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

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

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

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

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

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

Centru — mun. Chisiniu, s. Panasesti

Nord — mun. Bilti, or. Briceni

Est — mun.Tiraspol. a.t.u. Pervomaisc

Sud - or. Cahul, s. Congaz

Vest — or. Ungheni, s. Bilanesti

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

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

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

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

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

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

So, the following locations were chosen:

Center — Chisinau mun., Panasesti village

North — Balti mun., Briceni town

East — Tiraspol mun., Pervomaisc

township

South — Cahul town, Congaz village

West — Ungheni town, Balanesti village

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

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

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

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

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

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

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

In total — 3553 people.

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

IV. Concluzii

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

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

IV. Conclusions

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

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

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

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

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

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

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

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

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

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