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FUNCTIONS OF ADVERTISING TEXT AS A UNIT
OF ADVERTISING COMMUNICATION

The study is characterized by an anthropocentric orientation due to the increased interest in the com-
municative factor in the study of the advertising language. In this context, much attention is paid to the
study of the generation and perception of an advertising text/statement. The idea of the anthropocentric-
ity of the language, widely used in the works of W. von Humboldt, E. Benvenist, T. Kun, M.M. Bakhtin,
V.V. Vinogradov, A.A. Potebnya and other scientists, is the key to the methodology of the undertaken
study. Inseparably with this aspect, speech impact is also studied, which is due to the increased interest
of modern society in the process of communication and in the problem of its optimization. The article
proves that the use of a combination of various linguistic techniques in advertising texts leads to the
achievement of the communicative and pragmatic goals of advertising. As a result, the phenomenon of
the advertising text is indicated, which determines the specifics as a unit of advertising communication.
It is shown how knowledge of the typological characteristics of an advertising work and the requirements
for its content and form increases the efficiency of creating advertising texts. The conducted philological
analysis revealed the functional features of advertising texts, their intended purpose and communicative
and pragmatic potential for practical application.

Key words: advertising language, advertising text, advertising communication, verbalized compo-
nents of the advertising language, communicative and pragmatic features of the advertising text.
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JKapHamanblk KOMMYHHMKaLMs GipAiri peTiHAeri )xapHaMa MaTiHIHIH, (pyHKUMSAAADPDI

ByA 3epTTey >kapHama TiAIH 3epTTeyAeri KOMMYHMKATMBTIK (hakTOpFa KbI3bIFYLIbIAbIKTbIH apTybl-
Ha GaiAaHbICTbl aHTPOMOLEHTPUCTIK OGarbiTKa HerispeAin, cunartranaabl. Bya Typrblaa >KapHamaAbIk,
MOTIHAI/MOAIMAEBYAI KAABINTACTbIPY MeH KabblaaayAbl 3epTTeyre kemn KeHia GeAiHeai. B. doH MNym-
60AbAT, E. benBenuct, T. Kyn, M.M. baxtun, B.B. BuHorpaaos, A.A. NoTebHs >xoHe Tafbl 6acka
FaAbIMAQPAbIH  eHbeKTepiHAEe KeHiHEH KOAAQHbIAFAH aHTPOMOLEHTPUCTIK TiA MAESCbl  aTaAFaH
3epTTeYAiH SAICHaMaAbIK, Herisi peTiHae KabbiaaaHaabl. Kasipri KOFaMHbIH KOMMYHMKALMS NPOLEciHe
SK&HE OHbl OHTANAAHAbIPY MBCEAECIHE KbI3bIFYLIbIAbIFbIHBIH apPTYbiHa 6aiAQHbICTbl aTAAFAH aCreKTiMeH
KaTap cenAey acepi Ae 3epTTeAesi. Makaaaa >kapHama MaTIHAEPIHAE BPTYPAI BEpOaAAbI XKaHe Bep-
6aAAbl EMEC TIAAIK BAICTEPAIH, XXMbIHTbIFbIH KOAAAHY >KapHamMaHbiH, KOMMYHMKATUBTIK-MParMaTMKaAbIK,
MakcaTTapbiHa XeTyiHe ce6en 60AaTbiHbl ABAEAAEHEAl. HaTuxeciHAe KapHaMaAbiK, KOMMYHUKaLIMS
GipAiri peTiHAE epeKLIeAIriH aHbIKTaNTbIH XKapHama MOTiHIHIH, KyObIAbICbI aHbIKTaAaAbl. YKapHaMaAbIk,
LUblFapMaHbIH, TUMOAOTMSABIK, CMMATTAMaCblH >K8HE OHbIH Ma3MyHbl MeH hOpMacbiHa KOMbIAQTbIH Ta-
AanTapAbl GiAYy apKbiAbl KapHAMaAbIK, MBTIHAEPAI KYPY TMIMAIAIFIH apTTbIpy >KOAAQPbl KOPCETIAEA.
Makanaaa KOAAQHbIAFAH  (DMAOAOTMSIABIK,  TAAAQY >KapHama MOTIHAEPIHIH,  PYHKLMOHAAABIK,
epeKLUeAiKTepPiH, OAAPAbIH, ADAAIK MaKCATbIH >XOHe NMPaKTUKAAbIK, KOAAAHYAAFbl KOMMYHUKATUBTI >KoHe
nparmMaTMKaAbIK, MYMKIHAIKTEPIH albin 6epeAi.

TyHiH ce3aep: >kapHama TiAl, KapHama MaTIiHi, »KapHaMaAblK, KOMMYHMKaLMS, >KapHama TiAiHIH,
BepOarAaHFaH KOMIMOHEHTTEPI, XKapHama MaTiHIHIH, KOMMYHMKATUBTIK-NParMaTUKaAbIK, €PeKLIEAIKTepI.
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(DYHKLI,MM PEKAAMHOIo TeKCTa Kak eAMHULLbI peK/\aMHOﬁ KOMMYHUKaAUUU

AaHHOQ MCCAEAOBaHME XapaKTepnulyeTcs aHTpOI'lOLI,eHTpVNeCKOVI HaMpaBA€HHOCTbIO B CBSA3U C MO~
BbILLIEHHbIM MHTEPECOM K KOMMYHMKAaTUBHOMY cbaKTopy B MCCAEAOBAHMN 43blKa PEKAAMbI. B AaHHOM
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KOHTEKCTE GOAbLLIOE BHYMAHME YAECASIETCS M3YUEHUIO MOPOXKAEHUS U BOCMPUSATUS PEKAAMHOTO TeKCTa/
BbICKa3blBaHNS. MAeq aHTPOMOLEHTPUYHOCTM 93blKa, LWMPOKO MCMOAb3yemas B Tpyasax B. cdon 'ym-
60AbATa, D. berseHuncra, T. KyHa, M.M. baxTtuHa, B.B. BuHorpaaosa, A.A. IMoTe6HM U APYTMX YUEeHbIX,
ABASIETCH KAIOYEBOM B METOAOAOTMM AQHHOIO MCCAEAOBaHMS. HepaspblBHO C 3TMM aCMeKkTOM MCCAe-
AYETCS U peyeBoe BO3AEWCTBUE, UTO OBYCAOBAEHO MOBbILIEHHbIM MHTEPECOM COBPEMEHHOro obLue-
CTBa K MPOLECCY KOMMYHMKaLMKM 1 K MpobAaeMe ero ontrmmsaumnn. B ctatbe AokasbiBaeTcs, UTo MC-
MOAb30BaHME B COBOKYMHOCTU Pa3AMUHbIX BEPOAAbHBIX U HEBEPOAAbHbIX AMHIBUCTUUYECKMX MPUEMOB B
peKAaMHbIX TeKCTax MPUBOANT K AOCTVXKEHMIO KOMMYHWKATUBHO-MPAarMaTMyeckKmnx LeAer pekAambl. B
pesyAbTaTe 0603HauYeH (PEHOMEH PEKAAMHOIO TEKCTA, OMPEAEASIOLLMIA CreundmKy Kak eAMHULbI pe-
KAQMHOM KOMMYHMKaummn. [TokasaHo, Kak 3HaHME TUMOAOrMYECKMX XapaKTEPUCTUK PEKAAMHOIO MPOm3-
BeAEHUS 1 TpebOBaHMIM K ero CoAep>KaHmio 1 hopme noBbllLaeT 3(PHeKTUBHOCTb CO3AAHUS PEKAAMHbIX
TeKCcToB. [poBeAEHHbIN (PUAOAOTMYECKMIA aHAAU3 BbISIBUA (DYHKLIMOHAABHbIE OCOBEHHOCTU PEKAAMHbIX
TEKCTOB, UX LLleA€BOE Ha3HAYeHNe N KOMMYHUKATMBHO-NParMaTMyeckmnii MoTeHLMaA AAS MPAKTUYeCKOro

NPUMEHEeHMSI.

KAloueBble cAoBa: 93bIK PeKAaMbl, DEK/\aMHbIVI TEKCT, peKAaMHagd KOMMYHUKaLn4, Bep6aAM3OBaH—
Hbl€ KOMIMOHEHTbI 43blKa pekKAaMbl, KOMMYHUNKAaTUBHO-TIparMmaThyeckmne 0COBEHHOCTH PEKAAMHOI O TeK-

CTa.

Introduction

The language of advertising, being a component
of the language of the media, reflects the speech cul-
ture of society. The peculiarities of society's speech
preferences currently reflect those changes in the
language system, which are still assessed by linguists
as various kinds of deviations and errors. The main
tendencies of these changes can be observed primar-
ily in those connections that are established between
the forms of the language and individual linguistic
units and based on the idea of the anthropocentricity
of the language (Humboldt, 1985), Due to the cur-
rent political and cultural situation in Kazakhstani
society, as well as language policy, advertising texts
are compiled not in one Kazakh, but in several lan-
guages. Advertising texts are very revealing in this
regard. Domestic advertisers and copywriters are
faced with the task of improving the quality of ad-
vertising messages. Moreover, growing every year
favorable interactions between Kazakhstan and the
world market of English-speaking countries in the
field of economy, politics, culture are an incentive
for research into the specifics of the language of
advertising, reflecting the culture and mentality of
peoples. This philological study makes an attempt
to identify the specifics of the advertising text in the
linguistic aspect and is of practical value in the study
of the verbalized component of the advertising lan-
guage. In modern society, the form of advertising in
the Kazakh language is just beginning to take shape.
Kazakhstani advertising is published in all sources
of information dissemination: periodicals, radio and
TV channels, is widely covered in newspapers and
outdoor advertising. Due to the current political and
cultural situation in Kazakhstani society, as well as

language policy, advertising texts are compiled not
in one Kazakh, but in several languages.

In recent years, advertising has been an indivis-
ible part of modern society with its market economy
and mass culture. Especially, in the age of global-
ization, advertising has become a landmark cultural
phenomenon of modern society, and advertising
text is increasingly attracting the attention of mod-
ern linguists. Despite the fact that the main function
of advertising is to stimulate consumer demand and
increase sales, in recent years, its other function has
become more and more pronounced: the formation
of a person’s lifestyle, and ways of perceiving the
world, which ensures the interest of both domestic
and foreign scientists.

Usually, advertising uses all the media sources
that act as carriers of finished products of advertis-
ing activities — texts that convey an advertising idea
using the chosen impact strategy. Constantly pres-
ent in the media, advertising, without a doubt, is an
independent structure that develops according to its
own laws and rules, which determine its functional
and linguistic originality. The Dictionaries considers
advertising as "the activity and industry of advertis-
ing things to people on television, in newspapers,
on the internet, etc.” (Oxford Learner’s Dictionary,
2022) and “the business of announcing that some-
thing is for sale or of trying to persuade customers
to buy a product or service” (Dictionary of Business,
2006:9).

Even the definition of advertising as a phenom-
enon is not an exaggeration. It combines the features
of different types of literature and uses verbal and
non-verbal means to influence purchasing behavior,
advertising has an impact on the mass conscious-
ness, comparable to the impact that art and religion
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have. There is a statement: “Advertising is a spe-
cial kind of text, which, being one of the tools that
stimulate economic processes, at the same time has
a huge psychological impact on society. This cir-
cumstance alone arouses the interest of a philologist
who studies, for example, the methods of speech in-
fluence and manipulation, which form the basis of
any advertising message and are supported by the
visual and sound design of the text” (Dobrosklon-
skaya, 2006). This demonstrates the creolization of
advertising texts.

As an object of linguistic analysis, advertising
is of great interest to many scientists. But despite
the fact that numerous articles, dissertations, and
monographs published both in Kazakhstan and
abroad are devoted to this phenomenon, many is-
sues still remain unresolved. The big problem lies
in the fact that the mechanisms regulating this type
of communication are extremely underdeveloped
(Alim, 2014). The relevance of the topic is deter-
mined by the scientific interest in the study of this
phenomenon. Although a lot of attention is paid to
the study of the specifics of advertising itself, no
exhaustive answers to the existing questions on the
linguistic aspects of the advertising text have been
given. The significance of the study is directly re-
lated to the definition of the object — advertising
texts. The subject of the study will be the linguistic
features that determine the language structure and
lexical and semantic characteristics of advertis-
ing as a text structure. The purpose and objectives
serve to identify the language features of the ad-
vertising text. The purpose of the study is related
to the presentation of the language of advertising in
the linguistic aspect.

The relevance of this study is due to insufficient
research in the scientific literature of English and
Russian-language advertising messages devoted to
the study of advertising text as a component of the
communication chain of the author-text-recipient,
taking into account the goals and objectives of the
first, as well as the communicative portrait and eth-
no-cultural characteristics of the latter. The content
of advertising texts in English, Russian and Kazakh
languages was not compared in terms of the national
characteristics of the audience for which they are in-
tended. The use of language techniques depending
on creative advertising strategies in order to provide
speech impact was not considered. Models of ad-
vertising text in the three analyzed languages were
not compared. Thus, the novelty of the research de-
voted to the analysis and comparison of the com-
municative-pragmatic and ethno-cultural features of
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the advertising text in English, Russian and Kazakh
languages is obvious.

Literature review

Advertising is an integral part of modern society
and its influence on many areas of life is undeni-
able. In this regard, advertising is the object of study
of many studies on mass communication, linguis-
tics, psychology, marketing, and more. A lot of lit-
erature devoted to advertising appeared, the authors
of which were: E.N. Aseeva, H. Kaftandzhiev, 1.V.
Krylov, G. Carter, F. Kotler, V. Shenert, J. Aitchi-
son, R. Reeves, T. Altstiel, M. Jean, M. Jennings, S.
Moriarty and others. Scientists from the CIS (Com-
monwealth of Independent States) countries are also
considering the possibility of using the principles of
advertising in the transition from a planned econ-
omy to a market economy (Arutyunova, 2012:14).
Some of them paid attention to the organization and
practice of advertising texts (Aseeva, 2007; Carter,
1991; Kotler, 2016; Krylov, 2006; Reeves, 1961;
Moriarty, 2009; Altstiel, 2019), others were interest-
ed in advertising texts (Kaftandzhiev, 1995; Shen-
ert, 2001; Aitchison, 2007; Rosental, 1981; Blundel,
2000).

In modern linguistic research, a lot of atten-
tion is paid to the advertisement text. Features of
the advertising text and the language of advertising
were the subject of works by some authors: Jeff L.
Richards, Harry Tipper, Angela Goddard and others
(Richards, 2022; Tipper, 2018; Goddard, 2015).

So, in different times, the following were con-
sidered: 1) national-cultural components in the lan-
guage of advertising; 2) semantic organization of
advertising texts; 3) pragmatic aspects of the adver-
tising text; 4) discursive and semiotic characteristics
of advertising; 5) the problem of speech influence.
In different years, D.E. Rozental, N.N. Kokhtev,
L.G. Feshchenko and many others (Rozental, 1981;
Kokhtev, 1991; Feshchenko, 2003). In Kazakhstan,
many authors have devoted their works to the lin-
guistics of advertising text: E.T. Alim, K.O. Eseno-
va, N. Uali, J. Bekbolatuly and others (Alim, 2014;
Esenova, 2017; Uali, 2017; Bekbolatuly, 2013).

We believe that the definition of the term "ad-
vertising text" should reflect such categories and
characteristics of an advertising text as communi-
cative and pragmatic orientation, manipulativeness,
anonymity, compression, information content, com-
positional construction (structure), as well as lan-
guage units that can be used when constructing a
text, types of intratextual connections, synsemantic
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relations between the verbal component and non-
verbal means. There are special studies devoted to
the language of advertising, but they do not consider
the advertising text in a comparative aspect.

Material and methods

As a research material, advertising is a special
phenomenon at the same time the theory of commu-
nication, sociology, cultural studies and linguistics.
There is no doubt that advertising is not just a form
of mass communication, but a means of intercultural
communication. In this regard, it should be noted
that a significant part of the existing definitions of
advertising text belongs to linguists. This is natural,
because it is in the research field of linguistics that
the task of studying the semantic and communica-
tive organization of sign systems that have a verbal
nature is located. This applies to the advertising text
itself. If we begin to analyze the existing definitions
of the advertising text, then its preliminary conclu-
sions are as follows. First of all, there is a fairly
branched terminological synonymy: along with the
nomination of an advertising text, the following
terms appear in the special literature: advertising
appeal, advertising message, advertising informa-
tion, often the generic name advertising is used as
a doublet.

We consider the advertising text as a component
of the communication chain of the author-text-recip-
ient based on the material of the Kazakh-language,
English-language and Russian-language advertising
messages. Considering the goals and objectives of
the author, as well as the communicative portrait
and ethnic and cultural characteristics of the audi-
ence targeted by the advertisement. In order to com-
pare the content of advertising texts in the English,
Kazakh and Russian languages from the point of
view of the national characteristics of the audience
for which they are intended, the method of compara-
tive analysis is used. Language techniques are con-
sidered depending on advertising strategies in order
to provide speech impact. Models of advertising text
in three analyzed languages are compared. Such an
analysis helps to identify the communicative-prag-
matic and ethno-cultural features of the advertising
text in the Kazakh, English and Russian languages.
The object of the study is the advertising text in the
Kazakh-language, English-language and Russian-
language magazines.

The subject of the research is the processes of
generation and perception of an advertising text, the
form of existence of an advertising text in the mind

of an individual, communication strategies and tac-
tics used in advertising texts, taking into account the
ethno-cultural characteristics of the target audience,
as well as the language means of their implementa-
tion.

The communicative-pragmatic analysis of ad-
vertising texts involves the achievement of the fol-
lowing tasks, such as the definition of an advertising
text as a component of the structure of the author
— text — recipient. At the same time, characteristics
that are universal and specific for advertising text
in English, Kazakh and Russian are revealed. A
comparative analysis of the conceptual model of the
advertising text in English, Kazakh and Russian lan-
guages is undertaken.

Ethnocultural analysis reveals the dependence
of the verbalized content of the advertising text on
the participants in advertising communication and
their ethnocultural characteristics. In addition, it is
necessary to analyze and compare the ways in which
the recipient is influenced by English and Russian
advertising text. Ultimately, this will allow to iden-
tify, analyze and compare the lexical-stylistic and
syntactic means used to solve the communicative-
pragmatic task of the advertising text, namely the
provision of speech impact in English, Kazakh and
Russian languages.

The material of the study is representative advertis-
ing messages about goods in the English, Kazakh and
Russian languages, selected by continuous sampling
from various media sources, especially on TV, radio
and outdoor advertising for text content research. For
instance, the content of the one site has more than 3000
slogan texts (Advertising slogans. URL: https://www.
thinkslogans.com/slogans/advertising-slogans/). In the
research has been processed and analized 310 texts — in
English, 150 samples — in Kazakh and 270 texts — in
Russian which are selected from websites dedicated to
the topic of advertising. These representative texts al-
lowed focusing on the functional and communicative
properties of the advertising texts.

The method of communicative-pragmatic anal-
ysis and the comparative method are necessary to
identify ethnocultural similarities and differences
in Kazakh, Russian and English advertising texts.
It is advisable to use the comparative-descriptive
method, which consists in identifying similarities
and differences in linguistic facts of the same order.

Results and discussion

In the study we see a vivid example of met-
onymic identification with the obvious implied dif-
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ferentiation between advertising as a type of activ-
ity and advertising text as a product, the result of
this activity. For comparison: "Advertising is a text
representing firms, goods, services, etc. in order to
attract the attention of the addressee, to interest him,
to convince him of the advantage of the advertised
object in comparison with others" (Stylistic ency-
clopedic dictionary of the Russian language, 2011:
635). As for other terms, it is necessary to agree with
the opinion of L.G. Feshchenko that "the question
of the synonymy of the concepts "advertising mes-
sage" and "advertising text" is currently not resolved
in the literature, which means that the formal inter-
changeability of these lexical units cannot also be
recognized as harmless" (Feshchenko, 2013). How-
ever, the emergence of the concepts of "address",
"message", "message" — up to the unadapted Angli-
cism "message" is quite understandable from the
idea of maximum intensification of the communica-
tive purpose of the advertising text that was origi-
nally embedded in their semantics and is associated
with the central concept of almost all available not
only "philological", but also marketing, economic,
legal definitions of advertising and advertising text
— the concept of "addressee centrism".

In the well-known scientific works on the lan-
guage and style of advertising, D.E. Rozental and
N.N. Kokhtev (Rozental, Kokhtev, 1981:5), the de-
monstrative priority of the addressee factor becomes
a “common place” of the analyzed definitions. In the
work of N.N. Kokhtev "Advertising style" advertis-
ing is interpreted as "notifying people in all pos-
sible ways to create wide popularity for something
or someone" (Kokhtev, 1991:3), according to V.V.
Uchenova and her colleagues (Uchenova, 2002:298),
advertising texts are “addressed to groups of people
with the aim of encouraging them to make the right
choice and action for the advertiser.” From the point
of view of the authors of the Stylistic Encyclope-
dic Dictionary of the Russian Language (Stylistic
encyclopedic dictionary of the Russian language,
2011:635), "advertising refers to persuasive and in-
fluencing speech, designed to attract and maintain
the attention of the addressee." L.G. Feshchenko
states that the advertising text "encourages the re-
cipient to act" (Feshchenko, 2013:56).

So, it is the emphasized “addressee centrism”
that, in our opinion, should be considered the domi-
nant characteristic of the advertising text as a spe-
cial type of social communication text. Such a sig-
nificant shift of the informational-pragmatic focus
of the communicative parameters of the text, and
hence the research focus in the study of this text,
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towards the addressee factor quite strongly modifies
the traditional methodological and procedural foun-
dations of linguistic and stylistic analysis.

From this it follows that the subject of linguis-
tic analysis of the text is its linguistic organiza-
tion: connections and relations of linguistic means
of different levels, expressing a certain ideological
and artistic content. This definition focuses on the
aesthetic meaning of the text, determined by the au-
thor's intention and reflecting his worldview.

In textual activity in the field of advertising, the
accents are significantly shifted, since here the per-
sonality of the addressee, his worldview acts as the
main factor in text formation. The objective condi-
tionality of advertising text-generation by the mac-
ro-goal to induce the recipient “to make the right
choice and action for the advertiser” highlights the
study of the language organization of the text, not
so much as a “form of expressing a certain content”
(Bolotnova, 2016:50), how much as a form of effec-
tive influence on the consciousness of the addressee.
It is no coincidence that a Russian scientist N.N.
Kokhtev defines the style of advertising "as a scien-
tific and applied discipline that studies the patterns
of functioning in advertising of language means,
compositional blocks, their effective use in order to
optimally influence the recipient of speech", and as
the task of this discipline he singles out "the study of
the use in advertising of diverse speech means, their
selection and evaluation of various options that have
the greatest impact on the recipient of the advertise-
ment” (Kokhtev, 1991: 3).

Thus, the predominantly pragmatic (the defini-
tion "pragmatic" here implements both of its mean-
ings: non-terminological (aimed at practical benefit)
and terminological, adopted in semiotics, linguistics,
communication theory) orientation of the analysis
of an advertising text is genetically conditioned as
an extra-textual determinant — the functioning in the
field of marketing communications (Feshchenko,
2003:10) and the textual communicative-strategic
determinant — the emphasized "addressee centrism".

As a result, many issues of linguistic analysis of
the advertising text (about the types, methods, meth-
ods of analysis, its theoretical and practical results
and the areas of application of these results in sci-
ence and business, and much more) seem to be rele-
vant, urgently requiring a solution. A linguistic anal-
ysis of advertising texts, based on regulatory theory,
can be used in the interpretation of entire texts (oral
and written), taking into account the complex of lin-
guistic and extralinguistic factors and will give an
objective picture of the text system of advertising.
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Adpvertising helps to convey information about
the proposed product to a wide range of consumers.
But before examining the features of the advertising
text, it is necessary to consider the meaning of the
term “advertising”. During our research, we found
different definitions of advertising.

The nature of the economical function of adver-
tising is first of all to stimulate sales and increase the
volume of profits from the sale of a certain product
for a certain unit of time. For this reason, advertising
information has a significant impact on the forma-
tion of the consciousness of each individual.

One of the most important structural elements of
the advertising text, its central element is the slogan.
The main function of the slogan as part of the adver-
tising text is communicative and pragmatic. Slogan
is the company's motto. The slogan is the most visi-
ble element of advertising, as it gets attention several
times more often than advertising in general. There-
fore, it should be easy to read and remember, be
original and reflect the essence as fully as possible of
advertising communication. For instance, the slogan
of one of the pasta companies: “Polyubite vy, poly-
ubyat I vas” (Macarony Sultan. 1998. URL: https://
www.youtube.com/watch?v=kQXygOcXJXw),
“Ty chego zhdesh? Leto! A letom shto budet? Sol-
nyshko!” In translation into English it sounds like
“If you love, you will be loved too”, “What are you
waiting for? Summer! And what will happen in the
summer? Sun!" (Kazakhstani advertising of the 90s.
URL: https://vlast.kz/obsshestvo/kazahstanskaja
reklama 90 h-10536.html).

For comparison, English advertising texts are
created according to the same principle and per-
form communicative and pragmatic functions with
the help of simple and understandable slogans
for consumers: “Finger-lickin’ good” — for KFC
brand, “Taste the Rainbow” — for Skittles, “Have
a break, have a Kit Kat” — for Kit Kat, “Two for
me none for you” — for Twix, “Have it your way
- for Burger King, “At work, rest and play,
you get three great tastes in a Milky Way”
- for Milky Way, “Maybe She’s Born With It. May-
be It’s Maybelline” — for Maybelline (Advertising
slogans. URL: https://www.thinkslogans.com/slo-
gans/advertising-slogans/).

Sometimes life reality interferes with the prag-
matics of slogans: KFC has used the slogan "Finger
Lickin' Good" for 64 years. However, during the
coronavirus pandemic in 2019, when it is especial-
ly necessary to maintain hygiene and wash hands,
many called it inappropriate. The temporary slogan
became: “Just do it” like the Nike brand. Then, at

the end of the pandemic, the company returned its
famous slogan. Russian version “Tak vkusno, shto
palchiki oblizhesh’ ” is still working. Another sam-
ple: slogan for brand Maybelline sounds like “May-
be She’s Born With It. Maybe It’s Maybelline”.
Maybelline actually changed its slogan in 2016 to
“Make It Happen,” but ask anyone today and the
original still reigns. The new slogan was not accept-
ed by the target audience. In the Russian version, it
sounds like ‘Vse v vostorge ot tebya, a ty ot Maybel-
line” — “Everyone is in awe of you, and you are with
Maybelline”, but this is only a free translation of
the English original. According to statistics, to this
day, GreatLush mascara is sold every 1.5 minutes
and remains the most popular cosmetic product in
America (Everyone is in awe of you: the Maybelline
storyhttps://diletant.media/articles/26697670/).

Creativity in writing and creating ads is the only
correct approach. To create a bright, memorable ad-
vertising text, advertisers use multiple techniques.
These techniques include: alliteration, onomatopoe-
ia, rhyme, assonance, consonance, pun, etc.

The most characteristic technique in printed ad-
vertising texts is alliteration, namely the repetition
of vowels or consonants at the beginning of stressed
syllables. Here, alliteration contributes to the cre-
ation of a certain tone that matches the content of
the advertisement. Examples include such print ads:
"the science behind the beauty" — an advertisement
for the salon 'Sally Hansen'; "Jaguar ... Don't dream,
drive it" — advertisement for the 'Jaguar' car (Ad-
vertising slogans. URL: https://www.thinkslogans.
com/slogans/advertising-slogans/); "Fresh  Fast
Fabulous" is an advertisement for the 'Estee Lauder'
cosmetics line (Historic slogans and claims of cos-
metic brands. URL: https://neuroflash.com/blog/
slogans-claims-of-cosmetic-brands/).

Also, the slogan of the Red Bull brand “Gives
You Wings” (literally: “Gives you wings”) is built
on the rhyme, but the Russian version of “Red Bull
okrylyayayaeeet” (literally: “Red Bull inspires”)
loses the rhyme but conveys the main meaning.
The Kazakh option repeats it: “Red Bull kanattan-
dyraaady” with repeated vowels for sound and emo-
tional effect.

The original slogan of Mirinda brand "Live
for now" is transformed with rhyme in the Russian
text: “Zhizn’ khorosha, kogda pyosh’ ne spesha”,
that means literally: "Life is good when you drink
slowly" (Drinking Slogans. URL: https://www.slo-
ganlist.com/drinking-slogans/mirinda-slogan.html).

Here, the sound can be used both in advertising
and in the name of the company, thereby enhancing
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the effect. The use of alliteration is more common
in English-language advertisements than in Russian
or otherwise.

In the early 2000s, the position of Snickers in
relation to competitors worsened. The brand was
losing market share. Therefore, the marketers of
the manufacturer of chocolate bars have determined
what is needed to promote the brand. During the
analysis, marketers found that the brand's communi-
cation is aimed at too narrow a target group — young
men. Snickers wanted to be an iconic brand with
a broad reach and looked to examples from Bud-
weiser, Jeep and Levi's. Advertisers concluded that
in order to build fame, you need to make the brand
more universal. There are universal signs of hunger:
lethargy, fatigue, capriciousness. This makes it dif-
ficult for men to comply with the "code". And in this
case, Snickers bars, which position themselves as a
universal remedy for satisfying hunger, will help to
return “to the club”. In this form, the idea could be
adapted for distribution around the world. Snickers
decided to bet on improving the work of local cre-
ative teams to increase work efficiency.

The message of the campaign, expressed in the
slogan “You are not you when you are hungry,”
(Snickers ‘you’re not you when you’re hungry’: best
global brand campaign ever? URL: https://thebrand-
gym.com/snickers-youre-not-you-when-youre-hun-
gry-the-best-global-brand-campaign-ever/) was uni-
versal and inspiring, so marketers quickly and enthu-
siastically set about adapting the message. The Rus-
sian-language version was adapted to: “Ne tormozy,
snikersny!”, in original: “Don't stop! Grab a Snick-
ers!” (Advertising Snickers/Snickers — "You're not
you when you're hungry" (Mr. Bean). URL: https://
www.youtube.com/watch?v=HTOKhlyB8v4). One
of the Kazakh versions sounds quite acceptable:
“Tezhelme, Snickers zhe!”

Let us take for comparative analysis the forms of
advertising appeals of the Soviet era: “Letaite samo-
letamy Aeroflota”, in English: “Fly with Aeroflot
aircraft”, “Pokupaite sigarety Prima”, in English:
“Buy Prima cigarettes”, ‘“Peyte naturalnye soky”,
in English: “Drink natural juices” and others (So-
viet advertising. URL: https://www.youtube.com/@
user-li2tn2¢s6x).

Such advertising was not a carrier of informa-
tion about the quality of goods and services and did
not have an associative effect on consumers. So, So-
viet advertising was of a conscious nature, that is,
consumers were not subjected to intense and active
pressure from advertisers, since their goods were
still sold.
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Then the era of "perestroika" became the peri-
od of reforming the economic system of the Soviet
Union and was marked by the collapse of the state
monopoly. In independent Kazakhstan, advertising
has ceased to be a form of activity for the sake of
activity but has become a sphere of supply of entre-
preneurial efforts. In the early 1990s, in Kazkom-
mertsbank's advertising, we were not offered to use
a product or service — to open a bank account or put
money on a deposit. However, instead, an attractive
image of the bank is created, in which the most beau-
tiful girl works. It contains a song with the text: “Sa-
maya krasivaya rabotayet v Kazkommertsbanke”, in
English: “The most beautiful girl works in Kazkom-
mertsbank™ and a simple slogan: “My vmeste. Kaz-
kommertsbank”, in English: “We are together. Ka-
zkommertsbank™ (Kazakhstan's Most Memorable
Advertising Campaigns in 30 Years. URL: https://
tribune.kz/samye-zapominayushhiesya-reklamnye-
kampanii-kazahstana-za-30-let/).

At the same time, advertising began to be dis-
tinguished by a national flavor. In a grocery ad, the
charming boy Adil takes part in archery and "maca-
roni" hits the target, and the groom misses with an ar-
row. On behalf of Adil, the text of the advertisement
sounds: “Macarony Adil izgotovleny iz pshenytcy
tverdykh sortov”, in English: “Adil pasta is made
from durum wheat.” At the same time, the aksakals,
the elders of the clan, give their blessing to the boy:
“Etot dzhygyt budet bogatym”, in English: “This
dzhygyt will be rich.” To which Adil replies with
childish spontaneity: “Ya uzhe bogat”, that sounds
in English: "I'm already rich." This advertisement,
in addition to commercial purposes, takes into ac-
count the national values and cultural characteristics
of the country where it was released (Kazakhstani
advertising of the 90s. URL: https://vlast.kz/obssh-
estvo/kazahstanskaja _reklama 90 h-10536.html).

The most discussed issue in our time is also the
culture of language as a means of communication. If
at the beginning of the development of advertising,
print advertising was a priority, now it has become a
permanent component of almost all media resourc-
es, more than all television due to its audiovisual ef-
fect on the viewer. The culture of the language of
modern media resources is a separate area of lin-
guistic study. Among the scientists, the following
names can be mentioned: V.G. Kostomarov, V.A.
Estafiev, E.V. Shilova, E.E. Kornilov, A.V. Kostina
and others (Vereshchagin, 2015). It is the language
of the media as a form of the existence of language
in communication that contributes to the process of
democratization of the literary language, actively
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contacts with non-codified forms and allows their
penetration into journalistic speech. The important
principle that advertising “should be seen as a con-
tribution to the complex symbol that is the image of
the brand, as a long-term contribution to the reputa-
tion of the brand” works in full force in the mass
media (Ogilvie, 2011: 54). The most demanded is
television, the media market has been formed, there
are a large number of both universal and segmented
media by target audiences.

There is an active growth in the volume of Inter-
net advertising and the number of enterprises repre-
sented in the network. There are more print media
in Kazakhstan, but their total circulation is almost
not growing. The print media audience is not only
not growing, but is even shrinking, and many ad-
vertisers are redistributing their budgets in favor of
television.

The sectoral structure of Kazakhstan advertis-
ing is similar in many respects to the Western one.
In our market, such traditional Western advertisers
as the state with social advertising and the financial
sector, primarily banks, are starting to operate.

A competent billboard with advertising text in
the state language is a rarity in Almaty. Sometimes
the meaning of stylistically and meaningfully struc-

Table 1 — Advertising texts of the famous brands

tured phrases is incomprehensible to users, and for
this reason, advertising texts do not correspond to
their genre specifics. Usually the Kazakh advertis-
ing text is a translation copy from the Russian ver-
sion. It has nothing of a living, actively function-
ing language. Let's take an example. The recently
used in the title and as advertising slogan “Birin-
shi bolu — batyldyk™” is a direct translation of the
Russian advertisement “Smelost’ byt’ pervym” —
“Courage to be the first” (Courage to be the first:
How Almaty Marathon became the largest sporting
event in the country. URL: https://the-steppe.com/
gorod/marafon). It's just a subscript, ignoring all the
grammatical and stylistic rules of the language (CF
"Courage to be first". URL: https://pk.uchet.kz/c/
bin/140840008587/).

In this case, the option "Batyl bolsan, zhol
basta!" (literally: “If you dare, then lead the way
first!”) seems to be much better. This is not a
translation paper, but a Kazakh text that cor-
responds to the nature and structure of the lan-
guage. Calques "break" the structure of the lan-
guage, greatly accelerate the processes of its cre-
olization, in other words, restructuring, bringing
the entire language system in line with the rules
of another language.

Brand name | English text Russian text Kazakh text

Snickers Don't stop! Grab a Snickers! Ne tormozi. Snickersni! (liter- | Toktalma. Snickersten!
ally: Don't slow down. Snick- | (literally: Don’t stop. Snickersni!)
ersnil)

LG Fine art for your home Vazhnej vsego pogoda v dome | En bastysy vjdegi aua rajy (literally: The most
(literally: The most important | important thing is the weather in the house)
thing is the weather in the
house)

Coca Cola Always and Only Coca-Cola! | Vsye budet Coca Cola! Bari de Coca cola bolady! (literally: Every-
(literally: Everything will be thing will be Coca cola)

Coca cola)

Pepsi Live For Now Beri ot zhizni vsjo (literally: Omirden barin al.

Take everything from life) (literally: Take everything from life)

Bounty The Taste of Paradise Rajskoe naslazhdenie Zhumaktyn balgyn damin tat
(literally: Paradisaic delight) (literally: Taste the fresh taste of paradise)

Beeline Live on the bright side Zhivi na jarkoj storone Zharkyn zhakta omir sur (literally: Live on the
(literally: Live on the bright bright side)
side)

Indesit We work, you play My rabotaem — vy otdyhaete Biz zhumys istejmiz — siz dem alasyz
(literally: We work — you relax) | (literally: We work — you relax)

Toyota Drive your dreams Upravljaj mechtoj Armanyndy baskar
(literally: Drive your dreams) | (literally: Drive your dreams)
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The above comparative analysis shows that in
most cases, Kazakh advertising exactly repeats
advertising texts without losing the main meaning
and achieving communicative and pragmatic goals.
Underlined words illustrate differences in language
diversities to persuade and influence on choice of
customers. New word “snickersny” in Russian ver-
sion added to the vocabulary of youth slang due
to the creativity of advertisers. “Fine art for your
home” (LG) transformed into the metaphorical ex-
pression “The most important thing is the weather
in the house” which takes into account the figura-
tive thinking of Russian speaking consumers and
refers to the text of the popular song; “Always and
Only Coca Cola!” (Coca Cola) — “Everything will be
Coca Cola!”; simple “Live for now” (Pepsi) — “Take
everything from life” sounds more categorical and
motivational; “We work, you play” (Indesit) — “We
work, you relax” is preferable in Russian and Ka-
zakh mentalities; “The Taste of Paradise!” (Bounty)
— “Paradisiac delight”; but in Kazakh version keeps
original “taste” with additional description “firesh
taste of paradise”. The expression “The smell of a
baby is the smell of paradise” is existed in Kazakh
culture for a long time. In this case addition of word
“fresh taste” is used correctly and takes into account
linguistic and cultural differences in the mindset of
Kazakh speaking consumers.

Conclusion

Thus, an advertising text is a type of text mate-
rial, the main idea of which is to attract the atten-
tion of the target audience to a particular offer on
the market. The main goal is to show the beneficial
aspects of this offer and encourage readers to use the
advertised services, to make a purchase. When cre-
ating an advertising text, the author must adhere to
certain requirements: the text must be precise, short,
simple, original, and have rhyme.

Taking into account the needs and desires of a
potential consumer, as a representative of a partic-
ular nation, the authors of advertising actively use
various verbal and non-verbal methods of influence.

Thus, advertising as a linguistic object of study is
a kind of text, the analysis of which is carried out from
the standpoint of the modern paradigm of research, in-
cluding anthropocentric, as well as national-cultural.
The advertising text reflects the features of the use of
linguistic means that serve to achieve the goal: to draw
attention to the advertised brand, services, and also
demonstrate the national flavor of the people.
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Comparison of advertising text models to
identify the communicative-pragmatic and ethno-
cultural features of the advertising text in English,
Russian and Kazakh languages led to the conclu-
sion that the creators of advertising, with special
attention and knowledge of people's psychology,
use symbolic reflections of the cultural character-
istics of a particular people with their own tradi-
tions, their history, their culture. In fact, adver-
tising becomes one of the communication tools.
This means that if advertising is divorced from the
social, cultural context of our lives, such advertis-
ing is hard to believe. Also, if we pay attention to
the originality of the form of the advertising text,
it is impossible not to notice that the complex text
of the advertising consists of a verbal advertising
text, which in most cases is accompanied by a non-
verbal component, which may include the style of
the font, and the logo, and illustration. In a broader
sense, the components of the advertising text can
be both sound and video. At the same time, it can
be difficult to separate a graphic element from a
speech element, since semiotically they form a sin-
gle whole. This study will be in perspective.

It can be concluded that the use of a certain gram-
mar when creating a text, in particular an advertising
text, allows in advance, using only one form, to set
a certain model for interpreting not even the text it-
self, but a certain extension of this text, which is es-
pecially important in the case of an advertising text.
It is on this that marketing communication with the
audience that goes beyond the advertising message
will depend.

Thus, having considered a number of fea-
tures of the advertising text, we can argue that
the modern advertising text is a complex entity
that can include non-verbal elements, forming a
polycode text. An advertising text does not exist
“by itself”, like a literary text, but is initially in-
cluded in mass communication by its nature. At
the same time, the advertising text is consciously
or unconsciously created and interpreted accord-
ing to certain models that affect grammatical-
syntactic, semantic, social, economic and other
aspects. The key to systematizing the entire
above complex and increasing the communica-
tive effectiveness of the advertising text can be
the analysis of its linguistic side. To do this, it
is necessary to use the functional and semantic
potential of text formation of typical syntactic
constructions as a model for studying the adver-
tising text in a complex.
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