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PERCEPTIILE NOII GENERATII ASUPRA IDEN TITATII SI IMAGINII

REPUBLICII MOLDOVA
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Universitatea Agrara de Stat din Moldova

Scopul prezentului demers consta in identificarea tuturor elementelor tangibile si intangibile ce influenteaza imaginea
de tard a Republicii Moldova pe plan intern si extinderea acestora asupra exportului, turismului, gradului de atragere a
investitiilor si asupra calititii vietii, ceea ce impune necesitatea unei repozitionari a imaginii de tard in cadrul conjuncturii
internationale deja existente.

Pentru realizarea scopului s-a tinut cont de urmatoarele obiective: determinarea si evaluarea componentelor specifice
imaginii de tard a Republicii Moldova si necesitatea iminentd a rebrandingului pentru acest stat. Astfel, a fost folosita
informatia operativa privind executarea bugetelor unitatilor administrativ-teritoriale pe ultimii trei ani, i anume: taxa de
aplicare a simbolicii locale si o anchetd-pilot. Analizand rezultatele cercetarii s-a constatat ca noua generatie are o perceptie,
mai degraba, negativa asupra trasaturilor prezente ale tarii (coruptie, birocratie, exod de capital uman peste granitele tarii),
toate tindnd de mediul politic, insd au fost determinate si principii directoare pentru conceperea unui nou brand de tara.

Cuvinte-cheie: branding de tara, cobrandingul produselor si al locurilor, imagine de tard, nomenclatura geograficd,
rebranding de tara.

THE NEW GENERATION’S PERCEPTIONS OF THE IDENTITY AND IMAGE
OF THE REPUBLIC OF MOLDOVA

The purpose of this work is to identify all tangible and intangible elements influencing the image of the Republic of
Moldova within the country and their extension on exports, tourism, and the degree of attracting investment and quality
of life, as well as the need for repositioning the image of the country in the existing international environment. To achieve
the goal, there were considered the following objectives: the determination and assessment of the components specific
for the country’s image of the Republic of Moldova and the necessity of rebranding for this country. That’s why we used
the operational information concerning the budgets execution of the administrative-territorial units for the last three
years, and namely the fee for local symbols use and a pilot survey. Following the results of the research, we can say that
the new generation has rather a negative perception of the features characterizing the country (corruption, bureaucracy,
exodus of human capital across national borders), all of them concerning the political environment, however there were
also defined the guidelines that will help to design a new brand of the country.
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country rebranding.
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