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The article shows how the combination of discourse analysis with a semiotic
methodology can lead to one’s better understanding and appreciation of the static and
dynamic processes in authentic English-based business discourse.
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TepMuHbl ceMHOTHMKA U JMCKYPC, OTJIMYAsACh Jpyr OT JApyra Io
3HAQUYEHMIO, O00Jalal0T HEKOTOPhIMH  OOIIMMH  XapaKTepUCTHUKaMu: 00a
UCIIOJIB3YIOTCSl BCE Yallle W Yalle, OKa3blBasCh HA CTPAHUIAX OJHHMX M TEX Ke
pabot; o0a TpPaKTYIOTCS OYEHb ILIMPOKO, Tepsisi BpeMs OT BPEMEHU CBOIO
crnenuduky; o0a BBIIUIA JaJeKO 3a MPeAeibl OJHOW OTpAciIu 3HAHUS W
YIOMHUHAIOTCA IO pa3HbIM MOBOJAaM U B Pa3HbIX KOHTEKCTaX, CTAHOBSICh
HEOTBEMJIEMOM  YaCThI0  METasA3blKa HCCIENOBAHMM B  T'yMaHHUTAPHBIX,
COI[MAJIbHO-TIOJINTUYECKUX M €CTECTBEHHBIX HayKax JajeKko 3a MpeliesiaMu
OTZIETFHO B3ATON CTpaHBl U HEW30E)KHO TOJIBEPrasiCh BIMSIHUIO TI00aTH3aINH
npoiiecca HaygHoro oomenus [4; 7; 10].

JInsi Hay4HO-TEOPETUYECKOTO OCBOCHHSI COBPEMEHHOTO aHIJIMICKOTO
A3bIKa, UCIOJIb3yeMoro B jesioBbiX 1ensax (Business English), oba Tepmuna u
o003HauaeMble UMHU TOHSTUS B BBICIIEH cTeneHu LenecooOpasHbl. [lonsTue
JUCKypca 3]1eChb BEChbMa IOJIE3HO, MOCKOJIBKY B CBOEM pEaJbHOM ObITOBAaHUU
aHTJIMACKUI SI3BIK JIEJIOBOIO OOIIEHMSI OXBAaThIBAE€T PAa3HbIE MU BMECTE C TEM
HEpa3pbIBHO CBSI3aHHBIE JPYr C APYroM (PyHKIHOHAIbHO-KOMMYHUKATHUBHBIC
tunbl  peun (functional uses / registers) — yCTHbIE W THUCHMEHHBIE,
MOHOJIOTUYECKHE,  AUAJIOTUYECKUE U MOJUJIOTUYECKUEe, TMpsAMbIE U
OTIOCpEZIOBaHHBIC, HANpuUMeEp: TeNePOHHOE OOIIEeHWe B JIETOBBIX MEISAX H
TeXHUKAa BeJeHUs Oecembl, JeioBas KOPPECTOHIEHIWS W  JIeJoBas
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JOKyMEHTaIUsl, JEJOBble COBEIIAHUS M Tpe3eHTauud (MHPOPMUPYIOIIHE U
yOex1aro1ue), IeperoBopbl NpeIcTaBUTeNel pa3HbIX MOAPA3ACICHUN BHYTPHU
KOMITaHHUHU, TIEPETOBOPHI MPEACTABUTENEH Pa3HbIX KOMIAHUN B OJHON OTpaciu,
NEPEroBOPhl HECKOJIBKUX KOMIAHUN U3 Pa3HbIX OTPaciie U MeperoBOPbl MEXKY
KOMITaHUSIMH, TIPUHAIUICKAIMMU K Pa3HbIM HAI[MOHAJIIBHBIM U KOPIOPATUBHBIM
KyJabTypam [8; 9].

Bce mnepeunciieHHbIE BBINIE PA3HOBUAHOCTH PEYU CBSI3aHBI C KU3HBIO
JIEII0BOTO COO0IIeCTBa. BapnaTuBHOCTD SKCTPAIMHTBUCTUYECKHUX IMAPAMETPOB —
KTO TOBOPUT, C KEM M B KaKOW CBS3M — BIHUAET Ha BHIOOP COOCTBEHHO
JMHTBUCTUYECKUX COCTABIISIONINX: KaK MPABHUIIO, UCTIOIB3YIOTCS CIO0BA OOIIETO
S3bIKa B y3YaJIBHBIX JIEKCHKO-(Dpa3eOTOTUUECKUX COYCTAHUSIX, KITFOUEBHIE
Ou3HEC-TEpMHUHBI M pa3Hble OO0BEMBI CHEIUATU3UPOBAHHOM OTpaCIeBOM
TEPMUHOJIOTHH; COYETAaHWE HEUTPaTbHOTO W O(UIMAIBHO-AEIOBOTO CTUJIEH
MOXXET CO BpPEMEHEM YCTynaTh MECTO MeHee odunuaibHoMy U 0Oosee
Pa3rOBOPHOMY CTHJIIO; JIEJIOBOE OOIIEHHE MOXET OCYIIECTBIATHCS B YCTHOH
WIM THUCbMEHHOW ¢opme, 1o TeneQoHy WIM HampsMyr B Oecene, udepes
JIEJIOBYI0 KOPPECMOHICHIINIO, HA COBEIIAHUAX, B XO/€ JIEOBBIX BCTPEY WM 3a
CTOJIOM TIEPETOBOPOB.

BoBrieuenHsie B Mpolecc J€J0BOM KOMMYHHUKAIMU CTOPOHBI IO
HEOOXOIMMOCTH TEPEKITIOYAIOTCS C OMHON (YHKIIMOHATHHOW Pa3HOBUIHOCTH
peun Ha Jpyryro (Ha30BEM 3TOT MPOLECC AHTIIOSA3BIYHBIM TEPMUHOM register-
switching). /lo0aBuM K cKa3aHHOMY, 4YTO B paMKaX OJHOTO M TOTO Xe
(GYHKIIMOHATFHO-KOMMYHHUKATUBHOTO THIIA PEYM TOCTOSIHHO OCYIIIECTBIISCTCS
MEPEeKITIOYEHNE C OJHOTO JKaHpa Ha JApyroi (0003HAYMM STOT MPOIECC
TEPMUHOM genre-switching), HampuMmep B JEJIOBOM TNEPENHUCKE IO Mepe
YCTAHOBJICHUSI U PA3BUTHUS JIENOBBIX OTHOIICHHHM BBICTPAMBAECTCS CIEAYIOIIAs
KapTMHa OOMEeHa MUCHhMEHHBIMU COOOUIEHUSIMU: 3ampoc (enquiry) — OTBET Ha
3anpoc (reply to enquiry) — pa3menieHue 3akasza (placing an order) —
noATBepxkAcHUE (akTta moiaydeHus 3akaza (order acknowledgement) -—
yBesoMiieHne 00 otnpaske 3akasza (advice of despatch) — (mpu BOZBHUKHOBEHUH
npobsieM) mHuchbMO-Xanmoba (complaint) — mnHCbMO-U3BUMHEHHE (reply to
complaint) — TOBTOpHBIA 3aka3 (repeat order) ¢ COOTBETCTBYIOLIUM
COTIPOBOAMTEIIBLHBIM MUCHMOM (covering letter) u OmankoMm 3akasa (order form)
[6].

WN3ydyenne  COBPEMEHHOIO  aHIJIOSA3BIYHOIO  JUCKypca  JEI0BOMU
HaIMpaBJICHHOCTH C [EJIbI0 BBISBICHUS €0 HEPa3phbIBHOM CBSI3M C MHUPOM
Ow3Heca, HE OTpaHUYMBASCh paMKaMH JUCKYpC-aHAINW3a, NEJaeT BIIOJIHE
000CHOBaHHBIM oOOpaleHue K ceMuoTudeckor Mmeromonoruu [1; 3; 5; 8; 9].
Jleno B TOM, 4TO TOCIEAOBATEIbHOE W OPTraHM30BAHHOE HAYYHOE OINMCAHUE
NEPEUYUCICHHBIX (PYHKIIMOHAIbHO-KOMMYHUKATUBHBIX THUIIOB pEuYd IIar 3a
[1aroM BCKPBIBAET TMHAMUKY OOIIIETO U OCOOEHHOT0, CTAHOBSICh TAKUM 00pa3oM
CEMUOTHUYECKUM IO CYTH: B KaXJOM M3 HCCIEAYEeMbIX MPOU3BEICHUN peUH
YCTaHABJIMBAETCA PAJl CBOMCTB, OOBEAMHSIOUIUX €r0 C ILIEJIBIM PSAOM JIPYTUX
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O00OBEKTUBHO CYIIECTBYIOIIMX MPOU3BEICHUNH YCTHOM M NHUCHMEHHOW peuH
JeJI0BOM HampaBieHHOCTH (“identity” — «TOXJI€CTBO»); OJJTHOBPEMEHHO C 3THUM
NyTeM JETAJbHOTO HCCIEAOBAaHUSl BBIABIAIOTCS W TaKUE XapaKTEPUCTUKH,
KOTOPbIE OTIMYAIOT OMUCHIBAEMOE MPOU3BE/ICHUE PEUH OT APYTHX, TOTUEPKUBAS
TeM caMbIM ero crenuduky (“‘otherness” — «0TCYTCTBUE TOXKAECTBa») [1; 5; 9].

B mpuBeneHHBIX HWKE MIECTH BBICKA3bIBAHUAX W3 aBTOPUTETHOTO
oputanckoro u3nanusa “Oxford Handbook of Commercial Correspondence” [6.
P. 42-45], oueBunHa CBsI3b C MUPOM OM3HECA: ATO (PArMEeHTHI MUCEM-3aIIPOCOB,
KOKIbIA M3  KOTOPBIX  JIEMOHCTPUPYET Ty WIM  HUHYIO  CTEIECHb
«IIeJICHANPaBJIEHHOI0 coluanbHoro aerctBusi» [2. C. 136] uepe3 oco3HAHHO
UCIIOJIb3yeMbIC  COCTABUTENIEM JIEJIOBOTO MHChMa OW3HEC-TEPMHHOJIOTHIO
(00mIeynoTpeOUTENbHYI0 U OTPaciieByl0), MOP(OJIOTHUIO, CUHTAKCUC U CTUJIb.
BapuatuBHOCTh SA3BIKOBBIX COCTABIISIFOIIMX OMNPENETSETCS OCOOEHHOCTIIMU
CUTyallMM OOILIEHUS M XapaKTepOM B3aMMOOTHOILIEHUN MEXIy MUIIYIIUM H
aapecatoM. B kaxagom  o0pasne, HE3aBUCUMO OT  MNPOTSKEHHOCTH
BBICKA3bIBaHUS, COXPAHSIETCS KaHpOBas crienuduka — 3amnpoc (enquiry).

1. Please would you send me your Spring catalogue and price list,
quoting CIF prices, Le Havre?

2. I would like some information about your courses in English for
Business Executives, beginning in July.

3. Could you please send me details of your tubeless tyres which are
being advertised in garages around the country?

4. We are a large music store in the centre of Poitiers and would like to
know more about the re-writable and recordable CDs you advertise in this
month’s edition of ‘Lectron’.

5. You were recommended to us by your trade association and I am
writing on behalf of our principles in Canada, who are interested in importing
chinaware from England.

6. We are a chain of retailers based in Birmingham and are looking for a
manufacturer who can supply us with a wide range of sweaters for the men’s
leisurewear market. We were impressed by the new designs displayed on your
stand at the Hamburg Menswear Exhibition last month.

Kaxnoe u3 Beicka3biBanuii [6. P. 58, 64, 66, 67, 105, 106], npuBeaeHHbIX
HUKE, OTHOCUTCS HE TOJBKO B IIEJIOM K MUPY OM3HECA, HO U K Pa3HBIM dTaraM B
nepenucke 3aka3zuuka (buyer / customer) u mocraBuuka (seller / supplier).
[lepBoiii pparmeHT mpeAcTaBiseT coOOM Hayano oTBeTa Ha 3ampoc (reply to
enquiry); BTOpOW 0Opaser] COAEPNKUT TMPEMIOKCHHE, KOTOPOE SBISCTCS
TUIIAYHBIM JIJI1 CONTPOBOUTENBHOTO MTUChMA MPU 0(OPMIIEHUH 3aKa3a (covering
letter); crienyroilee BBICKAa3bIBAHUE XapaKTEpHO MJisi MOATBEpPKIAeHUs (akTa
nonyueHust 3akaza (order acknowledgement); 4yeTBepThIii ()parMeHT B3SIT U3
yBemoMiieHus: 00 otnpaBke 3akaza (advice of despatch); msTeiii U 1ecToit
oOpaslbl  M3BJIEYEHBI W3 TEX JKAHPOB [IEJIOBOW MEPENUCKH, KOTOphIE
OKa3bIBAIOTCS ~ MPUOPUTETHBIMH,  €CJIM  BO3HUKIM  TPYAHOCTH  BO
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B3aMMOOTHOIICHUSX MEXKIY IMPOJABIIOM U TOKYMarelieM, — MUCbMO-kanoda
(complaint) u nuceMo-u3BuHeHUE (reply to complaint).

1. Dear Mr Crane

We were pleased to receive your enquiry, and to hear that you liked our
range of sweaters. We can confirm that there would certainly be no trouble in
supplying you from our wide selection of garments.

2. Please find enclosed our official order, No. DR4316.

3. Thank you for the above order, which we are now making up. We
have all the items in stock and will advise you about shipment in the next few
days.

4. We are pleased to tell you that the above order has been shipped on
the SS Marconissa and should reach you in the next 10 days.

5. I am writing to you to complain about the shipment of sweaters we
received yesterday against the above order.

6. Thank you for informing us about the damage to our consignment
(Inv. No. 18871).

B coBpeMEHHOM aHIJIOSA3BIYHOM OW3HEC-TUCKYPCE COCYILECTBYIOT JBE
TEHJEHIMU peudeynoTpedneHus. IlepBas u3 HUX, Kak 00 3TOM yOEIUTENbHO
CBHUJICTEJILCTBYET MaTepuaj, M[PUBEIACHHBIA  BBIIIE, 3aKJII0YaeTcsl B
MOCJICIOBATEILHOM BOCIIPOM3BEIICHNN HanOOJee 3HAYUMBIX U K HACTOAIIEMY
MOMEHTY B BBICIICH CTEMEHH KOAU(MDUIIMPOBAHHBIX — TPEANUCHIBACMBIX H
MPEACKA3yEMbIX — COCTABJISIIONIMX S3bIKA W CJOTa JEI0BON KOMMYHUKAIIUU:
obmeynorpeduTenbHON On3Hec-TepMuHoioruu (price list, price, order, stock,
shipment, damage, consignment), oTpacieBoii Jekcuku (tubeless tyres, re-
writable and recordable CDs, chinaware, sweaters), (YHKIIMOHAJIbHO-
CTUJIMCTHYECKOTO pa3HOOOpa3us (BapUATUBHOCTU CTUJISL B 3aBUCUMOCTH OT
CUTYyallUM U XapakTepa oOIIeHHUs) U >KaHpOBOW cnenuduxu (ompenensieMoit
HEeJIbIM PAIoM (PAKTOpPOB — STAloM B pPa3BUTUM OTHOIICHMH ABYX U Oorsee
CTOPOH, CYTBhIO OOCYXIaeMOro BOMpOCA, T.€. TEMU WM HHBIMH ACIEKTaMU
KOHKPETHON KOMMYHUKATUBHOU CUTYaIUH).

Bropass TeHaeHIusi MPOSBISETCS B HENPEPHIBHOM M MHOTOIUIAHOBOM
pEYETBOPUECTBE, B TOTOBHOCTH MHUIIYIIMX U TOBOPSIIMX HAa COBPEMEHHOM
AHTJIMACKOM SI3bIKE€ OKMBHUTH, OOBITPATh M CaMBbIM HEOXKUJAHHBIM CIIOCOOOM
3aJIeCTBOBATh pPa3HOOOpa3ne pPECypcoB CAMOOBITHOW CEMACHOJIOTHYECKOM
CHUCTEMBI — B&KHEHIIIETO CPEICTBA OOIICHHUS.

B wMarepuansl pedepatuBHBIX COOPHHUKOB aMEPHKAHCKOW KOMITAHUU
Soundview, MpEeIHA3HAYCHHBIX IS JICJIOBOTO COOOIIECTBA M HA3BAHHBIX
Executive Book Summaries, BOBJIEKaIOTCA HE TOJBKO PEAIbHO CYILECTBYIOIIUE
JeKcuyeckre / TEPMUHOJOTHYECKHE / MOHOJIEKCEMHBbIE / TOJUIEKCEMHbIE
CAUHUIIBI, HO M MOTEHIHUAJIbHbIE — JOMYCTUMBbIE U CO3/aBAaEMbI€ C YYETOM
crenu(UKU U CUCTEMHBIX CBOMCTB COBPEMEHHOTO aHTIIMHUCKOTO SI3bIKA.

B uzydennbix oOpasmnax (January, February 2013) Hemasio HHTEpECHBIX
SBJICHUI, HO 0COOOT0 BHUMAaHMS 3aCily’KMBaeT HAUOMaTH4eckas (hpazeonorusi.
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CocTtaBuTenu KOPOTKUX 8-CTpaHMUYHBIX pedepaToB, HM3IArarolIMX OCHOBHBIC
MOJIOKEHUSI TOM WJIM MHOW M3 HambOOJee MHTEPECHBIX KHUT W MOHOIrpaduil mo
aKTyaJIbHOW JEJIOBOM TEMATHKE, UCIOJb3YIOT YCTOMUYMBBIE UAMOMBIL: drive sth.
home, fall flat on your face, get the ball rolling. OngHoBpemMeHHO ¢
BOCITPOU3BEJECHUEM UAMOM, 3apETUCTPUPOBAHHBIX B aBTOPUTETHBIX KOPIYCHBIX
OJIHOSI3BIYHBIX CJIOBApsiX, MMH CO3JA€TCAd UENbI pPsAJ OKKa3MOHAIbHBIX —
KOHTEKCTYaJbHO-O0yCIIOBJICHHBIX  —  MOJWJICKCEMHBIX  MeTa(OpUIECKUX
MOCJIEA0BATEIbHOCTENH, KOTOPHIE COMNPOBOXKIAIOTCS B TEKCTaX  BIIOJIHE
aJICKBaTHBIMU TOJIKOBAHMSIMU U B PE3YyJbTaT€ BOCIPUHUMAIOTCS UMEHHO Kak
cOOCTBEHHO uauMOMbI, Hampumep: 1. It’s time to stop the vanilla! unu It is time
for you to stop the vanilla! (‘provide something you can’t get anywhere else ...
differentiate yourself from competitors...”). 2. Looking in the mirror
(‘conducting a thorough internal analysis of your strengths, weaknesses and
finances’). 3. Looking out the window (‘conducting an external analysis ... to
identify trends and collect industry data to make the most informed decisions
regarding your future strategy and direction’). IIpuBeaeM HECKOJBKO
MOKa3aTeJIbHbIX OTPHIBKOB:

For many people, presentations are one of the most difficult parts of their
job. Whether it’s speaking to a roomful of people, explaining your budget to the
CEO, pitching to a potential client, leading a departmental meeting or presenting
remotely via the Internet, otherwise effective and valuable employees struggle to
drive home their message and persuade their audience. Even experienced
presenters can fall flat on their faces when the stakes are high.

(Executive Book Summaries. January 2013, p. 1)

Are you selling vanilla ice cream? If you are, you are likely getting
negotiated on price, losing customers to competitors and experiencing declining
sales and profitability. As consumers we choose to go to certain stores or
restaurants every day because they provide something you can’t get anywhere
else. Why would it be any different for your business? You must differentiate
yourself from competitors. Defining your competence, or as we call it your mint
chocolate chip, is essential to the long-term success and prosperity of yourself,
your family, your employees and their families, and your organization. It’s time
to stop the vanilla!

(Executive Book Summaries. February 2013, p. 2)

Looking in the Mirror: Internal Analysis
As part of the development of a proactive strategy, conduct a thorough
internal analysis of your strengths, weaknesses and finances.
(Executive Book Summaries. February 2013, p. 4)

Looking out the Window: External / Market Analysis
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Conducting an external analysis requires you to identify trends and collect
industry data to make the most informed decisions regarding your future
strategy and direction.

(Executive Book Summaries. February 2013, p. 5)

W3ydyeHne COBpPEMEHHOTO aHIJIOS3bIYHOTO OW3HEC-AUCKypca TpedyeT
NPUMEHEHUSI KOMIUIEKCHBIX METOJMK, TaK KaKk MMEHHO COYETAaHHE Pa3HbIX
MOAXOJ0B, METOJOB M NPUEMOB IMO3BOJISIET BBISIBIATH B OMUCHIBAEMOM
MHOT000pa3uy ayTEHTUYHOTO MaTepralia JTHHAMHUKY OOIIEro U 0COOEHHOTO, TEM
CaMbIM TIOJTBEPKIasi CIIOCOOHOCTh CAMOOBITHON CEMAaCHOJIOTUYECKONW CUCTEMBI
MIPOJIOJDKATh OCTAaBAThCS BAXKHEUIIMM W HE3aMEHUMBIM CPEJCTBOM OOIICHMUS,
B3aMMOJICUCTBUS U B3aMMOTIOHUMAHMSI.
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