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LINGUACULTURAL ASPECT
OF KAZAKH-LANGUAGE TRAVEL BLOGS

The article investigates informal global communication through digital
genres, with a specific emphasis on Kazakh language travel blogs. Travel
blogs are considered a hybrid type of discourse. This area of research
is predominantly studied by Western scholars. Currently, Kazakhstani
travel bloggers are actively promoting travel destinations via Instagram
accounts, thereby providing practical material in the Kazakh language.
The diverse range of language materials available offers rich opportunities
for linguistic analysis, underscoring the relevance of this research. The
article aims to identify the linguacultural aspects of the most popular
communicative strategies and tactics, as well as their linguistic tools, which
are effective in engaging readers and influencing their travel choices. To
achieve this aim, the following objectives were set: to define the linguistic
notion of «travel blogging» and to explore the linguacultural aspects of
posts that provide reliable information about tourist destinations. The
scientific significance of this article lies in its contribution to the research
of travel blog discourse as a branch of hybrid discourse. Practically,
the research materials can be used in the development of teaching aids
for students and undergraduates in the fields of philology and tourism.
Additionally, these materials can aid in the enhancement of lexicographic
dictionaries for the tourism industry, and in the creation of marketing and
advertising texts, as well as travel guides in the Kazakh language.

Keywords: travel blog, post-texts, linguacultural aspect, Kazakh travel
content, communicative strategies, communicative tactics.
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Introduction

Alongside the burgeoning tourism sector, Kazakh travelers have embraced
blogging, traversing the globe to construct nuanced perceptions of each country,
akin to their English-speaking counterparts, and disseminating their experiences
through social media platforms. The discourse within Kazakh-language travel
blogs is swiftly evolving, particularly on Instagram.

Travel blogging is considered as a hybrid type of travel discourse that arose
at the intersection of media, advertising, PR, marketing and tourism discourses [1].
According to O. G. Golovina, travel blogs function as diaries and personal pages,
featuring content that is often distributed through video clips and supplemented
with hashtags and searchable text comments [2].

Professor S.Gossling a leading figure in sustainable tourism and social
media research, has discussed how hashtags contribute to the visibility and
marketing of destinations in travel blogging. His work often touches on how
social media platforms, including Instagram, use hashtags to promote sustainable
travel practices.

The personal websites of local travel bloggers remain unregistered. Insights
from Dinara Bolat, who transitioned into blogging, reveal details about her travels
to various countries, as indicated by hashtags such as #Dittravel cappadocia,
#Ditravel uzbekistan, #Ditravel japan and others. This practice highlights the
symbolic significance of hashtags in travel blog discourse, serving as carriers
of information. The study reveals that tourist posts on Instagram blend national-
cultural and social content, employing hashtags for verbal content and creolized
texts for nonverbal content, a strategy aimed at capturing the audience’s attention.

Exploring the communicative strategies and linguacultural aspects of
Kazakh-language travel blogs involves understanding how these blogs convey
information, engage with readers, and reflect the unique cultural and linguistic
context of Kazakhstan.

Kazakh-language travel blogs use various communicative strategies to
engage and persuade their audience. These strategies include storytelling, the use
of visual aids, and interactive elements that encourage reader participation. The
use of personal anecdotes and experiences helps create a relatable and engaging
narrative that resonates with readers [3].

Travel blogs often blend objective facts with the personal, subjective
experiences of the bloggers, making their language and style distinct from that
found in travel commerce, advertisements, or official websites [4].

Materials and methods

G. Overing and M. Zappavigna have undertaken extensive studies on travel
writing, examining it from both linguistic and cultural perspectives. Scholars such
as V. Alexander, P. Mills, and M. Sigala have performed textual analyses of travel
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blogs, concentrating on various dimensions including content, linguistic features,
and user engagement. In addition, Scott Cohen, G. Dann, M. Cronin, J. Urry, and
C. Thurlow have conducted discourse analyses of travel blogging, further enriching
the field with their insights.

The posts of Kazakh travel bloggers, such as Dinara Bolat, Orken Kenzhevek,
and Kundelik usa, serve as practical materials extracted from their Instagram
accounts. These bloggers craft their content in Kazakh, presenting highly
informative, lucid, and engaging narratives.

The analysis of travel blog discourse employs methods such as linguistic
analysis, textual analysis, and discourse analysis to delve into the communicative
strategies employed. Linguistic analysis has been pivotal in examining the language
structures, vocabulary choices, and stylistic elements prevalent in Kazakh language
travel blogs. Textual analysis delves into the content and structure of the travel
blogs, examining how they are organized and how various textual elements
contribute to the overall message. Discourse analysis has been instrumental in
exploring how travel bloggers discuss and construct their travel experiences.

Results and discussion

Travel blogs often incorporate cultural references and linguistic elements
unique to the Kazakh context. This includes the use of idiomatic expressions,
cultural metaphors, and references to local customs and traditions. Such elements
not only enrich the content but also foster a deeper connection with readers
familiar with these cultural nuances. Travel blog discourse typically differs from
other forms of discourse due to its predominantly positive content. Currently,
there is a widespread preference among individuals in our country for traveling
and exploring the world. In particular, travel bloggers are highly active on social
networks, where they frequently share their advice and experiences.

The professor of Curtin University Azariah D.R. examines travel blogs and
their associated social media as a form of self-presentation that negotiates the
tensions between discourses of travel and tourism [5].

Jog D. R., Alcasoas N. A. studied the role of travel blogs and vlogs created
by the user, that aim to comprehend the role of these information sources in the
decision-making of their consumers [6].

In Western travel blogging, communicative strategies characterized by
positivity are frequently employed to engage readers, generate a sense of
excitement, and cultivate a favorable perception of the destinations being described.
An analysis of numerous travel posts by American travel bloggers, conducted
in previous studies, reveals a consistent use of enthusiastic adjectives such as
«breathtaking», «amazing», «unforgettable», and «stunning» to depict places,
experiences, and cultures. Prominent Western travel bloggers typically maintain
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sophisticated websites. In contrast, Kazakh travel bloggers tend to be more active
on Instagram.

During analysis of research materials, it has been discovered that the
communicative strategies and tactics employed in Kazakh-language travel blogging
have a beneficial impact on their audience. The «positive» communicative strategy,
supported by logical examples and eliciting emotional responses from the audience,
takes precedence.

The tactics of honesty and reliability were examined during the study.
It was observed that these communicative tactics are expressed through lexical
units such as cenimzi (reliable), o3bik (advanced), TaGbicThI (successful), canass
(high-quality) which contribute to building a positive image of a travel company
and exert a favorable impact on the audience. Notably, even in Kazakh-language
tourist texts, numerical data are utilized by addressees to depict the company’s
market experience with factual evidence, serving as a semiotic tool to reinforce
the appeal of reliability.

1) Kesinoe Kiwkenmaii eana apmManHan 0acmanzas KOMRAHusImvL32a 4 el
mondwl. N: On imumeei apman- Kapaxes xazaxmapea AKIII-ka xenip 6ony eoi.
Cebebi, 63imiz Amepuranvly 6apivlK u2inicin 7 Heblil KopeeH CoH, 0i30iy dcacmap
da kepce 0ezen Huem eoi. biz mypzan Bocmon Kanaceinoazel mex 0ip mypevit yii
reweninoe 35 Kazaxk mypoin scamkanvl, 0ip Bocmon Ynueepcumemine 100 scybix
cmyoeHmmi omoacviymeH JcibepeeHimiz con Huemimizoiy Homudicect! Ocol 4 dcoln
oypuvin 4 adammen 6acmanean komnanusoa Kasip 30 acmam 6inikmi mamanoap
anemHiy ap endepinen Kvizmem emin scamoip. Mocenen, baxanasp scobacwinvly
kypamopnapul 630epi AKII-moiy 30 yrugepcumeminen wakvipmy aizaw
gicone Kazip Amepuraoa, Eyponada bakanraepoa epanmma oKUmvlH MamMaHoap.
bi30in maowcipube men MbIKmbl KOMAHOAHBIY APKACLIHOA Oi32e CeHIM apmKaH
xkauenmmepimizee AKII, Eypona, Kanaoa. ¥aviopumanus, Kanonusea 3500
acmam eusa xcacan,oky oouvihua 30 man $ epanmotn ymmoix [7].

From the passage above, it is evident that the travel blogger possesses
significant expertise in attracting Kazakh students to American universities.
Numericals serve as persuasive tools within the text. Specific lexemes such as
«7 years living in the USA», 100 students sent with their families to Boston
University, «30 qualified staff», «invitations from 30 American universitiesy,
«3500 visas» and «30 million dollars in grants» demonstrate tactics of honesty
and reliability. The deployment of these persuasive strategies has the potential to
significantly shape the future decisions of the audience. In contemporary times, it is
imperative that real facts and detailed accounts, drawn from the lived experiences
oftravel bloggers, be incorporated into post-texts to effectively engage and attract
the audience.
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A notable element of the blogger’s positive communicative strategy is her
expression of gratitude to the audience for their support and engagement. This
tactic of acknowledging the audience fosters a closer connection between the
communicator and the recipients. Travel blogger thanks all her followers on
Instagram for being with them. She uses the personal pronoun «We», which is
central to make positive collaboration with addressees. Furthermore, the use of
creolized text in video format amplifies the positive impact of the message.

An example of a «positive» communicative strategy is the use of the
«reference to authority» tactic. Existing studies, such as those by A. J. Flanagin
and M. J. Metzger highlight that the use of credible sources is a key factor in the
perceived trustworthiness of online content [8]. In the context of travel blogs,
references to authority figures can significantly bolster the blog’s credibility,
especially when the audience is unfamiliar with the destination or topic.

The following post-text demonstrates the application of this tactic. A highly
popular travel blogger, Dinara Bolat, who has visited 44 countries and organizes
her own tours for her followers, exemplifies this approach.

2) Ceynoe ey yrnazan ayoan—HMmaeon. Jlopama apKvlibl ;30en Kein, #CaKblHbIPaK
manvizanvima Kyanon mypmoin. Aneawvinoa Hoto-Hopxkmuin Coxocvina mycin
Kemkenoell acep 6010vb1. Ketlin Eeponanbiy wiagbl Kanawwlewbii ecke canovl. Hamcan
myHapaceinviy scanvinan myzen Ceynoi kopeende Kopesioa exenim ecime mycmi.
50-wi orcvindapea Oeuin Umaeon dcaz0ativl momern mypevlHOApOblH ayOaHsl
bongan. Ketiin srcanonoapowiy omapnaywinan 6ocazan coy Kopesiza komexxe keneen
amepukanvlx 6aza ocel ayoanea opranacaowl. JKatimern ayoanoaswl mipiix, cayoa,
KYPOLIbIC 0PI amMepuKaibly mymulHyubliapoblly CYPAHbICbIH ecKepe CAalblHa
bepeoi. Caukecinwe Kazipei yakvimma HUmseon wiemenodik azamammaposiy
manzamuvlna caiikec namepi, acxaHaiapvl Madwvliamoli KONYIMMbl ayOdH.
Ayoanoaewl ammocgepanvi con Kyili anbiCMagbl Kopepmenze JHCemKizin, o3ine
oicemenen axencen «Mmaeson knacc» oopamacwina anzeic! [9].

The aforementioned post-text demonstrates the application of the «reference
to authority» tactic. In this post, the author describes Itaewon, a well-known district
in Seoul. The travel blogger references the popular 2020 drama «Itacwon Class,
which is highly regarded among drama enthusiasts. Additionally, the blogger
draws a comparison between Itaewon and Soho in New York, highlighting how
Itaewon caters to the tastes of foreign residents. In addition, the travel blogger
consistently provides her followers with historical context about the advertised
destination, which serves as an effective method for engaging her audience. The
«reference to authority» tactic in travel blogs is well-aligned with findings from
existing studies, which consistently show that using credible sources, recognized
figures, and official information can significantly enhance the perceived reliability
and trustworthiness of content.
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The «profitable proposition» communicative tactic is one of the most
prevalent strategies in travel blog discourse. Travel bloggers often highlight
deals, discounts, or budget-friendly options when discussing destinations,
accommodations, or activities. They might provide tips on how to travel
inexpensively, such as finding cheap flights, affordable lodging, or cost-effective
itineraries. For each recipient, the inclusion of a financially advantageous offer
when purchasing a tourist product is mentally perceived positively. Primarily, the
headings of the post-texts that promote the use of favorable offers demonstrate the
inherent impermanence of the tourist text. For example, LHIEKAPA TEK MUJIA,
OJIEMI CAAXATTA! -50 % XXEHIJIAIK (The border is only in the brain, travel
the world! — 50 % discount), TEK BYTTH! (Only today!), OPbIH A3 KAJI/IbI
(Limited space remaining), JKAII-)KAHAJIBIK! (Brand new!).

Analyzing the spelling of post-message headings in single large letters
from a pragmatic perspective reveals the consideration of extralinguistic factors.
The variation in fonts and colors in the titles captures the readers’ attention and
prompts questions such as what is new and what benefits are available only
today. Consequently, the post’s design significantly influences the readability and
engagement of the message by the recipients.

3) EH OJJEMI BbETHAM

Jocmap 8-17 gvipkyiiex apanvizbinoa Bvemuamuvly kon Kazaxmoly asevl
bacnaean, ew ademi ycepnepine casxam odncacaumvl3. biz 6apamvin Kana,
avimakmap:

® Xanoul. Beemuammuoiy acmarnacsi. Kanaoazol pparnyys KoroHUusCwl Kezinoe
KAIbINMAacKam acxamd, Cmuitb, 0eKopiapad cyucinemis. Onemoei manvimal, map
KouleHiy OObIHOA OMbIPLIN, MYPA ANOBIMbI30AH NOUbL3 OMKEHIH MAMAUANAIMbL3.

e Cana. Bvemuammuly conmycmicinoezi bac kemipemin e 20emi Kypopm,
maynvl onxe. Edcenzi xmone maiinanapvl men may 6eminoezi Kypiu aiKanmapuiu
mamawanaimols.

® Hunv bunv. 2023 sicvinwt Forbes pedaxyusicel anemoezi eH 20emi 07IKeHiH
Oipine ocamiuvizean dcep. Kapecm maynapol meH Kypiud ankadbiibly OpmacbiHOaebl
ayvLioa 0emanamois.

® Xoiian. National Geographic myxadacvinoa betineneneen Boemnammoiy capoi
mycmi ayviivl. Ome ycatinwl, KyHOI3 Oe, Kewime Oe ome 20emi aybll. O0emi uamoap,
KaublKNeH, 6e10CUNeOneH cepyeH, 0amol Koghe, epexiuie cayoa Oapiviabl 0Cbl ayblLiod.
Ooemmeczioel caixamvimolz Oeicendi. YuyoaH, JHcol HCypyoeH, Kopin,
MAMCAHYOaH Wapuiamaimoli emipee wekciz eawolk 11 adamea opvin oap.

e Typ 6azacer . 950 000 menee.bapvin Kaumy ywax oduremmepi,
Konax yii manevl acvimen, Kanaapaneix yuak, maxcu,asmooyc uvlevbinul. Typoul
anein JACcypy Kvizmemi Kipeoi. Aamamel Kanacvlnan ywameis. Typea mipkeny
200 000 movtyy menze. Typ monemi yws 60ninin moneneoi [10].
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In travel blog discourse, the strategic integration of marketing techniques
tailored to the financial capacity of the target audience is a notable characteristic.
Post-texts in travel blog discourse often highlights elements such as installment
plans, discount promotions, and bonuses, which have become ingrained in
contemporary societal consciousness. These elements possess a significant
potential to stimulate the sales of tourism products. The lexems as yw 6exinin
menenedi (paid in three installments) can attract addressee’s attention to make a
decision. Here we could also observe such important precedent names as Forbes,
National Geographic and the usage of positive superlative adjectives as ey ademi
Bvemnam (the most beautiful Vietnam), ey ademi scepnep (the most beautiful
places), ey a0emi kypopm (the most beautiful resort), ey a0emi enxe (the most
beautiful land).

Research supports the effectiveness of emphasizing cost-effectiveness as a
persuasive tactic. Travel blogs that highlight financial benefits are more likely to
influence readers’ decisions, particularly in a competitive tourism market where
consumers are increasingly price-sensitive.

Next, we turn to the tactics of «positioning of tourist destinationsy. Utilizing
impressive linguistic tools to present long-distance tourist destinations to audiences
is an effective method to enhance the popularity of specific locations and promote
them in the market. Through strategic communication, tourist destinations that
currently have low visibility can be transformed into highly desirable destinations
for potential visitors.

Orken Kenzhebek, a travel blogger who has visited 65 countries, produces
media content exclusively in the Kazakh language. His Instagram account features
4,065 posts, which are typically informative and engaging, documenting his travel
experiences. It is evident that the destination is Bhutan. The caption, written in
Kazakh, reads: «bypsia-corib1 6omMaraH Oipereit Typy» (A unique tour like never
before).

4) «Opren, meni wabadanwviywizea canvin aia kemeciz 6e?» « Cizben Kawan
casixamya wvlkcam bonaovl? Onei Apocnas na eodi, opvlc 00chilbl3 ilecce,
meei ocaxcoly. OcvlHOAl KONWINIK cypaysl 6otblHua 83 JHcypmmel apanazan
@yakovfedorov axcaxkanmen (KonviHan cyuin Kasxcem emec - yuiHOe MblCbIK
yematiowt) 6ipee BYTAH Oeeen ence 6apmaruvimors. Oxvipmandapwimeizoar 10
aoamovl ana Kememis.

¢ Heze BYTAH? Fyn enoe kazakmapowviyy 99,9 %-i 6oamazan. On we,
99,99 %-i emkawan ecmimezen. Kapanwiz, oyn Ynoicman men Keimaiioviy
opmacweinoa Kvicolivin, F'umanaiovly emezinoe ewkiMmen Kak-co2vl HCOK
bon omvipean epmeeioeil namuwanvlk. JJocmypiniy Kaimagsl OY3uliMagan.
Memnexemmix Kvblzmemkepnep mexk Yammuolk Kuivoepimen acypyi muic. Terebesep
men Unmepuem mex 1999 oiconvl kencen. Kow convinan. 3ayvim canyea
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motibim. Tex 6y00usm Oinine eana pyxcam. Azaut kecyee 60amauobl. XumMusiivlk
mblHaumKbLw Konoanyea bormaiovl. bap enim mabueu ocyi kepex. Ey 6acmuicel,
bymanoa 6acmol opviHea (WK HCaInbl OHIM KOPCemKiuin emec, (WKI YInmmolK,
OaKplm oJ1MeMIH ANI2AH dNIEMOe2i HCANebl3 el

¢ Koisoixkmoipa anoviy na? Ounoa 14-20 winde apacwei, mypa 6ip anma
oipeemis. Kynot - $5000. byn comanwiy iwine BOPI kipedi. bysan 6onyc peminde
conewl Kyui Ynoicmannoly [enuinde 5—6 cazammolx myp 601adsl Oyusipca. An
monvlK baz0apramanst aram oeceriz, +7707 500 8281 yamcabwina scazviybis,
ok? Opren wabadanviybi30bl Kemepin, Axoe mece2inizoi canvin bepemin MYHOau
canap 6ona depmenoi [11].

The language markers of the tactics under consideration are indicated in
Orken Kenzhebek’s post-text as follow: the usage of numerals as 83 ocypmmer
apanazan @yakovfedorov axcaxan (@ yakovfedorov aksakal who visited
83 countries), oxbipmanoapeimeizoan 10 aoamoel ana kememiz (We take 10 people
from our readers), xazaxmapowiy 99,9 %-i bormaszan (99.9 % of Kazakhs have not
been there), 99,99 %-i ewkawan ecmimezen (99.99 % have never heard of it). The
use of numerical data in the travel blogger’s post serves as a rhetorical device to
enhance the appeal of a new tourist destination. Additionally, his text incorporates
humorous elements to entertain his audience, a strategy that is characteristic of his
overall media content. In this particular post, the travel blogger shares intriguing
facts about Bhutan, highlighting that it is the only country globally that prioritizes
Gross National Happiness over Gross Domestic Product. After engaging with
this compelling post, readers are likely persuaded to aspire to be among the ten
potential tourists selected for Orken Kenzhebek’s tour. All post-texts contain
cultural peculiarities of our nation. The lexems that are chosen in the post-texts
influence the addressees’ cognition.

The «positioning of tourist destinations» in travel blogs is closely aligned
with established practices in destination marketing. By emphasizing unique
selling points, tailoring content to specific audiences, constructing and reinforcing
destination images, highlighting accessibility, and tapping into niche markets,
travel bloggers effectively influence their readers’ travel decisions.

Thus, this study systematically examined the primary tactics employed
within the framework of «positive» communicative strategies by Kazakh travel
bloggers. The findings indicate a prevalent use of the personal pronoun «wey,
which facilitates the maintenance of a consistent narrative voice and reinforces
the concept of a collective journey. Furthermore, Kazakh language travel blogging
is notably marked by the use of paralinguistic tools such as emojis and hashtags.
From a linguistic perspective, these bloggers frequently incorporate colloquial
expressions and regional dialects, which enhance cultural relevance and appeal.
Extralinguistically, Kazakh travel blogs are distinguished by their integration of
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visual and multimedia elements, including images, videos, and hyperlinks, all of
which serve to enrich and enhance the storytelling experience.

Conclusion

In conclusion, travel blogs facilitate the formation of connections
among individuals with similar interests, desires, and requirements within the
community. This is primarily achieved through the deployment of various positive
communicative strategies, which have been the focal point of this analysis. Kazakh-
language travel blogs utilize diverse communicative strategies and reflect rich
linguacultural aspects that engage readers and promote cultural understanding.
They skillfully integrate storytelling, cultural references, and multilingual
components to engage a diverse audience while emphasizing the distinctive cultural
heritage of travel destinations. Based on the observed trends, it is evident that the
application of «positive communicative strategies» in Kazakh-language travel
blogs influence perceptions of addressees via numerals, superlative adjectives as
an argumentative tool.

Future research should focus on the exploration of multilingualism in travel
blogs, particularly in regions or among bloggers who operate in multiple languages.
A sociolinguistic analysis of these travel blogs, with a focus on code-switching,
language choice, and the functions of multilingualism, presents a compelling area
of investigation. This study has the potential to offer valuable insights into the role
of language in cross-cultural communication and the impact of multilingualism
on audience engagement.
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*4. M. Kypxumbaesa

AOb1naii XaH aTeiHarbl Kazak
XaJIbIKapaJIbIK KaTbIHACTAP

YKOHE QJIeM TiJIJIepl YHUBEPCHUTETI,
Kazakcran PecnyOnukacer, AMarsr K.
27.07.24 x. bacmara TYCTI.

15.01.25 x. Ty3erynepiMeH TYCTI.

25.08.25 . OachIn HIbIFapyFa KaObLIIaH bl

KA3AK TIJITHAEI'T TP3BEJI BJIOT' TAPBIHBIH
JIUHTBOMOSJIEHU ACITEKTICI

Maxanaoa xazax minindeei mpagen 6102mMapvlHa epeKe Ha3ap
ayoapa omuipoln, YUQPIvlK JCanpiap apkwiivl betipecmu icahanowik
KOMMYHUKayusi sepmmenedi. Tpagen 61oemapvi Ouckypcmoly cubpuomi
mypi 6onvin cananadsi. byn zepmmey canacvin neeizinen bBamuvic
eanvimoapel sepmmedi. Kaszipei yakoimma Kazakemanowix casxamuibl
Onoeeprep Instagram akkayHmmapsl apkulivl mypucmix 6azelmmapobl
bencendi mypoe Hacuxamman, Cojl apKblibl Ka3aK MmiliH0e RPpakmuKaiblk
mamepuanoap ycwvinyoa. Kon socemimoi mindix mamepuanoapobiy aniyam
mypriniel MUHeGUCTNUKANBIK MAL0AYObLH MOJL MYMKIHOIKMEPIH YCbIHAObL,
oyn ocel 3epmmeydin o3ekminiein kepcemedi. Maxana oKbipmManoapobl
KbI3bIKMbIPYOd JHCOHE 0NAPOblY CAAXam maHoayblHa ocep emyoe muimoi
0oLl MAOBIIAMBIH ey MAHBIMATL KOMMYHUKAMUSMI cCmpameusiap
MeH MAKMUKAIapobly TUH2B0MOOCHU ACNEKMIIEPIH, COHOAU-AK 0NapPObIH
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AUH2BUCTMUKANBIK KYpaldapuln anvikmayea 6azeimmanzan. Ocul
Makcamxa sicemy yuin Kejeci Minoemmep Koubliobl: «mpagei 0102» 0e2eH
JIUHCBUCTUKATILLK Y2bIMObL AHBIKIAY HCOHEe MYPUCTIK Oasblmmap mypavl
ceHimOi aknapam b6epemin nocmmapobiy JIUHSE0MIOCHU ACNEeKMIIePiH
3epmmey. Byn maxananvly 2vlibiMu MAHbI30bLIbIZLL OHBIY 2UOPUOMI
QUCKypcmblH Oip canacsl peminoe casixam OJ102bIHbIH OUCKYPCbIH 3epmmey2e
KOCKaH yiecinoe dcamulp. 3epmmeyoiy npakmuKkaiblk Maybl30blLiblebl-
3epmmey mMamepuaroapvii GUIOLOSUSL HCOHE MYPUSM CALACLIHOASb
cmyoenmmep Men MAacucmpanmmaped apHaizan oKy Kypanoapbit
Jrcacayoa Konoanyea 6onaovt. ConviMen Kamap, Oy Mamepuanoap mypusm
UHOYCMPUSICHL YULIH JEKCUKOZPAPUALLIK CO30IKmepOi dceminoipyee,
MAPKEMUHSIK HCOHE ICAPHAMATLIK MOMIHOepOi, COHOAl-aK KA3dK
miniHOe2i mypucmix HyCKayislKmapobl Hcacayed KOMeKmeceoL.

Kinmmi co30ep: mpagen 6102, nocm-mominoep, IUH280MIOEHU
acnekm, KazaxK mpigen MA3MyHbl, KOMMYHUKAMUGMI CmMpamecusiap,
KOMMYHUKAMUEMi makmuxa.

*4. M. Kypxumbaesa

Kazaxckuit yHuBepcuTer
MEXIYHApPOIHBIX OTHOILICHUH

Y MHPOBBIX SI3BIKOB MMEHH AObUIai XaHa,
Pecnyonuka Kaszaxcran, . AnMaresl.
[Moctynuino B pegaxuuto 27.07.24.
IToctynuno ¢ ucnpasienusmu 15.01.25.
[Ipunsaro B neuars 25.08.25.

JUHI'BOKYJIBTYPHBIN ACIIEKT
KA3AXCKOA3BIYHBIX TPOBEJI BJIOT'OB

B cmamve uccredyemes Hegpopmanvras 2no6anbHas KOMMYHUKAYUSL
nocpeocmeom Yu@poevlx HCAHPOE C 0COOLIM AKYEHMOM HA
Kasaxckosasvlunvie 102U 0 nymewecmeusx. biroeu o nymewecmeusix
cuumaomcst 2uOPUOHbIM MUnom OUcKypca. Jannas 061acme uccie0o8aHul
U3YHaemcesi npeuMyuwecmeeHHo 3anaoHbIMU yieHbiMU. B nacmoswee epems
KA3aXCMAHCKUe mpesen-0102epobl AkMUGHO PEKIaMUPYIom mypucmuyiecKue
Hanpasiienuss uepes akkaywmol 6 Instagram, mem camvim npedocmasisis
NPAKMUYecKutl Mamepual Ha Ka3axckoMm sasvike. Pasnoobpasue sa36ik06b1x
Mamepuanos OmKpblEaem WUpOKUe 603MONCHOCIU OIS TUHSBUCIUYECKO20
ananu3a, ymo noO4epKUsaem akmyaibHOCMy OAHHO20 UCCIe008aHus. Lleny
cmamovi - 8bIAGUMb JUHSBOKYILIYPHbIE ACTeKMbl HAUbOoIee NONYISAPHBIX
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KOMMYHUKAMUGHBIX CIPAMEULL U MAKIMUK, @ MAKICE UX TUHSGUCTNUYECKUEe
UHCMPYMEHMbl, KOmopbie IPPekmueno npusiexaiom uumamenell u
GIUSIIOM HA UX GbIOOP nymeutecmausi. /s 00CmudiICeHust Imoil yeau ovlLiu
NOCMAGIeHbL CROVIOWUE 3A0aUU. ONPedeumyb IUHSGUCUYECKOe NOHAMUE
«travel blogging» u uccredosamo TUHSBOKYIbIYPHbIE ACTIEKMbL NOCMOS,
npeodoCcmagaIouux 00CMOGEPHYIO UHPOPMAYUIO O MYPUCTNIUYECKUX
Hanpaenenusx. Hayunas snauumocms cmamvu 3aKn04Aemcs 8 mom,
YUMo OHA BHOCUM GKAAO 8 UCCIeO08aHUEe OUCKYPCA Mmpesen-010208
KaKk pazHo8UOHOCMU 2UOPUOH020 Ouckypcda. B npaxmuueckom niawe
Mamepuavl UCCIeO08AHUSL MOZYM OblMb UCNONb308AHbL NPU PA3PAOOMKE
VUeOHbIX NOCoOUl 051 CMYOEHMOo8 U MASUCTPAHIMOE, 00YHaAIOUUXCSL
no cneyuanbHOCmAM «punonocusy u «mypuzmy». Kpome moeo, dannvie
Mamepuanvt MO2ym nomousb 8 NONOJHEHUU JeKCUKOSPADUUECKUX Closapell
0151 UHOYCMPUU Mypusmd, a maxxice 8 CO30AHUU MAPKEeMUHEO8bIX U
PEKIAMHBIX MEKCO8.

Knrouesvle crosa: mpagen 61102, NOCH-MeKCmbl, TUHSBOK)IbINYPHbILL
acnexm, Kaszaxckuii mypucmuueckuti KOHmMeHmM, KOMMYHUKAMUGHbLE
cmpamezui, KOMMYHUKAMUGHbLE MAKMUKLL.
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