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TEXT THEORY IN THE CONTEXT OF TOURIST DISCOURSE AND ITS RELEVANT
ISSUES IN TEACHING
Abstract. This article is devoted to explaining text theory within the framework of tourism

discourse and to analyzing current issues encountered in teaching tourism-related texts. Today,
tourism is viewed not only as an economic sector but also as a space for cultural and linguistic
interaction among people. From this perspective, texts presented through tourist advertisements,
posters, brochures, and websites are considered the primary tools of tourism communication.

The study analyzes promotional posters created by travel agencies for various destinations,
identifying how tourism texts are structured and which linguistic and cultural means are used to
influence the audience. The results of theoretical and discourse analysis demonstrate that tourism
texts are aimed not merely at providing information, but at influencing tourists’ emotions,
constructing an attractive image of travel, and encouraging decision-making. Evaluative vocabulary,
cultural codes, and calls to action play a particularly significant role in such texts.

The article also addresses the application of text theory in the context of tourism discourse
within the educational process. During one week of practical classes, a noticeable change was
observed in students’ perception of tourism texts: they began to view them not only as sources of
information, but also as tools of persuasion. This confirms the effectiveness of using authentic, real-
life materials in teaching tourism texts.

The findings of the study can be applied in the training of tourism professionals, as well as in
research within the fields of tourism discourse and applied linguistics.

Keywords: tourism discourse, text theory, tourism text, pragmatics, cultural code, tourism
education.

Introduction

Today, tourism is viewed not only as an economic sector but also as a space where interpersonal
communication, cultural representation, and the exchange of experiences take place. The interaction
between tourists and destinations, as well as between service providers and consumers, is largely
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shaped through texts. Tourist advertisements, brochures, guides’ narratives, and tourism websites all
constitute integral components of tourism discourse.

Tourism discourse is characterized by a set of distinctive features. Texts within this discourse
are not intended solely to convey information; rather, they aim to attract the reader’s attention, create
a specific impression, and encourage tourism-related decision-making. For this reason, tourism texts
frequently employ emotional coloring, evaluative language, cultural symbols, and markers of national
identity. This specificity necessitates a separate linguistic examination of tourism texts.

Text theory is regarded in linguistics as a key scholarly field that explains the structure,
meaning, and function of texts. However, texts operating within the framework of tourism discourse
differ from traditional texts in terms of their pronounced pragmatic orientation and clearly defined
communicative goals. Consequently, the analysis of tourism texts requires not only a general text-
theoretical approach but also a consideration of their specific discursive context.

In the process of training professionals for the tourism sector, tourism texts are widely used in
educational practice. Nevertheless, practical experience shows that the teaching of tourism texts often
remains limited to linguistic or informational aspects. The discursive nature of the text, its cultural
implications, and its pragmatic purpose are not always sufficiently taken into account. This limitation
hinders future specialists from fully understanding tourism communication and applying it effectively
in professional contexts.

From this perspective, examining text theory within the context of tourism discourse and
identifying key issues in its teaching constitutes an important scholarly task. Addressing this issue
enables a deeper understanding of the specific features of tourism texts and contributes to the more
effective organization of the teaching process.

The aim of this article is to analyze the main principles of text theory within the framework of
tourism discourse and to systematize the key challenges that arise in its teaching. To achieve this aim,
the concept of tourism discourse, the distinctive features of tourism texts, and contemporary academic
approaches to their instruction are examined.

Literature Review

In the contemporary tourism industry, linguistic and cultural aspects play a crucial role.
Tourism discourse is not merely a medium for transmitting information; rather, it represents a
complex communicative system that facilitates interaction between tourists and destinations [1, 2].
Through social, cultural, and pragmatic dimensions, tourism discourse influences tourists’
perceptions, emotions, and decision-making processes [3, 4]. Tourism texts—including brochures,
guide texts, tourism websites, and advertising slogans—not only convey information but also shape
tourists’ emotional responses, encourage specific actions, and enhance the attractiveness of
destinations [5, 6].

G. Dann conceptualizes tourism discourse as a form of institutional communication, in which
texts are oriented toward a specific target audience [5]. In addition to providing information, tourism
texts stimulate tourists’ emotions, increase their interest, and shape their motivation to travel. A.
Jaworski further develops this idea by emphasizing the social and cultural impact of tourism texts.
According to his research, tourism texts actively employ cultural codes and symbols, which play a
significant role in constructing the image of a destination [2, 3].

From the perspective of text theory, tourism texts exhibit several stable characteristics. First,
they demonstrate an address-oriented nature: texts are always directed at a specific audience and take
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into account the cultural and social context of tourists [9, 10]. Second, they possess a strong pragmatic
orientation, as they aim to attract, persuade, and motivate readers toward particular actions [11, 12].
Third, tourism texts frequently rely on cultural codes and stereotypes, enabling the creation of a
recognizable and memorable image of a destination [13, 14]. These features transform tourism texts
from mere sources of information into cultural and cognitive communicative products [6, 7].

The pragmatic aspect is one of the core characteristics of tourism discourse. N. Fairclough and
T. van Dijk view tourism texts as instruments of social and cultural influence [15, 16]. Such texts do
not simply transmit information; they shape tourists’ interpretations and cultural orientations.
Through tourism texts, tourists’ expectations are formed, motivation is enhanced, and decision-
making related to travel is facilitated. This is particularly significant in the context of globalization,
as tourists accumulate preliminary experiences through texts even before embarking on a journey [17,
18].

In modern language and tourism education programs, the teaching of tourism discourse
occupies an important position. However, numerous studies indicate that several challenges persist
in this field. J. C. Richards and T. S. Rodgers note that language teaching often prioritizes grammar
and vocabulary, while insufficient attention is paid to text structure, discursive features, and
pragmatic functions [22]. J. Harmer further emphasizes the need to balance theoretical instruction
with practical application in the teaching process [23].

L. M. Mikhaylova, E. Vasilyeva, S. Zharkynbekova, and S. Issina argue that teaching tourism
discourse requires a comprehensive approach that integrates linguistic, discursive, and pragmatic
components [10, 11, 19]. Only through mastering such an approach can students effectively produce
tourism texts, understand their impact in professional contexts, and apply them appropriately in real-
life situations.

Franceschi V. and Hartle S., as well as R. Hallett and J. Kaplan-Weinger, point out that current
curricula rarely integrate theoretical knowledge with practical tourism texts [5, 4]. This gap between
theory and practice often results in students’ insufficient development of professional competencies.
P. Bori highlights the importance of critically analyzing tourism texts, as this enables students to
understand persuasive strategies, cultural codes, and emotional effects embedded in such texts [6].

Furthermore, foundational studies in text theory and discourse analysis—particularly those by
Halliday M. A. K. and Hasan R., Brown G. and Yule G., E. Kubryakova, and R. Barthes—provide
analytical tools for examining text structure, cohesion, semantics, and communicative functions [16,
17, 21, 18]. These approaches make it possible to systematize tourism texts, identify their distinctive
features, and incorporate them effectively into the educational process.

In conclusion, the literature review demonstrates that tourism discourse is a multidimensional
phenomenon integrating linguistic, cultural, and pragmatic aspects. Discourse analysis and text theory
offer a solid methodological foundation for understanding tourism texts. However, their full
application in pedagogical practice remains underdeveloped. Systematizing and integrating scholarly
approaches can enhance the effectiveness of teaching tourism discourse and contribute to the
development of future professionals’ competencies [ 1-23].

Results

The conducted study demonstrates that the key principles of text theory within the context of
tourism discourse are clearly manifested in the authentic textual materials used by travel agencies.
The application of theoretical, discourse-analytical, text-linguistic, and pedagogical methods made it
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possible to confirm that tourism texts differ fundamentally from traditional informational texts. The
findings emphasize that tourism discourse represents a complex communicative phenomenon
characterized by strong addressee orientation, pragmatic intent, and a pronounced cultural dimension.

Theoretical analysis revealed that the texts found in travel agency promotional posters belong
to the domain of institutional discourse. Rather than merely describing tourism products, these texts
function to influence tourists’ emotional perception and guide their decision-making processes. As
highlighted in the literature, tourism texts primarily perform a persuasive function rather than an
informative one, and the analyzed posters fully support this assumption. Although the textual volume
of these posters is limited, their pragmatic and semantic load is exceptionally high. Thus, the
theoretical analysis confirms that tourism texts are based on the principle of “minimal text —
maximum impact.”

The findings indicate that the effectiveness of tourism texts lies in the strategic selection and
organization of linguistic resources. The frequent use of evaluative adjectives, emotionally charged
expressions, and culturally marked references contributes to the creation of an appealing and
memorable representation of the destination. These elements not only enhance the persuasive power
of the text but also facilitate rapid comprehension and emotional engagement on the part of the tourist.
Consequently, tourism texts operate as optimized communicative units in which linguistic economy
is combined with high pragmatic efficiency, reinforcing their role as a central mechanism of tourism
communication.

Table 1 — Key Textual Features of Travel Agency Promotional Posters Identified through
Theoretical Analysis

Feature Description

Communicative purpose Encouraging the purchase of a tourism product
Text length Short and concise

Lexical choice Evaluative and emotionally charged
Addressee Clearly defined tourist audience

Cultural content Symbolic and stereotypical

Discourse analysis was conducted based on promotional posters containing textual content
produced by specific travel agencies. Widely distributed advertising posters promoting destinations
such as Turkey, Dubai, Paris, and the Turkistan region of Kazakhstan were selected for analysis.
These posters clearly illustrate the key linguistic and pragmatic features of tourism discourse (Figure
1). The results of the discourse analysis indicate that the structure and content of the texts displayed
in the posters follow a shared typological model. In particular, the texts systematically employ
strategies of direct or indirect address to the tourist, promise-making, persuasion, and the acceleration
of decision-making. Expressions such as “All Inclusive,” “Luxury tour,” “unforgettable vacation,”
and “spiritual journey” are aimed not at providing precise descriptions of the tourism product, but at
constructing a positive and attractive image in the tourist’s imagination.

The analysis revealed that visual and textual elements in the promotional posters function in
close interaction, reinforcing the persuasive potential of tourism discourse. Linguistic components
are frequently supported by visual imagery depicting luxury, comfort, cultural heritage, or emotional
experiences, which intensifies the overall communicative impact. This multimodal combination
strengthens the pragmatic effect of the text by appealing simultaneously to rational expectations and
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emotional aspirations of potential tourists. As a result, tourism posters operate not only as
informational media but also as powerful instruments of symbolic representation, shaping destination
branding and influencing tourists’ pre-travel perceptions and choices.

7 DAYS, 6 NIGHTS
FROM $1234

TAILS HERE AND HERE

EXPLORE

TURKEY

PACKAGE DEALS FROM $2199 STARTING FOR 7 DAYS

enter your details here enter your details here
enter your details here enter your details here

in @
f v

orebrasil.com

It's
time to
travel!

Lt

6 Days - 5 Nights
Package includes:
¢ Tour Guide
* Daily Breckfost
® Airport Transfers s 1.200
® Hotel Room Per person e
* Photographer

MARCH 25 -31

Book Now @reallygreatsite VISIT THE ROMANT
hello@realiygrectsite.com

Figure 1 — Advertising Posters of Travel Agencies Promoting Various Destinations

Contextual analysis demonstrated that cultural and social codes specific to each destination are
clearly reflected in the texts. These features are particularly evident in the promotional posters
produced by travel agencies (Figure 1). For example, posters promoting Turkey emphasize comfort
and leisure, whereas texts advertising Dubai foreground elitism, luxury, and a modern lifestyle. In
contrast, posters designed for Turkistan predominantly highlight historical memory, spiritual values,
and symbols of national culture. This diversity confirms that tourism texts are not universal in nature
but are consistently shaped by specific cultural contexts.

The results of text-linguistic analysis provide deeper insights into the structural characteristics
of travel agency poster texts. Although the texts presented in Figure 1 display a relatively limited use
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of cohesive devices, a high level of coherence is maintained. This phenomenon can be explained by
the brevity of the texts and their close interaction with visual components. Lexical-semantic analysis
further reveals that tourism texts prioritize abstract evaluative vocabulary over precise denotative

information. Words such as “exclusive,

2 ¢

unforgettable,

29 ¢

core semantic elements of the text and directly influence tourists’ emotional perception.

Table 2 — Findings of the Text-Linguistic Analysis

Textual Feature

Degree of Occurrence

Cohesion Low—moderate
Coherence High
Evaluative vocabulary Very high
Imperative forms Frequent

Cultural codes

Moderate—high

premium,” and “luxury” constitute the

The application of the comparative-analytical method involved comparing the texts of travel
agency promotional posters with traditional informational and academic texts. The comparison
revealed fundamental differences in the structure and function of tourism texts. While traditional texts
prioritize informational accuracy and logical coherence, tourism texts foreground emotional impact,
persuasion, and motivational appeal. This distinction confirms the necessity of considering tourism
discourse as an independent object of scholarly investigation.

Table 3 — Comparative Characteristics of Tourism and Traditional Texts

Parameter Tourism Text Traditional Text
Primary purpose Persuasion Information provision
Emotional tone High Low

Cultural component Active Limited

Interaction with the addressee | Direct Indirect

As a result of applying systematization and classification methods, the core features of travel
agency promotional poster texts were standardized. The findings indicate that tourism texts are based
on three stable components: addressee orientation, pragmatic goal-directedness, and cultural content.
Although these components appear at varying degrees across the analyzed posters, they are
consistently present and constitute the structural core of tourism discourse.

The results of pedagogical approbation confirm the relevance of the theoretical assumptions
within the educational process. Practical classes were conducted over the course of one week with
second-year tourism students (27 participants), during which authentic promotional posters from
travel agencies were analyzed. At the initial stage, most students perceived the texts primarily at an
informational level and experienced difficulties in identifying their pragmatic and cultural layers. In
particular, understanding the manipulative nature of emotionally evaluative vocabulary proved to be
challenging.

During the classes, students frequently raised questions such as: “How does this text persuade
the tourist?”, “Must a cultural code necessarily be national?”, and “How does this text affect an
international tourist?” The final discussion at the end of the week revealed a qualitative shift in
students’ perception of tourism texts. They began to interpret texts not merely as linguistic structures,
but as instruments of influence within tourism communication.
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Thus, the research findings demonstrate that the use of authentic travel agency promotional
posters in teaching text theory within the context of tourism discourse is highly effective. The results
obtained through all applied methods clearly reveal the complex, multidimensional, and pragmatic
nature of tourism texts and provide a solid foundation for developing the professional communicative
competence of future tourism specialists.

Discussion

The conducted study demonstrates that text theory within the framework of tourism discourse
is actively realized in contemporary tourism communication. The analysis of promotional posters
used by travel agencies confirms that tourism texts function not merely as informational tools, but
primarily as communicative mechanisms that influence tourists’ emotions, imagination, and decision-
making processes. This finding is fully consistent with studies that conceptualize tourism discourse
as a form of institutional and persuasive communication [1], [2], [3].

The results further reveal that the brevity of texts used in tourism posters does not diminish
their content; on the contrary, it enhances their persuasive impact. In many cases, slogans consisting
of only a few words are sufficient to construct a vivid image of leisure or travel in the tourist’s mind.
Instead of precise factual information, such texts predominantly rely on evaluative units such as
“unforgettable,” “exclusive,” and “luxury.” This clearly illustrates the principle of “minimal text —
maximum impact” characteristic of tourism discourse and indicates that limiting analysis to classical
text theory alone is insufficient for understanding tourism texts [5], [6].

A closer discussion of the discourse analysis results shows that the texts of travel agency posters
follow a specific pragmatic scenario. The tourist is not addressed as a neutral reader, but as a potential
consumer ready to take action. Consequently, expressions such as “book now,” “limited

P NT]

availability,” and “don’t miss the discount” are frequently employed. These linguistic strategies are
designed to accelerate the decision-making process and reveal the manipulative dimension inherent
in tourism discourse. This observation aligns with existing research on persuasive strategies in
tourism advertising texts [4], [6], [15].

Interpreting the results of text-linguistic analysis allows for a deeper understanding of the
structural features of tourism texts. The limited presence of cohesive devices in poster texts does not
indicate weakness; rather, it reflects the close interaction between textual and visual components. In
tourism posters, meaning is often constructed not through logical textual links, but through shared
emotional and cultural scenarios. From this perspective, coherence in tourism texts is achieved less
through grammatical structure than through overall impression and imagery. This finding highlights
the need to adapt the concepts of cohesion and coherence from text theory to the specific conditions
of tourism discourse [16], [17], [21].

The results of the comparative-analytical analysis clearly demonstrate that tourism texts should
not be equated with traditional informational or academic texts. While academic texts prioritize
logical accuracy and informational completeness, tourism texts foreground emotion, impression, and
persuasion. This distinction supports the argument that tourism discourse constitutes an independent
object of linguistic inquiry [12], [14].

Discussion of the systematization and classification results reveals that travel agency poster
texts consistently contain three core components: addressee orientation, a clearly defined pragmatic
goal, and cultural content. Although these components manifest at varying levels in individual
posters, they collectively preserve the internal logic of tourism discourse. This structure underscores
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the importance of teaching tourism texts not as isolated collections of words, but as holistic
communicative models within educational contexts [10], [19].

The discussion of pedagogical approbation results further highlights the practical significance
of the study. Over the course of one week, students’ perceptions of tourism texts underwent a gradual
transformation. Initially, students approached the texts primarily from an informational perspective;
by the end of the instructional period, they began to recognize their persuasive, influential, and image-
building functions. Students’ questions and contributions during discussions indicate the emergence
of a critical understanding of tourism discourse. These findings confirm the effectiveness of
integrating theoretical concepts with authentic, real-world materials in the teaching of tourism texts
[22], [23].

Overall, the discussion of the findings suggests that limiting the teaching of text theory in the
context of tourism discourse to traditional linguistic analysis is insufficient. Only a comprehensive
approach that integrates discursive, pragmatic, and cultural dimensions enables future tourism
professionals to fully understand tourism communication and apply it consciously and effectively in
professional practice. This study provides a solid foundation for improving tourism education
programs and further developing methodologies for teaching tourism discourse [8], [11].

Conclusion

This study demonstrates that text theory within the context of tourism discourse is not merely
a set of abstract theoretical concepts, but an effective analytical tool for understanding real
communicative processes in the contemporary tourism industry. The analysis of promotional posters
used by travel agencies clearly shows that tourism texts are not limited to the transmission of
information; rather, they influence tourists’ emotions and imagination, forming a preliminary image
of travel even before the journey begins. From this perspective, tourism texts may be regarded as the
first and most significant channel of communication between the tourist and the destination.

The findings confirm that the structure and content of tourism texts are directly determined by
their communicative purpose. Short and concise poster texts exert influence on tourism-related
decision-making through the use of evaluative vocabulary, cultural codes, and calls to action. In such
texts, the strength of impact proves to be more important than informational completeness. This
specificity indicates that analyzing tourism discourse solely within the framework of traditional text
theory is insufficient and highlights the necessity of examining it within a broader discursive context.

The combination of research methods applied in this study made it possible to reveal the
multidimensional nature of tourism texts. Theoretical analysis identified the institutional character of
tourism discourse, while discourse analysis and text-linguistic analysis demonstrated how texts are
oriented toward the addressee and which linguistic and cultural means are employed to exert
influence. Comparative analysis clearly showed that tourism texts should not be conflated with
academic or purely informational texts, as they possess their own internal logic and communicative
function. Pedagogical approbation further confirmed that these theoretical insights are both relevant
and effective within the educational process.

One of the most significant outcomes of the study was the observed shift in students’
perceptions of tourism texts during practical classes. Initially, students approached the texts primarily
as sources of information; by the end of the instructional period, they began to recognize their
persuasive, influential, and image-building functions. This transformation underscores the
importance of using authentic, real-life materials in teaching tourism discourse.
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Based on the research findings, several practical recommendations can be proposed for the
training of tourism professionals. First, teaching tourism texts should not be limited to linguistic
structure alone, but should also address why the text is created and for whom it is intended. Second,
incorporating authentic materials such as travel agency posters, website texts, and advertising content
into the curriculum can significantly enhance students’ professional thinking. Third, teaching students
to critically analyze tourism texts—by identifying persuasive strategies and mechanisms of
influence—can help shape them into conscious and effective communicators in their future
professional practice.

Future research may extend the present study by comparing tourism texts across different
cultural contexts, examining the specific features of texts used on digital tourism platforms, or
investigating tourists’ reception of tourism texts. Such directions would contribute to a deeper
understanding of tourism discourse and further refinement of methodologies for teaching it.

In conclusion, a profound understanding of text theory within the context of tourism discourse
and its practical application in education plays a crucial role in shaping the professional
communicative competence of future tourism specialists. This study represents a modest yet
meaningful step toward strengthening the connection between theoretical reflection and pedagogical
practice in the field of tourism discourse studies.
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TYPUCTIK JIUCKYPC KOHTEKCIH/JEIlT MOTIH TEOPHACbHI >KOHE OHbI
OKBITY/IAFbI O3EKTI MOCEJIEJIEP

Anoamna. Maxana mypucmix OUCKYPC ASCLIHOGEbL MIMIH MEOPUSICHIH MYCIHOIpYyee HCIHe
Mypucmix mMamiHoepOi okvlmyoa Kesoecemin 63eKkmi macenenepdi manodayea apHanzau. Typusm
Oyeinei mayoa mexk IKOHOMUKANBIK Kbl3MEm CANAcbl eMec, COHbIMeH Oipee adamoap apacbiHOazvl
MAOeHU JicaHe MINOIK KaApblM-KamvlHac Kenicmicine aunanvin omolp. Ocbl mypuvloaH aleamod,
MypUCmiK sdcapHamanap, aguwanap, oykiemmep MeH 6e0-catimmap apKulivl Oepiiemin Mominoep
MYPUCMIK KOMMYHUKAYUAHBIY He2l32l KYpanbl peminoe Kapacmuipblidobi.

3epmmey bOapvicblnOa mypucmix aceHmmikmepoiy apmypii O0eCMUHAYUALAPEA APHAIEAH
AHCAPHAMATLIK  aumuanapsyl maidausvln, MypUcmix MaminoepOiy Kaliai KYpblIlambvlHbl, KaHOAl
MIiNOIK JicoHe MIOeHU KYpanoap apkbulibl acep ememini awblKmanovl. Teopusnvlk manday MeH
OUCKYpC-Manoay Hamudiceniepi mypucmix MmamiHOepOiy axnapam OepyoeH 26pi mypucmiy
IMOYUACHIHA bIKNATL emyee, beneini Oip canap beliHeciH Kanbinmacmulpyea Heane weim Kaowvlioayea
umepmeneyee basbimmanamviHblh kKepcemmi. Mynoati mominoepoe 06az2anayvlid 1eKCuKd, MaO0eHU
KOOMAp JHcane apeKemKe waxKslpy d1eMeHmmepi epexuie poj amKapaobl.
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Maxanaoa mypucmix Ouckypc KOHmMeKCiHOe2i Mamin meopuscvli 0Oinim Oepy yoepiciHoe
KONI0aHy Macelecine Oe Hasap ayoapuliovl. bip anmaneix npakmukanvlx cabakmap 6apulcbiHOA
cmyoenmmepOiy Mypucmix MaminoepOi Kabwvli0ayvl e32epin, oaap MamiHOI meK aknapam Kesi
peminoe emec, bIKNAl emy Kypaivl peminoe mycihe 6acmagamvl Oauxanovl. Byn mypucmik
MIMIHOepOi OKbIMYOa HAKMbl, OMIPOeH ANbIHEAH Mamepuaioapobl KOJLOAHYOblY MUIMOI eKeHiH
Kepcemmi.

Maxana uomuodicenepi mypusm MAamMamoapwvii 0asapiay yoepicinoe, COHOAU-AK MYPUCMIK
OUCKYPC NeH KOAOAHOAbL TUHEBUCTNUKA CATIACBIHOARbL 3epmmeyiepoe NAUOalaHy2ad YCblHbLIAObL.

Kinm co30ep: mypucmix ouckypc, Momin meopusicol, MypucmixK Momin, npazmamura, MaoeHu
KOO, mypuzmoi OKblmy.
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TEOPUA TEKCTA B KOHTEKCTE TYPUCTHYECKOI'O THCKYPCA H
AKTYAJTBbHBIE ITIPOBJIEMbBI EE ITPEITOJABAHHA

Annomayun. Cmamosi nocésujena 00vbACHEHUI Meopuu MeKcma 8 pamKax mypucmudeckozo
OUCKYPCA U AHAMU3Y AKMYAIbHBIX NpoOieM, BO3HUKAIOWUX NpU O0OVYeHUuu mypucmuieckKum
mekcmam. B coepemennom obwecmee mypusm paccmampueéaemcs He MONbKO Kak cgepa
IKOHOMUYECKOU — OessMeNbHOCMU, HO U KAK H’POCMPAHCMBO  KVIAbMYPHO20 U  A3bIKOBO2O
gzaumooelicmeusi  mexcoy ao0bmMu. B smom konmexcme mekcmvl, npeocmasieHHvle 8
mMypucmuueckol pexkiame, aguwax, Oykiemax u Ha 6e6-caumax, 6blCMYNnaom OCHOBHbIM
UHCIMPYMEHMOM MYPUCTUYECKOU KOMMYHUKAYULU.

B x00e uccnedosanus Obliu NPOAHATUUPOBAHLL PEKIAMHbBIE ADUUU  MYPUCIULECKUX
A2eHMCcme, NOCBAWEHHBIE PA3IUYHBIM OeCMUHAYUAM, YMO NO360JUNO 6bIAGUMb 0COOEHHOCMU
CMPYKMYPbl MYPUCTIUYECKUX MEKCMO8, d MAKICe S3bIKOGbLE U KYIbIMYPHble CPeOCHEd 8030eUCMBUs.
Pezynomamer meopemuueckozo ananuza u OUCKYPC-AHAIU3A NOKA3AAU, YMO MYPUCMUYECKUE
MeKCmvl OPUEHMUPOBAHbI He CHONLKO HA nepedavy UHGOPMAYyUU, CKOIbKO HA IMOYUOHATbHOE
go30elicmeue Ha mypucma, ¢opmuposanue obpasa nymewecmsus U CIMUMYIUPOBAHUE NPUHATNUSL
peutenus. Ocobylo ponb 6 MaKux MeKCmax ucparom OYEeHOUHAsl NeKCUKA, KYIbmypHvle KoObl U
I1eMeHmbl NOOYHCOeHUsL K OeliCIEUIo.

B cmamve maxoice paccmampusaromest 60npocvl npUMeHenus. meopuu meKcma 6 KOHMeKcme
MYyPUCMuUYecko2o OUCKypca 8 00pazosamenvbHoM npoyecce. B xode Hedenvuvbix npaxmuyecKux
3ausamuil Obl10 3aAUKCUPOBAHO UBMEHEHUe BOCNPUAMUS MYPUCTIUYECKUX MEKCMO8 CIMYOeHMAaAMU:
OHU CMANU BOCHPUHUMAMb UX He MOAbKO KAK UCMOYHUK UHOpMayuu, HO U KAk cpeocmeo
go30elicmeusi. IOmo  noomeepxcoaem  IPPexmueHOCmMb  UCNONb308AHUS  AVMEHMUYHbIX,
NPUOTUNCEHHBIX K PEAbHOL NPAKMUKe MAMEPUAN0s NPpU 00yYeHUU mypucmuyeckum mexcmam.

Pesynomamol  uccnedosamus moeym Oblmb UCNOIB308AHLL 6 Npoyecce NOO20MOBKU
cneyuanucmos 8 cghepe mypuzma, a maxdice 8 HayUHbiX UCCIe008AHUAX 8 0OAACIU MYPUCTNIUYECKO20
OUCKYPCA U NPUKTIAOHOU TUHSBUCTIUKUL.

Knrwueswvie cnosa: mypucmuueckuii OUCKYpC, meopusi meKCma, mypucmuyeckull mexcm,
npazmamuxa, KyiemypHhbiil KOO, 00yueHue mypusmy.
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