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ADVERTISING: PROS AND CONS
PEKJIAMA: 3A H ITIPOTHB

Pexnama — 970 MHCTPYMEHT, KOTOPBII 1103BOJISET IPEAOCTABANATE 10TEH-
MANBHBIM TIOKYIIATeAM ONIPefeSIeHHYI0 HHDOPMAIHIO, KOTOPYIO OHM MIULYT.
Ona obsiervaer NoKynarteaaM sabop, NPMBAEKAd X BHHMAHHE K PAIIUIHBIM
KauecTBaM H XapaxktepucTHraMm Tosapa. OfHAKO PeKJIAMOAATENN YACTO He ro-
BOpAT Bceit npaBabl. OHM HCIONBIYIOT PA3JIMYHLIE MAHUTYANTHBHRIE HPH-
eMbl, KOTOPbIE BRIHYM¥AAIOT NOKYNATeNeil cenarTs HenpasuabHbii Bu160p.

Advertising is a tool that is used to provide the potential customers
with the particular information that they are looking for. Advertising
adds a lot of color and variety to the type and quality of goods available.
Advertising easies shopping and selection for consumers. It helps them to
make their own choice, keeping in view the various qualities and
characteristics presented to him,

But advertisers do not tell all the truth. Many products may be
transformed into glamorous, full of colors and image products.Advertisers
indulge in various manipulative and misleading claims and that persuades
the consumers to take wrong decisions. Moreover, persuasion through
advertising makes the consumer spend more than his optimal level.

Advertising provides the producer with a chance to integrate with his
prospective customers. The product is endowed its identity by advertising. It
promotes sales, but adds to costs. The producer has to spend hefty amounts on
the whole procedure of advertising including the hiring of stuff. The
procedure requires high setup costs that may drive down profits at the start.

Advertising symbolizes dreams and aspirations of many people. It
makes life brighter, more challenging and full of sense. This hidden
persuasion creates stereotypes. People lose their individuality. They are so
obsessive with their appearance, that it can cause serious and potentially
dangerous results.
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FEZ CONTRIBUTE LITTLE TO ECONOMY GROWTH
BKJIAJL C93 B 9KOHOMHKY OCTABJIAET 2KEJIATH JIVYIIErNO

B nasHoit pabore npeAcTaBAeH noapobHBIN CPpaBHNTENbHBIH AHANHUS Je-
arensuoct CO3 8 2004 r. n npeasinyine roasl. [lokasatenn passurna CI3
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PACCMATPUBAIOTCH B paMKax sKoHoMmuKky Beaapyeu. Braaa CO3 B akonomu-
KV OCTHRTCS HEaNAYNTEAbHBIM, Y4TO B 3HAYMTENALHON CTENCNH OUpefesteTcs
NMPanoBLIM pexumMom pecny(unmu.

Presently, there are six free economic zones in Belarus: “Brest”,
“Minsk™, “Gomel — Raton", “Vitebsk"”, “Grodnoinvest”, “Mogilev”. A free
economic zone is characterized by favorable investment climate. But the
contribution of the FEZ to economic growth of the country remains
insignificant despite tax and customs preferences they have been granted.

There are 5 reasons for this situation. Firstly, the countries registered
in the zones employ 22,500 people, only about 0,6 % of the total labor
force of the country. Secondly, free economic zones' companies’ net profit
rose 40,3 % in 2004 to 145,4 billion Belarusian rubles. The total net profit
of Belarusian companies doubled last year. Thirdly, the share of loss-
makers in free economic zones reached 31 % compared with 21 % outside
the zones. Fourthly, in 2004 zones' exports amounted to $485.5 million,
while imports reached $493,2 million, which means they failed to reach a
trade surplus, Fifth, investments in FEZ reached $128 million last year, of
them foreign investments accounted for $31 million, less than 2 % of the
total foreign investments in the national economy.

FEZ failed to become export and investment leaders. Brest and Minsk
zones did better than others, and Mogilev was almost idle. On the whole,
zones do not seem more popular with foreign investors than any other
institution, mostly due to unstable legal regime, specialists say.
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PSYCHOLOGICAL AND LEXICAL MEANS IN ADVERTISING
HCHXOJION'HYECKHE H JIEKCHYECKHE CPEJICTBA PEKJIAMBI

Kak uasecTHO, peKJaMa OKaabisaeT Ha Hac 6oabinoe Bausanue, B padore
paceMaTpuBaTCH OCHOBHBIE [ICHXOJIONHYECKHEe U JIeKCHUYeCKHe cpejcrsa
PEKAAMEL, KOTOPBIE MCIIOAb3YIOT PEKJAMOJATENN B CROGH HPAKTHKE.

Advertisements communicate information by their visual appearance
and linguistic content. They are constructed in this way to have the
elementary affect of selling products or services Lo people. The enormous
competition for potential customers has led advertisers to exploit the
incredibly versatile capacities of language and image to influence peoples
thoughts and actions. In order for this medium of communication to be
successful the visual and linguistic symbols it employs need to have
significant Igneas}lin 1 f(ilr it.h?e;-;| )Katlenb'iigl(llxaﬁxmﬁno}és %Irl'o'll'lpEig;Iiﬂc‘l'%ﬁg)merﬁ'
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