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Basic Principles of Non-waste Production of Modern Agro-industrial Complex  

The purpose of the study is to determine and characterize the basic principles of non-waste production 
in the agro-industrial complex, the use of which minimizes the costs of raw materials and energy resources, 
limits the negative impact of production on the environment, rationalizes the production and economic activities 
of the agro-industrial complex. 

For the rational combination of the efficiency of agricultural activity, environmental safety and social 
orientation in the agro-industrial complex, the resolution of the issue of development of non-waste technologies 
has a great importance. Non-waste production involves the development of such technological processes that 
provide integrated processing of raw materials, which allows to use natural resources in an efficient way, to 
process waste products into goods for sale and to minimize environmental pollution. It is proved that the 
restructuring of existing production in the agro-industrial complex and ensuring the efficiency of technological 
processes is possible with the use of economically and environmentally balanced systems that exclude pollution 
of the environment. 

The task of non-waste productions introduction is to create closed cycles of production with the further 
recycling of raw materials, where each final link of one production serves as the starting point of the next. As a 
result of such approach, the environment does not receive waste and minimizes the negative consequences for 
the natural environment. 
non-waste production, agriculture, agro-industrial complex, principles of non-waste production 
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Methodical approaches to business process planning in e-commerce 

Research of methodological approaches to the planning of business processes in e-commerce was 
performed in the article. Literature analysis has shown that there is still a number of methodological and 
theoretical questions which are still unresolved, the issues are connected with development of modern models, 
principles and methods of planning in the system of e-commerce. 

In the research some definitions of category “electronic commerce” are presented. In general, it is 
economical process of goods and services exchange on the basis of existing partnership with the help of 
electronic methods of communication. According to the author’s opinion, electronic commerce envisages 
making an agreement with the help of electronic exchange of information and other electronic ways of 
transferring data. To electronic agreements can be related agreements which are made and performed using 
electronic devices of connection and modern information communicational systems and nets. 

In a generalized form, it was proposed for enterprises which are planning to introduce innovative 
technologies of electronic commerce, to use the following strategies  of business process development: micro 
targeting of on-line audience, personalization, creation of content for attraction, creation of site for target 
segment, integration through the channels, investment to the mobile commerce, attention to logistics, using of 
trade with the possibility of subscriptions, beating of competitors, proposition of work convenience through 
other channels, selection of property, selling only via Internet shop. Proposed strategies of electronic commerce 
can be used by multiple enterprises to plan business processes. 
e-Commerce, innovation, planning, business process, strategy 
 

 (Received) 09.12.2017        (Reviewed) 11.12.2017 
    (Approved) 15.12.2017 
 
 

 658.114.5.014.1 
 

. . , ., . .  
   , . ,  

 
-     

      
 

          , 
         . 

           
  ’ ,       

 .        
           -

  ’  .   
 ,  ,  ,  

 ,      
___________ 
© . . , 2017 


