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339.138:(330.124.4+339.3)

PIATA BUNURILOR DE CON-
SUM CA MEDIU DE DESFASU-
RARE A COMERTULUI INTERN

Prof. univ., dr. hab. Ala COTELNIC, ASEM
acotelnic@yahoo.com

Drd. Rodica HARITONOV, ASEM
haritonovrodica@gmail.com

In prezentul articol, se evidentiazd rolul
pietei bunurilor de consum ca mediu de activi-
tate a comerfului. In acest sens, se prezintd con-
ceptul de piata in diverse abordari si clasificari
ale acesteia, infrastructura piefei, elementele-
cheie ale infrastructurii pietei. Piata bunurilor
se prezinta drept una din principalele compo-
nente ale sistemului de piefe, care cuprinde
tranzactii cU bunuri pentru productie si bunuri
pentru consum, pe care le abordam ca bunuri
destinate utilizarii directe de catre consumatorul
final, fara o prelucrare comerciala ulterioard.

Cuvinte-cheie: piatd, bunuri de consum,
concurentd, cerere, ofertd.

JEL: D4, L1.

Introducere

n economia moderna, un rol important il
ocupd piata cu mecanismele ei, studierea carora
permite crearea relatiilor dintre productie si
consum, dintre agentii economici.

Piata a aparut, cu multe secole in urma, ca
o simbioza intre productie si consum, atunci
cand functiile acestor doud domenii economice
s-au separat in timp si in spatiu. In decursul
secolelor, au fost inregistrate multiple schimbari
intre producatori si consumatori. Piata, fiind o
categorie economica, reflectd sistemul de relatii
vanzare-cumparare intre diferiti agenti econo-
mici §i reprezintd un mecanism complex ce
constd din cerere si ofertd, concurentd, preturi.
Existd mai multe tipuri de ,,piete”, insd, termenul
,piatd” are semnificatie doar cu referire la un
,»,bun” dat, care poate fi un produs sau un serviciu.

Scopul cercetarii in cauza rezida in stu-
dierea pietei bunurilor de consum in stransa
legdtura cu piata, ca mediu indispensabil al
desfasuririi activitatii de comert. In acest scop,
au fost evidentiate: esenta pietei de consum,
mecanismul de formare al acesteia, functionarea
si clasificarea pietei de consum, abordati ca
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CONSUMER MARKET
AS INTERNAL TRADE
ENVIRONMENT

Prof. Hab. Dr. Ala COTELNIC, ASEM
acotelnic@yahoo.com

PhD cand. Rodica HARITONOV, ASEM
haritonovrodica@gmail.com

The present article highlights the role of
the consumer market as an environment of trade
activity. In this regard, the market concept is
presented in various approaches, various classi-
fications, market infrastructure and key elements
of the market infrastructure. The consumer mar-
ket presents itself as one of the main components
of the market system, which includes transact-
tions in goods for production and consumer
goods, which we address as goods intended for
direct use by the final consumer without further
commercial processing.

Key words: market, consumer goods, com-
petition, demand, offer.

JEL: D4, L1.

Introduction

Market, with all its mechanisms, plays
an important role in modern economy; its
study allows creating various relations between
production and consumption among econo-
mic entities.

Market appeared many centuries ago as a
binder between production and consumption,
when the functions of these two economic fields
separated in time and space. Over the centuries,
there have been many changes between produ-
cers and consumers. As an economic category,
market reflects the system of sale-purchase
relations between different economic agents and
represents a complex mechanism, consisting of
demand and supply, competition, prices. There
are several kinds of “markets,” but the term
“market” has meaning only in relation to a given
“good”, which can be a product or a service.

The purpose of the present research lies in
studying the consumer market in close connec-
tion with the market, as an indispensable envi-
ronment for the business activity. Therefore, we
have highlighted the essence of the consumer
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mediu de activitate al comertului intern, functiile
comertului intern pe piata bunurilor de consum.

Metode aplicate

In vederea elaboririi prezentului articol, au
fost utilizate diverse metode, precum: studierea
literaturii In domeniul de cercetare; numeroase
surse de informare, dintre cele mai cunoscute
fiind cartile si articolele de specialitate ale savan-
tilor straini si autohtoni; procedeele si instrumen-
tele de cunoastere stiintifica a proceselor econo-
mice, precum: analiza logica si comparativa.

Rezultate si discutii

In legatura cu realizarea scopului propus
pentru cercetare, studiind sursele bibliografice,
am constatat ca, in literatura economica, se intal-
nesc o multime de definitii ale pietei, in functie
de orientarea scolii sau a curentului de gandire
economica si, In special, a aspectelor economice
care se doresc a fi evidentiate. Spre exemplu, In
acceptiunea de marketing, conceptului de piata i
se conferd un sens mai larg si mai realist [5].
Astfel, piata trebuie privita ca locul real si ima-
ginar de intalnire, la un moment dat, a dorintelor
consumatorilor — exprimate prin cerere — cu cele
ale producatorilor — exprimate prin oferta, locul
in care puterile agentilor, care o compun, se con-
fruntd. Ea este un spatiu economic, in care se
schimba bunurile si serviciile, care privesc nu
numai ofertantul si solicitatorul, ci si o multitudi-
ne de agenti economici. Piata constituie un sistem
al tranzactiilor si Se prezintd ca un ansamblu de
relatii de schimb intre consumatori si producatori,
la un anumit moment al manifestarilor lor, ca
participanti la diviziunea sociala a muncii [9].

O altd definitie, mai generald, priveste
piata ca fiind ,,totalitatea producatorilor, ofertan-
tilor, vanzatorilor, cumparatorilor, consumatori-
lor si intermediarilor, care participa la schimburi
si tranzactii de bunuri sau valori. in sens mai
restrans, prin piatd, se intelege ,totalitatea mar-
furilor schimbate sau tranzactionate, intr-0 anu-
mitd regiune geografica, pe o anumitd perioada
si care implicad minimum doud parti: ofertanti si
cumparatori” [8].

Un alt punct de vedere ne propune o alta
definitie: ,piata desemneazd o arhitecturd de
relatii de vanzare-cumparare intre parteneri,
care, pe de o parte, sunt conexate prin raporturi
de interdependentd, iar pe de alta parte, se afld in
competitie, fiecare urmarind propriile interese”
[7, p.456]. Deci, piata este un mecanism com-
plex, care, prin intermediul cererii si ofertei, re-
glementeaza activitatile economice in societate.

market, its mechanism of formation, the func-
tioning and classification of the consumer mar-
ket, approached as an activity environment of
domestic trade, as well as its functions of inter-
nal trade on consumer market.

Applied methods

Various methods have been used for the
elaboration of this article, such as the study of
literature in the field of research, including
books and articles of foreign and native scholars,
as well as various methods and instruments of
scientific knowledge of economic processes
such as: logical and comparative analysis.

Results and discussions

In order to solve the proposed goal for
research, having studied the bibliographic sour-
ces, we have found that in the economic litera-
ture there are many definitions of market, depen-
ding on the orientation of the school or the eco-
nomic thinking, and, in particular, the economic
aspects they want to be highlighted. For exam-
ple, in terms of marketing, the concept of market
is given a broader and more realistic sense [5].
Thus, market must be regarded as the real and
imaginary place of meeting, at one time, the
desires of consumers — expressed by demand -
with those of the producers — expressed by offer,
the place where the forces of the agents are
confronted. It is an economic area in which
goods and services are exchanged and refer not
only to the seller and the buyer, but also to a
multitude of economic agents. Market is a system
of transactions and presents itself as a set of
exchange relations between consumers and pro-
ducers, at a certain moment of their manifesta-
tions as participants in the social division of
labour [9].

Another, more general definition, regards
market as “all producers, offerors, sellers, buyers,
consumers and intermediaries who participate in
exchanges and transactions in goods or values. In
a narrower sense, the market means the “total of
goods exchanged or traded in a given geogra-
phical region for a certain period and involving at
least two parts: sellers and buyers” [8].

Another point of view proposes another
definition: “the market designates the architecture
of sales relations between partners, which, on the
one hand, are linked by interdependence, and on
the other hand they compete, each pursuing their
own interests” [7, p.456]. Thus, market is a com-
plex mechanism that, through supply and demand,
regulates economic activities in society.

Revista / Journal ,,ECONOMICA” nr.2 (104) 2018
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Piata apare ca un ansamblu de mijloace de
comunicatie, prin care vanzatorii si cumparatorii
se informeaza reciproc de ceea ce au, de ceea ce
au nevoie si de preturile cerute si propuse Tnainte
de a incheia tranzactiile [3].

Desi definitiile prezentate difera, totusi,
acestea au unele elemente comune: este cert ca,
pe piata, are loc confruntarea ofertei cu cererea
de marfuri sau servicii si realizarea lor sub
forma actelor de vanzare-cumpdrare, cu alte
cuvinte, pe de o parte, se afla productia totala de
marfuri si servicii, care apare sub forma de
ofertd, iar pe de altd parte, nevoile de consum,
sub forma de cerere. Piata mai este definita si ca
,Joc de Tntalnire”, insa nu este necesar ca ofer-
tantii si solicitatorii sd se Intdlneasca fizic, ci
trebuie sd se intalneasca cererile si ofertele lor.

In acelasi timp, piata este privita, de unii
economisti, drept un mecanism complex care
cuprinde, in principal, cererea si oferta, concu-
renta, preturile etc., ce reglementeaza activitatea
economica, actioneaza asupra diviziunii muncii
si schimbului de activitati. Dupd cum mentiona
Friedrich August von Hayek, ,piata apare,
pentru agentii participanti la schimb, ca o ,,ame-
nintare”, ca o ,,fortd arbitrara”, care le determina
pretul si implica venitul si pe care ei cautd sa o
influenteze sau si o controleze[4].

Datorita diviziunii sociale a muncii, fie-
care marfa sau serviciu trece, inainte de a intra
in consum, prin mai multe procese de vanzare-
cumpdrare si prin diferite forme de circulatie. Ca
rezultat, apar o multime de relatii, ce definesc
structura pietei ca fiind una complexa. Diver-
sitatea produselor care formeaza obiectul actelor
de schimb, natura diferitd a subiectilor ce apar in
relatiile de piatd, localizarea pietei, precum si
alte asemenea elemente dau acesteia imaginea
unui imens conglomerat de subdiviziuni, cu
numeroase parghii, care actioneaza ca un meca-
nism economic complex.

,»Piata este locul unde, in circuit, se schim-
ba bunurile si serviciile produse de intreprinderi.
Ea reprezinta ansamblul de cumparaturi si de
vanzari ale bunurilor si serviciilor, care asigura
confruntarea ofertei cu cererea. In cadrul ,eco-
nomiei de piatd”, piata se afld in centrul func-
tionarii acesteia” [1, p.17]. Participantii la aceste
relatii sunt producdtorii de bunuri si servicii,
ofertantii de factori de productie si consumatorii,
care reprezintd, asa cum aprecia J.K. Galbraith
si W. Salinger, ,,Centri distincti de decizie, care
se opun unul altuia prin urmdrirea propriului

Revista / Journal ,,ECONOMICA” nr.2 (104) 2018

Market appears as a set of communication
means whereby sellers and buyers inform each
other of what they have, what they need and the
prices they have asked for before entering into
transactions [3].

Although the presented definitions differ,
however, they have some common elements: it
is certain that the market confronts the supply
with the demand for goods or services and their
realization in the form of sale-purchase acts, in
other words, on the one hand, we have the total
production of goods and services, which appears
as supply, and on the other hand, consumption
needs in the form of demand. Market is also
defined as a “meeting place”, but sellers and
buyers do not need to meet physically; their
offers and demands must meet.

At the same time, market is regarded by
some economists as a complex mechanism that
mainly comprises demand and supply, com-
petition, prices and others that regulate the eco-
nomy, which work on the labour division and
the exchange of activities. Friedrich August von
Hayek mentions that “market appears as a
“threat” or and “arbitrary power” for the partici-
pants to the exchange agents, that determines the
price and implies income which they seek to
influence or control” [4].

Due to the social division of labour, every
good or service passes through several sale and
purchase processes and different forms of
circulation before entering into consumption. As
a result, a lot of relationships arise, which
determine the complexity of the market struc-
ture. The variety of products, which are the
object of exchange, the different nature of the
subjects involved in market relations, the loca-
tion of the market, and other similar elements
give it the image of a huge conglomerate of
subdivisions, thus, presenting a particularly
complex structure.

“Market is the place where goods and
services, produced by enterprises, are changing
in flows. It represents the set of purchases and
sales of goods and services and assures the
confrontation of supply and demand. Within
the “market economy”, is in the middle of its
operation” [1, p.17]. The participants in these
relationships are producers of goods and ser-
vices, suppliers of inputs and consumers, who,
according to J.K. Galbraith and W. Salinger,
are “Separate decision centres, which oppose
each other by pursuing their own interest, but
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interes, dar sunt legati, n acelasi timp, printr-0
solidaritate functionald” [6].

Totodata, aceste diverse elemente, men-
tionate mai sus, determind si un vast domeniu
pentru clasificarea pietelor si studierea mai
profunda a anumitor laturi, ce prezinta interes.

Din punctul de vedere al obiectului tran-
zactiei de vanzare si cumpdrare, pot fi eviden-
tiate urmatoarele tipuri de piete:

v’ piata bunurilor si serviciilor;

v’ piata factorilor de productie — formata, la
randul sdu, din: piata resurselor naturale
(inclusiv pamantul), piata capitalului si
titlurilor de valori, piata fortei de munca;

v’ piata monetara, financiara.

Dacid scoatem in prim-plan natura consu-
mului, putem diviza piata in piata bunurilor
industriale si de echipament, care se referd la
produsele destinate satisfacerii  consumului
productiv, si piata bunurilor de consum indivi-
dual, ce se referd la totalitatea populatiei. Toto-
datd, merita si mentiondm ca, pornind de la
complexitatea influentelor ce intervin in pro-
cesul de consum, delimitarea celor doud piete
este ambigud, deoarece unele produse pot fi
intalnite, n acelasi timp, pe ambele piete; spre
exemplu, materiile prime din cadrul industriei
alimentare (carnea, laptele, zaharul etc.), unele
materiale de constructii (ciment, caramida etc.),
unele produse ale industriei constructoare de
masini (automobile, electropompe) etc. De ase-
menea, tot mai des, aceasta clasificare este com-
pletata si cu piata serviciilor, care este una dintre
cele mai promititoare piete si acoperd o gama
larga de activitati (transport, turism, asigurari,
credite, educatie etc.). Ceea ce este comun si care
uneste diferitele tipuri de activitate, ce tin de
servicii, este producerea unor astfel de valori de
utilizare, care nu imbraca, in mod obisnuit, o forma
materializatd. Natura acestor servicii este extrem
de variatd, fapt ce face ca structura pietei servi-
ciilor si fie reprezentata atat de activitati, ce pot fi
asimilate celor industriale — realizarea unor
produse la comandi: mobila, incaltaminte, con-
fectii, cercetare stiintifica, reparatii utilaje etc., cat
si de activitati ce reprezintd servicii pure, care nu
pot fi asimilate productiei materiale: spectacole,
activitatea bibliotecilor, transportul de calatori,
prestatiile casnice, asistenta medicala etc.

Piata bunurilor reprezinta una din princi-
palele componente ale sistemului de piete, care
cuprinde tranzactii cu bunuri pentru productie si
bunuri pentru consum. Tn conditiile economiei
moderne, forma specifica de organizare si rea-

are linked at the same time by functional soli-
darity” [6].

At the same time, the various elements,
mentioned above, also determine a broad field
for market classification and a deeper study of
particular sides of interest.

From the point of view of the object of
sale and purchase transaction, the following
types of markets can be highlighted:

v’ goods and services market;

v market of production factors — formed in
turn from: natural resources market (inclu-
ding land), capital and securities market,
labour market;

v" monetary, financial market.

If we take the nature of consumption into
the forefront, we can divide the market into the
industrial goods and equipment market, which
refers to products destined to meet productive
consumption, and the market for individual
consumer goods, which refers to the total popu-
lation. At the same time, it is worth mentioning
that, starting from the complexity of the influ-
ences in the consumption process, the deli-
mitation in the two markets is ambiguous, as
some products can be encountered in both mar-
kets at the same time; for example, raw materials
in the food industry (meat, milk, sugar, etc.),
some building materials (cement, brick, etc.),
some products of the machine building industry
(automobiles, electric pumps) etc. More and
more often, this classification is also comple-
mented by the services market, which is one of
the most promising markets and covers a wide
range of activities (transport, tourism, insurance,
credit, education, etc.). What is common and
unifies the various types of service activity is the
production of such use values that are not
usually materialized. The nature of these ser-
vices is extremely varied, which makes the
structure of the services market to be reprezened
by activities that can be treated as industrial —
making custom-made products: furniture, foot-
wear, clothing, scientific research, machinery
repairs, etc. — and activities that are pure
services that cannot be assimilated to material
production: shows, libraries, passenger transport,
domestic services, health care, etc.

The goods market is one of the main com-
ponents of the market system, which includes
transactions in goods for production and con-
sumption goods. Under the conditions of modern
economy, the specific form of organization and
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lizare a proceselor de véanzare-cumparare de
bunuri o constituie piata produselor. Ea include,
prin intermediul vanzarii-cumpararii, produsele
destinate populatiei, Intreprinderilor si institutii-
lor, care sunt nemijlocit legate de necesitatile
acestora si de posibilitatea de a le satisface.

Bunurile de consum sunt bunuri destinate
utilizarii directe de catre consumatorul final, fara
o prelucrare comerciald ulterioard. Acestea se
impart, de obicei, Tn trei subcategorii, in confor-
mitate cu felul in care sunt achizitionate. Con-
form terminologiei propuse, pentru prima data,
de Melvin T. Copeland [2], Tn 1923, ele sunt:
bunuri de uz curent (convenience goods), bunuri
intermediare (shopping goods) si bunuri de lux
(specialty goods).

Literatura economica determind bunurile
de uz curent, drept bunuri, pe care consumatorul
le cumpara frecvent si stabil in timp, cu mini-
mumul de efort pentru decizia de cumparare,
fara ezitari si deliberari prelungite. Acestea, de
obicei, au preturi mici si sunt disponibile pe
piata, Tn general, includ numai produse standar-
dizate, au o cerere constanti, promovarea este
foarte importantd. Aceste tipuri de bunuri for-
meaza o parte semnificativd a sectorului bunu-
rilor de larg consum, care reprezintd un sector
defensiv, si care este imun la schimbarile ciclice.
Produsele din aceasta categorie au o loialitate de
marca scazutd. De aici, rezulta cd producatorul
trebuie sd asigure cea mai mare disponibilitate
posibila, daca vrea sd-si sporeascéd vanzarile.

Bunurile intermediare, analizate din punc-
tul de vedere evocat mai sus, sunt acele bunuri
de consum, care, de obicei, sunt cumparate nu-
mai dupa ce clientul a comparat pretul, calitatea
si stilul in mai multe magazine. Deci, cumpa-
rarea este rezultatul unei comparatii a produselor
in functie de potrivire, calitate, pret, stil s.a.m.d.
Majoritatea bunurilor intermediare sunt durabile,
sunt mai complexe si au un pret mai ridicat, in
comparatie cu bunurile de uz curent. Multe
bunuri de consum de folosinta indelungata intra
in aceasta categorie.

Bunurile de lux sunt bunurile, care nece-
sitd din partea consumatorilor eforturi speciale
de cumparare si care posedd anumite carac-
teristici speciale. Cumparatorii sunt dispusi sa
cheltuiascd mult timp si bani pentru a le cum-
para in contrast cu bunurile intermediare, de
exemplu. Colectiile rare de arta, antichitatile,
marcile de prestigiu, articolele de stil, automo-
bilele etc. reprezintd anumite exemple. Factorul
de comparatie este absent in produsele de lux.
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realization of goods sale and purchase processes
are the product market. It includes, through sale-
purchase, products intended for population,
businesses and institutions that are directly
related to their needs and the possibility of
meeting them.

Consumer goods are goods intended for
direct use by the final consumer without further
commercial processing. They are usually divi-
ded into three subcategories, according to the
way they are purchased. According to the termi-
nology proposed for the first time by Melvin T.
Copeland [2] in 1923, they are: convenience
goods, shopping goods, and specialty goods.

Economic literature determines conve-
nience use goods as goods that the consumer
purchases frequently and steadily over time,
with the minimum effort to purchase, without
hesitation and prolonged deliberations. They
usually have low prices and are available on the
market generally only include standardized
products, they have a constant demand, promo-
tion is very important. These types of goods
form a significant part of the consumer goods
sector, which is a defensive sector and immune
to cyclical changes. Products in this category
have a low brand loyalty. Hence, the manufac-
turer must ensure the highest possible availabi-
lity if he wants to increase his sales.

Shopping goods, analysed from the point
of view mentioned above, are those consumer
goods, which are usually bought only after the
customer has compared price, quality and style
to several stores. So, buying is the result of a
product comparison based on matching, quality,
price, style, and so on. Most intermediate goods
are durable, more complex and have a higher
price compared to current use goods. Many
durable consumer goods fall into this category.

Speciality goods are goods, which require
special purchasing efforts from consumers and
which possess certain special characteristics.
Buyers are willing to spend a lot of time and
money to buy them in contrast to intermediate
goods, for example. Rare collections of art,
antiques, prestigious brands, style items, cars,
etc. are some examples. The comparison factor
is absent in luxury products. Some common
features are: limited demand and limited number
of buyers, expensive products generally sold in a
limited number of units, require aggressive
promotion.



BUSINESS SI ADMINISTRARE / BUSINESS AND ADMINISTRATION

Unele caracteristici comune sunt: cererea limi-
tatd si numarul limitat de cumparatori, produse
costisitoare, in general, vandute intr-un numar li-
mitat de unitéti, necesitd promovarea agresiva.

In continuare, pietele bunurilor pot fi
clasificate si dupa un sir de alte caracteristici.
Astfel, piata produselor de consum se diferen-
tiaza in functie de tipul specific in alimentare si
nealimentare, dupa grupele de bunuri (de ex.,
incaltaminte, imbracaminte g.a.), dupd subgrupe
de marfuri (de ex., piata incéltdmintei din piele,
din cauciuc etc.).

Piata serviciilor poate fi clasificata n
piata cu amanuntul §i piata angro.

Piata cu amanuntul (piata consumatorilor)
este o piatd pentru cumpardtorii ce achizitio-
neaza bunuri pentru uz personal (de familie, la
domiciliu). Este eterogena: aici actioneazid gru-
puri de populatie cu diferite venituri, niveluri
de consum, statut social, varstda, nationalitate,
obiceiuri culturale etc. Ca rezultat, fiecare din
aceste grupuri au cerinte specifice catre bunuri
(calitate, pret), manifesta reactie specifica la
aparitia unui produs nou, la publicitate.

Piata angro (piata intreprinderii) este piata
organizatiilor care achizitioneaza bunuri pentru
utilizarea ulterioara, in procesul de productie,
revanzare sau redistribuire. Se caracterizeaza
printr-un numar relativ mic de subiecti activi,
predominanta achizitiilor mari si o orientare
semnificativa cétre piata de consum.

Rolul pietei bunurilor decurge din urma-
toarele functii, pe care aceasta le indeplineste in
cadrul unei economii:

e In primul rand, piata faciliteaza contactul
permanent dintre producdtori si consumatori,
asigurandu-se autoreglarea activitatii economice,
avand in vedere ca, sistematic, productia se ali-
niaza la mobilitatea cererii. Prin aceasta, se deter-
mina utilizarea eficienta a resurselor (cresterea
eficientei investitiilor de capital), structura optima
a productiei si satisfacerea mai buna a consumului;

e In al doilea rand, se constituie ntr-un
adevarat sistem de informatii necesare agentilor
economici, orientandu-i spre activitati care satisfac,
laun nivel superior, necesitatile umane si obti-
nand, in acest fel, profit maxim. Prin parghiile
economice (pret, profit, salariu, dobanda etc.),
piata furnizeaza informatii asupra raportului
cerere-oferta, stimuland oferta de bunuri, de un fel
sau altul si corelarea ei cu cererea. In acest fel, se
asigura si echilibrul economic pe termen lung.

Concluzii

Sinteza surselor bibliografice consultate

Next, commodity markets can also be
classified by a number of other features. Thus,
the market for consumer goods, depending on
type is classified into food and non-food, accor-
ding to groups of goods (e.g., footwear, clothing,
etc.), or sub-groups of goods (e.g. leather foot-
wear market, rubber boots etc.)

The service market can be classified into
retail market and wholesale market.

Retail market (consumer market), is a
market for buyers who purchase goods for
personal use (family, at home). It is hetero-
geneous: here are groups of people with diffe-
rent incomes, consumption levels, social status,
age, nationality, cultural habits, etc. As a result,
each of these groups has specific requirements
for goods (quality, price) and has a specific
reaction to the emergence of a new product in
advertising.

The wholesale market (enterprise market)
is the market for organizations that acquire
goods for later use, in the production, resale or
redistribution process. It is characterized by a
relatively small number of active subjects, the
predominance of large purchases and a signifi-
cant orientation towards the consumer market.

The role of the property market derives
from the following functions that it performs
within an economy:

o Firstly, the market facilitates permanent
contact between producers and consumers by
ensuring self-regulation of economic activity,
since production is systematically aligned with
demand mobility. By this it is determined the
efficient use of resources, increasing the effi-
ciency of capital investments, the optimal struc-
ture of production and the better satisfaction of
consumption;

e Secondly, it forms a true information sys-
tem necessary for economic agents, focusing on
activities that meet the human needs to the
highest level and thus maximize profit. Through
economic levers (price, profit, salary, interest,
etc.), the market provides information on the
demand-supply ratio, stimulating the supply of
goods, one way or the other, and correlating it
with demand. In this way, long-term economic
equilibrium is also ensured.

Conclusions

The synthesis of the bibliographic sources
we have consulted has enabled us to address the
types of commodity markets, their essence
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ne-a permis sa abordam tipurile pietelor de bunuri,
esenta si sarcinile acestora gi sd definim piata
bunurilor de consum, drept totalitatea relatiilor
economice 1n procesul de circulatie a bunurilor si
serviciilor, destinate vanzarii in scopul consu-
mului personal si care au o valoare de utilizare.

In acest articol, piata bunurilor de con-
sum, este abordatd ca un mediu de activitate al
comertului intern, prin care se asigura echilibrul
cererii, ofertei si pretului bunurilor, care satis-
face cerintele dezvoltarii competitive si schim-
barilor conjuncturii pietei.

Analiza functiilor pietei de consum, in
general, ne-a permis si tragem concluzia ca
acestea sunt similare cu functiile comertului,
deoarece cle reflectd esenta schimbului de
marfuri, a procesului de cumpdrare si vanzare.
Tn ciuda unui numir de caracteristici generale
similare, conceptul de ,,piata” si ,,comert”, nu
pot fi considerate fara ambiguitati identice.
Sustinem opinia ca notiunea de ,,piatd” este mai
largd decat conceptul de ,,comert”, deoarece
»piata” se refera la relatiile economice de pro-
ductie, de distributie, de schimb si relatiile exis-
tente intre ele, in timp ce ,,comertul” serveste ca
o formd a acestor relatii: prin comert, are loc
schimbul echivalent de bunuri fabricate.

Activitatea de comert, pe piata de consum,
asigura procesul circulatiei marfurilor si banilor,
formeaza si satisface nevoile oamenilor 1in
bunuri si servicii, releva volumul cererii efective
de bunuri de consum si nevoile de productie. In
plus, in prezent, comertul, dintr-o veriga a pietei
bunurilor de consum, a devenit un domeniu
important de activitate.

and their tasks, and define the consumer goods
market as the totality of economic relations in
the process of moving goods and services for
sale for personal consumption and having a
value of use.

The consumer goods market, in this article,
is approached as an internal trade activity envi-
ronment that ensures the supply, demand and
price balance of goods that meet the require-
ments of competitive development and changing
market conditions.

The analysis of consumer market func-
tions generally allowed us to conclude that they
are similar to trade functions because they
reflect the essence of commodity exchange,
buying and selling. Despite a number of similar
general features, the concept of “market” and
“trade” cannot be considered without identical
ambiguities. We support the view that the notion
of “market” is broader than the concept of
“trade”, because “the market” refers to the eco-
nomic relations of production, distribution,
exchange, and the relations between them, while
“trade” as a form of these relationships: through
trade, the equivalent exchange of manufactured
goods takes place.

The trade activity on the consumer market
ensures the circulation of goods and money,
forms and satisfies the needs of people in goods
and services, reveals the volume of actual de-
mand for consumer goods and production needs.
In addition, at present, trade from a consumer
goods market has become an important field
of activity.
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Motto: Numai prin date statistice complete
si relevante putem asigura vizibilitatea
turismului autohton.

Autorul

O evidenta statistica veridica are nevoie de
date complete si reale cu privire la structura si
dimensiunile industriei turistice. Datele colectate
de la actorii pietei turistice, care, in acest moment,
sunt utilizate In raportarea statistica, nu reflectd
situatia reald a ramurii.

In aceasta ordine de idei, Contul Satelit al
Turismului (CST) poate aborda, dintr-o nouda
perspectivd, cheltuielile generate de turism ince-
pand cu cazarea, alimentarea, transportul, ser-
viciile culturale, agrementul, serviciile de asigu-
rari, produsele autohtone, serviciile turistice ofe-
rite de agentiile de turism, ocuparea fortei de
munca din turism si toate cheltuielile care duc la
generarea fluxului monetar turistic.

Prezentul articol introduce prevederi cu
privire la implementarea, pe viitor, a Contului
Satelit al Turismului, prin care va fi posibila
compararea corectd a turismului cu alte sec-
toare In ceea ce priveste efectele sale asupra
economiei nationale.

Cuvinte-cheie: Contul Satelit al Turismu-
lui, evidenta statisticd, date statistice, oferta
turistica, turism durabil, PIB.

JEL: M 1,011

Actualitatea temei

Avantajul economic pe care il produce
turismul international a determinat multe tari in
curs de dezvoltare sa-si sporeascd eforturile
pentru dezvoltarea industriei turistice, ca activi-
tate capabila sd echilibreze balanta de plati, sa
asigure atragerea mijloacelor valutare in tard, a
investitiilor, sa creeze locuri de munca. Republica
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Motto: Only through complete and relevant
statistical datawe can ensure the visibility
of domestic tourism.

The author

A genuine statistical record needs com-
plete and real data on the structure and size of
the tourism industry. Data collected from the
actors of the tourism market that are currently
used in statistical reporting do not reflect the
real situation of the branch.

In this context, the Tourism Satellite
Account (TSA) can tackle, in a new outlook,
the tourism-generated spending, starting with
accommodation, food, transport, cultural servi-
ces, leisure, insurance services, domestic pro-
ducts, tourism services provided by tourism
agencies, tourism employment and all expenses
that lead to generating of the monetary tou-
ristic flow.

This article introduces provisions on the
future implementation of the Tourism Satellite
Account, which will make it possible to properly
compare tourism with other sectors in terms of
its effects on the national economy.

Key words: Tourism Satellite Account,
statistical evidence, statistical data, tourism
offer, sustainable tourism, GDP.

JEL: M 1, O 11.

Topicality of the subject

The economic advantage, produced by
international tourism, has determined many
developing countries to increase their efforts for
the development of the tourism industry as an
activity capable of balancing the balance of pay-
ments, to ensure the attraction of foreign cur-
rency in the country, to invest, to create places
of work. The Republic of Moldova is no excep-
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Moldova nu constituie o exceptie. Odati cu
aprobarea Strategiei de Dezvoltare a Turismului
2020, statul si-a reiterat pozitia fatd de aceastd
ramurd, stabilind ca turismul trebuie sa devind un
sector economic competitiv, cu politici de dez-
voltare armonioasa si echilibratd in domeniu, care
sa valorifice eficient patrimoniul turistic natural si
antropic al tarii, promovand, totodatd, ospitali-
tatea moldoveneasca la standarde inalte.

Sistemul Contului Satelit al Turismului,
ale carui agregare si concepte decurg din sis-
temul de contabilitate nationald a Organizatiei
Natiunilor Unite, isi extinde sfera de analize nu
numai asupra cheltuielilor directe ale vizitato-
rilor internationali si interni, ci ia 1n calcul si
efectele indirecte ale cheltuielilor respective.

Pornind de la cele expuse mai sus, tema
supusa cercetarii este deosebit de actuala.

Drept argumente, ce se impun pentru cer-
Cetarea acestei teme, servesc urmatoarele enunturi:

e nu existd un concept bine definit privind
analiza statistica sectorial;

e raportarea statisticd se face in baza unei
metodologii Tnhvechite;

e nu existd un calcul privind ponderea turis-
mului in Produsul Intern Brut (PIB);

e nu se tine evidenta statisticd a efectului
multiplicator, pe care il genereaza indus-
tria turismului;

e industria turisticd din Republica Moldova
genereazd venituri mult mai mari decat
sunt raportate;

e din cauza discrepantei dintre raportarea
statistica privind turismul organizat si cel
pe cont propriu, datele furnizate de Biroul
National de Statisticd cétre Organizatia
Mondiald a Turismului (UNWTO) sunt
incomplete si, prin aceasta, scade ratingul
de tara ca destinatie turistica.

Scopul cercetarii il reprezinta studierea si
analiza problemelor privind modul de tinere a
evidentei statistice asupra industriei turistice.
Arealul cercetarii este cuprins de particularitatile
si dimensiunile industriei turistice, care impun o
abordare aprofundatad a conceptelor specifice
acesteia. Pentru a estima impactul ramurii asupra
PIB este necesar sa se calculeze anumiti indi-
catori statistici, care, in prezent, nu fac obiectul
cercetarii Biroului National de Statistica, dar
care, In opinia noastra, sunt destul de importanti.

Suportul  teoretico-metodologic al temei
investigate este asigurat de analizele organisme-
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tion. With the approval of the Tourism Develop-
ment Strategy 2020, the state reiterated its posi-
tion on this branch, establishing that tourism
should become a competitive and well-deve-
loped economic sector that effectively exploits
the country’s natural and anthropic tourism heri-
tage, by promoting, at the same time, Moldovan
hospitality at high standards.

The Tourism Satellite Account system,
whose aggregation and concepts derive from the
United Nations National Accounting System,
extends its scope not only to the direct costs of
international and domestic visitors, but also
takes into account the indirect effects of those
expenditures.

Based on the above mentioned, the subject
of the research is very current.

Arguments for the research on this topic are:

o there is no well-defined concept of secto-
rial statistical analysis;

e statistical reporting is based on an obso-
lete methodology;

e there is no calculation of the share of tou-
rism in GDP;

e there is no statistical evidence of the
multiplier effect generated by the tourism
industry;

e the tourism industry in the Republic of
Moldova generates much higher revenues
than reported;

e due to the discrepancy in the statistical
reporting on organized and unorganized
tourism, the data provided by the National
Bureau of Statistics to the World Tourism
Organization (UNWTO) is incomplete
and thus lowers the country’s rating as a
tourism destination, due to the small num-
ber of reported tourists.

The purpose of the research is to study and
analyse the problems related to the statistical
record keeping on the tourism industry. The
research area is covered by the specificities and
dimensions of the tourism industry, which re-
quire a thorough approach of its specific con-
cepts. In order to estimate the impact of the
branch on GDP, it is necessary to calculate some
statistical indicators, which are not currently
the subject of the research of the National
Bureau of Statistics, but which, in our opinion,
are quite important.

The theoretical and methodological support
of the investigated theme is provided by the
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lor internationale de profil, care au efectuat cer-
cetari in acest domeniu si care au demonstrat ca
industria turismului are un impact economic mult
mai mare decat se raporteaza in momentul actual.

Introducere

Industria calatoriilor si turismului antre-
neaza o importanta miscare de bani, concretizata
in cheltuielile personale ale turistilor, in inca-
sarile agentilor economici, in salarii, taxe, impo-
zite etc., dar, pana in prezent, nu a existat un
instrument care s permitd masurarea avantajelor
economice reale ale turismului. Astfel, rapoar-
tele statistice vor releva, din ce in ce mai mult,
noile aspecte ale analizei turismului durabil, n
legatura cu dezvoltarea durabild, prin dezvol-
tarea conturilor satelit.

Tn aceste conditii, sistemul CST constituie
principalul mijloc pentru a intelege mai bine, la
nivel national, regional si local, avantajele eco-
nomice furnizate de ansamblul activitatilor ce
rezulta din industria calatoriilor si turismului.

Interesul pentru acest sistem este unul
foarte mare. Republica Moldova nu dispune, la
ora actuald, de un sistem statistic care sa cuanti-
fice exact ponderea pe care o are turismul in PIB.

In aceasti ordine de idei, Organizatia
Mondiala a Turismului recomanda si incurajeaza
tarile membre sé-si elaboreze propriile sisteme
de Cont Satelit al Turismului. In aceste conditii,
dezvoltarea unei baze statistice generate de catre
CST va veni in sprijinul Biroului National de
Statistica (BNS), care gestioneaza statisticile din
turism, in momentul de fata, si care foloseste
indicatori agregati incompleti.

De asemenea, CST poate contribui la eva-
luarea ponderii turismului In economia nationala
a tarii prin efectul sau multiplicator, n termeni
valorici si marimi concrete, comparabile pe
scard internationala.

Acest obiectiv va fi Tndeplinit prin stabili-
rea de conturi satelit, actualizarea, imbunatatirea
si/sau adaptarea conturilor satelit deja existente,
precum si prin dezvoltarea cooperarii transna-
tionale, schimbului de experientd si de bune
practici prin derularea unor proiecte comune,
conferinte, mese rotunde etc.

Metode aplicate

La elaborarea prezentului articol, autorul a
utilizat trei metode de cercetare, dupd cum
urmeaza:

Cercetarea fundamentala a permis eluci-
darea tendintelor actuale in domeniul statisticii
turistice, reflectand premisele schimbarii atestate

analyses of the international organizations that
have carried out research in this field and have
demonstrated that the tourism industry has a
much bigger economic impact than it is reported
at the moment.

Introduction

The travel and tourism industry is making
a major move in money, materialized in the
tourists’ personal expenses, receipts of economic
agents, salaries, taxes, fees, etc., but, so far, there
has not been a tool to measure the real economic
benefits of tourism. Thus, statistics will increa-
singly pursue the analysis of sustainable tourism
in relation to sustainable development through
the development of satellite accounts.

Under these circumstances, the Tourism
Satellite Account system represents the main
mean of better understanding, at national, re-
gional and local level, the economic benefits
provided by all activities of the travel and tou-
rism industry.

Interest in this system is very large. The
Republic of Moldova does not currently have a
statistical system that quantifies exactly the
share of tourism in GDP.

Therefore, the World Tourism Organiza-
tion recommends and encourages member coun-
tries to develop their own Tourism Satellite
Account systems. Under these circumstances,
the development of a statistical basis generated
by the TSA will support the National Bureau of
Statistics (NBS), which manages tourism statis-
tics at the moment and uses aggregated incom-
plete indicators.

The TSA can also contribute to assessing
the share of tourism in the national economy of
the country through its multiplier effect in terms
of value and scale, comparable on an interna-
tional scale.

This objective will be achieved by esta-
blishing satellite accounts, upgrading, impro-
ving and / or adapting existing satellite accounts
and by developing transnational cooperation and
exchange of experience and best practices
through joint projects, conferences, round tab-
les, etc.

Applied methods

When developing this article, the author
has used three research methods as follows:

Fundamental research allowed elucida-
ting the current trends in tourism statistics, ref-
lecting the prerequisites of the existing change in
the researched field, due to the implementation
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in domeniul cercetat, datoritd implementarii si
utilizarii Contului Satelit al Turismului. In cer-
cetarea fundamentald, au fost incadrate inves-
tigatiile sub forma de studii teoretice care au dus
la formularea unor concluzii practice stiin-
tific argumentate.

Cercetarea pentru dezvoltare a avut ca
scop utilizarea acelor procedee si dispozitive ce
pot influenta direct activitatea practica in dome-
niul economiei turismului. Pentru a aborda di-
versitatea de probleme pe care le intruneste
activitatea de turism, s-a folosit o bogata litera-
turd de specialitate si de interes general, un
variat instrumentar de cercetare statistico-mate-
matic, analize comparative, care evidentiaza
complexitatea turismului ca generator de bene-
ficii economice si sociale pe plan national.

Cercetarea aplicativda a avut ca sarcini
furnizarea de date pentru directionarea activitatii
practice, in vederea cresterii muncii metodice.
Aceasta a asigurat suportul practic in cunoas-
terea turismului ca activitate socio-economica de
mare complexitate, in clarificérile conceptuale si
insusirea principalelor categorii economice din
domeniu, ca si in evidentierea factorilor deter-
minanti, a tendintelor si formelor de manifestare
a programelor si politicilor in turism.

Relevanta articolului

Cercetarea si dezvoltarea acestei teme a
dat posibilitate autorului sa generalizeze anumite
concluzii la acest subiect si, ca urmare, sa
propuna factorilor de decizie o noud modalitate
de evaluare a turismului ca ramurd generatoare
de venituri si sd argumenteze necesitatea schim-
barii metodologiei de calcul prin introducerea
Contului Satelit al Turismului.

Rezultate si discutii

Organizatia Mondiala a Turismului (UNWTO)
a initiat dezvoltarea Contului Satelit al Turismu-
lui inca din anul 1995 si are ca principal obiec-
tiv: ,,Fixarea unor norme internationale pentru a
masura contributia turismului la economia unei
tari si bunastarea cetatenilor’” [1].

Deoarece efectele economice ale cheltuie-
lilor turistilor depasesc sfera incasarilor raportate
statistic de prestatorii de servicii, Organizatia
Mondiala a Turismului, in colaborare cu Con-
siliul Mondial al Calatoriilor si Turismului
(CMCT), cu EUROSTAT (Oficiul Statistic al
Uniunii Europene) si cu alte organisme turistice
regionale, a propus implementarea, pentru tarile
membre UNWTO, sistemului de Contul Satelit
al Turismului [7, 8, 9]. Recomandarile UNWTO

Revista / Journal ,,ECONOMICA” nr.2 (104) 2018

and use of the Tourism Satellite Account. Fun-
damental research included investigations in the
form of theoretical studies that led to the
formulation of some scientifically substantiated
practical conclusions.

Research for development aimed at using
those processes and devices that can directly
influence practical work in the field of tourism
economy. In order to tackle the diversity of
issues that tourism activity involves, a rich spe-
cialized and of general interest literature has
been used, as well as wide range of statistical
and mathematical research tools, comparative
analysis, highlighting the complexity of tourism
as a generator of economic and social benefits at
the national level.

Applied research was tasked with provi-
ding data for directing practical work in order to
increase the methodical work. This ensures prac-
tical support in the knowledge of tourism as a
complex socio-economic activity, in the con-
ceptual clarifications and knowledge of the main
economic categories in the field, as well as in
highlighting the determinant factors, tendencies
and forms of manifestation of programs and
policies in tourism.

Relevance of the article

The research and development of this
theme gave the author the opportunity to gene-
ralize certain conclusions on this topic and, as a
result, to propose to decision-makers a new way
to measure tourism as income generating branch
and to argue the necessity of changing the cal-
culation methodology by introducing the Tou-
rism Satellite Account.

Results and discussions

The World Tourism Organization (UNWTO)
has begun the development of the Tourism
Satellite Account since 1995 and has as its main
objective: “Setting international standards to
measure tourism’s contribution to a country’s
economy and citizens” welfare[1].

As the economic effects of tourists’” spen-
ding outweigh the scope of revenue reported
statistically by service providers, the World
Tourism Organization, in collaboration with the
World Travel and Tourism Council (WTTC),
EUROSTAT (European Union Statistical Office)
and other regional tourism bodies, proposed the
implementation of the Tourism Satellite Account
System for the UNWTO member countries [7, 8,
9]. UNWTO recommendations for member sta-
tes to adopt a tourism satellite account were the
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pentru adoptarea, de catre tarile membre, a CST
au constituit obiectul unuia din principalele
puncte ale ordinii de zi a Conferintei internatio-
nale privind statistica si masurarea importantei
economice a turismului, ce a avut loc la Nisa,
Republica Franceza [5, p.363].

Motivul principal al credrii CST a fost convin-
gerea OMT ca implementarea acestuia va ajuta la:

e Imbunatitirea datelor de evidenta statis-
ticd, in raport cu industria turisticd pentru
toate industriile conexe, care au tangenta
cu turismul;

e asigurarea guvernelor cu un instrument
important pentru dezvoltarea statisticilor
eficiente;
intelegere a importantei cantitative a turis-
mului in jurul mai multor factori implicati
direct sau indirect in turism;

e cstimarea veridica a ponderii pe care o are
turismul in Produsul Intern Brut al tarii.
Cum poate fi definit un Cont Satelit al

Turismului? Conform UNWTO, ,,un Cont Sate-
lit al Turismului reprezintad un set de definitii,
clasificari integrate in tabele, organizate intr-un
mod logic, care permit o imagine asupra impac-
tului economic al turismului sub aspectul cererii
si ofertei”[2]. Acest CST a fost dezvoltat de
Natiunile Unite pentru a calcula dimensiunile
sectorului turistic, care nu este inclus, la propriu,
in statisticile nationale, mai ales a tarilor in curs
de dezvoltare. Cu alte cuvinte, este un sistem de
informatii cu privire la turism, integrat in siste-
mul national de statistica. CST este o metoda
statisticd prin care se compara, in mod direct,
jonctiunea sectorului turistic cu celelalte sec-
toare ale economiei si se afla masura in care
acesta le influenteazd. CST este necesar sd fie
creat si pentru a asigura o unitate metodologica
in definirea, colectarea, analiza si interpretarca
datelor din turism, la nivelul unei tari.

Contul Satelit al Turismului poate fi utili-
zat pentru a colecta, In mod sistematic si per-
manent, date cu privire la oferta si cererea de
turism pentru o destinatie turisticd (la nivel na-
tional, local, regional), necesare pentru o politica
de turism eficientd (ex.: politica generala,
marketingul turistic, planificarea). Elementele
acestui sistem depind, In mare parte, de conti-
nutul politicii de turism.

Un Cont Satelit al Turismului este diferit
de un sistem general de informatii. Statisticile

subject of one of the main agenda items at the
International Conference on Statistics and Mea-
suring the Economic Importance of Tourism
held in Nice, France [5, p.363].

The main reason for creating the TSA was
the conviction of the WTO that its implement-
tation will help in:

e improvement of statistical data in relation
to the tourism industry for all related
industries that are connected to tourism;

e ensuring governments with an important
tool for developing effective statistics;

e creating availability and a better under-
standing of the quantitative importance of
tourism around several factors directly or
indirectly involved in tourism;

e a true estimate of the share of tourism in
the country’s Gross Domestic Product.
How can a Tourism Satellite Account be

defined? According to UNWTO, “a tourism
satellite account is a set of definitions, classifi-
cations integrated in tables, logically organized,
which allow a picture of the economic impact of
tourism in terms of supply and demand” [2].
This account has been developed by the United
Nations to measure the size of the tourism sector
that is not included in national statistics, espe-
cially in developing countries. In other words, it
is a tourism information system integrated into
the national statistical system. The TSA is a sta-
tistical method that directly compares the junc-
tion of the tourism sector with other sectors of
the economy and the extent to which it influ-
ences them. The TSA is also necessary to be
created in order to provide a methodological unit
in defining, collecting, analysing and interpre-
ting tourism data at the country level.

The Tourism Satellite Account can be used
to collect systematically and permanently data
on tourism supply and demand for a tourism
destination (at national, local, regional level)
that is required for an efficient tourism policy
(e.g. general policy, tourism marketing, planning).
The elements of this system depend largely on
the content of the tourism policy.

A Tourism Satellite Account is different
from a general information system. Tourism
statistics have been often limited to data on arri-
vals, number of overnight stays, length of stay,
purpose of visit, type of accommodation struc-
ture, visitor origin and their socio-economic
profile, accommodation capacity, occupancy
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privitoare la turism au fost, deseori, limitate la
date despre volumul sosirilor, numarul innopta-
rilor, durata sederii, scopul vizitei, tipul structu-
rilor de cazare, originea vizitatorilor si profilul
lor socio-economic, capacitatea de cazare, rata
de ocupare si alte elemente. Toate acestea sunt
incluse in sistemul general de informatii statis-
tice si, de asemenea, pot fi regasite in cadrul
CST, insa ultimul furnizeaza mai multe date.

EUROSTAT enumera scopurile principale
ale CST:

» s3 descrie structura activitatii turistice a
unei tari sau a unei regiuni;

= sa furnizeze indicatori macroeconomici
agregati pentru a descrie marimea si
importanta economica a turismului, cum
ar fi valoarea adaugata si PIB-ul realizat
de turism;

= sa furnizeze date detaliate asupra consu-
mului turistic si modului in care este asigu-
rat acesta din productia internd si importuri;

= sa furnizeze date referitoare la ocuparea
fortei de munca, conexiunile cu alte activi-
tati productive si formarea capitalului;

= si furnizeze o legaturd intre datele
economice si indicatorii statistici aferenti
industriei turistice.

Structura de bazd a CST reflecta balanta
generala existentd intr-0 economie Tntre cererea
de bunuri si servicii generatd de turism si oferta
turistica. Ideea este de a analiza detaliat toate
aspectele privitoare la cererea de bunuri si ser-
vicii, fapt ce poate fi asociat cu activitatile turis-
tice din economie pentru a observa interfata
operationala cu oferta de astfel de bunuri si de a
descrie modul in care oferta turisticd interactio-
neaza cu alte activitati [3].

In prezent, majoritatea tarilor europene au
introdus, deja, Contul Satelit al Turismului,
Republica Moldova fiind restantd la acest capi-
tol. In acest sens, industria turistica din Repu-
blica Moldova nu beneficiazd de reflectarea
reald a indicatorilor sectoriali efectivi realizati in
totalul economiei nationale. Lipsa unei astfel de
informatii relevante, reale, actuale si corelate,
din domeniul turismului, ingreuneaza efectuarea
analizelor concludente ale stadiului si evolutiei
pietei serviciilor de turism, ale cererii si ofertei,
ale sezonalitatii si ale altor factori determinanti
ai dezvoltarii acestui sector.

Intr-un studiu realizat in anul 2015, de
catre specialistii UNWTO, se declard ca modul
de colectare si interpretare a datelor statistice din
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rate and other items. All of these are included in
the general statistical information system and
can also be found in the TSA, but the latter
provides more data.

EUROSTAT lists the main goals of the TSA:

= to describe the structure of the tourism
activity of a country or region;

= to provide aggregated macroeconomic
indicators to describe the size and econo-
mic importance of tourism, such as value
added and GDP generated by tourism;

= to provide detailed data on tourism con-
sumption and how it is ensured from
domestic production and imports;

= to provide data on employment, connec-
tions with other productive activities and
capital formation;

= to provide a link between the economic
data and statistical indicators related to the
tourism industry.

The basic structure of the TSA is given by
the general balance between the demand for
goods and services generated by tourism and the
tourism offer. The idea is to analyse in detail all
aspects of the demand for goods and services
that may be associated with tourism activities in
the economy in order to observe the operational
interface with the supply of such goods in the
economy and to describe how tourism supply
interacts with other activities [3].

Currently, most European countries have
already introduced the Tourism Satellite Account,
while the Republic of Moldova is reluctant in
this chapter. In this respect, the tourism industry
in the Republic of Moldova does not benefit
from the real reflection of the actual sectorial
indicators achieved in the total national eco-
nomy. The lack of such relevant, real, current
and correlated information in the field of tourism
makes it difficult to carry out conclusive ana-
lysis of the stage and evolution of the tourism
services market, of supply and demand, seaso-
nality and other determinant factors of the sec-
tor’s development.

In the study conducted by UNWTO spe-
cialists in 2015, it is stated that the way of col-
lecting and interpreting statistical data from
tourism in our country is incomplete and under-
valued. This fact, with profound implications,
leads to the reduction of the tourism destination
rating, while diminishing the strategic impor-
tance of tourism in the sustainable development
of the Republic of Moldova.
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turismul din tara noastra este incomplet si
subevaluat. Acest fapt, cu implicatii profunde,
duce la reducerea ratingului de destinatie turis-
ticd, diminuand, totodatd, importanta strategica
pe care o are turismul in dezvoltarea durabila a
Republicii Moldova.

Punctele slabe ale Sistemului National de
Statisticd in Turismul din Republica Moldova,
identificate 1n cadrul studiului, sunt urmaétoarele:

o lipsa datelor privind ponderea turismului
in PIB;

o lipsa datelor privind productivitatea indus-
triilor conexe ramurii turistice, implicit im-
pactul contributiei totale indirecte la PIB;

o lipsa datelor privind numarul célatoriilor
si innoptdrilor pe categorie de turist,
respectiv pe formele de turism;

e lipsa informatiilor privind sederea turisti-
lor in spatiile locative private;

e lipsa informatiilor privind sederea turisti-
lor la rude;

e lipsa informatiilor privind turistii aflati in
tranzit, fara Tnnoptare;

e lipsa informatiei privind cheltuielile reali-
zate de turisti In unititile de alimentare,
exceptie facand cele din cadrul structurilor
de primire turistica cu functii de cazare;

e lipsa informatiei privind cheltuielile reali-
zate de turisti in transporturile interne.
Lipsa informatiilor mentionate afecteaza

modul de monitorizare a statisticii turistice pe
vacante si caldtorii la nivel national. Aceste
neconcordante ale sistemului cu realitatea pot
reduce efectele pozitive ce s-ar obtine ca urmare
a implementdrii Strategiei de Dezvoltare a
Turismului ,, Turism -2020” [6].

Tindnd cont de aceastd situatie, in opinia
noastra, sugeram utilizarea Contului Satelit al
Turismului, cu ajutorul caruia va fi posibilda ana-
liza detaliatd a aspectelor cererii de bunuri si
servicii care pot fi asociate turismului, stabilindu-
se, astfel, interfata reald cu oferta acestor bunuri
si servicii, in cadrul economiei de referinta, des-
criindu-se si modul in care aceasta ofertd inter-
actioneaza cu alte activitati economice.

In aceste conditii, Contul Satelit al Turis-
mului va putea furniza urmatoarele date:

e 3agregate macroeconomice pentru carac-
terizarea volumului si importantei econo-
mice a turismului, cum ar fi; valoarea
addaugatd brutd a turismului si produsul
intern brut direct din turism, compatibile

The weaknesses of the National Statistics
System in the field of tourism in the Republic of
Moldova identified in the study are as follows:

e lack of data on the share of tourism in
GDP;

e lack of data on the productivity of indus-
tries related to the tourism branch and
implicitly the impact of the total indirect
contribution to GDP;

e lack of data on the number of trips and
overnights per tourist category, respec-
tively on forms of tourism;

e lack of information on the stay of tourists
in private accommodation places;

o lack of information on the stay of tourists
at relatives;

e lack of information on tourists who are in
transit, without overnight stays;

o lack of information on the expenses
incurred by tourists in locals with food,
except for those from structures of tou-
rists’ reception with functions of acco-
mmodation;

e lack of information on the expenses
incurred by tourists in domestic transport.
The lack of mentioned information affects

the way of monitoring tourism statistics on
holidays and trips at the national level. These
inconsistencies of the system with reality can
reduce the positive effects that would have been
achieved as a result of the implementation
of the Tourism Development Strategy “Tourism-
20207 [6].

Taking this situation into account, in our
opinion, we suggest using the Tourism Satellite
Account to help analyse in detail aspects of the
demand for goods and services that may be
associated with tourism, thus establishing the
real interface with the supply of these goods and
services, in the reference economy, also des-
cribing how this offer interacts with other eco-
nomic activities.

Under these circumstances, the Tourism
Satellite Account will be able to provide the
following data:

e macroeconomic aggregates to characterize
the volume and economic importance of
tourism, such as: gross added value of tou-
rism and gross domestic product directly
from tourism, compatible with similar
aggregates used for the economy as a whole;

e detailed data on tourism consumption, a
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cu agregatele similare utilizate pentru
ansamblul economiei;

o (date detaliate despre consumul turistic,
concept asociat cu activitatea de consuma-
tori a vizitatorilor si o descriere a modali-
tatii in care aceasta cerere este satisfacuta
de oferta internd si de importuri;

o informatii despre cheltuielile turistice, care
reprezintd suma platitd pentru achizitio-
narea de bunuri si servicii de consum,
precum si obiecte de valoare, pentru uz
personal sau pentru a fi oferite altei per-
soane 1n timpul célatoriei turistice;

e conturile de productie a industriilor turis-
mului, detaliate, referitoare la ocuparea
fortei de munca, relatiile acestor industrii
cu alte activitati economice productive si la
nivelul formarii brute de capital fix;

e comunicari in domeniul economic si infor-
matii nemonetare cu privire la turism, cum
ar fi: numarul de calatorii, durata sejurului,
motivul calatoriei, mijlocul de transport,
legatura necesara pentru a preciza carac-
teristicile variabilelor economice.
Agregatele sunt extrem de utile, deoarece

oferd indicatori sintetici (indicatorii sintetici
sunt marimi medii calculate din abaterile varian-
telor caracteristicii de la nivelul mediu al aces-
teia), ce identificd dimensiunile pietei turistice.
Principalele agregate calculate pot fi compa-
rabile cu alti indicatori macroeconomici refe-
ritori la consum si la valoarea addugata si sunt
expuse Tn tabelul 1.

concept associated with consumers’ acti-

vity of visitors and a description of how

this demand is satisfied by the domestic
supply and imports;

¢ information on tourism expenses, which is
the amount paid for the purchase of
consumption goods and services, as well
as valuable objects, for personal use or to
be offered to another person, for and
during the trip;

e (detailed tourism industry production
accounts, including data on labour force,
on the relationships between these indus-
tries and other productive economic acti-
vities and on the gross fixed capital for-
mation;

e a link between economic data and non-
monetary information on tourism, such as:
number of trips, length of stay, reason for
travel, means of transport, which is
necessary to specify the characteristics of
economic variables.

Aggregates are extremely useful because
they provide synthetic indicators (synthetic
indicators are average sizes calculated from
deviations of the variants of the feature at its
average level), referring to the dimensions of
tourism. The main calculated aggregates can be
comparable to other macro indicators related to
consumption and value added.

The main aggregates are shown in table 1.

Tabelul 1/ Table 1

Nr. Agregatele/ Caracteristici/ Features
crt. Adggregates
1 2 3

1. |Cheltuielile turismului
intern/ Domestic
tourism expenditure

Reprezinta costurile suportate de agentii economici din industria
turismului pentru crearea si dezvoltarea bazei tehnico-materiale si de
infrastructura a turismului./ It represents the costs incurred by economic
agents in the tourism industry for the creation and development of the
technical and material infrastructure and base of the tourism.

2. |Consumul turistic
intern/ Domestic
tourism consumption

Reprezintd ansamblul cheltuielilor facute de consumatorii-turisti pentru

cumpararea de bunuri si servicii cu motivatie turistica./ It represents the
total expenditures made by consumers-tourists for the purchase of goods
and services with tourist motivation.

3. [Valoarea adaugata
bruta din industriile
conexe turismului/
Gross added value
from tourism-related
industries

Se obtine prin Tnsumarea valorilor adaugate brute totale din industriile
conexe turismului, daca toata gama de servicii si produse este furnizata
nerezidentilor./ It is obtained by summing the total gross added value
from tourism-related industries, if the whole range of services and
products is provided to non-residents.
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Continuarea tabelului 1/ Continuation table 1

[35Y

2

3

4. |Valoarea addugata
bruta directa din
turism/ Direct gross
value added from
tourism

Reprezintd suma partii din valoarea adaugata bruta generata de subiectii
pietei turistice, care presteaza servicii turistice specifice industriei
turistice./ It is obtained by summing the total gross added value from
tourism-related industries, if the whole range of services and products is
provided to non-residents.

5. |Produsul intern brut
direct din turism/
Gross domestic

Este format din valoarea adaugata bruta provenitd din industriile conexe
turismului, la care se adauga valoarea adaugata bruta generata de subiec-
tii pietei turistice si impozitele generale de stat./ It is formed of the gross

product directly from
tourism

state taxes.

added value from the tourism-related industries, plus the gross added
value generated by the subjects of the tourism market and the general

Sursa: elaborat de autor/ Source: developed by author

Dupa cum am mentionat anterior, analistii
statisticieni masoara dimensiunile consecintelor
economice ale industriei turismului prin evaluari
directe, indirecte sau stimulate, in functie de
sursele disponibile de colectare a informatiilor
statistice.

Cu toate acestea, in prezent, pentru eva-
luarea dimensiunilor reale ale circulatiei turistice
si a impactului global al cheltuielilor efectuate
de un turist, in timpul célatoriei si sejurului sau,
statisticile turismului nu se dovedesc Inca sufi-
cient de cuprinzatoare.

Daca, in formele turismului organizat,
rapoartele statistice ale agentiilor de turism
detailiste si ale tur-operatorilor, referitoare la
incasdrile obtinute de la participanti la progra-
mele derulate, ofera o imagine asupra volumului
valoric si asupra componentelor de servicii ale
activitatilor prestate sau intermediate, in cazul
turismului neorganizat, partial si in formele
turismului semiorganizat, statisticile turismului
nu oferd o imagine concreta: nici in ceea ce pri-
veste nivelul cheltuielilor angajate de partici-
panti, nici cu privire la efectul multiplicator al
turismului asupra economiei nationale [4].

De exemplu, pentru efectuarea unei cala-
torii pe cont propriu la o destinatie turistica
determinata, turistul respectiv isi procurd singur
biletul de calatorie, fie la transportul terestru,
fie la cel aerian sau la cel naval. Astfel, aceste
cheltuieli se vor regasi numai in incasarile
totale ale societdtii respective de transport, fara
posibilitatea de a masura impactul acestor chel-
tuieli asupra realizarilor industriei turismului.

Tn mod similar, costul carburantului con-
sumat intr-o calatorie de vacantd cu autoturis-

As mentioned above, statistical analysts
measure the magnitude of the economic con-
sequences of the tourism industry through direct,
indirect, or stimulated assessments, depending
on the available sources of statistical infor-
mation.

However, at present, in order to assess the
real dimensions of tourism traffic and the overall
impact of travel expenses incurred by a tourist
during his travel and stay, tourism statistics are
not yet sufficiently comprehensive.

If in the forms of organized tourism the
statistical reports of the tourism agencies and
tour operators regarding the receipts from the
participants in the carried out programs, provide
a picture of the volume of value and of the ser-
vices components of the provided or interme-
diate activities, then in the case of unorganized
tourism, partially, and in the forms of semi-
organized tourism, tourism statistics do not pro-
vide a concrete picture of the level of spending
incurred by participants and on the multiplier
effect of tourism on the national economy [4].

For example, to travel on own account at
a designated tourism destination, the tourist
buys the ticket for travel either on land, air or
sea. Thus, these expenditures will be found only
in the total receipts of the respective transport
company, without the possibility of measuring
the impact of these expenditures on the achie-
vements of the tourism industry.

Similarly, the cost of fuel consumed on a
holiday trip with the passenger’s own car will
not be found as a distinct position in the Peco
station’s accounting where it has been fuelled,
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mul propriu al turistului nu se va regdsi ca o
porzitie distincta in contabilitatea statiei Peco,
unde a avut loc alimentarea, nemaivorbind si de
diverse cheltuieli generate de pregdtirea cala-
toriei si de deplasarea propriu-zisa.

Facand abstractie de acest exemplu, in
metodologia statistica, analistii statisticieni se
declara unanim de acord ca turismul exercita un
impact puternic asupra tarilor receptore de turisti.

Concluzie

In momentul actual, activitatea turistica
este dificil de masurat, fie ca este vorba despre
turismul local, regional, national si, mai ales, cel
international. Pand nu demult, oferta turistica era
calculatd doar sub forma numarului de paturi
existente in unititile de cazare, iar cererea tu-
ristica era considerata ca fiind expresia numarului
de innoptari si de sosiri pentru o destinatie/
regiune/tard. Acesti indicatori sunt utili, insd nu
indicd Intreaga activitate turisticd a unei tari. De
aceea, in ultimii ani, s-au facut eforturi in directia
stabilirii unui sistem de colectare a unor date
statistice mai complexe pentru a indica marimea
efectelor turismului.

O statistica eficientd are, de asemenca,
nevoie de date cu privire la structura cererii si
ofertei turistice n dezvoltarea sectorului. Tn plus,
un sistem de informatii bine pus la punct sta la
baza unui proces de planificare eficient la nivel
de tara. Planificarea strategicd incepe cu un diag-
nostic ce include date cu privire la piata-tinta,
care este calitatea infrastructurii turistice, baza
tehnico-materiala, unitatile de agrement etc.

n Republica Moldova, dimensiunile indus-
triei turistice sunt inca neclare, datorita faptului ca
nu exista informatii statistice relevante. Tn aceste
conditii, relatia turismului cu multiplele ramuri
ale economiei nationale a determinat autorul sa
cerceteze acest subiect, pentru a stabili interde-
pendenta sa cu alte industrii si pentru a estima
ponderea reala a turismului in PIB.

In aceste conditii, dimensiunile econo-
mice ale turismului trebuie analizate prin prisma
consumului turistic pe care il efectueaza turistul
in tara de destinatie turisticd. Printre aceste ser-
vicil, se numara:

e serviciile de cazare, inclusiv cele din me-
diul privat;

e serviciile de alimentare, inclusiv cele din
unitatile de alimentatie din afara struc-
turilor de cazare;

e serviciile excursioniste;
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not to mention the various expenses generated
by travel preparation and travel itself.

Making an abstraction from this example,
in statistical methodology, statistical analysts
unanimously agree that tourism exerts have a
strong impact on recipient countries of tourists.

Conclusion

Currently, tourism activity is difficult to
be measured, whether it is about local, regional,
national or, above all, international tourism.
Until recently, the tourism offer was calculated
only as the number of beds in the accommo-
dation units and the tourism demand was con-
sidered as the expression of overnight stays and
arrivals for a destination/ region/ country. These
indicators are useful, but do not indicate the
entire tourism activity of a country. Therefore,
efforts have been made in recent years to set up
a system to collect more complex statistical
data in order to indicate the magnitude of the
effects of tourism.

Efficient statistics also need data on the
structure of tourism demand and supply in the
sector’s development. In addition, a well-esta-
blished information system is at the heart of an
effective planning process at the country level.
Strategic planning starts with a diagnosis that
includes data on the target market, which is the
quality of the tourism infrastructure, the techni-
cal-material base, recreational facilities, etc.

In the Republic of Moldova the dimen-
sions of the tourism industry are still unclear,
due to the lack of relevant statistical informa-
tion. Under these circumstances, the relationship
of tourism with the multiple branches of the
national economy has led the author to inves-
tigate this issue, in order to establish its inter-
dependence with other industries and to estimate
the real share of tourism in GDP.

Under these circumstances, the economic
dimensions of tourism must be analysed in terms
of tourism consumption made by the tourist in
the country of destination. These include:

e accommodation services, including those
in the private environment;

o food services, including those from food
units outside accommodation facilities;

e excursion services;

e air transport if operated by a national com-
pany, domestic tourism transport, inclu-
ding transport hiring;
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e transportul aerian, daca este operat de
catre o companie nationald, transporturile
turistice interne, inclusiv inchirierile de
transporturi;

e consumul de bunuri si servicii;

e agrementul.

Importanta existentei unor asemenea date
si modul de masurare a acestora sunt incontes-
tabile pentru monitorizarea statistica.

Aceasta evidentiaza necesitatea de a face
unele modificari in metodologia folosita de catre
BNS, pentru a deschide calea catre posibilitatea
introducerii Contului Satelit al Turismului, cu
scopul de a obtine o imagine economicd mult
mai fiabila.

e consumption of goods and services;
e recreation.

The importance of existence of such data
and the way they are measured are indisputable
for statistical monitoring.

This highlights the need to make some
changes to the methodology used by the NBS to
pave the way for the introduction of the Tourism
Satellite Account in order to achieve a more
reliable economic picture.
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Tn acest articol, sunt examinate concep-
tiile contemporane ale spiritului de lider si
lucrul in echipa realizate in cadrul organiza-
tiilor de business. In conditiile unor schimbdri
dinamice, o mare importanta se acorda avanta-
jelor pe care le au echipele de tip lider. Aplica-
rea acestora este posibila in baza coachingului.
Cercetarile efectuate de autori la un sir de
Intreprinderi, care functioneaza in Republica
Moldova, permit tragerea unor concluzii, rapor-
tate la posibilitatea i oportunitatea utilizarii,
aici, a viziunii analizate in articol.

Cuvinte-cheie: leadership, teams, changes,
teambuilding, leaders’ tasks, coaching, coaching
work, model de echipa, echipe interfunctionale.

JEL: M12.

Introducere

Succesul oricarei companii depinde de
angajatii ei, eficacitatea si motivatia lor. Cum
putem obtine rezultate inalte de la angajati? In
ce mod sd-i interesam de aceasta? Cu ajutorul
caror metode putem mentine spiritul de colabo-
rare in echipe, sa trecem peste diverse opozitii,
pentru atingerea capacititii concurentiale a
schimbarilor 1n organizatii? Bazdndu-ne pe inte-
legerea importantei si actualitatii spiritului de
lider si formarii echipelor in conditiile schim-
barilor dinamice ale mediului exterior, vom
apela la modelele si metodele de realizare a
spiritului de lider, orientat spre eficacitatea echi-
pelor. Cercetatorii sustin cé, daca inainte condu-
catorii tindeau sa obtina rezultate, In primul
rand, prin remodelarea propriului stil si dezvol-
tarea competentelor lor, acum, insa, liderii vor sa
schimbe comportamentul angajatilor lor, aju-
tdndu-i sa capete aptitudini de colaborare si sa
excluda relatiile de confruntare [1; 3; 4; 5].

Astfel, renumitul business-consultant S.
Seksnea ne aduce drept exemplu corelatia dintre
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The article discusses the current issues of
leadership and team performance in business
organizations. In conditions of dynamic changes,
the actualization of teams’ advantages based on
leadership is very important. Their implementa-
tion becomes possible due to coaching. The study
conducted by the authors on a number of com-
panies leads to the conclusion that the analysed
approach is not only possible at those companies
but also in their interest.

Key words: leadership, teams, changes,
teambuilding, leaders’ tasks, coaching, coaching
work, types of teams; cross-functional teams.
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Introduction

Success of any company depends on its
employees, their performance, and motivation.
How to achieve the high performance of emp-
loyees? How to provoke their interest in top results?
What steps could maintain the cooperation in
teams and overcome the different kind of
opposition to the changes that are necessary for
the achievement of competitiveness? Given the
significance and current necessity of leadership
and teambuilding in conductions of dynamic
environment changes, it is important to analyse
the models and styles of leadership focused on
team efficiency and high performance. According
to researchers, whereas previously the top mana-
gers sought to achieve the results mainly by
transforming their own style and developing their
own competencies, now the leaders seek to
change the behaviour of their own employees by
helping them to acquire the cooperation skills and
exclude the confrontation [1; 3; 4; 5].

Thus, the famous business consultant
S. Shekshnia refers to the experience of one of
the leaders known to him and gives the following
correlation of these two components of the
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doua componente ale procesului de formare a
spiritului de lider, bazandu-se pe experienta unui
conducator bine cunoscut de el. ,Eficacitatea
mea este determinatd de mine, In cel mai bun
caz, doar cu 20%, dar restul 80% — de acele
persoane, care lucreazd in echipd cu mine. in
ultimii trei ani, am lucrat foarte mult asupra
celor 20% ale mele, dar n-am facut nimic in ceea
ce priveste celelalte 80%. A venit timpul sa ne
focalizam asupra altor detalii” [5, p.27].

Metodologia de cercetare

A obtine rezultate in business, prin instrui-
rea si dezvoltarea angajatilor in procesul lucrului
in comun, devine un factor tot mai important, atat
pentru angajati, cat si pentru lideri, si a organiza-
tiei, in general. Dupa parerea noastra, In aceasta
privinta, trebuie accentuatd actualitatea abordarii
acestui subiect, care conditioneaza necesitatea de
a lua 1n considerare dezvoltarea si a liderilor, si a
angajatilor, care fac parte din echipa. Indivizii se
perfectioneaza mult mai repede decat colectivul si
aceasta poate constitui un impuls pentru crearea
organizatiilor eficiente. In acelasi timp, este de
mentionat faptul cd interactiunea liderilor cu
membrii echipei nu este lineard. Colaborarea lor
eficientd este posibild datoritd trecerii de la
paradigma fricii angajatului fatd de conducator,
supunerii directionale, la o noud paradigma de
incredere, a intelegerii reciproce, a responsabi-
litatii maxime si a implicarii maxime in procesul
ludrii deciziilor. O atare abordare poate fi carac-
terizatd drept o ,,putere usoarda” de influentare sau
coaching [7].

Clasicul spiritului de lider contemporan
(Peter Drucker) [4] mentiona aparitia, in sec.
XXI, a noii clase de lucratori, pe care el i-a
numit Knowledge workers — oameni liberi. Ei nu
depind de mijloacele de productie, pentru a crea
preturi, Intrucat dispun de cunostinte si abilitati
profesionale, pot trece dintr-o organizatie in alta,
se impun ca niste personalitati integre. Drucker
considera ca pe acesti oameni nu-i poti conduce
cu ajutorul managementului directiv in limitele
unei paradigme de conducere traditionala.
Asteptarile acestor angajati se rezuma la posibi-
litatea de a capata cunostinte suplimentare, de a-
si dezvolta potentialul de lider, la atentia per-
sonala a conducatorului fatd de ei, la relatiile de
colaborare si intelegere reciproci. Intrucat, in
companiile contemporane, atare angajati devin
tot mai multi si anume ei influenteaza rezultatele
businessului, consideram cd anume coachingul
devine o metoda solicitata si eficienta.

leadership process: “My performance, at best, is
20%, determined by me and the remaining
80% is determined by the people who work with
me. In the past three years, | have worked very
hard on my 20% but | have done nothing with
respect to those 80%. It is time to change the
focus” [5, p.27].

Research methodology

The achievement of results in business
through employees’ training and development in
teamwork becomes an increasingly important
factor for the employees themselves, for the lea-
ders, and the company as a whole. In this regard,
we should emphasize the current necessity for a
comprehensive and systemic approach towards the
analysed issue: it is important to take into con-
sideration the development of both leaders and
employees in the teams. Individuals are improving
much faster than a collective body. This fact could
be an impulse to build high performance teams
and organizations. At the same time, the relation-
ship between a leader and employees in a team is
certainly not a linear one. Their successful and
effective cooperation is made possible by the
transition from the paradigm of an employee’s fear
of the top management, directive submission,
towards the new paradigm of trust, mutual under-
standing, maximum responsibility, and maximum
involvement in the decision-making process. This
approach can be described as a “soft power” of
influence or coaching [7].

The classic author of contemporary leader-
ship, Peter Drucker [4], noted the emergence of a
new class of workers in the 21st century, which
he called knowledge workers. They do not de-
pend on means of production for creating value
because they possess the professional knowledge
and skills, can easily move from one company to
another, and to see themselves as full-fledge
individuals. P. Drucker believed that such people
cannot be managed in an autocratic managerial
style and within the framework of the traditional
management paradigm. Expectations of such
employees consist in the expectations of oppor-
tunities for acquiring additional knowledge, de-
veloping leadership potential, garnering personal
attention of a leader, fostering partnership and
mutual understanding. Given an increasing num-
ber of such employees in modern companies and
namely their decisive influence on the overall
business results, the coaching, to our mind, beco-
mes an effective and highly sought method of
managing people.
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Rezultate si discutii

In ultimele doua decenii, coachingul se
dezvolta activ ca o filozofie de conducere si o
metodologie, care permite colaborarea eficienta
intre conducdtori si angajati. Istoria sportiva a
termenului coaching, adicd antrenament, prega-
tirea pentru competitii, este cunoscutd de mult
timp. Astfel, in Grecia antica, coacherii profesio-
nisti pregiteau sportivii in vederea Jocurilor
Olimpice. In a doua jumitate a sec. XX, acest
termen din sport a patruns in domeniul busi-
nessului, in societate. Au aparut asemenea
notiuni, precum coachingul CEO (al persoanelor
de conducere principald), coachingul conducerii
supreme, coache-manager, business-coaching,
coachingul personal profesionist. Suplimentar,
vom examina rolul coachingului de echipa.
Toate aceste denumiri presupun metode utilizate
de anumite persoane, pentru a ajuta alte per-
soane 1n activitatea lor profesionala [2; 5; 6].

In prezent, au aparut multe lucriri cu
privire la coaching si s-a formulat o parere
comund despre importanta, principiile si pers-
pectivele acestuia. In continuare, vom exempli-
fica anumite definitii.

Astfel, renumitul expert Myles Downey
considera coachingul o artd de a oferi ajutor,
pentru a mari auto-eficacitatea, invatandu-i si
dezvoltandu-i pe altii [2]. Savantul John Whit-
more raporteazd emanciparea angajatului la
scopul maximizarii eficacitatii lui [7]. Autorul T.
Golvi, de asemenea, considerd cid, anume, coa-
chingul permite dezviluirea potentialului per-
sonal, in asa fel, ajutandu-1 sa atinga eficacitatea
maxima [6].

Eficacitatea, care poate fi obtinuta datorita
coachingului, conditioneaza utilizarea acestuia
pe scard largd in organizatiile de business. Dar,
dupa parerea noastrd, coachingul nu poate servi
ca panaceu pentru toate problemele. De ase-
menea, nu este bine sd-l examinim ca pe un
instrument ,,tehnocratic”, separat de management.
Coachingul presupune efectuarea interactiunii
angajatilor si a conducdtorilor in rezolvarea pro-
blemelor de afaceri, in limitele comunicarii
neformale dominante, bazate pe principiile de
tutelare, consultare, instruire si mentorat. Ca o
forma de utilizare a lui, poate servi convorbirea,
discutarea neformala in dialog a unor probleme si
alternative de solutionare a lor. In aceastd pri-
vintd, vom mentiona cd mulfi specialisti (vezi
bibliografia) sustin, pe bund dreptate, In procesul
coachingului, sensul componentului de instruire,
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Results and discussions

In the last two decades, coaching is acti-
vely developing as a management philosophy and
methodology, which allows establishing effective
cooperation between the leadership and em-
ployees. The history of the term “coaching”
comes from sports meaning training or prepara-
tion for the competition. In ancient Greece, for
example, professional coaches prepared athletes
for the Olympic Games. In the second half of the
XX century, this sports term penetrated into
business and society and as a result, the new
concepts have emerged: CEO (chief executive
officials) coaching, top management coaching,
coach manager, business coaching, and personal
carrier coaching. In addition, there is the con-
cept of team coaching that is of our particular
interest. All of them are about the methods used
by some people in order to provide assistance to
other people in their carrier or professional
activities [2; 5; 6].

At present, there is a rich literature on coa-
ching. The studies provide practically a common
view on its importance, principles, and prospects.
We shall focus only on some of the exiting
definitions.

For example, the well-known expert, Myles
Downey, believes that coaching is the art of
facilitating the development, learning, and perfor-
mance of another [2]. The scholar John Whitmore
suggests that coaching is unlocking people’s
potential to maximize their own performance [7].
Of similar view is T. Gallwey who thinks that coa-
ching unlocks human’s potential and helps him to
maximize his own performance [6].

The high performance that stems from
coaching determines the wide application of coa-
ching in business organizations. To our mind,
however, coaching cannot be seen as a panacea
for all problems or as a mere separate “techno-
cratic” management tool. Coaching involves the
interaction of managers and employees in solving
business problems within the framework of pre-
vailing informal communication based on the
principles of mentoring, counselling, training,
and mentoring. Its application largely is done
through the conversation, informal dialogue, dis-
cussion of questions and alternatives to their
solution. In this regard, let us note that many
scholars (see the bibliography) rightly value the
“training” component in the coaching process. As
a result of coaching, there is a mutual enrichment
of the knowledge of managers and employees
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respectiv, este vorba de o Tmbogitire bilaterala de
cunostinte a conducatorilor si angajatilor, privind
efectuarea cat mai eficienta a lucrului comun,
datoritd cunostintelor capatate, care conditioneaza
colaborarea eficace si unitatea tuturor par-
ticipantilor, pentru a obtine un rezultat maximal.

Dupa parerea noastra, este important s se
atragd atentia asupra partii conceptuale a pro-
blemei. Echipele unite cu efect sinergetic, care
conditioneaza atingerea scopurilor dorite, in ma-
re parte, sunt un rezultat al coachingului. Deci,
abordarea constructiva a coachingului reprezinta
dezvoltarea si aplicarea acestuia, ca fiind un stil
al spiritului de lider. Acest fapt permite analiza-
rea lui ca pe un stil de coaching.

Tn atare calitate a sa, coachingul va facilita
realizarea mult mai deplina a potentialului per-
sonal al angajatilor.

In continuare, vom remarca niste carac-
teristici comparative ale stilului traditional si de
coaching, privind spiritul de lider.

that aim at the best implementation of joint work.
That goal is achieved because of the jointly
acquired knowledge and skills which, in their
turn, determine the effective cooperation and
cohesion of all participants in order to achieve
the best result.

It is important to mention the conceptual
aspects of coaching. Cohesive teams with a
synergy effect, which determine the achievement
of the desired goals, are largely the result of
coaching. In this regard, it seems that the positive
approach towards coaching consists in its deve-
lopment and application as one of the styles of
leadership.

Therefore, we can view it as a coaching
style. In such capacity, coaching contributes
to unlocking the full personal potential of
employees.

Below we provide some comparative cha-
racteristics of the traditional and coaching lea-
dership styles.

Tabelul 1/Table 1

Stilurile spiritului de lider/ Leadership Styles

Traditional/Traditional

Coachingul/ Coaching

1

2

o Stilul cosubordonator: relatii formale, o distanta
mare a puterii/ Subordinate style: formal
relations, high power distance,
posibile urmari comportamentale/ possible
behavioral consequences:

- subordonare/ submission
- frica/ fear
- stres/ stress

e Sustinerea din partea conducatorului, relatii
neformale preponderente/ Leader supporting
style, prevalence of informal relations,
posibile urmari comportamentale/ possible
behavioural consequences:

- responsabilitate personala/ personal
responsibility

- initiativa/ initiative

- entuziasm/ enthusiasm

e Remunerarea externa: stimularea bazata pe
nivelurile inferioare de necesitati/ External
reward: incentives based on lower-order needs,
urmdri/ consequences:

- sa-i intri in voie conducatorului/ please the
boss

- tensionarea relatiilor interpersonale/ tension in
interpersonal relationships

- conflicte distructive, confruntare/ negative
conflicts, confrontation

- construirea mecanismelor de aparare/ building
the protective mechanisms

e Remunerarea internd (motivarea —necesitati
supreme)/ Internal reward (motivation — higher-
order needs),
urmdri/ CONsequences:

- satisfacerea necesitatilor clientilor/ clients
satisfaction needs

- conflicte constructive/ positive conflicts

- unire/ cohesion

- colaborare/ partnership (cooperation)

- sinergie/ synergy
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Continuarea tabelului 1/ Continuation table 1

1

2

o Legitura directa/ Direct communication,
domina/ prevalence of:
- indicatiile/ directions
- directivele/ instructions
- ordinele/ commands
- comenzile/ orders
urmarile/ consequences:
¢ Legatura inversd/ Feedback:
- incdlcarea termenelor/ failure to meet
deadlines
- calitatea insuficientd/ insufficient quality
- lipsa posibilitatilor noi/ lack of new
opportunities

e Legatura directa/ Direct communication,
domina/ prevalence of:

- convorbirile, discutiile Tn dialog, tutelarea,
instruirea, consultarea, instruirea prin exem-
plul propriu/ discussions, dialog, mentoring,
training, conseiling, learning by example

- integrarea in proces/ inclusion in the process,

urmarile/ consequences:

e Legatura inversa/ Feedback:

- 0 noud viziune asupra problemelor cunoscute/
new vision of known problems

- idei noi, decizii noi de solutionare a proble-
melor cunoscute/ new ideas, new methods
for solving known problems

e Componentele stilului comportamental/
Components of behavior style,
persista/ prevalence of:
- Tnvinuiri/ accusations
- observatii/ reprimands
- sanctiuni/ sanctions
- nemultumiri/ dissatisfaction
- iritare/ irritation
- atitudine pesimistd/ pessimistic attitude

e Componentele stilului comportamental/
Components of behaviour style,
persista/ prevalence of:
- incurajari/ incentives
- sustinere/ support
- Intelegere/ understanding
- optimismul Tn perceperea viitorului/ optimistic
perception of the future
- colaborare/ partnership (cooperation)

o Atitudinea fata de schimbari/ Attitude to

changes,

sunt percepute doar/ are seen only:

- ca 0 amenintare/ as a threat

- atmosfera in grup — suspecta din ambele
parti,distructiva/ group atmosphere is mutually
suspicious, negative

- nivelul de unire de tip-lebada, rac, stiuca/
unity degree: “swan, cancer,
and pike”

e Atitudinea fata de schimbari/ Attitude to

changes,

sunt percepute doar/ are seen only:

- schimbarile ca fiind un pas spre succes/
changes are steps to success

- relatii de incredere/ trust-based relations

- decizii indraznete, riscante/ bold and risky
decisions

- unirea — toti formam o echipa/ unity: “we are
all one team”

Sursa: alcatuit de autori in baza surselor [2;3;5; 7]/ Source: compiled from the sources [2;3;5;7]

Din comparatiile prezentate mai sus, pu-
tem trage concluzii, pe care noi le consideram
importante pentru lideri si echipele lor. Pentru a
dezvolta colaborarea si a crea echipe unite cu
efect sinergetic, liderul-coacher trebuie sa aiba
griji de conditiile care permit angajatilor sa-gi
manifeste cele mai bune calitati personale si, in
aceastd baza, sa formeze aptitudini comune, care
ar corespunde interactiunii eficace de echipa, in
procesul atingerii scopului comun.

Ei se raporteaza la asemenea necesitéti ale
angajatilor, precum demonstrarea propriilor ca-
pacitati, a respectului, a succesului si cu astfel de
calitati, cum ar fi independenta, initiativa, res-
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Based on the above comparison, we can
draw important conclusions for leaders and
teams. In order to promote cooperation and build
a cohesive team with a synergy effect, the coa-
ching leader must take care of the conditions that
would allow employees to express their best
personal qualities, and on this basis to develop
the cooperation skills relevant for the effective
teamwork in achieving a common goal.

Those conditions are related to the follo-
wing workers’ needs: self-expression, respect,
success as well as the following abilities: inde-
pendence, initiative, responsibility, sense of risk
and purpose, desire for innovation.



BUSINESS SI ADMINISTRARE / BUSINESS AND ADMINISTRATION

ponsabilitatea, simtul riscului, dorinta de a-si
atinge scopul, tendinta spre ceva nou.

Manifestarea lor este posibila doar dato-
ritd influentei firesti a managerului asupra anga-
jatilor, adica, a spiritului de lider, efectuat n baza
coachingului. Dar cele mai importante realizari
din lumea de afaceri, care inspira, dupd cum con-
sidera multi cercetatori [3; 5; 7], nu sunt doar rea-
lizari personale, dar cele ale unei echipe eficiente,
care lucreaza dupa regulile de lider si se caracteri-
zeaza printr-o culturd organizationald aparte, care i
determind pe oameni sa faca schimbari.

Dupa parerea noastrd, spiritul eficient de
lider are legatura cu stilul carismatic, corectional
si etic, In esenta sa, al conducdtorului. Drept
sursa a influentei sale ne pot servi urmatoarele
caracteristici comportamentale si de cultura
organizationald — o viziune strategica clard si
bine delimitatd de toti colaboratorii, educarea
liderilor, formarea unui sistem de valori corpo-
rative, increderea — ca un mecanism de influenta,
crearea atmosferei si a culturii schimbarilor,
consolidarea 1increderii fiecaruia in propriile
puteri si a autorealizdrii in atingerea scopurilor
echipei, mandria pentru echipa, care ar motiva
personalul sé actioneze cu o intensitate, produc-
tivitate si eficacitate sporite.

Analizdnd importanta realizarii potentialului
propriu-spiritual, emotional, mental si fizic, vom
mentiona cd dezvoltarea personala are loc mai
rapid, decét cea colectiva. In legatura cu aceasta,
formarea unei echipe eficiente unite va fi determi-
nata de capacitatea de dezvoltare si perfectionare a
membrilor ei. Tn‘gelepciunea este un adevar: ,,Ca sa
schimbam lumea, trebuie sd ne schimbam pe noi
ingine” [7, p.38]. Specialistii afirma ca calitatile
personale, ce caracterizeazd dezvoltarea si per-
fectionarea individului este gandirea deschisa.
Acesta este unul dintre cei mai importanti factori ai
coachingului de lider. Dezvoltarea gandirii des-
chise este capacitatea individului de a se vedea nu
doar pe sine insusi. Atare tip de gandire aduce
rezultate pozitive atat persoanei, cat si echipei, din
care face parte acest individ.

Gandirea inchisa este orientata doar spre
sine. Este important de a sesiza diferenta dintre
acestea si influenta lor asupra dezvoltarii per-
dorite. La argumentarea abordarii spiritului de
lider si crearea echipelor eficiente cu ajutorul
coachingului, vom tine cont de conceptia de baza
— tipul de gandire influenteazd comportamentul
uman in orice moment i in orice situatie. Tipul

Their manifestation becomes only possible
if there is a stress-free influence of managers on
employees, or leadership, which is carried out
through coaching. At the same time, the most
significant and inspiring achievements in the
business world, according to many researchers
[3; 5; 7], are not just personal achievements but
the achievements of a highly performing team
that works in accordance with the leadership
rules and a certain organizational culture that sets
people up for change.

To our mind, the effective leadership stems
from the transformative, charismatic, and ethic
style of a leader. The sources of his influence are
based on the following elements of behavioural
and organizational culture: existence of a clear,
shared by all employees’ strategic vision and
values, the corporate values system, the trust as a
mechanism of interaction; education of leaders
and creation of a special atmosphere and culture
of change. They also include bolstering eve-
ryone’s’ belief in their own strength and self-
fulfilment in order to achieve team goals and
taking pride for the team that motivates staff to
exceed the usual level of intensity, productivity,
and performance.

While considering the importance of maxi-
mizing the personal potential — spiritual, emo-
tional, mental and physical, we should keep in
mind that the personal development is done faster
than the collective one. In this regard, the building
of an effective cohesive team is determined by the
ability for development and improvement of the
participants in a team. The true wisdom is the
following saying: “To change the world, you must
change yourself” [7, p.38]. In this context, experts
name an outward mind-set as one of the personal
qualities characterizing personal development and
perfection. That is one of the most important
factors of coaching leadership. The development
of outward mind-set is the ability to see beyond
oneself. This type of thinking brings positive
results to both the individual and the team where
that individual is a participant.

An inward mind-set is directed at oneself. It
is important to see their difference and the impact
on development of an individual and on the
possibility of achieving the desired results. In jus-
tifying the approaches to leadership and building
effective teams through coaching, we shall be
guided by the fundamental concept: the mind-set
influences the behaviour of a person at any time
and in any situation. The mind-set determines

Revista / Journal ,,ECONOMICA” nr.2 (104) 2018



BUSINESS SI ADMINISTRARE / BUSINESS AND ADMINISTRATION

de gandire determina tot ce face si cum colabo-
reazd el cu alti angajati intr-o organizatie sau
echipa. Gandirea deschisa faciliteaza procesul de
efectuare a lucrului comun, condus de altcineva.
Intelegerea importantei gandirii deschise si ma-
nifestarea ei de catre fiecare membru al echipei
faciliteazd crearea echipelor si organizatiilor
inovative, autodidacte si gata de colaborare.

Schimbarea tipului de gandire influenteaza
schimbarea comportamentului si atingerea rezul-
tatelor scontate. Aceasta are loc din cauza schim-
barii respective a tipului de interactiune a per-
soanelor in echipd. Tipul de gandire deschisa va
facilita colaborarea, spre deosebire de tipul care,
adesea, duce la confruntare si conflicte.

Spiritul de lider bazat pe coaching presu-
pune gandirea deschisd a membrilor echipei. In
schemele de mai jos, vom demonstra legatura
reciproca dintre tipurile de gandire, In contextul
schimbarilor planificate.

Rezultatele
actuale /
Current

Results

!

Com-
portament /
Behaviour

Tipul de gandire /
Mind-set

everything that a leader does and how he interacts
with other employees in, for example, an orga-
nization or team. An outward mind-set contributes
to openness in the process of working together, in
leading the others. Understanding the importance
of an outward mind-set and its manifestation by
each participant of the team contributes to the
creation of innovative, self-learning, and coope-
rative teams and organizations.

Changing the mind-set affects the behaviour
change and achievement of the desired results.
That happens because the type of people’s
interaction in a team changes accordingly. An
outward mind-set will facilitate cooperation
whereas an inward mind-set often leads to con-
flicts and confrontation.

Coaching style of leadership implies an
outward mind-set of team members. The diagram
below demonstrates the relationship between the
mind-set model and types of behaviour in the
context of planned changes.

Comportamentul
influenteaza rezultatele /
Behaviour drive results

Tipul de gdndire determina alegerea

comportamentului de cdtre persoand

si eficacitatea acestui comportament /
Mindset informs which behavior a person

choses and the effectiveness of those behaviours

Figura 1. Modelul tipurilor de gandire / Figure 1. The Mindset Model
Sursa: alcatuita de autori in baza sursei [7, p.37]/ Source: compiled from the sources [7, p.37]

In cercetarile Institutului Arbinger (SUA),
subliniindu-se importanta modelului dat, se men-
tioneaza ca incercarile de a face modificari doar
in schimbarea comportamentului, fara a schimba
tipul de gandire, vor esua cu o probabilitate mai
mare, In comparatie cu incercirile de a modifica
nu doar comportamentul, dar si tipul de gandire.
Figura 2 ne demonstreaza schema gandirii des-
chise pentru organizatie (echipd).
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The research conducted by the Arbinger Insti-
tute (USA) demonstrates the substance of the
above presented model: the attempts to conduct
the changes only on the basis of behavioural
changes without mind-set changes are more likely
to fail when compared to the attempts to conduct
the changes on the basis of behavioural and mind-
set changes. The figure 2 shows the organizational
(team) outward mind-set model.
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a vedea necesitatile lor,

scopurile, problemele/
see their needs, objectives, challenges

Proprietarii /
Owners

Organizatia

Tn fiecare directie:/
In each direction:
1. Conducerea altora/ see others
2. Aplicarea eforturilor/ adjust efforts
3. Evaluarea influentei/ measure
impact

a vedea necesitatile lor,
scopurile, problemele/

- o)

PO = = (@] . . .
avedea_necesna;lle lor, 58 (echipa) / & = @ see their needs, objectives,
scopurile, problemele/ S & Organization 33 challenges

see their needs, objectives, oo (team) o =
w

challenges

Colaboratorii /
Workforce

a vedea necesitatile lor, scopurile,
problemele/
see their needs, objectives, challenges

Figura 2. Schema gandirii deschise pentru organizatie (echipa) /
Figure 2. The Outward Mindset at Work (of a Team)
Sursa: alcatuita de autori in baza sursei [7, p.37]/ Source: compiled from the sources [7, p.37]

Bazatd pe gandirea deschisa, abordarea-
coaching este identica atat la nivel individual,
cat si la cel de echipd sau de organizatie. Creand,
la fiecare dintre aceste niveluri, scheme ale
gandirii deschise, pot fi atinse rezultatele plani-
ficate sau dorite in procesul schimbarii. Echipele
construite dupd principiul gandirii deschise se
caracterizeaza prin faptul cd membrii acestora
sunt gata sa lucreze, ajutandu-i pe cei fata de
care resimt responsabilitate (colegi, proprietari,
colaboratori, clienti).

In asemenea echipe, se consolideazi rela-
tii trainice de afaceri, care se caracterizeaza prin
ajutor reciproc si incredere. Organizatia, care este
constituitd din asemenea echipe si colaboratori,
va fi una cu procese reformatate, incepand de la
misiune, conducere, strategie de dezvoltare a
companiei, pana la structurd si sistemele ei.
Problema rezida in modalitatea de a le aduce la
cunostinta echipelor si tuturor membrilor organi-
zatiei faptul cd ei trebuie sd fie responsabili,
disciplinati, orientati spre un rezultat comun si
cum ar trebui sa creeze conditii, pentru a deveni
colaboratori tot mai utili, care sd asigure atingerea
scopului scontat. Gandirea inchisa, deseori, este
cauza eficacitatii joase a activitdtii oamenilor, a
membrilor echipelor din organi