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Introduction 
 

The motivation for choosing the theme. Moldovan viticulture has deep roots, and local 

wines are appreciated for their quality both locally and internationally. The Republic of Moldova has 

an impressive variety of grape varieties, which translates into a wide range of wines, from dry and 

aromatic to sweet and liqueur ones. 

The current trends of modern tourists reflect the desire to move away from crowded urban 

environments and seek authentic, natural and unusual experiences. Wine tourism responds to 

these preferences, as Moldovan vineyards are located in areas with impressive landscapes, 

offering visitors the opportunity to relax and enjoy nature in the company of friends, tasting a 

quality wine. 

Wineries in Moldova have a great tourist potential. Wine tourism is beneficial for both 

winemakers and their customers. It creates mutual satisfaction for both parties. Tourists can get 

new knowledge and impressions by visiting wineries. Producers, however, can obtain additional 

profit by developing tourism. The increased interest of tourists in visiting wineries has led wineries 

entrepreneurs to promote themselves more effectively and to improve the tourist offer by 

implementing memorable and pleasant experiences. 

Wine tourism, in the last two decades, has registered an ascent, attracting more and more 

foreign tourists, generating significant profits both globally and at the level of the Republic of 

Moldova. Wine tourism has become a frequently discussed topic both in the business environment 

and among those looking for destinations for weekends, holidays or vacations. 

Wine tourism in the Republic of Moldova is an important branch of the national economy, 

having a significant potential for the progress of the wine-growing areas and influence on the 

increase of the country's income. Compared to other wine destinations, Moldova offers a quality 

experience at more affordable prices. 

Topic topicality. The theme of the scientific investigation Research on the development of 

wine tourism in the Republic of Moldova is current, because wine tourism is a relatively young form 

of tourism in the Republic of Moldova, in the process of development, which has a fairly high 

growth potential in the future. At the same time, many Moldovan winemakers are at the beginning 

of their business development in tourism and the suggestions presented in this paper can help 

them in developing their business. In this context, the choice of wine tourism by tourists will allow 

them to experience new sensations, generating a perfect balance between tourism, nature and 

culture. 

The purpose of the research is to determine the current situation of wine tourism and to 

identify the directions and strategies for the development of wine tourism, as well as the attraction 

factors of wine tourism consumers. 

The degree of novelty. The innovative practical results obtained in this paper were 

achieved with the help of the bibliometric study studied by means of the VOSviewer software, the 

questionnaire on the research of the consumer perception of wine products and the attractiveness 

of wine tourism in the Republic of Moldova, the analysis and dynamic evolution of the main 

indicators of the tourism activity of CVC Milestii Mici, the SWOT analysis of wine tourism in the 

Republic of Moldova. 

The researches presented regarding the development of wine tourism in the Republic of 

Moldova include the investigations carried out by the author, in particular, during the years 2019-

2023. 
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These were obtained based on the synthesis and processing of information from 

researchers in the field of interest studied, bibliographic study, practical accounting data, 

questionnaires both developed by the author and some research companies, statistical 

information, website data, etc. 

Consequently, the author presented both in the theoretical and in the practical part in a 

unique way his own conceptions, conclusions and recommendations of the elements researched in 

the work. 

Original contribution related to this study. The presented study includes the author's 

own conceptions and classifications, SWOT analyses, the determination and analysis of the main 

indicators of the wine tourism activity of CVC Mileștii Mici, as well as the presentation of practical 

success data of CVC Mileștii Mici, the report of some conclusions and recommendations aimed at 

improving wine tourism activity. 

With the help of the questionnaire developed by the author, the reasons for visiting a 

winery, the expectations from wine tourism, the way to purchase wine products, the most 

requested wine products, the sensory preferences of consumers regarding wine products, the 

frequency of use of wine products, as well as many other objectives were analyzed of interest. All 

the answers obtained provided us with information, which will certainly contribute to the 

development of wine tourism in the Republic of Moldova. 

An invaluable contribution of this study was the identification of the importance of the main 

factors that will contribute to the development of the wine sector in the Republic of Moldova. Thus, 

by means of a fuzzy application developed in Matlab R2020b, a qualitative methodology for fuzzy 

analysis of the hypotheses that influence the behavior of consumers of wine products was 

developed. As a result, it was possible to identify the importance of the factors that can stimulate 

the development of the wine tourism sector in the Republic of Moldova. 

 The general research objectives of the paper: 

 Establishing the initiation and development stages of viticulture and wine tourism; 

 Specification of legislative and normative acts, which regulate wine tourism; 

 Identifying concepts regarding tourism, tourist and wine tourism; 

 Researching the composition, benefits and contraindications of wine on the human body; 

 Examining the art and culture of wine consumption; 

 Identification of the national and international wine tourism routes of the Moldavian Wine 

Route; 

 Analysis of wine tourism marketing strategies and the effect of their application on the 

development of wine tourism; 

 SWOT analysis of the development of wine tourism in the Republic of Moldova; 

 Bibliographic study regarding investigations in the field of wine tourism development; 

 Researching the perception of consumers in relation to wines from the Republic of 

Moldova; 

 Investigating the popularity of wine tourism in the Republic of Moldova; 

 Identification and analysis of the main indicators of CVC Mileștii Mici; 

 Presentation of the development strategies of CVC Mileștii Mici with a view to taking 

over the good practices of the wine enterprises at the beginning of the business development 

regarding wine tourism. 

 The work - Findings regarding the development of wine tourism in the Republic of Moldova 

has a structure consisting of 4 chapters, which include 51 figures, 31 tables and 5 appendices. 



Viorica Gutan 

                            Research on the development of wine tourism in the Republic of Moldova 

17 

 

 Chapter 1 – General aspects regarding wine tourism presents the historical stages of 

development of viticulture and wine tourism, identification and analysis of legislative and normative 

acts regarding wine tourism, establishing the main concepts regarding tourism and wine tourism, 

researching the composition, benefits and impediments of wine consumption, determining the 

culture and art of wine consumption. 

 Chapter 2 – Wine tourism in the Republic of Moldova includes premises regarding the 

development of wine tourism, the description of the national and international route Moldova's 

Wine Road, the attribution of wine tourism to sustainable tourism, the research of aspects and 

marketing strategies of wine tourism in order to identify its development directions. 

 Chapter 3 – Research on the development of wine tourism in the Republic of 

Moldova represents an analysis of the bibliographic study regarding the investigations in the field 

of wine tourism development, the research of consumer perception in relation to the wines of the 

Republic of Moldova, the assessment of the degree of satisfaction by tourists of visiting the 

wineries of the Republic of Moldova, the analysis of the evolution of the main indicators of the wine 

tourism of ÎS CVC Milestii Mici and the identification of strategies for the development of wine 

tourism at CVC Milestii Mici. 

 Chapter 4 – General conclusions. Original contributions and research perspectives 

present the final conclusions of their own research and the original contribution in the elaboration 

of the doctoral thesis, deriving from them potential future research directions in this subject. 

  At the end of the paper, the scientific works and participation in conferences during the 

doctoral training period are mentioned. 

 177 bibliographic references were used in the writing of the work. 

 The thesis was developed and written under the coordination of Univ. prof., PhD Adrian 

Gheorghe Zugravu and the guidance committee with the following composition: Univ. prof., PhD 

Silvius Stanciu, Univ. prof., PhD Maria Magdalena Turek-Rahoveanu and Univ. prof., PhD Florin 

Marian Buhociu. 

 

 

 

 

 

 

 

 

 

 

 

 



Viorica Gutan 

                            Research on the development of wine tourism in the Republic of Moldova 

18 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



Viorica Gutan 

                            Research on the development of wine tourism in the Republic of Moldova 

19 

 

1. The bibliometric research on developments and trends of wine products  

and wine tourism in Republic of Moldova 

 

Wine products and wine tourism are a component of the agri-food system. They cover all 

aspects of the food production chain, from the manufacture, storage and transport of raw materials 

to the processing, control, distribution and marketing of the product for final consumption. 

The purpose of this research is to identify with the help of a bibliometric study the main 

concepts related to the services that can be used for the development of wine tourism in the 

Republic of Moldova. 

The WOS indexed article database research was done for ten years (2012 – 2022) on 

trends regarding the traditional product concept. In recent years, there has been a growing interest 

in the ethical, health, environmental and cultural implications of food production and consumption. 

This study provides the opportunity to identify research developments, major trends and issues in 

the field of wine products and wine tourism. VOSviewer was applied to data obtained from the Web 

of Science database to ensure that only hot topics were included to detect trends in wine tourism 

[89].  

There are many factors that determine consumer tastes in wine products. In recent 

decades, wine consumption patterns have changed as a result of the impact of lifestyle, prices and 

distribution [92].  

Tastes regarding the consumption of wine products are increasingly individual, personalized 

and original. For this reason, communication plays an increasingly important role, as it is able to 

direct consumer preferences and purchases by favoring their segmentation and identification in 

groups of belonging. The choice of wine can also be related to the area of its production and the 

memories of visiting that area. The sensory aspect predominates in consumption: it is related to 

travel, the name of the area of origin, the vinification method, the date of issue, etc. [93, 94; 95, 96, 

97, 98, 99]. 

The analysis did not focus only on top journals in the field, but used a keyword approach 

applied regardless of the source of the paper. In recent times, profound changes have taken place 

in the tourism sector, and recent studies in this field demonstrate how the political changes, 

economic and social conditions of the new millennium have influenced consumption habits, needs, 

perceptions, motivations and, in general, how to design holidays [100, 101, 102].  

The modern tourist, compared to the past, is more involved in the vacation planning phase, 

is aware of having a wide range of destinations, is more interested, more demanding, more 

informed, having a greater tendency towards quality, towards a style of healthy and authentic life, 

towards new forms of tourism that allow interesting experiences. We are also witnessing changes 

from an organizational point of view: now there is a personal tendency to search for information 

about stays [103, 104, 105]. 

The tourist is increasingly looking for autonomy and freedom, tends to abandon group 

travel, preferring to travel with family, as a couple or independently. He no longer considers 

vacation exclusively as a time of relaxation and leisure, but rather as an opportunity for personal 

enrichment from a social and cultural point of view [106]. The tourist is more and more motivated to 

know the true culture, as well as the traditions and customs of the visited place. Starting from these 

premises, we can identify the reasons for the rapid development of the phenomena of wine tourism 

and agrotourism [98, 107, 108]. 

The methodology of a bibliometric study on the evolutions and trends of wine products and 

wine tourism in the Republic of Moldova can be divided into several stages: 
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- defining the objectives of the study - at this stage, it is important to establish the general 

purpose of the study and the specific objectives of the bibliometric analysis. 

- identification of key terms - key terms should be relevant to the study topic and cover the 

various aspects of wine products and wine tourism in the Republic of Moldova. 

- identification of databases - the selection of relevant databases is crucial for ensuring an 

adequate coverage of the published literature in the field of wine products and wine tourism in the 

Republic of Moldova. 

- conducting bibliometric searches - bibliometric searches should be conducted using 

identified key terms and limiting them to specific time periods or geographic areas; 

- data collection and analysis - once the relevant publications have been identified, the data 

must be collected and entered into bibliometric software for analysis. Analysis may include 

publication count analysis, citation analysis, research theme and trend analysis. 

- interpretation and presentation of data - the obtained data must be interpreted and 

presented in the form of graphs, tables or reports in order to be understood and used for decision-

making. 

The quantitative approach to the analysis offered by the bibliometric study includes various 

procedures and techniques for the analysis of literature and scientific publications, which is in a way 

a guarantee of the objectivity of the results achieved by this methodology. 

The purpose of this research is to collect and evaluate quantitative data from the scientific 

network indexed in the published literature, to obtain information about scientific activities, 

developments and trends in wine products and wine tourism. 

Some of the main bibliometric methods include: 

- Citation analysis, this being a method that identifies the most frequently cited publications 

in a given topic and to determine the impact of publications on research in the field of wine products 

and wine tourism. 

- Co-author analysis, this is a method to identify the most frequent authors who collaborate 

in a certain field and to determine the key researchers and research groups in the field of wine 

products and wine tourism. 

- Co-citation analysis, this method identifies the most frequently cited publications in a given 

field and identifies research themes and trends in the field of wine products and wine tourism. 

The methodology of the bibliometric study is thus used to gain an insight into the activities 

and scientific developments in the field of wine products and wine tourism, by using data taken from 

WoS electronic databases. Information on wine products and wine tourism was exported from the 

WoS database and analyzed using VOSviewer software. Bibliometric analysis data for 340 WoS 

articles on wine products and wine tourism show 2 groups of countries with the highest 

contributions: 

1. England, Italy, Portugal, 

2. Mexico, Spain. 

Coupling analyzes place three countries: Portugal, Italy and England as the countries with 

the highest total strength of relationships (Figure 1.). 
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Figure 1. Countries with the highest total relationship strength 

Source: developed by the author 

Analysis using the VOSviewer application shows that the authors with the highest number of 

citations were: Charters Steve (2014), Santos Vasco (2020) and Kastenholz Elisabeth (2022). 

Citations allow readers to verify the accuracy of the information presented and also lend credibility 

to the authors of the original work. 

From the 340 bibliographic coupling analyzed WOS articles, a bibliographic coupling score 

is calculated for each pair of publications as the number of references shared by two publications, 

divided by the square root of the product of the number of references in each publication, such as 

Getz, Bruwer, Bras, Barbosa, Ma Liang, Contreras, Alonso, Carvalho, Scorrano, Contreras   

(Figure 2). 

  

 
 

Figure 2. The most frequent bibliographic links 

Source: developed by the author 

 

The bibliographic coupling score calculated using the VOSviewer software allows a map 

representation of the relationships between the publications found within the 340 WOS articles 

identified in the field of wine products and wine tourism, such as: Sustainability, Tolia International 

Journal, Intrenational Journal of Wine, Rivar Revista Iberoamerica, Asia PacificJournal of Tourists, 

Tourism Review International.  

These are highlighted in Figure 3. 
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Figure 3. Map of relationships between the most found publications within the 340 WOS 

articles identified in the field of wine products and wine tourism 

Source: developed by the author 

 

A valuable investigation of this study, using inductive reasoning, consists in collecting data 

related to relevant theories gathered during the systematic literature review using VOSViewer 

1.6.19 software. Thus, it was the realization of a bibliometric study regarding the key words 

regarding wine tourism. Researching the ISI indexed article database related to key terms on wine 

tourism on trends regarding the traditional product concept. The literature was extracted and 

analyzed using the Web of Science database. WoS articles were selected for a detailed study 

based on three main criteria: 

o Subjects related to wine products and wine tourism; 

o Article document type; 

o Year of publication in the period 2017–2021. 

VOSviewer provides visualizations of bibliometric networks. 

The analysis of the main concepts encountered in the 340 WOS articles related to wine 

products and wine tourism identified 3 distinct groups of major keywords, according to Figure 4: 

- Cluster 1: dimensions, regions; 

- Cluster 2: rural tourism, wine tourism; 

- Cluster 3: strategies, tourism. 

 
Figure 4. The main concepts encountered in the 340 WOS articles related to the field of 

wine products and wine tourism. 

Source: developed by the author 
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The bibliometric analysis identified as the main trends related to the national and 

international competitiveness of wineries in the Republic of Moldova, the orientation of their 

development towards wine tourism and rural tourism. The wine represents an ambassador of its 

territory of origin becoming an image vector for the marketing and promotion strategy to best 

highlight the fusion of traditional values and progress. It thus has the ability to value the wine-

growing areas, the natural environment, promotes and creates a strong added value to the offer of 

wine-growing tourism. 

Wine tourism is capable of providing economic and social benefits, contributing greatly to 

the conservation of cultural and natural resources. The Republic of Moldova, although it has great 

potential in terms of wine products, has lagged behind other countries in the development of wine 

tourism, making an effort to improve the poor quality of structures, equipment, staff training, 

communication and promotion strategies. However, the biggest challenge must be implemented at 

the mindset level, because the unusual inclination for territorial aggregation greatly limits the 

opportunities to develop a solid integrated value chain and the valid sustainability of territorial 

progress. 
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2. Research on the development of wine tourism in the Republic of Moldova 

 

 One of the main interests of citizens of modern society is the organization of free time. To 

cover this demand with an incredible speed and a remarkable continuity of growth, the tourism 

industry has developed in the last century, both worldwide and in the Republic of Moldova [109, 

110, 111]. Tourism has proven to be a very important activity for the country's economy. It has a 

fairly large development potential, presenting a complex combination of natural environments 

(natural areas, massive forests in the center of the country, rocks, valleys, meadows) and man-

made ones (medieval settlements, fortresses), cities with various architectural styles , spas, 

festivals, wineries, etc.) [112, 113, 114, 115]. 

 There is a growing demand among citizens for short-term holidays, weekend breaks and 

individualized tourism. Today's tourists show an increasing interest in tranquility, direct contact with 

nature, culture and avoiding crowds [116, 117, 118]. At the same time, tourists advocate for 

relaxing tourist visits that stimulate them mentally and physically. In our opinion, wine tourism could 

satisfy the stated requirements. It is considered to be one of the forms of tourism of the Republic of 

Moldova which, by its potential, could easily compete on the international market [119, 120,121]. 

The art of winemaking has been appreciated by the country's population since ancient 

times. In aquatic spa treatment centers in the country, grapes and grape juice are widely consumed 

[122, 123]. Wine tourism offers a variety of guided tours in wineries, in underground cities with 

streets named after grape varieties, in underground galleries, in primary wine processing 

enterprises, in the production of sparkling wine, divine balms, in wineries, in bottling. rooms, rooms 

with a variety of themes, wine tasting rooms, banquet rooms, conference rooms, in wine shops, etc. 

[115, 124, 125]. 

Visitors to the winery, in addition to the basic program of guided tours and tastings, could 

benefit from other services. These include: custom wine orders, tours of vineyards and other 

nearby attractions, bike tours, picnic areas, hotel services, terraces, children's playgrounds, 

museums, art galleries, fishing, hunting, swimming pools, saunas, culinary master classes, etc. 

[126, 127,128,129,130]. During the season, tourists can participate in the wine production process. 

Most wine companies offer the possibility to organize tours for visitors [131, 132, 133, 134, 

135,136]. Here tourists can gain experience and learn about the complex production process, be 

present at the bottling process and, of course, taste the final product [137, 138, 139, 140]. 

The most representative wineries, which are in the Republic of Moldova, are presented in 

figure 5. 

At a higher level are the wines with the possibility to indicate vintage and/or variety but 

without indication of origin; they can be produced with grapes from different areas and/or different 

EU member states. In contrast, the protected geographical indication based on the name of a 

region or a specific place serves to designate a wine - originating from that region or place, with a 

certain quality, reputation or other characteristic that can be attributed to the geographical origin. At 

least 85% of the grapes from which a PGI wine is obtained must come from the geographical area 

of the respective grapes [141, 142, 143]. 

In Moldova there are tourist routes the Wine Road in the Republic of Moldova and the Wine 

Road of Moldova, which represent a substantial reason to visit the Republic of Moldova 

[144,145,146,147,148]. 

In recent years, thanks to the investments of the winery owners, and the support through 

grants and assistance from the Moldovan Competitiveness Project, funded by USAID and the 

Government of Sweden, the number of wineries open to tourists has doubled [149]. 
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Denumirea 
Vinăriei 

Distanță de 
la Chișinău 

1. AGRICI WINE 12 km 
2. ASCONI WINERY 33.5 km 
3. ATU WINERY     1 km 
4. BARZA ALBĂ 137 km 

5.CARLEVANA WINERY 17,5 km 

6. CASA VINICOLĂ LUCA 0 km 

7.CASTEL MIMI 39,3 km 

8.CHATEAU COJUSNA 15,5 km 

9.CHATEAU PURCARI 116 km 

10.CHATEAU VARTELY 44,5 km 

11.CRAMA MIRCESTI 86,9 km 

12.CRAMA TĂTARU 39,3 km 

13.CRAMA TUDOR 50,3 km 

14.ETNOVIN 10,5 km 

15.GALERIILE SUBTERANE 

CRICOVA 
17,7 km 

16.GOGU WINERY 72,6 km 

17.KARA GANI 198 km 

18.KVINT 71,3 km 

19.LEUNTEA VIN 87,4 km 

20.MIHAI SAVA 24,2 km 

21.MILESTII MICI 20,8 km 

22.NOVAK WINERY 132 km 

23.PODGORIA VIN 132 km 

24.POIANA WINERY 36,1 km 

25.POMUSOARĂ DULCISOARĂ 10 km 

26.TRONCIU WINES 65,3 km 

27.VINĂRIA BRĂNESTI 44,1 km 

28.VINĂRIA DIN VALE 124 km 

29.VINĂRIA ET CETERA 126 km 

30.VINĂRIA JAVGUR 56 km 

31VINIA TRAIAN 190 km 

32.VINUM ESTATE 0 m 

33. VINURI DE COMRAT 101 km 

 
Figure 5. Location of wineries providing tourist services in the Republic of Moldova 

Source: 40, p. 7 

To investigate the stated theme, the authors used a series of research methods: exposure, 

systematization, questionnaire investigation, induction and deduction, comparison, quantitative and 

qualitative analysis, synthesis. Questionnaire inquiry is a method of questioning social facts 

(opinions, attitudes, motivations, etc.) at the level of human groups, smaller or larger, and analyzing 

quantifiable data to describe and explain them [150,151,152] . Polling is a quick and effective way 

to capture opinions. On the other hand, research studies also use complementary methods 

(observation, analysis, documentation) [153,154,155,156,157]. 

The survey on consumer perception of wine products and wine tourism in the Republic of 

Moldova was conducted online on Google forms, mainly among the citizens of the Republic of 

Moldova, using a sample of approximately 110 people. A total of 200 questionnaires were 

distributed in 32 counties and 134 were returned. After checking the validation of the returned 

questionnaires, 24 incomplete questionnaires or those with logical errors were deleted, that is, 110 

valid questionnaires were obtained; the effective response rate was 55%. 

The sample for this population was drawn randomly by the RDD (random digit dialing) 

method and was achieved by calculating weights according to region and environment of residence 

and sex. 

In this scientific investigation, the authors present the results of a social survey. It was 

carried out with the aim of discovering the preferences of different wine consumers and elucidating 
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the interest of the population that participated in the survey regarding the visit to wineries in the 

Republic of Moldova and the degree of satisfaction received following these visits [150, 158, 

159,160]. 

The first 5 questions of the survey included general data about the participants. These 

included: citizenship, place of birth, gender, age and highest level of education of survey 

respondents. 

According to the data collected from the survey [161], citizens of the Republic of Moldova 

participated in a proportion of 96.3%, while Romanian citizens and citizens of other states have an 

equal share in proportion of 3.7% (Figure 6.).  

 
Figure 6. Respondents who participated in the survey 

Source: developed by the author 

So, this survey presents us with truthful information about the domestic tourism of the citizens 

of the Republic of Moldova. 

The respondents, who participated in the survey, mainly come from the academic community, 

but citizens active in different branches of the national economy also participated in the 

questionnaires. 

The analysis of consumer perception used as segmentation criteria: age, gender and 

education can be seen in Table 1. 

 

Table 1. Distribution of respondents by gender, age and place of birth 

Demographic variables Categories Subjects, no. Share, % 

Gender 
 

Barbie 16 14,70 

Ladies 94 85,30 

Age 
 

18–20 11 10,1 

21–30 22 20,2 

31–40 16 14,6 

41–50 33 30,3 

51–60 17 15,6 

>60 10 9,2 

Place of birth Rural 56 50,9 

Urban 54 49,1 

Source: developed by the author 

From the data in the table, we notice that respondents of different ages took part in the 

survey: young, middle-aged and elderly people. Out of 110 responses regarding age, the majority 

of respondents are between 41–50 years old, i.e. 33 people or 30.3%, followed by respondents 

aged 21–30 years in second place (22 people or 20.2 %); in 3rd place are the respondents aged 

between 51-60 with a weight of 15.6% (17 people), closely followed by those aged between 31-40 
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with a weight of 14.6% (16 people). Finally, in the last place, we find the respondents who have 

reached the age of 18-20 with a weight of 10.1% (11 people) and those over 60 with a weight of 

9.2% or 10 people. 

Of the total number of respondents, 50.9% were born in rural areas and respectively 49.1% 

were born in urban areas. Of the total number of respondents who participated in the survey, 85.3% 

were women and 14.7% were men. The age of the respondents who participated in the survey 

varied widely. 

We conclude that the participation of different age groups in the survey allows us to note 

that the most truthful answers to the questions in the questionnaire are expressed. 

When asked about the last level of education, we establish that the respondents with 

university education have a weight of 45.9%, those with postgraduate studies (master's, doctorate, 

etc.) reach a weight of 36.7%, those with high school and post-high school education reach at a 

weight of 7.3% each, and respondents without high school education reach a weight of 2.8% 

(Figure 7). 

 

  
Figure 7. Education level of respondents who participated in the survey 

Source: developed by the author [161] 

Thus, the majority of respondents (82.6%) are respondents with university and postgraduate 

studies. 

7 questions from the questionnaire refer to wine tourism and for this reason, we will examine 

them in more detail, being objects of particular interest to the authors of this scientific research. 

Based on the first question in the questionnaire, it was determined how many of the 

surveyed respondents participated in organized tours of wine enterprises in the Republic of 

Moldova. 110 respondents answered this question. Of those interviewed, 42 people or 37.5% 

visited only one winery, 42 people or 37.5% visited several wineries and 28 people or 25% did not 

visit any wineries. The exposed results can be seen in Table 2. 

Table 2. Share of visits to wineries 

Characteristics of wine tours Share, % 

Share of respondents who visited only one winery 37,5 

Share of respondents who visited several wineries 37,5 

Share of respondents who have not visited any winery 25 

Source: developed by the author [161] 
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Therefore, we conclude that at least 75% of the total number of surveyed respondents 

undertook visits to wineries. 

The next topic covered was the way to organize visits to wineries in the Republic of 

Moldova. 87 people answered this question. Thus, 68.2% or 60 people visited the wineries on their 

own, 14.8% or 13 people visited the wineries in visits organized by the tourism company or tour 

operator, and 17% or 15 people visited the wineries organized in combination (on your own and by 

the travel company or tour operator). The exposed results can be seen in Table 3. 

Table 3. Organization of visits to wineries 

Characteristics of wine tourists Share, % 

Share of respondents who visited wineries on their own 68,2 

Share of respondents who visited the wineries through tourist companies or 
tour operators 

14,8 

Share of respondents who visited wineries in a combined way 17 

Source: developed by the author [161] 

 

The next question was a multiple-choice grid and had the task of researching what 

motivates visitors to visit the winery. 109 interviewees participated in this survey. The surveyed 

respondents went to the wineries to visit a winery, underground city, uniquely designed rooms in 

the number of 39 people or 35.8%, for wine tasting 28 people or 25.7%, to purchase wines and 

souvenirs at the wine shops wines next to the factory 20 people or 18.3%, to dine at the restaurant 

next to the winery 20 people or 18.3%, for accommodation in a rural area 11 people or 10.1%, the 

additional activities proposed by wineries (boating, cycling, swimming pool, sauna, etc.) 21 people 

or 19.3%, for the tourist attractions in the area proposed for visiting by the tourist agency 31 people 

or 28.4%, all listed activities 36 people or 33% [161]. These exposed results can be seen in Figure 

8. 

 
Figure 8. Content of the tourist product of wineries, % 

Source: elaborated by the author [161] 

The next object researched in the questionnaire includes the name of the wineries visited by 

the respondents. Out of the total number of participants in the survey, 92 respondents visited the 

wineries. 

Of which, the Cricova winery was visited by 58 people or 63% of the respondents, Mileștii 

Mici was visited by 28 people or 30.4% of the respondents, the MIMI castle was visited by 21 
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people or 22.8% of the respondents, Chateau Purcari was visited by 17 people or 18.5% of the 

respondents, Chateau Vartely was visited by 23 people or 25% of the respondents, Asconi was 

visited by 24 people or 26.1% of the respondents, Poiana was visited by 9 people or 9.8% of the 

respondents, other wineries were visited by 13 people or 14.1% of the respondents. 

The exposed results can be seen in figure 9. 

 

 
 

Figure 9. Number of visits by respondents to the most famous wineries 

 in the Republic of Moldova 

Source: elaborated by the author [161] 

 

Another question in the questionnaire concerned the research of the intention to visit other 

wineries in the Republic of Moldova (Figure 10). 

 
Figure 10. Share of respondents who intend to visit a winery in the Republic of Moldova 

Source: elaborated by the author [161] 
 
From 106 responses, we find that 50 people or 47.2% will visit the wineries again, 34 people 

or 20.8% will possibly visit the wineries, and 22 people or 32.0% do not currently intend to visit 

wineries [161]. 

Therefore, we conclude that, out of the total number of respondents, 68% of the people 

participating in the survey will visit the wineries. 

This result proves that wine tourism is popular among the population of the Republic of 

Moldova and has a tendency to increase its expansion area. 
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Another question in the questionnaire included researching the satisfaction level of visitors 

to wineries. 91 people answered this question. The results of the survey confirm that as a result of 

the visit to the winery, 43 people or 47.3% were very satisfied, 41 people or 45.1% were satisfied, 4 

people or 4.4% were moderately satisfied, 1 person or 1 was less satisfied .1%, unsatisfied 2 

people or 2.2%. Therefore, we conclude that the degree of satisfaction of visiting wineries is quite 

high. 

The mentioned results can be seen in figure 11. 

47,3%

45,1%

1,1%

4,4%

2,2%

Highly satisfied

Satisfied

Moderately satisfied

Less satisfied

Dissatisfied

 
Figure 11. Degree of satisfaction of visits to wineries 

Source: elaborated by the author [161] 

Another research object of the questionnaire was wine consumption education. 

Respondents were asked about whether wine education is needed and whether this aspect is 

widely promoted by wineries. 86 people or 79.6% of the respondents answered yes to this 

question, sometimes 19 people or 17.6% of the respondents and 3 people or 2.8% of the 

respondents answered no (Figure12). 

 

Figure 12. The need to promote wine consumption education at wineries 

Source: elaborated by the author [161] 

From what has been reported, it can be concluded that a task of wine tourism consists in 

promoting wine consumption and educating consumers about the art of wine consumption 

depending on the dishes served [162,163,164,165,166]. 

All the obtained results tell us that in the Republic of Moldova wine tourism is viable and 

popular, and the country's winemakers must constantly improve wine and wine tourism products to 

meet the needs of each consumer. 
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Although the current research on consumer perception of wine tourism provides a picture of 

its potential, current policies to support the development of wine tourism require the involvement of 

APS and LPA to support and develop Wine Road projects. Of course, this is quite difficult to 

organize, and only with the collaboration of all actors, the Wine Route will develop and improve the 

offer of wine tourism. 
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3. Research on consumer perception in relation to wines from the Republic of 

Moldova 

The present research was carried out on the basis of a survey to discover the preferences 

of different wine consumers and to determine their degree of satisfaction as a result of these visits. 

The purpose of this research is to analyze consumers' perception of wine products and wine 

tourism, which can thus support the foundation of a wine tourism development strategy in the 

Republic of Moldova, starting from the identification and validation of the factors, expressed in 

hypotheses, that can stimulate the consumption of wine products. 

Starting from the concepts found in the specialized literature with the help of the bibliometric 

study carried out with the help of the VOSviewer software, we created a questionnaire to 

investigate the consumer perception of wine products and wine tourism in the Republic of Moldova. 

At the same time, with the help of the questionnaire, we also analyzed the importance of the main 

factors that can contribute to the development of the wine sector in the Republic of Moldova. In this 

sense, with the help of a fuzzy application developed in Matlab, we developed a qualitative fuzzy 

analysis methodology. We thus managed to identify the importance of the factors that can stimulate 

the development of this tourism sector in the Republic of Moldova. The survey on consumer 

perception of wine products from the Republic of Moldova included 8 questions. 

The survey questions include data on consumption of wine products, their characteristics, 

disclosure of product information, reason for consumption, frequency of consumption, etc. 

(Appendix 1). 

The investigation of the number of people who consume wine products showed that 60.9% (67 

people) of the respondents are regular consumers of these products, 30.9% (34 people) sometimes 

or rarely consume wine products and 8.2% (9 people ) do not consume or are not interested in 

consuming these products (Figure 12.). 

 

 
Figure 12. Data on the consumption of wine products by respondents 

Source: developed by the author [161] 

Therefore, 91.8% of the total number of surveyed respondents are consumers of wine 

products. This result attests that we can get a correct picture regarding the perception of 

consumers in relation to the wines consumed by domestic producers of the Republic of Moldova. 

The following research question generated multiple responses regarding the sources/channels 

of information about wine products that are most accessible to respondents. A total of 110 answers 

were obtained with the following multiple answers: mass media (television, press, etc.) 30.9% (34 

people); internet 31.8% (35 people); on store shelves 39.1% (43 people); specialized stores 37.3% 

(41 people); national days, festivals, exhibitions 40.0% (44 people); friends/colleagues 37.3% (41 

people); other sources 5.5% (6 people). Thus, we observe that all the usual sources of information 

promote more or less the consumption of wine products (Figure 13). 



Viorica Gutan 

                            Research on the development of wine tourism in the Republic of Moldova 

34 

 

 
Figure 13. Data on sources of information about wine products 

Source: developed by the author [161] 

From the information presented, it appears that on the 1st place or the most popular source of 

information about wine products are events organized to promote wine, such as the National Wine 

Day, festivals and exhibitions, on the 2nd place respondents are informed about the wine offer on 

the shelves stores, in third place respondents are informed about the wine offer at specialized 

stores or friends, colleagues. 

Another question that received multiple responses was where wine products are most often 

available to consumers for purchase. Consequently, the following results were obtained regarding 

the source of wine products: from own household 29.9% (23 people); from specialized stores 

50.9% (56 people); direct from the factory 9.1% (10 people); from supermarkets, markets, small 

shops 51.8% (57 people); from fairs organized for special occasions 27.3% (30 people); from 

festivals 16.4% (18 people); from exhibitions 25.5% (28 people); from tourist reception structures 

with public catering functions 2.7% (3 people); from other places 3.6% (4 people) (Figure 14). 

 
Figure 14. Place of purchase of wine products, in % 

Source: developed by the author [161] 

 

Thus, most of the time, wine consumers purchase wine products from supermarkets, shops 

and markets, after which they buy wine products from specialized stores and in the third place we 

find that wine products are purchased from their own stores. 

Another research question concerned the reason for choosing a wine product made by the 

winemakers of the Republic of Moldova.  

The ratings of the reasons were: very important, important, indifferent, less important, a little 

important. Astfel, respondenții care au răspuns la această întrebare, apreciat motivul consumului 

de vin în tabelul 4. 
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Table 4. Reason for choosing a wine product 

The reason Very 

important 

Important Regardless Less 

important 

Not 

important 

- patriotism 26 49 9 7 9 

- the habit passed on by parents and 
grandparents 

8 42 28 10 12 

- recently acquired habit 7 56 20 14 3 

- another person's suggestion 12 58 15 7 8 

- simple curiosity 13 32 39 6 10 

- promotion on different channels 58 32 8 1 1 

- food safety 71 21 5 1 2 

- the characteristics of the product 
(appearance, exterior, color, smell, 
taste, etc.) 

58 30 8 1 3 

- curative reason 40 47 10 1 2 

Source: developed by the author [161] 

Thus, most of the reasons presented in the questionnaire were rated as very important and 

important: patriotism - 75%, habit passed on by parents and grandparents - 50%, recently acquired 

habit - 63%, another person's suggestion - 70%, simple curiosity - 45 %, promotion on different 

channels - 80%, food safety - 92%, product characteristics (look, exterior, color, smell, taste, etc.) - 

88%, curative reason - 87%. 

For the analysis of the working hypotheses, the answers obtained with the help of the online 

questionnaire were processed by means of a fuzzy analysis model of the hypotheses that influence 

the behavior of consumers of wine products. For this purpose, the set of tools offered by Matlab 

R2020b was used. 

The next stage of the research was the use of the conceptual model established in the 

following 4 research hypotheses regarding the perception of consumers in relation to wines: 

Hypothesis 1. There is a significant relationship between consumer attitude and intention to 

purchase wine tourism products. 

Hypothesis 2. There is a significant relationship between social norms and consumer 

intention to purchase wine tourism products. 

Hypothesis 3. There is a significant relationship between consumer habits and consumer 

intention to purchase wine tourism products. 

Hypothesis 4. There is a significant relationship between sensory preferences and 

consumer intention to purchase wine tourism products. 

The research hypotheses regarding consumer behavior in relation to wines are presented in  

Figure 15. 

 
Figure 15. Research hypotheses regarding consumer behavior in relation to wines 

Source: developed by the author 
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Thus, for the analysis of the 4 hypotheses (sensory preference, social norms, attitudes, 

habits) an index was calculated regarding the importance of each of the working hypotheses in the 

manifestation of consumption behavior. Based on the data provided by the respondents, the 

linguistic qualitative assessments (unimportant, slightly important, important, very important, 

extremely important) were converted into a vector of 3 numerical values (fuzzy triplet), using a 

triangular membership function. 

This set of three numerical values (fuzzy triplet) is used to reflect the relative importance of 

the working assumptions. 

IH1 = CA/Qt (1) 

  IH2 = CSN/Qt (2) 

IH3 = CH/Qt (3) 

  IH4 = CSP/Qt (4) 

where: 

• CA—the set of three numerical values of the attitude belonging to three of the 5 linguistic 

terms of the quality assessment scale, 

• CSN—the set of three numerical values of social norms belonging to three of the 5 

linguistic terms of the quality assessment scale, 

• CH—the set of three numerical values of habits belonging to three of the 5 linguistic terms 

of the quality evaluation scale; 

• CSP—the set of three numerical values of the aspect of sensory preferences belonging to 

three of the 5 linguistic terms of the quality rating scale. 

For defuzzification of global sensory quality indices, we used a function created in Matlab 

called df.m % fuzzification. 

funcția Y = df (A) 

Y = (3 × A(1) − A(2) + A(3))/3 

In order to order the importance indexes of each hypothesis (obtained after defuzzification) 

and to determine the position within this comparative analysis, the following relationships are used 

in Matlab (according to expressions (1)–(4), and Tables 5 - 8): 

CS = [df(IH1) df(IH2) df(IH3) df(IH4)]; 

[CSd, Ld] = sortrows(CS', −1); 

[La, L] = sortrows(Ld); 

In the following table we will present the questionnaire data regarding the 4 research 

hypotheses regarding consumer perception in relation to the wines established in the 

questionnaire: attitude, social norms, habits and sensory preferences. 

Table 5. Weight of the importance of each hypothesis 

Hypothesis Very important Important Regardless Less important Not important 

H1 0 0 33 44 33 

H2 0 0 18 59 33 

H3 0 0 22 55 33 

H4 0 0 33 44 33 

Source: developed by the author  [161] 
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Using the set of tools offered by Matlab R2020b in the following table we will present the 

calculations of the set of numerical values associated with the quality attributes, associated with the 

weight of the importance of each hypothesis. 

Table 6. Calculation of triplets associated with the importance weight of each hypothesis 

Hypothesis 

Calculation of the set of numerical values associated 
with the quality attributes, in Matlab associated with the 

importance of each hypothesis 

Triplets associated with the 
importance of each 

hypothesis 

H1 
CA = (0 × [0 0 25] + 0 × [25 25 25] + 6 × [50 25 25] + 8 × [75 

25 25] + 6 × [100 25 0])/110 
75 25 17.5 

H2 
CSN = (0 × [0 0 25] + 0 × [25 25 25] + 3 × [50 25 25] + 11 × 

[75 25 25] + 6 × [100 25 0])/110 
78,75 25 17.5 

H3 
CH = (0 × [0 0 25] + 0 × [25 25 25] + 4 × [50 25 25] + 10 × 

[75 25 25] + 6 × [100 25 0])/110 
77,5 25 17.5 

H4 
CSP = (0 × [0 0 25] + 0 × [25 25 25] + 6 × [50 25 25] + 8 × 

[75 25 25] + 6 × [100 25 0])/110 
75 25 17.5 

 
Qt = CA(1) + CSN(1) + CH(1) + QT(1) + CSP(1); 382,5 

Source: developed by the author  [161] 

In the following table we will present the calculation of the set of numerical values 

associated with the quality attributes, in Matlab, associated with the importance index of each 

hypothesis. 

Table 7. Calculation of triplets associated with the importance index weight of each hypothesis 

Hypothesis 

Calculation of the set of numerical values 
associated with quality attributes, in Matlab, 

associated with the importance index of each 
hypothesis 

Triplets associated with the 
importance index of each 

hypothesis 

H1 IH1 = QC/Qt 0,1961 0,0654 0,0458 

H2 IH2 = QA/Qt 0,2059 0,0654 0,0458 

H3 IH3 = QG/Qt 0,2026 0,0654 0,0458 

H4 IH4 = QT/Qt 0,1961 0,0654 0,0458 

Source: developed by the author  [161] 

The results regarding the value associated with the importance of each Index hypothesis 

obtained based on the calculations performed and the initial position in the comparative analysis 

can be seen in the following table. 

Table 8. The place obtained by the index of the importance of each hypothesis in the comparative analysis 

The value associated 
with the importance of 
each hypothesis Index, 

CS 

The value associated with the 
importance of each hypothesis 

Index, in descending order, CSd 

The initial position in 
the comparative 

analysis 

CS1 = 70,8170 CSd1 = CS4 = 71,3521 4 

CS3 = 68,7418 CSd2 = CS1 = 70,8170 1 



Viorica Gutan 

                            Research on the development of wine tourism in the Republic of Moldova 

38 

 

The value associated 
with the importance of 
each hypothesis Index, 

CS 

The value associated with the 
importance of each hypothesis 

Index, in descending order, CSd 

The initial position in 
the comparative 

analysis 

CS3 = 68,7418 CSd3 = CS3 = 68,7418 3 

CS4 = 71,3521 CSd4 = CS3 = 68,7418 2 

Source: developed by the author  [161] 

Thus, we assign the following places regarding consumer perception in relation to the wines 

consumed: 1st place - social norms, 2nd place - sensory preferences, 3rd place - habits and 4th 

place - attitude. 

Another question from the research carried out determines what kind of wine products the 

respondents prefer to consume (Figure 16). 

 
Figure 16. Consumption preference of wine products, % 

Source: developed by the author [161] 
Thus, 86% of respondents prefer to consume moderately alcoholic beverages (wines, 

sparkling wines, etc.), and 14% of respondents prefer to consume strong spirits (vodka, brandy, 

cognac, whiskey, liqueur, etc.). Thus, most respondents prefer moderately alcoholic beverages. 

The answers to the research question regarding the type of wine product predominantly 

consumed by the surveyed consumers are as follows: 50% of respondents consume wine, 30.9% 

consume sparkling wine, 12.7% consume vodka, brandy, cognac, whiskey, 2.5% consume liquor 

and 4% other drinks (Figure 17). 

 
Figure 17. The type of wine product mostly consumed 

Source: developed by the author [161] 
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From these answers, we conclude that about 81% of the people surveyed prefer wine and 

sparkling wine, mainly from wine-based drinks. 

Another question in the questionnaire was about the criteria for choosing a wine product for 

consumption. These concerned: the region/area of origin, the company store, the PGI inscription, 

the inscription on the product, familiarity with the product, the type of preparations with which it is 

consumed, the quality of the product (color, taste, smell, interior and/or exterior appearance), the 

attractiveness of the packaging, the price of the product. 5 ratings were used: very important, 

important, indifferent, less important and unimportant. The maximum scores for the presented 

criteria were obtained by the very important and important qualifiers. The maximum share of the 

total number of responses regarding the criterion for choosing a wine product for consumption was 

appreciated by the respondents with: 

• the very important qualifier: the product quality criterion (color, taste, smell, internal and/or 

external appearance), which constituted - 70%; 

• the important qualifier: the region/area of origin criterion was valued as important by 36% 

of, the manufacturer's logo with 42%, the PGI with 33%, the inscription on the product with 41%, 

familiarity with the product with 50%, the type of preparations with which the respondents want to 

consume by 36, the attractiveness of the packaging by 36%, the price of the product by 42%. 

 From the information presented, it appears that when choosing a wine product, most of the 

listed criteria were given the important qualification. 

Analyzing the answer to the question regarding the frequency of consumption of wine products, we 

recall that the respondents mentioned that they consume wine products as the tradition of rural 

natives to cultivate vines and produce wine for personal consumption with family and friends has 

been established. From 106 answers obtained from the respondents, it was found that wine 

products are consumed daily by 1 person or 0.9%, weekly by 4 people or 3.8%, monthly by 8 

people or 7.5%, on holidays (religious , national, family) by 70 people or 66%, when meeting friends 

and loved ones by 59 people or 55.7%, and randomly (only when I want to consume wine products) 

by 26 people or 24.5% . The exposed results can be seen in Figure 18. 

 
Figure 18. Frequency of consumption of wine products 

Source: developed by the author [161] 

Therefore, the majority of surveyed respondents are consumers of wine products and the 

most frequent consumption of wine drinks is on holidays and when meeting friends. 

The most important factor that contributes to stimulating the consumption of wine products 

in the Republic of Moldova, according to this research, is represented by the preferred sensory 

hypothesis, which is followed by the hypothesis of the consumer's attitude. These factors should be 

analyzed in a future research study and capitalized within a wine tourism development strategy in 

the Republic of Moldova. 
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The unclear methodology for analyzing the importance of the factors that influence the 

behavior of consumers of wine products and the development of wine tourism in the Republic of 

Moldova is limited by the influence that manifests itself over time with the change of consumption 

styles against the background of intercultural influences. To eliminate these limitations, the 

development of a neutrosophic fuzzy model is necessary in a future research study that will be 

dedicated to the analysis of intercultural influences in the Republic of Moldova. 

All the obtained results tell us that in the Republic of Moldova wine products are popular, 

and the country's winemakers must constantly improve wine products to satisfy the needs of each 

consumer. 
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4. Considerations and opportunities for the development of wine tourism 

– the case study CVC Mileștii Mici 

 

The essence of this research consists in investigating the tourist activity of CVC Milestii Mici, 

identifying the reserves for the development of wine tourism at the researched entity in order to 

continuously attract potential customers and improve its tourist offer. At the same time, the practice 

adopted by ÎS CVC Mileștii Mici will be able to be taken over by other wine enterprises, which are 

only at the first stage of providing tourist services or have just launched their tourism activity [167]. 

As research methods, the method of theoretical analysis of scientific literature, synthesis, 

comparison, case study, generalization was applied. 

ÎS CVC Mileștii Mici was selected by the authors for research, because its tourist activity in 

the years 2022-2023 reached about 50% of the total volume of activity (see table 9). 

At the first stage of the research, the terms considerations and opportunities were assessed. 

Thus, in the Dex online explanatory dictionary, the term considerations refers to appreciation, 

reflections, reasonings, meditations, thoughts, calculations related to the researched field. The term 

opportunity is explained by Dex online explanatory dictionary as favorable situation. 

 In the context of this research, we will study the development directions of CVC Mileștii Mici, 

which directly contributes to the development of both wine products and wine tourism. 

   ÎS CVC Mileștii Mici is located in the Mileștii Mici commune, Ialoveni district, not far from the 

capital of the republic, the city of Chisinau. The company was founded in 1969 as the Department 

of Preservation of Branded Wines in the component of the state farm-factory Moldova. SE The 

Mileștii Mici Quality Wines Combine is the only state enterprise in the field of production and 

marketing of wine production and provision of tourist services (Figure 19.). 

 

 
Figure 19. The wonderful barrel of ÎS CVC Mileștii Mici 

Source: [40] 

 Mileștii Mici is the oldest place for keeping the sacred drink. The company has a remarkable 

wine collection, which includes more than 2 million bottles and which in 2005 according to the 

Guinness Book of Records was highlighted as the largest wine collection in the world. 

 An important criterion regarding the quality and uniqueness of the wine products 

manufactured at ÎS CVC Mileștii Mici is confirmed by 76 medals obtained at various international 

competitions [172]. 

Next, in the following table, we research a series of indicators related to the tourist activity in the 

management periods of the years 2019-2023 in order to identify the importance of the tourist 

activity in the activity of ÎS CVC Mileștii Mici. 
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Table 9. The dynamics of the main indicators regarding the tourism activity of ÎS CVC Mileștii Mici 

N 
d/
o 

Indicators 
 

Management year Changes in 2023 
compared to 2019 

2019 2020 2021 2022 2023 (+/-) % 

A B 1 2 3 4 5  6  

1. 
 

Number of 
tourists, people 

 
37 766 

 
7 524 

 
24 484 

 
26 646 

 
42 573 

 
+4 807 

 
112,73 

2. 
 

Turnover, MDL  
47 575 485 

 
19 601 347 

 
39 035 935 

 
37 796 694 

 
50 987 225 

 
+3 411 740 

 
107,17 

3. Turnover from 
tourism, MDL 

 
17 589 673,3 

 
3 320 781 

 
12 800 403 

 
18 055 899 

 
25 726 745 

 
+8 137 071,7 

 
146,26 

4. Share of turnover 
from tourism to 
total CA, % 

 
36,97 

 
16,94 

 
32,79 

 
47,77 

 
50,46 

 

 
+13,49 

 
136,49 

5. The cost of 
tourism services, 
MDL 

 
5 291 995 

 
1 890 378 

 
4 483 239 

 
5 957 979 

 
9 203 977 

 
+3 911 982 

 
173,92 

6. Gross profit from 
tourism, MDL 

 
12 297 678,3 

 
1 430 403 

 
8 317 164 

 
12 097 920 

 
16 522 768 

 
+4 225 089,70 

 
134,36 

7. Gross profitability 
from tourism, 
MDL 

 
69,91 

 
43,07 

 
64,98 

 
67,00 

 
64,22 

 
-5,69 

 
91,86 

Source: Prepared by the author based on data from the accounting registers of ÎS CVC Mileștii Mici 

 

The information in table 9 attests to a substantial reduction of the indicators analyzed in 

2020 compared to 2019. Thus, in the nominated period, the number of tourists who visited ÎS CVC 

Mileștii Mici decreased from 37,766 people in 2019 to 7 524 people, the turnover decreased from 

47.6 mln. MDL to 19.6 mln. MDL, and the tourism turnover decreased from 17.6 mln. MDL to 3.3 

mln. MDL, the share of tourism turnover decreased from 36.97 percentage points to 16.94 

percentage points, the gross profit from tourism decreased from 2.3 million lei to 1.9 million. lei, 

gross profitability from tourism decreased from 69.91 percentage points to 43.07 percentage points. 

The substantial decrease in sales of wine products is justified by the COVID-19 pandemic. Until the 

pandemic, the company's wine production was more than 90 percent on the Chinese market. Since 

China was the first country to receive this blow from the COVID-19 pandemic, ÎS CVC Mileștii Mici 

practically stopped its exports. As a result, the company looked for new markets for export: South 

Korea, Japan, Myanmar, USA, Romania, being obtained new consumers of wine products"[168]. 

The touristic activity of ÎS CVC Mileștii Mici, as a result of the pandemic, also experienced a 

decline. It should be noted that the natives of the Republic of Moldova during the pandemic visited 

wineries to use this opportunity and rediscover the country's tourist destinations [167]. 

In the period 2021-2023, the economic-financial situation of ÎS CVC "Mileștii Mici" improves, 

with increases in the analyzed indicators recorded in 2021 compared to 2020, in 2022 compared to 

2021, in 2023 compared to 2022. during the pandemic, this result is obtained in the situation of 

vaccinating the population and allowing tourist activities in compliance with the imposed 

restrictions. If in 2022 the sizes of two important indicators: turnover from tourism and the share of 

CA from tourism to total turnover exceeded the size recorded in 2019. However, in 2023 all the 

indicators analyzed exceeded the size of these indicators in 2019, recording the maximum values 

in 5 years of analyzed management. Thus, the dynamic increase in tourism turnover is positively 

appreciated, which in 2023 compared to 2019 increased by 46.26% or about 8.14 million. MDL. 

The share of the tourism turnover in the total turnover confirms the importance of the 

tourism activity, the share of tourism receipts from the entity's total receipts being appreciated. 
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Analyzing this indicator by years of management, we notice that the share of receipts from tourism 

in 2019 is 36.97%, in 2020 it decreases substantially, constituting 16.94%, after which in 2021 it 

increases almost 2 times, reaching the size of 32.79 %, in 2022 it registered a substantial rise, 

surpassing the size of this indicator until the COVID-19 pandemic - 47.77%, and in 2023 it 

constituted 50.46%. Thus, the share of tourism turnover in the total turnover increased in 2022 

compared to 2019 by 10.8 percentage points (from 36.97 to 47.77%), and in 2023 compared to 

2019 there was increased by 13.49 percentage points (from 36.97 to 50.46%). These changes in 

dynamics tell us about the fact that in 2023 the turnover from tourism reaches a maximum share 

compared to the management periods 2019, 2020, 2021, 2022 which exceeds the share of 50% of 

the size of the company's receipts. 

The increase in the cost of tourism services at a higher rate is negatively assessed, 

registering an increase of 73.92% compared to the turnover in tourism, which increased by 46.26% 

in 2023 compared to 2019. This fact attests to a need to change the pricing policy for wine tours. At 

the same time, the increase in the gross profit from tourism and the dynamic gross profitability from 

tourism in the management years 2020-2023 is positively appreciated. Compared to 2019, the 

gross profit from tourism increased by 34.36% or 4.22 million. MDL. The gross profitability exceeds 

60 percentage points in every management year analyzed except for 2020, which means that ÎS 

CVC "Mileștii Mici" earns a gross profit over 0.6 lei for every lei of turnover. At the same time, in 

2023 the gross profitability decreased by 5.69 percentage points (from 69.91% to 64.22%), or a 

reduction of 8.14%. 

Changes in the dynamics of the analyzed indicators can be viewed in the following 

diagrams. The tourist services offered to the beneficiaries by ÎS CVC "Mileștii Mici" relate to serving 

local and foreign tourists. The dynamic change in the period 2019-2023 of the number of tourists 

who visited ÎS CVC Mileștii Mici can be traced in figure 20 [167]. 

 
Figure 20. The number of tourists who visited ÎS CVC Mileștii Mici, persons 

Source: Prepared by the author based on data from the accounting registers of ÎS CVC 

Mileștii Mici 

Figure 20 shows a substantial decrease in the number of tourists who visited ÎS CVC 

"Mileștii Mici" in 2020 compared to 2019. In the years 2021-2023 we observe an increasing trend in 

the number of visitors. At the same time, we note that in 2021 and 2022 the COVID pandemic and 

geopolitical situation created by the war in Ukraine did not allow reaching this indicator at the level 

of 2019. While in 2023 this indicator recorded a substantial jump, exceeding the size of this 

indicator from 2019 with 4,807 people or 12.73% [167]. 

The change in dynamics in the period 2019-2023 of the turnover from the activities of ÎS 

CVC "Mileștii Mici" and respectively of the turnover from tourism can be traced in figure 21. 
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Figure 21. Turnover of ÎS CVC Mileștii Mici, lei 

Source: Prepared by the authors based on the data of the accounting registers of ÎS CVC "Mileștii Mici" 

So, we can conclude that ÎS CVC Mileștii Mici managed to increase the turnover from 

tourism, which tells us about effective results. 

  In our opinion, tourism turnover can increase if wineries take into account the following 

[167]: 

- distinguishing the wine tourism product from its competitors; 

- attracting the attention of the target audience with your own message; 

- positively affecting the user's emotions to gain the user's trust. 

Indicator of the efficiency of the activity of ÎS CVC Mileștii Mici is the profitability, which 

expresses the ability of the enterprise to earn profit. Gross profitability represents the profitability of 

sales revenue, calculated on the basis of gross profit. This indicator indicates how much gross 

profit can be used to cover the expenses of the period, as well as to generate profit from the 

operational activity (Figure 22). 
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Figure 22. Profitability of gross profit from tourism of ÎS CVC Mileștii Mici 

Source: Prepared by the authors based on the data of the accounting registers of ÎS CVC 

Mileștii Mici 

Analyzing the gross profitability of the ÎS CVC Mileștii Mici entity in the management years 

2019-2023, we note that the largest size of the analyzed indicator was certified in 2019, which 

reached 69.91 percentage points, in 2020 there was a decrease substantial part of the analyzed 

indicator, in the years 2021, 2022, 2023, the gross profitability constituted approximately 65%, 67% 

and 64% respectively. As stated earlier, gross profitability is directly influenced by tourism turnover, 

gross profit and cost of sales [167]. 
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The existence of the components of the internal environment does not ensure the use of the 

company's potential and the fulfillment of the company's objectives only to the extent that they are 

integrated into a whole. A group of researchers together with the coordinator Virgil Balaure finds 

that "The enterprise has a high potential, when there is a balance between the three capacities - 

productive, financial and organizational, on the one hand, and commercial capacity, on the other 

hand, and the volume activity, is large enough to cover a significant share of the market" [174, 

p.77]. Let's examine in table 10. the evaluation indicators, which express the potential of the 

enterprise. 

Table 10. Indicators for evaluating the potential of the enterprise 

Capacity 

trader financial productive organization 

 Company reputation; 

 Market share; 

 Product quality; 

 Services quality; 

 The efficiency of the price 
policy; 

 Distribution efficiency; 

 Promotion efficiency; 

 Efficiency of the sales 
force; 

 Efficiency of innovation; 

 Geographical demand 
coverage. 

  Cost / availability of 
capital; 

 Cash flow; 

 Financial stability; 

• The means of work 
(machinery, buildings, 
warehouses, etc.); 
• Qualified workforce; 
• The ability to produce 
according to the 
schedule; 
• Economies; 
• Technical skills 

• Visionary leadership; 
• Involved employees; 
• Orientation capacity; 
 Flexible organization 

Source: Developed by the author based on [174, p.77] 

In our view, the indicators analyzed above, as well as the results that will be proposed for 

further examination, tell us about the fact that the commercial capacity of the company ÎS CVC 

Mileștii Mici is continuously capitalized and perfected by the company. At the same time, it should 

be mentioned that the analyzed entity strengthens its productive, financial, organizational and 

commercial capacities day by day by strengthening its position on the internal and external sales 

market. 

The director of the ÎS CVC Mileștii Mici winery mentions that in order to capitalize on the 

tourist potential in serving tourists, efforts should be made to increase the quality and capacity of 

serving visitors, as well as to diversify the services offered [175]. 

 In our view, in order to permanently attract new customers, as well as older customers who 

want to visit a wine tour, it is important to periodically produce innovations in the program, the 

technical and commercial improvement of the product, emphasizing the quality of the tourist 

product .  

 Mileștii Mici winery offers consumers the opportunity to book trips in advance, with payment 

in different ways at the discretion of the client (by transfer, bank card or cash), the trips are 

accompanied by guides, who can communicate in three languages: Romanian, English and 

Russian. At the same time, the enterprise has tasting rooms, a wine and souvenir shop. 

As of 12/31/2022, 17 people (guides, cooks, waiters, instrumentalists) out of 159 people employed 

at the enterprise work in the delegations' tasting and serving complex [168]. 

 Excursions to Milestii Mici winery include visiting three basic elements: the underground 

galleries, the Gold collections and the tasting complex [172].  At Milestii Mici winery, prices for 

tourist products are differentiated to satisfy the widest possible circle of consumers. Next, we will 

present in the following table the content and price of the tourist packages in the underground city 

of Milestii Mici winery. 

Table 11. Content and price of tourist packages in the underground city Mileștii Mici Winery 
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Package name 

sightseeing 

The composition of the products offered for tasting The contents of 

the souvenir 

Price, person The 

duration 

1) Winery tour No tasting 

 

1 bottle of 

Milestii Mici 

sparkling wine 

350 

 MDL 

or 

 18 Euro 

50 minutes 

2) "Come On 

Cheers" Menu 

Tasting of 3 types of wines 

Vintage Snacks: 

3 snacks 

1 bottle of 

Univers series 

wine 

700  

MDL 

or 

 35 Euro 

90 minutes 

3) "Universe" menu Tasting: 5 types of wines 

Hot snacks: 3 types 

Dessert: "Passion" with mascarpone cream, 

biscuits and fruit. 

1 sticlă de vin 

Univers 

900 

 MDL  

or 

45 Euro 

120 

minutes 

4) "Moldova" menu Tasting of 5 types of exceptional wines 

Appetizers: chicken roulade, bujenina, traditional 

roulade, sheep's cheese, tomatoes, cucumbers 

Hot snacks: Moldovan juice, polenta with pork or 

chicken stew and sheep's cheese, starch 

Dessert: sweet pancakes with cream cheese 

1 sticlă de vin 

Univers 

1 000 

 MDL 

or 

50 euro 

110 

minutes 

5)„Bachus” menu Tasting of 7 types of exceptional Milestii Mici 

wines 

Appetizers: Set with wine/Salami, prosciutto 

crudo, cheese with nuts, brie, olives. Bruschetta 

with tomatoes and cheese 

Dessert: "Passion" with mascarpone cream, 

biscuits and fruit 

1 sticlă de vin 

Vintage 

1050  

MDL  

or 

55 euro 

110 

minutes 

6) „Codru” menu Tasting of 7 types of exceptional Milestii Mici 

wines 

Appetizers: plate of fresh vegetables with sheep's 

cheese; meat platter: chicken roulade, bujenina, 

traditional roulade; platter of assorted pies 

Warm snacks: French pork neck with baked 

vegetables 

Dessert: sweet pancakes with cream cheese 

1 sticlă de vin 

seria Univers 

1 100  

MDL 

or 

55 euro 

120 

minutes 

7) „Haiducesc” 

menu 

Tasting of 7 types of exceptional Milestii Mici 

wines 

Appetizers: Platter of bruschette with zucchini, 

bruschette with eggplant roe, bruschette with 

cream cheese and prosciutto crudo 

Hot snacks: smoked bean soup; pork ribs with 

baked potatoes and pickles 

Dessert: Sweet pancakes with cream cheese 

1 sticlă de vin 

Vintage 

1 300  

MDL 

or 

65 euro 

150 

minutes 

8) „Boieresc” menu Tasting of 7 types of exceptional Milestii Mici 

wines 

Appetizers: Assorted fresh vegetables with sheep's 

cheese, assorted fish, assorted meat, assorted pies, 

assorted cheese. 

Hot snacks: Sarmale, pork knuckle with oven-

baked vegetables or oven-baked rabbit with baked 

vegetables or languette 

  of beef with prunes or fish (dorado) with baked 

vegetables of your choice. 

Dessert: Passion /pisscotches with mascarpone 

cream and fruit/ 

1 sticlă de vin 

Vintage 

1 900 

MDL 

or 

96 euro 

150 

minutes 

 

Source: developed by the author based on [166] 
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In accordance with the information presented in table 11, we note that the following 

components were taken into account when forming the price of the tourist package: 

- the tourist package menu, which includes the dishes served and the types of wines tasted; 

- the type of wine offered as a souvenir - gift; 

- the duration of the trip. 

  So, we conclude that ÎS CVC Mileștii Mici has tourist packages differentiated by 

composition and price, which allows consumers with different incomes to visit the winery. 

During 2021 ÎS CVC Mileștii Mici according to the Tourism and leisure project on the Old 

Moldovenesc Road, which is intended for the development of new tourist destinations in the Center 

Development Region by strengthening the partnership, based on the Grant contract no. LVG-DEL 

06 concluded between the Program of Nations United for Development - UNDP and S.A. Home of 

Milești Mici, the enterprise benefited from financial assistance in the amount of USD 19092 [173]. 

A premiere and an important achievement in the wine field during the period analyzed by ÎS 

CVC Mileștii Mici in collaboration with Wine Records was the release of three musical wines: 

Enescu, Maria Tănase and Alex Calancea. Musical wines represent a new generation of wine, an 

innovation full of positive emotions, where Tradition and Art, two fundamental symbols of Moldova, 

have come together beautifully in a special bottle of wine. 

1) The Enescu wine is for the lover of a raw white sparkling wine, which will delight you with 

the most famous works of art, such as Ciocârlia, Romanian Rhapsody and Violin and Piano 

Sonatas. 

2) Maria Tănase wine will allow you to listen to his musical masterpieces, known all over the 

world, and it is the Merlot wine that is recommended for those who prefer a wine with rich flavor and 

personality. 

3) Alex Calancea wine delights you with its beloved pieces, accompanied by a glass of 

Sauvignon Blanc. 

To listen to your favorite songs, you need to scan the QR code on the wine bottle with your 

smartphone [176]. The launch of new products certainly represents an indirect promotion of tourism 

at ÎS CVC Mileștii Mici. 

During the analyzed management period, in accordance with its statute, ÎS CVC Mileștii Mici 

has no branches located on the territory of the country. In order to satisfy the needs of the 

population with quality wines, 5 company stores were established, the activity of which is managed 

by the management of the entity [173]. 

We appreciate the intentions of ÎS CVC Mileștii Mici, which are established in the enterprise 

development plan [173] regarding the improvement of tourist services regarding: 

- the construction of a summer-winter terrace and a restaurant hall, which will increase the 

capacity to serve customers by at least 3 times (the capacity of about 150 seats); 

- the purchase of electric transport for the travel of visitors to the underground wine city. 

In order to highlight the advantages and disadvantages in the development of the tourism 

activity of ÎS CVC Mileștii Mici, as well as to analyze its future development directions, a SWOT 

analysis will be carried out. The SWOT analysis provides information that helps to synchronize the 

company's resources and capabilities with the competitive environment in which it operates. The 

main sources of information for this research were the Explanatory Notes to the financial 

statements, the Development Plans, the Tourism and leisure project on the Old Moldovenesc Road 

and the electronic information studied regarding the activity of the CVC Mileștii Mici. In accordance 

with the information processed from the sources presented above in table 12. what follows is the 

SWOT analysis of the tourism activity of ÎS CVC Mileștii Mici. 
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Table 12. SWOT analysis of the tourism activity of "Mileștii Mici"Winery during 2020-2022 
Strengths weaknesses 

1. It has the largest wine collection in the world "Golden 

Collection", which was registered in the year 2005 in 

the Guinness Book of Records. 

1. Increasing the costs of wine products and tourism 

services as a result of the considerable increase in 

natural gas, electricity, fuel and raw material prices 

2. World-renowned winery confirmed by the 76 medals 

obtained at various international competitions. 

2. Reduction of foreign visitors to wineries in the 

Russian Federation, Belarus, Ukraine, Poland, Czech 

Republic as a result of the geopolitical situation in the 

neighboring state of Ukraine. 

3. Promotion of tourism by expanding new sales 

markets for wine products starting in 2021 in the states: 

South Korea, Japan, Myanmar, USA, Romania. 

3. The winery does not have tourist accommodation 

facilities. 

4. Raising the quality of wine products and the 

continuous improvement of wine products by reusing 

the sparkling wine production section in order to 

increase the tourist attractiveness through the quality of 

the products. 

4. A single tasting room, which hardly satisfies the 

demand of visitors who practice tourism at the winery. 

5. Providing the winery with additional financial sources 

as a result of participating in projects in the field of 

tourism. 

5. Fierce competition in the wine tourism market can 

lead to oversupply and reduced prices. 

6. The annual development of the Development Plan of 

CVC "Mileștii Mici" with a view to drawing directions 

for improving the quality of wine products and the 

development of tourism. 

6. Lack of a diversified cultural program. 

7. Promotion of tourism through the export of wine 

products. About 90% of the wine products sold are 

intended for export. 

7. Weak development of special services for the 

creation of an organized and individually attractive 

service for tourists (for example, the organization of 

masterclasses).   

8. Continuous creation of new wine products. Thus in 

2021 the enterprise launched musical wines 

8. The cost of the tourist package is higher during the 

weekend. 

9. The worldwide reputation of the winery, the quality 

of the products and the short distance from the country's 

capital favor the increase of interest in visiting the 

winery by foreign tourists and natives. 

9. A reduced cooperation with strategic partners, 

including in the territory. 

Scope Threats 

1. Improving the infrastructure for serving tourists, 

diversifying tourist services. 

1. The decrease in the number of visitors to the 

wineries due to the increase in the prices of tourist 

packages 

2. The construction of a summer-winter terrace for 

tourists and a restaurant hall, which will increase the 

capacity to serve customers by at least 3 times (the 

capacity of about 150 seats) 

2. Reduced competitiveness of the tourist offer (high 

costs of domestic air travel) 

3. Acquisition of the new bottling line for sparkling and 

still wines, which will increase the bottling speed by 

approx. 3 times 

3. The insufficiency of financial resources for actions 

to promote wine tourism, etc. 

4. Purchase of electric transportation for visitor travel in 

the underground wine city 

4. The existence of foreign tourist destinations, which, 

at similar or even lower prices, offer superior 

conditions 

5. Research work in the field of creating new quality 

wine products 

5. Long population migration and demographic risks 

6. Extension of the vineyard plantations within the 

winery, by about 261 ha in order to increase the volume 

of wine production 

6. The instability of the country's economic 

development does not allow the financial resources 

needed to be directed to the wine tourism sector. 

7. Formation of clear strategies to attract national and 

international tourist flows. 

7. Existence of risks related to insufficient 

administrative capacity. 

Sursa: elaborat de autori [167] 
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 Analyzing table 12 we can see that ÎS CVC Mileștii Mici has gone through and is going 

through great challenges related to its activity. At the same time, the enterprise is in continuous 

improvement and development, which is due to the team of specialists who manage the activity of 

the entity. They are always looking for new opportunities to develop both the manufactured wine 

products and the tourist services offered. 

  The main recommendations for the development and improvement of tourist services emerge 

from the studies carried out and the development program of Î CVC Mileștii Mici and will be 

presented in the next section. 

Wine tourism is becoming more and more popular every year. This activity is practiced by both the 

foreign and local population. The results of the investigation carried out on the activity of the Mileștii 

Mici ÎS CVC regarding overcoming the challenges in its development, the conclusions, 

assessments and recommendations of the authors addressed in this article, we believe will be a 

support both for the managers of the Mileștii Mici CVC ÎS and for entrepreneurs in the field of 

tourism. 
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GENERAL CONCLUSIONS 

 

As a result of this study on the development of wine tourism, we note: 

1. The history of winemaking in Moldova began BC, and the first discoveries of the vine 

were attested around 7000 BC. The main historical stages of the development of viticulture are: 

ancient history, the Middle Ages, the modern era, the pre-Soviet and Soviet periods and the 

independence of the Republic of Moldova. 

Throughout its history, wine and grapes have become ingrained in Moldovan culture, 

mythology, folklore and legends. Even the map of the Republic of Moldova today has the shape of 

a grape. Due to its central role in many folk legends, the white stork is a symbol of the wine industry 

and the continuing renaissance of Moldovan wine. That is why a stylized image of a stork with a 

grape in its beak is now part of the image of the national wine brand - Vinul Moldovei. A living 

legend. 

2. In the Republic of Moldova, 3 types of vines are grown: European, Caucasian, native. 

The wine of the Republic of Moldova is created and preserved by many generations of winemakers 

in the largest underground galleries in the world, appreciated by consumers from the east and the 

west. Thanks to the quality of Moldovan wines, the Republic of Moldova is making friends all over 

the world. This vision was supported by a series of structural reforms implemented by ONVV. Thus, 

the wine industry of Moldova reoriented itself towards a new approach, which caused a significant 

jump in the quality of the wine. Since 2013, Moldova has adopted a quality system based on the EU 

model of PGI, created around three traditional wine-growing areas, based on the research of 

differences in climate and growing conditions. These are Valul lui Traian, Ștefan Voda and Codru, 

as well as a special geographical indication for grape distillates - Divin. 

3. In the Republic of Moldova, wine tourism developed starting with the years 2001-2002 

with the establishment of the National Wine Day, which was established by the decision of the 

Parliament on December 26, 1990 and which has been celebrated annually since 2002 both at the 

national level in the capital of the country and in the district centers of the Republic. 

  Wine tourism is practiced by about 40 enterprises out of 238 wine enterprises, which is in 

proportion to 16.81% of enterprises from the total number of wine enterprises. At the same time, 

there is an increase in the dynamics of winemakers who will practice wine tourism in the future. 

4. The basic legal framework that directly regulates the activity of economic agents in wine 

tourism is: 

• Law no. 845 of 03.01.1992 on entrepreneurship and enterprises; 

• Law no. 352 of 24.11.2006 regarding the organization and development of tourist activity 

in the Republic of Moldova; 

• Law no. 105 on consumer protection; 

• Vine and wine law no. 57-XVI of 10.03.2006; 

• Civil Code of the Republic of Moldova; 

• Fiscal code of the Republic of Moldova; 

• Government Decision no. 559 of 14-08-2015 regarding the approval of the Automated 

Information System Concept "Tourism Register"; 

• Government Decision no. 554 of May 24, 2004 regarding the approval of the National 

Program in the field of tourism "Wine Road in Moldova", Decision of the Government of the 

Republic of Moldova no. 988 of July 23, 2002 regarding the organization and conduct of the Wine 

Festival; 

• The national tourism development program "Tourism 2026" for the years 2022-2026; 
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• Wine of Moldova 2030 strategy, etc. 

5. The concepts of wine tourism have been formed along with its evolution, and the defining 

aspects have varied according to the professional opinions of tourism specialists. The identified 

approaches to the concepts of tourism, tourists, wine tourism allowed us to formulate the following 

own definition: 

 Tourism represents a form of recreation for the tourist with the purpose of spending free 

time according to his preferences in order to satisfy the personal needs of knowledge and 

exploration of a geographical space and which at the same time represents a branch of the 

economy regarding the provision of guiding, accommodation, transportation services , food, etc. 

 Tourists are people who move from their place of residence to spend their free time in 

order to visit picturesque places and attractive leisure spaces, recreation and acquiring new 

experiences. 

 Wine tourism represents rural and sustainable economic activities, with a view to the 

possibility of studying the exceptional architecture of wine cellars and beautifully designed rooms, 

wineries, underground cities, cellars and cultural events related to the promotion of wine products 

(festivals, national wine days, etc.), which involve tasting wine products and traditional gastronomic 

dishes, personal development regarding the culture of wine production and consumption, the 

possibility of purchasing wine products, visiting local tourist attractions, participating in walks and 

hikes in the area, etc. 

  6. Characteristics of wine tourism: sustainable, group, cultural, gastronomic, road and 

hiking, niche, continuous and seasonal, organized and semi-organized, domestic and international, 

rural-agritourism, rest and relaxation. 

The services provided in wine tourism are: public catering; transport; production and 

marketing of goods; selling souvenirs; guided tours regarding the culture of serving and 

manufacturing wine products in wine rooms (cellars, galleries, halls, cellars, underground cities, 

etc.); tastings; cultural and entertainment activities; accommodation; services regarding visiting 

nearby tourist attractions. 

The attraction factors in wine tourism tours are: visiting some unusual rooms with a special 

architecture; the relaxing atmosphere created by the winemakers; personal development; shops 

with wine products at attractive prices; the level of satisfaction regarding the content of the tourist 

product, the atmosphere created and the service of the visitors; tasting wine products and 

gastronomic delights; local lifestyle; attractions in the area. 

7. Wine tourism is practiced by different visitors. As a result of our research, 4 types of wine 

tourists were identified: Erisuriens, explorers, explorers and Slasians. 

8. The research carried out on the benefits and contraindications of wine consumption 

allowed us to establish the following: 

content; 

women and 200 milliliters for men; 

not recommended, as it can cause addiction; 

 

contributes to the rapid absorption of alcohol; 

Some categories of people should avoid drinking wine: 
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want to lose weight, pregnant women, minors, people with allergies, people who drive cars; 

octor or a nutrition specialist is essential to benefit from the positive effects 

of wine and to minimize the risks; 

components for enjoying the pleasure of wine consumption for all the senses. 

pleasure to the consumer. 

8. Wine tourism has all the prerequisites to develop and expand further in the Republic of 

Moldova. Wine tourism, both in Europe and throughout the world, expands its area of activity every 

year, increasing revenues and offering unique tourist experiences. The wine tourism offer tends to 

be sustainable. Within the tourist offer in the Republic of Moldova, wine tourism remains one of the 

most important and attractive products for both foreigners and local visitors. Wineries, as a whole, 

present an essential motivation to visit the Republic of Moldova. Wine tourism has a positive impact 

on wine businesses, on the regions where they are located, as well as on the Republic of Moldova 

by contributing to: 

            • the valorization of the rural space by ensuring recreation and tourism activity; 

• promotion of local products of the wine region and local heritage; 

• increasing the gross domestic product; 

• increasing state budget revenues through tax collection; 

• increasing the incomes and respectively the profits of wine enterprises and tourism 

agencies; 

• employment in the region; 

• improving the infrastructure and the quality of life of citizens in the rural region; 

• attracting investments in the respective tourist town. 

9. The quality of Moldovan wines is well-known and appreciated at various competitions of 

the world's winemakers. The distinctions and medals obtained by the winemakers are a source of 

pride for practically every third winemaking company in Moldova. In the last decade, the wineries of 

the Republic of Moldova have won 600 medals at international competitions, 50% of which are gold 

medals. 

10. In the Republic of Moldova, every fourth active citizen (150,000 people) is directly or 

indirectly involved in the wine industry. Winemaking provides 3% of the GDP and 8% of the exports 

of the Republic of Moldova. 

In 2023, the Republic of Moldova recorded a production of about 1.8 million hectoliters of 

wine, ranking 18th in the world among wine producers. The Republic of Moldova is ranked 16th in 

the world and 9th in Europe in terms of wine exports. Over 80% of the wine produced in the 

Republic of Moldova is exported. Moldovan wine products in 2023 depending on the delivered 

volumes were exported in the share of 58.08% - European countries, 29.1% - CIS countries, 6.49% 

- America, 6.33% - Asia. 

11. The development of wine tourism has a positive economic, social and cultural impact on 

the environment of the region where the wine enterprise is located, as well as on the country as a 

whole. 49% of the respondents participating in the survey carried out by Magenta Consulting 

according to the OMT methodology, at the request of the Ministry of Culture of the Republic of 

Moldova, state that Moldova is a country of wine which influenced their decision to visit the country 

to a great extent or to some extent . This share increased by 6 percentage points compared to 

2018 (43 %) and by 3 percentage points compared to 2016 (46 %). 



Viorica Gutan 

                            Research on the development of wine tourism in the Republic of Moldova 

54 

 

12. The main organizations involved in promoting wine tourism in the Republic of Moldova 

are ONVV and ANTRIM. On February 15, 2022, ANTRIM and ONVV signed a Collaboration 

Agreement, which aims to: 

- the development of common promotional materials: maps, wine tourism guides and 

informative leaflets – Wine Routes of Moldova; 

- organization of online and offline training sessions with local and international experts, 

trainings for wine tourism guides, info-tours for guides at existing wineries and those to be opened 

for tourists; 

- development of an action plan for the development of Wine Tourism; 

- organization of press tours for media representatives from the target markets. 

13. Moldova's wine tourism has registered a positive upward trend in recent years: 

- In 2018, the 3rd Global Conference of the UN World Tourism Organization (UNWTO) on 

wine tourism was organized in Chisinau, Republic of Moldova; 

- In 2021, the Moldovan winery Château Vartely was declared the winner of the category 

"The most original practice of wine tourism" at the international competition organized by ITER 

VITIS and Phoenician Routes, part of the European Cultural Routes of the Council of Europe, 

which took place at Palazzo Pannitteri in Sambuca di Sicilia, Italy; 

- The Winerist.com publication included the Republic of Moldova in the top 10 wine tourism 

destinations in 2020; 

- Cultural events: the National Wine Day, the Tree of Life cultural-tourist agenda, the 

promotion campaigns Be Our Guest, Come to my home, promoted wine tourism. 

- On October 17-19, 2024, the Republic of Moldova became the European capital of wine 

tourism and hosted the General Assembly "ITER VITIS – Les Chemins de la vigne" where local 

producers and producers from 24 European countries were present. 

14. There is statistical evidence that in the coming years the world consumption of wine will 

increase and that wine tourists are focused on different types of activities besides visiting wineries. 

There is an increase in the promotion of wine tourism by operators. In recent years, the world has 

seen an increase in the number of wine tourism operators. This interest aims to expand wine 

tourism in the producing countries, attracting people through the new type of tourism that gathers 

pleasure, passion and discovery. Therefore, wine tourism is becoming very exciting in the world. 

15. The best performing wine tourism destinations at the national level are included in the 

National Wine Road Program in Moldova, which was adopted by the Government of the Republic of 

Moldova in 2004 and 2018 in order to develop wine tourism in accordance with the requirements of 

the tourist market, connected to international standards, increasing quality tourist services by 

modernizing the specialized tourist infrastructure. 

16. The affiliation of the Moldovan Wine Route to the European network of cultural routes 

"Iter Vitis - Les chemins de la vigne" network and its certification on February 28, 2021 is a success 

of the Moldovan wine industry and tourism. Through the integration of the Moldavian Wine Route 

into the European network of cultural routes, the notoriety of the millenary heritage, the diversity of 

winemaking traditions, the uniqueness of the underground galleries and the authenticity of the 

wines produced in the Republic of Moldova have been affirmed. Through the Iter Vitis network, 

wineries, wineries and unique oenotourism experiences are promoted as part of the European 

touristic cultural heritage. Out of the total number of 40 wineries included in the European network 

of the Moldovan Wine Road, 23 wineries are located in the "Codru" wine region, 6 wineries in the 

"Ștefan Vodă" region, 11 wineries in the "Valul lui Traian" region. 



Viorica Gutan 

                            Research on the development of wine tourism in the Republic of Moldova 

55 

 

17. Of the 28 wineries analyzed by the author, they all organize tours and wine tastings and 

product sales, in 10 wineries events, corporate conferences can be organized, in 21 wineries meals 

can be served in restaurants, in 8 wineries there are places to stay . At the same time, we notice 

other exciting offers in some wineries, such as: cycling, boating, swimming pool, picnic area, sauna, 

playground for children. At the same time, in addition to the basic services offered by wineries, a 

number of tourist attractions in the area can also be visited on tourist tours. 

18. Each travel agency can create its own tourist itineraries, which also include visiting 

wineries. More recently, the ANTRIM Information Center encourages those wishing to discover 

Moldova by taking 3D virtual tours of wineries. 

19. For the development of wine tourism and the promotion of sales, we recommend taking 

the following measures: 

organization of tastings; 

souvenirs; 

zes that will contain wine production; 

Romania, Ukraine with the final point of the route Republic of Moldova; 

t wine enterprises by modernizing and 

diversifying the leisure offer of wine tourism; 

involvement of tour operators and attracting professional tourism associations to capture business 

interest; 

 

tourism; 

ng investments with foreign capital in the most 

diverse wine tourism areas;creșterea capacității de cazare a Republicii Moldova prin introducerea 

în circuitul turistic internațional a pensiunilor, a satelor turistice, construirea unor structuri de primire 

turistică cu funcțiuni de cazare și alimentare lângă plantațiile vitivinicole; 

-economic documentation in order to 

create new accommodation units, public food, treatment, leisure, etc. in the main tourist areas of 

the country, as well as the introduction into the tourist circuit of new areas and rural localities with 

wine-growing potential; 

naval and air routes, with the support of the Ministry of Transport and Road Management and the 

Ministry of Culture and Tourism; 

territory of the country and its integration into international reservation systems; 

-themed architectural monuments in order to 

capitalize on them through tourism; 

the tourism activity, aligned with international practice; 

APS and APL to support and develop projects on the Wine Route. Of course, this is quite difficult to 
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organize, and only with the collaboration of all actors, the Wine Route will develop and improve the 

offer of wine tourism. 

  All the obtained results tell us that in the Republic of Moldova wine tourism is viable and 

popular, and the country's winemakers must constantly improve wine and wine tourism products to 

meet the needs of each consumer. 
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ORIGINAL CONTRIBUTIONS AND RESEARCH PERSPECTIVES 

 

Our research on the development of wine tourism focuses on the representative wineries of 

the Republic of Moldova. 

There is a growing demand among citizens for short-term holidays, weekend breaks and 

individualized tourism. Today's tourists show an increasing interest in tranquility, direct contact with 

nature, culture and avoiding crowds. At the same time, tourists advocate for relaxing tourist visits 

that stimulate them mentally and physically. In our opinion, wine tourism could satisfy the stated 

requirements. It is considered to be one of the forms of tourism of the Republic of Moldova which, 

by its potential, could easily compete on the international market. 

 The original and valuable contributions of the present study are: 

1. Using inductive reasoning, data related to the relevant theories collected during the 

systematic literature review was collected using VOSViewer 1.6.19 software. VOSViewer software 

was used to identify and visualize key trends, influential authors and wine tourism journals. 

Consequently, 340 articles over a 5-year period were selected for a detailed study based on three 

main criteria: 

o Subjects related to wine products and wine tourism; 

o Article document type; 

o Year of publication. 

As a result of the research, it was determined that there are six groups of major keywords 

related to wine tourism in the most cited WOS articles from 2017-2021, which we determined based 

on thematic clusters: wine tourism, strategy, region, dimension, rural tourism , wine routes. All 

these keywords were researched throughout this research. 

2. An important research of this investigation is the analysis carried out on the perception of 

consumers on wine products and wine tourism, which can thus support the foundation of a strategy 

for the development of wine tourism in the Republic of Moldova, starting from the identification and 

validation of the factors, expressed in hypotheses, that can stimulate the consumption of wine 

products. With the help of the questionnaire and a fuzzy application developed in Matlab, we 

developed a qualitative fuzzy analysis methodology. Thus, the importance of the factors that can 

stimulate the development of the wine tourism sector in the Republic of Moldova have been 

identified. The analysis carried out based on the fuzzy application allows us to assign the following 

places regarding consumer perception in relation to the wines consumed: 1st place - social norms, 

2nd place - sensory preferences, 3rd place - habits and 4th place - attitude. 

3. The opinions of the respondents regarding the development of wine tourism obtained 

from the survey carried out by the author allows us to make the following conclusions and 

recommendations: 

• Of all respondents interviewed, 75% have visited a winery, and 25% have not visited 

wineries. This fact reveals the respondents' interest in visiting wineries; 

• Visits to wineries were made directly by 60 people or 68.2%, based on the combined 

arrangements of own initiative and tour operators by 15 people or 17%, and organized by a tour 

operator by 13 people or 14.8%. Therefore, the majority of surveyed visitors book tours by phone or 

online; 

• The purpose of the visit to the wineries for the surveyed respondents was to a greater or 

lesser extent to visit wineries, underground cities, uniquely designed rooms, tasting wine products, 

purchasing wines and souvenirs, having a meal at the restaurant next to the winery , stay in a rural 
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area, additional activities offered by wineries (boating, cycling, swimming pool, sauna, etc.), for the 

tourist attractions in the area, etc.; 

• Visiting wineries by Moldovans has become popular. Survey respondents visited all 

wineries of personal choice. At the same time, we mention that the most visited wineries are: 

Cricova and Mileștii Mici; 

• 68% of survey respondents intend to visit wineries again or consider doing so. This result 

shows that wine tourism is popular for domestic tourists from the Republic of Moldova and has an 

increased interest among the country's population; 

• 47.3% were very satisfied with the visits to the wineries, and 45.1% of the respondents 

were satisfied. Therefore, 92.4 % or it can be said that most of the visitors surveyed are satisfied 

with their visits to the wineries; 

• 97.2% of respondents believe that education on the art of wine consumption is necessary 

and this is a task for finishers in the process of guiding organized tours. Therefore, the talks given 

by the guides in the wineries should contain educational information related to wines and wine 

consumption. 

4. The opinions of the respondents regarding the perception of consumers regarding the 

consumption of wine products obtained as a result of the survey carried out in this research allow 

us to conclude: 

• Of the total number of surveyed respondents, 91.8% are consumers of wine products. 

Therefore, we believe that the answers obtained from the survey allow us to discover to a fairly 

good extent the opinions of the respondents regarding the perception of consumers in relation to 

wines from the Republic of Moldova; 

• Consumers of wine products have access to all sources/channels of information regarding 

wine products: media (television, press, etc.), internet, store shelves, specialized stores, national 

days, festivals, exhibitions, friends/colleagues). So, the necessary information on wine products can 

be found by consumers easily; 

• Most often, wine consumers purchase wine products from specialized stores and markets; 

•When choosing wine products for consumption, the following reasons are important and 

very important: patriotism, habits handed down by parents and grandparents, recently acquired 

habit, another person's suggestion, simple curiosity, promotion of the wine product through different 

channels, food safety, product characteristics (appearance, exterior , color, smell, taste, etc.), 

curative benefits (health benefits in small amounts); 

• Important criteria in choosing a wine product include: the region/area of origin, the 

reputation of the producer, the IGP inscription on the product, familiarity with the product, the type 

of preparations with which it is consumed, the quality of the product (color, taste, smell, internal 

appearance and/or exterior), the attractiveness of the packaging, the price of the product; 

• The surveyed respondents most often consume wine products on holidays (religious, 

national, family) and when meeting friends and loved ones; 

• The most important factor that contributes to stimulating the consumption of wine products 

in the Republic of Moldova, according to this research, is represented by the preferred sensory 

hypothesis, which is followed by the hypothesis of the consumer's attitude. These factors should be 

analyzed in a future research study and capitalized within a wine tourism development strategy in 

the Republic of Moldova. 

 5. Wine tourism constitutes an important part of the basic activity of ÎS CVC Mileștii Mici. In 

2022, the turnover from tourism reached 47.77%, and in 2023 this represents 50.46% of the entity's 

total turnover. 
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  Therefore, the revenues of ÎS CVC Mileștii Mici are obtained almost equally from the sale of wine 

products and from wine tourism. The main customers of the company's wine products are foreign 

economic agents from: China, South Korea, Japan, Myanmar, USA, Romania. They constitute 

about 90% of the total turnover related to the sale of the company's wine products. 

 6. Analyzing the gross profitability of the ÎS CVC Mileștii Mici entity in the management 

years 2019-2023, we note that the largest size of the analyzed indicator was attested in 2019, 

which reached 69.91 percentage points, in 2020 there was a decrease substantial increase of the 

analyzed indicator, reaching 43.07 percentage points, in the years 2021, 2022, 2023, the gross 

profitability constituted respectively about 65%, 67% and 64% respectively. Based on the fact that 

the normative size of the gross profitability is around 20-30%, and ÎS CVC Mileștii Mici reached 

over 60 percentage points in most of the analyzed years, which tells us about the profitability of its 

tuirstic activity. At the same time, these indicators tell us about a correct pricing policy for wine tours 

and the tourist attraction offered at this enterprise through its good management. 

 7. Our recommendations regarding the improvement of wine tourism at ÎS CVC Milestii Mici 

are: 

in the tourist package program that will differ from its competitors; 

-winter terrace for tourists and a restaurant hall, which will 

increase the capacity to serve customers by at least 3 times (the capacity of about 150 seats); 

 

 a wider circle of 

consumers; 

 

quality of wine products; 

rism development projects in order to supplement the 

entity's financial sources, which will be directed to improving the quality of tourist services; 

gain the user's trust; 

Mileștii Mici as a result of their analysis. 

The results of the investigation carried out on the activity of CVC Mileștii Mici regarding 

overcoming the challenges in its development, the conclusions, assessments and 

recommendations of the authors addressed in this research, we believe will be an effective support 

both for managers of CVC Mileștii Mici and for entrepreneurs in the field of tourism. 

Research perspectives of wine tourism and the consumption of wine products could be: 

1) Analysis of intercultural influences on wine tourism and consumer behavior of wine 

products in the Republic of Moldova based on a neutrosophic fuzzy model 

The unclear methodology for analyzing the importance of the factors that influence the 

behavior of consumers of wine products and the development of wine tourism in the Republic of 

Moldova is limited by the influence that manifests itself over time with the change of consumption 

styles against the background of intercultural influences. This analysis would remove these 

limitations. 

2) Identifying how to use digital technologies to improve the wine tourism experience; 

3) Carrying out an analysis of the rhythmicity of the turnover of wine tourism of ÎS CVC 

Mileștii Mici per month of management in an interval of at least 3 years of management; 
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4) Comparative studies on wine tourism at the Business and Tourism Center Cricova Vin 

S.A. and ÎS CVC Mileștii Mici; 

5) Analysis of wine production exports for a period of at least 3 management years. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



Viorica Gutan 

                            Research on the development of wine tourism in the Republic of Moldova 

61 

 

LIST OF PUBLISHED WORKS 

 

1. Viorica Gutan, Gheorghe Adrian Zugravu. Wine turism of the Republic of Moldova. In: 

Across-journal. Economics. June 2022. Vol. 6. No.1 P.20-30. Available: http://www.across-

journal.com/index.php/across/article/view/125/117. Published: 2022-10-06, Indexat BDI. 

 

2. Ionica Soare, Maria Magdalena Turek Rahoveanu, Viorica Guțan, Constanta Laura 

Augustin (Zugravu), Loredana Daghin (Dima), Ludmila Mogaldea and Gheorghe Adrian Zugravu. 

The Danuble Delta Culinary Tourism. In: IBIMA Journal of Eastern Europe Research in Business 

and Economics. Vol. 2022, 6 p., ISSN: 2169-0367. Available: 

http://ibimapublishing.com/articles/JEERBE/2022/552305/. 

 

3. Viorica Gutan, Larisa Savga, Constanta Laura Zugravu, Diana Bucur, Gheorghe Adrian 

Zugravu. Research on Consumer Perception Regarding Wine Products and Wine Tourism in the 

Republic of Moldova. In: Agriculture journal. Volume 13, Isue 3. March 2023. ISSN 2077-0472. 

Available:  https://www.mdpi.com/2077-0472/13/3/729. 22.   

 

4. Viorica Guțan , Ina Mogîldea, Ionica Soare, Zugravu Gheorghe Adrian. The composition, 

benefits and risks of wine consumption. In: Annals of "Dunarea de Jos" University of Galati” 

Fascicle I. Economics and Applied Informatics. Print ISSN 1584-0409. Online ISSN 2344-441X. 

2024. No 2. Available: http://www.eia.feaa.ugal.ro/images/eia/2024_2/Gutan_et_al.pdf 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

http://www.across-journal.com/index.php/across/article/view/125/117
http://www.across-journal.com/index.php/across/article/view/125/117
http://ibimapublishing.com/articles/JEERBE/2022/552305/
http://www.eia.feaa.ugal.ro/images/eia/2024_2/Gutan_et_al.pdf


Viorica Gutan 

                            Research on the development of wine tourism in the Republic of Moldova 

62 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



Viorica Gutan 

                            Research on the development of wine tourism in the Republic of Moldova 

63 

 

BIBLIOGRAPHY 

 

1. Lankar R. Tourism marketing. London: Cassell, 1991. 365 p. 

2. Roşca P. Rolul marketingului în crearea infrastructurii industriei turismului. În: Revista 

Ştiinţifică „Studii Economice”, ULIM, 2009, nr. 3-4, p. 431-433. 

3. Istoria vinului Moldovei. Disponibil: https://wineofmoldova.com/ro/istoria-vinului-

moldovei/. 

4. Despre ONVV. Disponibil: https://wineofmoldova.com/ro/despre-onvv/. 

5. Hotărâre Nr. 433 din 26-12-1990 cu privire la zilele comemorative, zilele de sărbătoare şi 

la zilele de odihnă în Republica Moldova. Disponibil: 

https://www.legis.md/cautare/getResults?doc_id=117676&lang=ro. 

6. Ziua Națională a Vinului 2024. Disponibil: https://protv.md/actualitate/ziua-

na%C8%9Bionala-a-vinului-2024-va-avea-loc-in-primul-weekend-al-lunii-octombrie-foto---

2699047.html. 

7. Platon, Nicolae. Organizarea și gestionarea afacerilor în domeniul turismului rural, 

Agenția Turismului a Republicii Moldova, ASEM,. – Chișinău: S.n.,2015 (Tipografia Elan Poligraf. 

ISBN 978-9975-66-433–2. - 216 p. 

8. Legea nr. 365 de stabilire a regimului preferențial de vize din 25 septembrie 2003. În: 

Monitorul Oficial al Republicii Moldova nr. 208 art.785 din 03.10.2003. 

9. Hotărârii Guvernului Republicii Moldova Nr. 554 din 24.05.2004. Programul Naţional 

Drumul Vinului în Moldova. Disponibil: 

http://lex.justice.md/index.php?action=view&view=doc&lang=1&id=302972. 

10. Moldova în cătarea unei noi identități. Disponibil: https://impulstv.com/video/vinariile-

din-moldova-in-cautarea-unei-noi-identitati/. 

11. Legii nr. 845 din 03.01.1992 cu privire la antreprenoriat și întreprinderi. În: Monitorul 

Oficial al Republicii Moldova nr. 2 din 28.02.1994. 

12. Legea nr. 160 din 22.07.2011 privind reglementarea prin autorizare a activității de 

întreprinzător. În: Monitorul Oficial al Republicii Moldova nr. 170-175 din 14.10.2011. 

13. Legea nr. 352 din 24.11.2006 cu privire la organizarea și desfășurarea activității 

turistice în Republica Moldova. În: Monitorul Oficial al Republicii Moldova nr. 14-17 din 02.02.2007. 

14. Platon Nicolae. Activitatea agențiilor de turism și a tur-operatorilor: norme juridice și 

fiscale. În: Monitorul Fisc.MD, nr.3 (51) din  aprilie 2019. 

15. Legea nr.231 din 23.09.2010 cu privire la comerțul interior. În: Monitorul Oficial al 

Republicii Moldova nr. 126-131 din 27.06.2003.     

16. Codul fiscal al Republicii Moldova nr.1163-XVIII din 24.07.1997. În: Monitorul Oficial 

al Republicii Moldova nr. 62 din 18.09.1997.     

17. Legea viei și vinului nr. 57-XVI din 10.03.2006. În: Monitorul Oficial al Republicii 

Moldova nr. 64-63 din 19.05.2006.     

18. Legea nr.66 din 27.03.2008 privind protecția indicațiilor geografice, denumirilor de 

origine și specialităților tradiționale garantate. În: Monitorul Oficial al Republicii Moldova nr. 134-137 

din 25.07.2008.     

19. Legea nr. 101 din 12.06.2014 pentru aprobarea simbolurilor nationale asociate 

indicațiilor geografice protejate, denumirilor de origine protejate și și specialităților tradiționale 

garantate. În: Monitorul Oficial al Republicii Moldov nr.209-216/447 din 25.07.2014. 

20. Legea nr.235 din 01.12.2011 privind activitățile de acreditare și de evaluare a 

conformității. În: Monitorul Oficial al Republicii Moldova nr. 46-47 din 07.03.2012.     

https://wineofmoldova.com/ro/istoria-vinului-moldovei/
https://wineofmoldova.com/ro/istoria-vinului-moldovei/
https://wineofmoldova.com/ro/despre-onvv/
https://www.legis.md/cautare/getResults?doc_id=117676&lang=ro
https://protv.md/actualitate/ziua-na%C8%9Bionala-a-vinului-2024-va-avea-loc-in-primul-weekend-al-lunii-octombrie-foto---2699047.html
https://protv.md/actualitate/ziua-na%C8%9Bionala-a-vinului-2024-va-avea-loc-in-primul-weekend-al-lunii-octombrie-foto---2699047.html
https://protv.md/actualitate/ziua-na%C8%9Bionala-a-vinului-2024-va-avea-loc-in-primul-weekend-al-lunii-octombrie-foto---2699047.html
http://lex.justice.md/index.php?action=view&view=doc&lang=1&id=302972
https://impulstv.com/video/vinariile-din-moldova-in-cautarea-unei-noi-identitati/
https://impulstv.com/video/vinariile-din-moldova-in-cautarea-unei-noi-identitati/


Viorica Gutan 

                            Research on the development of wine tourism in the Republic of Moldova 

64 

 

21. Acordul de Asociere Uniunea Europeană-Republica Moldova. Disponibil: https://eur-

lex.europa.eu/legal-content/RO/LSU/?uri=CELEX:22014A0830(01). 

22. Hotărârea Guvernului nr. 559  din 14.08.2015 privind Conceptului Sistemului 

informațional automatizat Registrul turismului. În: Monitorul Oficial al Republicii Moldov nr.224-233 

din 21.08.2015. 

23. Programul național de dezvoltare a turismului Turism 2026. Disponibil: 

https://particip.gov.md/ro/document/stages/proiectul-hotararii-de-guvern-cu-privire-la-aprobarea-

programului-national-de-dezvoltare-a-turismului-turism-2026-pentru-anii-2022-2026-in-continuare-

programul-turism-2026/9488. 

24. Planul național de dezvoltare pentru anii 2024-2026. Disponibil: 

https://gov.md/sites/default/files/document/attachments/pnd-ro.pdf. 

25. Hotărârea Guvernului Republicii Moldova nr. 988 din 23 iulie 2002 privind organizarea 

și desfășurarea Festivalului Vinului. În: Monitorul Oficial al Republicii Moldov nr.110-112 din 

01.08.2002. 

26. Hotărârea Guvernului Republicii Moldova nr. 988 din 23 iulie 2002 privind Normele 

metodologice și criteriile de clasificare a structurilor de primire turistice cu funcțiuni de cazare și de 

servire a mesei. În: Monitorul Oficial al Republicii Moldov nr.99-103 din 06.06.2003. 

27. Hotărârea Guvernului nr. 215 din 22 februarie 2002 cu privire la evidenţa circulației 

turiștilor în punctele de trecere a frontierei de stat și cu modificările ulterioare. În: Monitorul Oficial al 

Republicii Moldov nr.29-31 din 28.02.2002. 

28. Hotărârea Guvernului nr. 40 din 26.01.2022 privind aprobarea Strategiei naționale de 

dezvoltare regională a Republicii Moldova pentru anii 2022-2028. În: Monitorul Oficial al Republicii 

Moldova nr. 88-95 din 01.04.2022. 

29. Hotărârea Guvernului nr. 488 din 12 iulie 2023 cu privire la aprobarea Programului de 

sprijin pentru dezvoltarea întreprinderilor mici și mijlocii în domeniul turismului. În: Monitorul Oficial 

al Republicii Moldova nr. 271 din 26.07.2023. 

30. Viorica Gutan, Gheorghe Adrian Zugravu. Conceptual approaches concerning wine 

tourism. In: Journal of Research on Trade, Management and Economic Development, 2023, vol. 

10, nr. 1(19), pp. 22-37. ISSN 2345-1424. DOI: 10.59642/JRTMED.1.2023.02. Available: 

http://jrtmed.uccm.md/index.php/en/arhive?layout=edit&id=85.  1,25 author sheets. 

31. Dicționarul Wikipedia. Disponibil: ro.wikipedia.org/wiki/. 

32. Dicționarul explicativ Dex on-line. 

33. Hall M., Shaples L., Cambourne B., Macionis N. (2004), Wine Tourism Around the 

World Development, Management and Markets, Editura Elsevier, Oxford. 

34. Miron Viorel, Guțui Veaceslav și alții. Turismul în ariile naturale din Republica 

Moldova: ghidul investitorului local. – Chișinău: Continental Grup, 2005, ISBN 9975-9901-1-, - 134 

p. 

35. Bogan Elena, Simon Tamara. Turimul rural. Editura Universitară, București, 2019. 

36. Soare Ionica. Turism-tipologii și destinații, Editura Transversal, Târgoviște. 

37. Sparks, B. A., Roberts, L., Deery, M., Davies, J., & Brown, L. (2005). Good living 

tourism: Lifestyle aspects of food and wine tourism. Technical Report, CRC for Sustainable 

Tourism, Brisbane, Australia. 

38. Brown, G., Getz, D., Critical success factors for wine tourism regions: a demand 

analysis. Tourism management. 2006., p. 146-158. 

https://eur-lex.europa.eu/legal-content/RO/LSU/?uri=CELEX:22014A0830(01)
https://eur-lex.europa.eu/legal-content/RO/LSU/?uri=CELEX:22014A0830(01)
https://particip.gov.md/ro/document/stages/proiectul-hotararii-de-guvern-cu-privire-la-aprobarea-programului-national-de-dezvoltare-a-turismului-turism-2026-pentru-anii-2022-2026-in-continuare-programul-turism-2026/9488
https://particip.gov.md/ro/document/stages/proiectul-hotararii-de-guvern-cu-privire-la-aprobarea-programului-national-de-dezvoltare-a-turismului-turism-2026-pentru-anii-2022-2026-in-continuare-programul-turism-2026/9488
https://particip.gov.md/ro/document/stages/proiectul-hotararii-de-guvern-cu-privire-la-aprobarea-programului-national-de-dezvoltare-a-turismului-turism-2026-pentru-anii-2022-2026-in-continuare-programul-turism-2026/9488
https://gov.md/sites/default/files/document/attachments/pnd-ro.pdf


Viorica Gutan 

                            Research on the development of wine tourism in the Republic of Moldova 

65 

 

39. Tomescu Veronica. Turismului vitivinicol: tendințe actuale pe plan mondial și local. 

Disponibil:  https://www.slideshare.net/VeronicaTomescu1/turismului-vitivinicol-tendine-actuale-pe-

plan-mondial-i-local. 

40. Ghigul enoturistic al Republicii Moldova. Disponibil: 

https://wineofmoldova.com/ro/ghid-oenuturistic-2022/. 

41. Jamie V. Winе Tоurism Dеvеlорmеnt: А Winе Rоutе Оr Nоt? : а Winе Tоurism 

Dеvеlорmеnt. Сhilе: Lаmbеrt Асаdеmiс Рublishing, 2011. 172 p. 

42. T. Lungu and S. Cebotari, “The political-legal framework of the Republic of Moldova 

regarding the digitalization of public services,” Stud. Univ. Mold. Ser. Stiint. Soc., no. 3, 2023, doi: 

10.59295/sum3(163)2023_34. 

43. Guțan Viorica, Ina Mogîldea, Ionica Soare, Zugravu Gheorghe Adrian. The 

composition, benefits and risks of wine consumption. Annals of "Dunarea de Jos" University of 

Galati” Fascicle I. Economics and Applied Informatics. Print ISSN 1584-0409. Online ISSN 2344-

441X. 2024. No 2. http://www.eia.feaa.ugal.ro/images/eia/2024_2/Gutan_et_al.pdf. 

44. Stratan, A., Fala, A., & Clipa, V. (2015). Risks to the Agri-food Sector of Republic of 

Moldova Associated with Restrictions Imposed by the Russian Federation on Moldovan Imports. 

Procedia Economics and Finance, 32. 

45. Barbu, A. C., Dumitrașcu, L. (2018), Consumul de vin în România: Tradiție și 

modernitate,. Revista de Sociologie, 2(1), pp. 45-58.  

46. Burlacu, L., Negru, A. (2019), Impactul vinului roșu asupra sănătății cardiovasculare: 

O revizuire a studiilor recente, Buletinul Institutului de Cardiologie din Moldova, 8(3), pp. 123-130. 

47. Cîrciumaru, D. (2017), Revista Română de Nutriție și Dietetică, Efectele consumului 

de vin asupra sănătății: O perspectivă românească, 25(4), pp. 215-222. 

48. Crăciun, A., Mihăilescu, A. (2016), Jurnalul Român de Medicină Internă, Consumul 

moderat de vin și sănătatea: Dovezi din România, 54(1), pp. 99-105. 

49. Mihalcea, R., Lungu, E. (2014), Efectele antioxidante ale vinului roșu: O analiză 

comparativă. Analele Universității din București: Seria Chimie, 23(1), pp. 67-74. 

50. Moraru, C., Popescu, S. (2020), Aspecte ale consumului de vin în Republica 

Moldova: Tradiții și impact economic, Revista Economiei Moldovenești, 12(2), pp. 45-52. 

51. Popescu, I., Vasilescu, C. (2017), Vinul și alimentația sănătoasă: Combinații 

tradiționale și moderne, Revista Română de Nutriție și Dietetică, 27(1), pp. 98-104. 

52. Tudor, A., Năstase, G. (2017), Vinul și sănătatea: Perspective din Republica 

Moldova. Buletinul Academiei de Științe a Moldovei: Științe Medicale, 3(2), pp. 85-92. 

53. A. Admin and E. Covaci, “Consumption preferences of the Republic of Moldova 

population regarding wines and alcoholic beverages,” J. Soc. Sci., vol. 6, no. 2, 2023, doi: 

10.52326/jss.utm.2023.6(2).04. 

54. What is acidity in wine. Disponibil: https://www.vineimporters.com/what-is-acidity-in-

wine 

55. Svetlana, Cociorvă. 6. Cociorvă, Svetlana (2021), Beneficiile vinului, Tezele 

celei de-a 74-a conferință științifică a studenților, 20 mai 2021, Chișinău: Universitatea Agrară, pp. 

26-27. 

56. Vinul alb este una dintre cele mai rafinate și mai sănătoase băuturi. Iată ce trebuie 

să știi despre el. Disponibil: https://cramahistria.ro/este-una-dintre-cele-mai-apreciate-bauturi-din-

lume-si-are-o-multime-de-beneficii-afla-totul-despre-vinul-alb-despre-proprietatile-sale-dar-si-

despre-cum-ar-trebui-consumat/. 

https://www.slideshare.net/VeronicaTomescu1/turismului-vitivinicol-tendine-actuale-pe-plan-mondial-i-local
https://www.slideshare.net/VeronicaTomescu1/turismului-vitivinicol-tendine-actuale-pe-plan-mondial-i-local
http://www.eia.feaa.ugal.ro/images/eia/2024_2/Gutan_et_al.pdf
https://www.vineimporters.com/what-is-acidity-in-wine
https://www.vineimporters.com/what-is-acidity-in-wine
https://cramahistria.ro/este-una-dintre-cele-mai-apreciate-bauturi-din-lume-si-are-o-multime-de-beneficii-afla-totul-despre-vinul-alb-despre-proprietatile-sale-dar-si-despre-cum-ar-trebui-consumat/
https://cramahistria.ro/este-una-dintre-cele-mai-apreciate-bauturi-din-lume-si-are-o-multime-de-beneficii-afla-totul-despre-vinul-alb-despre-proprietatile-sale-dar-si-despre-cum-ar-trebui-consumat/
https://cramahistria.ro/este-una-dintre-cele-mai-apreciate-bauturi-din-lume-si-are-o-multime-de-beneficii-afla-totul-despre-vinul-alb-despre-proprietatile-sale-dar-si-despre-cum-ar-trebui-consumat/


Viorica Gutan 

                            Research on the development of wine tourism in the Republic of Moldova 

66 

 

57. Medlife.ro, 20 martie 2021, Consumul de vin și efectele acestuia pentru organism. 

Disponibil: https://www.medlife.ro/articole-medicale/consumul-de-vin-si-efectele-acestuia-pentru-

organism. 

58. Peynaud, Emile. The Taste of Wine: The Art and Science of Wine Appreciation. 

Wiley, 1996, 346 p. ISBN: 978-0471113573. 

59. MacNeil, Karen. The Wine Bible. Workman Publishing, 2015, 1008 p. ISBN: 978-

0761180838. 

60. Dornenburg, Andrew și Karen Page. What to Drink with What You Eat: The Definitive 

Guide to Pairing Food with Wine, Beer, Spirits, Coffee, Tea – Even Water – Based on Expert 

Advice from America's Best Sommeliers. Little, Brown and Company, 2006, 400 p. ISBN: 978-

0316163125. 

61. Robinson, Jancis. The Oxford Companion to Wine (ediția a 4-a). Oxford University 

Press, 2015, 912 p. ISBN: 978-0198705383. 

62. Beckett, Fiona. How to Match Food and Wine. Ryland Peters & Small, 2010, 144 p. 

ISBN: 978-1845979473. 

63. Gheorghe Cojocaru - Vinuri și Bucate din Moldova. Editura Cartier, 2012, 220 p. 

64. Descoperă Moldova. Vinurile moldovenești. Disponibil pe: 

https://www.travel.md/ro/descopera-moldova/vinurile-moldovenesti/. 

65. Vinificația Moldovei asigura 3% din produsul intern brut și 8 % din exporturi. 

Disponibil: https://stiri.md/article/economic/vinificatia-moldovei-asigura-3-din-produsul-intern-brut-si-

8-din-exporturi/. 

66. Moldova în top 10 producători din Europa. Disponibil: 

https://stiri.md/article/economic/in-vinul-moldovenesc-e-adevarul-tara-in-top-10-producatori-din-

europa/. 

67. Peste 80% din vinul moldovenesc se exporta peste hotare. Disponibil: 

https://wine.md/blog/peste-80-din-vinul-produs-in-republica-moldova-%E2%80%94-exportat-in-57-

de-state.  

68. Cartea albă.  Sumar Executiv: Sectorul vitivinicol din. Republica Moldova, Bulgaria și 

Romania. WINET BSB-638 Project: Proiectul Comerț și Inovare în Sectorul Vinicol, elaborat de 

Business Intelligent Services. Diponibil: https://winet.wine/wp-content/uploads/2020/09/Sumar-

executiv_White-Book_RO.pdf. 

69. Rezultatele sondajului: Percepția Moldovei ca destinație turistică de către vizitatorii 

străini. Executor: Magenta Consulting. Proiectului USAID de Competitivitate și Reziliență Rurală, în 

parteneriat cu Asociația Națională de Turism Receptor și Intern din Moldova, 2023, 90 p. 

70. Vinăriile Moldovei în căutarea noii identități. Disponibil: 

https://impulstv.com/video/vinariile-din-moldova-in-cautarea-unei-noi-identitati/. 

71. Ordinul Ministerului Economiei și Infrastructurii Republicii Moldova nr.390 din 

03.08.2018 cu privire la lista obiectivelor turistice vinicole. Disponibil: 

https://old.mded.gov.md/sites/default/files/document/attachments/ordin_nr._390_din_03.08.2018.pd

f. 

72. Drumul Vinului – imagine semn de circulați 

https://www.google.com/imgres?q=imagine%20drumul%20vinului%20moldovei%20semn%20de%2

0circula. 

73. Traseele turistice a Drumului Vinului Moldovei incluse în Rutele Iter Vitis. Disponibil:  

https://6d6f6c646f7661.ultracdn.net/wp-content/uploads/2023/08/Map-Wine-Routes-of-Moldova-

2023-1.pdf. 

https://www.medlife.ro/articole-medicale/consumul-de-vin-si-efectele-acestuia-pentru-organism
https://www.medlife.ro/articole-medicale/consumul-de-vin-si-efectele-acestuia-pentru-organism
https://www.travel.md/ro/descopera-moldova/vinurile-moldovenesti/
https://stiri.md/article/economic/vinificatia-moldovei-asigura-3-din-produsul-intern-brut-si-8-din-exporturi/
https://stiri.md/article/economic/vinificatia-moldovei-asigura-3-din-produsul-intern-brut-si-8-din-exporturi/
https://stiri.md/article/economic/in-vinul-moldovenesc-e-adevarul-tara-in-top-10-producatori-din-europa/
https://stiri.md/article/economic/in-vinul-moldovenesc-e-adevarul-tara-in-top-10-producatori-din-europa/
https://wine.md/blog/peste-80-din-vinul-produs-in-republica-moldova-%E2%80%94-exportat-in-57-de-state
https://wine.md/blog/peste-80-din-vinul-produs-in-republica-moldova-%E2%80%94-exportat-in-57-de-state
https://winet.wine/wp-content/uploads/2020/09/Sumar-executiv_White-Book_RO.pdf
https://winet.wine/wp-content/uploads/2020/09/Sumar-executiv_White-Book_RO.pdf
https://impulstv.com/video/vinariile-din-moldova-in-cautarea-unei-noi-identitati/
https://old.mded.gov.md/sites/default/files/document/attachments/ordin_nr._390_din_03.08.2018.pdf
https://old.mded.gov.md/sites/default/files/document/attachments/ordin_nr._390_din_03.08.2018.pdf
https://www.google.com/imgres?q=imagine%20drumul%20vinului%20moldovei%20semn%20de%20circula
https://www.google.com/imgres?q=imagine%20drumul%20vinului%20moldovei%20semn%20de%20circula
https://6d6f6c646f7661.ultracdn.net/wp-content/uploads/2023/08/Map-Wine-Routes-of-Moldova-2023-1.pdf
https://6d6f6c646f7661.ultracdn.net/wp-content/uploads/2023/08/Map-Wine-Routes-of-Moldova-2023-1.pdf


Viorica Gutan 

                            Research on the development of wine tourism in the Republic of Moldova 

67 

 

74. Drumul-vinului-moldovei-inclus-in-rutele-culturale-ale-consiliului-europei. Disponibil 

pe: https://winemoldova .com/drumul-vinului-moldovei-inclus-n-rutele-culturale-ale-consiliului-

europei. 

75. Dezvoltare durabilă a turismului. Disponibil pe: https://www.unwto.org/sustainable-

development. 

76. Sondaj privind sustinbilitatea turismului vitivinicol efectuat de WineTourism.com 

împreună cu Universitatea Hochschule Geisenheim din Germania. Disponibil pe:   

https://www.winetourism.com/sustainable-wine-tourism/. 

77. Turism vitivinicol – turism sustenabil. Disponibil: 

https://www.winetourism.com/sustainable-wine-tourism/. 

78. Ruta Drumul Vinului Moldovei premiat cu Premiul European Destinații Turistice 

Culturale Sustenabile 2020. Disponibil: https://www.moldpres.md/news/2020/10/02/20007874 

79. Viorica Gutan, Gheorghe Adrian Zugravu. Strategii de marketing ale turismului 

vitivinicol. Conferința Științifică Internațională Profesională UCCM „Dezvoltare economică și 

cercetare”,  p. 128-142. ISBN 978-9975-81-149-1. Chișinău, Republica Moldova 21-23 iunie 2023 

https://conference2023.uccm.md/index.php/ro/publicatii-ro. 

80. Roxana Mironescu. Marketing turistic Marketing turistic. Editura Alma Mater, Bacau, 

2012. 146 p. ISBN 97816061527118910. 

81. Blazheska Daliborka, NICKOVA Meri. Creating Marketing Strategies for 

Development of the Wine Tourism. In: International Journal of Academic Research in Accounting, 

Finance and Management Sciences. 2016, Vol. 6, No. 4, October, 177–184. E-ISSN: 2225-8329, 

P-ISSN: 2308-033. Disponibil:  http://dx.doi.org/10.6007/IJARAFMS/v6-i4/2336. 

82. Pilar Bahamonde, Stefan Beier, Lacra Beilic and others. Marketing strategic în 

turismul cultural. Erasmus + EUROPETOUR. 33 p. https://www.europetour.tips/wp-

content/uploads/2018/02/M3_Strategii_de_marketing_RO_euphemia.pdf. 

83. Frew, Elspeth., Williams, K.M. PhD. Innovative wine tourism marketing strategies in 

the victorian wine industry. Disponibil: 

https://www.researchgate.net/publication/364653291_INNOVATIVE_WINE 

_TOURISM_MARKETING_STRATEGIES_IN_THE_VICTORIAN_WINE_INDUSTRY_A_wine_stak

eholders'_perspective_For_total_fulfilment_of_Doctor_of_Philosophy_PhD. 

84. Henche, Blanca Garcia. Marketing în turismul rural. Trad. Isabela Teclici. – 

București: Casa de Editură Irecson, 2004. 214 p. ISBN: 973-86371-4-7. 

85. Mironescu Roxana. Marketing turistic. Editura Alma Mater, Bacau, 2012. 146 p. 

ISBN 97816061527118910. 

86. Vinăria Asconi. Disponibil: https://asconiwinery.com/experiences/. 

87. Vinăria Shateau Vartely. Disponibil: https://vartely.md/rezerva-acum. 

88. Raport de activitate ONVV 2020. https://wineofmoldova.com/wp-

content/uploads/2021/10/RAPORT-ANUAL-ONVV-pentru-anul-2020.pdf. 

89. Gheorghe Adrian Zugravu, Ionica Soare, Viorica Gutan. Bibliometric research on 

developments and trends of wine products and wine tourism in the Republic of Moldova. 

Philadelphia, 5-8 Octomber 2023. 96th International Atlantic Economic Conference in Philadelphia 

https://iaes.confex.com/iaes/96am/meetingapp.cgi/Search/0?sort=Relevance&size 

=10&page=1&searchterm=zugravu. 

90. Chiodo, E., Giordano, L., Tubi, J., & Salvatore, R. (2020). Wine routes and 

sustainable social organization within local tourist supply: Case studies of two italian regions. 

Sustainability (Switzerland), 12(22). https://doi.org/10.3390/su12229388. 

https://www.winetourism.com/sustainable-wine-tourism/
https://www.winetourism.com/sustainable-wine-tourism/
https://www.moldpres.md/news/2020/10/02/20007874
https://conference2023.uccm.md/index.php/ro/publicatii-ro
http://dx.doi.org/10.6007/IJARAFMS/v6-i4/2336
https://www.researchgate.net/publication/364653291_INNOVATIVE_WINE%20_TOURISM_MARKETING
https://www.researchgate.net/publication/364653291_INNOVATIVE_WINE%20_TOURISM_MARKETING
https://asconiwinery.com/experiences/
https://vartely.md/rezerva-acum
https://wineofmoldova.com/wp-content/uploads/2021/10/RAPORT-ANUAL-ONVV-pentru-anul-2020.pdf
https://wineofmoldova.com/wp-content/uploads/2021/10/RAPORT-ANUAL-ONVV-pentru-anul-2020.pdf
https://iaes.confex.com/iaes/96am/meetingapp.cgi/Search/0?sort=Relevance&size
https://doi.org/10.3390/su12229388


Viorica Gutan 

                            Research on the development of wine tourism in the Republic of Moldova 

68 

 

91. Bregoli, I., Hingley, M., Del Chiappa, G., & Sodano, V. (2016). Challenges in Italian 

wine routes: managing stakeholder networks. Qualitative Market Research, 19(2). 

https://doi.org/10.1108/QMR-02-2016-0008. 

92. Baggio, R., Mottironi, C., & Corigliano, M. A. (2011). Technological aspects of public 

tourism communication in Italy. Journal of Hospitality and Tourism Technology, 2(2). 

https://doi.org/10.1108/17579881111154227. 

93. Liang, F., Mu, L., Wang, D., & Kim, B. S. (2022). A new model path for the 

development of smart leisure sports tourism industry based on 5G technology. IET 

Communications, 16(5). https://doi.org/10.1049/cmu2.12271. 

94. Rashideh, W. (2020). Blockchain technology framework: Current and future 

perspectives for the tourism industry. Tourism Management, 80. 

https://doi.org/10.1016/j.tourman.2020.104125. 

95. Zhang, X., Guo, W., & Bashir, M. B. (2022). Inclusive green growth and development 

of the high-quality tourism industry in China: The dependence on imports. Sustainable Production 

and Consumption, 29. https://doi.org/10.1016/j.spc.2021.09.023. 

96. Alis, C. M., Letchford, A., Moat, H. S., & Preis, T. (2015). Estimating tourism 

statistics with Wikipedia page views. Proceedings of the 2015 ACM Web Science Conference. 

https://doi.org/10.1145/2786451.2786925. 

97. Donovan, C., Flaherty, E. T., & Healy, E. Q. (2017). Using big data from Wikipedia 

page views for official tourism statistics. Statistical Journal of the IAOS, 33(4). 

https://doi.org/10.3233/SJI-160320. 

98. Khadivi, P., & Ramakrishnan, N. (2016). Wikipedia in the Tourism Industry: 

Forecasting Demand and Modeling Usage Behavior. Proceedings of the AAAI Conference on 

Artificial Intelligence, 30(2). https://doi.org/10.1609/aaai.v30i2.19078. 

99. Wikipedia and cultural tourism. (2022). In Handbook on Heritage, Sustainable 

Tourism and Digital Media. https://doi.org/10.4337/9781788970082.00010. 

100. Labanauskaitė, D., Fiore, M., & Stašys, R. (2020). Use of E-marketing tools as 

communication management in the tourism industry. Tourism Management Perspectives, 34. 

https://doi.org/10.1016/j.tmp.2020.100652. 

101. Ocheni, S. I., Ogaboh Agba, A. M., Agba, M. S., & Eteng, F. O. (2020). Covid-19 and 

the tourism industry: Critical overview, lessons and policy options. Academic Journal of 

Interdisciplinary Studies, 9(6). https://doi.org/10.36941/AJIS-2020-0116.. 

102. Sharma, G. D., Thomas, A., & Paul, J. (2021). Reviving tourism industry post-

COVID-19: A resilience-based framework. Tourism Management Perspectives, 37. 

https://doi.org/10.1016/j.tmp.2020.100786. 

103. Dimitrakis, E., Sgontzos, K., & Tzitzikas, Y. (2020). A survey on question answering 

systems over linked data and documents. Journal of Intelligent Information Systems, 55(2). 

https://doi.org/10.1007/s10844-019-00584-7. 

104.  Rutynskyi, M., & Kushniruk, H. (2020). The impact of quarantine due to COVID-19 

pandemic on the tourism industry in Lviv (Ukraine). Problems and Perspectives in Management, 

18(2). https://doi.org/10.21511/ppm.18(2).2020.17. 

105. Skare, M., Soriano, D. R., & Porada-Rochoń, M. (2021). Impact of COVID-19 on the 

travel and tourism industry. Technological Forecasting and Social Change, 163. 

https://doi.org/10.1016/j.techfore.2020.120469. 

106. Gajic, T., Penic, M., Vujko, A., & Petrović, M. D. (2018). Development Perspectives 

of Rural Tourism Policy - A Comparative Study of Rural Tourism Competitiveness Based on 

https://doi.org/10.1108/QMR-02-2016-0008
https://doi.org/10.1108/17579881111154227
https://doi.org/10.1049/cmu2.12271
https://doi.org/10.1016/j.tourman.2020.104125
https://doi.org/10.1016/j.spc.2021.09.023
https://doi.org/10.1145/2786451.2786925
https://doi.org/10.3233/SJI-160320
https://doi.org/10.1609/aaai.v30i2.19078
https://doi.org/10.4337/9781788970082.00010
https://doi.org/10.1016/j.tmp.2020.100652
https://doi.org/10.36941/AJIS-2020-0116
https://doi.org/10.1016/j.tmp.2020.100786
https://doi.org/10.1007/s10844-019-00584-7
https://doi.org/10.21511/ppm.18(2).2020.17
https://doi.org/10.1016/j.techfore.2020.120469


Viorica Gutan 

                            Research on the development of wine tourism in the Republic of Moldova 

69 

 

Perceptions of Tourism Workers in Slovenia and Serbia. Eastern European Countryside, 24(1). 

https://doi.org/10.2478/eec-2018-0007. 

107. Santos, V., Ramos, P., Sousa, B., & Valeri, M. (2022). Towards a framework for the 

global wine tourism system. Journal of Organizational Change Management, 35(2). 

https://doi.org/10.1108/JOCM-11-2020-0362. 

108. Torres, J. P., Barrera, J. I., Kunc, M., & Charters, S. (2021). The dynamics of wine 

tourism adoption in Chile. Journal of Business Research, 127. 

https://doi.org/10.1016/j.jbusres.2020.06.043. 

109. Liang, F.; Mu, L.; Wang, D.; Kim, B.S. A new model path for the development of 

smart leisure sports tourism industry based on 5G technology. IET Commun. 2022,16, 485-496. 

[CrossRef] 

110. Zhang, X.; Guo, W.; Bashir, M.B. Inclusive green growth and development of the 

high-quality tourism industry in China: The dependence on imports. Sustain. Prod. Consum. 

2022,29, 57-78. [CrossRef]. 

111. Rashideh, W. Blockchain technology framework: Current and future perspectives for 

the tourism industry. Tour. Manag. 2020, 80,104125. [CrossRef]. 

112. Alis, C.M.; Letchford, A.; Moat, H.S.; Preis, T. Estimating tourism statistics with 

Wikipedia page views. In Proceedings of the 2015 ACM Web Science Conference, Oxford, UK, 28 

June-1 July 2015. [CrossRef]. 

113. Edward Elgar Publishing. Wikipedia and Cultural Tourism. In Handbook on Heritage, 

Sustainable Tourism and Digital Media; Edward Elgar Publishing: Cheltenham, UK, 2022. 

[CrossRef] 

114. Donovan, C.; Flaherty, E.T.; Healy, E.Q. Using big data from Wikipedia page views 

for official tourism statistics. Stat. J. IAOS 2017, 33, 997-1003. [CrossRef] 

115. Khadivi, P.; Ramakrishnan, N. Wikipedia in the Tourism Industry: Forecasting 

Demand and Modeling Usage Behavior. Proc. AAAI Conf. Artif. Intell. 2016, 30, 4016-4021. 

[CrossRef] 

116. Sharma, G.D.; Thomas, A.; Paul, J. Reviving tourism industry post-COVID-19: A 

resilience-based framework. Tour. Manag. Perspect. 2021, 37,100786. [CrossRef] [PubMed] 

117. Labanauskaite, D.; Fiore, M.; Stasys, R. Use of E-marketing tools as communication 

management in the tourism industry. Tour. Manag. Perspect. 2020, 34,100652. [CrossRef] 

118. Ocheni, S.I.; Agba, A.M.O.; Agba, M.S.; Eteng, F.O. COVID-19 and the tourism 

industry: Critical overview, lessons and policy options. Acad. J. Interdiscip. Stud. 2020, 9,114. 

[CrossRef]. 

119. Rutynskyi, M.; Kushniruk, H. The impact of quarantine due to COVID-19 pandemic 

on the tourism industry in Lviv (Ukraine). Probl. Perspect. Manag. 2020,18,194-205. [CrossRef]. 

120. Skare, M.; Soriano, D.R.; Porada-Rochon, M. Impact of COVID-19 on the travel and 

tourism industry. Technol. Forecast. Soc. Change 2021,163,120469. [CrossRef]. 

121. Dimitrakis, E.; Sgontzos, K.; Tzitzikas, Y. A survey on question answering systems 

over linked data and documents. J. Intell. Inf. Syst. 2020, 55, 233-259. [CrossRef]. 

122. Gajic, T.; Penic, M.; Vujko, A.; Petrovic, M.D. Development Perspectives of Rural 

Tourism Policy—A Comparative Study of Rural Tourism Competitiveness Based on Perceptions of 

Tourism Workers in Slovenia and Serbia. East. Eur. Countrys. 2018, 24,143-154. [CrossRef] 

123. Gajic, T.; Petrovic, M.D.; Radovanovic, M.M.; Tretiakova, T.N.; Syromiatnikova, J.A. 

Possibilities of Turning Passive Rural Areas into Tourist Attractions through Attained Service 

Quality. Eur. Countrys. 2020,12,179-192. [CrossRef]. 

https://doi.org/10.2478/eec-2018-0007
https://doi.org/10.1108/JOCM-11-2020-0362
https://doi.org/10.1016/j.jbusres.2020.06.043


Viorica Gutan 

                            Research on the development of wine tourism in the Republic of Moldova 

70 

 

124. Torres, J.P.; Barrera, J.I.; Kunc, M.; Charters, S. The dynamics of wine tourism 

adoption in Chile. J. Bus. Res. 2021,127, 474-485. [CrossRef]. 

125. Santos, V.; Ramos, P.; Sousa, B.; Valeri, M. Towards a framework for the global 

wine tourism system. J. Organ. Chang. Manag. 2022, 35, 348-360. [CrossRef]. 

126. Colombini, D.C. Wine tourism in Italy. Int. J. Wine Res. 2015, 7, 29-35. [CrossRef]. 

127. Bruwer, J. South African wine routes: Some perspectives on the wine tourism 

industry's structural dimensions and wine tourism product. Tour. Manag. 2003, 24, 423-435. 

[CrossRef]. 

128. Efstathios, V.; Anastasia, G.; Athanassios, K. Wine tourism. Planning and 

development of a wine route network in the region of thessaly in Greece. Tourismos 2009, 4, 311-

330. 

129. Lau, Y.Y.; Tam, K.C.; Ng, A.K.Y.; Fu, X.; Jing, Z.; Feng, J. Effects of the 'Belt and 

Road' initiative on the wine import logistics of China. Marit. Policy Manag. 2018, 45, 403-417. 

[CrossRef]. 

130. Motuzenko, O.O.; Giancola, D.V. Innovative experience of italy in the organization of 

enogastronomic tourism routes on the example of the wine and taste road of lombardy. Geogr. 

Tour. 2019, 50,132-147. [CrossRef]. 

131. Joy, A.; Belk, R.W.; Charters, S.; Wang, J.J.F.; Pena, C. Performance theory and 

consumer engagement: Wine-tourism experiences in South Africa and India. Res. Consum. Behav. 

2018,19,163-187. [CrossRef]. 

132. Winfree, J.; McIntosh, C.; Nadreau, T. An economic model of wineries and 

enotourism. Wine Econ. Policy 2018, 7, 88-93. [CrossRef]. 

133. Garibaldi, R.; Stone, M.J.; Wolf, E.; Pozzi, A. Wine travel in the United States: A 

profile of wine travellers and wine tours. Tour. Manag. Perspect. 2017, 23, 53-57. [CrossRef]. 

134. Terziyska, I. Wine tour design—Global trends and local expressions. Tour. Hosp. 

Manag. 2018,24, 387-400. [CrossRef]. 

135. Barbierato, E.; Bernetti, I.; Capecchi, I. Analyzing TripAdvisor reviews of wine tours: 

An approach based on text mining and sentiment analysis. Int. J. Wine Bus. Res. 2022, 34, 212-

236. [CrossRef]. 

136. Wen, H.; Leung, X.Y. Virtual wine tours and wine tasting: The influence of offline and 

online embodiment integration on wine purchase decisions. Tour. Manag. 2021, 83,104250. 

[CrossRef]. 

137. Alant, K.; Bruwer, J. Wine tourism behaviour in the context of a motivational 

framework for wine regions and cellar doors. J. Wine Res. 2004,15, 27-37. [CrossRef]. 

138. Alonso, A.D.; Kok, S.K. Identifying key wine product and wine tourism attributes in an 

ultra-peripheral wine region: Implications for wine consumers and wine tourism. Tour. Recreat. Res. 

2020, 45, 469-484. [CrossRef]. 

139. Revilla, M.R.G.; Moure, O.M. Wine as a tourist resource: New manifestations and 

consequences of a quality product from the perspective of sustainability. Case analysis of the 

province of malaga. Sustainability 2021,13,13003. [CrossRef]. 

140. Brochado, A.; Stoleriu, O.; Lupu, C. Wine tourism: A multisensory experience. Curr. 

Issues Tour. 2021, 24, 597-615. [CrossRef]. 

141. Dias, C.; Mendes, L. Protected Designation of Origin (PDO), Protected Geographical 

Indication (PGI) and Traditional Speciality Guaranteed (TSG): A bibiliometric analysis. Food Res. 

Int. 2018,103, 492-508. [CrossRef]. 



Viorica Gutan 

                            Research on the development of wine tourism in the Republic of Moldova 

71 

 

142. Wamba, S.F. ExperTwin: An Alter Ego in Cyberspace for Knowledge Workers. In 

Proceedings of the 2018 IEEE International Conference on Internet of Things (iThings) and IEEE 

Green Computing and Communications (GreenCom) and IEEE Cyber, Physical and Social 

Computing (CPSCom) and IEEE Smart Data (SmartData), Halifax, NS, Canada, 30 June-3 August 

2018; p. 8. 

143. Rocha, S.; Pinto, E.; Almeida, A.; Fernandes, E. Multi-elemental analysis as a tool 

for characterization and differentiation of Portuguese wines according to their Protected 

Geographical Indication. Food Control 2019,103, 492-508. [CrossRef]. 

144. Duca, G.; Sturza, R.; Siretanu, L. Estimation of Organic Pesticide Residues in Wines 

of Moldova. Clean-Soil Air Water 2012, 40, 661-666. [CrossRef]. 

145. Saseanu, A.; Olaru, O.; Caldararu, A.E. Benchmark models for the wine industry. 

Recommendations for Republic of Moldova. 

146. Geana, I.; Iordache, A.; Ionete, R.; Marinescu, A.; Ranca, A.; Culea, M. 

Geographical origin identification of Romanian wines by ICP-MS elemental analysis. Food Chem. 

2013,138,1125-1134. [CrossRef] [PubMed]. 

147. Karasinski, J.; Elguera, J.C.T.; Ibarra, A.A.G.; Wrobel, K.; Bulska, E.; Wrobel, K. 

Comparative Evaluation of Red Wine from Various European Regions Using Mass Spectrometry 

Tools. Anal. Lett. 2018, 51, 2645-2659. [CrossRef]. 

148.  BaHr, ; Ho, M.; Bpaxro,; ApneHTHH, r.H. Sensory evaluation of Fetească Neagră 

wine in Republic Moldova. Magarach Vinograd. I Vinodel. 2022, 90-94. [CrossRef]. 

149. Talmaci, I.; Galupa, D.; Spitoc, L.; Vedutenco, D. Promoting Agroforestry Within the 

Agricultural Competitiveness Project in Moldova. In Regenerative Agriculture; Springer International 

Publishing: Cham, Switzerland, 2021; pp. 329-340. 

150. Baird, T.; Hall, C.M.; Castka, P. New Zealand Winegrowers attitudes and behaviours 

towards wine tourism and sustainable winegrowing. Sustainability 2018,10, 797. [CrossRef]. 

151. Rachăo, S.A.S.; de Jesus Breda, Z.; de Oliveira Fernandes, C.; Joukes, V.N.P.M. 

Drivers of experience co-creation in food-and-wine tourism: An exploratory quantitative analysis. 

Tour. Manag. Perspect. 2021, 37,100783. [CrossRef]. 

152. Trisic, I.; Stetic, S.; Privitera, D.; Nedelcu, A. Wine routes in Vojvodina Province, 

Northern Serbia: A tool for sustainable tourism development. Sustainability 2020,12, 82. 

[CrossRef]. 

153. Gomez, M.; Lopez, C.; Mol, A. A model of tourism destination brand equity: The case 

of wine tourism destinations in Spain. Tour. Manag. 2015, 51, 210-222. [CrossRef]. 

154. Gâzquez-Abad, J.C.; Huertas-Garda, R.; Vâzquez-Gomez, M.D.; Romeo, A.C. 

Drivers of Sustainability Strategies in Spain's Wine Tourism Industry. Cornell Hosp. Q. 2015, 

56,106-117. [CrossRef]. 

155. Vorobiova, N.; Pinto, P.; Pintassilgo, P.; Lavandoski, J. Motivations of tourists in wine 

regions: The case of La Rioja, Spain. Int. J. Wine Bus. Res. 2020, 32, 353-371. [CrossRef]. 

156. Asero, V.; Patti, S. Wine tourism experience and consumer behavior: The case of 

sicily. Tour. Anal. 2011,16, 431-442. [CrossRef]. 

157. Lewis, G.K.; Hardy, A.; Wells, M.P.; Kerslake, F.L. Using mobile technology to track 

wine tourists. Ann. Tour. Res. Empir. Insights 2021, 2,100022. [CrossRef]. 

158. Borges, M.C.; de Menezes, D.C. Motivations for tourism adoption by vineyards 

worldwide: A literature review. B1O Web Conf. 2019,12, 03005. [CrossRef]. 



Viorica Gutan 

                            Research on the development of wine tourism in the Republic of Moldova 

72 

 

159. Bazsik, I.; Bujdoso, Z.; Koncz, G. Interrelations between wine tourism and 

geotourism: A wine consumption survey in monor (hungary). Geoj. Tour. Geosites 2021, 39,1517-

1524. [CrossRef]. 

160. Cunha, D.; Kastenholz, E.; Lane, B. Challenges for collecting questionnaire-based 

onsite survey data in a niche tourism market context: The case of wine tourism in rural areas. 

Sustainability 2021,13,12251. [CrossRef]. 

161. Viorica Gutan, Larisa Savga, Constanta Laura Zugravu, Diana Bucur, Gheorghe 

Adrian Zugravu. Research on Consumer Perception Regarding Wine Products and Wine Tourism 

in the Republic of Moldova. In: Agriculture journal. Volume 13, Isue 3. March 2023. ISSN 2077-

0472. Available:  https://www.mdpi.com/2077-0472/13/3/729. 22. 

162. Serra, M.; Antonio, N.; Henriques, C.; Afonso, C.M. Promoting sustainability through 

regional food and wine pairing. Sustainability 2021,13,13759. [CrossRef]. 

163. Munoz-Bernal, O.A.; Coria-Oliveros, A.J.; de la Rosa, L.A.; Rodrigo-Garcia, J.; 

Martinez-Ruiz, N.D.R.; Sayago-Ayerdi, S.G.; Alvarez-Parrilla, E. Cardioprotective effect of red wine 

and grape pomace. Food Res. Int. 2021,140,110069. [CrossRef]. 

164. Deroover, K.; Siegrist, M.; Brain, K.; McIntyre, J.; Bucher, T. A scoping review on 

consumer behaviour related to wine and health. Trends Food Sci. Technol. 2021,112, 559-580. 

[CrossRef]. 

165. Silva, A.P.; Figueiredo, I.; Hogg, T.; Sottomayor, M. Young adults and wine 

consumption a qualitative application of the theory of planned behavior. Br. Food J. 2014,116, 832-

848. [CrossRef]. 

166. Haseeb, S.; Alexander, B.; Santi, R.L.; Liprandi, A.S.; Baranchuk, A. What's in wine? 

A clinician's perspective. Trends Cardiovasc. Med. 2019,29, 97-106. 

167. Viorica GUŢAN, Gheorghe Adrian ZUGRAVU. Development Considerations and 

Opportunities a wine tourism – the case study of the State Enterprise Quality Wines Industrial 

Complex Milestii Mici. Journal of Research on Trade, Management and Economic Development, 

2024, vol. 11, nr. 1(21), p. 22-38. ISSN 2345-1424. Available: https://uccm.md/wp-

content/uploads/2024/07/JRTMED-vol.-11-nr.-121-2024-22-38-Gutan-V._Zugravu-A-1.pdf. 

168. Garaz, Viorel. Vinurile moldovenești trebuie să țină pasul cu vremurile și cu gusturile. 

Disponibil:  https://moldova.europalibera.org/a/viorel-garaz-vinurile-moldovene%C8%99ti-trebuie -

s%C4%83-%C8%9Bin%C4%83-pasul-cu-vremurile-%C8%99i-cu-gusturile/30889471.html. 

169. Colesnicova Tatiana; Iaţişin, Tatiana (2014). Tendințe în dezvoltarea turismului 

vitivinicol în Republica Moldova. Monografie. Institutul Național de Cercetări Economice, Academia 

de Științe a Moldovei. – Chișinău: INCE, 2014 - 177 pag. ISBN 978-9975-3032-2-4. 

http://catalog.bnrm.md/opac/author/766171;jsessionid=3DA85BBBB00CB37AA587CFB5BC9F2E 

75. 

170. Giugea Nicolae, Mărăcineanu Cristian, Muntean Camelia, Călugăru Viorel. Resurse 

oenoturistice. Editura Alma: Craiova, 2020. 94 p. Disponibil: 

https://ro.scribd.com/document/632238254/Resurse-oenoturistice. 

171. Descotes, M.R., and Delassus, P.V. (2015). The impact of consumer resistance to 

brand substitution on brand relationship, Journal of Consumer Marketing, 32 (1), 34-42 p. 

172. Vinăria Mileștii Mici. Disponibil: Disponibil:   https://wineofmoldova.com/ro/vinaria-

milestii-mici/. 

173. Raportul conducerii a  ÎS CVC Mileștii Mici pentru anul 2021. Disponibil:   

https://app.gov.md/intreprinderi-de-stat-3-378?page=6. 

https://ro.scribd.com/document/632238254/Resurse-oenoturistice
https://wineofmoldova.com/ro/vinaria-milestii-mici/
https://wineofmoldova.com/ro/vinaria-milestii-mici/
https://app.gov.md/intreprinderi-de-stat-3-378?page=6


Viorica Gutan 

                            Research on the development of wine tourism in the Republic of Moldova 

73 

 

174. Balaure, Virgil. Marketing. Editura: Uranus, București, 2003.  644 p. ISBN: 973-9021-

75-1. 

175. Garaz, Viorel. Sfârșitul anului ne-a arătat lumina la capătul tunelului.  Disponibil:  

http://curentul.md/stiri/interviu-viorel-garaz-sfarsitul-anului-ne-a-aratat-lumina-la-capatul-

tunelului.html. 

176. Descoperă vinurile muzicale de la Mileștii Mici. Disponibil:  

https://diez.md/2022/04/06/descopera-vinurile-muzicale-de-la-milestii-mici/. 

177. Turism de aventură. Disponibil: https://moldova.travel/turism-de-aventura/drumul-

vinului-moldovei/ 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

http://curentul.md/stiri/interviu-viorel-garaz-sfarsitul-anului-ne-a-aratat-lumina-la-capatul-tunelului.html
http://curentul.md/stiri/interviu-viorel-garaz-sfarsitul-anului-ne-a-aratat-lumina-la-capatul-tunelului.html
https://diez.md/2022/04/06/descopera-vinurile-muzicale-de-la-milestii-mici/


Viorica Gutan 

                            Research on the development of wine tourism in the Republic of Moldova 

74 

 

 

 

 

 


