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META®OPA SIK MEXAHI3M PECEMAHTH3AIIII TA PEKOHTEKCTYAJI3AIIIl CJIOTAHIB
Y MYABTUMOJAJBHOMY JUCKYPCI

Cmammio npucesueno 00CIIONHCeHHIO Memapopu K MeXanizmy pecemanmusayii ma pekoHmeKCmyanizayii cio2amie y Myibmumooanb-
Homy Ouckypci. Ha ochogi ykiadenoeo kopnycy iilocmpamueHo2o mamepiany 00IpyHmMoeano egonioyito possumxy komnauii Cadbury ma
iHCmpyMenmie cninkyeanna 3 ayoumopicio. Bcmanoeneno, wjo cneputy cno2anu 6UKOPUCIMOBYBANU 8 NPIMOMY 3HAUEHHI, 32000M 3aBOSAKU
exsucmenyitnit pamyi There is 6onu nabynu inwux cmucnie. There’s a glass & a half in everyone — kmouosuil cioean 6pendy Cadbury,
AKOMY, SIK [ IHUUM, XapaKmepHa Memaghopuzayis, wo aKxmyanizyemucs 3a605Ku pecemanmuszayii (mpancgopmayii, po3uiupennio snaienns)
ma pexowmexcmyanizayii (nepeHecenno KOHCMumyenmie 3 00H020 OOMEHY HA THUUIL 3a PAXYHOK 3MIHU CEPedosuLya).

Jloseoerno, wo croeanu There’s goodness in everyone ma There is a story in everyone cmeopeHo 3a 0OHIEI0 KOZHIMUBHOI MOOeNo,
Wo IPYHMy€emvcsl Ha Konyenmyanvnux memagopax: Goodness is a substance; Person is a container; More than enough = virtue. /{oknao-
HO 0OIPYHMOBAHO, WO Yi KOHYENnmyaivHi Mmemagopu (popmyoms YinlicHy KOHYenyiro KOMRAHii, y oKyci ysacu skoi nocmae moouHa 3 i
MOPATLHUMU YIHHOCIAMU, IKUMU OHA 20MO08A OLTUMUCS, A0ANMOBYIOUUCH 00 PISHUX CUMYAYIl, WO 3a1edCams 6i0 KOHKPENHUX 00CMAGUH.

Cpokycosano yeazy na momy, wo OONOGHeHHs. in everyone 6 cyyacHii konyenyii cnoeana There’s a glass & a half in everyone cayeye
NeSHUM KIIOYEM, WO anenioc 00 [HOUsiod i c8iouums npo anmonoyeHmpuuHicms QOKycy, wo smiuyemocs 3 npOOYKmy Ha J00UHy, sKd
BUNPOMIHIOE 00OPO Ma padicmb, wjo NIOKPeCIIoe KNoH06i opichmupu komnanii. Excmpanonvboeane noge 3nauenns ne 3neyinioc 0eHoma-
MueHo20, 60 Weopicmb AKMYari308aH0 He K MAPKeMuH2o8ull Xio, a sk HOpMY NOBeOIHKU, W0 GIONOGIOAC OPUMAHCLKUL 2YMAHICMUYHIT
Mooeini icHy8anHs. SKk pe3ynbmam, cnocmepicaemMo ceMaHmudHuLl 3CY8: iHepedieHmHa weopicms sMIHEMbCs Ha 1100cbKy, kKoau Cadbury
NO3UYIIEMbCS AK Kamanizamop jamenmnoi padocmi ma dobpomu, a He sk ix 0vxcepeno. IIpodemoncmposano, wo o0un i moui Jce Cio2an
3a605KU YACMKOBII MPaHc@opmayii Haby8ae HOBUX CMUCTOBUX GIOMIHKIE MA (DYHKYILUHUX poell.

Kniouosi cnosa: memagopa, pecemanmuzayis, peKoHmMeKcmyanizayis, 3Ha4eHHsl, CeMANMUKA, KOHMEKCN, MYTbIMUMOOANbHUL 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 half'in 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.

IlocTtanoBka npodaemu. CrniByHKIiIOBaHHS BepOaIbHUX, MapaBepOalbHIX Ta HEBEPOATbHUX 3aCO0IB y Cy4acCHOMY aHIJIO-
MOBHOMY MacMeAifHOMY KOMYHIKaTHBHOMY IPOCTOPI 3aCBiAYy€ HOro CHCTEMHY TUHAMIKY Ta BIIKPUTICTh. Y COLianbHIN Ta Map-
KETHHI'OBI{ TUIONIMHAX HE3aJICKHO BiJl MPUPOIH Ta apXiTEKTOHIKH BC1 BOHU 00’ €IHAHI CIIUIBHOIO METOIO — TPAHCIIOBATH IUTICHUI
KOHIIETITYQJIbHUH CMUCJI, IO B JIIHTBICTHYHOMY BHMIp1 aKTYyalli3ye€ThCs 3aBISIKH CUMO103y MPSMOTO Ta OMOCEPEIKOBAHOTO 3HAYCHb,
3aKOZ0BaHMX PI3SHUMH MOJyCaMH: KOJIbOPaMH, MpH(TamMu, 300pakeHHsIMHU, BepOaizaTopaMu TOLIO.

JloknagHuid MIHTBICTUYHMN aHali3 aHTJIOMOBHOTO MAaCMENIHHOTO AMCKYPCY CBITYUTH NPO (YHKLIIOBAHHS IIUPOKOTO CIEK-
Tpa Metadop, 30KpeMa i MyJIbTUMOAANBHUX, 10 YOCOOIIOIOTh TTIMOOKI JTATeHTHI CMHCIH, SKi 9acTO 3aJHIIAIOTHCS 11032 YBarok
JIOCITIJTHUKIB Ta CIIOXKHUBAYiB PEKIaMOBAaHUX NPOIYKTIiB, OMHHUM i3 sIKUX € Opena Cadbury. YponoBx 0araTboX poKiB BIACHUKH KOM-
MaHi1 BUMPAIFOBAIHM BIaCHI MAPKETHHIOBI CTpaTerii MPUBEPHEHHS YBAru 3aB/AsSKU BII3HABAHOCTI GipMOBHX (ioseToBOro Ta 6i0ro
KOJIbOPIB, IO MiAKPECIIOITH MpeMiallbHy SKICTh HIOKOJaRy, Ipi 31 mpudTamu, Bizyanizamuii caMoro NpoayKTy, HOTO 1HIPEeli€HTIB,
aKTHUBI3allii TO3UTUBHUX €MOLH, 1[0 CTUMYJIIOIOTh alleTHT Ta BUKJIMKAIOTh O)KaHHs KYIHUTH H CKYLITYBAaTH PEKJIAMOBAHUH TOBAp.
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KpiM Toro, sckpaBUM MapKepoM 03HAYCHOI MPOAYKIIiT € OpEH/I-CIIOTaHH, sIKi 1€ He OyJI1 MPeAMEeTOM Ta 00’ €KTOM IPYHTOBHHUX JIiHT-
BICTHYHMX JOCHIKEHb, 1110 i 3yMOBIIIOE aKkmyanbHicms 00paHOi TPOOIEMATHKH.

Mema po6omu nonsrae B ananisi 6penj-cioraniB komnanii Cadbury Ta nependavae po3B’si3aHHs TAKUX 3aBJIaHb:

— 3aificHUTH BHOIPKY pelleBaHTHOTO MaTepiaiy;

— MPOCTEKUTH SBOJTIOLIII0 OPEH/I-CIIOTaHiB;

— BUSBUTH KOHCTUTYEHTH, 3aBISKH SKMM BiZI0yBarOThCS MPOLIECH PECEMAaHTHU3ALIT Ta pEKOHTEKCTyali3allii 3HaueHb;

— 00rpyHTYBATH KOHIICMIIiI0 MeTaOPUIHOCTI OpPEH/I-CIIOTaHiB.

AHaJi3 ocTaHHIX Joc/iKeHb Ta my6Jikaniid. Metadopu sk CTHIICTHYHI 3aCO0M HEOJHOPA30BO MPUBEPTAIH yBary IOCIi/-
HUKIB. Y TepMiHax KOTHITHMBICTHUKH MiZi MeTa()OpOI0 PO3yMilOTh KOTHITUBHHMI MEXaHi3M KOHIENTyai3alii Ta HepeoCMHCICHHS
snauens (Lakoff & Johnson, 1980). Takuii miaxia 3Haxoauth BusiB y koHuenuii [[x. Jlakodda i M. J[xoHCOHA, sIKi HArOJIOLIyBa-
1, 10 MeTadopa CTPYKTypye MHCIICHHS 1 BIUTUBAa€ Ha crnocoOu inTeprperarii adctpaktHux nousath (Lakoff & Johnson, 1980).
VYpaxoByrouu 1ie, y KOHTEKCTi 3apornoHOBaHOT PO3BiAKH MeTadopa € IHCTPYMEHTOM PEeCeMaHTH3aLli1, 110 MOJIsArae B Tpancopmarii
Ta PO3IIMPEHHI 3HAYEHb, SIKI AKTYasi3yIOThCsI BHACTIOK IMEPEHECeHHsI CMUCIIB MK KOHIENTYaJlbHUMHU JTOMEHAMH, 1110 HaOyBae
ocobnuBoi BupasHocTi B kamnauii Cadbury, ne onvuH OpeHA-CIOraH BapilO€ThCs 1 1a€ 3MOTY Pi3HHUM BapiaHTaM, MOOYJOBaHUM Ha
OCHOBI ojtHi€T popmyH (EK3UCTEHIIITHOT paMKH), TIOPOKYBATH HOBI CMHCIIH.

BoaHouac 11e Ja€e mifcTaBu CTBEPAXKYBATH PO PEKOHTEKCTyalli3allilo K YaCTHHY KPUTHYHOro auckypc-ananizy (Fairclough,
1995; Wodak & Meyer, 2009), e ii po3yMitOTb sIK IEpEHECEHHsI KOHCTUTYCSHTIB 3 OZJHOT0 KOHTEKCTY B iHIIHIT i3 MeTOI0 Moaudikaril
3HaueHb. 3aBasku npaipsiM . Kpeca, T. Ban JleBena (Kress & van Leeuwen, 2006) i Y. ®opceina (Forceville, 2008), npucBsueHnm
MYJIbTUMOJQJILHOMY JMCKYpCY Ta MYJIbTUMOAAIBHUM MeTadopam, peKOHTEKCTyasi3allis CIyrye BarOMUM MiAIPYHTSAM JUIsl PO3Y-
MiHHS TOT0, 1110 OPEH/I-CIIOraHN BUXOAATD JIaJIeKO 32 TOPU3OHTH AEHOTATHBHOTO 3HAUCHHS 1 HAOyBAIOTh LIIIKOM IHIINX CMUCIOBHX
BUMIpIB. ¥ Takiii mionmHi Metadopa nocrae KIFOYOBUM MEXaHI3MOM, 1110 31aTE€H PECEMaHTU3YBaTH Ta PEKOHTEKCTYali3yBaTH CJI0-
rauu sk OpeHa-hopMyJIH Ta IEPeBECTH 1X Y JFOJCHKI IIHHOCTI.

Buxkiag ocHoBHoro matepiany. Ictopis O6penny mae monaa 200-piuny icTopito Ta csrae 1824 poxy, KoM aHIITIHCHKUIA
nignpuemernts Ta papmareBt xon Kenbepi (John Cadbury) BinkpuBae HeBeIMUKUil Mara3ut y bipminremi, y sskoMmy npoJaoTh dai,
KaBy, Kakao, a HeBIOB3i il kakao-nopoiok Ta mokosiaani Haroi (Cadbury. Our story, 2025). 3rogom cimeiinuii 6i3Hec nepeiios 10
fioro cuHiB Ta MaciutabyBaBcs y BiIOMHI OpHUTAaHCHKHIA OpeH L, 110 i oTernep Creliati3yeThes Ha MaCOBOMY BUTOTOBJICHHI CIIEPIITY
IUTUTOK, @ HEB/IOB3I if 1HIIOT MpoAyKIii Ha OcHOBI mIoKoany. Huwi cBit 3aBasuye Cadbury mepiinmM MacoBUM BUPOOHHUIITBOM O3Ha-
YEeHHX TOBapiB, a TAKOXK YCBIIOMJICHHSIM BayKIIMBOCTI COLIaJIbHOT BIAMOBIAANIBHOCTI 3aB/SIKM PO3pOOII Ta BIPOBAIKEHHIO IIPOrpamM
MiATPUMKH MpaliBHUKIB Kommauii. [Tonpu Te, mo koMnaHis 3a3Hasia 3MiH GOpM BIACHOCTI, ii IOKONAAHI BUPOOH HE BTPAvaroTh
MOMYJISIPHOCTI 1 CHOTO/THI TIPECTaBICHI HA PUHKY IIHPOKUM CIIEKTPOM TOBApiB, 110 TiHO KOHKYPYIOTh 3 IHIIHMH.

Amani3 3acBinuye, 0 B KOHTEKCTi MeTadopu3aliil BApTUM yBaru nepeaycim € opens-ciorad There’s a glass & a half'in everyone
(puc. 1), B OCHOBI SIKOT'O JISKUTb iCTOPHYHO yCTaleHA KOHLEMIis BUpoOHUITBA mokonany (1% glasses of full cream milk in every
Ib slab (puc. 2)), 3amoyatkoBaHa Ha MO4YaTKy XX CT., BIIMOBIIHO 10 SIKOi Y IPSMOMY PO3YMiHHI BUPOOHHKH CTBEPIKYIOTH (pHC. 3):
Y KOXHI BUTOTOBJICHIH IUIMTIII IOKOJIa1y MiCTUTHCS MIBTOPH CKIISTHKH MOJIOKA, 1[0 CHMBOJTI3Y€ TXHIO IIe/IPiCTh Ta Oe3IiICTaBHICTh
€KOHOMHTH.

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

CADBURY'S
M MILK &

CHOCOLATE

There's aglass || & a in everyone

14 Grasses oF FULL CREAMINIILK INEVERY

LSPECIALLY. PACKED FOR_EXPORT

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

[psime 3nauenus half full — nonoBuHa. Y OpUTAHCHKII IIHTBOKYIBTYPi clioBoctionyka A glass half full acouitoetbes 3 pinocodi-
€10 ONTHMI3MYy, HaBiTh SIKIIO He Bce BUTIIae mo3uTHBHO. Kommanis Cadbury He nmuie 3011bIIMIa CKIIA KUTBKICHO 3aBISIKY and a
half, ane it Hagana oMy TOAaTKOBHX CMHUCIIB (BMICTy MOJIOKA OiNbIIe, Hi>K Masio OyTH, CKIISTHKA NTEPEITIOBHEHA).

[MocTymoBo BinOyBa€eThCs €BOJIOLIS OPSHIY Ta MiIXOJIB, IUIIXOM PECEMAHTH3AIlll Ta PEKOHTEKCTYali3allil CMUCIIB 3aBIsSKU
cnorany There’s a glass & a half in everyone (puc. 1), skl eKCTPANIOIIOETHCS HA JIFOANHY, ii MIHHOCTI, eMolii. Y Takuii crmocio
CIIOCTEPIraEMO CEMAaHTHYHHI 3CYB, IO MOJISTAE B 3MiHI JICHOTATUBHOTO 3HauUeHHs 1% glasses of full cream milk in every % Ib slab
(puc. 2) Ha xoHotatuBHe There’s a glass & a half in everyone (puc. 1) 3 0JHOTO TOMEHY (CKJIaJHUKA IIIOKOJIATy) Ha iHIINH (MOpaTb-
Ha SIKICTh, EMOILis).

MoJtoko 3 (i3U4HOI CyTHOCTI MEPETBOPIOETHCS Ha IIEAPICTh 3aBASKH CEMAaHTUYHOMY NPOIOBXKEHHIO siipa a glass and a half
(puc. 4), sike TPUBAIMI Yac TPAKTyBaIM OYKBAJIBHO i B TAKOMY BHIJISII PETIPE3SHTYBAIM Ta MOMHpPIOBAIN. Puc. 5 imoctpye Toi
(hakr, 1110 HOro BKITFOYAIH JI0 CKIIaly PEUCHb, SKi MIHOIIe pO3KpHBatOTh criennbiky nponykry Made with a glass and a half of fresh
milk (puc. 5). Ha BinmiHy Bin mie ctapimoi konuenii /% glasses of full cream milk in every % Ib slab (puc. 2), TyT BXKe HE HAroJjo-
WIYIOTh Ha full cream milk, a nutue fresh milk, akKIIeHTYI04H yBary Ha icTOpil MPOAYKTY, HOTO JOCKOHANIOCTI U 1ICHTUYHOCTI It’s the
classic, creamy taste that’s unmistakably Cadbury (puc. 3), MUMOBOJII ametOIYU 10 CIIOTa/IiB CIIOKUBAYIB, SKUI MArOTh JIOCBIJ
BXKHBAHHS [IOKOJIa/ly Ta IaM’ATalTh HOTro HEMepeBepIICHI cMak (creamy taste).
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Odiuiitno 3amokymMenToBano, 1o 4 glass and a half of full cream milk in every half pound (puc. 4 ) — nepiuii ciioran Kommasii
Cadbury, sixwii 3’sBuBcst y 1928 poui (Cadbury. Our story, 2025). OpieHTOBHO B Lieif e mepiol BiIOyBalOTbCs i CTPYKTYpHO-
rpa¢iuni Tpanchopmarii 3aBasku wudpam: 1% glasses of full cream milk in every %2 Ib slab (puc. ). Y 1930-1i poku 3’sBIs€TbCs
ciorad There is a glass and a half of full cream milk in every half pound (puc. 4 ), 10 ckiasy sIKOro BXOJUTh KOHCTPYKIist There is,
sIKa CIIyTy€ MapKepoM KOHCTaTaIlil (akTy, 1110 came el MPOIYKT MICTUTh 3rajlaHuil IHIPeTiEHT y 3a3HaYeHOMY 00CsI3i.

VpaxoByr04d MacmITaOHICTh BUPOGHUITBA Ta MOMIMPEHHS MPOAYKIIil, O3HAYeHa KOHCTPYKILIs y HOpMi eK3UCTEHLIHHOT paMK1
CIIyrye OCHOBOIO MeTadopu3zallii, peceMaHTn3alii Ta pekoHTekcTyamtizamili. Came BOHA JIETKO MEPEeHOCUTHCS 3 MPOAYKTY Ha JIIO-
JIMHY, a 3r0JIOM 1 Ha abCTpaKkTHi CyTHOCTi. B aHMIIOMOBHOMY MacMeIiifHOMY KOMYHIKaTUBHOMY MPOCTOPI HATPAIUIIEMO W Ha Taki
KoHCTPYKUii A glass and a half (puc. 5); Made with a glass and a half of fresh milk... (puc. 6), siKi TAKOXK BBa)KaEMO OCHOBOIO KO-
MyHIKaTHBHOI PUTOPHKH OPEHIY.

Mitic; B CADBURY S

Made with a glass and a half of
fresh milk... It’s the classic, creamy

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

VY pe3synbraTi MaeMo MiZICTaBH CTBEPKYBATH, IO KIHOUOBOMY ciorany There’s a glass & a half in everyone (puc. 1) xapak-
TEpHA PEeCEeMaHTH3allisl, BHACTIIOK SIKOi BiJOYyBa€ThCS 3MILIICHHS a00 TIEPEOCMUCIICHHS 3HAYCHHS BEpOATbHOTO YU HEBEPOAILHOTO
KOHCTHTYCHTIB, 30KpeMa CKJIaTHHIK IIOKOJIa/y CTAa€ CHMBOJIOM JIFOJICHKOT IIEJPOCTI; OyKBaJIbHE 3HAUCHHS HA0yBa€e MeTaOpUIHOCTI
BHACJIIZIOK NIEPETBOPEHHS IPOTYKTY Ha IiHHICTb.

PekonrtekcTyanizaiiro akTyani30BaHO MIISIXOM aIanTallii 3MIiCTy ITiJ] HOBI BUMIpH Ta CMHUCITH, KOJIU IIIOKOJIA] i3 BHCOKHM BMicC-
TOM MOJIOKa MeTadOpH3yEThCS B JIIOJACHKY MIEAPICTb i COMiabHy B3a€MOJII0, PO IO CBifaTh HOBI croxkeTHi minii. Muerses He
MPOCTO MPO IHTPEIIEHT, a PO I[IHHOCTI, X0Ya KOHCTUTYCHTH 3aJMIIA0THCS He3MIHHUME. OTXKe, Y BUMAJKY 3 PECEMaHTH3AIIE0
TpachOpMYETHCS 3HAUCHHSI, @ 3 PEKOHTEKCTYaNI3aIliEr0 — CUTYaIlisl Ta KOHTEKCT (puc. 7).

Original Concept Transformed Concept

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

Resemantization
Changing the Meaning [

Literal Meaning

Literal Meaning

L 172 Glasses of Milk in Chocolate Goodness in Every Person

)

) Recontextualization \/

Changing the Context l

Symbolic Meaning Symbolic Meaning

Generosity & Joy Inner Kindness & Humanity

Puc. 7 PecemanTu3auis Ta pekoHTeKcTya i3auis 3Havyens (Open Al, 2025)*
* PucyHok ctBopeno 3a gornomoroto ChatGPT (OpenAl, nara noctymy: 9 rpyaus 2025 poky); MOesib BUKOPUCTAHO SIK IHCTPYMEHT
Bizyauizauii Marepiainy (https://chat.openai.com/).

AHaII30BaHUI CJIOTaH 3aKJajJac BaroMi MiJBaJIMHU JUIS IOJAJIBIIONO0 CHCTEMHOTO aHAII3y, OCKUIBKM B MacMeIiiHOMY
KOMYHIKaTHBHOMY IIPOCTOpPI HATPAIUIIEMO Ha Pi3HI Bapiallii, sSIKi KOMIaHis CHCTEMHO «IPOTPae», aKIECHTYIOUH YBary Ha OJNH3bKHX
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CMHCIIOBUX aKLIEHTaX. 30Kpema, CrocTepiraeMo (yHKIIIIOBaHHS KOHIETITYa bHOI MeTadopH, B OCHOBI SIKOT JIeXKaTh TIIMOUHHI MeTa-
¢dopu, akryamizoBaui B cioranax There’s goodness in everyone (puc. 8). There is a story in everyone (puc. 9).

Crorauu There’s goodness in everyone ta There is a story in everyone CTBOPEHO 3a OJIHI€I0 KOTHITHBHOIO MOJEJUIIO, iHTe-
rpajgbHOI0 YaCTHUHOIO SIKOi MOCTae GAaraTcTBO BHYTPILIHBOTO CBITY JIIOJUHH, 30KpeMa goodness (SK MopajibHa YeCHOTa) Ta Story
(tocBij, 110 HAKOMHYYETHCS YIPOAOBXK KUTTA). B 1X OCHOBI JiexkaTh KoHILenTyalbHi Metadopu. Goodness is a substance (106po
SIK CyOCTaHIIisl, BHYTPIIIHIN JIOACBKUIA pecypc, sIKMH Mae MO3UTHBHI KOHOTALIl Ta CXBAIBLHO CIpUIMaeThest B couiymi). Bymydn
a0CTPaKTHUM MOHATTSAM Ha TEPIIN MO, 100po € MNIMOOKMM BHYTPIIIHIM BiUYTTSM 3a CYTTIO. Person is a container (JlroquHa
3 11 iHAMBIAyaNbHUM CBITOM, Y AyIIi SIKOi € Micie uist 1o0pa Ta pajocTi, 0 € Pe3yIbTaTOM )KUTTEBOTO JOCBILY, PO3KPHUTTS BHY-
TPILIHBOTO MOTeHIiany). More than enough = virtue (3aBasiku KoMronenty “and a half”, mo B 6penaunry Cadbury ceMaHTHYHO
€BOJTIOL[IOHYBAJIO 1 3aKPIMHIOCS B 3HAUSHHI — EPEBUILICHHS] HOPMH, HAUTMIIIKOBOCTI HE B MaTepiaibHiil IUIOMINHI, SIK IHTPEIi€HT, a
B MOpaJIbHUX HIHHOCTSIX — IIEAPOCTi Ta 100POTH).

SIk Mu yrKe 3a3HavaITH BHIIE, HAa OCHOBI ciiorany There’s a glass & a half'in everyone, 10 nepeTBOpPUBCS Ha CTpATEriuHy Gopmy-
ny Cadbury, nobynoBano i kinbka inmmx. Cepen nux — There is goodness in everyone. IIiBTopu CKIISTHKH MOJIOKa (a glass & a half),
II0 Ma€ eKCIUTIIUTHE Ta IMIUTIUTHE BUPAKEHHs, 3aMiHEHO Ha goodness, 10 CBIIYUTh PO PeCeMaHTH3aLlit0 (IHIPeIiEHT MOJIOKO —
1100po) Ta peKoHTeKCTyasi3amio (IPOAYKT — JTrouHa, 1HAKBIA). Taka cTpaTeris KoMmaHii 1eMOHCTpye (GOPMYBaHHS Ta BTiICHHS
KOHIIETILIT ryMaHi3My, y SKiii JIIO[{HA € [PKePesIoM ICTHHHHUX LIHHOCTEH, SIKi BOHA 3/1aTHA EKCTPAMOIIOBATH Ha 3aral.

Amnanoriuny OynoBy Mae it cioran There is a story in everyone, B OCHOBI SIKOTO BUKOPUCTaHO 0a30BY CTPYKTypy mertadopu
something valuable is inside a person. 1 B 1bOMy BHINAJKy CIIOCTEPIra€MO peCEMaHTH3AIIII0, 1[0 MOJISATae B 3aMilllEHHI MOJIOKA SIK
IHIpeieHTY IIOKOJIALy HE MPOCTO JIEKCEMOIO S{0ry, a Yepe3 ICHOTaTHBHE 3HAYCHHs, sIKe Hajae 1l IMOOKOro 3MiCTy, HaALIAIOYH
0COOJIMBHUM 3MICTOM: KOYKHA JIIOJIMHA MA€ CBOIO iCTOPIIO; y Hill MPOSIBISIETHCS CBOSI YHIKAIBHICTD, 1110 # poOUTH 11 0COOIHMBOIO Ta
BapTOIO yBaru. 3aBAsKu x pekonTekcryamnizauii Cadbury 3mittye GOKyc i3 IPOAYKTY y HAPUHY HIHHOCTEW, TyMaHHOCTI, /Ie IIOKOJIa]]
PO3IIISIIal0Th HE MPOCTO 3aci® HACONOM, a PKepesIo B3aEMOII Ta eMIaTii, OMH i3 MapKepiB JIOACHKHX I[IHHOCTEH, 110 JOTIYHO
BIIMCY€ETHCS Y BUOYI0BaHY KOHLICMIIiI0 100pa SK YaCTUHU BHYTPIIIHBOTO CBITY JIOAWHU.

- q..
Dairy Mtlk.

Half
5 Presents

. ~nere’s a sto
Tt{n everyone” .

Puc. 9 (Cadbury advertising, 2025)

Puc. 8 (Cadbury advertising, 2025)

AHai3 KIII0Y0BOTO CIIOTaHy CBIIYHTB, III0 BAPTHMH yBarH € i IHII, ITOXIIHI BiJ 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 3HAYCHHS 3aBISKU JAeHOTATY (a glass and a half
of milk). OnHak # TyT crocTepiraeMo 3apOJKCHHsI Ta YaCTKOBE BTIJICHHS T'yMaHICTHYHOI KOoHIenIii meapocti Cadbury (Metadopa
more is better — auM Oinblie, TUM Kparie) dyepe3 KBaHTHdikaTop loads of rice crisps, O CUMBOIII3Y€ MEPEBUILICHHS HOPM.

Cnoran A4 glass and a half of delight (puc. 11) 36epirae cTpyktypy HOpMyIn, OJHAK BiIOYBAETHCS PECEMAHTH3AIlIS IIISTXOM HE
JIMIIE YaCTKOBOI 3MIHHM IIIaHy BUPaXXCHHS, ajie i MIIKOBHUTOI 3MiHH IUIaHy 3MicTy: milk — delight (CKIaJJHUK TIPOTYKTY — €MOLis),
KOJIM KOHKPETHA PEYOBHHA CTa€ aOCTPaKTHOIO KaTeropietro, Metadopusyrouncs (delight is a substance; emotion is food). BonHodac
6a4MMO UITKy TpaHC(HOPMALIIO 3aB/SIKA PEKOHTEKCTPyali3allii: CKIIaIHUK IPOAYKTY 3MIHIOETHCSI HA eMOLIIHMI JOCBIN 1 HACOJIOTY
CIIOXKUBAHHSI.

A glass and a half full production (puc. 12) BBa)xaeMO METaKOMYHIKaTHBHUM ciioraHoMm Openny Cadbury, y siskomy a glass and
a half BUX0IUTH JaneKko 3a MeXi MPIMOro 3Ha4eHHs, IIIIKOM TpaHcopMmytoun 3mict. Full production He CUMBOJII3y€e BHHSTKOBO
MOBHUIA MPOLIEC BUPOOHHMIITBA, & CBIIYUTH PO TE, 110 BOHO KOHIENTYaIbHO NPAaBHIIBHE i 10BEpIIICHE, BUTOTOBJICHE BiAMOBIIHO J10
peuenTypu. YpaxoByroun (YHKIIFOBAaHHS CIIOBOCTIONYKH a glass and a half'y ckiaji poro cjorany, sika, o3a CyMHIBOM, BILTHBA€E
Ha 3HAYCHHS, PO3YMiEMO TOYHIIIIE, 1110 came kKommaHist Cadbury BKIaga€e B 3MIiCT: IIUM BOHA JEMOHCTPYE CBOIO IEIPICTh, TBOPUUI
MOTEHIIia, TITMO0Ke MHUCIJICHHS, MEMOBOJII IIEPETBOPIOIOYH TIPOIYKT HA eMOLII0 i CTBOPIOIOYH OCOOJIMBHUH, IIParMaTHYHO OPi€HTO-
BaHUI CEHC, SIKUI HE € JINIIE MaPKETHHIOBUM KPOKOM.

YKoTpe crocTepiraeMo peceMaHTH3aIlik0, Y MEXKaXx sIKOi BEJIMKa KUTbKICTh MOJIOKA IIEPETBOPIOETHCS HA MICPICTh Ta €TAIOHHICTh
openny Cadbury, skoMy BIAJIOCS alleNIOBaTH IO PELUITIEHTIB He JIMIIE 3aBASKH CMaKy Ta iMIJDKy, ale i depe3 MiKITyBaHHS IpO
crniokuBava. Typ6ora npo soauny, i 6a30Bi moTpeOy Ta MiHHOCTI GJIM3bKI KOMITAHIi, ajpKe e Ha MovaTKy ii po30ymoBu Oyio cTBO-
PEHO Ta BIIPOBAPKEHO IPOTrPaMHU I ITPUMKH NpaniBHUKIB KomItaHii. [Topyd i3 UM akTyanizyeTbest i peKOHIENTyalli3amis 3aBIsKH
oOpaHiii MoJiesTi KOMyHiKaii, SKy KOMIIaHisi BUOYIOBY€ Ta JIEMOHCTPYE SIK BIAaCHY KOHIEIIIIIO CIIIKYBAHHS 31 CIIO)KMBAaYaMH, CBill
IHMBITyJIbHUNA TIOCHJI, YaCTKOBO 3MIIIYIOYH aKICHTH 31 CKJIJJHUKIB MIOKOJAIy Ha I[iHHICHI OPIEHTHUPHU, BarOMICTh KOMYHIKaIIi1
nuUIsIXoM camoineHTudikarii. OOpaHOK CTPATETier HATOJIOMIYIOTh, 0 came 1ie 1t Cadbury — HaIBaXKJINBO.
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A glass and a half six eranonna popmyna Cadbury TOMITHO €BOJIOLIOHYE, 3MIHIOIOUH HAJTUIIOK BMICTY MOJIOKA B IIIOKOJIa/l Ha
EMOLiIHY CKIaJ0BY K CEMaHTHYHMI 3CYB 3 IHIpe/Ii€HTa 10 OpeHI0BOT 11€0IOrii.

A glass and a half of milk

A GLASS AND A
HALF OF

;

DELIGHT

aﬁlASSandaHAlF HJ
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 ) ta 4 player & a half deserves a glass & a half of support (puc. 14), mo
3’sBrutncs Hanpukinii 2010 pokiB 1eMOHCTPYIOTh eBOITOLI0 OpeHnoBoil hopmynu Cadbury — a glass and a half. Y nepiiomy 3HOBY
MPOCTEKYEMO KOHLENITYJIbHU 3CYB 3 OJJHOTO IHIpEIicHTa HA eMOLlii Ta IMOBEAIHKY IIUIIXOM peceMaHTu3auii and a half, mo B 1po-
My BHIQJIKy HE MO3HAYAE TTOHATHOPMOBICTh, a MiKPECIIIOE HAUTFOICHKY CHITy — Oliblie, HiX yOonmiBanbHUK. Jpyruil cioran mMae
J3epKajibHy (cuMeTpu4Hy) OynoBy. Y HbOMY a player & a half € rpaBuiem, siKuii BifimaeThes Tpi Oijblie, HiX NOTPIOHO, a a glass & a
half of support — BiIIOBi b y SIKIH MPOCITIKOBYEMO PECEMaHTH3AIII0 IIUISIXOM BaroMoi MiATPUMKH. SIK B IIepLIOMY, TaK i B Ipyromy
cJIoraHi PeKOHTEKCTyalTi30BaHo OpeHnoBy Metadopy. [1lokonan Ta HOro KIIFOYOBHUI CKIIAHUK 3MIHIOIOThCSI Ha JIFOJCHKI IIIHHOCTI Ta
BigHOCHHH. [lincyMOBYy04H, HAroNOCUMO, O a glass and a half, X04 1 AEHOTaTUBHO, O3HAYAE MIBTOPH CKIISTHKU MOJIOKA, HE BUKO-
Hy€ CBOET MEPBUHHOT MICil, 2 0CTaTOYHO 3aKPIILTIOETHCS SIK YHIBepcaIbHUIT Mapkep-inenTudikarop Cadbury, nix sKkuM po3yMiloTh
MOpaJibHi I[IHHOCTI.

Cdbuny A PLAYER i~ A GLASS &

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

SUPP%RTER

& A HALF

BUY A CADBURY DAIRY MILK AND WE
WILL DONATE TO GRASSROOTS
WOMEN'S FOOTBALL CLUBS!

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

AHAJIOTIYHO B ITaHI YaCOBHX PaMOK ()YHKIIIIOBAHHS Ta CEMaHTHKU MOXKEMO CKa3aTH i mpo iHmmi cioran Give a cheer & a
half to your ... (grandma/coach/mate/mum/dad/teacher/grandpa/... etc. (puc. 15), y akoMy cemantuute saapo & a half ocratodaso
OTPHMYE CTATyC MapKepa IOHaIHOPMOBOCTI Ta Ha/UTHIIIKOBOCTI, 1110 €KCTPATIOIIOETHCS Ha JII0/ICH PI3HHX COLIbHUX CTATYCIB, SIKHX
320X04YIOTh CHCTEMHO I ITPUMYBATH OJIMH OJHOTO.

GIVE = CHEER & A HALF ©© YOUR

Puc. 15 (Cadbury advertising, 2025)

CrioctepiraeMo Tpolec peceMaHTu3allii, e cheer BHUCTyIae HeMaTepialbHOIO CyOCTaHLI€I0, SKy MOXHA BijgaBaTu, Oilb-
1Ie HiK MoTpibHO, a & a half BKOTpe MigKpecIIoe HAUTUIIOK MOPaIbHUX YeCHOT. PEKOHTEKCTyali3alliio akTyani30BaHO HUILIXOM
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KOHIIETITYaJbHOTO MEPEHECEHHS JCHOTATHBHOTO 3HA4YeHHS OpeHmoBoi (GOpMysM B LApHHY JIOACHKUX I[IHHOCTEH Ta MOpajIbHO-
STUYHHUX HOPM, Y SIKili KJIFOUOBOIO € JIFOJMHA, 1110 MOTpedy€e BISYHOCTI, MATPUMKH, SKi MOXKHA SIK BiIaBaTH, TaKk i OTPUMYBaTH
3BopoTHO. Y Takuii cnocid Cadbury vitko Meradopusye BIaCHY MPOAYKIIIO Yepe3 acolfiailii, CTBOPIOE BITi3HABAHY KOHIIEIIIIO
KOMIIaHii, AEMOHCTPYIOYH, IO [[IHHOCTI — I1e He [I0Ch 0COOINBE, a HOpMa.

BuUCHOBKH Ta nepceKTHBU MOAATBUINX A0CTiKeHb. OTxe, 3aBKK 00paHiii cTparerii oKo1a/] HOCTA€E HE MPOCTO TOKUB-
HHMM Ta CMAQuYHHUM HPOJYKTOM, aje MepeaycivM BUKIMKAe PafiCHi TO3UTHBHI €MOIlii, BECEJIOIL, IacTs, HAroJIOMIYIOUH Ha KOHIETIii
LIEAPOCTI KOMITaHii, JIst SIKOT 11e He JIMIIe KOHAUTEPChKUiA BUPiO, ale if IHCTpYMEHT eMOIIIHHOro 3a10BOJICHHs. AHaII30BaHi ciora-
HU CTBOPIOIOTH iMik npoaykuii Cadbury.

Kpi3b npu3my meradop KoMIaHist 3akIagae 3HaYHO TIIHOII CMHUCITH, HIXK BUILIYKAHMI CMaK IIOKOJay, 3aB/IsSKH IKOMY (GopMy-
€THCsI TO3UTHBHE CTABJICHHS 10 TIPOAYKTY, SIKMH IPUHOCHUTH PadiCTh, 3HAYHO OLIBIIY HACOTIOAY 1 B IUIaHI CMaKy, 1 B IUIaHi HaTiTpU
MO3UTHBHUX eMOIii, 30KpeMa 3aB/IsKH MOMITHII IEAPOCTi KOMITaHii 10 BUKOPUCTAHUX IHrpeaieHTiB. [locimyroByBaHHs CKISTHKAMU
TEX BBKAEMO MeTa(QOpHIHUM, a/pKe UMM MOBHIIIa CKISIHKA, THM OLTbIle PaJoCTi Ta MIACcTsl IPUHOCHUTD IIOKOJIA.

[poBeneHuii anami3 pexiaMHUX ciaorais kommnanii Cadbury nae mincTaBu CTBEPKYBATH, 10 MeTa(QOpH CIYTyIOTh MEXaHI3MOM
peceMaHTH3aLl Ta pEKOHTEKCTyali3alil CJIOraHiB y MyJIbTHMOJAIBHOMY AUCKYPCi, 3MIHIOIOUH TIEPBHHHE 3HAYEHHS il IPOLYKYIOUH
L(ITKOM HOBI, 3HAYHO TITHOIIT KOHIENTYaIbHI CMHUCIIH.

[TincymMoByIouH, 3a3HaYMMO, IO MMPOAHATI30BaHi BHIIE CIOTaHM BUCYBAlOTh Ha MEPIIMH IUJIaH €MOILl, SKi aKTHBI3YIOTHCS
3aBJIIKM LIOKOJIA/ly, IKUM He TPOCTO CMaKyIOTh, @ POOJIATh 3HAYHO OlNIblIe — aKTUBI30BYIOTh KOHLCNTYAJIbHI )KUTTEBO BAXKIIMBI
€MOLLi1, CTBOPIOIOYH eMOLiiiHUI OanaHc, came Te, 10 YOro MparHyTh iHANBIAN. SIK pe3ysibTaT, OCHOBHA I[IHHICTb L[bOT'O NPOAYKTY HE
B KOPHCHHUX BJIACTHBOCTSX IIOKOJIA/LY, @ B XKUTTEBUX KOHIIENTYaIbHUX CEHCAX.

IMepcrieKTHBHUMH BBa)KaEMO MOAANBINI PO3BIAKH c()OKYCOBaHI Ha KOHIENTYalbHOMY AOCITIDKeHHI iHIINX MeTadop, sIKUMH
nocnyroByetbest koMmnanist Cadbury, a Takox JOKJIAIHOTO aHaNi3y YCiX 3aCTOCOBYBaHHX MOJIYCIB, sk BepOalbHOI, Tak i HeBEp-
6anpHOI Ta nmapaBepOaIbHOT MPUPOIH, SIKi YMOKIIHBIIIOIOTH PI3HOBEKTOPHE JIOCII/DKEHHS MIXKMO/IaJIbHOT KOHBEPIreHIlil, IpUTaMaH-
HOT Cy4aCHOMY aHTJIOMOBHOMY MacMeJiHHOMY KOMYHIKaTHUBHOMY IIPOCTOPY, IO CIPSIMOBAaHA Ha CTBOPEHHS LIICHOTO 3HAYEHHS,
c(OpMOBAHOTO PiI3HUMH KOHCTUTYEHTAMH.
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