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EVOLUTII SI TENDINTE
TN DEZVOLTAREA MARKETIN-
GULUI EDUCATIONAL:
ASPECTE TEORETICE
SI METODOLOGICE

Lect. sup. Ecaterina SISCAN, ASEM

Dezvoltarea economiei bazate pe cunoas-
tere, informatizarea societatii, procesele de glo-
balizare §i regionalizare, dinamica accentuatd a
pietelor muncii, intensificarea concurentei pe
piata serviciilor de invatamant superior etc., au
generat modificari profunde la nivelul univer-
tora atdt pe plan national, cdt si international.
Aceste transformari impun necesitatea adoptarii
unui nou mod de gdndire si concepere a acti-
vitatii institutiilor de invatamdnt superior in baza
principiilor marketingului. La baza prezentului
articol, sta o abordare teoretica a conceptului de
Mmarketing educational prin prisma evolutiei
teoriilor si modelelor de marketing.

Cuvinte-cheie: marketingul invdtamantu-
lui superior, modelele de marketing educational,

logica dominanta a serviciilor, marketingul
holistic al serviciilor de invatamant superior.
JEL: M31, 123.
Introducere

Evolutia mediului socio-economic, in care
isi desfasoard activitatea institutia de invatamant
superior, aduce 1n centrul preocuparilor necesi-
tatea utilizarii instrumentelor de marketing.

Experienta ultimelor decenii demonstreaza
ca functionarea eficientd si sporirea competitive-
tatii institutiilor de invatdmant sunt determinate
de aplicarea unui marketing performant. n acest
context, aplicarea principiilor marketingului n
educatie se dovedeste a fi la fel de important ca si
n oricare alt domeniu de activitate.

Chiar daca beneficiile asociate marketin-
gului in invatdmant sunt evidente, multe univer-
sitati fie ezitd sa-l implementeze, fie utilizeaza
practicile de marketing intr-o maniera limitata si
sporadicd. Aceasta situatie se datoreazd mai
multor motive — de la reticenta managerului insti-
tutiei pana la lipsa unui suport metodologic menit
sd acopere toate aspectele circumscrise manage-
mentului marketingului in educatie.

Revista / Journal ,,ECONOMICA” nr.1 (95) 2016

EVOLUTION AND TRENDS
IN EDUCATIONAL MARKETING
DEVELOPMENT: THEORETICAL
AND METHODOLOGICAL
ASPECTS

Senior lect. Ecaterina SISCAN, ASEM

The development of the knowledge-based
economy, society computerization, globalization
and regionalization processes, enhanced dyna-
mics of labor markets, increased competition in
the market for higher education etc. have gene-
rated profound changes at the level of universities
in order to increase their competitiveness both
domestically and internationally. These changes
require the need for a new way of thinking and
designing the activity of higher education insti-
tutions based on marketing principles. This article
contains a theoretical approach to the concept of
educational marketing through the development of
marketing theories and models.

Key words: higher education marketing,
educational marketing models, service-dominant
logic, holistic marketing of higher education
services.

JEL: M31, 123.

Introduction

The evolution of social and economic
environment in which higher education institu-
tions operate focuses on the necessity of using
marketing tools. The experience of recent decades
shows that the efficient operation and increasing
competitiveness of educational institutions are
determined by applying advanced marketing. In
this context, the application of marketing
principles in education proves to be as important
as in any other field of activity.

Even if the benefits associated with mar-
keting in education are obvious, many universities
are either reluctant to implement them or use
marketing practices in a limited and sporadic
manner. This is due to several reasons ranging
from the reluctance of the institution manager
to the lack of methodological support covering
all aspects related to educational marketing
management.
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In plus, datorita faptului ci el constituie o
prezenta relativ noud in domeniul invatdmantului,
se poate afirma ca procesul de conceptualizare a
marketingului educational ramane a fi intr-un
stadiu initial de dezvoltare. Majoritatea publica-
tiilor stiintifice abordeaza acest subiect printr-un
simplu proces de transfer al modelelor de marke-
ting dezvoltate in domeniul economic, din sfera
invatamantului. Desi acele aspecte comune, care
existd intre marketingul educational si cel comer-
cial, justifica, partial, aceasta stare a lucrurilor,
lipsa unor modele specifice domeniului nu contri-
buie la dezvoltarea teoriei si practicii de marke-
ting educational. In aceasti ordine de idei, studiul
prezintd o trecere in revista a publicatiilor stiinti-
fice, in scopul evidentierii conceptelor si mode-
lelor de marketing, care au contribuit la dezvol-
tarea si aprofundarea teoriei si practicii de mar-
keting educational.

Definirea conceptului de marketing edu-
cational

Majoritatea publicatiilor indica, drept pre-
misd principald a aparitiei §i dezvoltarii marketin-
gului educational, procesul de marketizare a inva-
tamantului superior declangat in anii '80 ai
secolului trecut [4, 5, 6, 10]. Pana atunci, activand
in conditiile pietei producatorului, necesitatea
marketingului nu era resimtitd de institutiile de
invatamant superior. Timp de secole, universitatile
prestau servicii educationale doar celor ce intru-
neau conditiile necesare pentru a da curs ofertei.
Astfel, activitatea de marketing a universitatilor
era centratd pe produs, adica valorificarea poten-
tialului ofertei, farda implicarea unor eforturi
semnificative pentru atragerea studentilor. Aceasta
stare a lucrurilor era incurajata, inclusiv, de faptul
ca invatamantul superior era finantat de stat.

Odata cu sporirea varietdtii institutiilor,
diversificarea ofertei si promovarea noului model
managerial orientat spre antreprenoriat §i autono-
mie, accentele, in activitatea de marketing, se
deplaseaza de pe oferta pe cerere, adica de la
centrarea pe produs la centrarea pe consumator.
Ca urmare, studentul este tratat drept consumator,
educatia — serviciu, iar institutia de Invatamant —
furnizor de servicii pe o piatd competitiva [14].
Analizand aceastd evolutie, Ph. Kotler si K. Fox
evidentiaza trei etape In dezvoltarea marketin-
gului invatdmantului superior: ,,marketingul nu
este necesar”, ,marketingul ca promovare”,
»marketingul ca pozitionare” [7, p.11].

Tn ultimele trei decenii, interesul teoreticie-
nilor pentru marketingul educational a generat

Moreover, because it has a relatively new
presence in education, we can say that the process
of conceptualization of educational marketing
remains in its early stage of development. Most
scientific publications address this subject through
a simple process of transfer of marketing models
developed in economics into education. Although
those common aspects that exist between educa-
tional marketing and commercial one justify, in
part, this state of affairs, the lack of the domain
specific models does not contribute to the deve-
lopment of educational marketing theory and
practice. In this context, the research presents an
overview of scientific publications to highlight
marketing concepts and models that contributed to
the development and deepening of educational
marketing theory and practice.

Defining the concept of educational mar-
keting

Most publications show that the basic pre-
mise of the emergence and development of
educational marketing is the process of marke-
tization of higher education started in the 80s of
the last century [4, 5, 6, 10]. Until then, operating
under producer market conditions, higher educa-
tion institutions didn’t feel the need for marketing.
For centuries, universities provided educational
services only to those who met the conditions
required to act on the supply. In this way, the
marketing activity of universities was centered on
the product, i.e. identifying the value of supply
potential without making significant efforts to
attract students. This state of affairs was encoura-
ged also by the fact that higher education was
funded by the government.

With the increasing variety of institutions,
supply diversification and promotion of the new
management model oriented towards entrepre-
neurship and autonomy, the emphasis in marke-
ting activity moves from supply to demand, i.e.
from focusing on product to focusing on consu-
mer. As a result, the student is treated as consu-
mer, education — as service and education insti-
tution — as service provider in a competitive
market. [14] Analyzing this evolution Ph. Kotler
and K. Fox highlight three stages in the deve-
lopment of higher education marketing: “marke-
ting is not necessary”, “marketing as promotion”,
“marketing as positioning” [7, p.11].

Revista / Journal ,,ECONOMICA” nr.1 (95) 2016
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diverse abordari ce au drept scop delimitarea
continutului principalelor concepte cu care se
opereaza. Astfel, Ph. Kotler si K. Fox (1995) si
B. Davies si L. Ellison (1997) trateaza marketingul
educational ca fiind un mijloc prin care institutiile
de invatamant urmaresc facilitarea schimbului de
valori cu grupurile-tintd vizate. Aceastd abordare
a marketingului, desi este frecvent intilnitd in
practicd, este mai degrabda o expresie a orientarii

D. Pardey (1991), I. Evans (1995) s.a., la
randul lor, plaseazd in centrul preocuparilor de
marketing necesitatea identificarii si satisfacerii
nevoilor consumatorilor din institutia de inva-
tamadnt. Impartasind aceeasi idee, autorii rusi
A.P. Pankruhin (1995), A.P. Egorsin s.a. (2001),
N.V. Tihomirova (2002) se implica in comple-
tarea acestor definitii prin extinderea categoriilor
de public ale caror nevoi institutia urmeaza sa le
satisfaca: indivizi, institutia de invatimant, bene-
ficiari de fortd de munca, societate.

Sinteza numeroaselor abordari ale marke-
tingului educational, prezentate in publicatiile
stiintifice nationale si internationale, permite
evidentierea unor aspecte comune:

e Marketingul este perceput ca un sistem de
gestiune a activitatii institutiilor de inva-
tamdnt constand n cercetare, proiectare,
implementare si control;

o Marketingul presupune schimbul de valori;
Marketingul asigura orientarea institutiei
de Invatamdnt cdtre nevoile pietei §i
modalitatile de satisfacere a acesteia;

e Este luatd 1n considerare diferenta de inte-
rese ale beneficiarilor, impunand necesi-
tatea adaptarii ofertei cerintelor indivi-
duale si de grup;

e Locul central, in activitatea de marketing a
institutiilor de invatamant, ii revine consu-
matorului final.

Generalizand, marketingul educational poa-
te fi definit drept 0 conceptie de gestiune a acti-
vitagii institutiei de invatamant, orientatd spre
identificarea i satisfacerea nevoilor si dorintelor
grupurilor-tintd, prin proiectarea, stabilirea pre-
tului, promovarea §i furnizarea de programe §i
servicii educationale competitive §i realizarea, pe
aceasta cale, a obiectivelor individuale si orga-
nizationale.

Tn literatura de specialitate, marketingul,
deseori, este interpretat ca fiind o filosofie, un mod
de gandire al organizatiei, potrivit céruia punctul

Revista / Journal ,,ECONOMICA” nr.1 (95) 2016

In the last three decades the theorists’
interest in educational marketing has generated
different approaches to distinguishing the main
concepts to operate with. Thus, Ph.Kotler and
K.Fox (1995) and B. Davies and L. Ellison (1997)
view educational marketing as a means by which
educational institutions intend to facilitate the
exchange of values with target groups. This
approach to marketing, although being common in
practice, is rather an expression of sales oriented
activity of educational institutions.

D. Pardey (1991), I. Evans (1995) and
others, in their turn, focus marketing on the need
to identify and meet the needs of the consumers
of educational institution. Sharing the same idea,
the Russian authors A.P. Pankruhin, (1995),
A. P. Egorshin and others (2001), N.B. Tihomirov
(2002) complement these definitions to expand
the public categories whose needs the institution
is going to satisfy: individuals, educational insti-
tution, beneficiaries of labour force, society.

The synthesis of numerous approaches to
educational marketing presented in national and
international scientific publications enables to
highlight some common features:

e marketing is viewed as a system of educa-
tional institutions management consisting
of research, design, implementation and
control;

o marketing involves the exchange of values;

e marketing ensures the orientation of educa-
tional institution toward market needs and
the ways to satisfy them;

o there is taken into account the difference in
beneficiaries’ interests, requiring the need to
adjust supply to individual and group requi-
rements;

o the central place in marketing activity of
educational institutions is assigned to the
final consumer.

To sum up, educational marketing can be
defined as the concept of management of edu-
cational institution activity oriented towards
identifying and meeting the needs and desires of
the target groups through the design, pricing, pro-
motion and delivery of competitive educational
programs and services and achieving in this way
the individual and organizational objectives.
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de plecare in realizarea tuturor activitatilor 7l
constituie clientul. M. J. Etzel s.a. au identificat
trei conditii care fac posibild aplicarea acestei
filosofii de marketing n sectorul educational:

e concentrarea completa asupra necesita-
tilor beneficiarilor In procesul de dezvol-
tare al calificarilor si programelor care
satisfac aceste nevoi;

e necesitatea unui efort integrat de coordo-
nare pentru asigurarea concentrarii diver-
selor aspecte ale activitatii universitatii
asupra unei misiuni comune: cea de satis-
facere a nevoilor consumatorilor;

e orientarea spre rezultat. Tn termeni de
marketing, succesul, calitatea si intregul
rezultat al experientei universitare trebuie
sa fie determinate de masura in care insti-
tutiile de Invatdmant i satisfac pe consu-
matorii sdi [10, p. 567].

Potrivit lui F. Maringe, Tn procesul de im-
plementare a filosofiei de marketing, institutiile
de Invatamant superior sunt, deseori, puse in fata
a trei dileme. Prima este daca studentii trebuie
sa fie priviti in calitate de consumatori in per-
manenta. Tn acest sens, G. Sharrock demons-
treazd cd etichetarea studentilor drept consu-
matori slabeste gradul de perceptie al altor roluri
pe care acestia le preiau in viata cotidiana. El
descrie patru identititi ale studentilor, precum:
(1) consumatori, (2) clienti, (3) cetateni si (4) su-
biecti. Intelegerea necesititilor in schimbare ale
studentilor, in diverse ipostaze, poate contribui la
asigurarea unei satisfactii sporite a consuma-
torului [10, p. 567].

A doua dilema este, dacd institutia de inva-
tamant trebuie sa asigure satisfacerea tuturor
nevoilor si dorintelor consumatorului. Mai
multi autori pun la indoiald caracterul irevocabil
al expresiei ,,clientul intotdeauna are dreptate”.
Analizand acest subiect, M. Le Boeuf, W. G. Zik-
mund si D. Amico au ajuns la concluzia ca ,,chiar
dacd conceptul de marketing subliniaza orien-
tarea spre consumator, acest fapt nu inseamna ca
orice capriciu efemer al oricarui consumator
trebuie sa fie satisfacut” [10, p. 568]. S. O. Mi-
chael, la randul sau, contesta ideea ,,consume-
rism”-ului in forma pura in invatamant, invocand
ca studentul nu dispune de cunostintele si compe-
tentele necesare pentru a decide care trebuie sa
fie structura si continutul programelor educa-
tionale, standardele de calitate ce trebuie atinse
pentru formarea sa profesionala [12, p. 126-127].

In specialist literature in marketing is often
interpreted as a philosophy, a way of thinking of
the organization, according to which the custo-
mer is the starting point in carrying out all the
activities. M.J.Etzel and others identified three
conditions that enable the application of this
marketing philosophy in the education sector:

o full concentration on the needs of bene-
ficiaries in the development of qualifications
and programs that meet these needs;

e the need for an integrated effort of coor-
dination in order to concentrate different
aspects of the university activity on a
common mission: to meet the needs of con-
sumers;

e focus on result. In terms of marketing, the
success, quality and the end result of
university experience is to be determined by
the extent to which educational institutions
satisfy their customers [10, p. 567].
According to F.Maringe, when implemen-

ting marketing philosophy, higher education insti-
tutions are often faced with three dilemmas. The
first one is whether students should be regarded
as consumers continuously. In this regard
G. Sharrock demonstrates that labeling students as
consumers weakens the degree of perception of
other roles that they are assigned in everyday life.
He describes four identities of students, such as:
(1) consumers (2) customers, (3) citizens and
(4) agents. Understanding the changing needs of
students in various aspects can help to ensure
increased consumer satisfaction [10, p. 567].

The second dilemma is whether the edu-
cational institution should satisfy all the needs
and wants of consumers. Many authors question
the irrevocability of the phrase “the customer
is always right”. Having analyzed this subject
M. LeBoeuf, W. G. Zikmund and D. Amico con-
cluded that “even if the concept of marketing
emphasizes customer orientation, this does not
mean that any unreal whim of any consumer must
be satisfied” [10, p. 568]. S. O. Michael, in his
turn, challenges the idea of “consumerism” in its
pure form in education, mentioning that the
student does not have the necessary knowledge
and skills to decide on the structure and content of
curricula, quality standards to be met for their
professional formation [12, p. 126-127].
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In acelasi timp, nu poate fi neglijat faptul
ca procesul educational este unul interactiv, in
care studentilor le revine un rol important. In
plus, ei sunt vazuti in calitate de ,,co-producatori”
ai serviciilor educationale, contribuind, in mod
direct, la propria lor satisfactie, calitate si per-
ceptie a valorii, fiind, astfel, responsabili si de
calitatea rezultatului final [9, p. 186]. In aceastd
ordine de idei, oferirea unor programe educatio-
nale, care ar ignora acest fapt, devine un exercitiu
de impunere.

A treia dilema se refera la ingrijorarea ca,
prin adoptarea unei orientari spre consumator,
puterea trece de la profesori la studenti.
S. V. Scott diminueaza frica acestui schimb de
putere, constatand ca aplicarea marketingului in
fnvatamantul superior nu implica neaparat un
transfer de putere de la profesori la studenti, ci o
schimbare de accente de la un Invatamant centrat
pe profesor la un invatdimant centrat pe student
[10, p. 568]. Invatimantul centrat pe profesor
presupune o abordare a educatiei ca produs,
accentul fiind pus pe livrarea, de catre profesor, a
unui produs finit, prefabricat, studentului reve-
nindu-i un rol pasiv In acest proces. Din pers-
pectiva invatamantului centrat pe student, educatia
este privita ca proces, in care studentului 1i revine
rolul de co-participant [15, p. 227]. Centrarea pe
student presupune un grad mai Tnalt de
individualizare si flexibilizare a relatiei prestator-
consumator, avand ca scop maximizarea nivelului
de satisfactie al studentului.

Teorii si modele de marketing educatio-
nal. Desi, importanta orientarii de marketing este
recunoscutd in mediul academic, elaborarea
programelor de marketing pe termen lung n
universitdti nu este o practica raspanditd. De
reguld, ele se concentreaza asupra unor actiuni
episodice orientate spre o anumitd parte a strate-
giei de dezvoltare a institutiei [4]. In opinia lui
F. Maringe, pentru a schimba aceasta stare a lucru-
rilor, marketingul nu trebuie privit drept un concept
pur corporativ, ci 0 modalitate de a ,strategiza”
sectorul in vederea atragerii consumatorilor.

In perioada conceptualizarii timpurii a teo-
riei marketingului educational au fost dezvoltate
cateva modele specifice. Astfel, B.Hardie a suge-
rat modelul celor trei ,,C”. El afirma ca, pentru a
dezvolta orientarea de marketing, institutiile de
invatamant trebuie sa manifeste (1) Cultura co-
respunzatoare, (2) Creativitate sporita si (3) Ca-
pacitate de a servi necesitatile consumatorilor
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At the same time, one cannot neglect the fact
that the educational process is an interactive
one with students having an important role.
Moreover, they are viewed as “co-producers” of
educational services, contributing directly to their
own satisfaction, quality and value perception,
being thus also responsible for the quality of end
result [9, p. 186]. In this context, providing curri-
cula that would ignore this fact becomes an
imposed task.

The third dilemma is the concern that by
adopting consumer orientation the power is
switched from teachers to students. S.V. Scott
diminishes the fear of power exchange, stating
that the application of marketing in higher educa-
tion does not necessarily involve the transfer of
power from teachers to students, but a change in
emphasis from a teacher-centered education to a
student-centered one [10, p. 568]. The teacher-
centered education involves the approach to
education as a product, the focus being on the
teacher delivering the finished processed product
with a student having a passive role in this pro-
cess. From the perspective of the student-centered
education, formation is viewed as a process in
which the student has the role of a co-participant
[15, p. 227]. The focus on the student implies a
higher degree of individualization and flexibility
of provider-consumer relationship, aimed at
maximizing the level of student satisfaction.

Theories and models of educational mar-
keting. Though the importance of marketing
orientation is recognized in academia, the deve-
lopment of long-term marketing programs in
universities is not a general practice. Usually they
focus on episodic actions oriented towards a
certain part of the institution development strategy
[4]. According to F.Maringe, to change this state
of affairs, marketing should not be viewed as a
purely corporate concept but as a way to “strate-
gize” the sector in order to attract consumers.

During the early conceptualization of edu-
cational marketing theory there were developed
some specific models. Thus, B.Hardie suggested
the model of the three “C”. He states that in order
to develop marketing orientation, educational
institutions must show (1) appropriate Culture, (2)
enhanced Creativity and (3) Capacity to meet the
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intr-o maniera noud, prin identificarea unor avan-
taje competitive si prin explorarea noilor forte
organizationale [10, p.569].

In aceeasi perioadi de timp, L.Gray
sustine cd demersul institutiei de invatamant
pentru o orientare durabild de marketing trebuie
sd includd urmatoarele activitati: (1) stabilirea
obiectivelor de marketing; (2) colectarea siste-
matica a informatiei de marketing; (3) dezvol-
tarea planului de marketing bazat pe cei 5P ai
marketingului; (4) implementarea si evaluarea
strategiilor si a tacticilor folosite [5].

Mai térziu, P. Curran sugereaza cinci stra-
tegii-cheie, care ar putea fi utilizate de depar-
tamentele universitare pentru sustinerea orientarii
de marketing. El a pledat pentru (1) sustinerea
managementului superior, (2) crearea structurilor
de servire a functiilor de marketing, (3) dezvol-
tarea unui program de training in marketingul
intern, (4) angajarea specialistilor In marketing si
(5) dezvoltarea unui sistem de premii pentru bune
practici de marketing [1].

Remarcabild pentru toate aceste modele,
este dorinta de a inrddacina ideea marketingului,
in scopul transformdrii Iui in concept propriu
sectorului educational.

Un alt model, care poate servi drept baza
pentru profilarea, orientarea strategica si dezvol-
tarea filosofiei de marketing in cadrul institutiei
de invatamant a fost propus de F. Maringe [10,
p-572]. Acest model are la baza patru principii
distincte: (1) Contextualizarea (Contextualisa-
tion), (2) Organizarea si coordonarea (Organiza-
tion and co-ordination framework), (3) Cerce-
tarea consumatorului (Researching the customer
interface) si (4) Dezvoltarea curriculumului
(Developing the curriculum). Aceste principii
sunt transpuse in diapazonul unor activitati
separate, dar interrelationate, reunite pentru a
adopta ideea marketingului si a deveni parte
componentd a procesului de planificare strategica
a universitatilor (figura 1).

Principiul contextualizarii porneste de la
ideea cd modelele de implementare a marke-
tingului nu sunt universale si nu pot fi replicate
de institutiile de Invatamant. Implementarea lor
este posibild doar in conditii de maxima sensi-
bilitate fatd de context, ceea ce solicitd univer-
sitatile — intelegerea profunda a mediului intern si
extern in care actioneaza.

needs of consumers in a new way by identifying
competitive advantages and by exploring new
organizational forces [10, p.569].

At the same time, L. Gray argues that edu-
cational institution approach to sustainable
marketing orientation should include the follo-
wing activities: (1) setting marketing objectives;
(2) systematic collection of marketing informa-
tion; (3) developing a marketing plan based on the
5Ps of marketing; (4) implementation and eva-
luation of strategies and tactics used [5].

Later, P.Curran suggests five key strategies
that could be used by university departments to
support marketing orientation. He pleaded for (1)
senior management support, (2) creating struc-
tures of serving marketing functions, (3) deve-
loping a training program in internal marketing,
(4) hiring marketers and (5) developing a bonus
system for best marketing practices [1].

The remarkable thing for all of these models
is the desire to root the idea of marketing in order
to transform it into the concept related to the
education sector.

Another model that can serve as a basis for
profiling, strategic orientation and development of
the marketing philosophy within the education
institution was suggested by F.Maringe [10,
p.572]. This model is based on four distinct prin-
ciples: (1) Contextualization, (2) Organization and
co-ordination framework, (3) Researching the
customer interface and (4) Developing the curri-
culum. These principles are translated into the
range of separate but interrelated activities, con-
solidated to adopt the idea of marketing and
become a component part of the process of the
university strategic planning (figure 1).

The principle of contextualization relies on
the assumption that marketing implementation
models are not universal and cannot be replicated
by educational institutions. Their implementation is
possible only in conditions of maximum sensitivity
to context, which requires from the universities a
deep understanding of internal and external
environment in which they operate.
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Figura 1. Modelul CORD pentru implementarea marketingului educational/
Figure 1. CORD model for educational marketing implementation
Sursa: adaptat dupa [10, p. 573] / Source: adapted from [10, p. 573]

Principiul de organizare si coordonare
vine sd solutioneze una din problemele men-
tionate in mai multe studii, precum ca marke-
tingul 1n invatamant este slab organizat si coor-
donat, se aplicd, de reguld, la nivel operational si
nu strategic, iar aplicarea sa este lipsitd de unele
principii  organizationale formale. Pentru a
conferi functiilor de marketing o prezentad mai
semnificativd, autorul propune crearea unei
structuri distincte, iar eforturile de marketing sa
fie gestionate de o echipa, fapt ce ar aduce la o
sinergie si schimb de idei.

Cercetarea consumatorilor permite insti-
tutiei atat proiectarea unui produs care reflecta
nevoile si dorintele consumatorilor potentiali, cat
si o pozitionare eficientd In raport cu concurentii
pe piata educationala.

Faza de dezvoltare cuprinde un algoritm al
planificarii curriculumului, care include studii,
testari si evaluari ca aspecte integrante ale acestui
proces [11, p. 7]. Ideea conceperii unor programe
de studii atractive, potrivit celor mai recente
nevoi si interese ale studentilor, constituie, apa-
rent, o filosofie in voga. In fapt, majoritatea publi-
catiilor din domeniul marketingului si invata-
mantului superior subliniaza ca aceastd orientare
este inevitabila pentru supravietuirea institutiilor
in conditiile unei piete competitive.
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The principle of organization and co-
ordination appears to solve one of the problems
mentioned in several studies such as the one that
marketing in education is poorly organized and
coordinated, is usually applied at operational and
not strategic level and its application lacks some
formal organizational principles. To make mar-
keting functions more significant, the author
proposes to create a distinct structure and that
marketing efforts to be managed by a team, which
would lead to synergy and exchange of ideas.

Consumer research enables the institution
to design the product that reflects the needs and
wants of potential customers, as well as the effi-
cient positioning with respect to the competitors
in the education market.

The development phase involves an algo-
rithm of curriculum planning that includes studies,
tests and evaluations as integral aspects of this
process [11, p. 7]. The idea of designing attractive
curricula according to the latest needs and inte-
rests of students is apparently a philosophy in
vogue. In fact, most publications in the field of
marketing and higher education emphasize that
this orientation is inevitable for the survival of
institutions in a competitive market conditions.
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Obiectivul satisfacerii maxime a nevoilor
pietei poate fi realizat prin aplicarea sinergica a
elementelor mixului de marketing. Modelul
mixului de marketing aplicat in domeniul edu-
cational presupune o analiza distincta, adaptata la
specificul acestei activitdti, a elementelor consa-
crate: produs, pret, distributie, promovare. Por-
nind de la natura produsului oferit de institutia de
invatimant, mai mulfi autori indica asupra
caracterului limitat al modelului traditional al
mixului (4P). Astfel, Ph. Kotler si K. Fox, adap-
tand modelul extins (7P) al mixului de marketing
la contextul educational, evidentiaza urmatoarele
elemente: program (Programme), pret (Price),
distributie (Place), promovare (Promotion), per-
sonal (People), proces (Processes) si ambianta
fizica (Physical facilities) [7, p. 276].

In conditiile unui mediu extrem de dina-
mic, in care isi desfasoard activitatea institutiile
de invatamant superior, modelele traditionale de
marketing nu mai sunt suficiente pentru a le
asigura succesul pe piatd. Pe masura evolutiei
teoriilor si modelelor de marketing in domeniile
conexe, se produc modificari in modul de
abordare a marketingului in universitati.

K. Judson si S. Taylor evidentiaza o serie
de diferente majore in abordarea timpurie
si contemporand a marketingului universitar
(tabelul 1).

The objective of maximum satisfaction of the
market needs can be achieved through the synergic
application of the marketing mix elements. The
marketing mix model applied in education involves
a thorough analysis adjusted to the peculiarity of
this activity of the consecrated elements: product,
price, place, promotion. Starting with the nature of
the product offered by the education institution,
most authors point to the limited character of the
traditional model of (4Ps) mix. Thus, Ph.Kotler and
K.Fox having adjusted the extended model (7Ps) of
the marketing mix to the educational context,
highlight the following elements: Programme,
Price, Place, Promotion, People, Processes and
Physical facilities [7, p. 276].

Under the conditions of an extremely
dynamic environment in which higher education
institutions operate, traditional marketing models
are no longer sufficient to ensure their success in
the market. The evolution of marketing theories
and models in related domains provides changes
in the approach to marketing in universities.

K. Judson and S.Taylor highlight a series of
major differences in early and contemporary
approaches to university marketing (table 1).

Tabelul 1/ Table 1

Diferente intre abordarea traditional si moderna a marketingului invitdméntului superior/
Differences between traditional and modern approaches to higher education marketing

Marketing traditional/
Traditional marketing

Marketing modern/
Modern marketing

1 2

3

Unitatea de schimb /
Exchange unit

La baza schimbului se afla bunul/
Exchange is based on product

Serviciul este baza schimbului /
Exchange is based on service

Rolul consumatorului/
Customer role

Consumatorul este destinatarul
bunurilor. Accentul se pune pe
furnizarea unui program de cali-
tate inaltd/ The consumer is the
recipient of the goods. The
emphasis is on providing a high
quality program.

Consumatorul este co-producator al
serviciului. Accentul se pune pe cola-
borarea cu studentii la co-producerea
serviciului educational/ The consumer
is the co-producer of the service. The
emphasis is on cooperating with
students to co-produce educational
service.

Rolul prestatorului/
Provider role

Crearea si livrarea valorii studen-
tilor sub forma unor cursuri rele-
vante si calitative/ Creating and
delivering value to students in the
form of relevant and qualitative
COUrses.

Co-producerea valorii in baza unor
relatii eficiente cu studentul/ Co-pro-
ducing value on the basis of effective
relationships with the student.
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1

2

3

Determinantul valorii/
Value determinant

Valoareca este determinata de
furnizor/ Value is determined by
the supplier.

Valoarea este determinatd de student
n baza ,,valorii in utilizare”/ Value is
determined by the student based on
the ,,value in us”.

Actiunile de
marketing/ Marketing
actions

Satisfactia studentilor, parintilor si
angajatorilor/ Students, parents
and employers satisfaction.

Dezvoltare personald prin instruire
continud; sporirea capitalului social/
Personal development through life-
long learning; increasing social
capital.

Scopul educatiei/ The
purpose of education

Oportunitati de angajare si per-
formantd/ Employment opportu-
nities and performance.

Dezvoltare personald prin instruire
continua; sporirea capitalului social/
Personal development through life-
long learning; increasing social
capital.

Stakeholderii primari/
Primary stakeholders

Studentii, parintii si angajatorii/
Students, parents and employers.

Studentii, parintii, angajatorii $i socie-
tatea/ Students, parents, employers

and society.

Limitele temporale/
Time limits

Termen scurt / Short- term

Termen lung / Long-term

Sursa. adaptat dupad [6, p. 53] / Source: adapted from [6, p. 53]

Analizand informatia din tabel, se poate
observa ca abordarea moderna a marketingului
educational schimba accentele de pe ,logica
dominanta a bunului” spre ,,logica dominantd a
serviciului”. Potrivit logicii dominante a servi-
ciului, serviciul educational este vazut ca proces,
in timp ce logica dominantd a bunurilor abor-
deaza serviciul ca iesiri ale institutiei de invata-
mant. Modelul traditional se bazeaza pe resursele
tangibile, valoare livrata si tranzactii. In opozitie,
modelul contemporan se concentreazd pe co-
creare de valoare, dezvoltare a relatiei si fideli-
zare a consumatorului.

Evolutiile in filosofia de marketing cu
referire la crearea valorii genereaza schimbari de
comportament la nivel de universitati, studenti si
societate, in ansamblu, in sensul accentuarii
rolului coparticiparii tuturor actorilor implicati in
procesul de prestare a serviciilor de invatamant.

Astfel, se poate afirma cad marketingul
universitar, tot mai mult, devine un marketing
holistic, demonstrind necesitatea unei abordari
mai cuprinzatoare §i mai coerente. Introdusa
in uz de consacratul autor Ph. Kotler, conceptia
de marketing holistic presupune ,,dezvoltarea,
proiectarea §i implementarea unor programe,
procese i activitati de marketing care isi
asumda amploarea proprie si interdependentele”

[8, p. 19].
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Analyzing the information in the table we
can see that the modern approach to educational
marketing switches the emphasis from “good-
dominant logic” to “service-dominant logic”.
According to service-dominant logic, educational
service is viewed as a process, while good-
dominant logic treats service as the educational
institution outputs. The traditional model is based
on tangible resources, delivered value and
transactions. In contrast, the contemporary model
focuses on co-creation of value and development
of consumer loyalty relationship.

Evolution in marketing philosophy regar-
ding value creation generates behavioral changes
at the level of universities, students and society as
a whole, in order to strengthen the role of co-
participation of all the actors involved in the
process of rendering educational services.

Thus, we can say that university marketing
is being increasingly transformed into holistic
marketing, demonstrating the need for a more
comprehensive and coherent approach. Introduced
in use by Ph. Kaotler, the holistic marketing con-
cept involves “the development, design and
implementation of marketing programs, processes
and activities that recognize the breadth and
interdependences” [8, p. 19].

According to the holistic marketing concept
educational service is viewed as a system with its
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Potrivit conceptiei de marketing holistic,
serviciul educational este vazut drept un sistem,
al carui fiecare element afecteaza eficienta intre-
gului proces. Comunicarea cu consumatorii se
bazeazd pe principiul cooperarii, realizandu-se 0
evaluare a nivelului si calitatii acestei comunicari
Cu toate partile interesate: angajatii universitatii,
studentii, parintii, angajatorii, statul. Experienta
aplicarii marketingului holistic demonstreaza ca
cooperarea si integrarea eforturilor tuturor parti-
cipantilor la procesul educational creeaza cea mai
mare valoare pentru consumatori [16].

Concluzii. Dinamismul cu care se dezvolta
mediul socio-economic, tot mai frecvent, obligd
institutiile de invatimant sa se adreseze marke-
tingului pentru a face fatd provocirilor. Insi
aceste transformdri nu par sa aprecieze evolutia
teoriilor §i practicilor de marketing, universitatile
adoptand modele bazate mai degraba pe ,,teorii
de marketing arhaice”. Tn plus, abordand con-
ceptul de marketing educational, literatura de
specialitate este axata, preponderent, pe transferul
teoriilor si modelelor de marketing din alte
domenii 1n Invatamantul superior, in loc sd fie
dezvoltate modele specifice sectorului. Tn lipsa
unor modele de marketing adaptate la circums-
tantele si contextele specifice institutiei de
invatamant, capabile sd faca fata provocarilor si
sd devind parte integrantd a strategiei globale a
institutiei, marketingul riscd sd ramana doar o
activitate ocazionald utilizatd ca mecanism de
solutionare a unor probleme curente.

every element affecting the overall process effi-
ciency. Communication with customers is based
on the principle of cooperation, evaluating the
level and quality of this communication with all
stakeholders: university employees, students,
parents, employers, government. The experience
of holistic marketing application demonstrates
that cooperation and integration of the efforts of
all the participants in the educational process
creates the highest value for customers [16].

Conclusions. The dynamic development of
social and economic environment makes educa-
tional institutions with ever increasing frequency
apply to marketing in order to face challenges.
But these changes do not seem to appreciate the
evolution of marketing theories and practices,
because universities adopt models rather based on
“archaic marketing theories”. Moreover, approa-
ching the concept of educational marketing the
specialist literature focuses mainly on the transfer
of marketing theories and models from other areas
in higher education instead of developing sector-
specific models. In the absence of marketing
models adjusted to the circumstances and the
contexts specific to the educational institution that
are able to face challenges and become an integral
part of the overall strategy of the institution,
marketing risks remaining to be only an occasio-
nal activity used as a mechanism to tackle some
current issues.
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INSTITUTII DE SPRIJIN
AL INTREPRINDERILOR
DE PRODUCTIE INOVATOARE

Lect. sup. Ludmila TIMOTIN, UTM

Tn articol, sunt analizate formele specifice
de suport pentru antreprenoriatul inovator,
inclusiv cele orientate spre consolidarea coope-
rarii cu Guvernul a institutiilor de cercetare
stiintifica si a intreprinderilor, in special, privind
voucher-ele inovationale, incubatoarele, cluste-
rele de inovare. Rezolvarea problemelor finan-
ciare ale businessului inovator are loc, actual-
mente, prin intermediul institutiilor speciale —
fondurile de capital de risc, ,,ingerii din afaceri”.

Cuvinte-cheie: antreprenoriatul inovator,
vouchere inovationale, institutii de sprijin al
inovatiei.

JEL: 030, M21.

Introducere

Dezvoltarea si evolutia rapida a tehnologii-
lor, cu efecte directe asupra ciclului de viata al
produselor si serviciilor, impun astazi intre-
prinderile din Republica Moldova sa promoveze
o politica de inovare permanenta pentru a cores-
punde cerintelor unor piete in continud evolutie.
Internationalizarea influenteaza activitatea aces-
tor companii si mediul economic in care ele
functioneaza. Astfel, IMM-urile (intreprinderile
mici si mijlocii) sunt mai flexibile, mai com-
petitive decat intreprinderile mari, valorificand
mai usor potentialul de asimilare a progresului
tehnologic. Promovarea inovatiei este in trend
economic european. Acesta este dominat de pon-
derea insemnata pe care o detin IMM-urile n
totalul intreprinderilor. Motivatiile nu sunt insa
intotdeauna aceleasi. Lichidarea unor companii
industriale, restructurarile sectoriale au condus la
necesitatea solutiondrii problemei de creare a noi-
lor locuri de munca. Masuri de promovare de
initiere si suport de dezvoltare pentru acest tip de
Intreprinderi sunt mijloace de crestere a venitu-
rilor populatiei si de combatere a sdriciei. Intreaga
lume deja recunoaste IMM-urile drept compo-
nentd importanta a sectorului de productie si,
corespunzator, a sistemului economic. Tn aceste
conditii, apare necesitatea stringentd de a urgenta
dezvoltarea institutiilor de sprijin pentru IMM-uri.

Rolul activititii de inovare pentru IMM-
uri

Activitatea de inovare, In ultimii 10 ani,
este consideratd un factor-cheie pentru compe-

INSTITUTIONS OF SUPPORT
FOR INNOVATIVE
PRODUCTION ENTERPRISES

Senior lect. Ludmila TIMOTIN, TUM

The article explores the specific forms of
support for innovative entrepreneurship, inclu-
ding those oriented towards government coope-
ration, scientific research institutions and enter-
prises, in particular innovation vouchers, inno-
vation incubators, clusters. The solution of the
financial problems of the innovative business
currently takes place through special institutions
— venture capital funds, business angels.

Key words: innovative entrepreneurship,
innovation support institutions

JEL: O30, M21.

Introduction

Development and rapidly evolving technolo-
gies, with direct effects on the lifecycle of pro-
ducts and services, force Moldovan enterprises to
promote a policy of constant innovation, in order
to meet the requirements of the evolving markets.
In addition, globalization influences the activity of
these companies but also the economic environ-
ment in which they operate. Therefore, the SMEs
(small and medium enterprises) are more flexible,
more competitive than large enterprises, capitali-
zing easier assimilation potential of technological
progress. The European economic trend is orien-
ted towards promoting innovation. This is due to
the considerable share of SMEs out of the total
number of enterprises. However, the motives are
not always the same. The liquidation of large
companies in the industrial sector, massive res-
tructuring in other sectors, led to the need of
finding solutions in order to create new jobs.
Some measures to stimulate the establishment of
such enterprises can constitute a means of enhan-
cing household incomes and fight poverty. We are
witnessing a trend of recognition of SMEs as a
key component of production systems and, in
general, of the economic system. In these circum-
stances, a large number of studies have been
undertaken on the role of the growth of the
performance of these enterprises in the economic
development of the world countries.

Role of innovation for SMEs. The innova-
tion activity during the past 10 years is considered
a key factor for the competitiveness of SMEs

Revista / Journal ,,ECONOMICA” nr.1 (95) 2016



BUSINESS SI ADMINISTRARE / BUSINESS AND ADMINISTRATION

titivitatea IMM-urilor si pentru economie in
general. Conform cunoscutei afirmatii a lui
Michael Porter, inovarea ofera oportunitatea de a
obtine un avantaj competitiv, care este mai usor
de mentinut decat un avantaj bazat pe pret [9].

Astazi, in cadrul UE, politica de inovare
este integratd cu politica de dezvoltare al antre-
prenoriatului Tn economie. Politica de inovare
denotd un ,,sir de instrumente pentru a imbunatati
accesul intreprinderilor la finantarea inovarii, a
crea un mediu de reglementare favorabil inovarii
si pentru dezvoltarea cererii de inovare, precum
si a crea masuri de facilitare a activitatii
institutiilor relevante pentru inovare, inclusiv a
celor ce mentin comunicarea intre institutiile de
cercetare si industrie” [14].

Astfel, dacd examinam intreprinderile mici
si mijlocii din diferite sectoare ale economiei,
observam diferente evidente intre performantele
tehnologice ale acestora. Datoritd categoriilor de
activitati realizate in unele domenii, IMM-urile
pot Tncorpora tehnologii avansate, Tn timp ce n
altele predomina inca activitatile manufacturiere,
bazate pe tehnologii traditionale. Prin urmare,
sunt sectoare care utilizeazd biotehnologiile,
nanotehnologiile, tehnologiile informationale si
de comuniatii, diferite tehnologii de productie
sau implementeaza solutii de crestere a eficientei
energetice ori tehnologii eficiente din punct de
vedere al protectiei mediului.

Este bine stiut cd, o componenta esentiala
pentru inovare, poate cea mai la indemana pentru
solutionarea urgenta a problemelor, este gan-
direa. Detinerea de patente proprii reprezinta un
indicator al performantelor intreprinderilor. Insa,
resursele umane, in multe din IMM-uri, sunt
reduse, iar timpul alocat gandirii creative este
destul de limitat, de aceea, pentru a crea solutii
care sa poata constitui premisa progresului tehno-
logic, resursa umand trebuie sia fie educata,
instruitd, cunostintele constituind piatra de teme-
lie, componenta-cheie a unei economii globale
bazate pe cunoagtere.

Cu toate ca, datoritdi numeroaselor con-
strangeri financiare la care sunt supuse IMM-
urile, rareori, reusesc sa aplice tehnologii de
ultima generatie. Adeseori, acestea apeleaza la o
combinatie de tehnologii simple cu tehnologii
moderne, adaptdndu-si gradul de Tnzestrare
financiare.

Pentru a accelera performantele de inovare,
intreprinderile care nu isi permit sa investeasca in
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and the economy in general. According to
Michael Porter’s famous statements, innovation
provides an opportunity to gain a competitive
edge that is easier to maintain than a benefit based
on price [9].

Today, within the EU, innovation policy is
integrated with entrepreneurship development po-
licy because entrepreneurship plays a major role
in increasing the level of innovation in the eco-
nomy. By innovation policy it is understood the
“range of tools to improve business access to
financing innovation, to create a regulatory envi-
ronment conducive to innovation and to develop
innovation demand, as well as to create measures
to facilitate the work of institutions relevant for
innovation, including those that maintain
communication between research institutions and
industry” [14].

Substantial differences between technolo-
gical performances can be observed when ana-
lysing small and medium enterprises from
different sectors of the economy. In some sectors,
due to the type of activities performed, SMEs can
incorporate high technology, while others are still
dominated by manufacturing activities based on
traditional technologies. Thus, there are sectors
using biotechnology, nanotechnology, information
technologies and communications, different
production technologies or implementing solu-
tions to increase energy efficiency or efficient
technologies in terms of environmental protection.

Of course, an essential component for inno-
vation and perhaps the handiest one is creative
thinking to find solutions. Holding of individual
patents is an indication of companies' perfor-
mance. Nevertheless, human resources in many
SMEs are reduced, and the time for creative
thinking is quite limited. To create solutions that
could be the premise of technological progress,
human resource must be educated, trained, the
knowledge being the cornerstone, the key
component of a global knowledge-based economy.

On the other hand, because of many
financial constraints they have to face, SMEs
rarely fail to apply the latest technology. Most
often, they resort to a combination of simple
technologies with modern technologies, adapting
the degree of their equipment according to
requirements and financial possibilities.

An easier way for businesses that cannot
afford to invest in research is the access to its
results through knowledge and technology
transfer. The access to information, tracking
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cercetare, utilizeaza accesul la rezultatele institu-
tiilor respective prin transferul de cunostinte si de
tehnologie. Aceasta metodd include accesul la
informatii, urmarirea cerintelor pietei si a ofer-
telor furnizorilor de tehnologie si ofera posi-
bilitatea unei reactii rapide la schimbarile ce au
loc in aceste directii.

Structuri de sprijin inovational

In ultimii ani, in politica europeand de
inovare, au avut loc schimbari semnificative,
astfel, actualmente, legislatia europeand com-
portd un caracter stimulator. Intr-0 economie
bazatd pe cunoastere, este recunoscut faptul ca
guvernul, institutiile de cercetare si intre-
prinderile trebuie sd coopereze in mod activ,
intru utilizarea mai eficientd si durabild a
potentialului de inovare al societitii. In acest
scop, sunt elaborate diverse scheme de sprijin
financiar pentru cercetare si punerea in aplicare a
rezultatelor stiintifice de perspectiva in afaceri, in
scopul de a crea noi produse si servicii. Pentru
aceasta, sunt utilizate diferite forme de sustinere,
in primul rénd, pentru Tntreprinderile industriale
inovatoare.

De exemplu, masurile politice actuale
presupun stabilirea si dezvoltarea parteneriatului
public-privat in domeniul inovarii. In particular,
in Europa (Belgia, Estonia, Grecia, Portugalia),
sunt raspandite pe larg tichetele/voucher-ele
inovatoare, care le permite IMM-urilor si bene-
ficieze de servicii de consultantd in domeniul
inovarii, crescand, astfel, cererea pentru rezul-
tatele cercetarii si dezvoltarii.

Tn sprijinul intreprinderilor nou-infiintate
(start-up-uri), au fost initiate programe speciale.
Pentru a rezolva problemele financiare ale ntre-
prinderilor inovatoare, capata raspandire niste
institutii speciale — investitorii de risc sub forma
de fonduri de capital de risc inclusiv prin Tngerii
de afaceri (business angels). Institutiile men-
tionate nu numai ca ajutd companiile sa imple-
menteze inovatii, dar, de asemenea, sustin
dezvoltarea economiei inovatoare, adica reali-
zeaza interesul public. Obiectivul principal al
capitalului de risc este urmatorul: capitalul unor
antreprenori  sd permita realizarea ideilor
originale si capacitatile intelectuale ale altor
antreprenori; ca urmare, ambele companii au
sansa de a obtine profit.

Fondurile de risc, spre deosebire de fondu-
rile de investitii traditionale, sunt axate pe lucrul
cu businessul inovator si cu proiecte inovatoare,
caracterizate printr-un nivel semnificativ de risc.

market demands and offers of technology pro-
viders enable a rapid response to changes taking
place in these areas and adaptation of products
and services.

Innovative support structures

During the recent years, European inno-
vation policy has suffered significant changes, so
that, now, European legislation has a stimulating
character. In a knowledge-based economy, it is
recognized that the government, research institu-
tions and enterprises should cooperate actively, in
order to use more efficiently and sustainable the
innovation potential of the society. To this end,
various schemes of financial support for research
and implementation of the prospective scientific
results in business are drawn up in order to create
new products and services. For this, various forms
of support are used primarily for innovative
industrial enterprises.

For example, current policy measures invol-
ve the establishment and development of public-
private partnership in innovation. In particular, in
Europe (Belgium, Estonia, Greece, and Portugal)
tickets/innovation vouchers that enable SMEs to
benefit from advisory services in the innovation
field are widespread, increasing the demand for
research and development results.

Special programs have been initiated in
support of new enterprises (start-ups). To solve
the financial problems of innovative companies
certain special institutions such as venture
investors as venture capital funds and business
angels become widely spread. The respective
institutions not only help companies to implement
innovations, but also support the development
of innovative economy, meaning they realize
the public interest. The main objective of the
risk capital is as it follows: the capital of certain
entrepreneurs allows realizing original ideas
and intellectual abilities of other entrepreneurs;
as a result, both companies have the chance to get
a profit.

Hedge funds, unlike traditional investment
funds, focus on working with innovative business
and innovative projects characterized by a sig-
nificant risk level. Usually, funding is granted
to new enterprises or start-ups that have sig-
nificant potential for innovation. However, they
do not have financial security, credit history or
real income that would allow them to obtain a
bank loan.
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De regula, finantarea este acordatd intreprin-
derilor noi sau recent infiintate, care dispun de un
potential semnificativ de inovare. Insa, acestea nu
au securitate financiard, istoric de creditare sau
venituri reale, care le-ar permite sa obtind un
Tmprumut bancar.

Fondurile de risc, investind in capitalul
intreprinderilor inovatoare, devin coproprietari
minoritari, respectiv, iau asupra lor o parte din
riscuri, participand la profit. De reguld, selectarea
intreprinderilor pentru investitie este efectuatd de
catre experti ai fondului cu nalta calificare, care
sunt capabili sa selecteze afacerile ce pot obtine
intotdeauna profituri destul de mari, ca urmare a
realizarii proiectului. Selectarea companiilor
constituie o etapa foarte importantd, deoarece
doar 10-20% din intreprinderile inovatoare pot fi
profitabile, majoritatea fiind respinse de piata.
Criterii nu mai putin importante pentru selectarea
companiilor sunt experienta managerilor aces-
tora si perioada de rentabilitate a investitiei (de
obicei, 3-7 ani).

Tngerii de afaceri sunt, de asemenea,
considerati investitori de risc, dar activitatea lor
este aproape intotdeauna axatd pe investitii in
start-up-uri (afaceri in primele etape ale activitatii
lor), care sunt nerentabile, caracterizate printr-un
nivel mai ridicat de risc. De reguld, ingerii de
afaceri sunt oameni bogati, in trecut, antreprenori
de succes. Ei ajutd companiile inovatoare tinere
nu numai financiar, ci si prin cunostintele,
experienta si contactele lor de afaceri. Ei nu cauta
sd obtina controlul asupra intreprinderii, ofera o
sumd relativ micd, dar vor sa obtind un
randament al investitiilor lor destul de repede — n
3-4 ani.

Dupa introducerea proiectului de inovare si
obtinerea primelor sume semnificative de venit,
fondul de risc / ingerul de afaceri ar putea vinde
participatia sa in proprietate, in special, altor copro-
prietari ai intreprinderii. De aceea, Tntreprinderea,

achizitiondnd lichiditati, schimba sursele de
finantare.
Un rol semnificativ Tn implementarea

rezultatelor cercetarilor stiintifice il joaca incu-
batoarele de inovare si parcurile tehnologice,
oragelele tehnologice.

Incubatorul de inovare este o institutie, de
reguld, bazatd pe proprietatea publicd, fiind
creatd pentru a sprijini companiile inova-
toare/proiectele 1n stadiul initial de dezvol-
tare/implementare a acestora. Incubatorul de
inovare vizeazd stimularea dezvoltarii intre-
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By investing in innovative business capital
hedge funds become co-owners, respectively;
they take on some of the risk by participating in
profit. Typically, selecting companies for invest-
ment is carried out by highly qualified experts of
the fund, which are able to select businesses that
can always get quite large profits due to the pro-
ject. The selection of companies is a very impor-
tant step, because only 10-20% of innovative
enterprises can be highly profitable, the majority
being rejected by the market. A no less important
criteria when selecting the companies is their
managers’ experience and the ROI period (usually
3-7 years).

Business angels are also considered venture
investors, but their activity is almost always focu-
sed on investments in start-ups (business in the
early stages of their work) that are unprofitable,
characterized by a higher level of risk. Typically,
business angels are wealthy people — successful
entrepreneurs in the past. They help young inno-
vative companies not only financially, but also
through sharing their knowledge, experience and
their business contacts. They do not seek to gain
control of the company, provide a relatively small
amount but want to get a return on their
investment quickly — in 3-4 years.

Having implemented the innovation project
and achieving the first significant sums of income,
the risk fund/business angel may sell its stake
share in the property, especially to other co-
owners
of the company. Therefore, by acquiring liquidity,
the enterprise changes the funding sources.

The innovation incubators, technology
parks and technology towns play a significant role
in implementing the results of the scientific
research.

The innovation incubator is an institution,
usually based on public ownership, which is
designed to support innovative companies/projects
in the initial stage of development/imple-
mentation. The innovation incubator aims to
stimulate the development of small enterprises,
which have an innovation unit in their structure.
These incubators can provide more services,
usually such as information, legal, marketing,
brokerage, rent spaces for office or industrial
purposes, including the use of computers and
Internet, phone and fax. The period an enterprise
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prinderilor mici, care nu au n structura lor o
unitate de inovare. Aceste incubatoare pot furniza
mai multe servicii, de regula — de informare,
juridice, de marketing, de brokeraj; ofera in chirie
spatii de birou sau in scopuri industriale, inclusiv
utilizarea de computere si Internet, telefon si fax.
Perioada aflarii intreprinderii n incubator, de
reguld, nu depaseste termenul de 3-5 ani, dupa
care aceasta paraseste incubatorul si continua sa
existe independent.

Tn ultimii ani, avand Tn vedere utilizarea pe
larg a Internetului, au aparut incubatoare
virtuale. Ele oferd diverse tipuri de consiliere —
evaluarea potentialului comercial al proiectului
de inovare, cercetare de piatd, dezvoltarea
planului de afaceri, cautarea potentialilor
consumatori etc. Cu toate acestea, ele nu pot sa
arendeze cuiva spatii si echipamente [4,7].

Parcul tehnologic si oraselul tehnologic
sunt complexuri stiintifico-industriale mai mari,
care includ facilititi de cercetare, spatii de
productie si de depozitare, birouri, uneori, tere-
nuri. Ele accelereaza procesul de implementare in
productie a rezultatelor cercetarii, promoveaza
dezvoltarea antreprenoriatului inovator, con-
centrarea capitalului industrial si bancar.

Parcul tehnologic dispune de facilitati de
cercetare si de productie, inclusiv pentru cercetare
in domeniul tehnologiilor Tnalte, testarea prototi-
purilor si comercializarea lor pe piatd. Structura
parcului include institute de cercetare, laboratoare
stiintifice, companii cu tehnologie avansatd, infra-
structurd de transport dezvoltata, sali de expozitie
etc. Respectiv, parcul de tehnologie asigura
un mediu inovator variat si favorabil pentru
rezidentii sai.

Ordaselul tehnologic este un complex mo-
dern mult mai mare, cu profil stiintifico-
industrial, incluzand universitati, institute de
cercetare, precum si zone rezidentiale, echipate
cu infrastructura industriala si tehnologica cores-
punzatoare. In aceste spatii, sunt concentrate
cercetarile in industriile de varf, se creeazia un
mediu favorabil pentru dezvoltarea unor noi
intreprinderi de inaltd tehnologie in sectoarele
selectate. Statul poate crea Tn parcul sau n
oragelul tehnologic un tratament preferential
pentru rezidenti (prin furnizarea ,,vacantelor
fiscale”, reducerea ratelor sau a bazei de
impozitare, acordarea de Tmprumuturi pre-
ferentiale, reducerea ratelor dobanzii pentru
inchirierea unor spatii industriale etc.).

is in the incubator usually does not exceed 3-5
years, after which the company leaves the
incubator and continues to exist independently.

In recent years, given the widespread use of
the Internet, virtual incubators have emerged.
They offer various types of counselling — eva-
luating the commercial potential of the innovation
project, market research, business plan deve-
lopment, looking for potential consumers, etc.
However, they cannot rent any premises and
equipment.

The technological parks, as well as the tech-
nological town, are bigger scientific and industrial
complexes, which include research, production
and storage facilities, offices, sometimes lands.
They accelerate the implementation process of
research results; promote innovative entrepre-
neurship development, industrial and banking
capital concentration [4,7].

The technological park has research and
production facilities, including for high-tech
research, testing of prototypes and their marketing
on the market. The structure of the park includes
research institutes, scientific laboratories, compa-
nies with advanced technology, developed
transport infrastructure, exhibition halls etc.
Accordingly, the technological park offers a
varied and innovative environment conducive to
its residents.

The technological town is a much bigger
modern town, with a scientific and industrial
profile, including the university, research insti-
tutes and residential areas, equipped with appro-
priate industrial and technological infrastructure.
The research in cutting-edge industries is con-
centrated in these spaces; a favourable environ-
ment for the development of new high-tech
enterprises in selected sectors is created. The state
can create a preferential treatment for residents in
its technological park or town (by providing “tax
holidays”, rate or tax base reduction, providing
preferential loans, reducing interest rates for lease
of industrial space etc.).

Tn order to support innovative start-ups there
are also institutes acting as accelerators. They are
focused mainly on the key issue of novice
entrepreneur — the accelerated development of the
business. The accelerator provides speedy and
practical assistance in developing an innovative
project (usually within 3-5 months). The accele-
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Pentru suportul start-up-urilor inovatoare
exista, de asemenea, institute sub forma de acce-
leratoare. Ele sunt axate, in principal, pe pro-
blema-cheie a intreprinzatorului incepator — dez-
voltarea accelerata a afacerii. Acceleratorul ofera
asistentd rapidd si concretd in dezvoltarea unui
proiect inovator (in decurs de aproximativ 3-5
luni). Acceleratorul lucreaza, de obicei, cu o
echipa deja formata si cu o companie inregistrata,
care are nevoie, in special, de sprijin de specia-
litate (sfaturi si recomandari), ceea ce ii permite
sa atraga atentia investitorilor asupra proiectului.

Un grup special de incubatoare inovatoare
il constituie incubatoarele de inovare create in
cadrul institutiilor academice. Sarcina lor consta
in comercializarea ideilor inovatoare ale studenti-
lor si absolventilor, precum si ale cadrelor didac-
tice si cercetatorilor institutiilor respective (insti-
tute/universitati si centre de cercetare). Formarea
unor astfel de incubatoare reflectd dezvoltarea
societatii inovatoare, bazate pe cunoastere, inclu-
siv necesitatea de a reorienta institutiile aca-
demice spre necesititile mediului de afaceri.
Experienta de creare a incubatoarelor inovatoare
la universitati existda nu numai In tarile cu
economie de piatd dezvoltatd, ci si in tarile cu
economii in tranzitie.

Organizatii intermediare pe piata de pro-
duse inovatoare sunt agentiile/centrele de
transfer tehnologic. Aceste centre sunt create, de
obicei, pe langa centrele mari de cercetare, pentru
a le ajuta creatorilor de noi produse sau servicii
si le transfere/vanda companiilor interesate. In
context mai larg, centrele de transfer tehnologic
permit crearea si implementarea mecanismului de
comercializare a rezultatelor institutiilor acade-
mice; reorientarea activitdtii acestora catre
nevoile economiei; promovarea afacerilor de
familie; prevenirea scurgerii ,,creierelor” (inteli-
gentei din tard) etc.

Instrumente de retea in politica de inovare.
Astazi, este de mare actualitate tema formarii
unor retele antreprenoriale si de inovare. In
special, politicile UE folosesc, pe larg, principiile
de retele, care permit utilizarea la maximum a
resurselor spatiului european integru al inovarii
(si ale asa-numitelor tari terte, din afara UE, dar
care participa la cooperare in domeniul inovarii),
aliniaza nivelele de dezvoltare inovationald pe
tari i pe regiuni in cadrul tarilor europene,
antreneaza antreprenorii in proiecte inovatoare.
Cele mai cunoscute dintre retelele care sprijina
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rator usually works with an already formed team
and a registered company that particularly needs
expert support (advice and recommendations),
which allows the project to attract investors' atten-
tion on the project.

Innovation incubators created within aca-
demic institutions are a special group of inno-
vative incubators. Their task consists in marketing
innovative ideas of students and graduates, as well
as of teachers and researchers of the respective
institutions (institutes / universities and research
centres). Formation of such incubators reflects the
development of the innovative knowledge-based
society, including the need to refocus academic
institutions to business needs. The experience of
creating innovative incubators at universities
exists not only in countries with developed market
economy, but also in countries with economies
in transition.

The agencies/centres for technology transfer
are intermediary organizations on the market of
innovative products. Usually, these centres are
created in addition to major research centres,
to help creators of new products or services to
transfer / sell them to interested companies. In
the wider context, technology transfer centres
enable the creation and implementation of the
mechanism of marketing the results of academic
institutions; refocusing their activities towards the
needs of the economy; promotion of family
businesses; prevention of any “brain” drain
(intelligence out of the country) etc.

Network tools in innovation policy. Today
the theme of the formation of entrepreneurial and
innovation networks is very actual. In particular,
EU policies broadly use network principles, which
allow the maximum use of the resources of the
upright European space of innovation (and of the
so-called third countries outside the EU, participa-
ting in innovation cooperation), they align the
levels of innovative development by countries and
regions within the European countries, train entre-
preneurs in innovative projects. The best known
networks that support innovation are the European
Business & Innovation Centre Network and the
Enterprise Europe Network [3,12,13].

The European Business & Innovation Centre
Network created in 1984, brings together over 200
support organizations such as incubators, inno-
vation centres and business centres, which pro-
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inovarea sunt Reteaua Europeand de Afaceri si de
Inovare [3,12,13].

Reteaua Europeana de Afaceri si de
Inovare, creatd in 1984, reuneste peste 200 de
organizatii de suport, cum ar fi incubatoarele,
centrele de inovare si centrele de afaceri, care
promoveaza dezvoltarea inovarii si antrepreno-
riatului. Reteaua Antreprenoriald din Europa
reuneste reteaua Innovation Relay Centre — IRC
(infiintatd in 1995) si Euro Info Centre — EIC
(creatd in 1987). Reteaua include mai mult de 600
de organizatii-partenere in 45 de tiri, In care
activeazd mai mult de 4000 de angajati de inalta
calificare. Obiectivul principal al retelei il repre-
europene prin inovare. Organizatiile-partenere ale
retelei ofera servicii de informatii pentru IMM-uri
in Europa, pe principiul ,,ghiseului unic” [14] .

Una din formele actuale si viitoare de
cooperare intre Tntreprinderi o constituie cluste-
rele, care sunt, in esentd, exemple de retele ce
utilizeaza pe scard larga avantajul competitiv.

Dezvoltarea clusterelor, ca un factor de
crestere a nivelului de competitivitate, este vazuta
de catre cercetdtori si practicieni in contextul
economiei regionale moderne si inovatoare,
precum si In contextul politicii de dezvoltare a
afacerilor si de suport al IMM-urilor.

Comunitatea stiintifica a acceptat pe scara
larga ideile lui M. Porter despre clustere ca ,,0
concentrare ntr-o regiune geografica a unor
organizatii si institutii interconectate in limitele
unui anumit domeniu”. In conceptia lui M.
Porter, clusterul este o ,,retea de furnizori, produ-
catori, consumatori, elemente de infrastructura
industriala, institute de cercetare interconectate in
procesul de creare a valorii adaugate”. La baza
doctrinei despre clustere, sta efectul sinergic
pozitiv de aglomerare regionald. Clusterele
cuprind un numar semnificativ de diferite tipuri
de structuri antreprenoriale, care sunt importante
pentru concurentd, inclusiv organe de guvernare,
institutii stiintifice, firme de brokeraj, centre de
standardizare, asociatii comerciale, care ofera
educatie, formare continud de specialitate,
informatizare, cercetare si suport tehnic [8].

Clusterele sunt construite pe principiile
asociatiei sectoriale sau regionale (interpro-
fesionale) intre membri, asociatia bazata pe relatii
verticale Intre firme eterogene si pe interactiunea
dintre procesele inovatoare §i  caracterul
schimbator al relatiilor de piata.

mote the development of innovation and
entrepreneurship. The Enterprise Europe Network
brings together the Innovation Relay Centre — IRC
(created in 1995) network and the Euro Info
Centre — EIC (created in 1987). The network
includes more than 600 partner organizations in
45 countries, where more than 4,000 highly
skilled employees operate. The main objective of
the network is to increase the competitiveness of
European enterprises through innovation. Partner
organizations of the network offer information
services for SMEs in Europe, on the principle of a
“single window” [14].

One of the current and future forms of busi-
ness cooperation are the clusters that are, essen-
tially, examples of networks that widely use the
competitive advantage

The development of clusters as a factor
in increasing the level of competitiveness is seen
by researchers and practitioners in the context
of modern and innovative regional economy, as
well as business development and SMEs support
policy context.

The scientific community widely accepted
the ideas of M. Porter on clusters as “a con-
centration in a geographic region of certain inter-
connected organizations and institutions within a
particular area.” In the conception of M. Porter,
the cluster is a “network of suppliers, manufac-
turers, and consumers, elements of industrial
infrastructure and research institutes interlinked in
the process of creating the added value.” The
positive synergistic effect of regional agglomera-
tion is at the base of the doctrine on clusters.
Clusters include a significant number of different
types of business organizations, which are impor-
tant for competition, including governance bodies,
scientific institutions, and brokerage firms, centres
of standardization, trade associations providing
education, continuous specialty training, informa-
tion, research and technical support [8].

Clusters are built on the principles of sec-
torial or regional association (inter-professional)
between members. This association is based on
vertical relationships between heterogeneous
companies and on the interaction of innovative
processes and the changing nature of market
relations.

High technology companies (high-tech),
research and educational centres, as well as large
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Intr-un cluster de afaceri inovational, un
rol major il joacd companiile de tehnologii 1nalte
(high-tech), centrele de cercetare si educationale,
marii investitori. Cel mai cunoscut exemplu de
cluster de inovare este Silicon Valley din Statele
Unite ale Americii. La baza unui astfel de grup se
afla intotdeauna o mare companie de high-tech,
care reuneste n jurul sdu un numar semnificativ
de IMM-uri si institutii de sustinere a afacerilor.

In ultimii ani, a fost lansati ideea ca
sectorul IMM-urilor este principala sursa de
inovare. Sustinatorii acestei afirmatii explica
pozitia lor prin faptul ca IMM-urile sunt mai
dinamice, reactioneaza mai rapid la schimbarile
survenite in cerere. K. Edmiston mentioneaza ca
intreprinderile  mici sunt considerate mai
inovatoare din trei motive: lipsa unei birocratii
inradéacinate, piete mai competitive si stimulente
personale mai puternice ale antreprenorilor
privati, care sunt, totodata, proprietarii de firme.

Cu toate acestea, majoritatea IMM-urilor
sunt Tntreprinderi conservatoare, implicate n
sectoarele traditionale ale economiei, proprietarii
carora nu se concentreazd pe utilizarea activa a
inovatiilor tehnologice. Prin urmare, acest punct
de vedere este valabil numai pentru un mic grup
de Tintreprinderi implicate Tn sectorul de tehno-
logii Tnalte, iar factorul decisiv il constituie
strategia companiei, nu dimensiunea sa.

Ca un exemplu de sprijin institutional la
nivel international, care a castigat recunoasterea
in ultimii ani, poate servi conceptul de ,,regiune
de invatare”, adoptat de catre Organizatia pentru
Cooperare si Dezvoltare Economica (OCDE) si
Uniunea Europeana. Acest concept se bazeaza pe
ipoteza cd competitivitatea oricarei regiuni
depinde de capacitatea populatiei sale de a invita.
El presupune ca dezvoltarea economica regionala
durabila poate fi realizatd in baza unui sistem de
educatie continua si a activitatii de inovare [4].

In acest context, termenul ,invatare”
include formarea la nivelele individual si colectiv
(sau institutional). Pregitirea individuala implica
dobéndirea de noi cunostinte, abilitati si deprinderi
de persoane aparte prin educatic formala
(programe de formare, ateliere de lucru etc.) sau
informala — Tn timpul lucrului si schimbului de
experientd. O componentd importantd a concep-
tului de regiune de Iinvitare este Invatarea
colectiva (institutionald), atunci cand cunostintele
se acumuleaza la nivelul institutiilor si societatea
constientizeaza necesitatea de inovare pentru o
dezvoltare durabild. Savantii occidentali considera
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investors play a major role in an innovative busi-
ness cluster. The best-known example of the inno-
vation cluster is the Silicon Valley in the United
States. A great high-tech company always lies at
the basis of such a group, which gathers around a
significant number of SMEs and business support
institutions.

The idea that the SME sector is the main
source of innovation has been launched in recent
years. Proponents of this statement explain
their position by the fact that SMEs are more
dynamic; react more quickly to changes in
demand. K. Edmiston noted that small businesses
are considered innovative for three reasons: lack
of entrenched bureaucracies, more competitive
markets and more powerful personal incentives
of private entrepreneurs, who are also business
OWners.

However, most SMESs are conservative
enterprises involved in traditional sectors of the
economy, the owners of which do not focus on the
active use of technological innovations. There-
fore, this view is valid only for a small group of
companies involved in high technology sectors,
while the decisive factor is the company's
strategy, not its size.

As an example of institutional support at the
international level, which has gained recognition
in recent years, can serve the concept of “learning
region”, adopted by the Organization for Eco-
nomic Co-operation and Development (OECD)
and the European Union. This concept is based on
the assumption that any region's competitiveness
depends on its population's ability to learn. It
assumes that sustainable regional economic deve-
lopment can be achieved in a system of con-
tinuous education and innovation activity [4].

In this context, the term “learning” includes
training on individual and collective (or institu-
tional) levels. Individual training involves acqui-
ring by certain people of new knowledge, skills
and abilities through formal (training programs,
workshops etc.) or informal education — during
operation and exchange of experience. An impo-
rtant component of the concept of learning region
is the collective learning (institutional) when the
knowledge is accumulated the level of institutions
and the society is aware of the need for innovation
for a sustainable development. Western scholars
consider this strategy as an innovative strategy of
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ca aceasta strategie este 0 strategie inovatoare de
dezvoltare regionala in conditii de ,,economie de
invatare” [13]. In acelasi timp, cresterea econo-
mica si competitivitatea regiunilor sunt privite 0
consecinta a capacitatii regiunii de a crea si de a
dezvolta o retea de resurse locale, de relatii si
competente.

Concluzii

Cercetarile efectuate demonstreaza ca for-
mele de sustinere a afacerilor pot fi realizate prin
intermediul diferitelor forme organizatorice, care
la randul lor depind de nivelul lor de punere in
aplicare: sunt bazate pe un act interstatal, sunt
realizate la nivel national sau local. Dar cel mai
important este faptul ca orice forma de sprijin
antreprenorial este orientat la dezvoltarea parte-
neriatelor, la cooperarea si asocierea intreprin-
derilor din acelasi grup de activitate sau de grup
clusterial. In tarile dezvoltate, politica de inovare
se integreaza puternic cu politica de dezvoltare a
businessului, iar formele specifice de suport
pentru antreprenoriat sunt forme inovatoare de
sprijin, inclusiv cele orientate spre cooperarea
guvernului, a institutiilor de cercetare stiintifica
si a intreprinderilor, Tn special, vouchere de ino-
vare, incubatoare de inovare, clustere. Rezolvarea
problemelor financiare ale businessului inovator
se solutioneaza prin institutii speciale — fonduri
de capital de risc, Ingeri de afaceri. Interventia
guvernului poate fi completata cu alte forme de
sprijin bazate pe sistemele de compensare. Tn
acest sens, ar fi binevenita si dezvoltarea
parteneriatelor public-privat si cooperarea intre
diferite forme private, ce ar spori competitivitatea
IMM-urilor. Transferul de tehnologie spre IMM-
uri pot imbunatati performanta lor, iar sprijinul
financiar din partea institutiilor publice poate
creste sansele de realizare de succes, dar numai
prin buna monitorizare a punerii n aplicare a
diferitelor strategii.

regional development in terms of “learning eco-
nomy” [13]. At the same time, economic growth
and regional competitiveness of regions are seen
as a result of region's capacity to create and
develop a network of local resources, relation-
ships and expertise.

Conclusions

Conducted research shows that the forms of
business support can be achieved through diffe-
rent organizational forms, which, in turn depend
on their level of implementation: are based on an
interstate act, are performed at national or local
level. But most important is that any form of
entrepreneurial support is aimed on developing
partnerships, cooperation and association of
undertakings of the same group or group of
cluster. In developed countries, innovation policy
is integrated powerful with business development
policy and specific forms of support for inno-
vation entrepreneurship, including those oriented
to government cooperation, scientific research
institutions and businesses, particularly to vou-
chers innovation incubators of innovation clusters.
Solving financial problems of innovative business
shall be settled by special institutions —venture
capital funds, business angels. Government inter-
vention may be supplemented by other forms of
support based schemes. In this regard would
be welcome and developing public-private part-
nerships and cooperation between different
private forms that would enhance the compe-
titiveness of SMEs. Technology transfer to SMEs
can improve their performance, and financial
support from public institutions can increase the
chances of achieving success, but only through
proper monitoring of the implementation of
various strategies.
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.METODOLOGIA DE FORMARE
SI IMPLEMENTARE
A SISTEMULUI DE MOTIVARE
A PERSONALULUI TN CADRUL
INTREPRINDERII

Drd. Snejana MUSCA, ASEM,
profesor la Catedra ,,Economie”
a Universitatii de Stat din Comrat

Tn acest articol, se efectueazi o compa-
ratie a algoritmului de formare a motivatiei per-
sonalului si se analizeaza etapele de punere in
aplicare a sistemului de stimulare a personalului
din intreprinderi in conditiile actuale. Autoarea
propune o metodologie proprie de formare a
motivatiei personalului si principalele etape de
implementare a sistemului Tn cadrul ntreprin-
derilor din Republica Moldova.

Cuvinte-cheie: sistem de motivare, algoritm
de formare, implementare, motivarea persona-
lului, model motivational, proiect-pilot, stimulare.

JEL: 24, 28, 31, 33.

Introducere

Gestionarea cu succes a TIntreprinderii
depinde, in mare masura, de starea sistemului de
motivare a personalului, datoritad caruia creste
eficienta si eficacitatea organizatiei in ansamblu,
de aceea, in conditiile actuale, apare necesitatea
de a elabora un sistem efectiv de motivare a
resurselor umane n cadrul intreprinderii.

Scopul acestui articol este de a compara
etapele de formare si implementare a sistemului
de motivare a personalului si a prezenta algo-
ritmul de formare si implementare a sistemului
respectiv la intreprindere.

Analiza principalelor rezultate stiinti-
fice. In continuare, examinim metodele existente
de formare a sistemelor de motivare, propuse de
emeriti oameni de stiintd in domeniul manage-
mentului.

A. l. Kibanov, I. A. Batkaeva, E. A. Mitro-
fanova, M. B. Lovceva propun urmitoarele etape
ale tehnologiei de formare a sistemului de
motivare:

1. Diagnosticul sistemului de motivare exis-
tent — care presupune informarea cu privire
la piata fortei de munca, la metodele si
formele de motivare existente.

2. Formularea obiectivelor §i principiilor

FORMATION AND
IMPLEMENTATION OF STAFF
MOTIVATION SYSTEM
METHODOLOGY AT
AN THE ENTERPRISE
IN MODERN CONDITIONS

PhD student Snejana MUSCA,
Lecturer, Chair of Economics,
Comrat State University

This article shows a comparison of the
algorithm of staff motivation formation and the
stages of staff motivation system implementation
at the enterprise in modern. Own methodology of
formation of personnel motivation and the main
stages of system implementation at enterprises in
the Republic of Moldova is offered by the author.

Key words: motivation system, formation
algorithm, implementation, motivational model,
pilot project, stimulation.

JEL: 24, 28, 31, 33.

Introduction

The effectiveness of enterprise management
largely depends on the state of personnel motiva-
tion system, which is the main reason for achie-
ving the overall efficiency of the company and the
industry as a whole, so, there appears a necessity
to develop an effective system of personnel
motivation at the enterprise in modern conditions.

The purpose of this article is to compare
the stages of formation and implementation of
staff motivation system; to present the author’s
algorithm of formation and implementation of
staff motivation system at the enterprise.

Main scientific results. Further on we will
examine the existing methods of motivation
system formation, proposed by the leading scien-
tists in the field of management.

A.Y. Kibanov, I. A. Batkaeva, E. A. Mitro-
fanov, M.V. Lovcheva offer the following techno-
logy of motivation system formation:

1. Diagnosis of the existing motivation — infor-
mation about the labour market, systerm the
existing methods and forms of motivation.

2. Formulation ofthe objectives and principles
in the field ofpersonnel motivation— present
a report about the strategy of the mana-
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in domeniul motivarii personalului — la

aceastd etapd are loc prezentarea rapoar-

telor privind strategia de gestionare a

personalului in domeniul motivarii si for-

mdrii componentei si structurii sistemului
de motivare a resurselor umane.

3. Elaborarea sistemului de stimulente mate-
riale — in cazul dat, se efectueazi analiza
structurii personalului, locurilor de munca
si functiilor.

4. Elaborarea sistemului material non-finan-
ciar de stimulare — ilustreaza continutul si
diferentierea pachetelor sociale pe cate-
gorii de personal.

5. Dezvoltarea sistemului de stimulare ne-
materiala — unde are loc identificarea
directiilor principale si diferentierea sti-
mulentelor nemateriale, pe categorii de
personal.

6. Elaborarea actelor normative interne ale
noului sistem de motivare — la etapa data,
se stabilesc componenta si prevederile
documentatiei normative de reglementare a
activitdtii iTn domeniul stimuldrii persona-
lului [3].

N. Kitaeva [9] propune o abordare teo-
retica a constructiei sistemului de motivatie. Prin
combinarea teoriilor bine cunoscute, autoarea
evidentiazd un grup reprezentativ de angajati,
pentru care este necesara dezvoltarea unui sistem
de motivare, ce consta din urmaitoarele etape:
evidentierea necesitdtilor igienice si motiva-
tionale (teoria lui Herzberg), determinarea puterii
de actiune a motivarii (teoria lui Litvinyuk),
determinarea necesitatii prioritare (teoria lui
McClelland), detalierea necesitatilor (teoria lui
Ritchie si Martin) si caracteristica manifestarilor
(teoria lui Alderfer). Etapele finale sunt: meca-
nismul de actiune (teoria lui Maslow) si analiza
rezultatelor impactului in conformitate cu con-
cluziile teoriei motivationale [4].

Potrivit autorului acestui articol, un lucru
pozitiv, la N. Kitaeva, rezida in faptul ca se iau in
considerare nevoile personalului, iar unul negativ
— cd lipseste descrierea relatiei dintre necesitatile
salariatilor si cele ale organizatiei.

In lucririle sale stiintifice, E.A.Rodio-
nova propune formarea sistemului de motivare a
personalului sectionat in doua grupe:

a) grupa de stimulare — care include: defi-
nirea motivarii de muncd, continutul si
structura pachetului de compensare; elabo-
rarea actelor normative care reglementeaza
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gement of the personnel in the field of

motivation and formation of the composition

and structure of staff motivation system.

3. Development of the system of material
stimulation: the analysis of the personnel
structure, vacancies and job positions
is held.

4. Development of material non-monetary in-
centive illustrates the content and the
differentiation of the social package accor-
ding to staff categories.

5. Development of the system of non-financial
stimulation: the definition of the main areas
and differentiation of non-financial stimu-
lation for staff categories.

6. Development of internal regulatory docu-
ments of the new motivation system, deve-
lopment of the content and concepts of
regulatory documents in the field of staff
stimulation [3].

N. Kitaeva [9] offers a theoretical approach
to the construction of the motivation system. By
combining well-known theories, the author iden-
tifies a group of key employees, for which the
system of motivation should be developed, which
consists of the following steps: allocation of
hygiene and motivational needs (Theory of
Herzberg), determination of the efficiency of the
motive (the theory of Litvinyuk), the definition of
the leading need (theory of McClelland), the
detailing of the need (the theory of Richie and
Martin) and the characteristics of manifestation
(Alderfer theory). The final stages are — the
mechanism of impact (Maslow's theory), and the
analysis of the impact according to the conclu-
sions of the theory of motivation [4].

According to the author, the positive
moment of N. Kitaeva is that the needs of staff are
taken into account and the negative moment is
that the description of the relationship of
employees’ needs and the needs of the organi-
zation is missing.

In scientific writings of E.A. Rodionova, the
formation of staff motivation system is proposed
in the form of 2 blocks:

a) stimulation block, which includes the defi-
nition of work motivation , the contents and
the structure of the compensation package;
the development of regulatory documents
regulating and consolidating the system of
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si stabilesc sistemul de remunerare, de

instruire a colaboratorilor serviciului Re-

surse Umane si monitoringul, auditul si
controlul sistemului sus-mentionat;

b) grupa valorica — ce reprezinta o estimare a
profilului de motivatie a organizatiei si
angajatilor, raportul dintre aceste profiluri
motivationale si identificarea factorilor
demotivanti.

In baza analizei rezultatelor obtinute de
grupa valorica si grupa de stimulare, E. A. Ro-
dionova propune urmatoarele etape de imple-
mentare a sistemului de motivare si stimulare a
muncii: formarea profilului motivational al
intreprinderii, efectuarea unor seminare-training
pentru personalul organizatiei i monitorizarea
procesului de implementare a sistemului de
motivatie si stimulare [7].

A. N. Koselev a elaborat o abordare com-
plexa de formare si implementare a sistemului de
motivare a personalului, care constd din urma-
toarele etape:

— monitorizarea sistemului real de motivare,
care constd din analiza sistemului de
motivare a personalului existent in ntre-
prindere, inclusiv analiza documentelor si
regulamentelor ce descriu efectiv sistemul
de remunerare utilizat;

— diagnosticul factorilor interni si externi de
motivare a personalului: adica analiza ne-
cesitatilor personalului, conditiile de lucru,
relatiile de muncéd si politica de resurse
umane,

— identificarea gradului de influentd a moti-
vatiei personalului asupra indicilor de
functionare a intreprinderii;

— stabilirea si punerea in aplicare a masurilor
de sporire a eficientei motivatiei;

— optimizarea sistemului de motivare a per-
sonalului, concordarea acestuia cu obiec-
tivele si strategia organizatiei;

— controlul sistemului de motivare, folosind
diverse criterii [4].

In practica actuald a motivatiei, cele mai
cunoscute baze pentru dezvoltarea sistemului de
stimulare sunt cele care activeaza conform:

a) metodei de clasificare — E. Hay [2];

b) administrarii prin intermediul obiectivelor
MBO (management by objectives) — auto-
rii conceptiei fiind T. Santalainen, E. Vou-
tilainen, P. Porenne, 1. H. Nissinen [8];

rewards, training of the HR personnel and

monitoring, audit and control of the reward

system.

b) value block represents an estimate of the
motivational profile of the organization and
employees, the ratio of these motivational
profiles and the identification of demo-
tivating factors.

Based on the analysis of the Value and
Stimulation Blocks results, E.A. Rodionova offers
the following stages of implementation of the
work motivation and stimulation system: the
formation of the motivational profile of the
enterprise, a training seminar — training for the
employees of the organization and monitoring of
the implementation of motivation and stimulation
system [7].

A comprehensive approach towards the
formation and implementation of personnel moti-
vation system, which consists of the following
steps, was offered by A.N. Koshelev:

— monitoring a real motivation system: ana-
lysis of the existing system of motivation of
the personnel at the enterprise, including the
analysis of documents and regulations
describing the actually used system of
remuneration;

— diagnosis of internal and external factors of
staff motivation i.e.. staff needs analysis,
working conditions, labour relations and
human resources policy;

— identifying the influence degree of staff
motivation on the performance indexes of an
enterprise;

— forming and implementing measures to
improve the motivation efficiency;

— optimization staff motivation system, its
coordination with the goals and the organi-
zation strategy;

— control of the system of motivation, using a
variety of criteria [4].

In modern practice of motivation, the most
common basics for the development of a moti-
vation system are as follows:

a) E. Hay method of classification [2];

b) Management by objectives (MBO). The
authors of the concept are: T. Santalaynen,
E.Voutinlaynen, P. Porenne, Y. H. Nissinen

[8];
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c) indicatorilor echilibrati (Balanced Score-
card) — autorii conceptului sunt ISSP (BSC);

D. Norton si R. Kaplan [6];

d) combinatiilor dintre bazele identificate
mai sus.

Este de remarcat faptul ca ambele abordari:
MBO si BSC sunt axate mai mult pe partea
variabila a remuneratiei (prime, plati suplimen-
tare) si pe motivatia non-financiard, iar metoda
lui E. Hay — pe portiunea mijloacelor fixe.

Cu toate acestea, dupd cum ne demon-
streaza practica, la instituirea in organizatie a unui
sistem de motivare a personalului, managerii
trebuie s tind cont de caracteristicile ce determina
preferintele tipice cu privire la formele si metodele
de stimulare, stilul de conducere, motivele
dominante si asteptarile, atat ale conducitorilor,
cat si ale subalternilor. Personalul trebuie sa stie ca
sistemul de stimulare este rezultatul muncii lor.

Tn baza metodelor de formare a sistemului
de motivare mentionate, autorul acestui articol
propune un algoritm propriu de formare si punere
in aplicare a unui sistem de motivare, care este
prezentat in figura 1 si pe care il vom examina
pe etape:

Etapa I/
| Stage

Etapa a l1-3/ g
11 Stage

Monitorizarea obiectivelor strategice ale organizatiei/
Monitoring the organization’s strategic objectives

Efectuarea auditului resurselor umane: motivarea personalului/
Conducting motivational audit

¢) Balanced scorecard — the authors of the BSC

concept are: D. Norton and R. Kaplan [6];

d) Combination of the above identified basics.

It should be noted that both approaches
MBO and BSC are focused more on the variable
part of work remuneration (bonuses and additional
payments) and nonmaterial motivation, but the
method of E. Hay on permanent assets.

However, as practice shows, building a
personnel motivation system in the organization,
the managers should take into account the cha-
racteristics, that cause common addiction in terms
of forms and stimulation methods, leadership
styles, dominant motives and expectations of both
the managers and subordinates. Staff should be
aware that the motivation system is the result of
their labour.

On the basis of outlined methods of moti-
vation system formation, mentioned above, own
algorithm of formation and implementation of
motivation system, is proposed by the author, and
is shown in figure 1.

Etapa a lll-a/ =
111 Stage

Elaborarea modelului motivationa
Developing motivational model

Etapaa IV-a/
IV Stage

Etapaa V-a/ -
V Stage

Etapa a VI-a/
VI Stage

Realizarea proiectului-pilot/
Implementation of the pilot project

Implementarea modelului motivational/ ;‘
The introduction of the motivational model

/1/

Evaluarea eficientei modelului motivational/
Evaluation of the effectiveness of the motivational model

Figura 1. Algoritmul de formare si punere in aplicare a sistemului de motivare/
Figure 1. The algorithm of motivation system formation and implementation
Sursa: elaborata de autor/ Source: developed by the author
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ETAPA 1. Monitorizarea obiectivelor
strategice ale organizatiei. Etapele sus-enumerate
ne demonstreaza cd, mai 1Intdi, sunt necesare
definirea obiectivelor strategice, stabilirea stra-
tegiei, determinarea succesiunii actiunilor, etapelor
cu ajutorul cdrora compania intentioneaza sa-si
atinga obiectivele strategice. Pe langa aceasta,
trebuie sa se efectueze diversificarea obiectivelor
si, pornind de la scopurile strategice ale com-
paniei, sd se stabileasca obiectivele diviziunilor,
departamentelor si ale angajatilor.

ETAPA a Il-a. Efectuarea auditului
resurselor umane: motivarea personalului. In
prezent, nu existd o metoda unicd de efectuare a
auditului motivarii personalului la intreprindere.
Cu toate acestea, autorul considerd ca, pentru a
gestiona eficient resursele umane, este necesar ca,
in primul rand, sa se efectueze o analiza in scopul
identificarii si eliminarii neajunsurilor §i gasirii
unor modalitati de stimulare a motivérii perso-
nalului, a céror realizare va conduce la cresterea
productivitatii muncii §i activitdtii economice a
intreprinderii. Analiza literaturii stiintifice cu pri-
vire la tehnicile de audit al motivarii personalului
ne-a demonstrat cd majoritatea autorilor [1, 7]
disting o grupa de metode, care stabilesc modelul
de diagnostic al motivarii angajatilor, orientarilor
valorice §i satisfactiei in muncd a personalului
intreprinderii. In opinia noastra, auditul motivarii
personalului presupune efectuarea unui studiu mai
aprofundat decat, pur si simplu, diagnosticul aces-
tuia. Pentru implementarea auditului respectiv,
este necesar sd fie antrenat intregul personal al
organizatiei, atat cel din esantionul superior de
conducere, cat si cel din structurile subordonate.

Etapele de derulare a auditului motivarii
personalului la Intreprindere sunt urmatoarele:

2.1. Aprecierea starii motivationale a
intreprinderii propunem sa fie efectuatd cu aju-
torul unui set individual de indicatori de evaluare,
din urmatoarele domenii de analiza:

— grupul I. Analiza politicii motivationale a
intreprinderii presupune: analiza necesita-
tilor care pot fi satisfacute in cadrul intre-
prinderii; stabilirea sistemelor de stimulare
ce pot fi utilizate; analiza componentei si
dinamicii fondului de salarii; analiza facto-
riala a fondului de salarii; analiza eficientei
cheltuielilor cu salariile; analiza actelor
normative in vigoare (asigurarea sistemului
de stimulare a personalului cu documen-
tatia necesara);

STAGE 1. Monitoring the organization’s
strategic goals. Suggested steps demonstrate that
the strategic objectives should be defined first,
strategies should be selected, determined sequence
of actions, stages, through which the company
intends to achieve the strategic goals. Additio-
nally, the decomposition of goals should be
carried out, based on the strategic goals of the
company, goals for divisions, departments,
employees should be set up.

STAGE 2. Conducting motivational audit.
Currently, there is no unique method of com-
pany's motivational audit. However, the author
believes that to effectively manage the staff, at
first, it is necessary to carry out the analysis, in
order to identify and eliminate the negative effects
and to find ways to increase staff motivation; as a
result, there should be an increase in productivity
and economic activity of the enterprise. The
analysis of the scientific literature, based on
methods of motivational audit realization, showed
that the majority of authors [1,7] identify a group
of methods, defining the diagnosis of staff
motivation, valuable orientations and personnel
job satisfaction of the in a company.

In our opinion, motivational audit involves a
more detailed research, rather than the diagnosis
of staff motivation. For its implementation, the
entire staff of the organization, as well as its
individual categories can be affected.

Stages of motivational audit realization at
the enterprises:

2.1. Audit of the motivational state of the
enterprise. We propose to carry out an audit of the
motivational state of the enterprise, with the help
of certain groups of estimated figures in the
following areas of analysis:

— group 1. Analysis of the company’s moti-
vational policy includes: the analysis of
needs, that can be implemented in the
enterprise, what motivation systems are
used; the analysis of contents and dynamics
of the wages fund, factor analysis of the
wages fund, the analysis of the effectiveness
of wages fund usage, the analysis of docu-
mentation currently in force (regulatory
documentation support of the personnel
system motivation).
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— al ll-lea grup. Analiza indicatorilor de per-
formantd a personalului include: analiza
realizarii planului de crestere a productivi-
tatii muncii si definirea sporului de pro-
ductie cauzat de acest factor; analiza
factoriald a productivitatii muncii si rezer-
vele de crestere a acesteia;

— al Ill-lea grup. Analiza modului de utili-
zare a fortei de munca: analiza mediului de
asigurare a intreprinderii cu resurse umane;
analiza nivelului de calificare a persona-
lului, analiza formei, dinamicii i cauzelor
de transfer al personalului; analiza utili-
zarii timpului de lucru.

2.2. Auditul starii motivationale a per-
sonalului se efectueaza conform urmatoarei teh-
nologii: evaluarea starii de satisfactie a perso-
nalului conform sistemului motivational existent;
analiza sferei motivational-necesare a angajatilor;
identificarea necesitatilor urgente si principale,
potentialului stimulentelor complexe (cum ar fi
climatul social si psihologic in colectiv), stilului
de conducere al managerului, specificului culturii
corporative; determinarea profilului motivational
al lucratorilor, stabilirea factorilor demotivanti.

2.3. Analiza SWOT. In baza rezultatelor
obtinute in urma auditului, se constituie o
SWOT-matrice speciald, pe baza careia se intoc-
meste un document, care contine raportul spe-
cialistului cu privire la rezultatele auditului
motivarii personalului si se prezintd admini-
stratiei. In conformitate cu SWOT-matricea data
si raportul auditorului, se elaboreazd modelul
motivational.

ETAPA a Ill-a. Elaborarea modelului
motivational. Tn baza rezultatelor raportului de
audit, sunt identificate zonele problematice ale
sistemului motivational si se scot in evidenta
valorile motivationale dominante ale persona-
lului, conform cdrora se formeaza atat profilul
motivational individual al personalului, cat si al
ntreprinderii, n general. Tn conformitate cu
profilurile motivationale, se elaboreaza detalierea
programelor motivationale (pe categorii de
personal si de sex.).

Elaborarea programelor de motivare pre-
supune muncd in doua directii: dezvoltarea sis-
temului de impact direct asupra comporta-
mentului angajatilor — prin aplicarea stimularilor
materiale si nemateriale si elaborarea unui sistem
de impact indirect — prin asigurarea conditiilor
optimale de munca.
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— group 2. Analysis of personnel performance
indicators: the analysis of plan fulfilment
according to the labour productivity growth
and the identification of an increase in
output due to this factor, factor analysis of
labour productivity and the rise in labour
productivity reserves.

— group 3. Analysis of the labour utilization:
the analysis of enterprise's provision with
human resources, analysis of the skills level
of staff, analysis of the forms, dynamics and
causes of personnel movement; analysis
of timing.

2.2. Audit of personnel motivational state is
carried out according to the following technology:
an estimate of satisfaction of the existing per-
sonnel's motivational system; analysis of the
need-motivational area of the workers; identifi-
cation of areas of urgent and basic needs; the
potential of complex incentives, such as the social
and psychological atmosphere in a team, leader's
management style, the characteristics of corporate
culture; identification of motivational profile of
workers; identification of demotivating factors.

2.3. SWOT-analysis. On the basis of the
results of motivational audit, a special motiva-
tional SWOT-matrix is formed, on the basis of
which, the document, that contains the auditor's
report on the results of the audit, is made and is
provided to the management. On the basis of the
SWOT-matrix and the audit report, a motivational
model is developed.

STAGE 3. Motivational model develop-
ment. Based on the results of the audit report,
problematic areas of motivation system are
extracted and the prevailing motivational per-
sonnel values are identified, on the basis of which
both individual motivational profile of staff and
the company's as a whole, is made. On the basis
of motivational profiles, the decomposition of
motivational programs (by categories of personnel
and by gender) is developed.

The development of motivational programs
involves work in two directions: the development
of a direct impact on employee's behaviour
through material and non-material stimulation and
the development of the system of indirect impact
by providing optimal conditions for the labour
activity.
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Etapele finale ale elaborarii modelului
motivational presupun intocmirea actelor nor-
mative de reglementare si consolidare a siste-
mului de motivare a personalului, precum si
crearea §i instruirea grupului special de imple-
mentare a sistemului de motivare.

ETAPA a IV-a. Realizarea proiectului-
pilot. Inainte de a implementa in organizatie
sistemul motivational elaborat, se realizeaza un
proiect-pilot.

Obiectivele proiectului-pilot sunt:

a) validarea rezultatelor evaluarii si selectiei;
b) determinarea gradului de utilitate reald

a modelului motivational la intreprinde-

rea datg;

C) colectarea de informatii pentru implemen-
tarea modelului motivational.

— —
e —_— o,

The final stages in developing a motiva-
tional model suggest the preparation of docu-
ments, regulating and consolidating the system of
staff motivation and the creation and training of a
task force on the implementation of system of
motivation.

STAGE 4. Pilot project implementation.
A pilot project is executed before the introduction
of the developed motivation system into the
organization.

The aim of the pilot project to:

a) confirm the accuracy of the results of
evaluation and selection;

b) determine actual suitability of the motiva-
tional model at the enterprise;

c) collect information for the motivational
model implementation.

_ _ — - —-— —y ~— - -
- ETAPAall-a S
P s Planificarea PP / ~ “
. e -
/ 4 ETAPA I u ETAPAalll-a \
Diagnosticul Realizarea PP/ \
/ atributului PP/ \
STAGE I STAGE Il
/ PP attribute’s Realization of PP \
I diagnostics \\—/ \
| \ |
\ /
\ ETAPAAV-a_ ETAPAalV-a /
\ Luarea deciziei privind Evaluarea PP /
implementarea PP/ STAGE IV |
\ STAGE V luati 7/
\ Decision on the PP PP Valuation /7
N implementation /7

—

Dezicerea de
implementare a PP/
To refuse the PP

Punerea in aplicare
a PP/ Performing
additional PP

suplimentara a unui PP/
Implementation of PP

—-_—
e o mm om— ==

Implementarea Respingerea PP, in general/
To refuse the use of PP

in general

Figura 2. Etapele de realizare a proiectului-pilot (PP) /
Figure 2. The stages of the pilot project implementation (PP)
Sursa: elaborata de autor in baza 1, 5, 7, 10/

Source. formed by the author on the basis of, 1, 5, 7, 10
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In continuare, examiniam fiecare dintre
etapele proiectului-pilot (PP) prezentate in figura
2 [10]:

4.1. Etapa |. Diagnosticul atributului PP.
La aceasta etapa, se efectueaza caracteristica
proiectului-pilot conform urmatoarelor criterii:
domeniul de aplicare; scalabilitatea, reprezen-
tativitatea, atitudinea criticd si caracteristicile
echipei de proiect.

4.2. Etapa a ll-a. Planificarea PP. La
aceastd etapd, se elaboreaza planul PP, care
trebuie sd contind urmatoarele informatii: scopul,
sarcinile si criteriile de evaluare; personalul;
procedurile si acordurile; modul de instruire;
graficul de productie si resursele.

4.3. Etapa a lIll-a. Realizarea proiectului-
pilot, precum si pregatirea raportului privind
achizitionarea, sustinerea, expertiza si moderniza-
rea versiunii, se efectueaza in conformitate cu
planul.

4.4, Etapa a IV-a. Evaluarea PP. Dupa
realizarea proiectului-pilot este necesar sa fie
evaluate rezultatele acestuia. Cu ajutorul acestei
evaludri, este posibila identificarea avantajelor si
dezavantajelor proiectului. In afari de aceasta,
evaluarea mai poate furniza informatii cu privire
la ajustarea procesului de implementare.

4.5. Etapa a V-a. Luarea deciziei privind
implementarea PP. La etapa respectiva, este
posibila utilizarea urmatoarelor metode in luarea
deciziilor cu privire la proiectul-pilot:

a) punerea in aplicare a proiectului-pilot
(PP): — rezultatul etapei de fatd este un
document in care se examineaza reusitele
proiectului-pilot si se iau decizii detaliate
cu privire la implementare;

b) dezicerea de implementare a modelului
motivational: — in acest caz, organizatia
poate decide sa nu pund in aplicare
modelul motivational respectiv, deoarece
modelul selectat nu satisface necesitatile
organizatiei, dar Tnainte de a continua
activitatile de implementare, trebuie sa fie
revazute necesitatile organizatiei si rezulta-
tele auditului motivational;

C) implementarea suplimentard a unui pro-
iect-pilot: — asemenea optiune este luata in
consideratie numai in cazul, in care au
ramas probleme specifice nerezolvate,
privind punerea n aplicare a modelului
motivational 1n cadrul organizatiei;

d) respingerea proiectului-pilot (PP), 1in
general: — aceasta optiune este vazuta ca o
alegere nefericitd a proiectului-pilot sau a
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Let us look at each stage of the pilot project
realization presented in Figure 2 [10]:

4.1. Stage I. PP diagnostics. At this stage,
the characteristics of a pilot project are effect-
tuated, according to the following criteria: the
field of use; scalability, representativeness, criti-
cality and characteristics of the project team.

4.2. Stage Il. Planning PP. At this stage, the
plan PP is developed, which must contain the
following information: the goals, objectives and
evaluation criteria; staff; procedures and agree-
ments; training; schedule and resources.

4.3. Stage Ill. The pilot project realization
is carried out in accordance with the plan, as well
as the preparation of reports on the questions of
acquisition, support, expertise and upgrades
versions.

4.4. Stage IV. PP evaluation. After the pilot
project realization, it is necessary to evaluate the
results. Having this assessment, there is a possi-
bility to identify the advantages and disadvantages
of the current project. Besides, the evaluation can
provide information regarding the adjustment of
the implementation process.

4.5, Stage V. Decision making on the PP
implementation. At this stage, the following cate-
gories of decision making of the pilot project are
possible:

a) implement an additional pilot project: this
option is considered only if there have been
left any specific unresolved issues regarding
the implementation of the motivational
model in the organization.

b) refuse the implementation of the motiva-
tional model: in this case, the organization
may take a decision not to implement this
motivational model, as the selected model
does not meet the needs of the organization,
but before proceeding with its activity
implementation, the needs of the organiza-
tion and the results of motivational audit
should be reviewed.

c¢) refuse the use at all: this option is considered
as a bad choice of a pilot project or of a
developed motivational model. In this case,
the organization completely refuses the
project implementation. The failure of the
pilot project allows avoiding more signify-
cant and costly failures in the future.

d) introduce a pilot project: the result of this
stage is a document where the results of
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modelului motivational elaborat. Tn acest

caz, organizatia abandoneaza completa-

mente implementarea proiectului. Esecul
proiectului-pilot a evitat egsecuri mai sem-
nificative gi costisitoare in viitor.

ETAPA a V-a. Implementarea modelului
motivational. Dupa finalizarea cu succes a proiec-
tului-pilot si decizia de a face modificari in
sistemul de stimulare a personalului, devine logica
necesitatea de realizare, deci de implementare a
unui nou model motivational. In acest caz:

5.1. Este necesar sa se elaboreze un act nor-
mativ, de interes local, pentru implemen-
tarea noului sistem de motivare a persona-
lului. Continutul documentului trebuie sa
fie explicit, clar si concis, pe intelesul
intregului personal;

5.2. Trebuie sa se adopte oficial noul sistem de
motivare a personalului, adica sa fie sem-
nat de conducétorul organizatiei;

5.3. Personalul sa se familiarizeze cu noul sis-
tem de motivare.

ETAPA a Vl-a. Evaluarea eficientei
modelului motivational. La aceasta etapa, se
evalueazd impactul sistemului de motivare
implementat asupra performantelor in munca a
intreprinderii. Eficacitatea sistemului dat se
evalueaza prin masurarea performantei activita-
tilor intreprinderii 1n legatura cu:

<« starea financiara (marimea reald a marjei de
profit in lei; procent din venitul net sup-
limentar, repartizat la fondul de premii, %);

<« pozitia intreprinderii pe piatd (numarul de
clienti; cota-parte din piatd; ratingul
intreprinderii pe piata etc.);

<« procesele interne de business, adica atin-
gerea nivelului de realizare a principalilor

indicatori de performanta, pe care si i-a

planificat organizatia [11].

Concluzii

Astfel, n baza rezultatelor studiului asupra
punctelor de vedere emise de mai multi oameni
de stiinta si datoritd cercetarii, analizei efectuate
cu privire la formarea si implementarea
sistemului de motivare a personalului, autorul a
dezvoltat, Tn mod individual, 0 metodici de
formare §i punere in aplicare a sistemului de
motivare la Tntreprindere. Avantajul acesteia
constd in faptul ca este destinatd atat rezolvarii
obiectivelor strategice, cresterii productivitatii,
cat si reglementarii raporturilor de munca:
pastrarea, atragerea si implicarea in procesul de
munca a personalului calificat si dezviluirea
potentialului de care dispune.

the pilot project are discussed and the solu-

tions for the implementation of decisions

are detailed.

STEP 5. Implementation of the motiva-
tional model. After the successful completion of
the pilot project and the decision on changes
introduction into the system of staff motivation,
the necessity of realization is logical, that is, the
introduction of a new motivational model.

5.1. It is necessary to develop locally a normative
act of a new staff motivation system imple-
mentation. This act should be clear to all the
staff and should be of a small volume.

5.2. The official adoption of a new system of
personnel motivation that is signed by the
head of the organization.

5.3. Familiarization of the personnel with the
new system of personnel motivation.

STEP 6. Evaluation of the motivational
model effectiveness. At this stage, the assessment
of the impact of the implemented motivational
system on the resulting company's operating rates
is carried out. The effectiveness of the imple-
mentation of the motivation system is assessed by
measuring the operating rates of the company,
related to:

« financial condition (the size of the actual
marginal contribution, lei, the percent of the
additional net income distributed to the
bonus fund, %);

<« position of the enterprise on the market
(number of customers, market share, the
rating of the company on the market, etc.);

<« internal business processes, that is, the
level of achievement of those key per-
formance indicators, which are set by the
organization [11].

Conclusions

Thus, based on the results of the study of the
scientists’ views and the conducted research on
the formation and implementation of staff
motivation system, the analysis held the method
of forming and implementing the motivational
system at the enterprise, was independently
developed by the author. The advantage is that it
is directed not only on the strategic goals
decisions and on the increase of labour produc-
tivity, but also on the labour relationship: main-
tenance and attraction of qualified personsnel;
their involvement in the company’s work and the
disclosure of their potential.
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IDENTIFICAREA SI SELEC-
TAREA VARIANTELOR
DE PROIECTE INVESTITIO-
NALE DE DEZVOLTARE SOCIO-
_ECONOMICA DURABILA
IN REPUBLICA MOLDOVA

Prof. univ. dr. hab.
Svetlana GOROBIEVSCHI, UTM
Drd. Liubovi PRODAN-SESTACOVA, UTM

Optica procesului de dezvoltare socio-
economica a statelor, In secolul al XXI-lea, este
focalizata asupra specificului dezvoltarii dura-
bile care, actualmente, in Republica Moldova, se
realizeaza prin intermediul proiectelor econo-
mice, sociale, de infrastructurd la diferita scard.
Aceste proiecte necesita resurse majore, insd, dat
filnd caracterul limitat al acestora, factorul
decizional, intotdeauna, trebuie sa aleaga, din
diferite proiecte, ideile cele mai fezabile, cele
mai eficiente. Pentru o asemenea selectie exista
un §ir de criterii / indicatori: rata internd de ren-
tabilitate, termenul de recuperare a investitiei,
indicatorii actuariali s.a. Pe ldnga aceste criterii,
autorii propun utilizarea, in procesul de selectare
a proiectelor investitionale, a modelului econo-
mico-matematic, care ia in considerare restrictiile
inaintate fatd de proiect si impactul acestuia
asupra diferitelor parti implicate atat in elabo-
rarea §i realizarea proiectului, cat si asupra
beneficiarilor directi si indirecti ai acestuia.

Cuvinte-cheie: proiecte investitionale, dez-
voltare durabila, criterii de selectare, restrictii
economice, modelare economico-matematica.

JEL: R5.

Introducere. Optica procesului de dezvol-
tare socio-economici a statelor, mai cu seama a
celor dezvoltate economic conform clasificarii
ONU, Tn sec.XX-XXI, este focalizatd asupra
specificului dezvoltarii durabile. Aceastd perspec-
tiva, conform definitiei Institutului International de
Dezvoltare Durabild, urmareste satisfacerea
nevoilor prezente ale societatii, fard a compromite
posibilitatea generatiilor viitoare de a-gi satisface
propriile nevoi [1]. Conceptul dezvoltarii durabile
se bazeazd pe doua concepte-cheie: nevoile si
limitele societatii, cu repercusiuni adanci in teoria
gandirii sistemice. Abordarea sistemicd permite
gasirea unui echilibru Tn luarea deciziilor Tn orice
situatie in care se regaseste raportul ,,omul —
economia — mediul ambiant”. Nevoile nelimitate

INVESTMENT PROJECTS
IDENTIFICATION AND
SELECTION FOR SUSTAINABLE
SOCIO-ECONOMIC DEVE-
LOPMENT IN THE REPUBLIC
OF MOLDOVA

Professor, Dr.Hab.

Svetlana GOROBIEVSCHI, TUM
PhD candidate Liubovi PRODAN-
SESTACOVA, TUM

The process of socio-economic development
of states in XXI century is focused on specific of
sustainable development. Currently in Moldova it
is realized through economic, social, infra-
structure and other projects at different scales.
These projects require major resources, but, given
the limited nature of the resources, decision-
makers always have to choose the most feasible
and the most effective ideas of projects. For such
a selection there is a number of criteria / indi-
cators: internal rate of return, payback period,
actuarial indicators, etc. In addition to these
criteria, the authors propose to use in selection of
investment projects economical-mathematical mo-
del that takes into account the restrictions prior to
the project and its impact by various stakeholders
(people involved in the designing and implemen-
tation of the project and the direct and indirect
beneficiaries of the project).

Key words: investment projects, sustainable
development, selection criteria, economical res-
trictions, economic-mathematical modelling.

JEL: R5.

Introduction. A view over the states’ socio-
economic development, especially ones that are
developed accordingly to the UN classification, in
XX-XXI centuries we focus on the specificity of
sustainable development. This perspective, accor-
ding to the definition of International Institute for
Sustainable Development, follows the satisfaction
of social needs without compromising the possi-
bility of future generations to satisfy their own
[1]. The concept of sustainable development is
based on 2 key-principles: needs and limits of
society with deep repercussions in the theory of
systems thinking. System approach allows achie-
vement of balance in decision making in any
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ale omului si resursele limitate naturale si sociale
(exprimate prin cele ale organizatiilor, institutiilor
care presteaza servicii si livreazd produse calita-
tive, ale populatiei educate si sanitoase, ale spe-
cialigtilor calificati etc.) sugereazd entitatilor
publice gasirea unei marje optimale in ceea ce
priveste eficienta si eficacitatea proceselor de
dezvoltare socio-economicd, de care aceste enti-
tati sunt responsabile. Intr-adevir, in conditiile
unui deficit de resurse naturale si sociale, sarcinile
de baza ale entitatilor publice devin tot mai greu
de realizat.

Actualmente, procesul de dezvoltare socio-
economica a Republicii Moldova este realizat in
baza unor proiecte, fie la scard nationala, fie la
scara locala. Procesul decizional, In cadrul acestor
proiecte, presupune o analizi a scopului si
rezultatelor propuse spre realizare, a impactului,
precum si a resurselor care vor contribui la
atingerea obiectivelor. De multe ori, In cadrul
procesului decizional, e nevoie de analiza catorva
scenarii, care au ca finalitate rezultatul scontat.
Analiza scenariilor este un instrument indispen-
sabil in procesul de planificare strategica, aplicat
alaturi de alte instrumente si tehnici manageriale,
precum analiza cost-beneficiu, analiza cost-
eficacitate, analiza si evaluarea impactului proiec-
telor, programelor si politicilor publice (uneori,
fiind chiar parte integrantd a lor). O analiza
comparativd a scenariilor, prin identificarea
trendurilor de baza si a posibilelor riscuri si incer-
titudini, 1i ajutd pe manageri sd compenseze erorile
uzuale specifice procesului decizional. Tn ceea ce
priveste sensul, un scenariu poate fi definit prin
intermediul urmatoarelor doua elemente esentiale:

— crearea unei imagini finale a ceea ce se
doreste a se realiza, conform anumitor
factori de influenta;

— descrierea modalitatilor de actiune, pentru

a se atinge imaginea finald, pornind de la o

situatie existenta [2].

Material si metoda. Printre factorii de
influenta asupra realizarii proiectelor de dezvol-
tare socio-economica a unui stat pot fi enumerate
serii lungi de factori economici, sociali, politici,
culturali, naturali, tehnologici etc. Luand Tn
considerare ca Republica Moldova, la capitolul
dezvoltarii socio-economice, se afla pe locul
144 din 187 de tari ale lumii (in clasamentul
Indicelui Dezvoltarii Umane — Human Develop-
ment Index, 2014 [3]), specificul proiectelor de
dezvoltare este unul caracteristic acestui nivel.
Adica, tarile Tnalt dezvoltate au depasit deja etapa
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situation that implies the relation “person-eco-
nomy-environment”. Unlimited human needs and
limited natural and social resources (those of
organizations and foundations that produce a
high-quality products, of well-educated and
healthy population, good specialists etc.) suggests
public institutions to find a new way to optimize
the efficiency of socio-economic development,
that they’re responsible for. It’s true that in
conditions of social and natural supply deficiency
those goals of public institutions are getting har-
der to fulfil.

Currently, the process of socio-economic
development in the Republic of Moldova is
implemented according to local and national-level
projects. The decisional process of those suggests
a profound analysis of goals and results to be
achieved, of their impact and resources that will
contribute to this. Very often, a few scenarios
must be analysed that aim the planned result. This
kind of analysis is an indispensible instrument in
the process of strategy planning, applied along
with the other instruments and management
techniques, like the cost — benefit estimation, cost
— efficiency analysis, as well as analysis and
impact evaluation of the projects, programs and
public policies (sometimes these being part of
them). A comparative analysis of scenarios,
through the determination of basic trends and
possible risks and uncertainties, helps managers to
compensate the common errors specific to
decision-making process. As far as the meaning is
concerned, a scenario can be defined through the
following two essential principles:

— creating the final image of the result that is
going to be obtained, according to influen-
cing factors;

— describing the ways of action in order to get
the final image beginning from the present
situation [2];

Material and method. Among the factors
that influence the realization of project of the state
socio-economic development can be named long
list of economic, social, political, cultural, natural
and technological causes. Considering that
Moldova’s development is on the 114 place out of
187 in the world (referring to Human Develop-
ment Index, 2014 [3]), projects for its develop-
ment are specific for this level. So, industrialized
and well-developed states have already passed the
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proiectelor pur economice sau legate, prepon-
derent, de infrastructura, asa-zisa parte ,hard” a
dezvoltarii si se axeaza mai mult pe ,soft” —
cultura, educatie, stiintd s.a. Pentru R.Moldova,
la etapa actuald a dezvoltarii, sunt caracteristice
proiectele ce necesitd investitii, atat din partea
statului, cat si din partea investitorilor privati /
donatorilor externi, dar si din aportul / contributia
sectorului real autohton.

Astfel, analizand scenariile dezvoltarii
socio-economice Tn cadrul unor proiecte inves-
titionale, factorii de decizie trebuie sa se axeze pe
0 serie de variabile [4, p.4] care descriu atat
nintrarile” (numarul investitorilor, numarul pro-
iectelor investitionale, numarul de ani necesari
realizarii proiectului, resursele necesare etc.), cat
si ,,iesirile” din sistem (venitul anual Tn urma
realizarii proiectului, beneficiile sociale, impactul
asupra mediului ambiant s.a.).

Strategia dezvoltarii socio-economice a
Republicii Moldova poate fi formulata, expusa in
limbajul simbolurilor matematice, care permit nu
numai efectuarea unor calcule concrete, dar
servesc si ca suport, generator de concepte,
principii, postulate, fiind expuneri ,,condensate”
ale unor indicatori, indici, procese economice,
scopuri. Sistemele de modele economico-mate-
matice pot include cele mai diverse activitati, unde
factorii de decizie din Republica Moldova trebuie
sd se implice, inclusiv In modelarea, estimarea,
imitarea variantelor investitionale. Acestea trebuie
sd conceptualizeze si sd realizeze procesul de
dezvoltare socio-economica prin sustinerea proiec-
telor investitionale, orientate spre dezvoltarea
teritoriald a spatiului rural, municipal, contribuind
la solutionarea problemelor economice, sociale,
ecologice, tehnologice, la eficientizarea functio-
narii economiei tarii, la cresterea PIB, a exportu-
lui, la reducerea importului, reducerea somajului, a
dependentei de monopolisti s.a. [5, pp.140-202].

Proiectele pot contribui la solutionarea
problemelor enumerate mai sus, daca:

— acestea vor fi inovative, se vor baza pe
crearea de noi forme, tehnologii de obti-
nere a produselor finale;

— acestea vor contribui la crearea unor pro-
duse, servicii fard de precedent in tara si in
exterior;

— acestea vor fi orientate spre: utilizarea
resurselor materiale si de munca autohtone,
cresterea calitatii muncii, solutionarea
problemelor sociale, ecologice, cresterea
exportului net.

“hard” part of pure economic and infrastructure
development long ago, and now are more con-
cerned of the “soft” one - culture, education,
science etc. Currently, for Moldova’s actual level
of development, are more characteristic projects
that need both, state investment and private
donations, but also national contribution.

Thus, analysing scenarios of socio-eco-
nomic development with investment projects,
influencing factors need to be focused on a set
of variables [4, p.4] that describe both, “input”
(investment amount, number of projects, time
needed for fulfilment, resources etc.) and “out-
put” from the system (final profit in case of
success, social benefits, rate of environmental
damage etc.).

The strategy of socio-economic develop-
ment in Moldova can be described through the
mathematical symbols that allow us not only to
perform precise calculations, but also serve as a
base, a source of ideas, principles and postulates,
being a quintessence of various indicators, eco-
nomic processes and goals. Systems of economic
math models may include a variety of different
activities, where decisive factors of Moldova need
to be implied, including modelling, estimation and
simulation of investment variants. These need to
conceptualize and realize the process of socio-
economic development through the support
of investment projects, oriented towards the
territorial extension of rural and industrial space,
thus contributing to the solution of economic,
social, ecological and technological problems,
improving the functioning of economic system,
increasing the GDP, export, reducing the import,
unemployment and dependence of monopolies
etc. [5, pp.140-202].

Projects may contribute to solving these
problems if:

— they are going to be innovative, based on
new fresh ways and technologies to obtain
necessary products;

— they are going to create new products,
unknown before;

— they will be oriented towards the use of
proper resources, qualitative improvement,
solution of ecological and social problems,
export increase etc.

In this context, not all proposed investment
projects should be supported by policy makers,
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Tn acest context, nu toate proiectele inves-
titionale propuse trebuie s fie acceptate de catre
factorii de decizie, ci doar acele proiecte care
sunt eficiente nu numai pentru investitori, ci si
pentru societate per ansamblu [6]. Primul pas de
»implicare” a structurilor publice In procesele de
dezvoltare economicd a tarii Tl constituie anun-
tarea unui concurs de selectare a proiectelor.
Investitorii candidati prezintd proiectele cu des-
crierea formelor de organizare si producere a
produselor, serviciilor, tehnologiile in activitatile
respective, disponibilul de mijloace financiare, de
acceptare a unor credite, a termenelor de rea-
lizare, a beneficiilor scontate etc. Expertizarea
intentiilor investitorilor potentiali ar include si
raspunsul la urmatoarele intrebari:

1. Sunt sau nu tehnologiile acestor investitori
inovative, principial noi, pot contribui sau
nu la solutionarea unor probleme econo-
mice, sociale, ecologice pentru R.Moldova,
ci nu numai pentru investitori?

2. Care este venitul asteptat al investitorilor,
al personalului?

3. Care va fi cresterea cererii pe piata interna
n urma cresterii venitului personalului
respectiv?

4. Care este impactul investitiei respective
asupra pietei muncii, calitatii acesteia?

5. Asigurd sau nu proiectul respectiv o dez-
voltare sustenabila a economiei Republicii
Moldova, o crestere a PIB-ului, o reducere
a somajului?

6. Sunt sau nu produsele finale ale investi-
torului potential solicitate pe piata interna,
externa?

Pentru a trece la o expunere aplicativa a
modelului economico-matematic pentru exami-
narea si analiza potentialului proiectelor investi-
tionale, care poate fi utilizat in cadrul procesului
decizional la nivel public, vom utiliza conotatiile:

N exprimd numarul investitorilor potentiali

(I=1, 2,....n);

N — numdrul proiectelor propuse pentru

investitii de catre investitorul [;

t; — numarul anilor necesari pentru realizarea

proiectului i al investitorului I, i =1, 2,..., N;.

r — rata de discontare, de actualizare, com-

pensare Tn timp a veniturilor, costurilor, %;

h — cuantumul costului creditului anual;

© — coeficientul de determinare a profitului

net al investitorului dupd achitarea impozi-
telor, TVA;

t, — numarul anilor necesari pentru restituirea

creditelor h;
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but only those that are effective not only for
investors but also for the society [6]. The first step
of public structures’ “involvement” in the
country’s economic development process is
the competition of projects. Potential investors
present projects, describing the forms of orga-
nization and production, services, technologies
use in those activities, available financial
resources, acceptance of loans, deadlines of the
expected benefits, etc. Expertise of potential
investors’ intentions should include answers to the
following questions:

1. Whether the investors’ technologies are or
are not innovative, fundamentally new,
or can or cannot contribute to solving
economic, social, ecologic problems for
Moldova, and investors?

2. What is the expected income of investors
and staff?

3. How much will market demand be increased
after increasing staff income?

4. What is the impact of that investment on the
labour market, on its quality?

5. Does this project provide sustainable
development of the Moldovan economy,
GDP growth, unemployment reduction?

6. Will the final product of potential investors
be demanded on national and/or foreign
market?

In order to carry out a practical expose
of economic and mathematical model for exa-
mination and analysis of potential investment
projects, which can be used in public deci-
sionmaking level, we shall use the variables:

n — potential investors number (I = 1, 2,

N, — number of proposed projects

investments from investor I;

ti — number of necessary years for realization of

project i of investor | ,i=1,2,...N;;

r — discount rate, discounting, compensation in

time of revenue, costs, %;

h — annual cost of the credit amount;

© — determination coefficient of the investor’s

net profit after taxes, VAT;

t, — number of necessary years to return the

loans h;

¢; — finance amount necessary for project i

realization during the initial period, %;

Vij — annual income from the i project in j year

(j = 1,2, ti);

for
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¢;—cuantumul mijloacelor financiare, necesare
pentru realizarea proiectului i in perioada initiala;

Vij — wvenitul anual in urma realizirii
proiectului i Tnanul j (j=1,2,....t);
MI - mijloace financiare (lichiditatile) ale

investitorului potential | (1=1,2,....n);

Pi — cuantumul specific de poluare a mediului
n tl ani in urma realizérii proiectului i;

P — cuantumul specific de poluare admisibil;

M - coeficientul de corelare a impozitelor
locale cu cele republicane;

e; — eficienta sociala generala de proiectul i;

e — eficienta socialda minimd in raionul
respectiv al Republicii Moldova;

s; — salariul mediu la intreprinderile proiectului i;

s — salariul mediu in raionul respectiv;

Li — numarul locurilor de muncd la intre-
prinderile proiectului i;

L — numadrul locurilor de muncad in raionul
respectiv.

Modelul economico-matematic pentru exa-
minarea si analiza potentialului proiectelor inves-
titionale pentru a fi implementate in R. Moldova
are forma (modelul 1):

MI — funds (liquidity) of potential investor |
(1=1,2,....n);

Pi — environmental pollution specific amount
during t, years after i project realization;

P — specific amount of admissible pollution;

M — correlation coefficient of local taxes with
republican taxes;

e; — general social efficiency generated by i
project;

e — minimal social efficiency in respective
district of Moldova;

s;—average salary at i project businesses;

s — average salary in respective district;

L; — jobs number at i project businesses;

L — jobs number in respective district.

Economic-mathematical model for potential

investment projects examination and analysis in
order to be implemented in Moldova has the form
(model 1):

XO

i=1

<~

Venitul total Corectia
actualizat minus costurile  profitului
investitionale initiale / prin coefi-
Updated total revenue cientul fis-
minus initial investment  cal / Profit
costs correction

by fiscal
coefficient

Ve

+Qi(t, —j+ 1)h
t(1+7)

@)

Creditele bancare,
procentul bancar,
pretul creditului,

actualizare / Bank loans, the
percentage of bank credit price,

discounting

Figura 1. Modelul economico-matematic pentru examinarea si analiza
potentialului proiectelor investitionale / Figure 1. Economic-mathematical model
for potential investment projects examination and analyze
Sursa: elaborata de autori/ Source: developed by authors

Proiectul i, i = 1,2,....N, trebuie si
satisfaca conditiile:
1) P <P 2)

Nivelul de poluare a mediului Tn urma im-
plementarii proiectului investitional i nu trebuie
sa depaseasca nivelul admisibil de poluare.

2)e e (3)

Project i,1 =1,2,....N, must meet con-
ditions:
1) P <P )

Level of environmental pollution from investment
i project implementation should not exceed the
allowable level of pollution.

2)e =e 3)
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Eficienta sociala a proiectului investitional
i trebuie sd nu fie mai mica decat eficienta sociala
admisibila.
3) ei=n1M+n2i 4
L S
Eficienta sociald este constituitd din suma
ponderatd a cresterii numarului locurilor de munca
si cresterii salariului mediu Tn raionul respectiv,
unde #,, 7, — parametri pentru asigurarea nivelului
de comensurabilitate al acestora.
4 1, =2 L (5)
Asigurarea nivelului minim de inovatie a
proiectului. Pentru aceasta, stabilesc urmatoarele
criterii la conditia respectiva:
0, if i project is not innovative;
=} 0,7, if i project is partially innovative;
5) b > B, (6)

1,0 if i project is innovative.
Asigurarea nivelului minim de accepta-
bilitate a proiectului i de populatie, criteriile fiind:
0, daca populatia nu accepta
proiectul i;
0,7, daca populatia accepta doar
partial proiectul i;
1,0, daca populatia accepta proiectul
investitional i;
6) C, <M, +Q, ()

Costurile investitionale initiale nu trebuie sa
depaseasca disponibilul de finantare al investi-
torului plus creditul bancar.

In asa modalitate, factorii de decizie pot
selecta proiectele investitionale, care: contribuie la
solutionarea unui sir de probleme, asigurd o anu-
mitd eficientd socialda, actioneaza pozitiv asupra
gradului minim de inovatie, de acceptabilitate a
populatiei in raport cu proiectul respectiv etc.

Algoritmul de selectare a proiectelor inves-
titionale poate fi expus schematic ca in figura 2.

Li

bi

Investment i project social efficiency should
not be less th;il_nl e}rc?_eptablessiocial efficiency.
3 & =n 2o (4)
Social ef'ﬁciency i% comprised of the
weighted sum of the jobs growth and average
salary growth in respective district, where nl1, n2 —

parameters for their measurability level insurance.

41, > (%)
Ensuring minimum level of innovation
ability project. Set the following criteria for this
condition:
0, if i project is not innovative;
0,7, if i project is partially innovative;
1,0 if i project is innovative.
5) b > p. (6)
Ensuring a minimum level of acceptability
of the i population project, criteria are:
0, if population does not accept i project;
0,7, if population partially accepts i
project;
1,0 if population accepts i investment
project;
6) C, <M, +Q, )
Initial investment costs should not exceed
available investor financing plus bank credit.

In such a way decision making factors can
select investment projects, which can contribute to
several problems solving, have a positive impact
on the minimum level of innovation ability,
population acceptability in relation to the res-
pective project.

Investment projects selection algorithm
can be schematically presented in figure 2.

Li

12

v
—i— 4 > >/
S
’
11
< 5 :6 9
yy

Figura 2. Schema-bloc ,,Selectarea proiectelor investitionale pentru dezvoltarea sustenabila
a economiei Republicii Moldova” / Figure 2. Block-scheme ,,Investment projects selection
for sustainable development of Moldova's economy”

Sursa: elaborata de autori / Source: developed by authors
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Semnificatia (interpretarea) blocurilor din
figura 2 este urmatoarea:

(1) — initierea activitatilor factorilor de decizie

cu privire la selectarea optima a proiectelor

investitionale pentru implementarea lor in

Republica Moldova;

colectarea, acumularea datelor initiale

despre potentialii investitori, proiectele

acestora, caracteristicile tehnice, ecologice,
economice si sociale ale lor;

dispunerea de mijloace de capital proprii,

de tehnologii sau nevoia de credite bancare

pentru procurarea acestora;

necesitatea de Tmprumuturi banesti, efec-

tuarea calculelor pentru determinarea veni-

turilor, discontate pentru fiecare proiect
investitional;

dispunerea de resurse financiare necesare

proprii, fiind efectuate calcule similare celor

din blocul (4) si excluderea creditelor;

selectarea celor mai atractive proiecte in-
vestitionale, care corespund necesitatilor si
restrictiilor ecologice, sociale si economice;
examinarea urmatorului proiect investitional;
sunt sau nu examinate toate proiectele
investitionale supuse discutiilor, analizelor;
dacd toate proiectele au fost analizate,
materialele sunt transmise factorilor de
decizie; dacd au mai ramas proiecte inves-

titionale, atunci informatia de la blocul (8)

trece la blocul (2);

(9) — n baza modelului economico-matematic,
sunt selectate pentru implementare cele
mai adecvate, cele mai potrivite proiecte
investitionale;

(2) -

@) -

(4) -

(®) -

(6) -

(1) -
(8) -

(10) — sunt organizate dezbateri intre factorii de
decizie, beneficiari si investitorii potentiali;

(11) - dacd fiecare parte are argumente incom-
patibile, apoi se trece la cadutarea unui
compromis;

(12) — dacd proiectele selectate satisfac toate

partile, atunci se trece la aprobarea defi-

nitivd a proiectelor investitionale selectate,

care vor asigura dezvoltarea sustenabild a

Republicii Moldova.

Rezultate si discutii. Reiesind din prio-
ritatile documentelor strategice ale Republicii
Moldova cu scadentd in 2020 si luand in consi-
derare specificul economiei acesteia, pentru
asigurarea dezvoltarii sustenabile a economiei
tarii noastre, trebuie si fie realizate proiecte
investitionale (PI) in urmatoarele domenii:

— invatamantul prescolar, scolar, preuniver-
sitar, universitar, postuniversitar; stoparea
procesului de lichidare a scolilor din loca-

The meaning (interpretation) of the blocks in

Figure 2:

(1) — initiation of activities regarding the optimal
selection of the investment projects to be
implemented in the Republic of Moldova;

(2) — collection, gathering the initial data on

potential investors, their projects, their
technical, economic and social charac-
teristics;

(3) — ownership of capital, technology or need of
bank loans for their purchase;

(4) — need of cash loans, calculations in order to
determine settled revenues for each invest-
ment project;

(5) — possession of own financial resources,
similar calculations as in block (4) and
excluding loans;

(6) — selected of most attractive investment pro-
jects that meet the needs and limitations of
environment, society and economy;

(7) — examination of the next investment project;

(8) — whether all investment projects have been
examined, submitted for discussions,
analysis; if all projects are reviewed, mate-
rials are sent to decision factors; if there are
still investment projects to be analysed,
then information from block (8) goes to
block (2);

(9) — based on economic and mathematical model
the most appropriate and most suitable
investment projects are selected for
implementation;

(10) — debates among policy makers, beneficiaries
and potential investors are organized,

(11) — if each side has incompatible arguments
then a compromise is sought;

(12) — if the selected projects satisfy all sides then
the selected investment projects are appro-
ved, which will ensure a sustainable deve-
lopment of the Republic of Moldova.
Results and discussions. Considering the

priorities stipulated in Moldova’s strategic docu-
ments until 2020 and the peculiarities of Mol-
dovan economy, investment projects (IP), aiming
at ensuring sustainable development of Moldovan
economy, must be implemented in the following
areas:
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litatile spatiului rural, organizarea studiilor
la distanta pentru copiii din spatiul rural (si
nu numai);

ocrotirea sanatatii prin crearea consultarii
medicale la distanta, mentinerea localurilor
medicale in localitatile rurale, dotarea aces-
tora cu echipament electronic, acces la
consiliile medicale din capitala, din univer-
sitatile Republicii Moldova, din exterior;
reducerea nivelului de morbiditate a
populatiei;

protectia sociala a populatiei;

cultura, sport, turism, justitie, industrie,
agricultura, transporturi, tehnologii infor-
mationale, n crearea softurilor, a postei si
telecomunicatiilor, comertului intern si
exterior, serviciilor, finantelor;

protectia mediului si folosirii rationale a
resurselor naturale, mijloacelor tehnice
destinate protectiei mediului;

reducerea somajului si plasarea populatiei
in cdmpul muncii social-utile in spatiul
rural si urban;

reducerea traumatismelor in productie;
cresterea aspectului si confortului fondului
locativ;

crearea soiurilor noi de plante si a modului
de utilizare, cultivare a acestora;

protectia marcilor nationale;

dezvoltarea sportului in spatiul rural;
dezvoltarea industriei de procesare a mate-
riei prime agricole Tn profilul teritorial, Tn
profilul materiei prime;

producerea si utilizarea rationala a energiei
electrice;

producerea unor produse principial noi,
avand ca materie prima cerealele: sfecla de
zahar, floarea-soarelui, legumele si cultu-
rile bostanoase, fructele, nucile si pomu-
soarele, strugurii, productia de vite si pa-
sari, laptele, ouale, lana;

tehnologiile principial noi de semanare,
recoltare §i prelucrare a produselor agri-
cole, a terenurilor agricole n profilul cul-
turilor agricole;

renovarea efectivului de animale si pasari
in profil teritorial (porcine, ovine, caprine,
cabaline);

producerea unor produse principial noi,
fara precedent, din lapte, oud, carne, fructe,
pomusoare, miere de albine, legume;

pre-school, undergraduate, graduate, postg-
raduate education; ceasing the process of
liquidation of schools in rural villages,
organizing distance learning for children in
rural areas (and not only);

healthcare, by establishing distance medical
consultation, maintenance of medical pre-
mises in rural areas, equipping them with
electronic equipment, access to medical
councils in the capital city, Moldovan
universities, from abroad;

reducing morbidity;

social protection;

culture, sports, tourism, justice, industry,
agriculture, transport, information techno-
logies, software, post and telecommu-
nications, domestic and foreign trade, ser-
vices, finance;

environmental protection and rational use of
natural resources, technical resources for
environmental protection;

reducing unemployment and job placement
in rural and urban areas;

reducing occupational accidents;

improving the appearance and the comfort
of housing fund;

creating new plant varieties and their use
and cultivation;

national trade marks protection;

sports development in rural areas;
developing the of processing industry of
agricultural raw materials in territorial field
and raw materials;

electricity production and rational con-
sumption;

production of fundamentally new products,
out of grain, sugar beet, sunflower, vege-
tables, melons, fruits, nuts, berries, grapes;
livestock-breeding, poultry farming; milk,
eggs, wool,

new drilling, harvesting and processing
technologies of agricultural products and
agricultural land;

renovation of livestock and poultry (pork,
sheep, goats, horses);

production of fundamentally new products

out of milk, eggs, meat, fruits, berries, ho-
ney, vegetables;
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eficientizarea functionarii capitalului pro-
ductiv, de reducere a consumului de ener-
gie, de crestere a productivitatii muncii, de
crestere a nivelului de diversificare a
operatiilor efectuate de tehnica respectiva;
transformarea localitatilor rurale in mini-
orage asigurate cu infrastructurd orase-
neasca;

asigurarea localitatilor rurale cu mijloace
de transport cu un consum redus de resurse
energetice, la preturi accesibile pentru
majoritatea populatiei din spatiul rural,
implementarea tehnologiilor informatio-
nale in activitatile populatiei, mai cu seama
din spatiul rural;

organizarea comertului cu amanuntul in
profil teritorial;

diversificarea prestarilor de servicii la
distanta.

Diferite sunt si restrictiile, cerintele struc-
turilor publice si ale societatii fata de PI. In afara
de restrictiile referitoare la poluarea mediului
(Pi), eficienta sociala (ei), asigurarea nivelului de
acceptabilitate din partea societitii, populatiei din
localitatea respectiva in raport cu PI i (bi),
cerintele fatd de disponibilul de finante din partea
investitorului (ci) mai pot aparea si altele (de
exemplu, sd nu fie implementatd o tehnologie,
principial noud, pentru o activitate care e pe cale
de disparitie).

Notam numarul cerintelor, restrictiilor prin
k=1,2,....m; numarul PI prin i=1,2,...n; a fiind
caracteristica k a proiectului investitional i.
Elaboram matricea {a;}, tabelul 1.

efficient functioning of productive capital,
reducing energy consumption, increasing
labour productivity, increasing the level of
diversification of operations carried out by
the equipment;

transformation rural areas into mini-cities
with urban infrastructure;

ensuring rural areas with reduced energy
consumption transport at affordable price for
most people in rural areas;

implementing information technologies in
population activities, especially in rural
areas;

organizing retail trade;

diversification of distance services.
Restrictions and requirements of public
structures and society towards IP are also very
numerous. Besides restrictions on environmental
pollution (P;), social efficiency (e;), ensuring the
level of society and population acceptance from
respective locality in relation to IP i (b;), requi-
rements related to the availability of finance from
the investor (c;), others can still appear (for
example, avoid using new technologies for out-
dated activities).

We shall note the number of requirements,
restrictions with k=1,2,....m; the number of IP
with i=1,2,...n; ay — feature k of investment
project i. Thus, we create matrix {ay}, table 1.

Tabelul 1/ Table 1

Matricea {ai}, i =1,2,...n; k =1,2,....m / Matrix {ay}, i =1,2,...n; k =1,2,....m

Caracteristici ale P11/ IP
caracteristics 1 2 k m
PI/IP
1 Q-l-l Q-_[: a'.l.f{ ail‘."!
2 oy fya Qax Bam
I Q1 @2 Qix im
n Q1 Qpa Qnx Qym

Sursa: elaborat de autori / Source: developed by authors
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In diviziunea tuturor PI, apare problema
stabilirii cuantumului restrictiilor respective, de
exemplu, marimilor admisibile ale parametrilor
Pi, ei, bi, ci etc. Pentru matricea din tabelul 1, de

determinat minimele: a;, a;, ..., &, ..., am,
pentru care stabilim restrictiile a; <aq,
8, <y, ;A S8 - Ay <A,

pentrui=12,...,n.

Parametrii a,, k=1,2,..., m pot fi determinati:
a) de catre experti (alﬁl’) printr-un calcul,

b) prin valoarea mediei aritmetice:

1 n
_(z Ay J = alEZ) (8)
N\
¢) de norma matematica
maxa, =al” 9)

Pentru o expunere mai detaliatd elaboram
tabelul 2.

While dividing all the IP, there arises the
problem of establishing the respective restriction
amount, for example, of the allowed value for P;,
ei, b;, ¢;, etc. parameters. For the matrix from table
1 we determine minimums: aj, a,, ..., A ..., &m,

for which we set restrictions a;; < a;; a;, <a,;
- PO - DU - P -

fori=12,...,n
Parameters ay, \=1,2,..., m can be determined:

a) by experts (alﬁl)) by calculation,
b) by arithmetic mean value

15 (2)

- (Z J ‘ ®)
¢) by mathematical norm

maxa, =a.’ 9)

For a more detailed statement, we have
elaborate table 2.

Tabelul 2/ Table 2

Normele matematice pentru matricea {ay} / Mathematical norms for matrix {ay}

Caracteristici ale
I/ IP caracte-
ristics 1 2 k m

PI/IP

1 211 217 a1y 1

2 ﬂﬂ-| @ aq a"‘l{ a"“—.

| aiq [ [ g

n an‘]_ [ an.{ Qpm
Restrictiile expertilor / ot (1) (1) (1
Experts restriction 1 : K m
Restrictia mediei 1 /< A ) A A
aritmetice_/a_rithmetic a ( ﬂ-1)= a;” ;( % Q:‘:)= a; | ... H{ Qik)= L ;[Z Q:’m): @
mean restriction “i=1 = =1 =
Restrictia / restriction Mmaxt; = maxa;; = Max iy = Max Qi =
Maxa;y 1<i<n 1<i<n 1<i<n 1<i<n

. ) 3 N £ ) i3

1<i<n =ay = Lig = by = b

Sursa: elaborat de autori / Source: developed by authors

In continuare, normdm (matematic)
elementele matricei {ay} In raport cu normele:
A3, Az3, +-- A3y -+ -y Ama.

Tn tabelul 2, sunt 3 norme matematice. in
principiu, normele matematice pot fi cele mai
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There are 3 mathematical norms in table 2.
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diferite; In calitate de norma poate fi luatd

lungimea vectorilor:

al¥| = \/afl +a’ +..+a’+a’,

alV| = \/afz +a’, +..+a5+a’,,

a® :\/afk +a’ +..+a’+a?,

aly| = \/afm +al +..+a’ +a’ .

different; vectors length can be taken as a norm

(10)
(11)
(12)

(13)

Tabelul 3/ Table 3

Normarea ax, k=1,2,...,m/ ax, k=1,2,...,m norming

Caracteristici
ale PI/ IP
caracte-
o uma/ Sum
ristics 5 /S
P1/1P
1 @11 1] @1z (1) A1y (1) Q1 WS 1
- %11 | T 12 D - Gy 1 = Hm z ay, = ay
Gy a, x m =
2 821 i1)| @22 (1) Qax (1 Qom ST o
= BT 22 Y] 2k &N m Z Q. = a,
ay a; a, o =
! Qi1 1] @iz (1 @ik (1) @ im WS i 1
- G | T T Qi €N, ik = Gm z a; =a
IQ‘l QE Q.‘{ ﬂm =1
n 21 (1) @nz 1) Ok (1) T rm 13 1 i1
1y = 1 (1 n2 (1) L 1) nm z Q. "
ot (1) e (1 ni
- " L=1
Sursa: elaborat de autori / Source: developed by authors
Tabelul 4/ Table 4
Normarea ag, k=1,2,..., m/ ax, k=1,2,..., m norming
Caracteris-
tici ale PI/
IP carac-
eristics Suma/ Sum
PI/IP
1 8
1 Q11 (2] @12 e Q1 e Q1m e o
QEZ' 11 ﬂi.:'. 12 IQII:Z' 1k ﬂl,“: im Z a‘l.‘«:. = ﬂ.l
- " ' k=1
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1 2 3 4 5 6 7 8
z B21 _ (2| @22 _ (1) B _ (m Qam (D% .
= B | T T B | | T T Q| L | T T Gam E oy = @5 "
ay Q. a, - a..” = =
- k=1
! Qi1 (3| Gz (2 Qe (2 Qim (DN (2 o
Noke a;; T a; D a;, @ a gt = 2
1 : ® ” k=1
n Ly i Ly R ) Qn ) Gym i £y £
= 1 = Bz .. Ei Bl .. T = S Q. =,
a;” . a,” as z ke n
- k=1

Sursa: elaborat de autori / Source: developed by authors

Tabelul 5/ Table 5
Normarea asy, k=1,2,..., m/ as,, k=1,2,..., m norming

aracteristici
ale PI/IP
carac-
teris- 1 2 k m Suma / Sum
tics
PI/IP
o E - B L T -3 i (3 Agm _ (3) ‘) 3
1 G- % | @ | @ T | | T Ym A =8y
1 2 K m T
k=1
Qa1 3| Bz (m Qi (3 Qam _ (3) % iy 7
2 m T B | T T B2z | T T % | L | T T fBom a;, =a;
Qj_ a, B m - -
= k=1
B (3) | Qa2 (3) @i (3 Qim @) | O .
i o = 8y e = G e = Qg e = Gim a, =a
1 2 k m =1
! i3 | ®nz i3 Epk (3 Lnm (3 - T q
n E = G @ = G NE = O 3 = Aam Zﬂ:'c =a,
1 2 k m =
Sursa: elaborat de autori / Source: developed by authors
Din multimea de PI n, sunt determinate From all IP sets n, are determined iy, iy, i3
proiectele iy, iy, i3, pentru care: projects for which:
a, = maxa®; (14)
a, = maxa'?; (15)
a,; = maxa®. (16)
Tn baza acestor date, se face evaluarea Based on these data public authorities make
impactului PI de catre autoritatile publice. IP impact assessment.
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Exemplul 1

Admitem cd autorititile publice au de
selectat unul din 3 PI propuse pentru examinare.
Pentru fiecare proiect sunt stabilite restrictiile: Pi,
ei, bi (restrictiile referitoare la nivelul acceptat de
poluare a mediului, realizarea eficientei sociale;
nivelul de acceptare al populatiei raionului
respectiv). Datele initiale sunt transcrise sub forma
de matrice (tabelul 6).

Example 1
Admit that public authorities have to select
one of three IP proposed for examination. For
each project are set restrictions: Pi, ei, bi (res-
trictions referring to the acceptable level of envi-
ronmental pollution, of social efficiency achieve-
ment, of acceptable level from population of the
respective district). Initial data is transcribed as

matrix (table 6).
Tabelul 6 / Table 6

Datele initiale, exemplul 1 / Initial data, example 1

Caracteristici ale P1/
P caracteristics P, - b,
PI/IP
1 Py €y by
3 Pg E3 I 3
Norma ma'tematlca/ max{p, P, Py} = PV max{ei, e, E’s} — D ﬂ!ﬂx{bi. b, i’a}= Bl
Mathematical norm

Sursa: elaborat de autori / Source: developed by authors

Normam datele initiale din tabelul 6,
elaboram tabelul 7.

We norming initial data from table 6 and
elaborate table 7.

Tabelul 7/ Table 7

Datele initiale normate, exemplul 1/ Normed initial data, example 1

Caracteristici ale P1/
IP caracteristics 1) (1) N
E e’ b~ Suma/Sum
PI1/1P
P‘l 1 &1 _ ! i1 (1 ] L 01
1 FEIEV R PLET R PYEu Rt B te +5b-
.ID: ,:-_l-, =) _ (1) }Jj s i1 1) N
2 Pl:'l_"_ P: . Q'T_ E: }J':i,.'z r:‘ . Pj i 82'+:Jg ’
Ps ) €3 (1 bs _ ey iy ol 4 Bl
3 o= B 20— 3 p - s
Sursa: elaboratd de autori / Source: developed by authors
Din conditie: From condition:
® 4 a0, pO ® L a® 4 pO @ L a0 pO VN p*, a*
{(Pl +e” +b; )(P2 +e,” +h, )(P3 +e;” +Db; )}_F’l +e +b, a7

determinam P optim.
Diferentele dintre indicii PI optim si indicii

we determine optimum P.
The difference between optimum IP indexes

respectivi ale Pl examinate reprezinta estimarea | and examined I[P indexes present quantitative
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cantitativd a deciziilor autoritatilor publice in | estimation of public authorities decisions in the

procesele de selectare a variantei optime a PI.
Elaboram matricea diferentelor, tabelul 8.

process of selecting the optimal variant of IP. In
table 8 we elaborate matrix of differences.

Tabelul 8/ Table 8

Matricea diferentelor, exemplul 1/ Matrix of differences, example 1

iferentele P1 /
G| - B® | g d® | g | Sumeairenenr
PI/IP
1 -5 =R e —efY = aelY | by — b = 00/ | B + 2efM + 2B
2 pr— PV =apM e —elY =nelV | by — bV = abY |42V + nelV + aplY
3 Pr— BV = ap | ef —efY = nef™ | by — b = 2{ | 0PV + nef + apY

Sursa: elaborat de autori / Source: developed by authors

Unele elemente ale matricei din tabelul 8
vor fi pozitive, adica caracteristicile PI selectate
satisfac restrictiile respective; altele vor fi nega-
tive. Astfel, pentru unele restrictii autoritatile
publice, in procesele de selectare a Pl optim,
trebuie sa accepte anumite compromisuri. Suma
diferentelor reprezintd caracteristicile per ansam-
blu ale PI, care vor fi pozitive. n exemplul dat,
printre caracteristicile Pi, lipseste indicatorul
financiar, profitul sperat pentru fiecare Pl (F ; =
1,2,3). Autoritatile decizionale isi elaboreaza
matricea datelor initiale, caracteristicilor PI,
exemplul 2 (tabelul 9).

Some of the matrix elements from table 8
will be positive, i.e. characteristics of the selected
IP satisfy those restrictions; other will be negative.
Thus, for some restrictions public authorities have
to accept certain compromises in the process of
selection of the optimum IP. Differences amount
presents the overall IP characteristics, which will
be positive. In the given example throw IP
characteristics, the financial indicator is missing,
the expected profit for each IP (F;, ; = 1,2,3).
Decisional bodies elaborate initial data matrix, IP
characteristics, example 2 (table 9).

Tabelul 9/ Table 9

Datele initiale, exemplul 2 / Initial data, example 2

Caracteristici ale
PI/IP
caracte- F; P g; b
istics
PI/IP
1 K Py €4 by
3 F3 Py €3 by
norma matematica/ 3 3 3 L, 13
. maxif FH Fy= F?|maxiP P, Pyy= P?|maxje, €; g3 = e” | maxiby b, by;= 57
mathematical norm (R P ) & ) tes ) b )

Sursa: elaborat de autori / Source: developed by authors

In continuare, normidm datele initiale din
tabelul 9, elaboram tabelul 10.
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Tabelul 10/ Table 10
Datele initiale normate, exemplul 2 / Normed initial data, example 2

Caracteristici
ale PI/IP
- il i1 il .11
Ca:iii;[(?s F, E e b Suma/ Sum
P1/1P
'F:.l [ P'l il €1 — (1 U‘_[ k! i1 il i1 L 010 1%
1 FE~— 1 |pET A BT 1 |pmT EV+B " +e + b =57
F; 1) Py (1) €2 (11| b, (1) {1 (1) {1 (1) (1)
== E |\ =8 |3 =% |—==b"|E7+E" S+ b= 5
2 Fl3 2 plal P_ g = hi3) "J_ F_ + P_ + E_ + "J_ 5_
2 1| P 1 | €3 1| Ba N 1 1 .'1'. .'1'.
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minam  PI  optim  cu  caracteristicile: | \ye determine optimum IP with: F. P e;,b;
Fy Py es.bs. characteristics.

Diferentele dintre indicii PI optimal si indi- Differences between optimum I[P indexes
cii respectivi ai proiectelor examinate reprezinta | and examined IP indexes present quantitative
estimdarile cantitative ale deciziilor structurilor | estimation of public authority’s decisions in the
publice in procesele de selectare a variantei | process of selection the optimal variant of IP,
optime a PI, inclusiv a profitului ratat sau realizat | including lost profit or accomplished through IP.
prin PI. In table 11we develop matrix of differences

Tn tabelul 11, elaborim matricea diferen- | of respective characteristics.
telor caracteristicilor respective.

Tabelul 11/ Table 11
Matricea diferentelor, exemplul 2 / Matrix of differences, example 2

PI/IP
. 1 2 3

Diferente
Differences
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g; — '1‘ = ﬂ-.e;:i'.' e; — 111 = ej.efi'.' e egi = ae'::i-" er — et = ﬂ.eéi'.'
bs— b = ap™ b;— b = AbY by — b = aplt by — bl = aplM
Suma diferen-
telor/ Differences|aF, " +4F ™ +ae ™ + 4b = ASV|AFT+AFT +Ag + AbT = AST|AFT AR +Ag + ABS = 4
amount

Sursa: elaborat de autori / Source: developed by authors

e 1 1 1 H
Vectorul (AS®, ASE, AS®) reprezinta Vector (AS®, ASY, ASY) is the quan-

cuantificarea cantitativd a impactului implicdrii '_“tat've qua_ntlflcatlon ) of public authorities’
autorittilor publice in procesele de selectare a PI | involvement in IP selection for Moldova.
pentru R.Moldova.
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Concluzii

Dezvoltarea socio-economicd a Republicii
Moldova poate sa fie una naturald, dar, dupa cum
se observa in tdrile cu economia emergenta,
dezvoltarea naturald este una foarte lenta. Astfel,
autoritatile publice sunt acelea care joacd rolul
unui catalizator Tn procesul de dezvoltare
durabild a tarii. Accelerarea acestui proces este
posibila prin implementarea proiectelor investi-
tionale adecvate mediului socio-economic al
Republicii Moldova, iar identificarea si selectarea
unor asemenea proiecte trebuie sa se bazeze pe
procesul decizional bazat pe dovezi [7].

Utilizarea instrumentarului matematic este
dictatd de necesitatea caracterizarii cat mai
sintetice a unor fluxuri semnificative de infor-
matii numerice aferente procesului de analizd a
proiectelor investitionale. Dinamismul in proce-
sul de luare a deciziei, impus de aceste fluxuri,
amplificd necesitatea unei caracterizari cat mai
exacte a situatiei momentului In procesul dez-
voltarii durabile si a perspectivelor dezvoltarii,
ludnd n considerare impactul proiectelor inves-
titionale implementate. Este evident ca modelele
matematice nu constituie un ,,panaceu” in proce-
sul ludrii deciziilor de selectare a proiectelor
investitionale, mai ales in situatia crizei de re-
surse, dar acest instrument ne oferd o posibilitate
de analiza a unor variabile indispensabile proce-
sului de dezvoltare socio-economica luate impre-
und, aflandu-se intr-o legatura cauzald, ci nu
analizate separat, fara a vedea relatia de influenta
reciproca intre acestea. Utilizarea acestei compo-
nente metodologice alaturi de alte instrumente
folosite Tn procesul decizional, la nivel public, va
contribui la respectarea unuia dintre principiile
stiintifice de baza — principiul masurarii.

Conclusions

Moldova’s socio-economic development can
be natural, but, as shown in countries with
emerging economy, natural development is very
slow. So, public authorities are those who play the
role of a catalyst in the process of sustainable
development of the country. This process accele-
ration is possible by implementing appropriate to
Moldova’s socio-economic environment invest-
ment projects, and such projects identification and
selection should be based on evidence-based
decision making [7].

The use of mathematical tools is dictated by
the necessity of synthetic characterization of
significant flows of numeric information related to
investment projects review process. The dyna-
mism in the decision-making process, imposed by
these flows, amplifies the need of an accurate
characterization of the moment situation in the
process of sustainable development and its pros-
pects, taking into account the impact of imple-
mented investment projects. It is obvious, that
mathematical models are not a “panacea” in the
decision making process of investment projects
selection, especially in the case of resource crisis,
but this instrument offers a possibility to analyse
some indispensable variables for socio-economic
development process, being into a causal connec-
tion, but not being analysed separately without
seeing the relationship between mutual influence.
Using these methodological components, among
other instruments used in decision-making process
at a public level, complies with one of the basic
scientific principles — measuring principle.
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CREATIVITATEA -
CALEA SPRE SOLUTII
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Creativitatea este o tema foarte des abor-
data de psihologi, pedagogi, oameni de stiinta,
ea constituind o latura foarte importantd in dez-
voltarea personalitatii contemporane. Cercetarea
creativitdtii este importanta in lumea modernd,
care se caracterizeaza prin schimbari continue si
rapide, in toate aspectele vietii noastre — edu-
catie, stiintd, tehnologii si, deci, presupune un
nivel Tnalt de adaptare, care este legat, ih mare
mdsurd, de creativitate. In zilele noastre, cultiva-
rea spiritului creator a personalitatii constituie o
necesitate obiectiva determinata de particula-
ritatile epocii contemporane. Scoala trebuie sa
pregdteascad tinerii acum, in perspectiva viitoru-
lui, a activitatii pe care acestia o vor desfdasura,
sa le permita adaptarea continud la exigentele,
pe care viitoarea societate le va impune. Tinerii
trebuie sa dispund de o mobilitate intelectuala si
profesionala, de astfel de capacitati, precum:
flexibilitate, fluiditate, independenta, spirit de
investigatie si creativitate a gandirii.

Anume, adaptarea creativa este o posibi-
litate prin care fiecare dintre noi poate tine pasul
cu schimbarile lumii.

Cuvinte-cheie: creativitate, structura crea-
tivitatii, inteligentda, motivatie, gdndire, proces

creativ, imaginatie, gust, motivatie, pasiune,
factori aptitudinali.

JEL: Z1.

Introducere

Omul, ca fiintd rationald, trebuie si

demonstreze cd, in orice situatie s-ar afla, poate sa
gdseascd un raspuns, o cale optima de rezolvare a
problemei intr-un timp relativ scurt. Aceastd
abilitate, prin care omul reuseste sd gaseasca
solutii pentru mai multe situatii, este direct legata
de inteligentd, iar daca, la aceeasi problema, el
poate oferi mai multe variante de raspuns,
inseamna cd acea persoana este si creativa [8].

Toate progresele stiintei, tehnicii si artei
sunt rezultate ale spiritelor creatoare.

CREATIVITY - THE WAY
TOWARDS SOLUTIONS
AND EVOLUTION

PhD lulian MUNTEAN, UASM

PhD student Diana CIOBANU, ASEM
Teacher of arts Natalia VIHOCENCO,
gr. I, S.P.A.,A. Sciusev”

The subject of creativity is very often
addressed by psychologists, pedagogues, scientists.
It represents a major aspect in the development of
contemporary personality. The research of
creativity is important in the modern world that is
characterized by permanent and rapid changes in
every field of our life — education, science, techno-
logies. Thus, it assumes a high level of adaptation
that depends very much on creativity. The creative
education of pupils became a primary preoccu-
pation. Nowadays, the cultivation of creativity is a
necessity determined by the particularities of
contemporary time. The school has to prepare
today the youth in the perspective of their future
activity, in order to allow them a continuous
adaptation to the requests of future society. The
youth should have intellectual and professional
mobility, as well as flexibility, fluidity, indepen-
dence, spirit of investigation and creativity of
thinking.

Creative adaptation is the opportunity that
allows each of us to be in line with the changes in
the world.

Key words: creativity, structure of crea-
tivity, intelligence, motivation, thinking, creative
process, imagination, taste, motivation, passion,
skills.

JEL: Z1.

Introduction

Any individual, as a rational being, should
demonstrate the ability to find in short time the
answer, the best solution to any problem he could
face. The ability to find solutions to several
situations is directly connected with intelligence.
If the person has several solutions to the same
problem it means the person is creative [8].

All the progresses of science, technics and
art are the outcomes of creative spirits.
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In procesul dezvoltirii personale, formarea
si cultivarea unor capacitati intelectuale, teoretice
si practice, devine un fundament al procesului
creator. Prin urmare, e importantd nota de
originalitate in solutiile folosite pentru rezolvarea
problemelor, a sarcinilor de invatare, solutionare
si cercetare, precum §i masura, in care solutiile
gasite in rezolvarea acestor probleme, produc
trairi afective, o stare de surpriza placutd, care
reanimd dorinta, curiozitatea de a descoperi cdi,
solutii mai ,,elevate”, toate acestea fiind atribute
ale spiritului creator. [9]

Creativitatea sau imaginatia creatoare
reprezintd forma cea mai inaltd si specifica, pe
care o poate atinge imaginatia umana in general.
Latura creativd presupune legarea a ceea ce se
produce de o semnificatie, de o anumita functie
utilitard pentru om si societate.

Aceasta Tnseamna stabilirea unei relatii
intre produsele creativitatii si necesitatile umane,
incepand cu trebuintele de bazi — biologice si
materiale — si terminand cu cele spirituale — de
cunoastere, cercetare, estetice. [7]

Material si metoda. Termenul de creati-
vitate a fost introdus in literatura psihologica si
pedagogica de catre G.W. Allport, in anul 1937.
Péand atunci, aceastd variabila a personalitdtii era
desemnata prin cuvinte, ca: dotatie, aptitudine,
talent, genialitate, imaginatie creatoare si inteli-
gentd. In opinia sa, creativitatea nu poate fi
limitatd doar la unele dintre categoriile de mani-
festare a personalitatii, respectiv la aptitudini sau
trasaturi temperamentale.

L. Vigotski considerd ca procesele creative
reprezintd tot ce depaseste limitele rutinei si
cuprinde macar un gram de noutate.

Dupa I. Bontas, creativitatea este o capaci-
tate complexa si fundamentald a personalitétii,
care, sprijinindu-se pe date sau produse ante-
rioare, in imbinare cu investigatii si date noi,
produce ceva nou, original, de valoare.

Creativitatea poate fi consideratd si ca
aptitudine a intelectului de a elabora idei, teorii,
modele noi, originale.

Exista multe modalitati prin care se defi-
neste creativitatea. A crea Inseamnd a face sa
existe, a aduce la viata, a cauza, a genera, a pro-
duce, a fi primul, a zamisli....

Creativ e cel ce se caracterizeaza prin:
originalitate, expresivitate, imaginatic bogata,
generativ, deschizator de drumuri, inventiv,
inovativ [10].
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In the process of personal development,
creation and cultivation of intellectual, theoretical
and practical learning abilities become the basis of
creativity process. Therefore, it is important the
aspect of originality in finding solutions for
problems, learning tasks and researches. As well,
it is important how these solutions create emo-
tional experiences, states of surprise that reinforce
the willingness, curiosity to discover different
ways and more sophisticated solutions, all of them
being attributed to the creative spirit [9].

Creativity, or creative imagination, repre-
sents the highest and the most specific form that
could be reached by human imagination in gene-
ral. The creative side connects what is produced to
a meaning, to a certain utilitarian function for
human beings and society.

This means a correlation between the results
of creativity and human necessities, starting with
basic needs — biological and material — and ending
with the spiritual ones — learning, research and
aesthetics [7].

Research material and methods. The no-
tion of creativity was introduced in psychological
and pedagogical literature by G.W. Allport in
1937. Before that, this trait of personality had
been determined like: dotation, aptitude, talent,
geniality, creative imagination and intelligence. In
his opinion, creativity could not be limited only to
several categories of manifestation of personality
— aptitudes or temperamental traits.

L. Vigotkii considers that creative processes
represent everything that exceeds the routine and
has something new.

According to 1. Bontas, creativity is a com-
plex and fundamental capacity of the personality
that produces something new, original, valuable
based on previous data or outcomes in com-
bination with new inputs.

Creativity could be considered as the ability
of the intellect to elaborate ideas, theories, new
and original models.

There are many ways to define creativity. To
create means to make leave, to bring to life, to
cause, to generate, to produce, to be the first to, to
intend...

Creative is one that is characterized by
originality, expressivity, rich imagination, being
generative, inventive, and innovative [10].
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Un rol important in declansarea si dezvol-
tarea creativitdtii il au asemenea elemente, ca:
expresivitatea, flexibilitatea, fluenta, sensibili-
tatea cerebrald, calitatile analizatorilor si caracte-
risticile temperamentale. Drept elemente de prog-
noza a creativitatii sunt considerate o serie de
trasaturi individuale cum ar fi: usurinta cu care se
asimileaza cunostintele, originalitatea, imagina-
tia, intuitia, capacitatea de a rezolva si a pune
probleme, descoperirea noului, seriozitatea...

In sens mai larg, creativitatea se refera si la
gasirea de solutii, idei, probleme, metode, care nu
sunt noi pentru societate, dar la care s-a ajuns pe
o cale independenta. Prin creativitate, se inteleg,
adeseori, factorii psihologici potentiali ai unor
viitoare performante creatoare, intr-un domeniu
sau altul al activitatii omenesti. [6]

G. Wallas, in conceptia sa, defineste patru
etape ale procesului creator: prepararea, incu-
batia, iluminarea si verificarea:

1. Etapa de preparare — consta in acumularea
de informatii, analiza aspectelor deja
cunoscute. Aceasta face ca problemele sa
apara clare.

2. Etapa de incubatie — include incercérile de
combinare a reprezentdrilor vizuale este-
tice si artistice mintale, pe baza unor noi
relatii si gésirea unor configuratii originale.

3. Etapa de iluminare — rezida in formarea
brusca a unor combinari noi in procesul de
cautare, de Incercare a diferitelor solutii.
Aceasta, de obicei, poate aparea in mod
spontan. Asa se explicd fenomenul apari-
tiei unei rezolvari inedite.

4. Etapa de verificare — este o reluare n plan
mintal, sau Tn plan practic, a procesului
ultimei combinari sau a ultimei solutii. Ea
e bazatd pe o sporitd acuitate a senzatiilor
vizuale, pe cunostinte, limbaj plastic, pe o
sustinuta activitate practicd. Persoanele
trdiesc o mare senzatie de satisfactie,
asemenea celei dobandite in urma unei
mari cuceriri [5].

Pentru a intelege cat de importanta este
imaginatia pentru om, ar trebui sd ne inchipuim,
pentru o clipa, ce s-ar intdmpla n lipsa ei: omul
ar fi sclavul propriilor sale senzatii si perceptii, ar
fi o fiintd doar reproducétoare si evocatoare, ar
avea imagini, dar nu ar sti ce sd faca cu ele, nu
le-ar putea descompune, dezmembra, reunifica,
depasi, ar fi dependent de trecut si prezent,
nefiind in stare sa prevada sau sa depaseasca o
actiune viitoare, n-ar putea visa, nu s-ar putea

A special role in creativity development is
played by such elements like: expressivity, flexi-
bility, fluency, cerebral sensibility, qualities of
analysers and temperamental characteristics. As
elements of creativity forecast are considered a
number of individual traits: ease of assimilating
the knowledge, originality, imagination, intuition,
capacity to solve problems, discovery of new
things, seriousness...

In a broader sense, creativity refers to fin-
ding solutions, ideas, problems, methods that are
not new for society, but that are reached in an
independent way. Many times, through creativity
are understood potential psychological factors of a
future creative performance in any of the areas of
human activity [6].

G.Wallas distinguishes four stages that lead
to creativity: preparation, incubation, illumination
and verification:

1. Stage of preparation — consists in accumu-
lation of information, analysis of already
known aspects. This makes the problems to
become clear.

2. Stage of incubation — attempts to combine
the aesthetic and artistic visual mental repre-
sentations based on new relationships and
finding original configurations.

3. Stage of incubation — sudden formation of
new combinations through the process of
search and test of different solutions. As
usual, it appears spontaneously. In this way
the phenomena of a suddenly found solution
could be explained.

4. Stage of verification — is resumption on
mental level or on practical level of the pro-
cess of last combination or last solution. It is
based on an increased acuity of visual sen-
sations, on knowledge, on a practical acti-
vity. People live great feelings of satis-
faction, such as those acquired as a result of
large gains [5].

In order to understand the importance of
imagination, let us think what would happen
without if it does not exist: man would be the
slave of his own sensations and perceptions,
would be a being just breeding and evocative,
would have imaginations without knowing how to
apply them, how to analyse, decompose, reunite,
overcome them, would be tied to the past and
present being unable to foresee or overcome a
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lasa ,,prada” imaginilor si gandurilor venite pe
neasteptate, n-ar putea retrai in minte evenimente
trecute, nu le-ar putea debarasa de aspectele lor
neplacute, n-ar fi in stare sa-si propuna idealuri.
Imaginatia este un mod de a fi al omului in lume,
prin intermediul ei, omul construieste lumea si se
realizeaza pe sine. [1]

Un factor deosebit de important al imagi-
natiei creatoare este intuitia. Ea consta in reorga-
nizarea §i sinteza rapidd a experientei anterioare,
in anticiparea sau aparitia brusca a solutiei pentru
0 problema, ca urmare a jocului liber al ima-
ginatiei sau al unui rationament prescurtat, fara
incercari si erori.

Totusi, o conditie fundamentala a creativi-
tatii este inteligenta, ea fiind una dintre cele mai
generale aptitudini umane si un atribut al tuturor
proceselor cognitive, avand particularitati speci-
fice: capacitatea de a surprinde repede si cu
precizie trasaturile definitorii ale unui obiect; de a
sesiza ceea ce este esential, general, repetabil din
perceptiile anterioare; de a organiza si structura
rapid si selectiv; de a combina si stabili relatii
intre idei, imagini, lucruri sau fenomene la
diverse niveluri de abstractie sau intuitie.

Inteligenta este insd o conditie necesard,
dar nu si suficienta a creativitatii. Exista si inteli-
gente sterile, neproductive. In realizarea actului
de creatie, sunt necesare: fantezia bogata, unele
aptitudini speciale, implicatia factorilor motiva-
tionali (curiozitatea, interesul pentru cunoastere),
precum si anumite trasaturi ale personalitatii.

Tn felul acesta, activitatea creatoare apare
ca un produs al intregii personalitati, purtand
trasaturile specifice, notele de originalitate ale
autorului. [2]

W. Duff a distins trei facilitati ale mintii
creatoare:

1. Imaginatia constituie o facilitate mentala,
care elaboreazd o multime de asociatii noi
prin compunerea si descompunerea ideilor,
prin combinarea si recombinarea acestora,
avand posibilitate sa creeze, in final,
obiecte care nu au existat niciodata.

2. Judecata 1i da posibilitate omului sa
combine ideile elaborate de imaginatie, s
observe acordul sau dezacordul dintre ele.

3. Gustul este capacitatea organismului care
ne permite sd delimitam ideile frumoase de
cele urate, cele decente de cele ridicole.
Factorii de dinamizare a creativitatii

sunt urmatorii:

e Motivatia;
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future action, would not be able to dream, to
relive in mind past events, to determine ideals.
Imagination is a way of being. Through imagi-
nation humans build the world and achieve self-
realization [1].

Intuition is a very important factor of crea-
tive imagination. It consists in reorganization and
rapid synthesis of previous experience, in anti-
cipation or sudden appearance of a solution as a
result of imagination or an abridged judgment
without trials and errors.

However, a prerequisite for creativity is
intelligence, being one of the most common
human skills and attributes of all cognitive
processes, with specific features: the ability to
capture quickly and accurately defining features
of an object, to refer to what is essential, general
repeating from the previous perceptions, to
organize and structure quickly and selectively, to
combine and establish relations between ideas,
images, things or phenomena at different levels of
abstraction and intuition.

Intelligence is a necessary but not sufficient
condition for creativity. There are sterile, non-
productive intelligences. In order to create, there
is necessity of a rich fantasy, of some special
aptitudes, of implication of motivational factors
(curiosity, interest for learning), as well as of
certain traits of personality.

In this way, creativity is the result of the
whole personality and brings the specific traits
and original notes of its author [2].

W. Duff distinguished three facilities of a
creative mind:

1. Imagination is a mental facility that deve-
lops infinity of new associations by com-
posing and decomposing ideas, by com-
bining and recombining them, ultimately
creating objects that have never existed in
nature.

2. Judgment allows the human being to com-
bine ideas elaborated by imagination, obser-
vation of the agreement or disagreement
between them.

3. Taste is one of the human ability allowing
the separation of good ideas from bad ones,
decent from the ridicule ones.

Factors that enhance creativity are the
following:

e Motivation;
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e Efortul sustinut de pregatire si investigatie
joacd un rol important in procesul de crea-
tivitate, contribuind efectiv la optimizarea
performantelor;

e Pasiunea pentru un domeniu;

e Factorii aptitudinali — fara ei nu se poate
ajunge la nivele inalte de performanta.
Insa, componenta cea mai importanti a

creativitdtii — este imaginatia. Imaginatia se defi-
neste ca un proces cognitiv de selectare si com-
binare Tn imagini noi, elemente din experienta
anterioard. Ea constituie functia esentiala a pro-
cesului de creatie. Imaginatia este un proces de
combinare a imaginilor, ceea ce se potriveste
imaginatiei artistice. Imaginatia — se poate defini
ca proces psihic, al carui rezultat constd in
obtinerea unor reactii, fenomene psihice noi pe
plan cognitiv, afectiv sau motor. Procesul creator
care se bazeazd pe imaginatie si care apare in
toate domeniile — in stiinta, tehnica, literatura,
arta... nu se rezuma doar la combinari, Ci presu-
pune sinteze mai complicate, abstractiuni, do-
minate de originalitate. Imaginatia este apreciata
in functie de originalitate si de deosebirile fata de
ceea ce existd si s-a perceput. Imaginatia crea-
toare — este cea mai importantd forma a ima-
ginatiei. Capacitatea creatoare se dezvolta si
creste in eficientd pe masura ce este folosita. Cei
mai mari artisti, scriitori, oameni de stiintd au
ajuns la asa nivele inalte, fiindca si-au dezvoltat
sistematic aceastd capacitate. Imaginatia creativa
presupune interactiunea cu celelalte procese si
fenomene psihice: motivatia puternicd; vointa,
trairile afective de nivel inalt; gandirea conver-
gentd si divergentd; aprecierea critica; realizarea
de proiecte cu stabilirea de elemente, sisteme,
relatii, clasificari, expriméri imagistice, simbo-
lice, semantice. Imaginatia creatoare este orien-
tatd spre util, nou si posibil. Progresul omenirii
nu este posibil fara activitate creatoare, teoretica
si practica. Din acest motiv, este firesc ca acti-
vitatea creativa sa fie considerata drept forma cea
mai Tnaltd a activitatii omenesti. Tocmai de
aceea, creativitatea trebuie sa devina un atribut
esential al tuturor realizatorilor de valori mate-
riale si spirituale. [3]

O personalitate creativa presupune o anu-
mitd structura cognitiva, emotionala si comporta-
mentala in fata lumii, societatii, un anumit mod
de a se vedea pe sine si pe ceilalti, de a intelege,
simti si actiona n relatiile cu ceilalti, in situatiile
cu care se confruntd. Aceste persoane vor bene-

o Effort supported by preparation and inves-
tigation; it plays an important role, as crea-
tivity contributes to performance optimi-
sation;

e Passion for a domain;

e Factors of aptitude — the highest levels of
performance could not be reached without
them.

However, imagination is the most important
part of creativity. Imagination could be defined as
a cognitive process of selection and combination
of new images, elements from previous expe-
rience. It constitutes the main function of the
creation process. Imagination is a process of
image combination — which is suitable to artistic
imagination. Imagination could be defined as a
psychic process the result of which is getting
reactions, new psychic phenomena on cognitive,
affective or motor levels. The creativity process
that is based on imagination and appears in every
field — science, technics, literature, arts...does not
limit itself with combinations, but assumes more
complex syntheses, abstractions, dominated by
originality. Imagination is appreciated depending
on originality and on differences from what exists.
Creative imagination is the most important form
of imagination. Creative capacity develops itself
and becomes more efficient as it is used. The most
famous artists, writers, scientists reached their
highest levels due to systematical development of
this capacity. Creative imagination assumes
interaction with the rest of psychic processes and
phenomena — strong motivation, will, high-level
affective experiences, convergent and divergent
thinking, critical appreciation, projects with estab-
lishment of elements, systems, relations, classi-
fications, imagistic, symbolic and semantic
expressions. Creative imagination is directed
towards utile, new and possible. Humans’ pro-
gress is impossible without creative, theoretical
and practical activity. This is why creative ima-
gination is considered the highest level of hu-
mans’ activity. Therefore, creativity has to be-
come an essential attribute to all the material and
spiritual actors [3].

A creative personality supposes a certain
cognitive, emotional and behavioural structure in
relation to the world, society, a certain way to
look at himself and at others, to understand, feel
and act in relation to others and to the situation
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ficia de urmatoarele avantaje:

— se descurca usor 1n situatii dificile;

— au o mai mare capacitate de efort fizic si
intelectual;

— rezistd mai bine la situatii stresante;

— sunt mai capabile sd obtind performante
superioare;

— au sanse mai mari de angajare si siguranta
profesionala.

Inventivitatea devine un impuls, o dorinta
de a crea ceva nou, special, unic, un imbold cétre
noi cunostinte si creativitate.

Procesul creativ este unul psihic, orientat
spre producerea noilor idei, tehnologii, imagini,
dispozitive care au o valoare sociala certa.
Produsul creativitatii are urmatoarele insusiri:

o Originalitate;
e Noutate;
e Utilitate sociala.

Actul creativ este complex. El incepe n
faza de pregatire, in care se formuleaza problema,
ce devine obsedantd si provoacd mobilizarea
constructiva a subiectului. In aceasta fazi, oame-
nii emit ipoteze, care, daca nu sunt confirmate, se
soldeaza cu esec si frustrare. [4]

Niciodatd omul nu a fost pus in situatia sa
joace un rol mai activ i mai decisiv decat astazi,
in toate sectoarele de activitate ale vietii social-
umane, nicicand el nu a avut nevoie de mai multa
inteligentd si imaginatie, nu a trebuit sa dove-
deasca mai mult spirit de inventie si de initiativa,
mai mult entuziasm si curaj pentru a traduce in
viatd gandurile si initiativele sale.

Creativitatea reprezintd o sursa de putere si
energie inepuizabild, constituie un factor esential
de progres in evolutia lumii contemporane si
poate aborda orice problemd. Promovarea
creativitatii constituie solutia pe care omenirea o
are ca sansa de supravietuire si de progres.

Concluzie

A fi creativ In viatd Inseamna a gasi cai de
a Imbunatiti viata, fie cd vorbim de cea
personala, fie cd vorbim de cea profesionala.

Notiunea de creativitate este una din cele
mai fascinante notiuni cu care a operat vreodata
stiinta si care este inca insuficient definita.
Situatia se explica prin complexitatea procesului
creativ, ca si prin diversitatea domeniilor in care
se realizeaza creatia. Gama definirii se Tntinde de
la intelegerea creativitétii ca o atitudine, indife-
rent dacd persoana care are o astfel de atitudine
elaboreazd sau nu un produs creativ, pana la
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he is facing. These people would have following
advantages:
— Would easily cope with difficult situations;
— Have a greater capacity of physical and
intellectual effort;
— Deal better with stressful situations;
— Be more capable of superior performances;
— Have better chances for employment and
professional confidence.

Inventiveness becomes an impulse, a desire
to create something new, special, unique, an
incentive towards new knowledge and creativity.

The creative process is a psychic one, ai-
ming at generating new ideas, technologies, ima-
ges, gadgets with a certain social value. The result
of creativity has following traits:

o Originality;
o Novelty;
o Social utility.

The creative process is complex. It starts at
the stage of preparation, where the problem is
formulated; it gets obsessive and determines the
constructive mobilization of the subject. At this
stage people generate hypotheses that could lead
to failure and frustration if not confirmed. [4]

Now, people are playing an active and
decisive role in every aspect of social life, they
need more intelligence and imagination than ever,
more spirit of invention and initiative, more
enthusiasm and courage to bring to life their
thoughts and initiatives.

Creativity represents a source of inexhaus-
tible power and energy, is an essential factor of
progress in contemporary world and could
approach every problem. Promotion of creativity
is the solution for mankind to survive and
progress.

Conclusion

Becoming creative in life means finding
ways of improving life both, in personal and
professional terms.

The notion of creativity is one of the most
fascinating terms science has ever operated with
and is not sufficiently defined. This could be
explained by the complexity of creative process as
well as by the diversity of domains creation is
realized in. The definition is extended from
understanding creativity like an attitude; regard-
less the person with such an attitude is elaborating
or not a creative product, to its identification with
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identificarea acestuia cu o productie creatoare de
inalt nivel, cu realizari neobisnuite in diverse
domenii. Inventivitatea rezidd in valorificarea
sociald a capacitatii omului de a asimila si a
depasi mereu nivelul existent al informatiei, de
a-si Tmbogdti imaginatia si a produce noul, de a
actiona pentru materializarea acestui produs.

Creativitatea se Invata. Cand o descoperi, 1i
simti gustul si ai nevoie de ea ca de aer, devine
un mod de viata.

a high level creative product, with unusual reali-
zations in different fields. Inventiveness resides in
social capitalization of humans’ capacity to
assimilate and permanently exceed current level
of information, to imagine and produce something
new, to act in order to materialize this product.

Creativity can be learnt. When discovered,
when tasted, it becomes a lifestyle.
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Tn prezentul articol, sunt examinate aspec-
tele teoretice aferente notiunii de export,
exportului in comision, aspectele dupa care se
diferentiaza metodologiile contabile aferente
exportului de marfuri in comision, precum §i
aspectele practice aferente acestora, pentru a
pune in evidenta specificitatea modelelor con-
tabile aferente exportului de marfuri realizat in
comision cu Tncasarea la vedere.

Cuv