
Lr вtт 111 •.rv1 .: and guide . IL i e:otim Led tJ1aL tl1 • aveгage peri;or1 wlнJ 
tr \' •/ Lo И 1 1s to . /юnt 11 IJ1soп ар n1J 5,000 in Llн~ co11n 

How ver. the develiiprнf"nt о( nationl\I Lo11r1sm !ас • t>r1ot1в pr0Ыe111s. 
Т/1е ПJost 1mportant 1111 1з the luck of fiпanc Lo develop touгi. t 
flfrastr\I(~ t 11 ге Fon!1gn •ns Jfteн have to pend hC1urs at tl1e bordt!Г 
h kpo111~; VL to BP.laru~ cos\.:; mucl1 more tlнin ls s io Ru ia, tl1e 

1J i11e a11u the &ILic c.ou11tгi .. Poor qн l!t.y t>rvi~ av 11 Ы tu С r 1gn 
Lo11rjsts, ltigll ргiсР , and ш1favora!Jlt! puli ie!.L! cl1mate at. о do Jitl.le 'to 

t.tr ct ·oн~ign L(1Uri'4:0 W щ1г co11ntгy. Beside , u пеw tax on tl1e r v~ЛUt! 
(1f M111&k travel 1g nts was ir1troduced anci tltiя сащ1е1i pmct! IUkt• ·• Л11 Ll1i 
cornbmed wi Ll1 bad rшщagcment 11d i• eff ctive 11111rketing polic · ffect.ed 
badly Belar11s' touri~н11 iщJш tгv. 

~ t! ·l!rthele~ • the tl1ree шost prom1 ing t..renil in tl1 d v~lopшe1\t of 
tourism in Вelar11s ~em tu ·· 

1) :itt1 111е to !Гi m to С!1епюЬ 1 r~gions; 
2) to11risni io origin 1 &larus11111 vill ges; 
З) touris111 to Ву lovi.>thsk yu Puselщ. 
\"/t111t rt• pro pect8 or В lnruз to become integr ted int t.}1e world 

touпsm sy lсш? 
Rece11tly В lar11s joinrd t.l1e Worlc.l 1'ourist Organizat10n. Ch. Slшlg , 

dire •lor of tl1e 'l'ouri::;m Лdmiпist.ration of, had rnade tl1e annщ111cir1g jl, on 
tl1e •ve of the lnternatior1al D11y of To11ri щ 11 S ptemb r 27. 2003, tl1e 
spokeяman or tl1e Bl'Jurt1 Mit1tstry of port 111tl Tourism sa.id tl1at Belaru 
pnrticipзtinn 111 tl1e worJ1I organizatinn would iпcre se the couritry's 
pr~~tigt1, 11sure sccess to moder11 tecl1nology in tl1e field a11d bring 
fi1щнcial and orgaшzational J1elp from the world urganization. 

Во ног1tх с1·раиах туризм явщrется осноеным иеточкиком дохода. 
В Ресnублю .- Веларус~. имеется достаточный потенциал д.пя р · n11т11.н 
1· р11зм11; болыtJое нолu•1ктво достоор11"1 чате.11 t1oc·1 ii, богатая uc-tn· 
р11н, са,,.uбытнш~ ку.11i1' 1 • Одннк тilк~1е факторы, нак неразвит ·ть 
111 фрастуtСТуµы. туристичеt:кш·о бнзвеса, отсутствие реклuмь~, оослед­

ств11я авnр11 на ЧАЭС. отрю1~телы10 вли11ют на пр11ток туристов. llер­
спектнв11им11 1111nравле111t11ми разоип1в туризма в Беларус1t нвлn тся: 
эк тре 1алы1ыif туризм в чернобы.льrкун1 о , T>'SJli мв тр uщюннь~е 

6Р...юруссюt1.• J'(Pfl вни, тур•• .л веж1:1tую nущу. Дnльнеiiwем раз1111-
т11ю тур1t:~м, в 6 ларус1, будет сшкобствовать н давнее всту11Ление 
стnаны во Всем11рную nрrмнзацnю 1·ур11 

А BR 'D • ·Ew IMAGE 

НОВЫЙ ИМИДЖ ВРЭJIД 

О.Н. Виmушко 

БГЭУ (Минск) 

"'НЕ' Lltat filch my pt1rs stea/ trв~ll.'' sаув he vilJain Iago i11 
• 11а1< , pt•111·~· 0~!1ello. "But 11.- t.J1at. Пlche from m~ шу good nnme ... 

i57 



makes me роог iлd 1." lнgo did11't t1a 'е mur.h of <1 good 11а.111е t() fJI .11 Ьщ. 
buвineзs ehould ht'ed luв word , nonetlieless. 

А busine good nаше 1s а IJrand name. lл ide tl1 custom r' · m1nd а 
tгw;ted l>raлd iз pro111i. е of blf!b q11ality анd good L!li11g to со111 • 
Branding g ves produ"t.:o 81\ id ntlty Lt1at d1вLingu1 l1PS t11еш l'roni sin11I г 

product.s pnиlurt>d 1 у ri al finn~. М rke\.er вау thaL "braшling i. the гt 
and cornerstone of m гk~ting". 

'fl1ere are differeнt approach s Lo bn\Jlding; 
- lndividual or шialtiple btundi11g, wl1er businesse;; use а rangP of 

brand na111e !tJr variety о( tJП)flur.t.s. 
()rpotat.e or overall family braпding, where all firrn"s prod11ct re 

hr ndt>d wiLh the same name. 
- А niixLure оС согрогаt.е aJ1d individual branding, wl1ete produ t.s Аг 

given indiv1dunJ bг~nd names but thc corporate bгand rшme is alsu 
prtJmi не11 t. 

А Ьга11d nanie ·l11щ\d Ье snappy, Pasv to re1neniber, uniqщ~ 11d c011v 
ppropnate values. 1n add1tion popular bra11ds are ofLen 1ppoгted \1у 

advert.i ing catch phrases, such as ''А Магs а day he\ps you work, r st 1шd 
play". 

However, IJгanu ct·eation рго e.ss i11volves а lot of proЫems. А rnajor 
proЬlr.m for orgaлlzatinns tl1at. t.rade glub lly is finding names ti1at 
1.ranslatP ppropriately One way 1s to i11vent. 11 comp1 tely пеw word, such 
as Toyota Avensis. Firn1s s11ouldn't us•~ s11г.!1 sound as R and L that can IJe 
г.onfusing a11d diffirult for Asian снst.ошегs tu 11rо11щ.тсе. нvoid 11urnbt>r· 8 
when 1aunclti11g а food product in Cl1ioa Ьесаuзе of its co1uiot.ution of 
death, в11d take irtt.o ассо1шt th t many cuJturea re11d from right to left. 

Ав companies Ь ·ome inore uwaгe of the importa.nce о! brand power, 
they W<>ndcr how thev could strengthen their brands. Most rnanagenэ tblнk 
that the answcг lies щ increasing adveгt.isu1g budget.s, buL adveгti ing i 
very expensive antl not alwayз effEЧ:Live. 

There are some ot./1P.r w ys to bttild up brand лwвr ne .ind bra11d 
prcfcr n ; 

- sponsoring we1J .regarded ev ntз; 
providing wetl-appreciat.ed puЫic services; 

- inviting custom rs to join the r.lub; 
giving visiЫe • upport. to soniP. s• cial cuu i;:: 
i11vHu1g the puhlic to visit tl1e fnctory ог ofric"; 
creation of your own retail units; 
Ьe1ng known as а valнe 1. der; 
developing а trung spoke реrво11 or symbol to r present tl1e 

company. 
Nowadays competHive advanf.age come !rom imnge. А tгuiнm of 

marketing is that the image end11res long a!Ler tJ1e realit~ Lhat brougl1t. it 
aoout. Соrщ nies choo е to орег111.е n t only aL the ргеsелt but mainty ш 
t\1e CuLure. Comp ti tive 11ature of N.'t.alling щsur that. t}1e nнш • of в 
product or businesii wiН remJ).in tl1 . key to its lon Lt'rш suc''l'./!S. 
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