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Articolul dat prezinta perspectivele strate-
gice de dezvoltare a imaginii intreprinderii.
Imaginea intreprinderii reprezinta o sursa puter-
nica de avantaj competitiv, care ofera posibili-
tatea companiei de a genera plusvaloare pe
termen lung. Prin intermediul cadrului opera-
tional de management al conceptului de brand,
intreprinderea abordeaza imaginea din punct de
vedere strategic, pornind de la planificare si
incheind cu monitorizarea si imbunatatirea con-
tinud a aspectelor ce tin de imagine. Pe durata
ciclului de viata a organizatiei, conceptul de
brand al intreprinderii trece prin procesul de
lansare, elaborare si fortificare, fapt ce presu-
pune selectarea directiilor strategice la nivel de
concept de brand (functional, simbolic, expe-
riential). Abordata din aceasta perspectiva, ima-
ginea companiei este consolidatd intr-o manierd
consecutiva §i, drept urmare, poate avea un
impact de lunga duratd asupra competitivitatii
intreprinderii pe piatd.

Cuvinte-cheie: imagine, intreprindere,
brand, strategii, concept, avantaj competitiv,
ciclu de viata.
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Introducere

In elaborarea strategiilor de dezvoltare a
imaginii care pot directiona companiile spre
obtinerea unor avantaje competitive sustenabile,
acestea trebuie sa se focuseze pe aspecte unice,
greu de replicat si care contribuie la procesul de
creare a plusvalorii pentru consumatori. Strate-
giile durabile, ce pot propulsa o companie catre
obtinerea unui avantaj competitiv sustenabil,
trebuie sa inglobeze o serie de caracteristici.
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This article presents the strategic per-
spectives for developing the company's image.
Corporate image is a powerful source of compe-
titive advantage that enables a company to
generate long-term added value. Through the
operational framework of brand management,
the company addresses image strategically, star-
ting with planning and ending with monitoring
and continuous improvement of image aspects.
Throughout the life cycle of the enterprise, the
company’s brand concept goes through the pro-
cess of launching, developing, and strengthe-
ning, which involves selecting strategic direc-
tions at the brand concept level (functional, sym-
bolic, experiential). Approached from this per-
spective, the company’s image is strengthened in
a consequential manner and, as a result, can
have a long-lasting impact on the company's
competitiveness in the market.

Keywords: image, company, brand, stra-
tegies, concept, competitive advantage, life cycle.

JEL: M31.

Introduction

In developing image-building strategies
that can drive the companies towards sustainable
competitive advantage, they need to focus on
unique, hard-to-replicate aspects that contribute
to the process of creating consumer value. A lot
of elements must be included in sustainable
strategies for a business to achieve sustainable
competitive advantage. According to J. Graham,
referring to a company as a whole, a sustainable
competitive advantage, must contain three key
characteristics. These must be unique to the firm
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Referindu-ne la o companie per-ansamblu, un
avantaj competitiv sustenabil, in opinia lui
Graham J., trebuie sa aiba trei caracteristici prin-
cipale. Acestea trebuie sa fie specifice intreprin-
derii in cauza, trebuie sa fie greu de replicat sau
copiat de catre competitori si, nu in ultimul rand,
trebuie sa contribuie la crearea plusvalorii pen-
tru consumatori [3, p. 136]. Procesul de creare a
plusvalorii poate fi direct si se manifesta printr-
un nivel tehnologic superior, prin deservire mai
buna, o diferentiere semnificativd asupra felului
in care este perceput brandul si disponibilitatea
nemijlocita a produsului. Resursele care contri-
buie la obtinerea acestor beneficii implica dota-
rile tehnologice ale firmei, angajatii echipati si
motivati, precum si, desigur, brandingul, imagi-
nea, si reputatia de care se bucurd compania in
randul consumatorilor. Aceste resurse au un
impact direct asupra procesului de creare a valorii
si, din acest motiv, trebuie tratate cu cea mai mare
seriozitate de catre iIntreprinderile care urmaresc
obtinerea avantajelor competitive sustenabile.
Avantajele competitive se pot obtine in
baza celor doua directii prioritare: dominarea cos-
turilor si strategia de diferentiere. Pentru com-
paniile din Republica Moldova, strategiile de
diferentiere sunt mai realizabile si scot in evi-
dentd contributia marketingului in utilizarea
acestora. Comunicarea imaginii reprezintd una
dintre activitatile fundamentale ale marketingului
si aceasta implicd urmatoarele decizii strategice:
selectarea unui concept de brand, identificarea
tipurilor de nevoi pe care compania intentioneaza
sd le satisfaca (functionale, simbolice, experien-
tiale) si implementarea mixurilor corespunzatoare
de marketing, pe tot parcursul ciclului de viata al
companiei: lansare, elaborare, fortificare.
Imaginea companiei trebuie privita prin
prisma tuturor partilor interesate si reprezintd o
sursd importantd de avantaj competitiv, partile
interesate fiind: guvernul, investitorii, grupurile
politice, clientii/consumatorii, comunitatile, anga-
jatii, asociatii si furnizorii. Elaborarea strategii-
lor de imagine nu reprezintd o activitate care se
rezumd doar la departamentul de marketing.
Astfel, modelul capitalului relational, care cu-
prinde o varietate de elemente cum ar fi: con-
stientizarea publica, favorabilitatea, personalita-
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in question, they must be difficult to replicate or
being copied by competitors, and, last but not
least, they must contribute to the creation of
added value for consumers [3, p. 136]. The
process of creating added value can be direct
and can take the form of superior technology,
better customer service, significant brand dis-
tinction and direct product availability. The re-
sources that contribute to these benefits involve
the company's technological endowments, its
well-equipped and motivated employees and, of
course, the branding, image and reputation the
company enjoys among consumers. These
resources have a direct impact on the value crea-
tion process and, for this reason, must be treated
with the utmost seriousness by companies
seeking sustainable competitive advantage.

Competitive advantages can be achieved
based on two priority directions: cost dominance
or differentiation strategy. For Moldovan com-
panies, differentiation strategies are more feasible
and highlight the contribution of marketing in
achieving them. Image communication is one of
the fundamental activities of marketing and
it involves the following strategic decisions:
selecting a brand concept, identifying the types
of needs the company intends to satisfy (func-
tional, symbolic, experiential), and implemen-
ting appropriate marketing mixes throughout
the company’s life cycle: launch, development,
fortification.

The company’s image must be viewed
through the lens of all stakeholders and repre-
sents an important source of competitive advan-
tage, the stakeholders being: the Government,
investors, political groups, customers/consu-
mers, communities, employees, associates and
suppliers. Developing image strategies is not
just an activity that is limited only to the mar-
keting department. Thus, the relational capital
model, which encompasses a variety of elements
such as public awareness, favoritism, perso-
nality, reputation and perceptions must be taken
into account in the development process. Coor-
dinating and integrating image management
activities at a senior level will lead to bridging
the gaps that may exist between the desired and
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tea, reputatia si perceptiile, trebuie luat in consi-
derare in procesul de elaborare. Coordonarea si
integrarea activitatilor de management a ima-
ginii la nivel superior va duce la eliminarea
decalajelor ce pot exista intre imaginea dorita si
cea actuala, contribuind, astfel, la obtinerea unor
avantaje competitive sustenabile.

Metode aplicate

In cadrul procesului de elaborare al artico-
lului, autorul a studiat o serie de surse atat teo-
retice, cat si practice. Printre metodele de cer-
cetare, la care a facut apel autorul, se eviden-
tiazd analiza si sinteza literaturii de specialitate
studiate deciziile strategice la nivel de concept
de brand si etapele prin care acest concept se
materializeaza in activitatea de marketing a
intreprinderii. De asemenea, autorul a utilizat
deductia si inductia logica in deducerea relatiilor
de cauza-efect dintre imagine si competitivitate.

Rezultate si discutii

Michael Porter a identificat doud cai prin-
cipale intru crearea avantajelor competitive [6,
p. 34]. Prima presupune dominarea industriei
din perspectiva costurilor. Aceastd dominare se
realizeaza prin obtinerea economiilor de scala,
care reprezintd unul din cei mai importanti fac-
tori in reducerea costurilor. Experienta si efec-
tele de invatare, de asemenea, joaca un rol
important in reducerea costurilor, deoarece anga-
jatii devin foarte eficienti Tn urma repetarii
operatiunilor. Cea de a doua strategie genericd a
lui Porter are la baza diferentierea. Pentru ma-
joritatea companiilor din Republica Moldova si,
in special, pentru companiile care activeaza in
sectorul de confectii, strategia diferentierii este
una mult mai fezabila, tindnd cont de con-
strangerile cu care se confruntd acest sector al
economiei. Diferentierea are loc datorita facto-
rilor, proceselor, elementelor si componentelor
care dau firmei un caracter si o identitate unica.
Diferentierea unei companii se manifestd prin
felul in care produsele, strategiile de pret,
canalele de distributie, de promovare si brandin-
gul acesteia difera de produsele concurentilor. in
acest articol ne vom referi cu precadere la
diferentierea intreprinderilor prin intermediul
imaginii si a brandingului. Pozitionarea presu-

actual image, thus contributing to sustainable
competitive advantages.

Applied methods

The author studied a variety of theoretical
and applied literature when researching and
writing the article. Among the research method,
to which the author has appealed, the analysis
and synthesis of specialized literature in the
field of image and competitiveness is high-
lighted. Strategic decisions at the brand concept
level and the stages through which this concept
materializes in the marketing activity of the
company have been studied. The author also
used deduction and logical induction in dedu-
cing cause-effect relationships between image
and competitiveness.

Results and discussions

Michael Porter has identified two main
paths to creating competitive advantages [6,
p. 34]. The first involves dominating the indus-
try from a cost perspective. This dominance is
reached by achieving economies of scale, which
is one of the most important factors in reducing
costs. Experience and learning effects also play
an important role in cost reduction, as
employees become highly efficient as a result of
repeated learning. Porter’s second generic stra-
tegy is based on differentiation. For most com-
panies in the Republic of Moldova, and espe-
cially for companies operating in the garment
sector, the differentiation strategy is much more
feasible, given the constraints faced by this
sector of the economy. Differentiation occurs
due to factors, processes, elements and compo-
nents that give the company a unique character
and identity. A company’s differentiation mani-
fests itself in the way its products, pricing stra-
tegies, distribution and promotion channels, and
branding differ from competitors’ products. In
this article we will mainly refer on the diffe-
rentiation of enterprise through image and
branding. Positioning involves placing the
consumer at the center of a company’s business,
so that the company occupies a distinct place in
the mind of the consumer. With the advent of
the marketing concept in the 1950s, the Unique
Selling Proposition (USP) concept also emerged
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pune plasarea consumatorului in centrul acti-
vitatii unei companii, astfel incat compania sa
ocupe un loc distinct in mintea consumatorului.
Odata cu aparitia conceptului de marketing, 1n
anii ‘50, si-a facut aparitia si conceptul Propu-
nerii Unice de Vanzare (PUV), care are la baza
elementul diferentierii. Theodore Levitt impreuna
cu Rosser Reeves sustineau ca ,,diferentierea
este una dintre cele mai importante activitati
strategice si tactice 1n care companiile trebuie sa
fie implicate” [4, p.114]. Astfel, o companie tre-
buie sa prezinte/comunice care sunt acele bene-
ficii unice ale produselor sau serviciilor acesteia,
ce permit companiei sd se evidentieze (diferen-
tieze) din multitudinea de companii concurente.
Referindu-ne la diferentiere prin brand si ima-
gine, accentul trebuie pus pe stabilirea si for-
marea unor legituri emotionale cu compania in
cauzd. Imaginea bund de care se bucurd o intre-
prindere are potentialul de a stimula achizitiile,
prin faptul ca simplificd procedurile decizionale
ale consumatorilor. Una din legaturile cele mai
evidente dintre imagine si satisfactie este calita-
tea. O companie, care este perceputd ca oferind
produse de calitate, va avea mai putini consu-
matori nemultumiti si profituri mai mari si, ulte-
rior, se va transfera intr-un avantaj competitiv.
Un grad 1nalt de satisfactie in randul consu-
matorilor, de asemenea, se materializeaza intr-0
imagine favorabila, deoarece genereaza marke-
ting de tip word-of-mouth. Si, fiindca imaginea
reprezintd felul in care o companie este perce-
puta de catre publicul ei, formarea si modelarea
acesteia se realizeaza prin intermediul relatiilor
cu publicul si a intregului instrumentar de mar-
keting de care dispune compania (publicitate,
promovare, propagandd, comunicare).
Transmiterea sau comunicarea imaginii
catre o piatd tintd reprezintd una din activitatile
fundamentale ale marketingului. O comunicare
bine pusa la punct contribuie la stabilirea pozi-
tiondrii companiei pe piatd, beneficiind de o
diferentiere 1n raport cu concurenta. Tinand cont
de aceste implicatii, gestionarea imaginii pe
termen lung reprezintd o activitate cruciala pen-
tru toate intreprinderile care urmaresc obtinerea
si mentinerea unui avantaj competitiv. Imaginea
companiei nu reprezintd doar un fenomen per-
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based on the element of differentiation. Theo-
dore Levitt together with Rosser Reeves argued
that “differentiation is one of the most important
strategic and tactical activities in which com-
panies must constantly engage” [4, p.114]. Thus,
a company must present/communicate what are
those unique benefits of its products or services
that allow the company to stand out (diffe-
rentiate) from the crowd of competing compa-
nies. Referring to brand and image differen-
tiation, the focus should be on establishing and
forming emotional bonds with the company in
question. A company’s good image has the
potential to stimulate purchases by simplifying
consumers’ decision-making procedures. Quality
is one of the most obvious links between image
and satisfaction. A company that is perceived as
offering quality products will have fewer
dissatisfied consumers and higher profits that
translate into a competitive advantage. A high
degree of consumer satisfaction also translates
into a favourable image because it generates
word-of-mouth marketing. Since image repre-
sents the way a company is perceived by its
audience, its formation and shaping are achieved
through public relations and all the marketing
tools available to the company (advertising, pro-
motion, propaganda, communication).
Conveying or communicating image to a
target market is one of the fundamental activities
of marketing. Well-targeted communication
helps to establish the company’s position in the
market and differentiates it from the competition.
Given these implications, long-term image ma-
nagement is a crucial activity for all companies
seeking to gain and maintain a competitive
advantage. Company image is not only a per-
ceptual phenomenon that is influenced by
company communications alone, but also the
consumer perception that is formed by a per-
vasive understanding of all branding activities in
which the company is involved. Aaker D. argues
that “positioning and repositioning strategies,
that address aspects of the company’s image do
not usually provide some direction on how the
image can be managed in the long term” [1,
p.268]. Instead, in the short term, market factors



ECONOMIE, BUSINESS S| ADMINISTRARE/ ECONOMICS, BUSINESS AND ADMINISTRATION

ceptual care este influentat doar de comunicarile
din cadrul asociatiei, ci si perceptia consuma-
torului care se formeaza in urma intelegerii, per
ansamblu, a tuturor activititilor legate de bran-
ding in care este implicatd compania. Aaker D.
sustine cd ,,strategiile de pozitionare si de repo-
zitionare care abordeaza aspectele imaginii com-
paniei, de reguld, nu oferd anumite directii
asupra felului in care imaginea poate fi gestio-
nati pe termen lung” [1, p.268]. in schimb, pe
termen scurt, factorii de piatd, precum nevoile
curente ale consumatorilor si strategiile concu-
rentilor stau la baza gestiondrii imaginii com-
paniei. Deoarece deciziile ce tin de pozitionare
si repozitionare sunt luate in urma unei analize
situationale SWOT (Strengthts, Weaknesses,
Opportunities, Threats), aceste decizii nu au o
orientare strategica. Astfel, in procesul de
elaborare a strategiilor de dezvoltare a imaginii
intreprinderilor, e necesara o abordare pe termen
lung, cu un cadru operational corespunzator.
Dezvoltarea si gestionarea imaginii oricarei
intreprinderi necesita o coordonare a activitatilor
de comunicare cu restul activitatilor de vanzare.
Park W., Bernard J. si Macinnis D. inainteaza un
cadru operational, intitulat Managementul Con-
ceptului de Brand (MCB) (figura 1), care pre-
supune planificarea, implementarea si controlul
aspectelor ce tin de imagine, pe tot parcursul
existentei companiei. Conceptul de brand al unei
companii reprezintd acea semnificatie derivata
din nevoile fundamentale ale consumatorului,
care pot fi functionale, simbolice si expe-
rientiale. Astfel, selectarea conceptului, inainte
de penetrarea unei piete, stabileste granitele stra-
tegiilor de pozitionare si drept urmare, influen-
teazd imaginea perceputd a companiei. Odatd ce
conceptul initial a fost stabilit, acesta este gestionat
pe parcursul a trei faze: lansare, elaborare si
fortificare. Prin identificarea conceptului de brand,
0 companie obtine masurile prin care imaginea
poate fi dezvoltata, mentinuta si controlata.

such as current consumer needs and competi-
tors’ strategies underpin the management of the
company’s image. Since positioning and repo-
sitioning decisions are made following a SWOT
(Strengths Weaknesses Opportunities Threats)
situational analysis, these decisions are not stra-
tegically oriented. Thus, in the process of deve-
loping corporate image development strategies,
a long-term approach with an appropriate ope-
rational framework is needed. Corporate image
development and management requires coor-
dination of communication activities with the
rest of the sales activities. Park W., Bernard J., and
Macinnis D. put forward an operational frame-
work, called Brand Concept Management
(BCM) (figure 1), which involves planning,
implementing and controlling aspects of image
throughout the company’s existence. A compa-
ny’s brand concept represents that meaning
which is derived from the fundamental needs of
the consumer which can be functional, symbolic
and experiential. Thus, concept selection prior to
market penetration sets the boundaries of posi-
tioning strategies and, as a result, influences the
perceived image of the company. Once the ini-
tial concept has been selected, it is managed
through three phases: launch, elaboration, and
fortification. By identifying the brand concept, a
company obtains the measures by which the image
can be developed, maintained and controlled.
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valorificare a Cognitive/
ego-ului/ sensory
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Elaborarea mixului corespunzator
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problemelor/ strategy strategy
Specialisation strategy Brand network
focused on problem solving strategy
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Elaborarea mixului corespunzator
de marketing pentru imbunititirea valorii
imaginii/ Develop the appropriate
marketing mix to improve image value

Pozitionarea brandului in raport cu competitorii/
Brand positioning in relation to competitors

Functional ~ Symbolic Expenemnal

C onstrulrea
imaginii prin
produse noi
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experientiale/

Construirea  Construirea

imaginii prin  imaginii prin
produse noi  produse noi

Cu concepte Cu concepte
functionale/  simbolice

Image building Image building Image building
through new  through new  through new
products with  products with  products with
functional symbolic experiential

concepts. concepts concepts

Elaborarea mixului corespunzitor
de marketing pentru asocierile
conceptului de brand/ Develop the appropriate
marketing mix for brand concept associations

Figura 1. Managementul Conceptului de brand — cadru strategic operational/
Figure 1. Brand Concept Management — strategic framework
Sursa: adaptata de autor dupa Park W., Bernard J., Macinnis D. [5]/
Source: adapted by the based on Park W., Bernard J., Macinnis D. [5]

Prima decizie strategica tine de stabilirea
conceptului de brand. Un factor important care
influenteaza procesul de identificare si stabilire
a conceptului dat il reprezintd nevoile consuma-
torului. Asa cum s-a mentionat anterior, nevoile
functionale sunt acelea care motiveaza spre cau-
tarea produselor ce rezolva anumite probleme de
consum. O Intreprindere a carui concept de
brand este definit prin prisma nevoilor functio-
nale va fi axatd pe solutionarea nevoilor de
consum generate din exterior. Pentru companiile
cu concepte functionale, elementele mixului
trebuie sa evidentieze aspecte ce tin de perfor-
manta functionald a produselor Intreprinderii si
de solutionare a problemelor cu care se con-
fruntd consumatorii. La aceastd etapa, mixul
trebuie sd comunice diferentele de performanta
in raport cu concurenta.

Nevoile simbolice sunt definite prin inter-
mediul dorintelor pentru produsele care satisfac
nevoile din interior, cum ar fi: nevoia de apar-
tenentd, semnalizarea statutului, proclamarea ego-
ului, autodepasirea etc. Cercetarile asupra com-
portamentului consumatorului si consumului scot
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The first strategic decision concerns the
selection of the brand concept. An important
factor influencing the selection process is con-
sumer needs. As mentioned above, functional
needs are those that motivate the search for
products that solve certain consumer problems.
A company whose brand concept is defined in
terms of functional needs will be focused on
solving externally generated consumer needs.
For companies with functional concepts, the
elements of the mix should highlight issues
related to the functional performance of the
company’s products and to solving problems
faced by consumers. At this stage, the mix
should communicate performance differences
relative to competitors.

Symbolic needs are defined through desi-
res for products that satisfy inner needs such as
the need to belong, status signalling, ego pro-
clamation, self-fulfilment, etc. Research on con-
sumer and consumption behaviour highlights an
important relationship between symbolic needs
and consumption. Thus, a company with a sym-
bolic brand concept is designed in such a way
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in evidentd o relatie importantd intre nevoile
simbolice si consum. Astfel, o companie cu un
concept de brand simbolic este conceputa in asa fel
incat sa se asocieze cu imaginea individului sau a
grupului de referintd. Pentru intreprinderile cu
concepte simbolice, elementele mixului de mar-
keting trebuie coordonate astfel Incat sia evi-
dentieze relatia brandului cu aparteneta de grup.
Activitatile de comunicare trebuie centrate pe
informarea consumatorilor vizati, cat si pe cei
ne-vizati intru crearea constientizarii si prefe-
rintelor pe ambele segmente. Activitatile opera-
tionale trebuie focusate pe reducerea barierelor
tranzactionale pentru consumatorii vizati, toto-
datd maximizand barierele tranzactionale catre
consumatorii ne-vizati, fapt ce poate fi realizat
printr-o politica de pret mai mare. O imagine
simbolica mai poate fi realizata si in baza carac-
teristicilor de brand, unde dimensiunea si forma
brandului limiteaza utilizarea acestuia doar la
consumatorii vizati.

Nevoile experientiale sunt definite prin
prisma dorintelor pentru produsele care oferd o
placere senzoriald, varietate sau o stimulare cog-
nitiva. Intreprinderile care inglobeaza acest
concept de brand sunt orientate spre satisfacerea
nevoilor de stimulare si/sau varietate. Pentru
intreprinderile cu un astfel de concept, strategiile
trebuie sd comunice efectul brandului asupra
satisfactiei senzoriale sau a stimularii cognitive,
care trebuie evidentiate in procesul de elaborare
a mixului de marketing.

Referindu-ne la etapa de lansare a cadru-
lui operational MCB, aceasta cuprinde un set de
activitati menite sa stabileasca imaginea si pozi-
tionarea companiei pe piatd la etapa de lansare.
Imaginea aleasa trebuie sa se incadreze in limi-
tele conceptului de brand selectat si sa fie
influentatd de prezenta unei nise pe piatd. La
aceastad etapa, mixul de marketing indeplineste
doua sarcini inrudite care au impact asupra
imaginii. Prima sarcind tine de comunicarea
imaginii, unde fiecare element al mixului afec-
teaza deductiile pe care si le formeaza consuma-
torii despre companie, din care si rezultd ima-
ginea actuald. 4 doua sarcind presupune deru-
larea activitatilor tranzactionale, ce implica eli-
minarea barierelor ce pot aparea in procesul de

that it is associated with the image of the
individual or reference group. For businesses
with functional concepts, the elements of the
marketing mix should highlight aspects related
to the functional performance of the enterprise’s
products and solving the problems faced by
consumers. At this stage, the mix must com-
municate the differences in performance in
relation to the competition

Experiential needs are defined in terms of
desires for products that offer sensory pleasure,
variety or cognitive stimulation. Companies that
embrace this brand concept are geared towards
satisfying needs for stimulation and/or variety.
For businesses with such a concept, strategies
need to communicate the brand’s effect on
sensory satisfaction or cognitive stimulation,
which need to be highlighted in the marketing
mix development process.

Referring to the launch phase of the BCM
operational framework, it comprises a set of
activities aimed at establishing the image and
positioning of the company in the market at the
launch phase. The chosen image must be within
the boundaries of the selected brand concept and
be influenced by the presence of a niche in the
market. At this stage, the marketing mix per-
forms two related tasks that have an impact on
the image. The first task concerns image com-
munication where each element of the mix
affects the inferences consumers form about the
company, from which the actual image is deri-
ved. The second task involves transactional
activities that involve removing barriers that
may arise in the acquisition process. The rela-
tionships between these two tasks are inter-
active, as the image facilitates the performance
of operational tasks that increase the consumer’s
willingness to overcome these barriers, which,
as a result, facilitates the effective performance
of the communication task. When the elements
of the marketing mix are consistent with the
communication tasks on the one hand, and the
operational tasks on the other hand, we can
speak of integrated communication. One of
the major shortcomings of companies in the
Republic of Moldova, in terms of marketing
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achizitii. Relatiile dintre aceste doua sarcini sunt
interactive, deoarece imaginea faciliteaza reali-
zarea unor sarcini operationale ce sporesc pre-
dispunerea consumatorului de a depasi aceste
bariere, care, in rezultat, favorizeaza desfasura-
rea eficientd a sarcinii de comunicare. Atunci
cand elementele mixului de marketing sunt con-
secvente cu sarcinile de comunicare, pe de o
parte, si cu sarcinile operationale, de cealalta
parte, putem vorbi de o comunicare integratd. Una
dintre deficientele majore ale ntreprinderilorlor
din Republica Moldova, in ceea ce tine de acti-
vitatea de marketing, se regaseste anume in aceasta
lipsa de sincronizare. Deoarece activitatea de
marketing se rezuma, in mare parte, doar la un
departament si doar cei din departament sunt
responsabili de elaborarea mixurilor de marketing,
rezultatele generate, de cele mai multe ori, nu se
suprapun cu sarcinile operationale si nu rezulta in
obtinerea unor efecte de sinergie. Dacd mixul de
marketing coordoneaza cu succes atét activitatile
de comunicare, cat si cele operationale, atunci
avantajul competitiv al companiei va fi mult mai
vizibil pe piata.

Pe parcursul etapei de elaborare, strate-
giile de dezvoltare trebuie focusate pe sporirea
imaginii, astfel incat superioritatea perceputa in
raport cu concurenta si poatd fi stabilitd si
sustinutd. Deoarece mediul competitiv este unul
dinamic si intr-o continud evolutie, activitatea de
crestere a valorii percepute este esentiald. Stra-
tegiile implementate la etapa de elaborare pre-
supun modificarea mixurilor de marketing. Fiind
plasate in cadrul operational MCB, strategiile
sunt ghidate de conceptul de brand, iar imaginea
care rezultd se armonizeaza logic cu conceptul
de brand si reprezinta o extensie rationald a ima-
ginii initiale. Printr-o astfel de abordare, se evita
posibilele ineficiente, care pot aparea atunci
cand schimbarea de imagine nu este ancoratd in
cadrul operational. Prin planificarea activitatilor
de pozitionare, la etapa de selectare a concep-
tului, Intreprinderile pot opera modificérile de
sine statator, fard a veni cu raspunsuri reactive la
presiunile care sunt exercitate de catre compe-
titori. Aceastd abordare prevede conceptul de
repozitionare, deoarece aceastd decizie este
determinata de conditiile curente in care se afla
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activity, is precisely this lack of synchroniza-
tion. Since marketing activity is mostly limited
to one department and only those in the depart-
ment are responsible for developing marketing
mixes, the generated results are often not in line
with operational tasks and do not result in
synergy effects. If the marketing mix successfully
coordinates both communication and operational
activities, then the company’s competitive
advantage will be more visible in the market.
During the development phase, develop-
ment strategies should focus on enhancing
image so that perceived superiority over the
competition can be established and sustained. As
the competitive environment is dynamic and
constantly evolving, work to enhance perceived
value is essential. Strategies implemented at the
development stage involve changing marketing
mixes. Being placed within the MCB opera-
tional framework, the strategies are guided by
the brand concept and the resulting image is
logically aligned with the brand concept and is a
logical extension of the initial image. Such an
approach avoids possible inefficiencies that can
arise when the rebranding is not anchored in the
operational framework. By planning positioning
activities at the concept selection stage, com-
panies can operate the changes themselves
without coming up with reactive responses to
pressures that are exerted by competitors. This
approach precedes the repositioning concept
because this decision is driven by the current
conditions in which the company finds itself.
Although developing the image at this stage
involves adjusting the designed image, it should
not be a departure from the original concept. As
in the launch phase, elements of the marketing
mix at the development stage will be most
effective in enhancing the value of the image
when they are consistent with operational and
communication objectives that complement each
other. The fortification stage involves consoli-
dation of efforts, the purpose of which is to link
a developed brand image to other brands that
may belong to the company. As the company’s
product portfolio grows, the benefit of more
products with a similar image strengthens the
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compania. Degi elaborarea imaginii la aceasta
etapad presupune ajustarea imaginii concepute,
aceasta nu ar trebui sa fie o plecare de la con-
ceptul initial. La fel ca si in faza de lansare,
elementele mixului de marketing, la etapa de
elaborare, vor fi mai eficiente in sporirea valorii
imaginii atunci, cand corespund cu obiectivele
operationale si de comunicare care se comple-
teaza reciproc. Etapa de fortificare presupune
consolidarea eforturilor, scopul carora este de a
stabili legatura intre o imagine elaboratd a unui
brand si alte branduri care pot apartine com-
paniei. Odata ce portofoliul de produse al com-
paniei creste, sporeste beneficiul mai multor
produse, iar cu o imagine similara intdresc ima-
ginea per ansamblu a companiei. Etapa de for-
tificare nu se aplica tuturor companiilor, deoa-
rece decizia de dezvoltare a produselor noi tine
cont de capacitatea unei companii de a produce
mai multe marfuri, bunuri si de mediul compe-
titiv in care aceasta se afla. Astfel, o companie
care nu este capabild din punct de vedere
financiar sa producd si sd comercializeze mai
multe produse, va fi incapabild sa implementeze
0 strategie de fortificare. Prin implementarea
acestui cadru operational, managementul com-
paniei este capabil sd determine, Tnainte de a
intra pe piatd, care vor fi strategiile de pozitio-
nare la fiecare etapd (lansare, implementare,
fortificare). Avand aceasta planificare strategica,
compania poate dezvolta resursele necesare pe
durata parcurgerii etapelor, astfel incat sa poata
fi implementatd o strategie de pozitionare la
etapa de fortificare.

Astazi, intreprinderile nu mai pot fi pri-
vite prin prisma modelului conventional, format
din intrari si iesiri, care este unidirectional si nu
cuprinde toate partile care formeaza organizatia.
Donaldson T. si Preston L. inainteazd modelul
companiei care inglobeaza teoria partilor inte-
resate (figura 2), unde toate partile implicate
interactioneaza cu organizatia, avand interese
legitime ce tin de obtinerea anumitor beneficii.

company’s overall image. The strengthening
stage does not apply to all companies, as the
decision to develop new products takes into
account a company’s ability to produce more
products and the competitive environment in
which it operates. Thus, a company that is not
financially capable of producing and marketing
more products will be unable to implement a
fortification strategy. By implementing this
operational framework, the company’s mana-
gement is able to determine before entering
the market what the positioning strategies will
be at each stage (launch, implementation, forti-
fication). With this strategic planning in place,
the company can develop the necessary resour-
ces throughout the stages so that a position-
ning strategy can be implemented at the forti-
fication stage.

Today, companies can no longer be vie-
wed through the prism of the conventional
input-output model, which is unidirectional and
does not capture all the parts that make up the
organization. Donaldson T. and Preston L., put
forward the stakeholder theory model of the
company (figure 2), where all stakeholders
interact with the company with legitimate inte-
rests in obtaining certain benefits.
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Grupuri
Guvernul/ Investitori/ politice/
Government Investors Political
groups
Clientii
Furnizorii/ Consumatorii/
. COMPANIA/ -
Suppliers Clients
COMPANY .
Consumers
Asociatii
comerciale/ Angajatii/ Comunitatile/
Commercial Employees Communities
associations

Figura 2. Modelul companiei — teoria partilor interesate/
Figure: Company Model — stakeholder theory
Sursa: adaptata dupa Donaldson T. si Preston L. [2]/
Source: adapted by the based on Donaldson T. si Preston L. [2]

Cand ne referim la elaborarea strategiilor
de dezvoltare a imaginii companiilor, acestea
trebuie sd fie in concordantd cu tot ceea ce
reprezintd managementul partilor interesate.
Imaginea intreprinderii reprezintd un activ foarte
valoros pentru companie §i acesta ar trebuie sa
fie gestionat dintr-o perspectiva strategica. Ca-
drul operational pentru gestionarea activelor
imaginii este oferit de citre managementul par-
tilor interesate. Rezultatul aducerii acestor doud
concepte impreuna ar trebui sa fie un cadru ope-
rational capabil sd examineze legiturile dintre
practica managementului partilor interesate si
atingerea acelor obiective de performantd, la
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When it comes to developing company
image development strategies, they need to go
hand in hand with everything that is stakeholder
management. Company image is a very valuable
asset for the company and it should be managed
from a strategic perspective. The operational
framework for managing image assets is pro-
vided by stakeholder management. The result of
bringing these two concepts together should be
an operational framework that is able to examine
the links between stakeholder management
practice and the achievement of those company-
wide performance objectives. The multidimen-
sionality of image that is one of the fundamental



ECONOMIE, BUSINESS S| ADMINISTRARE/ ECONOMICS, BUSINESS AND ADMINISTRATION

nivel de companie. Multidimensionalitatea ima-
ginii, ce reprezintd una din caracteristicile fun-
damentale ale acestui concept, reprezintda esenta
managementului imaginii companiei.

Concluzii

Imaginea companiei trebuie privitd prin
prisma tuturor partilor interesate care interac-
tioneaza cu compania. O imagine corporativa
buna reprezintd o sursd importantd de avantaj
competitiv, care intretine abilitatea companiei de
a crea valoare pe termen lung. Desi resursele
disponibile organizatiei, precum accesul la pro-
cese tehnologice sofisticate, pot deveni irele-
vante in urma inovatiilor perturbatoare, imagi-
nea favorabild a unei companii nu este suscepti-
bila la astfel de transformari. Majoritatea com-
paniilor de succes au reusit sa-si mentind buna
reputatie pe perioade indelungate de timp. O
imagine superioard ofera companiilor o serie
de avantaje, care se pot materializa intr-o0 poli-
tica preferentiald a preturilor, un moral mai
pozitiv in randul angajatilor si o performanta
financiara mai buna.

Elaborarea strategiilor de imagine a intre-
prinderii nu trebuie sa fie o activitate care se
rezumd doar la departamentul de marketing.
Tinand cont de caracterul multidisciplinar insu-
sit de acest concept, intre imaginea intreprinderii
si partile interesate, mentionate mai sus, exista o
legatura care inglobeaza mai multe dimensiuni,
iar fiecare dintre aceste dimensiuni reiese din
relatiile dezvoltate cu elementele ce formeaza
partile interesate.

Managementul imaginii este un proces
care implicd selectarea unui concept general de
brand ce poate fi functional, simbolic sau expe-
riential, iar apoi lansat, elaborat si fortificat in
timp. in selectarea conceptului de brand, o com-
panie trebuie sd tind cont de resursele disponi-
bile, de imaginea actuald a acesteia si de oferta
de produse. La etapa de lansare, o companie
trebuie sd gaseascd cele mai bune cai de opera-
tionalizare a conceptului ales, utilizdnd elemen-
tele mixului de marketing. Odatd ce nevoile
consumatorilor si piata per ansamblu se schim-
ba, elaborarea conceptului de brand capatd o
importanta deosebita. Prin strategiile de pozitio-
nare la etapa de elaborare, managementul intre-

characteristics of this concept is the essence of
corporate image management.

Conclusions

The company’s image should be viewed
through the lens of all stakeholders who interact
with the company. A good corporate image is
an important source of competitive advantage
that sustains the company’s ability to create
long-term value. Although resources available
to the organization, such as access to sophis-
ticated technological processes, may become
irrelevant as a result of disruptive innovations,
a company’s favourable image is not susceptible
to such transformations. Most successful com-
panies have managed to maintain their good
reputation over long periods of time. A superior
image offers companies a number of advanta-
ges that can materialise in a preferred pricing
policy, better employee morale and improved
financial performance.

Developing corporate image strategies
does not have to be a task for the marketing
department alone. Given the multi-disciplinary
nature of the concept, there is a multi-dimen-
sional link between corporate image and the
stakeholders mentioned above, and each of these
dimensions emerges from the relationships deve-
loped with stakeholders.

Image management is a process that
involves selecting an overall brand concept that
can be either functional, symbolic or experien-
tial and then launching, developing and strengt-
hening it over time. In selecting the brand con-
cept, a company needs to consider its available
resources, its current image, and its product
offering. At the launch stage, a company needs
to find the best ways to operationalise the cho-
sen concept using the elements of the marketing
mix. As consumer needs and the market as a
whole change, brand concept development beco-
mes particularly important. Through positioning
strategies at the development stage, company
management can convey a consistent, unique
image in relation to the competition, which
directly influences the company's financial per-
formance, giving a strong competitive advan-
tage. Subsequently, the image can be reinforced
at the strengthening stage by extending it to new
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prinderii poate transmite o imagine consecventa,
unicd in raport cu concurenta, care sd influen-
teze In mod direct performanta financiard a
companiei, lucru ce denotd un puternic avantaj
competitiv. Ulterior, imaginea poate fi confir-
mata la etapa de fortificare, prin extinderca
acesteia catre noi produse complementare. Ast-
fel, o dezvoltare initiald reusitd a imaginii de
brand poate avea un efect de lunga durata atat
asupra ciclului de viatd a unui brand, fapt ce
presupune cresterea volumului de vanzari, cat si
asupra altor produse ale intreprinderii.

complementary products. Thus, successful ini-
tial brand image development can have a long-
lasting effect both on the lifecycle of a brand,
which implies a constant volume of sales, and
on the company's other products.
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