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KOHIIEIIT «bMJINMM» (OBPA3OBAHMUE)
B PEKJTAMHBIX TEKCTAX B KbIPTBI3CTAHE

X.T. A6oypaxmanosa

Wccnepyetcs, kak koHuent “Gunum” (obpas3oBaHne) ncnonb3yeTcs B peknamHbIX TeKcTax obpasoBaTernbHbIX YCIyr
B KblpreiactaHe. V3y4aeTtca 0630p nutepaTypbl MO UCCNefoBaHWSAM peknambl B cucTeme 06pa3oBaHmns. A3bikoBov Ma-
Tepuarn UCCrefoBaHns COCTaBMSIOT MPUMEPbI, KOTOopble Gbinn cobpaHbl METOAOM CMIIOLLIHONM BbIGOPKMU 13 Be6-canTos,
peknamHbIX BUAEOPONMKOB, Nybnunkaumin B coumanbHbix ceTsx Facebook, Instagram, YouTube-kaHanoB rocynapcteeH-
HbIX 1 YacTHbIX YHMBepcuTeToB KbiprbidactaHa. PaccmartpurBatoTcst peknamHble TEeKCTbl, OTpaxaroLume KoHuenT “unum”
(oBpasoBaHwue) B KbIprbI3CKOM M PyCCKOM A3blkax. Takke 13y4atTCA HEKOTOPble peknaMHble TEKCTbI B aHITTUACKOM 5i3bl-
Ke, KoTopble 6bInK co3gaHbl Ha 6a3e HekoTopbiX YHMBepcUTeToB KbiprbliacTaHa. KOHTeHT-aHanna npoBoAMTCS C Lienbio
N3yYeHWS NIMHIBUCTUYECKMNX N SKCTPANIMHIBUCTUYECKUX acrekToB peKnaMHbIX TEKCTOB, OTpaxaroLwmx KoHuenT “onnum’
(obpaszoBaHue).

Krrouesble criosa: koHUENT “ounum” (obpasoBanune); peknama; Kelprbi3cTaH; rocyiapCTBEHHbIE U YacTHbIE YHUBEPCUTE-
Thbl; KbIPTbI3CKUIA 3bIK; PYCCKUIA A3bIK.

KbIPTBI3CTAHOATDI JKAPHAMAJIBIK TEKCTTEPJEI'M «bMJIMM» KOHIEIITI

X.T. A6oypaxmanosa

Makanaga KelpreisctaHgblH 6unuM 6epyy KbldamaTbl TapMmarblHAarel KapHamanblk TekcTTepae “OuMnum” KOHLENnTWH
KONAoHynywy mnsungeHet. bunum Gepyy cuctemacbiHAarel xapHamaHbl n3ungee 6otoHva agabusTrapra cepen ca-
nblHaT. N3unpgee matepunangapb! Keipreidactanaarsl MaMnekeTTVK aHa Xeke YHUBepCUTETTepAnH Beb-calTTapbiHaH,
XapHamarnblk BUAEONopyHaH, counangpik Tapmakrapgarsl Facebook, Instagram cbisikTyy coumangbik TapmakTapaaH,
YouTube-kaHanblHaH YorynTynraH. Kelprbi3 xaHa opyc TungepuHaery “6unumM” KoHUENTUH YarbingbipraH xapHamanblk
TekcTTepre 6acbim xxacanar. KelproldacTaHgarbl avipblM yYHUBEpCUTETTEPAVH GasacbiHaa TY3YNreH aHrmue TUNMHAeru
avipblM >XapHamanbik TeKCTTep Aarbl manungeHan. KoHTeHT-aHanua “Gunmm” TYLUYHYTYH YarbligblpraH xapHamarblk
TEKCTTEPANH NVHIBUCTUKANBIK XaHa 3KCTPanNMHIBUCTMKAanbIK acneKTUNEePUH M3NNAee MakcaTbiHAA Xypry3yneTt. AHrmmc
TUNUHAETV aipbIM XapHamarblk TEKCTTep Aarbl nannaeHert. KOHTeHT-aHanua “Gunum” KOHLENTUH YarbingblpraH xapHa-
Ma TEeKCTTEPUHAENM MMHIBUCTMKATbIK XXaHa 3KCTPanvMHrBUCTUKaNbIK Macenenepan n3nngeere apHanraH.

TyliyHOyy ce30ep: “Ounvm” KOHUEeNTH; xapHama; Kblprei3cTaH; MaMnekeTTUK KaHa Xeke MEHYUK YHUBEPCUTETTEp; Kbip-
rbl3 TUIW; OPYC TUMN.

CONCEPT OF “BILIM” (EDUCATION) IN THE ADVERTISING TEXTS IN KYRGYZSTAN

Kh.T. Abdurakhmanova

The paper studies how concept of “Bilim” (education) is used in educational advertising texts in Kyrgyzstan.
The research explores the literature review on the research of advertisement in education. The language material of the
study is composed of examples that were collected by the method of continuous sampling from websites, advertising
videos, social media posts at Facebook, Instagram, YouTube channels of public and private universities of Kyrgyzstan.
The paper focuses on the advertising texts reflecting the concept of ‘Bilim’ (education) in the Kyrgyz and Russian
languages. Some advertising texts in English are also studied, which were created on the basis of some universities
in Kyrgyzstan. The content analysis is done to study the linguistic and extra-linguistic issues of advertisement texts
reflecting the concept of “Bilim” (education).

Keywords: the concept of ‘Bilim’ (education); advertisement; Kyrgyzstan; public and private universities; the Kyrgyz
language; the Russian language.
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Introduction. Education is acquiring extreme
importance in the context of rapid development
of IT technology. There is growing interest in the
education area in Kyrgyzstan in using advertising
marketing rules. The Universities in Kyrgyzstan
face different changes in the context of market
economy. Therefore, all educational institutions
take their efforts to attract additional funding,
exchange programs, national and international
students. Many universities are applying some of
the marketing practices, including advertisement.
Research shows that most of the Kyrgyz advertising
texts in education are directed to recruit students.
Advertisement texts are written in two languages
mainly, Kyrgyz and Russian. Some universities use
English as the language of advertisement to attract
international students, especially, Medical Schools
of some universities create advertising texts, and
YouTube blogs and channels.

This paper tries to analyze the linguistic corpus
of advertising texts in Kyrgyz mainly, but Russian
texts of educational advertisements are also studied
with the comparison with Kyrgyz texts. Due to
the lack of Kyrgyz National Corpus, the texts
are selected randomly from websites, promotion
videos, social media posts at Facebook, Instagram,
YouTube blogs and videos of Public and Private
Universities of Kyrgyzstan.

Literature review. The concept ‘advertising’
is taken from a Latin verb ,,advertere™ that means
“to attract one’s attention to”. H.M. El-daly claims
that advertisement can be classified into three main
categories: (1) consumer advertising, which is
directed towards the promotion of some product or
service to the general public; (2) trade advertising,
which is directed to dealers and professionals
through appropriate trade publications and media,
and (3) public relations advertising, which is
directed towards society by citizens or community
groups, or by politicians, in order to promote some
issue of social concern or political agenda [1].

H. Skoko, & L. Williams, state that ‘“ad-
vertisement contains mass media texts from ma-
gazines and newspapers, television, outdoor ad-
vertisements use posters, signs and billboards, direct
mail, and novelties such as calendars, pens, posters,
catalogues, directories, and circulars. The aim of
all texts is to construct the image and reputation
of an organization, and its products or services
by carefully presenting messages to a selected

audience” [2]. J. Twible and J. Hensel (1991)
described advertisements as being ‘emotionally
interesting, concrete and imaginary provoking,
and proximate in a sensory, temporal and spatial
way’ [3: 378-383]. M. Foxwell et al argue that
“today, digital advertising plays significant role in
educational sphere, through web traffic to school
and educational websites, while new forms of
advertising have emerged that originate exclusively
from online environments” in the digital era [4].
The texts of advertisement in Kyrgyzstan is studied
by professor G.P. Shepeleva in her paper “Pexitama
B KeIprei3crane: 0COOCHHOCTH SI3bIKa W CTHIIS
(Adverstisement in Kyrgyzstan: the linguistic and
style features). The scholar argues that “advertis-
ing in Kyrgyzstan is a growing field; the rules for
advertising texts are still being established, i.e.
the level of national advertising rather accurately
reflects the general standards of speech and cul-
ture [5]. The paper studies the style and linguistic
issues of advertisements in the Russian language
in the streets of Bishkek. Azizbek uulu Baktybek
studies the languages of advertisements in Kyr-
gyz in his book “PekiaManbIk TEKCTTEPIUH THIH
(The language of advertising texts) [6]. The
work studies the social, cultural and linguistic is-
sues of advertisements in the Kyrgyz language.
The author claims that the advertising texts in Kyr-
gyz should be close to oral Kyrgyz, but conforming
to the standards of the Kyrgyz literary language;
the advertisement in Kyrgyz should pay attention to
the needs of target audience. Abundancy of highly
bookish words may violate the content of advertise-
ment. The advertising texts possess some rhythm in
accordance with phonetic, grammatical and poetic
rules of Kyrgyz. Some grammatical, orthographic
and punctuation errors in the Kyrgyz advertisements
are underlined. The work argues that advertising
texts in Kyrgyz should be pragmatically adequate
to the native Kyrgyz speakers. So, he proposes
the hypothesis that advertising texts in Kyrgyz
should be laconic by their structure, expressive and
dynamic by the meaning and free of linguistic errors
[6: 49-56].

A study of concept of “Bilim” (Education) in
Kyrgyz. The etymology of the concept of “Bilim”
in the Kyrgyz language is derived from the ancient
Turkic word bilig, which comes from the verb
“bil — to educate, study”’. The Old Turkic Dictionary,
published in 1969, gives three meanings to the word
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bilig: 1. knowledge, education. 2. mind. 3. caution
[7]. At the same time, the dictionary gives the
derivatives for “bilig”: biliglig (wise, intelligent),
biligsa (wanting to know), biligsiz (ignorant),
biligsizlik (ignorance), bilimsin (pretending to
know), bilin (to know, to be aware of) [7:99-100].
Modern Kyrgyz uses the term “Bilim” to denote the
concepts “education, learning, reading, science,
information, truth, fact”. The concept “Bilim”
has the synonyms as ‘ilim (science), okuu (study).
But the word “Ilim” has more specific meaning and
stands for the word “science, craft”.

The other terms denoting the process of
education and knowledge are xumen (book), xanem
(pen, pencil), mexmen (school), myeanum (teacher)
and others; these words are borrowed from Arabic
in connection of historical process of Islamization
process of the Kyrgyz peoples since the 8 century
AD. The linguistic rules for these words are applied,
especially vowel harmony is followed according
to the Kyrgyz phonetic system. If most of these
words had religious connotation until the 20the
century, the “secular educational meaning” for
them was applied in early 20" century in connection
of mass literacy project in the Soviet Kyrgyzstan.
At the same time some of those words still reflect
only religious content, for example: medpece
(Arabic: madrasa) — religious school. The Russian
loan words started to be used in education: nap-
ma, cmon (desk), cmyn (chair), oupexmop (head of
school), oocka (board), cymxa (bag). The role of
Russian language in establishing secular education
in Kyrgyzstan is great. Most of the educational
phrases are literally translated from Russian, thus
enriching the vocabulary of Kyrgyz: Munucmep-
cmeo obpazosanus u Hayku — burum 6epyy owca-
HA UIUM  MUHUCIPIUSU, NPOGecCcUoHanbhoe 00-
pasosanue — xecunmuk oOunum 6epyy etc. After
1991, terms of education enlarged their scales;
words from English and other European languages
were introduced via Russian: yrusepcumem
(university); xoaneoxc (college), kpedum cucme-
macwl (credit system), Oaxanaep (bachelor), ma-
eucmp (master), ¢unocogus ooxmopy (Doctor of
Philosophy), armawyy npoepammanaper (exchange
programs), apa cviHakmap (midterm), mparc-
kpunm  (transcript), TOH®JI (TOEFL), axade-
MUSATBIK  YbIHUBLIOBIK  (academic  integrity) etc.
In the digital era the following words appear in the
Kyrgyz language: owunaiin ounum oOepyy (online

education), eebunap (webinar), onnaiin-npezenma-
yus (online presentation), ama-suenepour Bamcan
epynnacvt (WhatsApp group of parents). Brand new
educational phrases have been introduced in the
context of COVID-19: 3yym mexnonoausicol (Zoom
technology), I'ven kaaccpym (Google Classroom),
etc. Most of these words representing concept
of “Bilim” participate in construct advertising texts
on education in modern Kyrgyzstan.

Content analysis of advertising texts
with the concept “Bilim”. Content analysis is
selected for analyzing advertisements representing
the concept “Bilim” in Kyrgyzstan. The data is
collected from websites, promotion videos, social
media posts at Facebook, Instagram, YouTube-
blogs and videos of Public and Private Universities
of Kyrgyzstan. The structure of advertising texts
varies in length: usually they comprise micro-
texts with one or two sentences. For example:
OwMY — KblibIMObIK Madicpwitida, SpmeHKu Ke-
neuex — Osh State University is age-old education
and tomorrow’s future. Here the context uses
antithesis with two phrases: xwurbLMOBIK madic-
pouiba (age old education) and spmenxu xe-
neuex (tomorrow’s future). So, advertisement
tells that ‘Osh State University passed 80 years
of history and it has a bright future’.

I claim that advertising texts of education do
not use colloquial phrases close to the people,
because language of academia is formal and less
expressive. The advertising texts of Osh State
University also frequently operate the phrase Janx
opoenoyy OmMY — Osh State University received
Dank order (National award of Kyrgyzstan). This
sentence may have some expressive effect for the
Kyrgyz audience, but not the international students.
Because international audience do not have any idea
about the honor of Dank order. Osh State University
usually posts advertisement at its Facebook page —
‘Ow mamnekemmux yHugepcumemu’.

The promotion advertisement also contains
the sentences: QMY — ounum swueun avam (Osh
State University opens up the gate of education),
OwMY — canammuin kenunoueu (Osh State Univer-
sity maintains quality of assurance).

The promotion video of J. Balasagyn National
University (in Russian) comprises with information
of numbers related to the university: 6ozee 20 000
cmyoenmos — more than 20 000 students, 20 ¢axyno-
memos — 20 faculties, 5 xonnedaceti — 5 colleges,
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2 nuyess — 2 high schools. The key word in this
advertisement is “kauecmeo” (quality). The last
sentence uses metaphor ‘nymesxa 6 ApKyio JHcuzhs’
that is translated into English as ‘road to life’ (KHY
umenu JKycyna banacacvina — mvi nymeeka 6 sp-
KVIO JICU3Hb U yeepenHoe Oyoyugee — J. Balasagyn
Kyrgyz National University is the road to life and
confidence in future).

Bishkek State University has Instagram page
that is operated in Russian. Again the advertising
context is related to ‘future’ — Buwxexckuii eocy-
oapcmeennblll yHugepcumen — OKHO 8 8auie ceem-
noe o6yoywee (Bishkek State University is your
gate to the bright future). So concept of “Bilim”
(Education) in advertising texts is associated with
gate to bright future, and road to life.

Ishenaly Arabaev State University starts its
promotion video with the name of Ishenaly Arabaeyv,
the Kyrgyz enlightener, whose name is honored to
the University. The advertising text contains the
sentence: HMwenanvt Apabaes amvinoacer Kvipevis
MamaekemmuK YHU8epcumemuy UeUIUKmyy scaui-
mapea maanum-mapous depem (Ishenaly Arabaev
University provides education for the successful
students. Kyrgyz phrase ‘maanum-mapbus’ stands
for education, while ‘maanum’ (6unum) means
‘academic education’, and ‘Tapoust’ denotes ‘moral
education’.

Some private universities as University of
Central Asia in Naryn, American University in
Central Asia apply English and Russian as the
main languages of advertisement. Later American
University in Central Asia started to use the Kyrgyz
language in its websites, information booklets and
promotion videos. Thus, information booklet of
University of Central Asia in Naryn, begins the
sentence The journey begins here or in Russian:
Ilymewecmesue nauunaemes 30ecy. Under the word
‘here-30ecw’ there is a metonymy, i.e. it signifies
The journey begins at University of Central
Asia — I[lymewecmsue nauunaemcs 6 Ywuusepcu-
meme [lenmpanvroii Azuu. American University
in Central Asia usually operates formal language
in its promotion videos; the use of formal language
in advertisement shows that this university wants
to position itself as the academically recognized
and prestigious university in the post-soviet region.
In analysis of their advertising content, the following
phrases and sentences are used in order to shape
the impression of the people about this university:

New Generation Academy — axademuss HOBO-
20 nokonenusi — canvl myyH axkademusicol;, AUCA
community — cooowecmeo AVI[A — BAAY rkoomuy-
ayey; AVIIA — oona bonvwas cemvsi — BAAY — oup
yoy yu-oyne,; Sustainable Development — Yemoiiuu-
soe pazeumue — Typyxmyy onyeyy. Kyrgyz-Turkish
Manas University usually releases promotion
videos, information booklets Kyrgyz and Turkish.
Research finds out that advertising texts of
Kyrgyz-Turkish Manas University imply the
bilateral relations between Kyrgyzstan and Turkey,
emphasizes the common historical and cultural
roots between the Kyrgyz and Turkish peoples. The
advertising texts usually contain words as: keipewis-
mypk docmyey (Kyrgyz-Turkish friendship), canam-
myy ounum — quality education, mapuixsiii Mmypac —
historical heritage. etc.

Conclusion. This paper studied the
advertising texts of the public and private
universities in Kyrgyzstan in terms of using the
concept of “Bilim” (Education) in the Kyrgyzstan.
The research shows that the concept “Bilim”
has formal connotation in Kyrgyz, as it reflects
‘academic study’. The nature of advertising texts
with the concept “Bilim” is diverse in the promotion
videos, information booklets and advertising texts
of the public and private universities in Kyrgyzstan.
Advertising texts have formal character and
they are used to attract the attention of enrolling
students and their parents. Frequently used items
in the advertising texts are 6urum (education),
ounum anyy (to receive education), canammyy
ounum (quality education), Ounumee ymmynyy
(aspire for education), unumoun dxcana OUIUMOUH
opoocy (the center of science and education) and
others. Some neologisms in the Kyrgyz languages
started to be used in the advertisement of academic
discourse: akademusnvik MoOUNOyyayx (academic
exchange, mobility), axademusanvik ubIHYBLIObIK
(academic integrity), maanrvimam mexHONO2UANA-
put (IT technology). The research reveals that some
idioms, and trite figures of speech are also met in
the advertising texts reflecting concept of “Bilim™:
ounum anyy uiine meneHn Kyoyk kazeanoail (to study
is not easy), unumoun Kemun Kasyy (to open the
treasure of education), Kyny-myuny oxyy (to study
day and night).

The concept of “Bilim” (Education) in the
Kyrgyz language also is associated with the words
as awuK — gate (gate to education), keneuex — future
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(as in education is our future), nymesxa — road
(education is a road to life).

The language and content of advertisements
are different in public and private universities.
The public universities use more formal content that
coincides with the national educational policy of the
Kyrgyz Republic, also they use Kyrgyz and Russian,
while the private universities try to attract more
international recognition. Therefore the advertising
texts with educational context by public universities
are characterized by western style of expression and
the texts are usually written in English.
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