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Abstract: This paper explores the principles and criteria for selecting phrases related to

milk products and their typology. The study aims to categorize and analyze phrases used in the
context of milk products to better understand their usage, meanings, and variations in different
contexts. By employing linguistic analysis and typological classification, the research identifies
key criteria for phrase selection, including semantic relevance, frequency of use, and contextual
appropriateness. The findings provide insights into the linguistic structures and patterns prevalent
in discussions about milk products, which can be useful for marketing, education, and
communication strategies in the dairy industry.
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INPUHOUIIBI 1 KPUTEPUU OTBOPA ®PA3, CBA3AHHbLIX C MOJIOYHBIMH
MPOJAYKTAMMU U UX TUTIOJIOT UEM.

AHHoTanusi: B gaHHON craTtbe WuCCIEAylOTCS MNPUHLMIBI M KpUTEpUH OTOOpa
CJIOBOCOYETAHMM, CBSI3aHHBIX C MOJIOYHBIMU MTPOIYKTaMHU, U UX TUmosorus. Llensio uccnenoBanus
ABIIIETCS KJacCU(UKaLKg U aHaiau3 (ppas, UCIOJIb3YEMBIX B KOHTEKCTE MOJOYHBIX IPOAYKTOB,
4TOOBI JIy4llle MOHATh MX HCIOJb30BAaHUE, 3HAUEHUS M BapuallMM B Pa3IUYHBIX KOHTEKCTaX.
Hcnonb3ys JNMHIBUCTUYECKMH aHAIW3 W THUIIOJIOTMYECKYIO KiIacCU(UKAILUIO, MCCIeJOBaHUE
onpeneNnseT KIOYeBble KpUTEpUHM BbIOOpa (pa3, BKIIOUYAs CEMAHTUYECKYIO PEEeBAaHTHOCTb,
4aCcTOTY MCIOJIb30BAaHUSA U KOHTEKCTYaJIbHYIO aJIEKBATHOCTh. Pe3ysIbTaThl Nal0T PEACTABIECHUE O
A3BIKOBBIX CTPYKTYpPaxX M MOJEISAX, Mpeo0IaalouX B TUCKYCCHSIX O MOJIOYHBIX MPOAYKTaX, YTO
MOJKET OBITh MMOJIE3HO JJI1 MApPKETUHIOBBIX, 00pa30BaTEIbHBIX U KOMMYHUKALIMOHHBIX CTpaTEeTuil
B MOJIOYHOI MPOMBIIUIEHHOCTH.

KuroueBble cjioBa: MOJIOUHBIE MPOAYKTHI, TO100p (pa3, TUMOJIOTHS, JIUHIBUCTUUECKHUMA
aHaJIN3, CEMaHTUYecKas PpeJeBaHTHOCTb, 4YacTOTa  YNOTpeOJieHus, KOHTEKCTyajbHas
aJIeKBaTHOCTb, MOJIOUHAs OTPacilb, KOMMYHUKATUBHbBIE CTPATETUH, MAPKETHUHT .

INTRODUCTION

The study of lexical items associated with dairy products is an important area of research
in linguistics and marketing. Dairy products occupy a significant place in everyday life and culture,
which is reflected in the variety of phrases and expressions used to describe and promote them.
Understanding the principles and criteria for selecting such phrases allows not only a deeper study
of language processes, but also the development of effective communication and marketing
strategies in the dairy industry.

This paper discusses the basic principles and criteria for selecting phrases related to dairy
products, as well as their typology. The study includes analysis of linguistic structures, semantic
relevance, frequency of use and contextual relevance of phrases. The main goal is to create a
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typological classification of phrases that will help identify key linguistic patterns and patterns in
the context of dairy products.

This study is based on methods of linguistic analysis and typological classification, which
allows us to systematize and structure phrases related to dairy products. This, in turn, can benefit
marketing, education and communications professionals by providing tools to more effectively
engage with consumers.

Thus, this work aims to expand the understanding of linguistic features and communication
strategies associated with dairy products, thereby contributing to the development of theoretical
and practical aspects in the field.

MATERIALS AND METHODS

Materials:

1. Corpus of Texts: A comprehensive corpus of texts was compiled from various sources
including advertisements, product labels, culinary books, and online forums. This corpus includes:

Advertisements: Print and digital ads from dairy companies.

Product Labels: Descriptions and ingredient lists from dairy product packaging.

Culinary Books: Recipes and descriptions from cookbooks focusing on dairy products.

Online Forums: Discussions and reviews from food and nutrition websites.

2. Linguistic Databases: Databases such as WordNet and other lexical resources were used
to analyze the semantic relationships between words and phrases related to dairy products.

3. Survey Data: Surveys were conducted with consumers and experts in the dairy industry
to gather data on the most commonly used and understood expressions related to dairy products.

Methods:

1. Linguistic Analysis:

Semantic Analysis: Each phrase related to dairy products was analyzed for its meaning
and semantic relevance. Tools such as semantic field analysis were used to categorize phrases
based on their meanings and contexts.

Frequency Analysis: The frequency of each phrase's occurrence in the corpus was
calculated using computational tools to identify the most commonly used expressions.

2. Contextual Analysis:

Content Analysis: The context in which each phrase is used was examined to determine
its appropriateness and relevance. This involved analyzing the surrounding text to understand the
typical usage scenarios.

Discourse Analysis: This method was employed to study how expressions related to dairy
products are used in different types of discourse, such as marketing, culinary contexts, and
everyday conversations.

3. Typological Classification:

Categorization: Phrases were categorized into different types based on their function and
usage, such as descriptive phrases, promotional phrases, and culinary phrases.

Typology Development: A typological framework was developed to classify and organize
the expressions systematically. This involved creating categories and subcategories that reflect the
different ways in which dairy-related expressions are used.

4, Survey Analysis:

Data Collection: Surveys collected data on the familiarity, usage frequency, and perceived
effectiveness of various dairy-related expressions.

Research Focus International Scientific Journal, Uzbekistan 77 https://refocus.uz/



RESEARCH FOCUS | VOLUME 3 |ISSUE 5 | 2024
ISSN: 2181-3833 ResearchBip (7.8) | Google Scholar | SJIF (6.577) | UIF (8.3)

Statistical Analysis: The survey data were analyzed using statistical methods to identify
patterns and correlations between different expressions and their perceived effectiveness.

5. Validation:

Expert Review: The developed typology and criteria for phrase selection were reviewed
by experts in linguistics and marketing to ensure validity and reliability.

Pilot Testing: A pilot study was conducted to test the practicality and applicability of the
typological framework in real-world settings.

By combining these materials and methods, the study aimed to develop a robust and
comprehensive understanding of the principles and criteria for selecting expressions related to
dairy products, as well as their typology. This approach ensures that the findings are both
theoretically sound and practically relevant for applications in marketing, education, and
communication strategies in the dairy industry.

RESULTS AND DISCUSSION

Results:

1. Semantic Analysis:

o The semantic analysis revealed a wide range of expressions related to dairy products,
including descriptive terms (e.g., creamy, rich, tangy), promotional phrases (e.g., "award-winning
cheese," "farm-fresh milk"), and culinary descriptors (e.g., "whipped cream," "aged cheddar").

o Common themes emerged, such as freshness, quality, and taste, which were frequently
emphasized in expressions related to dairy products.

2. Frequency Analysis:

o Frequency analysis identified the most commonly used expressions in various contexts.
For example, terms like "low-fat," "organic," and "artisanal" were frequently found in promotional
materials, while culinary terms like "double cream" and "créme fraiche" were common in recipes
and culinary discussions.

3. Contextual Analysis:

o Contextual analysis revealed the diverse contexts in which expressions related to dairy
products are used, ranging from marketing materials and product labels to culinary discussions
and consumer reviews.

o Different expressions were found to be more effective in different contexts, highlighting
the importance of contextual appropriateness in phrase selection.

4. Typological Classification:

o Based on the analysis, expressions related to dairy products were classified into several
typological categories, including:

= Descriptive Phrases: Terms used to describe the characteristics of dairy products (e.g.,
creamy, tangy).

= Promotional Phrases: Expressions aimed at promoting the quality or uniqueness of dairy
products (e.g., "award-winning cheese," "locally sourced milk").

* Culinary Terms: Phrases commonly used in culinary contexts to refer to specific dairy
ingredients or preparations (e.g., "whipped cream," "gruyere cheese").

Discussion:

1. Effectiveness of Expressions:

o The study found that certain expressions, such as those emphasizing freshness or
quality, were more effective in attracting consumers' attention and influencing their perceptions of
dairy products.

Research Focus International Scientific Journal, Uzbekistan 78 https://refocus.uz/



RESEARCH FOCUS | VOLUME 3 |ISSUE 5 | 2024
ISSN: 2181-3833 ResearchBip (7.8) | Google Scholar | SJIF (6.577) | UIF (8.3)

o Expressions that evoke sensory experiences, such as taste and texture, were also found
to be particularly effective in culinary contexts.

2. Contextual Appropriateness:

o The results underscored the importance of contextual appropriateness in selecting
expressions related to dairy products. While promotional phrases may be effective in marketing
materials, they may not always be suitable for culinary discussions or consumer reviews.

3. Consumer Perception:

o The findings suggest that consumers are sensitive to the language used to describe dairy
products and that certain expressions may have a greater impact on their perceptions and
purchasing decisions.

o Understanding consumers' preferences and perceptions can help marketers and
communicators tailor their messaging to better resonate with their target audience.

4. Implications for Marketing and Communication:

o The typological classification of expressions related to dairy products provides valuable
insights for marketing and communication strategies in the dairy industry.

o By selecting and using expressions strategically, dairy companies can effectively
communicate the quality, freshness, and uniqueness of their products to consumers.

In conclusion, the study highlights the importance of carefully selecting expressions related
to dairy products based on their semantic relevance, frequency of use, and contextual
appropriateness. By understanding the principles and criteria for phrase selection, marketers and
communicators can develop more effective strategies for promoting dairy products and engaging
with consumers.

CONCLUSIONS

The study of principles and criteria for selecting expressions related to dairy products and
their typology provides valuable insights into the language used to describe and promote dairy
products. Based on the results and discussions presented, several key conclusions can be drawn:

1. Semantic Diversity: The analysis revealed a wide range of expressions used in relation
to dairy products, encompassing descriptive terms, promotional phrases, and culinary descriptors.
This semantic diversity reflects the multifaceted nature of dairy products and the various contexts
in which they are discussed and marketed.

2. Contextual Appropriateness: The effectiveness of expressions related to dairy
products is closely tied to their contextual appropriateness. Different expressions may be more
suitable for different contexts, such as marketing materials, culinary discussions, or consumer
reviews. Marketers and communicators should carefully consider the context in which expressions
are used to ensure they resonate with their target audience.

3. Consumer Perception: The language used to describe dairy products can significantly
impact consumers' perceptions and purchasing decisions. Expressions that emphasize freshness,
quality, and sensory experiences are particularly effective in influencing consumer perceptions.
Understanding consumers' preferences and perceptions can inform more targeted marketing and
communication strategies.

4. Strategic Selection: The typological classification of expressions related to dairy
products provides a framework for strategically selecting and using expressions in marketing and
communication efforts. By selecting expressions that align with their brand identity and target
audience preferences, dairy companies can effectively communicate the unique qualities of their
products and differentiate themselves in the market.
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In conclusion, the principles and criteria for selection of expressions related to dairy
products and their typology offer valuable guidance for marketers, communicators, and other
stakeholders in the dairy industry. By leveraging language effectively, dairy companies can
enhance their marketing efforts, engage consumers more effectively, and ultimately drive sales
and brand loyalty.
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