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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

- OTCJIeXKUBATh U aHAJIU3UPOBATH B3aHMOCBS3b MEX/1y SKOHOMUKOM, collmanbHoM chepoil u
MOTPEOUTENHCKUM MTOBEICHUEM.

- HCIOJIb30BaTh KOHUEMIIMU NOTPEOUTEIHCKOTO IOBEACHHUS AJIs aHaIM3a TeHAEHIIUI COBPEMEHHBIX
PBIHKOB U PBIHKOB B IIPOLLIOM;

- AHAJIU3UPOBATH U3MEHEHHUs OTHEJIbHBIX PHIHKOB, IPOTHO3UPOBATH UX COCTOSIHUE HA OCHOBAHUH
BBISIBJICHHBIX T€HJICHIIM, HCII0Ib30BAaTh HHINKATOPBl PPIHOYHON aKTUBHOCTH JUJIS LIEJIEN aHAIIN3a;

- aHATU3UPOBATH OTJIENbHBIE KEHCHI, HCIIOIB30BATh JUArPaMMBbl U CTATUCTUYECKHE TaOIHMIIbI JUIs
OMMCaHUs TEMBI, HCIIOIb30BATh B PEKUME TPHAHTYJISILIUN JAHHBIE CTATUCTUKH, HAYYHBIX
UCCIIeIOBAaHHUM U MeTUIHON MH(OpMAIIH Il CO3/JaHHsI TOJTHOLIEHHOTO aHATUTUYECKOT0 IPOIyKTa

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 CUTyaluy COYE€TAaHUU MAKPO U
. AOOKYMEHT NOANMUCAH
MUKpPO(aKTOPOB; SNEKTPOHHOM MOAMUCHIO
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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.
3ayeT NpoOBOIUTCA B yCTHOU (opme.

OcHoBHasl JuTepaTypa

. Hensros, B. B. Mukposkonomuka B 2 1. T. 1. Teopust norpedurensckoro noseaeHus. Teopus

¢bupmbl. Teopust ppIHKOB : YUeOHHK /11 OakaaBpuara u Maructparypsl / B. B. Jleapros. — 4-¢
n3n. — M. : UznatensctBo FOpaiit, 2017. — 410 c¢. — (Cepus : bakanaBp u Maructp.
Axanemuueckuit kypc). — ISBN 978-5-534-04211-5. — Pexum noctyna : www.biblio-
online.ru/book/6ABD744A-0AB7-4163-A983-248E01A14429.
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