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Zirka V.  Students Training in Higher Educational Establishments: Culture and
Mentality Transmission

The article considers the issue of interaction of innovative methods of students
training in relation to professional culture of communication in general and pedagogical
culture of communication, in particular, as well as mentality, influence and manipulation. The
explanations of the words are given, that are the exact meaning of the above concepts. The
problem of training students in higher educational establishments on the example of mass
media texts and ads considering culture and mentality is investigated. Being a science of
pedagogical regularities, principles, methods and forms of training, education, development
and training of students in higher educational establishments in the interests of successful
activity, the pedagogy, of course, includes consideration of such important, in our view, issues
relating to the socialization, mentality and culture.

The importance of mentality in the paper is defined as a totality of worldviews,
characteristics of individuals and people as a whole, the mind, the nature of thinking. The
unification of world-view and mind-set of preparedness, attitudes, and predispositions of an
individual or the whole social group to act, think, feel and perceive the world to a certain
way, is formed depending on traditions, culture, social structures and the whole human
environment. The environment itself, in turn, forms them, coming out as a generating
consciousness, as the source of hard-to-define cultural heritage. It is significant to study
verbal human behavior, modeling social and individual behavior through speech, as well as
the representation of linguistic information of advertising in total, as control information.
Thus, the mentality and a professional culture of communication are inseparably linked, and
this is the forefront in methods of training students in higher educational establishments.
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