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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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