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O°‘ZBEK VA INGLIZ TILIDAGI REKLAMALARDA IJTIMOIY
MADANIYATNING O‘RNI: LINGVOMADANIY VA SEMIOTIK TAHLIL

Farmonov Bekzod Begmatovich,
O'zbekiston Respublikasi Vazirlar Mahkamasi huzuridagi
Biznes va tadbirkorlik oliy maktabi "Biznes kommunikatsiya va chet tillari kafedrasi"
filologiya fanlari bo'yicha falsata doktori PhD, dotsent
Ismatova Rushana Ruiddinovna,
Toshkent amaliy fanlar universiteti magistranti
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O‘ZBEK VA INGLIZ TILIDAGI REKLAMALARDA IJTIMOILY
MADANIYATNING O°RNI: LINGVOMADANIY VA SEMIOTIK TAHLIL

Farmonov Bekzod Begmatovich,
O'zbekiston Respublikasi Vazirlar Mahkamasi huzuridagi
Biznes va tadbirkorlik oliy maktabi "Biznes kommunikatsiya va chet tillari kafedrasi"
filologiya fanlari bo'yicha falsafa doktori PhD, dotsent
Ismatova Rushana Ruiddinovna,
Toshkent amaliy fanlar universiteti magistranti

Annotatsiya. Ushbu maqolada o‘zbek va ingliz tilidagi reklama matnlari
hamda vizual-kommunikativ yechimlarda ijtimoly madaniyatning (qadriyatlar,
jjtimoiy me’yorlar, kollektiv xotira, rol va identifikatsiya) qanday “kod” sifatida
ishlashi tahlil qilinadi. Tadqiqot reklamaning fagat marketing vositasi emas, balki
jamiyatning ustuvor qadriyatlari, ijtimoily ideal va kutilmalarini qayta ishlab
chigaruvchi madaniy amaliyot ekanini ko‘rsatadi. Nazariy asos sifatida madaniyat va
iste’mol xulqi o‘rtasidagi bog‘liglik, madaniy o‘lchamlar, yuqori/past kontekstli
kommunikatsiya, reklama “apellyatsiyalari” (appeals) va ijtimoly semiotika
yondashuvlari qo‘llanadi. O‘zbekiston reklama maydonida davlat tili talabi va lokal
madaniy belgilar (oila, hurmat, an’ana, jamoaviylik) reklama diskursining asosiy
tayanchi bo‘lib qolayotgani, ingliz tilidagi reklamalarda esa individual tanlov, foyda,

tezkorlik, “aniq chaqiriq” (CTA) va brend shaxsiyati kuchliroq namoyon bo‘lishi

muhokama qilinadi. Natijada, reklama samaradorligi ko‘p jihatdan madaniy moslik
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(cultural congruence) va ma’no kodlarini to‘g‘ri tarjima/lokalizatsiya qilishga
bog*‘ligligi asoslab beriladi.
Kalit so‘zlar: rcklama diskursi; ijtimoily madaniyat; lingvomadaniyat;

yuqori/past kontekst; semiotika; lokalizatsiya; qadriyat apellyatsiyalari.

POJIb COITUAJTBHOM KYJIBTYPHBI B PEKJIAME HA Y3BEKCKOM U
AHTCJIMMCKOM SI3BIKAX: IUHT'BOKYJIBTYPOJIOTMUYECKUN U
CEMUOTUYECKHNU AHAJIN3

®apmonoB bek3oa bermarosuny,

nokTop ¢unocoduu (PhD) mo ¢pumonornyeckum Haykam, JOLEHT

Bricias mkona 6usneca u npeanpunuMartensctsa npu Kadunere Munuctpos
PecnyOnuku Y30ekucTaH,

kadenpa «buzHec-KOMMYHUKAIUSI 1 HHOCTPAHHBIE SI3BIKIY

Hcmarosa Pymana PynaaunoBHa,
MarucTpanTka TalmKeHTCKOI0 YHUBEPCUTCTA IPUKIAIHBIX HAYK

AHHoOTanus. B cTaThe aHamM3uMpyeTcsl poOIb COIMATBHOW KYIBTYpPHI B
y30€KOS3BIYHON W aHTJIOSN3BIYHONW pekjaMe dYepe3 MPU3MYy IJHMHIBOKYJIBTYPHBIX U
CEMUOTUYECKUX MEXAHU3MOB. PeknaMa paccMaTpuBaeTCs KaK KyJIbTypHasl IIPAKTUKA,
KOTOpas HE TOJIBKO MNpOHAET MPOAYKT, HO U TPAHCIUPYET HOPMBI, LEHHOCTH,
COLIMAJIBHBIE POJM W MOJENM JKEJIATEJIBHOTO NOBEIECHHUsl. TE€OPETUYECKYH0 OCHOBY
COCTaBJISAIOT MOAXOAbl K B3aUMOCBSA3U KYJNbTYpPhl U MOTPEOUTETLCKOTO IOBEACHMUS,
MOJENIA KYJbTYPHBIX WM3MEPEHUM, KOHILEMUMUS BBICOKO- W HHU3KOKOHTEKCTHOM
KOMMYHHKaIIMHM, aHAJU3 PEKIaMHBIX «aneuanuil» (appeals), a Takxke coluanbHas
CEMUOTHKA M MYJIbTUMOJANbHBIN aHanu3. [lokazaHo, 4To B y30€KCKOM peKIIaMHOM
JIUCKYpPCE 3HAYMMbI KOJUIEKTUBUCTCKUE KOJIbI (CEMbsI, YBaXKCHUE, TPAUULIUS, TOBEpHE,
MOpaJibHasi TMPUEMIIEMOCTh), @ TaKXEC WHCTUTYIIHOHAIIBHBIC PAMKH, BKIFOYAs
TpeOOBaHUS K S3bIKYy pEKJIamMbl. B aHTIIOS3BIYHOM peKiiamMe 4Yamie JOMUHHUPYIOT
WHJIVBUAYATbHBIA BBIOOP, YTWIMTAPHAS BBITO/A, MPSIMBIC TMPU3BIBBI K JCHCTBUIO U

nepcoHanuzauus Openaa. Jlemaercs BEIBOA: 3P (HEKTUBHOCTH PEKJIIAMHOTO COOOIEHHUS
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TECHO CBsA3aHa C KYJIbTYPHOM KOHIPYSHTHOCTBIO M KOPPEKTHOH JIOKAJIH3alUEH
CMBICJIOB, @ HE TOJIBKO IIEPEBOJIOM CJIOB.

KurueBbie ciaoBa (pyc.): peKIaMHBIM AUCKYpPC; COLMANIbHAA KYJbTYypa;
JMHTBOKYJIbTYpa;  KOHTCKCTHAsi ~ KOMMYHHUKAIMS,  COIMaJbHAsi  CCMHUOTHKA;
JIOKAJIU3aIusl; ICHHOCTHBIC AlleIIISINN.

THE ROLE OF SOCIO-CULTURAL CONTEXT IN UZBEK- AND
ENGLISH-LANGUAGE ADVERTISING: A LINGUOCULTURAL AND
SEMIOTIC ANALYSIS

Bekzod Begmatovich Farmonoyv,

PhD (Philology), Associate Professor

Department of Business Communication and Foreign Languages,

Higher School of Business and Entrepreneurship under the Cabinet of Ministers of
the Republic of Uzbekistan

Rushana Ruiddinovna Ismatova,

Master’s student, Tashkent University of Applied Sciences

Abstract. This article examines how social culture functions as a meaning-
making “code” in Uzbek- and English-language advertising. Advertising 1s treated
not merely as a marketing tool but as a cultural practice that circulates and reproduces
values, norms, role expectations, and identity scripts. The framework integrates: (a)
culture—consumer behavior links, (b) cultural-dimensions thinking in cross-cultural
advertising research, (c) Hall’s high-/low-context communication, (d) the
“advertising appeals” tradition, and (e) social semiotics and multimodal discourse
analysis. The discussion highlights that Uzbek advertising often foregrounds
collectivist and relational meanings (family, respect, tradition, trust) and is shaped by
institutional constraints such as state-language requirements, whereas English-
language advertising more frequently emphasizes individual choice, personal benefit,

direct calls-to-action, and brand personhood. The key argument is that persuasive
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effectiveness depends strongly on cultural congruence and the localization of
meanings—not simply on literal translation.
Keywords: advertising discourse; social culture; cross-cultural communication; high-
/low-context; social semiotics; localization; value appeals.

Introduction
Advertising i1s commonly described as a market communication instrument, yet in
practice it operates as a cultural “interface” between economic goals and social
meanings. It selects recognizable symbols, moral expectations, and shared narratives
to make products socially legible and desirable. This is why cross-cultural advertising
research repeatedly demonstrates that systematic differences in advertising content
reflect systematic differences in cultural values and communication styles.
In Uzbekistan, advertising discourse is additionally embedded in institutional and
language policy contexts, including the requirement that advertising distributed in the
country be presented in the state language (Uzbek), with carefully regulated use of

b 19

other languages. This framework indirectly shapes how ‘“modernity,” “prestige,”
“trust,” and “authenticity” are encoded in Uzbek and bilingual advertising.
Aim and research questions. The article asks:

1. Which cultural values and social norms become dominant persuasive
resources in Uzbek vs. English advertising?

2. How do language choices (forms of address, implicature, directness) and
visual choices (composition, symbols, role displays) enact these cultural meanings?

3. What does this imply for translation, localization, and ethical persuasion?
Conceptual framework: culture as a persuasive resource

Marketing and advertising scholarship emphasizes that cultural values are

deeply intertwined with consumer behavior, affecting what people buy, why they
buy, and how they interpret messages. De Mooij’s cross-cultural marketing work

explicitly treats cultural values as foundational for understanding consumer responses

across societies.
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From a sociological angle, consumption and taste are also structured by social
positioning and “cultural capital.” Bourdieu’s theory of taste highlights that
preferences are not purely individual but socially patterned and linked to recognition

29 ¢

and status. In advertising, this becomes visible when “good taste,” “modern lifestyle,”
or “respectability” are communicated through culturally loaded signs (brands,
settings, language style).

Cultural dimensions and cross-cultural advertising appeals
A major tradition in cross-cultural advertising examines how value patterns map onto
recurring persuasive themes (“appeals”). Pollay’s approach to measuring cultural
values in advertising and subsequent studies (e.g., Albers-Miller & Gelb) show that
appeals differ in predictable ways across countries and can be analyzed
systematically.

Aaker & Maheswaran’s work in the Journal of Consumer Research further
supports that persuasion effects vary with cultural orientation, implying that the same
argument structure or message framing can perform differently depending on whether
audiences are more individualist or collectivist in orientation.

High-context vs. low-context communication. Hall’s high-/low-context
distinction 1s useful for comparing advertising styles. High-context communication
relies more on shared background knowledge, indirectness, relational cues, and
implicit meaning, while low-context communication favors explicit statements and
direct verbal information. Many advertising differences between Uzbek and
mainstream English-language markets can be interpreted through this lens, especially
in how much is “shown” vs. “told,” and how directly consumers are instructed to act.
Social semiotics and multimodality. Advertising meaning is multimodal: words,
typography, color, gaze, framing, and narrative sequencing co-produce persuasion[1].
Kress & van Leeuwen’s “grammar of visual design” offers analytic tools for how
images structure social relations (distance, angle, salience).uses socially available

“semiotic resources” that evolve historically through media, including advertising.
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A classic semiotic insight from Barthes is particularly relevant: advertising images
arc designed for “optimal reading,” i.c., meanings arc intentionally arranged rather
than accidental.

Methodological note. This article is conceptual-analytical, but it follows
an empirical logic that can be replicated in a course paper or journal submission:
Sampling. Select 40—60 ads per language (e.g., FMCG, banking, telecom, education,
pharmacy), from comparable channels (billboards, Instagram/Telegram posts,
YouTube pre-rolls).
Units of analysis. (a) verbal text (headline, slogan, CTA), (b) participants/roles (who
acts, who benefits), (c) cultural symbols (family rituals, national motifs, “global”
lifestyle cues), (d) modality markers (certainty, authority, politeness), (e) visual
grammar (salience, gaze, composition) [2].
Coding scheme. Map recurring persuasive “appeals” (trust, tradition, modernity,
safety, status, efficiency, pleasure) and note whether the message is explicit or
implied (context-dependence). Pollay-style appeal lists can guide category design,
while social semiotics guides multimodal reading.

Findings and discussion: where social culture “sits” inside advertising
Uzbek-language advertising frequently positions the product inside relational
contexts: family well-being, hospitality, respect toward elders, community trust, and
moral acceptability[3]. Even when the product is modern (banking app, telecom
package), the narrative often ties benefits to the family or collective (“for our home,”
“for your loved ones,” “for a calm life”), which matches high-context, relationship-
centered communication.

English-language advertising—especially in mainstream Anglo-American patterns—
more often foregrounds the individual consumer as the decision-maker: self-
improvement, convenience, personal achievement, time saving, and “you deserve it.”
Persuasion tends to be packaged as a direct value proposition plus a clear CTA (“Buy
now,” “Try it today,” “Switch in minutes”), consistent with more low-context

directness. De Mooij explicitly links such direct/explicit style with cultural
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assumptions of independence, contrasting it with more implicit styles associated with
interdependence and harmony[4].
Respect, authority, and trust as cultural infrastructure. Trust is universal in
advertising, but its cultural construction differs. In Uzbek ads, trust is often built
through:

 social endorsement (family approval, community recognition),

« moral reassurance (“halol,” “ishonchli,” “sifat kafolati™),

o institutional seriousness (formal tone, official-looking design, respectful
address).
This aligns with research showing that advertising appeals mirror cultural dimensions
and that “authority/credibility” themes can be culturally patterned.
In English ads, credibility can be built more through:

« quantified benefits (percentages, comparisons),

« performance claims and “proof points,”

« personalization (“made for you) and brand identity.
Aaker & Maheswaran’s findings on cultural orientation and persuasion support the
cxpectation that message processing and persuasive routes differ across cultural
orientations, affecting which trust cues work best.
High-context storytelling vs. explicit instruction
Uzbek advertising frequently uses implication and “shared background”: a short
scene of family gathering, a polite exchange, or culturally recognizable rituals can
carry much of the persuasive load without detailed verbal explanation. This is typical
of higher-context communication where meaning is embedded in situation and
relationships.
English-language advertising, by contrast, more often places persuasion in explicit
instruction: a clear problem-solution format, direct naming of features, and
unambiguous instruction to purchase or download. This is one reason literal
translation often fails: the “amount of explicitness” itself is a cultural parameter, not

just a stylistic choice[5].

10
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Visual cultural symbols and the “grammar” of legitimacy
Social semiotics helps explain why certain visuals “feel right” to local audiences.
Uzbek ads often draw on:

o local settings (home interior styles, neighborhood familiarity),

o culturally valued roles (caring parent, respected elder, responsible provider),

« symbolic colors/textures associated with tradition or celebration.
Using Kress & van Leeuwen’s perspective, these are not decorations but structured
cues that position viewers socially (closeness, warmth, shared identity) [6].
English-language ads—especially global brand templates—frequently lean toward
minimalist composition, product-centered salience, and standardized “global
modernity” signals (clean lines, neutral backgrounds, athletic bodies, tech aesthetics).
These visuals communicate a different social promise: autonomy, efficiency, status
through modern competence.

Gender and family role displays: culture, ethics, and change
Advertising often reflects and shapes gender-role expectations. Goffman’s analysis of
gender displays in advertising remains influential for identifying how posture,
relative size, gaze, and touch can naturalize social hierarchies and ‘“appropriate”
femininity/masculinity.
In Uzbek and English contexts alike, there is a growing tension between traditional
role displays (familiar, trust-building) and contemporary expectations (equality,
diversity, professional identity). For ethical and effective communication, advertisers
increasingly need to avoid reducing cultural identity to stereotypes; instead they can
show culturally resonant roles with dignity, agency, and realism.
Language policy and cultural “gatekeeping” in UzbeKistan

Unlike many English-language markets where linguistic plurality is largely a
branding choice, Uzbekistan’s advertising environment includes legal language
requirements: advertising distributed within the country must be in the state language

(Uzbek), with conditions for translations. This shapes how English is used—often as

11



NEAATOTMKA BA NCUXOAOTUAAA WHHOBALIUANAP | UHHOBALIUK B TMEAATOTMKE U TICUXOAOTUK | INNOVATIONS IN
PEDAGOGY AND PSYCHOLOGY Nel | 2026

a marker of modernity or premium status, but typically alongside Uzbek to meet legal
and audience-comprehension needs.
This institutional dimension directly affects social culture in ads: it encourages the
stabilization of Uzbek cultural keywords, honorific politeness, and local semantic
frames, while also creating a structured space for bilingual creativity.

Evidence from recent Uzbek—English advertising discourse studies
Recent comparative linguistic studies (English vs Uzbek advertising discourse)
commonly report differences in pragmatic persuasion, connotation management, and
culturally conditioned choices of speech acts and implicature. These works support
the practical observation that Uzbek ads more frequently rely on culturally shared
context and value-laden lexicon, while English ads tend to be more directive and
explicitly benefit-centered.

Practical implications
Localize meanings, not words. Decide how explicit the message should be for the
target culture (context level), not just how to translate vocabulary.

1. Choose value appeals culturally. Appeals like tradition, respect, and family
well-being may be central in Uzbek; appeals like autonomy, speed, and personal
benefit may dominate in English templates.

2. Design multimodally. Visual grammar (gaze, distance, salience) must match
local expectations of dignity, warmth, and credibility.

For translators/localization teams. Use a “two-layer” protocol: semantic layer:
what is promised (benefit, guarantee, proof); cultural layer: how the promise should
sound socially (politeness, authority, indirectness, humor). De Mooij’s discussion of
direct vs implicit styles is directly relevant here: in some cultures, too much certainty
can sound aggressive; in others, too much hedging can sound weak.

For media literacy and ethics. Because advertising is intentional meaning-making, it
can normalize consumption ideals and role expectations. Ethical persuasion requires

transparency, avoidance of harmful stereotyping, and respect for cultural symbols

12
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(especially in contexts with strong national/collective identity). Semiotic analysis
helps identify where persuasion becomes cultural pressure.

Conclusion: The role of social culture in Uzbek- and English-language
advertising is structural rather than decorative: culture provides the interpretive
“rules” that make persuasive messages credible, desirable, and socially acceptable.
Uzbek advertising frequently mobilizes relational collectivist codes (family, respect,
tradition, trust) and operates within a regulated language environment, while English-
language advertising more often emphasizes explicit individual benefits, direct calls-
to-action, and standardized global-modern visuals. Cross-cultural advertising research
and social semiotics converge on a key point: effective advertising depends on
cultural congruence and multimodal localization of meaning—not merely literal

translation.

13
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Toshkent davlat transport universiteti “Ijtimoiy fanlar” kafedrasi
f.f.d(RhD),dotsent.v.b.

https://doi.org/10.5281/zenodo.18839458

Annotatsiya.Ushbu maqolada qariyalarning salomatligini asrash — ularning
faol ijtimoiy hayotda ishtirokini ta’minlash, madaniy va ma’naviy merosni kelajak
avlodlarga yetkazishda hal qiluvchi omillardan biri ekanligi, insonning sog‘lomligi
fagat tibbiy yoki jismoniy holat bilan emas, balki uning ijtimoiy faolligi, psixologik
barqarorligi, ma’naviy ganoatlanishi bilan ham o‘lchanishi ta’kidlangan. Avlodlararo
vorisiylik — katta avlodning bilim, tajriba, an’ana va ma’naviy qadriyatlarini keyingi
avlodlarga uzatish jarayoni ekanligi xamda keksa avlod vakillarining salomatligini
saglashda jamiyat — ya’ni davlat, mahalla, fuqarolik jamiyati institutlari va keng
jamoatchilikning o‘rni tahlil etiladi.

Kalit so‘zlar: qariyalar, salomatlik, jamiyat, ijtimoiy himoya, faol qarilik,
fuqarolik jamiyati, mahalla,avlodlararo vorisiylik, keksalar.

COXPAHEHHME 310POBbS CTYJIEHTOB — ®AKTOP
OBECIIEYEHMUS TEPEJAYU YEJIOBEYECKOI'O KAIIUTAJIA
ABJIYKAPUMOBA I'.b.

TamkeHTCKU rocyaapcTBEHHBIN TpaHCTIOPTHLIN yHuBepcuTeT (TATY),
Kadenpa «Conunanbubie nayku», kanauaat nayk (RhD), nouent.u.o.
AHHOTauMsl. B JaHHOW cTaTbe pacMaTpPWBAETCS , YTO COXPAHECHHE 3JI0POBBS
MOKHJIBIX JIFOACH SBIAETCS OOHUM M3 pelaromux (HakTopoB oOecrmedeHuss Hux
AKTUBHOTO y4acTHUsl B OOLICCTBCHHON KU3HM U NEpeiadll KyIbTYPHOTO H JYXOBHOTO
Hacyeausi OyAyluM [IOKOJICHUSIM, a 3JI0POBbE YEIOBEKA U3MEPSCTCS HE TOJIBKO €I
MCAUIIMHCKAM WJIH (PU3HYECKUM COCTOSIHUEM, HO M €r0 COIIMAIFHOW aKTHBHOCTHIO,
TICUXOJIOTHUCCKOMN YCTOHYHUBOCTHIO 17} JyXOBHBIM yIIOBJICTBOPCHHUCM.

MeKnOKOJICHHAS MPECMCTBCHHOCTE — MPOLECCC IICpcaaun 3H8,HPII>1, OIIbITA, TpaI[I/II_[I/Iﬁ
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W JYXOBHBIX IIEHHOCTEH CTapIero IOKOJEHUS CIEeAyIoleMy IOKOJICHHIO,
aHAIM3UPYETCS POJIb OOIEeCcTBa, a WMCHHO TIOCYJapcTBa, 00IIecTBa, MHCTHUTYTOB
IPaXKJAHCKOTO OOIEeCTBAa M IIWPOKOM OOIICCTBCHHOCTH, B COXPAHCHHH 30POBbS
CTapIICTO ITOKOJICHUSI.
KiroueBble cJji0Ba: MOXWIIbIC JIFOJM, 370POBhE, OOIIECTBO, COIMANBbHAS 3allNTa,
aKTUBHOE CTapeHue, TpakJaHCKOEe OOIIEeCTBO, COCEICTBO, MEXKIIOKOJICHUECKas
MIPEEMCTBEHHOCTh, TIOXKHUJIBIC JTFOJIH.
MAINTAINING STUDENT HEALTH AS A FACTOR IN ENSURING
HUMAN CAPITAL TRANSFER
ABDUKARIMOVA G.B.
Tashkent State Transport University (TSTU),
Department of Social Sciences, PhD, Associate Professor, Acting

Abstract.This article examines that maintaining the health of older people is
one of the decisive factors in ensuring their active participation in public life and the
transfer of cultural and spiritual heritage to future generations, and human health is
measured not only by its medical or physical condition, but also by its social activity,
psychological stability and spiritual satisfaction. Intergenerational continuity is the
process of transferring knowledge, experience, traditions and spiritual values of the
older generation to the next generation, the role of society, namely the state, society,
civil society institutions and the general public, in maintaining the health of the older
generation is analyzed.

Keywords: older people, health, society, social protection, active ageing, civil
society, neighbourhood, intergenerational continuity, older people.

Kirish

Bugungi kunda jamiyat taraqqiyoti va mehnat bozoridagi raqobat kuchayishi
sharoitida yoshlar, xususan talabalar salomatligini asrash masalasi strategik ahamiyat
kasb etmoqda. Talabalik davri — shaxsning kasbiy yo‘nalishi, intellektual salohiyati
va 1jtimoiy mas’uliyati shakllanadigan muhim bosqich bo‘lib, aynan shu davrda

sog‘ligni mustahkamlash va sog‘lom turmush ko‘nikmalarini barqaror odatga
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aylantirish kelgusidagi hayot sifati uchun poydevor vazifasini bajaradi. Shu ma’noda,
talaba salomatligini saqlash fagat tibbiy masala bo‘lib qolmay, ta’lim sifati, kasbiy
tayyorgarlik va jamiyat barqarorligiga bevosita ta’sir ko‘rsatuvchi ijtimoiy omil
sifatida namoyon bo‘ladi.

Talabaning sog‘lomligi uning jismoniy holati bilangina cheklanmaydi. U —
psixologik barqarorlik, ijtimoiy faollik, ma’naviy qanoatlanish va o‘zini jamiyatda
zarur deb his etish kabi ko‘rsatkichlar majmuasidir. O‘qish yuklamasi, imtihonlar,
moslashuv jarayoni, kelajak kasbiga doir xavotirlar hamda hayot ritmining tezlashuvi
talabalarning ruhiy va emotsional holatiga ta’sir qiladi. Shuning uchun ta’lim
muhitida sog‘lom turmush tarzini qo‘llab-quvvatlash, sport va jismoniy faollikni
rag‘batlantirish, to‘g‘ri ovqgatlanish madaniyatini shakllantirish, shuningdek
psixologik yordam va ijtimoiy moslashuv mexanizmlarini kuchaytirish muhim
yo‘nalishlardan hisoblanadi.

Inson kapitali vorisiyligi deganda jamiyatning bilim, tajriba, kasbiy madaniyat
va qadriyatlarni yangi avlod orgali davom ettirib borish jarayoni tushuniladi. Bu
jarayonning uzluksizligi avvalo sog‘lom, faol va magsadga yo‘naltirilgan yoshlarning
mavjudligiga bog‘lig. Agar talaba oz salomatligiga beparvo bo‘lsa, doimiy charchoq,
ruhiy bosim yoki 1jtimoiy chekinish holati kuchaysa, nafaqat o‘qish samaradorligi
pasayadi, balki kelgusida kasbiy barqarorlik va ijtimoiy mas’uliyatning shakllanishi
ham sustlashadi. Aksincha, sog‘lom talaba — bu bilimni tez o‘zlashtiradigan, jamoa
bilan hamkorlik qiladigan, yangilikka ochiq va jamiyat oldidagi vazifalarni
mas’uliyat bilan bajarishga tayyor kadr demakdir.

Shu bois, talabalarning salomatligini saqlash — oliy ta’lim tizimining
tarbiyaviy va ijtimoiy vazifalari bilan uzviy bog‘liq bo‘lgan ustuvor yo‘nalishdir. U
ta’lim jarayonida natijadorlikni oshiradi, kasbiy kompetensiyalar shakllanishini
tezlashtiradi va eng muhimi, jamiyatning kelajak taraqqiyotini ta’minlaydigan inson
kapitali vorisiyligini mustahkamlaydi.

Demak, salomatlik — fagat shaxsiy ne’mat emas, balki ijtimoiy merosni saqlab

qolishdagi asosiy omildir. Qarishda salomatlik tengligini oshirish ham sog‘ligni
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saglashning muhim magqsadi sifatida tan olingan. Keksa odamlar orasida kuzatilgan
ko‘plab sog‘liq farglari "ijtimoiy determinantlar" natijasidir, masalan, ijtimoiy-
iqtisodiy sharoitlar, yashash va mehnat sharoitlari, ta’lim va boshqalar. Insonning
tug‘ilishi, voyaga yetishi, ta’lim-tarbiya olishi, ovqatlanishi, uxlashi, yashashi,
mehnat qilishi, sog‘lig‘i va ijtimoiy g‘amxo‘rligi keksalikka kirgan insonning
farovonligiga umrboqiy ta’sir ko‘rsatadi. Sog‘ligni saglash bo‘yicha tashabbuslarni
mavjud yosh aholiga foyda keltirish uchun yo‘naltirish, hayotlari davomida
sog‘lig‘ida tengsizlikka duchor bo‘lishiga qaramay, keksalikka erishganlar uchun
so‘nggi nopoklik bo‘lishi mumkin.

Shu ma’noda Ofzbekistonda qariyalarning avlodlararo  vorisiyligin
ta’minlashda ularning sog‘lig‘ini asrashga alohida e’tibor qaratilmoqda. Birinchidan
reproduktiv salomtalik markazlarida qariyalarning salomatligini nazorat qilish,
ularning tibbiy ko‘rikdan o‘tishi tizimli tashkil etilgan, ikkinchidan O‘zbekiston
Respublikasi Nuroniy jamg‘armasi huzurida tashkil etilgan “Nuroniy” sanatoriyasida
qariyalar reja asosi sog‘lig‘ini saqlash va asrash uchun tibbiy muolajalarni bepul olish
imkoniyatiga ega. O‘zbekistonda qariyalarning sog‘lig‘ini asrashga yo‘nalgan tizimli
profilaktikaning natijalarini aniglash uchun sotsiologik so‘rovnoma o‘tkazilganida
609 nafar respondentlarning 131 nafari a’lo, 217 nafari yaxshi, 143 nafari qoniqarli,
61 nafari qonigarsiz, 57 nafari juda yomon deb javob bergan. 609 nafar
respondentlarning sog‘lig‘ingizni asrash uchun ganday choralar ko‘rasizlar degan
savolga 113 nafar respondent doimiy ko‘rikdan o‘tishi, 78 nafari doimiy shifokor
ko‘rigidan o‘tishi, 47 nafar respondent jismoniy gimnastika mashg‘ulotlari bilan
shug‘ullanishi, 89 nafar kishi sanatoriyalarda profilaktik davolanishi, 51 nafar kishi
sog‘lig‘iga shikoyati yo‘qligi, 3 nafar odam sog‘lig‘iga qarashga imkoni yo‘qligini
tan olgan.

Ushbu so’rovnoma sog‘lig‘ingizni asrash uchun qanday choralar
ko‘rasizlar? degan mavzuda o’tkazilgan bo’lib quyidagi rasmda ko’rsatilgan (2-

rasm)

18



NMEAATOTMKA BA ITCUXOAOTUAAA WHHOBALIMANAP | UHHOBALIMU B MEAATOTUKE U NCUXOAOTUN | INNOVATIONS IN

PEDAGOGY AND PSYCHOLOGY
2. Rasm.
Ne Javob nomi Soni Foiz
%
1 | Doimiy ravishda ko‘rikdan o‘tib | 113 19
turaman
2 | Doimiy ravishda vrach nazoratidaman 78 13
3 | Badan tarbiya qilib turaman 47 8
4 | Sanatoriyaga borib turaman 89 15
5 | Sog'ligimdan shikoyatim yo‘q, shu 51 8
sababli hech nima gilmayman
6 | Sog‘ligimga e'tibor qaratish uchun 137 22
imkoniyati yetmaydi
7 | boshga, yozing 3 0
8 |jb.ag. 91 15
9 Jami 609 100%

Bu so‘romnoma natijasida O‘zbekiston aholisi xususan gariyalarning ijtimoiy
faolligi oshganligi, ularning turmush tarzi yaxshilanganligidan dalolat beradi. Ayni
paytda bu sohada qilishini lozim bo‘lgan vazifalar ham ko‘pligini tan olish lozim.
Xususan, viloyatlarda yashayotgan qariyalarda hozirgacha doimiy shifokor
ko‘rigidan o‘tish amaliyoti joriy etilmagan va bu reproduktiv salomatlik markazlari
tomonidan muntazam nazorat qilinmaydi. Qariyalarning sanatoriyalarda dam olishini
tizimli tashkil etish jarayonida ham muayyan muammolar bor va bu muammolarni
O‘zbekiston Respublikasi Nuroniy jamg‘armasi mahallalar kesimida bartaraf etishga
harakat qilmoqda.

Zero Yangi O‘zbekistonda gariyalar uchun sog‘ligni saglash sohasidagi say-
harakatlarning asosiy yo‘nalishi sog‘lom qarish, gqarish va sog‘liqgdagi tengsizliklarni
kamaytirishga o‘tgan bo‘lsa-da, umr ko‘rish davomiyligini oshirish maqsadini unutib
bo‘lmaydi. Darhaqiqat, sog‘ligni saqlash statistikasi odatda umr ko‘rish
davomiyligini uzaytirish bo‘yicha erishilgan yutuqlarga e’tibor qaratadi va keyingi
hayotda farovonlikka qaratilgan so‘nggi e’tiborning bir qismi ana shunday yutuqlar
natijasidir. Keksalarning salomatligi nafaqat tibbiy yordam, balki e’tibor, muhabbat
va mehrga bog‘liq. Bu omillar esa, eng avvalo, oila muhitida shakllanadi.

Kariyalarning salomatligini ta’minlashda zamonaviy tibbiyot va gerontologiya

fani biopsixosotsial (jismoniy, psixologik va ijtimoly) yondashuvni taklif etadi.
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Bunda quyidagi holatlar e’tiborga olinadi:

Jismoniy omillar: keksa insonning tana holati, xronik kasalliklari, ovqatlanish
tarzi.

Psixologik omillar: o°zini yolg‘iz his qilmaslik, ruhiy barqarorlik,
dunyogqarash.

[jtimoiy omillar: oila a’zolari bilan munosabat, faol hayot tarzi, jamiyatga
mansublik hissi.

Oila bu uchala omilning birlashuv nuqtasi sifatida xizmat qiladi.

Kariya inson mehribonlikka, gaplashishga va uning so‘ziga quloq tutishga
muhtoj. Unga nisbatan ko‘rsatilgan e’tibor — uning hayotga bo‘lgan qiziqishini
tiklaydi, ruhiy holatini barqarorlashtiradi, depressiya va yolg*izlikni oldini oladi.

Oila a’zolarining qariyalarga dori-darmon yetkazib berishda yordam berishi,
ularga ozuga tayyorlashi, uy yumushlarida yordam berishi, shifokorga borish uchun
hamrohlik qilishi — bular keksalarni salomatligini ta’minlashda juda muhim amaliy
yordam hisoblanadi.Shuningdek oiladagi yoshlarning kariyalar bilan muloqoti —
ularning o‘zini kerakli his etishi, tajribasi bilan o‘rtoglashishiga zamin yaratadi. Bu
esa faol hayot tarziga turtki beradi.

Oiladagi sog‘lom muhit esa kariyalarning emotsional stressini kamaytiradi.
[lmiy tadqiqotlar ko‘rsatmoqdaki, oilaviy munosabatlar yaxshi bo‘lgan qariyalarda
yurak-qon tomir kasalliklari, qandli diabet va Alsgeymer kabi xastaliklar kamroq
kuzatiladi. O‘zbekistonda keksa avlodga nisbatan ijtimoiy himoya va sog‘ligni
saglashda jamiyatning quyidagi shakllari faol ishtirok etmoqda:

Mahalla faollari va “Keksalar maslahati” guruhlari orqali keksa fugarolar bilan
doimiy aloga o‘rnatilmoqda.

Nuroniylar jamg‘armasi yordamida sog‘lomlashtirish, moddiy yordam va
ma’naviy rag‘batlantirish ishlari olib borilmoqda.

Fuqarolik jamiyati institutlari (NNTlar, kasaba uyushmalari) orqali kariyalar
uchun treninglar, maslahat kurslari, tibbiy ko‘riklar tashkil qilinmoqda.

Yoshlar bilan avlodlararo muloqot tadbirlari orqali keksa insonning ijtimoiy
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faolligi ta’minlanmoqda.

O‘zbekiston Respublikasi Konstitusiyasida (46-modda) har bir insonning
salomatligini saqlash va ijtimoiy yordamga bo‘lgan huquqi kafolatlangan.

"Yangi O‘zbekiston taraqqiyot strategiyasi'da qariyalar salomatligi, ijtimoiy
himoyasi va oilada keksalarga hurmat muhitini shakllantirish asosiy vazifalardan biri
etib belgilangan.

BMTning “Faol qarilik” konsepsiyasida ham oila instituti keksalarni qo‘llab-
quvvatlashda asosiy zveno sifatida ko‘rsatiladi.

Xulosa qilib aytadigan bo‘lsak qariyalarning sog‘lom hayoti — faqat tibbiy
muolaja orqali emas, balki oilaviy muhitdagi ruhiy qo‘llab-quvvatlash va mehr,
jamiyatda katta avlod vakillariga hurmat, ularni qo‘llab-quvvatlash va yagqinlik
muhitini  yaratish orqali ularning salomatligi va yashash sifati sezilarli ravishda
oshadi.
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NORMATIV VA TEXNIK HUJJATLARNI TARJIMA QILISH
Rashid Xashimovich Boboxo'jaev

Toshkent davlat transport universiteti, o'zbek (rus) tili kafedrasi dotsenti

https://doi.org/10.5281/zenodo.18839490

Annotatsiya. Ushbu maqolada normativ va texnik hujjatlarni (NTD) rus tilidan
o'zbek tiliga tarjima qilish ko'rib chiqiladi. Unda texnik tarjimaga nazariy
yondashuvlar o'rganiladi, terminologiya va frazeologiyani yetkazishdagi muammolar
aniqlanadi va hujjat konteksti va uslubiga garab tarjima o'zgaruvchanligi ko'rsatiladi.
Optimal tarjima variantlarini tanlash, xatolar va noaniqliklarni bartaraf etish bo'yicha
amally tavsiyalar hamda odatiy atamalarning o'zbekcha ekvivalentlari bilan
kengaytirilgan jadvali keltirilgan. Ushbu material tarjimonlar, standartlashtirish
mutaxassislari, texnik tarjima o'qituvchilari va leksikografiya tadqiqotchilari uchun
foydali bo'ladi.

Kalit so'zlar: texnik tarjima, normativ va texnik hujjatlar, terminologiya, tarjima
o'zgaruvchanligi, rus tili, o'zbek tili, standartlashtirish.
TRANSLATION OF NORMATIVE AND TECHNICAL DOCUMENTATION
Rashid Khashimovich Bobokhodjaev
Associate Professor, Department of Uzbek (Russian) Language,

Tashkent State Transport University

Abstract. This article examines the translation of normative and technical
documentation (NTD) from Russian into Uzbek. It examines theoretical approaches
to technical translation, identifies problems in conveying terminology and
phraseology, and demonstrates translation variability depending on the context and
style of the document. Practical recommendations for selecting optimal translation
options, eliminating errors and inaccuracies, and an expanded table of typical terms

with their Uzbek equivalents are provided. This material will be useful to translators,
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standardization specialists, technical translation teachers, and lexicography
rescarchers.
Keywords: technical translation, normative and technical documentation,
terminology, translation variability, Russian language, Uzbek language,

standardization.

OCOBEHHOCTH NEPEBOJIA HOPMATHUBHO-TEXHUYECKOM
JOKYMEHTALIUAN
bob6oxoxxaeB Pammg XamumoBu4
Jouent kadeaps! “Y30eKCKUM (PyCCKUiA) SI3bIK”,

TamkeHTCKoro rocyaapCTBCHHOI'O TPAHCIIOPTHOI'O YHUBCPCUTCTA

AnHoTanusi. CrtaThs TOCBSIICHA HCCICIOBAHNIO OCOOCHHOCTEH MepeBoaa
HOpMaTHUBHO-TexHUYecKor maokymeHTamuu (HTJI) ¢ pycckoro Ha y30€KCKHUI SI3BIK.
PaccMarpuBarOTCsi  TCOPCTHYCCKUE  TOJIXOJIBI K  TCXHHYCCKOMY  IICPCBOLY,
BEISBJISIOTCS  TTPOOJIEMBI  TIepeiaud  TCPMHUHOJIOTHMM U (Dpa3colloTMHM, a TakxKe
JICMOHCTPUPYETCS BAPUATHBHOCTH TICPCBOJIa B 3aBUCHMOCTH OT KOHTCKCTa W CTHIIA
noKkyMeHTa. [IpuBOAATCS MpaKTHYECKUE PEKOMEHAAIMH TO BHEIOOPY ONTUMAJIBHBIX
BapUAHTOB MEPEBO/IA, YCTPAHEHUIO OMIMOOK M HETOUHOCTEH, a TakKe paciIupeHHas
TaOJIMIIa TUMMMYHBIX TEPMUHOB C WX SKBUBAJIEHTAMHU B Y30€KCKOM si3bIKe. Marepuan
OyZeT TmoJe3eH TMepeBOJUMKAM, CIeNHaIucTaM B 00lacTH  CTaHAapTHU3AINH,
MPEeToaBaTeIiM  TEXHUYECKOTO TIEPEeBOJIa U HCCIAEAOBATENsIM B  00JacTH
JeKCUKOrpaduu.

KiyeBble c¢joBa: TEXHUYECKHI TEpPEeBOJA, HOPMATHBHO-TEXHUYECKAS
JOKYMCHTAIHS, TCPMUHOJIOTHSI, BAPHATHBHOCTH MICPCBO/IA, PYCCKUN SA3BIK, Y30CKCKUIA
A3BIK, CTAH/IAPTU3ALINS.

Beenenue
HopMaTtuBHO-TeXHUYCCKAsT JIOKYMCHTAIIMS BBINIOJIHSCT KIFOUCBYIO POJIb B

oOecrieueHUU  0€30MACHOCTH, KayecTBa M CTaHAApTU3AllMd  NPOAYKIIUH,
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o0OpynOBaHUs W TPOM3BOACTBEHHBIX MpoleccoB. [lepeBom Takux JTOKYMEHTOB
TpeOyeT BBICOKOH TOYHOCTH M COOIIOACHHS O(UIHMAIBHOIO CTHIIS, IOCKOJIBKY
OMOKM B HMHTEPIPETAIMM TCPMHHOB MOTYT TMPUBECTH K HCKOPPCKTHOMU
AKCILTyaTaluy 00OPY/I0BaHUSI M YIPO3€ 0€3011aCHOCTH TICPCOHAJIA.

ITepeson HT/l mpeamomaraeT HE TOJBKO Iepefady JIEKCUMYECKOTO 3HAYCHUS
TEPMUHOB, HO U coOojaeHrue (QopManbHOrO, CTUJIEBOTO U JIOTHUECKOTO
COOTBETCTBHUS TEKCTa OpUTHHaNy. B nmureparype oTMeuaercs, UTo OJJHOW U3 TJIaBHBIX
npoOJieM SIBJSETCS OTCYTCTBUE TMPSMBIX ASKBUBAJEHTOB HEKOTOPHIX TEPMUHOB B
IIEJIEBOM $3bIKE, 4YTO TpeOyeT NPUMEHEHHS aJanTallMOHHBIX U OMUCATEIbHBIX
crpareruit (Adnypaxmonos, 2018; Yepnrbiies, 2017).

[lenp nmannodt paGoOTBl - MpPOAHANIM3UPOBATH OCOOEHHOCTH MEpeBOAa
HOPMAaTHUBHO-TEXHUUYECKUX TEKCTOB C PYCCKOrO0 Ha Y30€KCKUI S3bIK, BBIIBUTH
npo0IeMbl BapUATUBHOCTU IICPCBONA W MPCHJIOXKHTh TMPAKTHYCCKUC CTPATCTHUM,
o0ecIIeYynBaOINe TOYHOCTh U OJTHO3HAYHOCTD TCKCTA.

OcHoBHas1 yacTh

1. TeopeTnueckue 0OCHOBBI NEPEBOAA HOPMATHBHO-TEXHUYECKUX TEKCTOB

HT/] BKIrOYAIOT CTaHAAPTHI, MHCTPYKIIMU TO DKCITyaTallMd, PErIaMCHTHI U
TeXHUYeckue ycyioBus. OCHOBHBIMH TpeOOBaHUSIMH K MEPEBOAY TAKUX JOKYMEHTOB
SIBJISTFOTCSI:

1. TouHocTh mepelavyu 3HAYEHUN - DKBUBAJIEHT TEPMHUHA B IIEJIEBOM SI3bIKE
JIOJKEH COOTBETCTBOBATH 3HAUYCHUIO UCXOTHOTO TEPMUHA.

2. ODHO3HAYHOCTD - TEKCT MEPEBOAA HE JOJDKEH TOIMYCKATh IBYCMBICIECHHOTO
MMOHUMAaHHMSI.

3. Cobaronenue OQPUIHAIBHOTO CTHJIAAA - CTPYKTypa, (GOPMYIHPOBKH H
TEPMUHOJIOT Ul 1OJKHBI COOTBETCTBOBATH HOPMATUBHOMY CTUJIIO TOKYMEHTA.

Cil0)KHOCTH  IIepeBOJIa CBSi3aHbl C CEMAaHTHUYCCKUMH Pa3JIMUUAMU  MEXKIY
S3bIKaMH, OTCYTCTBHEM  TMPSIMBIX  JICKCMYECKUX  HKBHUBAJICHTOB, a  TaKXke
HEOOXOJIMMOCTBIO  TOJIJICPKUBATh TEPMHUHOJOTMYECKOE CJIMHCTBO 110 BCEMY

JOKYMEHTY.
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2. Oco0eHHOCTH MepeBo/a C PyCCKOro Ha Y30eKCKHUil A3bIK

2.1 SI3pIKOBBIE TPYAHOCTH

IIpu mnepesoge HTJ c¢ pycckoro Ha y30ekcKuid sI3bIK HauboJjee YacTo

BCTPCUAOTCS CICAYIOIIUE ITPOOIICMBbI:

] TepMI/IHBI, HC UMCIOIINC ITIPAMBIX DKBUBAJICHTOB,

e 3aMCTBOBAHUS U KaJIbKH, Tpe6y101une aJalTaluu,

o Paznuuns B CTUWINCTUKE U O(I)I/IL[I/IaJ'IBHO-I[eJ'IOBOM YPOBHC A3bIKA.

2.2 BapuaTuBHOCTD IIepPeBO1Aa TEPMUHOB

Onmgnont w3

BaApUHATUBHOCTDb - OJUMH TCPMHH HJIN cbpasa MOXKET UMCETh HCCKOJbKO AOIMYCTUMbBIX

XapaKTePHbIX

0oco0eHHoCcTe

nepeBoja

HT/

BapHUaHTOB NIEPEBOAA B 3aBUCUMOCTHU OT KOHTCKCTa U CTUJIA JOKYMCHTA.

Ipumepuot 6apuanmos nepeeooa mepmunoe HT/[

Pycckuii Y30ekckuit Y30ekckuii
[HosicHenue
TepMuH/¢pa3a BapuaHnT 1 BAPHAHT 2
At OdunmanpHbIi WK
Crtporo gat’iyan man @ (11 lar?a di oonee
3arpernacTcs etiladi 99 Pa3bACHUTCITHHBIN
CTHIJTb
JI1s HOpMaTUBHBIX
gabul ruxsat
He nomyckaercs . : . : JIOKYMEHTOB H
qilinmaydi etilmaydi .
WHCTPYKIIHA
. KpaTtko-Texunueckui
B cinyuae nosozlik masala paydo
: . u Oonee
HEUCIIPaBHOCTH holatida bo‘lsa .
Pa3bSICHUTEITLHBIN
) Hcnones3yercs B
O06s3aTenbHoe o shartli M
majburiy shart CTaHJIapTaxX U
YCJIOBUE talab
perJaMeHTax
Tpebyetcst muntazam . Il KHCTPYKILUI 1
peoy .. doimiy nazorat A PyKIL
perynspHas tekshirish talab parur PYKOBOJICTB
pOBepKa qilinadi NI0JIb30BATEIS
T dopmalnbHO-
JlomxHO N bajarilishi P .
bajarilishi shart TEXHUYCCKUHN WIIN
BBIIIOJIHATHCA kerak .
Pa3bSICHUTCIILHBIN
: . . TexHnyeckuil CTHIIb
[Tpu ckspluatatsiya ishlatish
: : nm GoJiee
IKCIUTyaTaluu vaqtida davrida N .
HCUTPATBHBIN
[Mognexur majburiy sertifikatlashtirish dopmanbHbBIN
00s3aTeNbHON sertifikatdan talab gilinadi JIOKYMEHTAJIbHBIN
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cepTU(hUKAIIH o‘tkazilishi CTHJIb
kerak
[Ipumensiercs faqat . o o Crangapthl U
P . qat - faqat ishlatiladi Aap
TOJIBKO qo‘llaniladi UHCTPYKIHH
CooTtBeTcTBYET standartga standartga to‘g‘ri | PopmaibHBIIl CTHIH
CTaHJIapTy muvofiq keladi B JIOKYMEHTAaX
. : : : : 3anpeTuTeIbHBIC
He ucnons3oBats | qo‘llanilmasin ishlatilmasin p
($OpMyYITUPOBKHU
e dopmanbHbIA WIN
HomyckaeTtcs ruxsat etiladi qo*llanishi HEUTpaJIbHBIN
mumkin
BapUaHT
3amuiaeTcst OT namlikdan namlikka qarshi Ornucanue ycnoBun
BJIaru himoyalanadi | muhofaza qilinadi AKCIUTyaTalluu
foydalanish xizmat qilish Texuuueckuit
Cpok ciykObl ) ;
muddati vaqti TEPMUH
Buumarensno digqat bilan e’tibor bilan NucTpykuuu no
co0JIroaaTh bajarilishi shart | bajarilishi lozim 0e30MacHOCTU
HcknrountenbHo faqat :
: professionallar | IleneBas aynuropus -
1A mutaxassislar )
uchungina CIIELIHATNCTBI
1podeCcCHOHATIOB uchun
ishlatishdan . :
[Touiexutr . qo‘llashdan oldin
oldin e [Ipouemypsr
IIPOBEPKE lIepe]] ST nazorat qilinish
tekshirilishi KOHTPOJIS KauecTBa
WCTIOJIb30BAHUCM kerak
kerak
Bo3moxHBIC chtimoliy mumkin bo‘lgan | Ilpexynpexnenue o
HEUCIIPABHOCTH nosozliklar nosozliklar pHUCKax
IIpoTuBONIOXKApH yong‘indan yong‘inga qarshi | CrangapTu3upoBaHH
ast 3anIuTa himoya muhofaza ast TEPMUHOJIOTHSI
[NognepxuBath B | ishlab turuvchi .
AACD yaxshi holatda TexHnueckoe
HCIIPaBHOM holatda saqglash
saqlash zarur oOcy>KUBaHHE
COCTOSTHUH kerak

3. HpaKaneCKne CTpaTeruum nmepesoaa

Jnsa obOecrieueHnsi BBICOKOIO KadyeCTBa IEPEeBOAA HOPMATHBHO-TEXHHYECKOM
JOKYMCHTAIlUM HEOOXOAMMO MPHMCHSITh KOMIUICKC CTpAaTCeruil, YYHTHIBAIOIINX
cueuupuKy TEPMHUHOJIOIMHM, KOHTEKCT M (OpMajibHBI CTWiIb JOKyMeHTa. Ha
npakTuke Hanbosee 3P PEeKTUBHBIMU SBIISTIOTCS

1. KanpkupoBaHue W ajanranus TEPMUHOB - 1IEPEHOC CTPYKTYpPbl TEPMHUHA C

COXpAaHCHUEM 3HAYCHH .
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2. OnucarenbHblil IEPEBOJI - pPa3bsICHEHHWE TePMHUHA IIPU OTCYTCTBUU TOYHOTO
aHaJjiora.

3. KontekcTyanbHblii MOAXOH - BBIOOp NEpeBOJa € YYETOM aAyAUTOPUU H
Ha3HA4YCHUS JIOKYMCHTA.

4. Hcnonb30BaHME OTPACIEBBIX CIPAaBOYHUKOB M CTaHIApPTOB - IIPOBEpPKA
tepmuHosioruu o ['OCT, ISO, cnennam3npoBaHHBIM TIIOCCAPUSIM.

5. Cucremaruzauuss ¥ YyHU(PUKALMs TEPMUHOB - cO3JaHMe Tabmuu u 0a3
JAHHBIX IS MIOCIEA0BATEIBHOIO HCTIOJIB30BAHUS TEPMUHOB.

6. KomOuHupoBaHHBIN MOJIXO0J] - COUYETAHUE BCEX CTpPATEruil JJIsl JOCTHKEHUS
TOYHOCTHU ¥ OPUIIHATILHOTO CTUJISL JOKYMEHTA.

OTU cTpaTeruu 00eCrneynBarT TOYHOCTh, OAHO3HAYHOCTh U (YHKIHOHATHHYIO
aJI€KBaTHOCTH MIEPEBO/A.

3.1. IlpakTHM4yeckHe PEKOMCHIALMHU MO YCTPAHEHMI0 OMMHUOOK M
HETOYHOCTCH nepeBoaa

J1st MUHEMU3AIUY OTIHOOK Y TIOBBIMICHUS! TOYHOCTH MEPEBOJIA PCKOMEHTYCTCS :

1. TmartenpHass TOATOTOBKA - W3yYCHUE JOKYMCHTA, AHAJIU3 CTPYKTYPHI,
BBISBJICHUC KITFOUCBBIX TCPMUHOB.

2. HWcnonb3oBaHWe YHUPUUUMPOBAHHOW TEPMHUHOJOTUM - OQUIUATBHbBIE
cnpaBouHukH, cranaaptsl ['OCT u [SO, BHyTpeHHss 0a3a TEpMUHOB.

3. KonrekcryanbHasi npoBepKa - IPOBEPKAa COOTBETCTBUS IMepeBoja (YHKIINHU
JIOKYMEHTA U ayIUTOPUH.

4. JlBoWiHas TpOBEpPKa M PENAKTYpa - KOHTPOJb MEPEBOAUYMKOM C OIBITOM
oTpaciu, 0COOCHHO M1 UHCTPYKLHI U IPeAYNPEKTAIMMUX POPMYITUPOBOK.

5. OnucatenpHblii MEPEeBOJ NOPU OTCYTCTBUM TOYHOIO OKBUBAJICHTA -
pa3bsCHEHUE TEPMUHA 0€3 UCKAKEHUA CMbICTIA.

6. PeryisipHoe OOHOBIICHHE TECPMHUHOJIOIMYECKON 0a3bl - OTCIIC)KUBAHUC

W3MCHCHUU CTAH/IaPTOB U HOBLIX TCPMHUHOB.
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7. Hcrnonp3oBaHWEe CHENHAIM3HUPOBAHHOTO MPOTPAMMHOTO OOECTeueHus -
CAT-uHCTpYMEHTBI, = TEPMUHOJIOTMYECKHE  MCEHCIDKEPbl  JUIi  COXPaHCHUS
CIMHO00pa3us U NPEIOTBPAILICHUS OIITMOOK.

[IpumMeHEeHHE HTHUX PEKOMCHJAIWKM TIOBBIIIACT TOYHOCTh U HAJCKHOCTh
nepeBojia, MHUHUMHU3ZMPYET PUCKH U CHOCOOCTBYeT O0€30MacHOM JKCILTyaTalnu
000pyTIOBaHUS U COOTFOJEHUIO CTAHAAPTOB.

4. Ilpumepbl NPAKTHYECKOTO MPUMEHEHHUSI

[Ipumep nepeBoia MHCTPYKIMH IO IKCILTyaTalluu:

o Pycckuit:  «Ctporo  3ampemiaeTcsi  UCIOJIb30BaTh  YCTPOMCTBO  MpH
MOBPEXIECHHOM KOPITYCE».

o Y30€KCKUM:

1. KatpusiH MaH 3THUIaau, arap Kypuima KOpIycH IIMKAacTJIaHraH Oyrca.

2. Kopnycu Hoco3 Oynran Xoiga KypwiMaaad (QolmallaHuin — KaTbHil
TaKUKJIAHA/IH.

Br16op BapuanTa omnpejiesnisiercss oQuIMaibHOCTHIO JIOKYMEHTA U ayjuTopucii. B

HOPMATUBHBIX JIOKYMCHTAaX 4Yallle WCIOJB3yeTCs BTOpOM BapuaHT - Oojee
oHUITUATEHBIH.
3aximouenne:llepeBon HOPMAaTUBHO-TEXHUYECKOU NOKYMEHTAluU

MPEACTABISIET COOOM CIIOKHYIO MEKBSA3BIKOBYIO U MEXKYJIBTYPHYHO 3ajauvy,
TPEOYIOUIYI0O COYETAHUS TEOPETHUUYECKUX 3HAHUU U TMPAKTAYECKUX HABBIKOB.
BapuaTuBHOCTH MEPEBOJIa TEPMUHOB MO3BOJISIET a1aTUPOBATH TEKCT NMOJ KOHTEKCT,
ayJIUTOPUIO U HOPMATUBHBIE TpeOOBaHuUs 0€3 MOTepU CMbICTA.

[IprMeHeHne cTpaTeruii KalbKHUPOBAaHHUS, ONMUCATENLHOTO U KOHTEKCTYaJIbHOTO
nepeBojia, CUCTEMAaTU3alMd TEPMHUHOB, MMPOBEPKU MO CTaHAApTaM U PEKOMEHIalui
N0  YCTPaHCHHIO  OMmMMOOK  oOecrmedyMBacT  CIWHOOOpa3We, TOYHOCTh W
(yHKUNOHAIBHYIO aJICKBAaTHOCTh TeKcTa. JlaHHOE HCcliielloBaHHE BHOCUT BKJIAJ[ B
pa3BUTHE TCOPUU W TPAKTUKH TEXHUYECKOTO TIEPEBOJAa M MOXKET CIYKHUTh
METOJIOJIOTMYCCKUM  PYKOBOJCTBOM IS IIEPEBOJYMKOB,  CIICIIMAIUCTOB 11O

CTaHJapTU3aluunu U HpGHOI[aBaTCHCfI TCXHHUYCCKOTO TICpeBOJAA.
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Forms and models of professional development of English language teachers (in
the case of general secondary education)
Associate Professor of the Academy of the Ministry of Internal Affairs
of the Republic of Uzbekistan, PhD candidate O.B. Mallacva

Annotation: Pedagogical staff, especially English language teachers in the
system, had to upgrade their qualifications at least once every five years. Today, the
training of teaching staff every five years is preserved in some CIS countries. In
developed countries, continuous professional development of teachers is established
every year.

Keywords: professional development, professional development, needs,
individual, spiritual and material interests.

KUPUII

V36ekncTon Pecry6mykacnna Manaka ONIMPHUIN XyKyMaT NapaxacHaa xKynaa
TE3 WCJIOXOTIap amaira omwupuialTran coxa xucoOmanaju. byau ymoOy coxara
terunmtn 6ynran 2014-2017 innmapaa amanna 6yaran Ys6exucTon Pecry6mukacu
Baszupmap Maxkamacununr 2014 #iunm 15 aBryctaarum “Xank TabJIuMUA TH3UMH
XOJVMJIApUHU KalTa Tal€piall Ba yJIapHUHT MaJlaKaCUHU OLIMPHUII TU3UMUHHU SHaJa
TaKOMWJUTAIITHPHUII YOpa-Tafoupiaapu Tyrpucuna’th 234-con xamapa 2017 iwun 28
nekabpna kaOyn kwiunran “Ilemaror xoaumnapHu KaiTa Ta€piamn Ba yJIapHUHT
MaJjlaKaCMHU OILIMPHUIIHU TallIKUI ATUII Yopa-Taaduprnapu Tyrpucuaa’tu 1026-con
Kapopiapu KaOys KUITUHUIITUAA XaM KYPHUIT MyMKHH.

Tapkumamr Kepakkd, MasKyp XyXxokKaTiapja andaTra Majaka OIIAPHII
wakaapu  kKaa otwirad.  Kymnagan, Basupmap MaxkamacuHuHr 234-COH
Kapopuna, Manaka ommpuil maxkiapy 2 Typra axpaTuirad. ynap:

1. Tyrpugan-Ty¥pu Majaka OUIUPHUII (TAbIUM JAcTypJiapu OYinYa YKUTHII): -
Majlaka OIIUPHUII OYiNda MXTUCOCHATITUPWITAH TabIIMM Myaccacacuja (akajaeMmus,
WHCTUTYT, Mapkas, QakynbTeT, Kypcliapia) YKUTHIL, - 0Oa3aBudl  TabIUM

Myaccacacuia YKUTUII; - “YCTo3-morupa”’ MeToAu OYiinda TabliuM Myaccacacuja
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VKATHUI; - HIUTA0 YUKApUIIIa TAKpUOa OPTTHPHIIL; - WIMUN TAAKUKOT Myaccacacuia
TaXpuOa OPTTUPHUII; - XOPHXKAA TaXpuOa OPTTHPHMILN, - MYCTAKWI YKUO OMINM
OpPTTUPULLL;

2. bunBocuTa Maiiaka OpTTUPHUII (TabIUM JIACTYypIapUCH3 YKUTHUII): - WIMHM
(MIMUK-TIETaTOTUK) KEHTalll Kapopu Oyinda MKOJUN TabTHI; - OYUK YKYB
MAlFyJIOTJIApU; - WIMUNA, WIMUA-METOAUK Ba WIMUHA-aMallMdl CEMHWHapJap,
KOH(epeHuusap, aBrycT YKALIUIApU Ba X0Ka3ojgapaa Mabpy3aiap OMIaH KaTHALIUII
[21].

AJIABUETJIAP TAXJINJIA

“UuauBuayan TabJIUM TPACKTOPUACH TYyHIyHYacH OVyinmya ayHéna Kyruiad
ouMIap TaAKUKOT onubd Oopumran. JKymuanan, ynapra mucon kuimb A.C.I'as30B
[40; 26-0.], T.M.KoBanéna [58; 246-0.], O.B.Bonkosa [38.], 3.®.3eep [46; 170-0.],
I'.I1.I0enpouukuii [96; 235-6.], H.U.Knokap [59; 92-6.] xamna C.A.Bnosuna [39]
Ba I.M.Kynryposa [39] kabu oMMITApHHA KEATHPHUII MYMKHH.

(4

A.C.T'asA30B TpaekTopus TYIIYHYACH Y3MHWHT KJIACCHMK MabHOCHJA “...0aB3H
OWp JKUCMHUHT XapaKaTIaHWIT 4YU3UFu Eku  wumopacu”, J1e0 TYIIYHUIHIIHHHA
tapkuanavan” [110; 878-6.].

MamakaTuMu3aa Majaka OMIMPHII TYHIYHYacH XaMmJa IeAaror Xoaumiiap
MajlaKaCUHU OIIMPHIN Macajacuja Kymiad oJumiIap TaaKUKOT oJub Oopras.
Kymitanan, X(.F.ﬁynnomeB [53; 18-0.], M.AxwbseB [98; 133-0.], P.XKypaes [114; 39-
0.], A.baxpamon, A.3akupoB [114], M.A.FOnnames [114], Cauakynos II. [82; 119-
0.] H.P.Paxmonos [75; 52-0.], P.b.Ucpounos [52; 96-6.], M.H.Humonos [69; 39-6.],
K.3.3apumnoB [47; 13-6.], b.Hypunaunor [70; 10-0.], 3.A.AptukbaeBa [33; 10-6.],
M.JlexkanoBa [43; 8-0.], M.)Xymanuézoa [45; 18-0.], A.I'yn6oe [41; 4-0.],
H.Paxmankynosa [76; 11-6.], I.M.MamatkynoB [65; 143-6.], C.Tomes [87; 25-6.],
b.® Anrames [99; 10-6.], A.AckapoB [28; 52-6.], D.Hop6oes [72; 41-6.],
X.X3xkamon [91; 221-6.], M.YmMmapos [89; 23-0.], b.Ymapos [91; 56-6.] Ba 6omikanap
V3 TQJIKUKOTIApUJIa MaJlaka ONIMPHIN TYIIYHYACH, YHUHI PHUBOXJIAHUII TAPUXH,

MaJlaka OIUPUITHHUHIT Ha3ap1/1ﬁ, neaaroruk-riCuXoJIOruK Ba I/I)KTI/IMOI/IIL/'I-I/IKTI/ICOI[I/II\;I
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acocyiapu, Majaka OLIMPUILI Ma3MYHH, YHUHT AXTUEXKIa aCOCIaHUIIN, BAPUATUBIUTH,
1earor KajapiapHuHI Majlaka ONIUpHILTa OYiIraH dSXTHEKIAPMHI aHUKJIAII Ba OOIITKa
11y Kabu MacalnajapHu TaJKUK dTHIITaH.

TAAKUKOT METOAOJOI'UsACHU

Oxopuna 0aéH KWIMHTaHIApJaH KYypWHHUO TypraHujieK, ymoy MebEpuil
XyXxoKaTiiapaa OMIIBOCMTA Majaka OIIMPUIN IMakuiapura YpuH Oepuiral. JlekuH,
IIyHra Kapamai, amanjard TaJAKUKOT HaTWXKajgapura kypa, Iy KyHrada Xalk
TabJIUMU TU3UMHUJA Majlaka OIIUPUIIHUHT TYFPUIAH-TYFPU Majlaka OIIUPUII
(TabuM macTypiaapu Oyiinda YKUTHI) MIAKIH YCTYBOPJIUTHYA KOJIaBepraH.

FOxopuaa kai sTuiran Kapopiapra OuHoaH, X03upra Kajap nejaroriap xap
5 imnpga xkamuga Oup mMapoTaba Maraka OLIMPUINTa >Kaind 3Tuinaau. Xank TabIuMu
BAa3UPJIIMTUHUHT MablyMOTHOMacura kypa, 2019-2020 ykyB lununa ¢aonust
foputaétran YYT Myaccacamapn ykuTyBumnapu conn 481 604 madapra erran
O0ynu0, ynmapaaH Xap Huiaum TaxmuHaH 92 MuHT Hadap VKUTYBUYHIIAD aCOCHI OMIIMK
WII XaKJIApH CaKJIaHTaH X0J1J1a, Y3 MaJlakajlapuau omupaauiap [136].

V36exucron Pecniyonuxacu [Ipesuaentununr 2021 iun 25 saBapjaru “Xanix
TaBIUMU COXACHJATH WIMUU-TAIKUKOT (HAOTUATUHHM KYIJIa0-KyBBaTIaIl Xam/ia
Y3IyKCU3 KacOWi pPUBOXKIAHTUPUII THU3UMUHHM KOPUM KWIHIL YOopa-TaJOupiapu
Tyrpucuaa’tu [1K-4963-con kapopu.

Xo3upraua mMajgaka ONIMPUIIHUHT TYFPUIAH-TYFPU Mallaka OLIMPUII (TabIuM
JacTypiiapy Oyinda YKUTHII) MIAKIW YCTYBOPJIUTHHU CaKJIaHUO KOJTAHJIUTH Ma3Kyp
THU3UMJIA KyWUJaru:

OroKeT MaOaFIapUHUHT CAaIMOKIM KUCMU aifHaH Mallaka OIIUPHUIIL KapEHHUTa
capbaaHu (bup otnuUK MaAiaKa owupuLuea Keaiean YKUmyeuuHune otiueu cakiauub
KONaou, WyHUH2OeK, YH2a XUSMAm capapu Xapaxcamiapu mylanaou. YKumyeuu y3
MAIAKACUHYU Owupuws 0aspuoa yHuHe YpHuea O00wKa YKUmyeuuzca VPUHOOULIUK
acocuoa oapc coamaapu 6yaub bepunaou);

VKATYBYM Majiaka ONIMPHIN [MalTHjia YpHUTa OOIIKA YKUTYBYH Japc YTHIIU

VKyBUMJIapra TICHXOJIOTMK TabCHUp YTKa3WO, yJIapHM aWHU [OapCHU Y3JI1amTupuo
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ONIMIIIApUIa CcalOMil TabCUP KYPCATHIIHN (VKVeuuoa ¢han YKUMYSHUCUHUHE OapC
Ymuwe ycayou, MyoManacu, MumMukaiapu e6a xap oup 06o01a NCUXonio2uscu 6a
canoxusmuea Kapad Kuiaouean aioxuoda EéHoautysuea KyHOAIUK peghiekc XocCui
oynaou);

y30K TyMaHJapJaru TeJarorIapHUHT XyAyJl Mapka3ura Keiaub Maliaka
OLUMPUIIIAPU MOIAMI, MabHABUN Ba OWJIABUN HOKYJIAWIMKIAPHM 03ara KEITHPUILNA
[132] xkaOu kaMUYUJIMK Ba MyaMMOJIapHU KeITHUPUO YHMKapraH.

Tabkuiam Kepakkd, PUBOKJIAHTAH MamlakaTiapia Majlaka OIIMPUIIHUHT
OwnBocuTa makilapura OynaraH Tamad Ba TakIu@HUHT YycuO Oopaérranm ymoy
IIAKJIHUHT HUXOSITAA XaJIKYWI SKaHUIaH JajiojaT Oepaiu.

TAXJINJ BA HATUXKAJIAP

Xopux Taxkpubacu xamja OyryHrm MypakkaOd (BaKT TUFU3JINTU, TPAHCIOPT
XapakaTJapuHUHT (PaoJUINTH, TaHAEeMUs Ba OOIIKa IIy KaOuW OoMIIIap) IIapouTaa
OWIBOCcHTa MaJlaka OIIUPHUIN IHaK/Iapura VYTUIOI OHp KaTop KYyJIAMIHKiIap
MAaBXKYJUIMTUHA KYPCATMOK/IA.

YOy #WyHaIumaaru XOpwKUW TaxkpuOamapHU TaxXJIWI KUJIap JKaHMMH3,
OYI'YHTM KyHJa aKcapusaT pUBOXJIAHTAH JaBlaTiapja TICJaror XOoJUMIIapHUHT
MajakaCMHM OLIMPHII COXacuaa TYFPUIAH-TYFPU Majaka OLIMPHII (TabJIuM
Jactypijiapy Oyinya YKUTHIN) IIAKIN yCTyBOop OYimal, akcuHYa OMJIBOCHTA Mallaka
OLUMPUII MIAKIUIAPU YCTYBOPJIUTMHHM Kypamu3. XOpUXK TaXKpUOACHHMHI IIeJaroriap
MajakacHMHU OIIMPUIUHUHT Oopacupard OWIBOCHUTA IIaKJUIapura TyXTajlaguraH
Oyncak, ynapHd OMMAJAIUTAHIMK JapakacuaaH KenuOd 4YMKKaH XoJia Kyiaaruua
Oenrunam MyMKHH:

Kiacrep;

“ADDIE”;

HN-Tabnum;

Aparnani TabJinm;

Bupryain ykutyBum paxoapimrugaru tpeHuHT ¢ku BUIT;

M-learning;
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Ouuk Kypcnap.

MabilyMKH, LIy BakITa Kajap Y30CKHCTOH TAbIMMHIA KIACTEp TYIIYHYACH
OpKaJIM acocaH, YKUTHUII YCyJIHd Hazapjaa TyTuiaraH. YHra kypa “kmactep”’ (Tytam,
OorylaM) yCylld OJIIMHJIAaH MaBxKyj Ounumiiap, MaB3y Oyiuda TymryHYaiap
3aXMpACHTa aCOCTAHAIM. YKUTYBUH acOCHil (TasHY) CY3HM Jockara &3aj, Tamabanap
acocuil CY3HU TYIAUPYBUM EKU YIIOY CY3 €uuMHra OOFJUK CY3JIapHU alTUIIadu.
ViuTyBun TanaGanap TOMOHUIAH aWTHiraH cysmapau “Knactep” aTpodura Tymiab,
MaHTUKHUH 3aHXHAP XOCHJI Kutaau [79; 24-0.].

WIMUNA MYXOKAMA

TaakuKOT MIIKMAa Ha3apaa TyTHIA€Tran KiacTep IOKOpWAa TWIra OJIMHIaH
VKATUII yeynuaan Gapk Kaaamau.

«Knactep - nnrnu3z tunuaaru «cluster» cy3maaH onuHrad 0ynm0, Tapkumana
2ypyx, myn, myniam, 6oe, wooa Kadbu MabHOJApHU aHTiIatanu [68; 587-6.]. Kmactep
atamacu ['apBapnm wmakTadbum mpodeccopu M.IO.Iloprep TOMOHHMman anra
KUpHUTIIITAH. Y KJIacTepra XyJIyJuil >KHXarjaaH sKuH Oyirad, myasiiH Oup coxaja
dbaoauaT oaud OopaJUTaH Xamjia OUP-OUPUHUHT UITUHU TYIUPaJUTaH Myaccacaiap
oupnammacu cudatuia Tabpud Ocpras.

YHuUHr (ukpuua, Kiactepiap KyWHaaru yMyMHM >KUXaTjapra sra OyIuinu
JapKop:

WIMUN-TaIKUKOT Myaccacallapyu MaBXyJIJIUTH;

W1 PeCypciapu;

pakobaTOapOIUINK X0JIaTH;

coxara MaHCyOJIuK;

Maxcyc YKyB MyaccacajlapuHUHT MaBXYJIJIUTH;

Maxcyc XH3MaTiapra 3rajuK UMKOHUSTUHUHT MaBxKyJIUTH;

xoMalié¢ eTKka3nd OepyBUMIApHUHT eTapiiuInruy [88] kabuiap.

Xopmx Taxkpubacuga TabIUM KIACTEpJIapyW SXIINM TapakKKui 3TraH Oynuo,
CLUSTER (“warnmszua- “Cooperation Link between Universities of Science and

Technology for Education and Research - unMuii Ba TEXHOJIOTUK YHHUBEPCUTETIAP
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ypTacuaa TabJIMM Ba TAJAKUKOTAA XaMKOPJIHK’) - HOMH ocTuaa EBpomanunr 12 ta
TCXHUKA YHUBEpcUTeTIIapH Xampaa yiuapaa daonusar ropuraérradn 3.000 nadap
npodeccop, 11.000 nHadap akagemukiap, 3.000 nHadap nmoxropantiap, 14.000
Hadap/iaH opTUK Tasadanap XaMKOpJIMK MaKcajauia oupnammuiirad [83; 45-6.].

XVJIOCA

Xap Oup memaror IOKOpuIa KaWa OJTWITaH ““Y3IyKcu3 KacOud TabJinum’
mwiaTgopMacu OpKaldM TaKAUM HTWITAH YKYB MOAYJUJIAPUHU Y3namTupuO Oyirad,
maTgopmagaru 6axosail ME30HIapu OpKayii 0axoiaHaAu Ba TYTUIAHTaH KpeauTiiap
MEJaroTHUHT Maxcui kabunetuaa >xkamianagud. KpeauTmapHunr Oeiruiianran
MUKIOPUHHM MUKKAH NEJaror mry MWl y4yH Majaka OIIMPUII KYPCHMHHU TyJja yTaraH
Xuco0Ianaau Ba YHU TaCAUKIOBYM XYXKaT TaKIUM 3TUJIAIH.

Kypunu® typranuaex, Xopux Taxkpubacuaa KiacTep YKUTUII YCYIUJaH Kypa
KYIpOK TabiauMm Oepuil €KW Majaka OIIUPHUIN MIaKian cudaruma ommanaiiras.
Ma3kyp TaXpHOAHMHT Y3Ura XOCIWTH, YHIAa Mallaka OIIHMPHUIN KapaCHU Kyaa KyII
¢Hramm oObeKTIIap OWIIAH YHFYHIIAIITaH.
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