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With increasing globalization, English has become the predominant language for business communication
across borders. This has piqued the interest of linguists in studying the nature of business discourse in English.
The concept of business discourse emerged as a distinct area of study at the intersection of text linguistics
and pragmalinguistics only in recent decades. Business discourse encompasses the purposeful, status-role
speech activity of people engaged in business relations and economic activities aimed at producing/selling
goods or services for profit. It is actualized primarily in four main spheres: commerce, production, finance, and
intermediation. Official business discourse is characterized by stability, tradition, standardization, accuracy,
objectivity, specificity, conciseness, and lack of imagery/emotionality. It excludes ambiguity and is shaped by
institutional norms of the business community. At the same time, business discourse is a dynamic phenomenon
evolving with societal and business developments. Business discourse can be categorized into oral (dialogues,
negotiations, meetings, etc.) and written forms (official documents like orders, agreements, memos, etc.),
though some genres combine both. Each genre has its own communicative goals, structure, and language
patterns like clichés, formulas, and communicative stereotypes shaped by professional norms. Core oral genres
include interviews, phone conversations, meetings, negotiations and presentations. Their language is marked
by conciseness, standardized patterns, terminology, nomenclature, abbreviations and formulaic expressions
aimed at effective business communication. For example, negotiation genres use clichés like "to resolve mutual
problems", "to establish rapport”, etc. Business discourse is a multidimensional phenomenon encompassing
the specialized language practices of the global business community. Its forms and conventions are adapted to
achieve core goals like information exchange, collective decision-making, persuasion, and codifying agreements
within an institutional professional context.
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Problem statement. Based on the information
provided in the text, the problem statement does
not seem to be explicitly stated. However, the text
discusses various aspects related to the nature,
characteristics, and genres of business discourse,
which implies that the broad problem area being
examined is:

Understanding and analyzing the linguistic
features and conventions of business discourse in
English in order to facilitate effective communica-
tion and achieve desired outcomes in international
business contexts.

The text notes that with increasing global inte-
gration, English has become the common language
for interlingual business communication, spark-
ing interest among linguists to study this domain.
It discusses how business discourse is a multidi-

mensional phenomenon spanning oral and written
genres, each with its own communicative goals,
structures and specialized language patterns.

Analysis is provided on the characteristic fea-
tures of official/institutional business discourse
like brevity, standardization, use of terminology/
nomenclature, formulas and clichés. Specific oral
genres like negotiations, meetings, interviews are
examined for their language conventions aimed at
purposes like persuasion, information exchange,
collective decision-making. The dynamic and
evolving nature of business discourse in response
to developments in society and business is also
highlighted.

So in essence, the underlying problem being
explored is developing a deeper understanding of
the linguistic practices, genres and communicative
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norms governing business discourse in English to
enhance cross-cultural business communication
in a globalized environment. An interdisciplinary
analysis from linguistics, pragmatics and discourse
analysis perspectives is required to address this
problem.

The object of study is business discourse,
specifically business discourse conducted in the
English language in professional and institutional
contexts.

The subject of study is the linguistic features,
conventions, genres, and communicative norms
that characterize business discourse in English.

The aim of the study is to conduct a compre-
hensive linguistic analysis of business discourse
in English in order to understand its distinct char-
acteristics, genres, and communicative norms,
thereby facilitating more effective cross-cultural
business communication in global professional
contexts; to analyze the language patterns, clichés,
formulas used in different oral and written busi-
ness genres; to examine the pragmatic functions
achieved through business discourse (informing,
persuading, negotiating, decision-making, etc.);
to understand the institutional norms and "rules"
shaping business discourse conventions; to study
how business discourse evolves with changes in
professional/business environments; to provide
linguistic and stylistic insights to enhance training/
preparation for international business communica-
tion.

The objectives of the study on business dis-
course in English are: to identify and analyze the
key linguistic features, patterns and conventions
that characterize different genres of business dis-
course (the use of clichés, formulaic expressions
and communicative stereotypes; employment of
specific terminology, nomenclature and abbrevia-
tions; adherence to norms of brevity, conciseness,
objectivity and lack of ambiguity); to examine the
structural and compositional aspects of core oral
business genres like negotiations, meetings, inter-
views, presentations etc.; to study the dynamism
and evolution of business discourse practices by
tracking changes in response to developments in
global business environment and professional com-
munication needs; to identify similarities and dif-
ferences in business discourse conventions across
cultures/languages in order to facilitate effective
cross-cultural business communication.

The presentation of the main material. The
overarching objective ties these specific goals
together — to build a comprehensive theoretical
and applied understanding of business discourse in
English from linguistic and pragmatic perspectives
to optimize its use in professional global contexts.

With the development and intensification of
integration processes, English is becoming the most
common language in the process of interlingual
communication at the business level. This explains
the interest of linguists in business communication
in English.

Throughout the history of mankind, many
ideas about business communication have been
accumulated. Even the ancient philosophers
(Confucius, Socrates, Aristotle) paid attention to
the peculiarities of business conversation.

The anthropocentric orientation of the modern
humanities contributes to the fact that business
communication as a part of human activity
is becoming the subject of numerous studies.
This process is effectively studied by experts in
psychology, sociology, ethics, and philosophy.
The success of business communication depends
not only on the knowledge of the subject matter
(professional foundations of activity), but also on
communicative competence, which is realised in
the ability to use language means to establish and
maintain communication contact in accordance
with the rules and conventions of communication,
and to influence the addressee in order to achieve
communicative goals and implement extra-
linguistic tasks, which explains the growing value of
scientific recommendations of linguists for business
communication as a socially significant activity.

The concept of business discourse was first
identified as an independent scientific problem
at the intersection of text linguistics and
pragmalinguistics only in the last decades of the
twentieth century.

Business discourse has been studied by
contemporary Russian and foreign scholars:
V.L. Ivashchenko, T.V. Chrdileli, L.P. Naumenko,
P. Brown, M. Clyne, T. van Dijk, B. Katz, J.P. Kotter
and others.

Business discourse takes place in the economic
sphere, which covers the relations that develop in
the process of solving industrial problems that arise
on the basis of and in relation to a certain type of
activity related to the production and sale of goods
or services and to achieve a business effect, i.e.
profit. Business discourse is a purposeful status-
role speech activity of people whose common
feature is business relations covering not only
organisations within, but also relations between
organisations, as well as communication between
organisations and individuals based on the norms
and rules of communication accepted in the
business community.

Business discourse is actualised in four main
areas. These are commerce, production, finance and
intermediation. Each of these spheres has its own
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peculiarities caused by: thematic and intentional
orientation, terminology and peculiarities of its use,
rules of professional behaviour of communication
participants, which gives grounds to consider them
as varieties of business discourse (Naumenko,
2003, p.123).

The peculiarities of official business discourse
include stability, tradition and standardisation,
because the scope of its application is business
relations between people, institutions and states.
As already mentioned, official business discourse
is characterised by strict accuracy, objectivity,
specificity, conciseness, lack of imagery and
emotionality, so the choice of means for it will
be determined by the same features. In particular,
the use of international lexical items will not be
dictated by the desire to implement basic pragmatic
attitudes, since the content expressed in the official
business style should exclude the possibility of
ambiguous interpretation.

Institutional business discourse is both a social
and a linguistic phenomenon. Its existence and
development, communication mechanisms and
a set of expression tools depend on the situation
of communication and the requirements of the
modern business world. It is the social institution
‘business community’ that determines the use of
language, ‘implants’ certain knowledge and ideas
in the personality of each of its members, dictates
strategies and tactics of interaction between social
groups and individuals (Sant, 2008). Institutional
business discourse is a complex, multidimensional
formation, where each area that is part of it has
its own unique addressee and addressee, goals
and objectives of communication, interaction
situations, intentions and strategies for achieving
them (Sant, 2008, p.51). The main reasons that
determine the dynamism of business discourse
are the stable development of society, business
and, accordingly, the development of a linguistic
personality.

Depending on the scope of the business
communication situation, we can talk about business
discourse itself and its varietiecs — commercial,
industrial, financial, intermediary, etc., and
depending on the form of implementation — about
oral (exists in acoustic form) and written (texts of
official business documents) business discourse.

The core of the oral BD is an oral dialogue,
while the written BD is centred on written texts of
official business documents. Between them, in the
direction from the written to the oral form of the
BD, there is business correspondence (electronic
and fax messages). The texts of such messages are
virtually impossible to model, as they are created
anew each time. Only the standard parts of their

structure are saved — introductory greetings,
references to the previous message, concluding
phrases, etc.

The oral part of business discourse includes
the following main genres: interview, telephone
conversation, meeting, business negotiation,
presentation, conference, annual shareholders'
meeting. The division of business discourse into
oral and written is somewhat artificial, because
some genres combine both forms of communication
(Naumenko, 2003).

For example, an oral interview may be recorded
on audio or video tape with subsequent discussion,
and the results of the interview must be recorded
in writing in the form of a questionnaire with the
assessment and conclusions of the commission
regarding the candidate for the position/employee;
telephone conversations in some companies are
also recorded on audio tape with their subsequent
printing and processing; business/production
meetings are recorded and/or taped; the results of
business negotiations are recorded in writing in
the form of (preliminary) agreements, the results
of conferences and annual shareholders' meetings
are covered in materials and reports. As for the
presentation, its full text or theses are prepared in
advance in writing. The above suggests a certain
symbiosis of some genres of business discourse.

All types of BD have certain parameters —
integral and differential. The integral feature of the
BD is the situation of business communication,
which, together with extralinguistic factors,
determines its differential linguistic features. In
order to obtain a more specific model of a particular
type of BD, it is advisable to take into account the
goals, interests, desires of communicators, their
social roles, status, and positions.

In addition to the main pragmatic function, the
purpose of which is to influence the addressee, not
the least place in business speech is occupied by
the phatic function, the main purpose of which is to
establish, continue or interrupt communication, to
attract the interlocutor's attention or to make sure
that he/she listens attentively (Naumova, 2000).
For its successful implementation, BD should rely
not only on the interaction of pragmatic and phatic
functions, but also on the support of some other
factors, in particular dialogicity and appeal, since
any interaction involves its addressee.

The subject of business rhetoric is professionally
important genres, primarily related to the training
of specialists in marketing, management, finance,
and the national economy. In the institutional BD,
such genres as business conversation, business
negotiations, business meetings are distinguished;
in a number of modern scientific publications
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they are referred to as so-called “complex speech
events” (event genre) (Knight, 2002).

Each of the business speech genres has its own
specific communicative task and goal (to discuss,
formulate an opinion, make a decision, etc.), but
at the same time these tasks and goals are similar
in that they are realised in business, professional
communication of a certain circle of specialists,
business people, and in the process of business
communication they are often intertwined,
complementing and “supporting” each other.

From the point of view of structure, any
discourse is an exchange of remarks, including,
along with spontaneous speech, template
phrases, discursive formulas, precedent texts,
communicative stereotypes, etc.

Communicative stereotypes are an integral part of
the role behaviour of communicators in institutional
BD and its specific genres. Stereotypes are formed
on the basis of experience, frequency of repetition
of role features that characterise behaviour, manner
of speaking, movement, and dress.

Let us now turn to the analysis of certain genres
of institutional BD. Let's consider the so-called
genre of analysing the results of the implementation
of the agreements reached, i.e. establishing
contacts and clarifying the content and purpose of
business negotiations, which largely determine the
tone and productivity of all communication: a clear
definition of the concepts of “why, for what purpose
business communication takes place” is one of the
important components of its effectiveness.

As the analysis of negotiation texts shows,
the genre of “presentation of positions” can be
represented by one of the contracting parties,
although in about a third of cases, both parties
present and present their positions. At this stage,
the informative purpose of the negotiations is
most fully realised. The parties seek to obtain as
much information as possible about each other's
position, interests, needs, important criteria, etc.
in order to develop and conclude an agreement:
“Mutual exchange of views often transforms from
a dialogue into a kind of alternating monologues
and requires the participants to have the skill of
creating monologues, albeit small in volume”
(Mortensen, 2004).

There are typical language cliché constructions
that precede the actual specific presentation of
events and established etiquette formulas, usually
formulas of greeting, requesting readiness for
communication.

If we analyse the phrases of the business
negotiation genre separately by phraseological
aspects and cliché expressions, we can get the
following picture.

In the phrases «We are here today, to resolve
our mutual problemy, «We are ready to share our
comments about ...», «We will reach an agreement
soony, «Our company always takes into account
environmental issues wherever it is possible», «We
make an effort to establish a good rapport with...»,
expressions «fo resolve our mutual problemsy, «to
share our commentsy, «to reach an agreementy, «to
take into accounty, «to establish a good rapporty are
phrase schemes, as this unit of speech is characterised
by economy and capacity, multilevel and stereotyped
structure with a constant emotional component.

In expressions «In our company, high quality is
on the agenday, «Stop talking about the weather
and lets get down to business», «Our CO began
to explain the plan of action to the partnersy,
phrases «on the agenday», «let’s get down to
businessy, «let’s analyze the plan of actiony are a
cliché, i.e., a stereotypical form and a ready-made
formula characterised by a very high stability of
the component composition.

The genres of “discussing positions” and
“agreeing on positions” are central to the
compositional and structural construction of
negotiations. At this stage, the parties seek to
present their point of view to the fullest extent
possible and to realise their interests. The main
goal of this stage is to persuade the other party to
accept the proposals put forward and change its
position. At this stage, the main goal of business
negotiations is to reach an agreement. Obviously,
the need for agreement arises primarily in relation
to differences in positions or differences in interests
(in the strategy of joint problem analysis with a
partner): “Regardless of what kind of negotiations
we are dealing with..., the main question is how to
resolve the contradictions of interests (positions)
and at the same time realise their coincidence to
the fullest extent” (Sant, 2008, p.48).

Another business genre is the meeting. This is
a form of organising business communication of
the team for the purpose of information exchange
and collective decision-making on topical issues
(Morand, 2000). The principle of this genre is to
discuss professional problems, usually within the
organisation's team. Its purpose is to make certain
decisions or coordinate mutual actions. This
rhetorical genre also contains certain language
formulas. Let's analyse them as we did for the
previous genre:

«We made an appointment with...», «QOur
multinational ~ competitors are faced with
potentially a phenomenally profitable markety,
«In our opinion, in this situation our employees
should...», «I do not agree with this situationy,
«How well you present yourself and your ideas...»:
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«to make an appointment», «to face withy, «in
our opiniony, «to agree with the situation», «how
welly are phrase schemes.

«In our meeting the colleagues will have a
brainstorming session», «We will have a good
working meetingy, «Meeting called on a routine
basis..», «The eye contact and body language are
essential to effective meetingy, «brainstorming
sessiony, «good working meeting», «a routine
basis», «eye contacty i «body language» are cleche.

It is noteworthy that the phraseological aspect
and clichés in the business meeting genre account
for the same number of percent.

Thus, institutional BD tends to stand out for its
relative stability and closedness. This is due to its
specific functional focus: international treaties, state
acts, legal laws, resolutions, charters, instructions,
official correspondence, business papers, etc.

Despite the differences in content and variety of
genres, institutional BD in general is characterised
by a number of common features. These include,
in particular:

1. brevity, compactness
economical use of language;

2. standardised arrangement of material, often
with the use of clichés inherent in this style;

3. extensive use of terminology, nomenclature,
the presence of a special stock of vocabulary and
phraseology, inclusion of difficult to abbreviate
words and abbreviations in the text.

Conclusion. In conclusion, business discourse
in the English language has emerged as a crucial
area of study at the intersection of linguistics,
pragmatics and professional communication. As
globalization intensifies and English solidifies its
role as the lingua franca of international business,
developing a comprehensive understanding
of the linguistic conventions and pragmatic
norms governing business discourse becomes
paramount.

of presentation,

This text has examined the multidimensional
nature of business discourse, encompassing
both oral genres like negotiations, meetings
and presentations as well as written genres like
official documents, correspondence and reports.
Despite contextual variations, business discourse
displays some overarching features such as brevity,
standardization, extensive use of terminology/
nomenclature, and lack of ambiguity. Its language
is shaped by institutionalized norms of the global
business community.

However, business discourse is not a static
phenomenon. It continues to evolve dynamically
in response to developments in business practices,
professional communication needs and societal
changes. Linguistic analysis reveals the myriad
ways in which pragmatic goals like informing,
persuading, negotiating positions and making
collective decisions are discursively achieved
through strategically deploying clichés, formulas,

interactional  patterns and  communicative
stereotypes.
Going forward, interdisciplinary research

drawing from discourse analysis, sociolinguistics
and pragmatics can continue to unpack the
linguistic underpinnings of business discourse
genres. This can generate valuable pedagogical
insights for enhancing cross-cultural business

communication  training and  developing
professionals' discursive competence. As the
world becomes increasingly interconnected,

such research efforts are crucial for facilitating
successful interlingual business engagement.
Understanding and optimizing business discourse
in English is key to achieving core objectives like
forging agreements, coordinating global operations
and driving international corporate success in an
integrated economic landscape. This underscores
the vitality of this area of study for both theoretical
and applied linguistics.
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BUKOPUCTAHHS BJIAJU TA ABTOPUTETY B JJILIOBOMY JUCKYPCI:
CTUJICTUYHUU AHAJI3

Bba6earok Oxcana AnapiiBHa

00KmMop hinonociuHux Hayxk, npoghecop,

npogecop xaghedpu iHO3eMHUX MOB MA NepeKiady

JIvgiscbko20 deporcasnoco yHieepcumemy Oe3nexku HeummeoisiibHOCmi
eyn. Knenapiscoka, 35, Jlveis, Ykpaina,
SAR, 3anpowenuii npogecop, haxyrbmemy mucmeyma
ma coyianorux Hayk CiOHelcvbKo20 yHigepcumemy,
Hoeuii ITisoennuii Yenvc, 2009, Cioneti, Ascmpanis

3i 3pocmannam enobanizayii aneniticbka Mo8a cmaia OOMIHYIOU0I0 MOBOIO Oisl OL10B020 CRIIKYBAHHA Yepe3 KOPOOHU.
L]e suknuxano inmepec ninegicmié 00 GUGUEHHs. NPUPOOU Oil08020 OUCKYPCY 8 aHeaiuchKil Mogl. [lonamms 0inosozo
OUCKYPCY chOPpMYBANIOCS AK OKPeMA 2ATY3b OOCTIONCEHHS HA NePemUuHi TIHe8ICMUKI MEKCIY Ma NPAaeMAliHeGICMuKu Juule
6 ocmanni oecamunimms. J{inoeuii OUCKYpC OXONTIOE YiNeCnpamMo8any, CmamycHo-poibos8y MOGIEHHERY OiflbHicMb tio0ell,
3any4eHux y 0inogi Cmocynku ma eKoHOMIuHy OiANbHICIb, CHPAMOBAHY HA SUPODHUYMBO/NPOOAdIC MOBAPIE Uil NOCIY2 3
Memoio ompuManus npudymky. Bin axmyanizyemuvcs nepedycim y Homupbox 0CHOBHUX chepax. Komepyii, 6UpoOHUYmMEi,
ginancax ma nocepednuymei. Oiyitino-0inosuti OUCKYPC Xapakmepuzyemvcs cmaditbHicmio, mpaouyitinicmio,
CMaHOapmMu3ayiero, MOUHICMIo, 00 EKMUBHICMIO, KOHKPEMHICMIO, TAKOHIUHICIIO, BIOCYMHICIO 00PAZHOCII/eMOYIIHOCTII.
Bin suxntiouae 0603naunicmy i hopmyemuca iHcmumyyitinumy Hopmamu 0isHec-cninbhomu. Boonouac Oisnec-0uckypc €
OUHAMIYHUM ABULYEM, U0 PO3BUBAEMBCS PA3OM I3 CYCRIIbHUM MA Oi3HeC-po36UmMKoM. [{inosutl OUCKYpc MOJMCHA NOOLIUMU
Ha ycHull (0ianoau, nepecosopu, 3yCmpiui mowjo) ma RUcbMosutl (0piyitini OOKyMeHmu — HaKasu, yeoou, CIyHcO08I 3anucki
Mowo), xoua 0esaKi Hcaupu nOEOHYIOMs Y codi 00uosi opmu. Kosicen dcanp mae c80i KOMYHIKAMUBHT Yii, CHPYKIIYPY
ma MoGHi namepHuy, Maxi AK Kaiute, Yopmynu ma KOMyHiKamueHi cmepeomuni, cgpopmosani npogecitinumu nHopmamu. [lo
OCHOGHUX YCHUX JICAHPI6 HaLexcamb iHmepa'io, meneghonni poamosu, 3ycmpiui, nepecogopu ma npesenmayii. Ixus mosa
8I03HAYAEMbCA TAKOHIYHICMIO, CMAHOAPMU308AHUMY 3DA3KAMLU, THEPMIHOL0ZIEI0, HOMEHKIAnypoio, abpesianypamu
ma WAbIOHHUMU BUPA3AMU, CRPAMOBAHUMU HA ehekmusHy 0in08y KomyHixkayito. Hanpukiao, y swcanpax nepezosopie
BUKOPUCMOBYIOMbCA KliWe HA KUMAIm «BUPIUUmMU 63A€MHI NpoodIeMuy, «8CMAHOBUMU 63AEMOPOIYMIHHAY MOUO.
Hinosuii duckypce — bazamosumipre asuuje, ujo OXONIIOE Cheyiani306ani MOGHI NPAKMUKY C6Imoeoi Oiznec-cnitbHOmu.
Hoeo ghopmu ma xonsenyii a0anmoeari ois 00CeHeHHs OCHOGHUX Yinell, maKkux K oomin inghopmayiero, KoiekmueHe
NPUUHAMMSA PiuleHb, NePeKOHAHHA a KOOupikayis 0omoseieHocmerl 8 iHCMumyyitiHomy npo@ecitiHomy KOHMeKCmi.

Knrouosi cnosa: dinosa aneniticoka Mosa, 0inogutl aHenitiCbKull OUCKYPC, CIMUTICIMUKA, HCaHp, 0i3Hec OUCKYPC.
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