a) atopMa ynpaBleHUs SKOJIOTHUECKUMH PUCKaMU (pa3pabdoTKa CHCTEM OIICHOYHBIX
noKasaresnei, MOHUTOPHUHT, pa3pabdoTKa pa3IUYHbIX TUIIOB CTPATEruil ympaBiIeHUS IKOJIOTH-
YECKUMHU pPHUCKaMH, pa3paboTKa KOPIOPATUBHBIX CTAaHIAPTOB YCTOWYMBOTO DPA3BUTHUS WU
CTaHJAPTOB I KOJIOTMYECKH YUCTHIX MPOAYKTOB, OCYLIECTBICHUE OLEHKH BO3/IEHCTBUI Ha
OKPY’KaIOIIYIO CPEy, YUacCTHE B MEXIYHAPOIHBIX SKOJIOTMUYECKUX PEUTHUHTaX U JIp.).

0) maropma PKOJTOTHIECKUX YCIYT (aTenbe IKO-YCIAYyT) (IKOJIOTHIECKUN ayIauT, IKO-
JIOTUYECKasi MapKUPOBKA, SKOJOTHYECKasl CepTH(UKAIUS, IKOJOTHYECKasl dKCIePTU3a, KOH-
CyJbTaIi, 00pa3oBaTeNbHbIE YCIYTH IO MOBBIIIEHUI0 YKOJIOTUYECKON IpaMOTHOCTH MpeJ-
NPUHUMATEICH W/WIM PE3UJICHTOB, y4acTHE B COTJIACOBAHHOU pa3pabOTKEe SKOIOTHYECKUX
CTaHJapTOB U Jp.).

B) miatdopMa yMpaBiIeHUS OTXOIaMH, MPOMBIINIICHHOTO CUMOHMO3a W IHUPKYISIPHOM
SKOHOMHMKH (pa3paboTKa JOKAIbHBIX MPOrpaMM MOBTOPHOI'O UCIIOIB30BAHUS, pEKyIepaluu 1
PELUPKYISIUN, THHOPMAITMOHHOE U OPTaHU3AIMOHHOE COMPOBOXKACHUE CUMON03a Yepe3 CH-
HEPreTUYeCKU U KOONepaTUBHBIN 0OOMEH MPOMBIIUIEHHBIMH TOOOYHBIMU MTPOYKTAMHU, SHEP-
THEH, BOJOH, MOOOYHBIMU MPOAYKTAMHU U TEXHOJIOTHUYECKUMHU OTXOJAMHU MEXKIYy OIU3KO pac-
MOJIOKEHHBIMHU PUpPMaMU U Jp.).

r) wiatrgopma «3eJICHBIX» TEXHOJIOTHN U «3€JICHBIX)» WHBECTHUIINH (ITPOBEICHUE YKOJIO-
TMYECKON SKCIEPTU3bl MHBECTUILIUH B MIPOU3BOJICTBO U HHPPACTPYKTYPY; OpraHU3al[MOHHAS U
uH(pOpMallMOHHAs TojAepKKa aocTyna kK texHonorusM, HUOKP u HaBbikamM B o06mactu
YCTOMYMBOTO Pa3BUTHS; pa3padoTKa OaHKa JAaHHBIX MEXKIYHAPOIHOW W HAIMOHAIBHOU TIEpe-
JIOBOW MPAKTUKH, TEMATUYECKUX UCCIIEIOBAHUN IO BOIIPOCAM «3EJEHBIX» TEXHOJIOTUNA U KO-
Joru4ecKkoi 0e30MacHOCTH; COBMECTHO C MHHOBAIIMOHHBIM LEHTPOM ydacTHE B MOJACPIKKE
CTapTaIoB MO Pa3pabOTKe U BHEIPEHUIO 3€JICHBIX TEXHOIOTHIA).

Co3aHne 3K0JI0THYecKoro 1eHtpa B Kuraiicko-benopycckom MHIyCTpHaIbHOM IapKe
«Benukuii KaMeHb» HE TOJBKO MOBBICUT YPOBEHb KOHKYPEHTOCIIOCOOHOCTU MPOU3BOAUMOMN
MPONYKIIUK, HO ¢ ydeToM ombita KHP MoxkeT cTaTh mepBoocHOBOU 1jist (hopMuUpOBaHUS Je-
MOHCTPAIIMOHHOM TUTONIaAKku B benapycu ns oTpabOTKH MHHOBAIIMOHHBIX TIOJIX0JI0B K 00€ec-
MIEYEHUIO K SKOJOrM3alMy NPOU3BOACTBA M YCUIEHHUS SKOJOTMYECKOW HAINpPaBICHHOCTH
HAyYHO-TEXHOJOTHYECKHUX MapKOB, JEHCTBYIONIUX B OCIOPYCCKUX PErHOHAX.
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Summary. The Great Tea Route is one of the phenomena of world history. This is the system
of trade and transport routes in North, East, Central and South China. Historic tea planta-
tions and mountain systems, trade routes and road routes, tea factories for the production of
green and brick tea, Chinese ancestral temples and Orthodox churches, religious shrines, riv-
ers, lakes and canals, forests, steppes and deserts, crossings, trading outposts and customs
houses, architectural ensembles of tea markets have been preserved and continue to demon-
strate their cultural heritage. Since 1874, Russian merchants began to use steam engines and
water presses to make tea bricks, and Russian factories became the first modern enterprises
in Wuhan and laid the foundation for the industrial development of the city. With the help of
modern equipment, Russian merchants increased the efficiency of Chinese production, there-
by becoming the founders of modern world-class tea factories in China.
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Summary. The paper defines influence marketing, discusses its main methods, features of
promotion in the Belarusian market. The paper also provides several examples of such pro-
motion. Finally, a conclusion is made about the effectiveness of this method of promotion.

KonkypeHIus cpeau IpenpusITHA PACTET C KaXIbIM JTHEM, TIO3TOMY KOMITAHUSM ITPH-
XOJIUTCS MCIOIBh30BaTh PA3IUYHbIE MAPKETUHTOBBIE MHCTPYMEHTHI JIJIsl TIPUBIICUCHHSI HOBBIX
KJIUEHTOB. BOJBIIMHCTBO TpPEINPHIATHA B HACTOSIIEe BpEMs HCIOJIB3YIOT WHTEPHET-
IPOJIBIKEHHE KaK CIIOcO0 M3y4deHHUsl phIHKA COBITA U paclIMpeHus KIMeHTCKOM 6a3bl. B nan-
HOM CTaThe JAeTCsl OmpenesieHne OJHOMY M3 CIoco0oB npoaBmxeHus: B Muarteprere — influ-
ence-MapKeTHHTY, aHAIH3UPYeTcsl ero 3(P(EeKTUBHOCTh, PACCMATPUBAIOTCSA OCOOCHHOCTHU
JTAHHOTO METOJ1a TIPOBMKCHHS Ha OCIIOPYCCKOM PBIHKE.

Influence-mapkeTuHr, UM MapKeTUHT BIUSHUSA — 3TO (hopma mapkerunra B lHTepHeTe,
BKJTIOYAIONIas PEKOMEHIAIMA U TPOJAKT-INICHCMEHT CO CTOPOHBI M3BECTHBIX JHYHOCTCH U

105



