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Introduction 

S i n c e 2016 , the Repub l i c of Be la rus has s t epped up the negot ia t ion pro
cess for jo in ing the W o r l d T r a d e Organ iza t i on ( W T O ) . At present , the coun
try remains the on ly o n e a m o n g the m e m b e r s ta tes o f the Euras ian E c o n o m i c 
Union ( E A E U ) that does not have preferential advan t ages in wor ld t rade re
lated to W T O m e m b e r s h i p , bu t is forced to w o r k a c c o r d i n g to the rules and 
r equ i remen t s o f this o rgan iza t ion . Nego t i a t i ons are he ld in four key a r ea s 2 : 

1 ) b r ing ing the nat ional legis lat ion o f the Repub l i c o f Belarus in line wi th 
mult i la teral W T O ag reemen t s ; 

2) access to the marke t for goods ; 

1 1943 - the Republ i c of Be larus submit ted an appl icat ion for access ion to the W T O ; 
1ЧЧ7 2(X("S negot ia t ion process ; 2 0 0 6 - 2 0 I S - w o r k in an informal m o d e ; 2 0 1 6 - n o w -
nil.'ii , 1 1 al ion nt negot ia t ions 

1 h t t p : / / m f a . g o v . b y / e x p o r t / w t o / a c c e s s i o n / . 
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Within l l i c I r amework ill Ihi> W T O , agr icu l tu re is o n e of (hi* ki*y sec tors 
m l i de le i m i n e d by tin' Agreemen t on Agr icu l tu re 1 . T h e d o c u m e n t is the 

п . m i п н е in ihe sphe re o f regulat ion of the wor ld agri-l<x>d t rade, covers the 
nl i i i t ion a n d foreign t rade in agr icul tura l p roduc t s , and is a l so 

I I . I I 'd o n llin г m a m concep tua l provis ions : e x p a n d i n g access to (lie internal 
b i , i l l WT( ' m e m b e r s ; reduced d o m e s t i c suppor t for agr icu l ture in the 

I M I t и Ipattng countries; increased expor t compet i t ion and reduced expor t sub-
i . l i i". In m e m b e r s of the o rganiza t ion . 

Ins inua t ion a n d market ing support refers to the green box measures , s ince 
hudgel tin.ни in) ; is carried out through gove rnmen t p rograms that do not en-
I.nl price suppor t a n d d o not refuse direct d is tor t ing effects on trade. In ac-
•. и. I . п н е wi th paragraph 2 (f) of annex II, this g r o u p inc ludes marke t ing in-
l u i m . i l i o n , adv ice and p romot ion o f specif ic products , bu t exc ludes e x p e n s e s 
i . n i M . n specific pu rposes that sel lers can use to lower pr ices or p rov ide direct 
I . n n o i i i i c benefi ts to cus tomers ' 1 . 

I i it Belarus , the pract ical imp lemen ta t i on of a marke t ing app roach to ag-
iiciilliir.il suppor t is o f ex t r eme impor tance , as it will a l low the appl ica t ion o f 
Hie i n l e s and pr inc ip les o f the W T O wi thou t v io la t ing the coun t ry ' s ob l iga-

II in this internat ional organiza t ion . In this aspect , the theoret ical , me thod-
. ' I . igu <il and pract ical expe r i ence ga ined by the W T O m e m b e r s and set forth 
in the art icle is of interest to the republ ic . A n in tegra ted app roach to observ
ing a n d imp lemen t ing the identified t rends wil l a l low us to d e v e l o p a sys tem 
• ii measu res lo i m p r o v e the eff iciency o f d o m e s t i c agr icu l tu re and ensure the 

ipe l i t iveness o f agr icul tura l p roduc t s in the domes t i c and foreign market . 

M a i n part 

Marketing ilcrvlopment in the agricultural sector of foreign countries 
I be term " m a r k e t i n g " appea red in the e c o n o m i c l i tera ture at the turn o f 

I I к \ 1 Ч XX centur ies . It c o m e s from the Engl ish w o r d s «marke t» (marke t ) 
H id . .nig" (ac t ion) and literally m e a n s activity related to the market . However , 

rding to m a n y foreign and Be la rus ian scient is ts , the e s s e n c e o f this con-
i e p t is m u c h wider . It is cons ide red as en t repreneur ia l , c o m m e r c i a l o r mana 
gerial activity; social process ; in tegra ted sys tem approach ; a sy s t em of even t s 
.•ml a set of technical techniques ; type o f h u m a n act ivi ty; set o f o rganiza t ion-
il technical, financial and commerc i a l functions; the process of regula t ing de -

i i i .nid d epend ing on supply, e tc . [Anderson , C o u g h l a n , 1987; B o w e r s o x , M o -
i .».Ii. 1989; Larson, Rogers , 1989; Michae l , 1990; She th , S isodia , 2002 ; Akul ich , 
m i " ( . n l u b k o v , 2007 ; Dicht l , H e r s h g e n , 1995 ; D u r o v i c h , 1 9 9 7 ; Kireyenk . i , 
H I 1 , ; K lyukach , Log inov , 2010 ; Kot ler , Keller , 2014 ; Tsypkin , Pakulin, 1996] . 

A m o n g agricultural scientists, there is a l so no consensus on v i e w s on mar
keting. T h i s area o f knowledge , bo th from a theoret ical and from a pract ical 

1 S ipped in 1V44 (M.irr.iki'sh), en tered lulu l i m e in 1495. 
Article 2 a n d A p p e n d i x I nl Ihe WTO A g r e e m e n t on A g r i c u l t u r e ( e x c l u d i n g hsb 

anil llsh prodlu Is. lures! pimliii Is .mil prii i lm Is m a d e friini fibers, a n d ini l iutmg col 
Inn, linen, silk, leather a n d I m i 

' W T ( • Agru ul ture Agreei i ienl ( A g i e e m e n l nil Agni'ii l l l ire) |l'lei Ironic resimri e | 
Ac i i ' s i imiile- h t t p 7 / w w w v n v l . n i / w t i t / w l i i / A g r i c i i l l u r i ' A g r e e m o n l - Ассояя d a t e : 
ii" iH .Ml|ч 
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•I i it I practice, I h r ( 0 1 1 1 cp l s . и г used agi i i t i l tu i . i l j 11. i г к i • 11 < 1 >', a g o nnai kelitig, 
agr ibus iness market ing, loud market ing . No, in 1955 K.I,. K o l / in t roduced I lit-
ca tegory ot «. igriail l i ir . i l marketing.- , which is identified with the ca tegory ol 
«food m a r k e t i n g " and is def ined as « the totality o f all types o f ac t iv i t ies in
c luded in the p rocess o f p romot ing food produc t s and services , s tar l ing l rom 
agr icul tura l p roduc t ion and until they are in the h a n d s o f c o n s u m e r s " [Colz, 
211(10, p l 9 [ . The key point in this def ini t ion is that: 1) ma rke t i ng is not l imited 
to non-agr icul tura l act ivi t ies; 2 ) it beg ins wi th a dec is ion on the product ion o f 
agricul tural p roduc t s on the farm. 

R.E. Branson and D.G. Norve l def ined a g r o m a r k e t i n g as ac t iv i t ies related 
to agr icul tura l p roduc t ion and food, seeds , harves t ing , p rocess ing and del iv
ery to the final c o n s u m e r , inc luding ana lys i s o f c o n s u m e r needs , mot iva t ion , 
shopping and c o n s u m e r behavior . In 1957, J . N . Dav i s and R.A. G o l b e r g intro-
dm'cd the concept o f "agr ibusiness market ing" , wh ich meant the implemen ta 
tion ol marke t ing opera t ions from the first b u y e r to the final c o n s u m e r [Tsyp-
kin, r . iku l iu , | 9 % | . Л t e a m of scient is ts u n d e r the d i rec t ion of V.A. K l y u k a c h 
in .tilled ina ike l iug loi agnct i l lur . i l p roduc t ion as a sy s t em of organiza t iona l , 
let huh rtl, I in .mi lal and commerc i a l funct ions o f the en te rpr i se a imed at the 

|.|. i. .in .1 .и 1 иni ol i o i i sumer d e m a n d for agricul tural p roducts and 
i I ]Y ii nl и h I i iginov, 2l)l() | . In turn, Yu .A. Tsypkin reflected the m o s t im-
put i t i i l .1в)чч In o ( agioinaiki- l i i ig through the form o f focused creat ive act ivi ty 
in ...и. ipaini)', I hi Hi la. Hon ol м и г . i n n e r d e m a n d for goods , services , ideas 

1 I n n Hill tl pindllt tlnli I I ' .vpklll, r . lk l l l in , 1 9 % ] . 
I • • <i In |n i iii. . ..I n iarke l ing in the agr icul tura l sector , Be la rus ian 

h i i ii i v i i h i i a t i i i a l and e c o n o m i c processes , the m i s m a t c h o f 
llu h i к Hi if. pi i и 1.1 nl li I tin pi in tin In in pi'i tod . I he seasonal i ty o f p roduc t ion 

I И» i i i e i p l nl p t . i . l in in, llw rule and impor t ance o f agr icu l ture in t h e f o r -
iii т . .и ol i I t r m i i i i n -I tin-v .о iet \ i it org. int / . i t ional forms o f m a n a g e m e n t , 
i e n т . и I.Hi..и . and m l i i nat ional market ing , as well as the part ic-

I .I ulrttr » i i i i t l i iuil ies in I In* deve lopmen t o f agr icul ture and indust ry . 
M II пи tli<. p! ol . . ag romarke t ing" is cons ide red as t w o ma in 
n. i .и ict ivt ty i i lat i -d to product ion , m o v e m e n t , s torage , p rocess ing and 

1 1 . n r . I . I ol i . n v mater ia ls and finished p roduc t s as they m o v e from the pro-
diti it lo I he consumer , e \ i h. inge and pr ic ing p rocesses in the marke t sys tem 
lAkul ich , 2(KW; Clusakov, Da ineko , Baygot , Ki reyenka , 2 0 0 0 ; Durov ich , 1997; 
Hina, 2012 ; K i reyenka , 2 0 1 5 ] . 

Current ly , the d e v e l o p m e n t o f ma rke t i ng in the agr icul tura l sec tor o f for
eign coun t r i es is based on a sys t ema t i c approach , w h i c h involves the e x a m 
inat ion of the subject o f research in the form of a h ie ra rchy o f four levels . So , 
marke t ing as a philosophy of modern agricultural business is a w a y o f t h i n k i n g 
the bas is o f wh ich is the d e m a n d for agr icul tura l p roduc t s and food. A n y de
c is ions m a d e at all levels, based on the sys temat iza t ion o f the marke t and its 
e lements , the priority of the interests o f the buyer , flexible adaptabi l i ty to mar
ket r equ i rements , etc. , a re subject to h is sat isfact ion. 

A n o t h e r c o m m o n a p p r o a c h to m a r k e t i n g is i ts d i s c losu re as an import
ant pari of the management system of an agricultural organization. C h a n g e s in the 
m a n a g e m e n t s t ruc ture dur ing the first ha l f o f the 20th cen tury s ignif icant ly 
influenced the formation of manager ia l marke t ing concepts . Igor Ansof f no ted 
that in the m a n a g e m e n t sys tem, the d o m i n a n c e of marke t ing over product ion 
often reduced the ef fec t iveness o f the latter. A s a compensa t i on , the ca t ego
ry "genera l marke t ing c o n c e p t " appeared , w h i c h m a d e it poss ib le to ba lance 
the resul t ing i m b a l a n c e s [Ansoff, 1999] . 

В 
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I" <| и I I.H III till' llll 'liry i»iul pr.tl III I' ill market ing, t h e r e I'. , 1 I ll'.ll .lull III I ' ll! 
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Under s t and ing ill marke t ing a s a method of searching for managerial dec! 
llftO Weil l t h l n i l g l l s e v e r a l s tages ill deve lopmen t As l ioli ' i l l>y I kn l l c i 

in.I h K e l l e r , rest-arch should he cons ide red a s a locused process , III. h iding 
i l e l e tmln ing t in' p rob lem and set t ing goals , deve lop ing a plan lor collei l ine, 
H i l i i im . i l iun a n d Ms implement , i l ion , eol leet ing and a n a l v / i n g d a t a , and also 
I n t e l p r e l i n g ( h e resul ts [Kotler , Keller , 2014 , pi 12| . In t h i s context , in lo rma 
i a m i marke t ing support for agr icul tural p roducers is due In the need to 
nl. n i i i y internal and external p r o b l e m s and bus iness oppor tuni t ies , reduce 
Нчк '1 in mak ing manager ia l dec i s ions and ensure the efficient luiu t inning n l 
ill. I>ie.mess ent i ty in the marke t . 

i >ui s tudies have s h o w n that the basis o f the agrar ian policy o f e c o n n m i 
ill\ developed count r ies is the s tate regulat ion ol the sale of agricultural r a w 

п. i l l i c i t - , a n d products , inc luding a list o f key areas specif ical ly des igned In 
regulate a g i o marke t ing . In this aspect , w e s tudied the e x p e r i e n c e o f var ious 
W I'l i m e m b e r s in t h e use nl marke t ing services and llie p romot ion nl agri 
i i i l lui . i l p roducts on the marke t . 

I Maintaining public si/stcws of price market information, the pu rpose n l 
• I in 11 is I i a l y / c ami forecast the state o f (he marke t for agr icul tural prod 
и. i , nid tood, mater ia l and technica l r e sources and se rv ices for the d e v d 
i >| .1111111 and a d o p t i o n o f m o t i v a t e d d e c i s i o n s by ag ro - indus t r i a l c o m p l e x 
• и inngemenl bod ies and marke t ent i t ies on the d e v e l o p m e n t o f agr icu l lu r 
al p m d u i i i o n , sales o f p roduc t s and food. T h e i r ac t iv i t ies a l so inc lude con-
diii l ing marke t ing research, examina t ions , substant ia t ing pr ices and te rms of 
bans .и l ions , p rov id ing analyt ica l repor t s on individual c u s t o m e r requests , 
n Im b a l lows per forming a n u m b e r o f impor tan t funct ions [Batabyal , Kour-
III N i | kamp, 2018 ; G u s a k o v , Baygot , 2007 ; D y u m u l e n , 2 0 1 2 ] : 

I,и dilating market opera t ions and mainta in ing compet i t ive marke t s - the 
n ' . inn reduces the cos t o f all m a r k e t par t ic ipants to search for informat ion, 

i.i. i l i iales the access of small en te rpr i ses to it, thus cont r ibu t ing to the g rowth 
ul llieir compe t i t i veness c o m p a r e d to large compan ie s ; 

restriction of unfair market practices, which m a y arise as a result o f great-
ei awareness o f s o m e marke t par t ic ipants c o m p a r e d to o thers ; 

m i T e a s i n g the e c o n o m i c eff iciency o f the act ivi t ies o f marke t par t ic ipants 
a r i s i n g u n d e r the inf luence o f m o r e c o m p l e t e informat ion abou t market con-
ib i ions a n d l ead ing to a reduc t ion in marke t ing cos t s for the search for opti
mal d is t r ibut ion channe l s for p roduc ts . 

2 . Sides promotion of agricultural products. T h e r e a re cur ren t ly 1 3 p r o g r a m s 
in I b e I iniled States . For their pract ical imp lemen ta t ion in a n u m b e r o f indus
t r i a l pena l associa t ions o f manufac tu re r s have been created , which have I be 
authori ty to deve lop and support the work o f researching and promot ing their 
p roducts manufac tured in the industry. Annua l ly , indust ry counc i l s devel 
np in .ukel deve lopment programs, which should be suppor ted by two-thirds 
• a t h e manufac tu re r s included in t h e counci l and app roved by t h e Minis ter 
o l Agr icu l tu re IKi reyenka , 2015 ; Serova , Kar lova, 2014; Shev lvag ina , 2 0 0 7 ] . 

l l i e p rograms are f inanced b y t h e special l a x • assess incnl nt s a l e s p r o m o 
Uoft* ( assessmenl paymen t s ) , wh ich is cha rged au tomat ica l ly upon Ihe sale 
ol e a c h unit of product ion, inc lud ing import del iver ies . The current p r o c e 
dure prov ides Inr t h e possibility nl l e t u in ing I h e l unds m a d e in such a way 
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. l i l i n n Id I h c s i / e .mil p rocedure lor co l lec t ing lu in ls ll ir l eg l ' i la l io i i ilt'tlllt'N 
I hi* nii'i danism lor the m o v e m e n t ol these h u n k , 11 и- p u n e . l i n e ,nu l И н о 
I it и v. Iill lllt'll expend i tu re . 

When sel l ing goods , manufac turers pay a sales p romot ion foe, which t h e n 
g o e s to t h e account o f the Counc i l , a special admin i s t ra t ive supe r s t ruc tu re 
c rea ted to coord ina te sa les p romot ion p rog rams . F u n d s are accumula t ed in a 
specia l fund and spen t on p rog rams . Respons ib l e for coord ina t ing sa les pro
mo t ion p r o g r a m s is the Agr icul tura l Marke t ing S e r v i c e o f U S D e p a r t m e n t o f 
Agr icu l ture . 

The re a re s imi lar p rog rams in the European Union ( E U ) . So, in 2 0 1 5 - 2 0 1 7 , 
t h e European C o m m i s s i o n funded 2 0 p r o g r a m s a i m e d at p romot ing the mar-
k e l i n g o l European agricultural products in the EU and o ther count r ies o f the 
wor ld (North Amer ica , Russia , China , the M i d d l e East , Sou theas t Asia, India, 
I al in Amer ica , Norway , Azerbai jan, Be la rus a n d T u r k e y ) . T h e p r o g r a m s cov 
e r h igh-qual i ty agricul tural products (products wi th protec ted appel la t ions o f 
origin, geograph ica l names , as wel l as t radi t ional de l icac ies wi th a gua ran t ee 
ol or igin) , o rgan ic products , fresh vege tab les and fruits, wine , mi lk and da i ry 
I' l . ' i lni is Mowers processed vegetables and fruits, p rocessed products cere
als a n d rice, egg label ing and var ious c o m b i n e d ca tegor ies . T h e total budge t 
lot three years a m o u n t e d to 46 .5 mil l ion euros . T h e EU f inances up to 5 0 . 0 % 
nl t h e p m g i a m cost (up to 6 0 . 0 % in p r o g r a m s related to increased c o n s u m p 
tion i it h i n t s a n d vege tab les by chi ldren, as wel l as r e spons ib le d r ink ing and 
tin I I . I i iii ol excess ive a lcohol c o n s u m p t i o n ) , the r e m a i n d e r c o m e s from pro-

i. I and / o r intersectoral o rgan iza t ions , and in s o m e cases a lso from in-
leii l ed m e m b e r s ta les . 

\ Monitoring the implementation of programs offederal sales ma rke t s is an e s 
t a b l i s h e d procedure for the sale of a certain type of agricultural and food prod-
ii. In, in . iii o rdance with which p roducers can independen t ly regula te certain 
a ,pei is ol sales (product ion) in the domes t i c and foreign marke ts . T h e mecha 
n i s m is based o n the idea o f self-regulation within individual sectors , the sup
p l y ol agr icul tural p roduc t s to the market , w h i c h appea red back in the 3 0 s o f 
t h e twent ie th cen tury , w h e n pr ices were e x t r e m e l y low. Cur ren t ly , the s tate 
is the main gua ran to r o f the effective opera t ion o f these p rog rams , ca r ry ing 
out t h e funct ions o f regulat ion and control th rough the Min i s t ry o f Agr icu l 
ture |Shev lyag ina , 2 0 0 8 | . 

O u r s tudies have a l lowed us to subs tan t ia te the a d v a n t a g e s and d isad-
•• . u l l a g e s ol t h e mechan i sm o f federal sa les marke ts . A m o n g the posi t ive as
p e c t s t h e r e is a cont r ibut ion to the s tabi l izat ion o f pr ices for the products they 
control , h igh r equ i r emen t s for s tandard iza t ion and qual i ty o f packag ing and 
conta iners , wh ich ensu re s a reduct ion in imp lemen ta t i on costs . T h e ex is t ing 
sys tem of special fees for the f inancing o f appl ied research in the field o f p ro 
duc t ion and marke t i ng o f p roduc t s a lso pos i t ive ly affects the g rowth of their 
effect iveness . Howeve r , the main d r a w b a c k is the oppor tun i ty p rov ided by 
law t o limit supply to the market , which can be used to artificially raise prices. 

In general , this m e c h a n i s m cannot be a subst i tute for exist ing price and in-
. . . m e support p r o g r a m s lor major crops. So, in the s t ructure o f expend i tu res 
• a the 1 IS federal budget a l located In agr icul ture , the main arc two programs: 
i ncome s tabi l izat ion ( they accoun t for abou t 6 0 % o f b u d g e t expend i tu re s un
der (he item <.Agriculture»); agr icul tura l research and se rv ice sc ience . Subs i 
dies in the EU countr ies have reached 4 5 - 5 0 % o f the value o f farmers ' market
able products , in J apan and Fin land - 7 0 % . I n the U S A , 3 0 % more is invested 

in 
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i . l .h l i . in l i i t h e pi и г m i l I i . i insi i i , t h e Г.11'-. c o m m o n r u l e s lor o rgan iz ing . nu t 
n g i i l a h n g . i j г11 nllur.il i . u v m , l i en . l i s and food m a r k e t s inc lude i oul i ' o l over 
il>. i'imi i . i n n nl I H I . I I - . I I . I I \ .ill'-.lilies i n , i l i i i i i . i l a s p e i I ) a s well a s I n r n p e a n 

u e s a imed al ensur ing p roduce r s ' incomes , ma in ta in ing retail pr ices at 
• . 11.mi l eve l , which a l lows unifying compet i t ion condi t ions both in t h e held 

n l p roduct ion and in the field of marke t ing . T h e main aspira t ion of the supra-
n . i n . т . i l bod ies of I h e Ш is t o search for m e a n s and m e t h o d s in the field of 
n i i p p n i l l o r I h e manufac turer , wh ich wou ld p rov ide h i m wi th a p p r o x i m a t e 
Iv equal pos i t ions in each count ry . A c o m m o n European agr icul tural policy is 
m i i e d at c learly organiz ing sa les markets , mainta in ing farm incomes , he lp ing 
I n .ell surp lus products , and so lv ing a n u m b e r o f o the r p rob lems . 

A i cr tain impact on the marke t ing sec tor o f the agro- indust r ia l c o m p l e x 
also I i . i . 

I / aid programs. In acco rdance with paragraph 4 o f A n n e x II o f the W T O 
\ i ' i i i m e n ! on Agricul ture , <the r ight to receive food ass i s tance is assoc ia ted 

и >lb i learly def ined cri teria re la ted to the goa l s o f p rov id ing food. Such as-
i с н и e is p rovided in the form of d i rec t food supp l ies to in teres ted part ies 

щ I b e p rovis ion o f funds that a l low e l ig ib le food rec ip ients to p u r c h a s e food 
.il ma ike t o r subs id ized prices. G o v e r n m e n t purchases o f food are carr ied out 
id i nrrenl marke t pr ices , and f inancing and m a n a g e m e n t a re t ransparent" ; 

mfoi million and consulting services, the pu rpose o f w h i c h is to t imely con
vey lo fa rmers the qua l i ty in fo rmat ion necessa ry for m a k i n g m a n a g e m e n t 
i ins lii the U S A and E U count r ies , the consu l t ing se rv ices m a r k e t pro

v i d e s 4 5 % of C i N P and 3 - 4 mi l l ion jobs . In the 9 0 s X X cen tu ry the i n c o m e o f 
11 insul t ing f i r m s in the EU a m o u n t e d to $ 6 bi l l ion, the Un i t ed S ta t e s - $ 2 0 
billion At t h e s a m e t ime, the s c o p e o f consu l t ing c o m p a n i e s is e s t ima ted by 
Ihe n u m b e r o f consu l tan t s pier 1000 inhab i tan t s . In Japan , th is f igure is 0.4, 
t h e Uni ted S ta tes 0.2, the E U coun t r i e s 0 .08, and deve lop ing coun t r i e s 0 .004. 

I Urectums of 'development of marketing and information and marketing support 
lot Ihe agro industrial complex of the Republic of Belarus 

I h e agr icul tura l sec to r o f the Repub l i c o f Be la rus o c c u p i e s a specia l p lace 
in I h e na t ional e c o n o m y o f the coun t ry . Th i s is d u e to the p roduc t ion o f food 
i i b e basis o f h u m a n life and the reproduc t ion o f labor, the product ion o f 

i a w mater ia l s for m a n y types o f non-p roduc t ive c o n s u m e r g o o d s and indus-
ti ial products . T h e main types o f c o m m o d i t y p roduc t s o f Be la rus ian agricul-
h n e a r e milk, cat t le and poul t ry mea t , grain, po ta toes , s u g a r bee t s and flax 
r a w mater ia l s . T h e level o f agr icul tura l d e v e l o p m e n t largely d e t e r m i n e s the 
l e v e l of e c o n o m i c and food secur i ty o f the s tate . 

t h e v o l u m e o f the g ros s d o m e s t i c p roduc t o f the Repub l i c o f Be la rus for 
/ 1118 a m o u n t e d to 121 ,568 .3 mi l l ion rub les and c o m p a r e d wi th 2 0 1 6 , it in-
t reased by 2 8 . 0 % , from 2 0 1 7 - by 1 4 . 9 % ( table 1 ) . T h e v o l u m e o f g ros s value 
a d d e d of agriculture, forestry and fisheries in 2 0 1 8 c o m p a r e d to 2016 increased 
b y 18 .9%, a n d by 2 0 1 7 dec reased by 2 . 8 % . At the s a m e t ime, agr icu l tura l out
p u t b y farms of all ca tegor ies is g rowing . In 20IH, this indica tor a m o u n t e d to 
I м K'l.l mil l ion rubles, which is 2 1 . 5 % m o r e than in 2016 and 4 . 4 % in 2017 . T h e 
• .ba l e n l agr icul ture in ( ,1)1* lot I h e period under rev iew varied from 6, 9 % 
(2016) to 7 . 6 % (2017) . By i h e e n d nl 20IH, it a m o u n t e d to 6 . 4 % . 

1 W T O Agrn n l l iue Л|-и i Agieeim'li l nn A g r i c u l t u r e ) |IUei Ironic r e s o u r c e ! 
\ . . i " . ' . ininli' till 11 / / w i v i v i . ivl m i l l . , i . l . i V , l inn- A g r e e m e n t A c c e s s d a t e 
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\,ihU- I 
T h e -.li.ii i o f a g r i c u l t u r e in the s t r u c t u r e o f C D I " 

of the R e p u b l i c o f B e l a r u s , 2 0 1 6 - 2 0 1 8 1 

Indicators 2016 2017 2018 2017 to 
2016, % 

2018 to 
2017, % 

dross domestic product at 
current prices, million BYN 

105 748,2 121 568,3 111,3 114,9 

mm it the gross value add
ed of agriculture 3, million 
HYN 

6 547,0 8 000,7 7 783,1 !22,2 97,2 

Agricultural products in 
Linus ol all categories at 

mi prices million UYN 

15 502 18 043 18 843 116,4 104,4 

in iiiitiparahlc prices, in ". 
In I In- previous year 

10.1,3 104,2 96,7 0.9 p. p. - 7 > p . p. 

•h 1 ац||| lilinn- in 
(.1 H'. 'H, 

6,9 7,6 6,4 0,7 p. p. -1,2 p. p. 

An inipi n i m i pi.и e in the deve lopment ot agr icul ture is held by state sup-
poil i i il\ ihe inei h.inism loi its provis ion is fixed in the D e c r e e o f the 
I'll i l . nl .a Ни Kepiihln ol l l e la ins No. 347 ..(.In Sta te Agrar ian Po l i cy» 3 , the 

i i..i Ни I Vie l i ipn teu t nl Agru ultural Bus iness in the R e p u b l i c 
il M.I.in lot 'n i l . 'И.Ч1 and Ihe I lea ly on the Euras ian E c o n o m i c U n i o n 4 . 

Ill МНИ a i I '.l>illi..n iiibli-'i were al located for direct budget subs id ies 
i I 11 I n i и-. I Ii nvrvei , i on sol 111 at I'd budget expend i tu res are 

. l i i l u i i i i ) iii. i . H 'и. ii in 'IMS Ihe amoun t ol direct budge t subsidies 
• • I. I Hi. . . | i11v aleiii ol t i'i t I III |нч hec ta re of agr icul tura l land, then al-
Il in NUN II l> II be low H. (table 2) . 
I hi I pill I nl uppo i l lot the llel.irusiari agro- industr ia l c o m p l e x is 

piovi . l . d llu.Higli yel low box measu res ( 8 5 - 8 8 % ) and 1 2 - 1 5 % g o e s to g r een 
ml m In Ihe Hlrtuliire of direct budget suppor t , the largest share is 

iplcd by i o inpens. i t ion tor losses from b a n k s on Ihe issue o f soft l o a n s -
in "•• ii-iliii in I Ihe cost o f capi ta l cos ts - 2 0 % ; pr ice i n c r e a s e s - 1 4 % ; re-

ilin Hon in the i ost ol work ing capi ta l - 1 2 % ; o ther measu re s - 8 % . In the to
tal v o l u m e of ye l low basket measures , 9 8 . 0 % are product -speci f ic m e a s u r e s . 
In the s t ructure of suppor t measu res for the green box , the largest share falls 
on Ihe cost of t ra ining personnel ( 4 2 % ) ; infras t ructure related serv ices ( 2 5 % ) ; 
p aymen t s u n d e r env i ronmen ta l p r o g r a m s ( 1 6 % ) ; research ( 8 % ) [Kireyenka , 
Ka/ .akevich, 2 0 1 8 ] . 

1 Source: Agriculture of the Republic of Belarus: stat. Sat / Nat. stat. Committee Resp. 
Belarus. - Minsk. 2019. - P. 14. 

' C r o s s value added by type of economic activity «Agriculture, forestry and 
lisheries-

1 Presidential Decree of the Republic of Belarus dated July 17, 2014, № 347. 
4 Treaty on the Eurasian Economic Union of the Republic of Belarus, the Republic of 

Kazakhs tan ami Ihe Russian federation of May 2 4 2014 | lllei Ironic resource] A c c e s s 
mode liUp://www.consullant.ru/document/cons_doc_LAW_16.1H35. - Date of access: 
0 8 . 0 7 . 2 0 1 4 . 

' They include all types of direct support provided at the level of a specific product, 
as will as support not related to a specific product. 

"Supporl is provided through government programs funded from Ihe s tate budget 
(including losl profits by the state), and not by transferring funds from consumer., dues 
not ii-sull in producer price support 

1 ? 

http://-.li.ii
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I onsiil i i l .tlril b u d g e t гч j i i tul i l int-s on a g r i c u l t u r e , 
11..Ii.ч ii>s nl ihe Republic o f Belarus, 2 0 1 6 - 2 0 1 8 1 

lll.ll. .11.II'. 2016 2017 2018 
2III7IH 
ЛИК., ",. 

201HI., 
2017, % 

1 . i n s o l u b l e , ! h u d g c t e x p e n d i t u r e s 
Im a g r u ull i irc, fisheries, mill ion 
II1N 

2 01)2,1 1 5 4 1 , 2 1 4 8 3 , 7 7 6 , 9 9 6 , 3 

I iiiimiIi.I.iIi'iI budget e x p e n d i t u r e s 
Inr agrli ultitre, fisheries, mil l ion $ 

1 0 0 6 , 8 7 9 7 , 8 7 2 8 , 5 7 9 , 2 ч\..\ 

'•iibsidies | ч т h e c t a r e (it 
|Ц| и nlliir.ll land, $ 

113,1 8 9 , 6 8 1 , 9 7 0 , 4 9 1 , 4 

I In- Implementa t ion o f var ious marke t ing app roaches in Belarus began 
in I h e 9 t K ol the twent ie th cen tury . T o date, an appropr ia te regula tory frame 
work has Iven created the e n a c t m e n t o f the laws o f the Repub l i c o f Belarus : 
л )n t h e t r ademark and service m a r k s » 2 , «On adver t i s ing" 3 , «On c o m m o d i t y 

tx i hanges» and others . Cer ta in a t t emp t s are a l so b e i n g m a d e to i n t roduce 
marketing Into the agr icul tura l m a n a g e m e n t sys t em. Informat ion and mar-
I . ling support is p rovided on the Internet and internat ional informat ion and 
II ule ne tworks , the portal Expor t .by has been crea ted . T h e inst i tut ional ba -
i i il the agr icul tura l expor t suppor t sys tem is formed by expor t suppor t in? 

• . M i l l i o n s , an in te rdepar tmenta l counci l on foreign t rade pol icy, in tergovern
m e n t a l c o m m i s s i o n s , bus ines s coope ra t i on counc i l s wi th foreign count r ies , 
a n d I h e Meat and Dairy C o m p a n y . 

b e . e d on this, the re levant d i rec t ions for e x p a n d i n g the g reen b o x mea-
s u i e s a r e informat ion and marke t i ng suppor t for agr icul tura l p roducers . In 
Ib i s . ( in lext , it is necessary : 

fi n mation of a unified information and consul t ing system, including de
termining the status of a consultant , justifying the mechan i sm for the develop
m e n t nl paid services, the interaction o f services and centers o f agricultural ann

u l l i n g with government bodies of the agro-industr ial complex , deve lop ing a 
11 Hiiprehensive methodology for assessing the effectiveness of their functioning; 

o r g a n i z a t i o n « f a sys t em o f d o m e s t i c food ass i s t ance to the popula t ion 
i . i f i of support for sus ta inable agricultural deve lopment . In the Republ ic 

nl Belarus , p r o g r a m s can be deve loped and imp lemen ted using t w o main ap-
I т к и lu-s government p rocurement o f food for free mea l s (in schools , kinder-

hospitals , free social ca ter ing points , e tc . ) and preferential purchase 
nl food by the populat ion (using food cards , for which funds from the budget 
will be transferred month ly , and they can be paid on ly in cer ta in s tores and 
I. и a certain period o f t ime) ; 

subsidizing consul t ing and product p romot ion services . In this context , it 
i . л К c a b l e to es tabl ish a scient i f ic adv i sory cen te r under the Minis t ry of Ag-
i n i i l l i i re a n d f o o d o f t h e Republ ic o f Belarus (for e x a m p l e , Ihe United S la tes 
npera tes Ihe Agricul tura l Marke t ing Se rv ice and the Agr icul tura l Se rv ice of 

' S o u r c e Agricul ture nl Ihe Kepublu nl Hel.irus s t a l S . i l / N a l slat C'nmmitus- Kcsp 
ItelaniH Minsk. 2 0 1 4 Г Ii, 

I ,iw the Kepiiblii nl Melane. .I.ile.l I i l u u . i n '. 1'i'M. \ „ 2181 XII (last ed i ted o n 
| . iniiary \ 2 0 1 6 , N o W 2 I) 

' l . aw Ihe KepublK nl Hi-Linn, d a t e d Мну 10, 2007. No. .'."> Л (last edit ion (it |uly 17. 
2017 , No . 5 2 - 3 ) . 

' I a w Ihe Ki piihlli ol Некими d.Heil I.ioii.mv V 21 Hi4'. N o 10 S (lasl edit ion ol Inly 
N. , 4 ) 1 4 N o 2H-I И 
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I i ne igu Count r ies ; C a n a d a I h e Nat ional ( olllit il tin Agi i iu l l iu . i l 1 'nnlui ls , 
I h e I lulled k i n g d o m t h e f o o d ' nunci l coord ina t ing sales) [ h e goal nl t h e 
renter will h e In p romote t h e l onna l i on o f J compe t i t i ve agro-industr ial m m 
p l c x in t h e f r amework ot effective p romot ion of agr icu l tura l p roduc t s and 
lood from producers to c o n s u m e r s ; ma in features will inc lude: 

1. Analy t ica l s tud ies o f d o m e s t i c and foreign m a r k e t s ; agr icu l tura l and 
lood products; expor t ing countr ies and impor t ing countr ies for the main types 
of agr icul tural products ; pr ice moni to r ing . 

2. M a n a g e m e n t o f c o m m o d i t y (p roduc t ) p r o g r a m s (ten p roduc t s in a c 
co rdance with the Doc t r ine o f Nat iona l Food Secur i ty o f the Repub l i c o f B e 
larus until 2 0 3 0 1 ) . 

3 . D e v e l o p m e n t o f regula tory d o c u m e n t s a i m e d at the prevent ion o f un
fair ac t ions in the field o f agr icul tura l marke t ing . 

4. Superv i s ion o f c o m p l i a n c e with marke t ing ag reemen t s , regula t ions , re
search p rogram m a n a g e m e n t . 

S I V v e l n p m c n l and m a n a g e m e n t of p r o g r a m s to p romote domes t i c sa les 
and s t imula te the expor t of agr icul tura l p roduc t s 

Н ю . , the p r o p o s e d set of d i rec t ions for e x p a n d i n g informat ion and mar 
keting s i i p p o i l p i o v n l e s l o r the format ion of a p rogram m a n a g e m e n t sy s t em 
lo p romote dome..I и sa l ind s t imula te the expor t of agr icul tura l products , 
ih. i m p l f i n c n l a l i o n o l w h i c h is a i m e d at ensur ing the s table funct ioning o f 
l o o d i i i . o k e t n 

Conclus ion 

II h i l . о . table.lied t h a t ( rends a n d d eve lopmen ta l features o f m o d e r n 
и i fin i . п . i>.i agin iiltur.il raw mater ia l s and p roduc t s ab road are 
>• i i .1 on 11 adapta t ion ol I h e agru иtlnr.it s ec to r to c h a n g i n g marke t cond i -
i п. n lei liniilngies. s t a l e regulation anil o ther factors; 2 ) the deve lopmen t 
nl ve i l l t a l Integration, combin ing various marke t ing and logis t ics funct ions 
within ihe •.. • c o m p a n y ; 3 ) changes in the s t ruc ture o f the f low o f agr icu l -
(iii .11 p i o d m ts and lood products through sales channe l s , expans ion o f direct 
trade relat ions ol farmers with large wholesa le r s ; 4 ) the funct ioning o f infor-
malioti services and c o n s u m e r m o v e m e n t s , w h i c h have a s t rong inf luence on 
Ihe act ivi t ies of p roducers . As pract ice s h o w s , wi th the d e v e l o p m e n t o f inter
nal tonal t rade in the W T O , the share o f suppor t m e a s u r e s that d o not dis tor t 
Irade is g rowing (in the European Union , U S A , C h i n a and C a n a d a , the pro-
porl ion ol such measu res e x c e e d s 8 0 % ) . 

T h e set o f identified organizat ional and e c o n o m i c di rec t ions for the devel-
i ipmonl of Ihe system of market ing and sales o f agricultural products in foreign 
countries creates an opportunity for Belarus to improve the system of promoting 
prodllCtl on Ihe market . T h e effectiveness o f information and marke t ing sup
port for Ihe agro-industrial complex depends on a complex of factors, including 
the development of applied agro-market ing, the expans ion o f the marke t infra
structure for the provis ion o f consul t ing, information and marke t ing services, 
the training of qualified personnel , the formation o f comprehens ive and com
plete information about the state o f food and agricul tural markets , and others . 

In Belarus, the main e m p h a s i s should be p laced on the formation of a uni-
lied informat ion and consu l t ing sys tem, the c rea t ion o f a sy s t em o f d o m e s t i c 

1 Resolution of the Council of Ministers of the Republic nl Belarus ol I Vi e m b e r I a. 
2017, No. 962. 
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I I I .1.1.111. I ' I I I III.' population. .111(1 Mil' SllllSllll/.tllllll I I I .lilvl'.lll V .111(1 |l|(l 
im tin и i.i I .ii \ ii i". I lie in i\ell v In", in expanding I lie lines ol sl.tle sii|>|nn I lot 

nl l l l t e th rough llie in t roduct ion ol marke t ing m e a s u r e s lK.it J o not re 
(m i .i i luei I dis tort ing e t te t l on domes l i e and loreign trade, as well as llie de
ve lopment ul a p rogram m a n a g e m e n t sys tem to p romote d o m c s t u sales and 
annul,ile (lie export ot agr icul tura l products . 
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I Lit. КИП I 1 1 ко 

ИНФОРМАЦИОННО-МАРКЕТИНГОВАЯ 
ПОДДЕРЖКА ПРОИЗВОДИТЕЛЕЙ 

ПРОДУКЦИИ АПК 
В «ЗЕЛЕНОЙ КОРЗИНЕ» ВТО 

А н н о т а ц и я . Основная цель статьи раскрыть сущность и необходимость 
Применения информационно-маркетинговой поддержки производи гелей 
продукции АПК как меры «зеленой корзины» в системе ВТО, не оказываю-
т е и in клж. (сто во c ie i ic i пня па горговлю. I! xu te исследования выявлены 
i c i i . i c i i i iH i i и особенности развития современных систем маркетинга и про
движения сельскохозяйственного сырья и продукции за рубежом. Определе
ны in т ы с меры государственной поддержки производителей продукции 
Л11К l ie .uipycH, входящие в меры «желтой корзины» и «зеленой корзины». 
Обоснованы направления реализации информационно-маркетинговой под
держки аграрной отрасли за 2 0 1 6 - 2 0 1 8 гиды, предусматривающие повы
шение >ффсм явности функционирования отрасли и обеспечение конку-
р е н ш с н о с о б н о г о производства сельскохозяйственной продукции, сырья 
о пр. I кию 1ытнии. Предложены механизмы расширения мер информаци-
i i i iHo марке!ипговой поддержки производителей продукции А П К Белару-
' и ' y ' i c i o m международных правил и требований. 

К л ю ч е в ы е слова : информационно-маркетинговая поддержка, произво-
1 н. п р о д у к ц и я Л1IK, Несмирная торговая организация. 
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