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profit, as well as an annual increase in profit by 20-22%. The creation of companies
and the development of their history is fascinating. The products of corporations are
designed for popular sports and sports lifestyle. Patented technologies are developed
in special departments of companies. Corporations create and accumulate their
technological base. Diversity of the range of products with new additions every week.
Popular models are not forgotten over time, but their remakes are released,
companies are no strangers to collaborations and launching lines (models are updated
in color). Both companies are developing new products, combining technologies that
have already gained popularity among models.

Both companies are developing new products, combining technologies that
have already gained popularity among models. Often the novelty is collected as a
designer, assembling the running technology in a new silhouette. The main focus is
on marketing. Innovation is in second place. The example of the football market
clearly shows the real share of new products in the huge range of products that fill the
shelves of Adidas and Nike. Among the usual packs, various updates, remakes and
similar "novelties" there will be very few really new ones.
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Balenciaga is a brand of influencer in the world of fashion

Christian Dior once said: «High fashion is like an
. orchestra, and Balenciaga conducts it. We, the rest

BARENCEAGA: BRAND of the couturiers, are musicians, submissive to his

INFLUENCER IN THE
FASHION WORLD bOW»

Anastasia Voskoboinik

Balenciaga is a world-famous French fashion
house founded by Spanish-born designer Cristobal
Balenciaga. The fashion designer had a reputation as
an uncompromising couturier and was called by
Christian Dior "the master of all". The Cristobal
Balenciaga Fashion House was founded in 1914,
Soon, the Spanish royal family itself began to order
costumes from him. Guerrilla marketing is a broad
term, but, roughly speaking, these are non-traditional
and low-budget marketing campaigns. In the case of
Balenciaga, some of the brand's items are an
advertising campaign in and of themselves. The

scheme is very simple: you see an item that does not
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fit into our idea of clothes or this brand at all. He is so ridiculous that he spawns an
avalanche of jokes and memes and thus receives a lot of attention.

That attention translates into new shoppers who visit Balenciaga's website or
search for the brand at third-party retailers, thinking they'll see something else crazy,
only to find something really interesting as a result. In the ideal case, the outrageous
thing itself not only draws attention to the brand, but also becomes successful, giving
rise to a full-fledged trend, as happened with the Triple S sneaker model.

With the skyrocketing popularity of streetwear, old fashion houses have finally
realized that in order to remain significant, they need to be in demand among young
people. So far, only Balenciaga has had the courage to hire a new wave designer as
creative director and give him full creative freedom.

Tybenszene Beponuxa
HayxoBuii kepiBHuk: no1. Puoka H.M.

Cynep-6pena —English

AHrnilicbka MOBa € TJ100anbHOI0 cuiioro. [le Tpets HalnomumpeHiia pijHa MOBa
y CBITI, 03a/ly JIMIIIE iCIIaHChKa Ta KUTaiichbka MoBa. Lle apyra mmpoko momupeHa
MoOBa y cBiTi, odimiiiHa moBa Opranizamii OO'eqnanux Harriii, €Bponeiickkoro
Coro3y Ta OaraThOX IHIIMX MDKHApPOJHUX Opraizamiii Ta MiANPUEMCTB.
AHITIICHKOI0O MOBOIO TOBOPSTH SIK MPO OCHOBHY MOBY B 0araThOX KpaiHax CBITY, a
SAJIPO TPAMULIMHUX aHTJIOMOBHHX JIEPKAB YaCTO HA3UBAIOTh «aHTIIOCHEPOIO», aje sK
aHTJIChKa MOBA CTaJIa B MEPITY YEPTy rI100aTbHOI0 CHUJIOH?

Mu po3rissHeMO aHTIIMChKY MOBY SK OpeHJ, NUIAXU 1i MOMyJspu3aiii Ta
HACaJHKEHHS, BAKOPUCTaHHS Y BCbOMY CBITI Ta 3BUYAITHO MOOYTI.

Bpenn — 11e Oubiie HiXXK MPOCTO HA3Ba UM JIOTOTHII, 11€ — BIII3HABAHA €MOII1s, SKY
BUKJIMKA€ KOMIaHis, MPOAYKT ab0 meBHa Bigoma ocola. Y mpoleci OpeHIUHTY
(hopMyIOThCS MPAaBUJILHUN 00pa3 Ta KOMYHIKaIlli, yepe3 sKi JIJd COPUHMATUMYTh
opena. Ile Takox imes (dpopma IyXOBHO-MI3HABAIBHOTO BIJOOPAKEHHS TEBHUX
3aKOHOMIPHHUX 3B'SI3KIB Ta BIAHOIIEHb 30BHINIHBOTO CBITY, COpsIMOBaHAa Ha MOro
IIEPETBOPEHHS ).

AKTyaJbHICTh IaHOT TEMU TOJISITA€ B AKTUBHOMY TOIIMPEHHI YKPAiHCHKOT MOBH.
3a OMOMOTrOI0 BHBYEHHS NUIAXY Ta TOJITUKH PO3BUTKY aHTIIMCHKOT MOBU M ii
MOIaJIbIlle TIEPETBOPEHHST Y OpeHJ| HaM BIACThCA BUIIJIUTH OCHOBHI METOIU Ta
3acaJy TPaH/1103HO1 MOMyJIspu3alii MOBH.

He nuBnsunch Ha Te, MO CHOTOJHI B CBITI ICHYIOTH JCCSATKA THUCSY
PI3HOMAaHITHHX MOB, OJHIEIO 13 HAMOUIBIT MPIOPUTETHUX /IS BUBYCHHSI BBAKAETHCS
aHruiicbka. BOJOIIHHS 11i€] MOBOIO MOKE CYTTEBO MOKPAIIUTH Balle KUTTS. AJKe
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