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SUMMARY

The article is devoted to comparative investigation of advertisements of one
cosmetic company written in different languages, in particular, we analysed
quantifiers in English and Ukrainian Avon brochures on the grounds of their
polycode nature.

The analysis of recent publications allowed us to notice that the investiga-
tions of both advertisements and the category of quantitativity are based on dif-
ferent theoretical and practical principles.

Being guided by already existing classifications of quantifiers in English and
Ukrainian by S. O. Shvachko, V. M. Kondratiuk, O. S. Ananieva, we displayed
morphological, structural and combinatory possibilities of quantifiers, textual
modifications of numeral combinations in English and Ukrainian advertise-
ments. We suggested main models of quantifiers, emphasizing an important role
and functions of units which express definite and indefinite quantity.

Morphologically quantifiers are represented not only by numerals, but also
by nouns, pronouns, adjectives, adverbs, verbs, their situational and idiomatic
combinations, and even mathematical signs.

The study of structural and combinatory possibilities of quantifiers also
showed morphemes-quantifiers, the usage of quantifiers with specifiers, qualifiers
and rhematizers, the structures like n-6-1 (n-in-1), where n>1, as well as word-
combinations and phrases synonymic to this structure.

All described morphological, structural and combinatory possibilities of
quantifiers have a rather significant psychological impact in advertisements, em-
phasizing the advantages of some cosmetic goods and calling for trust to them.
Besides, language means are supplemented by visual, graphic and sometimes
sensory (olfactory) ones, which strengthen the influence on the consumer.

Key words: quantitativity, quantifier, quantification, qualifier, advertise-
ment, psychological impact, definite quantity, indefinite quantity.
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Introduction. Nowadays advertisements have become an essential part
of life of any person, aiming to call for trust to goods or manufacturer. Psy-
cholinguistic impact of advertising texts is usually expressed in titles and
slogans. There are a lot of means (both linguistic and extra-linguistic) which
influence the person creating a positive image in their mind and thus pro-
moting the item.

Linguists pay great attention to advertisement genres, stylistic, struc-
tural and grammatical, pragmatic, polycode, semantic and discursive pe-
culiarities. The outlined problems have been the object of study both in
foreign (W. E Arens, C. L. Bovée (Bovée, 1992), R. D. Blackwell, A. God-
dard (Goddard, 2002), P. W. Miniard and others) and Ukrainian linguis-
tics (K. V. Boryskina, O. 1. Buhayova, D. M. Dobrovolska (Dobrovolska,
2017), 1. V. Horodetska (Horodetska, 2015), S. V. Kharchenko, N. V. Ku-
tuza, V. I. Melnyk N. Reva, T. P. Semeniuk (Semeniuk, 2017), M. H. Sh-
vetsova, O. S. Tielietov, S. H. Tielietova, N. V. Voloshyna (Voloshyna, 2018),
O. 1. Zelinska and others).

A lot of linguistic works are devoted to the problem of quantitativitity
basing on different theoretical grounds: study of lexical and grammatical,
morphological, word-building, syntactic, typological, stylistic, cognitive,
pragmatic and historic aspects of quantifiers (O. S. Ananieva (Ananieva,
2012), H. P. Arpolenko, S. V. Baranova, Ya. H. Birenbaum, C. I. Bren-
del (Brendel, 2019), Yu. O. Haidenko, I. Ye. Hrachova (Hrachova, 2017),
A. A. Kholodovych, I. K. Kobiakova, O. M. Medvid, H. H. Morieva,
O. A. Pavlyshenko, O. A. Samochornova, I. P. Savelyeva, S. O. Shvachko
(Shvachko, 2008), H. N. Vorontsova, O. I. Yehorova, S. A. Zhabotynska,
and others).

Although considerable amount of research has been devoted to the
kinds and means of advertising (especially qualitative words), few attempts
have been made to investigate the psychological impact of quantifiers (like
N. Reva (Reva, 2013) and O. 1. Zelinska (Zelinska, 2017)). It would be thus
of interest to study quantifiers as a psycholinguistic means. I. Ye. Hrachova
justly observed that the category of quantitativity is “diverse, essential and
multi-dimensional and, in spite of many relevant problems being investigat-
ed, the field for scientific researches remains broad” (Hrachova, 2017: 71).

The purpose of this study is to make a comparative analysis of quantifiers
in advertising brochures of one company written in different languages and
supposed to influence different customers (we may even say, customers with
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different priorities and mentality). In particular, we are going to describe
morphological, structural and combinatory peculiarities of quantifiers in
English and Ukrainian brochures and show the psycholinguistic impact of
units denoting both definite and indefinite quantity on buyer.

Methodology. The data used for this study were collected by complete
sample of quantifiers from English and Ukrainian Avon brochures (Avon,
2019a; Avon, 2019b). Totally, we got 264 Ukrainian and 396 English phrases
(the sample does not include ordinary prices of goods which are used with-
out specifiers or rhematizers as well as ordinary sizes of the goods as they
usually do not have any psychological influence).

The obtained quantifiers were analyzed morphologically, structural-
ly and on combinatorial grounds. For this analysis, we took into account
the classifications elaborated by O. S. Ananyeva, V. M. Kondratiuk and
S. O. Shvachko.

S. O. Shvachko asserts that linguistic field of quantity is a complex con-
tinuum which has a corresponding internal structure and contains units
with the meaning of plurality, size, weight, capacity, height, depth, length,
intensivity of properties, volume, square, strength, speed, thickness, num-
ber, etc. (Shvachko, 1981: 51). Lexical means which denote definite quan-
tity include numerals, quantitative nouns, singular and plural nouns, roots
of numerals in derivative and complex words. Language means of indefinite
quantity express not only quantitative relations but also contain assessment
(Shvachko, 2008: 66).

V. M. Kondratiuk (Kondratiuk, 2011) focuses on pronouns as a lexi-
cal means of realization of quantity nomination in the Ukrainian language.
These pronouns may denote space and time orientation, community, mu-
tuality, singularity or totality. The researcher laid the stress on the fact that
there is a group of quantifying pronouns which have a function of quantita-
tive index with the meaning of definite number and indefinite amount.

0. S. Ananieva (Ananieva, 2012) depicts the systemic relations of quan-
tifiers in English in the following way: 1. Words that denote definite quan-
tity: a) singularity; b) duality; ¢) words with the meaning of quantity and
numerals; 2. Words with the meaning of indefinite quantity: a) which render
total quantity; b) denote indefinite quantity; c) with the meaning of non-
discrete dimensions; 3. Quantitative words which characterize the action:
a) with the meaning of temporal characteristics; b) with the meaning of lo-
cal characteristics; ¢) with the meaning of heterogeneous action.
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We would like to make some explanations about the examples which we
use to describe our findings. Firstly, we do not preserve the style and type of
the original text as it is not the aim of our research. Secondly, we sometimes
use bold type in order to emphasize certain points (even though it was not
in the original text. So, it means that we preserve only linguistic part of the
examples.

Results and discussion. With the help of complete sample of quantifiers
from English and Ukrainian Avon brochures (Avon, 2019a; Avon, 2019b),
we got 264 Ukrainian and 396 English phrases. The analysis of the obtained
data allowed us to distinguish some important peculiarities of quantifiers
and draw a number of conclusions.

Both Ukrainian and English variants of the brochure contain the codes
of the products which help to identify them while ordering, prices, sizes,
colours, number in the pack, etc. But in the Ukrainian variant the reduced
price draws your attention at once: the old or standard price is crossed out,
the new one is written near it, in bigger type, in black, though total sale may
be red.

We may often see such Ukrainian price format as.auwe 3a / yinu 6id / 6yos-
akuii 3a 29,99 epn., which visually and psychologically prompts the price 20+,
and not 30. One more really successful variant is byde-sxi mpu npodykmu 3a
yinoro deox (Avon, 2019a: 3), as well as 3amogasii... 3a cynepuyinoro (Avon,
2019a: 40) and nosna eapmicms nabopy (Avon, 2019a: 181).

The prices of the English brochure do not contain tenth or hundredth
parts. In order to show the discount, the following variants are used: worth
(price), save (sum), save up to (sum), Will normally be (price), Normally, half
price. The most frequent specifiers are both for (11iHa), from just (price), just
(price), any 2 for (price). A real bargain is also emphasized by phrases buy
1 choose 1 for (price) (Avon, 2019b: 91, 93), buy either lunch set for (price)
(Avon, 2019b: 118).

Discounts expressed with percents also have positive psychological im-
pact on the buyer. This means is present in both brochures ranging from
40 % to 80 %.

The sizes of goods are usually exact in the Ukrainian brochure (only with
several exceptions) while in the English brochure the sizes are all indefinite
being used with specifier approx. (...) cm (approximately). The measuring
unit is centimetre. The size of the clothes is denoted with the help of Arabic
or Roman numerals, while in English brochure letters are also possible.
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The dosage of the goods usually does not attract attention of the cus-
tomers, except when it is necessary to draw the attention to bigger or small-
ersize. In such cases the type and some graphic means become useful. Lin-
guistic means include such variants as JIlimo y ¢popmami XXL (Avon, 2019a:
40), poamip XXL (Avon, 2019a: 41), 06’em 6orocca XXL (Avon, 2019a: 41),
seaukuti 06’em (Avon, 2019a: 80), posmip XL (Avon, 2019a: 199), y éeauromy
gopmami (Avon, 2019a: 223); fote bag (Avon, 2019b: 2), big & multiplied
mascara (Avon, 2019b: 42), big & magic mascara (Avon, 2019b: 42). Nouns
spritz (Avon, 2019b: 79) and dose (Avon, 2019b: 192) are used to denote a
little amount in the English brochure. The phrase purse spray sets (Avon,
2019b: 74) is rather interesting as the word purse is synonymic to a formant
mini / micro. By the way, this formant is rather frequent in both brochures:
Mini- (minimansna eéapmicms (Avon, 2019a: 39), ideasvno minimizye nopu
(Avon, 2019a: 163) mini-eéepcia (Avon, 2019a: 181), minimizauyis pocmy
6onoccs (Avon, 2019a: 227)), mini- (mini eyeshadow palette (Avon, 2019b:
38), mini nail file (Avon, 2019b: 56), Mini Me pjs (Avon, 2019b: 100), fa-
cial mini mitt (Avon, 2019b: 196), handy mini cleaning tool (Avon, 2019b:
206), jacquard minimiser bra (Avon, 2019b: 142), mini candle (Avon, 2019b:
160)); mixpo- (Tattoo-mapkep 3abe3neuums egexm mikpobaendinea opie y
domawnix ymosax (Avon, 2019a: 97), Yacmunku mixpoghiopu nodogicyroms
i nomosuwyroms koxcry 6ito (Avon, 2019a: 90), mikpobysvbawku oas
anubokoeo ouuwenns (Avon, 2019a: 165)), micro- (triple-blade micro tip
mimics hair strokes (Avon, 2019b: 46), brow tattoo micro styler (Avon, 2019b:
46), the microfiber gel brow pen (Avon, 2019b: 65), microparticles (Avon,
2019b: 198)).

SPF (Sun Protecting Factor) is another objective unit of measurement.
Ukrainian brochures contain creams with SPF 15, 20, 30 and 50. Besides,
SPF 15 is denoted as a medium level of protection, while SPF 30 and 50 are
considered to have a high level of protection. The English brochure contains
a wider line: SPF 12, 15, 20, 25, 30, 50, and also UV 400.

Cardinal numbers denoting age are often used with qualifiers in the
Ukrainian brochure: Jxpaz me, wo Heobxiono wkipi ¢ 20 pokie i cmapue
(Avon, 2019a: 168), 3aps0 enepeii 20+ (Avon, 2019a: 170), onosaenns 35+
(Avon, 2019a: 172), omonoducenus (45—55 pokie) (Avon, 2019a: 181),
Kaimunie eiopodacennss 55+ (Avon, 2019b: 176). English variant includes
age without qualifiers: 30, 40, 50, 60, all ages, ageless 35+, ageless 55+
(Avon, 2019b: 174).
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The numeral odur / I arouses positive emotions as its meaning supposes
simplicity and quality of usage: b’romi 6pend Ne 1 ¢ Ykpaini (Avon, 2019a:
1), (Uonoeunu apomamom monnepom.) Oouum, dsoma, mpsoma? (Avon,
2019a: 4), nanecmu ii pienomipro 6 o0un-0ea wiapu (Avon, 2019a: 82), oonum
pyxom (Avon, 2019a: 99, 106, 107), ecvoeo 1 wap 013 HacuueHo2o KoAboOpy
(Avon, 2019a: 107), Komnaexcrnuii doeasno 6 1 kaix (Avon, 2019a: 174); in 1
coat (Avon, 2019b: 17, 21, 42), in just 1 swipe (Avon, 2019b: 17), in 1 sweep
(Avon, 2019b: 19, 39); I colour-free liner for every lipstick (Avon, 2019b: 48),
our No. I (Avon, 2019b: 98, 252), Your One-Stop holiday shop (Avon, 2019b:
102—122). The word alone is synonymous to I: wear alone (Avon, 2019b:
30), use alone (Avon, 2019b: 30).

Ordinal number nepwuii / first always has positive connotation and draws
customer’s attention: Bnepme! (Avon, 2019a: 6), nepuuii noosiiinuii apomam
(Avon, 2019a: 50), I-a nomada 3 npaiimepom (Avon, 2019a: 99), 1-a pidka
nomaoa, sika He posmixaemocs (Avon, 2019a: 105), ¢ nepuy uepey (Avon,
2019a: 133), 6opomsba 3 nepwumu sikosumu 3minamu (Avon, 2019a: 181), 3
1-20 3acmocysanns (Avon, 2019a: 207); first ever (Avon, 2019b: 4). Some-
times numeral nepwuii may be seen in set expressions and idioms in the
Ukrainian variant (koxau#s 3 nepwoeo noeasdy (Avon, 2019a: 43), yucmuii,
Hnemos nepue koxanus (Avon, 2019a: 43)), while English idioms include
other numerals and nouns: like second skin (Avon, 2019b: 5), Take lashes
to cloud 9... (Avon, 2019b: 43); light as a feather (Avon, 2019b: 5), in a flash
(Avon, 2019b: 29, 40, 43), in the blink of an eye (Avon, 2019b: 47).

Numerals which denote a huge amount or quantity of things and
plural nouns contain the shade of exaggeration: Il[imouka Lash Seeker
cknradaemscs 3 300 wemunok (Avon, 2019a: 90), mucsaui eosokon (Avon,
2019a: 101), mucsaui carouux yacmun y koxcuiii nomadi (Avon, 2019a: 105),
2ybna nomada “besniv nouinynkie” (Avon, 2019a: 119), 129 000 000 aiodeii
y ecvomy ceimi eoxce cnpobyeaau Avon Care (Avon, 2019a: 193, 195, 196,
198), 3D 06’em (Avon, 2019a: 104); Apply 2—3 drops of this lightweight se-
rum (Avon, 2019b: 175), 3D plumping lipstick (Avon, 2019b: 50), 4D Wrinkle
Reverse Technology (Avon, 2019b: 66), Stretch Mark 24 Total Body Lotion
(Avon, 2019b: 224), 30 oranges in 1 bottle (Avon, 2019b: 175), Protection
trusted by millions of women worldwide (Avon, 2019b: 227, 229, 230).

Numerals and nouns with temporal meaning attract special attention
(besides, they comprise the biggest group of our sample — 19 Ukrainian
and 43 English examples). They have several possibilities of usage: 1) to
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denote time necessary for the effect to become evident, the time vary-
ing from several seconds to several days, and seldom to weeks or months
(Poskiwnuii konip 3a 60 cexyno (Avon, 2019a: 107), 60 cexynd nogHoeo
sucuxanns (Avon, 2019a: 107), Menwe npossie ueatonimy 6dice uepe3 2
muxcni (Avon, 2019a: 202), aiueni cexynou (Avon, 2019a: 213), etc.; in
seconds (Avon, 2019b: 98, 167), Wake up tired skin with a 15-second face
mask (Avon, 2019b: 173), dries polish to touch in 30 seconds (Avon, 2019b:
56), Removes 12 hours of impurities in 30 seconds (Avon, 2019b: 191), In-
stantly:... in 2 weeks:... in 4 weeks:... (Avon, 2019b: 63),...real results: After
luse.... In 1 week.... In 2 weeks... (Avon, 2019b: 175), etc.); 2) to denote
the time during which the effect of the make-up item is available, the time
varying from 8 to 72 hours (Cmitikicms apomamy do 8 eodun (Avon, 2019a:
36, 37, 47), Cmiiixicmb koavopy do 12 eo0un (Avon, 2019a: 88) ta iniui
(Avon, 2019a: 88, 177, 191, 226); burns up to 16 hours (Avon, 2019b: 160),
Formulated to help repair 50 % of skin damage caused by the sun within 24
hours (Avon, 2019b: 184), 18-hour colour (Avon, 2019b: 38), 24-hour hold
/ lasting / moisturisation / nourishing moisture (Avon, 2019b: 207, 218, 230,
233),), abo mpubau3HUit (mpumaemocs eodunamu (Avon, 2019a: 105),
npomseom Ous (Avon, 2019a: 201, 226); for hours (Avon, 2019b: 22, 39,
52), for years (Avon, 2019b: 10)).

Some adjectives and adverbs can also perform the first function named
above: weudkuil / weuoko, excnpec, Mummesui /| Mmummeso, instant / in-
stantly, in an instant. The second function is also peculiar to adverb radoseo
and adjectives: mpusanuii, cmitikuii, cynepcmiiikuil, peeyaapuui, lasting. But
the quantity of time denoted by adjectives and adverbs is not exact and every
person will understand its length subjectively.

Also, we want to note that English brochure uses the noun moment (cher-
ish the moment with this floral locket set (Avon, 2019b: 127), Sun-Kissed Mo-
ments (Avon, 2019b: 242)), to denote a short but pleasant time for any per-
son, thus its effect and connotation are positive.

Percents have a really huge impact on the customer including 12 Ukrai-
nian (Joswi 6ii do 87 % (Avon, 2019a: 11), 98 % xcinox niomeepoxcyrome,
wo ix eonoces euensoae, sk nicas carony kpacu (Avon, 2019a: 34), etc.) and
19 English examples (100 % naturally derived mineral pigments for a lumi-
nous finish (Avon, 2019b: 38), increase visible volume by up to 200 % (Avon,
2019b: 40), etc.). We did not take into account the phrases which contained
percents in the composition of clothes. Al these examples include proofs and
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links to corresponding tests, investigations or reports, but often the numbers
sound subjective nonetheless, as they describe the customers’ perception or
opinion. There are also phrases which are very close to percent ones, like
3a pesysvmamamu cainozo mecmyesanns 9 3 10 kopucmyeauie npemianbHux
operdis eubpanu pioky nomady Mark (Avon, 2019a: 105), do 5 pasie cunrvriue
sonoces (Avon, 2019a: 211), 9 out of 10 women recommend... (Avon, 2019b:
8), up to 12x extra volume (Avon, 2019b: 40), etc.

A rather numeric group is represented by phrases n-6-1 / n-in-1, where
n>1, including numbers from 2 to 15 and even a pronoun yce / all. They all
denote one make-up item comprising the features of several items: 2-B-1:
wamnynv-ononickysau (Avon, 2019a: 9, 79, 211, 212, 215), 2-in-1: Shampoo
& Conditioner (Avon, 2019b: 202, 204, 238, 240, 241).

This group has synonymic words, expressions and phrases which also
underline item’s multifunctionality: nodeiiinuii, déocmoponHiii, dsoghasHuil,
deowraposuil, 66y0oeanuil, 2 eKCKAO3UBHI apomMamu 8 00HOMY QAaKOoHI, 00UH
3acib 3aminse mpu;, perfect precision liner & colour-saturated lip in 1, colour
and care in 1, Oil-in-gel; names with &: Cream Cleanser & Mask (Avon,
2019b: 187), etc.; names with morphemes double; duo; dual, duet; triple-,
tri-, trio. All these means may be referred to the group 2-in-1 or 3-in-1. Some
nouns also have similar function: #abip, koarekuis, komnaexc, napa, set, pack,
collection, pair, partner (=pair), though they may denote either one item
(eeab 3 komnaexcom Cold Therapy (Avon, 2019a: 202), eeav 3 JI-Kapnimun
Komnaexcom (Avon, 2019a: 202)) or several (habip 05 6udanenns 6onoccs na
06auyui: 60ck08i cmyacku + eonoei cepsemku (Avon, 2019a: 203)).

Of course it is necessary to mention a large group of morphemes-quan-
tifiers: mono-, mono-, myasmu-, multi-, baeamo-, einep-, hyper-, maxcu-,
maxi-, supreme, much-, high-, midi-, ultra- (1on06iui monoapomamu (Avon,
2019a: 6), the mono-print top (Avon, 2019b: 105), myasmuszaxucruii kpem
015 06auqus (Avon, 2019a: 166), rich multipurpose cream (Avon, 2019b:
230), baeamogynxuyionanrvhuii kpem oas ooauyuss (Avon, 2019a: 168),
makcumanvruii 06’em (Avon, 2019a: 212), maximum duration (Avon, 2019b:
182), etc.). These morphemes usually underline that the product is the best,
or has several different functions, or is very convenient in usage.

Such quantitative pronouns as eecs / all and kooxcnuii / every, each have
specific functions in both brochures. In some cases, they have direct mean-
ing, while in others the meaning contains exaggeration (compare: HadiiiHuil
3axucm 6i0 coHys 0o ma nio uac 3acmaeu o5 éciei poduru (Avon, 2019a: 29)
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and maka npouedypa donomazae akmueizyeamu yci KOPUCHI KOMROHEHMU
3acoby (Avon, 2019a: 204), all skin types (Avon, 2019b: 10) and all-day for-
mula (Avon, 2019b: 38)).

The word 06’em / volume is usually used in the brochure without numerals
being thus a quantifier with a positive assessing function: O6’em na makcumym
(Avon, 2019a: 90), Il[imouxa Lash Seeker ckaadaecmocs 3 300 wemunok, aki
Hadaromb KoicHiil 8ii 00°em i eneeanmmue po3dinenus (Avon, 2019a: 90), 06’em
i po3dinenns (Avon, 2019a: 90), O6’em. besmencna dosxcuna (Avon, 2019a:
101), 6auck 3 epekmom 06’emy (Avon, 2019a: 104), ultra volume lash magnify
mascara (Avon, 2019a: 41). Sometimes, the usage of an adjective before this
noun may even have a more positive influence on customer: subyxosuii /
cynep- / penomernanvuuil / dodamrosuit / wow / 3D 06’em (Avon, 2019a: 97,
99, 104, 213), ultra volume (Avon, 2019b: 41). Adjective 06’emnuii also per-
forms similar function: 06’emra myw oas 6iti (Avon, 2019a: 90, 91), koaaeen
+ pemunon = gopmynra 06’emuux 2yo (Avon, 2019a: 104), (dry shampoo)
3pobumb 3auicky 00’emuiuioro (Avon, 2019a: 213).

Some adjectives, nouns and adverbs are not frequently used but they
have a rather noticeable qualifying function (eycmuii, Heeycmuii, kopomkuil,
cepedHboi 008cuHU, PIOKULL, MOHKULL, WUPOKUL, HeB8a2oMULL, He8A2OMICMb,
ANeeKUil, yrbmpaneekuil, cepeoriil, winbHuil, 2Au60K UL, 2AUO0KO, PIGHOMIPHULL,
PIBHOMIDHO, CUAbHULL, CKIAbKU Xo4eul pasie, 0e3medcHull, cynepoosicuHa,
etc; long lashes, fine wrinkles / lines, deep wrinkles, wear separately, totally,
blend together, etc.). Adjectives with morphemes -/ess and -free denote a
zero quantity of some undesired quality or effect and, as a result, have a
strong positive influence on buyers emphasizing the advantages of the goods
comparing with any other item (colourless, limitless, endless, smudge-free

Sformula, fuss-free, mess-free, etc.). Adjective full, on the other hand, testifies

a huge amount of substance or some effect which it causes, calls for good
opinion and promotes the selling of the goods (full coverage, medium-to-full
coverage, full-colour finish, rich, satin-finish, full-on colour).

Adjectives and adverbs may form the degrees of comparison which have
a stronger influence than a normal positive form: npogapbosye nagimo
Haiidpionimi ma naiimonwi 6ii (Avon, 2019a: 101), menme nposgie yenaronimy
sace uepes 2 muxcni (Avon, 2019a: 202); more (Avon, 2019b: 20, 36, 40,
48, 146), best (=the lowest) price ever (Avon, 2019b: 35), fuller-volume look
(Avon, 2019b: 41), helps nails feel stronger in minutes and look longer in days
(Avon, 2019b: 58), further damage (Avon, 2019b: 58).
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In our sample we can also see the verbs which include not only the
meaning of the action or process, but of the quantity as well: 36irburyeamu,
3MeHuyeamu(cs), 3zaueamucs, dodasamu, 3miwiamu, HOO08ICYBAMU,
nomosuyeamu, po30inamu, 3HUNCY8AMU, YNOBIAbHIOGAMU, VCYHYMU,
sudarumu;, volumise, separate, magnify, stretch lengthen, extend, blend to-
gether, spritz, reduce, boost, double, multiply, maximise, add.

The English brochure includes one more group which is not present in
the Ukrainian variant — the names of the goods which are not translated
into Ukrainian: Far Away Infinity, Far Away Rebel, 1 pulse, My Everything,
Far Away, Far Away Gold, Full Speed, Full Speed Nitro, Timeless, “The One”
Bra Plunge, “One” Bra.

The systems of steps are rather popular in both brochures. They are eas-
ily visualized and attract the customers’ attention. These systems may con-
sist of two (Avon, 2019a: 2—4, 166, 167, 178) or three steps (Avon, 2019a:
163, 193, 213) in the Ukrainian variant and one (Avon, 2019b: 191), three
(Avon, 2019b: 44, 124, 189) or four steps (Avon, 2019b: 19) in the English
brochure. Moreover, some steps, being very simple and effective, suppose
certain additional means for better effect, thus prompting the customer to
buy more goods.

Sometimes quantifiers are present in slogans both for one item, or for
the whole similar group of goods: Cmeopu 7 obpa3zie Ha Koxcen OeHb MudicHs
(Avon, 2019a: 144), Iliobepu 7 cymok Ha Kodxcer denb muxcts (Avon, 2019a:
146), 4 nepesacu (Avon, 2019a: 183), Bizyanizayis npoyecy 3min y cxemkax
(Avon, 2019a: 193), Texuonoeis True Colour 3abe3neuye moune iomeopeHHs
Konbopy, a Hymepauis 0036045€ cmeopumu 0e30oeannuil makisye (Avon,
2019a: 91), 5 easy looks (Avon, 2019b: 38), 3 lash-transforming benefits that
last (Avon, 2019b: 40), set of 7 — that’s one for every day of your holiday
(Avon, 2019b: 115),... so you can look your best every day... and even bet-
ter the next (Avon, 2019b: 62), 2 unique scents Countless possibilities (Avon,
2019b: 68), Choose from 3 must-have shades — at this price you really can
have it all! (Avon, 2019b: 116), Dream more (Avon, 2019b: 146, 148), Every-
day value (Avon, 2019b: 235).

We would also like to mention one more quantifier which has a positive
impact on people: mathematical sign +, used in equations or while describ-
ing the content of a set: / + 1 = 3 (Avon, 2019a: 1), koaaeer + pemurnon =
@opmyna 06’emnux 2y6 (Avon, 2019a: 104), nabip 0as eudansenus goroccs na
00auy4i: 60cK08i cmycku + eonoei cepsemku (Avon, 2019a: 203).
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And the last but not the least point for referring is the polycode nature
of the brochures. Both English and Ukrainian variants contain cross-links
following which you can get some additional information about different
items, discounts or programmes. Besides, these brochures attract attention
not only with the help of linguistic and graphic means but also using pages
for smelling the perfumes.

Discussion. The study of quantifiers showed their important role as a
means of psychological impact in the advertisements. Though some mod-
els of numeral phrases were distinguished and described earlier (compare
the researches of S. O. Shvachko and N. Reva), we specified several new
models among which n-6-1/ n-in-1, where n>1, is the most significant and
influential. In contrast to the research of O. I. Zelinska, we paid attention
to different parts of speech taking into account only quantitative character-
istics because they serve as a really potent tool of psychological influence in
advertisements.

The analysis of the brochures of one company but written in different
languages allowed us to compare the corresponding means in different lan-
guages. These means are often similar as the aims and purpose of the cos-
metic company are the same — call for trust and sell the goods. But because
of different economic and sociological conditions these means may differ.
Besides, sometimes the means are not translated from English into Ukrai-
nian, other parts of speech or phrases being used.

Conclusions. So, the analysis of quantifiers in advertisements of one
company but written in different languages allowed us to reveal the follow-
ing morphological peculiarities of quantifiers: quantity can be denoted not
only by numerals, but also with the help of nouns (both singular and plu-
ral), some pronouns (like eecs / all, koxucnuii / every, each), adjectives, ad-
verbs, verbs and even mathematical signs (+, %, x). Among structural and
combinatory peculiarities we depicted quantifying morphemes, which are
wide-spread both in English and Ukrainian, the usage of quantifiers with
specifiers, qualifiers and rhematizers, the structure of the type n-6-1/ n-in-
1, where n>1, and also phrases which are synonymic to this structure. The
depicted morphological, structural and combinatory possibilities of quanti-
fiers which denote both definite and indefinite quantity have a very strong
impact in advertisements emphasizing the advantages of certain cosmetic
items and calling for trust to them. Moreover, linguistic means combine with
visual, graphic, and sometimes sensory ones (olfactory), thus strengthening
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the effect of the advert on consumer. We consider the research of quantifiers
to be rather promising and impelling to further comprehension, interpreta-
tion and description of the problem in general and models in particular.
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AHOTALTIA

Cmammio npuces4eHo KoOMnApamueHomy 00CAI0NCEHHIO PI3HOMOBHUX pe-
KAGMHUX MeKCMié 00HIel KOMNAHIT, 30Kpema nPoaHanizoeanHo cA06a-Keanmu-
hixamopu anenoOMOBHUX Ma YKPaiHOMoeHUX Kamanoeie “Avon” 3 oensdy Ha
IxHiil nonikodosuil xapakmep.

Ananiz ocmarHix docaionceHs ma nyoaiKauiit 003604ué NOMIMumMu, wo eu-
GUEHHS AK PEKAAMHUX MeKCmie, mak i Kameeopii KAHMUMAMUGHOCMI BUKOHY -
10MbCs HA PIBHUX MEeoPemUu4HUX ma NPAKMUMHUX 3acadax.

Cnuparouuce Ha 6xce HAAGHI KAACUDIKAUIT KEAHMUMAMUBHOI NeKCu-
Ku 6 awneniiicokii ma ykpaincokiit mosax C. O. Illsauko, B. M. Konopamrok,
0. C. AHaH’e60i, 6usi81eHO MOPPON02IUHI, CMPYKMYPHI Ma KOMOIHAMOPHI MOIC-
AUBOCMI KINbKICHUX 00UHULb, MEeKCMO8I MOOUDIKAUIT HYMEPANbHUX CROAYYEHb
8 QH2NOMOBHUX MA YKPAIHOMOGHUX DEKAAMHUX MmeKcmax. 3anponoHogano
O0CHOBHI MOOeni crie-Keanmugikamopie, 8iomiueHo ponb ma GYHKUii 00uHUYb,
WO NO3HAYAIOMb O3HAYEHY MA HeO3HAYEH) KiNbKiCMb.

Mopdgonoeiuno keanmumamueHna neKcuka npedcmagaena He Auue Yucie-
HUKamu, a i IMeHHUKaMu, 3aiMeHHUKAMU, NPUKMEMHUKAMU, NPUCAIBHUKAMU,
diecrosamu, IXHIMU CUMyamueHumu abo i0ioMamuHHUMU CHOAYHEHHAMU, d Mda-
KO MameMamuyHUMu 3HaKaMU.

Busuenns cmpykmypHux ma KOMOIHAMOPHUX MONCAUBOCMEl KEAHMU-
MAMUBHOI NeKCUKU NOKA3an0 MOpGemu-KeaHmupiKamopu, 64CUBAHHS CAIG-
KeaHmMugixamopie 3 ymouH0BANbHUMU (oOpManmamu, Kearighikamopamu ma
pemamuzamopamu, cmpykmypu muny n-é-1/ n-in-1, de n>1, a maxoxc cro6o-
CHOAYYEHHS, CUHOHIMIUHI 00 Hel.

Biomiueri mopgonoeiuni, cmpyKkmypHi ma KOMOIHAMOPHI MOMCAUBOCMI
CAI8-K8AHMUDIKamopie, IKi NO3HAUAIOMb K 03HAYEHY, MAK | HEO3HAUEHY Kilb-
Kicmb, Maoms 00cumy 8a20MULL NCUXON0RIYHULL BNAUE Y PEKAAMHUX MeKCmax,
nidKpecaioiouu nepegazu KOCMemMuYHUX 3aco0ié ma 6UKAUKa4u 008ipy 0o HUX.
Kpim moeo, mosHi 3acobu 0onosHIOMbCS GI3yanbHUMU, epAGIMHUMU, a NOOe-
Kyou ceHcopHumu (OQiNIHKU HaQ CMOPIHKAX, 0e MOJCHA 8i04ymu apomam,), ujo
3HAYHO NOCUNIOE eheKm 6NAUBY HA CHONCUBAUA.

Karouogi caoea: keanmumamuenicmos, KeaHmugpikamop, keanmugikayis,
Keanigikamop, peKAamuuii mekcm, NCUXON0IMHUI 8NAUG, 03HAYEHA / MOUYHA
KinbKicmb, Heo3HaueHa / HemoYHa KinbKicmo.

AHHOTALTUA

Cmambs nocésujena KOMIApamueHOMy UCCAO08AHUI PA3HOAZbIYHBIX Pe-
KAGMHbIX MEKCMO8 00HOU KOCMeMU1ecKoll KOMRAHUU, d UMEHHO NPOAHAAU3U-
DOBAHYI CA08A-KEAHMUDUKAMOPbI AH2AOSZbIMHBIX U YKPAUHOS3IYHbIX KAMAA0-
208 “Avon”, yuumoi8as ux noauko0osslii xapakmep.

AHanus nocredrux uccaedo8aruil u nyoAUKAUULl NO360AUN 3AMeMUMb, YO
U3yHeHUe KaK PeKAaMHbIX MeKCMo8, MAK U Kame2opuu K8aHMUumamueHocmu
0CYyweCmensemces Ha pasnu4HbIX meopemu4eckux U NPaKmu4ecKux nPUHYUNax.

Onupasice Ha yice cyujecmeyouue KAACCUPUKAUuU KEaHmumamueHoll
neKkcuku 6 aneautickom u ykpaurckom ssvikax C. A. Illeauxo, B. M. Kondpa-
miok, O. C. Anarbesoil, Mbl cMO2AU Onpedesums Mopgoaoudeckue, CmpyKmyp-
Hble U KOMOUHAMOPHbIE B03MONCHOCIU KOAUHECEEHHbIX eOUHUY,, MEKCMOBble
MOOUDUKAUUU HYMEPANbHBIX CAOB0COUEMAHUI 8 AHAUICKUX U YKPAUHCKUX pe-
Kaamubix mekcmax. IIpednosicerbl 0cHOBHbIE MOOeNU CA08-KBAHMUDUKAMOPOE.

Mopdonoeuuecku keanmumamugnas 1eKcuKka npeocmaesneHa He moabKo
UMEHAMU YUCAUMENbHBIMU, HO U UMEHAMU CYUEeCMEUMEeNbHbIMU, MECHIOUMEHU -
AMU, UMEHAMU NPUAA2AMENbHbIMU, HAPEHUSMU, 2AA20AAMU, UX CUMYAMUGHbI-
MU U UOUOMAMUHECKUMU COYeMAHUAMU, U aice MameMamu1eckumi 3HaKamu.

H3yueHue cmpyKmypHbIX U KOMOUHAMOPHBIX B03MONCHOCMEl KEAHMU-
MamueHoi NeKCUKU NOKA3aA0 MOPGheMbl-KEAHMUDUKAMOPSbL, UCHOAb308AHUE
CN08-KBAHMUPUKAMOPOE ¢ YMOUHSIOUUMU POPMAHMAMU, KEANUDUKAMOPaMU
u pemamuzamopamu, cmpykmypsl muna n-6-1 / n-in-1, ede n>1, a maxice
C080COMEMAHUSL, KOMOPbIE CUHOHUMUHHbL SMOLL CIMpYKmYype.

OmmeyenHble Mopghoroeuteckue, CmpyKmypHole U KOMOUHAMOPHbIE 0CO-
OeHHOCMU CA08-K8AHMUDUKAMOPO8, KOMOPble 0003HA4AOM KAK MOYHOe, MAK
U HEMO1HOe KOAUYeCmE0, UMM 8eCOMOe NCUX0N02UHECKOe GAUSHUE HA NOKY-
namensi, NOOYEPKUBAS NPEUMYUECINEA KOCMEMU1ECKUX CPeocme U 6bi3bl8dsl K
HUM dosepue. H3b1k06ble cpedcmea OONOAHIIOMCS PAPUUeCcKUMU, BU3YANbHbL-
MU, @ UH020a U ApoMamu4ecKumu, 4mo euje 6oavule ycuaueaem sghgpekm Ha
nompebumens.

Karouegvle caosa: keaHmumamuHocmys, K8AHMUDUKAMOP, KEAHMUPDU-
Kauus, K6aaupuKkamop, pekAamHblii meKcm, NCUX0A02U4ecKoe ausHue, Onpe-
OeneHHoe / MouHOe KOAUYecmeo, HeonpeoeneHHoe / HemoYHoe KOAUHECE0.
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