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EFFECTIVE MARKERS OF SUGGESTIVENESS IN CONTEMPORARY
POLITICAL DISCOURSE (MORPHOLOGICAL-COGNITIVE ASPECT)

The article is devoted to clarification of problems of political advertising discourse in the system
of cultural and value priorities of modern society. The relevance of the selected issue has been outlined.
1t is conditioned by the scientists’ interest in the phenomenon of advertising as a modern means
of suggestive influence on the masses, and the necessity of its research in connection with the change
of man's literary-centric thinking into advertising-centric one. The article emphasizes the present
problem of the research, which is expressed by conducting a comprehensive analysis of advertising
as a cultural practice and a form of social interaction that can influence the formation of social
consciousness. In the research, advertising discourse is treated as a whole complex of relations, which
are represented in the process of origin, formation, development and functioning of an advertising
text. Also, advertising discourse is interpreted as a cognitive process related to the creation of a text,
its suggestiveness, and ultimate purpose. In the context of the chosen research direction priority,
the study of political advertising discourse in other aspects, in particular linguacultural, semiotic,
gender, comparative, functionally pragmatic, communicative and others, has been conducted in
detail. Particular attention has been paid to the morphological-cognitive principle of analysis.

In the course of the research, the corpus of verbal dominants, shaping the suggestogenic nature
of the politically oriented advertising text, has been considered. Such concepts as to win, to promise,
and to gain have been considered among such verbal dominants. The basic universal and culturally
specific ways of political advertising suggestiveness have been formulated on the basis of the verbal
linguistic dominants interpretation, the content and functional structure of such verbal markers have
been described. The meaning of the morphological nature of key conceptual units of the verbal
character has been generalized, which promotes the memorization of advertising, and expresses its
manipulative effect. Grammatical categories of tense, mood, and aspect have been among such units.
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suggestive influence.

Introduction. None of the elements
of the communicative technologies complex has
such opportunities of psychological influence on
the consumer as advertising, which determines its
special role in shaping tastes, values, and preferences.
Adpvertising discourse is defined as the whole complex
of relationships that are revealed in the process
of origin, formation, development and functioning
of the advertising text. In other words, advertising
discourse is a cognitive process associated with
the creation of a text, its suggestiveness, and ultimate
purpose. Whereas an advertising text is a linguistic
segment, a product of speech and thinking, through
which the communicator and the recipient come into
certain social relationships [2].

The relevance of the research_of an advertising
discourse is, on the one hand, due to the scientists’
interest in the phenomenon of advertising as

a modern means of suggestive influence on
the masses, and, on the other hand, the necessity of its
research in connection with the change of the man’s
literature-centric thinking to advertising-centric one:
an advertising text is recognized as one of the leading
forms of communication in the modern society,
together with its internal aspects and external relations
is the original reality of philology. The present
problematic is represented by the implementation
of a comprehensive analysis of advertising as
a cultural practice and social interaction form, which
allows interpreting it as a means for shaping public
consciousness, tastes, and priorities.

Main material. The existence of contradicting
social, economic and political interests in today’s
society requires both their harmonization and,
in general, an atmosphere of trust between their
speakers, one of which is the language. An important
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role in this process belongs to the dialogue between
authorities and citizens, their associations, ensuring
communication between participants of political
relations.  Establishing  partnerships  between
the political life subjects makes the study of political
communication issues relevant.

For Ukraine, the relevance of the outlined
problem is exacerbated by the high degree of citizens’
lack of confidence in the current government. This
degree is caused by a number of reasons, including
the discrepancy between the promises before
the elections and their fulfillment after the end
of the election campaign; sharp disputes and conflicts
between the government and the opposition, etc.
Therefore, modern scholars’ appeal to political
advertising discourse in the aspect of cultural
and value priorities of a modern society is relevant,
because it is considered as a mechanism by which
the existence and development of human relations,
encompassing all mental symbols, means of their
transmission in space and preservation in time.

The relevance of the research is also motivated
by the rapid development of mass communication,
in particular in the field of advertising and PR-tech-
nologies. Suggestive features of the words usage in
advertising texts, elucidation of the psycholinguistic
nature of individual linguistic elements (in particular,
semantic, and grammatical), linguistic interpretation
of the language standard of advertising products are
the issues increasingly requiring scientific grounding.

The purpose of the research is to analyse the corpus
of verbal markers that create the suggestogenic nature
of the politically oriented advertising text, in terms
of their conceptual meaning and morphological
structure. Thepurposeledtothesolutionofthefollowing
tasks: to identify the features of the contemporary
political discourse; to distinguish realization of verbal
markers used in political texts; to make a generalized
description of the key conceptual units of the verbal
character that contribute to the memorization
of advertising, expressing its manipulative effect;
to determine the role of the morphological nature
of verbal suggestogenes in the process of shaping
the accessibility of advertising and its effectiveness,
in particular, to describe the marking of political texts
by verbal categories of tense, mood and aspect.

The object of the research is the variety
of contemporary advertising discourse products,
in particular politically oriented texts in the form
of political slogans, agitation political programs
of candidates for the post of president of Ukraine,
political speeches, speeches, commercials, as well as
advertising messages of social direction.
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The subject of the research is the system of verbal
markers in the texts of non-commercial advertising,
which realize the main purpose of the advertising
message that is to form values, stimulate to active
actions, and manipulate the recipient’s consciousness.
In this sense, the study of advertising texts is one
of the priority spheres for the modern linguistics
of the text development and is carried out in
linguacultural (V. Buhrim, V. Karasyk), semiotic
(R. Bart, A. Prylutskaya), gender (T. Bureychak,
0. Kis), comparative (A. Vuhman, 1. Horodetska),
functionally =~ pragmatic (L. Herashchenko,
V. Zirka), communicative (T. Krutko, L. Khavkina)
and other aspects. Advertising texts systematically
becomes the subject of attention of researchers
within the framework of the general theory
of advertising and the concept of discourse in national
(Y. Bulyk, M. Holianych) and foreign linguistics
(A. Dayan, V. Krasnykh), which affirms the discourse
characteristics of the advertising message that affect
the perception of advertising texts as a sign fixation
of advertising discourse.

In this context, it is possible to study the language
as a universal cognitive mechanism, a cognitive
instrument of political discourse — a system
of signs playing a role in the representation (coding)
and transformation of political information. Language
is a means of information organizing, processing
and transmitting. It is not studied independently,
but in terms of reflecting the world in the human
mind and ways of conceptualizing the world,
general principles of categorization and information
processing mechanisms, as well as the way in
which the language reflects the people’s cognitive
experience and the impact of the environment.
Being an integral part of cognition, language
reflects the interplay of communicative, aesthetic
and suggestive factors that are crucial in the context
of political communication.

The validity and authenticity of the research main
provisions has been ensured by the correct application
of methods and techniques of analysis, with which
the proper amount of factual material has been
processed. In particular the methods of conceptual
analysis, dictionary definition, and the formal-
semantic one have been applied.

In the structure of advertising discourse, there
are many means of suggestion at all linguistic
levels such as the systematic use of keywords,
phonostylistict means of influence, language game,
the realization of ambiguity, word-there are uses
multiple levels of suggestive actualization, which
more often contributes to the suggestive identification
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of the advertisement in the recipient’s mind — the ad
is enjoyed, remembered, shaping the images, thus
enhancing the consumer’s suggestive effect.

Advertising is not only a multifunctional, but
also a multidimensional phenomenon of mass
communication. Depending on the ultimate goal,
advertising may be commercial and non-commercial
(political, social). The purpose of commercial
advertising is to profit from the sale of goods.
Political advertising provides solutions to issues such
as gaining power, influencing the processes of state or
city government, the PR of political parties and more.
The analysis of modern advertising samples shows
that the dominant possibilities of the verb are directly
dependent on the type of advertising and its purpose.
Thereisatendencytowardsthepreferencesofparticular
verbs in their grammatical representations, depending
on the targeting of the advertising text.

Creating non-commercial advertising  text
requires taking into account two aspects, functional
and content. In this regard, it is reasonable to disclose
the semantic accent of the verb for the sake of a good
suggestion on the recipient [6].

In our study, an attempt has been made to
determine the suggestive actualization from
a linguistic perspective. By this term we mean
the correlation of the lexical and morphological
aspects of the effectiveness of the advertising texts
content, which reflects their conceptual nature.
The grammatical nature of political advertising has
been presented in detail on the example of verbal
suggestogenes, which, in our opinion, are one
of the main methods of persuasion in the advertising
message. This grammatical nature is a phenomenon
not only in the political sphere, but also in linguistic
reality, since it adjusts the deep psychic layers
of society, draws attention to major political
problems, each time exacerbating the influential
effect of inexhaustible of topical issues, ensuring
the development of relations between people
and authorities.

More than 80 political advertising texts created
by the campaigns of the leading Ukrainian parties
and politicians between 2018-2019 have been
analyzed in the research. Having carried out
the semantic analysis of verbs used in political
advertising texts capable of having a suggestive
influence on the recipient, it was determined
that the semantic nucleus of such verbs has been
determined to contain such concepts as desire,
movement, gain, and promise.

The semantic meaning of the concept “desire” is
embodied in political advertising texts with the help

of verbal suggestogenes want, seek, need, dream, etc.
For example, “The city needs development!” (Andriy
Kulchytsky), “I dream of a happy future for Ukraine!”
(Yulia Timoshenko). Suggestive strategies of using
such verbal dominants are completely motivated,
in our opinion, since they all indicate future action,
which systematically increases the suggestive
influence of such an advertising political text aimed
at the recipient’s subconscious.

The semantic family of words with the central
concept “pyx” (movement) has different shades
of meaning: possumox (pozeusamucsy), 6iOHOGNIEHHSA

(8ionosaosamucs, OHOBTI0BAMUCS), npoepec
(30iticnioeamu  npopug) Tomo / development
(develop), recovery (restore, recover, renew),

progress (make a breakthrough), etc. These shades
are realized in the advertising texts by the verbs
umu (to go), sionosumu (to recover), possusamu (to
develop), aminumu (to change), for example: “Only
a strong leader will restore peace!” (Batkivshchyna
(Motherland) Party), “To change everything
for the Ukrainians’ benefit!” (Oleh Tiahnybok).
Encouragement to perform this or that action always
precedes the fact of doing / not doing the action itself,
that is why verbal dominants with the mentioned
semantics are extremely convenient for such a type
of advertising as political.

In this functional aspect, political campaigns
create advertising slogans with the words synunumu
(to stop), npununumu (to put an end), sabopornumu (to
forbid) as antonyms to the verbal conceptual sphere
of the word “pyx” (movement): “We will stop them!”
(Yulia Tymoshenko), “Let’s break up prosecutors
and judges!”, “Let’s put an end to/Forbid the sale
of'land!” (Oleh Liashko).

Suggestive validity with “gain” semantics
is focused on the verb “nepemacamu” (win). At
the same time, the context of advertising messages
concerns not only the victory in the elections, but also
the victory of the country and the Ukrainians over
the aggressor and over their problems, for example:
“<...> success is possible, and we have showen it in
Lviv. So go ahead and win!” (Andrey Sadovyi), “We
will defeat the aggressor again! Only together! Only
forward!” (Petro Poroshenko). This is explained by
the ambiguity of the verb “to win”, as indicated by
its dictionary definitions (1. To win; 2. To emerge
victorious; 3. To overcome; 4. To overpower; 5. To
cope).

The “oGinsgHKa” (“promise”) concept realizes
its semantics into political advertising texts with
the help of the verb dominants o6insto, rapantyro
(to guarantee, to promise). For example, “I guarantee

121



Bueni 3anucku THY imeni B. 1. Bepnancbkoro. Cepis: ®@inonoris. Conianbni komyHikauii

the price of gas for the population will be halved”
(Yulia Tymoshenko), “Dear Ukrainians, I promise
you to go to the President of Ukraine, and I will do
it immediately!” (Vladimir Zelensky). The corpus
of such verbs clearly shows the “marginal” (final,
indisputable) semantics, which implies maximum
trust in the author of the political slogan, which is
important in the context of this type of advertising.

It should be noted that the most relevant semantic
cores in 2019 were the concepts of “3axumct”
(“protection”) and “Bipa” (“belief”). This urgency is
caused by the war in the east of Ukraine and the struggle
to obtain the autocephaly of the Ukrainian Church.
Accordingly, these conceptsimplementtheir semantics
by using the verbs Biputu (to believe), 6oponutu (to
defend), 3axumaru (to protect): “Produce Ukrainian!
Buy Ukrainian! Defend Ukrainian, because it’s
yours!” (Yuriy Kostenko), “A Ukrainian, protect
your rights! Don’t let your own dignity be trampled!”
(Yuriy Lutsenko); “I believe in Ukraine! I believe in
Ukrainians!” (Yulia Timoshenko). The established
corpus of verbal dominants causes the recipient only
positive associations of peace, victories, confidence
in the future, and, therefore, they are maximally
suggestogenic.

So, principle assessment of political advertising
consists of two components. On the one hand, it is
an assessment of the degree of its informative value,
which is achieved through the used and perceived
cognitive dominants, and determines the level of rel-
ative confidence in the reported and the productiv-
ity of the reported, on the other hand it is the degree
of manipulative capability on the part of such adver-
tisements, which are clearly represented by language
verbal markers and their conceptual specifications.

As political texts are written to inform, persuade,
and encourage to vote for a particular candidate,
the main components of such a text are: 1) cognitive
(it provides the voter with information, new knowl-
edge); 2) affective, which should form the necessary
emotional attitude; 3) regulatory, which stimulates
specific actions.

At the previous stage of the research, it was found
that the verbal concepts and their verbal markers
take a prominent place among the linguistic means
that facilitate the implementation of political texts
in the cognitive sense. The realization of the second
andthirdcomponentsis conditioned by the grammatical
nature of verbal units — grammatical categories,
forms of expression, through which the text touches
the emotional sphere, becomes logical, consistent,
and presents the realities of perspective or states facts
that have already taken place. Therefore, in political
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discourse, morphological markers of suggestion
expression are: temporal affiliation of verbs; types
of ratio; performance characteristics; use of personal
and impersonal forms; numerical and generic features
of individual verb forms.

It is stated that the expression of political direction
texts suggestion is verbalized at the level of three
tense forms of verbs. The concept of time is one
of'the basic linguistic concepts. In the last decade, time
has been studied as a universal cognitive formation,
embodied in language and discourse (V. Zinchenko,
L. Liubinska and S. Liepilin), and as a national-
cultural phenomenon (Yu. S. Beloziorova, V. Evans,
R. Nunez,). Grammar tense in morphology is usually
understood as the relation of the moment of action,
denoted by the verb, to the moment of speech. The
main feature of the concept of tense is its duality:
tense is either distancing the subject and the object
of observation, or engaging the subject of observation
in the formation of the image of the object, its
associative characteristics, and, therefore, suggests
“Need emotions” from the advertised to the recipient.
Human consciousness actively reflects events
occurring over time and imparts primarily a verb
whose categorical value is procedural in the broad
sense. Therefore, the temporal value is inherent in
the verb.

The tense range of the verbs used in discourse
segments of the political theme contains some
gradation from the past tense to the present,
where the past tense (15%) symbolically indicates
the problem, the present tense (25%) indicates how
to solve it, and the future (60%) focuses the audience
for the future, embodies the desire to instil confidence
in the prospects: “We have made this choice together
on the Maidan!”; “We remember what the city
began to turn into during Granaturov’s time! We
don’t want Nikolaev to become a freelance regional
center!”. The audience focused on the perception
of political information is interested not only in
the fact when the action is taking place, but also
in its process and final result. That is why modern
politicians, speaking of their experience, their
activities and achievements, use the verb dominant
in the form of the past tense. Verbal suggestogenes
nowadays actualize the need for an object (product)
of advertising, create an atmosphere of presence
and stimulate the active fulfilment of the advertised
requirements. The verbalization of the political
context by the forms of the future tense is conditioned
by the perlocutionary effect of communication that
is the outlining of political perspectives increases
the agitation nature of such expression.
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Infinitive constructions are often used to indicate
future action and express the inevitability, necessity,
obligation and categorical nature of the action and are
rather common in political programs. For example,
pedopmysamu, cmeopumu, 3anpoeaoumu, nPosecmu,
synunumu, (reform, create, implement, carry out,
stop).

The mood of the verb is also the main means
of expressing the agitation function of political
discourse examples. Verbs expressing the speaker’s
will — command, demand, urge, etc., the wish to
perform the desired action or to acquire the desired
process or state — find a good context in terms
of perspective (64%): “Now that you know their full
team, don’t fool yourself, don’t sell your suffrage!
Vote for the candidate running for the party you
believe in! Vote for him! Only then things will
change for the better in Ukraine!” A series of verbs
in the form of the Imperative mood of the 2nd
person plural indicates the mass addressee which
the speaker also counts on, prompting him to take
an active action in politics. The explicit imperative
mood makes it possible to use these forms as main
grammatical means of the political communication
agitation function realization, for example: “Citizens
of Mykolaiv! Let us think together with O. Senkevich
about our children and grandchildren tomorrow. Let’s
elect him our mayor! Citizens of Mykolaiv, don’t let
yourselves be fooled!”. The use of imperative forms
in political discourse is possible due to the fact that
the speaker may induce the action or acquisition
of the status of those who do not directly participate
in the act of communication with him.

The meaning of imperativeness in different types
of discourses can be conveyed by infinitives that
contain a semantic shade of a categorical nature: “You
elect — not all politicians are the same”; “It is enough
to make empty promises and soothe voters’ eyes with
temporary benefits during the election campaign!
We must not promise, but do <...>”. However,
the infinitive has a high degree of categorical nature
that is not characteristic of political discourse, where
the information is given not only to “influence” but
also to “be liked”.

Verbal markers of the Indicative mood (30%)
indicate the reality of what was going on, is going on,
or is going to happen, for example: “We remember
how the country was plundered, the sanatoriums were
destroyed and factories fell into decay. We do not want
to pay the chaps. We do not want to bribe officials”.
In a Conditional mood, a verb indicates the desired
action or one that can occur under certain conditions:
“Would you like to live in a prosperous country? Then

you should join us! Party “Sluha Narodu (People’s
Servant)”. Such conditionality (6%) interferes with
the main purpose of political communication because
it arouses addressees’ doubts.

The aspect of the verb also contributes to
the implementation of the suggestive effect of political
texts. Both the verbs of the perfective aspect (3pobus,
sidcmose, npoeonocysas, 3peanizysas) /| (made,
defended, voted, realized) and the imperfective aspect
(oymamu, eubupamu, eonocysamu, oosooumu) /
(to think, to choose, to vote, to prove) demonstrate
the suggestive influence. The perfective aspect creates
confidence in the advertised, suggestively adjusts
the recipient to a positive impression of the stated,
and reinforces the completion of the action, gives
a shade of evidence, reasoning, while the imperfective
aspect opens the prospects for the audience in making
crucial decisions.

The grammatical form of the verb gender is
rarely used as an accentuating suggestive means
of the political text. It cannot be seen in echo-phrases
or slogans, because it gives an understanding of gender
identity, and political (especially advertising) text is
in its turn characterized by mass orientation.

Among other morphological features, we state
the presence of a large number of verbal nouns
in political texts. They create a general idea
of the action and provide unambiguity. As a rule,
these are nouns end in -wws and -yis and denote
procedural meanings (36epesicennss, 6i0meopenHs,
30inbutenns,  Hanazoldxcenns) | (preservation,
reproduction, enlargement, setting up) and abstract
concepts (mooepuizayis, pecmpyKkmypusayis,
ineenmapuzayis) / (modernization, restructuring,
inventory). This type of lexemes usage gives extra
dynamism and efficiency to the text.

Thus, a political discourse is used as a verbal form
of power, as a means of influencing a large audience.
The task of a political discourse is to influence
people’s consciousness in order to achieve a certain
goal —to explain, justify, and sometimes even magnify
certain conditions in which society exists, to provoke
the necessary reaction, as well as to induce certain
actions to convince the majority of the population to
the correctness of their actions and the appropriateness
of their stay in power. As a result of the analysis, it
has been concluded that the suggestion of political
direction texts at the morphological level is marked
by a verbal categories of tense, mood and aspect.

Conclusions. So, in the course of the research
it has been proved that the formation of suggestive
potential of advertising political discourse is realized
through various linguistic means that determine
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the verbal and cognitive specificity of advertising.
Political advertising realizes its appeal to the addressee
through the prism of grammatical, in particular
morphological means, and achieves the suggestion
effect by semantics of key verbal concepts with
a multifunctional focus.

The conducted research has some theoretical value,
which is realized in the deeper study of the suggestive
potential of modern advertising by means of verbal
representation, and the obtained results emphasize
the role of language morphological means (in
particular, verbs and their grammatical categories) in
the perception of the advertising message as a piece
of discourse genre.

consideration of the amplitude of political discourse
basic verbal concepts is probable, since with
the change of political structure and social conditions,
new cognitive interpretations of these concepts are
quite possible. The prospect of the chosen subject
of the research is also seen in the fact that advertising
attracts attention, generates consumers’ interest in
the product or service, gives them a pleasant image or
a positive attitude to the advertised thing, stimulates to
active consumer actions through the usual suggestive
mechanisms  (nouns, synonymous adjectives,
punctuation marks in texts of advertising), it often
happens that elementary advertising context generates
a number of symbolic values in recipients, and,

Taking this into account, the prospects consequently, their linguistic nature can be described
of the conducted research are obvious. Further in the context of other parts of speech suggestogenes.
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Babiii 10. B., Caposa I'. 10. I1€CJIIBHI MAPKEPU CYHECTOI'EHHOCTI

CYYACHOT'O MOJITUYHOT'O JIUCKYPCY (MOP®OJIOTIO-KOTHITUBHUM ACIIEKT)

Cmammio npucesayeHo 3 scy8anHIo NPooeMamuKy NOMUYHO20 PEKIIAMHO20 OUCKYPCY 8 CUCHEMI KVIIbIYDHO-
YIHHICHUX npiopumemis cyuacHozo coyiymy. OKpecieHo akmyaibHicmb 00panoi npobnemu, wo 3yMOGIEeHA
3aYIKAGLEHICMIO HAYKOBYIB Y caMoMy (heHOMEHI peKiamu SK CYYACHO20 THCMPYMEHNY CY2eCHUGHO20 6NIUGY Ha
Macu ma HeoOXIOHICIIO 1020 OOCTIONCEHHS Y 36 513Ky 31 3MIHOW JIIMEPAMypPOYEeHMPUUHO2O0 MUCTEHHSL THOOUHU
HA peKAaMoyeHmpuydHe. Y cmammi Ha20nOuWeHo Ha CY4aCHOCMI 00CTIOHNCYBAHOT NpobieMU, WO YEUPAZHIOEMbCS
NPOBEOEHHIM KOMNJLEKCHO2O ammisy pexnamu ax KVIbMYyPHOT NPAKMUKU ma dopmu cycninvHoi 83aemo0ii, 30amuoi
BNAUBAMU HA d)opMy@aHHﬂ cycninbHoi cgidomocmi. ¥ pobomi peKnamuul Oua(ypc IHMEPNPemoBaHo K KOCHIMUGHULL
npoyec, no8 sA3aHUll 3i CMBOPEHHAM MEKCMY, 1020 CY2eCMO2EHHICII0 MA KIHYeGUM NPUSHAIEHHSM. ﬂemaﬂwoeaﬂo
BUBUEHHSI NONIMUYHO20 DEKIAMHO20 OUCKYPCY 6 I[HWMUX ACNeKMax, 30KpeMd JiHe8OK)IbMYPOLOSTUHOMY,
CeMIOMUUHOMY, 2EHOEPHOMY, 3ICMABHOMY, (DYHKYIOHATLHO-NPASMAMUYHOMY, KOMYHIKamueHomy moujo. Oxpemy
yeazy npudineHo Mop@on020-KoeHImuSHOMY NpuHYuny ananizy. /s peanizayii nocmaeieHoi memu pos2isaHymo
Kopnyc Oi€Cni6HUX OOMIHAHM, WO QOPMYIOmMb CY2eCMOEHHY NPUpoOy DEeKIaMHO20 MeKCHy NOMMUYHO20
CAPAMYBAHHS. 3-NOMIJIC HUX ONUCAHO HAUNPOOYKMUBHIUL KOHYENMYalbHi OOMIHAHMU «NepemMazamuy, «00iysmuy,
«esuepasamuy. Ha ochosi inmepnpemayii KoHyenmyaibHoi npupoou OIi€CiGHUX OOMIHAHM  CEHOPMYITbOBAHO
OCHOGHI VHIBEPCAbHI MA KVJIbMYPOCNeYUDIuHT ULISXU CYeecmo2eHHOCE NOMIMUYHOL PeKAamMu, ONUCAHO 3MICT
i PYHKYIOHATLHY CIMPYKIYPY MAKUX 6epOaTbHUX MapKepis. Takoie CUCmemMHO Y3a2aibHEeHO 3HAUEHHA MOPDON0TUHOT
nPUPOOU KIHOHOBUX KOHYENNYAbHUX 0OUHUYb IECTIBHO20 XAPAKMEDPY, WO CRPUSIE 3aNam SMO8YE8aAHHIO PeKAaMU,
yeupasHuioe ii maninynamuenu eghexm. Lle, 30kpema, epamamuyni kamezopii uacy, cnocody, uoy.

Kniouogi cnosa: pexnammutl OUCKYpC, KOMYHIKAYIS, PEKIAMHUL MeKCM, KOHYenm, Oi€Cai6Hi OOMIHAHMU,
cy2ecmueHULL 8NIUB.
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