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The essence of fiscal policy is a set of the ways and methods of impact on the economy which are 

directed to smooth forms of cyclicity.  

According to a phase of a business cycle economists can distinguish expansionary and contractionary 

fiscal policy. During the crisis the governmental contracts to private enterprises and the state construction 

greatly expand in order to stimulate the growth of production. Legislative reduction of taxes, expansion of 

system of grants, subsidies, crediting at the low bank rates are carried out. In contractionary fiscal policy 

during the periods of economic growth the government increases taxes, closes the system of dating and 

subsidizing of different branchesof the economy and state orders.  

The entire period of the transformation and growth of the Belarussian economy can be divided into the 

following stages:  

 1991–1995 – the period of a long–term economic crisis;  

 1996–2000 – the stage of the stabilization of the economic situation in the country and the 

deepening of market relations;  

 2001–2005, 2006–2010, 2011–2013 – transition to the innovative way of the sustainable 

economic development.  

During the crisis phases of a cycle (1991 – 1995, 1998 – 2001, 2009) the use of fiscal levers in the 

Republic of Belarus was characterized by vivid anti–cyclicity. The greatest deficiency of the consolidated 

budget was observed. The increase of deficiency of the state budget in 2003 and 2005 was caused by the 

stimulating fiscal investment policy [2, p. 93; 3, p. 338].  

The main types of tax revenues in Republic of Belarus include the value–added tax (VAT) and income 

tax. The dynamics of these indicators is as follows: 

 

Table 1 – Dynamics of tax rate in the Republic of Belarus (from 1999 to 2010) 

 

Date Type of Tax Tax Rate, % 

01.01.1999 

Income tax 

9 

01.01.2009 12 

01.01.2015 13 

till 2010 
Value–added tax 

18 

01.01.2010 20 
Note – Source: [4] 

 

At the same time we`d like to underline the dynamics of tax revenues in the state budget (table 2): 

 

Table 2 – Tax revenues in the state budget of Republic of Belarus (from 2010 to 2014) 

 

Year Tax Revenues(billion rubles) Share in GDP (%) 

2010 44 874,9 27,3 

2011 73 445,9 24,7 

2012 138 012,8 26 

2013 164 922,3 25,9 

2014 189 016,8 24,3 
Note – Source: [4] 

 

The peculiarities of macroeconomic stabilization of the economy in the Republic of Belarus are 

connected, first of all, with the necessity to overcome not only the cyclic crisis but the systemic one. In 

general, during 2011–2014 the government had tested all standard measures to eliminate foreign 
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exchange deficit – from a large–scale devaluation to the tightening monetary policy. However, the 

economic system has remained the same. The economic system of Belarus should be formed according to 

our economic potential and environmental conditions, taking into account the laws of the economic 

development.  

The main objectives of the fiscal policy of the Republic of Belarus for 2016 are as follows:  

1) the modernization of the structure and mechanisms of collection of tax payments, focusing on the 

maximum approach (namely, their structure and time of payment) to the tax systems of the industrialized 

countries; substantial simplification of the tax administration and control procedures, as well as 

strengthening the country's position in the world ratings;  

2) the optimization of the budgetary expenditure and more efficient use of the state budget as well as 

the decrease of the state debt [1, p. 24].  

Thus, the state has a set of economic instruments that can both contain "overheating" of the economy 

and give impulses to overcome the phase of depression. A flexible tax system is used in order to teach 

these objectives during the period of increase or decrease of tax rates the government stimulates (or 

restrains) the business activity. 
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Importance of advertising communication in the modern world is constantly increasing. Advertising 

slogans are used in advertising campaigns to persuade you to buy certain products and services [1]. 

‘An advertising slogan is a concise phrase that defines an advertising campaign. The most effective 

and catchy slogans are imprinted in the collective mindset of the masses so that they automatically 

associate the phrases with the products for the longest time. Some advertising slogans have seeped so 

deeply into the public consciousness that they become much more than just some catchphrases to sell 

some products’ [2]. 

The aim of our work is to analyze advertising slogans and identify their specific features. 

The language of advertising slogans is very influential. Scientists define the following specific features 

of advertising slogans [3], [4]: 

– advertising words must be memorable. To be memorable, the words, phrases, and slogans must be 

repeated; 

– imperative constructions are often used: ‘Don’t Leave Home Without it’ – used by American Express 

in the 1980s; 

–different expressive means are often used (puns, alliteration, contrasts, etc.). Sometimes invented 

words or foreign words are included into slogans: ‘Be Cointreauversial’ – a campaign for the liqueur 

Cointreau; 

–sometimes grammar mistakes are made deliberately: Winston tastes good, like a cigarette should 

(there should be ‘as’ instead of ‘like’); 

– slogans that use rhymes and rhythms, or both, can be very successful. They are particularly effective 

when they can be sung, as in jingles: We bring good things to life; 

–slogans are usually short; 
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