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 “Cosmopolitan”.   -
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 (MaxFactor, Lancome, Yves Rocher,

Mary Kay, Dove, Camay ),   -
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    Public
Relations . .  ,  

 ’    ’  -
: attention, interest, desire, confidence &

action ( , , ,  
  ) [12, . 148].    

     -
 ,  -

-  .   -
  :  -

   ,  ,
, , . -

 ’    .
“MAYBELLINE COLOR SENSATIONAL. Fall in

Love with color all over again. CRISPER, RICHER
COLOR from pure pigments. CREAMIER FEEL
from nourishing honey nectar. Lipcolor so luscious,
so stunning… it’s sensational. In 48 captivating
shades (   .  . -

    -
 .   -

   .   -
 ,  … 

 ! 48  )”.
 ,    -

 ,     -
 .   “Fall in Love

with”    -
 color,     -

 .
“High Impact Mascara. Instant drama. Kicks up

the volume and length of each and every lash for
a look that’s lusher, plusher, bolder. Pure, deep
colour only adds to the impact. Wear it one and
you’ll feel naked without it (    -

 . High Impact Mascara.  ’  
     .
    

  .   )”.
     -
 ,    -
  . , -

    “Instant
drama”  “  ”.    -

  ,    
  “Kicks up the volume”. 

    -
 “lusher, plusher”    “Wear it

one and you’ll feel naked without it”.
   

   : “WATERSHINE:
Shimmer and shine in 20 shades (20 

)”.
  Revitalift   -
   “It’s not a facelift, it’s

revitalift (       
!    !)".  

 ,    
      -

.
  VITALUMIERE AQUA “Look

natural. Be exceptional”, , 
 : “    -

”.
    

 . ,  
  -  :

“Now, lashes seem to multiply, magnify, grow to
extremes (  ’ ,  -

,  )”.
   

   : “It’s the
most important thing you’ll put on today (

    – -
   )”.

    
    , 

.     -
  . ,  
 HYPNOSE PRECIOUS CELLS  -
     “Lash-by-

lash fullness”,      -
 – “ ’    ”.

   
CAMAY     

,   . -
     

 : heady sensuality ( ’  -
), sparkling light (  ),

refined elegance (  ),
captivating force (  ), rituals of
beauty (  ), magical aroma ( -

 )  .
  GARNIER EYE ROLL   -

   
    -

       
  :

“Roll away eye bags and dark circles. Roll in
your brightest look (    -

 :      .
    )”.

     -
  .   -

    
,     , 

  ,   -
’ ,    ,  

     -
 ,  , ,

   .  -
     

 ,   
     -

    .
. ,   ,

     -
  ,   -

  -  .
    ,



ISSN 1813-341X.   

34

     
   – , -

, , ,   
 .    

    
  ,   -

 ,  , 
 .

   -
   ,   -

   .  
   : ,

,  ,  
  .

    
    , -

    
“Cosmopolitan”,  ,  -

     PR-
 .   

   .
, ,    -

    -
       -

  .  
  , -

     ,
    

 .  -
    

 .
  

1.  . .   -
 : .  / . . . – -
 : , 2004. – 352 .

2.  . .   -
   / . . 

//     . –
 9 (220). – . . – 2011. – . 10–15.

3.  . .   -
  -  (

  ) / . . 
//     . –

 2 (189). – 2010. – . 79–83.
4.  . .   

    : -

. . … . .  : 10.02.19 /
. . . – , 2010. – 24 .

5.  . .    -
  : . . … .

.  : 10.02.19 / . . . – -
, 2008. – 19 .

6.  . . -
   -

: -  -
     -

       :
. . … . .  :

10.02.19 / . . . – - ,
2007. – 19 .

7.  . .   [
] / . . . – . II.–  -

: http://www.man-com.biz/dlya-reklamista
/a.p-repev.-yazyik-reklamyi.-chast-ii.html.

8.  .    ’
   : 
 / .  //  

    
. – 2010. – . 5. – . 203–208.

9.  . .     -
 (     -
) / . .  //  -

  . –
 11 (130). – 2011. – . 94–99.

10.  . .    -
    / . .  //

   -
 . – . 1. –

2009. – . 75–77.
11.Goddard A. The Language of Advertising /

A. Goddard. – London : Routledge, 2002. –
131 p.

12.Seitel F. P. The Practice of Public Relations /
F. P. Seitel. – New York, 1992.– 535 p.

13.Vestergaard T. The Language of Advertising /
T. Vestergaard, K. Schröder. – New York :
Blackwell Publishers Ltd., 1985. – 182 .

14.Williamson J. Decoding advertisements:
Ideology and Meaning in Advertising /
J. Williamson. – New York : Marion Boyars,
1978. – 180 p.

    05.04.2016.

 . .   -    
   

    ,     -
  .       

,     ,  
        .

 :  , ,  , .

Boryskina K. The Peculiarities of Recreating Emotive and Evaluative Vocabulary in the Ukrainian
Translations of the English Commercials

In the article the difficulties that arise when translating the emotive and evaluative verbal means are
analyzed. Particular attention is paid to the changes in the written advertising discourse, and specifically to
the grammatical and stylistic transformations designed to maintain functional load of commercials and to
appeal to the Ukrainian recipients.
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Since advertising is primarily targeted at the audience, the presence of a sufficiently large number of
stylistic figures, like adjectives, metaphors, comparisons, paradoxes, examples of word play, is not
accidental in the printed ads. Among non-verbal means punctuation and graphic design, namely the use of
italics, capital letters, various punctuation marks, are of particular importance

The translators of the English advertisements try to sustain both semantic and formal sides. The strict
structure of advertisements, including a title, a subtitle f product description, a kind of conclusion or incentive
slogan, is almost always kept clear.

Stylistic and graphic similarities of the English and Ukrainian ad units represented on the pages of the
women’s magazine “Cosmopolitan” is subjected to the requirements, which cosmetics manufacturers impose
on their PR-campaigns. It promotes brand recognition in different countries.

It is stressed in the given article that in the course of commercials translation one may clearly observe a
certain adaptation of advertising language and extra-linguistic means according to the culture of language of
potential consumers. In most cases, the transformation of grammatical, syntactical and stylistic means is
justified, as it helps to enhance the interest of the recipients of the advertising message. The adequacy of the
translation is only reachable if a translator is aware of specific extralinguistic factors.

Key words: advertising discourse, translation, stylistic means, transformation.


