throughout the country, and not only in the central regions, more effective mar-
keting activities in attracting tourists, involvement new personnel into the tour-
ism activities of the Republic of Belarus.

Conclusion. Tourism is an important part of the economy of the any coun-
try. At present, tourism is in decline all over the world, but the time is near when
tourism will again develop every year and become an increasingly important
part of our life on our planet. Advice on improving tourism development will
not only help develop business and bring more and more profits, but will also
lead to increased investment and a closer acquaintance with Belarusian culture
and identity.
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Resume — this article describes the essence of the rebranding process, the
reasons for its implementation, benefits, risks caused by the rebranding and the
requirements for its successful creation.

Introduction. Nowadays the world is changing rapidly, consumer expecta-
tions are constantly evolving and competition in the markets is growing. Busi-
nesses must be up-to-date to maintain and strengthen their positions, attract new
and keep old customers, rebranding is a key for this.

The main part. Rebranding is a set of changes that affect all levels of the
brand, change the attitude of the outside world to it and the attitude within the
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company itself. It involves updating the ideology, values, philosophy, position-
ing and development strategy, resembling the process of creating a new brand.
However, as a rule, there is no liquidation of the old brand as a result of rebrand-
ing. It is important to distinguish between rebranding, restyling, and redesign.
Restyling involves updating only the visual part of the brand without affecting
the ideology. Redesign is a simpler process when only specific brand elements
are changed, for example the logo or packaging. While rebranding means a deep
rethinking of company’s essence.

There are many situations when the need for rebranding increases:

eloss of relevance, as it is important for the brand to adapt to changes;

eentering the international market, which means the need to make the
brand understandable outside the country;

e fight against negative public image, in case the brand's reputation has suf-
fered and you need to get rid of undesirable associations;

eblurring the brand when explanation of what it means and what mission it
carries is required;

eemergence of a rival with an advantageous position in the market to com-
pete with;

emerger or acquisition of a company and the need to combine images;

echange or expansion of activity field,;

edecrease in product interest;

e initial incorrect positioning.

The results of brand transformation are always evaluated in financial indi-
cators. When a company has a need for rebranding, it is already in a controver-
sial state. High-quality rebranding can open up a profitable future for the com-
pany and strengthen the company's position in the market: increase competitive-
ness, expand the target audience and make the existing more loyal, increase
brand awareness and sales. These improvements will lead to an increase in the
company's profit, which is its main goal.

However, global changes in the company are always connected with risks.
Every change can be extremely risky for stable brands: even a small mistake of
marketers can cause unrecoverable damage to the company's image and lead to
large monetary losses. For example, changing the name in 40% of cases, accord-
ing to research, leads to a drop in income. The reputational risk is very high
when rebranding, as there is a risk of image loss and, therefore, loss of customer
base and market position. There may be problems such as the loss of brand as-
sociation [1], rejection of changes by employees or consumers, the transition of
customers to a competitor, loss of recognition, the rejection of brand transfor-
mation by the professional community or the press on which the public point of
view depends, a decrease in customer loyalty and much more.

Even well-known companies have examples of unsuccessful rebranding. So
in the 1980s Coca-Cola changed the packaging design and the recipe of the
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drink. This led to an outflow of customers from Coca-Cola and a 14% increase
in sales of its closest competitor, PepsiCo.

Spending resources on rebranding, companies strive to carry it out success-
fully and avoid risks. A successful rebranding is the right combination between
old and new. This process requires a high degree of responsibility and involve-
ment. Risks can be avoided only with careful attention to detail of managers.

The first stage is a comprehensive study of the current situation: analysis of
the internal and external situation, identification of weaknesses and strengths.
This stage includes determination of the expediency of the changes and the
strategy to be followed.

At the next stage, the analyzed data is used to rethink the external and in-
ternal attributes of the brand, create new brand elements that should be clear and
reliable for the client [2]. It is necessary to test new elements through a series of
focus groups or in-depth interviews with representatives of the target audience.

The third stage is to convey the new essence of the brand to employees, to
convince them that changes are necessary, justified and appropriate. Employees
communicate with customers and are the company's link to the outside world,
and the company's reputation largely depends on them.

And the last stage is the implementation and active communication, intend-
ed to convey the changes to all audience.

Conclusion. In addition to a creative approach, detailed immersion in the
history of the brand, respect for traditions and attentive attitude to the audi-
ence, it is necessary to take into account the risks of rebranding. Although re-
branding can be a complex process, in case of success the result pays off the
effort, if everything is done correctly.
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