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CTaTTiO NPUCBSTYCHO aHAJIi3y COLIONIHTBAJIFHOTO H €MOTHBHOIO IOTEHINANY,
SKAM HaAUIeHUH OPEHA-CTOPITETIHT — IHCTPYMEHT MapKETHUHI'Y 3 BUKOPHCTAHHS
OIIOBiMAaHHA Ul NOOYIOBH iMIKy OpeHIy, MOSCHEHHS HOro IIHHOCTEH Ta
CTBOPEHHS EMOIIIIfHOTO 3B’A3KY 31 CIOKHBAYEM.

CropiteniHr sk ¢popMa KOMYHIKaIlii, y SKii BUKOPHCTOBYETHCS OIOBiIaHHS
Uil omucy mopid abo pedei, € TpaHCIAMIEIO iCTOpil 31 «3MicTOMY.
OmnoBimanus OpeHay 30epirae aBTEHTUYHICTB 1 clIenU(iKy MOBH 3a3HaUCHOTO
OpeHpy, cKIamaeTses 3 (hakTiB, MOUYTTIB Ta iHTepHpeTaniif. CTOpiTemiHr Hece
IMIUTIIIUTHE TIOB1IOMJICHHS, SIKE Ma€ BINIMHYTH Ha eMOIIii criokuBadiB. bpeH -
CTOPITEJIHT JTO3BOJISIE CIIOKMBaYaM OylTyBaTH CMUCIIN TaKHM YHHOM, TI00 11e
BiJINIOBIJIAJI0 IXHEOMY OCOOUCTOMY JIOCBITY KHUTTS.

VY cropiteninry OpeHA HOCTae B KOHTEKCTI HAPATHBY, a HE Y TPaguMiiHINA
TOPToBiii (hopMmi, /Ie OCHOBHA yBara NpUAISETHCS IPOAAXy. TakuM 4HHOM y
CBIZIOMOCTI CHOXXMBaYiB BiH HaOyBae HOBOTO 3HAYCHHS. 3aMiCTh OTPHMAHHS
EKOHOMIYHHX XapaKTEePUCTUK OpeHAy CHIOKMBAYl MAIOTh 3MOTY JIi3HATUCS TIPO
HBOTI'O 3a JIOIIOMOI'OX0 OIIOBiJaHHS.

3riHO 3 MapKETWHTOBMMH JIOCHIJKCHHSIMH, XapuoBi OpeHJM TOCIIaroTh
JpyTe Miclie 3 BUKOPUCTAHHS CTOPITEIHTY. Y CTaTTi MpoaHali30BaHO BHOIPKY
CTOPITENHTy AHIVIOMOBHHMX Xap4doBUX OpeHmiB. Y CydacHOMY pPO3yMiHHI
OpeHIMHTY MPOAYKT a00 MOCITyTa CTaloTh OPEHIOM TLTBKH TOJI, KOJIU PO HUX
MOYKHA PO3IOBICTH iCTOPIIO.

JlinrBaIpbHUN NOTEHIT A CTOPITEIIIHTY CIIPUSE PO3BUTKY 00pa3HOTO MUCIICHHS,
MOPOJKY€E EMIIATII0, TAKMM CIIOCOOOM 3MIITHIOE B3aEMHHU MK MPONABIEM i
MOKyTeM. BpeHa-cTopiTeiHr € eMOIIHHO HaBaHTXKEHHUMH PO3IOBIIIMH-
MOHOJIOTaMH, 3HAYHHH BIUTUB Ha KOMYHIKaTHBHY CTPYKTYPY SKHX 301 CHIOIOTH
JNEHKTHYHI eTIeMEeHTH. S1IpOM pO3TOBiJIi CTAIOTh MPEIUKATH, 110 CTAHOBJIATH
JiHIO PO3NOBITHUX il aApecaHTa.

Bpena-cTopiTeninr Hagae MPOAYKTY KyJABTYPHOTO 3HAYEHHS, OITOCEPEIKOBYE
Ta CIpUSE CHOXHWBAHHIO, M€ SIK TMOCTIHHHNA Jialor MK KOMITaHIE Ta
CIIOKMBAYEM, a TAKOXK CIIYTYE JUTS MU epeHITialii Bii KOHKYpeHTiB. BusHaueHo
THIIU CTOPITEIIHTY XapuoBHUX OpPEHIIB, a caMe: TPaJuIliliHi, CydyacHi, XyI0oXKHi,
OTIOBIJAHHS-JICTCH/IN, TIEPCOHI(IKOBaHI Ta Cremiaai30BaHi OMOBiJaHHS.
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that corresponds to their personal life experiences.

In the storytelling, the brand is presented in the context of the narrative, rather
than in the traditional form of trade, where the focus is made on sales. Thus,
in the minds of consumers, it acquires a new meaning. Instead of getting the
economic characteristics of a brand, consumers have the opportunity to learn

about it through a story.

According to marketing research, food brands rank second in the use of
storytelling. The article analyzes a sample of storytelling of English-language
food brands. The main thing in the modern understanding of branding is that
a product or service becomes a brand only when you can tell a story about it.

The lingual potential of storytelling promotes the development of figurative
thinking, adds value to the consumer experience, and strengthens the
relationship between a seller and a buyer. Brand storytelling is emotional
stories-monologues; the significant influence on their communicative structure
is exerted by deictic elements. The core of the story are predicates that form

the narrative line of the addressee’s actions.

Brand storytelling invests cultural significance to a product, mediates and
promotes consumption, acts as a constant dialogue between the company and
the consumer, and serves to differentiate the brand from its competitors. The
following types of food storytelling are defined: traditional, modern, feature

stories, legendary stories, personalized, and specialized stories.

AKTyadbHicTh HocHimkeHHs1. Po3moBiaHHS  CTBOPEHHS CMHCIIB, OOMiHY JOCBiIOM Ta MpoOy-
JoKeHHs eMolliid. Pinocodu mocTMOAEPHY CTBEPAXKY-
I0Th, 1110 BCE € HAPAaTHBOM, 30KpeMa CBiT 1 «S1». OTxe,
BUBUCHHS HApaTUBY PO3KpUBa€ GyHIAMEHTAIbHI IS
CYCHIJIBCTBA TyMKHU IPO PEasIbHICTh Ta JIOACTBO, SKi

icTopiii (HapaTuB) — OiHA 3 HaJABHIMIMX (GopM Jroa-
CbKOTO criyiKyBaHHs. JKOAHE CyCHiJIbCTBO HE MOXKeE
oOilitucst Ge3 HapaTtuBiB. Bix HailimaBHimmx Midis
1 JereHn 10 cyyacHuUX OIOTiB HapaTHB 3aBXIH OyB

npuBabIMBUM IHCTPYMEHTOM TPAHCIIOBAaHHS iAeH, TepeaaroThCs B ONMOBIIaHHIX.
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The article analyzes the sociolinguistic and emotive potential of brand
storytelling — a marketing tool of using a story to build a brand image, explain
its values and create an emotional connection with the consumer.

Storytelling is a form of communication that uses stories to describe events or
things; it is a translation of stories with “content”. The brand story preserves
the authenticity and specificity of the brand language, consists of facts,
feelings, and interpretations. It carries an implicit message to affect consumers’
emotions. Brand storytelling allows consumers to build meaning in the way
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Ha gymxy M. ®nynepHuK, TiHTBICTUYHHNA TTOBO-
pot, mo BigOyBcs y XX CT., cTaB yCIIITHUM came
3aBASIKM HApaTUBHOMY IOBOpoTy [7, ¢. 11]. Hapatus-
HUH IOBOPOT y T'YMaHITapHUX Ta COLIAJIbHUX HAayKax
JI03BOJIUB TAKOXX PO3ILIUPUTH HPEAMET AOCHTIHKEHHS
0COOHMCTOCTI 3 OISy Ha Te, IO KOTHITHBHI U 1HTEp-
MpeTamiiHi IpoIecH, M0 3HAXOAATh CBOE BimoOpa-
KCHHS B HAPaTUBHUX TEKCTaX, CTAHOBJIATH SIPO 0CO-
oucrocri [2, c. 3].

SKmo HapaTWB € IIAHCOM 300pasuTH 1 BHU3HA-
quTH cebe K COIiallbHy ICTOTYy a00 YHIKalbHE «S»,
TO y CTOPITENIHTYy MOBELb MOXE BECTH PO3MOBY Ta
OyayBaTH aBTONOPTPET CTOCOBHO il Ta 1HIINX Tep-
coHaxiB [4, c. 2]. Cropiteninr (storytelling) — bopma
KOMYHIKaIlil, y SKiii BUKOPHCTOBYETHCS OIOBiTaHHS
JUTS OTTHCY TIOAIH abo peuelt. CTOpiTeNiHT — 1€ TpaH-
CIISIis icTopii 31 «3mictomy. [lig Takoro «icTopiero»
po3yMi€eTbcs Oynb-sIKa CIOKETHO IOB’si3aHa PO3IO-
Bilb, SIKA € BUPA30M IyMKH JIIOOUHM IIOAO MOAIH
icTopii [1, c. 189].

Bpenau six nronu € HOCIAMU iCTOpiH, IO € Bak-
JVBHUM 1HCTPYMEHTOM MAapKEeTHHTY, OCKUIbKH CHpU-
SIFOTh CTBOPEHHIO IMIJIKYy I€BHOI KOMTaHii/OpeHmy.
Bpena-cropireninr (brand-storytelling) € cnocobom
TPAHCIIIOBAaHHS CTPATETiYHUX MAapKETHHIOBUX eJie-
MEHTIB B OIOBiTaHHs. YcminTHi OpeHan nudepeHiiro-
I0Th ce0e yepe3 OMOBiNaHHs, Ja0Th JIFOSIM MOTHBA-
1i10, TAKPIIUTIOIOTH YIIEBHEHICTh ¥ IXHBOMY CII0C001
XKHUTTS Ta IIHHOCTAX. AKTYaJbHICTh TEMH CTAaTTi
3yMOBJIEHA MOTPEOO0 ITOCIHIKEHHS COI[iOIIHTBab-
HOTO i eMOTHBHOTO TOTEHIIiaTy OpeHI-CTOPITEeNiHTY
B Cy4aCHOMY CYCITiIbCTBI.

Mera crarTi — JOCHIOWTH peami3allito Colli-
OJNIIHTBaJbHOTO  TIOTEHIANy  OpEHI-CTOPITEIiHTY.
JocsrHeHHsl MOCTaBiIeHOI METH Iependadae BHpi-
LICHHS TaKUX 3aBdaHb: 3’jCyBaTH CTPYKTYpHO-Ce-
MaHTHU4HI O0COOMMBOCTI OpEHII-CTOPITENIHTY; BHU3HA-
YUTH COLIOJIHIBaJIbHUM Ta €MOTHUBHHI IOTEHIIAN
BIUIMBY Ha LJIbOBY ayIUTOPIIO.

O0’€KTOM [0CHiIAKEHHSI € CTOPITENIiHT aHIVIO-
MOBHHUX XapuoBHX OpeHIIB; MpeAMeT — CTPYKTYyp-
HO-CEMaHTH4YHI Ta COLIOMIHIBaJbHI OCOOIMBOCTI
CTOPITEIIIHTY XapuOBHUX OpeHIB.

Crartss HamucaHa Ha MaTepiaji cTopiTeniHry
AHITIOMOBHHUX XapuoBHX OpEeHIiB, KU OyB OTpHUMa-
HUH IUISIXOM 0ararokaHaabpHOTO 300py Marepiany.

Buksax ocHOBHOro marepiajry AOCITigKeHHS.
CTtBOpeHHS! OpEeHA-CTOPITENIHIY € Haa3BUYaliHO
BaXIMBUM. OCKIUTBKM CTaBIEHHS, NPUIYLICHHS,
MEPEeKOHaHHS Ta I[IHHOCTI CIIOKMBAYiB BIUIMBAIOThH
Ha COpuHHATTS OpeHny [6, c. 431], koMmaHii MalOThH
CTBOPIOBaTH OMOBiAaHHSA-icTOPil OpeHmy, IKUX MOXKe
CTOCYBAaTUCs iXHA LibOBA ayTUTOPis, TAKAUM CIOCO-
OOM NEpEeKOHYBAaTH CIIOKUBa4Ya IPUA0ATH TOBAP.

Icropis Openny (brand story) € HapaTHBOM, IO
300pa)xy€e OCHOBHY CyThb OpeHIy i €MOIIIIHO OB’ sI-
3y€e Horo 3i crioxuBadeM. MoBa, KO0 OpeHIH CHiJ-
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KyIOTBCSI 13 MiJTHOBOIO ayJUTOPI€I0 CIIOKHUBadiB,
3HAYHOIO MIpOI0 3yMOBJIEHA COLIaJbHOI0 N EKOHO-
MIYHOIO 3HAYYIIICTIO OPEHIIB Ta COIiOKYJIETYPHOIO
pomto ToBapy 3okpema. OmoBiganHa OpeHmy 30e-
pirae aBTEHTHYHICTh Ta cnenu]iKy MOBU 3a3Haye-
HOTo OpeH[Y, € IOBHOIO KAPTHUHOIO, 110 CKIAJAa€ThCS
3 akTiB, MOYYTTIB, iIHTEpIPETAIiH.

CropiTelniHT Hece IMILTITUTHE TIOB1IOMIICHHS, STKE
Ma€ BIUTMHYTH Ha eMOIlii criokuBadiB. JIiHrBampbHUAN
MOTEHI[iaJI CTOPITEIHTY CIIPUSE PO3BUTKY 00pa3HOTO
MUCJICHHS, 10Ja€ 3HAUYCHHS JI0 CIIOKMBUYOTO J0CBinY,
a TaKOX 3MIITHIOE B3AEMHUHH MIX IIPOJIABIIEM 1 ITOKYTI-
teM. CTOpITENIHT K iIHCTPYMEHT OpeHI-KOMYHIKarlii
MOJIETIITY€E KIIEHTY PO3YMiHHS LIHHOCTEW Ta (iyo-
coii KoMITaHii, 10 BIIMBAE HA €MOLIHHUIN 3B’ SI30K
MIX CIIOKHuBadeM T1a OpeHaom [9, c. 1].

3riiHO 3 MAapKETHHIOBUMH OCIIIKECHHIMH, Xap-
4OBi OpEH/IN MTOCIAAFOTH IPYTe MicIle 3 BUKOPUCTAHHS
CTODITENIIHTY. 3 POCTOM €TUYHOIO CIOKMBAHHS
BUHUKAaE MOTpeda y BHKOPUCTAHHI CTOPITENIHTY, JIe
Opena 300pakae ceOe BiNMOBiNaTbHUM, CIIPaBXK-
HiM Ta cranuM (responsible, real, and sustainable).
@DopMyBaHHS MO3UTUBHOIO Ta 370POBOTO (positive
and healthy) iMimKy € aOCONFOTHO HEOOXiMHUM IS
OpeHziB xapuiB Ta HamoiB. ['apHa icTopis — igeanb-
HU crioci6 e 3pooutw [8].

CrpuiHATTS TOTO YW 1HIIOrO OpeHIy CHOXKHBa-
YaM¥ MMPAKTHYHO LIJIKOM eMoItiitHe. OQHUM 13 JKepel
EMOIIIHOT peaxiIlii Ha OpeH 1 € HOro pO3MOBiAb — Bep-
OayibHA iCTOPIsI, KA MOBIAOMIIIE TIPO T€, «KUM» BiH
€. Y Takuil croci0 CTOPITENiHr MOPOIKY€E EMIIaTiIo,
HAaBITB KO HAETHCS PO TAKKA 3BUYAHHUI TOBAP, SIK
cyn: In 1987, on a cold Saturday afternoon, a young
man had been on a particularly treacherous sailing
trip. He returned home to his parents’ house freezing
cold, wet and hungry. As it was summer, his mother
had made him a salad <...> but he wanted something
warm_and tasty, he wanted soup! Why couldnt
you buy ready-made quality, homely soup in the
supermarkets? And then his idea was born <...> [16].

Cyn — He TIaMypHO, HE €K30TUYHO, HE 0COOIMBO
3aXOIUTIOI0YE, IPOTE HABEACHUH CTOPITETiHT OpeHay
New Covent Garden Soup Co € npukinagom Gpopmy-
BaHHS €MOIIIHHOI MPUXUIIbHICTh, EMOIIHHUX 3B’ 13-
KiB 3 Dkero. bpeny TpaHcioe inero, 1Mo icTH CBixkKUN
cyn Big The New Covent Garden Soup Co € noni6-
HUM JI0 TOTO, SIK MIiCJsI JOBTOTO, Ba)XKKOTO IHS BH
MOCTaBHIIM Iepel co00I0 TOMAIIHIH CyI, 3BapeHHH
13 M000B 10, HIOM MOBEPHYBIUUCH A0 OATHKIBCHKOTO
JIoMy. Ycs icTopis € 3BUYaifHOIO Ta MPaBAUBOIO TIPO
KOTOCh, XTO XOJIOJTHUH, MOKPHI 1 TOIOIHUH (a OTKe,
roctpo norpedye cymy!).

LinnicTs OpeHAy IS CIOKUBAYiB TICHO MOB’ 13aHa
3 EMOLIITHOIO B3a€MOIEI0, SIK Y CTOPITENiHIY OpeHIy
mwokonany Cadbury: We’ve been inventing, inspiring
and investing in a nation of chocolate lovers for nearly
200 years. Delve into the company’s fascinating
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history and you’ll find a wealth of interesting facts and
information on subjects including how the nation’s
favourite chocolate was born, the Cadbury family,
packaging, and so much more! [6]. Sk Oauumo,
[Ie HE TPOCTO IIOKOJIAJ, a 3aXOILUII0IYa icTopis 3
OararpMa wikaBuMH (akrtamu. CroxuBadi OpeHIY
Cadbury — uina Haris TOI[IHOBYBaYiB IIOKOJAIY.

Takok BiTOMHM TIPUKIIAIOM YCITIITHOTO €MOIIiii-
HOTO BIUTUBY CTOPITEJIHTY Ha HUJTBOBY ayAUTOPIIO €
Openn kaBu Starbucks, KWt 3a OPIBHIHO KOPOTKUH
4ac CTaB BiJJOMUM MiKHApoaHUM OpeHoM. EMorriiina
HEOOXiIHICTh «TpeTboro npocropy» (“‘third place”)
Y JKUTTI JIFOAEH — MicIg MK JIOMOM Ta poOOTOX0, Jie
MOYKHA ITOYYBaTUCS KOM(POPTHO Ta 3aXUIIEHO — JIOTIO-
MOTJIa TPUCKOPUTH MTOMYIIPHICTD Starbucks. Y cBOil
icTopii OpeHpa oO0ilse TomaBaTW KaBy KIEHTaM Y
COLIIaJIbHOMY CEpENOBUII, SKe Hajmae iM IMOYyTTS
MPUHANIXKHOCTI: In an increasingly fractured soci-
ety, our stores offer a_quiet moment to gather your
thoughts and center yourself. Starbucks people smile
at you, serve you quickly, don t harass you. A visit to
Starbucks can be a small escape during a day when
so many other things are beating you down. We've
become a breath of fresh air. From the beginning,
Starbucks set out to be a different kind of company.
One that not only celebrated coffee and the rich tradi-
tion, but that also brought a feeling of connection [18].

Cropiteninr — 1e iHkmo3is. CroxuBadi Biguy-
BalOTh MPUYETHICTh IO OCOONMBHX MOMIA Ta Iep-
COHaiii, HIONTO BOHM NOTOPKHYIUCS IO JICTCHIH:
Crafting something that endures for over 150 years
takes time and character. You'll find plenty of both
in the people and history that make Jack Daniel’s
[11]. 3aranom, ictopist OpeHay SBIsiE COOOO CyMilll
i3 peanbHHUX TOAIN, MO BimOyBanucs i3 OpeHIOM 3a
yac HOro iCHyBaHHS, 1 JIeTeHIU OpeHIy — BUTaJaHOi
icTopii, Buramanux (pakTiB, BUragaHUX oOpa3siB, SKi
HaJar0Th HOMY eMOIiIfHOTO 3a0apBICHHS.

Yce criokuBaHHs € KyasTypHuM. [Ipoaykru HaOy-
BaIOTh I[IHHOCTI Y€pe3 CBOKO POJIb Y )KHUTTI CIIOKHBA-
4iB. BiacHe OpeHp y CBOiif icTopii HaJae MPOLYKTY
KyJIBTYPHOTO 3HAYEHHS, OMOCEPEIKOBYE Ta CIPUSE
CIIOKMBAHHIO, J1€ K IMOCTIMHUI iajlor MK KOMIIa-
HIEIO Ta CIIOXKUBAUEM 1 CITYTYE st qUepeHIialiii Bi
KoHKypeHTiB [10, c. 31], sk, HapUKIax y CTOpiTe-
JHTY eKCKI03uBHOTO Openny Wolfgang Puck: Long
synonymous with culinary greatness and innovation,
Wolfgang Puck brings his ingenuity to the world of
specialty coffee with the highest quality, hand crafted
roasts and blends [22].

CrpaBkHs1 cuiia ycIinHoi ictopii OpeHay moms-
ra€ y muOuHi, TepeKOHINBOCTI i eHepriifHOCTI MOBi-
JIOMJICHHS, SIKC BOHA Tepe/iae BCIM I[LTbOBUM ayIuTO-
pisiM. IcTopis momomarae BCiM, XTO Ma€e CTCOYHOK JI0
OpeHy, TOBIPUTH Y Bi3il0 Ta Micit0 KoMmnaHii. Bax-
JIMBHM Y Cy4acHOMY PO3YMiHHI OpEHIHMHTY € Te, 110
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MPOAYKT ab0 MOCIyTa CTAIOTh OPEHIOM JIHIIE TOM,
KOJIM PO HUX MOYKHA PO3IOBICTH icTopiro. Takmm
cnocobom Openn Coca-Cola Bmano BHKOPHUCTOBYE
cBoro icropito: Dr._John Stith Pemberton, a local
pharmacist, produced the syrup for Coca-Cola, and
carried a jug of the new product down the street to
Jacobs’ Pharmacy, where it was sampled, pronounced
“excellent” and placed on sale for five cents a glass
as a soda fountain drink [19].

BapTo 3a3HaunTH, 110 OpPEHA-CTOPITETIHT HE €
pexinamoro. Icropiss OpeHmy MOKIMKaHA BILTUBATH
HIISIXOM 3pO3YMIJIOro 1 mpoctoro Hatsaky. O3Haliom-
JIEHHS 3 ICTOpi€I0 € ePEeKTUBHIIINM, Hi’)K BHBUYCHHS
MpaBWI Ta IHCTPYKIiH. EQEKTUBHICTD CTOPITEIIHTY
3yMOBJICHa THM, IIO BiH HE BUKJIMKA€E 3arlepeucHb
Ta MiJICBIOMOTO HENPUUHATTA iH(opManii: It all
began with the opening of David Spriinglis small
confectionery in_Zurich. The business grew quickly
thanks to Spriingli s entrepreneurial spirit and passion
for chocolate. Spriingli soon became a renown among
chocolate manufacturers. As the Home of Chocolate,
it is no surprise that it also has one of the world’s
largest chocolate fountains! [13].

Bpenn-cropiteninr — e eMoUiiHO HaBaHTaKeHI
PO3IOBII-MOHOJIOTH. 3HAYHWHA BIUITMB Ha KOMYHiKa-
THUBHY CTPYKTYpPY OTOBIJaHb 3/[IHCHIOIOTH NEHKTHYHI
€JIEMEHTH, 110 CTAHOBJIATH CYKYIHUH IEHKCUC — CBIT
MOBLISI, SIKH BU3HAYa€ XapakTep 3B’s3KIB Ta BiHO-
IICHh MK TMPSIMAM BHCIJIOBIIOBAaHHSM 1 MPOIECOM,
o oro mopomkye [3, c. 6]. Bukopucranas oco6o-
BHX Ta MIPUCBINHNX 3aiiMEHHUKIB /, my, we, our CTBO-
pIOE eMOITIHUH 3B’ 30K MiX aJPECaHTOM 1 ajapeca-
TOM OIOBINAHHS, SIK Yy CTOPITENiHTy OpeHIIB KaBH
Iron bean coffee: For us, Nori, symbolized so many
things <...> So many thoughts that were pervasive
in our lives...our minds and_our actions [10]; Fire
dept coffee: We guarantee quality, so every batch of
Fire Department Coffee is fresh roasted. You order.
We roast. We deliver. It's that simple [9].

Anpom posnosini craioTe npenukata (believe,
feel, love, offer, invest, welcome, work), mo cTaHOB-
TATH JTHIIO PO3MOBIAHUX il aapecanTa: Thinking
about what we love so much about coffee is that it
brings people together. We love our Country (the True
North Strong and Free) and we especially love our
family and friends (2); We believe people can make
a difference in the world by enjoying the things they
already love to do. Like drinking a cup of coffee
(URL: http://tinyfootprintcoffee.com/).

Y OpeHa-CTOpITENiHTy MiHOBOIO OCOOOI BHCTY-
nae cam Openna: Black Rifle Coffee Company is a
premium, small-batch, roast-to-order, veteran-owned
coffee company <...> Black Rifle Coffee Company
is quite literally the combination of my two favorite
passions. I take pride in the coffee we roast, the
veterans we employ, and the causes we support [3].
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SIK iHTIT iIHCTPYMEHTH, KpaCHBa iCTOPIsI i TO3HIIIOHY-
BaHHS JOIIOMOXYTb [IPOAATH HACIIPaB/li TapHHUA TOBap.
O0pa3 kpainy i HalliOHATBHUX XapakTepiB qoxae hapo
y 3arajpbHAN IMiDK OpeHmy 1 Hampapisie acomiarlii B
IeBHE pycio. SIKIIo0 MEHTaITeT, OB’ sI3aHui i3 Kpa-
{HOIO TIOXOIKEHHS MapKH, BIATIOBINAE iIEHTUYHOCTI
OpeHIy, TO BiH BUKJIMKAE TPaBUIIBHI acoriiamii, iMimK
OpeH Ty cTae OLTBII TOYHHM, ICKpaBUM 1 He3a0y THIM [ 5].

Po3misiHeMO BUKOpUCTaHHS CTOPITENIHIY Ha IpU-
Kknazi icropii Openny BuHa Pierre Sparr: In 1680
Jean Sparr founded the Sparr family winery in the
Alsace village of Sigolsheim. Over the next three
centuries, nine successive generations of the Sparr
family worked the land, maintaining and expanding
their estate. In 1785, their vineyard holdings were
greatly increased by Frangois Pierre Sparr.

For many years, the Pierre Sparr winery has
pursued a strict quality policy and studied various
factors that are related to the evolution, individuality
and maximum compatibility of each grape variety
and terroir. Pierre Sparr s philosophy of winemaking
is following the traditions and personal control of
family members at every stage of wine production —
from harvesting to vinification and bottling <...>[21].

3a3HaueHHs JaTW 3acHyBaHHA KOMIaHIii Jopae
Cepiio3HOCTI iMipKy. UnM paHinie BoHa Oyia 3acHO-
BaHa, TUM Kpame. s crnoxuBada Iie MepeayciM
YIEBHEHICTh Yy AKOCTI MPOAYKTY. JloTpuMaHHs Tpa-
I Ta miarpumka ¢inocodii OpeHIy € BaKIHBOIO
iH(opMarIliero I MUTBOBOI ayAWTOpii CIIOKUBAYiB,
OCKIJIBKH JIA€ BiTUYTTS IPUHAIEKHOCTI 10 OpEeHITY.

3BepHEMOCH JI0 THIIiB ONOBiJaHb Ta IXHBOT crIenu-
(hikn. TpagumiifHIM OMOBiIaHHSAM TIpUTaMaHHa XPO-
HOJIOTisl OJIi}i, ONTUC CTBOPEHHS OpeH/Ty, 3a3HaYeHHS
JIOKAIiil Ta HOro 3acHOBHUKIB: [t was back in the
1970's when Perry Taylor (the old man) was a young
Macair pilot sent on clandestine flights in Papua
New Guinea. He was carrying precious cargo — gold,
silver and Arabica coffee beans (URL: https://www.
clandestino.com.au/). Takuii TUn xapakTepHHH SK
IUIsl KITaCHYHUX OpeHiB, sIKi MaroTh Oarary ictopito,
TaK 1 JUIsi MOJIONUX OpEHIIB, SKi TaKHUM CIIOCOOOM
iHOPMYIOTH PO CBOE 3aCHYBAaHHS Ta PO3BUTOK.

CyuacHi omoBimaHHs e(eKTUBHI s Tepenadi
KOHLEMNUIi Ta i1ei KaMIaHii, BOHH € peleBaHTHUMH
mono icHyBaHHS OpeHpgy. Llel Tum Binmpi3HA€TbCA
JUHAMIYHICTIO Ta CIIPSIMOBAHICTIO Ha Mepegady KOH-
uenuii Ta BiaMiHHOCTI Openny Bif iHmux: 303 Coffee
Company is a locally owned coffee shop on County
Line Rd & Yosemite St in Centennial. We are near Park
Meadows mall, and adjacent from Jo Ann Fabrics.
All of our drinks are hand crafted by trained baristas.
We carry Coda Coffee, a locally owned roaster voted
macro-roaster of the year by Roast Magazine. We
carry a diverse selection of bulk beans, including
numerous single origin and blends in a variety of
roast styles. We have many fair-trade, organic, and
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farm-2-cup options to choose from [1]. Takuii Tun
OIIOBiJIaHb NPUTAMAHHHUN CyYaCHHM MOJIOJHM OpeH-
JlaM, [0 HAIllJICHI Ha 3aBOIOBAaHHS PUHKY.

XynoKHI ONOBITaHHS € KPEaTUBHUM THIIOM CTO-
piTelNiHTy, y SKHX iIeThbcs He MPO BIacHe OpeHn, a
PO TIEBHE CEPE/IOBHIILE, Y SKOMY Iieii OpeH[ € ene-
MeHTOM. Hampuxnan: Since coffee time is such an
enjovable break in the midst of our hectic day it soon
became a quest to find the “perfect cup”. While there's
never a shortage of coffee places, not all java brings
the magic. Rare is the coffee experience that’s truly to
die for. In the search for coffee nirvana, I thought it
would be easier to just make my own. While it turned
out not to be easier it sure as hell is a lot of fun. I found
a talented local roaster that believed in quality over
quantity and with a name that no one could forget —
Deadly Grounds Coffee was born [8].

OmnoBiaHHS-JIEreHM  CTBOPIOIOTH  armMocdepy
TAaEMHHUYOCTI, 5Ka, Oe33alepevyHo, MPHBEPTAE yBary,
aKTHBYE IIKABICTh Ta CHpPUSE BIi3HABAHOCTI OpEHIY.
[IpuknamoM Takoro CTOpITENiHTY € icTopisi OpeHmy
Blue Bottle Coffee. 1le onoBiganHs-JIereHa PO ITOXO0-
JDKCHHS 11i€1 KaBH, TEPOEM SIKOI € HaIll BIIOMHI 3eM-
11k — FOpiit Kynpunupkuii. ¥ ceprni 1686 p. y Binni Bin
BikpuB KaB’sipHIO «lIlim crHBOIO MUISAIIKOIOY». Anar-
TYBaBIIM TYpPEIbKY KaBy /IO €BPOIEHCHKOIO CMaKy
LIUSIXOM JOIaBaHHs MoJioka Ta 1ykpy, HO. Kynpuniis-
KWW CTBOPUB BiJIOMY CBHOTOJIHI «KaBy MO-BiIEHCHKI»:

The apocryphal tale goes like this. In the late 1600s,
the Turkish army swept across much of Eastern and
Central Europe, arriving at Vienna in 1683. Besieged
and desperate, the Viennese needed an emissary who
could cross Turkish lines to get a message to nearby
Polish troops. Franz George Kolshitsky. who spoke
Turkish and Arabic, took on the assignment disguised
in Turkish uniform <...>

<...> Using money bestowed on him by the mayor
of Vienna, Kolshitsky bought the coffee and opened
Central Europes first-ever coffee house, bringing
coffee to a grateful Vienna [4]. Tak, 3a JOIOMOT0I0
BioMoi mocrtari, cropiteminr Blue Bottle Coffee
MOEHYE ICTOPil0 Ta CydyacHicTh. Take OIMOBimaHHS
npoOyIKy€e eMIIaTiio, 3a1iKaBICHICTh Ta CIIOHYKAE J10
YXBaJICHHS KyHiBEJIbHHUX PillICHb.

Masno4ncenbHO0 TPYIOI0 CTOPITEINIHTY € Tepco-
Hi(hikoBaHi onoBinaHHs. 310100 11e OpeH M, YUl
Ha3BU MICTATh aHTPONOHIMH, K y Openai Kuma Cof-
fee: Kuma means bear in Japanese. The founder of the
company spent time in Japan before moving back to
the states and adopting a big shaggy dog that looked
like a bear, so they named it Kuma. Years later came
the coffee company and they named it after their dog.

Kuma Coffee started as a guy roasting coffee in
his garage in Seattle, Washington <...> That was in
2008. Kuma is still a small team roasting in Seattle,
but our singular focus on quality coffee has made our
brand known nationwide [12].
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Ha namy mymky, came Taki ONOBiJaHHS MarOTh
HaWOITbIe eMOliliHe 3aJy4YeHHS, OCKUTBKH B HHX
iIeTbCs PO peasbHy 0coducTicTh. OCOOIMBO IIiKa-
BHMHU € OTOBiNaHHS, Y SKHAX 1IEThCS TPO BimOMY
[IOCTaTh, SIK, HAMPUKIIA, CTOpiTeTiHr Opermy Marley
coffee: Bob Marley dreamt of one day putting his
passion of music into farming. Through his son Rohan
Marley, that dream was finally brought to life. When
asked “Why coffee?” Rohan Marley often speaks of
his family and his legacy. He comes from a family full
of passion for music and the earth [14].

OxpeMy rpymny CTaHOBISTH CIIEINialli30BaHi OIo-
BiJIaHHS, 10 OPIEHTOBaHI HA MEBHY TPYIy CHOXH-
BadiB CBO€i Kareropii mpoaykriB. Tak, Hampukiasm,
Openn kaBu Bulletproof mo3uiionye cede K TaKuu,
0 € KOPUCHUM sl 370poB’si: At Bulletproof, we
believe that the right nutrients can help you tap into
your potential and feel your best every day. We create
products that fuel your path to greatness [5]. bpenn
Mommee Coffee cTBepmKye€, 0 IXHS KaBa CTBOpPEHa
IUTS BariTHHUX XiHOK: Mommee Coffee is a boutique
coffee company specifically aimed at giving women
coffee drinking options during the early stages of
motherhood, and bevond [15]. Rockin’ & Roastin’
Coffee penpeseHTye cebe sIK OpeH]] Opi€eHTOBaHUI Ha
MIOI[IHOBYBadiB POKYy Ta KaBU: Aerosmith’s drummer
Joey Kramer, a coffee-lovin’ Rock 'n’ Roll Hall of
Famer, has pounded the skins since his early teens
fueled by love for music and spirited beans. He
founded Rockin’ & Roastin’ Coffee so he’d never have
to compromise his love for great coffee again [17].

BucHoBKkM H nepcneKTHBM NMOJAJBIINX PO3Bi-
OOK. Y MiICYMKy MOXKHA 3a3HaYUTH, M0 CTOPITEIiHT
€ MapKeTHHIOBUM NPUHAOMOM TPAHCIIOBAHHS CMHC-
JIB 32 JOMOMOTO PO3IIOBIJAHHS ICTOPIi — eMOIIHO
HaBaHTAXXEHUX PO3MOBiZeH-MOHOIOTIB. CTOPITEIiHT
MOKJIMKAaHUK 1H(QOPMYBaTH CHOXHBAYiB IPO IliH-
HOCTI OpeHay Ta, BUKJIMKAKOYU €MOILlii, JoImoMaratu
3 YXBaJICHHSAM KyIiBEIbHUX pilleHb. Y cTopirte-
JiHTY OpeHI NpeACTaBICHUH y KOHTEKCTi HapaTUBY,
a He y TpaauuiiiHid Toprosiil gopmi. IcHyroTh pi3HI
TUTIU OpEH/I-OTIOBiIaHb, SK-OT: TPAAUIIifHI, Cy4acHi,
XyJIOXHi, OIOBiIaHHS-IETeHN, IepCcOoHi(hiKOBaHi,
crerianizoBaHi onosiganHs. [lepcrekTuBorO mojab-
LIMX PO3BIAOK yBaXKa€MO 3IiHCHEHHS IparMacTuiic-
TUYHOTO aHaNi3y OpeHA-CTOPITEINiHTY.
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