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Prezentul articol scoate in evidenta con-
tinutul categoriei economice de ,,competitivi-
tate”. Este important sa se poata stabili nive-
lul de competitivitate al intreprinderii. Acesta
este un instrument necesar pentru evaluarea
eficientei activitatilor economice ale intreprin-
derilor producatoare de vin din UTA Gaga-

......

calcularea coeficientilor de eficienta opera-
tionala si pozitionarea strategicd folosind o
metodologie specificd. Fiecare dintre acesti
indicatori se obtin in urma analizei datelor
din cadrul situatiilor financiare ale intreprin-
derilor studiate.

Cuvinte-cheie: competitivitate, coeficient,
intreprinderi producatoare de vin.

JEL: M10.

Introducere

Mediul concurential de calitate este unul
dintre principalele obiective ale dezvoltarii n-
treprinderilor industriale ntr-o economie de
piatd. Concurenta contribuie la o distribuire
mai eficientd a resurselor, la preturi mai mici,
la crearea unor stimulente pentru organizarea
eficientd a productiei si la stimularea activitatii
inovatoare a intreprinderilor.

Competitivitatea este un indicator inte-
gral, care se formeaza sub influenta diversilor
factori, ce afecteazd multe aspecte ale intre-
prinderii. In aceastd circumstanti, cercetitorii

......

nu poate fi pusa la indoiald, analiza literaturii
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The article reveals the content of the
economic category ,,competitiveness”. It is
important to be able to assess the level of
competitiveness of the enterprise. Competiti-
veness is a necessary tool for assessing the
efficiency of economic activities of wineries
situated in the ATU Gagauzia. The level of
competitiveness is based on calculating the
coefficients of operational efficiency and stra-
tegic positioning using a specific metho-
dology. Each of these indicators is based on
data from the financial statements of the
studied enterprises.
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Introduction

Quality competitive environment is one
of the main objectives in the development of
industrial enterprises in a market economy.
Competition contributes to a more efficient
allocation of resources, lower prices, creating
incentives for the effective organization of
production and stimulates the innovative acti-
vity of enterprises.

Competitiveness is an integral indicator
that is formed under the influence of various
factors that affect many aspects of the business
entity. Due to this circumstance, researchers
study various aspects of competitiveness and
interpret this concept differently.

Despite the importance of the studied
category, the analysis of the scientific litera-
ture shows that there is no unique termino-
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de specialitate releva ca nu existd o abordare
terminologicd uniformd pentru determina-
rea esentei competitivitatii intreprinderii [4].
Autoarea L.M. Kalashnikov mentiona ca
»~Competitivitatea unei Tintreprinderi este un
concept complex, determinat de sistemul si ca-
litatea managementului, calitatea produselor,
de o gama larga de produse cerute de societate
sau persoane individuale, starea financiara
stabila, abilitatea de a inova, utilizarea efi-
cientd a resurselor, munca specifica cu perso-
nalul, nivelul de distributie a produselor si
serviciilor imaginea companiei” [4].

Fashiyev Kh. A. considera ca ,,Competi-
tivitatea unei Tintreprinderi nseamna atat
capacitatea reald, cat si cea potentiala a unei
companii de a dezvolta, produce, comercializa
si presta produse competitive pe anumite
segmente de piata, adicd bunuri care depdsesc
produsele similare In parametri de calitate si
preturi si sunt cerute in mai mare masura de
catre consumatori” [5].

Potrivit opiniei academicianului Gr. Belos-
tecinic, ,,Competitivitatea intreprinderii indica
gradul de satisfacere a cerintelor consumato-
rilor de catre ea, in comparatie cu alte intre-
prinderi care ofera produse si servicii similare,
si este determinata de un sir de factori care
asigura succesul vanzarii” [1, p.164].

Autoarea defineste competitivitatea Tntre-
prinderii ca fiind capacitatea reald si potentiala
de a realiza obiectivele de dezvoltare stabilite,
asigurand succesul in lupta competitiva pe
anumite piete prin utilizarea rationala a resur-
selor limitate [2].

Metode aplicate

Competitivitatea unei intreprinderi, intr-
o economie de piatd, este o caracteristica ge-
neralizatoare a activitatii unei entitati econo-
mice, reflectand nivelul eficientei utilizarii
resurselor economice ale entitatii economice
de catre concurenti.

Evaluarea nivelului de competitivitate al
intreprinderilor este posibila prin utilizarea
diferitelor metode. Metodologia propusa in
acest articol a fost elaboratd de citre Voronov
D. [3] si implementatd de catre autoarea

logical approach to determining the essence of
enterprise competitiveness [4]. According to
the L.M. Kalashnikova *“Competitiveness of
an enterprise is a complex concept, which is
determined by the system and quality of ma-
nagement, product quality, breadth and depth
of the product line demanded by society or
individual members, stable financial con-
dition, ability to innovate, efficient use of
resources, targeted work with personnel, sys-
tem level of product distribution and service,
the image of the company” [4].

Fashiyev Kh.A. considers that “Compe-
titiveness of an enterprise means both the real
and potential ability of a company to develop,
manufacture, sell and provide competitive
products and services in specific market seg-
ments, i.e. goods that surpass analogues in
quality-price parameters and are in higher
priority demand” [5].

According to academician Gr. Belostecinic,
“Competitiveness of an enterprise indicates
the degree of satisfaction of consumers’ requi-
rements to it, compared to other firms that
offer similar products and services and is
determined by a number of factors that ensure
the success of the sale” [1, p.164].

The author defines the organization’s
competitiveness as the actual and potential
ability to achieve the set development goals,
ensuring success in the competitive struggle in
specific markets through the rational use of
limited resources [2].

Applied methods

Competitiveness of an enterprise in a
market economy is a generalizing charac-
teristic of the activity of an economic entity,
reflecting the level of efficiency of using the
economic resources of the economic unit by
competitors.

Assessment of the level of competiti-
veness of enterprises is possible using various
methods. The methodology proposed in this
article was developed by D. Voronov [3] and
was introduced by the author [2] within the
wine enterprises of ATU Gagauzia. In modern
economic conditions, wineries are experien-

_— Revista / Journal ,,ECONOMICA” nr.4 (106) 2018



BUSINESS S7 ADMINISTRARE / BUSINESS AND ADMINISTRATION

Babenco E. [2] la intreprinderile complexului
viticol din UTA Gagauzia. In conditiile eco-
nomice moderne, fabricile de vinificatie se
confrunta cu probleme de utilizare rationald a
potentialului uman, pentru a-l transforma intr-
un capital profitabil.

Metodologia datd are la baza astfel de
surse de competitivitate, precum eficienta ope-
rationald si pozitionarea strategica. Eficienta
operationala presupune realizarea unor tipuri
de activitati similare mai bune decat cele ale
concurentilor, asigurand profit in procesul de
implementare a activitatilor acestora. Aceasta
inseamnd cd principalul rezultat si criteriu al
eficientei operationale le constituie profitul
intreprinderii.

Pozitionarea strategicd denotd punerea
in aplicare a activitatilor de productie si crea-
rea unei pozitii unice §i avantajoase, bazata pe
o combinatie de activitati diferite de cele ale
concurentilor.

Pozitionarea strategica, prin crearea,
sustinerea si extinderea pietelor, ofera posibili-
tatea procesului de realizare a valorii exceden-
tare. Principalul rezultat si criteriu al pozitio-
narii strategice le reprezintd cota de piatd
ocupatd, definitd ca raportul dintre veniturile
totale din vanzari si veniturile din véanzarile
intreprinderilor studiate.

In acelasi timp, compararea directi a
cotelor de piatd denota faptul ca intreprinderile
cu o cota de piatda mai mare se dovedesc a fi
evident mai competitive decét intreprinderile
Cu o cotd mai micd. Avand in vedere cele
expuse mai sus, se propune sia se considere
drept indicator al pozitionarii strategice schim-
barea cotei de piatd In comparatie cu perioada
anterioard, si nu raportul cotelor de piatd in
termeni absoluti.

Rezultate si discutii

Pentru evaluarea nivelului competiti-
vitatii intreprinderilor, a fost format un esan-
tion de intreprinderi concurente si prezentat
volumul vanzarilor in perioada 2011-2017.
Volumul total pentru esantionul format din
veniturile din vanzari este reprezentat pe ani
(figura 1).

cing problems of rational use of human po-
tential in order to transform it into profitable
capital.

The essence of the methodology is ba-
sed on such sources of competitiveness as
operational efficiency and strategic positio-
ning. Operational efficiency implies perfor-
ming similar types of activities better than
competitors do, ensuring profit in the process
of implementing their activities. This means
that the main result and criterion of opera-
tional efficiency is the profit of the enterprise.

As an indicator of profitability can be
considered product profitability, defined as the
ratio of gross profit to cost of sales incurred in
the production process.

Strategic positioning means the imple-
mentation of production activities and consists
in creating a unique and advantageous position
based on a combination of activities that are
different from those of competitors.

Strategic positioning, by creating, suppor-
ting and expanding markets, provides the
possibility of the process of realization of the
surplus value. The main result and criterion of
strategic positioning is the occupied market
share, defined as the ratio of sales revenues to
sales revenues of the studied enterprises.

At the same time, comparing directly
the market share, leads to the fact that enter-
prises with a larger market share turn out to be
obviously more competitive than enterprises
with a smaller scale of activity. Considering
the above, we propose to consider, as an
indicator of strategic positioning, not the ratio
of market shares in absolute terms, but the
change in market share in comparison with the
previous period.

Results and discussions

In order to assess the level of compete-
tiveness of enterprises, a sample of competing
enterprises was formed and the volume of
sales in 2011-2017 is given. Total for the
sample, revenues from sales are the following
values by year (figure 1).
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Figura 1. Volumul total al veniturilor pentru esantionul studiat
din UTA Gigauzia pentru anii 2011-2017/ Figure 1. Total sample sales volume
from ATU Gagauzia for 2011-2017

Sursa: elaborata de autor pe baza situatiilor financiare ale vinariilor din UTA Gagauzial
Source: made by author based on the financial statements of the wineries
of the ATU Gagauzia

In anul 2017, veniturile din vanzari ale
vinariilor au fost de 1224 milioane MDL, ceea
ce reprezintd cu 670,7 milioane MDL mai
mult decat in 2011 si cu 349 milioane MDL
mai mult decat in anul precedent (2016).
Volumul costurilor totale ale esantionului de
vinarii pentru perioada 2011-2017 constituie
3769,6 milioane MDL.

Eficienta utilizdrii resurselor economice
de catre o intreprindere poate fi caracterizatd
si, In cele din urmd, redusd la o evaluare a
eficientei operationale si a pozitiondrii sale
strategice. Nu existd nicio indoiald ca aceasta
evaluare ar trebui efectuatd pe baza unei
comparatii a indicatorilor relevanti ai entitatii
economice studiate si ai concurentilor. Prin
combinarea acestor factori, intr-un singur indi-
cator, a fost evaluatd competitivitatea intre-
prinderilor studiate.

Pentru calcularea instrumentelor de eva-
luare a competitivitatii intreprinderilor, pre-
zintd importantd precizia datelor privind per-
formanta financiard a intreprinderilor. Efec-
tuand numeroase calcule, a fost obtinutd va-
loarea medie a raportului de eficienta opera-
tionala a vinariilor din UTA Gagauzia (figura 2).

In 2017, revenues from sales of wineries
amounted to MDL 1,224 million, which is
MDL 670.7 million more than in 2011 and
MDL 349 million more than in the previous
year (2016). The size of the total sample
costs of wineries for 2011-2017 was MDL
3769.6 million.

The efficiency of the use of economic
resources by an enterprise can be charac-
terized and, ultimately, reduced to an assess-
ment of its operational efficiency and strategic
positioning. There is no doubt that this assess-
ment should be carried out on the basis of a
comparison of the relevant indicators of the
considered economic entity and competitors.
By combining these factors into a single indi-
cator, the competitiveness of the studied
enterprises was assessed.

So, in order to calculate the tools for
assessing the competitiveness of enterprises,
the accuracy of data on the financial per-
formance of enterprises is important. Making
numerous calculations, the average value of
the operating efficiency ratio of the wineries
of the ATU Gagauzia was obtained (figure 2).
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Figura 2. Valoarea medie a coeficientului de eficienta operationala a vinariilor
pentru perioada 2011-2017/ Figure 2. Average value of the operating efficiency ratio
of wineries for 2011-2017

Sursa: elaborata de autor pe baza situatiilor financiare ale vinariilor din UTA Gagauzial
Source: made by author based on the financial statements of the wineries
of the ATU Gagauzia

Datele din figura 2 demonstreaza carac-
terul diferit al eficientei operationale in toate
intreprinderile. Pentru intreaga perioada de
studiu, Tn cadrul intreprinderilor SA ,,Kazaiak-
Vin”, IM ,Vinaria Bostovan” SRL si SRL
»dadrisvin” (cu exceptia anului 2012), valoa-
rea raportului de eficientd operationald este
mai mica de 1, ceea ce prezuma depasirea cos-
turilor fatd de vanzari, adicd neprofitabilitatea
activitatii economice.

La randul sau, valoarea peste 1 se ob-
serva in astfel de intreprinderi, precum SRL
»MoldiugVin” (cu exceptia anului 2011), SA
,Ciok-Maidan-Vin” (in 2014), SRL ,,Sadris-
vin” (in 2012), SRL ,,DK-Intertrade” (in 2012
si 2013), SA” Vinuri de Comrat” (in 2013 si
2014) si SRL ,,Invinprom” (in 2012). Aceasta
denotd ca activitatea economica a intreprin-
derilor mentionate este eficientd.

Totodatd, este necesara determinarea
coeficientului de pozitionare strategica. Logica
rationamentului, in acest caz, este similard cu
cea utilizata in evaluarea eficientei opera-
tionale. Pozitionarea strategicd inseamna
punerea in aplicare a unor activitati, care ofera
caracterul unic al valorii de utilizare create si

Revista / Journal ,,

The data in figure 2 demonstrates the
different nature of operating efficiency in all
enterprises. For the entire studied period of
time at such enterprises as SA “Kazaiak-Vin”,
IM  “Vinaria Bostovan” SRL and SRL
“Sadrisvin” (excluding 2012), the value of the
operating efficiency ratio is less than 1, which
means the excess of costs over sales, i.e.
unprofitability of economic activity.

In turn, the value of above 1 is observed
in such enterprises as, SRL “MoldiugVin”
(except 2011), SA “Ciok-Maidan-Vin” (in
2014), SRL “Sadrisvin” (in 2012) SRL “DK-
Intertrade,, (in 2012 and 2013), SA “Vinuri de
Comrat” (in 2013 and 2014) and SRL “Invin-
prom” (in 2012). This means that the eco-
nomic activity of the listed enterprises is
effective.

In addition, it is necessary to determine
the coefficient of strategic positioning. The
logic of reasoning, in this case, is similar to
that used in the evaluation of operating effi-
ciency. Strategic positioning means the imple-
mentation of activities that provide the unique
nature of the created use value, and is to create
a unique and advantageous position based on a
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consta In crearea unei pozitil unice si avan-
tajoase bazata pe o combinatie de activitati
diferite de cele ale concurentilor. Pozitionarea
strategicd, prin crearea, sustinerea si extin-
derea pietelor, ofera chiar posibilitatea proce-
sului de realizare a valorii excedentare.

Dupa numeroase calcule, se obtine
valoarea medie a coeficientului de pozitionare

combination of activities that are different
from those of competitors. Strategic positio-
ning, creating, supporting and expanding mar-
kets, provides the very possibility of the pro-
cess of realization of the surplus value.

After numerous calculations, the ave-
rage value of the strategic positioning coeffi-
cient is obtained, which is reflected in figure 3.

strategica, care se reflecta in figura 3.
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Figura 3. Valoarea medie a coeficientului de pozitionare strategici a vindriilor
pentru anii 2011-2017/ Figure 3. Average value of the strategic positioning coefficient
of wineries for the years 2011-2017

Sursa: elaborata de autor in baza situatiilor financiare ale vinariilor din UTA Gagauzial
Source: calculated by author based on the financial statements of the wineries
of the ATU Gagauzia

Din datele figurii, putem constata ca
cele mai bune pozitii, conform indicatorului
analizat, revin intreprinderilor SA ,,Kazaiak-
Vin” si SRL ,,Invinprom”. Valorile obtinute
indicd faptul cd, in aceste intreprinderi, exista
o crestere a volumului de vanzdri in com-
paratie cu perioada anterioard, inclusiv o ten-
dinta pozitivd si, in general, pentru intregul
esantion de Intreprinderi.

Analizand factorii de competitivitate ai
intreprinderii mentionate mai sus, trebuie
remarcat faptul ca unele dintre acestea au o
influentd mai mare asupra formarii eficientei
operationale, iar altele — asupra formarii pozi-
tionarii strategice. Astfel, dintre factorii me-
diului concurential, potentialul economic al

According to figure 3, we note the best
positions according to the analyzed indicator
of the enterprises of SA “Kazaiak-Vin” and
SRL “Invinprom”. The obtained values indi-
cate that in these enterprises there is an
increase in sales volumes compared with the
previous period, including a positive trend and
in general for the entire sample of enterprises.

Analyzing the factors of competitive-
ness of the enterprise, presented earlier, it
should be noted that some of them have a
greater influence on the formation of operatio-
nal efficiency, and others — on the formation
of strategic positioning. So, from the factors of
the competitive environment, the economic
potential of suppliers, as well as the economic

Revista / Journal ,,ECONOMICA” nr.4 (106) 2018
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furnizorilor, precum si potentialul economic al
cumpdratorilor, influenteaza, intr-o mai mare
masura, formarea eficientei operationale.

Formarea pozitionarii strategice este in-
fluentatd de amenintarea invaziei noilor con-
curenti si a conditiilor cererii, precum si de
structura si strategia intreprinderii.

Cu toate acestea, rivalitatea dintre con-
curentii existenti are un impact asupra forma-
rii ambelor surse de competitivitate a ntre-
prinderilor.

Dupa ce am stabilit valorile componen-
telor indicatorului de competitivitate, s-a con-
statat valoarea reald pentru fiecare an din
perioada analizatd. Rezultatele calculelor sunt
prezentate in figura 4.

potential of buyers, to a greater extent influen-
ces the formation of operational efficiency.

The formation of strategic positioning is
influenced by the threat of invasion of new
competitors and demand conditions, as well as
the structure and strategy of the enterprise.

However, rivalry among existing com-
petitors has an impact on the formation of both
sources of enterprise competitiveness.

After finding the values of the compo-
nents of the competitiveness indicator, its
actual value was found for each year of the
analyzed period. The results of the calcula-
tions are presented in figure 4.
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Figura 4. Valoarea medie a nivelului de competitivitate al vinariilor
n perioada 2011-2017/ Figure 4. Average value of the level of competitiveness
of wineries for 2011-2012

Sursa: elaborata de autorl Source: developed by the author

Aceste cifre reflecta cele mai bune
pozitii pentru trei Intreprinderi:
1. SRL ,,Invinprom”;
2. SA ,,Ciok-Maidan-Vin”;
3. SA ,,Kazaiak-Vin”.
Concluzii
Principalele avantaje ale metodei dina-

prinderi consta in faptul ca evaluarea se rea-

Revista / Journal ,,ECONOMICA” nr.4 (106) 2018

These figures reflect the best positions
of 3 enterprises:
1. SRL “Invinprom”;
2. SA “Ciok-Maidan-Vin”;
3. SA “Kazaiak-Vin”.
Conclusions
The main advantages of the dynamic
method of assessing the competitiveness of an
enterprise are that the assessment is carried out
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lizeaza in functie de criteriile finale ale com-
companiei, care, intr-o economie de piata,
determind viabilitatea intreprinderii, perspec-
tivele de functionare si dezvoltare.

Abordarea dinamica confera fiabilitate
maxima rezultatelor obtinute, spre deosebire
sea inadecvata din cauza erorilor, precum si a
conventionalitatii si subiectivitdtil unui anumit
numadr de indicatori utilizati in calcule.

Intr-adevir, indicatorii de rentabilitate si
cota de piatd a unei intreprinderi combind
absolut toti factorii macro- si microeconomici,
obiectivi si subiectivi, care influenteaza activi-
tatile entitdtilor economice. In plus, estimarea
costurilor permite evitarea dificultatilor in eva-
luarea si analizarea indicatorilor eterogeni,
care au dimensiuni incomparabile.

Metoda propusa faciliteaza foarte mult
sarcina de a colecta informatiile necesare pen-
deri. Nu este necesar sa se efectueze cercetari
scumpe de marketing si nu intotdeauna dis-
ponibile, selectia expertilor si a specialistilor
in diferite domenii ale cunoasterii. Toate infor-
matiile necesare pot fi obtinute din datele
contabile si statistice ale rapoartelor si con-
tabilizarii. Nu existd nicio Indoiala ca acest
lucru sporeste considerabil aplicabilitatea prac-
tica a unei astfel de metodologii pentru eva-

Cu toate acestea, universalitatea sa ar
trebui sa fie atribuita avantajelor metodei dina-
mice, deoarece permite, in functie de obiec-
tivele analizei si disponibilitatea datelor-sursa,
formarea oricarei marimi $i compozitii a unui
esantion de intreprinderi concurente. Carac-
terul sau universal este deosebit de important
in cazul n care este, practic, imposibil sd se
determine granitele geografice si de marfuri
ale unei anumite piete, sa se stabileasca un
cerc de concurenti, precum si in situatiile in
care informatiile despre acestea nu sunt
disponibile. Avantajul abordarii se manifesta
prin faptul ca se concentreaza pe studiul
proceselor dinamice, spre deosebire de studiul
lor 1n statica.

Avantajele enumerate devin posibile,
inclusiv datoritd faptului cd metoda dinamica

according to the final criteria of competiti-
veness — profitability and the company’s share
in the market, which in a market economy
determine the viability of the enterprise, the
prospects for its operation and development.

The dynamic approach provides the
maximum reliability of the results obtained, in
contrast to the factorial assessment of com-
petitiveness, which is often inadequate due to
errors, as well as the conventionality and sub-
jectivity of a number of indicators used in the
calculations.

Indeed, the indicators of profitability and
market share of an enterprise combine absolu-
tely all macro and microeconomic, objective and
subjective factors that influence the activities of
economic entities. In addition, the cost estima-
tion makes it possible to avoid difficulties in
assessing and analyzing heterogeneous indica-
tors that have incomparable dimensions.

The proposed method greatly facilitates
the task of collecting the information nece-
ssary for assessing the competitiveness of an
enterprise. There is no need to conduct expen-
sive and not always available marketing
research, selection of experts and specialists in
various fields of knowledge. All the necessary
information can be drawn from the data of
accounting and statistical accounting and
reporting. There is no doubt that this greatly
enhances the practical applicability of such a
methodology for assessing competitiveness.

Among other things, its versatility should
be attributed to the advantages of the dynamic
method, since it allows, depending on the
goals of the analysis and the availability of
source data, the formation of any size and
composition of a sample of competing enter-
prises. The noted universality is of particular
importance in cases where it is practically
impossible to determine the geographical and
commaodity boundaries of a particular market,
establish a circle of competitors, as well as in
situations when information about them is not
available. The advantage of the approach is
manifested in the fact that it focuses on the
study of processes in dynamics, in contrast to
their consideration in statics.

The listed advantages become possible,
including for the reason that the dynamic
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aparat matematic clar exprimat. Aceasta nu
genereazd o dependentd estimata si, in multe
privinte, dependentd de faptul cad indicatorul
este definit pe factori de competitivitate, dar
indicd o relatie functionald dificild. Aceasta
circumstantd determind posibilitatea unei
analize globale a categoriei studiate.

Astfel, o metoda dinamica de evaluare a
ment simplu si universal pentru evaluarea efi-
cacitdtii activitatii economice, a cdrei utilizare
este posibila atat in cadrul studiilor teoretice,
cat si in practica analizei economice.

method of assessing competitiveness is based
on a clearly expressed mathematical appara-
tus. This does not give an estimated, and in
many respects, conditional dependence of the
indicator being defined on factors of compe-
titiveness, but indicates a hard functional
relationship. This circumstance determines the
possibility of an all-round analysis of the cate-
gory being studied.

Thus, a dynamic method for assessing
the competitiveness of enterprises is a simple
and universal tool for assessing the efficiency
of economic activity, the use of which is
possible both in theoretical studies and in the
practice of economic analysis.
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