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      , 

, Nike, Victoria’s Secret, McDonald's, Apple, Gillette, Tide, Tesla, Pringles, 

Coca Cola, NYX Cosmetics, Levis, Heinz, Calvin Klein, Converse, New Balance, 

Chevrolet, Duracell, KFC.  
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2.1.     

 

  «    » 

      .   

    2007   2016 .  

  ,   

      ,  

     ,  

      

,  ,   , 

  , ,   

 . 

     ,  

      

«    »,    

 Pringles (Pringles Commercial: "Can" | Pringles, 26.02.2010),  

 162 511   YouTube: Pringles tastes better. Pringles tastes 

better than the leading bag chip.     

 –     –   ё  

    :   

 good-better (comparative of good of a higher standard, or 

more suitable, pleasing, or effective than other things or people [Cambridge 

dictionary])     than (used to join two parts of 

a comparison [Cambridge dictionary]).  ,    

      the leading bag 

chip,         

,    ,     Pringles  

    ,       

.         

   .   
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    ,     

    – Pringles  Chips.   

    ,   .   

  Pringles,     ,   

,     : The Pringles tastes better. 

         

.  ,   «    

»        

.        ,  

 Pringles    ,   

    (Chips),     

   .  

       

  Heinz (Heinz commercial | Heinz, 30.08.2010).  

    The 57th Annual Heinz Ketchup 

Awards,    : For best winner in a supporting 

role, the ketchup goes to Frank! Awesome, thank you! I'd also like to thank my 

fellow nominees, not picking a blanket, knockwurst, bratwurst and of course, the 

crazy corndog. I will relish this moment forever! Can I be frank? Heinz, without 

you I'd be nothing. Heinz – always is a winner.   

       

   always (every time or all the time [Cambridge 

dictionary])       

 winner (someone who wins a game, competition, or election 

[Cambridge dictionary]).        

    . , 

      Heinz,   

     ,   

  -  .      

  ,   Heinz    
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 ,       .  

,        : Awesome, 

thank you!     awesome (causing 

feelings of great admiration or respect [Cambridge dictionary])    

  Heinz  ,  ,    

  .  

    Duracell (Duracell Bunny 

Commercial UK | Duracell, 14.12.2013),   392 152   

YouTube,      . You all know 

Duracell last longer than leading zinc batteries. But exactly how much longer? 

Not even 12 leading zinc batteries can outlast one new Duracell ultra power. 

That's one equals 12.  Duracell last longer, much longer.   

   than (used to join two parts of a comparison 

[Cambridge dictionary])   leading (very important or 

most important [Cambridge dictionary])     

 ,       

(longer than leading zinc batteries).  ,   

 not (used to give the next word or group of words a negative meaning 

[Cambridge dictionary])     even (used 

to emphasize a comparison [Cambridge dictionary])   

    Duracell   

.   much (a large amount or to 

a large degree [Cambridge dictionary])      

  long (continuing for a large amount of time [Cambridge 

dictionary])   ,       

.       

.  ,     ,   

   Duracell   .   

  ,    ,     

       ,      
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,      .  , 

     Duracell     

 ,            

 zinc.      Duracell 

    ,     

     .  

        

    KFC (KFC-So Good 2010 Commercial-Good 

Quality | KFC, 04.08.2010),   114 240   YouTube: So 

good is everywhere and while no one knows exactly where it started, for 70 years 

there's been only one way to describe the world's best chicken. So good.  

      

 good (very satisfactory, enjoyable, pleasant, or interesting 

[Cambridge dictionary]),      so 

(very, extremely, or to such a degree [Cambridge dictionary])   

 everywhere (to, at, or in all places or the whole of a place 

[Cambridge dictionary])     , 

  .   KFC     , 

, ,        

   .    

     :   

   , ,    

 ,    KFC.   

      , KFC 

  ,     ,  

    .  

      

  McDonald's    Nobody can do it like 

McDonald's can.   ,    
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nobody (not anyone [Cambridge dictionary])     

  to do something like somebody (similar to; in the 

same way or manner as [Cambridge dictionary]),   

  McDonald's      

     .  

      

  Calvin Klein (Calvin Klein commercial | Calvin Klein 

12.03.2011). ,    Calvin Klein did something that changed 

the world forever. We did the impossible    

,     forever (for all time [Cambridge 

dictionary])      impossible 

(something that cannot be expected to happen or exist [Cambridge dictionary]).  

       Calvin 

Klein   ,  ,  Calvin Klein  

 ,      , . .   - , 

  .  ,  Calvin Klein  

         

 .  

   Chevrolet (Chevy Television 

Commercial 2010 | Chevrolet, 09.06.2010),   2 257 , 

    : Everyone deserves a car 

they can count. A car that keeps going when others might quit. A car that stands 

strong when you need it most and expects to handle the unexpected. At Chevrolet 

we created a team of redex engineers who are obsessed with quality. Redex torture 

tests every car down to the smallest detail. We're pushing the limits every single 

day and for one reason our mission is to build the best cars and trucks in the 

world. And our hundred thousand mile five-year power train warranty guaranteed 

you get the quality you deserve. Because everyone deserves excellence.   

    good (very satisfactory, 

enjoyable, pleasant, or interesting [Cambridge dictionary])   
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   excellence (the quality of being excellent 

[Cambridge dictionary])     Chevrolet 

     ,   

        .  

 ,       

       

     2007  2016 .   

     ,     

.  ,   

 ,      

 ,     

   ,  , 

  ,   , 

,    .  

       

 ,    ,   

,       (  

   ).   ,   

     «   

 »,       

, ,   .  

 

2.2.     

 

       

      

«    ».      

    2007   2016 .  

  ,   

      ,  
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      , 

   ,      

 ,    . 

    ,    

  ,    

 Apple (Apple - iPhone 5s - Dreams | Apple, 02.08.2014),  

 47 781   YouTube: You’re more powerful than you think.  

      you (the person or 

people spoken to [Cambridge dictionary]),   

 powerful (having a lot of power to control people and events 

[Cambridge dictionary]),      think (to 

believe something or have an opinion or idea [Cambridge dictionary])  

         

,      ,   

 ,       (more powerful). 

    you     

 . Apple –  ,   

    ,      

,   .   «    

»       

  . ,     

   , ,    

,     Apple   

 . ,  ,   

 ,    Apple  

 ,    Apple   

    ,   ,   

  ,    

Apple  ,  ,   ,   

        , 
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.  , Apple   ,  

    ,     

     .    

,     Apple     

  .       

    ,      

 . 

   Nike (Nike: Find Your Greatness | Nike, 

18.08.2012),   8 514 268   YouTube,  

   : Greatness it's just something we 

made up. Somehow we've come to believe that greatness is a gift reserved for a 

chosen few. For prodigies, for superstars and the rest of us can only stand by 

watching. You can forget that. Greatness is not some rare DNA strand, it's not 

some precious thing, greatness is no more unique to us than breathing, we're all 

capable of it. All  of us. Some people are told they were born with greatness. Some 

people tell themselves if greatness doesn't come knocking at your door, maybe you 

should go knock on its door. Sometimes greatness is about overcoming, 

insurmountable adversity, sometimes it's just fun. Greatness isn't always measured 

in tenths of a point, it's a bit bigger than that. Sometimes greatness is something 

you plan, but most of the time it's just something you try. It's easy to think 

greatness is only something you see on TV, unless, of course, greatness is 

watching TV. Greatness is a scary thing, until it isn't. If we think greatness is 

supposed to look a certain way, act a certain way and play a certain way, we 

certainly need to rethink some things. Is it speed or endurance? Does it happen in 

two hours, or four, or six? Is it finishing strong or barely finishing? Yes. Is 

greatness worth fighting for? What do you think? If we face our fears, it means 

we're pointed in the right direction. Even if that direction is upside down. It's not 

the biggest stadium in the world, not the biggest players either, but the pursuit of 

greatness is kind of big enough, isn't it? You don't need an official court, an 
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official net or official uniforms to be officially great. Greatness speaks for itself. 

Once it learns to talk. Greatness needs a lot of things, but it doesn't need an 

audience. Greatness is not born, it's made. If you'd like to tell the guy with the 

sword he's not great because he's not famous. Be my guest. There are no grand 

celebrations here, no speeches, no bright lights, but there are great athletes. 

Somehow we've come to believe that greatness is reserved for the chosen few. The 

truth is greatness is for all of us. This is not about lowering expectations. It's about 

raising them for every last one of us because greatness is not in one special place 

and it is not in one special person. Greatness is wherever somebody is trying to 

find it.   ,      

     ,     

       . ,  

    you,    

   .  

 all (every one (of), or the complete amount or number (of), or the 

whole (of) [Cambridge dictionary]),     all 

of us,         

 we (we're all capable)    ,   

  . ,     

 (believe, forget, go, plan, see, need, face, point, be),   

 ё         

ё  .       

   ,   

  greatness (importance and fame, power, or success 

[Cambridge dictionary]),    ,   

     Nike.   , 

  ,       greatness. 

 ,       

 .      
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,       ё  . 

        

. ,      , , 

 ,  .     

  . ,    

      ,     

 .      ,   

    . ,    

,     ,    

    ,   .   

    .      

     Nike  

   ,    .    

 ,     ,    

    ,     

 . 

       

  Levi's (Levi's: Go Forth (U.S. version) | Levi’s, 

08.09.2011)  109 845  . Your life is your life. Don't 

let it be clubbed into dank submission, beyond the watch. There are ways out. 

There is light somewhere. It may not be much light, but it beats the darkness. 

Beyond the watch. The Gods will offer you chances, take them. Take your chances. 

You can't beat death, but you can beat death in life, sometimes. The more often 

you learn to do it, the more light there will be. Your life is your life. Know it while 

you have it. You’re marvelous. The Gods wait to delight in you. Go forth.  

    ё     

 ,     ,  

       ,    

 .      

  go (to move or travel somewhere in order to do 
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something [Cambridge dictionary]), take (to accept or have [Cambridge 

dictionary]), can (to be able to [Cambridge dictionary]), beat (to defeat or do 

better than [Cambridge dictionary]), learn (to get knowledge or skill in a new 

subject or activity [Cambridge dictionary]),    know (to have 

information in your mind [Cambridge dictionary])  have (to own [Cambridge 

dictionary])     ,    

     ё   .  

        

ё  ,   . Levi's  

  , ,       

 .  ,      

     (   ) 

   .     

  you    your   

       

,       

.    «  »   

  .  ,   

     ,   

      Levi's   

    .     

  ,       , , 

  ,    Levi’s:   

 , ,      

 Levi’s.         

 ,       

. 
        

    Converse (Converse advertisement | Converse, 

18.12.2007),   14 357   YouTube: Take a walk on the 
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graphic side. Illustrate your point. Through spirals and swirls. Wear YOUR art on 

your SNEAKS.       

take (to go to a social event with someone [Cambridge dictionary]), illustrate 

(to draw pictures for a book, magazine, etc. [Cambridge dictionary]), wear (to 

have clothing, jewellery, etc. on your body [Cambridge dictionary])  

,    ,  Converse –  ,   

,  ,        

     .     

  (take, illustrate, wear)    

  ,      . 

  your     

     .  ,  

  ,     

  . Converse    , 

      ,     

,      . 

 ,       

      

    2007  2016 .    

    ,     . 

 ,    

,       

,    ,    

   ,    . 

       

   , ,   , 

          

  ,   -    

 .  
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2.3.      

 

  «     »   

         2007  

 2016 .  

  ,   

      ,  

      , 

  , , , , 

, , ,    . 

  ,    

  «     »,   

  Victoria’s Secret (Victoria’s Secret | Holiday Commercial 

2014-What Angels Want, 10.12.2014)  1 673 898   Youtube: This 

holiday makes sure your angel gets everything she deserves. All the love. All the 

beauty. All the joy. All the smiles. All the days. All the nights. All she wants. All she 

needs. All for her, especially all the gifts. All I want for Christmas is you.   

    ё    

   ,     

 , angel (someone who is very good, helpful, 

or kind OR a spiritual being in some religions who is believed to be 

a messenger of God, usually represented as having a human form with wings 

[Cambridge dictionary]).    ,  

  ,       

,      , .  

  angel,      

      ,     

     ,    

( )  ,      , 

   . Victoria’s Secret   ,   
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   ,    , 

  ,       , 

   .     

 (angel)  ё     

.        

   .   

    ,      

 Victoria’s Secret  .     

   ,          

        Victoria’s Secret. 

 ,  ,    Victoria’s 

Secret,      ,   

,     .   Victoria’s Secret 

  ,      ,  

     ,    

    ,      

,       .   

       ,    

     . 

          

   NYX Professional Makeup (NYX Cosmetics 

– Be You | NYX Cosmetics, 26.07.2013),   68 872   

YouTube: Be fierce. Be fabulous. Be bold. Be glamorous. Be daring. Be you. 

        

  .         

  . , ,    

  (fierce (strong and powerful [Cambridge dictionary]), 

fabulous (very good; excellent [Cambridge dictionary]), bold (not frightened of 

danger [Cambridge dictionary]), glamorous (attractive in an exciting and special 

way [Cambridge dictionary]), daring (brave and taking risks [Cambridge 
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dictionary]))     . 

NYX Professional Makeup     ,   

      ( , , 

, , ),     

.       

          

 .  ,     you 

      ,  

 ,      

   .   NYX 

Professional Makeup          , 

         ,  

    ,        

 . ,     –   ,  

    - . 

 ,        

      

    2007  2016 .  , 

   ,  

      , 

       

,   .    

    ,    

, ,   . . .  
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   2 

 

      

,  Nike, Victoria’s Secret, McDonald's, Apple, Gillette, Tide, Tesla, 

Pringles, Coca Cola, NYX Cosmetics, Levis, Heinz, Calvin Klein, Converse, New 

Balance, Chevrolet, Duracell, KFC  .    

  ,     

       2007 .  2016 .:  

-    ;  

-    ; 

-     .  

  «    » 

   ,    

   ,    

    ,  

,   ,   

, ,    . 

       

  .      

    ,   

 ,   ,     

  (     ).  

 ,      

  «    »,  

     , , 

  . 

  «    » 

       

      , 

   ,     
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  ,    .  

        

    .   

        

, ,   ,    

         

,   -     . 

  «     »  

  ,      

  ,   , 

, , , , , ,   

 .       

 .      

  ,    , , 

  . . .  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



51 
 

 3.   , 

    
     2018 .   

 

 

3.1.     

 

        

     «   

 ».        2018 

   .  

  ,   

      ,  

     ,   , 

,    . 

       

 Victoria’s Secret: #I’mnoangel, #EmpowerALLBodies, the perfect 

“body”, I love my body, a body for everybody (2020 .)    ё  

    .  everybody, my  

all       Victoria’s 

Secret,       ,  

  .   “body” (the main part of a 

person's or animal's body, without the head, or without the head, arms, and legs 

[Cambridge dictionary])   ,  ,  

      ,  

         

.   ,     

,          

, . .   Victoria’s Secret ,   

    ,    



52 
 

. Victoria’s Secret    ,     

,        ,   , 

         

 .      

  . ,     #I’mnoangel  

#EmpowerALLBodies    .  

       

      ,    

    .   ,  Victoria’s Secret 

  ,     ,  

     ,    

        

  . 

     ,  

      

«    »,    

 NYX Cosmetics (PRIDE 2020 | NYX COSMETICS | NYX Cosmetics, 

30.05.2020): Proud allies for all . Proud artistry for all . We believe in equality for 

all.      ё   

   .   all  

 ,     . 

    equality (the situation when everyone 

is equal and has the same opportunities, rights, etc [Cambridge dictionary]) 

     .  , NYX 

Cosmetics ,        

       ,    

,   ,    .  

,       

  .       

. ,       
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,   ,    

.          

   .  ,     

 ,    ,   

      NYX Cosmetics.    

   NYX Cosmetics.    

     ,  -    

.       , 

       

    ,   ё  

  .  ,    

         

   . 

   Calvin Klein (Justin Bieber, Maluma, 

Lil Nas X, Kendall Jenner, Sza and more | CALVIN KLEIN | Calvin Klein, 

27.02.2020),   722 227   YouTube,  

   : You know you love me. I do what 

I want. I'd rather be dreaming. Deal with it. It's Maluma, baby. Deal with it. My 

name is SZA. Everything I love, I overdo. Deal with it. My name is Lil Nas X. I 

don't know what the hell is going on. Deal with it. Hunter. My name is 

Hunter. Who does this kid think he is? What is sexy, man? Confidence is sexy to 

me. I'm so weird. I'm so fuckin' weird. Are we gonna do this thing or what? I am 

who I am. I like what I like. I love who I love. I do what I want. Deal with it. 

 ,       ё  

    . ,   

  I   -    

  ,      

    ,   

    .       

  (like (to enjoy something or feel that someone or something 
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is pleasant [Cambridge dictionary]), love (to like someone very much and 

have romantic or sexual feelings for them [Cambridge dictionary]), want 

(to hope to have or do something, or to wish for something [Cambridge 

dictionary]))  . Calvin Klein   ,   

      ,    

        

   .    

      . ,  

       

, , , ,    

. -    , -  , -  ,  

    –  Calvin Klein,   .  

       , 

    ,       

 .    ,    .   

Calvin Klein    . 

 ,       

      

    2018   .   

     ,     

.  ,   

 ,       

,   , ,    

.       

    , , , 

, ,  ,   

   .  
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3.2.     

 

       

     «  

  ».       

 :  2007   2016    2018    .  

  ,   

      ,  

   ,     

 ,  .  

,   Heinz    

        

 .   «Draw Ketchup» (Heinz Draw Ketchup | 

Heinz, 21.01.2021),   39 845   YouTube,  

: We anonymously asked people all over the world to “draw ketchup”. 

The result? They all drew Heinz. Draw ketchup. Get Heinz. It's like the only 

ketchup that I know.       

     ё     

 .   all (every one (of), or 

the complete amount or number (of), or the whole (of) [Cambridge dictionary])  

     ,    

  Heinz,     

,       all over the world,  

      Heinz, 

   .    ,  

     ,      

    .    

 only (used to show that there is a single one or very few of 

something, or that there are no others [Cambridge dictionary])   

  Heinz      
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 ,    ,  Heinz –   

 ,          

.       

  . ,     

    , , ,  

   .   ,   

,    ,     

 .  ,     Heinz.  

      Heinz  

 ,       ,  

         

 Heinz.  ,     

        

 .  

    Apple «Meet iPhone 12» (Meet 

iPhone 12 | Apple, 10.11.2020),   30 393 194   

YouTube,       

.       : The 

fastest smartphone chip ever. The world’s smallest 5G Phone.  

  fast   ,   

  (moving or happening quickly [Cambridge dictionary])  

small (little in size or amount when compared with what is typical or average 

[Cambridge dictionary]),    

,   ,   ,    

   ,    ,   

   ,       

Apple     .  ,  

        

       . 

   ever (at any time [Cambridge dictionary]) 
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  .    

   Apple      

    ,    

  .      

    ,  Apple   

   ,     

  .  

 ,       

      

    2018   .  , 

   ,  

   ,     

 ,  .  

      , 

     ,   , 

   ,    

. 

 

3.3.   

 

       

  ,     2018   

 ,    «  ».  

  ,   

      ,  

    ,    

 1 . . . 

      

   Nike (You Can't Stop Us | Nike, 30.7.2020), 
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  59 626 293   YouTube: We’re never alone and that is 

our strength. Because when we’re doubted, we’ll play as one. When we’re held 

back, we’ll go farther and harder. If we’re not taken seriously, we’ll prove that 

wrong. And if we don’t fit the sport, we’ll change the sport. We know things won't 

always go our way. But whatever it is, we'll find a way. And when things aren’t 

fair, we’ll come together for change. We have a responsibility to make this world a 

better place. And no matter how bad it gets, we will always come back stronger. 

Because nothing can stop what we can do together.    

        

 we,   our   together, 

    ,  (with each 

other [Cambridge dictionary]).      

       . 

    ,    , 

     . , 

   1    we  

  our    , 

- .      

,        .  

 Nike ,   –    ,  

  .  ,  together    

 , ,     . 

       ,   

.         .  

   Nike    

 . ,  ,  ,  

 ,      ,   

  . ,      

    ,    
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  ,       

    ,      

      .     

     ,    -  

.         

 Nike.       

  Nike    ,    

     ,    

. , ,      

     ,   Nike 

   ,   .   

     . Nike   

,      ,    

   ,     ,   

   .  ,   

         

 .  

       

  Coca cola (Together like never before | Coca-cola, 

03.12.2020),   230 681   Youtube: This Christmas, the 

best gift is to be together. Together like never before.   

   ,     ,   

   together (with each other [Cambridge dictionary]). 

      , 

    .    

         

   . ,   

     ,   -  

  ,     ,    

,    Santa Claus. North Pole. Earth.    
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    Coca Cola    , 

   .       

   ,      Closed 

for Christmas.           

 Coca Cola,    ,   

 .     ,   

ё     ,      . 

       Dear Santa, please bring 

daddy home for Christmas.       

 , ,   ,    .  

    ,    

.    ,    

    .    

      Coca Cola 

  ,       

       .  , 

Coca Cola    ,  ,    

     ,   

  Coca Cola,       . 

 ,      

         

2018    .  ,  

  ,      

  together,     1 . . . 

       

,        , 

      .  
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3.4.  

 

  « »     

   ,     2018 

   .  

  ,   

      ,  

    ,  

 , , ,    

      ,  

         

 one. 

  ,   

 ,     Levi’s 

(Buy Better. Wear Longer | Levi's® | Levi’s 19.04.2021)  9 841 316 

. Global clothing consumption has doubled in the last 15 years. We 

can change that. When we make better, we can buy better. And when we buy 

better, we can wear longer. We wear longer, we can buy less. When we buy less, 

we can waste less. And when we waste less, we can change for good.  

    ё     

 .  consumption    

,   (the amount used or eaten [Cambridge 

dictionary]),     global clothing 

consumption    ,     

 –     , 

     .  

   good (very satisfactory, enjoyable, 

pleasant, or interesting [Cambridge dictionary]),     

    long (continuing for a large amount of time 

[Cambridge dictionary]), little (small in size or amount [Cambridge dictionary]) 
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    ,   

   ,    

 .       

 (change (to make or become different [Cambridge dictionary]), make (to 

produce something, often using a particular substance or material [Cambridge 

dictionary]), buy (to get something by paying money for it [Cambridge dictionary]), 

wear (to have clothing, jewellery, etc. on your body [Cambridge dictionary]), waste 

(to use too much of something or use something badly when there is a limited 

amount of it [Cambridge dictionary])  .),    

     (better, longer, less), 

       ,  

        . 

        

   . ,   

   ,    

  Levi’s.   ,    

   .      

  ,   We can change that,     

      Levi’s.     

    ,      , 

ё   ,  ,    

,     ,      -

 ,   . ,     

     Levi’s,      

 .        

         

,         

  . Levi’s       

    .     

,          
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Levi’s,       . Levi’s  

    ,     

  ,     ,    

  ,   . 

     

   Tide (#Tide Cold Callers | Ice-T, Steve Austin, 

Vanilla Ice, Annie Murphy, Mark Messier | Tide, 29.03.2021),   163 

147   YouTube: Ice-T, Steve Cold calling on everyone to turn to 

cold washing with Tide. Hello, my name is Ice-T. Can you spare a few seconds to 

learn about cold water washings with Tide? Hi, my name is Steve. Did you know 

washing in cold can save you a hundred dollars a year on your energy bill? Why 

wouldn't you turn to cold? It helps the environment! What? Because Steve Cold 

said so. Plus Tide cleans great and cold. Hello this is Vanilla. Vanilla Ice? Ice Ice, 

baby. I'm busy. Stop. Collaborate and listen. All right, I'm listening. We're on a 

mission to get everyone to turn to cold washing with Tide. Tide cleans better in 

cold than the bargain brand in hot. And saves you a hundred dollars a year on 

your energy bill. If hot's a problem yo I'll solve it. Word to your mother. Word to 

your mother. You know his mother? Mr T is here. Mr T? Yeah, what y'all want? 

Will you turn to cold washing with Tide? With your jibber-jabber? Tide cleans 

better in cold than the bargain brand in hot. So Mr T can wash his hands teasing 

cold? You can save up to 100 bucks on your energy bill. Mr T will turn to cold and 

so will this fool. I turned to cold. You know technically you're Mr T. Technically 

Steve. This is Annie. Annie Murphy. We're calling to get you to turn to cold 

washing with Tide. Unsubscribe. Wait wait wait, this helps the environment. And 

saves your money. Oh, the environment! Yeah yeah yeah. With the trees and the... 

and the shrubs. How much money? 100 a year on your energy bill. It's like getting 

paid for doing nothing. I will take that money for the environment. Hello. Hello 

Mark Messier. It's Messier. Mark Messier. MESS- I-ER. Calling to get you to turn 

to cold washing with Tide. Hey guys I've been doing it for years. Really? Saves me 

a hundred dollars a year on my energy bill, plus Tide cleans great in cold. Tell me 
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more. Washing in cold helps the environment. Hey how would you like a job at a 

call center, my man? Absolutely not.    

        .  

       

    ,     

 - ,      

 Tide.    environment   

 ,    (the air, water, 

and land in or on which people, animals, and plants live [Cambridge dictionary]), 

       , 

  .      -  

   (help (to make it possible or easier for someone to do 

something, by doing part of the work yourself or by providing advice, money, 

support, etc. [Cambridge dictionary], save (to stop someone or something from 

being killed, injured, or destroyed [Cambridge dictionary])) -  

   ,      

.        

  help the environment,    

         

 .  ,     

    save your money,  

  ,  Tide    ,   

 .      

Tide   ,      

. 

      

   Tesla: Driving for the future. One for all. Luxury 

shouldn’t cost the environment. Drive one, you will never look back.  

        

. ,   ,   
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environment    ,  

  (the air, water, and land in or on which people, animals, and 

plants live [Cambridge dictionary])  future    , 

  (a period of time that is to come [Cambridge 

dictionary])    ,     

    .  , 

 environment    luxury shouldn’t cost 

the environment    Tesla  . 

 ,    ,      

, ,   ,   .    

,      

.  ,   one (a single thing 

[Cambridge dictionary])       

   Tesla,    

     ,   

    .    

 , Tesla   ,    

   . 

 ,     

         

2018    .     

 .     

      

,    , , 

,       

   ,      

      one.  

       .  
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   3 

 

      

,  Nike, Victoria’s Secret, McDonald's, Apple, Gillette, Tide, Tesla, 

Pringles, Coca Cola, NYX Cosmetics, Levis, Heinz, Calvin Klein, Converse, New 

Balance, Chevrolet, Duracell, KFC  .    

  ,    

      2018 .   :  

-    ;  

-    ; 

-  ; 

- .  

  «    » 

   ,     

  ,   , ,   

 .    

        . 

       

   , , , , 

,  ,     

 . 

  «    » 

   ,    

 ,      

,  .    

      .  

      , 

     ,   , 

   ,    

. 
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  «  »    

        

 together,     1 . . ..  

        

  .     

   ,      

  ,      

 . 

  « »   

 ,      

,   , , , 

        

 ,        

    one.    

  ,      

.       

  .  
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     , 

       

    .   

      

       

 (   )  .    

    « »,     

,         

  . 

       

  ,     2007 .  

 .      

 ,        

,         

,    . 

      

   ,   Nike, Victoria’s 

Secret, McDonald's, Apple, Gillette, Tide, Tesla, Pringles, Coca Cola, NYX 

Cosmetics, Levis, Heinz, Calvin Klein, Converse, New Balance, Chevrolet, 

Duracell, KFC.     ,  

    ,    

     

.  

        

     :  

2007 .  2016 .   2018 .   .  

  ,    

     2007 .  2016 ., : 
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-    ;  

-    ; 

-     . 

      

 ,      

  ,   , 

, , , , , , 

       

,       ,  

      

,  ,   , 

  , , , , 

   .   

        

  ,     

     .  

       

  , ,   ,  

    . 

  ,      

2018 .   ,     

   .  : 

-    ;  

-    ; 

-  ; 

- . 

      

 ,     ,   

,   , , 

,       
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   ,    , 

   , ,    , 

  ,     

 , , ,   

 ,     one. 

        

 .    

     ,      

   2018 .      

   , ,   , 

     . 

  ,     

      

  «    ».   

    :  2007   2016    2018  

  .  

       

          

 .    

 ,     

.       

        

    ,   

    . 
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