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Abstract.  

Research background. An intelligent rural community in our vision wants 

to be a balance between people and the environment, through a 

transformation of long-term economic, social and environmental 

characteristics. This paper aims to investigate the need to change this 

environment in the South-East Region, Romania, a rural plain. 

Purpose of the article. Villages with a certain risk of poverty are most at 

risk of depopulation due to the presence of low-income people, 

disadvantaged groups, with a population of "third age" and "fourth age". In 

other mountain areas, for example, there are rich villages where aging does 

not characterize low-income people and retired migrants. 

Methods. The objectives of the research are to describe the Chiscani, 

Brăila area, the need to transform the villages in its composition, but also 

to identify activities with potential for sustainable development at its level. 

Awareness of the community by promoting those economic activities that 

support the smart plain area is the basis of the whole concept. 

Findings & Value added. The aim of this study is to evaluate the 

perceptions about smart village (SV) to attract entrepreneurs, tourists and 

business development in the South East Region, Chiscani. 
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1. Introduction 

 A number of study participants expressed concern about the challenges of the digital 

age, including concepts such as smart cities and smart destinations [1]; [2]; [3]; [4], which 

very few localities have considered so far from a smart village perspective. 

The paradigm of the economic advantage of smart localities is supported, which would 

consist of creating those activities, infrastructure from the corporate sector and from this 

more obvious in localized management and marketing. [5], in the latest papers support 

partnerships [6] and collaborative planning with a common strategic vision [7]. 

  All this, of course, implies a more pro-active approach of partnerships in the process of 

transformation to the new smart village concept [8] but also a multidimensional view of 

places. 

 Moreover, the marketing aspects of the localities to which the participants in this study 

referred, which mark the products as those sophisticated mechanisms to represent the 

complexity of the actions. Various practitioners have repeatedly acknowledged that spatial 

planning strategy can act as a catalyst in smart village application. 

 Our smart village premise is to associate strategy planning with the involvement of 

local actors, citizens, policy makers and organizations in identifying actions that lead to 

sustainable local autonomy. 

 

2. Methods 
 

 In this paper, we aim to evaluate the current perspectives of the implementation of SV 

in Romania based on the interest of the community and the desire to install it. To achieve 

this, three main objectives have been formulated: 

(1) segmenting the community based on the need or desire to modernize the 

community in the future under different conditions (financial or informative); 

(2) description and evaluation of the SV manager's profile; 

(3) evaluation of preferred communication channels in the digital market. 

 We want to emphasize that we focus on social media users, open to new technologies 

and innovations in their activities. Because they use the Internet on a daily basis and are 

familiar with mobile applications, they are seen as potential users of SV and other specific 

technologies and actions [9], [10], [11]. 

Although there are not already a large number of published studies on various aspects of the 

SV concept, our paper focuses on an area in Romania - with potential fishing and a 

potential group of future entrepreneurs using SV and its combined actions. 

 Based on the literature review [17], [18], [19] we assume that the following variables 

may have an impact on the positive assessment and community interest for SV: expecting 

economic transformations, (due to reduced energy consumption in terms of identifying 

investments in this sense), the feeling of being pro environmental due to energy saving, the 

emergence of new ideas, knowledge about the benefits of the local SV network. In addition 

to these parameters, we expect economic and social attributes, such as income or education, 

legal regulations (support for promoting the concept of SV from government or local 

authorities), research related to SV, wi-fi / internet connection, ownership different smart 

devices (eg smart plugs, smart appliances) and social influence (positive support or 

experience among family members (Fig.1) 
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3. Results and discussions 
 

As shown in Fig.1, the main conditions for the development of the smart village concept 

[20] depend on the use of information transmission techniques and technologies. In this 

context, a community with creative thinking and open to change, focused on improving the 

quality of life, is a major gain for the promotion and development of this concept. 

  

 
 

 

 
Fig. 1. The key elements for the development of the smart village concept 

 

It is topical that more and more attention is paid to the participation of local communities 

and their ideas in creating a modern village [21], and creativity and openness to the new, to 

change, must come from both residents and their representatives, or councilors of 

communes or mayors. So, local authorities must make efforts to live up to the expectations 

of the local community by creating villages with visible changes in terms of quality of life. 

3.1. Data collection and sample 

To collect the data, we designed an online questionnaire, which allowed respondents to 

answer our questions anonymously. The questionnaire consisted of 59 questions, each with 

appropriate answer options (eg yes or no). This questionnaire was hosted on a web page, 

and user sessions were watched by Isondaje. The anonymity of the users was achieved 

because we did not have access to the IP addresses of the respondents through Surveys. As 

the purpose of the study was to obtain answers from Romanian social users, the link to the 

questionnaire with adequate graphics was distributed through social platforms. 

According to surveys, 213 users have completed the survey out of 500 so far. The average 

time spent by these users was 3 minutes on the website. 

3.2. Initial data set analysis 

The respondents are primarily young men (64.6%) aged between 18 and 35 years 

(69.6%), without children or with only one child (78.3%). In their families, there are three 

or four people (54.5%), but almost half of them are single people (49.8%). Their place of 

residence is in the city (86.6%), and their education is at least secondary (82.9%). Over 

50% of them work full time, and 16.5% run their own business. The highest percentage of 

these (44.2%) achieves incomes of up to 4,000 lei, but a fairly large group has a monthly 

income between 5,000 and 10,000 lei (17.8%). Most of them spend up to 2000 lei per 

month (30%) on utilities. 

CREATIVE 
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According to a report by [22] in Romania, 23% of household expenditure is allocated 

to gas, water, electricity or fuel, which means that Romanians are below the average in 

Finland (28.8%), Denmark (28.7% ) United Kingdom (26.7%), followed by France 

(26.2%), Sweden (26.1%) and the Czech Republic (25.4%). At the opposite end of the 

scale, Malta (10.1%), Lithuania (14.8%) and Cyprus (15.4%) have the lowest share of 

household expenditure. This percentage represents the most important element of 

household expenditure in the EU, before transport (13%), food and non-alcoholic beverages 

(12.2%), restaurants and hotels (8.8%) and culture (8.5%). . 

Regarding the analysis of respondents' assets, the survey showed that respondents 

most often have their own smartphone and laptop (86.3%, 68.3%), have Wi-Fi or internet 

connection at home (96.68%), but only 38.6% of them have other devices that connect to 

the internet. 

New information about utilities most often comes from television programs 79.7% 

and newspapers 44.1%. Information about SV comes mainly from newspapers 28.1%, TV 

programs on this topic 20.2%, and radio 15.4%. Some of the respondents did not hear about 

this concept and the chances of success of SV in households 26.1%. 

Respondents' attitudes towards the role of government in the development of SV, 

their preferences and fears about CS. In particular, respondents expressed a preference to 

save energy, almost 80% of which would like to reduce energy, water and gas consumption 

82%, 81.9%, 77.8% to reduce costs and waste 80, 8%, given that this has an impact on 

utility prices 76.4%. 

At the same time, up to 36.9% believe that SVs could have a negative impact on their 

health. 

Most people do not know what a SV 54.9% is, but after completing the survey, the vast 

majority of them said they would seek information on this topic 83.6%. Only 15% of 

respondents installed SV in their home, a third intend to install SV 32.9%. 

At the end of the analysis, the following typology resulted: 

 

Model 1: Consumers who have already installed SV in their household. 

Model 2: Consumers who already know about SV and are in the process of installing 

it in their household 

Model 3: Consumers who are only looking for information about SV and would like 

to install SV in their household 

Model 4: Consumers who care about financial savings due to the installation of SV 

Model 5: Consumers who care about information and advice about SV. 

The construction of five consumer models based on their segmentation and profiles 

allows us to observe the differences between consumers: who have already installed SV 

(model 1), who are in the process of installing SV in their household (model 2) and who 

would like to have SV in the future (model 3). 

In addition, two models have been identified that benefit from potential benefits: financial 

(model 4) and informative (model 5). 

First, we noticed that community members who have knowledge about SV and the 

smart grid (model 1) care about the experience and opinion of their friends and 

acquaintances about SV. 

Then, the community that are in the process of installing SV are mainly those who have a 

business, or who are employed. 

Again, the social influence that friends or relatives have already installed PS in their 

household has a strong impact on the community's decision to install SV. 

At the same time, however, the information about which friends or relatives intend to 

participate in such a network has a much smaller impact. These consumers want to collect 

information about PS and / or smart grids from various seminars or educational workshops. 

SHS Web of Conferences 95, 01011 (2021)

RebCos'20
https://doi.org/10.1051/shsconf/20219501011

4



Finally, consumers who have neither installed SV nor are in the process of installing, but 

would like to have SV in the future (model 3) are those who do not have a job. They search 

for SV information on professional websites and social networks, such as LinkedIn, to learn 

how to save energy and pay lower electricity bills. This result primarily involves the urban 

population, which makes up the majority of respondents in this study. Currently, the pilot 

program on SV is mainly in the area of potential where a high percentage of small 

businesses are registered. Therefore, it would be useful to use such professional social 

networking platforms to disseminate information on SV. 

Conclusions 

The construction of five consumption models based on their segmentation and 

profiles allows us to observe the differences between consumers: who have already 

installed SV (model 1), who are in the process of installing SV in their household (model 2) 

and who would like to have SV in the future (model 3). 

In addition, two potential benefits have been identified: financial (model 4) and 

informational (model 5). 

First, we noticed that community members who have knowledge about PS and the smart 

grid (model 1) care about the experience and opinion of their friends and acquaintances 

about SV. 

Then, the community that is in the process of installing SV is mainly those who have 

a business or are employed. 

Again, the social influence that friends or relatives have already installed SV in their 

household has a strong impact on the community's decision to install SV. 

 At the same time, however, the information about which friends or relatives intend to 

participate in such a network has a much smaller impact. These consumers want to collect 

information about SV and / or smart grids from various seminars or educational workshops.  

Finally, consumers who have not installed SV and are not in the process of installing, 

but would like to have SV in the future (model 3) are those who do not have a job. They 

search for SV information on professional websites and social networks, such as LinkedIn, 

to learn how to save energy and pay lower electricity bills. This result primarily involves 

the urban population, which represents the majority of respondents in this study. Currently, 

the SV pilot program is mainly in the potential area where a high percentage of small 

businesses are registered. It would therefore be useful to use such professional social 

networking platforms to disseminate information about the SV. 
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