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JAUCKYPCUBHA TAKTUKA EM®A3YBAHHS
MO3UTUBHOI IHOOPMALII TPO MI’KHAPOJIHY
KOCMETHUYHY KOMIIAHIIO TA i MOBHA PEAJII3ALIISA

AHoOTAaNifA. Y cTaTTi IPOAHAII30BaHO AUCKYPCUBHY TaKTUKY eM(a3yBaHHs
MO3UTUBHOI 1H(OpMAIi MPO KOMMAHII0O B MeEXKax CYreCTUBHOI CTparterii
(dbopMyBaHHS KOPIIOPATUBHOTO IMIIKY MDKHAPOIHUX KOCMETUYHUX KOMITaHii Ta
OMKCAHO 11 MOBHY peanizaiiio. MarepiajioM AOCTIIKEHHS CIYTryBajld TEKCTH
aHTJIICHBKOMOBHHMX IIPEC-pei3iB, pO3MILIEHUX Ha OPIIIHUX BeO-caliTax TaKuX
KOCMETUYHUX OpeH/iB, sik Avon ta Mary Kay.

JIns mociipkeHHsT MOOYAOBH IMIJIKY KOMIIaHiT OCOOJIMBO Ba)XXJIUBUM €
TaKTHUKO-CTPATErIYHUM MiIX1], OCKUIBKHM KOPHOPATUBHUM IMIIPKMEUKIHT TIEepe/i-
Oadae peTenbHE IUIAHYBAaHHS KOMYHIKaTMBHUX Ail. IMimx QopMyeThcs He
CTITIBKM IIUIAXOM apryMEHTallli, CKUIbKU HUISXOM CTBOPEHHS 1 HaBilOBaHHS
EMOILIITHO TpHUBAOJMBUX CMHCIIB. 3 OIJISAy Ha L€ B aHMIIMCHbKOMOBHOMY
IMIJDKEBOMY JUCKYPC1 KOCMETUYHUX OPEH/IIB KJIIFOYOBY POJIb BiFIrpae CyrecTuBHA
CTparteris, sika ependavae 311MCHEHHS HIUIECIIPSIMOBAHOTO PUXOBAHOTO BIUIUBY
Ha MIACBIJOMICTb aJipecaTa, 10 JIa€ 3MOT'y HaJIaIITyBaTH HOTO Ha BUT1THOMY TSI
1HIIIaTOpa KOMYHIKAIlli pO3MOJAUII aKIEHTIB Ta CcpOpMyBaTh IMO3UTHBHE
YSIBJIICHHS TIPO 013HEC-CTPYKTYPY.

OnHi€er0 3 OCHOBHUX JHUCKYPCUBHMX TaKTHK B MeEXax peanizarii
CYTreCTUBHOI CTpaTerii € TakTuka em(asyBaHHS MO3UTUBHOI 1H(OpMaIii Mmpo
KOMIIaHi10, 10 IMIJIEMEHTYEThCS LUISXOM HAHU3YBAHHS PI3HUX CTHJIICTUYHUX
3ac001B, a TaKOX 3a JIOMOMOTrOI0 OCOOJIMBOI CTPYKTYpPHOI OpraHi3alii BHUCJIOB-
JICHb.

AKTHBHE B)XMBaHHSI TOPIBHSHb, AHTUTE3 Ta PIZHOPIBHEBUX IOBTOPIB
(JIeKCMYHHMX, CEMAaHTHYHMX 1 CMHTaKCUYHUX) y TEKCTaxX Mpec-pesi3iB MikHa-
POJIHUX KOCMETHYHHMX OpPEH/IIB sIK 3ac001B peasizallii JOCIIKYyBaHOI TUCKYPCUB-
HOI TaKTUKU B Cy4aCHOMY aQHIJIIICBKOMOBHOMY IMIIK€BOMY KOPHOPAaTUBHOMY
JUCKYPC1 TO3BOJISIE 3MIMCHUTH CMHUCIIOBE BHJUICHHS OKPEMHX YAaCTHH BUCIIOB-
JICHHS, HaBIATH HEOOXimHYy iH(opMallito 0e3 KPUTHUYHOI OIIHKUA 1 JIOTIYHOTO
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aHai3y 1 MOCWINTH BIUTMB Ha IUIMH TCUXIYHHMX MPOIIECIB agpecaTa 3 METOIO
KOHCTPYIOBaHHS IMO3UTUBHOTO IMIJIXKY OpraHi3ariii.

KirouoBi cjioBa: iMipKeBHIl KOPIIOPATUBHUHN JHCKYpPC, CYTreCTHBHA
cTpaTeris, IUCKypCHBHA TakTHKa emdasyBaHHS IMO3UTUBHOI 1H(OpMaIlii mpo
KOMITaHil0, CTHJIICTUYHI 3aCO0M, Mpec-peii3, KOPIOPaTUBHUM IMIJXK, MiXKHa-
pOJIHAa KOCMETHYHA KOMIIaHis.

Ivantsiv Oryslava VVolodymyrivna PhD in Philology, Associate Professor
of the Department of Theory and Practice of Translation, Ternopil VVolodymyr
Hnatiuk National Pedagogical University, Ternopil, https://orcid.org/0000-0003-
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DISCURSIVE TACTIC OF EMPHASIZING POSITIVE
INFORMATION ABOUT AN INTERNATIONAL COSMETICS
COMPANY AND ITS LINGUISTIC REALIZATION

Abstract. The article analyzes the discursive tactic of emphasizing positive
information about a company within the suggestive strategy of corporate image
formation used by international cosmetics companies, and describes its linguistic
implementation. The research material consists of the texts of English-language
press releases published on the official websites of such cosmetics brands as Avon
and Mary Kay.

A tactical-strategic approach is particularly important for the study of
company’s image construction, since corporate image-making involves careful
planning of communicative actions. Image is shaped not so much through
argumentation as through the creation and suggestion of emotionally appealing
meanings. In view of this, in the English-language image-making discourse of
cosmetics brands, a key role is played by the suggestive strategy, which involves
exerting targeted, covert influence on the addressee’s subconscious. This makes
it possible to orient the addressee toward a distribution of emphases advantageous
to the initiator of communication and to form a positive perception of the business
entity.

One of the main discursive tactics within the implementation of the
suggestive strategy is the tactic of emphasizing positive information about the
company. It is realized through the accumulation of various stylistic devices as
well as through a specific structural organization of utterances. The active use of
similes, antitheses, and multi-level repetitions (lexical, semantic, and syntactic) in
the press releases of international cosmetics brands — serving as means of
implementing the discursive tactic under study in the English-language corporate
Image-making discourse — makes it possible to highlight certain parts of the
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utterance, to suggest the necessary information without critical evaluation or
logical analysis, and to intensify the impact on the addressee’s mental processes
with the aim of constructing a positive corporate image.

Keywords: corporate image-making discourse, suggestive strategy,
discursive tactic of emphasizing positive information about the company, stylistic
devices, press release, corporate image, international cosmetics company.
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IHocranoBka nmpodyaeMu. Y Mexax KOTHITUBHO-IUCKYPCUBHOI TapaJurMu
Cy4acHOTO MOBO3HABCTBA 3pOCTAa€ IHTEPEC [0 JOCIHIKEHHS oOpraHizarii
KOMYHIKaTUBHOT B3aemo/ii. JITHTBICTH Jefaii yacTilie aHali3ylTh PI3HI TUIH
CTpaTerii 1 TaKTHK, OCKUIBKM CaM€ BOHHU BHSBJISIOTH LIJIECIPSIMOBAHICTD
KOMYHIKaIlil Ta € IHCTPYMEHTaMH MOBJICHHEBOTO BIUIUBY. OCOOIMBO BaXKJIMBUM
€ TaKTUKO-CTpaTeriyHUN MAXIA JJIs8  JOCHIDKEHHS TOOYIO0BH  IMIIKY
KOCMETUYHOI KOMMaHii, OCKUIbKM KOPIIOPaTUBHUN IMIIKMEHKIHT Tiependadae
peTesbHE TUIaHyBaHHS KOMYHIKaTUBHUX JIH.

B aHrmiiicbhkoMOBHOMY IMIJPKEBOMY JHCKYpCl KOCMETUYHUX OpeHiB
3HAYHy pOJIb BIJITpAa€ CYrecTisd, CHpsSMOBaHA Ha MIACBIIOMICTh ITHOBOT
aynurTopii. Y KOpPHOPAaTHUBHOMY IMIJUKMEUKIHTY HABIIOBAHHS CTa€ KIIFOUOBHUM
MEXaH13MOM BIUIMBY, aJ[Ke IMIIDK OPMYETHCS HE CTUIBKH Y€pe3 apryMEHTAlllIo,
CKUIbKM Yepe3 CTBOPEHHS €MOIliiiHO mnpuBadiauBux cmuciiB. Lle 3ymoBitoe
aKTUBHE BHKOPHUCTAHHSI CyT€CTHBHOI CTpaTerii, OpIEHTOBAHOI HAa HAaBIFOBAHHS
Heo0x11HO1 1H(opMalii 0e3 rMIOOKOro palioOHaIbHOTO OMPAIIOBAHHS, 3HHKEHHS
KPUTUYHOCTI, TCHXIYHE MpOrpaMyBaHHS pEUUIIIEHTa Ta CTUMYJIOBAHHS
peaiizalli HaBiTHOTO 3MICTY.

OpHi€ro 3 TOJIOBHUX TAaKTHK peajizaiii Il€i cTparerii B Cy4acHOMY
aHTJIIHCHKOMOBHOMY 1MIPKEBOMY KOPIIOPATUBHOMY JTUCKYpPCl € eMdazyBaHHS
MO3UTUBHOI 1H(OpMAIi TIPO KOMIIaHIl, M0 MOTPeOy€e AETATBbHOTO aHali3y
MOBHUX 3aC001B 11 BTIJICHHSI.

AHaATI3 OCTAHHIX JOCHiIKeHb 1 myOuaikamii. Y mpansgx cydacHUX
JIHTBICTIB TMPOAHAII30BAaHO pPI3HI aCHEKTH MOBHOI CYTeCTii y MOJITUYHOMY
(A.B. beneupka|2], JI.JI. Inpauneka[8]), meniinomy (JI. FOako[14]), pexnam-
HoMy (C. K. Pomanrok [11],), ropummunomy (I. O. I'apOap [3]) i pemnirifiHomy
nuckypci (O.B. KnumenTosa [9]), a Takox y cepi imimxmerikinry (O.B. IBanii
[5; 6; 71).

CyrecTito TPaKTYIOTh SIK JATCHTHUI BepOATbHUIA BIUIUB, 1110 3/{1HCHIOETHCS 32
JIOTIOMOTOI0 BepOalbHUX 1 HEBEpOATBbHUX 3ac001B KOMYHIKAIil, SIKI BUKIMKAIOTh
MIEBHI BIAYYTTS, YSBJCHHS, EMOIIMHI CTaHM Yy CyrepeHJa 1 CIOHYKarTh 0
BUKOHAHHS 3ariaHoBaHux cyrecropom niii [3, C. 3]. MoBHa cyrecrtis i€ Ha
TICUXIKY JIFOAMHU 32 MEXaMHU 11 paifioHaIbHOTO MUCJICHHS 0€3 KPUTHYHOI OI[IHKH
i joriyHOTO aHami3zy cupuitHaToro. Sk crBepmxye A. I1. MapTuniok, miroun Ha
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MEX1 CBIZIOMOTO Ta HECBIJIOMOTO, BepOajbHa CyTecTisl TIOB’s3aHa 3 OpraHi3alli€ro
BHUCJIOBJICHHS, a He 3 Horo 3micToM [10, C. 164-165]. CyrecTuBHMIA BILIMB BHpI3-
HSETHCS €(PEKTUBHICTIO, OCKUIBKH B aJipecata 3’ sIBISIEThCS LTI030pHA BIIEBHEHICTD,
III0 BiH CAMOCTIMHO IIHIIOB reBHOro BUCHOBKY [8, C. 116].

Mera crarti. MeTa crarTi monsirae B aHami3l JIMCKYPCHUBHOI TaKTUKHU
eMdazyBaHHsI TO3UTHBHOI 1H(OpMAIli MPO KOMITaHII0 B MEXKax CyreCTHUBHOI
cTpaTerii o0y 0BH KOPIOPATUBHOTO IMIJIXKY Ta i1 MOBHOCTHJIICTUYHOI peati3artii.
MarepianoMm pocnipkeHHst ciayryBaiu 40 TEKCTIB aHMIIMCHKOMOBHUX Tpec-
peniziB 3a 2015-2024 poku, po3milieHUX Ha OQIUIMHUX BeO-calTax TaKHUX
MDKHApOJHUX KOCMETUYHUX KOoMIaHii, ssk Avon ta Mary Kay.

Buxiaaag ocHoBHOro wmarepiaay. Jlnsg ¢GopMyBaHHS O3UTHUBHOTO
KOPIIOPATUBHOTO IMIJDKY XapaKTEPHOIO € OUCKYPCUBHA MAKMUKA eM@azyeaHus
nosumusHoi ingpopmayii npo xomnauiro. 11ig empazyBaHHsIM MO3UTUBHOIL 1HDOP-
Mailii MU pO3yMIEMO CIUIaHOBaHE, AOOpe MpOoJAyMaHe Ta JOTIYHO MOOYI0BaHE
BUOKPEMJICHHSI CMHCIIOBOTO HAaBaHTAXKEHHsS TIEBHHUX 3MICTOBUX €JIEMEHTIB
MOBIJIOMJICHHSI 3 METOI0 HaJallTyBaTH ajJpecara Ha BHUTIIHMM IS 1HIIIaTOpa
KOMYHIKaIIi1 pO3MO/I1J1 aKI[EHTIB.

CrpuxHEBY poJib y peaizallii i€l JUCKYpPCHUBHOI TaKTHKU BIIITPaIOTh
CUHTaKTUKO-CTUJIICTUYHI 3aco0u. EKCIpecHuBHICTH MOBJIEHHSI IPYHTYETHCS HE
JUIIIEe Ha JIGKCUYHHUX IHTeHCU(]IKaTopax, aje i Ha CBOEPITHOCTI CUHTAKCUYHUX
CTPYKTYP, IO MOB’SI3aHO 3 HEJIOCTATHHOIO MPArMaTHYHOIO MICTKICTIO JIEKCHYHUX
onuHuLb. EQexTnBHUM 3ac000M akTyani3ali TAKTUKHA eM(pa3yBaHHs MO3UTUBHOI
iH(dopMaIli Mpo KOMIAHIIO € BUKOPUCTAHHS MOPIGHAHHSA — CTHIICTUYHOIO
npuiiomy, 1o nepeadayvae 3ICTaBICHHS JIBOX HECYMICHUX IMOHATH 33 OJIHIEIO
CHiIbHOO XapakTepuctukoro [15, C. 383 ].

AHaJi3 MOBHOTO MaTepially IMoKa3aB, IO BEIbMH TNPOAYKTHBHOIO Y
BUPKEHHI CXOXOCTI B aHIJIIMCbKOMOBHOMY IMiPKEBOMY KOPIIOPATUBHOMY
JUCKYPCl € eKBaTUBHA KOHCTPYKIIiA aS...8S, sKa HaJlJIeHa BUCOKUM IOPIBHSIIb-
HUM TOTEHIaoM. [ KOHCTpyKIliss HaldyacTile BXKUBAETHCS ISl TIOPIBHSHHS
JIBOX CYTHOCTEHM 3a TICBHOIO CIUIBHOIO O3HAKOK ab0 XapaKTepHCTHKOW [13,
C. 81]. HaBenemo naexinbka TPHKIAAIB BUKOPUCTAHHS 3TaJaHOTO MPUHAOMY B
Mpec-pemizax MDKHAPOIHUX KOCMETUYHUX KOMITaHIM:

As enchanting as a Hollywood icon, she exudes modern glamour with style
and grace. She is Femme, Avon’s newest scintillating fragrance for women [16].
magiX Cashmere Finish Foundation leaves skin feeling as touchable as the most
luxurious fabric [16]. ¥ HaBenenux TekcTOBUX (PparMeHTax MOPIBHIHHS CIIYTY€E
3aco000M YTpUMaHHS yBaru ajpecara Ha OCOOJMBHUX BJIACTUBOCTSX IMPEJCTaB-
JIEHUX KOCMETMYHHX 3aco0iB. Y mepuiomy mnpukiaal mappymu Femme Bix
koMmmanii AvOn mopiBHIOIOTH 13 Kymupom [omiByay (as enchanting as a
Hollywood icon), ockiibku BOHU YOCOOJIOIOTH YapiBHICTh, BHIIYKAaHICTh Ta
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BUTOHYEHICTh. B iHIIOMY BHCI0BICHHI ToHaIbHUI KpeM magiX Cashmere Finish
Foundation Bix 3rajanoro BUpoOHUKA YITOAI0HIOETHCS HAMPO3KIMIHIIIIN TKAaHHHI
3aBISKH TOMY HEMMOBIPHOMY BiTUyTTi, sIKE BiH 3ajuIilac Ha mkipi (as touchable
as the most luxurious fabric).

3a HAIUMH CIIOCTEPEKCHHSIMH, THUCKYPCHBHA TakTHKa eMda3yBaHHS
MO3UTUBHOI 1H(OpMAIIl MPO KOMIAHII0 XapaKTePU3YEThCS TAKOXK AKTHUBHHUM
BXKHMBaHHAM Jekcemu |IKe 3 MeToro migkpecineHHs MoaiOHOCTI MpeaMeTiB abo
SIBUIII, SIK 116 MOYKHA TTOOAYUTH B HABEJICHUX MPUKIIAIaX:

Like the thrill of a chance encounter, the scents capture the intoxicating
experience of undeniable chemistry [16]. “I really love this sensual fragrance, it
makes me feel feminine and confident, just like slipping into a pair of beautiful
high heels,” says Turlington Burns [16]. Y 1wmx ¢parMeHTax IHCKypcy
MOPIBHSIHHS BUKOPUCTOBYIOTH JIJIsi 3M1MCHEHHS CYTreCTUBHOIO BIUIMBY Ha
ajpecara 3 MeTOr0 (OpMyBaHHS MO3UTHUBHOI JYMKHU OO0 MPOJIYKIi KOMIaHIi
Avon. VY nepuioMy BucioBaeHHI mapdymu INStiNCt 0TOTOKHIOIOTH 13 BIAYYTTAM
TperneTy mix vac BumaakoBoi 3yctpidi (like the thrill of a chance encounter). vV
npyromy mnpukian Kpicri Tepninrron bephc, oO6muuusi HOBUX mapdymiB Bij
3raJlaHoi Kopriopaili, 3asiBisi€, 110 BOHM HAJAOTh i TaKoi »KIHOYHOCTI Ta
BIICBHEHOCTI, SIK TapHe B3yTTsA Ha Bucokux migobopax (like slipping into a pair of
beautiful high heels).

OnuuMm 13 cumBoITiB KoMIanii Mary Kay e mxmisib. HanpukiHill KOKHOTO
dinancoBoro poky «KopomneBa 30yTy» cTa€ BIIACHUIICIO MPUKPACH y BUTIJISIII
JIaMaHTOBOTO JDKMENS. Y HACTYITHOMY BHCIIOBJICHHI 3aCHOBHHIlI Oi3HecC-
ctpyktypu Mepi Keit Emr mopiBHIO€ 1110 KOMaxy, sika 3a 3aKOHAMH aepOIMHAMIKU
HE TMOBUHHA JIITATH Yepe3 CBOI KPUXITHI KPHIIbIL 1 Baxkke Tijio (itS wings are too
fragile to lift its plump body), ame ne 3nHae mpo 1e i jitae, 3 KiHKaMU-
MpaIiBHUIIIMHM 11 KOMIIaHii, KOTP1 HaBiTh HE 3HAIOTh, HA K1 JIOCATHECHHS 37aTHI
(who didn 't know they could fly to the top, but they did): It became the company
symbol after Mary Kay learned that aerodynamically the bumblebee shouldn’t
be able to fly — its wings are too fragile to lift its plump body. “It’s like our
women”, she says, “who didn’t know they could fly to the top, but they did” [17].
3aBIsSKHM 3HAXO/DKEHHIO 00pa3y, SKUM TOYHO BigoOpakae HEOOMEeKeHi
MO>KJIMBOCTI, 1110 HaJa€ KOMIIaHIsS *IHKaM ISl TOCSATHEHHS! 0a)KaHOro YCIIXY,
BJIa€ThCSI CTBOPUTH IMIJIDK OpraHizalii sk ijeaapHoro micus podotu. Kpim Toro,
Take MOPIBHSHHS JO3BOJISE€ 3pOOUTH Tpa, IIBHUIIM KOMIUTIMEHT II0JI0 IXHBOT'O
Kap’ €pHOTO 3pOCTaHHs 1 BOJIHOYAC HABISTH 1HILIUM AYMKY, 1110 BOHH TaKOX 3/1aTHI
JOCSITTU MOAIOHOTO YCIIXY.

[Tommpenum CyreCTUBHUM TIPUHOMOM (pOPMYBaHHS TTO3UTUBHOTO IMIIKY
KOMITaHii € anmume3a — CTUIICTUYHA (Qirypa, 1110 YBUPA3HIOE BUCTIOBIICHHS Yepe3
3ITKHEHHSI MPOTUJICKHUX 3a 3MicTOM MOHATH [15, C. 25].
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KonTpacTHe nmpoTUCTaBIeHHS SBUII Ta (DaKTiB, HACHUEHUX MOJSIPHUMU 32
3HAUEHHSM JIEKCEMaMHU, CHpUsE€ 3HMKCHHIO KPUTUYHOCTI MiJl Yac CHPUUHSTTS
HaBitOBaHOI 1HGOpMaIIlii i, TAKMM YUHOM, Ja€ 3MOT'y KOMIaHii rmoka3atu cebe y
BUT1JTHOMY CBITJI1, HAIIPUKJIA:

“We all have the capacity for greatness,” she says, and she quotes
frequently from a motivational book entitled Rhinoceros Success: “Don’t sit back
and be a cow, be a 6,000 pound rhino. Charge/” [17]. 3acHOBHHUII KOMITaHii
Mary Kay BukopucToBye JiBa 00pa3u, ikl KOHTPACTYIOTh OJUH 3 OJHUM. BoHa
3aKJIMKa€e TPALIBHUKIB CBO€I Kopropaiii He OyTH 1HEPTHUMH, NMACUBHUMH W
M030aBJICHUMHU 1HILIATHBHU, SIK KOpPOBAa, a HAaBNAaKh — CTaBaTU PIIIyYUMH,
aKTUBHUMH, JISUTBHAMU Ta IUIECIIPSIMOBAHUMU, SIK HOCOPIT, YIIEBHEHO PyXaTHUCS
70 CBOET METH W JOJAaTH BCl MepemKoau. JIuine Tak BOHH 3MOXYTh JOCSTTH
Oa)xaHOro ycmixy. Y HaBeIeHOMY MPUKJIaI 11 300Mop(dHI 00pa3u Bi1oOpaxaroTh
HalllOHAJIBHO-KYJIbTYpHY clieu(piKy CBITOOAYEHHSI aMEPUKaHCHKOTO HAPOAY.

['onoBHUM criocoOoM BepOanizallii JUCKYPCUBHOI TaKTUKH eMda3yBaHHs
MO3UTHBHOI 1H(OpMAIli PO KOMIIAHIIO € BXKUBAaHHS PI3HOPIBHEBUX MOBTOPIB.
Iloémop Binirpae BaJMBY POJb B OpraHizailii CyreCTUBHOro BIUIMBY. [loBTOp
PO3IIIAIAI0TH SIK (PIrypy MOBH, sIKa TMOJISATAE B TIOBTOPEHHI 3BYKIB, CIiB, MOPQEM,
CUHOHIMIB a00 cHUHTakcMYHMX KoHCTpykmi [15, C.366]. IloBrop sk
CTWJIICTUYHMIA 3aCi0 BXKMBAETHCS 3 METOIO BBEJCHHS J0JIATKOBOI 1H(OpMAIIii,
iHTeHCU(DIKaIli EeKCIPECHUBHOCTI 3MICTY BHUCIOBJICHHS, BUIUICHHS OKPEMHX
YaCTUH TEKCTY, CTBOPEHHSI €MOLINHOTO e(eKTy Ta CIpHs€ YITKIIINA pUTMIYHIN
oprasizaiii Ta 3B’SI3HOCTI BHUCIJIOBJIEHHS. /[ MOBTOpIB Ha pIBHI HABIFOBAHHS
BJIACTHUBA 1ICHTUYHICTh Ta CTEPEOTUITHICTD, 1110 YMOKJIUBIIIOE BIUIMB Ha ajjpecara
1o3a MOro CBIJIOMICTIO, OCKIJTLKH 3MICT MOBIAOMJICHHSI CIPUHMAETHCS TOCTATHBO
nerko [12, C. 126].

[IIupoke BHUKOPUCTAHHS IOBTOPIB B AHIMIIMCHKOMOBHOMY 1MI1DKEBOMY
JTUCKYPCl KOCMETHMYHUX KOMMAHIH € TPUPOAHIM, OCKUIBKH 3aBASKU CBOEMY
BEIIMKOMY €MOIIIIHO-EKCIIPECUBHOMY TOTEHIliany (Girypu MOBTOPY IMOCTAIOTh
3ac000M aKIIeHTYBaHHS yBaru ciyxaya, IICHXOJIOTi3allli, CMHCJIOBOTO Ta
EMOLIIMHOIO IOCWJICHHS, pHUTMIuHOI opranizamii mpomoBu [1, C. 6].
Buxopucranss moBTOpiB € e(HEKTUBHUM IHCTPYMEHTOM BIUIMBY Ha CBIJOMICTb,
OCKUIBKM OflHA U Ta * 1H(opMalis MOCTYNOBO MEpecTae yCBiAOMIIIOBaTUCA
MOYMHAE BIUIMBATU HA MiACBIAOMICTh. Lle crpusie acoriaTuBHOMY 3aKpITJICHHIO
HaBIIOBAHOTO 3MICTY B TMOTPIOHOMY eMOLIMHOMY KOHTeKcTi. [lami Take
3aKpIIUICHHS IOYMHAE JISATH B 3BOPOTHOMY HAIpPsiMi, TOOTO 3HOBY Ha CBIJJOMICTb.
CxeMa Takoro BIUIMBY MAa€ HACTYyMHHU BUIIIAI: 1H(OpMAIlis — CBIIOMICTh —
MiJCBIAOMICT — CBIIOMICTH [4].

[ToBTOp SIK CyreCTUBHMIA IHCTPYMEHT CTBOPEHHS MO3UTHUBHOTO KOpIOpa-
TUBHOTO IMIDKY 3HA4YHO MiABUILY€E €()EKTUBHICTh CHPUUHATTS 1H(OpMAaIlii,
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CIPOLIYIOYHM TPOIEC MOJIETIOBAaHHS CBIJOMOCTI ajpecaTta. Y IMpec-peinizax
MDKHApPOJHUX KOCMETHYHMX KOMIIaHIM HaivacTilie TparuiseTbCs JeKCUYHULL
nosmop. lle#t pi3HOBUA MOBTOPY BXKHUBAETHCS 3 METOIO aKIIEHTYBaTHU yBary Ha
3MICTOBHX €JIEMEHTaX, KJIFOYOBUX JIJIA II€1 opraHizallli, IK y TaKoMy IpHUKJIaIi:

You can do it! These words embody the very spirit of Mary Kay Ash and the
Company she created. /t’s the spirit she learned as a child growing up in Hot
Wells, Texas [17]. BukopucTtaHHs MOBTOPY JIEKCeMH SPirit y HaBeJIcHOMY BHIIE
BUCIIOBJIEHH] CIpUS€ 3JIMCHEHHIO HEOOXIJTHOTO pO3MOAUTY AaKIEHTIB 1
HaBIIOBAHHIO aJipecaTy QyMKu npo ocobnuBui ayx Mepi Keit Em ta kommasnii,
Ky BOHa CTBOPHJIA.

ABTOpH mpec-peni3iB KOCMETHYHUX KOMMAHIA MIMPOKO 3aCTOCOBYIOTh
CeMAaHMUYHULL noémop, SIKUA TIONATa€ B TOBTOPEHHI MOBHHMX OJUHUIlb, IO
HaJeXaTh 10 OJHIE] CEeMAaHTUYHOI MapagurMu. Po3rissHeMO Takuil uItocTpa-
TUBHUU MPUKIAI;

“Because of this, Mary Kay will continue to be an advocate on the issue of
domestic violence and a champion for women around the world,” said Anne
Crews, Mary Kay Inc.’s vice president of government relations and board member
for The Mary Kay Foundation [17]. ¥ nmpomy TekcTOBOMY (hparMeHTi 3aBIsKH
NOBTOPEHHIO cHHOHIMIB an advocate Ta a champion aBTop Hamaraetbes
HaB’A3aTH PELUITIEHTY TOBIIOMJIEHHS JAYMKY CTOCOBHO TOTO, LIO JISJIbHICTD
koMmranii Mary Kay cnpsimoBaHa Ha 3aXUCT 1HTEpPECIB >KIHOK 3 yChOT'O CBITY,
30KpeMa 3 MPUBOY MPOOJIEMHU JOMAIIHBOIO HACUJIBLCTBA.

BaxxnmuBy cyrecTMBHY pOJb Yy TakTHIl eMda3yBaHHS TO3WTHUBHOI
1H(pOopMaIlli Mpo KOMIAHIIO B TOCHII)KYBAaHOMY AUCKYPC1 BIIITPAE CUHMAKCUYHULL
noemop, a caMe Taki Horo pi3HOBUIH, SIK:

1) anaghopa, 1Mo nondrae y nOBTOPEHHI MOYATKOBOI'O CJIEMEHTY Y ABOX UM
oinbire peuennsx [15, C. 20]: As Mary Kay Ash often said, “The success is much,
much deeper than just dollars and cents and buildings and assets. The real
success of our Company is measured to me in the lives that have been touched
and given hope” [17]. IToBTop iHIIiaJBLHOTO €JIEMEHTY SUCCESS y BHCIIOBJICHHI
3acHOBHHMII kommanii Mary Kay no3Bosisie HaBisITH LIJIBOBINA ayuTOpli AYMKY
npo Te, WO YCMmiX L€l OI3HEC-CTPYKTYpHU HE BHUMIPIOETHCS MPUOYTKAMHU YU
MaiHOM, a JKUTTSM JIIOJIeH, IKMX BJAJI0CS 3MIHUTH Ta SIKAM ITOJapyBaJid HAIII0;

2) enighopa, 1m0 nepeadadae MOBTOPEHHS KiHIIEBOTO €JIEMEHTA y JIBOX YU
oureire peuennsix [15, C. 141]: Mary Kay believed a woman who looks her best
will most likely do her best. And when she does her best, others eventually will
benefit. “When you feel good because you look good, people respond to you
positively,” Mary Kay once wrote [17]. 3actocyBants emidopu B IIbOMY YPHBKY
Ipec-pesizy a€ 3MOTy aBTOPY OIMKCATH JIAHITIOTOBY PEAKIIIIO: SKIO JKIHKA Ma€e
gyynoBuii Burisa (Iooks her best), Bona noknagatume MakCUMyM 3yCHilb Y CBOTH
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nisutbHOCTI (dO her best), a e, y cBoto wepry, Oyae Ha KOpucTh iHIHM. JKiHKa,
ska rapHo Burisgaae (look good), mae xopomie camomouyTTs (feel good), mio
CIpUSiE TO3UTUBHOMY CTaBJICHHIO N0 Hei. CHHTAaKCUYHUA TOBTOpP Y I[bOMY
BUCJIOBJICHH] BXKMBA€ETHCA JJIsl aKIIEHTYBaHHS yBaru ajpecara Ha HEOOX1JIHOCTI
KOPUCTYBaHHS KOCMETUYHUMH 3aC00aMH;

3) napanenizm, MO IPYHTYETHCS HA OJHAKOBIHA CTPYKTYPi ABOX YM OLjbIIe
peueHb abo okpeMux ixHix dactuH [15, C. 301]: It seems that women can’t live
without makeup, but apparently women can’t live without their Mary Kay®
makeup [17]. TloBropeHHs mapaleNbHUX KOHCTPYKIH y I1boMy (parMeHTi
YMOXJIMBIIIOE HaBIIOBAaHHS AJIPECHIN ayAUTOpli TyMKH IpPO T€, IO KIHKU HE
MOXYTb KUTH 0€3 MakisikKy, 0coOIuMBO 0€3 TOro, Jjsi HAHECEHHS SKOTro
BUKOPUCTOBYETHCS JICKOPATHBHA KOCMETHKA B1J1 Koprnopauii Mary Kay.

CHHTaKCUYHUI TOBTOP y Mpec-pelii3ax CIyrye puTMI3alii BUCIOBIECHHS 3
METOI0 3HWKEHHA KPUTUYHOCTI TPH CHPUUHATTI 1H(GOpMalii Ta BBEICHHS
ajipecaTa B CTaH TPAHCY.

Kpim Toro, aBTOpH Mpec-peniziB KOCMETUYHUX KOMIIaHIi 3aCTOCOBYIOThH
CUHTAaKCUYHUU TOBTOP, MAalO4Yd HaMmip akIEHTyBaTH YyBary Ha KJIIOYOBUX
KOHIENTaX, M0 3HAYHO TIOKpally€e 3aKpIIJIEHHS HaBIIOBAHOIO 3MICTY Yy
CB1JIOMOCTI pElUITIEHTA TTOBITOMJICHHS.

OcoOnuBICTIO TEKCTIB MPEC-PETi3iB MIKHAPOHUX KOCMETHYHUX KOMIIaH11
€ JOMIHyBaHHSI KOMOIHOBaHUX ()OPM MOBTOPIB, IO MOJETTIYE MPOIEC BTUICHHS
CYTeCTHBHOI CTpaTerii HaBilOBaHHsS aJpecaTy TO3UTHBHOTO YSBJICHHS PO
kommnanito. [Ipoananizyemo npuxiai:

Whether we are in convention centers, restaurants, hotels, airports, or
homes ... we are “MaryKay” to the people observing us. Whether it’s a MaryKay
company event or a workshop, or a retreat ... we are “Mary Kay” to the people
observing us. If it’s @ “retreat” at a hotel ... they don 't know that it’s a “retreat’’.
It looks like a business meeting to them, and ... we are “MaryKay” to the people
observing us [17]. 11i MHOKHHHI JIEKCHYHI TIOBTOPH B MOETHAHHI 3 aHA()OPUIHUM
Ta emiOpUYHUM CHUHTAKCUYHUM TIOBTOPOM TMAapajelIbHUX KOHCTPYKIIIH
CTBOPIOIOTH CBOEPITHUN JIEKCUYHUIA PUTM, 1[0 CYTTEBO MiJIBULIY€E €(DEKTUBHICTD
CYTreCTMBHOTO BIUIMBY Ha ajjpecara Ta CIPHsE TIMHOTU3AIl] HOTO CBIJIOMOCTI.

BucHOBKU. AKTUBHE BXXWBAaHHS TIOPIBHSIHB, aHTUTE3 Ta PIZHOPIBHEBUX
MOBTOPIB y TEKCTax IMpec-pemi3iB MDKHAPOJHUX KOCMETHYHUX OpEHIIB SK
3aco01B peastizalii IUCKYpCUBHOI TAKTUKH eM(]a3yBaHHs NO3UTUBHOI 1HPOpMAaIIii
PO KOMIIaHII0 B Cy4YaCHOMY aHTJI1HCbKOMOBHOMY 1MI>KE€BOMY KOPIIOPATUBHOMY
JTMCKYpCl J03BOJISIE€ 3M1IMCHUTH CMHCJIOBE BUAUICHHS OKPEMHUX YAaCTUH BHCJIOB-
JIeHHs1, 3a0€3MeYUTH HEOOXITHUN PO3MOAUT AKIEHTIB 1 MOCUIUTH CYyTreCTUBHMM
BIUIMB Ha IUIbOBY ayJUTOPIIO 3 METOI KOHCTPYIOBAHHSA MO3UTHUBHOIO IMIIKY
013HEeC-CTPYKTYpH.
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3 orJsiy Ha MPOBECHE JOCIIKEHHS Ta HOTO pe3ysIbTaTH MEePCIEKTUBHUM
HamnpsSIMOM € aHali3 JUCKYPCHBHUX TAaKTUK B MeEXaX CYTreCTHBHOI CTparerii
KOHCTPYIOBaHHSI KOPIOPATUBHOTO IMI)KY Ta iX MOBHOI peaii3aiii B pi3HHX
ceKkTopax Oi3Hecy.
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