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situations, companies rely on the fact that the representatives of their 

target audience know the original language. Successful examples of such 

slogans are usually laconic and easy to remember. Initially, the Nike 

sportswear brand produced goods oriented exclusively for marathoners. 

But their untranslatable  slogan: “Just do it” allowed them to expand the 
audience. Nike's message is instantly responding. The brand has become 

more than just a seller of sportswear, it began to shape the consciousness 

of the consumer. 

Conclusions. The methods of naming used by companies and brands 

make it possible to make a product sold under their name recognizable 

throughout the world, regardless of cultural or language environment. The 

uniqueness of the name, its short and consonant sound along with the 

corresponding positive emotional coloring make it easy for the consumer 

to remember. In turn, the company's slogan reinforces this effect and 

creates an associative perception of the product. Thus, the brand is an 

element of suggestive communication capable of overcoming 

communication barriers in the form of cultural and linguistic differences. 

The brand name, supported by an advertising slogan, performs a 

directional translation of values, gradually moving away from the “how to 
buy” message and approaching the idea of “how to live”. 
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