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FROM THE EXPERIENCE OF STUDYING THE IMAGE
OF THE STATE IN THE LINGUISTIC CONSCIOUSNESS

The article considers the reflection of ethnostereotypes in mass media publications in the language
consciousness, the place in the formation of the image of the state. Along with the unity of origin,
language, mentality, historical and spiritual values, from the point of view of the spirit of patriotism, in
preserving national identity and identifying the whole country with one nation, among the above im-
ages, the image of the nation occupies a central place. The positive image of the nation and the state, its
place on the world level not only evoke a sense of pride of its people, but also contribute to its internal
unity and integrity. The object of the study was negative stereotypes formulated in the publications of
specific authors on ethnic topics. A special place of mass media in the promotion of a number of social,
economic and cultural indicators that serve the image of the state and the nation is occupied by a socio-
logical survey to study the manifestations in the language consciousness of ethnostereotypes obtained
from mass media products. Quantitative and qualitative analysis of the questionnaire data obtained from
respondents is carried out. As a result of the study, the structure of ethnostereotypes in the language con-
sciousness, cultural and mental features, transience (temporality), mythical features are revealed. Discus-
sion on the content of ethnic stereotypes in the mass media product in social linguistic consciousness is
ambiguous. The influence of stereotypes contained in the content of information on ethnic topics, on the
image of the state, the consolidation of the nation is formulated.

Key words: image of the state, mass media, language consciousness, sociological survey, quantita-
tive analysis, qualitative analysis, national consolidation.
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MemaekeT MMHAXIHIH, TIAAIK CaHaAaFbI
KepiHicTepiH 3epTTey TaxipubeciHeH

Makanaaa Macc-mMeama >kapusiAaHbIMAAPbIHAAFbl STHOCTEPEOTUNTEPAIH TIAAIK CaHaAaFbl KEPIHiCi,
MeMAEKEeT UMMAXI KaAbINTaCybIHAAFbl OPHbI KapacTblpblAaAbl. Teri, TiAi, MEHTAAUTETI, TapUxM, pyxaHu
KYHAbIAbIKTapbl GipAiriMeH Gipre OTaHLIbIAABIK, PYXbl TYPFbICbIHAH A TyTaC eAAiH ©3iH 6ip yATneH
COMKECTEHAIpIN, YATTbIK, GipErenAikTi cakTayblHAQ >KOFApblAa KOPCETIATEH UMMANKAEP ilIiHAE YAT
UMMAXKI 6ACTbl OPbIH aAaAbl. YATTbIH S MEMAEKETTIH, XKarbiMAbl 06pa3bl, SAEMAIK AeHreMAEeri OpHbIHbIH
6GOAYbI OHbIH XaAKbIHbIH MaKTaHbIL CE3IMiH TYAbIPbIN KaHa KOMMai, OHbIH, ilKi GipAiriHe, TyTacTbiFbiHA
bIKMaA eTeAjl. 3epTTey HblCaHblHA HAK Tbl aBTOPAAPAbIH, STHUKAAbIK, TaKblPbINTaFbl >KapUSIAaHbIMAAPbIHAA
TY>KbIPbIMAQAFAH >KaFbIMCbI3 CTEPEOTUNTEP aAblHAbl. MeEMAEKET S YAT MMUAXIHE KbI3MeT eTeTiH
SAEYMETTIK, 3KOHOMMKAAbIK, >KOHE MOAEHW KepceTKiluTep KaTapblHblH HACMXaTTaAyblHAQ Macc
MeAMaHbIH, OpHbI arblpbiKiia Aeyre 6oAaabl. OA KaNCbIBip 3THMKAABIK, KaybIMAACTbIKKA GafAAHbICTbI
KOMLIAIK CaHacblHAQ TYybIHAQWTBIH 6Gipaer accoumaumsinap MeH 6Gipwama TypakTbl CTaHAAPTTbI
TYCIHIKTEp peTiHAE KapacTbIpblAaAbl. MEMAEKET MMUAXKI MEH OCbl MEMAEKETKE YMbITKbl YAT MMUAXKI
e3apa acTachbin XaTaTblHbl MaKaAasa KeATIpIAreH 3epTTeylliaep MikipAepi MeH MblCaApAapAaH anKbIH
KepiHeAi. Ocipece, MEMAEKET aTaybl OHbl KYPalTbiH YAT aTaybl — STHOHUMMEH COMKECTiKTe TabblAFaHAQ
oAap 6ipiH-6ipi TOAbIKTbIPbIN TYPAAbI.

Macc Meama eHiIMiHEeH aAblHFaH 3THOCTEPEOTUMNTEPAIH TiAAIK CaHapaFbl KOPiHICTEPIH 3epTTey
YWiH 9AeyMeTTiK cayaAHama >XYpri3iaai. PecrnioHAEHTTepAEeH aAblHFaH cayaAHama MOAIMeTTepiHe
CaHABIK, >KOHEe carnaAblk, TaAAQy >KacaAaAbl. 3epTTey HOTMXKEeCIHAe 3THOCTEPeOTUNTEPAIH TiAAIK
CaHaAaFbl KYPbIAbIMAQHYbI, MBAEHM YKOHE MEHTAAAbIK, epeKLLEAIKTEPI, OTKIHLWIAIK (yakbITLia), MUPTIK
cunaTTapbl aHblKTaAaAbl. MacC Meama eHIMIHAEri 3THOCTEPEOTUN Ma3MYHbIHbIH SAEYMETTIK TiAAIK
CaHaAa TaAKblAAHYbl BipAEN emec. DTHMKAAbIK TakKbIpbIMTaFbl akraparrTap MasmMyHbIHAQ KaMTbIAQTbIH
CTEPEeOTUNTEPAIH MEMAEKET MMUANKIHE, YATTbIH YbICYbIHA 8CEPi TY>XKbIPbIMAAAAADI.

TyitiH ce3aep: MEMAEKET MMMAXKI, MacC MeAMa, TIAAIK CaHa, 9AEYMETTIK cayaAHama, CaHAbIK,
TaAAQy, CamnaAblK, TaAAQY, YATTbIK, YIbICY.
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M3 onbiTa MCCAEAOBAHUS UMUAXKA rocyAapcrtBa
B 13blIKOBOM CO3HAaHUU

B ctatbe paccMaTpmBaeTCyd OTpa>KeHNe 3THOCTEPEOTUINOB B ny6/\|4|<aum|x MaCC-MeAMa B 43bIKOBOM
CO3HaHMN1, MeCTO B CbOleApOBaHVIVI MMNAKA TOCyAapCTBa. HapﬂAy C €eAMHCTBOM TIPOUNCXOXKAEHNA,
43blKka, MEHTaANTETa, NCTOPUYECKUX, AYXOBHbIX LLeHHOCTeVI, C TOYKM 3pPEHUA AyXa MNMaTpUOTU3Ma, B
COXpaHeHnn HaUMOHAAbHOM MAEHTUYHOCTU M OTOXKAECTBAEHUM BCeM CTpaHbl C OAHOM Haumeﬂ, cpean
BblllE€yKa3aHHbIX O6pa3OB MMNAK HauMKM 3aHMMaeT UEeHTPaAbHOe MeCTO. [MO3UTUBHBIN o6pa3 Haluunn
M rocypAapcCrtBa, €ro MeCto Ha MMpPOBOM YPOBHE HE TOAbKO BbI3bIBAlOT YyBCTBO NOPAOCTU €ro HapoAaq,
HO ”n CﬂOCO6CTByIOT €ro BHYTpEeHHeMy eAMHCTBY, LUEeAOCTHOCTWU. O6bekToM MCCAEAOBAHUNA CTaAU
HEraTBHble CTEPEOoTUIbI, Cq)OpMyAVIpOBaHHbIe B ny6/\|4|<aum|x KOHKPETHbIX aBTOPOB Ha 3THUYECKYIO
TeMaTuKy. Ocoboe mecto MacCC-MeAMa B nporiaraHAe psaAa COUMaAbHbIX, 3KOHOMUYECKMX 1 KYAbTYPHbBIX
n0|<a3aTe/\el7|, CAYXKaWMX MMUNAXKY TOCyAapCTBa WU HauWK, 3aHUMaAET COLUMOAOTMYECKNI OonpocC AA4
n3y4yeHuns l'lpOSIBAEHl/IVI B 43bIKOBOM CO3HaHMM 3THOCTEPEOTUNOB, MOAYYEHHbIX N3 MacCC-MeAMa-
NMPoAYKUMNNA. HpOBOAMTCﬂ KOAMYECTBEHHbIN M Ka4eCTBEHHbIM aHaAM3 aHKETHbIX AdHHbIX, NMOAYY€HHbIX
OT peCriOHAEHTOB. B pe3yAbTaTe NCCAEAOBAHNA BbIABAAIOTCA CTPYKTYPA 3THOCTEPEOTUNOB B A3bIKOBOM
CO3HaHMN, KYAbTYPHbl€ M MEHTAAbHbIE OCO6€HHOCTVI, MUMOAETHOCTb (BpeMeHHOCTb), Ml/l(bVILleCKVIe
YepTbl. O6CY)KAeHVIe COAEPXKaHMA 3THOCTEPEOTUIa B MaCC-MeAMNalnpoAyKTe B COUMAAbHOM S3bIKOBOM
CO3HaHMN HEOAHO3HA4HO. cDOpMyl\VIpyETCﬂ BANGHME CTEepeoTUrnoB, COAEPXaWMXCAa B COAEP>KaHUU

VIHqDOpMaLI,l/Il/I Ha 3THUYECKYIO TEMAaTUKY, HAa MMNAXK TOCYyAapPCTBa, KOHCOAMAAUMIO HaUMN.
KAloueBble cAoBa: MMUMAXK rocyAapCtBa, MaCcC MeAHna, 43blkOBO€ CO3HaHue, COLIMOAOTMYECKNI
onpoc, KOAMYECTBEHHbIN dHAAU3, KauyeCTBEHHbIN dHAaAU3, HAUMOHAAbHAasA KOHCOAMAQLNA.

Introduction

It is clear that the preservation of a national
identity is indisputable in the current globalization
process based on the creation of a global space in
all areas of public importance, such as information,
economic, political, cultural, education. In general,
science there is a concept of country, people, state,
ethnos, nation formed in the process of historical
development from time immemorial, as a result of
scientific research in various areas (anthropological,
psychological, ethnographic, cognitive-mental,
cultural studies, etc.). The creation of a pure universal
unity leads to the confrontation of objective concepts,
the foundations of which are well-established, and
the denial of one another. In addition, despite the
factors that promote the process of globalization,
such as the cultures’ dialogue, cross-cultural,
political, economic, international relations, national
identity, the image of an individual state or country,
the national mentality are becoming more important.

The importance of national identity (conformity)
for any country or nation in the process of
globalization can be considered in terms of its
properties, which are shown by its researchers:
«National identity, of course, can be changed due
to the external factors only externally, but its core,
main root can be left unchanged. In this way, it has
its own impact. In this case, the uniqueness serves
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as a protection. This uniqueness that facilitates the
adaptation of the nation to the demands of the times»
(Kolumbayev, Shumatova, 2013: 97).

We can firmly say that the positive image of the
nation or state has a special place in international
relations along with other factors in the preservation
of national identity, which is closely linked with the
identification of the whole country with a nation
on the basis of unique roots, language, mentality,
spiritual values, history, etc. After all, a positive
image of a nation or a state, the presence of a world-
class position not only creates a sense of pride of its
people, but also contributes to its internal unity and
integrity.

In general, the definition of image is as follows:
«In English, the word «image» has many meanings:
image, appearance, and according to the meaning
of these words, image is understood as a visual
phenomenon, but the social and psychological
nature of the image is not a prominent phenomenon.
It also means prestige, authority, image, character.
When considering the first historical concepts of
the definition of the word image, it is shown that
it belongs to the category of «the phenomenon of
influence, impact» (Yeliseeva, Vershinina: 2015,
270).

However, E.N.Remchukova, B.A. Omelyanenko
distinguish between «image» and «prestige» based
on the opinions of several researchers. The pecularity
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of the image is the «spontaneous formation of the
object’s concepty», «the prestige is the purposeful
introduction of the object image in the public
consciousnessy, i.e. the result of purpose-directed
action (Remchukova, Omelyanenko: 2017, 343).

As above mentioned by authors, the concept of
image has many definitions and concepts, which
shows its universal, multifaceted nature. After all,
in today’s competitive society, the image includes a
hierarchy from the individual (image of a specialist,
individual company, educational institution, etc.) to
the state, depending on the objectivity, the influence
of the object on appearance, image attractiveness,
function and other properties, honor and prestige.
From this point of view, the presence or formation of
the image requires that the object has only positive,
influential qualities.

Among the above-mentioned opinions, the
image of the nation plays the key role in the
identification of the whole country with one nation
and the preservation of national identity, as well as
in the spirit of patriotism, along with the unity of
origin, language, mentality, historical and spiritual
values.

Theoretical conceptualizations in the social
sciences have turned it into an important and complex
notion that refers not only to its geographical
meaning. A sociological and anthropological
dimension considers cultural, social and personal
imprints on places (Cuba & Hummon, 1993); a
psychological approach focuses on the cognitive and
emotional relationships that individuals establish
with their environment (Stokols, 1995), also on the
identities and attributions that influence people’s
perceptions and how they construct significance
around places.

It is well-grounded to say that the image of
the nation, on the one hand, is a positive image of
the nation in the public consciousness in terms of
achievements and values in various fields (culture,
economy, politics). In the current process of
globalization, when the interaction of different
cultures is widespread, raising the image of the
nation, first of all, has a positive impact on national
identity, that is, the identification of the whole
country with this nation. The lack of the nation’s
image, as well as the frequent coverage of negative
information about the nation in the media, in our
opinion, leads to the situation shown by researchers:
«The nation’s inferiority to any other nation prevents
its bold development and revival» (Kaba: https: / /
aikyn.kz/2017/05/20/13938.html).

Country is not one static political entity with
defined borders but it is also formed by smaller
differentiated units with their own characteristics.

Any of these could constitute a decisive element
for the creation of a unique brand and affect the
performance of the whole. While a brand is part of the
deliberate creation of a product (Nikolova & Hassan,
2013), perceptions of it take place at the personal
level, depending on the capacity, competence and
adopted conventions of each individual. Attitudes
are formed therefore far from the direct control
of brand experts or managers. Appreciations of
meaning and value are subjective and multifaceted
processes, difficult to trace and verify. This is
how perceptions about countries are embedded
with beliefs and why emotions turn into attitudes,
in the same way it happens about other people,
products, ideas, or companies. Kotler and Gertner
(2002, p. 249) assure that «brands incite beliefs,
evoke emotions and prompt behaviours.» It is also
noted that the formation of the nation’s portrayal
or the image of the state has a special place ethnic
stereotypes about the nation that makes up that state:
«The image of the state, its reputation is often based
on the elements of myth, generalized stereotypes
about the ethnos. The share of similar «myths» in
the politics is great. Thinking by stereotypes is the
characteristic feature of human psychology, the use
of the cliché allows a person to save effort in the
orientation of the surrounding activity, simplifies
the process of cognition. Nevertheles, stereotypes
cause the great damage to the image of the country»
(Panasyuk: 2008, 30).

Moreover, a nation’s brand image is not based
solely on people’s experiences. It is also influenced
by previous knowledge and beliefs, stereotypes of'its
people, the prevailing social, political and economic
conditions (Fan, 2010; see also Beerli and Martin,
2004).

Mass media of ethno-stereotypes, which are
considered to be the same associations and more
stable standard concepts that arise in the public
consciousness in relation to a particular ethnic
community, or defined as «more stable notions of
moral, mental, physical characteristics of different
ethnic communities». It is undisputable that the
information created by the media affects the image
of the country. Even in many scientific studies, the
close connection between the concepts of ethno-
stereotype, image and identity, and the fact that they
are inseparable from each other, E. Hoffman shows
in the analysis of the works of several scientists:
«Existing positive and negative stereotypes are
the basis that can be used at any time depending
on specific political or economic interests. The
historical development of the contradictory image
of Russia is described in detail by Gavrilova. She
unites in one group the constants of this image as

137



From the experience of studying the image of the state in the linguistic consciousness

stereotypes about Russia and cites as examples of
vodka, the Russian threat, Russia as anti-Europe,
people’s ability to endure and suffering and the
Russian soul. This stereotypical picture often
deters journalists from presenting balanced and
comprehensive information about Russia. Instead,
journalists seek and find stereotypes and stage
events around them.» (Hoffman: 2017, 13).

Thus, from an insightful point of view, the image
is defined as «information about the description,
structure of the object, the reproduction of the
object in the mind» or «existing subjective notions
formed voluntarily or spontaneously in the minds
of the masses» and «goal-oriented and consciously
constructed notions». The integration of ethno-
stereotypes into the image is inevitable.

The role of the mass media in the promotion
of a number of social, economic and cultural
indicators that serve the image of the state or nation
is significant. In this regard, Andrei Polonsky has
proposed the following idea: «The mass media have
a unique ability to generate intense information-
semantic (cognitive) flows and rigidly control them.
Included in the production of meanings, images and
metaphors, in the production of mass information
(content), mass consciousness and mass audience,
mass media have a strong influence on the nature of
public consciousness, on the nature of its dominant
intentions and the features of its content forms. Mass
media, thus, act as an intermediary not only between
social subjects, ensuring their interaction, but also
between social reality and society, each time showing
its subjective, that is, worldview, value-oriented
position» (Polonsky: http://discourseanalysis.org/
ada6/st43.shtml).

Experiment

The image of the ethnos should also be
considered as «a way of psychological influence on
the motivation of social behavior, a mechanism for
managing individual and public consciousnessy.

We see the emergence of proverbs and
stereotypes that illustrate the negative conditions
and qualities that are often expressed by
individuals of the ethnic group, and it is assessed
as a negative behavior in the mentality of the
modern Kazakh ethnicity: 1) «Kazakh without
show offs-crumby Kazakhy, 2) «I am from Bakei
(Sakei, Makei, etc.)», (Eldar Zhumagaziev. Who
are you, a modern Kazakh? // Kazakh newspaper,
January 5, 2015).

The meaning of the first proverb about the
arrogant behavior of modern Kazakhs is explained
in the context of the following events which have
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become commonplace in this article: This is where
we buy very expensive Jeep cars and drive them to
the city to demonstrate their «coolness». We buy
expensive smartphones, and then we do not even
use them at 20% of their capabilities, because the
services that offer these gadgets are inaccessible and
irrelevant in our country. You know, probably, the
picture is a rural cemetery, brick or stone mazars,
shining domes and neat graceful paths, and within
half a kilometer — an indescribable dirty village,
steep walls, curved fences, no roads. That is our
«show offsy.

The cliché «I’'m from Bakei (Sakei, Makei,
etc.)» is rooted in solving a problem, getting a job,
in particular, in terms of mediating an acquaintance
in a certain position. Bakei, Sakei, Makei, etc. in
this clich¢ — are abbreviated as personal names.
According to the traditional Kazakh culture,
abbreviations of some sounds or syllables in a
person’s name are considered as a tribute to an older
or respected person, and in later times, as mentioned
above, in the case of employment, solving a problem,
this form of a person’s name is also used to express
his authority or the usage of his name in influencing
on something.

The author also notes that in the context of
this cliché there is a joke: «The quintessence, so to
speak, of mentality. A completely separate topic is
the situation «I am from Bakei (Sakei, Makei, etc.)».
As we joke, «the Kazakh resume is the shortest in
the world.» It’s also a piece of mentality. This is a
huge problem. I just know a lot of people who have
become successful just because they are from Bakei
or from Sakei. Businessmen, politicians, artists, etc.
succeed in this way. Not everything, of course, is so
sad» (Eldar Zhumagaziev. What are you, a modern
Kazakh? // Kazakiya newspaper, January 5, 2015).

Positive self-stereotypes of one nation’s
own hospitality, kindness, generosity are being
replaced by hetero-stereotypes of another nation,
especially in developed countries, which value it as
a negative trait, such as wastefulness and pride. It
is no coincidence that such characteristics of ethnic
groups are assessed by developed and developing
countries in two different and, most importantly,
contradictory ways. The following examples show
the transition from a positive self-stereotype about
the Kazakh people to a negative self-stereotype of
the above nature: 1) We are always interested in
the lives of others, we imitate others; 2) We are
obedient to others, or at least we tolerate; 3) We are
proud of this character: «We are as generous as the
steppe, as wide as the lake»; 4) We do not want to
know that behind generosity there is disgrace behind
arrogance and benevolence (S. Baibosynov. Kazakh
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and slavery consciousness//Kazakh newspaper).
Here, the negative self-stereotypes in 1t and 2™
sentences are due to the lack of full confidence in
the high status of the ethnos, which has not risen
to the level of a developed country, and the last
3rd, 4th sentences and the following sentence. We
are kind people, sometimes to the point of naivety;
hospitable and generous, sometimes to the point of
comic. (Eldar Zhumagaziev. Who are you, a modern
Kazakh? Kazakh newspaper, 05.01. 2015).

Results and discussion

Eldar Zhumagaziev’s «Who are you, a modern
Kazakh?» (Kazakh newspaper, January 5, 2015) on
the content of the issue, in particular, as we joke:
«Kazakh resume —the shortest one in the world». After
all, it’s a piece of mentality. This is a huge problem.
I just know a large number of people who became
successful only because they were from Bakei or
Sakei. For example: businessmen, politicians, artists
and so on. In order to study the manifestations of the
problem in the linguistic consciousness, a survey was

conducted among various social groups. Quantitative
analysis of the questions in the questionnaire and
their answers allowed us to determine the data in the
diagrams below.

According to the numerical indicators of the
diagram, in E. Zhumagaziev’s article, it was found
that the phrase «Kazakh resume is the shortest resume
in the world», «I’m from Bakei (Sakei, Makei, etc.)»
as a standard notion of employment of Kazakhstanis,
i.e. stereotype, means the following: «Employment
in Kazakhstan is based on acquaintances, but very
rare (56.8)»; «Employment in Kazakhstan is based
on acquaintances (24.3%)», «There are three types
of employment: acquaintance, resume and special
search through acquaintances (2.7%); «Bakei,
Sakei», localism, family relations — predominant in
the Kazakh environment (2.7%)»; «There is a job
placement using acquaintances, most people choose
this path to get a career faster (2.7%)»; «I can’t say
no (the employment based on acquaintances). In
particular, I believe that high positions will be filled
with such «respect» (2,7%)»; «There are such cases,
but I do not say that in all (2.7%)».

Diagram 1 — A real-life manifestation of the stereotype «Kazakh resume — the shortest resume
in the world», «I’m from Bakei (Sakei, Makei, etc.)» (the beginning).

Diagram 1.1 — A real-life manifestation of the stereotype «Kazakh resume — the shortest
resume in the world», «I’m from Bakei (Sakei, Makei, etc.)» (continued).
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Qualitative analysis of these quantitative data
allowed to draw the following conclusions:

First, the implicit ethno-stereotype «I am from
Bakei (Sakei, Makei, etc.)» is mythical. Although
this ethno-stereotype means «employment with
the use of acquaintances, an influential persony,
it turns out that, in general, employment does
not only take place in this way. Because from the
point of view of the myth, which is defined as «to
some extent bordering on the truth» (Khorgosbek,
2020: 5), the above ethno-stereotype, which is
widespread in society, is not a complete truth or
a lie. Rarely, in the semantics of the stereotype «I
am from Bakei (Sakei, Makei, etc.)» is about the
occurrence of employment through a reputable
relative or acquaintance, is appointed «with such

respect to high positions», chooses this path to
a quick career, local, family-dominated in the
Kazakh environment.

Secondly, the phrase «Kazakh resume is
the shortest resume in the world», «I’'m from
Bakei (Sakei, Makei, etc.)» is characterized by
a stereotypical character, while it is a transient
phenomenon, i.e. a temporary stereotype. This
conclusion was formulated in this type of study.
A computer Google-form web page was also
used to determine whether this stereotype was
perceived and understood by the addressees or
language speakers as a symbol. In connection with
the semantic understanding and acceptance of this
stereotype, the following responses were received
from respondents.

Diagram 2 — Interpretation of the stereotype «I am from Bakei (Sakei, Makei, etc.)»

The data of the diagram show that the phrase
«Kazakh resume — the shortest resume in the world»,
«I’m from Bakei (Sakei, Makei, etc.)» was formed in
society as a stereotype. For example, in the diagram,
the metaphors «when there is an acquaintance,
there is a chance», «there is talent, there is no
acquaintance» are based on this stereotype, which
reveals its content. The majority of respondents’
answers are about the main topic of «employment
using acquaintances» and its peripheral areas:
«there is talent, there is no acquaintance» (27%),
«education is secondary» (2.1%), «corruption»
(2.1%), «gathering acquaintances» (2.1%), «there is
a chance when there is an acquaintance» (2.1%). It is
time to accept the stereotype as a national behavior in
the context of employment, i.e. «Kazakh mentality»
(5.4), and to act in accordance with this standard,
and not in terms of «employment, corruption or
bribery using acquaintances». There is also a notion
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in the society that «time is changed, and now it
is unlikely that Bakei will take to the service of a
stupid relative.» These last two opinions or views
show that this stereotype is a transient phenomenon.

Third, the perception of the stereotype «I'm
from Bakei (Sakei, Makei, etc.)» is accepted not in
terms of «employment, corruption or bribery using
acquaintancesy, but in terms of national behavior in
the context of employment, i.e. «Kazakh mentality»
We believe that this is consistent with the notion of
«informal employment recommendations» given in
the chart below.

Figure 3 above, which allows us to get information
about the semantic layers of the considered stereotype,
shows its «informal employment recommendations
(33.3%), «employment of disabled people using
acquaintances» (8.3%), «influence of an authoritative
person», employment through prestige »(54.2%), (1
think all the answers are true, 1.42%).
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Diagram 3 — The corresponding meanings of the phrase «Kazakh resume —
the shortest resume in the worldy, «I’m from Bakei (Sakei, Makei, etc.)»

Diagram 4 — The national character of the stereotype «Kazakh resume —
the shortest resume in the world», «I’m from Bakei (Sakei, Makei, etc.)».

Fourth, the stereotype «Kazakh resume is the
shortest resume in the world», «I’'m from Bakei
(Sakei, Makei, etc.)» does not apply to a particular
ethnic group. If we solve the question of the ethnic
nature of the considered stereotype through the
data in the diagram, then we see that this stereotype
does not apply only to the Kazakh ethnos. Among
these stereotyped respondents, only 18.9% said that
«characteristic is applied to the Kazakh nationy,
29.7% said that it is «characteristic of all people»,
and 2.7% said that «Asian people, among them are
more typical to Kazakhs», 37.8% indicated that it
is in terms of «Economy in Kazakhstan, corruption
in Kazakhstany, 8.1% «Developing consciousnessy.

Eldar Zhumagaziev’s «Who are you, a modern
Kazakh?» the next ethno-stereotype in the article
(Kazakh newspaper, January 5, 2015) is «Kazakh
without show offs — crumby Kazakh.» Although the
general condition of the person is not significant,
he takes out a loan for a lavish wedding, drives
expensive cars, keeps expensive gadgets, etc. The
Kazakh nation has a «proud» attitude that seeks
to present itself as «wonderful». In response to

the stereotype, the survey showed that the notion
of «pride» and «Kazakhstani corruption» in the
ethnic mentality was predominant in the language
consciousness of the respondents. Qualitative
analysis of survey responses often links the negative
attitudes about Kazakhstan or the Kazakh ethnos,
such as «glory, pride, external brilliance,» to low
public awareness and economic development. In
general, these stereotypes have a negative impact on
the formation of its internal image (the image of the
state within itself, in front of its people).

While the image of the state is important in the
organization of its people, in its relations with other
countries it is the purposeful introduction of'its image
in the minds of the outside world, i.e. the result of
purposeful action (Remchukova, Omelyanenko,
2017: 344).

The national image is one of the factors in the
formation of the state image, as evidenced by the
following opinion of researchers: «The concept
of the state image is understood by the majority
of the nation, the nation represents the state, its
image. The image of the country is an emotionally
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colored image formed in the public consciousness
by various means, which is based on the national
image-symbols» (Anholt, 2007: 60).

Conclusion

It is clear from the comments and examples of the
above researchers that the image of the state and the
image of the nation is the source of this state that are
intertwined. Especially when the name of the state is
found in accordance with the name of the nation that
makes it up — the ethnonym, they complement each other.

From this point of view, the content analysis of the
information of the above-mentioned authors on ethnic
issues proves that mass media resources can also be a
factor in the formation of negative ethno-stereotypes.
At the same time, a qualitative analysis of the survey
data showed that it is not always correct to formulate
«absolutely» the characteristics of a corrupt nature, as
reflected in the mass media product discussed in this

article, as a phenomenon unique to the Kazakh ethnos.
After all, the phrases «Kazakh resume — the shortest
resume in the world», «I’'m from Bakei (Sakei,
Makei, etc.)», «Kazakh without show offs — crumby
Kazakh» are not common in the minds of some
respondents, but in some cases are typical of many
other countries. Some respondents now interpret this
«resumey as a legal guarantee or recommendation for
employment in the Kazakh environment, namely, an
«informal employment recommendationy. Therefore,
itis inefficient to advertise negative ethno-stereotypes
in the mass media which have a negative impact on
the internal organization of the population, the nation,
the image of the state are not formed in the public
consciousness as a whole. The optimal formation of
the image of the state, which is important for the unity
and uniqueness of the Kazakh people, as many ethnic
groups in Kazakhstan identify themselves with this
country, unity in the Kazakh ethnonym depends on
the content of ethnic information in the media.
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