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Critical Discourse Analysis of British University Information Materials

The present study aims to examine how university information materials produced by British universities
construct and reflect the changing social value of education within contemporary promotional culture. To
achieve this, the study applies Critical Discourse Analysis (CDA) to a selection of university information
texts. It explores how language is strategically employed to promote particular institutional identities, shape
prospective students’ expectations, and position higher education within an increasingly competitive market.
Linguistic analysis indicates that the social value of education is being changed to something which can be
offered as a commodity, thus leading to the consumerisation of education. The study demonstrates that uni-
versity information materials function as ideologically charged texts in which university priorities are enacted
through linguistic choices. The analysis reveals that education is discursively constructed through carefully
chosen lexical, grammatical, and rhetorical strategies. At the lexical level, the materials are characterised by a
high frequency of positively evaluative nouns and adjectives which present universities in an aspirational and
persuasive manner. Furthermore, abstract nouns replaced concrete descriptions of pedagogical practice lead-
ing to a discourse of promise while providing limited detail about students’ actual educational experiences. At
the grammatical level, the analysis identified a key preference for nominalisation, particularly in references to
learning, assessment, and institutional responsibility. These nominalised constructions obscure agency by re-
moving teachers and students from the clause. As a result, complex educational practices are described as
technical processes, thereby limiting the visibility of student effort, commitment, teacher involvement, and
shared responsibility. Taken together, these results illustrate how promotional discourse reframes students as
consumers and universities as providers of marketable experiences and outcomes. The study therefore high-
lights the importance of linguistically informed analysis in exposing the ideological assumptions embedded in
apparently neutral university communications and showing how these linguistic features contribute to the
broader marketisation and consumerisation of higher education.

Keywords: Critical discourse analysis, consumerisation of education, discursive practices, discourse and
power relations, marketization of education.

Introduction

Recent changes in contemporary culture have influenced the social nature of language and its function-
ing in societies to the extent that a new field of studies has occupied its niche among disciplinary communi-
ties. This field, critical discourse analysis (CDA), aims to ‘systematically explore opaque relationships be-
tween (a) discursive practices, events and texts, and (b) wider social and cultural structures, relations and
processes’ [1]. CDA offers a theoretical framework for examining texts of information materials as the so-
cially situated embodiment of relations of power, ideology and institutional control. CDA considers dis-
course as constitutive and constituted and reflects social practices while simultaneously shaping them. This
framework is widely used in political, media, legal, religious, and literary texts to examine how everyday
narratives sustain dominance [2-10]. The existing social practices demonstrate how institutional discourse
constructs the «ideal student» as resilient, and self-responsible, redefining education as an individual invest-
ment rather than a public good [5]; in this discourse, academic staff are seen as service providers accountable
to performance indicators. Studies have also revealed how internationalisation discourse often privileges
English-medium instruction, and global rankings, while obscuring issues of linguistic inequality and epis-
temic diversity [11-16].

University information materials can be considered as particularly important discursive spaces because
they are found at the intersection of policy, marketing, and education. Programme descriptions and admis-
sion information translate abstract policies into accessible texts aimed at prospective students. These texts
can blur boundaries between academic discourse and public communication, drawing on a promotional gen-
re. The focus of the present paper is these complex relationships between social practice, ideology and power
reflected in universities’ information materials. The purpose is to analyse texts in the discourse of universi-
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ties from the three-dimensional perspective developed by Fairclough [1]. According to Fairclough, instances
of language use have three facets: «it is a spoken or written language text, it is discourse practice involving
the production and interpretation of text and it is a piece of social practice» [1; 33]. The paper starts with the
discussion of the analytical framework which is then applied in the analysis of university prospectuses.

Materials and methods

CDA examines how instances of language use and wider social practice are related. This explains the
multidisciplinary approach of critical discourse analysts. Thus, CDA draws on a number of social sciences
(sociology, anthropology, ethnography, cognitive psychology, philosophy of language) to investigate how
language as a symbolic human interaction in its different forms (written, spoken, non-verbal) is socially
shaped and also how it is shaping social practice. As a result of this analysis, it is important to take account
of both representative and constitutive features to study language use.

In Fairclough’s view while reading or writing our mind goes through three levels of understanding.
First, it is the form and meanings (semantics) of a text. Fairclough defines a text as ‘the written or spoken
language produced in a discursive event’ [1; 135]. By discursive event Fairclough means ‘instance of lan-
guage use, analyzed as text, discursive practice, social practice’. At the next level, we interpret what we have
read and ‘what inferences we are expected to make’ [17; 3]. Fairclough terms this dimension discourse prac-
tice and adds that it also comprises the processes of text production. In other words, a writer and reader inter-
act with each other through the text. Social practice which is the third level shows why the text is the way it
is and asks the question ‘What social and ideological forces underlie the text and discourse meanings?’.

This means that the text can indicate social relations of power in contemporary society. According to
Fairclough the text and social practice are mediated by discourse practice, i.e. social practice directs process-
es of production and interpretation of the text, or discourse practice. Therefore questions of power and ideol-
ogy arise at each of the three levels and while doing the discourse analysis within the given framework one
should bear in mind the sociolinguistic context of contemporary language use which makes it necessary to
touch upon distinctive features of contemporary culture.

Contemporary culture has been characterized as promotional or consumer culture [11]. As a result of
shifts within the economy, social life has been reconstructed on a market basis. In Fairclough’s view, promo-
tional culture involves the extension of promotional communication across social domains, whereby dis-
course increasingly serves as a means of marketing goods, services, and organisations.

One of the consequences of ‘generalisation of promotion’ is that the ‘genre of consumer advertising has
been colonizing professional and public service orders of discourse’ to the extent that many new partly pro-
motional genres are generated such as the ‘genre of contemporary university prospectuses’ [1; 139].
Fairclough refers to the consumerisation of education while Mautner (2008) [18] uses the term ‘the entrepre-
neurial university’. Thus the discourse of universities has undergone radical changes which will be illustrated
below on the basis of university prospectuses.

Results

The analysis of extracts of six university prospectuses drew upon the analytical framework sketched out
earlier. Three examples are the postgraduate prospectuses of the University of Greenwich (Sample 1), Uni-
versity of the Arts London (Sample 2), University of Reading (Sample 3), and three are the undergraduate
prospectuses of Cardiff University (Sample 4), Edge Hill University (Sample 5), Lincoln Bishop University
(Sample 6). The choice of six different universities is conditioned by the CDA methodology to capture some
units of the whole which constitute discourse of universities. These universities were selected purposively
based on the availability of materials and due to their active engagement in student recruitment. The sample
includes institutions with different institutional profiles, locations, and disciplinary orientations which pro-
vides suitable data to examine how universities construct their identities. Furthermore, aligned with the CDA
methodology, the emphasis was on selecting information-rich texts. For the analysis the following parts are
used: contents page, welcome page and study program entries because these elements are likely to be present
in any university prospectus and compose discourse practice.

Textual analysis starts with comments on the welcome pages of all the six prospectuses. In the text, pro-
spective students are welcomed by the Vice-Chancellor which seems to demonstrate the senior leader’s en-
dorsement of institutional values [18]. There are more features common to six Samples. One feature is the
personalized address of potential applicants (singular you is more likely than plural) and the personalization
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of the universities (we) which sets personal and informal relationships between institutions and applicants.
Another common aspect is promotional characterization of the universities, e.g.:

Sample 1

... home to a thriving community....; ...modern teaching and learning facilities...; ... dedicated teach-
ing staff...; ...strong links with employers...

Sample 4

...attractive and internationally renowned...; one of Britain’s leading universities...; ... very highly re-
garded...; dynamic and stimulating environment...; one of the most popular universities....

Sample 6

Start Your Future...

(Sample 2)

... inspires you..

(Sample 3)

Join us...; Together, we can shape..., ...experience life with us...Immerse yourself in our campuses...

Sample 6

You will gain the skills employers value

The above examples function as personalised customer targeting which is common in marketing and
stimulates individualised service marketing.

Thirdly, the universities tend to use figures indicating numbers of students (all samples) and a long es-
tablished foundation (like in Sample 4 — ...125™ anniversary...; Sample 5 — ... founded in 1885) to im-
press the targeted audience. It could be argued that another prestige advertising feature is listing all the rega-
lia of the Vice-Chancellor which raises a question whether they are presented to give information or have
promotional functions.

It seems obvious that universities tend to treat potential applicants as customers but to different extent.
Sample 4 is more explicit and their position in relation to prospective students could be deduced from the
introductory section which is in a much bigger font than the other part of the text. The institution’s view that
all universities have ‘flavour’ might imply that choosing a university is like choosing food with special fla-
vor which signals consumerisation because the word flavour is usually to do with taste perception in con-
suming food and the use of the word in inverted commas seems to highlight the metaphor. Another piece of
evidence of consumerisation of education could be the extract ... the ‘best’ for your particular tastes and
needs. This is an example of appealing to ‘the individual’s exceptionally good taste and uniqueness’ [19]
widely used in advertising genres. As for Sample 1 the metaphor ‘education is a product’ could be illustrated
in this phrase: ... the range of programmes on offer... The phrase seems to remind of a shop advertisement
when they say something of this kind: ‘the range of products on offer’. Another observation is that Sample 1
tends to use the Opportunity-Taking organizational pattern [20], particularly common in advertisement texts.
Lines 7 and 10 provide the Opportunity signaled by offer and opportunities and Lines 8 and 9 report some
possible Positive Results after taking the Opportunity: ...get a good job...; ...finding work placements and
part-time work...

The welcome pages of the Samples differ in their structure and content depending on the education lev-
el. Sample 1 is more concise and mainly focuses on the university and programs, whereas Sample 2 reports
on the city where the university is and university background and facilities. This difference might suggest
that undergraduate level of education (Samples 4; 5; 6) is more competitive and tries to capture applicants’
attention by giving more information apart from the university itself and in doing so they seem to use more
persuasive language (...highly regarded...; ...one of Britain’s leading universities...;...student support ser-
vices are excellent) in contrast to postgraduate level (Samples 1; 2; 3).

The textual analysis of the prospectuses continues with considering meanings of requirement and obli-
gation and their formal realizations in study program entries. Samples 1-3 express their entry requirement
with the modal verb of mild obligation (e.g. Applicants should have/ should demonstrate, rather than Appli-
cants must have/ must demonstrate). The meaning of obligation in the assessment section is realized by the
use of future simple tense in the sentence Students will be assessed with examinations... which actually im-
plies that students must pass examinations.

Explicit realizations of requirement and obligation are even fewer in the University of Cardiff entries.
This is achieved by means of tabular layout for the entry requirements which allows overt requirement word-
ing to be avoided. For example, A-Level: ABB implies that applicants are required to achieve these grades but
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it seems obvious that explicit realization is evaded. Looking at the assessment section one can hardly find
overt obligational meanings.

First, the fact that Teaching is presented in combination with Methods of assessment (given the post po-
sition in the title, page 49 of Sample 4) under one heading not as two separate sections might suggest that
obligatory meaning is conspicuously being avoided in the prospectus. Secondly, there are a few lexical or
grammatical realizations of obligation. Further, modal expressions of obligation which are usually expected
to occur when speaking about assessment are absent.

Textual features described above illustrate the nature and objectives of university prospectuses in line
with wider changes in higher education [1; 156]. The changes were caused by the government pressure on
educational institutions to operate like ordinary businesses. As Fairclough [1; 147] writes the promotional
function is primary and the prospectuses are designed to ‘sell’ the university and its courses to potential cus-
tomers. The university prospectuses resemble advertising materials and Fairclough [1; 148] explains this by
‘fracturing of the boundary between the orders of discourse of higher education and business ... and a colo-
nization of the former by the latter’. A clear piece of evidence of this colonization might be education exhibi-
tions organized by official bodies where the customer — supplier relationship seems obvious.

These features of social practice shape discourse practice, specifically the process of prospectus produc-
tion. According to Fairclough [1] the textual features are realizations of discourse practice processes and the
primacy of promotional function in contemporary prospectuses leads to drawing upon genres associated with
advertising as well as the more traditional information-oriented genre of university prospectuses. Fairclough
names this particular genre of modern university prospectuses as an interdiscursively hybrid quasi-
advertising genre [1; 157]. Thus this type of interdiscursively complex genre has emerged due to wider so-
cial practice of contemporary ‘promotional’ culture. All six brochures use a brochure-style page size and
tabular layout with quite insufficient, in my view, extracts of information.

The contents page of the University of Greenwich prospectus has a covert promotional element which is
potential students’ positive feedback from attending the university open days. In contrast to the contents ta-
ble, this section is visually highlighted and is placed on the top right corner of the page which is a priority
position in print advertisements.

When looking at the structure of the material one can notice that the information about the university is
given emphasis and is presented first. Almost a fourth (fifty pages) of the prospectus is devoted to listing ad-
vantages of studying at the University of Greenwich and only then prospective students find information on
taught programs. This structure suggests that the university tries to attract students by implicitly promoting
itself. Similarly, the prospectus of the University of Cardiff first presents their infrastructure and then pro-
vides information on the study programs. An obvious instance of consumerisation of education is illustrated
in the prospectus of the University of Cardiff by the statement that typical offers may have changed in line
with market and student demand (page 2 of Sample 4). This is evidence of the cognitive metaphor that ‘uni-
versity is a marketplace’ [20; 157] which operates on demand and supply principle. Consequently at this
marketplace ‘education is a commodity’, i.e. typical offers referring to study programs. Its presentation also
reminds of goods/services promotional leaflets when important information is given at the bottom of the
page and in smaller font.

With regard to the physical appearance of the pages, the prospectuses use visual and design features
which are typical of advertising and promotional material. However these characteristics are present in dif-
ferent weights. The University of Greenwich prospectus makes use of four colors, whereas the University of
Cardiff program entries have large almost half a page photographs. Similarly, the brochures of other four
universities share the same physical appearance features. This might imply that at the undergraduate level a
promotion function is of greater extent compared to postgraduate education. Promotional considerations of
the universities underpin the introductory paragraphs about their departments which according to Fairclough
illustrate a genre of prestige or corporate promotion. For example, as noted earlier the personalization of the
institution is realized in the samples by means of the personal pronoun we (e.g. we regard...,; we offer...).

Another advertising feature which frequently occurs in the contents of the prospectuses is individual-
ized direct address with you, e.g.:

from Sample 1:

You will learn...; you will be taught ... (page 32)

from Sample 4:

You will gain...; in equipping you... (page 46)
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Self-promotional claims also represent elements from the genre of prestige or corporate advertising, for
example:

from Sample 1:

We have a growing reputation ...; You will be taught by excellent academics...; Our international out-
look... (page 32)

from Sample 4:

..its [Cardiff Business School’s] reputation for excellence...; the School enjoys a leading and interna-
tional presence...(page 46).

Other lexical choices which signal promotional features are the consumer-choice vocabulary, for exam-
ple: ...Choose your course...; ...Find the right choice for you..; Tailor your learning journey. (Samples 1-6)
and investment-oriented lexis: invest in your future...; ...gain a competitive edge...; unlock your potential
(Samples 4-6).

At the grammatical level, the discourse is characterised by extensive use of imperative structures, such
as «Apply now,» «Discover your future,» «Join us,» and «Explore our courses.» These commands function
as calls to action, a typical feature of commercial advertising, and contribute to a persuasive, sales-oriented
tone. A particularly important feature from a CDA perspective is the frequent use of nominalisation, as seen
in phrases such as «development of employability skills,» «enhancement of student experience,» and «deliv-
ery of high-quality teaching.» These constructions transform processes into abstract entities, thereby obscur-
ing agency and depersonalising educational practices. As a result, teaching and learning are reified as prod-
ucts that can be delivered and consumed, rather than dynamic interactions between educators and students.
Similarly, passive constructions—«Students are supported throughout their journey,» «Opportunities are
provided to enhance your skills»—further erase the role of human actors. This creates an impression of
seamless, automatic provision of services, analogous to guarantees found in commercial service industries.

Taken together, these lexical, grammatical, and discursive features demonstrate how UK university ma-
terials construct higher education as marketable goods. Through promotional language and customer-
oriented structures universities position themselves as providers of services within a competitive market-
place. This discursive shift reflects broader transformations in higher education, where the emphasis moves
from knowledge production and intellectual development toward experience, outcomes, and market value.

Discussion

Critical discourse analysis of the universities’ promotional materials reveals complex relations between
discourse, power and social practice. The analysis reveals that the promotional function of the text is realized
through the avoidance of explicit obligational meanings discussed earlier. It could be argued that the study
program is considered a product since there are no explicit meanings of requirements and obligations. On a
deeper level it suggests that the social value of education is being changed to something which can be of-
fered at the market (by the institution) to sell and if a prospective student (treated as a customer) is convinced
then she/he is likely to buy this commodity.

The preceding discussion of main parts of the university prospectuses shows how three dimensions of
analysis explore connections between discourse, ideology and power [21-23]. The textual analysis indicates
that language is an important tool which influences the way we perceive reality. The analysis of discourse
practice illustrates sociocognitive aspects of text production and interpretation and how writers and reader-
ship interact through discourse practice. The analysis of a discursive event as a piece of social practice repre-
sents the context of the situation, the institutional context, and the wider societal context. Critical discourse
analysis revealed that the function of undergraduate and postgraduate university prospectuses is to promote
education as a product. The prospectuses are quite similar in contents but differ in the degree they try to con-
vince the targeted audience. On the postgraduate level the claims are more restrained than on the undergrad-
uate level.

From the CDA perspective, such representations may be interpreted as evidence of the marketisation of
higher education [18]. Education is presented as a desirable product that offers values, flexibility and em-
ployability. The analysis reveals changing power relations in higher education. As highlighted by Wodak
[23], discourse should be interpreted within its social and institutional context; therefore, university prospec-
tuses reflect wider societal changes towards market-oriented educational practices and policies. The empha-
sis on success, opportunity and employability can be interpreted as an ideological strategy that shapes per-
ceptions of higher education and its value [28]. Consistent with Wang and Feng [26], university promotional
discourse strategically combines informational and persuasive elements to construct market-oriented univer-
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sity identities to appeal to target audiences. From the socio-cognitive perspective, university brochures con-
tribute to the construction of mental representations through which prospective students perceive universities
and their own future identities.

Conclusion

Critical discourse analysis of the university prospectuses shows shifting authority relations in the dis-
course of higher education caused by social practice, specifically by promotional features of contemporary
culture.

The evidence indicates that university materials function as ideologically embedded texts through
which institutional values are communicated. By applying Critical Discourse Analysis, the analysis shows
that university discourses are shaped by lexical, grammatical, and rhetorical strategies, which is in agreement
with the current literature [23-28].

The prospectuses tend to use positive evaluative vocabulary, particularly nouns and adjectives to repre-
sent programmes, universities, and learning experiences. Grammatically, there is an extensive use of nomi-
nalisation to conceal agency. Therefore, learning is represented as a self-evident process, and the effort and
responsibility of students become less visible.

Overall, the results highlight the importance of using linguistically informed approaches to the exami-
nation of higher education discourse. As demonstrated in this research, specific linguistic choices construct a
market-oriented image of higher education which reinforces broader processes of consumerisation of higher
education. By revealing the ideological dimensions of seemingly neutral university prospectuses, this paper
contributes to a deeper understanding of the role of language in constructing perceptions of higher education
and the relationships between universities and prospective students.

Future studies could apply CDA for the analysis of institutional materials across national contexts and
languages, or by triangulating textual analysis with interviews and policy document analysis. Such work
would further shed light on how higher education discourses are contextualised through language, and how
institutional texts can participate in the ongoing transformation of education.
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I'. ’KynycoBa

bBpuran yHMBepCUTETTEPiHIH aKapaTThIK
MaTepHaAJIAaPBIH CHIHU JUCKYPCTHIK TaJ1ay

3eprTey OpHUTAHABIK YHUBEPCUTETTEp AaibIHAAFaH YHUBEPCHUTETTIK aKNapaTThIK MaTepHAIapAblH Ka3ipri
3aMaHFbl JKapHAMaJbIK MOJCHHUET asiChIHIA OUTIMHIH ©3repill jKaTKaH oJISyMETTIK KYHJIBUIBIFBIH Kajai
KYpacThIpaThIHBIH JKOHE OclHenelTiHiH Tangayra OarbiTTanFaH. Ockl MakcaTka JKeTy YIIH 3epTreyne
YHUBEPCUTETTIH aKMapaTThIK MOTIHACPIHIH TaHIajdFaH yiricine cbiHM jauckype tanpaysl (CDA)
KonmaHeUtanel.  CoHeIMeH Oipre 3eprrey TUImiH Oenrimi  Olp HMHCTUTYIHOHAIABIK —OeiHenepi
KaJIBINTACTRIPYFa, OoJNamak CTYACHTTEPIIH YMITTEpiHE BIKIAN eTyre JKOHE JKOFaphl OUTIMII Oocekeni HapbIK
JKaFIailblHIa OpHANacThIpyFa Kajlail MaijanaHbUIaTHIHBIH Jla KapacThIpaJpl. 3epTTey HOTHKeJepi Kazipri
MOJICHHETTET1 OJIEYMETTIK TOXKIpUOCHIH e3repyi, ocipece OHBIH NPOMOLMSIIBIK CHIATTaFbl KBIPJIapHl,
MaTiHAepAeri  Owiik  KaTblHACTapbhlHBIH  TpaHchOpMalMsUlaHyblHA  oCe€p  €TETiHIH  KepceTemi.
VHUBEPCUTETTEPAIH aKNapaTThIK MaTepHalAapblHa JKYPri3iireH TMHTBUCTHKANBIK Tallay CHIHU JTUCKYPCTBIK
Tanjiay meHOepinae OiTIMHIH dNIeyMETTIK KYH/BUIBIFBI KaiiTa KapacThIPBUIBII, OHbI HAPBIKTHIK Tayap peTiHze
YChIHYFa OoNlaThiH OOBEKTire aifHaIABIPY YAepici *Kypill >KaTKaHbIH alKbIHAainsl. Byn e3 keseringe Oimim
OepyniH KOMMEpLUsJIaHyblHA alblll KeJedi. 3epTITey YHHBEPCHTETTIK aKMapaTThIK MaTepuaiapblH
UJICOJIOTHSIIBIK  TYPFBIIAH OKYKTEIreH MOTIHIED CKEHIH JKOHE YHHUBEPCHTETTIH HHCTHTYLHOHAIIBIK
0acBIMIBIKTAPHI TUIIK TaHAAayIap apKbUIbI )Ky3ere acaThIHBIH Kepcereni. CBIHM IUCKYPCTBIK Talaay oMiCiH
KOJIZIaHy HOTIKeciHAe OiniM Oepy Oenriii 6ip JEKCHKAaIBIK, TPAMMATHKAIBIK JKOHE PUTOPUKAITBIK CTPATETH -
Jap apKbUIbl AUCKYPCTHIK TYPFbIIa KYpPBUIATBIHBI aHBIKTANbI. JIEKCHKANIBIK ACHreH e 3epTTeIreH MaTepHall-
Jap TO3UTHUBTI Oaranay MoHIHE Me 3aT eciMJiep MEH ChIH eCiMIep/IiH JKOFapbl KHUITIriMeH cunaTranaabl. by
TiNAIK OGipJiKTep YHUBEPCUTETTEP MEH OJNapAbIH OaraapiaMaiapblH TapThIMBI dpi CEHIMAI eTilm KepceTyre
GarpiTTanrad. [leqarorukanbiK TOKIpUOSHIH HAKThI Ma3MYHBI KOMECKUICHIM, CTyICHTTEPAIH LIbIHANBI OiiM
any Toxipubeci Typansl akmapar imekteyni Oepineni. CoHbIMeH Katap aOCTpakTiii 3arT eciMaepiiH
HeJaroTUKAJbIK TOXIPUOCHIH HAKTHl CHIIATTaMaJapblH alMacTBIPYHl «yoJle AWUCKYPCHIHBIHY» KaJbINTacybIHa
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BIKNaN ereqi. [ paMMaTHKaNbIK JeHIeii/ie Tanaay HOMHHAIN3ALMIFa ailkbIH 0achIMIBIK OEpiIeTiHIH KOPCeTTi,
ocipece OKy, Oaranay oHE WHCTUTYLHOHAJIBIK >KayalKepLIUTIKKe KaThICTHl KOJJaHbIcTapia. MyHnaii
HOMHUHAJIM3AUUIAHFaH KYPbUIBIMIAAP OPEKET MECiH KOMECKiJeH OTBIPBIN, OKBITYLIBUIAP MEH CTYACHTTEpi
coiileM KYpBUIBIMBIHAH BIFBICTRIpanbl. HoTwkecinme kypmeni Ourim Oepy ToxkipuOenepi TeXHHKAIBIK
yZepicTep peTiHAe CHIATTANBIN, CTYASHTTEepIIH KYII-XKirepi MeH >ayalKepUIUITiHiH KepiHyi IIeKTelesi.
CoHbIMEH 0ipre, HOTIDKENEp MPOMOIMSIIBIK JUCKYPCTA CTYISHTTEP/IH TYTHIHYIIBL, ajl YHHBEPCHTETTEPIiH
HapbIKKa YCBIHBUIATHIH OimiM Oepy ToxipuOeci MEH HOTIDKEIepiH YCHIHYIIBI peTiHae OelHeNeHeTiHiH
kepceremi. OcCbl TYXKBIPBIMIAp CHIpTTall OelTapam KepiHETIH YHHBEPCHUTETTIK KOMMYHHUKAIMIapAbIH
acTapbIHIOAFBl WICOJIOTHSUIBIK YCTaHBIMAAPIBl aHBIKTayFa MYMKIHIIK Oepeni. JKanmel anraHga, ajablHFAH
HOTIKenep OuriM OepyndiH KOMMEpUUSAJIaHy YHAEpiCiHAE TUIMIK KypalgapAblH AaTKapaThlH POJiH allblll
KOpPCETY YIIiH JMHIBUCTHKAIIBIK TYPFbIIaH OaFbITTaIFaH TANAAYAbIH MAaHbI3bUIBIFbIH aiKbIHAAHIBL.

Kinm ce30ep: CbIHM AUCKYPCTHIK Tanaay, 6i1iM GepyaiH KOMMepUUsUIaHybl, TUCKYPCTHIK TOXiproenep, auc-
Kypc 'koHe OMIIIK KaThIHACTapHI, O1TiM Oepy/ii HapBIKTaHIBIPY.

I'. XKynycoBa

Kputnuyecknii 1ucKypc-aHaan3 nHGOpPManuoHHbIX
MaTepUaJI0OB OPUTAHCKUX YHUBEPCUTETOB

Hacrosimee nccinenoBanue HampaBlIeHO Ha M3YYEHHE TOTO, KaK MH(OPMAIIMOHHBIE MaTE€pHallbl, TOATOTOB-
JICHHbIe OPUTAaHCKIMHU YHUBEPCHUTETAMH, OTPAXKAIOT U3MEHSIONIYIOCS COLUATIBbHYIO [IEHHOCTh 00pa30BaHUs B
KOHTEKCTE COBPEMEHHOH KyJabTyphl. [l NOCTM>KEHHS STOM LEIM B MCCIEAOBAHUU IPUMEHSECTCS KPUTHYC-
ckuid auckypc-ananmu3 (CDA) k oToOpaHHBIM YHHUBEPCHUTETCKUM HH(OPMAIOHHBIM TekcTaM. Kpome Toro,
paccMaTpHuBaeTCsl, KaK SI3BIK HCIOJB3YeTCs Il (GOPMHPOBAHHS ONPENEIEHHOTO MHCTHTYLHOHAIBHOTO 00-
pa3a, BO3IEHCTBHS Ha OXKUJIAHUS aOUTYPHUEHTOB M MO3UIIMOHMPOBAHUS BEHICIIET0 00pa30BaHUS B YCIOBHSIX
YCHIIMBAIOIIEHCSl PEIHOYHON KOHKYpEHIMH. B Xoze uccinenoBaHus yCTaHOBIIEHO, YTO TpaHC(opMarys CoIu-
aJIbHBIX IIPAKTUK B COBPEMEHHOH KyJIbTYpE, B YACTHOCTH YCHJICHUE X IPOMOLIMOHAIBHON HAIIPABICHHOCTH,
HaXOAUT OTPaKEHNE B U3MEHEHHHU CIIOCOO0B PEIPEe3eHTAINY BIACTHBIX OTHOIICHU B YHUBEPCUTETCKUX TEK-
ctax. JIMHrBHCTHYECKHI aHAIN3 WHPOPMAIIOHHBIX MaTEPHAJIOB, IPOBEACHHBIHN C MCIIOIH30BAHHEM METOH0-
JIOTUH KPUTHIECKOTO ANCKYpC-aHAIN3a, CBUAETEIBCTBYET O MEePEOCMBICIICHHH COIHAIBHON IIEHHOCTH 00pa-
30BaHUsl, KOTOPOE B aHAJIM3UPYEMBIX TEKCTaX BCE Hallle KOHCTPYUPYETCsl Kak 00beKT, 00aJalonil XapakTe-
PUCTHUKaMU PHIHOYHOTO MPOAYKTa. JlaHHBIN Mpoliecc paccMaTpUBAETCs KaK IPOsIBICHUE KOMMEpIHaIU3aliu
obpaszoBanus. [loaydeHHBIE pe3ysbTaThl MO3BOJIIIOT YTBEPXKIAaTh, YTO MH(GOPMALMOHHBIE MaTepHalbl YHH-
BEPCHUTETOB TPECTABISIIOT COOOH MIEOIOrNIeCKH MapKUPOBAaHHBIE TEKCTHI, B KOTOPBIX HHCTUTYLIMOHAIBHBIE
MPUOPUTETHI PEATM3YIOTCSI IOCPECTBOM IEJICHANPABICHHOTO S3BIKOBOTO BBIOOpa. IIpnMmeHeHune kputude-
CKOTO JWCKypC-aHaJIN3a I0Ka3aio0, 4TO0 AUCKyPCHBHAS PENpEe3eHTAINs 00pa30BaHMs OCYIIECTBIISICTCS C OIO-
poii Ha COBOKYITHOCTb JIEKCHYECKHX, IPAMMAaTHYECKUX M PUTOPUYECKUX cpelacTB. Ha siexcuueckoM ypoBHE
TEKCThI XapaKTEPU3YIOTCs BBICOKOH YaCTOTHOCTBIO MO3UTHBHO OLICHOYHOH JIEKCHKH, IPEACTABICHHON IIpe-
HMYILECTBEHHO CYILECTBUTEIBHBIMU U NpHIIaraTenbHeiMU. Hapsny ¢ 5TUM oTMevaeTcst TeHACHIMSA K UCIIOJIb-
30BaHUI0 A0CTPAKTHBIX CYIIECTBUTENBHBIX, KOTOPHIC MOJAMEHSIOT KOHKPETHBIE ONMHCAHMS IelarorH4ecKoi
MPaKTUKH, YTO CHOCOOCTBYET popMHUPOBAaHHIO AUCKypca obemanuii. Ha rpaMmMaTHdeckoM ypOBHE BBISIBICHO
CHCTEMaTHYeCKOoe MpeaouYTeHue HOMUHAIN3AMU, OCOOEHHO B KOHTEKCTaX, CBA3aHHBIX C 00y4eHHEM, Olie-
HUBAHUEM U UHCTUTYLIMOHAIBHONW OTBETCTBEHHOCTHIO. VcnoIp30BaHNE HOMUHAIN3UPOBAHHBIX KOHCTPYKIMH
MPUBOJAUT K OCIA0JICHUIO areHTHBHOCTH, BEIPAXKAIOIIEMYCS B NCKITIOUSHUH TIPETIOIaBaTeNei U 00yJIaomuxcs
W3 CHHTAKCHYECKOH CTPYKTYpHI BBICKa3bIBaHUS. B pe3ynbrare ciokHbIe 00pa3oBaTebHBIE IPOIECCH perpe-
3EHTHPYIOTCS KaK 00€3MUCHHBIC TEXHUUECKUE TPOIEAYPHI, 9TO CHIKACT SKCILIMIIUTHOCTH BKIIANA U OTBET-
CTBEHHOCTH CTYJECHTOB. Pe3ylbTaThl Takke MOKa3bIBAIOT, YTO B IPOMOLIMOHAIILHOM AUCKYPCE CTYIECHTBI MO-
SUUOHUPYIOTCA Kak l'[OTpC6I/ITe.]'lI/l, a YHUBEPCUTETBI — KaK INOCTaBIIUKU O6pa3OBaTCJ'[]>HOFO OIlbITa U peE-
3YJbTATOB, NpeAjlaraMbIX Ha PbIHKE. Ot BBIBO/IbI TTO3BOJIAIOT BBIABUTH UCOJIOTUYECKUE YCTAHOBKH, CKPbI-
ThI€ 3a BHEIIIHE HEWTpanbHON YHHBEPCUTETCKONH KOMMYHHUKaIed. B nenom pe3ynbraTsl HcciaeJOBaHUS MOA-
TBEPXKAAT 3HAYUMOCTD JIMHI'BUCTUYECKU OPUEHTUPOBAHHOI'O aHAJIN3a Ul BBIABJICHUSA MEXaHU3MOB JUCKYP-
CHBHOH PENpPE3eHTAIIHN BBICIIET0 00pa30BaHUs.

Kniouesvie cnosa: KpI/ITI/I‘IECKI/Iﬁ AUCKYpC-aHaJIn3; KOMMEpIHainu3anus 06paSOBaHI/I$I; JUCKYPCHUBHBIC ITPaK-
THUKHW; JUCKYPC U BJIACTHBIC OTHOILICHUA; MapKETHU3 Al 06paSOBaHI/I$I.
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