onsry. OHUM 3 CUMBOIIIB, SIKUi HaOyBa€e CHMBOJIIYHOTO 3HAUE€HHS B YKPAaiHChKUX YapiBHUX Ka3Kax,
BHUCTYTIA€ copouka. L{eit CHMBOJI penpe3eHTy€e YNCTOTY Ay 1 Tia, KOXaHHS Ta BIPHICTH, 13 TaBHIX-
JTaBeH BHMKOPHCTOBYBaBCS Yy BENUKIH KIJIBKOCTI HallioHaJbHUX o0OpsaiB [4, c. 420-422]. B
YKpaiHCBhKUX YapiBHUX Ka3KaX, COPOYKd BHUCTYINAE CHMBOJOM CHJIM Ta CBOEPITHUM 00Eperom.
CumBonOM MiKpomnojst «3aco0u mepecyBaHHs» BUCTyHNATHME JIMILIE OJHA JICKCHYHA OJWHUIL, a
came CUMBOJI KiHb. Sk 1 OyaBa CUMBOJI KiHb HAJIC)KHUTH JI0 YHIBEPCATBHHUX, BUCTYAIOYH CHMBOJIOM
COHIIS Ta MOTOWOIUHOTO CBIiTY [2, . 349], otHaK 1151 yKpaiHCHKOTO HAPOY BiH 3aBK/IH aCOIIFOBABCS
3 KO3aKaMH. 3a TaHUMHU EHIMKIIONEeIMYHOTO CIOBHUKA CUMBOJIIB KYJIBTYpH Y KpaiHU «KO3aK BIIaCHE
1 OyB K03aKOM, KOJIM MaB KOHS; KO3aK 3BEPTAETHCS JI0 KOHSI, K 110 moopatumay [2, c. 350].

[TpoaHaTi3yBaBIIN CHMBOJH, SKi aKTyalTi3yloTh TaKy 03HaKy koHnenty I EPOHM sk cuna,
BapTO BUCHOBYBATH, 110 TaKi CUMBOJHM 3a3BHYall MEPEKIIAJAI0THCS 32 JJOIMIOMOTOIO CIOBHHUKOBHX
BIJIMOBITHUKIB, SIKI JIMIIE YaCTKOBO TOKPHBAIOTh CHMBOJIYHI 3HAYCHHS JIEKCHUYHUX OIUHUIIH
opurinaiy. [lyis 611 aieKBaTHOI Mepeadi HalioHATbHO-CIeNU()IYHOrO KOMIIOHEHTY CHMBOJIIB
HEOOXITHO BHUKOPHUCTOBYBAaTH TaKi CIIOCOOM TepeKyiamy sSK JIeCKpUIITUBHHM, KOMOIHOBaHa
pEeHOMiHallig Ta TPAHCIIO3MIIis HA KOHOTATUBHOMY PiBHI.
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MULTIMODAL DIMENSIONS OF COLOR NOMINATIONS
IN MODERN MAKEUP ADVERTISING DISCOURSE

Olha Zaluzhna

1. Introduction

Color terms have multiple times been investigated covering a scope of linguistic domains,
such as psycholinguistics, semiotics, semasiology, phraseology, cognitive linguistics, etc. (see for
example He Hu & Li Jie, 2019). The topic has been thoroughly scrutinized and substantial
conclusions concerning cultural, psychological, conceptual and many other aspects of their
functioning have been arrived at (see for example MacNeill, 1972).

The present paper brings in focus multimodal approach to the study of the color domain which
has not yet been addressed in linguistics, color nominations in modern makeup discourse in
particular, which defines the novelty of the paper.

The purpose of the research is to outline the mechanisms of color nominations interaction
with visual mode (including imagery on the product, overall visual representation of the product,
advertising campaign images, etc.) to create a multimodal unity of the makeup advertising discourse.

The object of the research are color nominations in their close connection with the visual
mode within the makeup advertising discourse whereas the subject is how the above correlation is
created working for the multimodal unity of the products advertised.
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The empirical database comprises 37 color nomination units (represented by both single
words and word combinations) including their authentic extended descriptions, selected by
continuous sampling from Jeffree Star (a provocative American makeup brand) Blood Money
collection (released in 2020 and still available for purchasing): an eyeshadow palette (18 color
names), liquid lipsticks (8 color names), lip glosses (4 color names), automatic eyeliners (5 color
names), highlighters (2 color names).

2. Discussion

Various aspects and issues of multimodality have been in the focus of scholars’ attention for
over forty years so far (Norris, 2016) whereas linguistic approach and interpretation of
multimodality have been exercised for a relatively short period of time (Norris, 2020). Currently,
one of the most scrutinized linguistic domains of multimodal texts is the YouTube discourse which
demonstrates a clear-cut multimodal unity ‘constituted by the video content, oral and multiple
written elements, numerous semiotic devices’ (Zaluzhna, 2021, p. 40).

As the term multimodality presumes, communication in the natural human language (both
oral and / or written) at the same time involves the combination of multiple non-verbal sensory (e.g.,
visual images, sounds, smells, etc.) and communicative modes, including semiotic devices of
miscellaneous character (e.g., traffic signs, video player buttons, hyperlinks, emojis, computer
icons, etc.). In other words, any kind of human communication can be treated as a multimodal unity,
which becomes especially relevant in the digital era (Dressman, 2019, p. 39).

3. Results

The comprehensive analysis of color nominations in their close correlation with paralinguistic
elements (the colors and the imagery of the packaging, the images used on the eyeshadow refills,
the shape of the complementary products in the collection, the materials used for packaging, etc.)
demonstrates that modern makeup advertising discourse represents a distinctive multimodal unity.

The core element, around which all color nominations and non-verbal elements are centered,
is the name of the whole collection Blood Money which is mainly represented by the shades of green
(the color strongly associated with the money) — 28 out of 37 color names are declared to be shades
of green in the official color descriptions offered by the brand. However, only 6 nominations contain
verbal elements traditionally associated with the shades of green, e.g., Mint Condition, Emerald
Estate, Chameleon Fetish, Poison Ivy, Crocodile Tears, Jaded. The rest of the color names are either
connected with the concept of Money (e.g., Equity, Money Heist, CEO, Heavy Weighted, Private
Island, Self Made, Tax Free, Secret Stash, Black Card Limit, Bank Roll, Dead Presidents, High
Society, Special Order, Deep Pockets, etc.) or Blood which in the concept of this collection
metaphorically represents the criminal world of money (e.g., Dirty Money, Money Heist, Karma,
Crocodile Tears).

It is noteworthy that the wholistic impression of the products advertised is created not only
with color names but also with paralinguistic components, such as the green color of the packaging,
the imitation of luxurious materials used for the palette box (faux crocodile skin and the shape of
the palette reminding of a jewelry box), merchandise products released in the similar colors and
materials (a backpack, a mirror, etc.). In addition, the refills of the eyeshadows contain pressed into
them images of a credit card, a masked criminal, a banknote pile with wings, a safe door, a dollar
and a pound symbols. The imagery of overall advertising campaign for this collection is built around
luxurious life (photos of richly dressed and accessorized models in expensive interiors) with a hint
of illegal risky life (e.g., a cigarette with cannabis in the photo / video).

4. Conclusion

Multimodal approach to the analysis of the language units in the domain of makeup
advertising discourse proves to be highly productive as it allows to embrace all the elements
constituting the overall image of the product(s) projected onto the audience. In addition, multimodal
view gives possibility to build semasiological and onomasiological connections between the product
color names and the concept it expresses.

Color nominations in the makeup sphere demonstrate a clear inclination towards losing
immediate correlation with the basic colors they represent and tend to metaphorically convey the
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concept projected onto the market. The above can be predetermined by modern advertising approach
to constructing advertising campaigns on the highly competitive market of makeup products where
the product advertised needs to stand out so as to be able to attract the consumers’ attention and be,
as a result, sold.

The perspective of further research lies in widening the scope of empirical database at the
expense of other modern brands’ color names in their unity with paralinguistic elements within
multimodal approach which will allow to build the typology of present-day color nominations in
makeup industry.
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PO CTPYKTYPY PEUEHHEBUX ®PA3EOQJIOTTYHUX OJUHUILlb
3 KOMIIOHEHTOM HA IIO3HAUYEHHS HEKUBOI IPUPO N
B AHIJIIMCBHKIN TA YKPAIHCBKIN MOBAX

Ipuna 3anyxnak

®dpazeonorizMu Ik 0COOJIMBI OJIMHUII MOBU JIOCHTh YaCTO CTAIOTh 00’ €KTOM JIIHTBICTUIHHX
po3Binok. [Tonpu 11e, 10Ci iICHYIOTh KOHTpaBepCiiiHI MUTaHHS OO0 BKJIIOYEHHS / HEBKIIOUCHHS
ONMHHIb DIBHSA peYeHHS y pAoMmeH ¢paszeororii. Bceig 3a B.T. CkpunHuk, sika Ha3uBae
(b pa3eonoriyHOI0 OJIMHUIICIO «IEKCUKO-TPAMATUYHY €HICTh ABOX 1 OUIbIINE Hapi3HO O(OpMIIEHUX
KOMITOHEHTIB, IpPaMaTHYHO OPTaHi30BaHUX 32 MOEIUTIO CIIOBOCTIONYYCHHS Y PEUCHHS, sIKa, MAIOUN
iTICHE 3HAYEeHHSI, BIATBOPIOETHCS Y MOBI 32 TPATUIIIEI0, aBTOMAaTUYHON[S, ¢. 11], BiTHOCHMO CTilKi
BIATBOpIOBaJIbHI (pasu 10 ¢paszeonorismiB. Ha cydacHOMy eTami pO3BUTKY JIHTBICTHKH
MOBO3HaBII BUKOPHCTOBYIOTh TaKi TEPMIHHM Ha O3HAYEHHS (Ppa3eosoriyHuX oquHHLb (Jani — DO)
PIBHS peueHHS K CHHTaKCHUYHI (ppaseonorizmu [2; 4] Ta PppaszeonorizoBani peuenss [1; 3; 7].

OckinbkH 00’€KTH HEXHMBOI MPUPOIU OTOUYIOTH JIIOJIEH BIIPOJOBXK BCHOTO JKUTTS Ta MalOTh
Ha HbOT'O 3HAYHUH BIUTUB, BUIA€THCS 3aKOHOMIPHIUM BUKOPUCTAHHS KOMIIOHEHTIB, SKi T03HAYAIOTh
HEXHBY TIPUPOAY Y (hpa3eosiorizmax.

TrmymadeHHs TepMiHa «HEKUBA TPUPOJIa» 0a3yeThes Ha BU3HAYCHHAX CIIOBHUKA YKPAiHCHKOT
MOBH, 3TIAHO 3 SKHUM «HEXHBA MPUPOJA — 1€ a) HEOPraHIYHUN CBIT; 0) HABYAIBHUUN MpEIMET,
3MICTOM SIKOTO € €JIeMEHTapHi BiJOMOCTI PO HEOPTraHIYHUI CBIT». BiANMOBIIHO «HEOpPraHIYHUI —
KU HEe HAJIEKUTH 0 )KUBOI IPUPOJN; Y SIKOMY BIJICYTHI )KHUTTEBI mpouecu» [6; T. 5, 349].

VY pesynbTari anamnizy Oyno BusiBneHo 504 ¢paszeornorizmMu aHTIiHCHEKOT MOBH Ta jwumie 130
@O ykpaiHChKOi MOBU 3 KOMIIOHEHTOM Ha IMO3HAYEHHS HEXXUBOI MPHUPOJH, SIKI MAIOTh CTPYKTYpPY
pedeHHs. BiAmMoBiAHO 1O KUTBKOCTI TpaMaTHYHUX OCHOB y PEUYCHHI eMITIpHYHUI MaTepial MOKHA
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