19% cuutaroT, uto pemuHu3M He Hamien mecta B bemapycu. Jlna 10,4% pec-
MOH/ICHTOB MOHATHE «(PEMUHU3M» 10 CUX TIOP SABISETCS HEU3BECTHBIM [1].

Ortcrona cienyer, uto (EeMHUHUCTCKOE ABWKEHHE Ha mpocTpaHcTBe bena-
pycH HE SIBISIETCS MAaCCOBBIM: CYIIECTBYIOT OpPraHU3aIlMU WIH JIFOAH, KOTO-
PBIX MOXKHO OBLIO OBl CUMTATh HOCUTEISIMU (PEMHUHUCTCKHX HCH, HO TNpHU
ATOM peub HE HJAET 00 WX BIUSHUM Ha OOIIECTBO.

IIpoBeneHHbII ONpoc Takke yCTaHOBHIL, YTO 111 60,3% >KEHILMH PUOpuUTe-
TOM SIBJIICTCSI, TJIAaBHBIM 00pa3oM, CEMbsl, B TO BpeMs Kak Juib 39,7% yrnomsi-
HYJIM O Kapbepe WK yueoe. [loHoe paBeHCTBO C MyKUMHAMU UMEET 3HAUCHUE
st 38,5% pecnionieHToB, Aid 48,7% OaHHBIN aclIeKT HE SBJISAECTCS PUHIIAIIN-
anbHBIM, 12,8% YKEHIITUH CYMTAIOT €TI0 BOBCE HE3HAYMMBIM JIjIs ceOs [1].

Taxum 00pa3oM, riaBHas 3aj1a4a OEIOPYCCKOro peMuHM3Ma CErO/IHS COCTO-
UT B MPUBJICUEHUN BHUMAHUS K CBOCH JEATEILHOCTH HE TOJBKO MyTEM BBIBH-
KEHHsI HOBBIX UJCH U JIO3YHTOB, HO M 3a CUET MPOBEJICHUS TPEHUHT'OB U CEMH-
HapOB, OCYIIECTBICHUS MPOCBETUTEILCKON NEATEIHBHOCTH, OKa3aHUs COLUAIb-
HOM MTOMOIIY HY>KIAIOITUMCS, TOAICPIKKE )KEHCKOT0 MPEeAPUHUMATEILCTRA.

Jlureparypa

1. Xenmunsl Benapycu B 3epkane snoxu [DnaexTpoHHbIA pecypc] / Opranmsanus O0be-
TUHEHHbIX Haumii B bemapycu. http://un.by/publications/thema/belwomen/19-02-04-
4.html.

NATION BRANDING AND PROSPECTS OF THE POSITIONING
OF BELARUS AS AN ATTRACTIVE TOURIST AREA

T. B. IlaBaoBa, M. I'. 3enkoBa

Nation branding is a field of theory and practice which aims to measure, build
and manage the reputation of countries (closely related to place branding). Some
approaches applied, such as an increasing importance on the symbolic value of
products, have led countries to emphasize their distinctive characteristics.

The concept of measuring global perceptions of countries across several
dimensions was developed by Simon Anholt. He elaborated the following six
indicators: exports, governance, people, culture and heritage, tourism, invest-
ments and immigration.

In 2011 the 7th annual rating Country Brand Index (CBI), the global research
of the power of country brands, was issued. In terms of the research 3500 travel-
ers and leaders of opinion from 14 countries were questioned, on-line surveys
were made and also focus-groups with 102 experts in the sphere of tourism, in-
vestments and politics were organized. The research has revealed how target
groups (including residents, investors and tourists) treat one or another country
brand. Respondents were set questions regarding the awareness about a country,
preferences, visits of places, recommendations for visiting to friends and col-

272



leagues, association with a country. In the rating of the past year 113 countries
were included. Two years running the leader of this rating became Canada. The
second place occupied Switzerland; the third took up New Zealand, then went
Japan, Australia, The USA, Sweden, Finland, France and Italy. Belarus did not
find itself in the list. What is wrong with the image and positioning of Belarus?
Unfortunately the image of Belarus bears more spontaneous character and does
not succumb to management as lacks for precise branding strategy.

The authors made an analysis of the existed image of Belarus partly using
several of Anholt’s indicators.

One of the important constituents of the country image is the perception of
the country export products by the outside world. Many Belarusian products
have already got positions of developed brands: corset underwear «Milavitsay,
gas cookers «Hephest», dairy products «Savushkin's product», automobile
MAZ. In Russia it is possible to hear such already get-accustomed concepts as
«Byelorussian furniture», «Byelorussian cosmetics», «Byelorussian knitted gar-
mentsy», «Byelorussian footwear». According to the statistics of the search en-
gine Yandex.ru in 2010 the word «Byelorussian» was looked for about 6 million
times, mainly in Russia and CIS countries. It says that grass-roots created brand
«Byelorussian» exists. It requires its overpatching, smoothing and promotion.

The way the population perceives the image of its country is crucial. The
country starts its positioning due to it. According to the on-line public inquiry the
Byelorussians consider Belarus as a transit (51% from 4538 contestant of the in-
quiry) rather than as intellectual (33%) and touristic (10%) country. What image
does Belarus have beyond its borders? It can be supposed that it is a country of
potatoes, milk, tractors «Belarusy», the Bialowieza Forest. There were analyzed
feedbacks of European experts in marketing and branding. It turns out that geo-
graphically location near Belarus is associated with something obscure, un-
known and distant. Our country is apprehended as a territory covered with
marshes and suffering from the Chernobyl catastrophe. Unfortunately, few fo-
reigners consider Belarus attractive and worth visiting as a touristic destination.

Another major element of nation branding is the way people of this very coun-
try position themselves on the international arena. In accordance with the on-line
enquiry on the question «What mental advantages of the Byelorussian can form
the basis of the image of Belarus?» 37 % pointed out «hospitality», 26% —
«peacefulness», 20% — «unique identity», 15% — «diligence» and 2% — «toler-
ance». Thereby, we identify ourselves as hospitable, peace-loving, hard-working
and tolerant people. Don't you think it's high time something changed and we
positioned ourselves as an active, businesslike, ambitious and high-flying nation?

As far as heritage and culture are concerned, there formed such brands as
the fortress of Brest, St. Sophia Cathedral (Polotsk), castle complexes in Mir
and Nesvizh. It is worth mentioning symbolic objects are famous on a national
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scale, while on the international arena they have weak recognition. That's why
the significance of branding of the non-material culture of Belarus rises sharp-
ly — the way of life, traditions, customs, handicraft, trades. In this aspect we
could brand the Byelorussian identity, language, national colours, Oginskiy's
polonaise «Farewell with the homeland», the liqueur «Beloviezhskaya». Also
Belarus can be associated with the names of such prominent Byelorussian per-
sonalities as E. Polotskaya, F. Skorina, M. Shagal and others.

Every country is represented by some visible and audible attributes — national
emblem, flag and anthem. There are also generally accepted logos and slogans
which are actively used in touristic business. The logo of Belarus as a touristic
destination was worked out by the national tourism agency. It is stylized as a
manual, handwritten inscription with the cornflower above (some people see it
as a mill that is also good, but for others it resembles a sign of radiation).

These days Belarus is positioned as a green ecological country with a unique
natural complex. And the task was to create with the help of the logo the image
of a favourable agriculture country with blooming fields and little houses, a
country without high-speed motorways and modern hotels. A bit naive print,
deliberately uneven lines with different width and the main proprietary blue co-
lour speak precisely about it. The subjective sensation transmitted by the logo
are non-intensity, ecological compatibility, naughtiness, some worry.

All in all, Belarus is in search of its positioning, and this process includes
the analysis of the situation and already existed image, the determination of
the objectives and the means for realization.

THE PERCEPTION OF MINSK AS A TOURIST CENTER

J. Illnakcuna, O. Ilpuxoabko

The capital of the Republic of Belarus is a city full of great undiscovered
tourism potential. Each year Minsk is visited by thousands of tourists who
leave the capital having received a particular image created by the atmosphere
of the city, its architecture and people. The way this vision is formed influ-
ences whether the guests of Minsk will be yearning to visit it more than once.
For sure the impression that is left in tourists” memory can’t be complete and
fascinating enough if it doesn’t correspond with the natives’ vision of the city.
The objective of this research was to find out the perception of Minsk as a
tourist center among the locals and native Belarusians in order to work out the
visiting card of our outstanding capital.

To achieve the assigned task we have carried out a survey. The main points of
the questionnaire, we distributed among 70 people, concerned the associations
they have with the city, their opinions about the attractiveness of Minsk as a tour-
ist center and their ideas about the possible variant of the city’s visiting card.
Among those who were questioned women predominated. In the age structure the
majority was formed by young people from 18 to 24 years old who are currently
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