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Summary. The article is dedicated to the problem
of the interdisciplinary character which is also urgent for
psycholinguistics and translation studies. In the focus
of the analysis there are linguistic means of representing
persuasion strategy in American beauty-industry commercials
and the key translation strategies, tactics and devices. Persuasion
is interpreted as mental influence upon co-communicant’s or
target audience’s decisions aimed at encouraging certain actions
or in other words manipulation. It has been discovered that
persuasion strategy is made manifest in speech through such
speech impact techniques as stylistic devices, compositional
structure of a speech product, cognitive and logical operations.
On the stylistic level there have been distinguished such means
as rhetoric questions, parallel constructions, lexical repetitions,
inversion, hyperbole, litotes, meiosis. Among the pragmatic
means there have been outlined the forms of address, speech
actions explanation, indirect speech acts and speech acts
of the mixed type.

It has been concluded that the dominant ones are
the strategy of re-addressing and of tertiary translation, while
the most widely occurred tactics are the tactic of rendering
relevant information, the tactic correct presentation
and the tactic of linguistic and cultural adaptation. The analysis
of the translation devices has revealed the predominance
of such simple devices as transplantation, transcoding, different
types of replacements (contextual replacement, concretization,
functional replacement). On the level of complex translation
transformations there has been resumed that the most widely
used are descriptive translation, antonymous translation
and the technique of semantic development. The research
is perspective and its findings may be employed as a means
of translation optimization in the field of beauty industry.

Key words: psycholinguistics, persuasion strategy, beauty
industry, translation strategies, tactics, devices.

Introduction. The ability to persuade is a powerful means
of manipulating the personality, its likings, intentions and actions.
Persuasion may be realized only by means of speech influence
techniques and the corresponding linguistic devices of their
actualization in a communicative situation. Argumentation has
been thoroughly researched by such well-known scholars as
B.M. Baranov [1], ILM. Horelov [2], V.V. Dementyev [3;4],
V.P. Zernetskyi [5], K.F. Sedov [6], LA. Sternin [7], Ch.U. Larson
[8]. However, all the recent researches have been so far focused
upon the problems of persuasion strategy rendering issue mostly in
mass media and political discourse.

The subject of the research is persuasion strategy in American
beauty-industry commercials, the object — linguistic means
of the strategy actualization and their rendering in Ukrainian
translation. The urgency of this research is conditioned by

the shortage of publications on persuasion strategy realization
means rendering in translational aspect.

The objective and tasks. The objective of the research is
to define peculiarities of representing persuasion strategy on
different levels of the English language in American beauty-
industry commercials in their aspect of the ways of their rendering
in translation. To fulfill the given task the following must be
done: to study theoretical sources on the chosen topicality; to
define the notions “persuasion”, “persuasion strategy”, “beauty-
industry”; to analyze linguistic means of realizing the strategy
under investigation in American commercials on different language
levels; to research strategies, tactics and operations of rendering
the analyzed means in Ukrainian translation.

Research materials and methods. In accordance with
the subject, object, objective and tasks the following research
methods have been employed: method of theoretical generalization
to describe the findings; comparative method to contrast source
texts and translation texts, method of analysis to give an outline
of the linguistic material under investigation. The research has been
carried out on the basis of American beauty-industry commercials
advertising the products produced by DMK USA.

Results and discussion. The whole scope of the research
material has been selected to illustrate peculiarities of the persuasion
strategy employment in the field of beauty-industry. The sampling
has been constituted by DMK commercials, advertising leaflets
and texts on the website www.dmk.us and its Ukrainian version
www.dmk.ua.

Argumentation is being studied as a communicative strategy
which allows to affect a co-communicant through thorough selection
of information and communicative techniques. Communicative
strategy is interpreted as creative realization of the plan of speech
product formation aimed at achieving the same communicative task.
The key parameters of argumentation are intentionality, illocution
and conventionality.

Among the peculiarities of persuasion strategy there are
thenecessity to plan speech actions for the initiation of argumentation,
analysis of possible co-communicant’s responses, brevity and logics
of speech behavior, the strategy’s reliance upon communicants’
common background knowledge aimed at combining personal
and collective picture of the world, wide employment of verbal
and non-verbal communicative means. Persuasion strategy is
made manifest in speech through such speech impact techniques
as stylistic devices, compositional structure of a speech product,
cognitive and logical operations.

Persuasion is interpreted as mental
co-communicant’s or target audience’s

influence upon
decisions aimed
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at encouraging certain actions or in other words manipulation.
However, persuasion arguments may be addressed to different
aspects of personality besides the mental sphere — sensations, will,
emotions, consciousness and even subconscious.

During the experiment two prominent persuasion strategies
have been outlined which are most recurrent in beauty-industry
commercials. Beauty-industry is defined as life sphere connected
with appearance, in particular the sphere of beauty service,
cosmetics purchases, show-business and film industry spheres.

Persuasion strategy has been researched as warning
of the possible negative consequences in case of not purchasing
cosmetics advertised and strategy of discredit of competitors in
the field of beauty industry.

To represent persuasion the speaker employs linguistic
means of different levels: lexical means with denotative meaning
of softening to reduce the categorical meaning of the utterance (only,
Just, merely, please), intensifiers (very, quite, rather), pragmatic
operators (but, or, so, because, you know, I (dont) think, 1 mean,
after all, of course, listen, look), emotionally colored and evaluative
lexis. According to the research findings this rank of representatives
is constituted by 45% of the general sampling.

Less numerous are grammatical means represented by
modal verbs (can, may, might, could, should), Conditional Mood
and Subjunctive Mood forms, questions-negations and questions-
requests expressing the speaker’s opinion and encouraging
the audience for the dialogue (“why don't ...?”, “would you mind
.27, “Dont you agree...?”)parenthetical words and phrases,
indicators of hesitation pauses, interrogations (“well, well..”, "let’s
see..”, “for God's sake ...”, “it would seem that...”),emphatic
constructions, complex sentences with adverbial clauses. This level
has constituted about 25% of the general sampling.

On the stylistic level in the focus of the research there are rhetoric
questions, parallel constructions, lexical repetitions, inversion,
hyperbole, litotes, meiosis. Among the pragmatic means there
should be outlined the forms of address, speech actions explanation,

indirect speech acts and speech acts of the mixed type (for
example, advise, accusation, apology, sympathy). The percentage
of the stylistic devices is 30% of the sampling, as for the pragmatic
devices they are combined with lexical, grammatical and stylistic
s0 it may be stated that their general amount in comparison with
neutral utterances makes up about 60% of the whole sampling.

All the texts under analysis have been classified as commercials
with the main function of manipulation: audience attraction, its
motivation for purchasing certain cosmetics, promotion of definite
brands, marketing. In the textual part of the commercial on
the website DMK there are many references to film industry,
Hollywood, as a symbol of success.

Persuasion strategy is realized in the texts under analysis via
complex employment of linguistic means on different levels. The
most recurrent means are lexical stylistic devices, in particular
epithets, metaphors and metonymies. In the given example
the following metaphors have been employed (“revolution”,
“has gone a step further”, “key to the results”, “build
a world of confidence”, “rebuild lives”), metonimiro (“the hands
of professionals”) Ta emiter (“valuable”, “youthful”).

The analysis of the American beauty industry commercials
advertising DMK Cosmetics production and their authorized
Ukrainian translations on the official site DMK in Ukraine www.
dmk.ua has resulted in the following conclusions as to the frequency
of persuasion strategy realization means employment.

Firstly, it has been discovered that lexical means are more
widely spread compared with syntactic means. Secondly, it has
been drawn a conclusion that more frequent are means based upon
transfer of meaning.

According to the grounding of the transfer there have
been differentiated metaphors and metonymies, according to
the part of speech metaphors realized in verbs and nouns have
been differentiated from epithets realized in adjectives and adverbs
respectively. The regularity has been illustrated by the figure given
below.

Table 1

Illustrative examples of the texts under analysis

The source text

The Ukrainian translation

INTRODUCING DMK COSMETICS
A revolution in corrective make-up. After decades of constant innovation and
critical acclaim, DMK has gone a step further and extended its unique, holistic
skin concept into makeup. Our long-standing reputation for excellence in skin
revision now comes full circle. Whether you are an individual with unique skin
conditions, a post-operative client, an industry professional or simply someone
looking for superior makeup, DMK Cosmetics has you covered. Quality without
compromise.

IIPE3EHTYEMO KOCMETHKY DMK

Pegonioyis y dexkopamusromy makisiici. [licna oexitokox decamupiy innosayili ma

excnepumenmansiux docniodxcens komnanis DMK npocynynace na kpox yneped

i 6nposaduna yinicry Konyenyiio 002140y 3a WKipoio Y Ninilo exopamuenoi

KocMemuKu. 3asepuieno noguuil yukn opmysanna Haoitinoi penymayii'y cepi
fe3doeannozo do2nady 3a wikiporo. Jinia DMK Cosmetics 3a0osonsnums nompeou
nayienmis i3 nPOOIEMHON, UYMIUEOH WIKIPOI0, NICIAONEPAYILHUX NAYIEHMIB, nPO-
cpecionanie y indycmpii Kpacu ma KinoiHOYCmpii, a maxookc ycix mux, Xmo npace

0e3002aHH020 MAKisHCY. Axicmy He3 Kounpomicie.

FILM STUDIOS & PRO PANEL
The only way to truly test any cosmetic is to place it in the hands of profes-
sionals. DMK Cosmetics are fortunate to have a world-class group of industry
professional makeup artists who test, evaluate and teach make-up. The Pro
Panel has been valuable in performing tests and evaluations on all DMK
Cosmetic products to assure the quality and superior formulation of all products
we manufacture.

KIHOIHJYCTPIA 1
JIIHIA “PRO PANEL”
€ounuii cnocib npomecmysamu 6yob-Ky KocMemuky — iooamu ii 8 pyku npo-
ecionanie. DMK Cosmetics nowiacmuno cnignpaytosamu i3 npoecionanamu
8IM06020 Kaacy y chepi Kpacu, axi Yiylomb AKICMb 0eKOPAMUGHOT KoCMemuxu i
30amni podumu maxisxc na pigni Lonnigydy. Pro Panel giopizuse eucoka axicms i
yapigra opmyaa eciei npooykyii.

DMK is the World Leader in Paramedical Skin Revision™ Education. DMK
believes that the origin of most skin conditions is a result of disharmony within
the skin.

Komnanis DMK e ceimosum nioepom 3 HaguarHs TiKy6anHs WKipu npooyKyiero
inii Paramedical Skin Revision™. Ha dymxy DMK, npuuuna 6inswiocmi npoéiem
31 WIKIPOIO — Y NOPYUIeHHT 0anancy.

Using the principles of biochemistry, DMK has formulated a range of treatments
and products that encourage skin to perform like youthful healthy skin. DMK
is building a World of Confidence® through its unique DMK Skin Revision™
concept and treatments. DMK’s educational program for its estheticians and

medical professionals is key to the exceptional results that rebuild skin and
rebuild lives from the outside — in.

Ha ocroi mpurimmis Gioximii kommanis DMK po3po6uia mpoTokoH TiKyBaHHS
Ta KOCMETONOT{YHY MPOJIYKIIiF, SKi TIePETBOPIOIOTH LWIKIPY HA MOIIOAY i 3OPOBY.
DMK cTBOpIOE CBIT BTIEBHEHOCTI Yepe3 yHikanbHy Konmenito minii DMK Skin
Revision™. Ocsiri nporpamit DMK st kocMeTomnoriB i ikapis € KiitodeM 10
BUHSATKOBHUX PE3Y/bTATIB — OHOBICHHS IIKIPH Ta KUTTA.
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[ capitalization
B metaphor
Ometonymy

O epithet

M ellipsis

Dinversion

Fig. 1. The correlation of various means of realizing persuasion
strategy, %

Table 2

The combined table of the findings
of the American beauty industry commercials persuasion
strategy realization means analysis, %

The realization Percentage
means B % , Example
World Leader;
capitalization 20 World of Confidence;
Skin Revision
metanhor 35 rebuild lives; key to the results; DMK
P believes; encourage
metonymy 15 place in the hands of the professionals
epithet 20 youthful skin
ellipsis 5 Quality without compromise
DMK’’s educational program for its
inversion 5 estheticians and medical professionals
is key...

On the next stage of the research Ukrainian translations from
the beauty industry commercial site www.dmk.ua have been
investigated. The objective was to define the dominant strategies,
tactics and operations of rendering persuasion strategy realization
means in Ukrainian translation.

It has been stated that both the strategy of tertiary translation
has been combined with re-addressing strategy. Tertiary translation
strategy is motivated by the influence of the interested parties
in the process of translation, in particular marketing policy
of the company DMK which initiated and sponsored translation.

Re-addressing strategy has been preconditioned by distinctive
discrepancies in such characteristics of the target audience as
different cultural background, different stereotypes of behavior
and appearance, the degree of awareness of the material and general
preparedness in the field of cosmetology, social differences etc.
Among the translation tactics the most frequent are the tactic
of correct information presentation, the tactic of relevant information
rendering and the tactic of linguistic and cultural adaptation. The
correlation of these tactics is given in Figure 2.

As for the translation operations the most frequent have
proved to be translation transformations of transplantation (to
convey names of companies and brand names), loan translation,
transcoding (to present beauty products), contextual replacement,
concretization, functional replacement, descriptive translation
(explication), antonymous translation and semantic development.
The data are presented in the Tables 3.
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O tactic of correct
information
presentation

W tactic of relevant
information
rendering

O tactic of linguistic
and cultural
adaptation

Fig. 2. The correlation of translation tactics for rendering persuasion
strategy Ukrainian translation, %

Table 3
The combined table of the findings of the simple translation
operations analysis for rendering persuasion strategy
in Ukrainian translation

Simple Frequency of
translation employment, Examples
operations in %
transplantation 15 Paramedical Skin Revision™, DMK
transcoding 10 Jli-Em-Keui, “acne” — «axney
. “educational program” — «oceimus
loan translation 15 prog
npozpanay
contextual 20 P
origin"—«npuuunay
replacement
concretization 25 “estheticians” — «kocmemonoeuy
functional € 1o i .
15 rebuild skin” — «onosnenns wikipuy
replacement

O transplantation

B transcoding

Oloan translation

O contextual
replacement

B concretization

@ functional
replacement

Fig. 3. The correlation of simple translation operations for rendering
persuasion strategy in Ukrainian translation, %

Ddescriptive
translation

B antonymous
translation

Osemantic
development

Fig. 4. The correlation of complex translation operations for
rendering persuasion strategy in Ukrainian translation, %

Conclusions. According to the results of the analysis of American
beauty industry commercials aimed at defining dominant strategies,
tactics and operations of rendering in Ukrainian translation linguistic
means of persuasion strategy realization the two prominent translation
strategies are the strategies of readdressing and tertiary translation. As
for the translation tactics, the most recurrent gave proved to be the tactic
of relevant information rendering, the tactic of correct information
presentation and the tactic of linguistic and cultural adaptation.
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As far as the translation operations are concerned, the most
frequent ones have proved to be transplantation, transcoding
and replacements (contextual replacement, functional replacement,
concretization). Among the complex translation operations there
should be outlined antonymous translation, descriptive translation
or explication and semantic development.

Perspective. The research is a promising study due to the possibil-
ity of extending the topicality by also adducing to the research extra-
linguistic means of persuasion strategy realization in American beauty
industry commercials and their authorized Ukrainian translations.
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OxysoBa JI. O. Oco0iuBocTi BinTBOpeHHs cTpaTerii
NMepeKoHAHHs Y MepeKjaai yKpaiHChbK0I0 MOBOIO peKjIaM-
HHX TEKCTiB aMepPUKAaHCBKOI 0’ 10Ti-inaycTpii

Anorania. CTarTio IPHCBAYEHO MNpoOsIeMi MDKAUCIHU-
IUTIHAPHOTO XapakTepy, aKTyalbHIH OMHOYACHO JUIS TICHXO-

JIHTBICTUKH Ta TEPeKIaJ03HaBCTBA. Y JOCIIKEHHI Mpo-
aHaJi30BaHO JIHIBICTUYHI 3aco0u pemnpeseHTauii crparerii
MEPEKOHAHHS y PEKIAMHHUX TEKCTaX aMEpUKaHChKOT O’ roTi-iH-
IycTpii Ta JOCHIKEHO TPOBIMHI MepekiaialbKi crparerii,
TaKTUKU 1 IpuifoMH X BIATBOPEHHS 3aco0aMM yKpaiHCBKOI
MoBH. [lepexoHaHHS TIyMayuThCs SIK PO3YMOBHIl BIUIMB Ha
PpIlICHHS CITIBPO3MOBHHKA YH IIJILOBOT ayTUTOPIi I[0/I0 CIIOHY-
KaHHS 10 IEBHUX Jii YU MaHiyIoBaHHs. byio 3’sicoBaHo, 1110
cTpaTterisi IepeKoHaHHs MaHipecTyeThCsl y MOBJICHHI 3a JIOTIO-
MOTOIO TAaKHX TPUHOMIB BILJIMBY, SIK CTHJIICTUYHI 3aCO0H, KOM-
MO3MIIHHA CTPYKTYpa BUCIIOBIIIOBaHb, KOTHITHBHI Ta JIOTIYHI
omnepaiii. Ha crunictiuHOMY piBHI OyJ10 BU3HAYECHO TaKi 3aco-
Ou peaizanii cTparerii mepeKOHaHHS, IK PUTOPHYHI TTUTAHHS,
napasenbHi KOHCTPYKIi, IEKCUUHI OBTOPH, iHBEpCis, Tinep-
Ooma, mitora Ta Meio3uc. Cepel mparMaTnYHUX 3aco0iB OyIo
BHOKpeMJIEHO (DOPMH 3BEpTaHb, HENpPsSMi MOBJICHHEBI aKTH
Ta MOBJICHHEBI aKTH 3MIIIAHOTO THUILY.

3a pesyiabraraMu OyJ0 JIOBEJCHO MPIOPUTETHICTH CTpa-
Teriil mepeanpecalii Ta TepIiapHOro MEPeKIaay Ta MOUIUpe-
HICTh TaKTHK IEpeiadi peieBaHTHOI iH(opMallii, KOPEKTHOTO
o(OpPMIICHHS Ta JIIHTBOKYJIBTYPHOI ajganTariii. AHami3 3acTo-
COBaHMX MepeKIaNalbKuX MPUHOMIB JO3BOJIUB JIHTH BHC-
HOBKY IO KiJIbKICHE INEepeBakaHHs MPHUIOMIB TpaHCILIAHTA-
1ii, TPAHCKOMYBaHHS, Pi3HUX BUJIB 3aMiH (KOHTEKCTyalbHOI
3aMiHU, KOHKpeTu3auii Ta PyHKII0HaIbHOT 3aMiHM), a Ha PiBHI
KOMITIEKCHUX TpaHc(opMalliil — 4acTOTHE BXMBAHHS IPHHOMY
CMHCJIOBOTO PO3BHUTKY Ta OIMHCOBOTO i aHTOHIMIYHOTO Iepe-
ki1any. JIocnmipkeHHsT Mae IepCHeKTUBY, a HOro pesysbTaTH
MOXYTh CIYT'yBaTd 3aco00M onTumisaiii nepekiany y chepi
0’1oTi-iHIyCcTpil. Takoxk nepcrekTrBa BOAYAEThCS Y 3aTyIeHHI
IHIIMX 1HIOEBPONECHCHKUX MOB, 1110 BiJKpUBAa€E HOBI 00pii Jyis
THTIOJIOTIYHOTO IOCII/PKEHHS Ha MaTepiaii myOosikaiii y raiy-
31 iHOyCTPIl KpacH.

Ki1104yoBi cj10Ba: MCUXOJNIHIBICTHKA, CTpAaTeris TEpPEeKo-
HaHHS, O IOTI-IHAYCTpisl, MepeKIafabki cTpaTerii, TAKTHKH,
MIPUIOMHU.
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