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Abstract

Such a specific element of political communication as a slogan, which is often used within election
campaign, has been to the present day a less studied issue in the Russian and Kazakh political linguistics.
Nowadays this genre of political text is being mainly mastered by the sociologists, politologists, image-
makers, etc., dealing with the issues of electoral technologies. This article deals with the study of
functional-semantic features of lexical units of a political slogan which are characteristic for the election
campaigns of Russia and Kazakhstan held in the period of recent decades. This research analyze common
lexems associated with the election process and detecting a high degree of frequency. It is the commonly
used vocabularythat forms the basis of the dictionary of any national language.The works of famous
Russian, Kazakh and foreign linguists form the methodological basis of the article. The factual material of
the research allowed using several methods such as comparative-contrastive, statistical, descriptive and
etc. The comparative analysis revealed not only universal lexical-semantic units, but also the differences
of lexical items, which are reflected in the slogans of election campaigns of both countries. The results of
the study show that the functioning of a political slogan is determined by its main communicative

objective—to establish the dialogue between the participants of the electoral process.
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1. Introduction

One of the genres of political discourse due to its functional specificity is a slogan, which has
entered the scientific circulation in recent years. Performing regulatory role, today the slogan plays a
leading role in political communication and is being mastered mainly by researchers and analysts
involved in election and pre-election technologies.

The Dictionary defines slogan as "a call, expressing a guiding idea, task, requirement in a short
form" (Ozhegov, 2018, p. 472).The purpose of the political slogan as a communicatively directed text is
to influence the consciousness and behavior of the electorate. The realization of this goal is only possible
if a voter establishes a contact and understanding with candidates. In this case there is a need for a good
slogan representing a positive image of a politician or party within a few bright, memorable words,
realizing an expressive function (Chudinov, 2017). In other words, the text of the slogan should facilitate
the interaction between the politician and the voter and it should have a communicative orientation
(Nugumanova, 2019).

According to the researcher Akhatova (2006), "politics is perceived and interpreted through the
speech by means of which politicians inform, hide true goals, convince, recommend, comment,
manipulate and govern" (p. 5). The choice of language means of the slogan plays a decisive role in
creating a positive image of the candidate, assessing his activities and motivating voters to see a particular
politician in a certain position (Skulimovskaya, 2017).The content of any political slogan implies that it
contains commonly used words and specialized means of expression, which have been called political
vocabulary.

The works of Steksova and Krylov (2018), Pakhalyuk (2018), Chudinov (2017), Walter(2016),
Zyryanov (2016), Shulezhkova (2016), Akhatova (2006) and others are devoted to the study of linguistic

features of the political slogan.

2. Problem Statement

In this study, we analyze common lexems associated with the election process and detecting a high
degree of frequency. It is the commonly used vocabularythat forms the basis of the dictionary of any
national language.An essential feature of the lexical system, which serves as a universal means of
"objectification of individual consciousness and cultural tradition", is its direct reversion to phenomena of

reality (The newest philosophic dictionary, 2008, p. 125).

3. Research Questions

Based on the structure of the communication act, the participants of which are the addressee and
the addressant (in our case - the voter and the candidate), transmitting information to achieve a certain
effect, we can divide the vocabulary of the common vocabulary into two groups (Lozheva, 2011). The
first group includes lexemes characterizing the candidate (addressant, the subject of an action), the
secondcontains those lexemes that relate directly to the voter (addressee, the object of an action).The
famous scientist Walter (2016) noted that "the specificity of the slogan is quite objectively highlighted

when taking into account the addressee to whom the slogan is directed" (p. 33-45).
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In the semantic space of the first group, the subject of an action is formed by a number of
particular components that are distributed into the following lexical-semantic groups (LSG).

1)LSGdenoting the subject (candidate) in the slogan.The lexems of this group help the candidate,
on the one hand, to declare himself, to stand out among rivals. However, on the other hand, obsessive,
explicit positioning can initially narrow the audience of voters. As a result, candidates are cautious about
choosing an "identification word": only those that are essential to voters for economic or moral reasons
are included in the list of units calling a candidate (Steksova & Krylov, 2018, pp.179-188). This group is
rarely found in the slogans of election campaigns: in Kazakhstan it is 3.2%, and in Russia this type of
slogan is 3.1% of the total number. The slogan with the lexeme iudep is found: “Jludep nosoit snoxu”,
“CunvHoliiudep — yenewnasicmpana’”, “Hoevli iudep — cunvhoiii Anmaii”.

The Russian candidates use the name of their professionin the slogans for the self-positioning,
which plays a peculiar role of a compressed characteristic of the candidate. Forexample, “Bpau doaicen
neuums! Iledazoe yuums! A ocemwyuna naeooums nopsoox”, “Bpau Jlunus Berenmxo: cmabuivhas
nomows ”, “Yuumens, conocyii 3a cgoezo! 34 Anexcea Yavsanosa, 4 cooa npopadbomasuiezo IllxonbHbim
yuumenem, 34 APJIOKO!”.

2)LSG denoting the residence status of the subject (candidate). This group of lexeme is used to
inform voters about the status of the candidate's residence on the principle of home/foreign. As it is
known, according to the world rules of political marketing the slogan should be nationally colored
(Khabibullina & Trapeznirova, 2016, p. 2). So, the most frequent slogans in the elections under
discussion are those with lexemes Russia and Kazakhstan and their derivatives were: “Bmecme moi
coenaem Poccuro eounou, cunvrou”, “HUnmepecvr Poccuu npesviuesceco”, “Boeamuuii Kazaxcman —
npoysemarowuti Hapoo”, “Mol 0b0vedununucy, umobvr cozoamv Hosvii Kazaxcmau!”, “Kazaxcman,
monvko eneped!” and etc.

In the slogans of regional and municipal election campaigns, the candidates are more likely to use
such lexemes as eopoo, paiion, ceno, which do not broadcast the meaning "within a certain territory":
“Kusnv cena — nawa osmcusnv!”’, “Kadcoomy uenogeky 00CMOUHYIO IHCU3HL 6 HAWeM NPEKPACHOM
eopooe!”, “Komghopmusiii 2opoo — cuacmausvie scumenu!”. Less frequently used are toponym indicating
a certain place of residence, for example: “Pabomaem na Kypeanckyro obnacms. Buecme!”, “Cymxuno —
100 Kpbliom HaoexicHo2o oenymamal”.

3) LSG denoting the personal and business qualities of the subject (candidate). This group of
lexemes is quite well-known: one of the most common personal qualities that position the candidates is
transmitted by such lexemes as dero and croso. Using the above-mentioned lexemes, candidates try to
form an opinion of themselves as sensible, serious, entreprencurial potential politicians for whom voters
should vote: “3a nawe obwee deno!”, “Mou croéa — ne npocmo nycmwie obewanus!” “Ilpedannocmo
deny, éepnocmo cuosy!”, “3a cnosom — deno! 3a denom — pesynomam!”, “He crosom, a derom!”, “/ena
savicHee cnog”.

The lexeme paboma holds the third place in the frequency of use in the slogans of candidates:
“Pabomamw ymero, ciroeo depoicy”, “OHepeus, 30pasviil cmvici, paboma Ha pesyromam’”, “f uecmuo

2080pI0, UMO He Mo2y obewams 8am MHO2020, HO 00ewar0 MHO20 U wecmHo pabomams...” , “Ax JKon —

epems pabomamy”.
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4)LSG denoting the basic idea of the elective program of the subject (candidate). The lexemes of
this group help candidates position themselves as a potential politician for whom the interests of voters
are significant and important. Sociologists and psychologists identify six needs, which, regardless of the
political order of the country and the social status of voters, are the main components of the candidate's
private life:

e physiological (food, water, housing, health);

e security, confidence in the future;

e  be part of the community (family, campaigns and friends);
e  respect, recognition;

e self-realization;

e  positive emotions(Maslow, 2006, p. 60).

Having analyzed the slogans of election campaigns, we came to the conclusions that most of them,
varying in verbal design, find a place in the slogans of candidates in order to influence the voter.

It should also be noted that the lexemes of this group (in the terminology of Feofanov (2003)
"lexemes of the matter of promises") in the advertising text can be realized in the "warm emotional field"
(peace, family, social justice) and "cold emotional field" (crisis, crime, corruption) (p. 384). The analysis
of the factual material showed that most of the election programs were built in the paradigm of "warm
semantic space".

The semantic frame of the matter of promise is formed by the following lexemes: 300posbe,
3aboma, 3awuma, 61a20cOCMOsAHUE, 0OPA30BAHUE, CIPOUMENLCMBO, CeMbs, IKOHOMUKA, IKo02us. But it
should be noted that in Russian election campaigns candidates more often use lexemes of "cold"
emotional fields, using the reception of denial: “Huwaa cmapocme — ne demoxpamus!”, “Poccus Oe3
atcynuxos u 60pog”’, “Hu 00no2o b6e3pabomnozo, 6€300MH020, 201001020 .

The slogans of the candidates demonstrate a high frequency lexemes 6:1aco and docmoiinuiil,
designating quality of life: “/Jocmoiinyto sicusne — 6cem u cecoons!”, “‘Jocmoiinoe noxonenue — naute
HayuonanoHoe docmosnue!”, “Bnacononyuue ons ecex!”, “Bnacononyuue cemvu u doma — saboma
Hacmosauwezo mysicuunnl!”, “Bes nawa paboma udem Ha 6aazo HAxymceka”. In our opinion, the use of these
lexeme in the candidate’s slogans is due to pragmatic actions: voters, first of all, should undoubtedly
support programs to improve the quality of life.

In their election campaigns, candidates use concepts not of a global, but of a private targeted
nature aimed at helping, protecting, caring for each voter: “Sawuma. 3a6oma. Paboma”, “34
Anexcanopa Xnononuna. 34namocmo, 34Apniama, 34Axkonnocms, 346oma’”.

This trend can be explained by the fact that candidates in their election programs pay attention to
the solution of problems related to the spiritual life of citizens and involving the fulfillment of promises
(Zyryanov, 2016). As the factual material shows, the set of language tools that denote the ways or
conditions of their implementation is extremely small and is represented by a standard set of verbal
reflections that permeate election campaigns of all levels (Pakhalyuk, 2018). The candidates consider, as
the main condition for the implementation of the declared programs, zaxon (3axonnocms) and nopsidox
with the indication of the specific person capable of ensuring their guarantee: “Cuna npasoei! Bracme

3axona!l Topoicecmeo cnpaseorueocmu!”, “Mvl cOenaem 6cé, umo 603MONCHO 68 PAMKAX 3AKOHA, YMODbL
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nomous moodsim”, “Kupunosckuii — scenesnvlii nopsook. Kaoicowui noxyyum ceoe”, “I'0e dcenuyunvl —
mam nopsook”, “Tyaxbaiu — cnpasedrueocmv u nopsook”, “Mue wHyscen Baw eonoc, umooul
obecneuums uecmmuvle GblOOPLL U 3AWUWAMb 3AKOHHbIE NpAGA 2paxcoaH, a Bam uyoicen uecmmubiil
denymam”.

In general, we can note that in the structure of a political slogan every word carries a certain
semantic load. So we can see such lexical units which contain pragmatic potential (Shulezhkova, 2016).

In our study, we analyzed lexical units relating to voters, to the object of action. They can be
divided into two groups.

1)LSG denoting the addressee (voter) of the slogan. This group is not observed in the Kazakhstan
election campaigns analyzed by us. The Russian slogans have it: the name of persons is transmitted by an
entire spectrum of lexemes such as poccusine, mocxkeuuu, coposcane.The rare use of direct-circulation
slogans is explained by the fact that this is due to the intense spread of slogan-image. Its structure does
not imply direct appeal to the candidate, but the inclusion of the pronouns OUR, YOUR in the slogans
allows to directly identify the candidate and voters: “Hawa xpeivckas Casuenxo”, “IKumv docmotiro!
Tanuna Xosanckas — éaws kanoudam 6 denymamoul no usbupameinvromy oxpyey Ne7”, “Mbl — emecme!
bucemaes Kauipam — naw kanouoam!", “Kazaxcman — naw oowuu dom. Kazaxcman — nawia Kpenocmeo.
Hypcynman Hazapbaes — naw Jluoep ™.

2) LSG indicating the inducement of the addressee (voter) to act. This group is represented by
the imperative forms. Candidates in their election campaigns used verbs expressing the order, desire of
the speaker/writer: “Byde ¢ namu!”, “Omoaii eonoc 3a cnpagednusocms ™, “I[lumep, nposisu xapaxkmep!”.
However, verb forms expressing inducement to joint action of candidates and voters are most frequently
used: “Bmecme 6o3pooum Ilamueopck!”, “Bepném yxpadenuyio Pooumny!”, “Bmecme mvi nobeoum!”,
“Ilocmpoum ceemnoe 6ydywee 0na eawux demeil u 6Hykog! Ilorumuxapykamumonodsix!”, “Coenaem
20poo ayudue!”, “IIpooonsicum Haw ysepenusviti nymo 6 Oyoyujee!”.

The analysis of common lexical units in the slogans studied shows that their authors are aware that
political advertising is aimed at large groups of the population with different levels of education and

culture, personal experience and interest in politics.

4. Purpose of the Study

The purpose of this article is to study the Russian and Kazakh slogans found in the media. In order
to achieve this goal, the analysis of common vocabulary related to the electoral process and detecting a

high degree of frequency in the Russian and Kazakh slogans was carried out.

5. Research Methods

The specifics of the material under study and the tasks set in the work led to the choice of methods
and techniques of research oriented to comparison, quantitative-statistical analysis and description of the

material under study.
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6. Findings

Analysis of common lexical units in the considered slogans shows that political advertising is
designed for mass population with different educational level and culture, life experience and interest in
politics.

The study of language units in the structure of the political slogan also revealed that their
functioning is determined by the main communicative task —to establish a trusting dialogue between the
participants of the electoral process (Nugumanova, 2019).

Statistics shows that the lexical-semantic nature of the slogan is formed by two layers of
vocabulary: common and political, with a significant preponderance of units of the nation-wide language,

which is confirmed by our samples from the mass media.

7. Conclusion

The group of commonly used vocabulary, permeated by personality beginnings, is dominated by
LSGs positioning the subject and object of the electoral process, as well as lexemes naming key
provisions of the candidate's elective program.

In the study of political communication, there is a need for scientific justification of this
phenomenon, taking into account the diversity of methodological instruments in interdisciplinary fields
from the perspective of the polyparadigmal approach.

The political vocabulary presented by the two LSGs is used in the representation of the slogans of
the election campaigns of Russia and Kazakhstan in order to accentuate the attention of the recipients, the

mass addressee on the importance or significance of the event taking place in the life of the two countries.
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