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ADVERTISING TEXTS IN KAZAKH:
CHANGES AND LANGUAGE FEATURES

Advertising is a prominent cultural phenomenon in modern society’s globalization period. Adver-
tising texts are extremely diverse by type and genre composition. Even though the primary function of
advertising is to stimulate and increase buyer demand, in recent years, it has been shown that it summa-
rizes the ways humans perceive and understand the world. Subsequently, an advertising text attracts the
attention of linguists as a unique linguistic phenomenon. The complexity and versatility of advertising
texts require copywriters to consider national and cultural characteristics constantly.

The article aims to draw attention to the transformation in the structure of advertising texts, de-
scribe changes, and discuss language issues of advertising texts. It focuses on determining the qualita-
tive characteristics of advertising texts and how their cultural levels are changing under the influence of
legislation. It also focuses on determining the features of quality advertising texts in the Kazakh language
for Kazakh consumers. The article notes the peculiarity of companies in the advertising industry in the
production of texts.

The language of advertising is very different from other ways of communication in the information
field around each person. Studying the linguistic features of advertising allows us to recognise adver-
tising texts as the database that represents cultural values and ethnic division within a society, and in
linguistic aspect, we can consider it like a mirror of modern information society.

Key words: advertising market, advertising texts in Kazakh, language transformation, types of entre-
preneurship, the national corpora of Kazakh language.
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Kasak TiAiHAeri XkapHama MaTiHAepi:
e3repicrep MeH TiAAIK epekLueAikTepi

>KapHama — kasipri KoramHbiH >kahaHAaHy Ke3eHiHAeri KepHeKkTi MaaeHu KyObiabic. YKapHama
MOTIHAEPI TYPAEpi MEH >KaHPABIK, Kypambl GoMbIHWA 6Te aAyaH. YKapHamaHbiH, eH Heri3ri (OyHKLUMSCbI
bIHTAAQHABIPY >K8HE CaTbiMN aAYLUbIHbIH CYPaHbICbIH apTTbIPy OOAFaHbIHA KApaMacTaH, COHFbl XbIAAAPbI
OA aAaMHbIH, 9AEMAI Kabblapay XKOHE OHbl TYCiHY TOCIAAEPIHIH XXMbIHTbIK OGerHeci ekeHiH KepceTin
oTbIp. Kasip coraH cankec >xapHama MaTiHi epeKlle AMHIBO-MOAEHN KYObIAbIC PETIHAE AMHIBUCTEPAIH,
HasapblH ayAapTbin OTbIp. 2KapHama MaTIHAEPIHIH, KYPAEAIAITT MEH KerNKbIPAbIAbIFbI KOMMpanTepAepre
YATTbIK-MBAEHW epeKLLEAIKTEPAI YHEMI eCKepin OTbIpyAbl KaXKeT eTeAl.

MakanaHblH MakcaTbl — >KapHama MOTIHAEPIHIH KYPbIAbIMbIHAAFbI TpaHcopMauMsFa Hasap
ayAapTy, e3repictepai cunattay. XKapHama MeTIHAEpiHiH TIAAIK MaceAeAepiHe TOKTaAy. >KapHama
MOTIHAEPIHIH canaAblk epekLIEAIKTEPI KOHe 3aHHaMaAaFbl ©3repicTepAiH XKapHamara aCepiHiH AeHreni
MeH TepeHAIriH cunatTay. »KapHamaHbIH, KOFam CypaHbICbl MEH 3aH HOpPMaAapblHA COWMKECTIriHe MaH
6epy. Kasak, TiAiHAEri camaAbl >kapHama MOTIHIHIH Ka3aKTiAAI TYTbIHYLIbIAAPFA KOAXKETIMAIAITIH
aHbikTay. KapHaMma MHAYCTPUSICBIHAAFbI KOMMaHUSAAPAbIH, MOTIHAEPAI AabIHAQYAAFbl epeKLLEeAiriHe
TOKTaAY.

>KapHama TiAi ®p apamMHbIH arHaAacbiHAAFbl akMapaTTbiK, epicTeri KapbiIM-KaTbIHACTbIH, 6acka
TOCIAAEPIHEH alTapAbIKTal epeklueAeHeAi. YKapHama TiAiH 3epTTey >kapHama MOTIHAEpiH GeAriai
6ip KOFaMHbIH MOAEHM KYHADIAbIFbI, 3THMKAAbIK OOAIHICI >KeHiHAe akmnapar OepeTiH Aepekkes
peTiHAe KapacTbIpbIn, AMHIBUCTMKA TYPFbICbIHAH 3aMaHaym aknapaTTblK, KOFaMbIHbIH aiHacbl TYPiHAE
KapacTbipyFa MyMKIHAIK Gepea,.

Ty#HiH ce3aep: >kapHaMa HapbIfbl, KA3aKTiAAI )KapHaMa MaTIHAEpi, TpaHcopMaumsl, KaCinkepAik
TypAepi, Kasak, TiAiHIH YATTbIK, KOprycbl.
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PekAamMHble TeKCTbl Ha Ka3axCKOM si3blKe:
M3MEHEHMS U 13bIKOBble 0COOEHHOCTH

PekAama-BblaalOLLIEECS KYABTYPHOE SIBAEHME B MEPUOA FAOOAAM3ALMM COBPEMEHHOIO OOLLECTBA.
PekAamHble TEKCTbl O4YeHb pa3HOoObpasHbl MO BMAAM M >KaHPOBOMY cOcCTaBy. HecMoTpst Ha To, uTo
CaMOV OCHOBHOM (PyHKLMEN peKkAambl SBASETCS CTUMYAMPOBAHWE W MOBbILEHWE MOKYMNaTeAbCKOro
Crnpoca, B NMOCAEAHME FOAbI OHa MOKa3bIBAET, YTO MPEACTABASET COOOM COBOKYMHbIN 006pas Toro, Kak
YEeAOBEK BOCMPUMHUMAET MMP M NMoHumMaeT ero. Cenvac, COOTBETCTBEHHO, PEKAAMHBbIN TEKCT Kak 0coboe
AVIHTBOKYAbTYPHOE SIBAEHME TMPUBAEKAET BHMMaHWe AMHIBUCTOB. CAOXHOCTb M MHOIOrPaHHOCTb pe-
KAQMHbIX TEKCTOB TPeOYyeT OT KOMMPanTepOB MOCTOSIHHOIO yyeTa HalMOHAAbHO-KYAbTYPHbIX 0COOEH-
HOCTeMN.

LleAb cTaTtbk — 006paTUTb BHUMAHME Ha TPaHCOPMaLMIO B CTPYKTYPE PEKAAMHbIX TEKCTOB, OMU-
catb uameHeHns. OCTaHOBMTbCA Ha S3bIKOBbIX BOMPOCAX PEKAAMHbIX TEKCTOB. KauecTBeHHble 0COOeH-
HOCTM PEKAAMHbIX TEKCTOB M OMMCAHUE YPOBHS M TAYOMHbBI BAUSIHUS M3MEHEHMIN 3aKOHOAATEABCTBA Ha
pekAamy. AKLEHTMPOBATb BHMMAaHME Ha COOTBETCTBMM pekAaMbl TpebOOBaHMSIM 0OLIECTBA M HOPMam
3akoHa.OnpeaeAeHre AOCTYMHOCTU KaUeCTBEHHOIO TeKCTa PEKAAMbl Ha Ka3aXCKOM $i3blKe AAS Ka3axX-
CKOSI3bIUHbIX MoTpeduTeaen. OCTaHOBUTLCA Ha CrieumdrKe KOMMaHMIM B PEKAAMHOM MHAYCTPUM NP
NMOAFOTOBKE TEKCTOB.

SI3bIK peKAaMbl CYLIECTBEHHO OTAMYAETCS OT APYIMX Croco00B OOLEHUS B MH(POPMALMOHHOM
NMOAe BOKPYT KaXKAOro yeAoBeka. M3yueHune g3bika pekAambl MO3BOASET PACCMOTPETb PeKAAMHble TeK-
CTbl Kak 0a3y AaHHbIX, AQIOLLYIOD MH(POPMALMIO O KYAbTYPHbIX LIEEHHOCTSIX, 3THUYECKOM Pa3AEAEHUM
KOHKPETHOro 06L1eCTBa, C AMHIBUCTUYECKOM CTOPOHbI OHO MO3BOASIET PACCMOTPETb €€ B BUAE 3epKaa

MH(OPMALIMOHHOIO 06LLecTBa.

KAroueBble caoBa: peK/\aMHbIVI PbIHOK, Ka3axXxCKO43blYHblE€ PEKAAMHbIE€ TEKCTbl, TpaHC(’bOpMaLll/lﬂ,
BMADbI MPEANPUHNUMATEAbCTBQ, HaumoHaAbHbIN KOpnyC Ka3axCKoro 43blka.

Introduction

Today, the advertising market is one of the most
dynamically developing industries in the world. Ac-
cording to experts, the global advertising market in
2022 amounted to $856 billion, so it is projected to
increase to $1 trillion by 2026, demonstrating that
the advertising market is a dynamically develop-
ing industry, as well as in the global advertising
market as a global emerging market. Thereby, the
global advertising market is developing despite the
challenges. According to the Central Asian Adver-
tising Association’s report, the capitalization of the
advertising market in Kazakhstan in 2022 reached
85.4 billion tenge (AACA, 2022). Currently, the ad-
vertising market of Kazakhstan has changed due to
the influence of two factors: the first is the social
character of advertising, which is directly related to
consumers’ demand for information in the Kazakh
language. The second factor is Kazakhstani legis-
lation. On December 29, 2021, the Law “On the
introduction of amendments and additions to some
legislative acts of the Republic of Kazakhstan on
the issues of visual information and religious activi-
ties” (Adilet database, 2021) entered into force. So,
changes in legislation obliged Kazakhstani compa-

nies to publish advertisements and public informa-
tion in Kazakh.

Kazakhstani companies are adapting to these
changes, while the companies that have yet to adapt
are forced to lose their market share. The changes
in the advertising market also affect advertising
in the Kazakh language. Since the introduction of
amendments to the laws related to the use of the
state language in the general public, more changes
have been observed in the Kazakh-language adver-
tisements: the quality of advertising texts has im-
proved, and the vast majority of advertisers pay at-
tention to the propriety of the Kazakh-language text.
These changes are reflected in the segments of large
and medium-sized businesses. At the same time, the
question of the qualitative features of the advertis-
ing texts in the Kazakh language and the level and
depth of influence of changes in the legislation on
advertising have raised our attention. The complex
processes in society and the systematic nature of the
requirements for using the official language affect
the advertising industry in a wide range of ways.
It is noted that advertisers and advertising com-
panies pay special attention to the Kazakh text of
their advertising about the goods and services they
provide and try to create advertisements following
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the requirements of the law and society. It should be
noted that there are many issues related to the qual-
ity development and distribution of advertising texts
in the Kazakh language and the presence of compa-
nies in the advertising industry during the transition
period. The signs of the transition period are seen
in the lexical stock of texts on advertising boards,
grammatical correctness, and semantic layers. In
this historical and economic period, the relevance of
identifying changes in the language of advertising is
increasing. At the same time, our research focuses
on monitoring the changes in the country’s advertis-
ing market.

Material and methods

The working group began by collecting the nec-
essary materials to implement research tasks. Spe-
cialists of the Institute collected the necessary mate-
rials from January to March 2023. For three months,
in high-resolution mode, they photographed adver-
tising patterns that use various means of communi-
cation. As advertising samples, texts on advertising
boards located on the streets of Almaty and in public
places were taken. To ensure the geographical di-
versification of advertising materials within the city,
that is, the collection of advertising materials from
all city districts, the institute’s staff was divided into
each district and worked effectively. Each perform-
er collected advertising materials from the districts
designated for them. The pictures taken by the per-
formers were timed and geographically placed.

After the collection of advertising samples, the
selection was made. The repeated images, difficult-
to-read text, poor-quality images, and advertising
samples that did not meet the Law “On advertising”
requirements were also excluded. The database was
opened based on the collected materials. The data-
base contains thirteen different metadata and the po-
sitional information about each ad template. From
the database, the following types of advertisements
were selected for research tasks:

- advertising texts belonging to large business
objects, depending on the type of business;

- advertising texts published in public places;

- advertising texts providing information about
the product of the registered trademark (brand);

- advertising texts directly related to the catering
and food industry were selected.

There are several reasons for filtering advertis-
ing materials, as shown above. Since these reasons
directly contribute to the study’s objectivity, it was
necessary not to ignore them. The moratorium on
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inspections of small and medium-sized businesses,
announced by the President of The Republic of Ka-
zakhstan K.Zh. Tokayev in 2020, contributed to
data selection. According to the rules of the mor-
atorium, until January 1, 2024, state bodies could
not conduct inspections of small and medium-sized
businesses, including the ability to verify the com-
pliance of advertising texts with the requirements of
the legislation on language. Therefore, when select-
ing advertising texts, considering the factors of the
moratorium in the country was very important for
the objectivity of the study results. Therefore, the ad-
vertising materials of small and medium-sized busi-
nesses were not included in the study. On the other
hand, it has long been known that, unlike other types
of business in Kazakhstan, large businesses have a
lot of resources and opportunities to advertise in the
Kazakh language. This factor is aimed at the big
business. “Legislation about language” allows the
development of quality advertising texts and placing
advertising on the streets. Therefore, considering the
material possibilities of big business, we focused on
the advertising texts of such objects. In addition, we
have made a research facility in the field of drink,
food, confectionery, and catering from the profes-
sional branches specific to large businesses because
it is clear that these sectors are growing steadily in
terms of the pace of development.

In the next stage of the study, selected advertis-
ing samples were analyzed. The analysis included
information such as semantically correct delivery
of content of advertising text, stylistic conformity,
brand or brand product positioning in the media
space, and target audience of advertising material.
At this stage of the study, methods of proposition,
semantic analysis, and content analysis were used.

Literature review

Before linguistically analyzing the text of adver-
tising, it is crucial to identify the basic requirements
of researchers for quality and fluent advertising text.
Researchers of advertising language and advertis-
ing stylistics D.E. Rosenthal (Rosenthal, 1981) and
N.N. Kokhtev (Kokhtev, 1991), V.V. Uchenova
(Uchenova, 2002), L.G. Feshchenko (Feshchenko,
2003), E.V. Bulatova (Bulatova, 2012), as well as
T.V. Anisimova and S.A. Chubay (Anisimova, Chu-
bay, 2023) focuse on the effect of advertising texts.
Advertising is a powerful tool that entices people to
buy and order goods. In order to be fluent in adver-
tising, it is reported that the language needs to be
widely used. In the text of the advertisement, there
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is an increase in the number of communications
aimed at the recipient. If this is the case, the issue
of choice, selection and rational use of visual aids of
the language, expressive-emotional lexical reserves
and other such tools to attract and influence the at-
tention of the recipient will be identified among the
requirements of the advertising text. Yong and Rao,
for instance, state that the use of visual and textual
blended advertising is efficient in one of the most
widespread advertisement spheres — the sphere of
food advertising (Yong, Rao: 2024). There is also
notable research on how advertising texts corre-
late with both discrimination and representation of
certain social groups, including gender groups and
roles (Lopez-Lopez, Lopez-Villar, 2024).

A.M. Ospangaliyeva analyzes some structural
and linguistic aspects of advertising texts. The re-
searcher explores the structure of advertising dis-
course, highlighting its key components and the role
of important linguistic elements within it. The article
delves into topics such as the discourse features of
advertising language, its communicative traits, and
the pragmatic forms that shape advertising speech
(Ospangaliyeva, 2015).

When it comes to various media types of ad-
vertising, Al-Subhi explores the so-called metadis-
course of internet-advertising, analyzing its most ef-
fective and ineffective linguistic tactics (Al-Subhi,
2022).

N.G. Inshakova noted that it is necessary to cre-
ate a deep understanding of advertising activities
and collect as much information about advertised
goods or services as possible. Her research also
shows the following requirements for quality and
fluent advertising text.

First, compliance of the text of advertising with
legislative and legal requirements (non-compliance
with the basic requirements of the Law “On Adver-
tising”);

Secondly, the compliance of the advertising text
with the requirements of the unique trading offer
(commercial bench, the ability to influence the con-
sumer, attract interest in the purchase of goods or
services);

Thirdly, compliance with the advertising text
with spelling, spelling, and word culture (word cor-
rectness, purity of speech, accuracy of speech, word
effectiveness, etc.) is also essential (Inshakova,
2011: 28-37).

Failure to comply with the above rules in creat-
ing and correcting promotional texts may not only
create incompetent and ineffective advertising texts
but also lead to the mass dissemination of informa-

tion that violates the ethical and cultural norms of
public life. Therefore, in the context of market com-
petition, it is also legal to tighten the requirements
for advertising text for the effectiveness of advertis-
ing.

Do advertising texts meet the requirements in the
information space of the modern Kazakh-speaking
society? Do Kazakh-speaking consumers have ac-
cess to quality advertising texts about the goods they
need? These are reasonable questions. Article 6 of
Chapter 2 of the Law of the Republic of Kazakhstan
“On Advertising” includes the general requirements
for advertising: “Advertising (periodicals) in the
territory of the Republic of Kazakhstan, internet re-
sources, except for news agencies) are distributed in
the Kazakh language, and at the advertiser’s request
in Russian and (or) in other languages” (Law of the
Republic of Kazakhstan on Adversiting, 2003). If
so, it is obligatory to advertise goods or services
in the state language for any advertiser (except pe-
riodicals, internet resources, and news agencies).
According to this requirement, the world’s leading
manufacturers are already advertising their products
in Kazakh. Many of the language problems of ad-
vertising texts in the Kazakh language are caused by
the inaccuracy of this translation and the failure to
create a synchronized norm.

In the process of translating the texts of oth-
er languages into the Kazakh language, artificial
calque is used, and the language construction is dif-
ferent from the Kazakh alphabet. Journalists have
repeatedly voiced these issues concerning the use
of the state language in advertising, and these prob-
lems have become the object of several research es-
says. It is necessary to expand the scope of use of
the state language in the field of advertising and to
improve the quality of the language of translation.
No matter what advertising we receive in the state
language, we come across the advertisements that
contradict the literary norms of the Kazakh language
or have been poorly translated from Russian. For the
full implementation of the state language of the Ka-
zakh language, it is necessary to expand the field of
its use in advertising... We will meet the opinion of
all the journalists (Asanbayeva, 1999: 132) that it is
necessary to develop a mechanism for the transfor-
mation of the Kazakh language into a full-fledged
advertising language as the official language.

In order to meet the consumer needs, trade rela-
tions between different countries are growing every
day. The influence of advertising language has al-
ready increased, and today it is clear that by trans-
lating advertising from one language to another, we

33



Advertising Texts in Kazakh: Changes and Language Features

do not become fluent in culture and different values,
customs and traditions. If so, it is also appropriate to
recognize the translation of advertising as a means
of intercultural communication. This will further en-
sure that the translation of advertising text is high-
quality and engaging. The quality of advertising
translation also has a significant impact on pragmat-
ic advertising activities. Soltanbekova G.A. com-
mented on the pragmatic power of Kazakh advertis-
ing. “The utilization of new uses in advertising text
is more responsible than other texts. The new usage
in the advertising text reduces pragmatic activity. At
the same time, some new uses do not correspond to
the meaning of words in Russian in terms of their se-
mantics. This also affects the pragmatic function of
advertising” (Sultanbekova, 2001:138). If so, taking
into account that advertising as a form of mass com-
munication, the state status of the Kazakh language
is the only influence rarity, the Kazakhization of the
language of advertising, quality and conduction of
advertising translations is an important issue for the
Kazakh-speaking society. In this regard, it is im-
portant to monitor the literacy of Kazakh-language
advertising texts, compliance with the norms of
the literary language, and the quality of translation
texts. This issue will be solved when the digitaliza-
tion of the Kazakh language is fully implemented.
The National Corpus of the Kazakh language should
be filled with the texts of the Kazakh language. The
advertising corpus will be an indispensable tool for
the quality and effectiveness of advertising texts in
the future by providing the collection of Kazakh-
language advertising texts. Since 2023, materials of
the advertising corpus have been collected for the
project National Corpus of the Kazakh language,
initiated by the Institute of Linguistics named after
A. Baitursynuly.

Results and discussion

The Kazakh analogue of the advertising “O3imi3
roii, epkeneitik!” (English ‘let’s joy ourselves’) by
Dizzy club, which produces the most popular soft
drinks and energy drinks among consumers. The
original slogan written as “bamyem cBoux!” (Eng-
lish “we’re enjoying with our people” The com-
pany’s products are distinguished by their colorful
design, aimed at the youth audience and a favorable
pricing policy, and the company’s advertisements
show that they are aimed at the younger audience,
and this advertising text also shows that the com-
pany is focused on the young audience and refers to
the behavior of teenagers. T.F. Efremova’s diction-
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ary “CoOBpEMEHHBIN TOJKOBBIN CIOBapb PyCCKOrO
si3pika’” defines the meaning of the word “cBoit” with
the words “nearest”, “kin”, “natives”, which means
a more successful alternative to the phrase “We will
have fun with close people!”.

Let’s note the advertising of “Doshirak”, which
is well-known in the food industry: “Cenin y3mik
TaHJIaybIH KOPEH XaJKBIHBIH IMbIHANBI IOCTYpIMEH
JKOHE  KOpPEHIIK ~ TEXHOJOTHSIMEH  JKacajFaH.
[Ipemuym-KiTacc paMeHBIHBIH IOMIH TaThII KOPIHi3”
(English “Your best choice has been cooked under
the supervision of true Korean customs and Korean
technologies. Please taste premium ramen’). The
quality of the advertising text is not bad, though the
punctuation is forgotten. However, the length of the
sentence seems to prevent it from being perceived
properly. In addition, there is a violation of lexical
combination of words in the phrase “real tradition”.
We propose to replace it with the phrase “national
tradition”.

The Turkish food company Ulker’s product is
known as “Ulker Laviva” represents themselves
with the phrase in Kazakh “Tannaynsl nomMHeH aybi3
tniniz” (English ‘Try an exclusive taste’) and in
Russian “Hacnaance usbickanubiM BKycom™ (Eng-
lish ‘Enjoy an exclusive taste”). The Russian phrase
“u3pickaHHBIN” means that the product is “difficult
to make”, “accessible only to high-class people”. We
suppose that this phrase may represent the position
of Western culture representative concerning the
meal. But in the Kazakh culture the meal is always
a meal. Thereby the Kazakh nomad past and pas-
toral economy did not allow classification of food
depending on social class or another difference. The
reason is, nomad food culture was based on optimal
food production. So, Kazakh people do not have the
most technologically difficult food production as
in Europe. For example, the technology of making
wines or famous cheeses requires a lot of time, a lot
of labor and participation of numerous specialists.
The word “nzbickannbiit” is likely to represent the
food or product which was made in a complex way.
Accordingly, in Kazakh, to show that the meal is
exclusive, we use the word “ranceik ac” (English
‘rare meal’) and it has a slightly different meaning.
According to the dictionary of the Kazakh literary
language, this expression demonstrates that the food
is common for the people who live in a certain re-
gion, but rare for people who lives in other regions
(Konyratbayeva et al, 2011). Here, the word that
used in the slogan “ranmayner” (English ‘chosen’)
seems incompatible with the Kazakh identity. The
Kazakh food culture has always been simple, and
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the significant part of meals do not need complex
procedures. So, it is represented in language layers.

Let’s take a look at Albeni’s advertisement “Op
MayCBhIMIIAFBl TaHFaXkaiweim’, which is one of the
most famous products of this company. In the dic-
tionary the word “ranraxaifpim” means amazing,
beautiful, beauty. In this regard, the product tastes
different from the new one.

“SNICKERS. CyiiikTi TaFamMaapIbsIH Tapuxbl.
The Snickers is a product of Mars Corporation. It
is one of the notable product which entered the Ka-
zakhstani market after the downfall of the Sovet
Union. It has been on the market for more than thirty
years without losing its trademark relevance and has
become a popular and familiar product for several
generations of consumers. We are also aware of the
consumption of this product by several generations.
Snickers is stored in the minds of several generation
of Kazakhstani consumers as a favourite chocolate
of childhood.

“KULIKOV. Caran apHaiibl Kode
nmaneramaiMez”. To understand the significance of
this message, it is necessary to review the trading
format of Kulikov confectionery stores. Until 2022,
the confectionery shop chain KULIKOV operated
as a store that sold only confectionery products. That
is, only sweets were sold in the stores. Other goods
and products were not available. In 2022, the chain
of confectionery stores was changed and began to
operate in the format of “confectionery store + cof-
fee shop”. Following the changes, the network’s ad-
vertising was changed. The advertising text “Caran
apHaiibl Kode naiibiaaaiMel3” (English ‘We can pre-
pare a special coffee for you’) is intended to inform
consumers about the changes (to tell consumers that
the confectionery line sells drinks and sweets).

“Costa. Paxatrany kyibiaer”. The slogan of the
coffeeshop stores is a calque of the phrase in Rus-
sian “Buxpp Hacnaxnenus” (English ‘whirlwind of
satisfaction’). In Kazakh the phrase lost its primary
meaning and does not burn any emotions. Because
the word “ky#iem” (English ‘whirlwind’) does not
have an expression to make sense.

The Ulker company’s product under the brand
Halley uses the phrase “ce6enciz mepeke” (English
’holiday without reason’). The company positions
the product for the public as a decision for the pres-
ent. The phrase is a calque translation of the phrase
in Russian “ITpazgauk 6e3 npuunnsr’” (English ‘hol-
iday without reason’). The phrase in Kazakh does
not make sense to Kazakh- consumers.

“Fanta. OfiipIHFa KyII JKWMHA, TaMaKTaHY/bI
ymertna” (English ‘Fanta. Be charged for the game,

don’t forget to eat’). The brand Fanta sells in 150
countries around the world. The brand is position-
ing itself as a soft drink for children and teenagers.
Accordingly, the soft drink’s package is designed to
attract a young audience. So, the slogan of the prod-
uct is made following the needs of young people.
The text in Kazakh represents the basic occupation
of children around the world. It’s neediness to play
games. The slogan is calling the young consumers to
be ready to play the game. The next part of the slo-
gan reminds children to eat regularly. Thereby, the
brand pays attention to the problem of a regular diet.
We notice that the slogan in Kazakh is multilayered.
It calls the customers to be active and it also calls
the customer’s parents to be responsible for the diet
of children.

“Coca-Cola. blprakka 6epin” (English ‘Fol-
low the rhythm”). The Coca-Cola’s slogan is a lo-
calization of the “Turn Up Your Rhythm” global
campaign. In Kazakh the slogan sounds fresh and
touches the urban auditory who live a fast-paced
city life.

“Pepsi. [lomine kapaii Toiina!” (English ‘Cel-
ebrate according to the taste!”). The slogan consists
of Kazakh culture’s meaningful concept. It is “Toit”
(English ‘celebration). The “roif” party assembles
several generations of kin and family friends. Gen-
erally, for this type of party kin meet in a special
place and spend a lot of financial resources. So, in
Kazakh worldview, the “Toi1” is a memorable event.
We suppose the company used a strong and concep-
tual slogan for positioning the product.

“MEAT. Ceni m*eat-ka maxsipambia”. It’s the
slogan of the restaurant in Almaty. The restaurant’s
slogan translates in English such as “I invite you to
m*eat”. But the word “m*eat” is written in English.
Thereby we observe the code switching in the slo-
gan’s text and it makes the message complex. We
interpret the message as follows:

1. Invitation to the restaurant. Because the res-
taurant’s official name is “MEAT”. So you can read
the slogan as an invitation to the restaurant.

2. Invitation to eat meat. The name of the restau-
rant represents the basic product of a restaurant. The
restaurant’s name, brand’s name, and the name of
restaurant’s basic product are represented inside the
slogan. If we remove the grammatical hybrid struc-
ture, which combines English and Kazakh words,
and read the phrase, you will read the sentence such
as “I invite you to meat”. It is a popular slang to in-
vite friends to eat together.

3. Invitation to an appointment. The word “meat”
also sounds like “meet” (Kazakh “ke3mecy”). Re-
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garding pronunciation, we can read the slogan as “I
invite you to meet”.

Today, it is possible to see the beginning of a
transformation in the structure of advertising texts.
Although the text of the “traditional media” is re-
flected in the text of the media, there are elements
of “advertising” that the public recognizes. We can
see that text transformation is rapidly taking place
in “non-traditional media”. To explain this trans-
formation, let us consider the insignia of both ads.
While consistent information in the context of “tra-
ditional media” texts is the key, texts that belong
to “non-traditional media” focus on the emotional
aspect of information. The advertising text “Tra-
ditional media” describes the characteristics of a
product or service.

Furthermore, “non-traditional media” not only
describes the characteristics of the product or ser-
vice but also focuses on the customer’s tastes and
needs. While “traditional media” texts are deliv-
ered neutrally, “non-traditional media” texts invite
the consumer to a dialogue of their own. While
“traditional media” attempts to convey emotions
through words without using symbols in advertis-
ing texts, “non-traditional media” does not hesitate
to use the symbols that express emotion. Instead,
“unconventional” media is interested in maximiz-
ing the use of emotion-provoking tools. In “tra-
ditional media”, customer feedback can provide
a great choice of feedback in ‘“non-traditional
media” if it uses popular communications tools
(phone, site, address). In advertising texts in “non-
traditional media”, feedback capabilities are lim-
ited by the technological solutions available on the
market.

Conclusion

Advertising is one of the fastest-growing sec-
tors. The advertising industry has tools with di-
verse text, forms of information, ways of conveying
thought, and design formats. As a result, advertis-
ing has entered different aspects of our daily life.
The text of advertising is a complex type of con-
tent that includes a particular time and space, social
formation, the structure of society, the stratification
of society, the level of development, the social pro-
cesses, local phenomena, global processes, cultural
code, ideological beliefs in society, religious choice
and many other types of information. Therefore, we
see two different trends in advertising texts. The first
trend is that advertising is the most popular type of
content in our information space. Advertising is a
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form of information about a person from birth to
life. This information affects a person’s choice and,
to a certain extent, their life.

Moreover, globalization and digitalization,
which are gaining momentum worldwide, are caus-
ing advertising to enter the digital space aggres-
sively. This shows that advertising will become an
integral part of human life in the future. The sec-
ond trend is a reduction in the term of advertising
relevance. The acceleration of information deliv-
ery technologies has also contributed to advertising
texts. For example, 100 years ago, Zhetysu residents
received information about a new product in an
average of two to six months. Half a century ago,
thanks to the rapid development of television, radio,
and the press, the time was reduced to a few hours.
In the age of digitalization, this figure has been re-
duced to a few minutes. Thanks to information and
communication technologies, the distribution of
information, including advertising, has accelerated
significantly. This, in turn, led to a rapid reduction
in advertising time. As a result, we can observe that
advertising texts generation gains new speeds. So, a
similar phenomenon occurs in other languages such
as Chinese (Huang & Liu, 2022: 144-153), Ukrai-
nian (Teletov et al, 2019: 458-465).

The phenomena mentioned above describe the
changes that are taking place in the advertising mar-
ket in modern times. These phenomena are observed
in the Kazakh-language advertising market. Global
events have a significant impact on the texts of Ka-
zakh-language advertising. However, it is necessary
to recognize issues related to advertising in the Ka-
zakh language. In particular, nowadays, advertising
in the Kazakh language is often displayed as trans-
lated advertising. As shown in the examples, most
of the advertising texts still need to be developed in
Kazakh in their original form.

In most cases, we find advertising texts in the
form of translation from an intermediary language,
more often in the form of translation from the origi-
nal language, and in rare cases in the form of ad-
vertising adapted to the Kazakh-speaking consumer.
This negatively affects the quality of advertising in
the Kazakh language. It should also be noted that
in the mind of the Kazakh-speaking consumer, it
is causing a negative understanding of a particu-
lar brand or product. Given the possibility that the
translated advertising texts, on the other hand, can
provide the consumer with incorrect information,
the wrong advertising texts in the Kazakh language
have become an essential issue for the society. At
the same time, in 2021, the President of Kazakhstan
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amended the Law “On Languages in the Republic of
Kazakhstan” in order to regulate the issue of adver-
tising in the Kazakh language, in particular, Kazakh
translation advertising. Article 1 of the Law intro-
duced the concept of “authentic translation”. This
article is aimed at preventing problems such as di-
rect translation from the original language or inter-
mediary language into the Kazakh language, word
translation, and unreserved translation of the mean-
ing of the word. However, we understand that this
rule requires time for full operation in the advertis-
ing market and requires training of industry profes-
sionals. In view of this situation, we have begun a

project to design a corpus of advertising texts in the
Kazakh language. It is expected that this project will
be a tool for consumers of advertising in the Kazakh
language. In addition, we believe that it is a project
that allows the creation of effective communication
with Kazakh-speaking consumers and has the abil-
ity to solve many problems for specialists in the ad-
vertising industry.

The article was prepared under the Program-
Targeted Funding program BRI8574132 “The
preparation of the corpora of cultural-representa-
tive and advertising texts”.
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