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Interesul pentru domeniul afacerilor turis-
tice, a crescut permanent, peste tot in lume, dar
si in Republica Moldova, mai ales in ultima
perioadd, cand populatia tarii a obtinut libertatea
de a calatori, ca rezultat al liberalizarii regimului
de vize cu tarile membre ale Uniunii Europene.

Odatd ce a fost obtinut acest regim, me-
diul de afaceri din turism a fost conditionat sa-si
diversifice ofertele turistice prin cresterea porto-
foliului de destinatii turistice. Dar pentru largi-
rea gamei de destinatii turistice, apare necesi-
tatea cooperarii internationale cu diversi furni-
zori de servicii si produse turistice, mai ales cu
diversi tur-operatori.

In aceste conditii, cooperarea internatio-
nala devine un element esential al strategiilor de
dezvoltare a intreprinderilor turistice, prin rea-
lizarea acestora, urmarindu-se obiectivul de
valorificare pe o treapta superioara a posibilita-
tilor de extindere comerciala.

Cuvinte-cheie: turism, comert extern, COO-
perare internationald, strategii de internationa-
lizare, intreprindere turistica, tranzactii comer-
ciale, export-import.

JEL: M1, M 16.

Actualitatea temei
Dezvoltarea afacerilor, pe plan internatio-
nal, tinde sd devind o conditie de existenta pen-

Revista / Journal ,,ECONOMICA™ nr.3 (109) 2019

[338.484:339.944](478)

OPPORTUNITIES
TO INTERNATIONALIZE
THE TOURISM ENTERPRISE
IN THE CONTEXT OF INTER-
NATIONAL COOPERATION

Assoc. Prof. PhD Hab. Nicolae PLATON, ASEM
Director of the Tourism Information

and Promotion Center of Moldova
platonanat@yahoo.com

PhD cand. Tatiana JURAVELI, ASEM
director@condor.md

Interest in tourism business has grown
steadily throughout the world, and also in the
Republic of Moldova, especially in the last
period when the country's population has obtai-
ned the freedom to travel as a result of the libe-
ralization of the visa regime with the countries
of the European Union.

Once this regime was obtained, the tou-
rism business environment was conditioned to
diversify its tourism offers by increasing the tou-
rism destination portfolio. But in order to expand
the range of tourism destinations, there is a need
for international cooperation with various sup-
pliers of tourism services and products, espe-
cially with various tour operators.

Under these circumstances, international
cooperation becomes an essential element of the
development strategies of the tourism enterpri-
ses, while through their achievement, there is
aimed at the better utilization of the possibilities
of commercial expansion.

Keywords: tourism, foreign trade, interna-
tional cooperation, internationalization strate-
gies, tourism enterprise, trade, export-import.

JEL: M 1, M 16.
Topicality of the theme

International business development tends
to become a living condition for tourism enter-
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tru intreprinderile turistice in conditiile actuale
de globalizare. Insi, aceasti dezvoltare nu se
poate materializa ntr-un mediu turistic de tip
inchis, izolat de restul tarilor la nivel regional,
international sau mondial.

Participarea Republicii Moldova la com-
petitia turismului international, in conditiile
existentei unui potential turistic natural si antro-
pic valoros si care poate raspunde exigentilor
turistilor occidentali, trebuie sd reprezinte o
prioritate a statului. Natura reald a turismului,
ca parte integranta a sistemului economic si
social complex, scoate in evidentd marea res-
ponsabilitate a guvernului privind procesul de
restructurare a ramurii, el fiind raspunzator de

international.

Considerentele economice si cele sociale
ofera argumente solide privind necesitatea coo-
perarii internationale a Republicii Moldova in
domeniul turismului, iar tema supusa cercetarii
poate constitui un debut de rigoare stiintifica a
evolutiei acestei cooperari.

Ca argumente, ce pot servi la cercetarea
acestei teme, sunt:

e studierea efectelor cooperarii interna-

tionale 1n activitatea turistica;

o utilitatea consolidarii mediului de afa-
ceri turistic privind cooperarea interna-
tionala;

e stabilirea oportunitatilor ce tin de inter-
nationalizarea intreprinderilor turistice;

e descrierea factorilor ce asigura proce-
sul de internationalizare.

Scopul cercetarii il reprezintd accentuarea
necesitatii cooperdrii internationale interstatale
ca o conditie obligatorie de dezvoltare a circu-
latiei turistice. Arealul cercetérii include particu-
laritatile si dimensiunile industriei turistice, care
impun o abordare aprofundatd a conceptelor
specifice acesteia. Suportul teoretico-metodo-
logic al temei investigate este asigurat de
lucrarile savantilor, care au efectuat cercetari in
acest domeniu.

prises under the current globalization conditions.
However, this development can not materialize
in a closed tourism environment, isolated from
the rest of the countries at regional, international
or world level.

Participation of the Republic of Moldova
in the international tourism competition, given
the existence of a valuable natural and anthro-
pological tourism potential that can meet the
exigencies of the Western tourists, must be a
priority of the state. The real nature of tourism,
as an integral part of the complex economic and
social system, highlights the great responsibility
of the government for restructuring the branch,
being responsible for identifying the possibilities
and means to ensure its competitiveness at the
international level.

The economic and social considerations
offer strong arguments regarding the necessity
of the international cooperation of the Republic
of Moldova in the field of tourism, and the
subject of the research can represent a scientific
debut of the evolution of this cooperation.

The following arguments can be presen-
ted in support of the research of this theme:

e studying the effects of international

cooperation in tourism activity;

o usefulness of strengthening the tourism
business environment in terms of inter-
national cooperation;

o establishing opportunities related to the
internationalization of tourism enter-
prises;

e description of factors that ensure the
internationalization process.

The aim of the research is to emphasize
the need for international inter-state cooperation
as a mandatory condition for the development of
tourism traffic. The area of research is covered
by the particularities and dimensions of the
tourism industry, which require an in-depth
approach to its specific concepts. The theoretical
and methodological support of the investigated
theme is ensured by the works of the scientists
who have made research in this field.
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Relevanta articolului. Investigarea si
descrierea acestei teme a dat posibilitate auto-
rilor sa generalizeze anumite concluzii la acest
subiect i, ca urmare, sa propund mediului de
afaceri turistic anumite recomandari, si sugestii,
aplicarea carora poate sa dinamizeze activita-
tea turistica a Republicii Moldova pe plan
international.

Introducere

Tn prezent, integrarea turistica interstatala
constituie una din trasaturile caracteristice ale
turismului modern. Aceasta a determinat for-
marea unor centre de putere, care exercitd o
influenta tot mai mare asupra raportului de forte
din mediul turistic global.

Privita ca efect direct al fenomenului de
cooperare stransa intre tarile de destinatie turis-
ticd, dezvoltarea turistica interstatala se desfa-
soard concomitent cu procesul de globalizare a
economiei turismului si presupune ca tot mai
multe state sa isi transforme relatiile reciproce,
in relatii de integrare tot mai apropiate, cu grade
diferite de complexitate a ofertelor turistice.

In esentd, politica de dezvoltare inter-
statald reprezintd un ansamblu de instrumente
si mijloace concrete de realizare a programelor
de cooperare bilaterald si multilaterala, prin
actiunea conjugatd a unor organisme guver-
namentale si non-guvernamentale. Astfel, n
realizarea cooperarii internationale, sunt impli-
cate autoritatile administratiei publice centrale
si locale, in parteneriat cu organizatiile negu-
vernamentale, precum si agentii privati ai pietei
turistice.

Trebuie mentionat ca, pentru ca coope-
rarea internationala s& poatd fi implementata, ea
va trebui sa raspundd necesitatilor agentilor
economici din turism, iar singura cale viabila
pentru realizarea acestui lucru o reprezintd
emergenta economicd prin integrarea turistica
interstatala.

In consecinti, emergenta economica,
drept efect direct al globalizarii turistice, va
asigura schimbul turistic Intre state si va
contribui la diminuarea barierelor comerciale
dintre state.
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Relevance of the article. The investiga-
tion and description of this theme allowed the
authors to generalize certain conclusions on this
subject and, as a result, to propose to the tourism
business environment some recommendations
and suggestions, the implementation of which is
capable of boosting the tourism activity of the
Republic of Moldova at the international level.

Introduction

Nowadays, the inter-state tourism inte-
gration is one of the characteristic features of the
modern tourism. This has led to the establish-
ment of power centres, which exert an increa-
sing influence on the ratio of forces in the global
tourism environment.

Being seen as a direct effect of the close
cooperation between the countries of tourism
destination, the inter-state tourism development
is taking place simultaneously with the process
of globalization of the tourism economy and
requires more and more states to transform
their mutual relations in closer integration
relations, with different degrees of complexity of
tourism offers.

In essence, the inter-state development
policy represents a set of concrete instruments
and means of implementing bilateral and mul-
tilateral cooperation programs through the joint
action of governmental and non-governmental
bodies. Thus, the central and local public admi-
nistration authorities in partnership with the
non-governmental organizations, as well as the
private agencies of the tourism market are
involved in the realization of the international
cooperation.

It should be noted that in order for
international cooperation to be implemented, it
will have to meet the needs of the economic
agents from tourism, and the only viable way to
achieve this, is the economic emergence through
the inter-state tourism integration.

As a result, economic emergence as a
direct effect of tourism globalization will ensure
the exchange of tourism between states and will
help to reduce trade barriers between the
countries.
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Rezultate si discutii

Turismul s-a dezvoltat puternic, Tn ultimii
ani, datorita stilului de viatd orientat spre con-
sum, caracteristic tarilor industrializate i mai
ales datorita capacitatii acestuia de a aduce casti-
guri importante pentru ntreprinderile turistice.

Deschiderea tot mai largd a granitelor au
accelerat globalizarea turisticd si au determinat
intreprinderile turistice sd nu se limiteze doar la
internationalizeze.

Internationalizarea serviciilor si produ-
selor turistice se defineste ca o manevra de cres-
vizeaza dezvoltarea acesteia in tari sau in zone
geografice, unde ea incd nu este prezenta.
Aceastd manevra prezintd avantajul mentinerii si
prelungirii ciclului de viatd al produselor si
serviciilor turistice, care au suprasaturat piata de
consum internd, unde acestea sunt prezente.

Internationalizarea constituie o strategie
de crestere totald, ca si specializarea sau diver-
sificarea produselor turistice si presupune un
diagnostic al pozitiei strategice a intreprinderii
prin care se stabilesc zonele geografice acoperite
din punct de vedere comercial. Ea mai poate fi
definita si ca optiune de orientare a intreprinderii
turistice pe termen mediu sau de duratd, in
vederea obtinerii unei pozitii competitive la o
scard ce depaseste cadrul national.

Oportunitatea internationalizarii este strans
legatd de expansiunea internationald, ritmul
poate fi rapid cand intreprinderea turistica cauta
sd exploateze la maximum avantajele de cres-
tere pe plan international. Totodatd, acest ritm
poate fi unul lent pentru intreprinderile care
pledeazad pentru o internationalizare pas cu pas,
acestea cautand sa reduca riscurile expansiunii
internationale.

Pentru a stabili daca o intreprindere turis-
ticd trebuie sd patrundd pe noi piete, manage-
mentul acesteia trebuie sd raspunda la urma-
toarele Intrebari:

e Ce piete trebuie penetrate?

e Cu ce avantaje concurentiale poate

veni intreprinderea pe piata respectiva?

Results and discussions

Tourism has grown strongly in recent
years due to a consumer-oriented lifestyle, cha-
racteristic for industrialized countries and, above
all, due to its ability to make significant gains
for tourism enterprises.

Wider opening of the borders has acce-
lerated the tourism globalization and determined
the tourism enterprises not to limit only to the
possibilities offered by their own territory, but to
internationalize, as well.

Internationalization of tourism services
and products is defined as a growth manoeuvre
for the tourism enterprise competitiveness and
aims at its development in countries or geo-
graphical areas where it is not present yet. This
manoeuvre has the advantage of maintaining and
prolonging the lifecycle of tourism products and
services that have oversaturated the domestic
consumption market where they are present.

Internationalization represents a total
growth strategy, as the specialization or diver-
sification of tourism products, and involves a
diagnosis of the strategic position of the enter-
prise, through which geographical areas cove-
red from the commercial point of view are
established. It can also be defined as a choice
of medium or long-term orientation of the tou-
rism enterprise in order to obtain a competitive
position on a scale that goes beyond the natio-
nal framework.

The opportunity for internationalization is
closely linked to international expansion; the
pace can be rapid when the tourism enterprise
seeks to maximize the benefits of growth at the
international level. At the same time, this pace
can be a slow one for enterprises that advocate
for internationalization step by step, seeking to
reduce the risks of international expansion.

In order to determine whether a tourism
company has to enter new markets, its mana-
gement must answer the following questions:

e What market should it enter?

o What competitive advantages can it

bring on the respective market?
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e (Care este mediul concurential din
cadrul pietei analizate?

e Cu ce fel de produse si servicii turis-
tice trebuie sa intre?

e Oferta este diferentiata?

e Fste necesar ca intreprinderea sa-si
adapteze produsele si serviciile turis-
tice la cerintele pietei respective?

e Sunt consumatorii-turisti dispusi sa
plateasca pretul cerut?

o Ce tip de strategie va utiliza pentru a
penetra piata?

e (e structurd organizatoricd va folosi
pentru a coordona si controla portofo-
liul de afaceri?

e (are poate fi rezultatul internationa-
lizarii?

Prin internationalizare, intreprinderea va
adauga la competentele sale traditionale o expe-
rientd unicd in ceea ce priveste organizarea busi-
nessului, arta de a functiona iIntr-o retea inter-
nationald, modul de a gestiona un lant valoric
diferentiat.

De fapt, strategia de internationalizare
decurge din procesul de analizda a mediului
inconjurator largit, intreprinderea turistica, nece-
sitdnd, mai ntai, sd analizeze structura pietei din
tara-tintd. Aceasta se realizeazd prin identifi-
carea segmentelor strategice, a factorilor-cheie
de succes, a sistemelor si a fortelor concurentiale
din cadrul pietei respective. In aceastd fazi,
obiectivul este sd se stabileascd daca piata,
sectorul din piata-fintd privilegiaza eficacitatea
globald, cand produsele sunt standardizate si
cand existd un raport bun pret/calitate sau dim-
potriva, incurajeaza produsele mai diferentiate,
cu caracteristici distinctive, precum, imaginea de
marcd, o gama largd de produse, de servicii aso-
ciate sau o tehnologie unica [5, p.325].

Pozitionarea intreprinderii de turism pe o
anumitd piatd reprezintd procesul de evaluare
comparativa a indicatorilor sai de performanta in
raport cu cei ai principalilor competitori [3,
p.114]. Ea defineste pozitia doritd a intreprin-
derii turistice pe o piata strdind datoritd urma-
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e What is the competition environment
of the analysed market?

e What kind of tourism products and
services it must enter?

o s there a differentiated offer?

e Is it necessary for an enterprise to
adapt its tourism products and services
to the requirements of that market?

e Are the tourist-consumers willing to
pay the required price?

o What kind of strategy will be used to
penetrate the market?

e What organizational structure will be
used to coordinate and control the
business portfolio?

e What can be the result of internatio-
nalization?

Through internationalization, the enter-
prise will add to its traditional skills a unique
experience in terms of organizing business, the
art of working in an international network,
as well as the way to manage a differentiated
value chain.

In fact, the internationalization strategy
derives from the wider environmental analysis
process, while the tourism enterprise has to
analyse first the structure of the market in the
target country. This is done by identifying
strategic segments, key success factors, systems
and competitive forces within the respective
market. At this stage, the goal is to determine
whether the market, the sector from the target
market privileges the overall efficiency, when
products are standardized and when there is a
good price / quality ratio or on the contrary,
encourages more differentiated products with
distinctive features such as brand image, a wide
range of products, associated services or a single
technology [5, p. 325].

Positioning of the tourism enterprise on a
given market represents the process of bench-
marking its performance indicators in relation to
those of the main competitors [3, p.114]. It
defines the desired position of the tourism
enterprise on a foreign market due to four fac-
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torilor factori: factorul de piata, factorul de
reglementare, factorul concurential, factorul de
cost”. Acesti patru factori sunt influentati, in
mare masurd, de comportamentul consumato-
rilor fatd de intreprinderea respectiva, dar si fata
de produsele si serviciile turistice prestate.
Pentru evaluarea pozitiei intreprinderii turistice
pe o piata strdina, se folosesc o serie de indica-
tori de performantd, a caror elaborare necesita
parcurgerea etapelor de analiza a celor patru fac-
tori mentionati anterior. Indicatorii de perfor-
manta cei mai utilizati sunt: cifra de afaceri, rata
rentabilitatii, cash-flow-ul, capacitatile de pro-
ductie ce caracterizeaza atat resursele econo-
mico-financiare, cat si modul lor de valorificare.

Acest diagnostic permite sa se stabileasca
unde este pozitionata intreprinderea in prezent si
sd o situeze in cadrul unui ciclu de internatio-
nalizare, plecand de la o pozitie pur locald la o
pozitie a unei intreprinderi integral internatio-
nalizata [4, p.707].

Existd mai multe argumente care pledeaza
in favoarea strategiei de internationalizare a intre-
prinderilor. Cele mai importante argumente, n
opinia autorilor, sunt sistematizate in tabelul 1.

tors: the market factor, the regulatory factor, the
competitive factor, the cost factor'. These factors
are largely influenced by the behaviour of con-
sumers’ vis-a-vis the respective enterprise, but
also by the tourism products and provided
services. In order to assess the position of the
tourism enterprise on a foreign market, a series
of performance indicators are used, elaboration
of which requires the analysis stages of the four
factors mentioned above. The most commonly
used performance indicators are the following:
turnover, rate of return, cash flow, production
capacities that characterize both the economic
and financial resources, as well as their utili-
zation method.

This diagnosis allows to establish where
the enterprise is currently located and to place it
within an internationalization cycle, starting
from a purely local position to a position of a
fully internationalized enterprise [4, p.707].

There are several arguments in favour of
the internationalization strategy of enterprises.
The most important arguments, in the opinion of
the authors, are systematized in table 1.

Tabelul 1/Table 1

Argumente in favoarea strategiei de internationalizare a intreprinderii/
Arguments in favour of the company's internationalization strategy

N/o | Argumente/ Arguments

Specificare/ Specification

1 2

3

1. | Cucerirea de noi piete/
Conquering new markets

Motivarea este cu atdt mai puternica cu cat piata turisticd interna
este mai Ingustd, sau se afla in etapa maturitatii (cazul Republicii
Moldova)/ The motivation is even stronger as the domestic tourism
market is narrower or it is in the maturity stage (Republic of
Moldova's case).

2. |Imbunitatirea
ntreprinderii/ Enhance
enterprise’s
competitiveness

Odata ce a fost adoptatd strategia de internationalizare, intre-
prinderea turistica va face tot posibilul sa-si optimizeze cheltuielile
si costurile, pentru a fi competitiva pe o piatd noud de desfacere/
Once the internationalization strategy has been adopted, the
tourism enterprise will do its utmost to optimize expenses and
costs, in order to become competitive on a new market.

! Specificarea factorilor este prezentati in figura 1/ Specification of factors is given in figure 1.
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Continuarea tabelului 1/ Continuation of table 1

2 3
Liberalizarea schimburilor |Odata cu semnarea Acordului de asociere cu Uniunea Europeana,
internationale/ la 27 iunie 2014, a inceput etapa de integrare economicd a

Liberalization of
international exchanges

Republicii Moldova in spatiul turistic european/ The economic
integration stage of the Republic of Moldova into the European
tourism area began together with the signing of the Association
Agreement with the European Union on June 27, 2014.

Abolirea regimului de vize/
Abolition of the visa
regime

Liberalizarea regimului de vize cu tarile membre a Uniunii
Europene (28 aprilie 2014), a stimulat libera circulatie intre
Republica Moldova si statele UE/ Liberalization of the visa regime
with the member states of the European Union (April 28, 2014) has
stimulated the free movement between the Republic of Moldova
and the EU countries.

Oportunitatea de a
valorifica competentele
profesionale pe alte piete/
The opportunity to
capitalize professional
skills on other markets

Odata ce intreprinderea a obtinut avantajul concurential pe piata
turistica interna, ea poate transfera acest avantaj si pe alte piete de
desfacere/ Once the enterprise has gained the competitive
advantage on the domestic tourism market, it can transfer this
advantage to other markets, as well.

Inovatii si tehnologii
informationale moderne/
Innovations and modern

Dezvoltarea tehnologiilor informationale si a inovatiilor permit
intreprinderilor sa presteze serviciile turistice de la distanta/ The
development of information and innovation technologies enables

information technologies

enterprises to provide remote tourism services.

Sursa: elaborat de autori/ Source: developed by the authors

Strategiile internationale trebuie sa fie
elaborate plecand de la un diagnostic minutios al
tendintelor de evolutie a pietelor vizate.

George Yip a propus un model, Tn care
sistematizeazd factorii de internationalizare in
functie de natura acestora, clasificAndu-i n patru
categorii: factorii de piatd, factorii de cost, fac-
torii de reglementare si factorii concurentiali [6,
p. 8]. Daca adaptam acesti factori la piata turis-
ticd, ei pot fi prezentati ca in figura 1.

Intrucat internationalizarea este strans
legatd de tranzactiile de comert exterior, ritmul
poate fi rapid cand intreprinderile turistice cauta
sa exploateze la maximum oportunitatile pe care
le oferd piata turisticd internationald. In aceste
conditii, tranzactiile de comert exterior iau o
forma a afacerilor internationale, care au ca scop
schimbul international de servicii. Principala
forma de realizare a acestora o reprezinta opera-
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International strategies need to be deve-
loped on the basis of a thorough diagnosis of
trends in the markets concerned.

George Yip proposed a model in which
he systematises the internationalization factors
according to their nature, classifying them in four
categories: market factors, cost factors, regulatory
factors and competitive factors [6, p.8]. If we
adapt these factors to the tourism market, they
can be presented as follows, figure 1.

Since internationalization is closely linked
to foreign trade transactions, the rhythm can be
rapid when tourism enterprises seek to exploit
at the maximum level the opportunities offe-
red by the international tourism market. Under
these circumstances, foreign trade transactions
take on a shape of international business aimed
at international service exchange. Export-import
operations represent the main form of their rea-
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tiunile de export-import, care se bazeazd pe
contractul de colaborare internationald in dome-
niul prestarii serviciilor.

lization, which are based on the international
collaboration agreement in the field of service
provision.

Factorii de
reglementare/
Regulatory factors

o Politici fiscale/
Tax policies

o Politici valutare/
Foreign exchange
policies

e Politici investitio-
nale/ Investment
policies

e Politici antimono-
poliste/ Antitrust
policies

Factorii de piatd/ Market factors
o Necesitati similare/ Similar needs

e Consumatori globali/ Global consumers
¢ Dimensiunile pietei/ Market size
o Cota de piata/ Market share

Strategii internationale/
International strategies

Internationalizarea
produselor si serviciilor
turistice/ Internationalization
of tourism products and
services

Factorii concurentiali/ Competitive factors
e Mediul de concurentd/ Competition environment
o Oferta turistica/ Tourism offer
o VVolumul cererii/ Volume of demand
e Politica de preturi/ Pricing policy

Factorii de cost/
Cost factors

e Costuri de inter-
nationalizare/
Internationalizati
on costs

e Costuri de resurse
umane/ Human
resources costs

e Costuri de
logistica/
Logistics costs

e Costuri de tehno-
logii/ Technology
costs

Figura 1. Principalii factori de internationalizare/
Figure 1. The main internationalization factors
Sursa: adaptata dupa G. Yipl Source: adapted according to G. Yip

In sens larg, in sfera tranzactiilor comer-
ciale internationale, se includ diverse operatiuni
combinate, care pot lua urmatoarea forma:
exporturi complexe de produse si servicii turis-
tice, diferite tipuri de aliante strategice si coope-
rari internationale in organizarea programelor
charter, precum si alte operatiuni si actiuni
internationale implicate in incheierea si derula-
rea de contracte turistice internationale.

Este cunoscut faptul cd operatiunile de
export-import reprezinta principala modalitate
de organizare a afacerilor in sfera tranzactiilor
comerciale internationale. Ele sunt specifice
intreprinderilor aflate in tari diferite, care au la
baza interdependentele din sfera comercializarii

Broadly speaking, international commer-
cial transactions include various combined ope-
rations, which can take the following shapes:
complex exports of tourism products and servi-
ces, various types of strategic alliances and inter-
national cooperation in the organization of charter
programs, as well as other international opera-
tions and actions involved in concluding and
implementing international tourism contracts.

It is known the fact that export-import
operations are the main way of organizing busi-
ness in the sphere of international commercial
transactions. They are specific to enterprises
located in different countries, which are based
on interdependencies in the sphere of commer-
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serviciilor, cum ar fi: importul de servicii prin
aprovizionarea din straindtate cu produse turis-
tice si exportul de servicii prin desfacerea in
straindtate a produselor turistice autohtone. Daca
este sa analizdm aceastd situatie, din punctul de
vedere al tranzactiilor turistice, atunci bunurile si
serviciile, pe care le consuma turistii pe durata
deplasarii lor intr-o tara, pot fi asimilate, pentru
tara vizitatd ca export, in acelasi timp, cheltuie-
lile pe care le face un turist in straindtate consti-
tuie, pentru tara lui de resedinta, un import [2,
p.31]. In consecinti, o crestere a numirului
turistilor internationali si a cheltuielilor acestora
conduce la sporirea volumului schimburilor inter-
nationale de servicii. In ceea ce priveste organiza-
rea exportului de servicii, Intreprinderea turistica
trebuie sd ia In considerare urmatoarele elemente:

» Capacitatea de productie turistica dis-
ponibili. In acest sens, se pleaci de la oferta
turistica existenta si se deduce capacitatea ma-
prinderii turistice. Desigur, in cazul unei cereri
externe ridicate, oferta poate fi suplimentata prin
noi investitii sau subcontractari.

» Capacitatea inovational-tehnologica.
Nivelul tehnologic de prestare a serviciilor turis-
tice oferite constituie un criteriu important al
deciziei de export, tindnd seama de gradul ridi-
cat de concurentd pe piata turisticd interna-
tionala. Cand patrunderea pe piata externd este
componenta unui program de dezvoltare pe ter-
men lung, Intreprinderea turistica trebuie sa
aiba in vedere perspectivele de dezvoltare the-
nologica, capacitatea proprie de cercetare si dez-
voltare, cat si posibilitatea de cooperare n acest
domeniu;

» Capacitatea financiard. Exportul de
produse turistice implicd o serie de cheltuieli,
cum ar fi: cheltuielile de cercetare a pietei unde
va avea loc comercializarea lor, cheltuielile de
publicitate, cheltuielile pentru personalul de
specialitate etc. Cheltuielile respective sunt de
durata si vor fi recuperate doar in timp. Astfel, in
prima etapa, Intreprinderea turistica, care doreste
s patrunda pe piata turistica externd, trebuie sa
fie pregatitd financiar sa suporte aceste chel-
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cialization of services such as: import of services
by supplying with tourism products from abroad
and export of services by selling abroad tourism
products. If we are to analyze this situation from
the point of view of the tourism transactions,
then the goods and services that tourists con-
sume while travelling to a country can be assi-
milated as exports for the visited country, while
at the same time, the expenses a foreign tourist
makes abroad represent an import for his country
of residence [2, p.31]. As a result, an increase in
the number of international tourists and their
spending leads to an increase in the volume of
international service exchanges. As regards the
organization of the export of services, the tou-
rism company must take into account the follo-
wing elements:

» The available tourism production capa-
city. In this respect, it starts from the existing
tourism offer and there is deduced the maxi-
mum capacity covered by the domestic possi-
bilities of the tourism enterprise. Of course, in
case of a high external demand, the offer can be
supplemented by new investments or subcon-
tracting;

» Innovative-technological capacity. The
technological level of provision of the offered
tourism services is an important criterion for the
export decision, taking into account the high
degree of competition on the international tou-
rism market. When the entry into the external
market is part of a long-term development pro-
gram, the tourism enterprise must take into
account the prospects of technological deve-
lopment, its own research and development
capacity and the possibility of cooperation in
this field;

» Financial capacity. The export of
tourism products involves a series of expenses
such as: market research expenditure where mar-
keting of products will take place, advertising
costs, expenses for specialized staff, etc. These
expenses are lasting and will only be recovered
in time. Thus, in the first stage, the tourism
enterprise wishing to enter the foreign tourism
market must be financially prepared to bear
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tuieli, deci, trebuie sa dispund de o anumita
putere financiard. Puterea financiard presupune
un anumit grad de valorificare a mijloacelor
circulante si o anumita rentabilitate, comparabild
cu cea a concurentei internationale;

» Capacitatea profesionala. Managemen-
tul resurselor umane prezinta o importanta majora
in domeniul comertului exterior cu produse
turistice. Succesul 1n export depinde, dupa cum o
demonstreaza practica internationald, de calitatea
personalului operativ, de capacitatea ntreprin-
derii turistice de a alege si perfectiona specialistii
in domeniul dat. Calitatea comuna a celor care
sunt implicati in executarea tranzactiilor inter-
nationale trebuie si fie ceea ce se poate numi
spiritul de export, adica talentul si puterea de a
promova vanzarile pe extern, de a intretine si
dezvolta relatiile cu consumatorii-turisti, de a
sesiza noi oportunitati de afaceri internationale.

Serviciile turistice se constituie ca un
compartiment distinct al oricarei economii natio-
nale, cu trasaturi si legitdti proprii de dezvoltare,
cu un rol si atributii specifice [1, p.56]. Astfel,
odata ce a fost decisd organizarea exportului de
servicii turistice, este necesar sa se atraga atentia
la urmatoarele aspecte:

1. Stabilirea unei game optime de produse si
servicii turistice, care urmeaza a fi comer-
cializate. Pentru a lua o astfel de decizie,
cele mai multe intreprinderi turistice se
bazeaza pe studiile de piatd, pe experienta
proprie si pe cererea existenta.

2. Pozitionarea gamei de servicii si produse
turistice, in raport cu oferta concurentilor.
Aceastd procedura este necesar de realizat
pentru a fi convinsi de competitivitatea
intreprinderii turistice.

3. Previzionarea profitabilitatii gamei de ser-
vicii si produse turistice. Planificarea
venitului si estimarea cheltuielilor vor
permite intreprinderii turistice si deter-
mine marja de manevrd cu care poate
opera in cadrul politicii de pret. Succesul
poate fi garantat numai in cazul cénd
consumatorul-turist va fi sigur de carac-
teristicile produsului sau serviciului turis-

these costs, so it must have a certain financial
power. Financial power implies a certain degree
of capitalization of the circulating means and a
certain profitability, comparable to that of inter-
national competition;

» Professional capacity. Human resour-
ces management is of major importance in the
field of foreign trade with tourism products.
Success in export depends, as demonstrated by
the international practice, on the quality of
operational staff, on the ability of the tourism
company to choose and train specialists in the
given field. The commonality of those involved
in international transactions must be what can be
called the spirit of export, that is, the talent
and the power to promote foreign sales, to
maintain and develop relationships with tourist-
consumers, to seize new international business
opportunities.

Tourism services are constituted as a dis-
tinct compartment of any national economy,
with its own features and developmental norms,
with a specific role and attributions [1, p.56].
Thus, once the export of tourism services has
been decided, it is necessary to draw attention to
the following aspects:

1. Establishing an optimal range of tourism
products and services to be marketed. In
order to make such a decision, most tou-
rism enterprises rely on market surveys,
on their own experience and on the
existing demand.

2. Positioning the range of tourism services
and products in relation to competitors'
offer. This procedure is needed to be
carried out in order to be convinced of the
competitiveness of the tourism enterprise.

3. Forecasting the profitability of the range
of tourism services and products. Income
planning and cost estimates will allow the
tourism enterprise to determine the mar-
gin of manoeuvre with which it can ope-
rate on pricing policy. Success can be
guaranteed only if the tourist-consumer is
sure of the characteristics of the new pro-
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tic nou-aparut si de relatia pret-calitate, in

raport cu alte produse si servicii deja exis-

tente pe piata turistica.

Prin continutul si functiile lor, serviciile
turistice trebuie sd raspundd necesitdtilor de
consum ale turistilor, iar In situatia unei strategii
de diferentiere, caracterul unic al acestora, poate
fi un punct forte al ntreprinderii turistice pe
arena internationala.

Concluzie

Industria turistica contemporana demon-
streazd justetea aprecierilor referitoare la accen-
tuarea interdependentelor dintre tarile de des-
tinatie turisticd a lumii, iar ultimele decenii au
adus prosperitate statelor, care au fost conectate
la traseele turistice internationale, prin deschi-
derea hotarelor.

Definirea conceptului de integrare turis-
tica, cu toate elementele sale componente a
cooperdrii internationale, alaturi de delimitarea
efectelor globalizarii, a facilitat un cadru com-
plex al fenomenului turistic, inteles ca un proces
continuu de crestere economicd sustinuta, la
nivelul tarilor aflate pe trepte inferioare de dez-
voltare, precum este si Republica Moldova.

Pe viitor, turismul poate reprezenta o
industrie profitabild pentru Republica Moldova
si un mijloc de diversificare a comertului extern
cu servicii. Acesta va permite o cale de valori-
ficare a tuturor categoriilor de resurse, fiind, de
asemenea, capabil sd asigure prosperitatea eco-
nomico-sociala a societatii, prin contributia la
asigurarea unei circulatii banesti echilibrate, rea-
lizatd pe seama turismului international.

Totodatd, trebuie mentionat ca determi-
narea nivelului si formei optimale de externa-
lizare a produselor si serviciilor turistice a unei
tari este puternic influentatd de rolul pe care
statul 1l are asupra domeniului, de importanta
acordata turismului in dezvoltarea economica si
de gradul de Tnzestrare a bazei tehnico-materiale
si a infrastructurii turistice a tarii.

In tarile in curs de dezvoltare, precum este
Republica Moldova, interventia statului apare ca
necesard, tindndu-se cont de faptul ci turismul
reprezintd o sursd potentiald de venituri, dacd va
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duct or tourism service and of the price-

quality relationship with other products

and services already existing on the
tourism market.

Through their content and functions, tou-
rism services must meet the consumer needs
of tourists and, in the case of a differentiation
strategy; their unique character may be a strong
point of the tourism enterprise on the inter-
national arena.

Conclusion

The modern tourism industry demonstra-
tes the fairness of the appreciation of the increa-
sing interdependence between the countries of
the world's tourism destination, while the last
decades have brought the prosperity for the
states that have been connected to the inter-
national tourism routes through the opening of
the borders.

The definition of the concept of tourism
integration, with all its components of inter-
national cooperation, along with the delimitation
of the effects of globalization, facilitated a com-
plex framework of the tourism phenomenon,
understood as a continuous process of sustained
economic growth in the countries placed on
lower development stages, as the Republic of
Moldova is.

In the future, tourism can be a profitable
industry for the Republic of Moldova and a
means of diversifying foreign trade with ser-
vices. This will allow a way of capitalizing all
categories of resources, being also able to ensure
the socio-economic prosperity of the society, by
contributing to ensuring a balanced money flow,
driven by the international tourism.

At the same time, it must be mentioned
that the determination of the level and optimal
form of outsourcing of a country's tourism pro-
ducts and services is strongly influenced by the
state's role in the field, the importance given to
tourism in economic development, the degree of
endowment of the technical-material base and
the tourism infrastructure of the country.

In developing countries such as the
Republic of Moldova, state intervention appears
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fi dezvoltat turismul receptor. Daca statul va
participa activ la dezvoltarea infrastructurii turis-
tice si a bazei tehnico-materiale, mediul de
afaceri turistic va face tot posibilul sd se inca-
dreze Tn acest proces.

Succesul unei destinatii turistice poate fi
asigurat numai 1n momentul, in care aceastda
destinatie reuseste sa garanteze si sa asigure con-
sumatorilor-turisti, prin intreaga sa oferta, o
experientd care sia egaleze sau sd depaseasca
multiplele destinatii de alternativa.

to be necessary, taking into account the fact that
tourism is a potential source of income if the
receiving tourism is developed. If the state acti-
vely participates in the development of tourism
infrastructure and the technical-material base,
the tourism business environment will do its best
to fit into this process.

The success of a tourism destination can
only be ensured when this destination succeeds
in guaranteeing and assuring consumer-tourists,
through its entire offer, an experience that equals
or exceeds multiple alternative destinations.
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