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Y cTarTi pO3KPUTO 0COOIMBOCTI METa()OPUIHOTO MOEIIOBAHHS K KOTHITUBHOI OCHOBHU (hOpMyBaH-
HS1 KOPIIOPaTUBHOTO iMimKy. Onucano MeToAuKy aHaiizy MeTadopuuHux mopeneil. Ha 0cHOBI TEKCTiB
aHIJIOMOBHHX Ipec-peliziB MKHAPOAHUX KOCMETHYHHMX KOMITaHiii BUOKPEMIJIEHO OfIHY 3 JTOMiHaHTHHX
MeTaOpUIHHUX MOJIENIel y Cy4acHOMY aHITIOMOBHOMY iMiJDKEBOMY KOpIIOpaTHBHOMY AucKypci — “bisnec — ne
pyx”. 3milicHeHO aHai3 (peiiMO-CIIOTOBOI CTPYKTYpH 3a3HadeHOI MeTaQOPUIHOI IMApaJUrMu K 3aco0y
KOHCTPYIOBaHHS IMIKY Oi3HeC-CTpyKTypH. BrsiBieHo mparMaTiiHUI noTeHIian Metadhopuaroi Mozeni “bizaec
—11e pyX’, il B3a€MO3B’A30K 13 KOMYHIKaTHBHOIO CUTYALI€IO0 Ta IHTEHIIISIMH YYaCHUKIB KOMYHIKATHBHOTO TIPOILIE-
cy. OkpecieHo 3Ha4eHHS 11i€1 TeXHOJIOTi] MOBJIEHHEBOTO BIUIMBY Ta €()EKTUBHICTH 1i BUKOPUCTAHHS B MpoIeci
100YJOBH KOPIIOPATUBHOTO 1MiJKY.

Knrouosi cnosa. xoHuentyaiabHa Meradopa, MeTadopudHa MozIelb, ppeHMO-CI0TOBA CTPYKTYpa, KOPIIO-
PaTUBHMIT IMiJDK, IMiZKEBUI KOPITOPAaTHBHUHN AUCKYPC.

Beryn. Y Mexxax KOTHITHBHO-IMCKYPCHBHOI MapagurMH CYy4acHOTO MOBO3HABCTBA
METO/IMKa METAQOPHUYHOTO MOJICTIOBAaHHS Ha0yBae 0COOIUBOTO 3HAYCHHSI. Ii 3aCTOCYBaHHS
Ba)KJIMBE, 30KpEMa, JUISI TOCIIHKEHHS CyJacHOTO aHITIOMOBHOTO iMiZPKEBOTO KOPIIOPAaTUBHOTO
JIUCKYPCY, O 00CIYTOBY€ Tally3b KOPIIOPATUBHOTO IMI/DKMEHKIHTY — BUIY mpodeciiiHOl
IUSUTBHOCTI, TIOB’13aHOT 13 ()OpMYBaHHSM ITO3UTUBHOTO 1MiJKY KOMIIaHil. 3a3HaYCHUH JUCKYpC
BKITIOYA€ YBECh aJIpeCHUI TOTIK iH(popMallii, 3a0e3nedeHnii IeBHOIO 0i3HEC-CTPYKTYPOIO,
Ta CTBOPIOBAHE HEIO KOMYHIKAaTHBHE I0Jie. BiH € MOBHOIIIHHUM MIPOXYKTOM MHCIICHHEBO-
MOBJICHHEBOI JISJILHOCTI, SIKHH (HOpMye HEOOXiTHI YSIBICHHS B LIJLOBOI ayAUTOPil Ipo
cy0’eKkTa eKOHOMIYHOT JiJIBHOCTI Ta PErYNIOE ii AYMKY CTOCOBHO HBOTO.

IIporec KOHCTPYIOBaHHS IMIIXKY O13HEC-CTPYKTYPU MAE KOTHITUBHY CYTHICTb, OCKIIbKH
BiH BiioOpaxka€ MHUCJIEHHEBI IIpoLiecU CIPUHHATTS iH(opMauii, 1i Binbopy, cuctemMarnzarnii
it cTpyKTypyBaHHs. IMifk SIK ysIBICHHS PO 00’€KT BUHUKAeE Yy cBigoMocTi. Lle cBoepinne
MCHTAJIbHE YTBOPECHHSI, TOMY JUIS HOTO BUCBITJIICHHS HOLUIFHO 3aCTOCOBYBATH iHCTPYMEHTApIit
KOTHITUBHOI JIIHT'BICTHKH, IO JO3BOJIUThH BHSBUTH OCOOIMBOCTI KOHIENTYyai3amii peanii
Be/IeHHs Oi3Hecy, 3’sCyBaTH crenn¢iky MeTahOpHIHOTO MPEACTAaBICHHS AIHCHOCTI y cdepi
€KOHOMIYHOT JisSITHOCTI, a TAaKOX BCTAHOBHTH B3a€MO3B’SI3KH MK KOHIENTYaJIbHUMHU
MeTadopamMu i YUHHUKAMHU, SIKi OOYMOBITIOIOTH iXHIO HEOOXiTHICTh. YK€ CTBOPSHUH IMIJIK,
peaizoBaHuil y TOMY YU 1HIIOMY IMIJPKEBOMY IMOBIJOMJICHHI, TOCTA€ TICBHUM BapiaHTOM
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MOJIeJTi CBiTy abo ii (hparmMeHTa, MO BUABISAETHCS HA PiBHI PpelMO-CIOTOBOI CTPYKTYpPH
MeTapOPUYHUX MOZEIICH.

AKTyabHICTh JTOCIJPKCHHS! BU3HAYA€THCSI HEOOXIHICTIO OIUCY JITHTBOKOTHITHBHOTO
MEXaHi3My CTBOPEHHS KOPIIOPATHBHOTO IMIIKY SK CYTTEBOTO YMHHUKA MiJBUIICHHS
e(heKTUBHOCTI ISUTHHOCTI KOMITaHii. MeTa cTaTTi MOoJIATae B aHai31 CTPYKTYPH i IParMaTuaHOro
noteHiany meradopuunoi Mmozeni “bizHec — e pyx’’ y KOHTEKCTi HOOYI0BU KOPIIOPATUBHOTO
IMIKY.

AHaJIi3 ocTaHHIiX JocaiaKeHb i nmyOaikauniii. Teopis MeTahOpUIHOTO MOAETIOBAHHS
PO3BHHYJIACS HA OCHOBI TeOPii KOHIENTyanbHOI MeTadopy, mo Bunukia B CIHA (Jx. Jlakodd,
M. IxxoHcoH [14;15]), Ta Teopii peryisapHOi 6araTo3Ha4yHOCTI, SIKY PO3POOHMIN POCIHCHKi
MOBO3HABIIi B MEXaX CTPYKTypHO-CEeMaHTHYHOTo onrcy MOBHHUX siBui (FO. 1. Anpecsa [1],
M. A. Crepuin [9], A. I1. YUyzizos [11], 1. M. IlImensos [12] Ta in.).

3TiIHO 3 TEOpi€r0 KOHIIENTYaIbHOT MeTadopH, 3HAHHSI JIFOJWHY PO CBIT CTPYKTYPOBaHi
y BUDIAAI MeHTalbHUX Mojenel [13]. TIoHATTS “MeHTanbHa MOJACHB” TPAKTYIOTh SIK
CTPYKTYpPY pelpe3eHTallii 3HaHb, sika BiJANOBIAa€ CTPYKTYpi MPEACTABICHOT CUTYyaIlii Ta
00’ eanye iH(opMaIiio yCix CEHCOPHUX CHCTEM PO Te, IO € MOXKIMBUAM Y HABKOJIHIITHEOMY
cBiti [8, c. 380].

OnHi€r0 3 TOJIOBHUX MEHTAJIBHUX MOJIETICH, sika Oepe y4acTh y CTBOPEHHI HOBOTO CITOCO0Y
MIPEACTABIICHHS i OCMHUCIIEHHS 00’ €KTa (ABUILA, CYyTHOCTI), € MeTapopruiHa MOJesb. [CHyBaHHS
MeTapOpHUYHUX MOJIeNIel y MCuXiuHiil cdepi Jroauan GpopMye miarpyHTs GyHKLIIOHYBaHHS
metagop y MoBi. KoHnenrtyansHa MeTadopa 3HAXOAUTH CBOE BUPAXXEHHS B TEKCTI it TuCKypci
y BUIVISLI MeTaOpUYHUX MOJIeIeH. Y Takoi MoJIeNi IHPOKi MOXKIIMBOCTI MOBHOI peaizariii:
BiJl TPaIUIIIHHOTO JIEKCHKO-CEMaHTHYHOTO BapifOBaHHsI /10 BUOY/TyBaHHS TEKCTY a00 JUCKYPCY
[6, c. 43].

Y 1npoMy AOCHIKeHHI TepMiH “MeTadopHuHa MOJIEIh’ BHKOPUCTOBYETHCS IS
MMO3HAYCHHS TPYI KOHIENTYyaldbHUX MeTadop, 00’ €HAHUX OIHIEI CPeporo-HKEepeIoM.
MeTtadopruyHa MOJIENh TIIYMAYUThCS K CXeMa 3B’sI3Ky MiXK MOHATIHHUMHU cepamH, sKa
icHye ab0 CKJIaJIa€ThCA Y CBIIOMOCTI HOCITB MOBH, 1 KOTPY MOXHA MPEICTABUTH MEBHOO
dopmyioro: “X — e Y [10]. IIpu oMy BiTHOIICHHS MiK KOMIIOHEHTaMH 1€l popMyau
MOTPIOHO PO3MIIANATU HE K OTOTOXKHEHHS, a SIK ynoOdiOHenHs. BIAMOBIAHO 10 3rajaHoi
dhopmynu cuctema ppeliMiB O/1HI€T MEHTaTBHOI chepr CIIyTye OCHOBOIO JUTSI MOJICTTIOBAHHS
1HIIOT MEHTAJIbHOT CHCTEMH.

Metopooris i maTepiaj gocaixkeHHsi. MaTepianoM JOCITiIKEHHS MOCIyTyBall
127 TeKCTiB aHITIOMOBHHX Ipec-penisiB 3a 2014-2019 poxwu, po3MimmeHnx Ha o}imifHIX
BeO-caliTaXx TaKUX MDKHAPOJHUX KOCMETHYHUX KOMIIaHiH, sk Avon, Elizabeth Arden, Estée
Lauder Companies, Mary Kay ta Revion.

Harma po3Bizika rpyHTY€ThCsl Ha METOIHIN aHAJi3y MeTaOPUIHUX MOJIEIICH, pO3pOoOIIeHiH
A. T1. Yyninosum [10], sKa BKITIOYAE CiM €TAITiB:

1) xapaktepucTrka BuxigHoi cdhepu MeradopuuHoi ekcrmaHcii (chepu-mrepena) —
HOHATIHHOI cepH, 10 K0T HaIeKaTh HeMeTa(oprUIHI 3HAYCHHS OXOILICHUX MOJEIDTIO OMHUIIB;

2) XapakTepHUCTHKa IIIL0BOI chepu MeTahOpHUHOTO 3amo3udcHHA (chepu-1imi) —
HOHATIIHOI c(epH, A0 SIKOi BITHOCATHCS MeTa(QOPHYHI CMUCITH BiIIIOBI THAX OJJHHHIIb MOJIEIT;

3) aHani3 ¢peimiB, 110 BIAHOCATHCS A0 NMeBHOT MeTadopuuHoi Mmoaeni. Ppeiim — e
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CTPYKTypa pernpe3eHTalii 3HaHb, y AKii BioOpaxxeHo HAOyTy iH(MOpMAIiO PO MEBHY
CTEPEOTHUITHY CUTYAIlit0 i PO TeKCT, mo ii ommucye [8, c. 771];

4) BU3HAUCHHS THUIIOBHX CIIOTIB, IO BXOAATH J0 CKJIaay KOXKXHOTO (perimy, ToOTO
€JIEMEHTIB CHUTYAIlil, K1 BKIIFOYAIOTh MEBHY YaCTUHY (periMy, aclIeKT HOTO KOHKPETH3AIlii;

5) BUIUICHHS KOMIIOHEHTY, SIKHI [TOB’ 13y € TICPBUHHE i BTOPHHHE 3HAYESHHS OIHHIIB, IO
OXOIIJIEH] ITeBHOI0 MeTa(hOPUIHOI0 MOZIEILITIO;

6) omuc AUCKYPCUBHOI XapaKTEPUCTUKUA METaPOPUYHOI MOJIeNi, TOOTO TUIIOBUX IS
BIJIMOBIMHUX MeTa(op KOHIENTYAIbHUX BEKTOPIB, TOJOBHUX EMOTHBHUX XapaKTEPUCTUK i
MparMaTuyHOro MOTEHIIATy MeTa(OpUIHOI MOENI;

7) BU3HA4YEHHS NMPOLYKTHBHOCTI MeTahOpUIHOI MOJENI, 110 MOMIATae B ii 31aTHOCTI 10
PO3ropTaHHs Ta HasBHOCT] THIIOBUX HAINIPSIMIB PO3TOPTAHHS B TEKCTI i UCKYPCi.

3acToCyBaHHS BHIICONMCAHOT METOIMKH JA€ MOKIIMBICTh PO3KPHUTH KOTHITHBHY OCHOBY
MOOYA0BH IMIJKY 0i3HEC-CTPYKTYPH Ta BU3HAYUTH CTYITiHb BIUIMBY 3MiH y Cepi KOCMETHYHOT
1HAYCTpii Ha PYHKIIOHYBaHHS aHTIIIHCHKOT MOBH.

Pe3yabTaTu nociiikeHHs Ta iXHE 00IpyHTYBaHHs. B cyyacHOMy aHTIIOMOBHOMY
IMIJDKEBOMY KOPITOPATHBHOMY JHMCKYPCI MH BHOKPEMHIIN Memaghopuuny mooensv “biznec
— ye pyx” SIK OTUH 13 OCHOBHUX KOTHITUBHUX MEXaHi3MIB CTBOPEHHSI IMII)KY KOCMETUYIHOT
kommadii. Ciocobu BepOanizarii TpaHCHOPTHOI MeTadopu OyiIy OMKCaHI B MOJITUIHOMY
(P. Ix. Kepimos [4], X. I1. Janummus [2]) Ta ncuxoanamituaHomy auckypeax (I M. Kosanenko
[5])- Metadopa “pyxy” crana 00’ exrom nocnimkenss JI. B. Hageinosoi [7] Ta 1. B. IBanoBoi
[3]. 3a cnocrepexxennsmu JI. B. HageinoBoi, MeTtadopudni 06pa3u pisHHX THIIB pyXy
MalOTh AKCIOJIOTiuHE cIpsiMyBaHHA. HalOinpImuili BIJIUB Ha OI[IHKY CHPUHHATTS PyXy
MAaroTh Opi€HTaNilHI MapaMeTpH CUTYyallii HepeMilleHHs H XapaKTep CepeIOBUINa, Y SIKOMY
BinOyBaeThCs iepecyBaHHs mpeamMeTis [7, c. 6]. Ha nymxky 1. B. IBanoBoi, meradopuannit
KOHIIENT “pyX” Ma€ MOABIHHY MPHUPOIY, TOMY HOTO MOYKHA PO3IIISAATH SK OHTOJOTIYHHUH,
TakK i opieHTaminuwmii 3, c. 21].

OnHiero 3 IHTEpIpeTalii peanaidi KOCMETHYHOTO Oi3HeCy € iXHe MepexpelleHHs 3
HOMIHAIIIMH, TIOB’SI3aHUMH 3 PyXOM. Y TaKOMYy TpaKTyBaHHI NMPUXOBaHE MparHeHHS
aJpecaHTa MoKa3aTH JUHAMIKY 3MiH y cepi KOCMETHYHOI 1HAYCTPii, 3aNMpONOHYBAaTH
OI[IHKY TEMIIB peati3allii IporpamMu JisIbHOCTI KOMIIaHi1, 3MallFOBATH IUISXHU JIOCATHECHHS
[JIeH CHCTEMH MPOTPAMHUX 3aXO0[IiB, IPOJAEMOHCTPYBATH BiJICTaHb, SIKY BAAJIOCS MOJOJIATH,
MOKa3aTu Mipy HaONMXKEHOCTI A0 JOCATHEHHS TOCTABJICHOT METH.

Crpyktypy Metadopruunoi moaeni “biznec — e pyx” popmyrots Taki ppeiimu: “Criocid
nepecyBaHHs", “Ha3Bu opir, SsKuMH 31iHCHIOEThCA pyX’, “MapuipyT nepecyBanss’, “Llinb
1 Xapakrtep nepecyBanHsa”’, “Bunn nomgopoxeit”.

Dpetim “Cnocib nepecysanns”

MertadopriHi OTUHHMIT IIEOTO PpeiMy MPEACTABISAIOTH 00pa3Hi HOMiHAIlii KOPIOPAaTUBHOT
TUSTBHOCTI 32 JIOTIOMOTOF0 HaliMEHYBaHb Pi3HUX BUIIB PYXY, OB’ A3aHUX 13 TPAHCIIOPTOM, 1
CTBOPIOIOTH 0Opa3He YABICHHS Y CBIIOMOCTI afjpecara Ipo IUIIXH PO3BUTKY KOCMETHYHHX
koMIaHiil. CTpykTypy 11b0ro Gpeiimy GopMyIOTh HACTYIIHI CJIOTH.

Cnom 1.1. [lepecysanns 3 GUKOPUCIMAHHAM MPAHCHOPMHUX 3AC00i8

Marepian 1ociiKeHHs 3aCBiIUy€ aKTUBHE BUKOPUCTAHHSI B AHITIOMOBHOMY 1Mi/KEBOMY
JIMCKYPCl KOCMETUYHUX KOMIIaHi KOHUEeNTy “BecTu” (drive) nist oOpa3HOi penpe3eHTarii
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PpYWIHHAX CHI BeleHHsI Oi3Hecy Y BiINIOBIIHIM opraHi3artii, Hanpuknan: At The Estée Lauder
Companies, we strongly believe that creativity and innovation drive our success [18]. lns
KOCMETHYHOI KoMITaHii Estée Lauder TMMH PyIIiSIMA € KPEATUBHICTh Ta IHHOBAIIHHICTb.

OxpiM TOTO, TS METa(hOPUIHOTO 3MATIOBAHHS BUCOKOTO 3JIETY, SIKOTO BIAAIOCS JOCSATHYTH
MIPOIYKIIii KOMIIaHil Ha pUHKY KOCMETHYHHX TOBApiB, BHKOPHCTOBYETHCS BUPa3 “‘3IIITAaTH HA
paxketi” (rocket): Even Better Clinical Dark Spot Corrector rocketed to stardom, becoming
the brand s bestseller in less than a year... [18].

Imimxmelikepu MeTaOpHUHO MPEICTABIAIOTh KocMeTHuHy KommnaHito Tiny Tillia sx
TaKy, o nepemimye (transports) cim’i y GpaHTaCTUYHUI CBIT yyaec 3ajsl MiABUILEHHS
ii aBropuTeTy B iHIYyCTpii KpacH, 10 SICKPAaBO MPOITIOCTPOBAHO B HACTYIHOMY MpPUKIALI:
Transporting families to a warm, whimsical world of wonder, Tiny Tillia adds fanciful fun
to mom and baby's daily routine with toys, bath and clothing products for baby as well as
beauty must-haves and accessories for mom [16].

Cnom 1.2. [lepecysaniisi 6e3 8UKOpUCMAHHA MPAHCROPMHUX 3AC00i8

Pyx moporoio MOXJIWBUU HE JHIIE 32 JOIIOMOTOIO TPaHCIIOPTHOTO 3aco0y, aje i
ninky. MeTtadopuyHe 0CBOEHHS KOHIIENITY “Xonb0a” (walk) y 10CTiKyBaHOMY THCKYpCi
3MIHCHIOETHCS U MaHi(pecTalil OMHOTO 3 OJaroAiifHUX MPOEKTiB KOCMETHYHOI KOMMIaHIT
Avon, TIOB’S3aHOTO 3 MPOBEICHHSIM MIMIOT XOAW W CIPIMOBAHOTO HA MOKPANICHHS
1H(OPMOBAHOCTI KIHOK YChOTO CBITY IIOAO HEOE3MeKH Ta METOAIB NPOQiTaKTUKHN paKy
MoJIOuHO1 3ano3u: In 2005, the company started the Avon Walk Around the World For
Breast Cancer series, bringing grassroots activism to a global scale [16].

Jns oOpasHoi penpe3eHTalii KOCMETHYHOI NMPOAYKLii KOMIIaHii BUKOPHCTOBYETHCS
MeTahOpUIHUH BUpa3 “monaTH BiCTaHb (go the distance). Lle cripyisie CTBOPCHHIO YSIBICHHS
B aJipecara, 110 HaHECEHUH MaKisHK 3 BAKOPUCTAHHSIM ITMX KOCMETHYHHX 3ac00iB Oyie MaTi
nosrotpusanuii epexr: Makeup that Goes the Distance [16].

@petim “Haszsu oopie, skumu 30icHioembcst pyx”’

VY npomy ¢peiliMi Ha TepeHii IIaH BUXOIATh KOHIIENITH “mopora” (road) # “nuisax”
(way). Aapecaty mpoONOHY€ETHCS PO3MISAAATH AISUTbHICTh KEPIBHUKIB 1 MPAIliBHUKIB KOMITAHIT
SIK TOPOTY, 1O SIKiit BOHU HIYTh caMmi, a00 MpsIMy€e OpraHi3alis, y sKid BOHH MpaIooTs. Lle
JIa€ 3MOTY CTBOPHUTH €(PEeKT Oe3MEPEPBHOTO PYXY, 1i€BOT pOOOTH KOMIIAHII OO JTOCATHEHHS
CTpaTeriuHuX LijJeH, 110 NOCTiHHO Habupae 00epTiB, Hanpuknaa: The world has gone digital,
and The Estée Lauder Companies is leading the way by investing in dynamic digital and
social tools to help employees collaborate, share ideas and work more efficiently [18]; “We
applied this same, deep-rooted commitment to searching for a new Mary Kay Career Car
option ... to inspire the Mary Kay independent sales force on their road to success ...," said
YWette Franco, Vice President of U.S. Marketing [19].

Ha nmisixy o ycmixy B 013HECOBIH JisUTBHOCTI YacTO 3’ SABJISIOTHCS IIEPETIOHH, IO ICKPABO
MPOLTIOCTPOBaHO B TakoMy nipuknani: Ultimately, there were some bumps along the road to
success, and this amazing entrepreneur headed out on her own [19].

Kpim Toro, cyyacHui aHIIOMOBHH# IMIJKEBHI KOPIIOPATHBHUI TUCKYPC (iKCye MeTadoprIHe
BUKOPHUCTAHHS KOHLENITY “CTeXXKa” (path) 1y 3MaltOBaHHs LUTSXY, SIKUH JIOBOAUTHCS POXOIUTH
JKIHKaM JUTS TIOKPALIeHHS BUDIAAY 1XHbOI WIKIpH: ... the Elizabeth Arden Visible Difference
collection is ideal to start you on the path toward a more beautiful complexion [17].
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3. @petin “Mapwpym nepecysanns’”

[TpoknananHs MapmpyTy nependadae BU3HAYCHHS HaNpsIMy pyxy (direction) 00’ekra
MIEBHOIO TepUTOpi€to: “... we re leading the prestige beauty industry in a new direction,”
said William P. Lauder Executive Chairman [18]. Y 11bOMy BHCIOBJIEHHI IMiDKMelKepH
eKCILTYaTyIOTh MeTadopy “pyxy” 3aIIsl 3alleBHEHHS PEUHUIIEHTA MOBITOMICHHS B TOMY,
110 iHHOBaliiiHa IisUIbHICTh KOMIIaHIi CIPUYMHMIIA 3MIHY HAIIPSIMY PO3BUTKY KOCMETUYHOT
ingyctpii. Lle cpusie cTBOpeHHI0 00pasy oprasisaiii-HOBaTOpa Ha MIKHAPOIHOMY PHHKY
naphyMepHO-KOCMETHYHHUX TOBAPIB.

[TepemimeHHs 3a MEBHUM MapHIPyTOM Iependadae TaKOXK MOXKIHMBICTh MOJOJAHHS
MPOMIXKHUX €TalliB BiZICTaHi, 0 BIAMOBINAIOTh 3alUIAHOBAHIM MOCTiZOBHOCTI KPOKiB
(steps): The first step in any daily regimen is cleansing [17]; Foundation can put the
perfect finish on your complexion ... [17]. Y uux ¢parMeHTax ITMCKypcCy UIOACHHUN TOTIIST
3a IIKIPOK OCMHUCIIOETHCS K YEPrOBICTh KPOKIB Ha NMUISXY O AOCSATHEHHS XOPOIIHUX
pe3yIbTaTiB.

®ipMoBHl caloH-Mara3uH Bii KOCMETHYHOI KOMMaHIl MOCTA€ B JOCTIIKYyBAHOMY
IUCKYpCi sIK Mictie ipusHadeHHs (beauty destination) as MaHyBaTbHUKIB KpacH: Revion set
up a fun, interactive beauty destination in Soho at the rag & bone store on Mercer Street [20].

4. @petim “Lline i xapaxmep nepecysanusn’

CrpykTypy 1boro ¢peiimy popmyroTs HacTymHi cnoTu: “Lliins pyxy”, “Xapaxrep pyxy”,
“IToxifHe CTIOPSAXKEHHS .

Cnom 4.1. Line pyxy

Bynp-sike mepecyBaHHS TEPUTOPI€I0 CIPUYMHEHE IEBHOIO METOI0. Y KOCMETHUHIH
IHIYCTpil MisUTBHICTH Ta PO3BUTOK KOMIIaHIW TEeX BHU3HAYA€THCS BIAMOBIAHO JO IXHIX
KOPITIOPATUBHHUX IIiIel (goals), 10 SICKpaBO MPOUTIOCTPOBAHO B HACTYIHHUX MPHUKIANAX:
Mary Kay was founded in 1963 by Mary Kay Ash with the goal of helping women achieve
personal growth and financial success [19]. Sk 6a4MMO, TOTOBHHMH IIJSMH KOCMETHIHOL
komIianii Mary Kay € HajaHHsS JOIIOMOTH *IHKaM y JIOCATHEHHI ()IHAHCOBOTO YCIIIXy Ta
0COOHCTOTO 3pOCTAHHS.

Cnom 4.2. Xapaxmep pyxy

KocmeTrnyni koMnaHii IBUIKO pyXatoThed Biiepen (move forward very fast), ixy4u B HOTY
(be up to speed) 13 cyuacHUMH MOIHUMH TeHIACHUIsIMUA. B iHIIOMY BUTIaIKy BOHH MOXYTb
npocto 3abnykatu (get lost in the shuffle), sK 1le BUAHO 3 TAKOrO TEKCTOBOTO ()parMeHTy:
“... If a cosmetics company doesn t move fast, it can get lost in the shuffle. It is essential that
a company specializing in beauty is up to speed with the current trends in fashion ...,” says
Tom Pecheux [18].

3a cioctepexkenHsmu 1. B. [BaHOBOT, CTPIMKICTh Ml CBIYUTH MPO CXUIBHICTH 10
HOBaTOPCTBa, @ PO3MIPEHICTh 1 HEMOCIIMHICTh — MPO 3/IaTHICTh MEPEKOHIIUBO ITH 3a
BH3HAYEHUM Kypcom [3, c. 22].

J1J1s1 3310BOJIEHHST BUCOKMX OYiKYBaHb *KIHOK KOCMETHUYHA KoMmIaHis Elizabeth Arden ine B
Hory (keep up the pace) 3 norpebamMu i BAMOTaMH Ii€1 reHIepHO-CIIeNMpIUHOT AeMorpadiuHol
rpynu: Elizabeth Arden knows this only too well and has kept up the pace with the needs and
demands of this huge gender specific demographic with particularly high expectations [17].
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Cnom 4.3. I[loxione cnopsooicenHs

[TepeMinieHHs IEBHOIO TEPUTOPIEIO Mepedadae HassBHICTh BITIOBIHOTO CIIOPSIKSHHS
((xapta (roadmap), komnaca (guiding compass) TOIIO)) IS KPaIoro OpiEHTYBaHHS B TPOCTOPI1
Ta yaci. Taki JOpOroBKas3u MpUTaMaHHI i KOMITaHisAM y cepi KOCMETHYHOT iHAYCTPii, SKi
CIIYTYIOTHh 3ac00aMU TOCSITHEHHs KOMEPUIHHOTO yCIixy, Hanpukian: “Our belief in our
purpose has been our guiding compass for 125 years, and it will remain our roadmap for the
future, ” said Avon Products, Inc. Chairman and Chief Executive Officer Andrea Jung [16].

5. @petim “Buou nodopooxceit”

Amnarni3 (pakTHYHOTO MaTepiany 3aCBiIYMB aKTHBHE BUKOPUCTAHHS KOHIIENTIB “TIOA0POXK”
(journey) Ta “noiznka” (trip) s MeTaQOPUIHOTO MEPEOCMHUCIICHHS KOPIIOPATUBHUX PealIiil B
iHAycTpii Kpacu. Mix IIMMU TepMiHaAMH iCHY€ TIPHHIIUIIOBA BiIMIHHICTb Ha PiBHI KOHOTAMIH.
Journey BXUBAETHCS IS TIO3HAYCHHS JOBTOi, HEJIETKOI MOAOPOXKI, ¥ TOH Yac SIK f7ip MOXKe
03HaYaTH KOPOTKOYACHY ITOT3KYy 3 METOIO PO3BAri.

[Insix 10 TOCATHEHHS CTpaTETIYHUX IIUJICH KoMITaHii He OyBae JISTKUil, 4acTO BUHHKAE
qIMao TPyIHOIIiB. ToMy Iei mporec 3HaXOAUTh 00pa3He BUPaKCHHS B METa(OPHIHOMY
BUKOPHCTaHHI JIEKCEMH journey, HAPUKIAN: As we pursue our strategic journey, we're
investing greater resources in our most promising opportunities — by category, brand, region
and channel [18].

VY HacTynHOMy (parMeHTi IUCKYpPCYy BHUKOPHCTaHHS map@yMepHoOi MpoayKuUii Bix
komnadii Elizabeth Arden 0CMUCTIOETHCS SIK MUTTEBA OAOPOX (rip) 10 CIIbCHKOI MiCIIEBOCTI
TEIUIOTO JITHBOTO JHS: A fresh feminine floral bouquet with spicy woody undertones, opening
a bottle of blue grass is like an instant trip to the countryside on a warm summer day [17].

VY 2011 poui MibkHapoAHa KOCMETHYHA KOMITAHis Avon IPOBOIMIA BCECBITHIN Typ MiA
Ha3Bo0 Avon Believe World Tour nyis Bin3Ha4eHH ii CIAAIIUHY i BipH B MicCiro 30arauyBati
KUTTA XkiHOK. [Tig wac mporo Typy (four) Oyno 3miMCHEHO 3yNUHKH (Stops) Y HAWOLTBIINX
MICTaX CBITY, III0 IPOLTFOCTPOBAHO B HACTYITHOMY (parMeHTi: Throughout 2011, approximately
125,000 Avon Representatives will participate in the Avon Believe World Tour as it makes
global stops in London, Istanbul, New York, Chicago ... [16].

Sk 6aunMo 3 BHIICHABEACHUX MPUKIAAIB, MeTadopa “pyxy” MICTHUTh 00pasu, sKi
00’€THYIOTh KOHIICTITYyaJ bHi BEKTOPH PO3BUTKY Ta AMHAMIKH.

BucHOBKY Ta nepCNeKTHBH MOJAIBINNX JOCTIIKeHb. TaKiM YHHOM, aKTyalli30BaHa
B MEXaX iMi/DKEBOTO AUCKYPCY KOCMETHUHHUX KOMITaHiil MeTadopuyuna Mozens “bizHec — e
pyx”’ € AeTaIbHO CTPYKTYpOBaHA Ta Ma€ BUPA3HE KOMYHIKATUBHO-IIParMaTUYHE CIIPSMYBAaHHS.
Bukopucranns 1€l Moneni y 3a3Ha4eHOMY IUCKYpCi cripuse (OPMyBaHHIO i IMiICHIICHHIO
y CBIOMOCTI LiTBOBOI ayAuTOpii BiAYyTTS PO3BUTKY KOMIIaHiH, O€3MEpPEepBHOTO PyXY,
e(heKkTUBHOI POOOTH 3JIarOJKEHOTO KOJICKTHBY, BEKTOPHOI CIIPSIMOBAHOCTI /il KEPiBHHUIITBA
Ta HEOJMIHHO TIO3UTUBHOTO PE3YIITATy X JIiH, 110 JO3BOJISIE CTBOPHTH MO3UTUBHUH IM1IK
komnaHii. [Tomanbpn HayKOBI IONTYKH MOYKHA CIIPSIMYBaTH Ha OIMUC 1HIIUX MeTa(hOpUIHUX
MoIeTIel B CyJaCHOMY aHIJIOMOBHOMY iMi’KEBOMY KOPIIOPAaTUBHOMY ITUCKYPCI.
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METAPHORICAL MODEL “BUSINESS IS MOVEMENT”
AS A MEANS OF THE INTERNATIONAL COSMETIC
COMPANY’S IMAGE CONSTRUCTION

Oryslava Ivantsiv

Ternopil Volodymyr Hnatiuk National Pedagogical University,
2, M. Kryvonosa Str., Ternopil, Ukraine, 46027
orysya_ivantsiv@yahoo.com

The article focuses on analysing the structure and pragmatic potential of one of the major metaphori-
cal models in the cosmetic industry’s corporate discourse of image-making — “Business is movement”. The
research data includes an electronic corpus of 127 press releases issued by five international cosmetic com-
panies, namely Avon Products, Elizabeth Arden, Estee Lauder Companies, Mary Kay and Revion between
2014 and 2019 and downloaded from the company’s websites.

Within the cognitive and discursive paradigms of today’s linguistics, the methodology of metaphorical
modelling is noticeably growing in importance. It is particularly significant for corporate image-making since
the procedure of company’s image construction is cognitive in its nature, reflecting the mental processes of
information perception, selection, systematisation, and structuring.

According to the theory of conceptual metaphor, human knowledge about the world is structured in the
form of mental models. One of the basic mental models involved in the creation of a new way of presenting
and interpreting an object is a metaphorical model. This term is used for designating a group of conceptual
metaphors united by one source domain. Our research is based on the methodology of the metaphorical model
analysis developed by A. P. Chudinov, which consists in the description of the model’s frame-slot structure.

Data analysis shows that one of the most frequently used metaphorical models in the cosmetic industry’s
corporate discourse of image-making is “Business is movement”, which presents the conceptual vector of
development and dynamics. In the texts of corporate press releases, this metaphorical cluster contributes
to the formation of the sense of the companies’ development, continuous movement, dynamics of changes
in the international cosmetic market, efficient work of a well-coordinated team, purposeful management
actions, and positive result of these actions in the minds of the target audience. It allows image-makers to
develop a powerful image of the cosmetic company that moves forward to achieve its goals and meet the
needs and expectations of the consumers.

Key words: conceptual metaphor, metaphorical model, frame-slot structure, corporate image, corporate
discourse of imagemaking.



