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The article focuses on the peculiarities of the verbalization of suggestive influence in modern English discourse 
of corporate imagemaking. The classification of different tactics, which realize the suggestive strategy of 
business company image creation, is developed. 
Key words: corporate image, suggestive strategy, communication tactics. 
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 ,      [3].  ,   -
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            -
    [2]: With flexible hours, a clearly defined business plan and an open-

ended opportunity to achieve personal growth and financial success, a Mary Kay business is the ideal 
choice for individuals of all backgrounds (2). 
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  Mary Kay         

      , , Enriching Women’s Lives (2). 
        -

    -  Mary Kay  . -
       ,    

        -
      .  

    ,   -
          

 Mary Kay : 1) : Mary Kay Independent Beauty Consultants 
accustomed to stopping traffic with their beauty will now have the opportunity to earn the use of a 
sporty new ride to success. (3); 2)  ,  : (marvel, giant, 
empire  . .)   (perfect, remarkable, exceptional, extraordinary, enormous, 
incredible, gorgeous, superior ); 3)  ,   -
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     ; 4) -   -
   (very, too, so, really, completely, extremely, incredibly, certainly ),   

-     ; 5)  ,  
  (all, each, every, everybody, everyone, everything ); 6) -

 ,    (always, never, forever, for good, ),  
      ; 7) ,   

  from… to: From the young to the young at heart, and the indoors to the outdoors, Mary 
Kay’s service spanned the globe…(3). 

    Mary Kay     
   .      

  “        (  
,    ),    ” [5, . 592].  -

     ,     -
         -
        . 

   ,        -
 , : 1) : Over the years, there have been many successful business leaders 

but none as unique as Mary Kay Ash, Founder of Mary Kay Inc. (5); 2) : As Mary Kay once 
noted,”… There is certainly more to a person than appearance, but you still get only one chance to 
make a good first impression.” (4); 3) : These words embody the very spirit of Mary Kay Ash 
and the Company she created. It’s the spirit she learned as a child growing up in Hot Wells, Texas. 
(5); 4)  : “It is with sincere thanks to Mary Kay that we are able to bring this 
vital resource to schools nationwide,” said Marjorie Gilberg, Executive Director, Break the Cycle. (3). 

   -         
     .    ,  
          -    ,  

    ,      -
 [1, . 107–108].   ,     -
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       -  -

 .  
     -    Mary Kay 

    -      -
.        -   -

 ,   : 1) : Every season one thing remains the 
same – you crave the latest in innovative skin care, glamorous makeup, the perfect fragrance, 
pampering body care and even fabulous gifts. (5); 2) : Skin care is at the heart of Mary Kay, 
and the collection includes benefit-driven, customized formulas for women of all ages and skin types. 
(2); 3) : Mary KayÂ® Coconut Lime Gift Set showers you in fresh fragrance at a 
refreshingly low price. (1) 

         
    : 1)  : Why settle for the cheap 

thing, when you can have Mary Kay? (5); 2)  : Redefining beauty with Mary Kay 
cosmetics! (5); 3) : The success is much, much deeper than just dollars and cents and 
buildings and assets. (5) 
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  Mary Kay         -
, , , ,  .      

    ,     
           : And 

we haven’t forgotten the guys – the MKMen® Collection offers products formulated just for them. 
(2)    ,        -

 ,          -
    . 
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The article considers the main components of conceptual space of Arthuriana discourse. The system of conceptual 
dominants is typologically represented by different mental components, which include megaconcept 
ARTHURIANA / A, hyperconcepts KINGDOM / , KNIGHT / , THINGS / , hy-


