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IDIOMATIC EXPRESSIONS

IN ENGLISH BUSINESS COMMUNICATION:

THE MODERN CONTEXT

The significance andfunctionality of idioms in contemporary English business discourse are examined
in the article. Idioms, with their culturally embedded meanings and imagery, play an essential role in
enhancing the expressiveness and precision of professional interactions, making communication more
vivid and effective. For many non-native speakers, the use and correct interpretation of idioms can be
a challenging task, often leading to misunderstandings and a decrease in the quality of communication.

This article emphasizes the key aspects of the proper use of idioms in business English, particularly
during the preparation of students and professionals for effective work in an international business
environment. The study highlights that mastering idiomatic expressions contributes to the development
of speech skills and communicative competence, which is crucial for achieving success in the modern
business world.

Various aspects of the functional load of business English are considered, including telephone
conversations, business correspondence, business meetings, and media. Specific idioms such as “get
the ballrolling”, “on the grapevine”, “‘from the horse’s mouth”, and their use in the context of business
communication are analyzed. Particular attention is paid to the translation of idiomatic expressions
from English into Ukrainian, taking into account cultural nuances and national characteristics.

The article also highlights the importance of practical knowledge of business communication
skills in various situations, rather than merely mastering business vocabulary. The acquisition
of phraseological units during the learning process and their correct usage contribute to
the development and improvement of speech skills of future specialists. Thus, knowledge of idiomatic
expressions and the ability to use them correctly provide students with opportunities that help them
achieve the level of proficiency necessary for success in the modern business world, allowing them to
feel more comfortable in a work environment where specialized English is the norm.

Based on the research findings, it can be concluded that idiomatic expressions play a significant
role in business communication, adding expressiveness and precision. Knowledge and correct
usage of English idioms add vividness to business conversations and allow interlocutors to better
understand each other, contributing to the establishment of more informal contacts between partners

and enhancing the effectiveness of intercultural communication.
Key words: idioms, business communication, intercultural communication, translation of idioms,
communicative competence, phraseological units, expressiveness, business english, professional

interaction.

Statement of the problem. The intricate and
multifaceted nature of idiomatic expressions poses
a unique challenge in the realm of modern English
business discourse. Idioms, with their deeply ingrained
cultural connotations and figurative meanings,
play a vital role in enriching communication and
adding expressive depth to professional interactions.
However, for non-native English speakers, the correct
usage and interpretation of idioms can be daunting,
often leading to misunderstandings and ineffective
communication. This issue is especially pronounced
in the context of international business, where
precision and clarity in communication are crucial for
successful partnerships and operations.

The existing body of research highlights the
importance of idioms in fostering effective and
nuanced business communication. Yet, there
remains a significant gap in understanding the
specific challenges non-native speakers face and
the strategies they can employ to overcome these
hurdles. Additionally, the translation of idiomatic
expressions from English to other languages, such
as Ukrainian, requires further systematization and
generalization to ensure the preservation of meaning
and expressiveness.

This study aims to address these gaps by exploring
the role of idioms in contemporary English business
discourse, examining the difficulties faced by non-
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native speakers, and proposing practical solutions for
their effective use. By shedding light on these issues,
the research seeks to enhance the overall quality
of business communication, promoting greater
inclusivity and understanding across diverse cultural
contexts.

Analysis of recent research and publications.
Researches in the field of phraseology, particularly
in business discourse, have been extensively
conducted by numerous scholars and researchers
in the domains of linguistics, communication, and
business education. Notable contributions include:
Illya Rozengart, who explored the impact of
phraseological units on the effectiveness of business
communication; Olga Bondarenko, who carried out
a comprehensive analysis of phraseological units in
English and Ukrainian business languages; Oleksandr
Grebenyuk, who studied the semantics and functions
of phraseological units in various business contexts;
Tetiana Tkachenko, who actively researched the role of
phraseological units in intercultural communication.

These studies significantly enhance our
understanding of the specific use of phraseological
units in the business sphere and their impact on
communication. By examining the diverse functions
and applications of idioms, these scholars have
provided valuable insights into how phraseology
can shape business interactions, foster clearer
communication, and bridge cultural gaps in the
corporate world. Their work wunderscores the
importance of mastering idiomatic expressions for
effective communication in international business
contexts and contributes to the development of
strategies to overcome linguistic barriers faced by
non-native speakers.

Overall, the issue of using idioms in English
business discourse and their translation into
Ukrainian requires further research, systematization,
and generalization. The use of phraseological units
in business discourse is an important aspect of
communication, as they can emphasize meaning,
making the text more expressive and productive.

Task statement. The purpose of the article is
to investigate and analyze the use of idiomatic
expressions within the context of modern English
business discourse. The research will focus on several
key objectives: identify and categorize common
idiomatic expressions used in contemporary English
business communication; examine the impact of
idiomatic expressions on the effectiveness and clarity
of’business interactions, particularly among native and
non-native English speakers; explore the challenges
faced by non-native English speakers inunderstanding
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and appropriately using idioms in business settings;
propose strategies and best practices for non-native
speakers to master idiomatic expressions, thereby
enhancing their proficiency in business English;
evaluate the process and challenges of translating
English idiomatic expressions into other languages,
with a specific focus on Ukrainian; assess the cultural
nuances and implications associated with idiomatic
usage in international business environments.

By addressing these tasks, the article aims to
provide a comprehensive understanding of the
significance of idiomatic expressions in business
discourse and offer practical solutions to improve
communication across diverse linguistic and cultural
backgrounds.

Outline of the main material of the study.
Functional features of business English include:
telephone  conversations  discussing  business
specifics, business correspondence, business media,
business meetings, business conversation techniques,
and contracts aimed at the business sector [7, p. 35].

Business English as a special-purpose language is
considered from the perspective of the interdependent
integrity of oral and written speech used in business
spheres of life [4, p. 11].

Business English and general English share
much more common language when it comes
to idioms, expressions, and phrases. Written
business communication is not filled with idiomatic
expressions, whereas oral business communication
allows for the use of idioms not only to convey
the necessary information but also to create an
atmosphere of genuine communication. Proper use of
idiomatic expressions immerses the interlocutor in the
atmosphere of English life in general and business in
particular, fostering a more informal contact between
partners.

Idioms originate from native speakers, but for
those whose native language is not English, finding
the right word at the right time can be difficult and
confusing, making it important to know when and
how to use idioms [2, p. 21].

An idiom is a stable expression unique to a
language that, regardless of the meaning of the
words in it, conveys a concept and usually cannot be
literally translated into other languages [3, p. 34]. Itis
an expression understood only by native speakers or
those familiar with the language. Thus, it is a stable
expression inherent only to a certain language and
culture, making it impossible to translate literally in
a formulaic linguistic section. The literal translation
of this concept is “communication formula” or
“speech pattern”. Therefore, it can be said that
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formulated language includes immutable and
indivisible expressions that are a single speech unit
rather than a combination of several different words.
To correctly translate an idiomatic expression, one
must completely depart from the sentence structure,
its lexical form, fully understand the idea hidden in
the sentence, and express it as accurately as possible
in a literary form, closely approximating the original.

Many English idioms are based on analogies and
metaphors. To understand the true meaning of idioms,
they need to be studied in context. For example: “get
the ball rolling” — when a project is initiated, it means
“to get started”. If a project is delayed, it is “put on
hold”. If a project is fully launched and progressing
successfully, it is “in full swing”. And if a project
fails, it is not closed but “pull the plug”. Idiomatic
expressions are often associated with specific images
that are unique to the English language. This image
cannot always be preserved, but the related meaning
must be conveyed accurately. Studying business
language contributes to a more comprehensive
understanding of the English language, as interlingual
communication is a complex multidimensional
process that includes the simultaneous interaction of
elements with different degrees of communicative
direction, structural-semantic complexity, and
meaningful explanation of communicative units
[8, p. 91].

Although the business world has its own
phraseology and even slang, many idioms are often
used by business people both in business language
and in non-business contexts. For this reason, idioms
are not tied to any specific sphere of life or culture in
English-speaking countries.

To determine the purposes of using idiomatic
phrases and units in this context, as well as their
functional load, let us consider the idioms “on the
grapevine” and “from the horse’s mouth”. E.g. I heard
on the grapevine that our company is going bankrupt.
Is it true? — Yes, the CEO told me himself. I heard it
from the horse’s mouth — “Xonmate dyTkm, M0 HamIa
KoMIIaHisg 30aHkpyTye. Tak, reHepaqbHUN TUPEKTOP
CKa3aB MeHi po 11e”. S 4yB 1e 3 nepumx ByCT.

This example illustrates both the meaning and
syntactic possibilities of idioms, which combine
the lexicological, lexicographical, and functional
aspects of language. These idiomatic expressions are
conversational and informal in style.

Contrary to the belief that business language is dry,
let us provide examples of the most commonly used
English idioms that make business language more
lively and expressive [6, p. 104]. These expressions
are mainly heard in the business sphere but can also

be effectively used in public life. In these examples,
idioms are organized according to their functional load.

1. Business Startup.

Game plan — [lman rpum — crpareris abo TUIaH
TOCSATHEHHS yCIiXy (TIaH JOCATHEHHS ycmixy). E.g.
What is our game plan for dealing with our new
competitor? — SIknii y HacC TJIaH TPH 3 HAILIUM HOBUM
CYTIEpHUKOM?

Get something off the ground/get the ball
rolling — TligaimMaTu 1m0-HeOyab 3 3eMiTi / KPYTUTH
M’sTd — TTOYATH MPOEKT a00 CIpaBy (ITOYATOK MTPOECKTY,
cupasn). E.g. We're glad the planning process is over:
We’ll be looking forward to getting the project off the
ground. — Mu xouemo, mo0 npouec OyB crjiaHoOBa-
HUM. Mu OyzieMo pajii TOBEpHYTH MPOCKT 3 KPako.

Get off to a flying start — Ilouyaru sitati — qyx)e
BIIAJIO TIOYATH MiSUTHHICTE (YCHINTHO TOYATH IMOCH).
E.g. The new marketing campaign got off to a flying
start and sales increased. — HoBa MapKeTHHIOBa KaM-
MaHisl movaja yCmillHo, MPOJaKi 3pOCIu.

Learn the ropes — HaBUMTHCS OCHOBaM YOrOCh
(maBuuTHCA OCHOBaM 4YOroch). E.g. I'm learning the
ropes in my new position. — 51 mocTaBUB MOTY3KH Ha
HAIly HOBY MO3UIIO.

In a nutshell — Kopotko — 1e peanbHi ronoBHi
(akTH B IBOX CJOBaxX, 3p03yMisio (KOpPOTIIE, B KiJib-
KOX CJIOBax nepeaaru rojiosue). E.g. In a nutshell, this
book is about how to motivate employees. — C1oBoM,
I KHUTA TIPO Te, SIK MOTHBYBATH CIIBPOOITHHKIB.

Give the thumbs up — maBaTu cxBaneHHs (3arBep-
mkyBaty mwock). E.g. They gave our new proposal the
thumbs up. — Haury HOBY IPOMO3HUIIIIO CXBAJIHIIH.

Give a thumbs down — 3anepeuyBaru CXBaJICHHS
(BimMmoBy, HecxBanieHHs). E.g. [ can t believe she gave
us the thumbs down. — 1 HeMae CyMHIBY, IO BOHH
CXPECTHIIN TabLI.

2. Goals and Objectives.

Since we are ready to achieve the goal — both as
a method and a means to achieve the goal — we can
use special offices to acquire major signs — in other
words, as a means to achieve the goal.

Think big — maTi am6iniliHi 1iJi Ta TUIAHKA HA MaH-
OyTHe (Maru amOiuiiiHi miuann Ha MalOyTHe). E.g.
I’'m not content with just opening one or two more
stores. I'm thinking big. I think we can open 10 stores
in the next five years. — MeHe He BIAIITOBYE MPOCTO
BIZIKpUTH IIIe OJMH-/{BAa MarasuHu. S rymaro maci-
TaOHO — 51 AyMalo, 1110 MU MOKeMo Biakputu 10 mara-
3MHIB IPOTATOM HACTYIHHUX IT SITU POKIB.

Make up one’s mind — BupimryBaru. E.g. [ haven t
vet made up my mind whether to accept the offer
or not. — | e Tpeba 3poOUTH, HE3AIECKHO Bif TOTO,
XOYelll TH I[HOT0 Y Hi.
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On purpose — CBiIoMO — HE BUTIAIKOBO Y1 BUIIA/I-
KOBO, & 3 TEBHUM HaMipoM; HaBMHCHO (3 METOIO,
HaBMUCHO). E.g. Although everyone has to be at the
meeting on time, the chairman will be a few minutes
late, as usual. He does this on purpose, just to let
everyone know who's in charge. — Ane He3alle)HO
BiJl TOTO, B KU Yac JOOHW BU TijeTe, y TOJIoBH Oyre
OlIbllle XBUJIMH, HDK 3a3BHYail. PoOuTh 1€ creri-
aJabHO, ajie JI0 JIiTa BCi 3HAIOTh, XTO TOJIOBHHIA.

Take steps — BUKOHATH Psj AiH IS JTOCSTHEHHS
TIEBHOT METH (3POOUTH PSII Mili A1 TOCATHCHHS TICB-
Hoi MeTH). E.g. In the course of the next day or so, we
shall be taking steps to put our plans into action. —
HaitOnmkunM HEM 4¥ THSIMH MU MaJId BXKUTH 3aX0-
JUB JJIs peatizallii HallluX IJIaHiB.

With a view to — 3 MeTOr0, METOIO (POOHUTH) 110
(3pobutn). E.g. We are opening an office in Budapest
with a view to expansion in Eastern Europe. — Mn
npamioemMo 3 ogicy B bynmamemri 3 MeTOIO po3IIU-
peHHs B €BpoTIi.

3. Focusing.

Come to the point — IlepeiiTi 10 cyTi — mepenT
0e3rmocepelHbO 10 OCHOBHOI TeMH a00 HaWBaXKITH-
BIllIOT YaCTWHU [iSUTBHOCTI (TieperTu o cyrti). E.g.
I'm afraid I can 't follow your reasoning; you 've been
speaking for twenty minutes without coming to the
point. — Botocsi, s He MOXKY 3pO3yMITH Balli MipKy-
BaHHS;, BY roBOpUTE NBAIIATH XBHIIMH, HE JOXOITIH
IO CYTi.

Keep your eye on the ball — 30cepenutu Bcto cBoro
yBary Ha 4oMy-HeOynb 1 He BTpadaTH yBaru («crte-
JKUTH 33 M sT9eM», He BTpadatu 3 Buay). E.g. [ know
we can do it. We just need to keep our eyes on the ball
and not lose focus. — 51 3Ha¥0, 10 MU MOXKEMO II€ 3pPO-
OuTH. MU MTOBUHHI IUBUTHCS HA M4 1 HE BTpadyaTH
KOHIICHTPAIIIf0.

Get down to business — JlaBaiiTe mepeiinemo 1o
CIpaBH — IIepecTaHbTe 0ajJaKaTH i MOYHITH TOBOPUTH
Ha CepHO3HI IIOBI TeMH (MIPUCTyNaWTe J0 CIIPaBH).
E.g. Now, when everyone is here, let’s get down to
business and talk about the proposal. — Teniep, xoau
BCI TyT, TaBaiiTe IepeiIeMo JI0 CIIPaBH i IOTOBOPUMO
PO MPOMO3HULIIIO.

Get to the bottom of — Jlokomarucs 10 cyTi —
3’sicyBaTu MPUYHMHY a00 CyTh MpobieMu (3’sicyBaTH
cyTh mpoOmemu, cutyarii). E.g. Staff turnover is
on the increase. Management is trying to get to the
bottom of the matter. — 3pocTae TUIMHHICTh KaJpiB.
KepiBHMIITBO HamaraeTbcsi 3’SiICyBaTh CyTh IPO-
onemu.

Zero in on — BU3HAUYUTH 1 30CEPEAUTHUCS HA SKIHCh
MeTi (30cepeauTn yBary Ha 4omych). E.g. We need
to come up with new products and zero in on new
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markets if we are to stay ahead of our competitors. —
Mu 1noBuHHI PO3pOOUTH HOBI MPOAYKTH 1 30Cepei-
WTHCS Ha HOBUX PUHKAX, 100 3aJIUIIATHCS TIOTIEpeTy
KOHKYPEHTIB.

4. Disagreement and Criticism.

At cross purposes — I[Ipu mepexpecHux MisIx —
PO30DKHICTh JYMOK, Oa)KaHHS, IO MPHU3BOIATH J0
IUTyTaHUHU (PO3MOBAa Ha «PI3HUX MOBax», MPOTH-
JIEKHI JTyMKH, Oa)KaHHsI, 1110 TPU3BOISATH 10 HEMOPO-
3yMinb). E.g. I was thinking of a meeting this week. —
1 think we’re talking at cross purposes. — 51 nymas
po 110 3ycTpiv. — J[yMaro, Mu pO3MOBIISIEMO Ha Pi3-
HUX MOBaXx.

Get the wrong end of the stick — B3sru He Toi
KIHEIlb MaJUIll — 3HAYUTh YOroch HE 3po3ymitu. E.g.
If you think our biggest problem is communication
then you got the wrong end of the stick. — SIxmo Bu
JIyMaeTe, Mo Haila HaioiumkIra mpobieMa — 1e CIiji-
KyBaHHS, TOA1 BU HiYoro He 3po3yminu [ 1, p. 10].

Can’t make head nor tail of it — s Hidoro HE po3y-
Mil0 (HEMOXIIMBO IIOCH 3PO3YyMITH, MIOCH 3pPO3Y-
mitn). E.g. This document from our subsidiary makes
no sense at all. I can't make head nor tail of it. — lew
JOKYMEHT BiJl HaIlloi JO4ipHhOi KOMIaHi1 30BCiM 0e3-
DIy3Auid Ta HenoTpiouuil. Hivoro B HbOMy HE TAMITIO
[1, p. 10].

Be beside the point — HISIKOro BiJHOIICHHS J0
00TrOBOPIOBAHOTO (HE Ma€ BiHOIIEHHS 10 00TOBOPIO-
BaHoro). E.g. The only important question is whether
we go ahead with the project or not, anything else is
beside the point. — BaxnuBo nuiie Te, o MU pOOUMO
3 MPOEKTOM YH Hi; BCE 1HIIIC HE Ma€ 3HAYCHHSIL.

Shift the blame (or responsibility) (on to) — ITepe-
KJIacTu TpoBuHY (a0o BiAMOBimampHICTH) (HA) —
cnpoOyBaTH MepeMiCcTHTH Bary abo (OKyc MpOBHUHU
YW BIAMOBIAAILHOCTI, HEMPABUIBHO CHPSIMYBABIIH
iX 3 micis, MO0 YHUKHYTH IBOTO (IIEPEeKJIACTH Bij-
MOBIIAJILHICTh 3a IIOCh HA KOroch iHmoro). E.g.
He is a bad manager, always shifting the blame for
his mistakes on other people. — 1le moranuii kepis-
HUK, SKHA TIOCTIMHO Iepekiiajac MpOBHHY 3a CBOI
MOMUJIKY Ha 1HIINX JTEOACH.

5. Steps to Agreement and Compromise.

Be in line with — OyTu B 3roai uu 3roi 3 (JJOMOB-
JIATUCS 3 KUMOCh, criBnpaiioBatu). E.g. Your ideas
are very interesting, especially as they re very much
in line with our own. — Bamii gymku y»ke 1ikaBi, 0Co-
OJIMBO TOMY, 1110 BOHHU JIy’KE CIIBIAIAIOTH 3 HAITUMH.

Be on the same page — mominsaTH CXOXi AYMKH
Ta igei («OyTu Ha OfHIN CTOpPIHWI», JOOpe NagHATH).
E.g. Paola and I agree on most things. We seem to
be on the same wavelength. — Mu 3 Ilaomoro no6pe
JIaTHAEMO.
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See eye to eye with somebody — maru cxoxi
MOTYISITN, TIOPO3YMITHCS (IUTUTH CXOXKi JyMKH, 100pe
nagnatu). E.g. My boss doesn't see eye to eye with
me about our marketing campaign. — Miii 60c He
TTOTOIIKY€ETHCS 31 MHOIO TIIOI0 HAIIOT MapKETHHTOBOT
KaMIaHii.

Go along with — 3ronen 3 — mominsie Ty camy
JIYMKY; TIOTOJUKYBATUCS 3 (PO3AUISATH YHiCh TyMKH).
E.g. The company is happy to go along with your
proposals. — KommaHis i3 3a70BOJICHHSIM TpUMe
BaIIli TIPOITO3HIIIi.

Give and take — JlaBatu i OpaTu — iTH Ha KOMII-
poMic abo JocsiraTv 3TO/IH, B3a€MHI ITOCTYIKH (10CS-
raTH KOMIIPOMicy, Jie KO’KHa CTOpPOHA BUTpae abo Mmpo-
rpae ogHakoBo). E.g. All relationships, from marriage
to business, call for an element of give and take. — Yci
CTOCYHKH, BiJl ITIO0Y 10 Oi3HECY, BUMAararoTh B3a€M-
HUX TOCTYIOK.

Build bridges — «IloOynoBa MocTy» — 11e moKpa-
IICHHS CTOCYHKIB MDXK JIFOIbMH, SIKi JIy’)Ke BiApi3-
HSIOTBCSL 00 MArOTh Pi3HI TOUKH 30py (HamaraTucs
MOKpamuT cTocyHku). E.g. A non-governmental
organization is engaged in building bridges between
different communal groups in the city. — ' pomancrka
Opraizarlisi 3aiiMaeThCsl «HABEACHHSIM MOCTIBY» MiXK
PI3HUMHU TPOMaJiaMH MicTa.

And these are just a few examples of the many
vivid expressions you can use to enrich your English.

Idiomatic expressions add a layer of richness and
depth to language, making communication not only
more engaging but also more precise in conveying
nuanced meanings. They can make your speech or
writing more colorful and relatable, allowing you to
connect better with native speakers and understand
cultural contexts more deeply. By integrating idioms
into your language repertoire, you enhance your ability
to express complex ideas succinctly and vividly.

For instance, consider the idiom “break the ice,”
which means to initiate conversation in a social setting,
making everyone feel comfortable. Or the phrase “hit
the nail on the head,” used to describe someone who
has precisely identified the crux of a matter. These
idioms not only convey specific meanings but also
bring a conversational element to professional and
casual dialogues alike.

Learning and using idioms can significantly
impact your fluency and make your interactions more
authentic. Moreover, idioms often encapsulate cultural
wisdom and shared experiences, providing insights
into the values and worldviews of the language’s native
speakers. As you explore and adopt these expressions,
you not only improve your linguistic skills but also
deepen your cultural appreciation and empathy.

Incorporating  idioms into  your  daily
communication will undoubtedly make your English
more expressive, engaging, and effective. So, don’t
hesitate to explore and embrace the colorful world of
idiomatic expressions.

Conclusions. When studying business English,
it is important to understand that knowing business
vocabulary is not the primary goal. Far more
important is practical knowledge of business
communication skills in various situations.
Mastering idiomatic expressions during the learning
process and using them correctly contributes to the
development and improvement of speech skills for
future professionals. Thus, knowledge of idiomatic
expressions and the ability to use them correctly
provides students with opportunities that help them
reach the level of proficiency necessary for success
in the modern business world, allowing them to feel
more comfortable in a work environment where
specialized English is the norm.

Based on the research on the use of idioms in
modern English business discourse, the following
conclusions can be drawn:

e English idioms are widely used in the
conversational style of business English.

e Proper translation of English business idioms
requires consideration of the language’s national
color and cultural mentality.

e The expressive function is one of the leading
characteristics of business idioms.

e Knowledge and correct use of English idioms
add vividness to business conversations and allow
interlocutors to better understand each other.

e All idioms used in business language have a
pragmatic charge.

e Mastering idiomatic expressions by students
contributes to the development of their communicative
competence.

The research also highlights the importance of
incorporating idioms into the curriculum for business
English learners. This helps future professionals
achieve the level of proficiency necessary for success
in the global business arena, allowing them to feel
more comfortable and capable in environments where
specialized English is the norm.

In conclusion, the study emphasizes the need for
ongoing research and systematic study of idiomatic
expressions in business communication. By
continuing to explore this area, educators and linguists
can develop more effective teaching strategies
and resources, ultimately enhancing the linguistic
and cultural competence of business professionals
worldwide.
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Caueka JI. 3. TIIOMATHYHI BUPA3H B AHIVIIICHbKOMY BISHEC-CHIJIKYBAHHI:
CYUYACHHMI KOHTEKCT

Y cmammi «loiomamuuni eupazu 8 aHenilUcCbKOMY OI3HEC-CRIIKY8AHHI: CYYACHULL KOHMEKCI»
00CAI0AHCYEMBCA 3HAUEHHA MA (QYHKYIOHANIbHICIb i0i0M ) CYUACHOMY AH2LOMOBHOMY OL1080MY OUCKYPCI.
10iomu, 3 ix Ky1EMYPHO 80YO00BAHUMY 3HAUEHHAMU MA 0OPA3HICMIO, 8I0I2PAIOMb 8ANCIUBY DOJIb Y NIOGUUEHHI
BUPAHOCMI Ma MOYHOCMI NPOPeCiiHuX 63a€MOOItl, pOOAAYUY CNIIKYBAHHA OLIbUL ACKPABUM MA eDEeKMUBHUM.
s bacamvbox HOCIi8 IHWUX MO8 SUKOPUCMAHHA MA NPABUIbHA iHmMepnpemayis i0dioM Cmae CKAAOHUM
3A60AHHAM, WO YACTO HPUIBOOUMb 00 HENOPO3IYMIHb | SHUNCEHHS AKOCMI KOMYHIKAYIL.

Lln cmammsa akyeHmye y8azy HA KIHOUOBUX ACHEKMAX NPABUIbHO20 BUKOPUCIAHHA [0iomM ) 0L1080OMY
AH2ITCLKOMY MOBJLIEHHI, 0CODUB0 NiO Yac ni020MOEKU CIyOeHmie ma npogecionanie 0o epekmugHoi pobomu
8 MIJCHAPOOHOMY Oi3Hec-cepedosuwi. Y 00CniONHcenHi NiOKPeCIoEMbCs, WO 3AC80EHHA 10IOMAMUYHUX
BUPA3I8 CNPUSLE PO3BUMKY MOBLEHHEGUX HABUYOK MA KOMYHIKAMUBHOI KOMNEMEeHMHOCHI, WO € 8aNCIUBUM OIS
00CACHEHHS YCNIXY 8 CYYACHOM) OiN0BOMY CBIM.

Posensoaromvca pisnomanimui acnexmu hyHKYIOHAIbHO20 HABAHMANCEHHS OiN080I AH2NIUCHKOI MO8,
30Kpema mene@oHHI po3mMosuU, Oiloge NUCMY8aHH:, OL108I 3ycmpiui ma media. AHanizyiomoca cneyugpiuni
idiomu, maxi ax “get the ball rolling”, “on the grapevine”, ‘‘from the horse s mouth”, ma ix sukopucmaHmus
6 Kowmexcmi Oiznec-komyHikayii. Ocobnusa yeaza npudilaemvcsa nepexiady iOioMamudHux eupasie
3 AH2NIUCHKOT HA YKPAIHCHKY MO8Y, 3 YPAXYBAHHAM KYIbMYPHUX HIOAHCI8 MA HAYIOHAIbHUX 0COOIUBOCMEN.

Cmamms maxosic aKyeHmye y8azy Ha 8ANCIUBOCHI NPAKMUYHO20 3HAHHS HABUYOK 0108020 CRiIKYBAHHS
8 PIZHUX CUMYayisx, a He Tuule Ha 80100IHHI Oi3HeC-TeKCUKo10. 3ac80EHH hpazeonoizmis nio ac HaA8YAIbHO2O
npoyecy ma ix npasuivbHe GUKOPUCMAHHA CAPUAIOMb PO3GUMK)Y Md 800CKOHALEHHIO MOBIEHHEGUX HABUUOK
manoymuix cneyianicmie. Takum 4uuHoOM, 3HAHHA I0IOMAMUYHUX BUPA3I6 T 8MIHHA IX NPABUTLHO BUKOPUCTIOBY8AU
HAoae cmyoeHmam MONCIUBOCHI, SKI OONOMONCYMb iM O00csaemu pi6Hs 80100IHHA, HEOOXIOH020 Olsl YCNiXy
8 CyuacHomy OLI0BOMY CBImi, NOUY8arUUCh OiIbU KOMPOPMHO 8 pobouomy cepedosuwyi, 0e chneyiaibHa
AH2NICLKA € HOPMOTO.

3a pezynomamamu 00CAIOHCEHH MONCHA 3POOUMU BUCHOBOK, WO I0iOMAMUYHI 8UPA3U 8i0ieparoms 3HAUHY
ponb Yy Oi3Hec-CRiIKy8aHHi, 000a4y UOMY SUPA3HOCTI MA MOYHOCMI. 3HAHHA MA NPABUIbHE BIHCUBAHHSL
AH2ICLKUX i0loM HaA0arms N0l pO3MOBI ACKPABOCHE M 00380AI0Mb CRIBPOIMOBHUKAM Kpauje po3ymMimu
00UH 0O0HO20, U0 CRPUSIE BCTNAHOBIIEHHIO DLbUL HEPOPMATLHO20 KOHMAKIY MIdC NAPMHEPAMU MA NiOBUL eHHIO
ehexmusHoCmi MidcKyIbmypHOL KOMYHIKAYIL.

Knrouosi cnosa: idiomu, 0inose CniiKy8aHHs, MINCKYIbMYPHA KOMYHIKAYis, nepexiad i0ioM, MOBIeHHERA
KOMNeMeHMHICMb, hpazeono2iuni 00uHUYL, eKCNpecu8Hicmy, 0l08a AHIIUCLKA MOBA, NPOGECIHA 83AEMOOI.
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