Pesrome — Mnozogpaxmopuulii u MHO2091eMeHMHBIL NOOX0O0 K CO30AHUIO PEKAAMbl npednoaazaem muya-
MeNbHbIl AHATU3 8CEX 3AMPOHYMBIX DIEMEHMO8 KaXCOOU cucmemvl. B npomusnom ciyuae ecmv 803MO4C-
HOCMb 603HUKHOBEHUA HEOOPAMUMBIX NOCAEOCNBULL, MHO2UE U3 KOMOPLIX HEABHO NPOAGIAIOMCA, 3AMPALUBAS
npU 3MoM O4eHb Oeluxamuvie cepuvl HcusHu yenogexa. OCHOBHAA Udest 3AKAIUAEC 8 YCMPAHEHUU Npo-
bnemvl Ha cmaouu ee 3apoxcoenus. Hexomopvie nooxoosr npedycmampusarom HaxoxcoeHue u npossieHue
OCHOBHBIX NPUYUH 803HUKHOBEHUS HE2AMUBHBIX NOCIeOCMEULL U YCIMPAHeHUe HeOAA2ONPUATIHBIX 8030eliCTUiL.

Introduction. Advertising is more than just a means of marketing communication, or means of employ-
ment, or a technique for increasing sales. It’s an absolute storyteller, specific implement, a public disputant
that dedicates the terms of normal human life, offering standards of well-being and shaping human values.
Generalizing different values, attitudes and habits may result in stereotyping, a result of incomplete or distort-
ed sort of information accepted as fact without any questions [1].

Reasons for stereotyping. Advertisements are frequently based on the utilization of already existing so-
cial ideologies that basically have a specific structure of integrated common beliefs. Those beliefs are some-
times considered as stereotypes that in some occasions are negative [1]. Negative stereotypes have the most
impact when it comes to ethnic and racial differences. However, they are still used in advertising, targeting at
specific demographics in various aspects. Reasons for stereotyping in advertising can be correlated with the
‘mirror’ and the ‘mold’ argument articulated by Pollay in 1986. According to the ‘mirror’ argument, advertis-
ing reflects values that already prevail in a cultural context. The rationale behind this argument lies in the ex-
istence of multiple interrelated factors of socioeconomic and political environment that influence the value
system of a society. Otherwise, the ‘mold’ argument states that advertising enthralls and impacts on a society,
thus encourages stereotypes that are formed by media [2]. The ‘mirror’ and the ‘mold” argument is a continu-
um. Advertising is a visual representation of different aspects of real life, which creates opinion within culture
that reflects and contributes to a society. It is the indissoluble process of periodic operations, called cycle [2].
The cycled structure allows detecting severe problems on the initial stages of their origin and solving them on
time. Marketers should be aware of the potential to cause serious or widespread offence when referring to
different races, cultures, nationalities or ethnic groups [1]. Not only advertisers should be aware of the possi-
ble consequences, but the media consumers as well. The assumption of them becoming more conscious of the
role of media in forming sense of values and social reality is that consumers will be able to process infor-
mation correctly. Therefore they tend to be less likely to be influenced by explicit and irreciprocal notions of
racial groups. What the media creates is representation of the modern social world, descriptions, explanations
and frames for understanding how the world is and why it works as it is said and shown to work. And among
many other various types of ideology, the media structures for us a definition of what actually race is, what
meaning the race carries, and what the problem of race is understood to be. Generalized opinion helps classify
out the world in terms of the categories of race. Human minds are arranged to set boundaries to retrieve, sort
and sift out information. As a consequence the fear of being misunderstood or not being accepted by the so-
ciety arises. This emotional and psychological state is just the tip of the iceberg. Although some advertising
agencies may find it is their gold mine, and some of them can use marketing approaches based on or connect-
ed with stereotyping.

Conclusion. Stereotyping has the power to refocus people to live their lives driven by hate, and can be the
cause of victims of those stereotypes to be driven by fear. It took us much time to get to understand we have
the opportunity to avoid conflicts, disagreements, quarrels and discords, just sorting out the information sur-
rounding us, paying attention to the details, investigating more and being tolerant world lovers.
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THE SIGNIFICANCE OF BUSINESS ECOLOGY
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Resume — Business is such a wide sphere that touches our planet a lot. Well-being of the Earth depends on
human activities, so now it is time to make changes in people’s mind about ecology. People should be inspired
by each other; they should act and think about consequences. This article shows and describes the main princi-
ples of nature (cycles, partnership and diversity). These points should be remembered by all the people of the
planet. The article has information about issues of business ecology. It includes some ideas that should be taken
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into consideration by producers, because while starting business an entrepreneur has to consider all the poten-
tial affects. The issue of eco-friendly way of life is popular now. People start paying attention to the way of pro-
ducing, reusable packaging and design, so changes must be done not only by individuals, but businesses too.

Pesztome — Busnec — wupokas cd)epa, 60 MHO2OM Kacarowasacs Hawiell niaHemol. E]lélZOl’lO]lyllue 3emnu 3a-
BUCUM OM YeN08e4eCKOU aeﬂmeﬂbHOCWlb, noomomy Hacmauio epems USMeHUumsb MHeHue aooell 00 3K0I02Ul.
Jlio0sam cnedyem 6v6imb 800XHOBNEHHBIMU OpYe OPY20M, OHU OO0IHCHBI OelicCB808amMb U OyMAmMsb 0 HOCAEOCEU-
sx. Oma cmamus nokaszvléaenm u ONUCbIBAem 2la6HblLe NpUHYyUnvl npupodbz (MUKJZbl, napniHepcmeo, pa3H006—
pa3ue). Bcem nto0am naanemol cnedyem NOMHUMb MU NYHKMbL. Taxoce cmamost exkowaem 6 cebsi HeKOmo-
pbole udeu, Komopble 001ICHbL ObIMb npuHAmMsl 60 6HUMAHUE np0u360()umeﬂ}wu, nomomy 4mo, Hadurnasi ous-
Hec, npednpuHuMameﬂb oonvicen yuumvsleamsb 6Ce€ 603MOINCHbLE NnoOCAe0CmaEUs. BOI’!pOC 9KOJI02UYHO20 06]761361
JCUBHU celyac nonyisipen. Joou navunarom o6pau4amb GHUMAHUE HA CNOCOO npouaeoc)cm@a, YNnaxKkoeKku u
ousain MHO20pA3068020 UCNONb30BAHUS, NOIMOMY USMEHEHUS 00JIICHDBL ObIMb BHECEHbL He MONbKO YaACHbIMU
auyamu, HO u npe()npuﬂmu;mu.

Introduction. Today our planet is full of producers, who make their products only in order to sell them;
and consumers, who buy the production only in order to consume it. But all the people should remember that
our planet is our home and we should think not only about our needs but about the consequences that are
caused by the actions connected with these needs. We all know that there are a lot of serious troubles with
nature which are made by people’s arms. And business field touches with it a lot. Being eco-friendly means is
to understand our being from nature’s side that we are all a part of nature and we live on this planet together
with other alive organisms. It refers not only to human being but to all living species in the world.

Thoughtful business behavior. Businesspeople should understand that they do much for the planet by
their activity. Now the planet requires thoughtful business behavior, people’s thinking and eco-awareness.
There are some ecological principles of nature:

—cycles: all living systems are interconnected, one species’ wastes can become another species’ food. The
main issue of this principle is waste sorting. We only need to separate glass, plastic, paper, metal, organic,
batteries. Everyday people have garbage. How much we throw up depends only on us. We can decrease this
amount by using more natural products, products that can be recycled. We can reuse some things if it is possi-
ble; reduce air emissions by change in transport means (use a bicycle instead of a car, for example), etc.
Something that is a waste for us can be a need for another;

— partnership: people should cooperate, tell each other about eco-habits, and inspire each other by actions
done for clean oceans, green healthy forests and blue sky. Population of the planet can’t even imagine how
their day-to-day habits can change the world. Some people think that they are insignificant little part of the
planet, but this is not true. We all are big partners in healthy living business;

— diversity: our planet needs different living species’. It is so fantastic that we are all different and we have
so many places and living species to touch, to see and to be surprised by. In order to save all this magic we
should improve our eco-awareness, because we are nature too.

Today it is time to transform businesses into eco-conscious way. Producers have an impact on their con-
sumers, so they should spread this idea to them. Before starting business entrepreneurs have to think about all
the potential influences of their activity on the planet. Businesspeople can take into consideration next issues:

—world water crisis: demand for water has never been as great as it is today, and it will only rise with pop-
ulation growth and mobility, improving living standards, changes in food consumption, and increased energy
production. The solution is to integrate water resource management strategies created by government with
business development plans;

— planetary limits: today we use more resources than our planet can produce. At the same time, we are
weakening ability of natural systems to regenerate and to produce. The pollution and other pressures don’t
give nature a chance to do it. Even when the size of forest areas or the agricultural land remains the same, it
will clean less air. Usage of limit resources is not only an environmental problem. It influences economy and
our society. Saving our natural capital is a key factor in determining our health, well-being and quality of life
in general,

— wasting valuable resources: we are actually wasting resources that are very difficult or impossible to re-
place. A sustainable consumption of resources is directly linked to the way we produce. Products have to be
produced in order to be used again and again.

Conclusion. Eco-friendly way of life starts only with us. Only people can change current situation con-
nected with nature damage. The time is now. Those who didn’t start caring about nature have to do it now.
Businesspeople have to start running their businesses consciously, thinking about influence on living species’,
polluted places and air now. They have to take responsibility for spreading the idea of eco-awareness among
their consumers. People usually pay attention to pictures of clean beautiful places of the Earth, but there are so
many pictures on the Internet with damaged places full of garbage. And there is good news in such situation:
the Internet is full of information about possibilities that can be implemented by each of us in our life to make
a world better created by bloggers and people who are interested in saving nature and we can learn about it for
free. So the hardest thing is just to start and it should be done now.
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AROMAMARKETING AS A MEANS OF ATTRACTING CLIENTS
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Resume — The relevance of my research lies in the importance of a relatively new way for the Belarusian
market to attract customers — aromamarketing. The work will consider the objectives of the introduction of aro-
mamarketing, its importance and relevance.

Pestome — AKmya/ZbHOCWIb MOe20 UCCNIeO08AHUS 3AKIOYACMC 6 8AICHOCIU OMHOCUMETbHO HO8020 Ols be-
JIOPYCCKO20 PbIHKA CnoCcoda npueiedenis KIueHmos — apomamapkemunea. B pabome 6yoym paccmompenwl yenu
BHQ()pQHuﬂ apomamaprkemuHned, e2o 6Aa}CHOCmMsb U AKmMyajlbHOCMb.

Introduction. In today's world, in conditions of growing competition, “surviving” and maintaining competi-
tive positions is becoming increasingly difficult for enterprises. Marketing techniques, and approaches have a
tendency to become obsolete, and do it quickly. Marketing, whose main goal is to attract the attention of the cli-
ent, has been looking for new approaches and opportunities to surprise consumer, to “grab” and never let him go.

Modern marketing technologies have overloaded the visual and auditory space (vision and hearing) of the
consumer so much that such an impact is simply ineffective, unless it involves huge investments. This was the
reason to develop a new direction of activity to promote the product — aromamarketing, where the instrument of
human exposure is the smell.

Main part. Aromamarketing is a modern direction of marketing, based on the use of different smells and
aromas to attract customers. Fragrances help to have a positive impact on store visitors, affect their decision to
purchase [1]. Today, aromamarketing is an effective tool for business promotion, which allows us to stimulate
and bring sales to a new level, attract customers, interest them, cause loyalty and make the store the right image.

Over the past few years, numerous marketing studies have been conducted in large stores of various brands
and small businesses that used aroma marketing. They say that [2]: a person experiences 71% of all emotions
based only on the sense of smell;

— the sale can be increased by 7-27% due to the aroma;

— reduces stress levels by 30-40%;

— repeat attendance of target points increases by 15-20%;

— buyers linger in the target points longer on 15-20%;

— customer loyalty to the brand increases by 20-25%;

— the efficiency of sellers increases by 50%, and the number of errors is reduced by 20%;

— demand for services and goods increases by 10-25%;

— absorption of various unpleasant odors (damp, cigarette smoke) — 50-80%.

Aromamarketing is a means of increasing the competitiveness of enterprises along with the price, quality and
popularity of the brand. The analysis confirms that aromamarketing technologies are effective in working with
customers and can it also can be used to [3]:

1. create a special atmosphere in the places of customer stay, which allows you to stand out from the compet-
itors (improving the image of the organization);

. delay customer at the point of sale (or service) for a longer period of time;

. increase sales;

. increase customer loyalty and desire to visit the place again;

. provide additional advertising due to the feeling of aroma outside the room (souvenirs, gift products);

. improve the customer's perception of the quality of goods and services;

. attract new customers by stimulating impulse (not planned in advance) purchase of goods / services;

. improve the efficiency of workers, promote concentration, relieve stress, solve all the problems of staff
turnover;

9. improve the competitiveness of the enterprise.

10. indirect brand advertising with flavored goods / services;

11. maintain seasonal and festive advertising campaigns through the use of special fragrances.
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