TS cTasa MKeJaHHBIM TpodeeM, 3a KOTOPHIA BefeTcs »ecTkas 60pbnba. DToT
(PAaKT BHIHYKJAET OTeJU MOAHATH OPraHU3alii0 B3AMMOOTHOLIEHWI ¢ KJIn-
eHTOM Ha Ka4eCTBEHHO HOBBIY YDPOBEHb.

Today’s world of memory-making business has profoundly changed.
New «make it for me» world is taken for granted by modern customers,
who expect to get what they want, when they want and how they want it.

Still in hospitality it is always a little bit more than highly polished ser-
vice or programmed robot professionalism. That is about making a Transac-
tion - mechanical, prompted by computer check-in at the Front Desk, disin-
terested «Bon Appetite» in Food Service or a sullen «next» by a ticket taker -
into a memorable Relationship. A Relationship creates a lasting connection,
which encourages loyalty and return business. On the contrary a Transac-
tion is devoid of essential ingredients, which bring delight to the exchange.
To turn a transaction into a relationship, a hotel needs to understand the
customer, to take off marketer’s hat and put on consumer’s one.

In fact interaction between a customer and a hotel resembles relations
between two people. So the hotel is aimed at becoming a person it is pleas-
ant to deal with.

To succeed in this, a hotel needs to climb 4 steps in the Ladder of build-
ing interpersonal relations with a client: «face-control», as the world is gov-
erned more by appearances than by realities, «manners», «business rela-
tions» (additional services, brand loyalty cards, etc.) and «personal rela-
tions».

The survey shows that hoteliers consider the last step in building a re-
lationship one of the most difficult. But what concerns guests, this stage is
one of the most efficient in establishing brand loyalty, as business is fur-
thered by attention, sincere exchanges which demonstrate that the hotel
cares, providing for guests’ comfort, pleasure and safety. That is new level
of service — genuinely sincere and uniquely personal — a service, which
says, «I am doing this because I love making your day something special».

Although there is a growing recognition in the hospitality industry
with regard to this type of relations, organizing them seems to be the
greatest challenge. The modern square boxed system simply cannot fit this
next level of service.

A.C. lynbko, M.H. Kynewosa
BIraY (MuHck)

POSITIONING OF THE NATIONAL TOURISM PRODUCT
OF THE REPUBLIC OF BELARUS

NNO3UITUOHUPOBAHHUE HAIITMOHAJIBHOTO
TYPACTHYECKOI'O TIPOOAYKTA PECIIYBJIUKH BEJIAPYCH

Heb6naronpusaTHeIM (PAKTOPOM AJIA PA3BUTHS MEXJYHAPOLHOrO TyPHUa3-
Ma B Benapycn siBisieTcl OTCYTCTBHE IIPHBJIEKATEIBLHOIO TYPUCTUYECKOTO
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umueKa. UMUK CTPaHBI — COBOKYITHOCThH 39MOLMOHAJIBHEIX U PAIMOHAIb-
HBIX [PEJCTABJIEHUI, BRITEKAIOIUX U3 CONOCTaBJIeHUs 0cO0eHHOCTe!l cTpa-
HBI, COOCTBEHHOI'0 OIILITA U CJYXO0B, BJIUAIOIIMX HA CO3JaHue OIIPe e IeHHOI'0
obpasa. IlosTOMy BCe IPOABIEHUA UMHUAMKA HEOOXOAMMO IPUHUMATH BO BHU-
MaHue IIpH GOPMUPOBAHMM, IIO3UTUBHOM PA3BUTHUM KU IPOJBUIKEHUH TYp-
NPOAYKTa CTPaHbI HA MHUPOBOM DEHIHKe. [[esATeJIbHOCTH JOJI’KHA BKJIIOYATh
PAA 3TAIIOB: OLIEHKA TYPUCTHUYECKOr'o IOTEeHIMaJia CTPaHkbI; oIIpejesyieHue ero
CHIBHBIX U CJA6GBIX CTOPOH; 060CHOBAHKE BO3MOXKHOI'O TYPUCTHYECKOTO 06-
pas3a CTPaHBI C IIO3UI[MH IeJIE€BHIX I'DYII TYPHUCTOB; pa3paboTKa Hampasie-
HUU 9(Q}EKTUBHOrO Pa3BUTHUSA M IPOABUIKEHHE TYPUCTHYECKOro ob6pasa
CTPaHBbI.

According to research results 20 % of foreigners who visited Belarus
had no idea about our country, and about 35 % received the information
from friends and relatives, who had already been in Belarus. Another dis-
appointing fact is that the information in foreign publications about our
country does not correspond to the reality. The low level of access to the in-
formation about national sights limits the number of in-coming tourists.
In this situation the role of reasonable positioning of the national tourist
product in international markets increases.

National tourist authorities play the main role in promoting of the na-
tional tourism product. Department of Travel and Tourism (USA), Deut-
sche Zentrale fur Tourismus (Germany), Maison de la France (France) are
examples of the effective tourism policy implementation in the world mar-
ket.

In 2001 National tourist agency was established in the Republic of
Belarus. Because the Agency is involved in noncommercial activities it
helps to develop the cooperative ties with private sector. Its main objec-
tives in promotion of the national tourism product are the following: work-
ing out basics of the marketing policy and their realization in interaction
with interested enterprises and local administrations. Marketing commu-
nication programs of the National tourist agency occupy the main position
in organization of promotion and positive development of country’s image.

The National tourist agency is the object of marketing programs effi-
ciency research. The research consists of 3 main bloks: the quality of pro-
motional materials (questionnaires and comparison method); the usage of
the Internet for spreading the information about the country (experiment);
advertising and publicity campaigns abroad (comparison method).

According to research results it is possible to draw a conclusion about
the certain improvements in national tourist product promotion and in cre-
ating the positive idea about the country tourist resources in potential
tourists’ minds. Along with that the necessity of further development of
country’s appeal and image as tourist region is evident.

In conclusion the following suggestions could be presented: qualitative
improvement of promotional materials, expansion of advertising and pub-
licity campaigns, support and development of tourism web site
www.belarustourism.by, designing its multilingual version; low budget re-
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sources encourage reciprocity with neighboring countries in organization
joint tourist programs; wider usage of possibilities created by diplomatic
establishments, embassies and foreign trade subsidiaries; organizing tour-
ist information centers in countries which provide the greater demand for
Belarusian tourist services and in countries with bigger percentage of pop-
ulation with Belarusian background; supporting Belarusian specialists
working abroad (so called «myth-creating»): writers, painters, scientists,
ete.; creating the data bank of tourist resources of the country and the
united net of tourist information spreading through the whole country’s
territory.

M.C. JaaHeko
BIr3Y (MuHck)

NON-STANDARD ADVERTISING OR WHAT RULES
THE WORLD TODAY

HECTAHJAPTHASA PEKJAMA HJIX YTO CETOJAHSA
IIPABUT MUPOM

ABTOp ZaeT onpeaesieHAe HECTAHAAPTHBIM CII0CO0aM PEKJIAMEI, a TAKXKe
PACKpHIBAET BA)KHOCTH HUCIIOJb30BAHUS TAKUX CIIOCOGOB AJIsS YCIELIHOrO
NPOABIXKEHMA TOBAPOB. PaccMaTpuBaioTCs 0COOEHHOCTHM M OCHOBHBIE Xa-
PAKTEPUCTUKMU HECTAHJAPTHOW pexJiaMbl, aHaJusUpyercA npobiema uc-
IT0JIb30BaHUA HECTAHAAPTHOM pPeKJaMbl 6eJIOPYCCKUMU MapKeTOJOTaMHU.

Nowadays advertising is the primary way to promote products, but the
question is whether the traditional methods of advertising are still useful
and worth spending money on? Nowadays there are a lot of non-standard
ways to advertise the product. Among the leaders are guerilla and viral
marketing.

Guerilla promotion is an unconventional system of promotions on a
very low budget, by relying on time, energy and imagination instead of big
marketing budgets. Instead of money, the primary investments of market-
ing should be time, energy and imagination. The term has entered the pop-
ular vocabulary to also describe aggressive, unconventional marketing
methods generically. Small and large businesses alike have applied the
principles of guerrilla marketing because of their simplicity, common
sense, and record of being proven in action.

One of the main reasons that businesses fail is lack of marketing in-
sight. Guerrilla marketing provides that insight. Guerilla marketing in-
cludes word-of-mouth campaigns; writing personal letters; getting adver-
tisements in the Yellow Pages; holding personal meetings; promotional
brochures distributed at parking lots, homes, offices, malls, etc. The ad-
vertising strategy used by an Italian newspaper when a lot of baby car-
riages with a newspaper instead of an infant inside moved on their own
along the streets and produced a sound like a baby cry or campaign by New
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