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Rezumat

La teza de master cu tema ,, Marketingul constructiilor ale Republicii Moldova in

conditii actuale >’

Teza de master cu tema ,, Marketingul constructiilor ale Republicii Moldova in conditii
actuale’’, a fost elaboratd 1n baza situatiilor pe piata imobiliara a Republicii moldova pe perioda
aniloo 2016- 2019 si are ca scop realizarea analizei pietii imobiliare si a companii ,, LID Intellegent
Development ” 1si propunerea unor recomandari si masuri de reducere a costurilor si cheltuielilor.

Lucrarea datd este constituitd din introducere, trei capitole, concluzii §i recomandari,
bibliografie si anexe.

In introducere a fost identificatd necesitatea analizei, au fost stabilite sarcinile tezei in
corespundere cu tema tezei de master examinata.

Capitolul 1 contine aspecte teoretice privind marketingul in costructii. In capitolul dat a
fost prezentata analiza pietii de imobil si rolul marketingului in serviuciu imobiliar.

Capitolul 2 cuprinde partea analitica si este divizat n patru subcapitole: in prima parte a
capitolului a fost analizati concurentii intreprinderii si activitatea intreprinderii, servicii , si o fost
efectuata coparatiea tuturor companiilor la criterii comuni

Capitolul 3 include analiza progmamului innovativ de marketing, pragul de rentabilitate,
elaborata medotdei prin fenomenul Kellef si modificare a acestiu sub termenul de piata imobiliara.

Concluziile si recomandarile ce totalizeaza ansamblul rezultatelor si anumite mentiuni §i
recomandari pentru o gestiune mai buna a serviciulu marketing.

Teza este constituitd din 4 tabele, 34 poze si 29 de surse bibliografice.



Summary

In the master thesis '"Building Marketing of the Republic of Moldova in the current

conditions"

Master's thesis on "Building Marketing of the Republic of Moldova under current
conditions.", was developed on the basis of the real estate market situation of the Republic of
Moldova for the years 2016-2019 period and aims to carry out the analysis of the real estate market
and companies "LID Intelligent Development", proposing recommendations and measures to
reduce costs and expenses.

This paper consists of introduction, three chapters, conclusions and recommendations,
bibliography and annexes.

The introduction identified the necessity of the analysis, the tasks of the thesis were
determined according to the theme of the master thesis under examination.

Chapter 1 contains theoretical aspects of marketing in construction. In this chapter was
presented the analysis of the real estate market and the role of marketing in real estate servicing.

Chapter 2 contains the analytical part and is divided into four subchapters: in the first part
of the chapter were analyzed the competitors of the enterprise and the activity of the enterprise,
services, and it was done the co-operation of all companies on common criteria

Chapter 3 includes the analysis of the innovative marketing program, the profitability
threshold, the Giffen phenomenon developed by the phenomenon and the change of this term under
the term real estate market.

Conclusions and recommendations that summarize all the results, and some insights and
recommendations for better marketing management.

The thesis consists of 4 tables, 34 pictures and 29 bibliographic sources.



Pesrome

B marucrepckoii padore mo teme '""MapkeTHMHr B cTpouTeabcTBe PecmyOaukm
Mous110Ba B COBpeMeHHBIX YCJI0BUAX"

Maructepckas pabora Ha Temy «MapkeTuHr B cTpoutenbcTBe PecryOnuku Mosngosa B
COBPEMEHHBIX YCIOBMAX'" ObUIa pa3paboTaHa Ha OCHOBE CUTYallMM Ha pPbIHKE HEIBHKUMOCTH
Pecny6nuku Momnnosa 3a nepuoa 2016-2019 ronoB u HampapieHa Ha MPOBEACHUE aHAIN3A PbIHKA
HeaskuMocTu U kommnanuii "LID Intellegent Development”, npeaiaras peKOMEHIAUKU U MEPHI TIO
CHIIKEHHIO U3/IepKEeK U 3aTpar.

Pabora cocTouT U3 BBEAECHHUS, TPEX IJIaB, BEIBOJOB M PEKOMEHIAIUM, CIIUCKA JIUTEpaTyphI
U IIPWIOKEHUMN.

Bo BBeneHnu Obuia BhIABIEHA HEOOXOJMMOCTh aHANM3a, ObUIH CHOPMYTUPOBAHBI 3aqauM
paboThl B COOTBETCTBUU C pacCMaTpUBAEMOM TEMOIA.

['maBa 1 conepHUT TEOPETUUYECKHUE acleKThl MapKETUHIa B CTPOUTENILCTBE. B 3TOM IiaBe
ObUI TIPEJCTAaBIICH AaHaJIW3 pbIHKA HEABIDKMUMOCTH M POJM MapKETHHra B OOCITYKHBaHHU
HEJIBUKHUMOCTH.

I'naBa 2 coaepUT aHATUTHUYECKYIO YacTh U pa3elieHa Ha YeThIpe Mojpaszesna: B IepBOil
YaCTH IJIaBbl ObUIM IPOAHAIU3UPOBAHBI KOHKYPEHTBI MPEANPUITUS U JESITEIbHOCTh NPEAIPUATHS,
yCIIyT, U OBUIO MPOBEIACHO B3aUMOJICHCTBHE BCEX KOMITAHUH 1O OOIIMM KPUTEPHSIM.

'maBa 3 BKIIOYAaET aHaIM3 HMHHOBAIIMOHHONH MAapKETHHIOBOM TPOTpaMMbl, IOpOTa
npubsUIbHOCTH, peHoMeHa ['uddena, pazpaboranHoro penomenom Kenneda, u usmeHeHue 3Toro
TE€pPMHUHA 110/1 TEPMUHOM PBIHOK HEIBUKHUMOCTH.

BBIBOZIBI M pEKOMEHIAIINH BKITIOYAIOT B C€0s1 OCHOBHBIC PE3YJIbTAThI, @ TAKXKE HEKOTOpHIE
UJIer ¥ PEKOMEHIANNH JIJIS TyUIIero YIpaBlIeHHs MapKETHHTOM.

Pabora cocrout u3 4 tabaun, 34 pucyHka u 26 Oubnuorpaduyeckux HCTOUHUKOB.
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BBEJIEHUWE

MapkeTuHr — Kak Hayka M Kak I»podeccus MOJy4ylsl CBOE€ PpOXKACHUE Kak
CaMOCTOSITEJIBHBIM BHJ CHELUalIW3alMM CPAaBHUTEIBbHO HenaBHO. Ho, kak u Bce Mozonsle
npodeccuu, OH ObICTPO ¥ JUHAMUYHO pa3BUBaeTCs. VI3Ha4aIbHO MapKETUHT HE SBIISUICS OTIACIIbHON
OTpacibl0 3HAHUS M TPAKTOBAJCS KakK pekiiamMa, OCHOBaHHas Ha morpeOHocTsaX mokymnarenei. Co
BPEMEHEM IOJIYYMB CTpEMHTENbHOE pa3Butue, U B 1902 rony, Bnepssle B yHuBepcurerax CIIA
Hauald 4YUTaTh JEKIMM O MapkeruHre. B 1926 romy B Tex e mITaTax HOsSBHUJIAch HepBas
acconuanus MapkeTunra. [lozxe aHagoruuHbie 00BEAUHEHHS CTAIM paclpocTpanaThes Ha EBpomy
U IpyTUe 4acTu MUpa.

Mapkerosor — 3TO CHEHUAIUCT, B O0O0A3aHHOCTH KOTOPOrO BXOAMUT H3yYEHHE
OpPEANOYTeHU NOoKynareiaed M IOBBILIEHHE YPOBHSA TOBapooOOpoTa (UpPMBI, Ha KOTOPYIO OH
paboraet. OT JaHHOIO CIIEUAINCTA 3aBUCUT YCIIEX U YPOBEHb MPOJIaX MPOABUTaeMOM MPOAYKIIUH,
B€/Ib OH JOHOCUT MHEHHUE NOTPEOUTENSI 10 POU3BOIUTENSL.

AKTyaJIbHOCTb TEMBI COCTOUT B TOM, YTO 21 BEK SABIAETCS BEKOM TEXHOJIOTWH, Pa3BUTUSA
HAIpPaBJICHUS COLMAIBbHBIX ceTed. [l yCHemHoro CymecTBOBaHMsS HAa PBIHKE HEBHJIUMOCTH,
KOMITaHUs JJIs1 COOCTBEHHOTO Pa3BHUTHS, HEOOXOIMMO HITH BMECTE B IPOIPECCOM HOTA B HOT'Y.

Lenb paboTHI COCTOUT B TOM, YTOOBI BHEPUTH B KOMITAHWIO HHHOBALMOHHBIE TEXHOJIOTHIA
21-ro Beka, 1y ynydlieHus padoThl, yBeTHUEHH 3apaboTKa 1 00JIeTYeHus IIPOIEeCCOB PadOTHI.

JU1st TOCTHKEHUS TOCTaBIEHHBIX Lieel Obul pa3paboTaH CIEAYIOUIMN MIaH:

- Onucanne OCHOBHBIX NPUHIUIIOB TEOPUN MapKETUHTa B CTPOUTEIILCTBE.

- AHanu3 pblHKa HeABM>KUMOCTH Pecryonuku MonjoBa.

- AHanu3 KOHKYPEHTHOCIIOCOOHOCTH KOMITAaHUI “LID INTELLEGENT
DEVELOPMENT”

- Pa3paboTka MHHOBALIMOHHOTO IJIaHA PAOOTHI JJ11 KOMITAaHUH.

O6bexkToM wu3yueHus spusercss crpourtenbHas kommanuss SRL “LID INTELLEGENT
DEVELOPMNET*.

B kauecTBe HayyHOH M TEOPETHYECKOM MOAIEPKKU HCIOJIB30BAIUCH PAOOTHI TaKUX
aBTOopoB Kak: Balanutd V., Gheorghita M., Turcanu V., Bugaian L., Rusu C, a takxke u npyrue
MH(OpPMaTUBHbIE HCTOYHUKH — UHTEPHET, COI[MAJIbHBIE OIIPOCHI U T.JI.

Jannast paboTel cocTOMT M3 Tpex riaB. [maBa 1. “@yHIaMeHTalbHO-TEOPETUYECKUE
aCTEeKThl MapKEeTUHTa B CTPOUTEILCTBE COCTOMT M3 aHaJM3a PbIHKA HEJIBMXXMMOCTU PecryOnuku
MonyoBa 1 OJIPOOHOTO €ro U3YUEHHSI U OTTHCAHMUSL.

I'maBa 2. “AHai3 pbIHKAa KOHKYPEHTOB.” — IIOCBAIIEHA HW3Y4YEHUI0 MapKETHHIOBOU

nestenpHOCTH SRL “LID INTELLEGENT DEVELOPMENT” n aHanu3y KOMIaHUH-KOHKYPEHTOB



3acTpoiukoB. Takke B paMKax JaHHOW TJIaBbl NPUBOJUTCS TMOCIEAYIONIEE CpaBHEHHE
KOHKYPEHTOB U UCCJIEIyEMOTO MPEANPUSITHS MO0 YCTAHOBJICHHBIM KPUTEPHUSIM.

I'maBa 3. “MapkeTuHr B colualbHBIX ceTsx — Social media marketing” Bxirouaer B ceds
BBIOOPOYHYIO  OILIGHKY  oObekrta  HemBmwkumoctu  kommanuun — “LID  INTELLEGENT
DEVELOPMENT”, u3y4yeHue CUCTEMbl COLMAIBHBIX CETEH M MNPEAJIONKEHHS MO MapKETHHTY B
COIIMAIbHBIX CETSX.

B BbIBOZIE M peKOMEHAALMAX MPEICTABICHBI PE3yabTaThl MPOBEAEHHBIX UCCICIOBAHUM, a
TaKk)Ke€ PEKOMEHJIAllMi HaIlpaBJICHHbIE Ha Pa3BUTHE MapKETHHra B COLMalIbHBIX ceTsix ansi SRL

“LID INTELLEGENT DEVELOPMENT”
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