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ycTaHOaWThIHBIH Oaiikayra Oonazsl. OTOACHUIBIK KapbIM-KaThIHAC JKOHE O/IET-FYPHIN KaTErOPUSACHI
OoiipIHIIa, OApIBIK VAT OKuIaepl Oipaei kepceTkim kepceTTi. by kepceTkimTepaeH 013 onapIbiH
0TOAChUTBIK KapbIM-KaThIHACKA, COHBIMEH KaTap o/I€T - FYPHIIKA TOJIBIKTal OepiIMereHiH xoHe Oei-
Kall KapalTeIHBIH OaiikaiiMbl3. Enpeme, Oy VITTBIK - MOACHU KYHABUIBIKTapIbl OLTim,
KOJIJIaHFaH/IApPhIH OJIAPJABIH TYINKI TICUXOJOTHSIIBIK MAFBIHACHIH TOJIBIK aHFAPMANTBIH/IBIFBIH
aHFapaMbI3.

KopeITeiHIBIIAN Kene, 013 HOTHXKeNepre CyheHe OTBIPHIN, XKAFbIMIBI KaThIHACTAPABIH Oacka
KaThIHACTapFa KapaFraH/Ia >KOFapbl KOPCETKIITI KOl KOpPCEeTKEHIH Kepemi3. by nmereHimiz
CBIHATYIIBIIAPBIH KaTeropusi OOMBIHINA, YITTHIK KYHIBUIBIKTAP/IbI dKOFAPHI IEHIei1e MEHI€pPTeH
KOHE JI¢ KYHJIEIKTI eMiple >XKui KoyjmaHanael aereH ce3. Conpaii-ak, OedTapam KaTblHACTap
HOTIDKECI OpTa KepCeTKilIke ue Ooybl, SFHU Oyl skepae 0i3 KelOip ChIHAMyIIbUTApABIHITTHIK
KYHIIBUTBIKTapFa Oei-kali KapaWTHIHBIH aHFapambl3. JKaFbIMCBHI3 KaThlHAC KOPCETKINII TOMEHT1
nenreiine. Ce6eli, a3garaH ChIHATYIIBUIAPABIH HOTHXKeJIepl OOMBIHINA, YIATTHIK KYHIBUIBIKTApFa
MyJe MOH OepMmeHTiHAiriH kepemi3. CoHbIMEH, OyJ1 137I€HIC >KYMBICBIMBI3ABIH KENEUIEriH OChI
WITTHIK KYHJIBUIBIKTApJBIH JKOHE 0acka Ja ITHONCUXOJIOTHSUIBIK EpPEKIICNIKTepIH 3epITey el
Oenrisielt alnaMsi3.
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CONTRASTIVE ANALYSIS OF REPETITION IN ENGLISH AND KAZAKH
ADVERTISEMENTS

The role of informationis very high in today's society, and most of the daily consumable of
information is advertising. Advertising language reflects modern phenomenon in the social and
cultural life of society, and it creates new meanings that determine the behavior of most people.
Therefore, advertising as a multidimensional phenomenon is of great interest to linguists and
researchers of related areas.

Sinee adyertising is crucial in our modern society it is one of those disciplines where the use
of language has to be employed in the most efficient and effective ways to transmit the message of
the<businesses to their customers. Therefore, advertising is very important and has become
indispensable in our modern life. In the practice of the advertising in English and Kazakh, people
pay more and more attention to the use of stylistic devices with an effort to make the advertisement
succinct, accurate and vivid and to provide rich imagination and plentiful associations for readers so
as to stimulate their desire. The use of stylistic devices in advertisements aims at arousing and
persuading consumers to buy what is advertised. And their proper use can make an advertisement
sweet to the ear, and pleasing to both the eye and the mind. Thus, a stylistic device as repetition and
its various types are the best choice of language for the advertisers to make up ideal advertisements.

There have also been a number of studies on the stylistic devices used in advertising
language. However, there are not many deep studies on contrast analysis in English and Kazakh
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about a device only. For those reasons, it was decided to carry out a detailed analysis of the topic
entitled: Peculiarities of Repetition in English and Kazakh Advertising Language.

The topic of this work is relevant, since with the development of information technology, a
rapid expansion of advertising commercial activities began. All of these changes are directly related
to advertising texts, which by their significance in the global information process, are compared
today with the news texts in the media.

The advertising texts in modern society perform an important communicative function. It is
rightly said, that - "advertising - is the engine of progress" in terms of a free market of goods and
ideas.

The aim of this work is to outline peculiarities of a stylistic device as repetition in English and
Kazakh advertising texts. In accordance with the aim of the research it is expected toperform the
following tasks:

- to study advertising text, its structure and classification;

- to study stylistic devices used in English and Kazakh advertising texts;

- to clarify the similarities and differences in linguistic features of repetition m English and
Kazakh advertising language.

Since the main point of this study is to point out the similarities and/differences of repetition,
descriptive and contrastive methods are chosen as the general methodology 0t the study. English is
chosen as the first language and Kazakh serves as the second language.

Scientists as I.R. Galperin, S.Thorne, I. Y. Imshenetskaya, K. Knorre, Ph. Kotler, A. Goddard
were engaged in the problems of the study of the language of advertising:

The materials of this study are the modern advertising messages learned from the English and
Kazakh printed sources published in the Internet, outdoor advertising. The total number of studied
advertisements is amounted to more than 100 examples in'Kazakh and English.

The structure of the work consists of introduction, three chapters, conclusion and a list of
references.

Repetition of similar structural units may be intensified by lexical and phonetic repetition as
anaphora, epiphora, alliteration, assonancex

Many linguists touch upon the problem of repetition. Sara Thorne [1, 154] highlights that
repetition is a device which emphasizés an idea'through reiteration. It is a major rhetorical strategy
for producing emphasis clarity, amplification or emotional effect. As a unifying device, independent
of conventional metrics, repetition is.found extensively in free verse where parallelism is reinforced
by the occurrence of actual words and phrases, governs the rhythm which helps to distinguish free
verse from pose.

In short, like many stylistic devices, repetition is polyfunctional. The functions enumerated do
not cover all its varieties.\One of those already mentioned, the rhythmical function, must not be
under-estimated when studying the effects produced by repetition. Most of the examples given
above give rhythm to the utterance. In fact, any repetition enhances the rhythmical aspect of the
utterance.

A rhyme isone of the main factors which brings a special mood into the advertisement text
[25 112]."A'rthyme is a repetition of similar sounds (or the same sound) in two or more words, most
oftenn the final syllables of lines in poems and songs:

It takes a licking and keeps on ticking (Timex Corporation)

Accam! Illonimoi 6accam!(Assam tea)

With the frequent use of rhyme, it can be said that rhyming has a certain effect on customers’
mind concerning phonetic aspect. It looks like a saying, a poem or a piece of music that easily come
to one’s heart. Thus, readers are likely to easily remember the sentence and the brand name of
product as well.

Alliteration is the essence of this device lies in the repetition of similar sounds, in particular
consonant sounds, in close succession, particular at the beginning of successive words [3, 125].

M&Ms melt in your mouth, not in your hand. (M&M Chocolate candies)

Opmexec: co3 - ic! (Opmexc)
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Anaphora is repetition of a word or phrase at the beginning of every clause.

Maybe she’s born with it

Maybe it’s Maybelline. (Maybelline)

Kooipek cesin. Kebipex mam. (Bacardi)

Epiphora is repetition of the same words or words at the end of consecutive sentences,
clauses or phrases.

Feel more. Taste more. (Bacardi)

bip wazvin weinvl ask 6ipeyiyiz ywin. Yaken enepmabvic aoamzam yuiin! (Nescafe)

Mesodiplosis is repetition of a word or phrase at the middle of every clause.

You can do it. We can help. (Home Depot)

- no example has been found in Kazakh

Anadiplosis is the repetition of the last word of a preceding clause.

An epizeuxis is the repetition of a word or phrase in immediate succession, for.vehemence or
emphasis.

Taste Me! Taste Me! Come on and Taste Me!(Doral Cigarette)

Meiipam kene scamwvip! Meiipam kene syncamuip! lllammuikka moavl ©ami cepeimemiH,
Ha&bl3 MeUpamuvly 0amine He xcemeoi! (Koka-kona)

Hardly example of anadiplosis found in Kazakh advertisements. And/t does not stand alone
but combines with anaphora and conduplicatio.

Conduplicatio is the repetition of a word in various places throughout a paragraph.

Values and values for you (VIB Bank)

Be all you can be (US Army)

¥3axk oicymvic icmetioi. 10 ece y3ax. (Duracell)

In brief, the rhetorical operation of repetition combines multiple instances of some element of
an expression without changing the meaning of these .elements. In advertising language, repetition
involves using the same word or phrase, especiallyithe original characteristic of the product again
and again in the text. That is because it helps to imprint the message of producers in the memory of
the consumers. Therefore, it is not surprising that‘repetition is dominantly used in advertising
language.

Repetition of Structure in’ English- Advertising Language (EAL) and Kazakh
Advertising Language (KAL)

Phrasal Level

It is likely that most noun, phrases come in basic English and Kazakh noun phrase structure
consist of a head and optignal modifiers:

Premodifier(s) + Head + Postmodifier(s)

* Possesive + NP

Your potential. Our passion (Microsoft)

Cenin bdcka gupoiy. (Miller)

Memnin ocibexmeti nHazik woxonaovim! (Dove)

*Article + N

TheArmy. The Edge. (US Army)

- no article in Kazakh

*Adj + N

Right service. Right price. (Ford, Australia 1970)

Minciz nazixkmik.(Nestle)

*Intensifier + Adj + N

No secluded beach

No sun-bronzed beauty

No mega-dollar yacht ... (Superlights Cigarettes)

- no example has been found in Kazakh

Sentential Level

a. S+V+0+A
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You got peanut butter in my chocolate!

You got chocolate in my peanut butter!(Reese's Peanut Butter Cups)
- no example has been found in Kazakh

b. S+V+0+C

You've Got a Lot to Live, Pepsi's Got a Lot to Give (Pepsi)

- no example has been found in Kazakh

c. S+V+0

Ifit's a King, It's a Hillbilly - If it's a Hillbilly, it's a King (King Record)
- no example has been found in Kazakh

d. S+V+A

If'it's on, it's in (Radio Times, MCBD)

- no example has been found in Kazakh

e. S+V

Kid tested. Mother approved (Kix breakfast Cereal)

Red Bull kanammanosipaowt! (Red bull)

Table 4. The occurrence of repetition in EAL and KAL

| English | Kazakh
Repetition of Sound
Rhyme + +
Alliteration + +
Repetition of word
Anaphora + +
Epiphora + +
Mesodiplosis + -
Anadiplosis and Epizeuxis + +
Conduplicatio + +
Repetition of structure
Phrasal level
Noun Phrase + +
Verb Phrase X +
Adjective Phrase + +
Continuation of Table4
Sentential Phrase
S+V+O+A + -
S+V+0+C + -
S+V+0 + -
S+V+A + -
S 4V + +
Similarities
- Simple, concise, vivid and attractive are similar features in advertising language both in
English and Kazakh.

- Repetition and its types in English and Kazakh advertising language have high aesthetic
effects in expressing ideas and drawing attention to products or services, making a strong
impression on customers in order to arouse their interest of buying products and services.

- Repetition of structure accounts for the highest frequency in English and Kazakh advertising
language. Ranking after repetition of structure is anaphora in both English and Kazakh.

- English and Kazakh repetitions often do not operate alone but combine together. That is to
say, both English and Kazakh are highly aware of the perfect combination between repetitions in
advertising language. They play a cohesive role to create the coherence for each advertisement.



141

- Advertisers always take advantages of effects that stylistic devices bring about to highlight
the main objective of advertisements.

- to get people be attracted by their products and services. Through these devices, the message
lies in each advertisement can be conveyed thoroughly thus motivates customers to think of and buy
their products and services.

Differences

- The number of repetition of sounds is higher in English advertising language than that in
Kazakh.

- The number of alliteration in English and in Kazakh seems to be equal.

- In term of repetition of words:

+ Anaphora and epiphora in Kazakh account for a higher frequency than those in English.

+ Adiplosis and conduplicatio in English have a much higher frequency than those in Kazakh.

- To the repetition of phrase structure:

+ English advertising language outnumbers Kazakh advertising language in noun phrases.

+ Kazakh advertising language tends to use more adjective phrases.

- English advertisements employ a more variety of surface structures than Kazakhones.

Kazakh advertising is a fairly new sociocultural phenomenon.. The‘Kazakh advertising was
formed largely due to the influence of Western culture, and there are a number of similarities and
differences between them.

On one hand, there are lots of borrowings of Western and Kazakh compositional techniques
of creating materials, advertising images, and lexical meafis, specific Syntax, as well as uncritical
borrowings of the Western consumer and advertiser images in the Kazakh advertising. On the other
hand, in Kazakhstan, the advertising plays a role of a certain literaty text, belles-lettres style. So our
advertising may not be very interesting for an advertised product, but might be interesting for
history with which this product is associated.

Unlike the English advertising, which tends'toigive a certain idea, the most successful Kazakh
advertising tells a story (a history of a product: how it was manufactured, done, made and what it
can be used for). Therefore, the Kazakh advertisingfocuses not on the content but on the form of
expressiveness i.e. stylistic devices. And in order to make people buy the offered product the
advertisers try to create easily remembered ads-with the help of repetition.

The research is carried out in"the light of stylistics. It is a descriptive and contrastive analysis
of repetition in advertising language. This study has tried to present and interpret stylistic features
of one commonly used stylistic,devices in advertising communication. Especially, the discussion
has highlighted the similaritics and differences in stylistic features of repetition in advertising
language in the two languages.

In this work, peculiarities of repetition English and Kazakh advertising text were investigated.
In the course of this work we have studied:

1) the nature of the advertising text, its structure, classification and functional features;

2) the stylistic tools as a way of expression in advertising;

3) the similarities and differences of repetition in advertising language in English and Kazakh
media:

In the course of the study English and Kazakh language advertising texts have been analyzed
from the point of view of the scope of use (cosmetics, food products, household appliances, etc.) of
the recipient (women, men, youth, etc.) as well as the position of the vocabulary, grammar and
stylistics.

The research maybe a good assistance for English teachers in transferring the knowledge of
advertising in general and advertising slogans in particular to their own students. They will have a
deeper insight into the contrastive analysis between English and Kazakh advertising slogans with
respect to linguistic features. Moreover, the teachers can make the study their additional resources
in teaching which may meet the studying demands of their students.

It is important to note that attention to advertising language increases communicative value of
the ads. This aspect requires a more thorough study, as it provides the main impact on the
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consumer.

So, advertising language as a special kind of language is very different from common
language. It has its own features in morphology, syntax, and expressive means. Simple and
attractive are repetitive features of advertising language in English and Kazakh. Different as they
are, all the advertisements are alike in one important way. It is a stylistic device as repetition that
makes advertisements more effective and persuasive.
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KNHOKPUTHUKA KAZAXCTAHA: COCTOSHHUE N IIEPCIIEKTUBbI PA3SBUTUA

OpHMM U3 OCHOBOMOJAraloluX XKaHPOB aHATUTHUECKOHN KYPHAMMCTUKH SIBIIIETCS PELEH3US.
JIo CeromHsIIHEro MHS JaHHBIA JKaHP OCTaeTCsd MAJIOM3YUCHHBIM, OJHAKO, 3TOT (aKT He
YMEHbIIIaeT HEOOXOJUMOCTH JalbHEHIEero pa3BUTHS €Lo B MHPOBOM M OTEUYECTBEHHOM Meaua-
pocTpaHcTBe. Takoil aHATMTUYECKUM JKaHP KaK KUHQPELIEH3US SBJSIETCS OOHUM M3 HauMEHee
Pa3BUTHIX U JOCTATOYHO CIOXKHBIX B CBOEH CTPYKTYpHO-COAEpKATEIbHOU hopme.

[Tporpamma «KynbrypHoe Hacienue» B PecnyOmuke Kazaxcran akieHTHpyeT BHUMaHUE Ha
CTPOUTENLCTBE HOBOI CYNEpCOBPEMEHHOW KHHOCTYJUU, KOTOpas cMorjia Obl OTBETUTh BCEM
TpeOOBAaHUSAM COBPEMEHHOM TEXHUKHU. BCIEACTBHE CO3AaHUS HOBOM KHHOMHAYCTPHH H
JanbHEWIIe TMOANEpPKKH ee JesATENbHOCTH , CTaHEeT BO3MOXKHBIM peanu3alus MOoTEHIHala
Ka3axCTaHCKOTO  KHHeMmaTorpada, «4T0, NpUBEAECT 3a CcOO0OW CIpoc Ha pa3BUTHE >KaHpPa
KHUHOPELICH3HH.

Kunemarorpagpuueckuii kpusuc Kazaxcrana o0yclioBlieH ¢1a00CThi0 (hpUHAHCHPOBAHUS,
OTCTaJIOCTHI0O MaTepHAbHO-TEXHUYECKON 0a3bl MO cpaBHEHUIO ¢ 3amagHbiM (opmarom. Otcrona
BBITCKACT HEXBaTKa KBUIM(UIMPOBAHHBIX KaJpOB, CIOCOOHBIX BBIBECTH HAIly CTpaHy Ha
3apyOexkHbId ypoBeHb. OFHAKO,ATOT (pakT HEe cTan mperpanoi mis co3maanus B 2014 roxy Ha 6aze
obmectBeHHoro (oA, «llentp ILlenTpanpHOa3zmaTckoi KUHeMaTorpapuu» HE3aBUCHMOIO
00BbeIMHEHNS BEIYLINX 3KCIEPTOB B 00JIaCTH KUHOKPUTHKU U KHHOXKYypHanucTuku Kazaxcrana. Ha
CErOJIHAIIHUNA JI€Hb B.w€I0 COCTaB BXOJAT TaKUWE Ka3aXCTAHCKUE >KypHaAIUCThl kak Oubra
Mansiesa, Mana Cwmaunnosa, Jmutpuit MocrtoBoii, Tyneren balitykenos, Oiner bopenkuii u
Kapum KamsipbaeB, ¢ paboTamMu KOTOPHIX MOXHO O3HAaKOMHUTHCS Ha OQUIMAIBLHOM caiite
accouualy, KOTOPBIA MEPEKUBAET CETOMHS SIBHBIN 3acToi. CiemyeT Takke oOpaTUTh BHUMAaHHE
Ha oTcyrcTrBM€ B KaszaxcraHe crnenuanu3MpoBaHHBIX KypCOB, HAIPaBICHHBIX Ha YIIyOJIeHHOE
U3Y4CHNE UCTOPUH U MPOOIEMAaTUKU KUHO, €ro creupuIeckux 0coOEHHOCTE!, a TaKke Croco00B
€ro aHaIu3a.

HenocraTok oTedecTBEHHBIX CHEHHATUCTOB B KUHOMHAYCTPUU M KHUHOXYPHAJIUCTUKE TaK
WIM MHA4Ye CKa3bIBACTCSI HAa BOCTPEOOBAHHOCTH M MHTEpECE HAaCEJCHMs, CTaBUB B IPUOPUTETE Y
HapoJa, Kak MpaBUII0, aMEpUKaHCKUE WIIM POCCUIICKUE Macc-Meua.

B moxareepkneHue 3ToMy B (eBpalie TEKYIIEro roja MHUHHCTP KOMMYHHUKAIlUM |
nndopmanuu PK Jlaypen AbGaeB moaenwiics pe3yibTaTaMH COIMOJOTHYECKUX ompocoB. [lo ux
uToraMm OBII CAETaH BBIBOJA, YTO B JICHCTBUTENBHOCTH Hallla CTpaHa YCTYMAaeT 3apyOexbio U
HY)KJaeTcsl B HOBOM IMOJXOJ€ PelIeHUs TaHHOHW MpobeMbl. B uncie mpuopUTeTHBIX HalpaBiIeHUM
10 Pa3BUTHIO TEJIEBUJEHUS U PAIMO0 MUHUCTP BBIIEINI HECKOJIBKO acleKToB. Cpeny HUX yCUJIEHHE
KOHKYPEHTOCIIOCOOHOCTH OTE€YECTBEHHBIX TEJIECEPHAJIOB B CPABHEHUH C CepUallaMi HHOCTPAaHHOT'O





