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Abstract. The increasing number of tourism-related websites has captured
the interest of both linguists and communication professionals, motivating
them to examine the persuasive functions embedded in the digital content
designed to appeal to a global audience. These websites, operating within a
corporate framework, have undergone a noticeable transformation in how they
present promotional materials, increasingly relying on strategic, persuasive
communication to influence potential tourists. In this context, the official tourism
website serves not merely as an informational platform but as a tool of digital
persuasion. The article focuses on exploring various persuasive approaches,
strategies, and rhetorical tactics employed in online tourism discourse, using the
“Visit Almaty” website. Through this analysis, the research aims to reveal how
tourism promotion has evolved in its use of language and design to construct a
compelling narrative that aligns with both corporate identity and local cultural
values. Moreover, the study investigates the structure and layout of the website,
analyzing how design elements and content organization contribute to effective
information dissemination and brand portrayal. It highlights how the selection
of words, images, and multimedia elements does more than promote a travel
destination—they serve as cultural signifiers that encapsulate the city’s unique
social, historical, and cultural character. As such, these components provide rich
ground for linguistic and communicative analysis. The results of the research
show the importance of using persuasive function in tourism Internet discourse
to attract the readers and visitors. The article’s theoretical significance lies in its
contribution to digital communication research, especially in tourism discourse,
by revealing how language and design shape persuasive narratives. Its practical
value is in guiding tourism marketing and web design through effective strategies
that attract and engage audiences.

Keywords: persuasive effect, tourism discourse, methodology and
models, strategies and tactics, official tourism webpage, website analysis, digital
advertising materials, potential tourists.
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Introduction

The persuasive function in linguistics and discourse in general is considered
by scientists [1], [2], in different fields of knowledge in the study of speech
effects.

V.A Kolchevskaya [3] made a literature review of the category of
persuasiveness in foreign linguistics. This persuasive category is considered as
a variety of manipulation opposed to rational reasoning as a set of techniques
aimed at strengthening arguments and as an integral part of the communicative
strategy of the text ([4]).

The Oxford English Dictionary identifies persuasion as ‘the addressing
of arguments or appeals to a person in order to induce cooperation, submission
or agreement’. Similarly, Lerbinger [5] defines persuasion as ‘the manipulation
designed to produce action in others’. Moreover, Halmari and Tuija [6] interpret
the persuasion in regards to this research, giving the definition of this term as
‘those linguistic choices that aimed at changing or affecting the behavior of
others or strengthening the existing beliefs and behaviors of those who already
agree, the beliefs and behaviors of persuaders included’.

Persuasiveness as one of the linguistic approaches, makes a conscious choice
of specific discursive means (rational and emotional), which takes into account
the situational behavior of the addressee in order to change the image of the
addressee) [3]. If classical rhetoric was seen as the science of means of persuasion
and diversity of linguistic influence on the audience V.E.Cherniavskaya [7]
studies ways of formalizing communicative-pragmatic situations of persuasion,
influence, manipulating the mind with language.

Persuasiveness is widely recognized as the foundational category and a
primary phenomenon within the framework of the “new rhetoric.” It exemplifies
the verbal influence exerted by the speaker on the cognitive and emotional
sphere of the listener, with the overarching aim of effecting a transformation
in the listener’s attitudes, beliefs, or behaviors. This process is not merely an
incidental feature of communication but is viewed as a central act within the
persuasive function of discourse. More specifically, it can be understood as a
distinct and purposeful form of mental-speech activity, wherein language serves
as the primary tool for shaping the recipient’s thought processes and motivating
changes in their actions or perspectives. Modern linguists consider persuasive
communication and its strategies on the basis of various types of discourse:
political, advertising, tourism, and academic. So, tourism discourse is discussed
in the works of S.A. Pogodaeva [8], E. Manca [4]. Therefore, bilateralism,
spontaneity, novelty, addressee and means of persuasion are taken into account
in persuasive communication in tourism discourse [8], [4].

Firstly, the interaction of visual and linguistic tools for strengthening the
persuasive effect forms the tourism discourse [3]. Secondly, tourism discourse
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has the most persuasive impact on potential tourists, when we sell a product by
describing a reality that is perceived by them as authentic and which can give
them the illusion of really living holiday experience [9, p.21]. Thirdly, tourism
discourse presents a combination of persuasiveness and information transmission
[10]. Finally, Dann [11] depicts the tourism discourse being an instrument of
social control by saying that: ...... the language of tourism is a great deal more
than a metaphor. Via static and moving pictures, written texts and audio-visual
offerings, the language of tourism attempts to persuade, lure, woo and seduce
millions of human beings and convert them from potential into actual clients. To
conclude, tourism discourse combines both verbal and visual communication,
which includes the language, images and sounds that are strategically mixed
together to inform, attract and persuade the potential tourist.

For this reason, the analysis described in this volume takes into account both
visual and linguistic features of one official promotional website of Kazakhstan
https://visitalmaty.kz.

Materials and methods

Hadina Habil and Hanita Hassan [12] consider two main approaches to
discourse analysis: firstly, the emphasis is on the textual material, including
lexical, grammatical and rhetorical features. On the other hand, the analysis is
concentrated on the extra-textual communicative situation. However, E. Manca
[4] suggests identifying tourism promotion strategies on the website using the
following methodologies and models: Halliday’s systemic functional grammar,
linguistic approach, AIDA model. In addition, V.A. Kolchevskaya [3] suggests
using communicative strategies of persuasion that take into account not only
the communicative goal, but also the tactics (techniques) of its implementation:
speech (communicative) tactics, identification tactics, generalization tactics
and tactics of using factual information. Moreover, our domestic scientist
Kurkimbaeva A.M. [13], studying the posts of travel bloggers on the social
network Instagram, presented several new communication strategies and tactics
in the field of tourism discourse. Then, together with other researchers [14], the
scientist continued to work in this direction, studying the communicative strategies
and communication tactics used by bloggers in travel blogs. According to the
authors, the most frequently used communicative strategies in travel blogs are the
strategy of self-representation, the strategy of positioning a tourist destination,
the strategy of cooperation, the strategy of persuasion. This research highlights
the personal nature of the blog genre within tourism discourse, which depends
on building a relationship between writer and reader to function effectively. In
other words, the moves described in their work provide important insight about
how writers build a sense of trust with readers when presenting a location as a
potential destination [14].
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As for the AIDA model, it contains a number of persuasive characteristics
and is defined as attention, interest, desire and action. This model is applied in
various types of discourse and can also be implemented in tourism discourse,
since the messages expressed in tourist content also have an advertising incentive.
In this case, the language of persuasion should capture the attention of the reader
and potential tourists. To generate interest, the text context (advertising material)
must be deeply worked out, accompanied by the benefits of immediate action.
Moreover, the advertising material must provide supporting evidence to motivate
potential tourists to want to buy a product or service. Finally, the website’s
advertising materials must use appropriate procedures to entice and persuade
visitors [11].

The next phase of our research involves the identification and analysis
of systemic functional grammar and visual grammar. Currently, the systemic
functional linguistic approach is primarily used in language education and
various discourse analysis contexts. This approach analyzes texts from four main
perspectives: context, semantics, lexical-grammar, and phonology. Systemic
functional grammar specifically outlines three levels of language structure:
discourse-semantics, lexical-grammar, and phonology. Additionally, it identifies
distinct subsystems within both the lexical-grammar and discourse-semantics
levels that interact with contextual factors to produce generalized meanings.
These include experiential meanings (covering processes, participants, and
circumstances), interpersonal meanings (focusing on mood and modality), and
textual meanings [15].

Results

As outlined in the methodological review, there exists a diverse array of
persuasive strategies employed in the translation of digital content on websites.
The outcomes are examined and juxtaposed from two distinct perspectives:
linguistic and cultural. The digital promotional materials are scrutinized to assess
whether the promotional strategies implemented by translators have modified
the final product to align with the particular nuances and expectations of the
target language and culture. This analysis not only seeks to determine the extent
to which these strategies have influenced the adaptation of the content in order
to resonate with the specific contextual and cultural dynamics of the receiving
audience but also aims to explore the broader implications of these adjustments
on the overall effectiveness and authenticity of the communication. In doing so,
it considers how the interplay between language, culture, and promotional intent
may shape the consumer’s perception, engagement, and response to the translated
materials.
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Discussion

Firstly, the research on the Visit Almaty website underscores several key
persuasive strategies that effectively engage potential tourists. Authors like
Kolchevskaya[3] and Manca [4]emphasize the importance of combining linguistic
and visual elements, which is evident in the use of adjectives, superlatives, and
culturally resonant imagery that evoke strong emotional responses. Terms such
as “fascinating,” “beautiful,” and “spiritual” are strategically chosen not only to
promote tourist attractions but also to reflect the cultural and social identity of
Almaty.

The research also highlights the frequent use of generalization and
concretization tactics [3] to enhance the persuasive impact. These approaches
provide broad descriptions of tourist offerings, followed by specific details to
stimulate interest. Visual components, including images of Almaty’s landmarks
and experiences, further amplify this effect by offering an immersive glimpse
into the destination.

The application of the AIDA model (Attention, Interest, Desire, Action),
as discussed by Ferreira [10], is evident throughout the website, with captivating
language and effective calls to action. Overall, the findings suggest that Visit
Almaty employs a successful blend of linguistic and visual techniques to appeal
to a global audience while aligning its promotional strategies with local cultural
values and identity.

The findings of this research demonstrate the elements of tourism discourse
used by the Tourist Information Center on the VISIT ALMATY website:
temptations, attractions, shopping centres, restaurants, entertainment, where to
go, a city map, Tiketon awards, weather forecast, and currency exchange.

Communicative tactics implemented in the space of a tourist site reflect the
goal of the information strategy — to introduce the visitor to the tourist attraction
by presenting the webpage in the most attractive form.

The fundamental factor in achieving the objective of conveying positive
information lies in the strategic use of identification tactics. It is essential that a
tourist can effortlessly recognize the symbols or logo associated with the recipient.
A company’s logo assumes a pivotal role in embodying the organization’s identity,
serving as a visual representation of its brand image and values. In essence, the
logo functions not only as a symbolic marker but also as a distinctive signifier
of the company’s presence and character within the marketplace. A specially
designed logo, promoting VISIT ALMATY, is extensively used in all types of
material of the website pages https://visitalmaty.kz. Figure 1 illustrates the logo
of VISIT ALMATY which has been produced as a badge distributed by Tourist
Information Centre.
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Figure 1 — The official logo of the Almaty Tourist Information Centre

The same logo has been used by the Almaty Tourist Information Centre (Visit
Almaty) together with UNWTO within the framework of the implementation of
«the Concept for the Development of the Tourism Industry of the Republic of
Kazakhstan until 2023» and the World Tourism Programme.

Figure 2 — The official logo of VISIT ALMATY, introduced by the Tourist
Information Centre

The prospective tourists are enticed with the phrase “Touch the great history
of the city”, that is placed at the very top of tourism webpage designed by the
Almaty Tourist Information Centre (Figure 3).
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Figure 3 — The front page of the Visit Almaty website

440



PERSUASIVE FUNCTION OF TOURISM DISCOURSE ON THE EXAMPLE OF “VISIT ...

The text written in Enticement Section (by clicking the button ‘in details):
Museum =———= The museums of the beautiful city of Almaty: It’s a fascinating
world of cultural and spiritual heritage.

Apparently, the words in bald indirectly signify the values mentioned
above, which are beautiful, fascinating, cultural and spiritual. These words can
cause excitement in readers or prospective tourists. Readers are believed to
be fascinated by the cultural heritage, as this page provides the list of various
museums, located in Almaty (Figures 4a and 4b).

The purpose of the generalization tactics in our web page is to show the
visitor’s awareness of all elements of tourist products. Generalization tactics
are implemented using two means, which in the context of the tourist Internet
discourse become persuasive: 1. the use of adjectives with positive connotations
or superlatives; 2. the use of enumeration.

Adjectives play a prominent role in the tourism discourse since they describe
the qualities of the destinations. In this way, they can influence the attitude of the
reader, which is the reason why we have taken under consideration in our analysis
of persuasion techniques. The use of positive adjectives is a recurrent method that
the local authorities of Almaty have made use of to highlight the qualities of
their destinations. Moreover, wanting to advertise the city’s attractions, they use
the most frequently used adjectives in gastronomic discourse: national, exciting,
delicious, original, stylish, and convenient. The adjectives, describing the flavor
and texture of the food, official webpage wish to emphasize their multicultural
dishes that refer to the place of origin (Figures 5a, 5b). In addition, the official
webpage VISIT ALMATY demonstrates a frequent persuasion strategy, applying
much more adjectives in the shopping sector and places to go: large-scale,
modern, entertaining, airy, unique, magnificent, and etc. (Figures 6a, 6b).
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Figures 4a, 4b — Cultural heritage of Almaty
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In addition, while working on this section, the Tourism Information Centre
also uses the superlative degree of some adjectives to give a connotation deeper
meaning to the significant experiences that tourists will have if they decide to
visit these destinations. Some of the most common superlative adjectives are
included in the description of shopping, popular and most exciting attractions in
Almaty: best, most exciting, most popular, and biggest.

As we see, all the superlative adjectives have a lower usage rate than
their corresponding positive adjectives. However, since the messages of official
webpages wish to portray their city as a better place than the others, they apply
the superlative ‘the best’ in order to persuade tourists to choose them instead of
the others.

The words in the headlines and subheadlines are carefully chosen to take
into account the context of the museum, as this is critical to the success of the
advertisement in creating an exciting feeling. In other words, discourse has the
potential to create a strong sense of impact which in turn will lead to action
Goodwin and Spittle state that “discourse is a way of doing as well as a way of
representing...people can influence each other and the world by using discourse
(2002).
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The easiest way to lose visitors’ attention is to bore them with repetition.
Tourism advertising is vital to helping the tourism industry attract tourists both
locally and internationally. Undoubtedly, tourism advertising plays a key role to
entice the customer (tourist). Tourism is not technically a product. It is intangible,
so unlike products, industries cannot sell it to their customers. So industries sell
the destination based on the imagination of customers.

The tactic of using factual information is used to provide information about
tourist facilities and services, explain the concept specific to the tourism industry,
and contribute to the persuasiveness of the statement. The webpage Visit Almaty
uses objective information about the city attractions. Recognizing the importance
of diversity, the Tourist Information Centre deliberately highlights the city’s
extreme contrasts, for instance, offering mountain routes, 360 VR tours and 100
entertainment options, from car racing to paragliding (Figures 7a and 7b).
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Figures 7a, 7b — Mountain routes and entertainment

Tourism destinations are positioned as ‘Almaty is the city of 4 seasons’
(Visit Almaty). Below, are samples of various types of destinations that potential
tourists might visit.

* Altyn Emel National Scenic Park

* Singing Dunes

* Kolsay Lakes

 Kaiyndi Lake

 Charyn Kanyon

* Big Almaty Lake

The digital content of the Visit Almaty website offers a wide range of
tourism products containing a variety of offers for potential customers, and this
diversity needs to be differentiated and specified.

To implement the concretization tactics, we use creolization tools - design
techniques that include graphic means of emphasizing information, compositional
solutions, fonts, etc., which represent additional clarifying information (photos)
aimed at creating a persuasive effect.
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The diversity of tourist attractions is also displayed through images. Visual
imagery proves to be one of the persuasive strategies of tourism discourse in
promoting Almaty by depicting a variety of tourist destinations and activities that
suit visitors with different needs or interests (Figure 8).
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Figure 8 — Various tourist attractions presented through images

The Visit Almaty website displays three criteria which are impressiveness,
entertainment and pleasure as a means of attracting tourists with different interests.

Thus, the tactic of concretization help to highlight the information necessary
for the trip and is implemented through the repetition of lexical means, as well
as through visual and graphic means that focus the tourist’s attention on the most
important information.

The tactics of identification, generalization, factual information and
concretization in the structure of the communicative strategy of information are
persuasive tactics through the use of linguistic and visual means.
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Conclusion

The overarching aim of this article was to examine the persuasive function
within tourism discourse, with a particular focus on the Visit Almaty website as an
example. In the concluding section, we have thoroughly analyzed the theoretical
framework, the methodological approach, and the empirical research conducted
throughout the article.

The various persuasive techniques employed in the discourse play a
significant role in shaping the emotional tone of the content, fostering the creation
of a positive and appealing image of the destination or location presented by
the Tourist Information Centre. These strategies are carefully crafted with the
specific target audience in mind, ensuring that the message resonates with the
intended recipients and motivates them to engage with the destination.

Furthermore, the research findings underscore the distinctive linguistic
styles and lexical choices characteristic of tourism discourse. The use of particular
discourse strategies and tactics serves not only as a means of self-presentation
but also as an essential tool for enhancing the persuasive power of the tourism
webpage. By strategically incorporating these techniques, the content is designed
to appeal to the emotional and cognitive responses of potential tourists, ultimately
guiding their perception and decision-making process. These elements contribute
to the construction of a compelling narrative that aligns with the promotional
objectives of tourism communication, demonstrating the crucial intersection of
language, persuasion, and audience engagement in the digital tourism landscape.
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“VISIT ALMATY” CAUTBIHBIH MBbICAJIBIHJIAFBI TYPUCTIK
JAUCKYPCTBIH CEHAIPT'III ®YHKIUACHI
*Tyxrabaesa A.C.!, Kabapranmunosa C.b.%, KemxebexoBa A.T.

*1 Aopuraii xau areiaaarsl KasXK sxone OTY, Anmarsr, Kazakcran
23X anpIKapajblK aKapaTThIK TEXHOJIOTHSIIAD YHUBEPCUTETI
Anmarsl, Kazakcran

Anparna. Typusmre KarbICThl BeO-callTTapIblH KOOl JHHTBUCTEPIIH
1€, KOMMYHHKAIMsI MaMaHAApbIHbIH J1a KbI3bIFYIIBUIBIFBIH TYAbIPAIbl, OJapibl
*ahaHJbIK ayAMTOPUSHBI TapTyFa apHajfaH LUUQPIBIK Ma3MyHFa HeEri3ieireH
ceHailpy QYHKUMsUIApbIH 3epTTeyre wakbipaapl. KoprnopaTuBTiK KypbLIbIMJIA
KYMBIC ICTEHTIH Oy BeO-caliTTap oJeyeTTI TypUCTEpre ocep €Ty YILUIH
CTpaTeTUsIIBIK, CEHIMII OailJlaHbICKa KOOIPEK CYMEHE OTBIPHIMN, KapHAMAaJbIK
MaTepuaiiapAbl YChIHY TOCUIIHAEC aWTapibIKTall e3repicTepre YIIbIPaIbl.
byn TypFblna pecMu TYpUCTIK CalT TEK aKmapaTThIK IUIaTgopma FaHa eMec,
COHBIMEH KaTap IUQPIBIK CEHIPY Kypalibl peTiHIEe A€ KbI3MET eTelll. Makananaa
«Visit Almaty»Be0-caliTbIH MaiijjanaHa OTBIPbI, OHJIANMH-TYpUCTIK JUCKypCTa
KOJJIAaHBUIATBIH ~ CEHJIPY TOCUIAEpl, CTpaTerusjapbl MEH PHUTOPUKAJIBIK
TaKTUKaJlapbl KapacTbIpbuiapl. OChI Tauiay apKblIbl 3€pTTEy KOJATaHOa CTHIIIHE
1ie, JKEPTUTIKTI MOJICHN KYHABLIBIKTAPFA Ja COUKEC KEJIETIH TapThIMIbI OasHaay
JKacay YIIIH T MEH AU3aiHAbl MaijlajgaHa OTBIPHIN, TypU3MJIl LIrepuieTyiH
KaJlall JlaMbIFaHbIH aHbIKTayFa OarbITTasnFaH. COHBIMEH Karap, 3epTTey BeO-
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CalTTBIH KYPBUIBIMBI MEH OpHAJIACyblH KapacThIpaibl, IU3aliH 3JEMEHTTEpl
MEH Ma3MyH/bl YHBIMAACTBIPY akKmaparThl TUIMJIl Taparyfa XoHe OpeH.TI
YCBhIHYFa Kajail bIKnaja eTeTiHiH Tajaaiael. OHaa cesnepll, CyperTepll >KoHe
MYJIBTUMEIUSUIBIK 3J€MEHTTEp/l TaHJay TEeK TYPHUCTIK OarbITThl LIrepiieryre
BIKIAJ] ETIENTIHI aTaln KepCeTUIreH — oJjap KaJaHbIH €peKlIe 9JIEyMETTIK,
TapUXH JKOHE MOJICHU CHUIIAThIH KOPCETETIH MOACHHU POMI3JEP PETIH/E KhI3MET
ereai. Ocputaiina, OYJ1 KOMIOHEHTTEP JIMHTBUCTUKAIBIK )KOHE KOMMYHUKATHUBTI
Tangayra 0ait Heri3 6epeni. CoHbIHA, MaKayiaia BeO-CalTThIH KOMMYHHUKATHUBT1
EPEKIISTIKTEPIH TajjlayFa apHAJIFaH 9JICHAMANBIK TOCUIIEP MEH TEOPHSIIBIK
Heri3faep XUbIHTBIFBI Oap. OchbUnaiima, on UUPIBIK OpTagarbl TYPHUCTIK
JUCKYPCTaFbl MOJICHUET IEH KOMMYHHUKALIMS apAChIHAAFbl OailJIaHbICThI FBLIIBIMU
3epTTeyre OarbITTalifaH. 3epTTey HOTHIKEIEepl OKbIpMaHAAap MEH KelylIiepil
KbI3BIKTBIPY VIIIH TypucTik WHTepHeT-AuCKypcTa CceHlipy (YHKIUSICHIH
KOJIJIaHyAbIH MAHBI3/IbUIBIFbIH KOpceTe 1. MaKanaHbIH TEOPUSIIBIK MAHBI3IbLIBIFbI
oHbIH L{udpiablk KOMMyHUKAIUSHBI 3€PTTEYTe KOCKaH YJIECIH/IE, 9CIpece TYPUCTIK
JUCKYpCTa, OWTKEHI OJ TUI MEH JAM3alHHBIH TapThIMJIbl QHIIMeNepAl Kayal
KaJIBINITAaCTBIPATHIHBIH amaabl. OHBIH MPAaKTHKAIBIK KYHIBUIBIFBI - OYJ1 TYPUCTIK
MapKETHHT TIeH BeO-M3aiiHFa ayAUTOPUSHBI TapTYIbIH THIMII CTpaTeTHsIIapbIH
KOJIJaHyFa KOMEKTeCe/Il.

Tipek ce3aep: ceHaipy acepi, TYPHUCTIK JUCKYPC, d/IICTEME MEH MOJCIIbIEP,
CTpaTerusyiap MeH TaKTHUKaJlap, PECMH TYPHUCTIK cailT, BeO-CalTThl Tajjay,
CaH/bIK KapHaMaJlblK MaTepUasaap, dJeyeTTl TypucTep

YBEXKIAIOIIAA ®YHKHUA TYPUCTUHYECKOI'O JUCKYPCA
HA IPUMEPE CAHUTA ‘VISIT ALMATY’
*Tyxrabaesa A.C.!, Kabapranmunosa C.b.%, KemxeoOekosa A.T.?
*KasYMOuMJS nm.A6Gsinaii xana, Anmarsl, Kazaxcran
23 MexayHapOaHbIA YHUBEPCUTET MHOOPMAITMOHHOMN TEXHOIOTUH
Anmarel, Kazaxcran

AnHoTtanus. Pacrymee uucio BeO-caiiTOB, CBS3aHHBIX C TYpHU3MOM,
MIPUBJIEKAET UHTEPEC KaK JIMHIBUCTOB, TaK U CIELIUATIUCTOB 10 KOMMYHUKALIUSAM,
noOy>k1ast UX U3y4arh QyHKINH YOSKIEHNUS, 3aJI0KEHHBIE B ITU(POBOM KOHTEHTE,
[peIHa3HaY€HHOM JIJIsl IPUBJICUYEHUS [I00ATbHON ayIuTOpPUH. DTH BeO-CalThl,
paboTarolie B KOPIOpaTUBHOM CTPYKType, IpEeTepresin 3aMeTHbIE N3MEHEHUs
B TOM, KaK OHM IIPEJICTABIISIIOT PEKIaMHbIE MaTepuabl, Bce OOJbllIe Mojarasch
Ha CTpaTeruuyecKkyro, yOeIUTENIbHYI0 KOMMYHUKALMIO JJIsi BO3JCHCTBUS Ha
MOTEHLUAJIbHBIX TYpUCTOB. B 3TOM KOHTekcTe OdULMAIbHBIA TYpPUCTUYECKUN
CalT CIYKUT HE MPOCTO MHPOPMALIMOHHON MIaT(HOPMOIl, HO U UHCTPYMEHTOM
uugpoBoro yoexneHus. B crartbe paccMarpuBaroTCs pPa3iUYHbIE MOJIXOJBI,
CTpaTerud M PUTOPUUECKHE TAKTUKU YOEKJIEHUS, HCIIOJb3yeMble B OHJIAMH-
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TYPUCTHUECKOM TUCKypCe, C UCIOJb30BaHHEM BeO-caiita «Visit Almatyy». C
[IOMOIIbIO 3TOTO aHAJINU3a HCCIIEOBAHUE HAIpPAaBICHO Ha TO, YTOOBI BBISIBUTD,
KaK pa3BUBAJIOCH IPOJIBHKEHUE TypHU3Ma C MCIOJIb30BAaHUEM sI3blKa U Ju3aiiHa
JUIsL CO37IaHMsl YOeIUTEIbHOTO MOBECTBOBAaHUS, KOTOPOE COOTBETCTBOBAIO Obl
Kak (pUpMEHHOMY CTWJIIO, TaK U MECTHBIM KYJIBTYpHBIM LeHHOCTSIM. Kpome
TOTO, B MCCIEAOBAaHUU PAaCCMATPUBAIOTCA CTPYKTypa M MakeT BeO-caiirta,
aHAIM3UPYETCs, KaK AJIEMEHTHI TU3aiiHa U OpraHu3alis KOHTEHTa CIOCOOCTBYIOT
s dexTuBHOMY pacnpocTpaHeHHI0 MHGOPMAIMK W TPEICTABICHUIO OpeHIa.
B Hem nopuepkuBaeTcs, 4TO BBIOOP CJIOB, U300paKEHUI U MYJIBTUMEIUNHHBIX
JJIEMEHTOB HE TMPOCTO CIOCOOCTBYET MPOJABHKEHUIO TYPUCTUYECKOTO
HalpaBJI€HUS] — OHHU CIY)XAT KyJbTYPHBIMH CHMBOJIAMH, OTPaXarOIIUMU
YHUKaJIbHBIA COLIMAJIbHBIA, UCTOPUYECKUA W KYJIBTYPHBIM XapakTep Topoja.
Takum 00pa3oM, 3TH KOMIIOHEHTBHI MPEJOCTABIAIOT OOraryro MOYBY IS
JUHTBUCTUYECKOTO U KOMMYHHMKAaTUBHOIO aHaiu3a. HakoHel, crares BKIOYaeT
B ce0sd KOMOMHALIMIO METOAOJIOIMYECKHX MOAXOAO0B M TEOPETHUYECKHUX OCHOB
JUIs aHaJIM3a KOMMYHUKaTHBHBIX ocoOeHHocTel BeO-caiita. Takum oOpazom,
OHa HaIpaBJieHa HA HAyYHOE MCCIIEJOBAHUE B3aHUMOCBSI3U MEXKIY KYJIbTYpoH U
KOMMYHHUKaIMel B TYpUCTUYECKOM JIUCKypce B LU(poBoi cpeae. Pesynbrars
HCCIIEIOBAHMSI [TOKA3bIBAIOT Ba)KHOCTh MCIIOJIb30BAaHUS yOexarolel QyHKIuu
B TYpPUCTUYECKOM MHTEPHET-JUCKYpCe [UIsl MPUBJIEUEHHUs YuTaTeled u
nocerutenedl. Teoperndyeckass 3HAYMMOCTb CTAThbU 3aKJIIOYAETCS B €€ BKJaze
B HcclenoBaHUS IU(PPOBOM KOMMYHMKAIlMM, OCOOEHHO B TYpPHUCTUYECKOM
JUCKypCe, IMOCKOJIbKY OHA pAacCKpbIBaeT, Kak S3bIK WU JAuU3aiiH (HOpMUPYIOT
yOenutenbHble HappaTuBbl. Ee mpakThueckasl [EHHOCTh 3aKJIIOYAeTCsl B TOM,
YTO OHA IOMOTaeT TYPUCTUUYECKOMY MApKETUHTY U BeO-AM3aiiHy MCHOIb30BaTh
3¢ (deKTUBHbIE CTPATETUU MPUBJICUEHUS ayAUTOPUU.

KiroueBbie caoBa: yoOexparomuid 3(deKt, TypucTudecKuil ITUCKYpC,
METOJ0JIOTUSI U MOJIEJIH, CTPATErU U TaKTUKH, O(QULUATbHBIA TYPUCTUYECKUN
caiT, aHanu3 BeO-caiTa, ITU(POBBIC PEKIAMHBIE MaTepUalibl, MOTCHIIUATbHBIC
TYPHUCTBI
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