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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
guality 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
guestionnaire 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,
guestionnaires 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
unigue 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 Milestii Mici, as well as the presentation of practical
success data of CVC Milestii 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:

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

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

¢ |dentifying concepts regarding tourism, tourist and wine tourism;

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

e Examining the art and culture of wine consumption;

¢ Identification of the national and international wine tourism routes of the Moldavian Wine
Route;

e Analysis of wine tourism marketing strategies and the effect of their application on the
development of wine tourism;

e SWOT analysis of the development of wine tourism in the Republic of Moldova,;

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

o 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 Milestii Mici;

e Presentation of the development strategies of CVC Milestii 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.
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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 1S 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.
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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
memaries 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).

) contreras (2021)

scorrano (2019)

ma liang (2015)
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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 1SI 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:

0 Subjects related to wine products and wine tourism;

o Article document type;

0 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.

strategies

regions

wine tgurism

rural teurism

; dimeasions S
8., VOSviewer u

2017 2018 2019 2020 2021

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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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 Distanta de

Vinariei la Chisinau

= 1. AGRICI WINE 12 km
2. ASCONI WINERY 33.5km

e e 3. ATU WINERY 1km
B 4. BARZA ALBA 137 km
5.CARLEVANA WINERY 17,5 km

6. CASA VINICOLA 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 TATARU 39,3 km

13.CRAMA TUDOR 50,3 km

(o, o P, 14.ETNOVIN 10,5 km

.}_-\@o 00, :_\ 15.GALERIILE SUBTERANE 17,7 km

_Q N \QOIN‘U. ,......"t': ICRICOVA

S ' (3] - : o 16.GOGU WINERY 72,6 km
17.KARA GANI 198 km

18.KVINT 71,3 km

19.LEUNTEA VIN 87,4 km

R0.MIHAI SAVA 24,2 km

R1.MILESTII MICI 20,8 km

P2.NOVAK WINERY 132 km

23.PODGORIA VIN 132 km

R4.POIANA WINERY 36,1 km

25.POMUSOARA DULCISOARA 10 km

26.TRONCIU WINES 65,3 km

P7.VINARIA BRANESTI 44,1 km

P8.VINARIA DIN VALE 124 km

P9.VINARIA ET CETERA 126 km

30.VINARIA JAVGUR 56 km

B1VINIA TRAIAN 190 km

B2.VINUM ESTATE om

B33. 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
gualitative 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
guantifiable 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.).

3,70% sau 4 persoane

= Cetateni ai RM

= Cetdteni ai altor state

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).

2,80% sau 3 persoane
7,30% sau 8 persoane

45,90% sau 51 persoane

7,30% sau 8 persoane

= Studii universitare

m Studii postuniversitare
Studii liceale

m Post liceale

= Fara studii liceale

36,70% sau 40 perso

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 148
tour operators :
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.

Degustarea de vin;

Magazin de vinuri si suvenire;
Restaurantul pe lingé vindrie;

Loc de cazare intr-un spatiu rural;
Activitatile suplimentare propus...
Alractille turistice din zona prop...

Toate activitéfile enumerate.

Excusia fn cramd, oras subtera...

11101 %)

28(257%)
20(183%)
20(183 %)

21(193%)
3 (284%)
%(33%)
3 (35.8%)

0 10 A 30 4

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, Milestii
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.

- T70%
60 %
50%
40%
30%
20%
10%

0%

25%  26.10%

Cricova Milestll Miel Custel Chistenn Chstean Asconl Polana Other
MiIMI Purearl Vartely wineries

Figure 9. Number of visits by respondents to the most famous wineries
in the Republic of Moldova
Source: elaborated by the author [161]

Another guestion in the questionnaire concerned the research of the intention to visit other
wineries in the Republic of Moldova (Figure 10).

= Da
Posibil

= Nu

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.

01,1%
W22%
014,49 B Highly satisfied
M Satisfied
0,
W47,3% O Moderately satisfied
W 45,1% O Less satisfied

B 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
gquestion, sometimes 19 people or 17.6% of the respondents and 3 people or 2.8% of the
respondents answered no (Figurel2).

2,8% sau 3 persoane

17,60% sau 19 persoane

® Da
= Posibil

79,60% sau 86 persoane Nu

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.).

8,2 %
Cinsumatori ai produselor vinicole

30,9 % Consumtori ce servesc rar produsee
vinicole

60,9 % Nu consuma produse vinicole

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).
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Alte surse
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37,30 % sau
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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).

51,8

Supermarketuri, piete, magazine etc.

Magazine specializate 50,9

Gospodaria proprie

Tirguri 27.3
Expozitii 25,5
Festivaluri 16,4 %%
Direct din fabrica 9,1
Alte locuri
3,6
Structurile din primire turistica
2,7
o 10 20 30 a0 50 60

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, respondentii care au raspuns la aceasta intrebare, apreciat motivul consumului
de vin in tabelul 4.
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Table 4. Reason for choosing a wine product

The reason Very Important | Regardless Less Not
important important important
- patriotism 26 49 9 7 9
- the habit passed on by parents and 8 42 28 10 12
grandparents
- 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 58 30 8 1 3
(appearance, exterior, color, smell,
taste, etc.)
- 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
guestionnaire 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.

Atitudinea

Normele sociale

/

/

Preferintele senzoriale

Obiceiurile

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 )
IH3 = CH/Qt A3)
IH4 = CSP/Qt )

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.

functia Y = df (A)

Y = (3x 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

Calculation of the set of numerical values associated Triplets associated with the
Hypothesis with the quality attributes, in Matlab associated with the importance of each
importance of each hypothesis hypothesis

CA = (0 x[0025]+ 0 x [25 25 25] + 6 x [50 25 25] + 8 x [75

H1 25 25] + 6 x [100 25 0])/110 & 2 i

o SN0 OALERERGRTI T s m

R e .

R T
Qt = CA(1) + CSN(1) + CH(1) + QT(1) + CSP(L); 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

Calculation of the set of numerical values

associated with quality attributes, in Matlab, Triplets associated with the

Hypothesis associated with the importance index of each Importance |nde>.< of each
; hypothesis
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

. . The value associated with the The initial position in
with the importance of . . .
. importance of each hypothesis the comparative
each hypothesis Index, . X X
CS Index, in descending order, CSd analysis
CS1=70,8170 CSd1 =CS4 =71,3521 4
CS3 =68,7418 CSd2 =CSs1=70,8170 1
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The value associated

. : The value associated with the The initial position in
with the importance of . . .
. importance of each hypothesis the comparative
each hypothesis Index, index. | ; :
CS ndex, in descending order, CSd analysis
CS3 =68,7418 CSd3 = CS3 =68,7418 3
CS4=171,3521 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).

= B3uturi moderat alcoolice (vinuri,
vinuri spumante)

= Bauturi spirtoase tari (vodcd, fuicd,
coniac, whisky, lichior etc.)

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).

= Vin

= Vin spumant

" Vodca, fuica. coniac. wisky
Lichior

= Alte bauturi

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 PGl 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 | 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 Milestii 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 IS CVC Milestii 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.

Is cve Milestii 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 Milestii Mici,
which directly contributes to the development of both wine products and wine tourism.

iscvc Milestii Mici is located in the Milestii Mici commune, laloveni 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
Milestii 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.).

LR e SRR "‘f"_:'r—;_l_
Figure 19. The wonderful barrel of IS CVC Milestii Mici
Source: [40]

Milestii 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 IS CVC Milestii 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 IS CVC Milestii Mici.
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Table 9. The dynamics of the main indicators regarding the tourism activity of IS CVC Milestii Mici

N | Indicators Management year Changes in 2023
d/ compared to 2019
0 2019 2020 2021 2022 2023 (+/-) %
A |B 1 2 3 4 5 6
1. | Number of

tourists, people 37 766 7524 24 484 26 646 42 573 +4 807 | 112,73
2. | Turnover, MDL

47 575485 | 19 601 347 | 39 035 935 37 796 694 50 987 225 +3 411 740 107,17

3. | Turnover from
tourism, MDL 17589673,3 | 3320781 | 12800403 | 18055899 | 25726745 | +8 137 071,7 146,26

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

5. | The cost of
tourism services,
MDL

6. | Gross profit from
tourism. MDL 12297 678,3 | 1430403 | 8317164 | 12097920 | 16522768 {+4225089,70 | 134,36

36,97 16,94 32,79 47,77 50,46 +13,49 136,49

5291 995 1890378 | 4483239 5957 979 9203 977 +3 911 982 173,92

7. | Gross profitability
from tourism,
MDL

Source: Prepared by the author based on data from the accounting registers of IS CVC Milestii Mici

69,91 43,07 64,98 67,00 64,22 -5,69 91,86

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 IS CVC
Milestii Mici decreased from 37,766 people in 2019 to 7 524 people, the turnover decreased from
47.6 min. MDL to 19.6 min. MDL, and the tourism turnover decreased from 17.6 min. MDL to 3.3
min. 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, IS CVC Milestii 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 iscvc Milestii 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 iscvec "Milestii 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 1S
CVC "Milestii 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 IS CVC "Milestii Mici" relate to serving
local and foreign tourists. The dynamic change in the period 2019-2023 of the number of tourists
who visited 1S CVC Milestii Mici can be traced in figure 20 [167].

45 000
40 000
35 000
30 000
25 000

20 000
15 000
10 000
5000 | l
0 1
2019 2020 2021 2022 2023
|I:|Anu| 37 766 7524 24 484 26 646 42 573

Figure 20. The number of tourists who visited IS cve Milestii Mici, persons

Source: Prepared by the author based on data from the accounting registers of IS CVC
Milestii Mici

Figure 20 shows a substantial decrease in the number of tourists who visited IS CVC
"Milestii 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 IS
CVC "Milestii Mici" and respectively of the turnover from tourism can be traced in figure 21.
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60 000
50 000
+40 000
30 000
+20 000
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2019 2020 2021 2022 2023

O Cifra de afaceri, mii lei 47 575 19601 39036 37797 50987

m Cifra de afaceri din turism, | 17 590 3321 12 800 18056 25727
mii lei

Figure 21. Turnover of IS cve Milestii Mici, lei
Source: Prepared by the authors based on the data of the accounting registers of IS CVC "Milestii Mici"

So, we can conclude that IS CVC Milestii 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 IS CVC Milestii 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 IS CVC Milestii Mici

Source: Prepared by the authors based on the data of the accounting registers of IS CVC
Milestii Mici

Analyzing the gross profitability of the IS CVC Milestii 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

Capacit
trader financial productive organization

e Company reputation; ¢ Cost / availability of * The means of work * Visionary leadership;
o Market share; capital; (machinery, buildings, * Involved employees;
¢ Product quality; e Cash flow; warehouses, etc.); + Orientation capacity;
e Services quality; o Financial stability; * Qualified workforce; = Flexible organization
« The efficiency of the price * The ability to produce

policy; according to the
« Distribution efficiency; schedule;
« Promotion efficiency; * Economies;
e Efficiency of the sales * Technical skills

force;
¢ Efficiency of innovation;
e Geographical demand

coverage.

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 IS CVC
Milestii 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 IS CVC Milestii 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 .

Milestii 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 Milestii Mici Winery

45



Viorica Gutan

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

Package name The composition of the products offered for tasting | The contents of | Price, person The
sightseeing the souvenir duration
1) Winery tour No tasting 1 bottle of 350 50 minutes
Milestii Mici MDL
sparkling wine or
18 Euro
2) "Come On Tasting of 3 types of wines 1 bottle of 700 90 minutes
Cheers" Menu Vintage Snacks: Univers series MDL
3 snacks wine or
35 Euro
3) "Universe" menu | Tasting: 5 types of wines 1 sticla de vin 900 120
Hot snacks: 3 types Univers MDL minutes
Dessert: "Passion" with mascarpone cream, or
biscuits and fruit. 45 Euro
4) "Moldova" menu | Tasting of 5 types of exceptional wines 1 sticla de vin 1000 110
Appetizers: chicken roulade, bujenina, traditional Univers MDL minutes
roulade, sheep's cheese, tomatoes, cucumbers or
Hot snacks: Moldovan juice, polenta with pork or 50 euro
chicken stew and sheep's cheese, starch
Dessert: sweet pancakes with cream cheese
5),,Bachus” menu Tasting of 7 types of exceptional Milestii Mici 1 sticla de vin 1050 110
wines Vintage MDL minutes
Appetizers: Set with wine/Salami, prosciutto or
crudo, cheese with nuts, brie, olives. Bruschetta 55 euro
with tomatoes and cheese
Dessert: "Passion™ with mascarpone cream,
biscuits and fruit
6) ,,Codru” menu Tasting of 7 types of exceptional Milestii Mici 1 sticla de vin 1100 120
wines seria Univers MDL minutes
Appetizers: plate of fresh vegetables with sheep's or
cheese; meat platter: chicken roulade, bujenina, 55 euro
traditional roulade; platter of assorted pies
Warm snacks: French pork neck with baked
vegetables
Dessert: sweet pancakes with cream cheese
7) ,,Haiducesc” Tasting of 7 types of exceptional Milestii Mici 1 sticla de vin 1300 150
menu wines Vintage MDL minutes
Appetizers: Platter of bruschette with zucchini, or
bruschette with eggplant roe, bruschette with 65 euro
cream cheese and prosciutto crudo
Hot snacks: smoked bean soup; pork ribs with
baked potatoes and pickles
Dessert: Sweet pancakes with cream cheese
8) ,,.Boieresc” menu | Tasting of 7 types of exceptional Milestii Mici 1 sticla de vin 1900 150
wines Vintage MDL minutes
Appetizers: Assorted fresh vegetables with sheep's or
cheese, assorted fish, assorted meat, assorted pies, 96 euro

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/

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 IS CVC Milesti Mici has tourist packages differentiated by
composition and price, which allows consumers with different incomes to visit the winery.

During 2021 IS CVC Milestii 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
Milesti 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 1S
CVC Milestii Mici in collaboration with Wine Records was the release of three musical wines:
Enescu, Maria Tanase and Alex Calancea. Musical wines represent a hew 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 Ciocarlia, Romanian Rhapsody and Violin and Piano
Sonatas.

2) Maria Tanase 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 IS CVC Milestii Mici.

During the analyzed management period, in accordance with its statute, IS CVC Milestii 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 IS CVC Milestii 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 IS CVC Milestii 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 Milestii 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 IS CVC Milestii Mici.
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Table 12. SWOT analysis of the tourism activity of "Milestii 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 "Milestii 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 IS CVC Milestii 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 T CVC Milestii 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 Milestii
Mici IS 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 Milestii Mici CVC IS 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, Stefan 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 Repubilic.

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:

[1 The benefits of wine consumption are due to the antioxidants, minerals and vitamins in its
content;

00 Wine consumption can be beneficial in moderate amounts for a day: 100 milliliters for
women and 200 milliliters for men;

0 Daily consumption of wine is not recommended, as it can cause addiction;

0 It is recommended to consume natural wine without aggressive industrial manipulations;

[1 Wine consumption is recommended in combination with a balanced diet. This fact
contributes to the rapid absorption of alcohol;

Some categories of people should avoid drinking wine:
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0 people with a high level of triglycerides, those who suffer from migraines, people who
want to lose weight, pregnant women, minors, people with allergies, people who drive cars;

[0 Consulting a doctor or a nutrition specialist is essential to benefit from the positive effects
of wine and to minimize the risks;

[1 The shape of the glass and the temperature at which the wine is served are important
components for enjoying the pleasure of wine consumption for all the senses.

[0 Pairing wine with food is a subjective art, and the best combinations are those that bring
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 %).
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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 Chateau 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
"lter 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
"Stefan Voda" region, 11 wineries in the "Valul lui Traian" region.
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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:

0 participation of wine producers in international fairs and exhibitions with their own stands,
organization of tastings;

[0 distribution to loyal customers of gifts consisting of bottles of wine in the form of
souvenirs;

(1 organization of contests with prizes that will contain wine production;

1 organization of combined wine tourism itineraries through tour operators from Hungary,
Romania, Ukraine with the final point of the route Republic of Moldova,;

(1 creation of an attractive system of serving tourists at wine enterprises by modernizing and
diversifying the leisure offer of wine tourism;

[0 reorienting the marketing potential towards the tourist markets through a better
involvement of tour operators and attracting professional tourism associations to capture business
interest;

[0 forming a clear vision and strategy for attracting national and international tourist flows;

[0 developing effective business plans for the expansion of wine businesses in the field of
tourism;

[0 encouraging, supporting and stimulating investments with foreign capital in the most
diverse wine tourism areas;cresterea capacitatii de cazare a Republicii Moldova prin introducerea
in circuitul turistic international a pensiunilor, a satelor turistice, construirea unor structuri de primire
turistica cu functiuni de cazare si alimentare langa plantatiile vitivinicole;

[0 the development of feasibility studies and technical-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;

[0 modernizing and expanding the possibilities of using means of transport on road, railway,
naval and air routes, with the support of the Ministry of Transport and Road Management and the
Ministry of Culture and Tourism;

J developing an optimal system for automatic reservation of accommodation places on the
territory of the country and its integration into international reservation systems;

0 the restoration and arrangement of wine-themed architectural monuments in order to
capitalize on them through tourism;

[0 creating and implementing an informational system suitable for the new requirements of
the tourism activity, aligned with international practice;

O current policies to support the development of wine tourism require the involvement of
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:

0 Subijects related to wine products and wine tourism;

0 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 Milestii 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 IS CVC Milestii 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 IS CVC Milestii 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 IS CVC Milestii 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 IS CVC Milestii 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 IS CVC Milestii Mici
are:

[0 Diversification of the entity's tourist services by periodically introducing some innovations
in the tourist package program that will differ from its competitors;

[0 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);

[0 Purchase of electric transport for the travel of visitors to the underground wine city;

0 Construction of accommodation spaces to ensure the requirement of a wider circle of
consumers;

[0 Promotion of wine tourism by expanding the sales market for wine products;

[0 Promotion of wine tourism by participating in international competitions regarding the
guality of wine products;

[0 Continuing to participate in tourism development projects in order to supplement the
entity's financial sources, which will be directed to improving the quality of tourist services;

00 Identifying and implementing cultural activities that affect the user's emotions in order to
gain the user's trust;

[0 Overcoming the weak points and risks in the development of the tourism activity of CVC
Milestii Mici as a result of their analysis.

The results of the investigation carried out on the activity of CVC Milestii 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 Milestii 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) ldentifying 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 IS CVC
Milestii 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 IS CVC Milestii Mici;
5) Analysis of wine production exports for a period of at least 3 management years.
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