launching a campaign is also essential. Evaluating results can also be challenging.
Nevertheless, despite all these difficulties, hidden advertising on social media,
when used correctly, is an indispensable tool for brand promotion due to its ad-
vantages. Hidden advertising allows brands to showcase products to consumers
overwhelmed by information without provoking negative reactions. Demonstrat-
ing products through opinion leaders and UGC attracts wide attention to the brand,
while showing the brand in natural settings fosters consumer trust. If legal and
ethical standards are not violated and the right approach is chosen, hidden adver-
tising can become an excellent tool on the path to brand promotion.
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AROMAMARKETING IN HOME APPLIANCE
AND ELECTRONICS STORES
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Pestome — 6 oannoti cmamve paccmampusaemcs maxkoi UHCMpPYMeHm SMOYUo-
HATIbHO20 MApPKemMuHad, KaK apoMamapKkemuHte: e20 CYuWHOCmy, Yeiu, a maxdice oco-
OeHHoCmU e20 NPUMEHEHUS 8 MA2A3UHAX ObIMOBOU MEXHUKU U ITIeKIMPOHUKUL.

Resume — this article discusses such an emotional marketing tool as aro-
mamarketing: its essence, goals, and features of its use in home appliance and
electronics stores.

Introduction. Emotional marketing is a strategy that is based on creating a deep
emotional connection between a brand and a consumer. The brand is promoted by
good reviews from regular customers. By evoking positive associations among con-
sumers, brands are gaining a loyal customer base and constantly expanding it. This
is due to the fact that people want to share pleasant emotions: the buyer will definitely
recommend the brand to his friends and acquaintances if it left a good impression.

Main part. Aromamarketing is a method of influencing the emotional percep-
tion of a customer through perfumes. The main purpose of this type of marketing is to
encourage the customer to purchase and create a pleasant impression of the brand. This
tactic 1s most common in restaurants, shops, coffee shops, and so on. The fragrance is
directly related to the emotion that the marketer wants to evoke in the customer: to
provide comfort and coziness during a stay in a hotel or to whet the appetite in an
expensive restaurant. In the workplace, aromatization is used to increase productivity
and reduce stress. By doing this, the owners strive to increase their profits.

As in any other study, a focus group is selected — a certain number of people
with the main audience. Various flavors are being tested on this group. As a result
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of the research, the brand receives the top fragrances. The selected fragrance has
been proven to evoke the emotions and physiological reactions needed by the
brand in the majority of respondents [1].

Numerous studies and observations have shown interesting findings. The
aromas of vanilla, ripe orange and coffee have the strongest effect on stimulating
consumer activity. One of the most effective solutions in aromamarketing is the
zonal use of fragrances to distribute accents on products. Aromamarketing en-
courages people to make not only more expensive purchases, but also little im-
pulsive purchases. With the help of aromatic accents, marketers force customers
to pay attention to promotional items or novelties.

For example, in relation to electronics stores. The basis of aromamarketing
1s our associations. So the coffee maker department in our minds is directly related
to the aroma of freshly brewed coffee, the bread maker department is directly
related to the smell of hot bread. The smell of cinnamon has always been a symbol
of a homely atmosphere and warmth, which is why the departments with cooking
supplies most often have its aroma. We often associate the sea breeze with clean-
liness, this smell is ideal for the washing machine department, And the smell of
freshly cut grass is perfect for the garden equipment department.

As for chain stores, their owners should take a closer look at choosing
a unique, unified fragrance for all their stores. This will help to consolidate the
association of the smell with the brand in the memory of customers, which will
increase the level of consumer confidence and brand awareness in the future. The
most common example of such stores is mobile phone stores. The increase in de-
mand for gadgets, smartphones and laptops was well influenced by “expensive”
citrus bouquets with mandarin, orange, lemon peel or bergamot [2].

On June 27, 2024, MTS had a special fragrance in its salons. The company
has introduced the signature fragrance Digital Essence, which will become an ex-
clusive attribute of the brand. Employees filled out questionnaires in which they
indicated what they associated with MTS. What emotions and feelings should
a fragrance evoke? What color should it look like? The answers made it clear that
MTS is about determination, courage and quality of life. The composition is intertwined
with ozone notes, bringing the freshness of a summer evening after the rain and bright,
jJuicy and at the same time nobly courteous bergamot. Notes of cherry stone make the
fragrance sensual, white musk and amber — soft, velvety and enveloping [3].

Conclusion. Professional fragrance marketing helps to create a comfortable
environment, get rid of irritants and effectively stimulates customers to make
spontaneous purchases, as well as increases their loyalty and satisfaction from
visiting the store. The fragrance can easily find its way to the client's heart, attract
and subconsciously endear itself. At the same time, the main advantage is that its
effect is really invisible, and therefore does not cause a negative reaction.
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INTERNATIONAL TRADE TRENDS IN
THE POST-PANDEMIC WORLD
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Pe3ztome — 6 cmamve paccmampugaromes Knodegvle MeHOeHYUU 8 MeHCOoy-
HApOOHOU MOp2osiie, NOABUSUIUECS 8 nocmnandemuieckutl nepuood. Ilpoananu-
3UPOBAHBL UBMEHEHUs. 8 JIOSUCMUKe, CIMPYKMype CRpocd u mpancgopmayuu
21100aNbHBIX Yenoyek nocmaegok. Ilpusoodsmes cmamucmuyeckue Oanuble U aHa-
JIUMUKA, NO360JIAIOWUE OYEHUMNDb BIUAHUE NAHOEMUU HA MUPOBYIO IKOHOMUKY.

Resume — the article examines key trends in international trade emerging in
the post-pandemic period. It analyzes changes in logistics, demand structure, and
transformations in global supply chains. Statistical data and analysis are pre-
sented to evaluate the pandemic’s impact on the global economy.

Introduction. The COVID-19 pandemic triggered significant disruptions in
global trade networks, causing temporary border closures, production halts, and logis-
tics delays. In its aftermath, new trade patterns have emerged, characterized by digital
innovation, regional reorientation, and a stronger focus on supply chain resilience.
This article explores these developments and their long-term implications.

Main part. One of the most evident shifts in global trade is the acceleration of
digital transformation. The UNCTAD estimated that global e-commerce sales reached
$26.7 trillion in 2020, a 4 % increase from 2019, despite the economic downturn. Small
and medium enterprises (SMEs) have rapidly adopted digital sales channels, integrating
with cross-border platforms such as Alibaba and Amazon Global.

Table 1 — Key Indicators of Global Trade Recovery (2020-2023)

Year Global Trade Volume Global E-commerce FDI Inflows to Asia ($
Growth (%) Sales (§ Trillion) Billion)
2020 -5.3 26.7 476
2021 10.1 29.4 661
2022 3.5 30.8 648
2023 23 32.5 672

Source: compiled by the author based on [1]

Another crucial change is the regionalization of supply chains. According to
a 2021 McKinsey Global Institute report, 93 % of global supply chain leaders
planned to increase resilience by diversifying suppliers or relocating production.
This shift is especially noticeable in sectors like automotive and pharmaceuticals.
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