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Maxkanaoa scapHamanvii asvlpKbl KOOMOYK, SKOHOMUKA-
JBIK, CAACUIL, COYUANObIK ACAHA MAOAHUT MYPMYUWMALbl AI2AH
0pOYy, MAAHUCU JHCAHA DYHKYUACHL MYYPALYY KbI3bIKIYY HCAHA
akmyandyy maanuimammap Oepunem. JKapnamanwin necuseu
Kamez2opuanapbl KOPCOMYAYH, anapoachl dHceke 63yHO MYHO3-
oyy boneon eszouenykmepy auviivin bepunem. OuioHoou e
Kuipeviscmanoaevl anenuc, opyc muidepunoesu HapHamaniap-
ObIH KbIP2bl3 MUTUHE KOMOPYIVULYHOA2H! AUpPbIM UUSUTUKMED
MEHEeH KeMmupuaun JCamKaH KeMuunukmepu JCOHYHOO Gaxmuol-
MUCANOApOvIH He2usunde co3 bonom. Anenuc, opyc Jdcauna Koip-
2bl3 MUNOEPUHOeU HCAPHAMA MEKCMMEPUHUH CIPYKIMYPACHI-
HbIH 632040IYKMOPY MAnd0020 ANbIHbIN, ANapOblH CeMAHMU-
KAAbIK KYPAMbl AH2IUC HCAHA OPYC MULOEPUHEH KbIP2bL3 MULU-
He KOMOPYI2aH HCapHAMA MEeKCMMepUHUH He2usuHoe ayblibin
bepunou. Mvinoan muiuukapuvl, MaKaiada HcapHama YaKvipbik-
mapwl (C102am), 2e3um HCapHAMACLL HCAHA MENEKOPCOMYYIO2Y
orcapramanap mandaHam. AHOGH MBIUKAPbL AH2IUC JHCAHA
opyc munoepuHoezu JHCApHAMd MeKCMMEPUHUH Kblp2bl3d KO-
MOPYAYWLYHYH Ya2ynepy O0a bepunem.

Hezuzzu co3oop: mexcm, scapnama, KOMopmo, mui, cos,
CNI02aH, CEMAHMUKANBIK, SPAMMAMUKATNLIK, COZMO-CO3 KOMOp-
MO, 8apuanm.

B cmamve paccmampusaromes unmepecHvie u akmyaib-
Hble MAMmepuansl 0 3HAYUMOCIU U (DYHKYUAX peKiambvl 8 00-
WecmeeHHOU, IKOHOMUUECKOU, NOAUMUYECKOU, COYUATbHOU U
KVAbMYPHOLL HCUHU 00ujecmed, 0aromesi onpeoesieHusi 0CHO8-
HbIM Kame2opusiM peKiambvl, d makice ux XapaKxmepHvle 0Co-
bennocmu. Kpome smoeo 6 cmamve oaromes paxmul-npumepol
nepeeooa peKIamMHbIX MEKCHO8 C AHIULCKO20 U PYCCKO20
A3bIKOB HA KbIPSbI3CKULL A3bIK, C YKA3AHUEM HA NOJIHOYEHHOCMb
U HeOOCmamKu 6 npoyecce nepesood, GulAGIAIMCA 0COOeH-
HOCMU CIPYKIYPbl PEKIAMHBIX MeKCnOo8, ONUCLIBAIOMCS ce-
Manmuyeckue cocmagiaouue OAHHbIX MeKCMo8 Ha Mamepua-
Jle MeKCmo8 PeKIaMbl, NEPEBEOCHHBIX C AH2UNICKO20 U PYCCKO-
20 A3bIK08 HA KbIPebl3cKull A3vlK. B cmamve makoce ananusu-
PYIOMCSL CIO2AaHbl, 2azemmble peKidmHble MeKCcmbl, d MaKice
peKnama Ha menesuoeHuU; Kpome 3mo2o 0armcs coOCmeeH-
Hble 8apUAnmMyvl NEepeaood NPUMepPO8 U3 PeKIAMHO20 MeKCmd.

Knrwuesvie cnoea: mexcm, pexiama, nepesoo, A3bIK,
ClI080, CNI02AH, CEMAHMUYECKUL, SPAMMATUYECKUL], OOCLO8HbIlL
nepegoo, eapuanm.

The given paper contains interesting and topical mate-
rials related to the role, significance and functions of the
advertising texts in the public, social, economic, political and
cultural life; the main advertisements categories and their
features have been shown. Translation has been considered to
be the complicated process with its accomplishments and failu-
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res, therefore, based on the advertising texts translated from
the English and Russian languages into Kyrgyz the author has
demonstrated the number of factual examples. The paper is de-
voted to the peculiarities of advertising texts’ structure;, the
semantic constituents of the advertising texts based on the ma-
terials translated from the English and Russian languages into
Kyrgyz. Besides, the slogans, newspaper advertisements and
TV commercials have been analyzed in the paper; in addition
the translated versions of several advertisements examples
have been given.

Key words: text, advertisement, translation, language,
word, slogan, semantic, grammatical, word-for-word transla-
tion, variant.

At present time the role and significance of adverti-
sements has become very important, which is closely
connected with the development of high technologies
and Internet. Nowadays it is impossible to succeed in
business without the advertising means. According to the
historical sources, the origin of the very first advertising
billboard has deep roots in 1593 [1; 2010], so we can say
that the past generations also were in need of the effec-
tive and productive functions of advertisements. Based
on both the old and contemporary advertising texts the
advertisements are to be short, expressive and contain
catchy phrases. The real advertisement should be able to
make a recipient see all the shapes and colours, motions
and sounds, tastes and smells, emotions and feelings; and
provide a recipient the maximum of reliable and useful
information. The main component of the advertisement
is a word, every word in its turn is supposed to be the
linguistic unit expressing the definite meaning, thus
selecting words in the process of advertisement making
is delicate and reasonable activity.

According to the dictionary sources the definition
to the word “advertisement” is given in the following
way: a piece of information in a newspaper, on televi-
sion, a picture on a wall, etc. that tries to persuade
people to buy something, to interest them in a new job,
etc.; something (such as a short film or a written notice)
that is shown or presented to the public to help sell a
product or to make an announcement [2; 2002]. The
advertising agencies and companies have a significant
role in the process of attracting customers’ attention and
as a result of it customer’s using the given product. The
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advertising text must be created taking into account the
modern trends, the fashionable accessories, the celebri-
ties” involvement in order to make the product much
lovelier and at last the powerful and meaningful adverti-
sing content.

If to mention about the types of the advertising
means they can be divided into the following categories:
a) billboards — usually huge outdoor advertising structu-
res put in main roads or top of buildings; b) advertising
slogans — professionally created expressions with an aim
to draw people’s attention, fe. “Life Tastes Good”
(Coca-Cola), “Think Different” (Apple); «Kueu na sap-
xou cmopone» (bunaiin); c¢) television commercials —
advertising texts or clips broadcast on television. Nowa-
days all types of advertisement are considered to be
widespread and productive in the modern business
society. In some cases the advertising text may be able to
change the models of social behaviour and attract
people’s attention to the most significant issues [3;
2017]. Sometimes the creations of advertisement makers
become the places of sightseeing due to their originality
and scope.

In the world of colourful advertising texts the slo-
gans play the role of a main tool for tempting costumers’
attention. The slogan’s language is to be bright and brief,
aiming to appeal a reader’s attention; the abundance of
stylistic and lexical means in the slogan texts makes a
translator come across with a number of difficulties.
Besides the excellent knowledge of two languages the
translator should take into account the languages’ nation-
nal and cultural peculiarities; try to give the text’s emo-
tional colouring in order to achieve the efficiency in the
target language. Despite of being short and catchy the
translation of slogans may cause a number of difficulties
to a translator, it is necessary not just to translate the
given phrase but also try to keep its laconic structure and
the original message towards the customer. We have
gathered several slogans in English with its translated
Russian versions and tried to give their translation in the
Kyrgyz language:

Gillette. The Best a Man Can Get - Gillette. JIyuwe
ona myscyunsl Hem — Kunem. Opkekke 9K HcaKUIbICHIH
bepem — trying to keep the rhyme given in the source
language.

Mpr. Proper will clean your whole house and every-
thing that’s in it - C Mr. Proper geceneii, 6 oome 6 08a
pasza ovicmpeit! - Mucmep Ilponep yuyny3oy oam sne
manmasa kelavin koem — in Russian variant the rhymes
seceneti and 6vicmperi make the phrase sound more
effective; in the Kyrgyz translation we have tried to
strongly emphasize the word masza giving its superlative
degree manmasa.

Obey your thirst - He Oaii cebe 3acoxuymo -
Cyycynynoy kamnowip (“Sprite”’) — in English-Russian
versions the antonymic translation has been used, in
Kyrgyz the meaning is much closer to the source text.

Have a break... Have a Kit Kat — Ecmb nepepuia...
Ecmo Kit Kat — D¢ aneanoa sy scaxwwicor Kum Kam — if
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in English and Russian variants we may see the pheno-
menon of linguistic parceling (mapuemtsinust) in Kyrgyz
we have just given the meaning in the completed way.

A taste of paradise - Paiickoe uacnasicoenue —
Bevvwmun oaamer (“Bounty”) — if we translated word-
for-word from English into Russian we would have gxyc
pas but the translators preferred to make it more resoun-
ding, in the Kyrgyz variant we have word-for-word
translation which completely gives the semantic colours
of the source text.

Think Different — [ymaii unaue — bawxaua otiion
(Apple); Melt in your mouth, not in your hands — Taem
60 pmy, a He 8 pykax — Koaynyzoa smec 003yny3oa
aputim (M&M'’s).

The Power of Dreams — Cuna meumul — Kolsnviy-
Ovin kyuy (Honda).

There are some things money can’t buy. For
everything else, there’s Master Card — Ecmb Heckonvbko
seuyetl, KOmopwle Heb3si Kynumo. st 6ce2o ocmanbhozo
cywecmeyem MasterCard — byn Oyiinede axuaza ca-
mulievic Hepcenep 6ap, bawkacvina MacmepKapo osca-
paiim (Master Card) — in the given examples above in all
three languages the semantic completeness has been
achieved with the help of word-for word translation.

Some slogans in the Kyrgyz advertising discourse
are translated from Russian keeping the grammatical and
semantic features of the target language, for example:

300posve — kniou K ycnexy - Jlen coonyk — utleunux-
MuH auKvlusl (Kodesas numvesads 600a) [4; 2018].

Eeponetickuti 6aux - 3a uzmeneHue u passumue —
Espona 6anxel — e320pyy dcana onyeyy yuyH.

PRADO - Jlogepvmecv npogpeccuonanam! Iloce-
mume naw kny6! — PRADO - Buzoun aducmepubusee
uwenun, knyoka Kow Kenunusoep! (Sport Club
“Prado”).

Himalaya Herbals — maiinet npupoowsr ona Bawet
kpacomul - Himalaya Herbals — mabuammoin coipaapol
Cu30un cynyynyay4ys yuyH.

Typucmuuecxoe acencmeo “Lirus Travel” — cea-
0ebHoe nymeuiecmesue 80 6ce CMPAHbL MUPA 8Mecme ¢
namu - “Lirus Travel” casxam acencmeocy — dan aiivi-
yo13 OyuHonyr Cuz kaanazan OypuyHOa omem.

JKusu na sproii cmopoue - JKapxvln dscakma sHcamia
— (Beeline mobile company) [5; 2012].

Taking into account the fact that almost all adverti-
sements in Kyrgyz are being translated from Russian and
English, we should accept the fact that plenty of words
enter the Kyrgyz language without any changes — mostly
these words are international words which are given in
the majority of languages in the same way, for instance:

o the word balance — Bbananc myeonoyby? — ba-
nanc Ha Hyne? - advertisement made by Megacom
mobile company to introduce calling service at zero ba-
lance. The word balance is not translated into Kyrgyz,
although the given word might be replaced with the
word “Oupauk” as 6upoux myeondyoy; baranc non bon-
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co 0a uanviywlz — 360HUMe Oadice Npu Hy1esoMm balaHce
[6;2014].

e the word portal - an Internet site providing
access or links to other sites — Super KG nopmaner —
advertisement of a tabloid newspaper.

e the word smartphone has become the widely
spread word in the world of new technologies develop-
ment - Cenun Kovisanvigoacvl cmapmepon — Cmapmeon
meoeii meumsi (Beeline U 8500 smartphone),

e in some cases the transference occurs directly
by adding inflectional morphemes which do not change
the meaning of the word — O3 mapugmux nianviyov
mysyn an — Co3nait ceoii tapud; Uikemoyy mapugdmep
— I'mbxme tapudsr [7; 2013] (Megacom mobile com-
pany).

There is a great number of words used in the Kyr-
gyz advertisement language without changes, for ins-
tance, cymc - sms, poymune - roaming, npoguie — profile,
onyust —option, eepcus — version, 6roe — blog, VIP
caynua, VIP metimanxana — VIP sauna, VIP hotel, 6onyc -
bonus, caum - site, cuapmepon — smartphone.

Among the Kyrgyz advertisements there are plenty
of words which were partially changed while being
transferred into Kyrgyz, for instance, sumummeeo — limi-
ting - iumumuposeanue, limitation - numumayus, HOMyp —
number (mobile phone) - nomep, mapugpmenyy — tarif-
fing — mapugurayus, kpeoummux — credit — Kpedum-
HblIL, KOPROpaAmuBouK — corporate — KOpnopamueHulii,
Mobundyy — mobile — mobunbHbI, KOHOUOCHYUATOYYIYK
— privacy — KOHGheOeHYuanbHoCMb.

At present the advertisement industry in Kyrgyz-
stan has become one of the widely spread phenomenon
of society. The ads have been developing and rapidly
increasing since our country gained its independence in
1991. The advertisement as a main business vehicle has
surrounded us from all the possible scopes: in television,
radio, Internet, social networks and our environment as
well. Unfortunately, there is a fact that majority of ad-
vertising texts are being translated from Russian without
taking into consideration the cultural and historical
features of the nation and a language either. For instance:

® bicbIK ap3andamyynap — announcing about the
big discounts of children cloth, if to translate word-for-
word translation — Hot Discounts, which might not
sound semantically right, here we can use the phrase
“hot deal” or “fire sale”. The phrase viceix apzanoamyy-
aap was translated from Russian «ropsume CKuIKm»
which meaning cannot render its proper semantic mea-
ning; in the Kyrgyz language it is better to use the num-
ber of other adjectives to show the low prices, for
example ab0an momen baanap, Koliia MOMOHOOMYICOH
baanap and other variants;

e cemmuk owuoap — Internet games advertise-
ment, word-for-word translation from Russian cemesbie
uepet, it would be better to translate as unmepnem oron-
dapwl,
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o cylykmyynepee kamkopoyk merern! — the slogan
was translated from Russian - ¢ 3a6omoui o a06umsix!
(T'asnpomnepmov) — in the Kyrgyz language for close
people it is better to use the word orcaxvinoap (-vbinwi3),
JICAKBIH A0AMOap - JiCAKbIH A0AMOAPbIHbL3 YUYH KAM
KOpyy (kam kepynys);

® Jwconcy30ykka kowi cokky again the phrase was
translated from Russian, in Kyrgyz the word swconcyzdyx
has been used in a wrong semantic context, as if pointing
at being unlucky or in failure; translators have used a
wrong calque here, in real the idea was about the bad
quality of roads and the superiority of a car as an
awarding prize for regular customers of this petrol sta-
tion, as in Russian the word 6e3zdopoorcwve is being used
in order to say about the off-roads — in English it might
sound as a two-punch blow to off-roads - deotinoii yoap
no 6ez0oposicvio (Illapmuep negpms), we would translate
this phrase as orcormanoabac memup myanapovl ymyn
ANbINBI3 OF 9K MBIKIbL EMUD HCOP2020 3 DONVHY3,

® ap 6up muilyyoe mabuticammeix the advertise-
ment of dryer sheets’ naturalness when touched — again
the phrase was translated from the Russian source
variant - HamypaibHocms 6 Kadxcoom kacanuu (Paper
company, caigemiku) - in the Kyrgyz translation the
words were chosen without keeping the semantic rules of
a language — the words muityy and mabutiecammuix can-
not be used in this very context. It was better to translate
into Kyrgyz as mabueviii scymMuiakmoikmsl ce3unu3
which sounds more appropriate from semantic point of
view.

Besides, there are cases where the source text was
translated partially: npoorwcepoux 6opbop — npoodiocep-
CKULl YeHmp, Xum-vipysbl — Xum-nesety, Moli3amcol3 Mu-
epayus — He3aKOHHAs MUcpayus, pacmuii oucmpudvio-
mop — oguyuarbHulll OUCMPUOBLIOMOP, MENeKOPCOMYY
cmapm@ponoo — menesuderue 6 CMapm@poHe, Kolpebl3
MunuHoe OHAAUH OuruM bepyy — OHNauH 0bpazosanue
Ha kvipevizckom azvike and other examples.

The English language has also made its contribu-
tion in the advertisements in Kyrgyz mainly in the form
of transliteration, for example:

Happy Bakery — matipamovix mopmmop, Kankeux-
mep, maxapynoap, ketiknonc [8; 2018] — the name of
confectionary is in English itself; or in the following
example — Zalkar Cmpou Hnocenepune — the effort of
keeping the source language variant [4; 2018].

The advertisement language including the slogans
has become a principal branch of linguistics with its
peculiar characteristics and original structure; with the
help of advertisement texts the language becomes wider
and larger. Thus, a text of a slogan is created with the
help of vivid, bright verbal means and serves as a main
weapon of people’s communication and cooperation; in
the process of translating slogans into the TL a translator
is to take into consideration all the powerful translating
techniques in order to make the translated version as
close as possible to the SL version.
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