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eab ocBOEeHUS TUCUUIJIMHBI:

Lenpto u3yuyeHUs AUCHUIUIMHBI «CTpaTerud BBIXOJA HA MEXAYHApOIHBbIC PBIHKU» SBISETCS
OBJIAJICHUE METOJaMH SKOHOMHYECKOTO U CTPATETHYECKOTO aHAIN3a MMOBEACHHS SKOHOMHUYECKHX areHTOB
u peiHKOB B TioOanpHOUM cpene (IIK-5), B Tom umcie pa3BuTHE CIIOCOOHOCTH pa3pabaThiBaTh H
pean30BBIBaTh 3P PEKTUBHBIC MPOTPAMMEI TII00ATHPHOI0 MAPKETUHTA C YIETOM KOHBIOHKTYPHI PhIHKA.

Pe3ynbTarhl OCBOCHMS TUCHMILIAHBIL:

Ha YPOBHE 3HAHUH

- OCHOBHBIC CTPATETUHU BBIXOJa HA MEXTyHAPOHBIC PHIHKH$

- KpuTepuu d3PPEKTUBHOCTH U MPUMEHUMOCTH KKJOW U3 HUX B 3aBUCHUMOCTH OT IIeJIeH 1 3a1a4
OpraHH3aIiy, a TAKKEe KOHKPETHOM CUTYyalluy pa3BUTHUs OU3HECA,

- 0COOEHHOCTH NPUMEHEHUS BBIOPAHHOM CTpaTErnu BbIX0/1a HA HOBBIN MEK/yHAapOIHBIN PHIHOK C
y4eTOM MHJIMBUIYaITBHBIX 0COOCHHOCTEN JAaHHOTO PHIHKA;

Ha YPOBHE YMEHUMU

- apryMeHTalus BbIOOpa CTpATEruy YIpaBJIeHNUs HHCTPYMEHTAMH MEXTyHapOIHON
MapKETUHTOBOM NPOTrpaMMBbl;

- IPUMEHEHHUE YNIPaBICHUECKOT0 HHCTPYMEHTApHsl, TEXHOJIOTHH MOIIAroBol pa3paboTKu
CTpaTEruy BbIXOJa Ha HOBBIA MEXIyHapOAHBIN PHIHOK;

- ol1eHKa 3(pPEeKTUBHOCTH CTPATETMH BBHIXOJA HA PHIHOK;

Ha YPOBHE HaBbIKOB

- IPAaKTUYECKUMH HAaBBIKAMU BBIX0J1a HA HOBBIE MEXYHAapOIHBIE PHIHKH B PaMKax
MMUTAIMOHHON yueOHOM MOoIemH.

ILnan kypca:

Tema 1. Benenue. Ponb 0cBOeHHS HOBBIX PHIHKOB B YBETMUYEHUH KOHKYPEHTOCIIOCOOHOCTH
npeanpusaTis. KirroueBbie TOUKH pocTa KOPIOPaTUBHOTO OU3HECA.
Tema 2. OcHOBHBIE BBl OM3HEC-PKCTIAaHCU. MeTO010T s OLIeHKH 3(PEKTUBHOCTH BEIOPAHHOTO BUJA
OKCTIAHCHH.
Tema 3. M3yuenue nokaszaresnel BaIoBOW NpUOBUIM U €€ M3MEHEHUs B 3aBUCMOCTH OT 1iesieii On3Heca.
W3ydenune METOI0JI0THH aHaJIN3a HOBOTO PHIHKA, 3aIJTAHMPOBAHHOTO B KAYECTBE OOBEKTA BHIXO/1A
PazpaboTka METO070rMK OCTPOSHHSI OM3HEC ONEepalliii HA HOBOM PBIHKE.
Tema 4. VM3yueHne noniaroBoii METOIOJIOTHH ITOCTPOSHUS IIETTOYKH CTOMMOCTH. M3yueHre OCHOBHBIX
BUJIOB CTpATETHI BHIX0/1a HA HOBBIE MEXTyHAPOIHBIEC PHIHKH.
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