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Abstract: In this study, in order to explain the short history and current
situation of ads and advertising, the concept of advertising will be mentioned
firstly. Then the rise and development of advertising activities will be discussed
and modern advertising will be given. The functions of advertising will be
explained and the difference between traditional and new media will be revealed.
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Introduction

The word advertising is one of the innovations brought by
capitalism to our lives, and it is the most important tool in the
marketing of the system itself. As a term advertising briefly means all
possibilities to promote an industrial or commercial enterprise by
creating a psychological impact on the public and to increase the sales
of a product (Lewis Dictionary), but also it has many expansions and
implications.

The cultural, social, economic and psychological effects of
advertising are inevitable. If we make an in-depth analysis of the place
of advertising in our lives, it is a concrete reality in which all kinds of
materials in the communication age are the elements of advertising.
The television, which is the first in the visual communication tools, is
able to have gained and maintain its current operability thanks to the
advertisements. All tv shows, programs and similar broadcasts are
indeed commercial advertisements. The internet, which has become
the sine qua non of our life in the last 10 years, is no different from
television. You may not get rid of the advertising clamp while walking
on the road. Wall advertisements, flyers, audio announcements are
now an ordinary detail of our daily life. When you go to a jungle or
any other deserted place, even if you are away from people, you can
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be notified of a discount in a store with a message coming to your
phone at this time.

From a sociological point of view, advertisements inflict an
inferiority complex because of the products that people cannot get and
they pump consumption madness to the people. Another convincing
mission of advertising leads people to see everything as semi-fantasy
and they make people away from the sense of reality. In addition,
keeping expectations high may be disappointing in the face of
unfulfilled expectations. It should be kept in mind that the ad takes a
negative role in the defendant's chair and on the other hand, it plays a
social role with its positive aspects because some useful issues are
provided through advertising. Education, aid, health campaigns can be
given as examples. These activities, which are very difficult to reach
to large audiences under the conditions where advertising is not
available, can lead to social life through advertisements.

When we examine advertising in the field of politics, the
importance of advertising for political parties is indisputable. The
sector, which is activated before each election, reveals the numbers
announced after the election and we need to estimate the position of
advertising for parties. As we can see from all these, advertising has
become a part of our lives. The concepts of advertising and
advertising are closely linked to sociological and psychological
elements as well as to economy and technology. As long as the
world's current system continues and technology is developing
rapidly, advertising will continue to be a part of us that is very
difficult to separate.

At this point, a sharp separation takes place in the form of the
environments where advertising is provided. The task of traditional
media is now being replaced by internet-based environments called
"new media". This situation increases as the time spent by today's
people in this new media increases. Hence, advertising is becoming
faster, more variable and personalized than in the traditional ways.
The Google algorithm is now able to estimate the needs of individual
internet users by looking at the history of the search and the history of
the web browser. This prediction allows people to see a special ad
designed for them.

In this study, in order to explain the short history and current
situation of ads and advertising, the concept of advertising will be
mentioned firstly. Then the rise and development of advertising
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activities will be discussed and modern advertising will be given. The
functions of advertising will be explained and the difference between
traditional and new media will be revealed.

Adveritisement

Etymologically the word “advertise (v) means "to take notice
of* (a sense now obsolete), from Old French advertiss-, present
participle stem of advertir (earlier avertir) "make aware, call attention,
remark; turn, turn to" (12c.), from Latin advertere "to direct one's
attention to; give heed,” literally "to turn toward,” from ad "to,
toward" (ad-) + vertere "to turn" (versus). Conceptually, advertising
has different definitions due to the wide range and versatility of the
application area (Lynch, Ross, Wray, 1992: 84). Apart from product
promotion activities, the advertisement has definitions as “cave art of
20th century”, "salesperson in printed medium", "announcements
made in printed, broadcast or various electronic channels for a certain
fee in order to attract the public's attention to a product or service".
These definitions reduce the concept into the media scale (Richards
and Curran 2002: 63-64). In its simplest sense, advertising is ’to draw
attention to something or ’to inform someone of something ‘(Dyer,
1982: 2). The purpose of the ad, the tools and methods used in
advertising, the differentiation of the business processes in advertising
itself, and the different conditions that arise in practice, conceptually
make it difficult to have a common definition for the advertisement.

In traditional terms, advertising has five basic features that it
must be based on a specific fee, be non-personal, resource-specific,
mass media product and has a power of persuasion or influence. With
these basic features, advertising is the non-personal communication
work carried out by using a mass media to convince or influence the
target audience. Bennett, from the American Marketing Association,
defines the advertisement as an activity carried out for information
purposes, beyond the intention to carry out the sales action for a
particular market. According to the definition in the Urdang
Dictionary in 1992, advertising is a reliable, fast and consistent
message delivery as a marketing tool. Advertising is a form of
communication for which the source of it has a specific identity and
designed to make the buyer buy the products and services right now or
in the future. (Richards and Curran, 2002: 68-75). According to the
American Marketing Association (AMA), advertisement is all
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promotional activities, except face-to-face sales, in which the idea,
service or product is promoted by a specific source (Pattis, 2004:2-3).

According to Olubunm, the nature of advertising brings
different definitions to the advertisement as a concept. Journalists treat
advertising as communication, public relations, or a persuasive
process, sociologists and economists take social or economic effects
of advertising while philosophers and moralists are more interested in
the impact of advertising on behavior and ethics (Olubunm, 2013:5-6).
Advertising, which is an integral part of the twentieth century
consumer culture and one of the most important forms of
representation of the contemporary world (Nava, et al., 1997:3-4),
goes beyond the purpose of promoting the product or service in the
process of decoding and interpreting the message contained in the
advertisement and it covers information about our personality and
ideological positions (Cook, 200:1). Advertising in a broad sense is a
pre-planned and non-personal communication aimed at promoting
products, services and ideas carried out by a variety of communication
tools and methods for a price, by a certain source. (Arens, Michael
and Arens, 1999:6-7).

Functions of Advertisement

The advertisement has a function that allows the consumer to
purchase a product or service immediately or later in the market. In
this context, Kotler (2002:198) states that the advertisement has four
basic functions:

* Economic function: The nature of the economic function of
the ad is primarily to promote sales and increase the amount of
revenue from selling a particular product within a given period of time
for a given unit. Advertising provides information about a good or
service, creates the need for a product or service and leads people to
buy them. The more advertisers respond to advertising for advertisers,
the greater the likelihood that the economic function of the ad will
appear.

* Social function: The messages given to the target audience
through advertising, visual, audio and moving images have an
important effect on the awareness of the individual. In addition to
promoting a product or service, advertising is also effective in shaping
the inter-individual social relations and the formation of the
ideological values of society. Advertising, which has effects in the

IIpobaemvl unxcenepHoll epaguxu u Problems of engineering and
npogeccuonarnozo oopazosanus Ne 3(54) <2019 47 professional education Ne 3 (54) +2019



ISSN 2220 - 685X Hnoicenepnix epagpura scane kaciou binim npobremanaper Ne3 (54)+ 2019

formation of the consumption instinct and the formation of the
existing instinct, has a feature that nourishes the culture of
consumption by affecting the needs of individuals in the economic
dimension.

* Marketing function: In addition to being an important
component of marketing, advertising is an indispensable part of the
marketing processes of brands with its features such as presentation of
products and services, increasing sales in terms of advertisers.

* Communication function: The advertisement, which is seen as
one of the special forms of communication, is designed to perform a
direct or indirect communication process from the advertisers to the
target audience.

Emergence and Development of Advertising Activities

The phenomenon of advertising cannot be considered
independent of economic activities, and in this context there is a
history of advertising as far back as the beginning of trade. In its
historical adventure, advertising has undergone a transformation from
an announcement to an proclamation , and from local advertising as a
professional activity, and to international activity through which that
transcends the boundaries of national dimensions. Some writers
consider the beginning of advertising as the 3000s BC. In this period,
the efforts of the merchants of Babylon with the support of the touts
and the signboards placed in front of their shops are considered as the
first examples of advertising. The emergence of outdoor advertising
goes back to the early Egyptian, Mesopotamian, Greek and Roman
civilizations (Mattelart, 2005:10-20).

Modern written advertising traces back to Old Rome. The
spread of literacy in the Roman Empire paved the way for buyers and
sellers to obtain information about price and product from billboard
advertising. The term "libel" used in English today has Latin origin
which was used to reveal debtors who fled to pay their debt with their
names displaying on billboards (Ekelund and Saurman, 1988:8-9)

In Jack Engel's book titled Advertising it's claimed that
advertising has a long history that in Neolithic (BC 5000) age people
made used of advertising to create commercial relations with each
other in order to meet their basic physiological needs such as
sheltering, food and clothing (Engel, 1980:26). The fundamentals of
today's advertising approach have been taken with the development of
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printing techniques and the printing press (the printing machine
invented by J. Gutenberg in 1454 pioneered important developments
in the field). The German inventor Johannes Gutenberg began
working on the "moving type" among the printing methods in 1435;
developed a systematic combination of paper, ink and small metal
letters (Asimov, 1994:103).

Another important name after Gutenberg in the history of
advertising is the 17th-century physician, journalist and advertiser
French Theophhraste Renaudot. Renaudot, who was born in Loudon
in 1586, was the child of a rich Protestant family. He studied medicine
in Paris and Montpellier. Renaudot, a 20-year-old physician, traveled
to Switzerland, England, Germany and Italy when he was too young
to do his profession. When he returned, he met and became friends
with Richelieu, the cardinal of the future, through an acquaintance of
his parents. Thanks to this lucky event, Renaudot rose to the rank of
official physician of Louis XIII. However, Renaudot was also a writer
and thinker as well as a doctor. His thoughts on the poor people of
Paris led him to set up an employment office and notice board
appealing to the unemployed. This formation soon became a clearing
house with information sharing for those who are looking for jobs and
workers, those who buy goods and want to announce something to the
public have started to benefit from this office. Renaudot, who wanted
to spread the information faster, began to publish his first French
newspaper in 1631 under the name La Gazetee (inspired by the
currency he learned in Italy). Thus he became the first French
journalist and inventor of personal advertising (Tungate, 2007: 20-21).

With the discovery of the printing house, the advertising takes a
new form in England also: One of the first ads in the newspaper, the
printed press, was found in 1625 in the back of a London newspaper.
The UK's first advertiser is likely to be William Tayler, who opened
an office in Warwick Square, London in 1786. Tayler's company was
later named as Tayler & Newton, and served as an advertising sales
representative to printers that often published newspapers to promote
their business (Tungate, 2007:21).

Among the names influencing the development of advertising
agencies in advertising history are Volney B. Palmer and George P.
Rowel. Volney B. Palmer, who set up America's first advertising
agency, started advertising business by accepting advertisements for
various newspapers. The owner of the office himself says, "Because
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we are the authorized agency for most of the best newspapers in all
cities and towns in the US and Canada, we receive advertisements and
subscriptions every day." Then George P. Rowel was interested not
only in newspapers but in all mass media of that period and took
Important steps towards improving agency services. Until the 1880s,
the main service of the advertising agencies remained as the sale of
the advertising area, and up to this period, the responsibility of writing
texts were included in the scope of agency service in 1900s. It became
increasingly difficult to attract public interest due to the growth of
markets, the expansion of advertising budgets, the creation of
advertisers as a complex community, and the advertising agencies
started to provide services such as visual design, the choice of printing
type and simple market analysis in the writing of ad text (Tungate,
2007:23-30).

George P. Rowel, who played an important role in the
advancement of the sector, prepared a guide covering the advertising
fees of almost all newspapers in New England at the request of one of
his customers. His main source of livelihood was to buy advertising
space from newspapers and to sell pieces by adding a dividend on it.
In 1869, Rowel expanded his business and developed the first media
guide. This guide was very comprehensive and included circulation
information and advertising fees for more than 5,000 newspapers in
the United States. In the following years, the number of advertising
agencies increased and in 1917, the American Association of
Advertising Agencies started its activities with its 111 members
(Tungate, 2007:24).

In the first days of advertising activities, when it had not yet
become widespread and been simple as compared to the examples of
today, advertising had purposes to inform, persuade to buy and
remind. Until the Industrial Revolution, advertising had remained at
the local level, such as production. It is known that the Industrial
Revolution in the period between 1760 and 1830 deeply affected and
transformed every element of the economic level. While factories
were established in almost every region of Western Europe, there was
a large population migration from the rural areas to the cities that
became ports and railways. It gained meaning as the main objective of
the production to be carried out at the mass level rather than the
distribution of production. This situation also affected the advertising
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sector and accelerated the transition to modern advertising (Bittner,
1996:18).

Historical Development of Modern Advertising

Even though modern advertising is considered as today's
advertising, the end of the 19th century and the beginning of the 20th
century should be accepted as a modern era in terms of advertising.
We can classify this period in four periods as Product Compatible
Approach, Product Symbols Period, Personalization Period, Market
Segmentation Period.

Product Compatible Approach (1890 - 1925): In this period, the
development of commercialized printed media directed advertising
towards the product. Advertising agencies went beyond their role in
selling advertising text and advertising to sell new national branded
products, just to sell their goods, and turn to the informative form of
convincing the product of advertising.

Product Symbols Period (1925 - 1945): The professionalization
of agencies and advertising influenced public policies by using the
possibilities of radio as a new tool. From the product-based approach
to the consumer-oriented advertising format, advertisers began to shift
their ads to symbolic form, with the belief that consumption relies on
non-rational incentives.

Personalization Period (1945 - 1965): In this period, agencies
directed the information they received from radio and magazines to
the television as a new media. Television quickly became the most
well-known tool of national branded product campaigns and a major
part of the revenue of agencies. The communication potential of the
television offers new areas in terms of personal and imagery program
formats that were suitable for the purposes of advertising. The fact
that more information about consumers were both created and
harmonized with professional research centralized the impact of
advertising.

Market Segmentation (1965-1985): After 1965, advertising
practices adapted the existing market to the multimedia conditions.
The television itself were directed towards specific audience types by
advertisers to better reach local and specialty markets and compete
with what other media offer (Brierley, 2005:30-32)

With this industrial production and market expansion that goes
beyond being local, advertising reached a mass dimension. Abundance
of food, clothing, soap etc. encouraged producers that perform
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activities in front of the door to enter into distant markets. Some
manufacturers established chains of retail stores, some others
preferred to distribute their goods with wholesalers and retailers
(Tungate, 2007:21).

Mass production which necessitated a widespread consumption
capacity, mass press, flybill, posters, and later newspapers led to a
much wider spread of advertising texts. Expanding the scope of
advertising increased the demands of consumers and also encouraged
individuals to seek the brands they knew in the market. In this context,
the advertisers created economies of scale through the development of
a pre-packaging understanding that created quality assurance in the
consumer by eliminating the packaging tradition that the retailers had
realized (McDonald and Scott, 2007:2).

Traditional Media

Before examining the traditional media, it is necessary to
explain the concept of media. The media is defined as the tools and
means for delivering large quantities of messages to the receiving
audiences in different places in time and space. Radio, television,
cinema, magazines, books are the means what first comes to mind
when one refers to media. Although the validity of these mass media
continues today, with the technological changes experienced, diversity
and innovation have occurred in the media concept as well as in every
field. The transformation era in this media has allowed the change in
media technology and consequently the change of media content
(Kotler, 2002:79).

Mass media such as newspapers, television and radio are now
referred to as mainstream, traditional or old media. Due to its
traditional structure, traditional media is in the form of the
transmission of messages with a one-way communication (top to
bottom) to the homogeneous passive audience that contains one or
more of the elements such as image, sound or text. One of the most
important features of traditional media is that channel selection is
important when transmitting messages. Here, the message to be
transmitted by the persons and / or persons in the source function is
controlled (Bittner, 1996:18).

In other words, traditional media are the media where people
can communicate with the people through the written and visual
media such as newspapers, magazines and television. These media
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outlets are generally unidirectional and individuals are in the position
of consumers. Individuals cannot modify media content such as
entertainment, images, news. In this process where individuals cannot
intervene in, they are the only party that consumes content. Traditional
media is considered as a structure where both advertisements and
announcements as well as the published content can be measured and
analyzed, and the results of such activities, such as content,
advertising and announcements cannot be measured and analyzed.
Due to its certain features such as being unilateral (broadcast only),
costly, traditional media tools appeal to large audiences, and the
results are more apparent (Wilmshurst, 1999:7).

Now it is possible to examine the traditional advertising types
under three main types: (Hanekom and Scriven, 2002, s. 50-52):

Print media ads: Newspaper ads, magazine ads

broadcast media ads: Television ads, radio ads, cinema ads

outdoor media ads: Billboards, Banners, Mega boards,
Illuminated Ads, high rise / totems, Wall and roof ads.

Advertisements designed according to traditional media
generally appeal to the masses. In other words, it is not personal and it
accepts the target population as homogeneous. It takes time to renew
in accordance with sudden changes. Moreover, the information flow
has accelerated for the time being which makes traditional ads long
boring when they remain unchanged. In today's world, advertising
budgets are now shifting to the new media order.

New Media

The communication technologies used in every field have
caused various reflections on the social structure and these reflections
have been called as the age of information in our age. Developments
in digital language, computer language, advances in the field of
satellite technologies are the most important factors in the information
age (Giddens, 1987, s. 462). Digital communication tools such as
internet applications, touch radios, digital TVs, smart phones, internet
applications, digital cameras are included in the new media concept
(Laughey, 2010, s. 157-158).

According to another definition, unlike traditional media, the
new media concept is expressed as communication tools in
multimedia forms in which the multi-layer interaction takes place at a
high speed between the actors of the communication process, which
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has the digital coding system on the basis of a simultaneous and very
intensive capacity (Van Dijk, 2004, s. 146).

The concept of new media started to be shaped by integrating
the developments in the field of computer and information technology
in the field of communication after 1970s. In the early days, digital
processing and communication methods were introduced from analog
processing and communication methods. Later, computers, which
were the tools of new communication technology, started to take place
in our lives. Thus, new and different dimensions started to be added to
the new media concept with the development and advancement of
computer and internet technologies in the 1990s (Van Dijk,
2004:146). Although the emergence of new communication
technologies provided opportunities for traditional media, it brought
with it certain challenges. Especially the presence of the Internet and
new media is challenging the traditional media. With the existence of
the new media, the parties of the communication which has been
carried out for a long time in a single way and in a collective manner
have become the senders and producers (Garrison, 2005:16).

Since advertising messages are often embedded in
programming, traditional media are often based on interfering with the
audience to announce their messages to the target audience. In
contrast, new media often requires the user to select and search for
information or advertising. The new media brings together the
advantages of both printed and electronic media. This is because, in
addition to the communication speed, it also allows for control of
speed and exposure to customizing the information. While the
traditional media has a top-down communication model from the
producer to the consumer, the new media allows consumers / users to
contribute to the content, enabling them to come into the urea-
consumer state and thus to create a bottom-up communication model
(Fortin, 1997:3-4).

As Lister and other new media experts (2009: 44) state, the
main characteristics defining the new media concept are "digitalism,
interaction, hyper textuality, virtuality, network connectivity and
simulation." These characteristics have enabled individuals to
communicate independently from time and place, to participate in
activities, to chat, to find friends and to marry, to produce its own
content and to present it in new media formations, to manage and
participate in social events.
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With the digital language prevailing in all communication
technologies, it is possible to list the basic features of new media
technologies in our daily lives: (Rogers 1986:18-19):

* Being Asynchronous: With the new media, the individual can
transmit information at any time. At the same time, the new media,
which eliminates the necessity of simultaneous transfer of
information, offers access to the content at any time.

* Demassification: Unlike traditional media environments, new
media environments offer the ability to send individual messages and
receive private messages from individual and large users. While
messages sent through traditional media tools cover the entire target
audience, it is possible to send individual messages in new media
environments. The massaging feature of the new media has made the
messages that belong to the individual and that concern the individual
to be sent to. In other words, messages can be individualized and
personalized in this way (Carlson, 2005: 69). In addition, the new
media user can organize the media in line with his / her own wishes
and expectations, take the content that meets these demands and
expectations and find the opportunity to be exposed to those
messages.

* Interaction: Broadly defined interaction is the user's
involvement in influencing and changing the content and form of
communication in real-time online communication. Interaction means
more user participation in consumption rather than consumption in
neo-liberal societies with different authority relations (Lister et al.,
2009:21-23).

The concept of interaction that expresses a strong structure that
individualizes media usage, zooms in on user and media content, and
offers a wide range of users is the most important feature that
distinguishes new media from traditional media. The interaction
feature that puts individuals from passive to active position offers
individuals the opportunity to produce content rather than just buyers
and to direct this content in new media environments. Thus, in the
traditional media, the viewer, the listener, the reader is considered as
the user, because he is in the position of producing and consuming in
the new media. Interaction in new media can take place in different
ways, including individual-technology/content interaction, individual-
mass communication and individual-individual interaction.
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Today, "convergence" is one of the important elements that
contribute to the new concept of new media. Convergence refers to the
use of multiple technologies at the same time and together, and in this
context, all technologies act as a single tool. (McPhillips and Merlo,
2008:237).

Advertising in New Media

Internet becomes an attractive medium for advertising since it is
innovative and contains changing technologies. Through it versatile
and advanced formats, text, images, graphics, audio and video transfer
can be made, and so various advertising formats enable advertisers to
create content on this basis. The new media differs significantly from
the traditional media tools in the size and control of the receiver.
Technological developments have made it possible for consumers to
access a wide range of information from their workplaces or homes
through computers, tablets and smartphones.

The new media brings together the advantages of printed and
electronic media. This is because the new media allows for speed
control and exposure to personal information, as well as more live
notification patterns (motion, audio and video files, etc.). While
traditional advertisements are usually embedded in the programming
context by interrupting or reacting to the product or service that needs
to be heard and advertised, new media often require the user to select
and search for information or advertising (Fortin, 1997:3-4).

Digital advertisements, defined as the dissemination of
marketing and communication messages over the internet, are
becoming increasingly important for organizations. Digital ads have
different features than traditional advertising tools, such as television
and newspaper ads. This way organizations can interact with their
consumers and create a superior shopping experience for them. In
addition, it provides an understanding of how consumers react to
digital advertising, unlike traditional advertising tools, helping
organizations to create better behavioral targeting strategies (defined
as the practice of reaching consumers, where they are located and
based on determining where they are and what their earnings are).
Organizations can take advantage of other advantages of digital
advertising, such as low cost, speediness (instant communication),
reduction of geographic barriers, and productivity (for example,
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forwarding consumers' e-mail, viral advertising, and word of mouth
influence) (Sarwar, 2016:195).

Digital ads are simply an extension of the traditional media
publication model. But many of the ads that work well in traditional
media may not work in digital space. Since the audience has the right
to choose on the web page, it is likely that the target audience will stay
away from a long television style advertising unless the time is too
short. In this context, brands should try to develop messages that
match users. Also, disorder is a major disadvantage for digital ads.
The higher the advertising is clutter, the greater the likelihood of being
ignored by customers. Using keywords that explore and target the
potential target market can help deliver targeted messages to targeted
prospects and increase the success of digital advertising campaigns.
Using keywords is important in digital advertising, as most consumers
want keywords to be relevant to the ads they read and listen to on the
Internet (Dickey and Lewis, 2011:14-15).

Conclusion

Traditional advertising and marketing activities used to often
provide some message content that would allow them to stand and
advertise in order to attract the consumer's attention. However,
nowadays, social media advertising enables consumers to become
friends as part of brands and they are invited to engage in advertising
activities (BOveda-Lambie and Hair, 2012:215). Social media
marketing and advertising is a highly developed version of traditional
word-to-mouth marketing that enables consumers to interact with each
other. While marketing and advertising professionals cannot interfere
with the conversations between consumers or the content they produce
in relation to the brand, many companies are now reluctant to use this
new medium, this medium is cheap, has global access capacity,
contains multimedia formats and has a wide variety of platforms.
These are the primary reasons that make this media attractive. Social
media is a medium that draws the attention of consumers, informs
them, affects their opinions, attitudes, purchasing decisions, and
communicates them after the purchase and enable buyers to evaluate
them (Mangold and Faulds, 2009:359). Consumers using social media
platforms can express their opinions about each other's products and
services, share their experiences with each other, and through these
interactions, these interpretations are increasingly transformed into a
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collective / common idea, taste or desire. The biggest advantage of
brands that take social media as a marketing and advertising medium
Is that they can determine customer sensitivity through the monitoring
of social media sites and these sites have the possibility to provide
pages for these companies. Thanks to these pages, companies can
meet consumers’ expectations and exhibit their products online. In
addition, through social media advertising brands can increase their
brand awareness by highlighting their features distinct from their
rivals, they can manage their reputation by putting positive sides of
their brands at forefront, and are able to attract and impress more
customers by using social media groups and platforms used by the
target population (Brown, 2008:63).

As evaluated in terms of public relations, social media has
functions of promotion and recognition. All kinds of advertisements,
announcements, newsletters etc. made by businesses using social
media channels form the promotion function, while activities to
determine the wishes and expectations of consumers through social
media channels, and feedback and information collection etc.
activities also constitute the recognition function of social media.
Social media are the environments that provide -effective
communication between the consumer and the business (Berkowitz,
2007:128). Today, social media is the most important communication
tool in shaping this relationship by sending strategic messages to
customers and all other stakeholders, directing and controlling their
consumer behaviors, shaping their marketing strategies and forming a
relationship with the consumer.

The spread of social media, the increase in the number of
members of social networks and the availability of access to these
accounts at any time through technological means of communication
have made social networks of utmost important for advertisers /
brands. Today, many brands are involved in different social networks
and implement various digital advertising strategies in order to
increase their awareness and sales. The purpose of the ad is not only to
reach out to the masses but also to be noticed in the top rank by
artificial intelligence algorithms like Google. In such a period when
information exchange and speed have increased, people consume
information flows very quickly, and advertising / advertisement have
transformed from traditional codes. Even 60 seconds now are seen by
people as long and unbearable. Therefore, the content of the ad, its
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style and objectives have changed. Those who are well aware of and
adapt to these changes are successful, while those who cannot keep up
stay unsuccessful.

A.M. CarumbekoBa

JLH. I'ymunee amoinoazol Eypazus ynmmuix ynusepcumemi, Hyp-Cynaman,
Kazaxcman

KapHamMaHbIH MJIeHH, JJIEYyMETTIK, IKOHOMHKAJIBIK KIHE
NCHUXOJOTHAJIBIK dcepi

AnHoTtanus: b Makanazna xapHaMaHbIH KbICKallla TAPUXbl MEH aFbIMJIaFbl
Karnalel, CcOHJaif-ak, OipiHINI  Ke3eKTe  jKapHama  TYKbIPbIMAAMachl
Kapacteipbiiaapl. Coman keiin XKapHama KpI3METI MEH 3aMaHayW >KapHaMaHBIH
ecyl MEH JaMybl TalKbUIaHajbl. JKapHama ¢GyHKUMsUIapbl TalJaHbII, IOCTYpIIi
YKOHE jKaHa Me/Iha apachbIHAaFbl albIPMAIIbUIBIK aHBIKTAJIBL.

Kint ce3aep: >xapHama, Meaua, >apHama KbI3METi, Ka3ipri 3aMaHFbl
YKapHama, )KapHaMaHbI JaMBbITY.

A.M. CarumOexoBa

Eepazuiickuii nayuonanvnwii ynueepcumem um. JIL.H.I' ymunesa, Hyp-Cyaman,
Kaszaxcman

Ky.]'leyprIe, COMHAJIBbHBIC, JKOHOMHUYCCKHE N IICUXOJTOIHMYECCKHE
MOCJIECACTBHA PEKJIaAMBbI

AHHOTaHI/Iﬂ: B crarne IIpEacTaBJiCHa KpaTKad HCTOpUA M TEKyllasd
CUTyalus peKIaMbl, TAaKXKC B IICPBYIO OYCPCAb PpacCMATpUBACTCA KOHICIIIINSA
PCKIIAMBI. 3areM O6CY)KI[&IOTC$I POCT U PA3BHUTHC peKJIaMHOﬁ JACATCIIBHOCTH H
COBpeMeHHOﬁ PEKIIaMBbI. HpoaHaJ'II/ISI/IpOBaHLI d)y'HKI_II/II/I PCKIaMbl W BBIABJICHA
pasHula MEXAY TPpaAUIIMOHHBIMU U HOBBIMH MEHA.

KiaroueBblie cioBa: peKiiamMa, MC€IHa, pCKIaMHad JCATCIbHOCTD,
COBpPEMCHHAA pCKIIaMa, pa3BUTUC PCKIIAMBI.
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ABTOp (J1ap) Fa YCBIHBIMAP

e Makara Word OarmapiamMachblHAA TEpUITCH JKOHE SJICKTPOHABI HYCKachIMEH, Karasfa OacChUIBII
oTKi3lyi THic (0acKa Kajaaarbl aBTOpIIapFa IEKTPOH bl HYCKACBIH OTKI3yre 00Iasl).

o Kapmi: Morin yiria — Times New Roman — 14 keris;

o [limimi A4, GeTTiH mapaMerpiepi: Coi, OH, aCThI )KOHE YCTi JKaFbl — 2,5 cM. AG3alThIK 1weriny — 1,25
cm. Ty3iny — eHi OolibIHIa; KaTap apayblk HHTepBai — 1,0 kaTap.

e Kecrenep MeH cyperTepie HeMipiiepi KepCceTUIreH TOJBIK arayidapbl KepceTiulyl Tuic. OumeM
6ipmixrepi CU XansikapainbIk OipitikTep xyieciHe coiikec 60Ty Kepek.

o MakanaHbIH KaJIbl KeleMi KecTelnep MEH CypeTTep[i, KOJIaHbUIFaH o/eOueTTepai Kockanma 4-7
OeTTeH KeM OonMaybl KEpeK.

e borek Kkara3ga aBTOp (Jlap) Typajibl MOJIIMETTEp: AaThI-)KeHI TONBIK, FBUIBIMU AaTarbl, FBUIBIMH
JI9pexeci, J1aya3bIMBI, )KYMBIC OPHBI (MEKEMEHIH HeMece YIBIMHBIH aTaybl), TOJBIK MOIITAIBIK MEKCH-
Kalibl, TeneoH HeMipi jkoHe e-mail.

o XKypHanna MakangaHbl XKapbIKKa IIBIFApy MYMKIHAII Typajbl LIENIIM MakajlaFa >Ka3bUIFaH TAYeIICi3
FaJIBIMJIApABIH €Ki MiKipi (peleHs3us) >KoHE PEAaKLUs alKachlHbIH Oip MYILIECIHIH YCHIHBIMBI HETi31HAE
KabbunaHap!. [ikip Oepyili MakajlaHbIH FHUIBIMU OarbIThIHA COHKEC OOy KEPEK JKoHE XKapHsIaHAThIH
MaKaJaHbIH Ma3MyHBIHA, SFHH TCOPHSUIBIK MaHbBI3IBUIBIFBIHA, TOKIPUOETIK KYHIBUIBIFBIHA )KOHE JKaHA
eKeHJIIrHe JKayanThl.

o ABTOp Oip HeMipJe 2 MaKanaJaH apThIK KapusiIayFa KYKbl 5KOK.

Recommendations

¢ An article (electronic version is sufficient for foreign authors) should be typed MS Word program and
presented in electronic form with mandatory listing of the text.

e Font —Times New Roman - 14 pt.

e Format A4, Margins: left, right - 2,5 cm; top, bottom - 2.5 cm; Paragraph - 1.25 cm. Line spacing -
1,0.

o The tables and illustrations with their numbers and names should be given in full, the unit labeling in
accordance with the International System of Units SI.

o The total volume of articles, including tables, illustrations and references of at least 4-7 pages.

¢ Information about the author: name, academic degree and title, place of work and position, full
mailing address, telephone number, e-mail should be given on a separate sheet.

o The conclusion about the possibility of the publication of articles in the journal shall be based on two
independent scientists review and recommendation by a member of the editorial board. The reviewer
must comply with the scientific direction of the article and is responsible for the content of the
published article, i.e., of theoretical significance, practical value of the novelty article recommender.

o The author can publish no more than two articles in the same issue.

Pexomenaanuu apropam

e CraThsl JIOJDKHA ObITh HaOpaHa B mporpamve Word ¥ mpencTaBicHa B BICKTPOHHOM BapHaHTE C
00s13aTeNIbHON pacIieuaTKoi TekcTa (U1 HHOTOPOJHUX aBTOPOB JOCTATOUEH JIEKTPOHHBIM BapUaHT).

o Ipudr: mis rekctoB — Times New Roman — 14 kerusb;

e ®opmar A4, nons : geBoe, mpaBoe — 2,5 ¢M, BepxHee, HikHee — 2,5 cM. AO3anHslii oteryr — 1,25 cM.
BripaBHUBaHME — 110 mupuHe; MexaycTpounbiid uHTepBan — 1,0 crpoku.

¢ B tabnumax ¥ WumoCcTpanysax ¢ yKa3aHWeM WX HOMEPOB BCE HAMMEHOBAHUS CIEAYeT JaBaTh MOTHOC-
TBI0, CIMHUIIBI K3MEPEHUH 0003HaYaTh B COOTBETCTBUU ¢ M ayHapoaHoi cuctemont enunun CH.

e O0muii 00beM CTaThM, BKJIIOYAs TAOJHIIBI, WITFOCTPALMK W CIHCOK JIUTEpaTyphl HE MeHee 4—7
CTpaHMII.

e Ha orzenbHOM JIMCTKE ClieayeT NMpUBECTH cBeaeHus o0 aBrope (-ax): @.M.O., yueHas creneHb u
3BaHHE, MECTO Pa0OTHI M TOJDKHOCTH, IOMHBIN MOYTOBBIH anpec, Homep TenedoHa, e-mail.

® 3aKIII0YEHUE O BOSMOXXHOCTH IyOJIMKAIMK CTAaTel B )KypHaJe BHIHOCUTCS HA OCHOBAHUH 2 PELCH3UH
HE3aBHCHMBIX YYEHBIX U PEKOMEHAIMH OTHOTO U3 WICHOB PEIKOIJIETHH )KypHaia. PelleH3eHT HoKeH
COOTBETCTBOBATh HAyYHOMY HANPABJICHWIO CTaTbl W HECET OTBETCTBEHHOCTh 3a COAEpIKaHUE
MyOJMKYeMOW CTaThH, T.e. 32 TEOPETHYECKYI0 3HAYUMOCTb, IPAKTUUECKYI0 LIEHHOCTh W HOBH3HY
PEKOMEHIyeMOM CTaThH.

¢ ABTOp MMeeT NIPaBo HA ITyOIMKAILIIO B OJHOM HOMepe He Oolee 2- X cTaTelt.
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MAKAJIAJIAPFA KOMBLJIATBIH TAJIATITAP

Kannel epexenep

o FEUIBIMH -TI€aroruKaiblK sKypHanablH Kypburtadmsicel JILH. I'ymunes at. Eypasus yITTBIK yHHBEPCUTETI.

o XKypHanaslH MakcaThl — KOJIaHOalnbl I'eOMETpPHsl JKOHE HHXKCHEepNiK rpaduka, AW3aliH, COYJET, KYPBUIBIC >KOHE
TeXHUKAHBIH 0acKa cajaJapblHbIH, COHBIMEH KaTap TEXHMKAJbIK JKOHE T'yMaHUTApbIK OiniM Oepy OoifblHIIA >kaHa
WAesIap/bl, FHUIBIM MEH KociOu OiniM OepyaiH MICHIJIMEreH MOcelelepiH, KaHa IalblHIalFaH JKaHAJIBIKTap MEH
3eprTeyJiepli MaMaHIapFa JKeTKi3y.

o XKypHanna FeUIBIMIApABIH, MarMCTPaHTTAPIbIH, NOKTOPAHTTapABIH, OHIIpIiCIIIEpiH >koHe MyFaliMAEpAiH OachIHKBI
CHIIATTaFbl JKOHE FBHUIBIMU-TOXKIPUOEIIK MaHBI3B! Oap FHUIBIMU 3€pPTTEyJEpiHiH HOTIKelIepi MeH JKEeTICTIKTepiH KapbIKKa
merFapy. MyHZJa HHXKEHEpIiK JKOHE KOMIBIOTEpIK Trpaduka, QU3aifH, COyleT, KYpBUIBIC JKOHE 0acka TEXHUKAJBIK
FRUIBIMIAp, cabak Oepy omicTeMeci, jac FaJbIMAApIbIH 3€pTTEYNiepi, MaruCTPaHTTapiblH, JOKTOPaHTTap/IbIH
3epTTeyJIepiHiH KoKeii-kecTi mpobeManapbl OarbITBIHAAFBI LIOTY, TPOOJIEMAIIBIK XKOHE MIKip Tajdac TyABIPaThIH MaKaaajap,
TeXHHUKAIBIK O1J1iM Gepy mpobiemManapbl OOHbIHIIA FBUIBIME CEMUHAPIIAPIBIH MaTepHAIAaPhI XKapUsIIaHAIbL.

o JXypHanga MakanaHbl )KapbIKKa LIBIFAPy MYMKIHIIT Typanbl HISNIM Makalara )Ka3bUIFaH TAYeJICi3 FalbIMAApAbIH eKi
miKipi (pereH3us1) KoHe pefaKyus aJIKaChIHBIH Oip MYLIECIHIH YChIHBIMBI HEeTi3iHe KaOblIiaHa kL.

o JXKapusinay Tii— Ka3akiia, OpbICIIa )KOHE aFbUIIIBIHINA.

o Mep3imziniri — xbuibiHA 4 peT.

o Ecenke anFaikpel KOHbUIFaH HOMipi sxoHe Mep3iMi - Ne 10761-11.03.2010.

o KP MozneHHeT xoHe aKknapaT MUHUCTPIITiHIH AKnapat jkoHe MmyparaTtTap Komurerinae Kaiita TipKenreH Kyalik HOMIpi
xoHe Mep3imi Ne 14168 — XK — 18.02.2014.

REQUIREMENTS TO ARTICLES
General provisions

o The founder of the academic journal is the Eurasian National University L.N. Gumilyov.

o The purpose of the academic journal is to bring new ideas, problem questions of science and professional education, new
research and development of a wide range of specialists in applied Geometry and Engineering Graphics, Design,
Architecture, Construction and other engineering industries, as well as the scope of technical and humanitarian education.

o The journal highlights the results and achievements of research scientists, graduate students, doctoral students, teachers
and industrialists having priority or scientific and practical significance. It publishes research articles: review, problem,
discussion on topical issues of research in the following areas: Engineering and Computer Graphics, Design, Architecture,
Construction and other technical sciences, pedagogy, teaching and research of young scientists, graduate students, doctoral
students, as well as materials science workshops; problems of technical education, etc.

o A member of the editorial board shall make the conclusion about the possibility of the publication of articles in the
journal based on two independent scientists review and recommendation.

o Publication language - Kazakh, Russian and English.

o Periodicity - four issues per year.

o Number and date of registration of the primary - Ne10761 - 11.03.2010.

o Number and date of registration in the Committee of Information and Archives of the Ministry of Culture of the RK
information number 14168 - ZH - g 18/02/2014.

TPEBOBAHUS K CTATBSIM
OO01mue noJI0KEeH st

e YypeauTeneM Hay4yHO-TIEJaroruueckoro >KypHana sBisierca EBpasuiickuii HallMOHAIBHBIN YHHBEPCUTET HMCEHU
JLH.I'ymunesa.

e llenp XXypHaNa — JOHECTH HOBBIE HJEH, MPOOIEMHBIE BONPOCHI HAyKH M IPO(eCCHOHAIBHOrO 00pa30oBaHUs, HOBBIC
Pa3pabOTKH M HCCIENOBAaHUS IMMPOKOTO Kpyra CIIENHATHCTOB IO NPHKJIATHOH T€OMETPUH U HHKEHepHoU rpaduxu,
IW3aliHy, apXUTEKType, CTPOUTENbCTBE U APYIHX OTpacieil TeXHHKH, a Takke cepbl TEXHHYECKOro H I'yMaHHTAPHOTO
o0Opa30BaHHsI.

e B xypHalle OCBEIAIOTCS Pe3yNbTaThl U AOCTI)KCHUS] HAYYHBIX HCCICAOBAHMI YUEHBIX, MATHCTPAHTOB, HOKTOPAHTOB,
IIPOM3BOJCTBEHHHKOB U IIpernojaBaTesneii, IMEIOMUX IPHOPHTETHBII XapaKTep MM Hay4HO-TIpaKTHYECKOe 3HaueHHe. B
HeM IIyOJIMKYIOTCS HayYHbIEe CTaThH: 0030pHBIE, IPOOIEMHBIE, JHCKYCCHOHHBIE IO aKTyalbHBIM IpOoOIeMaM HCIeI0BaHUI
[0 CIeNYIOIMM HAIpaBICHUSIM: HIKCHEPHOH M KOMIIBIOTEpHOH rpaduke, Ou3aiiHy, apXUTEKType, CTPOHTEIbCTBE U
Ipyrue TeXHHYeCKHe HayKH, IIearoruke MpernofoBaHus, HCCIENOBAHNS MOIOIBIX yIEHBIX, MATUCTPAHTOB, JOKTOPAHTOB,
a TaKKe MaTepHalIbl HayYHBIX CEMHHAPOB; IPOOIeM TeXHUIECKOro 00pa3oBaHus U T. 1.

e 3aKmoueHHe O BOSMOXKHOCTH ITyOJIMKAUM CTaTell B )KypHalle BBIHOCHTCS HA OCHOBAaHHMH 2 PEIEH3UH HE3aBHCHUMBIX
YUIEHBIX H PeKOMEHJAI[HU OJHOTO U3 YICHOB PEIKOIIICTHH XKypHAa.

o SI3bIK MyOIMKaIMU— Ka3aXCKUM, PYCCKUI M aHTJIMHCKHUIA.

o IlepuoguanocTs — 4 HOMEpa B TO1.

e Homep u aTa nmepBU4HOI mocTaHOBKY Ha yuet - Ne 10761-11.03.2010 r.

e Homep u mata mepeperucrpanuu B Komurere madopMannn u apxuBoB MunmcTepcTBa KynabTypsl nHbopmarmuu PK
Ne 14168 — K — 18.02.2014 .
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MakaJjiaHbIH KYPbLJIBIMbI

o FTOXP (FBUIBIMH-TEXHHUKAJBIK AaKIIAPATTBIH MEMIICKETApANbIK pPyOPHUKATOPBI) — CON JKaK
JKOFApFbl OYPHIIBIH/AA.

e ABrop (- map) Typajbl akmapaT — aTbl-)KOHI TONBIK, FBUIBIMH aTaFbl, FBUIBIMH J9pEXeci,
Jlaya3bIMBl, JKYMBIC OpHBI (MEKEMEHIH HeMece YHBIMHBIH aTaybl); eJJiH aTaybl (KaKbIH KOHE aJibiC
HIeTeNn ieri apTopiaap yuriH), e-mail.

e MakanaHbIH aTaybl.

o JKapusinaHaTelH MaKaJlaHBIH aHAATIAChl MEMJIEKETTIK, OPBIC JKOHE aFbUINIBIH TiNAepiHae 0oy
KepeK. AHIaTHaHbIH KeyieMi 5-6 ceiiiieM Hemece 500 Oacna Genrinepi (Motin 1/3 Ger).

o KinTt ce3aepi 10 cesnmen acnay Kepek.

o MaxkanaHblH MOTIHAIK OeJiri. MakaJlaHbIH MOTIHIH/IE KOPCETIyl THIC: MACENIeHIH TYXKBIPHIMBI;
MOCEJIEHIH 3epTTeyJepiH Tajjiay; 3epTTey/iH MaKcaThl MEH MIHJETTepl; MaTepHaslbl TaHBICTBIPY
YKOHE FBUIBIMU 3€PTTEYIIEp HOTHKENIEPiH TY)KBIPBIM/IAY; KOPBITHIH/IBICHI.

o Konpauslirad o1eOmer.

Structure of the article

¢ IRSTI (interstate rubricator of scientific and technical information) — placed in the upper left
corner.

o Information about authors - full name, title, academic degree, position, place of work (hame of
institution or organization); name of the country (for foreign authors), e-mail.

o Article title

o Abstract published in Kazakh, Russian and English languages. The volume of abstract is 5-6
sentences or 500 words (1/3 page of text).

o Keywords are not more than ten words.

e The text of the article should be reported: formulation of the problem, the analysis of the
research problem, the goal and objectives, the presentation of material and the study received
research results conclusions.

o References.

CrpykTypa cTrarbn

e MPHTU (MexrocymapcTBeHHBIH pyOpHKATOp HAYYHO-TEXHHYECKOM HH(POPMAINK) — B JICBOM
BEPXHEM YIIy.

e Cenenust 00 aBrope (aBTopax) — ®DUO momHOCTRIO, ydeHOE 3BaHHE, y4eHas CTEIeHb,
JOJKHOCTb, MECTO paloThl (HAMMEHOBAHHE YUPEKACHHS WIM OpPraHW3aIui); HaNUMEHOBAaHHE
CTpaHbl (JUTs aBTOPOB OJIMKHETO U TABHETO 3apyOeskbst), e-mail.

¢ Ha3BaHue cTaThu.

e AHHOTanMsI ITyOMMKYeMOH CTaTbMl HAa TOCYAApPCTBEHHOM, PYCCKOM M AHTJIMMCKOM SI3BIKAX.
O6wem arHOTaIwH 5-6 mpemtoxxennn win 500 megaTHIX 3HAKOB (1/3 cTpaHHmIta TeKCTa).

o KirtoueBsle cioBa He Oonee 10 cios.

e TekcroBast yacTh CTaThH. B TekcTe cTaThu JOMKHBI OTpa)kaThCsl: MOCTAHOBKA 3aJlavuM; aHAIN3
WCCIIEIOBAHMS TIPOOIIEMBI; IIENb M 33/1a4X MCCIEOBaHMH; N3JI0KEHNEe MaTepruaa 1 000CHOBaHMS
TIOTYYEHHBIX PE3yNbTATOB UCCIEIOBaHNS; BBIBOBI.

o cnionb30BaHHast IUTEpaTypa.
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