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A3bIK PEKJIAMBI U KPEOJIM3ALIUU KBIPT'BI3CKOI'O SA3BIKA

Aunnomauusncel: JKaprnamanvin munu adamea H#cana a0amoblH KblMbLI apakemume ab0aar maacupum
muticuzem, Oyl HepceHu MAPKEMUHSTNEH JCAHA HCAPAHAMAHBIH O3YHOH KOpo anabwvls. bup 6uroupyyny
ao0am3amxa KOHKpemyy maacupiyy 6epyy yYuyH mui manooo Kepek. Buzyanovbik KonmeHm sHcana Ou3ain
Jlcapramaca 2y Heauseu poaody OUHOUM JHCAHA KePEeKMoouyeo 63 madcupun muticuzem, Oupox npooyK-
YUSIHBL UOECHMUDUKAYUSTIO000 HCAHA IN2€ HCEMKUPY YOO MULOUH MAAHUCU HOH.

Aanamoawtyy yuypynoa muneadamoaposii 0pOmMCyHOacbl KOMMYHUKAYUSHBIH Jice KAPbIM KAMHbIUL-
bl HCACOOHYH 9K He2u3eUu Kypaabl Kamapul Kuvlzmam keliam. byn maxanada 6usz memonxyniopeo Kkoyyn
OypoyK:

- 9KU MUNOYY A0AMO2A HCAPHAMAHBIH MuUticuzeer maacupu,

- ana a0amowvll Ol JHCY2YPMYYCYH Kanoauua e3eopmom?

- bup ane bundupyynyn dawkawa accoyuayuanianblubl Mui0epouHr 0320pyulyHe o6atuilanviumyyoy?

Heeuszeu macene? JKapnamauvinap munou cmpamecusiivlk 60AyK Kamapvl KONOOHO anabvl? OKu
MUROYy adamoapovli OuexNcyeypmyycyne maacup bepe araowi?

Maxana K3 unune sco2opydacvl Hepcenepou UTUKIMOOHY MAKCAMm Kbliam

Hezuseu co300p:oicapuama mui, KOMopmo, Kpeoru3ayusi, Coyuo-CeMuomuKaiblK maiodoo

Annomayus: HA3vix umeem MowHoe IusHUE HA 00 U HA UX NOBEOeHUS. MO 0COOEHHO 04eB8UOHO 8
obnacmu mapxemunea u pexiamol. Imodwl nepedamv KOHKpemHoe coodujeHue ¢ Yebio GIUSHUSL HA TH00ell
HCUBHEHHO BANCHBIM SBTISLEMCSL 8b1O0P A3bIKA, . Buzyanvhviii Konmenm u Ou3alii 8 pexiame UMeiom O4eHb
bonvutoe erusiHUe HA ROMPEeOUMENsL, HO UMEHHO S3bIK NOMO2aem JH00IM UOEHMUDUYUPOBAMb NPOOVKM U
3anomuums e2o0. Ipu anobanuzayuu s3vlk Cmaro8Umcst OOHUM U3 HAuboxee HeOOXOOUMBIM UHCIMPYMEHMOM
00uenst MenHcdy TH00bMU, A MOP206IS NOMO2ACM VEeIUdUmMb MEPPUMOPUIO 015 UCHOTb308AHUSL MO20
UU UHO20 A3bIKA. B 0annoll cmamve paccmampusaemest 6ONpocC. GLusiem au blOop s3blKaA 6 PEeKiame
Ha OUIUH2608, HA MUN MbLCIIEU Y HUX 8 OmEem Ha pekaamy. [pyeumu cioeamu, 0Jisi OUTUHEEA, MOdCEm
JI OOHO U MOJICE CaMoe COObWeHUe 8 3A8UCUMOCIU O PASIUYHBIX ACCOYUAYULL, 3A6UCEMb OM S3bIKA,
6 Komopom pexnama npeocmasiena? OCHOBHOU 6ONPOC 8 MOM, CMO2YM JiU PEKIAMOOAMENU UCHOb30-
6aMb SA3bIK UCNOTHEHUSL 8 KAUecmee CIMpame2uieckoll 6eUYUNbl, ¢ KOMOPOU G03MOICHO 2EHEPUPOBAMb
onpeoenenHvle MUnbl ACCOYUAYUL, KOmopble Mo2ym cnocoocmeosams yoexcoenuam. Cyumaemcs, 4mo
IMOM BONPOC PACCMCAMPUBAENCSL OONbULE C MOYKU 3PEHUSL COYUAIbLHO20 No3Hanus. B kauecmee uno-
me3bl MOJICHO OMMEMUMb, YO eClu PeKIamMa Ha POOHOM 53blKe, Jle2ue GbleUNMb CAMOCOSMENbHO-Pe-
hepenmubie MbICAU O cembe, OPY3bsIX, QOMA UNU O POOUHE, KOMOPAsL 8 CE0I0 04ePedb, MOICEN NPUEECMU
K Dolee nO3UMUGHbIM MEPAM OMHOUEHUSL U NOBEOEHHECKUEe HaMEPeHUsl, d (D PeKmul 6030ePACUBAIOMCSL
6 KonmeKkcme nompeojyieHus, NpedCmasieHHoll 8 peKiame

Knrouegvle cnosa: si3vix pexiamol, nepesoo, Kpeoiuzayust, COYUO-CeMuomuieckull nooxo0

Abstract: Language has a powerful influence over people and their behavior. This is especially true
in the fields of marketing and advertising. The choice of language to convey specific messages with the
intention of influencing people is vitally important. Visual content and design in advertising have a very
great impact on the consumer, but it is language that helps people to identify a product and remember
it. In the time of globalization language becomes as one of the most necessary tool of communication
between people and the trade helps to enlarge the territory for the usage of one or another language.
This article considers whether the choice of language in advertising to bilinguals influences the types
of thoughts they have in response to an advertisement. In other words, for a bilingual, can the exact
same selling message cue different associations depending on the language in which it is presented? The
underlying issue is whether advertisers can use language of execution as a strategic variable with which
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to generate certain types of associations that may facilitate persuasion. It is considered that this issue
from a social cognition perspective. As a hypothesis it can be noted that a native-language advertisement
is more likely to elicit self-referent thoughts about family, friends, home, or homeland, which in turn may
lead to more positive attitude measures and behavioral intentions, and the effects are moderated by the
consumption context presented in the advertisement.

Key words: language of advertisement, translation, creolization, socio-semiotic approach

Last two or three decades, developments in the
fields of grammar, general and contrastive linguistics,
semantics, information theory, anthropology,
semiotics, psychology, and discourse analysis etc.
have exerted great influence on general translation
theory, enabling the discipline to broaden the areas
of investigation and to offer fresh insights into the
concept of correspondence on transference between
linguistic and cultural systems. The traditionally
much debated dichotomy between literal and free
translation has been replaced by various linguistically
informed modern distinctions, like Nida’s “formal”
versus “dynamic” [1]correspondence, Catford’s
“formal correspondence”[2] versus “textual
equivalence, ” or Newmark’s “semantic”[3] as
opposed to “communicative” translation.

In connection with the development of different
fields of language we can say about the changes
which are brought the usage of advertisements and
their translation into our everyday usage of language.
So this article is a trial to attract the attention of
this conference’s participants to the translation of
advertisement from English and other languages
into Kyrgyz and how our native language starts
to be creolized when some words in the chosen
advertisements are not translated but starting
to be used as it is in the language where was an
advertisement created.

Kyrgyz advertisement and English advertisement,
which are not only written in different languages,
but also represent different cultures, differ greatly
in terms of linguistic, literary and cultural-social
conventions. We shall not only pay special attention
to certain peculiar ways in which language generates
aesthetic effects in Kyrgyz and to the methods used by
translators to achieve expressive identity in English
but also give insights concerning the cultural-social
values in translation of an advertisement. However,
both literary-stylistic and linguistic approaches
have failed to recognize the nature of advertisement
translation. At present the best approach to studying
translation of advertisement is the sociosemiotic
approach, which has been found to address all aspects
of advertisement translation. This paper intends to

discuss the necessity of introducing the sociosemiotic
approach to translation of advertisement.

What is the sociosemiotic approach? Eugene
A. Nida, a famous American translator of the
Bible, is well known for his works in semantic
structure and translation theory. His comments on
sociosemiotics are quite positive and throw some
light on the nature of the sociosemiotic approach:
“Perhaps the most pervasive and crucial contribution
to understanding the translation process is to be
found in sociosemiotics, the discipline that treats
all systems of signs used by human societies. The
great advantage of semiotics over other approaches
to interlingual communication is that it deals with all
types of signs and codes, especially with language
as the most comprehensive and complex of all
systems of signs employed by humans. No holistic
approach to translating can exclude semiotics as a
fundamental discipline in encoding and decoding
signs.”’[4 ] (Nida, 1993) . The sociosemiotic approach
helps one understand better not only the meanings
of words, sentences and discourse structures, but
also the symbolic nature of distinguishing between
designative and associative meanings. It also
emphasizes the fact that everything about a message
carries meaning. Halliday emphasizes the unity of the
text (language), context (linguistic or non-linguistic),
and social structure and advocates that language
is a unique system of signs with a social function,
capable of expressing the meaning of all the other
sign systems.

Kyrgyzstan is considered as a bilingual country
and all papers at present are being published in
both of the languages Kyrgyz and Russian. But
from everyday practice we can notice that most of
the urbanized population of Kyrgyzstan use more
than two languages, and nowadays it is the usage
of the English language, as it became the most
common language in a globalized world. English is
becoming the most widely used language not only
on internet, mass media, but even in everyday usage
thanks to advertisement. When targeting bilingual
consumers, advertisers have a choice to advertise
in a bilingual’s native language or in the country’s
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dominant language.

But we can see that in most of the cases the
traders do not translate some advertisements or use
the foreign words which are not known for most part
of population and those who knows those words they
are starting to use, and weather those who does not
know want or not they also starting to use foreign
words and the language of those people becomes a
creolized one. From the everyday speech of young
people you can hear the following:

Fe:

1.Mara na oup bypeep Oue MOXKelib B3STh!--
Can you get me Big Burger also.

2. UnTtepeHerTeHn mMara [ yuuu owe Banenmu-
HOHYH KaHBI CYMKa MOJeJbEePUH JayHIIOY] CJie-
naii.-- Can you download the new models of Gucci
or Valentino bags!

Here you can see the sentence in which three
languages are being used, so we can say that the
Kyrgyz language is being creolized by the usage
of foreign words. And at present it is becoming as
a nor of speech among youth and even a little bit
older people too

One way in which advertisers adapt language
to their own use is to take compound words and use
them as adjectives. These compounds often later
become widely used in normal situations. Examples
of these compounds which have become part of the
English language are: top-quality, economy-size,
chocolate-flavoured, feather-light and longer-
lasting.

In the Kyrgyz Language we can notice the
following phrases which are creolizing our speech:

F.e: 1. Maybe she’s born with it, Maybe it’s
Maybelline

Bce B BocTopre ot 1e6s1, A T — 0T «MDpiiben-
JIHY»

baapuvin cen maneanovipmcane. A cenu 60co
«Mpdiioennuny ( Newspaper ad)

2. Cynep yHaa u3JieceH — busjieH raHa TabachbiH
«Totiora nieaTp» bumkek.(billboard)

3. Wiskie «Johny Walker» — taste life -«/]xonu
YokepMeHEeH» kanooHyH jgaaMblH TaT.(billboard)

The language of advertising is, of course,
normally very positive and emphasizes why one
product stands out in comparison with another.
Advertising language may not always be “correct”
language in the normal sense. For example,
comparatives are often used when no real comparison

is made. An advertisement for a detergent may say
“It gets clothes whiter”, but whiter than what?

To ADVERTISE is —to pay for an advertisement
with the intention of reaching new or existing
customers for a product or service.[3]

ADVERTISEMENT - is paid, non-personal,
public communication about causes, goods and
services, ideas, organizations, people, and places,
through means such as direct mail, telephone, print,
radio, television, and internet. An integral part
of marketing, advertisements are public notices
designed to inform and motivate. Their objective is
to change the thinking pattern (orbuying behavior)
of the recipient, so that he or she is persuaded to
take the action desired by the advertiser. When
aired on radio or television, an advertisement is
called a commercial. According to the Canadian-US
advertising pioneer, John E. Kennedy (1864-1928),
an advertisement is “salesmanship in print.”’[4]

In contrast to the western concept of advertising,
the local understanding of advertising is wider- it
includes exhibition events, business seminars,
packaging, printed materials, distribution of gifts
and other means to promote trade activities. The
role of advertising is to remind people about the new
product and to persuade them to buy their product.
For example on TV, radio and internet we can find
different ways of advertising Pepsi Cola or Coca
Cola.

F.E:

Ask For More — bepu ot xwu3nu Bce (Pepsi)
— Byn xamoonn 6aapsis an!

Have a break, have a Kit-Kat! — Ectbs nepepsis,
ectb Kut-kar! (Kit-Kat) . — YoakTeiH 6omco Kur
Kar x5!

Barkhudarov L.S in his “Language and
translation” gave the following definition for
Advertising — this is the type of activity or produced
in its resulting product, the aim of which is an
implementation of marketing or other purposes of
industries, service companies and public organizations
through the dissemination of information to their
paid formed so as to provide increased exposure to
mass or individual consciousness, causing a given
reaction selected consumer audience.[5]

A feature of the social realities of modernity
becomes an increasing role of popular culture in
general and advertising in particular, and the impact
of these phenomena on the formation of mass and
individual consciousness. Regardless of human
desire or unwillingness phenomenon advertising
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aggressively penetrate the private and public life and
is an objective and unavoidable reality. Modern man
as a consumer finds himselfinvolved in an advertising
environment and must constantly come into contact
with it. The study of such a multi-dimensional
phenomenon, as advertising relevant, because it
allows you to deeply investigate the causes, methods
and ways of influencing a promotional product to the
consumer, as well as to maximize the effectiveness
of this action.

Advertising is a special kind of message, which is
unique due to the fact that it combines three structural
components: verbal text, visuals and sound. As one
of the functional tools of the economic process, the
advertising message has a huge psychological impact
on society and its individual members.

Advertising has an impact on people’s behavior,
creating a certain lifestyle. It enshrines in the
consumer’s mind a set of values, ideals, attitudes and
preferences, and thus provides the regulatory impact
on the lives of different social groups.

Today, advertising as an object of study has
a powerful magnet. Economists, sociologists,
psychologists, historians, linguists consider
advertising “their” subject of study, subject to
further research that highlights the complexity and
diversity of advertising as a phenomenon, located at
the intersection of several disciplines.

The aim of this article is intended to broaden
and deepen students’ knowledge in a field related to
the functioning of advertising as a landmark, social
and aesthetic phenomenon and translation of the
advertisements.

Semiotics — the science of signs, which is
the fundamental base for exploring all aspects
of advertising, since the landmark nature of any
advertisement is not in doubt. The study of such basic
concepts of semiotics as text, sign interpretation,
character, and so on, serve as preparation for the
competent copywriter, and for an adequate reading
of the finished product advertising.

Semiotics working with the advertising text,
is closely related to the aesthetic component of

advertising. Since the aesthetic function is introduced
into advertising through its symbolic function, so
semiotics and aesthetics in this case are inextricably
linked as two sides of the same phenomenon. In other
words, semiotic component covers a wide area of our
operations, and we constantly use its properties and
terminology, often without realizing that it relates to
a special science called semiotics. The definition of
semiotics in general terms can be given as follows:
semiotics — the science of signs and sign systems,
which analyzes the nature, properties and functions
of signs classifies sign indicating the way of their
development.

In the life of all living beings — both man
and animals — the signs are very important, they
are based all human activity, and many forms of
animal behavior. That is why many sciences deal
with characters — these are linguistics, psychology
and mathematics and cybernetics, and so on. For
example, linguistics deals with the natural signs
of national languages, psychology explores the
development of iconic situations in ontogenesis
(in child development), signs in math function as
abstract entities, and so on.

A sign function in the modern world of
advertising associated with the establishment of
effective promotional activities and its impact on
the consumer. However, none of these and other
areas not covered overall, holistic problem sign in
abstraction from its specific characteristic of this
science properties.
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