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AUDITUL RESURSELOR
UMANE - PARTE COMPONENTA
A MANAGEMENTULUI
RESURSELOR UMANE
ALE ORGANIZATIEI

Prof. univ., dr. hab. Ala COTELNIC, ASEM
e-mail: acotelnic@hotmail.com

Dr. Ludmila NEGRUTA, Director

general SRL ,,Capitolium-Elit”

e-mail: negruta.ludmila@gmail.com

In articolul de fatd, ne-am dorit si scoatem
in evidenta una din componentele importante ale
gestiunii resurselor umane — auditul. Desi acest
termen este destul de vechi si pe larg utilizat in
domeniul economic, cu referire la resursele
umane, auditul este o notiune ce a aparut in a
doua jumdtate a secolului trecut. Necesitatea
acestei activitati rezida in importanta care i
revine resursei umane in societatea actuala, dar
si statutului diferit al acesteia in comparatie cu
alte resurse ale organizatiei.

Cuvinte-cheie: resurse umane, audit, audit
al resurselor umane.

JEL: L84, M12.

Introducere

In prezent, tot mai mult, se intelege faptul
ca activitatea economicd nu se rezuma doar la
obtinerea i maximizarea profitului, dar este un
proces complex si dinamic, care antreneaza re-
surse dintre cele mai variate, printre care resursa
umana constituie principala valoare a intreprin-
derii, ea asigurand competitivitatea pe piata.
Traim intr-o societate a cunoasterii, care devine,
din ce in ce mai mult, o resursd vitald pentru
obtinerea succesului in afaceri. Din perspectiva
societatii cunoasterii, angajatii organizatiei devin
adesea cele mai importante active ale acesteia,
inclusiv ca agenti (purtitori) ai cunoasterii. In
contextul economic actual, angajatii nu pot fi

Revista / Journal ,,ECONOMICA” nr.1 (99) 2017

CZU: 005.95/.96:657.6

HUMAN RESOURCES
AUDIT - PART
OF HUMAN RESOURCES
MANAGEMENT WITHIN
AN ORGANIZATION

Professor, Hab. Dr. Ala COTELNIC, ASEM
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e-mail: negruta.ludmila@gmail.com

In this article, we wanted to highlight one
of the key components of human resources mana-
gement — the audit. Although this term is fairly old
and widely used in the economic field, with refe-
rence to human resources audit is a concept that
emerged in the second half of last century. The
necessity of this activity lies in the importance of
human resource in modern society, but also its
different status compared to other resources of the
organization.

Key words: human resources, audit, human
resources.

JEL: L84, M12.

Introduction

Today, people become increasingly cons-
cious that economic activity is not only limited to
obtaining and maximizing profits, but is a com-
plex and dynamic process that involves most
varied resources, including human resource, as it
is the main value of the company, ensuring market
competitiveness. We live in a knowledge society,
which becomes increasingly a vital resource for
success in business. From the knowledge society
perspective, employees often become the orga-
nization’s most important assets, including as
agents (carriers) of knowledge. In the current eco-
nomic environment, employees should not be
treated as mere factors of production or as a sour-
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tratati ca simplii factori de productie sau ca o
sursd generatoare de cheltuieli, iar investitia in
oameni nu inseamna doar salarii si alte drepturi
banesti ale angajatilor, ci si cheltuieli generate de
crearea, mentinerea si dezvoltarea competentelor.

Notiunea analizatd a evoluat pe plan istoric,
social, tehnic si economic, proces Tn urma caruia
s-a trecut de la notiunea de forta de munca la cea
de capital uman, la cea de factor uman al pro-
ductiei, personal al intreprinderii si, mai apoi, la
notiunea de resursd umana a firmei. Schimbarea
atitudinii fatd de resursa umand a extins atribu-
tiile ce le revin angajatilor departamentului re-
surse umane. Complexitatea problemei a deter-
minat unele organizatii si externalizeze catre
firme specializate serviciile ce tin de resursa
umana. Cele care au decis sa se preocupe singure
de acest domeniu complex, tot mai des, apeleaza
la serviciile unor companii de consulting specia-
lizate in domeniu si la auditarea functiei de re-
surse umane, ce are ca scop evaluarea gradului Tn
care structura organizationald, cultura si sistemul
de personal ajutd sau obstructioneaza realizarea
strategiei de afaceri a companiei.

Principalul obiectiv urmarit in acest mate-
rial consta in evidentierea rolului auditului resur-
selor umane in cadrul organizatiei, necesitatea de
efectuare periodica a acestuia, scopurile pe care
le urmareste, dar si beneficiile pe care le obtine
organizatia In urma efectuarii auditului.

Metode de cercetare

Problema auditului resurselor umane a fost
studiata, utilizand mai multe metode de cercetare,
cu suport pe doctrine, conceptii, principii ela-
borate pana in prezent de autori recunoscuti in
domeniul teoriei resurselor umane si al auditului.
O alta metoda care a fost folositd in vederea ela-
borarii materialului in cauza consta in trecerea de
la abstract la concret, care creeaza posibilitatea
explicarii formei pornind de la esenta, fiind utili-
zatd, cu preponderentd, in cazul analizei relatiei
dintre audit, in general, si auditul resursei umane,
in particular. S-a recurs la asemenea metode ca
analiza si sinteza, de exemplu, atunci cand s-a
urmarit definirea unor notiuni, au fost analizate
diverse puncte de vedere ale cercetatorilor din

ce generating spending, while investment in
people is not just about salaries and bonuses to
employees, but also expenses related to the crea-
tion, maintenance and development of skills.

The analysed notion has evolved histori-
cally, socially, technically and economically; it is
a process that passed from the concept of labour
force to human capital, to the human factor of
production, personnel of the enterprise and then
to the concept of human resource of the company.
Changing attitudes towards human resource exten-
ded the functions of HR department officers. The
complexity of the problem has forced some orga-
nizations to outsource human resource from spe-
cialized companies. Those who decided to deal
by themselves with this complex issue more and
more request services of consulting companies
specialized in the field of HR but also in case of
HR audit function, which aims assessing the
degree to which the organizational structure, cul-
ture and personnel system help or hinder the
achievement of the company’s business strategy.

The main objective of the paper is to
highlight the role of human resources audit within
the organization, the necessity of performing a
regular audit, the goals it pursues and the benefits
they get from the audit of the organization.

Research methods

The issue of human resources audit was
studied using multiple research methods, founded
on doctrines, concepts, principles that have been
developed so far by reputable authors in regarding
the theory of human resources and audit. Another
method that has been used in the study is the
transition from abstract to concrete, which gives
the possibility of explaining the concept starting
from the essence, being mainly used in analysing
the relationship between audit as a general con-
cept and audit of human resource in particular. In
the paper we used various methods of analysis;
for example, when we considered the definition of
concepts, we analysed different points of view of
various researchers in the field then, then using
the synthesis we tried to bring together all element
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domeniu dupa care, cu ajutorul sintezei, s-a Incer-
cat reunirea partilor intr-un tot unitar si exprimarea
propriului punct de vedere cu privire la fenomenul
analizat. Metoda istorica este prezentatd la ince-
putul materialului prin prezentarea discursului
evolutiv al notiunii audit, de la origini la practici
contemporane. Metoda logica si-a regasit expresia
in cercetarea fenomenelor, de la simplu la com-
plex, urmand o anumita linie istorica.

Rezultatele cercetarii

Cuvantul ,audit” provine din limba latina
de la cuvantul audit-auditare, care are semnifi-
catia ,,a asculta”. Despre etimologia acestui ter-
men parerile sunt impartite: unii [12] cred ca vine
de la inceputurile secolului al XVIll-lea, fara a fi
precizatd data exacta sau localizarea geografica
intr-un stat, altii considera ca despre audit se vor-
beste incd de pe vremea asirienilor, egiptenilor,
din timpul domniei lui Carol cel Mare sau a lui
Eduard I al Angliei [4].

Totodata, istoria economica delimiteaza
mai multe etape ale auditului, diferentiate in func-
tie de categoria sociald care ordona auditul (for-
mata din asa-numitii ordonatori de audit), de audi-
tori si de obiectivele auditului. Dar, de la incepu-
turile sale, pana relativ nu demult, despre audit se
vorbea, in exclusivitate, avandu-se Tn vedere
auditul financiar sau cel contabil. Astfel, spre sfar-
situl secolului XIX, obiectivul de baza al auditori-
lor il constituia atestarea realitatii situatiilor finan-
ciare, cu scopul de a evita erorile si frauda. Situatia
Nnu s-a schimbat nici In prima jumatate a secolului
XX, obiectivul lor fiind acela de confirmare a
sinceritatii i regularitatii situatiilor financiare.

Potrivit dictionarului enciclopedic Merriam-
Webster (Webster’s Encyclopedic), prin audit se
intelege ,.examinarea oficiald sau verificarea
conturilor si Inregistrarilor, 1n special a conturilor
financiare” [10]. Aceeasi semnificatic este atri-
buitd termenului de audit in literatura de specia-
litate din tara noastrd. Astfel, In Legea privind
activitatea de audit, auditul este definit ca ,,exa-
minare independentd a rapoartelor financiare
anuale, a rapoartelor financiare anuale consoli-
date si a altor informatii, aferente acestora, ale
entitdtii auditate pentru exprimarea unei opinii
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in a whole and we expressed our own opinions
regarding the analysed phenomenon. The histo-
rical method is presented at the beginning of the
paper by presenting the evolution of the audit
concept, from its origins to contemporary prac-
tices. The logical method has found its expression
by researching the phenomena, from simple to
complex, following a certain historical line.

The research results

The word “audit” comes from the Latin
word auditus-audire, which means “to listen”.
There are divided opinions regarding the etymo-
logy of this term: some [12] think that it comes
from the early 18th century, without specifying
the exact date or geographic location within a
state, others believe that the traces are even older,
since the time of the Assyrians, Egyptians, during
the reign of Charlemagne or of Edward | of
England [4].

However, the economic history defines
several stages of the audit, differentiated by the
social category that ordered the audits (consisting
of so-called audit authorizers), by the auditors and
by the audit objectives. From its inception until
relatively recent times, when spoken about audit,
is exclusively meant the financial or accounting
audit. Thus, by the late nineteenth century, the
basic objective of the auditor was rendering the
reality concerning the financial statements, in
order to avoid errors and fraud. The situation has
not changed even in the first half of the twentieth
century, their goal being to confirm the truthful-
ness and accuracy of financial statements.

According to Merriam-Webster encyclo-
paedic dictionary (Webster’s Encyclopaedia) by
audit is understood the “formal examination or
verification of accounts and records, especially
financial accounts” [10]. A similar meaning is
assigned to the term audit in national literature.
Thus, the Law on Audit defines audit as “inde-
pendent review of annual financial statements,
consolidated annual financial statements and other
information related to them of the audited entity
for expressing an opinion of a professional auditor
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profesioniste a auditorului asupra corespunderii
lor, sub toate aspectele semnificative, cerintelor
stabilite fata de aceste rapoarte”. [5]

Un sens mai larg 1l atribuie acestui termen
Enciclopedia Britanica, potrivit careia, prin audit
se intelege ,,0 examinare” a unei situatii, ntr-un
anumit sector. [3]

La ora actuald, acest termen este pe larg
utilizat pentru a exprima lucruri foarte diferite.
Exemplele includ auditul situatiilor ce tin de
respectarea reglementarilor de mediu, auditul situa-
tillor privind respectarea standardelor de calitate,
auditul anual independent al conturilor, auditul
managementului, dar si auditul resursei umane.

Astfel, intdlnim definirea auditului, prin
care acesta este considerat un instrument de
diagnostic pentru identificarea punctelor forte si a
punctelor vulnerabile ale unei organizatii. Un
audit eficient poate fi folositor prin stimularea
gandirii constructive, identificarea aspectelor
pozitive si a deficientelor organizationale, pre-
cum si prin furnizarea de recomandari pentru
ameliorare. [6, pag.105]

Deci, auditul este considerat un instrument
esential pentru realizarea obiectivelor organiza-
tiei. Scopul principal al auditului rezidd in eva-
luarea neconformitatilor in raport cu reglemen-
tarile In vigoare si In conceperea unor actiuni
corective necesare pentru eliminarea acestor
neconformitati, indiferent de sectorul la care se
refera. Deci, auditul este valabil pentru o arie
foarte mare de activitati diverse.

O actualitate 1n crestere revine conceptului
de audit al resurselor umane, care denotd 0 meto-
da valoroasa ce implica o inlantuire de procedee
specifice care au scopul de a evalua organizarea
si functionarea resurselor umane si a persoanelor
responsabile pentru aceste departamente.

Importanta deosebita care i se acordd aces-
tui concept este determinatd de rolul si locul
resursei umane in cadrul organizatiei. Organiza-
tiile au constatat cd introducerea componentei de
resurse umane in randul activitatilor strategice ale
firmei poate conduce la minimizarea problemelor
care apar in legatura cu personalul.

Intreprinderile si organizatiile, care doresc

regarding their consistency in all material respects
to the requirements set by these reports” [5].

A broader meaning of the term is given by
Encyclopaedia Britannica, according to which the
audit means that the “examination” of a situation
in a particular sector. [3]

At present, this term is widely used to
express very different things. Examples include
statements related to audit of compliance with
environmental regulations, statements regarding
audit of quality standards, independent annual
audit of accounts, audit management, and human
resource audits.

Thus, we find the definition of audit, which
it is considered a diagnostic tool for identifying
the strengths and vulnerabilities of an organi-
zation. An effective audit can be useful by sti-
mulating constructive thinking, identifying the
organizational strengths and weaknesses and by
providing recommendations for improvement.
[6 pag.105]

So, the audit is considered an essential tool
for achieving the organization’s objectives. The
main purpose of the audit is identifying non-
conformities in relation to the regulations in force
and in developing corrective actions required to
eliminate these nonconformities, whatever the
sector the relate to. Therefore audit is valid for a
very large area of various activities.

A growing interest is gaining the concept of
human resources audit, which denotes a valuable
method involving a chain of specific processes
that aim to assess the organization and functioning
of human resources and persons responsible for
these departments.

The special importance that is given to this
concept is determined by the role and place of
human resources within the organization. Organi-
zations have found that the introduction of the HR
component in the firm’s strategic activities can
lead to minimizing problems arising with the staff.

Businesses and organizations that wish to
gain success and ensure sustainable development
of their business, cannot afford to show a passive
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sd obtind succes si sa asigure dezvoltare durabila
activitatii lor, nu isi pot permite sd manifeste un
rol pasiv de consumatori ai fortei de munca, per-
cepand-o ca una dintre numeroasele resurse nece-
sare pentru fabricarea unui produs sau pentru pres-
tarea unui serviciu. Angajatul nu este doar o per-
soand care vinde angajatorului timpul si munca sa.
Fiecare angajat este o personalitate, care oferd an-
gajatorului un set de abilitati, cunostinte si compe-
tente, care, cumulate, formeaza capitalul uman.

Gestiunea capitalului uman, care se mani-
festa in organizatie ca personal al acesteia, cons-
tituie o activitate mult mai complexa si mult mai
dificila decat gestionarea financiara, gestiunea
fluxului de materiale sau comercializarea produ-
selor finite. Cu toate acestea, conducitorii multor
organizatii percep functia de management al
resurselor umane drept un lucru de rutina, asociat
doar cu inregistrarea corectd a documentatiei per-
sonalului. Principalul aspect al acestei atitudini 1l
constituie statutul redus al departamentelor de
personal, in multe intreprinderi si atentia insufi-
cientd pentru aspectele ce tin de personal din
partea conducerii de varf.

In acelasi timp, trebuie precizate unele
schimbari pozitive raportate la atitudinea mana-
gerilor fatd de functia de resurse umane. Astazi,
conducétorii mai progresivi gasesc timp si posibi-
litate de a gandi despre procesele de organizare si
management in Intreprinderile conduse de ei si sa
se angajeze in imbunititirea acestora. In special,
multi dintre manageri sunt interesati de estimarea
managementului resurselor umane ale intreprin-
derii, care, pe buna dreptate, sunt percepute drept
cel mai important factor de succes. In asemenea
situatii, managerul, interesat de utilizarea intre-
gului potential de crestere a eficientei activitatii
intreprinderii, recurge la auditul resurselor uma-
ne, ca modalitate de evaluare complexd a mana-
gementului personalului.

Auditul dosarelor personalului include
verificarea completd a tuturor inregistrarilor, a
intregului sistem de evidentd a personalului
existent In organizatie. Scopul auditului consta in
identificarea neconformitatii sistemului de perso-
nal cu cerintele legislative din Republica Mol-
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role of labour consumer of, perceiving it as one of
many resources required to manufacture a product
or providing a service. The employee is not just a
person selling his employer’s time and labour.
Every employee is a personality that gives the
employer a set of skills, knowledge and abilities,
which together form the human capital.

Human capital management, which is mani-
fested in the organization as its staff, is far more
complex and more difficult than financial mana-
gement, material flow management or marketing
of finished products. However, the leaders of
many organizations perceive the function of hu-
man resource management as a matter of routine,
associated only with proper registration and docu-
mentation staff. The main aspect of this attitude is
the low status of personnel departments in many
businesses and insufficient attention to aspects of
personnel from top management.

At the same time, some positive changes in
the attitude of managers towards the human
resources function should be mentioned. Today,
most progressive leaders find time and possibility
to think about processes of the organization and
management in enterprises run by them and
engage in their improvement. In particular, many
managers are interested in estimating the human
resources management of the company, which,
quite fairly, are perceived as the most important
success factor. In such situations, the manager
who is interested in using the full potential of
increasing the company’s efficiency uses human
resources audit as a way of comprehensive eva-
luation of personnel management.

Auditing of personnel records includes full
check of all registrations, the whole system of
personnel records in the organization. Its purpose
is to identify non-compliance with legislative
requirements of the personnel system in Moldova,
putting the compliance agreement, if necessary.

There are now in Moldova several consul-
ting companies providing services of personnel
audit. Before requesting audit services from these
companies, they must clearly understand the goals



BUSINESS S1 ADMINISTRARE / BUSINESS AND ADMINISTRATION

dova, punandu-1 de acord cu conformitatea, daca
acest lucru este necesar.

In prezent, in Republica Moldova, au api-
rut mai multe organizatii de consulting, care
acordd servicii de audit al personalului. Inainte de
a recurge la serviciile uneia dintre acestea, tre-
buie sa fie intelese scopurile si obiectivele urma-
rite la verificare. De regula, angajatorul intentio-
neaza sa facd un diagnostic al situatiei existente,
sd inteleagd la ce nivel se afla documentatia per-
sonalului in raport cu standardele existente, do-
reste sa verifice conformitatea cu cerintele legis-
latiei, pentru a depista lacunele, in cazul in care
acestea exista, sa optimizeze sistemul de eviden-
td, sa creeze un sistem unic de evidentd a docu-
mentatiei in serviciul personal. Dupé audit, con-
ducerea asteapta sa obtind recomandari practice
in vederea remedierii deficientelor depistate.

Auditul de personal economiseste conduca-
torului bani, timp si-l scuteste de stres. Inspec-
toratul Muncii, astazi, este deosebit de activ, mai
ales in conditiile in care multi angajatori reduc
masiv personalul. De obicei, In organizatii, existd
0 persoana cu atributii de evidentd a personalului.
Aceasta poate fi un specialist profesionist, specia-
lizat in managementul personalului, dar, deseori,
aceste atributii sunt puse pe umerii contabilului,
sau chiar ai asistentului personal al managerului.

Desigur, problema inregistrarii documente-
lor ce tin de personal si respectarea cerintelor
Codului muncii sunt strans legate de evidenta
contabild, de impunerea fiscala in organizatie. De
exemplu, neinregistrarea contractelor de munca cu
angajatii sau completarea incorecta a ordinelor cu
referire la personal, lipsa regulamentelor sau
procedurilor de premiere a angajatilor conduc la
aparitia riscului de nerecunoastere a costurilor
aferente fortei de muncd in scopul impozitarii
venitului, precum si la aparitia pierderilor finan-
ciare in cazul unor controale fiscale. Dar nu poate
fi omis nici riscul de a achita amenzi in cazul
verificarilor efectuate de catre Inspectia Muncii.
Prin urmare, activitatile ce tin de resursele umane si
de contabilitate trebuie sa fie convenite in mod clar
si puse 1n aplicare 1n timp util, cu buni-credinta si
la un nivel profesional. Atribuirea responsabi-

tilor and objectives for verification. Usually, the
employer intends to make a diagnosis of the
current situation, to understand at what level is the
documentation of staff in relation to the existing
standards, wants to verify compliance with the
legislation requirements and to detect gaps, if any,
to optimize the record system, create a single sys-
tem of personnel documentation recording. Ha-
ving performed the audit, the management expects
to obtain practical recommendations in order to
fix the identified weaknesses.

Personnel audit saves manager’s money and
time, and keeps him out from stress. Labour
Inspectorate is nowadays very active, especially
given that many employers reduce the number of
staff. There is usually a person in charge of per-
sonnel records in organizations. This can be a
professional, specializing in personnel mana-
gement, but often these tasks are put on the shoul-
ders of an accountant or the manager’s personal
assistant.

Of course, the issue of documents’ registra-
tion, related to personnel and compliance with the
Labour Code, are closely related to accounting
and taxation in the organization. For example,
failure to register employment contracts with
employees or incorrectly filled out orders with
respect to personnel, the lack of regulations or
procedures of awarding the employees lead to the
risk of not recognizing the costs of labour
regarding the income tax, and the emergence of
financial losses in case of tax audits. Besides, we
should not disregard any risk to pay fines in case
of checks by the Labour Inspectorate. Therefore,
activities related to human resources and accoun-
ting must be clearly agreed and implemented in a
timely manner, in good faith and professionally.
Assigning responsibilities related to personnel to
an accountant increases seriously his work load
and can result not only in making mistakes, but
also, in failure or improper performance of
documents on labour laws, just because of lack of
time and lack of experience related to personnel.
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litatilor ce tin de personal unui angajat din conta-
bilitate, sporeste, in mod serios, sarcina ultimului si
nu implicd doar probabilitatea sporitd de a comite
erori, dar, de asemenea, si neinregistrarea sau
executarea necorespunzitoare a documentelor cu
privire la legislatia muncii, in virtutea unor astfel de
motive simple, precum lipsa de timp si lipsa de
experientd in domeniul ce tine de personal.
Remarcam faptul ca, in ultimii ani, apar tot
mai multe publicatii, ce reflectd cercetarile stiin-
tifice efectuate in domeniu. Astfel, pot fi mentio-
nate cercetarile doctorului habilitat Alic Birca si
ale conferentiarului universitar Serghei Serduni,
care abordeaza acest subiect, indicand avantajele
pe care le prezinta auditul personalului [1, pag.26],
si care au ferma convingere ca auditul persona-
lului nu cuprinde doar activitatea departamentului
de resurse umane si analiza indicatorilor ce carac-
terizeaza activitatea angajatilor, dar si a manage-
rilor subdiviziunilor organizationale, dat fiind
faptul ca managerii de la toate nivelurile ierarhice,
direct sau indirect, participa, alaturi de specialistii
departamentului de resurse umane, la administra-
rea personalului subordonat. Deci, problema nu
prezintd doar importanta practica, ci si stiintifica.
Metodologia unui audit de resurse umane
necesitd numeroase surse de informatii care
trebuie verificate, cum ar fi: politicile si procedu-
rile, dosarele angajatilor, fisele de post, descrierile
de functii, specificatiile de post, rapoartele interne,
contractele individuale si colective de munca,
relatiile cu sindicatele, relatiile cu organismele
administratiei publice, statistica accidentelor pro-
fesionale, interviurile cu angajatii, interviurile cu
personalul departamentului de resurse umane g.a.
Prin realizarea auditului resurselor umane,
organizatia isi propune atingerea diferitelor obiec-
tive. Conform lui Paterson L.T., acestea pot fi: [7]

e asigurarea conformitatii cu legislatia natio-
nala si internationald din domeniul muncii,
eliminand, totodata, cheltuiclile suplimen-
tare generate de lipsa de conformitate;

e mentinerea obiectivelor departamentului de
resurse umane in armonie cu viziunea si cu
strategiile pe termen lung ale organizatiei;

e clarificarea practicilor si procedurilor din
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We note that in recent years, there are still
many publications that reflect the scientific re-
search conducted in the field. Thus, we can men-
tion the research of Habilitated Doctor Alic Birca
and Professor Sergei Serduni, who discuss this
topic, indicating the advantages of personnel audit
[1, page 26], and have the firm conviction that
staff audit not just includes the human resources
department and the analysis of indicators charac-
terizing the activity of employees, and managers
of organizational subdivisions, given that mana-
gers at all hierarchical levels, directly or indi-
rectly, participate alongside skilled human resour-
ces department, managing the subordinate staff.
So, the problem has not only a practical signifi-
cance, but also a scientific one.

The audit methodology of human resources
requires numerous sources of information to
be verified, such as policies and procedures,
employee records, job descriptions, job specifica-
tions, internal reports, individual and collective
labour contracts, union relations, relations with
government bodies, statistics of occupational acci-
dents, interviews with employees, interviews with
staff of human resources department, etc.

By the audit of human resources organiza-
tion aims to achieve different objectives. Accor-
ding to Paterson L.T., they can be: [7]

e ensuring compliance with national and
international labour-related legislation,
thus eliminating additional expenditure
of non-compliance;

e maintaining the human resources depart-
ment objectives in harmony with the
vision and long-term strategies of the
organization;

o clarifying the procedures and practices of
human resources and the roles of diffe-
rent departments or individuals from the
executive and management systems of
the organization;

o establishing benchmarks to implement
the solutions offered by the audit;

e participating in the efficiency and pro-
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domeniul resurselor umane, precum si a
rolurilor diferitelor departamente sau per-
soane din sistemele de executie si de con-
ducere ale organizatiei;
o stabilirea unor puncte de referinta in vede-
rea implementarii solutiilor oferite de audit;
e participarea la ameliorarea eficientei si
productivitatii muncii si la reducerea cos-
turilor cu resursele umane;
e cvaluarea situatiei curente din cadrul func-
tiei de resurse umane;
o standardizarea practicilor si procedurilor
utilizate in cadrul unei organizatii la diferite
niveluri sau componente departamentale;
e imbundtatirea comunicarii in cadrul resur-
selor umane proprii, crescand credibilitatea
si gradul de perceptie a top-managemen-
tului in randul personalului de executie.
Auditul resurselor umane presupune un set
de activitati de colectare a informatiilor prin care
se verifica conformitatea activitatilor de adminis-
trare a personalului. Tn urma acestei analize,
rezultd un diagnostic al activitatii firmei din
punct de vedere al raporturilor de munca si un
plan de masuri corective.

Astfel, auditul resurselor umane include[8]:

e evaluarea corectitudinii formarii dosarelor
personalului In vederea respectdrii legisla-
tiei in vigoare a Republicii Moldova;

e analiza Contractelor de munca incheiate de
catre organizatie;

e verificarea Inregistrarii documentatiei pri-
mare de evidentd a muncii si plata acesteia
(statele de personal, fisele personale ale
angajatilor, programul de vacanta, fisele de
pontaj s.a.);

o verificarea corectitudinii dosarelor perso-
nale ale angajatilor;

e cxaminarea juridicd a reglementarilor in-
terne ale organizatiei, in scopul exprimarii
unei opinii cu privire la conformitatea
acestora cu legislatia in vigoare a Repu-
blicii Moldova;

o verificarea contractelor civile cu persoa-
nele fizice;

ductivity improvement and reducing the
cost of human resources;

o evaluating the current situation within the
HR function;

o standardizing the practices and proce-
dures used at different levels within an
organization or departmental compo-
nents;

e improving communication among human
resources, increasing reliability and per-
ceptiveness of top management among
senior executives.

Human Resources audit involves a set of
activities to collect information that verifies com-
pliance of personnel management activities. This
review follows a diagnosis of the company’s acti-
vity in terms of labour relations and a corrective
action plan.

Thus, human resources audit include [8]:

e assessing the appropriateness of per-
sonnel records in complying with the
current legislation of the Republic of
Moldova;

e analysing the employment contracts con-
cluded by the organization;

e verifying the recording of primary evi-
dence documentation and its payment
(staffing, personnel files, vacation sche-
dule, time sheets etc.);

o verifying the correctness of the personal
files of employees;

e examining the legality of the internal
regulations of the organization, in order
to express an opinion on their compliance
with the current legislation of the Repub-
lic of Moldova;

o verifying the civil contracts with indivi-
duals;

e analysing the complexity, accuracy and
efficiency of training and coordination
system;

e recording and archiving of documents
related to personnel.
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e analiza complexitatii, corectitudinea si efi-
cienta sistemului de formare, coordonare;

e Inregistrarea si arhivarea documentelor ce
tin de personal.

Asadar, este gresit sa se considere ca audi-
tul se refera doar la compatibilizarea activitatii de
resurse umane cu reglementarile legale.

De asemenea, serviciul de audit poate iden-
tifica deficientele survenite in functionarea siste-
melor de bazd ale managementului resurselor
umane:

e Recrutarea si selectia personalului;

e Evaluarea performantelor angajatilor;
e Remunerarea si motivarea;

o Dezvoltarea personalului;

¢ Comunicarea i cultura corporativa.

La momentul actual, organizatiile de con-
sulting ofera servicii de audit al resurselor
umane, ce includ diferite activitati specifice [11]
(figura 1).

auditul calitatilor
angajatilor/audit
of employees
skills

\

.
7
— /]

So it is wrong to consider that the audit acti-
vity relates only to the compatibility of human
resources regulations.

The audit service also can identify defi-
ciencies occurred in the functioning of basic
human resource management system:

e Recruitment and selection;

¢ Evaluating employee performance;

¢ Remuneration and motivation;

o Staff development;

e Communication and corporate culture.

Currently, consulting organizations, provi-
ding audit of human resources, include specific
activities [11] (figure 1).

auditul in vederea
extinderii utilizarii
angajatilor/audit for
further activities
of employees

!

auditul profilului _— auditul structurii
angajatilor/audit Activitati organizatorice/audit
of employee specifice ale of organizational
profile auditului e structure
L personalului/
1
Specific acti-
vities of staff
audit

Figura 1. Activititi specifice ale auditului personalului/
Figure 1. Specific activities of staff audit
Sursa: elaborata in baza sursei [11] /

Source: elaborated bassed on [11]

Astfel, poate fi efectuat:

v Auditul  profilului angajatilor. Acesta
include: evaluarea personalului, numirea
calitatilor si defectelor de personalitate
rezultate In urma testarii cu metode psiho-
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So, there can be performed the following:
v' audit of employees profile. This includes:

personnel assessment, stating the staff
strengths and weaknesses resulting from

psychological testing, testing assertive-
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logice, teste de asertivitate, chestionare

personald, dar si recomandari de optimi-

zare a personalului Tn conformitate cu
pozitiile particulare de munca.

v Auditul privind calitatile angajatilor, care
include: verificarea indeplinirii calitatilor
in conformitate cu registrul valid al califi-
carilor si o evaluare a potentialului perso-
nalului specializat.

v Auditul pentru extinderea utilizarii per-
sonalului presupune verificarea persona-
lului companiei si gradul de Incarcare a zilei
de munca al fiecérei persoane angajate.

v Auditul structurii organizatorice include:
reevaluarea activitatilor in subdiviziunile
organizatiei, evaluarea punctelor forte si
punctelor vulnerabile in structura compa-
niei, verificarea eficacitatii transmiterii
informatiei Intre anumite departamente s.a.
De asemenea, organizatiile de consulting

ofera o gama variatd de consultiri in domeniu,
care permit organizatiei sd rezolve mai multe
probleme ce tin de personal, de analiza juridica a
contractelor incheiate, de recrutarea si selectarea
personalului, de integrarea noului angajat, ela-
borarea, restabilirea si arhivarea documentelor de
personal etc. [9]

Ca rezultat al auditului, se prezinta un
raport detaliat cu constatari, sugestii §i propuneri
in baza carora organizatia auditatd poate opera
optimizari in procesele de management al
resurselor umane.

In afara de aceasta, In primul rand, vor fi
identificate toate riscurile potentiale ce tin de
amenzi. Tn plus, acestea pot consta nu numai n
penalizari ale Inspectiei Muncii, dar si in amenzi
de ordin fiscal, deoarece in functie de corecti-
tudinea inregistrarii multor documente ce tin de
personal, dar si de disponibilitatea acestora,
depinde fundamentarea cheltuielilor prilejuite de
personal, care reduc venitul impozabil.

Tn al doilea rand, specialistul care coordo-
neaza activitatea personalului, in urma auditului,
va avea posibilitatea sa afle despre deficientele
existente in activitatea sa, dar si sa 1si Tmbunata-
teasca abilitatile, dat fiind faptul ca raportul pri-

ness, personal questionnaires, and opti-
mization recommendations regarding per-
sonnel for particular working positions.

v Audit of employee’s skills, which inclu-
des: verification of qualities in accor-
dance with valid qualifications register
and assessing the potential of specialised
staff.

v Audit for further activities of employees
includes checking staff and workload
of the working day of every employed
person.

v Audit of organizational structure inclu-
des: reassessment of activities in the
subdivisions of the organization, asses-
sing strengths and weaknesses in the
company’s structure, checking the effec-
tiveness of transmitting information bet-
ween certain departments, etc.

At the same time, consulting organizations
offer a wide range of consultations in the field,
allowing the organization to address several issues
related to personnel, legal analysis of contracts,
recruitment and selection of personnel, integration
of new employees, developing, restoring and
archiving personnel documentation etc. [9]

As a result of the audit, a detailed report
with findings is presented, offering suggestions
and proposals on which the audited organization
can operate optimizations in human resource
management processes.

In addition, firstly, there will be identified
all potential risks related to fines. Besides, they
may concern not only the penalties of Labour
Inspection, but also fiscal fines, as the correctness
of recorded documents related to personnel, and
their availability depends on substantiation of
expenses related to personnel that reduce the
taxable income.

Secondly, the specialist who coordinates the
work of staff, after the audit will be able to learn
about the shortcomings in his work and improve
their skills, given that the report on the audit
results will be described in details and can be used
in future work.

Revista / Journal ,,ECONOMICA” nr.1 (99) 2017



BUSINESS S1 ADMINISTRARE / BUSINESS AND ADMINISTRATION

vind rezultatele auditului vor fi descrise in detaliu
si pot fi folosite 1n activitatea viitoare.

Tn al treilea rand, pe baza recomandarilor din
raportul de audit, de obicei, se creeaza un plan de
actiune, ce include actiuni pe termen scurt, mediu si
lung, menite si implementeze cat mai eficient
modificarile de care are nevoie organizatia.

Auditul resurselor umane este un mare
consumator de timp. El necesita consultarea unui
numar mare de documente, precum i intervie-
varea stafului departamentului de resurse umane,
a unor salariati situati in punctele-cheie ale
organizatiei, precum si a managerilor de pe dife-
rite niveluri [2, pag.49].

Totodata, durata auditului va depinde de
mai multi factori, precum: [3]

v’ mirimea organizatiei;

v’ tipul organizatiei;

v' felul informatiilor pe care organizatia spera

sd le obtind in urma auditului;

v' scopul auditului;

v" numdrul persoanelor incluse Tn echipa de

audit al resurselor umane.

Pe langa auditarile periodice, se pot realiza
auditari si cu alte ocazii (Dessler si altii, 2004):

v in momentul unor schimbari

organizationale importante;

v fuziuni sau achizitii;

v’ externalizarea unei parti din organizatie;

v’ schimbarea consiliului de administratie sau

a managerului general;

v modificari importante ale cadrului
legislativ (modificarea Codului muncii, de
exemplu);
deschiderea unor noi filiale;
extinderea organizatiei,
angajarea unui nou manager de resurse
umane;

v" reduceri masive de personal.

Concluzii

Generalizdnd cele expuse n materialul
de mai sus, mentiondam cd auditul resurselor
umane se adreseaza companiilor care n-au optat
pentru externalizarea serviciului de administrare
a personalului, dar care vor sd prevind eventua-
lele sanctiuni din partea Inspectiei Muncii si sa
asigure dezvoltarea personalului angajat Tn vede-

ANENEN
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Thirdly, based on the recommendations of
the audit report, is usually created an action plan,
including actions in the short, medium and long
term intended to implement the most efficient
organization changes.

Human resources audit is time-consuming.
It requires consultations with a large number of
documents and interviewing the personnel of the
department of human resources, of employees
located in key positions of the organization, and
managers at different levels [2, page 49].

At the same time, the duration of the audit
will depend on several factors, such as: [3]

v’ size of the organization;

v’ type of organization;

v’ kinds of information that the organiza-

tion hopes to achieve during the audit;

v' audit purposes;

v number of persons included in the audit

team of human resources.

In addition to regular audits, there can be
performed occasional audits (Dessler et al, 2004):

v" during major organizational changes;
mergers or acquisitions;
outsourcing part of the organization;
changing the board or the general mana-
ger;
major changes to the legislative frame-
work (amendments of the Labour Code,
for example);
opening of new branches;
expansion of the organization;
hiring a new human resources manager;
massive staff reductions.

Conclusions

Generalizing the above mentioned material,
we can mention that the audit of human resources
is aimed to companies who have opted for out-
sourcing the personnel management and want to
prevent any penalties from the Labour Inspec-
torate and ensure development of personnel in
activities to ensure a more efficient organization.

Derived from monitoring the output of hu-
man resources, auditing has evolved over time
and has become a core function of human resour-
ces management. Besides the fact that it mana-
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rea asigurarii unei activitati cat mai eficiente a
organizatiei.

Derivat din monitorizarea rezultatelor acti-
vitatii resurselor umane, auditul a evoluat Tn timp
si a devenit o functie de bazd a managementului
resurselor umane. Pe langa faptul ca reuseste sa
releve adevaratele dimensiuni ale activitatii resur-
selor umane, auditarea il ajutd pe manager in
toate etapele procesului de conducere, deciziile
rezultate din informatiile furnizate de audit fiind
bine fundamentate.

Auditul poate fi intern, efectuat de catre
auditorii din cadrul organizatiei. In acest caz,
sunt naintate si solutionate unele sarcini. Si
poate fi extern, efectuat de catre organizatiile
specializate. Anume, acest tip de audit a consti-
tuit interesul de baza in cadrul cercetirii In cauza.
Principalele beneficii pe care le pot avea intre-
prinderile, in acest caz, se refera la documentarea
corectd a proceselor de management al resurselor
umane, ceea ce va permite sa fie evitate sanc-
tiunile din partea Inspectiei Muncii; crearea unor
sisteme functionale de management al resurselor
umane, abordarea sistematicd a proceselor de
gestiune a personalului, fapt care duce la optimi-
zarea cheltuielilor de personal.

ges to reveal the true dimensions of human
resources activity, auditing helps the manager in
all stages of management, as decisions resulting
from information provided by the audit are well
grounded.

Internal audit can be conducted by auditors
within the organization. In this case, some tasks
are assessed and resolved. It can also be external
and carried out by specialized organizations.
Namely, this audit was our key interest in the pre-
sent research. The main benefits that companies
may have in this case, refer to proper docu-
mentation of human resource management pro-
cesses, which will allow to avoid sanctions from
the Labour Inspection; creating functional systems
of human resource management, systematic
approach to personnel management processes,
which optimizes staff costs.
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IMPACTUL INFORMATIILOR
DE PE AMBALAJUL PRODU-
SELOR ALIMENTARE IN
GHIDAREA ALEGERII
CONSUMATORILOR

Conf. univ. dr. Maria GRIGORAS, UASM
e-mail: grigoras-maria@mail.ru

In ultima perioadd, datorita controverselor
aparute in industria alimentara si impactului
mediilor de socializare, precum §i descoperirii
legaturii tot mai intense intre produsele consu-
mate §i starea sandtatii, consumatorul a devenit
mai perspicace in luarea deciziei de cumparare a
alimentelor. Un important element de ghidare in
alegerea reusita a produselor alimentare il cons-
tituie informatiile nutritionale de pe eticheta.
Astfel,
aceste informatii.

consumatorul incearcd Ssa proceseze

Scopul cercetarii a constat in determinarea
gradului de comprehensibilitate al informatiilor
expuse pe etichetele alimentelor, evaluarea profi-
lului nutritional al acestora, precum §i evidentierea
unei posibile antiteze intre imaginea favorabila
perceputa si valoarea nutritiva ,,de facto” ale
respectivelor produse. Pentru indeplinirea acestui
Scop, S-au efectuat cercetari exploratorii de marke-
ting, utilizand chestionarul si metoda SAIN-LIM.

Cuvinte-cheie: informatii nutritionale, stra-
tegie proactiva, strategie de adaptare, profil
nutritional, dieta calorica, sisteme F.O.P. (Front-
of-Package).

JEL: M31, P36, Q13.

Introducere

Agricultura industriald utilizeazd in masa
cantitafi de pesticide si ingrasdminte chimice de
sintezd, care polueazd solul si apele freatice,
reduc biodiversitatea, deterioreaza structura si
textura solului, conditioneaza anomaliile climate-
rice, sporesc mortalitatea Tn randul insectelor
polenizatoare. Toate acestea provoaca insecurita-
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THE IMPACT OF FOOD
PACKAGE INFORMATION
IN GUDING CONSUMER
CHOICES

Assoc. Prof., PhD,
Maria GRIGORAS, SAUM
e-mail: grigoras-maria@mail.ru

The modern consumer has become more
attentive when taking the decision to purchase
food due to the controversies in the food industry,
the impact of social media and more intense
relationship between consumed products and
health. The nutritional information on the label
has become an important element guiding the suc-
cessful choice of food products. Thus, the consu-
mer tries to process this information based on his
intellectual and financial resources.

This research aims to determine the degree
of comprehensibility of the information displayed
on food labels, to evaluate its nutritional profile
and to highlight a possible antithesis of the per-
ceived favourable image and the nutritional value
““de facto of those goods. In order to implement
this approach there were conducted exploratory
marketing researches, using the questionnaire and
the method SAIN-LIM.

Key words: nutritional information, pro-
active strategy, obstructionist strategy, nutritional
profile, caloric diet, F.O.P. systems.

JEL: M31, P36, Q13.

Introduction

Industrial agriculture uses great amounts of
pesticides and synthetic chemical fertilizers which
pollute soil and ground waters; they reduce
biodiversity, damage the soil structure and texture,
cause climatic anomalies, increase mortality
among pollinating insects. All these things create
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tea alimentara. Alimentul ce parvine pe aceastd
filiera este unul cu o entropie joasa, dar si pericu-
los pentru sanatatea omului.

Astfel, consumatorii au devenit mai preten-
tiosi fatd de ceea ce consumad, incercand sa se
orienteze spre produsele cu o entropie cat mai
inaltd. Desi consumatorul, veriga cea mai impor-
tantd a filierei agroalimentare, si-a expus dezide-
ratul in favoarea produselor sdnatoase, totusi,
producitorii sunt cei care inca tergiverseaza exe-
cutarea acestei sarcini. Multe companii manifesta
un comportament corect si loial fatd de propriii
clienti, care sunt generatorii profiturilor lor. De
exemplu, 39% dintre elvetieni considerd ca
brandul lor de tara este ,,Nestle”[6], Insa produ-
sele acestei companii sunt nominalizate in ,,Ghi-
dul produselor modificate genetic”, elaborat de
ONG-ul Greenpeace (Franta) [3]. De asemenea,
formula de lapte pentru sugari a acestei companii
contine ulei de palmier [7], — un ulei tehnic care
nu poate constitui un ingredient in alimentatia
nou-nascutilor, precum si nici a adultilor.

Totusi, existd si companii care au adoptat
strategia proactiva, anticipand doleantele consu-
matorilor si s-au focalizat pe obtinerea produselor
sdnatoase, dar si spre o informare transparenta a
clientelei in raport cu ingredientele si tehnologiile
pe care le folosesc in crearea alimentelor. Astfel,
orientarea populatiei spre practicarea unei ali-
mentatii stiintifice a dus la segmentarea, tot mai
accentuatd, a consumului alimentar axat pe valo-
rile: psihosenzoriald, energetica, biologica si igie-
nicd, fapt ce a determinat modificarea continu-
tului etichetelor in directia unor informari mai
complete asupra profilului nutritional. Desi eti-
chetele bunurilor alimentare oferd un numadr tot
mai mare de informatii despre valorile nutritive
ale acestora, impactul lor Tn ghidarea consuma-
torului este controversata.

Lipsa cunostintelor fundamentale in nutri-
tie, precum si insuficienta procesului cognitiv al
utilizarii etichetelor cu scopul de a compara pro-
dusele si de a le determina profilurile nutritionale
in contextul dietei, la care se adaugd si insufi-
cienta timpului petrecut la raft, reprezinta obsta-
cole majore 1n calea utilizarii, de catre consu-
matori, a informatiilor nutritionale.

food insecurity. The food product derived from
this branch is one with a low entropy, and also
dangerous for human health.

Thus, consumers have become more deman-
ding of what they consume, trying to choose
products with higher entropy. Although the con-
sumer, who is the most important link of the food
chain, outlined his desire for healthy products,
the manufacturers are those who still delay this
task. Many companies treat improperly their cus-
tomers who are the generators of their profits.
For example, 39% of Swiss believe that their
country’s brand is “Nestle” [6], but this com-
pany's products are nominated in the “Guide of
genetically modified products” developed by the
NGO Greenpeace (France) [3]. Also, the milk for-
mula for infants of the same company contains the
palm oil [7] — technical oil that cannot be an
ingredient present in the diet of infants and adults.

However, there are companies that have
adopted proactive strategy, anticipating the wishes
of consumers focused on getting healthy products;
they provide their customers with transparent
information on the ingredients and technologies
they use to create food. Thus, the orientation of
the population towards practicing scientific nutri-
tion has led to the increasing segmentation of
food consumption focused on psycho-sensory,
energetic, biological and hygienic values. This
fact has changed the content of labels in the direc-
tion of more complete information on the nutri-
tional profile. Although the labels offer a growing
number of information about nutritional values of
food products, their impact in guiding consumers
is controversial.

The major obstacles to the use of nutritional
information by consumers are lack of basic
knowledge in nutrition and insufficient cognitive
process of using labels in order to compare
products and to determine the nutritional profiles
in the context of diet plus insufficient time spent
near the shelves.

Therefore, it is difficult for the consumers to
understand the content of labels; they prefer sim-
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Asadar, consumatorii intampina dificultati
in perceperea continutului etichetelor si prefera
modalitati mai simple, care sa-i ajute rapid sa
evalueze profilul nutritional al
Acestia pot folosi doar imaginea de tara, ca, de
exemplu, ,,Made in...” Tn alegerea alimentului
sau sistemele FOP.

Metode aplicate

Pentru determinarea impactului informatii-
lor de pe ambalajul produselor alimentare in
ghidarea alegerii consumatorilor, s-a realizat o
cercetare exploratorie de marketing, prin interme-
diul unei anchete-pilot, concepute din 22 de intre-
bari. Cercetarea a cuprins subiecti ce intrunesc
profilul relevant al consumatorului familist: din
punct de vedere al varstei (25-45 de ani), al gra-
dului de instruire si din punct de vedere al auto-
ritatii decizionale asupra alegerii alimentelor.
Grupul investigat a fost format din 68 de persoane
(inclusiv 23 de cupluri (sot-sotie — 14, tata-fiica —
3, mama-fiu — 2, frate-sora — 4 si 22 de femeli, care

alimentului.

fac cumparaturile de sarbatori fara ajutorul cuiva).
Cercetarea a fost realizatd in lunile decem-
brie 2016 — ianuarie 2017, in ajunul sarbatorilor
de Craciun, pe stil nou si vechi, si de Anul Nou.
Alegerea acestei perioade s-a datorat faptului ca
marea majoritate a oamenilor este ocupati cu
cautarea celor mai deosebite ingrediente si cd, in
aceastd perioadd, se consuma alimente mai bo-
gate caloric, iar consumatorii sunt mai putin sen-
sibili la pret. Pentru interpretarea rezultatelor,
s-au folosit: diferentiala semantica, scara Likert,
metoda ordondrii rangurilor, marimile relative de
structurad si coordonare, indicatori ai imprastierii
pentru variabilele cantitative si media calculata
din limita de interval prin metoda de moment.
Raportat la stabilirea potentialelor dezechi-
libre nutritionale, s-au studiat etichetele mai mul-
tor produse, solicitate de catre grupul investigat.
Evaluarea profilului nutritional, precum si a
calitatilor sanogenetice ale alimentelor, s-a reali-
zat prin metoda SAIN-LIM.
Indicatorul SAIN cuprinde aspectele bene-
fice ale alimentului si vizeaza procentajul mediu
de acoperire a necesarului zilnic recomandat
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pler ways to help them quickly assess the nutri-
tional profile of the food. They can only use
country’s image, such as “Made in ...” in choosing
food products or F.O.P. systems.

Used methods

In order to determine the impact of infor-
mation on food packaging in guiding the con-
sumer’s choice, there was conducted an explo-
ratory marketing research through a pilot survey
made of 22 questions. The research covered sub-
jects that meet a relevant consumer’s profile of a
family man: in terms of age (25-45 years), the
degree of education and in terms of decision-ma-
king authority over the choice of food. The inves-
tigated group was composed of 68 people (inclu-
ding 23 couples (husband-wife — 14, father-dau-
ghter — 3, mother-son — 2, brother-sister — 4 and
22 women who do holiday shopping without
somebody’s help).

The research was conducted during Decem-
ber 2016 — January 2017, on the eve of Christmas
and New Year on new and old rite. This period
was chosen due to the fact that the vast majority
of people are busy looking for the special
ingredients in the kitchen and that during this time
higher calorie foods are consumed, and the con-
sumers care less about the price. To interpret the
results the following methods were used: semantic
differential, Likert’s scale, rank ordering method,
the relative sizes of structure and coordination,
indicators of dispersion for quantitative variables
and the average calculated from the limit of
interval through the method of moment.

In order to consider the potential nutritional
imbalances, labels of many products were studied,
according to the demands of the investigating
group. The evaluation of the nutritional profile
and of the sanogenetic qualities of food products
was made by the SAIN-LIM method.

SAIN indicator includes the beneficial
aspects of a food product and aims to the average
percentage of covering the recommended daily
requirement of essential nutrients: protein, fibre,
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pentru nutrientii esentiali: proteine, fibre, vita-
mine: acid folic etc. si se calculeaza dupa formula:

n i
ST, ratia;

SAIN =

unde:

nutrient; reprezintd nutrientii cu impact

pozitiv din 100 de g de produs alimentar;

RV; — necesarul zilnic recomandat pentru

fiecare nutrient; cu impact pozitiv;

N — numarul de nutrienti cu impact pozitiv

si E — valoarea energeticd a 100 g de

produs alimentar (exprimata in kcal/100 g

de produs).

Pragul de acceptabilitate stabilit:

SAIN > 5.

Indicatorul LIM vizeaza aspectele defavo-
rabile ale alimentului si se calculeaza pe baza
compusilor ce trebuie evitati din programul
nutritional: acizi grasi saturati, zaharuri adaugate,
sodiu sau sare si se calculeaza dupa formula:

3 .
Zj=1ra‘;1a] .

LIM = ——;
3

unde:

nutrient; indica nutrientii cu impact nega-

tiv din 100 g de produs alimentar;

MRYV; — cantitatea zilnica admisibila pentru

fiecare nutrient;.

Pragul de acceptabilitate stabilit: LIM <7,5.

Pentru stabilirea profilului nutritional al
alimentelor, s-au comparat valorile indicatorilor
SAIN si LIM cu pragurile permisive.

Rezultate si discutii

Din totalul de 68 de persoane chestionate,
66,18% au fost femei si 33,82% — barbati. Por-
nind de la specificul grupului investigat, folosind
media calculata din limita de intervale neegale
prin metoda de moment, venitul mediu lunar al
intervievatilor a constituit 3860,6 lei.

Atunci cand subiectii intervievati iau deci-
zia de achizitionare, ei {in cont de urmaitoarele
prioritati (ierarhizate de la 1 — cel mai putin
important pana la 10 — foarte important): pro-

X 100; ratia; = [

ratia; = [

vitamins: folic acid etc. and it is calculated as

follows:

100

nutrienti]
E

RV; ' [1.1]

where:

nutrient; are nutrients with a positive

impact of 100 g of food,

RV; is the recommended daily intake for

each nutrient; with a positive impact;

n is number of nutrients with a positive

impact and E is the energetic value of 100 g

of food product (expressed in kcal / 100 g of

product).

The established acceptability threshold is:

SAIN > 5.

LIM indicator aims unfavourable aspects of
the food product; it is calculated on the basis of
the compounds that should be avoided in the
nutritional program: saturated fatty acids, added
sugars, sodium or salt; it is calculated as follows:

nutrient j

] x 100, [1,2]

Vj

where:

nutrient; are the nutrients with a negative

impact of 100 g of foodproduct;

MRV is the daily allowable intake for each

nutrient;.

The established acceptability threshold is:

LIM < 7.5.

In order to establish the nutritional profile of
food products thevalues of indicators SAIN and
LIM with permissive thresholds were compared.

Results and discussions

Out of the 68 people surveyed, 66.18% were
women and 33.82% — men. The monthly income
of the respondents constituted MDL 3860.6
basing on the specific of the investigated group
and using the calculated average from the limit of
unequal intervals through the method of moment.

When the interviewed subjects take the
decision to buy, they take into account the follo-
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tejarea vietii si sanatatii lor si a familiilor lor
(9,85); asigurarea calitativa a nutritiei (9,25); pre-
zervarea mediului ambiant: solurile, apele frea-
tice (7,53); pastrarea biodiversitatii (7,5) si asigu-
rarea cantitativa a nutritiei (7,43); economisirea
bugetului familiei (6,9%).

Cu toate cd axiomele, dupa care se ghideaza
consumatorii in alegerea alimentelor, constd in
grija fatd de propria sanatate si sdndtatea familii-
lor lor, precum si de calitatea nutritiva, totusi,
obiectivul urmatoarei probleme a fost de a deter-
mina care din valorile aferente produsului pre-
valeaza in mintea consumatorului si 1l determina
pe acesta s cumpere bunul alimentar. Rezultatele
obtinute sunt elucidate in figura 1.

wing priorities (ranked from 1 — least important to
10 — very important): their families and their own
protection of life and health (9.85); qualitative
nutrition provision (9.25); environmental protec-
tion: soils, ground waters (7.53); preserving bio-
diversity (7.5) and quantitative nutrition provision
(7.43); saving the family budget (6.9%).

Although the axioms that guide the con-
sumers in choosing food products are caring for
their own health and for the health of their
families, as well as nutritional quality, however
the goal of the following question was to deter-
mine which of the values related to the food
product outweigh in the consumers’ minds and
make them buy the food product. The results are
outlined in figure 1.

quality

possible

consumed easily

shelf life should be as short as possible

shelf life should be as long as possible

specific taste and odor

c. Sa aiba un pret rezonabil pornind de la calitatea bunului /
63,24 %

The product should have a reasonable cost based on its
h. Sa fie proaspat / The product should be fresh

d. Sa fie ecologic / The product should be ecologic

b. Sa coste cat mai putin / The product should cost as little as
e. Sa poata fi consumat cu usurinta / The product should be
g. Sa aiba termen de valabilitate cat mai mic / The product' s
f. Sa aiba termen de valabilitate cat mai mare / The product' s
i. Sa aiba gust si miros specifice / The product should have - 8,82

j. Sa fie de marca / The product should be branded

a. Sa fie cat mai mare in volum si greutate / The product
should have as much as possible volume and weight

I 55,88 %
AN 50 %
D 3382%
D 26,47
P 2353%
P 16,18%

(=)

5

B 7359

F 5,88 %

0 20 40 60 80

Figura 1. Importanta pozitionarii atributelor produselor alimentare /
Figure 1. The importance of positioning food products’ attributes
Sursa: elaborata de autor in baza rezultatelor chestionarii |
Source: prepared by the author based on the survey’s results
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Astfel, 63,24% dintre subiectii intervievati
mizeazd pe un mix al calitdtilor biologice si al
celor psiho-senzoriale ale produselor; 55,88%
mizeaza pe calitatea psiho-senzoriald si 50%
dintre intervievati necesitd un mix al valorilor
igienice, energetice si biologice ale produselor.
Informatia, aferentd valorii biologice a alimen-
telor, se stabileste in conditii de laborator si se
raporteazd doar la principiile deontologice ale
producatorului de a o reflecta in continutul eti-
chetei. Mizand pe responsabilitatea legald a pro-
ducatorului, informatia de pe etichetd devine un
indiciu important in aprecierea calitatii biologice
si chiar igienice ale produsului. Cu toate acestea,
putem mentiona cd intervievatii inca ignora
continutul etichetei si se bazeazd pe mituri si pe
calitatile organoleptice si estetice in aprecierea
produselor agroalimentare, fapt demonstrat ca
doar 23,53% dintre cei chestionati citesc si
inteleg continutul etichetei (figura 2).

Thus, 63.24% of the interviewed subjects
rely on a mix of biological and psycho-sensory
qualities of the products; 55.88% rely on the
psycho-sensory quality and 50% of the respon-
dents require a mix of hygienic, energetic and
biological values of food products. The informa-
tion, related to the biological value of a food pro-
duct is determined under laboratory conditions
and it is up to the ethical principles of a manufac-
turer to reflect it in the content of the label.
Relying on the legal responsibility of the manu-
facturer, the information on the label becomes an
important clue in assessing the biological and
even hygienic quality of the product. However,
we can mention that the respondents still ignore
the content of the label; they rely on myths and on
organoleptic and aesthetic qualities when looking
for food products, it has been proved that only
23.53% of the respondents read and understand
the content of the label (figure 2).

2,94 % 1,47 %

17,65 %\ 23,53 %

M a. Da, intotdeauna / Yes, always

M b. Da, dar nu permanent pentru aceleasi bunuri / Yes, but not

always for the same products

c. Da, dar rareori inteleg continutul acesteia / Yes, but |
seldom understand its contents

m d. Nu, pentru ca am citit odata si nu am inteles nimic / No,
because | read it once and didn't understand anything

m e. Nu, pentru ca am incredere in producator / No, because |
trust the producer

Figura 2. Atitudinile consumatorilor fata de continutul alimentelor /
Figure 2. Consumers’ attitudes towards the content of food products
Sursa: elaborata de autor in baza rezultatelor chestionarii |
Source: prepared by the author based on the survey’s results

Conform Hotararii nr. 996 din 20.08.2002,
capitolul 111, alineatul 1, ,,Prin etichetare trebuie
s se asigure furnizarea catre consumator a infor-
matiei necesare, suficiente, usor de verificat si
comparat, astfel incat sa i sd permitd acestuia

According to Decision no.996 of 20.08.2002,
Chapter 111, paragraph 1 “Labelling must provide
the consumers with necessary, sufficient infor-
mation that can be easily verified and compared
S0 as to enable him (the consumer) to choose the
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(consumatorului) sa opteze pentru produsul ali-
mentar care corespunde exigentelor lui, din punct
precum si de a cunoaste eventualele riscuri la care
Ss-ar putea expune, achizitionand alimente” [4].

Pornind de la rezultatele elucidate n figura
2 si de la imperativul legii anterior mentionate,
obiectivul cercetdrii devine determinarea cauze-
lor neatractivitatii informatiilor de pe etichetda in
luarea deciziei de cumparare.

Dupa cum subiectii cercetati au cumparat si
produse din import, in special din Uniunea Euro-
peand, vom lua in calcul regulamentul (EU) No.
1169 din anul 2011 cu privire la furnizarea infor-
matiilor obligatorii care trebuie declarate (la 100 g
sau ml de produs alimentar sau la portia de baza).

Pentru evidentierea posibilelor dezechi-
libre nutritionale, la care poate fi expus consu-
matorul, a fost evaluat profilul nutritional a 19
alimente printre care: destinate copiilor, cu sigla
eco sau pozitionate ca produse cu impact pozitiv

asupra sanatatii consumatorului.

food products that meet his requirements in terms
of his needs and financial possibilities and to
know the potential risks that he could be subjected
to when purchasing the food product” [4].

According to the results elucidated in figure
2 and to the imperative of the law mentioned
above, the goal of this research is to determine the
causes that make the labelling information unat-
tractive in a purchase decision.

As the investigated subjects also bought
imported products, especially from the European
Union, we are going to take into account Regu-
lation (EU) No. 1169 of 2011 on mandatory infor-
mation to be reported (per 100 g or ml of food or
per the basic portion).

In order to highlight possible nutritional
imbalances that the consumer may be exposed to
there has been evaluated the nutritional profile of
19 food products that are: for children with eco
logo or positioned as products with a positive
impact on consumers’ health.

Tabelul 1/ Table 1

Etichetele nutritionale ale produselor analizate /
Nutritional labels of the analyzed products

G
858 | 84| 3 || ©
Informatii existente == |~ | LS5 | Sg5 g | 2 S
: < S 22| 25385 = © o ) +5 =
pe etichete gx = TS | 2l o © S
= o & = © E > E\ - Lz wn o
(pentru 100 g de produs) / s 3 % T E S =] ® CICE - -~ @
) = a8 +— ~N - — ~—~ g
Information on the labels = o 2 2 .. 5 S I =z | 2 o
o c 5o £ ¢ac § T = 5 o =
(per 100g of product) 5w - 3 < S = ,§ =5 £ s %
o= - C —
.% O | Og E L o
O
1 2 3 4 5 6 7 8
Biscuiti Heinz / Biscuits Heinz 427 8,5 79,0/215 8,5 - - 300
Terci Heinz / Gruel Heinz 372 8,1 80 2,1 - - 19
Chips de porumb EI Sabor,
Grecia / Corn chips El Sabor, 406 10 58 26 - - -
Greece
Piure de cartofi Kartoffelland /
Mashed potatoes Kartoffelland 353 83 76,2108 06704 | 46 ) 0,06
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1

3

4

5

Fulgi G&G / Flakes G&G

399

5,6

62,4 /8,0

13/6,3

5,1

0,48

Fulgi Bruggen GinnX / Flakes
Bruggen GinnX

436

7,8

74,5/30,5

10,5/4,4

59

0,78

Spagheti Bio greno / Spaghetti
Bio greno

395

9,7

84,1/35

1,6/0,3

2,6

0,05

Vafe Bio cu mere / Bio apple
waffles

473

3,8

72,6

18,3

1,2

0,4

Biscuiti Bio, Vollkorh / Bio
biscuits,Vollkorh

464

10

65/22

17/10

5,4

0,46

Orez Bio greno / Bio rice greno

354

6,5

789/0,2

0,5

14

0,01

Musli Bio greno / Bio musli
greno

397

11,5

64,3

13,3

7,1

0,01

Crupe de mei Bio / Bio millet

363

10,1

69,3

3,8

3,7

Vafe ,,Wafer al Cacao”, Prix
Quality S.p.A., ltalia / Waffles
»Wafer al Cacao”, Prix Quality
S.p.A., Italy

516

6,7

62,5/30,8

25,9/20,5

0,31

Ciocolata ,,Vero Nero” 99%
Cacao, Elah Dufour, S.p.A.,
Italia / Chocolate ,,Vero Nero”
99% Cacao, Elah Dufour, S.A.,
Italy

622

10,8

16,3/1,5

53,7/32,2

0,01

Cascaval ,,Santa Lucia Fette alla
Mozzarela”, Italia / Cheese
»Santa Lucia Fette alla
Mozzarela”, Italy

254

16,5

3,0/3,0

19,5/14,0

2,4

Tonno all Olio di Oliva,
Nostromo S.p.A., ltalia* /
Tonno all Olio di Oliva,
Nostromo S.A., Italy*

359

17

1,8/0

32/5,1

1,1

Biscuiti ,,Biscotti Farciti con
crema al cacao”, Monviso S.r.1.,
Italia / Biscuits ,,Biscotti Farciti
con crema al cacao”, Monviso
S.r.l., ltaly

525

5,8

60,0/29,2

28,3/12,0

0,17

Ciuperci conservate ,,Funghi
Misto Bosco”, D&D S.p.A.,
Italia / Canned
mushrooms,,Funghi Misto
Bosco”, D&D S.A,, ltaly

69

1,8

1/1

5,8/1,2

2,8

1,7

Cozonac ,,Il Panettone Cioco
Soffice”, Bauli, Italia / Sponge
cake ,,Il Panettone Cioco
Soffice”, Bauli, Italy

392

7,4

50/31

18/10

0,44

* mai contine (la 100 g de produs): fosfor 145 mg, iod — 25,0 pg, vitamina By, — 2,0 pug /
* also contains (per 100 g of product): phosphorus- 145 mg, iodine — 25,0 g, vitamins B, — 2,0 ug.

Sursa: elaborat de autor dupa continutul etichetelor /
Source: elaborated by the author according to the labels’ content
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Valorile indicatorilor SAIN si LIM al
acestor 19 produse sunt reflectate Tn tabelul 2.

The values of SAIN and LIM indicators of

these 19 products are shown in table 2.

Tabelul 2/ Table 2

Profilul nutritional al produselor analizate /
The nutritional profile of the analyzed products

Produse / Products SAIN/| LIM/ Profilul nutritional si recomandari /
SAIN | LIM Nutritional profile and recommendations
1 2 3 4
Extrem de dezechilibrat, nu se recomanda in
Biscuiti Heinz / Biscuits Heinz 11,478 |4778,87 | consum / Extremely unbalanced, not
recommended for consumption
Foarte dezechilibrat, nu se recomanda in
Terci Heinz / Gruel Heinz 8,512 | 602,6 |consum /Extremely unbalanced, not
recommended for consumption
Chips de porumb El Sabor, Grecia Dezechilibrat, nu se recomanda in consum /
. 3,04 - Unbalanced, not recommended for
/ Corn chips El Sabor, Greece .
consumption
Piure de cartofi Kartoffelland / Dezechilibrat, nu se recomanda in consum /
3,98 1,77 |Unbalanced, not recommended for
Mashed potatoes Kartoffelland .
consumption
Dezechilibrat, nu se recomanda in consum /
Fulgi G&G / Flakes G&G 3,21 | 19,91 |Unbalanced, not recommended for
consumption
. . Dezechilibrat, nu se recomanda in consum /
Fulgi Bruggen GinnX / Flakes 3,63 30,25 |Unbalanced, not recommended for
Bruggen GinnX .
consumption
R R Putin dezechilibrat, se recomanda in consum cu
Sfear?;et' Biogreno/Spaghetti Bio | » 5q | 335 | moderatie / A little unbalanced, recommended
g for limited consumption
Vafe Bio cu mere / Bio anple Putin dezechilibrat, se recomanda in consum cu
PP 1,04 5 moderatie / A little unbalanced, recommended
waffles . .
for limited consumption
Biscuiti bio. Vollkorh / Bio Dezechilibrat, nu se recomanda in consum /
L. 3,60 31,73 |Unbalanced, not recommended for
biscuits, Vollkorh .
consumption
Putin dezechilibrat, se recomanda in consum cu
Orez Bio greno / Bio rice greno 2,07 0,36 |moderatie / A little unbalanced, recommended
for limited consumption
Profil echilibrat, se recomanda in consum /
Musli Bio greno / Bio Musli greno | 5,21 0,32 |Balanced profile, recommended for
consumption
Dezechilibrat, se recomanda in consum cu
Crupe de mei Bio / Bio millet 3,84 - moderatie / Unbalanced, recommended for

limited consumption
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1 2 3 4
Vafe_,,Wafer al Ca(.:ao , Prix Foarte dezechilibrat, nu se recomandi in
Quality S.p.A., Italia / Waffels
o . 1,99 | 158,65 |consum / Extremely unbalanced, not
»Wafer al Cacao”, Prix Quality .
recommended for consumption
S.A., ltaly
Ciocolata ,,Vero Nero” 99% - o
. Dezechilibrat, nu se recomanda in consum /
Cacao, Elah Dufour, S.p.A., Italia 2,7 49,83 | Unbalanced, not recommended for
/ Chocolate ,,\Vero Nero” 99% ’ ’ consum tior’1
Cacao, Elah Dufour, S.A., Italy P
Cascaval ,,Santa Lucia Fette alla Profil partial echilibrat, se recomanda in
Mozzarela”, Italia / Cheese ,,Santa | 9,99 | 33,21 |consum cu moderatie / Partially balanced
Lucia Fette alla Mozzarela”, Italy profile, recommended for limited consumption
Tonno all Olio di Oliva, Nostromo Profil partial echilibrat, se recomanda in
S.p.A., ltalia* / Tonno all Olio di 9,625 | 18,46 |consum cu moderatie / Partially balanced
Oliva, Nostromo S.A., Italy* profile, recommended for limited consumption
Biscuiti ,,Biscotti Farciti con
crema al cacao”, Monviso S.r.l., Putin dezechilibrat, se recomanda in consum cu
Italia / Biscuits ,,Biscotti Farciti 1,7 38,36 |moderatie / A little unbalanced, recommended
con crema al cacao”, Monviso for limited consumption
S.r.l, ltaly
Cl_u percl confervate »Funghi . Profil echilibrat, se recomanda in consum /
Misto Bosco”, D&D S.p.A., Italia .
. 10 9,57 |Balanced profile, recommended for
/ Canned mushrooms ,,Funghi consumotion
Misto Bosco”, D&D S.p.A., Italy P
COZ(.)na,(,: ol P::_metto'ne Cloco Dezechilibrat, nu se recomanda in consum /
Soffice”, Bauli, Italia / Sponge
. . 2,9 37,65 |Unbalanced, not recommended for
cake ,,Il Panettone Cioco Soffice”, .
. consumption
Bauli, Italy

Sursa: elaborat de autor / Source: elaborated by the author

Tn cazul produselor Heinz, s-au luat n
calcul si continutul de vitamine, acid folic etc.
Pentru calculul indicatorilor SAIN si LIM, au
fost luate ca elemente de referinta, valorile medii
ale nutrientilor cu impact pozitiv si negativ, reco-
mandate/admise zilnic pentru un adult normo-
ponderal, cu o activitate zilnica moderata [2].

Valorile indicatorilor SAIN si LIM arata ca

din aceste 19 produse, doar doud produse au un
profil echilibrat si pot fi recomandate in consum
si patru produse au un profil partial echilibrat si,
de asemenea, pot fi recomandate in consum, dar
cu moderatie. Restul alimentelor trebuie evitate,
chiar dacd au sigla eco sau sunt destinate
copiilor. Unele din acestea mai contin si 0 serie
de ingrediente nesanatoase: ulei de palmier, E

In the case of Heinz products, there was

taken into account the content of vitamins, folic
acid etc. In order to calculate indicators SAIN and
LIM there were taken as reference points the
mean values of the nutrients with positive and
negative impact, recommended / permitted daily
for an adult with normal weight and with a mode-
rate daily activity [2].

The values of SAIN and LIM indicators

show that out of these 19 products, only two pro-
ducts have a balanced profile and may be recom-
mended for consumption, and four products have
a partially balanced profile and can also be
recommended for consumption, but with mod-
eration. The remaining food products should be
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500, E 304, E 223, E 100, E 150 etc.

Astfel, se conchide ca acest regulament (EU)
nr. 1169, din anul 2011, prezintd unele avantaje
fata de sistemul de etichetare autohton si anume ca
respectivul consumator poate vizualiza intreaga
gama de nutrienti atat cu impact pozitiv, cét si cu
impact negativ pe care le contine produsul.

Deci, consumatorii chestionati asteaptd ca
producidtorii autohtoni sd includd 1n etichete
informatiile obligatorii despre profilul nutritional
al alimentului, intrate in vigoare, deja, la 13
decembrie 2016.

Cercetand ambalajele a patru produse
autohtone achizitionate de subiectii cercetati:
paine ,,Milena”, producator S.A. ,lugintertrans”;
franzela feliata ,,Botanica”, producator S.A.
,Franzeluta”; seminte de floarea-soarelui des-
cojite ,,Fruit,Go”, producitor ,,Monicol” S.R.L. si
hrigsca ,,Grand Merci”, importator ,,Moldagro-
product”, doar ultimul producator a folosit noul
sistem de etichetare.

La capitolul ingrediente (pentru péine
,»Milena”, producator S.A. ,Iugintertrans”), sunt
specificate: fdina de grau de calitate superioard,
apa potabild, drojdii, sare iodata, zahar, ameliora-
tori (acid ascorbic, carbonat de calciu, enzime),
iar la capitolul valoarea nutritivd per 100 g de
produs: doar valorile proteinelor, grasimilor si
glucidelor, apoi o specificatie ca produsul mai
contine fier, acid folic. in acest caz, consumatorul
nu obtine informatii cu privire la continutul de
sare, zaharuri, fier si acid folic. Deci, informatia
de pe etichetd nu-i permite sa-si calculeze nece-
sarul zilnic de nutrienti. Aceeasi situatie e si pe
eticheta semintelor de floarea-soarelui descojite
., Fruit,Go”, unde sunt nominalizate unele vita-
mine si minerale, dar nu si cantitatile acestora.

Tn urma analizei sistemului de etichetare,
subiectii chestionati au dat urmatoarele sugestii
pentru Imbunatatirea acestuia, $i anume:

» 94,5% dintre intervievati au solicitat ca
informatiile nutritionale sa fie veridice.

Produsele, ale cdror informatii de pe eti-
chete au creat dubii consumatorilor cercetati, au
fost: laptele, untul, spreadul si laptele pentru
sugari ,,Nan 17, ,Nan 27, ,Nan 3”, producator

Revista / Journal ,,ECONOMICA” nr.1 (99) 2017

avoided, even if they are for children or have an
eco-logo. Some of them also contain a number of
unhealthy ingredients: palm oil, E 500, E 304, E
223, E 100, E 150, etc.

Thus, we may conclude that this Regulation
(EU) No. 1169 of 2011 has some advantages over
the local labelling scheme because the consumer
can view the full range of nutrients both with
positive and negative impact that the product
contains.

So, the surveyed consumers expect the do-
mestic producers to include mandatory infor-
mation on the labels about the nutritional profile
of the food product already in force on December
13, 2016.

Researching the packages of local products
purchased by four investigated subjects: bread
“Milena”, producer S.A. “lugintertrans”; sliced
loaf “Botanica”, producer S.A. “Franzeluta”; hul-
led sunflower seeds “Fruit2Go”, producer “Moni-
col” LLC; and buckwheat ,,Grand Merci”, im-
porter “Moldagroproduct”, there can be stated
that only the last manufacturer used the new
labelling system.

As for the ingredients, bread “Milena”, pro-
ducer JSC “lugintertrans” specified: superior qua-
lity flour, water, yeast, iodized salt, sugar, impro-
ver (ascorbic acid, calcium carbonate, enzymes);
as for the nutritional value per 100 g of product:
only the values of proteins, fats and carbohydrates
are specified, and then goes a specification that
the product contains iron, folic acid. In this case
the consumer does not get information about the
content of salt, sugars, iron and folic acid. So, the
information on the label does not allow him to
calculate his daily nutritional requirements. The
same situation is with the label of hulled sun-
flower seeds “Fruit2Go” where there are men-
tioned some vitamins and minerals, but not their
guantities.

Having analysed the labelling system, the
interviewed subjects gave the following sugges-
tions for its improvement, and namely:

» 94.5% of the respondents required the
nutrition information to be truthful.

The products, whose information on the
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»Nestle”, formula de lapte ,,Hipp” etc. Analizand
suplimentar etichetele acestor produse, s-a depis-
tat ca producatorul a indicat doar ,,uleiuri vege-
tale”, nu si tipul acestora. Singurul produs care
avea nominalizat tipul uleiurilor vegetale folosite
a fost ,,Nan formula de lapte Hipoalergic 17, de la
6 luni. Ingrediente: proteine din zer partial hidro-
lizate, lactoza, amidon, oleind de palmier, ulei
de canola, ulei de cocos, ulei de floarea-soa-
relui etc. lar Tn ceea ce tine de formula de lapte
»Hipp”, doar pentru ,,Hipp 3” formula de lapte
organic (de la 10 luni), producatorul dezvaluie ce
uleiuri vegetale include. Compozitie: lapte degre-
sat (produs organic), uleiuri vegetale (floarea-
soarelui, rapita, oleinda de palmier), praf de
lactoza etc. Astfel, acidul palmitic din uleiul de
palmier produce aterone (lipidele care se fixeaza
pe peretii interiori ai vaselor sangvine si le obtu-
reazd), poate provoca ateroscleroza si bolile de
inima, influenteaza negativ procesul de minera-
lizare a oaselor, poate bloca absorbtia de calciu.

O alta cerinta a consumatorilor a fost ca, la
specificatia ,,grasimi” (lipide), sa se indice ames-
tecul de grasimi tartinabile. Consumatorul a
nominalizat cd, la incalzire, pe suprafata unor
marci de lapte, apar pete de ulei, ceea ce indica
faptul ca in lapte sunt prezente grasimi vegetale
(de exemplu: ulei de palmier, iar in continutul
etichetei nu este indicata prezenta acestor lipide):

» 87% dintre respondenti au revendicat
informatii mai clare privind caracteristicile
nutritionale importante — nu doar enume-
rarea lor in lista ingredientelor, ci §i con-
tinutul acestora per 100 g de produs;

» 77,4% din respondenti au reclamat respec-
tarea unei dimensiuni minime a fonturilor
la tipdrirea informatiilor obligatorii [5], iar
informatiile optionale (sloganuri, mentiuni,
retete) nu trebuie sd afecteze comprehen-
sibilitatea profilului nutritional al alimen-
tului (Cele mai importante impedimente la
acest capitol au fost: ilizibilitatea informa-
tiei obligatorii, datoritd caracterelor foarte
mici si neconcordanta culorilor ambala-
jului cu cel al profilului nutritional. Produ-
sele, ale caror informatii obligatorii au fost

labels created doubts with the surveyed con-
sumers, were: milk, butter, spreads and milk for
infants “Nan 1” , “Nan 27, “Nan 3”, producer
“Nestle” milk formula “Hipp” etc. Under a more
thorough analysis of the labels of these products
we found out that the manufacturer has indicated
only “vegetable oils” and not their type. The only
product which has nominated the type of the used
vegetable oil was “Nan Hypoallergenic milk
formula 17, from 6 months. Ingredients: partially
hydrolysed whey proteins, lactose, starch, palm
olein, canola oil, coconut oil, sunflower oil, etc.
As for the milk formula “Hipp”, onlyfor “Hipp 3”
organic milk formula (from 10 months) the
manufacturer reveals what vegetable oil it inclu-
des. Composition: skimmed milk (organic pro-
duct), vegetable oils (sunflower oil, rapeseed oil,
palm oil), lactose powder, etc. Thus, the palmitic
acid from palm oil produces atheroma (lipids
which attach to the inner walls of blood vessels
and obstruct them), it can cause atherosclerosis
and heart diseases, it adversely affects bone
mineralization process, it can block the absorption
of calcium.

Another consumers’ requirement was that
the specification of ,,fat” (lipids) should indicate
the mixture of spreadable fats. The consumers
have declared that in some brands of milk at
heating there appear oil stains on the top, indi-
cating that the milk contains vegetal fats (for
example: palm oil, and the content of the label
does not indicate the presence of these lipids):

» 87% of the respondents required clearer
information on important nutritional charac-
teristics — they should not be just listed in
the list of ingredients but also their content
per 100 g of product should be indicated;

» 77.4% of the respondents required com-
pliance with a minimum font size for prin-
ting mandatory information [5] and the
optional information (slogans, words, reci-
pes) should not affect the comprehensibility
of the nutritional profile of the food product.
(The most important impediments in this
regard were: the illegibility of mandatory
information due to very small characters
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nominalizate ca ilizibile, au fost inghetata
si ciocolatele ,,Chisinaul de seard”, , Livada
Moldovei”, ,,Visina in ciocolata” etc.);

» 15,75% dintre intervievati au solicitat ca
produsele din carne si peste care constau
din bucati diferite combinate sa fie etiche-

tate cu ,,carne reconstituitd
cu ,,peste reconstituit”;

si, respectiv,

» 13% dintre respondenti au cerut ca produca-
torii sd indice alergenii (lapte — pentru cei
cu intolerantd la lactoza, gluten, arahide,
mustar, piper chili etc.) in continutul etiche-
tei si sd atentioneze consumatorul despre
posibilitatea gasirii in produs a urmelor
samburilor de fructe sau cojilor de nuci
pentru prevenirea eventualelor incidente;

» 5,0% dintre subiectii cercetati au conside-
rat cd un impediment, in analiza etiche-
telor, 1l constituie si valoarea de referinta a
nutrientilor pentru o dietd cu 2000 de kcal
sau 2500 kcal. Pornind de la faptul ca avem
traditii gastronomice sovietice, bazate pe un
continut mai mare de kcal, datorita muncii
pe care o prestam candva si datoritd
factorului climateric, actualmente, stilul de
viata s-a schimbat spre unul mai sedentar si
ar trebui si revizuim §i cantitatea de kcal
zilnicd necesard. Am putea mentiona pe
ambalaj segmentul de consumatori caruia i
este destinat produsul fie ca declaratie
nutritionald, fie ca slogan publicitar, de
exemplu: ,,pentru micii campioni”, ,,pentru
lucratorii de birou”, ,,pentru constructori”,
»pentru sportivi”, ,,pentru studenti in timpul
sesiunii”, ,,pentru bunici” etc.

In legitura cu cel de-al doilea obiectiv al
cercetarii — comprehensibilitatea informatiilor
nutritionale — analizadnd rezultatele expuse in
figura 2, observam ca 17,65% dintre respondenti
citesc continutul etichetei, dar, rareori, il inteleg
si 2,94% nu se obosesc sa-1 citeasca, fiindca sunt
siguri cd nu-l vor intelege. Putem conchide ca
20,59% dintre consumatorii cercetati (fiecare al
cincilea respondent) au nevoie de o declaratie
nutritionala foarte simplista care i-ar ghida exact
in alegerea alimentelor de care au nevoie. Insi

Revista / Journal ,,ECONOMICA” nr.1 (99) 2017

and the mismatch between the colour of

the packaging and the nutritional profile. The

products, whose mandatory information has
been nominated as illegible, were ice cream
and chocolates “Chisinaul de seara”, “Livada

Moldovei”, “Visina in ciocolata” etc.);

» 15.75% of the respondents required meat
and fish products, which consist of different
combined pieces, to be labelled as “recon-
stituted meat” and respectively “reconsti-
tuted fish”;

» 13% of the respondents requested manufac-
turers to indicate allergens (milk — for those
with lactose intolerance, gluten, peanuts,
mustard, chilli pepper, etc.) in the content of
the label and to warn the consumer about the
possibility of finding traces of fruit seeds or
walnut shells in the product to prevent any
incidents;

» 5.0% of the surveyed subjects considered
that the reference value of the nutrients in a
diet with 2000 kcal or 2500 kcal is also an
impediment in analysing the labels, as we
have Soviet gastronomic traditions based on
a higher content of calories, due to the work
we once provided and due to the climate
factor. Now our lifestyle has changed to a
more sedentary and we should review the
amount of daily required calories. On the
package we could mention the segment of
consumers for whom the product is intended
either as a nutritional declaration, or as
advertising slogans, such as “for small
champions”, “for office workers”, “for buil-
ders”, “for sportsmen”, “for students during
the session”, “for grandparents”, etc.

As for the second objective of the research —
the comprehensibility of the nutritional informa-
tion — analysing the results presented in figure 2,
we can see that 17.65% of the respondents read
the content on the label, but rarely understand it
and 2.94% do not bother to read it because they
are sure they will not understand it. We can
conclude that 20.59% of the surveyed consumers
(every fifth respondent) need a very simplistic
nutrition declaration that would guide them in
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aceastd declaratie nutritionald nu trebuie sa fie
confundata cu un mesaj publicitar.

In acest scop, am analizat eficienta for-
melor de reprezentare grafici a informatiilor
nutritionale pe partea frontala a ambalajelor,
numite n literatura de specialitate F.O.P. (Front-
of-Package).

Desi au fost create pentru facilitarea ghi-
darii consumatorului Tn procesul decizional al
achizitionarii, totusi, efectul acestor sisteme
necesitd un efort foarte mare de procesare, ceea
ce-1 surmeneaza si mai mult pe potentialul client.
Au fost analizate trei sisteme F.O.P., care se
utilizeazd in Uniunea Europeand si anume:
,Guide des produits avec ou sans OGM” (Ghidul
produselor cu si fara OMG), ,Traffic Light”
(Luminile semaforului) si ,,Guideline Daily
Amounts” (Cantitatea zilnica estimata).

Tncepand cu anul 1998, ONG-ul ,,Green-
peace” editeaza si actualizeaza un ghid al produ-
selor modificate genetic, inclusiv al celor cu con-
tinut de substante chimice de sintezd. Astfel,
tuturor marcilor de alimente comercializate 1i se
atribuie o culoare: neagra — pentru produsele
intreprinderilor care nu ofera nicio informatie cu
privire la originea ingredientelor marcilor lor,
strategia acestor producatori este una endocratica
(responsabila fata de nimeni); rogie — pentru
produsele ntreprinderilor care nu cunosc origi-
nea si caracterul sanogenic al ingredientelor pe
care le folosesc; portocalie — pentru producatorii
care afirmd cd produsele lor contin OMG, dar
elaboreaza masuri pentru ulterioarele excluderi
ale acestor inconveniente — strategia lor este una
de adaptare si culoarea verde — producatorii
garanteaza ca produsele lor sunt sanogenice, fara
OMG si fara pesticide (strategia proactiva).

Limitele acestui sistem denotd cad aceste
informatii aferente valorilor igienica si biologica
a produsului nu sunt afigate direct pe ambalaj, ci
intr-un ghid separat. Acest fapt presupune ca
inainte de a merge la cumparaturi, consumatorul
trebuie sa verifice ,,statutul” alimentului dorit,
ceea ce se soldeaza cu pierderi de timp si face ca
acest ghid sa devind impracticabil pentru cei al
caror cost relativ al timpului este foarte mare. De
asemenea, odata studiat, acest ghid nu presupune

choosing exactly the food they need. But the
nutrition declaration should not be confused with
an advertisement.

To this end we have analysed the efficiency
of the graphical forms of the nutrition information
on the front of packages, called in the specialty
literature F.O.P. (Front — of — Package).

Although they were created to facilitate the
guidance of the consumer in purchase decision-
making process, however, the effect of these
systems requires very high processing effort that
even more confuses the potential customer. Three
systems F.O.P. which are used in the European
Union, were analysed, and namely: “Guide des
produits avec ou sans OGM” (The Guideline to
GMO products and GMO-free products), “Traffic
Light” and “Guideline Daily Amounts”.

Since 1998, NGOs “Greenpeace” has been
editing and updating a guide to genetically modi-
fied products, including those containing synthetic
chemicals. Thus, all food products marks are
assigned a colour: black — for the products of the
businesses that do not provide any information on
the origin of the ingredients of their marks; the
strategy of these producers is one endocratic
(responsible to no one); red — for the products of
the businesses that do not know the origin and the
sanogenic nature of the ingredients they use;
orange — for the manufacturers who claim that
their products contain GMOs but develop mea-
sures for the latter exclusion of these incon-
veniences — their strategy is one of adaptation; and
green — the manufacturers ensure that their
products are sanogenic, GMO free and pesticide-
free (proactive policy).

The disadvantage of this system is that the
information on the hygienic and biological values
of the product do not appear directly on the
package, but is contained in a separate guide. This
means that before going shopping, the consumers
need to check the “status” of the desired food pro-
duct, which results in loss of time, which makes
this guide, become impractical for those whose
relative cost of time is very high. Also, once stu-
died, this guide does not involve the formation of
a consumer’s experience, because every year
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formarea unei experiente de consum, fiindca in
fiecare an aceste marci pot migra de la o cate-
gorie la alta, in functie de strategia adoptatd de
managementul de top al intreprinderii.

Sistemul ,, Traffic Light” realizat de catre
Food Standards Agency din Marea Britanie, este
similar Ghidului francez. Cromatica luminilor
semaforului, avertizeaza asupra continutului mare
(rosu), moderat (galben) si mic (verde) de
nutrienti cu impact negativ (grasimi totale, gra-
simi saturate, zaharuri si sare) din alimente.
Deoarece valorile nutritionale sunt reprezentate la
100 g sau ml de produs, si nu la o portie, consu-
matorului ii este dificil sd determine profilul
nutritional al alimentului.

Inca un impediment al atractivitatii acestui
sistem rezida in faptul ca se focalizeaza doar pe
nutrientii cu impact negativ, ceea ce il face ine-
ficient atunci cand se comparda alimente cu
aceleasi valori ale nutrientilor respectivi.

De asemenea, perceptiile consumatorilor
asupra nutrientilor cu impact negativ sunt dife-
rite. La intrebarea ,,Acordati note de la 1 (extrem
de putin) pand la 10 (extrem de mult) urmatoa-
relor informatii nutritive n functie de importanta
lor in luarea deciziei de achizitie a alimentului”
(intrebarea a vizat doar subiectii care au raspuns
»da” la faptul ca citesc continutul etichetei —
95,59% dintre subiectii intervievati), rezultatele
au fost urmatoarele: cea mai mare importantd o
prezintd informatia cu privire la continutul de
grasimi — cu 0 evaluare medie de 8,9; urmata de
cea cu privire la valoarea energetica — 8,7; apoi
cea ce vizeazd vitaminele — 8,0 si aceea care
caracterizeaza carbohidratii — cu valoarea medie
de 7,2. Informatia cu privire la sare sau sodiu are
cea mai mica importantd — de 3,3.

Astfel, sistemul ,,Traffic Light” prezinta un
dezavantaj, care constd in faptul ca cei patru
nutrienti nu au aceeasi greutate in alegerea unui
aliment.

De altfel, sistemul poate dezavantaja anumite
alimente, de exemplu, laptele, in cazul caruia, prac-
tic, este imposibil de evitat culoarea rosie pentru
continutul de grasimi saturate, cu toate ca acesta are
si o multime de al{i nutrienti cu impact pozitiv
asupra sanatatii consumatorului fatd de samburii
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these brands can migrate from one category to
another, depending on the strategy adopted by the
top management of the company.

The “Traffic Light” conducted by the Food
Standards Agency in the UK is similar to the
French guide. The traffic light colours warn of
high content (red), moderate (yellow) and low
(green) of nutrients with a negative impact (total
fat, saturated fat, sugars and salt) in food products.
As the nutritional values are represented per 100 g
or ml of product and not per a portion, it is diffi-
cult for the consumers to determine the nutritional
profile of the food product.

Another impediment to the attractiveness of
this system is that it focuses only on the nutrients
with negative aspect, which makes it inefficient
when comparing the food products with the same
values of the respective nutrients.

At the same time the consumers’ perception
of the nutrients with negative impact is different.
When asked “Give marks from 1 (very little) to 10
(very much) to the following nutritional infor-
mation according to its importance in the decision
to purchase the food product” (the question
concerned only the subjects who answered “yes”
to the fact that they read the content of the label —
95,59% of the interviewed subjects), the results
were as follows: the most important was the
information on the fat content — with an average
rating of 8.9; followed by the information on the
energetic value — 8.7; the next was the infor-
mation targeting vitamins — 8.0 and the infor-
mation characterizing carbohydrates — the average
value of 7.2. The information on salt or sodium
content has the slightest importance — 3.3.

Thus the “Traffic Light” has a drawback in
the fact that the four nutrients haven’t the same
weight in choosing a food product.

Moreover, the system may disadvantage
certain food products, such as milk, for which it is
practically impossible to avoid red for saturated
fat content, although it has a lot of other nutrients
with a positive impact on consumer’s health
compared to almond seeds or to canned tuna
whose content in saturated fats is very low.
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de migdal sau fatd de conservele de ton ale caror
continut Tn grasimi saturate este foarte mic.

Raportat la sistemul ,Guideline Daily
Amounts”, creat de Institutul de Distributie a
Produselor de Bacénie (Institute of Grocery
Distribution) si utilizat la nivel european inca din
anul 2006, acesta este perceput ca un angajament
asumat de partenerii dialogului social, din cadrul
Platformei Europene pentru Nutritie, Activitate
Fizica si Sanatate.

Sistemul ,,Guideline Daily Amounts” ofera
informatii asupra cantitatii de energie si de
substante nutritive prezente la 100 g sau ml de
aliment sau bautura, aratand, totodata, ce procent
din valorile zilnice recomandate este acoperit.
Procentele GDA folosite in etichetarea produ-
selor alimentare sunt calculate prin raportare la
valorile recomandate pentru o femeie adulta cu
un nivel mediu de activitate: calorii — 2000 kcal,
proteine — 50 g, carbohidrati — 270 g, zaharuri —
90 g, grasimi — 70 g, grasimi saturate — 20 g,
fibre — 25 g, sodiu (sare) — 2,4 g (6 ).

Un impediment al acestui sistem de etichetare
constda in faptul cd posibilii consumatori se
confrunta cu dificultai in procesul de calculare a
necesarului zilnic de nutrienti, mai ales ca el este
format in baza unui segment de consumatori — cel
al femeilor adulte cu un nivel mediu de activitate —
si poate fi nereprezentativ pentru alte segmente de
consumatori, precum: copiii, femeile insarcinate,
varstnicii, sportivii sau cei care presteazd munci
grele in conditii de inadecvate: frig, zgomot etc.

O alta limitd a acestui sistem o constituie
faptul cd se bazeaza pe valorile nutritionale ale
unei cantitati de 100 g sau ml, cantitate foarte
mica, care cu greu poate fi respectata in consum,
mai ales dacd comportamentul de consum este
unul utilitarist-econom.

Concluzii

In urma acestei cercetri, se constata faptul
ca consumatorul ia decizia de cumparare in baza
unei experiente de consum, mizand pe faptul ca
si producatorul sid fie onest si sd-si mentind
aceeasi strategie de responsabilitate, in baza
careia consumatorul si-a definit fidelitatea. Acest
fapt s-a constatat la 55,88% (54,41% + 1,47%)
dintre respondenti. Aceastd abordare prezinta si

As for the ,,Guideline Daily Amounts”,
created by the Institute of Grocery Distribution,
and used in Europe since 2006, it is perceived as a
commitment by the partners of the social dialogue
within the European platform for Nutrition, Phy-
sical Activity and Health.

The system “Guideline Daily Amounts”
provides information on the amount of energy and
nutrients present in 100g or ml of food or drink,
showing at the same time what percentage of the
recommended daily values is covered. The per-
centage GDA used in food labelling is calculated
by reference to the values recommended for an
adult woman with an average level of activity:
calories — 2000 kcal, proteins — 50 g carbo-
hydrates — 270 g, sugar — 90 g, fat — 70g, saturated
fat — 20 g, fibre — 25 g, sodium (salt) — 2.4 g (6 g).

An impediment of this labelling system is
that consumers encounter difficulties in calcu-
lating the daily requirements of nutrients. As it is
formed based on a certain segment of consumers —
that of adult women with an average level of
activity — it may be unrepresentative for other con-
sumers segments as: children, pregnant women, the
elderly, athletes or those who perform heavy work
in inadequate conditions: cold, noise etc.

Another limitation of this system is that it is
based on the nutritional values of a quantity of
100g or ml, a very small amount, which can
hardly be met in consumption, particularly if the
consumer’s behaviour is utilitarian-saving.

Conclusions

From this research, we can see that the
consumer takes a buying decision based on a
consumption experience relying on the fact that
the manufacturer should be honest and maintain
the same responsibility strategy, under which the
consumer has defined his loyalty. This fact was
stated at 55.88% (54.41% + 1.47%) of the res-
pondents. Anyway, this approach has some
drawbacks: at the beginning, some manufacturers,
in order to occupy a market position, can offer
quality products. They make a part of customers
loyal and then manipulate those customers at
their will.
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limite: la inceput, unii producitori, pentru a
ocupa o pozitie de piata, pot propune produse
calitative, ca, ulterior, fidelizdndu-si o parte a
clientelei sd o manipuleze dupa bunul plac.

Desi consumatorii isi aleg alimentele in
baza unei experiente de consum, totusi, infor-
matia de pe ambalaj, inclusiv designul acestuia,
contribuie esential la ghidarea achizitiei.

Cercetarea exploratorie realizatd a dovedit
faptul cd, in randul consumatorilor, existd o ima-
gine favorabild a alimentelor ecologice la capi-
tolul impactul asupra sanatatii omului. In detri-
mentul acestei imagini favorabile, unele produse
ce contin forme de etichetare bio/eco nu exclud
existenta unor profile nutritionale dezechilibrate,
uneori, chiar grave (mai ales atunci cand vizeaza
copiii — ca segment strategic de consumatori) din
cauza confinutului ridicat de grasimi saturate,
zahdr adaugat, sodiu sau sare. Aceste ingrediente,
desi certificate eco, sunt adaugate de catre
producétori 1n cantitati prea mari, cu scopul de a
obtine o valoare psiho-senzoriala mare, care sa
creeze dependenta in consum. Astfel, in cazul
acestor produse, riscul dezechilibrului nutritional
este la fel de mare ca si-n cazul alimentelor
conventionale. Din acest motiv, se impune o
consolidare a educatiei nutritionale a populatiei
promovata si sustinuta de toti operatorii filierei
agriculturii ecologice.

In urma cercetirii, s-a conchis ci existd
anumite limite in sistemele de etichetare si anu-
me: sunt prea dificile de inteles si pot induce in
eroare unele segmente de consumatori, uneori,
lipsesc informatiile despre nutrientii esentiali sau
aceste informatii sunt incomplete, ilizibile etc.

Astfel, sistemul de etichetare trebuie sa
fie racordat la cerintele pietei interne, la conditiile
de trai ale populatiei, la tipurile de ocupatii ale
populatiei si la obiceiurile de consum ale acesteia.

Totusi, expunerea informatiilor pe ambalaj
nu garanteaza si veridicitatea acestora. De aceea,
producitorii/comerciantii, ca principalii decidenti
ai etichetarii, trebuie sa inteleaga ca sistemul de
etichetare F.O.P. poate deveni cel mai important
mesaj publicitar al produsului Tn detrimentul
celorlalte declaratii nutritionale.
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Although the consumers choose their food
based on a consumption experience, yet the
information on the package, including its design,
have substantial contribution in guiding the
purchase.

The conducted exploratory research has
shown that consumers have a favourable image of
organic food at the aspect- impact on human
health. Despite this favourable image, some pro-
ducts, containing forms of bio/eco labelling, do
not exclude the existence of unbalanced nutritio-
nal profiles, sometimes seriously unbalanced
(especially when they target children as a strategic
segment of consumers) due to the high content of
saturated fat, added sugar, or sodium or salt.
These ingredients, although certificated as eco, are
added in too large quantities by manufacturers in
order to obtain a greater psycho-sensory value that
would create consumption dependency. Thus, for
these products, the risk of nutritional imbalance is
as large as in the case of conventional food. For
this reason, it is required a strengthening of the
nutritional education of the population promoted
and supported by all operators in the chain of
organic farming.

From the research it is concluded that there
are some limitations in labelling systems, and
namely: they are too difficult to understand, they
may mislead some consumer segments, some-
times the information on the essential nutrients
is missing or the information is incomplete,
illegible, etc.

Thus, the labelling system must be in accor-
dance with the internal market requirements, with
the living conditions of the population, with the
types of occupations of the population and its
consumption habits.

However, displaying information on the
package does not guarantee its truthfulness. That’s
why, producers / traders, as primary decision
makers of labelling, must understand that F.O.P.
labelling system may become the most important
advertisement of the product to the detriment of
other nutritional declarations.
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IMPORTANTA BIROULUI
SI A CENTRELOR
DE INFORMARE SI
PROMOVARE TURISTICA
TN DEZVOLTAREA
TURISMULUI RECEPTOR

Conf. univ., dr. in econ. Nicolae PLATON,
Director al Centrului de Informare

si Promovare in Domeniul Turismului
din Republica Moldova,
platonanat@yahoo.com

Dezvoltarea economiilor individuale ale
statelor lumii, reducerea barierelor comerciale si
largirea schimburilor economice si culturale
internationale, precum si globalizarea au creat
conditii  favorabile pentru participarea unui
numdr, in continud crestere, de tari si persoane
la circulatia turistica.

Pretendentii la includerea in circuitul turis-
tic trebuie sa asigure: individualizarea ofertei,
diversificarea formelor de petrecere a vacanzelor
pentru turisti, acordarea de facilitati, noi forme de
agrement i, de aceea, se axeaza asupra tipului de
vacantd pe care doresc sa o petreacad. Astfel, tarile
cu potential turistic, care intentioneazd sa atragd
turistii strdini, au nevoie sd afle cine sunt acestia,
din care tari provin, vdrsta, interesele, pentru a
face fata cerintelor si solicitarilor lor. In acest
context, se argumenteaza rolul si necesitatea
crearii Biroului si a Centrelor de Informare si
Promovare Turistica in atragerea si deservirea
calitativa a turistilor straini.

Cuvinte-cheie: industrie turistica,
turisticd, brand turistic, turism receptor, birou de

zond

informare turisticd, centre de informare si pro-
movare turistica.

JEL: M1, M21.

Introducere
Activitatea de promovare turistica tre-
buie sa fie o preocupare continud a oricarui stat
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THE IMPORTANCE
OF TOURISM INFORMATION
AND PROMOTION OFFICE
AND CENTRES
IN THE DEVELOPMENT
OF INBOUND TOURISM

Assoc. Prof., PhD, Nicolae PLATON
Director of the Tourism Information
and Promotion Center

of the Republic of Moldova
platonanat@yahoo.com

Development of individual economies of
countries of the world, reducing trade barriers
and broadening international economic and
cultural exchanges, as well as globalization have
created favorable conditions for the participation
of a growing number of countries and people in
tourism traffic.

Pretenders to be included in the tourism cir-
cuit should provide: individualization of supply,
therefore, are focused on the type of holiday they
want to spend. Thus, countries with tourism
potential that intend to attract foreign tourists
need to know who they are, from which country,
age, interests, in order to meet their requirements
and requests. In this context, it is argued the role
and need for the creation of Office and Tourism
Information and Promotion Centers in attracting
and qualitative service of foreign tourists.

Key words: tourism industry, tourism area,
tourism brand, inbound tourism, tourism infor-
mation office, tourism information and promotion
centers.

JEL: M1, M21.

Introduction

Tourism promotion activity should be a
constant concern for any state that wishes to
become a demanded tourism destination.
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care 1si doreste sd devina o destinatie turistica
solicitata.

Desigur, un stat mic si cu resurse finan-
ciare limitate, cum este Republica Moldova, nu
isi poate permite sd desfdsoare, in permanenta,
campanii de promovare, dar obligativitatea statu-
tului rezida in mentinerea unui minimum necesar
de vizibilitate, pentru a fi permanent in vizorul
turistilor, care intentioneaza sa calatoreascd cu
scopul de a cunoaste noi destinatii turistice.

Experienta tarilor dezvoltate, din punct de
vedere turistic, demonstreazi ca, oricat de bogat ar
fi potentialul turistic al unei tari, punerea in
valoare a acestuia nu se poate realiza de la sine, ci
numai in urma unei colaborari stranse intre mediul
de afaceri si stat in materie de promovare turistica.

Succesul si atractivitatea oricarei destinatii
turistice depind direct de imaginea si de modul in
care publicul-tinta percepe aceasta destinatie, fie
pe baza experientelor anterioare in cadrul ei, fie
in urma interactiunii cu persoane care au vizitat-
0, sau pe baza mesajelor comunicate Th procesul
de promovare a destinatiei.

La momentul actual, este binecunoscuta
problema vizibilitatii reduse a tarii, ca destinatie
turisticd pe plan international, iar eforturile de
reprezentare a Republicii Moldova in cadrul
expozitiilor internationale nu intotdeauna fac fata
concurentei pe fondul altor tari.

In opinia noastrd, prezentu-l articol are
menirea de a elucida problematica vizibilitatii
reduse a Republicii Moldova, totodata, argumen-
tand necesitatea crearii Biroului de Informare
Turistica (BIT), ca institutie publica si a unei
retele nationale de Centre de Informare si
Promovare Turistica (CIPT).

Scopul cercetarii

Realizarea studiului privind tendintele de
dezvoltare a turismului international prin impac-
tul pe care 1l au Birourile si Centrele de Infor-
mare si Promovare turisticd in atragerea turistilor
straini.

Identificarea problemei

Vizibilitatea redusa a Republicii Moldova,
lipsa unui program de promovare, pozitionarea
slaba 1n raport cu alte destinatii turistice.

Of course, a small state, with limited finan-
cial resources as the Republic of Moldova, cannot
afford to carry out promotional campaigns con-
stantly. But the state has to maintain a minimum
visibility for being permanently in the focus of
tourists who intend to travel in order to meet new
tourism destinations.

The experience of developed countries in
terms of tourism show that, as rich is the tourism
potential of the country, its highlighting cannot
achieve by itself, but only due to a close colla-
boration between business and the state in the
field of tourism promotion.

The success and attractiveness of any tou-
rism destinations depend directly on the image
and how the target audience perceives this desti-
nation either on the basis of previous experience,
or as a result of interaction with people who have
visited it, or based on the messages from the
process of promoting the destination.

At the moment, the problem of low visibi-
lity of the country as an international tourism
destination is well known and representation
efforts of the Republic of Moldova in interna-
tional exhibitions cannot always face the compe-
tition of other countries.

In our opinion, this article aims to elucidate
the issue of poor visibility of the Republic of Mol-
dova, while arguing the need to create Tourism
Information Office (TIO) as a public institution
and a national network of Tourism Information
and Promotion Centers (TIPC).

The aim of research

The development of study on the develop-
ment trends of international tourism through the
impact of Offices and Tourism Information and
Promotion Centers in attracting foreign tourists.

Problem identification

Republic of Moldova’s low visibility, lack
of a promotion program, weak positioning com-
pared to other tourism destinations.

Recommendations

o Development and approval by the Central

Specialized Public Authority of a national

strategy of country promotion.

o Creation of the self-managed public institu-
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Recomandari

e Elaborarea si aprobarea de catre Autoritatea
Publica Centrala de Specialitate a unei
Strategii nationale de promovare a tarii.

o Crearea institutiei publice, la autogestiune,
,Biroul de Informare Turisticd”. Activi-
tatea ,Biroului de Informare Turistica”
urmeaza a fi directionatd spre dezvoltarea
turismului intern si receptor, indicatorii
caruia, spre deosebire de turismul emitator,
prezinta o dinamica negativa in ultimii ani.

e Crearea Centrelor de Informare si Promo-
vare Turisticd la nivel de regiuni, zone
turistice, raioane.

Metode aplicate

In scopul cresterii contributiei stiintei la
redresarea, modernizarea si dinamizarea turis-
mului moldovenesc, la elaborarea acestui articol,
autorul a utilizat metoda stiintifica, ce prevede
identificarea problemei, formularea unor ipoteze,
colectarea datelor si analiza lor, precum si formu-
larea unor concluzii. Formatul stiintific a permis
studierea diverselor surse bibliografice ale autori-
lor locali si stréini.

Rezultate si discutii

Vizibilitatea redusa a Republicii Moldova,
in opinia expertilor internationali, reprezintd o
problema majora in dezvoltarea turismului recep-
tor. Organul Administratiei Publice de Specia-
litate, in persoana juridica a Agentiei Turismului,
depune anumite eforturi in aceastd directie, dar,
in opinia autorului, ele sunt ineficiente. Problema
crearii Biroului de Informare Turistica, drept
institutie publica si a unei retele nationale de
Centre de Informare si Promovare Turistici
(CIPT), este discutatd de organizatiile non-guver-
namentale din domeniul turismului inca din anul
2014. Daca, in sectorul asociativ, s-au ntreprins
cateva miscari in aceastd directie, atunci, la nivel
de stat, aceasta problema ramane nerezolvata.

Prin prezentul articol, autorul incearca sa
sensibilizeze Organul Administratiei Publice de
Specialitate privind aceastd problemad, totodata,
chemand societatea civila si sectorul non-guver-
namental din domeniul turismului si se implice
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tion “Tourism Information Office”. Activity
of the “Tourism Information Office” will be
directed towards the development of do-
mestic and inbound tourism, whose indica-
tors, unlike outbound tourism, present a ne-
gative dynamics in the recent years.

e Creation of Tourism Information and Promo-
tion Centers in the regions, tourism areas,
districts.

Applied methods

In order to increase the contribution of
science to the recovery, modernization and boost
the Moldovan tourism, during the preparation of
this article, the author used the scientific method,
which provides the problem identification, hypo-
thesis generation, data collection and analysis and
draw of conclusions. The scientific format allo-
wed us to study various scientific bibliographic
sources of local and foreign authors.

Results and discussions

Reduced visibility of the Republic of Mol-
dova according to international experts is a major
problem in developing the inbound tourism. The
Body of the Specialized Public Administration in
the person of Tourism Agency makes certain
efforts in this direction, but in the author's opinion
they are ineffective. The issue of creating Tou-
rism Information Office as a public institution
and a national network of Tourism Information
and Promotion Centers (TIPC), has been discus-
sed by NGOs from the field of tourism since
2014. If in the third sector are some movements in
this direction, then at the state level this problem
remains unresolved.

Through this article, the author tries to raise
attention of the Specialized Public Administration
Body on this issue, while calling on civil society
and non-governmental sector in the field of
tourism to engage more actively in the creation
and operation of the Tourism Information Office
as a state public institution.

As a result of discussions with agencies on
the tourism market of the Republic of Moldova,
as well as non-governmental sector in the field of
tourism, the author has identified and described
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mai activ in crearea si functionarea Biroului de
Informare Turistica in calitate de institutie
publica de stat.

In urma discutiilor cu agentii pietei turis-
tice din Republica Moldova, precum si cu sec-
torul non-guvernamental din domeniul turismu-
lui, autorul a identificat si a descris activitatile pe
care trebuie sa le desfasoare Biroul de Infor-
mare Turistica, obiectivele urmarite, precum si
modul de organizare si functionare.

Tendintele turismului international

Pentru elaborarea unei strategii durabile
de promovare si informare a turistilor, este nece-
sard studierea preferintelor si doleantelor acestora
la nivel de trend mondial. Tn acest sens, strategia
de promovare trebuie sd fie orientatd spre cerere
si presupune ca destinatiile turistice sa ofere ceea
ce vor turistii si sd monitorizeze schimbarile
ce intervin In motivatia si satisfactia consumu-
lui produsului turistic respectiv, cu scopul de
a-l actualiza.

Industria turismului, la nivel international,
evoluecazd in legaturd directd cu procesul de
dinamizare a societatii, dezvoltarii economice si
cresterii veniturilor, avand ca suport modernizarea
mijloacelor de transport si a cailor de comunicatie.

Prin turism pot fi valorificate atat zonele cu
resurse turistice istorico-arhitecturale si culturale,
cat si zonele naturale cu spatii verzi, avand la baza
traseele ecologice.

In opinia noastra, tendintele actuale in tu-
rism, din punct de vedere al cererii, sunt urma-
toarele:

— Majoritatea turistilor, care calatoresc, do-
resc sa practice o odihna activa si sa faca
cunostinta cu istoria, cultura, arhitectura si
patrimoniul térilor pe care le viziteaza.

— Turistii, caldtorind, doresc sd-si satisfaca
anumite interese si hobby-uri. Astfel, por-
nind Tn vacantd, ei viziteaza asezarile isto-
rice si arhitectonice, fac cunostintd cu
traditiile culinare ale tarii, studiaza tradi-
tiile si obiceiurile bastinasilor.

— Ecoturismul, turismul religios, turismul
cultural si cel de aventura evolueaza rapid
ca forme de dezvoltare turisticd. Tara-

the activities to be carried out by the Tourism
Information Office, as well as the objectives,
organization and functioning.

International tourism trends

In order to develop a sustainable strategy for
promotion and information of tourists, it is
necessary to study their preferences and wishes as
a world-wide trend. In this regard, the promotion
strategy must be demand-oriented and suppose for
tourism destinations to offer tourists what they
want and monitor changes that occur in motiva-
tion and satisfaction of the tourism product con-
sumption in order to update it.

The international tourism industry evolves
in direct connection with the dynamics of the so-
ciety, economic development and revenue growth,
being based on the modernization of transport
units and communication lines.

Areas with tourism historical — architectural
and cultural resources, as well as natural areas
with green spaces, based on ecological routes can
be valorized through tourism.

In our opinion, current trends in tourism, in
terms of demand, are the following:

— Most traveling tourists want to practice
an active rest and get acquainted with the
history, culture, architecture and heritage
of the countries they visit.

— Traveling tourists want to satisfy certain
interests and hobbies. Thus, starting on
vacation, they visit historical and archi-
tectural sites, are introduced to the culi-
nary traditions of the country, studying
the traditions and customs of the natives.

— Eco-tourism, religious tourism, cultural
and the adventure tourism are evolving
rapidly as forms of tourism development.
The host country should be prepared for
such forms of tourism that would satisfy
the tourists’ preferences.

— Many tourists seek for destinations and
new tourism products, yet little exploited.
This option creates opportunities for
tourism development in the Republic of
Moldova.
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gazda trebuie sd fie pregatitd pentru ase-
menea forme de turism, care ar satisface
preferintele turistilor.

Multi turigti cautd destinatii si produse
turistice noi, inca putin valorificate. Aceastd
optiune creeaza oportunitati de dezvoltare
turistica pentru Republica Moldova.

Turistii sunt interesati de mentinerea si
imbunatatirea sanatatii lor si, de aceea,
turismul balnear ia amploare. Statiunile
balneo-climaterice trebuie sa fie pregatite
pentru a face fata cerintelor inaintate de
turistii strdini. Este vorba de conditiile de
cazare, alimentare, calitatea serviciilor si
procedurilor medicale.

Turistii prefera vacante mai scurte, dar mai
frecvente pe parcursul unui an. Apare
astfel oportunitatea dezvoltarii mai multor
forme de turism, inclusiv extrasezoniere,
care sa ofere turistilor facilitati si activitati
pe tot parcursul anului.

la amploare senior-turismul. Multe per-
soane cu varsta inaintatd, dar active, cala-
toresc. Pentru ele urmeaza sa fie proiectate
anumite facilitdti si servicii speciale,
indiferent de sezon.

Turistii devin din ce in ce mai experimen-
tati si mai sofisticati in deprinderile lor de
calatorie si asteapta diversificare de oferta,
facilitdti si servicii de buna calitate.
Turismul de afaceri continud sa se extinda
si poate aduce beneficii tarii-gazda. Multe
persoane, care calatoresc in scop de afa-
ceri, pot fi considerate turisti pe timpul
stationarii lor in tara respectiva.

Turistii sunt sensibili la problemele de
mediu si la cele sociale. Ei cauta destinatii
turistice bine proiectate, nepoluate, evitand
destinatiile proiectate incorect si cu pro-
bleme de mediu, politice sau sociale.
Industria turismului foloseste, din ce in ce
mai mult, tehnologia modernad. Paginile
web, blogurile si retelele de socializare au
devenit un important instrument de infor-
mare si marketing.

— Tourists are interested in maintaining and
improving their health and that is why
balneary tourism is growing. The bal-
neary resorts must be prepared to meet
the demands of foreign tourists. It's con-
cerning the type of accommodation, food,
quality of services and medical proce-
dures.

— Tourists prefer shorter holidays, but more
frequent during the year. This raises the
opportunity of developing several types
of tourism, including extra-seasonal that
would provide facilities and activities for
tourists throughout the year.

— Senior-scale tourism is increasing. Many
old but active people travel. Some special
facilities and services, regardless of the
season should be designed for them.

— Tourists are becoming more experienced
and sophisticated in their travel habits
and await diversification of supply,
quality facilities and services.

— Business tourism continues to expand
and bring benefits to the host country.
Many people, travelling for business, can
be considered as tourists during their stay
in the country.

— Tourists are sensitive to environmental
and social issues. They seek well-desig-
ned unpolluted tourism destinations,
avoiding unfair designed destinations
with environmental, political or social
issues.

— The tourism industry is increasingly
using modern technology. Websites,
blogs and social media have become an
important tool for information and
marketing.

The tourism competitiveness of the country
results from the increase of the products quality,
coupled with a minimum cost, the degree of popu-
larizing and promotion, the level of market
research on consumer-tourists preferences, infra-
structure quality and diversity of the tourism
natural and anthropogenic potential.
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Competitivitatea turistica a unei tari depinde
de cresterea nivelului calitatii produselor, corelata
cu un nivel minim al costurilor, de gradul de
popularizare si promovare a ei, de nivelul cerce-
tarilor de piatd privind preferintele consumatori-
lor-turisti, de calitatea infrastructurii si de diver-
sitatea potentialului turistic natural si antropic.

Republica Moldova dispune de zone turis-
tice, traditii culturale, resurse naturale si antro-
pice. Astfel, turismul, pe viitor, poate contribui,
in proportii mai mari, la formarea PIB si la
ocuparea fortei de munca. De asemenea, industria
turistica poate oferi noi oportunitéti si alternative
de dezvoltare pentru numeroase zone din
Republica Moldova.

Promovarea vanzarilor are rolul de a con-
vinge turistii, prin diverse argumente, de avanta-
jele cumpararii serviciilor turistice pentru o
anumita destinatie turistica. Dar, 1n etapa actuala,
accesarea informatiilor privind datele de interes
general referitoare la Republica Moldova, prin
intermediul unor centre specializate de informare
si promovare turistica, este aproape imposibila din
cauza inexistentei a unor astfel de centre. Zonele
turistice nu dispun de o retea corespunzatoare de
centre specializate, menite sd permitd accesul
turistilor la informatie, iar nivelul de promovare si
dezvoltare al centrelor de informare turistica, in
prezent, este extrem de redus. Astfel, survine
intrebarea, cum poate fi depdsita aceasta situatie?

In opinia noastrd, solutia consti in crearea
Biroului de Informare Turistica (BIT) ca insti-
tutie publica si a unei retele nationale de Centre
de Informare si Promovare Turistica (CIPT),
cu scopul promovarii turismului moldovenesc.
Crearea acestei retele va oferi cadrul logistic
necesar facilitarii schimbului de informatii intre
sectorul turistic, turisti si centrele de informare
din zonele turistice. Introducerea serviciilor
moderne de informatii si dezvoltarea unui sistem
unitar de informare turistici vor crea conditii
adecvate pentru stocarea informatiilor si vor
permite schimbul de date privind activitatea
turisticd pentru turistii autohtoni si strdini. Un
astfel de sistem poate fi extins si interconectat cu
alte sisteme de informare, cum ar fi, de exemplu,
sistemul de rezervare online, programe de confe-

The Republic of Moldova has tourism areas,
cultural traditions, natural and human resources.
Thus, in the future, tourism can contribute in
higher proportions to GDP formation and employ-
ment. Also, tourism industry can provide new
opportunities and developing alternative for nu-
merous areas from the Republic of Moldova.

Sales promotion has the aim to convince
tourists through various arguments, on the advan-
tages of purchasing tourism services for a par-
ticular tourism destination. But, nowadays, acces-
sing information on data of general interest related
to the Republic of Moldova, through specialized
tourism information and promotion centers, is
almost impossible due to the lack of such centers.
Tourist areas do not have a proper network of
specialized centers, allowing tourists to access the
information and the promotion and development
levels of tourism information centers is currently
extremely low. Thus, the question arises, how can
we overcome this situation?

In our opinion, the solution is to create Tou-
rism Information Office (TIO) as a public insti-
tution and a national network of Tourism Infor-
mation and Promotion Centers (TIPC) intended
to promote Moldovan tourism. The creation of
this network will provide the necessary logistics
to facilitate the exchange of information between
the tourism sector, tourism information centers
and tourism areas. The introduction of modern
information services and development of an
unified tourism information system will create
better conditions for storing information and allow
sharing of data on tourism activity for local and
foreign tourists. Such a system can be expanded
and interconnected with other informational sys-
tems, such as for example on-line booking sys-
tem, conferences programs / international cultural
events, etc.

Activity of the Tourism Information Office
(TIO) and Tourism Information and Promotion
Centers (TIPC)

In the context of the above mentioned the
promotion of tourism image of the Republic of
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rinte/evenimente culturale internationale etc.

Activitatea ,,Biroului de Informare Turis-
tica” (BIT) si a Centrelor de Informare si Pro-
movare Turistica (CIPT)

Tn contextul celor expuse anterior, pro-
movarea imaginii turistice a Republicii Moldova,
informarea potentialilor turisti despre patrimoniul
antropic si natural al tarii, asigurarii pietei turis-
tice cu materiale promotionale de calitate, poate
fi asigurata de catre institutia publica ,,Biroul de
Informare Turisticd” (BIT), precum si a Cen-
trelor de Informare si Promovare Turistica
(CIPT).

Activitatea Biroului si a CIPT-urilor tre-
buie directionate, preponderent, spre dezvoltarea
receptor, indicatorii caruia, spre
deosebire de turismul emitator, prezintd o dina-
micd negativad de la proclamarea Independentei
Republicii Moldova Tn anul 1991.

Ca obiective in activitatea Biroului de
Informare Turistica pot servi:

e pozitionarea brandului turistic de tard ca
element de promovare turistica;

e dezvoltarea turismului intern §i receptor
prin promovarea produsului turistic natio-
nal si a agentilor economici din industria
turismului;

e promovarea industriei turistice prin editarea
si comercializarea materialelor promotionale;

e claborarea si implementarea de noi meca-
nisme de promovare prin intermediul
tehnologiilor informationale;

e participarea la implementarea documen-
telor de politici ale statului in domeniul
turismului;

o formarea de parteneriate pentru elaborarea
proiectelor de importanta nationala si inter-
nationala in domeniul turismului;

e organizarea evenimentelor turistice (confe-
rinte, seminare, expozitii, tururi informa-
tionale, targuri de turism etc.);

e participarea §i organizarea de masuri cu
atractie turisticd (sarbatori traditionale,
festivaluri, concursuri etc.);

e organizarea actiunilor privind amenajarea
destinatiilor si vizibilitatea turisticd (inclu-

turismului
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Moldova, information of potential visitors about
the anthropogenic and natural heritage of the
country, ensuring the tourism market with qua-
litative promotional materials by the public insti-
tution “Tourism Information Office” (TIO), as
well as Tourism Information and Promotion
Centers (TIPC).

The activity of the Office and TIPC should
be directed mainly towards the development of
inbound tourism, whose indicators, unlike
outbound tourism, show negative dynamics since
the proclamation of the independence of the
Republic of Moldova in 1991.

As objectives in the activity of the Tourism

Information Office can serve:

e positioning of the country’s tourism brand
as an element of tourism promotion;

o development of domestic and inbound
tourism by promoting the national tou-
rism product and economic agents from
the tourism industry;

e promoting the tourism industry by pub-
lishing and selling of promotional mate-
rials;

e development and implementation of new
promotional mechanisms through infor-
mation technologies;

e participation in the implementation of
state policy documents in the field of
tourism;

e establishment of partnerships to develop
national and international importance
projects in the field of tourism;

e organization of tourism events (confe-
rences, seminars, exhibitions, informa-
tion tours, tourism fairs etc.);

e participation and organization of tourism
attraction measures (traditional feasts,
festivals, contests etc.);

e organization of activities for planning
tourism destinations and tourism visibi-
lity (including installation of tourism
signs) etc.;
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siv instalarea indicatoarelor turistice) etc.;
realizarea schimbului de date, informatii si
publicatii cu asociatii, organisme similare
de profil din tara si strainatate;

crearea si dezvoltarea aplicatiilor turistice,
inclusiv IT pentru dezvoltarea turismului
receptor;

elaborarea i realizarea spotului video-
publicitar de tard in domeniul turismului.
Functionalitatea Centrelor de Informare si

Promovare Turisticd va asigura urmatoarele acti-

vitati:

a)

b)

f)

9)

h)

)

K)

cooperarea cu BIT Tn materie de promo-
vare turistica;

informarea generala a turistilor asupra
ofertei turistice si a atractiilor turistice din
zona de amplasare a CIPT-ului;

punerea la dispozitia turistilor a materia-
lelor promotionale de informare turistica;
informarea turistilor despre oferta locald de
cazare si alimentare;

informarea turistilor privind transportul
public de pasageri din zona;

informarea turistilor despre oportunitatile
de agrement;

informarea turistilor in privinta posibilita-
tilor de achizitionare a suvenirelor si lucra-
rilor de artizanat;

informarea turistilor in legitura cu privire la
transport, biletelor la manifestari culturale,
precum si cu privire la ghizii turistici locali;
consilierea raportatd la alegerea diverselor
produse turistice locale, regionale si
nationale;

furnizarea de date statistice cu caracter
turistic persoanelor cointeresate;

oferirea de informatii cu privire la autorita-
tile competente in solutionarea reclamatii-
lor, care se inregistreaza pe plan local cu
privire la calitatea serviciilor turistice;
organizarea actiunilor ce tin de amenajarea
destinatiilor si vizibilitatea turistica (inclu-
siv instalarea indicatoarelor turistice) etc.
Crearea si functionalitatea Biroului de

Informare Turistica, la prima etapa, trebuie sa fie

the exchange of data, information and
publications with associations and similar
entities from the country and abroad,;
creation and development of travel appli-
cations, including IT for the development
of inbound tourism;

development and implementation of an
advertising video spot about the tourism
in the country.

Functionality of Tourism Information and
Promotion Centers will provide the following
activities:

a)

b)

d)

€)

f)

9)

h)

)

K)

cooperation with TIO in tourism pro-
motion;

general information for tourists on
tourism offer and tourist attractions in
the region of TIPC;

to provide tourists promotional mate-
rials and tourism information;

to inform tourists about the
accommodation and food offers;

to inform tourists of public passenger
transport in the area;

to inform tourists about leisure activi-
ties;

to inform tourists about the possibility
to purchase souvenirs and handicraft
works;

to inform tourists about the possibilities
of booking travel tickets, tickets to
cultural events and on local tour guides;
advising on the choice of various local,
regional and national tourism products;

provision of statistical data on tourism
for the interested persons;

providing information on the competent
authorities in solving complaints regar-
ding the quality of tourist services that
are recorded locally;

organization of activities for planning
tourism destinations and tourism visi-
bility (including installation of tourism
signs) etc.

local
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asigurata de catre Autoritatea Publica Centrald de
Specialitate, iar a Centrelor de Informare si
Promovare Turisticd va tine de organizatiile non-
guvernamentale, reprezentanti ai businessului
turistic, administratia publicé locala de nivel doi.

Cu toate acestea, crearea unei structuri
separate de informare §i promovare turistici cu
statut de persoand juridica la nivel de raion, in
conditiile actuale, este imposibila, din cauza
bugetelor austere. Dar, In opinia noastra, admi-
nistratia publica locald de nivelul doi, din cadrul
consiliilor raionale, poate lua decizia de includere
in atributiile functionale ale specialistului in
probleme de culturd si turism a obligatiilor de
serviciu, ce tin de informare si promovare turis-
ticd. Aceastd practicd ar pune bazele unei dezvol-
tari durabile la nivel de raioane. De asemenea, pot
fi create Centre de Informare si Promovare Turis-
ticd pe langd principalele obiective turistice din
tard, care dispun de infrastructura corespunzatoare.

Identificarea motivatiei de ciliatorie

Pentru ca activitatea CIPT-urilor sa fie efi-
cientd, este necesara cunoasterea punctelor forte si
vulnerabile ale zonei turistice in care va fi ampla-
sat Centrul. Aceasta analiza va permite identifica-
rea motivatiei pentru care aceastd zond turisticad
urmeazi a fi inclusa in circuitul turistic. In afara de
aceasta, trebuie identificat grupul-tinta de clienti si
care este tara lor de origine. Pentru aceasta, este
necesara realizarea segmentarii pietei turistice,
tinandu-se cont de doud categorii de parametri:
criteriile demografice si criteriile ce tin de factorii
motivationali, care determind comportamentul
turistic. Criteriile demografice cuprind informatii
cu privire la: varsta, genul, originea, religia, pozi-
tia sociala, profesia, venitul, starea civild etc., ale
turistului. Criteriile raportate la comportamentul
turistic furnizeaza date despre:

— tipul si destinatia calatoriei;

— motivatia sau scopul vizitei,

— dependenta turistului fata de destinatie;

— gradul de fidelitate a turistului fatd de
aceasta zona. Fidelitatea poate fi generata
de doud aspecte: nivelul inalt al satisfactiei
obtinute de turist in urma experientei
anterioare, sau dorinta de a minimiza riscul
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Creation and functionality of the Tourism
Information Office at the first stage must be
ensured by the Central Specialized Public Autho-
rity and functionality of Tourism Information and
Promotion Centers will belong to non-govern-
mental organizations, representatives of tourism
business, the local government of level two.

However, creation of a separate structure of
tourism information and promotion with a legal
person status at the district level, under current
conditions, is impossible, due to tight budgets. But
in our opinion, the local government of level two
of the district councils may decide to include in
the functional responsibilities of the specialist for
culture and tourism, the duties related to informa-
tion and tourism promotion. This practice would
lay the foundation for sustainable development at
the district level. Tourism Information and Pro-
motion Centers can be also created near the main
tourist attractions in the country, which have ade-
guate infrastructure.

Identifying the travel motivation

In order to TIPC’s activity to be effective it
is necessary to know the strengths and weaknesses
of the tourism area where the Center will be
located. This analysis will identify motivation for
which this tourism area should be included in the
tourism circuit. Besides this, the target group of
customers and their country of origin must be
identified. For this it is necessary to perform the
segmentation of the tourism market, taking into
account two categories of parameters: demo-
graphic criteria and criteria related to motivational
factors that determine the behavior of tourism.
Demographic criteria include information on: age,
gender, origin, religion, social status, profession,
income, marital status etc. of the tourist. Tourist
behavior related criteria provide data on:

— Type and destination of the journey;

— Motivation or purpose of the visit;

— Dependence of tourist on destination;

— The degree of fidelity of tourist to this

area. Fidelity may come from two
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potential al schimbarii destinatiei, respec-
tiv al alegerii unei destinatii necunoscute;

— distanta fata de destinatia aleasa;

— durata sejurului;

— structura cheltuielilor;

— tipul de unitate de cazare pentru care s-a
optat;

— mijlocul de transport utilizat;

— dependenta turistului de o anumita datd a
vacantei;

— forma de turism practicata;

— modul de petrecere a timpului liber;

— modalitatile de informare utilizate;

— modalitatea de finantare a célatoriei;

— frecventa si perioada de realizare a progra-
melor de vacanta.

Doar in baza unei analize ample a crite-
rillor legate de comportamentul turistic puteti
face anumite planuri de perspectiva si contribui
la dezvoltarea CIPT-ului.

Din punct de vedere al destinatiei turistice,
cel mai important criteriu 7l constituie scopul
vizitei, deoarece se considera ca are cel mai mare
aport la valorificarea ofertei destinatiei. Astfel, pe
baza scopului, se pot identifica diverse categorii
de factori de motivatii care determina calatoriile
turistilor. Este esential ca aceste motive si fie
cunoscute de angajatii CIPT-ului, Tntrucét ele
reprezintd unul din elementele de baza ale
segmentarii pietei turistice.

Amplasarea si coordonarea organizato-
rica a CIPT

Odata cu crearea CIPT-ului, este ideal ca
Centrul sa fie membru al unei asociatii regionale
sau internationale de profil. In acest caz, fiind
parte integranta a retelei turistice, veti avea acces
la informatia cu privire la evolutia turismului in
regiune, noutatilor, precum si a ofertelor pres-
tatorilor.

CIPT-ul, in cele mai dese cazuri, poate fi
primul partener de contact al turistilor, atunci cand
ei planifica o célatorie in tara, orasul sau regiunea
dumneavoastra. Aici, turistilor trebuie si li se
ofere idei noi, recomanddri si informatii
importante, care le vor suscita curiozitatea si
sederea deosebit de placuta si interesanta.

aspects: the high level of tourist satis-
faction derived from past experience, or
desire to minimize the potential risk of a
change of destination, namely the choice
of an unknown destination;

— Distance to the selected destination;

— Length of stay;

— Expenditure structure;

— Type of accommodation which was

chosen;

— Means of used transport;

— Dependence of tourists to some certain

vacation time;

— Forms of tourism;

— Leisure activities;

— Used information methods;

— Sources for trip financing;

— Frequency and timeframe of the holiday

programs.

Only on the basis of a comprehensive ana-
lysis of criteria related to tourism behavior we can
make some plans for the future and contribute to
the development of TIPCs.

From the point of view of the tourist desti-
nation, the most important criterion is the purpose
of the visit because it is believed that it has the
greatest contribution to redeeming the destination
offer. Thus, based on this goal, we can identify
different categories of motivating factors that
determine the travel of tourists. It is essential for
these reasons to be known by TIPC employees, as
they represent one of the basic elements of the
tourism market segmentation.

Location and organizational coordina-
tion of TIPC

With the establishment of TIPC, it would be
ideal for the Center to be a member of a regional
or international profile association. In this case,
being a part of the tourism network, it will have
access to information about the evolution of
tourism in the region, news and tenders from
providers.

TIPC, in most of cases, can be the first
contact partner for the tourists when they plan a
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Turistul ajuns ntr-o zond necunoscutd are
necesitate de a se informa privind oferta turistica.
Drept urmare, serviciile oferite de CIPT-uri pot
constitui o carte de vizitd pentru localitatea,
regiunea sau tara de destinatie, marcand benefic
concediul turistului.

Turistul poate veni la CIPT cu dorinte si
necesitati diferite. Aflat intr-un mediu stréin, el
cauta ajutor, siguranta si ospitalitate. Sarcina care
revine CIPT-lui nu este doar de a reprezenta si
promova destinatia turistica, dar si de a veni in
intampinarea dorintelor potentialului turist.

CIPT trebuie sa fie o unitate de servicii,
care are drept prioritate prezentarea tuturor
ofertelor de servicii turistice. Tn sarcina acestuia,
va intra informarea, acordarea de sprijin n
gasirea de locuri de cazare, promovarea si van-
zarea de programe turistice, organizarea de eve-
nimente, comercializarea suvenirelor. Orientarea
catre client si prestarea de servicii de calitate
trebuie sa fie expresia competentei lor. Sunt hota-
ratoare serviciile oferite si prima impresie, deoa-
rece multi dintre turisti asociazd Centrul de Infor-
mare si Promovare Turistica cu restul sejurului
pe care-1 vor petrece in zona.

Este important de mentionat ca, in dezvol-
tarea oricdrui proiect, trebuie sa se tina cont, in
primul rand, de dorintele localnicilor, ei fiind
aceia care trebuie sa traiasca din turism. Din acest
motiv, ei trebuie implicati la maximum in
deservirea turistica, iar obiectivele urmarite de
CIPT-uri ar trebui incluse in strategia de dez-
voltare locald si sa se potriveascd cu laitmotivul
turismului din zona. Astfel, prin stabilirea unui
laitmotiv turistic local, se poate oferi zonei o
sansd de a se pozitiona pe piatd, prin promovarea
unei identitati proprii. Intr-un astfel de model
turistic, se pot stabili formele de turism, care ar
trebui dezvoltate si promovate in localitate si care
nu. Spre exemplu, unei localitdti din zona 1i poate
fi specificd categoria de turisti care practica
turismul activ, in timp ce localitatea invecinata
are ca punct de atractie a ofertei sale turismul de
recreere 1n naturd. Un astfel de model trebuie sa
stabileasca sfera serviciilor prestate, directiile ce
vizeaza orientarea catre client si locul pe care-l
ocupa pe piata locala si regionala.

Revista / Journal ,,ECONOMICA” nr.1 (99) 2017

trip to the country, city or region. Here tourists
must be offered new ideas, advice and important
information that will arouse curiosity and will
make their stay most enjoyable and interesting.

Tourists arriving in an unfamiliar area are
required to be informed on the tourist offer. As a
result, the services offered by TIPC may be in the
form of a business card for the city, region or
country of destination, marking positively the
tourist’s holiday.

The tourist can come to TIPC with different
desires and needs. Being in an alien environment,
he seeks for help, safety and hospitality. TIPC
does not have only the responsibility to represent
and promote the tourist destination, but also to
meet the wishes of tourist potential.

TIPC must be a service unit which priori-
tizes the presentation of all travel offers. Their
tasks will be related to information, support in
finding accommodation, promotion and sale of
tourist programs, organization of events, sale of
souvenirs. Customer focus and quality services
should be the expression of their competence.
Provided services and first impressions are
critical, because many tourists associate Tourism
Information and Promotion Center with the rest of
the stay that they will spend in the area.

It is important to note that in developing any
project the wishes of local people must be take
into account. They are ones who have to live from
tourism. For this reason, they should be involved
to the maximum in servicing tourists and
objectives of TIPC should be included in the local
development strategy and match to the leitmotif of
tourism in the area. Thus, by establishing a local
tourism leitmotif, there is a chance for the area to
position itself on the market by promoting its own
identity. In such a tourism model, forms of tourism
can be established that should be developed and
promoted in the villages. For example, for a loca-
lity in the area, a category of tourists who practice
active tourism may be specific, while the neigh-
boring town has as its point of attraction the
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Datorita obiectului sau de activitate, Cen-
trul de Informare si Promovare Turistica poate fi
un important furnizor de date informationale in
fiecare localitate turistici. Marea majoritate a
turistilor viziteaza, mai devreme sau mai tarziu,
CIPT-ul, fie pentru a se informa sau pentru a
beneficia de serviciile prestate de acesta. Orice
mijloc de informare si promovare trebuie sa
cuprinda indicatii referitoare la adresa si la pozi-
tionarea oficiului de turism.

In opinia noastrd, pentru a putea oferi ser-
vicii optime clientilor, amplasarea CIPT-urilor
trebuie sda fie corespunzatoare. Pentru aceasta,
este necesara respectarea urmatoarelor sugestii:

e CIPT-ul trebuie sa dispuna o localizare, pe
cat posibila, centrald, iar distanta pana la
principalele obiective turistice din locali-
tate nu trebuie sa fie foarte mare;

e CIPT-ul trebuie sa fie usor de gasit si situat
favorabil din punct de vedere al circulatiei.
Poate fi situat in centrul localitdtii sau in
incinta unor obiective turistice importante;

e CIPT-ul trebuie sa fie localizat usor si
repede. Drumul spre CIPT trebuie semna-
lizat din timp cu panouri, indicatoare,
planuri ale orasului sau zonei turistice;

e Pentru accesul rapid, trebuie sa fie prevazute
locuri de parcare 1n fatd sau in imediata
apropiere a CIPT-ului, inclusiv pentru auto-
care. Daca acest lucru nu este posibil, atunci
CIPT-ul ar trebui sa se afle la o distantd mica
de mers pe jos de locul de parcare;

o CIPT-ul trebuie plasat pe traseul mijloa-
celor de transport In comun. Multi turisti nu
calatoresc cu masina proprie in localitatile
pe care nu le cunosc, preferand sa le evite;

e Foarte importante sunt indicatoarele pla-
sate la intrare in localitate. Aici, trebuie sa
inceapd semnalizarea CIPT-ului cu pano-
uri si trebuie completatd mai departe cu
inscriptii si indicatoare;

e Pentru pietoni, biciclisti si automobilisti,
trebuie luate in considerare conditii diferite
de semnalizare. Marimea si locurile de am-
plasare ale panourilor trebuie alese cores-

tourism recreation in nature. Such a model must
determine the scope of services, directions aiming
customer orientation and the place it occupies on
the local and regional markets.

Due to its activity object, the TIPC may be a
leading provider of data information in each
tourism village. The vast majority of tourists visit
sooner or later TIPC for information or to benefit
from its services. Any means of information and
promotion should include information on the
address and the positioning of the tourism office.

In our opinion, in order to provide optimal
service to customers, location of TIPC must be
suitable. For this it is necessary to observe the
following suggestions:

e TIPC must have a location as central as
possible. Distance to major tourist attrac-
tions in the village should not be very
high;

e TIPC must be easy to find and located
favorably in terms of circulation. It can
be located in the center or on the pre-
mises of major tourist attractions.

e TIPC must be located quickly and easily.
Road to TIPC must be signaled in
advance with panels, indicators, plans of
the city or tourist area;

e For quick access must be provided par-
king places in front or around TIPC,
including for buses. If this is not pos-
sible, then TIPC is supposed to be just a
short walk from the parking lot;

e TIPC should be placed near public means
of transport. Many tourists do not travel
by own car to places they do not know,
preferring to avoid them;

e Very important are signposts at the
entrance to the village. TIPC should be
emphasized with panels and must be
supplemented further with inscriptions
and signs;

e For pedestrians, cyclists and motorists
there must be considered different signa-
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punzator. Chiar daca turistul deviaza de la

drumul direct, el trebuie sa intdlneasca, la

scurt timp, un alt panou care sd indice
directia spre CIPT.

Componentele elementare ale conceptului
de comportament al consumatorului sunt eviden-
tiate de perceptia turistului fatd de un anumit
serviciu. Perceptia se afla in stransa legatura cu
procesul de informare, ce reflectd ansamblul de
elemente, prin intermediul carora turistii cunosc
produsele turistice. Turistul care se intereseaza de
localitatea sau regiunea pe care o reprezentati
este, de obicei, acela care isi propune si calato-
reasca spre zona respectiva, pentru o sedere mai
scurtd sau mai indelungatd. Pentru a-1 informa si
indruma corespunzator, este necesar sa va docu-
mentati despre motivatia turistului, ce anume Tl
intereseaza pe el si care este scopul vizitei sale in
aceasta zona. Este important sa identificati aceste
aspecte, chiar dacd nu este usor.

Studiul comportamentului turistului repre-
zintd o unealtd foarte importanta pentru desfasu-
rarea activitdtii personalului din cadrul CIPT-
ului. Aceasta analizd a comportamentului turistu-
lui trebuie privita prin prisma laturii psihologice
a acestuia, privind modul de gandire, motivatia,
cultura, limitele in ceea ce priveste abilitatile de
cunoastere si informare asupra serviciilor turis-
tice pe care intentioneazd sa le achizitioneze.
Personalitatea turistului este o altd variabila a
comportamentului consumatorului de servicii
turistice si este formata din ansamblul caracteris-
ticilor, credintelor, convingerilor si obiceiurilor
ce definesc o persoand si o deosebesc de cele-
lalte. Stilul de viata reprezinta o altd componenta
a factorilor personali de influentd a comporta-
mentului consumatorului si evidentiaza un sistem
de descriere a unui turist plecand de la interese,
idei, opinii si actiunile sale, respectiv, de la
modelul de consum pe care il va adopta. De
aceea, colaboratorul unui CIPT trebuie sa fie in
permanentd informat, competent si amabil, in
satisfacerea dorintelor turistului. Sarcina princi-
pala a sa rezida in a livra informatii cu privire la
oferta turistica a zonei.
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ling conditions. The size and locations of
the panels must be chosen accordingly.
Even if the tourist deviates from the
direct route, he must soon meet another
panel indicating the direction to TIPC.

Basic components of the concept of con-
sumer behavior are highlighted by the perception
of tourists of a particular service. Perception is
closely related to the information that reflects all
elements through which tourists get to know
tourism products. Tourists who are interested in
the place or region you represent is usually the
one who wants to travel to the area for a shorter or
longer stay. To inform and guide properly, it is
necessary to document about the tourist motiva-
tion, what we are interested in him and what is the
purpose of his visit to the area. It is important to
identify these issues, even if it is not easy.

Tourist behavior study is a very important
tool for the work of staff within TIPC. This
analysis of tourist behavior must be seen through
the psychological side of it, the way of thinking,
motivation, culture, limits in terms of skills know-
ledge and information on tourism services they
intend to purchase. Personality of the tourist is
another variable of consumer behavior and con-
sists of the different characteristics, beliefs, and
customs that define a person and distinguish it
from others. Lifestyle is another component of
personal factors that influence consumer behavior
and highlights a description of a tourist system
based on interests, ideas, opinions and actions,
meaning the pattern of consumption which will
be adopted. Therefore, a member of TIPC must
be constantly informed, competent and helpful
n satisfying the desires of tourists. The main task
is to deliver information on the tourist offer of
the area.

It is known that to earn a tourist a great
effort is required. A satisfied customer influences
from 3 to 5 friends, and one, dissatisfied, influen-
ces negatively through propaganda between 10
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Este cunoscut faptul cd, pentru a castiga
increderea unui turist, este nevoie de mari efor-
turi. Un client multumit influenteaza, la randul
sau, de la 3 pana la 5 cunoscuti, iar unul nemul-
tumit influenteaza negativ, prin propaganda, intre
10 si 15 persoane. Efectele negative, odata pro-
duse asupra imaginii zonei turistice, nu se pot
remedia usor.

Aceste sugestii trebuie analizate cu toata
seriozitatea de catre toti cei interesati de dez-
voltarea ramurii Centrelor de Informare si
Promovare Turisticd. Numai astfel de actiuni
comune conduc spre obtinerea rezultatelor dorite.

Concluzie

Republica Moldova urmeaza sa se plaseze
pe o piatd in care concurenta este in plind
ascensiune, iar consumatorii-turisti sunt din ce in
ce mai pretentiosi. Turistul este cel care lasa bani
in tard, contribuind astfel la dezvoltarea econo-
mica a acesteia. Este firesc sd-i oferim si noi ceva
in schimb. De aceea, serviciul, pe care urmeaza
sd-1 prestam, trebuie sd corespundd asteptarilor
sale, iar calitatea ar trebui sa fie atit de buna,
incat oaspetele sa-si aminteascd cu placere de
timpul petrecut la noi.

De imaginea tarii trebuie sa se ocupe zilnic
toti cei implicati in turism, atdt angajatii din
cadrul Autoritatii Publice Centrale de Speciali-
tate, care stabilesc strategiile de dezvoltare turis-
ticd a tarii, cat si cei care stau zi de zi in fata
clientului, contribuind constient si activ la imbu-
natatirea acestei imagini si la promovarea ei.

Pentru aceasta, in opinia noastrd, sunt
necesare urmatoarele activitagi:

e determinarea si definirea identitatii turis-
tice a tarii;

e promovarea, in permanentd, a informatiei
pozitive ce tine de imaginea tarii;

e studierea tendintelor in materie de promo-
vare turisticd la nivel international;

e planificarea corectd a strategiilor promo-
tionale, care ar asigura o dezvoltare dura-
bila a sectorului turistic.

and 15 people. Adverse effects on the image of
the tourist area cannot be repaired.

These suggestions should be viewed with all
seriousness by all those interested in the deve-
lopment of the branch of TIPC. Only in this way
we can count for desired results.

Conclusions

The Republic of Moldova is about to place
itself in a market where competition is rising and
consumers — tourists are increasingly more
demanding. The tourist is one that leaves money
in the country, thus contributing to its economic
development. It is natural that we offer something
in return. Therefore, the service we should pro-
vide must match the expectations and the quality
should be so good, that guest will remember with
pleasure the time spent with us.

The image of the country must be respected
by everyone involved in tourism, both employees
of the Central Specialized Public Authority that
establishes strategies for tourism development of
the country and those who stand daily in front of
the client, contributing consciously and actively to
the improvement and promotion of the image.

For this, in our opinion, it is necessary to:

o determine and define the country's tou-

rism identity;

e continuously promote positive informa-

tion related to the country's image;

e study trends in international tourism

promotion;

e properly plan promotional strategies that

will ensure a sustainable development of
the tourism sector.
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ANALIZA PIETEI DE
ALIMENTATIE PUBLICA DIN
MUNICIPIUL CHISINAU
SI TENDINTE DE DEZVOLTARE

Lect. univ., drd. Olga TABUNSCIC, ASEM,
olga.tabunscic@gmail.com

n prezentul articol, este analizata starea
actuala a pietei serviciilor de alimentatie publica
din mun. Chisindau, volumul de bunuri si servicii
ale pietei respective, precum §i unele principii de
clasificare a unitatilor din industria ospitalitatii.
Sunt nominalizate tipurile de unitafi de alimentatie
publica ce activeaza in mun. Chisindu si identificati
factorii care contribuie la dezvoltarea §i extinderea
acestei piete. Studiul confine si cercetari privind
tendintele de dezvoltare a serviciilor de alimentatie
publica la etapa actuald. Se remarca faptul ca, n
dependenta de suma cecului mediu, piata servi-
ciilor de alimentatie publica din mun. Chisinau
poate fi divizata in trei segmente.

Cuvinte-cheie: alimentatie publica, piafd,
servicii, tendinte, factori, structurad.

JEL: L83, M10.

Introducere

Piata serviciilor de alimentatie publica, din
municipiul Chisinau, prezintd o serie de particu-
laritati, forme distincte de organizare, functii
diferite in raport cu categoria de beneficiar, fapt
explicabil prin continutul acestei ramuri, desti-
nate diverselor categorii de consumatori — basti-
nasi si turisti, angajati, elevi, studenti, persoane
aflate temporar in serviciul militar, in spitale si
unititi de ocrotire sociala etc. Piata acestor
servicii se raporteaza la solicitantii cu preferinte
individualizate pentru hrand si bauturi, prestarea
serviciilor, fiind asigurata de unitatile economice
independente cu functii specifice (restaurante,
cofetdrii, cafenele, baruri etc.), cat si de unitatile

CZU640.4(478-25):339.132

PUBLIC FOODSERVICE
MARKET IN CHISINAU -
ANALYSIS AND DEVELOPMENT
TRENDS

Lect., PhD student Olga TABUNSCIC, ASEM,
olga.tabungcicwgmail.com

In the present article we have analysed the
current state of the catering market services in
Chisinau, sales volumes as well as the classifi-
cations of the hospitality units from the industry.
Are presented types of public food market esta-
blishments operating in Chisinau and identified
factors contributing to this market growth and
expansion. The study is taking in consideration
the most popular types of catering facilities and
the worldwide trends of the market. It is noted that
depending on the amount of bill average, public
food market from Chisinau can be divided into
three segments.

Key words: catering, marketing, services,
trends, factors, structure

JEL: L83, M10.

Introduction

The market of public foodservice services in
Chisinau has a number of features, distinct forms
of organization, different functions in relation to
the category of beneficiaries, which is explained
by the contents of this branch designed for various
categories of consumers — natives and tourists,
employees, pupils, students, persons temporarily
in military service, in hospitals and social care
facilities, etc. The market of these services addres-
ses to applicants with individual preferences for
food and beverages, services being provided by
independent economic units with specific func-
tions (restaurants, bistros, cafes, pubs, etc.), and
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cu profiluri similare, apartinand intreprinderilor
comerciale, hoteliere sau altor structuri indepen-
dente de alimentatie comerciala. Ea satisface cele
mai diverse necesititi — de la cea de baza, poto-
lirca foamei si setei, pana la diverse nazuinte de
imagine si de demonstrare a statutului social. De
aceea, o particularitate distinctiva a pietei actuale
o constituie neomogenitatea si acoperirea multi-
laterala a diverselor categorii de consumatori,
conform unor criterii, precum: nivelul veniturilor,
varsta, sexul, statutul social, interesele.

Componenta, structura productiei si natura
serviciilor se schimba permanent, cu fiecare an,
creste numarul participantilor pe piata acestor
servicii, precum si formatul activitatilor lor in
domeniul alimentatiei. Aceste modificari, la ran-
dul lor, impun managerii ntreprinderilor sa
gaseasca directii noi 1n activitatile de producere,
economice $i comerciale si creeaza premise
pentru dezvoltarea strategiilor de management al
structurii antreprenoriale orientate catre consu-
matori, in scopul de a raspunde, In mod dinamic,
la evolutia cererii de consum si, In consecinta,
contribuie la modificarea structurii pietei de
alimentatie publica.

Metode aplicate

Pentru analiza pietei serviciilor de alimen-
tatie publica din mun. Chisindu, s-au utilizat
proceduri de cercetare, care au combinat studiul
datelor statistice si al celor bibliografice, cu utili-
zarea unui instrumentar elaborat pentru cer-
cetarea directa a fenomenului luat Tn studiu.
Pentru a determina ponderea serviciilor de ali-
mentatie publica din totalul serviciilor, structura
pietei de alimentatie publica, repartizarea unita-
tilor pe tipuri, au fost utilizate metodele de ana-
liza si sinteza. Pentru identificarea factorilor, care
contribuie la dezvoltarea §i extinderea pietei
serviciilor de alimentatie publica si a tendintelor
de dezvoltare a acesteia, s-a utilizat metoda
comparatiei.

Rezultate si discutii

Piata sectorului de alimentatie publica din
mun. Chisindu este in dezvoltare continua, iar
serviciile oferite de ramura respectiva constituie
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by units with similar profiles belonging to hotel
commercial enterprises or to other independent
commercial foodservice structures. It satisfies the
most diverse needs — starting with the basic one —
quenching hunger and thirst to quenching various
image lusts and demonstration of social status.
Therefore, a distinctive feature of the current
market is its inhomogeneity and multilateral cove-
ring of various categories of consumers: depen-
ding on the level of income, age, gender, social
status, interest.

The composition, production structure and
nature of services is changing permanently, with
each year the number of market participants of
these services, as well as the format of their acti-
vities in the field of foodservice. These changes,
in turn, require the company managers to find new
directions in the activities of production, eco-
nomic and commercial and create preconditions
for the development of management strategies of
consumer oriented entrepreneurial structure, in
order to respond dynamically to the evolution of
consumer demand and, consequently, contribute
to the modification of public foodservice market
structure.

Methods used

For public foodservice market analysis from
Chisinau were used research procedures, which
combined the study of statistical and bibliographic
data, with a developed tool for direct research of
the phenomenon under study. To determine the
percentage of total services public foodservice,
catering market structure, market distribution on
types, were used analysis and synthesis methods.
To identify factors that contribute to the deve-
lopment and expansion of catering services, was
used comparison method.

Results and discussions

Public foodservice market sector in
Chisinau is in constant development, and services
provided by this industry constitute an impor-
tant part of the total services provided for the
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o parte importantd din totalul serviciilor prestate | population. The structure of market services on
populatiei. Structura serviciilor de piata, defal- i types of services during 2004-2014 is outlined
cate pe tipuri de servicii, In perioada 2004-2014, | in table 1.
este expusa in tabelul 1. i

Tabelul 1/ Table 1

Structura serviciilor de piata prestate populatiei pe tipuri
de servicii in perioada 2004-2014, %/

The structure of market services on types of services during 2004-2014, %

2004 |2005 |2006 |2007 |2008 |2009 (2010 2011 |2012 |2013 |2014

1 2 3 4 5 6 7 8 9 10 11 12

Tipurile de servicii
total, %/ Types of 100 | 100 | 100 | 100 | 100 | 100 | 100 | 100 | 100 | 100 | 100
services total, %

Transportul de
. 18,8 | 185 | 19,3 | 198 | 185 | 146 | 139 | 21,1 | 20,4 | 19,9 | 24,2
pasageri/ Transport

Posta si telecomu-
nicatiile/ Post and 24 | 254 | 251 | 231|213 | 271|252 | 355|336 1| 299 | 291
telecommunications

Tranzactiile imobi-
liare/ Real estate 2,5 2,6 2,4 2,2 2,7 2,6 2,4 2,4 2,1 2,1 1,7
transactions

Serviciile de cazare n
hotel/ Accommoda- 1,8 1,8 1,8 1,7 1.4 0,8 0,8 1,3 1 1,1 1,2
tion service in hotel

Serviciile comunale/
) 26,8 | 25,8 | 25,9 | 26,6 | 29,2 | 31,5 | 33,6 - - - -
Comunal services

Serviciile sistemului
de invatamant/ 7.8 75 | 6,7 6,1 | 55 5 4 26 | 26 | 51 | 52
Educational services

Activitatile recreative
si culturale/ Cultural
and recreational
activities

19 | 1.8 2 2 1,7 | 1,7 2 38 | 38 | 35 | 04

Serviciile agentiilor
de voiaj si de turism/
Travel services and
travel agencies

o6 | 07 |07 | 15 |19 |19 | 17 | 32 | 42 | 53 | 61
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1 2 3 4 5

10 11 12

Activitatile sportive/

Sports Activities 0.1

011]01 ] 01

61,01}02 |06 |06 | 05]| 10

Sanatatea si asistenta
sociala/ Health and 4 4 4 4
social care

39 | 39 | 36 | 51 | 63 6 7,3

Activitatile institu-
tiilor sanatorial-cura-
tive/ Activities of 1
curative centers/
Institutions

11 112 | 1,2

0,6 1 11 | 09 -

Activitatile juridice si
financiare/ Legal and
financial activities

03|03 )| 04| 04

04 | 04 1 33 | 46 | 57 | 0,2

Serviciile de
alimentatie publica/
Food service

100

.7 | 84 | 94

118 | 126 | 153 | 133

Alte servicii/ Other

. 3,4
services

58 | 32 | 31

31 | 31 3 93 | 82 | 56 | 10,3

Sursa: elaborata de autor in baza datelor de la Biroul National de Statistica/
Source: elaborated by the author based on data from National Bureau of Statistics

Astfel, se poate conchide ca piata serviciilor
de alimentatie publicd din tard este semnificativa,
constituind, in 2013, 15,3% din totalul pietei
serviciilor, urmata de o scadere, in 2014, pana la
13,3%, datorita declinului economic din tara.

Alimentatia publicd a fost printre primele
ramuri ale economiei nationale care a depus efort
pentru restructurari, purtand povara celor mai
stringente probleme din perioada de trecere la
economia de piatd. Cu tempouri rapide, au fost
privatizate ntreprinderile din acest sector, s-au
modificat formele organizatorico-juridice ale uni-
tatilor existente. Si-au Incetat activitatea un sir de
intreprinderi, Tn schimb, s-au deschis multe ntre-
prinderi noi, majoritatea fiind micro. [2]

Tn baza datelor oferite de Directia Generald
Comert, Alimentatie Publica si Prestari Servicii,
se poate constata cd numarul unitatilor de ali-
mentatie publicd din municipiul Chigindu s-a
majorat, in perioada 2012-2016, cu 117 unitati si
cu 11956 de locuri. [4]
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Thus, it can be concluded that public food-
service services market in the country is signifi-
cant, constituting in 2013 — 15.3% of the total ser-
vices market, followed by a decrease of up to
13.3% in 2014, due to the economic downturn in
the country.

Public foodservice was among the first
branches of the national economy that has made
an effort for restructuring, bearing the burden of
the most pressing problems during the transition
to a market economy. With faster tempos enter-
prises in the sector have been privatized and the
organizational-legal forms of existing units have
been changed. Many enterprises closed their busi-
ness, but in turn, many new enterprises were
founded, mostly micro. [2]

Based on provided data by the General
Directorate for Trade, Public Food and Service
Market, it can be seen that the number of catering
establishments in Chisinau increased during the
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Faptul sus-mentionat ne permite sa afir-
mam ca acest sector al economiei nationale
devine tot mai atractiv pentru mai multe seg-
mente ale populatiei. Astfel, el reprezinta o ra-
mura de perspectiva, care reflectd nivelul de dez-
voltare sociala si economica a tarii, deoarece gra-
dul de civilizatie al unui popor tine, iIn mod
direct, de felul sau de a se alimenta.

Pe teritoriul municipiului Chisgindu, la
01.01.2016, activau autorizat 1849 de unitati de
alimentatie publica cu 131178 de locuri disponi-
bile. Repartizarea pe tipuri de unitati, in perioada
2010-2016, este redata in tabelul 2.

years 2012-2016 with 117 units and respectively
with 11956 places [4].

This allows us to notice that this sector of
national economy becomes increasingly attractive
for different population segments. It is a pers-
pective industry, that reflects the social and eco-
nomic development of the country, because the
degree of nation civilization is in direct connec-
tion with the culture of alimentation.

In Chisindu, on 01.01.2016, were authorized
1849 public foodservice units with 131178
available seats. Distribution of unit types during
2010-2016 is shown in table 2.

Tabelul 2 /Table 2

Repartizarea unitatilor de alimentatie publica din mun. Chisinau pe tipuri/
Distribution of public foodservice units in Chisiniu on unit types

U.AP, totall 01.2010 | 01.2011 | 01.2012 | 01.2013 | 01.2014 | 01.2015 | 01.2016
EMETETEES 1719 | 1626 | 1654 | 1750 | 1846 | 1824 | 1849
1. | Complexuri de alimen-
tatie publica/ Public 37 39 37 44 49 49 51
food complex
2. | Sali de festivitati /
Festive Halls 4 6 ! 8 8 9 1
3. | Restaurante/ Restaurants 64 69 75 71 69 65 63
4. |Cafenele, bodegi/ 505 487 | 476 548 597 582 591
cafes, pubs
5. | Cantine/ Canteens 271 268 273 283 296 291 286
6. |Bufete/Buffet 442 408 426 417 415 397 374
7. | Baruri/ Bars 318 280 295 313 339 324 328
8. | Magazine de articole
culinare, cofetarii/ 5 4 5 9 10 20 15
Culinary, pastry
9. | Cafenele si terase de
vard/ Cafes and summer 73 65 60 57 63 87 130
terraces

Sursa: [Raport privind activitatea Directiei generale comert, alimentatie publica §i prestari
servicii pentru anul 2016]/ Source: [Report on the work of the Directorrate-General of trade, public

catering and services for the year 2016]
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Structura pietei serviciilor de alimentatie
publicd, in municipiul Chigindu, la data de
01.01.2016, este expusa in figura 1.

The structure of the public foodservice
services market in Chisindu on 01.01.2016 is
presented in figure 1.

0,50%

|

0,50%

3%

m Complexuri de AP/Public food complexes
m Sali de festivitati/ Festive Halls
m Restaurante/ Restaurans
m Cafenele, bodegi/Cafes, pubs
m Cantine/Canteens
u Bufete/Buffet
Baruri/Bars
Cofetarii/Pastry
Cafenele de vara/Summer cafes
Terase de vara/Cafes and summer terraces
Fast Food/Fast Food

Figura 1. Structura pietei de alimentatie publicd in municipiul Chisinéu la 01.01.2016, % /
Figure 1. The structure of the public foodservice services market in Chisinau on 01.01.2016, %
Sursa: elaborata de autor in baza sursei [4]/

Source: prepared by the author based on the source [4].

Deci, la etapa actuald, piata serviciilor
de alimentatie publica din Republica Moldova
poate fi divizata Tn trei segmente, care se deo-
sebesc dupa numarul de clienti, suma cecului
mediu, cat si in functie de volumul productiei
comercializate:

e cu deservire rapida - (cantine,
bufete, cofetarii), in mun. Chiginau,
constituie 38%;

e cu pret mediu — cafenele, bodegi,
baruri, terase de vard — 57%;

e segmentul unitatilor prestigioase —
scumpe (restaurante, sili de festivi-
tati) — 5%.

In diferite segmente, piata serviciilor de
alimentatie publica se comportd diferit. Se
remarca o tendintd de crestere a numdarului de
clienti in asa-numitele unitati ,,democratice” — cu
preturi medii. Aceste intreprinderi se bucurd de
popularitate la o mare parte a populatiei, datorita
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Therefore, currently, the public foodservice
services market in Moldova can be divided into
three segments which are distinguished by the
number of customers, the amount of the average
check and the dependence on the volume of
production sold:

e quick service — (cafeterias, diners,
bakeries, culinary goods stores), in
Chisinau represents 38%;

e average prices — cafes, pubs, bars,
summer terraces — 57%;

e the segment of prestigious establish-
ments — expensive (restaurants, festi-
vities halls) — 5%.

In different segments, the market of public
foodservice behaves differently. There is a ten-
dency to increase the number of customers in the
so called “democratic” units — with average pri-
ces. These enterprises are popular for most of the
population due to their accessibility and quick
servicing. Quick-service businesses extend their
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cu deservire rapida isi extind activitatea, orien-
tindu-se concomitent in mai multe directii,
amplasandu-si sediul in cladiri individuale, pre-
cum si in centre comerciale sau chiar in strada.
Se extinde numdarul intreprinderilor de tipul
cantinelor, se deschid tot mai multe Tntreprinderi
mici tip ,self service” (dotate cu linii de auto-
servire), care propun un sortiment redus de pro-
ductie culinara si bauturi. Se deschid pub-uri,
terase de vard, cafene, in sectoare locative, fapt
explicabil prin nedorinta clientilor de a se deplasa
cu transportul acasa dupa vizitarea acestor unitati.

Factorul principal in dezvoltarea pietei de
alimentatie publica il constituie veniturile popu-
latiei. E de mentionat faptul ca nivelul veniturilor
genereazd modificdri de naturd calitativd asupra
cererii. Indicatorii privind veniturile si cheltuie-
lile populatiei din Republica Moldova sunt
expusi in tabelul 3.

business, focusing simultaneously in multiple
directions and dimensions. They are organized in
individual buildings, as well as in shopping cen-
tres or even in the street. There is an activation of
canteen type businesses. Are beginning to appear
more ,,self-service” small businesses (equipped
with self-service lines), proposing a reduced
assortment of culinary and beverage production. It
is noted the location of pubs, summer terraces,
cafes in residential areas, which is explained by
the reluctance of customers to use transportation
to get home after visiting these establishments.

The main factor in public foodservice mar-
ket development is the income of population. It is
worth mentioning that the level of revenues gene-
rates qualitative changes of the demand. Indica-
tors of incomes and expenditures are listed in
table 3.

Tabelul 3/ Table 3

Veniturile disponibile si cheltuielile gospodariilor casnice /
Available income and expenditure of households

Anii/Years 2011 2012 2013 2014
Venituri disponibile banesti, medii lunare pe o
persoana, lei / Available cash incoms, monthly 1279,8 1339,1 1507,0 1584,8
average person, lei
Cheltuieli de consum banesti, medii lunare pe o
persoana, lei / Monthly Consumer spnding 1534,1 1598,6 1775,8 1816,7
money average person, lei
Inclusiv pentru:
Hoteluri, restaurante, cafenele etc., % / 1,9 1,7 1,5 15
Including: Hotels, restaurants, cafes etc.,%
Produse alimentare, % / Food, % 42 5 432 42,8 43,8
Bauturi alcoolice, tutun, % / Alcoholic 18 17 15 13
beverages, tobacco,%

Sursa: elaborat de autor n baza [5]/ Source: prepared by the author based on the source [5].

Se observa ca cheltuielile populatiei pentru
serviciile de alimentatie publicd sunt mici,
constituind, In 2014, 1,5% din totalul cheltuie-
lilor, deoarece moldovenii prefera sa se alimen-
teze acasi, pe cand cheltuielile pentru produsele
alimentare cresc cu 1%, fata de cele din 2013 si
constituiau, in 2014, 43,8%. Acest fapt se explica

It is noted that population expenditures for
public foodservice services are low, constituting
in 2014 — 1,5% of total expenditure. Moldovans
prefer to eat at home, while those for food
increased with 1% compared to 2013 and cons-
titute in 2014 - 43,8 %. This is explained by: the
level of economic development of the country,
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prin: nivelul de dezvoltare economica al tarii,
conditiile de viata si munca ale oamenilor, struc-
tura demograficd, profilul ocupational si menta-
litatea populatiei.

Deci, principalii factori de extindere a pie-

tei de alimentatie publica sunt:

e sporirea veniturilor populatiei;

e schimbarea culturii alimentare, a stilu-
lui de viata al populatiei;

e aparitia noilor sortimente de preparate
culinare si bauturi, cat si noi inovatii
tehnice si tehnologice — automatizarea
producerii sau a unor operatiuni din
procesele tehnologice, care permit eco-
nomisirea resurselor umane, accelerarea
proceselor de producere, reducerea
incertitudinii si riscului in afaceri.

Dinamica veniturilor din vanzari reflecta

cresterea si dezvoltarea pietei serviciilor de
alimentatie publicd. Volumul de bunuri si servicii
ale pietei de alimentatie publicd din tard, pe
perioada 2004-2014, este redat in figura 2.

living and working conditions of men, demo-
graphic structure, occupational profile and men-
tality of the population.

Therefore, the main factors of public food-
service market expansion are:

e increasing population income;

e changing food culture, lifestyle of the

population;

e emergence of new innovations both in
the assortment of food and drink, as well
as technical and technological innova-
tions — automation of production or of
some operations from technological pro-
cesses, allowing to save human resour-
ces, acceleration of production, reducing
uncertainty and business risk.

The dynamics of sales revenues reflects the
growth and development of the public foodservice
services market. The volume of goods and ser-
vices of the public foodservice market in the
country during 2004-2014 is shown in Figure 2.
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2500000 2601332
"””’,1”’5;67038
5000000 2110783
Logs20, 1880314
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1000000 1118288
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Figura 2. Volumul de bunuri si servicii din activitatea hotelurilor si restaurantelor in Republica
Moldova pe perioada 2004-2014, mii lei / Figure 2. The volume of goods and services of the
public foodservice market in the Republic of Moldovain 2004-2014 period, thousand MDL

Sursa: elaborata de autor in baza datelor de la Biroul National de Statistica/
Source: elaborated by the author based on data from National Bureau of Statistics
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Din graficul din figura 2, se observa ca, in
anul 2009, volumul de bunuri si servicii s-a
micsorat cu 104953 mii lei, ceea ce constituie
5,3%. Aceasta se explica prin faptul ca moldovenii
apeleaza mai rar la aceste servicii sau se dezic de
preparate culinare scumpe. E de remarcat faptul ca
un impact semnificativ asupra pietei serviciilor de
alimentatie publica din toatd lumea, respectiv din
Republica Moldova, l-a avut criza financiard si
economici mondiald din anii 2008-2009. Tn
aceastd perioada, a suferit modificari si structura
pietei de alimentatie publicd. Numarul restauran-
telor scumpe s-a redus, stabile raméanéand intreprin-
derile cu deservire rapida si segmentul mediu [4].

Criza a contribuit la faptul ca moda pentru
cheltuieli mari si preturi ridicate a trecut. Acum,
cumparatorii se orienteaza spre produse culinare
de calitate, dar nu spre restaurantele prestigioase
si de elitd. Criza a condus la faptul cd oamenii,
care 1si pot permite modul de viatd de pana la
crizd, au inceput sd economiseascd mai mult.
Deci, unitatile de alimentatie publicd au fost
nevoite sa elaboreze oferte pentru diferite cate-
gorii de consumatori si perioade ale zilei, ca:
dejun, pranz, cind, mese intermediare, destinate
fiecarei zile, dar si pentru zile de odihni. In
functie de segmentul de consumatori, metodele
de organizare a odihnei, unitatile de alimentatie
publica din tara, cu timpul, devin mai diverse si
diferentiate. De exemplu, tinerii preferd muzica
moderna, in timp ce consumatorii in etate opteaza
pentru unitdti, unde predomina linistea, atmosfera
placuta, care predispune la odihna ca acasa. Por-
nind de la cele mentionate, managerii unitatilor
din sectorul dat se orienteaza rapid la preferintele
clientilor, iau in considerare interesele tuturor
segmentelor de consumatori:
varsta, ritm §i regim de viatd si organizeaza noi
tipuri de unitati. Astfel, In ultima perioada, In
mun. Chisinau, se observa extinderea si diversifi-
carea pietei de alimentatie publica, dar, totodata,

dupa venituri,

intreprinderile existente resimt lipsa de clienti,
deoarece, 1n ultimii ani, acest sector se confrunta
cu un sir de probleme, ca rezultat al devalorizarii
valutei nationale, scaderii nivelului de viata al

From figure 2 can be seen that in 2009, the
volume of goods and services decreased with
104953 thousand MDL, representing 5.3%. This
is explained by the fact that Moldovans rarely
resort to such services or retract from expensive
dishes. Is should be noted that a significant impact
on the foodservice services market worldwide,
and respectively on the Republic of Moldova, had
the financial and economic crisis of 2008-20009.
During this period the structure of the public
foodservice market suffered some changes. The
number of expensive restaurants was reduced,
remaining stable the enterprises with quick service
and the midsize segment [4].

The crisis has contributed to the fact the
fashion for large expenditures and high prices is
over. Now, buyers are oriented towards quality
food products, but not towards prestigious and
elite restaurants. The crisis led to the fact that
people who can afford thus lifestyle before the
crisis started saving more. Therefore, public
foodservice units had to develop offers for dif-
ferent categories of consumers and times of day,
such as: breakfast, lunch, dinner, intermediate
meals designed for every day and for rest days.
Depending on the consumer segment, methods of
organization of rest, public foodservice units in
the country, in time become more diverse and
differentiated. For example, young people prefer
modern music, whereas older consumers choose
units dominated by silence, pleasant atmosphere,
which seems more like rest at home. From the
above we can state that managers of the units in
the field are adapting quickly to customer prefe-
rences, are taking into consideration the interests
of all segments of consumers: according to in-
come, age, pace and lifestyle and are organizing
new types of units. Thus, lately in Chisinau can be
seen an expansion and diversification of the
public foodservice market.

Thus, enterprises, in order to remain on the
market, need to develop new strategies that would
allow the attraction of customers. Most busi-
nesses, even the expensive ones, are beginning to
provide cheaper services, are starting to appear

Revista / Journal ,,ECONOMICA” nr.1 (99) 2017



BUSINESS S1 ADMINISTRARE / BUSINESS AND ADMINISTRATION

populatiei, inrautatirea situatiei demografice, insta-
bilitatea politicd si economicd din tard. Toate
acestea au condus la faptul ca moldovenii au
inceput sa cheltuie mai putini bani pentru servi-
ciile de alimentatie, preferand sa ia masa acasa.

Astfel, ntreprinderile, pentru a se putea
mentine pe piatd, sunt nevoite sd elaboreze noi
strategii, care ar permite atragerea clientilor. Majo-
ritatea Tntreprinderilor, inclusiv cele scumpe, incep
sa ofere servicii mai ieftine, apar oferte de meniuri
pentru dejunuri, business lunch-uri, livrare la
domiciliu, organizarea divertismentului etc.

Asadar, restauratorii incep lent sa se dezica
de restaurantele luxoase, care oferd servicii de
calitate Tnaltd §i se orienteazd spre unitafi mai
ieftine cu meniuri simplificate.

Actualmente, se observa o crestere a numa-
rului de unitati, care comercializeaza populatiei
numai servicii de hrand, fara a organiza consumul
acestora, necesitate derivatd din ritmul de viata
accelerat al oamenilor.

Dezvoltarea retelei de alimentatie publica,
se datoreaza si intreprinderilor comerciale, n
care se organizeaza sectii de ,,produse culinare”,
unde se implementeaza tehnologii contempo-
rane de producere si de comercializare a hranei.
Aceasta formeaza un mediu extrem de competitiv
pe piata alimentatiei publice. Concomitent, se
extind intreprinderile de retea, care au un impact
pozitiv asupra satisfactiei cererii de consum,
imbunatatirii calitatii, precum si asupra intensi-
ficarii concurentei pe piata de consum.

Deci, analizata in globalitatea ei, piata ser-
viciilor de alimentatie publica din mun. Chisindu
a inregistrat un curs ascendent. Aceastd evolutie,
ca rezultat al actiunii unui complex de factori,
atesta rolul tot mai important pe care alimen-
tatia publica il indeplineste in viata economica
si sociala.

Tn acest context, dezvoltarea si perfectio-
narea activititii de alimentatie publicd, in tara
noastra, reprezinta una din directiile definitorii ale
viitorului, constituindu-se intr-o  preocupare
permanenta a agentilor economici in sfera comer-
tului intern, precum si a organelor ce gestioneaza
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offers for luncheons, business lunches, home deli-
very, organizing entertainment, etc.

Thus, restaurateurs begin to give up the
fancy restaurants that offer high quality and begin
to seek cheaper units with simplified menus.

Currently, there is an increase in the number
of units that provide for the public only food
services, without organizing its consumption,
necessity derived from the accelerated pace of
people lifestyle.

The development of the public foodservice
network is also due to commercial companies
where are organized “dishes” section where are
implemented contemporary technologies for the
production and marketing of food. This forms a
highly competitive environment on the public
foodservice market. In parallel, network com-
panies are extended, which has a positive impact
on consumer demand satisfaction, improving
quality and increasing competition on the con-
sumer market.

However the existing entities face shortage
of clients, as during the last years this field con-
forts a number of problems, cuased by devaluation
of the national currency, lower standard of living
of population, worse demographic situation,
political and economic instability. All these have
led to the fact that Moldovans started to spend less
on food services and prefer to eat in.

Therefore, analysed in its entirety, public
foodservice services market in Chisinau recorded
an upward trend. This evolution, as a result of the
action of several factors, indicated the growing
role that public foodservice fulfils in the social
and economic life.

In this context, the development and impro-
vement of the activity of public foodservice in our
country is one of the defining directions of the
future, representing an on-going concern of
economic operators in the field if domestic trade,
as well as of authorities that regulate this sector.
Like other branches of the national economy, this
sector records significant quantitative and quali-
tative transformations.

Regarding the quantitative evolution is
observed a significant increase in food production
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acest sector de activitate. La fel ca si alte ramuri
ale economiei nationale, acest sector inregistreaza
importante transformari calitative si cantitative.

In privinta evolutiei cantitative, se observa
o crestere semnificativd a volumului productiei
culinare, respectiv a cresterii numarului de uni-
tati. Pe plan calitativ, se inregistreaza modificari,
vizand adaptarea la tendintele cererii, moderniza-
rea si perfectionarea productiei, imbunatatirea si
diversificarea formelor de comercializare si
servire, aparitia noilor formate de intreprinderi.

O alta forma de organizare moderna, care ia
amploare in tara noastra, este ,,cateringul”, ce se
caracterizeaza prin separarea functiilor de aprovi-
zionare si prelucrare de cele de comercializare si
servire a preparatelor si care prezintd urmatoarele
avantaje: diversificarea sortimentului de preparate
culinare; calitatea constantd si superioard a prepa-
ratelor sub aspect nutritional, igienico-sanitar,
organoleptic, folosirea rationala si permanenta a
fortei de muncd; reducerea pierderilor generate de
fluctuatia cererii; economisirea de spatii de pro-
ductie la unitatile comerciale si satisfacerea in mai
bune conditii a cererii in perioada de varf.

Perfectionarea sectorului de alimentatie
publicd vizeaza, de asemenea, componenta sa
comerciald. In aceastd directie, se inregistreazi
modernizarea retelei comerciale din punct de
vedere structural si al distribuirii catre consuma-
tor, precum si diversificarea formelor de servire.

Astfel, In ceea ce priveste structura retelei,
se remarca tendinta de deschidere a unor unitati
cu functii complexe, menite sd raspunda unor
cerinfe mai variate, ca satisfacerea nevoii de
hrana, de divertisment si socializare.

O altd tendintd constd in aparitia noilor
tipuri de unitati — cofetarii, covrigarii, simigerii,
bistrouri, care se orienteaza pe anumite segmente
de clienti. De asemenea, se observa modificari in
cadrul formelor de comercializare utilizate n
alimentatia publica. Reteaua unitatilor de auto-
servire si ,,fast food”, caracterizate prin posibi-
litatea servirii prompte, se extinde rapid. Sistemul
»fast food”, foarte raspandit astdzi in lume, ofera,
de reguld, un sortiment limitat, dar la preturi

volume, respectively in the increasing number of
units. Qualitatively, are recorded changes aimed at
adapting to demand trend which are oriented to
modernize and improve production, improve and
diversify trading and serving forms, emergence of
newly established enterprises.

Another form of modern organization de
which is growing in our country is *“catering”,
which is characterized by separating the supply
and processing functions from those of marketing
and serving of products, and has the following
advantages: diversification of the assortment of
dishes; consistent and superior quality of dishes in
terms of nutrition, sanitary-hygienic, organoleptic,
rational and permanent use of labour; reducing
losses arising from fluctuations in demand; saving
production spaces in commercial facilities and
satisfaction in the best conditions of demand
during the peak period.

The improvement of public foodservice
sector aims, also, its commercial component. In
this direction is recorded the modernization of the
commercial network in terms of structure and
distribution to the consumer, as well as the diver-
sification of serving.

Thus, as regards the structure of the net-
work, there is a tendency to open units with
complex features that respond to more varied
requirements, such as: the satisfaction of the need
for food, as well as that for entertainment and
conviviality.

Another trend is the emergence of new
types of units — bakeries, bagel shops, bistros,
which are focused on certain segments of custo-
mers. In addition, there can also be seen changes
in the marketing forms used in public foodservice.
The network of self-service and ,,fast food” is
expanding, characterized by the possibility of fast
serving. The ,fast food” system, widely spread
nowadays, typically provides a limited but affor-
dable assortment, made with high rotation of
clientele and average comfort. In parallel with the
modernization of marketing and service forms
occurs a diversification of services offered by
complementary services provided by public
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accesibile, realizate prin vitezd mare de rotatie a
clientelei si confort mediu. Paralel cu moderni-
zarea formelor de comercializare si servire, are
loc si o diversificare a serviciilor cu caracter
complementar, oferite de unitatile de alimentatie
publica, servicii diferentiate structural in functie
de beneficiari.

Tn concluzie, remarcam:

1. Analiza pietei serviciilor de alimentatie
publica din mun. Chisindu a demonstrat ca
aceasta este dependenta de factorii politici,
economici, sociali si tehnologici si prezinta
o serie de particularitdti, forme distincte de
organizare, functii diferite raportate la
categoria de beneficiar, fapt explicabil prin
continutul acestei ramuri, destinate diver-
selor categorii de consumatori si rolul tot
mai important, pe care alimentatia publica
il indeplineste in viata economica si sociala
a tarii.

2. La etapa actuala, piata serviciilor de ali-
mentatie publicd din mun. Chigindu poate
fi divizata in trei segmente:

a) unitati cu deservire rapidd, care
constituie 38% din cota pietei;

b) cu pret mediu — 57%;

¢) scumpe — 5%.

3. Tn prezent, se schimba componenta, struc-
tura productiei, natura serviciilor, formatul
activitatilor din unitatile de alimentatie
publica, fapt ce creeaza premise pentru
aparitia noilor tipuri si formate de unitati si
respectiv modificari in structura pietei ser-
viciilor de alimentatie publica.

Cu toate ca statisticile denotd cd numarul
de unitati de alimentatie publica si cifra de
afaceri sunt in crestere cu fiecare an, mai multe
unitati inregistreaza pierderi, iar unele dintre ele
isi sisteaza activitatea. Piata alimentatiei publice
din mun. Chisinau este variatd, iar in scopul de a
atrage vizitatori si pentru a-si mengine pozitiile,
trebuie sa concureze prin furnizarea de servicii de
cea mai buna calitate, precum si prin prestarea de
noi servicii si formate de afaceri, bazate pe dez-
voltarea productiei locale.
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foodservice units,
beneficiaries.

In conclusion, we note:

1. The analysis of public foodservice
services market in Chisindu, demon-
strated that it is dependent on political,
economic, social and technological fac-
tors and presents a number of features,
distinct forms of organization, different
functions in relation to the category of
beneficiary, which is explained by the
contents of this branch designed for
various categories of consumers and the
increasing role that public foodservice
fulfils in the economic and social life of
the country.

2. In the current phase the public food-
service services market in Chisinau can
be divided in three segments:

a) quick-service units, white consti-
tute 38% of market share;

b) the average price — 57%;

c) expensive — 5%.

3. Currently is being changed the compo-
sition, production structure, nature of
services, format activities in public
foodservice units, which generates pre-
requisites for the emergence of new types
and formats of units and changes in the
structure of the public foodservice ser-
vices market, respectively.

Although statistics show that the number of
public foodservice units and turnover is increa-
sing every year, many units register losses, and
some cease their activity. The public foodservice
market in Chisindu is varied, and, in order to
attract visitors, and maintain its positions, it must
compete by providing the best quality services, as
well as by providing new services and business
formats, based on the development of local
production.

services differentiated by
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BRANDINGUL BAZAT PE
CERCETAREA PREFERINTE-
LOR CONSUMATORILOR

Drd. Igor BELOSTECINIC, ASEM
igor.belostecinic@gmail.com

Acest articol este dedicat brandingului
modern, alinierii managementului de brand la
tendintele moderne ale comportamentului clien-
tilor pe piatd. In prezent, subiectul este relevant,
deoarece experienta demonstreaza ca doar mana-
gementul de brand competent conduce la cregte-
rea de capital al companiilor, dezvoltarea si majo-
rarea veniturilor lor. Tn lucrare, se analizeaza
aplicarea tehnicilor moderne in cercetarea pietei.

Cuvinte-cheie: strategie, brand, branding,
brand-management, marca, marketing strategic,
cercetari, clienti.

JEL: M3; M31.

I. Introducere

Analizand experienta internationald si lo-
cala in domeniul marketingului si al brandin-
gului, ne-am decis sa exploram piata locala,
pentru a afla care sunt cele mai vestite si populare
branduri, in randul populatiei. Sarcina noastra nu
rezidd 1n estimarea valorii brandurilor locale,
ceea ce ar fi dificil de executat din cauzi ca,
pentru o astfel de estimare, nu exista o metodo-
logie unica. Unele birouri guvernamentale, com-
panii private incearca sa efectueze niste evaluari,
concursuri (toate — contra plata) de tip ,,Marca
Anului”, , Notorium” etc., nsd, in aceastd lu-
crare, nu vom prezenta rezultatele acestora. Tn
opinia noastrd, metodologia procedurii de eva-
luare nu este in intregime obiectivd. Important
este faptul ca, in ,,brandul” anului, se incadreaza
doar acele branduri, care sunt finregistrate n
competitii contra platd. Din punctul nostru de
vedere, majoritatea celor mai scumpe branduri
din R. Moldova au ,,intrat in top” inca pe tim-
purile sovietice. De aici, conchidem ca brandul,
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BUILDING BRANDING
BASED ON CONSUMER
RESEARCH

PhD student Igor BELOSTECINIC, ASEM
igor.belostecinic@gmail.com

This article is dedicated to the modern bran-
ding, which builds brand management in close
relation to current customer behavior trends on
the market. The subject is relevant, since the prac-
tice shows that only adequate brand management
can lead to the increase of companies’ brand
capital, their development and income growth.
The thesis analyses the use of modern market
research methods.

Key words: strategic, brand, branding,
brand-management, trademark, marketing, strate-
gic marketing, research, clients.

JEL: M3, M3L1.

I. Introduction

While examining the foreign and local expe-
rience in marketing and branding, we have deci-
ded to explore the local market and find out,
which brands are best known and popular among
country’s citizens. We are not intending to calcu-
late the cost of local brands, since it will be rather
hard to do. Besides, there is no unified metho-
dology for such calculation. Some state offices
and private companies try to organize some sort of
ratings or competitions (all — fee-based), such as
“Marca Anului”, “Notorium”. However, we will
not mention their results in this thesis, since we
think that the popularity estimation methodology
is not quite impartial, and besides, only those
brands that register for such competitions and pay
for them get to participate. We believe that the
majority of the most valuable Moldovan brands
“have got to the top” since the Soviet period. The-
refore, the older the brand is, the more valuable it
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cu cat e mai vechi, cu atat el, de facto, e si mai
scump, insad se cere mentionat faptul ca apar si
branduri noi, ce se dezvolta activ.

Tn prezentul studiu, s-a recurs la cercetiri
de teren si de birou, au fost studiate focus-grupuri
si opiniile managerilor de top. In special, pentru a
face acest studiu reprezentativ, au fost analizate
companiile din toatd R. Moldova, cu scopul de a
intelege care sunt marcile cu adevarat populare,
ce este necesar de ficut pentru a céstiga aceasta
popularitate si ce este esential ca un brand sa
devina puternic.

I1. Studiul nivelului de constientizare a
preferintelor consumatorilor moldoveni fata
de brandurile locale

Pentru edificarea unei imagini complete si
obiective, cercetarea nu s-a limitat doar la Chisinau
(desi, din cauza depopuldrii dramatice a tarii,
anume, capitala Republicii Moldova este cea mai
reprezentativa, in ceea ce priveste prezenta celui
mai mare numar posibil de branduri si a nivelului
lor de vizibilitate). Conventional, R. Moldova a
fost Tmpartita in 5 regiuni: centru, nord, est, sud
si vest. Din fiecare dintre aceste regiuni, au fost
selectate oragele cele mai mari si cele mai active
din punct de vedere comercial, precum si cate un
oras mai mic, asezare de tip urban sau sat. S-a
tinut cont de faptul ca aproape jumatate din popu-
latie traieste in zona rurald. Satele din fiecare
regiune mentionatd anterior au fost selectate
aleatoriu, pentru a reduce la maximum orice
subiectivism in selectarea unei sau altei localitati.
Astfel, au fost selectate urmatoarele orase:

Centru — mun. Chisiniu, s. Panasesti

Nord — mun. Bilti, or. Briceni

Est — mun.Tiraspol. a.t.u. Pervomaisc

Sud - or. Cahul, s. Congaz

Vest — or. Ungheni, s. Bilanesti

Respondentii au fost intrebati (intr-una
dintre limbile vorbite de catre respondent —
romana, rusad sau gagauza):

»Va rugim sa numiti cele mai cunoscute,
in opinia dumneavoastri, mirci comerciale
moldovenesti, branduri locale? Cele cunoscute
si folosite de voi cel mai mult”.

actually becomes. However, it is worth mentio-
ning, that young and vibrant brands also appear.

In our study we did some field and desktop
research, studied the focus groups and the opi-
nions of top-managers (for the study to be repre-
sentative, we made a sampling that included the
entire country) in order to understand, which
brands are actually popular and what has to be
done to earn this popularity and to become a
strong brand.

I1. Analyzing Moldovan customers’ awa-
reness and preferences for the local brands

In order to get a more complete and
objective image, our research was not limited to
Chisinau only (although, due to high population
decline, namely the capital of the RM is the most
representative in terms of the presence of the
maximum quantity of brands and extent of their
publicity). We roughly divided Moldova into 5
parts: Center, North, East, South and West. In
each part, we chose one largest or most active city
in terms of business, as well as one small town,
township or village. Let us not forget that about a
half of country’s population still lives in rural
areas. We chose each village in the afore-
mentioned regions at random, in order to decrease
any partiality while choosing the location.

So, the following locations were chosen:

Center — Chisinau mun., Panasesti village

North — Balti mun., Briceni town

East — Tiraspol mun., Pervomaisc

township

South — Cahul town, Congaz village

West — Ungheni town, Balanesti village

The respondents were asked the following
question (in one of the languages they speak -
Romanian, Russian or Gagauz):

“Please name the most popular, in your
opinion, Moldovan, local trademarks. The ones
you know the best or use”.

As a result, the following number of ans-
wers was further processed (lack of answer or
irrelevant answers were not taken into con-
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Ca urmare, a fost prelucrat urmatorul numar
de chestionare (cele fard variante de raspuns si
raspunsurile cu abatere de la subiect nu au fost
luate in considerare, fiind acceptate doar raspun-
surile la temd): mun. Chisindau (1007 persoane), s.
Panagesti (103 persoane), mun. Balti (519 per-
soane), or. Briceni (313 persoane), mun. Tiraspol
(502 persoane), a.t.u. Pervomaisc (227 de per-
soane), or. Cahul (319 persoane), s. Congaz (142
de persoane), or. Ungheni (314 persoane), s. Bala-
nesti (107 persoane). Total — 3553 de persoane.

n baza rezultatelor studiului, au fost rele-
vate 40 de nume de marca (de la locul 1 spre al
40-lea), dupa cum urmeaza: Bucuria, Cricova,
Gura Céinarului, Andy’s Pizza, Franzeluta, Natu-
ralis, MAIB, Linella, VIS, Purcari, Moldcell,
Incomlac, Orange, Starnet, Rompetrol, Calarasi,
Agua Uniga, Kvint, OM, Unite, Tucano Coffe,
Metro, Zorile, Perfect, Chisinau, Buket Moldavii,
Avicola Floreni, Gas Natural Fenosa, 999.md,
Sheriff, Vinuri de Comrat, Carmez, Publika TV,
Rogob, Unimarket, Doina, Jurnal TV, Maximum,
ASEM, La Placinte. Din datele finale, este
evident cd, deoarece esantionul cetitenilor
moldoveni implicati 1i include si pe cei din
regiunea de est (asa-numita Transnistria), apar
branduri necunoscute sau putin cunoscute pe
malul drept al Nistrului (spre exemplu, Sheriff).
Cercetarea a demonstrat cd, printre cele mai
populare si cunoscute marci comerciale -
majoritatea sunt produse alimentare si bauturi,
aceasta reconfirma faptul ca populatia republicii
cheltuie marea parte a bugetului familiei pe
subzistenta. Bucura faptul ca, printre branduri, tot
mai multe sunt noi si de perspectiva, care, pe an
ce trece, devin tot mai puternice.

1. Studiul focus-grup si al opiniilor
managerilor de top despre cele mai renumite
si promitiatoare branduri din Moldova

In paralel cu studiul preferintelor fata de
branduri si vizibilitatea brandurilor locale, 1n
randurile populatiei Republicii Moldova, a fost
efectuat un alt tip de cercetare — au fost studiate
brandurile locale prin colaborare cu un focus-
grup, in cazul dat, printre clientii avansati.
Prezenta lor in Chisindu implica o vizibilitate mai
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sideration. We took into account only the rele-
vant ones):

Chisinau mun. (1007 per.), Panasesti village
(103 per.), Balti mun. (519 per.), Briceni town
(313 per.), Tiraspol mun. (502 per.), Pervomaisc
township (227 per.), Cahul town (319 per.),
Congaz village (142 per.), Ungheni town (314
per.), Balanesti village (107 per.).

In total — 3553 people.

Research results show the most relevant 40
trade marks (from the 1st position to the 40th):
Bucuria, Cricova, Gura Cainarului, Andy’s Pizza,
Franzeluta, WNaturalis, MAIB, Linella, VIS,
Purcari, Moldcell, Incomlac, Orange, Starnet,
Rompetrol, Calarasi, Agqua Uniga, Kvint, OM,
Unite, Tucano Coffe, Metro, Zorile, Perfect,
Chisinau, Buket Moldavii, Avicola Floreni, Gas
Natural Fenosa, 999.md, Sheriff, Vinuri de
Comrat, Carmez, Publika TV, Rogob, Unimarket,
Doina, Jurnal TV, Maximum, ASEM, La
Placinte. The results show that because of the
fact that the citizens of Moldova including
Eastern regions (so called Transnistria) took part
in the sampling, there appear some brands that
are not known or little known at the right bank of
the Dniester river (e.g. Sheriff). The research
showed that the trade marks of food products and
drinks are the most popular and well-known
ones. This once again proves that the Republic’s
population spends much of its family budget on
food. It is pleasant to see that the number of
young and promising brands, that gain in
strength year by year, grows.

I11. Studying the focus group and opi-
nions of top-managers on the most well-known
and promising Moldovan brands.

Along with studying preferences in brands
and awareness of Moldovan population about
local trademarks, we also carried out another
research — we have studied local brands based on
the work with the focus group. This time it was
the group of the most progressive buyers — the
fact that they live in Chisinau implies the better
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sporitd a brandurilor locale, deoarece, in Chi-
sindu, este concentrat cel mai mare numair de
branduri prezente in R. Moldova.

La cercetarea focus-grupului, au participat
100 de persoane (persoane intamplatoare, cu
varsta cuprinsa intre 18 si 60 de ani, jumatate din
ei fiind barbati si jumatate femei), care locuiesc,
lucreaza sau 1si fac studiile in Chisindu si repre-
zintd partea activa a populatiei din capitala. Inter-
vievatii sunt studenti, angajati in campul muncii
sau cumuleaza aceste doud ocupatii. Cercetarea a
fost efectuatd in luna august 2016, in Chisinau si
s-a desfasurat timp de cinci zile lucratoare, fiind
organizate grupe a cite douazeci de persoane in
oficiul agentiei PMA. Cercetarea a fost impartita
in doua etape — cercetarea celor mai cunoscute
branduri/méarci comerciale din fiecare grupa de
marfuri propuse si cercetarea brandurilor locale
noi/cu potential. Intervievatilor li s-a propus sa
numeascd trei cele mai cunoscute sau cele mai
bune marci comerciale, sau cele in care ei, per-
sonal, au incredere, le cunosc cel mai bine, din
fiecare grup de marfuri propus spre cercetare.

Consumatorii din Chigindu sunt mai infor-
mati in ceea ce priveste brandurile care nu fac
parte din categoria ,,produse alimentare si bau-
turi”, In comparatie cu consumatorii din zona
rurald. Clientul din Chisindu este cel mai infor-
mat din tard, efortul depus pentru a corespunde
preferintelor si asteptdrilor lui este unul mai
,,mare si mai subtil”.

In cea de a doua parte a studiului, toti res-
pondentii relevd perspectivele brandurilor pro-
puse spre analizd, fapt ce demonstreaza ca fiecare
brand poseda o posibila cale spre dezvoltare si ca
nu toate mijloacele si instrumentele marketin-
gului au fost aplicate. Aceastd constatare ofera

Totodata, s-a decis desfasurarea altei ana-
lize prin metoda de chestionar-interviu al catorva
manageri de top, specialisti in domeniul marke-
tingului si vanzarilor. Intrebarile au tinut de
domeniul brandingului, s-au raportat la proprie-
tarii acelor branduri, care, dupa parerea noastra,
dispun de o experientd administrativa de succes.
S-a propus sa fie puse in discutie viziunile aces-
tora in ceea ce priveste promovarea brandului, fie

awareness of the local brands, since the majority
of Moldovan brands are concentrated in Chisinau.

As much as 100 persons took part in the
focus group study (random people aged 18 to
60 years, half of them men and another half —
women), all living, working or studying in
Chisinau. In other words, the active part of the
capital’s citizens. All the respondents are either
studying, or working, or combining both. The
research was carried out in Chisinau, in August
2016. It was conducted in 5 working days, in
groups by 20 persons in the PMA office. The
research was divided in two parts — the study of
the most popular trademarks/brands in each pro-
posed commodity group and the study of young
/promising local brands. We proposed the respon-
dents to name three most popular, best or most
trusted or well-known trademarks in each of the
commodity groups being studied.

Chisinau consumers are better aware of
brands that do not fall into the “food and drinks”
category, than those from the outskirts. Chisinau
costumers are the most informed ones in the
country. You have to work “better and more
delicately” if you want to attract their wishes and
thoughts.

In the second part of the study, all of the
respondents mention the prospects of the proposed
brands — this means that each brand has room for
improvement and not all available marketing
instruments, that will allow bettering the situation,
were used.

We have also decided to conduct the
research by inquiring and interviewing some of
the local top-managers, marketing and sales,
branding professionals, business owners — of
those brands, which, in our opinion, have a suc-
cessful managing experience. We wanted to
discuss with them their vision of promotion of
their own or external brands on the local market,
the vision of the general situation on the market
over the long term — from the day Moldova
became independent till present.
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propriu, fie al unei companii din afard, de pe
piata autohtond: viziunea generald a situatiei
actuale pe piatd, perspective de lungd durata,
evolutia pietei din momentul declararii Indepen-
dentei Republicii Moldova si pana in prezent.

Elementul cel mai valoros, in acest studiu,
il reprezintd posibilitatea de a obtine informatii
interne din prima sursd. Prezentul studiu este
executat cu o aplicabilitate maxima a sarcinilor
marketingului in conditii reale.

Majoritatea managerilor sunt condusi de
propria intuitie, indeosebi la etapele initiale ale
promovarii brandului propriu, vorbind de peri-
oada 1990-2000, in acelasi timp, ei inteleg si con-
firma importanta aplicarii normelor, strategiilor
marketingului pentru o promovare de succes. Se
evidentiazd importanta unei strategii bine plani-
ficate, unanim se afirma cd, pentru a deveni un
brand de succes, este necesar sa se dispund de un
produs calitativ, cu o viziune si misiune definite,
cu o relatie directa si corecta fata de client.

In acelasi timp, brandul trebuie sa fie mo-
dern, la elaborarea acestuia este necesar sa se
studieze trendurile pietei si actiunile atat ale con-
curentilor, cat si ale propriilor clienti. La momen-
tul actual, R. Moldova nu este un brand cunoscut
pe plan international, fapt ce denotd un potential
mare de dezvoltare. Specificul national si cultura
consumatorului sunt factorii esentiali, care influ-
enteazd modul in care produsul este promovat si
vandut. Procesul planificarii strategice trebuie sa
includa tehnici inovatoare ale marketingului-mix,
sd le utilizeze activ, in cazul 1n care resursele si
metodele clasice au fost epuizate. Brandul se naste
sau se creeaza? Parerile sunt impartite, majoritatea
considerand ca el se creeaza. Existd un teren mare
neexplorat, pentru crearea si mentinerea brandu-
rilor puternice in R. Moldova, in conditiile unui
marketing profesionist si ale atragerii resurselor
financiare necesare. Majoritatea managerilor
considera ca un brand calitativ poate fi creat si cu
resurse financiare modeste.

IV. Concluzii

Tn baza rezultatelor studiilor, s-a confirmat
incd o datd ca, in conditiile aplicdrii politicilor
corecte de marketing al brandului, daca strategiile
aplicate sunt de lunga duratd, poate fi castigata
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This type of research is especially valuable,
since one can get insider information straight from
the source, maximum practical execution of
marketing tasks in real life.

The majority of top-managers trust their
instincts more, especially — at the early stages of
brand promotion in 1990’s — beginning of 2000’s.
At that, they understand and agree that more suc-
cessful promotion demands observance of pro-
fessional marketing rules, strategies and planning.
Almost all of them say that a successful brand has
to be, first of all, a high-quality product with aim
and mission clearly set, understandable commu-
nications towards the clients. A brand also has to
keep up with the times and keep track of market
trends, actions of competitors and of the clients
themselves. Moldova is not a popular and full-
scale international brand yet, and thus it has
prospects for development. National specifics and
culture of consumption greatly affect the way the
brands need to be sold and promoted and should
definitely be considered. The strategic marketing
planning related to brands should necessarily
include innovative marketing mix tools, and the
latter should be actively used when the resource of
the traditional ones is depleted. Are brands being
born or raised? The opinions divided. The
majority thinks that brands are being raised. There
exists a room to create, support strong brands in
Moldova. To this end, one has to use an adequate
marketing approach and attract the necessary
financial resources. A part of managers considers
that a good brand can be created by using small
financial resources.

IV. Conclusions

Our research once again confirmed that a
correctly built marketing policy, long-term and
strategic marketing planning of brands could
allow one to quickly gain trust of almost any cus-
tomer, even a very meticulous one. This yet again
proves that if you create a high-quality product
with clear brand-aim and understandable com-
munications, the client will accept you as a
“friendly brand”.
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rapid Increderea, chiar si a celui mai pretentios
client. Toate acestea reconfirma faptul ca, daca
creati un produs calitativ cu o misiune de brand si
un mesaj clar, clientul va va accepta destul de
rapid drept ,,brand personal”.

Topul 40 al celor mai cunoscute branduri,
in majoritatea sa, consta din marci comerciale din
categoria produselor alimentare, fapt ce demons-
treazd ca populatia are o ratd scazuta a puterii de
cumparare. Rezultatele cercetérilor de teren, pri-
vitoare la popularitatea brandurilor locale, difera
de rezultatele diverselor concursuri, ratinguri si
topuri platite.

Clientii din Chigindu sunt destul de avan-
sati si informati in domeniul brandurilor natio-
nale, ceea ce confirma ca majoritatea brandurilor
nationale sunt concentrate nemijlocit in capitala.
Consumatorul este deschis chiar si spre branduri
putin cunoscute de el. Avand ca baza o analiza
superficiald a brandului, imaginea vizuald a
produsului si serviciile sale, clientul il accepta
destul de rapid si 1l pozitioneazd drept brand de
perspectiva, care poate acapara repede increderea
consumatorului.

Un brand de succes, mai Tntai de toate, este
un produs calitativ, cu o misiune si scop bine
definite, cu un mesaj pe intelesul clientului sau.
Republica Moldova, la momentul actual, nu este
un brand cunoscut pe plan international, ceea ce
ne oferd perspective de dezvoltare.

Este necesar sa se ia in considerare faptul
ca specificul national influenteaza mult modali-
tatea de promovare si vanzare a brandului. O
parte a managerilor considerda ca un brand cali-
tativ poate fi creat si fard a dispune de resurse
financiare considerabile.

Brandul se creeaza sau se naste? Se creeazi
si se naste. Un brand poate fi creat (,,nascut”) de la
zero, cultivat prin investitii in dezvoltarea acestuia.
Se poate lua o marcd comerciald necunoscuta si
crea din ea un brand de rezonanta. Cu mici clari-
ficari, raspunsul este urmatorul: Brandul poate fi
,.,hascut” de la zero, daca investitiile in dezvoltarea
lui vor fi corecte, acestea vor conduce la cresterea
capitalului nematerial, astfel contribuind semnifi-
cativ la definirea brandului, la ,,cultivarea” lui.

The top 40 of the most popular brands
mainly includes trademarks related to food pro-
ducts consumption, which is another proof of
the fact that the paying capacity of Moldovan
population is low. The data of the field study on
the local brands popularity differ from various
fee-based contests, ratings, tops, etc.

Chisinau consumers are pretty progressive
and well-informed about national brands, which
also confirms the fact that the majority of national
brands is concentrated namely in the capital city.
The consumers are responsive and apt to quick
communication even with a brand that is little-
known to them, based only on a shallow analysis
of such brand’s visual image, its commodities and
services. They are able to gain the trust of such
brand and immediately describe it as a promising
one, which can be trusted. A successful brand is,
first of all, a high-quality product with aim and
mission clearly set, understandable communica-
tions towards the clients. Moldova is not a popular
and full-scale international brand yet, but it has
prospects for development. National specifics and
culture of consumption greatly affect the way the
brands need to be sold and promoted and should
definitely be considered.

It is important to consider the fact that the
national peculiarity influences the ways of brand
promotion and sale. Some of the managers con-
sider that a good brand can be created by using
small financial resources.

Are brands being “born or raised”? Both.
One can create, “give birth” to a brand from
scratch, raise it and invest in its development. On
the other hand, it is possible to take a little-known
trademark and make a bright brand out of it. With
a small specification, the answer is as follows:
a brand can be “given birth” to from scratch and
if you competently invest in it, the increase of
market capital will lead to the fact that you your-
self took part in its building, meaning that you
brought it up.

Revista / Journal ,,ECONOMICA” nr.1 (99) 2017



BUSINESS S1 ADMINISTRARE / BUSINESS AND ADMINISTRATION

Referinte bibliografice / Bibliographic references:

Carti si monografii

BUSCH, P.S. and HOUSTON, M.J. Marketing Strategic Foundations. — Homewood, IL:
Richard D. Irwin, 1985. — p. 22.

JACOBY, J. and CHESTNUT, R.W. Brand Loyalty: Measurement and Management. — New
York: Wiley, 1978.

AAKEP, Iaun. Cozdanue cunvuvix openoos / 1. Aakep. — M.: M3narenbckuii qom I'peben-
HukoBa, 2008. 440 c.

JOBUC, Cxor, HAHH, Maiikn. bpeno-ounoune. Cozdanue OusHeca, pacKkypouu8aroueo
openo. CI16.: I[Tutep, 2005. 320 c.

KJISIMH, Haomu. No Logo. JTioou npomus 6perndos. M.: 2012, JloGpas kuura. 624 c.

KOVIJIN, A., ®IEABUK, I1. Co3zdanue mopeosoti mapku: onvim decsimu Hauboee yYCHeuHblx
opumanckux npaxmuxos. M.: Undpa-M, 2004. — 240 c.

Mak/IOHAJIb/I, M., YHEPHATOHMW, JI. bpenoune. Kax cozoams mowrwiil Operno. M.: FOHUTH-
Hamna, 2006. — 560 c.

TAMBEPT, B., BA/IbUH, A. bpeno. boesas mawuna 6uzneca. M.: Omammn-buznec, 2005. 240 c.
TPAVT, JI., PAVIC, 3. Mapkemuneosuie sotinv. M.: Jlenosoit 6ectcemep, 2009. — 304 c.

. YUJUIEP, A. Huousuoyanvnocms 6penda. PyxkogoOcmeo no co30anuio, NpoOGUICEHUIO U

noodepaicke cunvibix openoos. M.: Ansninna busuec byke, 2004. — 235 c.

Articole in publicatii periodice

. bpengpl MonnoBel 3a3ByuaT rpomue, 1Mo MaTepuaiaMm mpecc-penusa. KummneB, DkoHOMH-

yeckoe O6o3penue Jloroc-IIpecc, Ne 46, 2012, —c. 8.
BEJIOCTEUHUK, U. Psinox pexnamol: 6 6ur60poos u 6 poauxos na pacmep3anue dKCHepmy
(mupexrop arenrctBa Promarketing), ;xypHan «Business Class», Ne44, 2010, — c. 90.

Revista / Journal ,,ECONOMICA” nr.1 (99) 2017 —


http://www.ozon.ru/context/detail/id/1546505/
http://www.ozon.ru/context/detail/id/1546505/
http://www.ozon.ru/context/detail/id/857300/
http://www.ozon.ru/context/detail/id/857300/

BUSINESS S1 ADMINISTRARE / BUSINESS AND ADMINISTRATION

CZU: 338.48(478):005.21

STAREA INDUSTRIEI
TURISMULUI TN REPUBLICA
MOLDOVA IN CONDITIILE
ACTIVARII MECANISMELOR
MODERNE ALE MANAGE-
MENTULUI STRATEGIC

Drd. Irina CROTENCO, ASEM
crotenco.irina@gmail.com

In prezentul articol, este cercetata starea
actuald a industriei turismului in Republica
Moldova. Sunt analizate datele raportarii statis-
tice privind turismul intern si extern in Republica
Moldova pe anii si pe tarile — furnizori si consu-
matori de turisti. Pe baza metodelor matematice,
sunt calculate cantitativ tendintele in dinamica
ale turismului intern si extern §i este fdcutd
prognoza modificarilor acestora pe termen scurt,

......

turism si calatorii al Forumului Economic Mon-
dial, sunt descrise mecanismele managementului
strategic al industriei turismului din Republica
Moldova si formulate concluziile cu privire la
dezvoltarea lor.

Cuvinte-cheie: industria turismului n
R. Moldova, managementul strategic, competiti-
vitatea turismului, tendinte in dezvoltarea turis-
mului in R. Moldova.

JEL: L83, N70, O52.

Introducere

In conditiile actuale, industria turismului
este unul dintre cele mai importante si in per-
manenta dezvoltare domenii ale economiei mon-
diale. Tn anul 2016, numarul de sosiri internatio-
nale a atins 1 mld. 235 de mln. si a crescut cu
aproximativ 46 mln. de turisti, asigurand, toto-
datd, 10% din PIB-ul mondial, 7% din exportu-
rile mondiale de bunuri si servicii, 30% din
exporturile de servicii si fiecare al 11-lea loc de

CZU: 338.48(478):005.21

STATE
OF MOLDOVA'’S
TOURISM INDUSTRY
IN CONDITIONS OF MODERN
STRATEGIC MANAGEMENT
MECHANISMS

PhD candidate Irina CROTENCO, ASEM
crotenco.irina@gmail.com

In the article is investigated the current state
of the tourism industry in Moldova. Is analyzed
statistical reporting data on inbound and out-
bound tourism in Moldova by years and by coun-
tries — suppliers and consumers of tourists. Based
on mathematical methods are quantitatively cal-
culated trends in the dynamics of inbound and
outbound tourism and is proposed a forecast of
their changes in the short term. Is analyzed the
state of the tourism competitiveness in Moldova in
the travel and tourism competitiveness ranking by
the World Economic Forum. Are described the
strategic management mechanisms of the tourism
industry of Moldova and formulated conclusions
on their development.

Key words: Moldova's tourism industry,
strategic management, tourism competitiveness,
tourism development trends in Moldova.

JEL: L83, N70, O52.

Introduction

In modern conditions, tourism industry is
one of the most important and fastest growing
areas of the global economy. In 2016, the number
of international tourist arrivals reached 1 billion
235 million and has increased over the year by
about 46 million people, while providing 10% of
world GDP, 7% of the world exports of goods and
services, 30% of exports of services and each 11"
job [7]. 2016 was the seventh consecutive year
with the steady growth of international tourism
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munca [7]. 2016 a fost al saptelea an consecutiv,
care s-a remarcat prin cresterea constantd a
turismului international dupd criza economica si
financiara mondiald din 2009. In acelasi ritm, au
crescut si veniturile din turismul international [6].

Turismul, de asemenea, prezinta o influ-
enta benefica asupra societatii. Gratie dezvoltarii
turismului, apar noi locuri de muncad in unele
ramuri conexe ale economiei, se dezvoltd siste-
mele de comunicatii, creste nivelul de pregatire si
de culturd generalda al populatiei, de instruire
profesionala etc. Asadar, tot mai multe tari acor-
da o atentie sporitd dezvoltarii turismului local si
international, ca fiind una dintre cele mai impor-
tante ramuri printre priorititile nationale. In ace-
lagi timp, agravarea rivalititii economice pe
pietele internationale, cresterea importantei de
munca mai activd 1n directia de dezvoltare a
instrumentelor moderne ale managementului
strategic. Aceasta conduce la cresterea necesita-
tilor de implementare a celor mai moderne forme,
metode si mecanisme de gestionare strategica in
domeniul turismului national.

Material si metodi. Baza metodologica
a cercetdrii o constituie analiza sistematicd si
structurala. Studiul se bazeazad pe legile, princi-
piile si categoriile logicii dialectice. Metodologia se
axeaza pe astfel de metode, precum analiza cali-
tativa si cantitativa a datelor, sinteza, comparatia,
inductia si deductia, descrierea, modelarea eco-
nomico-matematica, metodele statistice pentru
studierea situatiei economice. Rezultatele proce-
sate de catre aceste metode ne permit sa repre-
zentdm relatiile cantitative sub forma de grafice,
diagrame, tabele.

Baza informationald a articolului include
lucrarile cercetatorilor strdini si locali in dome-
niul teoriei si practicii managementului strate-
gic, datele raportarii statistice si analitice si infor-
matii colectate de la organizatii nationale si
internationale, in special, materialele Biroului
National de Statistici al Republicii Moldova,
Agentiei Turismului Republicii Moldova, Orga-
nizatiei Mondiale a Turismului, Forumului Eco-
nomic Mondial.
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after the global economic and financial crisis of
2009. The income from international tourism is
also growing respectively [6].

Tourism also has a considerable social im-
pact on society. It helps creating new jobs in
related industries of the economy, developing
communication systems, increasing literacy of
the population, its common culture, professional
education, etc. As a result, a growing number of
countries, in recent years, are paying increased
attention to the development of domestic and
international tourism as one of the leading sectors
among national priorities. At the same time, the
aggravation of economic rivalry on the interna-
tional market, the growing importance of enhan-
cing regional competitiveness require more vigo-
rous activity in the direction of development of
current strategic management mechanisms. This
leads to the increased demand of implementation
of the most modern forms, methods and mecha-
nisms of strategic management in the national
tourist areas.

Material and methods. The methodological
basis of the research is the systematic and struc-
tural analysis. The study is based on the laws,
principles and categories of dialectical logic. The
methodology focuses on techniques such as qua-
litative and quantitative data analysis, synthesis,
comparison, induction and deduction, descrip-
tion, economic-mathematical modelling, statistical
methods for studying the economic situation.
Processed by these methods, the results allow us
to show the quantitative relationships in the form
of graphs, charts, tables.

Information base of the article includes the
works of foreign and domestic researchers in the
field of theory and practice of strategic manage-
ment, analytical and statistical reports data and
information from national and international orga-
nizations. In particular, the materials of the
National Bureau of Statistics of the Republic of
Moldova, Tourism Agency of the Republic of
Moldova, World Tourism Organization, World
Economic Forum.
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Articolul se bazeaza pe documente legis-
lative si strategice, care reglementeaza activitatea
industriei, precum Legea cu privire la organizarea
si desfasurarea activitatii turistice in Republica
Moldova si Strategia de dezvoltare a turismului
»lurism 2020” si alte documentele nationale si
internationale din domeniul turismului.

Rezultate si discutii

Tn prezent, in R. Moldova, numirul total de
turisti a ajuns la 240 mii de persoane (190 mii de
turisti externi, 37 mii de turisti §i excursionisti
moldoveni — participanti la turismul intern si 15,5
mii de vizitatori straini sositi in {ara noastra) [4].
Cu toate acestea, tara noastra ocupd unul dintre
ultimele locuri din Europa dupa numarul de
turisti §i dupd pozitia privind solicitarea turistica
raportata la populatia tarii [7].

Tn urma analizei efectuate, s-a constatat ca,
pentru turismul extern al Republicii Moldova,
spre exemplu, Tnceputul anilor 1990 a reprezentat
una dintre cele mai productive perioade. Astfel,
in 1992, tara a fost vizitatd de 292 mii de per-
soane [2]. Dupa care, pe durata a 2 ani, turismul
intern (exportul turistic, care contribuie la venitul
tarii) a scazut brusc si a constituit, in anul 1994,
26 de mii de persoane (figura 1). In consecinta,
numarul de turisti straini sositi in R. Moldova
varia intre 9 si 33 de mii de persoane. Dupa anul
2000, cel mai bun rezultat a fost obtinut in anul
2004, cand, in tara noastra, au sosit in vizite turis-
tice 26 de mii de persoane. Numarul de vizitatori
straini, sositi in ultimii ani in tara noastra, nu este
prea mare. In particular, in anul 2015, numarul
vizitatorilor strdini a constituit 60%, raportat la
nivelul anului 2004 si respectiv 5%, in compa-
ratie cu anul 1992.

In raport cu diverse tari, numarul turistilor
sositi este destul de fluctuant. Astfel, numarul
turistilor din Federatia Rusa oscileazda de la
5145 de persoane, in anul 2000, pana la 1327, in
anul 2010. Numarul de turisti din Ucraina osci-
leaza de la 3406 persoane, in anul 2005, pana la
730, 1in anul 2010. Numarul de turisti din Belarus
s-a modificat de la 1161 de persoane, in anul 2005,
la 44 de persoane, in anul 2011. Cu toate acestea,
cota-parte din numarul total de turisti sositi in R.
Moldova din Rusia, Ucraina si Belarus s-a
micsorat de la 40%, in anul 2000, la 23%, in 2015.

The article is based on legislative and stra-
tegic documents regulating the activity in the
industry, in particular, the Law ,,On the organi-
zation and implementation of tourism activities in
the Republic of Moldova” and the Strategy of
tourism development ,, Tourism 2020” and other
national and international instruments in the field
of tourism.

Results and discussions

Today, in Moldova, the total number of
tourists is more than 240 thousand people (190
thousand visiting tourists, 37 thousand Moldovan
citizens, tourists and excursionists, participating in
domestic tourism and 15.5 thousand foreign
visitors arrived in the country). [4] At the same
time, the country is at one of the last places in
Europe by the number of tourists and tourism load
on the population [7].

Our analysis indicates that for inbound
tourism of Moldova, for example, the beginning
of the 1990s was one of the most productive
period. Thus, in 1992, 292 thousand people visited
the country [2]. Then, for two years, inbound
tourism (tourism exports, forming the country's
income) declined sharply and reached 26 thousand
people in 1994 (figure 1). Subsequently, the
number of foreign tourists in Moldova ranged
from 9 to 33 thousand people. Since 2000, the
best result was achieved in 2004, when 26 thou-
sand people arrived in the country on a tourist trip.
The number of foreign visitors arriving in recent
years in Moldova is low. In particular, in 2015,
the number of foreign visitors reached 60% of the
level of 2004 and 5% of 1992.

In terms of individual countries, the number
of incoming tourists is very unstable. Thus, the
number of tourists from Russia ranges from 5145
people in 2000 to 1327 in 2010. The number of
tourists from Ukraine ranges from 3406 people in
2005 to 730 in 2010. The number of incoming
tourists from Belarus changed from 1161 people
in 2005 to 44 in 2011. While the share of Russia,
Ukraine and Belarus in the total number of foreign
tourists in Moldova decreased from 40% in 2000
to 23% in 2015.
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Tn decursul anilor 2000-2007, s-a observat o
crestere a fluxului de turisti roméani in R. Moldova,
care a fost destul de stabila (1929 de persoane, in
2002 si 3496 de persoane, in 2005). Totusi, in anul
2008, numarul de turigti romani s-a diminuat de
trei ori, atingdnd cifra de 1070, iar Tn anul 2009, a
mai scazut pana la 765 de persoane. Urmarind, in
perioada 2010-2014, cresterea numarului de turisti
romani pe teritoriul Republicii Moldova, s-a
constatat cd nu au fost atingi indicii anului 2005
(3496 de persoane), in anul 2015, acest indice era
de 3178 de persoane, ceea ce constituia 90% din
nivelul anului 2005. Instabilitatea numerica a
turistilor sositi la sectiunea tari aparte se observa,
de asemenea, si 1n privinta turistilor din SUA,
Germania, China si din alte tari [2].

Turismul extern, pentru R. Moldova (im-
portul turistic, insotit de scoaterea valutei din tara
si finantarea dezvoltarii economiei tarii in care
intrd turistul), pe durata anilor 1992-2006, a
manifestat o tendintd instabila. Totusi, In anul
2006, atingand nivelul anului 1995, fluxul turis-
mului extern in R. Moldova, in cele din urma, a
crescut constant, intr-un ritm rapid (figura 1).

During the 2000-2007 period, there was an
increase in the tourist flow from Romania, which
has been stable (1929 pers. in 2002 and 3496
in 2005). However, in 2008 the number of Roma-
nian tourists has decreased three times down to
1070 people, and in 2009 even more — to 765
people. Growth in the number of Romanian
tourists in Moldova during the 2010-2014 has not
yet reached the indicator of 2005 (3496 pers.),
amounting in 2015 3178 people, i.e., 90% of the
2005 level. Instability in the number of incoming
tourists by countries is also observed in tourists
from the USA, Germany, China and other coun-
tries [2].

Outbound tourism of Moldova (tourist im-
port, accompanied by the removal of currency
from the country of exit and financing the eco-
nomy development of the country of entry) during
the 1992-2006 had unstable trend. However,
reaching in 2006 the level of 1995, outbound
tourism flows in Moldova subsequently only grew
steadily with high rates (figure 1).
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Figura 1. Dinamica turismului receptor si emititor in Republica Moldova in anii 1992-2015
(persoane) / Figure 1. The dynamics of inbound and outbound tourism in the Republic
of Moldova during 1992-2015 (people)

Sursa: elaborata de autor in baza [2], [3] |
Source: elaborated by author based on [2], [3]
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Printre tarile cu cel mai mare numar de turisti
moldoveni, 1n ultimii ani, se numarid Turcia,
Bulgaria, Grecia si Romania, care, in prezent, sunt
considerate primii patru lideri, cei mai atractivi
pentru turistii moldoveni. Cota-parte a acestor patru
tari a constituit, in anul 2015 — 88% din toate
calatoriile turistice organizate. Ucraina a pierdut
brusc din pozitiile sale pe piata turismului extern al
Republicii Moldova. Numarul turistilor moldoveni
in Ucraina s-a redus de la 14,8 mii de persoane, in
anul 2005 (cota-parte a pietei fiind de 26%), ceea ce
depaseste cu putin peste 3 mii, in anul 2015, fapt ce
a constituit mai putin de 2% pe piata turismului
moldovenesc extern. A scazut si cota-parte a
Germaniei pe piata turismului moldovenesc extern
(de 12 9,7%, in anul 2000 — la 0,3%, in anul 2015).

La moment, lider pe piata turismului extern
al Republicii Moldova este Turcia. Serviciile
turistice, relativ accesibile si de calitate, sunt
atractive pentru turistii moldoveni. In anul 2015,
Turcia se clasa pe primul loc la capitolul turism
extern in R. Moldova (69,7 mii de persoane).
Creste interesul si pentru Bulgaria. Luand in calcul
pozitia activd a guvernului bulgar cu privire la
sustinerea turismului 1n {ara, se poate presupune ca
turistilor
Bulgaria va creste in continuare §i va atinge
nivelul anului 2015 (55,7 mii de persoane).

Interesul cetatenilor moldoveni, la seg-
mentul preturi joase, este indreptat pe directia
turismului spre Grecia, care, in conditii economice

numarul moldoveni care viziteaza

deloc simple, in care se afld tara, este sustinut de
guvern. In anul 2010, numirul turistilor moldoveni
in Grecia a atins cifra de 2,0 mii, care, anual, era in
crestere, ajungand de la 40% pana la 100%. In
consecintd, in anul 2015, numadrul turistilor
moldoveni in Grecia a ajuns la 21,1 mii (depasind
cu 11% numarul turistilor externi).

Turismul directionat spre Romania a ocupat
locul 4 in turismul extern, locul trei fiind ocupat, Th
anul 2014, de Grecia. Cu toate acestea, tinand cont
de cresterea cu 13% (pana la 20,8 mii de persoane),
se poate preconiza o crestere, in continuare, a
numarului de cetateni din R. Moldova aflati printre
turistii care viziteaza Romania [3].

Among the largest consumers of Moldovan
tourists in recent years, we should mention
Turkey, Bulgaria, Greece and Romania, which
today represent the top four leaders that attract
Moldovan tourists. The share of these four
countries in 2015 accounted for 88% of all the
organized tourist trips. Ukraine abruptly lost its
position on the Moldovan market of outbound
tourism. The number of Moldovan tourists in
Ukraine has decreased from 14.8 thousand people
in 2005 (market share — 26%) to just over 3 thou-
sand in 2015, which amounted in less than 2% of
Moldova's outbound tourism market. Germany’s
share in outbound tourism of Moldova decreased
as well (9.7% in 2000 and 0.3% in 2015).

The leader in outbound travel market of
Moldova today is Turkey. Its relatively cheap tou-
rist services and high quality attract Moldovan
tourists. In 2015, Turkey was the first in the out-
bound tourism of Moldova (69.7 thousand peo-
ple). There is also a growing interest in Moldova
towards Bulgaria. Considering the active position
of the Bulgarian government to promote its
country as a tourism destination, it can be assu-
med that the number of Moldovan tourists in
Bulgaria will continue to grow and exceed the
level of 2015 (55.7 thousand people).

Greek tourism destination becomes interes-
ting in the low price segment for Moldovan citi-
zens. The Greek government, even in a difficult
economic situation in the country, actively sup-
ports it. In 2010, the number of Moldovan tourists
in Greece amounted to 2.0 thousand people, but
each year has grown from 40% to 100%. As a
result, in 2015 the number of Moldovan tourists in
Greece reached 21.1 thousand people (exceeding
11% of outbound tourists).

Romanian travel destination in the Mol-
dovan outbound tourism occupies the 4th place,
losing last year’s 2014 third place to Greece.
However, given the growth of 13% (to 20.8 thou-
sand people), we can expect a further increase in
the number of Moldovan citizens among tourists
visiting Romania [3].

The analysis shows that the decisive cri-
terion for the Moldovan mass tourist was, and will
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Analiza confirma faptul cad unul din crite-
riile de baza ale turismului in masa al moldove-
nilor este, a fost si ramane, intr-o perspectiva
medie, pretul calatoriei turistice. Scopul principal
al turistilor moldoveni peste hotare este odihna
de vara la mare, mai rar — la munte.

Studiind starea industriei turistice in R.
Moldova, Tn ultimii 10 ani, remarcim ca turismul
international intern §i extern, pe o perioadd mai
indelungata de timp, se caracterizeazd printr-0
dinamica diversificata a directiilor. Dupa anali-
zarea acestor date, considerate ca fiind provizorii,
se poate determina tendinta in dinamica a
acestora. A fost evidentiata tendinta de schimbare
a indicatorului turismului extern din RM in
perioada de investigatie (2006-2015) si cresterea
pronosticatd, in continuare, pana in 2017, cu
ajutorul liniei de trend de model polinomial,
descrisa prin urmatoarea formula:

y = 0,3568x” + 10,205x + 55,743

Precedenta formuld reflectd foarte exact
tendinta de crestere a deficitului turistic, precum
si pronosticul raportat la cresterea acestui indi-
cator pentru o scurtd perioadd cu aproximatie de
2 ani, ca fiind una veritabila pentru o perioada
provizorie cu o dinamica diversificatd nestabila.

Analizand schimbarea indicatorului pri-
vind numarul de sosiri turistice internationale in
R. Moldova, in perioada 2006-2015, s-a constatat
cd, In decurs de cativa ani, In limitele intervalului
dat, s-a Tnregistrat o scadere (2008-2011). Totusi,
in ultimii ani, se observa o tendinta stabila a
cresterii sosirilor turistice. Uniformizarea liniilor
trendului sosirilor turistice in R. Moldova poate fi
prezentatd conform urmaétoarei formule:

y = 0,2636x* - 2,6358x + 16,567

Trendul descris 1n ecuatia data este pozitiv
si reflectd tendinta cresterii sosirilor turistice.
Linia de trend de model polinomial ne-a permis
sd descriem tendinta modificérilor indicatorului
dat cu dinamica multidirectionald. Acest lucru
ne-a dat posibilitatea sa facem un pronostic
privind cresterea, In continuare, a numarului de
sosiri turistice internationale, astfel ca, in anii
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remain so in the medium term, the cost of a tourist
trip. The main objective of Moldovan tourists
abroad is summer vacation by the sea, rarely — in
the mountains.

Studying the state of the tourism industry in
Moldova for the last 10 years, we should mention
that inbound and outbound international tourism
over a long period is characterized by multi-
directional dynamics. Analysing these data as
time series, we can determine a trend in their
dynamics. We found a trend in changes of the
outbound tourism of Moldova during the study
period (2006-2015) and the projected growth until
the 2017 using a polynomial trend line described
by the equation having the following form:

)

This equation is a very accurate reflection
of the growth tendency of tourist departures and
forecast of a further increase of this indicator in
the short-term horizon of 2 years as the most
reliable for time series with unstable multidi-
rectional dynamics.

By analysing changes in the number of
international tourist arrivals in Moldova during
the 2006-2015, we found out that over a number
of years within this period there was a decline
(2008-2010). However, in recent years a steady
growth trend of inbound tourism appeared. The
equation of the trend line of tourist arrivals can be
presented as follows:

)

The trend described by this equation is
positive and reflects the tendency of growth of
tourist arrivals in Moldova. The polynomial trend
line described trend changes of this indicator with
multidirectional dynamics. This enabled us to
predict a further increase in the number of inter-
national tourist arrivals exceeding the previous
indicators in the 2016-2017.
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2016-2017, indicatorii sus-mentionati vor creste.

Incd un indicator nu mai putin important,
care caracterizeaza situatia in domeniul turismu-
lui din R. Moldova, este nivelul de competitivi-
tate al tarii, stabilit conform datelor Raportului cu
privire la competitivitate in domeniul célatoriilor
si turismului al Forumului Economic International,
care se intocmeste, din anul 2007, o data la 2 ani.

Republica Moldova oscila in topul global
intre locul 95 1n 2007, 93 in 2009, 99 in 2011 si
102 in 2013. Tn anul 2015, R. Moldova s-a plasat
pe locul 111. Insd, in anul 2007, se calcula in
baza numarului de 124 de tari participante, iar in
anul 2015, numarul tarilor participante a sporit la
141 de tari. Cu toate ca a regresat in clasament de
pe locul 95 pe 111, R. Moldova, in 2007, se plasa
pe locul 29, iar Tn 2015 — pe locul 30.

calatorii, care include 4 subindicatori: mediu
favorabil, politica in domeniul turismului si céla-
toriilor, infrastructura si resursele naturale si
culturale (tabelul 1).

Another important indicator characterizing
the situation in the tourism sector of Moldova is
the level of country’s competitiveness according
to the Travel and Tourism Competitiveness Re-
port by World Economic Forum (WEF), which is
presented since 2007 once in two years.

Moldova’s place in the global ranking of
travel and tourism competitiveness ranged from
95 in 2007 to 93 in 2009, 99 in 2011 and 102 in
2013. In 2015, Moldova occupied 111th place.
However, in 2007, 124 countries were taken into
account and in 2015 — 141. Despite moving from
95 to 111 place, Moldova in 2007 was the 29th
country from the end of the list, and in 2015 - on
the 30th place from the end.

In the study of the travel and tourism com-
petitiveness WEF uses Travel and Tourism Com-
petitiveness Index. It includes four sub-indexes:
Enabling Environment, Travel and Tourism Poli-
cy and Enabling Conditions, Infrastructure and
Natural and Cultural Resources (table 1).

Tabelul 1/ Table 1

Clasamentul sectorului de turism si cilitorii in R. Moldova pentru anul 2015 in subindicii
de competitivitate / Ranking for Travel & Tourism sector in Moldova in 2015 according
to the subindexes of competitiveness

Locul / Rank Puncte /
(1-141) Score (1-7)
Indexul competitivitatii sectorului de turism si calatorii / 111 316
Travel & Tourism Competitiveness Index

Mediu favorabil / Enabling Environment 61 4.86
Politica de turism si calatorii si conditiile favorabile / Travel and 116 3.70
Tourism Policy and Enabling Conditions
Infrastructura / Infrastructure 106 2.65
Resursele naturale si culturale / Natural and Cultural Resources 140 1.42

Sursa/Source: http://reports.weforum.org/travel-and-tourism-competitiveness-report-2015/ [5]

cea mai importantd pozitie a fost atribuitd crite-
— locul 22 din141. La

=9

riului ,,sdnatate si igiend

Of the 14 pillars of competitiveness, the best
position for Moldova was assigned to the criterion
Health and Hygiene — 22nd place out of 141.

Revista / Journal ,,ECONOMICA” nr.1 (99) 2017




BUSINESS S1 ADMINISTRARE / BUSINESS AND ADMINISTRATION

ceilalti indicatori, se observd o importanta dis-
persare a pozitiilor de top de la 60 la 139. Cele
mai neinsemnate estimari au fost acordate notiu-
nilor de ,,mediu de business”, ,,deschidere inter-
nationala”, ,,mostenire culturald si turism de afa-
ceri” si ,resurse naturale” (respectiv, locurile
115, 123, 135 i 139).

Cu toate ca indicatorii privind dezvoltarea
industriei turismului Tn RM sunt relativ mici,
trebuie sa remarcam ca, in ultimii zece ani, au
fost adoptate un sir de masuri privind reglarea si
gestionarea strategica in ramura. A fost adoptata
Conceptia de dezvoltare a turismului in Republica
Moldova pana in anul 2005, Legea ,,Cu privire la
turism” (2000), Strategia privind dezvoltarea
stabild a turismului in Republica Moldova n anii
2003-2015, Legea ,,Cu privire la organizarea si
implementarea  activitagii  turistice”  (2006),
Programele nationale ,,Drumul vinului” si ,,Satul
Moldovenesc” etc. Tn prezent, unul din documen-
tele importante strategice privind reglementarea
formarii industriei turismului din R. Moldova 1l
constituie Strategia de dezvoltare a turismului
,» Turism 20207, aprobata in anul 2014 [1].

Adoptarea si implementarea documentelor
strategice in sfera turismului joaca un rol
important In imbunatatirea indicatorilor, care
reflectd tendinta de dezvoltare a ramurii. Astfel,
odata cu adoptarea Strategiei de dezvoltare
stabila a turismului pentru anii 2003-2015,
numarul de turisti straini in R. Moldova a crescut,
in anul 2004, cu 10%. Noua strategie ,, Turismul
in anul 2020” a pus bazele reformarii industriei
turismului in R. Moldova, ceea ce a contribuit la
cresterea turismului intern, in anul 2014, cu 9% si
cu Tncd 8% in anul 2015.

In acelasi timp, dezvoltarea slaba a indus-
triei turistice a tarii este condifionata de faptul ca
acestei ramuri a turismului in R. Moldova nu i se
acorda atentia cuvenitd. Aplicarea mecanismelor
moderne de gestionare strategica din R. Moldova
se deosebesc frapant de cele aplicate in practica
internationala. Lipseste conceptia nationala de
dezvoltare a turismului, legea (2006) si strategia
(2014) nu corespund, in masura cuvenitd, nor-
melor internationale si europene, recomandarile

organizatiilor internationale (spre exemplu,
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Other pillars vary widely with ranking positions
from 60 to 139. The weakest scores were assigned
to Business Environment, International Openness,
Cultural Resources and Business Travel and
Natural Resources of Moldova (115, 123, 135 and
139 places respectively).

Despite the fact that indicators of tourism
industry development in the Republic of Moldova
are relatively low, over the past decades were
taken different measures in order to regulate the
industry and implement strategic management.
Were adopted: Concept of Tourism Development
in the Republic of Moldova until 2005, the Law
"On Tourism" (2000), Sustainable Tourism
Development Strategy in the Republic of Moldova
in 2003-2015, the Law “On the Organization and
Implementation of Tourism Activities” (2006),
National Programs “The Wine Road in Moldova”
and “Moldovan Village”, etc. Currently, the main
strategic document that regulates the formation of
the tourism industry in Moldova is Tourism
Development Strategy “Tourism 2020”, approved
in 2014 [1].

Adoption and implementation of strategic
documents in the tourism sector plays an
important role in improving the indicators that
reflect industry trends. Thus, with the adoption of
the Sustainable Tourism Development Strategy
for 2003-2015, the number of foreign tourists in
Moldova increased in 2004 by 10%. The new
strategy "Tourism 2020" marked the beginning of
the reform of Moldova's tourism industry, which
contributed to the increase in inbound tourism in
2014 by 9% and by a further 8% in 2015.

At the same time, weak development of the
tourism industry in the country is caused by the
fact that still insufficient attention is paid to
Moldova’s tourism sector. The use of modern
mechanisms of strategic management in Moldova
is drastically different from international practice.
There is no national tourism development con-
cept, Law (2006) and Strategy (2014) don’t fully
comply with the latest international and European
standards, recommendations of international
organizations (for example, UN, UNWTO) are
executed selectively. Programs and plans for the
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ONU, UNWTO) se implementeaza selectiv. Pro-
gramele si planurile de dezvoltare a turismului si
a ramurilor acestuia nu comportd un caracter
complex (turism sdtesc, turism cu vinuri) $i, prac-
tic, nu se actualizeaza. Acestea nu sunt bine coor-
donate eficient la nivel national (de citre puterea
executiva si legislativd), interdepartamental (mi-
nistere si departamente) si teritorial (municipii,
raioane, localitati). Pe langa acestea, se imple-
menteaza insuficient metodele strategice mo-
derne de management si marketing international
(analiza SWOT, Marketing Mix etc.).

Concluzii

Industria turisticd din Republica Moldova,
la aceasta etapa, se confruntd cu un sir de pro-
bleme nerezolvate si nu se remarcd prin compe-
titivitate pe piata mondialad. Cu toate acestea,
analiza indica constituirea unei tendinte stabile de
crestere a turismului international (intern si
extern) in anii 2008-2015. Starea de lucruri
creatd, ce relateaza dinamica schimbarii indicato-
rilor din industria turismului, permite o descriere
matematica a tendintelor §i, cu cea mai mare pro-
babilitate, o estimare a unei cresteri in conti-
nuare. Cu toate ca indicatorii turismului intern nu
ne permit s prevedem, intr-o perspectivd medie,
ca va fi atins nivelul inregistrat la inceputul anilor
1990 sau cel al anilor 2000.

Printre cele mai importante motive, cu un
pronostic nu prea optimist, vom evidentia defi-
cientele constatate in utilizarea formelor, meto-
delor si mecanismelor moderne de gestionare
strategicd a turismului din R. Moldova. Se im-
pune adoptarea unei conceptii la nivel national de
dezvoltare a turismului, armonizarea unui sir de
documente §i acte normative si strategice in
conformitate cu normele si recomandarile orga-
nizatiilor internationale.

Ca baza de implementare a mecanismelor
strategice de dezvoltare a turismului in Republica
Moldova trebuie sd serveasca elaborarea si
realizarea unor masuri bazate pe metode stiinti-
fice moderne de management strategic interna-
tional i marketing strategic, dintre care mentio-
nam grupul de conceptii ale complexului de mar-
keting Marketing Mix si instrumentele de analiza
strategica de tipul PEST - analiza, Porter’s

development of tourism and its branches do not
have a complex nature (rural tourism, wine tou-
rism) and practically don’t update. They are also
insufficiently connected on national (executive
and legislative power), departmental (ministries
and departments) and territorial levels (muni-
cipalities, districts, localities). Besides, modern
methods of strategic management and interna-
tional marketing are used poorly (SWOT-analysis,
Marketing Mix, etc.).

Conclusions

Moldova’s tourism industry at the present
stage has a number of unresolved problems and
isn’t highly competitive at the global market.
However, analysis indicates that a sustainable
growth trend of international tourism (inbound
and outbound) has appeared between 2008 and
2015. The prevailing condition in the dynamics
of changing indicators of tourism industry allows
us to describe trends mathematically and with
a high probability predict further growth. Howe-
ver, inbound tourism indicators don’t let us pre-
dict in the medium term that it will reach the level
of the early 1990s or, at least, the beginning of
the 2000s.

Among the main reasons for weakly opti-
mistic forecast, we should mention gaps in the use
of modern forms, methods and mechanisms of
strategic tourism management in Moldova. It is
necessary to adopt a national tourism development
concept, to bring a number of regulatory and
strategic documents in conformity with the stan-
dards and recommendations of international orga-
nizations.

The basis for strategic mechanisms of tou-
rism development in the Republic of Moldova
should be elaboration and implementation of a
system of measures, based on modern scientific
methods of international strategic management
and strategic marketing. Among others, Marketing
Mix and such tools of strategic analysis as PEST
analysis, Porter's model, GAP analysis, the BCG
matrix, Ansoff matrix, etc. One of the most im-
portant strategic planning tools is SWOT analysis.
SWOT matrix and its modifications is advisable
to apply in the development of organizational
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model, GAP - analiza, matricea BCG, matricea
Ansoff etc. Unul dintre cele mai importante me-
canisme strategice de planificare este analiza
SWOT. Rationalitatea implementarii matricei
SWOT si modificarilor ei este necesar sa fie apli-
cate in elaborarea strategiilor de organizare la
diferite nivele ale ierarhiei economice de la com-
plexurile regionale (nationale) turistice pana la
intreprinderi se justificd. Cea mai eficientd ar fi
utilizarea analizei SWOT in dinamica, dezvol-
tarea si aprofundarea mecanismului analitic, cu
corectarea ulterioard a strategiei, politicii §i a
mecanismelor tactice.

strategies on different levels of the economic
hierarchy from regional (national) tourism com-
plex to the enterprise. The most effective use of
the SWOT analysis is in the dynamics, in the
development and deepening of analytical frame-
work, with subsequent improvement of strategies,
policies and tactical mechanisms.
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In prezenta lucrare, este efectuata o analiza
complexa a serviciilor de aprovizionare cu apa §i
sanitatie in Spatiul Hidrografic Dundre-Marea
Neagra. Obiectivele principale ale studiului sunt:
1) analiza metodologiei actuale de calcul si apli-
care a tarifelor pentru apa si sanitatie;, 2) dina-
mica tarifelor, veniturilor si cheltuielilor servicii-
lor de aprovizionare cu apa si sanitatie; 3) identi-
ficarea lacunelor si situatiilor problematice la
recuperarea costurilor de folosintd a resurselor de
apa din tarifele aplicate; 4) evaluarea efectelor
fiscale, economice si ecologice ale aplicarii
tarifelor respective; 5) elaborarea recomandarilor
de reformare a mecanismului economic de regle-
mentare a folosirii resurselor de apad si impactului
asupra ecosistemelor acvatice.

Cuvinte-cheie: tarife, apd, sanitatie, meto-
dologie, reformare.

JEL: Q15, Q57.

1. Introducere

Spatiul Hidrografic Dunare-Marea Neagra
(SH DMN) ocupi o suprafati de 6,5 mii km?,
ceea ce reprezintd ~20% din suprafata totald a
Republicii. SH DMN cuprinde bazinele raurilor
lalpug, Kitai si Cahul, care se varsd in limanurile
dunarene, precum si bazinele raurilor Cogalnic,
Sarata si Hadjider, care se varsa in limanurile
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HYDROGRAPHIC SPACE
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In this paper is carried out a comprehensive
analysis of water supply and sanitation services in
the Danube-Black Sea Hydrographical Space. The
main objectives of this study are: 1) analysis of
current methodology for calculating and charging
of water supply and sanitation services; 2) tariff,
income and expenses dynamics of water supply
and sanitation services; 3) identifying of gaps and
problematic situations in recovery of the costs of
use of water resources from applied tariffs; 4)
assessment of fiscal, economic and environmental
impact of applying of these tariffs; 5) elaboration
of recommendations for reforming the economic
mechanism for regulating the use of water
resources and the impact on aquatic ecosystems.

Key words: tariffs, water, sanitation, metho-
dology, reform.

JEL: Q15, Q57.

1. Introduction

The Danube-Black Sea Hydrographical
Space (DBS HR) occupies an area of 6500 km?
which represents ~20% of the total surface of the
Republic. DBS HS includes basins of rivers
Cahul, lalpug, and Kitai, which flow into the
Danube estuaries, as well as basins of rivers
Cogélnic, Sarata, Hadjider, which turn flow into
the Black Sea’s estuaries (figurel). Except the
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Marii Negre (figura 1). Cu exceptia raului Cahul,
raurile SH DMN sunt rauri transfrontaliere, care
isi au izvoarele In Republica Moldova si continua
pe teritoriul Ucrainei. In comparatie cu bazinele
Prutului si Nistrului, rezervele si consumul de
apa sunt cu mult mai reduse [2;3], inclusiv doar
1% din resursele apelor de suprafatd. De ase-
menea, SH DMN comportd un caracter rural si
agrar deosebit de pronuntat. Populatia rurala
alcatuieste peste 70% din populatia totala a regiu-
nii, in plus, cele 9 orase ale regiunii sunt doar de
dimensiuni medii si mici, ceea ce conditioneaza
un consum de apd foarte redus. Raurile regiunii
au dimensiuni medii si mici, un debit redus
conditionat si de insuficienta precipitatiilor atmo-
sferice. In consecinta, SH DMN 1i revine doar
1,2% din volumul total al apelor captate si utili-
zate, iar In partea dreapta a Nistrului — 6-7%. Pe
langd aceasta, =~70% din apele captate sunt
utilizate Tn scopuri agricole, ¥ Tn scopuri mena-
jere si doar 4% in scopuri industriale.

Insuficienta precipitatiilor atmosferice si
debitul redus al raurilor limiteazd semnificativ
aprovizionarea cu apa a regiunii respective din
surse de suprafatd. Ca urmare, peste 80% din apa
utilizatd este captati din surse subterane. In
majoritatea sectiunilor hidrografice monitorizate
din SH DMN, apa este moderat poluata si puter-
nic poluatd, in special in raurile Lunga si
Cogalnic [1]. De asemenea, Tn majoritatea fanta-
nilor si izvoarelor folosite ca sursda de apa pota-
bila, apa nu corespunde normativelor sanitaro-
igienice, Tn special la indicii microbiologici. Mai
mult decat atat, volumul redus al apei livrate nu
permite obtinerea ,,economiilor de scard” si
stabilirea unor cote minime ale tarifelor pentru
serviciile de aprovizionare cu apa si sanitatie.
Prin urmare, folosirea si gestionarea eficientd a
resurselor de apa trebuie sa devind o directie
prioritara a politicilor publice regionale si locale,
iar reglementarea economicd, realizatd prin
intermediul tarifelor pentru aprovizionarea cu apa
si sanitatie, a taxelor pentru consumul si poluarea
apelor, sa ocupe un rol central in promovarea
eficientd a acestor politici.
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river Cahul, are Trans Boundary Rivers, starting
their courses in Moldovan territory and extend
to the territory of Ukraine. Compared with the
Prut and Dniester river basins, water reserves
and water consumption are much lower [2; 3],
including only 1% from the surface water. Also,
the DBS HS has a very strong rural and agri-
cultural character. The rural population constitutes
over 70% of the total population from the region.
In addition, all towns (9) from the DBS HS are
only small and medium size, which determines
very low water consumption. The rivers of the
region have medium and small sizes, low flow
conditioned also by insufficient rainfall. As a
result, in the DBS HS are abstracted and used
only 1.2% of the total water from the Republic,
and 6-7% from the right bank of the Dniester
river. In addition, ~ of abstracted water is used
for agricultural purposes, 1/4 — for domestic pur-
poses and only 4% for technological (industrial)
purposes.

Insufficient rainfall and low flow of rivers
significantly limited water supply of the region
from surface sources respective. As a result, over
80% of used water is abstracted from underground
sources. In the most monitored hydro-graphic
sections from DBS HS water is moderately
polluted and heavily polluted, especially in the
Lunga and Cogalnic rivers [1]. Also, in the most
wells and springs used as a source of drinking
water does not correspond to sanitary and
hygienic norms, especially at the microbiological
indices. In addition, the reduced volume of deli-
vered water does not allow obtaining “the
economies of scale” and set the minimum rates of
tariffs for water supply and sanitation services.
Therefore, efficient use and management of water
resources should become a priority direction of
regional and local public policy, and the economic
regulation, achieved through tariffs for water
supply and sanitation, the fees for water con-
sumption and the pollution charges, must occupy
a central role in the effective promotion of these
policies.
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Figura 1. Harta Spatiului Hidrografic Dunare-Marea Neagra
Figure 1. Map of Danube-Black Sea Hydrographic Space
Sursa: elaboratd de autor! Source: developed by the author

2. Materiale si metode

Prezentul studiu este bazat pe prevederile
Ghidului WATECO [6] referitoare la metodolo-
gia evaludrii economice a folosintelor de apa
pentru elaborarea Planurilor de Management al
Bazinelor Hidrografice, care sunt stipulate n
Directiva-cadru Ape 2000/60/CE. Tn acest scop, au
fost examinate Planurile de Management al Bazi-
nului Dunérii [5], al Spatiului Hidrografic Prut-
Barlad [12] si al Bazinului Hidrografic Prut [3].

2. Material and methods

The present research is based on the pro-
vision of the WATECO Guidelines [6] on the
methodology of economic assessment of water
use for the elaboration the Rivers Management
Plans, which are stipulated in the Water Frame-
work Directive 2000/60 /EC. In this purpose have
been examined the Management Plans of Danube
River Basin [5], of Hydrographical Space Prut-
Barlad [12] and of Prut River Basin [3].
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In lucrarea de fata, au fost utilizate metode
de cercetare statistice, analitice, comparative,
analogice. Metodele statistice au fost folosite la
procesarea datelor privind dinamica tarifelor, a
veniturilor si a cheltuielilor serviciilor de apro-
vizionare cu apa si sanitatie. Metodele analitice
au fost utilizate la: analiza rentabilitatii serviciilor
respective; identificarea situatiilor problematice
la recuperarea costurilor de folosintd a apelor;
elaborarea recomandarilor privind adaptarea me-
todologiei de calcul la starea resurselor de apa, a
cotei tarifelor aprobate la pretul de cost al servi-
ciilor de aprovizionare cu apa si sanitatie. Princi-
palele surse de informare utilizate sunt: 1. Ra-
poartele anuale ,,Indicii financiari si de productie
ai activitatii intreprinderilor de alimentare cu apa
si canalizare ale Asociatiei ,,Moldova Apa-
Canal” [9]; 2. Rapoartele anuale privind ,,Indicii
de gospodarire a apelor in Republica Moldova”
[13]; 3. Anuarele Agentiilor si Inspectiilor Eco-
logice [1]; 4. Studii analitice in domeniu [2-4;
12]. Perioada de studiu cuprinde intervalul de
timp 2007-2016.

3. Rezultate si discutii

3.1. Tarifele pentru serviciile publice de
alimentare cu apa si canalizare

3.1.1. Conditiile si principiile de aplicare

Cuantumul si procedura de aplicare a tari-
felor pentru serviciile publice de alimentare cu
apa, canalizare si epurare sunt stipulate in Hotd-
rérea nr. 741 a Agentiei Nationale pentru Regle-
mentare in Energetica (ANRE) din 18.12.2014
privind ,,Metodologia de determinare, aprobare si
aplicare a tarifelor pentru serviciul public de
alimentare cu apd, de canalizare si epurare a
apelor uzate” [7]. Prezenta Metodologie este
adaptatda la prevederile Legii nr. 303 din
13.12.2013 privind serviciul public de alimentare
cu apa §i canalizare [11] si Legii apelor nr. 272
din 23.12.2011 [10]. De asemenea, modificarile
si completarile recente ale metodologiei respec-
tive sunt ajustate la articolul 9 al Directivei-cadru
Apa 2060/CE si se axeaza pe principiile ,,benefi-
ciarul si poluatorul plateste” si recuperarii
costurilor de la aprovizionarea cu apa si sanitatie
din contul tarifelor de la prestarea serviciilor
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In the present study, were used statistical,
analytical, comparative and analogical research
methods. Statistical method was used at the pro-
cessing of statistical data on the dynamics of
tariffs, incomes and expenses of water supply and
sanitation services. The analytical method was
used for: analysis of profitability of these services;
identification of problematic situations at the reco-
very of costs of water use; elaboration of recom-
mendations on adjusting the methodology for
tariffs calculating to status and of approved tariff
to the prime cost of water supply and sanitation
services. The main informational sources are:
1. The Annual Reports ,,Financial and production
indices of water supply and sewerage services
of the Association ,Moldova Apa-Canal" [9];
2. Generalized Annual Reports on Water Manage-
ment Indicators in the Republic of Moldova [13];
3. Annual Reports of Ecological Agencies and
Inspection [1]; 4. analytical studies in this field
[2-4; 12]. The study period covers the 2007-2016
years.

3. Result and discussions

3.1. Tariffs for public water supply and
sanitations services

3.1.1. Conditions and principles of applica-
tion

The amount and procedure of charging for
public water supply, sewage and treatment are set
out in Decision no. 741 of National Agency for
Energy Regulation (NAER) from18.12.2014 on
“Methodology of determination, approval and
application of tariffs for public water supply,
sewerage and waste water treatment services” [7].
This methodology is adjusted with the provisions
of the Law no. 303 of 12.13.2013 on public water
supply and sewerage services [11] and of Water
Law no. 272 of 23.12.2011 [10]. Also, recent
methodology amendments is adjusted to Article 9
of the Water Framework Directive 2060/EC and
focuses on the ““beneficiary and polluter pays”
and on water supply and sewerage cost recovery
from tariffs of these service. Meanwhile, tariff for
water supply and sewerage services are set only
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respective. Tn acelasi timp, cotele tarifelor pentru
serviciile de aprovizionare cu apad si canalizare
sunt stabilite doar pe categorii de utilizatori si
capacititile de plata ale acestora, dar nu pe
valoarea complexa a resurselor de apa, pe analiza
cost-eficienta 1n conformitate cu prevederile
Ghidului WATECO [6] cu privire la metodologia
evaluarii economice a folosintelor de apa.

Tarifele se calculeaza separat pentru servi-
ciile de alimentare cu apa potabila, alimentare cu
apa tehnologica (industriald), de canalizare si
epurare a apelor uzate, pornind de la consumurile
si cheltuielile determinate conform prevederilor
prezentei Metodologii. Cotele acestora sunt apro-
bate de catre autoritdtile administratiei publice
locale, iar tarifele pentru serviciile publice de
alimentare cu apa tehnologica se aproba de citre
Consiliul de Administratie al ANRE, in coordo-
nare cu administratia publicd locald. Intreprin-
derile calculeaza tarifele conform prevederilor
prezentei Metodologii si le prezinta spre aprobare
autoritatilor abilitate cu dreptul de aprobare a
tarifelor respective.

Conform noilor prevederi legislative [11],
daca consiliul local va aproba tarife la un nivel
mai redus decdt cele prevazute in Avizul prezen-
tat de Agentie, acesta este obligat sa stabileascd,
in decizia sa de aprobare a tarifelor, sursa §i
suma concretd ce urmeaza a fi alocata operato-
rului pentru acoperirea veniturilor ratate de catre
operator din cauza aprobarii tarifelor reduse.

3.1.2. Cuantumul tarifelor pentru aprovi-
zionarea cu apd

Cuantumul mediu al tarifului pentru
serviciile de aprovizionare cu apa in SH DMN
este, in medie, de 14,0 lei/m?, iar in anul 2016, de
16,3 lei/m®, ceea ce depaseste media pe republica
cu 1,2 lei/m*® (tabelul 1). Majorarea tarifului
mediu pentru serviciile de aprovizionare cu apa
este, in medie, de 50%, de la 10,9 lei/m® la 16,3
lei/m®. Cresterea maxima a tarifelor se atesti in
oragele Hancesti (2,7 ori) si Comrat (2,6 ori), iar
o crestere mai lentd — in orasele Stefan-Voda
(+14%) si Ceadar-Lunga (+33%). Reducerea
cotei tarifului general se observa doar in orasul
Taraclia (-13%).

on categories of users and their ability to pay, but
not on the complex value of water resources, on
the cost—efficiency analysis in accordance with
the WATECO Guidelines [6] on the methodology
of economic evaluation of water use.

Tariffs are calculated separately for the
services of drinking water supply, technological
(industrial) water supply, and sewage and waste
water treatment starting from consumption and
expenditures determined according to this Metho-
dology. Their quotas are approved by local public
authorities and the public service tariffs for
technological (industrial) water supply provided
centralized by city and district are approved by the
Board of Directors of NAER, in coordination with
local public authorities. Enterprises calculate the
tariffs according to the present methodology and
submit them for approval to authorities empo-
wered, which are abilities to approve these tariffs.

Under the new legislative provisions [11], if
the local council approves tariffs at a lower level
than those provided in the Advice presented by the
Agency, it is obliged to establish in its decision of
tariff approving the source and specific amount to
be allocated to the operators to cover their lost
incomes due to low tariffs.

3.1.2. Tariff quotas for water supply ser-
vices

The general tariff for water supply services
in HS DBS is on average 14,0 MDL/m? and in the
year 2016 of 16,3 MDL/m®, exceeding the country
average with 1,2 MDL/m® (Table 1). The increase
of general tariff for water supply services is, on
average, of 50%, from 10,9 MDL/m® to 16,3
MDL/m®. The maximum increase of tariffs is
registered in the towns of Hancesti (2.7 times) and
Comrat (2.6 times) and a slower growth — in the
towns of Stefan Voda (+14%) and Ceadir-Lunga
(+33%). Reduction of general tariff quota is
observed only in Taraclia (-13%).
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Tabelul 1/Table 1

Dinamica tarifelor medii ale serviciilor publice de alimentare cu apa
pentru intreprinderile Asociatiei ,,Moldova Api-Canal” din SH DMN, in lei/m® (fard TVA)/
The dynamics of average tarifs for public services of water supply and sewerage of the
enterprises of the Association ,,Moldova Api-Canal” from HS DBS, in MDL/m? (without VAT)

xge Anii/Years Sporul/

Nr. Locallt_ag:lle/ Growth
crt. Localities | 2007 | 2008 | 2009 | 2010 | 2011 | 2012 | 2013 | 2014 | 2015 | 2016" % '
1. |Hancesti 833 | 90 | 90 | 9,0 |13,95|22,41(22,07|22,07|22,07|22,07| 265
2. | Cimislia 80 | 80 | 10,0 | 10,0 |14,13|14,13|14,13 (14,13 | 177
3. | Basarabeasca 65 | 65 193 (93 (93| 97 | 97 | 97 | 97 | 97 149
4, | Taraclia 15,73 15,73 15,73 | 16,5 | 13,61 |13,61|13,61 (13,61 |13,61|13,61| 87
5. | Comrat 746 | 7,46 |12,32(12,32|14,15|14,15{19,00|19,00|19,00 | 19,00 | 255
6. | Ceadar-Lunga |14,11|14,11|12,48 (12,48 |15,79|18,76|18,76 | 18,76 | 18,76 | 18,76 | 133
7. | Vulcanesti 85 | 85 | 10,8 | 10,8 | 1552|1552 | 15,52 | 15,52 | 15,52 | 15,52 | 183
8. |Stefan-Voda |15,39(15,39| 176 | 17,6 | 176 |17,60|17,60|17,60|17,60|17,60| 114

Media SH

DMN/

Average on 109 | 11,0 | 119 | 120 | 13,7 | 152 | 16,3 | 16,3 | 16,3 | 16,3 | 150

HS DBS

Media/Avera

ge of Apa- 94 | 100 | 113|122 | 136 | 142 | 149 | 150 | 151 | 151 | 161

Canal

Sursa: Tabelele 1-4 si figurile 2-3 sunt elaborate de autor dupa [4;9]/
Source: Tables 1-4 and figures 2-3 are elaborated by author after [4;9]

In comparatie, daci examinim tarifele
medii pentru apa utilizata din bazinul Prutului [3,
p. 79-82], in SH DMN, nu se constatd deosebiri
foarte mari dintre cotele tarifelor aprobate.
Practic, toate orasele din SH DMN se aprovizio-
neaza cvasi-integral din surse subterane, iar
conditiile si costurile de exploatare nu se deo-
sebesc semnificativ. Totodata, persistd influenta
factorului politic la aprobarea cotei tarifelor, in
special, n perioadele electorale, precum si feno-
menul ,,subventiondrii Incrucisate a acestora” —
stabilirea unor cote mici pentru apa livrata popu-
latiei din contul unor cote mult mai mari pentru
celelalte categorii de consumatori (tabelul 2).
Aceste doud constrangeri limiteazd substantial
capacitatea de optimizare a cheltuielilor, de cres-

tatii serviciilor prestate si necesitd treptat sa fie

! Datele de la 1 iunie 2016
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Compared to the Prut river basin [3, p.79-
82], in the HS DBS are not found very significant
differences between the approved tariffs. Prac-
tically, all towns from HS DBS are being supplied
almost entirely from underground sources and the
operating costs do not differ significantly. At the
same time, still persists the influence of the poli-
tical factor in approving tariff quota, particularly
in pre-election periods and the phenomenon of
“their cross-subsidization” - establishment of
small quotas for water delivered to the population
at the expense of much larger ones for other
consumer categories (Table 2). These two cons-
traints substantially limit the water supply and
wastewater treatment service operators’ capacity
to optimize down expenses, increase revenue and
enhance profitability and quality of services and
require to be progressively brought down with
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inlaturate odatd cu gasirea surselor bugetare
de sustinere a categoriilor de populatie social-
vulnerabile.

Spre deosebire, apa din bazinele Prutului
si Nistrului [2;3], pentru care cotele minime ale
tarifelor sunt aprobate pentru orasele mai mari
(Chisinau, Soroca, Ungheni, Cahul), in SH
DMN, cotele minime ale tarifelor pentru apa si
sanitatie sunt stabilite la intreprinderile din ora-
sele mai mici, precum Basarabeasca (9,7 lei/m®),
Taraclia (13,6 lei/m®) si Cimislia (14,1 lei/m?).
Acest fapt se datoreaza situatiei social-economice
mai dificile din orasele mici si constrangerilor
politice de ajustare a tarifelor, indeosebi, pentru
serviciile prestate populatiei. Cotele maxime ale
tarifului mediu sunt stabilite In orasele mai mari,
precum Hancesti (22,1 lei/m®), Comrat (19
lei/m®) si Ceadar-Lunga (18,8 lei/m®).

finding budget resources to support the socio-
vulnerable population groups.

Unlike the Prut and Dniester river basins
[2;3], where the minimum quotas of these tariffs are
approved for larger towns (Chisinau, Soroca,
Ungheni, Cahul) which capture water from surface
sources at lower costs and due to the large volume of
delivered water get substantial "economies of scale",
in HS DBS the minimum quotas of tariffs for water
and wastewater treatment are established at the
enterprises in smaller towns such as Basarabeasca
(9,7 MDL/m®), Taraclia (13,6 MDL/m°) and Cimis-
lia (14,1 MDL/m®. This is due to more difficult
social and economic situation in small towns and
political, technical and economic constraints in
adjusting tariffs for water supply, especially
topopulation. The maximum quotas of this tariff are
established in larger towns such as Hancesti (22,1
MDL/m?) Comrat (19 MDL/m® and Ceadir-Lunga
(18,8 MDL/m®).

Tabelul 2/Table 2

Dinamica tarifelor la serviciile publice de alimentare cu apa pentru intreprinderile
Asociatiei ,,Api-Canal” din SH DMN pe categorii de consumatori , in lei/m® (fara TVA)/
Tariffs dymanics for public water supply services at the Asociation ""Apa-Canal**
in the HS DBS per consumer categories, MDL/m3(without VAT)

. Anii/Years Sporul/
Categoria/ Growth
Category 2007 | 2008 | 2009 | 2010 | 2011 | 2012 | 2013 | 2014 | 2015 | 2016 |~ o,

mediu tarifar/ 109 | 11,0 | 119 | 120 | 137 | 152 | 163 | 163 | 163 | 163 | 150
average tariff

populatie/ 74| 79 | 96 | 99 [ 119|130 138|141 | 141 | 141 | 189
households

organizatii

E“getare’ 32,11 33,0 | 301|301 |324|336|349|358|358|358]| 112
ugetary

organizations

agenti economici/ | a0 5| 565 | 349 | 342 | 350 | 36,2 | 37,6 | 37.6 | 37,6 | 37.6 | 105
economic agents

Per ansamblu, in perioada analizata, tarifele
pentru aprovizionarea cu apd a populatiei
inregistreazd un spor de peste 89%, in schimb,
tarifele pentru organizatiile bugetare si cele pentru
agentii economici au crescut nesemnificativ (cu
12% si, respectiv, 5%). Aceastd situatie denotd
demararea procesului de inliturare a ,,subven-

Overall, in the analysed period, the tariffs
for water supply to population recorded an inc-
rease of over 89%, while the tariffs for the bud-
getary organizations and for economic agents
have been slightly increasing (12% and 5%, res-
pectively). This situation speaks about the begin-
ning of "cross-subsidization” removal of tariffs.
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tionarii incrucisate” a tarifelor. De asemenea, in
anii 2007-2011 [4], se atestd o majorare semni-
ficativa a cotei tarifelor pentru aprovizionare cu
apa (tabelul 2). Ulterior, in anii 2012-2014, se
constatd o crestere lentd conditionatd de ajusta-
rea tarifelor la sinecostul serviciilor respective in
conformitate cu noile prevederi ale Legii nr. 303,
iar n anii 2015-2016, cotele tarifelor generale au
rimas neschimbate [9]. In acelasi timp, in anii
2014-2016, ca urmare a deprecierii monedei natio-
nale, au crescut semnificativ preturile de achizitie
la energie electrica, instalatii si echipamente, cos-
turile operationale. In consecinti, aplicarea prin-
cipiului ,,recuperdrii costurilor de folosinta” a apei
din tarifele respective este foarte dificila.

Tarifele pentru aprovizionarea cu apd a
populatiei au fost, In medie, de 11,6 lei/ m*, iar in
2014-2016, au ramas neschimbate la cota de 14,1
lei/ m*. Tn prezent, cotele maxime ale tarifelor
respective sunt aprobate in orasele mai mari ale
regiunii de studiu (figura 2), inclusiv in Hancesti
(18,4 lei/ m®) si in orasele din UTA Gagauzia (16,1
lei/ m®), iar cotele minime — in orasele mai mici,
precum Basarabeasca (9,0 lei/ m®) si Taraclia (10,0
lei/ m®. Totodati, spre deosebire de celelalte
categorii de consumatori, diferentele dintre tarifele

stabilite sunt mult mai mici (pana la 10 lei/m®).

Also, in the years 2007-2011 [4], there is a signi-
ficant increase of tariffs for water supply services
(table 2). Later, in the years 2012-2014, there is a
slow growth conditioned by the adjustment of
tariffs to prime cost of these services in com-
pliance with the new provisions of Law no. 303,
and in the years 2015-2016, average tariff have
remained unchanged [9]. Meanwhile, in the years
2014-2016, as a result of national currency depre-
ciation, the purchase prices for electricity, equip-
ment’s and operating costs have significantly
increased. As a result, application of the principle
of "usage cost recovery" of water from these
tariffs is very difficult.

Tariffs for population water supply services
were, on average 11,6 MDL/m?and in 2014-2016
remained unchanged at the quota of 141
MDL/m®. Currently, the maximum quotas of the
tariffs are approved in the larger towns of the
investigated region (Fig. 2), including Hancesti
(18,4 MDL/m®) and those of TAU Gagauzia
(16,1 MDL/m?®), but the minimum quotas are in
smaller towns like Basarabeasca (9,0 MDL/m?)
and Taraclia (10,0 MDL/m?). At the same time,
unlike other consumer categories, the differences
between the established tariffs are much smaller
(up to 10 MDL/m®).
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Lunga

Comrat Vulciinesti  Stefan Voda

Figura 2. Dinamica tarifelor pentru aprovizionare cu api a populatiei in SH DMN, in lei/m?/
Figure 2. Tariff dynamics for water supply services to households in the DBS HS, MDL/m’
Sursa: elaborata de autor/Source: developed by the author
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Dupa cum se vede din tabelul 2, cotele tari-
felor pentru aprovizionarea populatiei inregis-
treaza o crestere aproape dublad (+89%). Triplarea
tarifului pentru apa livratd populatiei se atesta in
Hancesti, iar dublarea acestuia in orasele din UTA
Gagauzia (figura 2). Cresterea mai lenta a tarifului
respectiv se observa in orasele mai mici: Taraclia
(+25%), Cimislia si Basarabeasca (+50).

Tarifele pentru aprovizionarea cu apd a
agentilor economici au fost, In medie, de 36,2
lei/m?®, iar n 2013-2016, de 37,6 lei/m’. Cotele
maxime, >40 lei/m?, au fost aprobate in Stefan-
Voda, Hancesti si Ceadar-Lunga (figura 7), iar
cele minime — in Cimislia (18 lei/m®). Astfel, dife-
renta dintre cota minima si cota maxima a tarifelor
respective este mult mai mare (de 30 lei/m® sau de
2,7 ori) decét la tarifele pentru livrarea apei catre
populatie, Tnsd cu mult mai mici decat diferenta
dintre tarifele aplicate agentilor economici in
bazinul Prutului sau al Nistrului [2; 3].

In perioada analizata, cota medie a tarifului
pentru livrarea apei catre agentii economici din
SH DMN a ramas, practic, nemodificata (+5%).
Totodata, n unele orase, se inregistreaza majorari
semnificative, inclusiv in Cimislia (de 2,3 ori),
Vulcinesti (+41%) si in Hancesti (+36%). In
Ceadar-Lunga si Stefan-Voda, cotele tarifelor
respective nu au fost modificate [4; 9].

Cotele si ritmurile de crestere (+12) la tari-
fele pentru aprovizionarea cu apa a organizatiilor
bugetare sunt aproape identice cu cotele tarifelor
respective pentru agentii economici, iar ultimele
modificari de majorare a cotei tarifelor au fost
operate Tn anii 2011-2013.

3.1.3. Tarifele pentru prestarea serviciilor
de canalizare si epurare

Cota medie a tarifelor pentru prestarea
serviciilor de canalizare la intreprinderile Asocia-
tiei ,,Moldova Apa-Canal” din SH DMN a fost,
in perioada analizatd, in medie, de 14,5 lei/m?, iar
n 2016, de 16,5 lei/m* sau cu 2,6 lei/m* mai mare
decat tariful mediu general pe republicd (tabelul
3). De asemenea, spre deosebire de bazinele
raurilor Prut [3] si Nistru [2], cota medie a
tarifelor pentru canalizare este cvasi-identica cu

As shown in Table 2, tariff quotas for sup-
plying the population (households) are growing
almost twice (+89%). The tariff tripling for water
supplied to the population is registered in Han-
cesti and its doubling in the towns of TAU
Gagauzia (Figure 2). The slow tariff growth is
seen in smaller towns of Taraclia (+25%), Cimi-
slia and Basarabeasca (+50).

Tariffs for water supply services to economic
agents were, on average, 36,2 MDL/m®, while in
2003-2016 were 37,6 MDL/m®. Maximum quotas,
>40 MDL/m® were approved in Stefan Voda,
Hancesti and Ceadar-Lunga (figure 7), while the
minimum ones (18 MDL/m®) were in Cimislia.
Thus, the difference between minimum and maxi-
mum quotas of these tariffs is much higher
(30 MDL/m’0r 2,7 times) than for water supply
to the population, but much smaller than the
difference between the tariffs applied to the
economic agents in the Prut or the Dniester river
basins [2; 3].

In the period under review, the average
tariff for water supply to economic agents of
HS DBS has virtually remained unchanged
(+5%). However, in some towns have been recor-
ded significant increases (Figure 7), including
Cimislia (2.3 times), Vulcanesti (+41%) and
Hancesti (+36%). In Ceadar-Lunga and Vulca-
nesti the quotas of these tariffs have not been
changed [4; 9].

Quotas and growth rates (+12) of tariffs for
water supply to budget organizations are almost
identical to the tariff for economic agents, and the
last tariff quota increases occurred in 2011-2013.

3.1.3. Tariffs for sewerage and wastewater
treatment services

The average quota for sewerage services at
the enterprises of "Moldova Apa-Canal" Asso-
ciation in he DBS HS was on average 14,5
MDL/m?® in the period under review, and in 2016
16,5 MDL/m® or with 2,6 MDL/m? higher than the
overall average country tariff (Table 14). Also,
unlike the Prut [3] and Dniester river basins [2],
the average tariff for sanitation service is almost
identical to the average tariff for water supply, but
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cota medie a tarifelor pentru aprovizionarea cu

1
1
1
« A« Do .. i
apd, insd, existd si unele deosebiri nesemnifi- |
|
1

cative la nivel de localitati (tabelele 1-3).

Tariful mediu al serviciilor publice de canaliza

there are also some insignificant differences on
settlement level (tables 1, 3).

Tabelul 3/ Table 3

re pentru intreprinderile Asociatiei ,,Moldova

Api-Canal” din SH DMN, in lei/m® (fird TVA)/
The dynamics of average tariff for public sewerage services at the enterprises of the Association
"*Moldova Api-Canal’ in the DBS HS, MDL/m?® (without VAT)

Nr.|  Localititile/ PTNERRS éfg\,r\,l::]
crt. Localities 2007 | 2008 | 2009 | 2010 | 2011 | 2012 | 2013 | 2014 | 2015 | 2016 | g '
1. [Hancesti 7,61 | 8,37 | 8,37 | 8,37 13,88/16,50(13,59|13,59(13,59|13,59| 179
2. |Cimislia 8,40 | 8,40 | 8,40 | 8,40 | 8,40 | 8,40 | 8,40 | 8,40 | 100
3. |Basarabeasca 7,50 | 7,50 | 8,83 | 8,83 | 8,83 |11,45(11,45|11,45(11,45|11,45| 153
4. |Taraclia 18,30(18,30(18,30(26,50{19,50|19,50(19,95|19,95(19,9519,95| 109
5. |Comrat 7,51 | 7,51 |16,66(16,66(19,25|19,25|26,84|26,84|26,84|26,84| 357
6. |Ceadar-Lunga 14,44|14,44|14,48|14,48|18,33|21,26(21,26|21,26(21,26|21,26| 147
7. |Vulcanesti 9,90 | 9,90 |11,77(11,77|16,67|16,67|16,67|16,67|16,67|16,67| 168
8. |Stefan-Voda 10,89|10,89(13,93(13,93|13,66|13,66|13,66|13,66(13,66|13,66| 125

Media SH DMN/

Average on HS 109|110 12,6 | 136 | 14,8 | 158 | 16,5| 16,5 | 16,5| 16,5 | 151

DBS

Media/Average

87190 (103|11,0(119|12,4|136|13,8|13,8|13,8| 159
of Apa-Canal

In perioada analizata, ritmurile de crestere
a tarifelor medii pentru canalizare sunt de 51%,
fiind identice cu cele de crestere a tarifelor pentru
serviciile de aprovizionare cu apa. De asemenea,
se atestd o crestere mai lenta a tarifelor respective
in comparatie cu bazinul Prutului (+78%) [3] si
media pe republici (+59%). In perimetrul SH
DMN, cel mai Tnalt spor al tarifului general se
inregistreaza la intreprinderile Asociatiei ,,Apa-
Canal” din orasele mai mari ale regiunii, inclusiv
in Comrat (3,6 ori) si Hancesti (+79%), iar cel
mai redus spor (<30%) — in orasele mai mici,
precum Taraclia (+9%) si Stefan-Voda (25%).
In plus, in Cimislia, cota tarifului respectiv nu a
fost modificata.
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In the period under review, the increase rate
of sanitation tariffs is 51%, being identical to the
growth of water supply tariffs. Also, there is a
slower growth in these tariffs compared to those
in the Prut river basin (+78%) [3] and to country
average (+59%). In the perimeter DBS HS, the
highest increase of the overall tariff is recorded
at the enterprises of "Apa-Canal" Association
in the largest towns of the region including
Comrat (3,6 times) and Hancesti (+79%) and the
lowest increase (<30%) is in smaller towns such
as Taraclia (+9%) and Stefan-Voda (25%). In
addition, in Cimislia, that tariff quotas have not
been changed.
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Tn 2016, cota medie a tarifelor pentru
serviciile de sanitatie, a fost de 16,5 lei/m*. Tn
pofida metodologiei unice de calcul al tarifului,
se constatda diferente mari (de 3,2 ori) intre cota
maximd §i cea minima aprobatd de consiliile
locale, ceea ce se explica nu doar prin diferentele
costurilor operationale, dar si prin influenta
vaditd a factorului politic. Totodatd, diferentele
respective sunt cu mult mai mici in comparatie cu
bazinele raurilor Prut si Nistru [2; 3]. Tarifele
maxime (> 20 lei/m®) sunt stabilite Tn Comrat
(26,8 lei/m®) si Ceadar-Lunga (21,3 lei/m®), iar
cele minime - in orasele mai mici, precum
Cimislia (8,4 lei/m®) si Taraclia (11,5 lei/m°).

Pe parcursul perioadei analizate, se Tnre-
gistreaza, practic, 0 dublare tarifelor pentru pres-
tarea serviciilor de canalizare §i epurare catre
populatie (tabelul 4) pe fondul unei cresteri mult
mai lente a tarifelor aplicate pentru organizatiile
bugetare (+24%) si agentii economici (+15%).
Astfel, similar serviciilor pentru aprovizionare cu
apa, se observa demararea procesului de inlaturare a
»subventionarii Incrucisate” a tarifelor. in pofida
acestor semnale, tarifele pentru populatie raman de
~3 ori mai joase decat pentru celelalte categorii de
consumatori.

In 2016, the average tariff for sanitation
services was 16,5 MDL/m®. Despite the unique
methodology for tariff calculation, there are
significant differences (3,2 times) between the
maximum and minimum quotas approved by local
councils, which is explained not only by the diffe-
rences in operational costs, but also the obvious
influence of political factors. At the same time,
these differences are much smaller than those in
the Dniester and the Prut river basins [2; 3].
Maximum (>20 MDL/m®) tariffs are set in Comrat
(26,8 MDL/m®) and Ceadir-Lunga (21,3 MDL/m?)
and the minimum ones are approved in smaller
towns such as Cimislia (8,4 MDL/m% and
Taraclia (11,5 MDL/m?).

During the analysed period it was recorded
a doubling of the tariff quota for the provision of
sewage and wastewater treatment services to
households (table 4) on the background of a much
slower increase on tariffs for budgetary organi-
zations (+24%) and economic agents (+15%).
Thus, similar to the services for water supply, it is
found the start removing process of tariff "cross-
subsidization". Despite these signals, tariffs for
the households remain =3 times lower than for
other categories of consumers.

Tabelul 4/ Table 4

Dinamica tarifelor la serviciile publice de canalizare pentru intreprinderile Asociatiei
»Api-Canal” din SH DMN pe categorii de consumatori , in lei/m® (firi TVA)/
The dynamics of average tariffs for public sewerage services at the Asociation ""Apa-
Canal" in the DBS HS per consumer categories, MDL/m3(without VAT)

. Sporul/
%atego”a/ 2007| 2008 | 2009 | 2010 | 2011 | 2012 | 2013 | 2014 | 2015 | 2016 |growth,
ategory %
mediu tarifar/ 10,9/ 11,0 | 12,6 | 136 | 148 | 15,8 | 16,5 | 165 | 16,5 | 16,5 | 151
average tariff
populatie/Households| 59 | 6,2 | 82 | 89 [10,3|109|11,4|11,4| 11,4 |11,4| 193
organizatii bugetare/
bugetary organi- 219|222 (2231223259267 271271271271 124
zations
agenii economicl 15, 21 o5 1 | 948 | 263 | 27.4 | 280|283 /283|283 |283| 115
/Economic agents
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Cele mai inalte ritmuri de crestere a tarifului
respectiv se constatd la intreprinderile ,Apa-
Canal” din Taraclia (2,5 ori), Hancesti (2,3 ori) si
Stefan-Voda (2,2 ori), iar cele mai lente — n
Cimislia si Basarabeasca [4;9]. In plus, pe
parcursul anilor 2007-2016, cotele tarifelor pentru
prestarea serviciilor de canalizare catre populatie
nu au fost majorate la Cimislia. De asemenea, rit-
murile maximale de crestere a tarifelor pentru
prestarea serviciilor de canalizare cétre populatie
se atesta in anii 2007-2011, urmata de o crestere
lenta si o stagnare in anii 2012-2016 (figura 3).

18,00

The highest growth rates of tariffs are found
at the enterprises "Apa-Canal" from Taraclia (2,5
times), Hancesti (2,3 times) and Stefan-Voda
(2,2 times), but the slowest are in Cimislia and
Basarabeasca [4;9]. In addition, during the years
2007-2016, the tariff quotas for sewerage services
to the population did not increase in Cimislia.
Also, the maximum rates of increase in tariffs for
sewerage services to the population is observed in
the years 2007-2011 being followed by slow
growth and stagnation in the years 2012-2016
(figure 3).
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Figura 3. Dinamica tarifelor serviciilor de canalizare prestate populatiei, in lei/m®/
Figure 3. Tariff dynamics for sewerage services to households in the DBS HS, MDL/m?
Sursa: elaborata de autor/ Source: developed by the author

Tarifele pentru evacuarea si epurarea
apelor reziduale receptionate de la populatie au
fost, in medie, de 9,6 lei/ m?, iar in 2013-2016, au
ramas neschimbate la cota de 11,4 lei/ m% Tn
prezent, cotele maxime ale tarifelor respective
sunt aprobate 1n orasele din UTA Géagauzia
(figura 3), fiind identice cu cele aprobate pentru
aprovizionarea cu apa, iar cotele minime — n
oragele de pe valea raului Cogalnic, inclusiv in
Hancesti (partial, ca urmare a ,,economiilor de
scard”), Cimislia si Basarabeasca. Totodata, spre
deosebire de celelalte categorii de consumatori,
diferentele dintre cotele minime si maxime ale
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Tariff for sewerage and treatment services
to population were, on average, 9,6 MDL/m?, and
in 2013-2016 remained unchanged at the quota of
11,4 MDL/m®. Currently, the maximum quotas of
these tariffs are approved in the towns of TAU
Gagauzia (figure 3), being identical to those
approved for water supply, but the minimum
quotas are in the towns on the Cogalnic river
valley, in Hancesti (partly due to “economies of
scale”), Cimislia and Basarabeasca. At the same
time, unlike other consumer categories, the diffe-
rences between minimum and maximum quotas
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tarifelor respective sunt mult mai reduse (pana la
9 lei/m®) si continui si se micsoreze.

In perioada analizati, cota medie a tari-
fului pentru evacuarea si epurarea apelor rezi-
duale receptionate de la agentii economici din
SH DMN s-a majorat nesemnificativ (+15%),
insa cu ritmuri mari fatd de cota medie a tarifelor
pentru aprovizionarea cu apa (+5) a acestei
categorii de utilizatori (tabelul 4). Totodata, o
crestere inalta a tarifelor respective se observa la
intreprinderile ,,Apa-Canal” din Hancesti (+66%),
Vulcénesti (+39%) si Stefan-Voda (+32%). Simi-
lar celorlalte categorii de consumatori, in Cimis-
lia, cotele tarifelor respective nu au fost modi-
ficate (tabelul 3).

Tn prezent, cota tarifelor pentru prestarea
serviciilor de canalizare si epurare ale agentilor
economici din SH DMN este, in medie, de 28,3
lei/m®. Cotele maxime au fost aprobate in orasele
mai mici, inclusiv in Taraclia (37,5 lei/m?),
Vulcanesti (35 lei/m®) si Basarabeasca (34 lei/m?®),
ceea ce se explicd, intr-o mare mdasurd, prin
volumul redus de ape reziduale receptionate de la
abonati. De asemenea, cota minimd, de 8,4 lei/m®,
se mentine in Cimislia. La restul intreprinderilor
,Apa-Canal” din SH DMN, cotele tarifelor res-
pective nu difera semnificativ (pand la 13 lei/m®).

Ritmurile medii de crestere (+24%) a tari-
felor pentru prestarea serviciilor de evacuare si
epurare a apelor reziduale receptionate de la
organizatiile bugetare sunt cu circa 10% mai
mari decét tarifele serviciilor respective prestate
agentilor economici (+15), fnsa cu mult mai
mici decét tarifele serviciilor de canalizare si
epurare prestate populatiei. De asemenea, ulti-
mele majorari ale cotei tarifelor pentru prestarea
serviciilor respective au fost operate ih anii 2011-
2013 (tabelul 4).

Cota medie a tarifelor pentru prestarea
serviciilor de evacuare si epurare a apelor
reziduale receptionate de la organizatiile bugetare
este de ~ 27,1 lei/m® sau cu 1,2 lei/m® mai mica
decat tarifele serviciilor respective prestate
agentilor economici. La majoritatea ntreprin-
derilor ,,Apa-Canal” din SH DMN, cotele tarife-
lor respective sunt identice cu cele aplicate agen-
tilor economici.

of the tariffs are much lower (up to 9 MDL/m?)
and continue to diminish.

In the period under review, the average
tariff for sewerage and treatment services to
economic agents in DBS HS has increased
slightly (+15%), but with high pace compared to
its average quota of tariffs for water supply
service (+5) to this category of users (table 4).
However, a high growth of these tariffs is obser-
ved at the enterprises “Apa-Canal” in Hancesti
(+66%), Vulcanesti (+39%) and Stefan Voda
(+32%). Similar to all categories of consumers, in
Cimislia the quotas of these tariffs have not been
changed (table 3).

At the present, the quota of tariffs for se-
werage and wastewater treatment services for
economic agents in DBS HS is, on average, 27
MDL/m®. The maximum quotas were approved in
smaller cities including Taraclia (37,5 MDL/m?),
Vulcanesti (35 MDL/m®) and Basarabeasca (34
MDL/m?), which is explained to a large extent by
the low volume of wastewater received from
subscribers. Also, the minimum quota of 8,4
MDL/m?® remains in Cimislia. At other enterprises
“Apa-Canal” in HS DBS the quotas of these
tariffs do not differ significantly (up to 13
MDL/m?).

Average rate of growth (+24%) of tariffs for
providing the wastewater disposal and waste-
water treatment services to budgetary organiza-
tions are about 10% higher than the tariffs for
these services rendered to economic agents (+15),
but much lower than those provided to the
population. Also, recent increases in the quotas of
tariffs for the services rendered by the enterprises
“Apa-Canal” in HS DBS occurred in the years
2011-2013 (table 4).

The average quota of tariffs for providing
services of wastewater disposal and wastewater
treatment received from budgetary organizations
is ~ 28 MDL/m® or about 1 MDL/m? higher than
the tariffs for the same services rendered to eco-
nomic agents. In most enterprises “Apa-Canal” in
HS DBS the quotas of these tariffs are identical to
those applied to economic agents.
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3.2. Raportul dintre tarifele si pretul de
cost al serviciilor de aprovizionare cu apa si
canalizare

Tntreprinderile Asociatiei ,,Moldova Apa-
Canal”’din SH DMN se caracterizeaza printr-0
rentabilitate redusa, atat la prestarea serviciilor de
aprovizionare cu apa, cat si a celor de canalizare
si epurare (tabelul 5). In pofida faptului ci numa-
rul abonatilor conectati la reteaua de aprovi-
zionare cu apa este net superior celor conectati la
reteaua de canalizare, rentabilitatea serviciilor de
aprovizionare cu apa este mult mai redusa la ma-
joritatea Tntreprinderilor din SH DMN. De ase-
menea, Tn pofida majorarii considerabile (>50%)
a tarifelor, la toate intreprinderile ,,Apa-Canal”
din SH DMN, pretul de cost depiseste con-
siderabil tarifele pentru serviciile respective,
inclusiv la Comrat (40% sau 7,6 Iei/m3), la
Ceadar-Lunga (40% sau 7,4 lei/m®) si la Cimislia
(28% sau 3,8 lei/m®).

3.2. The ratio between tariff and prime-cost
of water supply and sewerage services
The companies of “Moldova Apa-Canal”
Association from DBS HS are characterized by
low profitability, both at the water supply and of
sanitation services of (table 5). Despite the fact
that the number of subscribers connected to the
water supply network is far higher than that of
subscribers connected to the sewerage system,
water supply service profitability is much lower in
most enterprises from DBS HS. Also, Despite the
considerable increase (>50%) of tariffs in all
enterprises “Apa-Canal” in HS DBS, the prime
costs considerably exceed the tariffs for these
services. The greatest differences are observed in
Comrat (40% or with 7,6 MDL/m’), Ceadar-
Lunga (40% or with 7,4 MDL/m% and Cimislia
(28% or with 3,8 MDL/m?).

Tabelul 5/ Table 5

Rentabilitatea (%) si raportul dintre tariful
si pretul de cost al serviciilor de aprovizionare cu apa si canalizare,
in lei/ m® (anul 2015)/ Rentability (in %) ratio between tariff and prime-cost
of water supply and sewerage services, in MDL/m? (2015)

Aprovizionarea Sanitatie/ Rentabilita-
cu apa/ Water sanitat}on Total tea/ Renta-
supply bilitaty, Tn %
Nr. | Localitatile/ - ° =

crt.| Localities | @ 2128 1 S |'B %2 | 88| 280l|l5,
SE|2S|E5|8E| S| & |8E| &8 |55|52 |28
To8|lsc| 58| @ @ s | @ ) =S| Ro|l2o
ST |P= | s |ck-| £ = ok | £ || s%5|6%

(o slan|kF n o | F “w a0 S <

1 2 3 4 5 6 7 8 9 10 11 12 13
1. [Hancesti 22 24,2 | -2,2 15 151 | -0,1 37 1393 ]| -23 20 | 0,13
2. |Cimislia 13,7 | 175 | -38 | 84 4.8 36 | 221|223 | -0,2 6,1 | -1,1
3. |Basarabeasca| 10,3 | 12,3 -2 11,3 13 -1,7 | 21,6 | 25,3 | -3,7 11 | -5,63
4, |Taraclia 125|131 | 06 | 156 | 16,7 | -1,1 | 28,1 | 29,8 | -1,7 59 | 0,55
5. |Comrat 188 | 264 | -7,6 | 20,9 | 14,9 6 39,7 | 413 | -16 | 0,2 | -21
6. Eﬁigzr 185 | 259 | 7.4 | 199 | 18 | 19 | 384 | 439 | 55 | 51 | 0,02
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2 3 4 5 6 7 8 9 10 11 12 13
8. |Stefan-Voda | 18,7 | 22,1 | -3,4 14 | 155 | -15 | 32,7 | 376 | -49 | 216 | -24,1
Media SH
DMN/ 16,7 | 202 | -35 | 15,7 | 171 | -1,4 | 324 | 374 | -50 | 10,7 | -4,5
verage
of HS DBS

Sursa: Tabelele 5-6 sunt elaborate de autor dupa Indicii financiari si de productie ai activitatii

intreprinderilor de alimentare cu apad si canalizare ale Asociatiei ,, Moldova Apa-Canal”. Anul 2015.
p. 41-42, 72-76. In: amac.md/ Source: Elaborated by the author from Financial and production
indices of water supply and sewage business of the enterprises of the Association ,,Moldova Apa-

Canal™. Year 2015. p. 41-42, 72-76. In: amac.md

Spre deosebire de serviciile pentru aprovi-
zionare cu apa, diferenta negativa dintre tariful si
pretul de cost al serviciilor pentru canalizare este
cu mult mai micd cu doar 9% sau 1,4 lei/m’
(tabelul 5), iar diferenta dintre venituri si chel-
tuieli este pozitiva (tabelul 6). Acest fapt se dato-
reaza, cu precadere, cresterii mai mari a tarifelor
pentru serviciile de canalizare la toate categoriile
de consumatori (tabelul 4). Cele mai mari dife-
rente negative se inregistreazd la Vulcanesti,
unde pretul de cost depaseste aproape dublu tari-
fele pentru serviciile de canalizare.

In acelasi timp, la intreprinderile , Apa-
Canal” din Cimislia, Comrat si Ceadar-Lunga,
tarifele depasesc pretul de cost al serviciilor de
canalizare. Obtinerea si majorarea diferentei
pozitive au fost posibile nu doar ca urmare a
cresterii tarifelor pentru canalizare, dar si a folo-
sirii mai eficiente a factorilor de productie si a
optimizarii managementului strategic si operatio-
nal. Tn anii 2014-2016, se observa reducerea sem-
nificativa a rentabilitdtii economice [9], ceea ce
se datoreaza intensificarii proceselor inflationiste
si majorarii semnificative a preturilor de achizitie
la energie si materialele necesare prestarii ser-
viciilor de aprovizionare cu apa si sanitatie, dar si
neajustarii tarifelor respective.

3.3. Analiza veniturilor si cheltuielilor
serviciilor de aprovizionare cu apa si canalizare

Veniturile totale din vanzari ale intreprin-
derilor Asociatiei ,,Moldova Apa-Canal” din SH
DMN sunt de peste 46 min. lei (tabelul 6), din

Unlike to water supply services, the nega-
tive difference between the tariff and the prime
cost for sewerage services is much lower — only
9% or 1,4 MDL/m® (table 5), but the difference
between income and expenses is positive (Table
6). This is due, mainly, to higher growth in tariffs
for sewerage services for all consumer categories
(table 4). The greatest negative differences are
observed in Vulcanesti where prime costs exceed
almost twice the tariffs for sewerage services.

At the same time, in the enterprises “Apa-
Canal” in Cimislia, Comrat and Ceadar-Lunga the
sewerage tariffs exceed prime costs. Obtaining
and increasing the positive difference was made
possible not only due to the increase of tariffs for
sewerage, but also due to more efficient usage of
production factors and optimization of operatio-
nal and strategic management. In the 2014-2016
years, there is a significant reduction of economic
profitability [9], which is due to intensifying of
inflationary processes and significant increase of
prices for energy and materials needed for deli-
vering of water supply and sanitation services, but
also to the non-adjustment of these tariffs.

3.3. The analysis of incomes and expen-
ditures from water supply and sewerage services

Total sales revenues of companies of
“Moldova Apa-Canal” from DBS HS are over 46
million MDL of which 2/3 or 30,5 million MDL —
from water supply services and 1/3 or = 16 mil-
lion MDL - from sewerage and treatment services
(table 6). With the exception of Basarabeasca
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care 2/3 sau 30,5 min. lei — de la prestarea ser-
viciilor de aprovizionare cu apa si 1/3 sau = 16
min. lei — de la prestarea serviciilor de canalizare
si epurare. Cu exceptia orasului Basarabeasca, la
toate Tntreprinderile ,,Apa-Canal” din SH DMN,
veniturile de la prestarea serviciilor de aprovizio-
nare cu apa depasesc 60% din veniturile totale.

town, all enterprises of “Apa-Canal” from DBS
HS, revenue from water supply services represent
over 60% of total revenues.

Tabelul 6/ Table 6

Raportul dintre veniturile si cheltuielile serviciilor de aprovizionare cu apa si canalizare,
n mii lei (anul 2015)/ Relationship between income and expenditure of water supply
and sewerage services, in thousand MDL (the year 2015)

Total Aprovizionarea cu apa/ | Canalizare si epurare/

Water supply Sewerage and treatment

Nr UTA/ ~g|=£ 28 (=9 = & 28 | =3 =g 23
3588|5538 |88 55|28 (88|55

L (1] )

1 2 3 4 5 6 7 8 9 10 11
1. |Hancesti 9178 | 9815 | -637 | 6372 | 6988 | -616 | 2806 | 2827 -21
2. |Cimiglia 2901 | 3263 | -362 | 2247 | 2882 | -635 654 381 273
3. |Basarabeasca 2394 | 2804 | -410 | 1174 | 1403 | -229 | 1220 | 1401 | -181
4. |Taraclia 4233 | 4479 | -246 | 2524 | 2647 | -124 | 1709 | 1832 | -122
5. |Comrat 11419 | 13445 | -2026 | 7668 | 10777 -3109 3751 | 2668 | 1083
6. |Ceadar-Lunga 9105 | 10980 | -1875| 5570 | 7787 | -2217| 3535 | 3193 342
7. [Vulcanesti 3223 | 4169 | -946 | 2339 | 2501 | -162 884 1668 | -784
8. [Stefan-Voda 3947 | 4567 | -620 | 2595 | 3073 | -479 | 1353 | 1494 | -142
Lostatl)ég DMN/ 46400 | 53522 | -7122 | 30489 | 38058 | -7569| 15911 | 15462 | 449

Marimea veniturilor din vanzari este con-
ditionatd direct de cota tarifelor aplicate pentru
prestarea serviciilor respective, de numarul si
dimensiunea localitatilor deservite, de gradul de
acoperire al sistemelor de aprovizionare si cana-
lizare, de volumul de apa livrata si de ape rezi-
duale evacuate. De asemenea, sunt foarte impor-
tante numarul si necesarul de apd ale agentilor
economici deserviti de Tintreprinderile ,,Apa-
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The incomes from sales is directly condi-
tioned by tariffs applied for providing of respec-
tive services, by number and size of serviced
settlements, production capacity of the enterpri-
ses, by volume of delivered drinking and techno-
logical water and discharged wastewater. It is also
very important the number and the water needs of
the economic agents served by the enterprises of
“Apa-Canal”, because the tariff for this category
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Canal”, deoarece cota tarifelor pentru aceasta
categorie de consumatori este tripla fatd de cota
tarifelor respective pentru populatie. Astfel,
venituri maximale obtin intreprinderile ,,Apa-
Canal” mai mari din orasele mai mari Comrat
(11,4 min. lei), Hancesti (9,2 min. lei) si Ceadar-
Lunga (11 min. lei), iar veniturile minimale — la
intreprinderile din orasele mai mici Basarabeasca
(2,4 mln. lei) si Cimislia (2,9 mln. lei). In perioada
analizatd, ca urmare a cresterii semnificative
(+72%) a cotei tarifelor pentru aprovizionare cu
apa si canalizare, se inregistreaza si o crestere a
veniturilor, insd cu ritmuri mai reduse, in
comparatie cu tarifele. Similar bazinului raului
Prut [3], in SH DMN, cresterea veniturilor de la
prestarea serviciilor de canalizare este mai mare
(cu 20%) decat a veniturilor de la prestarea
serviciilor de aprovizionare cu apa, ceea ce se¢
rasfrange asupra raportului dintre veniturile si
cheltuielile de la prestarea serviciilor respective.

In pofida majoririi semnificative a tarife-
lor, la majoritatea absolutda a intreprinderilor
,Apa-Canal”, cheltuielile legate de prestarea
serviciilor de aprovizionare cu apa si canalizare
depdsesc veniturile respective, in medie, cu 15%
sau cu 7,1 miln. lei (tabelul 6). Diferentele
negative maximale se atestd in orasele din UTA
Gagauzia (ca urmare a factorului politic), inclusiv
in Vulcénesti (29% sau 946 mii lei), Ceadar-
Lunga (21% sau 1,9 min. lei) si Comrat (18% sau
2,0 mln. lei), precum si in orasele mici Basa-
rabeasca (17%) si Stefan-Voda (16%). Astfel,
diferentele negative semnificative nu sunt con-
ditionate doar de nivelul tarifelor, dar si de volu-
mul apei livrate si evacuate, de uzura sporitd a
retelelor si gradul redus de folosire a fondurilor
de productie, de particularitatile orografice si de
productie locale, precum si de eficienta manage-
riala redusa.

Tn medie, cheltuielile generate de presta-
rea serviciilor de aprovizionare cu apd depasesc
veniturile respective cu cca 25% (7,6 min. lei),
ceea ce se explicd prin cresterea mai lentd a
veniturilor respective, in comparatie cu veniturile
serviciilor de canalizare si epurare. Depasirea
cheltuielilor asupra veniturilor provenite de la

of consumers is triple compared to household.
Thus, the larger enterprises of “Apa-Canal” reach
maximum income in larger and more indust-
rialized towns like Comrat (11,4 million MDL),
Hancesti (9,2 million MDL) and Ceadéar-Lunga
(11 million MDL) and minimum income — the
enterprises from smaller cities Basarabeasca (2.4
million MDL) and Cimislia (2,9 million MDL). In
the analysed period, as a result of significant
growth (+ 72%) of tariff quota for water supply
and sewerage services, is recorded an increase of
income but with lower rates compared to tariffs.
Similar with Prut River Basin [3], in the DBS HS
increased revenue from sewage services is higher
(20%) than revenue from water supply services,
what directly impacts the relationship between
income and expenditure of the respective services.

Despite significant tariff growth, in the
majority of enterprises of “Apa-Canal” the expen-
ses related to water supply and sewerage services
exceed those incomes, on average, with 15% or
with 7,1 million MDL (table 6). Maximum nega-
tive differences can be seen in the towns from
TAU Géagauzia (as a result of political factor),
including in Vulcanesti (29% or 946 thousand
MDL), Ceadar-Lunga (21% or 1,9 million MDL)
and Comrat (18% or 2,0 million MDL), as well as
in small towns Basarabeasaca (17%) and Stefan-
Voda (16%). Thus the significant negative diffe-
rences are not conditioned only by the tariff level,
but by the supplied and discharged water volume,
increased network wear and the low level of use
of the production funds and available work force,
orographic peculiarities and local production, as
well as the low management efficiency.

On average, the expenditures for water
supply service overcome the incomes with more
than 25% (7,6 million MDL), which is explained
by slower growth in those revenues compared to
revenues of sewerage and treatment services.
Exceeding expenditures over revenues from water
supply services is registered in all “Apa-Canal”
companies from SH DBS. The largest negative
differences are found at enterprises from Comrat
(41% or 3,1 million MDL), Ceadar-Lunga (40%
or 2,2 million MDL), and the lowest in Taraclia
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prestarea serviciilor de aprovizionare cu apa se
atesta la toate intreprinderile ,,Apa-Canal” din SH
DMN. Cele mai mari diferente se constatd la
intreprinderile din Comrat (41% sau 3,1 min lei),
Ceadar-Lunga (40% sau 2,2 min. lei), iar cele
mai mici la Taraclia (5%) si Vulcanesti (7%). In
conditiile extinderii rapide recente a retelelor de
aprovizionare cu apd, este neaparat necesara
ajustarea adecvata a tarifelor si optimizarea chel-
tuielilor per ansamblu, si pe categorii principale
de cheltuieli, Tn special a cheltuielilor materiale
de intretinere a fondurilor fixe.

In cazul prestarii serviciilor de sanitatie,
veniturile depdsesc nesemnificativ (cu 3% sau 449
mii lei) cheltuielile (tabelul 6). Acest fapt se
explicd prin cresterea mai rapida a veniturilor
respective in comparatie cu serviciile de apro-
vizionare cu apd, precum $i prin mentinerea unui
nivel redus al calitétii serviciilor de canalizare si
epurare, neincluderea in tariful respectiv a pre-
judiciului ecologic, ceea ce ar conditiona majo-
rarea cheltuielilor si micsorarea beneficiilor
directe ale intreprinderilor municipale din dome-
niul respectiv. De asemenea, frecvent, intreprin-
derile respective presteaza selectiv serviciile de
canalizare, orientdndu-se prioritar citre consu-
matorii mai mari si asezati mai compact, precum
intreprinderile si organizatiile bugetare mai mari,
blocurile locative si cautd si evite conectarea con-
sumatorilor mici, Th special a caselor individuale
din cartierele sdrace. Cele mai mari diferente
negative dintre veniturile si cheltuielile serviciilor
de canalizare si epurare se atesta la intreprinderile
»Apa-Canal” din Vulcanesti (89% sau 784 mii lei).
Concomitent, veniturile serviciilor de canalizare si
epurare depasesc cheltuielile respective doar la
intreprinderile ,,Apa-Canal” din orasele Cimislia
(+72% sau 273 mii lei), Comrat (41% sau 1,1 min
lei) si Ceadar-Lunga (11% sau 342 mii lei).

Sporul mai rapid al veniturilor fatd de
cheltuieli se atestd la majoritatea intreprinderilor
din SH DMN. Tn plus, aceste rezultate pozitive au
fost posibile, iIn mare masurd, datoritd majorarii
subventiondrii din partea FEN, a bugetului de stat
si a surselor externe care contribuie la realizarea
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(5%) and Vulcanesti (7%). In conditions of recent
rapid expansion of water supply networks is
absolutely necessary appropriate adjustment of
tariffs and optimizing expenditure, in overall and
on main categories of expenditure, especially the
maintenance costs of fixed assets.

In the case of sanitation services, revenues
exceed slightly (by 3% or 449 thousand MDL)
expenses (table 6). This is explained by the faster
growth of respective revenues compared to
revenues of water supply services, and by main-
taining a low level of quality of sewerage and
treatment services, non-inclusion in that tariff of
the environmental damages, which would con-
dition the increase of the costs and decrease the
direct benefits of municipal enterprises in the
field. Also, very often, these companies selec-
tively provide the sewerage services, focusing
primarily to the bigger consumers and locate more
compact, as larger companies and budget orga-
nizations, apartment buildings and avoids con-
necting of small consumers, particularly of indi-
vidual houses from poor neighbourhoods. The
biggest negative difference between revenues
and expenditures of sewerage and treatment ser-
vices can be seen at the companies “Apa-Canal”
from Vulcanesti (89% or 784 thousand MDL).
At the same time, revenue from sewage services
exceeds the costs for these services only at the
enterprises “Apa-Canal” from Cimislia (+72%
or 273 thousand MDL), Comrat (41% or 1,1 mil-
lion MDL) and Ceadir-Lunga (11% or 342 thou-
sand MDL).

More rapid growth of revenues over expen-
diture can be seen in most “Apa-Canal” enter-
prises from SH DBS. In addition, these positive
consequences were largely possible due to higher
subsidies from the NEF, of state budget and of
external sources, which contributes to the imple-
mentation of the Strategy for Water Supply and
Sanitation [8] and other strategically documents in
the field.

4. Conclusions

As a result of negative difference between
tariffs and prime costs as well as between the
incomes and expenses, in the majority of enter-
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Strategiei privind aprovizionare cu apa si sanitatie
[8] si alte documente strategice in acest domeniu.

4. Concluzii

Ca urmare a prezentei diferentei negative
dintre tarife si costul de productie, precum si
dintre venituri si cheltuieli, la majoritatea intre-
prinderilor ,,Apa-Canal” din SH DMN, se cons-
tatd o rentabilitate economica redusa, indeosebi a
activelor operationale. La majoritatea retelelor de
canalizare si a statiilor de epurare predomina
infrastructura cu un grad sporit de uzura (42%),
ceea ce diminueaza considerabil rentabilitatea
acestor servicii si impune majorarea tarifelor.

Majorarea costurilor serviciilor de aprovi-
zionare cu apa si sanitatie, in conditiile neajustarii
tarifelor respective, va diminua semnificativ chel-
tuielile investitionale, ceea ce se va rasfrange
negativ asupra eficientei serviciilor respective si
calitatii apei livrate si purificate. Totodatd, atat
intreprinderile Asociatiei ,,Apa-Canal”, cat si alte
categorii de operatori in acest domeniu, nu tre-
buie sd mizeze doar pe majorarea cotei tarifelor,
dar sd giseascd surse interne suplimentare de
optimizare a cheltuielilor.

Este necesar ca majorarea tarifelor si a
diferentei lor fatd de costul de productie sa
prinderilor si serviciilor respective, dar si la folo-
sirea mai economicoasa a apelor, la diminuarea
impactului nociv si imbunatatirea calitatii resur-
selor de apa.

prises “Apa-Canal” in HS DBS is stated reduced
economic profitability, especially of operating
assets. In most sewerage networks and wastewater
treatment plants predominates an infrastructure
with a high degree of wear (42%), which reduces
the profitability of these services and imposes
tariff increasing.

The increasing costs of water supply and
sanitation services, without adjusting the tariffs
will significantly reduce the investment expen-
ditures, which will be have a negative impact on
the efficiency of these service and on the quality
of delivered and purified water. At the same time,
the companies of “Apa-Canal” Association and
other categories of operators in this area should
not rely solely on tariffs increasing but find
internal sources to expenses optimizations.

It is necessary that the increase of tariffs
and their difference from the prime cost not only
to contribute to increasing the profitability of
these companies and of it services, but also at the
most economical use of water, reduce the
harmful impact and improve the quality of water
resources.
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PLANIFICAREA FISCALA:
INSTRUMENT DE OPTIMIZARE
A DATORIILOR FATA
DE BUGET

Conf. univ. dr. Anatol GRAUR, ASEM
ag@sistematis.md

Planificarea fiscald reprezinta un complex
de masuri, care constd in micsorarea, in baza
legii, a platilor fiscale. Planificarea fiscala, la
intreprindere, porneste de la structurarea initiala
a activitatii agentului economic, ea fiind efectuata
atat la nivelul entitatii (corporativa), cat §i pentru
persoana fizica (individuala). Spre deosebire de
evaziunea fiscala, planificarea fiscala se efec-
tueaza numai in baza legislatiei prin reducerea
marimii impozitelor §i taxelor. Optimizarea plati-
lor fiscale este posibila prin organizarea activita-
tii, in aga mod, incdt legislatia sa permitd evitarea
sau micsorarea bazei impozabile, a cotei impozitu-
lui §i aplicarea facilitatilor fiscale.

Cuvinte-cheie: planificare fiscala,
ziune fiscala, incdlcare fiscald, zond off-shore,

eva-

solutie fiscala individuala anticipata.
JEL: H21, H26, E62.

Introducere

Necesitatea planificarii fiscale este determi-
natd de insdsi legislatia fiscala, care prevede
diverse regimuri fiscale pentru situatii concrete,
permite aplicarea diferitelor metode de calcul al
pentru contribuabili, Tn cazul Tn care acestia vor
activa Tn domeniile cerute de stat. Tn plus, plani-
ficarea fiscald este conditionata de interesul statu-
lui Tn acordarea de facilitati fiscale, pentru Tncu-
rajarea procesului de productie, a unor categorii
de contribuabili, Tn reglementarea dezvoltarii
sociale si economice. Planificarea fiscala este de
naturd obiectiva, dictatd de cerintele de concu-

CZU: 336.221.22:005.51

TAX PLANNING:
OPTIMIZATION TOOL
OF DEBTS TOWARDS

THE BUDGET

Assoc. Prof., PhD. Anatol GRAUR, ASEM
ag@sistematis.md

Tax planning is complex of measures,
consisting in the reduction of tax payments under
the law. Tax planning at the enterprise starts from
the initial structuring of businesses and activities
and can be carried out both at entity level (cor-
porate) and the individual (individual). Compared
to tax evasion, tax planning is performed only
under the law by avoiding taxes. Avoiding or
reducing taxes is possible by organizing activities
in such a way that the law allows reducing the tax
base or tax rate. Optimization of tax payments is
possible by organizing the work in such a way, so
as the legislation avoids or reduces the tax base,
tax rates and tax incentives application.

Key words: tax planning, tax evasion, tax
violations, offshore area, anticipated individua-
lized tax solution

JEL: H21, H26, E62.

Introduction

Necessity of tax planning is determined by
the tax legislation, which provides various tax
regimes for specific situations, and permits to
apply different methods for calculating the tax
base and provide extra tax facilities for taxpayers,
if they will work in the fields required by the
state. In addition, tax planning is subject to the
state’s interest in providing tax incentives to
encourage the production process, certain cate-
gories of taxpayers, in regulating social and eco-
nomic development. Tax planning is, by objective
nature, dictated by the requirements of market
competition and the desire of enterprises to reduce
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rentd pe piata, de dorinta intreprinderilor de a
reduce presiunea fiscala si de a-si majora resur-
sele proprii necesare dezvoltarii afacerilor.

Planificarea fiscald este una dintre cele mai
importante componente ale managementului
financiar al entitatii. Esenta ei consta in faptul ca
fiecare contribuabil are dreptul de a utiliza mij-
loacele, metodele si modalitatile legale de mini-
mizare a obligatiilor fiscale.

Metode aplicate si abordari conceptuale

Exista diferite abordari ale conceptului de
planificare fiscald. Prima abordare pune accentul
pe ideea minimizarii impozitelor si taxelor.
Astfel, planificarea fiscala poate fi definita ca
planificare a activitatilor financiare si economice
ale entitatii, Tn scopul reducerii la minimum a
platii impozitelor. In opinia autorului, termenul
,minimizare a impozitarii” este nereusitd, deoa-
rece, in sens larg, o reducere a impozitelor poate
insemna o descrestere a activitdtii contribua-
bilului. Intrucat impozitele si taxele nu pot fi, pur
si simplu, ,,mecanic” minimizate, este important
sd fie optimizate, deoarece:

o reducerea marimii unor impozite ar putea
duce la 0 majorare a altora;

e minimizarea sumei impozitelor prin majo-
rarea cheltuielilor, costurilor si, in final, a
profitului poate reduce rezultatele finan-
ciare si perspectivele de dezvoltare a
entitatii;

o reducerea ,,matematica” a impozitelor poate
duce la superioritatea formei asupra conti-
nutului si, ulterior, la situatii de judecata.

O altd viziune asupra planificarii fiscale
porneste de la faptul cd impozitele si taxele nu
trebuie doar reduse, dar optimizate si corelate cu
alte directii de dezvoltare ale entitatii. Ca urmare
a celor mentionate, planificarea fiscala este
abordata ca o procedurd de optimizare fiscala si
definita ca organizare a sistemului de impozitare
pentru a obtine rezultate financiare maxime la
costuri minime.

Pornind de la cele doud concepte, planifca-
rea fiscald poate fi divizata in:
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the tax burden and to increase its own resources
necessary for business development.

Tax planning is one of the most important
components of the financial management of the
entity. Its essence is that each taxpayer has the
right to use appropriate methods and legal ways to
minimize tax liabilities.

Methods applied and conceptual approaches

There are different approaches to the con-
cept of tax planning. The first approach focuses
on the idea of minimizing taxes and fees. Thus,
tax planning can be defined as planning of finan-
cial and economic activities of the entity in order
to minimize taxes. According to the author the
term *“tax minimization” is unsuccessful because a
tax reduction may mean a decrease in the activity
of the taxpayer. Moreover, the taxes cannot be
simply “mechanically” minimized, it is important
to optimize it, because:

¢ reducing the size of taxes could lead to an
increase of the others;

e minimize the amount of taxes by increasing
the expenses, costs and ultimately of profit
can reduce the financial results and deve-
lopment perspectives of the entity;

e “mathematical” reduction of taxes can result
in the superiority on the shape on the content
and subsequent court cases.

Another view of tax planning comes from
the fact that taxes must not only be reduced, but
optimized and linked to other directions of deve-
lopment of the entity. Following the said tax
planning is approached as a tax optimization
procedure and defined as the organization of the
tax system to achieve maximum financial results
at minimum cost.

Based on the two concepts, tax planning can
be divided into:

e tax payment planning, that is based on
the relationship: calculating tax —
seeking the opportunities of exemption
— forming the payment schedule —
search and / or Provisioning for paying
taxes;
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o planificarea platilor fiscale, conform ca-
reia aceasta este axata pe relatia: calcularea
impozitelor — cautarea de oportunitati de
scutire — formarea graficului de plati —
cautarea si/sau rezervarea mijloacelor
pentru plata impozitelor;

e planificarea fiscald, care este un set de
tehnici necesare pentru minimizarea pla-
tilor fiscale prin aplicarea managementului
financiar, modelarii, metodelor matema-
tice, analizei, procesului decizional, prin
care se asigurd o corelare a presiunii fis-
cale cu cresterea economica a entitatii.
Probleme si solutii
Planificarea fiscala are la baza unele prin-

cipii, care tind sa plaseze acest proces intr-0 arie
legald, necesara entitatii si cu rezultate optime.
Printre principiile planificarii fiscale, pot fi
mentionate urmatoarele:

a. Principiul legalitatii planificarii fiscale;

b. Principiul rationamentului aferent platilor
fiscale, conform caruia se considera optima
achitarea sumei minime si cat mai aproape
de scadenta;

c. Optimizarea impozitelor si taxelor, dar nu
reducerea ,,matematica” a acestora;

d. Planificarea fiscala trebuie executatd in
contextul afacerii Tn Tntregime;

e. Planificarea fiscala trebuie sa fie bazata pe
ratiune si logica si mai putin pe lacunele
legislatiei;

f. Minimizarea platilor fiscale nu trebuie
efectuatd prin evitarea lor, ci prin calcule si
optimizari ale operatiilor economice;

g. Principiul oportunitatii cheltuielilor. Costul
schemei de optimizare fiscald nu trebuie sa
depaseasca suma impozitelor, care vor fi
reduse;

h. Principiul confidelitatii.

Planificarea fiscala strategica are drept
scop solutionarea problemelor generale la nivel
de entitate, folosind tehnici si metode care reduc
obligatiile fiscale pe termen lung. Ea include
proceduri ce tin de:

104

¢ tax planning is a set of techniques needed
to minimize tax payments by applying
financial management, modeling, mathe-
matical methods, analysis, decision-
making, through which is provided a
correlation of tax burdens with economic
growth of entity.

Problems and solutions

Tax planning is based on some principles
that tend to put this process in a legal broad
required to the entity and with optimal results.
Some tax planning principles can be mentioned:

a. Tax planning should not be illegal,

b. The rationale principle for the tax pay-
ments, under which it is optimal to pay
the minimum amount and maturity and
as close as possible;

c. Taxes and duties should not be “mathe-
matically” minimized, but — optimized;

d. Tax planning should be made in the
context of entirely business;

e. Tax planning focused on reason and logic
and less on the defects of legislation;

f. Minimizing the tax payments must be
made not by avoiding them but by cal-
culation and optimization of economic
operations;

g. The principle of opportunity costs. The
cost of tax optimization scheme should
not exceed the amount of taxes that will
be reduced.

h. Principle of confidentiality.

Strategic tax planning is aimed at solving
general problems at entity level, using techniques
and methods that reduce the long-term tax liabi-
lities. It includes procedures related to:

o complex analysis of legislation and fore-

casting various development scenarios;

e developing management schemes of
financial flows, documentation, informa-
tion aimed to optimize tax obligations;

o application risk assessment of methods
various and optimization schemes and of
their effectiveness;

Revista / Journal ,,ECONOMICA” nr.1 (99) 2017



e analiza complexa a legislatiei n vigoare si

prognozarea diferitelor scenarii de dez-
voltare;

elaborarea schemelor de gestiune a fluxurilor
financiare, documentare, informationale n
scopul optimizarii obligatiilor fiscale;
aprecierea riscurilor de aplicare a diverse-
lor metode si scheme de optimizare si a
eficientei acestora;

selectarea favorabila a locului de inregistrare
a entitatii sau afacerii, a subdiviziunilor sau
teritoriului de unde sa fie gestionata;
alegerea formei juridice de organizare si
structura sa organizatorica.

Planificarea fiscala poate fi clasificatd in
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o selecting favorable place of registration
of entities or business subdivisions or
territory where to be managed;

¢ choice of legal form of organization and
organizational structure.

Tax planning can be classified accor-

ding to different criteria, which are shown in
table 1.

functie de diferite criterii prezentate Tn tabelul 1.

Tabelul 1/Table 1

Clasificarea planificarii fiscale/
Classification of tax planning

Criteriile de clasificare/
Classification criteria

1

Perioada si caracterul sarcinilor/
period and nature of tasks

Criteriul teritorialitatii/ territoriality
criterion

Tipul de contribuabil/ type of
taxpayer

Complexitatea planificarii/ planning
complexity

Obiectul planificarii fiscale/ object of
tax planning

Madrimea entitatii/ size of the entity

Planificarea fiscala/
Tax Planning

2
strategica/ strategic

tactica/ tactic

internationald/ international
nationald/ national

locala/ local

corporativa/corporative
individuala/individual

planificare totald/ overall planning
partiala (tematica)/ partially (topic)
entitatea Tn general/ entity in general

subdiviziuni separate, centre de responsabilitate/ separate
subdivisions, responsibility centers

pentru microintreprinderi/ for microenterprises
intreprinderi mici si mijlocii/small and medium enterprises
intreprinderi mari/ large enterprises
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1

Ritmul dezvoltirii mediului intern si
extern ale entitatii/ internal and
external environment development
rhythm of the entity

Etapele procesului de producere,
financiar, economic/ stages of
production, financial, economic
process

Forma organizatorico-juridica/
organizational legal form

Scopul/ purpose

dinamica/ dynamic
statica/ static

etapa ascensiunii sau descesiunii/ ascension or decreasing stage
reorganizarea/ reorganization

lichidarea/ liquidation

insolvabilitatea etc./ insolvency etc.

societati pe actiuni/ joint stock companies

cooperative de producere/ production cooperative
gospodarii taranesti etc./ peasant farms etc.

obtinerea profitului si majorarea profitului net/gaining profit

and net profit increase

e fara scop in sine/ no purpose

Tipul entititii §i ramura/the entity o
type and branch

entitati necomerciale/ non-commercial entities

entitafi comerciale (industrie, sistem bancar, asigurari etc.)/

commercial entities (industry, banking system, insurance etc.)

Concomitent, planificarea fiscala tactica
cuprinde un set de metode, care dau contri-
buabilului posibilitatea reducerii presiunii fiscale
pentru o perioadd scurtd de timp sau intr-0
conjuncturd economicd concretd. Ea se reali-
zeaza prin:

e utilizarea unor facilitati fiscale pentru
impozitele principale in contextul schimba-
rilor efectuate in legislatia fiscala;

e utilizarea unor forme optime de contracte
juridice, civile;

e organizarea politicilor contabile in scopul
optimizarii fiscale;

e monitorizarea saptdmanald a actelor legis-
lative;

e prognozarea platilor fiscale sdptamanale si
lunare.

Planificarea fiscald, in functie de elemen-
tele impozitelor, poate avea loc tinand seama de
diferite tipuri de drept, dintre care fiecare isi are
propriul cadru juridic, care Ti permite entitatii sa
manevreze alegerea formei si a strategiei activi-
tatii sale, In scopul optimizarii platilor fiscale
(figura 1).

At the same time, tactic tax planning com-
prises a set of methods that give to the taxpayer
the opportunity to reduce the tax burden for a
short time or in a specific economic circumstance.
It is achieved by:

o use of tax facilities for major taxes in the

context of tax laws changing;

o use of optimal forms of legal or civil con-

tracts

e organization of accounting policies in

order to optimize the tax.

o weekly monitoring of legislation;

e weekly and monthly tax payments fore-

casting.

Tax planning in relation to taxes elements
can be only taking into account different types of
law, each of which has its own legal framework
that allows the entity to handle the choice of form
and strategy of its activity in order to optimize tax
payments (figure 1).
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Planificarea fiscala/ Tax planning

Legislatia Legislatia o Legislatia Legislatia
fiscali/ tax contabila/ CC_)d_Ul civil/ vamali/ locala/
legislation accounting Civil Code customs Local
legislation legislation legislation
Facilitati Evidenta Forma de Regimuri Locul
fiscale/ obiectelor organizare vamale/ inregistririi
 Fiscal | impozabile | | juridica a L1 customs L activitatii/
facilities / Evidence entitatii/ procedure Place of
Faxable Legal _form registration/
items of ent_lty _ — activity
Termene organisation Facilitati
de plata/ Formarea || vamale/
| Payment politicilor - Customs Facilitati
Terms contabile/ Raporturi facilities fiscale/
Formation juridico- | Fiscal
| of accoun- L| civile/ facilities
Cote ale ting policies Civil legal
taxelor/ relations
| Shares of
the fees

Etapele planificarii fiscale depind de obiec-

Figura 1. Planificarea fiscala prin prisma legislativa/
Figure 1. Tax planning through the legislative
Sursa: elaborata de autor/ Source: elaborated by the author

Stages of tax planning depend on the plan-

tul planificarii — taxele aferente unor tranzactii | ning object — taxes related to specific transactions
concrete sau afacerea entitatii in ansamblu. | or business in general. Generally, the following
Pentru planificarea afacerii, In general, se reco- | stages are recommended when planning a

manda urmatoarele etape.

Etapa/

Stage
1

business.

Continutul etapei/ Content of the stage

2

Analiza si expertiza juridicd a situatiei existente, a relatiilor civile si juridice cu tertii,
fondatorii, angajatii/ Analysis and legal expertise of the current situation, civil and legal
relations with third parties, founders, employees

Auditul sistemului de impozitare si evidenta al entitatii/ Audits of the tax and accounting
system of the entity

Determinarea presiunii fiscale, stabilirea riscurilor pe segmente de activitati si pe tipuri de
impozite/ Determining the tax burden, establish risks on the segments of activity and types
of taxes

Selectarea strategiei de optimizare a presiunii fiscale si elaborarea schemelor optime de
impozitare/ Selecting the tax burden optimization strategy and developing optimal tax
schemes
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2

Calcularea economiei privind platile fiscale directe sau indirecte prin influenta acestora
asupra tuturor indicatorilor economici/ Calculating economy on tax payments by direct or

Stabilirea termenelor de plata a obligatiilor fiscale si elaborarea circuitului documentelor/

Propunerea recomandarilor privind implementarea schemelor de optimizare fiscala,
instruirea salariatilor si calcularea efectelor economice/ To make recommendations on the
implementation of tax optimization schemes, training of employees and calculating

Elaborarea sistemului de relatii contractuale ale entitatii. Pentru aceasta, pornind de la
consecintele fiscale, se planifica formele posibile de activitate: arenda, vanzare-cumparare,
acordarea serviciilor s.a./ Developing a system of contractual relations of the entity.
Therefore, based on the tax consequences, will be plan possible forms of activity: rent, sale-

Elaborarea politicii fiscale si financiare a entitatii/ Elaboration of fiscal and financial policy

Stabilirea procedurilor de conlucrare cu organele de stat in diferite situatii/ Establish

1
5
indirect influence on all economic indicators
6 . . o
Establish payment terms of tax payments and drafting documents circuit
7
economic effects
8
purchase, providing services etc.
9 .
of the entity
10

procedures for cooperation with the state in different situations

Printre instrumentele de baza ale planifi-
carii fiscale, pot fi urmatoarele:

Metoda jurisdictiei teritoriale

Selectarea locului de inregistrare a entitatii
sau a afacerii poate influenta modul de impo-
zitare prin faptul cd unele state, regiuni sau zone
juridice acordd facilitati fiscale legale. Pe terito-
riul Republicii Moldova, nu exista zone speciale,
cu exceptia Zonelor Economice Libere.

Forma de organizare juridica a entitatii

Alegerea formei de organizare juridica
influenteazd asupra modului de impozitare cu
impozitul pe venit. Astfel, intreprinzatorii indivi-
duali si gospodariile tardnesti calculeazd impo-
zitul pe venit la cotele 7% sau 7% si 18%. Crea-
rea unei organizatii necomerciale si desfasurarea
unei activitati economice statutare pot influenta
scutirea de impozitare, desi apare restrictia de
repartizare a venitului (acesta poate fi repartizat
in alt mod). De asemenea, dacd organizatia neco-
merciala ia 1n locatie un imobil de la o institutie
publica (bugetara), atunci plata pentru locatie este
calculatda la un pret mai mic decat pentru
businessul privat.

Among the basic tools of tax planning can
be the following:

Method of territorial jurisdiction

Selection of place of registration of the enti-
ty or business tax can affect the way in that some
states, regions and legal areas gives tax incentives
law. In Moldova there are special areas except
Free Economic Zones.

Legal form of the entity

Choice of juridical organization affects the
way of tax and the income tax. Thus, individual
entrepreneurs and farms calculates income tax
rates of 7% or 7% and 18%. Creation of a non-
commercial organizations and conducting an eco-
nomic activity may influence statutory tax relief,
although appears restriction of distribution of
income (it can be assigned otherwise). Also ren-
ting a building from public institutions (budget)
is calculated at a lower price than for private
business.

Composition of founders (owners)

Composition of founders can influence the
taxation based on tax provisions in each country.
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Componenta fondatorilor (proprietarilor)

Structura fondatorilor poate influenta
modul de impozitare in functie de prevederile
fiscale in fiecare tard. Astfel, in unele legislatii
nationale, dacd fondatorul ar fi o entitate din
sectorul micului business sau organizatie neco-
merciald, atunci entitatea poate beneficia de unele
facilitati fiscale. O alta situatie ar consta in pre-
Desi aceasta
situatie poate crea unele incomoditati, platile
catre nerezidenti pot fi tratate, din punct de
vedere fiscal, preferential, dacd sunt incheiate
acorduri (conventii) de evitare a dublei impuneri.

Formarea capitalului social

Aporturile la capitalul social pot fi diferite:
numerar sau alte active. Depunerea in capitalul
social a activelor imobilizate, utilizate nemijlocit
la fabricarea produselor, la prestarea serviciilor
si/sau executarea lucrarilor se scutesc de TVA.
La activele materiale imobilizate utilizate nemij-
locit la fabricarea produselor, la prestarea
serviciilor si/sau executarea lucrarilor se atribuie

zenta fondatorilor nerezidenti.

activele a caror amortizare se raporteaza la costul
produselor fabricate, serviciilor prestate si/sau
lucrarilor executate.

Activele materiale imobilizate, care au
beneficiat de facilitatea fiscald respectiva, nu pot
fi instrdinate, transmise 1n folosintd sau posesie
(exceptand locatia bunurilor imobile), atat inte-
gral, cat si parfi componente ale acestora, pe
parcursul a 3 ani de la data validarii declaratiei
vamale respective sau eliberdrii facturii, cu
exceptia cazului In care aceste active materiale
imobilizate sunt exportate, dacd anterior au fost
importate si nu au suferit modificari in afara
amortizarii normale.

Desi exista aceste restrictii, este posibild
vanzarea cotelor-parti ale proprietarilor (actiuni-
lor) contra numerar. Astfel, va avea loc 0 vanzare
de active fara calcularea TVA. Chiar daca este
posibila determinarea cresterii de capital sau
impozitarea la sursd cu impozitul pe venit, cota
va fi mai micad decat TVA de 20%.

Metoda politicilor contabile si fiscale

Desi, aparent, politicile contabile nu influ-
enteazd tratamentul fiscal al multor tranzactii,
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Thus, in some national legislation, if the founder
is an entity of the small business sector or non-
commercial organization, the entity may benefit
from some tax breaks. Another situation would be
the presence of non-founders. Although this may
create some inconvenience, payments to non-
residents can be treated more preferential tax if
they are concluded agreements (conventions) for
the avoidance of double taxation.

Formation of social capital

Contributions in capital can be different:
cash or other assets. Posting capital to assets used
directly in the production, service delivery and /
or execution of works is exempt from VAT.
Assets to tangible assets used directly in the
production, service delivery and / or execution of
works is assigned assets whose amortization relate
to the cost of manufactured products, services and
/ or works executed.

Material assets restrained that have bene-
fited from the fiscal facility that cannot be sold,
transmitted in use or possession (except lease of
immovable property), so full as well as compo-
nent parts thereof, within 3 years from the date of
validation customs declaration or issue of the
invoice, except when these material assets are
exported, whether previously imported and did
not change outside the normal depreciation.

Although there are these restrictions it is
possible the sale of the owners’ share (shares)
against cash. This will be a sale of assets without
calculating VAT. While it is possible to determine
the increase in capital or withholding tax with the
income tax rate will be lower than 20% VAT.

Method of accounting and tax policies

Although apparently accounting policies do
not influence the tax treatment of multiple tran-
sactions, they can be used as a tax planning tool.
In some cases, the tax code refers to the accoun-
ting treatment accepting methods for valuing
assets in financial accounting. Thus, for tax
purposes can be used for financial accounting
methods based on the provisions of the National
Accounting Standards and IFRS that does not
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acestea pot fi utilizate ca instrument de planifi-
care fiscald. Codul fiscal, in unele situatii, face
trimitere la tratamentul contabil, acceptand meto-
dele de evaluare a activelor din contabilitatea
financiard. Astfel, in scopuri fiscale, pot fi folo-
site. metode de evidentd financiard bazate pe
prevederile Standardelor Nationale de Contabi-
litate si IFRS, care nu contravin prevederilor
Codului fiscal. Aplicarea metodelor de evidenta a
stocurilor de marfuri si materiale (FIFO, LIFO,
costul mediu ponderat), in contabilitatea finan-
ciard, este acceptatd in scopuri fiscale si poate
influenta marimea rezultatului financiar al
entitatii. In unele tari, aplicarea diferitelor metode
de amortizare a activelor imobilizate poate influ-

contravene the provisions of the Tax Code.
Application of stock records of goods and mate-
rials methods (FIFO, LIFO, weighted average
cost) in financial accounting are accepted for tax
purposes and may influence the entity's size of the
financial result. In some countries application of
the various methods of depreciation of fixed
assets may affect the financial result and income
tax debt.

enta rezultatul financiar si datoria privind
impozitul pe venit.
Metoda jurisdictiei
teritoriale/Method Componenta
Facilitatile of territorial fondatorilor
(re%:g;l;:élor) jurisdiction (proprietarilor)/
nationale/Fiscal Composition of
policies (facilities / founders (owners)
national tax
regimes)
Metoda
off-shore/ Frorr;:iaz e
Off-shore oLganzak
thod juridica a
e entititii/Legal
form of the entity
Metoda delegarii
unor obligatii
i Structura
Tl et srumente! captall
paralele)/Business Instruments social/Structure
P of social capital
parallels (satellite)
Metoda
Metoda reducerii modificarii
bazei impozabile/ relatiilor
Method contractuale/
of reducing Changing of
the tax base contractual
relations method
Amanarea
perioadei de plata

a impozitelor si
taxelor/Delaying

Metoda politicilor

the period of Metoda divizirii e
payment of taxes relatiilor policies
juridice/Method
of division of

legal relations

Figura 2. Instrumentele planificarii fiscale/ Figure 2. The instruments of tax planning
Sursa: elaborata de autor/Source: prepared by author
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Metoda modificarii relatiilor contractuale

Metoda modificarii relatiilor contractuale
se bazeazd pe faptul ca tranzactiile economice
impozitate Tntr-un mod pot fi modificate juridic
astfel, Incat acestea sa fie tratate fiscal in altd
manierd in scopul obtinerii unui avantaj fiscal.
Importantd este modificarea sensului juridic al
operatiilor, nu doar partea formala, cum ar fi
denumirea contractului juridic. Aceste modificari
nu trebuie sd contind semne de formalitate sau
fictiune. De exemplu, in cazul necesitatii de
numerar, este posibila apelarea la imprumuturi de
la alte persoane fizice. Intocmirea contractului de
imprumut poate conduce la calcularea directa,
sau prin facilitare, a dobanzilor (chiar daca este
semnat un contract cu clauza ,.fara plata doban-
zii”). In acest caz, este mai optimi intocmirea
unui contract de vanzare-cumparare a unor acti-
ve, cu clauze de achitare Tn avans a 50% — 70%
din suma contractului si cu executarea Iui peste 6
— 12 luni. Peste aceastd perioada, daca contractul
nu prevede sanctiuni, acesta poate fi reziliat din

Un alt exemplu 1l constituie modificarea
formei platilor citre angajati: ajutorul material,
primele cu ocazia sarbatorilor pot fi inlocuite cu
prime pentru munca depusd sau donatii de
mijloace financiare. Acestea pot fi deductibile Tn
functie de perfectarea juridicd a documentelor ce
stau la baza calcularii lor.

Metoda divizarii relatiilor juridice

Acest aspect este asemanator modificarii
relatiilor contractuale, doar ci, in acest caz, are
loc o divizare a unui complex de operatii
economice n mai multe, simple si diferite, ca si
continut. Astfel, relatiile privind reparatia capi-
tala pot fi divizate In reparatie capitald si
reconstructie, deoarece cheltuielile de reparatie
sunt limitate in marime de 15% din baza valorica
a categoriei de proprietate la inceputul anului. Alt
exemplu 1l poate constitui divizarea contractului
de vanzare-cumparare in doud contracte: unul de
vanzare a imobilului, iar altul de consultanta. Ca
urmare, se poate optimiza impozitul pe bunuri
imobiliare (in cazul Tn care nu are evaluarea
cadastrald) si cheltuielile curente care nu vor fi
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Changing of contractual relations method

Changing of contractual relations method is
based on the fact that economic transactions taxed
in a way can be changed by law so that they are
treated for tax purposes in another manner in
order to obtain a tax advantage. It is important to
change the legal meaning of operations, not just
the formal, such as the name of the legal contract.
These changes should not contain signs of for-
mality or fiction. For example, in the case of need
for cash it is possible to take loans from other
individuals. Drawing up of the loan agreement
could lead to the direct calculation of interest or
facility (even if signed a contract with the clause
"without payment of interest”). In this case, it is
best to draw up a contract of sale purchase of
assets with terms of payment in advance of 50% -
70% of the contract and the execution of over 6 to
12 months. Over this period, if the contract does
not provide for sanctions, it may be terminated
due to inability to enforce.

Another example is changing the shape of
payments to employees: material aid, premiums
on holidays may be replaced by premiums for
work or donations of funds. These may be deduc-
tible depending on perfecting legal documents
underlying their calculation.

Method of division of legal relations

This aspect is similar to contractual relations
changes, only in this case there is a division of a
complex economic operations in more simple and
different in content. Thus, the overhaul relations
can be divided into major repair and reconstruc-
tion, because the repair costs are limited in the
amount of 15% from the amount of the category
of property at the beginning of the year. Another
example can split the contract of sale and pur-
chase in two contracts: one for sale of property
and other for consultation. It can therefore be
optimized to real estate tax (in case if there is no
cadastral evaluation) and current expenditure will
be recognized not by depreciation, but by the
period of service provision.

Delaying the period of payment of taxes

This optimization occurs due to different
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recunoscute prin amortizare, dar in perioada de
prestare a serviciilor.

Aménarea perioadei de platd a impozi-
telor si taxelor

Aceastd optimizare apare ca urmare a
perioadei diferite de aparitie a obligatiei fiscale.
Data aparitiei obligatiei fiscale diferd in functie
de taxa. De exemplu:

e obligatia fiscald privind accizele apare la
expedierea marfurilor supuse accizelor din
incaperea de acciz. Astfel, in cazul expe-
dierii partiale (pe partide) a marfurilor in
diferite luni calendaristice, datoria privind
accizele va surveni in altd perioada decat
in momentul tranzactiei economice;

e obligatia fiscala privind TVA aferentd im-
portului de servicii apare la momentul achi-
tarii cu nerezidentul-prestator de servicii. n
cazul achitarii partiale sau in altd luna,
obligatia privind TVA va surveni ulterior. In
acest caz, nerezidentul poate fi remunerat,
prin plata mijloacelor valutare ca avans, in
baza altui contract de vanzare-cumparare,
care, ulterior, va fi reziliat. Tn perioadele
urmatoare, avansul poate fi returnat si
efectuatd plata pentru serviciile importate.

De asemenea, amanarea perioadei de plata
a impozitelor si taxelor presupune ca are loc
planificarea platilor fiscale prin elaborarea unui
grafic lunar, trimestrial, de obicei, acestea fiind
efectuate 1n ultima zi de plata.

Metoda reducerii bazei impozabile

Baza impozabila pentru impozitul pe venit
poate fi redusd prin contractarea unor servicii
care pot fi recunoscute drept cheltuieli. Tn unele
legislatii nationale, vanzarile de imobiliare pot fi
efectuate, mai degraba, prin vanzarea companiei
decat a activelor, deoarece nu trebuie sa se pla-
teascd niciun impozit, deci, pot fi maximizate
beneficiile vanzarii. Clientul, cumparand o com-
panie, nu trebuie sa pliteasca multe impozite pe
imobil. Proprietarul imobilului rdmane aceeasi
companie, numai cad drepturile de proprietar al
companiei vor fi transferate de la vanzitor, la
cumparator. Deci, asa se transforma dintr-0 tran-
zactie imobiliara intr-0 vanzare de companie.

periods of occurrence of the tax liability. Issue
date of tax liability varies from tax. E.g:

e excise tax liability arises dispatch excise
goods in the excise room. Thus, if the partial
shipment (the parties) of goods in different
calendar months on excise duties will appear
in another time than the period of economic
transaction;

e VAT tax liability for importing occurs upon
payment services with non-service provider.
If partial payment or another month, VAT
obligation will come later. In this case the
non-resident may be paid through the ad-
vance payment of foreign exchange under
another contract of sale, which will then be
terminated. In subsequent periods advance,
may be returned and may be performed
payment for imported services.

Also, postponement period for payment of
taxes occurs planning by developing a monthly,
quarterly schedule tax payments which are usually
conducted on the last day of payment.

Method of reducing the tax base

The tax base for income tax may be reduced
by contracting services that can be recognized
as expenses. In some national legislation estate
sales of real estate can be made rather through the
sale of the company than the sale of assets,
because is no need to pay any tax, So you can ma-
ximize the benefits of the sale. Customer buying a
company has to pay more taxes for property. The
property owner remains in the same company,
only the company's ownership rights will be
transferred from the seller to the buyer. So, that
becomes a real estate transaction from the sale of
the company.

Method of delegation of tax liability satel-
lite entity or parallel business

For this purpose, many companies are crea-
ted by the same owners and, according, to the size
indicators, financial results or the legal area where
is registered satellite entity, the economic ope-
rations may be carried out or passed there
through. In such a way the profit can be recog-
nized and taxed at the satellite entity which bene-
fits from tax.
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Metoda delegirii unor obligatii fiscale
entitatii-satelit (afaceri paralele)

Tn acest scop, sunt create mai multe com-
panii de catre aceiasi proprietari si in functie de
cuantumul indicatorilor, al rezultatelor financiare
sau de zona juridica unde este Inregistratd entita-
tea-satelit, operatiile economice pot fi efectuate
sau trecute prin acestea. In asa fel, profitul poate
fi recunoscut si impozitat la entitatea-satelit, care
beneficiaza de facilitati fiscale.

Aplicarea facilitatilor (regimurilor) fis-
cale nationale

Conform art. 24 (16), pentru punerea n
aplicare a titlurilor I si II ale Codului fiscal nr.
1164 din 24.04.1997, cu modificarile si com-
pletarile ulterioare, la calcularea impozitului pe
venit, agentii economici au dreptul la reducerea
venitului impozabil cu o suma calculatd prin
inmultirea salariului mediu lunar pe tara, din anul
precedent anului fiscal de gestiune, la cresterea
numarului scriptic mediu al salariatilor, In anul
fiscal de gestiune, fata de anul precedent, dar nu
mai mare decat venitul impozabil.

Metoda off-shore

Aceastd metoda este asemanatoare afacerilor
paralele, esenta ar consta in faptul cé se infiinteaza
entitati in zonele off-shore, asa-numitele paradi-
suri fiscale, unde raméane profitul si care nu este
impozabil sau este impozabil la cote reduse.

Tn general, deschiderea intreprinderilor off-
shore prezinta urmatoarele avantaje:

e impozitul pe venit lipseste sau cota aces-
tuia nu depaseste 1-2% (sau poate fi inlo-
cuit cu o taxa anuald);

e procedura de Tnregistrare este simplificata,
iar marimea minima a capitalului social nu
este stabilita;

o identitatea proprietarului de companie nu
poate fi divulgata (cu exceptia unor investi-
gatii ale unui caz penal, la comiterea ecscro-
cheriei, traficului de droguri si arme etc.);

e companiile sunt libere sa deschida conturi in
orice moneda, la orice banca straind, pentru a
trimite §i primi pldti in orice valutd, fara
restrictii. Nu exista restrictii privind exportul
de capital;
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Application of national fiscal facilities
(regimes)

For example, according to art. 24 (16) of
implementing the titles | and Il of the Tax Code
no. 1164 of 24.04.1997, with subsequent amend-
ments and completions, when calculating the in-
come tax, the economic agents are entitled to
reduce the taxable income by an amount calcu-
lated by multiplying the average monthly wage in
the country since the previous fiscal year to
increase the average number of employees in the
fiscal year of management to increase the scripted
average number of the employees in the fiscal
year of management over the previous year, but
not higher than the taxable income.

Offshore method

This method is similar to the parallel busi-
nesses, which essence would consist in that it is
set up offshore entities called tax havens, where
the profit remains and which is not taxable or
taxable at reduced rates.

In general, the advantages of opening off-
shore enterprises are the following:

e income tax rate is missing or its share
does not exceed 1-2% (or may be repla-
ced by an annual fee).

e registration procedure is simplified and
the minimum amount of the social capital
iS not established.

e owner’s identity of company cannot be
disclosed (except for investigation of a
criminal case, the commission of scam,
drug trafficking and weapons, etc.).

o the companies are free to open accounts in
any currency to any foreign banks in order
to send and receive payments in any
currency without restrictions. There are no
restrictions on the export of capital.

e the management procedure of the com-
pany is not complicated (often is done
based on mandate or power of attorney).

e the companies are not compelled to sub-
mit income declarations.

e auditors do not exist, sometimes in all
offshore zones, therefore the financial
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e procedura de gestionare a companiei nu
este complicatd (de multe ori, se face pe
baza de mandat sau procura);

e companiile nu sunt obligate sid depuna
declaratiile pe venit;

e auditorii nu existd, uneori, in toate zonele
off-shore, de aceea, rapoartele financiare nu
sunt auditate decét la cererea proprietarului.
Singura forma de responsabilitate o consti-
tuie raportul financiar anual;

¢ n multe zone off-shore, incélcarea legisla-
tiei fiscale si vamale nu este consideratd o
infractiune.

Rezultate si discutii

Se estimeaza cd peste 53% din comertul
mondial se tranziteaza prin paradisurile fiscale,
care, 1n ultimii treizeci de ani, si-a triplat ,,volu-
mul”, ajungand, in prezent, sd reuneasca, mai
mult sau mai putin legal, 72 de state ale lumii.
Aceste state contribuie, Tn termeni de PIB (PNB),
doar cu 3,2% la productia mondiald. Tot prin
paradisurile fiscale sunt Tnregistrate 55% din
imprumuturile bancare la nivel mondial si 35%
din investitiile directe in strainatate [5].

Summiturile G20, deseori, au pe ordinea de
zi discutii ale problematicii paradisurilor fiscale.
Fie ca este vorba de tarile suverane (Liechtenstein,
Elvetia, Irlanda, Luxemburg, Monaco, Andorra,
San Marino etc.), fie de teritorii mai mult sau mai
putin autonome (Jersey, Insulele Cayman, Insulele
Virgine Britanice, Bahamas, Bermude, Barbados,
Panama, Belize etc.), opacitatea sectorului finan-
ciar-bancar permite inducerea in eroare atat a
fiscului, cat si a justitiei nationale, in cazul celor
nerezidenti, care considera evaziunea fiscald o
crima, pedepsita sever de catre legislatia tarilor lor
(de la amenzi mari pani la inchisoare). In ciuda
razboiului declarat lipsei de transparenta din para-
disurile fiscale, care, pe langa imensele prejudicii
economice contribuie si la proliferarea crimina-
litatii, prin oferirea mijloacelor, prin care se spala
banii proveniti din traficul de arme si droguri,
rezultatele Intarzie sa apara. Factorii implicati in
aceastd luptd nu reusesc, de ani buni, sd intoc-
meascd o listd comund cu tarile declarate para-
disuri fiscale. Astfel, pe lista ONU, figureaza 48

114

reports are not audited except at the
owner’s request. The only form of res-
ponsibility is the annual financial report.

¢ in many offshore areas, the infringement
of fiscal and customs legislation is not
considered a crime.

Results and methods

It is estimated that over 53% of world trade
is transited through the tax havens, which in the
last thirty years has tripled its “volume” reaching
today to bringing together, more or less legal, 72
worldwide countries. These states contribute, in
terms of GDP (GNP), only with 3.2% to the word
production. Also through the tax havens are
registered 55% of bank loans at global level and
35% direct investments abroad.

The G20 summits often have on agenda
discussion of the issue of tax havens. Whether it is
about sovereign countries (Liechtenstein, Switzer-
land, Ireland, Luxembourg, Monaco, Andorra,
San Marino, etc.) or territories more or less auto-
nomous (Jersey, Cayman lIslands, British Virgin
Islands, Bahamas, Bermuda, Barbados, Panama,
Belize etc.), the opacity of the banking sector
allows misleading both the revenue authority and
also the national justice for those non-residents,
who consider the tax evasion a crime, severely
punished by the legislation of their countries
(from heavy fines up to imprisonment). Despite
the war declared against the lack of transparency
from tax havens, which, besides the huge econo-
mic damage contributes to the o the proliferation
of the criminality, by providing the means by
which is washed the money coming from arms
and drug trafficking, the results fail to appear. The
factors involved in this struggle are failing, for
many years, to draw up a common list of countries
declared as tax havens. Thus, on the U.N.O. list
were 48 countries, and on the one of OECD’s 35
countries and on the one of IMF 62 countries [5].

Tax planning is based on international trea-
ties and agreements concluded between count-
ries. Under the Fiscal Code, if an international
agreement or an international convention on
avoiding double taxation, to which Republic
of Moldova is a party and which is duly ratified,
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de tari, pe cea a OCDE — 35 de tari si pe cea a FMI
— 62 de tari [5].

Planificarea fiscald are la baza tratatele si
conventiile internationale incheiate intre tari.

Conform Codului fiscal, daca un acord
international sau o conventie internationald pri-
vind evitarea dublei impuneri, la care Republica
Moldova este parte si care este ratificat in modul
stabilit, stipuleaza alte reguli si prevederi decat
cele fixate in Codul fiscal sau in alte acte ale
legislatiei fiscale, adoptate conform Codului
fiscal, se aplica regulile si prevederile acordului
international sau ale conventiei internationale.

Tratatele internationale intra in vigoare,
pentru Republica Moldova, Tn conformitate cu
modul si termenele stabilite de tratat sau cu acor-
dul comun al partilor. Ratificarea, acceptarea,
aprobarea sau aderarea la un tratat international
sunt stabilite de Legea Republicii Moldova
nr.595-XIV din 24 septembrie 1999 ,Privind
tratatele internationale ale Republicii Moldova”.
La situatia de la 1 ianuarie 2016, in Republica
Moldova, sunt puse in aplicare 48 de tratate
pentru evitarea dublei impuneri, 5 tratate privind
colaborarea si asistenta reciprocd in problemele
respectarii legislatiei fiscale, 5 tratate privind
principiile perceperii impozitelor indirecte.

Pentru aplicarea prevederilor tratatelor
internationale, nerezidentul are obligatia de a
prezenta platitorului de venit, pana la data achi-
tarii venitului, un certificat de rezidenta eliberat
de autoritatea competenta din statul sau de rezi-
denta. Certificatul de rezidentd emis intr-o limba
strdind, se prezintd platitorului de venit cu tradu-
cere in limba romand, cu exceptia celui emis in
limba engleza sau in limba rusa. Certificatul de
rezidentd, se prezintd in original pentru fiecare
perioada fiscald in care se achita.

Unul din instrumentele ce ofera posibi-
litatea persoanelor fizice si juridice, care desfa-
soara activitate antreprenoriald de a gestiona
riscul fiscal, la care se supun din cauza unor
lacune in legislatia fiscald, precum si unor pre-
vederi normative, care genereaza interpretari
duble, este propus de catre legislatia fiscala si se
numeste Solutie fiscala individuala anticipata.
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stipulates other rules and provisions rather than
those laid down in the Tax Code or in other acts
of tax legislation adopted according to the Tax
Code, shall apply the rules and provisions of
the international agreement or international con-
vention.

The international treaties shall enter into for-
ce for the Republic of Moldova in accordance
with the manner and terms established by the
Treaty or by mutual agreement of the parties.
Ratifying, accepting, approving or acceding to an
international Treaty is established the Law of the
Republic of Moldova no. 595-X1V of September
24, 1999 “On the situation from January 1, 2016,
in Republic of Moldova, are implemented 48
Treaties on avoiding the double taxation with
the following countries, 5 treaties on cooperation
and mutual assistance in tax compliance issues, 5
treaties on the principles of indirect tax levying”.

For the implementation of international
Treaties, the non-resident has the obligation to
present to the income payer, until the income date
payment, a residence certificate issued by the
competent authority from his residence state.
The residence certificate issued in a foreign
language is presented to the income payer with
the translation into the state language, except for
the one issued in English language or in Russian
language. The residence certificate shall be pre-
sented in original form for each fiscal period in
which is paid.

One of the tools which offer the opportunity
for individuals and legal entities engaged in
entrepreneurial activity of managing the tax risk,
to which are subjected due to some gaps in the
fiscal legislation, as well as to some normative
provisions, which generate double interpretation,
is being proposed by the fiscal legislation and is
called Anticipated individualized tax solution.

The anticipated individualized tax solu-
tion is an administrative act issued by the State
Tax Service in order to solve the demand of an
individual and legal entity who is engaged in
entrepreneurial activity related to the application
of the fiscal legislation on a (some) situations and
/ or future specific transactions. Taxes, fees and
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Solutia fiscala individuala anticipata este
un act administrativ, emis de Serviciul Fiscal de
Stat in vederea solutiondrii cererii unei persoane
fizice i persoane juridice, care desfasoara
activitate de intreprinzator referitoare la aplicarea
legislatiei fiscale asupra unei (unor) situatii si/sau
tranzactii viitoare specifice. Impozitele, taxele si
majordrile de intarziere (penalitatile) nu se recal-
culeaza, sanctiunea fiscald nu se aplica in intre-
gime sau, in cazul in care a fost deja stabilita, se
anuleaza 1n Intregime, dacd contribuabilul a
actionat Tn conformitate cu solutia fiscala indi-
viduala anticipatd emisa pe adresa sa [1].

Solutia fiscald individuala anticipata se
emite la cererea persoanelor fizice si juridice,
care desfagoara activitate de intreprinzator, in
modul stabilit de catre Guvern.

Cererea pentru emiterea solutiei fiscale
individuale anticipate trebuie sa fie insotitd de
documente relevante pentru emitere, precum si de
dovada achitarii taxei de emitere.

Tn scopul solutiondrii cererii, Serviciul Fiscal
de Stat poate solicita informatii, clarificari, expli-
catii, documente si alte probe suplimentare cu
privire la cerere si/sau la documentele depuse.

Cererea pentru emiterea solutiei fiscale
individuale anticipate poate fi respinsa de Servi-
ciul Fiscal de Stat.

Solutia fiscald individuala anticipata se
emite contra platd, dupa cum urmeaza:

e pentru contribuabilii deserviti de Directia
generald de administrare a marilor contri-
buabili — 60000 de lei;

e pentru celelalte categorii de contribuabili -
30000 de lei. [1]

Solutia fiscala individuala anticipata:

e se comunica doar persoanei fizice sau
juridice careia 1i este destinatd si este
obligatorie pentru SFS si alte organe cu
atributii de administrare fiscala;

e este obligatorie, numai daca termenele si
conditiile acesteia au fost respectate de
persoana fizicd sau juridicd in privinta
careia a fost emisa;

e nu mai este valabild, dacd prevederile
legislatiei fiscale, In baza carora a fost
emisa, se modifica [1].

delay increases (penalties) are not recalculated,
the fiscal sanction is not applied completely or, in
case it is was already established, shall be entirely
canceled if the taxpayer has acted in compliance
with the anticipated individualized tax solution
issued against him [1].

The anticipated individualized tax solution
is issued at the request of individuals and legal
entities engaged in entrepreneurship activity, in
the manner established by the Government.

The demand for the issuance of anticipated
individualized tax solution should be accompa-
nied by relevant documents to the issue, and also
the evidence of the payment of issuance fee.

In order to solve the demand, the State Tax
Service may request information, clarifications,
explanations, documents and other additional
samples on the application and / or to the filled
documents.

The request for the issuance of anticipated
individualized tax solution may be rejected by the
State Tax Service in the manner established by the
Ministry of Finance.

The anticipated individualized tax solution
is delivered against payment as follows:

e The taxpayers served by the General
Directorate of administering major
taxpayers — 60.000 lei;

e For other taxpayers categories — 30000
lei [1]

The anticipated individualized tax solution:

e is communicated only the individual or
legal entity to which it is mandatory for
State Tax Service and other bodies in
charge of tax administration.

e It is mandatory only if the terms and
conditions have been respected by the
individual or legal entity against whom it
was issued.

e is no longer valid if the tax provisions of
the legislation under which it was issued
changes [1].

State Tax Service is obligated to notify the

amending of legislation and that the anticipated
individualized tax solution issued is no longer
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SFS are obligatia sd comunice modificarea
legislatiei si faptul ca solutia fiscald individuala
anticipatd emisd nu mai este aplicabila pe viitor,
stabilind si termenul exact de incetare a efectelor
acesteia.

Odata cu anularea solutiei fiscale indivi-
duale anticipate, persoanei fizice sau juridice
respective i se acordd o perioada de 60 de zile
pentru a lua toate masurile necesare ajustarii
tratamentului fiscal la noua interpretare. Terme-
nul pentru emiterea solutiei fiscale individuale
anticipate este de pana la 90 de zile de la data
receptiondrii cererii [1].

Dezavantajele privind emiterea unei
solutii fiscale anticipate pot fi:

e modalitatea in care organul fiscal va apre-
cia, in cursul procedurii de analizd, ca
informatiile furnizate de entitate nu au fost
complete ori dupd emiterea solutiei fiscale
anticipate, la momentul unui control fiscal,
ca informatiile prezentate initial s-au modi-
ficat si ca aplicabilitatea SFIA a Incetat;

e solutia fiscala individuald anticipatd (SFIA)
se elibereaza, in mare parte, pentru a calcula
si achita impozitele Intr-un mod corect si mai
putin optimizarea presiunii fiscale. SFS ar fi
organul care trebuie sa regleze si sa consulte
contribuabilii fard aparitia costurilor supli-
mentare, deoarece nu are functii de prestare a
serviciilor contra plata;

e SFIA este un document vulnerabil, intrucat
isi pierde valabilitatea in situatia in care
prevederile legale fiscale, in baza cérora a
fost luata decizia, se modifica. Modifi-
carile legislatiei au loc foarte frecvent in
Republica Moldova, fapt care pot face
SFIA lipsita de atractivitate.

Una dintre cele mai interesante probleme ce
tin de evaziunea fiscald o constituie delimitarea
intre evaziunea fiscala legala (licitd) si evaziunea
fiscala ilegald (ilicita). Este dificil, uneori, sa fie
facutd o distinctie, deoarece orice evaziune fis-
cald Tnseamna incalcare a legii, deci, este ilicita,
din punct de vedere teoretic, §i nu se poate argu-
menta o asemenea distinctie.

Evaziunea fiscala legala poate fi tratata ca
evaziune fiscald, prin care persoana reuseste sa

Revista / Journal ,,ECONOMICA” nr.1 (99) 2017

applicable in the future, setting precise time of
termination of its effects.

With the cancellation of anticipated indivi-
dualized tax solution, individual or legal entity
concerned is granted a period of 60 days to take
all necessary measures to adjust to the new tax
treatment interpretation. The period for issuing the
anticipated individual tax solution is up to 90 days
from the date of receipt of request [1].

Disadvantages of issuing an anticipated
individualized tax solution can be:

e the manner in which fiscal body will
appreciate the procedure, as the infor-
mation provided by the entity was not
complete or after issuing advance tax
solution, at the time of a tax audit, the
information originally provided have
changed and that the applicability of
anticipated individualized tax solution
stopped.

o anticipated individualized tax solution is
released largely to calculate and pay
taxes in a fair and less streamline the tax
burden. State Tax Service as the body
that should regulate and consult tax-
payers without causing additional costs
because it has functions of paid services
performance.

e anticipated individualized tax solution
is a wvulnerable document because it
loses its validity when changes the secu-
rities law under which it was decided. In
Moldova changes in legislation occur
very frequently, that can make antici-
pated individualized tax solution unat-
tractive.

One of the most interesting questions about
tax evasion is the distinction between legal tax
avoidance (lawful) and illegal tax evasion (ille-
gal). It is sometimes difficult to distinguish beca-
use any tax evasion means breaking the law, so is
unlawful, theoretically it could be argued such a
distinction.

Legal tax evasion can be treated as tax
evasion by which the person manages to avoid
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evite plata obligatiilor bugetare, utilizind anumite
Llacune” ale legii. Reducerea sau evitarea platii
obligatiilor bugetare prin exploatarea acestor
»lacune” conduce la reducerea prelevarilor catre
stat, dar, in acelasi timp, nu constituie o incélcare a
legii. Deci, putem remarca cd evaziunea fiscald
legald apare ca o consecintd a incompetentei
legiuitorului de a elabora o lege corecta si compe-
tenta persoanei de a aplica corect incompetenta si
lacuna legii prin alegerea solutiei avantajoase.
Aici, se poate spune cd este prezenta incompetenta
sau interesul legiuitorului, intrucadt multe acte
normative fac obiectul unui ,,lobby” [2].

La randul sdu, evaziunea fiscala ilegala
poate fi tratata ca orice incalcare a legislatiei, de
naturd sa aducd prejudicii intereselor financiare
ale statului. In esentd, evaziunea, deja, este o
incélcare a legii, astfel c&, aici, avem de-a face cu
un pleonasm in expresia evaziune ilegald si, ca
urmare, ar fi corect s abordim doar notiunea de
evaziune fiscala.

Acest fenomen de evaziune fiscala, de ase-
menea, are la baza un proces de creatic al
contribuabilului, dar fiscalitata creativa, in acest
caz, conduce la aparitia fraudei sau incalcarii
fiscale. Conform articolului 129 (2) al Codului
fiscal, incilcarea fiscala este o actiune sau inac-
tiune, exprimatd prin neindeplinire sau indepli-
nirea neadecvatd a prevederilor legislatiei fiscale,
prin incédlcarea drepturilor si intereselor legitime
ale participantilor la raporturile fiscale, pentru
care este prevazuta raspunderea legala.

In opinia autorului, trebuie facutd distinctia
intre Incélcarea fiscald si evaziunea fiscald, deoa-
rece nu orice inactiune de a plati reprezintd frauda
sau evaziune. Este necesar sa se examineze dacd a
fost intentia rea a platitorului sau sd se aprecieze
repetitivitatea actiunilor sale, sau este vorba de lipsa
mijloacelor financiare in conturile curente pentru
plata in termen a obligatiei fiscale [3].

Contracararea evaziunii fiscale in Repu-
blica Moldova este efectuatd continuu de diferite
organe de stat abilitate. Conform raportului
Serviciului Fiscal de Stat, incasérile la bugetul
public national din combaterea evaziunii fiscale
au fost, in anul 2015, de peste 3 milioane de lei,

paying budgetary obligations using certain “gaps”
in the law. Reduction or avoidance of budgetary
obligations by exploiting these “gaps” leads to
reduction of state levies, but at the same time it is
not an offense. So we notice that legal tax evasion
arises from legislator’s incompetence to create a
proper law and person’s competence to apply the
law correctly and by law gap choosing the advan-
tages. Here we can say that incompetence or
interest of the legislature is present because many
laws are objects of a “lobby” [2].

In its turn, illegal tax evasion can be treated
as violations of law such as to prejudice the State's
financial interests. Essentially evasion is an
offense already, so that there is a redundancy in
the illegal evasion expression and therefore would
not be fair just to deal with the notion of tax
evasion.

Tax evasion phenomenon is based on a pro-
cess of creation of the taxpayer, but this creative
tax leads to fraud or tax violation. According
to Article 129 (2) of the Tax Code, tax violations
is an action or inaction, expressed by failure or
improper fulfillment of the provisions of tax laws,
the violation of rights and legitimate interests
of participants in taxation, for which there is
legal liability.

According to the author, there is a distinc-
tion between tax violations and tax evasion,
because every action to pay is evasion or avoi-
dance. It should be examined whether the payer’s
intention was bad and appreciate repetitive acti-
vities, or is it about the lack of funds in current
accounts for payment of the tax liability
within [3].

Countering tax evasion in Moldova is
carried out continuously by different organs
of state authorities. According to the report the
State Tax Service proceeds to the national budget
of tax evasion in 2015 was over 3 million MDL,
based on 128 cases of fraud. The most common
violations are:

a) engaging in economic activity without

legal registration;

b) avoidance of legally registered for the

submission of documents and data con-
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pornind de la 128 de cazuri de frauda. Cele mai
frecvente Incélcari sunt:

a) practicarea activitatii economice fara inre-
gistrare legala;

b) eschivarea celor inregistrati legal de la pre-
zentarea documentelor si datelor ce atesta
obligatiunile fiscale fata de buget;

C) tainuirea veniturilor reale de la impozitare
a celor inregistrati legal;

d) neachitarea impozitelor deja stabilite [6].
Evaziunile fiscale, in tara noastra, in mare

masurd, comportd un caracter international, cand,
prin tranzactii complexe, banii sunt transferati
peste hotarele tarii.

Se cere remarcat faptul ca intre contabilitatea
creativd si fiscalitatea creativa existd o legatura
directd. Dupa cum s-a mentionat, prin contabilitate
creativa, managerii 1si creeaza versiuni proprii de
contabilitate pentru atingerea sau maximizarea
acelor criterii, de care depind cariera si venitul lor
personal. Atata timp cat contabilitatea creativa doar
doreste sa exploateze, In mod inteligent, lacunele
sau impreciziile legislatiei fiscale, nu avem de-a
face cu o Incalcare fiscala [3].

Din figura 2, se observa ca termenul de pla-
evaziunii fiscale legale si ilegale, iar dacé aceasta
ar utiliza lacunele legislatiei fiscale cu intentie
rea, s-ar transforma in planificare fiscald agre-
siva, din punct de vedere al incalcarii legislatiei.

Planificarea fiscala si, ulterior, aplicarea
ingineriei fiscale este in Tmbinare cu contabi-
litatea creativa, ale caror efecte se rasfring asupra
calitatii informatiei din situatiile financiare.

Mecanismul contabil al evaziunii si fraudei
fiscale nu are nimic de-a face cu asa-numita
contabilitate creativa, aici fiind prezentd frauda
fiscala, deoarece mecanismul contabil al eva-
ziunii fiscale se refera la incalcarea legii, si nu la
aspectul ,,creativ’ al contabilitatii. Mecanismul
contabil al evaziunii fiscale va crea o imagine
destinata utilizatorilor externi, care diferd de ima-
ginea reald pe care o oferd managementului enti-
tatii si, deci, se poate afirma c& conducerea orga-
nizatiei este familiarizatd cu deformarea imaginii
financiare. Astfel, contabilitatea devine una
»agresiva” si conduce la incélcari fiscale [3].
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firming tax liabilities to the budget;

c) concealment of real incomes from taxa-

tion of the legally registered,

d) failure to pay already established taxes.

Tax evasion in our country largely has an
international nature when the money is transferred
abroad by complex transactions.

It should be noted that between the creative
accounting and taxation is a direct link. As we
mentioned managers by creative accounting create
their own versions of accounting to achieve or
maximize the criteria on which depends their
career and personal income. As long as creative
accounting just wants to exploit intelligently gaps
or inaccuracies of tax law, we are not dealing with
a breach of taxation [3].

From figure 2 it is noted that the term tax
planning draws attention to the possibility of legal
and illegal tax evasion, and if it would use tax
legislation gaps maliciously it would turn into an
aggressive tax planning, in terms of the infrin-
gement.

Tax planning and subsequently tax applica-
tion engineers joint creative accounting, whose
effects are reflected upon the quality of infor-
mation in the financial statements.

Accounting mechanism of tax evasion and
fraud has nothing to do with the so-called creative
accounting; tax fraud here was present because
accounting mechanism of tax evasion refers to
breaking the law and not at the “creative” accoun-
ting look. The accounting tax mechanism evasion
will create an image intended for external users
different from the actual image that provides
management entity, and therefore we can say that
the organization's leadership is known in financial
image deformation. Thus, the accounting becomes
“aggressive” and leads to violations of tax [3].

According to the Tax Code, tax violations
qualify as:

a) minor tax violation;

b) significant tax violation [1].

Tax violation is minor if the amount of tax
or fee is:

e up to MDL 100 for individuals not en-

gaged in business activities;



FINANTE, CONTABILITATE $SI ANALIZA FINANCIARA/ FINANCE, ACCOUNTING AND FINANCIAL ANALYSIS

Conform Codului fiscal, incalcarea fiscala e up to MDL 1,000 for individuals con-

se calificd drept: ducting business activities and legal
a) incalcare fiscald nesemnificativa; entities, including for each fiscal period
b) incalcare fiscala semnificativa [1]. in part — the non-declaration, a late decla-
Incalcarea fiscala este nesemnificativa, ration or tax or fee reduction:

daca suma impozitului sau taxei constituie: e was committed for the first time, in cases

e pana la 100 de lei pentru persoanele where the infringement is not subject to

fizice, care nu desfisoard activitate de par. (3) b) art. 231 of the Tax Code.
intreprinzator;

e pana la 1000 de lei pentru persoanele
fizice, care desfasoara activitate de intre-
prinzator si persoanele juridice, inclusiv
pentru fiecare perioada fiscala in parte — In
cazul nedeclararii, declararii tardive sau
diminudrii impozitului sau taxei;

e a fost comisd pentru prima dati, in cazurile
in care incdlcarea nu cade sub incidenta alin.
(3) lit. b) al art. 231 din Codul fiscal.

Evaziune fiscala/ Optimizarea platilor fiscale/ Minimizarea platilor fiscale/
Tax evasion Optimization of tax payments Minimization of tax payments

Evaziune Evaziune

fiscala fiscala PLANIFICARE Intentii PI%:EE?E
legala/ ilegala/ FISCALA/ bune/ B
Legal tax lllegal tax TAX PLANNING Good o | ressive
evasion evasion intentions | —» (o Dlanming

in limi . .. dalyes .

n limita legislatiei fiscale/ Planificare

Within the limits of tax dalyes fiscala

legislation J > creativa

(clasica)/

Creative
nu/no (classic) tax

planning

..................... ,[ Frauda fiscala/ Tax fraud ]

Figura 3. Locul planificarii fiscale in cadrul ingineriei fiscale/
Figure 3. Tax planning place in tax engineering
Sursa: elaborata de autorl Source: prepared by author
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inciilcarea semnificativii este incilcarea
fiscala care:

— nu cade sub incidenta alin. (4) art. 231
din Codul fiscal.

— este prevazutd de articolele 253, 254,
256, 257, 257, 259, art. 260 alin. (4)-
(5), articolele 261, 262, 262, 263,
263" din Codul fiscal.

Pentru incélcarea fiscald, poate fi aplicata
sanctiunea fiscala sub forma de:

e avertizare — pentru incalcarea fiscala

nesemnificativa sau

e amendd - pentru Iincalcarea fiscala

semnificativa [1].

In cazul in care incilcarea fiscald este
previazuta de articolele 253, 254, 256, 257, 257",
259, art. 260 alin. (4)-(5), articolele 261, 262,
262", 263, 263" din Codul fiscal, indiferent de
faptul dacd este comisd pentru prima oarda sau
repetat, precum si in cazul in care suma impozi-
tului/taxei nedeclaratd de catre persoana juridica
este mai mare de 1000 lei sau de citre persoana
fizicd, ce nu desfdsoard activitate de intreprin-
zator — mai mare de 100 lei, pentru fiecare pe-
rioada fiscald in parte, incalcarea data va fi con-
sideratd semnificativa. Respectiv, pentru Incal-
carile semnificative contribuabilului urmeaza sa-i
fie aplicatd amenda, conform art. 238 alin. (1%)
din Codul fiscal [1].

Amenzile prevazute la art.260 alin.(1), (2) si
(3) nu se aplica in cazul in care nu apar obligatii
suplimentare privind impozite si/sau taxe.

Planificarea fiscala presupune unele riscuri
care pot reduse la urmatoarele:

e evitarea statutului de rezident in tara unde
se obtine marimea considerabila a
venitului, dacd impozitrea veniturilor obti-
nute peste hotare se face dupad principiul
resedintei;

e migcarea activelor este de preferat sa fie
realizatd prin miscarea capitalului, dar nu
prin miscarea profitului;

o diferenta regimurilor fiscale din diferite
tari aratd ca trebuie acordata atentie regu-
lilor de calcul al venitului impozabil, dar
nu cotelor de impozitare;

Revista / Journal ,,ECONOMICA”

Significant violation is tax violations that:

— is not covered by para. (4) art. 231

— is provided by art. 253, 254, 256, 257,
257", 259, art. 260 par. (4) - (5),
art. 261, 262, 2621, 263, 263" of the
Tax Code.

For tax violation tax penalty may be

applied as:

e warning — for minor tax violations or

o fine — for significant tax violations [1].

If the tax violations provided by Art. 253,
254, 256, 257, 2571, 259, art. 260 par. (4) — (5),
Art. 261, 262, 2621, 263, 2631 of the Tax Code,
regardless it is committed for the first time or
repeated and where the amount of undeclared tax /
duty by the legal entity exceeds 1000 lei or by
natural person not engaged in business activities -
more than 100 lei for each fiscal period, this
breach will be considered significant. Respec-
tively, for significant violations of the taxpayer
will be imposed a fine, according to art. 238 par.
(1) of the Tax Code [1].

Fines provided for Article 260 para. (1), (2)
and (3) shall not apply where there are no addi-
tional obligations on taxes and / or fees.

Tax planning assumes some risks that can
be reduced to the following:

e Avoid resident status in the country
where is obtained considerable amount of
income if income taxation earned abroad
is on the residence principle;

e movement of assets is preferable to be
achieved by the movement of capital but
not by moving profits;

o difference of tax systems in different
countries shows that attention should be
given to calculating rules of the taxable
income but not to tax rates;

e it is not optimal to emergency accumu-
lated revenues and profits as it often
involves postponing tax exemption.

e enforcement of such planning errors or
illegal evasion;

e criminal liability;
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e nu e optimald urgentarea incasarilor de
venituri si profit, deoarece amanarea acestuia
presupune, deseori, scutirea de impozitare;

e aplicarea sanctiunilor in cazul planificarii
gresite sau evaziunii ilegale;

e raspunderea penala;

o lipsa unor criterii legale de planificare fis-
cald este un factor de franare a unor activi-
tati economice, reducere a Increderii in
structurile de stat si micsorare a volumului
de investitii.

Concluzie

n concluzie, mentionam ca planificarea fis-
cala constituie o practica legald, pe care firmele o
pot folosi cu scopul de a-si reduce impozitele si
telor sunt diverse si depind de specificul obiec-
tului impunerii, specificul subiectului impunerii,
specificul metodelor de impozitare utilizate si al
metodelor de plata a impozitelor.

Tipul sistemului de impozitare si facilitatile
fiscale, oferite de fiecare tara (de exemplu, prac-
ticarea activitatii externe cu acele state, unde
cotele TVA, accizele sunt mai mici) sunt diferite.

Tn unele state, sunt stabilite limitele planifi-
carii fiscale pentru prevenirea evaziunii fiscale. In
SUA, Marea Britanie si in statele Uniunii Euro-
pene, existd masuri legislative anti-transfer”,
manti-off-shore” si ,,anti-dumping”. De aceea, posi-
bilitatile de planificare fiscala sunt foarte reduse si
se bazeazd mai mult pe utilizarea facilitatilor
fiscale, acordate unor categorii de contribuabili si
pe exploatarea lacunelor legislatiei fiscale.

e Lack of legal criteria of tax planning is
an important brake to economic acti-
veties, reduction of confidence in state
institutions and decreasing of the invest-
ment.

Conclusions

In conclusion, we mention that tax planning
is a legal practice that companies can use in order
to reduce taxes. Legal tax avoidance possibilities
are varied and depend upon the nature of taxation,
the specific subject of taxation, specific taxation
methods used and methods of payment of taxes.

Type of the tax system and tax facilities
offered by each country (eg, practicing foreign
activities with those countries where VAT rates,
excise duties are lower).

In some countries, tax planning limits are
established to prevent tax evasion. In the US, UK,
EU states there exist “anti-transfer”, “anti-off-
shore” and “antidumping” legislative measures.
Therefore, tax planning opportunities are very
limited and are based more on the fiscal facilities
granted to certain categories of taxpayers and use
tax law loopholes.
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CONTROLUL INTERN
iN INSTITUTIILE DE PRESTARI
SERVICII MEDICALE PUBLICE

Drd. Ludmila FRUMUSACHI, ASEM
Ifrumusachi@mail.ru

Un rol deosebit, in organizarea eficientd a
gestiunii unei entitdti, revine controlului intern.
In institutiile de prestari servicii medicale pu-
blice, tehnica acestui control rezida in specificul
activitatii institutiilor in cauza si este determi-
nata de Standardele Nationale de Control Intern
in Sectorul Public.

Sistemul de control intern in institutiile de
prestari servicii medicale publice are capacitatea
de a analiza efortul intregii institutil pentru rea-
lizarea obiectivelor propuse, de a semnaliza per-
manent disfunctionalitdtile si abaterile de la
calitatea serviciilor medicale §i de a lua, in timp
util, suficiente masuri corective in vederea inla-
turarii problemelor sesizate. In acest sens, mana-
gerii sunt obligati sa analizeze si sa redimen-
sioneze sistemul de control intern ori de cate ori
survin modificari substantiale in structura orga-
nizatorica.

Cuvinte-cheie: control intern, audit intern,
management financiar, Consiliul Calitatii, ser-
vicii medicale, Standarde de control intern, sec-
tor public.

JEL: M 41.

Introducere

Necesitatea studierii controlului intern n
institutiile medico-sanitare publice (IMSP) rezida
in cerinta de combatere a risipei fondurilor asigu-
rarilor obligatorii de asistenta medicalad si buge-
tului de stat, in prevenirea unor disfunctii care
pot aparea 1n activitatea acestor institutii, iar
utilitatea unui astfel de control poate fi asigurata
de efectul asupra rezultatelor entitatilor publice
medicale. Controlul intern este un mijloc, si nu
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INTERNAL CONTROL
IN PUBLIC HEALTH SERVICES
INSTITUTIONS

PhD cand. Ludmila FRUMUSACHI, ASEM
Ifrumusachi@mail.ru

Internal control has a special role in the
efficient organization of the entity’s management.
The components of this control in the institutions
of public health service are determined by the
specific character of these institutions and Natio-
nal Standards of Internal Control in the Public
Sector.

The system of internal control in the insti-
tutions of public health service has the capacity to
canalize the effort of the whole institution for the
achievement of proposed objectives, to signalize
permanently the dysfunctionalities about the qua-
lity of medical services and the deviations and to
operate timely corrective measures for elimina-
ting the noticed problems. In this regard the
managers are obliged to analyse and to resize the
system of internal control when in the organiza-
tional structure appear substantial changes.

Key words: internal control, internal audit,
financial management, Quality Council, medical
services, Standards of internal control, public
sector.

JEL: M 41.

Introduction

The necessity for studding the internal
control in the public medical sanitary institutions
(PMSI) results from the demand for fighting the
waste of compulsory health insurance funds and
from the state budget, to prevent some dysfunc-
tions which can appear in the activity of these
institutions and the usefulness of a such control
can be given by the effect over the results of the
public medical entities. The internal control is a
mean and not a goal, a process and not a function
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un scop, un proces, si nu o functie, de aceea, el
trebuie privit ca un mecanism dinamic la dispo-
zitia managementului organizat, pentru a oferi o
asigurare relativd si rezonabild ca riscurile, la
care este expusa institutia, sunt tinute sub control,
diminuate si chiar inchise.

Conceptul de control intern a fost creat,
dezvoltat si promovat cu scopul elaborarii unui
model structural si operational de construire a
unui mediu propriu de control intern §i de actua-
lizare a sistemelor de control din sectorul public,
in concordantd cu standardele internationale si
cele mai eficiente practici ale Uniunii Europene.

Cuvantul ,,control” provine din limba latina
,,contra rolus”, ceea ce inseamna verificarea unui
act duplicat realizat dupa unul original.

Metode aplicate

In vederea studierii subiectului abordat in
articol, au fost aplicate asemenea metode de
cercetare, precum:

a) analiza si sinteza legislatiei in vigoare
cu privire la controlul intern in institu-
tiile publice;

b) deductia si inductia, in vederea eluci-
darii componentelor Controlului public
intern in IMSP;

¢) compararea componentelor Controlului
Public Intern in institutiile medicale
publice.

Tn Republica Moldova, privind controlul
financiar public intern, conform Legii nr.229 din
23.09.2010, Controlul Intern constituie un sistem
organizat de managerul entitdtii publice si per-
sonalul acesteia, incluzind auditul intern si
managementul financiar, care cuprind totalitatea
politicilor, procedurilor, regulilor interne, proce-
selor si activitdtilor realizate Tn cadrul entitatilor
publice pentru a gestiona riscurile si a oferi o
asigurare rezonabild de atingere a obiectivelor si
rezultatelor planificate[4]. Analiza esentei si
continutului controlului intern a prilejuit posibili-
tatea de a evidentia urmétoarele principii de func-
tionare a acestuia (tabelul 1):

124

and that is why it should be looked as a dynamic
mechanism available to management, organized
with the goal to offer a relative and reasonable
assurance that the risks the institution are exposed
to are controlled, reduced and even closed.

The concept of internal control was created,
developed and promoted with an eye to the ne-
cessity of a structural and operational model for
constituting its own internal control environment
and actualization of the control systems from the
public sector, in concordance with the internatio-
nal standards and the best practices of the Euro-
pean Union.

The word “control” comes from Latin Lan-
guage ,,contra rolus” that means check of a dupli-
cate document which is realized based on an ori-
ginal act.

Applied methods

Thus, in order to study the subject addressed
in the article were applied the following research
methods:

a) analysis and synthesis of existing legis-

lation on;

b) deduction and induction, in order to
elucidate CFPI components in the Public
medical sanitary institutions;

¢) comparison of the public internal control
components in various Public medical
sanitary institutions.

In the Republic of Moldova, according to

Law no. 229 of 23.09.2010 on the financial public
internal control, “Internal Control” is a system
organized by the manager of the public entity and
its staff, including the internal audit and financial
management which comprises the totality of inter-
nal policies, procedures, rules, processes and acti-
vities realized within the public entities for mana-
ging the risks and offering a reasonable assurance
about the achievement of objectives and planned
results [4]. The analysis of the essence and of inter-
nal content gave the possibility to underline the
following principles of their functioning (table 1):
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Tabelul 1/Table 1
Principiile de functionare a controlului intern/
Principles of internal control functioning

Definirea principiului/
Name of principle

Elaborarea organigramei si manualelor de proceduri care definesc functiile
fundamentale ale personalului entitatilor publice/Elaboration of flowchart and
manuals of procedures which define the fundamental functions of the staff of

Presupune un control reciproc si verificarea unor informatii prin alte
informatii furnizate de diverse documente/Supposes a reciprocal control and
check of some information by other information offered by different

Implica permanenta procedurilor de control/Involves the permanence of

Proceduri de control pentru toate persoanele din entitate si activele, pasivele
detinute/ Control procedures for all the persons from the entity and held

Informatia trebuie sé fie verificabild si utild/Information should be checkable

Adaptarea continua a procedurilor odata cu riscurile apérute, cét si costurile
implicate Tn introducerea procedurilor de control intern noi/ Continuous
adaption of procedure simultaneously with the appeared risks, and the costs
involved in the introduction of new internal control procedures

Competenta profesionald implicd o politicd de recrutare a personalului,
formarea si dezvoltarea profesionald continud, motivare prin remuneratii/
Professional competence involves a recruitment policy of the staff, permanent

Nr. Principiul/
crt. Principle
1 organizarii/
" | organizational
public entities
autocontrolului/
2.
self-control
documents
3 permanentei/
' permance control procedures
4 universalitatii/
' universalit e
y activities/ liabilities
5 informarii/
' information and useful
armoniei
6.
/harmony
calitatii
7. personalului/
staff quallit . o .
a y training, motivation by remuneration

Sursa: elaborat de autor in baza Ordinului Ministerului Finantelor nr.189 din 05.11.2015 cu
privire la aprobarea Standardelor Nationale de Control Intern in Sectorul Public/ Source: elaborated
by the author under the order of the Ministry of Finances no.189 of 05.11.2015 on the approval of
National Standards of Internal Control in the Public Sector

Deoarece controlul intern, conform Legii
nr.229 din 23.09.2010, este un sistem care
include si auditul intern, el denotd si legatura
strAnsa dintre acestea. Astfel, controlul intern nu
se organizeazd ca un compartiment distinct in
cadrul IMSP, iar auditul intern, spre deosebire de
controlul intern, constituie o structurd distincta
aflatd in subordinea conducéatorului entitatii. Prin
urmare, controlul intern nu poate functiona fara
audit intern, dat fiind faptul ca auditul intern are
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Taking into account that according to Law
no. 229 of 23.09.2013 internal control is a system
that includes also the internal audit, there is a
close connection between them. Therefore, inter-
nal control is not organised as a separate activity
within the IMSP, while the internal audit, unlike
internal control, is a separate structure subordina-
ted to the manager of the institution. So, internal
control cannot function without internal audit,
taking into account that internal audit is the
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rolul de a finaliza controlul intern, ceea ce con-
firma legdtura dintre aceste elemente ale contro-
lului. Auditul intern evalueazd periodic dispozi-
tivul de control intern si propune, daca este cazul,
masuri de imbunatatire a procesului pentru o
gestionare mai buna a riscurilor si, deci, pentru
atingerea obiectivelor.

In vederea implementirii legii mentionate,
Ministerul Finantelor, prin Ordinul nr.189 din
05.11.2015, a aprobat Standardele Nationale de
Control Intern in Sectorul Public (SNCI). Aces-
tea sunt aplicabile tuturor entitatilor din sectorul
public, care gestioneaza mijloacele bugetului
public national. SNCI definesc un minimum de
reguli manageriale, pe care toate entitatile publice
trebuie sa le urmeze. Standardele comportd o
caracteristica puternica de interdependenta, adica
ele nu functioneaza in mod individual, ci, dim-
potriva, actiunea lor este, preponderent, conju-
gata in corelatii cu alte standarde. In consecinta,
managerul, in actiunea pentru intarirea sistemului
de control intern, ar trebui sa adopte decizii si sa
initieze actiuni Tnainte sa conduca la valorificarea
si maximizarea influentelor potential benefice ale
acestor interdependente si, implicit, la aplicarea
tuturor standardelor. in total, au fost elaborate si
aprobate 16 SNCI, care se bazeazi pe bunele
practici internationale si pot fi divizate in cinci
grupe (tabelul 2):

ending point of the internal control; fact that once
again proves the link between these elements of
control. Internal audit, periodically, assesses the
instrument of internal control and proposes, if the
case, improvement measures of the process for
better risk management, and, eventually in the
achievement of objectives.

For implementing the mentioned above law,
the Ministry of Finances approved by order No.
189 of 05.11.2015 the National Standards of
Internal Control in the Public Sector (NSIC). They
are applicable to all entities from the public sector
which manages the resources of the national
public budget. NSIC define a minimum of mana-
gerial rules which should be followed by all the
public entities. The standards have strong inter-
dependence characteristics, i.e. they do not func-
tion individually, but their action is preponde-
rantly conjugated in correlations with other stan-
dards. Consequently, the manager in the action for
strengthening the internal control system should
adopt decisions and to initiate actions which would
lead to the capitalization and maximization of the
potential beneficial influences of these interde-
penddence and implicitly to the application of
all the standards. There were elaborated and
approved16 NSIC which are based on the interna-
tional good practices and can be divided in five
groups (table 2):

Tabelul 2/Table 2

Gruparea Standardelor Nationale de Control Intern in Sectorul Public/
Classification of National Standards of Internal Control in the Public Sector

Grupe/ Managementul .. L
. el Informatia si |Monitorizarea
Group Mediul Performantelor Activitatile . .
. . > comunicarea/ | si evaluarea/
de control/ si al Riscurilor/ de control/ . ’ .
’ Information Monitoring
Control Management Control and commu and
SNCI/ environment | of Performances activities nication assessment
NSIC and Risks
1 2 3 4 5 6
1. Etica si 7. Stabilirea aclt(i). i-[;pi;j:rlze 15. Monitori-
. . . . Vv . .
SNCI/ integritate/ obiectivelor/ ! 13. Informatie/ |zarea continua/
. . control/ L .
NSIC Ethics and Determination of Information Continuous
. . .. Types of control L
integrity objectives . monitoring
activities
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1 2 3 4 5 6
8. Planificarea,
> Functii monitorizarea si
... ._ . .| raportarea privind |11. Documentarea 16. Evaluarea
atributii si sarcini/ . o
SNCI/ T performantele/ proceselor/ 14. Comunicare/| separata/
Functions, . . L
NSIC o Planning, Documentation | Communication Separate
attributions and o
tasks monitoring and of processes assessment
reporting the
performances
3. Angajamentul 12. 'Dlv.l.zarea'l
fata de 9. Managementul obligatiilor si
SNCI/ com ’ etent/ riscurilor/ responsabilitatilor/
NSIC petent Management of Division of
Commitment to . L
risks obligations and
competence o e
responsibilities
4. Abordarea si
stilul de operare
SNCI/ | ale conducerii/
NSIC Approach and
operation style of
administration
5. Structura
SNCI/ | organizationala/
NSIC | Organizational
structure
SNCI/ 6. Imputerniciri
NSIC delegate /
Delegated powers

Sursa: elaborat de autor in baza Ordinului Ministerului Finantelor nr.189 din 05.11.2015 cu
privire la aprobarea Standardelor Nationale de Control Intern in Sectorul Public/ Source: elaborated
by the author under the order of the Ministry of Finances no.189 of 05.11.2015 on the approval of
National Standards of Internal Control in the Public Sector

SNCI constau din doua sectiuni:

1) continutul standardului;

2) note explicative, care ofera informatii
suplimentare necesare pentru intelege-
rea standardului si a modului de apli-
care a acestuia.

Responsabilitatea primara pentru imple-
mentarea SNCI revine managerului entitatii
publice, care ofera ,tonul de varf”, influentand
integritatea, etica si alti factori ai unui mediu de
control pozitiv. Tntr-o institutie medico-sanitari
publici mare, managerul indeplineste aceastd
sarcind, oferind abilitati de conducere vicedirec-
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NSIC consists of two sections:

1) standard content;

2) annotations which offer additional infor-
mation necessary for understanding the
standard and its way of application.

The primary responsibility for the imple-
mentation of NSIC belongs to the manager of the
public entity which offers the ,,peak tone”, influ-
encing the integrity, ethics and other factors of
a positive control environment. In a big public
medical sanitary institution, the manager fulfills
this task, offering abilities of management to vice-
directors and revising the way they monitor/check
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torilor si revizuind modul in care acestia moni-
torizeaza/verifica activitatea. Intr-0 IMSP mai
mica, influenta managerului este mai directa.
Rezultate si discutii. Controlul Financiar
Public Intern (CFPI) in IMSP din Republica
Moldova are urmatoarele componente si anume

(figura 1):

the activity. In a smaller PMSI, the influence of
the manager is more direct.

Results and discussions. Public Internal
Financial Control (PIFC) in PMSI from the Re-
public of Moldova has the following competences
and namely (figure 1):

Componentele CFPI in Institutiile medico-sanitare publice/
CFPI components in the Public medical sanitary institutions

Audit public intern/
Public internal audit

Management Financiar
si Control/ Financial
Management
and Control

Unitatea Centrala
de Armonizare/Central
Unit of harmony

A 4

A A 4

Sectia audit intern/
Department of internal audit

Consiliul administrativ/
Administrative Council

Ministerul Finantelor,
Ministerul Sanatatii,
Compania Nationald de

Asigurari in Medicina

Consiliul Calitatii/
Council of Quality

v (CNAM), Fondatorul/
Ministry of Finances,
Ministry of Health,
National Medical

Insurance Company
(CNAM), Founder

Figura 1. Componentele Controlului Financiar Public Intern in Institutiile
medico-sanitare publice/ Figure 1. Components of Public Internal Financial Control
in the Public medical sanitary institutions
Sursa: elaborata de autor/ Source: elaborated by the author

Conform dictionarului economic, auditul
este 0 examinare profesionald a unor informatii
cu scopul de a exprima o opinie responsabild si
independentd in raport cu un anumit standard.
Auditul intern reprezintd un instrument perfor-
mant si actual in functionarea institutiilor medi-
cale.

Auditul intern poate fi conturat prin inter-
mediul a doud conceptii:

e conceptia clasica, conform careia audi-

tul intern reprezintd o activitate inde-

According to the economic dictionary, audit
is a professional examination of some information
with the goal to express a responsible and inde-
pendent opinion to a particular standard. The
internal audit represents a performant and actual
instrument in operation of medical institutions.

The internal audit can be contoured under
two concepts:

e classical concept, according to which the

internal audit represents an independent
activity which offers assistance to the
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pendenta care oferd asistentd manage-
rului si ajutor salariatilor, farda a-i ju-
deca si care a determinat aparitia func-
tiei de audit intern in interiorul orga-
nizatiei;

e conceptia moderna releva ca auditul
reprezintd o activitate independenta de
asigurare obiectiva si de consiliere, des-
tinatd sa adune valoare si sd antreneze
imbunatatirea activitatii organizatiei,

ajutd organizatia la indeplinirea obiec-
tivelor sale printr-o abordare sistema-
ticd disciplinatd in cadrul evaluarii si
ameliorarii eficacitdtii proceselor de
management al riscurilor, control si
guvernanta. [2]

In sistemul sanatitii, au fost implementate
doua tipuri de audit intern:

1. Tn anul 2008, auditul medical intern,
care poate fi definit ca estimarea,
evaluarea si imbunatatirea sistematica a
asistentei medicale acordate pacientilor.

2. Tn anul 2010, auditul public intern, n
baza Hotararii Colegiului Ministerului
Sanatatii nr.3/6 din 20.05.2010 referitor
la Hotararea Curtii de Conturi nr.27 din
30 aprilie 2010 privind ,,Rapoartele
auditelor regularitatii la IMSP: Spitalul
Clinic Republican, Institutul de Cardio-
logie, Spitalul Clinic Republican”.

Astfel, auditul public intern reprezinta
activitatea functional-independentd si obiectiva,
de asigurare si consiliere, conceputd sa adauge
valoare i sa Imbunatiteascd activitatile entitatii
publice; ajutd entitatea publica sid-si indepli-
neasca obiectivele, printr-o abordare sistematica
si metodicd, evalueaza si amelioreaza eficienta si
eficacitatea managementului riscului, a contro-
lului si a proceselor de guvernanta, conform
definitiei date de cadrul normativ in vigoare.

Tn Republica Moldova, auditul public
intern a fost implementat doar in 11 institutii
medicale din cele 61 existente, deoarece exista
probleme majore care impiedica implementarea
auditului public intern si anume: restrictii finan-
ciare, lipsa specialistilor calificati Tn domeniul
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manager and offers help to the employees
without judging them and which deter-
mined the appearance of the internal
audit function within the organization.

o modern concept, which establishes the
fact that the audit meets an independent
activity of objective assurance and of
conciliation designated to gather value
and to train the improvement of the orga-
nization activity, it helps the organization
in the fulfilment of its objectives by a
disciplinary systematic approach within
the evaluation and improvement of the
efficiency of risks management process-
ses, control and governance. [2]

Two types of internal audit were imple-

mented in the Health system:

1. In 2008, the internal medical audit
which can be defined as the assessment,
evaluation and the systematic improve-
ment of the medical care offered to the
patients.

2. In 2010, the internal public audit accor-
ding to the Decision of the Collegium
of the Ministry of Health no. 3/6 of
20.05.2010 on the Decision of the Court
of Audit no.27 from April 30, 2010
about ,,the Reports of regularity audits of
PMSI: Republican Clinical Hospital,
Institute of Cardiology”.

Thus, the public internal audit represents
the functional, independent and objective activity
of assurance and conciliation, designed to add
value and to improve the activities of the public
entity; helps the public entity to achieve its object-
tives by systematic and methodical approach,
evaluates and improves the efficiency and efficacy
of the risk management, control and governance,
according to the definition given by the in force
regulatory framework.

In the Republic of Moldova, the public inter-
nal audit was implemented only in 11 medical
institutions of 61, because there are major problems
which impede the implementation of the public
internal audit and these are: financial restrictions,
lack of specialists who are qualified in the field of
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auditului intern specific ocrotirii sanatatii, nivelul
redus de salarizare al auditorului intern, necons-
tientizarea de catre managerii institutiilor, a rolu-
lui auditului public intern [1].

In contextul celor relatate si incepand cu
01.01.2014, rolul auditului public intern este mai
mare, intrucat a fost instituit sistemul de finantare
bazat pe grupe de diagnostic (DRG). Sistemul
DRG determind nivelul resurselor alocate, de
catre CNAM, institutiilor medicale in functie de
activitatea desfasurata si raportatd. Prin interme-
diul acestui sistem, pacientii pot fi clasificati
simultan atat dupa patologie, cat si dupa costul
ingrijirilor, ceea ce asigurd posibilitatea de a aso-
cia tipurile de pacienti cu cheltuielile efectuate.

Ca orice activitate, cea de audit public
intern relevd o serie de disfunctionalitdti care
rezultd, pe de o parte, din continutul actelor nor-
mative, iar pe de altd parte, din confruntarea cu
realitatile unei economii de piatd. Existenta unui
cadru legal modern si a unor norme si proceduri,
elaborate in concordantd cu standardele de audit
acceptate pe plan international si cu buna practica
din Uniunea Europeand, ar constitui garantii
fundamentale cd auditul public intern este un
veritabil factor al schimbadrii 1n cadrul institutiilor
publice medicale.

In scopul imbunatitirii Managementului
Financiar si Controlului, in institutiile medicale,
conform Ordinului Ministerului Sanatatii nr.139
din 03.07.2010, au fost constituite Consiliile
Calitatii (CC). Aceasta a fost o solutie pentru
sporirea calitatii asistentei medicale acordate po-
pulatiei si intru Tmbunatatirea proceselor de ges-
tionare a calitatii serviciilor medicale. Consiliul
integreazd activitatea tuturor structurilor interne
create anterior in domeniul calitdtii asistentei
medicale si este constituit din: presedinte, secre-
tar si membri. Presedintele este ales de catre
membrii Consiliului sau poate fi numit de catre
administratia institutiei, atribuindu-i functia de
vicedirector responsabil de managementul cali-
tatii, in functie de capacitatea institutiei. CC
activeaza In baza planului de activitate opera-
tional anual, care este defalcat pe planuri trimes-
triale pentru a asista implementarea anumitor

the internal audit which is specific for the health
care, the low level of internal audit salary, the non-
awareness of the managers of the institutions about
the role of the public internal audit [1].

In the context of the mentioned above and
beginning with 01.01.2014 the role of public
internal audit is bigger, because it was established
the funding system which is based on groups of
diagnosis (DRG). DRG system determines the
resources allocated by CNAM to the medical
institutions depending on the produced and repor-
ted activity. Through this system, the patients can
be classified simultaneously both according to the
pathology and according to the costs for care, fact
which assures the possibility to associate the types
of patients with the incurred expenditures.

As any activity, public internal audit empha-
sizes a series of dysfunctionalities which result on
one hand from the content of the normative acts
and on the other hand from the confrontation with
the realities of a market economy. The existence
of a modern legal framework and some proce-
dures and norms elaborated in concordance with
audit standards internationally accepted and with
the good practice from the European Union would
constitute fundamental securities that the public
internal audit is a veritable agent of change in the
public institutions.

For improving the Financial Management
and the Control in the medical institutions accor-
ding to the order of the Ministry of Health no. 139
of 03.07.2010 there were established the Quality
Councils (CC). This was a solution for increasing
the quality of medical care offered to population
and for improving the management processes of
medical services quality. The Council integrates
the activity of all internal structures previously
created in the field of the quality of medical care
and it is made up of: president, secretary and
members. The President is elected by the mem-
bers of the Council or he can be appointed by the
administration of the institution attributing him
the function of deputy director who is responsible
for the quality management, depending on the
capacity of the institution. CC activates based on
the operational annual plan of the activity which
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sarcini. Documentul de baza, elaborat de Con-
siliu, 7l constituie ,,Raportul anual cu privire la
asigurarea calitatii”. Acest raport contine doud
compartimente $i anume:
1. Probleme prioritare solutionate in perioada
de raportare care contin doud sectiuni:
a) elaborarea si utilizarea Protocoalelor
Clinice;
b) stabilirea cerintelor fatd de calitatea
serviciilor.
2. Noi sarcini de ameliorare a calitatii servi-
ciilor medicale.

Consiliul Calitatii este un organ colegial
intern de consultantd, al carui numar de membri
permanenti diferd in functie de capacitatea insti-
tutiei, structura internd si 1si asuma urmatoarele
atributii (figura 2):

is structured on quarterly plans for assisting
the implementation of particular tasks. The main
document elaborated by the Council is the
»Annual Report on quality assurance”. This report
contains two chapters which are:
1. Main problems which were settled during the
report period which contain two sections:
a) elaboration and use of Clinical Protocols;
b) establishing the requirements towards the
quality of services.
2. New tasks for improving the quality of me-
dical services.

The Quality Council is an internal collegial
body of consultancy, the number of permanent
clients differs depending on the capacity of the
institution, internal structure and it performs the
following attributions (figure 2):

Imbunatatirea calitatii serviciilor medicale/
Improvement Of medical services quality

Respectarea standardelor de evaluare si acreditare/
Compliance with the assessment and accreditation

Monitorizarea indicatorilor calitatii asistentei medi-
cale/Monitoring the medical care quality indicators

Functiile
Consiliului

Calitatii/ Quality
Council
Functions

Analiza reclamatiilor si sugestiilor parvenite direct
de la pacienti/ Analysis of claims and suggestions
came directly from the patients

Implementarea auditului public intern/
Implementation of public internal audit

Implementarea Protocoalelor clinice nationale
si Standardelor Medicale/Implementation of National
Clinical Protocols and Medical Standards

N
N
N
J
) Raportul
anual
) cu privire
la asigurarea

N calitatii/ Annual

Report on quality

assurance

g -/
N
J
~N

J

Figura 2. Functiile Consiliului Calititii/ Figure 2. Functions of Quality Council
Sursa: elaborata de autor /Source: elaborated by the author

Consiliul Administrativ este organul co-
legial de administrare, supraveghere a institutiei,
reprezentand interesele statului si se desemneaza
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Administrative Council is the collegial
body of administration and supervision of institu-
tion that is representing the interests of the state
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prin Ordinul Ministerului Sanatatii pe un termen

de 5 ani, tindndu-se cont de propunerile Com-

paniei Nationale de Asigurari in Medicina, colec- :

tivului de munca, asociatiei non-guvernamentale.

Consiliul administrativ are urmatoarele atributii :
exclusive: examinarea si aprobarea planurilor -
- approval of annual activity plans, annual reports
triale) privind activitatea IMSP si prezentarea lor

anuale de activitate, rapoartelor anuale (trimes-

pentru informarea Fondatorului; inaintarea de -

propuneri catre Fondator pentru redresarea situa-

tiei; examinarea si prezentarea, pentru coordo- -
nare, Fondatorului a devizului de venituri si :
Eexpenditure (business-plan) and their changes;
cutate la acestea; examinarea si coordonarea -
statelor de personal, listelor de tarifare a salaria- :

cheltuieli (business-plan) si a modificarilor exe-

tilor IMSP; aprobarea planurilor de achizitii ale -

bunurilor, serviciilor si lucrarilor.

Pentru perfectionarea managementului fi-
- support the propose the have ms Copaceanu C. [1]
sustin propunerea doamnei Copaceanu C. [1] pri- :
vind crearea Comisiei de cenzori. Aceastd comi- -
sie ar exercita controlul activitatii economico- :

nanciar si controlului in institutiile medicale,

financiare a institutiei §i s-ar subordona numai -
Consiliului Administrativ $i Fondatorului. In baza -

rezultatelor controlului, comisia de cenzori (cen-

zorul) intocmeste un raport, care cuprinde: nu- -
. auditing committee which have participated to the
care au participat la control; motivele si scopurile -
controlului; termenele in care s-a efectuat contro- -

mele, prenumele membrilor comisiei de cenzori,

lul; aprecierea autenticitatii datelor din documen- :
tele primare, registrele contabile si dérile de seama -
ale institutiei; aprecierea conformitatii tinerii con- :

rezultatelor controlului; anexe.

Totodata, propunem ca, anual, IMSP sa :
efectueze autoevaluarea in sistemul de manage- -
ment financiar si control conform ,,Regulamen- :
tului privind evaluarea, raportarea sistemului de -
management financiar si control si emiterea -
declaratiei privind buna guvernare” nr.49 din :
26.04.2012. Autoevaluarea va aprecia gradul de -
conformitate cu cadrul normativ in domeniul :
ocrotirii sanatatii si, in baza acesteia, se va ela-
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and it is appointed by the order of the Ministry of

- Health for a period of 5 years, being taken into

account the proposals of the National Medical

- Insurance Company, employees, non-governmental

association. The Administrative Council has the
following exclusive attributions: examination and

(quarterly) on the activity of PMSI and presenting

them for information to the Founder; submitting

. proposals to the Founder about the recovery of the

situation; examination and presentation to the
Founder for coordination of estimate of incomes or

examination and coordination of job list, tariff lists
for PMSI employees; approval of procurement
plans for assets, services and works.

For the improvement of financial and con-
trol management in the medical institutions we

to create the Auditing Committee. This commis-
sion would exercise the economical-financial
control of the institution and it would subordinate
only to the Administrative Council and Founder.
Based on the results of the control, the auditing

- commission (auditor) draws up a report which

comprises: name, surname of the members of

control; reasons and goals of the control; terms in
which the control was realized; appreciation of the
authenticity of data from the primary documents,
account books and reports of institutions; appre-
ciation of accounting keeping compliance, reports

- drawn up in correspondence with the requirements
legislatiei; informatia despre fapte de incalcare a -
cerintelor legislatiei; recomandari pe marginea -

of law; information about the facts of violating the
requirements of law; recommendations about the

- results of control; annexes.

At the same time we propose annual
performed self-evaluation of financial and control
management by PMSI within the system accor-
ding to “Regulations on assessment, reporting the
system of financial and control management and
issuance of the statement about the good gover-
nance” no.49 of 26.04.2012. Self-evaluation will
appreciate the degree of compliance with the
normative framework in the field of health pro-
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bora ,,Raportul privind organizarea si functiona-

rea sistemului de management financiar si con- -
trol, care va fi prezentat Fondatorului si CNAM
- which will be presented to the Founder and NHIH
Managerii, care isi desfagoara activitatea in :

pentru luarea deciziilor necesare.

sectorul public, trebuie si fie responsabili de -
exercitarea activitatilor pentru care le-au fost -
delegate atributii. Aceastd responsabilitate se ex-
tinde dincolo de politicile, deciziile si activitatile -
operationale pentru a cuprinde politicile, acti- :

vitatile si deciziile de MFC.
Concluzii

institutiilor medicale i revine controlului intern. -

In scopul credrii unor linii permanente de res-

ponsabilitate, la nivelul sistemului de control -
intern, trebuie reproiectat sistemul de raportare la :
nivelul conducerii astfel, Incat acesta sa asigure si
evaluarea progreselor inregistrate in materia -
- the assessment of progresses appeared in the
Analiza si sistematizarea, de citre Fonda- -

controlului financiar.

tor si CNAM, a rapoartelor privind organizarea si :
functionarea sistemului de management financiar
si control, ar eficientiza activitatea economico- -
financiard a institutiilor si ar permite luarea deci- :
ziilor cat mai eficiente pentru lichidarea lacu- -

nelor existente.

Consideram c¢a crearea Comisiilor de -
cenzori, in toate institutiile de prestiri servicii -
medicale publice, ar diminua riscurile de gestio- :
nare ineficientd a banilor publici, fiind un filtru -
pentru luarea deciziilor de catre Consiliul de :

Administrare.

Totodatd, mentiondm ca finantarea siste- -
mului de sanatate in vigoare acopera doar actul -
medical, care nu prevede dezvoltarea infra- -

structurii, procurarea utilajelor moderne in IMSP,

astfel, implementarea controlului intern public in -
institutiile analizate va contribui si la depistarea -
surselor necesare pentru gestionarea cat mai
- most efficient management of public money.

eficienta a banilor publici.

- tection and according to it will be elaborated the

»Report on the organization and operation of the
system of financial and control management

for taking the necessary decisions.

Managers who perform their activity in the
public sector should be responsible for the exe-
cution of activities which were delegated to them.
This responsibility extends beyond the policies,
decisions and decisions of the operational activity

- in order to comprise policies, activities and deci-
- sions of MFC.
Un rol deosebit in eficientizarea activitatii -

Conclusions
A special role in the efficiency of the acti-

- vity of medical institutions belongs to the internal

control. For creating some permanent and clear
lines of responsibility at the level of internal con-
trol system it should be redesigned the reporting
system at the level of governance, so as to ensure

subject of financial control.

Analysis and systematization by the Foun-
der and NHIH of reports about the organization
and operation of the system of financial and con-
trol management would streamline the economical
financial activity of institutions and would permit

. to take the most efficient decisions in order to

eliminate the existent gaps.

We consider that the creation of auditing
committees in all the institutions of public medi-
cal service would reduce the risks of efficient
management of public money, being a filter in

- making decisions by the Administration Council.

At the same time we mention that financing
current health system covers only the medical act
and it does not provide the development of

. infrastructure, purchase of modern equipment for

PMSI, hence the implementation of public inter-
nal control in the analysed institutions will con-
tribute to finding the necessary resources for the
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In ultimele decenii, deschiderea economica
si liberalizarea comertului, efectele caruia au
fost, Tn mare parte, pozitive, au atins un nivel
fard precedent. Insa deschiderea economicd, de
asemenea, constituie o sursa de vulnerabilitate la
socurile care au loc in afara economiei. Expor-
turile reprezinta o parte substantiala din PIB, in
special, pentru statele in curs de dezvoltare si
statele aflate in tranzitie, state care au devenit
dependente de exporturi. Prin urmare, socurile
economice externe pot avea un impact major
asupra economiei, dar nu toate statele sunt la fel
de vulnerabile. Indicii de concentrare si indicii
de diversificare a exportului ne ajuta sa deter-
minam statele, care sunt mai vulnerabile la
socuri, sd reactioneze.

Cuvinte-cheie:  vulnerabilitate, export,

concentrare, diversificare, soc economic.

JEL: F10, F13.

Introducere

Emergenta pietei libere si liberalizarea co-
mertului au contribuit la majorarea productivitatii,
alocarea eficienta a resurselor, diminuarea prefurilor
pentru consumatorul final, importul tehnologiilor
moderne etc., dar deschiderea economica poate
avea si efecte negative, precum cresterea vulnera-
bilitatii la socurile economice din exterior, vulnera-
bilitati care au fost resimtite in criza din 2008.

Statele dependente de exporturi sunt vulne-
rabile la socurile economice, o diminuare semni-
ficativd a exporturilor avand un efect negativ
asupra cresterii investitiilor i cresterii econo-
mice, in special, in cazul 1n care cererea internd a
unui stat este nesemnificativa. ,,.Din punct de
vedere economic, expunerea unei tari la socurile
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In the last decades we have witnessed an
unparalleled level of economic openness and
trade liberalization, the effects of which have been
largely positive. But economic openness has also
made countries more vulnerable to shocks that
occur outside its economy. With exports repre-
senting a substantial portion of GDP, especially
for developing and transitioning economies, coun-
tries have become dependent on exports. There-
fore external economic shocks can have a big
impact on economies, but not all countries are
equally vulnerable. Export concentration and di-
versification indexes help us determine which
countries are most vulnerable to shocks.

Key words: vulnerability, export concentra-
tion, diversification, economic shock.

JEL: F10, F13.

Introduction

The emergence of free market and trade
liberalization have contributed to an increase in
productivity, efficient allocation of resources,
lower prices for the final consumer, imports of
modern technologies etc. But economic openness
may have negative effects such as increased
vulnerability to economic external shocks; vulne-
rabilities have been felt in the 2008 crisis.

States, dependent on exports, are vulnerable
to economic shocks; a significant reduction in
exports will have a negative effect on the growth
of investment and economic growth, especially if
the domestic demand of a country is insignificant.
“From an economic perspective, a country’s expo-
sure to external economic shocks generally de-
pends on its reliance on exports because export
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economice externe depinde, in general, de depen-
denta de exporturi, deoarece veniturile obtinute
din export, de fapt, finanfeazd importurile si, de
asemenea, contribuie, in mod direct, la investitii
si la cresterea economica”. [1]

Statele in curs de dezvoltare si statele aflate
in proces de tranzitie sunt, in special, vulnerabile
la socurile economice din cauza unui grad inalt de
dependenta fatd de exporturi, unui nivel Tnalt de
concentrare a exporturilor si unui nivel inferior de
diversificare a acestora. Este important de mentio-
nat cd un stat dependent de exporturi nu are
obligatoriu un nivel slab de diversificare sau un
nivel Tnalt de concentrare a exporturilor.

Metode aplicate

In continuare, se analizeaza nivelul de
dependentd de exporturi, care este calculat ca
marimea exporturilor fatd de PIB-ul nominal.

earnings finance imports and also contribute di-
rectly to investment and growth.” [1]

Developing countries and transitioning
economies are particularly vulnerable to economic
shocks due to high dependence on exports, a high
level of concentration of exports and a lower level
of export diversification. It is important to note
that a country dependent on exports does not
necessarily have a low level of diversification or a
high level of concentration of exports.

Methods used

Next we shall analyse these vulnerabilities.
We shall start with the level of dependence on
exports, calculated that the amount of exports
compared to nominal GDP.

40

¢—Economii aflate in

35 -

tranzitie/Transition economies

== Economii in curs de dezvoltare/

20 —

Developing economies

15

Economii dezvoltate/

10

Developed Economies

2005 2008 2009 2010 2012 2013

T T ) Republica Moldova/ Republic of
2014 2015 Moldova

Figura 1. Nivelul dependentei de exporturi/
Figure 1. The level of dependence on exports
Sursa: elaborata de autor in baza datelor ,,UNCTAD Handbook of Statistics 2016/
Source: elaborated by the author based on ,,UNCTAD Handbook of Statistics 2016 [4]

Republica Moldova este clasificata in
»UNCTAD Handbook of Statistics 2016” ca fiind
o economie in tranzitie. Observam o diferenta
clard intre economiile dezvoltate si economiile
aflate in tranzitie si cele in curs de dezvoltare,
ultimele fiind mult mai dependente de exporturi.
Economiile dezvoltate, in ultimul deceniu, au
devenit mai concentrate pe exporturi, In compa-
ratie cu consumul intern. De asemenea, observam
o descrestere a gradului de dependentd fatd de

The Republic of Moldova is classified in
“UNCTAD Handbook of Statistics 2016” as an
economy in transition. We see a clear difference
between developed economies and those in tran-
sition and developing economies, the latter two
being more dependent on exports. The developed
economies in the last decade have become more
focused on exports compared to domestic con-
sumption. We note a decrease in dependence on
exports for economies in transition and deve-
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exporturi pentru economiile aflate in tranzitie si
cele in curs de dezvoltare, cresterea dependentei
pentru economiile dezvoltate. Republica Mol-
dova, in 2005, a avut un grad mai inalt de
dependenta fatd de exporturi, in comparatie cu
economiile aflate in tranzitie, iar in 2010, a inre-
gistrat un nivel mai mic de dependenta, depasind
media grupei, pentru ca, in 2012, dependenta de
exporturi s creasci din nou. In anul 2014, Repu-
blica Moldova si economiile aflate in tranzitie si
cele in curs de dezvoltare au avut un nivel
aproape identic al dependentei de exporturi. In
2015, dependenta de exporturi, pentru toate cele
trei tipuri de economii, a scdzut, dependenta
Republicii Moldova a crescut de la 29,5% la
30,42%. Atat PIB-ul nominal, cat si volumul
exporturilor Republicii Moldova au scazut in
2015, dar PIB-ul nominal a scdzut mai dramatic
de la 7944 la 6466 milioane de dolari.

UNDP a efectuat o analiza a dependentei de
exporturi pe urmatoarele regiuni: Africa, Asia,
LAC (America Latina si Caraibe), CSI (Comuni-
tatea Statelor Independente), Regiunea Pacific.[1]

loping economies, and an increase in developed
economies. Republic of Moldova in 2005 had a
higher degree of dependence on exports compared
with economies in transition, and in 2010 recor-
ded a lower level of dependence, exceeding the
group average, and in 2012 the dependence on
exports was on to rise again. In 2014 Moldova
economies in transition and developing economies
had an almost identical level of dependence on
exports. In 2015 the export dependency for all
three types of economies decreased, Republic of
Moldova’s dependence increased from 29.5% to
30.42%. Both nominal GDP and the volume of
Republic of Moldova’s exports decreased in 2015,
but nominal GDP fell dramatically from 7944 to
6466 million.

UNDP has conducted an analysis of the
dependence on exports for the following regions:
Africa, Asia, LAC (Latin America and the
Caribbean), CIS (Commonwealth of Independent
States), Pacific Region [1].

19095 19098 1997 1998 19099 2000 2000 2002 2003 2004 2005 2006 2007 2008 2000
—=— Mica’ -~ LAC ——  Asin) =-CSI' o Regiunea Pacific/
Afiiea LAC Asia CIS Pacific Region

Figura 2. Nivelul dependentei de exporturi dupa regiuni/
Figure 2. Level of dependence on exports by region
Sursa: ,,Dependenta de export §i de concentrare, UNDP”[
Source: ,,Export dependence and concentration, UNDP”* [1]
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In urma analizei figurilor 1 si 2, observam
cé, 1n regiunea CSI, dependenta fatd de exporturi
a scazut in continuu, fapt aflat in concordanta cu
rezultatele constatate Tn Republica Moldova, n
comparatie cu regiunile Africa, LAC si Regiunea
Pacific, in care, chiar si dupa 2005, dependenta
de exporturi a continuat si creasci. In 2008,
regiunea CSI a inregistrat o crestere de 2%, iar
punctul maxim a fost in anul 2000, cand expor-
turile reprezentau 42% din PIB pentru regiunea
CSI si 36.7% pentru Republica Moldova. Din
figurile 1 si 2, putem constata efectele crizei din
2008, cand regiunea CSI a avut cea mai mica
scadere de la 33%, in 2008, la 28%, in 2009.
Republica Moldova a inregistrat o scadere de la
26.4%, 1n 2008, la 23.9%, in 2009, o scadere, de
asemenea, mai micd, comparativ cu alte regiuni
si evident cu scaderea din regiunea CSI.

Ca urmare a crizei din 2008, veniturile
statelor in curs de dezvoltare obtinute din export
s-au diminuat semnificativ — cu 23% in compa-
ratie cu media globald, dar nu toate regiunile au
inregistrat acelasi nivel de pierderi [1,5].

Having analysed figure 1 and 2 we observe
that in the CIS region dependence on exports has
declined continuously, which is consistent with
the results observed in Republic of Moldova,
compared to regions Africa, LAC and Pacific,
where even after 2005 the export dependency
continued to rise. In 2008 the CIS region grew by
2% and the peak was in 2000, when exports
accounted for 42% of GDP in the CIS region and
36.7% for Moldova. From Figure 1 and 2 we can
see the effects of the crisis in 2008, when the CIS
region had the smallest decrease from 33% in
2008 to 28% in 2009, Republic of Moldova has
decreased from 26.4% in 2008 to 23.9% in 2009 a
decrease that is also lower compared to other
region and consistent with the decline in the CIS
region.

With the crisis of 2008 revenues from export
decreased significantly, by 23% compared to glo-
bal average. But not all regions have experienced
the same level of losses [1,5].

- Toate statele in curs de dezvoltare! All developing

_ Tarile cel mai putin dezvoltate/ Least developed countries

T

|
|
I - |

-30%

-40% -35% -25% -20% -15% -10% -5% 0%

Figura 3. Diminuarea veniturilor obtinute din exporturi pentru anul 2009/
Figure 3. Reduction of export receipts for 2009

Sursa: ,,Dependenta de export §i de concentrare, World Trade Report 2010”1
Source: ,,Export dependence and concentration, World Trade Report 2010” [1]
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In urma analizei din figura 3, observam ci
cea mai mare scadere a veniturilor din export a
fost Inregistratd de regiunea CSI, cu o diminuare
de 36%. Cea mai mica scadere a fost inregistrata
de Asia, doar 18%. Cand analizdm, in mod com-
parat, datele din figurile 2 si 3, observdm un
paradox. Asia este regiunea ce inregistreaza cea
mai mare dependenta de exporturi, insad veniturile
sale din export au avut cel mai putin de suferit. in
opinia autorului, acest lucru se datoreaza unui
nivel Tnalt al diversificérii exporturilor §i unui
nivel mai mic al concentrarii exporturilor. Por-
nind de la analiza figurii urméatoare, observam ca
diminuarea veniturilor obtinute din export a avut
un efect asupra cresterii economice [1].

Economi in curs de  Asia de est i EWOPa si

0% I. I I I. I I

Having analysed figure 3 we see that the lar-
gest decrease in export revenues was recorded by
the CIS region, a decrease of 36%. The smallest
drop was registered by Asia, only 18%. Having
analysed the data in Figure 2 and 3 we see a
paradox. Asia is the region that has the highest
dependence on exports, but its revenues from
exports were the least affected. In the author's
opinion this is due to a high level of export diver-
sification and a lower level of exports concen-
tration. In the following figure we observe that the
reduction in export revenues had an effect on
economic growth [1].

Orientul Miloct A ia de sud Affica sub-sahara/

reghunea pacific/ Asia centrald’ i Africa de Nord' Sub-Saharan
- iiz;nlt:e EastAsaand Europe and Aném:itl’ami Vbl Eat South Asia e
“ Upmg Pacfic Cenﬁal_ASia Eal:inar:\m;ica North Africa
&0 and Caribbean

= 2008 m=m 2000

Figura 4. Evolutia economici dupa regiuni, 2008-2009/
Figure 4. Economic trends by region, 2008-2009
Sursa: ,,Dependenta de export §i de concentrare, UNDP”’/
Source: ,,Export dependence and concentration, UNDP” [1]

Rezultate si discutii

Observam cé doar Asia de Sud a Inregistrat
o crestere economicd in 2009, fatd de 2008.
Europa si Asia Centrald au inregistrat cea mai
mare scadere. Asia, regiunea cea mai dependenta
de exporturi, a inregistrat o crestere economica,
demonstrand, astfel, cd o regiune sau un stat
dependent de exporturi nu este obligatoriu vulne-
rabil la socurile economice, sau cel putin nu la fel
de vulnerabil, cum ar pérea. Vulnerabilitatea sau
nivelul pierderilor suferite, nu depinde doar de
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Results and discussions

We note that only South Asia recorded
growth in 2009 compared to 2008. Europe and
Central Asia recorded the largest decrease. Asia,
the region most dependent on exports registered a
growth demonstrating that a region or a country
dependent on exports is not necessarily vulnerable
to economic shocks, or at least not as vulnerable
as it may seem. The vulnerability or the level of
losses depends not only on dependence on ex-
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dependenta de exporturi, dar, in special, de nivelul
de diversificare si concentrare al exporturilor.

Prima metoda, dupa care putem evalua
vulnerabilitatea, este indicele de concentrare.
,Indicele de concentrare aratd, in mod specific,
modul in care exporturile si importurile tarilor
individuale, sau grupurilor de tari, sunt concen-
trate pe cateva produse, in loc sa fie distribuite
mai omogen pe o serie de produse.” [3]

Indicele de concentrare este calculat dupa
formula Herfindahl-Hirschmann Index normali-

zat: [3]
=
H —

2
]—I/n

ports, but especially on the level of diversification
and concentration of exports.

The first method by which we can evaluate
the level of wvulnerability is the concentration
index. “The product concentration index shows to
which extent exports and imports of individual
countries or country groups are concentrated on
several products rather than being distributed ho-
mogeneously among products” [4].

The concentration index is calculated using
the formula Herfindahl-Hirschmann Index norma-
lized [4].

L
XJ. =le.x,j

! 1-+1/n

unde H; reprezintd indicele de grup de tari
sau tara,

Xij — valoarea exporturilor pentru o tard j si

produsul i,

N — numarul produselor.

O valoare a indicelui mai apropiatd de
1constituie un nivel Tnalt de concentrare, un nivel
mai apropiat de 0 reprezinta un nivel mai mic de
concentrare.

where H; is the index set of countries or country,
X;j is the value of exports for a country j
and product i,
n is the number of products.
A value of the index closer to 1 is a high
level of concentration, a level closer to O repre-
sents a lower level of concentration.
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0,3
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0,15 B — Economii dezvoltate/ Developed
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0,05 =>é=Republica Moldova/ Republic of
0 T T T T 1
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Figura 5. Indicele de concentrare a exporturilor/
Figure 5. The index of export concentration
Sursa: elaborata de autor in baza datelor ,,UNCTAD Handbook of Statistics 2016/

Source: elaborated by the author based on ,,UNCTAD Handbook of Statistics 2016 [4]

In opinia autorului, figura 5 demonstreazi
un trend diametral opus pentru Republica Mol-
dova, in comparatie cu alte economii aflate in

In the author’s opinion Figure 5 shows a
completely opposite trend for Moldova compared
to other economies in transition phase. In the
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etapa de tranzitie. In anii 2005-2008, Republica
Moldova a 1inregistrat o diminuare drasticd a
concentririi exporturilor. In anul 2015, a avut loc
0 usoara crestere, in timp ce media economiilor
aflate in tranzitie a scazut.

In tabelele urmatoare, vor fi analizate expor-
turile Republicii Moldovei in functie de parteneri.

years 2005-2008 Moldova registered a drastic
reduction in the concentration of exports. In 2015
there was a slight increase, while the average in
the economies in transition declined.

In the next figures we will analyse the
Republic of Moldova’s exports according to it is
partners.

Tabelul 1/ Table 1

Exporturile Republicii Moldova in statele dezvoltate si statele aflate in tranzitie/
Republic of Moldova exports to developed countries and countries in transition

Exoortul RM Ponderea exportului RM in statele Ponderea
(Eqilioane dezvoltate (%)/Developed economies (%) |exportului RM in
. Europa/ statele in tranzitie
Anul/ dolari)/ Alte
Europe . (%)/ The share
Year | Exports RM | Total/ SUA/|Japonia/| state/
. of exports of RM
(millions | Total USA | Japan |Other| . .
Total | EU in transition
of dollars) states .
economies (%)
Republica | 1995 746 334 | 299 | 295 | 2 0 1.6 62.7
Moldova/ T'og05 | 1001 | 429 | 385 [381| 36 | 01 | 038 50.9
Republic
of 2014 2340 59.1 | 56.9 | 555 | 1.3 0.3 0.6 29
Moldova

Sursa: elaborat de autor Tn baza datelor ,,UNCTAD Handbook of Statistics 2015/
Source: elaborated by the author based on ,,UNCTAD Handbook of Statistics 2015 [3]

Tabelul 2/ Table 2

Exporturile Republicii Moldova in statele Tn curs de dezvoltare/
Republic of Moldova exports to developing countries

Statele in curs de dezvoltare (%)/ Developing Economies
Est, Sud si Sud-Est
Total/ | Africa/ | America/ Asia/ Eastern, Asia de Vest/ | Oceania/
Total | Africa | America | Southern and South West Asia | Oceania
Eastern Asia
Republica 1995| 3.6 0.7 0.3 0.9 1.7 0
Mold
oldoval 15005 62 | 15 0.4 05 38 0

Republic
of Moldova 2014 | 11.9 1 0.1 2.6 8.2 0

Sursa: elaborat de autor Tn baza datelor ,,UNCTAD Handbook of Statistics 2015/
Source: elaborated by the author based on ,,UNCTAD Handbook of Statistics 2015 [3]

Tabelele 1 si 2 confirma datele din figura
5. Tn perioada 2005-2014, Republica Moldova si-
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Tables 1 and 2 confirm the data in Figure 5.
In the years 2005-2014 Moldova exports to deve-
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a majorat exportul catre economiile dezvoltate de
la 42,9% la 59,1%, iar exporturile catre econo-
miile aflate in tranzitie au scazut de la 50,9%
la 29% 1n perioada 2005-2014. Exportul Repu-
blicii Moldova, in aceasta perioada, a crescut, iar
nivelul concentrarii a scazut, reprezentand un
rezultat pozitiv.

A doua metoda de determinare a vulnera-
bilitatii comertului rezida in calcularea indicelui
de diversificare a exportului. ,Indicele de
diversificare indicd daca structura de export sau
import a fiecarei grupe de tari sau tara difera de
modelele globale”. [3]

Indicele de diversificare este calculat dupa
urmatoarea formuld, care reprezintd o variantd
modificata a metodei Finger-Kreinin: [3

loped economies increased from 42.9% to 59.1,
and exports to economies in transition decreased
from 50.9% to 29% during 2005-2014. Moldovan
exports in this period increased and levels of
concentration decreased, representing a positive
result.

The second method in determining the vul-
nerability of trade is the calculation of the export
diversification. “The diversification index indica-
tes whether the export or import structure of a
country or country group, by product, differs from
the world pattern” [3].

Diversification index is calculated using a
modified formula of the Finger-Kreinin method

[3]:

Z |hij - h,.|

S =

7

unde hj reprezintd ponderea produsului i Tn
exporturile totale sau importuri ale
unui stat sau grup de state,

h; — ponderea produsului i Tn exporturi sau
importuri totale mondiale. Indicele di-
versificarii poate avea valori Intre 0 si 1.

O valoare mai apropiata de 1 indicd o mai

mare divergentd intre modelul mondial si cel al
unui stat sau grup de state.

2

where hj; is the share of product i in total exports
or imports of a state or group of states,
h; represents share of product i in total
world exports or imports. Diversifica-
tion index may have values between 0
and 1.
A value close to 1 indicates a greater diver-
gence of the world pattern.
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Developed Economies
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Moldova
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Figura 6. Indicele de diversificare a exporturilor/
Figure 6. The index of export diversification
Sursa: elaborata de autor in baza datelor ,,UNCTAD Handbook of Statistics 2016/
Source: elaborated by the author based on ,,UNCTAD Handbook of Statistics 2016 [4]
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Din figura 6, observam ca intre modelul
Republicii Moldova si modelele mondiale exista
o divergentd foarte mare. in ce priveste indica-
torii de diversificare a exportului, chiar daca
comparam cu alte state in tranzitie, nivelul de
divergenta este, in continuare, foarte inalt. In anul
2015, observam o crestere in toate economiile,
indicele de diversificare al economiilor dezvol-
tate a crescut de aproape 2.7 ori si s-a apropiat
semnificativ de indicele de diversificare al eco-
nomiilor n curs de dezvoltare.

Pentru a intelege mai bine aceste diver-
gente, vom analiza structura exportului Repu-
blicii Moldova dupa grupe de produse.

From Figure 6 we see that the Republic of
Moldova registers a huge difference compared to
the world pattern. Regarding indicators of diversi-
fication of export even if we compare with other
transitioning economies the divergence is still
very high. In 2015 we see growth in all econo-
mies, developed economies diversification index
rose nearly 2.7 times and came close to the level
of developing economies.

In order to better understand these diffe-
rences we analyse the structure of the Republic of
Moldova’s exports by product groups.

Tabelul 3/ Table 3

Exporturile Republicii Moldova pe grupe de produse/
Republic of Moldova exports by product group

Revizia SITC 3 grupei de produse (%)/
% = By main SITC Revision 3 product group (%o)
S k= Dintre care:/ Of which:
T8 e 2 v g 8
L s = .© = =
S5 |8 |55 2 2588 =8 32 _ =8
§ |£2|52 28| 3|253 =8 |x8|lex5| €5
S |ES|EE|SE|C|gEBE 5> 838|558 E|53
' EE =28z =|82c8 8 |ETC|Eca| g2
S |=E|SsS|EE| 5 |efge 3£ |ES|8E35| T3
g |55 |838|Ez| 5 |E5e5 22 |58|883| £8
S8 |38 |AB| 8 |c"gE| 8 |gm|8sc| <
=3 |S=|e235| 2 |54d85 55 |838|a.55s| 22
o > o< 55 g&’sqéc %: '85:‘;%3«5
€T | = 0| O |& £ TS| M = || = 2= 8_ 2| a8 &
S5 | = S = S S s S = OO0 8| @ %
SRR |22 |2EES 5522
Republica 1995 746 672 | 16 | 0.6 3 27.5 1.6 7.6 18.4
Moldova/ 2005 | 1091 | 469 | 26 01| 21 | 479 | 14 | 49 | 416
Republic
of Moldova | 2014 | 2340 | 435 | 09 |06 | 18 529 | 43 | 144 | 342

Sursa: elaborat de autor n baza datelor ,,UNCTAD Handbook of Statistics 2015/
Source: elaborated by the author based on ,,UNCTAD Handbook of Statistics 2015 [3]

Din tabelul 3, observam ca structura de
export pe grupe de produse S-a imbunatatit,
bunurile industriale au crescut ca valoare, iar
valoarea celor din grupa produselor alimentare s-a
micsorat. Cu toate acestea, figura 6 denotd o
divergenta foarte mare intre modelele mondiale
determinate de UNDP si cel al Republicii Moldova.
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From table 3 we see that the export struc-ture
by product group has improved, industrial goods
have increased in value, and the food group
decreased. However Figure 6 shows a huge diffe-
rence to global patterns determined by UNDP.
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Tabelul 4/ Table 4

Exporturile Republicii Moldova pe subgrupe de produse conform clasificarii CSCI /
Republic of Moldova exports by products as classified under SITC subgroups

Topul produselor exportate conform

2016

clasificarii CSCI pe subgrupe/ Valoare (mii de dolari) / Ca procenta) _d|n
o totalul statului %/
Top export products as classified Value (thousands
under SITC subgroups of dollars) As percentage
group of country total %
Toate grupurile de produse/ All commodity 2045340.4 100
groups
77 Magsini si aparate electrice si parti ale
acestora (inclusiv echivalente neelectrice
ale rnefslmlor si _aparatelor de_ uz casnic)/ 949090 12.18
Electrical machines and devices and parts
thereof (including non-electrical equivalent
of machinery and household appliances)
84 Imbracarr'nnte si accesorii/ Clothing and 244580.8 11.96
Accessories
05 Legume si fructe/ Vegetables and fruits 206048.1 10.07
22 Seminte si fructe oleaginoase/ Oilseeds 201499.9 9.85
04 Cereale si preparate pe baza de cereale/ 179510.1 8.43
Cereals and preparations based cereal
11 Bauturi/ Beverages 158131.2 7.73
82 Mobila si partile ei/ Furniture and its parts 122319.5 5.98
65 Fire, tesaturi, articole textile necuprinse in
alta_parte i produs_e conexe/ Yarns, fabrics, 75270 8 368
textile articles not included elsewhere and
related products
42 Grasimi si uleiuri vegetale fixate, brute,
rafinate sau fractionate/ Fixed vegetable 54100.6 2.65
fats and oils, crude, refined or fractionated
06 Zahar, preparate pe baza de _zahar; miere/ 50784.8 5 58
Sugar, sugar-based preparations; honey
Restul/ Remainder 509004.6 24.89

Sursa: elaborat de autor in baza datelor Biroul National de Statistica al Republicii Moldova /
Source: elaborated by the author based on UNCTAD National Bureau of Statistics of the

Republic of Moldova [6]

De asemenea, din analiza datelor prezen-
tate 1n tabelul 4, conchidem ca produsul cu cea

Also from table 4 we conclude that the pro-

duct with the highest export share is the product

mai mare pondere Tn export este grupa de pro- | group 77 — Electrical machines and devices and
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duse 77 — Masini si aparate electrice si parti ale
acestora (inclusiv echivalente neelectrice ale
maginilor si aparatelor de uz casnic, care repre-
zinta 12,18% din exportul total. Actualmente,
putem concluziona ca exportul Republicii Mol-
dova, nu se Incadreaza In modelele mondiale,
fiind foarte concentrat pe anumite grupe Tnguste
de produse, care manifestd un avantaj comparativ
in producere.

Concluzii:

e Un stat dependent de exporturi nu are
obligatoriu un nivel slab de diversifi-
care sau un nivel inalt de concentrare a
exporturilor;

¢ Un nivel mic de concentrare a exportu-
rilor poate diminua efectele negative
produse de socurile economice;

e Republica Moldova si-a imbunatatit
indicele de concentrare a exportului Tn
ultimul deceniu.

Indicele de diversificare demonstreaza ca
existd divergente mari intre exportul Republicii
Moldova si modelele (schemele) mondiale de
export.

parts thereof (including non-electrical equivalent
of machinery and household appliances) repre-
senting 12.18% of total exports. We conclude that
the export of the Republic of Moldova currently
do not fall in global patterns being focused on
certain groups of products which show a compa-
rative advantage in production.

Conclusions:

e A state dependent on exports does not
necessarily have a low level of diversify-
cation or a high concentration of exports;

o A low level of export concentration can
decrease the negative effects of economic
shocks;

e Republic of Moldova has improved its
export concentration index in the last
decade.

Diversification index shows that there is a

wide divergence between the Republic of Moldova
and world export patterns.
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Dezvoltarea economiei Republicii Mol-
dova, marirea PIB-ului, rivalitatea Tntreprin-
derilor autohtone cu alti producatori de marfuri
si servicii, inclusiv a celor straini, de peste hota-
rele tarii, necesitd accentuarea atentiei asupra

de munca eficientd, care constd din capitalul
uman, al carui potential profesional trebuie si
corespunda cerintelor economiei de piatd. Si cu
cat este mai mare competitivitatea capitalului
uman pe piata fortei de munca, cu atat mai mare
este competitivitatea intreprinderii si tarii. De
aceea, formarea capitalului uman eficient si com-

The development of the economy of the
Republic of Moldova, the increase of GDP, the
competition of domestic enterprises with other
producers of goods and services, including the
foreign ones, require stressing the attention on the
competitiveness of economic agents. It turns out
that one of the necessary conditions of com-
petitiveness of any country is efficient labour mar-
ket, which consists of human capital, the pro-
fessional potential of which must meet the requi-
rements of market economy. The higher the com-
petitiveness of human capital is on the labour
market, the greater is the competitiveness of the
company and country. Therefore, the formation of
an efficient and competitive human capital repre-
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petitiv reprezinta una dintre cele mai importante
sarcini ale politicii social-economice a Repu-
blicii Moldova.

Elaborarea unor politici de valorificare efi-
cientd a potentialului uman, atét la nivelul econo-
miei nationale, cat si la nivelul organizatiilor, ar
asigura anumite succese atat tarii, in general, cét
si organizatiilor, in special.

In aceste conditii, aparitia monografiei
»Formarea potentialului uman: abordare stra-
tegica” asigurd managementul autohton cu meto-
dologia formarii eficiente a capitalului uman la
intreprinderile Republicii Moldova cu utilizarea
abordarii strategice si prezintd un interes deosebit
pentru specialistii in domeniu.

Monografia ,, Formarea potentialului
uman: abordare strategica” contine 242 de
pagini, este alcatuitd din 3 capitole, 26 de tabele,
12 figuri, 140 de surse bibliografice si 8 anexe.

In primul capitol — ,,Conceptia manage-
mentului strategic al potentialului uman” —
sunt cercetate aspectele teoretice ale managemen-
tului strategic, sunt analizate natura economica,
esenta, continutul, principiile managementului
strategic al potentialului uman si sunt determinate
domeniile actuale de implementare a manage-
mentului strategic al potentialului uman la scara
mondiala si in Tintreprinderile din Republica
Moldova. Analiza efectuata de citre autor a de-
monstrat cd aplicarea managementului strategic
al potentialului uman in Intreprinderile autohtone
se confruntd cu probleme ce tin de insuficienta
cunostintelor in domeniile managementului stra-
tegic, fapt ce conditioneaza necesitatea unei cer-
cetdri mai detaliate a factorilor care influenteaza
realizarea potentialului uman si crearea strate-
giilor de management eficient Tn ntreprinderile
din Republica Moldova.

Tn cel de-al doilea capitol — ,,Cercetarea
managementului strategic al potentialului
uman Tn ntreprinderile din zona de nord a
Republicii Moldova”, sunt analizate principa-
lele elemente ale metodologiei, precum si abor-
dérile managementului strategic al personalului,
fiind elaborat un program de cercetare a poten-
tialului uman. In vederea cercetirii manage-
mentului strategic al potentialului uman, autorul
a efectuat un studiu sociologic. Pentru cercetarea

Revista / Journal ,,ECONOMICA” nr.1 (99) 2017

sents one of the most important tasks of socio-
economic policy of the Republic of Moldova.

Developing the policies of effective capita-
lization of human potential, both at the national
economy level and at the organizations level,
would guarantee definite success for the country
in general and, for organizations, in particular.

In these circumstances, the appearance of
the monograph “The Formation of Human Po-
tential: a Strategic Approach”, provides the
local management with an effective methodology
formation of human capital in the enterprises from
the Republic of Moldova, using a strategic approach
and representing a particular interest in the domain.

The monograph “The Formation of Hu-
man Potential: a Strategic Approach” con-
tains 242 pages, consists of 3 chapters, 26 tables,
12 charts and 140 bibliographic sources and
8 annexes.

In the first chapter — “The Concept of
strategic management of human potential” -
the theoretical aspects of strategic management
are researched, the economic nature, the essence,
the content, and the principles of strategic mana-
gement of human potential are analysed, and
current fields of the strategic management imple-
mentation of human potential on a global scale
and in the enterprises from the Republic of
Moldova are determined. The analysis performed
by the author has demonstrated that the appli-
cation of strategic management of human poten-
tial in the domestic enterprises faces problems
related to insufficient knowledge in the field of
strategic management, which determines the need
for a more thorough research of the factors influ-
encing the accomplishment of human potential
and creating strategies for effective management
in the enterprises from the Republic of Moldova.

In the second chapter — “Researching the
strategic management of human potential in
the enterprises from the northern region of the
Republic of Moldova” the main elements of the
methodology, along with the approaches of staff
strategic management are analysed; a research
program of human potential is developed. In order
to investigate the strategic management of human
potential, the author has conducted a sociological
study. To investigate the human potential of
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potentialului uman al intreprinderilor, au fost
elaborate doua chestionare, iar in calitate de stu-
diu intermediar, s-a efectuat evaluarea compe-

fost prezentate rezultatele cercetarilor, in baza
carora au fost emise propuneri pentru eficien-
tizarea strategiilor de personal, existente la intre-
prinderile autohtone.

Tn capitolul al treilea — ,,Sporirea eficien-
tei managementului strategic al potentialului
uman” — se propune abordarea adaptatd a
formarii §i realizarii efective a potentialului uman
— dezvoltarea strategica a potentialului uman prin
instruirea orientati spre economia de piati. In
acest capitol, autorul mentioneaza faptul ca multe
intreprinderi duc lipsa de personal competitiv, ale
carui caracteristici profesionale si de calificare
trebuie sa corespunda cerintelor economiei de
piata. In ultimii 5-10 ani, aceasti necesitate creste
odata cu tendinta de integrare a Republicii Mol-
dova in Uniunea Europeana. Autorul propune
abordarea strategica a formarii potentialului
uman al intreprinderilor prin instruirea orientata
spre economia de piata, elaborarea unor progra-
me de studii in baza calculului necesarului de
specialisti si formarea bugetului de studii, ce va
include atat instruirea in cadrul firmei, cat si
instruirea in cadrul institutiilor de invatamant
superior. Rezultatele cercetarii si-au gasit reflec-
tarea 1n strategia de personal, intocmitd pentru
intreprinderile autohtone.

In general, monografia prezinti o impor-
tantd teoretica cu aplicabilitate practica, trateaza o
tema de actualitate si de perspectiva pentru Repu-
blica Moldova. Abordarea conceptelor, prezenta-
rea cercetarilor si rezultatelor, formularea propu-
nerilor si recomandarilor pentru mediul de afaceri
sunt realizate in mod corect, in concordanta cu
cerintele stiintifice ale unei monografii. Monograful
foloseste un stil de exprimare clar si elevat, facili-
tand intelegerea materialului de catre utilizatori.

Apreciind calitatea lucrarii si utilitatea aces-
teia, o recomandam tuturor celor pasionati de
cunoagterea aborddrii managementului strategic
al personalului prin formarea potentialului uman
eficient.

Recenzent,
Conf.univ., dr.hab. Alic BIRCA, ASEM

enterprises, two questionnaires were elaborated,
and, as a mid-term evaluation, an evaluation of
staff competitiveness was conducted. Further-
more, in this chapter, the research results were
presented, based on which, proposals have been
developed to streamline staffing strategies exis-
ting in local enterprises.

In the third chapter — “Increasing the effi-
ciency of strategic management of human
potential” it is proposed a tailored approach of
training and effective accomplishment of human
potential — the strategic development of human
potential through training oriented towards market
economy. In this chapter, the author mentions the
fact that many enterprises lack of competitive
staff, whose professional characteristics and qua-
lifications meet the requirements of market eco-
nomy. In the last 5-10 years this need increases
with the trend of integration of the Republic of
Moldova into the European Union. The author
proposes a strategic approach to training the human
potential of enterprises through training oriented
market economy, developing some programme
studies based on the calculation of necessary spe-
cialists and forming the study budget, which will
include both training in the fir, as well as, training
in higher education institutions. The research
results have found reflection in the personnel
strategy, developed for domestic enterprises.

In general, the monograph presents a theo-
retical importance with practical applicability; it
addresses a topical and perspective issue for the
Republic of Moldova. Addressing the concepts,
presenting the research and results, formulation of
proposals and recommendations for the business
environment are made correctly in accordance
with the scientific requirements of a mono-author
monograph. The author uses a clear and elevated
style of speech, facilitating the understanding of
the material by users.

Appreciating the quality of the work and its
usefulness, we recommend it to everybody com-
mitted to discover the approach of staff strate-
gic management by forming a competent human
potential.

Reviewer,
Associate Professor, Hab. Dr. Alic BIRCA, ASEM
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Unul dintre principalele fenomene socio-
economice ale secolului nostru 1l constituie dez-
voltarea cu o rapiditate si continuitate remarca-
bila a industriei turistice. Ca orice activitate aflata
in plind evolutie si afirmare, turismul a constituit
obiect de cercetare pentru numerosi specialisti,
care, odatd cu semnalarea lui ca fenomen, au
incercat sa-i stabileascd dimensiunile in timp si
spatiu.

Schimbarile politice si socio-economice
trasate Tn ultimii 25 de ani, Tn Republica Mol-
dova, au determinat cresterea numarului calato-
riilor turistice, in interiorul si exteriorul grani-
telor. Varietatea activitatilor din domeniul turis-
mului, interdependenta dintre acestea, legaturile
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One of the main socio-economic phenomena
of our century is the rapid and remarkable
continuing development of the tourism industry.
Like any evolving and affirming activity, tourism
has been the object of research for numerous
specialists, who, with its reporting as a phenome-
non, have been trying to determine its dimensions
in time and space.

The outlined political and socio-economic
changes in the last 25 years in the Republic of
Moldova have determined the increase in the
number of tourism trips within and outside the
borders. The variety of activities in the field of
tourism, their interdependence, the links between
them and other branches of the national economy
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existente intre acestea si alte ramuri ale econo-
miei nationale, au facut ca turismul sd devind o
adevarata industrie, al carui rol se gaseste mereu
n ascensiune.

Atentia acordata turismului se justifica prin
faptul ca, pe plan economic, el creeaza venit
national, participa la echilibrarea balantei de plati
externe, iar pe plan social, creeaza noi locuri de
muncd, contribuie la diminuarea somajului.

Republica Moldova, ca destinatie turistica
noua, trebuie sd foloseasca toate parghiile de
integrare Tn circuitul turistic, pentru a beneficia
posibilitatea de lansare pe piata internationald a
produsului turistic propriu.

Monografia Domnului Nicolae PLATON
reprezintd rezultatul unor cercetari deosebit de
ample, complexe si originale, realizate la diverse
momente de timp si la niveluri diferite, reusind
astfel sa surprindd fenomenele studiate in dina-
mica, conferind cartii o reald valoare stiintifica.
Monografia este corect si logic structurata, ideile
si analizele decurgénd firesc de la un capitol la
altul, demonstrand talentul de cercetitor al
autorului.

Monografia, la care facem referire, isi pro-
pune si, In opinia noastra, reuseste, pe deplin, sa
abordeze problematica dezvoltarii turismului in
ultimii 55 de ani, oferind un tablou cuprinzator,
coerent, structurat logic asupra evenimentelor,
care au avut loc pe parcursul ultimelor 6 decenii.

Monografia 1si fixeaza drept obiective:

e pe plan conceptual: incursiunea biblio-
graficd sprijinitd pe lucrari de referinta si
actualitate din literatura de specialitate;

¢ pe plan metodologic: o abordare metodica
si graduald, pornind de la etapa deservirii
primului grup turistic organizat de strainii
din RSSM, péna la etapa contemporana.

e pe plan structural: autorul a sistematizat
informatia din monografie in patru capi-
tole, descriind dezvoltarea ramurii turistice
pana la proclamarea Independentei Repu-
blicii Moldova si dupéd proclamare, etapa
moderna. De asemenea, este inclusa infor-
matie despre asociatiile profesionale obs-
testi neguvernamentale din industria turis-
mului si sunt descrise evenimentele de
amploare cu aspect turistic.

have transformed tourism in a veritable industry
whose role is constantly rising.

The attention paid to tourism is justified by
the fact that, economically, it creates national
income, participates in balancing the external
balance of payments, and socially, creates new
jobs, thus helping to reduce unemployment.

The Republic of Moldova, as a new tourism
destination, must use all the levers of integration
into the tourism circuit, in order to have the
possibility of launching its own tourism product
on the international market.

The monograph of Mr. Nicolae PLATON is
the result of extensive, particularly complex and
original research, made at different times and at
different levels, managing to capture the phenol-
mena studied in dynamics, giving the book a real
scientific value. The monograph is correct and
logically structured; ideas and analysis are arising
naturally from one chapter to another, proving the
researcher talent of the author.

The monograph aims, and in our opinion
succeeds to address the issue of tourism develop-
ment in the last 55 years, providing a comprehen-
sive, coherent and logically structured picture on the
events that occurred during the last six decades.

The monograph sets the following object-
tives:

e conceptually: a bibliographic foray suppor-
ted by reference and current works from
specialized literature;

¢ methodologically: a methodical and gradual
approach, starting from the stage of servi-
cing the first organized foreign tourist group
from the MSSR, to the contemporary stage.

e structurally: the author of the monograph
systematized information into four chapters
describing the tourism branch development
until Republic of Moldova's independence
proclamation and after, at the modern stage.
There is also included information on public
non-governmental associations in the tou-
rism industry and main touristic events are
described.

From the management perspective, a com-
parative study of the tourism branch development
during the planning socialist phase and at pre-
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Din perspectiva managementului, este pre-
zentat un studiu comparat de dezvoltare a ramurii
turistice Tn etapa de planificare socialista si in
etapa actuald in conditiile economiei de piata.

In baza unor analize detaliate si a unor
ample documentdri, autorul monografiei si-a
propus sa studieze si sd descrie istoria dezvoltarii
turismului Tn cei 55 de ani de existenta, specifi-
cand, totodatd, despre importanta turismului la
dezvoltarea economiei nationale.

Prezintd interes structurarea informatiei
privind istoria dezvoltarii turismului in perioada
de pana la proclamarea Independentei Republicii
Moldova. Autorul monografiei, a reusit sa
restabileasca etapele acelei perioade, care, dupa
parerea noastra, pe viitor, ar fi fost imposibil de
facut acest lucru.

Monografia Domnului Nicolae PLATON
constituie o lucrare complexd, de interes sporit
pentru ramura turisticd, reprezentand o sursa de
informatie atat pentru studentii specialitatilor
»lurism” din cadrul institutiilor de invatamant
superior si mediu de specialitate, cat si pentru
personalul care activeazi in aceastd ramura. In
contextul celor expuse, prezenta monografie
comstituie o dovada a unei cercetarii stiingifice in
domeniul turismului i este binevenita ca studiu
teoretic, practic si metodologic.

In final, putem constata ci monografia
»Retrospectiva turismului moldovenesc. 55 de ani
de realizari” elucideaza istoria dezvoltarii turis-
mului, anului lansarii acestei industrii, descrie
studiul comparat al acestui domeniu in perioada
sovietica si-n etapa contemporand, nominalizeaza
toatd structura administratiei publice centrale de
specialitate si a sectorului neguvernamental, care
au fost implicate Tn dezvoltarea ramurii, descrie
aportul oamenilor care gi-au dedicat toatd viata
prosperarii acestei industrii.

Recenzent,
Prof. univ. dr. Vadim COJOCARU
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sent, under the market economy conditions is
presented.

Based on detailed analysis and extensive
documentation, the author of the monograph aims
to study and describe the history of tourism
development in the 55 years of existence, while
specifying the importance of tourism to the
national economy.

Of a great interest is the structuring of
information on the history of tourism development
in the period up to Republic of Moldova's inde-
pendence. The author of the monograph managed
to restore the stages of that period, which fact,
according to our opinion, would be impossible to
be accomplished in the future.

The monograph of Mr. Nicolae PLATON is
a complex work of interest for tourism branch and
a source of information for students at specialties
“Tourism” from specialized and higher education
institutions, and for the staff working in this
sector. In the light of the above, the present mono-
graph is a proof of scientific research in tourism
and is welcomed as a theoretical, practical and
methodological study.

Finally, we find that the monograph “Retro-
spective of the Moldovan tourism. 55 years of
achievements”, enlightens on the history of tou-
rism development, the year of launching this
industry, describes the comparative study of this
area in Soviet times and the contemporary stage,
nominates all structures of the specialized central
public administration and non-governmental sec-
tor that have been involved in the development of
the branch and describes the contribution of
people who have dedicated their whole life for the
prosperity of this industry.

Reviewer,
Professor, PhD Vadim COJOCARU, ASEM
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	Clasificarea planificării fiscale/  Classification of tax planning
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	Se estimează că peste 53% din comerţul mondial se tranzitează prin paradisurile fiscale, care, în ultimii treizeci de ani, şi-a triplat „volumul”, ajungând, în prezent, să reunească, mai mult sau mai puţin legal, 72 de state ale lumii. Aceste state contribuie, în termeni de PIB (PNB), doar cu 3,2% la producţia mondială. Tot prin paradisurile fiscale sunt înregistrate 55% din împrumuturile bancare la nivel mondial şi 35% din investiţiile directe în străinătate [5]. 
	Summiturile G20, deseori, au pe ordinea de zi discuţii ale problematicii paradisurilor fiscale. Fie că este vorba de ţările suverane (Liechtenstein, Elveţia, Irlanda, Luxemburg, Monaco, Andorra, San Marino etc.), fie de teritorii mai mult sau mai puţin autonome (Jersey, Insulele Cayman, Insulele Virgine Britanice, Bahamas, Bermude, Barbados, Panama, Belize etc.), opacitatea sectorului financiar-bancar permite inducerea în eroare atât a fiscului, cât şi a justiţiei naţionale, în cazul celor nerezidenţi, care consideră evaziunea fiscală o crimă, pedepsită sever de către legislaţia ţărilor lor (de la amenzi mari până la închisoare). În ciuda războiului declarat lipsei de transparenţă din paradisurile fiscale, care, pe lângă imensele prejudicii economice contribuie şi la proliferarea criminalităţii, prin oferirea mijloacelor, prin care se spală banii proveniţi din traficul de arme şi droguri, rezultatele întârzie să apară. Factorii implicaţi în această luptă nu reuşesc, de ani buni, să întocmească o listă comună cu ţările declarate paradisuri fiscale. Astfel, pe lista ONU, figurează 48 de ţări, pe cea a OCDE – 35 de ţări şi pe cea a FMI – 62 de ţări [5].
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