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This article considers the problem of the methodology for training student majoring in advertisement in
the context of the interculturalization of the advertising market. The modern world is an environment where
different cultures are clashing and mixing constantly. Geopolitical or economic ties intricately link all nations
and communities. Furthermore, this dynamic is intertwined with advertising, a phenomenon crafted as a part
globalization. In this context, a country promotes its commodities to others, ventures into the global market,
and engages in the import and export of its products. This underscores the practical significance of the
research. Additionally, there is a discernible inclination towards creating advertisements for foreign products
in alignment with the cultural nuances of the target audience. Both verbal and non-verbal elements of the
focal culture are used.

Therefore, there is a need to modernize and modify student's learning. To meet this need, the article
proposes a model of teaching the verbal and non-verbal code of advertising discourse within the context of
intercultural communication. The model focused on four-level qualitative indicators, contributed to the
improvement of students' abilities to create advertising in the context of intercultural communication. The
results of the study showed the specifics of students' language training, the importance of the ability to
correctly use national cultural qualities, linguistic reality, mentality and acquired knowledge to create a
successful and effective advertising company on the world market.

Key words: verbal codes, non-verbal codes, advertising discourse, cross-cultural context, teaching
advertising.
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B daHHOU cmambe paccmampugaemcsi npobrema MemoOuKku rno02omosku cmydeHmos-peKa-
MUCMO8 8 yCri08UsIX UHMEPKYIbmypanu3dayuu peknamMHo2o pbiHka. CoepeMeHHbIl Mup — amo cpeda, 8
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KomopoU npoucxodum MoCMOSIHHOE CMOJIKHOBEHUE U CMEWeHUe pa3ssiudHbIX Kynbmyp. [eononumudyeckue
uriu 3KOHOMUYECKUEe C853U ces3bligatom Mmexdy cobou ece cmpaHbl u Hapoldbl. Kpome moeo, amo He
obxodum cmopoHol peknamy, Komopasi co3daemcsi 8 ycriosusix enobanu3auyuu, Kkoeda odHa cmpaHa
peknamupyem ceot moeap 05151 dpyaux, 8biXxo0um Ha MUpOB0OU PbIHOK, 3KCIopmupyem u umropmupyem
ceorw npodykyur. 3mo ornpedesisem npakmMuyYyeckyr 3Hadumocms uccriedosaHus. bornee moeo, cyuje-
cmeyem meHOeHyus1 co30aHusl pekrnaMbl UHOCMPaHHo20 npodykma 8 cO0meemcmeuu C KyrbmypHbIMU
peanusmu yenesol aydumopuu. Wcrnonb3ytomcsi eepbarnbHbie U HegepbasibHble 37IeMEeHMbl MEeCmHOU
Kynbmypbi.

lMoamowmy nosiensiemcs Heobxodumocmb ModepHu3sayuu u Modugukayuu obydyeHust cmydeHmos. [ns
ydosnemeopeHusi amol nompebHocmu 8 cmambe rnpednazaemcs Mooesib 0by4yeHuss eepbasibHbIM U
HegepbasibHbIM KoOaM pekniamHo20 OuCKypca 8 KOHMEKCme MEeXKyrbmypHOU KoMmyHukauyuu. Moderb,
OpUEHMUpPOBaHHas Ha YembIPEXYPOBHEBLIE Ka4eCmeBeHHbIe MoKasameriu, criocobcmeosarna coeepuieHcm-
808aHUK criocobHocmeli cmydeHmMo8 co30asamb peKiaMmy 8 KOHMEKCME MEXKY 1bmYyPHOU KOMMYHUKaUUU.
Pe3ynbmamai uccriedosaHusi rokasasnu crieyuguky s3bikogol no020mosKu cmyOeHMo8, 8aXXKHOCMb YMEHUS
rpasusibHO UCIMO0b308aMb HaUUOHaIbHO-KYIbMypPHbIE Kayecmesa, 513bIK08yH peaslbHOCMb, MeHmanumem
U Mosly4eHHble 3HaHusi 011 co30aHusi ycriewHou U 3ghgheKkmusHOU peKnaMHOU KOMMaHUu Ha MUpO8OM
PbIHKE.

Knroyesbie cnoea: eepbasibHbie, HegepbasibHble KOObl, PeKnamMHbil OUCKYPC, MEXKYIbmypHbIU
KOHmMeKcm, obyyeHue pekiname.
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byn makanada xapHama HapbifbiHbIH MadeHuemapasblKk 6alnaHbicbl XardalblHOa xapHamMallbl
cmydeHmmepdi okbimy adicmemeci macernieci Kapacmeipbinadsbl. Kasipai anem — spmyprii medeHuemmepdiH
y30iKCi3 KaKmblIfbiCbl MEH apasiacybl OpbIH afiambiH opma. ['eocasicu Hemece 3KOHOMUKasbIK balinaHbicmap
bapribik endep MeH xanbikmapobl 6ipikmipedi. CoHbiMeH Kamap, byn xxahaHdaHy ypdici bip Memnekem 63
mayapbiH backa endepee xapHamanari, a/71eMOiK HapbIKKa WhbIfbIr, BHIMIH 3Kcriopmmar, umMnopmmaraH
ke30e natida borambiH xapHamaHbl da auHanbin emneldi. byn 3epmmey0diH npakmukarnbiK 63eKminiaiH
aHbiIkmalobi. OHbIH ycmiHe, Makcammbl aydumopusiHbiH MoOeHU WbIHObIKMapbiHa calkec wemenodik
mayapObiH XapHamacbliH acay ypoici 6alikanadbl. XXepeinikmi MadeHuemmiH epbandbl XoHe
belisepbarndbl aniemeHmmepi KordaHbinaobi.

CoHObIKmaH cmydeHmmepdiH OKybIH MOOepHU3ayusiiay XoeHe e3zepmy Kaxem. byn Kaxemminikmi
emey MakcambiHOa Makanada MoleHuemaparnbiK KapbiM-KamblHac MoHMOMiHIHOe apHamarsibik
OuckypcmblH eepbarndbl xoHe eepbanbdbl emec kodmapblH OKbimy 8dici ModerniH YcbiHbinadbl. Tepm
OeHeelinii canarnblk Kepcemkiwke barsimmarnfaH modesib cmydeHmmepdiH madeHuemaparblk 6alinaHbiChl
XardalibiHOa xapHama Kypy KysipemminikmepiHiH XofapbinaybiHa cernmieiH muaisdi. Sepmmey Homuxeci
cmydeHmmepdiH mindik OasipfibifbiHbIH  epekweniei, oanemoOik Hapbikma mabbicmbl XoHe muimoi
JKapHamaribIK KOMIaHUsi Kypy YWiH yammbik-madeHu kacuemmepOi, mindik wbiHObIKMbI, MEHManumem rneH
anraH 6inimdepiH dypbic natdanaHa biny2e MaHbI30bIbIFbIH KEPCEMMI.

TyiiiHOi ce30ep: sepbanibi, sepbandbl emec koOmap, >xapHamarblKk OUCKYpC, MadeHuemaparbiK
MOHM8MIH, XapHamMaHb! OKbimy.

Introduction. The main aim of our research is to perform an updated model of teaching verbal and
non-verbal codes of advertising in the frame of intercultural communication for students. To achieve this goal
we have put the folowing objectives: to investigate the current cultural turn in advertising inductry worldwide
and in Kazakhstan; to interprete the role of verbal and non-verbal codes in creating advertising in the frame
of intercultural communication and globalisation; to develop a model of teaching students to make effective
culturally relevant adverts and perform sample tasks.

Advertising discourse performs a significant communicative function in society for transmission and
dissemination information about a particular product and “has lately become a subject of intensive research
with some very different approaches” [1, p. 420]. It surrounds us every day becoming an integral part of life.
Moreover, advertising carries important intercultural information. Culture-sensitivity claims are made by
researchers [2, p. 354]. If before the study of advertising provided great opportunities for intercultural re-
search, carrying the cultural code of the manufacturing country, which has its distinctive advertising style due
to the peculiarities of national identity, historical advertising traditions, economic and social realities. Today
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there is a reverse trend, when the country of origin of the product is guided by the cultural values of the
target audience. “Marketing content must be culturally appropriate since culture has a big impact on it” [3, p.
326].

For example, global brands planning to enter the Kazakh market have begun to use local verbal and
non-verbal cultural elements in their products and advertising. In the presentation and new advertising of the
Dior fashion house, a spectacular rider acted as a model «to show the quality and style of the new boots of
the famous brand. However, not even the horse's appearance caused delight, but a fashion accessory
thrown over the saddle — a belt with a traditional Kazakh ornament adds brightness to the frame» [4]. The
reaction of the Kazakh people was assessed as positive. The Kazakh people are one of the first to tame the
horse and do not perceive themselves separately from the art of riding. In the video of a well-known brand,
commentators saw a compliment addressed to the Kazakh people. It will of course affect sales activity. Such
firm generated advertisements have been investigated from various perspectives but rarely in cross-cultural
contexts [5, p. 57] even though international corporations use multiple social media platforms to market
globally.

This turn requires higher educational institutions training advertising specialists to reconsider the
teaching methodology. The development of intercultural knowledge and competencies of students is coming
to the fore in connection with increasing global integration. Therefore, we aim to perform a teaching method
model of creating advertising text in the case of Kazakhstan as a source country/culture (where the product
is produced) and the USA (as a target market/culture). The model includes the pre-advertising preparation
level, revision of the pre-advertising preparation level, and main advertisement creation level.

Research materials and methods. To be acquainted with the current trend in advertising, that is, the
adaptation of “imported” advertising to local realities in the Kazakhstani context, articles and advertising itself
in magazines and newspapers have been used in our study. At first, we selected articles or advertising texts
themselves, in which world brands use elements of Kazakh culture in their advertising. Further identification
of the verbal and non-verbal codes in them took place. After recognizing them, we interpreted their function
in the context of advertising.

Based on this material, we offer a model of teaching method and present the results of testing this
method among 3rd-year students of the specialty Journalism at Eurasian National University. However, it will
be presented in the reverse vector, as the article talks about teaching Kazakhstani students. That is how
they will advertise the Kazakh brand in the international arena. Tasks can be used both in-group and
individual form.

The theoretical base of the article consists of the following materials. According to many researchers,
advertising does not provide new values but uses social standards and stereotypes formed in a particular
society. As noted by I.G. Pendikova and L.S. Rakitina “the theory of archetypes is actively used in the
creation of product design and its advertising” [6, p. 14]. The authors argue that «knowledge of the mecha-
nisms of the functioning of the human psyche allows you to create such an advertising product that affects,
first of all, the unconscious part of the consumer's psyche, prompting you to purchase a product». C. G.
Jung, the creator of the theory of archetypes, postulated: «in every personality, there is the presence of
archetypes — collective representations that reflect stable patterns of behaviour» [7, p. 48]. W.W. Bridgeforth
in his study also raises questions related to the «transfer of elements of the leader archetype through social
interaction» [8, p. 87]. In this regard, the use of archetypes in the practice of brands becomes relevant. One
of the first who began to study the use of archetypes in marketing was M. Mark and K. Pearson [9]. Their
theory has found its application in foreign marketing. Russian researchers are also actively involved in the
application of the theory of archetypes in branding. A. V. Chernyshev points out that in advertising a product
in Russia it is necessary to take into account national symbols, and suggests considering the national
archetype that forms the integrity of the brand [10].

According to the regional managing director of the Gray Global Group agency P. Leone, “There should
be a local accent in a global campaign. If your business crosses borders and goes to neighbouring countries,
he says, an advertising campaign will follow it without any problems. And this does not mean that we take an
advertising campaign from the United States and “parachute” it down to Hungary or Russia. First of all, it is
necessary to understand the culture of the population of each country, to explore the habits, customs and
views of consumers [11].

Results and discussion. In mass media, one may observe a chain of publications as: “In Cartier
jewelry collection that is dedicated to the leopard in the white gold version, the leopard becomes a snow
leopard. The form of these ornaments is typical for the Saka animal style, which is familiar to every
Kazakhstani. Steppe motifs are easily guessed in most of the looks from the spring 2022 Ready-to-Wear
collection of the fashion house Etro. For example, large earrings are very reminiscent of classic earrings
"syrga", and other jewelry could be created by a Kazakh jeweler "zerger” [12].

or “Capes are similar to elegant girlish camisoles in a modern interpretation. And one of the guests of
this show in Milan, fashion designer Marina Mandadori came in a dress, the hem of which is decorated with
the traditional pattern koshkarmuyiz” [13].
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“One of the most famous sneaker brands in the world has a separate series called ‘Yurta’. Advertising
and boxes for sneakers are decorated with images [14]. All this testifies to the trend of advertising
domestication. This is consistent with Barth's theory of enjoying the recognition of the familiar in what we
read (in the case of advertising, what we see and read). And it certainly contributes to a positive perception
and purchase of a new product. If you imagine the opposite picture: a European advertisement in which the
father of the family cooks breakfast will look strange for a Kazakh society, where women are strictly engaged
in cooking and kitchen chores or a man who takes care of the skin (puts on a mask, or cream) will be
completely incomprehensible to Kazakh viewers. So, “advertising language, as other kinds of languages, is
also a significant component of culture and is a comprehensive collection of different aspects of culture. In
turn, it reflects the culture in its way” [15, p. 21]. And “a successful advertising campaign is linked directly to
how it is perceived by different societies” [16, p. 114].

And we want to offer a method for teaching advertising students in the aspect of intercultural
communication. First of all, students must distinguish between distinctive and universal values. After all,
people all over the world have common human values, so companies can act as if there are no differences
between nations in the world. Indeed, “there are some universal values (family protection, honesty, health,
self-respect, self-confidence, justice, freedom, friendship, erudition)” [17, p. 32] that can guide the
development of an advertising message for consumers around the world. However, there are enough
reasons why companies should adapt their advertising messages to the specific conditions of national
markets. “Among them: the need for adequate translation of advertising messages, different levels of
economic development of countries, legal restrictions in the field of advertising, cultural and behavioral
differences” [18, p. 57].

It turns out that to understand a different culture and its values and to find and show a zest in
advertising, an advertiser needs to feel the target culture subtly. But culture is not born in one day. It's a
product of centuries and cumulative effects. There are moments when the culture is still developing, there
may be innovations. To take into account all these points, students need to know history, literature, and
social systems well, be well-read, and keep their ears sharp about changes in the world. To develop this
ability, students can be offered the following model of performing the task. Teachers should take into
consideration that it is long-term work, and should be planned as a self-work of students in the syllabus.

First step: Diagnostic level. 1. Studying the target audience: a) to study geography, climate (many
things depend on climate, how people wear, what they mostly eat, sometimes even how they behave),
culture (both material and spiritual (language, religion, beliefs, history, and literature)), eating habits (if
advertising food products), way of dressing (if advertising clothes), attitude to beauty (if advertising beauty
products), etc.; b) the forecast of their perception of a particular product, sometimes even religion, plays a
role (for example, it is inappropriate to introduce products that are considered haram into an Islamic country)
b) to study and predict in general the perception of the audience of foreign products. If their perception is
positive, what products of which countries do they prefer, and trust, and why? To do this, you can use
different methods of collecting information such as interviews, and questionnaires. Even students should
take into consideration that “The relationship between metaphors (in advertising) and consumers'
evaluations is affected by the degree of incongruity and the richness/openness of the metaphor, consumers'
gender, culture, need for cognition (NFC), self-regulatory focus, metaphoric thinking tendency, and type of
processing, as well as the headline execution” [19, p. 146]; 2. Studying the target market: a) to study their
market, the products of which countries prevail in them, on the one hand, this shows how open they are to
foreign products. ldentify the abundance or shortage of certain goods; b) study advertising, what foreign
advertisements they have and in what quantity. Is foreign advertising welcome (some nations are open to
foreign culture and accept it, while some do not welcome advertising that is contrary to their moral
principles), or adapted more suitable? 3) Studying the relationship between local and target culture. For
example, if we want to introduce Kazakhstani products in the USA. There is a sharp need to analyze the
relationship between countries. The promotion of the goods also depends on it. Indeed, in the current
geopolitical situation, it is inappropriate to try to advertise your product in a country where you are not
welcome, rather than your product.

Therefore, it means that the teacher gives a task for students to study, collect information about the
target audience, and prepare a presentation based on the mentioned questions.

Second step: Conclusion and revising results of diagnostic level.

After a complete study of the target audience in this way, and providing a report, if the forecast is
positive, then one can start thinking about the advertisement itself. To describe the next levels, we need to
select the intended target country, and in our case, it is the USA.

Third step: Before creating advertisement text and thinking headline, and slogan, students should do a
SWOT analysis of Kazakhstani products. This will help them to reflect in advertising all due (see the Table
1).
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Table 1 — SWOT analysis of Kazakhstani product advertising

Strength

Weakness

Kazakhstan has a good reputation in the
international arena and does not cause biased
discussions about the country as a whole, which is
one of the key influencing factors in the promotion
and advertising of the product.

The unpolluted nature and ecology of the country, in
comparison with other countries, implies the
production of environmentally friendly, high-quality
products.

Before this, Kazakhstan had not exported national
food products to the United States and therefore
had no advertising experience.

Kazakhstan signed a major contract for the export
of «kurt» (small salty balls made from cottage
cheese and dried naturally in the sun) and
«koumiss» (fermented milk drink made from
mare's milk) to China.

Opportunity

Threat

The USA is one of the most open and democratic
countries all over the world, where we can face
different brands and goods.

The USA and Kazakhstan are both melting pots of

There may be cultural misunderstandings about
eating habits. For example, «kazy» (traditional
horse meat sausage), and horse meat can shock
Americans.

different nationalities and have good economic and
political relationships.

Thus, the weakness is that to create advertising text for an American audience, one would need to
study the advertising that already exists in it. The United States is the core of the world's creative potential
and creativity, where the headquarters of the largest advertising holdings are located. Therefore, American
creativity is international creativity, and it is most difficult to choose aspects that characterize it. «If you watch
advertisement and understand how rational, logical and done according to all the canons of advertising
science, then this is an American advertising campaign» [20, p. 117]. This other hand becomes an
opportunity to create advertisements undomesticated. That is, the audience is ready and open for
international advertising and no adaptation is required. It means that “Advertising, therefore, needs to attune
products to the most interesting conversations, those that are consistent with the new sensibility of the
individual, identifying the languages which reflect most closely the new values and which are most useful for
effective storytelling” [21, p. 5]. But still, a lot of emphasis in American advertising is placed on traditional
family values that are similar to Kazakh culture where family is one of the core values of human life.
Therefore, for example, the headline of kurt's advertisement may sound like “Natural calcium for the whole
family!”

Fourth step. Choosing advertisement type: MAT. COMPOSITION OF ADVERTISING TEXT: »
headline » main advertising text (ORT) P reference data » slogan P image. Here teacher offers teams to
choose Kazakhstani products to advertise in the USA.

Headline: “Natural calcium for the whole family!” In a headline, we see common values as ‘family’ and
word attractors as natural; naturalness is valued in food products, especially in a modern world, where
people suffer from artificial food. The next word motivator is calcium, a vitamin itself, which is a lot in kurt. It
means that all the main components of the headline are the words that perform common cultural values and
understanding in the source and target audience.

Main advertising text: Salty and healthy sour-milk Kazakh delicacy kurtis now in America. Non-
perishable and retaining all the useful properties, especially calcium, is prepared from natural milk for the
whole family. Slogan: Taste the unforgettable taste of Kazakh delicacy,

It is a unique combination of milk, salt, and calcium.

To create good slogans, advertisers need to constantly hone their literary skills, enrich the language,
and compose poetry. So, after thoroughly describing the teaching model, we would like to reveal the results
of its approbation. We have offered and tested this teaching model among 3rd-year students of the specialty
Journalism of Eurasian National University (see the Table 2):

Table 2 — Information on the focus group

Number of students Age Gender Form of task Duration
120 (24 groups with 5 19-21 78 girls SWS in the form 4 weeks
members) 42 boys of group work
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Before the start of the experimental task, we identified criteria points and observed the focus groups to
determine the starting point on a five-point scale (see the Figure 1):

3 I l l E Column

Knowledge of Understanding Differentiating Stages of
intercultural advertisingasa of verbal and creating target

communication part of culture non-verbal culture
basics in codes orienting
relation with advertising
Journalism

Figure 1 — Before experiment data (received by passive observation)

From the scale, we see that students know pretty well theories of intercultural communication, but feel
difficulties in realizing advertising as a part of culture, and is more worse to differentiate verbal and
non-verbal codes and their application in advertising. Finally, the worst point is knowing the stages of
creating target culture-orienting advertising. Taking into account these features, we have offered them a
sample model presented above and they worked in their groups for four weeks, consulting us whenever
necessary. Then they presented their self-work work including all the stages, analyzing in detail the target
culture and market, and at last their advertising. That was a really dramatic change, they seemed even more
confident and felt themselves as real advertisers (see the Figure 2):

S
4,5
4 -
3,5 1
3 4
2,5
2 -
1,5 +
1 4
0,5 -
0 -

M Before

m After

Knowledge of Understanding Differentiating Stages of

intercultural advertisingasa of verbaland creating target
communication part of culture non-verbal  culture orienting
basics in relation codes advertising
with Journalism

Figure 2 — After experiment data (received by passive observation)

After completing an independent task in a group according to the proposed model, we see noticeable
progress in all criteria (Figure 2). Students deepened their knowledge of intercultural communication,
understand the relationship between advertising and culture better, distinguish and effectively use verbal and
non-verbal codes, and most importantly, they can create effective advertising in stages.

Conclusion. Thus, it can be concluded that this model of the teaching method for advertising students
leads students to gradual critical thinking in the context of intercultural communication in advertising
discourse, and the formation of their intercultural communicative competence. They will learn how to collect
materials about the target audience in the first stage and present them, analyze the material received in the
second stage using SWOT analysis, and then only create high-quality advertising, headlines, main text and
slogan that will meet the material and moral requirements of the target society, will not contradict their morals
and values, positively motivates them to buy this product. And all this will ultimately lead to the promotion of
the domestic product on the world market. Also, this teaching method will make students aware that the
creation of advertising is not easy, it is a whole stage of work. Further, as a perspective of this work, we plan
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to create even more cases for teaching students how to create advertising for the promotion of Kazakh
national brands in the world market with different target audiences that are open to international advertising
or require its adaptation to local realities.
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BINIM BEPYAE CUHEPTETUKATbIK T¥FbIP HEM3IHAE ¥MbIMOACTbLIPYAbIH
FblNbIMU TEOPUATNDbIK HETI3OEPI

Ucabekosa A.K.* — |[. J)KaHcyzipos amsbiHOarbl Xemicy yHugepcumemiHiy nedazoauka XoHe
ricuxorioz2usi Xxofapbl MekmeObiHiH mazucmpi, TandbiKopraH Kanacel, KasakcmaH Pecriybukachi.

Kamenroe A. K. — . )KaHcyeipos ambiHOarbl Kemicy yHUgepcumemiHiH arieymemmik-2yMaHumapiibik
NoHOEepIiHIH Xofapbl MeKmebIHIH Kypmemmi npogheccopbl, mapux fblibiMOapbIHbIH KaHOUdamei,
TandbiKkopraH Kanachki, KasakcmaH Pecriybnukacsi.

Makanada rnedazozuka fbifibiMbIHOaFbl CUHEP2emMuUKasibliK macindiH pesni kepcemineeH, OHbl KondaHy
MyMKiHOIkmepi mandarraH. CuHepaemukasibliK macin nedazoaukasbiK fbliibiMOasbl 63iH-63i ylbiMOacmbipy
npoueci pemiHde Kapacmbipbiiiadbl, OHbl KosidaHy MyMKiHOIKmepi mandaHadbl. KyMbicma rnedazoeuKarbik
binim 6epyde KeHiHeH KondaHyra MyMKIHOIK 6epemiH CUHepaemuKkarsblK UOesiHbIH MeopusiibiK Heezi3oepi
KenmipinzeH. byn xxymbicma cuHepaemukaHbiH Hezidai barbimmapbl kepceminzeH. Nedazozukada cuHepae-
mukarnbiKk macindi KondaHy binim canacbiH mymacmal backapyra XoHe OKy rpoueciHoe MyranimoepoiH
e3iH-63i mopbueneyiH ylUbiMdacmeipyda xaHa maecindepdi mabyra mMymkiHOik bepedi. CuHepeemukasbiK
macindiH e3ekminiai OHbIH XYUeninikmi, awbIKMbIKMbI, UHHOB8aUUsIHBbI marnarn emy mypfbiCbiHaH dalibiHObIK-
mbl, nedazozauKarbiK fbiibIM XyleciHOeai e3z2epicmepdi KanbinmacmseipyOasbl aneyemiHe balinaHbicCmbl.
CoHlali-aK, Mekmer MyFraniMOepiHiH xaHa b6iniM meH meoxipube anyra 0e2eH Kbi3blfyWbIsblfbiH aHbIKmay
MakcambiHOa HezizdesrieeH 63iHOIK 3epmmey HomuxXXenepi YCbiHblFaH.AfbiHFaH 3epmmeynep 6olbiHwa
myranimOep uHHosauusinapra, 6inim 6epy canacbiHOarbl UHHOBayusiiapra, onaplibiH CUHepeemuKarbiK
macin canacbiHa MaH 6epyiHe Kbi3bIFywhblblK maHbimmebl. Makana nedazoaukarnsiK KOFam yWiH rpakmu-
KarnbIK MaHbi3bl 6ap, eumkeHi on MyranimOepdiy binikminigiH apmmbipyra, 6inim 6epy xyleci MeH 63iH-e3i
Oambimy MmeOopusICbIH XXocrapsay MeH YUbiMOacmbipyObiH Heei3ai MakKcambiHa me3 XoHe muiMOi Kos
JXemkisyae bikrian emeoi.

TyliiHdi ce3dep: cuHepeemuKarnbiKk myrbip, 6inim 6epy, e3iH-e3i ylbiMOacmeip, nedazoaukarbik Xyle,
MyFanimMHiH 6irikmirniai.

HAYYHO-TEOPETUYECKMWE OCHOBbI OPTAHU3ALIUN OBPA30OBAHUA
HA OCHOBE CUHEPFETUYECKOIO NOOXOOA

Ucabekosa A.K.* — Bbicwas wkona nedasoauku u ricuxonoauu Xembicyckoz2o yHugepcumema um. .
JKaHcyeyposa, maczucmp, KazaxcmanH, e. TandbikopaaH.

Kamenos A.K. — kaHOuOam ucmopuyecKkux HayK, no4yemHsbil npogheccop Bbicwel wkorbl coyuarnsHo-
eymaHumapHbix ducyunnuH XKembicyckoeo yHusepcumema umeHu U. XKaHcyayposa, KazaxcmaH, 2opod
TanodbikopeaH.

B cmambe nokasaHa posb CUHepz2emuyYeckozo nodxoda & nedaz2o2uvyeckol Hayke, Komophbll
paccmampueaemcsi Kak [Mpouecc camoopeaHusayuu 6 rnedazoaudeckol Hayke, npoaHanu3uposaHb!
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