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A0JI51 POCCHUH, CTPAH CHI' U CTPAH BHE CHI' B TOBAPOOBOPOTE
BHEINIHEHW TOPI'OBJIM TOBAPAMM PECITYBJIMKH BEJIAPYCD B 19922020 I'T.

Tabmura — Homnst Poccun, npyrux crpan CHI', ctpan Bae CHI™ Bo BHEITHETOProBOM TOBapoOOOPOTE
ToBapamu PecryOnmku bBenapych ¢ 3apy6exubiMu rocynapersamu B 1992 — 2020 rr.

BHEIHETOProBbIi Jlonst B TOBapoo6opoTe B %
T'ox TaBapooOopoT
benapycu, MiH noi. Poccun Hpyrux crpan CHI' Crpan Bue CHI'

1992 7054 46 25 29
1993 4509 43 15 42
1994 5576 54 10 36
1995 10367 50 15 35
1996 12591 52 14 34
1997 15990 59 11 30
1998 15619 59 10 31
1999 12583 56 7 37
2000 15972 59 7 34
2001 15737 60 5 35
2002 17113 58 4 38
2003 21504 58 5 37
2004 30265 58 5 37
2005 32687 48 8 44
2006 42085 47 8 45
2007 52968 49 8 43
2008 71952 47 9 44
2009 49873 47 8 45
2010 60168 47 10 43
2011 87178 45 10 45
2012 92464 47 11 42
2013 80226 50 10 40
2014 76583 49 10 41
2015 56952 48 9 43
2016 51148 51 10 39
2017 63475 51 10 39
2018 72348 49 11 40
2019 72432 49 11 40
2020 61947 48 11 41

[Tpumeuanue — Mictounnk: coOcTBeHHas pa3paboTka Ha ocHOBe [ 1, ¢.6; 2, ¢. 358; 3, c. 58, 64;

4, ¢.22].

B 1992 r. ma nomo crpam CHI', Brimouas Poccuro, mpuxoawiack HawOOJbIIas 3a BECh
paccMaTpHuBaeMblii IEpHO/I YaCTh BHEITHETOPTOBOT'O TOBapoobopoTa ToBapamu Pecriy6nnku benapych
— 71 %. Haumensmmeit 3ta nons Obuta B 2006, 2009 u 2011 rr. — 55%. Cpenu ctpan CHI' BO
BHEIIHETOProBoM ToBapoobopote benapycu HensmeHnHo nomuHuposaia Poccus. Haumenbineit nons
Poccun B ToBapooOopote benapycu 6bu1a B 1993 1. — 43%, nanbonsueit — 60 %, B 2001 r. B nenom
3Ta 707151 U3MEHsIach BOTHOOOPa3HO, €e CpeiHee 3HaUeHUe 3a paccMaTpuBaeMblit miepuoa — 51%.

Hawubonee Bbicokoii nons Poccun 6bu1a B 1997-2004 rr. — okxom10 60 %. 3aTeM 0Ha HECKOJIBKO
CHM3MJIaCh M cocTaBisiia okojio 50 % toapoobopota benapycu. Ilpu sTom, kak mpasuio, 6oiee
MI0JIOBUHBI TOBapoobopoTa B Topronie Pecny6nuku benapychs ¢ Poccueit nmpuxonunoce Ha Takue
peruonsl kak Mocksa, Cankt-IletepOypr, MockoBckast, JIenunrpanckas, Tromenckas, CMmoneHcKast
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obnmactu. B Toprosne bemapycu ¢ Poccueit popmupoBasiock OTpHIIATEIFHOEC BHENTHETOPTOBOE
casibl0, B OCHOBHOM 32 CUET IMOKYNKH He(TH, ra3a, METAJUIOB U JPYTUX PECYPCOB.

Hons npyrux ctpad CHI', kpome Poccuu, Bo BHemIHeToproBoMm ToBapoobopote bemapycu
B 1992 — 2002 rr. CTpEMUTENBHO CHUXKAIACH: ¢ MAKCUMAIBHBIX 25 % B 1992 1. — 1o 4 % B 2002 T.
3areM 31a nons yBenuumiack: ¢ 4 % B 2002 r. — 1o 10 % B 2010 r., 3aTeM ocTaBanach Ha ypOBHE
9-11% no 2020 r. Ha ctpansl CHI" B cpennem nmpuxoausnock 8—10% B ToBapoobopote PecrryOmuku
benapycsk. Pacuimpenne Toproseix otTHomenuit Pecriyonuku benapycs co ctpanamu CHI™ — BaykHbIi
pe3epB A pocTa BHENIHEH TOProBIM CTpaHbl, TeM Oojee, Yy4uTbiBas mpeoOiagaHue
MOJIOKUTEIBLHOTO BHENTHETOPTOBOTO caipa0 benapycu ¢ apyrumu ctpanamu CHI', kxpome Poccun.

Ha nonto crpan Bue CHI' npuxonunocs ot 29% (1992 r.) — no 45% (2006, 2009, 2011 rr.),
a B cpeaneM 34% BHemHeToprosoro toapootopora B rog. C 2005 mo 2020 r. ToBapooOGopoT
co crpanamu BHe CHI', kak mpaBuio, npesbiman 40% (xkpome 2016-2017 rr.). Ot cTpansl 1no
BEJIMYMHE TOBapo0oOOpoTa mpeoliaaany B MEPBOii AecATKe BHEIIHETOPTOBBIX MapTHEPOB benapycu.
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IMPACT OF THE MEDIA ON CONSUMER ECONOMIC BEHAVIOR

In the era of traditional media, the media had a direct influence on the public's thoughts,
attitudes, and behaviors, and people may imitate the values and behavioral patterns shaped by the
media when receiving media information. With the rise of social media, the impact of media messages
on consumer perceptions has become deeper and more complex.

Social media has changed the way consumers’ access information and make decisions by
providing personalized content and opportunities for interaction. In addition, social media seeks to
evoke fond memories of the past through nostalgic advertisements, influencing consumers' brand
attitudes and purchase intentions. Nostalgic advertisements in social media can positively influence
consumers' purchase intention, in which consumer persuasion only plays an intermediary role
between advertising effect and purchase intention.

Meanwhile, consumers' advertising skepticism and Internet literacy may negatively modulate
nostalgic advertising effects on the application of persuasive knowledge and the mediating role of
purchase intention. In addition to this, the Oedipus Effect also has an impact on consumer decision-
making behavior. The Oedipus Effect is a sociological and philosophical phenomenon that refers to
the effect that a prophecy or belief itself has on the development of an event that is associated with
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