DOI 10.31489/2021Ph3/48-54

YK 811.512.122°42

. *
R. Baktiyarova , K. Yessenova
Kazakh National Pedagogical University named after Abai, Almaty, Kazakhstan
(E-mail: rai_bah@mail.ru, kalbike 65@mail.ru)

Relationship between the concepts «businesswoman» and «successful womany

The article discusses the relationship, similarities and main differences between businesswoman and tabysty
ayel which are formed through media texts. Many variants of translation of the concept successful were ana-
lyzed. The lexeme tabysty in the Kazakh language is used in the work. In the article, as supporting features of
the main concept, such meanings of the concept were considered as kolynan is keletin adam, tabysty ayel.
Tabysty ayel was determined according to such main criteria as zhenisti, zhetistikti, tanymal. The authors con-
clude that the overwhelming majority of media texts with the meaning of the concept isker ayel published on
the pages of newspapers, and media texts with the meaning of the concept tabysty ayel are published in glossy
magazines for women. They have high competition due to imagery, aesthetics, content and thematic versatili-
ty, etc. and belong to one of the most popular and attractive types of media texts.
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Introduction

Currently, the intensive and global transformations taking place in the mass information and communi-
cation space have led to the need to consider the relevance of scientific and socio-cultural studies of language
and media styles in close contact with extralinguistic factors of the creation and perception of general cultur-
al texts [1; 6]. Due to its accessibility and mass nature, media texts are «considered one of the most common
forms of modern language consumption» [2; 5]. Therefore, it can serve as a culturally relevant source for the
study of concepts.

Methodology

It is known that the concept of «womany itself has become the main object of some linguistic and phil-
osophical research, but the expression of the specifics of the concept of a businesswoman in the media con-
text is not specifically considered. Lexicographic analysis of the business representative-lexeme of the con-
cept «businesswoman» revealed the following supporting semas: 1. Business capable, skilled, knows the
source of the case; resourceful. 2. econ: a significant symbol of organizational culture, rationally organized
activity, clearly focused on the interests of the business; the ability of an employee to use his/her work effec-
tively, organize and mobilize the activities of his/her subordinates [3; 732].

In this definition, the main features of the studied concept are clearly expressed, such as a person who is
able to work, has a high organizational ability, and is businesslike. The versatility and multiplicity of this
concept indicates that it intersects with other concepts: Kazaxcman ickep aiiendep xayvimoacmoviebi 63
KaHambIHblH ACMbIHA enimizoei ey MulKmbl, ey y30iK, ey ademi Kbl30aposl dcunan omvlp. Kyovipvikmaii
JCYMBLICAK, Kauanoa oyaul, Kayinciz api cenimoi. biz epexute kezenoe, epkin ende omip Cypin iHcamoulpmol3.
biz — oicozaper 0inimoi Kazaxcmanovix Kosamuwiy 6ip 6onicimiz. (The Association of businesswomen of
Kazakhstan brings under its wing the strongest, the best, the most beautiful women in the country. When we
unite, it is always easy, safe and reliable. We live in a special period, in a free country. We are part of the
Kazakh society with higher education) [4]: Oiienoep — ombacwinviy mipeei, s2nu memiekem mipeei. Kvi3z,
atlen — apoativim 6i30iH KOSAMHbBIY MeH KYKblIbl MyUeci, al aHACkl OHbIY ey Kypmemmi aoamvl. Kenmezen
atien Kacinkepaep Jicemicmiciniy peyenmi Kapanausvlm. HCYMbIC ICME) HCIHe 03 IHCYMBICLIH HCAKCbL KODY.
Mocenen, e3iniy diceke KOCMEMUKANLIK UMnepusculn Kypean Icme Jlayoep: “Ewkim meni moxmama
anmaovl, MeH camkKan Hapceze ceHOiMy» Oezen ekel. Kazipei manoa pecnyoauxa OOUbIHUA KICINKEp HA3IK
arcanowliapovly yneci 50 npoyenm. Byn xepcemxiui atiendep KaCInKepuiciniy 0amy aaeyeminiy Hco2apvl
exerin 0in0ipedi. (Women are the backbone of the family, that is, the backbone of the state. A girl, a woman
is always an equal member of our society, and the mother is the most respected person in it. The recipe for
the success of many female entrepreneurs is simple: to work and love your work. For example, Este Lauder,
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who founded her own cosmetics empire, said: “No one could stop me, I believed what 1 was selling”.
Currently, the share of women entrepreneurs in the Republic is 50 %. This indicator shows a high potential
for the development of women's entrepreneurship) [S]: Typxicman o00OavicviHblY OU3HEC XAHLIMOAPHL
Typxicman xanracvinoa 6ac Kocwvln, auendep OUBHECIH O0amblmy JHCAUbIHOA CO3 K038a0bl. OHIpiMi30iy
Oipkamap ickep Kbviz-KeaiHuwexmepi “busnec maxmawnviuwsl”, “Y30ix Kacinkep”, “Ollen Kacinkepiicine
Konoay kepcemxeni ywin’ Homunayusnapvl Ootvimwa mapanammanowsl. (Businesswomen of Turkestan
region gathered in Turkestan to talk about the development of women's business. A number of business-
women of the region were awarded with the nominations “Pride of Business”, “Best Entreprencur”,
“For Supporting Women's Entrepreneurship”) [6], etc.

In French: En 15ans, Julie Gnuva a su faire évoluer son entreprise. Elle I’a modernisée et l’a fait
rentrer dans [’air du numérique. Pouvoir livrer dans les délais avec des process extrémement complexes
nécessite un grand savoir-faire, qui est inscrit dans I’ADN de cette région. Son leitmotiv? Le partage avec
ses équipes. C’est cette relation avec ses collaborateurs qui lui permet de faire progresser son
entreprise.Rencontre avec une entrepreneuse amoureuse de sa région, de son métier et de son entreprise...
(For 15 years, Julie Gnuva managed to develop her own company. She modernized it and brought it to the
digital age. In order to carry out very complex processes on time, a lot of know-how is included in the DNA
in this area. Her leitmotif? She shares it with her teams. It is these relationships with employees that allow
her to promote the company. Meet an entrepreneur who loves her region, her work and her company...) [7]:
Si je n’atteins pas deux étoiles, je serai dégue. Mais je ne réve pas d’arracher la troisieme. Je ne pense méme
pas en étre capabley Hélene Darroze. C’est pourtant le choix qu’a fait Hélene Darroze quand elle a rouvert
apres onze mois de travaux son emblématique restaurant de la rue d’Assas a Paris. «Je ne sais pas si je suis
a contretempsy, soupire-t-elle quand on la questionne a ce sujet. («If 1 don't have two stars, I'll be
disappointed. But I don't dream of getting a third. I don't even think I can». Said Helen Darroze. However,
Helen Darroze made the same choice when, after eleven months of work, she reopened her emblematic
restaurant on the Assassin's highway in Paris. When she was asked about it, she replied, «I don't know, I
don't have time». [8]. Le débit est si rapide que les phrases s accrochent les unes aux autres presque sans
ponctuation. Anne-Laure Kiechel, conseillére économique d’une dizaine de chefs d’Etat ou de
gouvernement, dont le premier ministre grec, Alexis Tsipras, n’a pas de temps a perdre. Sa vie ressemble a
un tourbillon permanent de réunions, visioconférences, deplacements et nuits blanches, deux portables
toujours a portée de main, dont les écrans clignotent sans cesse, signalant ['afflux de messages. Ses
employeurs se [’arrachent pour cela: en sus d’un cerveau de compétition, la jeune femme de 44 ans,
silhouette gracile et regard clair per¢ant, sait se rendre toujours disponible, préte a faire exploser son
emploi du temps pour sauter dans un avion et traverser les continents. Elle ne dort que trois ou quatre
heures par nuit et jure que ¢a lui suffit. Elle trouve son équilibre en nageant des qu’elle le peut, en lisant, en
écoutant de l'opéra et en partageant son peu de temps libre avec ses amis. Son moteur, |’«adrénaliney:
«C’est tres fort de se retrouver au ceeur de décisions historiquesy. Derriere cette effervescence se cache
«une forme d’angoisse: je ne peux pas ne rien faire», reconnait-elle volontiers. (The flow is so fast that there
are no punctuation marks in their sentences. Ann-Lor Kishel, economic adviser to dozens of heads of state
and government, including Greek Prime Minister Alexis Tsipras, does not waste time. Her life is like a
constant storm of meetings, video conferences, travel and sleepless nights, always with two mobile phones in
hand, their screens constantly flashing, reflecting a stream of messages. That's why her employers need her:
in addition to a competitive mind, a 44-year-old woman with a slender figure and sharp eyes knows how to
make herself available at any time, planning her schedule, ready to travel continents on a plane. She only
sleeps three or four hours a day, and she says that's enough. She tries to keep her balance as much as possible
by swimming, reading, listening to the opera, and meeting friends for a short time in her spare time. Her
driving force is “adrenaline”: “being in the middle of historical decisions gives strength. “Behind this”, there
is a concern that I can't do anything”, she says.) [9].

Results and their discussion

As we have seen in the study, there are several levels of basic semantic-cognitive prediction of the con-
cept we have studied in the field of media text: a) levels common to both languages: higher education; the
strongest, the best, the most beautiful; delicate souls; loves her job; supports her family; combines work and
housework; cleaning the house, cooking, washing dishes, etc. working person; economically independent
woman; who consider themselves superior to other women and think that if they are successful, any other
woman can be successful, etc.; b) found only in French magazines: to be popular in society through maga-
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zines and etc.; a woman whose success is due to chance, birth environment, comfort of life, or financial
means, etc.

The analysis of Kazakh and French media texts shows that in general, the language features are some-
what similar in terms of usability: pragmatic, content and stylistic speech. For example, the language of
French media texts is also quite emotional, expressive, in which many artistic and evaluative means are ob-
served. It is also characterized by openness to various other means of speech (jargon, spoken vocabulary,
phraseology, professional words, etc.). French journalism, as well as Kazakh journalism, is characterized by
the following characteristics: polemic, emotionality and pronounced evaluativeness. In addition, the course
of structural and content analysis of Kazakh and French newspapers allowed us to identify many other com-
mon features: similar headings, genres, themes, one character of a businesswoman, stylistically close lan-
guage, etc. [10].

From this point of view, one of the most important points is to differentiate our concept of research with
the image of another woman, which is formed through media texts. In itself, she is also a concept — a suc-
cessful woman (victory, success — a successful woman). Of the many translation options in the article, we
decided to use the success chart. After all, in the big «Russian-Kazakh dictionary» the translation of this
word is as follows: “SUCCESS 1. (lucky) income; full fortune, significant income; to achieve success;
2. Success, achievement of lessons; the student made a great success; 3. (public approval) to please, praise;
the book was a success, the book was popular; with success, fun; with the same success” [11; 1063];
“SUCCESSFUL, fruitful; fruitful work” [11; 1063].

The main difference is in the place where media texts are published when it comes to concepts (busi-
nesswoman and successful woman). If the vast majority of media texts about the concept of a businesswom-
an appear on the pages of newspapers, it is known that glossy magazines are published aimed at the concept
of a successful woman, mainly at the women's community as a whole. They are visual, aesthetic, have con-
tent and thematic versatility, etc.; owing to this, they are highly competitive and are considered one of the
most popular and attractive types of media texts, and as a result of the image they create the concept of a
successful woman is formed in the minds of modern people.

For example: Ycnewmnas, kpacusas u écecoa na nosumuse — menegedywasn Hunapa Camoican xooum
6 KOMHAMY 8 K3JiCyan-obpase, ocgewjas ee 0CienumenvHol yavloxkou. Ilapy munym ona omgewaem Ha cooo-
wenus, a nomom yboupaem ceol meneqdhoHn, umobvl He omereKamvcs 80 epems becedvl — (Successful,
beautiful and always positive TV presenter Dinara Satzhan came into the room with a bright smile and
casual clothes. After answering the messages for a minute or two, she turned off the phone so as not to
interrupt the conversation) [12]; «fl adexeammno omnousyco Kk kpumuxe. Kusnb MeOutinol auuHocmu 6ce20a
npeononazaem necamus. He npassimcs moosm ycnewnvie, Kpacugvle, yMHble, CIMUIbHbIE U Y8ePeHHble 6 cebe
JHCEHWUHBL. Y MeHsl 8bIpabOmancs CMouKutl UMMYHUMEN K He2amugy, OH He Oelaem MeHsl CUTbHee, HO 5 OM-
HOULYCb K HeMy, Kak K wacmu dicuznu. Heckonbko mecsayes s ne yumaio KOMMEHmMapuu 6 c8oll aopec, OHu MHe
He unmepechvl. Mue komgpopmmuo 6e3 obpamnou cessu. B moeil dcuznu cetivac HACMYNuLa 2apMOoHUs, U MHe
20paz0o uumepecnee MueHue Mmoe2o aoumozo uerosexa. Coyupedumens 2asAHYe8020 icypuaia «Mup
eniobnennvixy basu Ecenmaesa pacckazana o céoem cexpeme kpacomul. Kpemom om mopwun ona Havana
nonvzoeamocs 6 20 aem» (“l can accept criticism. The life of a media person always contains negativity.
People do not like successful, beautiful, smart, fashionable and confident women. I have a stable immunity
to negativity. Of course, it does not make me stronger, but I do. I see it only as a part of my life. It's been a
few months, I don't read comments about myself, I'm not interested in them. Without feedback, I feel good.
There is harmony in my current life. Therefore, the opinion of my loved one is more important to me now”.
Bayan Yessentayeva, co-owner of the glossy magazine «World of Lovers», told about the secret of her
beauty. She started using anti-wrinkle ointment at the age of 20) [13].

The main features of the linguistic and content features of media texts aimed at creating a generalized
image of a successful woman: beautiful, popular, often in public, wealthy, etc., and it does not matter to the
reader how, in what way, or by what means she achieved such success. Although the language of such media
texts is closely related to the norms of speech as a manifestation of the traditions of linguistic culture of the
nation, it often achieves the goal of creating a certain expression by violating the standards of speech.

One of the results of the interaction between culture and the media is the popularization of culture. As a
result, experts have recently expressed the opinion that the language of mass communication is too simple,
inconsistent and rude. However, we see that this language is gradually becoming a mass language, displacing
the communicative ethnic style, which is a benchmark from the media space, due to the widespread
popularity of media texts. Russian journalists are alarmed by the phenomenon, noting that the language of
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media texts has moved away from the national character and has become a global pop style as a means of
global communication [14—15].

It is known that similar stylistic unification processes take place in the Kazakh media discourse.
However, they are not yet as active as in Russian. Despite the censorship, the language of the Kazakh media
does not take into account national differences and shows signs of orientation to the international style:
Hpecc-xo0 — ickep atien 3amuiHbly ey b6acmul ampuOymel. Bipviyeaii meeic, KblmMOam, mulebl3 Mamaoan
mizineen KiacCuKanvly yacioezi KOCMIOMHIY (dcakem-bendemuie, HcaKem-uaioap-icuiem, HeaKkem-Kouiex)
KeminOoe mopm-beceyi 6on2anvl ab3an. Opi onap niulim, Myc sHcaHe PaKmypacvimen e3apa yiiecim maoyvl
Kaoccem. 3epeepiix Oyuvimoap. 3epeepiik OYubIMOap Oukewmiy aieymemmix dxca2oauvinan xabap bepeoi.
Kyoatiza wykip, 6i30iy Kbi30apviMul3, and, aHAIapbLIMbl3 KblMbam auiekelioen KeHOe emec. Anaiioa
KYHOenikmi scymvlcmol ObLIAU KOUAHOA ICKEPIK Ke30ecynep MeH wapanapea ickepiix smuxem OOublHua
3epeepnik OytbIMOapobl mazyosly 63 Kasuoaiapsl 6ap. Kapx-ocypx emxizin, yuinoezi 6apovl masvin Kewy
«MiHe, MeHiH OCbIHOAU dulexelliepim Kony Oen Maxkmanameln oanabaxuwia Oyadipuiindepin enecmemyi
MyMKiH. Mbicanvl, exiniy Oipiniy Koavl dceme Oepmetmin eme Kvimbam mypamvld ecayhap cakuna He
CbIP2AHbIY eH KiWKeHeCiH magy — Maleambl Ome Hcoapbl, Habl3 icKep 2UeNl0in eana KoavliHa kenedi. Koxo
Ilanens yiioen wvlzapoa alinaza Kapan, auekeli OYibiMOapulHblY Oipeyin weutin, Kaioblpbin KemKeHOl JCoH
canazan exen. Taneamea manac sncox. [ecenmen opma dcacmagvl atienoepee KoOiHe aimvli cagam, dl Heac
ickep xawvimoapea kymic cazam maxkau dcapaceimosl (Dress code is the main attribute of a business
woman. It is better to have at least four or five classic suits (jackets-skirts, jackets-pants-vests, jackets-shirts)
made of a single smooth, expensive, dense fabric, and jewelry. Jewelry reflects the social status of the wom-
an. Thank God, our daughters, sisters and mothers are not without expensive jewelry. However, there are
rules for wearing business etiquette at business meetings and events, let alone everyday work. Wearing a
shiny bar can be likened to a kindergartener who brags, «Here I have a lot of jewelry like this». For example,
wearing a very expensive diamond ring or earrings that neither of them can afford is a very elegant, real
business woman. When Coco Chanel leaves the house, she should look in the mirror, take off one of her
jewelry and leave it. That's it. There is no dispute about taste. However, it is more appropriate for middle-
aged women to wear gold watches, and for young businesswomen to wear silver watches) [16].

However, in our opinion, topics focused on fashion, cosmetics, jewelry, fitness, health and men are es-
pecially devoted to successful women in society. After all, we believe that glamour ideology is more typical
of successful women than businesswomen. For example, the ideology of glamour is hedonism, because the
concept of glamour is based on the principle of pleasure, enjoyment and avoidance of suffering and hardship,
avoidance of difficulties. In this regard, the main goal of glamour is to paint the face of reality, depict the
successful lives of celebrities, show a bright, romantic lifestyle and promote it as an accessible illusion. That
is why the main aesthetics of glamour is beauty, beauty and light, problem-free life.

Undoubtedly, this standard in modern media discourse has an emotional and aesthetic impact on the
vast majority of modern women, influencing their behavior, thinking stereotypes, life principles. It is known
that even in language culture new views on life are formed. For example: Méme si son pere, vétérinaire,
l’imaginait docteur, Aissata Diakité est restée fidéle a ses amours enfantines. Et a son désir de valoriser la
flore du centre Mali. Une envie devenue encore plus pressante depuis que [’insécurité s est installée sur ces
terres, obligeant sa famille a les quitter pour se replier a Bamako, et a abandonner tout ce qui a fait
l’enfance d’Aissata.«Mon bac en poche, je suis venue en France dans un lycée agricole pour étudier
l’agrobusiness sans trop savoir ce que je ferai aprésy, rapporte la jeune femme d’affaires. Une fois ce
diplome obtenu, Aissata file en Grande-Bretagne compléter ses compétences par du marketing. On est en
2012, elle a 22 ans, et dans le fog londonien son horizon s éclaircit soudain. Il lui devient évident qu’elle va
lancer une marque de jus aux saveurs du Sahel. Un business qu’elle imagine d’emblée inscrit dans un
écosysteme de développement permettant aux petits paysans de Mopti de mieux vivre. Aujourd’hui, ils sont
quelque 5000 a étre partenaires de sa start-up, Zabbaan. Elle les a intégrés dans [’association baptisée
Zabbaan Equity &Development, afin d’accompagner les femmes de la zone rurale vers plus d’autonomie et
d’indépendance et de favoriser [’éducation des enfant. (Although her father was a vet, Dr. Aisata Diakite
remained true to her desire to improve the flora in central Mali as a child. As the danger in these places
increased, it forced her family to return to Bamako and give up Aisata's childhood. «When I graduated from
high school, I came to France to study agribusiness, and I did not know what to do next», says the young
entrepreneur. After graduation, Aisata went to the UK to improve her marketing skills. In 2012, a ray of hope
shone on the London horizon from a 22-year-old girl. It was clear to her that the Sahel was going to release a
brand of flavored juice. She registered the business as part of the development ecosystem, which allows
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small farmers of Mopti to live well. Today, about 5,000 of them are partners of her startup Zabbaan. She
founded the Zabbaan Equity & Development Association to help women in rural areas become more
confident and independent and promote children's education.); 4 ['origine, il y a un petit scandale. En 2015,
Kylie Jenner est une adolescente de 17 ans qui vit dans le comté de Los Angeles, en Californie. Depuis 2007,
son quotidien est scruté par les caméras de télé-réalité «L'Incroyable Famille Kardashiany. Autour d'elle
gravitent les tres médiatisés Kim Kardashian, sa demi-sceur, Kris Jenner, sa mere et son pere, l'athlete
olympique Bruce Jenner, qui, l'année suivante, affirmera sonn identité trans et prend le nom de Caitly... La
jeune fille ne fait pas grand-chose de ses journées, si ce n'est pas partager ses rituels beauté avec ses
quelque vingt millions d'abonnés sur Instagram. Quatre ans plus tard, Kylie Jenner a 132 millions d'abonnés
sur Instagram. Sa marque, Kylie Cosmetics, s’est bien développée. Elle propose en ligne toute une gamme de
produits, pour les levres, le teint ou les yeux. En juillet 2018, elle faisait méme, a 21 ans, la couverture du
magazine économique Forbes, qui la sacrait, en se fondant sur la valeur estimée de son entreprise, «plus
Jjeune self-made-milliardaire de tous les tempsy», dépassant le record établi a son époque par Mark
Zuckerberg a l'age de 23 ans avec Facebook. (Initially, a small quarrel broke out. In 2015, Kylie Jenner is a
17-year-old teenager who lives in Los Angeles County, California. Since 2007, her daily life has been under
the control of the cameras of the incredible Kardashian family. She is surrounded by the famous Kim
Kardashian, her sister Chris Jenner, her mother and father, Olympic athlete Bruce Jenner, who will announce
her transgender status next year and take the name of Caitlin Jenner. The young girl did nothing special
except share her beauty routine with her twenty million followers on Instagram. Four years later, Kylie
Jenner has 132 million followers on Instagram. Her brand Kylie Cosmetics works well. It offers a range of
products online, for lips, face or eyes. In July 2018, at the age of 21, based on the estimated value of the
company, broke the record of 23-year-old Mark Zuckerberg «a young billionaire who did everything
himself», hitting herself on the cover of the Forbes Business magazine, wearing a crown) is quoted [17].
That is, it is easy, without any difficulties, to promote a model of life that is rolling in wealth.

As you can see, success is also reflected in the Kazakh and French universe images. The common
meaning of this concept in the Kazakh and French concepts is that it means success in a particular activity.
As common semas, we can cite the following: female person, capable of bearing children, and important for
Kazakh cognition, on the contrary, not important sema in French: in the relationship of marriage, that is, the
presence of a family.

Conclusion

Thus, the concepts of businesswoman and successful woman are not registered in Kazakh and French
dictionaries. However, in the minds of ordinary native shakers of both languages, certain views on these con-
cepts have developed. It can be concluded that these concepts and views were formed primarily under the
influence of newspapers, various magazines (especially those that promote the values of glamour in relation
to a successful woman).
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P. baktusipona, K. Ecenona

«Ickep (nesnoBas) diiesn» MeH «TadbIcThI (YcnenmHas) duesn
KOHIENTLIePiHiH apaKaTbhIHACHI

Makanaia MeTHaMaTIHIEP apKbUIbI KATBINTACTBIPBUIATBIH ICKep atiel XIHE mabblcmbl dtiesl KOHIEITIICPiHIH
apakaThIHACBI, YKCAC TYCTapbl MEH OacTbl aibIpMalIbUIBIKTaphl KapacTBIPbUIFAH. ABTOpJap Makaljazna
ycnewHass YFBIMBIHBIH KOINTEreH Ka3aK TUIHZAEri ayjapMa HYCKalapblHbIH illiHeH Oenenni aynapma
CO3IIKTEpiHE CYHEHE OTBIPHIIN, Mabbicmyl JEKCEMachlH maiifananrad. COHBIMEH KaTap MakKaiala ajFaIlkbl
KOHIICTITIHIH TipeK OeNriiepi peTiHAe KoIbIHaH iC KelemiH aoam, YublMoacmulpy Kabiiemi xcoeapul, ickepik
CEKUIIl eIIeM MIapTTaphl TallayFa albIHCA, all MaObiCmbl dUel — JHCeHICMI, JHCemIiCMmIKmi, MaHbLMAall
CHSKTBI 0acThl KpuTepuinep OGoifblHIIa alKbIHIANAbl. Erep ickep ailen KOHLENTICIHE KATBICTBI
MEIMaMATIHACP/IiH 0aChIM KOIIIIIri ra3eT OCTTEepiH/C OPBIH aNaThiH 00Jica, mabbicmul dliesl KOHIICTITICIHE,
HETI3iHEH Kajlbl oHeNl KaybIMbIHA apHAIFaH JICHLIMbIY JiCYPHANOAp UIBIFApbUIATBIHEL Oenrimi. Omnap
OCiHeNITIK, ICTeTUKAIBUIBIK, Ma3MYHJIBIK KONKBIPJIBUIBIK IIE€H TAKBIPBINTHIK JKOHE >KaH-KaKThUIBIK T.0.
GenrinepiMeH >xorapbl GaceKeNnecTiKKe ue OOJIbI, MeAUaMaTIHACPAiH eH Oip TaHbIMal dpi TAPTHIM/IBI TYPiHE
KaTkpI3pUTagel. CoHpali-ak, Makalaga oJlap JKacall KOpCeTKeH OelfHe HOTIDKECIHIE Kaszipri 3amaHayd
aJaMaapIbIH CaHACBIHIA Mabblcmbl dtlel KOHIIETITICI Kaall KalbINTacaThIHBI KaPaCTHIPBUIABL.

Kinm cesoep: ickep oifen, MeIMaMoTiH, KOHIENT, MEIMaJUCKypC, TaOBICTBI oien, OyKapaiblK akmapar
KYpaJiiapsl.

P. baktusiposa, K. EcenoBa

CooTHoOLIEeHNE KOHLENTOB «icKep (1e10Bast) diiesn> U «Ta0bICThI (YCIelIHAas) diiesn)

B crartee paccMOTpEHBI B3aWMOCBS3b, CXOACTBO M OCHOBHBIC PAa3IHYdsl MEXKIYy MOHATHAMH O0e106ds
JlceHwyuna M mabvicmel  2ilell, KOTOpble  (OPMHPYIOTCS  IIOCPEACTBOM  MEAMATEKCTOB.  BBLUIO
MPOaHAIM3UPOBAHO MHOXKECTBO BAPHAHTOB IEPEBO/Ia MOHATUS yoauHas. B paboTe Ucmonbp3oBaHa JieKceMa
mabvicmpl Ha Ka3aXCKOM SI3bIKe. ABTOpPaMHU B Ka4eCTBE OIOPHBIX MPU3HAKOB OCHOBHOT'O KOHIIENTa OBUIH
paccMOTpPEHBI TaKUE CMBICIBI KOHIICNITA, KaK KOJIbIHAH iCc Kelemin adam, mabvicmul atien. Tabvicmul atien
ONpeAEISETCS 10 TAKUM TJIaBHBIM KPUTEPUSIM, KaK Jcenicmi, sicemicmixmi, manviman. CaenaH BbIBOA O TOM,
YTO TMOJABISIONICEe OONBIIMHCTBO MEIMATEKCTOB CO CMBICIOM KOHLENTa icKep atien MyOIMKYIOTCS Ha
CTpaHHLAX a3eT, a MEAUATEKCThI CO CMBICIOM KOHIIENTa mabvicmyl dilel — B TISIHLEBBIX JKypHAJIaX st
skeHIMuH. OHM UMEIOT BBICOKYIO KOHKYPEHLHIO 332 CYeT OOpa3HOCTH, ICTETHYHOCTH, COIACPIKATEIBHOU U
TEMaTHYIECKONH MHOTOIPAHHOCTH U T.J. U OTHOCSTCS K OJHOMY K3 CaMbIX IMOIMYJISIPHBIX M MPHBICKATEIbHBIX
BHJIOB MEJTHATCKCTOB.

Kniouesvie cnosa: nenoBas IKEHINVHA, MEIUATEKCT, KOHLENT, MEAWAJUCKypC, CpEICTBA MAacCOBOM
nHMOPMAaIHH.

Cepusi «®unonorusi». Ne 3(103)/2021 53



R. Baktiyarova, K. Yessenova

References

1 Orlova, O.V. (2012). Diskursivno-stilisticheskaia evoliutsiia mediakontsepta: zhiznennyi tsikl i miromodeliruiushchii
potentsial [The discursive and stylistic evolution of the media concept: life cycle and world-modelling potential]. Extended abstract
of Doctor’s thesis. Tomsk [in Russian].

2 Dobrosklonskaya, T.G. (2008). Medialingvistika: sistemnyi podkhod k izucheniiu yazyka SMI: sovremennaia angliiskaia
mediarech [Media Linguistics: A Systemic Approach to the Study of Media Language: Modern English Media Speech]. Moscow:
Flinta; Nauka [in Russian].

3 Zhanabekova, A., Zhanuzak, T., & Abilkassymov, B. et al. (2011). Qazaq adebi tilinin sozdigi [Dictionary of the Kazakh
literary language]. (Vols. 1-15). Almaty [in Kazakh].

4 Isker aielder wulesi artyp keledi [The proportion of businesswomen is growing]. Retrieved from
https://egemen.kz/article/157699-isker-ayelder-ulesi-artyp-keledi [in Kazakh].

5 Adajbaeva, S. (2018). Igilik bastauyndagy isker aielder [Businesswomen at the origin of goodness]. Qazaly audandyq
qogamdyq-saiasi gazeti — Kazaly district socio-political newspaper. Retrieved from https://qazaly.kz/ekonomika/3535-iglk-
bastauynday-sker-yelder.html [in Kazakh].

6 «kz.otyrar.kz» saity [«kz.otyrar.kz» site]. kz.otyrar.kz. Retrieved from https://kz.otyrar.kz/2019/11/t%D2 %AFrkistanda-
isker-%D3 %99jelder-forumy-%D3 %A9tti/ [in Kazakh].

7 le journal «Le Monde» saity [le journal «Le Monde» site]. lemonde.fr. Retrieved from https://www.lemonde.fr/paroles-d-
entrepreneurs-au-coeur-des-territoires/article/2019/02/28/entreprendre-en-region-auvergne-rhone-alpes 5429617 5428808.html  [in
French].

8 Héléne Darroze remet le couvert au Marsan [Héléne Darroze gives the table back to Marsan]. lemonde.fr. Retrieved from
https://www.lemonde.fr/m-styles/article/2019/06/06/helene-darroze-remet-le-couvert 5472040 _4497319.html [in French].

9 Anne-Laure Kiechel, la Frangaise qui murmure a I'oreille des puissants [Anne-Laure Kiechel, the Frenchwoman who whis-
pers in the ears of the powerful]. lemonde.fr. Retrieved from https://www.lemonde.fr/m-le-mag/article/2019/07/05/anne-laure-
kiechel-la-francaise-qui-murmure-a-1-oreille-des-puissants_5485806_4500055.html [in French].

10 Sauranbaev, N.T., Musabayev, G.G., & Sarybaev, Sh.Sh. (Eds.). (2005). Russko-kazakhskii slovar: 70 000 slov [Russian-
Kazakh Dictionary: 70000 words]. Almaty: Daik-Press [in Russian].

11 Ya ne radikalnaia feministka, no za gendernoe ravenstvo — razgovor s Dinaroi Satzhan [I am not a radical feminist, but i am
for gender equality @— a  conversation with  Dinara  Satjan].  ru.sputniknews.kz.  Retrieved  from
https://ru.sputniknews.kz/persona/20190308/9532746/dinara-satzhan-intervyu.html [in Russian].

12 Da, ya izmenila, ya zhivaia, ya poliubila! — Baian Esentaeva. [Yes, I cheated, I am alive, I fell in love! — Bayan Esentaeva].
diapazon.kz. Retrieved from https://diapazon.kz/news/76643-da-ya-izmenila-ya-zhivaya-ya-polyubila-bayan-esentaeva [in Russian].

13 Vepreva, L.T., & Tekau, A.Yu. (2014). Kontsept «zdorove» skvoz prizmu zoomorfnoi metafory [The concept of health
through a zoomorphic metaphor]. Uralskii filologicheskii vestnik. Seriia Psikholingvistika v obrazovanii — Ural Philological
Bulletin. Series: Psycholinguistics in Education, 29-36 [in Russian].

14 Nurekeshova, G.R., Dzhumagulova, M.Sh., & Tashenova, Zh.A. (2015). Dunienin tildik beinesin qalyptastyrushy stereotipter
[Stereotypes that shape the linguistic picture of the world]. Molodoi uchenyi — Young scientist, 19 (99), 36-41 [in Kazakh].

15 Isker bikeshtin syrt korinisi [The appearance of a business woman]. massaget.kz. Retrieved from
https://massaget.kz/kyizdarga/sn/24597/ [in Kazakh].

16 Selfies, gloire et beauté: les stars millionnaires de la cosmétique [Selfies, fame and beauty: the millionaire cosmetics stars].
lemonde.fr. Retrieved from https://www.lemonde.fr/m-le-mag/article/2019/04/19/selfies-gloire-et-beaute-les-stars-millionnaires-de-
la-cosmetique 5452557 4500055.html [in French].

54 BecTHuk KaparaHguHckoro yHuBepcuteTa



