
- Y.'eil ein abst1·akter Begrirf d11rcl1 einen ansclшнlicheren 11c\1verl1a1t 
ver iнnfaШgt \Yerden soll; 

- weil diejenigc sacbliche Eigenschaft. онf der die AhnlichkeH be1·uЪt, 
besonders hervorgehoben werden sol1. 

Dшс\1 Mctapherн ge\\•i11nt die p1·acl1e an A11sdгнcksmoglichkeiter1, eR 
kommen Bedeutungsnuaлce11 hiпzu, welcl1e die Koшmunikat1011 lt>bendiger 
imd oftшals 1шсl1 pragnan ter macl1en. 

Es gibt versrhiedenc Metnphernarte11 : 
- tote Metaphern - deren шetapl10ris .her Charakter ni~ht mPhr 

be\VUSSt ist: 
- lexikali ierte Metaphern - tote Metapl1erл. die als Zweitbedeнttшg 

in den \Voгtschatz eingega.ngen ind; 
- kuhne Metaphern - verknupfen zwei \Virklicl1keitsb reiche mi­

tei11andcr, die herkon11nlicl1 als нnvereinbar angesel1en warden: 
- euphemis.ti che Metapl1ern - ersetzen einen tabu.isierten oder шit 

negntiven Vorstellш1gen belщfteteп Aust1ruck. 
Die Metapher ist im hohen Respekt durch viele Kulturen fш tause11den 

Jal1re gehalten worden. Aber viele gleichnishaJ'te Berleutungen, die un~ 
vollig \Jnmissver·standlich erscheinen, existieren nt1r in 11nserer Kultur. 

Obwohl der Einsatz gesuchter, au!t'alliger, ei11pragsamer und 111an­
clш1al »ucl1 absirhtsvoll rвtsell1after oder dtшk.ler Metapl1ern ein be­
soнderes Merk11шl literariыch kн11stvolle1· uлd poet1scl1er Sprncl1e ist. 
spiele11 Metaphern in der Uщgang зрrасЪе und nicht.-literarischer Sprac\1e 
auch inc wiclit.igc Rolle. 

D. Ье1 g!\t: je mehr tшt.erschiedlicl1ere Metaph r11 \1erungezoJ{cn wer­
den, d sto flexiЫer kann man Dепkеп 1snd GestoHeп. 

PUBLIC RELЛ TIONS IN TOURISM 
ПРАПЛГ АНДЛ У ТУРЫЗМЕ 

В./. Дзiунель 
БГЭУ (Минск) 

Додзе11ая прнца npыcвcчlUiR пытанню ттрапаrанды ~; турызмс. Прnпн­

rанда - rэra цзеянкi па камунiкацыi, што маюць на >tэае устал.яванне 
спрылльных ст:н:ункоу арrанiзацыi з yciмi ~·дзельнiкомi fii3нec '. з нию­
равапnсцю па перспектыnу. 

Practitio11erь of PR i11 touri ш thro\1ghn11t tl1e \\'11гl1l 11.iVI' p1·11vl'd t.hi 
tпJe of comшunication to Ье very effec\ivг. PR ог р11Ь11с r~l,1tio11. ii-; 
1111111щ;{r>111er1t stnff fuнction tliat uses trнtl1f11I two-wuy r11111111шucutior1 · ншl 
ор rat . щ th p1Jblic inl.cr .st to infl11 nr:c puЫic opi11ion i11 or"<IPr to с11rп 
good\\•iJJ nпd uпderьtanding Гог tl1e orgaпizцt.ior1 or tlestjn 1tiпn . 

PR iu clil/crent (rощ puЬlicit.y, propщ;!1t1tdu. nш1 111nrkt'tiog 11rнl od­
Vl'rt.ising; fit· t nf Rll it i а 1·01n11шnic11tio11 nd t1n aiшNl rr•lntюш;liip 
lшilding wit11 t\1e puЫic. PR looks for long tt'п11 l1cщei:.t rc latн.m l11 P not 

нш 



onJy will1 i tэ щ1stoniers but with broad biu;ed targeted puЬlic. Alt.hough PR 
doesn 't demor1strate в\1сh couнtohle and obviouв contributions ав mar­
keting d es, it lta1' given m rketing а significant boost in termь of building 
awarenes::; a11d cr dibility, holcting down sale,; promotion custs, sti· 
шulating sales 1orces, influencing target groups a.nd defending products 
thм.t l1ave eпcou11te1·ed puЫic proЫems 

Mos~ сошпюn travel and tourism PR tools are press releases. exte11sive 
web-sites, maэor 11n11uaJ ir1ternational tradeshows. unedited video footage 
known as B-roLI, famШarizatio11 trips usually for travel writers, media 
market places and customer magaz.ine suc11 as "ААА \vorld'', "The 
Riiz -Carlton Magazine". 

Pub]jc relations for tourist destination алd attraction shou1d begin at 
the locaJ leve). In many western countries PR is rei11forced Ьу town, city 
and regional conventioo and visitor bureaus (CVBs), and is further 
enhanced Ьу the support received from national and regional tourisш 
offices. 

CYBs are not-for-profit organizations charged wit)1 represeлting а 
specific desti11ation and he/piнg witb loлg-term developrnent of com­
munit.ie ttirough а travel апd tourism strategy. CVВs serve as а central 
clearing house of information about their destination. They maintain 
web-sites tl1at highllgl1t rлost local attractions and destinations; puЫir;/1 
coitsolidated local guidebooks. maps and seasonal special eve11t caleлdars, 
etc. Also СУВ PR staff serve as area press spokesperson and represen1 
their clients at natiooa] and international tradeвhows. 

Convention and visitor bureaus are main representatives of tl1e reglor1. 
Tl1ey are r ponsiЫe for orgaшzing meetings, developing programs that 
will help to make tl1e region more attracting and profitaЫe. 

Unlike in wester11 world Belarus has pour expenditures on tourism that 
means financing public.: relntion activities. So it wouJd Ье difficult to 
implement international experience on 100%. But tl1ere is а reasonaЫe 
decisior1 to use tlie managerial вtructure of tourism ind1Jstry. 

SeveraJ steps lнtve nlready been mode Ьу the Be\ю·usian Ministry of 
Sport and Tourism (MST). Since 2001 the Nation11\ Tourism Agency 
fuпctions to improve natic..nol marketing strotegy in tourii>m and to 
popularize inbound and interr1a1 travel. Т\vо years ago MST started the 
pt·ograш of developing Toнriвt Infoпnat10naJ CentE>rs 1n евсh regio11al 
center. Their functivпs are familiar to СVВб plus tour info cente1·s are аЫt> 
to provide foreign tourist;; \vit/1 packaged tours or witl1 individual 
ассстшшdаtiон, excursion around the city and in t1ie rcl!ion and щоnу 
ot}1er. Hopefull • suoп PtH:h rt>gion would ее the positivP. i111p11ct i·rom 
toнrieщ indu~try. 
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