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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-â-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. 

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. F. Arens, C. L. Bovée (Bovée, 1992), R. D. Blackwell, À. God-
dard (Goddard, 2002), P. W. Miniard and others) and Ukrainian linguis-
tics (K. V. Boryskina, O. I. Buhayova, D. M. Dobrovolska (Dobrovolska, 
2017), I. 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. I. 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. Î. Haidenko, ². Ye. Hrachova (Hrachova, 2017), 
À. À. Kholodovych, I. K. Kobiakova, Î. Ì. Medvid, H. H. Morieva, 
Î. À. Pavlyshenko, Î. À. Samochornova, ². P. Savelyeva, S. Î. Shvachko 
(Shvachko, 2008), H. N. Vorontsova, Î. ². Yehorova, S. À. 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. I. 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. 

O. 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; c) 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; c) with the meaning of heterogeneous action. 

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 ëèøå çà / ö³íè â³ä / áóäü-
ÿêèé çà 29,99 ãðí., which visually and psychologically prompts the price 20+, 
and not 30. One more really successful variant is Áóäü-ÿê³ òðè ïðîäóêòè çà 
ö³íîþ äâîõ (Avon, 2019a: 3), as well as çàìîâëÿé... çà ñóïåðö³íîþ (Avon, 
2019a: 40) and ïîâíà âàðò³ñòü íàáîðó (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 (ö³íà), 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-
er size. In such cases the type and some graphic means become useful. Lin-
guistic means include such variants as Ë³òî ó ôîðìàò³ XXL (Avon, 2019a: 
40), ðîçì³ð XXL (Avon, 2019a: 41), îá’ºì âîëîññÿ XXL (Avon, 2019a: 41), 
âåëèêèé îá’ºì (Avon, 2019a: 80), ðîçì³ð XL (Avon, 2019a: 199), ó âåëèêîìó 
ôîðìàò³ (Avon, 2019a: 223); tote bàg (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: 
ì³í³- (ì³í³ìàëüíà âàðò³ñòü (Avon, 2019a: 39), ³äåàëüíî ì³í³ì³çóº ïîðè 
(Avon, 2019a: 163) ì³í³-âåðñ³ÿ (Avon, 2019a: 181), ì³í³ì³çàö³ÿ ðîñòó 
âîëîññÿ (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)); ì³êðî- (Tattoo-ìàðêåð çàáåçïå÷èòü åôåêò ì³êðîáëåíä³íãà áð³â ó 
äîìàøí³õ óìîâàõ (Avon, 2019a: 97), ×àñòèíêè ì³êðîô³áðè ïîäîâæóþòü 
³ ïîòîâùóþòü êîæíó â³þ (Avon, 2019a: 90), ì³êðîáóëüáàøêè äëÿ 
ãëèáîêîãî î÷èùåííÿ (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: ßêðàç òå, ùî íåîáõ³äíî øê³ð³ â 20 ðîê³â ³ ñòàðøå 
(Avon, 2019a: 168), çàðÿä åíåðã³¿ 20+ (Avon, 2019a: 170), îíîâëåííÿ 35+ 
(Avon, 2019a: 172), îìîëîäæåííÿ (45–55 ðîê³â) (Avon, 2019a: 181), 
êë³òèííå â³äðîäæåííÿ 55+ (Avon, 2019b: 176). English variant includes 
age without qualifiers: 30, 40, 50, 60, all ages, ageless 35+, ageless 55+ 
(Avon, 2019b: 174). 

The numeral îäèí / 1 arouses positive emotions as its meaning supposes 
simplicity and quality of usage: Á’þò³ áðåíä ¹ 1 â Óêðà¿í³ (Avon, 2019a: 
1), (Äîïîâíè àðîìàòîì òîïïåðîì.) Îäíèì, äâîìà, òðüîìà? (Avon, 
2019a: 4), íàíåñòè ¿¿ ð³âíîì³ðíî â îäèí-äâà øàðè (Avon, 2019a: 82), îäíèì 
ðóõîì (Avon, 2019a: 99, 106, 107), âñüîãî 1 øàð äëÿ íàñè÷åíîãî êîëüîðó 
(Avon, 2019a: 107), Êîìïëåêñíèé äîãëÿä â 1 êë³ê (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); 1 colour-free liner for every lipstick (Avon, 2019b: 48), 
our No. 1 (Avon, 2019b: 98, 252), Your One-Stop holiday shop (Avon, 2019b: 
102–122). The word alone is synonymous to 1: wear alone (Avon, 2019b: 
30), use alone (Avon, 2019b: 30). 

Ordinal number ïåðøèé / first always has positive connotation and draws 
customer’s attention: Âïåðøå! (Avon, 2019a: 6), ïåðøèé ïîäâ³éíèé àðîìàò 
(Avon, 2019a: 50), 1-à ïîìàäà ç ïðàéìåðîì (Avon, 2019a: 99), 1-à ð³äêà 
ïîìàäà, ÿêà íå ðîçò³êàºòüñÿ (Avon, 2019a: 105), â ïåðøó ÷åðãó (Avon, 
2019a: 133), áîðîòüáà ç ïåðøèìè â³êîâèìè çì³íàìè (Avon, 2019a: 181), ç 
1-ãî çàñòîñóâàííÿ (Avon, 2019a: 207); first ever (Avon, 2019b: 4). Some-
times numeral ïåðøèé may be seen in set expressions and idioms in the 
Ukrainian variant (êîõàííÿ ç ïåðøîãî ïîãëÿäó (Avon, 2019a: 43), ÷èñòèé, 
íåìîâ ïåðøå êîõàííÿ (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: Ù³òî÷êà Lash Seeker 
ñêëàäàºòüñÿ ç 300 ùåòèíîê (Avon, 2019a: 90), òèñÿ÷³ âîëîêîí (Avon, 
2019a: 101), òèñÿ÷³ ñÿþ÷èõ ÷àñòèí ó êîæí³é ïîìàä³ (Avon, 2019a: 105), 
ãóáíà ïîìàäà “Áåçë³÷ ïîö³ëóíê³â” (Avon, 2019a: 119), 129 000 000 ëþäåé 
ó âñüîìó ñâ³ò³ âæå ñïðîáóâàëè Avon Care (Avon, 2019a: 193, 195, 196, 
198), 3D îá’ºì (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 
(Ðîçê³øíèé êîë³ð çà 60 ñåêóíä (Avon, 2019a: 107), 60 ñåêóíä ïîâíîãî 
âèñèõàííÿ (Avon, 2019a: 107), Ìåíøå ïðîÿâ³â öåëþë³òó âæå ÷åðåç 2 
òèæí³ (Avon, 2019a: 202), ë³÷åí³ ñåêóíäè (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 
1 use.... 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 (Ñò³éê³ñòü àðîìàòó äî 8 ãîäèí (Avon, 2019a: 
36, 37, 47), Ñò³éê³ñòü êîëüîðó äî 12 ãîäèí (Avon, 2019a: 88) òà ³íø³ 
(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),), àáî ïðèáëèçíèé (òðèìàºòüñÿ ãîäèíàìè (Avon, 2019a: 105), 
ïðîòÿãîì äíÿ (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: øâèäêèé / øâèäêî, åêñïðåñ, ìèòòºâèé / ìèòòºâî, instant / in-
stantly, in an instant. The second function is also peculiar to adverb íàäîâãî 
and adjectives: òðèâàëèé, ñò³éêèé, ñóïåðñò³éêèé, ðåãóëÿðíèé, 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 (Äîâø³ â³¿ äî 87 % (Avon, 2019a: 11), 98 % æ³íîê ï³äòâåðäæóþòü, 
ùî ¿õ âîëîññÿ âèãëÿäàº, ÿê ï³ñëÿ ñàëîíó êðàñè (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 

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 
Çà ðåçóëüòàòàìè ñë³ïîãî òåñòóâàííÿ 9 ç 10 êîðèñòóâà÷³â ïðåì³àëüíèõ 
áðåíä³â âèáðàëè ð³äêó ïîìàäó Mark (Avon, 2019a: 105), äî 5 ðàç³â ñèëüí³øå 
âîëîññÿ (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-â-1 / n-in-1, where 
n>1, including numbers from 2 to 15 and even a pronoun óñå / all. They all 
denote one make-up item comprising the features of several items: 2-â-1: 
øàìïóíü-îïîë³ñêóâà÷ (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: ïîäâ³éíèé, äâîñòîðîíí³é, äâîôàçíèé, 
äâîøàðîâèé, âáóäîâàíèé, 2 åêñêëþçèâí³ àðîìàòè â îäíîìó ôëàêîí³, îäèí 
çàñ³á çàì³íÿº òðè; 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: íàá³ð, êîëåêö³ÿ, êîìïëåêñ, ïàðà, set, pack, 
collection, pair, partner (=pair), though they may denote either one item 
(ãåëü ç êîìïëåêñîì Cold Therapy (Avon, 2019a: 202), ãåëü ç Ë-Êàðí³òèí 
êîìïëåêñîì (Avon, 2019a: 202)) or several (íàá³ð äëÿ âèäàëåííÿ âîëîññÿ íà 
îáëè÷÷³: âîñêîâ³ ñìóæêè + âîëîã³ ñåðâåòêè (Avon, 2019a: 203)). 

Of course it is necessary to mention a large group of morphemes-quan-
tifiers: ìîíî-, mono-, ìóëüòè-, multi-, áàãàòî-, ã³ïåð-, hyper-, ìàêñè-, 
maxi-, supreme, much-, high-, midi-, ultra- (÷îëîâ³÷³ ìîíîàðîìàòè (Avon, 
2019a: 6), the mono-print top (Avon, 2019b: 105), ìóëüòèçàõèñíèé êðåì 
äëÿ îáëè÷÷ÿ (Avon, 2019a: 166), rich multipurpose cream (Avon, 2019b: 
230), áàãàòîôóíêö³îíàëüíèé êðåì äëÿ îáëè÷÷ÿ (Avon, 2019a: 168), 
ìàêñèìàëüíèé îá’ºì (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 âåñü / all and êîæíèé / every, each have 
specific functions in both brochures. In some cases, they have direct mean-
ing, while in others the meaning contains exaggeration (compare: íàä³éíèé 
çàõèñò â³ä ñîíöÿ äî òà ï³ä ÷àñ çàñìàãè äëÿ âñ³º¿ ðîäèíè (Avon, 2019a: 29) 
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and òàêà ïðîöåäóðà äîïîìàãàº àêòèâ³çóâàòè óñ³ êîðèñí³ êîìïîíåíòè 
çàñîáó (Avon, 2019a: 204), all skin types (Avon, 2019b: 10) and all-day for-
mula (Avon, 2019b: 38)). 

The word îá’ºì / volume is usually used in the brochure without numerals 
being thus a quantifier with a positive assessing function: Îá’ºì íà ìàêñèìóì 
(Avon, 2019a: 90), Ù³òî÷êà Lash Seeker ñêëàäàºòüñÿ ç 300 ùåòèíîê, ÿê³ 
íàäàþòü êîæí³é â³¿ îá’ºì ³ åëåãàíòíå ðîçä³ëåííÿ (Avon, 2019a: 90), îá’ºì 
³ ðîçä³ëåííÿ (Avon, 2019a: 90), Îá’ºì. Áåçìåæíà äîâæèíà (Avon, 2019a: 
101), áëèñê ç åôåêòîì îá’ºìó (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: âèáóõîâèé / 
ñóïåð- / ôåíîìåíàëüíèé / äîäàòêîâèé / wow / 3D îá’ºì (Avon, 2019a: 97, 
99, 104, 213), ultra volume (Avon, 2019b: 41). Adjective îá’ºìíèé also per-
forms similar function: îá’ºìíà òóø äëÿ â³é (Avon, 2019a: 90, 91), êîëàãåí 
+ ðåòèíîë = ôîðìóëà îá’ºìíèõ ãóá (Avon, 2019a: 104), (dry shampoo) 
çðîáèòü çà÷³ñêó îá’ºìí³øîþ (Avon, 2019a: 213). 

Some adjectives, nouns and adverbs are not frequently used but they 
have a rather noticeable qualifying function (ãóñòèé, íåãóñòèé, êîðîòêèé, 
ñåðåäíüî¿ äîâæèíè, ð³äêèé, òîíêèé, øèðîêèé, íåâàãîìèé, íåâàãîì³ñòü, 
ëåãêèé, óëüòðàëåãêèé, ñåðåäí³é, ù³ëüíèé, ãëèáîêèé, ãëèáîêî, ð³âíîì³ðíèé, 
ð³âíîì³ðíî, ñèëüíèé, ñê³ëüêè õî÷åø ðàç³â, áåçìåæíèé, ñóïåðäîâæèíà, 
etc; long lashes, fine wrinkles / lines, deep wrinkles, wear separately, totally, 
blend together, etc.). Adjectives with morphemes -less 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 
formula, 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: ïðîôàðáîâóº íàâ³òü 
íàéäð³áí³ø³ òà íàéòîíø³ â³¿ (Avon, 2019a: 101), ìåíøå ïðîÿâ³â öåëþë³òó 
âæå ÷åðåç 2 òèæí³ (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). 

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: çá³ëüøóâàòè, 
çìåíøóâàòè(ñÿ), çëèâàòèñÿ, äîäàâàòè, çì³øàòè, ïîäîâæóâàòè, 
ïîòîâùóâàòè, ðîçä³ëÿòè, çíèæóâàòè, óïîâ³ëüíþâàòè, óñóíóòè, 
âèäàëèòè; 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: Ñòâîðè 7 îáðàç³â íà êîæåí äåíü òèæíÿ 
(Avon, 2019a: 144), Ï³äáåðè 7 ñóìîê íà êîæåí äåíü òèæíÿ (Avon, 2019a: 
146), 4 ïåðåâàãè (Avon, 2019a: 183), Â³çóàë³çàö³ÿ ïðîöåñó çì³í ó ñõåìêàõ 
(Avon, 2019a: 193), Òåõíîëîã³ÿ True Colour çàáåçïå÷óº òî÷íå â³äòâîðåííÿ 
êîëüîðó, à íóìåðàö³ÿ äîçâîëÿº ñòâîðèòè áåçäîãàííèé ìàê³ÿæ (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 + 1 = 3 (Avon, 2019a: 1), êîëàãåí + ðåòèíîë = 
ôîðìóëà îá’ºìíèõ ãóá (Avon, 2019a: 104), íàá³ð äëÿ âèäàëåííÿ âîëîññÿ íà 
îáëè÷÷³: âîñêîâ³ ñìóæêè + âîëîã³ ñåðâåòêè (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-â-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 âåñü / all, êîæíèé / every, each), adjectives, ad-
verbs, verbs and even mathematical signs (+, %, õ). 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-â-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 

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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ÀÍÎÒÀÖ²ß 
Ñòàòòþ ïðèñâÿ÷åíî êîìïàðàòèâíîìó äîñë³äæåííþ ð³çíîìîâíèõ ðå-

êëàìíèõ òåêñò³â îäí³º¿ êîìïàí³¿, çîêðåìà ïðîàíàë³çîâàíî ñëîâà-êâàíòè-
ô³êàòîðè àíãëîìîâíèõ òà óêðà¿íîìîâíèõ êàòàëîã³â “Avon” ç îãëÿäó íà 
¿õí³é ïîë³êîäîâèé õàðàêòåð. 

Àíàë³ç îñòàíí³õ äîñë³äæåíü òà ïóáë³êàö³é äîçâîëèâ ïîì³òèòè, ùî âè-
â÷åííÿ ÿê ðåêëàìíèõ òåêñò³â, òàê ³ êàòåãîð³¿ êâàíòèòàòèâíîñò³ âèêîíó-
þòüñÿ íà ð³çíèõ òåîðåòè÷íèõ òà ïðàêòè÷íèõ çàñàäàõ. 

Ñïèðàþ÷èñü íà âæå íàÿâí³ êëàñèô³êàö³¿ êâàíòèòàòèâíî¿ ëåêñè-
êè â àíãë³éñüê³é òà óêðà¿íñüê³é ìîâàõ Ñ. Î. Øâà÷êî, Â. Ì. Êîíäðàòþê, 
Î. Ñ. Àíàí’ºâî¿, âèÿâëåíî ìîðôîëîã³÷í³, ñòðóêòóðí³ òà êîìá³íàòîðí³ ìîæ-
ëèâîñò³ ê³ëüê³ñíèõ îäèíèöü, òåêñòîâ³ ìîäèô³êàö³¿ íóìåðàëüíèõ ñïîëó÷åíü 
â àíãëîìîâíèõ òà óêðà¿íîìîâíèõ ðåêëàìíèõ òåêñòàõ. Çàïðîïîíîâàíî 
îñíîâí³ ìîäåë³ ñë³â-êâàíòèô³êàòîð³â, â³äì³÷åíî ðîëü òà ôóíêö³¿ îäèíèöü, 
ùî ïîçíà÷àþòü îçíà÷åíó òà íåîçíà÷åíó ê³ëüê³ñòü. 

Ìîðôîëîã³÷íî êâàíòèòàòèâíà ëåêñèêà ïðåäñòàâëåíà íå ëèøå ÷èñë³â-
íèêàìè, à é ³ìåííèêàìè, çàéìåííèêàìè, ïðèêìåòíèêàìè, ïðèñë³âíèêàìè, 
ä³ºñëîâàìè, ¿õí³ìè ñèòóàòèâíèìè àáî ³ä³îìàòè÷íèìè ñïîëó÷åííÿìè, à òà-
êîæ ìàòåìàòè÷íèìè çíàêàìè. 

Âèâ÷åííÿ ñòðóêòóðíèõ òà êîìá³íàòîðíèõ ìîæëèâîñòåé êâàíòè-
òàòèâíî¿ ëåêñèêè ïîêàçàëî ìîðôåìè-êâàíòèô³êàòîðè, âæèâàííÿ ñë³â-
êâàíòèô³êàòîð³â ç óòî÷íþâàëüíèìè ôîðìàíòàìè, êâàë³ô³êàòîðàìè òà 
ðåìàòèçàòîðàìè, ñòðóêòóðè òèïó n-â-1 / n-in-1, äå n>1, à òàêîæ ñëîâî-
ñïîëó÷åííÿ, ñèíîí³ì³÷í³ äî íå¿. 

Â³äì³÷åí³ ìîðôîëîã³÷í³, ñòðóêòóðí³ òà êîìá³íàòîðí³ ìîæëèâîñò³ 
ñë³â-êâàíòèô³êàòîð³â, ÿê³ ïîçíà÷àþòü ÿê îçíà÷åíó, òàê ³ íåîçíà÷åíó ê³ëü-
ê³ñòü, ìàþòü äîñèòü âàãîìèé ïñèõîëîã³÷íèé âïëèâ ó ðåêëàìíèõ òåêñòàõ, 
ï³äêðåñëþþ÷è ïåðåâàãè êîñìåòè÷íèõ çàñîá³â òà âèêëèêàþ÷è äîâ³ðó äî íèõ. 
Êð³ì òîãî, ìîâí³ çàñîáè äîïîâíþþòüñÿ â³çóàëüíèìè, ãðàô³÷íèìè, à ïîäå-
êóäè ñåíñîðíèìè (ä³ëÿíêè íà ñòîð³íêàõ, äå ìîæíà â³ä÷óòè àðîìàò), ùî 
çíà÷íî ïîñèëþº åôåêò âïëèâó íà ñïîæèâà÷à. 

Êëþ÷îâ³ ñëîâà: êâàíòèòàòèâí³ñòü, êâàíòèô³êàòîð, êâàíòèô³êàö³ÿ, 
êâàë³ô³êàòîð, ðåêëàìíèé òåêñò, ïñèõîëîã³÷íèé âïëèâ, îçíà÷åíà / òî÷íà 
ê³ëüê³ñòü, íåîçíà÷åíà / íåòî÷íà ê³ëüê³ñòü. 
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ÀÍÍÎÒÀÖÈß 
Ñòàòüÿ ïîñâÿùåíà êîìïàðàòèâíîìó èññëåäîâàíèþ ðàçíîÿçû÷íûõ ðå-

êëàìíûõ òåêñòîâ îäíîé êîñìåòè÷åñêîé êîìïàíèè, à èìåííî ïðîàíàëèçè-
ðîâàíû ñëîâà-êâàíòèôèêàòîðû àíãëîÿçû÷íûõ è óêðàèíîÿçû÷íûõ êàòàëî-
ãîâ “Avon”, ó÷èòûâàÿ èõ ïîëèêîäîâûé õàðàêòåð. 

Àíàëèç ïîñëåäíèõ èññëåäîâàíèé è ïóáëèêàöèé ïîçâîëèë çàìåòèòü, ÷òî 
èçó÷åíèå êàê ðåêëàìíûõ òåêñòîâ, òàê è êàòåãîðèè êâàíòèòàòèâíîñòè 
îñóùåñòâëÿåòñÿ íà ðàçëè÷íûõ òåîðåòè÷åñêèõ è ïðàêòè÷åñêèõ ïðèíöèïàõ. 

Îïèðàÿñü íà óæå ñóùåñòâóþùèå êëàññèôèêàöèè êâàíòèòàòèâíîé 
ëåêñèêè â àíãëèéñêîì è óêðàèíñêîì ÿçûêàõ Ñ. À. Øâà÷êî, Â. Ì. Êîíäðà-
òþê, Î. Ñ. Àíàíüåâîé, ìû ñìîãëè îïðåäåëèòü ìîðôîëîãè÷åñêèå, ñòðóêòóð-
íûå è êîìáèíàòîðíûå âîçìîæíîñòè êîëè÷åñòâåííûõ åäèíèö, òåêñòîâûå 
ìîäèôèêàöèè íóìåðàëüíûõ ñëîâîñî÷åòàíèé â àíãëèéñêèõ è óêðàèíñêèõ ðå-
êëàìíûõ òåêñòàõ. Ïðåäëîæåíû îñíîâíûå ìîäåëè ñëîâ-êâàíòèôèêàòîðîâ. 

Ìîðôîëîãè÷åñêè êâàíòèòàòèâíàÿ ëåêñèêà ïðåäñòàâëåíà íå òîëüêî 
èìåíàìè ÷èñëèòåëüíûìè, íî è èìåíàìè ñóùåñòâèòåëüíûìè, ìåñòîèìåíè-
ÿìè, èìåíàìè ïðèëàãàòåëüíûìè, íàðå÷èÿìè, ãëàãîëàìè, èõ ñèòóàòèâíû-
ìè è èäèîìàòè÷åñêèìè ñî÷åòàíèÿìè, è äàæå ìàòåìàòè÷åñêèìè çíàêàìè. 

Èçó÷åíèå ñòðóêòóðíûõ è êîìáèíàòîðíûõ âîçìîæíîñòåé êâàíòè-
òàòèâíîé ëåêñèêè ïîêàçàëî ìîðôåìû-êâàíòèôèêàòîðû, èñïîëüçîâàíèå 
ñëîâ-êâàíòèôèêàòîðîâ ñ óòî÷íÿþùèìè ôîðìàíòàìè, êâàëèôèêàòîðàìè 
è ðåìàòèçàòîðàìè, ñòðóêòóðû òèïà n-â-1 / n-in-1, ãäå n>1, à òàêæå 
ñëîâîñî÷åòàíèÿ, êîòîðûå ñèíîíèìè÷íû ýòîé ñòðóêòóðå. 

Îòìå÷åííûå ìîðôîëîãè÷åñêèå, ñòðóêòóðíûå è êîìáèíàòîðíûå îñî-
áåííîñòè ñëîâ-êâàíòèôèêàòîðîâ, êîòîðûå îáîçíà÷àþò êàê òî÷íîå, òàê 
è íåòî÷íîå êîëè÷åñòâî, èìåþò âåñîìîå ïñèõîëîãè÷åñêîå âëèÿíèå íà ïîêó-
ïàòåëÿ, ïîä÷åðêèâàÿ ïðåèìóùåñòâà êîñìåòè÷åñêèõ ñðåäñòâ è âûçûâàÿ ê 
íèì äîâåðèå. ßçûêîâûå ñðåäñòâà äîïîëíÿþòñÿ ãðàôè÷åñêèìè, âèçóàëüíû-
ìè, à èíîãäà è àðîìàòè÷åñêèìè, ÷òî åùå áîëüøå óñèëèâàåò ýôôåêò íà 
ïîòðåáèòåëÿ. 

Êëþ÷åâûå ñëîâà: êâàíòèòàòèâíîñòü, êâàíòèôèêàòîð, êâàíòèôè-
êàöèÿ, êâàëèôèêàòîð, ðåêëàìíûé òåêñò, ïñèõîëîãè÷åñêîå âëèÿíèå, îïðå-
äåëåííîå / òî÷íîå êîëè÷åñòâî, íåîïðåäåëåííîå / íåòî÷íîå êîëè÷åñòâî. 
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