http://edoc.bseu.by

no6anusauus ctana HeoTbeM/IeEMOV TeHAeHLMel COBPEMEHHOI0 MUPa, ero
CMHOHMMOM. Ho 4TO >Ke B AeCTBUTENIbHOCTM 03Ha4YaeT 3TOT MPOLLecc — MOBbI-
LeHNe «YPOBHSA CHACTbA» WK Xe YCUeHMe paspbiBa mexay 6egHbiMu 1 6ora-
ThiMU. UTO MOFyT B JaHHOM CUTyaLMn NpeasioKnUThL NpeacTaBuTenn aHTurnoba-
NIN3aUNOHHbBIX OpraHm3aLnin?

(0] rnobanmsaumm CNopsAT 4acTo U MHOrO: OA4HW ee MPUBETCTBYIOT, Apyrue
YyTb SN HE MPOK/IMHAIT, HO MPaKTUYECKN BCe CXOAATCA B TOM, YTO 3TOT MpPO-
LlecC y>Xe He 0CTaHOBUTb, MOCKOMIbKY MMeHHO 6narogaps emy Bce 6osblue U
60/1bLUe Nofe B MMpe, KaK MUHUMYM, YNy4LlalT CBoe MaTepuasibHoe CocToNA-
Hve. BOT TONIbKO CTAHOBUTCS /1IN MUP OT 3TOro 60s1ee cyHacTIMBbIM?

Jiogn cTaHoBATCA 6nvKe Apyr ApYry 6narogaps 3/1eKTPOHHOW noyTe U Mo-
6UbHbIM TenedhoHam, HO B TO XK€ BpeMsi, NoAAepXXmnBass MHOXXECTBO OTHOLLE-
HWIA, YesI0BEK NNLLAETCA rNYy60KMX YyBCTB. A Befb YesI0BEHECTBO KaK BU[ BO3-
HWKJ/I0 He B Knbepkade, a B cMTyaLunm TECHOrO0 B3aMMOAENCTBUA.

C KoHua 90-X rr. Ha ynuubl BbILLI0 aHTUI106a1M3aLNOHHOE [BUKEHME.
Celiyac NpaKTUYeCKN Bce KPYMHblE KOH(EepPeHLUW, NMEeLLLME MeXAyHapoaHoe
3HayeHue, NPUBEKAIOT BHUMAaHME He TO/IbKO 6M3HECMEHOB, MOSINTUKOB M aHa-
NINTUKOB, HO M Pa3HOPOAHbLIX FPYMM, BbICTyNawLWMX NPOTUB rrobannsaumm.

“MepBoVi 1aCTOUKOM” cTa/In yNnUYHble 4eMOoHCcTpaumn B CnaTiie B gekabpe
1999 r. 3Ta aKUMA HATOIKHY/1a Ha MbIC/1b 0 TOM, YTO Ha4Yas1cs 04epeHON BUTOK
aHaPXUCTCKOro ABUXKEHUA.

B ceHTA6pe 2000 r. >KepTBOM OpraHn30BaHHbIX BbICTYMN/IeHWI cTana lMpara.

OpfHako TpyAHOCTM CONpoBOXAAKT /1060 npouecc pocra.

YMeHMe MUPUTBCA C FOMOFEHHOCTbID W O4HOBPEMEHHO pa3Hoobpasvem
KYNbTYPHbIX (hOPM, a TakXXe TO/IepaHTHOCTb K TOYKE 3peHMS APYroro — MMEH-
HO B 3TOM MOXXET 6bITb BbIX0A, N3 CUTYaLLUN HEMPUMUPUMbIX KOHDSIMKTOB MeXK-
4y aHTurnobanmctaMm n pacTBOpsALWMMUCA B rnobannsaunm KynbTypHbIMU U
3KOHOMUYECKUMN TUTaHTaMMU.

O.'. KocTeHeBnY
Broy(MunHck)

BARTER: MAKING THE MOST OF AN ANCIENT BUSINESS PRACTICE
BAPTEP: KAK JOBUTbCHA MAKCUMAJIBHOW MPVBbIN, UCTOMb3YA
OPEBHIOKO ®OPMY BU3HECA

The paper focuses on the place and methods of barter in our modern life.
Many people are sure that barter is used only in primitive agricultural
societies, or in countries with a very weak currency. They don’'t think barter
companies can be successful business. Surprisingly enough, in the USA now
there are more than 400 barter companies and in 2001 roughly $8 billion in
goods and services were bartered.

In ancient times before money was invented barter was necessary as a
moneyless system of exchanging goods for goods in order to survive. It was a
rather complicated process, the necessary condition of which was double
coincidence of wants. Since then barter has changed and is taking more
sophisticated forms. Today companies don’t always have enough cash at the
right time. Companies also may have goods and services that they cannot sell,
like aging stock. They put these into a barter pool. The barter pool gives them

232



an exchange credit. With this credit they can “buy” other goods and services
from the pool.

A good example of how this system works is a little New England firm
Icon International. Icon’s business is barter. In 2001 Icon managed to make a
profit of $24 m before tax. Its secret is the currency, the so-called trade
credits, which a customer can exchange for a business service, such as
advertising and travel. Icon buys these services in advance, when it thinks
that advertising space and airline tickets are cheap. The bet is that prices will
rise, leaving Icon with a potential trading profit.

Now there are some attempts being made to turn swapping into big
business on the Internet. Using the Internet they hope eventually to create
global exchangers. Their models are firms such as Trade Exchange of America
(TEA), the International Reciprocal Trading Association (IRTA), which help
companies buy and sell in the Internet and are paid to 5% off each sale and
purchase in cash. Their members increased their cash flows, improved
employee benefits, increased profits that may have seemed unattainable in the
past. This happened due to the use of trade dollars, accruing which the
members are able to conserve their hard cash and even pay benefits to their
employees. Some private currencies are also in use on the online barter. For
example, Barter Club uses special paper coupons — creditos and even tries to
pursue its own monetary policy.

On-line barter is still faced with some problems. The real challenge is
attracting a critical mass of customers. This is because many businesses are
reluctant to lock up the value in the special trading currencies that barter
exchangers use, such as “trade dollars”, rather than in cash. If these
reservation can be overcome online barter is said to become a trend to watch.

B pa6oTe paccmaTpuBalTca COBpeMEHHbIe hopMbl 6apTepa, K KOTOPOMY B
HacToslLLee BpemMs npuberaroT He TONbKO CTpaHbl €O cnaboii BaNtoTom, HO Takxe
3KOHOMWUYECKWN pa3BUTblE FocygapcTea, rae 6aprep CTaHOBUTCSA MPUObLISIbHOWN
thopmoli 6u3sHeca.

E.Bb. Ko3nosckas
Bra3y (MuHck)

LA PUBLICITE COMME UN MOYLN DE MODIFIER L'IMAGE DE LA FIRME
PEKNAMA KAK CPEACTBO YJTYULLEHVA UMWOXA ®dVPMbI

La publicité, c’est I'instrument priviligie de la communication, c’est I'ensemble des
moyens destines a informer le public et a le convaincre d’acheter un poduit ou un service

LES OBJECTIFS DE LA PUBLICITE

Deux theses s'affrontent ici. Une premiere estime que la publicité ne doit pas avoir
d’autre mission que de provoquer des ventes supplémentaires: tout autre objectifqui lui serait
assigné semblerait des lors inefficace. Une autre these admet que la publicité peut se
contenter d’objectifs plus concrets et plus immédiats que I’augmentation des ventes. Ceci
nous ameéne & distinguer les objectifs commerciaux (les ventes) et les objectifs
spécifiquement publicitaires (les objectifs de communication).
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