectivele cercetarii
Cercetarea are drept scop principal analiza
noilor reglementari privind PPP in Republica
Moldova, cu accent pe implicatiile juridice si
contabile asociate acestora.
Obiectivele specifice urmadrite includ:
o examinarea modificarilor introduse prin
Legea nr.179/2008, in forma consolidata
din februarie 2025;
o clarificarea notiunii de locatiune ca forma
contractuala utilizata in cadrul PPP;
e investigarea aplicabilittii Indicatiilor meto-
dice privind contabilitatea PPP in raport cu
IFRS 16 ,, Contracte de leasing” (IFRS 16);
e identificarea dificultdtilor contabile in ca-
zul partenerilor privati implicati in pro-
iecte PPP;
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structure and public services. In the Republic of
Moldova, this mechanism has gained relevance
in the context of European integration and the
imperative to optimise the use of public resour-
ces. A PPP involves a long-term contractual
collaboration between a public partner and a pri-
vate partner, whereby responsibilities, risks, and
benefits are shared with the objective of deli-
vering services of public interest.

The legislative amendments adopted in
february 2025, through the revision and supple-
mentation of the Law on Public-Private Part-
nerships No.179/2008 (Law No0.179/2008), mark
a significant milestone in strengthening the
national legal framework.

These changes align the domestic legislation
with the requirements of Directive 2014/23/EU of
the European Parliament and of the Council of 26
february 2014 on the award of concession
contracts (Directive 2014/23/EU), providing clear
definitions, partner selection rules, project eva-
luation criteria, and reporting requirements.

Concurrently, the impact of these reforms
on the accounting of PPP projects is substantial.
An integrated approach is required, one that
takes into account both national accounting re-
gulations and International Financial Reporting
Standards (IFRS), particularly with regard to
lease contracts, which are commonly used in
PPP structures. This article analyzes the legal,
accounting, and financial reporting implications
of the new regulations, and proposes practical
solutions for ensuring effective harmonization
between legislation and implementation.

Research Objectives

The primary aim of this research is to
analyze the new regulations concerning PPPs in
the Republic of Moldova, with a particular focus
on their legal and accounting implications.

The specific objectives pursued include:

e examining the amendments introduced
through Law N0.179/2008, as consoli-
dated in february 2025;

e clarifying the concept of lease as a con-
tractual form used within PPP arran-
gements;

e investigating the applicability of the Metho-
dological Guidelines on PPP Accounting
in relationto IFRS 16 “Leases”,

e identifying accounting challenges faced
by private partners involved in PPP
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o formularea unor propuneri de armonizare
a reglementarilor nationale cu cerintele si
bunele practici contabile internationale.
Metodologia cercetarii
Pentru realizarea studiului, au fost uti-

lizate urmatoarele metode de cercetare:

» Analiza documentara: examinarea legis-
latiei nationale relevante, incluzand Codul
Civil al Republicii Moldova nr.1107/2002,
Legea contabilitatii si raportarii financiare
a Republicii Moldova nr.287/2017, Legea
cu privire la parteneriatul public-privat
nr.179/2008 (in forma modificatd), pre-
cum si a actelor normative cum ar fi
Indicatiile metodice privind contabilitatea
PPP si IFRS 16;

» Analiza comparativa: evaluarea diferen-
telor dintre cadrul normativ anterior si cel
actual Tn domeniu PPP, pentru a evidentia
progresele realizate;

» Studiu de caz: analiza concesionarii Aero-
portului International Chisinau, utilizat ca
exemplu de esec institutional survenit in
absenta unui cadru juridic coerent si
functional;

» Analiza contabila: interpretarea implica-
tiillor contabile ale contractelor de loca-
tiune in contextul PPP, cu accent pe defi-
nirea conceptelor-cheie, recunoasterea
drepturilor si obligatiilor, precum si exa-
minarea tratamentului contabil, aplicabil
partenerului privat in cadrul acestor
operatiuni.

Rezultate si discutii

In Republica Moldova, PPP sunt regle-
mentate, in principal prin Legea cu privire la
parteneriatul public-privat nr.179/2008 [7]. in
perioada anilor 2008-2024, aplicarea acestei
Legi a fost marcata de multiple deficiente, dintre
care se evidentiaza urmatoarele:

e lipsa unor prevederi clare de initiere, eva-
luare si desfasurare a proiectelor PPP;

e transparenta redusa in atribuirea sarcinilor
caracteristice contractelor PPP;

e reglementdrile generaliste, insuficient ar-
monizate cu standardele Uniunii Europene
(UE).

La 27 februarie 2025, au fost adoptate noi
modificari semnificative ale Legii privind PPP,
aliniind legislatia nationala la normele Directivei
2014/23/UE [2]. Necesitatea modernizarii cadru-
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projects;

e formulating proposals for harmonizing
national regulations with international
accounting standards and best practices.
Research Methodology

The following research methods were
employed in the development of this study:

» Documentary analysis: review of rele-
vant national legislation, including the
Civil Code of the Republic of Moldova
No0.1107/2002, the Accounting and
Financial Reporting Law No0.287/2017,
the Law on Public-Private Partnerships
N0.179/2008 (as amended), as well as
regulatory instruments such as the
Methodological Guidelines on PPP
Accounting and IFRS 16;

» Comparative analysis: assessment of the
differences between the previous and
current regulatory frameworks gover-
ning PPPs, in order to highlight the
progress achieved,

» Case study: analysis of the concession
of Chisindu International Airport, used
as an example of institutional failure
resulting from the absence of a coherent
and functional legal framework;

» Accounting analysis: interpretation of the
accounting implications of lease contracts
within the PPP context, with a focus on
defining key concepts, recognizing rights
and obligations, and examining the
accounting treatment applicable to private
partners involved in such operations.

Results and Discussions

In the Republic of Moldova, PPPs are
primarily regulated by the Law on Public-Private
Partnerships No. 179/2008 [7]. Between 2008
and 2024, the application of this law was marked
by several shortcomings, among which the
following are particularly notable:

o the absence of clear provisions regarding
the initiation, evaluation, and imple-
mentation of PPP projects;

e low levels of transparency in the allo-
cation of responsibilities specific to PPP
contracts;

e Dbroadly formulated regulations, insuffi-
ciently harmonized with European
Union (EU) standards.

On february 27, 2025, significant amend-
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lui normativ privind PPP in Republica Moldova
a fost determinatd de evolutiile la nivel inter-
national, de cerintele tot mai stricte privind
transparenta proceselor decizionale si financiare,
precum si de imperativul atragerii capitalului
privat in realizarea proiectelor de interes public.

Noile reglementéri contribuie la consoli-
darea cadrului juridic aplicabil al PPP, avand ca
drept obiectiv nu doar atragerea investitiilor
private, ci si cresterea eficientei si transparentei
acestui mecanism de colaborare intre sectorul
public si privat.

Principalele directii reformate includ:

v’ definirea clara a conceptului de PPP —
PPP este reglementat ca o forma de
cooperare contractuald, pe termen lung,
intre stat si sectorul privat, avand ca scop
dezvoltarea infrastructurii si furnizarea
serviciilor publice;

v stabilirea unor reguli mai stricte privind
contractele PPP — durata minima a unui
astfel de contract este de 5 ani, iar cea ma-
xima de 35 de ani, perioada in care riscurile,
beneficiile si resursele sunt repartizate
echitabil Intre partenerii implicati;

v’ imbunatatirea accesului la finantare —
vor fi dezvoltate instrumente financiare
mai accesibile, iar statul va putea interveni
prin oferirea de garantii in vederea susti-
nerii implimentarii proiectelor PPP;

v’ selectia mai riguroasd a proiectelor —
proiectele de tip PPP vor fi supuse unei
proceduri de selectii mai stricte, realizatd
in baza unor criterii clar definite, menite
sd asigure viabilitatea economica a aces-
tora si protejarea patrimoniul public;

v’ cresterea responsablititii in gestionarea
proiectelor — legea prevede elaborarea
unor planuri detaliate de implimenatare,
care sa includd o repartizare echitabild a
riscurilor si dispozitii implicite privind
transferul corespunzator al bunurilor catre
stat la incheierea perioadei contractuale.
Aceasta tranzitie legislativa — de la un

cadru generalist si permisiv, catre un sistem re-
glementat si transparent aliniat practicilor euro-
pene — marcheaza un moment de referintd in
evolutia PPP in Republica Moldova.

In acest context, noile reglementiri gene-
reazd implicatii semnificative asupra contabi-
litatii managemetului finaciar al proiectelor PPP,
impunand cerinte sporite privind evidenta resur-
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ments to the PPP Law were adopted, aligning the
national legislation with the provisions of
Directive 2014/23/EU [2]. The need to moder-
nize the legal framework for PPPs in the Repu-
blic of Moldova was driven by developments at
the international level, increasingly stringent
requirements for transparency in decision-ma-
king and financial processes, and the imperative
to attract private capital for the implementation
of public interest projects.

The new regulations contribute to the
strengthening of the legal framework applicable
to PPPs, aiming not only to attract private
investment but also to enhance the efficiency and
transparency of this collaboration mechanism
between the public and private sectors.

The main areas of reform include:

v' clear definition of the PPP concept — PPP
is regulated as a long-term contractual form
of cooperation between the state and the
private sector, aimed at developing infra-
structure and delivering public services;

v establishment of stricter rules for PPP
contracts — the minimum duration of a
PPP contract is set at 5 years, and the
maximum at 35 years, during which risks,
benefits, and resources are to be equitably
distributed between the involved partners;

v improved access to financing — more
accessible financial instruments will be
developed, and the state may provide
guarantees to support the implementation
of PPP projects;

v stricter project selection — PPP projects will
be subject to a more rigorous selection
procedure, based on clearly defined criteria
intended to ensure their economic viability
and the protection of public assets;

v' increased accountability in project ma-
nagement — the law requires the develop-
ment of detailed implementation plans,
including fair risk allocation and explicit
provisions regarding the appropriate
transfer of assets to the state upon the
expiration of the contract period.

This legislative transition, from a general
and permissive framework to a regulated and
transparent system aligned with European
practices — marks a milestone in the evolution of
PPPs in the Republic of Moldova.

In this context, the new regulations gene-
rate significant implications for the accounting
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selor, raportarea riscurilor si monitorizarea per-
formantei contractuale.

Principalele diferente sunt prezentate in
tabelul 1.

and financial management of PPP projects,
imposing heightened requirements for resource
tracking, risk reporting, and contract perfor-
mance monitoring.

The main differences are presented in
Table 1.

Tabelul 1/Table 1

Sinteza comparativa a definitiei PPP conform Legii nr.179/2008 /
Comparative summary of the definition of PPP according to Law No. 179/2008

Legea nr.179/2008 pini la modificare /
Law No0.179/2008 before its amendment

Legea nr.179/2008 dupa modificarea din 2025/
Law N0.179/2008 as amended in 2025

Contractul de PPP este un contract de lungd durata,
incheiat intre o autoritate publicd si un partener
privat, in scopul realizarii, reabilitarii sau exploatarii
unui bun de interes public /

A PPP contract is a long-term contract concluded
between a public authority and a private partner for
the purpose of constructing, rehabilitating, or
operating a public asset.

Contractul de PPP este un aranjament contractual cu
duratd determinatd, incheiat intre partenerul public si
partenerul privat, avand ca obiectiv principal con-
struirea, modernizarea si/sau reconstructia infrastruc-
turii publice, de cdtre partenerul privat, in schimbul
unei compensatii provenite in totalitate sau in parte,
din plati efectuate de catre partenerul public sau de
utilizator /

A PPP contract is a fixed-term contractual arran-
gement between a public partner and a private partner,
with the main objective of constructing, modernising
and/or reconstructing public infrastructure by the
private partner in exchange for compensation derived
wholly or partly from payments made by the public
partner or the user.

Sursa: elaborat de autor in baza Legii nr.179/2008, Legea nr.179/2008 din 27.02.2025 [7] /
Source: developed by the Author based on Law No.179/2008, Law N0.179/2008 of 27.02.2025[7]

Potrivit  noilor  modificari, Legea
179/2008, revizuita in februarie 2025, asigurd o
armonizare substantiald cu standardele europene
si reflectd bunele practici internationale in
domeniu de guvernanta a proiectelor de PPP.
Noua definitie a contractului de PPP evidentiaza

un nivel sporit de maturitate legislativa,
aliniindu-se criteriilor recunoscute la nivel
international. Totodatd, notiunile de baza

aferente acestui mecanism, au fost revizuite,
dupa cum se prezinta in Figura 1.
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According to the new amendments, Law
N0.179/2008, revised in february 2025, ensures
substantial harmonization with European stan-
dards and reflects international best practices in
the governance of PPP projects. The new
definition of the PPP contract demonstrates a
higher level of legislative maturity, aligning with
internationally recognized criteria. Additionally,
the fundamental concepts related to this
mechanism have been revised, as illustrated in
Figure 1.
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Lege nr.179/2008 /
Law No0.179/2008

Partener public / Public partner

Partener privat / Private partner

Parteneriat public-privat /
Public-private partnership

Interes public / Public interes

Ofertant / Tenderer

Oferta / Tender

Lege nr.179/2008 din 2025 /
Law No0.179/2008 of 2025

Financing of the PPP contract

R}

Finantarea contractului de PPP / l

Interes public / Public interest

R

Investitor privat / Private investor

Investitie realizata in cadrul proiectui

Inchidere financiara

Ofertant / Tenderer

Oferta / Tender

Partener privat / private partner

Partener public / public partner

Persoana afiliatd / Affiliated person

Societate de proiect / Project company

Figura 1. Compararea notiunilor-cheie in legea PPP inainte si dupa modificarile din 2025 /
Figure 1. Comparison of key concepts in Law N0.179/2008 before and after the 2025
Sursa: elaborata de autor in baza Legea nr.179/2008 si Legea nr.179/2008 din 2025 [7, art.2] / Source:
developed by the Author based on Law N0.179/2008, Law No0.179/2008 of 27.02.2025 [7, art.2]

Analiza notiunilor juridice atribuite PPP
evidentiaza o evolutie conceptuald semnificativa,
marcatd prin extinderea si clarificarea cadrului
tehnic si legal utilizat. Aceastd abordare faci-
liteazd o mai bund structurare a responsa-
bilitatilor in derularea proiectelor PPP si
contribuie la sporirea coerentei cu standardele
internationale, in special cu cerintele IFRS.

Astfel, sunt introduse doua forme distincte
de PPP [7, art.18]:

> parteneriat public-privat contractual -
realizat pe baza unui contract pe termen

Revista / Journal ,, ECONOMICA” nr.2(132) 2025

The analysis of the legal concepts attribu-
ted to PPPs highlights a significant conceptual
evolution, characterized terized by the expansion
and clarification of the technical and legal
framework employed. This approach facilitates
better structuring of responsibilities in the
execution of PPP projects and contributes to
increased coherence with international standards,
particularly with the requirements of IFRS.

Thus, two distinct forms of public-private
partnerships are introduced [7, art.18]:
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lung, incheiat 1intre partenerul public,

partenerul privat si o societate de proiect

al carei capital social este detinut integral
de catre partenerul privat. Acesta din
urma va actiona ca societate de proiect;

» parteneriat public-privat institutional —
realizat printr-un contract pe termen lung,
incheiat intre partenerul public si par-
tenerul privat, prin care acestia infiinteaza
0 societate noud, detinutd in comun care,
ulterior inregistrarii in registrul persoa-
nelor juridice, va functiona ca o societate
de proiect si va dobandi calitatea de parte
la contractul de parteneriat public-privat
respectiv.

Pe de o parte, Legea nr.179/2008, dupa
modificarile din 2025, prevede ca pentru
contractele de PPP care au ca obiect concesiuni
de servicii in curs de realizare la data intrarii in
vigoare a noilor reglementari, modificarile
propuse nu se vor aplica. Indicatiile metodice
aferente nu au fost modificate. Astfel, pentru
tipurile de contracte precum: antrepriza/prestari
servicii, administrare fiduciard, locatiune/
arendd, concesiune, societate comerciala sau de
societate civild, acestea continud sa regle-
menteze metodele de contabilizare a opera-
tiunilor aferente contractelor de PPP.

Potrivit unui studiu efectuat anterior de
autor, la finele anului 2024, in RM existau 58 de
proiecte realizate prin contratele mentionate [8].
Contractul de locatiune este frecvent utilizat
pentru transmiterea in folosintd temporard a
bunurilor publice in conditii de PPP. Prin
urmare, analiza contractului de locatiune este
esentiala pentru asigurarea unei evidente
contabile corecte si transparente.

Spre exemplu, Indicatiile metodice sta-
bilesc ca contractul de locatiune/arenda are ca
obiect transmiterea in posesie si folosintd
temporard a bunurilor proprietate publica.
Partenerul privat fiind responsabil de utilizarea la
destinatie a bunului si colectarea platilor pentru
lucrarile efectuate si serviciile prestate [4, pct.53].

Potrivit SNC ,,Contracte de leasing”,
notiunea de locatiune/arendd este echivalenta
cu cea de leasing si este definitd ca un contract
prin care locatorul cedeaza locatarului, in
schimbul unei plati sau serii de plati, dreptul de
utilizare a activului pentru o perioada convenita
de timp [11].
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» contractual public-private partnership —
established based on a long-term con-
tract concluded between the public
partner, the private partner, and a project
company whose share capital is entirely
owned by the private partner. The latter
acts as the project company;

> institutional public-private partnership —
established through a long-term contract
concluded between the public partner and
the private partner, whereby they create a
new jointly owned company which, upon
registration in the legal persons’ registry,
will operate as a project company and
become a party to the respective public-
private partnership contract.

On the one hand, Law No0.179/2008,
following the amendments of 2025, stipulates
that for PPP contracts involving service con-
cessions underway at the date of entry into force
of the new regulations, the proposed changes
shall not apply. The related Methodological
Guidelines have not been amended. Thus, for
contract types such as: turnkey/service contracts,
fiduciary management, lease/rent, concession,
commercial company, or civil partnership, these
continue to regulate the accounting methods for
operations related to PPP contracts.

According to a previous study conducted
by the author, by the end of 2024, there were 58
projects in the Republic of Moldova imple-
mented through the aforementioned contracts
[8]. The lease contract is frequently used to grant
temporary use of public assets under PPP
conditions. Therefore, the analysis of the lease
contract is essential to ensure accurate and
transparent accounting records.

For example, the Methodological
Guidelines establish that a lease/rent contract
involves the transfer of possession and
temporary use of publicly owned assets. The
private partner is responsible for the proper
use of the asset and for collecting payments
for works performed and services rendered [4,
para.53].

According to the NAS “Leases”, the
concept of lease/rent is equivalent to leasing and
is defined as a contract by which the lessor
grants the lessee, in exchange for a payment or
series of payments, the right to use an asset for
an agreed period of time [11].
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Desi Directiva 2013/34/UE nu ofera o
definitie expresd a contractului de locatiune,
aceasta permite ca tratamentul contabil al
acestuia sda fie reglementat de legislatia
nationala, in conformitate cu principiile generale
acceptate. In majoritatea statelor membre ale
UE, acest tratament este corelat cu IFRS 16
,»Contracte de leasing” sau cu reglementarile
nationale echivalente [3].

Conform IFRS 16 ,,Contracte de leasing”,
un contract de leasing este un contract, sau
0 parte a unui contract, care confer dreptul de
a utiliza un activ (activul-suport) pentru o
anumitad perioadd de timp in schimbul unei
contraprestatii [5].

Conform Indicatiilor metodice, partenerul
privat tine contabilitatea operatiunilor aferente
contractelor de locatiune/arenda in conformitate
cu prevederile SNC ,,Contracte de leasing”.
Astfel, potrivit pct.56 din Indicatiile metodice
privind contabilizarea operatiunilor aferente
contractului de locatiune/arenda, partenerul
privat trebuie sa respecte urmatoarele reguli de
baza [4, pct.56]:

e Bunurile primite in locatiune/arenda se
reflectd in conturile extrabilantiere la
valoarea convenita de parti;

e Costurile direct atribuibile recep-
tiondrii sau restituirii bunurilor primite
in locatiune/arenda, precum s§i cele
aferente intretinerii acestora, care,
conform conditiilor contractului sunt
suportate de catre locatar (partenerul
privat), se contabilizeazd in con-
formitate cu pct. 29-32 din SNC
,Contracte de leasing”;

e Plata de locatiune (arenda) se
inregistreaza, concomitent, ca majorare
a costurilor si cheltuielilor curente,
precum si a datoriilor;

e Valoarea de vanzare a lucrarilor de
reparatie, transmise partenerului pu-
blic, se Inregistreazd, concomitent, ca
majorare a creantelor si veniturilor
curente;

e Creantele si datoriile curente aferente
contractului se deconteazd in mod
reciproc.

Ca urmare a celor mentionate, partenerul

privat contabilizeazd bunurile primite in loca-
tiune in conturile extrabilantiere, in conformitate
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Although Directive 2013/34/EU does not
provide an explicit definition of a lease contract,
it allows the accounting treatment of such
contracts to be governed by national legislation,
in accordance with generally accepted principles.
In most EU member states, this treatment is
aligned with IFRS 16 “Leases” or equivalent
national regulations [3].

According to IFRS 16 “Leases” a lease
contract is an agreement, or part of an
agreement, that conveys the right to use an asset
(the underlying asset) for a specified period of
time in exchange for consideration [5].

According to the Methodological Guide-
lines, the private partner accounts for the
operations related to lease/rent contracts in
accordance with the provisions of the NAS
“Leases”. Thus, according to paragraph 56 of the
Methodological Guidelines on accounting for
operations related to lease/rent contracts, the
private partner must comply with the following
basic rules [4, para.56]:

e Sssets received under lease/rent are
recorded in off-balance sheet accounts
at the value agreed upon by the parties;

e Direct costs attributable to the receipt
or return of the leased/rented assets,
as well as maintenance costs that,
according to the contract terms, are
borne by the lessee (private partner),
are accounted for in accordance with
paragraphs 29-32 of the NAS
“Leases”;

e Lease (rent) payments are simul-
taneously recorded as increases in
costs and current expenses, as well as
liabilities;

o Sales value of repair works transferred
to the public partner is simultaneously
recorded asan increase in receivables
and current income

e Current receivables and liabilities
related to the contract are settled
mutually.

As a result of the above, the private
partner records assets received under lease in
off-balance sheet accounts, in accordance with
the General Chart of Accounts. These accounts
are intended to track the existence and
movement of assets that do not belong to the
entity as property but are temporarily held or
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cu Panul general de conturi contabile. Aceste
conturi sunt destinate contabilizarii existentei si
miscarii activelor care nu apartin entitatii cu titlu
de proprietate, dar se afla temporar in folosinta
sau la dispozitia acestuia. In acest scop, pentru
reflectarea valorii bunurilor primite in locatiune,
se utilizeazd contul extrabilantier 977 ,,Imo-
bilizari corporale primite in leasing (arenda,
locatiune) operational” [9].

Pentru o mai buna intelegere a trata-
mentului contabil in cotinuare vom examina
contabilizarea operatiunilor economice aferente
unui contract de locatiune, prin intermediul unui
exemplu practic:

Exemplu. Partenerul privat a primit, in
baza contractului de locatiune, de la Partenerul
public, pe un termen de 3 ani, un parc de
distrattii pentru copii. Valoarea bunului, ce face
obiectul contractului, constituie 3 200 000 lei.
Peste un an, Partenerul privat a efectuat, in
antreprizd, reparatia mijloacelor distractive in
scopul mentinerii parcului in stare functionalda.
Costul efectiv al reparatiei a constituit 260 200
lei. Conform contractului incheiat, Partenerul
public accepta costul de reparatie in marime de
pina la 140 000 lei, sa fie compensat din contul
platilor aferente contractului de locatiune, care
se efectueaza la sfirsitul fiecarei luni, in valoare
de 18 000 lei. Repectiv, costul reparatiei ce
depdseste limita stabilita in contract, urmeazd sa
fie suportat de catre Partenerul privat. Potrivit
politicilor contabile ale acestuia, costurile
aferente reparatiei curente a bunurilor primite
ca obiecte ale parteneriatului public-privat se
recunosc ca cheltuieli anticipate si sunt
repartizate uniform la cheltuieli curente pe o
perioada de 12 luni.

In conformitate cu politicele contabile,
partenerul  privat contabilizeazd  costurile
aferente reparatiei parcului de distractii in contul
de gestiune 845 ,, Costuri aferente contractelor
de locatiune”, in baza unui document primar
(act de transmitere) care va contine elementele
obligatorii prevazute la art. 11 alin. (7) din
Legea 287/2017 [7, art.11].

Conform exmplului prezentat mai sus,
partenerul privat va contabiliza operatiunile eco-
nomice in Tabelul ce urmeaza.
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at its disposal. For this purpose, to reflect the
value of assets received under lease, the off-
balance sheet account 911 “Tangible fixed assets
received under operational leasing (rent, lease)”
is used [9].

For a better understanding of the
accounting treatment, the following section will
examine the accounting of economic tran-
sactions related to a lease contract through a
practical example:

Example. The private partner received,
under a lease contract, from the public partner,
for a term of 3 years, an amusement park for
children. The value of the asset subject to the
contract amounts to 3 200 000 MDL. After one
year, the private partner carried out repairs as a
contractor to maintain the park’s functionality.
The actual repair cost amounted to 260 200
MDL. According to the signed contract, the
public partner agrees to accept repair costs up
to 140 000 MDL, which will be offset against
lease payments made at the end of each month,
amounting to 18 000 MDL. Accordingly, repair
costs exceeding the contractually established
limit must be borne by the private partner.

According to the private partner’s
accounting policies, costs related to the routine
maintenance of assets received under the public-
private partnership are recognized as prepaid
expenses and are evenly allocated to current
expenses over a period of 12 months.

In accordance with its accounting
policies, the private partner records the repair
costs of the amusement park in management
account 845 “Costs related to lease contracts”,
based on a primary document (transfer act)
containing the mandatory elements stipulated
in Article 11, paragraph (7) of Law No0.287/2017
[7, art.11].

Based on the example presented above,
the private partner will account for the economic
transactions as shown in the following table.
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Tabelul 2/Table 2

inregistririle contabile ale partenerului privat aferente contractului
de locatiune/arenda / The private partner's accounting records relating
to the lease/rental agreement

. Corespondenta
Documente primare conturilor / Accounts
Nr./ Continutul operatiunii / aferente.operag.lunllor Suma, Lei/ correspondence
No Contents of the operation contabile / Primary Amount, MDL i i
' P documents related to : Debit/ | Credit/
accounting operations Debit Credit
account acount
1 2 3 4 5 6
Reflectarea valorii bunului Procesul-verbal de
primit in locatiune / Reflecting | primire-predare a
the value of the asset received in | bunului, factura fiscala
lease emisa de partenerul
1 public / Receipt and 3200 000 911 -
delivery report for the
goods, tax invoice
issued by the public
partner
Factura fiscala, proces-
Reflectarea costurilor de verbal de executare a 211213
2 | reparatie a parcului / Reflection | lucrarilor / Tax invoice, 260 000 845 521’ etc’
of park repair costs report on the execution LR
of works
Reflectarea decontarii valorii
lucrarilor de reparatie transmise | Act de indeplinire a
partenerului public / Reflection | lucrarilor, Factura fiscal
3 of the settlement of the value of | / Act of completion of 140000 2345 611
repair works transmitted to the | works, Tax invoice
public partner
e i | Facus Tl s
4 of the calculation of the monthly cont / Tax invoice, ban 18 000 845 521
statement
rent payment
Reﬂectarea compensaril Act de decontari
reciproce a creantelor si .
datoriilor la finele fiecarei luni / reCIproce,se.mnat de
5 Reflecting the mutual offsetting ambele parti / Mutual 18 000 521 2345
- settlement agreement
of receivables and payables at sianed by both parties
the end of each month g y P
Reflectarea decontarii lunare a
costurilor de reparatie suportate
din cont propriu — 10 000 lei
[(260 000 lei — 140 000 lei):12
luni] / Reflection of the Noti contabila /
6 settlement at the end of the Accouting note 10000 845 261
month of repair costs recovered
on own account — 10,000 lei
[(260,000 lei —140,000 lei):12
months]
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Continuarea tabelului 2/ Conrtinuation of table 2

1 2 3 4 5 6
Reflectarea valorii bunului Procesul-verbal de
transmis din locatiune / primire-predare a
Reflection of the value of the bunului,
asset transferred from the lease | factura fiscala emisa de
7 partenerul privat / 3200 000 - 911

Receipt and delivery
report for the goods, tax
invoice issued by the
private partner

Denumirea conturilor contabile utilizate / Names of the accouting accounts used:

211, Materiale”’/ “Materials’;

213 ,, Obiecte de mica valoare si scurtd durata”/ “Low-valul, short-term assets”;
2345 ,, Creante aferente parteneriatului public privat”/ “Receivables from PPP”’;
261 ,, Cheltuieli anticipate curente’/ ““Prepaid current expenses”’;

521 ,,
611 ,,
811,
845 ,,
911
received under operational lease”.

Venituri din vinzari”/ “Sales revenue’”;

Datorii comerciale curente’/ “Current trade liabilities ”;

Costuri indirecte de productie”/ “Indirect production costs”;
Costuri aferente contractelor de locatiune”/ “Costs related to lease contracts”;
., Imobilizari corporale primite in leasing (arendd, locatiune) operational”l “Tangible assets

Sursa: elaborat de autor / Source: developed by the Author

Din cele relatate, concluzionam ca con-
tractul de locatiune/arenda constituie una dintre
cele mai simple forme de realizare a relatiilor de
colaborare dintre sectorul public si cel privat.
Pentru o prezentare mai clard, in exemplu nostru,
a fost propus spre utilizare contul de gestiune
845 , Costuri aferente contractelor de loca-
tiune”. Celelalte operatiuni de contabilizare au
fost reflectate, utilizdnd conturile contabile pre-
vazute 1n Planul general de conturi contabile [9].

in contextul noilor modificari legislative,
se impune studierea unui caz concret din practica
PPP, care sa evidentieze deficientele cadrului
legislativ anterior ale Legii nr.179/2008.

Studiu de caz: Concesionarea ,,Aero-
portului International Chisindu” (AIC) -
impactul cadrului legislativ insuficient asupra
unui proiect PPP stategic.

Potrivit Raportului de audit al Curtii de
Conturi a Republicii Moldova (CCRM) privind
conformitatea incheierii §i executarii preve-
derilor Contractului de parteneriat public-privat
(PPP) pentru concesionarea activelor I.S.
,, Aeroportul International Chiginau” (AIC),
aprobat prin Hotardrea CCRM nr.l din 24
ianuarie 2020, la data de 30 august 2013, AIC a
fost concesionat pe un termen de 49 de ani
operatorului  privat Asociatia  Persoanelor
Juridice (4PJ) “Avia Invest”. Contractul a fost
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From the above, we conclude that the
lease/rent contract represents one of the simplest
forms of collaboration between the public and
private sectors. For clearer presentation in our
example, management account 845 “Costs rela-
ted to lease contracts” was proposed for use.
Other accounting operations were recorded using
the accounts provided in the General Chart of
Accounts [9].

In the context of the new legislative amen-
dments, it is necessary to study a concrete case
from PPP practice that highlights the deficien-
cies of the previous legislative framework under
Law No0.179/2008.

Case Study: Concession of “Chisinau
International Airport” (CIA) — the impact of
an inadequate legislative framework on a stra-
tegic PPP Pproject.

According to the audit report by the Court
of Accounts of the Republic of Moldova (CCRM)
on the compliance with the conclusion and
execution of the Public-Private Partnership
(PPP) Contract for the concession of assets of
the State Enterprise “Chiginau International
Airport” (CIA), approved by CCRM Decision
No. 1 of January 24, 2020, on August 30, 2013,
CIA was concessioned for a term of 49 years to
the private operator, the Association of Legal
Entities (ALE) “Avia Invest.” The contract was
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semnat in baza unor proceduri netransparente §i
fara o evaluare riguroasa a riscurilor asumate
de stat [10].

Principalii factorii negativi identificati in
procesul de concesionare:

e lipsa transparentei in selectia partenerului
privat;

e nerespectarea principiilor fundamentale
ale PPP;

e monitorizarea superficiald a executarii
contractului;

o clauze contractuale dezechilibrate favo-
rabile excluiv investitorului.

Desi unele investitii in modernizarea
infrastructurii au fost realizate partial, statul a
pierdut controlul asupra unui activ strategic,
iar veniturile generate de AIC au fost transferate
intr-un regim netransparent citre partenerul pri-
vat. In consecinta, din lipsa unui cadru normativ
solid, acest PPP a generat multiple contraverse
politice si sociale, investigatii jurnalistice si
critici formulate in rapoartele CCRM, condu-
cand in final la rezilierea contractului de conce-
sionare in anul 2019.

Ca urmare a acestui esec major in imple-
mentarea unui PPP strategic, Legea nr.178/2008
a fost modificata in anul 2025, pentru a remedia
deficientele constatate si pentru intdri cadrul
normative, asigurand protectia interesului public
si cresterea eficientei PPP.

Daca procedura de concesionare AIC s-ar
fi desfasurat in conformitate cu noilor prevederi
ale Legii nr.178/2008 (modificatd in 2025),
statul ar fi dispus de instrumente legislative clare
si eficiente, precum:

e transparentd §i responsabilitate In toate
etapele de implimentare a proiectului;

e negociere echitabild a clauzelor contrac-
tuale;

o limitare a duratei contracului PPP con-
tractului la maximum 35 ani, corelata cu
perioada necesard armonizdrii investitiei;

e monitorizare continud a rezultatelor pe
intreg ciclul de viata a parteneriatului.
Concluzii
Studiul confirma ca parteneriatul public-

privat poate deveni un pilon esential al dezvol-
tarii infrastructurale in Republica Moldova, cu
conditia existentei unui cadru legislativ, contabil
si institutional clar, coerent si armonizat cu stan-
dardele internationale. Contractul de locatiune,
desi ofera flexibilitate in realizarea proiectelor

Revista / Journal ,, ECONOMICA” nr.2(132) 2025

signed based on non-transparent procedures and
without a rigorous assessment of the risks
assumed by the state [10].

The main negative factors
during the concession process include:

o lack of transparency in the selection of

the private partner;

e non-compliance with the fundamental

principles of PPP;

o superficial monitoring of contract exe-

cution;

e imbalanced contractual clauses exclusi-

vely favoring the investor.

Although some investments in infrastruc-
ture modernization were partially completed, the
state lost control over a strategic asset, and the
revenues generated by CIA were transferred in a
non-transparent manner to the private partner.
Consequently, due to the lack of a solid regu-
latory framework, this PPP generated multiple
political and social controversies, journalistic
investigations, and criticisms raised in CCRM
reports, ultimately leading to the termination of
the concession contract in 2019.

As a result of this major failure in imple-
menting a strategic PPP, Law No0.179/2008 was
amended in 2025 to address the identified defi-
ciencies and to strengthen the regulatory frame-
work, ensuring the protection of the public
interest and increasing PPP efficiency.

Had the concession procedure for Chisi-
nau International Airport (CIA) been conducted
in accordance with the new provisions of Law
N0.179/2008 (amended in 2025), the state would
have had clear and effective legislative instru-
ments, including:

e transparency and accountability at all sta-
ges of project implementation;

o fair negotiation of contractual clauses;

e rigorous assessment of investment pro-
fitability;

o limitation of the PPP contract duration to
a maximum of 35 years, correlated with
the period required to amortize the invest-
ment;

e continuous monitoring of outcomes throug-
hhout the entire lifecycle of the partnership.
Conclusions
The study confirms that public-private

partnerships can become a key pillar of infra-
structural development in the Republic of
Moldova, provided that a clear, coherent, and
internationally harmonized legislative, accoun-

identified
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PPP, impune o abordare normativa riguroasa, in
special din perspectiva recunoasterii, evaluarii si
raportarii activelor si obligatiilor aferente.

Pe baza cercetarii realizate, se recomanda
urmdtoarele masuri de Tmbunatatire a cadrului
contabil si normativ aplicabil contractelor de
locatiune in cotextul PPP:

+ Revizuirea si completarea Indicatiilor
metodice, prin includerea unor sectiuni
dedicate tratamentului contabil al cont-
ractelor de locatiune 1n cadrul PPP;

+ Armonizarea SNC cu cerintele IFRS 16
pentru a asigura reflectarea corectd si
transparenta a dreptului de utilizare a acti-
velor si a obligatiilor financiare a parte-
nerului pivat;

+ Includerea unor prevederi exprese pri-
vind durata minima a contractelor de loca-
tiune, precum si tratamentul contabil al
investitiilor realizate de partenerul privat
in activele publice;

+ Elaborarea si implementarea unei meto-
dologii unitare privind consolidarea situa-
tiilor financiare ale entitatilor implicate in
proiecte PPP, in vederea asigurdrii unei
raportari conforme si comparabile.
Aplicarea coerentd si sistematica a acestor

masuri va contribui la cresterea transparentei,
eficientei si responsabilitatii in gestionarea proiec-
telor de parteneriat public-privat in Republica
Moldova, consolidand astfel increderea publicului
si a investitorilor in acest mecanism de
colaborare.

Analiza cazului concesionarii Aeroportului
International Chisindu evidentiaza deficientele
cadrului legislativ anterior, caracterizat prin lipsa
de transparentd, atribuirea arbitrard a contractului
si monitorizarea dificitard. Este evident ca, daca
noile reglementari, adoptate in anul 2025, ar fi
fost aplicabile la momentul initierii acelui proiect,
statul ar fi avut la dispozitie instrumente clare si
eficiente pentru a evita pierderea controluiui
asupra unui activ strategic.

Prin urmare, reforma legislativa recenta
contribuie la alinierea Republicii Moldova la
bunele practici europene, oferind garantii
suplimentare pentru protejarea interesului public
si consolidand cadrul necesar utilizarii eficiente
a PPP ca instrument in dezvoltarea durabila si
modernizare a infrastructurii nationale.
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ting, and institutional framework is in place.
Although the lease contract offers flexibility in
implementing PPP projects, it requires a rigorous
normative approach, particularly regarding the
recognition, measurement, and reporting of rela-
ted assets and liabilities.

Based on the research conducted, the
following measures are recommended to improve
the accounting and regulatory framework appli-
cable to lease contracts in the context of PPPs:

+ Revision and supplementation of the
Methodological Guidelines by including
dedicated sections on the accounting
treatment of lease contracts within PPPs;

+ Harmonization of the National Accoun-
ting Standards with IFRS 16 to ensure
accurate and transparent recognition of
the right-of-use assets and financial
liabilities of the private partner;

% Inclusion of explicit provisions regar-
ding the minimum duration of lease con-
tracts, as well as the accounting treat-
ment of investments made by the private
partner in public assets;

+ Development and implementation of a
unified methodology for consolidating
the financial statements of entities invol-
ved in PPP projects to ensure compliant
and comparable reporting.

The consistent and systematic application
of these measures will contribute to enhancing
transparency, efficiency, and accountability in
managing public-private partnership projects in
the Republic of Moldova, thereby strengthening
public and investor confidence in this colla-
boration mechanism.

The analysis of the Chisindu International
Airport concession case highlights the deficiencies
of the previous legislative framework, characte-
rised by a lack of transparency, arbitrary contract
awarding, and inadequate monitoring. It is evident
that if the new regulations adopted in 2025 had
been applicable at the initiation of that project, the
state would have had clear and effective tools to
avoid losing control over a strategic asset.

Therefore, the recent legislative reform
contributes to aligning the Republic of Moldova
with European best practices, providing
additional guarantees for protecting the public
interest and strengthening the framework necessary
for the efficient use of PPPs as instruments for
sustainable development and modernization of
national infrastructure.

Revista / Journal ,, ECONOMICA” nr.2(132) 2025



10.

11.

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

Bibliografie/ Bibliography:

Codul civil al Republicii Moldova: nr. 1107 din 06.06.2002. Online. LEGIS. Disponibil:
https://www.legis.md/cautare/getResults?doc_id=125043&lang=ro# [accesat 2025-05-02].
Directiva 2014/23/UE a Parlamentului Europenan si a Consiliului din 26 februarie 2014 privind
atribuirea contractelor de concesiune. Jurnalul Oficial al Uniunii Europene. Online. 2014,
28.03. Diponibil: https://eur-lex.europa.eu/legal-content/RO/TXT/PDF/?uri=
CELEX:32014L0023&from=ES [accesat 2025-05-25].

Directiva 2013/34/UE a Parlamentului European si a Consiliului din 26 iunie 2013 privind
situatiile financiare anuale, situatiile financiare consolidate si rapoartele conexe ale anumitor
tipuri de intreprinderi de modificare a Directivei 2006/43/CE a Parlamentului European si a
Consiliului si de abrogare a Directivelor 78/660/CEE si 83/349/CEE ale Consiliului. Jurnalul
Oficial al Uniunii Europene. Online. 2013, 29.06. Disponibil: https://eur-lex.europa.eu/legal-
content/RO/TXT/?uri=CELEX:32013L0034 [accesat 2025-05-12].

Ordinul Ministerului Finangelor al Republicii Moldova cu privire la aprobarea Indicatiilor
privat: nr. 192 din 12.11.2018. Online. LEGIS. Disponibil: http://www.legis.md/cautare/
rezultate/111830 [accesat 2025-05-22].

IFRS 16 ,, Contracte de leasing”. Online. Disponibil:
http://mf.gov.md/ro/content/standardele-interna%C8%9Bionale-de-raportare-
financiar%C4%83-1 [accesat 2025-05-22].

Legea contabilitatii si raportarii financiare a Republicii Moldova: nr. 287 din 15.12.2017.
Online. LEGIS. Disponibil: https://www.legis.md/cautare/getResults?doc_id=120938&lang=ro
[accesat 2025-05-12].

Legea cu privire la parteneriatul public-privat: nr. 179 din 10.07.2008. Online. LEGIS.
Disponibil: https://www.legis.md/cautare/getResults?doc_id=147586&lang=ro# [accesat 2026-
05-16].

PANUS, C. Evolutii si provocari ale parteneriatelor public-private din Republica Moldova:
impactul economic si abordarile contabile. Economica. Online. 2025, nr. 1 (131), pp. 107-118.
ISSN 1810-9136. Disponibil: https://ase.md/files/publicatii/economica/ec_2025 1.pdf [accesat
2025-05-11].

Planul general de conturi contabile cu modificarile si completdrile ulterioare: din 2019.
Online. LEGIS. Disponibil: https://www.legis.md/cautare/getResults?doc_id=117857&lang=ro
[accesat 2025-05-04].

Hotardrea Curtii de Conturi a Republicii Moldova cu privire la Raportul de audit efectuat de
cdtre in vederea conformitatii incheierii si executdrii prevederilor Contractului de parteneriat
public-privat pentru concesionarea activelor LS. , Aeroportul International Chisindu”: nr. 1
din 24.01.2020. Online. Disponibil: https://ccrm.md/ro/decision_details/1020/hotararea-nr1-din-
24-ianuarie-2020-cu-privire-la-aprobarea [accesat 2025-05-23].

Standardele Nationale de Contabilitate, aprobate prin Ordinul Ministerului Finantelor al
Republicii Moldova: nr. 118 din 06.08.2013. Online. LEGIS. Disponibil:
https://lwww.legis.md/cautare/getResults?doc_id=131868&lang=ro# [accesat 2025-05-17].

Revista / Journal ,, ECONOMICA” nr.2(132) 2025 @——— kK¢


https://www.legis.md/cautare/getResults?doc_id=125043&lang=ro
https://eur-lex.europa.eu/legal-content/RO/TXT/PDF/?uri=CELEX:32014L0023&from=ES
https://eur-lex.europa.eu/legal-content/RO/TXT/PDF/?uri=CELEX:32014L0023&from=ES
https://eur-lex.europa.eu/legal-content/RO/TXT/?uri=CELEX:32013L0034
https://eur-lex.europa.eu/legal-content/RO/TXT/?uri=CELEX:32013L0034
http://www.legis.md/cautare/rezultate/111830
http://www.legis.md/cautare/rezultate/111830
http://mf.gov.md/ro/content/standardele-interna%C8%9Bionale-de-raportare-financiar%C4%83-1
http://mf.gov.md/ro/content/standardele-interna%C8%9Bionale-de-raportare-financiar%C4%83-1
https://www.legis.md/cautare/getResults?doc_id=120938&lang=ro
https://www.legis.md/cautare/getResults?doc_id=147586&lang=ro
https://www.legis.md/cautare/getResults?doc_id=117857&lang=ro
https://ccrm.md/ro/decision_details/1020/hotararea-nr1-din-24-ianuarie-2020-cu-privire-la-aprobarea
https://ccrm.md/ro/decision_details/1020/hotararea-nr1-din-24-ianuarie-2020-cu-privire-la-aprobarea
https://www.legis.md/cautare/getResults?doc_id=131868&lang=ro

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

CZU: 657.31:378(478)

CONTABILITATEA
DE GESTIUNE IN INSTITUTIILE
DE INVATAMANT SUPERIOR
DIN REPUBLICA MOLDOVA:
INTRE PERCEPTIE, REALITATE
SI IMPERATIVUL
TRANSFORMARII

Drd. Liliana TURCANU, ASEM
lilianaturcanu82@gmail.com

ORCID: 0009-0004-2982-166X

DOI: https://doi.org/10.53486/econ.2025.132.120

Acest articol stiintific prezinta rezultatele
unui studiu empiric privind starea actuald, per-
ceptiile prezente §i viitoare asupra contabilitatii
de gestiune in institutiile publice de invatamdnt
superior din Republica Moldova. La baza stu-
diului stau rezultatele sondajului realizat prin
intermediul unui chestionar adresat conducato-
rilor si specialistilor din domeniul financiar-
contabil al acestor institutii. Cercetarea demon-
streaza ca, desi perceptiile sunt predominant
porzitive, iar beneficiile contabilitdtii de gestiune
sunt recunoscute, aplicarea efectiva a acesteia
este, in realitate, este limitata si neuniformd.
Discrepanta semnificativa dintre potentialul re-
Cunoscut si nivelul redus de implementare, ca-
racterizat prin sisteme predominant fragmentate,
indica o necesitate stringentd de dezvoltare si
adaptare a contabilitatii de gestiune la cerintele
economice actuale.

Cuvinte-cheie: contabilitate de gestiune,
invatamdnt public superior, costuri educationale.

JEL: M41, 123.

Introducere

In contextul actual al provocirilor econo-
mice si al cerintelor tot mai stringente privind
eficienta si eficacitatea utilizarii resurselor pu-
blice, institutiile publice de Invatdmant superior
din Republica Moldova se confruntd cu o
necesitate acutd de modernizare a proceselor
interne manageriale si financiare. Din aceasta
perspectiva, contabilitatea de gestiune devine un
instrument indispensabil, oferind suport infor-
mational esential pentru luarea deciziilor fun-
damentate, planificarea strategica si controlul
riguros al costurilor. Importanta sa este ampli-
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This scientific article presents the results
of an empirical study on the current state and
prevailing perceptions, both present and antici-
pated perceptions of management accounting in
public higher education institutions in the Repu-
blic of Moldova. The study is grounded in data
collected through a questionnaire addressed to
executives and professionals working in the
financial and accounting departments of these
institutions. The research reveals that, although
perceptions are predominantly positive and the
benefits of management accounting are widely
acknowledged, its practical implementation re-
mains limited and inconsistent. The significant
gap between the recognized potential and the
low level of implementation, characterized by
predominantly fragmented systems, highlights an
urgent need for the development and adaptation
of management accounting practices to current
economic requirements.

Keywords: management accounting, pu-
blic higher education, educational costs.
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Introduction

In the current context of economic chal-
lenges and increasingly stringent demands for
efficiency and effectiveness in the use of public
resources, public higher education institutions
in the Republic of Moldova face an acute need
to modernise their internal managerial and
financial processes. From this perspective, ma-
nagement accounting emerges as an indispen-
sable tool, providing essential informational
support for evidence-based decision-making,
strategic planning, and rigorous cost control. Its
importance is further amplified by growing
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ficatd de presiunile tot mai mari privind trans-
parenta si responsabilitatea fatd de gestionarea
fondurilor publice, ceea ce transformd aceasta
functie contabild intr-un pilon esential al guver-
nantei universitare.

Desi legislatia Republicii Moldova asigura
un cadru general pentru organizarea evidentei
contabile in institutiile publice de invatamant
superior, contabilitatea de gestiune este aplicata
intr-un mod limitat si neuniform. Aceasta stare,
de fapt, este cauzatd de absenta unor cerinte
obligatorii si bine definite, care sa stabileascd o
metodologie practica de implementare si aplicare
a contabilitatii de gestiune in institutiile respec-
tive. Mai mult, perceptiile eronate privind rolul
si utilitatea contabilitatii de gestiune — adesea
consideratd un instrument exclusiv al mediului
corporativ — constituie obstacole majore in valo-
rificarea potentialului sdu real si Tmpiedica
integrarea acesteia ca parte esentiald a procesului
decizional universitar. Toate aceste carente con-
tribuie la subutilizarea unui instrument care, in
conditiile unei gestiuni moderne si transparente,
ar putea sustine, iIn mod semnificativ, eficienta,
responsabilitatea si sustenabilitatea financiara a
institutiilor de invatamant superior.

Scopul principal al cercetarii este de a
investiga modul in care contabilitatea de ges-
tiune este perceputd si aplicatd in institutiile
publice de invatamant superior din Republica
Moldova, cu accent pe identificarea factorilor
determinanti care faciliteaza sau, dimpotriva,
limiteazd integrarea acesteia in procesele deci-
zionale. Astfel, cercetarea isi propune sa ras-
punda la principala intrebare fundamentala: in ce
mdsurd este perceputa contabilitatea de gestiune
ca un instrument esential in sprijinul manage-
mentului financiar si al procesului decizional in
institutiile publice de invatamdnt superior din
Republica Moldova?

Scopul enuntat este sustinut de urma-
toarele obiective specifice, urmarite in cadrul
studiului:

(i) identificarea practicilor actuale de orga-
nizare si tinere a contabilitdtii de gestiune
in universitatile publice;

(if)evaluarea perceptiilor personalului finan-
ciar-contabil si managerial privind rele-
vanta si utilitatea acesteia;

(iii) formularea unor propuneri de dezvoltare si
adaptare a contabilitatii de gestiune la
particularitatile functionale ale institutiilor
de Invatamant superior.
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pressures for transparency and accountability in
the management of public funds, positioning this
accounting function as a cornerstone of univer-
sity governance.

Although the legislation of the Republic
of Moldova provides a general framework for
the organisation of accounting records in public
higher education institutions, the application of
management accounting remains limited and
inconsistent. This situation is primarily attribu-
table to the lack of mandatory, clearly defined
guidelines and methodologies for the implemen-
tation and use of management accounting in
these institutions. Furthermore, misconceptions
regarding the role and utility of management
accounting, often perceived as an instrument
relevant solely to the corporate sector, constitute
major barriers to unlocking its potential and
integrating it as a core component of institutional
decision-making. These shortcomings contribute
to the underutilization of a tool that, in the
context of modern and transparent governance,
could significantly enhance the efficiency,
accountability, and financial sustainability of
higher education institutions.

The main objective of this research is to
examine how management accounting is per-
ceived and applied in public higher education
institutions in the Republic of Moldova, with a
focus on identifying the key factors that either
facilitate or hinder its integration into decision-
making processes. Accordingly, the study seeks
to address the following fundamental question:
to what extent is management accounting
perceived as an essential tool in supporting
financial management and decision-making
within public higher education institutions in the
Republic of Moldova?

The stated purpose is supported by the
following specific objectives pursued within the
study:

(i) identifying the current practices regarding
the organization and implementation of
management accounting in public univer-
sities;

(ii)assessing the perceptions of financial-
accounting and managerial staff concer-
ning its relevance and usefulness;

(iii) formulating proposals for the develop-
ment and adaptation of management
accounting to the functional particularities
of higher education institutions.

To support the proposed objectives and
provide a basis for data analysis, the research
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Pentru a sustine obiectivele propuse si a
fundamenta analiza datelor colectate, cercetarea
a fost ghidata de urmatoarele ipoteze de lucru:

H1: Contabilitatea de gestiune este aplicatd
intr-o formd limitatd si neuniformd in
cadrul institutiilor de invatdmant superior
din Republica Moldova.

Personalul financiar-contabil si managerial
din universitatile publice nationale per-
cepe contabilitatea de gestiune ca un
instrument esential, contribuind semnifi-
cativ la procesul decizional.

Metodologia cercetarii

Studiul a fost realizat prin intermediul
unui chestionar online (https://docs.google.com/
forms/d/1SUAIA1IXDWDY6xY 1J9umGHYfEQd
H5av7P3zHItX-eKBU/edit?pli=1), elaborat pe
platforma Google Forms si a inclus 21 de intre-
bari formulate in diferite formate (inchis, des-
chis, grild de tip Likert si variante de raspunsuri
multiple). Intrebarile au fost structurate pe mai
multe dimensiuni tematice:

e gradul de aplicare a contabilitatii de ges-
tiune in institutiile respondente;

e utilizarea informatiilor contabile de ges-
tiune in activitatile manageriale;

o instrumentele si metodele utilizate in con-
tabilitatea de gestiune;

o dificultatile si impedimentele Intdmpinate
in aplicarea sistemului;

o perceptiile privind utilitatea, impactul si
valoarea adaugati a contabilititii de
gestiune;

o beneficiile anticipate in cazul imbunata-
tirii sistemului existent.

Chestionarul a fost distribuit prin inter-
mediul mai multor canale de comunicare, cum ar
fi transmiterea de e-mailuri institutionale catre
toate institutiile publice de invatamant superior
din Republica Moldova, publicat pe pagina per-
sonald de Facebook a autorului si promovat in
cadrul grupurilor profesionale de contabili, active
pe retelele sociale. Au raspuns la chestionar 75 de
respondenti, cadre cu atributii financiar-contabile
sau manageriale in cadrul celor 12 institutii
publice de invatdimant superior din Republica
Moldova. Datele au fost colectate in perioada
decembrie 2024 — aprilie 2025. Raspunsurile au
fost centralizate automat si analizate cu ajutorul
functionalititilor platformei Google Forms.
Suplimentar au fost realizate prelucrari statistice
descriptive cu scopul de a evidentia tendintelor
generale si ariile problematice.

H2:
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was guided by the following working hypo-
theses:

H1: Management accounting is applied in a
limited and inconsistent manner within
higher education institutions in the
Republic of Moldova.

H2: Financial-accounting and managerial per-
sonnel in national public universities
perceive management accounting as an
essential tool that significantly contributes
to the decision-making process.

Research Methodology

The study was conducted through an online
questionnaire (available at: https://docs.google.
com/forms/d/1SUAIA1IXDWDy6XY1J9umGHyfE
QdH5av7P3zHItX-eKBU/edit?pli=1), developed
using the Google Forms platform. The instru-
ment consisted of 21 questions presented in
various formats, including closed-ended, open-
ended, Likert-scale grids, and multiple-choice
items. The questionnaire items were structured
around several thematic dimensions, such as:

e the extent to which management accoun-
ting is applied within the respondent
institutions;

e the use of management accounting infor-
mation in managerial activities;

e the tools and methods employed in the
management accounting system;

¢ the challenges and obstacles encountered
in the implementation of the system;

e perceptions regarding the usefulness,
impact, and added value of management
accounting;

o the anticipated benefits of improving the
existing system.

The questionnaire was disseminated through
multiple communication channels, including
institutional emails sent to all public higher
education institutions in the Republic of Moldova,
publication on the author’s personal Facebook
page, and promotion within professional accoun-
ting groups active on social media platforms. A
total of 75 respondents completed the question-
naire, all of whom hold financial-accounting or
managerial responsibilities within the 12 public
higher education institutions in the Republic of
Moldova. Data collection took place between
December 2024 and April 2025. The responses
were automatically compiled and processed using
the built-in functionalities of the Google Forms
platform. In addition, descriptive statistical ana-
lyses were performed to highlight general trends
and identify problematic areas.
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Tipul cercetarii este cantitativ, descriptiv
si exploratoriu, avand ca scop intelegerea gra-
dului de maturitate institutionald in domeniul
contabilitatii de gestiune si identificarea ariilor
care necesita interventii strategice si structurale.

Rezultate si discutii. In literatura de spe-
cialitate cercetarea in domeniul contabilitatii de
gestiune a fost, in mod traditional, orientatd spre
entitdti mari din sectorul privat, acolo unde
complexitatea organizationald impunea utilizarea
unor instrumente contabile avansate pentru fun-
damentarea deciziilor [1] [2]. Totusi, aplicabilitatea
contabilitatii de gestiune in institutiile de inva-
tamant superior, ramane relativ putin explorata, in
pofida transformarilor structurale semnificative
inregistrate in ultimele decenii. Reformele din
domeniul guvernantei publice, Tmpreund cu
alinierea la principiile Procesului Bologna, au
intensificat  presiunile  concurentiale  asupra
institutiilor publice. Aceastd dinamica a condus la
adoptarea treptatd a unor practici preluate din
responsabilitatii financiare [3] [4] [5].

Extinderea accesului la educatie, restric-
tiille bugetare tot mai accentuate si politicile
europene orientate spre performanta si eficienta
institutionald au determinat cresterea asteptarilor
din partea partilor interesate cu privire la
transparenta proceselor decizionale si eficienta
managementului universitar [6]. Astfel, contabi-
litatea de gestiune isi consolideazd relevanta,
intrucat poate oferi suport informational pentru
atingerea obiectivelor strategice si evaluarea
rezultatelor obtinute [7]. Totodata, descentrali-
zarea responsabilitatilor citre nivelul institutio-
nal, concomitent cu diminuarea controlului exer-
citat de autoritatile centrale, a generat o trans-
formare fundamentald in modulul de organizare
si de functionare a institutiilor publice de inva-
tamant superior, evidentiind necesitatea imple-
mentérii unor sisteme eficiente de control intern
si raportare financiara [8].

In acelasi timp, cercetrile [9] [10] releva
cd, in numeroase institutii publice de invatamant
superior, sistemele contabile existente nu ofera
informatiile necesare pentru sustinerea proce-
sului decizional, iar nivelul de competentd in
domeniul contabilitatii de gestiune este Inca
destul de limitat. Lipsa unor mecanisme eficiente
de control managerial limiteaza capacitatea de
masurare a performantei si de fundamentare a
deciziilor rationale in ceea ce priveste alocarea
resurselor [11]. Oportunitati semnificative de
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The research is quantitative, descriptive, and
exploratory in nature, aiming to assess the level of
institutional maturity in the field of management
accounting and to identify areas that require
strategic and structural interventions.

Results and Discussions. In the academic
literature, research on management accounting has
traditionally focused on large private sector enti-
ties, where organizational complexity necessitates
the use of advanced accounting tools to support
decision-making processes [1] [2]. However, the
applicability of management accounting within
higher education institutions remains relatively
underexplored, despite the profound structural
transformations these institutions have undergone
in recent decades. Public governance reforms,
along with alignment to the principles of the
Bologna Process, have increased competitive
pressures on public universities. This evolving
context has gradually led to the adoption of
practices drawn from the private sector, including
those related to accounting and financial
accountability [3] [4] [5].

The expansion of access to education,
increasingly stringent budgetary constraints, and
European policies oriented toward institutional
performance and efficiency have heightened sta-
keholder expectations regarding the transparency
of decision-making processes and the effective-
ness of university management [6]. In this
context, management accounting is gaining
increased relevance, as it can provide essential
informational support for achieving strategic
objectives and evaluating institutional outcomes
[7]. At the same time, the decentralization of
responsibilities to the institutional level, along-
side the gradual reduction of direct oversight by
central authorities, has led to a fundamental
transformation in the organizational and opera-
tional models of public higher education institu-
tions. This shift underscores the need to imple-
ment efficient systems of internal control and
financial reporting [8].

At the same time, research findings
[9] [10] indicate that, in many public higher edu-
cation institutions, existing accounting systems
fail to provide the information necessary to
support the decision-making process, while the
level of expertise in management accounting
remains relatively limited. The absence of effec-
tive managerial control mechanisms constrains
the ability to measure performance and to
underpin rational decision-making in matters of
resource allocation [11]. Significant opportuni-
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reducere a costurilor si de eficientizare a activi-
tatii sunt frecvent ignorate, din cauza lipsei unui
cadru de analiza internd bazata pe informatii
contabile relevante [12] [13] [14] [15].

Datele empirice, colectate prin intermediul
sondajului, reflectd nivelul de utilizare a conta-
bilitatii de gestiune, aldturi de perceptiile rele-
vante ale managerilor si specialistilor financiar-
contabili cu privire la rolul acesteia in procesul
de management institutional.

Structura functionald a esantionului de
cercetare reflectd o diversitate profesionala rele-
vantd pentru obiectivele studiului (Figura 1).
Astfel, 40% dintre respondenti detin functia de
contabil, ceea ce asigura o perspectiva practica
asupra aplicdrii cotidiene a contabilitatii. Un
procent semnificativ, de 25,3%, este reprezentat
de personalul din cadrul sectiilor de planificare,
economie sau finante, contribuind cu o abordare
strategicd asupra analizei si gestiunii resurselor.
14,7% dintre respondenti detin functii manage-
riale de rang inalt (rector, prorector sau echi-
valent), iar 8% sunt contabili-sefi — categorii
profesionale direct implicate in procesul deci-
zional si in supravegherea sistemelor contabile.
Restul de 12% ocupa alte functii relevante in
cadrul institutiilor analizate. Aceastd distributie
echilibrata a functiilor sustine validitatea datelor
colectate si permite o analizd multidimensionala
a stadiului actual de implementare a conta-
bilitatii de gestiune in institutiile publice din
Republica Moldova.

ties for cost reduction and operational efficiency
are often overlooked due to the lack of an
internal analytical framework grounded in rele-
vant accounting information [12][13][14][15].

The empirical data collected through the
survey reflect the extent to which management
accounting is utilized, alongside the perceptions
of institutional managers and financial-accoun-
ting specialists regarding its role in the insti-
tutional management process.

The functional structure of the research
sample reflects a professionally diverse compo-
sition, relevant to the objectives of the study
(Figure 1). Specifically, 40% of respondents hold
positions as accountants, providing a practical
perspective on the day-to-day application of
management accounting. A significant proportion
25,3% is represented by staff from planning,
economic, or financial departments, contributing a
strategic viewpoint on resource analysis and
management. Additionally, 14,7% of respondents
occupy senior managerial roles (e.g., rector, vice-
rector, or equivalent), while 8% are chief
accountants — professional categories directly
involved in decision-making processes and
oversight of accounting systems. The remaining
12% hold other relevant positions within the
analysed institutions. This balanced distribution of
professional roles reinforces the validity of the
collected data and enables a multidimensional
analysis of the current state of management
accounting implementation in public higher
education institutions in the Republic of Moldova.

12% || 15%

8%

25%

= Rector, prorector, functie manageriald/ Rector, vice-
rector, managerial position
Contabil sef/ chief accountant

Contabil/ accountant

= Functie sectia planificare, economie, finante, etc./
Function planning/ finance / economics / etc.

Figura 1. Structura functionali a respondentilor/
Figure 1. Functional structure of the respondents
Sursa: elaborata de autor in baza rezultatelor chestionarului/
Source: developed by the author based on questionnaire results

Un prim aspect analizat a vizat identifi-
carea software-ului contabil aplicat de catre
institutiile publice de invatimant superior din
Republica Moldova. Majoritatea respondentilor
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A first aspect analysed concerned the
identification of the accounting software used by
public higher education institutions in the
Republic of Moldova. The majority of respon-
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au mentionat cd utilizeaza softul contabil ,,1C”,
ceea ce sugereaza un anumit grad de standar-
dizare a instrumentelor contabile la nivelul
sectorului. Totodata, unii respondentii au sem-
nalat nemultumiri, in legaturd cu limitarile
functionale ale acestui software sau lipsa unor
module relevante pentru managementul perfor-
mantei financiare.

Raspunsurile la intrebarea privind utiliza-
rea unui sistem dedicat contabilitatii de gestiune
in institutiile publice de invatimant superior
(figura 2) arata un nivel redus de implementare.
Peste jumatate dintre respondenti (53,3%) au
declarat ca nu se utilizeaza un astfel de sistem,
iar 12% nu cunosc situatia din institutia lor, ceea
ce sugereaza lipsa vizibilitatii si a comunicarii
interne privind aceastd functie esentiald. Doar
17,3% au mentionat existenta unui sistem ne-
automatizat, in timp ce 12% au raportat un sis-
tem partial automatizat. Numai 5,3% dintre
respondenti au indicat existenta unui sistem
complet automatizat. Aceastd fragmentare suge-
reaza ca software-urile contabile utilizate nu sunt
configurate sau utilizate pentru a sustine compo-
nentele specifice contabilitatii de gestiune.

dents indicated that they wuse the “I1C”
accounting software, suggesting a certain degree
of standardization in the accounting tools
employed across the sector. However, several
respondents expressed dissatisfaction with the
software, highlighting its functional limitations
and the absence of specific modules necessary
for effective financial performance management.

Responses to the question regarding the
use of a dedicated management accounting
system in public higher education institutions
(figure 2) reveal a low level of implementation.
Over half of the respondents (53,3%) stated that
no such system is in use, while 12% reported
being unaware of the status in their institution,
indicating limited internal visibility and weak
internal communication concerning this essential
function. Only 17,3% of respondents reported
the existence of a non-automated system, while
12% mentioned a partially automated system.
Merely 5,3% indicated the presence of a fully
automated management accounting system. This
fragmented distribution suggests that existing
accounting systems are neither configured nor
utilized to support the specific functions of
management accounting.

5,30%

£ Un sistem automatizat/ an automated system

O Un sistem partial automatizat/ partially automated
system

Un sistem neautomatizat/ a non-automated system

E Nu se utilizeazd/ no system is used

= Nu cunosc/ unknown

Figura 2. Stadiul implementarii si automatizarii sistemelor de contabilitate de gestiune in universititile
publice din Republica Moldova/ Figure 2. The implementation and automation stage of management
accounting systems in public universities

Sursa: elaborata de autor in baza rezultatelor chestionarului/
Source: developed by the author based on questionnaire results

Aceastd ipotezd este sustinutd si de re-
zultatele din Figura 3, conform carora 59,5%
dintre respondenti afirma ca institutia lor folo-
seste softuri sau platforme diferite, neconectate
cu software-ul contabil, pentru activitati de
bugetare, monitorizarea abaterilor si/sau analiza
costurilor. Doar 2,7% dintre respondenti au
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This hypothesis is further supported by the
results presented in Figure 3, which show that
59,5% of respondents state that their institution
uses separate, unconnected software or plat-
forms, independent from the main accounting
system, for budgeting, variance monitoring,
and/or cost analysis activities. Only 2,7% of
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indicat ca softul utilizat inglobeaza toate
instrumentele specifice contabilitatii de gestiune
moderne, iar 25,7% au declarat ca sunt utilizate
solutii partial integrate.

Aceastd lipsd de integrare sistemica, core-
latd cu gradul redus de automatizare si utilizare a
contabilitdtii de gestiune, releva o realitate insti-
tutionala 1n care instrumentele contabile exis-
tente nu sunt exploatate la potentialul lor stra-
tegic. Desi existd o infrastructura de baza (sof-
turi contabile), lipsa de interconectare si de func-
tionalitati specifice impiedica aplicarea eficienta
a contabilitdtii de gestiune in sustinerea proce-
sului decizional. Acest context subliniazd nece-
sitatea modernizarii sistemelor informatice, prin
adaptarea software-ului existent la cerintele ma-
nagementului universitar si dezvoltarea compe-
tentelor profesionale ale personalului in ce pri-
veste utilizarea integrata a acestor instrumente.

respondents indicated that the software currently
in use integrates all the tools specific to modern
management accounting, while 25,7% reported
the use of partially integrated solutions.

This lack of systemic integration, com-
bined with the low level of automation and limi-
ted use of management accounting, reveals an
institutional reality in which existing accounting
tools are not leveraged to their strategic poten-
tial. Although a basic infrastructure is in place
(i.e., accounting software), the absence of inter-
connectivity and dedicated functionalities hin-
ders the effective application of management
accounting in supporting decision-making pro-
cesses. This context highlights the pressing need
to modernize information systems by adapting
existing software to the requirements of uni-
versity management and by enhancing the pro-
fessional competencies of staff in the integrated
use of these tools.

25,70%

1,70%

59,50%

minglobeazi toate instrumentele specifice contabilitatii de gestiune
moderne/ it encompasses all the tools specific to modern
management accounting

ElPartial/ partially

® Nu inglobeaza/ does not encompass

= Sunt utilizate softuri separate, conectatela softul contabil/ separate
software applications are used, connected to the accounting
software

O Sunt utilizate diverse softuri, platforme, instrumente fara a fi
conectate la softul contabil/ Various software applications,
platforms, and tools are used without being connected to the
accounting software

Figura 3. Nivelul de integrare a contabilititii de gestiune in softurile contabile ale universititilor
publice/ Figure 3. The level of integration of management accounting into the accounting
software of public universities
Sursa: elaborata de autor in baza rezultatelor chestionarului/

Source: developed by the author based on questionnaire results

Pentru a completa analiza privind aplica-
rea contabilitdtii de gestiune, a fost examinata
utilizarea conturilor din clasa 8 (Planul General
de Conturi Contabile) [16], dedicate contabi-
litatii de gestiune. Dupa cum se poate observa in
Figura 4, doar 13,3% dintre respondenti au
afirmat ca aceste conturi sunt utilizate in
institutia lor, in timp ce 68% declara ca nu sunt
folosite, dar considera ci ar fi necesare. In plus,
17,3% dintre respondenti le considerd nerele-
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To complement the analysis of manage-
ment accounting practices, the study also exa-
mined the use of Class 8 accounts (as defined in
the General Chart of Accounts) [16], which are
specifically dedicated to management accoun-
ting. As illustrated in Figure 4, only 13,3% of
respondents reported that these accounts are
used within their institution. In contrast, 68%
stated that they are not currently used but believe
they would be necessary. Furthermore, 17,3% of
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vante, iar 1,3% nu cunosc situatia existenta.
Aceste rezultate indicd un interes latent pentru
contabilitatea pe costuri, dar si un nivel scazut
de aplicare, cauzat probabil de lipsa cerintelor
clare si a unei formari profesionale adecvate
in domeniu.

13,30%

68%

respondents consider these accounts to be
irrelevant, while 1,3% are unaware of their status
within the institution. These findings suggest a
latent interest in cost-based accounting practices,
but also point to a low level of actual imple-
mentation — likely attributable to the absence of
clear regulatory requirements and insufficient
professional training in the field.

Da/ yes
Nu, dar consider necesar/ no, but | consider it necessary
= Nu cunosc/ | don't know

= Nu, consider ci nu este relevant/ no, I consider it irrelevant

Figura 4. Perceptia privind aplicabilitatea conturilor din clasa a 8-a in universititile publice/
Figure 4. Perception of the applicability of class 8 accounts in public universities
Sursa: elaborata de autor in baza rezultatelor chestionarului/

Source: developed by the author based on questionnaire results

Aceste constatdri sustin Tn mod concludent
ipoteza H1, privind aplicarea limitatd si neuni-
forma a contabilitdtii de gestiune in sectorul
educational superior din Republica Moldova.

Referitor la impactul potential al unui
sistem informational al contabilitdtii de gestiune
asupra activitatii institutiilor publice de invita-
mant superior din Republica Moldova, rezulta-
tele (94,7%) aratda un consens puternic privind
importanta unui sistem informational de calcul al
costurilor. Doar 5,3% au oferit scoruri sub 5, iar
niciun respondent nu a evaluat negativ. Aceasta
perceptie pozitivd evidentiazd potentialul re-
cunoscut al contabilitatii de gestiune, contra-
stdnd cu aplicarea redusa in practicd si indicand
o directie clard pentru dezvoltare institutionald.

Pentru a evidentia asteptdrile privind
impactul contabilitatii de gestiune, respondentii
au fost invitati sd mentioneze principalele
beneficii pe care le asociazd implementarii sau
imbunatatirii acestui sistem 1in institutiile de
invatamant superior pe care le reprezintd. Ras-
punsurile, prezentate in figura 5, evidentiazd o
perceptie pozitiva asupra contabilitatii de ges-
tiune si asteptari clare privind impactul acesteia
in universitatile publice. Astfel, cele mai frec-
vent mentionate beneficii sunt: eficientizarea
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These findings provide strong support for
Hypothesis H1, which posits that management
accounting is applied in a limited and uneven
manner within the higher education sector in the
Republic of Moldova.

With regard to the potential impact of a
management accounting information system on
the functioning of public higher education insti-
tutions, the results reveal a broad consensus on
its importance. Specifically, 94,7% of respon-
dents expressed strong agreement with the rele-
vance of a cost calculation information system.
Only 5,3% assigned scores below 5 on a 10-
point scale, and no respondents provided nega-
tive evaluations. This overwhelmingly positive
perception highlights the recognized potential of
management accounting, in stark contrast with
its limited implementation in practice, and
underscores a clear direction for institutional
development and reform.

To highlight expectations regarding the
impact of management accounting, respondents
were invited to indicate the main benefits they
associate with the implementation or improve-
ment of such a system within the higher edu-
cation institutions they represent. The responses,
illustrated in figure 5, reveal a broadly positive
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procesului decizional (84%), consolidarea trans-
parentei financiare (68%) si cresterea responsa-
bilizarii manageriale (54,7%), care subliniaza
rolul strategic al acestei functii contabile in spri-
jinirea conducerii institutionale. Alte beneficii
importante includ: sustinerea unei culturi orga-
nizationale bazate pe performanta (38,7%), cres-
terea eficientei costurilor (32%) si a sustena-
bilitatii financiare (30,7%), evidentiind, totodata,
perceptia contabilitatii de gestiune drept un
instrument cu impact la nivel institutional. In
proportii mai mici, respondentii au mentionate si
atragerea de finantari suplimentare (28%), cres-
terea increderii in institutie (28%) si adaptabi-
litatea la inovatic (24%) — aspecte relevante
pentru modernizarea i competitivitatea univer-
sitard. In ansamblu, raspunsurile reflectd nu doar
0 recunoastere a importantei contabilitatii de
gestiune, ci si o viziune clara asupra beneficiilor
multiple pe care implementarea sau optimizarea
acestui sistem le-ar putea aduce intr-un context
institutional tot mai orientat spre eficientd si
responsabilitate.

perception of management accounting and clear
expectations concerning its institutional impact
in public universities. The most frequently cited
benefits include: improved decision-making
efficiency (84%), enhanced financial transparency
(68%), and increased managerial accountability
(54,7%) — all of which underscore the strategic
role of this accounting function in supporting
institutional leadership. Other notable benefits
mentioned were: fostering a performance-oriented
organizational culture (38,7%), improving cost-
efficiency (32%), and strengthening financial
sustainability (30,7%). These responses further
emphasize the perception of management accoun-
ting as a tool with broad institutional impact. To a
lesser extent, respondents also identified additio-
nal advantages such as the potential to attract
supplementary funding (28%), build institutional
trust (28%), and enhance adaptability to inno-
vation (24 %) — all of which are highly relevant to
the modernization and competitiveness of the
university sector. Overall, the responses reflect
not only a recognition of the importance of
management accounting but also a clear vision of
the multiple benefits that implementing or
optimizing such a system could bring within an
institutional context increasingly driven by
efficiency and accountability imperatives.

Sustinerea unei culturi organizationale bazate pe dezvoltare/
fostering an organizational culture based on development

Adaptabilitatea la inovatii si dezvoltare/ adaptability to
innovation and development

Consolidarea increderii in institutie/ strengthening trust in the
institution

Cresterea responsabilizarii manageriale/ increasing managerial
accountability

Atragerea de finantare suplimentara/ attracting additional
funding

Cresterea sustenabilitatii financiare/ increasing financial
sustainability

Consolidarea transparentei finaciare/ enhancing financial
transparency

Cresterea eficientei costurilor/ increasing cost efficiency

Eficientizarea procesului decizional/ enhancing decision-
making process

0%

38,70%
24%
28%
54,70%
28%
30,70%
68%
32%
84%
10% 20% 30% 40% 50% 60% 70% 80% 90%

Figura 5. Perceptii asupra impactului contabilititii de gestiune in universitatile publice/
Figure 5. Perceptions of the impact of management accounting in public universities
Sursa: elaborata de autor in baza rezultatelor chestionarului/

Source: developed by the author based on questionnaire results
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Perceptia respondentilor din institutiile de
invatamant superior fatd de contabilitatea de
gestiune este predominant pozitiva, acestia avand
asteptdri clare privind beneficiile implementarii
sau imbundtatirii sale. Raspunsurile reflectd o
recunoastere profunda a importantei contabilitatii
de gestiune ca instrument esential pentru eficienta
si responsabilitate in mediul universitar. Prin
urmare, ipoteza H2 referitor la faptul ca
personalul financiar-contabil si managerial din
universitdtile publice din Republica Moldova
percepe contabilitatea de gestiune ca un instru-

ment esential, contribuind semnificativ la
procesul decizional, este confirmata.
Concluzii

Rezultatele cercetdrii confirmd existenta
unei discrepante majore Intre recunoasterea
teoretica a utilitatii contabilitatii de gestiune si
nivelul redus al aplicarii sale practice In univer-
sitatile publice din Republica Moldova. Lipsa
unui sistem informatic adaptat activitatii acestor
institutii, care sd permitd evidenta, analiza si
calculul detaliat al costurilor, a fost identificata
ca o barierd frecventd si importanta, evidentiind
limitarile functionale ale sistemelor contabile
actuale, care nu corespund cerintelor unei ges-
tiuni moderne si eficiente.

Studiul subliniaza necesitatea unei inter-
ventii sistemice pentru a transforma contabili-
tatea de gestiune intr-un pilon central al guver-
nantei universitare. In acest sens, institutiile
publice de invatimant superior sunt chemate sa
adopte directii al actiune concrete pentru valori-
ficarea potentialului contabilitatii de gestiune si
integrarea acestuia in toate nivelurile procesului
decizional, contribuind, astfel, la asigurarea unei
gestiondri transparente, eficace si eficiente a
resurselor universitare.

Pentru a transforma contabilitatea de ges-
tiune dintr-o functie administrativd marginalizata
intr-un pilon strategic al managementului uni-
versitar se impune o abordare integratd i com-
plexa. Aceasta include:

e elaborarea unui cadru normativ clar pentru
determinarea costurilor programelor edu-
cationale si analiza financiara;

e identificarea resurselor financiare si mo-
dernizarea infrastructurii informatice con-
tabile prin implementarea unor solutii
software avansate pentru functii manage-
riale integrate;
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The perception of respondents from higher
education institutions toward management
accounting is predominantly positive, with
clearly articulated expectations regarding the
benefits of its implementation or enhancement.
The responses reveal a strong recognition of the
importance of management accounting as an
essential tool for promoting efficiency and
accountability within the university environ-
ment. Accordingly, Hypothesis H2 — stating
that financial-accounting and managerial staff in
public universities in the Republic of Moldova
perceive management accounting as a vital
instrument that significantly contributes to the
decision-making process — is confirmed.

Conclusions

The research findings confirm the exis-
tence of a significant gap between the theoretical
recognition of the utility of management accoun-
ting and its limited practical application within
public universities in the Republic of Moldova.
The absence of an information system tailored to
the specific activities of these institutions-
capable of recording, analysing, and accurately
calculating costs-was identified as a frequent and
substantial barrier. This highlights the functional
limitations of the current accounting systems,
which are not aligned with the requirements of
modern and efficient institutional management.

The study underscores the need for a
systemic intervention to position management
accounting as a central pillar of university gover-
nance. In this regard, public higher education
institutions are called upon to adopt concrete
action strategies aimed at harnessing the potential
of management accounting and integrating it
across all levels of the decision-making process.
Such efforts would contribute to ensuring a
transparent, effective, and efficient management
of university resources, aligned with the prin-
ciples of modern institutional governance.

Transforming management accounting
from a marginalized administrative function into
a strategic pillar of university management
requires an integrated and comprehensive
approach. This includes:

o the development of a clear regulatory fra-
mework for determining the costs of edu-
cational programs and conducting finan-
cial analysis;

o the identification of financial resources
and the modernization of accounting IT
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e asigurarea accesului la informatii conta-
bile semnificative prin politici de trans-
parentd;

e promovarea unei culturi organizationale
centrate pe performantd si analiza cos-
turilor;

o dezvoltarea programelor de formare profe-
sionald axate pe contabilitatea de gestiune.
Implementarea coerentd a acestor masuri

va alinia contabilitatea de gestiune la exigentele
actuale de responsabilitate financiard, transpa-
rentd si eficienta in sectorul educational public,
consolidand, astfel, rolul siau in eficientizarea
managementului resurselor 1n invatdmantul
superior public din Republica Moldova.

infrastructure through the implementation

of advanced software solutions for inte-

grated managerial functions;

e ensuring access to meaningful accounting
information through transparency-oriented
policies;

e promoting an organizational culture focu-
sed on performance and cost analysis;

o developing professional training programs
with a strong emphasis on management
accounting.

The coherent implementation of these
measures will align management accounting with
current demands for financial accountability,
transparency, and efficiency in the public edu-
cation sector. In doing so, it will strengthen its
role in enhancing the effectiveness of resource
management within public higher education insti-
tutions in the Republic of Moldova.
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