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AHHOTANUA

BBE}IeHl/le. PeknaMuEbIe ciToraHbl UI'PArOT KIOYEBYIO POJIb B MAPKETUHI'OBBIX CTPATCTUAX KOCMETUYCCKUX KOMIIAaHUH K
OpenoB. OHM He TOJIBKO NPHUBJIEKAIOT BHUMaHHE NOTpeOuTeNeH, HO M (POPMUPYIOT accolMaluy ¢ npoayKkTamu. IlepeBon
OTUX CJIOTAaHOB Ha APYTHUEC SA3BIKA Tpe6yeT ocoboro BHUMAaHUs, TaK KakK HCO6XOI[I/IMO COXpaHUTh KaK CMBICJI, TaK U
SMOIMOHAJIBHYIO ITPUBJICKATCIILHOCTL OpUTMHAJIA. I_Ie.m, HCCJICT0BAHUSA — ITPOAHATIM3UPOBATH IEPEBOIABI aHTJTOA3BIYHBIX
PEKIIaMHBIX CJIOTaHOB KOCMETHYECKUX KOMIIaHUH H 6peHIIOB C TOYKHU 3pCHHUA aJACKBATHOCTH M OKBHUBAJICHTHOCTH.
MaTepna.ﬂ H MeTOoAbI. MaTepI/IaHOM CTaTbU MOCIYXWIIU MATh aHTJIOA3BIYHBIX CJIOTaHOB KOCMETUYCCKUX KOMIIAaHUH H
6peHI[OB. HpI/I HUCCIICAOBAHUU OBLIIM HCIIOJIL30BAHLI aHAIU3 U CUHTEC3, MHAYKLOWUA W ACAYKIOHA, CPABHCHUEC, METO/
CIUIOITHOM BLI60pKI/I, OJIEMCHTBI KOJIMYECTBCHHOT'O aHaJIn3a, OIMICATEIIHLHBIN MCTOA, METO KOHTCKCTYAJIbHOI'O aHaJIn3a,
HHTEpPIPETAlMOHHBIN MeToA. Pe3yabTaThl. AHAIN3 MEPEBOJOB CIOTAHOB C AHTJIMICKOTO SI3bIKAa Ha PYCCKHUIl MOKa3al,
YTO TOJBKO OAWH CJIOTaH OBILT TIEPEBEACH aICKBATHO U DKBUBAJICHTHO, U €III€ OAWH CJIOTaH OBLT TIEPEBEICH aICKBATHO,
HO HE’KBHUBAJICHTHO. Bce ocTaibHBIE MEPEBOJbI CJIOTaHOB OblId MeHee aJICKBAaTHBIMU M MCHCC O5KBUBAJICHTHBIMMU.
BoiBoabl. CoxpaHeHre OpUTHHAIBHOTO CMBICIIA M AMOIIMOHAIBHON HAarpy3KH MPH MEPEBOJIE PEKIIAMHBIX CIIOTaHOB OY€Hb
BAXHO IS BOCIIPUATUSA ITPOAYKTOB KOMITAaHHUH U 6p€HHOB KOHCYHBIM HOTpe6I/ITeJ'[€M. Henonnoe OTPAKCHNUE OCHOBHBIX
MOHSITHH MOXKET IMPUBECTU K UCKAXKCHUIO UMHUJIKA 6peH11a 1 MOTCHIUAJIbBHOMY CHUXCHHIO €TO MPUBJICKATCIILHOCTU HA
PBIHKE.

KiaroueBble ciioBa: nepeBoJ, aIACKBATHOCTb, SKBUBAJICHTHOCTD, AHTTIAACKHAM S3BIK, peKJ'IaMHI:Iﬁ CJIOraH, IpUeEM
TIIEPEBOaA, KOCMETUIECKHE CPENCTBA.
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Abstract

Introduction. Advertising slogans play a key role in the marketing strategies of cosmetic companies and brands. They
do not only attract consumers' attention, but also form associations with products. Translating these slogans into other
languages requires special attention, as it is necessary to preserve both the meaning and emotional appeal of the original.
The aim of the study is to analyse the translations of English — language advertising slogans of cosmetic companies and
brands in terms of adequacy and equivalence. Material and methods. The material of the article was 5 English — language
slogans of cosmetic companies and brands. We used analysis and synthesis, induction and deduction, comparison, a solid
sampling method, elements of quantitative analysis; a descriptive method, a method of contextual analysis, an interpretive
method in the study. Results. The analysis of translations of slogans from English into Russian showed that only 1 slogan
was translated adequately and equivalently, and another slogan was translated adequately but non — equivalently. All
other slogan translations were less adequate and less equivalent. Conclusions. Preserving the original meaning and
emotional load when translating advertising slogans is very important for the target consumer's perception of companies'
products and brands. Incomplete reflection of key concepts can lead to a distorted brand image and a potential decrease
in the brand's attractiveness in the market.
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INTRODUCTION

In the modern world, advertising plays a key role in shaping consumer behaviour and
perception of goods and services. It does not only convey information about the product, but also
actively influences the consciousness and emotional state of consumers. Advertising is understood as
«information disseminated in any way, in any form and using any means, addressed to an indefinite
number of people and aimed at attracting attention to the object of advertising, formation or
maintenance of interest in it and its promotion in the market» [1]. The relevance of the topic of
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adequate and equivalent translation of advertising slogans of cosmetics is associated with the
appearance of an increasing number of foreign cosmetic companies in the Russian market. Successful
translation of slogans helps brands to integrate successfully into new markets. The complexity of
translating advertising slogans lies in the differences in culture, specialised vocabulary, the need to
retain emotional colouring and to comply with the legal requirements of different countries. Errors in
translation can cause misunderstanding and sometimes negative perception of a cosmetic product
among customers, which negatively affects the brand image. Adequate translation «provides the
necessary completeness of interlingual communication in specific conditions, while equivalence is
characterised as the semantic commonality of language and speech units equated to each other» [2].

The aim of the study is to analyse the translations of English — language advertising slogans
of cosmetic companies and brands in terms of adequacy and equivalence.

MATERIAL AND METHODS

The research material was 5 advertising slogans of cosmetic companies and brands:
Maybelline New York, MAC cosmetics, Dove, Estee Lauder. The study used analysis and synthesis,
induction and deduction, comparison, solid sampling method, elements of quantitative analysis;
descriptive method, method of contextual analysis, interpretive method.

RESULTS

5 slogans of cosmetic companies and brands were retrieved using the continuous sampling
method: 1) Maybe it's Maybelline» (Maybelline New York); 2) «Explosive volume in a rocket time»
(Maybelline New York); 3) «Colors of freedom» — «/[o6ase usema!» (MAC cosmetics); 4) «Real
Beauty» — «Hacmoswasn xpacoma» (Dove); 5) «I live for the moments like thisy — «/Kueu
momenmom! » (Estee Lauder).

The analysis of translations of these slogans from English into Russian showed that only 1
slogan was translated adequately and equivalently, and another slogan was translated adequately but
not equivalently. All other translations of slogans were less adequate and equivalent.

DISCUSSION

There are many works in the scientific community devoted to the methods of translation of
advertising slogans [3], peculiarities of advertising slogans [4], as well as the problems of translation
of advertising slogans [5]. Many works are related to the adequate translation of advertising texts [6],
[7]. The distinctive feature of this study is the choice of slogans of a certain sphere, namely cosmetic.
In addition, the article considers translation not only in terms of adequacy, but also equivalence. Let
us take a closer look at the found slogans.

1. «Maybe she's born with it. Maybe it's Maybelline» — «Bce ¢ éocmopze om meosn, a moi

om Maybelline» (Maybelline).

The original slogan «Maybe she's born with it. Maybe it's Maybelline» suggests that beauty
can be both innate and achieved with Maybelline products.

The translation of the slogan «Bce ¢ socmopze om meos, a mot — om Maybelline» appeals to
a woman's confidence and her positive perception of the product.

The translation cannot be considered adequate, as the original slogan emphasises the idea that
beauty can be both innate and achieved through Maybelline products. The original evokes the
association that cosmetics can hide flaws or enhance innate virtues. Whereas the translation
emphasises the admiration of others, which may not fully convey the essence of the original message.

In terms of equivalence, the translation retains the brand name and emphasises the positive
perception of the products, but loses the main contrast between natural beauty and beauty achieved
through the use of cosmetics. Also, the translation focuses on the perception of the ‘rapture’ of beauty,
whereas the original is more neutral about the source of this beauty.

2. «Explosive volume in a rocket time» — «I'0n1060KpyscumenvHolii 00vem. MeHo6eHHO»
(Maybelline).

The original slogan, «Explosive volume in a rocket timey, suggests that the mascara provides
volume that can be achieved very quickly, using the metaphor of a rocket to emphasise speed and
impact.
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The translation of the tagline «I'onosoxpyscumenvnotii 06vem. Mznosenno» emphasises the
impressive result and fast action, but changes the original image with a rocket. The word «dizzying»
conveys the intensity of the effect, while «instantaneously» emphasises the speed at which the result
IS achieved.

The translation is adequate as it conveys the original’s main message of a quick and impressive
effect. However, it loses the original rocket metaphor, which reduces the expressiveness.

In terms of equivalence, the translation is not fully equivalent because it changes the image
used in the original. Instead of the association with a rocket, the translation creates a simpler and
more direct image, which reduces the degree of creativity and dynamism of the slogan.

The translation «l'onosokpyscumensuoiii oovem. Menosenno» is successful, but less
expressive and imaginative compared to the original. It remains focused on drawing attention to the
effect of the product, which is in line with marketing models, but does not fully retain the original
style and tone.

3. «Colors of freedomy — «/[obasev yeema! » (MAC cosmetics).

The original slogan «Colors of freedom» is based on the idea that using MAC products allows
everyone to freely express their individuality and uniqueness through the bright and varied colours
of cosmetics. The slogan emphasises the concept of freedom of choice and creativity in the use of
make — up.

The translation of the slogan «/ZJo6aes usema!l» focuses on the active action of women,
encouraging them to use MAC products to create a vibrant image. It creates a positive perception and
inspires to experiment with colours.

However, the translation cannot be considered fully adequate, as the original slogan contains
a deeper concept of freedom and self — expression, whereas the translation clearly focuses on the
practical aspect of adding colour. The original evokes an association with the broader concept of
freedom and creativity in the context of individual style, whereas the translation emphasises more on
action without conveying the full essence of the message.

In terms of equivalence, the translation retains the positive mood and call to action, but loses
the important context of ‘freedom’ that makes the original more meaningful. The original is focused
on inner freedom and self — expression, whereas the translation is more focused on external activity.

In conclusion, it can be argued that the translation of the slogan ‘«Colors of freedom» as
«/looaswv yeemal» cannot be considered fully adequate and equivalent.

4. «Real Beauty» — «Hacmosawan kpacomay» (Dove).

The original slogan «Real Beauty» conveys the concept of true and authentic beauty,
emphasising the naturalness and diversity of beauty, which is at the heart of the Dove brand
philosophy. It encourages self — acceptance and the recognition that beauty comes in many forms,
reflecting inner harmony and confidence.

The translation of the tagline «Hacmoswas kpacoma» retains the key meaning of the
original, emphasising the idea of authenticity and naturalness. It conveys the main message well,
which makes it more adequate compared to other examples. However, despite this, the translation
does not convey the full context that is encapsulated in the original. The word ‘real’ may not fully
convey the full depth of the concept that real beauty includes not only appearance but also inner
qualities, confidence and self — acceptance.

In terms of equivalence, the translation «Hacmoswas kpacomay retains the overall positive
mood and the idea of conveying to consumers that beauty is not only about physical characteristics
but also about inner state. Nevertheless, the original has a certain emotional intensity and deep
meaning, whereas the translation may seem more straightforward and less meaningful.

In conclusion, it can be argued that the translation of the slogan «Real Beauty» as
«Hacmoawasn kpacomay is adequate and generally equivalent, as it preserves the main message of
the original.

5. «I live for the moments like this» — «/Kueu momenmom!» (Estee Lauder).

The original slogan «I live for the moments like this» is based on the idea that life is full of
special moments that should be cherished and captured. It emphasises the importance of enjoying
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every moment, when the beauty, joy and uniqueness of life is especially evident. This message creates
an emotional connection with the consumer, emphasising the value of the Estee Lauder product as a
means of creating and capturing such moments.

The translation of the tagline «2Kueu momenmom!» emphasises active action and encourages
one to focus on the present moment. It creates a positive perception and inspires active enjoyment of
life. However, the translation cannot be considered fully adequate as it omits the nuances and deep
meaning of the original. The original slogan emphasises not just the process of living in the moment,
but specifically the value of certain moments that make life meaningful.

In terms of equivalence, the translation retains the emotional message and perpetuates the idea
of the importance of the present, but loses the emphasis on the significance of specific moments that
can create an association with Estee Lauder products. The original focuses on inner feelings and
memories, whereas the translation focuses on the action of living in each moment, which may not
fully convey the essence of the brand's message.

In conclusion, it can be argued that the translation of the slogan «I live for the moments like
this» cannot be considered fully adequate and equivalent, as it simplifies the original message and
loses the important context that makes it richer and more meaningful.

CONCLUSIONS

Preserving the original meaning and emotional load when translating advertising slogans is
very important for the perception of companies' products and brands by the end consumer. Incomplete
reflection of key concepts can lead to a distorted brand image and potentially reduce its attractiveness
in the market. The article emphasises the need for a careful approach to the translation of advertising
materials in order to achieve the desired effect on the target audience.
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