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Ilens ocBOCHUST AUCHUTIIIMHBI:
OBJIaJICHUE CIIEIYIOMINMHI KOMIIETCHIIUSIMU:

- YKOC-5 CriocoOHOCTh paboTaTh B KOJUIEKTUBE B chepe cBoel mpodeccnoHaIbHOM
JEATeILHOCTH, TOJIEPAaHTHO BOCIIPUHUMAS COIIMANBHBIC, STHHYECKUE, KOH()ECCHOHAIBHBIC U
KYJIbTYpPHBIE Pa3In4Usl

- IIKOC-12  CnocoGHOCTB OIEHHBATh KOHKYPEHTHYIO Cpey U pa3padaThiBaTh MapKETHHTOBYIO
CTpaTEruto MpeaAnpUaTUs

pacHIMPUTh IOHUMAHUE CTYJCHTOB TITyOOKHX B3aUMOCBSI3€l MEXK/Ty Pa3HbIMU YPOBHIMHU 3KOHOMHYECKOH
KHU3HU O6HICCTB8,: MaKpOTCHACHIUAMUA U ITOBECACHUCM B MUKPO-KOHTCKCTC.

MakpoTeHICHIIMH MTPEACTABIIIOT cO001 KOMOMHAIHIO 3P (PEKTOB PEryINPOBaHUS U HETIPeTHAMEPEHHBIX
MOCTIC/ICTBUI yIPaBICHYECKOH MOIUTHKU. B MUKPOKOHTEKCTE (DOPMUPYIOTCS MOBECHUECKUE MTATTEPHBI
«TOJICPIKKHU U YKIIOHEHUS», «BOBJICYCHHOCTH U YX0/1a», CIIOCOOHBIE CYIIIECTBEHHO BIHAThH HA TO, YTO
IMPOHUCXOJUT B SKOHOMHUKE.

P€3YJ'H)TaTBI OCBOCHUA NUCHUIIIIUHBI:
Ha YPOBHE 3HAHUI

- 0COOEHHOCTEH MOTPEOUTETHCKOTO IMOBEACHHSI HACETICHHSI IIEPEXOTHON IKOHOMUKH, TCHICHITUH
HBOJIIOIIMHU U UX BIUSHUS HA SKOHOMUKY; TOHUMaHKE BIUSHUS NIEPEeXo/ia OT Mojieel neduiura K
MOJIEJISIM U300MIIHsI TOBAPOB Ha MOTPEOUTEIHCKOE TIOBE/ICHHE;

Ha YPOBHE YMEHUMU

- OTCIIeXKHMBATh U aHATH3UPOBATH B3AUMOCBSI3b MEXKAY IKOHOMUKOM, COLTUANBHOMN cepoit u
HOTp€6I/IT€J'II>CKI/IM IIOBCACHUECM.

- HCIOJIb30BaTh KOHIEMIINH MOTPEOUTENHCKOTO MOBEICHHUS I aHAIM3a TeHICHINI COBPEMEHHBIX
PBIHKOB Y PBIHKOB B IIPOILLIJIOM;

- aHaJIM3UPOBATh U3MEHEHUS OTJENIbHBIX PHIHKOB, MPOTHO3UPOBATH UX COCTOSIHUE HA OCHOBAHHUH
BBISIBJICHHBIX TeHJIeHIIPIﬁ, HCIIOJIB30BATh HHAUKATOPGI pBIHO‘IHOfI AKTUBHOCTHU IS uenef/'l aHaJIu3a,

- aHaJIM3UPOBATH OTJENBHBIE KEHCHI, UCTIOIH30BATh IUArPAMMBbI U CTATUCTHUYECKUE TAOIUIIBI TS
OIMMCAaHUsA TEMBI, UCIIOJIB30BATE B PEKUME TPUAHTYJIALNUNA JAaHHBIC CTATUCTUKH, HAYYHBIX
WCCIIEIOBAaHUHN U MEIMITHON MH(POPMAIUU TS CO3/IaHUS TIOTTHOLIEHHOTO aHATUTHYECKOTO MPOIYKTa

Ha YpOBHE HaBBIKOB

- WCIOJIb30BAaHUS MOJIYYCHHBIX 3HAHUHU ISl IPUHATHS TPAaBUIBHBIX YIIPABICHYECKUX PEIICHUN Ha
PBIHKAX MEPEXOJHBIX SKOHOMUK,

- aHanu3a MOTPEOUTETHCKOTO MOBEACHUS, KPUTUYECKOTO aHAIH3a Pe3yIbTaTOB UCCIIEOBAHUN PHIHKOB,
CaMOCTOSITEIILHOU JACKOHCTPYKIHMU COCTOSAHUA OTACIIBHBIX PHIHKOB HAa OCHOBE TCH}IGHHI/Iﬁ nux
CTaHOBJICHUS B MPUBSI3KE K MUKPO ¥ MaKpO TEHIEHIUSIM B JKOHOMUKE U 00IIECTBE;

- IyOJMYHOTO 00CYXACHUS N30paHHOM TeMbl, aHAIN3a JIMTEPATYPhI, TOCBSAIIICHHOM MOTPEOUTEITHCKOMY
IIOBCACHUIO, CHOCO6HOCTI/I JJIOTUYHOT'O OIIMCaHUuA prHO‘IHOﬁ CUTyallul B COYCTAHUH MAKPO U
MHUKPO(]aKTOPOB;

IInan xypca:



Tema 1. Moaenu notpediaeHns B COBETCKUH MEPHO — HaYaJI0 KOHChbIOMEpHU3Ma.
Tewma 2. Hauano nepexoHoro nepuoaa — HeCTabMIbHOE TTOBECHUE.

Tema 3. CoBpeMeHHbIE MPAaKTUKH OTpebieHus B Poccum.

Tema 4. CoBpeMeHHBIC TMPAKTUKHU OTpeOieHus B Poccun — mpogomkeHue, Kenchl.

@OpMBI TEKYIIETO KOHTPOJISA U IIPOMEKYTOYHOHN aTTECTALMMU:

=

DopMBI TEKYLIETO KOHTPOJISI — PELLIEHUE KEWCOB.
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