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Autorul

In decursul timpului, marcile comer-
ciale (brandul) au ajuns sa fie asociate cu
posibilitatea obtinerii unui anumit prestigiu, la
inceput doar in cazul produsului promovat, iar
apoi chiar si pentru tarile de destinatie turis-
tica din spatele brandului. Astazi, brandurile
turistice joacd un rol foarte important, fiind
asociate, ca simboluri influente, pentru diverse
destinatii turistice.

Capacitatea brandurilor de a transmite
rapid mesaje complexe, cu un puternic impact
emotional, dar si abilitatea de a atrage atentia
mass-mediei, le transforma in unelte ideale
pentru promovare si atragerea turistilor.

Prin acest articol, autorul argumen-
teaza necesitatea existentei brandului de tara
pentru o destinatie turisticd, caracterizeazd
beneficiile specifice lui, descrie functiile, ele-
mentele, structura si componentele acestuia.
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Over the years, trademarks (brand) have
begun to be associated with the possibility of
gaining a certain prestige. If at the beginning
they were related only to the promoted product,
then, over time, they became an identifier even
for the brand-related tourism destination coun-
tries. Today, tourism brands have a very impor-
tant role, being associated as influential
symbols for various tourism destinations.

The ability of brands to make fast-for-
ward transmissions of multilateral messages
that have a strong emotional impact, as well as
the ability to place in the media’s view, modifies
and transforms them into trademarks that are
perfect for promoting and attracting tourists.
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describes the functions, elements, structure
and its components.
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Introducere

Practica crearii unor marci sau insemne
proprii dateaza de la egiptenii antici, despre
care se stie ca aveau obiceiul de a-si insemna
vitele incd din anul 2700 1.Hr.
etichetare era folosita pentru a diferentia vitele
unei persoane de cele ale alteia, prin interme-
diul unui simbol distinctiv, imprimat pe pielea
animalului cu un fier incins.

Tn decursul timpului, practica de a in-
semna obiectele cu o marcd s-a extins catre o
gama largd de ambalaje si bunuri oferite spre
vanzare, nefiind trecute cu vederea produsele
si serviciile turistice.

in prezent, intelesul termenului a fost
extins pentru a desemna personalitatea strate-
gicd a unui produs, a unei companii sau al unei

Aceasta

tari. Astfel, marca comerciala sau brandul se
referd la valorile si promisiunile pe care un
consumator le percepe la un produs/o compa-
nie, o destinatie turisticd si care i1 pot influenta
decizia de cumparare.

Vorbind despre importanta brandului
turistic national, este important si constien-
tizam ca orice natiune are un brand si ca acesta
este definit de oameni, de temperamentul lor,
de educatia, de aspectul si de eforturile aces-
tora, factori ce determind complexitatea lui.

Evolutia valorilor unei natiuni este difi-
cil de realizat, deoarece aceasta Inseamna:
educatie, statut social, standard de viata, iar
schimbarea modului in care sunt si se com-
portda oamenii dureaza generatii intregi.

Programele de branding de natiune au ca
scop sa faca valorile tarii mai bine cunoscute,
sa reducd efectele diverselor situatii cauzate de
indivizi, ce afecteaza negativ imaginea tarii, sa
promoveze turismul sau sd atraga investitori.

Astfel, identitatea produselor si servi-
ciilor turistice, promovate de catre o destinatie
turistica, trebuie inzestrate cu puterea unui
brand, pentru a avea succes in recunoasterea
lor. Tn aceste conditii, pentru a-i oferi produ-

Introduction

Ancient Egyptians were the ones who
initiated and developed the practice of creating
own marks and signs. They used to sign cattle
starting from the year 2700 BC. This custom,
which was materialized by using a distinctive
symbol that was transposed on the skin of ani-
mals by means of hot iron, was used to diffe-
rentiate the cattle belonging to a certain person.

Over the years, this habit, of marking
certain items with a mark, has been translated
into packaging and goods for sale, while tou-
rism products and services have also expe-
rienced this fact.

At present, the meaning of the term has
been broadened to designate the strategic
personality of a product, company, or country.
Thus, the trademark or brand refers to a set of
promises and values that are perceived by the
consumer from a product, company, tourism
destination and can have an effect on the
purchasing decision.

Speaking about the importance of the
national tourism brand, it is important to rea-
lize that every nation has a brand and that it is
defined by people, their temper, their educa-
tion, their appearance and their efforts, factors
that determine its complexity.

It should be noted that it is complicated
to achieve the evolution of the values of a
nation, because it means: education, social
status, standard of living, while changing the
way to be and the behaviour of people lasts for
generations.

National branding programs aim to make
the country’s values better known, to reduce the
effects of various situations caused by indivi-
duals that negatively affect the image of the
country, to promote tourism or attract investors.

Thus, the identity of tourism products
and services, promoted by a tourism destina-
tion, must be endowed with the strength of a
brand to be successful in recognizing them.
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sului pe deplin un brand, este necesar sa se
arate consumatorilor ,,ce este acesta” — s i se
dea un nume si alte caracteristici de identi-
ficare, totodata, explicandu-se avantajele pro-
dusului turistic si motivul pentru care ar trebui
sd-1 intereseze pe turisti.

Actualitatea temei

De ani de zile, Republica Moldova do-
reste sd se afirme pe plan international si sa
inceapa sa fie prezentd pe harta turismului
international. Acest lucru se constituie Intr-0
adevaratd provocare pentru managementul
destinatiei turistice.

Strainii nu par sa cunoasca lucruri edifi-
catoare despre Republica Moldova si tind sa
faca asocieri superficiale. In aceste conditii,
strdinilor trebuie sd 1i se furnizeze informatii
clare si concise despre tara, cu privire la ceea
ce reprezintd Republica Moldova, caracteris-
ticile oamenilor care traiesc aici, valorile cultu-
rale ale acestora, modul de viata. Prin aceasta,
se realizeaza notorietatea imaginii tarii si se
amelioreaza perceptiile publicului vizat.

Conceptul brandului turistic de tard nece-
sitd sd fie creat In asa mod, incat sa faciliteze
identificarea si diferentierea produselor turis-
tice din Republica Moldova, fatd de alte tari,
dar si pentru a le permite intreprinderilor
turistice autohtone sa vanda produsele lor sub
acest brand.

n prezent, brandul turistic al Republicii
Moldova joacd un rol foarte important, fiind
asociat ca simbol influent in atragerea turis-
tilor de pe mapamond.

Metode aplicate

La elaborarea prezentului articol, autorul
a utilizat 3 metode de cercetare, dupa cum
urmeaza:

Cercetarea fundamentald a permis Stu-
dierea tendintelor actuale in materie de bran-
ding la nivel international si national, fiind
reflectate posibilele schimbarii, care pot fi
obtinute in urma utilizarii brandului turistic de
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Under these circumstances, in order to offer
the product a full brand, it is necessary to
show consumers what “it is” — to give it a
name and other identifying features, while ex-
plaining the benefits of the tourism product
and the reason for which it should make
tourists be interested in it.

Topicality of the subject

For many years now, the Republic of
Moldova wishes to assert itself internationally
in order to be present on the international
tourism map. This represents a real challenge
for the tourism destination management.

Foreigners do not seem to know the edi-
fying things about the Republic of Moldova,
so they tend to make superficial associations.
Under these circumstances, it is necessary to
provide foreigners with clear and concise
information about the country, about what the
Republic of Moldova is, characteristics of
people who live here, their cultural values, the
way of life. By this, the image of the country
is well known and perceptions of the target
audience are improved.

The concept of the country’s tourism
brand needs to be created in such a way as to
facilitate the identification and differentiation of
tourism products from the Republic of Moldova
in comparison to other countries. At the same
time, this will allow domestic tourism compa-
nies to sell their products under this brand.

At present, the tourist brand of the Re-
public of Moldova plays a very important role,
being associated as an influential symbol in
attracting tourists from all over the world.

Applied methods

While writing this article, the author has
used 3 research methods as follows:

Fundamental research has allowed the
study of current branding trends at interna-
tional and national levels, thus being reflected
the possible changes that can be achieved as a
result of the use of the country’s tourism
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tard. In cercetarea fundamentala, au fost inca-
drate investigatiile sub forma de studii teore-
tice, care au dus la formularea unor concluzii
practice stiintific argumentate.

Cercetarea pentru dezvoltare a avut ca
scop identificarea acelor solutii, care pot fi
utilizate Tn contextul utilizarii brandului turis-
tic de tara. Pentru a gasi raspunsuri la spectrul
de probleme, pe care le intruneste brandingul,
in cercetare s-a folosit, literatura de specia-
litate si de interes general, precum si un variat
instrumentar de cercetare stiintifica, analize
comparative, care evidentiazd complexitatea
brandului ca generator de beneficii in atrage-
rea turistilor strdini.

Cercetarea aplicativa a avut ca sarcina
selectarea informatiei necesare pentru directio-
narea activitatii practice, In vederea cresterii
muncii metodice. Informatia selectatd asigura
suportul practic In cunoasterea mecanismului
de utilizare a brandului turistic de tara.

Rezultate si discutii

Brandul, cunoscut si sub denumirea
de marca de produs, este un nume, termen,
model, sau simbol, care diferentiaza, in per-
ceptia consumatorului, un produs sau un ser-
viciu concurent de altele, situate pe piatd.
Brandurile sunt folosite in domeniul afaceri-
lor, marketingului si publicitatii.

Asociatia Americana de Marketing defi-
neste ,,brandul” ca: nume, termen, simbol,
imagine sau combinatia acestora destinate sa
identifice bunurile sau serviciile unei societati
comerciale sau ale unui grup de societati prin
diferentierea acestora de produsele sau servi-
ciile concurentilor. Aceste diferente pot fi
functionale, rationale si tangibile si sunt legate
de calitatea operationala a brandului [8].

Strategiile folosite pentru a crea si pro-
mova 0 marca comerciala (reunite sub numele
de ,,branding”, in limba engleza) reprezinta un
set de metode de marketing si de comunicare
ce ajutd la diferentierea unei companii sau a

El—

brand. Fundamental research included investi-
gations under theoretical studies, which led to
the formulation of some scientifically substan-
tiated applied conclusions.

Research for development aimed at
identifying those solutions that can be used in
the context of using the country’s tourism
brand. Specialized and general interest litera-
ture, as well as a variety of scientific research
tools, comparative analysis, that highlights the
complexity of the brand as a generator of
benefits in attracting foreign tourists, has been
used in research in order to find answers to the
spectrum of issues that branding has met.

Applied research was tasked with selec-
ting the information needed to direct the
practical work, in order to increase methodical
work. The selected information provides prac-
tical support in knowing the mechanism of
using the country's tourism brand.

Results and discussions

The brand, which is also given the
name of the product brand, is a name, term,
model, or symbol, which contributes to the
consumer’s differentiation of a competitor’s
product or service from others, located on the
market. Brands are widely used in business,
marketing and advertising.

The American Marketing Association
defines “brand” as: a name, term, symbol,
image or combination thereof intended to
identify the goods or services of a company or
group of companies by distinguishing them
from the products or services of competitors.
These differences can be functional, rational
and tangible and are related to the brand's
operational quality [8].

In order to create and promote a trade-
mark, several strategies (reunited under the
term branding) are used, which consist of a
variety of marketing, promotion and commu-
nication methods that create distinctions bet-
ween certain companies or products vs. com-
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unor produse fata de competitori, avand drept
scop crearea unei impresii durabile Th mintea
consumatorului.

Un management eficient al brandingului
presupune cd produsele si serviciile turistice,
oferite de o anumita destinatie turistica, sunt
cunoscute pentru publicul-tinta brandului [1].
Astfel, destinatiile turistice nu ar trebui sa fie
vazute doar pentru faptul ca au iesire la mare
si au munti pe teritoriul lor, ci datorita carac-
teristicilor ospitaliere a unei tari, insotite de
cultura, traditii, siguranta si autenticitate a pro-
duselor turistice care sunt importante pentru
consumator.

Brandul, de asemenea, poate fi un atribut
de baza al politicii de promovare a unei
destinatii turistice, folosit pentru a individualiza
si identifica produsele si serviciile turistice, fata
de cele identice sau similare ale altor tari.

In viziunea Asociatiei Americane de Mar-
keting, notiunea de brand defineste urma-
toarele aspecte: [8].

e brand — nume, un termen, un simbol,
un design sau o combinatie a aces-
tora, in scopul identificarii bunurilor
si serviciilor unui vanzator sau ale
unui grup de vanzatori si al diferen-
tierii lor de bunurile si serviciile
concurentilor;

e numele de brand — elementele care
fac posibila pronuntarea efectiva,
altfel spus componenta fonetica a
brandului;

e logotipul — desenul, simbolul sau
semnul grafic ce permite localizarea
sau identificarea vizuala a brandului;

e brand inregistrat — marca protejata,
din punct de vedere legal, care poate
fi utilizata in exclusivitate.

Numele brandului poate fi reprezentat in
scris sau oral, care identifica un produs, un
serviciu sau o tarda de destinatie turistica,
diferentiind-o de alte tari turistice.
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peting companies or products that intend to
form a lasting product or company impress-
sions to the consumer.

Efficient branding management implies
that tourism products and services, offered by
a particular tourism destination, are known to
the target audience [1]. Thus, tourism desti-
nations should not be viewed solely by the fact
that there is access to sea and mountains on
their territory, but the hospitality characteris-
tics of a country, accompanied by the culture,
traditions, safety and authenticity of the tou-
rism products, important for the consumer.

The brand can also be a basic attribute
of a tourism destination promotion policy used
to individualize and identify tourism products
and services, in regard to identical or similar
ones in other countries.

In the view of the American Marketing
Association, the notion of brand defines the
following aspects: [8].

e brand — name, term, symbol, design
or combination of them, in order to
identify the goods and services of a
seller or group of sellers and diffe-
rentiate them from competitors’ goods
and services;

e Dbrand name — the elements that make
it possible to pronounce effectively, i.e.
the phonetic component of the brand,

e logo — drawing, symbol or graphic
sign that allows location or visual
identification of the brand;

o registered trademark — the legally-
protected trademark that can be used
exclusively.

The name of the brand can be represen-
ted both in writing and orally; it tends to
identify a product, service or country of tou-
rism destination, differentiating it from other
tourism countries.

Also, the identity of the tourism brand
meets several individual components, such as:
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De asemenea, identitatea brandului tu-
ristic intruneste un set de componente indivi-
duale, cum ar fi un design, un set de imagini,
un slogan, o viziune etc., care deosebeste acest
brand de altele. Pentru a crea o impresie
puternica a propriei identitati de brand, o tara
de destinatie turisticd trebuie sd cunoascd in
profunzime piata vizata, concurentii si mediul
de afaceri.

Un nume de brand poate include cu-
vinte, fraze, semne, simboluri, desene sau
orice combinatie a acestor elemente. Pentru
consumatori, un nume de brand este un ele-
ment care ajutd memoria in a-si aminti de pro-
dusele turistice preferate.

Conform legislatiei Republicii Moldova
(in temeiul Legii nr. 38 din 29.02.2008 ,,Pri-
vind protectia marcilor”, publicata in Moni-
torul Oficial nr. 99-101), ,,marca reprezinta
orice semn (vizual, sonor, olfactiv, tactil), care
serveste la individualizarea si deosebirea
produselor si/sau serviciilor unei persoane
fizice sau juridice de cele ale altor persoane
fizice sau juridice™ [3].

Tn Republica Moldova, titularul de drept
al brandului turistic de tara este Agentia de
Investitii, organ al administratiei publice cen-
trale de specialitate in domeniul turismului,
care transmite, Th mod gratuit, Tn baza con-
tractului de licenta, dreptul de utilizare a bran-
dului — actorilor pietei turistice.

In opinia noastra, componentele-cheie,
care formeaza instrumentarul unui brand, tre-
buie sa includa: identitatea brandului, valoarea
de imagine a brandului, personalitatea bran-
dului, notorietatea brandului, comunicarea
acestuia (prin intermediul logourilor sau al
marcilor inregistrate), recunoasterea brandului,
loialitatea fatda de brand si diferitele strategii
de promovare si administrare a brandului

(tabelul 1).

design, the set of images, slogan, vision, etc.,
which allows distinguishing this brand from
others. In order to create a strong sense of
brand identity, a country of tourism destina-
tion needs to be deeply acquainted with the
target market, competitors, including the busi-
ness environment.

The brand name can include the follo-
wing elements: words, phrases, signs, sym-
bols, drawings, and other combinations of
them. Consumers perceive the brand name as
an element that helps memory to remember
the favourite tourism products.

According to the Legislation of the Repu-
blic of Moldova (Law No. 38 of 29.02.2008
“On the protection of trademarks™, Official
Monitor No. 99-101), ““the trademark is any
sign (visual, sound, olfactory, tactile) that
serves to individualize and distinguish pro-
ducts and/or services of an individual or legal
person from those of other individuals or legal
persons’ [3].

In the Republic of Moldova, the right
holder of the country’s tourism brand is the
Investment Agency — a body of the central
public administration specialized in tourism,
which transmits the actors of the tourism
market, based on the license agreement and
free of charge, the right to use the brand.

In our opinion, the main components of
a brand toolbox must include: brand identity,
brand image value, brand personality, brand
notoriety, as well as brand communication
(through logos or trademarks), brand recogni-
tion, brand loyalty, and various brand promo-
tion and management strategies (table 1).
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Tabelul 1/ Table 1

Instrumentarul brandului turistic/ The tourist brand Toolbox

Nr. crt./ | Trusade instrumente / o -
Caracteristici/ Characteristics
No. Toolbox
. . Reprezentarea valorilor fundamentale, care stau la conce-
Identitatea brandului/ . .
1. perea brandului/ Representation of the fundamental values

Brand identity

for the brand design

Valoarea de imagine
a brandului/
Brand image value

Reprezintda plusvaloarea pe care brandul o atribuie pro-
duselor si serviciilor turistice/ Represents the added value
the brand attributes to tourism products and services

Personalitatea brandului/
Brand personality

Ofera turistilor sentimente, perceptii, imagini, experiente,
convingeri, atitudini s.a.m.d., care ajung sa fie asociate cu
o destinatie turisticd/ Gives tourists feelings, perceptions,
images, experiences, beliefs, attitudes, etc., which are asso-
ciated with a tourism destination

Notorietatea brandului/
Brand notoriety

Implica abilitatea turistilor de a recunoaste si de a-si aminti
de brand/ Implies the ability of tourists to recognize and
remember the brand

Comunicarea brandului/
Brand communication

Asigurarea transmiterii mesajelor despre brandul turistic
prin diverse canale de comunicare catre potentialii turisti/
Ensuring the transmission of messages about the tourism
brand through various channels of communication to
potential tourists

Recunoasterea brandului/
Brand recognition

Identificarea tarii avand la baza logoul, sloganul sau
culorile acestuia/ Identifying the country based on its logo,
slogan or its colours

Loialitatea fata de brand/
Brand loyalty

Repetarea achizitiei de produse si servicii turistice si
disponibilitatea de a incerca produse si servicii turistice noi
oferite sub acelasi brand/ Repeating the purchase of
tourism products and services and the willingness to try
new tourism products and services offered under the same
brand

Strategii de promovare si
administrare a brandului/
Brand promotion and
management strategies

Modul in care este asigurat programul de marketing de tara
in vederea popularizarii brandului/ The way the country
marketing program is ensured in order to popularize the
brand

Sursa: elaborat de autor / Source: developed by the author
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Brandul are capacitatea de a influenta
continuu si regulat comportamentul celor care
intrd in contact cu el, accelerand decizia lor de
cumparare si stabilind astfel cererea pentru un
anumit produs turistic existent sau producand
extinderea instinctului de cumpdarare pentru
noile produse si servicii turistice.

Brandingul de tara

Conform Agentiei spaniole Bloom Con-
sulting, crearea unui brand de tarda necesita o
abordare sistemicd in analiza premiselor, ela-
borarea strategiei, planificarea, lansarea si
intretinerea imaginii tarii atat la nivel intern,
cat si extern. Aprecierea brandului de tard se
face in baza a trei elemente: turism, talent si
comert. O imagine pozitivd a tarii consoli-
deaza identitatea natiunii, creste respectul
cetateanului fatd de aceasta si promoveaza
exportul brandului spre exterior. Acesta, ulte-
rior, creste si influenteazd diplomatia publica
atat la nivel intern, cat si extern [9].

Brandingul de tard trebuie sa aibd ca scop
identificarea produselor sau serviciilor turistice,
avand in vedere specificul si caracteristicile
sale, indicand, prin aceasta, responsabilitatea
unui tur-operator sau agentie de turism de a
crea pachete de servicii turistice de calitate.

Consumatorii-turisti, in momentul actual,
cunosc multe destinatii turistice datorita expe-
rientei din trecut in utilizarea pachetelor de
servicii turistice, sau gratie programelor de
marketing initiate de guvernele multor tiri. In
aceste conditii, ei identificd usor produsele
turistice care indeplinesc necesitatile lor si pe
cele care nu-i satisfac.

Brandul turistic de tara trebuie sa indepli-
neasca o serie de criterii importante, cum ar fi:

e identificarea rapida a tarii de destina-

tie turistica;

e reducerea timpului necesar pentru

achizitia produsului turistic;

e asigurarea, de catre tara receptoare, a

protectiei juridice in privinta exclusi-
vitatii produselor turistice livrate;

The brand has the ability to continuously
and regularly influence the behaviour of those
who come into contact with it, accelerating
their purchase decision and thus establishing
the demand for an existing tourism product or
producing the expansion of the purchasing
instinct for new tourism products and services.

Country branding

According to the Bloom Consulting Spa-
nish Agency, in order to create a country brand,
it is necessary to use a systemic approach to
analyse the premises, develop the strategy,
plan, launch and maintain the image of the
country both internally and externally. Tou-
rism, talent and trade represent the three ele-
ments underpinning the country's brand appre-
ciation. Developing a positive image of the
country allows for the consolidation of the
nation's identity, enhancing citizens' respect
for it and promoting the export of the brand to
the outside. It subsequently increases and
influences public diplomacy both at the inter-
nal and external levels [9].

Country branding should aim to identify
tourism products or services, based on their
specificity and characteristics, thus indicating
the responsibility of a tour operator or tourism
agency to create quality tourism packages.

At the moment, consumers — tourists are
acquainted with many tourism destinations
due to past experience in the use of tourism
packages, or thanks to marketing programs
initiated by the governments of many coun-
tries. Under these conditions, they easily iden-
tify tourism products that meet their needs and
those that do not satisfy them.

The country’s tourism brand must meet
a number of important criteria such as:

e quick identification of the country of

tourism destination;

e reducing the time needed to purchase

the tourism product;

e ensuring the recipient country with

legal protection regarding the exclu-
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e siguranta investitiillor in programele
de marketing prin garantarea prote-
jarii proprietatii intelectuale asupra
brandului de tara.

Daca este sa analizam structura unui

brand, el poate fi prezentat astfel:

» nume: cuvantul sau cuvintele folo-
site pentru a identifica o tara, un pro-
dus, un serviciu sau un concept;

» logo: imaginea inregistratd ca pro-
prietate intelectuald, care identifica
un brand;

» slogan sau motto: de exemplu, ,,Des-
copera drumurile vietii”;

> elemente grafice: ,,Pomul Vietii”, sim-
bol complex al culturii nationale, a fost
ales sa reprezinte valorile si specificul
turismului  in  Republica Moldova:
ospitalitatea, naturaletea, sinCeritatea si
autenticitatea.

» forme: forma usor de recunoscut a
,Pomului vietii”, care simbolizeaza
traseele turistice.

» culori: spectrul de culori, care este
inspirat din covoarele moldovenesti.

Profesorul din Sibiu, Ilie Rotariu, in car-

tea sa ,,Dezvoltarea destinatiei turistice”, ex-
plica modul in care se poate identifica nece-
sitatea de modificare a brandului la nivelul
unei destinatii turistice: [5]

a) necesitatea de a schimba o imagine
Tnvechita, confuza sau inadecvata;

b) dezvoltarea destinatiei, prin investitii
n infrastructurd sau prin crearea de
noi evenimente, impune redefinirea
brandului;

C) s-au lansat sau se lanseaza programe
de revitalizare a industriei turistice;

d) lipsesc mesajele de marketing ale
destinatiei sau sunt lipsite de adresa;

e) la nivelul destinatiei apar schimbari
frecvente cu privire la mesajele de
promovare si se manifestd o lipsa de
unitate pe piata turistica;
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sivity of the supplied tourism pro-
ducts;

e security of investments in marketing
programs by ensuring the protection of
intellectual property on the country
brand.

If we analyse the structure of a brand, it
can be presented as follows:

» name: the word or words used to iden-
tify a country, product, service or con-
cept;

» logo: the image registered as intellec-
tual property, which identifies a brand,;

» slogan or motto: for example, “Dis-
cover the routes of life”;

» graphic elements: “The Tree of Life”,
which is a complex symbol of national
culture, was chosen to represent the
values and specificities of tourism in
the Republic of Moldova: hospitality,
naturalness, sincerity and authenticity;

» shapes: the easy-to-recognize form of
“The Tree of Life”, which symbolizes
tourism routes;

» colours: a spectrum of colours inspi-
red from Moldovan carpets.

Professor Ilie Rotariu from Sibiu, in his
book “Development of tourism destination”,
explains how to identify the need to change the
brand at the level of a tourism destination: [5]

a) the need to change an obsolete, con-
fused or inappropriate image;

b) destination development, by investing
in infrastructure or creating new events,
requires redefining the brand,

c) programs to revitalize the tourism
industry have been launched or are
launched,;

d) marketing messages of the destination
are missing or are lacking in address;

e) there are frequent changes at the des-
tination level in terms of promotional
messages and there is a lack of unity
on the tourism market;
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f) pietele traditionale ale destinatiei scad
ca marime;

g) resursele de marketing ale destinatiei
au fost utilizate incorect.

Valoarea de imagine a brandului turistic
reprezintd plusvaloarea, pe care brandul o atri-
buie produselor si serviciilor turistice. Plus-
valoarea poate fi reflectatd prin modul in care
consumatorii gandesc, simt si interactioneaza
cu brandul, precum si cota de piata si nivelul
veniturilor pe care le aduce brandul turistic
tarilor de destinatie turistica.

Potrivit unui studiu semnat de Philip
Kotler, identitatea unui brand poate genera
patru tipuri de elemente semnificative [6]:

1) atribute;

2) beneficii;

3) valori;

4) personalitate.

Atributele unui brand reprezinta setul
de calitati cu care tara doreste sa fie asociata.
De exemplu, brandul turistic al Republicii
Moldova prezinta ca atribut:

e un pom stilizat la baza caruia se afla
initiala ,,M”, care reprezintd paman-
tul roditor al Moldovei;

e in varful pomului, este situat simbo-
licul trandafir, care reprezinta folclo-
rul traditional moldovenesc;

e fiecare terminatie a crengilor repre-
zintd un simbol: fructele care denota
gustul natural al fructelor din Mol-
dova, inimioarele reprezinta sinceri-
tatea, crucea semnifica caracterul orto-
dox al culturii noastre, vinurile repre-
zinta ospitalitatea, floarea de busuioc
reprezintd sarbatorile din Moldova,
iar in frunte este ,trandafirul de la
Moldova”, care reprezinta folclorul
nostru traditional;

e liniile verticale reprezintd traseele
turistice ale tarii, care urmeaza a fi
descoperite.

f) traditional destination markets decrease
by size;

g) destination marketing resources have
been misused.

The image value of the tourist brand is
the added value the brand attributes to tourism
products and services. The added value can be
reflected by the way consumers think, feel and
interact with the brand, as well as the market
share and the level of revenue the tourist brand
brings to the tourist destination countries.

According to a study signed by Philip
Kotler, the brand identity can generate four
types of significant elements [6]:

1) attributes;

2) benefits;

3) values;

4) personality.

Brand attributes are the set of qualities
that the country wants to be associated with.
Thus, for example, the tourism brand of the
Republic of Moldova presents as an attribute:

e a stylized tree at the base of which is
the initial “M”, which represents the
fruitful soil of Moldova,;

e the symbolic rose stays at the top of
the tree, which represents the tradi-
tional Moldovan folklore;

e every end of the branches is a symbol:
the fruits that denote the natural taste
of Moldovan fruits, the hearts repre-
sent sincerity, the cross signifies the
Orthodox character of our culture,
the wines represent hospitality, the
basil flower represents the holidays
in Moldova, and the “rose of Mol-
dova”, which represents our traditio-
nal folklore;

e vertical lines represent the country’s
tourism routes to be discovered.

It is said that the country’s tourism
brand has a major impact on the purchase
decision when the consumer’s reaction to
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Se spune ca brandul turistic de tarad are
un impact major asupra deciziei de cumparare,
atunci, cand reactia consumatorilor la produ-
sele si serviciile turistice existente pe piata
turisticd sunt mai mari decat in cazul unui
produs turistic necunoscut [2]. Pe de alta parte,
se mai considera ca brandul turistic de tara are
0 imagine negativa, dacd consumatorul reac-
tioneaza mai rezervat la vederea acesteia, in
raport cu alte destinatii turistice.

Exista trei factori care diferentiaza
brandul turistic de tara:

v Tn primul rand, valoarea de imagine

a brandului turistic de tara provine
din modalitatile de reactie ale consu-
matorului. Daca nu se identifica nicio
diferentd, atunci, tara de destinatie
turistica poate fi clasificata ca o des-
tinatie standard. Tn acest caz, concu-
renta intre tarile prezente pe piata
turistica internationald cu oferte tu-
ristice similare se va baza pe pret.

v In al doilea rand, diferentele de
reactie sunt o consecintd a cunoas-
terii consumatorului privind caracte-
risticile brandului turistic. Cunostin-
tele despre brand interactioneaza
gandurile consumatorului cu brandul,
amplifica sentimentele, reinvie expe-
rientele din trecut etc. Brandul turis-
tic de tara trebuie sa incite conSu-
matorii-turisti cu asocieri puternice
ale vacantelor petrecute, unice in
felul lor.

v n al treilea rand, reactia distinctiva
a consumatorilor se reflectd in per-
ceptiile, preferintele si comportamen-
tul lor odatd cu lansarea programelor
de marketing, initiate de tarile de
destinatie turistica.

Cunoasterea necesitatilor si doleantelor
consumatorilor-turisti, reprezinta forta motrice
a diferentelor, care se manifestd in valoarea
de imagine a brandului turistic de tara. Daca ar
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tourism products and services existing on the
tourist market is higher than in the case of an
unknown tourism product [2]. On the other
hand, it is also considered that the country’s
tourism brand has a negative image, if the
consumer reacts more reserved when seeing it,
compared to other tourism destinations.

There are three factors that differentiate
the country’s tourism brand:

v' Firstly, the image value of the country’s
tourism brand comes from the consu-
mer’s response. If there is not iden-
tified any difference, the country of
tourism destination can be classified
as a standard destination. In this case,
the competition between the countries
present on the international tourism
market with similar tourism offers
will be based on price.

v" Secondly, the differences in response
are a consequence of the consumer's
knowledge of the characteristics of the
tourism brand. Brand knowledge
interact consumer ideas with the brand,
amplify feelings, revive past experien-
ces, etc. The country’s tourism brand
must incite consumers-tourists with
strong associations of holidays, unique
in their own way.

v Thirdly, the distinctive consumers’
reaction is reflected in their percep-
tions, preferences and behaviour with
the launch of marketing programs
initiated by the countries of tourism
destination.

Knowing the needs and wishes of con-
sumers-tourists represents the driving force
behind the differences that are reflected in the
image value of the country's tourism brand. If
we were to use the artistic language, we can
associate the image value of the brand with a
strategic bridge that ensures the link between
the past and future.
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fi sd folosim limbajul artistic, putem asocia
valoarea de imagine a brandului cu o punte
strategicd de legdtura, care asigurd conexiunea
dintre trecut si viitor.

Managerii de brand de tard trebuie sa
constientizeze faptul ca destinatiile cu specific
divers atrag turisti cu caracteristici diferite.
Astfel, se impune segmentarea pietei turistice
in functie de atractiile turistice solicitate de
turisti, plecand de la natura si frumusetea pei-
sajului, evenimentele culturale, sportive si de
aventura pana la jocurile de noroc.

Succesul oricarei destinatii turistice reiese
din capacitatea destinatiei de a se concentra
exact asupra acelor tipuri de atractii, pe care le
doresc turistii, iar ordinea de dezvoltare a
destinatiei ar trebui sa presupund explorarea si
valorificarea, intr-o prima etapa, a resurselor,
deja, existente si, pe masura ce resursele finan-
ciare devin disponibile, ar trebui sa se reali-
zeze investitii in dezvoltarea infrastructurii, in
masuri de sigurantd si in prestarea serviciilor
de calitate, respectiv in crearea de noi atractii
conform dorintelor turistilor vizati. Valorile
cautate de turisti sunt: valori sociale, valori
culturale, valori educationale, senzatii emotio-
nale, comoditate, personalizare, pret-calitate.
In acelasi timp, trebuie si se analizeze serios si
ofertele competitorilor si mediul concurential,
deoarece turistii au la dispozitie un numar
extrem de mare de variante, dintre care pot sa
aleaga si vor alege acea destinatie, care le pro-
mite cea mai bund valoare la cel mai bun
raport pret-calitate, sau cele mai bune beneficii
la un anumit pret avantajos si accesibil.

Pornind de la cele expuse, pentru crea-
rea unui brand turistic de tara, trebuie sa existe
5 motivatii-cheie:

1. ,,Conditiile necesare” - performanta
produsului turistic trebuie sa fie accep-
tabila, fiind de preferat ca acesta sd aiba
reputatia unui produs de buna calitate.

2. ,Legendele” — exploatarea puterii mitu-
rilor, acelor ,super-povesti”, care au

Country brand managers need to be
aware of the fact that diverse destinations
attract tourists with different characteristics.
Thus, it is necessary to segment the tourism
market according to the tourism attractions
demanded by tourists, starting from the nature
and the beauty of the landscape, cultural, spor-
ting and adventure events till gambling.

The success of any tourism destination
results in the ability of the destination to focus
precisely on those types of attractions that
tourists want, and the order of destination
development should involve exploring and
capitalizing, as a first stage, of the existing
resources and, as financial resources become
available, investments should be made in
infrastructure development, safety measures
and quality service delivery, as well as create
new attractions according to the wishes of the
targeted tourists. The values looked for by tou-
rists are: social values, cultural values, educa-
tional values, emotional sensations, conve-
nience, personalization and price-quality. At
the same time, competitors' offers and the
competitive environment must be seriously
considered, as tourists have an extremely large
number of variants to choose from and will
choose the destination that promises the best
value for the best price-quality report, or the
best benefits at a certain advantageous and
affordable price.

Based on the above mentioned, 5 key
motivations must exist for the creation of a
country tourism brand:

1. *The necessary conditions” — the tou-
rism product’s performance must be
acceptable. At the same time, it is ne-
cessary for it to have the reputation of a
good quality product.

2. “Legends” — exploitation of the power
of myths, that “super-stories” that fasci-
nated and guided people forever, a mea-
ningful story created by the mythology
of the country concerned. These legends
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fascinat si ghidat oamenii dintotdeauna,
o poveste plind de semnificatii creata de
mitologia tarii vizate. Aceste legende
trebuie sa se bucure de unele preistorii,
si sd fie corect transmise cdtre turisti,
pentru ca el sa se simta fericiti si incan-
tati ca au vizitat aceste locuri.

3. ,.Dorinta versus apartenenta” — manipu-
larea cu necesitatile contradictorii ale
oamenilor de a se simti inclusi si, in
acelasi timp, de a beneficia de exclu-
sivitate.

4. ,,Simbol al destinatiei turistice” — im-
plicarea activa a ghizilor in procesul de
expunere a legendelor, pentru a mentine
pozitia ocupatd de brandul turistic ca
simbol al destinatiel turistice.

5. ,,Transformarea visului in realitate” —
implementarea misiunii  brandului la
nivelul constiintei turistului si al actiu-
nilor acestuia. Brandul turistic poate
transmite acele senzatii cu care turistul
poate sa asocieze destinatia turistica.
Preocuparea asupra brandului de tard

capdtd legitimitate, dacd luam in considerare
rata extrem de mica a celor ce cunosc spe-
cificul altor tari. In plus, in cazul in care stiu
ceva, atitudinile oamenilor se bazeaza, de cele
mai multe ori, pe mituri, zvonuri si legende.
Asadar, este necesar sd ne gandim ce fel de
mituri, zvonuri si legende ar trebui sa dirijam
in exterior, pentru a contura 0 imagine coe-
rentd a Republicii Moldova.

Fostul Secretar General Adjunct al ONU,
Shashi Tharoor remarca, in anul 2008, ca un
brand de tara valoros inseamna ,,capacitatea de
a spune cea mai buna poveste, iar demersul
trebuie condus de la nivel guvernamental,
creat Tmpreund cu segmentul privat si fiind,
uneori, chiar in opozitie cu Guvernul. Pentru
ca o tard sa fie un brand de valoare, ea trebuie
sa aiba cea mai buna poveste de spus”.

Adevaratele

branduri nu ofera doar

beneficii functionale, ci si valoare adaugata
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have to have a prehistory, and should be

properly passed on to tourists so that

they feel happy and delighted to have
visited these places.

3. “Desire versus belonging” — manipula-
ting with the contradictory needs of
people to feel inclusive and, at the same
time, to enjoy exclusivity.

4. “Tourism destination symbol” — active
involvement of guides in the legend
exposure process, in order to maintain
the position held by the tourism brand
as a tourism destination symbol.

5. “Transforming the dream into reality”
— implementing the brand’s mission at
the level of tourist’s awareness and
actions. The tourism brand can transmit
those sensations that the tourist can
associate with the tourism destination.
The concern on the country brand is

legitimate if we take into account the extre-
mely low rate of those who know the specifics
of other countries. In addition, if they know
anything, people's attitudes are often based on
myths, rumours and legends. So, it is nece-
ssary to think about what kind of myths,
rumours and legends we should conduct
externally, in order to outline a coherent image
of the Republic of Moldova.

Former UN Deputy General-Secretary
Shashi Tharoor spoke in 2008 about what a
valuable country brand means, mainly “the
ability to tell the best story, and the approach
has to be taken by the government, created
together with the private segment and being
sometimes even in opposition to the Govern-
ment. In order for a country to be a value
brand, it must have the best story to tell”.

True brands offer not only functional
benefits, but also non-functional added value.
Strong brands need to create added value in
the minds of consumers. Added value turns
into loyalty, and this loyalty is the key factor
in determining the success of a brand [4].
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non-functionald. Brandurile puternice trebuie
sa creeze valoare addugatd in mintea consu-
matorilor. Valoarea adaugata se transforma in
loialitate si aceasta loialitate este factorul-cheie
n determinarea succesului unui brand [4].

Orice brand turistic trebuie sd aiba capa-
citatea de a rezista testului timpului, dezba-
terilor publice, intrebarilor din media si anali-
zelor de marketing ale partenerilor si concu-
rentilor. in Republica Moldova, brandul turis-
tic vechi a ,rezistat” 11 ani, din 2003 pana in
anul 2014.

La 20 noiembrie 2014, a fost lansat noul
brand national al sectorului turistic. Eveni-
mentul a fost organizat in incinta Muzeului de
Etnografie si Istorie Naturald, de citre Agentia
Turismului a Republicii Moldova, cu susti-
nerea proiectului USAID ,,Cresterea Compe-

titivitatii si Dezvoltarea Intreprinderilor II

(CEED 1I)”.

Pomul Vietii, simbol complex al culturii
nationale, a fost ales sd reprezinte valorile si
specificul turismului in Republica Moldova:
ospitalitatea, naturaletea, sinceritatea si auten-
ticitatea. Sloganul turistic, ,,Discover the rou-
tes of life”, indeamna vizitatorii s urmeze
calea spre noi descoperiri, prin ospitalitatea,
istoria, vinul, gastronomia si traditiile moldo-
venesti.

Generalizand parerile mai multor experti
internationali in domeniul turismului, precum
si opinia fostului secretar general al Organi-
zatiet Mondiale a Turismului, Taleb Rifai,
Pomul Vietii poate deveni, in timp, un brand
turistic concurent pentru multe destinatii
turistice. In aceste conditii, brandul turistic al
Republicii Moldova poate ocupa un segment
de piata, in care nu este nici lider si nici nu
reprezintd o nisa.

Concluzie

In momentul actual, cind competitia
este acerba, iar turistii au la dispozitie o gama
foarte larga de destinatii substituibile, din care
pot sd aleagd una, diferentierea pe piata inter-

BEl—

Any tourism brand must be able to
withstand the test of time, public debates, me-
dia questions and marketing analyses of
partners and competitors. In the Republic of
Moldova the old tourism brand “resisted” for
11 years, from 2003 until 2014.

On November 20, 2014, the new natio-
nal tourism brand was launched at an event
organized by the Tourism Agency of the
Republic of Moldova at the Museum of
Ethnography and Natural History, with the
support of the USAID “Enhancing Competi-
tiveness and Enterprise Development I
(CEED I1)” project.

The new country tourism brand is the
“Tree of Life”, which is a complex symbol of
native culture and which represents the values
and specificities of national tourism. Visual
design identification contains graphic ele-
ments associated with folklore, hospitality,
nature, traditions, winemaking and religion,
being accompanied by the memorable slogan
“Discover the roots of life”.

By generalizing the views of several
international tourism experts, as well as the
opinion of the former General Secretary of the
World Tourism Organization Taleb Rifai, the
Tree of Life can become, in time, a com-
petitive tourism brand for many tourism des-
tinations. Under these circumstances, Mol-
dova's tourism brand can occupy a market
segment in which it is neither a leader, nor
represents a niche.

Conclusion

At the moment, when the competition is
fierce and tourists have a very wide range of
substitutable destinations from which they can
choose one, the differentiation on the inter-
national market becomes critical for any tou-
rism destination. Therefore, branding is consi-
dered to be beneficial both from the supply
and demand side, representing the optimal
solution for identifying and differentiating the
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nationala devine critica pentru orice destinatie
turistica. Prin urmare, brandingul este consi-
derat benefic atat din perspectiva ofertei, cat si
din cea a cererii, reprezentand solutia optima
pentru identificarea si diferentierea destinatiei
in raport cu cele concurente in perceptia
publicului-tinta.

Investitiile de marketing, efectuate pen-
tru popularizarea brandului turistic de tara,
dicteaza tarilor de destinatie turistica actiunile
de viitor, care urmeaza a fi realizate. Consu-
matorii-turisti sunt acei care decid daca sunt
gata sd accepte sau nu actiunile de promovare
a brandului, reiesind din felul in care ei o
percep. Prin brandul turistic de tara, se asigura
comunicarea destinatiei turistice cu
matorii-turisti. Astfel, prin organizarea unei
campanii eficiente de promovare a brandului
de tard, se poate obtine cresterea vanzarilor
catre o anumitd destinatie turisticd, cum este
si cazul Republicii Moldova in ultimii trei
ani (anexa 1).

Din punctul de vedere al costurilor, toti
banii cheltuiti pentru initierea programelor de
marketing in asigurarea vanzarilor produselor
si serviciilor turistice, ar trebui considerati ca

consu-

o investitie in popularizarea brandului turistic
de tard In raport cu consumatorii-turisti. Efi-
cacitatea acestei actiuni tine de feed-back-ul
obtinut de la turistii, care au interactionat cu
aceasta activitate de marketing.

Totodata, este necesar de mentionat ca
determinarea si definirea identitatii tarii sunt
esentiale pentru orice incercare de a promova
coerent o imagine pozitiva a Republicii Mol-
dova. Existam de secole, dar nu stim cine sun-
tem, ce dorim si nici cum vrem sa ne identifice
striinii. In aceste conditii, nu putem avea pre-
tentia sd fim cunoscuti de acestia si nici nu
putem astepta ca ei sa ne diferentieze de veci-
nii nostri. Faptul ca nu s-a realizat definirea
tarii si a poporului din punct de vedere iden-
titar conduce, asa cum s-a intamplat de nenu-
marate ori in cazul Republicii Moldova, la
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destination against those competing in the
perception of the target audience.

Marketing investments made for the
popularization of the country’s tourism brand,
dictate the tourism destination countries the
future actions to be taken. Consumers —
tourists are the ones who decide whether they
are willing to accept or not the promotion of
the brand actions, based on the way they
perceive it. The country tourism brand ensures
the communication of the tourism destination
with the consumers — tourists. Thus, by orga-
nizing an effective campaign to promote the
country brand, it is possible to increase the
sales to a certain tourism destination, as is the
case of the Republic of Moldova in the last
three years (annex 1).

From the cost point of view, all the
money spent to initiate marketing programs to
ensure sales of tourism products and services
should be considered as an investment in
popularizing the country's tourism brand vis-a-
vis consumers-tourists. The effectiveness of
this action is based on the feedback obtained
from tourists that have interacted with this
marketing activity.

At the same time, it is necessary to
mention that determining and defining the
identity of the country are essential for any
attempt to promote coherently a positive
image of the Republic of Moldova. We have
existed for centuries, but we do not know who
we are, what we want and how we want to be
identified by foreigners. Under these circum-
stances, we cannot claim to be known by
them, nor can we expect them to differentiate
us from our neighbours. The fact that the
definition of the country and the people from
the identity point of view has not been
accomplished leads, as it has happened in the
Republic of Moldova for many times, to
troublesome confusions and is the main reason
that generates the inability of many foreigners
to distinguish us from the other countries of
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confuzii suparatoare si constituie principalul
motiv ce genereaza incapacitatea multor
strdini de a ne deosebi de celelalte tari ale
fostului bloc comunist. Concluzia ce poate fi
dedusa denota ca toatad aceasta stare, de fapt,
se datoreaza lipsei de interes a guvernantilor
tarii noastre pentru a defini identitatea Repu-
blicii Moldova, pentru a realiza si pentru a
promova o imagine a acesteia si pentru a
combate astfel de erori, care tind sa se faca in
permanenta. Vina nu le apartine in totalitate
autoritatilor. Credem ca toate aceste confuzii
sunt produsul partidelor politice, care, pentru
un scor electoral favorabil, manipuleaza opinia
publica cu identitatea nationald, a unor ONG
care fac partizanat politic, a societatii civile
care este pasiva In raport cu acest subiect.
Chiar daca ne deranjeaza si, incad mai mult, ne
enerveaza, noi trebuie sa admitem ca ele ni se
datoreazd si noud intr-0 oarecare masura,
deoarece, adesea, nu am stiut cum si nici nu
am vrut sd ne facem cunoscuti.

Un element indispensabil pentru un ast-
fel de demers il constituie populatia tarii.
Pentru a avea succes in descoperirea identitatii
si Tn promovarea unei imagini pozitive a
Republicii Moldova, trebuie neaparat sa se ia
in considerare si schimbarea atitudinilor oame-
nilor, deoarece acestia joacd un rol extrem de
important in influentarea modului in care
strainii ne percep.

Tinand cont de structura multietnicd a
Republicii Moldova, credem ca este oportun si
necesar sa se realizeze o definire a identitatii
tarii centratd pe culturile multinationale, ca
principala valoare a sa. Avem populatie de etnie
romana, rusd, bulgara, gagauza, ucraineana.

O astfel de pozitionare a tarii va genera
efecte favorabile si la nivelul strategiei de pro-
movare a acesteia ca destinatie turistica inter-
nationala.

Cu toate cele enuntate, dupa mai multe
actiuni orientate spre imbunatatirea imagi-
nii Republicii Moldova peste hotare prin crea-

BE—

the former communist bloc. The conclusion
that can be deduced is that this state of affairs
is due to the lack of interest of our country's
governors in defining the identity of the
Republic of Moldova in order to achieve and
promote a picture of it and to combat such
errors that are always tend to be done. Guilt
does not entirely belong to authorities. We
believe that all these confusions are the pro-
duct of political parties that, for a favourable
electoral score, manipulate public opinion
with national identity, politically partisan
NGOs, civil society that is passive in relation
to this subject. Even if we are disturbed and
we are even more annoyed, we must admit
that they are also due to us to some extent,
because we often did not know how and we
did not want to make ourselves known.

An indispensable element for such an
approach is the population of the country. To
be successful in identifying and promoting
a positive image of the Republic of Moldova,
it is also necessary to consider changing
people’s attitudes, as they play an extremely
important role in influencing the way foreig-
ners perceive us.

Taking into account the multi-ethnic
structure of the Republic of Moldova, we
believe that it is timely and necessary to define
the identity of the country centred on multina-
tional cultures as its main value. We have
Romanian, Russian, Bulgarian, Gagauzian,
Ukrainian population of ethnic origin.

Such a positioning of the country will
generate favourable effects also at the level of
the strategy of its promotion as an internatio-
nal tourism destination.

However, after several actions aimed at
improving the image of the Republic of
Moldova abroad, by creating and promoting a
national tourism brand, we can state that
finally, our country possesses such a brand,
capable of exploiting the natural and anthropic
tourism potential of the country.
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rea $i promovarea unui brand turistic national,
putem afirma ca, in sfarsit, tara noastra dis-
pune de un asa brand, capabil sa pund in
valoare potentialul turistic natural si antro-
pic al tarii.

»Pomul vietii” a devenit, in consecinta,
unul dintre cele mai importante simboluri de
promovare a tarii, fiind prezent in toate cam-
panile publicitare, deoarece a reusit sa pund
in evidentd tot ceea ce Republica Moldova
poate oferi pe piata serviciilor turistice inter-
nationale.

Concluzionand, putem afirma cd adeva-
ratul succes de perspectivda al brandului este
determinat de catre consumatori, de catre
cunostintele acestora privind brandul. Astfel,
studierea perceptiilor consumatorilor asupra
brandului ne poate directiona catre activitati
corecte si complexe de popularizare si men-
tinere in vizor a acestuia.

The “Tree of Life” became one of the
most important symbols of the country's pro-
motion, being present in all advertising cam-
paigns, because it managed to highlight eve-
rything Moldova can offer on the international
tourism services market.

To conclude, we can mention that the
brand's true success is determined by consu-
mers, by their knowledge about the brand.
Thus, studying consumer perceptions of the
brand can direct us to accurate and complex
activities of its popularization and keeping
in sight.
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Statistica turismului intern si receptor/

Statistics of the internal and receiver tourism

Anexa 1/ Annex 1

Anul/
Year
2010 2011 2012 2013 2014 2015 2016 2017

Turisti/

Tourists
Turisti locali/ ) coa0) | 173309 | 179233 | 175901 | 189104 | 184474 | 184967 | 192042
Local tourists
Turisti straini/ | o005 | 75000 | 88956 | 95640 | 93897 | 94381 | 121340 | 145165
Foreign tourists
Total/Total 229893 | 248309 | 268189 | 271541 | 283001 | 278855 | 306307 | 337207
Ponderea turis-
tilor straini /

. 126,14 % 27,66% | 30,02% | 33,17% | 35,22% | 33,18% | 39,61% | 43,04%

Share of foreign
tourists

Sursa: Elaborata de autor in baza datelor Biroului National de Statistica [7]/
Source: Developed by the author based on the National Bureau of Statistics data [7].

Revista / Journal ,,ECONOMICA™ nr.1 (107) 2019




