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ɩɚɪɬɧɟɪɚɦɢ ɢɡ ɪɚɡɥɢɱɧɵɯ ɤɭɥɶɬɭɪ ɭɫɬɪɚɧɹɸɬɫɹ ɫɟɝɨɞɧɹ 
ɢɦɟɧɧɨ ɫ ɩɨɦɨɳɶɸ ɚɧɝɥɢɣɫɤɨɝɨ ɹɡɵɤɚ.  

ɉɪɢ ɷɬɨɦ ɤɚɪɬɢɧɵ ɦɢɪɚ ɪɚɡɥɢɱɧɵɯ ɧɚɪɨɞɨɜ ɫɭɳɟɫɬɜɟɧɧɨ 
ɪɚɡɥɢɱɚɸɬɫɹ. Ʌɸɞɢ, ɤɨɬɨɪɵɟ ɝɨɜɨɪɹɬ ɧɚ ɪɚɡɧɵɯ ɹɡɵɤɚɯ ɢ 
ɩɪɢɧɚɞɥɟɠɚɬ ɤ ɪɚɡɧɵɦ ɤɭɥɶɬɭɪɚɦ, ɩɨ-ɪɚɡɧɨɦɭ 
ɜɨɫɩɪɢɧɢɦɚɸɬ ɦɢɪ - ɱɟɪɟɡ ɩɪɢɡɦɭ ɫɜɨɟɝɨ ɪɨɞɧɨɝɨ ɹɡɵɤɚ. ɂ, 
ɩɪɟɠɞɟ ɜɫɟɝɨ, ɪɚɡɥɢɱɢɹ ɧɚɛɥɸɞɚɸɬɫɹ ɜ ɮɪɚɡɟɨɥɨɝɢɱɟɫɤɨɣ 
ɤɚɪɬɢɧɟ ɦɢɪɚ.  

ɉɨɷɬɨɦɭ ɚɤɬɭɚɥɶɧɵɦ ɨɫɬɚɟɬɫɹ ɢɫɫɥɟɞɨɜɚɧɢɟ 
ɮɪɚɡɟɨɥɨɝɢɱɟɫɤɢɯ ɟɞɢɧɢɰ ɢ ɩɨɢɫɤ ɢɯ ɪɭɫɫɤɨɹɡɵɱɧɵɯ 
ɫɨɨɬɜɟɬɫɬɜɢɣ, ɨɬɪɚɠɚɸɳɢɯ ɧɚɰɢɨɧɚɥɶɧɵɟ ɨɫɨɛɟɧɧɨɫɬɢ 
ɤɭɥɶɬɭɪɵ ɞɟɥɨɜɵɯ ɩɚɪɬɧɟɪɨɜ. ɗɬɨɬ ɮɚɤɬ  ɩɪɟɞɫɬɚɜɥɹɟɬɫɹ 
ɜɚɠɧɵɦ ɮɚɤɬɨɪɨɦ ɞɥɹ ɥɭɱɲɟɝɨ ɩɨɧɢɦɚɧɢɹ ɦɟɠɞɭ 
ɩɚɪɬɧɟɪɚɦɢ, ɩɪɢɧɚɞɥɟɠɚɳɢɦɢ ɤ ɪɚɡɧɵɦ ɤɭɥɶɬɭɪɚɦ. 

ɐɟɥɶɸ ɫɬɚɬɶɢ ɹɜɥɹɟɬɫɹ ɢɡɭɱɟɧɢɟ ɮɪɚɡɟɨɥɨɝɢɱɟɫɤɢɯ 
ɟɞɢɧɢɰ, ɢɫɩɨɥɶɡɭɟɦɵɯ ɜ ɞɟɥɨɜɨɣ ɪɟɱɢ ɜ ɩɪɟɫɫɟ. ɉɪɨɜɨɞɹ 
ɚɧɚɥɨɝɢɸ ɫ ɢɯ ɪɭɫɫɤɨɹɡɵɱɧɵɦɢ ɷɤɜɢɜɚɥɟɧɬɚɦɢ, ɚɜɬɨɪɵ 
ɨɬɦɟɱɚɸɬ, ɱɬɨ ɢɫɩɨɥɶɡɨɜɚɧɢɟ ɮɪɚɡɟɨɥɨɝɢɱɟɫɤɢɯ ɟɞɢɧɢɰ 

ɫɜɹɡɚɧɨ ɫ ɬɟɧɞɟɧɰɢɟɣ ɤ ɞɟɪɟɝɥɚɦɟɧɬɚɰɢɢ ɞɟɥɨɜɨɝɨ ɨɛɳɟɧɢɹ, 
ɫɧɢɠɟɧɢɹ ɫɬɟɩɟɧɢ ɟɝɨ ɮɨɪɦɚɥɶɧɨɫɬɢ. ɉɨɜɵɲɟɧɢɟ ɫɬɟɩɟɧɢ 
ɷɦɨɰɢɨɧɚɥɶɧɨɫɬɢ ɞɟɥɨɜɨɣ ɪɟɱɢ ɫ ɩɨɦɨɳɶɸ ɭɜɟɥɢɱɟɧɢɹ 
ɢɫɩɨɥɶɡɭɟɦɵɯ ɮɪɚɡɟɨɥɨɝɢɡɦɨɜ ɬɚɤɠɟ ɩɪɢɜɥɟɤɚɟɬ ɜɧɢɦɚɧɢɟ 
ɢɫɫɥɟɞɨɜɚɬɟɥɟɣ. Ɉɧɨ ɨɛɭɫɥɨɜɥɟɧɨ ɧɟɨɛɯɨɞɢɦɨɫɬɶɸ ɛɨɥɟɟ 
ɪɟɡɭɥɶɬɚɬɢɜɧɨɝɨ ɪɟɱɟɜɨɝɨ ɜɨɡɞɟɣɫɬɜɢɹ.  

Ʉɚɤ ɜ ɦɟɠɥɢɱɧɨɫɬɧɨɦ ɞɟɥɨɜɨɦ ɨɛɳɟɧɢɢ, ɬɚɤ ɢ ɜ ɨɛɪɚɡɰɚɯ 
ɢɡ ɞɟɥɨɜɨɣ ɩɭɛɥɢɰɢɫɬɢɤɢ ɤɨɦɦɭɧɢɤɚɧɬɵ ɜɫɟ ɛɨɥɟɟ ɫɤɥɨɧɧɵ 
ɩɪɢɛɥɢɠɚɬɶ ɞɟɥɨɜɭɸ ɪɟɱɶ ɤ ɪɚɡɝɨɜɨɪɧɨɦɭ ɜɚɪɢɚɧɬɭ, ɢ 
ɪɚɫɩɪɨɫɬɪɚɧɟɧɢɟ ɮɪɚɡɟɨɥɨɝɢɡɦɨɜ ɡɞɟɫɶ ɢɝɪɚɟɬ ɧɟ 
ɩɨɫɥɟɞɧɸɸ ɪɨɥɶ.   

ȼɵɞɟɥɟɧɢɟ ɤɨɪɩɭɫɚ ɚɧɝɥɢɣɫɤɢɯ ɮɪɚɡɟɨɥɨɝɢɡɦɨɜ, 
ɯɚɪɚɤɬɟɪɧɵɯ ɞɥɹ ɞɟɥɨɜɨɣ ɪɟɱɢ, ɦɨɠɟɬ ɛɵɬɶ ɩɨɥɟɡɧɨ ɞɥɹ 
ɩɪɚɤɬɢɤɢ ɩɪɟɩɨɞɚɜɚɧɢɹ ɚɧɝɥɢɣɫɤɨɝɨ ɹɡɵɤɚ ɤɚɤ 
ɢɧɨɫɬɪɚɧɧɨɝɨ. 

Ʉɥɸɱɟɜɵɟ ɫɥɨɜɚ: ɦɟɠɤɭɥɶɬɭɪɧɚɹ ɤɨɦɦɭɧɢɤɚɰɢɹ, 
ɝɥɨɛɚɥɢɡɚɰɢɹ, ɞɟɥɨɜɨɣ ɞɢɫɤɭɪɫ, ɢɞɢɨɦɵ, ɮɪɚɡɟɨɥɨɝɢɹ. 
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PHRASEOLOGICAL IN THE CONTEXT OF BUSINESS 

COMMUNICATION DEMOCRATISATION  

 

In the context of the continuous development of globalisation, 

business has an ever growing influence on the development of 

international relations, which naturally goes beyond the borders 

of one country and leads to the need for interethnic contacts in 

this field. Globalisation leads to the need for continuous 

contacts between countries. English serves as a tool for 

establishing intercultural understanding.  

Foreign languages occupy one of the most important places in 

the maintenance of international relations. Studying the existing 

problems of teaching foreign languages, it is necessary to pay 

attention to phraseological units. In international 

communication, the problem of mutual understanding is very 

relevant today. People who speak different languages and 

belong to different cultures differently perceive the world – 

through the prism of their native language. And most of all, the 

differences are observed in the phraseological picture of the 

world. The study of phraseological units, reflecting the national 

peculiarities of the culture of your business partner, seems to be 

an important factor for better understanding between the 

partners who belong to different cultures.  

In this article, we studied the phraseological units used in 

business speech in quality press, and we compared them with 

similar linguistic units of the Russian language. The scientific 

and practical significance of the work is that all materials can 

be used to compile methodological developments and manuals 
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in the courses of the phraseology of the English language, and 

the practice of teaching English as a foreign language.  

Key words: intercultural communication, globalisation, 

idioms, phraseology. 

 

Introduction  

The aim of this paper is to analyse business English idioms 

with respect to new tendency to democratisation of business 

language (Kiseleva, 2016; Khramchenko, 2014; Khramchenko, 

2014). We compare phraseological units used in Russian and 

English to find some similarities in business discourses of 

various countries.  

Materials and methods  

Theoretical background embraces academic works in the 

field of phraseology and of phraseography (V.V. Vinogradov, L. 

Smith, and others.); works in the field of cognitive linguistics 

(Vezhbitskaya A.); works on the study of metaphors and 

metaphorical expressions (M. Johnson, V. Yu. Apresyan, etc.).  

Language material analysed was retrieved from quality 

business press in 2017-2018. 

Results and discussion  

The language of business communication does not imply the 

presence of emotional vocabulary. It is generally believed that 

the language of business communication is literal, and not 

metaphorical, that business people, communicating with each 

other, do not use idiomatic expressions, phraseological phrases 

and other expressive means of language. And, nevertheless, 

there is no emotionless communication, the activation of 

emotion is "veiled" by the idiomatic nature of speech (Litvinov 

et al., 2017). 

When studying the language of business communication, 

scientists turn to several ways of stratifying the lexical layers. 

According to T.B. Nazarova, it is possible to single out the 

words of a common language – General English words, the 

common vocabulary of business communication – General 
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Business English vocabulary, and also the terminology: General 

Business English terminology and specialized terminology or 

terminologies (Nazarova, 1996, p. 27-36).  

The analysed material has demonstrated there is a certain 

number of positively colored idioms denoting profit. They 

include, in particular the following: to make a bundle, to make a 

killing, to be in the black  (ɩɨɥɭɱɚɬɶ ɞɨɯɨɞ, ɜɟɫɬɢ ɩɪɢɛɵɥɶɧɨɟ 
ɞɟɥɨ), to hit the jackpot (ɩɪɟɭɫɩɟɬɶ, ɫɨɪɜɚɬɶ ɤɭɲ).  

He turned the company around with a deft combination of cost 

reductions, divestitures, and new product rollouts, and by 1998, it 

was back in the black.  

You have to pay for a lot of mistakes to hit the jackpot.  

Idioms with negative connotation reflect the reverse side of the 

business process – losses, debts, as well as cases of dishonest 

profit. These include to be in the red (ɨɛɚɧɤɪɨɬɢɬɶɫɹ), to go 

broke (ɜ ɞɨɥɝɚɯ ɤɚɤ ɜ ɲɟɥɤɚɯ), to be down-and-out, in the hole 

(ɫɜɨɞɢɬɶ ɤɨɧɰɵ ɫ ɤɨɧɰɚɦɢ), to lose your shirt (ɝɨɥ ɤɚɤ ɫɨɤɨɥ), 

to be cash-strapped, to pay an arm and leg for something (to run 

out of money (to be without money). It is obvious that the number 

of idioms and phraseological units, even limited by a certain 

semantic circle, is very large.  The widespread use of idioms in 

the analysed texts indicates the democratisation of the language 

of English business communication, its stylistic convergence with 

oral speech.  

TСЮs, ЭСО КrЭТМХО ―TСО rТРСЭ аКв ЭШ СОХЩ НОМХТЧТЧР ЩХКМОs‖ (ЭСО 
Economist, Oct 21st 2017) can serve as an example of this trend.  

Comparing the economic positions of thriving regions and 

abandoned places, the author uses various pragmatic means to 

create emotional colouring of his argumentation. The analytic 

nature of the article allows to characterise the underdeveloped 

rОРТШЧs Кs ―ЭСosО ПОН Юp аТЭС ЭСО sЭКЭЮs qЮo‖, ―sЭЮМФ ТЧ ЭСО аroЧР 
place‖ КЧН ЭСО ЦОКsЮrОs ЭКФОЧ Лв ЭСО КЮЭСШrТЭТОs Кs СКЯТЧР ―a 

patchy record‖. TСОsО МШХХШqЮТКХ КЧН ТЧПШrЦКХ ОбЩrОssТШЧs КХХШа 
to reach the communicative goal of the article – to express 

indignation and attract attention to the issue. Moreover, the 
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freedom to travel is described with the help of the attribute 

―ПШШЭХШШsО‖ аСТМС Тs ЦКrФОН ТЧ НТМЭТШЧКrТОs Кs МШХХШqЮТКХ: ―TСО 
ЭвЩТМКХ AЦОrТМКЧ Тs ЦШrО ПШШЭХШШsО‖. 

Syntactic constructions also demonstrate the tendency to 

simplification. For example, ellipsis can be used in emotional 

judgments.  

The 20th century bore that theory out: income gaps narrowed 

across American states and European regions. No longer. 

For progressives, alleviating poverty has demanded welfare; 

for libertarians, freeing up the economy. Both have focused on 

people. (Ibid.) 

 The appeal to idioms is also determined by the author's desire 

to interact with a wide audience and verbalise his intentions with 

the help of those means that can influence not only the logical but 

also the sensual sphere of the addressee and emotionally 

consolidate the necessary images in his consciousness. This not 

only facilitates the perception of the text, but also creates the 

necessary imagery that can affect the recipient more than dry 

facts and logical evidence. 

Let us analyse the following example.  

At a premium - one of the simple business phrases that have 

nothing to do with the word "premium", and it is translated "at a 

high or relatively high price", for example: 

When new laptops came out, we sold them at a premium. - 

When new laptops came out, we sold them at a high price.  

In the sphere of business English (stock transactions), when 

new concepts were verbalised, lexical units representing 

zoomorphic metaphors appeared and became stronger: bear 

(ɦɟɞɜɟɞɶ) is a dealer playing on the stock exchange for a fall) 

and bull (ɛɵɤ) is a dealer on the stock exchange playing for a 

rise). On the basis of these conceptual metaphors a number of 

phraseological units appeared: bear raid / bear campaign – 

"RAID bears": active sale of securities (or goods) of a certain 

type in order to knock down their prices and subsequent 

purchase on more favorable terms, bear rumors – disturbing 
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rumors (on the stock exchange), bull account – obligations 

broker securities in the game on the rise (on the stock 

exchange), bull-bull – maintaining high prices on the stock 

exchange.  

A distinctive and significant feature of the metaphor is its 

ability to formulate and verbalise new concepts in those 

subsystems of the language where the introduction of imagery is 

not crucial, including in business discourse. In this capacity, a 

metaphor can be called a conceptual one, i.e. creating concepts - 

verbalised concepts. Similar phraseological units are used both 

in oral business speech, and in writing. In business discourse, 

there are orientation metaphors associated with spatial concepts 

and relationships. For example, climb to the top of the career 

ladder – climb the ladder; beat the very bottom of the career 

ladder – occupy the lowest position of the hierarchy. A detailed 

study of the metaphorics of English and Russian business 

discourses remains the object for further research. 

Conclusions  

In business discourse in the context of intercultural 

communication the universal expressions and phraseological 

units are used which indicates the fact of interpenetration of 

languages and cultures and the international character of the 

modern world of business. Business text, like any other, should 

not be viewed as an isolated phenomenon, but as a phenomenon 

directly related to extralinguistic reality. 

Not only the specific speech situation in which a particular 

expression is made, but also the functional style or discourse in 

which the expression is used, has a great impact on the 

peculiarities of the use of idioms. In business discourse the 

functions of the message and impact co-exist. In general 

business style vocabulary is characterised by neutrality. But it is 

necessary to pay special attention to the fact that the function of 

influence of the speaker on the interlocutor allows the first to 

expand the choice of the lexical means used. To give his speech 

the necessary effect, the speaker can use emotionally-evaluative 
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and expressive means, including idiomatic expressions and this 

has proved to be a developing tendency where business 

communication requires persuasiveness. The acquired 

knowledge will help to better understand not only the culture of 

business communication of representatives of the business 

sector in other countries, but also their own country, which is 

important for a person engaged in business activities with 

representatives of English-speaking countries or for human or 

scientific activities in the field of linguistics, intercultural 

communication, linguistics and other scientific disciplines. 
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Ɋɨɫɫɢɣɫɤɢɣ ɭɧɢɜɟɪɫɢɬɟɬ ɞɪɭɠɛɵ ɧɚɪɨɞɨɜ 

 

ɆȿɀɄɍɅɖɌɍɊɇȺə ɄɈɆɆɍɇɂɄȺɐɂə ȼ 
ȺɋɉȿɄɌȿ əɁɕɄȺ ȾȿɅɈȼɈȽɈ ɈȻЩȿɇɂə 

 

Ⱦɟɥɨɜɨɟ ɨɛɳɟɧɢɟ ɪɚɫɫɦɚɬɪɢɜɚɟɬɫɹ ɤɚɤ ɦɟɠɤɭɥɶɬɭɪɧɚɹ 
ɤɨɦɦɭɧɢɤɚɰɢɹ ɦɟɠɞɭ ɩɪɟɞɫɬɚɜɢɬɟɥɹɦɢ ɪɚɡɥɢɱɧɵɯ 
ɥɢɧɝɜɨɤɭɥɶɬɭɪ ɫ ɰɟɥɶɸ ɞɨɫɬɢɠɟɧɢɹ ɩɨɫɬɚɜɥɟɧɧɵɯ ɡɚɞɚɱ ɢɥɢ 
ɨɛɦɟɧɚ ɢɧɮɨɪɦɚɰɢɟɣ. Ɉɫɨɛɨɟ ɜɧɢɦɚɧɢɟ ɭɞɟɥɹɟɬɫɹ 
ɨɫɨɛɟɧɧɨɫɬɹɦ ɧɨɪɦ ɷɬɢɤɟɬɧɨɝɨ ɩɨɜɟɞɟɧɢɹ, ɮɚɤɬɢɱɟɫɤɨɣ 
ɫɨɫɬɚɜɥɹɸɳɟɣ ɞɟɥɨɜɨɝɨ ɨɛɳɟɧɢɹ.  Ⱦɟɥɨɜɨɝɨ ɨɛɳɟɧɢɹ 
ɬɪɟɛɭɟɬ ɧɟ ɬɨɥɶɤɨ ɡɧɚɧɢɹ ɤɨɧɤɪɟɬɧɵɯ ɹɡɵɤɨɜɵɯ ɧɨɪɦ, ɫɥɨɜ 
ɢ ɩɪɚɜɢɥ, ɤɨɬɨɪɵɟ ɬɪɚɞɢɰɢɨɧɧɨ ɢɡɭɱɚɸɬɫɹ ɜ ɪɚɦɤɚɯ 
ɨɫɜɨɟɧɢɹ ɬɨɝɨ ɢɥɢ ɢɧɨɝɨ ɢɧɨɫɬɪɚɧɧɨɝɨ ɹɡɵɤɚ, ɧɨ ɢ ɲɢɪɨɤɨɣ 
ɤɨɦɩɟɬɟɧɰɢɢ, ɮɨɪɦɢɪɭɸɳɟɣɫɹ ɧɚ ɨɫɧɨɜɟ ɡɧɚɧɢɣ ɢɡ ɫɚɦɵɯ 

ɪɚɡɧɵɯ ɨɛɥɚɫɬɟɣ. ȼ ɫɬɚɬɶɟ ɜɚɠɧɨɟ ɦɟɫɬɨ ɭɞɟɥɟɧɨ 
ɥɢɧɝɜɨɤɭɥɶɬɭɪɧɨɣ ɫɩɟɰɢɮɢɤɟ ɩɪɨɮɟɫɫɢɨɧɚɥɶɧɨɝɨ 
ɜɡɚɢɦɨɞɟɣɫɬɜɢɹ, ɩɨɫɤɨɥɶɤɭ ɜ ɢɧɨɣ ɥɢɧɝɜɨɤɭɥɶɬɭɪɟ ɨɛɳɟɧɢɟ 
ɨɫɭɳɟɫɬɜɥɹɟɬɫɹ ɩɨ ɩɪɢɧɰɢɩɚɦ ɢ ɧɨɪɦɚɦ, ɤɨɬɨɪɵɟ ɦɨɝɭɬ 
ɢɦɟɬɶ ɫɭɳɟɫɬɜɟɧɧɵɟ ɨɬɥɢɱɢɹ. 
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