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3aBHCHMOCTH BaJTIOTHOTO Kypca OT XapaKkTepa pa3BUTHsI SKOHOMUKHU TOW WK
WHOW CTpaHbl U OCOOCHHOCTEW e¢ BHEIIHEOKOHOMHUYECKUX CBS3CH HE SIBIISETCS
OHOCTOpOHHEH. J[MHaMuKa Kypca HallMOHAJIbHON BaJIOTHI OKa3bIBaeT KOJIOC-
caJlbHOe 0OpaTHOE BIMSHHE HA M3MEHEHHE 00BEeMOB JKCIIOPTA M UMIIOPTA, MH-
¢bnsuuio, IeHy Kpeaura, 4To, B KOHIIE KOHIIOB, OTPaskaeTCsl Ha MIaTeKHOM OanaH-
Ce CTpaHbl, €€ SKOHOMHUECKON U COLMAIbHON 00CTaHOBKE.

le/l TIOBBILICHUU KypcCa HaI_[I/IOHaJTBHOﬁ BaJIIOTbl BHYTPECHHHUEC LCHBI CTAHO-
BATCS MEHEE KOHKYPEHTOCTOCOOHBIMH, 3PPEKTUBHOCTh 3KCIOPTa MAJACT, 4TO
MOXET MPUBECTH K COKPAIICHUIO SKCIIOPTHBIX OTpaciieil W MPOU3BOJICTBA B lie-
nom. immopt, Hao60poT, pacmupsercs. CHIKEHHE Kypca HallMOHAIBHOM Baio-
Thl CTUMYJIUPYET SKCIOPT TOBAPOB, HO OAHOBPEMCHHO YAOPOXKACT UMIIOPT, YTO
CTUMYIHUPYET POCT LIEH B CTPaHE, COKpALCHHE BBO3a TOBAPOB M MOTPEOICHUS
WIM Pa3BUTHE HAIIMOHAJIBHOTO MPOU3BOJCTBA TOBAPOB B3aMEH UMIIOPTHBIX [1,
c. 10-11].

B nanHO# paboTe B KauecTBe «IPOTUBOBECA» MHACKCY Kypca HAllMOHAIBHOM
BAJIIOTHI OyZIET BBICTYIATh CalbJ0 TOPTOBOro OajaHca, KOTOPOE YHCIEHHO PaBHO
Pa3HOCTH KCIOPTA ¥ UMIIOPTA, a TOUHEE NPUPOCT AOJIH CAIBA0 B 00bEME BHEII-
HEil TOProBJIM MO OTHOIICHHIO K JIOJIE CajlbJI0 B 00beMe BHEIIHEH TOPTroBiH B Oa-
30BOM riepuojie. JlaHHBII MPUPOCT MOXKET OBITh paccuuTaH 1o Ghopmysie:
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e E , I —skcnopt u uMInopt B paccMaTpuBaeMblid nepuo, MiaH o CIIA;
E,, I, — oxcmopt u umnopt B 6a3osbiii iepuon (2010 r.), M nomn. CIIA;
Y, — IpUpOCT 10K Canbl0 B 00bEME BHENIHEH TOPTOBJIM MO OTHOMIEHHIO
K JI0JIe calib10 B 00beMe BHEUIHEH TOProBIH B 0a30BOM mepuoe, %.
WnnycTpuanbHblil TUII SKOHOMUKM benmapycu XapakTepusyeTcs JOMHHUPO-
BaHMEM IPOMBIIIUIEHHOTO CeKTopa (1o AaHHbIM Bcemupnoro 6anka 3a 2019 r):
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YAENBHBIN Bec J00aBICHHON CTOMMOCTH NpoMblnieHHocTH B BBIT — 21,3%);
o0beM mpon3BozcTBa mpesbimaer 55 mupa gomt. CILA, mpu stom oxono 60%
MPOAYKIMU dKCHOPTHPYETCs. YUUThIBask TaHHBIA (akT, cripaBeyIUBO OyneT pac-
CMaTpHBaTh 3aBUCHMOCTH TUHAMHMKU Kypca HAIMOHAJIBHOW BAJIIOTHI H TOPTOBBIH
OaslaHC MPOMBIIIUICHHOH npoxykimu (puc. 1).
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@=1p1POCT MHZEKCA Kypca HaLMOHabHOM BantoTel (onnapos CLUA 3a 1 6enopycckuii py6b)

Pucynok 1. — [IpupocTsl HHIEKCOB Kypca HAIMOHATBEHOW BaJIFOTHI
U JIONIH CaJIbJI0 B 00beME BHEIIHEH TOProBiIx
MPOMBINIUTEHHOH npoxykimu K 2010 .

Ipumeuanue: cobcTBenHas pazpaborka Ha ocHoBe [2; 3].

Mexny rpadukaMu NpakTUUECKHU YETKO BUJHA 00paTHasl 3aBUCUMOCTH (0CO-
6enno B nepuon 2011-2012 rr.), vo B nepuoxn 2012-2013 rr. 3aBucuMocCTb 00-
PBIBaeTCA B CBSI3U C COKpAIllEHHEM 00BEMOB NPOU3BOJCTBA IIPOMBIIIICHHOM
TPOIYKIMHU U3-3a CHIJKEHHs CTIPOCa Ha Hee, YTO He CBA3aHO HANpPAMYIO ¢ o0eclie-
HUBaHMEM HAllMOHAJIBHOM BAJIIOTHL

B nepuoxn 2018-2019 rr. mpocnexxuBaeTcs NOBBILICHUE UMIIOPTA IPH HEU3-
MEHHOM JKCIIOPTE IIPU HE3HAYUTEIHHOM OOECIIEHHMBAaHUU HAIMOHAJIBHOI Bao-
ThI, U3-3a YETO HEJIb3s IOCTPOUTH KaKyIO-JIM0O 3aBUCUMOCTh B 3TOT MOMEHT [3].

Takum o0pazoMm, MeXIy AMHAMHUKAMH CajbJ0 TOProBoro 6anganca (Ha MpH-
Mepe NPOMBIIIIEHHBIX TOBAPOB) U MHAEKCA Kypca HallMOHATIbHOM BaJIIOTHI eH-
CTBUTEIBHO MOKHO TOCTPOMTH OOpaTHYI0 3aBUCUMOCTh. OJHaKo Ha cajblo
TaKXe MOT'YT BIMATH U Apyrue GakTopsl, HAIpUMeEp, CIPOC Ha MPOLYKLUIO U3-
3a FPaHULBL.
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Today, advertising is an important part of our lives. Advertising surrounds
us wherever we are and whatever we do. There are many ways to distribute
advertising, namely: using leaflets, stands, TV and radio videos, posters, and so
on, but it is worth highlighting one of the newest ways — to distribute advertising
on the Internet.

Technologies are developing, and ways to distribute advertising are also
developing. Advertising has reached a new level. Most entrepreneurs are interested
in creating their own websites to distribute their products on the Internet. This can
be a business card site or a store site, and so on.

It is worth noting that there are many types of online advertising and they are
constantly working to promote the business. In contrast to the standard methods of
distribution, Internet advertising provides an opportunity to observe the consumer,
his reaction and behavior, and to respond to changes in the audience’s demand in
a timely and correct manner.

Let’s consider the distinctive features of the main types of Internet advertising.

So, targeted advertising is a great way to spread information in social networks
and messengers. Such advertising is mainly aimed at informing about some events,
mass services or products.

Banner Internet advertising involves the use of graphic media, both static and
animated. This type of advertising is one of the most effective types of online
promotion. The tasks of banner Internet advertising are to increase the level of
sales, promote new services and products, and conduct advertising campaigns.
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