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Poccuiickuii ynuBepcuTeT Apy:K0bI HAPOJA0B

THUIIBI PEYUEBOI'O BO3JEVCTBHUA (HA ITPUMEPE
CTPATEI'NIM IIONCKA PEHIEHUN)

Paccmampusaromesi  ocnosuvie  8onpocebl  meopuu  peuesoeo
8030elicmeusl, Komopoe onpeoeisiemcsi Kaxk — 8030elcmeue
Yel06eKaA HA OPY2020 Yel08eKa U SPYRNY Uy NpU NOMOWU peyu
U CoOnposoAHCOAOWUX peub  He8epOANbHbIX  Cpeocms 0
00CMuUdICeHUsT NOCMABICHHOU 2060PAUUM  YelU — UBMEHEHUs.
nogeoenus aopecama, e20  YCMAaHOBOK, HamepeHul,
NPeOCmasieHull, OYeHOK 8 X00e pPeuesoco 63aUMOOelCmaUs ¢
HUM. Oma meopust s61emcsi AKmyaibHOU, MaK Kak MHO2Ue
nPoGheccuoHanvl UCNOIL3YVIOM 6 CB0el pedu PAsIudHble MEeXHUKU
yoedcoeHuss u 6e3 He20 HeBO3MONCHA OCO3HAHHAS NPEOMEMHAs
oesamenbHOCb.

be3 comnenus, manunynayus u yoesxcoenue uepaiom Kio4esyro
POTb 6 MOMEHmM pa3e080pd, 6edb OCHOBHASL Yelb OOujeHus —
OdoHecmu 00 4el08eKa C8010 MbIClb, YOeoumn, 3acmasums Ymo-
mo coerams. Ilosmomy Hudce npedcmagienvl OCHOBHblE
NPUYUHBL UCTIOTIL30BAHUS IMUX O8YX NPUEMO8 U Dollee 0emaibHO
pPAcCMOmMpena meopus peuesoco 8030eUCmsUsl ¢ MOYKU 3PeHUs
PA3HBIX YUEHDLX.

Yenosex 6 moul unu UHOU Mepe MAHUnYaupyem OpyeumMu oou:
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8HE 3ABUCUMOCMU OM  603PACMA, COYUAILHO20 CMmamycd.
Manunynupoeanue — wWuUpoKo pacnpocmpameHHoe seieHue 60
scex cghepax dHcu3HeOesmenrbHOCMU 4el08eKd U 3a4acmyio OHO
npumensiemcs 6 OusHece 8 Guoe CKpbimo2o B030eUCHEUs.
Aemopbl onucwbl8aom HeKomopvie MAHUNYISAMUEHbLE MEXHUKU U
npuemsl: UCKaxcenue u ymausanue UH@GoOpmMayull, UMNIUYUMHYIO
nooauy ungpopmayuu. Tax dice unmepecen mom ¢hakm, 4mo
MOMeHm u epemsi Ol nooawu Maxou uHgopmayuu Oo0alceH
Obimb cneyuarbHo NOOVOPAH.

Hccneoosanue unntocmpupyemcs npumepamu  akmyaiusayuu
cmpame2uu NOUCKA peuleHutl 8 0en08om Ouckypce. Buioensromest
maxue munsvi peuesozo 8030elicmaus, Kax
PAYUOHANbHOE/IMOYUOHATbHOE, npsaMoe/KoceerHoe,
HamepeHHoe/HeHamepenHoe, JUYHOCIMHO —OpUEeHMUPOBaHHoe /
COYUANBLHO OPUEHMUPOBAHHOE, NPOOYKMUBHOE/HENPOOYKMUBHOE
u opyeue.

Kniouesvie  cnosa:  meopusi  peuesoeo  8030elcmeus,
UHMEHYUOHATbHOE 8030€llCBUe, KOMMYHUKAYUS, MAHUNYIAYUS.

UDC 81'342.2
A.V. Radyuk
A.E. Kon’kova
RUDN University, Peoples’ Friendship University of
Russia
TYPES OF SPEECH INFLUENCE (EXEMPLIFIED BY
SOLUTION SEARCH STRATEGY)

This article is devoted to the basic issues of the theory of speech
influence, which is defined as the impact on a person or group of
people with the help of speech and non-verbal means to achieve
the main goal of the speaker: change the behavior of the
addressee, his mindset, intentions, perceptions, opinions in the
course of verbal interaction with him. This theory is relevant, as
many professionals use persuasive techniques in their speech and
conscious substantive work is not possible without it.
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There is no doubt that manipulation and persuasion play a key
role during the conversation, because the main goal of
communication is to convey our ideas and thoughts, to convince,
to get something from other person, to persuade him to do
something. So, below are the main reasons to use these two
devices and the theory of speech influence is examined in more
detail from the point of view of different scientists.

People in one way or another manipulate other people:
regardless of age and social status. Manipulation is quite a
widespread phenomenon in all spheres of human life and often it
is used in business for concealed influence. Authors describe
several manipulative techniques and methods: distortion and
withholding of information, the implicit presentation of
information. Also interesting is the fact that the moment and time
for presentation of such information should be chosen
purposefully.

The study is illustrated by examples of actualisation of solution
search strategy in business discourse. The following types of
speech influence are distinguished: rational / emotional, direct /
indirect, intentional / unintentional, person oriented / socially
oriented, productive / unproductive and others.

Key words: theory of speech influence, intentional influence,
communication, manipulation.

Introduction

Anthropological approach to the analysis of linguistic
phenomena is taking into account the relationship of linguistic
signs to people who use language. Intention and premeditation
determine the activities of people and the way they use language
to perform these activities. A person (subject / speaker) with all
his psychological characteristics, speech competence, background
knowledge becomes the centre of the communicative process. In
the framework of this approach transition from analysis of stable
meaning of the word to the consideration of the changeable and
flexible meaning of a narrative is also taking place.
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The works on functional and pragmatic linguistics (R.O.
Jakobson, L.S. Vigotsky, Ch.S.Pierce, Ch.W. Morris et al.) state
that the speaker is guided by some goals: he hopes to produce an
effect, which will lead to understanding and appropriate action on
the part of the interlocutor.

The modern state of speech influence theory

Modern approach is based on the idea that human speech by its
nature has an enabling force (Malyuga, 2015). The enabling
power of the word has been subject to extensive analysis in many
sciences. But in the second half of the twentieth century these
investigations were united under the title of “theory of speech
influence”.

The theory of speech influence is the science of effective
communication. Of course, like any theory, it has its own history.
In ancient Greece and Rome rhetoric flourished, it taught
effective public speaking, ability to conduct the dispute, adduce
arguments etc. Throughout its development, rhetoric, on the one
hand, was understood as the art of eloquence; on the other hand,
it remains a science of persuasion tools aimed at a certain result,
the forms of speech influence on the listener. In the twentieth
century, rhetoric was integrated into the humanities, having taken
into account new socio-cultural realities: poetics and literary
criticism, stylistics, pragmatics, theory of argumentation,
neorhetoric, mass communication theory, advertising, political
propaganda, etc.

Why was an integrated approach to speech influence necessary
in XX century? Several reasons can be distinguished:

Socio-political: the development of democracy, ideas of liberty
for everyone, role of person itself and human equality led to the
need for science, which can teach how to persuade people with
equal or different social status.

Psychological: since the end of the nineteenth century we can
see that the role of the person in society has been reconsidered. In
psychological terms a man is a complex, versatile personality,
requiring a differentiated approach.
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Communicative: these causes are related to development of
human communication. Talking about the value of oral speech, it
is necessary to say that it begins to perform increasingly
diversified functions, plays an increasingly significant role in
society, which leads to the need to search for special techniques
in communication.

Economic reasons: competition, crises of production have
created the need in the science of advertising, "the imposition" of
goods, "conquest" buyers. Salespeople were the first who have
realised the need of science to convince and manipulate.

All the factors mentioned above precondition the importance of
research of communication approaches and devices. The power
of speech influence is widely studied in modern linguistics and
many related sciences, in particular, in pragmalinguistics,
psychology, psycholinguistics, sociolinguistics, theories of mass
communication and rhetoric (Ledeneva, 2004; Parshutina, 2014;
Ponomarenko & Parshutina, 2016). From the point of view of
pragmalinguistics, language, being the main tool of
communication, serves not only for the information transmission
but it also influences interlocutors, thus regulating their social,
interpersonal relations, mental state and behavior (J. Searle, J.
Austin). Speech influence can be defined as the impact on
individual and / or collective consciousness and behavior carried
out by various verbal means, in other words — by means of
utterances in native language. Sometimes under the notion of
speech influence, we understand the use of messages built by
means of non-verbal semiotic systems, which include
paralinguistic tools (tempo, timbre, loudness and logical stress),
kinesics tools (gestures, facial expressions, posture), etc. (Sedov,
2003).

For example, the following excerpt illustrates how non-verbal
means benefit to speech influence. The strategy of solution search
is applied in spite of negative attitude to the speaker.

The Duchess faced Ogilvie. “How much do you want?”
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The abruptness took him by surprise. “Well ... I figure you
people are pretty well fixed.”
She said coldly, “I asked how much.”
The piggy eyes blinked. “Ten thousand dollars.’
Though it was twice what she had expected, her expression
did not change. “Assuming we paid this grotesque amount, what
would we receive in return?”’
The fat man seemed puzzled. “Like I said, I keep quiet about
what I know.”
“And the alternative?”
He shrugged. “I go down the lobby. I pick up a phone.’
“No.” The statement was unequivocal. “We will not pay you.’
(A.Hailey. Hotel)
The speakers have to cooperate as only cooperation meets the
interests of both: the Duchess conceals the crime and the head of
hotel security intends to blackmail her. Non-verbal and
paralinguistic means are as follows: posture (faced, shrugged);
facial expression (eyes blinked, piggy eyes, her expression did
not change, seemed puzzled); intonation (said coldly, abruptness,
unequivocal statement). Tactics of inquiry, repetition (How much
do you want, I asked how much), highlight the tension between
the speakers.
Speech acts theory
For a long time scientists believed that, the function of speech
consists of the transmission of information about the world.
According to the modern approach, we use words to influence
other people. Thus, this message transmission not always the
ultimate goal of communication; it is used only as means to
achieve other goals, but the ultimate goal is the management of
the interlocutor’s actions. This fact was most vividly highlighted
by the theory of speech acts (J.Austin, J.Searle). The idea of the
subordination of speech to the objectives of the activities, in the
structure of which it functions, appears in most theoretical and
experimental studies of speech influence in our country and
abroad (H.P.Grice, G.Leech, D.B. Carnegie, 1.M.Kobozeva,

’

’

’
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St.Levinson et al.).

Speech influence and, in its broad meaning, verbal
communication, is taken as an aspect of its focus, target,
conditions, while verbal communication is described from the
point of view of the position of one of the communicants, when
he or she considers himself (herself) as the subject of speech
influence, and his (her) companion — as an object. To be the
subject of speech influence means to regulate your interlocutor,
with the help of speech we encourage the other person to begin,
change, finish any activity or create a readiness to make a
particular activity when there is a need. Actually, it refers to the
motivation for immediate response, verbal or non-verbal action,
as well as indirect effects aimed at creation of certain emotions,
attitudes, evaluations, and feelings in the listener needed by the
sender of the speech. Subsequently, these settings should lead to
the organisation of the behavior of the listener, because the
sender (author of the statement) reckons on it. Trying to influence
a man, we want to provoke his behavior in the right direction,
find his (her) weaknesses and, as a result, manipulate through
them.

The following excerpt illustrates how solution search can be
accompanied by such pressure on weaknesses. During
negotiations on the sale of the hotel its owner states that it would
be dishonest to deprive employees of their jobs. As an example
the trusted barman is mentioned.

“I've information that he’s bleeding you white. A high
percentage of your bar profit is being skimmed off,” O’Keefe
declared. “Your supposedly loyal staff is riddled with corruption.
There’s scarcely a department in which you aren’t being robbed
and cheated. Naturally, I haven'’t all the details, but those I have
you 're welcome to.”

(A. Hailey. Hotel)

In response, the buyer manipulates, exposing the hotel
employee in a disadvantageous light. This inevitably harms the
image of the entire organisation, which convinces the owner of
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the hotel to sell it.

The pragmatic effect of discrediting is reinforced by
emotionally coloured metaphors (bleeding you white, skimmed
off). The tactics of mockery (supposedly loyal staff),
exaggeration (riddled with corruption, scarcely a department) are
used. The strategy of the solution search is aimed at the outcome
profitable in the long run for both of them (Radyuk, 2013b).

One of the important aspects of speech influence is that when it
is carried out by orally presented information it takes time to
grasp the meaning of each word in context, to think or listen to a
sequence of verbal messages, and it is often not enough for
understanding. Therefore, if certain words are intentionally
emphasised and in case if a sentence is well structured with a
special purpose, we can say that oral information can have more
impact than the written one.

Summarising the above mentioned factors, it can be concluded
that speech impact is the verbal impact on another person or
group of people and accompanying speech non-verbal means to
achieve the speaker’s goal, also to influence the addressee, his
dispositions, intentions, views, values in the course of verbal
interaction.

Subject and object of impact

Impact on the mind of the recipient, and then on his (or her)
behaviour implies the existence of subject and object of
influence, influence on the motivational sphere of the addressee,
its consequences. These and other factors create the basis for the
major classifications of types of speech influence singled out in
the linguistic literature and works on psychology.

Depending on what sphere of human mental activity is involved
in the communication process in a greater or lesser degree,
speech influence can be divided into rational and emotional one.
Trying to influence the behavior of the interlocutor, the speaker
can influence his rational sphere. To this end, he draws
convincing facts and arguments influencing the consciousness of
people. The purpose of emotional impact is to express the
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speaker’s emotions and achieving a reciprocal emotional reaction
from the listener, leading to changes in his behavior. In its turn
the emotional impact can be divided into two types: indirect,
which is performed by the initial appeal to the rational "self" of
the addressee (assessment, information), and directly -
implemented through the creation of imagery, various failures of
logical thinking (Dotsenko, 1997).

According to the nature of the interaction of the subject with the
object, the following types are distinguished: a direct impact
when the subject openly produces the object influence through its
claims and demands, and an indirect impact, not directly
forwarded to the object of its environment (Zeltukhina, 2004, p.
13). A direct way of speech influence includes such forms, which
possess a definite meaning in the language system that directly
expresses the appropriate illocution, that is, the communicative
goal of the speaker. For example, forms of the imperative
traditionally associated with the meaning of inducement,
narrative and interrogative utterances are conventionally
associated with the illocutionary force of the message and request
of information.

Alternative intentions represent the use of linguistic forms for
the expression of illocutionary force, not connected with their
direct linguistic meaning. Indirect forms do not openly express
the intentions of the speaker.

According to the criterion of awareness of speech impact
deliberate and side effect types are singled out (Issers, 2002, p.
26). In case of deliberate speech impact the speaker aims to
achieve a certain result from the object of speech influence. Side
effect speech influence is effected unintentionally, because the
subject does not attempt to achieve a certain result from the
object.

We can distinguish the following types of verbal impact (taking
into account such criteria like: the type of speech acts, especially
within the classifications of speech acts and speech genres)
(Shmeleva, 1990, p.12):
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- Social (social non-information speech acts, involving the
virtual adressee, the clichéd expressions: greetings, oaths,
prayers).

- Volitional (speech acts performing the will of the addresser:
orders, requests, failures, advice, etc.).

- Advocacy (speech acts, containing information and its
interpretation: explanation, report, message, and
acknowledgment);

- Emotional and evaluative (speech acts that establish social,
moral and legal, interpersonal subjective-emotional relationships:
criticism, praise, accusation, insult, threat).

Perlocutionary criterion (addressee's reaction) is the basis of
classification of the following types of speech influence
(Pocheptsov, 1987, p. 91):

- Evaluative (changing the relationship of the subject to the
object, the connotative value of an object subject);

- Emotional (formation of a common emotional state);

- Rational (restructuring of categorical structures of individual
consciousness, the introduction of new categories).

According to targeting the interlocutor, it is possible to
distinguish between personal and socially oriented speech effect
(Leontiev, 1981, p. 66).

Personally oriented speech influence is directed to the listener
from the speaker. The speaker builds the image of his (or her)
interlocutor in order to achieve the desired effect. In socially
oriented impact, the speaker builds the generalised image of the
group of interlocutors as a whole for successful speech influence.
Each of these types of speech influence can contribute to the
regulation of the activities of the interviewee and changing
his/her behavior.

The notion of manipulation

To construct a theory of speech influence, it is very important to
distinguish between two factors: on the one hand, the concept of
manipulative and actuating influence, and productive and non-
productive manipulation, on the other hand. This differentiation
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of the ways to influence the other person in the process of
communication has hierarchical nature, reflecting different levels
of communicative competence of language use: at the lower level
of the typology is unproductive manipulation, at the highest is
speech actualisation.

In psychology, the term manipulation can be defined as "a form
of psychological influence, the skillful execution of which leads
to the hidden arousal in the other person's intentions which do not
coincide with his actual existing desires, and urge him/her to
perform certain manipulative actions" (Dotsenko, 1997, p. 59).
The basis of linguistic manipulation are the mechanisms which
force the addressee to accept uncritically the speech message,
contribute to the emergence in his mind of illusions and
misconceptions, influence the emotions of the recipient and
provoke him to commit the actions beneficial for the speaker.
Unproductive form of the manipulative effects can be considered
as a hidden influence on the consciousness of the interlocutor, to
cause frustration, i.e. the psychological discomfort (Zeltukhina,
2004, p. 21). In other words, non-productive manipulation is the
speech act, the purpose of which is the manifestation of feelings
of superiority over the interlocutor by demonstration of his
imperfection, inferiority, which lead to the subordination of the
listener to the requirements of the speaker. For example, the goal
of productive manipulation is the impact on his behavior by using
his weaknesses. In this case, the initiator of the communication
becomes a voluntary donor, putting his interlocutor in a situation
of social well-being and status of superiority (Sedov, 2003, p.
23). Compliment or flattery can be considered the easiest way of
manipulation.

The following dialogue can serve as an example of productive
manipulation.

“You’re a topflight controller, the best numbers and money
man I know anywhere. And any day you get an urge to move over
here with Northam, with a fatter paycheck and a stock option, I'’ll
shuffle my own people and put you at the top of our financial pile.
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That’s an offer and a promise. [ mean it.”

R. Heyward collects supporters of his candidacy for the
election to the post of the bank manager. L. Kingswood, his
partner, at first rejects all small arguments, identifying his
manipulation and offers to speak openly.

The solution search strategy is realised by the tactics of
compliment (You’re a topflight controller) and discrediting tactic
(you’re not an over-all leader), which makes his words more
objective. He recognises the virtues of R. Heyward and even
promises a post in his company, but stresses that for the head of
the bank he lacks leadership qualities.

“But good as you are, Roscoe, the point I'm making is you're
not an over-all leader.”

(A. Hailey. Moneychangers)

As the interlocutor manages to analyse not only speech, but
also such extralinguistic factors as interests, goals, prejudice,
manipulation becomes obvious and leads to a change in the
pragmatics of discourse.

Both productive and unproductive manipulation by the behavior
of the addressee suggest the impact on the emotional sphere, in
contrast to other forms of strengthening the expression, appealing
to the rational sphere.

The highest form of verbal interaction and impact is
communication on cooperative actualisation level, which is the
most optimal variant of effective communication (Radyuk,
2013a; Vetrinskaya, 2013). The main feature of the speaker’s
behavior is respect for the personality of the interlocutor,
fundamental equality, and openness of the methods of exposure.
Actualisation communication is based on the intent to cause
sympathy of communicative partner by exciting the informal
interest in his mind, an attempt to switch it on. It should be
noticed that to learn actualisation communication is not an easy
task, and therefore everyday life is dominated by manipulative
forms of influence, which, as noted earlier, is expressed in hidden
motivation of the recipient to desired actions by influencing his
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subconscious emotions through flattery, compliments, or,
conversely, sharply negative assessment of his personality and
actions.

Conclusions

Thus, the classification of types of speech influence can be
guided by the following principles and criteria: the sphere of
human mental activity, the nature of the interaction of the subject
with the object, awareness / unawareness of speech acts and the
method of their reasoning, illocutionary and non-illocutionary
aspects, the factor of manipulation in the speech impact,
orientation on the interlocutor.

Jluteparypa

1. Berpunckas B.B. KOMMyHUKaTUBHBIE CTPATETUH U TAKTUKH,
UCTIOJIb3yeMble IpU coOeceloBaHUU IIPU MpHeMe Ha paboTy
// Bonipocs! npukianHoi auHrBucTUkd. — 2013. — Ne 10. — C.
27-34.

2. Jouenko E.JI. Tlcuxomorus MaHUMymsiuiuu: (HEHOMEHBI,
MEXaHU3MBI U 3ammuTa. — M., 1997,

3. Kentyxuna M.P. Cneuuduka pedeBoro BO3JAEHCTBUS
TponoB B si3pike CMU: ABTOped. auc. ... A-pa GUIIoN. HayK.
— M., 2004.

4. Hccepc O.C. KOMMYHUKATHBHBIE CTpaTe€rMM W TaKTUKU
pycckoit peun. — M., 2002.

5. Kopones B.C. Bmepen x ycmexy!: Haiimxect pabor /.
Kapneru. — Poctos-na-lony, 1992.

6. JlengeneBa C.H. MeTtoabl ICHUXOMUHTBUCTHYECKON OILIEHKHU
3¢ (EeKTUBHOCTH PEUEBOr0  BO3JEHCTBUA:  ABTOpedepar
JTUCCepTalui ... kaua. ¢punon. Hayk: 10.02.19. — M., 2004.

7. JleontheB A.O. Ilcuxonorudyeckne 0COOEHHOCTH JIEKTOpa. —
M, 1981.

8. Ocrun, x.JI. CnoBo kak geiicteue // HoBoe B 3apyOexHOit
muHreuctuke. — M.: Ilporpece, 1986. — Bom. 17. — C. 22-
129.

52



10.

11.

12.

13.

14.

15.

16.

17.

18.

[Tapmrytuna I'.A. @yHKIUOHAJIbHAsI MHOI'OIUIAHOBOCTh
IJ1aroj0oB KOMMYHHUKAIlMU B aHIJIMMCKOM JIEJIOBOM JUCKYpCE
// Bonipochl pukiaagHoi JuHreuctuku. 2014, Ne 13. C. 53-
63.

[Touenmos I'.I'. KOMMyHUKaTHUBHBIE ACTIEKThl CEMAHTHKU. —
Kues, 1987.

Pamrok A.B. KoMMyHMKaTHBHBIE CTpaTerMd Kak CIOCOO
MaHUIYJISTUBHOTO PEYEBOrO BO3JACUCTBUS B AHIVIMICKOM
nenoBoM  auckypce  //  BectHuk  JleHUHrpanackoro
rocynapcrBeHHoro yHusepcurera um. A.C. Ilymkuna. —
2013.—-T.1.—Ne 4. - C. 181-190. (2013a)

Pagiok A.B. ®yHKUMOHAJIBHO-IIparMaTUYECKUE CBOMCTBA
KOOIIEPATUBHBIX PEUEBBIX CTPATETUI U TAKTHK B AHIVIMHCKOM
JICIIOBOM AHCKypce: ABToped. auc. ... KaHi. QUIIoN. HAYK. —
M., 2013.-25c. (2013b)

Cemob K. ®. O wMaHunymsuuu ¥ aKkTyalu3aluu
B PEYCBOM BO3CHCTBUU /! [Tpo6aembr pedeBoit
kommyHukamuu /  Ilox pen. M.A. KopmunuubiHoH. —
Caparos: U3n- Bo Capar. yH-ta, 2003. — Bem. 2. — C. 20 -
27.

IIImeneBa T.B. PeueBoit kaHp: BO3MOKHOCTb OIMCAHUS U
UCIIOJIb30BaHUsl B IpernojaBaHuM si3bika // Pycucrtuka. —
bepnun, 1990. — Ne2. — C. 22-41.

Hailey A. Hotel. — CI16.: AnTonorusi, KAPO, 2008.

Hailey A. The Moneychangers. — Cavaye Place, London: Pan
Books, 1989.

Malyuga E.N. Modern concepts of intercultural business
communication development in linguistics // Bompocsl
NpUKIagHON TMHrBUCTUKH. — 2015. — Ne 17. — C. 106-118.
Ponomarenko E.V., Parshutina G. Business Interaction and
Communication Verbs: Functional Efficiency Revisited //
AkaneMuyeckass Hayka — TpoOJieMbl U JOCTHUKEHHS.
Marepuansl IX MexAyHApOIHOW HAayYHO-IPAKTHUYECKON
koH(pepenuuu. North Charleston, USA: CreateSpace, 2016.
C. 125-131.

53


http://elibrary.ru/contents.asp?issueid=1249961
http://elibrary.ru/contents.asp?issueid=1249961
http://elibrary.ru/contents.asp?issueid=1249961&selid=21273496

19. Radyuk A.V. Discursive strategies in conflict communicative
situations of English economic discourse // Bompocbl
NpUKIaTHOW TMHTBUCTUKH. — 2015. — Ne 17. — C. 118-129.

References

Austin, J. (1986). Slovo kak dejstvie [Word as action]. Novoe v
zarubezhnoj lingvistike, 17, 22-129.

Dotsenko, E.L. (1997). Psikhologiya manipulyatsii: phenomeny,
mekhanizmy i zashchita. Moscow.

Hailey, A. (1989). The Moneychangers. Cavaye Place, London:
Pan Books.

Hailey, A. (2008). Hotel. St.Petersburg: Antologija, KARO.

Issers, O.S. (2002). Kommunikativnye strategii 1 taktiki russkoj
rechi [Communicative strategies and tactics of Russian
speech]. Moscow, URSS.

Korolev, V.S. (1992). Vpered k uspehu!: Dajdzhest rabot D.
Karnegi [Direct to success!: D.Carnegie dogest]. Rostov-on-
Don: MP Zhurnalist, AO Poisk.

Ledeneva, S.N. (2004). Metody psiholingvisticheskoj ocenki
effektivnosti  rechevogo  vozdejstvija  [Methods  of
psycholinguistic assessment of verbal impact efficiency].
(Thesis abstract, Russia, Moscow).

Leontiev, A.A. (1981). Psihologicheskie osobennosti dejatelnosti
lektora [Psychological peculiarities of a lecturer’s activity].
Moscow: Znanije.

Malyuga, E.N. (2015). Modern concepts of intercultural business
communication development in linguistics. Voprosy
prikladnoj lingvistiki, 17, 106-118.

Parshutina, G.A. (2014). Funkcional'naja mnogoplanovost'
glagolov kommunikacii v anglijskom delovom diskurse
[Functional versatility of verbs denoting communication in
Business English discourse]. Voprosy prikladnoj lingvistiki,
13, 53-63.

Pocheptsov, G.G. (1987). Kommunikativnie aspecti semantiki
[Communicative aspects of semantics]. Kiev.

54


http://elibrary.ru/contents.asp?issueid=1249961
http://elibrary.ru/contents.asp?issueid=1249961
http://elibrary.ru/contents.asp?issueid=1249961&selid=21273496
http://elibrary.ru/contents.asp?issueid=1249961&selid=21273496

Ponomarenko, E.V., & Parshutina, G. (2016). Business
interaction and communication verbs: functional efficiency
revisited. In Academic science — problems and achievements
IX: Proceedings of the Conference. North Charleston, 20-
21.06.2016 (Russian Edition). North Charleston, SC, USA:
spc Academic, (pp. 125-131).

Radyuk, A.V. (2013a). Kommunikativnye strategii kak sposob
manipuljativnogo rechevogo vozdejstvija v anglijskom
delovom diskurse [Comunicative strategies as a means of
speech influence in English business discourse]. Vestnik
Leningradskogo gosudarstvennogo universiteta im. A.S.
Pushkina, 1(4), 181-190.

Radyuk, A.V. (2013b). Funktsional 'no-pragmaticheskiie svoystva
kooperativnych rechevych strategiy i taktik v angliyskom
delovom diskurse [Functional and pragmatic properties of
cooperative speech strategies and tactics in English business
discourse]. (Thesis abstract, MGIMO, Russia, Moscow).

Radyuk, A.V. (2015) Discursive strategies in conflict
communicative situations of English economic discourse.
Voprosy prikladnoy lingvistiki, 17, 118-129.

Sedov, K.F. (2003). O manipuljatsii 1 aktualisatsii v rechevom
vozdeistvii. Problemy rechevoi kommynikatsii, 2, 20 - 27.
Shmeleva, T.V. (1990). Rechevoi zhanr: vozmozhnosti opisanija
i ispolzovanija v prepodovanii yazka [Speech genre:
opportunities of description and language teaching].

Rusistika, 2, 22-41.

Vetrinskaya, V.V. (2013). Kommunikativnye strategii 1 taktiki,
ispol'zuemye pri sobesedovanii pri prieme na rabotu
[Communictive strategies and tactics used at job interviews].
Voprosy prikladnoj lingvistiki, Ne 10, 27-34.

Zheltukhina, M.R. (2004). Spetsifika rechevogo vozdeistviya
tropov v yazike SMI [Peculiarities of speech influence in
mass media language]. (Thesis abstract, Russia, Moscow).

55



