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Foreword

It is said that every trip leaves you speechless, giving
you an unforgettable experience, and then turns you
into a true storyteller, a promoter of beautiful places,
special dishes, culture, traditions specific to a region,
spoken language, etc.

The tourism industry offers great opportunities to
develop a sustainable economy by increasing business
in rural tourism, by exploiting the hospitality,
gastronomic and wine potential to create jobs, but also
economic and social well-being at individual, local
and national level.

The Hotel, Tourism and Leisure Services sector is no
longer perceived as a mere recreational activity, it has
taken on a major new dimension, becoming a dynamic,
competitive industry and a key factor for socio-
economic progress.

Tourism is an important sector of the world economy
and is developing along green economy principles to
achieve sustainable development goals. The tourism
industry encompasses a wide range of public and
private enterprises, generating economic and social
benefits, new jobs for different categories of employees
and providing employment opportunities.

The tourism industry (with many related branches) is
emerging as an important means of exploiting the
cultural, anthropic and religious treasures of each
nation, with the role of intensifying and diversifying
links between people and economies worldwide. And
let's not forget its role in intensifying and diversifying
links between nations worldwide.

In the Republic of Moldova, an important role was
also played by national strategic documents: the
Tourism Development Strategy "Tourism 2020" (2014)
which set the national economic direction with the
main objective of "Boosting tourism activity in the
Republic of Moldova through the development of
domestic and inbound tourism®.

Over the next 5 years, priorities for tourism
development have been defined in the project of the
Tourism Development Programme "Tourism 2025",
which aims to "Develop the Republic of Moldova as a
competitive and sustainable tourist destination,
bringing economic, environmental and social benefits
to local communities and future generations".

In this context, a special role is played by the academic
environment, in particular by Moldova State
University, through:

- Ensuring the quality of study programmes and
diversifying the educational offer in the field of Hotel
Services, Tourism and Leisure;

Cuvant inainte

Se spune cd fiecare caldatorie te lasa fara cuvinte,
oferindu-fi o experienta de neuitat, iar apoi te
transforma intr-un adevarat povestitor, promotor a
locurilor frumoase, a bucatelor deosebite, a culturii,
traditiilor specifice unei regiuni, a limbii vorbite, etc.
Industria Turismului ofera oportunitdati deosebite
dezvoltarii unei economii sustenabile prin cresterea
afacerilor din turismul rural, prin valorificarea
potentialului ospitalier, gastronomic i vitivinicol in
vederea crearii locurilor de munca, dar si a bundstarii
economice si sociale la nivel individual, local si
national.

Domeniul Serviciilor Hoteliere, Turismului §i
Agrementului nu mai este perceput ca o simpla activitate
cu caracter recreativ, acesta capdatind o noud
dimensiune majorad, devenind o industrie dinamica,
competitiva si un factor-cheie pentru progresul socio-
economic.

Turismul este un sector important al economiei
mondiale §i are o tendinta de dezvoltare axat pe
principiile economiei verzi in vederea realizarii
obiectivelor de dezvoltare durabila. Industria turismului
Cuprinde o gama variata de intreprinderi publice si
private, generatoare de beneficii economice si sociale,
de noi locuri de munca pentru diferite categorii de
angajati, oferind oportunitati de angajare.

Industria turismului (cu multe ramuri conexe) se

afirma ca un important mijloc de valorificare a
tezaurului cultural, antropic, religios, al fiecarui popor,
avand rolul de a intensifica si diversifica legaturile
dintre popoare, economii la nivel mondial. Si sa nu
uitam, de rolul sau in intensificarea si diversificarea
legaturilor intre natiuni pe plan mondial.

In Republica Moldova, un rol important, la avut si
documente strategice nationale: Strategia de dezvoltare
a turismului "Turism 20207 (2014) care a stabilit
directia economicd nationala avind ca principal
obiectiv ,, Impulsionarea activitatii turistice in Republica
Moldova prin dezvoltarea turismului intern §i receptor”.
In urmatorii 5 ani, au fost stabilite prioritdtile

pentru dezvoltarea turismului Tn proiectul Programului
de dezvoltare a turismului “Turism 2025”, care are
drept scop “Dezvoltarea Republicii Moldova ca
destinatie turistica competitiva si durabild, aducand
beneficii economice, de mediu §i sociale comunitatilor
locale si generatiilor viitoare”.

Tn acest context, un rol deosebit i revine mediului
academic, Tn special Universitatea de Stat din Moldova,
prin:

- Asigurarea calitatii programelor de

10
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- Training qualified specialists by developing green
entrepreneurial skills, characteristic of the tourism
sector;

- Educating the young generation in the spirit of
multicultural values and sustainable development
objectives;

- Effective cooperation with the tourism market in
order to identify the problems it faces.

- Working with all tourism stakeholders in order to
determine solutions;

Today's event aims to assess the prospects for tourism
development based on sustainability principles and to
determine the opportunities for future professionals
and others to take advantage of.

We would like to thank our partners:

Mr. Postica Alexandru, who hosts us at MUZE
guesthouse, IARC USC (International Academic
Research Center), UNICART (International
Conference Academic Research and Tourism) and
ANTRIM (National Inbound and Domestic Tourism
Association of Moldova).

We sincerely thank our guests from Italy, Ukraine,
Poland, Romania, Albania, Malta and all participants
for their contributions.

Congratulations to the organizers for the great event,
held on the occasion of the International Tourism Day
and the 76th anniversary of the Moldova State
University since its foundation.

On Tourism Day, we congratulate all people who are
not indifferent to travel. From the bottom of our hearts
we wish everyone health, cloudless happiness, peace,
much joy and good luck in everything. May the sunny
weather always give you a ray of warmth, may your
health always be strong. We wish you to travel all over
the world and make many interesting and amazing
discoveries. Let life flow like a full river, let everything
go well with you, let every day turn into a holiday.

Sincerely,
Maria HAMURARU
Veronica BULAT

studii si diversificarii ofertei educationale in
domeniul Servicii Hoteliere, Turism si

Agrement;

- Formarea de specialisti calificati prin

dezvoltarea abilitatilor antreprenoriale verzi,
caracteristice sectorului turistic;

- Educarea tinerei generatii in spiritul

valorilor multiculturale si a obiectivelor

dezvoltarii durabile;

- Cooperarea eficientd cu piata turistica

in vederea identificarii problemelor cu care se
confruntd.

- Conlucrarea cu toti actorii sectorului

turistic in scopul determinarii solutiilor

Evenimentul de astazi are scopul de a evalua,
perspectivele dezvoltarii turismului axat pe principiile
sustenabilitatii si de a determina oportunitatile in
vederea valorificarii de catre viitorii specialisti si nu
numai.

Tinem sa multumim partenerilor nostri:

Gazdei domnului Postica Alexandru, care ne
gazduieste la pensiunea MUZE, ANTRIM-ului,
UNICART.

Aducem sincere multumiri invitatilor nostri din
Italia, Ucraina, Polonia, Romania, Albania, Malta si
tuturor participantilor pentru contributiile aduse.
Felicitari organizatorilor pentru evenimentul
deosebi, realizat cu prilejul zilei internationale a
turismului, dar si aniversarii a 76 de ani a USM-ului de
la fondare.

De ziua turismului, ii felicitam pe toti oamenii care
nu sunt indiferenti sa calatoreasca. Din tot sufletul le
dorim tuturor sandtate, fericire fara nori, pace, multa

bucurie si noroc in toate. Fie ca viremea insorita sa va
ofere mereu o raza de caldurd, sd va fie mereu puternica
sanatatea. Va dorim sa calatoriti in toata lumea si sa
obtineti multe descoperiri interesante si uimitoare. Lasa
viata sa curgad ca un rau plin, lasa totul sa mearga bine
cu tine, lasd fiecare zi sd se transforme ntr-o vacanta.

Cu aleasa consideratie,

Maria HIMURARU
Veronica BULAT
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CZU: 338.483.12:27(478) DOI: https://doi.org/10.5281/zenodo.7598294

MANASTIRILE RUPESTRE SI DEZVOLTAREA TURISMULUI
RELIGIOS IN REPUBLICA MOLDOVA

MOSIN Octavian, Dr., Conferentiar universitar
Universitatea de Stat din Moldova

OPRIS Dorin, Dr. hab., Profesor universitar
Universitatea ,,1 Decembrie 1918”, Alba Iulia, Roméania

Abstract

RUPESTRAL MONASTERIES AND THE DEVELOPMENT OF RELIGIOUS TOURISM IN THE REPUBLIC
OF MOLDOVA

The conceptualization of the tourist phenomenon has been the concern of several researchers. Thus, in the
specialized literature, there is a diversity of interpretations given to the concept of "tourism". Broadly speaking, tourism is
the whole spectrum that arises from the idea and/or action that involves the movement of human beings to a place other than
their residence with recreational possibilities. Tourism is also presented as a ubiquitous, complex and multidisciplinary
phenomenon that includes economic, social, political, artistic, anthropological, environmental, historical, geographical,
educational, psychological, communicative, etc. aspects.

Key words: religious tourism, monastery, sustainable development, cultural tourism

JEL: M51, P35

Introducere

Turismul a devenit un fenomen omniprezent in societatea contemporand, devenind si un
domeniu distinct de cercetare. In literatura de specialitate existd o diversitate de interpretiri date
conceptului de ,turism”, care implicd deplasarea oamenilor Intr-un alt loc decat resedinta lor cu
multidisciplinar, care include aspecte economice, sociale, politice, artistice, antropologice, de mediu,
istorice, geografice, educationale, psihologice, comunicationale s.a.

Baza activitatii turistice o reprezintd formele de turism. In Republica Moldova cele mai
raspandite si valorificate forme ale turismului sunt: turismul vitivinicol, de afaceri, rural, balnear,
religios si de excursii.

Turismul religios (turism spiritual, turism sacru sau turism de credintd) este un fenomen
particular, care are la baza curiozitatea, preocuparea si/sau religiozitatea oamenilor. Scopul turismului
religios este vizitarea edificiilor si a locurilor sacre, precum si descoperirea/interactiunea cu oameni
imbunatatiti spiritual, iar specificul acestei forme de turism este motivatia religioasa a turistilor.

Pentru unele religii este caracteristic si pelerinajul, care presupune nu doar calatorii la locuri
sfinte, intdlniri sau manifestari cu caracter religios. Scopul pelerinajului, dincolo de nevoia de
cunoastere si de placere esteticd, este dorinta unei experiente si impartasiri duhovnicesti de un nivel mai
Tnalt decat Tn cazul turismului religios.

In crestinism pelerinajul este legat de locuri, evenimente si persoane cu incarcitura specifica
conceptelor religioase si experientelor spirituale ale credinciosilor.

In Republica Moldova majoritatea credinciosilor imbritiseaza confesiunea crestin-ortodoxa, iar
cei interesati de turism religios sau pelerinaj viziteaza sfintele 1acasuri si asezdminte din tara si de peste
hotare.

La nivel national cele mai solicitate destinatii cu caracter religios sunt mandstirile istorice, in
special cele rupestre.
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Dezvoltarea turismului religios din Republica Moldova

Republica Moldova este o tara cu o suprafata relativ mica, dar cu o diversitate mare de obiective
de interes turistic si cu numeroase ,bijuterii” ascunse, care meritd a fi descoperite, cunoscute si
valorificate. Rezervatiile peisagistice si landsafturile naturale oferd locului o imagine aparte, care
incantd. Asezarile geto-dacice si fortificatiile romane sunt cele mai timpurii monumente, care
imbogatesc patrimoniul cultural al republicii. Lacasurile sfinte, cu o istorie seculard, reprezintd o valoare
arhitectonica si istoricd mondiald, fiind cartea de vizitd a acestui spatiu est european.

Obiectivele istorice si religioase din interfluviul pruto-nistrean sunt incluse tot mai des n diverse
oferte turistice. Vizitatorii strdini devin cu fiecare an mai interesati de destinatiile turistice, chiar daca
Moldova se afld printre tarile in care turismul este la o etapa modesta a dezvoltarii.

In Republica Moldova sunt inregistrate aproximativ 15 mii de atractii turistice antropice si peste
300 de arii naturale importante. Au fost atestate cateva mii de statiuni preistorice, circa 400 de asezari
din diferite epoci istorice, circa 50 de cetatui fortificate antice, circa 500 de asezari medievale timpurii,
numeroase cetati medievale din pamant, 6 cetiti medievale din piatra (in diferite stadii de conservare),
peste 1000 de monumente de arhitecturd protejate si circa 50 de manastiri ortodoxe (Strategia de
dezvoltare a turismului, 2014).

Manastirile se numard printre principalele destinatii turistice vizitate, fiind monumente de
arhitectura unice, cu picturi impresionante, acestea atrag numerosi vizitatori, care raman placut uimiti de
grandoarea edificiilor de cult. Printre obiectivele turistice cu cea mai mare valoare istorico-culturala si
spirituala se numara manastirile Curchi, Capriana, Varzaresti, Frumoasa, Japca, Saharna, Tipova si
altele.

Practic, fiecare agentie de turism din republicd include oferte legate de turismul religios. Nu
poate fi, desigur, exclusa latura moral-spirituald a excursiilor din acest teritoriu, care este in stransa
legatura cu credinta ortodoxa a locuitorilor si cu traditiile specifice locului.

Sunt organizate numeroase excursii la locurile sfinte din cuprinsul tarii, fiind incluse in circuitul
turistic circa 100 de edificii religioase. Saptdmanal se organizeaza zeci de deplasari ale celor interesati
de a cunoaste, a descoperi sau a fi in conexiune cu locurile deosebite ale acestui teritoriu, ,,imbibat” de
istorie si de rugaciune.

Atat itinerarele agentiilor de turism si centrelor de pelerinaj, cat si deplasarile particulare ale
cetatenilor tarii sau a oaspetilor veniti in republica includ vizite la manastirile autohtone.

Manastirile rupestre — vetre de spiritualitate si identitate ortodoxa din Republica Moldova

Cu adevirat speciale sunt mdandstirile rupestre. Intemeiate In pesterile naturale sau in cele ficute
de mana omului, acestea prezinta interes nu doar pentru cercetdtori, Ci si pentru turisti. Sihastriile
rupestre sunt raspandite din perioada paleocrestina si din primele veacuri crestine. Tn scrierile bizantine
din secolul al X-lea sunt consemnate lacase de-a lungul Nistrului, sdpate in stanci. Acestea au o istorie
aparte in dezvoltarea civilizatiei dintre muntii Carpati si Marea Neagra si prezinta cateva dintre cele mai
vechi monumente de arhitecturd. Schiturile si manastirile rupestre, care au fost constituite in diferite
perioade, mai pastreaza vestigiile crestinismului, fiind vii marturii ale vechimii si statornicirii vietii
crestine din aceste teritorii dintru inceputuri.

In bazinul central al raului Nistru si cel al afluentului siu Raut se gdseste cea mai mare
concentrare de sihstrii rupestre mici, situate in locuri inaccesibile si neatractive pentru invadatori. Tn
ultimul timp au fost atestate si documentate peste 50 de complexe rupestre si schituri n acest spatiu
(Cemartan, 2016, p. 166).

Cele mai cunoscute si vizitate manastiri rupestre sunt: Schitul lui Bosie si Manastirea Pestera
(Butuceni), Biserica rupestra ,,Buna Vestire” de la Saharna, Biserica rupestra ,,inél‘garea Sfintei Cruci”
din Coasta Manastirii Japca, Manastirea rupestrda Tipova, Manastirea rupestra Pestera lui Bechir
(Soroca).
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Cea mai atractiva publicului este Rezervatia Cultural-Naturala Orheiul Vechi, renumita prin
manastirile sale rupestre. Complexul arheologic Orheiul Vechi, cu satele Butuceni si Trebujeni, a devenit
un ,,brand” autohton, fiind cel mai vizitat loc din tara. Aceastd zona a fost prielnica pentru dezvoltarea
vietii monahale din cele mai vechi timpuri. Complexul rupestru de la Orheiul Vechi include ,,Schitul lui
Bosie” (,,Manastirea parcalabului Bosie”) si ,,Manastirea Pestera”.

Manastirea pdrcalabului Bosie se afla pe malul raului Raut, langa satul Butuceni, intr-un loc
mai putin accesibil. Aceasta reprezinta un complex arhaic, alcatuit dintr-0 biserica stancoasa si 9 chilii
(Postica, 2010, p. 73). Biserica rupestra are aproximativ 6 metri lungime si 4,5 metri latime.

Schitul lui Bosie este unicul lacas rupestru din Basarabia Tn care s-au mai pastrat inscriptiile pana
in zilele noastre. Un interes deosebit prezinta scrierile votive in limba slavona, gravate pe pereti, care
dateaza cu secolele XV-XVI, unice de acest gen pastrate in Republica Moldova (Postica, 2010, p. 73).
La intrare in bisericd, pe peretii exteriori, sunt vizibile 9 inscriptii.

Singura informatie veridica despre infiintarea schitului rupestru este inscriptia cioplita in piatra
de la intrarea Tn naos, care dateaza din anul 1675. In aceasta pisanie se mentioneazi: ,,Aceastd mdndstire
a facut-o robul lui Dumnezeu Bosie, parcalabul de Orhei, cu sotia si copiii lor, Tn cinstea Domnului
Dumnezeu intru iertarea pdcatelor sale, Silvestru, anul 7183 (1675) (Ciobanu, 2006, p. 43).

Totodata, in baza unor urme abia vizibile pe pereti, unii cercetatori considera ca parcélabul Bosie
ar fi refacut doar ansamblul manastiresc mai vechi, care ar fi fost degradat din cauza fragilitatii rocilor
de calcar. Fara a avea dovezi documentare, cercetdtorii presupun cd schitul rupestru a functionat pana
Tn anul 1816, cand a fost inchis (Barcea, Nicolae, 2006, pp. 17-28).

Mandstirea Pestera sau Pestere se afld la cateva sute de metri de mandastirea lui Bosie, in
apropierea satului Butuceni, la o inaltime de cca 60 de metri deasupra Rautului si este alcatuita dintr-0
biserica rupestra (cu Altar, Naos, Pronaos si pridvor) si un complex de 11 chilii monahale. Mai contine un
coridor cu scari de acces spre Raut si un tunel, care stribate stanca dinspre satul Butuceni. In 1822, pe
dealul de deasupra intrarii in biserica rupestra s-a inaltat o clopotnita, care se vede si astazi.

Manastirea Pestera este atestata intr-un document din 1609, din vremea lui Movild Voda, despre
activitatea monahala sustinuta, dar continuitatea de slujire atesta o existentd mult mai veche, dovada
fiind urmele ce se profileaza pe suprafata peretilor (Postica, 2010, p. 71). Schitul a functionat in mai
multe etape, care se incadreazd in perioada secolelor XV/XVI — pana la inceputul sec. al XIX-lea.
folosita de siteni ca biserica de parohie. Inchisa in perioada sovietica la 1946, biserica a fost redeschisa
n 1996.

Biserica in stinci de la Japca cu hramul ,Indltarea Sfintei Cruci” este cea mai veche din
complexul monastic Japca. Primul diriguitor al schitului Japca este considerat lezechiil, venit aici la
sfarsitul secolului al XVII-lea din Deleni, tinutul Vaslui (Tomescu, 1930, p. 336.), fapt mentionat si in
Pomelnicul manastirii. Se considera ca la sfarsitul secolului al XV1I-lea ieromonahul lezechiil a edificat
in stancd Biserica ,,inél‘garea Sfintei Cruci” si chiliile rupestre. ,,Actul de constituire a asezamantului
monahal, transmis, comunicat si reprodus prin intermediul memoriei colective, este astfel strans legat de
personalitatea fondatorului, spatialitate, credinta, enoriasi” (Xenofontov, 2020, p. 61; Radosav, 1997, p.
102).

Biserica in stancd de la Japca este amplasatd intr-o zona dositd si greu accesibili. In urma
intemperiilor, ansamblul rupestru a avut de suferit, fiind acoperit cu pamant. Bisericuta rupestra are
statut de monument de arhitectura, iar impreuna cu alte chilii, dintre care in prezent au ramas doar doua,
formeaza schitul rupestru, care sta la baza infiintarii si dezvoltarii Manastirii Japca (Xenofontov, 2020,
p. 220).

Stilul arhitectonic al sihastriei rupestre din coasta Manastirii Japca in mare parte reproduce
planul bisericilor mari de manastire din arhitectura culta de zid a stilului moldovenesc din secolul al
XV-lea Ghimpu, 2000, pp. 168-170).
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Dupa o perioada in care biserica in stanca a fost parasitd, aceasta a fost restauratd in 1852 de
egumenul Casian si de obstea monahala. A functionat pana in 1975. Apoi a fost constant jefuita si
profanata. Au fost distruse iconostasul, podelele, jefuite icoanele, usile si ferestrele (Sarbu, 1995, p.
171).

In perioada sovietica, in bisericd maicutele oficiau slujbe religioase in functie de posibilitati.
Dupa calamitatile naturale de la sfarsitul sec. al XX-lea, o perioada serviciul divin nu a mai fost oficiat.
Tn 1995, complexul rupestru a fost reparat si, partial, restaurat. La 20 februarie 2003, s-a dispus
redeschiderea bisericii din piatrd cu hramul ,,Iniltarea Sfintei Cruci” sub administrarea manistirii
(Xenofontov, 2020, p. 221).

Manastirea Tipova (cu denumirea veche Horodiste) este unul dintre cele mai vechi si mai
pitoresti complexe monahale rupestre din valea Nistrului mijlociu, dar si un important sit istoric si
cultural din Republica Moldova. Se presupune ca unele chilii ar fi fost sapate in rocile calcaroase pe
varful stancii abrupte, inca de prin sec. X-XII, fiind unul dintre cele mai vechi lacase nu numai din
Republica Moldova, ci si in Europa de Sud-Est (Pacurariu, 1993, p. 73).

Aceasta ,,impundtoare constructie rupestra” (Ghimpu, 2000) s-a aflat in vizorul mai multor
cercetatori, care au descris arhitectura monumentului si peisajul natural din imprejurimi, facand unele
constatdri sau presupuneri.

Complexul de la Tipova (Horodiste) este compus din trei complexe monahale rupestre, mai
multe nivele de locuire, unite prin doui terase principale — superioara si inferioara. In baza studiilor
intreprinse, cercetatorii au identificat sapte faze de dezvoltare a complexului, extinse pe orizontala si pe
verticala stancii. Unele nise cioplite in partea superioard a stancii, greu accesibile, au fost folosite de
catre geto-daci pentru inhumari (Bazgu, 2002, p. 7; Cemartan, 2016, p. 167). Mai multi arheologii rusi,
studiind stancile de la Tipova, au descoperit o necropola geto-dacica.

Biserica rupestra ,,Buna Vestire” face parte din ansamblul monastic Saharna. Se cunosc foarte
putine date despre istoria manastirii rupestre, inclusiv despre cine sunt intemeietorii. Cercetatorii din
domeniu n-au stabilit cu exactitate perioada intemeierii acestei chinovii, care se numara printre cele mai
vechi agezaminte monahale.

Manastirea rupestrd este constituitd din doua incaperi, chilii, edificii si spatii auxiliare.
Paraclisul, cu altar in interiorul stancii, este despartit de naosul rectangular de o modesta catapeteasma.

Ansamblul monastic Saharna este considerat cea mai vizitata destinatie de pelerinaje religioase
din Moldova.

In 2022, Manadstirea rupestri , Pestera lui Bechir”, de la marginea Sorocii, a fost inscrisa in
Registrul monumentelor Republicii Moldova ocrotite de stat, astfel fiindu-i recunoscuta importanta
nationala, ca patrimoniu atat istoric, cat si cultural-religios.

Schitul rupestru ,,Pestera lui Bechir”, desi este situat la vedere la intrarea Tn municipiul Soroca,
din cauza inaltimii de peste 6 metri de la nivelul solului, are accesul catre chilie foarte dificil.

Schitul presupune o0 mica incapere dreptunghiulara, altar semicircular, in care se patrunde printr-
o singura intrare arcuita In partea superioara. Ceea ce-1 dd o anumita ,,valoare, in contrast cu simplitatea
planului, este 0 exuberanta plastica decorativa de pe peretii din fata altarului [...]” (Ghimpu, 2021, p.
145). Decoratiunile sculptate s-au pastrat doar fragmentar, fiind in mare parte distruse, iar edificiul n
intregime este Tnnegrit de la focul care s-a facut in interior (Ghimpu, 2021, p. 145).

Denumirea ,,Pestera lui Bechir” a fost data de localnici, Bechir fiind numele unui calugar care s-
ar fi adapostit in stdnca acum cateva secole. Ca si Tn cazul altor sihastrii rupestre, infiintarea acesteia
ramane o enigma pentru cercetatori. Potrivit unor cercetari intreprinse de istoricul Vlad Ghimpu, se
presupune ca aceasta dateaza din secolele VIII-IX.

O schita documentara despre aceasta pestera a fost filmata in anul 2021 in cadrul proiectului
cinematografic ,,Moldova Mea”, realizat d¢ OWH Studio cu suportul Ambasadei SUA in Republica
Moldova.
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Toate aceste destinatii turistice si de pelerinaj religios din Republica Moldova sunt inscrise intre
obiectivele propuse spre vizitare de catre agentiile de turism si de centrele de pelerinaje din Republica
Moldova, cu o crestere evidenta in ultimii ani a interesului fata de acestea, unul dintre factori fiind si 0
mai bunad promovare a lor prin mass-media bisericeasca si laica.

Concluzii

Prin sfintele asezaminte, in special cele rupestre, putem dezvolta turismul in general, nu doar
turismul sau pelerinajul religios. Domeniul se dovedeste necesar pentru a trezi interesul spre cunoasterea
trecutului acestui petic de pamant. De asemenea, pentru noile generatii acest tip de turism clarifica si
imbogateste cunostintele primite Tn scoala la diferite discipline, are rol de liant intre domenii sau
subdomenii ale stiintei reprezentate in scoala prin diferite discipline de invatamant.

Viata ne arata ca eSte imposibil sa traim fara a cunoaste istoria, credinta, traditiile si specificul
zonei in care ne aflam. Or, in acest sens urmeaza sa-si consolideze eforturile atat oamenii din domeniul
turismului, cat si cei din mediul bisericesc, academic si cultural pentru a asigura cercetarea si
promovarea celor mai alese locuri sacre din acest spatiul romanesc.

Instruirea personalului bisericesc in domeniul turismului religios, a ghidajului si a serviciilor
hoteliere, care a inceput in anul 2022, este inca o modalitate de a stabili parteneriate si de a prezenta
manastirile si bisericile din cuprinsul Republicii Moldova.

Organizarea unor intruniri tematice, precum cele cu genericul ,,Lecturi manastiresti”, initiate
acum doi ani, a taberelor tematice pentru copii si de creatie in sanul manastirilor sunt modalitati de
cunoastere, dar si de apropiere a tinerilor si a oamenilor din diverse domenii de aceste oaze de
reculegere si de luminare.
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Abstract

In Italy, current tourism legislation unequivocally recognizes the right to vacation for all. The constitutional dictate
has been implemented first and foremost by legislation on the removal of architectural barriers, which provides for
conditions of accessibility in all public and private spaces. This legislation (although highly disregarded ed.) regulates
design related to the construction of new buildings and renovation of existing buildings.

Key words: tourism development, sustainability, gastronomy, COVID-19.
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In Italy, the legislation on tourism in force unequivocally recognizes the right to vacation for
everyone. The constitutional provision was primarily implemented by the legislation on the removal of
architectural barriers which provides for conditions of accessibility in all public and private spaces. This
legislation (even if strongly disregarded editor's note) regulates the design relating to the construction of
new buildings and the renovation of existing buildings.

Article 3 of the Constitution is also implemented in the specific legislation on tourism where
article 1 of the new framework law on tourism recognizes the "strategic role of tourism for the cultural
and social growth of the person and the community and to encourage relations between different
peoples”, implying the country's commitment to promote actions to overcome the obstacles that hinder
the use of tourist services by citizens, with particular reference to young people, the elderly, people with
reduced mobility and/or or sensory.Le piu recenti tendenze, con I’emergere di nuovi turismi e con la
frammentazione delle proposte turistiche, hanno posto la necessita di una politica globale del settore che
comprenda sia il rispetto dei territori nelle loro componenti, quanto la piena soddisfazione dei turisti.

In Italy, an initial response can be found in the first Framework Law, and respective
Implementing Decree, on Tourism which insert many activities into the tourism system which thus
receive official recognition.

Decree No. 135 introduces substantial changes in the national tourism system, in fact many
activities carried out without the exclusive form of enterprise receive official recognition.

The concept of < tourism >, of the activities aimed at:

the use of free time; to the well-being of the person; to cultural enrichment; the enhancement of
traditions, cultural and naturalistic characteristics, products and the socio-economic potential of the
territory; equestrian tourism; fishing tourism; of fish tourism; diving; youth tourism; Social Tourism.

The main destinations in Italy are:

- places of cultural interest (47.3%)
- seaside destinations (29.3%)
- the mountain (15.7%).

The price lever also leaves room for the more relational aspects of the holiday experience,
sharing with friends and relatives and discovering the identity of the place and the people through
contact with the habits and customs of the population.

The hospitality of friends and relatives and the possibility of staying in a private home for
tourism purposes also represent a choice of economic opportunity.

The cultural offer is an integral part of the holiday even though it does not match the original
image of the tourist destination, being not very incisive in the decision-making phase of the tourist.
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Knowing the local identity manifests itself as an activity to be practiced during the holiday,
positioning itself in the lead (30.9%), hand in hand with the tasting of local food and wine products
(30.3%) both in Italy.

Holiday motivation

Communication channels that influenced the choice

The preferred channels for choosing the holiday destination are: personal experience 22.7%,
word of mouth 20.8%, advertising 16.8% Web information 7.2%2

The company

Tourists spend their holidays: with the family or in a group 60%; in the company of a partner
26.5%

Performed activities

Among the activities carried out during the course of the holiday in Italy, tourists mainly
dedicate themselves to:

» visiting the natural beauty of the area (41.9%), monuments and sites of archaeological interest
24.1% , museums and temporary exhibitions 16.3% ;

* tastings of typical local products 43.4%, purchases of typical handicrafts 17.9 and shopping
22.42;

* the practice of sporting activities, especially as regards holidays in the second half of the year
(35.4% against 14.3% of holidaymakers in the first semester);

» participation in folkloristic-cultural events 14.5% and theatrical, cinematographic 18.5% and
musical performances 11.2%.

Type of accommodation

* Among the accommodation preferred by tourists, hotels are in first place (64%), especially in
medium-range hotels (52.9% - 3 stars:),

* while B&Bs stand out among non-hotel structures (almost 12%).

Official accommodation in Italy.

In Italy, in 2020, there were 226,855 accommodation establishments (hotel and non-hotel) with
more than 5.2 million beds.

Tourism is an important resource of the national economy and its development has a significant
impact on the economic activity sectors of the manufacturing and service sectors. The statistics on
tourism supply and demand outline a summary picture of Italy's attractive power and reception capacity,
known for its extraordinary wealth in terms of coastal and mountain areas and cities of art.

In short

- In 2020, in Italy, there are 32,202 hotels and almost 195,000 non-hotel establishments offering,
overall, around 5.2 million beds. The largest accommodation capacity is in the North-East, with 1.8
million beds.

- In 2020, nationwide the number of hotels decreased by -1.6%, while there was a substantial
growth in the number of non-hotel establishments (+4.9%).

- On average, in Italy, in 2020, there are 86.4 beds for every thousand inhabitants, compared to a
European average of 62.4.

- In 2020, due to the COVID-19 pandemic, an unprecedented drop in both arrivals (-57.6%) and
overnight stays (-52.3%) was recorded for hospitality establishments, while it increased by 0.42 days the
average stay (3.74 nights).

- Trentino-Alto Adige/Sudtirol, Veneto, Emilia-Romagna and Tuscany are the Regions that
recorded the highest number of tourist presences in 2020 (about 52.8% of the total presences recorded in
Italy).

- In 2020, the tourist demand of the resident population suffered the impact of the COVID-19
pandemic, recording an unprecedented contraction: trips made on the national territory, for vacation and
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work reasons, fell to 34 million and 130 thousand ( -37.1% compared to 2019), for a total of 202 million
and 673 thousand overnight stays in collective and private accommodation (-27.2% compared to 2019).

- In 2019, before the COVID-19 pandemic, in Italy 39.7% of residents aged 15 and over took at
least one long holiday (of 4 nights or more). Therefore, Italy is below the European average (49.8%).

- The average length of stay in accommodation facilities is 3.74 nights, up on the previous year
(+0.42 nights), with growing values both for residents in Italy (+0.39 nights) and for residents abroad (-
0.57 nights).

In 2020, the tourist demand of the resident population suffered the impact of the COVID-19
pandemic, recording an unprecedented contraction: trips made on the national territory, for vacation and
work reasons, fell to 34 million and 130 thousand (- 37.1% compared to 2019), for a total of 202 million
and 673 thousand overnight stays in collective and private accommodation (-27.2%). The most
significant drop is seen in the segment of travel for business reasons, which is reduced to just over a
third of those made in 2020, representing, in 2020, just 6.3% of trips and 3.3% of overnight stays spent
travelling.

Catering in Italy

Catering in Italy is one of the sectors that brings the greatest employment, both for permanent
and seasonal workers. An area that has recorded a significant decline, following the start of the
pandemic today, and it is good news, finally recovering.

In this article we offer you an analysis on the state of health of catering in Italy, providing you
with data, statistics and new trends. It is good to specify that they are constantly updated, which is why
they must be taken with the right perspective.

In Italy there are about 220,000 companies active in the catering sector. An important number
despite the setback recorded in recent years due to the Covid-19 emergency. This number does not
include bars, but rather only restaurants and pizzerias.

The 20213 Catering Report provides an exhaustive picture of the situation, which tells of a
stability that is still struggling to arrive. In fact, the pandemic lasted quite a long time, leaving 86% of
companies below pre-pandemic levels. The impact of the Green Pass was also negative, especially in the
summer of 2021, when over 17 million Italians have not yet been vaccinated, or about a third of
potential customers.

Fortunately, today the prospects are different, thanks to the improvement of the health situation
and the easing of restrictions by the government. Complicating a trend that could be even more positive
is the uncertainty of the war in Ukraine, which leaves unclear shadows for the future of the entire
national economy, including the restaurant sector in Italy.

The numbers for the two-year period 2020-2021

Again, according to the analysis provided by the report, there were more than 23,000 catering
companies in ltaly that recorded a cessation of activity in 2021, to which must be added those that
closed their shutters in 2020, for a total of 45,000 closures of activities approx.

Data that confirms that tourism and catering represent the sectors most affected by the pandemic,
with losses that in 2021 alone came close to 34 billion euros, equal to 56 billion if those touched in 2020
are added.

Catering in Italy today. Fortunately, the pandemic has left a legacy of some positive elements,
changed habits and launched trends. Among these are food delivery and take away, which are growing
strongly also due to the fact that there are several professions that have maintained smart working.

Furthermore, the attention dedicated to food safety and the sanitization of premises has grown, as
well as to the image to be proposed on social networks, which have become an essential means of
communication.
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The best way to become competitive again, now that the conditions have significantly changed,
seems to be that of investing, riding on the new gastronomic and production trends in the sector.
Focusing on economic, identity, cultural, tourist values and digital technology.

In Italy today, according to data published by Fipe in January 2020, there are a total of —
including restaurants and bars offering hot and cold dishes — 333,640 businesses in business. The
employed in the sector are more than one million and 200 thousand (1,252,260), with 864,062
employees and 388,202 self-employed workers.

33% of businesses are run by a woman and 11% by a foreign citizen.

The restaurant industry is therefore confirmed as a strategic asset and a crucial sector of the
Italian economy, with an annual turnover of 85.3 billion euros, and with growth that is certainly
significant in some sectors (the take away sector - sandwich shops - kebab, for example, has grown by
54.7% over the past decade).

Food consumption outside the home now reaches around 36% of total food consumption in our
country, the Italian catering market is the second largest in Europe (after the Spanish one), and food is
growing in the domestic consumption of food and drink delivery: in the last year, 30.2% of Italians
ordered a lunch or dinner online at least once, receiving them directly at home, and the sector is still in
its infancy in Italy (it currently generates a turnover of around one billion euros euro) but is constantly
growing.

However, there is a criticality in the restaurant sector in Italy, and it is a problem that concerns
the high turnover among the new players on the market and the reduced average life of the new
establishments:

* 25% of new restaurants that open in Italy close within a year of opening,

* 50% close within three years

* 57% "throw in the towel" after just five years.

Job

The theme of work is undoubtedly the great emergency triggered by covid and the restrictive
measures introduced in the public establishments sector.

In terms of employees, companies in the sector lost over 243 thousand units in 2020, which were
only minimally recovered during 2021. The result is that in this last year the number of employees is
still 194 thousand units lower than the 2019 levels.4

The dispersion of skills is referred to by 28% of companies that declare that they have lost some
of their collaborators and, in particular, 21.5% of these that have lost collaborators trained over time and
with "experience”.

Workers

Currently, 34% of companies declare that they have fewer employees than in 2019. If we
consider that in the sector less than one company out of two has at least one employee, it is easy to
imagine how the reduction in personnel concerns the vast majority of activities. With this warning and
looking at the glass as half full, rather than half empty, it should be noted that 65% of companies have
managed to maintain the employment levels of the pre-pandemic period despite such a difficult
economic situation.

The need to recover the human capital lost in the year of the lockdown led 32.6% of the public
businesses interviewed to seek staff during 2021. Two out of three companies encountered difficulties in
identifying the necessary professional figures with negative consequences on 'business organization.
The main reasons behind the difficulty in recruiting staff are inadequate skills (40.3%), the shortage of
candidates (33.5%) and income support measures that discourage job search (32.4%) to be interpreted
also in the light of considerations on the unattractiveness of work.
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But the problems brought to the "plate” by the pandemic do not only concern the exit from the
sector of a large number of employed people and the difficulty of satisfying the employment needs of
companies. The covid, or rather the restrictive measures taken to combat it, have created numerous
difficulties in the relationship between company and employees. This was stated by 33.9% of the
companies interviewed who recorded absences due to illness (48%), closures due to clusters of
infections (38%) and difficulties due to the refusal of employees to get vaccinated (13.7%). In the latter
situation there have been absences due to lack of green passes (47.2%), 'no vax' utterances in front of
customers (29.8%) and even voluntary resignations to avoid the vaccine. The countermeasures adopted
by the companies resulted in suspension from work (33.4%), non-renewal of fixed-term contracts
(27.2%) and in a continuous action of moral suasion in an attempt to convince the rioters to join the
campaign vaccination (13%).

Revenues 2022

Expectations are generally positive. 57.5% of public establishments expect an increase in
revenues compared to 2021 but there is no lack of negative assessments among those who, on the
contrary, expect a drop in turnover (10.1%) or even have no objective, almost to prefigure the risk of
closure (2.6%).

The growth prospects in 2022 are negatively affected above all by the increase in management
costs (62.9%), followed by the persistence of the restrictions introduced by the Government to counter
the pandemic (52.0%), by insufficient demand both from point of view of potential customers and
spending power.

Within the supply chain, the return to pre-covid levels sees a significant majority oriented
towards moving the finish line further. 60% of the objective will be achieved in the two-year period
2023-2024. However, there is a good 40% who believe that the goal can already be achieved this year.6

Prices

It is precisely on inflation that the greatest concerns of companies gather. 76.2% expect a further
increase in energy bill costs in the current year.

A slightly lower percentage (72.5%) also expects a further increase in food prices.

Faced with an increase in costs and a not encouraging assessment of the propensity to consume,
less than one company out of two is planning measures to counter the increases. These measures mainly
take the form of an increase in sales prices (33.6%) and the choice of more competitive suppliers (28%).
For 56.3% of the companies there will be no intervention on the price lists or anything else.

Research activity carried out in the field with direct interviews with public operators and stakeholders, in
collaboration with the Co-Rector Prof. Phd Iris Cekani and the IARC research group.
External sources:
1. —FIPE - ltalian Federation of Public Exercises;
2. —ISNART — National Institute of Tourism Research;
3. —INPS - National Social Security Institute;
4. —BAIN & Company - Rome;
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Abstract

The village of Koshnitsa, located in Dubasari district, was considered as a tourist destination for development and
promotion. Reasons for the development of rural tourism include social and economic factors. For the economy, agrotourism
plays an important role as an additional source of income and support for farmers who have lost their appeal and
consequently their incomes due to increasing urban development. Today, farmers have the opportunity to earn more money.
Tourists who reject the idea of spending their holidays in a seaside hotel in favor of active, non-traditional recreation
frequently choose rural tourism. Beaches, shopping and noisy parties are not what a holiday looks like for everyone. For
many people who are tired of metropolitan life, relaxing in nature, in peace and quiet, breathing fresh air and eating natural
products is exactly what they want. The aim of the project is to detach mega-city dwellers from the usual hustle and bustle
and immerse them in a relaxed and frugal rural life. The main tasks for the project were: to carry out a macro and micro
analysis of the tourist destination environment; to develop a project that gives people the opportunity to spend a few days as
villagers; to create the idea of promoting a tourist destination.

Key words: tourism, destination, promotion project, Kozy Town.

JEL: Q01, Z32, M51

The main revelation was that many citizens had never seen an authentic folk costume, sat with a
fishing rod at dawn, milked a cow or walked by goats. The ideal place to implement the project was
Koshnitsa. This commune in Dubassari district, Moldova is the administrative center of the commune of
Koshnitsa, which also includes the village of Pohrebea.

Firstly, the village of Koshnitsa was chosen for its beautiful views and unspoilt nature, and
secondly, due to the fact that the famous Kozy Town [4], which attracts dozens of tourists every day,
can be found not far from Koshnitsa. Naturally, the village of Koshnitsa with its rural hotels and the
Kozy Town destination will perfectly complement each other by attracting tourists, prolonging their
enjoyment and thus further developing the Dubasari district and its villages.

Village life could be interesting for other mega-city dwellers such as couples with children and
young adults who prefer a healthy lifestyle and environmental awareness. Foreigners who want to get
acquainted with cultural traditions and folklore represent another fairly large segment of tourists. To
such guests, the natural environment, the national colors and the authenticity of rural life can sometimes
be more important than the presence of a TV set in the room. As foreigners choose their leisure
destinations mainly through the internet, it is necessary to develop a multilingual website with vivid
photos, service descriptions and a price list, as well as regularly post advertisements on foreign travel
forums and social networks. As leisure will be offered:

e professional photoshoot with pets dressed in national costumes;

e the opportunity to take care of pets, which will be very interesting for children (milking a cow,
feeding the course, collecting eggs, combing a horse);

e master class on homemade cheese and cottage cheese production;

e fishing at dawn.

23



Figure 1 shows a beautiful view of the Koshnitsa village, site of the planned tourist destination
development and promotion project.
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Source: edited by authors
A scenic view is not enough to make the decision whether to develop the project idea. In order to
have a more comfortable understanding of the different types of factors and risks, a PEST analysis is
required. PEST analyses help to identify the political, economic, socio-cultural and technological factors
that affect a particular business [2, p. 28]. The results from the analysis can be used to understand the
overall picture of the business environment, to make a more detailed planning, to look for new

opportunities, to minimize risks. The analysis results are presented in Table 1.
Table 1. PEST analysis of the tourist destination "Wood's town and Kozy"

Factors

Potential changes in
the tourism industry

Impact on the
destination

Possible solutions

Political

- changes to the
tourism legislation;
- tightening of entry
rules (visa regimes);
- environmental

- tightening of
restrictions;

- reduction of visitor
numbers;

- compliance with
certain rules to preserve

- termination of
revenue depending on
destination;

- restricting the
number of visitors;

- introduction of a

1) Online tours;

2) Development of the
local rural areas as
destinations;

3) Advertising the
destination on social

legislation. the environment of system of fines inthe | media and maintaining
destinations. territory of the a Tik-Tok account;
destination for
breaking the law.
Economic - people will spend less | - tourist destination 1) Lower prices,

- crises in the local
and global economy;
- rising prices for

on entertainment and
leisure and more on
essentials;

revenues will decrease;
recreational areas will
be vacant;

promotions aimed at
increasing demand;
2) Discount scheme on

24




INTERNATIONAL SCIENTIFIC-PRACTICAL SYMPOSIUM
Development of sustainable tourism: actualities and opportunities
September 27th, 2022

Services;

- improving living
standards;

- inflation and
interest rates.

- people will be less
likely to visit the
destination;

- increase in bank
lending rates, making it
unprofitable to borrow
in the future.

- possible decrease in
revenue and visitors;
- slowdown in
innovation.

certain days, possibility
to win a free ticket in
competitions;

3) Taking micro-credits
below 0%;

4) Attracting foreign
SpPONSOTs.

Socio-demographic
- mass population
migration;

- changes in
population values;

- changes in lifestyle,
consumption habits,
characteristics of
tourist behavior;

- attitudes towards
natural and organic
products.

- as Covid restrictions
are tightened, for
example, people will
travel less, habits will
change and such
behavior will become
the norm;

- influence on tourists'
lifestyles;

- the desire to get closer
to healthy eating.

- people will choose
substitute travel
Services;

- people will be more
selective in their
choice of places to
Visit;

- visitors who lead a
healthy lifestyle will
be drawn.

1) Development of new
ideas to promote
familiar products;
creation of hybrid
tourism products;

2) Trying to interest the
customer with unusual
advertising;

3) Developing a variety
of environmentally
friendly products.

Technology

- the introduction of
new and various
software;

- development of
transport
improvements;

- the emergence of
new technologies and
techniques which are
largely used by major
travel companies;

- access to the latest
technologies.

- new technologies and
the development of new
directions in tourism;

- more comfortable
conditions for long-term
travel.

- loss of customers
who are used to
traditional tourism;

- people will find it
easier to spend time on
the road in comfort;

- attracting customers
interested in new
technologies.

1) The implementation
of technological
innovations should take
place gradually, while
maintaining the regular
tourism products;

2) Providing vehicles
with air conditioners
and places for charging
devices;

3) Implementation of
QR code system and
pocket guides.

The cultural factor
- improving the
morality and cultural
development of the
population;

- the desire for new
impressions.

- the desire to be closer
to nature;

- people will seek out
new places to visit
everywhere.

- the emergence of
new morally exalted
people;

- people will visit the
destination for new
experiences.

1) Development of
"drink wine, reconnect
with nature, pet goats,
listen to the classics™
service;

2) Enhancement of the
goat service;

3) Running various
contests and
promotions.

Based on the analysis carried out, the authors can conclude that destination development and
quality are primarily influenced by seasonal factors, given that the destination will be more relevant in

Source: edited by authors

warm seasons, as well as by the possible level of inflation.
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Discount schemes and visitor loyalty programmers can be seen as the most promising solutions.
The creation of hybrid tourism products will also be of interest for an unusual approach. In order to
investigate aspects of the internal environment and the influence of external factors, the authors chose
the SWOT analysis method [1, p. 18]. A SWOT analysis is a way to analyze various aspects of a
company and determine how competitive it is. It can help to decide what strategies should be used in the

future to achieve further success. The results of the analysis are shown in Table 2.
Table 2. SWOT analysis of the tourist destination "Wood's town and Kozy"

SWOT - analysis

Strengths

- the only goat town in the
Republic of Moldova;

- high-quality advertising;
- high level of service.

Weaknesses

- inconvenient location;

- high prices;

- small area at the moment.

Possibilities

- use social networks for
promotion;

- development of new

-setting up a website in a
foreign language;

- development of animation
activities within the tourist

- expanding territories;
- familiarizing the population
with the Koshnitsa village

through guided tours;

recreational activities for complex; - attracting tourists to

tourists; - construction of new agricultural activities.
- attracting foreign tourists. infrastructure facilities.
Threats - increase in prices for tourist - creation of bonuses;

- reduction of revenue from
some customers;

- significant cost increases
related to the introduction of
innovations;

- tourist visits to destinations
will be rare or one-off.

services;

- attracting sponsors, influential
people in Moldova and abroad,;
- developing loyalty
programmes.

- development of a discount
system and advantageous offers
for tourists.

Source: edited by authors

The most important criterion for increasing market share and strengthening a company's leading
position in the industry is competitiveness. It represents a company's ability to compete with other
players in the market, to attract and retain consumers with fewer resources [5, p. 20]. The
competitiveness project indicates whether it meets the specific needs of consumers compared to the best
similar projects, is able to outperform others, uses its advantages in achieving its goals, its suggestion is
competitive [3, p. 26].

The authors conducted an analysis of the project's competitiveness. The Kozy destination has been
compared with a destination currently under development. The results of the study are presented in
Table 3.

Table 3. Competitiveness analysis of "Wood's town and Kozy" destination

Tourist destination "Wood’s Tourist destination ""Kozy"'
Competitiveness town""
analysis Current Desired Current situation | Desired situation
situation situation
Territorial - tourist - a popular - is located in a - is located in a
product destination destination for | scenic area with a | beautiful place;
- specific characteristics | with beautiful | retreat in charming - high rating.
of the territory; views, has nature and panoramic view;
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- an individual's many hotels; - average rating.
assessment of the place; | development - the
- management system, directions destination is a
management. - tourist success.

destination is

not particularly

developed
Territorial product - costs for: - costs for: costs of: transport, | costs of:
price transport, transport, guides, meals; transport, guides,
- what costs will be possible possible -low. meals;
incurred by someone additions additions -low.
staying within the (photographer, | (photographer,
territory; products); products).
- price level (high, -average.
medium, low).

Location of the
territorial product

- evaluation of the
location's profitability;

- static characteristics of
the location;

- dynamic
characteristics of the
location.

- the location is convenient,
being located 30 km from
Chisinau.

- the location is convenient, being
located 30 km from Chisinau.

Promotion of the
territorial product
- how is information
communicated to
tourists?

- what measures are
taken to stimulate
demand?

- social - social
networking, networks,
recommendati | websites,
ons. leaflets,
banners,
blogger
advertising.

- social
networking,
recommendations.

- advertising,

brands.

The tourism service
supply process

- description of the
types and level of
services in the tourist
destination;

- additional services that
improve the tourism
service supply process.

- professional photoshoot with

pets dressed in  national
costumes;

- the opportunity to take care of
pets, which will be very

interesting for children (milking

a cow, feeding the course,
collecting eggs, combing a
horse);

- master class on homemade
cheese and cottage cheese
production;

- fishing at dawn;
- accommodation and meals.

- accommodation,
meals, transfer,
guide, boat ride,
gazebo.

meals, transfer,
guide, gazebo,
horse riding,
surfing.

People, staff
- locals (characteristics);

- friendly, keen | - service
to provide professionals:

- receptive, sophisticated, elegant,
reserved, friendly, as well as activists.
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- opportunity to quality service. | farmers,

participate in tourist cooks, waiters,

activities in the area. maids.

Physical environment | - rustic view, nature, fields, - hills, beautiful view of the villages,
- the environment pond. fresh air.

surrounding the tourist
during his stay in the
destination.

Source: edited by authors
The "Wood town and Kozy" project developed by the authors can primarily help the location to

gain recognition among local and foreign tourists, as well as to support the development of Moldovan
tourism to a new international level. The authors have compiled a description of the tourist destination,
analyzed the micro and macro environments, and have also developed a promotion project for the tourist
destination, thus fulfilling all the tasks of the project.

Conclusion

Following the analysis carried out, the "Wood's town and Kozy" project identify the possibilities
of implementing a project to promote a tourist destination, it may be concluded that, once an appropriate
development plan is drawn up, as a tourist destination, "Wood's town and Kozy" has adequate potential
to compete on an equal footing with competitors developing in the same area. Therefore, we can draw
the following conclusions: the tourist infrastructure of our destination is underdeveloped; the destination
may not be of interest to rural residents; the destination is seasonal and depends on weather conditions.

Recommendations may include the following: with sufficient sponsorship and involvement of
local residents, the tourist destination can attract short-term, periodic as well as long-term interest;
seasonal and long-term interest should be maintained, as this contributes to the development and
improvement of local tourist services; the Kozy Town and Wood's Town projects could perfectly
complement each other.
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TRANSPORT, LOGISTICS AND TOURISM - A VITAL RELATIONSHIP.
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Abstract

Global logistics networks serve as a circulatory system for the corresponding global value-adding chain, in which
different components of the logistics network perform different functions in an organisationally unified manner, especially in
the tourism activity. Therefore, in order to establish a region as a key component in global logistics networks, it is necessary
to develop a vision on how to strategically position the region in the context of the overall global logistics networks. In order
to achieve this goal, governments, both individually and collectively, will need to develop and implement systematic policies
to deliver the vision. The essence of the global logistics competence also applies to the tourism sector.

Key words: logistics in tourism, sustainable development, organizational function, public sector.

JEL: M51, P35

There can be no tourism if there is no movement: a traveler is, by definition, a person who moves,
moves from one place to another; therefore, mobility is an essential condition for tourism not only to
prosper, but to exist.

The existence of mobility is therefore essential for the very survival of tourism because being a
tourist means moving towards a new destination either by choice or suggestion, leaving the place where
you reside to leave and reach a new destination. But that doesn't mean that mobility doesn't have some
downsides, its shadows that need to be fought and resolved.

Having ascertained that tourist mobility is part of the very soul of tourism, it remains to be
understood how to aim for "cleaner” mobility: for tourist mobility to be sustainable, in fact, there are
several factors to take into consideration and it is necessary to work on various elements to ensure that
the negative aspects do not prevail over the positives in mobility.

Social factors: how is tourist mobility experienced by travelers and the inhabitants of the host
places?

Many tourist destinations are increasingly easily accessible thanks to the development of means of
transport: but what impact does all this have on tourists and residents of tourist resorts?

The fact that tourist mobility has been made easier by the evolution of transport has allowed many
travelers to get to know and visit many more destinations, it is true: but what is the line between a more
accessible tourism, between expanding the possibility of travel to more people and the creation of mass
tourism that risks leading to the exploitation of areas that were previously better preserved, also thanks
to their inaccessibility?

Giving value to experiential tourism and slow tourism starting from a careful choice of means of
transport in one's journey can mean not only giving a new imprint to one's holiday, but also reducing the
negative impacts that out-of-control tourism can have on inhabitants of a territory.

Economic factors: Tourism can give a strong boost to employment in the transport sector.

When a locality is enhanced from a tourist point of view, its entire economy can benefit from it
because there are various sectors that can be more or less directly connected to the tourism sector.
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If a place is successful in the tourism field, for example, the revenues of the transport sector
experience a moment of surge. Enhancing the tourist potential of a place therefore means stimulating
mobility towards this place and within the various areas of this territory. And this has positive economic
repercussions because the more active a sector, in this case that of transport, is, the more workforce is
needed and the more workforce is needed the more new recruits are hired.

Environmental factors:

Promote sustainable mobility to promote respect for the environment.

Attention to the environment and to problems related to pollution is, fortunately, becoming
increasingly popular: the tourism sector cannot fail to take into account the growing importance given to
sustainability.

Mobility, so necessary for tourism, also involves a certain energy expenditure and can have a
significant negative impact on nature, to push for more sustainable mobility means working in favor of
the environment. Transport linked to tourism can and must reduce the pollution produced as much as
possible; this is possible by focusing above all on the valorisation of public transport and "alternative
means". Traveling means having a starting point, a point from which to decide to move for a period and
from this point to move away without ever forgetting to pack a dose of curiosity and more. Curiosity is
what pushes the tourist to go outside the usual circuits to discover the truest essence of a place, but in
the luggage it is also necessary not to forget to put "respect” between a pair of trousers and the most
comfortable shoes in all its forms. Respect also means ECOTOURISM necessary to experience moving
from one place to another in a sustainable way. This is the Mission on which to focus to enjoy a holiday
without many problems, surprises and worries. And, since we are talking about "eco-tourism”, respect
for the environment must above all be kept in mind. A healthy environment is the future not only for
tourism, but for life itself. Because when you travel you set off to reach a destination in which to live an
experience, but the journey itself is also an experience: if tourism is to be sustainable, the means of
transport chosen must also be sustainable.

Because respect for the environment cannot be something to be pulled out only when necessary
but must be a conscious choice step by step. In fact, the interest in ecology should concern something
that invests every area of our life and not an abstract concept to leave at home to travel lighter. Tourism
is all the more sustainable the more it is inspired by respect, the c.d. Responsible Tourism. In fact, the
word "respect” indicates a whole world made up of attention for the environment we are visiting and
made up of the desire to discover a culture while trying in every way not to harm it in the slightest.

When we set off on a journey, especially if in addition to being "tourist-consumers"” we choose to
be travelers who would like to return home with some intangible but immensely valuable souvenir, we
already know how we should behave both towards the environment that surrounds us and towards
people around us. Just to continue on the issue of “responsible tourism”. Traveling has always been
synonymous with curiosity, the desire to see, to know, to understand. In recent years, attention to so-
called responsible tourism has grown significantly. The international debate on the theme of sustainable
tourism development has grown significantly thanks also, if not above all, to the increasingly significant
growth of forms of responsible tourism demand. The concept of "responsible tourism" is made up of a
set of good practices and solidarity attitudes, or rather a "new" way of conceiving holidays. Given the
complexity of the concept, there is still no objectively recognized definition, but different expressions
(sustainable tourism, supportive, fair, ecotourism, etc.).

So, a way of travelling, which obviously also affects the transport system, which pushes people to
make their own choices by embracing the values of sobriety and respect for the local environmental,
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social, economic and cultural context. Among other things, the responsible tourist is therefore the one
who travels in search of the possibility of living authentic tourist experiences in close contact with the
local community and driven by the desire to promote/support the well-being of the local host
community (for example, favoring the purchase of local products).
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Abstract

THE ROLE OF ANTRIM ACTIVITY IN THE CONTEXT OF DESIGNING INTERNATIONAL
COLLABORATION TEAMS IN TOURISM

Tourism is a distinct field of activity that is becoming more and more apparent nowadays, with an increasingly active
presence in economic and social life, and with a rhythmic evolution. It is generating profound changes in the social and
economic dynamics of countries, as well as a series of important interdependencies of tourism collaboration between them.
The objectives of the research are to investigate the notion of international collaboration and to identify the types of existing
partnerships in the specialized literature. Research of international collaborations consist in their impact on the development
and visibility of the Republic of Moldova, as well as the participation of the Republic of Moldova as a partner team from the
perspective of partnerships implemented by the National Association for Inbound and Domestic Tourism of Moldova, in
particular the cross-border project HERIPRENEURSHIP. Furthermore, the development of a complex analysis on the
involvement of young generations in the design of international collaboration teams, followed by the creation of a plan of
strategies to attract and involve young tourism specialists are important in identifying effective marketing tools to
successfully promote international projects.

Key words: collaboration, cross-border project, international visibility, promotion, deliverables, social media.

JEL: Q10, Z30, Z32.

Introducere

Pe masura ce turismul devine din ce in ce mai mult un sector construit cu succes pe cooperare si
parteneriate, colaborarea internationala este vitald si as spune chiar primordiald in dezvoltarea acestuia.
Colaborarea si parteneriatele sunt utilizate din ce in ce mai mult in sectorul turismului pentru a obtine
rezultate multilaterale, atat de afaceri cat si comunitare. Traditional, sectorul turistic fiind considerat nisa
fragmentata, acesta totusi poate sustine si forma noi parteneriate de colaborare durabile. [11, p. 1 ]
Pentru a face fata cerintelor de colaborare internationale si crearea a parteneriatelor, sectorul turistic a
inceput si aventureaza dincolo de propriile limite si granite obisnuite. Impartisirea experientei
parteneriatului international este importantd pentru dezvoltarea in continuare a sectorului, tarilor si
comunitatilor care 1si doresc si tind spre consolidarea unui sector turistic vibrant si dinamic.

32



INTERNATIONAL SCIENTIFIC-PRACTICAL SYMPOSIUM
Development of sustainable tourism: actualities and opportunities
September 27th, 2022

Zonele cu potential turistic major sau in curs de dezvoltare, in care resursele turistice naturale si
culturale au o valoare importantd pentru limitele internationale, acestea pot fi valorificate si sustinute
mai bine prin intermediul colaborarilor si parteneriatelor transfrontaliere. In timp ce literatura generald
de cooperare si colaborare este vastd, concentrandu-se pe multe forme de parteneriate, [3, p. 60] a
identificat patru tipuri care sunt cele mai esentiale in contextul ramurii turistice (Figura 1.).

Parteneriatul Public-Privat

ONG

I Parteneriat dintre Agentii Guvernamentale
Parteneriate
in Turism
| Parteneriat la nivel Administrativ

_____ Parteneriat dintre organizatii de acelasi nivel

Figura 1. Tipuri de Parteneriate Tn Turism
Sursa: (Tourism Collaboration and Partnerships Politics, Practice and Sustainability)

Turismul se manifestd astdzi ca un domeniu distinct de activitate, cu o prezenta tot mai activa in
viata economica si sociald, cu o evolutie in ritmuri dintre cele mai inalte [17, p. 20]. El este generator al
unor transformari profunde in dinamica sociala, precum si a unor serii importante de interdependente.

Rezultate si discutii

Un rol esential 1n activitatea turistica le revine asociatiilor profesionale din domeniul turismului
[12, p. 59]. Asociatiile si organizatiile de célatorie sunt create pentru a facilita dezvoltarea turismului, a
schimbului si a contactelor intre intreprinderile din industria turismului, dezvoltarea comuna a politicilor
turistice si a lobby-ului activ al intereselor, cercetarii de marketing si promovarea produsului turistic [12,
p.75]. Acestea pot fi utilizate pentru a construi unele elemente ale sistemului informational de marketing
si promovare a turismului local.

Asociatia Obsteasca Asociatia Nationala pentru Turism Receptor si Intern din Moldova
(ANTRIM) a fost infiintatd la data de 16 ianuarie 2014, la initiativa proiectului USAID CEED II si a
sectorului privat. Entitatile fondatoare sunt cei mai mari operatori de turism receptor, hoteluri, pensiuni
rurale si vindrii: Solei-Turism, Amadeus Travel, Tatra-Bis, Volare Tur, Branesti, Pensiunea Butuceni,
Explore Moldova si Vila Verde, unde este si amplasata adresa juridica a asociatiei [19, p. 12].

Ideea credrii Asociatiei a aparut ca urmare a necesitatii de a sustine operatorii de turism receptor si
intern Tn promovarea imaginii Moldovei ca destinatie turistica, in dezvoltarea profilului si imaginii
sectorului serviciilor turistice din Republica Moldova atat pe piata internd cét si pe cea internationala.
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Activitatea ANTRIM nu se limiteaza doar la activitatile expuse anterior, dar se orienteaza si pe sporirea
nivelului de cooperare si colaborare intre membrii comunitdtii de business in domeniul prestarii
serviciilor turistice. In vederea imbunatatirii mediului de afaceri, al cadrului legislativ si a perspectivelor
generale ale sectorului, ANTRIM isi directioneaza activitatea si spre colaborarea cu autoritatile publice,
in special cu Agentia de Investitii, dar si cu alte asociatii ce au tangenta cu industria turismului [18, p.5].
In scurt timp, Asociatia a devenit una dintre cele mai importante organizatii neguvernamentale de profil,
avand ca scop primordial stimularea dezvoltarii turismului receptor si intern din Republica Moldova.

Din sirul activitatilor planificate pentru primul an de activitate, 2014, pe plan international,
ANTRIM a reusit sa promoveze Moldova drept cea mai autentica destinatie turisticd din Europa prin
organizarea unui turneu cu artisti locali, in perioada 13-16 mai 2014 pentru urmatoarele tari:

» Marea Britanie (Londra -16 mai 2014);

* Suedia (Stockholm -15 mai 2014);

» Germania (Berlin — 13 mai 2014).

Proiectul dat este produsul unui parteneriat intre A.O. Asociatia Nationald pentru Turism Receptor
si Intern din Moldova si Ministerul Culturii al Republicii Moldova, Proiectul USAID CEED II, Agentia
de Promovare a Exporturilor si Atragere a Investitiilor (MIEPO), sustinut de ambasadele Republicii
Moldova in tarile respective si de diaspord. Proiectele date reprezintd un instrument puternic de
promovare a Republicii Moldova in capitalele europene si de sensibilizare a potentialilor turisti de pe
piete tintd. Aceasta este o experientd nouad si promitatoare pentru tara noastra. Seratele culturale
desfasurate au implicat in organizarea concertelor live cu muzica populara moldoveneasca, prezentarea
brosurii de promovare a conceptului ,,Experience Moldova — prin muzica si vin” si organizarea unei
degustari de vinuri in fiecare oras mentionat.

Aceste concerte au servit nu doar la prezentarea si promovarea Moldovei ca destinatie turisticd,
prin aparitia de articole despre Moldova in presa strdinda, dar si ca platforma pentru stabilirea
parteneriatelor si atragerea investitiilor in sectorul turistic. Drept rezultat al acestor evenimente,
Moldova a fost vizitatd de citeva grupuri de turisti din Germania si Marea Britanie care au fost
impresionati de muzica si vinurile Moldovenesti [18, p.20].

ANTRIM este singura asociatie din Moldova cu experienta in organizarea participarii sectorului
turismului de incoming cu standuri de tara si expozitii internationale si targuri comerciale. In ultimii ani,
ANTRIM a organizat standul de tara, activititi de promovare si logisticd pentru participantii
(turoperatori, crame, hoteluri, DMO-uri etc.) la peste 25 de targuri comerciale, in 7 tari. De asemenea,
principala sarcina in organizarea evenimentelor B2B este de a promova Moldova ca una dintre cele mai
bune destinatii turistice. ANTRIM este mereu in proces de organizare a evenimentelor B2B pentru
reprezentantii din sectorul turismului privat.

Pilonii principali ai evenimentelor B2B ale ANTRIM [33] sunt atragerea turismului Tn zone de
tara mai putin cunoscute, cu un numar redus de vizitatori; sa lucreze la personalizarea ofertelor turistice
si sa contribuie la dezvoltarea economica locala. De asemenea, in ultimii 2 ani, una dintre principalele
sarcini este evitarea efectelor negative ale pandemiei si perioadelor post pandemie.

Datorita sustinerii continue din momentul fondarii a Proiectului de Competitivitate din Moldova
finantat de USAID, Guvernul Suediei si Marii Britanii, ANTRIM sustine dezvoltarea de produse
turistice, initiativele de lobby si advocacy ale industriei si a reusit gestionarea activitdtilor de marketing
a destinatiei pe pietele internationale si interne prin intermediul a 3 dimensiuni importante [20, p.5 ]:

- Participarea cu standul de tard a Moldovei la peste 30 de targuri si expozitii internationale;
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- Organizarea de tururi de familiarizare pentru jurnalisti strdini, bloggeri specializati in turism,
formatori de opinie si tururi de presa pentru jurnalisti internationali, fiind astfel generate peste 200 de
articole de presa;

- ANTRIM a dezvoltat parteneriate de duratd in 2 destinatii de splendoare deosebitd Rezervatia
Cultural-Naturala “Orheiul Vechi” si Rezervatia Naturala Stiintificd “Prutul de Jos”, prin crearea si
derularea Agendei de Evenimente cultural-artistice “Pomul Vietii”, fiind unica de acest fel.

- Includerea Moldovei in topul destinatiilor globale de turism prin intermediul promovarii
Republicii Moldova ca destinatie turisticd, dezvoltarea campaniilor de comunicare internationale
precum ,,Descoperda Moldova”, ,, Fii Oaspetele Nostru”, ,,Hai la Mine Acasa”, care au adunat premii ale
forumurilor internationale de prestigiu.

Totodatd, in gestiunea asociatiei este unicul Centru National de Informare Turistica functional din
Moldova, ce implementeaza cu succes proiecte semnificative pentru industria turismului, din proiecte
atrase din fonduri de tip national (Programul ,,Capitala Tineretului 2020 al Ministerului Educatiei,
Culturii si Cercetarii) si international (Proiecte BSB, GIZ) si este membru activ al Consiliului Economic
de pe langa Prim Ministru [19, p. 12].

De asemenea, ANTRIM are o experientd frumoasa de Parteneriat cu Universitatea de Stat din
Moldova. ANTRIM alaturi de USM si Agentia de Dezvoltare Austriaca au lansat in premiera Academia
Noii Generatii - Next Tourism Generation Academy (NTGA) cu scopul de a instrui studentii in
domeniul turistic [33]. De mentionat este si Memorandumul semnat in vederea credrii unei serii de
programe culturale i initiative practico - aplicative de pregatire profesionald si dezvoltare a
competentelor ghizilor de turism, prin care USM se angajeaza in a asigura pregatirea profesionald a
specialistilor in domeniu, iar ANTRIM ofera aportul prin expertiza ce o detine [20, p. 5].

Turismul, n special cel receptor, este o industrie emergenta in Moldova. Acesta include multe
companii — firme de transport, de cazare, restaurante si cafenele, operatori de turism, etc. — si furnizorii
acestora. Astfel, sectorul respectiv are potentialul de a genera venituri semnificative pentru tara.
Potentialul turistic al Moldovei rezida nu doar in numarul turistilor inregistrati, ci si in numarul total al
vizitatorilor din turismul receptor — turisti, vizitatori in scop de afaceri, diplomati straini si cetateni care
locuiesc 1n straindtate si viziteaza tara. Toti acestia sunt potentiali consumatori de produse turistice din
Moldova. In acest sens, ANTRIM organizeaza traininguri pentru toti membri sii care sunt peste 60 la
numar (Figura 2) si non-membri ce tin de dezvoltarea de noi produse turistice atractive si in concordanta
cu cererea de pe piata de servicii turistice [33]. Tn paralel cu organizarea trainingurilor, ANTRIM
planifica sa desfasoare tururi de familiarizare pentru jurnalistii straini, care SCriu pentru reviste/jurnale
cu profil turistic sau au tangenta cu turismul (gastronomic, vinicol, cultural).

Obiectivele ANTRIM [18, p. 3]:

* Promovarea imaginii Moldovei ca destinatie turistica,

* Dezvolte profilul si imaginea sectorului serviciilor turistice din Moldova atat pe piata interna cat
si pe cea internationala;

* Sporirea nivelul de cooperare si colaborare intre membrii comunitatii de business in domeniul
prestarii serviciilor turistice;

* Colaborarea cu autoritatile publice in vederea Tmbunatétirii mediului de afaceri, cadrului
legislativ si perspectivele generale ale sectorului;

* Promovarea turismul receptor din Moldova in tara si peste hotare;

* Mentenanta si Dezvoltarea platformei nationale turistice www.moldova.travel.md;

+ Gestionarea initiativelor de publicitate si PR pentru membrii asociatiei;
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* Punct de informare despre turismul din Moldova pentru turisti din tara si din afara;

* Colaborarea cu Institutiile de Tnvatimant din Moldova pentru a imbunatati pe viitor calitatea si
numarul absolventilor specialitatilor in servicii turistice:

* Sa contribuie la dezvoltarea abilitdtilor profesionale si de management in cadrul companiilor din
sectorul serviciilor turistice.

« Imbunititeasca tuturor aspectelor oportunititilor de investitie pentru Tntreprinderile din
domeniul serviciilor turistice.

8  Agentii
de

Figura 2. Membrii A.O. ANTRIM.
Sursa: Elaborat de autori conform site-ului oficial al asociatiei - antrim.md.

Calitatea de membru ANTRIM deschide oportunititi de networking nepretuite pentru afacere,
permitand obtinerea accesului la informatii critice si contribuind la un mediu de reglementare mai bun al
industriei turismului din Moldova.

Asociatia Nationald pentru Turism Receptor si Intern din Moldova (ANTRIM), este o asociatie de
afaceri care reprezinta industria turismului receptor si intern din Moldova. Misiunea asociatiei include
Marketingul Destinatiei, Dezvoltarea si implementarea unui produs turistic complex, Dezvoltarea fortei
de munca in industrie, Lobby si Advocacy pentru industria turismului. Dupd cum am mentionat si in
capitolul precedent, ANTRIM conduce, gestioneaza si supravegheaza activitatea Centrului National de
Informare Turistica din Moldova, urménd sprijinul PNUD in colaborare cu Proiectul de Competitivitate
al Primariei Municipiului Chisindu si Moldova, finantat de USAID, Suedia si Marea Britanie - partener
care acorda in permanenta sprijin ANTRIM, din momentul deschiderii Centrului.

In ceea ce priveste lobby-ul si advocacy-ul, ANTRIM este membru al Consiliului Economic al
Prim-ministrului Republicii Moldova si sustine activ reforma legislativa legata de activitatea turistica

ege oy

straini, bloggeri de turism, asigurandu-se cd vitrina tarii la expozitii internationale si activitati de
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marketing online sunt coordonate, cum ar fi cele legate de sarbatorile nationale, in vederea pastrarii
obiceiurilor locale si promovarii acestora pe scena internationala.

Cu o experientd bogata de implementare si atragere a granturilor europene si internationale,
Asociatia Nationald pentru Turism Receptor si Intern din Moldova a avut ocazia sd fie implicatd in
calitatea de echipa partener ce va reprezenta Moldova in proiectul international HERIPRENEURSHIP —
Stabilirea parteneriatelor de lunga durata pentru modernizare oferte bazate pe patrimoniu si crearea de
noi oportunitdti de investitii in turism si industrii culturale si creative in zonele desemnate UNESCO 1in
Bazin Marii Negre. Proiectul transfrontalier a fost lansat in cadrul programului Bazinul Marii Negre
2014-2020 la data de 01 iulie 2020 [web 2 ]. Obiectivul specific prioritar al colaborarii BSB este de a
promova afacerile si antreprenoriatul in zona bazinului Marii Negre. Prioritatea nr. 1 a programului
promoveaza in comun afaceri si antreprenoriat in sectorul turismului si culturii, cu un buget total de
program de EUR 1 186 375.12 [21, p.2].

Proiectul 1si propune sd sensibilizeze publicul cu privire la patrimoniul cultural si s8 demonstreze
beneficiile economice ale promovarii acestuia. Pentru a preveni exodul de intelecte si pentru a inlocui
abilitatile si mentalitdtile Tnvechite cu o noud viziune comuna pentru dezvoltare, HERIPRENEURSHIP
ajutd la stabilirea unei noi paradigme pentru gestionarea patrimoniului cultural si comunica publicului
semnificatia patrimoniului cultural si asigurd adoptarea ofertelor de patrimoniu create de integratorii
digitali [34] precum: Netflix, Youtube, Arte, History Channel etc. HERIPRNEURSHIP va implica
actori de la diferite niveluri administrative si sociale, astfel incat sa isi consolideze capacitatea de a
gestiona in mod eficient patrimoniul pentru turism si de a activa forta de munca calificatd pentru o
dezvoltare durabild. HERIPRNEURSHIP propune un cadru cognitiv si educational pentru utilizarea
resurselor turistice unei destinatii, care ar ghida beneficiarii finali (regiuni, comunitati, IMM-uri) sa
identifice, sa semnifice, sa valorifice si sa gestioneze potentialul patrimonial al teritoriului, in vederea
utilizarii potentialului patrimonial ca vehicul turistic strict legat de un sistem unificat de semnalizare si
interpretare [22, p.5]. Proiectul isi propune sd conecteze companiile din turism si partile interesate din
jurul siturilor UNESCO din zona bazinului Marii Negre pentru a crea si gestiona un produs turistic
atractiv si inovator, bazat pe experienta si creativitate [34].

Obiectivele proiectului HERIPRNEURSHIP:

* Cresterea atractivitatii turistice Tn regiunea Marii Negre prin crearea unui nou model de
prezentare a turismului cultural in zonele siturilor UNESCO.

* Dezvoltarea afacerilor si a IMM-urilor;

* Identificarea si conturarea valorile patrimoniului cultural UNESCO localnicilor si vizitatorilor
siturilor:

» Sprijin pentru educatie, cercetare, dezvoltare tehnologica si inovatie.

Provociarile cu care se confrunta sectorul turismului in BSB cu serviciile existente, sunt insotite de
competente dezvoltate pentru locuri de munca prin abordarea noii ordini mondiale a Directivei UE 2018
privind serviciile mass-media audiovizuale [35]. 60 de micro intreprinderi din domeniul turismului si
ICC sunt mentorate sd creasca in contextul regional/national/international si sd 1isi consolideze
competitivitate prin cresterea a 180 de lucratori calificati. Pentru a preveni exodul de intelecte si pentru
a aborda in mod eficace lacunele in materie de competente din turism, IMM-urile se confruntd in BSB
cu nevoile In materie de competente si tendintele cererii si ofertei, transformand practica de
predare/invatare pentru 180 de profesionisti, in timp ce recruteazd si pdstreaza specialitti calificati la
nivel local [21, p.6].. O noud mentalitate de competente induce sofisticarea afacerilor cu 6 modele de
afaceri bazate pe informatii despre clienti, experiente cheie si participarea partilor interesate, integrand
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competentele-cheie transversale in inovarea produsului si proces in BSB [34]. Parteneriatul percepe
marile provocari sociale ca pe o noud fortd de a proiecta si de a oferi experientd turisticd de inaltd
calitate care sprijina extraversia IMM-urilor din turism si ICC. Acesta defineste solutii bazate pe cultura
pentru dezvoltarea plasatd sub responsabilitatea comunitatii, oportunitati de piatd si faciliteaza 6 noi
investitii in turismul de patrimoniu, punand experienta patrimoniului in centrul reformei turismului in
BSB.

HERIPRENEURSHIP este o provocare in generarea traditionald a turismului prin remodelarea
cererii i ofertei In locuri cu semnificatie naturald si culturala. Conturand nevoile pietei de experiente
autentice, dorinta de capital cultural si protectia mediului, un nou patrimoniu turistic model de
mobilitate si consum este lansat la nivel global: CORIDORUL PATRIMONIULUI EXPERIENTIAL
UNESCO este un model multimodal unic set de produse si servicii turistice cu 60 de puncte de vanzare
in BSB care incorporeaza educatia patrimoniald in timpul liber conform Consiliului European [35]. 50
de organizatii de patrimoniu, distribuitori de turism iar integratorii digitali asigura adoptarea
CORIDORULUIL.

Proiectul va crea un "Coridor al patrimoniului experiential UNESCO 1in bazinul Marii Negre",
care va include (Tabelul 1):

Tabelul 1. Coridor al patrimoniului experiential UNESCO 1in bazinul Marii Negre
Proiectul va crea un "Coridor al patrimoniului experiential UNESCO in bazinul
Marii Negre™, care va include:

50 situri pilot;
E-book disponibil prin intermediul sistemelor iOS / Android iBook;
4 jocuri interactive legate de patrimoniul cultural din zonele BSB;
Platforma de rezervare online;
Participarea la Expozitia Mondiala de Turism de la Berlin (ITB);
6 acorduri de cooperare in afaceri.
Sursa: Elaborat de autori conform documentatiei interne HERIPRENEURSHIP.

SHEUESIEIIN

Coridorul patrimoniului experiential UNESCO din bazinul Marii Negre conecteaza locuri de
vizitat 1n tarile participante, oferind cunostinte autentice si multiculturale impreuna cu servicii turistice
insotitoare disponibile in timp real, cum ar fi cazare, transport, catering, suveniruri si produse
traditionale, activitati artistice 1n aer liber si interior etc. Acesta creeaza o oportunitate unica de a opri
practica de generare a produselor turistice de calitate scazuta. Serviciile turistice legate de patrimoniul
cultural vor fi dezvoltate in zonele transfrontaliere prin impartasirea valorilor culturale, a monumentelor
si ecosistemelor naturale, a siturilor si a colectiilor de mestesuguri traditionale, prin inspirarea unor noi
forme de oferta si prin incurajarea tinerilor sa pastreze patrimoniul.

Proiectul transfrontalier HERIPRENEURSHIP este format din sase echipe de colaborarea
internationala In domeniul turismului (Figura 3).
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Figura 3. Echipele de colaborarea internationald in cadrul HERIPRENEURSHIP.
Sursa: Elaborat de autor conform site-ului oficial al proiectului.

Partenerul Principal care coordoneaza activitatea si implementarea proiectului transfrontalier
este Grecia, iar institutia reprezentanta este Agentia de Dezvoltare din Kavala (ANKA). ANKA a fost
infiintatd in 1992 ca un promotor al dezvoltarii locale, principalii actionari fiind Primariile din Districtul
Kavala Thassos. De atunci, a efectuat pregatirea si finalizarea cu succes a programe de dezvoltare
locale, care au fost cofinantate de Uniunea Europeand, cu 5 programe locale de dezvoltare cu succes
pregatite, premiate si puse in aplicare. Personalul permanent al ANKA are capacitatea de organizarea si
implementarea tuturor sarcinilor aferente pentru realizarea rezultatelor planificate si, ulterior, sa le
exploateze in continuare in beneficiul societatii si economiei locale. In calitate de partener principal in
cadrul HERIPRENEURSHIP, ANKA a colectat 13 Scrisori de sprijin si una din partea Delegatiei
UNESCO ceia ce a permis considerabil vizibilitatea proiectului [22, p. 7].. Geologacatii UNESCO din
Grecia sunt: 1. Orasul Antic Philippi din Macedonia de Est; 2. Teatrul Antic Philippi; 3. Roman Forum,;
4. Piata Comercialda (Macellum); 5. Palaestra; 6. Via Egnatia; 7. Baile Romane (Balneum la nord de
Octagon); 8. Basilica St. Paul; 9. Complexul Octagon; 10. Muzeul de arheologie [23].

Bulgaria este reprezentatd de citre UNIUNEA AUTORITATILOR LOCALE BULGARE DIN
MAREA NEAGRA (UBBSLA), este o organizatie non-guvernamentald si non-profit Tn calitate de
asociatie umbreld a 21 de autoritdti locale se invecineaza cu coasta bulgara a Marii Negre. UBBSLA
coordoneaza activitdtile membrilor sdi in domeniul administratiei locale; eficientd energetica, turism,
cultura, transport, mediu si dezvoltarea durabila. Asociatia a realizat o serie de proiecte de importantd
locala si regionald in domeniul culturii si dezvoltarea, conservarea si renovarea turismului, instrumente
de operare si intelegerea aprofundatd a particularitatilor turismului din Marea Neagra. Geologacatii
UNESCO din Bulgaria sunt: 1. Zidul de Fortificatie (Nessebar); 2. Muzeul arheologic din Nessebar; 3.
Biserica Sfantul Ioan Baptistul; 4. Baile Bizantine Timpurii; 5. Biserica Sf. Spas; 6. Biserica Sf. Sofia;
7. Muzeul Etnografic; 8. Biserica Sf. Stefan; 9. Rutina de pescuit Nessebar; 10. Misiunea Papei loan al
XXIlll-lea in Bulgaria [23].
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Turcia este reprezentati de citre AGENTIA DE DEZVOLTARE A MARII NEGRE DE EST
(DOKA), aceasta a pus in aplicare mai multe proiecte finantate de UE iar expertii au experiente de
management de proiect finantate de Uniunea Europeana. De la infiintarea, DOKA a specificat turismul
si activitatile culturale ca prima prioritate pentru dezvoltare din regiune si aceastd tema a fost axat in
special pe Planul regional TR90 2014-2023 () pregatit de DOKA. Asociatia lucreaza in colaborare
stransa cu directiile provinciale de cultura si turism din regiunea TR90, aceasta a organizat participarea
la peste 50 de targuri nationale si internationale de turism, peste 20 de ateliere de turism durabil,
reprezentand regiunea. Geologacatii UNESCO din Turcia sunt: 1. Portul Trabzon; 2. Manastirea
Panagia Theoskepasti sau Manastirea de Fete; 3. Biserica Sf. Anna; 4. Manastirea Sumela; 5. Manastirea
Vazelon; 6. Xenophon Tumulus; 7. Moscheea Ortahisar; 8. Manastirea Imera — St. John Prodromos; 9.
Districtul Vechi GUMUSHANE SULEYMANIYE; 10. Vechiul oras Satala [23].

Romania este reprezentatdi de citre FUNDATIA UNIVERSITARA "DUNAREA MARII
NEGRE" (DBSUF) - este o institutie privata (ONG), care se ocupa de economia stiintifica, cercetare si
formare, pentru a promova, a sprijini si a incuraja activitdti in domeniul Invatamantului liceal si
universitar si sa directioneze tinerii catre invatamantul superior si cercetare. DBSUF angajeaza persoane
specializate in economie si turism, avand o experientd substantiala in certificare profiluri profesionale n
sectorul turismului in functie de Cadrul european al calificarilor (CEC) si cadrul national al calificarilor
de certificare. Principalii beneficiari sunt Ministerul Economie, Ministerul Muncii, Protectiei Sociale si
Familiei, Academia Nationald de Stiinte si complexele turistice de la statiuni romanesti si vecine de pe
litoral. In cadrul parteneriatului HERIPRENEURSHIP, DBSUF 1isi propune si acumuleze experienti
pozitiva in ceea ce priveste dezvoltarea turismului rural de la alti membri ai consortiului. Geologacatii
UNESCO din Romania sunt: 1. Cetatea Enisala; 2. Gospodaria rustica conservata in situl — Enisala; 3.
Cetatea Halmyris; 4. Fauna silbatica (nuferi, pelicani); 5. Centrul Muzeal de Ecoturism; 6. Muzeul
Etnografic; 7. Asezare Enisala — Palanca; 8. Padurea Letea; 9. Mila 23 [23].

Georgia este reprezentatd de catre UNIVERSITATEA DE STAT IAKOB GOGEBASHVILI
TELAVI (TESaU) - este unul dintre cele mai vechi centre educationale din Georgia. Universitatea este
succesor traditiilor educationale vechi de secol de Academia lkalto (secolul al Xll-lea) si singura
institutie de Tnvatamant de stat autonoma din regiunea Kakheti. Universitatea dispune de toate resursele
umane si tehnice pentru a furniza regiunii Kakheti personal calificat. Mai mult de 1400 de studenti sunt
inscrisi astazi la Universitatea de Stat din Telavi la cinci facultéti, care oferd mai mult de 50 de predari
reinnoite de programe la Universitate la nivel de licenta, masterat si doctorat. Existd programe de
educatiec cu o afinitate directa fatd de HERIPRENEURSHIP cum ar fi turismul, managementul
afacerilor, managementul ospitalitatii, jurnalism, vinificatie, istorie, arheologie, ecologie. TESaU este
situat in regiunea Kakheti, unde potentialul dezvoltarii durabile a turismului este ridicat. Acest lucru este
in conformitate cu prioritatea Georgiei pentru dezvoltarea turismului in intreaga tard. Geologacatii
UNESCO din Geogia sunt: 1. Catedrala Svetitskhoveli; 2. Manastirea Mtskheta Jvari (Templu); 2.
Manastirea Samtavro; 3. Strada Mestesugarilor (numitd dupd Bidzina Cholokashvili) si Amkrebi; 4.
Scoala de Muzica si culturd muzicald din Telavi; 5. Castelul Batoni" si Muzeul de Istorie Telavi( "
batoni”, este, "domnul”,Castelul este un monument arhitectural din secolele XVII-XVIII din Telavi,
principalul oras din regiunea estica a Georgiei, Kakheti); 6. Muzeul de Istorie Telavi; 7. Sabroso; 8.
"Nunta telaviana" si polifonia georgiana; 9. "Dealul Nadikvari"; 10. "Telavi Golgota — Dealul lui Gigo"
si Biserica "Sf. Nino" [23].

Republica Moldova este reprezentati de citre ASOCIATIA NATIONALA PENTRU TURISM
RECEPTOR SI INTERN DIN MOLDOVA (ANTRIM) dupd cum am mentionat si la inceput (vezi
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pagina 25). Geologacatii UNESCO din Moldova sunt intangibile si fac parte din patrimoniu intangibil
UNESCO: 1. Clisova- Noua, ”Arta Rustica”; 2. Muzeul National de Etnografie si Istorie Naturald; 3.
Muzeul National de Istorie a Moldovei; 4. Primaria Capitalei; 5. Chisinau, strada pietonald Eugen Doga;
6. Vinaria Chateau Vartely; 7. Restaurantul Epoca de Piatra; 8. Rezervatia Cultural-Naturala "Orheiul
Vechi"; 9. Manastirea Pestera; 10. Casa Taraneasca (Muzeul Etnografic) [23].

In acest sens, HERIPRENEURSHIP creeazi oferte de turism cultural reziliente in destinatiile cu
produse si servicii bazate pe patrimoniu, abordand actori de la diferite niveluri administrative si sociale,
astfel Incat sa le consolideze capacitatea de a gestiona eficient patrimoniul pentru turism si de a activa
forta de munca calificatd pentru dezvoltarea durabild. Proiectele de acest fel vor contribui si la
dezvoltarea parteneriatelor strategice locale si regionale in Republica Moldova.

Concluzii:

Colaborarii internationale in domeniul turistic sunt esentiale in dezvoltarea si vizibilitatea turistica
a echipelor partenere implicate, fie este vorba de o tara, o regiune, o localitate sau un obiectiv turistic.
Locul si rolul asociatiilor profesionale fiindul de legdturd si gestionare in proiectarea echipelor de
colaborarea internationald in domeniul turismului. A.O Asociatia Nationald pentru Turism Receptor si
Intren din Moldova este organul de implementare si gestionare a colaborarilor internationale in turism.
Scopul acestor colaborari este de a face vizibila Republica Moldova ca destinatie turisticd prin prisma
proiectului transfronatlier HERIPRENEURSHIP, cat si impactul acestuia asupra dezvoltarii durabile
nationale.

Cu o experientd bogata de implementare si atragere a granturilor europene si internationale,
ANTRIM si-a atras expertiza in proiectarea echipelor transfrontaliere, fiind implicata in calitatea de
echipa partener ce va reprezenta Moldova in proiectul international HERIPRENEURSHIP — Stabilirea
parteneriatelor de lungd duratd pentru modernizare oferte bazate pe patrimoniu si crearea de noi
oportunitati de investitii In turism si industrii culturale si creative in zonele desemnate UNESCO in
Bazin Madrii Negre. Aceastd colaborare are un impact pozitiv in dezvoltarea relatiilor bilaterale a
Moldovei cu térile participante, cat si creazd noi oportunitati de investitii Tn activitatea turistica nationald
si contribuie la implicarea partilor interesate din alte domentii.
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Abstract

The activity of providing tourist services is developing rapidly and nowadays it is difficult to imagine a tourist trip in
an unknown country without a well-established excursion program, for which reasons, the trip has a significant place.
Namely, excursion programs create an image corresponding to the country-destination, and motivate tourists to visit the new
tourist objects. The correct use of methodical procedures is one of the basic levers of a guide's professionalism, procedures
used directly in leading excursions (exposition and demonstration); procedures aimed at creating the conditions for the
efficient running of excursions.

Key words: sustainable tourism, guiding techniques, outdoor excursions
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Introduction

The term 'excursion’ comes from the Latin word ‘excur-sio’. In Romanian it entered the 19th
century and meant 'to flee out, military raid, and then - exit, journey'.The first interpretation of this term
(a. 1812) is given in the explanatory dictionary of V. Dali:

"Excursion - walk, hike, to find something, for herbs, etc.". A more modern definition of
excursion is given by the "Tourist Encyclopedia”, published in the "Great Russian Encyclopedia” in
1993: "excursion is collective or individual travel through beautiful places, museums, etc. for
educational or cultural-educational purposes, under the guidance of the guide”.

The theorist and organizer of excursion activity in Russia B. V Emelyanov understands an
excursion as the essence of “the process of intuitive knowledge of the surrounding world", connected
with selected and pre-scheduled tourist objects, which will be studied at their location.

Another definition is that "Excursion is a process of perceiving reality, constituted at the
confluence of visual and conceptual impressions”. From the above definitions of excursion it becomes
clear that the specificity of any excursion lies in the unity of demonstration and exposition, with the
demonstration coming first. At the same time, however, without in-depth analysis and explanation, the
excursion will simply be a visit to tourist attractions. The essence of the excursion is the unity of
demonstration and exposition [1, p. 103].

One of the theorists of excursionist activity, author of the monograph of the same name, disciple
and follower of B. Emelyanov, G. Dolzhenko emphasizes that in the excursion, i.e. in the organized
process of getting to know the environment, an important role is played by the emotional part, which is
the basic component of every excursion. What has been seen and heard must arouse feelings of
awareness: admiration, anger, joy, etc. The trip is not simply an amusement, it is an intellectual activity
in leisure or education, which requires physical and spiritual efforts.

The results and discussions

Due to its visibility, clarity, emotionality, the excursion is an extremely effective form of sharing
knowledge with excursionists, it contributes to the assimilation of the factors presented, it exerts a
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strong influence on the formation of the spiritual aspect of man. Each excursion has certain attributes,
without which it cannot be considered as such. B. V. Emelyanov pointed out the six main signs of
excursion: [2, p. 177].

1. duration, usually from 1 academic hour to one day;

2. presence of the excursion group (from a few people, 15-30 people);

3. the presence of the highly qualified professional guide;

4. examination of the excursionist attractions, first visual impressions;

5. getting to know (familiarizing) the sites during the trip and in the resorts, especially when
leaving the bus;

6. well-defined theme - basic element, which dictates the direction of these examinations.

Another important moment, which characterizes the trip, is its purpose and objectives, which
dictate the choice of tourist attractions for the excursionist program, given the elaboration of the route,
literature search, illustration of images, etc. for the guide's portfolio. However, the main characteristic of
the excursion is the obligatory application of an excursion method, i.e. the unit of demonstration and
illustration.

The division of trips into groups is clearly defined and is of great importance for practical work.
The classification of excursions provides conditions for a better organization of the guide's work,
facilitates his specialization, taking into account personal knowledge and inclinations. Observance of the
rules of conducting excursions in a particular group contributes to making each excursion as efficient as
possible [3, p. 110].

In the mid-1970s of the XX century, the classification of excursions was adopted and remains
unchanged to this day. According to it, the whole diversity of excursions is classified according to the
following characteristics: [4, p. 118].

= content;

= component of participants;

= location;

= the way of implementation;

= travel arrangements;

= the way it is conducted.

Classification of excursions by content. According to content, excursions are divided into general
and thematic. Thematic tours are further divided into the following groups:

- historical;

- historical-revolutionary;

- religious;

- military-historical;

- of production;

- nature conservation/study;

- study and values of art;

- literary;

- architecture and urban studies

Each of these thematic groups is in turn divided into sub-groups. Historical tours can be divided
into sub-groups, which reflect a particular historical period of the region. They are further divided into
historical-regional, archaeological and ethnographic. Historical-military tours are divided into the
following subgroups: to memorable places, where military actions took place, with the presentation of
military fortifications and fortresses, towers, bridges, defense moats, earthworks, etc.; to places
connected with deeds of national heroes; historical-military and memorial museums [5, p. 104].

Excursion is a service of organizing a visit (acquaintance) to an area of tourist interest for a group
of tourists supervised by a guide (guide or translator) for a duration of less than 24 hours, without
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accommodation. The tourist objects of the excursion demonstration can be: museums, historical sites,
buildings and constructions, historical relics, objects of culture, architecture, art, archaeology, objects of
nature, anthropic objects, industrial enterprises and others, which can be demonstrated to the
excursionists.

The main steps in preparing the trip. For the first time, the concept of "stages of trip preparation”
was introduced in 1976, and fifteen stages were also determined:

1. defining the purpose and objects of the trip;

2. selecting the theme;

3. selection of literature;

4. identifying sources of excursion material. Basic concepts, exhibits and museum collections on
the topic;

5. selection and study of field trip artifacts;

6. planning the excursion route;

7. diverting or detouring the route;

8. preparing the reference text;

9. acquiring the "guide portfolio™;

10. determining the technique for preparing the trip;

11. defining the technique for conducting the trip;

12. preparing the methodological development;

13. preparing individual texts;

14. receiving (handing over) the trip;

15. approval of the excursion [5, p. 104].

To develop a new theme for the trip, a team of guides is created, usually of 3-6 people, and the
most experienced and knowledgeable of them becomes the leader. But the most important in the
preparation of the excursions is the distribution of certain sub-themes according to their assignments.
Each member of the creative team is to prepare their own materials, which are then merged and edited
by the manager.

When selecting sub-themes for excursions, the interests and professional training of the guide will
be taken into account for greater efficiency. The work of developing a new tourist route starts with a
clear definition of its purpose, which will help the authors in organizing future work.

The purpose of the excursion is to inform the excursionists about the tourist attractions. The
guide's presentation is subordinate to the same final goal. The tasks of the excursion are more concrete
than the purpose. They are designed to achieve the purpose of the excursion through the broader
development of the theme [6, p. 177].

A tour can contain several tasks, such as: demonstrating the historical role of the city and
familiarizing yourself with its architectural features. However, including more than three purposes in a
tour is unreasonable, as there is a risk of not achieving any of them. Each excursion has its own specific
theme, determined by the reason, which underlies it and according to which the exhibition is constructed
and runs. This is the criterion of selection and study of the tourist objective, which determines the
content of the story of a guide, especially when demonstrating several objects of different genres.

The following characteristics can be attributed to the techniques of leading the excursion: getting
to know the guide with the group of excursionists; positioning the group correctly to the touristic
artifact; getting the excursionists off the bus and back on the bus (other mode of transport); use of the
microphone by the guide; respecting the time allocated for the excursion in general, as well as knowing
the sub-themes in part and the answers to the excursionists' questions.

The guide pays particular attention to the preparation and presentation of the introduction, which
creates a certain predisposition for excursionists to make easier connections. The guide's place on the
bus. The introduction is given by the guide, who sits at the front of the bus, standing facing the
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excursionists, before the start of the trip. He then takes his place in the right-hand row, from where he
also shows what excursionists see through the bus's left and right windows. The rules in force do not
stipulate that the guide must necessarily lead the excursion facing the excursionists [7, p. 166].

The Legends of Tipova - National Intangible Heritage

The land where nature, faith and history have merged into an eternal bond is at the Tipova
Monastery. The monastery complex consists of two monasteries linked to each other by stairs, interior
passages and balconies. Both are dug into the steep bank of the 90-100 m high Dniester, which
intensifies the beauty of the place. One of the monasteries dates back to the XI-XII century, and the
second one in the VI-VIII century.

Who founded these monasteries and when remains a mystery of its history. It is assumed that the
rock chambers were dug by the natives to take refuge from the Tartars and later the monks established
the hermitage, which later became a monastery. In 1776 the hermitage was renovated by the monk
Bartolomeu, the founder of Saharna Monastery, and services were re-established in the church.

According to specialists, the rupestrian monastic complex in Tipova is the largest on the territory
of the Republic of Moldova and one of the largest in Eastern Europe. In total there are 18 rooms dug
into the rock, the most impressive is the church of the " Assumption of the Mother of the Lord ",
spacious, painted and with a hemispherical ceiling, imitating the dome.

As beautiful as it is enigmatic, this land is the realm of legends. One of the legends tells how
Stephen the Great himself married Maria Voichita in this monastery. Locals say that at sunset you can
meet a lady dressed in a white dress haunting the monastery's chapels. It is believed to be Mrs Maria
Voichita or her daughter Marusca.

Another legend of this place is related to the ancient poet Orpheus, who was exiled here and died
here. His tomb is said to have been in a niche at the foot of one of the waterfalls and is recognized by a
tombstone with holes in it. Experts have recognized that such a stone was found.

Whether this is the truth, we do not know, what we can confirm with certainty is that the Tipova
monastic complex is one of the oldest and most valuable historical monuments of the nation.

Supported and embellished by the natural gorge formed by the Tippova River and its 16 m high
waterfalls, flowing towards the Dniester, the cave monastery complex fascinates and captivates anyone
who has ever stepped over its threshold.

The monastery comprises three monastic complexes carved into the rock. The first complex
consists of several chapels and a church dedicated to the Ascension of the Holy Cross and dates from the
11th-12th centuries. The Church of St Nicholas was the center of the second monastery complex,
founded in the 14th century. The largest cluster of chapels is around the Church of the Assumption of
the Virgin Mary, dating from the 16th-18th centuries.

Situated in a difficult to reach place, hidden away in a wall of rock, the hermitage is more like a
fortress than a place of worship. Over the centuries, the inhabitants have been both monks and soldiers,
priests and soldiers, scholars and rock carvers...

The first chambers of the hermitage were built north of the present monastery, in a cliff above a
steep bank. In some of the huts you can still see today the places where the stone beds were hollowed
out, the traces of fireplaces and furnaces. In some places the ceilings are blackened by smoke. All the
hermitages communicated with each other by means of spiral staircases carved into the stone and
leading up the hill.

In 1776 the hermitage was renovated by the monk Vartolomeu, the founder of the Saharna
monastery who, finding it abandoned, repaired its chantries and church and began to officiate services
there again.
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In the first half of the 19th century the rock hermitage was rebuilt. The destroyed walls were
restored, windows and doors were re-framed, and a covered gallery was built, supported on wooden
posts.

The Church of the Assumption of the Mother of the Lord was built over several years, starting in
1827. Until 1842, this church was called Horodiste monastery. In 1842 the monastery was abolished, on
the grounds that “the place is old and damaged", being attached to Saharna monastery.

On 19 November 1920 the monastery regained its independence and its name.

After the annexation of Bessarabia by the USSR in 1940, church life in the region declined.
Migration, war, famine in 1946-1947 and deportations in 1949 deprived the church of an important
number of ministers and tens of thousands of believers. In 1949 the monastery was closed due to "lack
of personnel”. For several decades of Soviet rule the Tyspova monastic complex was practically
destroyed. The monastery's chilies were turned into warehouses for chemicals, tobacco factories, etc.

In 1986, the non-formal organization "Phoenix™ started its activity at the Tipova monastery,
which, with the help of students from the villages of Lalova, Tipova, Ignatei, began the restoration of
the rock hermitage. Thus, the monastery attracted more and more tourists. But in 1992, with the
beginning of the conflict on the Dniester, the number of tourists dropped catastrophically.

In 1994 the monastery was reopened. On 1 September 1995, only two monks were serving here.
The first abbot during this period was the hieromonk Andrei. At present, the monastery is staffed by 15
people.

Tipova Monastery is surrounded by the waters of the Dniester River and the Tipova stream which
flow through the limestone cliffs forming beautiful waterfalls, some of them reaching a height of up to
16.05 meters. On one of the neighboring hills are the remains of a Dacian fortress.

The National Museum of Ethnography and Natural History organized the first edition of the
Festival of Legends on September 17, 2022, in the branch of the "Tipova-Saharna” Museum Complex.

The event aimed to preserve, promote and enhance the intangible cultural heritage, to stimulate
social cohesion, economic development and environmental sustainability in the Tipova area, as well as
to enhance the natural heritage of the Rezina district. Intangible cultural heritage, in this context,
represents folklore, legends, oral traditions, mythological and cultural elements indigenous to the Tipova
area. During the event, folklore ensembles from the villages of Tipova and Lalova, Rezina district,
performed an artistic programme. The festival included a folk craftsmen's fair, dramatized tours along
the legendary trails, an open-air film screening, a master class and a paper fairy contest. Guests of honor
were Nicolae Darie, People's Artist and Dumitru Grosei, president of the Association of Independent
Filmmakers of Moldova ALTERNATIVE CINEMA. The Festival of Legends took place in the
framework of the European Heritage Days with the theme Sustainable Heritage, which took place at the
MUZE Guesthouse and the Rock Monastery.

Methodology of excursions in the Tipova complex. According to the literature, the main purpose
of a religious excursion program is to get acquainted with the spiritual and ethical foundations of
Orthodoxy (Catholicism, Protestantism, Monophysitism - Christian doctrine, which claims the divine
and human union of Christ in one nature, Nestorianism - religious sects, which deny the divine nature of
Christ).

A distinction must be made between pilgrimages and trips to holy places and religious centers.
The purpose of pilgrimage tourism is to participate in ritual actions. Among the tasks, which are placed
before the pilgrims, the following can be highlighted:

ethe desire to pray to a miraculous icon;

ehealing illnesses;

econfessing in religiously powerful places;
echaritable activities to improve the place of worship;
emaking a donation;
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eparticipation in a religious celebration.

Notwithstanding this, all participants in the pilgrimage tour are followers of one and the same
confession. The aim of religious tourism is to visit monasteries, churches, museums and exhibitions with
a religious theme in order to familiarize oneself with them. Such a tour group may be made up of
members of several denominations or atheists. They are interested in visiting objects that relate to one
religion or another.

Among the tasks, which are put in front of the participants of the excursionist-religious tourism,
the following can be highlighted: demonstration of the role of the Orthodox Church in the history of
Moldova; explanation of the significance of the rituals and traditions of the Moldovan Orthodox Church.

The role of the knowledge of the Orthodox Church traditions and customs in the organization of
the excursion program requires the guide to know the rituals and traditions of the Orthodox Church,
which is obligatory in all types of excursions listed above. A significant point is that Christianity is
closely connected with the life and apostolic activity of Jesus Christ.

Christianity contains the idea of sin and salvation. All people are sinners and have the possibility
of salvation, which makes it clear that all are equal before God, regardless of nationality, social status or
level of living.

Seven sacred mysteries have been formed in Christianity:

1) baptism (the Sacrament of Holy Baptism);

2) anointing (the Mystery of the Holy Mysteries);

3) communion (the sacrament of the Holy Eucharist);

4) confession (the sacrament of repentance);

5) Marriage (the Sacrament of Matrimony);

6) healing and forgiveness of sins (the Sacrament of Holy Communion);

7) priesthood (Grace of the Priesthood)

During the performance of these mysteries believers mystically attach themselves to God's grace.
All seven mysteries are also recognized by Catholics and Orthodox, although there are differences in
their performance. During the excursion to an Orthodox church the guide is obliged to remind tourists
about the rules of conduct, among which the main ones are the following:

1. Before entering the church men are obliged to remove their caps, women, on the contrary - to
cover their heads with a headscarf or other covering;

2. The clothing of excursionists must correspond to the code of ethics of the Orthodox complex
visited. This refers to long skirts for women and trousers - for men;

3. The behavior of tourists in the church must be respectable. Loud talking, laughing, talking on
the phone, listening to outside music and other activities incompatible with the Orthodox Church's status
are unacceptable;

The guide should emphasize that the application of the sign of the cross is not obligatory for
representatives of other denominations or atheists.

2. Main objects of demonstration in Orthodox churches. The tour of an Orthodox church includes
many objects of demonstration, including the adjacent steeple, tombs in the churchyard, sacred springs,
carvings of biblical stories, etc.

Conclusions:

In conclusion, the method of organizing excursions represents in itself the totality of the concrete
norms and requirements towards the excursion. The main objects of excursion methodology are to help
tourists to see, hear and perceive the material being told. The object of excursion methodology consists
in researching, structuring, formulating and applying methods of training and education in excursion
practice, studying the technical means and methods by means of which guides carry out their
professional activity.
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In practice, the excursionist method represents the totality of certain skills and working abilities:
planning a new excursion, preparing for the next excursion, carrying out the excursion according to
recommended technologies, consolidating and perfecting the excursionists' knowledge acquired during
the excursion.

The specificity of the excursions within the Tipova complex focuses on the main object of the
presentation, which is the place of worship itself (church, monastery), the construction of which must be
explained to the excursionists. Thus, knowledge of the attributes, rituals, etc. of the church helps the
guide to inform tourists clearly and interestingly about the essence of a particular religion, the
importance of one or another religious object.
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Abstract

The national tourism development policy is geared towards promoting the country's image, aimed at generating
domestic, regional and international tourism demand. The Republic of Moldova, as a tourist destination, is little known
abroad, compared to the destinations of neighboring countries, yet the central and non-governmental authorities are
constantly engaged in developing and strengthening the regulatory and promotional framework of standardized information
packages, which would make the image of our country more attractive. Following the social, political and regional
conjuncture, the development of rural tourism is a niche that can be efficiently developed in the context of the development of
the tourism industry in the Republic of Moldova.
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Introduction

Rural tourism in Moldova is developing at lightning speed, and every year more and more new
farms emerge, ready to welcome guests. This is due to the fact that Moldova has managed to preserve its
treasure trove of culture, traditions and folk customs.

Rural tourist resorts are basically households organized on the basis of ordinary village houses.
The house may be old, but guests are offered all the necessary amenities: shower, heating, comfortable
furniture, internet connection. All efforts of the hosts are aimed at familiarizing guests with the life of
the Moldovan people, so that the guests live in the village and at the same time do not feel any
discomfort.

Guests are mainly offered dishes of the national cuisine, prepared from vegetables, fruits, meat,
and dairy products that the hosts produce in their households. Usually, the households are located on the
waterfront, so there is also the possibility of fishing, boating, swimming and sunbathing. In addition to
water activities, there are horse and carriage rides, cycling and walking tours, visits to tourist attractions,
and cultural programmes.

Picnics in nature, which is exceptionally beautiful in Moldova, and mass events (celebrations,
conferences, lunches) are organized in tourist resorts. Such a farm can also be visited without staying
overnight.

Results and discussions

The analysis of the national tourism sector, prepared by the Information Society Development
Institute, highlights a number of competitive advantages, positive trends and milestone progress, as
follows:
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Evolution of the institutional framework for tourism. The tourism sector has been managed for
some time by a distinct national authority, directly subordinated to the Government. The National
Tourism Agency had its own College and was assisted by the Tourism Advisory Council. It managed
the public budget for tourism development needs. The public policies promoted in tourism are focused
on developing domestic and inbound tourism, enhancing the country's tourism image, supporting SMEs
for local economic diversification. Since 2000, the existence of governmental structures for tourism
management has contributed to the adoption of sectoral legislative documents, to the creation of
conditions for attracting foreign funding in the tourism sector, to the launch of the promotional process
of Moldova's image as a tourist destination, etc. Over the last two decades, the establishment of non-
governmental organizations (ANAT, ADTM, ANTREC Moldova, APIT, ANTRIM, Cheia satului, etc.)
attract foreign funding for tourism development projects in Moldova [1].

The legislation of the Republic of Moldova in the tourism sector. The general regulatory
framework favors the development of entrepreneurship, including in tourism. The Republic of Moldova
has a distinct tourism legislation. Investment in national tourist areas is also encouraged. The
formulation, approval and implementation of strategic branch documents will support the enhancement
of the national heritage as one of the priorities of the tourism sector.

Development and implementation of tourism policy documents. Moldovan tourism is well
covered by regulatory instruments. These have become clearer with the updating of normative acts.

Investment promotion. Moldovan tourism is becoming an interesting sector for investment due to
a simplified regulatory framework in the Republic of Moldova, public policies favoring service
exporting industries, focus on enhancing the country's competitive advantages, support for projects to
raise the country's positive image in target markets. Major donors to Moldova support large-scale
projects for the rehabilitation of general road infrastructure and access to quality services. Turnover in
the tourism sector is increasing. Investment is increasing. Therefore, despite the economic crisis and
stagnation in the sector, entrepreneurs are investing heavily in business development. Increased interest
of Local Public Authorities (LPAs) in tourism as an alternative for the development of the local
economy, as a result, leads to more local, regional, national tourism projects implementation by
attracting external and domestic funding. The increasing number of private initiatives leads to the
development of tourist reception facilities and specially designed places for tourist activity (tourist
infrastructure) in addition to heritage objects [2].

International collaboration. In recent years, Moldova has been making a sustained effort to
participate in representative tourism partnerships. The Republic of Moldova is party to multilateral
tourism agreements as well as bilateral tourism agreements signed with visitor-generating countries.
Moldova promotes itself with permanent participation in tourism fairs in Romania, Russia, Germany,
and other countries.

Evolution of performance in specific tourism sectors. Tourism is a complex sector, which provides
commercial hospitality to the country's visitors, makes non-degrading economic use of the important
and attractive heritage, diversifies the local economy, and provides recreational services to the
population and visitors. Moldovan tourists are increasingly responsible for the development of the sector
and their needs are increasingly demanding in terms of quality. Moldovans represent important
segments of the tourist market in some countries in the region.

Tour operators and travel agencies. Moldovan tourism intermediaries are the largest organized
consolidators of tourist flows as well as being excursionists on national and regional routes. Their
activity is visible in the continuous rise in Moldovan mobility through the region. The number of tour
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companies is increasing, which ensures positive dynamic revenues from outbound organized tourism.
Revenues from serving business tourists are generally positive (apart from the pandemic period), but are
more exposed to external factors. Leisure tourism for foreigners in Moldova has also had a positive
dynamic. Recently, Moldovans have been spending more and more money abroad, including through
tourist agencies. Thus, Moldovan tourists are the most important clients of national travel agencies.

Tourist accommodation and food service establishments. In the Republic of Moldova there are
more than 250 active accommodation establishments with a total of about 30 thousand places: 3/5 are
rest structures with a total of more than 75% of the total accommodation, about half of the
accommodation structures are permanently active. The hotel sector has restored the number of
accommodations to the level reached in the year 1998 after a major decline, it has hired more staff,
introduced a new accommaodation fund on the market, including outside the Chisinau municipality. The
number of accommodation units in Chisinau has greatly increased. Over a hundred conference rooms
can be found in accommodation facilities in the Republic of Moldova, more than half of them in 3-5 star
comfort structures. The national classification system (currently voluntary), established in 2003, allows
accommodation activity in 12 categories of establishments. In recent years more investment has been
made in the construction of permanent accommodation facilities. Investments are mainly promoted by
private companies.

Organization of excursions. Guides' work. The Republic of Moldova is a small country with a
great diversity of tourist attractions, located at short distances from the main cities - hotel centers.
Excursions allow visitors to get directly acquainted with the tourist attractions of various destinations in
Moldova. A significant number of the country's visitors from the organized tourism network purchase
excursions from national travel agencies, with the national excursionist forming the largest contingent.
Excursions in the Republic of Moldova remain cheap and accessible to a large number of customers.
Their cost ranges from 6-7 euro/person in a group for an excursion of up to 100 km round trip and up to
50-60 euro/person in a group for a wine tasting. The most popular excursions remain: wineries, Chisinau
municipality, monasteries, which form the general offer for inbound domestic and international tourism
[1].

Car transport. The Republic of Moldova is criss-crossed by major roads connecting the country to
markets in the region. Car transport is the most commonly used means of travel to and within Moldova.
Access points into the country are relatively evenly distributed around the perimeter of the state border,
which benefits international passenger traffic. About 4 million foreign citizens enter the country
annually. The internal road network is relatively diversified. The road reconstruction programme makes
the repair of these roads a priority and, as a result, a significant number of national tourist routes will be
repaired.

Tour companies and other travel organizers prefer 2/3 car transport on international routes and
100% on domestic routes. Travel agencies have developed a system of national tourist routes, 7 of
which are part of a national "Wine Route" programme, another 5 have been defined by national guides.
Most of the functional routes have a high degree of use of national roads, to which up to 10% of local
roads are connected.

Man-made and natural tourist attractions. National attractions are the main reasons for traveling
to Moldova. There are over 15 thousand man-made tourist attractions and over 300 important natural
areas in Moldova. The development of tourist heritage objects is ensured by territorial tourism planning
in accordance with the urban and spatial planning documentation.
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Forested areas represent an important tourist attraction potential for Moldova (approx. 11.6% of
the country's territory). About 45% of the total are recreational and nature conservation forests, and
should be used for excursion activities, organized recreation and spa treatment as alternatives to various
types of non-organised tourism. Tourist facilities for national recreational areas related to water basins
(Vadul-lui-Voda, Soroca, Vatra, etc.) are clearly regulated in Moldova. There is a complex system of
natural areas under state protection in the country: 12 categories of protected natural areas, including 3
Ramsar sites, 178 different types of reserves, 130 nature monuments and 433 secular trees.

Several thousand prehistoric settlements have been attested in Moldova, about 400 Tripolian
settlements (~ 5-6 thousand years ago), about 50 ancient fortified hillforts, about 500 early medieval
settlements, numerous medieval earthen fortresses, 6 medieval stone fortresses (in various stages of
preservation), over 1000 protected architectural monuments, about 50 Orthodox monasteries.

Tourist attractions found in the localities (monasteries, churches, museum complexes, parks)
benefit from local access roads, which are relatively well maintained throughout the year.

There are about 30 professional tour guides in Moldova, who know the routes to national
attractions and are employed by about 85 travel agencies in Chisinau and by educational institutions.
There are about 350 local guides who are usually employed by local museums and who make on-
demand extra-museum excursions to specific local attractions. A local guide can be hired within 30 km
of any tourist attraction in Moldova [7].

Activities and programmes are promoted to preserve and restore the material heritage, especially
the built and spiritual heritage (traditions, customs, folk crafts, folk art and theater, traditional costumes,
local legends, etc.). This is leading to a significant increase in the interest of Moldovan citizens in their
own historical heritage, and to an increasingly active practice of tourism at national level.

Organization of rest and leisure. A system of recreational areas related to water basins of
national importance is currently established on the territory of the Republic of Moldova. Beaches are the
most frequently used form of water basin recreation areas. About 12% of domestic travelers use an
agency to organize their rest on the national territory. % of the accommodation fund in Moldova is
specialized specifically for the leisure of citizens and guests. About 60% of accommodation is
concentrated in summer camps for children and about 20% - in recreational resorts. The increasing
number of consumers in camps, and the addition of new capacities to the tourist circuit create
opportunities for the revival of several tourist destinations.

At the same time, we would like to point out that the national system of tourism development
should be focused on the delimitation of national and local tourist areas, and not on tourist routes, which
represent the commercial offer of intermediaries on the tourist market, located in the capital. Tourism
zoning is conceived by specialists as the division of a vast territory into relatively homogeneous areas in
terms of tourism activity or tourism potential. A tourist area is therefore a large, geomorphologically
complex territory which includes several tourist attractions, localities or complexes and which may have
a particular characteristic, thus making it possible to distinguish from other areas or sub-areas. Usually,
they are 30-50 km in diameter, and one or more tourist resorts are located within this territory. Resorts
are localities with special tourist potential and various facilities for receiving tourists. They are national
and local, and in some countries are certified by national tourism authorities according to the fulfillment
of minimum criteria relating to the natural setting, environmental quality, access to the resort, facilities
and services.

According to Republic of Moldova's Law on the organization and development of tourism
activity on the national territory, rural tourism is defined as a form of tourism carried out in the rural
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environment and oriented towards the use of local tourist resources (natural, cultural, etc.), knowledge
of the rural environment, their specific activities, local customs and traditions, farmer households, etc.

The National Bureau of Statistics informs that in 2021 collective tourist accommodation
facilities with accommodation functions were frequented by 178.2 thousand tourists or 2.0 times more
than in the previous year, against the background of the reduction of the indicator in question in 2020
compared to 2019 by about 284.4 thousand tourists (4.1 times). Of the total number of tourists, 109.3
thousand (61.4%) were resident tourists and 68.9 thousand (38.6%) - non-resident tourists.

Compared to 2020, the number of resident tourists staying in collective tourist accommodation
increased by about 1.8 times (by 47.7 thousand tourists) in 2021, of non-resident tourists - by 2.4 times
(by 40.1 thousand tourists). The increase in the number of tourists staying in collective tourist
accommodation establishments in the reporting year compared to the previous year is due to the increase
in their accommaodation in hotels and motels - by 49.4 thousand tourists (+97.6%), in rest structures - by
18.3 thousand tourists (2.6 times), in accommodation structures - by 10.7 thousand tourists (+97.4%), in
tourist and agritourism inns - by 6.8 thousand tourists (+46.9%), holiday camps - by 2.6 thousand
tourists (12.7 times).

In the reporting year, the share of tourists in the total number of tourists who preferred to stay in
collective tourist accommodation facilities in the municipality of Chisinau was 59.1%, the Centre
regions of development - 23.9%, South - 8.2%, North - 7.3% and ATU Gagauzia - 1.5%.

Table 1. Number of tourists staying in collective tourist accommodation in 2021

Year 2021 in % Informative: Year
Year 2021 compared to year | 2020 in % compared
. 2020 to year 2019
Indicators F which
Tourists, orw .IC non- . . |of which non- . of which non-
residents, |Tourists . Tourists .
thousands residents residents
thousands
Total 178.2 68.9 197.3 239.6 24.1 16.5
Hotels and motels 100.0 59.7 197.6 234.6 23.7 16.5
Visitor dormitories 2.6 - 103.8 - 50.1 -
Tr‘]’#s”“ and agritourism| -, , 3.2 146.9 249.9 84.9 20.9
Recovery structures 21.6 0.2 197.4 171.6 34.1 12.8
Rest  structures  (tourist by 2.6
villas, holiday villages and| 29.8 5.8 y < 303.4 20.6 15.0
times
other rest structures)
. . by 12.7
Holiday camps for pupils 2.8 - times - 0.4 -

Source: https://statistica.gov.md/ro/statistic indicator details/11

The largest shares in the total number of non-resident tourists staying in collective tourist
accommodation were accounted for by tourists from Romania (27.6%), the Russian Federation (12.3%),
Ukraine (11.9%), the United States of America (7.2%), Turkey (4.4%), Germany (4.1%), Italy (3.7%),
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United Kingdom of Great Britain and Northern Ireland (3.4%), Poland (2.7%), Israel (2.6%), France
(2.0%), Netherlands (1.2%), Canada (1.1%), Bulgaria (1.0%), Czech Republic, Spain, Belgium and
Austria (0.9% each).

In 2021, a total of 762.9 thousand overnight tourist stays were registered in the collective tourist
accommodation establishments, 386.9 thousand overnight stays (2.0 times) more than in 2020, against
the background of a 4.2-fold decrease in this indicator in 2020 compared to 2019. The increase in the
number of overnight tourist stays was conditioned by an increase in the number of overnight stays at
recovery structures - by 160.0 thousand overnight stays (by 2.0 times), hotels and motels - by 131.9
thousand overnight stays (by 2.3 times), rest facilities - by 49.9 thousand overnight stays (by 3.8 times),
holiday camps - by 27.0 thousand overnight stays (by 9.7 times), tourist and agritourism inns - by 19.3
thousand overnight stays (by 2.0 times). At the same time, the number of overnight stays in visitor
dormitories decreased by 1.1 thousand overnight stays (-1.7%). 79.2% of the total number of overnight
stays were accounted for by resident tourists and 20.8% by non-resident tourists.

Table 2. Number of overnight stays of tourists in collective tourist accommodation establishments

in 2021
Year 2021 in % I_nformatlve: Year 2020
Year 2021 in % compared to year
compared to year 2020 2019
Indicators o ioh fwhich b
vernight | oFwWhich By | o night| of which by |Overnight| of which by
stays, |non-residents, stays |non-residents| stays |non-residents
thousands | thousands y Y
Total 762.9 158.6 202.9 225.4 23.6 18.2
Hotels and motels 236.3 137.9 226.3 223.2 23.8 18.5
Visitor dormitories 68.5 - 98.3 - 88.3 -
ourist o andl 44, 7.5 197.6 214.8 54.0 20.5
agritourism inns
Recovery structures 320.9 2.0 199.4 180.1 34.3 12.1
Rest structures (tourist
villas, holiday villages| — ¢q 11.3 376.1 280.7 11.2 16.4
and other rest
structures)
Holl_day camps for 30.1 ] 970.4 ] 0.8 ]
pupils

Source: https://statistica.gov.md/ro/statistic indicator details/11

In 2021 the number of accommodation places offered to tourists was 122.7 thousand bed places
or 28.4 thousand bed places (+30.1%) more than in 2020. The increase in the number of places offered
to tourists was conditioned by an increase in the number of places offered in rest facilities and hotels and
motels - by 7.7 thousand bed places (+53.6% and +15.7% respectively), recovery structures - by 4.4
thousand bed-places (+25,6%), holiday camps - by 4,0 thousand bed-places (2,2 times), tourist and
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agritourism inns - by 3,9 thousand bed-places (+58,5%), visitor dormitories - by 700 bed-places
(+19,1%).

The net utilization rate of tourist accommodation capacity in 2021 was 20.3%, of which: at
visitor dormitories - 51.3%, accommodation facilities - 48.6%, hotels and motels - 13.5%, holiday
camps - 13.3%, tourist and agritourism inns - 12.1%, rest structures - 10.1%.

The average length of stay of a tourist in a collective tourist accommodation establishment with
accommodation functions in 2021 was 5.3 days (6.5 days - for resident tourists and 3.3 days - for non-
resident tourists).

In recent years, tourism has become an increasingly important branch for the economy of the
Republic of Moldova. Moldovans eager to contribute to the development of this branch have taken
advantage of the programmes offered by the EU to launch a number of unique businesses for our
country.

For example, with the help of two EU-funded programmes: PARE 1 + 1 and Women in
Business, which support SMEs and start-ups in rural areas via ODIMM and EU4Business, several
original ideas in the field of rural tourism have been developed. One of the top priorities of EU’s support
to Moldova in rural areas is to develop successful rural entrepreneurship by supporting the SME sector
and creating jobs in rural areas. Through this project, financed by the European Union and the state
budget, implemented by the Organisation for the Development of the Small and Medium-Sized
Enterprise Sector, support is provided for the development of small businesses, especially in rural areas,
and strengthening of a support infrastructure in this field throughout the country.

In the Vorniceni village of Straseni district, a business based on the idea of a picturesque trail
linking four neighboring localities in the historical area "Vatra Dumeniului” or Vatra Domnului has
been launched. The initiators of the idea managed to build a museum in Vorniceni, collecting antiques
and handicrafts that the locals have inherited from their parents, grandparents and ancestors. According
to the legend, the place got its name of Vatra Dumeniului because, in the time of Alexandru cel Bun,
this was the place where people settled, called "dumenii”, the basic purpose of the destination was to
promote the history of the region. Through the "Women in Business" programme, the owners received a
grant that enabled them to buy a modern engraving laser, a 3D printer and a paint compressor, which are
used to make and sell souvenirs.

An eloquent example is the Manas YurtVillage Inn in the village of Leodroaia, Calarasi, which
is a "village" with 12 yurts, decorated according to Kyrgyz traditions and models. Each cottage (yurt) is
completely unique and designed for the comfort of the guests; there are single and double beds.
Additionally, various activities such as meditation, yoga, children's workshops and various
masterclasses can be held on the grounds of the inn. At the same time, the owners offer space for
organizing various celebrations, exhibitions, concerts, festivals, trainings or seminars. The inn also
offers a guide for visiting nearby monasteries, such as Harbovat, Harjauca or Frumoasa Monastery. You
can also visit the sanatorium "Codru", the private museum of handicraft folklore "Casa Padre", the
Ciolac-Malski family estates, the reserve "Plaiul Fagului®, as well as go on an excursion to the center of
Calarasi, with a visit to the Museum of History and Ethnography. The tourist destination offers
Moldova's guests the opportunity to learn about the history and culture of Central Asia. The business
received financial support from the EU through PARE 1 + 1 as part of the EU4Business Initiative and
the value of the grant was 250,000 MDL (14,000 USD).
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Thanks to a grant of 139,000 MDL (USD 7,795) from the EU, a unique artificial salt mine was
launched in Rezina in 2018 with salt lumps brought from Romania. The destination offers visitors the
benefits of salt therapy in combination with other recreational services.

Another successful business is a company promoting tourism, leisure activities and, last but not
least, water sports, namely SUP (stand-up paddle-boarding), organized in the summer months in the
form of SUP trips on the Nistru and Prut rivers, as well as on several ponds. With the money provided
by the Programme, it bought the equipment needed to organize the inflatable board tours. The grant also
made it possible to promote the new activities in Moldova.

The European Union has provided investment in rural communities in the regions of Cahul and
Ungheni. These include initiatives to promote sustainable rural tourism, support for existing businesses -
equipping bakeries, poultry farms and small dairy businesses with modern equipment. The following
regions have been developed under this programme: the Local Action Groups "Lunca Prutului de Jos",
"Movila Magura", "Cismeaua Sudului" and "Valea Halmagei", which have received assistance totalling
€200,000, and European funds invested in community development projects and the creation of new
jobs in villages in the Cahul and Ungheni regions. Each local action group receiving a grant of €50,000
launched local calls for project funding. The project involves 47 micro-development projects aimed at
developing rural communities in the Cahul and Ungheni regions. The implementation of the micro-
projects contributes to new job opportunities and sustainable development of the communities through
the use of green solutions, such as LED technology for the extension of public lighting in several
localities, equipping local businesses with modern and energy-efficient technologies, as well as the
promotion of cycling through the installation of eco-friendly transport parking facilities. LAGs attract
significant investment at EU level thanks to the innovative and participatory European LEADER
approach, thus contributing to the reduction of economic and social imbalances and urban-rural
disparities. In Negurenii Vechi, the initiative of the Movila Magura LAG has resulted in the harvesting
of apples using modern technology, the upgrading of the local shop and the promotion of the locality
through the organization of virtual exhibitions. According to the same principle, the LAG initiative
"Valea Halmagei” has achieved the creation of at least 12 new jobs, mobile vulcanization services,
ecological technologies in the field of viticulture, development of a multifunctional park, extension of
public street lighting, etc.

There are currently 32 Local Action Groups registered in Moldova, covering 35% of rural areas.

In order to support national tourism, the Government's draft decision on the establishment,
organization and functioning of the public institution "National Office of Tourism and Creative
Industries™ developed by the Ministry of Culture is currently under public consultation. The institution
aims to ensure the necessary institutional framework for the implementation of state policy regarding
tourism and creative industries, as well as the efficient coordination of domestic tourism development
activities, the promotion of the country as a tourist destination abroad; the protection of the subjects'
rights in legal relations in the field of tourism, as well as ensuring the provision of tourism services at
international standards; expanding and strengthening the creative industry in Moldova, increasing the
added value of sales of products and services from the creative industry, developing professional skills
and stimulating talent, promoting Moldova as a country with high potential in the creative fields,
encouraging foreign investment, including through entrepreneurial initiatives to create and develop
creative start-ups. Thus, the public institution "National Office of Tourism and Creative Industries” will
have the mission of coordinating and organizing activities aimed at ensuring the implementation of
public policies in the field of tourism and creative industries, developing domestic tourism and
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promoting the country as a tourist destination abroad; protecting the rights of subjects of legal relations
in the field of tourism; as well as ensuring the provision of tourism services at international standards,
expanding and strengthening the creative industry in Moldova, promoting Moldova as a country with
high potential in the creative fields, encouraging foreign investment, including through entrepreneurial
initiatives for the creation and development of creative start-ups.

Conclusions:

The orientation of investments towards the development of rural tourism would be an opportune
direction to exploit the tourism potential for the Republic of Moldova in the context of respecting the
principles of sustainability in order to promote rural tourism over urban tourism.

Our country offers exceptional destinations that can be exploited at the level of promotions
intended for the Orheiul Vechi region, for this purpose there are multiple financial opportunities offered
by the European Union in the form of grants for the development and promotion of the native and
Moldovan households in order to familiarize tourists with the taste of the national specific, and at the
same time, to benefit from the financial flows generated by tourism.

For a comprehensive approach to the development of tourism in the Republic of Moldova, the
central authorities are working on projects aimed at developing this sector, one of them being the Draft
Government Decision on the establishment, organization and functioning of the public institution
"National Office of Tourism and Creative Industries”, developed by the Ministry of Culture.
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Abstract

In the last decade, virtually no other branch of the cultural field, not even the tourism sector, has developed and
specialized as much or as fast as cultural tourism. It is one of the few growth areas to reflect an important ‘'megatrend':
culture-oriented travel is mainly focused on visiting cultural sites and ethno-cultural events, so that visitors become
acquainted with the culture of their own country and also with the cultures of foreign countries. The motivations that lead a
person to plan and undertake a trip or holiday are a complex function, with variables ranging from the natural
characteristics of the destination to infrastructure and facilities, from historical and cultural value to financial
considerations.

Key words: cultural tourism, tourism potential, nature reserve

JEL: F44, M51

Introduction

Cultural tourism is closely linked to the historical past of the locations chosen as tourist
destinations. Elements of the past are intensively used in the construction of tourism products for an
increasing number and variety of target markets. The rural environment, or more recently the rural
space, is presented in specialized literature as an inland area including villages and small towns, in
which most of the land is mainly used for: agriculture, forestry, aquaculture, fishing; economic and
cultural activities of the inhabitants of the area (crafts, industry, services, etc.); non-urban and
recreational areas (or nature reserves); other uses, apart from residential. Today, tourist destinations are
more and more determined to build a unique and competitive identity in the mind of the consumer.

Results and discussions

The cultural-natural reserve "Orheiul Vechi" is located 18 km southeast of Orhei, in between the
villages of Trebujeni, Butuceni and Morovaia. The Orheiul Vechi complex was inhabited and urbanized
in the Paleolithic and Neolithic eras. On the surface of the promontory there are traces of Geto-Dacian
(4th-3rd centuries BC) and medieval towns - Sehr al - Djedid, which was built by the Tatar-Mongols
(14th century) and Orhei, which was built by the Moldavians (15th-16th centuries). The limestone cliffs
are home to Christian cave monasteries and religious inscriptions carved in stone by medieval monks.
The archaeological landscape of Orheiul Vechi is currently on the UNESCO tentative list.
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Figure 1. The cultural-natural reserve "Orheiul Vechi"

After several attacks from the east, the town moved to a quieter location, away from the major
trade routes and Tatar attacks. The first documented record of Orhei on its present location dates back to
1554, when a dam was built at the confluence of the Cula and Raut rivers, forming a lake in front of the
village. Since 1599, Orhei has been referred to in official documents as a town with a prosperous
commercial life. In 1835, Orhei became the center of the uezd (administrative unit), the population
increased and commercial activity intensified. In 1902, the town's population stood at 14,800. Mineral
extraction, trade, handicrafts, tanneries were the main occupations. During the interwar period, the town
served as an important administrative and educational center.

The history of Orhei covers three periods. The first one is the period that preceded the Golden
Horde (late 13th century - first half of the 14th century). During this period, Orhei was defended by a
log wall with watchtowers. Following the conquest of the city in the 40s of the 14th century by the
Tatars, the Golden Horde period began, during which the entire construction was carried out under the
guidance of craftsmen from the East. In those years, Orhei, which received the name Shehr al-Jadid,
had the appearance of an oriental city, with two caravanserais, a mosque, public baths and other
facilities being built in the center and in the east.

The Butuceni Promontory essentially completes the landscape and scenery of Orheiul Vechi. It is
located to the south of the Cave promontory, together forming a whole complex that is harmonious from
all points of view. The Butuceni Promontory has an extraordinary geological layout, with dozens of
limestone patches aligned perfectly horizontally, lots of spacious caves and smaller grottoes carved into
the rocky walls. In Appendix 4 you will find the General Plan of the Orheiul Vechi site. Moreover, the
promontory is also wonderful in terms of its unique landscape, the obvious archaeological pond, which
denotes ancient earth and stone fortifications at every turn, the complex of sacred underground caves,
other ancient vestiges that impress and overwhelm any visitor who comes to Orheiul Vechi, leaving
him/her with an extraordinary memory of the places he/she has seen. As far as the cave monastery is
concerned, it can be mentioned that in the first century of our era, the first Christians settled in the area
of Orheiul Vechi, as in other places in the Carpathian-Nistrian area. The cave complexes of Orheiul
Vechi have partially evolved in the medieval period. Following the multi-century evolution, the
complexes in question are defined in their current form by the 15th-17th centuries. These constructions
are located in the following sectors: on the northern bank of the Butuceni promontory as well as on the
southern side of the Mascauti terrace. From an archaeological point of view, there are two cave
complexes in the region, covering an area of about 200 meters. These two complexes located in the
northern part of the Butuceni promontory (the Pestera Hermitage, the Monastery of the Bosia Fathers)
represent a well-defined monastic complex with rock churches with adjacent chapels for monks.
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Within the archaeological complex of the Orheiul Vechi several monumental stone constructions
can be identified, presenting a particular interest, both from a scientific and a museographic point of
view. Five of them are worth mentioning: the Gothic fortress, the medieval fortress, the fortress, the inn
and the church; in addition, the steep banks of the Raut have formed a multitude of smaller and larger
caves dug into the limestone rocks.

The first cave complex at the northern end of the cave chain, about 500 meters east of St Mary's
Church, is the Bosi Monastery, situated at an altitude of 20-30 m above the water of the Raut River. It is
a very archaic complex, with a carefully designed architecture, consisting of galleries arranged in
several rows, a rock church with an altar and nave, spacious cells, inscriptions from the 16th-17th
centuries, etc.

Figure 2. View of the Bosi Cave Monastery, Orheiul Vechi
Source: https://www.itinari.com/old-orhei-discover-moldova-s-ancient-roots-rho6

The second complex of caves, located about 30-60 meters above the water level of the Raut, is
located west of the Bosi Monastery, below the foot of the Geto-Dacian fortress, near the church of St.
Mary, further west. The complex comprises about 30 caves, some of which are not accessible without
special equipment, spread in several horizontal rows in the limestone rock over a stretch of about 250
meters. Various incised marks have been preserved in the limestone cell walls, which, in some cases,
closely resemble Early Medieval marks seen in similar complexes in different regions on pottery, bricks
or stone.

The third cave complex is the Cave Monastery, located about 60 meters above the river, following
on from the previous cells, about 50 meters further west. The monastery consists of a splendid rock
church with an altar, nave, and porch, an impressive group of monastic cells, a partially collapsed
staircase corridor to the Raut, and a superb, newer tunnel, dating from 1820, which crosses the cliff from
the village of Butuceni, and is crowned above the entrance by a bell tower, placed on the surface of the
cliff later, in 1890, and which is an inalienable symbol of the underground holy place. Next to the bell
tower, just above the rock church at the steep edge of the promontory, stands a massive stone cross
dating from the 18th century, which blends organically into the sacred landscape of this rock monastery.
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The Orheiul Vechi Museum Complex, is currently a state institution subordinated to the Ministry
of Culture and Tourism of the Republic of Moldova. The complex is staffed by a team of sharp
specialists who are responsible for organizing and running the tours. The museum complex has
archaeological and ethnographic collections. The Orheiul Vechi museum complex can certainly be seen
as a true scientific center for informing and educating young people in the spirit of knowledge and
protection of natural and cultural heritage.

Next to the museum complex you can find a hotel with a restaurant. The hotel can accommodate
20 people. It has a conference room with 160 seats and a restaurant with 200 seats. It is worth
mentioning that in the area of the complex there are 5 tourist hostels with a capacity for up to 400
visitors. The museum complex is capable of organizing tours and visits for 180-360 visitors per day,
however, the current demand for organized tours is much lower.

The historical-cultural complex "The Medieval City of Orhei" is one of the most beautiful sites in
the republic, which enjoys great success among foreign visitors. The complex is likely to be included in
the list of World Heritage Sites and in the strategies to support it.

The Orheiul Vechi archaeological complex has been referred to by people of culture since the 18th
century. The great scholar and scientist Dimitrie Cantemir, the poet Constantin Stamati, are among the
illustrious personalities who have drawn attention to the antiquities of Orhei Véchi. However, the first
identification of the ruins near the villages of Trebujéni and Butucéni with the medieval town of Orhei
was made by the historian Vladimir Kurdinovskii, who in 1906 pointed out: ...it was precisely at this
place, where the Raut descends sharply from Trebujeni to Butuceni, that Orhei was settled... Since 1947,
under the leadership of Gheorghe Smirnov, archaeological excavations were initiated within the Orheiul
Vechi complex, which, through the efforts of several researchers, have continued for decades, even to
the current stage.

Museum tours are traditionally offered by travel agencies. Usually, these tours are divided into
urban ones and those linked to places associated with certain outstanding personalities (or in combined
versions). National travel agencies offer 4 museum circuits in the Central RD, which include (apart from
Chisinau and 21 rural localities) 8 museums, house museums and open-air museums, 3 monasteries and
important churches, as well as 18 other tourist attractions.

Between the beginning of 2021 and May, the "Orheiul Vechi" Reserve recorded the highest profit
in its history - 170 thousand lei. The new complex administration believes that the performance was
possible thanks to the visitor charging system, implemented back in 2012, but not properly executed
until now. The money raised is used for development, which includes access routes for people with
disabilities. Tourists are also required to pay for car parking. For this purpose, an eco-friendly car park
has been set up with a capacity of about 40 spaces.

Particularly worth mentioning is the international open-air classical music festival "DescOpera",
organized within the Orheiul Vechi cultural-natural reserve, which has achieved the desired inclusion of
the heritage site in the national and international tourist circuit. This festival, which is unique in the
Republic of Moldova and in the South-East European region, annually attracts about 5000
participants/visitors and involves 500 artists who perform on 3 stages at each edition.

Unfortunately, in 2020, the festival was canceled due to the COVID-19 pandemic.

The craft of artistic stone working has become a significant occupation in some localities. The
artistic achievements of the craftsmen can be seen in the architecture of the houses and their annexes.
Their work is recognised by scholars and appreciated by visitors. Orheiul Vechi's stone folk architecture
decoration is the only exception in the Romanian world, pointed out the architect Eugen Bazgu.
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The landscapes are the monuments of material culture, such as the archaeological sites turned into
open museums (the Turkish baths of Orheiul Vechi); the architectural monuments (Soroca Fortress,
Tighina Fortress); the ethnological sights and ethnographic achievements (the traditional houses with
vernacular stone architecture in the Orhei area, the wooden gates in the villages of Codru).

There are already several examples of tourism products with the inclusion of Moldovan villages in
the national tourism market, such as [3]:

+ accommodation in farm hostels (over 260 locations throughout the country);

» rural excursions (20 national trails, 7 wine trails);

- « visits to specific ethnographic areas (Orheiul Vechi, Besalma, Soroca);

* holidays for children in rural destinations (over 200 summer camps);

* hosting thematic meetings in the country;

* overnight stops on a monastery tour in Moldova;

* themed workshops and introduction to folk crafts (ceramics, pottery, wood carving, stick
weaving);

* participation in the cultural events calendar in rural localities (fairs, festivals, celebrations), etc.

For instance, in Orheiul Vechi guests can find the Butuceni Agro-pension (Eco-Resort), which is
located in the village of the same name in Orhei district, close to the most important archaeological and
historical monument in the Republic of Moldova, with the status of a historical-cultural reserve and
open-air museum - Orheiul Vechi. It is located 47 km from the capital and about 18 km from Orhei.

Leisure activities are the set of means and forms capable of providing tourists or social groups
with a state of well-being and pleasure, providing a feeling of satisfaction and fulfillment, leaving a
pleasant impression and memory. The Butuceni Agropension offers tourists [3]:

- hiking and cycling. The main motivations are: the desire to admire the outstanding landscapes
around the town, photography, the desire for movement, recreation. Bicycles are available for tourists to
explore the surroundings;

- horse-drawn carriage rides, sleigh rides, horse-drawn carriage rides;

- fishing. Although this type of leisure is less popular in the area, if there is a demand, tourists can
go fishing by the river;

- folklore performances by a group of children from Trebujeni village. Tourists can enjoy folk
songs, dances and various cultural customs;

- the beach and the well-equipped swimming pool are provided free of charge;

- table tennis, volleyball or football court.

The "Casa din Lunca" Agropension offers guests an attractive package of services that includes,
besides the typical hospitality of the local people, village specialties, as well as wagon rides, egg dyeing
and blanket weaving lessons, as well as traditional songs, being the leader of the "Margaritarul" ethno-
folkloric ensemble.

Within the cultural-natural reserve "Orheiul Vechi", visitors can also visit the "Casa Saraneasca"
(Ethnographic Museum) in the village of Butuceni, which has been welcoming guests since 1979. The
house has preserved untouched the archaic architectural forms typical of the houses in this area from the
19th and 20th centuries. The enduring and defining element of the household is the stone wall, which
marks the boundary between the 'peasant's universe' and the rest of the world. The interior of the rural
household includes: the house, the basca, the cellar, the lodge, the mill and others. An example of
vernacular stone architecture is shown in Appendix 5.
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The Orheiul Vechi complex represents a system composed of cultural and natural elements:
archaic natural landscape, biodiversity, exceptional archaeological setting, historical-architectural
variety, traditional rural habitat and ethnographic originality.

Tourism is the only branch that diversifies the local economy through the sustainable use and
exploitation of the natural potential and historical, cultural and artistic heritage. The importance of
tourism resources as production factors can only be justified by the originality or uniqueness of their
character, in which case the country in possession sometimes achieves a 'monopoly’ position within a
specific specialty or destination.

The tourism development concern is responsible for the full exploitation of the natural and man-
made tourism resources of the Republic of Moldova, and the tourism activity must be oriented towards
satisfying the requirements and references of domestic and foreign tourists.

An extensive marketing and promotion program includes several activities: acquaintance tours
among foreign tourists, organization of the country's stand at international exhibitions, online promotion
chambers, promotion support for local cultural-tourist events, technical assistance to the private sector
for the development and diversification of the tourism offer.

A new impulse in the increasingly active involvement of the local community in the support
process of the Orheiul Vechi Reserve has been the visit in May 2005 of the Director-General of
UNESCO Kaoichiro Matsuura to Orheiul Vechi and the decision of the Government of the Republic of
Moldova to propose the cultural-natural Reserve "Orheiul Vechi” for inclusion in the World Heritage
List.

In accordance with the decision of the Trebujeni Municipality dated August 2007, the local
community supports the process of restructuring the Orheiul VVechi Reserve and submitting the Orheiul
Vechi Cultural and Natural Reserve for inclusion in the UNESCO World Heritage List.

Furthermore, Moldova is awaiting the response of the UNESCO World Heritage Centre on the
application for the inclusion of the "Orheiul Vechi Archaeological Landscape™ in the UNESCO World
Heritage List.

Finally, following Lonely Planet's 2013 declaration of Moldova as "the second least visited
destination in the world", the year 2017 brought good news in terms of the country's fascinating
evolution, moving up 28 positions in the Adventure Travel and Trade Association (ATTA) rankings,
being declared the second most improved tourist destination in the world, especially in the Hospitality
and Safety category, thus increasing the country's global tourist attractiveness.

Meanwhile, the tourism marketing of the locality is nearly unknown in Moldova, although, where
practiced, it brings results for local merchants, accommodation and catering establishments, local
carriers, craftsmen, guides, museums and artistic groups. Each rural locality with tourism potential can
develop its own marketing strategy for the development of agri-tourism, promoting the distinctiveness
of the place with the ingenuity and creativity of the local people.

Public partners could be tourism management organizations: museums, nature reserves, churches,
cultural centers. After all, the church has a centuries-old tradition of promoting rural tourism as well as
hospitality services, making its emergence as an active partner in the present day unsurprising. Further
collaborations might include various folk craftsmen or ethno-folklore groups. For example, various
works by local painters, sculptors and other folk craftsmen can be exhibited in the guesthouse's lounge,
which tourists can purchase.

Non-governmental organizations (NGOSs), such as the "SalvaEco" Youth Organisation, which
periodically organizes ecological expeditions to enhance the cultural and natural heritage through
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tourism, are also taking useful actions to promote nature tourism, together with the public administration
authorities of the republic. Over the years "SalvaEco" has organized several expeditions in this sense,
notably at Orheiul Vechi in May 1999. The aim of the expedition was to evaluate the historical
monuments of national cultural heritage value in Trebujeni. In 2000, the Organisation carried out an
expedition along the Tsipova - Saharna route in the Rezina district to assess the condition of natural,
architectural and historical monuments, along with other expeditions. Together with other NGOs,
"SalvaEco" has also been involved in cleaning up the banks and lakes of the Chisinau municipality.

In April 2015, 20 national tourist trails were approved. The technical data sheets of these trails are
published on the official website of the Tourism Agency and can be used free of charge by all
individuals and legal entities (Figure 3).
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Figure 3. National tourist route no. 1 "Orheiul Vechi - place of interference of multi-secular cultures™;
National tourist route no. 6 "Monasteries of mystery and spirituality™
Source: http://www.turism.gov.md/index.php?pag=trasee&opa=view&id=33&I=, accessed on
17.08.2022

Tourism development in rural areas between 1995-2015 has also been addressed in other
documents of public interest, also repealed in 2012: the National Programme for the implementation of
the "Rural-Tour" project (Government Decision No 347 of 15.04.1997) and the National Programme
"Moldovan Village 2005-2015" (Government Decision No 242 of 01.03.2005). Another programme that
is viable only on paper (considered obsolete in the new "Tourism 2020" Strategy) is the National
Tourism Programme "The Wine Road in Moldova™ (Government Decision No 554 of 24.05.2004), one
of whose tasks included the encouragement of the local (especially rural) population to provide
additional tourist services, such as accommodation, catering, souvenir production, folklore
performances, demonstration of rural life and homesteading.

The Convention concerning the Protection of the World Cultural and Natural Heritage, adopted by
the General Conference of the United Nations Educational, Scientific and Cultural Organisation on 16
November 1972, has been ratified by the Republic of Moldova by Law No 1113-XV of 06.06.2002. The
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Convention promotes cooperation among nations in the protection of their common heritage. It aims to
maintain joint protection of natural and cultural landscapes. This has been reflected in practice in the
Republic of Moldova by the establishment of Orheiul Vechi as a cultural and natural landscape. The
reactions to the necessity for ratification by the Republic of Moldova of international conventions and
treaties were in line with the direction of foreign policy, namely European integration. Consequently,
the direction of European integration on the cultural dimension became even more important.

We can evoke the success of the " Orheiul Vechi Cultural Landscape™ dossier in the World
Heritage waiting list. This has led to positive reactions in the academic and administrative environment
of the Republic of Moldova. It is more and more often observed that legislative acts concerning cultural
and natural heritage assets are being updated. An increasing number of topical issues are being
addressed in the academic environment as a result of the requirements promoted by cultural policies at
European level, which have direct tangents at local level. Thus, research is increasingly being carried
out on subjects that update the place and importance of the concept of cultural identity in an ever more
diverse world and the need to cultivate respect for memory and cultural heritage among the younger
generation.

The development strategy of the Cultural-Natural Reserve " Orheiul Vechi* for 2009-2020,
approved in 2009 by the Ministry of Culture and Tourism of the Republic of Moldova and the Orheiul
Vechi Museum Complex, provided for the establishment of Orheiul Vechi as a Cultural Landscape -
expression of national and universal values represented by the historical-cultural and natural heritage.
The mission of the strategy is to preserve and enhance the historical-cultural and natural heritage of the
Orheiul Vechi area for cultural-scientific, educational and tourist purposes, for the benefit of humanity
in general and the local community in particular.

In the following years, researchers and cultural officials prepared a new dossier entitled
"Archaeological Landscape of Orheiul Vechi", which was finalized and submitted to the World Heritage
Centre - UNESCO for examination in January 2015.

Regrettably, after studying the implementation of the recommendations regarding the cultural-
natural complex "Orheiul Vechi”, the Commission of the World Heritage Centre - UNESCO, in June
2017, temporarily refused the inclusion of the historical-cultural objective in the list of monuments
protected by it , due to non-compliance of the national public authorities with the requirements set by
the Organization. Among the irregularities found were unauthorized constructions that appeared in the
area of the cultural-national reserve, the improvisation by priests of a parking lot on an ancient
sanctuary, the start of several constructions without authorization, etc.

In fact, during the discussions with UNESCO experts, it was concluded that the application for
inscription on the UNESCO World Heritage List should be withdrawn, without questioning its
inscription for examination. Meanwhile, the dossier will be further improved until all shortcomings have
been eliminated.

In March 2018, during the meeting of the Minister of Education, Culture and Research of the
Republic of Moldova, Monica Babuc, with Mechtild Rossler, Deputy Director-General for Culture of
UNESCO, which took place in Paris, the Moldovan official reiterated the firm commitment of the
Government of the Republic of Moldova to promote the Orheiul Vechi Archaeological Landscape in the
UNESCO World Heritage List, assuring that the Ministry of Education, Culture and Research is making
every effort to strengthen its protection capacity.

In the context of the 2030 Agenda, the promotion of sustainable and responsible tourism, in terms
of local, natural, social and cultural resources and the well-being of local communities, especially those
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in less developed areas, will be crucial, on the basis of permanent cooperation and exchange of
information.

As an example, we can suggest an idea for a public-private project, which could focus on the
development of the "Moldovan village - tourist village". This involves the construction of tourist
villages (initially 1-2 in number) adequately equipped, capable of arousing the interest of economic
agents to invest in rural tourism. There are a variety of tourist villages which, if approved, could awaken
the interest of tourists: climatic and landscape tourist villages, handicraft tourist villages, ethnographic-
folkloric villages, etc. We believe that the villages of Butuceni and Trebujeni could be approved as
landscape tourist villages through public-private investment.

Therefore, in the future, the strengths of the stakeholders, also considered pillars of the
development of cultural-tourist relations, as example [4]:

1. Central public administration: providing the destination's infrastructure, visitor safety and
security, favorable policies and plans to promote socio-economic development, revenue collection and
management, destination marketing.

2. Private sector: marketing of the heritage site and destination, supply of goods and services to
support tourism in the heritage destination, advice, guidance and support in product development and
capacity building.

3. Local residents: influencing decisions on the management and use of the heritage site, on-site
employment/human resources, operating tourism or cultural enterprises, contributing to cultural heritage
research, planning and development, cultural ambassadors and volunteers.

4. Development agencies: technical assistance for physical development, funding for
restoration/research, cultural heritage capacity building.

5. For the process to be more effective, it is necessary to involve stakeholders at an early stage
(e.g. in cultural mapping and identification of tourism development options); as well as to promote joint
stakeholder input by organizing various public meetings, which will create a sense of ownership.

By contributing through qualitative public services, the objectives that make up the country's
cultural heritage could become much better known and attractive both nationally to the local population
and internationally.

Officials and state institutions in the Republic of Moldova should be better aware of the role that
cultural policies can play when responding to the distinct needs of different community groups in
society.

The key public document that reveals the priority areas and directions of development of the
tourism sector until 2020 is the Tourism Development Strategy "Tourism 2020". The overall objective
of the Strategy is to stimulate tourism activity in the Republic of Moldova through the development of
domestic and inbound tourism.

The definition of cultural tourism relevant to the state policy of the Republic of Moldova will
include three fundamental axes: values, vestiges and lifestyle (cultural events) of the people as
challenges to knowledge, experimentation and multilateral development. As a newer element in the
generally accepted definition, creativity is difficult to address, given the multitude of socio-economic
factors that hinder actions to promote tourism development. Pillars for the development of cultural
tourism relations have been identified, considering the people/stakeholders in the field, and as each of
these groups has its own well-established objectives, it is considered appropriate to create clusters to
optimize their activity. An effective tool for their synergistic activity could be the Cultural Heritage-
Tourism Management Plans, which are particularly necessary to identify all the cultural relics of the
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Republic of Moldova, which unfortunately have not been included in the national tourist routes for
various reasons.

Conclusions

Modern day tourists are much more demanding, they want service of a certain standard and
quality leisure time. Many tourists are no longer satisfied with merely visiting tourist attractions, but
want to take part in activities that are representative of the places they visit, as well as taking part in
events that are characteristic of these places.

Unfortunately, many tourist offers are centered on cultural attractions in large urban centers,
which has gradually led to the deterioration of the cultural infrastructure in small towns and
marginalized rural areas. Admittedly, this is due to a rather poor infrastructure, sometimes compounded
by poor management of public funds and disinterest on the part of local authorities. Cultural tourism, by
promoting the ethnographic and folklore elements which make up part of the 'Orheiul Vechi' Cultural
and Natural Reserve, can represent an important step in the economic development of the localities in
the reserve area. This may also be supported by European funds allocated for the restoration of
monuments, the development of hotel infrastructure or the support of local entrepreneurship. Given the
large number of cultural tourist attractions that can be found within the reserve, tourist packages can be
designed to be as diverse as possible, while simultaneously attracting as many visitors as possible.

Tourism evolves under the influence of many factors that contribute to the development of tourism
in varying proportions, depending on the contents, but also on the tourist's preferences, the time and
place of consumption of the tourist act. The research results show that tourism in the area of Orheiul
Veéchi Cultural-Natural Reserve is undergoing a broad process of continuous development, attracting a
large number of tourists, both domestic and foreign. On the other hand, the results show that the tourist
potential of the given destination, which is so vast, is not sufficiently exploited, and the development of
tourism in the area is hampered due to several reasons.
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Abstract

Tourism is an economic and social phenomenon of modern civilisation, strongly rooted in the life of society and, as
such, in an inter-conditional relationship with it. Therefore, the trends recorded in the development of the world economy,
positive, as expressed by the increase in production and, on this basis, general prosperity, the intensification of international
trade, the expansion of cooperation between countries, and industrialisation. Negative factors, such as crises or periods of
economic recession, the spread of poverty and unemployment, inflation and environmental degradation, have had a
quantitative and structural impact on tourism, stimulating travel and diversifying its spatial orientation.
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The rise of tourism, seen as a corollary of modern times, cannot be stopped. Today's society,
indisputably dominated by stress, undeniably calls for tourism as a recreational and rejuvenating
activity.

To start the description by focusing on routes intended for tourism development, it is important
to return to general patterns of geographical location. In the sixties and seventies of the last century,
Haggett (1965) completed a series of textbooks on 'patterns in geography'. His aim was to construct a
science of geography as opposed to the more descriptive stages of the discipline.

The illustration of the analysis stages of a regional system shown in Figure 1 could also be used
to demonstrate the development of tourist routes and regions in tourism. An important point to note is
that even before tourism was seen as a field of study, geographers such as Haggett examined transport
and movement, with some of them choosing tourism as a subject of study.

The cartographic message conveyed by a tourist map should be clear and concise, so that tourists
can easily understand it. As a conventional representation, the use of signs to convey information is
impetuously necessary for a correct understanding of the cartographic material. The cartographic
message is encoded in a series of conventional signs that make up the cartographic language. This
language, used in the production of the tourist map, must meet certain specific requirements. Firstly, it
must be universal, meaning that every map user can interpret and understand the elements represented.
Secondly, clarity and coherence are essential features of the map in order to avoid ambiguities and
overload which can make the cartographic message difficult to understand.

Tourism forms represent a tourism phenomenon whereby the tourist motivation and the
specificity of the trip are defined according to the intended purpose. Tourism forms are divided into
motivational and typical forms. The motivational form determines the motivation of the trip; the typical
form determines the purpose of the trip. Thus, the development of the tourism industry is possible only
through both motivational and typical forms of tourism.
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Figure 1. Stages in the analysis of tourist routes

The forms of tourism are very dynamic over time - they greatly vary. The forms of tourism
presented in a given period are generated by the needs of its objectives, the level of cultural and social
facilities and the existing means of transport.

In general, six forms of tourism can be distinguished:

- Leisure tourism;

- Relaxation and health care tourism;

- Sightseeing;

- Transit tourism;

- Tourism of reduced remoteness;

- Professional tourism.
While the first five types of tourism are practiced during holidays, professional tourism is

closely linked to productive activity. Some authors, such as Hunziker and Krampf, exclude professional
tourism from the forms of tourism since it is linked to a lucrative activity and is far from the meaning of
a classic leisure or health care activity. The inclusion of professional tourism in the general framework
of tourism results in 'tourism in general’ which cannot be excluded from any analysis carried out.

Definitions of international tourism are based on the principle of the tourist's place of residence.
Thus, the specialized literature highlights the following forms of tourism:

- Domestic tourism - occurs when a person visits other places in their own country;

- Inbound (receptor) tourism - when non-residents visit the country;

- Outbound (sender) tourism - when residents of one country visit destinations in other countries.
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Motivational forms of tourism include: academic tourism; business tourism; adventure tourism;
spa tourism; cultural tourism; ecological tourism; gastronomic tourism; medical or health tourism;
nostalgic tourism; religious tourism; rural tourism; sports tourism; urban tourism; wine tourism.

In order to provide some clarity on the motivational forms of tourism, it is necessary to provide a
broader description of them, to highlight their importance in shaping the national tourism offer.

These forms of tourism give an idea of the complexity of the activity, the ability of the tourist
service to be tailored to the specific requirements of each tourist or group of tourists, and the variety of
problems to be solved by tourism organizers.

In the upcoming period, tourism could become a currency flow generator, a job generator, a
generator of economic recovery. Increased attention to this industry is important. The strategic
programme for the sustainable development of tourism must be integrated into the strategic programmes
of other state institutions that are directly linked to this sector. Only combined synergistic actions could
give the desired result.

In conclusion, the evolution of tourism forms has become a movement by the tourism industry to
diversify core products and capture new products, with the tourism market becoming emergent and the
intent to build a more diverse consumer base.

Known definitions of tourism are divided into two categories: the ‘conceptual’ definition of
tourism, which refers to the core meaning of tourism, and the ‘technical’ definition of tourism, which
focuses on assessing and measuring the value of tourism, which is highly variable in different countries.
Defining ‘culture’ has always been a challenge for researchers. Clarke (1990) and Richards (1996)
conceptualize culture as a 'process’ and culture as a ‘product’. The term ‘culture’ comes from the Latin
word ‘colere’, which translates as 'to cultivate'/'to honor', generally referring to a human activity.

UNESCO defines culture as "the set of distinctive spiritual, material, intellectual and emotional
characteristics of society or a social group, which includes, in addition to art and literature, lifestyles,
ways of cohabitation, value systems, traditions and beliefs". DEX defines the term “culture” as "the
totality of material and spiritual values created by mankind and the institutions necessary for the
communication of these values. As the totality of the vestiges of material and spiritual life through
which the image of a past human community is reconstructed; a set of activities and patterns of behavior
specific to a given social group, transmissible through education™.

Essentially, if we are to conclude, the term “culture” includes the aspect of human "values",
"vestiges" and "behaviours”. In summary, the broader meaning of these notions (Figure 2) invokes a
complex, diverse approach that will involve several areas of intervention in its applicability to tourism.

Another term suggested by UNESCO in the given context refers to "cultural diversity", which is
considered a "source of exchange, innovation and creativity" and "is as necessary for humanity as
biodiversity is for nature". This desire was also the basis for the establishment of the UNESCO
Universal Declaration on Cultural Diversity, which states in particular that "cultural diversity is the
common heritage of humanity and should be recognised and affirmed for the benefit of present and
future generations”. The "common heritage of humanity” includes cultural (tangible and intangible
heritage) and natural (cultural landscapes, physical, biological or geological formations) categories. The
concept of culture is reflected in both the motivations for travel and the forms of tourism on offer.
Arguably, the relationship between culture and tourism is a two-way relationship: cultural goods and
products are promoted mainly through tourism and the tourist offer includes, in most cases, cultural
attractions.

72



INTERNATIONAL SCIENTIFIC-PRACTICAL SYMPOSIUM

Development of sustainable tourism: actualities and opportunities
September 27th, 2022

However, we approach this link between tourism and culture, in a broader or narrower sense, it is
important that it exists and develops in a generally beneficial way for both fields, and the most eloquent
form of manifestation of the interaction between the two is represented by "cultural tourism".

Academic tourism

Business tourism

Adventure tourism

Balneary tourism

Motivational forms of , Cultural tourism
tourism
Ecological tourism

Gastronomic tourism

Health tourism
Nostalgic tourism
Religious tourism

Rural tourism

Sports tourism

Urban tourism

Wine tourism

Figure 2. Synthesis of the defining elements of "culture”
Source: developed by the author
The World Tourism Organisation defines the term 'cultural tourism' as ‘excursions whose main
or secondary purpose is to visit sites and events whose cultural and historical value has made them part
of a community's cultural heritage’. Respectively, the terms 'culture’ and ‘cultural diversity' are
highlighted as the basis of the concept of 'cultural tourism'. The OECD emphasizes the role that cultural
tourism can play in regional development in different regions of the world, stating that it would "include
tourism in urban areas, especially large or historic cities and their cultural facilities, museums and
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theaters, as well as tourism in rural areas that showcase the traditions of indigenous cultural
communities (i.e. festivals, rituals) and their values and lifestyles".

Sustainability challenges need to be addressed in the management plans for cultural heritage
sites. Cultural heritage is a constitutive part of our culture and history, the treasure that was gained or
built, often with great sacrifice, by our ancestors and that today we are bound to protect and pass on
intact to future generations. Preserving our cultural heritage is a profound sign of respect for our
predecessors. The loss of cultural assets is irreversible. Any loss of cultural heritage unavoidably affects
all areas of life of present and future generations, contributes to the impoverishment and spiritual ruin of
the population. Such losses create ruptures in the historical memory and lead to the pauperisation of
society as a whole. Neither the development of a modern culture nor the creation of new works of art
can compensate for these losses. The accumulation and preservation of cultural values is the basis for
the development of civilization.

In recent decades, cultural heritage has taken on a broader meaning, including intangible
heritage, natural, urban and rural landscapes, digital and film heritage. The Council of Europe
Framework Convention on the Value of Cultural Heritage for Society (Faro, 2005) provides the most
comprehensive definition of cultural heritage. It takes into account tangible, intangible and digital
dimensions in a holistic manner: Cultural heritage consists of a set of resources inherited from the past,
which people regard, regardless of ownership, as a reflection and expression of their evolving values,
beliefs, knowledge and traditions. It encompasses all aspects of the environment resulting from the
interaction between people and places over time (Faro 2005). The Convention emphasises that any sign
or symbol created or given meaning through human activity, that is intentionally protected, conserved
and restored, rather than left to decay naturally, forgotten or destroyed, can be considered cultural
heritage. This emphasizes the values (cultural, historical, aesthetic, archaeological, scientific,
ethnological, anthropological, etc.), beliefs, knowledge and traditions considered relevant by a
community or reference group, which has the right to benefit from this resource and is responsible for
passing it on to future generations. As the Convention points out, these values are constantly evolving.

Cultural heritage takes many forms:

- Buildings, monuments, artifacts, archives, clothing, works of art, books, cars, historic towns,

archaeological sites, etc. - (material goods);

- Cultural practices, performances, knowledge, skills, objects and expressions that people value
(e.g. festivals). Dialects and spoken traditions, performing arts, traditional crafts, etc. can also be found
here - (intangible goods);

- Natural heritage - geographical areas where natural resources highlight people's practices and
traditions;

- Resources created in digital form (e.g. digital art or animated films) or which have been
digitized for preservation (texts, images, videos and recordings) - (digital heritage).

Tourism developed around cultural heritage has the potential to attract an increasing number of
tourists in the future, as the profile of tourists has changed in recent years. Firstly, there is a change in
tourist behavior, with a shift from the desire to escape to the desire for enrichment. In other words, there
is a decline in what we traditionally understand as passive holidays, "tourism to the seaside or the
mountains”, in favor of a more segmented and demanding tourism, in which aspects of culture, heritage,
the environment or the discovery of new places are increasingly valued. Tourists are better informed as
they have searched the internet for all the necessary information about the place they are about to visit
and are aware of the good and bad experiences of other tourists. Tourists are no longer traveling in
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organized groups to a large extent, instead they are more oriented towards discovering new places and
cultures on their own, and they plan their own programme according to their personal preferences and
interests. Understanding these changing trends in tourist preferences is important in our case, as our
country has a rich and diverse potential of attractions that can be exploited to have a growing flow of
tourists throughout the year.

Promoting cultural heritage is achieved by exploiting it. To have something to offer our
descendants in the future, we, today's society, must take the necessary steps to protect, preserve and
enhance the country's cultural heritage. The responsibility for maintaining the objects of the national
cultural heritage belongs to everyone, whether public authorities, policy-makers, budget-setters or
directly to the people (individuals, companies or local authorities) who own them. The most effective
way of exploiting monuments of cultural heritage with architectural and historical significance is to
expose them to tourist promotion.

Culture and tourism are often closely intertwined. The link between these two areas is built on
certain operating principles, one of the conditions for their interaction is to make destinations more
attractive and competitive. Tangible and spiritual cultural heritage plays an important role in shaping an
authentic, special national tourism product. Tourism contributes greatly to the preservation of national
cultural heritage and the development of local culture. It engages the country's population in cultural
practices that reveal the creative potential of the individual, fostering love of country and civic
responsibility. In this way, the strong link between culture and tourism helps destinations become more
attractive for travelers, for work and for sustainable investment in the development of these areas.

The principles underlying the interaction between culture and tourism are analyzed in numerous
scientific works and documents of several international organizations, such as the United Nations
Educational, Scientific and Cultural Organisation (UNESCO), the World Tourism Organisation (WTO),
the Organisation for Economic Co-operation and Development (OECD), the European Travel
Commission (ETC), etc. The basic principles of culture-tourism interaction include:

- Interaction between culture and tourism through the development of a fully-fledged local
economy;

- Development of local social activity, involvement of the population in tourism processes;

- Institutional capacity, the presence of organizational structures that ensure adequate conditions
for the interaction between culture and tourism;

- Continuity of cultural activities;

- Coordination of activities in the field of culture and tourism in order to achieve the so-called
"crowding effects™ of tourists visiting a cultural heritage site.

Therefore, in the context of the international principles of interlinking culture and tourism, we
establish that the main focus is on the work of local public administration. In particular, the local context
is of crucial importance for the effective interaction of culture and tourism.

Tourism contributes to the sustainable development of society through its integration into the
natural, cultural and human environment. In this regard, the public authorities, in the process of
conceptualizing the country's tourism development strategies, determine the ways of enhancing the
tangible and intangible cultural heritage. Protecting and promoting cultural heritage can become an asset
in the development of tourism. The sustainable development of society through tourism requires a
strengthened link and permanent cooperation between public and private partners. It requires the
collaboration of all authorities involved at local, national and international level.
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21st-century tourism specialists believe that the primary direction of tourism is cultural, as it is
8the only one capable of providing travelers with new, interesting and unknown values and discoveries.
It is necessary to emphasize that cultural tourism develops various forms of human communication,
establishing and strengthening mutual understanding between people and respect for the diversity of
cultures and customs. Culture is a fundamental basis for the development process, to preserve and
strengthen the independence and identity of nations.

Cultural-cognitive tourism is a completely new sphere of cultural rest and spiritual education,
expanding cultural tourism nowadays to contribute to the development of all transport modes,
interregional and international cultural exchanges, the establishment and improvement of the tourism
industry in our country and the world.

Historical and cultural heritage is gradually perceived as a specific resource of the territory,
which enhances its tourist attractiveness and economic competitiveness. International tourism actively
uses and promotes historical and cultural heritage, involving territories with a rich cultural and cognitive
potential in the country's tourist circuit. By cultural heritage is meant a part of the material and spiritual
culture created by past generations, which has stood the test of time and been passed on to new
generations as something valuable and venerated.

The tourism industry is recognised as a priority in socio-economic development in many
countries and is supported through various incentives (taxes, simplified customs regime, favorable
conditions for investment, increased budget allocations for infrastructure development, advertising on
foreign markets, training, research). In addition, cultural tourism, the most promising type of tourism, is
receiving increasing attention from governments of many countries.

By analyzing the policies and activities carried out in the development of cultural tourism by
several countries, we can identify some fundamental approaches common to all countries with cultural
tourism resources and a developed tourism industry:

- Recognition of the importance and the exceptionally broad impact of cultural tourism on the
country's economy in general and on the economic development of individual regions in particular;

- Prioritizing the development of social tourism in order to provide travel opportunities for low-
income people of all ages to learn about the history and culture of their country;

- Stimulating the off-season aspect of the country's cultural tourism development to balance
tourist arrivals and thereby reduce pressure on infrastructure - airports, airlines, land transport,
accommodation;

- Increased safety requirements for tourists in relation to the rise in extremist "attacks™ of various
kinds;

- the use and exploitation of new technologies to improve the competitiveness of their tourism
product and to increase the availability and efficiency of the use of historical and cultural tourism
resources;

- the close interdependence between tourism development activities and measures to protect
ecological, cultural and historical heritage;

- The close interconnection of cultural tourism development programmes with employment
expansion and staff training programmes necessary for adequate labor market planning in each region;

- Conducting regular and large-scale research on the analysis and forecasting of trends in tourism
market development, marketing and management of tourism services.
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Figure 3. The most popular forms of tourism
Source: Gribincea A. Tourism as a component of international trade services. International
Conf. Actual problems of tourism development. / floor ed. U. T. Nasretdinova. Moscow: OOO
«M3nmatensckuii oM Llentpocorosa, 2016, p. 90-95

The cultural-historical heritage objects are divided into architectural objects, historical
architecture, monumental art, architecture and town planning, landscape and landscape design.
Depending upon their significance for the community, objects are classified as objects of world
importance (included in the UNESCO list), national importance, local importance, municipal
importance. Each country (region, locality) is interested in having its values recognised. Attention leads
to increased inbound tourism, attracting investment, strengthening the budget, enhancing the image.

As tourist attractions are well known and their image is widespread, this gives the country
publicity and a reputation and is its visiting card (Figure 3). Such a role is fulfilled by the Blue Mosque,
Suleiman, Shehzade, Ayasofya (Istanbul, Turkey), OUB Center in Singapore, Petronas Towers in
Malaysia, First Canadian Place in Canada, Northeast Asia Trade Tower in South Korea, Baiyoke 1l
Tower in Thailand, Shanghai World Financial Center and the Great Wall of China, Taj Mahal in India,
Big Ben in the UK, the Pyramids in Egypt, the Statue of Liberty in New York (USA), the ruins of the
Colosseum in Italy, the Sydney Opera House in Australia, the Eiffel Tower and Notre-Dame de Paris in
France and the Burj Al Arab in Dubai, the Baha'i Temple and Hanging Gardens in Haifa, St Basil's
Cathedral and the Kremlin, etc.

Cultural-historical heritage is a national treasure, affecting many aspects of the nation's life,
economy, tourism, pride and happiness. Hotel services, souvenir production and services (transport,
entertainment, guiding, etc.) thrive in such places.

The European Union sees tourism as one of the most important branches of the EU economy.
Given that border regions account for around 20% of Europe's territory, the EU is particularly interested
in cross-border tourism projects that have a major impact on the development of local economies.
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Particular emphasis is placed on improving tourism infrastructure, which makes an important
contribution to creating new jobs in isolated or industrially declining rural communities and attracting
new investment.

In order to exploit this potential, European territorial cooperation programmes support the
implementation of numerous cross-border tourism programmes, which have the following objectives:
improving the quality of tourism services at regional and local level, developing more sustainable
tourism patterns and establishing stronger cross-border links between economic and cultural players.
Between 2007-2013, the European Union has provided more than €6 billion of its own funds for tourism
development. Of this amount, €3.8 billion has been allocated to improve tourism services and €2.5
billion to protect, develop and promote natural heritage.

In 2006, the European Commission launched the EDEN (European Destinations of Excellence)
initiative, which aims to promote sustainable tourism development models across the EU. The initiative
is based on national competitions and promotional campaigns resulting in the nomination and promotion
of a destination of excellence for each participating country. EDEN thus succeeds in drawing attention
to the common values, diversity and characteristics of European tourist destinations, while
simultaneously creating a platform for the exchange of the best practices across Europe. In general, the
destinations chosen in this competition are lesser-known destinations that contribute to the social,
cultural and environmental sustainability of tourism. Destinations are chosen among Member States, but
also among those with EU candidate status.

In recent years, European countries have put emphasis on the production of cultural objects for

visitors, developed legal and financial means to protect the natural and built environment, and
encouraged the involvement of local residents in positive tourism projects. There has been a shift from
passive production to a proactive concept of cultural heritage promotion. Cultural practices may also
differ according to specific behavioral and mental characteristics of some nations. For example, the
research conducted in France, the world's leading destination for cultural tourism, shows a certain
superficiality on the part of the Spanish, a preference among Germans for Roman art or the Middle
Ages, the desire of North Americans to rediscover their cultural roots, the attraction of the Dutch for
rural areas, the interest of the British in discovering monuments and places that evoke Franco-English
relations, while the Italians prefer sanctuaries and places of worship.
In recent years, forms of cultural tourism have diversified greatly, in the form of language tours and
gastronomic tourism. The enrichment of the cultural tourism offer is under the pressure of two factors:
public demand, which is increasingly inquisitive and demanding, and the attitude of local communities
who want to benefit from the cultural activities they fund.

Implementing new tourism objectives requires not only socio-political and economic
restructuring, but also the use of the latest information technologies in tourism. One of the most
promising areas in the development of tourism is the creation of cultural, scientific, educational activity
centers based on archaeological, ethnographic, historical, architectural monuments, natural landscapes,
and ideally - complex open-air museums. Extensive experience in creating such objects has been gained
in foreign countries, e.g. Flevo in the Netherlands, Leir in Denmark, Butser Hill in England, Duppel in
Germany. Over the last few years, museum complexes have been established in Russia, such as Etnomir
in Kaluga, Kostenki in Voronezh, Arkaim in the Chelyabinsk region, etc. Such centers represent a new
model of cultural institutions with virtually unlimited resources and capacities. A fundamentally new
field of recreation and entertainment can be developed on their basis.
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Particularly interesting in this regard are museum-owned monuments located in national nature
parks, reserves and reservations. The activities of these centers, however, are not limited to human
history and culture. Communicating with nature, studying it, as well as solving problems related to the
relationship between nature and man, educating respect for the environment can also and should be
included in the scope of such a center. In general, it can be said that one of the aims of such institutions
should be the greening of human life in the broadest sense of the word.

Bonetti E et al. consider that cultural tourism has "the aim of acquiring new knowledge and
experiences that satisfy the intellectual and individual growth needs of the traveler". Indeed,
globalization has the effect of increasing the level of education which, in turn, contributes to
intensifying the need for 'self-fulfillment’ in the hierarchy of human needs synthesized in A. Maslow's
pyramid. A proper understanding of these changes leads to creative managerial implications or their
effect is already felt in the statistics provided by top tourist destinations. Approximately 3% of
household consumption expenditure in the EU in 2015 was devoted to culture-related goods and
services. In 2017, EU residents spent on average 73.3% of their tourist trips within their country of
residence. In all but five Member States, domestic trips exceeded trips outside the country of residence.
Around 88% of trips were for personal purposes and more than 49% of trips were classified as "holiday,
rest and recreation”, which also includes "participation in sporting or cultural events”, according to the
International Recommendations for Tourism Statistics, in 2008.

According to the "German Tourism Quality Monitor”, the main reason for cultural tourism is
visiting museums and exhibitions (74%). The second most important reason appears to be urban cultural
tourism, followed by participation in events related to customs and traditions (35%). The latter strongly
emphasizes the attractiveness of rural areas for cultural tourism. Cultural-cognitive tourist trips (CCTSs)
seem to be the most successful type of modern travel. They are rapidly gaining ground and cover more
and more areas of both social and economic life. This type of travel accounts for about 37% of all travel
and is growing at a rate of 15% every year. This demonstrates the importance of the ECCT market.
Their importance is complex and versatile. It is expected that cultural values will bring maximum
benefit through the development of ECCT and their conversion into cultural attractions. According to
the World Tourism Organisation (UNWTQ), ECCTs account for between 18 and 25% of outbound
tourist flows and are expected to grow. The UNWTOQ's predictions are self-explanatory, and according
to them, by 2020, ECCTs will have a dominant position in the world.

In its "Tourism 2020 report, the World Tourism Organisation forecasts an increase in
international tourism from 565 million international visitors in 1995, to 1 006 million in 2010 and over 1
561 million in 2020. As for Europe, an increase from 338 million visitors in 1995, to 557 million in
2010 and 717 million in 2020 is projected. This represents an annual increase of 3%. Cultural tourism is
a socio-economic phenomenon and is complex in nature, consisting of a comprehensive set of tourism
industry and cultural attractions.

Therefore, there are several important trends in the development of cultural tourism:

- Cultural heritage expands its content to include other values in addition to cultural monuments:
traditional agricultural practices, social events and traditions, local cuisine and craft activities and other
non-material values, shaping a cultural environment.

- Cultural heritage extends its boundaries to include higher values and layers: historic cities,
cultural landscapes, cultural routes of national, continental and even transcontinental scope.
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- Cultural heritage does not only manifest itself as a spiritual value that must be protected, but
also as a unique resource that can and must be used for sustainable development in accordance with the
rules of the economic game and market laws. Cultural tourism can be an essential tool in this regard.

When considering the development of cultural tourism products, we should also be aware of the
potential players shaping the cultural tourism product.

The theme of tourism is clearly taking on a new dimension and may become one of the most
important domains of human development in the third millennium. A growing number of people are
crossing spatial barriers in the hope of joining a different culture, gaining new knowledge and
impressions. As a result, tourism is becoming a sustainable element of the individual's recreational
activity and contributes to cultural heritage preservation and the exchange of cultural information, yet its
development raises many questions and problems, some of which are pointed out in this paper.

Conclusions:

Tourism, as a constantly evolving human activity, has been shaped and developed in close
interaction with the natural environment, which has always exerted a direct influence on the
development of society as a whole. Given the shaping of the environment by both natural and man-made
factors, the tourism potential of an area is a spatial and functional manifestation of the quality of the
habitat to support specific tourism activities.

Culture tourism is one of the most dynamic economic activities today. Tourism organizations,
governments, professional associations and even tourists themselves have already grasped this. Under
these circumstances, competition from cultural tourist destinations is increasing, but in this specific
activity, it is often the human factor that makes the difference in the quality of cultural tourism offers.

Cultural tourism is one of the most effective means of intercultural exchange, offering a personal
experience both of past values and the contemporary lifestyle of other societies.

Most of those involved in the issue of capitalizing on cultural heritage have adopted this
approach, realizing that the rush for immediate material gains will only destroy the capital invested.
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Abstract

CONCEPTUAL DELIMITATIONS ON THE ORGANIZATION OF TOURISM ACTIVITIES IN THE
REPUBLIC OF MOLDOVA

Tourism organizations become even more representative and capable of continuous development across many
countries. This situation lies in the fact that change itself is one of the laws of life, and the impct of the change process,
within the context of its effective management, is one of the key factors ensuring the survival of organizations. Managers all
over the world, including those in the Republic of Moldova, are faced with the challenge of adapting their economic units in
an attempt to ensure a certain level of competitiveness of their enterprises and to gradually integrate them into the
evolutionary process of a global scale.

Key words: managerial skills, responsibilities, duties, professional training, personal development, tourist heritage,
tourist trip.

JEL: 738, DOO.

Introducere

Organizarea actiunilor turistice la etapa actuald, consideram necesara prezentarea teoretica a doi
termeni indispensabili tezei noastre, si anume ’’strategie’’. Formulind initial conceptul de strategie,
mentionam ca Dictionarul explicativ al limbii romane face referiri la termenul de strategie doar la
domeniul militar, iar pentru adjectivul ,,strategic” retinem ca util pentru contextul managerial, sensul de
,potrivit, oportun (intr-o imprejurare datd).” Limba romana a preluat toate elementele acestei familii de
cuvinte din limba franceza.

Arthur A. Thompson Jr. si A. J. Strickland in lucrarea percep strategia ca ,,ansamblul actiunilor
tuturor domeniilor importante cu caracter antreprenorial, competitiv si functional care trebuie realizate
in urmarirea obiectivelor organizationale §i pozitionarea organizatiei pentru obtinerea unui succes
sustinut”.

Leslie W. Rue si Phyllis G. Holland. citati in lucrarea lui Cotelnic A., definesc strategia ca pe un
concept care prevede modul de armonizare in cadrul activitatii Intreprinderii intre mediul inconjurator si
resursele disponibile care sa asigure realizarea cea mai buna a obiectivelor, subliniind pasii fundamentali
care trebuie prevazuti prin plan si asumati de conducere pentru a fi realizati, in scopul punerii in aplicare
a unui obiectiv sau a unui set de obiective si modul cum va concura pe diferitele piete.

Cit despre notiunea de regiune, vom mentiona ca din punct de vedere analitic, regiunea este
analizata drept una dintre cele mai bune forme de organizare a teritoriului, iar regiunile functionale sint
considerate de o importanta substantiala pentru procesul si obiectivele planificarii dezvoltarii, in context
regionale..

Autorul Tunon J., in lucrarea European Regional activation towards Brussels: From the heart to
the Ultraperiphery of Europe. Walloon and Canary strategies, delimiteaza regiunea de caracteristicile

Bahnareanu Constantin edificd aparte termenul de regiune ca acela de implicare a notiunii de
spatiu (fie ca este vorba despre un spatiu mai mult sau mai putin suplu), apoi pe cea de grup uman, de
colectivitate umana cu caracteristici specific si, mai ales, cu o anumita unitate sau identitate.

La momentul actual, con form alin 1 art 2 al Legii privind dezvoltarea regionald in Republica
Moldova, obiectivele principale ale sustinerii dezvoltarii regionale sint: obtinerea unei dezvoltari social-
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economice echilibrate si durabile pe intreg teritoriul Republicii Moldova; reducerea dezechilibrelor
nivelurilor de dezvoltare social-economica dintre regiuni si din interiorul lor; consolidarea
oportunitatilor financiare, institutionale si umane pentru dezvoltarea social-economica a regiunilor;
sustinerea activitatii autoritatilor administratiei publice locale si a colectivitatilor locale orientate spre
dezvoltarea social-economica a localitatilor si coordonarea interactiunii lor cu strategiile si programele
nationale, de sector si regionale de dezvoltare.

La fel, regiunea este abordata la momentul actual si din punt de vedere turistic. Dupa cum este
mentionat in literatura de specialitate regiunea turiastica reprezinta un loc final sau o anumita destinatie
turistica, unde turistii petrec cea mai mare parte a timpului lor liber. Totodata autorii din CSI limiteaza
aria unei regiuni turistice la nivelul unei zone extinse cu functionalitate turistica in jurul unor orase mari
sau grup de localitati cu potential sporit.

in actele legislative nationale ale Republicii Moldova, nu este prezentd notiunea de regiune
turistica, dar in Legea cu privire la organizarea si desfasurarea activitatii turistice in Republica Moldova
nr. 352-XV1 din 24.11.2006, ea apare sub denumirea de zona turistica nationald care reprezinta o parte
a teritoriului Republicii Moldova, cu frontiere delimitate distinct, n interiorul careia sint amplasate unul
sau mai multe obiective turistice; este creatd in scopul protejarii si valorificarii eficiente a resurselor
turistice si al dezvoltarii infrastructurii turistice.

Rezultate si discutii

In contextul de mai sus, zonarea turistici este conceputi de Stianculescu G., Lupu N., Tigu G.
drept o Tmpartire a unui teritoriu vast in zone relativ omogene din punct de vedere al activitatii de turism
sau al potentialului turistic. Deci, considera autorii, zona turistica este un teritoriu de mare intindere, de
o complexitate geomorfologica, care include mai multe obiective, localitati sau complexe turistice si
care poate prezenta o caracteristicd aparte, fiind astfel posibila delimitarea de alte zone sau subzone.
Fiecare subzona poate fi privitd ca zona, reiesind din teoria sistemelor. De reguld, acestea au un
diametru de 30-50 km, iar pe acest teritoriu se amplaseaza una sau mai multe statiuni turistice. Statiunile
sunt localitati cu potential turistic deosebit si dotate cu diverse echipamente pentru primirea turistilor.
Acestea sunt de nivel national si local, iar in unele tari sunt atestate de autoritatile nationale de turism in
functie de satisfacerea unor criterii minime stabilite referitoare la cadrul natural, calitatea mediului,
accesul 1n statiune, dotari si servicii.

In continuare, vom mentiona ci regiunea este definiti drept cea mai mare unitate turistici
teritoriald si este delimitata prin elementele caracteristice, omogenitatea relativa si elastica a teritoriului,
suficiente pentru a impune forma principala sau dominanta de turism. Unitati teritoriale subordonate ei
sunt subzonele turistice, centrele turistice, localitatile turistice si punctele turistice. O dezvoltare
complexa a zonelor turistice, cu efecte economice si sociale optime, este posibila in viziunea noastra
numai printr-o abordare sistemica. Aceasta abordare a dezvoltarii turismului are avantajul de a fi
realistd, deoarece leaga factorii cererii ca determinanti pentru factorii ofertei, stabileste nivelul cresterii
absorbtiei turistice si pragul maxim de dezvoltare a ofertei, reprezintd concis fiecare interactiune dintre
componentele sistemului.

La fel mentionam ca pentru ca o regiune turistica sa fie atractiva, si in final vizitatd de un numar
mare de turisti, ea trebuie si fir dezvoltati prin intermediul unor anumite strategii. in acest context
managementului strategic al turismului regional este deosebit de important deoarece este chemat sa
formeze o cerere specificd pentru atractiile de interes turistic singulare sau grupate in localitati, statiuni
sau zone turistice.

Astfel, managementul strategic al unei regiuni turistice trebuie sa se efectueze intr-un mod care ar
permite sa fie satisfacute necesitdtile economice, sociale si estetice, mentindndu-se integritatea culturala,
procesele ecologice esentiale, diversitatea biologica si sistemele de suport ale vietii.
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In cadrul strategiilor nationale si locale de dezvoltare turistici regionala se tine cont de mai multi
factori:
obiectivele politice si economice pe termen scurt, mediu si lung,
realizarile din activitatea turisticd in ce priveste structurile de primire, circulatia turistica si
rezultatele economico-sociale.
e resursele turistice si gradul lor de valorificare,
e resursele materiale, umane si financiare aferente turismului,

Obiectivele generale de sistematizare a teritoriului rezidd din necesitatile vitale ale unei tari —
valorificarea optima a resurselor naturale, economice i umane; organizarea spatiului; organizarea retelei
de asezari; cresterea nivelului de trai al populatiei; dirijarea investitiilor; echiparea cu infrastructurda a
teritoriului, etc.

Dupa cum ne mentioneaza autorul Miron Viorel, obiectivele principale ale strategiilor de
dezvoltare turistica regionald sunt [11]:

e valorificarea superioara a potentialului turistic,
e diminuarea sezonalitdfii prin echiparea teritoriului cu dotari exploatabile pe parcursul
ntregului an,
atragerea a unui numar sporit de turisti interni si straini,
largirea ariei geografice de provenientd a turistilor,
sporirea eficientei economice si sociale a activitatii de turism,
dezvoltarea tuturor formelor de turism in teritoriul amenajat,
e pastrarea si conservarea mediului inconjurator si a obiectivelor turistice.

Astfel, organizarea regiunilor turistice si a subunitatilor spatiale se face intr-o viziune sistemica, in
care elementele componente ale sistemului turistic se integreaza ansamblului retelei de localitati.
Cooperarea dintre componentele sistemului turistic si celelalte localitati se permanentizeaza prin
construirea in comun a unor obiective economice, social-culturale, lucrari tehnico-edilitare s.a., in
scopul asigurdrii unei eficiente economice si sociale ridicate a investitiilor. In acceptiunea lui Florea
Serafim, la fel ca si asigurarea unor proportii juste, corespunzatoare resurselor turistice, in dezvoltarea
amenajarilor turistice, astfel incat acestea sa nu producd o degradare, ca urmare a unor dezvoltari
excesive a suprafetelor ocupate de constructii, a teritoriilor cu resurse turistice variate si cu un mediu
natural valoros.

In practica internationald de dezvoltare turisticd a unei anumite regiuni s-au evidentiat urméitoarele
principii: (1) integrarea armonioasa a conditiilor naturale cu elementele arhitecturii locale cu suprafetele
construite In zona turistica; (ii) zona turistica reprezintd un sistem multifunctional si transformabil, care
sa permita dezvoltari continui si adaptari la cerintele pietei turistice; (iii) realizarea serviciilor turistice
de baza (cazare, alimentare, transport) si a celor suplimentare care pun accentul pe elementul recreativ;
(iv) asigurarea rentabilitatii economice si sociale directe si substantiale a spatiilor amenajate pentru
turism ca solutie de dezvoltare in profil teritorial. Totodata, strategiile de dezvoltare turistica regionala
se diferentiaza in:

a) strategia de flexibilitate cu accent pe amenajari polifunctionale pentru cresterea si dezvoltarea
ofertei turistice;

b) strategia de diferentiere cu accent pe originalitatea in constructiile turistice si in produsele si
serviciile oferite;

c) strategia de diversificare cu accent pe amplificarea dotdrilor si echipamentelor legate de
serviciile suplimentare (agrement divers, retea comerciald moderna, circuite atractive, etc.).

De regula, in tarile europene, regiunile turistice sunt desemnate si create la initiativa autoritatilor
publice locale sau persoanelor fizice si juridice din teritoriu, sustinute de autoritdtile nationale in
domeniul turismului. Intentia este documentata printr-un studiu de fundamentare a oportunitatii,
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din criteriile esentiale pentru constituire este ponderea antreprenoriatului turistic, care trebuie sa fie o
activitate economicd de baza sau importantd in teritoriu. Dupd procedurile de avizare (autoritatile
nationale de turism, urbanism, mediu) si confirmare (in dependentd de caz: decizia Consiliului local,
hotarare de Guvern sau decizia Parlamentului) zona turisticd se constituie si devine prioritate In strategii
si planuri de dezvoltare economica, iar antreprenorii din industria turisticd sunt incurajati pentru
dezvoltarea afacerilor in perimetrul zonei.

Astfel, regionalizarea sau raionarea turisticd este conceputd si realizatd ca un instrument
fundamental al dezvoltarii turistice. Aceasta presupune o dirijare a fluxului turistic, realizarea unei
scheme-retea de variate mijloace de comunicare in jurul unor zone de amplasamente de cazare, care se
suprapun cat mai perfect peste potentialul recreativ al unei regiuni. Reteaua de zone turistice se
amplaseaza astfel, incat centrele de emisie turistica si principalele cdi de acces sd stimuleze fluxuri
turistice permanente si sa le dirijeze constient.

In practica universald existi o varietate de strageii si modele generale sau particularizate de
dezvoltare turistica. Acestea sunt cauzate de cadrul natural existent (peisaj, forme de relief, clima,
vegetatie) si de spatiul geografic (rural, periurban, de litoral, montan). Structura unei zone turistice
rezidd din suprafata posibila pentru amenajare §i de normele conventionale recomandabile pentru
anumite specializari. Se disting doud modele de dezvoltare turistica si o gama variatd de solufii
intermediare:

a) modelul dotarilor izolate cu constructii exclusiv turistice,

b) modelul urbanizarii sau microurbanizarii, cand dotarile turistice sunt amplasate in imediata
apropiere a unui centru locuit.

Studiul de fundamentare a dezvoltarii unei regiuni turistice in mod obligatoriu contine o analiza
diagnostic a urmatorilor factori [12]:

e asezarea geografica, accesibilitate, cai de acces, mijloace de transport, legaturi cu alte
localitati si regiuni;
conditii de relief, intinderi de apa, monumente ale naturii, arii naturale;
conditii climaterice, principalii indicatori meteorologici, sezonalitate, frecventa zilelor
nsorite;

e atractia peisajului natural;

e valoarea terapeuticd a unor elemente naturale (ape si namoluri minerale, bioclimat
specific);
patrimoniul istoric si cultural, monumente de arta si arhitectura, etnografie si folclor etc;
conditii demografice (numar, structura si dinamica populatiei, forta de munca, migratii
etc.);

e conditii social-economice si impactul lor asupra activitatii de turism;
conditii politice si conjuncturale;
calitatea si protectia mediului.

Mai multi specialisti In turism delimiteaza urmatoarele etape de crearea a regiunilor turistice: (i)
inventarierea patrimoniului turistic existent; (ii) analiza si stabilirea formei de turism dominante ce
confera o specializare a zonei; (iii) ierarhizarea zonelor turistice in functie de importanta elementelor
(locala, nationald, internationald); (iv) delimitarea si institutionalizarea zonelor turistice. Datorita
costurilor ridicate ale infrastructurii si al echipamentului turistic, principala conditie de dezvoltare a
zonelor turistice rezida in atragerea de investifii mari, care sa angajeze capitalul pe termen lung si cu o
amortizare foarte lentd. Astfel industria turisticd este asemandtoare cu industria grea. Totodata sectorul
turistic este unul ce utilizeaza multa forta de munca care nu se poate adapta rapid la fluctuatiile cererii.

Datorita prioritatii turismului fatd de alte sectoare ale economiilor tarilor primitoare, sustinerea
dezvoltarii din partea guvernelor poate fi diversd: de la promovarea activa a imaginii unor destinatii
turistice pani la scutiri considerabile de impozite pentru operatiunile de turism. In majoritatea tarilor cu
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0 industrie turistica dezvoltata, chiar daca apartine in totalitate de sectorul privat, statul sustine atragerea
si dezvoltarea investitiilor n turism prin: credite, garantii la credite, subventii, reduceri de dobanzi,
avantaje fiscale, etc.

Aceste implicatii ale statului nu schimba cu nimic modalitatile de finantare a investitiilor in
industria turismului, ci doar repartizarea acestora. De reguld, in parteneriatul public-privat de sustinere a
investitiilor pentru unele regiuni de interes turistic statului ii revin proiectele de finantare a
infrastructurii generale, iar initiativei private — proiectelor generatoare de incasari suficient de mari si
atragerea unui numar insemnat de fortd de munca. Totodata investitiile in domeniul touristic sunt supuse
anumitor riscuri suplimentare decét in alte ramuri [4]:

e fluxurile de turisti pot fi usor deturnate de la o anumitd destinatie din motive politice,
economice, sociale, medicale, etc,

e de regula sunt orientate in zone dezavantajate economic,

e necesita cheltuieli mari in infrastructura generala,

e sunt afectate puternic de fenomenul sezonalitatii, etc.

De exemplu, ca un moment de sintezd, vom aminti ca in temeiul Legii nr.438-XVI din 28
decembrie 2006 privind dezvoltarea regionala in Republica Moldova, cu modificarile ulterioare, precum
s1 In scopul promovarii eficiente a politicii statului Tn domeniul dezvoltarii regionale, Guvernul RM a
Hotarit aprobarea Strategiei nationale de dezvoltare regionala. Aici vom mentiona cd elaborarea
prezentei Strategii a derivat din imperativul planificarii strategice a procesului de realizare a actiunilor
coordonate, necesare pentru dezvoltarea tarii. Totodatd, la Tntocmirea Strategiei s-a tinut cont de cadrul
legal si strategic existent, de realizarile si lacunele politicilor strategice implementate anterior. Astfel,
obiectivele, masurile si actiunile Strategiei au fost stabilite in contextul aplicarii prevederilor Legii
nr.438-XVI din 28 decembrie 2006 privind dezvoltarea regionala in Republica Moldova.

In temeiul acestor acte, si Legii nr.352-XVI din 24 noiembrie 2006 cu privire la organizarea si
desfasurarea activitatii turistice in Republica Moldova, Guvernul a adoptat Hotarirea cu privire la
aprobarea Strategiei de dezvoltare a turismului “Turism 2020 si a Planului de actiuni pentru
implementarea acesteia Tn anii 2014 —2016. Ea impune in particular urmatoarele sttrategii de dezvoltare
turistica regionala, si anume [8]:

e Implementarea strategiilor si programelor de dezvoltare a turismului in diferite raioane

e Pozitionare strategica benefica a tarii si resurselor ei turitice

e inventarierea si evidenta patrimoniului turistic care se va realiza prin completarea
Registrului turismului in conformitate cu structura acestuia si actele oficiale de inregistrare
a patrimoniului turistic;

e evaluarea potentialului turistic al unitatilor administrativ-teritoriale in conformitate cu
continutul Registrului turismului si efectuarea zonarii turistice a tarii in conformitate cu
normele metodologice aprobate;

e includerea in Planul de Amenajare a Teritoriului National a zonelor turistice evidentiate.

Concluzie

Strategia dezvoltarii turistice regionale, in special pentru regiunile ce cuprind in arealul lor
obiective turistice de mare valoare, trebuie sa aiba in vedere faptul ca marirea fluxului de turisti, interni
sau externi, influenteazd pozitiv economia regionald: direct, prin totalul incasarilor provenite din
consumul turistic (casd, masd, taxe, cumpardturi); indirect, prin contactul si influentele culturale
bilaterale locale, cunoasterea valorilor economice locale si a eventualelor oportunitdti de afaceri,
ocuparea de fortd de muncd in servicii, crearea de imagine favorabild, imbunatatirea infrastructurii
implicate etc.
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OBLIGATIILE GHIDULUI DE TURISM, PRIVIND TINUTA SI
COMPORTAMENTUL IN RELATIILE CU TURISTII

BALATEL Elena, asistent universitar
Universitatea de Stat din Moldova

Abstract

THE TOUR GUIDE'S OBLIGATIONS REGARDING CONDUCT AND BEHAVIOR IN DEALING WITH
TOURISTS

The training and further professional development of tourist guides is an absolute necessity to increase the quality
of tourism products. In order to achieve this objective, it is necessary to develop and implement study programmes
specifically designed for tourism agents. Implementing international experiences in the field of training and further
professional development of tourism service providers can bring sustainable results in a very short period of time, something
that is necessary to improve the image of the Republic of Moldova as a destination in international tourism.

Key words: sustainable tourism, tourist guide, green tourism, communication in tourism

JEL: Q10, Z30, Z32, 238, D0O.

Introducere

Initial pornim de la constatarea faptului ca particularitafile activitafii turistice impune ca
deciziile curente referitoare la prestarea unui serviciu turistic sa fie cat mai aproape de locul unde
prestatorul se intalneste cu consumatorul. Ideal ar fi ca personalul prin prima linie sa aiba autoritatea de
indrepta sau de evita unele greseli nu sunt suficiente. Daca aceste ocazii sunt pierdute, calitatea
serviciului turistic se va deteriora in mod rapid. In anumite situatii, unele operatii sunt prea complicate
pentru a fi cunoscute de personalul prestator, cazuri in care prestatorii sunt sprijiniti de personalul de
specialitate din cadrul firmei.

Este un concept relativ nou Tn sfera activitatii turistice, deaceea pentru o mai buna intelegere a
sa Vv-on prezenta din punct teoretic esenta unor elemente componente. La momentul actual, analiza
specificului deontologiei la nivelul activitagii turistice nu este un scop in sine, ci un motiv de a face 0
sinteza teoreticdA a problemei insdsi, de a determina specificul reglementarii si particularitatile
evidentierii problemelor 1n activitatea ghidului de turism prin prisma sa. Constientizarea experientei date
ne permite folosirea rezultatelor pozitive si evitarea unor teze negative, acordand posibilitatea de a
intelege specificul reglementarii si particularitatile evidentierii problemelor in activitatea ghidului de
turism prin intermediul deontologiei.

Astfel, deontologia este termenul provenit din grecescul deon, care inseamna obligatie, datorie,
ceea ce trebuie, ceea ce se cade, necesitate, si logos, care presupune studiu, stiintd, concept. Deci
deontologia desemneaza ,teoria datoriei, sau deontologia este teoria indatoririlor, a obligatiilor
constientizate, interiorizate, asumate, in temeiul carora omul are a se manifesta”.

In sensul de mai sus, vom prelungi cu faptul ci termenul deontologie este utilizat de Jeremy
Bentham (1748-1832) si reprezentantii scolii utilitariste care l-au consacrat. Prin deontologie el a
denumit stiinta despre morald si datorie in general. Filozoful si juristul englez Bentham, in 1834, a
elaborat lucrarea Deontologia sau stiinta despre morala, in care scria: ,,Baza deontologiei este principiul
dupd care o actiune este bund sau rea, demnd sau nedemna, merituoasd sau blamabild, in raport cu
tendinta ei de a spori sau diminua suma fericirii publice”. Bentham scria: ,,Deontologia ca artd este ceea
ce trebuie facut, iar ca stiintd presupune o totalitate de cunostinte despre faptul cum trebuie sa procedezi
in orice situatie. In cazul unui individ concret, la alegerea regulii de conduiti proprii el trebuie si
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aprecieze dacd Tmprejurdrile cauzei merita aceastd modalitate de conduitd sau este nevoie de ales o alta
regula”. In continuarea acestei opinii se subliniazi ci parerile individuale ale persoanelor formeazi
opinia publica, care la randul sau instituie anumite cerinte celor ce detin anumite functii in stat.

Conceptual deontologia indicd un ansamblu de reguli si datorii, constientizarea acestora,
precum si procesul de elaborare a lor. Axatd pe valoarea datoriei, aceastd teorie are o sferd larga de
actiune, delimitandu-se ca deontologie a vietii de familie, a vietii sociale, a muncii, iar ,,cu reflexive
eticd se aplicd unui domeniu particular al activitatii umane, permitand examinarea aprofundatd a
problemelor concrete legate de exercitarea unei profesiuni”. In acest sens, deontologia se atribuie unei
profesii, ocupatiuni, fiind constituitd ca doctrind privind studiul datoriilor, ce marcheaza cadrul de
desfagurare a profesiei, precum si studiul normelor de reglementare a practicii profesionale, moduri de
comportament care sa susfind competenta profesionala.

Acelasi fapt se sustine si in DEX - ul limbii romane, i anume:

1) doctrina privitoare la normele de conduita si la obligatiile etice ale unei profesiuni (mai ales
a celei medicale);

2) teorie a datoriei, a obligatiilor morale.

In literaturd se mai giseste si sub denumirea de etici normativa, parte a eticii in care se rezolva
problemele legate de sensul vietii, destinatia omului, continutul datoriei morale, determinand anumite
principii $si norme morale.

In prezent, deontologia este studiati ca o categorie a teoriei generale a moralei, in ale carei
limite se studiaza problemele datoriei si a ceea ce "trebuie" ca atare. Concretizdnd problema datoriei
atribuitd la diferite tipuri ale activitatii profesionale avem: deontologie medicald, juridica, militara, a
omului de stiintd, a inventatorului, jurnalistica, inginereasca, a educatorului. In legiturd cu aceasta,
deontologia profesionala reprezinta reflexia etica aplicatd unui domeniu particular al activitatii umane,
permitand examinarea aprofundata a problemelor concrete legate de exercitarea unei profesiuni.

Astfel, deontologia este o disciplind de interferenta intre morala si drept, avind ca obiect
normarea conduitei profesionale, a relatiilor dintre persoanele care exercitd o profesie si a raporturilor
lor cu destinatarii exercifiului acelei functii (profesii) si cu tertii. Deontologia se interfereaza cu dreptul
prin regulile de conduitd profesionald sanctionate juridic si cu morala prin regulile circumscrise in
perimetrul normelor de convietuire sociala instituite si impuse de opinia public sau de constiinta morala
de sine a grupului care exercita profesia respectiva.

In ceea ce tine de tinuta si comportamentul in relatiile cu turistii, ghidul trebuie sa aibd un

aspect [7]:
° ngrijit;
° agreabil;
° curat, avand o igiena desavarsita.

Imbracamintea va fi aleasa cu gust, croitd decent si intotdeauna bine ingrijita, proaspit spalata
si cdlcatd. Tinuta oficiald a ghizilor barbati, pe timpul efectuarii activitétii de ghid, este costumul clasic.
In zilele calduroase de vari si excursiile efectuate in afara orasului, ghidul poate purta imbracaminte tip
sport.

In cazul unor actiuni deosebite: mese, receptii, primiri oficiale, spectacole etc, finuta
vestimentara a ghizilor femei si barbati, va fi Tn concordanta cu caracterul acestor actiuni. De exemplu,
daca printre invitati va figura un inalt functionar local, se accepta ca stapinul casei sa paraseasca linia de
primire pentru a-i acorda atentie, iar functionarul care il succedeaza ierarhic va primi restul oaspetilor.

Asadar, dupa un interval de aproximativ jumatate de ora se poate de lasat un functionar cu un
grad mic la intrare cu misiunea de a-si lua ramas bun de la cei care pleacd, intrucit la acest gen de
activitate nu se obisnuieste de a ramine pind la ultima ord, cu exceptia functionarilor misiunii, care vor
trebui sa astepte semnalul amfitrionului sau, dacd sint de la alta ambasada, sd rdmind pina la plecarea
sefului misiunii tarii lor.
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Intotdeauna, pentru a evita intrarea persoanelor nedorite si, totodatd, pentru a verifica cine
efectiv a sosit, e obiceiul de a adduga in partea de jos a invitatiei care se expediazd o notita in care se
indica: sinteti rugati sa prezentati aceasta invitatie.

Avantajul principal al receptiilor este ca acestea permit a invita un numar considerabil de
persoane fard a se confrunta problemele de precaderi si organizare care le sint proprii banchetelor si
dineurilor formale, Intrucit va fi suficient s dispunem de un salon adecvat.

Cupa de sampanie se ofera la orele 12 cu o durata de o ord. Acest tip de receptie se practica cu
prilejul sarbatorii nationale, in onoarea unei delegatii sau in legatura cu plecarea definitivd a
ambasadorului in tara lui de origine etc. In timpul acestei receptii se serveste exclusiv sampanie si
fursecuri.

Dejunul de zi se programeazi, de reguld, pentru orele 12.00 sau 13.00. Incepe cu un aperitiv
(whisky, vodca, vin sec) si se termina cu servirea cafelei sau ceaiului. Meniul dejunului include,
conform traditiilor, unul sau doud feluri de bucate reci, un fel fierbinte din carne, un fel fierbinte din
peste si desertul. Insa, numarul de feluri reci si ferbinti, la discretia gazdei, poate fi redus.

Din receptiile de searad face parte si ceaiul care incepe la orele 16.00 si dureaza doua ore. Este
organizat, de regula, pentru femei. Sint invitate la ceai personalitati din lumea femeilor, sotiile
ambasadorilor si reprezentantele notorii din lumea stiintei, culturii si alte domenii ale activitatii umane.
Pentru ceai se pregatesc una sau mai multe mese, in dependentd de numarul invitatelor. Se servesc
bomboane, biscuiti, fructe, bauturi.

Cocktail-ul poate fi programat pentru orele 17.00 sau 18.00 si dureazi vreo doud ore. In timpul
receptiei pot fi oferite diverse bauturi si gustari reci servite de catre chelneri care circuld printre invitati
pina la un ,,bufet” aranjat pe una sau mai multe mese, de preferinta intr-un mediu adiacent, iar daca nu e
posibil — Tntr-un loc relativ indepartat de la intrare.

Cocktail-ul se diferentiaza de vinul de onoare sau unul moldovenesc. Este o receptie cu un
numar redus de persoane, la care se servesc numai bucate reci. Persoanele se vor afla intr-un mediu
placut, cu bauturi intr-un loc §i cu mincaruri in altul. Bucatele vor fi pregatite cu rafinament, de
dimensiuni mici pentru a fi consumate dintr-o inghititura.

Receptia a la fourchette se desfisoard la aceeasi ord ca si cocktail-ul. Insi, la acest tip de
receptie pot fi aranjate mese nu numai cu gustari reci, ci pot fi oferite si gustari fierbinti. Invitatii Tn mod
autonom se apropie de mese, isi pun pe farfurioare gustarile si se distanteaza, dind posibilitate si
celorlalti oaspeti prezenti sa se serveasca.

Ghizii specializati (sportivi, de munte etc) vor avea tinuta si echipamentul corespunzator
activitatii pe care o desfasoara. Este la fel de important ca si comunicarea verbald propriu-zisa, ghidul
trebuind sa fie atent la gesturi, mimica fetei, miscari, deoarece si acestea se dovedesc a fi eficiente (sau
ineficiente) n exprimare.

In continuare este necesar si mentiondm ca eficienta in comunicare este una dintre cele mai
mari reusite ale lucrului Ghidului cu turistii. Inainte de a porni la investigarea acestei arii a cunoasterii,
trebuie sa ocolim asa-numitele ,,mituri’’ privind comunicarea.

Existd mai multe perspective in acest sens. Pentru moment ne vom opri la clasificarile lui Fitch
si Brilhart si Galanes.

Fitch aduce in atentie sapte astfel de mituri care insotesc procesul de comunicare [3]:

Comunicarea este un proces logic, iar logica imbunatateste eficienta comunicarii
invatand despre comunicare vei deveni un bun comunicator

Comunicarea este un proces intr-o singura directie

Mesajul care a plecat de la emitator este si mesajul pe care il primeste receptorul
Credinta ca putem sd nu comunicdm (daca nu vrem)

Comunicarea este influentata doar de cuvintele pe care le folosim

" SENENENENEN
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v Un bun comunicator se naste asa, nu poti deveni un bun comunicator prin educatie

Tabelul 1. Limbajul trupului in relatiile ghidului cu turistii

Atitudini Eficiente Ineficiente
Privirea directd, indreptatd spre persoana in sus sau in jos sau pe fereastrad
Expresia zambitoare; interesata in ceea ce se trista,plictisita, blazata
fetei discuta
Misciri ale | capul tinut sus, cu sprancenele ridicate; | pozitia capului in jos;
capului miscari aprobatoare (dat din cap o data privitul aiurea cand cineva vorbeste
sau
de doua ori) pentru a incuraja discutiile
Gesturi controlate (denota siguranta de sine, necontrolate- ticuri sau doar obiceiuri
stdpanirea situatiei) proaste scapate de sub control (fluierat,
fredonarea unei melodii); brate
incrucisate
- piedicd; mainile 1n solduri -
amenintatoare;
Pozitia pozitie dreapta; pozitie cocosatd; sprijinirea de un
trupului miscare lina printre turisti; scaun,
privirea direct catre persoana de perete; fumat, mestecat guma (mai
ales cand se discutd cu cineva)
Aparitia adecvata, confortabila pentru destinatie, | deplasatd pentru situatia data
anotimp, situatie etc. (de ex. tinutd sport la o cina festiva)
Vocea calma, expresivd; schimbarea tonalitatii | prea rapida - neinteligibild; agresiva -
- iritanta; prea tare - obositoare; prea
astfel se evidentiaza mesajele principale; | monotona - plictisitoare
volum controlat

Sursa: Elaborat de autor

Una dintre multiplele definitii descriptive vede comunicarea ca referindu-se la ,,actiunea, cu
una sau mai multe persoane, de trimitere si receptare a unor mesaje ce pot fi deformate de zgomote,
[care] are loc intr-un context, presupune anumite efecte si furnizeaza oportunitati de feedback’”’.

Autorul Olaru S. stipuleaza ca atunci cand transmitem un mesaj, in calitate de emitator, este
important sa fim empatici (sd@ ne punem 1in ,pielea celuilalt’’) si sa ne inchipuim ca receptori ai
mesajului pe care tocmai l-am transmis: veti vedea ca, de multe ori, un mesaj considerat bine structurat
in calitate de emitatori ai acestuia nu ne va mai parea la fel cand vom trece in rolul de receptor [3].
Atunci cand comunicam trebuie sa ne focalizim deci pe comunicarea intrapersonald a celuilalt
(comunicare cu propria persoana), sa-i cunoastem modul de a percepe ceea ce tocmai am exprimat
pentru ca mesajul nostru sd fie bine directionat.

Pornind de la ideea ca, de fapt, comunicarea incepe in momentul in care ,,cineva detine o
informatie pe care destinatarul nu o poseda", McNair Brian reda acest concept in formularea urmatoare :
,Comunicarea este trecerea unei informatii de la un emitator la un receptor». Vehicularea informatiei
intre cei doi poli presupune cu necesitate un mijloc adecvat, ceeca ce a condus la ideea cd exista
comunicare atunci cind o sursd de mesaje transmite ,,semnale prin intermediul unui canal, la receptor",
conturindu-se astfel o paradigma a comunicarii.

Din perspectivd sociologicd, ,,comunicarea este mijlocul prin care omul isi organizeaza,
stabilizeaza si modificd viata sociald, si o trece in formele si sensurile sale de la o generatie la alta’’.
Dupa cum se exprima Keane J., comunicarea este o "discutie publica despre alocarea resurselor publice
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ale autoritatii politice, care este Investitd cu puterea de a lua decizii legale, legislative si executive, si
despre sanctiunile oficiale, ce statul rasplateste ori penalizeaza [6].

Este necesar s mentiondm cd ghidul va depune eforturi pentru a intretine mereu treaza
conversatia. Este stiut ca turistii doresc s cunoasca cat mai multe despre tara vizitatd. Ca atare, este
indicat ca ei sd fie antrenati cu mult tact in conversatii agreabile. Ghidul va cauta s antreneze in
conversatie pe toti turistii, evitand monopolizarea acesteia doar de catre unele persoane. Deoarece, in
cele mai multe cazuri, turistii din acelasi grup nu se cunosc intre ei, este recomandabil ca ghidul sa
creeze o ambianta propice stimularii cunoasterii reciproce. El va acorda o atentie deosebita conversatiei
cu persoanele mai timide, precum §i cu cele in varstd care trebuie tratate cu condescendenta cuvenita.
Ghidul se va interesa de starea de sanatate a turistilor, de impresiile ce le-au fost produse de obiectivele
vizitate, de modul de derulare a programului etc.

Pentru a crea o ambianta generald placuta, este recomandabil ca discutiile sa fie presdrate cu
glume de bun gust. Un ghid bun va avea intotdeauna la indemana céateva glume bune, usor de inteles de
catre turistii cdrora li se adreseaza. Cand trebuie sd raspunda la anumite intrebari sau sa dea unele
explicatii, ghidul trebuie sa fie politicos, agreabil si bine dispus. In randul factorilor individuali care pot
produce bariere de comunicare foarte mari este insasi perceptia evenimentelor; ea este rezultatul
autoevaludrii pe care o face fiecare dintre noi in situatiile in care se afla sau s-ar putea afla. O cercetare
in acest sens este relevanta pentru subiectul pus 1n discutie: intr-o organizatie, subiectii au fost rugati sa
numeasca o problema majord a unei companii care era descrisd in mod general. Pozitia manageriala a
fiecarui participant a influentat extrem de mult raspunsurile date: 83 % dintre managerii de vanzari au
spus ca existd o problema legatd de vanzari, 80% dintre managerii de productie au spus cd existd o
problemad de organizare foarte importanta.

Prezumtiile transmitatorului. Transmitatorul face diferite presupozifii referitoare la contextul
comunicarii si la receptorul/receptorii acesteia. In viata de zi cu zi, pentru usurinta si rapiditatea
interrelationarii ,,ne ajutdam’’ de o serie de stereotipuri si prejudecati care, difuzdnd mesaje inadecvate,
nu mai sunt 1n acord cu realitatea, ci cu aceste presupozifii false. Astfel, stereotipurile reprezinta si ele o
bariera de comunicare, una importanta, de altfel; le vom defini drept o reactie la faptul ca este dificil si,
in plus, neproductiv sa tratam fiecare fenomen pe care-1 intdlnim drept ceva cu totul nou, tendinta
fireasca fiind de a-1 Tncadra intr-o categorie mai larga in functie de anumite caracteristici pe care acesta
le are ; ,,0 generalizare despre un grup de oameni care distinge acesti oameni de altii’’ sau ,,tendinta de a
alatura atribute cuiva singur in baza unei categorii in care aceasta persoana a fost plasata’ .

Ignorarea importantei receptorului F. Luthas citat de Hobeanu T., prezinta una dintre
problemele mari ale comunicarii, i anume ignorarea importantei receptorului. Hobeanu T. il citeaz si pe
Donald Roberts, care, trecand, la randul sau, in revista o multitudine de articole pe aceasta tema, a extras
modalitatile prin care receptorii pot fi afectati de fluxul descendent de informatii:

e In comunicare, interpretirile oamenilor urmeaza calea minimei rezistente.

e QOamenii sunt mai deschisi la mesajele consonante cu imaginea lor existenta, credintele lor,
valorile lor.

e Mesajele incongruente cu valorile proprii tind sa produca o mai mare rezistentd decat mesajele
care sunt incongruente din cauza rationdrii logice.

e Mesajele care faciliteaza indeplinirea valorilor sunt acceptate mult mai usor decat mesajele care
nu fac acest lucru.

e (and vad ca se produc schimbari in mediu, oamenii sunt mai deschisi la mesajele care apar.

e intregul context al comunicarii afecteazi comunicarea; un mesaj interpretat ca fiind congruent
cu o situatie poate fi interpretat ca incongruent in altd situatie.

Ghidului 1ii este interzis sa raspundd la insulte sau provocari. El va cauta intotdeauna
modalitdtile de a evita, prin comportament si atitudine ireprosabila in indeplinirea sarcinilor
profesionale, cauzele care pot genera insulte sau atitudini provocatoare. Tn cazul in care, cu toate
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eforturile depuse, turistul continud sd profereze insulte sau sa treacd la provocari, ghidul va informa
neintarziat pe organizatorul programului turistic, pentru ca acesta sd ia masurile ce se impun.

Deci, pentru a putea stabili relatii normale cu grupul, ghidul va trebui sa se comporte astfel [8]:

* sa nu-si faca favoriti, atitudine egala fatd de toti turistii, fara discriminare;

* sa fie respectuos, dar nu servil, indiferent de situatie sau persoana;

» sa fie disponibil, sensibil la starile fiecarui turist;

» sd gestioneze situatiile de criza inainte ca acestea sia scape de sub control, sd anticipeze
corectand dificultatile inainte ca acestea sa scape de sub control;

» sa aiba atitudine echilibrata si atenta la neintelegerile ce pot aparea in grup, aplanarea
conflictelor;

* sa aiba atitudine demna si responsabild fata de propriile erori, constientizand faptul ca nu
poate cunoaste absolut totul;

* sa respecte personalitatea fiecarui turist si sa-i lase sa aiba personalitate, chiar si in cadrul
grupului;

* sa utilizeze corect tehnica din dotare (s fie instruit in prealabil);

* sa stie in permanenta unde sunt turistii;

* sa manifeste o atentie deosebita fatd de turisti mai in varsta, fatd de cei bolnavi sau persoane
cu handicap;

* problemele aparute in cadrul excursiei sa nu fie discutate in fata turistilor;

* problemele personale sa nu devina subiect de discutie cu turistii;

* sa pastreze atitudine calma, echilibrata, responsabila in situatii de criza;

* sa fie agreabil, inventiv, cu imaginatie creativa, mereu pregatit cu surprize;

* permanent, trebuie sa se comporte ca o gazda perfecta, indiferent de locul unde se desfasoara
actiunea turistica;

De altfel, ghidul va urmari in mod obligatoriu felul in care sunt solutionate sesizarile turistilor,
informand totodata pe turisti asupra masurilor intreprinse pentru rezolvarea acestora. In toate cazurile,
turistilor 1i se va mulfumi pentru cele sesizate, li se va cere scuzele de rigoare, li se vor da asigurari ca
lucrurile se vor indrepta si ci nu se vor mai repeta. In cazul in care turistul reclamant nu are dreptate sau
este rau intentionat, ghidul va adopta o atitudine demna si politicoasa, evitand provocarile si angajarea
in discutii contradictorii.

Concluzii:

Ghidul va prezenta turistilor pe conducatorul auto si pe ajutorul acestuia, in cazul deplasarilor
facute cu mijloace de transport auto, si pe colaboratorii sdi, la intdmpinarea turistilor, Tn momentul
sosirii. In functie de particularitatile grupului pe care il insoteste (varstd, preocupiri, temperament etc.),
ghidul va gasi formele cele mai adecvate pentru crearea unei atmosfere de destindere si de buna
dispozitie.

O reala satisfactie o produce turistilor marcarea, prin mijloace variate, a diferitelor sarbatori
nationale sau personale (aniversarea zilei de nastere, a zilei onomastice), care coincid cu perioada
programului turistic.

Astfel de atentii constituie dovada unei amabilitati deosebite Tn masura sa creeze o buna
dispozitie si sa evite sau sa atenueze eventualele nemultumiri ale turistilor. Pentru marcarea sarbatorilor
respective, ghizii vor colabora cu directorii structurilor de primire turistice, pentru ca lucratorii acestora

Ghidul va adresa felicitari Intregului grup de turisti cu ocazia sarbatorilor nationale si
traditionale si felicitari individuale cu ocazia aniversdrii sau sdrbatorilor cu caracter personal. Datele
aniversdrilor cu caracter personal ale turistilor pot fi cunoscute prin consultarea fiselor aflate la receptia
hotelului, precum si prin consultarea delegatului partenerului strdin, In momentul sosirii turistilor.
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Abstract

ANIMATION ACTIVITIES AS A PROMISING DIRECTION FOR DEVELOPING SUSTAINABLE TOURISM
IN THE REPUBLIC OF MOLDOVA

Tourism is a unique social institution that organically combines complex opportunities to influence society. For this
reason, tourism is rightly considered one of the fastest growing sectors of the world economy and an important source of
income and jobs. Modern tourism is closely linked to the social and economic well-being of many countries, especially
developing countries and their environment. Sustainable tourism has become a trend due to the negative impact of human
society on the environment through production and consumption. Therefore, tourism aims to contribute towards solving the
problems and challenges associated with the development and implementation of monitoring tools for the impact of
sustainable tourism on sustainable development, which contributes to job creation, development of local culture and national
products.

The animation activity occupies one of the leading positions in the structure of hotel complexes and is directly
related to other services that are of decisive importance in ensuring successful operation in the tourism market. Animation is
a profitable solution in hospitality in any adverse situation, such as weather conditions, traffic jams and others. Thanks to
animation, tourists experience positive feelings and tend to visit the exact tourist destination they have already been to
several times. Animation activities represent an opportunity to implement sustainable tourism practices. The aim is to
minimize the negative effects of tourism activities and maximize the positive aspects.

Keywords: animation activities; tourism; sustainable tourism.

JEL: QO01, D47, Z32

Turismul durabil este definit de Programul Natiunilor Unite pentru Mediu si Organizatia
Mondiala a Turismului a Natiunilor Unite fiind un turism, care ia in considerare pe deplin impacturile
sale economice, sociale, satisfacand nevoile vizitatorilor, industriei, mediului si comunitatilor locale. in
plus, turismul durabil se referd la aspectele de mediu, economice si socio-culturale ale dezvoltarii
turismului si de a constata un echilibru adecvat intre aceste trei aspecte pentru a garanta sustenabilitatea
sa pe termen lung. In acest sens, autorul a explorat directia de dezvoltare a activititilor de animatie, ca
modalitate de a asigura dezvoltarea turismului durabil. Acest lucru se explica prin faptul ca activitatile
de animatie indeplinesc cerintele aspectului socio-cultural al dezvoltarii turismului.

Activitatea de animatie este o directie relativ tandra, ceea ce inseamna ca este destul de flexibila
si deschisd inovatiei. Istoria activitatii de animatie in domeniul turismului este o modalitate de a trece de
la o simplad activitate de divertisment la o directie cu drepturi depline, care astdzi constitue un rol
important in formarea opiniei consumatorilor despre hotel si chiar intr-o oarecare masura despre
turismul din intreaga tara.

Pentru prima data, termenul ,,animatie” (din latind animatie — a revitaliza, a inspira, a reinsufleti)
a aparut la Inceputul secolului XX in Franta in legatura cu introducerea unei legi privind crearea
diferitelor asociatii si a fost interpretat ca o activitate menitd s creasca interesul pentru cultura,
creativitate artistica [3, p. 25]. In a 2-a jumitate a secolului al XX-lea, termenul ,,animatie” a este folosit
in mai multe sensuri, unde animatia era considerata si ca activitate artisticd de desene animate. Pana la
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sfarsitul secolului al XX-lea, animatia socio-culturala este deja o directie independentd a activitatii
psihologice si pedagogice in domeniul agrementului cultural [3, p. 39]. Primele programe de animatie au
inceput sd aparda in hotelurile din Egipt, Emiratele Arabe Unite si Turcia. Faptul remarcat este ca
activitatea de animatie turistica si-a inceput dezvoltarea odata cu animatia hoteliera, unde dansatorilor si
actorilor li s-a oferit un domeniu de activitate care a cuprins nu doar spectacole si concerte, dar si
comunicarea cu oaspetii hotelului intr-o atmosfera relaxata.

Existd diverse definitii moderne ale animatiei din partea cercetdtorilor din acest domeniu.
Animatia este organizarea de petrecere a timpului liber in complexe hoteliere, hoteluri, moteluri,
evenimente corporative, in tabere si vacante pentru copii, aceasta este o directie care implica
participarea personald a turistilor la evenimente culturale. Animatia este un fel de misiune, care
urmareste scopul de a imbunatati calitatea serviciului si, in acelasi timp, este o publicitate, care reatrage
oaspetii i cunoscutii acestora, urmarind totodatd si scopul promovarii unui produs turistic pe piatd, ca
scop a cresterii rentabilitatii si profitabilitatii afacerii turistice [4, p. 58]. Animatia este un proces
complex de activitdti dintre animatori si turisti din sectorul agrementului, bazat pe combinatia dintre
conducerea formald si conducerea informald a unui. Ca urmare a unei astfel de interactiuni, sunt
satisfacute necesitatile si interesele de relaxare si imbunatatirea a sandtatii, culturale, educationale a
participantilor acestui proces, se creeazd conditiile pentru formarea unei personalitdti sociale active
capabile sa transforme realitatea inconjuratoare si pe sine insusi [5, p. 160] .

Potrivit autorului, urmétoarea definitie a activitatii de animatie va fi cea mai relevantd unind
diferite puncte de vedere: animatia este o activitate turisticd desfasuratd la intreprinderile turistice
(complex turistic, hotel, vase de croaziera, tren etc.), care implica turistii intr-o varietate de activitati
prin participarea la programe de agrement special concepute, de asemenea, promoveaza produsul
turistic, atat pentru intreaga tara, cat si pentru un singur complex hotelier.

Activitatile de animatie indeplinesc principiile de baza ale turismului durabil [2, p. 115]:

. Excursii in naturd, iar continutul principal al unor astfel de activitdti este cunoasterea
faunei salbatice, precum si obiceiurile culturale locale;

. reducerea consecintelor negative de naturd ecologica si socio-culturald, mentinerea
durabilitatii ecologice a mediului;

. promovarea protectiei naturii si a mediului socio-cultural local;

. educatie ecologica;

. participarea locuitorilor de baza si primirea acestora veniturilor din activitatile turistice,
ceea ce creeaza impulsuri economice pentru protejarea naturii;

. eficienta economica si contributia la dezvoltarea durabila a regiunilor vizitate.

Implementarea corecta a strategiei de animatie si aderarea la conceptul de turism durabil depind
de competenta personalului si de eficienta organizdrii interne a serviciului de animatie. La
implementarea unei strategii de animatie, prioritara este crearea unei structuri viabile. Crearea structurii
organizatorice a serviciului de animatie in conformitate cu strategia acestuia si strategia intreprinderii in
ansamblu este unul dintre principiile de baza ale managementului strategic. Aceasta accentueaza
importanta activitdtilor de animatie 1n strategia de ansamblu a intreprinderii si necesitatea de a asigura
aceasta activitate cu resurse (umane, materiale, financiare). Acest lucru indica, de asemenea, ca
activitatile de animatie sunt importante din punct de vedere strategic in contextul dezvoltarii durabilitatii
activitatilor turistice. Activitatea de animatie nu a dispus de suficient timp pentru a ,,prinde radacini” in
sectorul turistic al Republicii Moldova. Pe alocuri, aceasta directie, destinatd sd creasca confortul
oaspetilor tarii, hotelului, precum si sd promoveze serviciile hoteliere, a prins un vector gresitd in
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directia dezvoltarii. Prin urmare, atat complexele hoteliere, cat si turistii suferd. Serviciul de animatie in
Republica Moldova este reprezentat de agentii si animatori care isi presteaza serviciile individual, fara a
fi legati de o firma (Kinder Land, Magic Party, PartyStore, Emisiune stiintifica ,,Laboratorul X”, Happy
Time etc.). Diferenta dintre cele doua este cd agentia oferd mai multe servicii si personaje. Un animator
care activaza Intr-0 agentie are ocazia de a se bucura de beneficiile legate de sprijinul financiar pentru
activitati, autorealizarea creativd etc. Animatorii care activaza individual de multe ori nu au o gama
mare de servicii, de obicei se specializeaza in unul sau doua domenii, dar investesc mai mult efort
creativ, sunt nevoiti sd utilizeze resurse pentru a mentine un nivel Tnalt al serviciilor sale pentru a putea
concura pe piata interna de animatie a Republicii Moldova [1].

Activitatea de animatie in Republica Moldova este in proces de dezvoltare, totusi, exista deja
destul de multe companii si animatori care ofera servicii de animatie relativ calificate, ceea ce ne
permite sa concluzionam ca existd potential in acest domeniu. O trasaturd a activitatii de animatie a
Republicii Moldova este faptul diversitatii de caracteristicile nationale si culturale in dezvoltarea
programelor de animatie. Programele de stat pentru dezvoltarea turismului in Republica Moldova
contribuie la introducerea activitatilor de animatie in activitdtile practice ale hotelurilor, indiferent de
locatia hotelului. Exista, de asemenea, o lipsa de personal calificat, o mobilitate in crestere si o crestere a
nivelului general de educatie, ceea ce indica faptul cd Republica Moldova este nevoita sa infiinteze o
scoald specializatd de animatori. Toate acestea servesc ca un stimulent pentru dezvoltarea diferitelor
proiecte de Tmbunatatire a procesului tehnologic de creare a programelor de animatie, ca modalitate de
realizare a turismului durabil.

Instruire

Promovarea proiectului Proiectul strategiei

Constatarea componentei

national-culturale

Figura 1. Schita poiectului a unei strategii de promovare a dezvoltarii turismului durabil prin
furnizarea serviciilor de animatie
Sursa: elaborat de autor
Sectorul animatiei din Republica Moldova trebuie imbunatatit Tn ceea ce priveste procesul
tehnologic de creare si continutul programelor de animatie. Relevanta acestor masuri este explicata prin
faptul ca animatia este o sursd indirectd de profit, creste profitabilitatea industriei ospitalitatii datorita
varietatii de servicii, In acelasi timp niveleazd problemele existente in Moldova, si cel mai important,

96



INTERNATIONAL SCIENTIFIC-PRACTICAL SYMPOSIUM

Development of sustainable tourism: actualities and opportunities
September 27th, 2022

neajusurile infrastructurii de turism si animatie. Dorinta unui turist de a reveni intr-o tard sau intr-un
anumit loc de odihna poate fi direct legata de serviciul de animatie.

In cadrul urmaririi dezvoltarii durabile, autorul propune un proiect de strategie care si
imbunatatasca dezvoltarea turismului durabil prin furnizarea de servicii de animatie care sa contribuie la
crearea locurilor de munca si la dezvoltarea culturii locale. Proiectul este un ciclu format din patru
domenii care vor fi implementate consecvent ca parte a imbunatatirii activitatilor de animatie: instruire;
componenta inovatoare; tindnd cont de componenta national-culturald; promovarea principiilor
turismului durabil prin furnizarea serviciilor de animatie, cum este prezentat in Figura 1.

Orice proiect trebuie sa se inceapa cu colectarea informatiei pe tema corespunzatoare, in cazul
concret instruire . Activitatile de animatie sunt diverse si cu usurinta este posibild incurcarea in fluxul de
tendinte ce se schimbare rapid in acest domeniu. De aceea autorul propune organizarea procesului de
studiere. Dupd bazele teoretice si practice ale activitdtilor de animatie, este posibild trecerea la etapa
urmitoare, care se bazeazid pe activititi inovatoare. In cadrul acestei directii, este implicatd
implementarea a trei inovatii in activitdtile de animatie, fiecare dintre acestea fiind legatd de urmatoarele
elemente:

- procesul tehnologic de creare a unui eveniment animat (aplicatie mobild);

- continutul evenimentului de animatie (eco-animatie);

- componenta de marketing (animatie de cdutare, de exemplu, explorarea hotelului).

Indiferent cat de inovator si de avansat din punct de vedere tehnologic este un produs de
animatie, oaspetii hotelului sunt in asteptarea unui moment culminant, o particularitate apropiatd
spiritului lor. Acest lucru le poate oferi urmatoarea directie a proiectului ,,Constatarea componentei
national-culturale”.

Tabelul 1. Programul de implementare a proiectului de strategie stimuleaza dezvoltarea
turismului durabil prin furnizarea serviciilor de animatie
Departament executiv in cadrul

Etapa unei intreprinderi separate in Metoda de implementare
domeniul turismului
Etapa O: crearea Administrarea complexului hotelier Crearea de departamente
infrastructurii de animatie responsabile de activitdtile de

animatie, asigurarea
infrastructurii de animatie etc.

Etapa I:,Studiere” Departamentul de animatie Studierea regulata (o data la
Centru de instruire trei luni)

Etapa II: ,,Componenta Departamentul de animatie Munca regulata in echipa

inovatoare”

Etapa III: ,,Constatarea Departamentul de animatie Lucru in echipa regulat si

componentei national- situational in functie de tipul

culturale” de turist

Etapa IV : ,,Promovarea Departamentul vanzari/

produsului turistic Departament comunicare,

departament PR
Sursa: elaborat de autor
Cu toate acestea, dupd cum aratd practica, niciun produs nu prezintd interes pentru consumator
pana la momentul promovdrii acestuia. Directia ,,Promovarea proiectului” este de a atrage clienti la toate
serviciile din domeniul turismului prin programe de animatie.
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Este recomandabil sa se implementeze proiectul prezentat atdt in cadrul intreprinderilor
individuale din domeniul turismului, cat si in iIntreaga tard, stabilind un anumit nivel de astfel de
servicii. Etapele implementarii proiectului strategiei de promovare a dezvoltarii turismului durabil prin
furnizarea serviciilor de animatie sunt prezentate in Tabelul 1.

Proiectul dezvoltat este inovator si nu are concurentd in domeniul hotelier. Acest fapt serveste ca
un impuls pentru complexul hotelier Vila Verde sa untilizeze proiectul de imbunatatire a procesului
tehnologic de realizare a programelor de animatie pentru promovarea produsului hotelier atunci cand
elaboreaza o strategie de promovare a unui produs hotelier.

Concluzii

Emotiile sunt un element central a industriei turismului, care implicd consumatorii in dezvoltarea
actiunii la nivel personal, depune efort pentru crearea evenimentului memorabil pentru ei. Prin urmare,
ca parte a procesului de animatie, toti organizatorii si interpretii trebuie sa actioneze si sa se simtd
regizori de emotii, percepand ca clientii sunt spectatori sau invitati . De asemenea, dezvoltatorii de
programe de animatie ar trebui sa Tmpartaseasca contextul principal care trebuie luat in considerare si
sustinut - asigurarea dezvoltdrii durabile a turismului.

Scopul animatiei turistice este de a imbunatati calitatea, diversitatea si atractivitatea produsului
turistic, precum si de a creste numarul de clienti obisnuiti, ceea ce va imbunatati, eficienta intreprinderii
turistice.

Tn recomandare autorului, poate exista scopul de a crea departamente specializate sau servicii de
animatie la nivelul intreprinderilor de turism, care sd prevada dezvoltarea unei strategii specifice, tinand
cont de directiile de dezvoltare durabila a turismului. Mai exact, dezvoltatorii programelor de animatie
la complexe hoteliere, hoteluri, moteluri etc. autorul recomanda considerare a caracteristicilor nationale
si culturale la dezvoltarea evenimentelor de animatie.

De asemenea, este importantd aplicarea metodologiei de benchmarking in raport cu experienta
straind in desfasurarea programelor de animatie folosind premisele existente pentru imbundtdtirea
produsului hotelier, precum si dezvoltarea evenimentelor de animatie in cadrul complexului hotelier.

Administratiei intreprinderilor din domeniul turismului se recomanda organizarea unui centru de
formare, una dintre directiile caruia va fi pregatirea activitatilor de animatie in legatura cu conceptul de
turism durabil. Este important s prezentam prin instruire ca principalul vector al turismului modern este
sustenabilitatea acestuia si minimizarea impactului negativ asupra mediului, cu sprijinul si dezvoltarea
aspectelor sociale si economice ale societatii. De asemenea, este important sd fie prezentatd legatura
dintre procesul de furnizare a serviciilor de animatie cu principiile dezvoltarii durabile. Astfel, va fi
oferitd o animatie noud, mai avansata, tindnd cont de directiile de dezvoltare inovatoare si de provocarile

turismului sustenabil modern.
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Abstract

Tourism is one of the most important economic activities and a promoter of sustainable development. The increase
in the complexity and volume of the tourism offer has led to the development of a real tourism industry, for which reason
tourism should be treated as a separate branch of the economy. Tourism plays a key role in the economic and social life by
acting as a dynamic force in the global economic system, as a means of diversifying the economic structure and alleviating
inter-regional imbalances, and as an active and attractive means of education, raising the level of knowledge, culture and
civilisation of the population.
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JEL: Q51, F61

The economic role of tourism can be direct: 1- by increasing gross domestic product and national
income, in this case we can mention the increase in tourism income of direct suppliers such as
accommodation establishments, catering, tourist resorts, transport agencies or travel agencies; 2- by
ensuring a stable balance of payments, which is a macroeconomic reporting and analysis tool which
records the payments and receipts made by a country as a result of its relations with other countries, and
by increasing the volume of receipts from the sale of tourist services in foreign currency, or through
internal exports; 3- by increasing the prosperity of areas through favourable conditions for the
development of infrastructure, the exploitation of existing resources and the workforce. The indirect
economic role derives mainly from development and growth of tourism activities that generate growth
in other branches of the economy.

Tourism activity stimulates the economy as a whole, linking sectors and/or areas. In addition to
the basic products and services specific to tourism, services and products from other branches of the
economy are used in tourism. Many countries in the world have shown through their own example that
tourism contributes to the development of the national economy, firstly through the many economic
links resulting from relations with other sectors of the economy, generating new jobs and contributing to
GDP, and secondly by consolidating an identity image of the destination in the mind of a community
and by creating a country brand that conveys the novelty and quality of the tourist destination.

Tourism has a positive influence on the economy as a whole, contributing to the development of
specific new economic activity, such as leisure activities, cable car transport, handicrafts or crafts. One
example is the launch of the "Revival of authentic folk crafts - common cultural heritage as a focal point
for sustainable economic and tourism development” project in 2020 by the Southern Regional
Development Agency of the Republic of Moldova in partnership with the ART-Crafts Association from
lasi, Romania. The aim of this project is to improve the tourism potential of the southern region of the

cross-border area with a new economic activity related to traditional crafts as a way to increase the
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income from tourism activities and to bring back the popular traditions of the ancestors in terms of
craftsmanship [24].

Moreover, tourism contributes to an increase in the volume of activity in existing economic
sectors such as cultural services, agriculture, food industry, construction, transport. A number of
important factors are necessary for the harmonious development of tourism, including a well-developed
infrastructure and transport routes. Tourism industry needs lead to the development of utilities and
tourism infrastructure facilities, which can ultimately be used by the local population to the same extent.
A wide range of means of transport is used to move tourists from one point to another. Often, in order
for tourists to move around the territory, it is necessary to use a combination of different means of
transport, depending on distance, the quality of roads and infrastructure, the competitiveness of fares for
the different types of transport, speed and comfort of travel. This way, tourism contributes to the
development and prosperity of the transport sector.

In economic terms, tourism can have both positive and negative effects. Tourism influences the
growth of budget revenue through the accumulation of taxes and fees in this field. An additional positive
influence consists in the fact that income is redistributed, the tourist spends in one place, the income
earned in another - thus, income is redistributed between different territories. Tourism is instrumental in
transferring money from revenue-generating countries to receiving countries. Money spent by tourists
tends to pass through several stages, so tourism revenues are very difficult to quantify. The most
common method is to determine the multiplier effect of tourism activity in a given area. Tourism
expenditure multiplies as it passes through different segments of the national economy. Tourists initially
spend within society, the income of tour operators, agencies, carriers, hotels. Hence, the money spent
generates multiplied income several times over, then the initial tourist expenditure.

In many countries, tourism is a source of foreign currency income. Foreign currency income is
the most convenient way to earn money compared to exporting goods, for example, as in this case there
may be problems with packaging, transport, damage, finding a market, market demand and competitors.
These problems do not apply to tourism. Experts in the tourism sector have concluded that if a country
has foreign exchange earnings from tourism of at least 10% of goods exports, it is considered a tourism
country.

Employment growth is another positive aspect of tourism's economic influence. More than 334
million people are employed in tourism, according to World Tourism Organisation statistics. Tourism
also contributes to increased labour productivity, when people are sufficiently well rested and holiday
periods are long enough for rest to be flexible, then work efficiency will be higher. At the same time,
health tourism significantly reduces the duration of sick leaves, which also leads to increased labor
productivity.

Apart from the positive effects mentioned above, the negative economic effects of tourism
should also be considered. A large share of tourism staff's income is made up of 'tips', which is a great
economic disadvantage as they are not officially declared and do not contribute to GDP growth or
budget revenue, but contribute to the development of the underground economy - which includes any
paid activity that is legal in nature, but illegal as the income is not declared.

The inflationary effect of tourism is another negative side of tourism on the economy. Tourist
destinations are crowded with visitors, tourist activity accumulates at the same time, in the same place, a
large number of people interested in various goods and services, many of whom have a high purchasing
power compared to locals, which is a disadvantage for the less touristy.
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Tourism is not only limited to the hotel sector, but also to the transport and leisure sectors with
various tourist attractions - amusement parks, sports facilities, libraries and museums. Tourism and its
management are closely linked to the main functions, processes and procedures that are practiced in
tourist facilities as a complex system.

Tourism significantly affects the host community. This is evident both during the trip, an event,
and after the tourists leave. Tourism is the economic sector that has the capacity to contribute to the
economic growth of an area, creating employment opportunities, producing social benefits for the region
as small and medium-sized businesses develop, infrastructure and transport routes are improved in order
to make the tourism activity as balanced as possible. From a cultural point of view, tourism is seen as a
tool for community prosperity due to the symbiosis between different cultures.

Apart from generating new jobs and increased income, tourism operations strengthen local
entrepreneurs and enhance the culture and traditions of the community. However, there are many cases
in which the impact of tourism on the environment is not exactly positive.

At the socio-cultural level, tourism generally has positive effects, one of which is increased
education. One of the main consequences of tourism is that tourists are brought into direct contact with
local people, thus boosting the level of knowledge of both visitors and locals. For residents, studying
foreign languages is one of the most important benefits, in order to facilitate communication between
locals and tourists, to be able to explain specific elements to tourists and to familiarize them with the
culture of the region. Visitors eager for new knowledge will find visits to museums, libraries, theaters,
cultural institutions an exceptional opportunity to enrich their knowledge in various fields and to
develop their skills in a multilateral way. With the development of tourism in a given region, the quality
of life of the community increases accordingly, as the infrastructure in the area develops. Whether it is
transport or energy, which are necessary for a good development of the tourism service, the inhabitants
will also benefit from these utilities. In order to improve and diversify tourist services, a wide range of
quality goods and services will be available to the local population.

Raising the living standards of people on limited incomes. Tourism is a job generator, but can
also contribute to increasing the budgets of the poor. This can be achieved by involving them in the
design or delivery of the local tourism products. People on a limited budget can be encouraged to start
their own business in areas such as handicrafts; natural food production specific to the area.

Another positive effect is the revival of traditions that have been forgotten. In rural areas, people
rediscover folk culture, ancestral customs, costumes, local dances, unique celebrations, all of which
contribute to making the place more attractive, promoting it as a tourist destination and, last but not
least, preserving local diversity and specificity.

The impact of tourism on the social system manifests itself both in the emergence of a new type
of habitat, as the development of tourist activity is possible when there is a comprehensive infrastructure
that meets all the needs of visitors. Therefore, at the local level, a new form of human habitat - the
tourist resort - is created through the grouping of infrastructure elements. Through the emergence of a
new social behavior and a distinctive way of life, as long as the biological tone is stimulated by rest and
recreation, they provide people with the physical and mental resources needed to overcome everyday
difficulties. Similarly, tourism involves movement, getting from one place to another, so that
sedentarism and isolation are totally ruled out. Traveling from one place to another also implies
unavoidable contact with the inhabitants of the areas visited and with new situations - people are
constantly learning about the world around them, but at the same time they are learning about
themselves, overcoming their fears, limits and subconscious barriers.
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If we are to approach the relationship between tourism and the environment, then it can be said
with certainty that it is of major importance, as the components of the environment are the core
resources of tourism, and the tourism activities carried out can have both a positive and negative
influence on these components. Therefore, it is also a rather sensitive subject. There is a growing trend
towards tourism activities that protect and preserve the environment, but unfortunately this basic
condition for the development of tourism is not always respected. The impact of tourism on the natural
environment can be observed continuously, with the complexity of the interconnections created
increasing quite markedly as the tourism phenomenon accelerates. In general, the quality of the
environment is affected by subjective factors - consequences of human activity - and objective factors
resulting from the occurrence of adverse natural phenomena. Among the many activities through which
individuals contribute to environmental devastation is the irrational activity of tourism. In some cases,
where environmental destruction is unavoidable or at best limited, tourism can contribute to halting
environmental degradation by protecting and conserving the environment, adopting effective regulations
for this purpose.

Environmental components together with human resources, such as monuments of architecture
and art, archaeological or historical sites, favor tourist attraction. The more complex, unspoilt,
untouched or protected these resources are, the more attractive they will be and the more diversified
tourist activity they will generate. The relationship between the environment and tourism is of major
importance, which is why the protection and conservation of the environment is of paramount
importance when it comes to developing tourism. Any destructive action or alteration of the original
state leads to a decrease in tourism potential. The development of tourist activities affects all the
physical components, the relief, hydrography, climate, vegetation, fauna and soil.

The impact of tourism activity on the landscape relates to the location of accommodation bases,
the type of access roads or the layout of the tourist destination. Both accommodation and leisure
facilities occupy different sizes of land. Their construction work involves shaping the relief by leveling,
marking out or consolidating. It is well known that the more fragmented the relief, the greater the human
intervention. Moreover, there is the construction of access roads, which have a more pronounced
negative impact on the relief than the construction of accommodation units because they cover a larger
area. In addition to the fact that the construction of access roads completely changes the landscape
function of the occupied plot, the construction of railways or roads requires major works, especially in
mountainous areas, where the stability of the slopes is destroyed and entire areas are altered in terms of
morphology.

The climate continues to suffer as a result of tourist activities, with the effects of tourism
manifesting in higher average annual temperatures. Some tourist attractions are being exploited
unreasonably, as a result of which ice caves where artificial entrances have been created and which have
a massive flow of visitors can lead to the melting of glacial accumulations and the total disappearance of
the tourist heritage.

Massive pollution of the atmosphere, in which tourism also participates, is particularly felt in the
major metropolises, which are visited by millions of tourists traveling by car, including Rome, Vienna,
Paris and Tokyo. Pollution at the destination is also a serious problem. According to statistics in the
Caribbean, each tourist generates an average of 3.5 kg of household waste per day, while a local resident
generates less than 1 kg. Another example is the route from Peru to Machu Pichu, which has been
dubbed the "Coca-Cola Can Trail" or the "Toilet Paper Trail".
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Another negative environmental factor is the consumption of natural resources. The development
of tourism in Tozeur, Tunisia, has led to an increase in water consumption by tourist establishments and
tourists, which has a negative effect on the production of figs, the traditional branch that sustains the
area's economy, as excessive water consumption irreparably affects the area's water reserves. At the
hydrographic level, tourism has a negative influence on them from the following two points of view.
Excessive anthropogenic action leads to depletion of resources, and pollution leads to changes in water
chemistry. The main negative anthropogenic actions are:

v" Water pollution;

v Drainage alteration through drilling actions;

v' Drainage alteration by tourist facilities;

v Devaluation of aquatic resources through overuse.

Vegetation and tourism activities are closely related, as flora has special recreational
characteristics. The progress of tourism and excursion activities affects the integrity of the vegetation
cover in different dimensions. When access roads and recreational facilities are built, the flora in the
area will be completely destroyed. The destruction of rare plants by tourists is yet another negative
example of tourism's impact on flora. Furthermore, unorganized tourism also causes major damage to
the vegetation, as tourists choose their own access routes to mountain tops or slopes. Uncontrolled
tourist traffic to reach natural or man-made tourist attractions leads to irreversible destruction of
sometimes unique components of the environment.

Fauna is also affected by human activity. Wild animals and fish are an attractive resource for
tourists because hunting and fishing are encouraged as recreational activities for tourists. Intensive
tourism indirectly affects the fauna, which changes its habitat conditions. Biotypes undergo great
changes, resulting in fauna migrating to less visited areas. In this context, we can mention large animals
such as bears, wild boar and deer, which, with the occupation of the mountains by tourists, have reduced
their population area.

The soil is affected by human actions to a large extent. The construction of access roads, tourist
resorts and accommodation bases excludes large areas of soil from natural development. Roads and
paths laid by people practicing uncontrolled tourism, by destroying the soil substrate, become erosion-
prone strips. In addition to the traffic routes around tourist resorts, chemical pollution of the soil is also
occurring.

In addition to these negative effects that tourism has on the environment, there are also positive
effects. Firstly, tourism helps to protect biodiversity, and secondly, rare species of plants and animals
can be turned into tourist attractions, protected and cared for in parks and reserves, and the tourist
demand that develops around them is an additional source of income.

The role of tourism is driven by its important economic, psychological and social benefits. The
positive effects that tourism has on individuals are: broadening of cultural horizons, social integration,
communication and interaction with different cultures, regeneration, both physical and mental, rest and
escape from the comfort zone and daily routine. Economically, for many countries, tourism is a way of
normalizing the economy and increasing local income. However, as well as the positive side and the
benefits both socially and economically, there is that less good side, the significant increase in the flow
of tourists, uncontrolled tourism, the ever-increasing range of tourist services and the large number of
tourist agencies chasing tourists - all of which lead to environmental degradation, depletion of resources,
global air pollution, depletion of the ozone layer, rising sea levels, these in turn pose dangers to various
destinations, now existing tourist attractions. The components of the environment, both natural and
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man-made, are the resources of the tourism industry, and therefore the environment is in a close
reciprocal relationship with the tourism industry.

A trip is "a collective or individual journey through beautiful places, with a cultural and
educational purpose, under the guidance of a guide”. A trip is therefore not simply a mere visit of a
tourist attraction, but an intellectual activity, a process of perception, knowledge and study of the
environment. The basic characteristics of a tour are:

Duration (from 1 hour to a day)

The presence of the excursion group

A specialized guide is present

Analysis and examination of tourist attractions
Familiarization with the sights during the trip
A well-established theme

Tours, in general, fulfill several functions which are a contributing factor to the intellectual
development of the tourists. 1- The information function consists in presenting information related to a
specific field; 2- The scientific propaganda function counts in promoting opinions in various fields of
activity (political, philosophical, artistic or scientific); 3- The function of forming one's own interests; 4-
The function of expanding knowledge at a cultural level; 5- The function of cultural recreation, which is
a means of recreation with benefits for the tourist.

Ecotourism or ecological tourism emerged as a revolt against environmental pollution and
manifests itself in activities that contribute to the conservation of natural sites such as rivers, lakes,
seashores, natural sites under state protection, such as nature reserves and valuable natural monuments.

Ecotourism is the segment of tourism activity that makes sustainable use of natural and cultural
heritage, encourages its conservation and aims to create ecological awareness through the interpretation
of the environment, promoting the well-being of the population. Ecotourism is characterized by contact
with the natural environment and activities that promote the experience and knowledge of nature, as
well as protecting the areas where ecotourism takes place. Simply put, ecotourism is tourism activities
based on a protective and sustainable relationship with nature and its conservation, alongside the basic
aim of recreation, the objective of knowledge prevails. With regard to the definition of ecotourism,
experts have different opinions, as follows: Karen A. Ziffer, Ecotourism: The Uneasy Alliance, 1989,
states that "ecotourism equally involves a favorable approach to the host country's rulers, who are
committed to establishing and maintaining landscapes with the help of indigenous populations.”;
Valentine, P.S, 1991-1992, defines ecotourism as "a tourism that is based on the natural environment in
a sustainable and ecological way, a tourism that is not degradable, not being dangerous and that
contributes to the preservation and protection of the environment™; Boyd and Buttler, 1993, support the
idea that "ecotourism is a journey with a high responsibility in the natural environment that contributes
to the conservation and protection of the ecosystem and ensures that the tourist activities carried out are
compatible with the existing resources™; Hector Ceballas Lascurain, 1991, 1996, is of the opinion that
"ecotourism involves traveling to slightly altered areas, with the aim of admiring, getting to know,
studying, enjoying a unique view, flora and fauna or some cultural resources".

By analyzing and assimilating all the above mentioned definitions it can be said that: Ecotourism
is an alternative form of tourism, practiced in relatively unspoilt natural areas, an environmentally
responsible journey, with the aim of observing and appreciating nature and local traditions related to it,
promoting the protection , safeguarding of this space. The basic difference between traditional tourism
and ecotourism is simply that in traditional tourism people contemplate monuments and landscapes
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without actually interacting with them, without active participation. In ecotourism, there is action,
movement and mainly people seeking a closer experience and contact with nature. In addition,
ecotourism is notable for providing information and insights about nature, which ultimately promotes
greater engagement and integration with the place visited and its customs, as well as being a great
opportunity to promote environmental education, conservation and protection.

Ecological tourism is characterized by two basic activities: 1- environmental documentation and
education, which involves groups of people traveling to investigate and determine the environmental
condition of areas or objectives and, ultimately, to propose ways of improving their condition; 2-
traveling for a specific period of time to less polluted areas for tourism purposes, in order to benefit
from tourist services in rural areas, staying in specially designed, rustic-style accommodation with
traditional features. Special attention is paid to traditional local gastronomy, with dishes made from
natural products prepared in the locality where the tourist service is provided.

Ecotourism is a type of tourism that focuses directly on ecological and environmental issues. The
name ecotourism and the first formal definition officially emerged in 1985, but it was not until 1987 that
ecotourism activities began to be organized in response to concerns about economic development,
environmental degradation and social problems caused by mass tourism. The main objectives of
ecotourism are: to promote and develop tourism on a culturally and environmentally sustainable basis;
to promote and encourage investment in the conservation of the cultural and natural resources used.

Based on the objectives of ecotourism, the primary conditions that should regulate this type of
tourism have also been established: 1-Sustainability - the carrying out of tourism activity and its
development is only possible in terms of meeting the needs of the current population, without
discrediting the possibility of sustaining the environment for future generations; 2-Equity - ethical and
legal principle underlying the regulation of all social relations, in this case loyal partnership relations,
both for one generation and for future generations, disregarding selfish, egoistic interests focused on the
accumulation of income; 3-Cooperation and partnerships at different levels of society (business-
business; government-business; business-community). Excluding the dominance of big powers over
underdeveloped countries, as this leads to the destruction of the biodiversity of the area, since the big
world powers only pursue the goal of capital accumulation.

For an activity to be considered as ecotourism, there are basic principles that must be respected:
Respect for local communities;

Effective economic involvement of local communities;

Respect for natural conditions above all;

Minimum physical, social, behavioral and psychological impacts;
Environmental conservation and educational interaction in this regard;
Developing environmental awareness and respect;

Providing financial benefits for environmental conservation;
Generating financial benefits for the betterment of the local community.

The practice of ecotourism is not a recent phenomenon. This form of tourism emerged from the
need to protect natural habitats with high vulnerability due to irrational tourism exploitation, being a
tourism product with a high potential for long-term capital accumulation. The development of
ecotourism activities is a primary necessity in the context of human development and continuous
urbanization. Increased interest in spending leisure time in less populated and polluted areas has
increased since the 19th century in countries such as France, Great Britain, Germany, as a reaction to the
stress and poor air conditions in booming cities in the context of the grandiose development of industry.
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Conclusions:

In the tourism industry, one of the mandatory requirements for the organization of tourist routes
was the implementation of environmental safety rules for visited areas, sights and monuments
appreciated with a high degree of tourist interest. Tourist itineraries should be established taking into
account the environmental safety of the objectives of high tourist interest. Given that natural resources
in the Republic of Moldova are intensively exploited for economic and social purposes and that the
areas protected by the state are small, tourist routes should be designed in such a way as to avoid
causing damage so as to make an active contribution to the conservation and protection of natural
monuments.

Both those responsible for organizing a trip and the participants should follow the established
route on existing roads, without looking for a shorter route, as this would cause damage to the flora,
with the possibility of destroying some unique or rare plants. It is necessary that the persons responsible
for organizing the tours be trained in ecological safety rules before they start. All participants must be
informed about the importance of observing the established rules concerning the protection of the
environment and the area to be visited, each participant being required to follow the established route in
order to avoid uncontrolled tourism.

The tourist trails must have special sites for stops, overnight stays, setting up sleeping tents and
lighting bonfires, as well as, very importantly, the existence of litter bins at these sites. With everyone's
contribution, this will lead to a cleaner, protected and preserved environment.
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Abstract

THE ROLE OF MARKETING IN DEVELOPING AND PROMOTING ECOTOURISM IN THE REPUBLIC
OF MOLDOVA

Ecotourism takes place in natural and cultural areas and represents an opportunity for the development within
areas that have these resources and the necessary conditions for their exploitation. The primary aim of this type of tourism is
to conserve the environment and educate tourists about the protection and conservation of the natural and cultural
environment.

In this article, the need for implementing marketing tools in promoting ecotourism in the Republic of Moldova has
been analyzed and argued. Against this background, the content of the notion of ecotourism as well as the particularities of
this form of tourism have been studied through the lens of marketing principles, with emphasis on the specific features of the
ecotourism product as an object of marketing activity. Pricing strategies that can be implemented in the development and
promotion of ecotourism as well as ways of informing and communicating with the public about the characteristics of the
products and services offered have been analyzed.

Various research methods were used to conduct this study, such as: the observation method, logical analysis and
synthesis, induction and deduction, analogy and comparison. The concepts of national and international economists were
used as methodological support.

Key words: tourism, ecotourism, natural areas, tourist product, tourism, tourist destination, ecotourism destination,
marketing, ecomarketing.

JEL: F62, F63, M31

In epoca moderna in care triim, ecoturismul reprezintd una dintre cele mai dinamice ramuri ale
economiei, cu un impact major asupra vietii economice si sociale, avand rolul de promotor al dezvoltarii
durabile.

Efectele ecoturismului asupra economiei si societatii, rezida din rolul pe care il are in
conservarea si protejarea patrimoniului natural si cultural, folosirea si valorificarea resurselor materiale
si umane, dezvoltarea economica traditionald si a comunitatilor locale. Ecoturismul este un factor
economic important in special in zonele rurale si de aceea, interactionand cu agricultura, poate contribui
cu succes la dezvoltarea comunitatilor locale. De asemenea, sectorul ecoturistic are efect asupra
dezvoltérii si altor sectoare ale economiei (industrie, comert, transport etc.). Deci, putem afirma ca
ecoturismul prin potentialul si capacitatile sale contribuie la dezvoltarea durabila a unei regiuni.

Ecoturismul este o forma de turism, bazata pe cunoasterea naturii, schimbul cultural si respectul
fatd de mediul ambiental, desfasurat in concordanta cu principiile dezvoltarii durabile, contribuind la
conservarea biodiversitatii, la pastrarea valorilor culturale si sociale ale unei comunitati, la asigurarea cu
beneficii a comunitatii-gazda si satisfacerea cererii turistilor [6].

Piata turistica reprezinta locul in care se Intilneste cererea cu oferta, piata ecoturistica presupune
acelasi lucru, cu precizarea cad oferta este orientatd spre conservarea naturii i culturii traditionale, iar
cererea presupune un comportament adecvat. Multitudinea notiunilor si opiniilor, ne permite sa
conchidem cd ecoturismul este o parte a pietei turistice, locul ecoturismului in cadrul pietei turistice este
ntre turismul rural si turismul cultural si este ca o subpiatd a turismului in arii naturale (figura 1).
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Turismul rural presupune valorificarea patrimoniului natural, dar si cultural, iar turismul cultural
este orientat spre valorificarea creatiilor omenirii, din mai multe domenii: arhitectura, istorie, literatura,
film, muzica, folclor, etc. Reiesind din aceasta, piata ecoturismului este definitd de orientarea cererii
spre resursele atractive ale mediului natural si spre cultura traditionala a regiunilor vizate. Turismul n
ariile protejate presupune mai multe forme de agrement, cum ar fi: ecoturismul de aventura, turismul in
medii salbatice si turismul de campare.

PIATA
TURISTICA \
|
| | | | | |
Turism Turism Turism Turism Turism Turism
cultural rural n arii de de afaceri balnear
protejate litoral
| | |
: L [ [ I
ECOTURISM Turism de Turism Tn medii Turism de
aventura salbatice campare

Figura 1. Ecoturismul ca segment de piata

Sursa: Elaborata de autor dupa Megan Epler Wood, Ecotourism: Principles, Practices and Polices for
Sustainability (2002),; Eagles P., International Ecotourism Management (1997)

Dezvoltarea intensivd a marketingului a determinat aparitia unui concept relativ nou,
marketingul ecoturistic, pentru care, in literatura de specialitate, existd mai multe interpretari precum:
marketing ecologic pentru turism, marketing in ecoturism, marketingul turismului verde, marketing
turistic de orientare ecologica.

Marketingul ecoturistic reprezinta un domeniu al marketingului, concretizat printr-un ansamblu
de masuri, metode, tehnici cu ajutorul carora se poate cerceta relatia produs-piatd, cerere si oferta,
pentru a facilita furnizarea unui produs sau prestarea unui serviciu, in scopul satisfacerii atat a
necesitatilor consumatorilor, a intereselor agentilor economici, cit si a intereselor comunitatii, ce
vizeaza protectia mediului inconjurator si asigurarea bunastarii sociale pe termen lung.

Astfel, marketingul ecoturistic, presupune:

- 0 buna cunoastere a exigentelor si tendintelor mereu schimbatoare ale pietet;

- orientarea ofertei de produse ecoturistice in concordanta cu dimensiunile si structrura cererii;
- stabilirea unei strategii de preturi si tarife;

- stabilirea unei strategii de distributie;

- utilizarea unor instrumente eficiente de promovare a produsului turistic;

Marketingul ecoturistic ofera clientilor informatii care duc la cresterea responsabilitatii fata de
mediul natural si cultural al zonelor vizitate si a gradului de satisfacere a turistilor. Astfel, produsul
ecoturistic trebuie sa fie axat pe un set de servicii de satisfacere a necesitatilor consumatorilor cu un
interes sporit fata de valorile naturale, amatori de peisaje, cu o atitudine responsabild fata de protectia
mediului, resurselor naturale si folosirii rationale a acestora.

Produsele de ecoturism au urmatoarele caracteristici [4]:

e turism in zonele naturale si acolo unde se poate in zonele naturale protejate;
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e impact negativ minim asupra comunitatilor umane si naturale;

e grupuri mici de turisti;

e interpretarea si educatia de mediu reprezintd o componentd majora a unui ecoturism bun;

e cazarea se face cu scopul minimalizarii impactului asupra mediului, este de mici dimensiuni si
compatibild cu traditiile si peisajul sunt sprijinite legaturile locale astfel incat comunitatea sa beneficieze
de cheltuielile de turism;

e in aceastd experientd pot fi introduse si elementele culturale dar nu intotdeauna deoarece
ecoturismul se concentreaza cu precadere asupra naturii.

Produsul ecoturistic trebuie sa fie bine definit, axat pe un set de servicii de satisfacere a
necesitdtilor consumatorilor cu un interes sporit fatd de valorile naturale, amatori de peisaje, cu 0
atitudine serioasa fata de protectia resurselor naturale si nepoluarea mediului.

in rezultatul investigatiilor teoretice, putem constata ca, pentru a fi considerate ,,produse
ecoturistice” acestea trebuie sa indeplineasca anumite criterii de determinare, bazate pe principii de
organizare (figura 2).

_I Principiile de organizare a produselor
ecoturistice

— Princiniul focalizarii ne zone naturale.

——  Princiniul internretarii produsului ecoturistic.

Priciniul duvahilitatii din nevsnectiva nroteiarvii mediului

— Principiul contributiei la conservare.

— Princiviul contributiei constructive la dezvoltarea

.....

Princinitll sensihilititii fatd de culturvile <i traditiile locale

Princiniul eradului de satisfacere a turistilor.

Figura 2. Principiile de organizare a produselor ecoturistice
Sursa: Elaborata de autori

In dezvoltarea produselor ecoturistice trebuie avut in vedere faptul cd, in general, potentialii
turisti din acest domeniu au asteptari si cerinte mai mari, sunt acele persoanele care iubesc natura
nemodificatd, de regula, cautd aceste locuri tocmai pentru valoarea lor ecologica, estetica si peisagistica,
fara niciun fel de interventii umane. Astfel, gradul de satisfacere legat de produsul ecoturistic este
esential, experienta oferita trebuind sa indeplineasca sau chiar sa depaseasca gradul de asteptare al lor.

Datorita unor numeroase studii de marketing ecoturistic s-a realizat un profil relativ al persoanei
care participa la activitatile de ecoturism [7 |:

m ii place natura, are un simt dezvoltat al aventurii, e interesat sa cunoasca lucruri noi despre
mediul inconjurator sau despre cultura populatiei diferitor zone si sa ia parte la experiente interesante si
neobisnuite;
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m ¢ sensibil la problemele de mediu, deschis spre implicare in protejarea naturii, uneori este
sustindtor sau membru al unor organizatii ce promoveaza protectia naturii;

m are una sau mai multe dintre motivatiile principale de caldtorie — observarea peisajelor,
observarea naturii sdlbatice si realizarea de drumetii;

m are o stare de sanatate buna, este deschis pentru a depune efort fizic. Totusi, odata cu cresterea
mediei de varstd, scade cererea pentru activitati fizice si creste interesul pentru activitati cum ar fi
studiul naturii, observarea vietii salbatice;

m are de obicei studii superioare;

m are o situatie materiald peste medie, deoarece programele ecoturistice oferd o satisfactie mai
speciala si sunt, de obicei, mai costisitoare;

m ambele sexe au interes egal pentru ecoturism, desi sunt unele diferente in functie de
complexitatea activitatii desfasurate.

Calitatea produsului ecoturistic exprima gradul de concordantd dintre asteptarile turistilor si
rezultatul prestatiei, fiind posibila evaluarea prin prisma unor caracteristici subiective si obiective [6]:

° ale imaginii produsului, pornind de la modul in care este perceput de catre turisti;
° functionale, care 11 confera produsului utilitate in satisfacerea necesitatilor de consum turistic.

Diversitatea resurselor naturale reprezintd un potential suficient de valoros pentru
dezvoltarea ecoturismului Tn Republica Moldova, astfel, potentialul natural national este unul din
principalele elemente care atrag si orienteaza fluxul de turisti si alti vizitatori spre destinatiile din
Republica Moldova. Gama de produse ecoturistice puse la dispozitia turistilor de agentiile de turism
nationale si locale sunt: excursii In zone naturale, excursii in arii naturale protejate si agrement cu sejur
scurt 1n rezervatii naturale.

Republica Moldova are un peisaj pitoresc reprezentativ pentru diferite regiuni, un sistem de
rezervatii naturale de diverse tipuri, o flora si faund specifica, care servesc pentru motivarea vizitatorilor
pe traseele ecoturistice din Moldova. Fondul natural este format din paduri si rezervatii silvice, parcuri
si gradini botanice, sectoare de stepd si arii naturale protejate.

O parte considerabila a atractiilor incluse in fondul ariilor naturale protejate, care oferd servicii
ecoturistice sunt: rezervatia stiintifica ,,Codrii” (5172 ha), rezervatia stiintifica ,,Plaiul Fagului” (5642
ha), rezervatia stiintifica ,,Pddurea Domneasca” (6032 ha), rezervatia stiintifica ,,Prutul de Jos” (1609
ha), rezervatia peisajerd ,,Trebujeni” (500 ha), rezervatia peisajerd ,,Suta de movile” (1072 ha),
rezervatia peisajerd ,,Codrii Tigheci” (2519 ha), rezervatia peisagistica ,,Padurea Harbovat” (2218 ha),
rezervatia naturala silvica ,,Misilindra” (1,7 ha), rezervatia peisajera ,,Gradina Turceascd” (224 ha),
rezervatia peisajerd ,,Capriana-Scoreni” (1762 ha) etc.

Acestea si alte valori creeaza premise suficiente pentru dezvoltarea ecoturismului si a formelor
de turism prietenoase mediului in tara noastra.

Astfel, constatdm cd 1n ultima vreme ecoturismul a castigat foarte multi adepti. Ecoturismul este
destinat, In special, turistilor cu un nivel al veniturilor mediu sau ridicat, cu o culturd orientatd spre
cunoasterea naturii, care tind sd practice un mod sanatos de viatd. Totusi, marea majoritate a turistilor
(chiar si cei mai instdriti) sunt sensibili la pretul serviciilor turistice si au devenit foarte atenti la
cheltuielile lor.

Deci, putem spune ca, o varibilda principala care sta la baza deciziei ecoturistilor, este pretul
produselor, iatd de ce operatorii de ecoturism sunt motivati sd propund oferte ecoturistice la preturi
accesibile unui numar mai mare de clienti.

La stabilirea preturilor, trebuie luati in considerare factorii ce vor determina competitivitatea
produsului: preturile ofertei ecoturistice din destinatiile concurente, diferentierea tarifelor in functie de
gradul de confort al unitatilor de cazare, alimentatie si al mijloacelor de transport etc.
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Stabilirea nivelului preturilor produselor turistice reiese din obiectivele clare pe care
intreprinzatorul 1si propune sa le atingd, cum ar fi:

- optimizarea eficientei economice pe orizonturi medii sau lungi;

- formarea unei clientele turistice fidele;

- consolidarea si cresterea pozitiei pe piata turistica.

Un pret ridicat poate fi practicat in faza de lansare §i promovare a produsului ecoturistic, care se
justifica prin investitiile efectuate, aspectele inovationale si calitatea elementelor tangibile ale acestuia.
De asemenea preturi ridicate pot fi aplicate in cazul prestarii unor servicii diversificate si de o calitate
superioara sau in cazul unei cereri turistice excesive, precum si in cazul unei concurente reduse pe piata
ecoturistica.

Tn schimb, in extrasezon, din cauza nivelului redus al cererii, operatorii de servicii ecoturistice
sunt nevoiti sa practice importante reduceri de preturi pentru toate serviciile componente ale produsului
ecoturistic, in vederea stimularii cererii.

In cazul ofertei de produse ecoturistice integrate, este binevenita practicarea preturilor forfetare,
deci, acestea trebuie sd fie mai mici decat suma preturilor pentru prestatiile separate ale componentelor
produsului ecoturistic.

Stimularea vanzarilor prin politica de pret poate fi realizatd prin acordarea de beneficii si de
facilitati pe trasee tematice, popasuri turistice, servicii aditionale la preturi accesibile.

In activitatea de marketing ecoturistic, un rol deosebit il detine promovarea acestor produse si

servicii, astfel, intreaga activitate a firmei de turism, este de neconceput fara o promovare
corespunzatoare, prin intermediul careia sunt transmise consumatorilor, utilizatorilor dar si publicului
larg, informatii referitoare la caracteristicile produselor si serviciilor oferite. Ecoturismul ofera servicii
prietenoase, accesibile, diverse, sigure, serioase, ecoetichetate, personal agreabil, bine pregatit, in acest
context, informarea si comunicarea cu publicul vizat atat intern cat i extern, devine tot mai importanta,
iar acest fapt nu se poate realiza fara un sistem modern si eficient de comunicare si informare.

Actiunile promotionale in domeniul turismului, vizeaza intensificarea circulatiei turistice,
atragerea de noi clienti cat si pastrarea celor existenti deja, adresandu-se, deci, prin mesajele sale, atat
publicului larg in randul caruia se considera a fi potentialii turisti, cat si unei tinte precise. Specific
ecoturismului este oferirea informatiilor privind organizarea si desfasurarea calatoriei in conformitate cu
normele impuse, in vederea protejarii resurselor naturale si a patrimoniului cultural din zona respectiva.

Promovarea turistica trebuie realizata astfel incat sa inspire si sd obtind Increderea publicului,
astfel, tehnicile de promovare in turism care aduc rezultate, ar fi: expunere maximald la targuri si
expozitii, precum si prezenta la evenimente speciale, organizarea de vizite pentru mass-media si creatori
de opinie si organizarea de evenimente speciale, activitdti caritabile, sponsorizari, publicatii etc. Este
esentiald, pentru domeniul turismului, promovarea on-line si din acest motiv, fiecare unitate trebuie sa
dispund de un site propriu de prezentare in care sa pund la dispozitia turistului toate informatiile
necesare.

Promovarea produselor ecoturistice trebuie sd permitd prelungirea activitatii turistice in
extrasezon, informarea si publicitatea fiind mijloacele prioritare in atingerea obiectivelor propuse. Prin
publicitate se poate contribui la promovarea si consolidarea unei imagini favorabile a ofertei proprii, a
unei destinatii ecoturistice, la cresterea prestigiului acesteia prin informarea ecoturistilor potentiali cu
privire la caracteristicile destinatiei.

Reiesind din faptul ca, ecoturismul are mai multe functii de indeplinit pentru persoanele
antrenate in diverse vizite, cum ar fi: cea culturald si cea educativd, promovarea turistica, trebuie sa fie

111



INTERNATIONAL SCIENTIFIC-PRACTICAL SYMPOSIUM
Development of sustainable tourism: actualities and opportunities
September 27th, 2022
implicatd direct in organizarea buna si eficienta a timpului liber al oamenilor, contribuind la 0 mai buna
recuperare si odihna a oamenilor, dar si la culturalizarea acestora.

Specificul mixului de marketing ecoturistic presupune si implementarea unor strategii privind
gestiunea eficientd a personalului in prestatie, prin intermediul caruia se dezvolta si se mentine relatii cu
toate categoriile de consumatori, pentru a raspunde cat mai eficient la preferintele lor de ecoconsum.

Conform practicilor internationale, ecoturistii preferd ghizi care trdiesc in satele din zona si
cunosc limbile straine. Personalul angajat in organizarea excursiilor din cadrul destinatiilor ecoturistice
trebuie sd cunoascd foarte bine biodiversitatea locald, sa fie promotorii si adeptii traditiilor locale si
nationale, sa posede capacitati de comunicare, sa fie ospitalieri.

Republica Moldova dispune de ghizi profesionisti de turism si de ghizi locali care pot oferi la
solicitare excursii specifice locului. In raza oricdrui obiectiv turistic din Moldova poate fi angajat un
ghid local.

Pentru ecoturism conteaza si optiunea consumatorului, care, pentru a-si reface sanatatea si
vitalitatea, cautd o calitate tot mai bund a mediului in care a ales sd-si petreaca vacanta (aer curat, ape si
locuri nepoluate, peisaje frumoase etc.).

In ecoturism, marketingul presupune anumite trasaturi, deoarece [2]:

v produsul se consuma in natura;

v se afla la distante mari, deci presupune preturi mai ridicate;

v pachetul de facilitati trebuie sa atraga turistii;

v consumatorul poate deveni un canal de distributie, fiind implicat in promovare prin
impartasirea experientei proprii, altor potentiali consumatori de ecoturism;

v productia, furnizarea, consumul au loc simultan, iar produsul se poate achizitiona sub forma
de impresii si amintiri;

v produsul nu poate fi stocat, deci se furnizeaza proaspat, in perioada de dezvoltare;

v ofera programe de educatie ecologica, deci creeaza atitudini etice fatd de natura;

Concluzii

Tn concluzie, putem specifica ci, cresterea importantei protejarii mediului reprezinta stimulentul
principal pentru continuitatea dezvoltarii industriei turismului. Dezvoltarea turismului trebuie sa fie
durabila sub aspect ecologic, viabila si rentabila sub aspect economic, si echitabild din punct de vedere
etic si social pentru comunitatea locala.

Marketingul poate fi utilizat ca un instrument pentru directionarea dezvoltarii viitoare a
ecoturismului in contextul dezvoltarii durabile. Marketingul ecoturistic promoveaza si oferd servicii
ecologice, contribuind la atragerea si educarea turistilor in directia protejarii naturii, identitatii si culturii
locale. Actiunile de marketing aplicate si implementate asupra produsului ecoturistic, contribuie la
realizarea activitatii de ecoturism ca domeniu antreprenorial, la ameliorarea problemelor privind
dezvoltarea economico-sociala a regiunii si a comunitatii-gazde.

La etapa actuald, deciziile de consum ale ecoturistilor sunt influentate de o multitudine de
factori. Tn scopul conferirii originalititii si atractivititii destinatiilor ecoturistice, prestatorii de servicii
ecoturistice, trebuie sa apeleze la utilizarea diverselor instrumente de marketing. Astfel, competitivitatea
prestatiilor ecoturistice presupune respectarea urmatoarelor cerinte: asigurarea calitdtii si consistentei
ofertelor de produse si servicii ecoturistice; respectarea normelor si reglementarilor locale si nationale
referitoare la protectia mediului, valorificarea echilibrata a tuturor resurselor naturale.

Bibiliografie
1. Legea Republicii Moldova nr. 352 din 24.11.2006 cu privire la organizarea si desfisurarea activititii turistice in
Republica Moldova// Monitorul Oficial 14-17/40, 02.02.2007
2. Neacsu, N. Turismul si dezvoltarea durabili., Editura Expert, Bucuresti, 2000, 228 p. ISBN973-9282-80-6
112



3. Nedelea, A. Politici de marketing in turism. Editura Economica, Bucuresti, 2003, 262 p. ISBN973-590-923-5

4. Nedelea, A. Marketing in turism. Teorie si practici. Editura Economica, Bucuresti, 2020, 276 p. ISBN978-973-709-
943-3

5. Rosca, D. Aspecte de marketing in ecoturism / Economica, Revisti stiintifico didacticd, ASEM, Chisiniu, 2007, nr.
2,p. 81-82; 0,1 c.a.

6. Rosca, D. Strategii de marketing in dezvoltarea si promovarea ecoturismului in Republica Moldova. Autoreferat al
tezei de doctor in economie. Chisinau, 2008, 28 p.

7. Turismul verde in Moldova. (accesat 14.10.2022). Disponibil: https://www.sgpmoldova.org/upfiles/ck-
images/files/Turism_verde in_M_ 2017 vio_web.pdf

8.  https://seolitte.com/2022/03/idei-de-marketing-pentru-afacerile-din-turism/
https://www.mc.gov.md/ro/content/perspectivele-de-dezvoltare-turismului-sustenabil-au-fost-abordate-la-valeni

Corresponding author:

DOMBROVSCHI Ina,

ORCID 0000-0003-3168-5244, mail: dombrovschiina@gmail.com
NAZAR Nadejda,

ORCID 0000-0002-6285-9270, nadea.nazar@gmail.com

113


https://www.sgpmoldova.org/upfiles/ck-images/files/Turism_verde_in_M_2017_vio_web.pdf
https://www.sgpmoldova.org/upfiles/ck-images/files/Turism_verde_in_M_2017_vio_web.pdf
https://seolitte.com/2022/03/idei-de-marketing-pentru-afacerile-din-turism/
https://www.mc.gov.md/ro/content/perspectivele-de-dezvoltare-turismului-sustenabil-au-fost-abordate-la-valeni
mailto:dombrovschiina@gmail.com
mailto:nadea.nazar@gmail.com

INTERNATIONAL SCIENTIFIC-PRACTICAL SYMPOSIUM
Development of sustainable tourism: actualities and opportunities
September 27th, 2022

CZU: 338.488:004 DOI: https://doi.org/10.5281/zenodo.7602280

NEW TECHNOLOGIES IN THE TOURISM SECTOR

APETRII Natalia, Lecturer
Moldova State University

Abstract

Today, it is fair to say that the world belongs to technology. Big data, data warehouses, networks, the internet,
artificial intelligence, robots - these are not "' the distant future ", but the things we already use every day. New technologies
based on artificial intelligence are widely used in all areas of human and professional activity, improving the quality of work
and life. This article provides a brief overview of new intelligent technologies that are being implemented, quite successfully,
in the tourism sector.
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Information technologies are constantly developing being successfully and easily introduced into
our daily lives. Technologies today, in their development, have reached a very high level, and have
started to use artificial intelligence.

A person's mental intelligence is a set of accumulated knowledge, the ability to properly apply it,
the ability to find logical solutions [1]. Most scientific sources define artificial intelligence as systems
that can mimic human functions to perform certain tasks; systems that can learn from available data.

Artificial intelligence is a rapidly developing field of computer science. Artificial intelligence-
based systems can process and analyze huge amounts of data accumulated by travel companies, make
predictions (booking tickets, hotels; setting prices), segment customers (to identify traveler preferences)
and solve other complex tasks.

The indisputable advantages of intelligent systems are: (1) large amounts of data storage; (2)
high speed, performance and efficiency of data processing; (3) unbiased problem solving or decision
making (lack of emotionality); (4) expertise/experience; (5) presence of multiple options for problem
solving; (6) user friendliness for customers (clear and friendly interfaces).

In everyday life and in the professional domain, artificial intelligence comes in the form of
machines or information technology. Artificial intelligence is widely used in all areas of human activity
and helps to facilitate and automate the performance of many tasks. Even the tourism sector has not
remained far from modern intellectual progress. The tourism industry is one of the most developed
sectors of the economy, including passenger transport, hotel business, restaurants, entertainment and
cultural events, etc.

Let's get acquainted with the new intelligent technologies that are already used in the tourism
industry [2; 3; 4, 5, 6, 7]:

- Biometric identification - used to improve the quality of service at the airport, in hotels, at
events of different types.

- Chatbots based on artificial intelligence - these are online assistants, voice assistants; used to
communicate with customers, to provide personalized support in choosing a tourism product.

- Robot waiters are artificial intelligence machines deployed in restaurants/cafes to serve
customers.
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- Concierge robots - these machines are installed in hotels and business centers; these machines
perform the following tasks: identifying visitors, scanning passports, issuing badges, etc. The robots are
integrated with the building access system.

- Robots in hotels to provide guest services: cleaning, disinfecting the air, providing necessary
information, etc.

- Atrtificial intelligence-based information systems in tourism allow: analysis of customer
behavioral data and, accordingly, the formulation of a personalized offer; prediction of air ticket prices
based on collected system data; search for profitable flight options (Aviasales); travel planning and
search (Romez2rio).

- Online booking of tours are services where guides can showcase any city in the world
(https://www.sputnik8.com/).

- Travel navigators - allow route planning.

The use of the latest smart technologies in the tourism sector will help cut some of the company's
costs, increase customer satisfaction, improve the quality of customer service and enhance the
attractiveness of the service.

Conclusion:

The use of artificial intelligence-based systems for processing and analyzing big data will allow:
extracting valuable information (knowledge) when processing large amounts of data for management;
more accurate forecasting (prices, bookings); development of customized tourism products;
development of new products and services; better decision making for a successful business; for
companies to be competitive in the market.
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Abstract

This article presents the prospects for the development of rural tourism in the Republic of Moldova. Its aim is to
analyze and identify the forms of active tourism in the Republic of Moldova and its correlation with rural tourism, as well as
to make a comparative analysis of rural tourism with other countries.

For the development of rural tourism, it is worth mentioning that it is a rather new and promising branch of tourism
activity, the essence of which lies in the fact that almost all tourism services in rural areas are provided by the inhabitants of
these villages, from accommodation and food services to recreation.

In the context of developing the prospects for rural tourism, it is necessary to analyze the statistical data and
indicate in general terms the forms of tourist activity taking place on the territory of the Republic of Moldova.

One of the main advantages of rural tourism development in the Republic of Moldova relates to the development of
the rural sector.

Key words: rural tourism, tourist activity, economic competitiveness, promotion methods, tourist resources.
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A number of significant problems related to the implementation of tourism activities, including
rural activities in the Republic of Moldova, have also been identified. For instance, not all the concepts
used in the legislative acts are in line with the UNWTO recommendations; Moldovan tourism agencies
do not properly use the potential of Moldovan rural tourism forms; tourist routes in the field of
excursion activities are not accompanied by the necessary information about them and they are not
certified; tourism infrastructure is one of the most problematic issues requiring serious intervention - the
problems noted relate mainly to the state of public roads, the presence of a single airport in the country,
the exorbitant price of air tickets, the inadequate qualifications of staff in the service sectors, from taxi
drivers and public transport to staff in accommodation establishments and guides, etc. [1, c. 27].

The conclusion drawn from the analysis of rural tourism in the Republic of Moldova reveals that
it has a number of advantages, namely: tourist resources which will favorably influence the interest of
tourists in the Republic of Moldova as a rural tourism destination; legislation which includes rural
tourism; world-famous Moldovan wine and everything associated with it: wine cellars, cooking
technology, which also favorably influences the development of rural tourism, as each rural household
has its own small wine cellar. History, culture and traditions of the Moldovan people, if used properly,
can also take rural tourism in Moldova to a whole new level.

However, one cannot fail to mention the shortcomings that can negatively affect the
development of rural tourism. These refer to the lack of qualified personnel in most rural areas, the low
level of infrastructure, and there is still no running water in some villages. Accommodation facilities are
underdeveloped, all these shortcomings and threats should be minimized, and only the advantages
should be highlighted. In order to minimize the disadvantages of rural tourism in the Republic of
Moldova and to increase people's enthusiasm for rural tourism, it is necessary to focus on the positive
aspects, i.e. proper marketing and promotion of rural tourism resources will definitely attract tourists,
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both local and foreign, who are interested in national culture, customs and traditions; competent use of
Moldovan hospitality as a resource and large-scale wine production can form a unique tourist route in
rural areas; ease of border crossing, i.e. visa-free regime with EU, CIS, and the USA, is definitely an
advantage for Moldova as a tourist destination; adjustment of tourism legislation to all WTO conditions
and standards will also be a great advantage; review of tourism policy, including rural tourism, by
actively encouraging start-up entrepreneurs; allocation of funds for improvement of existing
accommodation facilities, natural, cultural and historical monuments; benefits, subsidies, various
tenders should become an integral part of rural tourism legislation.

Rural tourism itself is a fairly new and promising area of tourism activity. Essentially, nearly all
tourism services in rural areas are provided by the local people themselves, including accommodation,
food and leisure activities. To some extent, this makes it easier to carry out tourist activities. As well as
the fact that rural tourism is promising for the community, as the areas and the communities develop,
rural tourism also has a positive effect on the development of the country's economy.

To indicate the prospects for rural tourism in the Republic of Moldova, it is worth mentioning
generally the forms of tourism activities that are carried out on the territory of the Republic of Moldova.
The country offers a large number of different tourism forms, but they are all developed to different
degrees. They can be divided into three conditional groups:

Active (mastered) forms of tourism [7]:

a) Rural tourism. The Republic of Moldova has great potential for the development of this form
of tourism, due to its natural resources, history, etc.

b) Viticulture and wine tourism (oeno-tourism). In the Republic of Moldova there are expensive
wine tours, accommaodation in prestigious hotels, villas, long-term wine tasting, to become acquainted
with Moldovan wine, tourists can also visit the countryside, where each elder will tell about his unique
technology of production, storage, etc. Such kind of tour is not worse than the most expensive ones,
because wine and grapes are the pride of the Republic of Moldova;

c) Religious / spiritual tourism involves visiting various churches, temples, cathedrals in the
Republic of Moldova. This can involve attending services, prayers and getting to know the architecture
and the religious, spiritual significance for the local inhabitants;

d) Excursion tourism in the Republic of Moldova, as practice shows, among the local population
is more developed than, say, wine tourism. It involves the services of a guide along a designated route
through attractions with various purposes, both entertaining and educational,

e) Business tourism, which includes travel for delegation purposes, official receptions,
participation in exhibitions, participation in conferences.

Less active (less developed) forms of tourism are:

a) Cultural tourism, which involves tourist trips for learning about the country's culture,
history and national customs (music, clothing, dances); museums and various exhibitions are also part of
this type of tourism. Cultural tourism in Moldova is very promising thanks to its rich history and large
number of historical sites.

b) Gastronomic tourism consists of a trip aimed at getting acquainted with the national
cuisine and the culinary rules that have been observed since immemorial times.
C) Sports tourism is carried out with the aim of spending leisure time in an active way,

learning or improving skills in various sports, through active participation in sports events,
competitions, etc. In Moldova there is also a great potential for this type of tourism, as the country has a
large number of diverse stadiums, venues that deserve attention, as well as many professionals, masters
of sports who could actively participate in such events.

d) Nostalgic tourism consists essentially of individuals who have permanently relocated to
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another country. These people return to visit their families, relatives or cemeteries as a tribute to
memory.

The following types of tourism show great promise in the Republic of Moldova:

a) Academic tourism, which entails attracting people to study in the country. In recent years,
there has been a trend that Moldovan citizens tend to go abroad to higher education institutions,
however, the Republic of Moldova also provides high quality secondary and higher education as well as
providing vocational training to foreign students;

b) Medical and health tourism, meaning the provision of medical treatments to foreign
citizens on the territory of the Republic of Moldova or simply the strengthening of health measures. It is
actively requested by diaspora representatives returning to Moldova for medical services. This tourism
IS promising given that medicines in Moldova are much cheaper than in EU countries;

C) Adventure tourism can also gain recognition in Moldova, as it consists of an active form
of leisure activities: motorcycling, cycling, hiking, rafting, parachuting, horse riding. Moldova offers all
of these, which can be very attractive to tourists.

It should be noted that each of the above-mentioned types of tourism, with the exception of those
in the straightforward academic and business sense, can be combined with rural tourism. Each type of
tourism, except for what can take place in the countryside, is welcomed in villages and towns by local
residents. Nature and landscapes allow for active leisure time, a large number of talented and intelligent
individuals live in villages, who can go on a full-fledged excursion or teach a particular sport or activity.
This is a direct prospect for the development of rural tourism in Moldova.

Table 1 presents the data on tourism activity of travel agencies and tour operators in the Republic
of Moldova in 2021.

Table 1. Tourism activity of travel agencies and tour operators in 2021

Number of arrivals
Type of tourism Total _ of which: .
Tourists Excursionists
Incoming (accommodation of foreign citizens in
the Republic of Moldova), total 24006 3879 20127
Of which by purpose:
Tourism, recovery and recreation 22457 2330 20127
On personal and work matters 1467 1467 -
For treatment 82 82 -
Internal (accommodation of citizens of the
Republic of Moldova on Moldovan territory for | 79196 18392 60804
tourism purposes)

Source: elaborated by the authors based on [6]

According to the data of the National Bureau of Statistics, the Republic of Moldova stands out in
the tourism market as follows [6]:

1. Competitive price - 32nd place;

2. Health and Hygiene - ranks 34th;

3. Level of security - ranks 69th.

However, some points where Moldova is significantly lagging behind:

1. In terms of the quality of public roads, it ranks 130th;

2. In terms of tourism infrastructure, it ranks 131st;

3. In terms of attractiveness of natural heritage - 132nd place;
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4. In terms of country brand promotion - 134th place.

Based on the statistical data in the table, it can be concluded that the number of foreign tourists
and visitors for 2021 amounted to 26 thousand people, which, compared to the comparison indicators of
2020 and 2019, shows an increase of 17.1 thousand people, an increase by 3.5 times. The number of
tourists and visitors participating in domestic tourism in 2021 was 79.2 thousand visitors, an increase by
1.8 times compared to 2020, amid a decrease in the indicator in 2020 compared to 2019 by about 3.3
thousand people (-7.1%). Tourist trips of Moldovan residents within the country were mainly organized
by travel agencies and tour operators in the municipality of Chisinau (53.5%), development regions
Center (36.1%) and South (8.2%). Based on these data, it can be concluded that there is a positive
tendency in the field of tourism, expressed as an increase in the number of foreign tourists and
participants in domestic tourism in the Republic of Moldova, which makes the prospect of successful
development of rural tourism in the Republic of Moldova evident, as each year Moldova becomes more
and more interesting for foreign tourists as a rural tourist destination.

To develop more targeted marketing activities and promotion methods in order to attract foreign
tourists, the statistics of visits of foreign tourists and visitors to the Republic of Moldova in 2021 will be
taken into account, broken down by country, as shown in Table 2.

Table 2. Statistics of the highest number of visits of foreign tourists and excursionists to the Republic of
Moldova by country in 2021

Country name Number of tourists and excursionists
Total: 24006
Austria 781

Russian Federation 3711
Germany 270
Italy 2430
Poland 4147
United Kingdom 776
Romania 8421
Turkey 105
Ukraine 2735

Source: elaborated by the authors based on [6]

The development trend of rural tourism in Moldova is positive and progressive. Interest in rural
tourism in the Republic of Moldova exists not only among foreign tourists, but also among Moldovan
citizens who cannot travel abroad, who wish to spend their holidays in a familiar natural environment.
The phenomenon of rural tourism in the Republic of Moldova itself is very promising, as Moldova
possesses an enormous potential of resources for rural tourism. There is a large number of rural regions
on the territory of the Republic of Moldova, which can be involved in rural tourism, given the interest of
citizens from other countries, making it a very promising source of income both for the state and for the
regions themselves. The emphasis on less developed types of tourism in rural areas, e.g. gastronomic
tourism, sports, medical and health tourism, in combination with rural, wine and religious tourism,
collectively create a unique and interesting tourism product.

Rural tourism in the Republic of Moldova is a very promising direction for the development of
both the state as a whole and for the development of the rural regions themselves. Tourism generates
new jobs, improves infrastructure, increases the income level of the local population, preserves and
develops local natural and historical attractions.

Moldova is rich in tourism resources, including in rural areas. Besides the well-known Moldovan
hospitality, a huge number of villages with beautiful landscapes, scenery and nature, Moldova has a
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great number of attractions, more than 300 significant nature reserves, about 400 settlements from
different historical periods, about 50 ancient fortresses, about 500 settlements from the early Middle
Ages, 6 medieval stone fortresses, more than 1000 architectural monuments under protection, more than
50 Orthodox monasteries. Nowadays rural tourism activities are not adequately using rural tourism
resources to their full potential. In order to bring rural tourism in Moldova to the appropriate level, a
clear development programme is needed, which will make rural tourism more attractive to foreign
citizens, will regulate tourism activities in rural areas, and will make the process of carrying out tourism
activities fair and profitable for all participants in rural tourism activities.

Currently, almost any activity, in one way or another, directly intersects or collides with the
provision of services of any kind, which in turn requires constant improvement to continue to
adequately meet the needs of the consumer. The exact picture emerges in rural tourism, as it is an
activity aimed at meeting the needs of a person, a tourist, through the provision of various services
related to tourism, in this case rural tourism. It can be participation in agricultural activities, the
purchase of locally handmade souvenirs, tours to rural attractions and places of local pride, all of these
are services offered as part of rural tourism. And like all types of service, rural tourism services need
constant stimulation, development and improvement.

The range of services is not much different from the general definition and classification of
tourism services, broadly speaking rural tourism, including in the Republic of Moldova. In rural areas,
tourist accommodation, catering, transport services, infrastructure services (shops, small souvenir
shops), sightseeing tours, and entertainment activities are also offered. However, rural tourism, whose
main message is acquaintance with nature, antiquity, history and people, is questioned by private car
rental, business centers, conference halls, and modern beauty salons. Typically, throughout a tourist's
stay in rural tourism, the theme of authenticity of people, original customs, traditions, even cooking
takes place in a special way, which, of course, does not mean large business centers, large enterprises,
etc.

In order to identify strategic directions for improving services in rural tourism, it is necessary to
pinpoint the factors that affect the quality of tourism services, including rural tourism.

1.Timely selection and organization of a suitable tour according to customer demand;

2.Customer service quality when choosing a tour;

3.Rapidity of obtaining additional information at the customer's request;

4.Politeness and receptiveness of the staff both when choosing a tour, attention to preferences
and at the place of arrival;

5.Compliance of the proposed tour with reality;

6.Availability of all discussed aspects of the service at the place of arrival in the tourist
destination.

In order to improve the quality of services provided in rural tourism, especially in the Republic
of Moldova, it is necessary to develop an effective system of service quality management in rural
tourism. The management system will ensure a competent approach to the organization and provision of
tourism services, ensure continuous improvement of these services and their performance, ensure
monitoring of service providers' qualifications and competent allocation of resources (material,
technical, human) in the provision of tourism services.

However, a number of problems are likely to be encountered in the process of creating and
implementing a management system and improving the quality of services in rural tourism. These relate
to ignorance of the local population about the fundamentals of tourism activities and the correct
provision of services, insufficient funding due to possible doubts about the profitability of implementing
such a system.

The following principles should be followed when establishing a quality management system for
services provided in rural areas:
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1.In order to ensure high quality services, it is necessary to provide employees with opportunities
for continuous and advanced training and to develop a set of rules for the appropriate service of guests.

2.The range of accommodation services should always take into account the needs of potential
customers and ensure the possibility of an individual approach.

3.1t should be guided primarily by the fact that the main task of providing any service is to meet
consumers' needs or exceed their expectations of the service.

4.Assessment of the quality of service provided should be based on consumer feedback and
comments.

5.The primary objective of all accommodation in rural areas should be focused on meeting the
needs of consumers as far as possible but without exceeding their capabilities.

6.According to consumer evaluations, reviews and comments, the task of accommodation
facilities is to correct any shortcomings in the work carried out.

7.An incentive system needs to be developed in order to motivate employees to work better and
harder.

The desired improvement in the quality of services provided for visiting tourists can be achieved
in a short time by implementing a service quality management system in rural tourism and by following
all the aforementioned principles. In fact, the most important and significant areas of service
improvement are: the possibility of evaluating the services provided, the possibility of continuous
training of staff to improve their skills and the existence of a service quality management system which,
as a managerial link, will be able to steer the activities of rural enterprises involved in tourism activities
in the right direction on the road to high quality services.

With regard to the strategic directions for improving services in rural tourism in the Republic of
Moldova, beyond the implementation of the management system, an enterprise that is involved in
tourism activities in rural areas must always take into account and respect three major and fundamental
principles:

Firstly — mandatory compliance with the principles of modern service, which implies:

1.Maximum consistency of services and consumer demands.

2.Ensuring a close link between services and marketing.

3.Adaptability of services to changing market requirements and consumer demands.

Secondly — providing comfortable and fair working conditions for staff, which implies the
following:

1.Comfortable and equipped workplaces for staff.

2.A clear set of rules that every employee must follow.

3.An evaluation system for the quality of each staff member's work.

4.An incentive system to motivate employees to genuinely want to make a positive contribution
to the development of a rural service enterprise.

5.Providing opportunities for advanced training.

Thirdly — improving the organizational structure of the enterprise, i.e., ensuring the correct
procedure for transferring the product, in this case the service, to the customer.

Fourth — full objective control over the quality of services, which is one of the most important
principles for improving services in rural tourism with the following implications:

1.Involvement of tourists and customers in assessing the quality-of-service provision.

2.Compliance with the standards of tourism activities in rural areas.

3.Establishing criteria for assessing the quality of services provided.

4.Implementation of technical means for monitoring and controlling the quality of services.

5.Introducing to the staff the individuals who will be responsible for the various organizational
aspects of the rural tourism enterprise, e.g., recruiter, marketing manager, accountants, security
specialists.
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Abstract

Currently, tourism is a distinct field of activity, an important component of economic and social life for a growing
number of countries in the world. Definitions of tourism have been formulated over the years by international tourism
organizations or institutions, and have often been incorporated in more or less modified forms in the national tourism
legislation.
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Tourism can be defined in terms of the relationships established between the tourist and the
destination area (country, region, locality), as well as the relationship between the tourist and different
dimensions of public life (cultural, economic, social, political, religious).

Based on the guidelines adopted by the UN, the main forms of tourism are as follows:

v domestic tourism: residents of a given country traveling only within that country;

v inbound tourism: non-residents traveling within the country;

v outbound tourism: residents of the given country traveling to other countries [2, p.5-6].
The three basic forms can be associated into different ways, leading to other categories of
tourism, such as:

Vv internal tourism, a form of tourism that combines domestic and inbound tourism;
v national tourism, consisting of domestic and outbound tourism;

v international tourism, consisting of inbound and outbound tourism [2, p. 5-6].

A fundamental component of tourism is the tourist, the person who travels to or stays in places
outside the area of permanent residence for at least 24 hours, but not more than one consecutive year, for
leisure, business or other purposes not connected with the pursuit of gainful employment in the locality
[3, p. 6-7].

During their travels, tourists consume a range of goods and services, more or less related to the
tourism sector. Therefore, all the related branches of tourism form the tourism industry, which presents a
set of economic and commercial activities aimed at producing tourist services, corresponding to the
classification standards, linked by accommodation and food services, leisure, transport, with the main
function of satisfying tourists' needs.

Despite its small surface area, the Republic of Moldova has considerable tourism potential,
represented primarily by the geomorphological aspect of the territory - an unusual diversity of landscape
reserves or natural landscapes and unique geological monuments of national and international value.
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In the last decade, the main forms of tourism practiced in the Republic of Moldova have been
rural, wine, cultural, religious and health tourism. Tourism is a generator of socio-economic progress,
regional development, and labour migration reduction [8, p.4].

Tourism potential is one of the main motivators for travel in the Republic of Moldova. There are
more than 15 thousand man-made tourist attractions and more than 300 important natural areas in the
Republic of Moldova that provide tourist offer.

The development of tourist heritage objects is ensured by territorial tourism planning in
accordance with the urban and spatial planning documentation [7]. Natural and man-made tourism
potential creates opportunities for the development of domestic tourism in its various forms.

According to the legislation concerning the state policy in this field, tourism is considered a
priority for the national economy, with the state supporting tourism activities by planning and protecting
the tourist heritage, and by establishing appropriate conditions for its sustainable development [8, p. 5].

In terms of the relatively constant components of the tourism offer, tourism resources determine
the attractiveness for tourism of each area individually and the country as a whole, as well as the
functional value for the use of certain forms of tourism.

The tourist heritage is one of the main components of tourism that make up the tourist offer. The
tourist heritage of a geographical territory is made up of: the natural and man-made tourist potential, the
general infrastructure and the technical and material tourist base of the country.

One of the most important anthropic tourist attractions that motivate foreign tourists is the Orheiul
Vechi trail, which at certain times of the year is packed with national and foreign tourists. The Orheiul
Vechi Archaeological Complex is located on the Raut River Valley, between the villages of Trebujeni
and Butuceni, in Orhei district, at a distance of about 50 km northeast of the city of Chisinau, which
influences the increasing flow of tourists residing in Orhei. Both the exterior and the history of this
complex represent the strengths in motivating foreign tourists. The Orheiul Vechi archaeological
complex is of particular importance for attracting foreign tourists because of its monumental stone
constructions, which are of particular interest from a scientific and museographic point of view.

Similarly, the monasteries of the Republic of Moldova represent a special group of tourist
attractions due to their religious, cultural and motivational characteristics. Among the best-known
monasteries which attract visitors through their uniqueness and location, worth mentioning are the
following monasteries: Nou-Neamt, Capriana, Hancu, Harbovat, Saharna, Rudi etc.

The core indicators for inbound and outbound tourism as well as the volume of revenues from
travel agency activity have grown more than expected. Therefore, the statistical data analysis shows a
significant increase in the number of tourists in inbound tourism between 2013 and 2019, with an
average annual increase of 8.2%, the indicator set in the "Tourism 2020" strategy standing at 3% per
year. Likewise, the sales volume of travel agencies in 2019 amounted to 2.5 billion lei, which is an
increase of 2.5 times the target figure, or an average annual increase of about 17% (compared to the
forecast figure of 5% annually) [10, p.34].

Organized tourism is of great importance, with tourists' using the services of travel agencies and
tour operators to organize trips within the country. According to the data presented in Figure 1 it can be
observed that for the period from 2013 to 2019 the number of tourists and excursionists participating in
domestic tourism fluctuates, in 2019 it recorded a maximum value of 46128 excursionists.
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Figure 1. Trends of the number of domestic tourists and excursionists by year expressed in
numerical units

Source: Elaborated by the author based on the data of the National Bureau of Statistics
https://statbank.statistica.md/

According to the data shown in Figure 1, the evolution of the number of tourists in domestic
tourism shows a positive trend, with an increase in the number of tourists during the years 2013 - 2019.

Between 2014 and 2020 tourism development in the Republic of Moldova has been supported by
various projects and programs with external funding, granted by the European Union, Romania, the
United States of America (USA), Poland, Switzerland, Germany, Austria, Great Britain, Sweden,
Estonia, the Czech Republic, etc. However, the Republic of Moldova remains a less attractive tourist
destination both for foreign tourists and Moldovan citizens.

The tourism and hospitality industry has continued to develop rapidly and has become one of the
most important industrial sectors for the world economy. This industry, both directly and indirectly,
accounted for 10.3% of global GDP in 2019. Moreover, that same year, 330 million people worked in
the tourism and hospitality industry worldwide, roughly 1 in 10 jobs. In 2019, the global economy
increased by 2.5%, while the tourism and hospitality industry grew at a rate of 3.5% [15]. However, the
tourism and hospitality industry has encountered crises on a more regular basis in recent years.

The industry's continued growth trend has recently been threatened by the sudden outbreak of
Covid-19 in December 2019 in Wuhan, China, according to data provided by the World Health
Organization, 2020 [15]. In just a few months, there have already been cases reported from 114
countries, according to WHO. The outbreak of the pandemic occurred on March 11, 2020. Worldwide,
political authorities have taken steps to mitigate the spread of the virus. Social distancing and contact
restrictions have come into force. Border crossings have been closed and heavily affected areas
quarantined to combat the spread of the virus. As a result, chaotic and unsafe travel conditions led to a
catastrophe in the tourism and hospitality sector.

The tourism industry is, by definition, one of the most vulnerable industries when it comes to
threats related to an economic, military or medical crisis. Covid-19 has had dramatic effects on the
tourism industry and national tourism businesses. The COVID-19 pandemic was a devastating economic
and health crisis with negative effects on developing countries, especially those dependent on tourism.
As governments tried to protect their people, blockades, quarantines and major restrictions on national
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and international mobility were put in place. This, in combination with consumers' decision to limit
international travel, has led to a sharp contraction in the tourism sector, which has been severely
affected, particularly in countries that rely on the sector. The number of international tourist arrivals fell
by 74% in 2020 compared to the previous year [16]. In many developing countries, arrivals fell by 80-
90%.

The start of 2021 worsened for most destinations, with an overall average decline of 88% from
pre-pandemic levels, although the northern summer and autumn could see a significant improvement for
some destinations, especially for domestic and regional travel. The indirect effects of this decline have
been more devastating, as labor and capital remain unused together with a lack of demand for
intermediate goods and services having a negative impact in several sectors.

The COVID-19 pandemic has had a significant influence on the tourism industry as a result of
travel restrictions, along with a collapse in demand from potential tourists. Travel companies have been
severely affected by the spread of Covid-19, as a handful of countries have instituted travel restrictions
in an attempt to control the spread of the virus, which has led to the shutdown of an entire sector and
other related industries.

One major problem in this context has been the fact that many workers in tourism are in direct
contact with tourists, e.g. in travel agencies, airlines, hotels, restaurants, shopping centres and various
tourist attractions, and as the Covid-19 virus has been found to be easily transmissible (even though the
mortality rate is low compared to previous pandemics, and deaths are mostly common in the elderly and
those with poor medical histories), the HORECA sector has partially stopped its activities to minimise
contact between citizens.

The Republic of Moldova has not been spared by this devastating virus. In 2020, the largest
decrease in the number of foreign tourists visiting Moldova has been recorded, almost 13 thousand less
than in 2019. At the beginning of 2020 the tourism industry in the country was forecast to be quite good.
Pre-bookings, which increased by 10-15% compared to the previous year, reflected this trend [24]. But
with the migration of the COVID-19 pandemic to the European continent and subsequently to other
continents, all forecasts and predictions have been turned upside down.

The National Bureau of Statistics reports that travel agencies and tour operators provided tourist
services to 82.1 thousand tourists and excursionists between January and September 2020, or 74.3% less
than during the same period in 2019, the decrease being caused by a reduction in the number of
participants in outbound tourism (-81.5%), inbound tourism (-56.3%) and domestic tourism (-23.9%)
[20]. Thus, the number of foreign citizens visiting Moldova in 2020 decreased by 3.21 million people
compared to 2019, which represents a decrease of about 70%.

According to the data provided by the National Bureau of Statistics, the number of overnight stays
of tourists in collective tourist accommodation facilities decreased in 2020 by 76% compared to 2019, or
by 284.5 thousand people. This considerable decrease is shown in Figure 2.
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Figure 2. Activity of tourist accommodation facilities between 2017 and 2020
Source: Elaborated by the author based on data provided by the National Bureau of Statistics
https://statbank.statistica.md/

The most affected was inbound tourism, which decreased by 83.5%. To a lesser but still essential
extent, the number of local tourists decreased by 139.1 thousand people, or by 69.3%. A breakdown of
the distribution of tourists by type of accommodation showed that in 2020 the least affected were tourist
and agritourism inns, which saw a decrease of around 7%.

The volume of revenue of travel agencies and tour operators also fell considerably. Therefore, the
number of tourists and excursionists who traveled through travel agencies and tour operators in 2020
decreased by about 252 thousand people compared to 2019, which represents a decrease of about 67%.
It should be noted that, in support of tourism diffusion, Law No. 72/2020 on some measures to support
travelers and economic agents in the tourism industry to mitigate the negative effects caused by the
epidemiological situation (COVID-19) has been adopted, which amended the deadline for refunding
money in case of termination of contracts for the provision of tourism services [21].

A feature of general computable equilibrium modeling involves cross-sectoral effects. This means
that a reduction in production in one sector leads to a reduction in demand for inputs in other sectors and
so on along the supply chain. Hence, the cascading effect is based on the idea that any interrelated
sectors will undergo changes in the chain if one sector is changed under the influence of certain factors.
An example of the cascading effect is presented in a UNWTO report, which shows how a $1 trillion
drop in tourism receipts leads to a $2.5 trillion drop in global GDP, demonstrating the interdependence
between sectors.

The number of tourists fell sharply in 2020 compared to previous years. According to World Data,
the number of tourists in the Republic of Moldova in 2020 decreased by 70%, generating a decrease in
tourism revenue of about 33%. The table below provides an overview of the number of tourists traveling
to our country, as well as the revenue generated from tourism and the percentage contribution of tourism
to GDP for the years 2017-2020.

Notice that although the number of tourists has decreased, tourism revenue has only decreased by
33%, due to the increase in revenue collected for tourism. In 2019, the revenue per tourist was 3029
USD, while in 2020 this indicator went up by 75% compared to the previous year, which was reflected
in the total revenue collected.
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Table 1. Number of tourists and tourism revenues for 2017-2020
Total revenue

Number of : 0 Revenue per
Year tourists recell\J/gcli:)gmln. % of GDP tourist (USD)
2020 29000 354.00 3% 12207
2019 174000 527.00 4,4 % 3029
2018 160000 500.00 4,4 % 3125
2017 145000 442.00 4,6 % 3048

Source: Developed by the Author according to data from WorldData,
https://www.worlddata.info/europe/moldova/tourism.php

The change in consumer behavior is mainly due to the perception of risk. The COVID-19
pandemic has significantly increased the perception of travel risks, joining excursions, traveling to
unknown places and other general hospitality hazards. However, no one could have predicted that the
tourism industry would almost completely shut down worldwide as a result of the pandemic. This has
radically fuelled both the development and demand for virtual forms of tourism. Whether it is during
times of isolation or because of fear of traveling after the epidemic, there is certainly a demand for a
tourism product that, just a few months before, was unknown to most of the population.

The shift from traditional to virtual tourism took place long before the pandemic broke out in
neighboring or Western countries, for instance: the American giant Amazon launched the "Amazon
Explore” platform during the pandemic, which offers access to live, virtual tours around the globe with
local guides and experts [22].

The use of the Internet has increased throughout the pandemic as a source of information and as a
tool for consumers to communicate with their friends or other tourists. Online channels have become a
source of information for tourism planning activities with the development of digital technology.

The tourism industry has also undergone a digital transformation so that tourists can experience
tourist destinations through virtual reality (VR). According to IGI Global, virtual tourism refers to a
simulation of an existing location of tourist interest, usually composed of a sequence of videos or static
images. In essence, virtual tourism is a hybrid concept, it has different forms and varying degrees of
technological capability, it itself combines both virtual reality and tourism concepts and facilitates a
tourism experience without the need for physical presence.

Virtual tourism offers a timely and temporary solution for potential tourists. However, most
people may adopt and want to use virtual tourism beyond the pandemic. Consequently, on-site tourism
is expected to coexist with virtual tourism simultaneously. It is therefore necessary to formulate
marketing strategies for virtual tourism that target tourism consumers with different functional needs.

In the Republic of Moldova, the Visit MD website is available, a non-profit project created by a
team of enthusiastic professionals and launched solely through the Private Investment Initiative [25].
Visit Md offers a wide range of tourist attractions, monasteries, museums, Moldovan villages, natural
and man-made sites, all of which can be viewed free of charge by all interested parties. Recently, virtual
tours have also been developed, accompanied by a guide with direct translation from the spot.

Another site worth mentioning is VirtualTur, which offers a wide range of services, in addition to
sightseeing, visitors to the site have the opportunity to view various HORECA locations, restaurants,
cafes, hotels. Cultural and art institutions have attracted tourists by developing and implementing
various promotional tools based on modern technologies.
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The National Art Museum of Moldova has created a 3D virtual tour. The National Museum of
Ethnography and Natural History has developed the virtual tour section of the museum's permanent
exhibition. The National Museum of History of Moldova developed a virtual tour of its exhibitions. The
National Library of the Republic of Moldova has created the Virtual Museum of the Library, which
consists of documents, data, images and information, regardless of the support on which they are
located, that must be protected and preserved for later consultation on historical, library or cultural

criteria.

In order to identify the advantages and disadvantages of virtual tourism in the Republic of
Moldova, a SWOT analysis of virtual tourism as a new form of tourism in the process of development is

proposed. This analysis is represented in Table 2.

Table 2. SWOT analysis of virtual tourism in the Republic of Moldova

Strengths

Allows to visit more tourist sights online without
physical presence;
Provides access to more tourist destinations;
Existence of virtual tours accompanied by professional
tour guides;
Minimal costs or free of charge as well as no risk of
contact/illness, as with regular tourism;
Promotes existing tourist locations with the prospect
that they will be visited by people who have visited the
virtual location.

Opportunities
Development on the national and international market;
Promotion of tourist locations via virtual tourism
platforms for additional travel motivation;
Virtual tourist platform is an ideal opportunity to visit

Weaknesses
Little promotion of online virtual tourism
platforms;
Minimal state funding;
Few locations available;
Services included (buying souvenirs from
locations, or watching live);
Permanent internet connection.

Threats
Poor awareness of the population about the
possibility of virtual travel;
Lack of interest from the population, as most
of the people are used to traditional tourism.

tourist attractions for people with disabilities.

Source: Elaborated by the author

The Covid-19 crisis has certainly had negative effects on the tourism industry in our country, but
at the same time it represents the beginning of a new form of tourism, which is in the process of
development and knowledge.

The platforms Moldova Travel, Virtual tour, visit Md started a new type of tourism for our people,
a unique possibility to get to know and discover the beauties of the country with the help of the Internet.
This type of tourism has the potential of becoming a good method of promoting our country at national
and international level, with attractive images and exciting locations that could interest potential tourists
to visit our country.

Conclusions:

The tourism sector in the Republic of Moldova has experienced significant growth in the years
between 2014 and 2019. The implementation of the "Strategy-2020" objectives, the integration of
tourism into national policies to encourage sustainable tourism, and the allocation of funds for tourism
development have led to the progress of tourism and its importance for the national economy. However,
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there are a number of factors that can partially or completely stop the development of the industry,
including: political conflicts, natural disasters, pandemics, wars, etc.

The tourism industry used to be one of the world's largest markets; until the world collided with
the 21st century pandemic, COVID-19. Following the pandemic, many countries of the world imposed
quarantines, entry bans and other restrictions on citizens to stop the spread of the virus.

The COVID-19 pandemic is more than a medical crisis, it is a challenge that has affected the
entire Republic of Moldova, with an impact on all aspects of social and economic life. In the Republic
of Moldova, the pandemic has drastically affected tourism entrepreneurs, transport companies, and the
HORECA sector partially or totally stopped their activity. This has led to a decrease in the flow of
tourists, a drop in tourism revenues, a decrease in the country's GDP, and has also economically affected
other tourism-related sectors.

However, the pandemic has had both negative and positive consequences. Among the positive
outcomes can be mentioned: the emergence and development of virtual tourism, an increase in the
number of domestic tourists in the country as a result of border crossing restrictions, more active online
promotion of tourist attractions, improved health standards in companies offering tourist services.

Finally, the COVID-19 crisis is an opportunity to rethink tourism for the future. Tourism is at a
crossroads, and the measures implemented today will shape tomorrow's tourism.
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Abstract

Ecotourism is an environmentally friendly form of tourism, based on appreciation of the environment and in which a
conscious effort is made to reinvest an appropriate share of revenue in the conservation of the resources on which it is
founded. At the same time, it is a form of sustainable tourism that benefits the local population and, in particular, the rural
population.

Currently, ecotourism is a modern form of tourism in the Republic of Moldova, attracting all visitors with its respect
and care for nature and local traditions. A critical ecological situation has emerged in the Republic of Moldova at the
moment, largely due to changes in natural complexes and excessive anthropic activity, which requires an effective solution
for environmental conservation and sustainable development. The priorities and challenges of ecotourism are addressed
from the perspective of identifying new common routes with neighboring countries.

Key words: tourism, sustainable development, environment protection.

JEL: 733, Q51, F61.

Introduction

The cohesion of ecotourism consists in ensuring the linkages of interest and other forms of
tourism, as well as the protection of nature and culture, which shows an annual growth of 10-15%
worldwide. Therefore, it is a pillar principle of ecotourism and is based on minimizing negative impacts
on the ecosystem. Ecotourists involved and engaged in this activity are given recommendations to limit
energy, heat and water consumption, use of public transport, etc. Ecotourism provides opportunities for
nature experiences that lead to a better understanding, appreciation and enjoyment of discovering and
protecting nature and local traditional culture for both visitors and the local community.

"Ecotourism™ or "ecological tourism™ involves the development of all forms of tourism, tourism
management and marketing that respect the natural, social and economic integrity of the environment
through the exploration of natural and cultural resources for the benefit of future generations.

Ecotourism is able to exploit the surplus accommodation existing in the rural households by
involving tourists in the life of the household and offering services and activities (meals,
accommodation, interaction with the socio-natural environment) specific to the rural household, without
disturbing its specific nature. In the overall global tourism economy, ecotourism is defined as the tourist
exploitation of some elements (Figure 1.) [1, p.18].
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Ecotourism is defined as the tourism exploitation of:
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Figure 1. The specific characteristics of ecotourism
Source: Elaborated by the author based on source [1, p.18]

In general, ecotourism includes a range of activities, services, facilities offered by farmers and
rural residents to attract tourists to their area, which generates additional income for their businesses.
Ecotourism includes all tourism activities that are usually carried out in rural areas, with the aim of
enhancing the natural and human potential of villages.

The cognitive value in the case of components designated as parks, botanical or
zoological gardens, natural monuments.

/

Figure 2. The main elements exploited in the development of ecotourism
Source: Elaborated by the author based on source [4, p.36].

This form of tourism includes two major components: the tourist activity itself, which consists of
accommodation, meal services, leisure (travel, fishing, horse riding) and other current services, and,
furthermore, the economic (agricultural) activity provided by the owner of the host ecotourism farm
(guesthouse), which involves the production and primary processing of eco-food products in the
household and marketing them directly to tourists or through other commercial networks [1, p.24].
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As tourism activity has developed and increased, it has also branched out, depending on the
demands of tourists, the characteristics of the landscape and the structure of services. There are a
number of key elements to be highlighted (Figure 2).

Transport, access roads to the rural environment are essential to guarantee a continuous flow of
tourists; Accommodation and meals, even though they do not meet certain hotel standards, must be of
high quality and generously provided; Interest in natural and ethnographic beauty, novelty, charm and
events specific to country life.

The ecotourism activity is based on three essential elements, which must be carefully observed
(Figure 3.).

— Transport

Componentsof |

ecotourism Accommodation and meals

— Interest in natural beauty

Figure 3. The core components of ecotourism
Source: Elaborated by the author based on source [4, p, 43].

The major principles of sustainable ecotourism development are:

v' sustainable use of tourism resources (optimal exploitation, conservation);

v" reducing consumption and waste of tourism resources;

v maintaining the natural, cultural and social diversity of the rural area;

v’ integration of ecotourism into national, regional and local development strategies
(development of supply, promotion, organization and development of general and technical
infrastructure);

v" supporting the local economy in the socio-economic development of the community as well
as in the protection of nature and cultural values;

v" involvement of local communities in the tourism sector by supporting initiative groups for the
development and promotion of the local tourism offer, for the protection of the environment and cultural
values of the area, as well as the role of local organizations as tourism service providers;

v' specialist and public consultation in the development of ecotourism and the local economy to
avoid conflicts of interest between government, regional and local policies;
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v sustainable development of ecotourism must be supported by vocational training,
qualification, advanced training, civic and sociological training;

v’ promotion of ecotourism marketing;

v research and monitoring of tourism action as well as conservation and protection of the
environment and tourism resources [4, p.43].

Ecotourism has developed due to both the market's continuous search for more diversified ways
of spending holidays and government initiatives. In general, ecotourism is seen as a factor in the renewal
of rural economies and, at the same time, as an element of rural conservation. However, it is well known
that this rural environment is especially fragile and easily fragmentable, and tourism as a powerful agent
of change could affect the particular appeal of rural areas. The incentives of tourists who choose these
areas as destinations are related to the very good quality of the environment, the lack of air pollution,
and the peaceful ambience [3, p.23].

Ecotourism is a result, but also a precondition for the development of the rural economy. It can
contribute significantly to the balance of the country's territorial development. In this regard, the
following can be considered: the possibility of becoming a support for new businesses and jobs; the
encouragement of traditional local activities, especially crafts, but also those that can lead to the
development of a specific trade and the creation of new jobs; the increase in the income of the
inhabitants of rural settlements resulting from the exploitation of local resources and organic eco-food
products for consumption by tourists.

Ecotourism can contribute to sustainable development at local, regional and national level
through several elements (Figure 4.).

Figure 4. Sustainable development elements of ecotourism
Source: Elaborated by the author based on [2, p.27].

134




INTERNATIONAL SCIENTIFIC-PRACTICAL SYMPOSIUM
Development of sustainable tourism: actualities and opportunities
September 27th, 2022

Ecotourism offers the low-income tourist population the possibility of rest and comfort, leisure,
holidays, weekends, in the scenic landscape of the rural environment, with cultural-educational values
and distinctive hospitality;

It does not require very large investments for the development of tourist infrastructure or
superstructure or for other related facilities;

It is not compatible with mass tourism;

Ecotourism has the greatest implications for the exploitation of local tourist resources and for
raising the standard of living of the inhabitants, for the socio-economic development of the rural locality
and, ultimately, for the protection and conservation of the rural and built environment, in the context of
an economic activity based on ecological principles;

Ecotourism is a form of tourism in which people are the essential and central element;

Local associations and farmers can ensure the attractiveness of this form of tourism through the
quality of hospitality, knowledge of the local natural, cultural and historical environment and the
authenticity of the products;

Farmers' associations facilitate the development of offers, market monitoring, promotion and
sales, which could not be done by one person alone;

It is a "diffuse” tourism due to the specificity of its diversified offer and its widespread use in
space; hence, apparently, it does not cause too much damage to the natural and built environment [5,
p.15-17].

The specialized literature distinguishes three principles of sustainable development (Figure 5.).

Ecological sustainability - is what ensures sustainable development with the
maintenance of all essential ecological processes, especially the diversity of
biological resources;

Social and cultural sustainability - guarantees a favorable economic development
for the members of the society compatible with culture, with the existing values of
culture and civilization, with the preservation of community identities;

Economic sustainability - which has a rather important role in ensuring an efficient
economic development, the resources being managed in such a way that they will
exist in the future.

Figure 5. Sustainable development and its principles
Source: Elaborated by the author based on [3, p.15-17].

The economic sustainability of ecotourism is defined as a development model that ensures:

Preserving the quality of the environment, an essential element for visitors and hosts;

Improvement of the quality of life in human settlements receiving tourists;

The possibility to provide visitors with high quality experiences [4, p.51].

Entrepreneurs should therefore pay quite a lot of attention to the development approach. Often,
the desire to earn as much as possible, as quickly as possible, leads to overcrowding in rural areas.
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Ecotourism contributes to the economic life of villages in several ways (Figure 6.).

encouraging local activity - handicrafts, but also those that determine the
development of an artistic trade;

the perspective of the long-term development of the village in close connection
with agriculture, infrastructure, environmental protection;

the possibility of becoming a support for new businesses and jobs that determine
local development;

increasing the incomes of the inhabitants of rural settlements by capitalizing on
local resources;

the increasing number of opportunities for social interaction of the locals who
often lead an isolated life in agricultural communities.

Figure 6. Particular features of ecotourism development in rural environments
Source: Elaborated by the author based on source [1, p.54].

In order for these features to fit in well with the concept of ecotourism, the accommodation
capacity of the village and the surrounding area must be taken into account, especially in the context of
a tourist stay in the summer months: facilities, amenities, related services, relationship with the local
population.

In recent decades, from the end of the 20th century and onwards, there has been a trend towards
the development of the tourism industry, with a return to nature and authentic cultural values, especially
in highly industrialized countries. The basis of this form of tourism is the act of spending a holiday or a
vacation in an original natural and anthropogenic environment, enjoying the presence of outstanding
sights. They are more than potential tourist destinations; they represent major keys to sustainable
tourism, which are intended to prepare the consciousness of every tourist thoroughly in order to preserve
them intact for future generations.

Ecotourism is defined as a form of tourism in which the primary motivation of the tourist is the
observation and appreciation of nature and local traditions linked to nature and which must meet the
following conditions: conservation and protection of nature; use of local human resources, educational
character, respect for nature and local communities; minimal negative impact on the natural and socio-
cultural environment.

The World Tourism Organisation has decided on the concept of “ecotourism™ to reflect "all
forms of tourism in which the main motivation of the tourist is the observation and appreciation of
nature, which contribute to the conservation of nature and which generate minimal impact on the
environment and cultural traditions".

A strategy for this kind of tourism, which protects tourism resources, was published by Mexico's
National Tourism Secretary in collaboration with the World Alliance for Nature and subsequently
adopted by the World Tourism Organisation.

It includes key ideas for balancing nature and tourism, including:
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v’ areas where ecotourism is practiced should be considered of continental or global interest
and be part of the planet's tourism heritage;

v’ ecotourism seeks to minimize negative impacts on the local and natural environment and the
local population;

v ecotourism should contribute to the management of protected areas and improve relations
between local communities and those responsible for managing protected areas;

v'this form of tourism should bring economic and social benefits to the inhabitants of tourist
areas and ensure their participation in decisions on the type and volume of tourist activities;

v" new tourism can foster genuine interaction between the host population and tourists and a
genuine interest in the sustainable development and protection of natural areas;

v ecotourism seeks to broaden the spectrum of traditional economic activities (agriculture,
animal husbandry, beekeeping, fishing) without marginalizing or replacing them;

v’ ecotourism activities should provide specific opportunities so that local inhabitants and
employees in the tourism industry can use natural areas in a sustainable way and appreciate the valuable
natural and cultural sites that are major tourist attractions.

"Ecotourism™ was born in the mid-1980s as a result of the growing demand for wildlife-focused
tourism in the most restricted and fragile places on the planet. There is a complex relationship between
tourism and the environment, with the links between them manifesting in both directions. They
represent, to one extent, the basic resources of tourism and, to another, tourism activity has an influence
on the ecological environment, changing its component elements.

The practice of ecotourism involves protecting tourist areas or resources, which are intended for
study, admiration, recreation and physical and mental recovery, not destruction. The real meaning of
ecotourism includes the modernisation of infrastructure, the sustainable development of rural-urban
areas, the use of unconventional forms of energy and non-polluting technologies.

The concept of marketing has a special place in the field of ecotourism. The importance of
proper marketing is widely recognised throughout the tourism sector and is a key component in tourism
destination planning and product design. Conservation organizations and other non-governmental
organizations can play a major role in promoting directly or indirectly, through environmental consumer
education, those products and destinations where ecotourism development is achieved in a substantial
way.

The tourism-environment relationship is irreconcilable and the practice of ecotourism can ensure
the appropriate use of tourism resources through 'sustainable tourism'.

Various interest circles have defined the concept of 'sustainable tourism' as ‘the development of
all forms of tourism, tourism management and marketing that respect the natural, social and economic
integrity of the environment, ensuring the exploitation of natural and cultural resources for future
generations'. The components of a sustainable tourism strategy have been established, the requirements
of this activity being:

v' respect and care for the living environment of human communities;
v’ raising the standard of living of human habitats;
v reducing the exploitation of exhaustible resources and preserving the carrying capacity of
the planet;
preserving the Earth's ecosystem, and human biodiversity;
changing individual attitudes in favor of sustainable development;
creating opportunities for communities to conserve their own environment.

ANEANERN
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Ecotourism is, in fact, the most valuable manifestation of sustainable tourism. Sustainable
development must take into account the arrival pattern and interests of hosts and visitors in a given
region.

Once the importance of ecotourism as a support for sustainable tourism development has been
established at the level of world organizations, it has gained acceptance in more and more countries.
Following the World Conference on Environment and Development in Rio de Janeiro in 1992, the
World Tourism Organisation developed a programme to adapt Agenda 21 to the need for sustainable
tourism development.

Supporting and promoting ecotourism in all tourist areas will only be possible by adopting and
implementing the following key requirements:

v' a detailed inventory of current and potential resources and an assessment of their condition
and use;

v identification of the tourism products that can be produced and the markets, in relation to
future trends, for the selection of products;

v/ drawing up plans for the manufacture of tourism products, customizing development
frameworks for each tourism product;

v/ attracting and organizing joint actions with all stakeholders who can participate in the
production and development of the selected tourism products;

v’ creating legal structures to ensure the appropriate institutional and financial support to back
up the capitalisation and development plans.

Worldwide, the growing diversity of forms of tourism has led to the inclusion of protected
natural areas in the tourism heritage of many countries as potential underused tourism resources.

The ecological development of tourism in protected natural areas is mainly focused on four
aspects:

Economically, by increasing the degree of exploitation of resources, especially the lesser-known
ones, in order to reduce pressure on the more intensively exploited ones.

Ecologically - by ensuring the rational use of all resources, with the reduction and disposal of
household waste and residues, the conservation of recycling and environmental protection.

Social - by increasing the number of jobs, retaining traditional jobs or qualifications in tourism.

Cultural - through the enhancement of unique and original elements of civilisation, art, culture,
which are the expression of a certain cultural identity that can develop a sense of tolerance through
tourism.

Our country currently has a rich natural heritage, which is protected by the state. The total area
taken under state protection is 66467.3 ha or 1.96% of the country's territory. Currently, within the
structure of the fund of protected natural areas, landscape reserves comprise 34200 ha or 51.5% of this
fund (Trebujeni, which includes the medieval town Orheiul Vechi, Sipova, Saharna, Rudi-Arionesti,
Branzeni, Fetesti, Butesti etc.) and 19378 ha or 29.4% scientific reserves with a special protection
regime. Other categories of protected natural areas are: nature reserves - 8009 ha, resource reserves -
523 ha, multifunctional management areas - 1030 ha, botanical gardens - 104 ha, monuments of
landscape architecture - 191.1 ha. The most important areas of the Republic which can constitute, by
their natural and anthropic framework, a real and attractive offer for ecological tourism are: the
"Codrilor" area, the "Toltrele Prutului” area, the middle and lower Nistru area, the Tigheci area.
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In recent years, a great deal of attention has been devoted to protected natural areas as essential
spaces for the protection and conservation of the environment and for maintaining biodiversity and the
national gene pool.

Conclusions:

For the practice of "green" tourism it is necessary to involve several decision makers, first and
foremost the state, through its economic development policy, by developing sustainable development
plans with the provision of quality services to reduce the excessive and inappropriate exploitation of
natural and cultural heritage. A significant role is also played by the voice of local inhabitants in the
development of tourist areas and their participation in these economic development programmes.

Green tourism involves modernizing the infrastructure for sustainable rural-urban development,
using non-conventional forms of energy and less polluting techniques. At the same time, it requires
effective marketing, a good knowledge of the tourist destination sites and efficient macroeconomic
development that avoids overexploitation of certain areas and active pollution.

Failure to preserve tourist destinations leads to their degradation and, consequently, to the
disappearance of destinations and attractions, and to a reduction in tourist flows and tourists. Going
beyond the present moment, the outlook is for tourism products that are not necessarily new, but
certainly cleaner and more equitable. Although some of the prospects are alarming and manage to
frighten some of us, the symptoms are not of the end, but of a new beginning, a beginning marked by
accountability, education, responsibility towards hosts and guests and towards all that belongs to future
generations.
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Abstract

Cultural heritage refers to the set of physical elements and intangible attributes that represent a nation or society,
acquired through social inheritance from ancestors. Such heritage includes tangible cultural elements embodied in buildings
and monuments, objects and works of art. These elements are also represented in books and other literary creations, musical
instruments, costumes, gastronomy, etc. Intangible elements such as folklore, traditions, language and knowledge of different
kinds are also present. Cultural heritage is an asset that has value for the people; hence it is a heritage that is valued,
preserved and passed on.

Key words: sustainable development, cultural heritage, market development
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Introduction

The Republic of Moldova has a rich cultural heritage, which can be successfully exploited in
tourism. A total of 140 cultural heritage monuments have been identified that can be included in the
tourist circuit. Ancient monuments include the Geto-Dacian settlements and Roman fortifications. A
variety of attractions for tourists offer the remains of medieval fortifications, various archaeological
complexes, primarily the Orheiul Vechi, cave monasteries, noble mansions and rural cottages. The
capital of the country also boasts an impressive number of monuments, representative examples of local
architecture from the 19th and 20th centuries, capable of arousing tourists' interest. There are 87
museums in the Republic of Moldova with rich collections of exhibits. Additionally, most of them are
located in buildings of particular architectural importance. In principle, the museums are intended for a
specific contingent of visitors, but at least 20 of them deserve the attention of the general public.

The cultural heritage of the Republic of Moldova represents the entirety of cultural values and
assets (tangible and intangible, mobile and immobile) of local, national and global importance,
accumulated throughout history. Out of the fifteen thousand known sites, only 5,206 are included in the
Register of State Protected Monuments.

Of the total number of monuments, about 8,000 are archaeological sites, of which about 100 are
earthen fortresses, 3 medieval walled fortresses, 6 medieval towns (Orhei, Lapusna, Tighina, Soroca,
Causeni, Chisinau), 788 churches, 129 manor houses and several 19th century historic towns (Balti,
Cahul, Chisinau, Orhei, Soroca, Tiraspol). Of the 5,206 monuments included in the register, 4,086 are of
national importance and 1,120 of local importance. The register of state protected monuments includes
2,696 archaeological sites, 1,284 historical monuments, 1,261 architectural monuments and 225 art
monuments.

In 2005, the geodetic meridian close to the Rudi village, Soroca district, entered the World
Heritage List, managed since 1978 by UNESCO. It is one of the 258 elements of the "Struve Arc"
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(named after the scientist Wilhelm Struve), which is 2820 km long and stretches over the territory of ten
countries from northern Europe (Hammerfest, Norway) to the Black Sea (Ismail, Ukraine), and
represents one of the most remarkable scientific and technical achievements in the field of terrestrial
measurements of the 19th century.

To date, "more than 15,000 monuments of history and culture from different historical periods
have been identified on the territory of the Republic of Moldova, representing nearly 90% of the great
cultures that have perished in Europe. Of these, only 5,698 objects are registered in the Register of
Monuments of the Republic of Moldova protected by the state, including 891 ecclesiastical buildings, 2
medieval fortresses (Tighina and Soroca), 17 manor-parks and about 700 monuments of urban and folk
architecture, the others being archaeological sites of European, regional and local importance. The first
evaluation of the above-mentioned objectives identified about 115 national heritage sites of major
tourist value".

Results and discussions

Cultural heritage is promoted through its enhancement. In order to have something to offer our
descendants in the future, as today's society, we must take the necessary steps to protect, preserve and
enhance the country's cultural heritage. The responsibility for maintaining the objects of the national
cultural heritage belongs to everyone, both the public authorities, the decision-makers who make state
policies and set budgets, and the individuals (individuals, companies or local authorities) who directly
own them.

The most effective way of exploiting monuments of cultural heritage with architectural and
historical significance is to expose them to tourist promotion.

Cultural tourism's main drivers for development are increased income and higher levels of
education and civilisation. Cultural tourism can mainly be achieved through: visiting historical heritage,
historical buildings, museums, historical monuments, memorial houses, etc.; participation in cultural
events (performances, festivals, traditional celebrations, cultural exhibitions, etc.); industrial and
technical tourism, consisting of visits to large-scale industrial buildings or infrastructure, urban
architectural ensembles, etc.

Beyond its identity value, cultural heritage can become, with proper management, a sustainable
development and social cohesion factor, as shown by the experience of other countries. In contrast to
European cultural heritage standards and practices, Moldova's cultural heritage has been in a state of
continuous deterioration since its independence.

One of the most unfortunate consequences of the deplorable state of the cultural heritage and the
poor knowledge of it is the lack of defined identity landmarks for many Moldovan citizens.

The Republic of Moldova has 87 museums with rich collections and exhibits. Additionally, most
of them are located in buildings of particular architectural importance. Basically, the museums are
intended for a special contingent of visitors, but at least 20 of them deserve the attention of the general
public.

The Republic of Moldova is a tourist destination of great interest to citizens of other countries,
with the number of foreign visitors growing steadily (Table 1).

In 2019, the Republic of Moldova attracted 4.6 million foreign citizens, 0.3 million more than in
2018, an increase of 6.2%. Compared to 2013, the number of visitors to our country practically doubled
(94.9% increase, average annual rate + 12%).
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Table 1. Statistical data on the crossing of the state border by foreign citizens between 2013 and

2020.
2019 2019
Annual | 2013 | 2014 | 2015 | 2016 | 2017 | 2018 | 2019 | 2020 | compared to | compared to
2013 2013
Total, Ml 5 56 | 593 | 2.86 | 3.40 | 3.90 | 4.33 | 460 | 1.39 | *224min | -0.97 min
people people people
percent -6% | +14.8 | +18.8 | +14.7 | +11.7 |+6.2%| 70% +94.9% -41%

Source: www.statistica.md, accessed on 12.09.2022

In 2019, 374.8 thousand visitors were accommodated in the 267 tourist structures with
accommodation functions, with a capacity of 24.5 thousand accommodation places, which is 10.2
thousand people more than in 2018, an increase of 2.8% (Table 2).

Table 2. Number of tourists accommodated in tourist facilities between 2013 and 2020

Years 2013 | 2014 [ 2015 | 2016 | 2017 | 2018 | 2019 | 2020

Foreign tourists 95.6 | 939 (944 | 121.3 | 1452 | 160.2 | 174.0 | 28.7

In percentage compared to
previous year

Local tourists 175.9 |/189.1184.5| 184.9 | 192.0 | 204.4 | 200.7 | 61.6

In percentage compared to
previous year

Total number of tourists 2715 |283.0278.9 | 306.3 | 337.2 | 364.6 | 374.8 | 90.3

In percentage compared to
previous year

-2.0% [+0.5%(+28.5% [+19.6% |+10.4% |+10.9% | -83.5%

+7.5%1-2.5% | +0.3% | +3.8% | +6.4% | -1.8% |-69.3%

+4.2%1-1.5% | +9.8% (+10.0% | +8.1% | +2.8% |-75.9%

Source: www.statistica.md, accessed on 12.09.2022

Particularly noteworthy is the increase in the number of foreign tourists staying in tourist
accommodation. In 2019, tourist facilities with accommodation functions were attended by 174.0
thousand foreign citizens, an increase of 13.8 thousand persons, or 10.9%, compared to 2018.

Compared to 2013, the number of foreign citizens staying in tourist facilities with accommodation
functions increased by approximately 78 thousand guests, an increase of about 82%. At the same time, a
decrease of approximately 3.7 thousand compared to 2018 in the number of domestic tourists
accommodated in tourist facilities, which represents a decrease of 1.8% compared to the previous year.

An attractive point of the national tourism product consists in the variety of cultures in different
parts of the country. The Republic of Moldova presents an abundance of nationalities and cultures, and
therefore of traditions, spoken languages, folklore, gastronomy, etc. There are about 880 folklore groups
in the country, many of which reflect traditions specific to the region and their origin. National
handicrafts are also worth mentioning - both as a cultural value and as a craft product offered for sale.

Tourist facilities include those constructions that exploit natural and man-made resources with
tourist value. Tourism facilities must ensure the enhancement and protection of the tourist heritage
through the development of sustainable and high-quality tourism. Depending on the main forms of
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tourism (spa, cultural, religious, etc.) and the types of tourism (rest and recreation, transit, business and
meetings, etc.) there are specific facilities that exploit and enhance various resources (mineral waters,
salt pans, salt lakes, caves, paths, roads, sea beaches, historical monuments, etc.).

The "Register of Monuments of History and Culture of the Republic of Moldova", approved by
the Moldovan Parliament in 1993, was published in 2010, 17 years after its inception. Many of the
monuments of architecture and folk art included have since disappeared, and a lot of public monuments
or professionally crafted monumental art, which have appeared in the meantime in almost all urban
localities of the Republic of Moldova, have not been included.

The study of the cultural-touristic heritage management policies of the districts of the Republic of
Moldova includes:

Art monuments. The number of art objects according to the Register is: in the northern area - 50,
in the central area - 88 and in the southern area - 28, in total - 166 monument addresses, the actual
number being several times higher. Unintentionally, the register also included ethnographic objects.

There are 9 types of immobile ethnographic monuments: dwellings, folk technical installations,
and objectives serving rituals. In the northern area 33 ethnographic monuments were discovered, in the
center - 50 and in the south - 2, in total - 65, although the number would be much higher during
dedicated research. There is a lack of information about events in the interwar period: the tomb and
monument of "Stan Poetas" at Barnova, the graves of Romanian soldiers in the cemeteries of Siganca,
Tabara, etc., objects that would reveal the personality of the members of the County Council.

Historical monuments. Monuments of national history, of the formation of the autochthonous
state, military, represented by commemorative signs in memory of battles and burials at the graves of
participants in the world conflagrations, of victims of social cataclysms, buildings related to outstanding
personalities where various important events took place. No less than 14 types of historical monuments
have been found in the north and central areas and another 9 in the south. The number of titles in the
northern area is 524, in the central area - 467, in the southern area - 214, in total - 1205. Of these,
monuments commemorating events of the interwar period, victims of the famine and post-war
deportations were not included.

Architectural monuments. In the northern area, 191 monuments of architecture and town
planning (of which 157 were religious buildings) have been investigated during the frontal research, and
311 new monuments of national architecture have been included in the Register of Monuments created
in 1993, eventually forming a corpus of 501 titles. These included monuments with ecclesiastical
architecture - 337 (252 stone churches, 55 wooden churches and 9 monasteries and hermitages);
fortifications - 1, buildings with public architecture - 44, dwellings - 91 (36 manor houses and manor
houses with parks, 45 urban and 2 rural dwellings, built-up area - 3); industrial - 27.

In the northern area, there are about 50 different building types.

In the central area, the ecclesiastical architecture amounting to 348 monuments (5 cathedrals, 282
stone churches and 27 wooden churches, 18 monasteries and hermitages of which 4 idiorrhythmic
monasteries and 3 rock hermitages, 3 synagogues), fortifications - 2, buildings with public architecture -
108 (21 administrative buildings, 10 cultural buildings, 46 educational and vocational buildings, 5 banks
and branches, 18 treatment establishments, 5 hotels and inns), housing - 410 (47 manor houses and
villas with parks and 6 isolated landscape parks, 296 individual urban dwellings and villas, 61 semi-
detached houses and dwellings with commercial units), industrial and engineering - 34 (5 wine and beer
factories, 4 wine cellars and cellars, 11 steam mills, 3 hydroelectric power stations, railway and tram
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depot, 2 bridges, 2 water towers, etc. In total, the architectural monuments in the center of the city
formed a corpus of 902 titles and over 70 types of architectural monuments.

In the southern area, which has not been researched, but only collected information from the
literature, explaining the typological poverty of the buildings included, the number of architectural
monuments can be estimated with a probability of 127 titles, of which 120 are religious buildings (2
cathedrals, 111 stone churches, 7 wooden churches), 3 residential, 1 public and 1 industrial.

Overall, across the whole country, the number of architectural objectives is estimated at about
1530 titles (residential - 404; fortifications - 3; public - 152; industrial - 181).

Numerous architectural monuments also belong to the sites with the highest historical and cultural
value of the genres and monument types.

Among the most impressive defensive fortifications are the medieval fortresses, part of the
defense system of Moldavia - the fortresses built at the fords of the Nistru - Soroca and Tighina
(Bender). The bastion fortress of Tighina and the Vladimir bastion of the medieval fortress of Tiraspol
(which has disappeared) have survived since the last period of bastion fortress use.

At the same time as the construction of administrative buildings, the first penitentiaries were built
in all the urban settlements of Basarabia according to standard designs, the appearance of which was
inspired by Ottoman architecture, alluding to the period of domination in which Moldova was situated
between the Prut and the Nistru. The penitentiary in Chisinau, built on the south-eastern outskirts of the
city, was inspired by Romanesque architecture (arch. G. Toricelli, 1842, disappeared). The
establishment of the zemstvo favored the construction of schools and hospitals. The administrative
buildings of this social institute have been preserved in Bender (50 Pushkin Street) and Soroca (18
Alecu Russo Street).

The construction of healing units received great attention. The Chisinau City Hospital was
founded in 1818 on the western outskirts of the city. According to the principle of functional zoning in
separate pavilions, the county hospital in Soroca (1891-1893, M. Kogalniceanu Street, 1), the Jewish
hospital in Chisinau, the Jewish hospital in Balti, the hospital in Floresti, in the villages of Tarnova,
Vadul Rascov, Donduseni district, etc. were built. Particularly interesting is the hospital in the village of
Stolniceni, Edinet district, 1912, which was built by E. Stroescu for the farmers of the nearby villages.
The hospital was located in the middle of greenery, in front there is an orchard of fruit trees, in the back
- a landscaped garden.

One of the old restaurants still functioning according to its original purpose, built specifically as a
restaurant, is located in Orhei (1914, Vasile Mahu Street). Aligned to the street line, only the main
facade, designed in neoclassical spirit, is architecturally exposed.

The end of the 19th century was marked by the emergence of railway stations, near which
settlements for railway workers were established. Next to the railway junction near the village of
Ocnitsa, Ocnitsa railway station was built - the largest railway town, consisting of a passenger pavilion,
dwelling houses and social infrastructure - a kindergarten, a primary school and a special training school
for railway workers with three classes, all built on two levels. Buildings with different architectural
solutions were assembled into a complex with common solutions, repeating details and building
materials - brick with apparent shape, a common process for Russian railway constructions. In the
interwar period, the architecture of public buildings was oriented towards European styles -
Constructivism, Functionalism, Neo-Romanesque, Modern (Art Nouveau). Several types of municipal
town halls were implemented, built in neo-Romanesque style, with sloping roof penetrations and
exposed stonework. Educational buildings were also built: in Soroca the A.D. Xenopol Boys' High
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School (1932, 16 Alecu Russo Street), the Agricultural Technical High School and the School of
Cultural Enlightenment (41 Stefan cel Mare Street).

Under the threat of demolition and alteration of the original architecture are the architectural
monuments of the heritage built in historic towns. A large number of monuments with monument status
have had their facade architecture altered by building attics, changing door and window openings, and
architectural detailing, with even greater losses to the built heritage.

Therefore, in order to understand the "values, vestiges and way of life" of the people living in the
border area of the Republic of Moldova and to promote them, it is necessary to identify and structure
them.

In this regard, sub-action 1.1 was included in the Action Plan for the implementation of the
Tourism Development Strategy "Tourism 2020" - Development and approval of the Tourism Register,
implemented by the Government Decision on the approval of the Concept of the Automated Information
System "Tourism Register” No. 559 of 14.08.2015 (in the Official Gazette No. 224-233 art. 638 of
21.08.2015). Although this normative act aims to create a unified and systematic database on the
tourism potential of the Republic of Moldova, so far the given actions have not been carried out, which
leads to confusion caused by the areas required to be involved in defining this form of tourism .

The enhancement of cultural heritage is one of the main tasks of our nation, which manifests itself
in various ways: either through art, music, dance, crafts, as well as through the set of practices and skills
inherited over time.

A cultural heritage management plan is particularly necessary in order to identify all the cultural
vestiges of the Republic of Moldova which, unfortunately, have not been included in national tourist
routes for various reasons. In case of researching these routes, officially registered on the basis of the
Order of the Tourism Agency No. 11 of 30.04.2015, 7 tourist routes out of 20 do not contain the theme
of cultural tourism, i.e. the approach to the definition of these routes was one-sided and incomplete, or
each defining element of "non-cultural™ routes is based on “cultural™ components ( for instance, TTN
No. 7 " Monasteries of Calaras” has a religious theme, traditions, customs and folklore, respectively
these are also the basis of the culture of a nation). In general, according to the Tourism Development
Strategy 2020, point 18, cultural tourism is among the "less capitalized” forms of tourism, i.e. this is
another argument in favor of Cultural Heritage Management Plans (CHMP). Celebrations, customs and
rituals are sets of repetitive, codified behaviors and acts, with a repeated symbolic charge, which human
communities use to control and regulate both their internal relations and those with other communities.
They take place in a well-defined time and place, following a script known to the whole community,
with the use of musical, choreographic and literary folklore, but also with the use of symbolic objects
and sacred clothing. The activities are coordinated by certain people with important roles (the squire, the
nanny, the midwife, the matron of honor), for the benefit of the people involved (the bride and groom,
the groomsmen, the carolers) and the other participants (the groomsmen, the groomsmen). These social
tactics give individuals a sense of belonging to a community, a group, an institution. At the same time,
they solidify communities and cultivate their adherence to the same value system, strengthen their sense
of identity and reinforce their social cohesion.

The winter holidays take place between January 1st and 14th and have as their focal points the
days of Christmas, New Year and Epiphany, their most important feature being the incomparably rich
repertoire of traditions and beliefs, literary, musical and choreographic artistic achievements, etc.
Carols, wishes for abundance and a rich harvest with the Lug, the Sorcova, the Masked Games, the Star

145



INTERNATIONAL SCIENTIFIC-PRACTICAL SYMPOSIUM
Development of sustainable tourism: actualities and opportunities
September 27th, 2022
Songs are just a few of the folkloric manifestations that make the winter holidays some of the most
beautiful and ritualistic manifestations of our folklore.

In general, folklore has created calendar customs in three cycles corresponding to the four seasons:
spring, summer, autumn and winter customs.

The customs that are still practiced today in folklore and that represent interesting forms of
integration into contemporary culture are those of the New Year cycle, which is particularly bitter and
full of meaning in our rural culture.

Customs, as mentioned earlier, belong to the consciousness of the Moldovan people, as they
express the national understanding of this nation, and are the essence of our ritual richness. But the most
widespread and lavish customs turned out to be those connected with the great Christmas and New
Year's celebrations. The traditional repertoire of Romanian customs and traditions includes not only the
so-called carols - star songs, vifleemul, lugusorul, sorcova, vasilica, games with masks (turca, cerbul,
brezaia), folk theater, dances (caluti, calusharii) - but also a whole range of slogans, tactics,
superstitions, sayings, advice originating in ancient or Christian beliefs and myths.

A well-known custom is the "cutting of the porc". In some parts of the country, the holiday is
celebrated on Ignat, i.e. December 20th. Legend says that the orc that has not been cut on this day does
not get fat, because he has seen his knife. The blood drained from the hard stone which has been stabbed
is dried, then ground and smoked with it for a year to get rid of whooping cough, scabies and other
diseases. Another well-known custom is the decorating of the Christmas tree. The evergreen tree
symbolizes life, making an analogy with the life that enters the world with the birth of the Son of God,
for the One who is Life is born so that we may attain eternal life. The tradition of decorating the
Christmas tree seems to be of German origin, as is the song "O beautiful Christmas tree!".

Carciuma, Turca, Brezaia are some of the traditional Christmas and New Year customs. Dimitrie
Cantemir said in his "Description of Moldavia" that "Turca is a game invented since ancient times,
because of the hatred and disgust the Moldovans had towards the Turkish”. With the turca, cart or
berezaia, young people go around asking for Ignat and ending with Christmas and sometimes St. Basil's
evening. The name Turca, Carra or Brezaia is mentioned by one of the young masked men. The game of
"carrei” (Killing, mourning, burial, resurrection) was originally, certainly, a serious ceremonial, an
element of worship. During agrarian celebrations, the game became a ritual intended to bring
fruitfulness for the following year, the herds of animals in the reapers' flocks, the success of the harvest -
invoked and evoked by the grains thrown by the hosts is the procession of the “carrei”. The custom is
said to have its origins with the Romans and Hellenes: either in the games and songs played around
altars by Greeks or singers disguised as animals at feasts given in honor of the gods, or in satirical
verses to generals rehearsing a triumph, or in vague memories of dances known to the Greeks as the
"cool sunrises”. Carra plays loudly on the flute, and at the end one of the boys, leaning against the table
where the family members are seated, tries to play. The boys play the part of the house maid, the girls
and even the maids if they are at home, and some of them play with gratitude.

Therefore, there is substantial documentation of March 1st beliefs and practices (in nine villages);
Flower customs, including the Paw and the Sow (in six villages); Easter beliefs and customs, ceremonial
and ritual practices (in sixteen villages). Accounts are recorded of personal experiences of turning
people into the undead, encounters and battles with the undead, beliefs, superstitions and magical
practices for obtaining and protecting the manna of St George (27 April/6 May) (in eleven villages).

Original are the verses and formulas, folk theater and choreographic performances of a magical
nature to invoke rain, such as Paparuda and its variants, the Doll and the Dungaree; as well as the
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watering of the graves of the drowned and hanged, the watering of the undead, processions with icons to
the boroughs, etc. (in fifteen villages).

Various data have also been documented concerning beliefs and knowledge, ritual practices (green
branches and leaves, watering them), religious (summer stalls) and social customs (parties in the “green
grass") attested in the period between Holy Sunday (in fourteen villages) - Pentecost; as well as
prohibitions, superstitions and taboos referring to these female deities (in fifteen villages). Similarly,
there is data on the prescriptions and beliefs related to the feast of the Assumption of the Holy Cross
(pop. Day of the Spring Cross, March 17th/30th) and the Ascension of the Holy Cross (pop. Day of the
Autumn Cross, September 14th/27th) (in five villages). The descriptive texts argue for a chronological
coherence of numerous aspects of popular religiosity, rituals, ceremonial sequences, but with the loss of
the significance of some beliefs, the symbolism of some ritual tools and objects, the meaning of some
customs.

By analyzing the content of the calendar customs (spring, summer, autumn), as told by passive or
active folklore carriers, recorded between 1956 and 1992, it can be seen that the rapid pace of
globalization, access to information and mobility, processes that emerged in the first decades of the 21st
century, led to the rapid and aggressive mutation and disappearance of cultural facts preserved by
economic stagnation, diluted by political and ideological control and censorship in the second half of the
20th century. Thus, respondents’ testimonies "provide a narrative trace of declarative memory". In such
heterogeneous situations, digitized material must be analyzed in circumstances of action as complex as
those in which rural communities operate.

The following are some of the beauties of Moldovan traditions that unfold around calendar
celebrations or important moments in the lives of Romanians that are meant to imbue us with their
charm.

Saint Andrew

The night of St Andrew's Eve is dedicated to customs, perhaps pre-Christian, that provide
protection for people, animals and households. Romanian villagers placed them under the protection of
this saint, precisely because they must be vouched for by his authority and power. St Andrew's Eve is
considered one of those moments when the barrier is raised between what is seen and what is not seen.

The most favorable time to obtain prospecting information for the coming year. Furthermore, " St
Andrew's winter head ", as the Bukovinians call it, allows the interference of evil plans with good ones,
important things in people's existence can be turned from their natural mother. It is believed that on this
night the "undead” walk to steal the "hand of the cows", the "minds of men" and the "fruit of the
orchards",

Against these dangers, the Romanian countryman uses garlic as the main apotropaic (defensive)
element. Likewise, the house, the stable, the hutches, the doors and windows are oiled with crushed
garlic, intended to ward off the entrance of evil spirits to humans and animals.

Saint Nicholas

December then comes with the long-awaited feast of St Nicholas. Many of us waited anxiously on
the morning of December 6th to see if Santa Claus left anything in our stocking last night. This custom
of presents brought by Grandpa Nicholas has become a long-established tradition across the town. It
may be a borrowing from Catholic countries, where it is Santa Claus who puts presents in the specially
prepared stockings or boots. Children in Romania may even get a stick from Santa Claus (for the
naughty ones), and St Nicholas' role as protector of the family, which the Orthodox religion has
endowed him with, gives him the right to intervene in children's upbringing this way. The story of Santa
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Claus begins with an old man called St Nicholas, Bishop of Myra. He is said to possess magical powers
who died in 340 BC and was buried in Myra. Later, in the 11th century, religious soldiers from Italy
brought the saint's remains back to Italy. They built a church in his memory in Ari, a port city in
southern Italy. Soon, Christian pilgrims from all over the world came to visit the Church of St Nicholas.
They took the legend of St Nicholas back to their native lands. The legend spread around the world and
took on the characteristics of each country.

For the most awaited holiday in December, Christmas, Romanians have also turned to tradition,
accepting more recent customs. The custom of caroling has included not only song and ritual gesture,
but also many messages and symbols of an ancient Romanian spirituality. It has been preserved by
association with the celebration of the great Christian event which is the Birth of Jesus Christ. In the
evening of Christmas Eve, carol singing begins in all the villages of the country. The star-spangled
children proclaim the Birth of the Lord and are joyfully welcomed by their hosts who reward them with
apples, nuts and cakes.

For the most important moment, the transition to the New Year, preparations are resumed. In the
week between Christmas and New Year, in every village, groups of musicians prepare for the 'urat, a
complex system of traditions and customs. In the evening, on New Year's Eve, the "Bear", the "Goat",
the "Bunghieri", the "Caiutii", the "Malanca", the "Jienii", the "Mascatii", etc., are expected to show up.
A spectacular embodiment of ancient myths linked to animal symbolism, they are an original way of
expressing archaic ritual associations between animals and the near-universal cult of the sun. Such
customs are practiced at the end of the year and are justified by the symbolism of December 31st, which
in popular thought represents the date of death and the rebirth of the cosmic order. The ceremonial
structure of the custom is at once full of strength and vitality. The music and dance, remarkable for their
virtuosity and dynamism, and the expressive masks make for a unique spectacle. As midnight
approaches in the New Year, the farmers used to predict what the weather would be like in the coming
year. They use the leaves of a large onion, which they tear off and arrange in order, naming them after
the months of the year. In each of them they put a little salt. The next day, on Saint Basil's Day, the day
that unravels spells and incantations, they will check how much liquid is left of the salt melted in each
leaf. This way they will know (because the quantities are mysteriously different) whether they will have
drought or rain and in which month.

Martisor is the popular name for March, the month of the spring equinox and the new agricultural
year, dedicated to the god Mars and the planet Mars. In folk tradition, the martisor is a rope made up of
the days of the week and the months of the year gathered together and twisted into a two-coloured rope,
symbolizing winter and summer, given as a gift on March 1st. At the end of the 19th century, the
martisor was received by children, girls and boys alike, from their parents on the morning of March 1st,
before sunrise. The little martisor, to which a silver and sometimes gold metal coin is attached, was
worn tied to the hand, later attached to the chest or neck. Depending on the ethnographic area, it was
taken out at certain spring festivals (Macinici, Florii, Easter, Armindenii) or at the flowering of certain
shrubs and fruit trees. It was believed that the bearers of the Martisor would not be sunburnt in summer,
that they would be healthy and beautiful like flowers, pleasant and loving, rich and lucky, and protected
from disease and evil eyes. The custom of the Martisor is a sequence of a ritual script of renewal of time
and the year, spring, at the symbolic birth and death of Dochia, an agrarian and maternal deity who dies
and is symbolically reborn on March 9th, the spring equinox in the Julian (old style) calendar.

The inclusion of the "Martisor" in the Intangible Cultural Heritage of Humanity has been
approved. The dossier "Cultural practices associated with March 1st" was jointly prepared by Romania,
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the Republic of Moldova, Bulgaria and Macedonia. The Republic of Moldova can be proud of the
introduction of two more elements: "Men's group caroling in Romania and the Republic of Moldova"
(2013) and "Traditional bark-making techniques in Romania and the Republic of Moldova" (2016). The
bark graphic elements are introduced in the Tourist Brand of the Republic of Moldova (Figure 1)
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Figure 1. The correlation between the "Tourist Brand of the Republic of Moldova" and the
Moldovan bark
Source: List of objects included in the Moldial Heritage. https://wikitravel.org, accessed on
12.02.2022

With the increase in population income, leisure time, the growth in rapid transport, the increase in
international travel, the rise in tourist spending, it is clear that there is a direct correlation between the
share of objects of tourist interest (mainly from the UNESCO World Heritage List) and the share of
tourism in the GDP of countries.

In June 2015, the first open-air opera performance was held in Butuceni, on a stage improvised by
the owners of the Butuceni Agropension. The show was performed by the soloists of the "Maria Biesu"
Opera and Ballet Theatre, who performed under the direction of Viennese conductor Friedrich Pfeiffer,
and was attended by over a thousand guests.

Television promotion, through TV shows - Folklore Fan, Asfalt de Moldova, films and interviews,
is an effective way of attracting tourists. Visits to the Agropension by prominent personalities from
various fields also increase its appeal.

Ethnographic and folkloric tourist villages may include villages where traditional dress,
architecture, furniture and interior decoration in a rustic style, music and folk dances, which are essential
features of the village, predominate.

In these villages, permanent exhibitions of handicrafts for sale can be organized, and for tourists
who do not stay in the village but only visit it, one or more farms can be set up as an open-air
ethnographic museum.

Folk rhapsodies (vocal and instrumental) can also be identified and encouraged in these villages,
choirs can become permanent (on Sundays and holidays), fairs and other local customs and traditions
can be held, in which tourists can participate effectively.

Acrtistic and craft tourist villages can offer the possibility of a tourist stay in which, under the
guidance of renowned specialists and craftsmen, tourists can learn about archaic folk art and techniques
in specially equipped workshops. There are many villages where the main concern of the housewives is
the weaving of carpets in folk looms, sewing and embroidery, activities in which amateur tourists can be
initiated.

Although the demand for cultural and educational tours in the Republic of Moldova has increased
in recent years, the number of tourist routes remains generally unchanged, as no new tourist products are
being developed. At the same time, existing tourist products are not sufficiently promoted from a
cultural and educational point of view.
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The historical and cultural heritage of the Republic of Moldova is unique, important and
unrepeatable, which is a tourist resource that must be exploited to its full value, thus creating new jobs
and attracting tourists from the country and abroad.

As far as the Republic of Moldova is concerned, tourist attractions are rather poorly exploited.
This is primarily due to the poorly developed road infrastructure. In addition, many tourist attractions
are in an advanced state of deterioration. There is also a lack of a well-organized tourist infrastructure
capable of meeting the needs of tourists: there are not enough accommodation places (about 257
throughout the territory), there are no tourist information offices, and tourism marketing is far from
reaching its true potential. A major problem when speaking about tourism in the Republic of Moldova is
the poor media coverage of the tourist offer, therefore tourists arriving in the area find rather limited
information about the activities that can be undertaken in the region.

In terms of tourist routes with an important historical and cultural imprint, the Republic of
Moldova has many sights that can be visited: the Soroca Fortress, the "Capul de Pod Serpeni" Memorial
Complex, the Orheiul Vechi Museum-Archaeological Complex, the "Luméanarea Recunostintei"
Monument or the Geodetic Arch of Struve included in the UNESCO heritage.

Additionally, there are a number of tours that include an unforgettable journey into the world of
famous writers, such as the memorial house of the poet and playwright Aleksandr Sergeevich Pushkin
or the memorial house of the poet Grigore Vieru, still under discussion by the Moldovan authorities.

Furthermore, particularly in summer, many towns in the Republic of Moldova host festivals
(BUNKASALI Festival of Japanese Culture, DescOPERA Outdoor Classical Music Festival, "Piano
Nights of Moldova-Black Sea" Festival, Art-Labyrinth Festival, Cucuteni Festival) which can attract
both Romanian and foreign tourists. Given that festivals on different cultural themes are also organized
in Tagi, Vaslui and Prahova counties during this time of the year, this could be the starting point for an
efficient and prosperous cross-border cooperation that would attract tourists eager for such events to
these areas.

Among the cultural and sporting events of international importance, the "Invite Maria Biesu"
Opera Festival and the "Martisor" Festival; the National Armwrestling Sports Federation; the National
MMA/K-1 Championship; the Chisinau, Cricova, Purcari Marathons; the President's Cup in cycling,
Criterium, Velo Hora, etc. are noteworthy.

Despite the economic and political situation in the country, the Republic of Moldova hosts the
most diverse festivals every year. It is a new custom for our country, which is turning into a beautiful
cultural tradition. Listed below are 10 festivals to attend throughout the year.

Figure 2. "Martisor" International Music Festival - March
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It is one of the most popular musical events in the Republic of Moldova, ensuring the participation
of many artists from dozens of countries in musical performances of all genres, held both in Chisinau
and in other cultural centers in the country. The International Festival "Martisor" is a true celebration of
music and spring, which delights lovers of the genre, bringing to the fore the love and passion of our
nation for art, culture and life alike. This year, the festival had a 50th anniversary programme.

Chronograph International Film Festival - May

The 14th edition took place in May. It is organized annually in our country, at the initiative of a
group of young filmmakers who had the inspiration to launch the event in 2001, enjoying with each
edition more and more appreciation from audiences and critics alike.

Today, the festival is attended by filmmakers and documentary filmmakers from all over the
world, and includes round tables, conferences and other related activities designed to foster the
exchange of experience in the field, to the delight of lovers of the genre.

"Mai Dulce" Festival - May

In May 2021, the third edition of the sweetest festival in Moldova took place. The event aims to
promote and preserve home baking traditions, promote local brands producing children's clothes,
support young artisans and educate children to communicate, negotiate and interact with peers and
adults. The sweet atmosphere is provided by local and international artists invited to the event.

Figure 3. "DescOPERA" Classical Music Festival - June

The festival takes place in Orheiul Vechi. The distinctive feature of this festival is the opportunity
to listen to classical music in the open air. During the festival, world-famous orchestra conductors
perform. Spectators can enjoy a distinguished atmosphere with people who appreciate culture and art.

"Lavender Fest" Festival — June

The festival takes place for the second time in the village of Cobusca Noua. Visitors dress in white
for the festival and enjoy a true oasis of relaxation: gastronomy, yoga sessions, handicraft fair, outdoor
massage sessions and even lavender ice cream. Visitors can also enjoy live music performed by guest
artists at the festival.

La Vatra Placintelor Festival - June

The festival took place this year in Cigirleni, laloveni. The most skilful housewives impressed the
visitors with homemade pies made according to ancestral recipes, but also with all kinds of dishes. The
atmosphere of hospitality is provided by folk music.

The Art-Labyrinth Summer Festival is an annual outdoor event held in the most scenic places in
Moldova. The festival lasts six days. The programme is diverse - concerts by local and international
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musicians, theater performances and film screenings, representatives and land art, craft exhibitions and
numerous workshops. The project is non-commercial, being organized thanks to the enthusiasm of a
group of people who believe that art and music can bring positive change and inspiration to every
person's life.

Figure 4. The Art-Labyrinth Summer Festival — June

"iProsop” Festival - June

At the end of June another festival takes place in the village of Selemet, Cimislia. The festival
"iProsop™ has reached its 2nd edition. This event is dedicated to the hand-woven towel tradition and
entrepreneurial opportunities to promote culture. The festival brought together more than 50 folk
craftsmen from all over the region to promote the ethnic traditions and customs of the south of the
country, related to the national costume, gastronomy, folklore and rural lifestyle, but above all - the
towel - a symbol of the national cultural heritage.

"la Mania" Festival - July

The 2nd edition of the festival will take place in Holercani, Dubasari. This event falls into the
category of new festive trends in our country, successfully promoting the implementation of the
characteristics of the local folk costume in the modernist landscape of the fashion world on an
international scale.

Our traditional take is the protagonist of the event, but enjoys a company to suit, thanks to the
matching accessories, starting from jewelry and proceeding with scarves, bags or shoes, specially
crafted to harmonize with the specific design. The event will feature the mural art competition " Cai
Verzi pe Pereti”, as well as "Mandria" - a clothing competition, traditional food fair, authentic crafts and
"Bridge of Flowers", where people will talk about working traditions.

Today, the cultural tourism sector in the Republic of Moldova faces several challenges, including
poorly defined plans for the protection of the cultural heritage; these are often not coordinated and
integrated with other sectors; in addition, the need for economic growth often takes priority over the
protection of cultural heritage. It is therefore considered appropriate to create and implement new
cultural heritage management plans to guide the day-to-day operation of cultural sites and to balance
maintaining the integrity of the heritage with generating sufficient visitor volumes to meet economic
needs. The benefits of cultural heritage management plans (CHMPSs) are to reduce the impact on the
local environment and improve the quality of life of local residents, to ensure the optimal requirements
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for the proper functioning of cultural heritage sites to respond to market trends and opportunities, to
achieve legal, social, business standards and objectives, as well as to provide an opportunity to give all
stakeholders greater involvement and information power in the development of the cultural heritage site.

All stakeholders will be responsible for identifying, developing, monitoring and improving the
infrastructure of cultural sites in the region. Consequently, priority will be given to developing this form
of tourism as sustainable and with a positive impact on the regions.

The Republic of Moldova still does not have enough portals where foreign tourists can learn about
the culture and architectural monuments that represent the history of our nation and constitute the
cultural heritage of the country, which is why we witness the lack of interest of many to visit the
Republic of Moldova. Moreover, there are still no national cultural digital spaces that are integrated with
international ones, which would also contribute to the development of tourism and the enhancement of
national heritage.

On a different note, we would like to point out that in recent years there has been a certain
movement in the right direction with regard to the situation of manor houses and other architectural
monuments in the Republic, mentioning the initiatives that have been launched for the restoration and
enhancement of these vestiges, as well as the approach we have from the Government. However, the
restoration of heritage monuments requires not only financial and physical investment, but also
investment in human capital, so we end up talking about an architectural project that preserves the
authenticity of the mansion in question. It is important to find an economic approach, which includes
turning these mansions into tourist attractions and not leaving them under an administration that over
time can lead to their deterioration or neglect.

The reality of today reveals that, for the maintenance of some monuments, due to lack of money,
local public authorities have often intervened by carrying out unauthorized repair or reconstruction
works, but not restoration. As a result, in many heritage monuments, the original, authentic condition
has been altered to the detriment of the building and its cultural value. Also, some economic agents have
received immovable cultural heritage objects for restoration and subsequent tourist exploitation, but due
to a lack of restoration specialists, through negligence and indifference, have started repair works
instead of restoration. More harm than good has thus been done to historic manor houses. In this
context, the unfortunate experience related to the so-called reconstruction of the architectural-historical
complex "Balioz Mansion” in the village of Ivancea, Orhei, a branch of the National Museum of
Ethnography and Natural History, can be highlighted. It is worth mentioning that the intention to
modernize heritage sites does not always leave the best imprint on history. Only the development by
central public authorities of pilot projects in which there is a lot of will and dedication to these
monuments will succeed in transforming what today is in ruins, tomorrow into a heritage "jewel™ with a
tourist destination. The enhancement of a monument requires very large and long-term investments. In
this regard, we would highlight, on a positive note, the restoration of the Soroca fortress, the Manuc Bey
mansion in the city. Hincesti, the mansion (today a house-museum) of the Lazo family in the village of
Piatra, Orhei district, the Mimi mansion in Anenii-Noi district, etc. The latter, thanks to private
investment, has managed to become a very attractive tourist destination as well as an event venue with
many visitors.

The modernisation of the Moldovan countryside would require a cultural vision that would make
the most of specific values and traditions in line with the requirements of this development. From the
perspective of cultural policies, both the cultural planning of the territory and cultural action in the field
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of culture are taken into account in all aspects, in addition to the pre-existing human, financial and
cultural resources.

Conclusions:

Tourism development is based on cultural-historical, leisure and recreational, balneological and
climatic objects, etc. UNESCO World Heritage objects have a special place. In order to increase the
efficiency of mutually beneficial cooperation and tourism development, it is advisable to strengthen the
efforts of public and tourism authorities. In order to speed up the provision of tourism services, a
significant contribution belongs to objects of tourist interest, including religious and World Heritage
sites.

Culture can be seen as decisive in making a travel decision, namely 'cultural travel'. Moldova's
culture is rooted in the diversity of subcultures represented in the country's regions. The Republic of
Moldova is a country with an eclectic mix of nationalities reflecting their traditions and customs.
International research has confirmed that culture and cultural heritage matter a lot to visitors. The
country's history and culture strongly influence the choice of holiday destination. For the Republic of
Moldova, cultural tourism offers opportunities to penetrate and develop a new and growing market and
to promote a favorable image of the country at national and international level.

So far, the tourism industry in the Republic of Moldova remains underdeveloped. Supporting and
expanding this sector would contribute to increasing the interest of foreign tourists in culture and
architectural monuments that represent the history of our nation and represent the cultural heritage of the
country, as well as to the prosperity of urban and rural localities. Both the public administration and the
owners of cultural heritage objects must contribute to their enhancement through the development of
local and national tourism.

By contributing through quality public services, the objects that constitute the country's cultural
heritage could become much better known and more attractive both nationally to the local population
and internationally.

Officials and state institutions in the Republic of Moldova should be more aware of the role that
cultural policies can play when responding to the distinct needs of different community groups in
society.

The key public document that reveals the priority areas and directions of development of the
tourism sector until 2020 is the Tourism Development Strategy "Tourism 2020". The overall objective
of the Strategy is to stimulate tourism activity in the Republic of Moldova through the development of
domestic and inbound tourism.

Bibliography:

1. Strategia de dezvoltare a turismului ”Turism 20207, p.14

2. Asociatia de Dezvoltare a turismului in Moldova, Analiza diagnostic a sectorului turistic din R.Moldova pentru
anii 2003-2010, Chisinau, 2011, p.13

3. Victoria Sakharova, Lista celor mai populare festivaluri ale verii 2017 din Moldova. Tu la care vrei sa mergi?,
#Diez, Stiri pentru tineri, 31 mai 2017, http://diez.md/, accesat la 14.02.2022

4. Livandovschi R., The tourist village and its importance in the localization of the rural tourism product, Revista /
Journal "ECONOMICA" no.1(65) 2009, ASEM, p.87

5. lon Apostol Popescu: "Study of folklore and popular art". Magazine "Preschool Education” 1-2 2000, p.12

6. Ricoeur, Paul. Memory, History, Forgetting. Translated by Kathleen Blamey and David Pellauer. Chicago,
London: The University of Chicago Press, 2004, p.166

7. Stefanitd Ion, The cultural heritage of the Republic of Moldova: from reality to necessity, Chisinau, 2011, p.8

8. The Culture Fund of Moldova. Available: https://fondulculturii.wordpress.com/turism/, accessed on 12.02.2022

154


http://diez.md/

9. Draft Government Decision for the approval of the National Tourism Development Program “Tourism 2025"
Auvailable: https://cancelaria.gov.md/sites/default/files/document/attachments/proiectul_610_1.pdf, accessed on 12.02.2022

10. The sustainable development strategy of tourism in the Republic of Moldova 2003-2015. - Chisinau, 2003, p.22

11. Moisescu Ovidiu loan, Economy of tourism: course support. Available:
https://www.researchgate.net/publication/327750798, accessed on 12.02.2022

12. https://fondulculturii.wordpress.com/turism/, accessed on 15.04.2019

Corresponding author:

ANTOCI Natalia
ID ORCID: 0000-0002-7433-106X, email: natalia.antoci@usm.md

155



INTERNATIONAL SCIENTIFIC-PRACTICAL SYMPOSIUM
Development of sustainable tourism: actualities and opportunities
September 27th, 2022

SECTION 2

Sustainable development of
hospitality industry

SECTIUNEA 2

Dezvoltarea sustenabila a
industrier ospitalitati

156



INTERNATIONAL SCIENTIFIC-PRACTICAL SYMPOSIUM
Development of sustainable tourism: actualities and opportunities
September 27th, 2022

CZU: 640.4:338.488.2 DOI: https://doi.org/10.5281/zenodo.7602895

DEFINING ASPECTS OF AROMAMARKETING AND ITS EFFECT ON
CUSTOMER EMOTIONS IN THE HOSPITALITY INDUSTRY

BUZDUGAN Adriana, PhD., Associate professor
Moldova State University

FAVIA Francesco, Professor
International Academic Research Centre, Albania

Abstract

Despite the current global economic challenges, businesses are moving forward with innovative solutions to meet
the needs and desires of consumers whose consumption patterns are constantly undergoing significant change. In this era,
consumer demands are increasingly differentiated, personalized and diverse, resulting in new and innovative products and
services. The value of a product or service is not easily determined or assessed during the customer's purchase process.
However, the intrinsic value of a product or service can be influenced before the purchase process and continues to be
shaped at each stage. Furthermore, according to the consumer structure, selling a product focuses not only on the value of
the product itself, but more importantly on the consumer's emotions and perception of value. Along with the focus on the
quality of the product or service during the consumption process, the emotional and psychological satisfaction of consumers
must also be emphasized.

Key words: hospitality, tourism development, tourism marketing, sustainable development
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Introduction

In an increasingly competitive market, relying on functional properties and product efficiency is
not enough to attract consumers. Businesses need to harness consumers' vision, hearing, touch, smell
and taste to unify their messages in order to implement brand personality. This is particularly relevant to
the hospitality industry, as the opportunity to host guests will require hoteliers to embrace the multitude
of senses, where those who understand and are able to manipulate them to the company's benefit will
reap key benefits in developing a competitive advantage for their business.

Flavor marketing has become widely used in various business areas. It has become quite active
in the tourism and hotel industry. We can experience French cuisine in Provence, from delicious
authentic dishes to the best gourmet meals in amazing restaurants or enjoy the spicy diversity and
wonderful Mediterranean seafood in Turkey or Asian delights in Bali. Fascinating websites explore the
psychological and mood-enhancing effects of essential oils. Fabulous sites in different countries offer
everything you could possibly need, from the best essential oils to botanical skin care, advice, education,
cleaning products and professional services. The power of essential oils is used in combination with
asanas to experience new areas of perception and allow you to dive deeper into the practice of aromatic

yoga.

Results and discussion

The human senses have long been ignored in marketing, despite our awareness of their great
importance. The five human senses are of crucial importance to an individual's experience with various
buying and consumption processes [2, p.37]. Through the senses, each individual becomes conscious
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and perceives companies, products and brands. For this reason, additional knowledge about human
senses could make a company's marketing more successful and an individual's sensory experience more
personalized. Of the five human senses, the sense of sight has so far dominated marketing practice.
There is no doubt that the other human senses - smell, sound, taste and touch - have long been neglected,
despite their importance when an individual considers and decides on a product or brand.

The growing interest in sensory marketing among practitioners, consultants and researchers
means that all five human senses are now receiving increased attention. Often, the interest is in making
customers aware of a product or brand to achieve short-term tactical sales goals. Instead, sensory
marketing, in our view, should be looked at strategically as a way to clarify a company's identity and
values, with the long-term goal of creating brand awareness and establishing a sustainable brand image.
The current development of sensory marketing illustrates the emergence of a new era in marketing, one
in which the five senses will be at the heart of a firm's marketing strategy and tactics. For this reason, it
is becoming increasingly important for companies - whether they are selling traditional consumer goods
or a service - to affect and influence customers in new, challenging and imaginative ways to tap into the
human senses.

The service landscape is also becoming an environment for building brand image rather than
selling goods and services. More and more shops, supermarkets, hotels, destinations, restaurants, malls
and shopping centers are building emotional connections in addition to rational ones in order to appeal
to human senses through sensory experiences.

Our research shows that a different vision, a sensory marketing framework, is also needed to
solve future marketing challenges. For this reason, we suggest that sensory marketing is not equivalent
to either mass marketing or relationship marketing, as it has its starting point in the individual's brain.
The transition from the managerial practice of mass marketing and relationship marketing to the
managerial practice of sensory marketing is illustrated in Table 1.

Table 1. The transition from mass and relationship marketing to sensory marketing

Mass marketing Relationship marketing Sensory marketing
Marketing The logic of goods Service logic The logic of experience
Change of perspective | The relationship Brand perspective
Transactional perspective Sensory marketing
marketing Relationship marketing
Strategic Product focus Customer orientation Concentration of sense
marketing Customer acquisition | Customer retention Customer treatment
Transactional Relational strategies Sensory strategies
strategies
Tactical Persuasion and Interaction and Online dialogue and
marketing promotion interconnection interaction
One-way Two-way communication | Multidimensional
communication Information technology communication
Production technology Digital technology

Source: Developed by the author based on [4, p.197]
Sensory marketing differs from mass marketing and relationship marketing in that it originates in
the five human senses. In the human brain, in both the left and right hemispheres, the mental flows,
processes and psychological reactions that result in an individual's sensory experience take place. A

158



INTERNATIONAL SCIENTIFIC-PRACTICAL SYMPOSIUM
Development of sustainable tourism: actualities and opportunities
September 27th, 2022

sensory marketing framework is based on the assumption that a firm should reach the five human senses
at a deeper level than mass and relationship marketing. For this reason, sensory marketing is concerned
with how a firm looks at the customer, i.e., how it encounters the individual in a personal and reciprocal
way through dialogue, interaction, multidimensional communication and digital technology. This is
different from customer acquisition in mass marketing or customer retention in relationship marketing.
Treating customers should be based as much on logic and rationality as on emotions and values to create
brand awareness and establish a lasting brand image. This image is the result of the sensory experiences
an individual has about a brand. Thus, human senses, which neither mass marketing nor relationship
marketing take into account, are at the heart of what we call 'sensory marketing'. Further on, we will
discuss some of the theoretical starting points.

Sensory marketing recognises how a firm, through various sensory strategies and sensory
expressions, can create brand awareness and establish a brand image that relates to the customer's
identity, lifestyle and personality. Therefore, a company's sensory marketing approach should be
deliberately and strategically based on the five human senses. However, sensory marketing also
recognises how a company should treat its customers in a more intimate and personal way than
previously achieved through mass marketing and relationship marketing. Yet the road to success is
largely through emotion, as many customers move away from appreciating only the product's functional
attributes and features and instead want to see the product as an experience. In this regard, different
sensory expressions for each human sense are important to facilitate the sensory experience of the
individual. Sensory marketing places the human brain, with its five senses, at the centre of marketing. A
brand is registered in an individual's brain and an image is created in terms of mental concepts and
imagination. This image is the result of the experiences an individual has with a company or brand.
Each individual has a subjective experience that we call "the logic of experience” [6, p.19]. This logic is
individual and personal. It is the result of how the individual's five human senses perceive and explain
an experience, either individually or together.

Company Individual
Sensory
Strategies and .

Client Five human

Approach Sensory
experience
Smell, Hearing,
Taste, Touch

Brand and and Sight
Experience

Logic

—

Figure 1. Sensory marketing
Source: Developed by the author based on [8, p.317]

The most important concepts underlying how firms and individuals co-create and perceive
sensory experiences are illustrated in Figure 1.
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Sensory strategies for smell, sound, sight, taste and touch are now presented in more detail to
give an idea of what sensory marketing means in practice. In this paragraph, further analysis and
discussion of how a firm can develop appropriate sensory strategies for each of the five human senses is
presented.

The sense of smell is closely related to emotional life, as smells can strongly affect emotions
[10, p.12]. A human being can remember more than 10,000 different smells, and the perception of a
previously experienced smell is sufficient to associate it with previous memories. Smells can contribute
to sensory experiences that create lasting images in the customer's memory that create awareness as well
as create an image of a brand both temporarily and long-term. This can happen through short-term
marketing activities, where the role of scent is to create awareness around a product or brand, or through
long-term strategies, where scent becomes a major element of a company's identity. Certain expressions
about the composition of a scent are decisive for fragrance experiences. These include the natural
association of an odor with a product - its congruence with the product - and the intensity of an odor.
These expressions are important when odors that appear to be related to products tend to contribute
more consciously positively to the sensory experience. Gender differences in odor perception explain
why gender as an expression is also of great importance in considering an appropriate sensory strategy
for the olfactory sense. In contrast, subtle smells can affect a more oblivious individual.

In a service situation, for example, smells can increase the mood of customers and contribute to a
good ambience. Smells can also have a positive impact on customer loyalty to a business. Vanilla and
clementine aromas, in particular, affect customer behavior, making customers linger longer in service
contexts such as shops or supermarkets than they would otherwise. Flavors also improve recall and
brand recognition. Some companies try to associate specific flavors with their brands through what are
called flagship flavors. This link can also be made through a legal fragrance trademark, whereby a
company uses a single fragrance as its trademark. One advantage may be that the company no longer
has to use visual logos in its marketing strategy and tactics.

Sound has always been of great importance in society [12, p.72]. Most people give meaning to
sound, and music, as a source of inspiration, often is used as a way to shape a person's identity. More
and more companies are realizing that sound can be a strategy to strengthen a brand's identity and
image. Sound expressions, such as jingles, voice and music, offer opportunities to create a sonic
experience. Such expressions can also be used to create publicity around a product or brand or to
reinforce a chosen theme. Sound - often through music - is considered when service landscapes, such as
shops and supermarkets, try to create a pleasant environment. When sound is used consciously, a
company has great opportunities to create a signature sound that characterizes its brand.

A sound strategy takes into account that customers react with feelings to music and voices. In
creating a sound experience it is important to take a holistic view of a company, where all sounds are
considered, from the switchboard to the voices of employees. Using an artist or music producer can be
attractive as a means of expressing a brand identity in a new and fascinating way. This involves trying to
become more personal or individualized. Digital technology gives a company the ability to balance and
control sound to create an acceptable acoustic in a service environment. Creating a sonic experience
may require eliminating distracting sounds. This elimination can be accomplished with "sound walls"
that control sound between different spaces.

Visualization as a strategy for the sense of sight is about creating brand awareness and
establishing an image of a product or brand which in turn enhances the sensory experiences of the
customer [14, p.43]. The image that a firm wishes to convey about itself then contributes to its identity
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and underpins the image that customers have of it. The identity of a firm or brand as a distinctive feature
is often expressed through various aesthetic elements in marketing, such as advertising, visual and
verbal identity, design and style, but also through electronic media, websites or employees. Sight is
generally considered to be the most powerful of the human senses and also the most seductive. The
visual sense and visual system allow us to detect changes and differences when we see a new design,
different packaging or a new inferior store. Each image formed is compared to previous experiences and
memories; each new image has a relationship to previous sensory experiences.

For this reason, a visioning strategy is based on a series of visual expressions, each of which,
alone or together, can clarify the goods and services as well as the service landscape. Expressions such
as design, packaging and style are often more closely associated with goods than services. Conversely,
expressions such as color, light and theme can appear in both goods and services encounters, which is
also true for expressions such as graphics, exterior and interior.

The sense of taste is one of the most distinct human emotional senses. This is often expressed in
everyday life through concepts such as sweet, sour and a matter of taste [16, p.939]. We use the taste
buds on the tongue to sense taste, although there are also taste buds in the mouth and throat. To
reinforce a company or brand identity, taste experiences of different kinds can help create a product or
brand image. It doesn't matter if a company or brand naturally appeals to the sense of taste with its
products. Therefore, tastes can act as a spice for a brand to give it extra dimensions. When businesses
offer food and drink, this is a common way of interacting with customers and facilitating their sensory
experiences. It can also occur in situations where rival firms compete with products that are similar in
price and quality.

In these cases, tastes can differentiate a firm's brand if, for example, food, drinks or sweets are
added to attract customers and draw their attention. Sensory expressions such as name, presentation and
knowledge are important and contribute to customers' taste experiences. Knowing how, for example,
different tastes and taste compositions react together can make one's sensory experience deeper and
more meaningful. It is also important to consider how food and drink are presented to customers.
Descriptive names have been shown to increase sales of certain dishes by almost 30 % in restaurants.

The tactile sense is the sense by which we have physical contact with the surrounding world and
can investigate three-dimensional objects [18, p.32]. The tactile sense also helps build a sense of shape
that tells us whether an object is sharp, rough or round. For this purpose, it is not necessary to touch the
object itself. We can remember and re-experience how something feels by simply looking at it or
thinking about it. Most companies have not yet realized the importance of human senses for sustainable
marketing, but brands that contribute to unique tactile experiences have good opportunities to create an
identity and image around a product in terms of tactile marketing. Brands can be highlighted through
tactile expressions such as material and surface in product and service landscapes, as well as
temperature and weight. For physical interaction with customers to be possible, a company's products
need to be available in physical form. Customers must be able to touch, squeeze, turn and reverse
different products. Encouraging touch can make customers willing to interact with products they would
not normally notice. This increases the chances of impulsive or unplanned purchases. The tactile
experience is also important in purchasing and consuming services. This is often recognised, for
example, by the soft seats for comfort at a tour company and the hard chairs and tables at a fast food
restaurant. Finally, it is important to note that digital technology offers increased possibilities to create
realistic tactile experiences during product development. Digital technology can produce a tactile
experience by simulating pressure and vibration, for example for airplanes, cars or video games.
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Technology that stretches the skin when a digital object is touched is also available, making it possible
to replicate the sensation of touching an object being viewed on a screen.

Each of the five human senses - smell, sound, sight, taste and touch - contributes to an experience.
A sensory experience is the result of the senses reacting to different elements or triggers in marketing.
These elements or triggers are often called 'stimuli’ in a traditional psychological context.

From current and existing theoretical research, olfactory marketing provides evidence of
subconscious stimulation resulting in memory, love, comfort, happiness and various emotional statistics.
It is different from traditional visual and auditory marketing methods and is labeled "scent marketing"
[17, p.66]. Human olfactory sense is applied to a new and effective way of marketing. It has been
studied that visual, gustatory, auditory and tactile aesthetic stimulation has begun to culminate in
"fatigue"” caused by prolonged exposure to advertisements in the various forms of ubiquitous media we
use today. Therefore, the olfactory sense can be perceived as a new and underused weapon in sensory
marketing to invoke new experiences and stand out from the crowd.

Today, marketers at home and abroad praise the effectiveness of scent marketing, which has
become the latest innovation in which many large companies have invested heavily to build a brand
based on the sense of smell. Experiencing and finding the right scent can reflect the quality of the
business as well as attract the right customers and increase the number of consumers, as research has
shown that certain scents evoke positive moods and desired behavioral responses to enhance perceived
service standards, which is undoubtedly a new and innovative approach to marketing.

Different hotels, based on their market positioning or customer demand, will select different
scents that are aligned with their branding objectives. Business hotels are likely to focus on choosing a
universally acceptable fragrance that creates an impression of simplicity, professionalism and
sophistication that is consistent with the architectural and interior design as well as the clientele of the
establishment. Trendy, contemporary or lifestyle hotels would possibly opt for a fresh, floral and
exciting fragrance that appeals to a younger audience, which is in tune with the level of energy,
freedom, innovation and curiosity that this demographic exudes. Some resorts will choose a more
natural, sweeter scent from a variety of seasonal fruits to harmonize and give guests a sense of family
and warmth to complement the natural surroundings. A conference hotel hosting large meetings or
exhibitions and catering to large crowds and often limited space may opt for a spicy fragrance and
refreshing deodorant.

Different departments may also have their own unique fragrance that will create the perfect
environment for their specialities, providing customer satisfaction. A spa will have a wide range of
relaxing scents that will harmonize with the various physical relaxation techniques they have prepared
for guests, while casinos try to maintain a neutral or refreshing "background” scent that will not
negatively affect guests and their efforts to overcome the house. The combination and synergy of these
aromas in unity with the other four senses will ultimately create a healthier experience for guests, who
will associate the experience with the brand.

From a different perspective, the lobby is arguably the first stop for guests after entering the hotel,
where olfactory marketing can generate a strong sense of place. Hotel operators need to understand the
significance of this location and apply the right strategy. In addition, hoteliers need to use a number of
different sensory marketing techniques that have been previously discussed, such as visual, auditory and
other ways to engage guests to form a branding experience.

Sheraton Hangzhou Long Xi has recently embraced a new fragrance that describes the sweet smell
of an apple pie that guests will smell in public areas before entering the hotel [13, p.3]. As soon as
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guests enter the hotel, they will smell a more distinctive scent. Pure, fresh and natural, similar to a
summer afternoon that has just recovered from a heavy rain, releasing the smell of freshly cut grass. It is
expected that this evolving and changing scent will charm hotel guests and enhance the guest experience
from one area of the hotel to the next, building expectations that will shape to merge with the hotel's
identity. In the hallways and rooms, a light and natural scent that blends with the colors and tactile feel
of the interior will exude a sense of peace and harmony that will create the right ambience for a weary
guest.

In addition, there are various international consulting companies that can also, depending on the
client's brand image, design, recommend or research and develop a unique fragrance that conforms to
the client's existing brand personality. For example, William Toffee Hotel is a new European and
American rustic-style accommodation provider in Hangzhou, which has been named "the sweetest rustic
hotel in Hangzhou". The hotel's design is unique, creating an impression of delicate sweetness that is
filled with candy and other sweets to impress a certain standard in the minds of consumers in this niche
market. The aroma of this environment causes consumers to produce a pleasant emotional response and
leads the right customers to purchase the products and services offered.

Based on the scent consultants, the hotel uses different types of fragrances to match the overall
business promotion activities, which creates a more unique experience for the consumers. By using a
lavender-based fragrance, the hotel creates a cheerful Christmas feel, while on Valentine's Day a nutmeg
scent is used to create a charming and cheerful environment. Hoteliers need to be mindful to use scent
marketing sparingly, as overdoing it will make the scent too strong for the customer and cause the
opposite effect.

Currently, there are new, automated atmospheric systems that are relatively common in new
hotels. These investments sell convenience, efficiency and standardization in their consistency of
running from 7am to 11pm, operating 16 hours a day. The system can be used depending on the
environment to increase the length of fragrance time, concentration and frequency of their unique
program, which can be set in advance to a specific time period to control the scent and positively
influence the guest experience.

The hospitality industry, like other sectors, is increasingly facing the problem of visual and
information overload [11, p.87]. This has made consumers increasingly resistant to conventional
marketing. As a result, it becomes increasingly complicated to attract customers to the point of using the
services they are interested in. This is the main reason why there is an increased interest in targeting
multiple senses at the same time to influence buying behavior. One of the options for marketers is to
focus on smell, as it has great potential in this area.

The current era is characterized by intensifying and increasing competition between businesses
that host and serve tourists. Retaining customers is becoming increasingly difficult, not excluding the
service sector. The intangible nature of the services provided makes it significantly more difficult for
customers to assess the offer before actual consumption. Flavor marketing, using fragrances and various
innovative technologies, offers an effective tool to increase the tangibility of services. Examining
customer behavior is becoming increasingly important. It focuses primarily on the attractiveness of the
premises where customers go and the appeal of the services offered to potential customers.

Hence, much research focuses directly on the use of aromamarketing in services such as cafeés,
restaurants, hotels, travel agencies, public transport, medical establishments, etc., as well as on the
effects of flavoring on customer behavior.
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The hospitality industry and the HORECA sector face enormous competition in the tourism
market, which is why they are constantly looking for ways to become unique and differentiate
themselves from their competitors. One of these is sensory marketing, which can tap directly into the
hearts, minds and wallets of customers using all five human senses. A pleasant ambience is what
underpins any successful hotel, hostel, restaurant, café or bakery. In a hotel environment,
aromamarketing can create an impressive welcome effect and eliminate unpleasant odors. Smells or
aromas have long been neglected in the hospitality industry, but today's hoteliers are aware that smells
can enhance the guest experience and, of course, increase the perceived level of service.

Choosing the right fragrance for a hotel depends on the hotel's purpose. For example, business
hotels opt for universally acceptable fragrances that create the impression of sophistication, while
modern hotels opt for a fresh or floral scent. The most common hotel fragrances cover lobbies,
corridors, elevators, restaurants and other public areas. This is why most hotel research has been carried
out in public spaces, but there is not enough evidence on the effects of introducing fragrances in private
areas of hotels, such as guest rooms.

One study was carried out in a five-star hotel in Spain to analyze the effect of fragrance used in the
hotel room on guests’ emotions. The researchers chose lavender as the room fragrance for the
experiment, as it is considered one of the most pleasant smells for people. One of the significant benefits
of this study lies in the methodological apparatus used, as people's emotional state was measured using
the FaceReader app and not just based on directly questioning people via questionnaires. This study
suggested that the introduction of perfume in a hotel room can create positive emotions among guests.
People who experienced a scented room showed higher intensity of happiness and emotional state than
people who experienced a room without fragrance [9, p.20].

We also took as an example another study by an author who found that smell can evoke an
immediate emotional reaction in hotel guests. He conducted his experiment on a sample of 200 guests in
a hotel in Italy, although he collected feedback using a single classical questionnaire. The Sonar Hotel in
Italy operates an entire network of luxury hotels branding its scent by creating a sense of luxury. The
refreshing aroma of white tea greets guests from the first second they enter the hotel. The results of the
experiment confirmed that the aroma in the hotel made guests feel more relaxed and in a better mood,
and more than 85% of guests said they would return to the hotel.

Another study was carried out in a US hotel, which similarly only perfumes public areas at the
entrance and reception with a specially created fragrance, a combination of ginger flower, lily,
lemongrass and vanilla. The aim of the research was to uniformly analyze the emotional states of guests
created by the hotel's fragrance. The results showed that happiness, pleasure and well-being can be
included among the most dominant emotions that the scent created among guests. This analysis
confirmed that these positive emotions are also associated with motivation and desire to visit the hotel
again, desire to stay in hotel rooms, and feelings of loyalty to the hotel and the brand it represents.

Travel agencies that are part of the tourism industry are also among the service sectors where
flavor marketing plays an important role. Lately, travel agencies have only been using holiday catalogs,
photos, pictures to attract customers and increase company sales. Nowadays, this service sector is
increasingly using the potential of flavors, where aromas are used to try to induce a holiday feeling in
their customers the moment they enter the office. Studies have shown that specially created exotic
flavors directly remind potential travel agency clients of the ambience of a seaside holiday, so that the
time clients spend in the office influences their willingness to book additional holidays and spend more
money than they originally planned. In these types of operations, the smell of coconut, for example, is
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reminiscent of the ambience of an exotic holiday at sea, the smell of orange is reminiscent of a holiday
in the Mediterranean, and the smell of sea breeze is evocative of ships at sea. This is why these aromas
are most often used in travel agency rooms.

For instance, a study was conducted in the travel agency Happy Tour, whose rooms were
flavored with two selected fragrances - Red Sea and pear. The results confirmed the positive impact of
the effectiveness of the implementation of the flavors on the customers and on the economic indicators
of the agency, as during the flavoring period they clearly recorded more sales than before and after the
flavoring.

Even though the relative importance of smell within the human senses is 3.5%, it is of great
importance in marketing. The marketing industry, as well as other sectors, is increasingly facing the
problem of visual and information overload. This has made people increasingly powerful in traditional
marketing and activities that everyone is already used to. In this way, it becomes harder and harder to
surprise a potential customer with something, but it is even more difficult to attract their attention in
such a way that they will specifically come to the hotel in question and make unlimited use of the
services offered by the hotel. A very good option is for marketers, management people to focus on the
use of smell in rooms.

While all other sensory systems are a long way of transmitting information to the brain,
including the transmission of information, the sense of smell is directly connected to our brain, which is
responsible for the transmission of emotions and everything related to memory. Smell is the most
sensitive sense of the human body. There are a limited number of studies in the service provider field
that have used neuroscience tools to examine the effect of aroma on human emotions [7, p.105].
Methodological procedures have varied greatly between each study, making comparison and
extrapolation difficult. Due to the fact that olfactory compounds and odors have a subconscious effect, it
is necessary to extend the analysis of the methodological apparatus to implicit research using the tools of
consumer neuroscience.

Thus, it has been found that measurement of the human subconscious can be performed using a
device that monitors the electrical activity of the brain, e.g. an electroencephalograph, something similar
to that used in medicine, but in a mobile version.

At the same time, new technologies are emerging to obtain unconscious feedback, working with
anonymised data, which can monitor the emotional index of a given space via special cameras. The
device captures people's emotions as they enter and exit a hotel or other business, and can record
changes in customer emotions.

At the same time, it can identify whether this change has occurred in a positive, neutral or
negative way. Given the findings, there is a clear need for research in the field of aromatherapy in
tourism services, not only by using consumer neuroscience tools, but also by implementing them in real-
world conditions, as environmental factors such as air quality can most directly influence the overall
perception of customers.

Conclusions:

Hotel marketing goes beyond the implementation of the classic variants: price, product, place
and promotion. Other ways are needed to provide guests with a differentiated value experience that
connects them with your concept and increases sales. In the new era of sensory marketing is Aroma
Marketing: the use of different aromas that stimulate the senses and can generate different moods.

This marketing trend is reinforced by its great ability to produce changes in human behavior. In
recent years the number of establishments working with flavor has increased, so that it does not derive
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from its products. Luxury hotels such as Sheraton, Sofitel, Westin, Intercontinental or Mandarin
Oriental have used this marketing trend to stay one step ahead of the competition.

In today's increasingly competitive market, where there is a constant acceleration of product
updates and changes, consumers have developed filters to block out unnecessary information. Therefore,
in order to find new sensory impacts that stimulate consumption, marketers need to evolve and use
different strategies to stimulate customer attention to corporate brands. Recently, fragrance marketing

has become a common marketing strategy both at home and abroad.
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Abstract

SERVICE MANAGEMENT IN THE HOSPITALITY INDUSTRY

Hospitality is an industry as diverse as the culinary delights that grace the tables of its establishments, with a customer-
oriented mentality, and when combined with management with its distinct allure of leadership and accountability, hospitality
management is achieved. The importance of the hospitality industry is proven by its market value. It is an extremely
influential part of the market, which continues to grow annually and accounts for 1 in 10 jobs worldwide. The hospitality
industry supports local economies and jobs, and many communities would suffer death without the money that comes from
this industry. It accounts for a considerable share of the GDP of most countries, and this percentage is growing over time.
Moreover, it provides a livelihood for large numbers of individuals and families.

Key words: sustainable tourism, social responsibility, hospitality.

JEL: M51, P35

Introducere

Turismul reprezentat de ,,industria ospitalitatii”, precum si alte industrii a devenit cea mai mare
industrie din lume. Chiar daca turismul are la baza prestarea unor servicii de ospitalitate, industria
ospitalitatii nu se suprapune cu cea turisticd. Industria ospitalititii nu inseamna numai hotelurile si
restaurantele, intr-o definitie data de catre Organizatia Mondiala a Turismului (WTO), prin termenul de
industrie a ospitalitatii sunt definite “fotalitatea organizatiilor, firmelor si institutiilor care ofera ca
prim serviciu cazare si alimentatie, atdt pentru turigti, cdat si pentru populatia din zona respectiva,
locala.”

Rezultate si discutii

Interdependenta dintre marile ramuri ale serviciilor a dus la o confuzie frecventa pentru populatia
neinformata si, adesea, chiar si pentru cei ce se cred informati. Turismul are doua interpretari mari:

1. Fenomenul turistic, deplasarea turistilor pe o rutd intre o zond generativd si o zond de
destinatie;
2. Incadrarea agentiilor de turism care intocmeste aceste servicii pentru turisti.

Industria ospitalitatii se divizeazd in doud categorii precum: divertismentul (restaurante, cluburi,
restaurante fast-food) si cazarea (statiuni turistice, pensiuni, hoteluri, moteluri, hanuri, campinguri, etc.).

Diferenta majord intre turism si industria ospitalitatii constd in caracterul mobil al primului, caci
aomenii din turism se deplaseaza frecvent, exact opusul caracterului static al osipitalitatii, unde angajatii
lucreaza si sunt aranjati unei zone, pe care nici in vacantele clasice nu o parasesc, caci tocmai atunci
turistii prezinta cerere pentru serviciile oferite.

Deci, industria ospitalitatii nu se suprapune cu cea turistica, chiar daca baza turismului este cea de
prestarea a unor servicii de ospitalitate. Intre industria ospitalititii si turism existd un raport, intre cateva
componente nu mai putin importante, care transforma sectorul ocupat de cele doua intr-una dintre cele
mai largi sectoare dintr-o economie. (figura 1.)
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Figura 1. Raportul dintre industria ospitalitatii si turism
Sursa: Elaborat de autor

Sectorul serviciilor, ca un tip special de activitate economicd, a aparut in primele etape ale
dezvoltarii umane. Structural economia unei tari este alcatuita din trei componente importante:

- Sectorul primar — agricultura, sivicultura sau piscicultura;

- Sectorul secundar — productia industriala, exploatarea resurselor din subsol, productia de

energie, gaze etc.;

- Sectorul tertiar — este sinonimul sectorului sevicii.

Dupa Ph. Kotler “ Serviciul reprezinta orice activitate sau beneficiu pe care o parte o poate oferi
alteia, care, este, in general, intangibil, si al carei rezultat nu presupune dreptul de proprietate asupra
unui bun material.”.

Insa G. Militaru, spune ci “ Un serviciu reprezintd orice activitate, idee sau performantd pe care o
parte o furnizeaza alteia, fara a exista un transfer de proprietate, dar avind, in esentd, un character
intangibil.”.

Serviciile au patru caracteristici principale unice in comparatie cu bunurile, precum:

1. Intangibilitatea este caracteristica principald care distinge serviciile de marfuri, adica calitatea
de a nu fi atinse, gustate, vazute, mirosite sau auzite. Serviciile, cum ar fi educatia, asigurarea,
medicina nu pot fi prestate fard bunurile corporale. Serviciile intangibile sunt mai dificil de
evaluat de catre consumatori decat bunurile tangibile. Prin urmare, nu existd in cazul prestarii
serviciilor un transfer de proprietate.

Intangibilitatea serviciilor face ca acestea sd fie dificil si uneori imposibil de evaluat inainte si
uneori nici dupa achizitionare. Intangibilitatea serviciilor inseamna cad experienta si increderea in
prestator pot fi dominante in procesul de achizitionare. Tn cazul multor servicii, in special celor
profesionale, increderea este un atribut dominant.

Principalele probleme, generate de intangibilitatea serviciilor, sunt lipsa protectiei fatd de
concurentd, deoarece acestea nu pot fi patentate, imposibilitatea stocarii serviciilor, existenta
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unor dificultdti in prezentarea (comunicarea de marketing) si stabilirea preturilor sau tarifelor

pentru servicii.

2. Inseparabilitatea reflectd interconectarea dintre furnizorul de servicii, clientul implicat in
primirea serviciilor si ceilalti clienti care impartasesc aceeasi experientd. Aceastd interactiune
dintre client si prestator defineste un incident critic. Incidentele critice reprezinta cele mai mari
oportunitati pentru ambele parti de a castiga sau a pierde 1n ceea ce priveste satisfactia clientilor
si retinerea sau pastrarea acestora.

Inseparabilitatea genereaza cateva probleme de care trebuie sa se tina cont, atunci cand sistemul

prestator este proiectat:

® Prezenta fizica a prestatorilor.
e Implicarea clientilor in procesul de prestare a serviciilor.
® Participarea altor clienti in procesul de prestare a serviciilor.

Existd mai multe solutii pentru rezolvarea problemelor de inseparabilitate: (1) acordarea unei

atentii mai mari procesului de selectare si instruire a personalului firmei prestatoare care

interactioneaza cu clientii, (2) practicarea unui management al clientilor eficient si (3) utilizarea
de locatii multiple pentru furnizarea serviciilor.

Fluctuatia performantelor de la o locatie la alta si chiar de la un prestator la altul ce lucreaza intr-

o firma de servicii sugereaza existenta unei caracteristici speciale a acestora - variabilitatea.

3. Variabilitatea. Serviciile sunt procese care implicd simultaneitate, iar prestarea lor poate fi
diferitd, in functie de anumite circumstante ca implicarea angajatilor, a clientilor, ambientul fizic
sau chiar momentul din ziua cand acestea sunt furnizate. Combinatia dintre natura intangibila a
serviciilor si implicarea clientului ca participant direct in prestarea lor genereaza rezultate care
variazi de la un client la altul. In cazul serviciilor, interactiunea dintre client si prestator creeazi
posibilitatea de a oferi satisfactii mai mari ambelor parti.

4. Perisabilitate. In cazul in care cererea de servicii ar fi constantd, nu ar exista probleme cu
privire la utilizarea capacitatii facilitatilor de prestare. Faptul ca serviciile nu pot fi stocate face
ca fluctuatia cererii sd fie o problema mult mai greu de rezolvat decat in cazul productiei de
bunuri materiale. Prin urmare, un serviciu este o marfa perisabila.

Sectorul ospitalitatii si al petrecerii timpului liber este alcatuit din servicii de divertisment, arta,

recreere, cazare si alimentatie publica [4, p.9-15].

Serviciile turistice se prezintd ca un ansamblu de activitdti ce au ca obiect satisfacerea tuturor

nevoilor turistului in perioada in care se deplaseaza si n legatura cu aceasta.

Consumul de servicii turistice se caracterizeaza printr-0 serie de particularitati care diferentiaza acest

consum specific de consumul de marfuri si imprima unele caracteristici serviciilor turistice.

Printre aceste caracteristici specifice pot fi mentionate:

a) Cererea de servicii turistice interne si internationale este Tn continud evolutie;

b) Consumul turistic are un caracter pronuntat sezonier;

c) Spre deosebire de cererea turistica, ce se manifesta printr-o elasticitate pronuntata, oferta de
servicii este relativ rigida, limitata in timp si spatiu la capacitatile de nuclee receptoare de care dispune
baza materiala;

d) Oferta de servicii este orientata spre a putea prelua si acoperi solicitarile din varful de sezon,
de unde pot fi desprinse concluzii privitoare la riscul nevalorificarii partiale (uneori chiar totale) a unor
capacitdfi receptoare, care, desi disponibile, nu sunt ori nu pot fi utilizate in afara perioadelor de sezon
plin.

e) Prin natura lor, serviciile sunt perisabile;

elementelor de atractie turisticd pe care le ofera patrimoniul turistic al tarii noastre (al unei zone, al unei
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statiuni) si baza materiald turisticd existentd pe teritoriul respectiv, iar pe de altd parte, rezultanta
contributiei umane care modeleaza serviciile;

g) Ca regula generald, produsul turistic reprezinta pachete de activitati, presupunand o inlantuire
logica si fluentd a diferitelor prestatii incluse in programele si aranjamentele concepute astfel incat
serviciile sd fie dozate in diverse combinatii, fiabilitatea serviciilor fiind orientatd dupd natura si
caracteristicile produselor turistice oferite spre comercializare;
constituie o rezerva potentiald considerabild pentru individualizarea ofertei turistice si de sporire a
gradului de atractivitate a programelor oferite, chiar in limitele aceleiasi destinatii de vacantd sau
aceleiasi forme de turism;

1) Caracterul pronuntat individualizat;

J) Tn procesele tehnologice de prestatii turistice aservite contactului direct dintre prestatorii
diverselor servicii si clientela beneficiara a acestor servicii, ritmurile de patrundere a progresului tehnic
sunt mai lente in comparatie cu ale altor sectoare economice;

k) Consumul de servicii turistice satisface exigentele unor motivatii deosebit de eterogene si
complexe;

1) Prestatiile turistice reprezintd eforturile conjugate ale tuturor unitatilor economice care ofera
servicii specifice si nespecifice atat cetatenilor tarii noastre, cat si turistilor straini care o viziteaza.

In literatura de specialitate intalnim diverse criterii de clasificare si forme subsumate ale serviciilor
turistice, dupd cum urmeaza:

1. In functie de etapele principale din desfisurarea unei caltorii:

- servicii legate de organizarea voiajului (publicitate, informarea pe Internet sau la agentia de
turism, achizitionarea diverselor echipamente specifice);

- servicii de sejur (cazare, alimentatie, agrement).

2. Tn functie de importanta in consum si motivatia cererii:

- servicii turistice de baza (cazare, alimentatie, agrement);

- servicii turistice suplimentare (ghid, informare, schimb valutar, activitati cultural-sportive,
inchirierea diverselor obiecte si echipamente).

3. Dupa forma de manifestare a cererii, respectiv modul de formulare a deciziei de cumparare:

- servicii ferme achizitionate anterior deplasarii catre destinatia turistica precum cele de cazare;

- servicii spontane achizitionate pe masura derularii calatoriei precum tratament, inchirieri, transport
pe cablu.

4. In functie de natura relatiilor financiare angajate intre prestatori si clienti:

- servicii turistice cu plata care acopera majoritatea prestatiilor de care beneficiaza un turist;

- servicii turistice gratuite (scutiri, gratuitati, informatiile oferite de catre centrele de informare
turistica) [14].

Serviciile de cazare si alimentatie au un rol deosebit, fundamental si primordial in ansamblul
prestatiei turistice, fiind prin natura si esenta lor servicii de bazad ale consumului turistilor la locul de
petrecere a sejurului.

In industria turismului se utilizeazi termenul de ospitalitate pentru a desemna in mod unitar
serviciile de cazare si cele de alimentatie, dar si serviciile de agrement-divertisment, serviciile de
transport si serviciile suplimentare (complementare).

Serviciul de cazare, ce vizeaza, prin continutul sau, crearea conditiilor si a confortului necesar
adapostirii i odihnei calatorului si reprezintd produsul a ceea ce se numeste “industrie hoteliera”,
respectiv acel sector care, conform acceptiunii actuale, inglobeaza ansamblul activitatilor desfasurate in
spatiul de cazare.
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Fiind alcatuit, la randul sau, dintr-un grup de prestatii oferite turistului pe timpul sejurului, in
unitatile de cazare, serviciul de cazare se prezintd ca o activitate complexa, a carei dezvoltare si calitate
depinde de cel putin doi factori:

e Dbaza tehnico-materiala adecvata (hoteluri, moteluri, hanuri, cabane, popasuri etc.), cu dotari

corespunzatoare, astfel incat sa poata fi asigurate turistilor conditiile optime de cazare;

e un personal calificat, structurat corespunzator, care-si desfasoard munca in conditii optime de
organizare.

Existenta unei minime neconcordante intre acesti factori poate influenta in mod negativ calitatea

prestatiei turistice si, de aici, nivelul rezultatelor activitatii turistice.

Activitatea turistica si industria hoteliera se afld in legaturi stranse de interdependenta. Pe de o parte,
industria turistica se dezvoltd ca o consecintd a circulatiei turistice, pe de altd parte, dezvoltarea
turismului este conditionata de existenta unor spatii de cazare echipate conform standardelor de exigenta
respective.

Serviciul hotelier, pe langa cazarea propriu-zisa, este completat de o serie de prestatii suplimentare
(alimentatie, activitati de informare, comerciale etc.), intre care exista relatii de interferenta si care sunt
dezvoltate in functie de specificul fiecarei unitati hoteliere.

Cazarea constituie, insa, principala functie indeplinita de unitatea hoteliera, obiectivul sau principal
fiind asigurarea conditiilor de odihnd si igiend ale turistului, prin intermediul unui echipament
corespunzator.

Serviciul de alimentatie determind, la randul sau, calitatea prestatiei turistice in ansamblul ei,
influenteaza atat continutul, cat si atractivitatea ofertei turistice si are implicatii directe asupra modului
de orientare a fluxurilor turistice.

Alimentatia publica Intruneste anumite trasaturi specifice si raspunde unor cerinte tipice, dintre care
amintim:

® necesitatea prezentei in orice moment-cheie al consumului turistic, astfel incat sa permita
asigurarea procurarii hranei de catre turist, raspunzand cerintei de satisfacere a nevoii cotidiene
de hrana;

e necesitatea prezentei unei tipologii largi de unitati de alimentatic publica, prin care si se poata
satisface o paleta largd de trebuinte, atat de baza (hrana), cat si de divertisment;

e in cazul turismului balneo-medical, serviciul de alimentatie publica indeplineste un rol
suplimentar, anume acela de a contribui, In mod direct, la reusita tratamentului, prin asigurarea
unui regim de hrana adecvat;

® necesitatea asigurarii unui mod de hrana adecvat, atat pentru turistii autohtoni, cat si pentru
turistii straini, conform specificului anumitor tari sau zone geografice.

Constituindu-se ntr-o componenta de importanta majora a ofertei turistice, serviciul de alimentatie
publica este supus unui proces continuu de perfectionare si modernizare (de exemplu, din punct de
vedere al modernizarii structurii retelei, se remarca tendinta de creare a unor unitati cu functii complexe,
precum si a unor noi tipuri de unitdti, mai bine adaptate specificului unor segmente de clienti) si, in
acelasi timp, de diversificare, prin oferirea unor prestatii cu caracter complementar.

Serviciul de agrement-divertisment cuprinde acele activitati care, prin mijloace specifice, contribuie
la satisfacerea nevoilor fizice si psihice ale turistului, prin asigurarea cadrului necesar petrecerii placute
si instructive a timpului liber.

Principalele functii ale serviciului de agrement se concretizeaza in Indeplinirea urmatoarelor cerinte:
asigurd reconfortarea psihica si fizica a turistului; rdspunde exigentelor de crestere a atractivitdtii si
venituri; poate constitui o motivatie turistica propriu-zisd (vacante dedicate schiului, inotului, yachting
etc.).
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Pe langa faptul ca serviciul de agrement necesitd o baza tehnico-materiald adecvata motivatiei
turistice si dotarea cu un personal cu o calificare corespunzitoare, contribuind astfel in mod direct la
dezvoltarea economicd a zonei sau statiunii turistice, rolul sdu este cu atdt mai important, cu cat, printr-
un mod de organizare modern, in care turistul devine participant activ la divertismentul efectiv,
contribuie la orientarea fluxurilor turistice si la cresterea eficientei activitatii turistice.

Serviciul de transport turistic are un rol determinant in cresterea calitatii prestatiei turistice,
deoarece, prin intermediul sdu, este asigurat accesul turistilor in zonele de interes turistic, Intalnirea
cererii cu oferta turistica si, prin aceasta, transformarea lor din stare potentiala, intr-una efectiva.

Datorita ponderii ridicate a costurilor serviciilor de transport in tarifele din sectorul turistic, este
necesar sd se realizeze o optimizare a transportului, atat prin utilizarea rationald a mijloacelor de
transport, cat si prin combinarea eficienta a formelor tipice de transport: rutier, feroviar, aerian, naval si,
cu un rol specific in turism, transportul pe cablu.

In urma celor prezentate mai sus, putem spune ca rolul acestor patru tipuri de servicii de bazi nu este
intotdeauna acelasi, uneori chiar, unul dintre ele putand lipsi intr-o prestatie turistica, dar, pentru a
satisface motivatia turisticd, firmele prestatoare ale acestor servicii trebuie sa coopereze intre ele, astfel
incat sa asigure turistului satisfactie deplina.

Servicii
suplimentare
servicii gi activitati

. turistice cu caracter
{ sportiv

| servicii de informare a
(! clientelei turistice

=4 servicii de intermediere
(inchirieri, rezervari
etc.)

> servicii i activitati
turistice cu caracter servicii diverse
special

Figura 2. Cele mai importante servicii suprimentare
Sursa: Elaborat de autor

Servicii turistice suplimentare sau complementare in randul carora este cuprinsi o serie de
activitati care au drept scop asigurarea unei odihne active, unei recreeri a turistilor, activitati care nu se
substituie insa, serviciilor de agrement. Caracterizate printr-0 mare varietate, unele dintre ele pot fi
anticipate de cdtre turisti, intrAnd 1n costul initial al programului turistic, altele vor fi cunoscute abia la
destinatie, iar solicitarea lor ramane la alegerea turistilor (figura 2).

Dintre acestea, serviciile de curd si tratament balneo-medical pot fi considerate suplimentare n
situatiile in care turistii isi completeaza sejurul intr-o statiune cu efectuarea unor tratamente de gen (bai
de namol, cure de ape minerale etc.), In mod preventiv.

Deoarece, atit pe plan mondial, cit si pe plan national, se remarcd necesitatea cresterii rolului
medicinei preventive, prin apelarea la remedii oferite de factorii terapeutici naturali, se constatd o
preocupare sustinutd pentru punerea in valoare a factorilor naturali-curativi, pentru dezvoltarea bazei
materiale si de tratament in localitdtile care dispun de acesti factori, precum si pregatirea unui personal
calificat corespunzator.

~ servicii de tratament
" & balneo-medicale
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Organizarea moderna a serviciilor balneo-turistice, presupune, pe langd o bazd de tratament
adecvata, existenta unor mijloace de agrement diverse, astfel incdt nevoile turistilor si poatad fi
satisfacute in mod corespunzator si la standarde 1nalte de calitate [8].

Concluzii

Conceptul activitatii turistice este asimilat unei intregi succesiuni de prestatii prin care este
prevazuta satisfacerea nevoilor turistice, cu ocazia si de-a lungul, unei calatorii. Activitatea serviciilor de
cazare, alimentatie publica, transport, divertisment-agrement precum si a celorlalte servicii suplimentare
oferite, constituie un rol decisiv in desdvarsirea unui act turistic. Prin natura si specificul propriu,
serviciul turistic trebuie sa creeze si sa asigure conditiile necesare refacerii capacitatii de munca, in mod
concomitent cu petrecerea placuta si edificatoare a timpului liber.
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Abstract

ANALYSIS OF THE COMPETITIVE ENVIRONMENT IN THE HORECA SECTOR

The period of the COVID-19 pandemic has been a chapter in which old patterns were broken and the ability to
manage crises and react quickly to change was needed more than ever. The HORECA sector has always faced two key
challenges: staff recruitment and training as well as high costs. On top of these, competition is becoming increasingly fierce
in the sector due to the latest changes. In this respect, the importance of the problem proposed for research in this article lies
in the continuous change of the HORECA sector, which is constantly adapting to the needs of consumers.

Key words: analysis, competition, competitive advantage, change, HORECA, Covid-19.

JEL: F44, M51, M31

Introducere

Modul in care Milenialii isi cheltuie banii astdzi va modela industria restaurantelor pentru multi
ani care urmeaza. Ei sunt interesati in tot ceea ce este digital. Acestia necesitd personalizare, comoditate,
transparentd, optiuni sinitoase si o dozi mare de informare. In plus, asteptarea nu este o optiune pentru
milenii, ei sunt deja obisnuiti ca serviciile sa fie prestate chiar aici si chiar acum. Inainte de a merge intr-
un anumite local, majoritatea vor verifica mai intai toate platformele de socializare. Daca se afla in
orasul lor - fie merg la restaurante verificate, fie se bazeazi pe recomandrile prietenilor lor. Intr-un oras
striin, acestia se bazeazi pe Recenzii online. In loc de TripAdvisor, verifica Instagram si Facebook.
Milenialii doresc sa comande online, sa aleaga dintr-o varietate de bucate sanatoase, ecologice, bine
pregitite, de preferinta cu livrare la domiciliu. Intregul proces pentru ei trebuie sa fie o experienta fara
efort: cu cat mai putini pasi, cu atat mai bine.

Tehnologia este acum pregétita sa faca fata provocarilor unei piete in schimbare si sa ajute
sectorul sa raspunda cererii in crestere. Pentru a face fatda acestor provocari si a-si mentine pozitia pe
piata, este important ca restaurantele sa-si cunoasca acele aspecte ale afacerii prin care acestea se pot
remarca in fata publicului sdu tintd si fatd de concurentii sdi. Aceste aspecte sunt numite “factori cheie
de succes”, care odata identificati reprezintda baza la elaborarea strategiei de activitate — cele mai
importante elemente al oricarui plan strategic reusit.

Rezultate si discutii

Mediul concurential implica "totalitatea conditiilor, factorilor, combinatiilor economice in cadrul
carora se realizeaza concurenta in vederea obtinerii unor influente favorabile asupra mecanismului de
functionare a pietei si, in ultima faza asupra protectiei consumatorilor, a standardului bunastarii lor
generale". Aceasta este definitia pe care o gdsim in literatura de specialitate si care ne coordoneaza in
studierea mai aprofundatd a acestui mediu natural, de altfel. Ceea ce majoritatea populatiei cunoaste
referitor la acest domeniu, este faptul ca in cadrul acestui sistem se desfasoard majoritatea activitatilor
economice si defineste practic mediul economic.

Mediu concurential, de asemenea, cunoscut sub numele de structura pietei, “este sistemul
dinamic in care afacerile concureaza”. Starea sistemului ca intreg limiteazd flexibilitatea afacerilor.
Conditiile economice mondiale, de exemplu, ar putea duce la crestea preturilor, a materiilor prime,
fortand companiile care furnizeaza industriei sa incarce mai mult, prin cresterea costurilor de regie. La
celdlalt capat al evenimentelor, lipsa fortei de munca regionale sau dezastrele naturale, de asemenea,
afecteaza mediul concurential.
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Pentru a studia mediul concurential, se recurge la modelul celor 5 forte ale lui Porter. Modelul
lui Porter este un proces de analiza strategica care este util de aplicat in domeniul HORECA. Acesta
evidentiaza 5 factori importanti care pot influenta afacerea restaurantului in orice moment. Michael
Porter indica de tinut cont de cele 5 forte identificate de el, precum [1, p.43]:

1. Rivalitatea in cadrul ramurii

Rivalitatea Intre competitorii existenti ia forma concurentei preturilor, a introducerii de noi
produse, a imbunatatirii serviciilor si garantiilor oferite cumparatorilor dupa vanzare etc., toate cu scopul
obtinerii unei pozitii avantajoase.

Cu cat este mai mare numarul de concurenti, cu atat mai intensa ar fi rivalitatea competitiva din
industria restaurantelor [7, p.34]. Acesti jucatori din industrie se straduiesc sa pastreze o cota mai mare
pe piatd decat rivalii lor, in timp ce mentin fluxul de profit si sprijinirea afacerii spre crestere. Prin
urmare, industria restaurantelor are un nivel ridicat de amenintare a rivalitatii, ceea ce face dificila
mentinerea profitabilitdtii ridicate pentru restaurantele mai mici. Industria restaurantelor are concurentd
intensd datorita prezentei francizelor de fast-food si a numeroaselor unitati la scara mica. Fast food-ul,
gigantii care au un buget mai mare de marketing si inovatie de produs sunt capabili sd mentind un
avantaj fatd de cei mai mici. In plus, existd putini loialitate a clientilor, astfel incat oamenii trec de la un
restaurant la altul in functie de cerere si preferinta.

Intensitatea rivalitafii dintre agentii economici existenti in cadrul HORECA depinde de o serie
intreaga de elemente, intre care:

- structura sectorului, respectiv numarul de agenti economici, marimea si specificul lor,
puterea lor economica;

- absenta diferentierii produselor, situatie care conduce la ascutirea concurentei prin
preturi;

- rata scazutd a cresterii, fapt ce determind agenfii economici sa-si intensifice eforturile
pentru a ocupa un segment cat mai important de piata.

In aceasta fortd se va identifica numarul total de entititi economice ce presteazi astfel de
servicii, dintre care se vor depista concurentii directi.

Tabelul 1. Indicatorii principali realizati de intreprinderi cu activitati de cazare si alimentatie
publica, pe clase de marime a intreprinderilor

Indicatori Total dupi numirul salariatilor:
0-9 10-19 20-49 50 si peste
salariati salariati  salariati  salariati
Numaérul intreprinderilor, 1499 1170 187 111 3,1
unitati
Numairul mediu de salariati, 12,5 3,1 2,5 3,0 3,9
mii de persoane
Cifra de afaceri, mil. Lei 2433,2 394,7 420,6 609,1 1008,8
- in medie pe o
intreprindere, 1623,2 3374 2249,2 5487,4 325419
mii lei
- in medie pe un 1945  127,2 170,9 202,4 256,2
salariat, mii lei
Valoarea productiei (lucrari si 22519 3781 379,5 5447 949.6

servicii), mil. Lei
Sursa: Biroul National de Statistica
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Conform rezultatelor anchetei structurale in Intreprinderi din anul 2020, se prezintd urmatorii
indicatorii principali realizati de intreprinderi cu activitati de cazare si alimentatie publica, pe clase de
madrime a intreprinderilor in tabelul 1 si indicatorii principali realizati de intreprinderi cu activitati de
cazare si alimentatie publica in tabelul 2.

Tabelul 2. Indicatorii principali realizati de intreprinderi cu activitati de cazare si alimentatie

publica
Indicatori Numirul Numirul Cifra de Valoarea productiei
intreprinderilor mediu de afaceri (lucrari si servicii)
salariati
unitati % mii % mil. lei % mil lei %
pers.
Total 1499 100,0 12,5 100 24332 100 2251,9 100
Hoteluri si
facilitati de 152 10,1 1,3 10,5 196,2 8,1 2059 91
cazare
Restaurante
si alte
activitati de 1347 89,9 11,2 89,5 2237,0 91,9 2046,0 90,9
servicii de
alimentatie

Sursa: Biroul National de Statistica [1]

Conform datelor prezentate in tabelul 1, 2 si figura 1, se observd ca unitatile din cadrul
restaurantelor si a altor activitati de servicii de alimentatie depasesc cu mult cele din hoteluri si facilitati
de cazare 89,9 %, conditionand si depdsirea respectiva a numdrului mediu de salariati, valoarea
productiei, precum si cifra de afaceri.

Figura. 1. Structura cifrei de afaceri realizata de intreprinderi cu activitati de cazare si
alimentatie publicd, %
Sursa: Biroul National de Statistica [1]

Figura 2 indica o contributia nesemnificativa a volumului productiei in structura PIB, mai mult
ca atat, si cu o scadere 1n ultimii 3 ani, din cauza situatiei pandemice la nivel global.
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Figura 2. Volumul productiei pe activitati economice in PIB, preturi curente
Sursa: Biroul National de Statistica [1]
Scdderea valorii productiei din aceasta industrie in ultimii ani se reflecta si in dinamica unitatilor
de restaurante si alte activitdti de servicii de alimentatie, care a scazut cu 200 unitati mai putin in anul
2020 (1347) fata de anul 2019 (1547), figura 3.

2015 2016 2017 2018 2019 2020

= | | nitati Columnl Column2

Figura 3. Dinamica unitatilor de restaurante si alte activitati de servicii de alimentatie
Sursa: Biroul National de Statistica [1]

Conform datelor de mai sus, se poate presupune faptul ca mediul competitiv al restaurantelor a
scazut, datoritd scaderii unitatilor de alimentatie, insd acesta nu este factorul esential ce determind
competitivitatea din aceasta industrie. Situatia pandemicd a influentat companiile puternice s se
adapteze la noi conditii, noi servicii, noi reguli, precum ar fi spre exemplu, marirea procentului de livrari
la domiciliu, sau Tn general introducerea serviciului de livrare pentru cei care nu l-au avut inainte de
pandemie. De aceea, datele de mai sus nu pot demonstra decat ca aceasta industrie a avut de suferit, ca
urmare a suferit si PIB national, insa nu a scazut concurenta intre actorii acestei industrii — cei care au
ramas au devenit si mai puternici. In continuare, fiecare restaurant va fi evaluat conform criteriilor:
Meniu, locatie, program de lucru, Social Media, promovare.

2. Puterea de negociere a clientilor

Deoarece cumpdratorii detin puterea de a influenta deciziile de stabilire a preturilor unei
companii, industria restaurantelor este, de asemenea, afectatd de alegerea cumparatorului
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si comportamentul lor permanent in schimbare [8, p.79]. Unele dintre modalitatile prin care
cumparatorii pot afecta un restaurant, sunt modificari ale preturilor, calitatea produselor oferite etc. Cu
toate acestea, restaurantele nu pot oferta articole la preturi supramarite, pentru ca va limita numarul lor
de clienti. Preturile trebuie ajustate in functie de piata tinta si accesibilitatea acestui segment al pietei. Pe
baza acestei analize, se poate concluziona cd cumparitorii au o putere de negociere moderatd in
industria restaurantelor. Pentru aceasta, in cazul restaurantelor sau altei companii prestatoare de servicii,
este important ca acesta sa aiba formate avantaje competitive (unul sau mai multe).

3. Puterea de negociere a furnizorilor

Pe piata restaurantelor, furnizorii de nume de marca tind sa aiba mai multd putere de negociere.
De exemplu, McDonald's are contracte cu Newman's Own si Coca-Cola si foloseste aceste marci
comerciale pentru a atrage clienti loiali in favoarea brandului. Acesti furnizori au mai multa putere de
negociere, deoarece, in cazul in care opresc furnizarea, restaurantele pot pierde bani sau pot fi nevoiti sa
isi schimbe strategiile de marketing [6].

Furnizorii din aceasta industrie includ companiile care furnizeazd materii prime restaurantelor.
Potrivit lui Chong [2, p.13], numarul de furnizori dintr-o industrie determina influenta pe care un
furnizor o poate avea asupra deciziilor de cumparare ale companiilor sale cumparator. Regiunile marcate
cu un numar mare de furnizori de materii prime similare, aratd ca furnizorul are o putere mai mica in
comparatie cu regiunile In care furnizorii sunt mai putini. Dimensiunea unui restaurant este, de
asemenea un factor determinant atunci cand vine vorba de puterea de negociere a furnizorilor.
Restaurantele la scara mica creeaza o putere de aprovizionare mai mare din cauza comenzii limitate pe
care o pot genera, in timp ce furnizorii au o pozitie de negociere mai slaba cu restaurantele la scara larga
care plaseaza comenzi in vrac. Pentru a-si mentine legaturile de afaceri cu firmele mari, furnizorii
trebuie sa ajusteze pretul materiei prime in functie de cererea acestor intreprinderi.

Intr-o piata saturatd de furnizori de produse identice sau similare, puterea de negociere a unui
furnizor individual scade. Restaurantele pot schimba pur si simplu un alt furnizor care ofera acelasi
produs. Aceasta inseamna cd furnizorii ar trebui sd indeplineascd mai multe cerinte ale cumparatorilor,
iar cumparatorii pot exercita presiuni asupra furnizorilor pentru a reduce costurile, a oferi produse mai
bune, pentru a reduce timpul de livrare sau pentru a oferi un volum mai mare. Disponibilitatea unui
furnizor de a negocia - si risca sa-si piarda un client - se bazeaza partial pe bugetul furnizorului, precum
si pe cat de mult din afacerea lui provine dintr-un anumit restaurant fast-food. Un furnizor cu o baza de
clienti infloritoare si diversificatd are mai multa putere de negociere decdt un furnizor care se bazeaza
exclusiv pe unul sau doua restaurante.

Amenintarea produselor de subtitutie

Din cauza concentrdrii pe concurentii principali multe entititi economice uitd sd fie atente la
noile inovatii si la companiile care vand produse de substitutie din domeniul lor. Mai ales cind cererea
existentd migreaza lent spre produsele substituente. Astfel si acest factor din modelul lui Porter [5, p.20]
trebuie analizat periodic pentru a-i asigura stabilitatea restaurantului.

Amenintarea produselor substitut poate afecta toate entitdtile economice in functie de cum
clientii/consumatorii reactioneazd la adoptarea acestora. Un scenariu negativ este atunci cand exista
multe alternative de satisfacere ale aceleiasi provocari sau nevoi/dorinte. Scenariul pozitiv este atunci
cand nu sunt deloc ori sunt putine produse alternative care satisfac aceeasi provocare.

Industria restaurantelor are diverse entitati, ceea ce face mai usor pentru clienti sa faca o alegere
n timp ce trec de la un restaurant la altul. Costul redus de comutare este un alt factor care face mai usor
pentru un client sa-si schimbe loialitatea de la o marca la alta [3, p. 89]. Restaurantele pot percepe un
pret premium de la clientii care sunt axati pe calitate si delicii culinare deosebite, in timp ce acei clienti
care cautd alegeri mai economice opteaza pentru ceva la un cost optim [4, p.53]. Usurinta de a trece de
la un restaurant la altul, in cazul in care experienta pe care o are in restaurant nu este conform
asteptarilor clientilor face ca aceastd industrie sd aiba o amenintare ridicata de produse substitutive.
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4. Amenintarea noilor concurenti

O piata atractiva pentru orice companie este aceea in care este foarte greu de intrat, dar din care
este foarte usor de iesit. La fel ca o cetate, sd fie greu de cucerit pentru ca de iesit e foarte usor.
Profitabilitatea unei industrii € amenintata atdt de competitia actuald cat si de cea potentiald. De aceea
este important de analizat aceastd forta din modelul lui Porter. Infiintarea unui nou restaurant necesita un
nivel moderat de investitii, ceea ce face usor intrarea in industrie. Un alt factor care afecteaza usurinta
de intrare pentru noile restaurante este economiile de scard, care pot fi stabilite odata ce productia si alte
operatiuni ating eficienta [7, p.648]. Noii participanti trebuie, de asemenea, sa ia in considerare costul
fix si costul de operare, asigurandu-se ca sunt capabili sd stabileasca avantajul costurilor [4]. Un mod
posibil ca noii jucatori din aceasta industrie sd obtind un avantaj de cost este prin efectuarea de achizitii
in vrac si obtinerea de preturi reduse.

Cu toate acestea, costul fix ridicat rdmane o preocupare pentru noii intrati, care trebuie sa-si
gestioneze operatiunile, in ciuda faptului ca au o rentabilitate scdzuta in stadiul initial a activitatii.
Tinand cont de aceste puncte, se poate afirma ca industria restaurantelor are o amenintare moderata a
noilor intrati.

Concluzie

In opinia autorului, analiza factorilor cheie de succes reprezinti punctul de pornire spre eficientia
oricarei afaceri, fie ca aceasta este la inceput de drum, sau deja in plind fortd in piatd. Este bine cunoscut
faptul ca pandemia a avut un impact destul de negativ asupra sectorului HORECA, cu pierderi si
falimentari de afaceri. Insa, pe fonul acestora, s-au evidentiat afacerile puternice care au reusit si reziste
si sa se adapteze noilor conditii de piatd si necesitati ale consumatorilor. Anume acesti actori au inteles
ca cel mai importanti factori cheie de succes a acestei industrii, si nu doar, sunt reprezentati de
tehnologie avansatd si promovarea intensiva in online — ceea ce urmeazd a fi punct de reper si in
urmatorii ani.
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Abstract

The 21st century is a time of high technology, hectic urban living, skyscrapers covering the skyline, perpetual
motion and noise. All of this tires one out, and there is a growing need for a quiet and peaceful place, without the usual
hustle and bustle, where one can feel relaxed. Rural tourism is a great way to meet these needs. Today, rural tourism is a
fast-growing branch of tourism on account of the fad for environmentalism, care for nature and digital detox.

Key words: tourism, sustainable development, rural tourism.

JEL: F44, M51, P35

When talking about the definition of rural tourism, it is most often defined as a type of tourism,
the main characteristic of which is the stay of visitors in the countryside, far from industrial enterprises
but close to nature.

Often the development and promotion of rural tourism is carried out with the help of event
tourism, various festivals, master classes and folk art exhibitions being held.

The aim of this article is to investigate the impact of event tourism on the development of rural
tourism in the Republic of Moldova.

The goals of this paper include:

e To consider the potential of rural tourism in the Republic of Moldova.
e To analyze event tourism in the development of rural tourism in the Republic of Moldova.
e To develop proposals for a more efficient development of rural tourism in the Republic of

Moldova.

Moldovan villages preserve their authenticity even today. Quite often in the villages one can see
how people draw water from wells and springs, cook local traditional dishes in a Moldovan oven, raise
and graze their cattle in the fields and hills, grow vegetables and fruits in their gardens, and ride horse-
drawn carts through the rural streets.

Our villages are ideal for escaping from the eternal hustle and bustle of the cities and gaining
unrivaled emotions and feelings from the ambience of people's rural life.

Moldova's tourist villages have the resources to attract more tourists to the countryside. In many
cases, the standard package of rural tourism includes accommodation in a guesthouse or farmhouse with
preservation of Moldovan authenticity, meals in the form of traditional Moldovan dishes, participation
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in Moldovan national festivals, hikes to local natural and man-made sights, knowledge of local culture
and traditions.

River rafting, quad biking, paragliding, horse riding, cycling, fishing, participation in harvesting,
master classes in Moldovan crafts, etc. can be added to the standard package.

Veleni is a good example of such a tourist village. The inhabitants of the village, located in the
south of Moldova, offer tourists accommodation in several rural houses, delicious traditional food, boat
rental for lake trips and fishing, walks on the golden hills, visits to the local museum, bread museum.
The village has also been hosting the "Sweet Acacia Blossom" festival for nine years now, which
attracts increasing numbers of tourists and is attended by more and more people.

The impact of event tourism on the development of rural tourism can be assessed on the basis of
statistical data concerning the number of agritourism residences and the number of overnight stays of
tourists in agritourism residences.

The increasing number of agri-boards facilities in the Republic of Moldova, over the last 5 years,
is presented in the figure below.

Number of agri-boards

0 5 10 15 20 25 30 35 40

Figure 1. Number of agro-boarding facilities in the Republic of Moldova.
Source: the National Bureau of Statistics of the Republic of Moldova.

According to the above figure, it can be noted that in the last 5 years the number of agri-boarding
is increasing, which is due to the development and increasing popularity of rural tourism.

For a more detailed analysis of the impact of event tourism on rural tourism, consider the data
for the last 5 years on the number of overnight stays of tourists in agri-pensions.
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Figure 2. The number of overnight stays of tourists in agro-residences.
Source: the National Bureau of Statistics of the Republic of Moldova.

Based on these figures, it can be concluded that rural tourism has gained popularity among
tourists and every year an increasing number of people come to Moldova. However, with the advent of
the pandemic and the subsequent border closures, the level of visitors to the Republic of Moldova
almost halved with no tourist events at all.

So far, the situation has improved, tourism events have resumed, including in the development of
rural tourism. The following are examples of such events: DescOpera Butuceni, iProsop Cimislia,
Hodina Criuleni, Bones Festival Straseni, etc. Consider these examples in more detail.

The DescOpera Festival in Butuceni offers tourists the opportunity to enjoy live classical music
in the open air led by the famous Austrian conductor Friedrich Pfeiffer.

The iProsop Festival in Cimislia aims to revive interest in folk traditions and customs in modern
society and to show the true value of folk crafts. The event includes several master classes for children
and teenagers on traditional towel weaving techniques, folk crafts and trades, weaving and embroidery.

The Osier Festival which takes place in the village of Lozova offers tourists the opportunity to
get acquainted with the art of vine weaving. Locals offer various master classes in embroidery, crochet,
national food cuisine, as well as homemade wine tastings.

The themes of the festivals, as can be seen, depend to a large extent on the region and the
knowledge passed down from previous generations. Nowadays, all festivals taking place in the
countryside are more traditional, where tourists are introduced to the Moldovan culture.

However, event tourism can bring something new to rural tourism, unrelated to the traditions,
and customs of the Moldovan people. Event tourism can actively develop rural tourism while combining
modern trends.

For example, a festival dedicated to the dragon theme can be organized in the countryside.
Villagers can actively participate in organizing the festival, providing accommodation and meals, as
well as selling their organic products to the tourists. The festival can include modern fire shows, ATV
rides, archery or crossbow shooting, a concert and a competition for the best dragon-themed cosplay.
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A festival of this kind combines the beauty of the countryside, taking a break from the hustle and
bustle of the city and experiencing a completely different ambience, while gaining an appeal unlike
other rural festivals.

Combining all the aforementioned, it can be concluded that the Republic of Moldova has a high
and diverse potential for the development of rural tourism, not only within its traditionalism, but also in
the mix of modern and natural resources.
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Abstract

CIRCULAR ECONOMY - ZERO WASTE SUSTAINABLE STRATEGY FOR THE REPUBLIC OF
MOLDOVA

This article aims to trace the circularity of waste from collection to recycling, but also to identify best practices in
the organization of selective waste collection, as well as existing intelligent solutions that will allow the optimisation of
processes within the waste management system. The presented material is intended for academics, institutions,
environmental organizations and all those interested in the circular economy and waste collection processes.

Key words: circular economy, waste management, energy conservation, biodiversity education, climate change.

JEL: Q53, Q54.

Introducere

Economia circulard reprezintd un model de productie si consum care reflect reutilizarea,
repararea, reciclarea si renovarea materialelor si produselor existente cat mai mult posibil, pentru a le
extinde ciclul de viata. O influenta asupra dezvoltérii conceptului de economie circulara o au implicarea
activd a tuturor factorilor interesati (autoritatilor publice, a mediului de afaceri, a institutelor de
cercetaresi organizatiilor non-guvernamentale).

Ideea de circularitate, respectiv de inchidere a buclei economice, a aparut in anul 1976 in cadrul
raportului ,,Potentialul de a substitui forta de lucru umana pentru energie" , fiind prezentata viziunea
unei bucle economice in relatie cu crearea de noi locuri de munca, cresterea completivitatii economice, a
economisirii resurselor si a prevenirii risipei.

Comisia Europeand defineste notiunea de economie circulard in care ,,valoarea produselor si
materialelor este mentinutd cat mai mult posibil; deseurile si utilizarea resurselor sunt reduse la
minimum, iar atunci cand un produs ajunge la sfarsitul duratei sale de viata, acesta este folosit din nou
pentru a crea o valoare suplimentard; acest lucru poate aduce beneficii economice majore, contribuind la
inovare, crestere economica si crearea de locuri de munca”. Astfel, apare necesitatea adoptarii unui
model de economie circulara deoarece populatia lumii este n continud crestere, aprovizionarea
cumaterii prime de prima importantd este limitatd. Unele tari din UE depind de altele in ce priveste
materiile prime. lar extragerea lor duce la cresterea consumului de energie si emisiilor de CO2.

Economia circulard se baza initial pe trei principii-cheie, numite ,,3R”: reducerea - reutilizarea -
reciclarea, transformate in cele din urma in ,9R” (refuza, regandeste, reduce, reutilizeaza, repara,
renoveaza, remanufactureaza, regandeste scopul, recicleaza, recupereaza), in care deseul este materie
primd. Procesul de producere a deseurilor nu poate fi oprit In totalitate, Tnsad fiecare dintre noi poate
adopta un comportament ecologic pentru a avea un impact pozitiv.

Gestionarea deseurilor reprezintd una dintre problemele importante cu care se confrunta
Republica Moldova in activitatile de protectie a mediului. Problema deseurilor se manifesta tot mai acut
in prezent, din cauza cresterii cantitatii si diversitdtii acestora, precum si a impactului lor negativ tot mai
pronuntat asupra mediului Tnconjurator. Dezvoltarea urbanisticd si industriald a localitatilor, precum si
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cresterea generald a nivelului de trai al populatiei, antreneaza producerea unor cantitati din ce in ce mai
mari de deseuri. Obiectivele de baza ale politicii actuale a Uniunii Europene privind deseurile, la care
urmeaza sd ne aliniem, constau In prevenirea generarii deseurilor si in promovarea reutilizarii, reciclarii
si recuperdrii pentru asigurarea protectiei mediului.

O problema mare pentru Republica Moldova o reprezintd gunoistile neautorizate care persista in
timp.In cele mai dese cazuri, poligoanele sunt neconforme, din moment ce nu au dotirile necesare
pentru a asigura protectia mediului, nu existd sisteme de drenare §i evacuare a levigatului, fapt care
poate conduce la scurgeri de ape din si de pe suprafata depozitului cu concentratii de poluanti (amoniu,
azotati, cupru, zinc etc.). Deseurile nedegradabile (mase plastice, metale, deseuri electronice,
electrocasnice) sunt depozitate fard separare, impreuna cu deseurile biodegradabile, creandu-se astfel
conditii pentru solubilizarea partilor metalice de catre apele acide generate de procesele de fermentare.

Pentru anumite tipuri de deseuri nu exista practic optiuni viabile de reciclare pe plan national (de
exemplu, pentru sticld, se Inregistreaza atat o capacitate tehnicd relativ redusa a fabricilor de sticla
pentru a prelucra deseuri, cat si o lipsa de interes, avand in vedere calitatea slabad a deseurilor de sticla
furnizate, respectiv costurile suplimentare care ar fi necesare pentru a obtine deseuri de calitate
corespunzatoare). Interesul pentru reciclare este mai mare in cazul metalului, plasticului si hartiei, dar si
aici se Inregistreaza cantitafi relativ importante care sunt colectate separat si apoi transportate in afara
granitelor Republicii Moldova pentru reciclarea propriu-zisd. Legislatia invechitd nu motiveaza
companiile private care lucreaza in sectorul unde participarea publicului este de o importanta majora,
prin urmare, ele evita acest sector si cele putine la numar, care intra in sistem nu pot ajunge la nivel de
dezvoltare sporit din cauza numeroaselor obstacole cu care se confrunta.
si de a utiliza mai eficient resursele. A devenit din ce in ce mai clar ca industrializarea si cresterea
sustinuta a populatiei au condus la consumarea unor cantitati de resurse din ce in ce mai mari.

In domeniul reciclarii intilnim urmatoarele strategii:

Prevenirea formarii deseurilor;

J

~
Valorificarea deseurilor prin optimizarea
sistemelor de colectare;

J
~

Eliminarea finala a deseurilor care nu au
gasit o recuperare.

J

Figura 1. Strategii in domeniul reciclarii
Sursa: Elaborat de autor pe baza sursei [3].
Astfel, utilizarea strategiilor mentionate rezultd urmatoarele efecte:

- reducerea cantitatii de energie si de materii prime necesare fabricarii de noi produse;

- repunerea 1n circuitul economic a unor importante cantitdti de materie prima;

- reducerea cantitdtilor depozitate la rampele de gunoaie sau la incineratoare;

- reducerea riscurilor pentru sandtatea noastra si mediu, cauzate de deversarea improprie a
unor deseuri periculoase;

- reducerea poludrii aerului si a apei.
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Procesul de gestionare a deseurilor prin modelul de colectare are loc prin colectarea separata a
deseurilor in pubelele special amenajate, transportul deseurilor catre statia de sortare, sortarea
deseurilor, inclusiv balotarea deseurilor, transportul deseurilor catre fabrica de reciclare, unde are loc
reciclarea deseurilor colectate prin obtinerea produsului nou. O parte din aceste deseuri pot fi reciclate
(solventii, uleiul etc.). Altele trebuie depozitate in locuri special amenajate pentru deseuri periculoase
(vezi figura 2).

in Republica Moldova existd 60 de operatori, care detin autorizatii de mediu pentru gestionarea
deseurilor, dintre care 5 operatori detin autorizatie de colectare si transportare a deseurilor menajere, 2
operatori (I.M. ,,Gospodaria Comunald Straseni” si S.R.L. ,,SALUBRIS GRUP”) detin autorizatie de
colectarea si transportarea deseurilor municipale si un operator (S.R.L. ,,ABS”) care detine autorizatie
privind colectarea, transportarea, sortarea, depozitarea temporara si tratarea (compostarea si balotarea)
deseurilor municipal. Unul din cei mai mare operatori care deserveste municipiul Chisinau este .M.
Regia Auto salubritate. Activitatea acestui operator are ca scop colectarea si transportarea deseurilor
menajere la gunoistea municipald. Zilnic din oras sunt evacuate circa 5000 m3 de deseuri menajere. Mai
jos sunt prezentate tarifele pentru colectarea si transportarea deseurilor menajere solide, pentru serviciile
prestate persoanelor fizice si juridice (tabelul 1).

Tabelul 1. Tarifele pentru colectarea si transportarea deseurilor menajere solide

Servicii pentru persoane fizice Tarife

Servicii furnizate populatiei din Chisinau pentru = fara TVA — 55,50 lei

1m3

Tarif lunar pentru o persoana pe bloc — 9,25 lei
sector privat — 18,50 lei

Servicii persoane juridice Tarife

Servicii de colectare si transport deseuri fara TVA — 100,00 lei

menajere solide prestate agentilor economici din ~cu TVA - 120,00 lei
municipiul Chisinau pentru 1 m3
Servicii de procesare si ingropare a 1 m3 de fara TVA — 20,00 lei
deseuri si transport la depozitul de deseuri dela  cu TVA - 24,00 lei
agentii si entitatile economice

Sursa:[10]

In vederea implementirii unui Sistem durabil de management al deseurilor municipale solide
este nevoie de aplicat urmatoarele masuri :

v/ crearea premise pentru colectarea separatd a deseurilor. Aceastd optiune presupune
colectarea separatd a 4 tipuri de deseuri municipale solide la sursd (in gospodarii) sau la punctele/
platformele de colectare.

v incurajarea compostarii si reutilizarii deseurilor de grajd este necesara, atat la nivel de
gospodarie individuald, cat si la nivel de serviciu public local. Astfel, s-ar dezvolta o infrastructurd ce
aspird la standardele UE pentru eliminarea deseurilor municipale solide si s-ar realiza o reducere a
costurilor necesare pentru eliminarea finald a deseurilor cu impact redus asupra mediului.

v colectarea separatd a deseurilor ar promova infiintarea serviciilor de salubrizare viabile din
punct de vedere economic. Pentru a realiza colectarea separatd a deseurilor, generatorii de deseuri
trebuie sa dispuna de mijloace de ,separare a deseurilor.

Zero Waste pentru Comunitdti/Orase este un model de ecoinovare, implementat la nivel
international, adaptat legislatiei europene si nationale, recunoscut si promovat de catre Comisia
Europeana inca din anul 2013. Strategia Zero Waste pentru Comunitati/Orase a fost elaborata de catre
Dr. Paul Connett , toxicolog, activist si om de stiintd, in scopul eradicarii deseurilor la nivel local si
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global, fara gropi de gunoi sau incineratoare de deseuri. Dintre masurile recomandate sunt: colectare
separata la sursa pentru deseuri reciclabile si biodegradabile; implementarea instrumentelor economice,
precum ,,platesti-pentru-cat-arunci”, pentru motivarea cetatenilor sa evite producerea de deseuri si
pentru a sorta mai mult si mai corect in propria gospodarie; promovarea sistemului garantie-returnare,
care este considerat un instrument eficient pentru reducerea poluarii cu plastic a marilor si oceanelor;
interzicerea produselor din plastic de unica folosintd si Incurajarea comercializarii produselor la vrac;
incurajarea prin facilitati fiscale a mineritului urban (centre de reparatii, refolosire si reciclare a pieselor
de mobilier, a materialelor de constructii, a electronicelor sau a altor resurse); cercetare si reproiectare
pentru produsele care nu pot fi reparate, refolosite, compostate sau reciclate.

Concluzii:

Gestionarea deseurilor reprezintd una dintre problemele importante cu care se confrunta
autoritatile publice locale. In prezent, problema deseurilor se manifesta, tot mai acut, din cauza cresterii
cantitatii 1 diversitatii acestora, precum si a impactului lor negativ tot mai pronuntat asupra mediului
inconjuritor. In marea majoritate a regiunilor rurale si urbane, serviciul de gestionare a deseurilor se
limiteaza doar la colectarea, transportarea si depozitarea deseurilor, fard procedura de separare sau
sortare, ceea ce contravine principiilor specific sistemului integrat de gestionare a deseurilor.

Organizarea si implementarea cu succes a unui sistem integrat de management a deseurilor
trebuie sa fie realizatd prin intelegerea rolurilor institutionale, aplicarea tehnicilor eficiente privind
monitorizarea implementarii in practicd a cerintelor legale nationale In domeniul managementului
deseurilor, cunoasterea celor mai bune practici in domeniu, inclusiv instrumente normative necesare
pentru organizarea sistemului integrat de management. Totodata, autoritatile publice locale trebuie sa
indrepte eforturile spre dezvoltarea infrastructurii in localitati pentru implementarea principiilor
sistemului integrat de gestionare a deseurilor, dezvoltarea managementului functionarii serviciului
public de gospodarie comunala in scopul gestionarii deseurilor prin aplicarea principiilor economiei
circulare, dezvoltarea practicilor si serviciilor privind colectarea separata si reciclarea deseurilor.

Este imperativd cresterea gradului de implicare a autoritatilor locale in realizarea colectarii
separate a deseurilor municipale, la sursd a celor organice, atit prin constientizare, cat si prin coercitie.
Scopul este de a creste cantitatile de deseuri reciclabile, in special post-consum, ce vor fi reciclate sau
reutilizate. In acest sens, considerdm ci este importanta elaborarea si realizarea unei viziuni integrate, pe
termen mediu si lung, la nivelul administratiilor publice locale asupra economiei circulare.
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Abstract

PROMOTING TOURIST DESTINATIONS THROUGH TRAVEL BLOGS — AN ESSENTIAL ELEMENT IN
MARKETING COMMUNICATION

Travel blogs are promotional tools in the marketing mix, part of the public relations component, frequently used to
promote a destination or tourist attraction. Depending on the theme of the blog and its user-friendliness, it becomes an
information base for the potential consumer of tourism services, as from the articles posted, the potential tourist is informed
about the safety of the destination, directions on how to get there, prices, accommodation and food services, as well as
pleasant or less pleasant experiences that have been experienced by the author of the blog. The potential consumer of tourist
services thoroughly studies their own wishes in relation to planning their next trip. For these reasons, he/she may not only
consider a single travel blog, but several that cover the same destination, analyzing the information provided and deciding
whether to go ahead with the trip or change the route.

Keywords: promotion, marketing communication, blog, blogging, travel

JEL: Z33, Q51, F61.

Introducere

Blogurile de calatorii au devenit cartea de vizitd a destinatiilor turistice, deoarece in blog autorul prezinta
punctele forte si punctele slabe in timpul aflarii sale intr-un anumit punct de pe glob. Potentialul turist citind
continutul, el realizeazd ca o calatorie nu decurge mereu la cel mai Tnalt nivel, in acest sens el cauta si previna
experientele neplacute, iar blogurile de calatorii furnizeazd o actualitate. Bloggerii sau autorii de continut pot
stimula sau stopa decizia calatoriei, deoarece ei devin lider ai opiniei publice, si cu cat potentialul consumator de
servicii turistice simpatizeaza bloggerul, cu atit schimbarea opiniei este mai mare. Blogurile de célatorie si-au
recastigat audienta in timpul pandemiei, cand toatd lumea era izolata, iar blogurile sau vlogurile erau unica sursa
de a calatori, chiar daca imaginar.

Continut si rezultate

Conceptul de ,,marketing’’ si ,,comunicare de marketing’’ in era digitalizarii trece continuu prin
numeroase modificiri ce duc spre modernizare in conformitate cu tendintele actuale. Pentru a ajunge la esenta
blogurilor ca instrument al comunicarii de marketing este necesar de a efectua o cercetare pentru a identifica de
unde porneste blogul si care este legitura sa cu comunicarea de marketing. in linii generale conform definitiei
Business jargons: ,,Comunicarea de marketing se refera la mijloacele adoptate de companii pentru a transmite
mesaje despre produsele si marcile pe care le vand, fie direct, fie indirect clientilor, cu intentia de a-i convinge
sa cumpere [3].°" O altd definitie ce este oferita de catre autorii Chris Fill si Barbara Jameison de la Scoala de
Business a Universitatii Heriott-Watt din Edinburgh spune ca: ,,Comunicarea de marketing este un proces de
management prin care o organizatie interactioneazd cu diversele sale audiente. Intelegind mediul de comunicare
al unei audiente, organizatiile cauta sa dezvolte si sa prezinte mesaje pentru grupurile lor identificate de parti
interesate, inainte de a evalua si a actiona asupra raspunsurilor. Transmitind mesaje care au o valoare
semnificativd, ele incurajeaza publicul sa ofere raspunsuri atitudini si comportamentale [2, p.10].”” Philip
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Kotler, care este considerat un profesionist recunoscut al marketingului oferd spre interpretare urmatoarea
definitie: ,,Comunicatiile de marketing sunt mijloacele prin care firmele incearca sa informeze, sa convinga si sa
le reaminteasca consumatorilor- direct sau indirect-despre produsele si marcile pe care le vand.[10, p.424] "’

Din definitiile enuntate mai sus se contureaza faptul ci comunicarea de marketing este atit despre
promovarea organizatiei cat si a produselor/serviciilor acestora. Practic, comunicarea de marketing implica
imbunatatirea sau obtinerea gradului de constientizare, atitudini, asocieri pozitive in favoarea produsului sau
serviciului pe care organizatia il oferd. Scopul comunicérii de marketing se rezuma la maximizarea valorii oferite
clientilor, ce prevede efort din partea tuturor departamentelor organizatiei. Mixul comunicérii de marketing
include cinci instrumente principale de comunicare: publicitate, promovarea vanzarilor, relatii publice, marketing
direct, vanzare personala. Misiunea fiecarui element al mixului comunicarii de marketing este reprezentatd in
Tabelul 1.

Tabelul 1. Mixul comunicarii de marketing

Instrument de
comunicare de
marketing

Caracteristica generala

Tehnici specifice

Publicitatea

forma non-personald de comunicare, ce oferd expunere la
cea mai mare audientd, fiind utilizat pentru a comunica cu
un public national sau specializat, insd nu mereu poate
inspira incredere

TV;

Radio;

Ziare si reviste;
Panouri publicitare;
Afise, prospecte.

Marketingul
direct

permite organizatiilor sa ajunga direct la consumator fard
canale de intermediere, cu intentia de a transmite mesaje
personalizate si de construi o relatie cu acestia pe baza lor.
Facut si folosit corect marketingul direct este eficient pe
termen lung.

Direct mail;
Cataloage;
Cupoane;
Telemarketing;

Vanzarea
personala

este perceputd in mod tradifional ca o comunicare
interpersonald, care implicd activitdti fatd in fata, iar
agentul de vanzari se angajeazi intr-0 comunicare unu la
unu si necesitd a primi feedback.

Prezentari;

Conversatii;
Demonstratii;

Vanzarea pe teren;
Vanzarea cu amanuntul;
Véanzarea usa in usa;
Vanzarea de referinta;

Promovarea
vanzarilor

este o forma de comunicare nepersonald, cu audiente mai
mici, ce cuprinde diverse tehnici de marketing care sunt
folosite pentru a oferi valoare adaugatd unei oferte, cu
scopul de a accelera vanzarile si de a culege informatii de
marketing.

Oferirea de bunuri sau
servicii gratuite;
Cupoane si vouchere;
Cadouri si premii;
Reduceri;

Mostre;

Relatiile cu
publicul (PR)

la fel este o componentd a mixului comunicarii de
marketing care se refera la modul in care sunt gestionate
relatiile si fluxul de informatii, in legatura cu publicul larg,
consumatorii, actionarii, angajatii, partenerii, concurentii.

Comunicatul de presa;
Interviurile;
Discursurile;
Website-uri;

Bloguri;

Social Media;
Evenimente publice;
Sponsorizari;

Sursa: Elaborat de autori Tn baza [10, p. 429]
Ca instrument ce face parte din PR, se contureazd blogul, care actualmente a ajuns la cote maxime de
popularitate, si a devenit principala metodd de promovare pe internet in diverse domenii. in acest context autorul
propune spre analizare cateva definitii. Conform sursei Dictionary.com ,,blogul’’ este:, un website care contine
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experientele personale, observatiile, opiniile etc. ale unui autor sau grup de autori si care are adesea imagini si
link-uri catre alte website-uri”’[5]. In anul 2003 Oxford English Dictionary a adaugat in sectiunile sale cuvantul
,,blog”’ atdt ca substantiv cat si ca verb, oferindu-i urmatoarea definitie: ,,un site web in care o persoand
individuala sau persoane care reprezintd o organizatie scriu in mod regulat despre evenimente sau subiecte
recente care ii intereseazd, de obicei cu fotografii si link-uri cdtre alte site-uri web pe care le considerd
interesante’’ [7]. In anul 2004, blogul: ,un site Web care contine un jurnal personal online cu reflectii,
comentarii §i, adesea, hyperlink-uri furnizate de scriitor” a fost intrarea cel mai frecvent solicitata in Dictionarul
Merriam-Webster [6]. Acest dictionar ne ofera o a doua definitie ce presupune blogul ca: ,, o caracteristica
obisnuitd care apare ca parte a unei publicatii online care se refera de obicei la un anumit subiect si consta in
articole si comentarii personale ale unuia sau mai multor autori’’. Revista on-line ,,The balance small business’’
aduce ca explicatie urmatoarea definitie: ,, Cuvdntul blog este de fapt o forma scurtd a numelui sau original,
,weblog”. Aceste weblog-uri au permis utilizatorilor de internet timpurii sa ,, invegistreze” detaliile zilei lor in
intrari in stil jurnal. Blogurile permit adesea cititorilor sa comenteze, astfel incdt, pe mdasurd ce au devenit mai
comune, au apdrut comunitdti in jurul blogurilor populare [8]. Conform autorilor articolului ,,1 am Blogging
This”: Bonnie A. Nardi, Luke Swartz profesori in cadrul Catedrei de Informatica a Universitatii din California,
blogul reprezintd ,,o serie de postari arhivate pe Internet, caracterizate de obicei prin texte scurte introduse in
ordine cronologicd inversd si care, in general, contin link-uri hipertext cdtre alte site-uri recomandate de autor.
Unele bloguri folosesc fotografii si alte medii. Blogurile combina imediatul postarilor de ultima ord, mai intdi
cele mai recente, cu un sim¢ puternic al expertizei si punctul de vedere al autorului’’ [11, p.41]. Autorul Barb
Drozdowich in cartea sa ,,How to Build your Business with Blogging’* oferd o explicatie pe intelesul tuturor:
wblogurile prin definitie oferd un flux constant de informatii noi, continut nou. Blogurile, spre deosebire de ceea
ce este cunoscut in mod traditional ca un site web static, ofera un al doilea beneficiu, persoana obisnuita poate
mentine un blog cu ajutor platit minim’’[1, p.8] . lar printre primii autori care au incercat si conceptualizeze
notiunea de blog este Jill Walker Rettberg, profesor de cultura digitald la Universitatea din Bergen, ce in cartea sa
,,Blogging — Digital media and society series’’, dezvolta urmatoarele : ,,Un weblog, sau blog, este un site web
actualizat frecvent, format din intrari datate aranjate in ordine cronologicd inversd, astfel incdt cea mai recentd
postare sa apard mai intdi (vezi ordonarea temporala). De obicei, weblogurile sunt publicate de persoane fizice,
iar stilul lor este personal si informal’’ [12, p.6]. Marketerul John Cass, pe blogul sau PR Comunications,
prezinta notiunea de ,,blog’” ca: ,,Un blog (prescurtare de la weblog) este un site web gestionat de obicei de o
singurd persoand (dar nu intotdeauna) care inregistreazd in jurnal gandurile si ideile unei persoane despre un
anumit subiect. Multe bloguri sunt jurnale personale care detaliaza experientele cuiva“‘ [4].

Actualmente toatd lumea citeste bloguri, ce au ca subiect diverse teme (caldtorii, mancare, bussines,
frumusete), in continuare este prezentati o incursiune in timp legatd de originea blogurilor. In general, se
recunoaste ca primul blog a fost Links.net, creat de Justin Hall, in timp ce el era student la Swarthmore College in
1994. Abia in 1997 a fost creat termenul ,,weblog”. Creatia cuvantului a fost atribuita lui Jorn Barger, termenul
fiind creat pentru a reflecta procesul de ,,inregistrare pe web” in timp ce el naviga. Notiunea de ,,Weblog” a fost
prescurtat la ,,blog” in 1999 de catre programatorul Peter Merholz. Abia dupa cinci ani, Merriam-Webster declara
cuvantul blog ca cuvant al anului. Inceputul anilor 2000 a fost o perioadd de crestere pentru bloguri. In 1999,
conform unei liste intocmite de Jesse James Garrett, existau 23 de bloguri pe internet. Pana la jumatatea anului
2006, existau 50 de milioane de bloguri, conform raportului Technorati State of the Blogosphere. Cateva
platforme importante de blogging au debutat la Thceputul anilor 2000. Versiunea 1.0 a Movable Type a fost
lansata in septembrie 2001. WordPress a fost lansat in 2003, desi o parte din dezvoltarea sa dateaza din 2001.
TypePad a fost lansat si in 2003, bazat pe Movable Type. Unele servicii periferice pentru blogosfera au inceput si
ele la inceputul anilor 2000. Technorati, primul motor important de cautare pentru bloguri, a fost lansat in 2002.
Audioblogger, primul serviciu important de podcasting, a fost fondat Tn 2003. Primele bloguri video au Tnceput in
2004, cu mai bine de un an inainte de infiintarea YouTube. Astazi sunt mai mult de 570 milioane de bloguri pe
internet.

Pentru a clarifica toate aspectele legate de bloguri, consideram ca este necesara o categorizare a tipurilor
de bloguri, reprezentate inh Tabelul 2.
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Tabelul 2. Tipuri de bloguri

Tipul . <
blogpului Caracterizare generala Scop
jurnale online, identice sau apropiate cu acceptiunea - .
: jurna e > 1aentl prop cepiiunes a facilita comunicarea cu un
Bloguri initiala a conceptului de blog. Ele fac publice opiniile . « A
’ . 8 .. anumit grup (de regula restrans)
personale personale ale blogger-ului, de regula cu privire la un Lo
X . ; de cititori
subiect bine precizat.
a construi reputatia unui individ
Bloguri care doreste sa fie perceput ca
rofesionale sunt intretinute de cétre un singur blogger profesionist, nu reputatia unei
P organizatii, a unui produs ori
serviciu
Bloguri D o . . a realiza un profit din reclama si
gun | publicatii traditionale livrate sub forma de blog. . Pro ’
publicatie ’ ’ din sponsorizari
a contribui la crearea,
Bloauri consolidarea si gestionarea
cor goratiste sunt numite si bloguri organizationale performanta a reputatiei
P favorabile pentru orice tip de
organizatie

Sursa: elaborat de autor in baza sursei Corporate blogging tips

Printre elementele caracteristice ale blogurilor, se enumerd, in primul rdnd, aranjarea in ordine
cronologica a posturilor si a comentariilor; de obicei, ne vom intdlni cu optiune pentru ordinea cronologica
inversa (postul sau comentariul cel mai recent este primul), dar nu este de neglijat nici ordinea cronologica
directd. In al doilea rand, ca si un website, blogul permite postarea oricarui tip de fisiere, dintre care cel mai
frecvent utilizate sunt fisierele de tip text, foto, video si audio. In al treilea rand, un blog ar trebui si ofere si un set
de link-uri (blogroll) catre alte adrese de interes, care pot oferi un plus de informatii relationate cu subiectul
blogului. De asemenea, printre elementele caracteristice unui blog trebuie evidentiata si posibilitatea organizarii
informatiilor postate in categorii, posibilitatea credrii unor arhive, a consultarii informatiilor postate intr-o0
anumita lund calendaristica, posibilitatea urmaririi blogului.

In majoritatea surselor se contureazi urmitoarele recomandari specifice utilizarii unui blog, selectate de
la autorii ce au tratat tema blogosferei:

e Pentru construirea blogului, se recomanda de ales o platforma destul de vizibila pentru utilizatori si care se poate
folosi cu usurinta;

o Se utilizeaza modalitati de optimizare pentru motoarele de cautare, fie utilizatorul insusi daca are experienta in
astfel de activitati, fie apeland la serviciile unui specialist, unei companii etc.;

e Se folosesc 1-2 cuvinte-cheie in fiecare postare. Acestea sunt utile in ceea ce priveste indexarea in motoarele de
cautare si este de preferat ca ele sa apara in postarea autorului cu o frecventa cel putin egala cu 1% (un cuvant-
cheie la cel mult 100 de cuvinte).

e Se utilizeaza postarea automata, simultana, si pe alte platforme, cum ar fi Facebook, Twitter, LinkedIn etc.;

e Se posteaza continut nou pe blog de 2-3 ori pe sdptimana.

e Se Incearcad a capata imediat atentia receptorului. Aplicarea eficienta a regulii piramidei inversate va va fi de
mare ajutor Tn acest caz;

e Se scrie despre subiectele care se cunosc si care sunt stapanite, nu se aventureaza in speculatii;

e Se formuleaza intrebari, astfel incat sa-1 stimuleze pe vizitatori sa plaseze comentarii;

o Se verifica cat mai des feedback-ul la postari.

Blogging-ul a devenit o activitate cotidiana a oamenilor ce au dezvoltat blog-uri pe diverse subiecte din
diverse domenii, si au venit cu un mod unic si interesant de a prezenta experientele lor, ce se manifestd prin
postdri si maniera de a scrie pe Intelesul publicului larg. O datd cu deschiderea facilitatilor si libertatilor de
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calatorie Intre tari, numeroase persoane au elaborat bloguri de célatorie pentru a-si Tmpartasi experienta, dar si
pentru a aduce informatie utild lumii intregi. Am putea defini blogul de célatorie ca : ,,0 colectie de instrumente,
astfel incat calatorii sa aiba posibilitatea de a scrie un jurnal, sa trimitd adresa familiei si prietenilor, sd
configureze liste de corespondentd’’. Totodata acesta este perceput ca ,,un tip de website care este actualizat Tn
mod regulat sub forma de postari. Aceste postari pot fi povesti si fragmente de informatii, recenzii, fotografii,
imagini, podcasturi si alte tipuri de continut ce pot fi incarcate on-line’’.

Frecvent un blog este scris din perspectiva unei persoane sau a unui cuplu, precum si a unui grup mic.
Blogging-ul este un efort multimedia, care implica mai mult decat scrisul, motiv pentru care bloggerii sunt adesea
numiti creatori de continut. ,,Continutul este rege’’- cea mai populara expresie din lexicul unui blogger, de aceea
majoritatea utilizeazd o combinatie de continut in postarile lor. Blogurile de célatorie sunt un instrument eficient
de marketing digital pentru companiile din industria calatoriilor, prin directionarea traficului de internet catre site-

Blogurile de calatorie pot inspira, in egala masura, calatoriile intr-o regiune, motiv pentru care autoritatile
de turism lucreaza din ce in ce mai mult In parteneriate cu bloggerii de calatorii. Companiile mari Incorporeaza
bloguri in site-ul lor principal pentru a explica produsele/serviciile mai detaliat si pentru a atrage trafic de internet
pe site-ul lor principal. Totusi cand vorbim de scrisul despre calatorii, se creioneaza cateva distinctii enuntate in
Figura 1.

Scrisul de calatorii

jurnal de célatorie povesti de céldtorie ghiduri de célatorie

rapoarte reale nara‘glunevr§ahs‘ta ~ publicatii cu
despre calatoria despre calatorie informatii practice
cuiva destinatd unui st sfaturi despre o
public lara anumita destinatie

Figura 1. Distinctii de scris de calatorii
Sursa: Elaborat de autor in baza sursei https://www.wanderlust.co.uk/

Pentru a incepe un blog de calatorie, este nevoie de pasiune pentru calatorii, precum si rabdare, deoarece
va dura ceva timp pentru ca blogul s obtina succes si priza la public. La fel ca si blogurile obisnuite, blogurile de
calatorie se clasificd in mare parte in sase tipuri diferite. Nu existd un tip de blog de célatorie care neaparat sa fie
mai bun decat altul, deoarece fiecare poate avea succes in felul sau. Descriindu-le pe scurt aceste sase tipuri sunt:

1. Bloguri personale de célitorie - cei mai multi oameni incep un blog personal de célatorii cand merg
in calatorii mai lungi sau 1n ani de pauza, pentru a-si mentine familia si prietenii la curent. Aceste bloguri sunt de
obicei gazduite pe o platforma gratuitd si au un design web minimal. Blogurile personale de caldtorie au fost
unele dintre primele tipuri de bloguri existente, dar noutatea lor a disparut curind. Acum cu milioane de
concurenti, acest tip este cel mai greu de monetizat si de dezvoltat. Dezavantajul blogurilor de cilatorie este ca
prin urmare ele nu rezolva o problemad, iar SEO poate fi foarte dificil de implementat. Majoritatea postarilor
personale de blog nu apar in rezultatele motoarelor de cautare decat daca sunt cu adevérat unice.

2. Bloguri de caliatorie Non-Unice - acestea sunt scrise adesea de persoane care nu au o experienta
foarte vastd in célatorit, ci studiazd mai multe articole pe un anumit subiect ce apar printre primele in Google
search, iar din toate sintetizeaza un articol propriu. Acest tip de blog nu se bucurd de o reputatie foarte buna in
mediul on-line, deoarece in fond ele recicleaza informatia deja existenta. Multe corporatii mari folosesc aceasta
tactica pentru a inunda Google cu articolele lor si pentru a-si creste clasamentul. Blogurile non-unice ar putea fi
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cea mai simpla modalitate de a dezvolta rapid un blog cu un efort minim, insd nu sunt la fel de autentice ca cele
cu informatii ce au venit direct de la sursa.

3. Platforma Bloguri de cilitorie - blogurile de célatorie pe platforma sunt cele care au un numar mare
de scriitori, care creeaza continut. Cele mai multe bloguri de platforma tind sd inceapa ca bloguri de calatorie
unice sau non-unice si apoi adaugd mai multi scriitori. Uneori blogul are doar propria lista de scriitori platiti, ce
creeaza In mod regulat continut. Altii 1si invitd in mod activ comunitatea s participe si s trimita continut care are
ca rezultat un volum mai mare, dar si o cantitate redusa de postari. Un blog de cilatorie pe platforma poate fi
dificil de inceput pentru incepatori, deoarece necesita unele investitii financiare sau mult timp pentru a recruta
scriitori.

4. Bloguri de calitorii unice - sunt cele mai orientate spre utilizator si cele mai utile pentru cercetarea
reald a calatoriilor. Unic inseamna ca tot continutul si postarile de pe blog se bazeazd pe experienta de prima
mana. Cele mai multe bloguri unice au postari ocazionale de la invitati sau colaborari, dar majoritatea a tot ceea
ce este postat provine de la autor si de la propriile célatorii. Blogurile unice sunt de departe cele mai
consumatoare de timp pentru a functiona, deoarece necesita un anumit nivel de céldtorie in mod constant, au o
nisd distincta si implementeaza un nivel ridicat de SEO.

5. Bloguri de calitorie Non-focus - este un blog de calatorie fara focalizare, deoarece nu este menit sa
fie in centrul atentiei, ci este mai mult un proiect secundar. Ele sunt actualizate mai rar, au continut scurt, usor de
consumat. A avea un blog de caldtorie care nu se concentreaza este foarte recomandat pentru oricine vinde ceva
on-line. Acesta ar putea fi un produs fizic, un produs digital sau chiar servicii.

6. Blog lista - in care se produce un clasament a anumitor destinatii, regiuni, activitati, unitati de cazare,
restaurante, dupa diverse criterii plus o scurta caracteristica, ce des poate influenta opinia publica asupra unui loc
sau altul.

Clasificarea 1n cauzd ne explicd modul in care functioneaza si ce reprezintd fiecare tip al blogului de
calatorii in parte, clarificandu-ne asupra aspectelor generale si particulare a continutului ce este acceptabil de a fi
postat. Evident este faptul cd continutul blogurilor de calatorie necesita a fi unic, atractiv, cu o maniera irepetabila
de a scrie, pentru a largi comunitatea de cititori si 1i va inspira pentru planificarea urmatoarelor calatorii.

Concluzii

Blogul este un important instrument al comunicarii de marketing ce a luat cu asalt inceputul secolului
XXI, facand ca sa apara un numar exorbitant de bloguri pe diverse tematici, care au devenit un punct de reper, de
informare si examinare in momentul cautérii informatiilor despre subiectele ce ne intereseaza. Blogurile oferad o
iesire sociald, in care oamenii interactioneaza. Totodatd prin blogging, companiile au vizut o modalitate pozitiva
de a-si imbunatati nivelul de satisfactie a clientilor si de ai tine la curent cu produsele sau serviciile ce apar, fiind
un bun instrument de crestere a vanzarilor.

Bibliografie:
Drozdowich Barb. How to Build your Business with Blogging. ePUB, 2021. 155p.
Fill Chris, Jameison Barbara. Marketing Communications. Edinburgh: Edinburgh Business School, 2016. 49 p.
https://businessjargons.com/marketing-communication.html
https://pr.typepad.com/pr_communications/2005/06/corporate_blogg_1.html
https://www.dictionary.com/browse/blog
https://www.merriam-webster.com/
https://www.oed.com/
https://www.thebalancemoney.com/search?g=blog
https://www.wanderlust.co.uk/
0. Kotler Philip, Armstrong Gary, Opresnik Marc Oliver. Principles of marketing. 17e global edition. London: Pearson
Education Limited, 2018. 736 p.
11. Nardi Bonnie A., Schiano Diane J., Gumbrecht Michelle, Swartz Luke. "I'm Blogging This” A Closer Look at Why
People Blog. In: Communications of the ACM, decembrie 2004, vol. 47, nr 12, p. 41-46

12. Rettberg Jill Walker. Blogging — Digital media and society series. Cambridge: Polity, 2013. 192 p.

BoOoo~Nooo~wnE

Corresponding authors

BUZDUGAN Adriana ID ORCID: 0000-0002-1551-7964, adriana.bzudgan@usm.md
NEPOTU Lucia ID ORCID: 0000-0001-5306-7346, lucia.nepotu@usm.md
DIACONU Svetlana ID ORCID: 0000-0002-9771-8259, svetlana.diaconu@usm.md

194


https://businessjargons.com/marketing-communication.html
https://pr.typepad.com/pr_communications/2005/06/corporate_blogg_1.html
https://www.dictionary.com/browse/blog
https://www.merriam-webster.com/
https://www.oed.com/
https://www.thebalancemoney.com/search?q=blog
https://www.wanderlust.co.uk/
mailto:adriana.bzudgan@usm.md
mailto:lucia.nepotu@usm.md
mailto:svetlana.diaconu@usm.md

INTERNATIONAL SCIENTIFIC-PRACTICAL SYMPOSIUM
Development of sustainable tourism: actualities and opportunities
September 27th, 2022

CZU: 005.591.43:640.4(478) DOI: https://doi.org/10.5281/zenodo.7609022
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Abstract

THE OPPORTUNITY OF LEVERAGING FRANCHISING BUSINESS IN THE HOSPITALITY INDUSTRY OF
THE REPUBLIC OF MOLDOVA

The benefits of operating a franchise system in the Republic of Moldova include cheap labour and low advertising
costs. At the same time, there is a low level of purchasing power, as well as low quality of services on the market, since a
large part of the goods and services offered by companies representing foreign firms and aimed at middle- and high-income
customers, depend to a large extent on the economic situation of the country and the increase in purchasing power of the
population.

Key words: franchising, domestic tourism, forms of active tourism, sustainable development, tourist demand, tourist
offer, tourist resources, tourist motivation, strategic objectives, marketing strategy, tourist market.

JEL: Q51, F61

Introducere

Cu o evolutie spectaculoasa in secolul XX, franchisingul reprezinta acea modalitate de desfagurare
a unei activitati economice, constituind paradigma parteneriatului de succes, bazandu-se pe o relatie
simbiotica intre francizor (franchisor - proprietarul afacerii de succes) si francizer (franchiser -
beneficiarul afacerii) prin care primul isi extinde cota de piatd vanzand un sistem verificat, profitabil,
unui investitor (franchiserul).

Franchizingul inseamna extinderea teritoriald a unei afaceri prin vanzarea retetei de succes. in
general, orice afaceri se pot franciza, cu exceptia celor cu caracter ilicit sau de monopol de stat. De
obicei, francizarea se realizeaza pornind de la o unitate-pilot, care prin functionarea anterioarda a
demonstrat viabilitatea acestei retete. Practic, prin unitatea-pilot, francizorul a testat si perfectionat ideea
sa de succes, a avut timp sa gaseasca solutii pentru problemele ivite.

Rezultate si discutii

Analiza cadrului legal al Republicii Moldova cu privire la franchising, denotd existenta unor
oportunitati si amenintari care contribuie sau creecaza impedimente in dezvoltarea franchisingului ca
tehnica de afaceri:

Oportunitati - Existenta cadrului legal necesar, care este suficient pentru implementarea,
valorificarea si realizarea franchisingului ca afacere in economia nationald; Franchiserii si franchisee-ii
beneficiaza de garantii si drepturi in cazul investitiilor strdine; Reprezentantii micului business
beneficiaza de subventii si credite preferentiale in cazul procurdrii tehnologiilor avansate, tehnicii
moderne §i materiei prime; Existenta actelor normative care permit protejarea suficientd a intereselor
patrimoniale ale partilor, precum si garantarea aplicdrii solutiilor necesare pentru reprimarea abuzurilor
posibile din partea uneia sau alteia dintre partile afacerii.

Ameningari - ,,Concurenta” actelor normative ale cadrului legal existent, exprimatd prin
multitudinea lor si aptitudinea lor de reglare in particular a anumitor raporturi caracteristice
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franchisingului; mplementarea slaba a legilor in practica; Instabilitatea legislatiei ca rezultat al
instabilitatii social-politice; Posibilitatea redusa a implementarii franchisingului in sfera monopolului
proprietatii de stat; Imposibilitatea de autodeterminare proprie si lipsa autonomiei franchisee-lor;
Dificultatea contramandarii relatiilor contractuale dintre parti; Impedimentele in cazul importului
bunurilor de capital, care se exprima prin impozitare excesiva si achitarea taxelor vamale speciale.
concomitent si prevederile legislative Tn vigoare, vom spune ca contractul de Franchising este de mai
multe forme, si anume: franchisingul de productie (Processing Franchising); franchisingul de distributie
(Trade Name Franchising); franchisingul de servicii (Service Franchising); franchisingul complex
(Business Format Franchising).

Franchisingul de productie este un sistem de raporturi contractuale in care franchiseeul are dreptul
de a fabrica si comercializa produsul final sub numele i cu marca comerciala a franchiserului. Acest tip
de franchising presupune transferuri de know-how, asistenta tehnica, precum si livrare de materie prima,
fiind raspandit pe larg in sfera alimentatiei publice [3].

Franchisingul de distributie este un sistem de raporturi contractuale in care franchiseeul are
dreptul exclusiv de a comercializa pe un anumit teritoriu, intr-un anumit mod si pentru o anumita
perioada produsul final cu numele i marca comerciald a franchiserului. Acest tip de franchising
presupune faptul cd franchiseeul indeplineste o parte din functiile furnizorului (franchiserului),
specializdndu-se exclusiv in produsul final al acestuia. Aceasta forma de distributie este caracteristica
dealerilor specializati in comercializarea autoturismelor, produselor petroliere, productiei cosmetice etc.

Franchisingul de servicii presupune sistemul de raporturi contractuale in care franchiseeul are
dreptul s@ presteze consumatorilor servicii cu numele si marca comerciala a franchiserului. Acest tip de
franchising este caracteristic, mai cu seama, sferei de deservire a mijloacelor de transport.

Franchisingul complex reprezinta raporturi contractuale care presupun asigurarea complexa din
partea franchiserului a activitatii de antreprenoriat a franchiseeului. Acest tip de franchising presupune
acordarea franchiseeului dreptul de a se folosi de numele sau marca ce-i apartine franchiserului,
transferul de tehnologii, asigurarea dupa caz cu materie prima, furnituri, utilaje, elaborarea de catre
franchiser exclusiv pentru franchisee a strategiei de marketing si a tehnologiei businessului etc.

Franchisingul este de doua forme. Potrivit art. 6, alin. 1 al Legii nr. 1335-XII1l din 01.10.1997,
franchisingul poate fi corporativ sau comercial. Franchisingul corporativ prevede participarea partii
denumite franchisee la ntregul ciclu de productie al franchiserului si se caracterizeaza prin: a) contacte
permanente intre franchiser si franchisee; b) schimb permanent de informatii; ¢) reglementare detaliata a
activitatii si grad inalt de resppnsabilitate a partii denumite franchisee.

Franchisingul comercial prevede comercializarea de productie finitad (marfuri) sau prestarea de
servicii de catre franchisee si se caracterizeaza prin: a) specializarea ingusta a partii denumite
franchisee in comercializarea unui anumit tip de produse (marfuri) sau in prestarea unui anumit tip de
servicii; b) plata redeventei catre franchiser din volumul total de vanzari; c) riscul partii denumite
franchisee legat de comercializarea de produse (marfuri) sau de prestarea de servicii; d) gradul scazut de
reglementare a obligatiilor partii denumite franchisee.

Totusi, constatdm cd in Republica Moldova sistemul franciza se dezvolta activ prin intermediul
altor forme cum ar fi acordurile de dealer si prin intermediul reprezentantelor oficiale ale unor companii
straine, de aceea nemijolcit numarul de contracte este foarte mic.

La momentul actual, turismul, fiind una din industriile care se implica activ in dezvoltarea
economiei mondiale ca industrie a serviciilor, este dependent de inzestrarea naturii si de mostenirea
culturald a fiecarei societati. Turismul vinde aceste resurse ca parte a produsului sau si, in acelati timp,
imparte anumite resurse cu alfi utilizatori, inclusiv populatia locala.

Actualmente, serviciile turistice constituie una dintre principalele categorii de export pentru tarile
in curs de dezvoltare, totalizand 30% din exporturile globale de servicii. Tn anul 2017, industria
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turismului a contribuit cu 10,4% la Produsul Intern Brut Global, generand 292 milioane de locuri de
munca (1 din 10 locuri de munca, la nivel mondial).

Industria ospitalitatii cuprinde industria serviciilor de cazare si industria serviciilor de alimentatie,
care sunt consumate in afara locuintei individuale sau familiale. in literatura de specialitate americana,
,hospitality industry’’ desemneaza totalitatea activitatilor ce furnizeazd servicii de cazare si/sau
alimentatie, plus servicii institutionalizate de asigurare a alimentatiei. Serviciile institutionalizate
reprezintd acele servicii care nu se presteaza publicului calator. Asadar, *hospitality industry’’ este
reprezentatd de industria turismului, activitatile de sprijin si cele de organizare de conferinge.

Industria ospitalitatii este o activitate economica care se dezvolta rapid in multe tari ale lumii, in
principal datoritd multiplicarii exponentiale a calatoriilor de afaceri. Cresterea rapida a acestei industrii
poate fi atribuita si altor factori, precum: extinderea internationalizarii afacerilor, cresterea prosperitatii
economice, Tmbunatatirea si diversificarea serviciilor de transport.

Pornind de la sensul originar al notiunii de ospitalitate - actiunea de a primi si a gazdui pe cineva -
Stanciulescu G. afirma cd industria ospitalitatii cuprinde ansamblul activitatilor cu caracter economic
(productie de bunuri si servicii) destinate satisfacerii nevoilor turistilor in locurile de petrecere a
vacantei.

Chiar daca turismul se bazeaza pe prestarea unor servicii de ospitalitate, totusi, industria
ospitalitatii nu se suprapune cu cea turistica, intre cele doua existand insa o retea de legaturi, intre cateva
componente mai importante, care transforma sectorul ocupat de cele doua intr-unui dintre cel mai mare
sector al economiei.

Industria ospitalitati nu Tnseamna numai serviciile oferite de hoteluri si resturante, asa cum ne-am
imaginat la prima vedere. Intr-o definitie data de catre Organizatia Mondiala a Turismului (OMT), prin
termenul de industrie a ospitalitatii sunt definite ,,totalitatea organizatiilor, firmelor si institutiilor care
ofera ca prim serviciu cazare si alimentatie, atat pentru turisti, cat si pentru populatia din comunitatea
locald’’.

Daca asupra ideii de ospitalitate nu exista nici un fel de rezerva in ce priveste relatia cu turismul,
atributul de ,,industrie’’ a generat controverse. Asociat inifial activitatii hoteliere si utilizat in sintagma
»industrie hoteliera’’, atributul de industrie este justificat de amploarea si confinutul acestei componente.
Este vorba mai ales de [6]:

e caracteristicile investitiilor care, prin marime si modul lor de recuperare, sunt similare
celor din industiille consacrate si de faptul ca
e productia acestor servicii este una intensiva in munca.

Ulterior, caracterul industrial a fost recunoscut si altor componente ale activitatii turistice. Ca
urmare, formula de industrie a ospitalitatii este tot mai frecvent intalnita, considerandu-se ca ea raspunde
cel mai bine specificului domeniului si atitudinii producatorilor de vacante.

Cu toate acestea, n literatura de specialitate mai persista rezerve cu privire la folosirea acestor
termeni, mai ales In legaturd cu aria de cuprindere a industriei ospitalitdtii. Unii autori limiteaza
continutul acesteia la serviciile de cazare si alimentatie, poate si pentru faptul ca, cel mai adesea, aceste
doua prestatii sunt oferite in aceleasi incinte (spatii) si functioneaza asemanator unor unitafi industriale.
Alti autori considera potrivitd o abordare mai larga, cu includerea serviciilor de agrement si a celor de
comercializare a produselor. Se poate aprecia ca acest al doilea punct de vedere se apropie de
acceptiunea moderna a turismului, In spiritul cdreia ocuparea placutd, agreabila a timpului liber din
timpul vacantei este cel putin tot atat de importanta ca si asigurarea conditiilor de deplasare, gadzduire si
hrand. Nu lipsesc nici abordérile mult mai largi, care includ in sfera industriei ospitalitatii si alte
activitati, precum trasporturile, sandtatea sau educatia.
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Tabelul 1. Top 10 companii mondiale de turism

Rang | Compania Tara Vanzari Profit Active Valoarea
mid. $ mid. $ mid. $ de piatd mld. $

1(181) | McDonald's SUA 24,1 4,9 32,0 80,1

2(277) | Carnival Panama/U K 14,5 2,0 37,5 33,2

3(383) | Deutsche Germania 36,2 1,5 40,3 9,5
Lufthansa

4(470) | Delta Air Lines SUA 31,8 0,593 43,2 9,4

5(493) | Compass Group Marea 10,9 1,1 6,9 27,3

Britanie

6(609) | Yum Brands SUA 11,3 1,2 8,3 24,6

7(666) | Starbucks SUA 10,9 1,1 6,9 27,3

8(772) | Royal Carribean Liberia 6,8 0,547 19,7 9,4

9(793) | Marriott SUA 11,7 0,45 9,0 14,0
Intenational

10(913) | International Marea 19,7 0,133 24,2 6,9
Airlines Britanie

Sursa: Elaborat de autoarea tezei in baza informatiilor din topul Forbes Global 2017
(https://www.forbes.com/sites/corinnejurney/2017/05/24/the-worlds-largest-public-companies-
2017/#6a279cf4508d)

Revista Forbes realizeaza in fiecare an o lista cu marile companii publice (listate la bursd) din
lume. Lista se numeste Forbes Global 2000 si este publicata incepand cu anul 2003, atunci cand a
inlocuit un studiu asemanator, Forbes 500. Pozitia in topul Forbes a unei companii este datd de un
coeficient calculat pe baza a 4 indicatori, in pondere egala: vanzarile companiei, profiturile inregistrate,
activele, valoarea de piata.

In anul 2017, pe prima pozitie se afli JPMorgan Chase, companie din domeniul bancar din SUA,
cu o crestere spectaculoasa, lucru care demonstreazd dinamismul afacerilor la nivel mondial.
Conglomeratul American General Electric a cazut pe pozitia a treia dupa doar un an in care a se afla pe
locul al doilea, rezultat al scaderilor inregistrate de companie in vanzari, profituri si active. Locul doi
este ocupat de compania HSBC Holdings, din domeniul bancar, Marea Britanie, care a urcat 6 locuri in
anul 2017,

Corporatiile din turism ocupa un loc imporant in economie globala. Rezultatele topului Forbes din
anul 2017 arata ca in categoria Hotels & Restaurants & Leisure apar numeroase companii. Dupa acelasi
coeficient calculat dupda cei 4 indicatori, pe primele pozitii se regasesc McDonald's, Carnival si
Deutsche Lufthansa.

Industria hoteliera, componentd a industriei ospitalitatii, reflecta pe deplin particularitatile
intregului sector: este eterogend, afectatd de sezonalitate, utilizeazd un volum ridicat de muncd cu
calificare medie, iar ca o trasaturd distincta n grupul serviciilor de sejur, este intensiva 1n capital.

Industria activitatilor hoteliere, considerata in cele mai multe tari ca o activitate distincta
economiei, are ca domeniu de referintd totalitatea proceselor desfasurate in unitatile de cazare in
legitura cu primirea, sejurul si plecarea cilatorului. In acest context literature de specialitate afirma ca
principalele caracteristici ale industriei hoteliere sunt: Adaptabilitatea la nevoile turismului - reprezinta
una din caracteristicile importante ale industriei hoteliere; Serviciul de cazare este rezultatul combinarii
unor prestatii de baza si a unora auxiliare la realizarea carora participd unitatea hoteliera si personalul
acesteia, precum si alte verigi din interiorul sau din afara industriei turistice; sezonalitatea in domeniul
hotelariei - este rezultatul concentrarii cererii in anumite perioade ale anului sau sdptamanii, in functie
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de specificul sau (pentru turismul de litoral, de drumetie, de schi etc.) si se manifestd prin variatia
corespunzatoare a productiei si, respectiv, a ofertei de servicii.; imposibilitatea stocdrii si pastrarii
serviciilor turistice de cazare, ca si dependenta lor de structurile materiale si de personal - impun
preocupdri deosebite in directia cunoasterii si anticiparii evolutiei cererii si mai multa elasticitate in
organizarea activitatii.
Tabelul 2. Top 10 francize hoteliere la nivel mondial, dupa volumul vanzarilor, 2017

. . Vanz [{niti i fra,lfd,z ate Total Procent
2017 | 2016 Franciza Companie mil. $ t ::.5 strainatate Unititi francize
10 10 | Marriott Marriott International | 7.600 353 192 545 41%
Hotels
R&S
13 11 Hilton Hotels Hilton Worldwide 6.600 257 275 532 44%
& resorts
18 15 | Holiday Inn IHG 4.760 884 435 1.319 100%
Hotels &
Resorts
20 16 | Sheraton Starwoods hotels & 4.500 195 199 394 51%
resorts worldwide Inc.
24 25 | Hampton Inn & | Hilton Hotel 4.200 1698 46 1.744 98%
Suites Corporation
27 24 | Holiday Inn IHG 3.800 1846 223 2.069 100%
Express
30 30 | Courtyard Marriott 3.300 768 90 858 62%
International
Inc.
39 33 | Radisson Hotels | Carlson 2.490 131 298 429 94%
Hotels
Worldwide
40 37 | Crowne Plaza IHG 2.400 202 164 366 100%
Hotels &
Resorts
42 31 | Comfortinn & Choice Hotel 2.350 2055 548 2.603 100%
comfort suites International

Sursa: intocmit de autor prin prelucrarea informatiilor din Franchise Times: Top 2017, 2018, p.33

In baza celor mentionate mai sus, vom prelungi cu idea in conformitate cu care o activitate de
prestatii hoteliere nu se aseamana in multe privinte cu o alta aparent similara si nu serveste intotdeauna
aceeagsi piatd. Unele tipuri de unitati hoteliere ofera un produs “complet”, format din servicii de cazare si
alimentatie, pe catd vreme alte tipuri de unitati hoteliere nu ofera decat servicii de cazare asociate cu un
set mai bogat sau mai limitat de servicii complementare.

Sistemul de franciza a permis un grad important de reinnoire a capacitatilor hoteliere in special in
sectorul hotelurilor de doud stele si chiar de o stea, datoritd dublului avantaj pe care il prezinta atat
pentru francizor, cat si pentru francizat. Principalele avantaje sunt: pastrarea independentei hotelului,
includerea in sistemul centralizat de rezervari, participarea comuna la targurile internationale, cataloage
de prezentare, strategii de marketing comune, furnizori comuni (si deci costuri mai mici pentru hoteluri)
etc.

In acelasi top realizat de Franchise Times, la nivelul anului 2017, pozitii sunt detinute de Marriott
Hotels Resorts & Suites al Marriott International si Hilton al Hilton Worldwide, fiind pe pozitiile 10 si
13 in topul general al francizelor, in ciuda faptului ca brandurile sunt operate in acest sistem in proportie
de 41%, respective 44%.
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Tabelul 3. Top 10 lanturi hoteliere, dupa numarul unitatilor francizate, 2017

Pozitie | General Franciza Companie Unitati
1 38 Comfort inn & comfort suites Choice Hotel International 2.603
2 44 Holiday Inn Express, IHG 2.069
3 49 Days Inn Wyndham 1.858
4 51 Hampton Inn & Suites Hilton Hotel Corporation 1.744
5 64 Quality Inn & Quality suites Choice Hotel International 1.354
6 65 Holiday Inn Hotels & Resorts IHG 1.319
7 74 Motel 6 Accor 998
8 80 Ramada Wyndham 910
9 83 Courtyard Marriott 858
10 86 Econo Lodge Choice Hotel International 846

Sursa: Franchise Times: Top 2017, 2018, p.20

Ca numar total de unitati detinute, franciza Comfort Inn & comfort suites detinutd de grupul
Choice Hotel International se afld pe primul loc la numérul de unitati in franciza, urmatd de doua dintre
francizele primelor companii hoteliere din lume: Holiday Inn Express al IHG si Days Inn, brand al
Wyndham. Accor intra in top cu lantul Motel 6, iar grupul Marriott cu lantul Courtyard. Lantul Econo
Lodge detinut de grupul Choice Hotel International inchide topul, acest grup detinand trei lanuri in
acest clasament. De remarcat ca primele 10 lanturi hoteliere din lume, ca numar de unitati, nu se afla in
topul primelor 20 lanturi din industria turisticd, dar domina topul incepand cu pozitia 38, in ciuda
faptului ca nivelul investitiilor intr-o franciza hoteliera este ridicat.

Compania MKG Hospitality realizeaza in ultimii ani studii de marketing pe piata mondiala a
marilor lanturi de hoteluri. in ceea ce priveste brandurile hoteliere, clasamentul ramane de necontestat.
Prima pozitie este ocupata de brandul Best western, cu peste 300.000 de camere in intreaga lume. Locul
doi este ocupat de brandul Holiday Inn cu 230.117 camere.

Tabelul 4. Top 10 lanturi hoteliere, in functie de numarul de camere, 2017

Anul Lant Grup Hoteluri Evolutie, Camere Evolutie
2017 | 2016 2017 | 2016 | % 2017 2016 %
1 1 Best Western Best Western 4015 | 4048 -33 307.155 | 308.477 -0,4
2 2 Holiday Inn IHG 1247 | 1319 -72 230.117 | 240.568 -4,3
3 4 Marriott Marriott 554 | 545 9 204.019 | 198.755 2,6

Hotels International
Resorts
4 3 Comfort Inns & | Choice » 2621 | 2603 18 202.132 | 201.165 0,5
Comfort suites
5 5 Hilton Hotels Hilton 547 | 535 12 192.866 | 192.726 0,1
6 6 Express by | IHG 2075 | 2069 6 191.228 | 188.007 1,7
Holiday Inn
7 7 Hampton Inn Hilton 1817 | 1740 77 178.353 | 171.253 4,1
8 8 Days Inn of Wyndham 1859 | 1858 1 148.155 | 149.633 -1,0
America, Hotel
Inc. Group
9 9 Sheraton Hotels & Starwood 401 | 392 9 141.500 | 139.411 1,5
Resorts
10 10 Super & Motels Wyndham 2156 | 2137 19 134.827 | 132.876 1,5
Hotel
Group

Sursa: MKG HospitalityDatabase, March 2017 (https://hospitality-on.com/en/2017-worldwide-hospitality-report)

Pozitiile la varf nu s-au schimbat, singura modificare in top 10 a fost rocada dintre Marriott Hotels

Resorts al grupului Marriott International si Comfort Inns & Comfort suites a grupului Choice, datorata

deschiderii a 9 noi unitati de catre primii, determinand astfel o crestere a numarului de camere. Scaderi
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in ceea ce priveste numarul de camere au inregistrat si liderul Best Western si Holiday Inn al IHG, cu
0,4, respectiv 4,3% din capacitatea totala de cazare, precum si Days Inn of America, Inc. al Wyndham
Hotel Group.

In continuarea topului, de la pozitia 11 pana la 20 se afla branduri cu renume ca Couryard detinut
de Marriott International, Quality inns, hotels, suites & resorts al grupului Choice, Ramada Worldwide
al Wyndham Hotel Group, Ibis, Motel 6 si Mercure ale Accor, Crowne Plaza Hotels& Resorts al
Intercontinental Hotels Group, Hyatt Hotels apartinand Global Hyatt, Radisson Hotels Worldwide al
Carlson Hospitality si Jin Jang din grupul Jin Jang.

Dintre acestea, doar Ramada Worldwide a avut o scadere de 16 hoteluri, reprezentand 0,9% din
numarul total de camere al lantului, Insd s-a mentinut pe pozitia 13. Celelalte doud lanturi ale Acorr,
Motel 6 si Ibis, au avut cresteri de 4, respective 9,5% a numarului de camere. O crestere semnificativa a
avut-o lantul Ibis al grupului Accor cu 39 de hoteluri si 5,4% crestere a numarului de camere.

Concluzii

In concluzie vom mentiona ci principalele caracteristici ale ,,franchisingului format de afaceri”
acceptate de majoritatea asociatiilor de franchising din diferite tari sunt:

1. Existenta unui contract (licentd) de transmitere a dreptului de utilizare a numelui, marcii
comerciale, a emblemei franchiserului pe o perioada de timp stabilita si pentru un teritoriu stabilit.

2. Obiectul franchisingului este, de obicei, o activitate (in mod obisnuit, un serviciu) care a fost
deja testatd ca formula de operare si functioneaza eficient.

3. Beneficiile pentru operare a sistemului de franchising in RM includ: forta de munca ieftina si
costurile scazute pentru publicitate. Totodata, existad si un nivel scazut al puterii de cumpdrare, precum §i
calitatea joasd a serviciilor pe piatd, deoarece o bunda parte a bunurilor si serviciilor oferite de
intreprinderile ce reprezinta companii strdine si destinate clientilor cu venituri medii si mari, volumul de
vanzari al acestora depind in mare parte de situagia economica din tara si cresterea puterii de cumparare
a populatiei.

4. Reiesind din necesitatile actuale si oportunitatile identificate, se propun urmatoarele directii de
sprijinire a dezvoltarii franchisingului in Republica Moldova: stimularea cererii de franchiza pe piata,
consolidarea si crearea cadrului legal si institutional specific franchisingului si nu in ultimul rand
dezvoltarea spatiului informational al franchisingului.
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Abstract

MOTIVATIONS, NEEDS AND ATTITUDES OF TOURIST CONSUMERS IN ADVENTURE TOURISM

For billions of tourists around the world - those who want to travel in search of unique experiences - adventure
travel has become a cornerstone of the tourist experience. Indeed, as we move towards a more globalized world, consumers
are increasingly looking for authentic experiences, and adventure tourism is undoubtedly one of the segments in high
demand.

For travelers, adventure tourism means an experiential holiday; adding value as they learn and interact with local
people and connect with their core values.

For companies and travel destinations, adventure tourism attracts off-peak visitors, highlights a destination's
natural and cultural values, thereby promoting conservation, helping to differentiate destinations from competitors and
creating resilient and engaged travelers. These are just some of the reasons why it is essential that businesses understand
and work with adventure tourism professionals.

Keywords: tourist, motivation, attitude, need, adventure, adventure tourism

JEL: Q51, F61

Introducere. Dintr-o perspectiva globala, turismul de aventurd incorporeazd si promoveaza
valorile turismului pe care il dorim — un turism care respecta bunurile culturale si naturale si care le
protejeaza pe cele mai vulnerabile.

Intr-adevar, extinderea turismului de aventurd creeazi oportunititi imense pentru dezvoltare, in
special In comunitdtile Indepartate unde céldtoriile de aventurd alimenteaza economia locald, precum si
genereaza venituri si locuri de munca.

Cu toate acestea, cresterea acestui segment aduce, de asemenea, provocarea critica a dezvoltarii
durabile, solicitdind un management atent si responsabil al turismului.

Continut de baza. Consumatorul de produse turistice este o fiintd umana, iar comportamentul
lui este rezultatul unor comunicatii de natura speciala dintre el si mediul Tnconjurator. Pentru a intelege
deci comportamentul consumatorului de produse turistice trebuie sa tinem cont de natura sa umana, sa
intelegem si sd cunoastem psihicul uman si functiile lui. Intelegerea mecanismului de transformare a
stimulilor in reactii, respective in motivatie si comportament (decizii), reprezinta elementul fundamental
al Intelegerii mecanismului pietei turistice insasi. Acest lucru apare foarte clar daca privim piata turistica
drept o insumare globald a comportamentelor de cumparare ale membrilor unei colectivitati demografice
delimitate spatial si temporal. Deciziile de cumpdrare a produselor turistice nu sunt de fapt altceva decéat
concretizarea cerintelor de consum turistic ale membrilor acelei colectivitati, cerinte exprimand
motivatiile individuale ale acestora.

Printre motivele care il determina pe omul zilelor noastre sd se deplaseze de la locul de resedinta
pentru a vizita o localitate, zona sau tara ori sd-si petreacd un timp in mijlocul naturii se numara: nevoia
de relaxare, de odihna fizica sau mai ales psihicd, de reconfortare; nevoia de evadare din mediul urban
poluat si din ritmul unor activitati cotidiene din ce in ce mai intense, nevoia de divertisment, agrement
sau distractie, de contact cu “noul®; dorinta de a cunoaste frumusetile unei zone, tari sau culturd, artele,
traditiile acestora; ingrijirea sandtatii etc [1, p.8].
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Motivatia turistica cuprinde, in esentd, trebuinte, impulsuri, intensitati, valente si tendinte
specifice avand caracter personal, influentate de o multitudine de factori dintre care nu lipsesc aspecte
ale mediului, atitudinile fatd de acestea si fatd de propria persoand, scopul constient ca raspuns
pragmatic la trebuinte.

Astazi pentru a motiva activitatea turistica, aceasta se face prin relevarea contrastelor, ca de
exemplu odihna si relaxare in opozitie cu distractie si activitate. Totusi, pentru a afla de ce un numar tot
mai mare de oameni se implicd anual In evenimente a caror utilitate ramane atat de greu de stabilit,
trebuise cautate motivatiile mai profunde. Astfel, pe langa premise de ordin social, economic, cultural,
rolul principal este atribuit premiselor de ordin psihologic: turismul reprezinta expresia si consecinta
unei manifestari specifice omului modern, devenind una din cele mai mari branse economice mondiale.

Turismul modern incepe cu calatoriile de dragul calatoriilor. Turistii au doud motive. Unul este
sa-s1 trateze si sa-si relaxeze sandtatea, iar celdlalt este sd castige cunostinte despre vietile, culturile si
traditiile altor oameni. De-a lungul timpului, au aparut si alte motive, mai diverse, care s-au realizat in
diferite forme de calatorie: baia de soare, scdldarea in mare, plimbarile pe munte, sporturile si chiar
excursiile .in orage cu un scop clar au devenit turism, plecare de acasa la serviciu si sosirea in locuri
celebre ale vietii de noapte , petrecerea timpului in baruri etc. din ce in ce mai diversificate, au loc multe
schimbari si ajustdri, iar dorintele turistului se diferentiazd in functie de clasa sociald, educatie, varsta
Sau SexX.

In cercetarea stiintifica turistica, diferitele niveluri ale piramidei motivationale umane, propuse
de A. Maslow se regasesc astfel [7, p.197]:

- motivatia sociala (de afiliere, de adeziune, identificare cu altii, apartenenta la grup, comunitate
culturala) se identificd in nevoia omului de a cauta grupul de excursionisti, de a se integra in acest grup
etc;

- motivatia cognitiva (necesitatea de a sti, de a intelege, de a descoperi) se identificd in nevoia de
cunoastere a traditiilor, obiceiurilor, mestesugurilor, istoriei, culturii, artei altor centre de civilizatie;
aceasta nevoie creste pe masura ce se adanceste specializarea activitatilor actuale;

- motivatia de concordantd intre cunoastere, simtire si actiune contribuie la integrarea
personalitatii si se regaseste in actiunile turistice cu caracter co-participativ, in nevoia contactelor cu
populatia locala, in nevoia de a gasi locuri linistite Tn mijlocul naturii;

- motivatia de repaus si de reconfortare, ca principala motivatie turistica, este satisfacuta printr-
un complex de conditii si mijloace din afara resedintei individului;

- motivatia esteticd exprima tendinta spre frumos, spre artd, cultura si civilizatie, spre inedit etc.

Motivatia turistica se regaseste in unul dintre urmatoarele scopuri: destindere, divertisment,
dezvoltare si niciodata nu este prea pura.

In literatura de specialitate au aparut si alte forme de manifestare a motivatiei turistice cum ar fi
[4, p.10]:

- motivatia de evadare din mediu cotidian care, de obicei este un mediu stresant, obositor;

- motivatia de recuperare ca necesitate biologica ;

- motivatia etnicd legatd de oportunitatea de intoarcere la radacini, de intdrire a legaturilor
familiale;

- motivatia ludica legata de dorinta de intoarcere in copilarie ;

- motivatia legatd de oportunitatea obtinerii sau pastrarii prestigiului pentru alinierea la
standardul de viata care asigurd un anumit prestigiu social,

- motivatia legatd de oportunitatea de auto-regdsire, necesitatea spirituald a individului care
doreste sa se apropie de naturd, de o anumita cultura ( de exemplu : oferta de turism rural);

- motivatia de activare oniric: foarte mult timp turismul a reprezentat un vis pentru multi
consumatori de turism. Astazi, turismul intra tot mai mult in sfera serviciilor necesare devenind un bun
larg de consum;
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- motivatia educationald ;

- motivatia de shopping.

Indiferent de motivul pentru care turistii acceptd o anumita formad de turism, corespunzatoare
unei anumite destinatii pentru vacanta turistului, activitatile rezultate sunt sa urmareasca valorificarea
patrimoniului turistic, natura in cel mai intens mod, sporit de serviciile oferite oamenilor. Prin urmare,
stimulentele turistice trebuie s tind cont, pe de o parte, de posibilitatea utilizarii teritoriului de turisti la
nivel local, regional si, pe de alta parte, de necesitatea crearii in mod continuu a unor noi servicii
adecvate nivelului de comparatie cu tipurile de turism cerute de dezvoltare, cu nevoile grupului turistic
interesat sd accepte aceste tipuri de turism si cu schimbadrile si tendintele care au loc in lume in domeniul
cererii si ofertei, apar evolutii din ce In ce mai dinamice.

Astfel, de exemplu, trebuie avut in vedere nivelul cererii locale, in primul rand cererea pentru
activitati turistice recreative zilnice si de weekend. Aceasta presupune, la nivel teritorial local, o
revizuire periodicd a stimulentelor turistice legate de dezvoltarea structurilor rezidentiale urbane, care
subliniazd clar necesitatea prioritizarii utilizarii spatiului, banilor urbani si patrimoniului turistic n
zonele Tnvecinate.

Prin urmare, un nou concept de dezvoltare a turismului nu trebuie sa tind cont doar de relatiile
diverse si complexe dintre turism si alte fenomene geoeconomice si sociale, ci trebuie sd se refere si la
fenomenul turistic insusi pe masura ce acesta se va contura in viitorul apropiat. Cu referire in mod
specific la cazul Republicii Moldova, acest concept isi propune sd ia in considerare mai profund
dezvoltarea fenomenelor sociale in tara care duc la formarea de noi categorii de potentiali turisti in
conditiile unei economii de piatd. Organizatia Mondiala a Turismului, la care tara noastrd a aderat,
acordd o atentie deosebitd civilizatiei agrementului si realizeaza c@ in urmatorii cativa ani, timpul liber
nu va mai fi doar timpul ramas legat de munca. Timpul nu se transforma, se transforma din ce in ce
mai mult ntr-o noua calitate, in sensul extinderii orizontului intelectual si al odihnei active pentru
confort. Timpul liber nu este neaparat un timp global, timpul liber este si un timp fard constrangere, este
un timp viu, creativ, personal. Turismul nu a fost niciodata atat de multidimensional si multidisciplinar
ca in prezent. Apare un nou fenomen: tot mai multi oameni vor sd-si ,traiasca” vacantele mai degraba
decat sa le ,petreacd”. Acest fapt inseamna un fel de reflectie, o chemare imaginativa, o alegere
voluntard, o ruptura de obiceiurile de viatd si de gandire ale fiecdruia, o explorare originald si
neprevazuta. Fiecare cautd ceva diferit, le pasa mai putin de ,,unde sd plece in vacantd” decat de ,,cum sa
o petreacd”. Mediile noi, precum natura, padurile, atrag oamenii prin meditatie (intinerirea sanatatii
fizice si mentale) sau prin actiuni pasnice (relaxare).

Din punct de vedere al cererii turistice asistaim la doud grupe distincte de solicitari pentru
formule de vacanta [2, p.7]: cererea «clasicd», din partea turistilor care opteazd pentru vacantele
traditionale; forme noi de cerere, pentru variantele de vacante active care, in contrast cu vacantele
traditionale, devin cunoscute sub denumirea de «vacante autentice». Cererea traditionald se manifesta
din partea acelor categorii de consumatori care au devenit turisti in perioadele trecute si care raman
fideli formulelor de vacanta cu care s-au obisnuit, sau din partea celor care, din considerente de ordin
individual, exprima solicitari de consum turistic balneo-medical. Tot aici se integreaza si categoriile de
clienteld care, din cauza lipsei de experienta turisticd, se lasd influentate de anturajul lor si manifestd o
cerere conforma cu aspiratiile categoriilor precedente de consumatori turistici. Pe masura acumularii
experientei proprii, aceasta categorie de populatie se divide si ea in doud curente: o parte se va mentine
in limitele cererii traditionale, iar o altd parte se va orienta spre formule mai noi de vacantd, ajungand sa-
si modifice radical conceptul initial de cerere turistica.

Desigur, rationamentul nu exclude posibilitatea cd si cererea turisticd traditionald sa se
manifeste, fie ocazional, fie in forme mai pregnante, prin solicitari de servicii complementare, legate de
petrecerea cat mai agreabild a timpului de vacanta. Noile forme de manifestare a cererii turistice se
refera la clientela dispusa sa isi reconsidere conceptul de petrecere a timpului liber. Aceastad categorie de
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clienteld castiga tot mai multi adepti, indeosebi in randul turistilor din prima categorie de tineri, ale caror
cereri se orienteaza spre formele dinamice de turism: descoperire, aventura dirijatd, performante fizice si
autodepasire sportivd (de exemplu, drumetie, alpinism, jocuri sportive, sporturi nautice, concursuri si
intreceri pe cele mai diverse teme, organizate de ghizi sau de animatori profesionisti etc).

Si 1n acest domeniu existd tendinta de a imita, accelerand directia spre vacante active si originale
cu efect de surpriza. Din aceastd perspectiva, serviciile de turism traditionale (cazare, masa, transport
sau programe turistice), prin insdsi natura lor, continud sd fie 0 componentd majord a aranjamentelor
turistice globale, in timp ce o noua componenta, serviciile de agrement completate de aceste servicii nu
mai pot fi considerate servicii marginale care sunt solicitate ocazional si devin unul dintre motivele
pentru a decide acceptarea unei oferte de ,,vacanta activa” [6, p.1]. Pe masura ce produsul turistic clasic
si-a pierdut din atractivitate, bucurarea unei vacante devine o cerintd din ce in ce mai obligatorie pentru
operatorii de turism si furnizorii de servicii turistice care nu sunt implicati in amenajarea turismului,
astfel ca exista o nevoie tot mai mare de vacante active, care la moment sunt trecute cu vederea.

Noile nevoi de consum si totodata noile exigente privind calitatea componentelor turistice vor
atribui, In consecinta, noi functiuni ale agrementului timpului liber, in general, si timpului de vacantd, in
special. Aceste functiuni vizeaza, in principal, urmatoarele aspecte [2, p.5]:

= odihna in ambianta unui sejur agreabil, de bund dispozitie, realizata cu precdadere in combinatie
cu destinderea activa, dinamicd, ceea ce constituie remedii contra oboselii psihice si a tensiunii
nervoase;

= distractia si divertismentul (sportul, muzica, folclorul, discotecile, videotecile, activitdtile in aer
liber etc.) care prin formele oferite permit o contrapondere fata de activitatile cotidiene;

= dezvoltarea personalitdtii umane, ca o consecintd a functiei cultural-educative, in masura in
care programele de agrement vor stimula capacitatile psihice si spirituale ale participantilor (in cazul
unor jocuri de societate, concursuri distractive etc.).

Obiectivele prioritare ale ofertantilor de produse turistice si a organizatorilor de turism sunt
dezvoltarea si diversificarea vacantelor, precum si Tmbundtatirea serviciilor componente ale industriei
ospitalitatii. Aceste obiective constituie expresia adaptrii activitatilor specifice la nevoile tot mai
numeroase si variate ale clientelei, determinate de evolutiile cantitative si structurale ale circulatiei
turistice. Calatoriile de aventura trebuie planificate in mod constient si intreprinse pentru a mentine sau a
spori diversitatea biologica si culturald si pentru a fi viabil din punct de vedere economic si echitabil din
punct de vedere social [5, p.78].

Calatoria de aventura poate fi de un beneficiu enorm pentru destinatiile turistice, crednd locuri de
munci si venituri si oferind un puternic stimulent pentru conservare. In esentd, turismul de aventurd se
bazeazd pe combinarea destinatiei de bunuri naturale si culturale de nivel inalt, care atrag turistii de
aventuri. In timp ce turismul de aventurd poate necesita mai putine investitii de capital pentru
infrastructura, investitiile in elemente care completeazd activele naturale, culturale si de aventurd sunt
necesare pentru ca turismul de aventura si infloreasca. in cele din urma, in timp ce guvernele pot lucra
pentru a se asigura ca activitatile, politicile si practicile sunt in vigoare pentru a crea un teren fertil
pentru turismul de aventurd, succesul sectorului se bazeaza pe crearea de produse inovatoare si
convingatoare si de catre sectorul privat Riscul este inerent turismului de aventurd si, pe masura ce
sectorul evolueaza si se extinde, apar sisteme formale de management. Crearea standardului
international prin ISO ofera sectorului o orientare globald de urmat. Industriile de nisa din cadrul
turismului de aventurd au atat o istorie lunga, cat si o evolutie actuala a credrii, formarii si respectarii
standardelor tehnice. Mai mult, pe mdsurd ce mai multe natiuni pun in aplicare propriile abordari locale
de gestionare a riscurilor si sustin companiile care opereazd in acest sector cu reglementari adecvate,
este de asteptat ca siguranta turismului de aventurd sd continue sd se imbunatateasca, cu mai putini
operatori capabili sd ofere servicii comerciale fara pregatire si licentiere adecvate.
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Concluzii.

Turismul de aventura se afla pe prima linie a problemelor legate de schimbarile climatice: acest
lucru este nascut din nevoie - este zilnic si evident pentru companiile de calatorii de aventura ca, daca isi
pierd mediul local, viata salbatica si culturile umane, afacerile lor nu au viitor. Interesant este faptul ca
majoritatea Intreprinderilor de turism de aventura sunt intreprinderi mici si mijlocii, iar idei si produse
inovatoare si antreprenoriale apar adesea din acest segment; de aici Incep multe tendinte.

Calatoriile de aventurd transformd consumatorii in avocati activi: o noapte in jungla, o
saptamana pe traseu, o zi la munte sau o dupa-amiaza intr-un sit arheologic - interactiunea stransa cu
natura si cultura are un impact asupra calatorului care este imposibil de replicat in alt mod. Si va fi
nevoie de transformare si Intrerupere pentru a schimba comportamentele inconstient distructive si
consumatoare ale cdlatorilor, care sunt atdt de adanc inradacinate si cresc urme de carbon la nivel
mondial. Calatoriile de aventurd acopera decalajul dintre problema si consumator.

Calatoriile de aventura protejeaza ,,plamanii pamantului” importanti (adica padurile si junglele):
spre deosebire de eforturile de reducere a deseurilor sau de compensare a carbonului, aceasta este o
conservare bazata pe piatd. Un element cheie al calatoriilor de aventurd este cd are loc in naturd si
adesea in zone rurale. Industria célatoriilor de aventura se numard printre cele mai vocale si mai
interesate de protejarea padurilor si a junglelor lumii. Padurile tropicale absorb 18% din totalul emisiilor
de carbon din emisiile de combustibili fosili si trebuie protejate. Este important ca industriile private,
comunitatile, ONG-urile si guvernele sa protejeze impreuna padurea.

Calatoriile de aventurd necesita o dezvoltare mai mica decat industria traditionald: drumurile
pavate, aeroporturile mari si infrastructura costisitoare nu sunt intotdeauna necesare de catre clientul sau
produsul de aventura. Acest lucru este ideal mai ales pentru economiile emergente care pot maximiza
ceea ce au deja. Calatoriile de aventurd mentin veniturile in destinatie: oferd alternative industriilor
extractive cu o singura utilizare si directioneaza veniturile catre zonele rurale - 66% din veniturile
cheltuite raman n destinatia locala.

Calatoriile de aventurd ofera oamenilor un motiv de a ramane in mediul rural si de a fi mandri de
culturile lor: migratia catre megalopolisuri supraaglomerate este o problemd in multe economii
emergente, iar turismul de aventurda poate fi folosit ca instrument pentru a oferi tinerilor si
antreprenorilor o modalitate de a crea produse care atrag clienti cu valoare ridicata si cu impact redus.
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Abstract

THE NATIONAL GASTRONOMIC POTENTIAL AS A TOURIST ATTRACTION IN THE REPUBLIC OF
MOLDOVA

This article analyzes the national gastronomic potential as a tourist attraction in the Republic of Moldova, assessing
the actual status of its market share and identifying the characteristics of the gastronomic tourist. The aim of the analysis is
to identify low-cost destinations, unique food/drinks, diversified leisure events and other tourist attractions. Moreover,
gastronomic tourism can develop national agritourism in different areas with special gastronomic characteristics, which can
be the basis of any form of mixed tourism.

Keywords: farm hostels, rural tourism, market positioning, gastronomic tourism, traditions, tourist destinations.

JEL: : Q51, F61

Actualmente atat bucatele cét si bauturile traditionale autentice reprezinta fara indoiala din ce in
ce mai multe adevarate atractii turistice, care sunt puse la dispozitia turistilor pe tot parcursul anului,
fara o existentd sezonierd si fara a depinde de un anumit anotimp, astfel acesta fiind definit ca o noua
forma de turism fiind profitabil. Este destul de important de mentinut faptul cd mancarea traditionald
face parte dintr-o experienta autentica cautata de tot mai multi turisti in zilele noastre.

Incepand cu celebrele bucate, cina traditionald are un specific zonal, insotite de un program
artistic simplu si traditional, in special in tarile din Asia de Sud-est alaturi de bucuria de a gati alaturi de
angajatii restaurantului sau chiar de a face cumparaturi cu aceasta sau plicerea de a alege si de a culege
din gradina proprie cele necesare. Toate acestea ajutdnd la dezvoltarea agroturismului in foarte multe
tari si zone cu specific gastronomic deosebit, sau chiar socant [1, p.97]. Putem mentiona ca cel putin un
sfert din turisti participa, la activititi cu specific gastronomic pe parcursul vacantelor. Mai mult decat
atat, touroperatorii, sunt ferm convinsi de existenta unei nise mari si specifice de vizitatori sau turisti
interesati mai mult de mancarea dar si bauturile traditionale dintr-o anumita locatie, zona sau tara. Ba
chiar la unii turisti specificul gastronomic este motivul principal al cdldtoriei organizate.

In Republica Moldova dinamica turismului gastronomic este incd in desfasurare moderati.
Pentru a avea o imagine cat mai completa si complexa asupra turismului gastronomic din spatiul moldav
consideram ca este oportund efectuarea unui studiu care a avut urmatoarele obiective: identificarea
caracteristicilor, tendintelor si a destinatiilor populare pentru turistul gastronomic, avand la baza un
studiu realizat de catre autor in cadrul unei agropensiuni turistice.

Esantionul este compus din 463 de respondenti. Esantionarea se bazeaza pe selectia probabilista
a respondentilor. In ceea ce priveste reprezentativitatea, eroarea maxima este de +3%. Nivelul de
incredere cu care se crediteaza intervalele este de 95%. Referitor la colectarea datelor, acestea au fost
culese utilizdnd metoda interviului ,face to-face” pe baza de chestionar si distribuite de personalul
agropensiunii analizate ,,X”".

In cadrul acestei cercetiri s-a optat pentru o abordare mai complexa, respectiv probleme legate
de caracteristicile turistului gastronomic, de motivatia alegerii destinatiilor, frecventa cu care calatoreste
in destinatiile gastronomice si asteptarile pe care acestia le au in urma experientelor traite.

Selectarea persoanelor pentru formarea esantionului supus cercetarii s-a efectuat tinand cont de
scopul urmadrit si metoda de cercetare deductiva pentru care s-a optat.
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Astfel, in structura esantionului (Tabelul 1) sunt prezentate grupele de varstd si provenienta
turistilor.
Tabelul 1. Structura esantionului pe grupe de varsta

18- 30 an M st moldovent |1 T
31— 4 W e ioldoven | 4|20
45— 64 ani 193 e eldovent 17185 ;igg
RN e
TOTAL 463 463 100

Sursa: elaborat de autor in baza datelor chestionarii

Avand in vedere cele trei tipuri de turisti cu interese gastronomice: cei care cautd in mod
deliberat astfel de experiente culinare; cei care se bucurd de oportunitatea de a gusta din mancarurile si
bauturile traditionale din locurile vizitate, desi nu isi aleg destinatiile in functie de acestea si cei care
participa in mod intdmplator la experiente culinare in calatoriile lor, s-a realizat o structurare a
esantionului in tabelul ce urmeaza.

Tabelul 2. Structura esantionului dupa tipul turistilor

Tipul Caracteristici Pondere in
turistului total %
. Una sau mai multe calatorii pe an au avut ca motiv principal activitatile
Deliberat U u P uavit 1V princip Vit 11,01
gastronomice
. Una sau mai multe cdldtorii pe an cu oportunitati gastronomice, dar
Oportunist U U o p U oportunitall gastronomice, 58,96
care nu au constituit un factor in alegerea destinatiei.
intamplitor Una sau'mai multie f:élétorii pe an cu participare la a(':tivité';i' 30,02
gastronomice, pur si simplu pentru ca acestea au fost disponibile
Total 100

Sursa: elaborat de autor in baza datelor chestionarii

Trebuie sa mentiondm cd din punctul de vedere al nivelului educational esantionul a fost format
dintr-un procent de 87% cu studii superioare, iar din punct de vedere al genului, 48% erau de gen
masculin si 52% de gen feminin.

In urma interpretarii datelor se constatd urmatoarele aspecte:

edoar 24% dintre persoane au auzit de termenul de ,.turist gastronomic”, in timp ce 31 % se
bucura de experiente unice si memorabile privind servirea mesei.

©89% considera activitdtile gastronomice ca fiind reprezentate de: vizite la crame, fabrici de bere,
participarea la cursuri de gatit organizate intr-o anumita destinatie, participarea la festivaluri cu tematica
gastronomica si nu in ultimul rand cazarea la agropensiuni.

Caracteristicile turistului gastronomic sunt date de urmatoarele elemente:

- persoana care efectueazd cel putin 3 excursii pentru petrecerea timpului liber in familie, 2
excursii pentru afaceri interne si cel putin una pentru afaceri internationale;

- turistul gastronomic petrece o medie de 5 nopti departe de casa.
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- 72% dintre acestia se cazeaza in structuri de cazare precum hotel, complex turistic, vile,
pensiuni, agropensiuni etc.)

- calatoriile gastronomice presupun un venit peste medie;

- persoanele cuprinse in intervalul de varsta 31-44 ani sunt mult mai interesate de calatoriile
gastronomice decét restul categoriilor;

- calatoriile gastronomice presupun deplasari pe distante lungi, in medie de 1200 km;

- destinatiile de top pentru turismul gastronomic sunt: agropensiunile — 34%, Crame vitivinicole —
33%, Restaurante urbane traditionale moldovenesti — 10%, Locatii Sudul Moldovei — 8%, Restaurante
din mediul rural — 15%, altele — 6%;

- aproximativ 60% calatoresc insotiti de catre sot, 12% — sunt familii insotite de copii si 28% —
sunt cu prietenii;

Turismul gastronomic presupune cheltuieli mai mari decat pentru calatoriile de loisire (care se

estimeazd la 1600 lei per persoand). Distributia cheltuielilor efectuata de catre turistul gastronomic este
redata 1n tabelul urmator (tabelul 3.4).

Tabelul 3. Cheltuielile turistului gastronomic pe grupe de varsta
Tipuri de Total % 1830 % 3144 % 4564 %  peste %

cheltuieli cheltuieli  1n ani n ani n ani n 65ani 1n
total total total total total
Alimentatie 484 21,78 370 23,02 510 23,21 490 21,17 570 21,96
Divertisment 264 11,88 250 15,56 300 13,65 280 12,10 161 6,20
Cazare 594 26,73 280 17,42 545 2481 665 28,73 770 29,66
Cumpdraturi 220 9,90 187 11,64 242 11,02 150 6,48 305 11,75
Transport 660 29,70 520 32,36 600 27,31 730 3153 790 30,43
Total 2222,00 100  1607,00 100  2197,00 100 231500 100 = 2596,00 100

Sursa: elaborat de autor in baza datelor chestionarii

Din analiza datelor se observa ca acest gen de turisti aduce contributii semnificative la toate
tipurile de cheltuieli turistice. Se constata ca turistii incadrati la grupa de varsta 31 - 44 ani sunt cei care
realizeazd cele mai mari cheltuieli cu alimentatia, avand de altfel un buget peste medie alocat
calatoriilor, alaturi de cei cu varsta peste 65 de ani.

In ceea ce priveste sursele de informare in alegerea destinatiilor de calitorie:

- 6/10 — citesc ziarele zilnic;

- 2/10 — citesc ziarele in weekend,;

- 21% — citesc reviste de calatorie;

- 42% — urmaresc informatiile on-line despre caldtorii, evenimente, destinatii gastronomice.

Selectarea destinatiilor ce calatorie se face urmarind urmatorii factori: costul general al zonei,
atmosfera, unicitatea alimentelor/bauturilor, reducerile, asocierea evenimentelor cu alte elemente de
atractivitate turistica si confortul.

Pentru o analiza mai detaliatd a potentialului gastronomic national, fiind ca atractie turistica din
Republica Moldova se propune de elaborat matricea crestere-cota de piata pe categorii de entitati
economice si a ofertei turistice.

De exemplu, pensiunile agroturistice, cu potential de dezvoltare a turismului gastronomic, sunt
structuri de primire turistica, situate in zonele rurale si ofera servicii de cazare, masa si alte servicii care
se bazeaza pe produse si activitati din gospodarie.

Matricea Boston este o unealta teoretica in marketing care permite clasificarea portofoliilor de
produse in functie de absorbtia si generarea de numerar, bazata pe procentajul de piata relativ si pe ratele
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relative de crestere a pietei. De asemenea, este cunoscut si sub numele de matricea B.C.G. sau matricea
crestere-cota de piata, care pot fi grupate activitatile (produsele) existente in portofoliul unei entitati
economice 1n patru categorii, in functie de doua criterii [3, p. 89]:

e rata de crestere a pietei, activitatii (produsului). Ca prag de diferentiere s-a considerat
valoarea de 10% care distinge o piatd aflata in crestere rapida si una aflata in crestere lenta, stagnare sau
scadere.

e cota relativa de piatd detinuta de o entitate in cadrul pietei respective. Ca prag de
diferentiere s-a considerat valoarea 1,00 care diferentiaza produsele lider de cele non-lider ale entitatii
economice.

Astfel, in functie de cadranul in care sunt plasate activitatile entitdtii economice, acestea vor
purta denumiri sugestive, permitand o analiza a lor.

Aceasta analiza se poate realiza prin mai multe metode, dar cea mai consacrata este metoda
Boston Consulting Grup (BCG). Prin aceasta metoda, entitatea economica isi poate clarifica unitatile de
actiune 1n functie de pozitia pe care aceasta o detine In cadru matricei crestere-cota de piatd (fig. 1)

20%

1.0fera servicii de cazare 1. Organizeazi evenimente cum
si alimentatie. ar fii: DOR CALATOR sau
2.Amplasare in cel mai Descopera.
peisagistic loc din Moldova. 2.Prezenta vasti a serviciilor de
3 Serviciile prestate sunt agrement.
de cea mai inalta calitate.
Rata de 1.Personalul nu dispune de o | 1.  Disponibilitatea informatii
crestere 10% instruire in limbii striine. este redusa In alte limbi de circulatie
’ o 2.Nu dispune de o retea de internationale.
a pietel rezervare online. 2. Dispune de angajati, care nu sunt
instruiti sa comunice cu turisti straini.
0%

2 1 0
Cota relativa pe piata
Figura 1. Matricea B.C.G. in cadru pensiuni analizate ,,X”
Sursa: elaborat de autor

Tn cadranul Vedete, putem observa ci cel mai mare avantaj pe care il are pensiunea ,, X pentru
turisti este cd oferd servicii de cazare si alimentatie, si nu doar aceste servicii, dar, toate serviciile pe
care sunt la dispozitia turistilor sunt de cea mai bund calitate, produsele alimentare sunt produse in
gospodaria pensiuni, i sunt preparate de cele mai bune bucatarese care stiu retetele de strabuni si sunt
oferite cele mai bune bucate turistilor. Un alt punct forte pe care il are pensiunea este amplasarea
favorabila, in apropiere de orasul Orhei, dar si de capitala Moldovei, care este la doar 47 km, ceia ce
este foarte usor de ajuns la cel mai peisagistic loc din tara noastra.

Tn al doilea cadran, cel sub denumirea de Dileme putem observa eforturile pe care le depune
pensiunea ,,.X”, pentru a atrage un numar ciat mai mare de turisti, si de a promova Moldova in toate
colturile lumi, prin organizarea a celui mai cunoscut si promovat eveniment din tara ,,DescOpera” la
acest eveniment sunt invitati cei mai de succes interpreti. De asemenea prezenta vasta a serviciilor de
agrement, cum ar fii master class de preparare a bucatelor, de asemenea mai este si o mini gradina
zoologica, pentru iubitori si pasionati de animale.

Tn cadranul Vaci de muls putem vedea ca nu toti angajati au o instruire in limbii striini, acesta
fiind un dezavantaj la comunicarea cu turistii care vin la pensiune. Un alt dezavantaj pentru pensiune
este cd nu dispun de o retea de rezervare online, pentru a face rezervare este nevoie de a contact prin
telefon, ceia ce duce la disconfortul turistilor.
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Tn ultimul cadran cel al Pietre de moari, pensiunea ,,X” disponibilitatea informatilor in alte
limbii internationale este redusd ,si incd un punct negativ ar fii ca angajatii nu sunt instruiti s comunice
in alte limbi intonationale cu turisti.

Concluzii

Din analiza detaliatd a agropensiunii si a prestarii de servicii dupd matricea BCG putem
concluziona:

Serviciul ,,Oferirea serviciilor de cazare si alimentatie” prin aceste servicii pensiunea ,,X”, isi
fidelizeaza turisti prin serviciile de calitate pe care le oferd pensiunea.

Serviciile ,,Organizeazi evenimente” cum ar fii: DOR CALATOR sau DescOpera” au o pozitie
delicata pe piata datorita, datorita faptului c@ acestea sunt organizate in anumite perioade de timp si
acest factor duce la neatingerea pozitiei de VEDETA.

Serviciile ,,Nu dispune de o retea online de rezervare a camelor”, acum tot mai la moda este
internetul si majoritatea tot ce fac este prin intermediul la calculator si acest factor aduce un dezavantaj
pensiuni.

Serviciul ,,disponibilitatea informatii este redusd in alte limbi de circulatie internationale”
dispune de angajati, care nu sunt instruiti sa comunice cu turisti in limbii internationale acesti factori pot
impiedica crestere mai rapida si de aceasta nu detine o pozitie de lider.
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Abstract

CORPORATE CONTROL IN SUPPORT OF MODERN FINANCIAL MANAGEMENT IN THE HORECA
SECTOR

Effective management of company finances is a dominant challenge for business managers. Travel company financial
management aims to provide the company with the necessary financial means on a permanent and regular basis as well as to
exercise control over the efficiency of the activities carried out with these funds. An important trend in the development of
financial management at international level is its alignment with the system of corporate governance, which in turn entails
the implementation of an internal and external control system within the economic entity. Today, control is a way of
analyzing the company's activities and implementing a new type of internal management that enables managers to effectively
coordinate the company's activities. Internal control is also seen as a managerial function, whereby company managers note
the resulting deviations from the set objectives, analyze the causes and take remedial or preventive action. This trend has
been reflected in the legislation of the Republic of Moldova and in the financial practices of domestic companies.

Key words: corporate governance, corporate control, external audit, management, sustainable tourism.

JEL: : Q51, F61

Introducere

Managementul eficient a finantelor companiei este o provocare dominantd a administratorilor
companiei. Gestiunea financiarad a firmei are drept scop asigurarea permanentd si regulata a companiei
cu mijloacele financiare necesare si in exercitarea controlului cu privire la eficienta activitatilor angajate
cu aceste fonduri. Drept tendintd importanta in evolutia managementului financiar la nivel international
constituie ajustarea lui la sistemul guvernantei corporative, care la randul sau presupune implementarea
unui sistem de control intern si extern in cadrul entitatii economice. Actualmente controlul este o
modalitate de analiza a activitdtilor firmei, de implementare a unui nou tip de management intern, care
permite administratorilor coordonarea activitatilor din cadrul firmei intr-un mod eficient. Controlul
intern este privit ca o functie manageriala, prin care managerii firmei constata abaterile rezultate fatd de
obiectivele stabilite, analizeaza cauzele si intreprinde masurile corective sau preventive. Tendinta
mentionata si-a gasit reflectarea in legislatia Republicii Moldova si practicile financiare ale companiilor
autohtone.

In urma crizei financiare din Asia din anul 1997, Chatu Mongol Sonakul, fost guvernator al Bancii
Thailandei, a declarat: ,,Criza financiard din Asia a demonstrat c¢a in cazul in care nu existd un control
transparent, nu se respectd drepturile actionarilor si consiliile de administratie nu sunt responsabile,
economiile puternice se pot prabusi destul de rapid atunci cand dispare increderea investitorilor” [10, p.
10].
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Iulia Caprian si Olga Covali afirma: ,,Scandalurile financiare din ultimele decenii, care au fost
rezultatul functionarii defectuoase a companiilor si al fraudelor comise de manageri, au avut drept
consecinte cererea pentru o guvernare corporativd de calitate si punerea in discutie a eficientei
procesului de raportare financiara si a independentei auditorilor, ca mecanisme care aveau rolul de a
impiedica producerea unor astfel de incidente. In efortul de ciutare a unei transparente financiare mai
mari si a unui grad mai mare de asumare a responsabilitatii, a aparut noul concept privind controlul
intern, vazut ca un alt mecanism de asumare a responsabilitatii” [3, p. 40].

La randul sau, Aliona Birca afirma: ,,Demersul istoric al guvernantei corporative a demonstrat ca,
in cea mai mare parte, scandalurile erau aplanate prin introducerea de noi legi si organisme de
monitorizare sau prin intensificarea conditiilor in legile existente. De reguld, acele masuri legislative
vizau exigente in situatiile financiare, introducerea si verificarea activitatii de catre auditul extern,
intensificarea si raportarea mecanismelor aferente proceselor de control corporativ” [1].

Prin urmare crizele financiare, scandalurile corporative si esecurile economice si financiare in
masd a unor companii occidentale au impus integrarea armonioasd a sistemului de control intern in
complexul de activitati legate de management financiar, ceea ce se va reflecta in acest articol.

Controlul corporativ — element al managementului financiar corporativ. Expertii Angela
Sestacovscaia si Ecaterina Burlea sunt de opinia, cd ,,managementul corporativ eficient este activitatea
de gestiune a entitdfii pe parcursul intregului ciclu de viata, prin: planificare, implementare, control,
raportare capabild sa genereze efectele, rezultatele scontate” [11, p. 137].

Managementul financiar constituie o componenta importanta a managementului general al firmei.
El are ca scop asigurarea resurselor financiare necesare, alocarea si utilizarea lor profitabila, cresterea
valorii firmei si a sigurantei patrimoniului acesteia, pornind de la resursele financiare disponibile. De
asemenea, el are un rol important in stabilirea obiectivelor strategice si tactice ale companiei si in
controlul si evaluarea indeplinirii acestora. Scopul fundamental al managementului financiar este
maximizarea bunastarii proprietarilor [4].

Practica internationald demonstreazd, ca pe parcursul ultimilor doud decenii, managementul
financiar al companiilor se ajusteaza la considerentele guvernantei corporative, care este definitd de
Expertii Camerei Auditorilor Financiari din Romania drept ,totalitatea sistemelor si proceselor
implementate pentru a conduce si a controla o companie cu scopul de a-i creste performanta si valoarea”
[2].

La fel, acesti specialisti leaga eficienta guvernantei corporative de activitatea auditorilor externi si
interni prin asigurarea transparentei raportarilor financiare, efectuarea controalelor interne destinate
reducerii riscurile asumate de catre companiile respective in afacerile efectuate [2].

Obiectivele guvernantei corporative vizeaza, in esentd, obtinerea de profit, dar in acelasi timp
supravietuirea, dezvoltarea si chiar procesarea acestuia, care la rdndul lor decurg din scopurile
financiare: echilibru, rentabilitate si crestere.

Cercetatorii Svetlana Mihaila si Gabriela Alice Ravdan au indicat asupra elementelor de baza ale
guvernantei corporative [9]:

° Implementarea sistemului de controlul intern ca obiect al auditului intern si extern;

Analiza si aprobarea planului de audit intern de catre Consiliul de Administratie;
Plasarea managementului riscului ca subiect in atentia auditului intern;
Implementarea si mentinea raportarii financiare si nefinanciare;

Certificarea informatilor oferite de entitate de catre auditorul extern;

Infiintarea comitetelor de audit;

Asigurarea transparentei prin dezvaluirea informatiilor financiare partilor interesate.

In opinia unor experti, controlul intern este un element important al gestiunii corporative
incredintat consiliului de administratie, managementului si altor categorii de personal. El este destinat
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furnizarii unei asigurdri rezonabile cu privire la atingerea obiectivelor institutionale referitoare la
eficienta operatiunilor, credibilitatea raportarii financiare interne si externe. [3, p. 40]

De asemenea, autorii Iulia Caprian si Olga Covali afirma: ,,Controlul intern al gestiunii finantelor
corporative constituie un sistem complex: identifica cheltuielile ilegale; stabileste nivelul de utilitate a
acestora pentru corporatie, pentru societate; stabileste calitatile manageriale, formele de organizare; este
orientat la cresterea potentialului economic al corporatiei (si nu numai), la prevenirea unor pierderi
potentiale, inclusiv financiare; este orientat la identificarea unor ,,noi” scheme financiare frauduloase”
[3, p. 40].

Alti experti privesc activitatea de control in cadrul in cadrul companiei ca un mijloc de analiza a
activitatilor acesteia, precum si o aplicare a unui nou tip de management intern care se asociaza frecvent
cu activitatea de cunoastere, care sa permitd managementului s coordoneze activitatile intr-un mod
eficient [5].

Controlul intern este privit ca functie manageriald si nu ca o simpla activitate de verificare, prin
care mangerii companiei constatd abaterile rezultate fatd de obiectivele stabilite, analizeaza cauzele si
intreprinde masurile corective sau preventive [5].

Controlul financiar ajuta managementul in aprecierea rezultatelor care 11 sunt comunicate. Prin
actiunea si analizele sale critice, controlul financiar ofera guvernantei corporative posibilitatea de a
aprecia performanta fiecarui responsabil operational.

La fel, procedurile desfasurate de sistemul de control financiar corporativ sunt legate de
minimizarea riscurilor, ceea ce contribuie la realizarea obiectivelor companiei si sporesc atractivitatea
investitionald a acesteia.

Organizarea sistemului de control financiar corporativ determind intreaga activitate financiara si
economica a entitatii economice si siguranta resurselor materiale si financiare ale companiei.
Organizarea corectd a controlului financiar al intreprinderii ajutd la eliminarea deficientelor in
activitatea companiei.

Specificul dezvoltiirii controlului corporativ in Republica Moldova. In perioada actuald de
integrare europeana controlul corporativ, ca parte componenta a proceselor de reforma economica,
financiard si sociald, are un rol deosebit in cresterea performantei economiei, limitarea risipei,
eliminarea fraudei si coruptiei, detectarea din timp a anomaliilor si a deficientelor.

Drept inceput al acestui proces poate fi consideratd aprobarea in anul 2003 de catre Guvernul
Republicii Moldova a Conceptiei administrarii corporative a intreprinderilor din economia nationald
[7], care In contextul abordat a prevazut urmatoarele: ,,Divergentele dintre proprietari $i manageri sunt
conditionate de specificul activitaii corporative, in care functiile de administrare si detinerea proprietatii
sint separate una de alta si se exercitd de cétre persoane diferite. Pentru depésirea acestor divergente este
necesar de a stipula clar functiile principale, drepturile si obligatiile atdt ale proprietarului, cat si ale
managerului, consfintdndu-le in legislatie si Tn documentele de constituire, in regulamentele cu privire la
activitatea organelor de administrare si in contracte, si de a asigura un mecanism eficient de control
intern si extern al activitatii managerilor.”

In anul 2015 Comisia Nationali a Pietei Financiare a aprobat Codul de guvernantdi corporativi
[6], in care sunt stipulate urmatoarele momente referitoare la controlul corporativ.

Consiliul societatii are atributia de aprobare a strategiei corporativa, planul de lucru, procedura de
control si gestionare a riscurilor, evaluarea si promovarea bugetului anual si a planurilor de afaceri ale
societatii, asigurarea controlului privind indeplinirea planurilor si realizarea rezultatelor preconizate.
”Bugetul anual este urmat de controlul bugetar care este de un real sprijin pentru management deoarece
,controlul bugetar se fundamenteaza pe datele si informatiile furnizate de contabilitatea manageriala
care presupun actiuni si activitati de comparare a proiectiilor bugetare cu realizdrile companiilor si care
ulterior pe seama abaterilor stabilite oferda managementului posibilitatea de a lua decizii” [12].
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In cadrul societatii este necesard planificarea regulati a controalelor si stabilirea procedurile de
control intern si extern.

Controlul extern este incredintat societatii specializate de audit care efectueaza misiuni de audit
extern. ”Auditul financiar ,reprezinta o activitate de interes public care consta intr-0 examinare
calificata a situatiilor financiare realizatd de catre un profesionist independent — auditorul financiar,
care emite o opinie calificatd cu sau fdard rezerve asupra situatiilor financiare apartinand companiilor
auditate, cu privire la faptul ca acestea ofera sau nu, o imagine fidela sau, prezintd sau nu, in mod fidel,
sub toate aspectele semnificative informatiile privind tranzactiile anului auditat. Opinia calificata a
auditorului sporeste credibilitatea situatiilor financiare, pentru managementul companiilor cdt si pentru
utilizatorii externi ai situatiilor financiare conferind acestora un nivel Tnalt, dar nu absolut, de
certificare” [13].

La fel, societatea este obligata sa-si verifice activitatea in mod regulat si sd defineasca procedura
de control intern.

Comisia de cenzori trebuie sa efectueze supravegherea sistemului de control intern, precum si
verificarea respectarii regulamentelor, ghidurilor si instructiunilor.

Tn anul 2017, Legea contabilitdtii si raportarii financiare [8] a impus auditul obligatoriu pentru:

a) situatiile financiare individuale ale entitatilor mijlocii si entitatilor mari, ale entitatilor de
interes public si ale altor entitati, conform legislatiei in vigoare;

b) situatiile financiare consolidate ale grupurilor.

In baza acestei Legi, persoanele responsabile pentru tinerea contabilitatii si raportarea financiara
sunt obligate sa organizeze sistemul de control intern.

De asemenea, Legea mentionatd prevede obligativitatea ca raportul conducerii entitdtii de interes
public, ale carei valori mobiliare sunt admise la tranzactionare pe o piatd reglementatd, sa cuprindd un
capitol privind guvernanta corporativa, care trebuie sa contina informatii cu privire la sistemele de
control intern si de gestiune a riscurilor entitatii, in raport cu procesul de raportare financiara. Iar
raportul consolidat al conducerii companiei trebuie sa contind in capitolul privind guvernanta
corporativa sunt descrise principalele caracteristici ale sistemelor de control intern si de gestionare a
riscurilor pentru entitatile incluse in consolidare, luate in ansamblu.

Concluzii

Una din tendintele importante in evolutia managementului financiar In domeniul HoReCa este
ajustarea acestuia la obiectivele guvernantei corporative, care este un complex de reguli, practici si
procese prin care o companie este gestionatd. Ea este destinata evitarii disfunctiilor institutionale la nivel
de companie. Problemele cu care se confruntd astdzi guvernanta corporativa au sansa sd fie rezolvate
numai In masura in care resursele materiale, umane, financiare, informationale vor fi eficient
valorificate. Controlul corporativ a devenit un element important al sistemului de management al unei
companii moderne. In urma preludrii experientei internationale progresiste, practicile de control intern
au fost implementate in legislatia Republicii Moldova si activitatea companiilor autohtone.
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Abstract
CHARACTERISTICS OF CREATING TOURIST OFFERS IN 4-STAR HOTELS IN THE REPUBLIC OF
MOLDOVA
Tourism offers have always been relevant in the tourism industry as they can lead to the organization of a

revenue-generating activity. The drive to be the best in the market has always been present, therefore various strategies are
used when creating offers in order to promote the services a hotel provides, as well as to keep it one step ahead of its
competitors who have the same star rating. Pricing the offer at a reasonable cost can satisfy customer preferences while the
pricing policy ensures that the rates used are profitable. Identifying the tourist demand in the tourist market and highlighting
the services provided through the price offer can establish a close relationship between the customer and the hotel company,
which would ensure loyalty and create a positive image of the hotel.

Key words: offer, client, strategies, loyalty, market, service, hotel enterprise, insurance, tourism, services,

environment and mass environment.
JEL: Q51, F61

Serviciile hoteliere sunt o parte componenta a industriei ospitalitatii, serviciile care sunt prestate sunt
acelea de baza, auxiliare si elementare. Aceste servicii formeaza ofertele de pret a hotelurilor de 4 stele
din Republica Moldova, in scopul satisfacerii nevoilor primordiale ale oaspetilor. Serviciile incluse in
ofertd devin un criteriu important de alegere dintre mai multe hotele cu acelasi numar de stele. in
momentul cand clientul alege locul perfect de cazare, el cerceteaza toate ofertele hotelurilor, ludnd in
consideratie amplasarea hotelului, facilitdtile oferite gratis si contra platd, serviciile prestate, imaginea
pe care o are hotelul, analizdnd feedback-urile oaspetilor si nu in ultimul rand pretul final pentru timpul
petrecut in hotelul respectiv.

In Chisinau, Republica Moldova sunt cele mai multe hotele care mereu au usile deshise pentru
oaspetii lor. Astfel de hotele de 4 stele sunt:

Jolly Alon Hotel

Bristol Central Park Hotel

VisPas Hotel

Thomas Albert Hotel

Zentrum Hotel

Aria Hotel

Regency Hotel

Manhattan Hotel

Flowers Hotel
. Courtyard by Marriott

Hotelele evidentiate au o amplasare strategica cat si o imagine destul de avantajoasa pe piata
turistica nationala. Pentru a cerceta corect ofertele hotelurilor de 4 stele, a fost expediat un mesaj pe
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posta hotelurilor cu solicitarea expedierii unei oferte de pret pentru un eveniment care este preconizat si
cerintele fiind o sald de conferinta, cazare si servicii de catering. In tabelul de mai jos sunt reflectate

ofertele de pret a servciilor care au fost solicitate de un potential client.

Tabelul 1. Ofertele de pret a hotelurilor de 4 stele din Republica Moldova, Chisinau

dreptunghiulare (2
persoane per masa)

— un total de 30 de
persoane la locurile Tn
forma de ,,U”.

Criterii Zentrum Hotel Regency Hotel Jazz Hotel Bristol Hotel
Camera standard Camera single- 65 euro | Camera single- 65 Camera single- 75
single- 60 euro Camera dubla- euro euro

Pret cazare | Camera standard 75 euro Camera dubla- 70 Camera dubla- 80
dubla- 70 euro (cu mic dejun inclus) euro euro
(cu mic dejun inclus) (cu mic dejun (cu mic dejun inclus)
inclus)
—un total de 70 de
persoane n locuri Th
stil teatru
—un total de 40 de
persoane la mese
Descrierea | rotunde (10 persoane | Nu a oferit Nu a oferit Nu a oferit
salilor de pe masa) informatie informatie informatie
conferinti | —un total de 32 de
locuri la mese

Pret sali de Sala pentru 70
conferinti persoane la pret de
130 euro . . .
Sala pana la 10 170 euro pe zi 200 euro pe zi 140 euro pe zi
persoane la pret de
100 euro
Proiector, ecran, Flipchart, markere, Proiector, ecran, Pretul salii include
flipchart, laptop laptop, ecran,proiector, | flipchart, ecranul de proiectie,
(incluse in pretul microfoane (incluse in | laptop(incluse in sonorizare, plus 2
salii) pretul salii) pretul salii) microfoane,
wi-fi gratuit, un
flipchart si markere.
Contra plata:
Traducere Simultana
(include si
. microfoane) de la
Echipament 170,00 EUR/zi
Proiector GRATUIT
in loc de 20,00
EUR/zi
Pointer/unitate 20,00
EUR/zi
Extra
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Un flipchart 10,00
EUR/zi

75 mdl; cu 4 pozitii
100 mdl;

persoana;
Cina- de la 15 euro pe

Pranz- de la 10 euro
pe persoana;

Laptop/unitate 30,00
EUR/zi
Pauza de cafea- cu 2 | Pauza de cafea- de la Pauza de cafea- de | Pauza de Cafea/
pozitii 55 mdl pe 4,5 euro pe persoana; la 8 euro pe pers., de la
persoand; cu 3 pozitii | Pranz- de la 12 euro pe | persoani; 75 MDL,;

Pauza de Pranz/ pers:
de la 180 MDL;

Aceste tarife pot fi
utilizate numai pentru
rezervarile de grup
mai mari de 5 camere

Pret servicii Pranz- 250 mdl persoana; Cind- de la 12 euro | Cina/pers-
- (felul 1;2 si desert); pe persoana. de 1a 300 MDL
catering S ’
Cina- nu este un
meniu la alegere se
pregateste
personalizat Tn
dependenta de
bugetul companiei.
Apa in sala- 1 euro Apd in sala- 1 euro Apd in salda- 1 euro | Apain sala-
sticla (0,5 1) sticla sticla 0.7 I/ pers este de
Tarifele pentru 15,00 MDL
cazare includ toate Tarifele mentionate la
taxele, mic dejun, cazare include
acces la internet de urmatoarele facilitati:
mare viteza, facilitati - Micul Dejun in stil
de ceai in camera. Englezesc
Facilititi - Ceai/cafea/apa

complimentar.

- Fier si masa de
calcat.

- Acces gratuit in sala
de Fitness.

- Internet Wi/Fi.

- Parcare.

- 24/24 receptie

In cadrul formirii ofertelor de pret intreprinderile i-au in consideratie si cei 7 P al mixului de
marketing. In schema aliturati sunt reflectati acesti 7 P care contribuie la promovarea activitatii
hotelului dar si favorizeazd oferta. Philip Kotler a definit mixul de marketing ca fiind ,,un set de
instrumente pe care o intreprindere le poate aplica in atingerea obiectivelor de marketing in randul

Sursa: realizata de autor in baza ofertelor de pret a hotelurilor

audientei targetate”. Conform acestei definitii lucrurile sunt foarte simple. [47]

Tot ce este necesar sa intreprindd o afacere este sa creeze oferta la timpul potrivit si la pretul
gandit strategic. Cu toate cd existd destul adevar in aceasta perspectiva, este nevoie de multa munca
pentru a afla ce doresc oamenii si pentru a identifica preferintele lor. Managerii trebuie sd isi dea
interesul cum sa obtind un pret pe care potentialii clienti sunt dispusi sa plateasca si cum sa tenteze
atentia acestora catre serviciile hotelului. De aceea, mixul de marketing este locul perfect de unde sa
inceapd dezvoltarea planurilor pentru un serviciu sau produs. Mixul de marketing unifica toate deciziile
de marketing si actiunile intreprinse pentru a garanta succesul unui produs, marci sau serviciu pe piata.
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Aceste decizii sunt luate in patru domenii majore ale activitdtii intreprinderii, precum: politica de
produs, politica de preturi, politica de distributie si de comunicare.

Luand in consideratie acest mix de marketing au fost cercetate ofertele de pret a hotelurilor
utilizdnd ca metodd “Analiza SWOT”, care formeazd cea mai esentiald tehnicd manageriald pentru
intelegerea pozitiei strategice a unei Intreprinderii.

Analiza SWOT are ca obiectiv de a recomanda strategiile care asigura cea mai buna aliniere intre
mediul intern si extern: alegerea strategiei corecte, incat sa fie adaptate punctele tari la oportunitati, sa
reducd la minimum riscurile si sd excluda punctele slabe.

Tabelul 2. Analiza SWOT a ofertelor de pret ale hotelurilor de 4 stele din Republica Moldova

Puncte Forte Puncte Slabe

1) Raspuns prompt in ziua solicitérii a ofertei de | 1) Pretul arendei salii doar in valuta euro iar pretul
pret si scrisa corect gramatical; serviciilor de catering doar in valuta MDL;

2) Solicitarea detaliilor pentru a putea verifica | 2) Lipsa stampilei intreprinderii pe oferta de pret;
disponibilitatea salilor si camerelor pentru | 3) La majoritatea hotelurilor, structura ofertelor de
cazare; pret nu corespunde unui hotel de 4 stele;

3) Specificarea in ofertd a datelor de contact a | 4) Fotografiile salilor de conferintda care sunt
managerului; disponibile nu au fost expediate cit si nu sa

4) Emblema hotelului in oferta; invitat de vizitat hotelul;

5) Expedierea pozitiilor care pot fi la pauza de [ 5) Nu este indicat capacitatea salilor si ce
cafea, pranz si cina; amenajare este posibild cu respectarea distantei

6) Accentuarea faptului ca in pretul de cazare se sociale (teatral, U-shape etc);
include micul dejun; 6) Ofera a fost creata in limba romana;

7) Indicarea echipamentului tehnic care se ofera | 7) Oferta expediata doar cu preturile cu TVA
gratuit; inclus.

8) Indicarea numarului de camere care sunt
disponibile.

Riscuri Oportunitati
1) Greseli de pret in oferta expediaté; 1) Frecventa ridicata a cererii de servicii turistice;
2) Oferta concurentului sa fie mai atractiva si | 2) Participarea cu aceiasi oferta de pret la tendere;
avantajoasa; 3) Notoritatea hotelului pe piata turistica.
3) Confirmarea ofertei de cdtre client si apoi
din motive neclare anularea rezervarilor cu
putine zile inainte de evenimenul preconizat.

Sursa: realizata de autor

Fiecare oferta de pret este unica in felul sau, elementele sale importante fiind pretul si serviciile
prestate care include descrierea lor. Fiecare manager a hotelului cunoaste ca este de apreciat cand
raspunzi la cererea clientului rapid si coerent, luand Tn seama toate detaliile organizatorice cat si sa fie
raspuns la fiecare intrebare a clientului. Tn fiecare oferta au fost incluse si datele de contact a
managerului de hotel, cu siguranta ca este unul din punctele forte a unei oferte din motiv ca daca
potentialul client are intrebari sau solicitari aditionale sa revina cu un telefon pentru a obtine suportul
necesar. Dacd sa vorbim de prezenta emblemei hotelului atunci ea personalizeaza si formeaza o unicitate
a ofertei, aratda frumos si profesional. Un alt moment important specificat este ca fiecare hotel a
concretizat perioada Tn care se va desfasura evenimentul si cand va fi cazarea pentru a verifica
disponibilitatea Tn sistemele pe care le utilizeaza, iar daca se confirma se efectueza o rezervare prealabila
a salii si a camerelor pentru ale pastra ocupate de la alte solicitari in perioada respectiva. Cu siguranta ca
nici o Tntreprindere nu poate fi fara lacune, una din ele intalnite in ofertele hotelurilor este lipsa stampilei
pe oferta de pret, este considerat un punct slab, deoarece doar cu ea oferta devine oficiala si sigura in
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momentul cand de exemplu, oferta a fost aprobata si dupa emiterea contului de plata sa observat ca pe
bonurile de plata sunt un pret iar in oferta preturi mai mici.

Tn afaceri este important dacia compania este platitoare sau scutiti de TVA, de accea daci
clientul nu a specificat acest moment era profesional daca managerul expedia oferta cu preturile ce inlud
TVA si cu TVA 0%, deoarece din neatentia ambelor parti este posibil ca cand va veni momentul de a
expedia contul de plata, clientul sa specifice ca compania pe care o reprezinta sunt scutiti de aceasta taxa
si pot aparea probleme din punct de vedere contabil. Tn aceasti analiza au fost specificate riscurile si
oportunitatile care se formeaza dupa ce oferta de pret ajunge la client. Un risc ar fi ca oferta
concurentului sa fie mai atractiva, respectiv hotelele respinse pierd compania pentru colaborare dar si nu
se majoreaza veniturile. Este de remarcat ca fiecare oferta trebuie verificata de cateva ori pana ce va
ajunge la client, daca preturile specificate au fost indicate gresit atunci managerul risca sa achite
individual acesti bani, deoarece sunt clienti care pot afirma ca asa preturi erau in oferta expediata care a
fost semnata si aprobata.

Ce tine de oportunitati, in momentul cand este deschis sezonul turistic sau sunt formate multe
tendere pentru serviciile hoteliere, atunci cererea turistica este in crestere si hotelele primesc o multime
de solicitari de expediere a ofertelor de pret. Iar de fiecare data cand hotelul castiga cu oferta sa un
tender, atunci se formeaza notoritatea sa pe piata turistica contribuind la formarea imaginii hotelului dar
si promovarii lui. Cercetarea ofertelor de pret a hotelurilor de 4 stele din Republica Moldova este
necesara din punct de vedere concurential dar si daca se doreste majorarea veniturilor sau perfectionarea
ofertei hoteliere. Pe piata este necesar ca preturile sa fie atractive dar si competitive pentru ca cererea
turistica sa fie satisfacutd iar intreprinderile sa ofere oportunitati de alegere dar Tn acelasi timp sa
intreprinda tehnici si strategii care ar atrage clientul sa aleaga anume oferta sa de pret.

Concurenta este un mod de afirmare a economiei de piatd in care pentru un bun omogen si
substitutele sale, existenta un singur producator. Problema concurentei devine un interes pentru toti
actorii pietei, consumatorii; intermediarii sau producatorii. Fiecare intreprindere are ca obiectiv sa fie cat
mai competitiva, dar si venitul net sa fie cel mai avantajos. lar actiunile unei companii nu depind numai
de aceasta dar si de actiunile intreprinse de concurenti. In lipsa concurentilor orice Tntreprindere care se
afla pe piata turistica ar putea sa isi stabileasca liber preturile la un nivel Tnalt.

Industria ospitalitatii include intreprinderi hoteliere concurente care incearca sa acopere cu
serviciile sale o parte cat mai mare a pietei turistice si astfel si marginalizeze alte intreprinderi si chiar
sa le elimine de pe piata. Astfel, putem vorbi de o rivalitate intre firme care intrece concurenta clasica si
care se desfasoara in planul preturilor, al diversificarii serviciilor sau a publicitatii. Pentru a obtine unele
beneficii competitive pe termen lung asupra concurentilor, intreprinderile isi condamna in mod constient
beneficiile pe termen scurt, precum ar fi vanzarea pe o perioada la tarife sub ale concurentei, cu o marja
de profit nula, ceea ce face ca rivalitatea sa fie costisitoare pentru competitori dar avantajoasa pentru
turisti. Concurenta trebuie sa aiba loc Tn cadrul industriei in limitele prevazute de reglementarile legale,
dar ea se amplifica sub actiunea anumitor factori independenti de aceste reglementari.

Tntrucat factorii care determina intensitatea competitiei afecteaza, frecvent in masura hotaratoare,
nivelul performantelor firmei si pozitia competitiva a acesteia, ei trebuie urmariti, pentru a constata la
timp modificarile. Intre acesti factori se numara:

e Ritmul de crestere al pietei, in sensul ca atunci cand ritmul scade concurenta se amplifica,
fiecare firma Incercand sa-si extindd segmentul de piatd acoperit pentru a-si mentine nivelul
vanzarilor;

e Gradul de deosebire al serviciilor turistice care se remarca prin intensitatea competitiei care
este invers proportionald cu acest grad. Daca diferentierea se face prin pret, intreprinderile pot sa
actioneze in directia reducerii acestora, ceea ce poate conduce la un adevarat “razboi al preturilor”

e Caracteristicile specifice ale industriei turistice, precum existenta unor costuri fixe ridicate
datoritd specificului activitatii, a unor suprasolicitdri a spatiillor de primire turistica in anumite
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perioade ale anului ca urmare a sezonalitdtii activitafii turistice. Practiciile adoptate ar fi reducerea
unor anumitor tarife si aplicarea promotiilor. [44]

Concurenta in hotelele de 4 stele din Republica Moldova are un impact asupra deciziei de formare
a ofertei hoteliere. Fiecare hotel inainte de a stabili preturile la cazare in sistemele de rezervare online
dar si la serviciile prestate se orienteaza dupa piata pentru a stabili oferte competitive dar in acelasi timp
mai avantajoase decat la concurent. Daca sd vorbim de mediul online, atunci concurenta contribuie la
stabilirea preturilor din motiv ca in zilele noastre oaspetii preferd sa rezerveze camere pentru cazare
direct prin sistemele de rezervare, iar aceste sisteme sunt disponibile pentru fiecare. Astfel in momentul
cand responsabilii din departamentul de vanzari doresc sd creeze o ofertd pentru cazare, ei in primul
rand acceseaza paginiile concurentilor pe aceste sisteme 1n calitate de client pentru a putea vedea
preturile la concurentii sdi de la inceputul sdptdmanii, In weekend sau inainte de sarbatoari. Pasii de
analiza sunt urmatori:

Alegerea zilelor de check-in si de check-out;

Selectarea in bara de cdutare a unui hotel (concurent);
Selectarea pretului camerei pentru o persoana si pentru doua;
Cercetarea reducerii aplicate si durata ei;

. Politica de anulare a rezervarilor.

In baza analizei respective, hotelul intreprinde strategii care ar fideliza oaspetii si ar atrage clientii
de la concurenti.

Pentru cei care isi desfdsoard activitatea in industria hotelierd, maximizarea veniturilor este o
prioritate absolutd, iar atingerea acestui obiectiv necesitd adesea de intreprinde o strategia corecta de
stabilire a preturilor, la momentul potrivit. De fapt, efectuarea ajustarilor tarifului camerei in functie de
segmentarea clientilor, cererii sau analiza activitatii concurentului pot fi cheia succesului general al
afacerii. Strategiile care sunt Intreprinse de hotel pentu ca oferta sa sd fie mai atractiva decat la
concurent dar si ca s obtind mai multe rezervari din mediul online, sunt:

1. Strategia de paritate mentinerea unor rate consistente pentru acelasi produs, pe toate canalele
de distributie online.

2. Strategia pretului pe segment, oferirea preturilor pentru diferite segmente de clienti ca si
preturi mai mici pentru segmentele corporative in momentul cand se solicita rezervari de grupuri
mari cu o perioadd lunga de sedere cat si vanzarea camerelor la tarife speciale pentru agentiile de
turism.

3. Aplicarea reducerilor, pentru a fi mai atractive pentru clienti ele trebuie sa fie mai mari decat la
concurent dar 1n acelasi timp sa aduca venituri. Astfel cand oaspetele care a facut rezervarea prin
o persoana tertd, se oferd un tarif redus pe care il va putea utiliza dacd va face o rezervare direct
la receptia hotelului, aceasta ar incuraja sd rezerve direct la hotel fard ca Intreprinderea
respectiva sa achite comision.

4. Strategia pentru durata sederii, ajustarea preturilor in functie de durata sejurului. In momentul
cand cererea depaseste oferta, ar fi mai benefic sd se implimenteze o regula in care se stipuleaza
numar minim de zile.

5. Politica de anulare, perceperea unei rate mai mici in caz de anulare a rezervarii sau anularea
taxei, acest lucru se decide luand in seama politica aplicata de concurent.

6. Upselling, oferirea oaspetelui o camera de o categorie mai bund decat a fost in rezervare, un
upgrade a camerei (de la camera de tip double la deluxe). [40]

Analizand activitatea concurentului, hotelul trebuie sa propuna pietei ceva original pentru a atrage
oaspetii. Astfel, concurenta devine un stimulator a originalitatii si este cea care face ca intreprinderea
mereu sa fie in pas cu noile tendinte si inovatii daca doreste sa fie de succes. Originalitatea ofertelor este
datoritd departamentului de marketing al unui hotel, un bun exemplu este publicitatea online prin care se
prezinta oferta.
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Hotelul Jolly Alon in perioada sarbatorilor de iarna a creat o ofertd ce tine de serviciile de
alimentatie si anume o cind de Craciun cu muzica vie la pian. Oferta respectiva este frumoasa vizual si
detaliile sunt clare pentru un oaspete, ea fiind si unica in felul sdu, deoarece in ajun de Craciun nici un
hotel nu venit cu ideea respectiva, dar totusi majoritatea hotelurilor au creeat careva oferte de sarbatori
orientandu-se dupa concurenti.

Bernardazzi Grand Hotel este un alt hotel de 4 stele care a hotarat sa isi bucure oaspetii prin o
ofertd avantajoasa, care include cazare si cind la un pret de 1600 mdl. Cu siguranta ca inainte de a creea
oferta sa luat in seama preferintele pietei dar si a fost analizata activitatea altor hotele in perioada ofertei
respective si au fost oferite oaspetilor hotelului mai multe avantaje in formd de reduceri si cadouri,
vouchere. De fi cel mai bun pe piatd este un obiectiv la mai multe intreprinderi, dar pentru il atinge este
nevoie de multd muncd, gindire strategica, analiza cererii turistice si cercetarea zilnicd a activitatii
concurentiilor pe retelele de socializare si a modificdrilor de pret pe sistemele de rezervare.

Prin concurentd, jocul cererii si al ofertei, piata se formeaza intr-un mecanism automat de reglare a
economiei, ce determind deciziile si comportamentul tuturor agentilor economici, garantand alocarea si
utilizarea eficienta a resurselor, distribuirea veniturilor si echilibrul economic pe termen lung. Analizand
ofertele concurentilor, hotelul isi stabileste preturile la serviciile prestate in asa mod ca atunci cand vor
aparea solicitari de grupuri pentru cazare, pentru desfasurarea unui eveniment in sdlile de conferinta a
hotelului sau participarea la tendere, atunci intreprinderea ia in seama preturile concurentilor mai ales a
celor care sunt apreciate pe piatd, astfel stabilind cele mai atractive preturi in asa mod ca sa obtina venit
dar si sa intereseze potentialul client.

Concluzii:

Industria ospitalitatii In Republica Moldova are succese remarcabile, sunt diverse hotele care se
remarca prin design frumos sau prin calitatea si diversitatea serviciilor. Fiecare din ele au planul sau de
afaceri care include strategii si tehnici care ar contribui la cresterea profitabilitatii a intreprinderii. Oferta
este cea care le deosebeste de concurenti, le face mai statornici pe piata turistica sau dimpotriva au
pierderi zilnice. La crearea ofertei, hotelurile analizeaza factorii de influentd, concurentii sai cat si
preferintele cererii turistice, cercetand piata Impreuna cu statisticile obtinute din anii trecuti de activitate
pentru a putea stabili metode de a obtine autoritate si Increderea clientilor. Hotelurile de 4 stele din
Republica Moldova utilizeaza mediul online pentru a-si promova activitatea dar si de a raspandi ofertele
sale pe plan national cét si international.

Crearea ofertelor contribuie la formarea imaginii hotelului prin promovarea pe internet cat si
strategiilor de marketing care sunt utilizate iar prin incheierea parteneriatelor cu software-uri si
sistemelor de rezervare online se reuseste ca activitatea hotelierd sa fie mereu in dinamica si zilnic
hotelul s primeasca rezervari si solicitari de expediere a ofertei de pret. Un hotel de 4 stele in tara
noastrd are perspective de dezvoltare dar si de a obtine reusite in domeniul ospitalititii datorita
serviciilor pe care le presteaza, dar ei trebuie sd tind cont de parerea clientilor, de acccea utilizarea
metodelor de cercetare precum chestionarul ar ajuta intreprinderea sd patrunda In mintea unui client si sa
ia decizii corecte. Crearea unei oferte hoteliere bazatd pe cercetare, competitivitate, reduceri, preferintele
oaspetelor, contribuie la formarea notorietatii hotelului pe piata turistica.
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The tourism industry offers great opportunities to
develop a sustainable economy through the growth of
rural tourism businesses, by exploiting the
hospitality, gastronomic and wine potential to create
jobs as well as economic and social well-being at
individual, local and national level.

In the spirit of sustainable development, the
Department of Economics, Marketing and Tourism
organized the first edition of the International
Scientific-Practical Symposium "Sustainable Tourism
Development: news and opportunities” at the MUZE
guesthouse, Tipova village, Rezina district, in the
context of the World Tourism Day and the 76th
anniversary of the founding of the Moldova State
University.

The event brought together foreign researchers from
Italy, Ukraine, Romania, Albania, Malta, Poland, as
well as representatives of national academia, tourism
experts, representatives of leisure and hospitality
investors, students, and others.

At the opening ceremony, Mrs. Maria Hamuraru,
Dean of the Faculty of Economic Sciences,
reaffirmed the importance of the tourism industry as

Industria Turismului oferd oportunitati deosebite
dezvoltarii unei economii sustenabile prin cresterea
afacerilor din turismul rural, prin valorificarea
potentialului ospitalier, gastronomic i vitivinicol in
vederea crearii locurilor de munca si a bunastarii
economice §i sociale la nivel individual, local si
national.

In spiritul dezvoltarii durabile, Departamentul
Economie, Marketing si Turism a organizat prima
editie a Simpozionului Stiintific-Practic International
., Dezvoltarea turismului sustenabil: actualitati si
oportunitati” in incinta pensiunii MUZE, s. Tipova, r-
nul Rezina, in contextul Zilei Mondiale a Turismului si
aniversarii a 76 ani de la fondarea Universitdtii de
Stat din Moldova.

Evenimentul a reunit cercetatori straini din Italia,
Ukraina, Romdania, Albania, Malta, Polonia, precum §i
reprezentanti ai mediului academic national, experti
din domeniul turismului, reprezentanti ai investitorilor
din domeniul agrementului si ospitalitatii, studenti etc.
Tn deschiderea evenimentului, Dna Maria Hamuraru,
Decanul Facultatii de Stiinte Economice, a reiterat
importanta industriei turismului ca un important
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an important tool for the enhancement of cultural,

anthropic and religious treasures, with the mission to

intensify and diversify the links between nations and
economies worldwide.

Francesco Favia, Rector of the International
Academic Research Centre, (Albania); Member of
the Steering Committee of the European Association
for Quality Tourism, (Brussels), welcomed the
openness of the Moldova State University towards
the development of a sustainable partnership for the
exchange of experience and the training of
professional skills of the young generation of
students of tourism studies. The agenda of the event
included the following plenary presentations:
Sustainable Tourism Development in the
Mediterranean Basin Countries, speaker: Mr
Roberto Galanti, Professor in Transport
Management and Logistics, Sancti Cyrilli University
(Malta). Regional tourism development strategies
based on the case study "KOZY Goat Town",
speaker: Ms Olga Kopylova, investor, co-founder
"KOZY House" (Ukraine).

The practical workshop of the symposium included
two themes:

Legends of Tipova - national intangible treasure,
speaker: Mrs Ludmila Iftodi, National Museum of
Ethnography and Natural History, Head of the
Tipova branch (R. Moldova).

The role of rock monasteries in the development of
religious tourism in the Republic of Moldova,
speaker: Father Octavian Mosin, Moldova State
University.

The results of the discussions and exchange of views
during the event are reflected in this collection of
scientific papers, published in electronic format.
The event was closed by Ms Veronica Bulat, Head of
the Department of Economics, Marketing and
Tourism, thanking all participants for the academic
discussion, openness and active involvement in
strengthening the scientific potential in the field of
sustainable tourism. We express our gratitude and
sincere thanks to our partners:

MUZE Guesthouse - for their exceptional hospitality;
UNICART Association (International Meeting of
Tourism Research Centres) for valuable
communications and exchange of experience;
National Association for Domestic and Inbound
Tourism of the Republic of Moldova (ANTRIM) - for
the unconditional support in training professional
skills and ensuring the connection with the
representatives of the tourism labour market;

mijloc de valorificare a tezaurului cultural, antropic,
religios, avand misiunea de a intensifica si diversifica
legaturile dintre popoare si economii la nivel mondial.
Cu un cuvant de salut a intervenit Dnul Francesco
Favia, Rector al Centrului International de Cercetare
Academica, (Albania); Membru al Comitetului
Directiv al Asociatiei Europene pentru Calitatea
Turismului, (Bruxelles), care a salutat deschiderea
Universitatii de Stat din Moldova spre dezvoltarea
unui parteneriat durabil Tn vederea schimbului de
experientd si formarii de competente profesionale
tinerei generatii de studenti ai programelor de studii
din domeniul turismului.

Agenda evenimentului a cuprins urmdtoarele
comunicari plenare:

Dezvoltarea turismului sustenabil in tarile bazinului
mediteranean, speaker: Dnul Roberto Galanti,
Profesor in domeniul Managementului si logisticii
transporturilor, Universitatea Sancti Cyrilli (Malta).
Strategii de dezvoltare a turismului regional in baza
studiului de caz ”Orasul caprelor KOZY”, speaker:
Dna Olga Kopylova, investitor, co-fondator ,, KOZY
House” (Ukraina).

Atelierul practic al simpozionului a cuprins doud
tematici:

Legendele Tipovei - tezaur imaterial national, speaker:
Dna Ludmila Iftodi, Muzeul National de Etnografie si
Istorie Naturala, Sefa filialei Tipova (R. Moldova).

Rolul manastirilor rupestre in dezvoltarea turismului
religios din Republica Moldova, speaker: parintele
Octavian Mosin, Universitatea de Stat din Moldova.
Rezultatele discutiilor si schimbului de opinii generate
in cadrul evenimentului le gasiti reflectate in aceasta
culegere de lucrari stiintifice, editata in format
electronic.

Evenimentul a fost incheiat de catre Dna Veronica
Bulat, Sef al Departamentului Economie, Marketing si
Turism, multumindu-le tuturor participantilor pentru
discutia academica desfasurata, pentru deschidere §i
implicare activa in consolidarea potentialului stiintific
din domeniul turismului sustenabil. Sentimente de
gratitudine si sincere multumiri adresam partenerilor:
Pensiunii MUZE - pentru ospitalitatea exceptionald,
Asociatiei UNICART (reuniune internationald a
centrelor de cercetare din domeniul turismului) pentru
comunicarile valoroase si schimbul de experienta;
Asociatiei Nationale pentru Turism Intern si Receptor
din Republica Moldova (ANTRIM) — pentru sprijinul
neconditionat in formarea de competente profesionale
Si asigurarii conexiunii cu reprezentantii pietei muncii
din domeniul turismului;
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Administration of the Moldova State University - for
active support in achieving all the educational and
scientific objectives that contribute to ensuring the
quality of studies, academic performance and
institutional image.

Educating the young generation in the spirit of
multicultural values and sustainable development
objectives is an important goal, respected within the
Faculty of Economic Sciences, in order to train
qualified specialists by developing green
entrepreneurial skills, characteristic of the tourism
sector.

Sincerely,
Organising Committee

Administratiei Universitatii de Stat din Moldova —
pentru sustinere activa in realizarea tuturor
obiectivelor didactice si stiintifice care contribuie la
asigurarea calitatii studiilor, performantei academice
si imaginii institutionale.

Educarea tinerei generatii in spiritul valorilor
multiculturale si a obiectivelor dezvoltarii durabile
reprezintd un obiectiv important, respectat in cadrul
Facultatii de Stiinte Economice, in vederea formarii de
specialisti calificati prin dezvoltarea abilitatilor
antreprenoriale verzi, caracteristice sectorului turistic.

Cu aleasd consideratie,
Comitetul de organizare
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