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JIMHI'BUCTHUKA

CeMHOTHKA KOMMYHHKAHTOB B /1€JIOBOM O0LLICHUM
HA AaHIJINHCKOM f3BIKEe

© ooxmop gunonoeuuecxkux nayx T.b. Hazapoea, b.B. Byoanosa, 2006

Anrmmiickuii s361K fenoBoro obmenus (Business English) — aTo B3anmo-
00yCITOBJICHHOE €IMHCTBO (DYHKIIMOHAIBHBIX Pa3HOBUIAHOCTEH pedn (regis-
ters), HCIONB3YEMBIX B JHENOBBIX melsix: Ttenedonnoe oodmenue (Tele-
phoning), Ttexnuka BexeHus Oecexpl (Socializing), aenoBas mepenucka
(Business correspondence), aenoBas TOKyMEHTaIus U KOHTpakThl (Business
documents and contracts), nenoBast Bctpeua (Business meetings), npe3eHra-
st (Presentations), TexHuka BefeHus neperopopoB (Negotiating) u cpenct-
Ba MaccoBOW MH(OpMAINK, OPUEHTHPOBaHHKBIE Ha aenoBoil mup (The busi-
ness media)'.

HanomumnM, uro B Hanbomee oOmeM BUAE SI3BIKOBBIE M KOMMYHHUKATHB-
HBIE CUTYaIlM OCHOBBIBAIOTCS HA CIEAYIOIMIeH WHBApUAHTHOW COBOKYITHOCTHU
cocrapisitonux: aodpecanm (addresser), coobwenue (message), aopecam
(addressee), xoumexcm (context), koo (code), 00U, TOJIHOCTHIO WITH XOTS
OBl YaCTUYHO, JUIS agpecaHTa (KOJUPYIOIIETO) M aapecara (IeKOAupYroIe-
ro), konmaxm (contact) — (U3NYCCKUI KaHAT M TMCHXOJOTHYCCKas CBS3b
MEXIy aJpecaHTOM M aJpecaToM, COAEHCTBYIOIINE OCYLIECTBICHUIO MpO-
1ecca KOMMYHHKAIHH-.

Heo6xoanmo 0co00 Moa4epKHyTh 3HAUMMOCTh IPUCYTCTBUS 110 MEHBIIECH
Mepe IBYX YYaCTHHKOB, MOCKOJIbKY KOMMYHHUKATHBHBIA aKT IMPEIIOjaract
B3aUMo/ieiicTBiE CTOpOH. [loMHMO 3HaHMS S3bIKA, HA KOTOPOM TOBOPAT 00-
IIAIONIHECcs, BECbMa Ba)KHO YYUTHIBATH BPEMs M MECTO JEHCTBHSA, a Tarke
LN COBECETHIKOB .

! Bonee mompo6HO 06 3TOM B cremyomux paborax: [Hasaposa 1996; 1997; 2000; 2002;
2004; 2006], [Hazaposa, JIesuna 2006].

2 CMm. B cBa3u ¢ >1uM: Poman SkoGcon. JIunrBucTHKa ¥ To3THKA // CTPYKTYpanusm “3a” u
“mpotus”. — M.: IIporpecc, 1975. — C. 198.

* 370 Tak Ha3BIBACMBIE «CEMHOTHUYECKME TIEPEMEHHBIC CHTYAIHH OOIIEHHs» (semiotic vari-
ables of communicative situation) — y49acCTHHKH CHTyal[ud OOLICHHUS, BPEMs H MECTO KOMMYHH-
KAaTHBHOTO B3aHMOJEHCTBUS, THII HCIONB3YyeMOH ceMHOTHYecKod cucTeMbl. Cwm.: AHTIIO-
pYCCKHii clIoBaphb IO JMHTBUCTHKE U cemuotuke / [lox pen. A.H. bapanosa u M.H. /lo6posons-
ckoeo. — M.: A30ykoBHuEK, 2001. — C. 321.
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B yeM mpuHIMNHATBHOE OTIIMYHE JEIOBOM KOMMYHHKAIIMU OT JPYTUX
Pa3HOBHIHOCTEW OOICHHS HAa COBPEMCHHOM aHIIIMHCKOM si3bike? [IpumeHu-
TENBHO K JICNOBOU cdepe CYXKACHUS, MPEICTaBICHHBIC BBIIIC, HYXKIAIOTCS B
YTOYHCHHSAX. BO-TepBBIX, HEOOXOAUMO TOSACHHTH, YTO B JEJOBOW Cpeie
KaXIbIi KOMMYHHKAHT, KaK MPaBWIIO, TPEICTABISACT ONPEACICHHYIO Ipea-
MPUHIMATENBCKYI0 opranm3anuio (business organization), 3aHnMas B HeEH
oTIpeJIeNIeHHYI0 TOJKHOCTE (professional function) u, kak 3To 9acto ObIBaeT
B JICIOBOM MHpE, OTHOCACHh K OJHOMY W3 YpPOBHEH B HMepapXxuu Om3Hec-
npennpusitas (company hierarchy). Bo-BTOpBIX, KOMITaHWH, TPEICTABIIsC-
Mble KOMMYHHKAaHTaMH, (DYHKIIMOHHPYIOT B TOW WJIM WHOH oTpacim (in-
dustry) mim obnactu OusHeca (professional area). B-Tperpux, B ocHOBe
JICIIOBOTO OOIICHHUS JICKHUT HEKHM B3aUMHBIN MHTEpeC MBYX U 0oJice KOMMY-
HUKAHTOB K MOTyYEHHIO MpHObLT.

[lepeuncneHHble XapaKTEPUCTHKH B COBOKYITHOCTH COCTABIISIOT HEOThH-
EMJIEMYIO YaCTh KOMMYHHKATHBHOTO aKTa (WM KOMMYHHKAaTUBHON CUTYya-
[[UH) 1eJT0BOI HANMPABJIEHHOCTH U OTIHYAIOT €ro OT OONBIIOro (M BCE BO3-
pacTaiomiero) MHOTOOOpa3us S3BIKOBBIX W PEUYEBBIX CHUTYalWi, WMEIOIINX
MECTO 3a MpeJieNlaMi eI0OBOTO MHpA.

K ckazanHOMYy HEOOXOAMMO TOOABHUTH, UTO JECIOBOE OOIICHUE OCYIIECTB-
JISIETCS IyTeM HemocpeAcTBeHHOTO (anen. face-to-face) mim omocpemnoBaHHO-
ro (HampuMep, MHCBMEHHOT0) KOHTaKTa MEXIy KOMMYHHKaHTamu. MHaue
TOBOPS, CPEICTBOM OOIINCHHS SIBJISACTCS €CTECTBCHHBIA UYEIIOBCUCCKUM S3BIK,
HO XapakTep W HANPaBICHHOCTh KOMMYHHUKAIIMH BHOCAT CYIICCTBCHHBIC
MOTIPAaBKH B TPAJWIMOHHOE MPEICTABICHUE O SA3BIKOBOH CHUTyaruu. MOKHO
JM YTBEPKIATh, YTO SA3BIKOBAs CUTYallUs MPHUMEHUTEIBHO K JIEIIOBOMY 00-
IICHUIO SBJSIETCS OJHOBPEMEHHO WM 3HAKOBO# cutyarueir? B uem Torma 3a-
KITFOYaeTCs] CEMUOTHKA KOMMYHUKAHTOB?

Jlst Toro, 9TOOBI OTBETUTH Ha CPOPMYITHUPOBAHHBIC BOTIPOCH], HEOOXOTH-
MO OOpaTHUTHCS K ayTEHTHYHBIM O0pa3iiaM JIEJIOBOTO OOIIECHUS C IENBI0 BBI-
SIBIIEHUS] TOTO, YTO MOXET ObITh Ha3BaHO 3HAKOBOW cuTyarueil. be3 nzydenus
MaTepHaja eBa JId BO3SMOXXHO O0CY)XJICHNE CEMHOTHKN KOMMYHMKAHTOB —
<<CCM§/IOTI/I‘JCCKI/I 3HAYMMBIX XapaKTePUCTHK YYaCTHHKOB CHTYaIlldH o0OIIe-
HUSD .

* ToBopst 06 TOi MPUHIMIIHATEHO BaXKHO# COCTABIAIONIEH MHpa GH3HECA, CTICLIHATHCTHI HE
MOTyT 000HTHCH 0€3 TaKMX YaCTOTHBIX OMU3HEC-TEPMUHOB, Kak value — «LleHHOCTb; CTOUMOCTb
(added value, annual value, asset value, book value, capital value, declared value, expected
value, face value, extrinsic value, intrinsic value, market value, net asset value, etc.) u profit —
«pubbUIbY» (accumulated profit, after-tax profit, book profit, consolidated profit, gross profit, net
profit, operating profit, etc.).

AHTTI0-pycCKH CI0Baph 10 JIMHTBUCTHKE U cemuoTuke / [lox pen. A.H. bapanosa n M.H.
Jlooposonvckoeo. — M.: A30ykoBHuK, 2001. — C. 321.
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3HaKoBas CUTYallHs HE €CTh CHHOHUM SI3BIKOBOM HJIM KOMMYHHKATHBHOMN
curyanuu. J{as TOro, 4To0bI KOMMYHHKATUBHEIN aKT MOT PacCMaTpPUBATHCS
KaK 3HAKOBas CHTYyaIlis, OH JIOJDKEH IIepelaBaTh HE TOJBKO 3HAUCHUS U
CMBICIIBI, HO M COACPKaTh YKa3aHHA Ha HEKHE 00O0OIICHHO-WHBApUAHTHBIC
CyImHOCTH (TIOHATHS, SBJICHHS, KATETOPUHU U T.I.), OOBEKTUBHO CYIIIECTBYIO-
[Me 3a MpeAeiaMi CaMoW CUTyalu OOIIEHHs, HO HEOOXOAMMBIE IJIs ee
Oonee rITy0OKOTO TIOHUMaHHUS.

OO06paruMcsl K ayTEHTHYHOMY JHWAJIOTy ¢ 0COOBIM BHUMAHHEM K TEM €lIH-
HUIIAM, KOTOPBIE MepealoT 0000IIeHHbIE COAepKaHMS, T.€. QYHKITHOHUPYIOT
KaK 3HaKM (Signs) ¥ 3HAKOBbIE CHCTEMBI (Sign systems).

ASSURING QUALITY

Many of Coopers Limited’s competitors and suppliers have obtained ISO
9000 certification. Those of Coopers’ clients who have attained this quality
standard are now demanding that their suppliers also indicate the quality of
their services by obtaining the standard. Coopers’ Managing Director, Eric
Wolton, is having a meeting with a consultant to discuss how to proceed.

Eric: How long does it normally take to get certification?
Consultant: We usually reckon on six to eight months.

Eric: That seems quite long to me.

Consultant: It can be done faster, but I normally advise a slower proc-

ess. It helps all participants to adapt to the process. You’ll
probably find that not everyone is behind you to start with.
Employees can be quite cynical. Perhaps if I take you
through the stages of obtaining ISO 9000, then we can look
at how it can work for Coopers.

Eric: Yes, go ahead.

Consultant: The first step is to create a mission statement for Coopers
Limited.

Eric: What does that entail?

Consultant: The mission statement defines your objective and gives it

focus. It could be something simple like: “Here at Coopers
we strive to deliver the highest quality.”

Eric: I see. What happens next?

Consultant: The next stage is to determine the outputs.

Eric: Meaning?

Consultant: What does Coopers actually do?

Eric: Well, most of our work is in shop fitting.

Consultant: So one example of your output is a shop that is ready and
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open for business.

Eric: Yes, I see.

Consultant: Stage three is to define a customer.

Eric: That should be straightforward.

Consultant: Yes, but you mustn’t forget it also means internal as well as
external customers.

Eric: What do you mean by ‘internal’ customers?

Consultant: Your employees are internal customers — to each other, to
you and you are to them.

Eric: Doesn’t that just complicate matters?

Consultant: By respecting internal customers, you ensure that you can

deliver the best.

The meeting continues for another hour. By the end of it, they have agreed a
timetable for the process and Eric has arranged a meeting to advise his staff.
(Weston, Halsall 2005: 69-70)

B mpuBeneHHOM nuainore mpexae Bcero ooOparaloT Ha ce0si BHUMaHHE
CJIE/IyIOINE MOHOJIEKCEMHBIE U TOJWIICKCEMHbIE SIUHHUIIBI (B MOPSIKE HX
MOSIBJICHUST B TEKCTeE): competitor, supplier, clients, quality standard, quality,
services, Managing Director, consultant, employees, outputs, business, cus-
tomer, internal customers, external customers, staff. Bce mepedncnennbie
CJI0Ba 0003HAYAIOT MOHSITHS, XapaKTepHbIE Uil MUpa Ou3Heca, 4TO MOITBEp-
JKIIAeTCsl MX ONpeNeNICHUsIMH, Hampumep: competitor — a person, product,
company, country, etc. that is competing with another; supplier — a person or
organization that provides necessary goods or commodities; client — a person
or organization who pays for services provided by a professional person or
organization; service — business that involves selling help and advice, or
delivering goods etc for customers, rather than manufacturing goods; em-
ployee — someone who is paid to work for an organization. Ilo cymecTBy
peds uaeT o TepMuHax® — GH3HEeC-TePMHHAX, KOTOPbIE 0003HAYAIOT KITIOUe-
BbI€ MOHSTHUS MPEANPUHUMATEBLCKON KU3HH U 110 YaCTOTHOCTH BOCIIPOU3BE-
JICHUSI B YCTHOM M NMHCbMEHHOM OOIICHHH MPEACTaBUTENCH pPa3HBIX OTpac-
neil Ou3Heca MOTYT OBITh Ha3BaHBI KJIOYEBOW OM3HeC-TePMHUHOJIOTHEH
(core business terminology).

® TepMHH — «CTIOBO WJTH CIIOBOCOYETAHUE CTIEIUATBHOTO (HAYYHOTO, TEXHHYECKOTO U T.I1.)
S3bIKa, CO37jaBaeMoe (IIPUHUMAEMOe, 3aMCTBYEMOE U T.II.) U1l TOYHOTO BBIPaXKCHHS CIICIUAb-
HBIX IOHATUH 1 0003HaYeHHs crienuanbHbIX npeameroB». O.C. AxmanoBa C1oBaph JIHHTBHCTH-
YECKUX TEPMUHOB. — M., 1969. — C. 474.
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HexoTtopble U3 TepMUHOB, IEPEYUCICHHBIX BBIIIE, SBIISIOTCS POJIOBBIMU
(genus proximum), HarpuMep: customer — a person or organization that buys
goods or services from a shop or company. B nuanore ogun u3 cobecenHu-
KOB HCIIOJB3YyeT HEecKoybKko BHIOBBIX TepMmuHoB (differentia specifica) —
external customers u internal customers. Ciexyer OTMETHTh, YTO B aBTOPH-
TETHBIX OJTHOSI3BIYHBIX OHM3HEC-CIIOBapsiX HA3BAHHbBIC BUOBBIC TEPMHHBI HE
3apEeTHUCTPUPOBAHBI, YTO OOBSACHIETCS TEM, YTO SI3BIK JICIOBOTO COOOIIECTBa
Pa3BHBAETCSl OMEPESKAOIIMMHU TEMITAMH U JIa)Ke CaMble HaJCKHBIC JIEKCHKO-
rpaguyeckue UCTOYHUKH HE YCIEBAIOT 3a JTUHAMHKOW PEYETPOM3BOJACTBA U
peyeTBOpUEeCTBa B JICTIOBBIX LelsiX. TeM He MeHee MOXKHO YTBEPXKIATh, UYTO Yy
poAoBOrO TepMHuHa customer ecTh BUAOBOM TepMuH: ultimate customer —
the person who buys and uses a particular product in its final form (New
Longman Business English Dictionary, p. 112).

He3aBucuMo OT cBOMX KOHKPETHBIX 3HAUEHHH M POJO-BHUIOBBIX COOTHO-
IICHUH, BCE SIMHUIIBI, U3BICUEHHbIC U3 auanora ASSURING QUALITY, UMEIOT
OJHO O0Illee CBOMCTBO: OHM TOMELIAIOT KOMMYHHMKaHTOB B JICJIOBOM MHD,
peoOpa3oBhIBass KOMMYHHKATHBHYIO CUTYAIHIO B JEJIOBOE OOIIEHUE B COO-
CTBEHHOM CMBICIIE ITOTO TepMuHa. MIHaYe roBOps, CEMHOTHYECKH 3HAYMMOU
XapaKTEPUCTUKON YYaCTHHKOB CHUTYal[Md OOLICHHS SBIISETCS yKa3aHHE Ha
mup Omsneca (the world of business). B orcyrcTBue o6meynorpeduTenbHOM
TEPMHHOJIOTUH M3 THAJoTa ucyesna Obl CTONb CYIIECTBEHHAS CEMUOTHYECKAs
COCTaBJISIONIAS.

K ckazanHOMy HEoOXOIMMO H00aBHTH, YTO KIIIOYEBas OW3HEC-TEPMHUHO-
JIOTHUsl, KaK MPaBUIIO, COCYIIECTBYET CO CHEHATU3MPOBAHHOI OTpac/eBoi
TepMuHoJIOTHel (specialized terminology), unenTHduUIMpYyONIEH Tpenpu-
HHMAaTEeJIbCKYI0 AEATEIbHOCTD, OCYIIECTBISIEMYIO KOMIIAHMEHW W IIpelcTaB-
JSIIOLIMM € KOMMYHHKaHTOM. B paccmarpuBaeMoM Juajiore HCIoJb3yeTcs
tepmuH shop fitting:

Consultant: ~ What does Coopers actually do?
Eric: Well, most of our work is in shop fitting.
Consultant: So one example of your output is a shop that is ready and
open for business.

3aBepiiasi 00CYX/JCHHUE MEPBOrO JHUaiora, CleayeT MOJ4epPKHYTh, YTO B
JIETIOBBIX CHUTYalUsIX CEMHOTHKAa KOMMYHHMKAaHTOB CO3Ja€TCs JIBYMsSI BUJIAMHU
OM3HEC-TEPMUHOJIOTHH — OOIIEyNoTpeOUTEeIbHOW TepMHUHOJIOTHEH (core
business terminology), ¢ 0JHOW CTOPOHBI, ¥ CIELHAIN3UPOBAHHON TEPMHUHO-
norueii (specialized terminology), ¢ Ipyro# CTOPOHBL.

[IpomomkxuM npescTaBiIeHe MaTepraa:
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STYLEHOUSE RE-THINKS ITS MARKETING STRATEGY

The majority of Stylehouse’s shops are run under franchised licences but
decisions on marketing are made centrally. Janet Barker, head of marketing
strategy, discusses the latest figures with David Gouldstone, the sales man-

ager.
Janet:

David:

Janet:

David:

Janet:

David:

Janet:

David:
Janet:

David:

Janet:
David:

Janet::

Looking at the figures, it seems we’re not doing as well on
lighting. Do you think we have the right product range?
The more expensive lighting systems are not moving as rapidly
as before. It could be a question of price or it could simply be
design.
It’s interesting that soft furnishings are 25% up on the last
quarter. What do you make of that?
Our customer base has shifted slightly. Domestic sales have
increased to 14% of total sales.
That’s good. We need to expand our market. What about the
next series of shops? Location is critical if we’re going to at-
tract a different clientele.
I agree, but it’s not just location. I think we need to consider
mail order again.
Yes, perhaps that’s worth doing. How are we promoting our-
selves? We’ve concentrated on the corporate market so far and
ideally that will continue to grow. But what if it doesn’t? If the
next recession comes, we might regret not developing the do-
mestic market.
If there is another big recession, it will also affect that market.
Whatever the economic situation, there is always a supply of
individuals with sufficient money to spend. Relate it to housing
costs — people who buy in Mayfair are not going to cut costs
when decorating.
That may be true, but first we have to make ourselves their
preferred supplier!
We have to change our image — promote our exclusivity.
Do you think that is something we still offer? We now have
eighty franchises — I’'m not sure that promotes the individual
look.
Let’s look again at how those figures break down.

(Weston, Halsall 2005: 106-107)

Vcnonp30BaHHBIE B UAJOTe TEPMHUHOJIOTHUECKHE SIUHULIBI IIPUBOISATCS
B Topsiike ux nossieHus B Tekcre: (head of) marketing strategy, sales man-
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ager, lighting, lighting systems, product range, price, design, soft furnishings,
customer base, domestic sales, total sales, market, shops, location, clientele,
mail order, corporate market, recession, domestic market, costs, decorating,
preferred supplier, franchises.

HexoTtopast yacTh 3THX TEPMHUHOB SIBJISIETCS OOIIEH ISl BCEX YYaCTHHUKOB
MHpa OHM3HECAa U XapaKTepU3YeTCsl BHICOKON CTEIIEHBIO BOCIIPOU3BOIMMOCTH,
HanpuMep: sales manager — someone in charge of a company’s selling ac-
tivities and the people whose job is to sell its products; customer base — all
the people who buy or use a particular product; clientele — all the people who
regularly use the services of a person or organization; recession — a period of
time when an economy or industry is doing badly, and business activity and
employment decrease; costs — the money that a business must regularly
spend.

Jpyras rpynma TepMHHOB B peUH cOOECEAHNKOB NACHTUPHIMPYET chepy
JeITeIbHOCTH KOMIIaHuU Stylehouse W, O CyTH, SBISIETCS CHELHAIN3UPO-
BaHHOW TepmuHONOrHel, Hanpumep: lighting — the lights that light a room,
building or street, or the quality of the light produced; lighting systems — a
group of related parts that work together as a whole for lighting a room,
building or street; design — the way in which something has been planned
and made, including its appearance, how it works, etc.; soft furnishings —
things such as curtains, chair covers, etc. that are made of cloth and are used
in decorating a room; decorating — making the inside of a building look
more attractive by painting it, putting paper on the walls, etc.

Oo6meynoTpedurenpHas Ou3HeC-TepMUHONIOTHA (core business terminol-
0gy) W clenuanu3upoBaHHas TepMuHosorus (specialized terminology) co-
CYIIECTBYIOT B KOMMYHHUKATHBHBIX CHTYAIUSX JICIIOBON HAMPABICHHOCTH U
SIBIISTIOTCS. OTTOPOM B peasu3allid CEMHUOTUKU KOMMYHHKAHTOB: TIepBas pas-
HOBUJIHOCTh TEPMHMHOB YKa3bIBAaeT HAa MPUHAIJICKHOCTh YYACTHUKOB KOMMY-
HUKAaTHBHOTO aKTa MHpPY OH3Heca, B TO BpeMsi Kak BTOpas HICHTHOUIMPYET
OCYULIECTBISIEMYI0 KOMMYHHUKaHTaMH JIESITEIbHOCTh B KOHKPETHOH OTpaciw,
obnactu win cdepe MPOU3BOACTBA TOBApOB (goods) W TMpeOCTaBICHHUS YyC-
nyr (services).
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