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Business English Teaching Methods

Current Trends and Concerns in Teaching Business English.
Language Training vs. Skills Training

Anissimova L.A.
(Togliatti Academy of Management)

Taking into account the current trends and concerns in teaching Business English, it’s
important to stress the following point: Business English is taught to a wide range of
professional people and people in full-time education preparing for a business career.

One of the questions which is often debated among the BE teachers is:

“Are we teaching language or skills? *

Business English course focuses on such areas as telephoning, business writing,
presentations, meetings, negotiations. These areas are also addressed as management skills
training(usually in the mother tongue),where behavioral strategies and techniques play an
important role. There are certain aspects of skills training which are better addressed in the
first language and which can be taught without attention to language being used. E.g. body
language .In such areas as telephoning ,business correspondence, presentations, meetings,
negotiations, It is difficult or indeed impossible to focus on language without some
consideration of skills involved.

That’s why I’d like to highlight the interrelations between skills and language. To
visualize the close interrelation between them | organized the communication skills and
language trained while teaching Business English. These skills and language appropriate for
business communication [’ve allotted into the table. Language section is divided into 3
columns: function, structure, and some of the vocabulary.

The overall objective of Business English course is to improve performance. This
objective can be achieved successfully if we find a balance in how much time we devote to
input and output. With traditional teaching in Business English students find themselves with
long lists of phrases: gambits and formulae which are supposed to help them to develop skills
through learning by heart the appropriate vocabulary.

We absolutely agree with Mark Ellis and Christine Johnson(1994)who said that
teachers “should treat gambits as one of several means of achieving certain goals.”

Some research data (Williams,1988) shows that native speakers of English can be limited in

use of these gambits. They would more likely indicate disagreement using pauses, stress,



pitch, intonation, etc. Probably they wouldn’t use such fixed phrases to express disagreement
as “I strongly disagree” or ““ I disagree completely.”

While planning a lesson a teacher should find a reasonable balance in the amount of
vocabulary planned for the students. On the one hand students lack proficiency in the
language, in the use of different lexical and extra-linguistic means to express their ideas. This
is the reason why it is necessary to provide students with a good portion of lexis.

On the other hand students will be unable to learn too long list of phrases at the same time, or
they can be confused about differences in their meanings. The solution is to train and develop

functions using appropriate for the situation vocabulary and grammatical structures. We have

to do it steadily and constantly. Below you’ll find the tables .

Telephoning
SKILLS LANGUAGE TRAINING
TRAINING Function Structure Some of the
Vocabulary
Getting through Greeting; Verb tenses Expressions used on the
Requesting; Connectors telephone expressing
Introducing self; Questions appropriacy of
Checking identity; | Prepositions greetings, based on
Stating purpose of | Spelling familiarity and cultural
a call; Numbers background;
Receiving phone Etc. e.g. Caller, dial,
calls; exchange, hold the
Stating the subject; line...
Referring to Vocabulary expressing:
previous appropriacy: “This
communication; is...”vs “Tam...”;
“Is that..?”” vs “Are
you..?”
politeness: “Could I
speak to..?” vs “Give
me...”
Taking/leaving Offering Numbers “Who is calling,
messages; information; Spelling please?” vs “ Who’s
Leaving messages on | Asking for Pronunciation that?”
an answering information; Pace “Will you spell your

machine;

name, please” vs “Say
your name in letters”,
etc




Making Accepting Questions; “Would you please let
appointments; Declining Tag questions; us know...”
Confirming Statement questions; | “Please, phone...”
Making an enquiry; Time prepositions; “Could we arrange a
Adverbs; meeting next Friday?”’
Time clauses; etc.
Exchanging Clarifying; Verb tenses; Could you repeat that
information Repeating; Modal verbs; please?
Rephrasing; Can you give me the
Requesting; information about my
Explaining. accommodation?
Making complaints | Stating Verb tenses; “We are concerned
dissatisfaction; Modal verbs; that...”
Apologizing; Conditionals; “Yet again we have to
Requesting; Etc. remind you...”
Demanding; “We will give this
Promising. matter our immediate
attention”
Finishing the call Confirming; Stress “It’s very kind of
Checking; and intonation you...” It was nice
Negotiating the talking to you.
end of a call; Thanks very much for
Thanking; your help. We look

Saying good-bye;

forward to hearing from
you. Bye for now.

Presentation

SKILLS TRAINING

LANGUAGE TRAINING

Function Structure Some of the
Vocabulary
The content matter of | Opening courtesy; Verb tenses; Ladies and

the introduction:

e Organizing the
message;

e Relationship
building with
the audience;

Greetings;

policy;

policy;

Describing structure;

Referring to time

Referring to question

Expressing intentions;

Getting attention;

Connectors;

Will / going to;

gentlemen... First
I’11 give you some
background about
and then I’1l...
Consists of;

Divided into;
Whole;

Parts...

My presentation will
last for about 20
minutes;

If you have any
questions please ask
them at the end of
my presentation.




e Signaling
intentions;

e Emphasizing
important
parts;

Stating that you want to
speak / continue the
talk;

Introducing the topic;
Stating purpose;

Stating aims /
objectives;

Using appropriate
vocabulary to be
polite, avoid
offence, create a
friendly atmosphere
and friendly rapport
with the audience.

| am going to talk to
you about...

| am sorry, can |
have a word?

| have a point to
raise...

I’d like to
continue. ..

The subject of my
presentation is...
I’d like to explain
the background...
| want to suggest
some solutions...
The aim of my
presentation is...

The content matter of
the main body:

e Organizing the
message;

e Emphasizing
important
points;

Moving to a new topic;

Postponing;

Digressing;

Identifying
reasons/problems/results
Making boundaries

Referring to what went
before or comes later;
Linking and showing
the relationship between
the ideas;

Making new / given
information;
Identifying the
important points;

Connectors,
Cohesive
devices,
When- type
clauses;

Explicit
statements;
Use of
intensifiers;
Word order;

Let’s move on to the
next point of my
presentation.

I’ll come back to
that later...

To digress with...
The reason is...

Let me explain what
happened...

“Right, OK,”
Proper use of
pauses, stress,
intonation.

As I said...

The above
mentioned...

Next, then, after, as
a result, for
example;

Stress, intonation;
Giving definitions;
It is an important
point...

Really, absolutely,




e Signaling
intentions/

e EXpressing
ideas;

Expressing intentions;

Describing process;
Expressing time;
Expressing condition;
Describing location,
movement,

direction;

Describing changes /
trends;

Focus on the cause of
the change or the reason
for change;

Focus attention on
benefits or problems
which arose as a result
of the change;

Giving reasons;
Expressing cause and
effect;

Expressing similarity
and difference;

Comparing and
contrasting;

Expressing possibility,
probability and
certainty.

Will / going
to...

Present tenses,
Active /Passive
Voice ;
Sequence
markers;

Verb tenses;
Adverbials;
Time
prepositions;
Conditionals;
Comparison;
Grammatical
forms “-er ,-est
Less, the least;
more, the most;
Not so0 .. as;
as...as;

Modal verbs;
Sentence
connectors;
Sentence
construction.

b

definitely,

What is important
Is...

It is the cost which
is important...

Increase, decrease,
fall, rise...

Because, due to, as a
result of, therefore;

The same as,
Similar to,

Like / unlike;

On the one hand; on
the other hand; as
opposed to; in
contrast to...

Could, may, might;
It is likely that;

We are likely to...

The content matter of

the conclusion.

Summarizing;

Introducing conclusion

To sum it up;

Let’s summarize the
main points;

So to conclude...
Vocabulary
appropriate to
organize the content
of the conclusion.




Rhetorical skills

Putting forward ideas
and views;

Balancing arguments;
Attracting attention;
Drawing conclusions;
Tactical questioning;
Handling of questions;

A story, factual data,
anecdote. ..

Use of visual aids

Referring to visuals;
Referring to things
outside the oral text;

As you can see....
It can be illustrated
by the graph...
This pie-chart
demonstrates. ..

As ... mentions...

Body language

Students are taught
what they can do
and use, how they
can behave, and
what they could
never do during the
presentation.

Meetings
SKILLS LANGUAGE TRAINING
TRAINING Function Structure Some of the
vocabulary
Chairing skills: Opening the meeting; | Modal verbs; Clear and appropriate
Nominating topics for language to chair the
Controlling; discussion; Verb tenses; meeting.
Rejecting topics; Formality vs

Participating

Asking people on the
subject;

Postponing a topic;
Coming back to a
topic;

Referring to time
boundaries;
Summarizing;
Restating;
Rephrasing;
Concluding;

Closing the meeting;

Negotiating
procedures;

Setting out facts and
figures;

Expressing opinions;
Supporting an

Conditionals;

Connectors;

Numerals;
Question forms;
Sequence
connectors;
Modal verbs;

informality: “I
declare this meeting
open...”

“Right, let’s get
started.”

Polite vs impolite
forms;

Neutral forms vs
deviant forms;
Because, therefore,
thus, alternatively,
moreover...

Vocabulary
necessary for putting
forward arguments;




Co-operating;

argument;
Agreeing/disagreeing;
Expressing
reservation;

Adding new points;
Balancing new points
of view;

Expressing
advantages and
disadvantages;
Making suggestions;
Postponing;
Ignoring;
Interrupting;
Clarifying
Rephrasing;
Restating to make a
point clear;
Checking;
Motivating for
various forms of
feedback;

(' nodding the head,
interjecting with
“hmm”, “right”)
Repeating;

Asking for
explanations;
Showing
understanding
Referring to time

Verb tenses;
Conditional forms;

Question forms;
Tag forms;
Check questions;
Statements
questions;

Showing
disagreement...
Firstly, secondly,
thirdly... finally, at
last, then...

Diplomacy vs
forcefulness “Could I
suggest ...”” You
must...”

“I’m not sure, if I can
go along with that.”
That’s unacceptable,
etc.

You need more time,
Is that right?

| see, so what you
mean is...

Avoid specialist
jargons, company —
specific terms,
idioms, highly
culture- bound
language unless it’s
familiar to everyone.

boundaries;

Concluding;

Confirming;
Relationship Using appropriate
building: language to be polite,

avoid offences, create

Following rituals; Welcoming; the right climate

Introducing;

Following routines;

Arranging small talk
before a meeting;
Formal thanks;
Saying goodbye;
Calling attention;
Signaling the start;
Giving background




information;

Starting purpose;
Inviting the speakers;
Asking for
explanations;
Showing
understanding;

Listening

Rhetorical skills

Putting forward views
and ideas;

Balancing arguments;
Introducing ideas;
Attracting attention;

Drawing conclusion;

A story, factual data,
anecdote. ..

Body language

Tactical moves

Handling questions;
Tactical questioning;

All types of
guestions

Negotiations

SKILLS LANGUAGE TRAINING
TRAINING Function Structure Vocabulary
In addition to the In addition to the
above mentioned above
Relationship Greeting / Using appropriate
building, including | welcoming; vocabulary to be
cross- cultural Introducing; polite, avoid offence,

considerations.

Arranging small talks
before negotiations;
Formal thanks;

Gift giving
procedure;

Saying goodbye;

create good
atmosphere and
friendly rapport with
the audience.

Establishing
ground.

Introducing an idea;
Setting up objectives;
Agreeing objectives;
Agreeing procedure;
Identifying
requirements;
Attention getting;
Interrupting;
Opinion giving;
Explaining;
Requesting;
Emphasizing /
highlighting;
Reaching an

Using appropriate
lexical means and
grammatical forms to
achieve tactical ends.
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agreement;

Establishing Arguing / rejecting/ Developing

options. accepting; sufficiently good
Putting forward command to interact
options; with clarity and
Introducing different precision.
ISsues;

Bidding and Suggesting / Developing

offering. proposing; sufficiently good
Clarifying/ command to interact
confirming/ with clarity and

paraphrasing;
Generating and
evaluating options;

precision.

Bargaining and

stating conditions.

Agreeing /
disagreeing;
Putting forward
proposals;
Reacting to
proposals;
Asking questions;
Dealing with
questions;
Exchanging
information;
Discussing
conditions and terms
of a contract;
Reacting to what
other people have
said;

Formal Generating;
summarizing and Summarizing;
concluding. Concluding;
Closing the
negotiation;
Establishing Coming to an
agreement. agreement using

collaborative model
of negotiation;

The implication is that while we as language teachers need not feel that we are

teaching skills, attention has to be paid to way the students use language in order to achieve

particular ends. This will include attention to structure, to projection, & authority, to clarity,

and to appropriacy and accuracy. In so doing, the English language teacher does not have to




approach a course from the point of view of setting out the stages of a presentation, meeting
or negotiation; developing the participants’ skills at the above mentioned ; getting them to
become manipulators of these stages.

But the language teacher does have to know what these stages are, otherwise there will
be no focus in the language training, and the students may be unable to relate what they have

learned to the real situations in which they should apply it.
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HHHFBOHHHaKTquCKaﬂ HHTEpHNpETAlUs NOHATHUHA «A€JI0BOC

ooIeHue»
JlurBunoB A.B.

(PYJIH, MockBa)

CoBpeMeHHass JIMHTBOIUJAKTAYECKAsT TEOpUsl CTAaBUT TIEpel HCCIIeIOBaTEIIMU
MHO>KECTBO 3a/lady, KaK HOBBIX, TaK W TPATUIIMOHHBIX JJIs 3TOH 00JacTH 3HaAHHS. DTO U
poOIeMbl HATIOJIHEHHS COJCPKAHUEM TOHSTHS «YPOBEHBb BIIAJICHUS SI3BIKOMY, MPOOJIEMBI
ompeneneHus U moucka 3(P(HEKTUBHBIX CIOCOOOB JTOCTHXKEHUS OMPEICNIEHHOTO YpPOBHS
BIIQJICHUS SI3IKOM, MTPOOJIEMBI B3aUMOICUCTBUS COLUATBHBIX, KYIbTYPHBIX, HHIUBUIYAIbHO-
TICUXOJIOTHYECKUX M COOCTBEHHO JMHTBUCTHYECKUX (SI3BIKOBBIX M PEUYEBBIX) (HaKTOPOB B
nporecce (hOpMHUPOBAHUSI BTOPUIHOH SI3BIKOBOM JTMIHOCTH. [IpobiieMa o0ydeHUs «1e10BOMY
O0IlIeHHIO» B By3€ BKIIIOUAET B ceOs JIB€ HEPa3pbIBHO CBS3aHHBIX YacTu: 1) ompeseneHue

COACPIKAHUA IOHATUSA «IACIIOBOC OGH.[CHI/IG» MNPUMCHUTCIIBHO K O6y‘-I€HI/IIO CIICIUaJIuCTOB -
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(UII0NOroB U JIMHTBUCTOB, CTYACHTOB JIPYTHX CIIENHUATbHOCTEH; 2) 000CHOBAaHUE MTPUHIIUIIOB
oTOOpa, OpraHu3allu COACPKATEIHLHOTO KOMIOHEHTAa OOyYeHHUs] U BBHIOOD CIMHHIIBI
o0yueHusl.

Jlo HAaCTOSIIEro BPEMEHU MECTO «JICIIOBOTO OOIICHHS» B COJCPXKAHUH OOydeHUs
WHOCTPAHHOMY SI3BIKY CTYJIEHTOB JIMHIBUCTUYECKUX CIHEIUAIBHOCTEW HE OMpeAeNieHO, He
W3YYeHbl W TPOOIeMbl, CBs3aHHBIE ¢ (OPMUPOBAHHEM KOMMYHHKATUBHOM KOMIIETCHIIHH
OyAylIHX MepeBOJYUKOB U MpernoaBaTesiell B 00J1aCTH «JIeI0BOro oOieHus». Mbl monaraem,
9TO BaXKHEUITUMH BOIIPOCAMH, KOTOPHBIC OJKHBI OBITh PEIICHBI B CBSI3U IOATOTOBKOMN
CHEIMATUCTOB-TMHTBUCTOB K KOMMYHUKAallUU B cdepe AeI0BOro OOILEHUs, SBISIOTCS
CIICIYIOIINE: OMpeeNICHUE COMCPKaHUS MOHITHS «JISIIOBOE OOIIECHUEY»; ONpEACTICHIEe MecTa
OOyYEHHS «JCIIOBOMY OOIICHHIO» B COCTaBe KOMMYHUKATHBHOM M TpodeccrHoHaIbHOM
KOMTETeHINH (prtornora.

B Hacrosimee BpeMs B CTWIMCTUKE U METOJUKE OOY4YEHHUS S3BIKY CIIOXKUIOCH
HECKOJIbKO TEPMUHOJIOTUYECKUX €IUHUIL 11 0003HAYEHUS CXOTHBIX MOHATHH — 3TO denosoe
obwenue, npogeccuonanvioe obwerue u ousneckypc. 1log nemoBeIM OOIIEHHEM OOBIYHO
MOHUMAIOT pPEYEBbIE CTEPEOTHIBI, TMPUHATHIE B OOMIEHHH B cdepax MPOU3BOJCTBA,
VIpaBJICHUS ¥ aJIMAHHUCTPUPOBAHUS, OoJlee KOHKPETHO B JJAHHOM CJIydae pacCMaTpHUBAIOTCS
YCTHBIE TEKCThl, B OCHOBHOM CTEPEOTUIIHBIE, KOTOpbIE HCIONB3YIOTCS B CTaHIAPTHBIX
CUTYaIUsIX JICJIOBOrO OOIICHHS: 3HAKOMCTBO, IpeIBapuUTeIbHas Oecela O BO3MOXKHOM
COTPYAHHYECTBE, IIEPETOBOPHI, CIOp, 3aKIOYCHHE JOrOBOPOB U  COTJIANICHWH;, U3
MACbMEHHBIX TEKCTOB PACCMATPHUBACTCS JIUIIb JICIOBAs TIEPEIIHCKA.

Hepaznuuenne moHATUN «IeTOBOE OOIIEHHE» M «IPOPECCHOHANBHOE OOIEHHE B
JCTIOBBIX Cepax» MPEICTABICHO CETOAHSI BO MHOXKECTBE M3/aHUN W MyOJIMKAIHA, a MEXITY
TEM OHH SIBIISIFOTCS pa3nuyHbIMU. O CBA3aHHOCTH JIaHHBIX MOHITHIH B COBPEMEHHOMN MPAKTHKE
o0y4yeHUs S3BIKaM CBHJICTCILCTBYET MHOXeCTBO myOnwkanuii [KinoOykosa 1999 u np.]. B
YaCTHOCTH 00 3TOM CBUJICTENILCTBYET U OINpPENEICHUE MOHATHS «IEeI0BOE OOIICHHUE», JaHHOE
B CrnoBape wmeroauueckux tTepMuHoB . .AszumoBa, A.IlLllykuna: «JAEJOBOE
OBILIEHMUE. Bun obmieHus, 1eap0 KOTOPOro SABJSETCS KOMMepUYecKass ¥ HEeKOMMepUecKas
JeSITeTLHOCTh (0OMEH MPOAYKTaMH MAaTepPHAILHOTO, MHTEIUICKTYAIBHOT'O Xapakrepa u Jip.). B
XOZ€ 1.0. KXl U3 KOMMYHHKAHTOB CTPEMHUTCS PEUIUTh MPEXJE BCEr0 aKTyallbHbIC IS
coeli mpodeccun 3amaum» [1999, 67]. IlpuBeneHHas nedUHULIUS SBISIETCA CKOpee
JUHTBUCTUYECKON, a HE METOJUYECKOM, TaK KaK M3 HEro BBITEKA€T CMBICIOBas OJIM30CTbH
TaKUX CIIOBOCOUETAHWU, KaK oOyueHue 0e1080My OOWjeHuro u oOyueHue A3bIKY

cneyuairbHocmu. HaHHBIe IIOHATHA MOXKHO pacCMarpuBaTb KAaK HWACHTHUYHBLIC JIMIIb ITPHU
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00y4YeHUU HMHOCTPAHHOMY SI3BIKY CTYACHTOB JKOHOMHUYECKHX clielnuaibHocTeil. ViMeHHO B
JAHHOM  3HAQUYEHWM  HCHOJIB3YEeTCS W 3aMMCTBOBAaHHOE M3  3aMaJHOEBPOIECHUCKON
JUHTBOJUIAKTUKY TMOHATUE OusHec-kypc. [lo ykazaHHOH mpuynHe mocoOusi mo 00y4eHHIO
JICIIOBOMY OOIICHUIO Ha HHOCTPAHHOM SI3BIKE HACHIIICHBI Y3KO CHEIUATBHON YKOHOMUYCCKON
JIEKCUKOHM, CIOXHBIMA TepMUHAMU H3 cdepbl (UHAHCOB, MUKPO- U MAKPOIKOHOMHUKH,
OTJIEIBHBIX Pa3esIOB IPaKJIAHCKOr'0 MpaBa, B ATOM CJIy4yae OBJIAJIEHUE HOPMaMU JIEJIOBOTO
OOIlleHUsT HAa MHOCTPAHHOM SI3bIKE TIIOJMEHSIETCS] OBJAQJEHUEM Y3KUX TEPMHUHOCHCTEM
Pa3IMYHBIX, B OCHOBHOM YKOHOMUYECKUX 00JIACTEH 3HAHUSI.

OgHuM W3 TJIaBHBIX MPU3HAKOB «CHEIHAIBHOTO S3bIKa» SBISIETCA «CUTYaIus
OOIIeHHsT B TIpeleNax CHEIUaIbHON cdepbl (Hayka, TeXHHKA, MPOU3BOJCTBO, YIPaBJICHHE,
CeNIbCKOE XO3SIMCTBO, TPAHCIOPT, CBSA3b, MEIUIMHA, AUMIoMatuss u J1p.). CrneunanbHas
TEMaTHKa, CIHEIUANbHBIE 1eMH Oeceqbl TOOYKIAIOT CHEIUAINCTOB MEPEeXOAUTh Ha
MpoeCCHOHANBHBIN  SI3bIK, KOTOPBIH B MEHBINEH CTENEHW CBsI3aH C HAIMOHAJIBHOU
MPUHAIISKHOCTBIO €0 HOCUTENICH U HE JIOJDKEH 3aBUCETh OT OOIIECTBEHHO-3KOHOMUYECKON
dbopmanu, wACONOruH, MHpoBO33peHus» [KymbTypa pycckoit peun 1998, c. 171]. K
OCHOBHBIM JIMHTBUCTUYECKUM YEPTaM CIIEIUATBHOTO SI3bIKa UCCIIEIOBATENN OTHOCST:

- COYETaHWE DJIEMEHTOB €CTECTBEHHOI'O S3bIKa C JJEMEHTaMHU SI3BIKA

HCKYCCTBEHHOT'O (CTIeIUaTN3UPOBAHHBIX CUMBOINYECKUX S3BIKOB);

- coderaHue BepOATBbHBIX U HEBEPOATHHBIX JIEMEHTOB B CTPYKTYPE SI3BIKA;

- CTpemIIeHHE K MHTepHAIMOHATIN3AI[UU CPEJICTB BBIPAKECHNUS,

- NOJMU(YHKIHMOHAIBHOCTD;

- MOJHUCTPYKTYPHOCTh, KOTOpasi BBIPAXKAETCS B CYIIECTBOBAHMHM BHYTPHU SI3bIKa
HECKOJBKHX CJIOEB: Hay4HOT'0, Mpo(PEeCCHOHAIBHOTO ~ Pa3TOBOPHOrO;
pacmpeaensIoero a3blka (A3blKa pekaambl, TOproeiu u nox.) [Kymasrypa pycckoit
peun 1998, c. 175-178].

N3 ckazaHHOrO clieayer, YyTO MOHATHS ‘‘CHEHUANIbHBIN S3BIK~ M “IENIOBOM SA3BIK
SIBJISISICH HEPA3pPBIBHO CBS3aHHBIMHU, BCE JK€ PA3IMYHBI, TaK KaK IIEpBOE sBIsAETCS Oolee
IIUPOKUM ¥ BKIIOYaeT B Ce0s MHOXKECTBO OSKCTPATMHTBUCTUYECKHX COCTABIISAIOININX,
OIMCHIBAIOIINX NIPArMaTHYECKHUE U TIPECYNIO3UIIHOHATbHBIC (DaKTOPhl KOMMYHUKAITUH.

Crnenyer MNpenAnoliokuTb, YTO COACpPXKAHHE Kypca «IelOBOro OOLIECHUS» HOIKHO
OIpEeNeNAThCS Ha OCHOBE MHOXECTBA KPHUTEPHEB, OCHOBHBIM M3 KOTOPBIX SIBISIOTCS
notpedHOCTH (hopMUpoBaHUS MPOdECCUOHATHFHON KOMITIETEHITUN TIEPEBOTIHNKA, CTICIIHATICTA
B O0IaCTH MEXKYJIbTYPHOM KOMMYHHUKAIIMH, TPENOJaBaTesi WHOCTPAHHOTO  s3bIKA

(MpUMEHUTENBbHO K CTyJIEHTaM (UIOIOrMYECKO M JUHIBUCTHYECKOW CHEIHAIbHOCTH);
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IOpUCTa, COLMOJOra, WHXeHepa W TMoA. (TMPUMEHUTENbHO K CTyIEHTaM JApYyrux
CHEIUaIbHOCTEN).

[Tonstue «znemnoBasi cdepa OOUICHUS» SBISETCS OYEHb UIMPOKUM, IOCTOSIHHO
TPEOYIOINM JIeTATU3aAlNN U KOHKPETU3AINN B KOHTEKCTHBIX YCIOBHSIX, 3aTPAaruBaroNIyl0 Kak
QIMUHUCTPATUBHO-TIPABOBYIO, TaK M MNPOPECCHOHAIBHO-TPYAOBYIO C(epbl, COIJIacHO
knaccudukamuu B.JI.Ckankuna. [Cxankun 1981]. beccropHo ymmb TO, 4To 3Ta cdepa
SIBJISIETCS] B BBICHIEH CTENEHU COLMAIbHO 3HAUMMOM, MTPOTEKAIOLIEH HA OCHOBE UCUUCINMOIO
KOJTMYECTBA LIEJNeH M XapaKTEepHU3YIOLIeHcs OIpe/eIeHHbIM Ha0OpoM JeicTBUi, Hamboee
YaCTOTHBIMHU U3 KOTOPBIX CIENYET MPU3HATh PEYEMBICIUTEIbHbBIE ACUCTBUS, HAIIPaBICHHBIC
Ha TOOYXJEHHE ajpecara peyd K KakuM-InOo aeictBusM. OuUeBUAHO, B OCHOBE JICIIOBOU
chepsl oOIIIeHUS HaxOJIUTCS yIpaBJICHUE (rocymapCTBEHHO-TIPAaBOBOE,
MEXTOCYJapCTBEHHbBIC OTHOIICHHS, OW3HEC-aJIMUHUCTPUpOBaHUE u Tof.). OmHuM U3
OCHOBHBIX PE3YJIbTATOB TAaKOI'0 poja AEATEIbHOCTH SABJISIETCS CO3JaHUE OIPEAEIICHHOIO
JOKYMEHTA, PEryJIUPYIOLIEro MNpaBujla OCYIIECTBICHUS KOHKPETHBIX JNEUCTBUM. BbICOKas
CTETNIEHb COIMATBHON OPUEHTAIUH JAHHOT'O BUJA JEATEILHOCTH MPUBOIUT K 00s13aTETbHOCTH
€€ COLMANIbHOM perjaMeHTalllu.

Crnenyer orMeTuTh, 4YTO cdepa OOIIEHHUS TECHO CBA3aHA C TAaKUM IOHSATHEM, Kak
y3yC, TPUHSTHIMHU B ONpPEACTICHHOM OOIIECTBE TpaaulusaMu ooOmeHus. M3 storo ciemyer,
YTO pa3JIMUHbIE BUJIBI U (POPMBI YEIIOBEUECKOW NIESITEIILHOCTH BKJIIOYAIOT B C€0s HE TOJBKO
TUIIOJIOTUYECKU OOIIMe, CBOWCTBEHHBIE MHOXECTBY COIMYMOB 4YEPThI, HO U OCOOEHHBIE,
CBSA3aHHBIE C COIMAIBHBIM  CTaTyCOM, OSTHHYECKHMMH OCOOCHHOCTSAMHM, CIEIH(PUKON
KOHKpEeTHON oOmactu nestenbHocTH. Tak, A.J[.IlIBeiinep oTmedaer, 4dYTO B OTIENIbHBIX
COIMATBHO-KOMMYHUKATHBHBIX CHUCTEMaX 'Takue (YHKIMOHAIbHBIC CTHUJIM, KaK CTHIH
HAy4YHOW MPO3bl, MYOIUIIUCTUKH U OQPUIUAIBHO-AEIOBON pedyr, OOBIYHO MPECTaBJICHBI B
COCYHIIECTBYIOIIIEM C POJHBIM S3BIKOM JTaHHOTO KOJUICKTHMBA SI3bIKE MEKHAIIMOHAIBLHOIO
oomenus wim s3pike-mocpeanuke”  (Iserimep A.J[. 1976, 107). Dto 3ameuanue
Ype3BbIUAIHO aKTyallbHO, OCOOCHHO Ui ONUCAaHUS JeloBOM cdepbl oOumeHus  u
00CIIy)KMBAIOIIETO €€ s3blka. BpipaboTka Tpaauumii oOOIIEHHS B Pa3IUYHBIX JIEIOBBIX
cdepax - mpoIecc JOBONBHO JUIUTENbHBIN, TaK KaK pedb HAET O "NPUBEICHUU K OOIIeMy
3HaMEHATEN0" TaKUX MPOTHUBOPEUMBBIX MOHSTHHM, KaK Tpaguluss H NOTPeOHOCTH
COBPEMEHHOI'0 OOIIecCTBA B  HMHTEpPHAI[MOHANHM3alMu JaaHHOW cdepsl. Ho "s3pikoBoe
BO3JIeHicTBHE" HE SBJISETCS C€AMHCTBEHHOH (OpPMOW BIMSHHUS, 3a4acTyl0 pedb HUIET 00
OIpeIeTICHHOM 3aMMCTBOBaHUHU' caMHX MapaMeTPOB OOIIEHUS, KOTOPhIE B 00UXO0/Ie IPUHSITO

Ha3bIBaTh 'CTUJIEM OOMIEHUA"; CYIICCTBYIOT JaK€ ONpPENENICHUS, XapaKTepU3YIOIIHe
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MOBEJICHYECKHE OCOOEHHOCTH KOMMYHMKAHTOB B pa3IMYHBIX CHUTYallUsX: EBPONEHCKHUH,
aMEpUKAHCKHUM, a3uaTCKui, KOHCEPBAaTUBHBIM CTWIM OOUIeHMs, WIM MoBeaeHusa. Bce
NEPEUYUCICHHOE COCTaBJIAET CHEUU(PUUECKUl  HALMOHAIBHO-KYJIBTYPHBIM  KOMIIOHEHT
CUTYyalluu, WK akTa oOmmeHus. ECTecCTBeHHO, YTO MpH OBIAJICHUH JETIOBBIM OOIIEHHUEM Ha
HEPOJIHOM SI3bIKE HEOOXOJMM HE TOJIBKO pe4eBOM 1 KOMMYHUKATUBHbBIN TPEHUHTH, HO U ILIUPE
—HallMOHAJIBHO-KYJIBTYPHBIA ~ TPEHUHT, BOBJCKAIOIMIMK  OOy4aromerocss B  MIUPOKUH
JUCKYPCUBHBIM KOHTEKCT PEYEBOr0 aKTa.

Jlisg ompeneneHusl MOHSTHUSL <JIENOBOE OOILEHUE» CIEAYET BBIJICIUTh THUIIHYHBIE
CUTyallUu OOIIEHUS W ONpeAeiauTb KpuTepuu ux auddepeHnuanuu. Tak, MOryT OBbITH
BBIJICJIEHBl CUTYallM B COOTBETCTBUHU C NPEIMETOM OOLICHHS (TEMOH, COJepKaTeIbHOM
CYIIHOCTBIO KJIIOUEBBIX CJIOB, CEMAHTUYECKHUX IOJEH), C OTHOLICHUSMH, COLMAIbHBIMU
POJISIMH YYAaCTHHKOB PEUEBOW CUTYAIMH (CIOp, B3aUMOEWCTBUE, OOydeHHUE, YIpaBJICHUE
NESATENBHOCThIO, PEKOMEHJAUM W ToA.). JlMama3oH STUX CHUTyalluid KpalHE IMUPOK H
MHOrooOpa3eH, MX MOXKHO OIpPEIeIuTh Kak MpeaMeTHble (IPOM3BOJICTBO, COLMAIBHO-
IIPaBOBBIE MEKINIHOCTHBIE OTHOLIEHUS, SKOHOMUKA, aJIMUHUCTPUPOBAHUE,
MEKT'OCYJapCTBEHHBIE OTHOLICHHUS M TOJ.), OpraHU3allMOHHbIE, CTaTyCHbIE, HOPMAaTUBHBIE.
OnHON M3 OTIMYMTEIBHBIX YEPT JAEJIOBOr0 OOIIEHHUs SBISETCS TO, YTO B IMOJABJISIOLIEM
OOJIBIIMHCTBE CIy4aeB OHO IMPOUCXOAUT B COLMAIBHO 3aJaHHBIX YCIOBHMSX M HOCHT B
JOCTaTOYHOW CTEIEHH HOPMATUBHBIN XapaKTep, POJEBBIE MO3UIUN YYACTHUKOB COXPAHSIOT
CWJIy COLMAJIBHOIO IPEIHA3HAYCHMs, OJHAKO B KAXKIOW KOHKPETHOM CUTyallUH MOTYT
BBIXO/IUThH Ha MEPBbII MJIaH JIUYHOCTHBIE (POPMBI OOIIIEHHUSL.

B cooTBeTcTBUMM C y4acTHMKAMH PEUYEBBIX CUTyallUld W TUIIAMU OTHOLUEHUH MEXKIY
HUMH MOXXHO BBIJICJIUTh CUTYallMM HENOCPEICTBEHHOIO OOIIEHHUS (JIBa PaBHBIX IO CTaTyCy
KOMMYHHMKaHTa) ¥ CUTyalluH YIpaBieHus oOiieHneM (0UH U3 KOMMYHHKAaHTOB JOMUHUDPYET
B peueBod cutryauuu). [lo ApyruM BHEIIHUM XapaKTEPUCTUKAM CHUTYallMd OOIICHHS B
JeTI0BOM cdepe, TakUM, KaKk MECTO, CIoco0, BpeMsl OOLICHMs, MOXKHO BBIJEIUTb M Ooiee
KOHKPETHBIE Pa3sHOBUIAHOCTH CUTYyallud, WU KaHPbL. [IIs KOHKpPETH3allMM U HAy4HOI'O
00OCHOBaHUS CO3/IaHUSI THUIOJOTMU CUTyalluid OOILIEHMs B AEJIOBOH cepe MmpecTaBiiseTcs
BAXHBIM M aKTyaJbHbIM H3Yy4YE€HUE BO3AECUCTBMSI BHYTPEHHUX KOMIIOHEHTOB CHUTYallUd Ha
MEXaHU3MBl NOPOXKIACHUS peud. VICKIIOUUTENBHBIE BO3MOXHOCTH B JAHHOM Cllydae HacT
M3Y4YEHUE BCEBO3MOKHBIX THIIOB PEUEBBIX MHTEHLUUH KaK Ype3BbIUANHO BaXHOI'O 3BEHA B
cepe B3aMMONPOHUKHOBEHMS JIMHIBUCTUYECKOM MPAarMaTUKU M ICUXOIUHTBUCTUKU.

Jnst nenoBod cdepsl OOLICHHS CIEAYeT BBIIEIUTH CIEAYIOIIME OCHOBHBIE THIIBI

KOMMYHHUKATHUBHBIX HAMEPEHUII:
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- (QopmupoBaHME Yy CIYIIAOIIETO ONPEIEICHHOIO0 B3rsga Ha (parMeHt
JCHCTBUTEIHLHOCTH C IEJIBI0 PETJIAMEHTAIIUN €T0 MOBEICHMS,

- MmOoOyXJEHHE CIYIIAIOUIEro K ONpeAeICHHBIM JeHCTBUSIM.

COOTBETCTBEHHO JaHHBIM KOMMYHUKATUBHBIM 3aJladaM OCYIIECTBISICTCS BBIOOP
TeMbl, (opMHpOBaHHE 3aMbIClia, CTPYKTypH3alUsi colep)KaTenbHOoro warepuana. I[lpu
ONMMCAaHUU TeMa OOBIYHO BBICTYMAET KAK HEUTO CTAaTUYHOE, HEW3MEHHOE, HO BO3JICHCTBHE
TpeOyeT TMHAMU3Ma B PACKPBITHH TEMbI, WJIM MPUCYTCTBHUS HECKOJIbKHUX TeM. B CBs3HM ¢ A TUM
OCHOBHBIMHU CUTYaIIUSIMU OOIICHHUSI CIIEAYET MPU3HATD CIICTYIOIINE:

JTUHAMUYECKUE CUTYAIlUd = JHUAJIOT, TUCKYCCHS (B MpOIecce OOMIEHUS BBISBIISIOTCS
COBIAJCHUSI W HECOBMAJACHHWS B OICHKE YYAaCTHUKOB ONPEIEICHHBIX (PparMeHTOB
JEHCTBUTEITLHOCTH ),

CTaTUYECKUE CHUTYAIlMd = MOHOJIOT, JOKYMEHT (B MPOIECCE OOIIEHHUS TOBOPSIIUI
CTPEMHTCSI BO3JICHCTBOBATh Ha CIYIIAIONIEro MyTeM (OPMHPOBAHMS y HEro B3TJsAa Ha
O0BEKT NEHCTBUTENBHOCTH, YOSIUTh €r0 B HEOOXOAMMOCTH OCYIIECTBICHHS TEX WM MHBIX
NENCTBUN);

CTaTUKO-AMHAMUYECKUE, WU (aTHUECKUEe CUTYAIlMH = TUAJIOT, TIOJTHIIOT (B Mpoliecce
OOIIICHHS TTPOUCXOJUT OPUCHTHPOBKA YIACTHUKOB OOIIEHUS C IICITBIO ONMPEICICHUS PEUCBBIX
Y TIOBEJCHYCCKUX TAKTUK B JIaJbHEHIIIEM OOILIEHUN).

Crnemyer OTMETHTB, YTO JEJICHUE OTO B HEKOTOPOW CTEMEHU YCIIOBHO, TaK Kak
CTaTUYECKUE CUTYAI[UH MOTYT pacCMaTpUBAThCA KaK 3JIEMEHT TUHAMHYECKHX, YeM IO CyTH
OHM W SBISIFOTCS, TaK Kak JFOO0OH JIOKYMEHT IMPEAIoiaracT ONPECIICHHYIO PEaKInIo,
MaTepuain30BaHHYIO B JIPYyroM AOKyMeHTe. JluHamuueckue CHTYalluu TakKe CTPOSATCS Ha
OCHOBE OTTAJIKHWBAaHUS OT KaKUX-THOO CTaTHUecKux curyanuid. OmHAko WMEHHO JBa
OCHOBHBIX CHTYaTHUBHBIX THIA pa3JesAlOT BBICKA3bIBAHHWA Ha MOHOJOTHYECKHE i
TUAIOTHICCKUE, JISKAT B OCHOBE UX ITOCTPOCHHSI.

OneHuBasi CONMAIBHBIC POJIM YYAaCTHUKOB ~ KOMMYHHKAaTHBHOI'O  aKTa, MOXKHO
BBIICTIUTH YIIPABIISIEMBIC U YIIPABISIONIUE CUTYAllMH OOIICHHUS:

YOpaBIsiEeMbIe  CUTYyaIlHH - YYaCTHUKH KOMMYHHMKAaTHBHOI'O aKTa paBHBI IO
COIMATBHOMY CTaTyCy M 00JIaJJaf0T PaBHBIMH MPECYTITO3UIIHSIMH;

YOPABISIIONINE CUTYallMd - YYaCTHHUKM KOMMYHUKATHUBHOTO aKTa HE paBHBI 10
COIMATBHOMY CTaTyCy M HE OOJIaJIalOT PaBHBIMU MPECYNTO3UIUSAMU; KaK MPABHUIIO, HMEHHO
TOBOPSAIINI 001a1aeT OONBIIMMH 3HAHUSIMH B 00JIee 3HAYUMBIM 110 COITUATBHOMY CTaTyCy.

Ecnu ke orneHWBaTh BHEIIHHE YCIOBHUS OOMICHHS, TO B JAHHOM CIIydae MOXHO

BBLIETUTH (pOopMasbHble U HehOpMaIbHbIE CUTYAllMHU, K EPBBIM CJIEIYEeT OTHECTH T€ (OPMBI
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o0lLIeHNUs,, B KOTOPBIX YYHUTHIBAIOTCS COLMAIbHBIE POJIM YYaCTHUKOB KOMMYHHKATHBHOI'O
aKkTa (aKTUBHBIX M TIaCCUBHBIX): MOOYXIAIOIIMA — BBINOJHSIOUINM, YTBEPKAAOMUNA -
OIIIOHMPYIOIINE; NpEeIaraloliui - OLEHUBAIOIIUIN MIPENJIOKEHUS, KO BTOPBIM € T€, B
KOTOPBIX POJICBBIE MO3HMIMK YYAaCTHUKOB HE WMEIOT 3HAYCHUS WIH TpaHC(HOpMHUPYIOTCS B
HEHOpPMAaTHBHBIE [UI JEJIOBOM cdepbl, pedyb HAET O CUTyalHsX MpodecCHOHATIBLHOIO
OOIlIEHUsI, KacaroIIMXCs METOJUKU IPOBEJCHMS U IJIaHMPOBAaHMs JaybHeWIel padorsl. B
JAHHOM CJlydyae HapyIIAaloTCs HOPMATUBbl M OSTAJIOH JeIoBOM cdepbl oOOWEHUS U
MPOMCXOUT ee TpaHchopMmalys B mnpodeccuoHanbHoe obmieHne. Vicxoas u3 cka3aHHOTro
MOXKHO HPEINONOKUTh, YTO TOJIBKO (pOpMalibHble CHTyalluUH OOIIEHUS MOTYT OBbITh
YIpaBIIEMbIMA M YHPABISIOMIMMH, B HEQOPMaIbHBIX CHUTYalUAX JIAHHOE COOTHOLICHHE
HapyIIEHO.

[Ipu 00y4eHUM HWHOCTPAHHOMY S3bIKY CIEHHUAIUCTOB B OOJIACTH MEHEKMEHTA,
(UHAHCOBOI NESITEIBHOCTH, FOPUCTIPYIEHIIMH U MOJ. MIpolecc 00y4YeHHUs SI3bIKY CTPOUTCS Ha
OCHOBE JIBYX COCTaBIISIOLIMX: 0a30BBIH Kypc M MPOPECCHOHATBHO OpPUEHTHPOBAHHBIA KypC
(=nenoBoe  OOMIEHWE), WMEIOTCA TIPH OTOM  OTHACIbHBIE TPUMEPHl  H3HAYATHHOU
npodeccCHOHaNbHON OpHEHTAllMM Kypca, TO €CThb BEAETCS IUIaHOMEepHas pabora 1o
(hOpMHUPOBAHUIO KOMMYHHKATHBHOM KOMIIETEHIIMM B BHAC S3BIKOBOW, pEYECBOM U
npodecCuoHaNbHON KOMIIETEHLIMM Ha MaTepualie CIelu(UYecKoro s3bIKOBOI'O U PEYEBOrO
MaTepuana, MCKIIOYAOLIEro MPakTUYeCKoe NMPUMEHEHHE 3HAaHWNW HMHOCTPAHHOIO SI3bIKa B
apyrux obnactax u chepax obmenus (CMU, uteHne Xya0KeCTBEHHON JTUTEPATyphl U MO/, ).
[Ipy mnoaroroBke cHenualncTa-NepeBOAYNKa, CHEeIHaTUCTa-NPEenoJaBaTeyis OCHOBHOE
BHUMaHME yxensercss (OpMHUPOBAHUI0 KOMMYHUKATHBHOM KOMIIETEHIIMM B  00JacTH
JUTEPATYpHOr0 S3bIKAa B LEIOM H (POpMUPOBAaHUIO TPO(ECCHOHAITBHOW KOMIIETECHIUH,
KOTOpasi paccMaTpUBaeTCs Kak OIpeleNieHHbIH 00beM TEOpeTHMUYECKHMX 3HAaHUM U
MPAaKTUYECKUX yMEHUH B 00NacTH aHanM3a W UHTEepHpeTanud (PakToB s3bIKa U peud B
COYETAHUH C KOMMYHUKATUBHON KOMIIETCHLIUEH.

Takum 00pa3oM, JTMHTBOMETOIMYECKUH ACIEKT PACCMOTPEHUS MOHATHS <«Ie0BOE
oOLIeHne» MpeanogaraeT pa3iMyHOe €ro CoJepXKaHWe NPUMEHMTENbHO K pPa3InYHOM
ayautopuu. Tak, IpH MOATOTOBKE MPO(ECCHOHATBHBIX MOJIh30BATENEH S3bIKa (JTMHTBUCTOB,
(GWII0510r0B) «JI€10BOE OOLIEHHE» KaK OOBEKT U3YYeHMs 3aHUMAET OIpPEJEeIEHHOE MECTO U B
COCTaBe KOMMYHHMKATHBHOM KOMIIETEHIIMH, U B COCTaBe NMPO(EeCCHOHATLHOW KOMIIETCHIINH,
CIIeI0BATEIbHO, IPH O0TOOpE coAepKaHHUs 00y4eHUs! HEOOXOJUMO YUUTHIBATh 3TH MOMEHTHI.
Tak, B  4YacTHOCTHM, IparMaTH4YeCKHUE  IapaMeTpbl, CTUIMCTHYECKHE  CBOICTBA,

J'II/IHFBOCTpaHOBeI[LIeCKI/Iﬁ ACIICKT ,Z[GJ'IOBOI\/'I p€un B IIAHE HUX TCOPECTHYCCKOI'0 OCBCIICHUSA
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COCTABJISIIOT BaXKHBIM OJIOK 3HAHWM, COCTaBISIOMIMX HPOPECCHOHANBHYIO KOMIIETEHIIMIO
CTyeHTa-(hUII0I0ra, SI3BIKOBBIE M PEYEBbIC €AMHUIIBI, ONPEACISAIONIAE YMEHHUS W HaBBIKA
BIAJICHUS]  JICJIOBOM PEUYbI0  COCTABJISIIOT  BAaXKHBIH ~ KOMIIOHEHT KOMMYHUKaTHUBHOMN
KoMOeTeHuuu Oynymux @uionoroB. Takum oOpa3oM, mnocTpoeHHE Yy4eOHOW MOJENH
COZIep>KaHusl 00y4EHUs JIeTOBOMY OOIIEHUIO CTYIEHTOB-(DMUI0JIOrOB 3HAYMTEIbHBIM 00pa3oM
OTJIMYAETCSl OT MOJO0OHBIX MOAeNed npu 00y4eHUH OM3HECMEHOB, IOPUCTOB, YIPABIICHIEB U
ap. IIpu noaroroBke nmociaeHUX crenuann3anus oOydyeHUsl HaUMHAEeTCsl Ha paHHUX JTalax B
dopmax crienupuUecKoil TeMaTuku, POPMUPOBAHUS JIEKCHKOHA, U3YYECHUSI TPAMMaTHIECKUX
KOHCTPYKUMH,  ynoTpeOlsiomuxcs  NPEeUMMYLIECTBEHHO B KHWXKHOM  (HayuyHOH
npodeccuoHanbHOi) peun. KoMMyHHMKAaTHBHAs KOMIIETEHIMS CHElMaIncTa B OO0JIaCTH
JUHTBUCTUKM CKJIAJbIBACTCSl W3 3HAHWM, yMEHUH W HABBIKOB, OXBAaTHIBAIOIIUX BCE
Pa3HOBUIHOCTH JIMTEPATYPHOIO SI3bIKA M BCE BHUJABI PEUYEBON JIESITEIBLHOCTH, B COUETAHUU C
npoQecCuOoHaNbHON KOMIETEHIMEH, KOTOpasi BKIIOYAET B c€0s1 KOMMYHUKATUBHYIO, a TaKXKe
IIMPOKUN CIIEKTP CHELHATbHBIX JHHIBUCTHUYECKHX, (PUIOIOTMYECKHMX M TI'yMaHMTapHBIX
3HaHWHM, TIO3BOJISIONIMNA  aHAJIM3UPOBATh M HMHTEPIPETUPOBATH  JIIOOOW  MaTepua,
OTHOCSIINICS K cpepe BepOaIbHOI KOMMYHUKALIUH.

PeueBoit MuHUMYM OOy4ueHHsS JCIOBOMY OOIICHHIO TIPEICTaBIsECT  COOOi
KOHLIGHTPUPOBAHHOE  OTPaKCHUE CHEHU(PHUUECKUX OCOOEHHOCTeH KOMMYHUKAaTHUBHOIO
CoJepKaHusi H3yyaemMoro Matepuana. Jlis JIMHTBUCTHYECKOro mnpoduis oOyueHus
XapaKkTepHbl CBOM CleUU(UYECKUe 3aJaud, BHITEKAIOUINE M3 MPAKTUYECKOM AeATeNbHOCTH
00y4aeMoro, 4To HaXOAUT OTPAKEHUE HE TOJBKO B BbIOOpE JOMUHHUPYIOIUX cep OOIIeHNUs,
JOMHHMPYIOLIETO S3bIKOBOI'O MaTepuaia, HO U CIOco0ax ero Mpe3eHTalMy, BKIIOYAIOUIUX B
ce0s1 He TOJIbKO YacCTHBIE 1I€JIM YCBOEHUS PEYEBBIX KOHCTPYKLUHUN, HO U JIMHTBUCTUYECKOTO, a
TaKKe  JMHCBOCTWJIMCTUYECKOrO  aHanmu3a W uHTepuperanuu.  OdYeBHIHO,  UTO
COJIEpKATENIbHbII KOMIIOHEHT Kypca JeJIOBOr0 OOIIEHUS TAKKE SIBJISETCS YHUKAJIBHBIM I10
CBOMM CBOICTBaM: BO-TIEPBBIX, COIEPIKATEIbHbI MHUHUMYM Kypca HE JOJDKEH BKIIHOYATh
y3KOCTIeUaIbHBIE MPO(EeCCHOHAIbHBIE MOMEHTHI, CBSI3aHHBIE CO CIEUU(UKON eATEIIbHOCTH
B ToW M uHOW ciepe. CTyIeHT NOKEH MONYYUTh TBEpAble 3HAHMS, HE BBIXOJIIUE 3a
IIpeieNbl JUTEPATYPHOTrO SI3bIKa, TaK KaK, UMesl CEpbe3Hyt0 0a3y, BiaJesi OCHOBAMHU JEI0BON
KOMMYHHKAIIMH, BIIOJIHE BO3MOXHO YIIIyOUTh CBOM ITO3HAHUS B 00JIACTH CIIELUAJILHON peun,
CIIELUAIBHOTO TEPEBOA, €CIIU ITOr0 TPEOYIOT YCIOBHS MPO(PECCHOHANBHON IEATEIBHOCTH.
Bo-BTOpBIX, comepkaTenbHbIE MMHUMYM Kypca JOJDKEH BKIIOYaTh B ce0sl B JIOCTaTOYHOM
MOJTHOM 00BbeMe TEOPETUUECKUE CBEJCHHUS 110 JEI0BO KOMMYHUKALIMU: JTMHIBOKYJIbTYPHBIE,

mparMaTuidCcCKUE, COOUOKYJIbTYPHBIC, TUCKYPCUBHBIC, PCUCBBIC U A3BIKOBLIC ACIICKTHI, TaAK KaK
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CTYICHT-(DUIIONIOr JIOJIKEH HE TOJBKO BiIaAeTh (QopMamMu BepOaTbHOM KOMMYHUKAIMH B
JaHHOM cdepe, HO JOMKEH YMETh aHaJIM3UpOBaTh JEJIOBOW JUCKypc U o0sanaTh
MHTEPIPETAIIMOHHBIMU HABBIKAMH B IaHHOU cdepe 00IIeHus.

OI[HOBpeMeHHO C 3THUM MOXHO YTBCPXKOATb, YTO COACPIKAHUA IOHATUSA «IACITIOBOC
o0IlleHHe» TPUMEHUTENbHO K TMPAKTUKE OOY4YEHUS HWHOCTPAHHOMY S3bIKYy CTYACHTOB
HHXXCHCPHO-TCXHUYCCKUX, CCTCCTBCHHOHAYYHBIX CHGHH&HBHOCTCﬁ HMECT COBCPUICHHO MHOC
HamojgHeHue. B 1aHHOM ciiydyae mpeamnojaraercs H3ydyeHHe ITHKETHBIX (opm oOmieHus B
nenoBoi cepe, a TakKke HEKOTOPBHIX CTHIIMCTUYECKUX OCOOCHHOCTEH MUCHMEHHOH JEITOBOM
peun. IlpenenvHas mHpoOpMaTHBHAS MpeAHA3HAYEHHOCTH AEIOBOrO TEKCTa JOJIKHA HAWTH
CBO€ OTPAKECHUE B CTPEMJICHUM MHIIYHIEr0 K MAaKCHMaJIbHO CTPOrOMY M CIEpPKAHHOMY
XapaKTepy H3JIOKEHUS, a TEM CAMBIM M B CTPEMJICHUU K HCIIOJIb30BAHUIO CTHJIMCTHYECKH

HeﬁTpaﬂbHBIX W/MIH KHAKHBIX DJIEMEHTOB.

Jlutepartypa

1. KiuoOykosa JL.II. O6yuenue s3bIKy cienuanbHocTi. — M., 1987. — 79 c.

2. Aszumos O.I'., Hlykun A.H. CioBapb MeToauyecKuX TepMUHOB. — M., 1999.

3. Kynbprypa pycckoii peun: YueOuumk mias By3os/ I[lox pen. JL.K.I'paymunoii u
E.H.lllnpsiea. — M., 1998.

4. Cxankua B.JI. OcHOBBI 00yUeHHs YCTHON MHOSI3bIYHON peun. — M., 1981.

5. Iseiinep A.Jl. CoBpeMeHHasi COLMOMUHTBUCTUKA. Teopusi, mpoOIeMbl U METO/IBI.
-M., 1977.

Business English is Just What We Need
Medvedeva N.F.
(Moscow State University)

Does an average EFL teacher in Russia have any need in acquiring Business English? |
would say — “Yes, definitely”.

Business English (BE) today is one of the most indisputable attractions for both an
average EFL class and a shelf in a book shop. What is behind the interest to it in this country
is more or less clear — modern Russian labour market requires from the applicants for the
posts in business both knowledge and skills, which are a far cry from plain and simple
language skills. But apart from mere obligation to satisfy the needs of learners in BE, does an
EFL teacher have any particular point in spending time and effort on acquiring it? - Yes, and

very much so, as BE is an eye-opener in so many ways!
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But what exactly is implied by BE, and correspondingly, what (and how) to teach is a
very controversial subject.

It is essential to try and answer at least the following questions:

- how to distinguish between what BE is and what it is not,

- how to achieve a balance between BE target learners’ needs and EFL suppliers’ opportunities,
- how to marry the goals of a comprehensive BE course and the limitations of an Educational
Institution’s curriculum.

In what follows each of the how-questions above will be tackled through the prism of a
variety of “myths”, currently circulating among the EFL teachers and dominating both
professional public discussions and publications, most persistent “myths” indeed.

Myth 1: BE is just another ESP

Business exists and flourishes mostly via communication between people across
cultures. That is why the shortest but probably the most concise definition of business is:
Business is communication” (if reverted it reads- “communication is business”, which is
probably also true, but is another story). It is easy to see that while ESP for, say, geographers
or economists will go on existing, if there is no communication between the counterparts, BE
will collapse altogether without communication as its basis. While ESP is very largely based
on written text, BE is more dependent on oral face-to-face interaction between people (though
an exchange of documents takes place too). That is why BE is a much, so to speak, thicker
layer cake, whose “layers” are numerous:

- knowledge of business,

- knowledge of language(s),

- communication skills,

- problem-solving skills,

- decision-making skills,

- data processing skills

- cultural awareness ( to name but a few).

When compared with BE, ESP with its two major “layers” - knowledge of science and
knowledge of language (vocabulary, grammar, Ing skills) is seen as probably less mouth-
watering, but definitely much more consumable “food” for learners.

Myth 2: Teaching BE is teaching terminology

Let us start from looking at the constituents of business. These are at least the following:
- the structure and organization of business,

- producing and selling,
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- financing,

- advertising,

- management of business,

- marketing,

- product development,

- the workforce and industrial relations,

- selection and recruitment,

- training and development,

- business environment,

- business communication, etc.

Actually the list may be longer. Besides each of the entries in the account above can be
presented as a list of its own constituents, e.g. “business communication’:

- by device,

- face-to-face,

- in groups (small vs large).

Each of these could be developed further, i.e.:

1. communication “by device” means communicating by phone, mail, e-mail, fax, telex,

2. communication “face-to-face” means oral interacting of two interlocutors in various
situations of business, like visiting a company or receiving and entertaining visitors,
introducing people and being introduced, exchanging information and others — all united
under one heading: socializing,

3. communication “in groups” means taking part in and chairing meetings, negotiating, giving
and receiving presentations, interviewing and being interviewed.

Knowing business terms alone will hardly ensure the learners’ being effective in the
enlisted situations of communication. What they will need is communicative competence, i.e.
skillfulness in hitting the targets of communication. This will require
1. good command of general English — developed skills of reading, writing, listening and

speaking, knowledge of general and specifically business vocabulary, solid knowledge of
grammar and functions (the chunks we generally use to indicate our feelings, attitudes,
intentions, etc.: agreeing / disagreeing, asking for / giving opinions, advising / suggesting,
etc.)

2. mastering business communication skills (correspondence, telephoning, socializing,
meetings, negotiations, presentations)

3. knowledge of the business world, including cross-cultural awareness
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4. mastering the management skills of problem solving and decision making
5. mastering the ground skills of understanding business data and modifying business
information.

So what we generally mean by Business English is English for the purposes of effective
communication in business in a variety of specific business contexts. This definition indicates
the necessity of studying the whole range of relevant issues, among which terminology is just
a fraction. So only a multi-dimensional approach like, e.g. that of rhetoric of business
communication, will do in tackling the questions what and how to teach, when we teach
Business English..

But the stumbling point is the controversy in approaches to the study of rhetoric of
communication (to say nothing of business communication). It is no longer possible to go on
drifting apart and is necessary to seek to unite the achievements of numerous sub-divisions of
modern linguistics, psychology, philosophy, rhetoric, theory of communication, etc. Let us try
and see what a more “friendly like” sort of approach might do.

Communication is always a two-sided process and so cooperation and coordination are
a must if the participants wish to achieve understanding and communicate their global
messages without any losses to the other party. It means that they should speak the same
language.

The problem of “sameness” as it were is not restricted to the adherence to some one
language as a tool of communication (e.g. English, Russian, etc.), as we might otherwise
conclude if based the reasoning on the idea that “communication is a process by which a
source transmits a message to a receiver through some channel”(1). The problem in question
becomes transparent if speech communication is described as “a human process through
which we make sense out of the world and share that sense with others”(2). But do we make
sense out of the world in exactly the same way? - Hardly so. We have differences in
perception as individuals, as members of a certain social group, as representatives of a certain
culture, etc.

It seems unquestionable that to be able to achieve understanding the participants of the
communication act should be communicatively competent, i.e. they should be able to
communicate in a personally effective and socially appropriate manner. This is less
problematic within one culture than when communication is intercultural.

Teaching rhetoric of business communication in a foreign language involves (apart from

other things) mastering such skills as socializing, telephoning, making presentations,
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conducting meetings, negotiations. It is easy to see that whatever the skill under study is the
involvement of culture is inevitable. Every speech act is based on four basic questions:

What do we speak for? (purpose)

What do we want to say? (plan)

What means do we use (elocution)

What is the response? (relevance).

Question 3 (elocution) is culturally biased and in case there are deviations in
“sameness” in the sense described above at any level — be it verbal or non-verbal, “sharing
what we make out of the world” will be hardly attainable. In conditions of a real business
situation (act of international communication) this might be drastic.

When acquiring business communication skills Business English learners should be
taught to be conscious and perceptive to culture behind the English language. They should be
familiarized with different styles of behavior in various communication acts through
analyzing samples (video, audio, printed text). It is necessary to warn them about and
specially train them to deal with various types of audience, so that they became audience-
oriented and audience-perceptive. It is also important to make them able when communicating
internationally to choose language means and behavioral styles easily recognizable as
presentable and acceptable. And they should be instructed as long as possible to level out
interference of their native culture without losing their own cultural identity.

The complexity of task of a Business English trainer teaching rhetoric of business
communication is thus clear, the same as the necessity to base his practical work on a clear-
cut scientific grounds. Solid basis of this kind is provided by modern speechology, which
focuses on both parties of a communication act and is interested in the act itself as a
conglomerate of language, psychological, social and pragmatic parameters. Its conceptual
system as is known roots in psycholinguistics, rhetoric, semiotics and other sciences, which
overlapping enrich one another.

So applying categories of speechology to studying concrete situations of business
communication and the means adhered to by the participants to communicate purposefully
and result fully the same as careful attention to them in a business class can be of great help to
a Business English trainer.

Myth 3: Russian approach to compiling BE teaching materials is all wrong

The key feature of Business English is that it is a multi-dimensional phenomenon and
as such it requires being dealt with on a comprehensive basis. Here | would like to note the

seemingly minor discrepancy in British vs. Russian EFL teaching tradition in terming a book
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of study. Hardly anybody today notices that what is termed a ‘course book’ in British EFL
tradition, is still referred to everywhere in Russia as ‘textbook’, despite all the faddishness of
Russian EFL teachers. Hypothetically the term ‘course book’ and what is implied by it, is
overlooked by the Russian for two reasons. Firstly the idea of ‘comprehensiveness’ of a book
of study, i.e. its inherent ability to satisfy various needs, e.g.: updating vocabulary and
grammar, elaborating on the four Ing skills (reading, writing, listening and speaking),
informing on the essentials of business and contexts of business communication, building up
communication and management skills, etc., remained encoded. Secondly, the idea of ‘text’
being the core of a structural unit of a book in Russian EFL teaching tradition is too strong to
be shaken off, whatever the new fads and fashions. And so, all or nearly all elements, which
are beyond the text and language units, comprising it, are either skipped or distorted.

The day-to day routines of teaching practice indicate that the ‘misunderstanding’,
described above, is not as innocent as it might seem on the surface. Otherwise what is the
reason for all the bitterness and disappointment of Russian teachers in connection with course
books by foreign authors so fashionable of late? The point in question is nearly subconscious
drive of Russian teachers (in their search for excellence, so to speak), to find a textbook,
which could satisfy the multiplicity of goals they are to solve through an extensive use of
texts, being both the source of information on the subject of interest and the source of
language.

For a ‘comprehensive’ BE course, if the major purpose is * communicative competence’
in the context of international business, texts are indispensable indeed, especially in a
country like Russia, where the very phenomenon ‘business communication’ is fairly new. So
the ‘clash of cultures’ on the level of comprehending the basics for compiling a book of
studies, leads to serious consequences, which account for the ‘bitterness’, mentioned above.
One is that, while picking here and there, i.e. using texts from different publications by
different authors and trying to create a file, based on the teacher practitioner’s own idea of
what a course should be like (which more often than not is the case today) results in actual
‘juggling’ the ideas, and killing ‘systematicness’ — the strongest asset of the process of
teaching. Another is that, having chosen a particular course book, a teacher treats it as rather a
resource than a book of studies, again picking up only those ‘bits and pieces’, which seem to
correspond to the goal he/she pursues. In such a case the book in question ceases to be a
balanced system, focused on particular things, and so systematicness is violated again. These
were only a few possible outcomes due to misunderstanding, described above, and they

concerned only those teachers, who are trying to be creative. What to say of those, who
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sincerely believe that if the magic words ‘Business English’ are on the cover of the book, it,
when used as was meant to be used, (i.e. from cover to cover), without any violations of the
author’s syllabus, will surely teach their students the business English they need? They might
feel very bitter indeed after the course is over, as they are bound to realize at the stage, that
what has been achieved, is rather far from what they had in mind when starting the course.
That the purposes, the author had had in mind, when writing the textbook, do not even
partially coincide with their own, comes, as an afterthought, though should have been the
other way round.

The issues discussed so far, clearly indicate that since ‘focusing on texts’ is a culturally
bound phenomenon, it is no use trying to counteract it. Probably instead it is worth trying to
benefit from it. It is not for nothing, by the way, that ‘textology, as a branch of linguistics, has
got such a wide development in Russia, and so many proponents, whose textological
excavations largely contributed to better understanding of the nature of texts of different
functional styles.

Another important ‘domestic’ linguistic achievement is clear distinction between the
domains of pragmatics linguistic pragmatics and pragmalinguistics, which has paved the way
for text modeling for teaching purposes. Incorporation of the accumulated linguistic
experience in these fields into tackling the ‘course book vs. textbook’ issue might make the
to-be authors of BE teaching materials twice as rich. This coupled with the realization of the
principle of ‘comprehensiveness’ will yield an interesting type of ‘systematicness’ in a
textbook, happily marrying within its structure both approaches — the ‘Western’ and the
‘Russian’ ones. If this two-folded approach is put to life, can the resulting outcome become a
‘cure’ for the many ills of a course-oriented business class?

To meet the specific interests of text-oriented EFL teachers and learners, as it has been
shown above, the key feature of a hypothetic textbook, should be text, and certainly not just
any kind of text, but the one, which satisfies certain requirements, e.g.:

- informative,
- spotlighting a topic(s) of interest,
- giving grounds for building up(or enlarging) topic-related vocabulary,
- providing ‘food for thought’,
- interesting and intriguing,
- stimulating exchange of ideas on the part of the learners, etc.
Can a short, say, a half page (or even a page) long text possess all the features described

above in full capacity? What we usually encounter with is absence of some of the qualities or
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even of all of them in texts of this length. Long texts are usually more resourceful, and here it
is important to remind of one of the latest fads — case-study, i.e. dealing with either a package
of various sources of information on some key business issue, aimed at considering ,
discussing and solving a problem or a long text (usually a few pages long), providing broad
information coverage of the issue in question. The latter type of case study is just what we
need to satisfy the requirements above and so could function as the core of a structural unit of
a textbook. But texts like that do not grow on trees, do they? No, they don’t, but they can be
modeled, i.e. specially developed for teaching purposes on the well-founded basis of
textology, pragmalingustics and functional stylistics. And since there are two main
information gaps, the Russian business learners should fill out, - that of ‘BE content’ and that
of ‘BE skills’, information input in the textbook should be two-fold.

Generally speaking, if all the peculiarities of the Russian Business English Teaching
field are consistently considered, it becomes clear that to be close to satisfactory, a course
book for Russia should be not just ‘a book’, but a set of books for both class and home study,
a set, e.g.:

- a book for class activities with audio cassettes and video,
- a book for extensive reading outside the classroom,
- a home exercise book with drills, tests for self assessment and development,
- a book for controlled testing activities
- teacher’s instruction manual with detailed advice and additional resources.
So looking at BE teaching “mythology” and analyzing the reasons for it we see the
importance of a comprehensive approach in teaching all the other “Englishes” more clearly.
We learn to plan a course with the focus on ‘communicative competence’ as an
ultimate target of the teaching process in the EFL field in general.

This is why Business English is just what we need.

Intensive Methods, Multimedia Programs, Video and Karaoke in Teaching
English

Popova G.S.

(Perm Regional Institute of Pedagogical Information Technologies)

English language is necessary in many spheres of modern life: in professional activities

and everyday life. More and more people feel need in practical mastering of English.

Therefore course “English for Communication” was developed and is conducted now at our

institute. At the lessons students learn how to behave in different situations, for instance:
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travelling, visiting friends, discussing plans, etc. Besides we learn how to write a resume, to
negotiate, to hold a meeting, and to take part in it, to compose an agreement, thus we combine
English for everyday situations with Business English.

Before starting the course we had a number of questions: How to make classes
interesting and informative but not boring? How to stimulate students” work? How to give a
coherent qualitative explanation? How to teach students be sociable, eager to cooperate and
cultured? How to develop students’ autonomy? Intensive methods, multimedia programs,
video and karaoke helped to answer all these questions.

Intensive methods which include centering, music, positive emotions, physical
movement, games, role-play, group work, pair work, brainstorming, discussion, open-ended
tasks are integral parts of our lessons. They help to create peaceful atmosphere, to get rid of
error’s fear, to leave the outside world and immerse us into the world of English. Role-play is
very popular. Students find it fun and quiet students are found to speak more openly in a
“role”. Besides in a role-play students are encouraged to use communication imaginatively
and creatively. During group work students can learn language and information from each
other. We set groups on different basis according to ability, birth season, by numbering, and
so on. Pair work involves students to work simultaneously, it allows getting more practice,
students are able to share ideas and help each other. Working in pairs students produce
dialogues, questions, wrong statements, etc. For generation and gathering ideas we often use
brainstorming. Discussions allow students to give their own ideas, to practice using English,
to say what they want to say. Open-ended tasks give me, as a teacher, an idea of what the
students are capable to produce and moreover they develop students’ autonomy.

Multimedia programs which present information with the help of texts, graphics, color,
sound, animation and video are widely used at our lessons. They give every student an
opportunity to record his (her) voice and compare pronunciation with native speaker’s, to
learn grammar rules and do grammar exercises, to drill, to compose dialogues and learn them,
to train reading, to play games and learn new songs. At the lessons we use the following
programs:

Everyday Situations, KUDITS, 1992,

English for Communication, T. Ignatova, Disk-T, 1997,

REWARD InterN@tive (intermediate level), YDP Multimedia, 1999,
Business English, Syracuse Language Systems, Inc. 1999,

English platinum, Multimedia technologies and Distant Learning, 2000.
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These programs contain different material and different types of exercises. For instance the
program Everyday Situations is based on CAIl (computer assisted instructions) and provides
instructions, drill and practice in basic language skills. Students are asked to respond and their
responses are evaluated. If the student is correct he (she) moves on, if incorrect similar
problems are given until the correct respond is elicited. It is very convenient and frees teacher
to provide individual instructions. In this program there are two types of tasks: compose
dialogues and do grammar exercises. But in other programs there is a large number of
different tasks and in this article 1 would like to draw attention to a program, which we use to
study English language for business communication, it is called Business English. The
program Business English is intended for people who knows English at the intermediate level
and is useful for those who have business with English speakers, want to get a job in English
speaking country, work in companies where English is spoken. The program helps to develop
four skills: listening, speaking, reading and writing. For this purpose the following things are
included into the program: business vocabulary, different styles of business communication,
culture tips, traditions and culture of business communication and comparison of American
and English business style. The program is made up of three volumes | - Personal Meeting,
Il - Contacts and Correspondence, Il11-Career Advancement, each of them consists of
three sections and there are from four to nine lessons in each section. For instance volume | -
Personal Meeting consists of three sections. Section 1 is called Formal Meetings and
includes eight lessons, section 2 — Impromptu Discussions includes nine lessons and section 3
— Financial Transactions includes seven lessons (tableNel- tableNe3). Each lesson includes
different components, which help to learn the topic of this lesson. The following components
are used in Business English: Role Play, Listening, Reading, Vocabulary, Study Questions,
Dictation, Dictionary, Learning Strategies and Focus Points, Culture Tips. In our opinion
Role Play is the most interesting. It is a combination of three elements, Video, Learn roles and
Role Play. We begin with watching Video, then with the help of Learn roles students practice
a chosen role. They can listen to each reply in normal or slow regime and record their own
speech. The third element Role Play lets students participate in the dialogue. Listening
exercises suggest listening to English speech without any visual support. The speech is
presented in the form of a voice-mail message or automated phone instructions. The next
component Reading gives samples of standard business documents for instance e-mail,
Internet pages, description of the company, tables, charts, bank statements, etc. Working with
texts from Reading we use Vocabulary, which gives translation of words and word

combinations in different contexts and their pronunciation. After listening, watching video or
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reading documents students answer the questions given in Study Questions component. It
helps to revise and fix the material learned in Role Play, Listening and Reading. In Dictation
exercises students practice in composing and spelling words and phrases of business
vocabulary. The task is to type the missing words or phrases into business letters, memos, fax
or e-mail messages. The next component Dictionary is electronic Random House Webster’s
Dictionary, which includes 50 000 words, their pronunciation and interpretation. Learning
Strategies and Focus Points are presented in the form of questions based on the lesson’s
material. They help to single out important aspects and understand them better. Culture Tips
give additional information about culture and traditions of English-speaking countries. Thus
we find this program very useful and helpful in studying Business English language.

Video is very useful in motivating and stimulating. It is an efficient way to learn more
about a topic, to make cross-cultural comparison and memorize colloquial forms of English.
We usually watch video extracts from multimedia programs REWARD InterN@tive and
Business English and well-known feature films (we have already watched The Mummy and
Conspiracy Theory). Before viewing video extracts students are given a list of items and
questions. After viewing they answer questions about the plot and some details, and write
down things, which are different from Russian culture or the same. Undoubtedly preparation
for watching films is longer than for viewing video extracts. As an illustration these are tasks,
which we did before watching The Mummy. Since we started to learn tenses in English
grammar every lesson students were given a list of 10 verbs in different tenses. The verbs
were from the film The Mummy but students did not know it, for them there were just
examples of verbs in different tenses. For each list they had different tasks. For example:
group the verbs according to their aspect, voice or tense form. The students did the task and
found the possible variants of translation. In addition to the verbs we learnt other words from
the film playing a memory-game. Students were given 10 words (usually nouns and
adjectives) written on the blackboard in a column. We read and translated them and then
rubbed them out one by one. Every time after a word was rubbed out one of the students was
asked to pronounce all 10 words, so at last they pronounce all those words by heart. Usually
we spent 10-15 minutes every lesson for such tasks. As a result we learnt nearly all the
vocabulary from The Mummy and after watching the film students easily answered all the
guestions about the plot and some details.

At the end of every lesson we sing karaoke-songs. Students like this “task” very much

and moreover it’s a good way of recycling language in a “fun” format and developing natural

30



sense of language achievement. Our favorites are Words, One-Way Ticket, Wind of
Change, Yesterday, etc.

In conclusion I would like to underline that the goal of our course is to develop students’
autonomy in their own language perfection and use, that is why at our lessons we do both
learn English and learn how to learn. For this purpose numerous tasks that require students to
decide things for themselves, to plan and to evaluate are included into the course. These tasks
help students to develop the ability to learn by themselves or to work out what works best for
them as individuals. Such abilities are very important, as people are continually required to
learn new skills and absorb new information. Thus learning how to learn is a vital component
of our course “English for Communication”.

Table Nel

Volume | — Personal meeting
Section 1 — Formal Meetings

Lesson | Topic Components

1 Greetings and Introductions Video
Vocabulary
Learn Roles
Role Play
Study Questions

2 Open a Meeting Video
Vocabulary
Learn Roles
Role Play
Study Questions
3 Listen to Others Video
Vocabulary
Learn Roles
Role Play
Study Questions

4 Identify Issues Video
Vocabulary
Learn Roles
Role Play
Study Questions

5 Close a Meeting Video
Vocabulary
Learn Roles
Role Play
Study Questions

31



Follow Up by E-mail

Reading
Vocabulary
Study Questions

Keep the boss informed

Listening
Vocabulary
Study Questions

Set Deadlines

Listening
Vocabulary
Study Questions

Section 2 — Impromptu Discussions

1

Suggest a Discussion

Video
Vocabulary
Learn Roles
Role Play
Study Questions

Describe Concepts

Video
Vocabulary
Learn Roles
Role Play
Study Questions

Send Invitations

Reading
Vocabulary
Study Questions

Discuss Problems

Video
Vocabulary
Learn Roles
Role Play
Study Questions

Express Opinions

Video
Vocabulary
Learn Roles
Role Play
Study Questions

Charts and Graphs

Reading
Vocabulary
Study Questions

Take Notes

Dictation
Vocabulary

Convince the Team

Video
Vocabulary
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Learn Roles
Role Play
Study Questions

Interpret Market Research

Listening
Vocabulary
Study Questions

Section 3 — Financial Transactions

1

Request Checks

Dictation
Vocabulary

Read Bank Statements

Reading
Vocabulary
Study Questions

Talk with Bank Personnel

Video
Vocabulary
Learn Roles
Role Play
Study Questions

Request a Wire Transfer

Video
Vocabulary
Learn Roles
Role Play
Study Questions

Request a Letter of Credit

Video
Vocabulary
Learn Roles
Role Play
Study Questions

Read a Letter of Credit

Reading
Vocabulary
Study Questions

Dispute a Fee

Listening
Vocabulary
Study Questions
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Idiomaticity of Business English and How to Teach It

Salanovich T.F.
(Belarus State Economics University (Minsk))

From skimming through the text given below which is a short excerpt from a
presentation at a business meeting, with a focus on italicized phrases, it becomes obvious that
all of them belong to the class of set expressions.

“A: So what you’re saying is that in the good times, when we’re all in the black, companies
like mine ignore what the market really needs, we go for soft options, and as a result we’re all
paying the penalty at the moment, but you’ve come along to save the situation so that we
don’t have to take the consequences?

B: I wouldn’t put it like that, no, not at all, that would be overstating my case. But speaking in
general, when business is good and everyone is making money it can be easy to take the line
of least resistance in marketing terms. But when you run up against real problems, it’s the go-
ahead companies, like yours, that turn problems into opportunities, and features into benefits,
that’s why they survive. I hope that answers your question?”

Taken from authentic business discourse this excerpt testifies to the undeniable fact
that the English language of business communication is a highly figurative one abounding in
all kinds of language means of expressiveness — set phrases, idioms and metaphors.

This paper will discuss different ways of expressiveness used in Business English,
with a special emphasis on set expressions. First, we will give a brief review of existing
approaches to definition and linguistic classification of set expressions and then we will focus
on certain teaching implications concerning these language items.

As far as the definition and classification of set expressions are concerned, there is a
certain ambiguity in terms, i.e. various authors use such terms as set expressions,
phraseological units and idioms implying different phenomena and sometimes rather
indiscriminately. That is why it is worth clarifying the application of these terms, though
without going into every theoretical detail of the subject. The detailed discussion of existing
classifications of phraseological units can be found in A.V.Koonin’s comprehensive study on
English phraseology [6]. Following I.Arnold, by a set expression we mean a vocabulary unit
resulting from the integration of two or more words but functioning as a whole and
characterized by unity of nomination. A distinctive feature of set expressions is that they are
often syntactically and morphologically restricted [5. P.140-143].
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For practical purposes in this paper we use a somewhat simplified classification and
look at set expressions under three headings: idioms, multi-word or phrasal verbs and
institutionalized phrases.

Set Expressions

Idio|ms Phrasa'l Verbs Institutionalizeh
phrases

touch-and-go take over in addition to

get a golden handshake bring forward to begin with

to break even break down first of all

An idiom isasequence of words which operates as a single semantic unit, and the
meaning of the whole cannot (or can hardly) be deduced from an understanding of the parts
[1. P.35-36]. Very close to them are phrasal verbs that are — more often than not —
extremely demotivated and semantically opaque structures.

As for the third group, it consists of a wide range of expressions that are in fact
deducible from the constituent parts [2. P.120,121]. Here belong such phrases as to begin
with, to make matters worse, and first of all. Language learners usually have no difficulty in
deducing the meaning, but they would be unlikely to generate the expression themselves from
their prior knowledge of the individual words. That is why these expressions need to be
consciously learned just as much as idioms or phrasal verbs that are semantically opaque.

It should be mentioned that the authors of books on Business English idioms tend to
refer to all the three types as idioms (see for example Christopher Goddard’s book “Business
Idioms International” [3]).

There is another semantic issue that is closely related to the one discussed above, it is
a high degree of metaphoricity of business vocabulary.

Modern linguistic research suggests that metaphor, far from being a literary device, is
intrinsic to the nature of everyday language. The idea is that language is intrinsically less
literal than it has always been assumed. That implies that idiom is also intrinsic to everyday
language use — in some cases the meaning of an utterance will be derivable directly from the
meaning of its constituent parts, but in many cases the meaning of the whole will either have a
conventional pragmatic meaning additional to the surface meaning, or, as in the case of
idioms, the whole will have a meaning radically different from the parts. Although not
traditionally thought of as idioms, all of the examples below demonstrate aspects of this

spectrum:
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We broke down on the motorway. — | need a full breakdown of the cost before we can
make any decision.

He fell off a ladder while he was cleaning the windows. — Demand fell as the dollar
rose.

We’re not out of the wood yet, but things are picking up a bit.

Excuse me, can | just say something (asking for permission). — (Claps) ... Could I just
say a few words...(calling for silence).

To sum up this part of the paper it should be emphasized again that all four types of
vocabulary items — idioms, phrasal verbs, institutionalized expressions and metaphorical
items are an indispensable part of Business English vocabulary and should be in the scope of
a Business English teacher’s attention.

Moving on to teaching implications of the above mentioned vocabulary items it is
necessary to discuss the principles of their selection and grouping for teaching purposes, at
what stage of the course they should be introduced and finally what activities might be
employed to teach them. So we will try to answer three questions: what, when and how to
teach figurative expressions of Business English.

Answering the first question what? we think the high frequency items should be
identified and incorporated into the teaching process. The most productive and practicable
principles of selection and arrangement of vocabulary items are quite traditional — topical
(thematic) and functional ones. In case of a topical syllabus used it means that a teacher
systematically introduces figurative language items when considering each of the topical
areas included into the syllabus, e.g.:

Topic “Jobs. Dismissing personnel”:
phrasal verbs — to lay off;
idioms — to give a golden handshake;
metaphors (euphemisms) — to make redundant, to sack, to fire, to chop, to axe;
institutionalized phrases — We can’t make the best use of your talents.

Topic “Negotiations”, function “Reaching Agreement”:
phrasal verbs — to break through, to go over well, to go along with, to smooth out;
idioms — to come/bring to terms, to cut a deal, to drive a hard bargain, fifty-fifty, horse trade,
give-and-take, to meet halfway, to see eye to eye, common ground;
institutionalized phrases — in agreement with.

As for the question when?, it should be stressed that all aspects of figurativeness

(metaphor, idiomaticity, semantic extension) are viewed as presenting difficulty for learners,
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that is why the ability to grasp idiomatic expressions is considered characteristic of advanced
stages of language competence and they are rarely included in lower-level course books that
concentrate on denotative aspects of language. The same refers to phrasal verbs that are
practically ignored in the early stages of learning and appear to be poured over students in
massive doses at the stage of preparation for testing exams. As a result the students are
confronted with ten to fifteen particles accompanying get, take and so on. The conclusion is to
start learning phrasal verbs at an early stage and gradually build up the stock.

Moving on to the last question of how to teach? we will concentrate on at least two
considerations.

Our belief is that in most cases idioms should necessarily be presented to students in a
context thus giving them a chance to feel the delight of discovering the language themselves.
So the learning paradigm that appears most useful in this case will be based on the Observe —
Hypothesize — Experiment cycle rather than the Present — Practise — Produce one [2.
P.vii]. Our observations prove that it is this approach that appears to be much more efficient
in teaching adult learners.

Thus in accordance with this paradigm the following activity can be offered for
customizing idioms in the context. From the reading passage the teacher selects a few set
expressions and prepares a list of paraphrases including alternatives for those chosen. The
students look through the reading passage, then the teacher slowly says the words he/she has
chosen for the students to underline them in the text and then gives out the list of alternative
expressions and asks the students to select substitutes from the sheets for the underlined ones.
The students discuss each other’s choices in pairs.

For perception of the meaning of most sophisticated proverbial idioms it is very useful
to ask students to find the equivalents in their native language and compare the imagery used
in different languages. This exercise always brings a lot of satisfaction to students (cf. to get
one’s business off the ground — nocmasums 6usnec na nozu; entrepreneurs are not cast in one
mould — He Bce mpeAnpUHUMATENN coelanbl u3 00Ho2o mecma). In an extended way this
contrastive analysis is done in specialized translation courses.

Finally we will address the issue of teaching recognizing and using metaphors that
Business English abounds in.

Following the theory about figurativeness being an inherent phenomenon of the
language linguists and practicing language teachers have recently been discussing a lot the

use of building the students’ awareness of cognitive or conceptual metaphors that are

37



sometimes universal and sometimes culturally bound. This is recognized as a good tool for
teaching figurative expressions [4. P.2].

Such metaphors are for example Intelligence is light, Time is money. For the business
area the following conceptual metaphors can be suggested:

Business is a gambling game,

Business is a sport,

Money is a liquid.

The teaching activities aimed at forming learner’s metaphor awareness can include the
tasks for students to observe the language usage and make generalizations on the prevailing
concepts underlying common metaphors and searching for further examples supporting
discovered conceptual metaphors.

To sum up what has been discussed in the paper it is worth emphasizing again that the
English language of business communication is highly idiomatic and the Business English
teacher needs to be creative in gradually introducing set expressions into his/her students

usage building up their competence in the area of figurative language.
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Upgrade your Language Skills. Presenting a New Textbook
Samokhina T.S., Dianova E.M.

(Moscow State Pedagogical University)

Within the past ten years life in this country has changed dramatically and so has the
education system. New institutions of learning ranging from nursery schools to MBA courses
mushroomed all over Russia. With the iron curtain up, numerous western textbooks and

course books for students of English overflowed our national book market. This abundance is
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quite a challenge for us Russians used to the scarcity of choices. A choice always involves
responsibility for the decision making, whereas referring the decisions to higher ups in the
past provided us with security and the moral right to criticize bad choices freely. The
competitiveness of the modern book market in Russia combined with the aggressive
marketing strategies of the famous western publishers discourages us teachers from
developing our own textbooks.

There are a lot of objective problems that we encounter on the thorny path of writing a
textbook, the first and probably the major one being of the financial nature. Compared to the
publishers with well established reputations such as Cambridge or Oxford University Press,
our Russian publishers can hardly provide upfront funds to develop high quality glamour
books which we feast our eyes on in the bookstore. Hence with the best of luck if you decide
to write a textbook and manage to find the publishers, your venture is hardly going to be
financially rewarding. The second problem deals with the fact that we are not native speakers
and often fear to develop our own materials. Our learning culture is undoubtedly text oriented
but when we address western published texts or articles we immediately encounter the
copyright hurdle: in fact we can hardly afford to pay generous royalties which are often
demanded by western publishers for the right to use their materials even for educational
purposes.

All the above presented circumstances are the liabilities that we can not deny.
However, we also have our own assets. The major one is that we know our audience much
better than the western authors who address an obscure audience of “students of English” all
over the world. The second one is that we know the market for foreign language specialists in
this particular country and in this particular period in time. Bearing all this in mind we felt
professionally and nationally challenged and decided to create a “home-made” textbook
which we would like to present to our colleagues in the hope of getting their support.

The target audience for the textbook is preworkers, i.e. undergraduates of foreign
language departments irrespective of particular qualification that the students are obtaining.
Thus the textbook is aimed at the advanced students of English getting ready to start their
careers on the modern job market. The experience of the teaching staff of our department and
the feedback that we get from our students upon their graduation helped us to identify the
major needs of the foreign language specialists. The major requirement of the modern job
market places the focus on the communication skills, which brings us to the necessity to teach
our students to use the language but not to merely analyze it. The former English students of

foreign language departments remember the ideal English conversation classroom as the place
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of free exchange of opinions or probably expressing their opinions in writing in the form of an
essay. All this was very good but for the fact that modern employers want our students to get
things done using their English besides verbalizing their opinions. Thus the age of the
information boom orients us towards three major goals that we set in our textbook: obtaining
information, processing information and presenting information. Every goal corresponds to a
certain stage in the learning process which is reflected in special logical tasks and
communication tasks that the students are expected to perform. The logical tasks are aimed to
build the basis for future business skills to be applied in the process of fulfilling
communication tasks which constitute the foundation of the students’ professional

competence. The design provided below presents the stages and the tasks given at every stage.

BUSINESS APPROACH. FOCUS ON THE SKILLS.

Goals Set in a Learning Process

Obtaining Information

Logical Tasks Communication Tasks

Reading / Writing Speaking
Analyzing Informative text Surveys
Defining Internet informational sites Interviews
Classifying Questionnaires Brain-storming

Processing Information

Logical Tasks Communication Tasks
Reading / Writing Speaking
Contrasting Graphic designs Discussion
Comparing Appraisals Case study
Specifying Vocabulary lists Role-play
Generalizing Plans Debate
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Presenting Information

Logical Tasks Communication Tasks

Reading / Writing Speaking
Sequencing Reviews Chart description
Connecting Resumes Presentation
Structuring Reports Report
Compressing Essays Speech
Unfolding Projects Session

The contents of the textbook includes three major areas, traditionally called “topics” in
our learning culture, these are: values, women in a changing world and starting a career.
These topics correspond to the three units of the textbook. Each unit is presented by several
parts, which start with learning objectives set for each part, e.g.:

Values
Part 1
Definitions and Classifications
Learning Objectives:
1. Define values for further study.
2. Classify values on the basis of the chosen principles.
3. Present classifications in written charts, essays and presentations.

Thus as we can see from the objectives students are requested to start their analysis of
the topic with defining the subject that they are going to study on the basis of the informative
texts provided in this part with the help of the numerous study supports and present their
findings in writing in the form of tables and charts and orally in the form of chart description
and short informative presentations with a distinct structure. In addition to the informative
texts presented in this part, students are referred to numerous dictionaries, Internet
informational sites and different reference literature that can provide them with additional
information for analysis. At each step students are guided by the vocabulary prompts which
help them fulfill communication tasks and verbalize their findings most effectively. The next

part of the unit deals with global values and sets further learning objectives such as:
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1. Distinguish elements of formal style and practice writing it.
2. Present events in sequence using appropriate connectives.
3. Practice newspaper style.

As we can see from the above in this part students are requested to work with
newspaper articles and develop their own skills in this genre. The logical task of sequencing is
backed up by numerous vocabulary prompts to be used in relating the events in proper
sequence, which is so necessary for successful professional writing.

Part three focuses on the national values and centers on comparison of Russian and American
value system which is instrumental in developing students’ cultural awareness and identifying
the areas of similarities and differences when dealing with the representatives of a different
culture. Thus the objectives set in this part are formulated as follows:

1. Relate the national value systems to history and geopolitical context.

2. Identify the dominant American and Russian values.

3. Compare the American and Russian value systems and their impact on cooperation

between the two countries.

The subsequent two parts are devoted to moral values and critical issues with which
we have to deal as individuals and society nowadays. These parts teach students to obtain
information on the issue in question by themselves, through surveys conducted with the help
of special questionnaires compiled by them, classroom buzz-group and panel discussions.
Obtaining the necessary statistics data, comparing and evaluating information, students are
led to problem solving and decision making to be done both in writing and speaking.

The closing part of each unit is presented by an independent project which students are
to write on the material studied in the unit together with the guidelines as to the goal, structure
and format of the project. Through each part students are requested to collect vocabulary
relevant to the topic which they are to classify and present in the end of each unit. From the
very first page students are encouraged to have a well-organized portfolio in which all their
tasks and findings are to be included. A well-maintained portfolio demonstrates the students’
progress and the new skills and tasks that they learned working through the unit.

To facilitate the process of work we included into our textbook the supplement with
samples of our students written tasks. These charts, tables, designs, reports, appraisals and
projects testify to independent thinking and creativity of our students which come into the
open if we restrain from spoon-feeding so typical in our education system and encourage
them to act as creative professionals responsible for their personal growth and development

together with their teachers.
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At this stage it would probably make sense to answer a key question: is the textbook
that we promote a Business English textbook? The answer is both: no and yes. It is “no” if we
view Business English as a topic-oriented approach which focuses on areas specific for
traditional understanding of Business: trade, commerce, banking, etc. However, it is “yes” if
we approach Business English as communication skills for future jobs and careers. It is
definitely part of our professional creed that Business English is not an exclusive area into
which only selected few have an access: we firmly believe that no matter which topic you
may take with your students, it is not only possible, but necessary to view this topic as the
material to prepare our students to get things done in English, bridging the gap between
school and a job place.

We would like to conclude with a positive message that we can share with you: for all
the abundance of textbooks available, the market is far from being saturated. There are
different kinds of audiences and different kinds of demands; there is room for western and
home-made textbooks of different levels satisfying different requirements. Thus we hope that
out textbook will find its way to a user who is ready to make a change preserving the best

elements characteristic of traditional approach towards teaching English.
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Enaglish for Specific Purposes

Integrating Fiction Books and Feature films in an ESP Course

Almabekova O.A.
(Krasnoyarsk State Technical University)

In their search of effective methods to motivate non-linguistic students to learn
English and to achieve the best results in training ESP teachers sometimes rush from one
extreme to another — from designing a course of Economics (Marketing, Management) in
English to teaching their students EGP. As experience shows, the best solution is to find a
compromise of applying different methods and using diverse materials.

In this paper | am going to prove that fiction could be integrated into an ESP course,
that fiction books and feature films have additional benefits that make them potentially useful
to develop all kinds of skills and to enrich students’ knowledge of language, culture and their
speciality.

Let us specify that in our paper we consider only fiction books and feature films
demonstrated in English as the original language, where the plot or considered problems are
somehow related to students’ specialism.

Reflecting on the reasons of students’ positive attitude to watching films during the
classes of English and outside the classroom as well as on their desire to read novels instead
of specialized texts | have come to the conclusion that the motive was not only brilliant
actors’ playing (sometimes acting was not that good) or skills of a particular writer. Students
naturally prefer watching films and reading books where heroes act in a familiar surrounding
of business, because the ideas, though expressed in a foreign language, are familiar to them.
So, they can use their background knowledge to understand the issue even if the lexis is
difficult or unfamiliar. This makes feature film sand fiction books a window on the business
world for pre-experienced learners.

Why not use this positive attitude and convert it into motivation to learn ESP?

To make fiction a part of syllabus, it is necessary to analyse special features of films as
training materials.

The first one is authenticity. As we demonstrate films in the original we can treat
them as any authentic materials with all advantages and difficulties. The most important
benefit is that feature films can present us samples of live language used in real situations.

This makes films of the kind potentially useful to teach language structures, they introduce
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all layers of vocabulary: set expressions from everyday English, expressive means like
metaphors and comparisons for describing heroes, general Business English for presenting
business routine and specialized terms and professional jargon for specific business situations.
Using models applied in certain circumstances it is possible to train various language skills
like speaking, listening. Further in the paper when we consider other benefits of fiction, we
shall give you examples of tasks for developing all kinds of skills. Feature films as well as
fiction books demonstrate real peculiarities of a certain country, particular time and
surrounding, this makes them a useful tool to consider cultural differences.

Another important attraction is personalisation. The method of personalisation always
works well, either we refer to our country, or to a student as an individual or use the hero of
the book to express particular ideas. Even a very difficult structure or a complicated issue is
easier to understand when personalized. Heroes of films and books behave like real people
with their characteristics thus providing ground to discuss psychological problems and issues
in business and everyday ethics.

One more specific feature of any piece of fiction is visualization. In films visuality is
evident, we use our eyes to get 90 per cent of information. In fiction books we visualize
heroes and events using our imagination and creativity or with the help of given illustrations
or both. Treating fiction as a visual we can use it at any stage of the lesson to focus students
attention. Visuals can be used at any stage of the lesson for presenting new vocabulary, for
introducing a topic, as a part of language practice, for reviewing the language presented
earlier. Besides, visuals can be a starting point for tasks developing all four language skills.
Heroes of books and films are perceived as real people with their traits. Discussing their
behavior in spheres related to students’ specialism could be useful for considering
psychological issues in human relations on the whole and in business in particular, discuss
ethics of business.

Pictures of business meetings, presentations, and interviews can be used as models for
training professional skills like making presentations.

All the above mentioned peculiarities and benefits of fiction books and feature films
help to develop another group of skills, very useful to business people, that is conceptual
skills (analysis, evaluation, translation information into another form).

We can make a conclusion, that fiction books and films can make good teaching
materials and it is a teacher’s task to use films and books of the kind as means and tools to

achieve objectives of a particular lesson and of the course on the whole.
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Multifunctionality of fiction in ESP course is presented in the diagram.

Conceptual
Language skills Language
structures skills
- FICTION -
Professional BOOKS Professional
knOWIEdge FEATURE skills
FILMS
Cultural Psychological
information issues
Ethical
problems

The relations between knowledge and skills, developed with tasks based on films and
books are so complex that we can show them only by particular example.
Watch a snippet from the film “Working Girl” showing a view of an office in a large
American company and do the following tasks:
- Mind pieces facilities used in the office. Fill in the table with appropriate words and
expressions (vocabulary revision, note taking, translation)
-Using your memory draw a plan of the office. Describe the office to your partner without
showing your plan. Use expressions of agreement, clarification if necessary
(memorizing, dialogue speech, using set structures)
-Explain how similar is this office to the one you visited.
The presented examples prove the potential of fiction as means for achieving various aims in
ESP course.

Depending on the objectives and time framework, we can use films as well as fiction
books as a whole piece of art or in extracts or snippets. For example, to make watching whole

films more efficient, jumbled watching is very useful. Each student gets an individual task
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before watching a film. Here | present some examples of tasks for jumbled watching of film
“Working girl” with Melanie Griffith and Harrison Ford in the main roles.
-Draw a career ladder of the main heroine. Try to forecast her future failure or success.
-What could have happened in the boss had not broken her leg?
-Think over the metaphor “two-way street” in terms of relations of main heroes. How

close is the metaphor to your understanding of business ethics?
-Follow the changes in dressing style of the main heroine. What are the reasons behind

these changes? Are there any differences in dressing style of clerks and managers in

our country? What do you think of a company uniform discuss pros and cons of

wearing a corporate uniform?

- After watching the film write a composition under the title ”All is good in war and
love”.

Both fiction books and feature films have one more benefit of developing students’
creative abilities. Students can begin with role-playing extracts from books and films, then
shoot their variants of presentations, meetings, etc based on models from fiction, with video
camera. The next step is to compose an original scene based on the topic. Here students are
free in making their choice of language structures as well as expressive means. Tasks like that
encourage students’ autonomy, motivate students not very strong in English, but good at
shooting films or directing, to learn English. One more advantage of tasks of the kind lies in
developing teamwork, a very useful skill in business.

What is the conclusion? If a teacher sets right objectives makes the right choice of
tasks to achieve them, fiction books and feature films, where action takes place in a particular
sphere of industry or business, related to students’ specialism, could be a not only pleasant
alternative to traditional texts and educational video materials but become a useful tool for
developing diverse skills and enriching factual and cultural knowledge of students’
profession. Bearing all advantages of authentic materials fiction books and films have
additional value of personalization and visualization, they ~ encourage students to reflect on
ethical and psychological aspects of students’ speciality and thus motivate them to learn

English.
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ESP: A Project Design Model
Garskaya L.V.
(Voronezh State Pedagogical University)

No teacher who is not creative will undertake an ESP class!
(Schleppegrell 1994 : 234)
Introduction

Teaching EFL writing to advanced students of the English Department (at \VVoronezh
Pedagogical University) is related to academic (professional) and specific purposes. In the
first case the emphasis is on building up a practical framework for a major genre — essays.
Another significant aspect of teaching EFL writing is the area of research activities involving
the students in the process of carrying out their projects as a means of testing out not only
their language skills and knowledge of applied linguistics, but also their ability to write
effectively and persuasively in the academic (formal) context, i.e., in the genre of scientific
(philological) prose. Apart from learning EFL writing in the academic setting, many students
are willing to master other types and genres of writing for their own practical and personal
needs (Business English, ESP) relating to such activities as filling in an application form and
composing a detailed curriculum vitae (e.g., in the pursuit of receiving a student grant for
study at a U.S. host university), writing business or personal letters, submitting an individual
project for participating in international educational exchange programs or proposing research
to be carried out at a host institution. These new realities give rise to another motivating
aspect of learning English, English for Specific Purposes, including the teaching process that
accompanies ESP program development.

The common factor in ESP programs is that they are designed for students who have a
common professional or career-related reason for learning English, a common context in
which to use English, content knowledge of their subject area, and well-developed learning
strategies (Schleppegrell 1994 : 234-35). Consequently, the student brings to the ESP class a
reason for learning and a specific context for use of English, knowledge of the professional
field. These characteristics are the basis for outlining teaching strategies that form the theme
of the proposed paper: its focus on the learner, materials selection, task-based activities that
are designed to reflect some real use of English outside the classroom, outside the academic
setting. The paper has a distinctly purposeful orientation to teaching the aspect of an ESP
program for applied linguistics involving TEFL researchers. This aspect is concerned with the
context of learning which is quite specific — building up an effective research project for

participating in international exchange programs. The focus of the teaching strategy is on the
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student study of the project model (sample) designed by the writer of the proposed paper for
submitting it as an application for the Fulbright Scholar Program. The specific purpose, or
content focus, helps identify vocabulary and other language components, the contexts in
which they are used.

Project Design Parameters and Their Markers Viewed as Its Assessment Criteria
The proposed paper offers an analytical survey of the above-mentioned project sample

on applied linguistics. The project has been developed under the title “Teaching Proficiency
in Academic Writing: Contextualized and Personalized Practice.” It was presented as an
application proposal and submitted to the Fulbright commission in the pursuit of receiving a
scholar program grant for conducting advanced research in one of U.S. universities. The level
of its assessment is high enough; the score given to this project is 7,3 (out of 7,6 points). That
is why the project is worth analyzing and studying as a sample research paper, beneficial to
the students’ professional training and growth, i.e., their advancement in the development of
discourse competence (in the context of philological prose). In this case the learning strategies
involve a text-oriented approach as a methodological basis of the students’ activities relating
to the research procedures: surveying, reviewing, reflecting, eliciting the data, and so
providing a perspective on acquiring productive skills for project design modeling.

The goal of the project sample analytical survey is to single out the following: 1) the
system of parameters implied in requirements demanded as necessary for designing such a
type of project at the level of philological discourse; 2) appropriate markers viewed as criteria
of a positive or negative assessment of the level, an adequate or inadequate one, at which such
parameters are realized in the area of scientific prose.

Careful consideration should be given to the analysis of the basic discourse parameters
(in the context of the project sample) and their markers of success that have been achieved,
above all, through utilizing Anglo-American sociocultural standards of writing in the field of
scientific professional communication. The process of examining and evaluating the project
sample is most likely to lead to the achievement of the following objectives: the students will
be able to develop their analytical and critical thinking skills, and to make the entire process
of a linguistic and textual analysis of the project sample (relevant to generating knowledge
about composition and content of such a type of discourse) most motivating and effective.

The booklet Visiting Fulbright Scholar Program (2000) offers guidelines for
applicants to assist them in preparing their research projects: project design parameters are
formulated, with criteria established for composing thoughtful and compelling project

statements. Such criteria are viewed as appropriate markers of a positive assessment reflecting
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an adequate level at which the formulated parameters are realized in the process of generating
a research program, including a set of requirements relating to Anglo-American sociocultural
standards of writing (e.g., the division of scientific discourse into thematic and logical parts
reinforcing a project statement; a summary of proposed research in the opening paragraphs).
This section of the booklet (entitled “Strategies for a Successful Application”: 5-8) contains
DOs for Prospective Applicants, e.g.:

DO write a clear and complete project statement that introduces you professionally to your
colleagues in the United States. The application should be free of grammatical and spelling
errors.

DO express what you can bring to the program clearly and succinctly. The best applications
are those that reflect the individual and his/her situation. You should think of the basic
questions that need to be answered: Why apply for a Fulbright award to come to the United
States? If selected, what will | do and how will I do it?...

DO emphasize how your project will benefit the host institution or scholars in your field both
in your country and in the United States.

The booklet also emphasizes main points (DON’Ts) relating to a negative assessment
of the project statement, e.g.:

DO NOT exceed the page limit of the application proposal by including irrelevant or
extraneous material that may divert attention.

DO NOT be vague in describing your previous work or in laying out the nature of your
proposed Fulbright activity. A frequent failing in applications is that the proposal is
underdeveloped or too imprecise to give reviewers a clear sense of the endeavor...

The system of parameters may be presented by means of the following project’s
requirements that are arranged in an orderly way in the genre of instructive discourse, with
composition and content reflecting key points of a successful Fulbright application.

Instructions for a Research Development Proposal
Background: Introduce the research topic. Place the project in academic or professional
context by referring to the major works by others on the subject.

Objectives: Clearly define the aims of the project.

Methodology: Describe the project. Explain the approach, methods and plan you will use.
Significance: Explain the importance of the project for the field, your home country and your
own professional development.

Evaluation and Dissemination: Describe plans for assessment and distribution of research

results in your home country and elsewhere.
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Justification for Residence in the United States for the Proposed Project: Indicate why it
is necessary for the accomplishment of the project to conduct research in the United States.
Duration: Explain how the project can be completed within the time period proposed.
English Proficiency: Describe your schooling in English, use of English and level of
competence in speaking, reading and writing.

These requirements should be taken into consideration throughout the entire process of
preparing a research project. Applicants with the most compelling, theoretically sound, well-
written, feasible proposals are generally recommended for awards.

Strategies for Project Design Modeling
The above-mentioned project sample prepared by the writer of the proposed paper has

been chosen as a design model for teaching and learning purposes. Its examination can
provide valuable guidance in formulating a competitive project statement throughout the
entire process of its development. The strategies for modeling this project design are reflected
in the outline of its key points: 1. Background 2. Objectives and Significance 3. Methodology
4. Evaluation and Dissemination. Other points. In fact, these strategies follow the most
important requirements of the Fulbright Scholar Program and consequently they are realized
in the appropriate composition parts of the project under review. The opening paragraphs of
the project sum up its main points in the form of an abstract according to the requirement on
emphasizing key points in the first paragraph of the proposal. Then an abridged example of
the first key point of the project is presented below.

Project Title: Teaching Proficiency in Academic Writing: Contextualized and
Personalized Practice
The proposed project is concerned with a topical problem of teaching foreign and

native language writing in the field of linguistic research. Writing across the curriculum
involves fifth-year students of the English Department in the process of carrying out their
graduation papers in philology (relating to the study of languages and literature). The goal of
the project is to work out strategies for the development of students’ professional skills in
academic writing (in the context of philological prose). These strategies are based upon a text-
oriented approach (against a methodological background of contextualized and personalized
practice being realized in teacher and student research activities): 1) the students’ study of the
sample research paper (philological discourse in the genre of a graduation paper) created by
the developer of the proposed project; 2) the students’ performance of text-related
assignments ensuring the realization of the students’ analytical and productive abilities

throughout the entire process of working on their graduation papers.
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It is necessary for the accomplishment of the project to do library research in the U.S.
and to explore U.S. students’ graduation papers (in the area of applied linguistics) in the
pursuit of comparative and contrastive studies. The project offers guidance as to how to
develop academic discourse competence, and the project realization will be beneficial to
students’ professional training and growth, i.e., their advancement in native (Russian) and
foreign (English) language writing.

1. Background

Studies in current trends of applied linguistics show that the main target of research is
still the teaching of effective and accurate writing: building a practical framework for a major
genre — an essay (Coyle 1992). Types of students’ abilities and activities involved in the
process of composing essays and creating samples of academic writing (at the level of
scientific prose) are considered to have much in common. To begin with, the writing of
appropriate texts belonging to these genres are based on the fundamentals of discourse
production relating to the level of composition and content; see, e.g., the unit entitled “The
Essay and the Research Paper” (Macmillan English 1988: 237-368). We also support this
viewpoint and utilize it in the proposed project as a methodological basis of teaching effective
academic writing, which is viewed in terms of its interaction with the process of gaining
greater mastery of the thinking skills. So the development of different types of intellectual
abilities and activities is closely connected with their integration into writing practice:
engaging in the writing process means engaging in a variety of thinking processes as well.
That is why students experience difficulties while dealing with their analytical and
synthesizing activities, which imply the application of the following intellectual abilities:
reviewing (critical analysis of scientific sources); summarizing (in the form of a summary-
lead, summary-abstract, summary-conclusion); drawing conclusions with prospects and
applications, proposals for further research (Riabtseva 2000: 13-86)...

We believe that the study of intellectual processes and activities in the light of their
application to the context of the sample research paper will ensure the development of
students’ reflective faculty and help them gain experience in research work.

Conclusion
The proposed paper “English for Specific Purposes (ESP): A Project Design Model”

deals with teaching the aspect of ESP program development that relates to creating an
effective research project (in the field of TEFL/Applied Linguistics) for participating in
exchange programs. The teaching strategies are based on the student examination of the

project model designed by the writer of the proposed paper. The project parameters and their
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markers are singled out and viewed as criteria of an appropriate assessment of the level of a
research program. Special attention is paid to their realization in the context of the project
statement. Thus the proposed paper has outlined a perspective on the study of English for

Scientific Purposes, too.
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The Role of Business Video in Teaching Business People

Kokorina O.B.
(Higher Commercial Management School, Moscow)

Business education is becoming more and more popular in our country and available
to a greater number of people. We see that every year new groups of professional people
come to business schools to enhance their knowledge of business disciplines offered under
MBA and other further education schemes. They realise that internationalisation and
globalisation of business mean they are likely to be working either in foreign countries or in
this country with people belonging to other cultures. Therefore they are eager to be equipped
with skills that will enable them to do the job well. In modern business environment
knowledge of one or two foreign languages has become an enormous advantage, while lack of
language skills is regarded as a real handicap. It explains why a significant part of the studies
in the Higher Commercial Management School is devoted to English which is considered to
be the language of international communication. It means that Business English skills are a
necessary supplement to other technical, business, or professional talents. Thus teaching

Business English has become an essential part of business education.
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The most important factor to be taken into account when teaching Business English to
business people is the fact that they are professionals and know their business environment far
better than their trainers do. The greater number of people studying in the Higher Commercial
Management School, which is one of the first business schools in Russia, are job-experienced
people. This kind of learners are very intelligent, socially active, highly creative and curious
people. They enjoy every opportunity to explore ideas, exchange opinions, and share
knowledge. When business learners come to an English language class they are likely to
apply the same critical standards to language training and training materials as they do
elsewhere in their business lives. They are experienced in dealing with business situations in
their native language and need to acquire skills to do it effectively in English, which is a
highly motivating factor for them to learn English..

The skills business people need were summarised in the book Teaching Business
English by Mark Ellis and Christine Johnson as follows:

e confidence and fluency in speaking

e sufficient language accuracy to be able to communicate ideas without ambiguity and

without stress for the listener

o strategies for following the main points of fast, complex, and imperfect speech

e strategies for clarifying and checking unclear information

e speed of reaction to the utterances of others

e clear pronunciation and delivery

e an awareness of appropriate language and behaviour for the cultures and situations

in which they will operate.

In order to sustain the learners' motivation and meet their requirements, the materials
used at the lessons need to be professionally relevant and informationally interesting.

The aim of the Spoken English For Industry and Commerce (SEFIC) syllabus
provided by the London Chamber of Commerce and Industry Examinations Board and taught
at the Higher Commercial Management School is to develop the above mentioned skills.
Business videos have become part and parcel of that syllabus as they give the teachers a
wealth of resources to develop the learners' communication effectiveness that involves
listening and speaking skills, cultural awareness and business interaction in business
environment. Videos bring "slices of living language" into the classroom and make the lesson

worth while in terms of motivation, information, and communication. The outcome of the
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video class is but obvious: learners of Business English quickly build up language confidence
which results from an English lesson being fun rather than mere necessity.

Business videos used by the teachers of English at the Higher Commercial
Management School can be divided into three principal groups. The first group includes ELT
videos, such as "Starting Business English™, "Functioning in Business"”, "Meeting Objectives”,
"The Language of Meetings and Negotiations", "The Language of Presentations” and many
others. They provide the conglomerate of business situations and teach the rules of linguistic
behaviour in those situations. Dialogues from these business video films are easily learnt and
can be used later in role-plays, simulations and other conversational assignments based on
corresponding business situations. This kind of videos can be primarily recommended for
work with students of Pre-Intermediate and Intermediate levels. It helps them transfer the bits
of language they have learned to realistic situations outside the classroom and begin to bridge
the gap between the classroom and real life communication.

The first group of business video films also includes videos that are part of Business
English course packages, like for example "Market Leader" which is rightly recognised by
teachers as one of the best teaching aids for Business English skills development. This
particular course is useful for Upper-Intermediate and Advanced learners where the focus is
on the message of the film, and the language becomes the tool to understand this message.
Teachers will find plenty of exercises there which may provide valuable ideas for them when
developing communication tasks for their video sessions.

To the other two groups we refer authentic video materials. One group is composed of
videos about a particular industry or field of business, for instance banking, tourism, hotel, IT,
and others. Those are mostly promotional or training materials and give a great deal of
interesting and useful information about various areas of business activities. In the Higher
Commercial Management School we show such films as "Bank of England”, "It Doesn't
Grow on Trees" about money circulation, "A Simple Account™ about relations between
industry and banks, "Telephone Perfection”, "European Community" and others. The choice
of films corresponds to the themes of the syllabus and interests of the learners. Authentic
video materials can be mostly recommended for work in groups of the Intermediate level at
the lowest as they require well-developed listening and speaking skills of the learners.

The third group includes TV programmes of various duration, covering a great variety
of topics. We use business news, TV commercials, and documentary programmes provided
by Cosmos TV. Here learners can get a real world experience, so these materials add interest

and variety. Besides that recordings made at live events give a good example of natural
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speech with repetition and rephrasing, hesitations and false starts, and even grammatical
mistakes. However, as students view programmes designed for native speakers the language
is sometimes too fast or too complex for them. Depending on the language level of the group
the tasks may be relatively simple (for example, gist listening) and the video episodes should
be quite short (three to seven minutes). To sit through half an hour of authentic video
demands too much concentration. An exception can be made for high-level learners who need
to practise note-taking or minute-taking skills.

Work with videos involves four stages: pre-viewing, viewing, post-viewing, and
finally follow-up activities.

At the pre-viewing stage the following tasks may be suggested:

1. Brain-storming (e.g. What do you know about ...?)

2. Predicting or guessing (e.g. What do you think will happen in the following
episode?)

3. Reviewing the vocabulary (e.g. What words relating to ... do you think you will
hear in the video?).

At this stage the teacher may explain some difficult words and phrases and give
examples of their usage in the video film. Or the teacher may write some questions or
statements on the blackboard in order to highlight for the viewers the main issues tackled in
the film, thus making its understanding easier. As there are usually more than one viewing of
a video, each may be preceded by a differing task or tasks. The point to bear in mind is that
the previewing stage should on the one hand help viewers understand the video, and on the
other hand arouse their curiosity and interest.

The viewing stage assignments also vary according to the teaching objectives set by
the teacher. Some of them are connected with the pre-viewing tasks, for example:

1. Watch and say if your predictions or guesses were correct;

2. Watch and say which words from the reviewed vocabulary you have heard in the
film;

3. Watch and decide whether the above statements are true or false.

Or the teacher may suggest silent viewing of the video episode with further discussion
of what was shown and/or might be said in it. Here the learners may raise questions to be
answered after viewing the episode with the sound.

During the second viewing the learners are given tasks to fill in gaps in the script with
the missing words, answer true or false questions, complete the conversation, etc. They can

speak or read their dialogues to match the speakers' actions in the film.,
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The teacher may also use the viewing stage to teach the visual elements of
communication, such as gestures, eye contact, posture, proximity, and others. By applying
freeze frames on the video the teacher asks students to describe characters, clothes,
appearances, behaviour, surroundings, highlighting in this way non-verbal features of
communication.

The post-viewing stage provides an ample opportunity for developing the learners'
communication skills. Here a hackneyed task like "retelling”, for instance, becomes an
exciting experience for them to give facts and figures, or hold an interview, or make a
presentation, etc. At this stage learners express opinions, give arguments and counter-
arguments, make cross-cultural comparisons, in other words they behave as they are supposed
to behave in real business intercourse.

The third stage smoothly proceeds to the follow-up stage, at which the teacher has a
chance to train not only speaking, but reading and writing skills as well. Such assignments as
writing a business letter, memo or email, developing an advert for a product or service,
making a presentation, finding information in the press or Internet relating to the tackled
issue, and others prove that video is one of the richest sources for Business English learners to
acquire confidence and competence in the language and for English teachers to make their
classes interesting and useful for business people.

There are some factors which should be taken into account by teachers when
preparing their video sessions in order to make them successful.

First, if the teacher wants to use video at his or her lessons it is much better to plan
video sessions (whether short or long) into the syllabus, because if video is left as an optional
extra the teacher can easily forget about it or not to bother to use it. As syllabuses are usually
designed on a topic basis a video part of the lesson about the same topic can put a different
perspective on it and in this way invite comparison and discussion. It may also contribute to
developing certain skills necessary for other disciplines, for example listening to lectures,
writing reports, and others.

Second, a piece of video may meet the training objective but still be inadequate if it
fails to motivate the learner. Videos chosen for Business English and aimed at learners who
have some knowledge of the subject must represent the world that those learners are familiar
with. Besides the video materials must be relevant for the particular kind of learners. For
example, videos that are aimed at learners in managerial jobs should be different in terms of

the language and skills trained from those intended for secretarial and clerical jobs.

57



And third, however good a piece of video material is from a teaching point of view, it
may be unacceptable if the presentation is poor. When evaluating video tapes, it is important

to choose those which are well-acted and the sound quality must be excellent.
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Reflective English Language Learning for Advertising

Pelevina I.A.

(Moscow Academy for Humanities)

The exploration of the given issue, which sounds challenging yet rather demanding, has

been urged by the necessity to reflect on our ELT experience with the advertising faculty in
Moscow Academy for Humanities in the context of reviewing the worldwide knowledge and
achievements in this sphere. One of the results of our work was writing a study book entitled
‘English for Ad-ucation’ in 2001 [1], the last word in the title of the book meaning ‘advertising
education’. (By using this advertising technique we tried to communicate the concept of the
work and thus to attract the attention of those concerned to the subject matter under

discussion.)

The explicit study of the issue ‘what is reflective English language learning for

advertising’ requires examining two more, equally crucial, questions. These are:

1. Why is ‘reflective English language learning for advertising’? May be it is clear why
is ‘reflective English language learning’. But what does this notion mean as regards
to advertising particularly?

2. How to perform ‘reflective language learning for advertising’ so that to effectively
address the national educational provisions and interests?

In covering these issues we will dwell on the language needs of students majoring in

advertising in view of the contemporary professional development objectives in our country.

Hopefully this will enable us to determine possible goals and objectives of the English study
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course and to conceptualize the backbone of teaching and learning process so that to identify
key opportunities for making this process meaningfully involving both for a learner and a
teacher.

In order to specify the English language needs of an advertising specialist in Russia,
one should bear in mind that a whole complex of internal and external factors should be
approached.

Definitely, international marketing is one of the hottest careers in the field of business
and education. Advertising as one of the marketing tools is unique since ‘it calls for a special
synthesis of business and analytical skills and artistic abilities’. [2]

David A. Aaker in his reflections on effects of consumerism [3] soberly refers to
advertising as a basically economic institution, which “performs an economic function for an
advertiser, effects economic decisions of an audience, an integral part of the whole economic
system.”

At the same time, as Ann Keding and Thomas Bivins, two brilliant co-authors,
poetically claim in their book entitled “How to Produce Creative Advertising” [2], it is “a
lightning quick method of communication that delivers a persuasive and memorable sales
message to a chosen audience”. According to them, in order to be successful, copywriters and
art directors need to develop the following skills:

o the ability to think strategically, that is, to reason through a marketing or advertising

problem;

e the ability to transfer that thinking into a powerful idea that will move the person

who sees it into action;

e the ability to execute that idea provocatively so that it will be remembered;

e the ability to make judgements in order to evaluate effectively their work and that

of others.

Isn’t it an amazing set of qualities to possess and a great job both for a teacher and a
student to be done to develop them? Moreover, it appears these qualities are inherent in the
idea of learner autonomy development, which is recently being widely discussed. [5] [6]

Here we are to think of another issue, which is part and parcel of the effective
communication and correspondingly constitutes the critical aspect of language learning for
advertising purposes, i.e. what underlies the appropriate sales message? The aforementioned
authors [2] single out the following list of required elements for a creative blueprint: product

description; target audience; competition; problem advertising is to solve; advertising
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objective; features/benefits; positioning; tone/manner; premise/blueprint statement. To this list
we would add one more key point to bear in mind - advertising media. Awareness of these
requirements is crucial for it provides a path to the understanding of skills and abilities that
need to be developed in a reflective advertising student in the English language learning
context.

Moreover, these elements are important not only for the development of the advertising
concept because of their synergism effect. Each of these notions is crucial in the decision-
making process across different spheres of the advertising business. For example, one of the
stages of interaction between the client (advertiser) and the service provider (advertising
agency) might be represented as the following chain: client — account manager — advertising
personnel — account manager — client. Then all of these elements would be analyzed in
different forms of communication, i.e. negotiating, making presentations, reporting, etc. The
results of this business interaction might be shaped in the form of business brief, business
proposal, advertising concept, marketing plan, etc.

The research department, which definitely deals with the mentioned above aspects,
would be best characterized by such activities as gathering, studying, analyzing, estimating,
forecasting, computing, testing, evaluating, etc. The scope of advertising researchers’
concentration is overwhelmingly impressive, i.e. general market situation, competitors’
position, current marketing potential, future product demand, customers’ values, attitudes and
opinions, product itself and in comparison to other brands, the likely psychological and
financial effects of price and packaging, communications effectiveness, etc. The similar
teacher and learners’ collaborative investigation into the operation of different departments of
an advertising agency following the algorithm ‘subjects of interaction — objects of interaction —
ways of interaction — results of interaction — skills to be developed (reading / writing / speaking
/ listening / other)’ with subsequent regular progress reflection might be both challenging and
rewarding in the English language study course. The results of this research work might be
used for creating an advertising concept aiming to promote English classes for advertising
students or as a basis for a group project, e.g. ‘Advertising Moscow Academy for Humanities’
(What Makes a Good School; Majoring for Ad-ucation; Start Ad-Venture). [1]

Thus, speaking in economic terms, an advertising graduate may be defined as a higher
education product, whose key consumer benefit is the ability to establish successful long-term
communication with the business prospects for reaching economic goals. The notion

‘communication’ here involves intense, comparing and contrasting, analytical work targeted at
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determining advantages, strengths, weaknesses, opportunities, threats (SWOT), which in its
turn requires the habit of ‘mental kindling’ on the part of the professional.

It should be emphasized though that the final result of an advertising agency activity —
the effective advertising message — is the fruit of insightful thinking necessarily combining
logical and lateral approaches. To foster logical and lateral thinking advertising students could
be recommended to reflect on the techniques that can generate ideas, e.g. brainstorming, what
if, etc. along with principles of creativity. [1] [7] The acquired valuable ideas, knowledge and
skills might be applied by learners for ‘baking their ‘Professionalism Cake’ values. [1]

Two aspects of language - semantics and writing systems - being of major concern to
international brands, identity and image management [8], advertising students are supposed to
develop text operational expertise.

The prior learning task in this regard is awareness of the notions of ‘cohesion’ and
‘coherence’. Acquisition and regular practicing of text compression/ extension, summary
writing and note taking skills along with creating one’s own mind mapping schemes, designing
small books with colorful humorous illustrations of terms, concepts, topics etc., developing all
sorts of tests for peers on the class material are invaluable resources in this regard. (The
English language study materials designed by the advertising students for their peers are
currently being collected and reviewed to be published at Moscow Academy for Humanities.)
At the same time these involving alternative ways of progress assessment stimulate inventing
personal creative and cognitive technologies. Moreover, inspired by the development of one’s
own material learning product (e.g. illustrated mind mapping study book of marketing terms)
with its subsequent presentation and peer assessment, students would become more confident
and avid learners.

But what are the obscure yet obvious implications of an adman’s occupation, which are
to be considered while designing English language course for advertising purposes?

At this stage we should remember that an adman’s professional activity cannot but be
affected by economic, cultural, social and societal factors of the globalization process,
awareness of which does contribute to the English language learning product both of an
advertising student and his/her language teacher.

Dramatically, globalization boom has made the world smaller with its global markets.
Nowadays global producers and marketers sell their global products, which include not only
industrial goods and services but ideas as well. Norman Fairclough in the book “Language and
Power” [9] refers to advertising as one of the salient discourses and manifestations of

consumerism, which has succeeded in building up new cultural consumption communities. As
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it is emphasized in the book, these communities provide people with new needs and values,
destroying the values that have been inherent in their traditional cultures. Furthermore,
Norman Fairclough stresses the outstanding impact of the advertising language in creating new
values on a par with the two other forces, those being economics and state and its institutions.

David A. Aaker also claims that “it is unreasonable to separate the economic and social
effects of advertising. The social issues, by themselves, tend to focus on the negative aspects of
advertising — its intrusiveness, content that is in bad taste, and the possibly undesirable impact
on values and life styles.” [3] Moreover, Mary Gardiner Jones [4] in the same book stresses
that “advertising of necessity must replay or reflect some cultural aspects of our (American -
author) society and will inevitably embody selected individual values”. One may imagine the
implications of the commercial for voluntary euthanasia, screened by Australian television, as
it was discussed in the Financial Times as of March 20/21, 1999 [10]. Hence the first and
foremost aim of the contemporary education is to enable students to identify and resolve
ethical dilemmas. [1]

The nature of the advertising language is special for its intertextual character
combining many registers and genres and reflecting cultural and social aspects of the
community life. The prior function of advertising being selling the product, the mission of the
advertising language, both verbal and nonverbal, is to persuade the consumer to buy that
product, whatever it is. Examining the advertising trends in class [1] could lead to amazing
(cross)cultural, historical, etc. observations. To this point it would be interesting to mention the
story of Wimm-Bill-Dann Company as an example of advertising adaptation to economic
changes in the society. This Russia’s biggest private milk and juice producer launched in the
early 1990s, pretending to be foreign, with J7 brand name and in later years gradually came out
as Russian in response to the new patriotic mood, having introduced more identifiably Slavic
brands Domik v derevne and Milaya Mila.

Apart from tracing the trends in social development, critical analysis of advertising
might provide a valuable educational resource of recognizing popular myths and stereotypical
views about our own and other cultures. A British advertisement for Smirnoff vodka, for
example, features successive revolutionary leaders falling for the seduction of a glass of vodka
which the arrested Tsarist general had to leave behind.

Most importantly, the English language itself (in all of its creative manifestations) and
images associated with English being extremely favored advertising strategies by advertisers

and marketers in many countries (e.g. India, Poland, France, the Netherlands, Brazil, Bulgaria,
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Japan [11] [12] [13] [14] [15] [16] [17]) grants a broad spectrum of exciting opportunities for
the development of reflective learning skills.

Thus, students might assume the roles of scientific explorers of the language
considerations in advertising while examining the following issues [1]:

e s it reasonable to use the English language as a global means of communication in

advertising?

- Definitely ‘yes’, because ...

- Definitely ‘no’, because ...

- Both ‘yes’ and ‘no’, because ...

e How often is the English language used in Russian advertising? Think of the
examples to illustrate your answers. What are the possible reasons, justification and
implications of this?

e What peculiarities of the English language should admen take into consideration
while developing their advertising campaigns in different countries of the English-
speaking world? Think of as many examples to support your answers as possible.

Here students might develop the understanding of different types of writing, registers
and their corresponding target audiences through comparing scientific articles, publicity
materials and advertisements. Moreover, reflective language learners will be engaged in global
yet insightful team problem solving and contribute to their professional expertise while
contemplating on the outstanding controversies below.

1. Marketing experts recommend using English as a means of communication in global
advertising because it saves translation, adaptation, and registration costs. They are also of the
opinion that the whole world can be approached with one and the same concept. However,
research findings indicate that these strategies are not always popular among the native
population. [14]

2. According to Jeffrey L. Griffin [16], English is “pervasive enough in Bulgarian
advertising that Bulgarian consumers without at least a rudimentary knowledge of English are
at a severe disadvantage”. Hence, he concludes, in order to make informed choices the
countries’ citizens should at least study it.

3. The scope of the advertising business greatly involving legal and ethical
considerations, advertising specialists do but have to handle another major sensitive issue —
purity laws passed in a number of European countries (Germany, France, Poland). These
provisions have been caused by their governments’ concerns about the implications of the

rising torrents of English penetrating different cultures. For example, France’s language purity
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law allows English to be used in advertising but requires that a French translation be provided.
In 2000, the broadcasting regulator ordered six advertisers to pull their campaigns because the
translations were too small. The law requires Polish translations of foreign-language material
in advertising and mandates that all products sold in Poland have Polish labels. [13]. Currently
similar debates are taking place in our country. This issue itself does comprise a number of
controversial implications in the area of cross-cultural communication, e.g. the problems of
empathy and dying languages/ cultures.

Here, we come back to the role of language as a powerful creative force, as Svetlana G.
Ter-Minasova’ has it: “... the diversity of languages represents the diversity of cultures, and
the diversity of cultures implies a great variety of ideas, beliefs, traditions, ways of life and
visions of the world...” [18]

The aforesaid considerations allow us to identify an advertising specialist as a carrier of
certain attitudes, cultural values, beliefs, which he/she passes, on behalf of the advertiser,
through advertising messages, be they in English or in another language, to the target audience
with commercial purposes. Yet, it appears this carrier should be nurtured both as a culture and
its most creative manifestation — language — caregiver, which correspondingly requires the
development of personal judgment criteria on the part of the learner.

These criteria can be employed and both peer and self assessed as a part of the learning
product at the end of the language course while presenting the final analysis of an
advertisement/ an advertising campaign. However, to ensure ethical judgement graduates are
required to address five questions:

¢ Who should, and should not, be the target of an advertisement?

e What should, and should not, be advertised?

e What should, and should not be the symbolic tone of the advertising message?

e What should, and should not, be the relationship between advertising and the mass

media?

e What should, and should not, be advertising’s conscious obligation to society? [19]

Along with making cross-cultural, historical etc. comparisons the development of
learners’ critical thinking might be attended to by analyzing advertising messages using the
following list of questions [20]:

a. What is the main idea of the ad?

b. How is the ad organized? Is there an introductory idea? A supporting statement? A

summary statement?
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c. What reasons does the writer give for buying the product?

d. What transition markers do you see? What underlying because ... therefore
combinations of statements can you find? How valid is the logic in each
combination? (Or, how does each statement seem to connect to the one before it?
Further amplification, a restatement, a parallel idea? Is the writer trying to show
cause and effect where no such relationship exists, so that his argument is invalid?)

e. Does the writer make a generalization that he does not support? How could he

support or prove it? Could you disprove it? (Through poll-taking, letter writing,

library research?)

What words or types of words (and phrases) occur several times in the ad?

Has the writer invented words? Why?

> @

How does the photograph or layout of the ad reinforce the theme(s) in the ad?

i.  What words or phrases in the ad appeal to the senses? Is the writer trying to make

you feel or smell or hear something?

J. Is the writer trying to cause you to form an attitude about his product?

k. Does the writer make any statements which seem truly fantastic, unbelievable?

I. What kind of person do you think the ad is written for? What kind of person

wouldn’t be interested?

m. What appeals in the ad do you think are universal? Which would not work in your

native culture or in others you know about?

Another exciting way of reflecting on the way the advertising language works might be
deducing language features (the use of assonance; your/your; imperative statements;
personification; rhyming puns; homonyms; idioms; metaphor; neologisms; etc.) and other
devices (colors; graphology; humor; sex; celebrities; etc.) of advertisements with their
subsequent cross-cultural presentation in one’s own study portfolio. [1]

The next concentric circle influencing the English language needs of an adman relates
to his/her business career goals. In the contemporary business world to be a leader is vital.

Undeniably, in order to enjoy equal rights in the integrating, yet highly competitive
international business, an advertising specialist must regard himself as a subject of this
interaction, being ready to make decisions, being able to carry them out and taking
responsibility for possible implications of his/her actions. The most intellectually defensible
decisions being those grounded in dialectical reasoning, an advertising specialist should
develop the expertise of tackling a problem in terms of its background, definition, causes,

effects, and solution. [1]
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Therefore it appears that both concept and content of the English language course for
those majoring in advertising should be aimed at encouragement of better understanding of
one’s own knowledge acquisition and application strategies. A threefold scope of English for
advertising professional development, i.e. learning language, learning through language and
learning about language, might contribute to a student’s more active language mastering, thus
making its learner more reflective and adaptable to communication conditions. [22] [1] Hence
the first and foremost issue while designing and implementing the language study course for
advertising students should be exploring the complexity of the notion of communication in
general and in the advertising business in particular. [21] [1]

Foreign language mastery of an adman should cover not only knowledge of
professional terminology and business etiquette, translation skills but also an awareness of
linguistic and other devices of advertising as a means of cross-cultural communication and
impact on the potential consumer, bearing in mind ethical aspects of such education.

Among the most important language skills that need to be developed are recognizing
the communicative functions of written texts, according to form and purpose; inferring context
that is not explicit by using background knowledge; detecting such relations as main idea,
supporting idea, etc., deducing causes and effects; distinguishing between literal and implied
meanings; detecting culturally specific references and interpreting them in a context of the
appropriate schemata, etc. [23] [1]

Given the above reviewed considerations special attention should be paid to the
selection and development of real context educational materials, including study of different
types of related discourses and topics, e.g. requirements to the creative blueprint, techniques of
generating ideas, peculiarities of different types of advertising media, problems of an
advertising campaign development in another culture, implications of the English language as
a global means of communication in advertising, advertising socially sensitive products, trends
in Russian advertising, etc. [1]

Personality involving tasks are an indispensable resource in this regard. Students
should be enabled to design their own study materials.

An advertising student’s learning product comprising certain material and spiritual
values in the context of cross-cultural communication; personal cognitive ways; experience
through the interaction with other subjects of education, including teachers, acquired in the

course of English language study would contribute his/her professional expertise.
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Business English in Cultural Diversity

Teaching Cultural Differences and Developing Cultural Awareness of
International Relations Students

Dubinko S.A., Andreyeva L.G.
(Byeloryssian State University (Minsk))

Every cultural form bears meanings, values attitudes, and connotations which have to
be communicated. It depends on the knowledge and understanding of the meanings of these
expressions if and how far one is able to understand and possibly participate in this process of
sharing meaning between and within two or more cultures.

Ideally one should know the complete set of communication means, communication
structures and processes, i. e. the ethnocommunication of the different cultural groups in order
to be able to encode and decode the messages in such a way that they are understood, the way
they are supposed to be understood. This, however, is a dynamic process in the way any
living culture is a dynamic happening and the dynamics of culture are to quite an extent the
dynamics of the communication processes within these cultures.

The way people shake hands and how often they do this is different in Western
cultures. Greetings in Japan where people bow to each other are quite different from those in
Latin America where the abrazo, the close embrace, is the common approach. If I do not
know the tabu-sign in Paoua New Guinea tribes | can not understand and interpret them in
such a way that they become meaningful and enable me to participate in a communication
with such culture.

We live in a world that is shrinking, getting smaller day by day. Our own personal

contacts with other cultures and people from other countries are many times greater than it
was for people living even 20 years ago in this country. So what is culture? Is it possible to
understand a different culture?
What should we teach? How does the culture affect the process of doing business,
management and cross cultural communication? What is the role of verbal and non-verbal
means of communication? What is intercultural and cross cultural communication? These are
the questions we are supposed to give the answer when teaching international relations
students.

In our understanding culture is the way in which people solve problems and reconcile
dilemmas. Culture comes in layers, like an onion. To understand it you have to unpeel layer

by layer. On the outer layer are the products of culture, like the soaring skyscrapers, pillars of
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private power, with congested public streets between them. These are expressions of deeper
values and norms in a society that are not directly visible/ values are upward mobility, “ the
more- the- better, status, material success./ The layers of values and norms are deeper within
the “ onion *“ and are more difficult to identify.

Language is the most technical of message systems of a culture, but there are also
other means like time, space, gestures etc. Because any cultural communication takes place in
a definite environment this contextual environment must always be considered : “ things only
have meanings in their relation to other things “/ 1, 390 /. If all this refers to communication
within one culture and leads to intra-cultural communication, the more it holds for inter-
cultural communication. Such intercultural communication can in a very simple way be
defined as “ interaction between members of different cultures ‘/ 2, ¢. 409 /. Howell / 3, ¢.2 /
distinguishes intercultural as more interpersonal communication whereas cross-cultural is
more considered as a collective communication between cultural spokesmen of different
groups. Cross-cultural communication is confined to mass media while person-to- person

communication is desirably intercultural. He compares both in the following way:

Intercultural Cross-cultural
Interactive/joint venture / One-way/ sender-receiver /
Mutual purpose Individual purpose
Unofficial Official
Developed message Prepared message

Comparing intercultural with international communications it should be clear that
intercultural communication is concerned with the communication between cultures which are
not necessarily nations. Quite often cultures cut through national boundaries, where in larger
countries like the United States there are different cultures within one nation. This a key to
understanding cultures which are regarded as“ a melting pot ““ or “ a salad bow] *.

With any communication process there are different variables which partly overlap but
which can also be singled out for the sake of analysis. Such variables include the following: 1.
attitudes, 2. social organization,3. patterns of thought,4. roles and role prescriptions,5.
language,6. use and organization of space,7. time conceptualization, 8. non-verbal
expressions.

The number of participants in a communication happening also influences the process
and its outcome: a bigger number of participants increases the number of potential outcomes
but also needs more time and energy for consensus. A bigger number of participants also

decreases the number of possibilities for direct communication contact and might increase the
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number of "passive" participants. The more direct the contact between the communication
participants, the more direct will be the feedback and the efficiency of communication. The
relationship between the communication participants themselves also plays a role. If the
relationship is perceived as friendly, cooperative and symmetrical, the intent will be sharing,
whereas if the relationship is considered hostile, competitive and dominating the outcome will
be more difficult. These factors which are the subject of pragmalinguistics and
sociolinguistics should also be the focus of attention in teaching communicative behaviour.

Communicative competence is supposed to be a cultural competence. A theory of
communicative competence provides the means for the construction of the ideal speech
situation which should be characterized by the absence of any barriers which would be the
case of " if for all possible participants there is a symmetric distribution of chances to choose
and to apply speech acts" /5: 91/.The concept of communicative competence is one of the
most powerful organizing tools to emerge in the social sciences in recent years. This not only
refers to means, content etc. but also to interrelation such as taking turns in a discussion.
Therefore the concept of communicative competence must be embedded in the notion of
cultural competence or the total set of knowledge and skills which speakers bring into a
situation.

This not only holds for linguistic behaviour but communicative behaviour as such. All
aspects of culture are relevant to communication, but those “with the most direct “bearing on
communicative forms and processes are the social structure, the values and attitudes held
about language and ways of speaking, the network of conceptual categories which results
from shared experiences, and the ways knowledge and skill/ including language / are
transmitted from one generation to the next and to new members of the group/ 4, c.23
/.”Linguistic fluency is obviously not sufficient. Intercultural communication needs “ cultural
fluency” and for this we must analyze a culture with a high degree of accuracy, decide what
is universal and what is culture-bound , contrast it with our own, and decide also which kind
of observation process we wish to go through, which type of communication we seek / 5, 19
/.Poyatos also from his own experience as a Spaniard in a Canadian environment develops the
concept of a "fluency quotient”. A person with a high fluency quotient is somebody who
culturally is more aware, somebody who " can easily modify his personal standard repertoires
to include behaviour forms that are characteristic of other persons and groups" / 6: 19/

Culture presents itself on different levels. At the highest level is the culture of a
national or regional society, the French or West European versus the Singaporean or Asian.

The way in which attitudes are expressed within a specific organisation is described as a
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corporate or organisational culture. Finally we can talk about the culture of particular
functions within organisations: marketing, research and development, personnel. In our
English language classes for international relations students we focus on all these levels and
their differences in culture.

Why is that many management processes lose effectiveness when cultural borders are

crossed? Culture is like gravity: you do not experience it until you jump six feet into the air. It
is possible to examine the visible and invisible ways in which culture impacts on
organisational culture and the culture of particular functions within organisations.
Cultural differences with respect to time, for example, greatly influence corporate activities.
The European concept of time as being past, present, future is not universal. Time is
conceived as " as an endless stream of time units . Westerners allocate a pro rata value of
time. One piece of time is worth the same as another piece of time. Time is chopped like a
sausage and sold by the hectogram because time is money. Westerners buy and sell time but
have lost the sense of time as a social value in the realm of human experience / 7 c. 37 /. We
also distinguish clock time and event time. For the relation of time and business we give five
different dimensions: appointment time, discussion time, acquaintance time, visiting time,
time schedules. Thus appointment time in Latin American means usually 45 minutes, which
would correspond to five minutes in Western cultures. In Latin America appointments with
several people at the same time rather than individual appointments are common. Discussions
and businesses are social events. Acquaintance time with a salesman in the West is a question
of a few minutes. In Central America one must see the salesman at least three times before
one can discuss the nature of the business Visiting time is quite different in India and the
USA. In the States “ come and see me any time “ is a general sentence without any serious
expectation or obligation unless time is clearly fixed. In India such an invitation is taken in
the literal sense and it is left to the visitor to determine his time.

Timetables, schedules and deadlines are usual in Europe and Western countries, while
in Arab countries, for example, the mere mention of time seems to be uncommon.

The way time is handled in different cultures can also be deeply symbolic. Time is not
only money but also a symbol of status and responsibility. Cultures also have a certain time
orientation. In certain cultures / American, Swedish and Dutch / time is perceived as passing
in a straight line, a sequence of events. Other cultures think of time more as moving in a
circle, the past and present together with future possibilities.

This makes considerable differences to planning, strategy, investment and should be the

subject of analysing and teaching cultural differences in the English classroom.

71



References

1. Saral, Tulsi B. Intercultural communication Theory and Research: An Overview. In:
Ruben, Brent D., Communication Yearbook, 1977.

2. Maletzke G. Intercultural and International Communication. In: Fischer, H. D.
International and Intercultural Communication, 2-nd edition, New York, 1999.

3. Howell W. S. Can Intercultural Communication be Taught in a Classroom? In: Prosser,

Michael H. Syllabi in Intercultural Communication. Charlotteville, 1974.

Saville-Troike M. The Enthography of Communication. An Introduction. Oxford, 1982.

Thompson John B.. Critical Hermeneutics. A Study on the Thought of Paul Ricoeur and

Jurgen Habermas. Cambridge, 1981.

6. Poyatos F. New Perspectives in Non-Verbal Communication. Studies in a Cultural
Anthropology., Social Psychology, Linguistics, literature and semiotics. Oxford, 1983.

7. Keurs P. Tami Art and Siassi Trade Network. An Inquiry into the Relationships between
Trade and the Development of Art Styles. In: ter Keurs/Smidt: The Language of Things.
Leiden, 1990.

ok

Business Communication: Language and Culture

Malyuga E.N.
(PFUR, Moscow)
First and foremost, it is necessary to make it absolutely clear that the present article
implies quite a few new registers of the English Language (of varying difficulty).
Now a few words about the variety of English (there so many Englishes in our world) we
have chosen for teaching the principles of communication between partners on various
business matters.

Teaching English at present, particularly, ‘Business English’ is aggravated by the fact
that we seem to have two Standard Varieties of English - British or RP and American
General English.

Besides, the English language has long ceased to be the private property of Britain. In
many countries - India, Zambia, Nigeria, Kenya, South Africa and so on (to say nothing of
America, Canada or Australia) — English is institutionalized to the point of becoming a
lingua franca between people who share no other language. In a way English to a great
extent has become an Asian or African language. As a result native teachers of English are at
a loss and start asking themselves whether a particular nation should copy R.P. or the
pronunciation the leaders of those countries and, therefore, teachers can permit African
pupils to express their origin through their pronunciation.

Some scholars suggest that in this case a more reasonable goal is to be ‘comfortably
intelligible’. The question is bound to arise: can this degree of comfort be ever defined in

more precise terms, because '‘comfort’ depends on so many variables. In their article
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published in the "SPEAK OUT!” Jennifer Jenkins and Bryan Jenner! based their reasoning
mainly on the fact that two businessmen, one Pakistani and the other Japanese, who both

used their own ‘local varieties' "communicated successfully" and struck a bargain. A very
doubtful example, because they could have come to the same result without saying anything

and merely using gestures.

As far as the scholars of the English linguistics department of Moscow state
University are concerned the position of our phoneticians is adamant: there is only one norm
which we can teach actively to our students — R.P. First, because it has always been in the
tradition of our scholars to study and teach this particular variant of English, second, because
R.P. appears to be not simply ‘comfortably intelligible' but just ‘intelligible’ to any of the
above-mentioned nations. Besides, its position in Britain and in other countries appears to be
as high as ever, it is the 'genuine product’ (minutely described, supplied with very good
textbooks).

Passively, however, we expect from our students as much knowledge about the other
varieties of English (particularly, the American variety) as it is reasonably possible.

Speaking about Business Communication we cannot but say about Business Etiquette.
The word ETIQUETTE has been known by people since time immemorial (and is rather

laconically defined in “The American College Dictionary” as “‘conventional requirements as

to social behavior ; proprieties of conduct as established in any class or community or for any

occasion [from O.F. etiquette — ticket]”), but the moment you start discussing “business
etiquette” in scientific terms (and there can be no proper business without using a foreign

language p r o p e r ly), the ‘thing-meant’ is growing in size immensely and “business

etiquette” becomes a very broad discipline.

It would be of interest to mention here that the compilers of “Longman Dictionary of

English Language and Culture ” (1999) have proved to be very ‘inventive’ people by

connecting the word “etiquette” with the word “manners” and if we look at the examples

illustrating “manners” and “manner”, for instance: “I agree that it had to be done, but not in

such an offensive manner, the natural question arises: “And what word can sound offensive

for your business partner in your concrete situation ?”

Let us put it without beating about the bush that language is a polyfunctional
phenomenon, that conveying information is not its only function and that’s exactly why all

kinds of complexities in connection with “business etiquette” arise. This idea was expressed

1 “Newsletter of the IATEFL Pronunciation Special Interest Group”, Lnd, 1997.
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by LV. Arnold in her book “Crunucruka cOBpeMEHHOr0 aHTJMIHCKOro s3blKa.” in a very
succinct form: “While interpreting a text it is important to remember that information can be
of two kinds: a) the information which is not connected with the circumstances of the speech
act and contains the message itself; b) the additional information which varies depending on
the circumstances of the communication act and the characteristics of the communicants.”?
She thus draws a borderline between the intellective-communicative function of the language
and all the others for which she gives the cover-term — emotive ones. In the second group we
can enumerate such functions as voluntative (some linguists prefer to use in this case the
word pragmatic), appellative, aesthetic etc., which could be brought together under another
cover-term — the function of impact.

One of these functions was called by R. Jakobson contact-establishing and he
emphasized that this function is present in the process of communication throughout to the
very end of it, that “it is not merely confined to such phrases as “Hallo!”, “Are you

listening?”, but sometimes a whole dialogue is aimed at achieving the desirable contact

between the communicants. As a result a friendly atmosphere is created and supported (the
italics are ours— Ye.M.).” 4

In actual fact the essence of the term had been borrowed by R. Jakobson from B.
Malinowsky who had a different term for the same thing: “Phatic communion | am temted
to call it — a type of speech in which ties of union are created by a mere exchange of words”.%
Phatic utterances are of paramount importance for the norms of speech etiquette and the
foreigner should certainly know them to perfection.

Some scholars even make attempts at classifying them still further: they distinguish
between etiquette, manipulation and empathy. It is true that in European languages (and in
English as well) the norms of speech etiquette are not so developed and regulated as in some
Eastern countries (China, Japan), but the phatic function permeates any dialogue and the
foreigner cannot be but too careful when expressing himself in a foreign language.

As has been justly remarked by V.G. Kostomarov and A. A. Leontyev “there is no

one-to-one correspondence between the norm and its realization, the latter varying according

3 1.V. Arnold in her book Cmunucmuxa cospemennozo anenutickozo szvika. IIpoceerienue,
Jlenunrpan, 1981, ¢ 3. . (1.V. Arnold. The Stylistics of the Contemporary English
Language.Prosveseniye, L., 1981, p.3)

4R Jakobson Linguistics and Poetics. Style and Language. Ed. Thomas A. Sebeok, M.1.T. Press, 1960.
5 Malinowsky B. The Problem of Meaning in Primitive Languages. suppl. to C.K.Ogden and

J.A.Richards (eds.) - The Meaning of Meaning. London, 1928.
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to the circumstances and the communicants” ¢If look at the problem from this point of view

then we are only beginning to approach our final aim ‘the bases of business etiquette (plenty

of research on the part of linguists, psycholinguists, sociologists, anthropologists and other
scientists remains to be done). This, however, does not excuse us from trying to learn what is
already known in this field and this is exactly what |1 do in my course of Business
Communication which | deliver to our students.

V. G. Kostomarov has greatly promoted the cause of the Russian Language on the
international scene. At the cradle of the first issue of the journal “The Russian Language
Abroad” (Ne 1, 1967), which has had a great impact on the process of teaching and learning
Russian abroad, stood such leading linguists of Russia as O. S. Akhmanova, S. G.
Barkhudarov, A. A. Leontyev, L. Z. Rozental, N. M. Shansky and others. We cannot help
resisting the temptation of adducing here the greetings card sent by Charles P. Snow: “My
wife and | are sending you our warm greetings on the occasion of issuing the new journal
“The Russian Language Abroad”. The Russian language is one of the most beautiful
languages. Your literature is one of the greatest literatures in the world. It’s impossible to
really understand the country without knowing the language of its people and without
reading the literature created by the people in the original. It’s very good that many young
people in the Soviet Union assiduously learn English. And we wish the day came when the
same number of our young people whose mother tongue is English would start learning the
Russian language. We are absolutely sure that only then we shall be able to understand you
better. This mutual understanding is the best guarantee of peace and improved relations in the
whole world.

I think that in this way we are putting into practice our dreams. The youngest member
of our family is going to start on an intensive course of Russian this very year” (Charles
Snow).

The editors were quite right saying that even people who share the same language can
sometimes misunderstand each other and the reason is not far to be found — although sharing
the same language these people have differences in their cultural background.

“Business Etiquette”, therefore, should be by no means reduced to the ability of

writing business letters or making contracts or showing signs of respect (orally or in

6 B.I'. Kocromapos, A.A JleontheB Hexomopvie meopemuueckue G0NpoOChl Kyabmypbl Deui.
«Bompocer SI3biko3nanusa»,Ne 5, 1966 (Kostomarov V.G., Leontyev A.A. On some Theoretical
Problems of Speech Culture .“Problems of Linguistics, Ne 5, 1966)
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gestures), it is much subtler and more complicated than that, this deplorable fact being
immediately revealed during interviews, presentations, meetings, and negotiations.

Every attempt at translating a foreign phrase is a crossroads of cultures, an exercise in
cross-cultural communication, because every foreign word reflects another world and another
culture.

The worldview of a foreigner may not only be specific, it may be quite different. It is
determined by many factors: geography, climate, natural resources, history, social structure,
religion, traditions, one’s way of life and so on. It should be clearly understood, therefore, by
the students that the word “worldview” does not reflect the world in its true perspective, but
it reflects the cultural stereotypes of your business partner - of himself, of his own country
and the other countries of the world, including ours. To ignore the fact while communicating
with a foreigner would be an unpardonable mistake.

Yet another paradox: although many people in different countries still cling to their
old-fashioned views in politics, the economies in their countries are internationalized to such
an extent at present that it is very often difficult to say whose national product we buy. So
many products now are the result of joint ventures. And it concerns not only the products, but
also the services we get.

One country can produce a certain type of goods, but the technology of the production
may belong to another country and the final product can be sold in some other countries.
Practically any modern economics is inevitably mixed. Different cultures have managed to
learn a lot from each other and making profit had a great impact on the process of joining
their economic efforts.

It has become clear at the same time that you cannot make profit unless you can

communicate with others successfully, be you a manager, a business executive, a specialist in

the profession or any other man at work.

But every time you have to communicate with new colleagues, clients customers and
patients it is not infrequently a ‘New World’ for you. And there are so many parameters
according to which different countries can differ widely — national or ethnic composition,
social stratification, gender peculiarities, age groups and their relations, levels of education
and professionalism etc. etc. All in all these parameters constitute, as statisticians usually

say, demographic profiles of various countries.

Interestingly enough, nowadays there is no need for you to leave your own country or

even your working place: business has integrated to such an extent and workforces have
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become so diverse that you are very likely to interact face-to-face with the above mentioned
diversity of people in your office (so much, of course, depends on where exactly you work).

Business Communication is very important especially now when mixing of peoples,
languages, cultures has achieved an unprecedented level and the problem of tolerance
upbringing to different cultures has come to the fore. We must overcome any feeling of
irritation because of some unusual, unexpected behavior of foreigners and their lack of
knowledge of our Russian culture. This task will become easier if we, ourselves, try to learn
as much as reasonably possible about the business cross-cultural communication.

Before actually learning how to behave and speak during interviews, presentations,
negotiations and meetings we should dwell for some time on the main notions of Business
Communication: language, culture and communication. First, definitions.

On the whole, definitions of language, irrespective of different epochs, countries or
scientific schools, agree that language is a means of communication and a vehicle of
thoughts. In other words, the functions which are ascribed to language are innumerable.

Cambridge International Dictionary of English (1995) defines culture as “the way of life,
especially general customs and beliefs of a particular group of people at a particular
time”.

ication is genera efined as
Communication is g lly defined as “message exchange between two or more

participants which is characterised by the intentional use of mutually intelligible symbol
systems”. This definition was produced by a group of British scholars — M.Hewstone, W.
Stroebe! and others (many other definitions may differ in wording but it amounts to the same
thing).

Because this definition excludes the possibility of communication without conscious
intent, it cannot be universally accepted: habits and emotions are regarded as impulses for

communication but without conscious intent.

It would appear appropriate to adduce here as well the definition of cross-cultural

communication, given by V.Kostomarov and E.M. Veresagin in their book “Language and

culture”, which sounds as follows: “Cross-cultural communication is the adequate mutual
understanding of a communicative act by two or more participants who belong to different

national cultures.” 2

! Hewstone M., Stroebe W., Godol J.-P. and Stephenson G. M. (eds). Introduction to Social
Psychology, Oxford,

2 E.M.Bepemarun, B.I'. KocTomapos. 3uix u kyaemypa, M., 1990, ¢.26 ( E.M.Veresagin, V.G.
Kostomarov. Language and Culture, M.,1990, p. 26).
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Verbal behavior (irrespective of whether it is oral speech or writing) is equally good

for communicating information, intentions and feelings. According to some scholars the
ability of speaking is now, perhaps, an ‘innate’ quality of human beings, because children
learn to speak in a very short period of time. Words and their graphic equivalents convey
meanings (content, purports) through being coded into messages which must be decoded by
the receiver of the messages. Human communication is at times too subtle and sophisticated
and unless the sender and the receiver share the same code and have the same background
(bonoBoe 3uanme), the receiver can fail to infer the purpot of the utterance. The context of
situation may not always be helpful.*(It is no denying the fact that the British scholar Haslett
(1989) is quite right that there exist universal sounds and sound complexes (or, to be more

precise, very similar ones, on the one hand, and culturally bound ones, on the other.)

One of the advantages of using language, instead of non-verbal communication, is that
it is the better instrument for transmitting the speaker’s ideas and intentions — in an extreme
case the speaker can always change his message or supply the listener with the missing
details for better comprehension or, as linguists say, paraphrase his message (mind that the
corresponding noun is “periphrasis”).

It may be the case, of course when neither the speaker, nor the listener want any
particular clarity of the message, because they do not want to be overheard by the
surrounding people (not an exceptional case in business!). But — English is one of those
languages that are very good for the purpose, if you slightly diminish your loudness you are
safe from any outsiders.

The idea that there are sub(cultures) whose languages are inferior in their
grammatical structure has long been proved rotten. In any language a sentence has a
hierarchical structure and its components form rather complex relations. This fact does not
depend on some particular socio-economic status or ethnicity. In other words, there are no
easy languages to learn. Some languages can be easy in one aspect, but difficult in another.
But if you really want to learn a new language a fond, there is nothing that can prevent you
from doing it. Some foreigners believe that Russian is not so difficult to learn (the natural
question then is “Why in British schools the knowledge of Russian, if you want to enter a
university, is valued on the same level with the knowledge of Latin or Greek?”).

Communication strategy
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The manager should know his employees very well indeed if he wants to always
achieve his goals. You can ask different people (one by one) to do the same thing but your
approach to formulating your request should obviously be different: you ought to know
beforehand how each of your employees may react to the request if you want to succeed.

Maureen Guirdham?® distinguishes between content strategy and communication

strategy. In the first case the manager takes a decision: to ignore his subordinate’s mistake, to
reprimand him or dismiss him from his job. The contrast between the two strategies, we are
afraid, does not elucidate the theory of the communication strategy. Both in the first and in
the last case the manager takes one and final decision. At least nothing is said about the
alternatives in the book. And only in the case of a reprimand the manager has not only two
but quite a few alternatives: change of words and tone (+ some gesture) gives him a lot of
nuances.

Of course, before taking one of these decisions (the final ones included) the manager
(if he is tactful enough) can ask some questions in order to find out how the subordinate feels
for what he has done and this, perhaps, would be the best strategy.
So the aim of such discipline as Business Communication is to learn the problems of
international communication with more attention to the language of business as the main but

not the only means of communication.

Cross Culture Communication in PR Practice

Strigankova E.Y.
(VRACS Saratov)

We now live in the most powerful, most complex system ever known. It is made up of
countless interacting institutions and organizations. Will this conglomeration of elements drift
ever faster without guidance, or will some sort of new consensus evolve? That depends on
how managers of our organizations see the patterns evolving, how they shape their policies to
serve these patterns, and how well they communicate to achieve understanding and support.
These three factors are the elements of public relations, which is one of the fastest growing
and vital industries in the world.

Public relations is image making, and repairing as well as promotion. PR involves
promotion, selling, advertising, and creating public, corporate, government, church and other
institutional images. PR professionals have to have skills in psychology, writing, mass media

theory image construction, persuasion, and audience analysis.

® Guirdham Maureen “Communicating across Cultures”, MACMILLAN PRESS LTD, 1999
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Public relations is how institutes communicate about crises, disasters, new products or
services, and how politicians let others know what is happening and who people are. PR firms
are hired at substantial cost to put an acceptable, good, recognizable face on ugly, problematic,
and strange situations. New personae are the substance of public relations professionals.

Public relations activities involve knowing the client, the situation requiring image
makeovers, and analyses of various publics likely to be impacted both by the exigency and
solution. Because we are constantly bombarded with public relations efforts, we need to
comprehend these efforts to influence publics perceptions. The more we understand how PR
works and what it is, the better armed we are against scurrilous image promoters.

Public relations is a phenomenon and a necessity of our times. It has been created by
the forces that increased the tempo of the world, casting people into many diversified groups,
all seeking different objectives yet all having to work together towards common advantages
and progress. The growing complexity of civilizations created problems undreamed of when
social, economic, political, and religious classifications were simple and distinct. Change has
been magnified by the combined forces of technology, education, mobility and especially
communication.

We are living in the age of diversity. But in most cases the ways people are dissimilar
turn out to be trivial, and we appropriately ignore those differences. In other cases, we see the
dissimilarities among people as significant, and we tend to assign people to categories of
difference. These perceived dissimilarities can have immense practical consequences.

The question is about recognizing, analyzing and responding to those perceived
categories of human differences that might "make a difference” in the practice and study of
public relations. This is no simple task. Theorists, educators and managers have long struggled
with the concept of differences and the difficulties of communicating across cultures.
Moreover, some influential public relations commentators (e.g., O'Dwyer 1994) openly
disparage multicultural communication. It is our hope, however, that by better understanding
the influences of diversity on public relations and identifying effective ways people in public
relations can respond to social changes, the current and following generations of practitioners
will be better equipped to communicate in a rapidly changing world.

As a simple example of what can happen to a public relations practitioner who is
insufficiently aware of cultural differences, consider what happened to David M. Grant. Grant
had agreed to conduct a publicity program in the U.S. business and trade press for a high-
priced European client. Although he achieved excellent press placements in the right markets,

the client was not satisfied. The European manager expected Grant to establish close personal
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contacts in the targeted industries and media markets and to spend lots of time socializing with
those representatives. The client even complained that the agency's expenses were too low.
Eventually, the client switched agencies, ending an $8,000 per month relationship, because of
differing cultural assumptions about how public relations should be conducted. As Grant
analyzed his problem, "results notwithstanding, when you're dealing with a foreign culture,
you must make sure that your concept of good public relations practice is the same as your
client's".

Public relations practice is potentially filled with embarrassments, missed
opportunities, perplexed clients and inadequate performance that can result from
misunderstanding cultural differences. The extent of the field's lack of sensitivity to cultural
differences is reflected in a survey of public relations professionals. When asked what cultural
groups among clients or employees were important to their public relations practice, the
majority of practitioners could name none. One respondent said, "Diversity isn't a problem for
us. We don't have any diversity here."

Diane Alverio tells a story that illustrates similar limitations in client perspectives on
diversity. Alverio, president of Blake/Alverio Communications, was requested by a client
doing business in Puerto Rico to assist in the client's communication efforts with Puerto Rican
publics. When she explained the necessity for communicating in a cultural style that is
consistent with the audience's expectations, the client responded by observing that is why the
client came to her, a PR professional known as a fluent speaker of Spanish. Alverio explained
that she is not Puerto Rican and is uncomfortable translating across cultures in which she has
little experience. The client insisted, saying, "What's the difference, it's all Spanish, isn't it?"
Alverio solved the problem by connecting her client with a practitioner who has roots in
Puerto Rican culture. This kind of experience shows that practitioners like survey respondents
and Diane Alverio's client need more information about the nature of diversity and a clearer
theoretical understanding of cultural variability and what it implies for public relations
communication.

Research and theory on cross culture communication in PR are just beginning to
emerge, in. fact, to date, no comprehensive theory driven and systematic treatment of
multicultural communication in public relations has appeared.

This article seeks to contribute to this problem in three ways:

it examines the nature of culture, diversity, public relations and communicative effectiveness;
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it provides philosophical (dialogue) approach to effective communication in multicultural
community relations, as dialogue is both the defining principle and the mechanism for
conducting communication relationships within communities;

it analyses the role of language as one of the core tools for better communication in the field
of public relations (what difficulties PR practitioners might encounter when their intercultural
clients use a different language system).

These issues are presented through two types of situations: communicating with
domestic publics and communicating with various publics outside the country. These two
contexts are identified because of differences in their population dynamics, differences in their
public relations objectives and relationships, and differences in their relevant cultural factors.

Discussing aspects of the cultures that underlie English is one of the most productive
activities in EFL/ESL conversation classes. Students are apt to be fascinated by the ways in
which their culture is similar to or different from an English-speaking one, so you should have
little difficulty in using a cultural topic as a stimulus for conversation. If you mention a
specific feature of American culture, for instance, and then ask your group how this compares
to features of their own culture, you may find several students so eager to answer that they
will all speak at once.

But sometimes even in reading selections that do not specifically describe or explain
features of an English-speaking culture, much cultural information may be unconsciously
woven into the material by the writer who can hardly transcend his own cultural orientation
and the values it embodies. Consider, for example, this passage (something that might appear
in an American short story or novel):

The New York traffic was slow but he managed to arrive at Mr.Brown’s office at five
to three. His appointment was scheduled for three o’clock. A young secretary with grey eyes
and blond hair looked up from her typewriter and smiled, saying, “Hi! Are you Richard
Wilson?”

He nodded, cleared his throat and said, “Yes, I believe Mr. Brown is expecting me.”
“Me. Brown will be with you in a few minutes,” she replied and resumed her rapid typing
with the diligence required by company rules.

If you give this selection to your students, asking them to cite features of American
culture that differ from their own, they might come up with the following list:

The American considered punctuality very important.
The company employed an attractive young girl as a secretary.

The secretary greeted the man informally.
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The man showed agreement by nodding his head.

Although polite, the secretary was impersonal and returned to work immediately.

Each of the points could then become a source of conversation as you discussed with your
group the attitudes and values underlying the aspects of American life.

One topic that you should not overlook in conversation sessions is the way that
language reflects social manners. The American English expression “No, thank you,” for
example, may have a different meaning in other countries. In Italy and in some other parts of
the world it is customary for a host to offer food or drink to a guest several times, because he
knows that politeness requires the guest to decline initially, even though he may be very
hungry or thirsty. Finally, the guest may accept what is being offered or he may make it clear
to his host that he really does not care to have anything. In the United States, however,
Americans usually take a guest’s first “No, thank you™ as final, so that the Italian guest who
courteously refuses according to the Italian custom may find himself starving.

It is important to note that the popular term for acknowledging differences among
groups of people is diversity and an understanding of diversity will make cross culture
communication not only possible but necessary. Consequently, practitioners must become
more sensitive to increase in diversity (both domestically and internationally) by enacting it as
a concern relevant to their professional lives and by responding to it interactively.

This article argues that to get these goals and to improve their effectiveness in
culturally diverse settings PR practitioners need special cross culture training. Important
components in a curriculum for students headed for careers in public relations are courses in
prominent communication theories, social sciences, research methods, cultural studies and
communication ethics.

To illustrate this approach we introduce you one of the courses on PR which was
worked out during our staying in Indiana University (the USA).

This course is an overview of public relations as it is practiced in the United States
today. It looks at public relations careers, theory, practice, ethics and research issues.

Students are introduced to the public relations field — its purpose, its history and
values, and the career opportunities for individuals wishing to pursue it. Because of extensive
concern with the issue of ethical standards the new code of ethics for the Public Relations
Society of America (PRSA) is presented. The course takes students through the basic steps

involved in a public relations program — research, planning, communication, and evaluation.
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The challenge of crisis and risk communication receives extensive coverage, supported
by discussion of numerous cases, both classic and new, and an examination of how various
organizations respond to crises.

Students will learn to apply course concepts to public relations problems through
individual and group work on public relations cases. Group project assignments will enable
the students to (1) gain experience in doing collaborative work and (2) develop a problem-
solving approach to on-the-job situations that a public relations professional is likely to
encounter. In additional to the assigned reading material, the course will also feature a few
guest speakers from the public relations profession and the mass media to bring a real-world
dimension to the material.

This course provides a foundation for the public relations major. It also meets the
needs of those planning other professional and managerial careers that require an
understanding of public relations concepts and management practices in a democratic society.

By the end of the course students should have a clear idea of the strengths and
limitations of public relations and be able to do the following:

Develop an understanding of the functions of public relations in a democratic and
information-oriented society.

Explain how public relations evolved in the United States.

Analyze the role of the public relations practitioner in an organization.

Apply logical and strategic thinking to solving public relations problems.

Describe the various contexts for public relations.

Identify and conceptualize models of communication tactics.

Learn the principles of successful crisis management in public relations.

Understand and appreciate the need for honest and ethical public relations

Class time will be divided between:

Lectures about course concepts.

Overview and discussion of assigned readings.

Discussion of public relations case problems.

Small group work on PR problems for group projects

The primary method of instruction is the class lecture. The instructor can lead class

discussion and elaborate on material from the required text through use of contemporary
examples in the news, sample public relations materials from local organizations, and

occasional guest lectures by public relations specialists.
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Class assignments should enhance the student's skill in writing, interview techniques,
library research, speaking, organization and planning, time management, and problem solving.
The following assignments will be given:

- Assigned Readings. Chapters from the text.

- Major paper. A term project of 10-12 typewritten double-space pages on some aspect
of public relations. The paper should include a minimum of one personal interview and use of
pertinent library materials. Each paper should include footnotes and annotated bibliography.

- Short talk. During the course, each student should be asked to talk for about 5-6
minutes on some current topic in public relations. The subjects may be a recent news story that
involves or affects public relations, or it could simply be a summary of his or her major paper
research findings. (Such talks should be spaced during the semester to avoid spending the last
three or four weeks of class time on just student presentations.)

- Mini-case studies. To help students understand the ideas expressed in a specific
chapter and gain more writing experience, three or four problem-solving questions are
assigned during the course. Papers should be 3-4 pages, typed, double-spaced, and utilize key
concepts in a specific topic to solve a public relations problem or question. At the end of every
session is a suggested "case problem” that can be utilized for such a writing assignment.

- Examinations. A mid-term and a final exam should be given. Questions may be
multiple choice or essay. (Material from class lectures and handouts, as well as from the text,
will be utilized.)

- Class participation. Active class discussion is encouraged since it is an element in
determining the course grade.

A focus that is needed, however, is on the large scale transitions in diversity of
population and institutions’ modes of engagement with those populations. Indeed, public
relations executive recruiters do not value highly a specialized degree in public relations but
persons who have demonstrated a sensitivity to cultural diversity and a commitment to helping
others become more responsive to it.

The goal for the future of the field can be achieved only if communication focuses on

building strong communities within a more humane global society.
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Linqguistic Research

Some Approaches to the Word Semantic Structure Definition

Kalinycheva E.V.
(PFUR, Moscow)

The problem of the word meaning definition appears to be a matter of primary concern
to a large number of modern linguists. The latter specify it in semasiology as a word “inward

structure” composed of a certain hierarchy of elementary meaningful units i.e. semes. We

assume that the dominant integral seme will relate the word to a group of synonyms whereas a

certain number of the subordinate differential semes will modify the semantic peculiarities of

a lexeme and thus specify its meaning. Moreover it’s worth mentioning that differential semes
denote a certain fragment of either reality or real-life situation the notion refers to. We’ll try to
illustrate our assumption by a concrete example.

The semantic group of verbal lexemes that denotes light emission to which we ascribe
to shine, to flash, to glare, to gleam, to glimmer, to glint, to glisten, to glitter, to glow, to
shimmer, to sparkle, to twinkle may be characterized by a diffusive semantic structure that is
not represented explicitly by the word morphemes and also a close synonymy that results in
extensive possibilities for substitution. That certainly complicates the task of each verb
meaning definition.

Firstly, it’s essential to carry out the analysis of realia cognition — that is light in our
case. As long as this one is a linguistic analysis we won’t try to specify all the physical
characteristics of light phenomenon, as we seem to be more concerned with the problem of
light physical and eventually mental perception decoded in the language. So as a result of the
thorough examination of almost 50 “light” definitions from various representative
encyclopedic, terminology, linguistic dictionaries as well as reference books in Physics,
Aesthophysiology and Psychology we distinguished the following relevant semantic criteria
that are characteristic of light perception and thus essential for the semantic structure
definition:

1) Light intensity. According to the degree of light intensity we distinguish: very
intensive (blinding); intensive; moderate; non-intensive; dim; very dim (feeble) light;

2) Light periodicity, within which we differentiate between stable and periodical

light. It’s generally assumed that stable light is either uniformly dispersed or concentrated in a

87



spot of any size while periodical light might be either a single momentary impulse or a
multiplicity of momentary impulses;

3) The third criterion we’ve distinguished is light colour and so we define the latter as
colorful and colorless accordingly.

As it’s already been stated above the cited criteria serve the basis for further semantic
structure and eventually meaning definition of the verbs in question. So to fulfill this task
we’ve applied the following combination of methods.

Firstly, we carry out componential analysis of vocabulary definitions within which
each lexeme is analyzed on a paradigmatic level when the relevant semes are singled out from
the definitions that are collected from a variety of representative authentic advanced learners’
dictionaries as well as thesauruses and dictionaries of synonyms and antonyms (I’ll only
mention a few basic ones out of the list of 36 dictionaries we’ve used: the Oxford Dictionary;
the Random House Dictionary of the English Language; Webster’s Third New International
Dictionary; Longman Dictionary of Contemporary English; Chamber’s 20-th Century
Dictionary etc). It’s worth mentioning that we primarily concerned those components of the
dictionary definitions that appear to express the semes. The latter being classified according to
the semantic criteria we’ve spoken about: light intensity; light periodicity; light colour. As a

result all light verbs are subdivided into the following groups:

Verbs of light

L N

1) verbs of |2) verbs of light 3) verbs of light that denote a 4) verb

stable that denote a single multiplicity of of lustre

ﬂésr?t(?rsed irrrlqogﬁtla:et:ary _a)intensive b) dim impulses: light:
impulses:

shine, flash, gleam, glint | sparkle, glitter twinkle glisten

glare, shimmer

glow glimmer

Actually during the first stage we only get a very general idea of the lexeme meaning
which is to be further specified at the second stage by means of contextual analysis when we
study the word collocation through the context it occurs in: the examples have been collected
from modern English and American literature of the second quarter of the 20-th century (over
1500 examples). The thorough examination reveal a striking similarity of the subjects that

associate with the verbs under study: e.g. all verbs that denote “unsteady intermittent

88



tremulous radiance”: glitter, sparkle, twinkle, shimmer, glimmer will collocate with names of
jewels (e.g. diamonds; rubies; topaz; pearls; citrines) and small shiny objects (e.g. tinsel;
shivers; sequins; crystals; beads). The definition of the verb semantic structure in such cases
presents a certain difficulty and necessitates consideration of distant actants realized in the
context as attributes to the subjects, adverbial and attributive complexes.

Hence, the cited approach allows, for instance, to define the meaning of the verb
glitter as “to shine resplendently with many quick small flashes of brilliant light:

e.g.: The tree was lavishly hung with tinsel that quivered and glittered. (Web 3-rd)

It’s worth noticing that the seme of excessive light is explicitly revealed in the indirect
metaphorical meaning of the verb “to be brilliantly or compellingly attractive usu. in a
superficial way: to make a brilliant appearance or impression”:

e.g.: The film premiere glittered with royalty and many famous stars in attendance.
(Longman)

The audience was fairly glittering, or at least the stalls glittered. (Collins)

The verb shimmer, on the other hand, refers to “the subdued, tremulous changing
play of light on a (generally moving) surface, as of water or silk™:

e.g.: ...and saw that his robes, which had seemed white, were not so, but were woven

of all colours, and if he moved they shimmered and changed hue so that the eye was

bewildered. (Tolkien)

Finally, the predominance of the seme of very dim, faint, feeble light in the semantic
structure of the verb glimmer modify the meaning of the other verb glimmer as ‘to emit
feeble or intermittent rays of light: to shine faintly or unsteadily’:

... and on her head was Lot’s royal circlet of white gold, glimmering with
citrines and the milk-blue pearls of the northern rivers. (Stewart)

In this connection we can also mention a metaphorical meaning of this verb which
originates from its direct one: “to appear weakly or not continuously”:

Gradually the first faint signs of an agreement are starting to glimmer through in the
peace talks.

The carried out analysis allows to make a conclusion that the combination of methods
of semantic analysis turns out to be very productive for the definition of the word semantic
structure and the suggested approach could be applied to the study of similar word groups
with diffusive semantic structure and close synonymy.

Finally I’'m going to attract your attention to two more intriguing observations we’ve

made while carrying out the semantic analysis. We attempted to perform a comparison of the
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English notions that denote light to the Russian ones and surprisingly though it turned out that
the English verbs of light are much more varied and convey by far more subtle shades of
meaning than the Russian ones. That might be explained by the peculiarities of climate and
geographical position of the British Isles: damp and foggy with frequent spits and drizzles that
obstruct distinct vision and turn the surroundings into obscure tremulous mirages reflected in
the language correspondingly.

The other thing we noticed is a striking coincidence of initial letter combinations gl, fl,
bl, sh with the majority of verbal lexemes we examined: glare, gleam, glint, glitter, glimmer,
glow; flash, flicker, flame, flush; blaze; shine, shimmer). Looking rather unusual and intricate
at first sight this coincidence is based on common Indo-European word base dhel*- (which is
still traced in such modern words as yellow, yield) and refer to the notion of light and fire that
turns out to be extremely acute for the cognition of the ancient people since they were fire
worshippers and praised light.

The observations we made give us much food for thought and presumably establish
certain uniformity between the way we recognize the world around and place ourselves in it.

It’s undoubtedly a matter of another thorough consideration.
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Linguadidactical Parameters of Autonomous ESP Studies

Jolita Sliogeriene
(Law University of Lithuania)

The necessity for autonomous studies of a foreign language in non- linguistic
universities has been pointed out by a great number of researchers ESP and EGP (Bailey,
Onwnegbuzie 2000, D. Thanasoulas 2000, Benson and Voller 1997, Sinclair 1999, Cotterall
1995, Crabbe 1993, Tumposky 1982, Gedges & Sturtridge 1990, Dickinson 1997, Tudor
1996). In Lithuania, the researches in autonomous language learning, student’s motivation,
their attitude towards learning a foreign language, students’ subjective and objective needs
started about 1990°s and plenty of investigations have been presented in scientific papers,
international and regional journals. (V. Sernas 1993,1994,1996, A. Ramoskiene1990,1993, V.
Januskevi¢ius 1990, 1993, P. Juceviciene 1988, 1989, L. Siauciukeniene 1999, A. Januliene,
L. Kaminskiene 2000).

During the recent years researchers have showed great interest in the individualized
studies of a foreign language, self- directed learning. In this respect, a student has appeared in
the centre of a learning process, his/ her needs have been taken into account. Therefore, the
purpose of this research was to analyze some basic parameters: motivation, attitude, and
needs and their influence on the autodidactical process.

The object — autonomous studies of ESP (Business English)
Methods — the analysis of methodology, a quantitative research, statistical data analysis.

Hypotheses:

1. Students’ wishes and needs to learn independently depend on their motivation, attitude

and the level of responsibility.

2. Students’ ability to learn a foreign language independently has a positive influence on
their higher EFL achievements.

3. On the basis of the principal parameters of autonomous language learning
autodidactical process takes place when students’ self- direction is conditioned by the
interaction elements of the individualized process.

Autonomous learning cannot be achieved by giving individual instructions to a
learner. Certain conditions should be obtained [1, p. 4] “cognitive and metacognitive
strategies on the part of the learner, motivation, attitudes and knowledge about language
learning, i.e., a kind of metalanguage.” According to O’Malley and Chamot, cited in Cook [2,
p.113] there are 16 cognitive strategies. Cook [2, p.114-115] identifies 9: a) repetition, b)

resourcing, c) translation, d) note-taking, e) deduction, f) contextualization, g) transfer, h)
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inferencing, 1) questions for clarification. Metacognitive strategies, according to Cook, are
strategies about learning rather than learning strategies themselves: a) directed attention, b)
selective attention, c) self-monitoring, d) self-evaluation, €) self- reinforcement, rewarding
oneself for success. Learners have some objectives and determine how they will achieve
them; they pay attention to specific aspects of a task. At the monitoring stage, language
learners act as participant observers or overseers of their language learning. Finally, when
learners evaluate, they try to use a certain strategy at the outcome. According to Wenden [3,
p. 28], evaluating involves three steps: 1) learners examine the outcome of their attempts to
learn, 2) they access the criteria they will use to judge it and 3) they apply it.

Can autonomy be methodologically feasible in a large group? Within the class session,
autonomy and self-pacing are quite possible, particularly with task-based material. [4, p.125-
126]. What about the element of choice? Self-access could be one of the best ways out.
According to Maggie Jo St. John, self-access is a resource system with varied material from
which each student makes their own selection, which they work on at their own pace. “Self-
access means having a range of material available, with a choice for the ultimate
responsibility of the student. ”[4, p.127]. In this case the students’ role is to select suitable
activities according to their own needs, to carry them out, to record and evaluate, to consult
and find solution.

While analyzing reasons for learning a foreign language, students’ ability to study
autonomously, wish and ability to take responsibility for learning, a number of questions
appear. It is only teachers who should first try to analyze them not in the context of scattered
phenomena but trying to link them and make a system. For this reason we have defined these
basic parameters:

1. Motivation;
2. Attitude;
3. Students’ needs.

While analyzing basic parameters of autonomous language learning, a number of
external factors influencing students’ learning motivation were established and statistical
significance between them was found. It is interesting to note that design correlates
significantly with responsibility (p= .000; r= 42) and with motivation ( p= .000; r = 53). It
means that learning environment influences students’ motivation and responsibility. The
necessity for structure is expressed by a lot of students. Good structure of a learning process
shows strong causality relations with motivation (p = .000; r = 31), learning environment (p =

.008; r = 22) and authority — necessity for teacher‘s interference (p= .000; r = 50), a weaker
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correlation was revealed with responsibility (p= .018; r = 20). It means that structured
learning process doesn‘t encourage students to take responsibility for their studies.

One of the questions often forgotten or missed for many reasons (e.g. lack of time,
teacher’s proficiency or passive role during the lectures) is the learner’s role in the class. If we
have a look at our past or even present situation at school or universities, we can see that the
main actor is the teacher and the learners are only participants (very frequently passive ones).
Our aim should be to stop doing the major work in class and let our students take the main
actors’ roles in studying.

For that reason, in order to succeed in encouraging students to work more
independently, some psychological factors must be taken into account, which will determine
the successful ESP learning. The formation of positive attitude should be the basis for
independent enriching of a language. In the pedagogical process it is grounded on the theory
of D. Uznadze, I. Imenadze and others [5], on the regularities of attitude formation and also
on the researches of conscious attitude (H. Smith). The first researches in Lithuania appeared
in 1987. There are three main levels singled out in formation of attitude regulation [6]: a)
cognitive level is connected with students’ needs, interests and motives; b) positive emotions
(affecting) —warm microclimate, the atmosphere of the class, creative ideas (thoughts), deeper
knowledge, skills and c) connotative — activity (creative work, learning and etc.), where
students realize their needs. Prof. V. Sernas ascribes two more levels to the formation of
positive attitude — d) regulating and e) ascertaining, [8]. The regulating level is a way to
success, which wouldn’t be assured without control. The positive attitude is formed when an
individual feels the effect and pleasure. So we need the final stage- the result, the preparation
level. According to certain criteria an individual defines his own level, that’s why we need to
single out the ascertaining level.

Students’ needs should function on the basis of their desires, attitude and motivation.
However, in non-linguistic universities students’ inner position isn’t often taken into
consideration and the attitude is even restrained.

Motivation and positive attitude are closely connected. It could be argued that
learners’ motivation will be largely determined by their attitude toward the target language,
culture and the learning environment. David Nunan, Clarise Lamb [7] do not agree with
teachers’ efforts to motivate students, they do believe that ultimately students should become
self-motivated. The motive to achieve has some face validity in the classroom. Dennis Child
[8] describes achievement motivation as a drive in a learning process. Three main components

are perceived in achievement motivation. They are: a) cognitive drive, which is task oriented.
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The learners want to satisfy their needs to know and understand, and feel the reward when the
gained knowledge helps to carry out the task; b) self-enhancement, which is ego-oriented and
leads to self-esteem; c) affiliation, which “is a dependence on others for approval”. In the
learning process teachers often become a source of affiliation satisfaction.

Gardner and Lambert define two types of motivation — instrumental and integrative.
Instrumental motivation drives the learner to acquire another language for money, career or
power. Integrative motivation arises out of a desire to identify with the culture or community
of that language. Gardner and Lambert argue that integratively motivated learners will do
better than instrumentally motivated ones. Though, as Lawrence and Andrich(1987) notice
the extent to which teachers are required to deal with negative attitudes toward the target
culture or the target language will very much depend upon the context and environment in
which the teaching takes place. There are two plans working in our mentality: 1) plan of
impulsive behavior and 2) a plan of objectification. While identifying obstacles, a connotative
attitude towards the object appears the process of elementary theoretical behavior and
“practical behavior” begins. Objectification does not create objects; it exists irrespectively of
us, but attracts our attention to the objects which are objectified.

So, if we want to help our students to form a positive attitude towards studying a
language, prof. V. Sernas suggests using methods of emotional stimulation (connotative
plays, the analysis of daily — life, speech situations, teaching discussions, ideas of self —
education and so on). Students’ positive attitude towards learning a foreign language depends
both on the teacher and on students. According to our questionnaire students follow the inner
motives such a aspiration (83,1%) and responsibility (35.0%) and the main outer motive is
insistence (strictness) (72.5%).

Students’ positive attitude could be a good starting point to a successful independent
learning of L2. We are interested in ESP that is based, first of all, on learners’ needs. Pupils at
school won’t be able to determine their needs, but we should treat our students already adults
and have their wishes in mind. Needs analysis should be very useful for devising syllabuses,
courses, materials and methods of teaching or independent learning (autodidactical methods).

Recent methodology resources present several approaches to needs analysis. Pauline
Robinson [9] and R.R. Jordan single out target-situation analysis (TSA). This Munby’s
approach focuses on the students’ needs at the end of a language course, and target-level
performance. P. Robinson states the fact that TSA may pinpoint the stage at which “good
enough” competence for the required job or studies is reached. A present-situation analysis

(PSA) gives information about students’ knowledge - their strengths and weaknesses at the
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beginning of the course. There could be seen some differences. Some of them focus more on
the learner while others emphasize the learning process itself. A Learning-centred approach
was distinguished by Hutchinson and Waters (1987). They see the difference between learner-
centred and learning-centred. “Learner-centred infers that learning is totally determined by the
learner (and thus probably does not truly exist), whereas learning-centred involves learning as
a process of negotiation between individuals and society (which includes teaching, syllabus,
methods, materials, etc.)” [10].

The gap between modern technology and teaching methods (TM) is clearly seen in our
universities. Though there are a lot of new TMs offered nowadays, our teachers do not catch
up with them. In this case what a learner can do in order to make any influence on approving
or disapproving of the course or syllabus design? What is a learner’s input in studying? A
student cannot be self-directed without any training, encouragement and teacher’s
participation. Learner autonomy should be promoted by teachers who are trained to be
autonomous themselves. Dimitrios Thanasoulas has viewed some means of fostering students
autonomy, such as:

a) self-reports,

b) diaries,

c) evaluation sheets.

According to Wenden [9, p. 79], a self-report could be introspective, as learners are asked to
introspect on their learning. “In this case, the introspective self-report is a verbalization of
one’s stream of consciousness.” Another type of self-report is a retrospective self-report.
Learners are asked to think back or retrospect on their learning. D. Thanasoulas discusses two
kinds of retrospective self-reports: semi-structured interviews and structured questionnaires.
These interviews may focus on specific skills, while by questionnaires we seek to extract
information with the help of explicit questions and statements. In our country we have been
using evaluation sheets to fill in at the end of the term or course as the outcome. Learner
diaries are not so popular but in Vilnius Gediminas technical university we have already
started using them. They prove to be very efficient as students are asked to retrospect at home
and fill in a specific form of a diary. Students have a possibility to plan, monitor and evaluate
their learning. They identify problems and through individual counseling with the teacher,

they try to find solutions. D. Thanasoulas [8, p. 4] presents some authentic students’ accounts

of their language learning. The students speak to their diaries. We have been using a certain

strict frame for our diaries in order to control the outcome of studies.
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Research findings

The analysis of the relationship between students’ motivation, attitude, the level of
responsibility and students needs and wishes was revealed (p = .02; r = .183%*). Statistically
significant correlation between learners’ motivation and the sense of responsibility was found
(p = .000; r = .646**). Statistical significance between learning motivation and students’ need
for autonomous studies was established with the help of ANOVA (p = .02; r = 3.742). A
conclusion was drawn that students’ wishes and needs to work independently depend on their
motivation, attitude and responsibility. The higher motivation, the more autonomous learning
students want to have in this learning process.

Students’ ability to study independently has a positive influence on their higher EFL
achievements. Statistical significance between 3 tests (diagnostic and 2 progress tests) was
determined (p = .000; r = .863**). Cronbach alpha coefficient (= .8235) confirmed validity
and statistically significant relationship between tests. Those subgroups that were influenced
by the experiment and were given the possibility for autonomous studies showed higher EFL
achievements than control subgroups.

Positive attitude 1 and positive attitude 2 correlated significantly (p = .001; r = .262*%).
The influence of basic parameters on the projections of the autodidactical parameter was
established with the help of General Linear Model (GLM) (F = 82.784; p = .000). The
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interaction and positive influence was compared by Hotelling T2 test, the results yielded
significant differences between motivation and attitude (T2 = 3.8235; p = .050), autonomous
learning (T2 = 196.795; p = .000), learning achievement results and autonomy (T2 = 1079.800;
p=.000).
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Economic and Business Terms in English and Lithuanian

Sukhanova E., Marina V.
(Vilnius Technical University)

Introduction. The problem of developing economic and business terms became
particularly acute when Lithuania regained independence, and the period of transition from
command-based to free-market economy began. The economic terms came mostly in English.
As a result, the need for English- Lithuanian and Lithuanian-English dictionaries in the field
has grown considerably. Therefore, the dictionary of economic and business terms edited by
A. Pupkis [1] appeared just in time. So far, it has remained the only dictionary of the kind in
Lithuania. In general, lexicographic problems make an important area of linguistic
investigations, being recently marked by the development of new trends in compiling English
— Lithuanian dictionaries [2]. These problems are particularly important for analysing English

scientific and technical terms, their peculiarities and ways of translation into Lithuanian. The
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goal of the present investigation is to define the resources of the Lithuanian language used to
convey the meaning of the particular English words and expressions. More specific aims are
to provide a theoretical background for often intuitive choice of the particular linguistic
means in Lithuanian for denoting the particular objects or concepts, as well as showing their
general and differing features with regard to the original English terms of economics. Other
tasks are to compare economic and business terms contained in the dictionary and text-books
[3,4] with the terminology of other fields and to demonstrate the value of linguistic relativity-
based analysis in teaching English.

In our case, we are dealing with a specialist dictionary [1], containing definitions of
objects and notions most of which were little known to specialists of economy (leave alone
the linguists), because they were taught a so-called command-type economy. Thus, the very
object of analysis was different in the republics of the former USSR and the developed
countries. Since the terms associated with world economics were new, or little known to the
compilers and their consultants, the translation of these terms into Lithuanian presented not a
few difficulties. In addition, the compilers translated not only the terms themselves but the
wider (encyclopaedical) information about every item as a member of a system of economic
concepts, which made the above dictionary a valuable reference book for economists and
wider public.

Since the object under consideration (economics) had not developed in the mainstream
of the world trends, the terminology in the field was also lagging behind. In Lithuanian, some
terms had even to be created from scratch. This work required great efforts on the part of the
compilers. They were the ones who made the translation solutions how to render into
Lithuanian terms allowing for the alternative approaches. However, the last word is always
left to the users, specialists in the field, who either accept or reject it. As we will show
further, in some cases, they chose other variants, which seemed more accurate or appropriate
to them.

Theoretical Background. The research was performed within the framework of the
theory of linguistic relativity developed in the USA by F. Boas [5], E. Sapir [6] and B. Whorf
[7] in the first half of the 20-th century (cited from later editions). Investigations based on its
principles could not be officially recognized, primarily because of the ideas that each
language segments the reality in its own way, providing people with a particular view of the
world and even affecting their behaviour, traditions and culture. This theory was proclaimed
idealistic and relativistic as well as contradicting materialist views based on the priority of

practical experience Language relativity is a multilevel and multidimensional phenomenon
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associated with the relation of language to thought, culture and reality as well as to encoding
of reality by different languages. The focus of the present study is on the ways of expressing
the same concepts in English and Lithuanian as to determining distinct and similar patterns.
The problem of the priority or interconnection of language, thought and culture or experience
is not discussed here. Major principles used in the present investigation are formulated as
follows:

a given experience is differently rendered and classified in various languages;

every language is a vast pattern — system, different from other;

every language as a complete system is a source of differences in itself.

These ideas are still popular in the West being considered in modern papers [8]. The
theory of linguistic relativity gave a strong impetus to the development of psycholinguistics
and contrastive analysis [9] continuing the study of similarities and differences between
languages at different levels and from various perspectives.

Discussion and Results

Dictionary Entries. It may seem that the easiest way for the compilers is word for
word translation of the English terms, especially taking into account that they convey new
economic concepts often not found in Lithuanian literature. The analysis shows that this
pattern is represented on a large scale but it is not (and can not be in view of the theory of
linguistic relativity) universal. Here are some examples: close company - uzdaroji bendrové -
3akpvimoe obwecmeo; mail order — uzsakymas pastu - 3axkaz no noume; recommended retail
price — siillomoji mazmeniné kaina - pexomendyemas posnuunas yend, organization theory -
organizavimo teorija - meopus opeanusayuu; depriciation — nuvertinimas - obecyenusanue
(amopmuszayus); annual report and accounts — metiné ataskaita ir sgskaitos - edxice2o0mwiil
omuem u cuema, etc. Terms of this group constitute about 70% of the total number (about
2,000) of entries. The second group includes terms representing similar pattern, with the only
exception that an English term is structurally incomplete, with one or more words missing but
their meaning included in the semantic structure of the term. Conventionally, these terms may
be called “compressed”. In Lithuanian, however, their structure is completely restored (on the
basis of dictionary definitions provided for each term), e.g. feasible region — leistinyjy
sprendimy* Sritis obracme donycmumvix pewenuiu; discount store — nukainuoty prekiy

parduotuvé — mazazun yyenénnolx mosapos, marginal analysis — ribiniy rodikliy analizé —

*Underlined words are not included in the original English terms
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ananusz npedenvhvix nokazameneti consumer durables — ilgai vartojamos prekés — mosapwi

onumenvro2o noavszosanus, etc. It is evident that the missing words are reconstructed in the
Lithuanian terms for the sake of clarity, though the same abridged pattern can be observed in
the Lithuanian language, e.g. greitoji (pagalba) - crxopas (nomoww); kontrolinis (darbas) -
koumponvras (paboma); pasaliniai (Zmonés) - nocmoponnue (moou), etc., but mainly in the
colloquial speech to denote commonly known concepts. This group constitutes about 4%. The
third group of terms (about 6%) consists of borrowings (anglicisms), e.g. index — indeksas;
bunkruptcy — bankrotas; statistics — statistika; speculator — spekuliantas,etc. Though the
authors were making efforts to avoid foreign words, it is practically impossible, since
borrowings are found in every language. Some terms, which were translated into Lithuanian
in this dictionary, are met in their original form in practice, e.g. holding company —
kontroliuojancioji bendrové (holdingo kompanija), audit — revizija (auditas), contract —
sutartis (kontraktas), etc. The fourth group of terms is represented by words and collocations,
in which the same concept is expressed quite differently in the English and Lithuanian
languages, e.g. insider trading - ** nelegalusis sanderis - nenecanvnas coenxa; merit goods —

visuomeniniai produktai - mosapul wuporxoeco nompebnenus; capital-output ratio — kapitalo

imlumas - kanumanoemrxocms; perfect market — laisvoji rinka — ceoboousiii pwinox ; historic

cost — pradiné kaina — nauanvnas yena; non — accelerating inflation rate of unemployment —

naturalusis nedarbo lygis — ecmecmeennviii  yposenv 6Oe3pabomuywr; Sunk costs —

negriztamosios islaidos - neoopamumoie pacxoowt, etc. Terms of this type make about 20% of

the total number of dictionary entries.

The Lithuanian equivalents reflect an alternative approach to nomination determined
by viewing the same things from various perspectives. They are also determined by the rules
governing the Lithuanian language as a system. Thus, neutral unemotional terms seem to be
more rational as well as more appropriate for Lithuanians than emotional
metaphorical structures when terminology is concerned. But when such changes are made the
implications of the original terms have been lost.

In fact only usage may show whether the translation changes are justified.

Terms from the Texts. The total number of the text — book economic and business
terms amounting to approximately 1,150 items have been analysed. They were subdivided

into the same 4 groups as dictionary entries in the following proportions: 72% - word for

**Underlined words convey the same idea, which is expressed differently in English expressing the concepts of

the original English units quite differently in Lithuanian
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word translations (e.g. service firm — aptarnavimo firma - o6ayacusarowasn gupma; pay-for-
performance principle — mokéti uz darbo jvykdimg - naama 3a evinonnenyio pabomy, etc.), 2%
- reconstructed versions of English “compressed” terms (e.g. in-tray, out-tray — gaunama ir
iSsiunciama korespondencija. exooswas u ucxooswas Koppecnonoenyus, e€tc.); 8% -
borrowings anglicisms), (e.g. experts — ekspertai, compensation — kompensacija, option —
opcionas, etc.) and terms (e.g. spot market — rinka, kur — mokama grynais is karto po prekiy
pardavimo puinok, oniama Ha KOMmopom nPoOUCXoOUm cpasy nocie npodaxcu mosapos; dead-
end job — neperspektyvus darbas - nenepcnexmusnas paboma; blue chips — labai patikimos
didelés kompanijos - ouenv naoesxcuvie bonvuue komnanuu;, The last group constitutes about
18%, including more highly expressive metaphorical terms than the same group of dictionary
items. The underlying associations are often unclear to Lithuanian-speaking people, because
metaphor varies from one language to another. As we could see from the above examples
(e.g. spot market, blue chips, etc.), the Lithuanian translation equivalents are not terms but
rather wordy definitions.

How do the economic and business terms compare with terminology of other
branches of science and technology? This problem is important for economists and
managers, because they may be employed in various sectors, such as manufacture, transport,
construction, etc. It is also of considerable theoretical interest. The comparative analysis of
economic and business terms with transport and construction terminology taken from
English-Lithuanian dictionaries [10, 11] has revealed some essential differences between
them. First, the incomplete pattern, with one of the terms (usually the main one) omitted, is
practically not presented in English transport and construction terminology, contained in the
dictionaries analysed. However, this model is productive in computing, being represented by
such names of computers as desktop, laptop and palmtop (as we can see, in this case, the
place means the type of computer). In Lithuanian, the above pattern is restricted to everyday
words. Second, metaphoric (especially highly emotive) terms are scarce in transport and
construction. They are few in English terminology (i.e. sausage dam, cat-head, butterfly-
valve, etc.), being quite rare in Lithuanian versions (i.e. baby-car — malolitrazinis automobilis
- MANLOTUMPANCHBLI ABMOMOOUIL ).

Third, the influence of the Lithuanian language as a complete system governed by its
own internal laws is much stronger in technical branches than in business and economy. As
we have already mentioned, the latter terms in Lithuanian are often extended definitions
rather than individual words or concise and accurate collocations. In technical areas

considered, a lot of Lithuanian terms are even more compact than their English equivalents,
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being represented by the derivatives formed according to the rules of the Lithuanian language
and perceived as typical Lithuanian words: pipe-fitter—vamzdininkas-tpy6omnposomaunk; bulk
cement lorry (truck) — cementvezis-uementoBo3; combustion chamber — karykla — romounas
kamepa; scanner — skaitlys — ckanep, etc. These differences may be accounted for the fact that
technical terminology considered has already been used for a long time. Many of economic
and business terms have come to Lithuanian only recently. We may assume that usage refined
this terminology, making it obey the rules of the Lithuanian language. They have a long way
to go to acquire more features of real terms to become widely usable.

The role of the theory of linguistic relativity in teaching. Linguists of various schools
emphasized the relevance of linguistics (a scientific description of the language to be learned)
in teaching (Fries, [12], J.B. Carrol [13], Wilkins [14], etc). They claimed that comparison
was useful to explain certain aspects of the language to be taught. It could help students
understand the reasons for their errors and avoid committing them. In the 1970’s, Lewis [15]
explained the relatively high success of foreign language teaching in the Soviet Union (where,
as we know, the contacts with foreigners highly restricted) in terms of the policy of making
use of conscious learning. The above statements fully apply to linguistic relativity-based
analysis. When the teacher explains to students that any object of reality has many facets and
the choice of the particular facet for giving a name to this object may differ from language to
language, and illustrates this by a range of examples, the students would hardly call an alarm
system — signalization, food-processor — kitchen combine, etc., which they are inclined to do,
being unaware of the above differences. What is more important, students, being acquainted
with basic principles of linguistic relativity, would learn to ask themselves a question: “How
do they put it in English?”, rather than trying to make word for word translation from their
mother tongue. A demonstration of language relativity — based analysis to students is thought-
provoking and it may help them understand the alternative ways of nomination existing in
other languages, thereby giving “native speakers insight” and making them aware of the
pecularities of their native language.

Conclusions. The Lithuanian equivalents of the English economic and business terms
were divided into several groups depending on the way of expressing the notion (with
insignificant variations of proportions in the dictionary and the texts):1) word for word
translations; 2) borrowings (anglicisms);3) reconstructed equivalents of English “compressed”
terms; 4) terms based on completely different pattern for denoting the same concepts that are

expressed by the English versions.
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The last group presents major difficulties because word for word translation of such
English terms often makes no sense for the speakers of Lithuanian. This group includes a lot
of metaphoric terms based on associations not common to Lithuanians. Moreover, a
considerable amount of these terms may be referred to professional jargon (slang) not
characteristic of Lithuanian scientific (or popular science) texts. Therefore, their Lithuanian
equivalents are neutral expressions appealing to consciousness rather than emotions.

A part of English terms, being translated into Lithuanian, lose their status because the
Lithuanian equivalents are in fact extended definitions but not terms commonly perceived as
individual words or collocations. This raises the problem of creating the appropriate
terminology in Lithuanian. Further studies of business and economic terms are needed. They
may be carried out along the following lines: the Lithuanian terms from the Dictionary of
Economics and their matches in actual use (e.g. in special literature and shop talk) may be
compared as to determining any possible variations. We think that to become usable
dictionary units shall and will undergo transformations, thereby acquiring more characteristics
of “real” terms rather than being entirely dictionary definitions. As far as textual material is
concerned, the efforts of professionals as well as linguists are needed to create the missing
Lithuanian terms (to be used instead of definitions) which should also be validated by usage.
The importance of linguistic relativity-based analysis in teaching has been shown and some

recommendations for solving translation problems have been provided.
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Translation Studies

Economic text in the focus of translation analysis
Vavanova N.V.
(PFUR, Moscow)

Our interest to this theme can be explained by two factors. First of all, lamentably,

economic text as an object of translation is not studied enough.

The second reason is that last 10-15 years Russian society has witnessed the growing

attention to different economic problems, so at present the increasing number of texts

concerning economics is being translated from English into Russian.

Using the classification offered by Vinogradov V.S all translated economic texts can be

sorted into three main groups?:

The first group covers social informational texts containing information
published by different kinds of mass media: newspapers, journals, magazines,
radio and television. All these texts are presented in written form but on radio
and television they are reproduced orally.

The second group includes social business texts, such as business letters,
contracts, agreements, memos and so on. Such texts are targeted at conveying
and fixing business information. Their forms are rigidly regulated and
presented in writing.

And the third group consists of scientific texts — that are oriented at logical
research. This group has a lot of different subsections and subdivisions. We
would like to mark out two major subdivisions. They are scientific monograph

and numerous textbooks on various branches of economics.

All three groups are worth researching but in our report we would like to dwell on the

first group of economic texts that is texts of social information. In other words we are going to

examine newspaper and magazine articles translated from English into Russian. In our

opinion this group is interesting and difficult for translation, so it needs thorough translation

analysis.

! Bunorpanos B.C. Beenenue B nepesososeenue. OOIIKe 1 JIEKCUIECKHME BONPOckl. MockBa, uza. MOCO
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To the classification of the text given by Vinogradov we would like to add texts that
appear in the World Wide Web.

In his work “Fundamentals of translation theory” A.V. Fedorov marked that
informational texts translated from foreign languages into Russian were hardly ever published
in Russian mass media. He wrote “...newspaper informational texts ...are rarely translated to
be published entirely in the Russian periodical press.”? As for texts on economics it remains
true at present. Although we can come across such texts on the pages of Russian newspapers,
they are not frequent, that can be explained by the observance of copyright rather than lack of
interest to them.

However not long ago a new source of information was created — the internet, where
translated texts are abundant.

Taking into consideration the fact that the basis of our research is analysis of completed
translations, we would like to quote some web sites in the internet network, from where we
got the texts. Typical of these are the following: www.inopressa.ru; www.inosmi.ru;
www.finansy.ru; www.worldeconomy.ru. This list can be continued.

We would like to underline that lately the quality of translation placed in the network has
grown significantly.

According to approach to translating economic texts these websites can be divided into
two main categories. The first category covers target texts (TT) that are translated texts in
which translator tries to preserve as much as possible the structure and stylistic of source texts
(ST) that are original ones. The second category of web sites (for example
www.worldeconomy.ru) gives only the analytic and abstract translation.

As we have already mentioned the translation on both categories of sites are well
professionally done, and text for translation are taken form very respectable periodicals (such
as Financial Times, Business Week, The Wall Street Journal and so on and so forth) so they
both are the valuable sources of material for analysis.

Komissarov V.N. in his paper “Modern translation studies”® mentioned that translation is
a complex and many-sided process in which a translator has to decide what methods and
techniques he or she should use so that the translation be equivalent.

While dealing with the articles taken from economic newspapers and magazines a

professional translator has to take into account the specific character of such texts.

2 denopos A.B. OcHoBBI 0011el Teopun nepesosa (JInHreucTHueckre npobdiemsl), Mocksa U3, Jlom
«DUOJIOI'US TPUy, C-116., Dunonoruueckuii pakynsret, CIIOIY

3 Komuccapos B.H. CospemenHoe nepesoposenenue, Uz-so «3TCx», Mocksa, 2001
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On the one hand they are informational texts that means that they contain a lot of data,
names, dates, figures, which are usually incorporated in any newspaper article. This
information must be translated accurately; nothing must be missed or misconceived.

On the other hand such texts have publicistic character. It means that when a journalist is

creating the text he or she has in mind not only to convey information but also to influence the
audience in some way. That is why the author of publicistic texts usually uses figurative
language, resorts to play of words, historical and literature reminiscences.
For example one of the articles published in “The Washington Post” was headlined
“Pollyanna-like on Pyongyang”. Such kinds of headlines are a real challenge to a translator. It
needs a profound cultural awareness let along ability to find the appropriate equivalent.
Longman dictionary of English Language and Culture gives the following definition of the
word Pollyanna: Pollyanna — a person who is always optimistic and cheerful, esp. when
seen as having little experience of the world (from the book by Eleanor Porter, whose main
character is a young girl who always believes something good will happen). We can see that
this word has a great deal of connotation, which can hardly be expressed in one Russian word.
To understand this headline the reader must be born and grown up in English-speaking
culture. So the translator of this article chooses to ignore the extra linguistic meaning of this
word and decides to substitute the headline with his own. Eventually in Russian the article is
headlined «Poccuiicko-KuTaiickue BbICKa3biBaHHsI B ajpec [IXeHbsHA BOCHPUHHMAIOTCS B
CIIA c 6e3yaepKHbIM ONTUMUA3MOM.

Here is another example of translating the headline of the article. The English article was
supplied with the title “To Russia, with love: The Multinational Song”. It is also a cultural
reminiscence, but in this case it is known all over the world, so it was a correct decision to
give close-to-the-text variant of translation “B Poccuro ¢ a1000BBIO.  IIECHS
TpaHCHAIIMOHAJBHBIX KoMIaHui». SO we can draw the conclusion that translation of cultural
and literature reminiscences depends on the fact how known it is outside English speaking
culture.

Prominent economists and analysts write most of the analytical articles devoted to crucial
problems of economics. It is natural that these articles awake much interest and are translated
into different languages. In these cases we can speak about authors’ style, which is also must
be taken into consideration by a translator.

The next point, which needs analysis, is an intended audience of the translation. A
translator should not leave out of account who are the reader of the source article and

completed translation. Most of the economic articles are written for highly educated people
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not only in the sphere of economics. Sometimes while translating such articles translators
notice that they are written as if in their own sub-language understandable for relatively
narrow community of the country. In these texts there are a lot of long complicated sentences,
unfinished quotations, borrowings from other languages, archaic or Latin words, law terms
and some other things which are not advisable or even prohibited by numerous guides to
English writing and style.

It goes without saying that an economic text translator has to know a lot of economic
terms. But for Russian translators the situation is complicated by the fact that in Russia for a
long period of time western state-of-the-art theories and ideas on economics were not
widespread. As a result we can witness the mismatch of some economic terms. For example
the term value-added cost means different things in Russian and in west countries. So while
analyzing the intended audience a translator has to remember that the term «mo6aBnennas
croumocth» Will be understood differently from what was meant by the author of the source
article.

I would like to underline that the most economic articles translated from English into
Russian deal with the Russian economy. Naturally English-speaking author, being an expert
of the subject, has to include some comments and explanations of some institutions, events or
reality in Russia. These explanations are very important for recipient of the source text but
excessive for Russian people. For example, while speaking about «I"ockomcrar» the author
adds that it is Russian statistics agency. A translator in these cases omits, as a rule, such
comments not to sound repetitious. We can see a lot of such excessive information in English
texts, so a translator should analyze them to decide which information can be missed without
prejudice to the main idea of the text.

Speaking about the stylistic analysis of the English economic articles many specialists in
translation studies underlined that English newspaper texts are usually more emotional than
Russian texts written for mass media. So in the process of translation a translator prefers less
strong words.

Thus English sentence “Critics see the Kremlin and the government falling victim to
“reform fatigue” is translated as «Kpuruku roBopst, uto Kpemib 1 mpaBUTEIBCTBO YCTAIH OT
pedopm», which sounds more natural than «mpaBurTenscTBO Mmano xkeprBoii». This variant
would give the sentence and the text in general unnecessarily strong connotation.

According to this rule the word combination “Enthusiastic foreign sympathizer”, in
Russian variant have become «unoctpanusie crioHcopsr». The list of such examples can be

endless.
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At the end of my report | would like to sum up.

e Nowadays a lot of economic texts taken from English-speaking mass media
are translated into Russian, mainly placed in the internet. They are a valuable
source of material for translation studies.

e These texts need thorough translation analysis.

e Newspaper and magazine texts combines informational and publicistic
character, so they contain a lot of data on the one hand and are very emotional
on the other.

The language and style of such texts are specific which must be taken into consideration in

the process of translating.
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OTBeTCTBEHHBIE PeJaKTOPbI:
n.¢.H., npodeccop Mamora E.H.
K.(.H., crapmuii npenoaasarenb Kanuneruesa E.B.

B cOopHuke mnpeacTaBieHbl CTaTbU YYAaCTHUKOB MEXIYHApOJHON HAYYHOU
KOH(GEpEeHIIUH «AKTyalbHbIE MPOOJEMbl JUHTBUCTUKH M JIMHTBOIAUIAKTUKH
MHOCTPAaHHOI'O  fA3bIKa  JIEJIOBOIO U NPO(ECCHOHATBHOTO  OOIICHUS»,
cocrosiBiierics 23-25 suBaps 2003 1. Ha DSKOHOMHYECKOM (axKyibTeTe
Poccuiickoro yHuBepcutera JpyKObl HapoJOB. ABTOpPBl pacCMaTpPUBAIOT
aKTyaJibHble NPOOJIEMBbl JIMHIBUCTUKH, JIMHTBOJUAAKTHKU, TEOPUH NEPEBOAA,
KYJIbTYpPOJIOTMM B KOHTEKCTE€ HCCIEIOBAHUS AaHIVIMMCKOIO S3BbIKA JIEJI0BOIO
OOIIEeHNS.
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