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Competitivitea produselor in mare masurda depinde de
exploatarea i oglindirea tehnologiilor ~moderne de
producere, de activitatea de cercetare stiintifica, care asigurd
calitatea i posibilitatea patrunderii pe piata externd.

Cuvinte cheie: Competitivitatea, industria vinicold,
piete de desfacere, produse autohtone.

Introducere. Problema competitivitatii produselor
autohtone pe pietele externe, in prezent, este una din cele
mai actuale pentru toti exportatorii de produse din
Republica Moldova si economia nationala in genere.

Continutul de baza. Analizand activitatea publicitara
a mai multor companii din lume, s-a observat ca
exportatorii de produse, in mijloacele si actiunile lor
publicitare, oglindesc foarte frecvent tehnologiile lor
moderne de producere si activitatea de cercetare stiintifica,
care asigurd calitatea si competitivitatea produselor pe
pietele externe. Anume acesti factori sunt exploatati pentru
crearea pozitiei produselor pe piatd, imaginii §i ratingului
producétorului, fidelizarii si mentinerii clientilor, etc.

Se stie ca clientii din alte tari, atunci cand doresc sa
stabileasca relatii de afaceri cu intreprinderile din
Republica Moldova, mai intdi studiazd minutios procesul
si tehnologia de producere, activitatea stiintifica in
domeniul dat, productivitatea muncii, costurile de
producere, traditiile de producere, succesele obtinute in
ultima perioadad, pozitia produselor pe piata interna si alti
factori, care asigurd competitivitatea produselor pe piata,
si numai dupd aceea iau decizia corespunzitoare de a
colabora sau nu cu intreprinderea data.

Avand in vedere importanta acestor factori in crearea

"""" produselor pe piatd si in crearea
(cucerirea), dezvoltarea si dominarea pietelor externe de
desfacere, in genere, ar trebui si producdtorii de produse
autohtoni sa oglindeasca cat mai frecvent prioritatile lor de
producere in actiunile lor publicitare si de promovare.

Cu alte cuvinte, ca sd avem piete de desfacere in tarile
Uniunii Europene s§i nu numai, companiile/firmele
autohtone trebuie, in actiunile lor publicitare si de
promovare, sd oglindeasca nu numai calitatea, gama, si
utilitatea produselor, dar si tehnologia moderna si traditiile
de producere, cercetarile efectuate in asigurarea calitatii
ofertelor, cultura corporativa si altele. Este important ca
producatorii autohtoni sa reflecte in mijloacele lor de
promovare, in primul rand, acei factori, care creeaza
imaginea, ratingul si pozitia produselor pe pietele interne
si externe si mai ales atunci cand se doreste crearea niselor
proprii de piatd, sau cucerirea unor teritorii de piatd in alte
tari.

Un alt factor evident, care reflectd competitivitatea
produselor autohtone pe pietele externe — este activitatea
de marketing international a intreprinderii producatoare,
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Introduction. The problem of the domestic products
competitiveness on foreign markets nowadays is one of the
most actual problems for all exporters of products from the
Republic of Moldova and for the national economy as a
whole.

The basical content. Analyzing advertising business
of several companies in the world, it was observed that
exporters of products, in their means and ways of
advertising, reflect very often their modern production
technologies and scientific research, which ensures the
quality and competitiveness of products on foreign
markets. Namely these factors are exploited for the
creation of the products' position on the market, the image
and rating of the manufacturer, maintaining and keeping
loyal their clients, etc.

It is known that customers from other countries, when
they want to establish business relations with enterprises
from the Republic of Moldova, they firstly thoroughly
study the process and production technology, scientific
activity in the given field, labor productivity, costs of
production, industrial traditions, the success obtained in
the last period, the position of the products on the internal
market and other factors, which ensure the
competitiveness of the products on the market, and only
afterwards they take the appropriate decision to
collaborate or not with the given enterprise.

Taking into consideration the importance of these
factors in the creation of products' competitiveness on the
market and in creation (conquering), development and
dominance of foreign market sales, in general, should
domestic products' manufacturers more often reflect their
priorities for the actions in promotion and advertising.

In other words, to have markets in the European Union
countries and not only, companies/domestic firms should
reflect in their actions of promotion and advertising not
only the quality, range, and utility of the products, but also
modern technology and manufacturing traditions, research
in quality assurance, corporate culture and other things. It
is important for domestic producers to reflect in their
means of promotion, in the first place, those factors, which
create the image, rating and position of products on
domestic and foreign markets and especially when it is
wanted to create own market niches, or to conquer other
countries' market territories.

Another  obvious  factor the

that  reflects
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care oglindeste complexul de activititi orientat spre
perfectionarea culturii de consumare, fidelizarea si
mentinerea clientilor, motivarea si dezvoltarea pietei de
desfacere si, nu in ultimul rand, spre crearea imaginii $i
ratingului de piatd ale producatorului si ale exportatorului.
Acesti factori confirma ce reprezintd producatorul si care
este competitivitatea produselor acestuia pe pietele interne
si externe.

Nu poate fi competitiva Intreprinderea, care nu
intreprinde nimic pentru a-si dezvolta afacerea, pentru a
domina piata de desfacere, pentru a satisface dorintele si
preferintele consumatorilor si a partenerilor de afaceri. De
asemenea, nu pot fi competitive produsele intreprinderii,
care isi orienteaza activitatea de marketing In directia
cautdrii si gasirii clientilor pentru realizarea unor
tranzactii, dar nu face nimic pentru a-si crea (construi),
cuceri, dezvolta si domina propria piatd de desfacere.
Profesorul german, Paul G. Hoffman, intr-o publicatie
stiintificd de marketing, afirmd cu fermitate , Sa
imbogatesti tara prin construirea de fabrici si producerea
unor produse este o iluzie. Nu asa se face. O imbogatesti
construind piete” [1].

Tn ultimii doi ani Republica Moldova a fost inclusa in
statisticile World Economic Forum [5] (Forumul
Economic Mondial) privind competitivitatea diferitelor
economii nationale. Astfel, pentru perioada 2010-2011,
din cele 139 economii nationale incluse in statistici,
Republica Moldova a ocupat locul 94 in clasamentul
Indexului Global al Competitivitatii cu un punctaj de 3,9
puncte din maxim 7 posibile [1]. Perioada 2011-2012 nu a
fost marcatd de schimbari relevante in domeniul

a fost 93 din 142 state analizate [1].

Aceasta pozitionare mediocrd a Republicii Moldova in
mod direct legata si de competitivitatea productiei vinicole
moldovenesti in lume. O buna parte dintre indicatorii care
aplicabili si industriei vinicole, exemple edificatoare in
acest sens fiind legate de aproape toti cei 12 piloni pe care
specialistii de la Forumul Economic Mondial: institutiile,
infrastructura, mediul macroeconomic, sanatatea si
educatia primara, invatamantul superior si de specializare,
eficienta pietii de marfuri, productivitatea atestata pe piata
muncii, dezvoltarea pietii financiare, dezvoltarea
tehnologica, dimensiunile pietii, gradul de sofisticare al
afacerilor, si inovatiile.

Astfel, am identificat cativa parametri afectati de
carente grave, si datoritd carora are de suferit in modul cel
mai  direct competitivitatea  produselor  vinicole
moldovenesti. Printre acestia pot fi mentionati: calitatea
deplorabild a drumurilor (Republica Moldova ocupa
ultimul loc din cele 142 state din clasament), infrastructura
portuara (locul 125), asigurarea dreptulurilor proprietarilor
(locul 117), calitatea scolilor de management (locul 124),
intensitatea competitiei locale (locul 104), exodul de

competitiveness of domestic products on foreign markets
is the international marketing activities of the producing
company, which reflect the complex of activities geared
towards improving consumer culture, retaining and
maintaining clients, motivating and developing market
outlets and, not least, towards creating the image and
market rating of the manufacturer and exporter. These
factors confirm what the manufacturer is and what the
competitiveness of his products on the domestic and
foreign markets is.

An enterprise cannot be competitive if it does not
undertake anything to develop business, to dominate the
market, to meet the wishes and preferences of consumers
and business partners. Enterprise's products cannot be
competitive as well, if they are focused marketing activity
in the direction of seeking and finding clients for carrying
out new transactions, but do nothing to create (build),
conquer, develop and dominate their own market. A
German professor, Paul G. Hoffman, in a marketing
scientific publication, firmly asserts: “To enrich country
by building factories and manufacturing some products is
an illusion. It should not be done in this way. It is enriched
only by making up markets” [1].

In the past two years the Republic of Moldova was
included in the statistics of the World Economic Forum
[5]concerning the competitiveness of the various national
economies. Thus, for the period of 2010-2011, out of 139
economies included in the statistics, Moldova was ranked
94 in the rankings of the Global Competitiveness Index
with a score of 3.9 points out of 7 maximum possible [1].
The period of 2011-2012 was marked by the relevant
changes in the competitiveness of our country, keeping
the score level of 3.9 points, and the place occupied
by the Republic of Moldova in the competitiveness
rankings of world economies was 93 of 142 analyzed
countries [1].

This moderate positioning of Moldova in the Global
Competitiveness Index rankings is directly linked to the
competitiveness of Moldovan wine in the world as well. A
good part of the indicators that summarize the overall
Competitiveness Index are also applicable to wine
industry, the object lessons in this respect being linked to
almost all those 12 pillars on which specialists at the
World Economic Forum have placed the basis of the
economic competitiveness. These include: institutions,
infrastructure, macroeconomic environment, health and
primary education, higher education and training, the
efficiency of goods market, the productivity attested on the
labour  market, financial ~market development,
technological development, market size, the degree
business running, and innovation.

Thus, we have identified a few parameters affected by
serious deficiencies and because of them the
competitiveness of Moldovan wine products has suffered
most directly. Among these may be mentioned: the
deplorable quality of roads (the Republic of Moldova
occupies the last place of the 142 countries in the
ranking), port infrastructure (125), owners' rights
insurance (117), the quality of management schools (124),
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creieri (locul 134), accesul la servicii financiare si
imprumuturi bancare (locul 122 si respectiv 127),
dimensiunile pietii interne si externe (locul 123 si
respectiv 120), dezvoltarea clusterelor (locul 132), etc. Nu
am identificat parametri esentiali legati de competitivitate
si care sa influenteze decisiv sectorul vinicol, la care
Republica Moldova sa ocupe un loc in topul celor mai
competitive 30 de state.

Problemele grave legate de gradul de dezvoltare al
infrastructurii ~ afecteaza  rentabilitatea si  viteza
schimburilor comerciale externe, iar accesul dificil la
resurse financiare mentine sectorul vinicol autohton intr-0
crizd perpetud, potentialul de producere, promovare si
export al vinurilor moldovenesti fiind subminat. in ceea ce
priveste legitura dintre sectorul vinicol si dezvoltarea
clusterelor in ramura, am putea sa ne referim la modelul de
succes viticol californian, care a presupus dezvoltarea unui
cluster vinicol foarte puternic la nivel local si prin
intermediul caruia au fost maximizate avantajele
competitive ale Californiei.

Nu incape nicio indoiald cd anume vinul reprezintd
bunul nostru de export cel mai competitiv dintre toate,
statisticile si rapoartele expertilor in domeniu confirmand
acest fapt.
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the intensity of local competition (104), brain drain (134),
access to financial services and bank loans (122 and 127),
the dimensions of the internal and external market
(place 123 and 120 respectively), the development of
clusters (132), etc. The essential parameters, related to
competitiveness and those that decisively influence the
wine sector, where the Republic of Moldova occupied the
place in the top 30 most competitive countries, were not
identified.

Serious problems related to the degree of development
of the infrastructure affect the earning capacity and speed
of external trade, and difficult access to financial resources
keeps domestic wine sector in a perpetual crisis, the
potential for the production, promotion and export of
Moldovan wines being undermined. As regards the link
between the wine sector and the development of clusters in
the branch, we might refer to the successful
model of Californian wine, which involved the
development of wine cluster that is very strong locally and
by means of which California's competitive advantages
were maximized.

There can be no doubt that wine represents our most
competitive goods export of all, the statistics and domain
experts' reports confirm this fact.

Tabelul 1/Table 1

Pozitii cu cel mai inalt avantaj comparativ relevat in exporturile moldovenesti/
Positions with the highest comparative advantage revealed in Moldovan exports

2000

2009

Bauturi/
Beverage foods

Bauturi/
Beverage foods

Tutun si produse din acestea/
Tobacco and tobacco goods

Fructe si legume/
Fruits and vegetables

Ulei din seminte si fructe oleaginoase/
Qil seeds and oil-bearing fruits

Ulei din seminte si fructe oleaginoase/
Qil seeds and oil-bearing fruits

Piei si blanuri, neprelucrate/
Raw skins and furs

Zahar, produse din zahar, miere/
Sugar, sugar products, honey

Uleiuri si grasimi animale/
Animal oils and fats

Uleiuri si grasimi vegetale stabile/
Stable vegetable oils and fats

Sursa/Source: Analiza competitivititii nationale prin prisma indicatorilor de performanti a exporturilor, Academia
de Stiinte a Moldovei, Institutul de Economie, Finante si Statisticd, Chigindu, 2011, p. 47.

Insa, in acelasi timp, vinurile noastre concureazi pe
diversele piete internationale cu productia altor state, si
competitivitatea productiei vinicole moldovenesti devine
in acest cadru un element la care este inca mult de lucrat.
Potrivit expertilor Rabobank International,
competitivitatea produselor vinicole ale unei tari poate fi
cuantificata pornind de la cativa indicatori esentiali ce tin
practic exclusiv de factorii de productie interni ai tarii
respective. Retelele de distributie i marketingul reprezinta
practic pasul final in asigurarea competitivitatii, totul
pornind de la elemente esentiale de ordin intern ca:
asigurarea unei inalte calitati a productiei, crearea unei
infrastructuri moderne, utilizarea rationald $i cu maxim
randament a potentialului resurselor umane si naturale, etc.
In aceasti ordine de idei, comeptitivitatea produselor

But at the same time, our wines compete on different
international markets with other countries' production and
competitiveness of Moldovan wine production becomes in
this framework an element which is still a lot of work to
do on. According to experts at Rabobank International, the
competitiveness of any country's wine products can be
guantified owing to a few essential indicators related
almost exclusively to domestic production factors of the
concerned country. The distribution and marketing
networks practically represent the final step in ensuring
competitiveness, everything from essential elements of
internal order as follows: ensuring a high quality of
production, the creation of a modern infrastructure,
rational use and maximum efficient potential of human
and natural resources, etc. In this order of ideas,
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vinicole moldovenesti ar arata in comparatic cu cea a
principalelor state producitoare de vinuri aproximativ ca
in modelul tabelar prezentat mai jos.

.....

competitiveness of Moldovan wine products would look
approximately, compared to that of the main wine-
i producing countries, as tabular model shown below.

Tabelul 2/Table 2

Comparing wine products’ competitiveness of the main producers

2 E g 3 g
) @ 5 5} f= © = [Cl o]
=l | E| B8] E| 8| «| 8| «| | 2| B8] %S
e . s S Q g o n - N S = s G >
Factorii de Productie/ = =] 81 2] 35| 9f 2 < | &) 9| 8¢ =
- ~ - ~ m
Factors of production £ = =| S| B @ % £ 3, £ = | YWY | Seo
= = < s =g o 7] b= 4 [ 5 S3| =5
= - £ (% 2 o S b S e Z 335
= = c o S 4] z. Qg
5} o fus L o
0] a < < o
Geografia/Geography + |+ |+ |+ . . + . . . . . +
Clima/Climate ++ | + - + + + + + |+ |+ |+ ++ ++
Resursele naturale (solul)/ + + + + + + R R A + -
Natural resources (land)
Munca/Labour . . . . . . . + + . + . +
Capitalul/Capital |+ | |+ . e | | - + |+t | e + -
Infrastructura/Infrastructure + + + . . . + - + + . . -
Infrastl_'uctura cunoasterii/ + + + + . . —+ . + + + + +
Educational Infrastructure
Piata interni/Internal Market ++ |+ - + - i B . + + + .
R_etel_ele Qe distributie/ P R I . . ) R I + +
Distribution Networks
Guvernul/Government = = = + = = + . - + + + +
Varlabll_ele eco_nomlce/ + . + + . + + i R T I + i
Economic Variables

Sursa/Source: Elaborat de autor conform datelor Rabobank International./Made up by the author in accordance

with the data from Rabobank International.
Legenddi/l_egend:

- avantaj moderat (sau chiar dezavantaj)/moderate advantage (or disadvantage);

+ avantaj notabil/notable advantage;
++ avantaj remarcabil/remarkable advantage;

* avantaj lipsa sau mediocru/mediocre or missing advantage;

= echilibru dintre avantaje si dezavantaje/the balance of advantages and disadvantages.

O altd modalitate (de ordin relativ) de evaluare a
gradului de competitivitate a productiei vinicole
moldovenesti, o reprezintd analiza outputurilor industriei
vinicole moldovenesti si gradul de diversificare al
acestora, cunoscand tendintele de consum ale diferitelor
sortimente vinicole din CSI si din UE, dar si compariand
volumul fizic al productiei vinicole ale celor mai puternice
state si regiuni vitivinicole din lume.

Conform cercetdrilor expertilor de la Institutul de
Strategii si Competitivitate condus de catre Michael
Porter, Tn economia contemporand competitivitatea
oricdrei ramuri este determinata de patru elemente:

1)Dotarea cu resurse;

2)Parametrii cererii;

3) Strategia concurentiala a firmelor din ramura respectiva;

4)Ramurile conexe.

Ultimul element implica capacitatea ramurii de a forma
clustere, acestea fiind definite drept ,,grupuri de firme si

institutii conexe, mai mult sau mai putin concentrate

Another way (a relative one) for assessing the degree
of competitiveness of the Moldovan wine production, is
the analysis of Moldovan wine industry outputs and the
degree of their diversification, by knowing the trends of
consumption of different wine sorts from CIS and EU, and
also by comparing the volume of wine production of the
more powerful countries and wine-growing regions in the
world.

According to the research of experts at the Institute for
Strategy and Competitiveness led by Michael Porter,
competitiveness of any branch in contemporary economy
is determined by four components:

1) Supply of resources;

2)Demand characteristics;

3) Competitive strategy of firms of the given branch;

4)Related branches.

The last item involves branch ability of forming up
clusters, which are defined as “groups of related
companies and institutions, more or less geographically
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geografic si care sunt legate intre ele prin anumite trasaturi
comune si complementare” [3]. Tn acest sens, economista
Elena Benea-Popusoi mentioneaza ca agricultura RM
constituie o verigd fundamentald a clusterelor din industria
alimentard, si drept exemplu se refera la clusterul vinicol
care 1n opinia dumneaei include la etapa actuala:
Viticultura;

Industria vinicola propriu-zisa;

Industria zaharului,

Industria sticlelor;

Industria etichetelor;

Elaborarea si protejarea mércilor comerciale vinicole;

e Turismul ecologic s.a. [4].

Nu putem fi atat de optimisti incat sa fim de acord cu
existenta unui cluster bine inchegat deja Tn sectorul viti-
vinicol, acest cluster fiind in opinia noastra inca in proces
de dezvoltare si avand imense resurse de crestere a

Concluzii. Competitivitatea  productiei  vinicole
autohtone este intr-o bund masura conditionatd de catre
potentialul exportului vinicol pe diversele piete ale lumii,
acest potential depinzand de o serie intreaga de factori, ca:
modelul de consum, modelul de comert, legaturile din alte
domenii pe care le are comertul extern moldovenesc cu
respectivele piete, gradul de deschidere la importuri al
pietelor respective etc.
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concentrated and which are linked together by certain
common and complementary traits” [3]. In this regard, the
economist Elena Benea-Popusoi mentions that the
Agriculture of the Republic of Moldova constitutes a
fundamental link to the food industry clusters, and as an
example refers to the wine cluster, which in her opinion,
includes at the current stage the following:

e Viticulture;

Wine industry itself;

e Sugar industry;

¢ Bottle Industry;

¢ Industry of labels;

Wine developing and protecting trademarks;

e Eco-Tourism, and other things [4].

We cannot be so optimistic as to agree with the
existence of a cluster that has already been well rooted in
wine industry; this cluster is, in our opinion, still in the
process of development and has huge resources to increase
the competitiveness of Moldovan wine products.

Conclusions. Domestic wine competitiveness is in
good measure conditioned by the potential of wine export
on various markets of the world; this potential depends on
a whole series of factors as: consumption pattern, the
pattern of trade, links from other domains of the Moldovan
foreign trade with these markets, the degree of openness to
imports of those markets, etc.
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