social media channels. Influencers also gave away free samples and offered discounts
to followers to encourage them to buy the products.

Various events organized by the brand are also very popular. Typically, at such
meetings, the brand introduces new products to customers or the same ambassadors,
provides with basic information for promotion.

However, with every digital marketing channel comes the downfalls. “One of the
biggest disadvantages is that reputation of the beauty brand can be damaged. If a cus-
tomer does not like a product or experiences poor customer service, negative posts
can be made” [4]. These can then be shared by thousands (or more) people within a
few hours. Reputation could potentially be damaged, especially if it has affected a
high amount of people’s opinions.

Marketing doesn’t slow down in the modern world. It remains as relevant as ever.
Someone might say that advertising is a rather prevalent phenomenon, however it is
through advertising that we learn about something new and popular. The fashion of
nature and “healthy” beauty has taken over the market, but it does not prevent beauty
brands to produce new products with an updated strategy and message. The manufac-
turer tries to be on the same page as society and satisfy it interests.

Marketing is a future that only will strengthen purchasing power and will help any
enterprise to enter the world market.
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YO «bpecTtckuil rocy1apcTBEHHbBIN TEXHUYECKUI YHUBEPCUTETY,
r.bpect, Pecy6nuka benapych

MUPOBBIE TEHIAEHIIUU PASBUTUSI UTH®OPMAIIMOHHBbIX
TEXHOJIOI'MUA OTCJIEXUBAHUA I'PY30B B PECITYBJ/IMKE
BEJIAPYCbH

IIpoGaemaTuka
Jlannast paboTa HampaBj€Ha Ha HCCIEAOBAHME MHPOBBIX HH(OPMAIMOHHBIX
TEXHOJIOTHI OTCJIEKUBAHUS I'Py30B B 00JACTH JIOTUCTUKH, a TAKXKE UX IPUMEHEHHE B
TpaHcnopTHOU oTpaciu PecyOnuku benapych.
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Hean padoTsl

OueHuTh BO3MOXXHOCTb  BHEJAPEHHS HH(DOPMAIMOHHBIX  TEXHOJOTMH B
TpaHcHoOpTHBIN cexkTop PecnyOnuku benapych ansg moBbimeHus 3¢QpGEeKTUBHOCTH
Ipy30IEPEBO3OK.

OO0bekT nuccaeroBanus

MupoBbie HHPOPMAITMOHHBIE TEXHOJIOTHH.

Hcnonb30BaHHbIE METOAUKH

AHanu3, TPOTHO3WPOBAHUE, IUIAHUPOBAHUE, OPraHU3aALMOHHO-3KOHOMHUYECKHE
METO/IBI.

Hay4ynast HOBM3HA

Ha ocHoBaHuu NMpOBEIEHHOTO HCCIEIOBAHUS JIOTUCTUUECKON HMH(PPACTPYKTYphI
Pecny6nuku benapych U OlIEHKH BHEIpEHUS WHQPOPMAITMOHHBIX TEXHOJIOTUN OBLIN
BBISIBIICHBI NIEPCIIEKTUBHBIC HANPABICHUS PA3BUTUS JAHHOTO CEKTOpPAa SKOHOMHUKH B
Pecnyb6nuke benapyce.

IHonyyeHHbIe pe3yabTaThl U BLIBOAbI

W3 momy4eHHBIX UCCIeNOBaHU ObUIO BBISBICHO, YTO TPAHCIOPT SBIISICTCS] BaX-
Heliel orpaciplo SKoHOMHMKU B Pecnybnuke benapych. Jlorucrtuka kak mpoiiecc
OpraHu3allid PAIMOHATLHOTO JIBMXKEHHMS TOBAapOB W YCIYr OT IOCTaBIIUMKOB K
NOTPEOUTENISIM pacCMaTPUBAET TPAHCIIOPT B KAUECTBE €€ OCHOBHOM COCTaBIISAIONICH.

[Iupokoe KCIoIb30BaHUE KOMITBIOTEPU3UPOBAHHBIX CPEJICTB U METOI0B 00PaOOTKH
uHpopMaIK  SBISIETCS  00sI3aTENbHBIM  YCIOBUEM YCHEIHOro (hyHKIIMOHUPOBAHMS
J1000r0 COBPEMEHHOTro mpennpusatusi. BHenpenune HHPOPMAIMOHHBIX TEXHOJOTUI
3aKOHOMEPHO CIIOCOOCTBYET MOBBIIEHUIO 3()(HEKTUBHOCTH M KOHKYPEHTOCIIOCOOHOCTH
KaK BCEro aBTOTPAHCIIOPTHOro KoMiuiekca PecryOnuku benapych B 1eJI0M, Tak U €ro
OTHENIbHBIX 3JIEMEHTOB — Ha YpPOBHE pErMoOHa, TOpoja WM OTICIBHOrO
aBTOTPAHCHOPTHOTO MIPEMIPUSITHSL.

Pacnipoctpanenne 1upoBbIX TEXHOJIIOTHH CTUMYJIHPYET KOMIIAHUW TPAHCIOPTHOMN
OTpaciii aHAJIM3UPOBATH CBOM PBHIHOYHBICE BO3MOXKHOCTH M H3y4yaThb KOHKYPEHTHOE
OKPY>KEHHUE MJIs1 ONpEeNeCHUs] MOTEHIMAIBbHBIX BO3MOXKHOCTEM pocTa. VHHOBanuu
TEXHOJOTMM W  MOJEIH, CBSI3aHHbIE C  [U(PpPOBU3ALMEH, TPAHCHOPMUPYIOT
TPAHCIIOPTHYIO OTpaciib B IUIaHE TMOBBIIIEHUS €€ 3(PPEKTUBHOCTH U YBEIMYCHUS
BO3MOKHOCTEH 1O (OPMHUPOBAHUIO COBPEMEHHOM AapXUTEKTYPhl TPAHCIIOPTHOMN
JIOTUCTHKH.

Ha ceroansmauii  neHb HauOojee OJIArONPHUSTHBIA CIOCOO  YBEJIMYCHHS
3G ()EKTUBHOCTH pBIHKA TPY30BBIX TIEPEBO30K BO3MOXKHO Onarojaps HOBOM
TEXHOJOTUU OsiokuelH. brokdeilH-cuctema mnoBblaeT 3()QPEKTUBHOCTh 3a CYET
OTCIICKUBAHUA BCEX TOYEK Ha MyTH ciefoBaHus Tpy3a. OHA TakkKe CIYKHUT
mw1aTpopMoi 1T MaKCUMaIbHO HAJEKHOW M O€30mMacHOM arperanuud U oOpaboTKH
naHHeiX. Ha pucynke 1 mnokazaHo, Kak OJIOKUYEHH-KOHUEMUUS pacUIUupsieT Hu
MOJEPHU3HPYET yKE UMEIOILYIOCS TEXHOJIOTHIO.

Cucrema cobupaetr nH(MOPMAIUIO C PA3TUYHBIX YCTPOWUCTB, YCTAHOBIICHHBIX Ha
TPAaHCIIOPTHOM CpEJICTBE, KOHTEWHepe Wi caMoM rpy3e. JlaHHble O MecTo-
MOJIOKEHUH, TEMIIEPATYPE, BIAKHOCTU U T. 1. TIOMAAAIOT B OJOKYCHH-CUCTEMY, TIC
TIIATEIBHO OTCJICKHUBAIOTCS JIIOOBIE M3MEHEHUS. DTO IMO3BOJISIET OBICTPO OTpearu-
pOBaTh Ha BO3HHUKIIYIO MPOOJEMy, a TaKXKe NPOCIEAUTh JIOObIE OTKIOHEHUS,
BO3HUKIIIUE BO BPEMSI IEPEBO3KHU.
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Pucynok 1 — bnokueitn-cucmema npu omciexcusanuu 2py3oe

BONBIIMHCTBO CYIIECTBYIOIIMX B HACTOSAIIMA MOMEHT CUCTEM aJalTHUPOBAHBI K
paboTe B peKUMeE PEaIbHOTO BPEMEHU C MPUMEHEHHWEM MOJIEIM MapUIPyTHU3aIUK 32
c4eT (PUKCHPOBAHHOM KOHIIEMIIMM BPEMEHHBIX OKOH. boree coBeplieHHBIE W
«YMHBIE» CHUCTE€MBI, OIPEIACIAIIINE TECHACHUUN PAa3BUTHUS MapLIPyTU3alUA B
OynylieM, TPUMEHSIOT aJIrOpUTMbl C THOKUMU BPEMEHHBIMM OKHAMH, W3MEHSI-
IOIIMMHUCS B pPEAJIBHOM BPEMEHHU, UYTO MO3BOJISIET MIHOBEHHO KOPPEKTUPOBATH
MapmpyThl. B mpoiiecchl TpaHCIOPTHON MapIIpyTU3alMKA B JIOTUCTUKE BCE OOBINE
BHEJPSIOTCA LU(POBbIE TUIATPOPMBI M CEPBHUCHI COOpa JAHHBIX O COCTOSIHUM Ha
noporax. OHU TO3BOJISIOT M30€raTh 3aTOPOB, BhIOMpaATh HanOoliee ONTUMAJbHBIC
peXKUMBI  pabOThl CBETO(OPOB, YUUTHIBATH BHE3AMHbIE W3MEHEHHS TIOTOABl B
Pa3IMYHBIX PETHOHAX, OLICHUBATh U YUYUTBIBATh CKOPOCTh JIBUKEHHS ITOTOKOB.

B mnocneanee Bpemsi ObICTpOE pa3BUTHE BEO-TEXHOJOTHMH BBI3BAJIO TOSIBICHHE
HOBOW KOHIIETIIIUU TI0JT Ha3BaHUEM «OO0JadHbIe BBIYUCICHUS». B pamkax oOmauHbIX
BbrunciieHur cucrteMbl UKT MoryTt pasmemarbcsi TpETbE CTOPOHOM, a KOMITAHWH-
MOJIb30BATENId MPOCTO «IMOAKIOUM U padotaity. [lpennaras Oo0JbIIyI0 TMOKOCTD,
oONayHble BBIYMCICHUS TaKXKE IIO3BOJISIOT HCIOJIb30BaTh CHUCTEMY HE TOJIBKO
KPYIIHBIM, HO U MQJIBIM M CpPeJHUM KoMmaHusM. [lapajuiennbHO ¢ 3TUM HOCTOSIHHO
pacTeT UCMOJIb30BAHUE TEXHOIOTHUN OECIIPOBOHOM CBSI3U.

B Pecny6iuke benapych oTciiexuBaHHE TPy30B C MOMOIIBIO HWH(OPMAIIMOHHBIX
nporpaMM M TEXHOJOTMHA HaxoauTcsi Ha dtane pa3Butvsi. CTOUT HEO0OXOAMMOCTD
BHEJIpeHUs1 HOBbIX [T-mporpamMm s yinydmieHUusST M ONTHUMHU3ALHUH JIOTUCTUYECKHUX
nporieccoB. Ha naHHBI MOMEHT MHOTHE OEJIOpYCCKUE MPEANPUATUSI PUMEHSIIOT st
KOHTPOJISI TIEPEMEILICHUS TPY30B CTaHIapTHhIE MeToAbl: cucteMbl QR-konoB, TRACK-
ID ¢ mpucBOEHNEM YHUKAIBHOIO KOJIA, C IIOMOIIBI0 KOTOPOTO MOKHO Y3HAaTh, HA KAKOM
ATare HaxOJUTCs IPy3 B JaHHBIM MOMEHT, a Takke Hapuranus wiu GPS.

Takum o00Opa3oM, MNPUMEHEHHUE TEXHOJOTHU BJIEKTPOHHOIO COMPOBOXKICHUS
IrPy30B OKa3blBaeT IIOJIOKUTEIBHOE BIMSHHUE Ha YCIOBUS UM  PE3YJbTAThI
JNEATENIbHOCTH KAaK TPAHCIOPTHBIX KOMIAHWM, TaK U FOCYJApPCTBEHHBIX OPTraHOB, B
TOM YHUCJIE TAMOXKCHHOW CITy>KObI. TEXHOJIOTUU OTCICKHBAHUS TPY30B HAMPABICHBI
Ha oOecrieyeHre O€30MaCHOCTH IEMH IMOCTAaBOK TOBApOB, MO3BOJISIIOT KOHTPOJIH-
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pOBaTh IIPOLIECC MEPEBO3KH BHE 3aBUCUMOCTH OT BUJIa TPAHCTIOPTA U MPOTSKEHHOCTH
MapIipyTa, oOecrieunBasi COXpaHHOCTh TPY30B M COOJTIOJCHUE CPOKOB JJOCTABKHU.

Ceromass i (GYHKIMOHUPOBAHHUS  TPAHCIIOPTHO-JIOTUCTHYECKUX  CHCTEM
HEOO0XOMMO IPUMEHSTD COBpEMEHHBIC 1u(poBbIe UH(POPMAaIMOHHO-
KOMMYHUKAIIMOHHBIE ~ TEXHOJIOTMM  YIOpaBJICHUS  3aKa3aMHd,  OCYIIECTBIATH
TUTAaHUPOBAHKE, OPTaHU3AINI0, MOHUTOPUHT M KOHTPOJb BCEX MPOIEIYpP TOCTaBKH
TOBApOB B PEKUME PEaTHbHOTO BPEMEHH.

IIpakTHyeckoe MpUMeHeHNeE MOJYYEeHHBIX Pe3yabTaToB. [Ipy aHamm3e TaHHBIX
OBUIO BBISIBIICHO, YTO MPUMEHEHHWE TEXHOJOTHUU DIIEKTPOHHOTO COIPOBOKICHUS
IPY30B  OKa3bIBAeT IIOJIOKUTEIBHOEC BIUSHUE HA YCIOBUS H  PE3YJIbTaThI
JESTETLHOCTH KaK TPAaHCIOPTHBIX KOMITIAHHMA, TaK W TOCYJaPCTBEHHBIX OpraHOB, B
TOM YHUCJIE TAMOKEHHOW CITy>KObl. TE€XHOJIOTUU OTCICKHBAHUS TPY30B HAIMPABICHBI
Ha  oOecrieyeHue  O€30MACHOCTH  IEMMA  TOCTAaBOK  TOBApOB,  IO3BOJSIOT
KOHTPOJIUPOBATh MPOIIECC TIEPEBO3KM BHE 3aBUCUMOCTH OT BHJA TPAHCIOpPTa H
NPOTSHKCHHOCTH MapIipyTa, oOecleunBas COXpPaHHOCTh TPY30B U COOJIOICHHE
CPOKOB JIOCTaBKH.

[Ilupokoe WCMONB30BaHUE KOMITBIOTEPU3UPOBAHHBIX CPEJACTB ¥ METOOB
0o0paboTkn  wWHPOpMAIMK  SBISETCS  00S3aTeNbHBIM  yCIIOBHEM  YCIICUTHOTO
GyHKIIMOHUPOBAHUS JIFOOOTO COBPEMEHHOTO MPEATPUITHS.

Buenpenne wHGOPMAIMOHHBIX  TEXHOJOTUH  3aKOHOMEPHO  CHOCOOCTBYET
NOBBIICHUIO ~ A(PQPEKTUBHOCTH M KOHKYPEHTOCIIOCOOHOCTH  KaK  BCETO
aABTOTPAHCTIOPTHOT'O KOMITJIEKCA CTPAHBI B I[EJIOM, TaK U €r0 OTACTbHBIX JIEMEHTOB —
Ha YPOBHE PETUOHA, TOPOJIa WIIK OTACIBHOTO aBTOTPAHCIIOPTHOTO TIPEATIPHUSTHUA.

Zvyagintseva E. S., student
Brest State Technical University
Brest, Republic of Belarus
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DEVELOPMENT OF THE ONLINE BANKING MARKET

The Internet banking market is rapidly developing all over the world. Financial
and labor resources are allocated for its development and improvement. The best
specialists of information and communication technologies and marketing are
working on improving Internet banking.

Marketers are engaged in research of preferences of consumers of remote banking
services, conduct surveys among users in order to identify weak links of remote
banking service systems, and also receive and consider proposals for improving
remote access banking services in order to create and write a strategy for the
development of these systems.

Programmers, based on the strategy, improve existing remote banking systems,
develop new systems. Also, the main direction of their activity is the maintenance of
original remote banking programs.

Another important role is played by specialists who are engaged in training the
personnel of banking services, because it is bank employees who are the connecting
link between the user and the bank's services. It would seem that at this stage in
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