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TEACHING INTERCULTURAL COMMUNICATION BASED ON MEDIA TEXTS

Abstract. This article explores the use of authentic English-language media texts-specifically, advertising
slogans and social media content-as a means of developing intercultural communication skills among students in
English language education. The study emphasizes the importance of media literacy and cultural awareness in the
process of foreign language acquisition. Through the analysis of American advertisements and real user comments
from social media platforms, students were introduced to key cultural values and language features typical of English-
speaking societies. The research also included a survey that demonstrated students’ preference for learning about
foreign cultures through social networks rather than traditional media. The findings suggest that media texts serve not
only as linguistic material but also as cultural guides, promoting deeper understanding, empathy, and tolerance. The
article highlights the effectiveness of integrating media-based resources into the educational process to foster
intercultural competence in learners. Furthermore, it argues that exposure to authentic digital discourse enables
students to recognize cultural nuances, humor, and social dynamics reflected in everyday communication. The study
also underscores the role of critical thinking in interpreting online content, helping learners distinguish between
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stereotypes and genuine cultural representations. Ultimately, the approach encourages active, reflective, and culturally
responsive language learning.

Keywords: intercultural communication, interactive methods, critical thinking, formation of communicative
competence, discourse analysis, media texts.

Introduction

Globalization has made intercultural communication an essential skill. Intercultural
communication refers to the exchange of information and ideas between people from different
cultural backgrounds. It involves understanding different ways of thinking, behaving, and
communicating. Effective intercultural communication helps people avoid misunderstandings, build
relationships, and work successfully in diverse environments.

In this context, media texts such as films, news articles, advertisements, and social media
content, play a significant role in intercultural communication. They reflect cultural values, beliefs,
and language use in real-life contexts, making them valuable tools for learning about other cultures.
By analyzing media texts, learners can develop cultural awareness, critical thinking, and
communication skills, which are essential for navigating today’s globalized world.

Using media in teaching helps learners understand different perspectives, analyze cultural
narratives, and enhance communication skills. However, its effectiveness depends on content
selection and teaching methods.

This study explores the role of media texts in fostering intercultural competence, their impact
on language learning, and the challenges of integrating them into education.

Literature Review

The role of media texts in developing intercultural communicative competence has drawn
substantial interest from educators and researchers alike. Media literacy and the use of authentic
media materials are increasingly seen as pivotal in foreign-language education, providing learners not
only with linguistic input but with insights into cultural norms, values, and communication practices
in English-speaking societies [1].

Recent international studies demonstrate this trend. For example, Amine Adraoui, Adiba
Bousfiha, Merieme El Amine, and Es-said Mazizi [1] reveal how media literacy among EFL students
contributes to intercultural communicative readiness. Irene Tsintsadze [2] addresses how media
literacy, when seen through the lens of digital transformation, fosters intercultural awareness and
critical engagement. Iryna Alyeksyeyeva, Tetyana Chaiuk, Elizaveta Galitska and Iryna Kovalchuk
[3] show that authentic media content supports deeper interpretation, reflection, and cultural
responsiveness among learners. Similarly, Will Baker [4] emphasizes that intercultural
communication should be considered a central element of English Language Teaching methodology,
while Mingshu Liu [5] highlights the significance of cultural content in English language teaching
for enhancing students’ intercultural competence.

In the Kazakhstani context, a growing body of research confirms the relevance of these themes.
Rakhima Zhumaliyeva and Akbota Muratkyzy [6] explore how the competence-based approach to
intercultural communication functions in Kazakhstan’s higher education system, emphasizing the
need to integrate cultural and linguistic dimensions. Aigul Yeleussiz [7] examines how EFL teachers
in Kazakhstan perceive media literacy and its incorporation in classrooms, pointing to both challenges
and opportunities. Aigul Yeleussiz and Gulmira Qanay [8] expand this perspective by addressing
policy implementation and educators’ attitudes toward media literacy in national education. Likewise,
Perizat Yelubayeva, Sholpan Kudyarova, and Galiya Kulzhanbekova [9] investigate the effects of
integrating media literacy into English language teaching, highlighting improvements in critical
reading, listening, and communicative skills. Beibitkul Karimova, Zhazira Ailauova, Yeriyakul
Nurlanbekova, and Baglan Bazylova [10] further demonstrate that cross-cultural and linguacultural
competence can be effectively cultivated through media-based classroom practices.

These works collectively underscore that media texts operate not only as language resources
but as cultural artefacts — vehicles through which students can engage with «ways of being» in target-
language communities. Building on this foundation, the present study focuses specifically on using
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authentic English-language media texts (advertising slogans and social media content) as tools for
cultivating intercultural communicative competence among Kazakhstani learners of English. It
extends prior research by drawing on real user comments and social-media discourse, thereby
combining linguistic and cultural analysis in a media-rich learning environment.

Materials and Methods

This study investigates the role of media texts in the development of intercultural
communication skills through a comparative analysis of advertisements and social media content,
alongside a survey of students with diverse academic backgrounds and varying levels of English
proficiency. The research applies discourse analysis, comparative analysis, and survey methods to
explore how media texts convey cultural values and how students interpret them.

The first stage of the research involved a comparative analysis of advertisements and social
media content. Media texts were selected using the mass sampling method from publicly accessible
sources. These included advertisements from international brands such as Coca-Cola, Adidas, Apple,
Reebok, and Dove, as well as social media posts by globally recognized public figures such as Elon
Musk, Michelle Obama, Oprah Winfrey, Taylor Swift, and Emma Watson. The materials were
collected primarily from platforms such as Twitter, Instagram, and Facebook. They were examined
for linguistic, cultural, and communicative features, with special attention paid to how they express
cultural norms through lexical choices, discourse structure, and implied meanings. Key lexical and
phraseological units were identified, forming the basis for the second stage of the research.

As part of the instructional procedure, students worked with the selected media texts through a
series of guided analytical and interpretive activities. These activities included identifying key words
and phrases in advertising slogans and social media posts, interpreting their meanings from both
linguistic and cultural perspectives, and discussing the cultural values and social ideas embedded in
the texts. Students were encouraged to compare the represented values with those typical of their own
cultural context and to reflect on differences and similarities in communication styles. Such tasks
were designed to promote critical thinking, cultural awareness, and the development of intercultural
communicative competence.

The second stage comprised a survey designed to assess how students from different faculties
and academic levels perceive and interpret English-language media texts. The survey involved 65
students from NAO «Shakarim University of the city of Semey», located in the Abai region of
Kazakhstan. Participants included both undergraduate and graduate students from a variety of
programs, including Foreign Language: Two Foreign Languages, Economics and Management,
Thermal Power Engineering, Technical Physics, Accounting and Finance, and Design. The
questionnaire explored the frequency of students’ exposure to English-language media content, their
ability to identify cultural references, and their interpretation of selected lexical items. In the final
part of the survey, students were asked to interpret a specific word or phrase previously identified in
the media text analysis. This task was intended to evaluate the influence of cultural background on
semantic comprehension.

The collected data was analyzed using discourse analysis and basic statistical techniques. The
results were categorized based on recurring linguistic and cultural patterns found across the media
texts and student responses. This approach provides insights into how media content contributes to
learners’ cultural awareness, supports the development of intercultural communicative competence,
and facilitates more effective engagement in cross-cultural contexts within educational settings.

Results and Discussion

The comparative analysis of advertisements and social media posts revealed different strategies
for communicating cultural values through media texts. In advertising, brands tended to use slogans
and narratives that conveyed emotional and symbolic messages related to family, perseverance,
individuality, and inclusion. For instance, the Coca-Cola company, through its well-known campaign
«Holidays Are Coming», communicated themes of collective celebration and emotional warmth.
Similarly, their slogan «Open Happiness» used metaphorical language to associate the act of drinking
a soft drink with emotional satisfaction and joy. Another campaign, Adidas’s «Impossible Is
Nothing», emphasized personal growth and overcoming adversity. This message, rooted in self-
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determination and the idea that limits are psychological, reflected core ideals of Western and
especially American culture.

Reebok, with its campaign «Be More Humany, employed nonstandard grammar to encourage
self-improvement and physical strength. The slogan implied that being human is not a fixed state but
something to strive toward, resonating with the cultural value of personal development. Dove’s «Real
Beauty» campaign promoted authenticity and self-acceptance by challenging mainstream beauty
standards. Through phrases like «You are more beautiful than you think», the brand encouraged
psychological empowerment and inclusivity. Apple’s iconic slogan «Think Different» further
contributed to this cultural narrative by celebrating innovation, creativity, and nonconformity. By
intentionally breaking grammar rules, Apple emphasized that original thinking often requires
rejecting conventional norms.

In contrast, the language used in social media posts by public figures was more personal,
direct, and ideologically expressive. Elon Musk’s posts on the X platform (formerly Twitter),
such as «Occupy Mars» and «Freedom of speech is essential» combined brevity with strong
symbolic meaning. These phrases promoted innovation, autonomy, and the core American ideal
of individual liberty. Michelle Obama’s statement « When they go low, we go high», which gained
popularity on Instagram and Twitter, became a widely recognized expression of moral leadership
and ethical resilience.

Oprah Winfrey, known for her inspirational tone, posted the phrase «Turn your wounds into
wisdom» on Instagram. This metaphorical message reflects the Western notion that personal suffering
can be transformed into strength and insight. Meanwhile, Taylor Swift and Emma Watson used their
Instagram and X accounts to advocate for equality, inclusion, and social justice. Their language
emphasized values like fairness, diversity, and shared responsibility especially in the context of
gender discourse. These posts, while rooted in personal belief, also acted as tools for shaping public
consciousness and engaging followers in broader cultural conversations (Figure 1).

43%

16%

v

M Several times a week M Once a week Rarely Daily

20%

Figure 1 — Frequency of watching foreign news, movies, or social media content

The pie chart illustrates the frequency with which people watch foreign news, movies, or social
media content. According to the results, 43 % of respondents reported watching such content daily,
21 % do so several times a week, 16 % watch it once a week, and 20% watch it rarely. We can observe
that the majority of respondents (64 %) watch foreign content either daily or several times a week,
indicating a high level of regular exposure to international media (Figure 2).
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H Yes, but only a little B Neutral

m No, does not influence m Yes, strongly influences

Figure 2 — Respondents’ perceptions of how foreign media content affects their views of other countries

The second pie chart presents respondents’ opinions on whether foreign news, films, or social
media posts influence their perception of other countries. According to the data, 49 % believe that such
content affects their opinion, but not significantly. Meanwhile, 24 % report that it has a strong influence,
23 % remain neutral, and only 4 % say that it does not influence their opinion at all (Figure 3).

M Social media

M Talking to friends and teachers

TV and news

Figure 3 — Preferred media sources for learning about other countries

This pie chart illustrates the distribution of media sources respondents most frequently use to
learn about other countries. A vast majority (88 %) reported using social media, followed by 10 %
who rely on television and news websites. Only 2 % mentioned communication with friends or
teachers as their primary source. We can observe that most respondents prefer informal and easily
accessible platforms like social media to explore global topics.

A comparative analysis of advertising campaigns and publications on social networks reveals
two different but complementary ways of forming and transmitting cultural values through language.
Despite the fact that both media formats have ideological and cultural significance, their stylistic,
structural and pragmatic features differ significantly. Advertising materials are usually compressed
into short, emotionally saturated slogans with metaphorical and symbolic overtones, whereas posts
on social networks more often reflect personal beliefs and can serve as tools for activism and self-
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identification [1]. This section examines how these formats express key cultural values, especially
prevalent in American society, and how these expressions can help in the learning process of
intercultural communication.

To begin with, the advertising language is specifically designed to create associations between
products and broader cultural ideals and emotional experiences. For example, Coca-Cola uses slogans
such as «Open happiness» and «Celebrate Together», which are based on metaphorical language and
emotional appeal. The verb «open» not only implies access, but also implies agency — the idea that
consuming a product can lead to an immediate emotional effect. The phrase «Celebrate together»
evokes associations with community and unity, which at first glance may resemble collectivist values.
However, in the context of American culture, it reflects commercialized holiday traditions, especially
around Christmas, and reinforces consumption as an element of emotional and cultural experience.

The Adidas slogan «The impossible is nothing» also serves as a vivid example of the connection
of products with aspirations and values. Syntactic inversion emphasizes the word «impossible», while
the general meaning asserts that restrictions are imposed by the person himself. This reflects the
American ideal of self-determination and heroic individualism, where success is seen as the result of
personal determination and perseverance [4]. The involvement of world-famous athletes such as
Muhammad Ali gives the campaign emotional credibility and cross-cultural appeal, but the main
message remains within the framework of the Western narrative of overcoming difficulties through
personal strength.

The themes of personal transformation and empowerment are also developed in Reebok's
slogan «Be more Humany». The grammatically unusual construction used here will attract attention
and encourage reflection. The idea that a person can become «more» human suggests that humanity
is not a static state, but something that can be developed through discipline, physical change, and
psychological resilience. Such ideas correspond to the American values of continuous self-
improvement and personal growth. The slogan encourages consumers not only to achieve physical
fitness, but also to create an idealized version of themselves that meets cultural expectations regarding
effort, productivity, and success.

Dove's «Real Beauty» campaign offers a different approach, challenging established beauty
standards. Unlike slogans calling for activism and transformation, Dove's ideas, such as «You're more
beautiful than you think», focus on self-acceptance and authenticity. These messages reflect Western
discussions about feminism, body positivity, and mental well-being. At the same time, they also
function ideologically, promoting self-esteem as a commercial value -suggesting that self-acceptance
can be both emotionally and socially liberating.

A pattern of norm-defying is also evident in Apple's slogan «Think Different». Going beyond
the traditional standards of beauty or athletic achievement, this slogan uses a subversive approach,
deliberately violating grammatical rules. This violation symbolizes and highlights the brand's
innovative, rebellious, and visionary identity. The phrase celebrates nonconformity, originality, and
risk taking-values deeply rooted in American entrepreneurial and educational culture [4]. By
celebrating «the crazy ones» and «losersy, the ad links creativity with individuality, positioning Apple
as a cultural leader rather than just a technology company.

Although advertising slogans are carefully thought out and ideologically saturated, social media
posts tend to reflect a more spontaneous and personal use of language. However, they also contain
important cultural values. For example, Elon Musk's posts on the X platform (formerly Twitter), such
as «Occupy Mars» and «Freedom of speech is essential..», reflect the language of protest and
activism. The phrase «Occupy Marsy» adapts the rhetoric of social movements (such as Occupy Wall
Street) into a symbol of progress and technological discovery, which echoes the American mythology
of expanding borders and freedom of human choice.

Continuing this theme, Michelle Obama's well-known phrase « When they go low, we go high»
illustrates moral dignity and ethical leadership. Unlike Musk's futuristic and provocative style, her
words emphasize politeness, strength, and emotional resilience in the face of negative circumstances.
This rhetorical style appeals to American ideals of perseverance and honesty and often serves as a
moral compass during periods of social discord or political conflict.
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Similar metaphors expressing resilience can be found in Oprah Winfrey's Instagram post, where
she says, «Turn your wounds into wisdom» This statement is rooted in the Western psychological
narrative, where personal suffering is not seen as a weakness, but is perceived as an opportunity for
personal growth. Such ideas are especially common in the American discourse on self-help, where
the process of healing and development is closely linked to autonomy and emotional understanding.

Finally, many celebrities actively use their platforms to engage in cultural dialogue and
activism, which highlights the ideological function of language on social media. For example, Taylor
Swift and Emma Watson regularly publish materials supporting gender equality, diversity and
inclusivity. Their messages contain terms such as «justice for all» and «gender as a spectrumy», which
reflect a discourse on human rights and progressive values. These posts, popular with a young
audience, not only express personal beliefs, they shape public opinion and encourage civic
engagement, becoming an important cultural influence in modern public debate.

The second stage of the study involved a survey aimed at exploring how students with different
academic backgrounds interpret English-language media texts and slogans. A total of 65 students
from «Shakarim University», Kazakhstan, participated in the survey. Participants represented a
variety of majors, including Foreign Language: Two Foreign Languages, Economics and
Management, Thermal Power Engineering, Technical Physics, Accounting and Finance, and Design.
Regarding academic level, 77 % of the respondents were undergraduate students, while 23 % were
enrolled in master’s programs.

One of the key findings relates to the frequency of students’ exposure to English-language
media content. As shown in Figure 1, 43 % of respondents reported consuming such content daily,
while 21 % did so several times a week. Another 16 % indicated that they engaged with foreign media
once a week, and 20 % reported watching it rarely. These results demonstrate a generally high level
of interaction with global media, especially through social and entertainment platforms.

The influence of foreign media on students’ perceptions of other countries was also addressed.
Figure 2 shows that 49 % of students felt that such media influences their views to some extent, while
24 % believed it had a strong influence. Only 4 % reported that it had no influence, and 23 % remained
neutral. These findings suggest that although students may not always consciously acknowledge it,
foreign media content contributes to shaping their cultural perceptions and awareness.

Regarding the preferred sources of information about other countries, the results presented in
Figure 3 indicate a strong inclination toward social media platforms: 88 % of participants identified
Instagram, TikTok, YouTube, and similar networks as their primary source. Other responses included
traditional media such as television and online news (10 %) and personal communication (2 %). When
asked what they consider the most interesting media formats for learning about other cultures, 65 %
of students again pointed to social media, while 23 % preferred films and TV series, 10 % chose news
channels and newspapers, and only 2 % selected advertisements. This highlights the role of informal,
visually engaging platforms in cultural learning.

Students were also asked what aspects of foreign content interest them most. The leading
responses were language and communication style (67 %) and cultural traditions (63 %). A smaller
portion of participants expressed interest in politics and social life (23 %), stereotypes and prejudices
(19 %), and gender roles and habits (6 %). These preferences reveal a focus on everyday cultural
codes and interpersonal dynamics, rather than formal or institutional themes.

In the final section of the survey, students were invited to interpret the slogan «Be More
Humany, which had previously appeared in one of the analyzed English-language media texts. Their
responses demonstrated a wide range of personal reflections and cultural interpretations. Many
students focused on the emotional and moral dimensions of the phrase.

For example, several participants interpreted «Be More Humany» as a call to show empathy,
compassion, and kindness in daily interactions. Phrases such as «be kind and able to empathizey, «be
sincere, not like a robot or a machine», and «be more caring and loyal toward others» were mentioned
multiple times. Some respondents emphasized emotional authenticity, interpreting the slogan as an
encouragement to express real emotions, not to hide behind social roles, and to stay true to one’s character.
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Other responses focused on self-improvement and moral responsibility. One student said, «It
depends on the context, but [ understand it as a call to become a real human being, to grow and develop»,
which reflects the influence of cultural values related to personal growth and ethical behavior. Another
wrote, «To be more human means to show high levels of empathy and critical thinking.

There were also responses that highlighted tolerance, open-mindedness, and universal human
values. For example: «Humanity should be prioritized despite everything — education, status, fame,
race. We must be kind and open-minded with people». This suggests that some students associate the
phrase with social responsibility and inclusion.

In summary, most respondents linked the slogan «Be More Human» with emotional sensitivity,
authenticity, moral development, and social values. These interpretations suggest that the students
were able to go beyond literal meanings and engage with the deeper humanistic message of the slogan,
shaped in part by their own cultural perspectives. Students were also asked to interpret the slogan
«Think Different», which originates from a well-known advertising campaign. Their answers
revealed a strong tendency toward valuing critical and independent thinking.

Many students interpreted the slogan as a call to think independently and to form one’s own
opinions. Responses included: «Try to understand different opinions», «Think in your own way, don’t
repeat someone else’s pathy», and «Don’t follow the general idea of society — be different». These
statements indicate that students associate the slogan with individuality and non-conformity.

Others emphasized creativity and innovation. Phrases like «approach things in a creative way,
«don’t be afraid to break stereotypes», and «look at things from a different angle» reflect a growing
awareness of the importance of original thinking, which is essential in global communication and
intercultural competence.

Some students highlighted the role of media literacy, stating that «Thinking differently is about
critical thinking and being able to analyze media content». A few mentioned that this mindset
involves «out-of-the-box thinking» or «not accepting the world as it is presented», showing their
understanding of how slogans like this can encourage a more thoughtful interaction with information.

A particularly insightful response read: «This slogan is brilliant in its simplicity and power. It
doesn’t just provoke non-standard thinking — it creates a sense of uniqueness. It’s like a challenge: don’t
be like everyone else, be someone who changes the rules». Such responses illustrate students’ ability to
interpret abstract and symbolic messages in media texts in a nuanced and culturally informed way [3].

Conclusion

The results of this study demonstrate that both advertising discourse and texts in social networks
play an important role in the formation of students' intercultural communicative competence.
Analyzing authentic materials such as slogans, headlines, and content created by users on social
media helps students become more aware of the cultural values, communication norms, and social
attitudes that shape discourse in an English-speaking environment. Social networks, in particular, act
as a preferred and effective tool for studying culture, due to their accessibility, relevance and
popularity among young people.

In addition, the integration of advertising materials and content from social networks into the
educational process helps to increase students' motivation, develop critical thinking and promote
meaningful interaction with cultural diversity. By working with real media discourse, students
develop the ability to interpret language in the context of culture, forming a more empathetic and
flexible worldview. These conclusions emphasize that authentic media content should be considered
as an integral part of modern foreign language teaching, focused on the development of intercultural
competence.
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MEJUAMOTIHAEP HET'T3IHAE MOJIEHUETAPAJIBIK
KOMMYHUKAIUATA YUPETY

AngaTna. by Makamama arFbUIIIBIH TUTi cabarblHIA CTYACHTTEPIIH MOJACHUETAPANbIK KOMMYHUKATHBTIK
JIaF IbUTAPBIH JAMBITY KYPaJlbl PETiH/IE aFbUIIIBIH TUTIHIET] TYITHYCKa MEAMaMOTIHIAEP I — KapHaAMaJBIK YpaHaap MeH
QNIEYMETTIK JKeJiiepZieri KOHTEHTTI — KOJJIaHy KapacThIphUIAIbl. 3epTTeyle IeTesl TUTIH MeHrepy OaphIChIHIA
MeuacayaTThUIbIK TIeH MOJCHU Xal0apIapJibIKThlH MaHbBI3IbUIBIFBI aTan oTiledi. AMEpHUKANbIK XapHaMaiap MeH
QJICYMETTIK JKeJNieperi naiianaHymsuiap KalaplpFaH MiKipJaepAl Tajanay apKbUIbl CTYAEHTTEpP aFbUILIBIHTUIIL
KOFaMfa TOH HETi3ri MOJCHM KYHJBUIBIKTAp MEH TUINIK epeKulenikrephl aHbikTajnsl. COHBIMEH Kartap, 3epTreyre
cayaJlHaMa >KYPTi3iJIiI, OHBIH HOTIIKEJIEpl CTYJCHTTEPIIH LIeTeJ MOJICHUETI Typallbl aKIapaTThl IaCTYpJli Meauaaan
repi 9JICYyMETTIK JKeJiJiep apKbUIbl adyAbl )KOH KOPETiHIH KepceTTi. 3epTTey HATIKeNIepi MeANaMaTIHAEpAiH TeK
TUIIIK MaTepuas FaHa eMeC, COHBIMEH KaTap MOJCHU Oarnmap OepeTiH Kypasl eKeHiH, OJlap CTYICHTTEPIH MOICHH
KYOBLIBICTAP bl TEPEHIPEK TYCIHYIHE, dKAHAIIBIPIBIK MIEH TO3IMIUTIKTIH KaJbIIITaCybIHA BIKITAN €TCTIHIH JOIEIICHII.
Makanaga OimiM Oepy TMpolieciHe MeauapecypcTapAbl CHTI3YIiH THIMIIITT KOepCeTimin, OWI CTyACHTTEPIiH
MOJIEHHETApaNIBIK KY3bIPETTIIITIH JaMBITyFa MYMKIHIIK OepeTini atamn etineni. COHBIMEH Katap, TYIHYCKa ITUQPITBIK
JIMCKYPCIICH JKYMBIC iCT€Y CTYACHTTEPre KYHICTIKTI KapbIM-KaThIHACTA KOPiHIC TaOATBIH MOACHHU PEHKTEPI, 9317111
JKOHE OJIEYMETTiK TUHAMHUKAHBI TaHyFa KOMEKTeceli. 3epTTey OHJAWH-KOHTEHTTI MHTepHpeTanusuiay OapbIChIHIa
CBHIHM O¥JIay IbIH MaHBI3bIH alKBIHIaNH I, ce0e0i O CTyICHTTEpre CTEPEOTUIITED MEH IIIBIHAWBI MOICHU KOPiHICTEP i
aXbIpaTyFa MyMKiHIik Oepeni. Hotmxecinge, Oy Tocin Oencenni, peieKCUBTI )KoHE MOJCHHU TYPFBIAAH >KayarThl
TiJI YHPEHYl KaMTaMachl3 eTel.

Tipek ce3mep: MoneHHETapabIK KOMMYHHKAIMS, MHTCPAKTHBTI SiCTep, ChIHK OWIay, KOMMYHHUKAaTHBTIK
KY3BIPETTUTIKT] KJIBIITACTBIPY, IUCKYpC-Tajliay, MEANaMaTiHIEP.
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OBYYEHUE MEXKYJIbTYPHOI KOMMYHUKAIIUA HA OCHOBE
MEJIUATEKCTOB

AHHoTanmsi. B jaHHOW crTaThe paccMaTpHUBAcTCs WCIOJNB30BAHME AyTCHTHYHBIX — AHIJIOS3BIYHBIX
MEIMATCKCTOB — B YaCTHOCTH, PCKIIAMHBIX CIIOTaHOB M KOHTEHTA U3 COLMAIBHBIX CETEH — KaK CPeICTBa Pa3sBUTHUSA
MEXKYJIBTYPHBIX KOMMYHUKATHBHBIX HABBIKOB y CTYJICHTOB B IIpoliecce OOYYCHHUS AaHTIUHCKOMY SI3BIKY.
HccrenoBanre mMOTYCPKUBACT BAXKHOCTh MEIUATPAMOTHOCTH M KYJIbTYPHOM OCBEHOMIEHHOCTH B IIpolecce
OBJIAJICHUSI HHOCTPAHHBIM S3bIKOM. AHAJIM3 aMEPUKAHCKOW PEKJIaMbl M PEaJIbHBIX TOJIb30BATEIILCKUX KOMMCHTapUCB
U3 COIMATBHBIX CETCH MO3BOJIUII CTYICHTAM MTO3HAKOMUTBCS C KIFOYCBBIMH KYJIbTYPHBIMH LIEHHOCTSIMU U SI3bIKOBBIMU
OCOOCHHOCTSIMH, XapaKTEPHBIMHU JJIsl aHTIIOSI3BIYHBIX COOOMIeCTB. B mccnemoBanmne Takke ObUT BKIIIOYEH OMPOC,
MOKa3aBIIKii, YTO CTYACHTHI NPEANIOYUTAIOT U3y4aTh HHOCTPAHHBIE KYJIbTYPhI Yepe3 COLMANbHbIE CETH, a HE Yepe3
tpaguionasie CMU. Tlony4yeHHble pe3ysbTaThl MOKA3bIBAIOT, YTO MEAMATEKCTHI CIIy)KaT HE TOJBKO S3BIKOBBIM
MaTepHUalioM, HO M KYJbTYPHBIM OPHEHTHPOM, CIOCOOCTBYIOIIUM OoJsiee TIyOOKOMY MOHMMAHHIO, SMIIATHH H
TosiepaHTHOCTH. CTaThs MOMUEPKUBAET 3PPEKTUBHOCTh WHTETPAIIMN MEIUAPECypCOB B 00pa30BaTeIbHBIA MPOIECC
[utst (GOPMHUPOBAHHUST MEKKYJIBTYPHOH KOMIIETeHIMH y 00y4aromuxcs. Kpome Toro, yTBepxKuaercsi, 4To 3HaKOMCTBO
C ayTEeHTHUYHBIM LU(PPOBBIM AUCKYPCOM MOMOTaeT CTyAEHTaM pPAaclO3HABaTh KYJIbTYPHbIC HIOAHCHI, IOMOp H
COLIMANBHYIO JHHAMUKY, OTpakéHHBIC B IMOBCEIHCBHOM oOIIeHUH. MccienoBaHue Takke MOTYEPKUBACT POJIb
KPUTHYCCKOTO MBIIUICHUS TIPU WHTEPIPETAIUN OHJIANH-KOHTECHTA, YTO MOMOTACT YJYaIlUMCS OTIIMYATh CTCPEOTHUIIBI
OT MOJJIMHHBIX KYJIbTYPHBIX MpPEICTABICHUNA. B KOHEYHOM WTOre JaHHBIA MOIXOJ CIIOCOOCTBYET aKTUBHOMY,
OCO3HAHHOMY U KYJBTYPHO YYBCTBUTEIHLHOMY U3yUCHHIO S3BIKA.

KiroueBble cjioBa: MEXKKYIbTYpHAas KOMMYHHKAIIMS, WHTCPAKTUBHBIC METOIBI, KPUTHUYCCKOE MBIIUICHHUE,
(dbopMupOBaHHE KOMMYHUKATHBHOM KOMIIETCHIIMH, JUCKYPC-aHAIN3, MEIHATEKCTHI.
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