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THE CONCEPT OF BUSINESS INTERCOURSE IN MODERN SOCIETY

This article is dedicated to the investigation of general issues and the concept of business
communication. The ethical principles of business relations represent a generalized expression
of moral demands developed in the moral conscience of society, indicating the necessary conduct
of participants in business interactions. Business etiquette refers to the conduct of company personnel
in various circumstances, including business correspondence, communication, hiring, and interaction
with management. Business communication is subject to specific rules and regulations determined
by its objectives.

The scientific outcome of this work is that it contributes to resolving issues in communication
theory and business communication, expanding modern understandings of the recipients response
behaviors in various situations in business English-language (American) interaction.The scientific
novelty of this work lies in its focus on the study of the communicative behaviors of American business
professionals. Specifically, the study examines the behaviors exhibited by individuals in business
communication settings.

The applied significance of this research lies in its contribution to understanding business
communication as a form of interaction that facilitates the establishment of productive partnerships
and cooperation among colleagues and subordinates. These partnerships are essential for achieving
common goals and ensuring the success of the organization s endeavors.

Business communication, as a critical aspect of human interaction, is an essential part of our
daily lives and forms an integral component of corporate culture. Traditional corporate ethics
emphasize standardized relationships and well-defined role expectations.Orders are issued by senior
management and carried out by employees without discussion. This form of management is most
commonly found in companies with established management and business processes, where it can

be most effective.
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Introduction. Intercourse from the point of view
of linguistics is communication that is carried out
according to certain rules. In the most general sense
speech communication refers to intercourse between
people where the main purpose is the exchange of
information.

The term “communication” itself appeared at the
beginning of the twentieth century. Communication is
traditionally called the exchange of meanings (infor-
mation) between individuals through a common sys-
tem of symbols (signs), linguistic signs in particular.
This area of knowledge and scientific interests, like
many others, began to take shape in ancient times.
Speech communication is realized when people per-
form speech acts. The speech act, according to the
theory of J. Searle, is taken as the minimum unit of
human communication. Note that the very concept
of “communication” still does not have a generally
accepted interpretation [4, pp. 221-239].

Most definitions emphasize the close connection
between the terms “communication” and “communi-
cation.” In some works, these concepts are recognized
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as identical, in others they are considered as intersect-
ing, but not identical to each other, and thirdly, one of
the concepts turns out to be included in another.

The purpose of this article is to contribute to solv-
ing problems in the theory of communication and
business communication.

The main problem. Today, many communication
models can be found in the theoretical literature.
Moreover, most of them are based on the model pro-
posed by R. O. Jacobson:

communicative model of R.O. Jacobson
Context — message — addresser ------------ addressee —
contact — code

R. O. Jacobson, based on the presented model,
identifies six functions of speech communication:

1) emotive; 2) conative; 3) phatic; 4) abstract;
5) poetic; 6) metalinguistic.

Each of these functions is associated with a par-
ticular participant or element of communication.
The emotive function is associated with the addresser
and aims to express his attitude to what he is saying.
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The conative function reflects orientation towards
the addressee. The phatic function is focused on con-
tact; what is important for it is not the transfer of infor-
mation, but the maintenance of contact. The abstract
function is associated with the context of the utter-
ance and is a reference to the object referred to in the
message. The poetic function is directed towards the
message itself. The metalinguistic function is associ-
ated with the code (the theory of language and com-
munication is a metalanguage for describing the com-
municative process) [2, pp. 350-377].

Speech communication, considered in the unity
of these functions, acts as a way of organizing joint
speech activity and establishing relationships between
the people involved in it, which is interesting for us in
the course of the study.

J. Adair, who coined the term “speech communi-
cation,” emphasizes that it is “the process by which
people convey meaning to each other using a gener-
ally accepted set of symbols” [1, p. 13].

It is also necessary to clarify that in the most gen-
eral form, speech communication should be under-
stood as the conscious desire of one person, through
a word, to evoke in another person a desire to act,
change something in a situation, or establish new rela-
tionships between participants in the process. In the
broadest sense of the word, speech communication
refers to the interaction of communicating parties, the
exchange of words (verbal codes of communication)
and actions (nonverbal codes of communication) dur-
ing speech. In a narrow sense, speech communication
is a process of joint activity of people, during which
they exchange various ideas, perceptions, interests,
moods, etc. with each other. Communication can be
carried out both orally and in writing.

Oral speech communication, which appeared ear-
lier than written communication, is widespread not
only in everyday conversation, but also, for example,
in oral business or scientific communication, that is,
in specialized communications, where it can be car-
ried out through graphically unfixed text.

Oral communication is carried out through such
interrelated types of speech activities as speaking and
listening (listening). Scientists rightly believe that a
person develops a hereditary predisposition to these
types of speech activities, because speaking and lis-
tening are not only used to communicate with other
people, but are also the main channels through which
cognitive activity is carried out. Oral communication
most often has a dialogical nature, and the speaker
and listener can change roles during the conversation.

Let us emphasize that speaking as a type of speech
activity is a complex, strictly organized process

of generating information, in which the specificity
of thought as the subject of speaking is revealed.

The study of speaking as a type of speech activity
involves an analysis of the speaker’s activity, which
may set the goal of conveying certain information
to the listener; coordinate their actions in process of
collective work; maintain a conversation or establish
contact with a person; influence him; express your
feelings and emotions, etc. A large role in oral com-
munication is given to non-verbal means of communi-
cation. It is through nonverbal means that the speaker
can transmit the emotive component of the message.

The speaker, as a rule, is the initiator of the com-
munication process, and the effectiveness of speech
interaction largely depends on how correctly he under-
stands the purpose of communication and chooses a
communicative strategy and tactics.

Let us note that listening is also an independent
type of speech activity, no less complex than speak-
ing. Scientists have proven that the listener perceives
someone else’s thought, presented in verbal form,
on the basis of its understanding and understands on
the basis of its perception. Listening and perceiving
speech, a person establishes semantic connections
between words, it follows that perception is not only
reception, but also processing of information, that is,
its comprehension.

In modern rhetoric and the theory of speech com-
munication, the effectiveness of listening and, as a
consequence, the effectiveness of the communication
process is directly related to the ability to listen. Some
researchers even argue that in speech communication,
the position of the listener takes precedence over the
position of the speaker, and this is largely due to the
fact that listening is more difficult than speaking.
The work of the listener is an analysis of the text, thus
synthesis and analysis are movement along the same
route, but in opposite directions.

However, analysis is a more labor-intensive pro-
cedure. When a person listens, he decodes the sound
wave, and poor diction can interfere with this the
speaker, and extraneous noise, and lack of interest in
the topic of conversation, and one’s own thoughts that
distract from the process of perception.

Let us also add that in the course of oral commu-
nication, the speaker creates a text presented orally. It
is quite clear that decoding an oral text, fragments of
which the listener cannot return to and “re-read” them
as when analyzing a classical written text, is a rather
labor-intensive process.

When characterizing the features of written com-
munication, itshould be borne in mind that ithas existed
since the invention of writing and occurs through
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written, that is, graphically fixed verbal text. Written
text is the main form of receiving and storing infor-
mation, as well as exchanging it in all types of com-
munication: scientific, business, political, artistic, etc.

Important concepts in the study of communication
are speech strategy and tactics. Different research-
ers identify different types of tactics and strategies.
Non-cooperative speech strategies — dialogues based
on the deformation of the rules of speech communica-
tion — are conflicts, quarrels, altercations, aggression,
and the use of obviously false facts.

A strategy of speech behavior is a method (line) of
speech behavior of the author of a text, in a communi-
cation situation, correlated with his specific commu-
nicative goals (exchange of information and speech
influence on the recipient).

Speech behavior strategies can be divided into two
groups: information strategies and speech influence
strategies. In turn, strategies of speech influence are
divided into direct, indirect and hidden

The leading role in the process of speech produc-
tion is played by communicative intention (motive),
which is determined by the communicative initiative.
Without a clear definition of communicative inten-
tion, an adequate statement is impossible.

The motive denotes the starting point of speech
production. It combines the intellectual, emotional
and volitional principles, the nature of the action is
combined with the communicative intention (the goal
of the speaker).

The motivational-motivating level determines the
subject, topic of the statement, as well as the form of
interaction with the listener (exchange of information,
encouragement to action, etc.). At this level, the sub-
ject and purpose of the utterance are formed.

Communicative intention regulates the verbal
behavior of communicators. It is expressed through
lexical and grammatical means, through intonation,
and through the use of non-verbal means. Commu-
nicative intention represents a certain plan of content,
implemented in various forms of speech acts. Com-
municative intention always plays a meaning-organ-
izing role. It determines the semantic, or actual, divi-
sion of the phrase.

The implementation of communicative intention is
mentioned by J. Searle as one of the components of
the tripartite structure of any speech act (utterance,
reference and predication) [3]. All three private acts
are performed simultaneously, and not one after the
other. Intentionality and purposefulness are among
the main features of a speech act.

Most components of a communicative act also
belong to the speech act. The properties of the mes-

60| Tom 35 (74) N2 4 2024. YacTuHa 1

sage are the most significant component of the com-
municative act that is not part of the speech act.
These properties directly depend on the intentions
and goals of the addresser. Therefore, in our opinion,
it would be optimal to divide all message properties
into three groups:

1. Information properties (informative compo-
nents).

2. Influencing properties (connotative, manipula-
tive components).

3. Phatic properties (non-informative components,
establishing contact).

Speech acts are realized in statements (of the
speaker, writer) and in the actions of perception and
understanding of statements (of the listener, reader).

Business communication is understood as com-
munication that ensures the success of some com-
mon cause, creating conditions for people to coop-
erate in order to achieve goals that are significant
to them. Business communication is a special form
of interaction between people in the process of a
certain type of work activity, which promotes the
establishment of partnership relations between man-
agers and subordinates, between colleagues, creates
conditions for productive cooperation of people in
achieving significant goals, ensuring the success of a
common cause. Business communication promotes
the establishment and development of cooperative
relationships and partnerships between work col-
leagues, managers and subordinates, partners, rivals
and rivals. It presupposes such ways of achieving
common goals that not only do not exclude, but, on
the contrary, also imply the achievement of person-
ally significant goals and the satisfaction of personal
interests. Moreover, we are talking about the inter-
ests of both individuals and legal entities.

Business communication is a necessary part of
human life, the most important type of relationship
with other people. Eternal and one of the main reg-
ulators of these relations are ethical norms, which
express our ideas about good and evil, justice and
injustice, the correctness and incorrectness of peo-
ple’s actions. And when communicating on business
issues with our subordinates, boss or colleagues, each
of us, in one way or another, consciously or sponta-
neously, relies on these ideas. But depending on how
a person understands moral norms, what content he
puts into them, and to what extent he generally takes
them into account in communication, he can make
business communication easier for himself, make it
more effective, help in solving assigned tasks and
achieving goals, and make this communication diffi-
cult or even impossible.
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Compliance with a business style to convey content
gives grounds to consider the document as official busi-
ness. The language of business papers is characterized
by stylistic rigor and objectivity of presentation. In an
official business style there should be no emotional-
ity, subjective assessment and colloquialism; this is
what brings the style of business papers closer to a
moderate bookish, scientific style. At the same time,
a characteristic feature of the language of documents
is the impersonality of the manner of presentation.

Business ethics refers to the generally accepted
customs of negotiating with partners, rules for main-
taining documentation, views on the admissibility of
certain methods of competition, as well as a set of
moral norms and principles that guide companies in
their activities.

Corporate ethics can be represented as a system
with two main elements, where the first is the moral and
ethical values of the organization and its development
priorities, and the second is the standards of behav-
ior of employees in formal and informal situations. In
the system of relationships, the subjects of corporate
ethics are the owners, managers and employees of
the organization. The introduction of corporate ethics
rules allows a person to feel like not just a cog in a
production machine, but a full member of the team.

The principles of ethics in corporate relations are a
generalized expression of moral requirements devel-
oped by society and defining the norms of behavior
of participants in business relations. Let’s list these
principles.

1. Specifics. The absence of clearly defined rules
inevitably leads to a lack of commitment to the enter-
prise, which negatively affects the work of employ-
ees, and therefore the profit.

2. Unity. This principle means caring for the gen-
eral interests of the organization and each individual
employee, compliance with business communication
standards, creating and maintaining a business image
and impeccable reputation of the organization, and
maintaining the confidentiality of information.

3. Respect and tolerance. Employees of the organ-
ization must treat those with whom they interact with
respect, be tolerant of other people’s opinions, and be
polite and correct.

4. Reciprocity. At a level higher than the rules estab-
lished by the corporate code for personnel, there are
rules for the organization as a whole: responsibility
for the quality of its products and fulfillment of con-
tractual obligations, creating and maintaining mutually
beneficial relationships with suppliers and consumers,
recognizing the labor merits of employees, providing
them with decent remuneration, social guarantees.

Communication in the business sphere is strictly
regulated and manifests itself in various forms, among
which the most important are business conversation,
negotiations, and business meetings.

Polite, etiquette behavior of a person is closely
related to phatic communication, as it involves “sof-
tening” the communicative situation through the use
of an established, accepted order of behavior and
forms of treatment. However, phatic communication
refers not only to the area of manifestation of typi-
fied forms of politeness, generalized by etiquette, but
covers a wide variety of situations of establishing and
maintaining contact. Speech behavior in phatic com-
munication has a wider scope of application than eti-
quette behavior.

By themselves, “communicative stereotypes of
speech etiquette, without introducing new logical
content into communication, express socially signifi-
cant information like “I notice you, I recognize you, I
want contact with you,” that is, they meet the impor-
tant goals of the speakers and demonstrate the essen-
tial functions of language”. The use of verbal formu-
las of speech etiquette sets the desired tone of speech
communication (official, neutral or casual).

At the same time, verbal formulas of speech eti-
quette, which we include (or do not include) in our
speech, are capable of transmitting information about
us to others in the same way as, for example, into-
nation, gestures or facial expressions. The commu-
nicative stereotype chosen by the communicant can
emphasize the social affiliation of the communication
participants, reflect the nature of their relationships,
and also serve as an indicator of the level of commu-
nicative competence and characteristics of the com-
municative style.

At the same time, each of the interlocutors is
forced to take care of the interest in the topic on the
part of the speech partner and demonstrate their own
interest or disinterest, if circumstances so require. If
the speech partner participates in the development
of the topic through lengthy statements, clarifying
questions, assent, and emotional reactions, then the
addresser has the right to continue the topic. If the
intellectual and emotional activity of the addressee
tends to zero, then there is a thematic rejection or the-
matic fatigue, and then the interlocutor who proposed
the topic, in order to avoid termination of speech con-
tact, must change it or respond to the partner’s pro-
posal for a replacement. In phatic communication, the
rule of focus should be observed, according to which,
in the conditions of a specific speech act, the refe-
rent must constantly be in the focus of attention of the
communication partners.
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Science proposes to distinguish a number of com-
munication functions that personify communication
and allow not only to manage it, expressing will, emo-
tions, feelings, but also build it in accordance with
rituals or scenarios, norms of communication.

It is worth noting that these features distinguish
mainly indirect communication, which implements reg-
ulatory and phatic functions (when the speaker strives
not so much for information as for communication).

The basis of corporate ethics is values, that is,
shared beliefs that determine what is right and what is
wrong. Values can be positive, guiding people towards
patterns of behavior that support the achievement of
the organization’s strategic goals. Such values are
characterized by statements such as “The interests of
the consumer are above all,” “The success of the com-
pany is my success.” Values can also be negative, that
is, negatively affecting the effectiveness of the organ-
ization as a whole.

Depending on a company’s history and treatment
of its staff and clientele, its corporate ethics may be
characterized as traditional, highly skilled, innovative
or social. Let’s look briefly at each type.

Highly qualified corporate ethics. Its main princi-
ple is the selection of talented top-level people who
can influence lower-level employees. This is often the
case in companies where risky transactions, such as
financial trading on the stock market, are the norm.

Innovative corporate ethics is in many respects the
opposite of traditional ones.

Initiative and creative ideas are welcomed
at all stages of a career in the company. There is also
some risk.

Conclusion. Public corporate ethics is charac-
teristic of organizations in which goals are achieved
through joint efforts, teamwork based on trusting rela-
tionships. There is often an emphasis on caring for
employees. In such companies, employees are often
paid a little more than usual, and there is a system of
incentives and rewards for achievements.

Basic norms of corporate behavior began to emerge
in countries with the most developed capital markets:
England, the USA and Canada. Corporate codes were
created that regulated the practice of corporate behav-
ior, the interests of shareholders, the scope of powers
of directors and company management.
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I'apxiesa JI. E. IOHATTA A1IJIOBOI'O CIIVIKYBAHHSA Y CYCHILJIBCTBI
Lls cmammsa npucesuena 6uUs4eHHIO 3A2aNbHUX NUMAHL Ma NOHAMMS 006020 cniakyeanus. Ilpunyunu

emuxy OiNoBUX BIOHOCUH € Y3A2ANbHEHUM GUPA30M BUPOOIEHUX ) MOPAIbHIU CBIOOMOCMI CYCHIlbCMEA
MOPAbHUX BUMOR, 5IKI 8KA3YIOMb HA HeOOXIOHY N0BeOIHKY YUACHUKIG 0in08UX 8iOHOCUH. [[inosutl emukxem — ye
NOBEOIHKA CRIBPOOIMHUKIE KOMRAHIT 8 PI3HUX CUMYAYISX, BKAIOUAIOUU OLI08E TUCMYBAHHS, OLI08E CRIIKYEAHHS,
nputiom Ha pobomy, 36epHeHHs 00 Kepignuymea. [linose cninKyeauHs nionopsaoKo8yEMvbCs NeGHUM NPAGULAM
i HOpmam, wo eusHauaromucs oo Qynxyiamu. Hayrkosuil peynomam pobomu nonsieae 8 HACMynHoMy: ye
O00CHIOINHCEHHS BUBHAYAEMbC MUM, WO BOHO CHPUSE GUPIULEHHIO 3A60aHb Meopii KOMYHIKayil ma 0in1o602o
CRINKY8aHHA. J{OCTIOJNCEHHA MAKONC POWUPIOE CYHACHI YABNEHHS NPO DeakmusHy NO8eOdiHKY peyunicHma
V pi3HUX cumyayiax 0il08020 AHSIOMOBHOZO (AMepUKAHCbK020) chinkysauHs. Haykoea Hosuzna pobomu
BUABIAEMbCA Y UYbOMY, WO Ye OOCHONCeHHS NPUCBAYEHO BUBUEHHIO O0COONUBOCHEN KOMYHIKAMUBHO2O
NOBEOIHKU AMePUKAHCHKO20 0i106020 yenogeka. OCHOBHA y8az2a NPpUOiNaEMbCa MAKOMY MUNY KOMYHIKAMUSHOI
N0BeOiHKU, K NOBEOIHKA MOOUHU Y CUmyayisx 0ino8o2o cninkysauts. Ilpuxiaoune 3navenns pooomu: /inose
CRINKY8AHHS — Ye 0coOnusa hopma 63aemo0ii 10oetl y npoyeci neeHo20 udy mpyooeoi OislibHOCMI, KA CHPUSLE
BCTHAHOGNEHHIO NAPMHEPCLKUX GIOHOCUH MIJIC KEPIGHUKAMU Ma NIONIe2IUMU, MIJHC KOAe2aMU, CIBOPIOE YMOBU
0715 NPOOYKMUBHOI CRignpayi 3 Memor 00CASHEeHHs 3SHAYHUX Yinell, wo 3a0e3neuyiomy YCnix cnilbHoi cnpagu.
Humanns 0inoeozo chinKyeauHs, AKi 6uuarOmMv 6a2amo OO0CIIOHUKIE, € HEOOXIOHOK YACMUHOIO JHCUMMIS,
BANCIUBUM BUOOM 83AEMOOIT 3 [THWUMU AH00bMU. Tpaduyilina KOpnopamueHa emukd XapaxkmepuzyembCs
CMAHOApPMU308AHUMU BIOHOCUHAMU I3 YiMKO eu3HauYeHUMU poramu. Hakazu euxoosame 320pu i UKOHYIOMbCA
nioneznumu 6e3 062080pents. Hatiuacmiwe yeii mun emuxu 3yCmpiyaemuscs y KOMIAHIAX 3 0A6HO YCMAeHUMU
Memooamu YNpasiints ma éedents 6iznecy, 0e 6iH HalOLIbW eheKMmUusHULL.
Knrwouosi cnosa: dinose cninkysauHs, KoMyHikayis, QyHKYia, Mosa, ycHe MOBIEHHS, NUCbMOBE MOBJLEHHSL.
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