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In a culture built on personal affiliations and in which guanxi are the foundation stone of a deal, kickbacks may 
seem unavoidable (The Times, March 29, 2010). 
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The article deals with analyzing the means of conveying the pragmatic intention of the speaker in advertisements 
of women’s cosmetics. The author explores the discourse of advertising, and on the samples of cosmetic compa-
nies’ advertisements singles out the peculiarities of achieving the desired illocutive effect on the potential buyer.  
Key words: discourse of advertizing, pragmatic intention, illocutive effect, receiver, sender. 
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       only, finally, at last, 
ultimately, eventually .    only   ,  -

 . - ,       '    , 
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 .  only     ,  -
  only,  best,   ,   others,  -
  [6]: 
…be used not only in Cover Girl Continuous Color Cream Lipstick Its Your Mauve the 

application itself but also as an icon for files whose extension is associated (Lipstick, Cover Girl). 
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Avon brings you the best in cosmetics to skincare, fitness, lingerie and jewellery. Avon is your one-stop-shop for 
all your beauty and lifestyle products. Look fabulous with our wide range of cosmetics (Avon); 
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Founded on the philosophy that great skin can be created…each beautifully crafted Clinique skin care…And 
focused on the comfort and well-being of all skins…Coupled with the best-educated consultants, Clinique has 
become a trusted friend to generations and a symbol of personalized beauty around (Clinique); 

 
2)     ,    -

    : 
 

Dare to wear our longest-lasting shadow. Our ink technology creates super-saturated color. Cream gel 
smoothes on for vibrant color that does not fade (Cream gel shadow, Maybelline); 
Our most lightweight foundation for 100% Nude Perfection. Lightweight foam for a flawless finish (Airfoam, 
Maybelline); 
New bouncy texture for our freshest flush ever (Dream bouncy blush, Maybelline); 

 
3)           

   : 
 

The world of olour cosmetics is not only about colours. Oriflame's approach is to enhance every woman's natu-
ral beauty. Our portfolio offers a wide and sophisticated range of products with enhanced formulations and 
trendy packaging. We have product to suit every woman, every mood and every style (Oriflame Matte Control 
Foundation, Oriflame); 
Super rich color with 14HR super staying power in our exclusive weightless formula (Superstay 14HR lipstick, 
Maybelline); 
Clinique Happy Heart. A wealth of flowers. A hint of warmth (Perfume, Clinique); 

 
4)           -

     (      -
 ):  Florida Water, Pablo Picasso, Paris, London; 

5)   you,       -
 :  
 

Say it like you mean it with this confident, daring and sexy fragrance that expresses the real you of iced berries, 
contrasted with ultra-feminine tuberose (Fergie Fragrance Gift Collection, Avon); 
It doesn’t require a dermatologist. All you need is CLINIQUE (Clinique); 
Wellness by Oriflame has been carefully designed in partnership with Swedish scientists and nutritional experts 
to bring innovative, safe and high quality wellness products that will protect your skin's natural beauty and help 
you achieve top performance (Oriflame); 

 
6)  - ,       : 
 

Meet the first-ever 10HR stain gloss with our shine enhancing formula (Superstay 10HR stain gloss, 
Maybelline); 
Sophisticated pigments sweep on to ignite color like never before (Eye shadow, Maybelline); 
Gives you the look of a professional manicure. Shine lasts up to 10 days. The advanced formula contains dia-
mond dust and acrylic known for its strengthening, and protection properties giving your nails a high-gloss 
finish (Nail enamel, Avon).  
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The article describes the nomination process of the units of marketing terminology on lexical and word building 
levels; the productive word building models of term- composites are defined. 
Key words: term, terminology, composite word, word combination, marketing, word building model, productivity. 
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