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INTRODUCTION

The world is constantly developing, nowadays we constantly turn to mass
media for new information. Therefore, social networks and the Internet play a big
role in the life of a modern person. In this term paper, we will consider the mass
media discourse, namely the terminology of the fashion industry. Taking into account
the fact that the majority of information is presented in English, there is a need to
translate it into other languages. Due to the differences in linguistic, cultural,
psychological, and conceptual frameworks, translators face peculiarities or
difficulties in rendering the original text in the target language. To achieve the correct
translation, translation transformations are used.

The research paper is focused on the study of modern fashion terminology in
mass media discourse and ways of translation this terminology.

The relevance of the research lies in the importance of translating the
terminology of modern fashion. After all, taking into account the fact that the fashion
industry is developing rapidly, it is necessary to translate already existing terms as
well as neologisms.

The aim of the research is to study and analyze the modern fashion
terminology on the basis of media discourse.

To achieve this goal, we formed the following objectives:

e to consider modern fashion terms as a linguistic phenomenon;

e to study the classification of terms;

e to perform translator’s analysis of the article of mass media
discourse;

e to define lexical, grammatical and lexical-grammatical translation
transformations used in the translation of the text of the mass media
discourse.

The object of the research is terminology of modern fashion.

The subject of the research is the linguistic and pragmatic characteristics of

realities in the English-language media discourse and ways of their reproduction in



the Ukrainian language.

As data sources were used texts and articles of mass media discourse,
dictionaries. It total, 50 sentences were analyzed.

To achieve the goal and objectives of the research, the following research
methods were used: method of quantitative calculations, comparative method,
method of discursive analysis, translation analysis.

Theoretical value of research is based on the study of terminology of modern
fashion. The results could be used as theoretical basis for scientific works.

Practical value of research is based on the translator’s analysis of the ways of
translation the fashion terms in mass media discourse. The results and the analysis of
modern fashion terms could be used as practical material.

The structure of the research paper includes the Introduction, two Chapters,
Conclusions, Bibliography, List of Reference Sources, List of Data Sources, Annex
and Summary. In Chapter 1 we consider the theoretical background, namely
terminology and classification of terms. In Chapter 2 we perform a translator’s
analysis of media texts containing fashion terms. Conclusions include the main points

of the term paper and a comparison of results.



CHAPTER 1
THEORETICAL FUNDAMENTALS OF TERMINOLOGY IN
LINGUISTICS AND TRANSLATION STUDIES

1.1 Definition and classification of terms

The term, like all other language universals, is difficult to define. There are a
lot of different attempts to define terms due to the complexity and debate of such a
task in linguistics.

V. Karaban defines the term "as a linguistic sign representing the concept of a
special, professional branch of science or technology” [10: 65]. He notes that
scientific and technical terms are essential components of scientific and technical
texts.

I. Kvitko, relying on various definitions, offers such a definition, in which the
term is "a word or verbal complex that corresponds to the concept of a certain
organized field of knowledge (science, technology), entering into systemic relations
with other words and verbal complexes and form together with them in each case and
at a certain time a closed system, which is characterized by high informativeness,
ambiguity, accuracy and expressive neutrality” [11: 76].

A short explanatory dictionary gives the following definition: a term (from the
Latin Terminus — limit, end) “is a special word or phrase that is accepted in a certain
professional field and is used in special conditions. The term is a verbal definition of
a concept that is included in the system of concepts of a certain area of professional
knowledge, which denotes the concept of a certain field of knowledge or human
activity" [1: 98].

The large explanatory dictionary of the modern Ukrainian language, in turn,
offers the following definition: a term is "a word or phrase that means a clearly
defined special concept of any field of science, technology, art, social life, etc."
[1:99].

Speaking of terminology, linguists usually distinguish between:



a) a section of linguistics that studies terms (in this sense, the word
"terminology" is increasingly used);

b) professional vocabulary consisting of all words of a certain language (we
say, for example, "German terminology");

c) special vocabulary or industry terminology serving a certain branch of
science or technology (*'linguistic terminology", "construction terminology", etc.).

Branch terminologies are called - term systems. The systematic nature of the
terminology is determined by two types of connections that give sets of terms a
systematic character:

« logical connections (if there are systematic logical connections between the
concepts of a certain science - and they exist in every science - then the terms that
name these concepts must also be systematically connected);

« linguistic connections (although the terms denote scientific concepts, they
remain units of natural human language, and therefore, they are characterized by all
those connections that are characteristic of commonly used words - synonymous,
antonymic, word-forming, polysemic, grammatical, generic, etc.).

Thus, the terminology is not a chaotic set of words, but a system of special
names organized at the logical and linguistic levels. Systematicity is one of the most
important conditions for the existence of the term. A term can exist only as an
element of a term system if the latter is understood as an ordered collection of terms
that adequately express a system of theory concepts describing a certain special field
of human knowledge or activity.

Among the main features of the term (or the requirements that are put forward
to terms), the following can be noted:

1. Systematicity. As already indicated, the term is part of a certain
terminological system in which it has a terminological meaning. Outside of its
terminological system, the term can have a completely different meaning.

2. Availability of a definition. Each scientific term has a definition that clearly
outlines and limits its meaning.

3. Accuracy. The term should convey as fully as possible the essence of the
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concept it denotes. An imprecise term can be a source of misunderstandings between
specialists, so it is sometimes said that scientists first agree on terms, and only then
start a discussion.

4. Conciseness. It is very convenient to use short terms, but it is not always
possible to create a short term that would also be accurate.

5. Unambiguity. If the majority of words in the common language are
ambiguous, then the majority of terms are unambiguous, which is determined by their
purpose. However, an important clarification should be made here: ambiguity takes
place within the limits of one term system because, at the level of several
sublanguages, the polysemy of terms is a fairly common phenomenon.

6. Independence from the context.

7. Absence of synonyms. Terminology should not be characterized by
synonymy, which hinders mutual understanding.

8. Compliance with the rules and norms of a certain language.

9. Expressive neutrality. Most of the terms are devoid of emotional and
expressive coloring. But the reasons for the certain intensity of some semantic
component terms may be efforts to emphasize the elitism of the speaker's ideas, or
efforts to hide his intentions.

10. Sweetness. The term must be melodious (i.e. the requirement of euphony),
so the creation of terms derived from dialectics, jargonizes or barbarisms should not
be encouraged.

In modern German-language linguistic literature, similar features of the terms
are distinguished:

1. The term must have a clear definition. Within the limits of one scientific
theory or technical field, the terms are hidden by conceptually defined special words.

2. The definition of the term constitutes a specific context, preferably in the
form of a sentence with a nominal predicate, in which the term itself is the subject.

3. The term is an element of a certain terminological system. Essential criteria
for a term within one terminological system are a) unambiguity, b) accuracy, and c)

determination of its place in this terminological system.



4. The content of the term tends to the highest degree of conceptual
abstractness.

5. The term is characterized by a tendency towards stylistic neutrality and
prevention of connotations.

6. Today, people are abandoning the idea that the terms are or should be
unambiguous [1: 101 —104].

7. By origin, many terms are internationalism or created as artificial words
from elements of ancient Greek and Latin languages.

Having listed the main characteristics that modern terminologists put forward
for terms, it should be noted that these characteristics are more desirable than
mandatory for a large number of terminological units. The opinion that the accuracy
and unambiguity of terms, as well as the existence of full equivalent terms in other
languages, is not a rule, but rather an exception to it, has gained popularity.

So, the term, which functions in various fields of science and technology, can
be ambiguous. A translator of scientific and technical literature who deals with texts
on a specific subject must have a good understanding of the nature of the treatment of
scientific and technical terms in the texts. The translator is faced with the task of
determining whether a term belongs to a certain field and finding a suitable
translation of this term.

Depending on the degree of specialization, the terms can be divided into three
main groups:

1. General scientific terms, that is, terms that are used in almost all branch
terminology, for example, system, trend, law, concept, theory, etc. It should be noted
that such terms within certain terminology can specify their meaning, e. g.: currency
system, drainage system. This category also includes general technical terminology
(device, unit).

2. Interdisciplinary terms are terms that are used in several related or distant
fields. Thus, economic science has terminology common to other social and natural
sciences, for example, depreciation, environmental costs, and private property.

3. Narrow industry terms are terms specific only to a certain industry, for



example, leasing, drain, and chip.

In the speech of specialists, in addition to terms, other special units
professionalisms and nomenclature names are widely used.

Professionalisms are words or expressions inherent in the language of people
of a certain professional group. Professionalisms define special concepts, tools or
labor products, production processes, and folk crafts. They have a clear local
character and are characterized by some emotionality, which is caused by the
peculiarities of colloquial speech. The essential difference between terms and
professionalisms is that terms are the official scientific names of concepts, and
professionalisms arise as colloquial, informal substitutes for terms. Professionalisms
can be used in informal professional communication, but they are non-normative in
professional documents, texts, and in official oral speech.

Nomenclature (from Latin nomenclature - list, list of names) is a set of names
of specific objects in a certain field of science, technology, art, etc. They must be
distinguished from terms denoting abstract scientific concepts. Nomenclature consists
of nouns and phrases that convey both the system of names of objects of certain
science and the set of names of single objects.

M. Mostovy [21:56—58] singles out another variety of the term - trademark or
paronym. In the conditions of mass production, the whole science of creating a
trademark arose. Its application is related to the study of the motivation of the
prospective buyer's behavior. In the process of formation of a paronym, both
psychological factors of the assumption of conviction and persuasion, as well as
mnemonic, semantic, analogical, and other features of the word involved are taken
into account. When naming an object or type of service, the combinational features of
the sound and the meaning of the form, mixed imitation processes are taken into

account.

1.2. Terminology as a translation problem

Human consciousness groups commonly used words and conceptual fields,
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lexical-semantic groups, and thematic series. However, the term system of any
sublanguage contains reinterpreted commonly used words, which is a manifestation
of secondary nomination. In terminology, the opinion is expressed that the formation
of terminology by rethinking the meaning of a commonly used word is characteristic
of the early stage of the development of terminology [2]. Some researchers consider
the method of semantic derivation to be unproductive for modern terminology,
although traditional [3:232—238].

Different approaches to understanding semantic derivation give rise to different
visions of its types. Yes, N. Shashkina and JI. Druzhynin divides the terms formed
semantically into three groups. The first, they include commonly used words,
reinterpreted based on the similarity of form and function; the second - terms
transferred from other term systems as a result of various shifts in their meanings; the
third - terms whose meanings were explained based on functional features. A similar
classification of processes of semantic derivation (in construction terminology) is
followed by 3. Glyadchishina [5:16].

Researchers of other branch terminologies (for example, computer engineering
and radio engineering) classify semantic derivation by types: 1) clarifying the
meaning of a commonly used word; 2) narrowing the meaning of a commonly used
word; 3) transfer of meaning by the analogy of concepts: a) technical; b) external; c)
functional; 4) transfer of value by contiguity [23:100—102].

In the branch terminology of mechanical engineering and general mechanical
engineering, terms formed from commonly used words are differentiated into 1)
terms formed by external similarity; 2) terms formed by the similarity of functions; 3)
terms formed by external features and functions at the same time; 4) words that are
used based on associativity and that have become homonyms of commonly used
words [17:109].

Regarding the creation of abstract terms, O. Mykytyuk distinguishes: 1)
metaphorical change of name; 2) metonymic name change; 3) functional name
change [20:138—139].

As a separate type of semantic derivation, researchers of the Ukrainian lexicon
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from informatics single out transterminologizing (transfer of a ready-made term from
one discipline to another with its complete or partial reinterpretation) [7:155].

Researchers of the metalanguage of computer technology and journalistic
terminology consider terminology as borrowing from general literary language
[22:120; 29:12]. They associate the nomination of new concepts with transfer by
various associations (by contiguity, similarity, etc.). Researchers of radio-electronic
terminology T. Kozlanyuk and O. Poltashevska trace the process of terminology, in
addition to metaphorization, narrowing and expansion of meanings, and also
conversion [13:151].

Researchers terminologists, despite the difference in the approach to the types
of terminization, note the presence of a certain common feature between the object of
terminization and the subject whose name is used as a term. Moreover, O. V.
Kharchenko believes that the terminology of the commonly used meaning is used
only for the nomination of subjects since concepts about specific subjects have more
points of contact [29:19].

Considering terms as a certain layer of the general literary vocabulary, as a
professional subtext, we face several difficulties in understanding what a term is.
First of all, there is the question of whether a term is a word or a meaning of a word.
This question arises because a significant part of general literary words includes
terminological meanings in their semantic structure along with commonly used
meanings. Linguists who study a term as part of its terminological system accept a
word in this terminological meaning as an independent unit of the terminological
system [16:116]. For example, the word loan has a secondary terminological meaning
of the economic sphere of a loan. It is in this sense that special dictionaries record this
word as a term. The commonly used word kerb in a non-specialist dictionary has the
meaning of the curb, the edge of the sidewalk. In the financial business, it serves as a
term to indicate those deals that were concluded at a time when the stock exchange
was no longer working.

Similar terms within the terminology system are not associated with the

components of the conceptual field of commonly used words from where they were
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borrowed. But these ties are not completely broken. That is why the translator feels
the pressure of the commonly used meaning in the terminological sense. This
pressure has a positive meaning: thanks to the internal form of the term, the translator
not only better imagines reality, but also better remembers the special meaning of the
formerly commonly used word. A figurative connection may fade over time, but a
forgotten term is much faster actualized in memory by correlating the meaning of the
term with the meaning of an identical commonly used word. The opinion of T. Kyyak
IS quite correct, and he notes that in this case his philological education, knowledge
of the associative relationships of terminological morphemes, and affixal features of
terms can come in handy for a non-specialist translator [12:306].

Based on the results of a comparative analysis of selected terminological units
of the English and Ukrainian languages, three types of semantic correspondences can
be distinguished depending on the degree of their adequacy:

1) full correspondence: the term of the original language always corresponds to
one permanent equivalent of the translated language;

2) partial correspondence: the term of the original language corresponds to
several lexico-semantic variants of the translation language: long- a) a person who
has more securities than necessary for the execution of concluded agreements; b) a
speculator playing for an increase; ¢) long-term government bond of Great Britain;
gap - a) lack of financial resources; b) termination of terms between assets and
liabilities; c) price gap due to lack of market agreements; d) discrepancy between the
levels of interest rates on the bank's assets and liabilities;

3) complete mismatch: the terms of the original language have no
correspondence in the vocabulary of the translation language. In our opinion, the
following should be included here: a) realities: General Accounting Office - the main
budget and control department of the USA; Greek drachma - Greek drachma; b)
established terminological phrases: golden boys - graduates of US universities, hired
by brokers and banks to conduct operations on the stock market; c) complex words of
various types: G-7 countries - group of seven (leading countries of the West: Great

Britain, Germany, Italy, Canada, USA, France, Japan). The method of eliminating
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semantic inadequacy involves the possibility of taking into account two types of
terminological units that differ in basic lexical-semantic features and different types
of semantic term formation.

The first type of term is former commonly used words, the
terminologicalization of which was carried out by enriching a household concept, by
scientifically specifying the semantic structure of a commonly used word within the
same denotation. Such commonly used words in the role of terms differ in the field of
use and the performed function. As terms, a definition with more specific parameters
of the content of the corresponding concepts corresponds to them. The basis of this
type of term is words of broad semantics, which nominate various abstract concepts.
We refer to these types of terms units such as acceptance, accommodation, advance,
amortization, balance, bank, bargin, harrowing, cash, exchange, credit, finance, fund,
lend, money, market, stock, etc.

Since the terminologicalization of lexemes of the first type is primarily related
to a change in the sphere of functioning, we consider this type of semantic
terminazation to be functional. It is as a result of the change in the sphere of
functioning and the stylistic affiliation that new sevens appear in the semantic
structure of lexemes of the first type, which denote special features that enable the
formerly commonly used lexeme to perform not a nominative, but a definitive
function.

The second type of semantic terminology is related to the reinterpretation of
commonly used units to denote special economic concepts. Since the subject of the
nomination, knowing the reality, perceives the new through the known and learned
old with the help of invariant stable features, then in the process of cognition, the
selected scientific concept can resemble a household one by one of these features. In
this case, the speaker solves the task of naming a scientific concept by rethinking the
main meaning of the nominative unit.

The choice of the denotation sign nominated by the direct meaning of the
corresponding commonly used word as a basis for comparison involves

understanding the nature of the connection between objects or phenomena of
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extralinguistic reality. The brightness, imagery, and visibility of the verbal sign
chosen by the subject of the nomination form the basis of the semantic mechanism of
terminological meaning formation. At the same time, as observations show, words
with a relatively simple semantic structure have more chances to become a term.

The translation of terminological units of the second type, unlike the first,
causes certain difficulties. The main one is that the translation of the terminological
unit that appeared in the terminology system as a result of rethinking adds certain
Imagery and emotional color to the economic text. Previously, there was a tendency
to involve neutral vocabulary in translation or descriptive constructions that reveal
the essence of a special concept. But replacing the "metaphor-term™ with a neutral
vocabulary is not always adequate, and the descriptive method of translation suffers
from accumulation. Currently, there is a tendency to preserve the metaphorical term,
I.e. to a literal translation, although usually such a term is taken in quotation marks:
snake - "currency snake"; tiger bonds - "tiger" securities; the veil of money - "money
veil”.

Thus, to solve the problem of the adequacy of the translation of the
terminological units of the original language into the translation language, the
following should be taken into account, in our opinion: 1) the method of the semantic
terminator, as a result of which the term appeared in the term system for the
nomination of a special concept; 2) semantic correspondence in each case; 3)
extralinguistic determinism of terms of the original language that do not correspond
in the translation language; 4) choosing the optimal method of translation:
descriptive, loan translation, transformational, establishing an equivalent (permanent
or contextual). Prospects for further research in this direction are related to taking
into account a set of linguistic and extralinguistic factors, which is a prerequisite for
achieving an adequate translation of any text in general and economic text in

particular.



13

1.3. Mass media discourse text analysis

The issues of mass media discourse research have taken a prominent place in
modern linguistics, which has become a reflection of those significant social,
political, philosophical, cultural, and linguistic trends embedded in the very
functioning of this type of discourse. Classification of mass media discourse has
become an important problem for modern linguistics. The study of this task
contributes to the solution of many topical issues of media linguistics: clarifying the
essence of the mass media phenomenon itself and its hierarchy, more clearly
delineating the structure of this type of discourse, understanding the interaction of its
components, and systematizing knowledge about functional features.

The most general typology of mass media discourse divides it into types
primarily according to the types of media themselves, that is, according to the
channels of information transmission:

- press discourse (or print media discourse);

- radio discourse;

- television discourse;

- Internet discourse (this discourse refers to all electronic forms of mass media
communication).

All the mentioned types of mass media discourse have their own stylistic,
structural-compositional, and representational schemes determined by various factors
inherent in each channel of transmission. The means of mass communication as such
directly influence the consciousness of people and the development of society by the
very fact of their existence. Media (i.e. means) is an extension of man. Researchers
primarily study the meanings of messages, and it is necessary, according to the
scientist, to analyze the effects of the media itself, because "The medium is the
message" [19:39—43].

According to the general theory of discourse, scientists divide mass media
discourse according to the form of communication of media texts: oral mass media

discourse and written mass media discourse.
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The implementation of media discursive practices takes place in certain fields
of human activity and knowledge, which have the character of historically established
communicative spheres. The linguist A. V. Holodnov put forward the idea of calling
these types of discourse socio-functional and considers political, legal, economic, and
other discourses to be such [24:56—59]. Being reflected in the mass media, the
above-mentioned types of discourse acquire certain pragmatic, stylistic, and
functional features, so we can typology the media discourse according to the
following scheme:

- political mass media discourse;

- economic mass media discourse;

- scientific mass media discourse;

- sports mass media discourse;

- educational mass media discourse and others.

Justifying this approach to the taxonomy of mass media discourse, we note that
media discourse is a cognitive-pragmatic environment that realizes its essence by
producing and broadcasting to a wide audience evaluative meanings and ideologues,
as well as through names and metaphorical interpretation of the facts of social
existence. According to her, "the concept of media discourse ... covers not only a
verbal message and a media channel but also all extralinguistic factors associated
with the peculiarities of the creation of a media message, its recipient, feedback,
culturally conditioned ways of encoding and decoding, socio-historical and political
and ideological context" [26].

The Ukrainian linguist S. K. Romanyuk in his research on discourse claims that
the socio-cultural environment of modernity allows us to distinguish the types of the
discourse of certain subcultures and ethnic communities. Among the discourses of
this type, he includes:

- discourses of professional strata (pedagogical, diplomatic, sports, medical,
political, economic, etc.);

- corporate and subcultural strata (banking, religious, esoteric, sacred,

laudatory, heroic, revolutionary, partisan, terrorist, criminal);
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- discourses of household communication (family, children's, youth, love); -
discourses of virtual communication (fairy tale, computer, forum, chat discourse);

- socio-specific discourses (advertising, leisure discourse, holiday, pre-election
discourse). The scientist rightly notes: "The list of such discourses is open both in
terms of civilization and in terms of a certain linguistic and subculture, which is
connected with the principle of dynamism: some discourses disappear from the
historical arena, and others replace them" [27:228—231].

O. O. Selivanova proposes to typology the media discourse, guided by various
strategies of information presentation and various ways of cognitive reflection of
reality. Analyzing printed publications according to this principle, the scientist talks
about the following types of mass media discourse:

- discourse of "quality press";

- the discourse of the popular press (the discourses of the "yellow press™ and
glossy magazines are considered separately);

- the discourse of specialized publications, such as scientific and popular
scientific publications. The linguist notes: "All these editions differ from each other
both in the cognitive attitudes of the addressees and in their ability to be perceived by
the target audience, and therefore in different ways of transmitting information
(linguistic and extralinguistic) presented in the text itself" [28:58].

Genre diversity inherent in mass media discourse allows scientists to classify it
according to this feature as well. Scholar M. S. Gatalska distinguishes types of mass
media discourses, based on the genre-specific format of mass media:

- news discourse (genres: news note, news with expert comments);

- reportage (genre: reportage);

- informational and analytical (genres: analytical article, editorial article,
correspondence, analytical review, analytical interview);

- essay writing (genres: essay, editorial column);

- advertising (genres: slogan (micro-genre), advertising article, advertisement);

- PR discourse (genres: press release, media kit) [4:186—191]. A similar

approach is followed by E. Kozhemyakin, who, based on the selection of discourse
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types, defines the sphere of genre-functional features of the media space: news,
advertising, promotional (PR); informative, analytical, journalistic; identifying,
representative, ideological discourses [6].

Another typology that can be used for the classification of mass media
discourse is described in the work of M. L. Makarov "Fundamentals of Discourse
Theory" in the section "Social Categories of Discourse™: the scientist considers such a
communicative variable as the degree of formality of communication to be a relevant
typological feature of discourse for classification, according to which the mode of
communication can be casual, familiar; neutral, informal; semiofficial; official [8].
Based on this idea of M. L. Makarov, the scientist A. M. Prykhodko claims that this
principle allows distinguishing the following types of discourse:

- authoritarian and egalitarian;

- totalitarian and democratic;

- conflicting;

- cooperative;

- official and carnival;

- male and female [9:93-96].

A similar approach can be found in the work of V. I. Karasyk "Language
keys", in which he distinguishes types of discourse according to the "tone of
communication”:  status, humorous, ideological, hypothetical, aggressive,
manipulative, informative, and others [14:118—122].

All the above-mentioned types of discourses can be found in the mass media
discourse system. The specificity of each type of discourse leaves its imprint on all
stages and levels of the speech act of the mass media: text creation, composition,
means of expression, perception of the message, means of influence, the tonality of
communication - and communication itself acquires specific features.

For a clearer interpretation now we will provide the stylistic and discourse
analysis of the article ¢ 'TikTok Made Me Buy It: The Liquid Blush That Gives Me
Juicy, Sculpted Cheeks “’(see in Annex B)

The article under analysis belongs to the mass media discourse. It is grey zone
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text, it reflects the real world. The function of the article is informative, the style is
publicistic.

The text is taken from Vogue magazine, it is written by Lauren Valenti. The
aim of this article is to convey information to the reader about new products and
bestsellers in the beauty industry.

We can single out following stylistic devices:

o Epithets: radiant pop of color, powdery liquid, muted peach Joy

o Metaphor: viral Soft Pinch formula, face-lifting glow

o Hyperbole: have inspired millions of followers, TikTok legend

There are characteristic features of the article on the lexical level. The first one
is wide use of beauty and fashion terms: liquid blush, draping enthusiast, face-lifting
glow, creamy liquid eyeshadow, concealer, SPF 50, powdery liquid.

We can notice some examples of internationalisms as enthusiasm, pigment and
harmony.

The next feature of the analyzed text is the use of proper names, for instance:

o Brand names: TikTok, Rare Beauty

o Organizations: Way Bandy, Mikayla Nogueira, Spencer, Alissia.

Postulating the opinion that discourse, in general, does not have clearly defined
boundaries, it should be emphasized that it is an open structure, which is
characterized by incompleteness, repetition, dynamism, and mass media discourse in
particular, due to its main purpose - the reflection of the vital activities of society -
linguistics has a wide space for the formation of a clear systematized classification
system.

Therefore, taking into account the multifaceted nature of this phenomenon (that
Is, its reflection of all aspects of human existence and the development of society), its
complex structure, and functional features, it is almost impossible to compile a
complex and detailed taxonomy of mass media discourse. Openness, as the main
distinguishing feature of discourse, acts as a restraining factor for establishing a
single, clear classification of mass media discourse and provides space for further

scientific investigations into the taxonomy of this phenomenon.
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CHAPTER 2
TRANSLATION ANALYSIS OF MODERN FASHION TERMINOLOGY

2.1 Lexical transformations in the translation of modern fashion

terminology on the material of English mass media discourse

Modulation, practical transcription, transliteration and loan translation are
highlighted among the most common translation methods used in the reproduction of
English-language texts in the field of advertising of the fashion industry in Ukrainian
translations.

Modulation occurs in the case of using terms that were invented relatively
recently, neologisms, and terms that denote the names of companies producing the
advertised product:

(34) Maybe it’s Maybelline. (MNYAC, URL) — MoxmuBo, ii kpaca Bifg
Maybelline.

(45) This shirt kills 99% of the COVID-19 virus. (CSA, URL) — Lis copouka
sauiye 99% Bipycy COVID-19.

One of the most common ways of translating the terminology of the field of
advertising in the fashion industry is practical transcription, which is the reproduction
of the phonetic form of a foreign lexical unit by the means of the translation
language. In some cases, the lexical unit is completely transcribed without adapting it
to the norms of the translation language due to the wide penetration of foreign
language vocabulary from the field of fashion industry advertising into the Ukrainian
language:

(38) So glam. So Kylie. (KCAC, URL) — Tak rimamypro. Tak cxoxe Ha Kaiii.

During the analysis of methods of translation of lexical units of advertising
texts of the fashion industry, it was found that the same lexical unit can be translated
both by the method of practical transcription and by the method of modulation:

(45) This shirt kills 99% of the COVID-19 virus. (CSA, URL) — Lls copouka
saumye 99% Bipycy COVID-19.
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(34) Maybe it’s Maybelline. (MNYAC, URL) — MoxmuBo, ii kpaca Bif
Maybelline.

From a translation point of view, both options are correct, and the method of
translation depends solely on the choice of the translator. The choice of a translator
has a marketing basis, as it depends not only on the target audience of the translated
advertising text but also on the stability and extent of familiarity of the targeted
consumer with the advertised company, product, or service.

However, in modern translation practice, it is customary to transcribe a foreign
lexeme, while preserving the adaptation of the lexical unit to the norms of the target
language. Such means of adaptation include:

1. established rules for transferring English sounds to Ukrainian sounds and
approved transliteration rules, for example th =1, [0] =[], y = i [y] = [i#a],

. Gravity — rpasitamis: (14) Gravity will never be the same. (PMCAC,
URL) — pasiTartist 3MiHUTHCS Ha3aBXKIH.

2. replacing consonants with other consonants or letter combinations, for
example, x = kc, S = x

. Botox — 6otokc: (9) Botox your wrinkles. (GGGM, URL)— Bkosu
60TOKC.

3. changing or adding suffixes and endings by the norms of the translation
language:

. instinct — inctunkTy: (28) Let your instinct take over. (ACA, URL) —
J103BOJIb IHCTUHKTY 3aBOJIOIITH TOOOIO.

4, adding a softening mark:

. ELVIVE — EJIbBIB: (39) Switch to ELVIVE Fibralogy thickening

haircare from L’oreal Paris. (LPAC, URL) — Cnpo0yi#i «EnbBiB ®@ibpanomki» Bif

Jlopeans [Tapwx, cipsiMmoBaHMi Ha 30UTHIIEHHS TYCTOTH BOJIOCCH.

. L’oreal — Jlopeans: (27) L’oreal New air volume mega mascara by
L’oreal Paris. (LPAC, URL) — Hosa Tym «Eip Bosbrom Meramackapay Bix Jlopeaib
[Tapmx.

Transliteration involves polyliteral transfer when translating terminological
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units and is used, for the most part, in such cases of translating terms-names of
manufacturing companies:

(23) It’s magic. Sauvage. Dior. (DAC: URL) — Lle maris. «Coax» Bix diop.

(29) Libre. La nouvelle de parfum. Yves Saint Laurent. (YSLAC, URL) —

«JIi6pe». HoBwuit apomar Bia «IBCenJlopan».

Loan translation involves the component-by-component reproduction of the
components of terminological units in the field of fashion industry advertising. This
is a literal, element-by-element translation of a terminological unit, which is used
mainly when reproducing two-component terms:

(33) Makes me the man of today. Boss Bottled. (HBAC, URL) — Ile poouts

MEHE YO0JIOBIKOM CHOTOAHIIIHLOrO0 AHs. «bocc OOTII».

Thus, the application of the necessary method of translation of lexical units is
appropriate in cases of translation of terms that have a semantically transparent
structure and can be understood by taking into account their sound / graphic form or
by understanding the meaning of their components.

Considering the text of advertising as a social phenomenon, according to the
requirements of the consumer and the pragmatic goal of the producer, the verbal,
visual, and verbal-visual dimensions of the text are focused on lexical content and
semantic integrity. The use of lexical translation transformations provides the
translator with the ability to create either responsive ads or reproduce the existing text
without any changes using form preservation. The choice remains with the translator,
however, in this case, the translator must also fulfill the duties of a marketer,
targetologist, and promoter, and convey the advertising text with the pragmatic
purpose of the source language.

After analyzing the sentences, we can conclude that transliteration is the most

common way of translating terms among other lexical transformations (see Fig. 2.1).
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The most commonly used types of lexical
transformations of modern fashion terms in

9% mass media

O Transliteration
0
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O Modulation

O Loan translation

9Y% 64% or calque

Fig. 2.1 The most commonly used types of lexical transformations of modern

fashion terms in mass media

2.2 Grammatical transformations in the translation of modern fashion

terminology on the material of Ukrainian mass media discourse

Grammatical translation transformations used in the reproduction of English
fashion industry advertising texts into Ukrainian include grammatical substitutions,
additions, omissions, and transpositions.

Grammatical substitutions mean the replacement of a word belonging to one
part of the language with a word belonging to another (morphological substitutions),
or the replacement of one syntactic structure with another (syntactic substitutions).
These are usually replacements for parts of speech when translating words, phrases,
and abbreviations:

1)  noun with an adverb, as in:

(40) The ones who look in the mirror with confidence. (LPAC, URL) — Jlns
THX, XTO BIICBHEHO JUBUTHCS HA CBOE BiIOOPAKCHHS.

2)  adjective with a noun:

(8) Bold lashes just got real. (MNYAC, URL) — 3yxBaii Bii HIOWHO CTajH
PEaTBHICTIO.

3)  verbnoun:

(44) This is not just about running. This is about becoming your better self.

(ABSC, URL) — Cytsb He nume B npoOixii. CyTh Yy CTBOPEHHI Kpamioi Bepcii
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ceoe.

(32) Luxury of custom clothing at your doorstep. (TAC, URL) — Po3skim
MOBCSIKJIEHHOT'O OJISITY Y BAac BIOMA.

4)  adjective with a verb:

(24) It’s really true! The one true red you've spent a lifetime looking for!
(RAC, URL) — Ile nacmpasnui ctanocs! Toli camuii HacTpaB/ii HACHUEHHUH YSPBOHHUI,
SIKAW BU IIIYKAJIH BCE KUTTSL.

(47) Who will you make happy today? (LAC, URL) — A xoro Tv OLIAC/IMBHIII
ChOTOJTH1?

5)  adjective with a noun:

(3) Be delicious. (DKNYAC, URL) —Bynb cMakoJIHKOM.

6)  adverb with a noun:

(31) Look ageless. (GGGM, URL) — He noxkas3yii cBiii BiK.

7) pronoun with a noun:

(49) Without doing this. (LPAC, URL) — He 3anurraroun ciniis.

8) noun with a verb:

(17) Have a little fun. (GGGM, URL) — Po3Bacsi TPOIIKH.

9) verb with an adjective:

(22) It happens to every guy. While you sleep, your skin dehydrates. (NMAC,

URL) — KoxxeH 40J10BiK 3HAE, 10 1€ TaKe — MPOKHUIATUCS 13 3HEBOAHEHOIO IIKIPOIO.

Grammatical substitutions also involve the replacement of the category of
number in terms of word combinations, which is related to the specificity of number
agreement when creating word combinations in the original language and the
language of translation, or the replacement of the category of time, gender, person,
species, manner, the state in predicates, verb inserts, constructions, adverbial and
adverbial inflections.

(11) Dresses youd love to be caught dead in. (STAC, URL) — Ouir, y sikuii Bu

XOTITUMETE HOCUTH 1 HA TOMY CBITI.
(50) Your roots are showing. (GGGM, URL) — V tebe Biapociu KOpeHi.

The transformation of addition consists of the introduction into the translation
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of lexical elements that are absent in the original, to correctly convey the meaning of
the sentence (of the original) being translated, and/or to comply with the speech and
language norms that exist in the culture of the language of translation. Addition plays
a special role in the translation of advertising in the fashion industry since this
translation transformation allows you to introduce additional language units into the
text, in particular, prepositions, which allows you to adequately convey the essence of
the term, embedded in the original text:

(35) Maybe she’s born with it. Maybe it’s Maybelline. (MNYAC, URL) —
MoxuuBo, ii kpaca Bia npupoau. MoxiuBo, ii kpaca Bix Maybelline.

(28) Let your instinct take over. (AAC, URL) — /[lo3Boib IHCTHHKTY
3aBOJIOAITH TOOOIO.

If significant parts of speech are introduced into the text, addition is used along
with grammatical substitutions:

(21) Irresistibly touchable skin. (NAC, URL) — IlIkipa, 10 sik01 HEMOKIUBO HE
TOPKHYTHUCA.

(36) Now Nivea Men brings you to fast body shaving stick. (NMAC, URL) —
«HiBea Men» npejcraBiisie T€, CTIK JUIs IIBUAKOTO TOJIHHS Tija.

Omission is understood as justified from the point of view of translation
equivalence, first of all, the norms of the language of translation, the elimination of
those pleonastic or tautological lexical elements in the translated text, which
according to the norms of the language of translation are part of the implicit meaning
of the text. When it comes to reproduction during the translation of advertising in the
field of the fashion industry, designed for a wide range of viewers, removal is
primarily dictated by the need to simplify the text for the target audience. In such
cases, the term is removed completely, sometimes even with the part of the text in
which it is used:

(37) Quality never goes out of style. (LQAC, URL) — fkicTb 3aBxau B MOJIi.

(2) A diamond is forever. (DBJAC, URL) — JliamaHTH BidHI.

(25) Just do it. (NAC, URL) — ITpocro miii.

In other cases, only one of the components of the term is removed, which
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makes its meaning more general and easy to understand. The possibility of using
extraction, in this case, is dictated by the ability of Ukrainian suffixes to convey
certain values.

Transposition as a grammatical transformation consists in changing the order
of words in a sentence or changing the order of parts of a sentence to simplify the
understanding of the translated text of advertising in the fashion industry by the target
audience.

(46) Wherever you go, whatever you do, it’s more fun in Ship 'n Shore blouses.

(SSAC, URL) — Ie 6 Bu He Oynu 1 mo 6 He pobmim, B Oay3kax Ship’n Shore Bu

OyJnere macIuBiIIi.

(26) Just kiss me. Don’t ask. (KCAC, URL) — XXomguux mutadb. [IpocTo

MONIYIA MEHE.

(16) Happy feet make happy people. (MSAC, URL) — IlacnuBi sroau

MOYMHAIOTHCS 31 IMIACIUBHX HIKOK.

So, we can conclude that the use of grammatical transformations allows the
translator to adapt the term to the language of translation, which is explained not only
by the differences between English and Ukrainian, but also by the specifics of the
discourse, which is aimed at a wide audience, and therefore requires the use of an
explanation or, conversely, a simplification terminology. According to the results, we
see that the most commonly used type of grammatical transformation is grammatical
substitution (see Fig. 2.2).

The most commonly used types of grammatical
transformations of modern fashion terms in

mass media discourse
13%

O Grammatical
substitutions
-Addition

O omission
57%

I:ITransposition

17%

Fig.2.2 The most commonly used types of grammatical tranformations of
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modern fashion terms in mass media

2.3 Lexical and grammatical transformations in the translation of English

modern fashion terminology into Ukrainian

The list of lexical and grammatical translation transformations, which are used
when translating English-language texts of the fashion industry into Ukrainian,
includes total reorganization, compensation, antonymic translation, and
domestication.

Antonymic translation is a translational transformation used for a comfortable
understanding of the translated text by the target audience and is a translation with
the opposite meaning of the source text. This is motivated by the lexical-grammatical
rules that exist in English, as in the analytical-inflectional language, but are absent in
the Ukrainian language, as in the inflectional language. In particular, there is a rule in
the English language: there cannot be two objections in a sentence. However, this
rule is absent in the Ukrainian language and there may be several objections. In
addition, the antonymic translation facilitates the perception of the text by the target
audience, by the language laws that prevail in the Ukrainian language.

(37) Quality never goes out of style. (LQAC, URL) — SIkicTb 3aBKIH B MOJI.

(18)  am what | am. (RAC, URL) — MeHe He 3MiHHTH.

(4) Be dirty. (GGGM, URL) — He Oyap CKpOMHOIO.

(10) Don't show so much skin. (GGGM, URL) — 3anum cBoe Tito 3araakoro.

Modulation or logical development is a translational transformation that
consists in replacing a dictionary equivalent with a contextual one that is logically
related to the source word. Modulation is used to improve understanding of the text
by involving associative connections:

(43) This is not just about running. (ABSC, URL) — CyTb He jwiiie B IpOOXKIITI.

(35) Maybe she’s born with it. (MNYAC, URL) — MoxnuBo, i Kpaca Bix

OpUPOaH.
(12) Get your goddess showing. (VAC, URL) — Po3kpuii cBOrO OOTHHIO.
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Total reorganization is one of the most difficult translation transformations, as
the translator adapts the source text, departing from the original form of the lexical
units used in it, and uses the means of the translation language to convey the meaning
of the statement as accurately as possible. Full recasting is often used when
translating fixed expressions, ambiguous terms, and idioms.

(13) Go green. Wear blue. (HMSA, URL) — Bepexwu npupoay. Hocu aeHim.

(5) Be _green in any color you like. (PSA, URL) — JIto0u miaHety B Oy/b-
SAKOMY KOJIbOPI.

(30) Live like you give a damn. (JFAC, URL) — JXuBu Tak, HIOM TH DApHIIICS.

(42) This is a message of hope. (MSA, URL) — 3’sBunach kpamneibka Hail.

(19) Il travel at the horizon. (LVAC, URL) — Xouy noixatu 10 HEOOKpaIo.

(15) Happy feet make happy people. (MSAC, URL) — IllacnuBi HI’XKKH 3aB3KIH

IIPUHOCATH DaHiCTL.

Compensation as a translational transformation is similar to differentiation.
However, in the case of differentiation, one of the variants of the translation of the
word is used, that is, the translator selects the necessary meaning. In turn,
compensation is used in the translation of untranslatable lexical units and is the
selection of the word closest in meaning among the means of the translation language
to convey the meaning of the translated text as fully as possible.

(7) Behind everything we do is a why. (NAC, URL) — KoxHa Haia is mMae
CBOIO METY.

(1) A story of memorable firsts. (PAC, URL) — IcTopis mam'sTHUX MEPIIAX

pasiB.
(41) The world is your ramp. (TAC, URL) — VBech cBiT HeHaue MEpOH JUIsA

Tebe.

Domestication as a translational transformation is used to introduce English-
language advertising text of the fashion industry into the context of the Ukrainian
language and Ukrainian mentality. In the case of domestication, the translator uses
lexical units of the Ukrainian language, which are equivalents. At the same time, the

translation may have options for using transliteration or transcription.
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Domestication is used to facilitate the perception of a foreign text by the target
audience.

(48) Why don 't you just eat? (GGGM, URL) — Hy 4oro v He icu?

(6) Be the cool girl. (GGGM, URL) — Byap k1acHOIO AIBKOIO.

Thus, mass media texts may contain terms that are words or contain words,
usually such that determine the semantics of the text, and this requires clarification of
the meaning during translation, while the translator can only choose from variant
counterparts of the word to clarify it or, on the contrary, to convey it to a more
general or logically related one, which aims to simplify the understanding of the
entire advertising text by the addressee, who may not be sufficiently familiar with
narrowly specific terminology. The results of the study showed that the
transformations indicated above are all widespread. However, we can see that total
reorganization is the most common among lexical and grammatical transformations.
(see Fig. 2.3)

The most commonly used types of lexical
and grammatical transformations of
modern fashion terms in media discourse
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£U7 O Total

reorganization

40% B pomestication

m| Antonymic
translation

27% o Compensation

Fig. 2.3 The most commonly used types of lexical and grammatical

transformations of modern fashion terms in mass media
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CONCLUSIONS

This term paper investigates the translation transformations that are used to
convey the means of the influence of the English-language media discourse in the
Ukrainian language, with further analysis of the translations performed by us and the
identification of the types of transformations used.

The translation of excerpts of English-language texts published on Internet
pages containing modern fashion tems, presented in the second section, was made by
us and to preserve their main function, which is to influence the audience, necessary
transformations of different types at different levels were used in the translation
process.

The expediency and rationality of using translation transformations are
justified and aimed at achieving translation adequacy and pragmatic equivalence.
Knowledge of translation transformations and the ability to apply them in practice is
one of the key elements of professional translation competence.

During the research, we paid attention to the stylistic features of the analyzed
texts and identified translation transformations in the target text. In the first point of
Chapter 2, we considered four methods of transformations: modulation (18%),
transcoding (9%), transliteration (64%) and loan translation (9%). According to the
results, transliteration is the most common way of translation fashion terms. In the
second point, we found that among such types as grammatical substitution (57%),
addition (17%), omission (13%), and transposition (13%), grammatical substitution
turned out to be the most common among grammatical transformations, its number
exceeded other transformations by four times. And regarding the last point, total
reorganization (40%) appeared to be the most used among the others. Among the 50
analyzed sentences, we can notice that the percentage of lexical transformations is
36%, grammatical transformations is 39%, and lexical and grammatical
transformations is 25%. Therefore, after comparing the results of the research, we can
conclude that grammatical transformations are the most commovly used in the

translation of media texts that include the terminology of modern fashion.
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1. A story of memorable firsts.
(PAC, URL)

[cTopis naM'aTHUX MEepIIUX pa3iB.

2. A diamond is forever. (DBJAC,
URL)

JliamMaHTH BIYHI.

3. Be delicious. (DKNYAC, URL)

ByI[B CMAaKOJIMKOM

4. Be dirty. (GGGM, URL)

byb HENPUCTOWHOIO

5. Be green in any color you like.
(PSA, URL)

JIroO6u mutanety B OyJb-IKOMY KOJIBOPI.

6. Be the cool girl. (GGGM, URL)

Bbynp ki1acHOO TiBKOIO.

7. Behind everything we do is a why.
(NAC, URL)

Ko>kHa Haia J1ist Ma€e CBOIO METY.

8. Bold lashes just real.

(MNYAC, URL)

got

3yxBaJi Bii IIOWHO CTaJId PEaJbHICTIO.

9. Botox your wrinkles.
(GGGM:URL)

Bxosin 60TOKC.

10.Don’t show so much skin.

(GGGM, URL)

He moxka3syii Tak 6ararto Tina.

11.Dresses you’d love to be caught
dead in. (STAC, URL)

Opsr, y SKui BU XOTITUMETE HOCHUTH 1

Ha TOMY CBITI.

12.Get your goddess showing. | Po3kpuii cBorO GOruHIO.
(VAC, URL)

13.Go green. Wear blue. | bepexxu nmpupony. Hocu nenim
(HMSA:URL)

14.Gravity will never be the same.
(PMCAC:URL)

['paBiTartis 3MIHATBCSI HA3aBXKIH.

15.Happy feet make happy people. [MlacouBi OO  TOYMHAKOTBCS 31
(MSAC, URL) IACIIMBUX HIXKOK.
16.Happy feet make happy [MlacouBi  JTIOAM  TOYMHAOTBCSA 31
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people. (MSAC:URL)

[IACJIUBUX HIKOK.

17.Have a little fun. (GGGM, URL)

PosBaxkcs Tpomku.

18.1 am what I am. (RAC, URL)

Mene He 3MIHUTH.

19.1ll travel at the horizon. (LVAC,
URL)

A noigy no Hebokparo, ne HeOO IuTye

Mope.

20.Introducing Levi’s new Woman's
Denim Collection. (LDQA, URL)

IIpencrasnsemo HOBY KOJIEKII1IO

JHKUHCIB IS )K1IHOK Bl «JleBamc».

21.1rresistibly touchable skin. (NAC,
URL)

[Mkipa, 10 gKOI HEMOXIHUBO HE

TOPKHYTHCH.

22.1t happens to every guy. While
you sleep, your skin dehydrates.
(NMAC, URL)

KoskeHn 4o0JIOBIK 3Ha€, IO 1€ TaKe —

MPOKUJATHUCS 13 3HEBOHEHOIO MIKIPOIO.

23.1t’s Dior.

(DAC:URL)

magic.  Sauvage.

[le marisa. «Cosax» Bifg Jliop.

24.1t’s really true! The one true red
you've spent a lifetime looking
for! (RAC, URL)

Ile wnacmpaBmi cranocsa! Toi camuii
HaCIpaB/li HACUYCHUN YEPBOHUU, SKUN

BU IIYKaJIHU BCC KUTTAI.

25.Just do it. (NAC, URL)

[IpocTo mifi.

26.Just kiss me. Don'’t ask. (KCAC,
URL)

Komuux nmnwurans. Ilpocto momimyi

MCHC.

27.L oreal New air volume mega

Hoga tym «Eip Bonstom Meramackapar

mascara by L'oreal Paris. | Big Jlopeans [Tapwmxk.
(LPAC:URL)

28.Let your instinct take over. | J[03B0oJb iIHCTHHKTY 3aBOJIOJIITH TOOOTO.
(ACA:URL)

29.Libre. La nouvelle de parfum.
Yves Saint Laurent.
(YSLAC:URL)

«Jlibpe». HoBuit apomar Bij

«IBCenJlopan».

30.Live like you give a damn. (
JFAC, URL)

KuBu Tak, HIOM TH MAPUIIICS.
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31.Look ageless. (GGGM, URL)

He noxasyii cBiii BIK.

32.Luxury of custom clothing at your
doorstep. (TAC, URL)

Po3kiil mMoBCSIKIGHHOTO OJATYy Yy Bac

BIOMaA.

33.Makes me the man of today. Boss
Bottled. (HBAC:URL)

Y0OJIOBIKOM

Ile

CBOFOI[HiI]_IHBOFO aHs. «bocc 6OTJ'II[>>.

pOOUTH MEHE

34.Maybe it’s Maybelline. MoskuBo, ii kpaca Big Maybelline.
(MNYAC:URL)
35.Maybe she’s born with it. | MoxuBo, ii kpaca Bil IPUPOJIH.

(MNYAC, URL)

36.Now Nivea Men brings you to fast
body (NMAC,
URL)

shaving stick.

«HiBea Men» mpencraBisie CTIK st

MIBAAKOI'O T'OJIIHHSA TLIA.

37.Quality never goes out of style.
(LQAC, URL)

SIKiCTh 3aBXKIU B MO/II.

38.S0 glam. So Kylie. (KCAC:URL)

Tak rmamypno. Tak cxoxe Ha Kaiimi.

39.Switch to ELVIVE Fibralogy
thickening haircare from L ‘oreal
Paris. (LPAC:URL)

CnpoOyii «EnpBiB  DiOpamomki» Bif

Jlopeanp Ilapuxk, copsmMoBaHuid Ha

30UIBIICHHS TYCTOTH BOJIOCCH.

40.The ones who look in the mirror
with confidence. (LPAC, URL)

I[JISI THUX, XTO BIICBHCHO JHMBUTBHCA HaA

CBO€ BiJTOOpaKCHHS.

41.The world is your ramp. (TAC,
URL)

YBech CBIT — 11e TBi# MIEPOH.

42.This is a message of hope. MSA,
URL)

Ile mocmaHHs HaIil.

43.This is not just about running.
(ABSC, URL)

CyTb HE nuIIe B MPOODKIII.

44.This is not just about running.
This is about becoming your
better self. (ABSC, URL)

Cytpb He nuiie B npooixkii. CyTs y

CTBOPEHHI KpaIoi Bepcii cebe.

45.This shirt kills 99% of the
COVID-19 virus. (CSA:URL)

s copouka 3Humye 99% Bipyc
P Yy pycy
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COVID-19.

46.Wherever you go, whatever you
do, it’s more fun in Ship 'n Shore
blouses. (SSAC, URL)

Jle 6 Bu He Oynu 1 mo O He polOuiu, B
omy3kax Ship’n Shore Bu Oynere

[IACJIUBIIIII.

47.Who will you make happy today?
(LAC:URL)

A KOro TH OIIACIUBUII CHOTOIH1?

48.Why don 't you just eat? (GGGM,
URL)

Hy 4doro tv He icu?

49.Without doing this. (LPAC, URL)

He 3anumrarouu ciigis.

50.Your roots are showing. (GGGM,
URL)

VY Tebe Biapociu KOpeHl.
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ANNEX B

“TikTok Made Me Buy It: The Liquid Blush That Gives Me Juicy,
Sculpted Cheeks’’ (TTMMBI, URL)

“In pursuit of the juiciest of glows this summer, I've come to find that Rare
Beauty’s liquid blush isn’t the stuff of TikTok legend for nothing. As someone who
likes to wield blush with Way Bandy levels of enthusiasm, it’s become my go-to for a
radiant pop of color on the cheeks—and beyond.

Rare Beauty’s viral Soft Pinch formula, which has received the tick of approval
from major beauty players including Mikayla Nogueira, is lauded for its texture. It’s
a soft, powdery liquid with just the right amount of slip for an ease in blending that
achieves that ever-coveted, melts-right-in finish. As TikTok users emphasize, it’s
highly pigmented; a tiny dot at the center of the cheeks is all you need to start, and
you can blend it out with your fingertips or a foundation brush, like the brand’s
popular Liquid Touch tool. One layer blended into the apples of the cheeks supplies a
bright, ultra-flattering wash of color. But that’s just the beginning of what you can do
with this liquid blush according to TikTok.

As a draping (i.e. blush contouring) enthusiast, | often like to blend out my
blush further along the highs of the cheekbones, all the way up to the temples, for a
more sculpted, face-lifting glow. You can also use it as creamy liquid eyeshadow or
even mix the warmer, tawnier shades like muted peach Joy into your concealer to
help color correct unwanted tones as creators like Spencer (@paintedbyspencer) and
Alissia (@makeupbyalissiac) have inspired millions of followers to do. Only adding
to Soft Pinch’s allure is its range of shades, hailed as both striking—think: cool
mauves, warm terracottas, and true reds and pinks—and flattering across different
skin tones.

While I’ve been wearing a swish of Rare Beauty liquid blush everywhere from
the office to evenings out, | suspect that its vibrant, long-wear pigment will be

b

especially appreciated on the beach this summer. It does, after all, pass the ultimate
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test: living in perfect harmony with my all-business SPF 50 (*Insert handshake emoyji

here*)—a feat not to be taken lightly.””
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PE3IOME

KypcoBy po0oTy npucBsSiYeHO NOCTDKEHHIO CIIOCOOIB MEPEeKIaay TePMIHOIOT 1T
chepu Mo y MacMmenia JUCKypcl. Y xo1i poOOTH OYyJI0 BUCBITICHO MOHSTTS TEPMiH,
OMHUCAHO ICHYIOYYy Kiacu@ikaiio TEPMIHIB Ha OCHOBI HAayKOBUX JIOCIIIXKEHb,
MPOAHATI30BaHO TEKCT MEAIMHOTO JUCKYpPCY, @ TaKOX 3IMCHEHO MepeKIaganbKui
aHaii3 Ha OCHOBI ()aKTMYHOIO Marepiany, SKUH MICTUTh TEPMIHOJIOTIIO 3 cdepu
cydacHoi Mmosiu (ychoro 50 peueHsn).

Knrwouoei cnosa: niepexian, nepekiiafaibkuii aHaji3, TEPMIHOJOTIS, TEPMiH,

MEIAHUMN TUCKYPC.
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