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The linguo-cognitive potential of publicistic discourse

Abstract. The article examines aspects of the phenomenon of publicistic discourse. The authors
highlight the communicative and cognitive components in the speech-thinking process considering
the world experience of scientists, as well as experience based on a practical analysis of the Kazakh
mass media. It is noted that discursive activity ensures realization of a whole range of cognitive-
axiological possibilities and abilities of the addressee. The article considers dynamic processes that
occur in language and style of modern journalism.

The conceptual basis of the study is the understanding of discourse as a phenomenon that is formed
under the influence of linguistic, cognitive, ideological, socio-cultural factors in various areas of
human life: politics, sociology, psychology, linguistics, journalism, etc. The choice of the theme is
due to the importance of the problem in a dynamically developing world.The authors substantiate
the relevance of the problem, using examples proving that information and knowledge continue to
be the main value in modern society, where not only a high degree of cognitive and communicative
saturation of the material is important, but also the problem of its understanding by the addressee.
The work shows the mechanism of interaction between the cognitive and axiological components
and methods of communication in the speech-thinking process on the example of Kazakhstani
publicistic discourse. Cognitive-influencing information becomes significant and promising,
especially in the context of multilingualism, multiculturalism, polymentality of the population of
the Republic of Kazakhstan.

The article analyzes the ideologemes of the Kazakhstani «quality press», reveals the linguistic
means used to accentuate the dominants.The presented material allowed the authors to show
the features of the process of functioning of the media language as a means of reflecting thought
processes and to determine communicative perspectives.
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language and thinking. The attention of the
mass media is shifting to those areas that are

Information and knowledge are becoming more focused on the processes of creative search,

an essential value in the modern world. In cognition, comprehension of realities, the role of
recent decades, there has been renewed interest assessment, evaluativeness, and the achievement
in understanding the relationship between of mutual understanding between people. In this
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regard, it is necessary to analyze the problems of
publicisticdiscourse, linguisticand extralinguistic
factors. The influence of these aspects affects the
development and transformation of the modern
system of genres.

Discursive activity ensures realization of a
whole range of cognitive-axiological possibilities
and abilities of a creator of a publicistic work of
the information age.

The research methodology

The study methodology is based on a
systematic approach in comprehending the most
important aspects of modern discourse theory,
which has been implemented in accordance
with general scientific principles of objectivity
and reliability. There were used methods of
comparative-contrastive, conceptual, functional-
stylistic, and structural-semantic analysis of
materials published in the domestic media
relating to the topic at different study phases.
This approach to the study has facilitated
the consideration of interdependent spheres
of activity: communicative, and
functional, value and semantic, emotional, and
evaluative. This approach let us to identify that
situational change in contemporary publicist
discourse is dynamic, as it is related to the
functional interaction of actors carrying out
active influencing activities.

A long-term study of the problems of media
journalism has led to the conclusion that theory
of discourse is presented in different research
traditions, ontological concepts, disciplines,
directions, and methods of analysis. We have
considered many points of view about the
essence and specifics of discourse. Researchers
interpret the concept in different ways: as a
cognitive process associated with the formation
of speech behavior; as a sequence of interrelated
statements, united by the commonality of the
target task; as a means of conversation and
thinking; as a form of verbal communication,
which involves a connection between the speaker
and the addressee in specific communicative,
social and pragmatic situations, etc.

cognitive,

Discussion

We have found different interpretations of
this definition in the writings of scientists from
all over the world. For the first time, this term
was used in 1952 by the American linguist Zellig
Harris in his scientific work on the language of
advertising, entitled «Discourse Analysis». He
described this term very simply as a «movement
of information», «sequence of statements, a
piece of text larger than a sentence» [1, P. 2].
The Oxford Advanced Learner’s Dictionary of
Modern English defines: “A piece of written or
spoken language; using language spoken or
written to create meaning» [2].

The representative of the modern French
philosophy of language, specializing in the
analysis of discourse systems and their connection
with linguistic and ideological contexts, Patrick
Serio, interpreting the concept, confirms that the
term “discourse” has many meanings:

1) The equivalent of the concept «speech», i.e.
any specific statement;

2) A unit larger than the phrase;

3) The impact of the statement on the recipient,
taking into account the situation of the statement;

4) Conversation as the main type of utterance;

5) Speech from a speaker’s position as opposed
to a narrative that does not take such a position
into account;

6) The use of language units, their speech
actualization;

7) A socially or ideologically limited type of
utterance, for example, feminist discourse;

8) A theoretical construct designed to study
the conditions of text production [3, P. 549-550].

The structure of discourse, according to one
of the pioneers of discourse analysis, the Dutch
linguist, professor at the University of Amsterdam
T.A. van Dijk, - consists of two components:

- Linguistic, representing systemic linguistic
units such as word form and sentence;

- Extralinguistic, including a number of factors:
situational, pragmatic,
psychological, cognitive-axiological and others
[4, P.32].

It necessary to note that significant changes
are observed in the modern publicistic discourse

social, sociocultural,
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of the post-Soviet space, both in content and in
formal-linguistic terms. I.A. Sternin rightly notes
that modern Russian publicistic discourse, in
comparison with the publicistic discourse of the
pre-perestroika period, is practically a new type
of discourse [5, P. 140].

Some Kazakhstani researchers adhere to
a similar opinion. A.R. Sulkarnaeva and I.N.
Kuznetsova note that the one-sided nature of
media communication is changing to multilateral,
and the established forms are being replaced by
new ones [6, P. 98].

In our opinion, N.D. Arutyunova offers a
precise and most appropriate formulation in
this regard: «Discourse is speech immersed in
life; a speech phenomenon combined with a
communicative situation»; it is «a coherent text
combined with extra-linguistic, pragmatic, socio-
cultural, psychological and other factors» [7, p.
136]. It should be noted that it is the dynamic
characteristic of discourse that is emphasized
here, as opposed to the text, which is a static
structure.

Thus,
instrument of cognition in the world scientific
sphere. Its capabilities go far beyond the linguistic
framework, as a factor of communicative
interaction that combines such the most
important aspects as sociocultural and cognitive.
In the traditional interpretation, this is one of
the most effective forms of communication, the
consistent development of thoughts, judgments,
supported by evidence.

Being an object of study of many scientific
trends, this scientific category, as a pivotal unit
of a speech-thinking, effective, communicative
process, attracts the attention of specialists due
to its ambiguity and multicomponent nature and
gives food for thought and systematization of the
knowledge gained to continue research in the
context of Kazakhstani journalism.

We publicistic ~ discourse as
a phenomenon conditioned by specific
circumstances, associated with events of the
surrounding world and existing in time space.
It is designed to take into account diverse
strategies, the extralinguistic situation,
the characteristics of the participants in the

discourse is wunderstood as an

consider

and

communicative process, including the linguistic
personality.

The study of publicistic discourse in the media
system is based on the perception of the language
of the media from the standpoint of cognitive
processes and is influenced by various processes
that take place both in the world and in the
republic. The main ones include the following;:

- Assignificant flow of information that freely
crosses borders;

- Integration of different cultures;

- Competition in the media environment;

- Commercial component at the local and
national levels;

- Development of innovative technologies in
various spheres of society.

The emergence of new knowledge, the prompt
receipt of any information on issues of interest,
thanks to technical advances in the development
of mobile communications, the Internet, etc., is
also essential. Structural components such as
compositional unity, integrity, completeness, the
presence of an extralinguistic aspect in the context
of a specific communication professional, social,
culturally oriented environment allow using the
following formulation: publicistic discourse is
a process of comprehending the surrounding
reality with subsequent professional, social,
cultural oriented speech interaction, which is
correlated with the participants, place and time
of communication.

Thus, publicistic discourse is a complex
communicative phenomenon, the possibilities of
which go far beyond the linguistic framework.
It includes, in addition to the text itself, also
extralinguistic factors, to which the authors
attribute their knowledge and ideas about
the world, psychological and other aspects,
judgments, views, principles that are useful
for understanding. As a result of mental and
linguistic processing of empirical experience,
discourse is an indicator of what the author
thinks cognizes and communicates about it.

Researchers of modern mass media note an
increase in interest in journalistic discourse - a
relatively young, but intensively developing
direction, which forms a kind of triad in the
interaction of the mass media and the addressee:
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the addressee of the information; destination; the
text by which this information is transmitted.

These factors indicate significant aspects in
accordance with the cognitive attitudes of the
addressee:

- the ideological orientation of a particular
text;

- those ideas and attitudes that are embedded
in it;

- characteristics of the target audience to
which this text is directed;

- linguistic and extralinguistic possibilities of
informing.

Domestic journalism acts as a reflection of
life, an indicator of the spiritual culture and
worldview of the nation; it is an important part
of spiritual production, in the structure of which
publicistic discourse can be considered as an
effective conductor of traditional and new socio-
cultural values of society.

Society makes demands on the employees
of the mass media that stimulate the search for
innovative forms, original models of working with
the audience in radio and television broadcasting
in print media, on the Internet. The emergence
of social networks has transformed the nature
of media communication into a multi-faceted
one. The study of the problem showed that the
issues of interaction of the communicative and
cognitive-axiological potential of the domestic
publicistic discourse from the standpoint of the
cognitive processes that underlie the mental
activity of an individual of a new formation have
not been sufficiently studied by Kazakhstani
scientists.

As anintegral part of the mass informative and
communicative space, publicistic discourse acts
as a source of new information and a conductor
of ideas, as a special form of interactive activity,
which is due to its importance in the life of society.
It performs the function of a cognitive reflection
of reality in the context of ongoing events, that is,
it acts as a source of various types of knowledge
accumulated by humanity. At the same time, the
volume of knowledge is demonstrated by the
addressee using numerous innovative methods
in the context of real events in order to convey
their understanding and vision of the picture of

the world in a given space, in a given situation
and at a given time. This, as arule, is an actual text
related to the events of the surrounding world
and existing in a certain time space. It is a complex
phenomenon that takes into account both the
extralinguistic situation, and the characteristics
of the participants in communication, and the
various strategies underlying production and
combining “what to say” and “how to say”.

The effectiveness of media activities can be
significantly improved if effective conditions
for communication are created. Representing a
social, cultural and cognitive phenomenon that
is extremely important for society, the media are
called upon to promptly transmit documentary
rich information that is different in terms of
purpose, topic, and content level.

It is important to state that publicistic
discourse is always associated with an intention
expressed in a word or in a phrase, and it also
depends on the author’s intention, the direction
of his consciousness and thinking, his views
on any object or real event, understanding and
evaluation of the fact. In addition, the interests
and aspirations of the addressee are essential
factors. The objective content of reality can be
transformed in a publicistic work twice: first in
the word, then in the sensations of the audience.
As a result of the creative activity of the author, a
work is born that has the «imprint» of the author’s
personality.

In our opinion, special attention should
be paid to the fact that publicistic discourse
acquires social and aesthetic value precisely in a
communicative situation. It should be borne in
mind that the works published in the newspaper,
sounded on the radio, shown on television, are
the result of a person’s spiritual activity. This
result is expressed in the comprehension of what
a person saw, felt, thought out, generated in his
head in the form of thoughts, motives, sensations,
emotions, in the form of ideal aspirations. Most
often, as experience shows, authors of creative
works are encouraged to act by feelings, an
indifferent attitude to the realities of life, and a
search for meaning. Everyone who takes up a
pen or touches a microphone does this out of
an intuitive desire to influence the real world:
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to change something or, conversely, to make it
even stronger. The efforts of the journalist are
of an intellectual, ideal nature, and the result of
these efforts is the desire to make changes in the
material and spiritual world.

Observations that  the
personality of a publicist can manifest itself in
the following;:

- in a special manner of writing,

- in the methods of presenting information,

- inthematicorientations,

- in the peculiarities of the author’s worldview.

The position of the author is also manifested
in different ways in the discourse. We perceive
this as a socially evaluative attitude towards
facts, phenomena, and events.

The publicistic discourse of modern media in
Kazakhstan is diverse in typological terms and
in content. The republican press is characterized
by colorful, non-standard ways of presenting
material, pictorial, and expressive means of
language. The newspaper “Kazakhstanskaya
Pravda” is the most restrained in style when
covering topical problems of society. The
moderate use of colloquial means characterizes
the newspaper style,
relaxedness, «intimization» in
communication with the reader are characteristic
of the newspaper «Express-K».

show creative

«Liter». A peculiar

some and

Publicistic texts contain information about the
realities of the life of the country’s population,
reflecting in full its linguistic worldview and
worldview. Designed for a specific region, the
media not only perform an informative function
but also emphasize and highlight the features of
the socio-cultural environment: history, national
and cultural traditions, etc. At the same time, the
goal of the author is not just the transmission of
the message, but its lively, interesting perception
by the audience. Analysis of other works in the
domestic media shows that they, as valuable
historical, ideological sources, not only contribute
to the education of young people but also strive to
influence the adult population to form a literate,
multicultural personality with a developed civic
consciousness.

In our opinion, the communicative potential
presupposes a whole range of characteristics

aimed at the implementation of the influencing
intention. Fulfilling the function of influence,
publicistic discourse, thanks to a variety of
linguistic means, has an intense effect on the
addressee, because of which each radio and
television channel, any socio-political publication
acquires a peculiar style, ideology, and thematic
orientation. The communicative influence of the
author is aimed at different levels of thinking
and perception of the addressee: knowledge
(cognitive), relationships (affective), intentions
(connotative).

The ways of influencing consciousness
using verbal or non-verbal means also differ by
building rational argumentation (persuasion),
influencing the subconsciousness (suggestion),
through the emotional sphere (sensory reaction).
Let us emphasize that background knowledge
plays an important role in creating the basis for
linguistic communication. Consequently, the
cognitive approach to communication allows you
to analyze the entire set of factors that are related
to the communication process and affect it.

Journalistic works published in the newspaper,
sounded on the radio, shown on television, are
the result of the author’s spiritual activity, which
is manifested in the comprehension of what he
saw, felt, and thought out by him. Emotions
certainly play an important role. For example,
television and cinema have a peculiar ability to
focus, scatter and switch the viewer’s attention,
since they operate simultaneously with text,
music, and visually perceived moving images.

As noted, the worldview of certain social
strata of the population may depend on the
characteristics of publicistic discourse. The
well-known statement that the “one who owns
information also owns the world” today receives
some interpretation, since the result of cognitive
processes may depend on the quantity and
quality of specific information. The priority
duty of a journalist is precise to provide high-
quality information, to provide a wide audience
with relevant, socially significant information
that citizens need for orientation in society and
practice. The features of the national discourse
can be traced to the example of domestic editions,
called «qualitative press».
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The oldest republican newspaper
“Kazakhstanskaya Pravda”, being the flagship
of the information market, is a kind of visiting
card of the country. It is the main source of
official and business information. Having the
official status of a national newspaper of the
Republic of Kazakhstan, it is the first to publish
state documents of the Republic of Kazakhstan,
provides a wide range of readers with balanced
information about events in our country and
abroad, introduces news of domestic and foreign
policy, economy, public life, education, science,
medicine, culture, sports. The task of Kazakhstani
«qualitative» media is not only to promptly report
new, objective, and reliable information obtained
from reliable sources about the life and working
life of the country, about innovation processes
and reforms in various spheres of the economy
but also to highlight the social significance of
the event. The impact consists, first, in making
changes in the cognitive state of the addressee.

Results

As practice shows, the «qualitative press»
is in demand by politicians, civil servants,
entrepreneurs, managers and. Mostly, it is in
demand by representatives of the category
of the country’s population which is now
commonly referred to as businessmen. As a rule,
«insolent» materials and sometimes ostentatious
arguments of journalists or articles, pretending
to sensationalism, are not usually dominating for
the addressees of this type of media. Such factors
may be of interest to the audience in certain
situations.

As the study has shown, strong arguments,
opinions of competent experts, sociologists,
and financiers are still more important for the
addressee of the described type of media. In
addition, textual comments and explanations are
preferable. Since a competent verbal presentation
of the material, in contrast to photographic
illustrations and drawings, according to the
addressee, has more detailed information, less
time spent to understand the essence, which is
an important factor. In addition, a high-quality
article allows the addressee to analyze the

situation and to determine his position, which
means it can become more useful.

As a rule, the business press is referred to
as «qualitative» publications, the authors of
which do not allow themselves to mislead the
addressee by publishing unverified and useless
information.  Obviously, the international
community also gives priority not so much to the
external attractiveness of the media as to their
reliability and analyticity. These publications, also
called the press of opinions for the intellectual
part of society, are characterized by balanced
assessments, a restrained tone of publications
and, most importantly, the reliability of facts and
opinions.

In the materials of domestic official periodicals
that we have analyzed, there is a predominance
of the monologic method of presentation,
which provides much more opportunities for a
source of speech that seeks to influence society,
on its addressee. As practice shows, a publicist
does not always express his opinion, but more
often expresses the positions, points of view of
politicians, those social groups and individual
members of society whose interests his publication
represents, or which he defends in connection
with the most important social problems. Of
course, an alternative is possible: when the author
adheres to a neutral position; when it acts as an
interested and caring participant in the described
event, defending values that are important for
society and for himself.

Publicistic works are characterized by the
traditional use of ideologemes - words and
phrases that denote ideologically important
concepts: the feeling of love for the homeland,
the unity of the individual with his ethnic
group, culture, religion, patriotism, the desire,
if necessary, to become a reliable defender of
his country. As a rule, the choice of words for
the name characterizes the values to which the
authors appeal. For example, the use of evaluative
words: a significant contribution, a balanced policy,
a constructive decision, economic recovery, a solid
foundation.

In the texts of the republican newspaper
«Kazakhstanskaya Pravda» analyzed by us for
2020, the ideologemes unity, people, president,
politics, stability, tolerance, and their derivatives
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make up a quarter of the authors” vocabulary.
Influencing public consciousness, ideologemes
in a publicistic work contribute to the formation
of a certain image of national policy in the state,
fostering civic and moral qualities, positively
influencing the audience.

Thus, «qualitative» mass media, as a rule,
traditionally present valuable historical sources
that objectively reflect information about the
socio-political, economic, spiritual life of society
and contribute to the patriotic education of
citizens. It is useful to use such publications
for the formation of a competent, multicultural
personality with a developed civic consciousness.
These media are of great social importance
and are objectively called upon to perform
essential developmental, scientific, educational,
educational functions.

The publicistic discourse of «qualitative»
media should not be considered monotonous,
constant, especially in the period when modern
technologies are being mastered, such as, for
example, a new type of information source —
electronic. Often they contain features of polemics:
colloquiality, emotionality, rhetorical questions,
direct appeals to readers, episodes from their
own lives. This, firstly, brings the author closer
to the audience, and secondly, stimulates the
development of a dialogue between the audience
and the author who tells about a distant and close
history, invites readers to a discussion about the
future of the country, stimulating the emergence
of new thoughts and feelings.

Thus, the specificity of the cognitive function
of the media as one of the most important features
of the language of the media is, first of all, an
integrated approach to gaining knowledge. It
is characteristic that in the media, depending
on the type of information and communication
channel, various types of mental operations are
actively used: analysis, synthesis, generalization,
abstraction, associations, analogies, comparisons,
etc.

Conclusions
Our study of the publicistic discourse

of domestic newspapers, magazines, radio,
television, the Internet allows us to conclude

that it is a kind, constantly developing, enriching
socio-cultural phenomenon that develops in the
process of information, cognitive and cognitive
activity of communicants.Presenting an integral,
finished product of speech production, publicistic
discourse is able to quickly convey facts and act
as a source of information, new information, and
as a conductor of ideas, taking into account the
range of interests of the addressee, hobbies, and
needs of the audience.

An integral approach to linguistic phenomena
is characteristic of modern linguistics. The
proposed system for describing publicistic
discourse is a synthesis of a number of research
paradigms. It is based on cognitive-discursive
principles and includes the analysis of the
discourse of sociolinguistics, media linguistics,
as well as other sciences related to man, his
cognitive processes and his active interaction
with the world around him.

For an integrative description of publicistic
discourse, it is necessary to characterize: 1) the
social and situational context; 2) participants in
the communication process, their intentions and
roles; 3) text as a verbal component of discourse.

Publicistic discourse can be spoken of as a set
of media texts intended for prompt information
and impact on readers. These texts are connected
with each other by semantic relations and are
united in a communicative and functional-target
aspect.

The analysis shows that the forms of
emotional persuasion have great potential in the
representation of discourse. Most of the theses
and conclusions in the media text are evaluative
statements. The system of arguments forms a
complex, where the important aspects are causal
and conditional constructions that give the
argumentation analytic and structured, citation
that provides objectivity and illustrativeness,
interrogative constructions that express doubt in
the opponent’s arguments, as well as means of
accentuation and modality.

Evaluation in publicistic discourse is an
effective means of verbal influence and manifests
itself in the selection and classification of facts
and phenomena of reality, in the ratio of negative
and positive details, in specific linguistic means.
The stylistic qualities of lexical units, the use
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of allegories, such as metaphor, comparison,
metonymy, irony, contribute to the creation of an
evaluative effect.

The analysis undertaken opens up a number
of perspectives for further research of publicistic

a general methodology for the analysis of linguo-
cognitive discourse strategies.Systematization,
comparative analysis of
dominant, qualitative, and other tactics of

classification and

polemic strategy in various types of discourse

discourse. The results obtained allow us to outline also seem promising.
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Axademux E.A. bexemos amvirdazvt Kapazardvt yrusepcumemi, Kapaearov, Kasaxcman

I1yGannucTNKaabIK AVICKYPCTBIH AMHIBYICTUKAABIK KOTHUTHUBTIK daeyeTi

Annporamms. Makasaga IyOAMIICTUKAABIK AMICKYPC KYOBLABICBIHBIH >KeKeJereH acIeKkTidepi KapacTbl-
prlaagpl. FaasiMaapabiy e4eMAiK ToKipnOeciH eckepe OTBIPHII, COHBIMEH KaTap Ka3aKCTaHABIK OyKapaablK
aKIapart KypaAJapblHa IpaKTUKaABIK TalJay >Kacay HeTiziHae aBTOpaap celiey — oliday IpolleciHAe KOMMY-
HUKATUBTI JKoHe KOTHUTUBTI KOMIIOHEHTTepAi Oeair xepcereai. AMCKYypCUBTi apeKkeT alpecaTThlH KOTHUTUBTI
— aKCMOAOIMSIABIK MYMKIiHAIKTepi MeH KadiaeTTepiHiH TyTac IeHOepiH JKy3ere achIpyAbl KaMTaMachl3 eTeTiH-
Airi aTan eTideai; Kasipri >KypHaAMCTUKAHBIH Tidi MeH cTUAiHAe OOABII >KaTKaH AMHaMMKaABIK IIporecTepai
KepceTeai.

3epTTeyAiH KOHIIEIITyaaAbl HeTi3i AMCKypCThI KyOBLABIC peTiHAe TycCiHy 604l TaObLAaAbL, Oy adaM eMipiHiH
TYpAi casadapblHAa AMHIBUCTUKAABIK, KOTHUTUBTIK, MA€0A0TUAALIK, d1€yMeTTiK-MadeHn¢aKTopAapAbIH: casi-
caT, 91eyMeTTaHy, IICMXOAOTNs, AMHTBUCTIKA, Ky PHAAMCTIKa KoHeT.0.

TaxbBIpBINITEI TaHAQY IPOOAeMaHBIH KapKbIHABI 4aMBIIl JKaTKaH 9/1eM/Aeri MaHbI3ABIABIFEIHA Oail1aHbICTBI.
ABTOp/ap MaceseHiH ©3€eKTiAiriH HerizAeiii, MbICaadap KeATipe OTBIPHII, Ka3ipri KOFamMAa aKIapar IeH 6iaiM
GacTbl KYHABLABIK O0ABII Kaaa OepeTiHiH 491ea4elial, MyHAa MaTepuaaAblH KOTHUTUBTI )KoHe KOMMYHUKATUBT]
KaHBIKTHLABIFBIHBIH KOFaphl AeHTelli FaHa eMec, COHBIMEH KaTap OHBIH ITpoOAeMachl 4a MaHBI3AbI ajpecaTThIH
TyCiHyi.

JKymplicTa KazaKCcTaHABIK, IMyOAMINMCTUKAABIK AVICKYPC MBICaAbIHAQ COliley-oliday IpolieciHie KOTHUTUBTI
JK9HEe aKCUOAOTIVISABIK KOMIIOHEHTTEP MeH KOMMYHMKaIUs dAiCTepiHiH e3apa apeKeTTecy MexaHU3Mi Kep-
ceriaren. TaHBIMABIK acep eTeTiH akmapat, acipece, Kasaxcran Peciry0amKkacsl TYpFRIHAAPBIHBIH KOITiAAiAiri,
KOIIMdAeHMeTTiAiri, KenIMaHAiAiri JKaFrAaiibiHAa MaHbI3ABLABIK IIeH yaere e 001aabl.
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V.T. Abisheva, G.I. Issina

JKyMbIcTa KasakcTaHABIK «carlalbl Oacracesain» naeoaoreMalapsl TaldaHadbl, AOMIHAHTTapra eKIIiH Oepy
YIIiH KOAAAHBIAATHIH TiA4iK Kypaa4ap aHBIKTaAAbl.¥CBIHBIAFAaH MaTepual aBTOpAapra oOliday IpoLecTepiH
OeliHe ey Kypaabl peTiHAe OYKapaablK aKIapaT KypaaJapsl TidiHiH KbI3MeT eTy IPOIeCiHiH epeKeaikTepin
KepceTyTe >KoHe KOMMYHMKATUBTI IIepCIIeKTrBadapAbl aHbIKTay¥a MYMKiHAIK OepAi.

Tyiiis ce3aep: AUCKypC, TAaHBIMABIK, KOMMYHUKAIs, Ky pPHaAUCTIKa, OyKapaablK akIlapaTKypaajapsl.

B.T. Aoumesa, I.'I1. icuna
Kapazanduncku yrnusepcumem umeriu axademura E.A. byxemosa, Kapazarda, Kasaxcman

/IMHTBOKOTHUTVBHBI IIoTeHIaa Hy6AI/ILII/ICTI/I‘IECKOrO AVICKypcCa

Annporamist: B craTbe paccMaTpMBaIOTCSI OTAeAbHBIE aclleKThl peHOMeHa MyOAUIIICTUIECKOTO AUCKYpCa.
ITpuHNMast BO BHMMaHNE MIPOBOI OIIBIT yYEHBIX, a TAKXKe MICXOAS U3 IMPaKTNIeCKOTO aHaAM3a Ka3aXCTaHCKIIX
CpeACTB MaccoBoil MHQOpMAaIUY, aBTOPBI BHIAEASIOT KOMMYHUKATUBHbBIE 1 KOTHUTUBHbBIE COCTABASIOLIVE B
peJeMBICANTEABHOM ITporiecce. OTMeUEHO, UYTO AUCKYPCUBHAs AeATeAbHOCTh OOecIIeunBaeT peaan3ariio 11e40-
o psiAa KOTHUTHBHO-aKCMOAOTMYECKIX BO3MOXKHOCTEN 1 CIIOCOOHOCTeN aJpecaHTa; ITI0Ka3aHbl AMHaMIYecKue
IIPOIIECCHI, IIPOMCXOAAIIIVIE B S3BIKE VM CTUAE COBPEMEHHOI MyOAMITVICTUKIA.

Kon1enryaapHOM OCHOBOI 11CCA€A0BaHA SBASETCS IIOHMMaHMe AVUCKYpca KaK sBAeHM s, pOpMUPYIOLeTo-
51 ITOA BAVISIHVIEM SI3BIKOBBIX, KOTHUTVBHBIX, 1A€0A0TMYECKIIX, COLVIOKYABTYPHBIX (PaKTOPOB Bpa3HBIX 001aCTsX
JKI3HeesTebHOCTY YeA0BeKa: IIOANTHUKE, COLMOAOINN, IICUXOAOTUY, AVHIBICTIKE, IIyOAMLIVICTUKE U AP.

Br160p TeMBI 00yCA0BAEH BaXKHOCTBIO IIPOOAEMEI B AMHAMUYHO pasBUBaIOIIEMCs Mype. ABTOPBI OOOCHO-
BBIBAIOT aKTyaAbHOCTb IpOOAeMaTUKI, Ha IIpUMepax AoKasblBas, 4TO MHQpOPMAIMs 1 3HaAHUS MPOA0AXKAIOT
OCTaBaThCs OCHOBHOI IIeHHOCTBIO B COBPEMEHHOM OOIIIeCTBe, IAe Ba’KHa He TOABKO BBICOKAsI CTeIIeHb KOTHUTIIB-
HO-KOMMYHIKaTUBHOJ HaCBIIIEHHOCTM MaTeprasda, HO M IIpob.AeMa ero IOHUMAaHI agpecaToM.

B pabote nmokaszaH MexaHI3M B3aIMOAEVICTBI MeXXAY KOTHUTUBHBIM U aKCMO/AO0TMIeCKM KOMIIOHEHTaMI
” ciocob0aMy KOMMYHMKaLNI B pedeMBICANTEABHOM IIpoIiecce Ha IIpUMepe Ka3aXCTaHCKOTO ITyOANITCTIIe-
CKOTO AucKypca. Ilo3HaBaTeAbHO-BO3AeTICTBYIOmasl NHPOpManus IproOpeTaeT 3HAYMMOCTb VM IT€pPCIIeKTIB-
HOCTb OCODEHHO B YCAOBMSX MHOTOA3BIUMS, TIOAUKYABTYPHOCTH, ITOAMMEHTaAbHOCTY HacedeHMs PeciryOankm
Kaszaxcran.

[Tpoanaan3upoBaHbl 14€0A0TeMbl Ka3aXCTaHCKON «KadeCTBEHHON IIPeCcChl», BBISIBAEHBI AMHIBJICTIYECKIE
CpeACTBa, MCIIOAb3yeMble 445 aKLIeHTUPOBaHUs AOMUHAHT. IIpeacTaBaeHHbINI MaTepraa IIO3BOANA aBTOpaM
II0Ka3aTh OCOOEHHOCTH ITpollecca PYHKIIMOHMpPpOoBaHNA s1361ka CMV], Kak cpeAcTBa OTpaskeHIs MBICAUTEABHBIX
IIPOIIECCOB, I OTIpeAeANTh KOMMYHIKAT/BHbIE IT€PCIIEKTUBEL.

Karouesnie ca0Ba: AMCKypC, KOTHUTUBHBIM, KOMMYHUKAIWS, ITyOAMIIMCTIKA, CpeACTBa MaccoBoi nHQpop-
MaIumn.
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