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Regionally, it manages tourism demand and pricing. Individually, it stimulates the creation of new cus-
tomer desires. 

However, if we consider that tourism is one of the most important sources for social benefits and at-
tracts extern capital, then it accounts for 10% of world investment. Tourism still represents one tenth of 
the world's consumer budget. Keeping the tourism sector stable is crucial to maintaining its growth in 
terms of popularity. 

In the evolving business landscape, companies must transition from a consumer-focused culture to a 
market-oriented approach to stay ahead in the competition. When crafting marketing strategies for enter-
prises in the tourism sector, such as hotels, travel agencies, and tourist resorts, it is vital to acknowledge 
the unique characteristics of intangible products. Incorporating various aspects of the marketing mix, in-
cluding service delivery, interpersonal communication, and physical surroundings, becomes imperative. 
The foundational components of the marketing mix should be leveraged to adapt to the changing demands 
of the market. 

In this connection, the main issue is to establish the relationship between customers' needs and re-
quirements and the processes used internally to create a concept of client value in tourism designed to 
satisfy these needs. 

The Customer Value Model has five main parts that determine the customer's perception of value and 
satisfaction: the quality of the product as used, the quality of the service offered through the technology, 
the image of the company, the price, and the relationship between the supplier, the customer and the 
company's contact person. 

The utilization of the Internet in the tourism industry is extensive and diverse. Online tourism re-
sources, similar to TV shows, possess distinct characteristics. They are more prominent and provide more 
detailed information compared to television programs, offering a vast array of details on tourism services 
and deals. Travel agencies are highly engaged in leveraging social media for marketing to allure custom-
ers. To effectively manage a business and secure a robust competitive stance, tourism enterprises are 
seeking innovative approaches. 

In this way, tourism marketing will enable you to: find new profit opportunities and analyze more ef-
fective ways of doing business. 
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The pink tax is a surcharge on goods sold to women, although they are essentially identical to their 

"male" counterparts. For example, deodorants for men and women of the same brand may have the same 
composition and volume, but the female counterpart will be slightly more expensive.  

As a rule, the sale of such products includes roses, sequins and flowers, therefore such an allowance is 
called a "pink tax".  

In December 2023, the New York City Department of Consumer Affairs conducted a study on price 
differences for products that target men and women. The researchers selected 24 stores, they selected 794 
individual products in 35 categories. To minimize the differences between men's and women's products, 
the products that are most identical in appearance, composition, brand, and packaging were compared. 

The study found that in all categories, women's goods are more expensive than men's: 
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• 7% more toys and accessories for girls; 
• by 4% — clothes for girls; 
• by 8% — clothing for women; 
• by 13% — personal hygiene products; 
• 8% — health products (canes, corsets, compression stockings). 
Examples of the existence of a pink tax in the health sector prove that this applies not only to those ar-

eas where women seek diversity. The painkiller Nurofen Forte and separately Nurofen Express Lady with 
the same active ingredient are sold in Belarus. Pills in a pink package allegedly act against menstrual pain 
and at the same time cost twice as much. In 2016, Reckitt Benckiser, the manufacturer of Nurofen, was 
fined in Australia for misleading consumers in this way. In principle, the pills are not intended for a spe-
cific type of pain. Initially, the company was supposed to pay $ 1.7 million, but later this amount was in-
creased to $ 6 million [1, p.104].  

It is assumed that the higher price of goods and services for women is related to the amount of effort 
and resources invested in their production. This was referred to in American surveys of the 1990s about 
the price of hairdressing services. And regarding the prices at dry cleaners, it was claimed that men's 
clothes are easier to sew, so they are easier to wash. The complex styles of women's outfits make it diffi-
cult to clean.  

In 2016, The Business of Fashion published an article about the pink tax in the luxury segment. The 
authors of the article found 17 examples on the websites of Saint Laurent, Valentino, Gucci, Dolce & 
Gabbana, Balmain and Alexander Wang brands when the men's and women's versions of things had dif-
ferent prices. In most of these cases, the female version was more expensive than the male version, some-
times the difference reached up to a thousand dollars. Only representatives of Saint Laurent agreed to 
comment on the material. According to them, the price difference arises because women's clothing re-
quires more tailoring skills than men's. 

In conclusion there is a clear tendency to overestimate the prices of products for women. I think this is 
a discriminatory factor that cuts women's budgets. 
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Innovation infrastructure today is one of the most important sectors of the economy and development 

in general of any country. Innovation infrastructure is the set of all organizations, institutions, programs 
and services that promote development and facilitate innovation. Inclusive and sustainable industrializa-
tion, as well as innovation and infrastructure, can unleash dynamic and prosperous economic forces that 
create jobs and income. They play a paramount role in introducing and promoting new technologies, fa-
cilitating international trade, affirming national development and ensuring efficient use of resources. 

Currently, the Republic of Belarus is undergoing a complex process of improving and restructuring the 
current economic situation in order to contact developed countries and adapt to the surrounding world as 
a whole. The Republic of Belarus is actively developing its innovation infrastructure as part of the coun-
try's strategic goal of transition to a new innovative economy. Innovation infrastructure plays a critical 
role in encouraging research and development, monopolizing innovation, and facilitating relationships 
among multiple innovation stakeholders. Innovation infrastructure plays a major role in the creation and 




