
und vilc andere. Es gibt auch Untemehmen (insgesamt 117) mit 100 % 
dcutschem Kapital: "Ortcx GmbH'', "Robert Bosch'', "DaKaS Expedition 
GmbH" ua. Mehrere Vertrcter dcr deutscl1en Finпen haben ihren Sitz in Belarus. 
Darunter "BASF AG", "LUFТHANSE", "BAYER AG", "SIEMENS AG". 

Seitens der deutschen Wirtschaft bestcht аl .ю weiterl1in ein grosses 
Intcressc an Belarus. Dies wurdc durch die EroefТni.шg der Repraesentenz der 
Deutschcn Wirtschaft noch mal unterstrichen. Belarus nimшt an meh1·eren 
Messen und Ausstellungen in Deutscbland te il (Hanпover Messe, CcBIT, 
"Grucne Woche", ANUGA usw). Jedes Jahr treffcn sich die deutschen tind 
belarussiscl1en Unternehmer auf den sogenannten "Brandenburger Tagen". Zur 
Unterstuetzung der deutschen Finпen, die auf dem v;eissrussischen Markt Fuss 
fassen moechten wird vom Dcutschen fndustrie- uпd Handelstag das Projekt 
"Fiпncnpul" finanziert. Nach \lielen Jahren Zнsammcnarbcit sagen die Leiter 
des Transfoпn-Projektes: 

"Cicrade in solchen kleinen ueberschaubareц von der Groesse Laendem wie 
Belarus kanл man recht vicl mit wenigen Mitteln erreichen, und auch hier trotz 
al\er ProЫeme gibt es engagierte Let1te, die et\vas fuer ihre Zukunft tun 
wollen." 

В скором времени Беларусь станет соседни~ для стран Европей­
ского союза государством. Тем самым она будет в большей степени 
привлекать к себе внимание со стороны Западной Европы и, в час­
тности, Германии - как со стороны политики, так и со стороны 
предприятий. Немецкий бизнес лидирует по количеству созданных 
в Беларуси СП. Важная роль в реформировании :экономики Респуб­
лики Беларусь отводится программе Трансформ, которая охваты­
вает практически все области экономики:, науки и образования. По 
осуществлению ряда направлений экономического сотрудничества 
Германия занимает ведущее место среди других стран в Беларуси, 
однако в силу внешних и внутренних причин многие проекты реа­

лизуются пока, к сожалеllию, не в полной мере. 

10.С. Щен.деяова, 

студентка БГЭУ (Минск) 

ON-LINE ADVERTJSING: PROBLEMS AND FUTURE 
(РЕКЛАМА В ИНТЕРНЕТ: ПРОБЛЕМЫ 11 ПЕРСПЕКТИВЫ) 

Internet advertising appeared approximately six years ago and im­
mediately caused essential changes in the advertising tnarket. Ttюu­
sands of dotcoms, the companies that own web-sites, saw it as а substi-
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tute for а Ьusiness plan, а Ьlithe answer to tl1e question of how to rnake 
money froщ the traffic on free web-sides. As а result, as analysts de­
scribe it, such advertiseшents pollu.ted millions of screens of 
web-viewers alL over the world, making every inc}1 of valuaЫe prop­
erty а 110-go zone of garisl1 clutter. 

But let's see what happened next: the facts show that on-line ad­
vertisirtg }1as largely failed because it gave too measured results for 
advertisers and puЬlishers. When t}1e Internet ЬuЬЫе burst, investors 
saved the harshest puнishment for dotcoms built on advertising. The 
рrоЫеш is s imple - too mar1y pages ancl too few advertisers, i.e. the 
numbe1· of pagcs on wlйch to advertise if: increasiпg while Internet us­
ing is going up and at the same time the number of advertisers is fall­
ing as the шost profli1~ate of thcm p11l1 back or go bust. 

Wl1at <loes t}щt mean to the rnarket prices? The answer is that the 
amount of money that remaining advertisers are willing to рау is fall ­
ing to as little as $1 per t}юusand viewers, dow11 froш 10 tiшes that а 
couple of years ago. 

This сштеnt situation on the market contradjcts the expectations 
concerning Internet advertising that was supposed to break through 
all that was weak and irrit.ating about traditioпal advertising . The 
шain a!lvantages of 011-line advertising are believed to Ье the follow­
ing: 

1. On-line advertising is accountaЫe, because software could track 
which nds led to whic}1 sales. 

2. It is considered to Ье non-disrupt ive, meaning that unlike TV 
a11d radio ads, it doesn't not need to interrupt а viewer. 

3. On-line advertising cnn Ье targetнd, so tl1at only the most pro­
spective customers would see an ad. That greatly improves response 
rates. 

4. It is eнtertainingly interactive, encouraging viewers to learn as 
much or ns little about the product as they want to. 

The fact is that each of the advantages has shown а dark side. Take 
accountaЫlity. The old cliche of the oH-line advertising is that you 
know half of your advertising will Ье wasted, but you do not know 
which half. On tl1e web the answer is too clear: it is the half that gener­
ates the fewest clicks. 

The belief that on-line advertising is non-disruptive also has а 
sting in its tail. Banners may not interrupt reading but they are very 
easy to ignore: nverage click-through rat.es have fallen to less than one 
in 200, ha'tf that of the early days. 
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Despite all this, the long-term future of web advertising is promis­
ing. Tl1e proЫem is not ttiat the underlying t11eories are \Vrong, but 
that the necessary ingredien·ts have not yet come toi:ether to make 
them work. Gradually, this will change. As thc dotcoш advertisers {~О 
away, they will Ье replaced Ьу brick -and-шortar firшs, many of whic:h 
are among the largest off-line adveгtisers. Since tJ1ese firms tend to 
understand the value of bнilding brands, and worry less about seeing 
measuraЫe results in short tЕп11, the advantages of such lflte1·net ad­
vertising will Ье more obvious. 

Реклама в Интернет пер,еживает сей•tас тяжелые r1рнмена нес­
мотря на то, что она имее'l' немало преимущес·гв перед обычной рек­
ламой. Однако специалисты предскааывают Интернет -рекламе 
болыnое будУщее. 


