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Articolul releva importanta si rolul efor-
turilor de dezvoltare a exportului Republicii
Moldova, in contextul cadrului normativ si insti-
tutional actual. Atdat dinamizarea exporturilor,
in ultima perioadd, cat si reorientarea acestora
spre destinatiile vestice, reconfirmd necesitatea
unor angajamente clare, care pot fi transpuse
atat la nivel de companie, cdt si la nivel sec-
torial. Viziunea de dezvoltare a exportului si a
exportatorilor urmeazd sa accentueze, in spe-
cial, aceste eforturi.
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Introducere

In nota sa de argumentare a importantei
comertului, Bela Balassa, economist notoriu si
consultant al Bancii Mondiale, remarca, inca in
anii 80 ai secolului XX, ca statele, care se afld
intr-un stadiu incipient de dezvoltare, vor bene-
ficia, mai intéi, de pe urma specializarii in pro-
duse bazate pe resurse naturale, insa, pentru a
implica efectul cuvenit si beneficii superioare,
specializarea statelor in dezvoltare urmeaza sa se
adapteze modelului de avantaj comparativ mereu
n schimbare [1].

Evidente mai recente [2] confirma statis-
tic aceste afirmatii. Numarul companiilor, care
intentioneazd sa-si extinda operatiile pe plan
international, este concentrat in entitatile, care,
deja, exportd (numér dublu de articole fatd de
acelea care opereaza in reteaua nationald), fapt
ce demonstreaza cid acestea au beneficiat, deja,
de avantajele extinderii pietei si doresc o forti-
ficare a pozitiei lor in urmitorii ani. In plus, spre
deosebire de companiile care opercaza doar pe
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Introduction

During the 80s of the 20th century, Bela
Balassa, a notorious economist and consultant of
the World Bank emphasized in his remark on the
importance of trade that countries, at an early
stage of development, would first benefit from
product specialization based on natural resources.
But in order to imply the appropriate effect and
superior benefits, the specialization of the deve-
loping countries is to be adapted to the com-
parative advantageous model of change [1].

More recent evidence [2] confirm these
statements. The number of companies intending
to expand their operations internationally is
concentrated in the already exportting entities (a
number twice higher of those operating natio-
nally), which demonstrates that they have already
benefited from the expansion of the market and
want to strengthen their position in the following
years. In addition, as opposed to companies
operating only on the local market, exporters are
more oriented towards growth, towards perfor-
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piata locala, exportatorii sunt mai mult orientati
spre crestere, adicd, spre performantd, avandu-se
in vedere investitiile de capital, lansarea de noi
produse, activitati de cercetare-dezvoltare etc.

In aceste conditii, integrarea Republicii
Moldova in fluxurile comerciale internationale
este nu numai o tendintd sincrona a evolutiilor
regionale si internationale, ci si cale logica de
dezvoltare pentru un stat precum R. Moldova,
vulnerabil sub aspect de resurse si pozitie geo-
graficd. Un export durabil genereaza beneficii
evidente pentru economia nationald, precum
cresterea volumului vanzarilor, reducerea riscurilor
nivel national si international, noi idei pentru
produse sau un proces de productie mai eficient.

Metode aplicate

Evaluarea mediului antreprenorial, din
perspectiva entitatilor exportatoare, are la baza
metodologia cantitativa si calitativa, aplicata si
in cuantificarea macroeconomica a exportului.
Sinteza, metoda istorica si cea comparativa au
contribuit la aprecierea eforturilor institutionale
in sustinerea exportului, iar metodele tabelara si
graficd au permis vizualizarea proceselor des-
crise n articol.

Baza informationald, in elaborarea mate-
rialelor expuse, este formatd din rapoarte si
publicatii ale organizatiilor internationale de
dezvoltare si consultantd (Banca Mondiala,
Gateway & Partners, PwC), iar din sursele locale
au fost utilizate datele Biroului National de
Statisticd, ale Serviciului Vamal, Proiectului
ACED (Proiectul Competitivitatea Agricold),
MIEPO (Organizatia de Atragere a Investitiilor
si Promovare a Exportului din Moldova), cadrul
normativ n vigoare.

Rezultate si discutii

Politici si institutii

Politicile ce tin de promovarea exportului
au evoluat odata cu modificarea cadrului legal si
institutional, conturand o viziune strategica spre
sfarsitul anilor 90 (tabelul 1).

Hotararile de Guvern [3] aferente politi-
cilor de promovare si stimulare a exportului, din
primii ani ai independentei Republicii Moldova,
inca faceau referire la Legea cu privire la regle-
mentarea importului si exportului de marfuri si
servicii, adoptatd In anul 1990 de catre Sovietul
Suprem al Republicii Sovietice Socialiste Moldo-
venesti (RSSM). Ulterior, s-a incercat funda-
mentarea liberalizarii exportului in baza de
Hotérare de Guvern (1993), insa acest exercitiu a

mance, taking into account capital investments,
launching new products, research and develop-
ment activities, etc.

Under these circumstances, the integration
of the Republic of Moldova into international
trade flows is not only a synchronous trend to
regional and international developments, but also
a logical development path for a state such as
Moldova, vulnerable in terms of resources and
geographical position. Sustainable exports bring
obvious benefits to the national economy, such as
increasing sales volume, reducing internal market
risk, developing national and international com-
petitiveness, new product ideas, or a more effi-
cient production process.

Applied methods

The assessment of the entrepreneurial en-
vironment from the perspective of the exporting
entities is based on the quantitative and quali-
tative methodology, applied also in the macro-
economic quantification of the export. Synthesis,
historical and comparative methods have contri-
buted to the appreciation of institutional efforts
in export support, and tabular and graphical
methods have allowed the processes described in
the article to be visualized.

The information base used in the elabo-
ration of the present work is made up of reports
and publications of international development
and consultancy organizations (World Bank,
Gateway & Partners, PwC), and from local sour-
ces data from the National Bureau of Statistics,
Customs Service, ACED (the Agricultural Com-
petitiveness Project), MIEPO (Moldova Invest-
ment and Export Promotion Organization), the
normative framework in force.

Results and discussions

Policies and Institutions

Export promotion policies evolved with
the change in the legal and institutional fra-
mework, outlining a strategic vision in the late
1990s (table 1).

The Government’s decisions [3] on export
promotion and export promotion policies in the
early years of Moldova’s independence were still
referring to the Law on the Regulation of Import
and Export of Goods and Services adopted in
1990 by the Supreme Soviet of the Moldovan
Soviet Socialist Republic (RSM). Subsequently,
the export liberalization was attempted under the
Government Decision (1993), but this exercise
failed rapidly (1994), yet to approve the Govern-
ment Decision no. 13 of January 1994 on the
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esuat rapid (1994), ca tot atunci sa fie aprobata
Hotararea de Guvern nr. 13, din ianuarie 1994, cu
privire la reglementarea exportului si importului
in anul 1994, document care aduce in premiera
decizia de a institui Comisia guvernamentala
pentru reglementarea comertului exterior, inves-
titii straine, asistenta tehnica si ajutor umanitar,
scopul declarat fiind ,, stimularea activitatii eco-
nomice externe, perfectionarea mecanismului de
reglementare a exportului si importului” [3].

Abordarea activitatii de promovare a
exportului de marfuri, ca notiune separatd, s-a
petrecut abia Tn anul 1998 (prin Hotirarea de
Guvern nr. 1147), cand se instituie un Grup pro-
vizoriu de coordonare a promovarii exporturilor
Republicii Moldova, pe langd Ministerul Eco-
nomiei si Reformelor de atunci. Acest Grup de
coordonare, format din reprezentantii ministe-
relor de resort, urma sa analizeze informatii
despre piata internd si externa, s identifice par-
teneri pentru Tncheierea de contracte comerciale,
sd asigure o activitate de promovare a exportului
pe piata mondiala, sd informeze afacerile straine
despre potentialul Republicii Moldova in scopul
promovarii exportului s.a.

Ca urmare a acestui exercitiu, prin Hota-
rarea de Guvern nr. 105 din februarie 1999, are loc
crearea unei structuri nationale separate, respon-
sabile de promovarea exportului [3] — Organizatia
de Promovare a Exportului din Moldova, subor-
donatd Ministerului Economiei. Noua entitate
urma sa aibd atributii in promovarea si dezvoltarea
exportului, diversificarea pietelor de desfacere,
precum si atragerea investitiilor straine.

In aceeasi perioadi, se contureazi si ca-
drul normativ de promovare a exporturilor, prin
adoptarea, n iunie 1999, a primei Strategii
nationale de promovare a exportului de marfuri
din Republica Moldova pentru anii 1999-2001.
Tn nota de argumentare, Strategia recunoaste ca
Republica Moldova depinde decisiv de ,,ampla-
sarea §i eficienta relatiilor economice externe,
Strategia urma sa facd fatd unor astfel de pro-
bleme, ca: orientarea geografica unilaterala spre
anumite piete din CSI, competitivitatea redusa a
marfurilor autohtone pe pietele externe s.a.,
propundnd mésuri de redresare a situatiei, pre-
cum identificarea produselor cu perspectiva
pentru export, lichidarea obstacolelor in calea
exportului, eficientizarea activitatii structurilor
publice responsabile de promovarea exportului,
organizarea pregatirii cadrelor din institutiile

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

regulation of export and import in 1994, docu-
ment that showed for the first time the decision to
establish the Governmental Commission for
regulation of foreign trade, foreign investments,
technical assistance and humanitarian aid, the
declared aim being “stimulation of the external
economic activity, the export and import regu-
lation mechanism” [3].

The approach to promoting the export of
goods, as a separate notion, did not take place
until 1998 (Government Decision No. 1147)
when a Provisional Export Promotion Coordina-
tion Group of the Republic of Moldova was set
up at the Ministry of Economy and Reforms. This
Coordinating Group, consists of representatives
of the relevant Ministries, was to analyse internal
and external market information, to identify
partners for the conclusion of commercial con-
tracts, to ensure export promotion activity on the
world market, to inform foreign affairs about the
potential of the Republic of Moldova in order to
promote the export, etc.

As a result of this exercise, through Go-
vernment Decision no. 105 of February 1999, the
creation of a separate national structure respon-
sible for export promotion [3] — Moldovan Export
Promotion Organization, subordinated to the
Ministry of Economy took place. The new entity
would have attributions in promoting and deve-
loping exports, diversifying outlets, and attracting
foreign investment.

At the same time, the normative frame-
work for export promotion is also shaped by the
adoption of the first National Export Promotion
Strategy of the Republic of Moldova for 1999-
2001 in June 1999. In the argumentation note, the
Strategy recognizes that the Republic of Moldova
is decisively dependent on the *location and
efficiency of external economic relations, the
possibilities to amplify its export” [3]. The stra-
tegy was to face such issues as: unilateral geo-
graphic orientation towards certain CIS markets,
reduced competitiveness of domestic goods on
foreign markets, etc., proposing measures to
redress the situation, such as identifying pro-
ducts with an export perspective, removing obs-
tacles in the direction of export, the efficiency of
the activity of the public structures responsible
for export promotion, the organization of staff
training in the respective institutions, the organi-
zation of the economic missions of the Republic
of Moldova, the financial assurance of the export,
the assurance of a stable offer of products on the
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respective, organizarea misiunilor economice ale
Republicii Moldova, asigurarea financiara a ex-
portului, asigurarea unei oferte stabile de pro-
duse pe piata externa, stimularea activitatilor de
reclama si publicitate comerciala externa etc.

Urmatoarea Strategic de promovare a
exportului (2002-2005) este, deja, una mai deta-
liata in actiunile ce urmau a fi intreprinse, foca-
lizdndu-se pe anumite sectoare/subsectoare prio-
ritare pentru export. Printre acestea, se numara
produsele agroalimentare, produse ale industriei
usoare, masini, echipamente, aparate. In acelasi
timp, noua Strategie de promovare a exporturilor
scoate 1n evidenta reperele politicii comerciale
externe — o inovatie a cadrului normativ de
atunci. Aceste repere se axeaza pe produse com-
petitive pentru piata externa, un mediu de afaceri
favorabil, atragerea investitiilor strdine si tehno-
logiilor avansate, determinarea cailor de acces
pe pietele externe de perspectivd, implicarea
statului Tn promovarea exportului si sustinerea
financiara a activitatilor promotionale.

Urmatorul exercitiu strategic s-a concen-
trat pe crearea unor conditii favorabile de atra-
gere a investitiilor in economia Republicii Mol-
dova si a asigurarii promovarii eficiente a expor-
turilor de marfuri si servicii autohtone. In acest
context, se hotdraste aprobarea Strategiei de
atragere a investitiilor si promovarea exporturi-
lor pentru anii 2006-2015 [3]. Documentul urma-
reste perfectionarea cadrului de politici in atrage-
rea investitiilor, promovarea investitiilor in infra-
structura, crearea parcurilor industriale, dezvol-
tarea exporturilor de marfuri si servicii prin dez-
voltarea regimurilor comerciale preferentiale, a
infrastructurii calitatii, promovarea exporturilor,
dar si consolidarea si dezvoltarea sectorului
exportului de servicii (in premierd, trecut ca
directie strategica). Noua Strategie nationald de
atragere a investitiilor si promovare a exporturi-
lor, pentru anii 2016-2020, recunoaste rolul-cheie
al investitiilor In dezvoltarea exporturilor si argu-
menteaza viziunea strategicd, in care industria
prelucratoare si serviciile orientate spre export
urmeaza sa constituie principalele sectoare-gazda
pentru noile investitii straine directe.

Cel mai probabil ca ralierea cadrului insti-
tutional la realitdtile comerciale externe a fost
mai latentd decat ajustarea normativa, dupa cum
Organizatia de Promovare a Exportului din
Moldova a activat aproape 15 ani fara revizuiri
substantiale. Abia, In 2014, se hotaraste crearea
Organizatiei de Atragere a Investitiilor si Pro-

foreign market, the stimulation of advertising
activities and external commercial advertising
and so on.

The next Export Promotion Strategy (2002-
2005) is already more detailed in the actions to
be undertaken, focusing on certain export prio-
rity sectors/subsectors. These include agri-food
products, light industry products, machinery,
equipment and appliances. At the same time, the
new export promotion strategy highlights the
strands of foreign trade policy — an innovation of
the normative framework since then. These mile-
stones focus on competitive products for the
foreign market, a favourable business environ-
ment, attracting foreign investments and advan-
ced technologies, determining access routes to
prospective foreign markets, state involvement in
export promotion, and financial support for
promotional activities.

The next strategic exercise focused on crea-
ting favourable conditions for attracting invest-
ments in Moldova’s economy and ensuring effi-
cient promotion of local goods and services.
Against this background, it is decided to approve
the Investment and Export Promotion Strategy
for 2006-2015 [3]. The document aims the
improvement of the policy framework to attract
investment, promote investment in infrastructure,
create industrial parks, develop exports of goods
and services through the development of pre-
ferential trade regimes, quality infrastructure,
export promotion, and the consolidation and
development of the export services (for the first
time passed as a strategic direction). The new
National Investment and Export Promotion Stra-
tegy for 2016-2020 recognizes the key role of
investment in export development and argues the
strategic vision in which manufacturing and
export-oriented services are to be the main host
sectors for new foreign direct investments.

It is most likely that the adjustment of the
institutional framework to external commercial
realities was more latent than the normative
adjustment, as the Moldovan Export Promotion
Organization has activated for almost 15 years
without substantial revisions. It is only in 2014
that the creation of the Moldova Investment and
Export Promotion Organization (MIEPO) is
decided by the transformation of the Export
Promotion Organization. The mission of the new
organization is synchronized with the evolution
of the national strategic framework, where the
export-investment link is a priority. Thus, MIEPO
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movare a Exportului din Moldova (MIEPO),
prin transformarea Organizatiei de Promovare a
Exportului. Misiunea noii organizatii este sin-
cronizata cu evolutia cadrului strategic national,
in care legdtura export-investitii este una priori-
tard. Astfel, MIEPO capatd misiunca [4] de a
sustine eforturile companiilor in vederea extin-
derii catre alte piete, diversificarea pietelor si
promovarea imaginii mércilor, sporirea competi-
tivitatii la nivel international, promovarea inves-
titiilor straine pe teritoriul tarii.

Dupa mai bine de 3 ani de activitate, in
contextul implementarii Strategiei de reformare
a administratiei publice, MIEPO urmeaza a fi
reorganizata prin fuziune cu Agentia Turismului
[5]. Organul nou-creat este Agentia de Investitii,
autoritate administrativa centrald din subordinea
Guvernului cu misiunea de a implementa politi-
cile statului Tn domeniile de promovare, atragere
si localizare a investitiilor, promovarea exportu-
lui si turismului, fortificarea diplomatiei econo-
mice si promovarea imaginii tarii.

has the mission [4] to support companies’ efforts
to expand to other markets, diversify markets and
promote brand image, enhance international com-
petitiveness, promote foreign investment across
the country.

After more than 3 years of activity, in the
context of implementing the Public Administra-
tion Reform Strategy, MIEPO is to be reorga-
nized by merging with the Tourism Agency [5].
The newly created body is the Investment Agency,
a central administrative authority subordinated to
the Government, with the task of implementing
state policies in the areas of promotion, attracting
and locating investments, promoting export and
tourism, strengthening economic diplomacy and
promoting the image of the country.

Tabelul 1/ Table 1

Evolutia cadrului normativ si institutional al politicilor de promovare
si dezvoltare a exportului Republicii Moldova/
Evolution of the normative and institutional framework of Moldova's
export promotion and development policies

An/ Cadrul normativ / An/ Cadrul institutional /
Year Normative framework Year Institutional framework
1 2 3 4
1990 |Legea cu privire la reglementarea importului si 1998 |Hotéarare de Guvern cu privire la
exportului de marfuri si servicii / Law on crearea Grupului de coordonare a
regulation of import and export of goods and activitatii de promovare a exportului
services de marfuri din Republica Moldova /
Government Decision on the Esta-
blishment of a Group for the Coor-
dination of Promotion of Goods
Exports in the Republic of Moldova
1993 |Hotarare de Guvern cu privire la liberalizarea 1999 |Hotéarare de Guvern cu privire la
exportului si importului de méarfuri in Republica crearea Organizatiei de Promovare a
Moldova / Government Decision on Exportului din Moldova / Govern-
Liberalization of Export and Import of Goods in ment Decision on the Establishment
the Republic of Moldova of Export Promotion Organization
of Moldova
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Continuarea tabelului 1/ Continuition table 1

1 2 3 4
1994 |Hotarare de Guvern cu privire la reglementarea | 2014 |Hotarare de Guvern cu privire la
exportului si importului in anul 1994 / Organizatia de Atragere a Investi-
Government Decision on export and import tiilor si Promovare a Exportului din
regulation in 1994 Moldova / Government Decision on
the Organization for the Attraction
of Investment and Export Promo-
tion of Moldova
1999 |Hotarare de Guvern cu privire la Strategia de 2018 |Hotarare de Guvern cu privire la
promovare a exportului de marfuri din Republica organizarea si functionarea Agentiei
Moldova pe anii 1999-2001 / Government Deci- de Investitii / Government Decision
sion on the Export Promotion Strategy of the on the Organization and Functio-
Republic of Moldova for 1999-2001 ning of the Investment Agency
2002 |Hotarare de Guvern cu privire la aprobarea
Strategiei de promovare a exportului pe anii
2002-2005 / Government Decision approving the
Export Promotion Strategy for 2002-2005
2006 |Hotarare de Guvern cu privire la aprobarea
si |Strategiei de atragere a investitiilor §i promovare
2016 |a exporturilor pentru anii 2006-2015 si Strategia
pentru anii 2016-2020/ Government Decision
approving the Investment and Export Promotion
Strategy for 2006-2015 and that for 2016-2020

Sursa: elaborat de autori in baza Registrului de Stat al actelor juridice ale Republicii Moldova/
Source: elaborated by author based on State Register of Legal Acts of the Republic of Moldova

Mediul antreprenorial

La baza evolutiilor cadrului normativ si
institutional, stau prioritatile politicilor privind
activitatea economicad externd, prioritati care
reflectd starea de lucruri a mediului antrepreno-
rial si, mai ales, a companiilor care exporta.
Conform datelor Serviciului Vamal al Republi-
cii Moldova [6], in anul 2016, au activat in tara
peste 1 900 de exportatori, sau In crestere cu
peste 19% fata de 2008. Totusi, ponderea expor-
tatorilor In numarul total de companii econo-
mic active ramane a fi foarte mic, de doar 3,7%.
Pentru comparatie, in Lituania, companiile ex-
portatoare ocupa circa 14-15% din numarul de
firme economic active, adicd o pondere de 4 ori
mai mare [7].

Desi putem cataloga Republica Moldova
drept o tara economic deschisa (luand in consi-
derare acordul de liber schimb cu UE, acordurile
bilaterale cu statele membre CSI, acordul de

Entrepreneurship

At the basis of the legislative and institu-
tional framework developments are the priorities
of the policies regarding the external economic
activity, priorities that reflect the state of affairs
of the entrepreneurial environment and, espe-
cially, of the exporting companies. According to
the Customs Service of the Republic of Moldova
[6], more than 1 900 exporters were active in the
country in 2016 or more than 19% more than in
2008. However, the share of exporters in the total
number of economically active companies remains
small, only 3.7%. For comparison, in Lithuania
[7], exporting companies occupy about 14-15%
of the number of economically active companies,
at a 4 times higher share.

Although we can consider the Republic of
Moldova as an open economic country (taking
into consideration the free trade agreement with
the EU, the bilateral agreements with member
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comert liber cu Turcia etc.), ponderea foarte
mica a exportatorilor in numarul total de com-
panii constituie un semn de Tngrijorare, mai ales
stiind ca exportatorii sunt companii mai perfor-
mante decéat non-exportatorii.

Tn plus, conform datelor Serviciului Vamal
si ale Biroului National de Statistica [8], putem
deduce performanta companiilor exportatoare in
baza urmatoarelor constatari:

» desi ocupd o pondere de doar 3,7% din
numarul total de companii economic acti-
ve, exportatorii angajeazd mai mult de
14% din numarul de salariati pe economie;

»  exportatorii cumuleaza mai mult de 24%
din cifra de afaceri a tuturor companiilor
din tara;

» exportatorii genereazd mai mult de 29%
din profitul tuturor companiilor din tara.
Este evident — cu cat va creste numarul de

exportatori, cu atat se va mari si numarul com-
paniilor mai performante, in conditiile in care
doar 3,7% dintre companii (exportatori) gene-
reaza aproape 1/3 din profitul agentilor econo-
mici pe tard. Fiind expusi pietelor externe,
exportatorii sunt nevoiti sa se adapteze unor con-
ditii mai dure de concurentd, calitate si pozi-
tionare pe piata. Acest lucru reconsidera modelul
lor de business si transpune pe intern reguli mai
clare de joc si 0 mai buna performanta.

Aceste eforturi tin, nemijlocit, si de piata
de desfacere, pe care activeaza exportatorii. In
ultimul deceniu, exporturile moldovenesti au
suferit schimbari esentiale. Unele industrii (de
exemplu, vinificatia) au resimtit schimbari struc-
turale importante, stimulate de embargourile
Federatiei Ruse in 2006 si 2013-2014, acum
reprezentdnd un exemplu de bune practici in
stabilirea pozitiei competitive pe piata interna-
tionala. Valoric, exporturile de marfuri au tota-
lizat peste 2,4 mird USD 1n 2017, volum supe-
rior celui realizat in anul 2016 cu 18,6% [8].

Acordul de Liber Schimb RM-UE (2014) a
sustinut eforturile depuse de producétorii autohtoni
pentru patrunderea pe piata UE, astfel, incat
exporturile catre UE au crescut, in mod constant,
insumand mai bine de 1,5 mird USD sau 65,8%
din exporturile nationale in 2017, ceea ce consti-
tuie cu 19,9% mai mult fata de 2016. Tarile CSI au
fost prezente n exporturile Republicii Moldova cu
0 pondere de 19,1% (sau 462,9 min USD).
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states of CIS, free trade agreement with Turkey,
etc.), the very low share of exporters in the total
number of companies is a sign of concern, expor-
ters are more performing than non-exporters.

Moreover, according to the data of the Cus-
toms Service and the National Bureau of Statis-
tics [8], we can deduce the performance of the
exporting companies on the basis of the follo-
wing findings:

» although it accounts for only 3.7% of the
total number of economically active compa-
nies, exporters employ more than 14% of
the number of employees in the economy;

» exporters accumulate more than 24% of the
turnover of all companies in the country;

» exporters generate more than 29% of the
profits of all companies in the country.

It is obvious — the higher the number of
exporters, the higher the number of companies, as
only 3.7% of companies (exporters) generate al-
most 1/3 of the country’s economic profit. Being
exposed to foreign markets, exporters are forced
to adapt to tougher conditions of competition,
quality and market positioning. This reconsiders
their business model and transposes internally
clearer game rules and better performance.

These efforts are also directly linked to the
exporters’ market. Over the last decade, Moldo-
van exports have undergone major changes.
Some industries (such as winemaking) have
experienced significant structural changes, dri-
ven by Russian embargoes in 2006 and 2013-
2014, now being an example of good practice in
establishing a competitive position on the inter-
national market. In numbers, exports of goods
amounted to more than $ 2.4 billion in 2017, a
volume higher than that achieved in 2016 by
18.6% [8].

The Moldova-EU Free Trade Agreement
(2014) supported the efforts made by Moldovan
products to enter the EU market, so that exports
to the EU have steadily increased, amounting to
more than USD 1.5 billion or 65.8% of exports
national in 2017, which is 19.9% more than in
2016. The CIS countries were present in the
exports of Moldova with a weight of 19.1% (or
USD 462.9 million).



ECONOMIE FUNDAMENTALA SI APLICATIVA / FUNDAMENTAL AND APPLIED ECONOMICS

70

40

csl/cs

Rusia / Russia

UE / EU

15
| “‘
Alte tari / Other
countries

Romania / Romania

W 2015 #2016 112017

Figura 1. Evolutia exportului Republicii Moldova spre principalele destinatii UE, %,
2015-2017 / Figure 1. Evolution of Moldovan exports to main destinations,%, 2015-2017
Sursa: elaborata de autori in baza datelor Biroului National de Statistica |
Source: elaborated by the authors based on the data of the National Bureau of Statistics

Structura exporturilor denota ca, compara-
tiv cu anul 2016, s-au majorat substantial expor-
turile de legume si fructe (+46,1%), masini si apa-
rate electrice (+37,1%), seminte si fructe olea-
ginoase (+19,5%), imbricaminte si accesorii
(+14%), cereale si preparate pe bazd de cereale
(+15,2%), bauturi alcoolice si nealcoolice
(+15,6%), produse chimice organice (+29,6%) s.a.

Potential si performantdi

Originea si tendintele de majorare a expor-
tului unor anumite categorii de produse sau ser-
vicii au la baza un comportament complex al
jucatorilor pietei. Acest model comportamental
urmeaza sd fundamenteze cadrul de politici
aferente promovarii si dezvoltarii exportului. In
ajutorul acestei argumentari, vin analizele de
potential al exportului in baza datelor Centrului
de Comert International, cu sediul in Geneva,
Elvetia [9].

Analiza grupelor de produse moldovenesti
cu cele mai mari exporturi [8], Tn perioada 2008-
2016, aratd cd structura exportului nu a suferit
modificari calitative insemnate. Atat in 2008, cat
si in 2016, primele 5 pozitii de export au ramas,
practic, aceleasi, schimbandu-si doar locul.
Printre aceste pozitii, se enumera echipamentele
electrice, semintele si fructele oleaginoase, bau-
turile. Pe de altd parte, in 2016, spre deosebire

The structure of exports shows that exports
of wvegetables and fruits (+46.1%), electrical
machinery (+37.1%), seeds and oilseeds (+ 19.5%),
clothing and accessories (+14%), cereals and
cereal preparations (+15.2%), alcoholic and non-
alcoholic beverages (+15.6%), organic chemicals
(+ 29.6%) have increased greatly.

Potential and performance

The origin and trends of increasing the
export of certain categories of products or ser-
vices are based on complex behaviour of market
players. This behavioural pattern is supposed to
substantiate the policy framework for export
promotion and development. The export potential
analysis based on International Trade Centre
data, based in Geneva, Switzerland, [9] is suppor-
ted by this argumentation.

The survey of the most exported product
groups in the Republic of Moldova [8] during
the period 2008-2016 shows that the structure of
the export did not suffer significant qualitative
changes. Both in 2008 and 2016, the first five
export positions remained virtually the same,
changing only the place. These positions include
electrical equipment, oil seeds and fruits, beve-
rages. On the other hand, in 2016, as opposed to
the reference period, exports amounted to more
processed products — 7 groups of products in the
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de perioada de referinta, exportul a insumat mai
multe produse procesate — 7 grupe de produse
din top 10 categorii la export sunt produse pro-
cesate. Tabelul 2 scoate 1n evidentd performanta
exportului moldovenesc [9], inclusiv prin com-
pararea dinamicii ofertei de export cu tendintele
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mondiale ale cererii de produse.

top 10 export categories are processed products.
Table 2 highlights the performance of Moldovan
exports [9], including by comparing the dynamics
of the export offer with the global trends in
demand for products.

Tabelul 2/ Table 2

Performanta exportului moldovenesc cu produse de top, 2016/
Moldovan export performance with top products, 2016

Cresterea Cresterea Concentrarea
anuali a anuali a pietelor de import,
Export valorii importului piata >0,18 este
T Grup de produse / hort, exportate / mondial / una concentrata /
op min . .
Group of products USD Annual Annual import | Concentration of
increase in growth import markets,
exported value,| worldwide, market >0.18 is a
2012-2016, % / | 2012-2016, % | concentrated one
1 |Echipament electric si parti /
Electrical equipment and 252,9 +5 +1 0,78
parts of
2 Se_zmln;e oleaginoase / 202.7 116 - 0.2
Oilseeds
3 |Bauturi, inclusiv spirtoase /
Beverages, including spirits 175,0 -8 0 0,08
4 | Cereale/ Cereals 158,1 +33 -5 0,09
5 |Fructe si nuci / Fruits and 1558 6 +a 0,12
Nuts
6 |Haine si accesorii,
netricotate sau crosetate / 148 3 0 0 0,28
Clothes and accessories, not
knitted or crocheted
7 | Scaune auto, mobila si parti
[ Car chairs, furniture and 128,0 +5 +3 0,22
parts
8 |Haine si accesorii, tricotate
sau crosetate / _Clothes and 01.8 5 0 0,24
accessories, knitted or
crocheted
9 |Grasimi animale si vegetale
/ Animal and vegetable fats 54,2 - - 0.25
10 |Produse farmaceutice /
Pharmaceutical products 48,9 -16 +2 0,33
Performer cereale / fru_cte sinuci / bduturi / beverages
cereals fruits and nuts

Sursa: elaborat de autori in baza datelor Centrului de Comert Internafional/
Source: elaborated by the author based on the data of the International Trade Centre
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Din 10 cele mai exportate grupe de pro-
duse moldovenesti, in anul 2016, doar 4 au avut
cresteri ale valorii exportate 1n ultimii 5 ani
(2012-2016). Cea mai mare crestere, in acest
sens, a fost inregistratd de cereale (+33%), urmat
de seminte oleaginoase. Pe de altd parte, trei
grupe de produse au avut o dinamicda a expor-
tului, care se sincronizeaza cu dinamica mon-
diald a importului, in crestere sau in scadere.
Echipamentele electrice si scaunele auto (care
reprezinta, de fapt, reexporturi) au aratat cresteri
in ultimii 5 ani pe fundalul cresterii cererii glo-
bale la asemenea produse, astfel, aceste grupuri
au devenit cele mai competitive si sustenabile
articole de export. Grasimile animale si vegetale
(care reprezintd exporturi) au inregistrat o dina-
mica negativa, urmand trendul global de import.

Potentialul nevalorificat al grupelor expor-
tate releva ca fructele si nucile au cea mai favo-
rabild conjunctura a pietelor externe (+4% cres-
tere), dar inregistreazd o dinamicad negativd a
exportului (-6%) in ultimii 5 ani de referinta. In
aceste conditii, bauturile si cerealele opereaza
exporturi pe piete mult mai putin saturate decat,
de exemplu, produsele axate pe reexporturi —
echipamentele electrice, hainele (textilele) sau
mobila auto. Este clar cd modelul de reexport
este puternic corelat cu pietele foarte concentrate
sau saturate [10], iar patrunderea pe aceste piete
doar cu produse autohtone este deosebit de
complicatd momentan. Totodata, cele mai com-
petitive grupe de produse, situate in top si avand
exporturi pe pietele concentrate, sunt uleiul de
floarea-soarelui si soia (categoria grasimi ani-
male si vegetale) si produsele farmaceutice.

Deciziile de politici economice indica apre-
cierea reexportului ca o solutie investitionala efi-
cientd atunci, cand urmeaza sa ne concentram pe
pietele mature si saturate pe care nu le putem
aborda in prezent la aceeasi scarda de sine sta-
tator. In plus, pentru asemenea produse ca texti-
lele, reexportul este o solutie de crestere a capa-
citatii financiare a agentului economic si implica
0 dezvoltare a propriului buget de marketing,
ceea ce ii ofera o perspectiva de penetrare, cu
brandul propriu, a pietelor din regiune.

Cat priveste restul produselor, inclusiv cele
care nu se regasesc in topul categoriilor exportate,
ele urmeaza sa obtina suport in ajustarea ofertei la
cererea pietelor saturate, dar si emergente. Este
indicat de a accentua eforturile de sustinere a
grupelor de produse, care, in pofida unei cereri
globale n crestere, au inregistrat diminuari ale

Out of the 10 most exported groups of
Moldovan products in 2016, only 4 had increases
in value exported during the last 5 years (2012-
2016). The highest increase was recorded in
cereals (+33%), followed by oilseeds. On the
other hand, 3 product groups had an export
dynamics that synchronized with the world im-
port dynamics, increasing or decreasing. Electric
equipment and car seats (which are actually re-
exports) have shown increases over the last 5
years against the backdrop of rising global
demand for such products, making these groups
the most competitive and sustainable export
items. Animal and vegetal fats (representing
exports) recorded a negative dynamics, following
the global import trend.

The untapped potential of exported groups
shows that fruit and nuts have the most favou-
rable external market mix (+4% increase), but
have a negative export dynamics (-6%) in the last
5 years of reference. Under these circumstances,
beverages and cereals operate on far less satu-
rated markets than, for example, re-export pro-
ducts — electrical equipment, clothing (textiles)
or automotive furniture. It is clear that the re-
export model is strongly correlated with highly
concentrated or saturated markets [10], and the
penetration of these markets with domestic
products is particularly complex at the moment.
At the same time, the most competitive product
groups, top and export markets, are sunflower
and soybean oil (animal and vegetable fats) and
pharmaceuticals.

Policy decisions indicate appreciation of re-
export as an efficient investment solution when
we are going to focus on mature and saturated
markets that we cannot currently tackle on the
same scale. Moreover, for products such as tex-
tiles, re-export is a solution to increase the finan-
cial capacity of the economic agent and involves
a development of its own marketing budget,
which gives it a penetration perspective with its
own brand of markets in the region.

As for the rest of the products, including
those that are not in the top of the exported cate-
gories, they will get support in adjusting supply
at the demand of both saturated and emer-
ging markets. It is advisable to step up efforts to
support product groups which, in the face of a
growing global demand, have experienced decli-
nes in exports, thus losing the advantage of a
sustainable positioning on the international
market.
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exportului, pierzand astfel avantajul unei pozitio-
nari durabile pe piata internationala.

Canalizarea eforturilor de promovare si
dezvoltare a exporturilor poate fi argumentata si
prin aprecierea rezervelor de crestere a potentia-
lului de export nevalorificat [9]. Tn focalizarea pe
cele mai apropiate piete (Europa si Asia
Centrald), datele indica ca semintele de floarea-
soarelui au un potential de export nevalorificat de
82% (avantajul produsului — stabilitatea preturi-
lor), uleiul de floarea-soarelui are un potential
nevalorificat de 54% (avantajul produsului —
nivelul tehnologic), vinurile au o rezerva a poten-
tialului de export de 55% (avantajul produsului —
nivelul tehnologic si stabilitatea preturilor),

The channelling of export promotion and
development efforts can also be justified by
appreciating reserves to increase untapped export
potential [9]. Focusing on the nearest markets
(Europe and Central Asia), data indicate that
sunflower seeds have an untapped export poten-
tial of 82% (product benefit — price stability),
sunflower oil has an untapped potential of 54%
(product benefit — technological level), wines
have a spare potential export potential of 55%
(product advantage — technological level and
price stability), carpets — 46% potential reserve,
86% — carcasses of bovines, 51% — parts of car
seats (product advantage — technological level,
price stability and SME prominence).

covoarele — rezerva de potential de 46%, carca-
sele de bovine — 86%, partile din scaunele auto —
51% (avantajul produsului — nivelul tehnologic,
stabilitatea preturilor si proeminenta IMM-urilor).

Totodata, diversificarea sectoriala a produ-
selor [9] arata relevant modul in care au evoluat
exporturile ca urmare a proceselor interne de
dezvoltare a politicii si pietei. Schimbarea pon-
derii exportului primelor 3 grupe de produse n
cadrul sectorului denota un anumit grad de diver-
sificare — cu cét aceasta pondere este mai mare,
cu atat diversificarea este mai mica si dimpotriva.
Astfel, in perioada 2012-2016, printre sectoarele
care au nregistrat o diversificare a produselor
pentru export, s-au regasit alimentele procesate
(liderul de sector — vinul), textilele (haine pentru
dame), produsele chimice (medicamente), pro-
dusele din lemn si produsele din piele.

Aplicand aceeasi metodologie destinatiilor
geografice, observam o diversificare in crestere
a tarilor-tintd pentru export, in special, in cazul
produselor alimentare proaspete — in top 3
destinatii, 2 state sunt din UE (Roménia, Marea
Britanie), echipamentelor electronice (toate 3
sunt state UE), alimentelor procesate (o tara UE
— Roménia), textilelor (o tara UE — Romania),
produselor chimice (o tara UE - Polonia) si
produselor din lemn (Ttalia si Romania). Aceasta
performantd este interesantd mai ales prin pris-
ma faptului ca sectoarele care si-au diversificat
geografia exportului sunt, in general, sectoare de
top in exporturi; si mai important este faptul ca
sectoarele care au Tnregistrat cea mai mare
crestere valorica a exportului, in ultimii 5 ani
(2012-2016), sunt domenii orientate aproape in
intregime spre piata UE.

Nivelul de interventie si impact

Sporirea capacitatilor de export ale sectoa-
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At the same time, the sectorial diversifica-
tion of products [9] shows how exports evolved
as a result of domestic policy and market pro-
cesses. Changing the share of exports of the first
three groups of products within the sector shows
a certain degree of diversification — the higher the
percentage, the more variation is, and vice versa.
Thus, during 2012-2016, among the sectors that
have diversified export products were processed
foods (the sector leader — wine), textiles (ladies’
clothing), chemicals (medicines), wood products
and leather products.

Applying the same methodology to geo-
graphical destinations, we see a growing diversi-
fication of export target countries, especially in
the case of fresh food — in the top 3 destinations,
2 states are from the EU. (Romania, Great Bri-
tain), electronic equipment (all 3 are EU count-
ries), processed foods (one EU country — Roma-
nia), textiles (one EU country — Romania), chemi-
cal products (one EU country — Poland) and
wood products (Italy and Romania). This per-
formance is particularly interesting in view of the
fact that sectors that have diversified their export
geography are generally top sectors in exports;
and more importantly, the sectors with the hig-
hest export value growth in the last 5 years
(2012-2016) are areas almost entirely oriented
towards the EU market.

The level of intervention and impact

Increasing the export capacities of the
national economy sectors is a theme addressed
both by state institutions and by development
partner assistance programs. The World Bank-
funded Improvement of Competitiveness Project
[11] or the Agricultural Performance in Moldova
Project [12] are two current actions that encou-
rage export promotion and development by
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relor economiei nationale este o tematica abordata
atat de institutiile de stat, cat si de programele de
asistentd ale partenerilor de dezvoltare. Proiectul
Mondiald [11] sau Proiectul Agricultura Perfor-
manté in Moldova [12] sunt doud actiuni curente,
care incurajeazd promovarea si dezvoltarea
exportului prin cofinantarea programelor de
branding, marketing, vizite de afaceri etc. Un alt
proiect, precursor al celor doud, este Proiectul
Competitivitatea Agricold (ACED), care, in
perioada 2011-2016, a sustinut competitivitatea
agricultorilor si accesul la pietele de desfacere.
Procesarea datelor proiectului ACED [13]
a scos in evidentd o corelatie interesantd dintre
eforturile de internationalizare a afacerilor si
impactul obtinut. Astfel, de exemplu, pe esan-
tionul ACED de 117 companii, seminarele de
instruire au avut un impact puternic asupra
internationalizarii agentilor economici — 78 de
entitati au realizat exporturi ca urmare a acestor
actiuni. La randul sau, suportul tehnic a generat
mai putin export, Insda, per total, a avut un
impact pozitiv, dupd cum 49 de entitati au deter-
minat exporturi, ca urmare a acestui suport. In
fine, expozitiile si instruirile cu privire la piatd au
prilejuit si ele actiuni de export (37 si 24 respectiv),
urmate de: asistentd in conexiuni ,,exportator-
importator” (14 tranzactii de export), suport
pentru ,,lant frigorific” (9), consultare agroteh-
nica (4), vizite ale importatorilor in tard (3).
Totodata, anume companiile exportatoare
sunt acele entitdti, care amplifica eforturile de
dezvoltare a exportului, fiind beneficiarii directi
ai acestor actiuni. Practica internationald a con-
sultantei in dezvoltarea exportului [14] releva ca
companiile competitive la export au de analizat
o serie de etape, atunci cand hotarasc sa abor-
deze internationalizarea afacerii. Strategia de
export este fundamentul viziunii acestor entitati,
din care reiese un studiu de piata, care prospec-
teaza geografia potentiala si produsele de export.
Urmeaza selectarea partenerilor potentiali pe
canale de distributie in tara (tarile) selectata, cu
care compania urmeaza sa petreaca intalnirile de
afaceri (B2B matchmaking), care s-au dovedit a
fi un instrument foarte util si eficient in dezvol-
tarea exporturilor. Comparativ cu expozitiile, care
au o ratd de succes de doar 10-15% (stabilirea
colaborarilor, contractarile etc.), B2B este un
format, care are o rata de succes intre 50-80% [14].
In final, ca proceduri, exportatorii vor trebui si
abordeze aspectele legale, financiare si vamale.

co-financing branding, marketing, business visits,
etc. Another project, the predecessor of the
two, is the Agricultural Competitiveness Project
(ACED), which in the period 2011-2016 suppor-
ted the competitiveness of farmers and the access
to the markets.

The processing of ACED data [13] has
highlighted an interesting correlation between
business internationalization efforts and the
impact. For example, on the ACED sample of
117 companies, training seminars have had a
strong impact on the internationalization of
businesses — 78 entities generated exports as a
result of these actions. In turn, technical support
generated less export, but overall it had a very
good impact as 49 entities generated exports as a
result of this support. Finally, expositions and
market-based training also generated export
actions (37 and 24 respectively), followed by:
assistance in ‘‘exporter-importer” connections
(14 export transactions), support for “refrigera-
ted chain™ (9), agro-technical consultation (4),
visits of importers in the country (3).

At the same time, exporting companies are
those entities that amplify export development
efforts, being the direct beneficiaries of these
actions. The international practice of export deve-
lopment consultancy [14] shows that competitive
export companies have considered a number of
stages when deciding to address the internatio-
nalization of their business. The Export Strategy
is the foundation of the vision of these entities,
which shows a market study exploring potential
geography and export products. Following is the
selection of potential channel partners in the
selected country (s) with which the company is
going to spend business meetings (B2B matchma-
king), which has proven to be a very useful and
effective tool for developing exports. Compared
to exhibitions, which have a success rate of only
10-15% (establishing collaborations, contracts,
etc.); B2B is a format that has a success rate of
50-80% [14]. Finally, as a procedure, exporters
will have to deal with legal, financial and cus-
toms issues.

Conclusions

The regulatory and institutional framework
is synchronized through the *“export-investment”
approach, both at Strategy and Institutional level,
through the creation of a new entity — the Natio-
nal Investment Agency. At the same time, des-
pite the fact that exporters are more performing
than non-exporters, their share in the total
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Concluzii

Cadrul normativ si institutional se sincro-
nizeaza prin abordarea ,,exporturi-investitii”, atat
la nivel de strategie, cat si la nivel institutional,
prin crearea unei noi entitati — Agentia Nationala
de Investitii. Totodata, in ciuda faptului ca
exportatorii sunt companii mult mai performante
decat non-exportatorii, ponderea lor in numarul
total de companii economic active continud sa
fie foarte mica.

In ultimul deceniu, exporturile moldovenesti
au suferit schimbari esentiale. Unele industrii (de
exemplu, vinificatia) au resimtit schimbari struc-
turale importante, stimulate de embargourile
Federatiei Ruse, acum reprezentind un exemplu de
bune practici in stabilirea pozitiei pe piata
internationald. Valoric, exporturile de marfuri au
totalizat peste 2,4 mird USD in 2017, volum
superior celui realizat in anul 2016 cu 18,6%.
Exporturile catre UE au crescut, in mod constant,
fnsumand mai bine de 1,5 mird USD sau 65,8%
din exporturile nationale in 2017, ceea ce este cu
19,9% mai mult fata de 2016.

Potentialul nevalorificat al grupelor ex-
portate relevd ca fructele si nucile au cea mai
favorabila conjuncturd a pietelor externe (+4%
crestere), dar inregistreaza o dinamicd negativa a
exportului (-6%) in ultimii 5 ani de referinta. in
aceste conditii, bauturile si cerealele opereaza
exporturi pe piete mult mai putin saturate decat,
de exemplu, produsele axate pe reexporturi —
echipamentele electrice, hainele (textilele) sau
mobila auto. Sectoarele care au Tnregistrat cea
mai mare crestere valoricd a exportului, in
ultimii 5 ani (2012-2016), sunt domenii orientate
aproape 1n intregime spre piata UE.

Este evident ca, pentru pietele mature si
bogate (precum UE), imaginea tarii exportatoare
conteaza si acest lucru constituie o bariera invo-
catd de exportatorii locali [14], astfel ca rea-
lizarea relatiilor comerciale ar trebui sd por-
neasca de la intelegerea importantei formatului
de negociere si colaborare. Politicile de dezvol-
tare a exportului urmeaza sa ia in considerare
prevederile normative si cadrul institutional
actual, atunci cand formuleaza directiile stra-
tegice de actiune. Pe de o parte, prezintd impor-
tantd actiunile de apreciere si stabilire a geo-
grafiei si produselor de export, iar pe de alta
parte, este decisivd implicarea politicilor, care
canalizeaza eforturile spre cele mai eficiente
instrumente in dezvoltare a parteneriatelor, cum
ar: fi B2B matchmaking, strategiile de export,
seminarele de instruire, portalul informational
pentru exportatori.
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number of economically active companies conti-
nues to be very low.

Over the last decade, Moldovan exports
have undergone major changes. Some indus-
tries (for example, winemaking) have experien-
ced significant structural changes, driven by
Russian embargoes, now being an example of
good practice in establishing their position on
the international market. In numbers, exports
of goods totalled over USD 2.4 billion in 2017, a
volume higher than that achieved in 2016 by
18.6%. Exports to the EU have steadily increa-
sed, amounting to more than USD 1.5 billion or
65.8% of national exports in 2017, which is
19.9% more than in 2016.

The untapped potential of exported groups
shows that fruit and nuts have the most
favourable external market mix (+4% increase),
but have a negative export dynamics (-6%) in the
last 5 years of reference. Under these circumstan-
ces, beverages and cereals operate on far less
saturated markets than, for example, re-export
products — electrical equipment, clothing (texti-
les) or automotive furniture. The sectors with the
highest export value growth in the last 5 years
(2012-2016) are almost entirely oriented towards
the EU market.

It is clear that for mature and wealthy mar-
kets (such as the EU), the image of the exporting
country counts and this is a barrier invoked
by local exporters [14], so building trade rela-
tions should start from understanding the impor-
tance of the negotiation and collaboration format.
Export development policies are to take into
account the current regulatory and institutional
framework when formulating strategic action
directions. On the one hand, there are important
actions to assess and establish geography and
export products and, on the other hand, it is
crucial to involve policies that channel efforts
towards the most effective tools in develop-
ping partnerships such as B2B matchmaking,
export, training seminars, information portal
for exporters.
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