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Poccuiickuii yHuBepcuTeT Apy:KObI HAPOJA0B

®PA3ZEOJIOI'MYECKUE EAUHUIBI B KOHTEKCTE
JAEMOKPATHU3AIMU JEJIOBOI'O OBIIIEHUA

Henosoe obwenue Ha aHTUUCKOM S53bIKe HAXOOUMCS NOO
NOCMOSIHHBIM — GNUSIHUEM — 210AOATU3AYUOHHBIX — NPOYECCOs.
Medicoynapoonvie  KOHGAUKMBI U  HEOONOHUMAHUE MeHCOY
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NApPMHEPAMU U3 PA3IUYHBIX KYJIbMYpP YCMPAHAIOMCS Ce200Hs.
UMEHHO C NOMOWbIO AH2IULICKO20 A3bIKA.

Ilpu 3mom KapmuHbvl MUPAa PaA3IUYHBIX HAPOOOE CYUWECIEEHHO
paznudaromces. JIoou, komopbvie 2080pAM HA PA3HLIX A3LIKAX U
npuxaonexcam K pAa3HblM - KYIbMYPAM, — NO-DA3HOMY
BOCHPUHUMAIOM MUD - Yepe3 NPU3my c80e20 pOOH020 A3biKA. M,
npesicoe 8ce20, paziutus HaAOIOOAIOMC 8 PpazeoiocutecKkol
Kapmuue mMupa.

Iosmomy AKMYAIbHbIM ocmaemcsi uccredosanue
@paseonocuveckux eOuHUy U NOUCK UX PYCCKOA3bIYHBIX
coomeemcmautl, OMpaddcarowux HAYUOHAIbHbIE O0COOEHHOCMU
KYIbmypbl 0€108bIX NAPMHEPOS. DMom hakm npeoCcmasiiemcs
BAJNCHLIM — (hakmopom 0Nl Jyuuie20 NOHUMAHUSL  MeAHCOy
napmuepamu, NPUHAONEHCAUWUMU K PAZHBIM KYTbIYPAM.

Llenvlo  cmamvu  se1siemcs  uzyuenue  PpazeonocUUecKux
eO0UuHUY, UCNOIb3YeMbIX 8 0el080lU peyu 6 npecce. [Ipo6oos
AHANIO2UI0 C UX PYCCKOSIZbIYHBIMU IKEUBANEHMAMU, ABMOPbL
ommeuarom, 4mo UCNOIb308aHUE (Pa3eonocutecKux eouHuy
C853AHO ¢ MeHOeHyuell K Oepe2iameHmayuy 0e108020 00ueHusl,
CHUDICEHUsL cmeneHu e2o gopmanvrocmu. Ilosviuenue cmenenu
IMOYUOHATILHOCMU  0€NI0BOU  pedu C HOMOWbIO  YEeIUYECHUs.
UCNONB3YEMbIX PPA3eoso2usmMo8 maKice npusieKdaem GHUMAHUE
uccneoosamenei. OHO 00ycro61eHo HeobxXooumocmvio 0Oonee
PE3YIbMAMUBHO20 Peyue8o20 8030eUCMBU.

Kaxk 6 meoicnuunocmuom 0enogom obweHuu, max u 6 06pasyax
U3 0en10601 NYOAUYUCMUKU KOMMYHUKAHMbL 8ce Dojlee CKIOHHbI
npubIuUdICaAmMb  0eN08YI0 pedb K pPA32060PHOMY 6APUAHMY, U
pacnpocmpanenue  PpazeonrocuzmMo8  30ecb — ucpaem — He
HOCIEOHIOI0 POJlb.

Buioenenue Kopnyca AHRNUTUCKUX @paszeonocuzmos,
XapaxkmepHulx 07 0elo8oU peyu, Modcem Oblmb NOJNe3HO 0
NPAKMUKU  NPenooasaHusi  AHeAULCKO20  SA3bIKA — KAK
UHOCMPAHHOZO.

Kniouesvie  cnosa: — mexucKynomypuas — KOMMYHUKAYUS,
enobanuzayus, 0en080U OUCKYPC, UOUOMDBL, (Ppazeoniocusi.
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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
etal., 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 (noryuams 0oxoo0, secmu npudviivHoe
deno), to hit the jackpot (mpeycneTh, COpBaTh KyIII).

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 fo be in the red (obankpomumocs), to go
broke (8 ooneax xax 6 wenkax), to be down-and-out, in the hole
(c600umv KoHywl ¢ Konyamu), to lose your shirt (2on kak coxon),
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.

Thus, the article “The right way to help declining places” (the
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
regions as “those fed up with the status quo”, “stuck in the wrong
place” and the measures taken by the authorities as having “a
patchy record’. These colloquial and informal expressions allow
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
“footloose” which is marked in dictionaries as colloquial: “The
typical American is more footloose”.

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
(menBens) is a dealer playing on the stock exchange for a fall)
and bull (6rIk) 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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I'.O. Ilerpocsin

Poccuiickuii ynuBepcuTeT Apy:KObl HAPOA0B

MEXKKYJbTYPHAA KOMMYHUKAIIUA B
ACIIEKTE A3bIKA JEJOBOI'O OBIIEHUA

Jlenosoe obuenue paccmampusaemcst Kak MeNCKYIbMmypPHAs
KOMMYHUKAQUUSL ~ MedcOy  Npe0CmasumensiMu — Pa3iuyHbLX
JIUHEBOKYIbMYP € YEbl0 OOCMUNCEHUL NOCMABIEHHbIX 3a0a UlU
oomena  ungopmayueti. Ocoboe  6HUMaHUe  YOeNsAemcs
0COOEHHOCMAM HOPM IMUKEMHO20 NO8EOeHUs], (DAKMUYECKOL
cocmasasiouell.  0e108020  00UeHUsl. Jlenosoco  obwenus
mpebyem He MOAbKO 3HAHUS KOHKPEMHBIX S3bIKOGbIX HOPM, ClO08
U npasun, Komopvle MPAOUYUOHHO UBVYAIOMCS 8 PAMKAX
0CB0CHUSL MO20 UIU UHO20 UHOCMPAHHO2O0 S3bIKd, HO U WUPOKOU
KOMnemenyuu, Gopmupyrouencs Ha OCHO8e 3HAHUL U3 CAMbIX
pasueix obnacmeiu. B cmamve 6adicnoe mecmo  yoeneno
JIUHCBOKYIbIMYPHOU cneyugure npogeccuonanbHo2o
83aUMOOEUCMBUS], NOCKOIbKY 8 UHOU JUHSBOKYIbMYpe 00ueHuUe
ocywecmensiemcs no NPUHYUnam u HOpPMAam, KOmopvle MO2ym
umMems CyujecmeerHHvle OMuiuyUs.

Knouesvie  cnosa: — KOMMyHUKaQuusi, — MEMNCKYIbMYPHAL
KOMMYHUKAYUS,  0en08as  KOMMYHUKAYUS,  JIUHSBOKYIbMYpPQ,
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