Apple phones, for example, are significantly more expensive than competi-
tors are, but people are willing to pay for them, because they buy not only the
device, but also many emotions that this device offers. Customers feel their
uniqueness, belonging to a certain club of favorites. Here is a curious example-
the Ferrari World Abu Dhabi theme park. Millions of people a year visit it. By
the way, the company Ferrari earns much more on the park than on the sale of
cars. The Starbucks network also has an interesting system: you get not only
a glass of coffee with your name on it, which is already interesting, but also
home comfort. The company promotes the concept "Starbucks-the third
home". And indeed, people spend a lot of time in these coffee shops-working,
socializing with friends. Because the atmosphere is inviting.

Conclusion. Thus, we can conclude that the economy of impressions is
a promising direction for business development. Studying the target audience
and developing products or services that not only meet your needs, but also cre-
ate an unforgettable user experience are essential steps to promote any company
at the current stage.
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COMMON CHALLENGES OF INTERNATIONAL BUSINESS

E. A. Bepnuxoeuu, cmyoeum epynnot 10503121 DOMMII BHTY,
HayuHwlll pyKkogooumeinb — cmapuiuti npenooaéamensv H. B. Illeeuenko

Peztome — 6 oannou cmamve paccmampuearomcs npodiemvl MeHcOyHa-
POOHO20 bU3Heca, e20 0CoOOeHHOCmU U aKmopbl, KOMopbvle AGNAIOMC NPENnam-
cmeuem 0Jisl pazeumus OusHeca 3a pyoexicom. A makce aHAIUUPYIOMCI KYlb-
MypHble pa3iudus 8 npopeccuoHanlbHou cghepe merucoyHapooHo2o busnecd.

Resume — this article considers the problems of international business, its
features and factors that are an obstacle to the development of business abroad.
The article also gives the analysis of cultural differences in the professional
sphere of international business.

Introduction. The purpose of the article is to analyze common challenges
in international business. International business is the conduct of any business
transaction by parties that represent more than one country. The development of
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international business can give businesses new opportunities for growth and rev-
enue. However, doing international business is far from easy. There are a huge
number of risks, problems and challenges in this sphere [2].

The main part. Common challenges of international business are language
barriers, cultural differences, managing global companies, the problem of cur-
rency exchange and inflation rates. Language barriers. Language is the main
means of business communication, so language barriers are a natural obstacle to
effective work. Language barriers are associated with differences in languages.
Studies show that if two countries have a common language, then their joint re-
lations are 42 % more successful than in countries that do business together, but
speak different languages [1]. This issue is especially acute for representatives
of small businesses, where there are no highly qualified specialists with
knowledge of a foreign language. Even those who speak the same language may
face misunderstanding of partners from other countries. Firstly, there are differ-
ent versions of the English language (British, American, Australian, etc.). As
a result, it can cause difficulties. Secondly, many, knowing this language, may
encounter misunderstandings due to the peculiarities of pronunciation and into-
nation inherent in people who are not native speakers.

Cultural differences. Features of doing business are fundamentally depend-
ent on the culture of the country and are reflected in all aspects of business rela-
tionships — from everyday contacts to the negotiation process and the forms of
contracts concluded. The cultural differences that exist between countries are
based on fundamental differences in value orientations [2].

Problems arise when the paths of the representatives of egalitarian culture
in which it is believed that all people are equal cross with the ways of the repre-
sentatives of societies with a strictly hierarchical organization. Some social
groups worship the clock and revere accuracy. Others are condescending about
time and schedules; they are more focused on the people around them. Conflict
arises when businessmen belonging to the first group, consider representatives
of another group to be lazy, undisciplined arrogant and rude, while they are con-
sidered arrogant, within mandatory deadlines. These differences can lead to
misunderstandings that in turn affect the processes of negotiations, transactions,
search for resources, trade and management.

Managing global companies. Management of employees of an international
company who live all over the world requires great attention. The main chal-
lenges are language barriers, cultural differences, time zones and technical sup-
port. Strong working relationships require registration on a single platform, reg-
ular interactions through real-time videoconferencing [1]. Currency Exchange
and Inflation Rates. The exchange rate is the relative value of the currencies of
the two countries. The value of a currency in one country is not always equal to
the same amount in the currency of other countries. The inflation rate represents
the growth rate of the overall price level in the economy from year to year, ex-
pressed as a percentage. The rate of inflation varies from country to country and
affects the cost of materials and labor, product prices [2].
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Conclusion. Thus, a certain complex strategy is needed in international
business, as well as dealing with such important issues as the language problem,
the specificity of national culture and international laws. There are no secondary
moments in international business. You need to take into account many factors
related to the culture of the partner’s country: attitude to religion, mentality, fa-
cial expressions, gestures, emotions, even the length of the working day. Nowa-
days business between different countries has already become a familiar and
common phenomenon of our modern society. The main task of international
business is not only to generate money, but also to establish friendly relations
between countries.

REFERENCES
1. Challenges of Operating a Business in a Global Economy [Electronic re-
source]. — Mode of access: https://smallbusiness.chron.com/ challenges-
operating-business-global-economy-75865.html. — Date of access: 27.03.2022.
2. Global PEO Services [Electronic resource]. — Mode of access:
https://globalpeoservices.com. — Date of access: 27.03.2022.

YK 339.138
NATIONAL LANGUAGE AND SYMBOLS IN ADVERTISING
AS A MEANS TO ENHANCE CUSTOMERS’ LOYALTY

A. A. Bykens, H. B. Ko3nosa, cmyoenmul epynnot 10508119 @MMII BHTY,
HayuHulll pykosooumeib — cmapuiutl npenooasamensv H. Il. Bynanoea

Peztome — ucnonvzosanue HayuonanvbHoU CUMBONUKU 8 peKlame ABIAemCs
MemMoOOM MApPKemuH208020 NpooGuICeHUss npooykyuu. Pazmewenue nayuo-
HAIbHLIX CUMBOI08 8 peKllame U HA YNaKoeKke NpoOyKma nomozaem noKa3amo
APUHAONENHCHOCTNL K ONpeOdesieHHOU Cmpaue, CnocoOCmeyem noGblUeHUI0 Jl0-
anbHocmu nompedbumeneu. [lokynamenu 0o8epsaom mMecmubvim nPoU3800UmMeisM
U 8blOENANM HAYUOHATLHYIO NPOOYKYUI Ccpedu auanozos. Hayuonanvuwiii
OpeHo umeem OOIBLULOU NOMEHYUAT NPOOBUINCEHUS. HA PbIHKE U PA3BUMUSL IKO-
HOMUKU CIPAHDbL.

Resume — the use of national symbols in advertising is considered as
a method of marketing promotion of products. The placement of national sym-
bols in advertising and on product packaging helps to show belonging to a cer-
tain country and helps to increase consumers’ loyalty. Buyers trust local pro-
ducers and distinguish national products from similar ones. The national brand
has a great potential for being promoted in the market of the country.

Introduction. Various marketing tools are used to distinguish products
from competitors in advertising. The use of the national language and symbols
of the country is one of such marketing moves. People are more willing to buy
local products. Advertising in the Belarusian language is done by mobile opera-

122



