©JI. JI. Makapyx ISSN 2519-2558

ITPOBJIEMU JHHI'BICTUKHU TEKCTY TA IUCKYPCY
Otpumano: 10 6epesnst 2026 p. Maxkapyk JI. JI. Meradopa sik MexaHi3M peceMaHTH3aLii Ta peKOHTEKCTyai3a-

1ii CI0raHiB y MyJIBTHMOIAIBHOMY IHCKYpCl. Haykosi sanucku Hayionansnozo
ynisepcumemy «Ocmposvka axkademiay : cepis «@inonoecisy. Ocrpor : Bua-o
HaYOA, 2026. Bur. 29(97). C. 54-59.

Ipopenensosano: 20 6epesus 2026 p.
Tpuitasaro no npyky: 23 6epesns 2026 p.

Email: larysa.makaruk@oa.edu.ua
ORCID ID: https://orcid.org/0000-0002-8988-2753

DOT: http://doi.org/10.25264/2519-2558-2026-29(97)-54-59
VIK: 81°373.612:81°42:659.1
Makxapyk Jlapuca Jleonidiena,
Q0KMOop (hinonoiunux Hayk, npoghecop,
Hayionanenuil ynisepcumem « Ocmpo3svka akademisy

META®OPA IK MEXAHI3M PECEMAHTH3AII TA PEKOHTEKCTYAJI3AIII CJIOTAHIB
Y MYJIbTHUHMOJAJBHOMY JUCKYPCI

Cmammio npucesyeno 00crioHcenio Memagopu K Mexanizmy pecemanmusayii ma peKoHmexcmyanizayii cio2anis y Myromumooan-
nomy ouckypci. Ha ocnosi ykiaoenoeo kopnycy inlocmpamugnoz2o mamepiany o0rpynmosano egonoyiio pozeumxy komnanii Cadbury ma
IHCMPYMEHmIG CRIIKYSAHHs 3 AyOoumopicio. Bcmanoeneno, wo cneputy cio2anu 6UKOPUCMOBYBAU 8 NPIMOMY 3HAYEHHI, 32000M 3A8OSIKU
exzucmenyitnii pavyi There is 6onu HaOynu inwux cmucnie. There’s a glass & a half in everyone — karouosuil cnoean opendy Cadbury,
SAKOMY, SIK [ IHUWUM, XAPAKMePpHa Memapopuzayis, wjo akmyanizyemoscs 3a605Ku pecemanmusayii (mpancgopmayii, posuupennio 3HaveHns,)
ma pexonmexcmyanizayii (nepenecentio KOHCMUmyeHmie 3 00H020 OOMeHY HA THUWUIL 30 PAXYHOK 3MIHU Cepe0osUya).

Joseoeno, wo croeanu There’s goodness in everyone ma There is a story in everyone cmsopero 3a 0OHI€I0 KOZHIMUBHOIO MO0,
Wo IpYHmMyemocs Ha Konyenmyanbuux memagopax: Goodness is a substance,; Person is a container; More than enough = virtue. [{oknao-
HO 0OIPYHMOBAHO, WO YI KOHYENnMYaibli Memagopu (Gopmyroms yinicHy Konyenyilo Komnauii, y pokyci yeazu sikoi nocmac moouna 3 it
MOPANLHUMU YIHHOCIMAMU, AKUMU 60HA 20MO08A OLIUMUCH, A0ANMOBYIOUUCH 00 PIZHUX CUMYAYill, WO 3a1edcams 8i0 KOHKPEeMHUX 00CMABUH.

Cepokycosano ysazy na momy, ujo 00nosHennst in everyone 6 cyuachii konyenyii cioeana There’s a glass & a half in everyone cuyeye
NeGHUM KIIO4eM, WO anentoe 00 iHOUBIoa i ceiouumes npo aHmMonOYEeHMpPUUHICMb OKYCY, Wo 3MIWYEMbCS 3 NPOOYKMY HA JIHOOUHY, KA
BUNPOMIHIOE 00OPO Mma padicmo, w0 NIOKPecIoe Kao4oei opienmupu komnauii. Excmpanonvosane noee 3nauenmsa ne sHeyinioe 0eHoma-
mueHo2o, 60 wedpicme aKmyaniz08anHo He sIK MAPKeMUH208ULL XI0, d SIK HOPMY NOBEOIHKU, WO BI0N08I0AE OPUMAHCOKUL 2YMAHICIMUYHIU
Mooeni icHyeants. Sk pesyromam, cnocmepieaemMo ceMaHmMudHull 3¢y8: iHepedicHmua weopicms sminemsbcs Ha 1100coky, koau Cadbury
NO3UYIIEMBCA AK Kamanizamop Jamenmuoi padocmi ma 0oopomu, a ne sax ix 0dxcepeno. IIpodemoncmposano, wo ooun i mou Jce Clo2an
3a805KU YACMKOBII MPAHCHOpMayii HAOY6Ae HOBUX CMUCIOBUX GIOMIHKIE MA DYHKYIIHUX poell.

Kniouogi cnosa: memaghopa, pecemanmusayis, pekoHmexkcmyanizayis, 3HA4eHHs, CeMAHMUKA, KOHMEKCH, MYIbIMUMOOANbHUL OUCKYPC.
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METAPHOR AS A MECHANISM OF RESEMANTIZATION AND RECONTEXTUALIZATION
OF SLOGANS IN MULTIMODAL DISCOURSE

The article is devoted to the study of metaphor as a mechanism for resemantisation and recontextualisation of slogans in multimodal
discourse. On the corpus of illustrative material, the evolution of the company’s development has been considered. It has been revealed that
slogans were initially used in their literal sense, but later, thanks to the existential framework, they acquired additional meanings. There’s
a glass & a half'in everyone is the key slogan of the Cadbury brand, which, like others, is characterised by metaphorisation, represented
through resemantisation (change of meaning) and recontextualisation (transfer of constituents from one domain to another within a different
environment).

1t has been proven that the slogans “There’s goodness in everyone” and “There is a story in everyone” were created according to the
same cognitive model, based on conceptual metaphors: goodness is a substance, person is a container, and more than enough equals virtue.
1t has been established that these conceptual metaphors form a holistic concept of the company, focusing on people and their moral values,
which they are willing to share, adapting to different situations depending on specific circumstances.

The focus is on the fact that the addition of ‘in everyone’ in the more modern concept of the slogan ‘There’s a glass & a halfin everyone’
serves as a kind of key that appeals to people and indicates an anthropocentric focus that shifts from the product to the person who radiates
goodness and joy. This suggests that the company prioritises people and their value over sales and profit. Therefore, the new meaning does
not devalue the denotative meaning, because generosity is represented not as a marketing ploy, but as a norm of behaviour that corresponds
to the British humanistic model of existence. As a result, we observe a semantic shift: ingredient generosity is replaced by human generosity
when Cadbury positions itself as a catalyst for latent joy and kindness, rather than their source. It has been demonstrated that the same
slogan, through partial transformation, acquires new semantic nuances and functional roles.

Keywords: metaphor, resemantization, recontextualization, meaning, semantics, context, multimodal discourse.

IocranoBka npo6iaemu. CriBpyHKIiIOBaHHS BepOanbHUX, MapaBepOabHUX Ta HEeBEpOAJIbHUX 3aCO0IB y CydacHOMY aHIJIO-
MOBHOMY MacMe/liifHOMy KOMYHIKaTHBHOMY IIPOCTOPI 3aCBifuye HOro CUCTEMHY AMHAMIKY Ta BiZIKPHTICTh. Y COLanbHiN Ta Map-
KETHHIOBIil IUIONIMHAX HE3aJICKHO BiJl IPUPOJIM Ta apXiTEKTOHIKK BCi BOHM 00 €/{HAHI CHIILHOIO METOIO — TPAHCIIIOBATH LITICHUIT
KOHIICNITYaJIbHHH CMUCII, 11O B JIIHIBICTUYHOMY BHUMIpi aKTyasi3yeThCs 3aBsIKM CHMO103y IPSIMOTO Ta OMOCEPEIKOBAHOIO 3HAUCHB,
3aKOJJOBaHUX PI3HUMH MOJyCaMH: KOJIbOpaMH, pupTamMu, 300pakeHHIMH, BepOaIi3aTopamMu TOLIO.

JlokmagHuii JTIHTBICTUYHUAN aHali3 aHTJIOMOBHOTO MacMEIIHHOTO AMCKYPCY CBIIYUTH MPO (YHKIIFOBAHHS MIHPOKOTO CIICK-
Tpa Metadop, 30KpeMa i MyJIbTHMOJAIBHUX, 1[0 YOCOOTIOTh TINOOKI JIATEHTHI CMHUCIIH, SIKi YacTO 3aJIMILAIOTHCS 11032 YBaroo
JIOCIIITHHKIB Ta CIIO)KMBAYIB PEKJIAMOBAHHX ITPOLYKTIB, OHUM i3 sikuX € 6peny Cadbury. Yponosx 6araTb0X poKiB BIACHUKH KOM-
naHil BUIPALIOBAJIM BIIaCHI MAPKETUHIOBI CTpaTerii IPUBEpHEHHS YBark 3aB/sIKH BITi3HaBaHOCTI (hipMOBUX (ioseToBoro ta 6ijoro
KOJIbOPIB, 110 MiJKPECIIOIOTh IpeMialibHy SKICTh IIOKOJALy, Ipi 31 pudTamu, Bisyasi3awil caMoro npoayKTy, HOro iHrpeieHTiB,
aKTHBI3aMii TO3UTUBHUX EMOLiH, 1[0 CTUMYJIIOIOTh alleTUT Ta BUKIIUKAIOTH Oa)KaHHSI KYITUTH 1 CKYIUTYBAaTH PEKJIaMOBaHUI TOBap.
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KpiM Toro, ssickpaBUM MapKepoM 03HaYEHOI MPOIYKIIT € OpeH/I-CIIOTaHH, sIKi I11e He OyJIM IIPeJMETOM Ta 00’ €KTOM IPYHTOBHUX JIiHT-
BICTHYHHX JIOCJIi/PKEHb, 1110 i 3YMOBJIIOE aKmyanbHicmb 00paHOi POOICMATHKH.

Mema pobomu nonsirae B aHanisi 6penz-cinoraniB komnauii Cadbury ta nependadae po3B’si3aHHs TAKUX 3aBJIaHb!

— 3/1ificCHUTH BUOIPKY PEIeBaHTHOIO MaTepiaiy;

— MPOCTEIKUTH EBOJIIOLI0 OPEH/I-CIIOTaHiB;

— BUSIBUTH KOHCTHUTYEHTH, 3aBJISIKH SIKMM BiZI0OYBArOTHCS IPOLIECH PECEMAHTH3ALIT Ta PEKOHTEKCTyali3allii 3Ha4eHb;

— OOIPYHTYBATH KOHIIETIII}0 MeTa(OPHIHOCTI OPEH I-CIIOTaHiIB.

AHaJi3 0OCTaHHIX JOCHiIKeHb Ta mydaikanii. Meradopu sIK CTHIICTHYHI 3aC00M HEOTHOPA30BO MPUBEPTAIN yBAry MOCIi/-
HHKIB. Y TepMiHaxX KOTHITHBICTHKH MiZ MeTaOpOr0 PO3yMilOTh KOTHITUBHMII MeXaHi3M KOHLENTyalli3alii Ta IepeoCMHCICHHS
3naveHb (Lakoff & Johnson, 1980). Takwuii minxia 3HaxoauTh BusB y KoHuenuii /Ix. Jlakodda i M. JIxoHCOHa, sIKi HATOJIOIIyBa-
1M, mo MeTadopa CTPYKTypye MHCIICHHS 1 BIUTMBaE Ha criocoOu inTepnperanii adbcrpaktaux nousath (Lakoff & Johnson, 1980).
YpaxoByIouH Iie, y KOHTEKCTi 3aIporoHOBaHOT PO3BiKH MeTadopa € IHCTPYMEHTOM peceMaHTH3alli1, [0 MoJsIrae B Tpancdopmarii
Ta PO3IMIMPEHHI 3HAYEHb, SIKi AKTyaJi3yIOThCSI BHACTIIOK MEPEHECEHHs CMHUCIIB MK KOHIIENTyaJIbHHMH JOMEHAaMH, 110 HaOyBae
ocobnrBoi BUpa3HOCTi B kamnaHii Cadbury, ne oiH OpeHA-CIIOTaH BapilOETHCS 1 1a€ 3MOTY Pi3HUM BapiaHTaM, IT0OyJJOBaHUM Ha
OCHOBI oJHi€T popMyITH (EK3UCTEHIIITHOT paMKH), TIOPOKYBATH HOBI CMHCIIH.

BojaHouac 1e 1ae miicTaBu CTBEpKYBATH PO PEKOHTEKCTyalli3alilo K YacTHHY KPUTHYHOTO Juckypc-aHanizy (Fairclough,
1995; Wodak & Meyer, 2009), ae ii po3yMirOTh SIK IEPEHECEHHSI KOHCTUTYEHTIB 3 OJTHOr0 KOHTEKCTY B IHIIHIT 13 METOrO MOAUGIKAIIiT
3HaueHb. 3aB/siku npaisiM . Kpeca, T. Ban Jleena (Kress & van Leeuwen, 2006) i U. dopcsina (Forceville, 2008), mpucsiaeHnmM
MYJIBTHMOAAIBEHOMY JIUCKYPCY Ta MyJbTUMOJAIbHUM MeTadopaM, peKOHTEKCTyali3allisl CIyIye BarOMHUM IIAIPYHTAM JUISL PO3y-
MIHHS TOTO, 10 OPEH/I-CJIOTaHN BUXOJSTh JAJIEKO 32 TOPU30HTH JICHOTATHBHOI'O 3HAUYEHHS 1 HAOYBAIOTh LIJIKOM IHIINX CMUCIIOBHX
BUMIpIB. Y Takiil miomuHi Mmetadopa MoCTae KIFYOBHM MEXaHI3MOM, 110 3/1aTCH PECEMaHTHU3yBaTH Ta PEKOHTEKCTYali3yBaTh CII0-
raHu sIK OpeH-hOpPMYJIH Ta IEPEBECTH X Y JIOJCHKI IIHHOCTI.

Buxaan ocnoBHoro martepiaiy. Icropis Openny mae monan 200-piuny icTopito Ta csirae 1824 poky, Komu aHIIIHCHKUIA
nixnpuemens Ta papmanest [xon Kenbepi (John Cadbury) BinkpruBae HeBeInUKuil Marasut y bipminrewmi, y skoMmy npoaaroTh 4ai,
KaBy, Kakao, a HeBJIOB31 I Kakao-1mopoIIok ta mokosaaHi Harol (Cadbury. Our story, 2025). 3rogom ciMeitHuit 6i3Hec nepeiInos 10
foro cuHIB Ta MaciuTabyBaBcs y BiIOMHH OpUTaHCHKHI OpEeH I, 110 ¥ ToTerep Creliai3yeThesi Ha MaCOBOMY BUTOTOBJICHHI CIIEPILY
IUTATOK, & HEBJIOB31 i1 1HIIOT PO IyKIlii Ha OCHOBI mIoKoany. Huni cBitT 3aBasuye Cadbury nepiuiiM MacOBUM BUPOOHHUIITBOM O3HA-
YCHUX TOBApiB, & TAKOX YCBITOMIICHHSIM BaXKJIMBOCTI COIIIAJIbHOT BiIMOBIaIbHOCTI 3aBSKH PO3POOII Ta BIPOBAIKEHHIO TIPOrpam
HiITPUMKH NpaniBHUKIB Kommnauii. [Tonpu Te, 1o koMnaHist 3a3Hana 3MiH GOpM BIACHOCTI, ii IIOKONAJHI BUPOOU HE BTPAdYarOTh
HOMYJIIPHOCTI 1 ChOTO/THI TIPEJCTaBICHI HA PUHKY IIMPOKUM CIIEKTPOM TOBApiB, IO T1HO KOHKYPYIOTh 3 IHIIHMHU.

AHaJti3 3acBiuye, 1110 B KOHTEKCTI MeTadopu3allii BApTUM yBaru nepenycim € opena-cioran There’s a glass & a half'in everyone
(puc. 1), B OCHOBI SIKOTO JIS)KUTH ICTOPUYHO YCTaJICHA KOHIICTIIisl BUPOOHUIITBA 1oKonany (1% glasses of full cream milk in every %
Ib slab (puc. 2)), 3amoyaTtkoBaHa Ha Mo4aTKy XX CT., BIIIOBITHO 10 SIKOi Y NPSIMOMY PO3YMiHHI BAPOOHHKH CTBEPJUKYIOTH (pHC. 3):
Y KOXHIif BUTOTOBIICHI IUIMTIII IIOKOJIATy MiCTUTBCS IBTOPH CKIISTHKM MOJIOKA, III0 CHMBOJTI3Y€ IXHIO Ie/IPIiCTh Ta Oe3iCTaBHICTh
€KOHOMMTH.

Getting the glass-and-a-half
into Cadburys Dairy Milk «
is as easy as this

CADBURY'S
,' , MILK &R

- CHOCOLATE

There’s a glass ‘ < a in everyone

<SEECIALEX_PACKED OB, EXEORT

Puc. 1 (Cadbury advertising, 2025) Puc. 2 Puc. 3
(Cadbury advertising, 2025) (Cadbury advertising, 2025)

IIpsime 3navenns half full — monoBuHa. Y OpUTaHCHKIN TIHIBOKYIBTYpI clloBocToNyKa A glass half full aconitoeTsest 3 pinocodi-
€10 ONTUMI3MY, HaBIiTh SKIIO HE Bce BUTIsAae no3utuBHO. Kommanist Cadbury He nuie 3011bIIHIIa CKITa] KUTBKICHO 3aBISKU and a
half, ane i Haama oMy JOAATKOBHX CMHCIIB (BMICTY MOJIOKaA OiJIbIIe, HK Mayio OyTH, CKIISTHKA TIEPEIIOBHEHA).

TlocTymoBo BinOyBaeThest eBOMIONIS OpeHIY Ta MiIXOJIB, IUIIXOM peceMaHTH3alii Ta peKOHTEKCTyalli3amii CMHCIIB 3aB/ISIKH
ciorany There’s a glass & a half in everyone (puc. 1), sSIKHif €KCTPATIONIIOETECS HA JIOANHY, 11 IIHHOCTI, eMonii. Y Takui crocio
CIIOCTEepiraeMo CEMaHTHYIHUH 3CYB, IIO MOJIATAE B 3MiHI JEHOTAaTUBHOTO 3HAUeHHs % glasses of full cream milk in every Y Ib slab
(puc. 2) Ha koHOTaTHBHE There’s a glass & a half'in everyone (puc. 1) 3 ogHOTO TOMEHY (CKJIaIHUKA IIOKOIAy) Ha iHIINH (MOpaib-
Ha SIKiCTb, EMOIIis).

Mormnoko 3 (i3uIHOI CyTHOCTI ITEPETBOPIOETHCS Ha INEAPICTh 3aB/SKA CEMAHTUIHOMY IIPOJOBKCHHIO sapa a glass and a half
(puc. 4), sike TpUBaNMil 9ac TpaKTyBalIn OYKBAJIBHO i B TAKOMY BHTIJISII PENPE3CHTYBAIH Ta MOMMpIOBAIN. Puc. 5 imoctpye Toit
(haxT, 110 HOTO BKITIOYANH JI0 CKJIay PedeHb, sKi TINOIIe po3KpUBaIoTh crieru(iky nponykty Made with a glass and a half of fresh
milk (puc. 5). Ha Binminy Bix e crapimoi konuenuii /% glasses of full cream milk in every % Ib slab (puc. 2), TyT Bxke HE Haroyio-
UIyIOTh Ha full cream milk, a nmutue fresh milk, aklIeHTY04H yBary Ha icTOpil MPOAYKTY, HOTO JOCKOHATIOCTI U 1I€HTUYHOCTI It’s the
classic, creamy taste that’s unmistakably Cadbury (puc. 3), MIMOBOJII aIlleJIOIOYH IO CIIOTajiB CIIOKHMBAUIB, SIKHI MArOTh JJOCBIJ
BKMBAHHS IIOKOJIa/ly Ta [1aM’ITal0Th HOTo HEMepeBepIIeHHH cMaK (creamy taste).
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OdiiitHo 3a10KyMeHTOBaHO, 1110 A glass and a half of full cream milk in every half pound (puc. 4 ) — nepuii cjorad KOMIaHii
Cadbury, sixuii 3°sBuBcs 'y 1928 poui (Cadbury. Our story, 2025). OpieHTOBHO B Lieif e Iepio] BiOyBalOTbCs i CTPYKTypHO-
rpadiuni Tpanchopmartii 3aBasku wudpam: 1% glasses of full cream milk in every % Ib slab (puc. ). Y 1930-Ti poku 3’SIBISETHCS
cnoral There is a glass and a half of full cream milk in every half pound (puc. 4 ), 10 cKay sIKOTO BXOJUTh KOHCTPYKIList There is,
sIKa CIIyTy€e MapKepoM KOHCTaTalil (hakTy, 0 came 1eil MPOAYKT MICTUTh 3raJlaHui IHIPeIieHT y 3a3Ha4eHOMY 00CsI3i.

VYpaxoByloun MacIITaOHICTh BUPOOHUIITBA Ta MOMIMPEHHS MPOJYKIIii, 03HaUeHa KOHCTPYKILis y GOopMi eK3UCTEHIIIHHOT paMKH
CIIyrye ocHOBOIO Meradopu3arii, peceManTH3allil Ta pekoHTeKcTyani3anii. Came BOHa JIETKO MEPEHOCHUTHCS 3 MPOAYKTY Ha JIO-
JIMHY, a 3r0JIOM 1 Ha abCTpaKkTHI CyTHOCTI. B aHrIIOMOBHOMY MacMeifHOMY KOMYHIKaTUBHOMY ITPOCTOPI HaTPAIUIiEMO W Ha Taki
KoHCTPYKIIT A glass and a half (puc. 5); Made with a glass and a half of fresh milk... (puc. 6), siKi TAKOX BBa)KAEMO OCHOBOIO KO-
MYHIKaTUBHOI PUTOPHKHU OpeHIy.

FRES Made with a glass and a half of
MLl |CADBURY'S [l oitisiiiiis,

that' the secret of the flavour | /
& /

Puc. 4 Puc. 5 Puc. 6
(Cadbury advertising, 2025) (Cadbury advertising, 2025) (Cadbury advertising, 2025)

VY pe3yibTaTi Ma€MO MiJICTaBH CTBEPUKYBATH, IO KIIOYOBOMY ciorany There’s a glass & a half in everyone (puc. 1) xapax-
TepHAa pPEeCEeMaHTH3aIlis, BHACTIJOK SIKOT BiOyBa€ThCs 3MILICHHS a00 TIEPEOCMUCIICHHS 3HaYeHHS BEpOATbHOTO YU HEBEpOAITLHOTO
KOHCTHTYEHTIB, 30KpeMa CKJIaJIHHK [IOKOJIa/Ty CTa€ CHMBOJIOM JIFOJICHKOI IeIpOCTi; OyKBabHE 3HAYCHHS Ha0yBae MeTa)OPUIHOCTI
BHACITIZIOK TIEPETBOPEHHS MMPOAYKTY Ha I[IHHICTb.

PexonTekcTyanmizaliro akTyaai30BaHO MIISIXOM aIaNTallii 3MiCTy ITiJi HOBI BUMIPH Ta CMHUCIIH, KOJIU IIIOKOJIA] i3 BHCOKHM BMicC-
TOM MOJIOKa MeTa)OPH3yEThCS B JIOACHKY MIEAPICT i COMianbHy B3a€MOI0, PO IO CBiMdaTh HOBI croxeTHi minii. Maersest He
MIPOCTO MPO IHTPEMI€HT, a MPO IIHHOCTI, X04a KOHCTUTYCHTH 3aJIUIIAIOThCs He3MIHHHUMHU. OTXe, y BUIAAKY 3 PECEMaHTH3AII€I0
TpacopMyeThCst 3HAUCHHS, a 3 PEKOHTEKCTYai3aI[i€l0 — CUTYAIlisl Ta KOHTEKCT (pHc. 7).

Original Concept Transformed Concept
“There’s a glass & a half in everyone” “There is goodness in everyone”

Resemantization
Changing the Meaning

Literal Meaning

Goodness in Every Person

Literal Meaning
1%z Glasses of Milk in Chocolate
L )

&

Symbolic Meaning

v

4

l Symbolic Meaning

Recontextualization

Changing the Context

Generosity & Joy Inner Kindness & Humanity

Puc. 7 PecemanTu3auis Ta pekoHTeKcTyali3auis 3Havyens (Open Al, 2025)*
* PucyHok ctBopeHo 3a poromororo ChatGPT (OpenAl, nara moctymy: 9 rpynss 2025 poky); MOAENIb BUKOPHCTAHO SIK IHCTPYMEHT
Bisyaunizauii matepiainy (https://chat.openai.com/).

AHani30BaHUIl CIIOTaH 3aKJIaJa€ Baromi MiJBAJUHM JUIS TOJAANBLIOTO CHCTEMHOTO aHAli3y, OCKUIBKM B MacMeAiiHOMY
KOMYHIKaTHBHOMY ITPOCTOp1 HATPAILUIAEMO HA Pi3HI Bapialii, sIKi KOMIaHis CHCTEMHO «IPOTPaey», aKLECHTYIOUH yBary Ha OJH3BKHX
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CMHCJIOBHUX aKIIEHTaxX. 30KpeMa, CIocTepiraeMo (pyHKI[FOBAHHS KOHIICTITYaJIbHOI MeTaOpH, B OCHOBI SIKOT JIe)KATh MINOWHHI MeTa-
(dopwu, akTyanizoBaHi B cioranax There’s goodness in everyone (puc. 8). There is a story in everyone (puc. 9).

Cnoranu There’s goodness in everyone ta There is a story in everyone CTBOPEHO 3a OJHIEI0 KOTHITHBHOK MOJIEIUIIO, iHTE-
IpajbHOI0 YAaCTHHOIO SIKOi MOCTae 0araTCTBO BHYTPILIHBOTO CBITY JIFOJIMHU, 30KpeMa goodness (SK MopalibHA YeCHOTa) Ta Story
(OCBif, 110 HAKOMHYYETHCS YIPOJIOBXK KUTTS). B X OCHOBI Jiexkath KoHIENTyalnbHi Metadopu. Goodness is a substance (1o6po
SIK CyOCTaHIlisl, BHYTPIIIHIN JIIOACBKUH pecypc, SIKMH Mae MO3UTHUBHI KOHOTALl Ta CXBAIbHO CIpUHMAEThCs B coliymi). bymyun
aOCTPaKTHHUM IOHATTSIM Ha MEPIINH NOIJIsL, 100po € IIMOOKMM BHYTPIIIHIM BITUYTTSM 3a CyTTIO. Person is a container (1o uHa
3 11 iHAMBIAyaJIbHUM CBITOM, Y JyIIi SIKOi € Miclie Juls 00pa Ta pajocTi, IO € Pe3yJIbTaTOM HUTTEBOTO JIOCBiY, PO3KPUTTS BHY-
TPILIHBOTO MOTEHIANY). More than enough = virtue (3aBIsKu KOMIIOHEHTY “and a half”, mo B 6penaunry Cadbury ceMaHTHYHO
CBOJIIOIIIOHYBAJIO 1 3aKPIMTHIIOCS B 3HAYCHHI — TIEPEBUIIICHHS] HOPMH, HAJJTUIIIKOBOCTI HE B MaTEpiabHil MIOIMIKHI, SK iHTPEIi€HT, a
B MOPaJIbHUX I[IHHOCTSIX — IIEAPOCTI Ta TOOPOTH).

STk MU yrKe 3a3HaYaITH BUIIE, HA OCHOBI ciiorany There’s a glass & a half in everyone, o nepeTBOPUBCS Ha CTPATETIYHY HOPMY-
ny Cadbury, nobynoBaHo it kinbka inmmx. Cepen Hux — There is goodness in everyone. [1iBTopu CKISTHKH Moioka (a glass & a half),
10 Ma€ SKCIUTIUTHE Ta IMILTIIIUTHE BUPAXKCHHS, 3aMiHCHO Ha goodness, 110 CBIAYUTD MPO PeceMaHTH3aIlil0 (IHIPETi€HT MOJIOKO —
100po) Ta peKoHTeKcTyasi3anito (IPOAYKT — JIIoMHa, iHANBIN). Taka cTpaTeris KoMmmaHii 1eMOHCTpye (pOpMyBaHHS Ta BTiLICHHS
KOHIICMIIIT TYMaHi3My, y sIKiif JTFOJMHA € [DKEPETIOM iICTHHHHX IIIHHOCTEH, sIKi BOHA 37]aTHA EKCTPAIOIFOBATH Ha 3araj.

Amnaroriuny OynoBy Mae it cioran There is a story in everyone, B OCHOBI SIKOTO BUKOPUCTaHO 0a30BY CTPYKTypy mertadopu
something valuable is inside a person. | B IbOMy BUMAJKY CIIOCTEPIraEMO PECEMaHTH3ALIIIO, IO TOJIATA€ B 3aMIIlICHHI MOJIOKA 5K
IHPE/IiEHTY LIOKOJIAly He MPOCTO JISKCEMOIO sfory, a uepe3 AeHOTATHBHE 3HAYEHHs, sIKe Haaae 1i rIMOOKOro 3MICTy, HaJIUISIOUN
0COOJIMBHUM 3MICTOM: KOXKHA JIIOJIMHA MAa€ CBOIO iCTOPIIO; y Hil MPOSIBISETHCS CBOSI YHIKAJIBHICTB, 1110 W poOUTH 11 0COOIMBOIO Ta
BapTOIO yBaru. 3aB/sKu kK pekoHTekcTyamizaiii Cadbury 3mintye GoKyc i3 IPOAYKTY y APUHY IIIHHOCTEH, T'YMaHHOCTI, JI¢ IIIOKOIa
PO3MIISAAAI0TH HE MPOCTO 3acCi0 HACOJOIM, a JUKSPEIO B3aEMOIII Ta eMIaTii, OJUH i3 MapKepiB JOJCHKUX IIHHOCTEH, 110 JOT14HO
BIHCYETHCS y BUOYZIOBaHY KOHIEIMIIO J0Opa SIK YaCTHHH BHYTPILIHBOTO CBITY JIIOAWHH.

T
DairyMik,

% a Half
5 Presents

nhere’s a sto
- neveryon.e

Puc. 9 (Cadbury advertising, 2025)

Puc. 8 (Cadbury advertising, 2025)

AHaJti3 KIIFOUYOBOTO CJIOTaHy CBiYUTh, 10 BAPTUMH YBard € i 1HII, TOXiJHI BiJl HHOTO, a caMe:

1. A glass and a half of milk and loads of rice crisps (puc. 10).

2. A glass and a half of delight (puc. 11).

3. A glass and a half full production (puc.12) .

A glass and a half of milk and loads of rice crisps (puc. 10) Mae neHOTaTUBHE 3HAYEHHS 3aBISKH JAeHOTATy (a glass and a half
of milk). OmHak ¥ TyT crocTepiraeMo 3apo/PKeHHS Ta YaCTKOBE BTUICHHS ryMaHicTHIHOI KoHIenmii mexpocti Cadbury (Metadopa
more is better — anum OibIIe, THM Kpae) dyepe3 kBaHTH)IKaTop loads of rice crisps, O CUMBOJII3y€ NEPEBUILICHHS HOPM.

Croran A4 glass and a half of delight (puc. 11) 36epirae cTpykTypy GopMyiIH, OfHAK BiIOYBAa€ThCS peCEMaHTH3ALlI MITITXOM He
JIMIIE 9aCTKOBOI 3MIiHH IIIaHY BHPaXXEHHS, aje i MUIKOBUTOI 3MiHH IUIaHy 3MicTy: milk — delight (CKITaqHUK IIPOITYKTY — €MOLis),
KOJI KOHKPETHA PeYOBHHA CTa€ abCTPaKTHOIO KaTeropieio, Metadopusyrouncs (delight is a substance; emotion is food). Bognodac
6a4nMO JiTKy TpaHC(HOpPMAIIIO 3aBISKNA PEKOHTEKCTPyali3allii: CKIIaJHUK IIPOAYKTy 3MIHIOETHCS Ha eMOLIIHUH JOCBI 1 HACOIOTY
CIIO’KHBAHHSI.

A glass and a half full production (puc. 12) BBaxkaeMo MeTaKOMyHIKaTHBHIM ciioranoMm openny Cadbury, y skomy a glass and
a half BUXOMUTH Iajeko 3a MeXi MPSIMOTo 3HaYEeHHs, IIUIKOM TpaHchopMytoun 3MmicT. Full production He cUMBOIII3y€e BUHATKOBO
MOBHHIA IIpoLieC BUPOOHHUITBA, @ CBIAYHUTH PO T€, [0 BOHO KOHIENTYaIbHO MIPaBIJIbHE I JOBEPIICHE, BUTOTOBIICHE BiIIOBITHO 10
perienitypu. YpaxoBylouu (DyHKIIIFOBAaHHS CIOBOCIIONYKH @ glass and a half'y cxiazii Iboro ciorany, ska, 03a CyMHiBOM, BIUIUBA€E
Ha 3HaYCHHS, PO3yMi€MO TOYHIIIE, Mo came KommaHis Cadbury BKIagae B 3MICT: IIIM BOHA IEMOHCTPY€E CBOIO IIEAPICTh, TBOPUMI
MOTEHIIia, TTNO0Ke MHUCIICHHS, MIMOBOJI IIEPETBOPIOIOYH TIPOIYKT HA eMOILII0 H CTBOPIOIOYH OCOOIHMBHIH, IIParMaTHIHO OPi€HTO-
BaHMI CEHC, SIKMH HE € JINIIe MaPKETHHIOBUM KPOKOM.

VYKOTpe criocTepiraeMo peceMaHTH3aIilo0, Y MeXKax sIKO1 BeJIMKa KiTbKiCTh MOJIOKA TEPETBOPIOETHCS Ha MIEAPICTh Ta eTAIOHHICTD
openny Cadbury, sKOMy BIAJIOCS alleIOBaTH [0 PELUIIIEHTIB He JIMIIE 3aBASKH CMaKy Ta IMIJDKy, ane H uepe3 MiKITyBaHHS IIPO
crnioxxuBayda. Typbora npo moauny, ii 6a30Bi moTpedu Ta HiHHOCTI OJIM3bKI KOMITAHIi, ajpke IIe Ha MoYaTKy ii po30ymxoBu OyIi0 cTBO-
PEHO Ta BIIPOBAPKEHO IIPOTPAMHU i ATPUMKH HpaniBHUKIB KomrtaHii. [Iopyd i3 M akTyanizyeTbesl i peKOHIETITyasli3amis 3aBIIKN
o0paHiii MoJei KOMyHiKamii, SKy KOMIIaHisl BHOYIOBY€ Ta JEMOHCTpPYE SIK BIACHY KOHIETIIIIO CIUIKYBaHHS 31 CIIO’KMBAaYaMH, CBiit
IHAWBITyaJIbHAN TIOCHII, YaCTKOBO 3MIIYIOUYH aKICHTH 31 CKJIaJHUKIB MIOKOJATy Ha I[IHHICHI OPIEHTHUPH, BarOMICTh KOMYHIKaIil
HIIIXOM caMoineHTudikarii. O6paHo0 CTpaTerielo HaroJIONIyIOTh, Mo caMe 1e st Cadbury — HaIBaXKIIUBO.
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A glass and a half sk eranonna popmyna Cadbury TOMITHO €BOJIIOIIIOHYE, 3MIHIOIOUN HAUTUIIIOK BMICTY MOJIOKA B IIIOKOJIa/Ii HA
EMOIIiifHy CKJIaJI0BY SIK CEMaHTHYHUI 3CYB 3 IHIpei€HTa 10 OPEHI0BOT i/1e0JIOTiI.

A glass and a half of milk

A GLASS AND A
HALF OF

DELIGHT

aﬁU\SSam]a HMF H]
PRODUCTION

Puc. 11 (Cadbury advertising, 2025)

and loads of rice crispies

Puc. 10
(Cadbury advertising, 2025) Puc. 12 (Cadbury advertising, 2025)

Cnoranu Become a supporter & a half (puc. 13 ) 1a A player & a half deserves a glass & a half of support (puc. 14), mo
3’ siBuyHCst HanpuKinmi 2010 pokiB geMOHCTPYIOTH eBoronito Opennosoi hopmymu Cadbury — a glass and a half. Y nepiomy 3HOBY
MIPOCTENKYEMO KOHIENTYAIBHHUHI 3CYB 3 OJHOTO IHIPElieHTa Ha eMOIIi1 Ta IOBEAIHKY IIIIXOM peceManTn3auii and a half, mo B 1po-
My BHNAJKy HE IT03HAYa€ MOHAJHOPMOBICTb, a MiIKPECIIIOE HAJUTIOACHKY CIIIy — Oublne, HDX yOomiBanpHUK. Jlpyruil cioran mae
J3epKalbHy (CHMeTpruuHy) OynoBy. Y HEOMY a player & a half € rpaBuem, skuii Binnaetses rpi Oibine, HiXK NOTPiOHO, a a glass & a
half of support — BiIIOBI b y SIKIH MIPOCITIAKOBYEMO PECEMAHTH3AIII0 IIIXOM BaroMoi MiATPUMKH. SIK B IIepIIOMy, TaK i B Ipyromy
CJIOTaHI PEKOHTEKCTyai30BaHo OpeHoBy Metadopy. [llokonas Ta HOro KIFOUOBHMH CKIIaIHUK 3MIHIOIOTHCS Ha JIFO/CHKI IIIHHOCTI Ta
BigHocuHu. IlincymMoByroun, Haroxocumo, mo a glass and a half, X041 1 IEHOTaTHBHO, IT03HAYA€ MIBTOPH CKIITHKHA MOJIOKA, HE BUKO-
Hy€ CBO€T IIEPBUHHOI MicCil, @ OCTATOYHO 3aKPIILIIOETHCS K yHIBepcanbHui Mapkep-inenTudikarop Cadbury, min SKUM po3yMiloTh
MOpAJIBHI I[IHHOCTI.

Gt APLAYER i A GLASS &

o & A HALF A HALF OF
= DESERVES SUPPORT
BECOME A

SUPP2RTER
& A HALF

WILL DONATE TO GRASSROOTS
WOMEN'S FOOTBALL CLUBS!

|
Ry v @ ‘ SPAR[O)
|

Puc. 13 Puc. 14
(Cadbury advertising, 2025) (Cadbury advertising, 2025)

AHAIOTIYHO B TUIaHI YaCOBHX PaMOK (DYHKIIIIOBaHHS Ta CEMAHTHKH MOXEMO CKa3aTd W mpo iHmmi cioran Give a cheer & a
half'to your ... (grandma/coach/mate/mum/dad/teacher/grandpa/... etc. (puc. 15), y sskomy cemantuuse s1po & a half octatouno
OTPHMYE CTaTyC MapKepa IIOHaJHOPMOBOCTI Ta HA/UTUIIKOBOCTI, III0 €KCTPATIOIIOETHCS Ha JIIOJEH PI3HUX COLIIATbBHUX CTATYCIB, SIKHX
320X04YIOTh CHCTEMHO MiATPUMYBATH OJMH OJHOTO.

GIVE = CHEER & A HALF 72 YOUR

-

FIVE IV

Puc. 15 (Cadbury advertising, 2025)

CriocTepiraeMo Tpollec peceMaHTu3allil, e cheer BUCTyIa€ HEMaTepialbHOK CYOCTaHIIEI0, Ky MOXKHA BijgaBaTH, Oilb-
1Ie HiXK MOTpiOHO, a & a half BKOTpe MiIKpecIoe HA/UTUIIOK MOPAIbHUX YECHOT. PEKOHTEKCTyai3aliio aKTyaTi30BaHO MIUISIXOM
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KOHIICTITYaJIbHOTO MEePEHECEHHs AEHOTATHBHOTO 3HAa4YeHHs OpeHI0BOi GopMynH B LApHHY JIOJCHKUX LIHHOCTEH Ta MOpajbHO-
STUYHHUX HOPM, Y sIKili KJIFOYOBOIO € JIFOJMHA, 1[0 MOTpedy€e BIASYHOCTI, MIATPUMKH, SIKI MOXKHA SIK BiJIaBaTH, TaK W OTPUMYyBaTH
3BOPOTHO. Y Takwuii crocid Cadbury 4iTko MeTapopu3ye BIaCHY MPOAYKIIO Yepe3 acoliallii, CTBOPIOE BITi3HABAHY KOHIICTIIIIO
KOMIIaHil, JEMOHCTPYIOUH, IO IIIHHOCTI — [1e He [I0Ch 0COONNBE, a HOpMa.

BucHOBKH Ta nepcrneKTHBY MOJAJIbIINX A0CTiKeHb. OTXKe, 3aBIsIKH 00paHill cTpaTerii IOKOoIa II0CTae He MPOCTO MOXKUB-
HHUM Ta CMauHKM IIPOJIyKTOM, aje MepeayciM BUKINKA€E PaJiCHI HO3UTUBHI €MOLii, BECEJOII, [1aCcTsl, HArOJIONIYIOUH Ha KOHLETIIiT
IIEPOCTI KOMITaHi1, U151 SIKOT [1e He JIUIIE KOHIAUTePChKUI BUPIO, aje if IHCTPYMEHT eMOLIIHOT0 33JJ0BOJICHHS. AHaJIi30BaHi cjora-
HH CTBOPIOIOTH iMiJUK npoaykuii Cadbury.

Kpi3p npu3my metadop KoMIaHist 3aKi1agae 3HaYHO TIIHOMI CMUCITH, HiXXK BUIIYKaHUI CMaK IIOKOJIay, 3aBISIKH SIKOMY (GopMy-
€TBHCSI TO3UTHBHE CTABJICHHS JI0 IPOJYKTY, SIKUH IPUHOCUTH PaiCTh, 3HAYHO OLIBIITY HACOJIOMY 1 B IUIAHI CMaKy, 1 B IUIaHI MATITPU
MO3UTHUBHUX EMOIIiif, 30KpeMa 3aBJsIKH MOJITHII MISIPOCTi KOMIAHIi 10 BUKOPUCTAHKUX 1HIPeNi€HTIB. [1ocayroByBaHHs CKISSHKaMHU
TEX BBaKAEMO MeTa(OPHIHUM, aJKe UMM MOBHIIIA CKIISTHKA, THM OLTbIIE PaJoCTi Ta MACTS IPUHOCHUTD IIOKOJIA.

[poBenenuii anamni3 pexsiaMHUX ciaoratiB komnanii Cadbury nae mijicTaBu CTBEPPKYBATH, 10 MeTa(OpH CIYTYIOTh MEXaHI3MOM
peceMaHTH3aLil Ta PEKOHTEKCTYai3aLil CIIOTaHIB y MyJIbTUMOJAIBHOMY AUCKYPCi, 3MIHIOIOUYM HEPBUHHE 3HAUSHHS U MIPOIYKYI0UN
IIJIKOM HOBI, 3HAYHO IO KOHIIENITYaIbHI CMHCIIH.

[TincymoBytouu, 3a3Ha4MMO, IO [POAHAJI30BaHI BHIIE CIOTaHM BHCYBAIOTh Ha MEPLIMH IUIaH €MOLl, SIKi aKTHBI3YIOTHCS
3aBISIKU ILOKOJAIy, SIKHM He HPOCTO CMAKyIOTh, @ pOOJIATh 3HAUHO OiNIbIle — aKTHBI30BYIOTh KOHLENTYAJIbHI )KUTTEBO BaXKIIMBI
eMollii, CTBOPIOIOYH eMOLIHHUI 6ajaHC, caMe Te, 10 YOro MParHyTh iHAUBIIH. SIK pe3ynbTaT, OCHOBHA IIHHICTH I[bOTO MPOJIYKTY HE
B KOPUCHUX BIACTHBOCTSIX LIOKOJIA/Y, @ B JKUTTEBHX KOHIENITYAJIbHUX CEHCaX.

[TepcrieKTUBHUMH BBa)KAa€EMO MOJAANBINI PO3BIAKH c(OKYCOBaHI HAa KOHIENTYaJIbHOMY JOCITIDKeHHI iHIINMX MeTadop, SKUMH
nociyroByetbest komnanist Cadbury, a Takox JOKJIAJHOTO aHaNi3y yCiX 3aCTOCOBYBaHMX MOJIYCIB, sSIK BepOasbHOI, Tak i HEBep-
0anbHOT Ta MapaBepOATbHOI IPUPOIH, SIKi YMOKIMBIIOIOTE PI3HOBEKTOPHE TOCIIHKEHHS MIXKMOIAJIbHOI KOHBEPIeHIIiT, MPUTaMaH-
HOT Cy4aCHOMY aHIJIOMOBHOMY MacMeAiHHOMY KOMYHiIKaTHBHOMY IPOCTOpY, IO CIIPSIMOBaHa Ha CTBOPEHHS LIJIICHOTO 3HAYEHHS,
c(OpMOBAHOTO PI3HUMH KOHCTUTYEHTAMH.
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