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Abstract. This article considers the ways and possibilities of developing typologies for the
category of business communication. The aim of the article is to identify the criteria for the
typologization of business communication. It should be noted that typology in business
communication is intended to determine the communicative-contextual environment and
conditions of negotiations that require the accommodation of the participants. In this aspect, this
article is a logical continuation of the scientific-theoretical and paradigm-based interpretations of
the concept of communication, which is quite fully used in the analysis of business discourse. In
this regard, the authors solved the following tasks: to determine the criteria for ranking types and
subtypes of professional and business communication and to classify and structure them to adapt
the sociopragmatic typology of business communication with the so-called sociopragmatic
intercommunicating principles. To solve these tasks, the modification of cognitive-pragmatic
technology was studied, which includes the components of Relational Pragmatics (RP) in the
assessment, such as participants, language, and context. The study and analysis of these aspects
enabled us to analyze the intercultural business communication strategy, which is a more
significant and effective new construct than the sum of its constituent components beyond
integrative functioning. Such methods as case study and critical analysis were utilized during the
research. The scientific novelty of the research lies in the fact of defining the categories of business
communication. The theoretical significance of the article is underlined by revealing business-
communication classification criteria from different scholars’ points of view. The practical
significance liesinthe possibility of using the researchresults inteaching business communication
and relational pragmatics.
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Basic provisions

In the existing works on the development of classification and typological
criteria for ranking types and subtypes of professional and business communication,
the choice of the theoretical basis of typology by researchers, first of all, depends on
the choice of one of the paradigmatic set of approaches in the interpretation and
understanding of ‘“communication”. Accordingly, typology in “business
communication” is predetermined by the choice of one of the bases for its
classification: cognitive-symbolic, socio-psychological, functional-communicative,
communicative-culturological,  socio-pragmatic, intercultural-communicative,
cognitive-linguo-culturological, etc.
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Classifications based on any of the above scientific-theoretical and paradigm-
based interpretations of communication are quite fully used in the analysis of
business discourse [1, 2, 3, 4].

From the standpoint of the intercultural-communicative specification of
business communication (hereinafter referred to as BC), in foreign studies in the
typology of BC based on the communicative-contextual environment and conditions
(in negotiations, for instance) that require the accommodation of participants, it is
considered eligible to single out 3 interconnected basic components in intercultural
communication: social, linguistic and cognitive, based on the functional integration
of which such a characteristic of business communication as intercultural
communication is provided. Acting as a classification criterion, intercultural
communication is used to typify the sociopragmatic function of BC in terms of its
refraction through contacting cultures in intercultural and communicative business
interaction [1].

Introduction

The sociopragmatic interpretation and emphasis of this component in the
selected classification criterion as intercultural communication allowed researchers
[5] to introduce the so-called “sociopragmatic intercommunicating principles”
(SIPs), which also provide a sociopragmatic typology of BC.

- Noted principles (SIPs) as a sociocultural indicative scale are designed to
determine the degree of normative sociopragmatic in the productive or interpretive
use of the language in BC in intercultural and communicative interaction. At the
same time, the refusal to implement these principles as normative ones led to a
decrease in the estimated indicators of BC. The authors of SIPs demonstrated their
similar indicative objectivity in different cultures and multicultural conditions
through comparative studies of the use of SIPs in China and England based on
objective data [6].

- Using a sociopragmatic approach, K. Kopitko identifies another
classificational approach, designed to clarify indicators more objectively, which is
designated by the concept of Relational Pragmatics, which is a conditional
translation means: related to pragmatists as a more holistic indicative cognitive-
pragmatic technology, including Relational Pragmatics (RP) components in the
assessment, as participants, language, context. This sociocognitive self-evaluative
basis includes three components, namely:

1. the cognitive-contextual components include knowledge blocks,
evidence-argumentative  blocks, dynamic information processing, thinking,
perception, and attention;

2. the affective component of the RP context is associated with the
personality of the participant, relationships, desires, etc.
3. the cognitive component of the context includes motivational-target

indicators of the strategic use of languages.

More concretizing in the definition of intercultural business communication
(IBC) is the conceptual model of I. Varner, where 2 basic components of IBC are
distinguished, namely: business strategy, intercultural strategy, and integratively



forming an intercultural business communication strategy. Intercultural business
communication strategy is a more significant and effective new construct than the
sum of its constituent components beyond integrative functioning [7].

Methods and materials

Due to the expansion of the areas of demand for BC, the need to stratify the
organizational and managerial aspects of business communication, functional-
structural and socio-organizational criteria for the typology of business
communication, business texts, and business communication are developing. They
are based on the method of functional goal determination with the principle of
typology of these objects according to their functional purpose. These include
instructive-managerial, regulatory-legal, commercial-contractual, professional-
organizational, etc., aimed at internal organizational-managerial decisions in the
form of written instructive documentation with an electronic communicative form
of corporate discussion, which is a form of widespread electronic business
communication.

The problems of classification of managerial communication and their research
both in business discourse and in business communication were investigated as
follows:

Fendt (2007) [8] defines communication as a type of directive management in
the implementation of a particular BC format — pragmatic targets for the exchange
of views for decision-making.

Yamada developed a functional type of BC, which is understood as the
organization and management in the format of a business meeting, the management
council. He also analyzes the intercultural-communicative interaction of meeting
participants [9] and identifies and qualifies such samples of BC, which pragma-
communicative orientation is due to the task of achieving a certain desired result.

One of the modern widespread methods of analysis of managerial
communication is the use of the case method as a specific methodology for studying
the potential of BC. This method, combined with critical analysis, is used by S.
Livesey in the analysis of corporate discourse, and by J.O. Rourke in the analysis of
the type of communication in management.

From the position of managerial communication, the organizational typology
of such subtype of BC as business negotiations and ways to stimulate them is also
known [10], which defines 3 perspectives possible in business negotiations, for
which they are qualified according to research interests or purposes (1) by
businessmen to improve professional-communicative negotiating skills; 2) by
budding entrepreneurs preparing themselves for modern negotiation strategies and
models through training; 3) by researchers of discourse analysis and business
communication, who single out business negotiations as an independent object of
verbal communication insufficiently studied in comparative terms from theoretical
and practical positions.

From the above review of existing approaches to the typology of business
communications, the following types of classifications of business communications
can be noted as the most recognized:



- intercultural-communicative typology of sociopragmatic functions of BC [2]
and others;

- sociopragmatic typology of BC with the identification of sociopragmatic
intercommunicating principles (SIPs) that contribute to the classification of BC
based on these principles according to the degree of their normative sociopragmatic
in different cultures in a multicultural environment [6];

- a sociocognitive-pragmatic classification that identifies and evaluates BC
through the degree of integrative interaction of three basics (participants, language,
context), manifested in the sociopragmatic influencing force in BC (Relational
Pragmatics — K. Kopitko);

- intercultural business-communicative-strategic approach to the classification
of BC, where the noted characteristics in interactive functioning can provide
stratification of BC depending on the quality of their symbiotic manifestation [7];

- modern and organizational-demanded is the functional and managerial
stratification of the BC, and its basic principle of typology is the functional aim and
purposefulness of the BC or its subtypes: managerial, functional, organizational,
regulatory, directive-managerial, etc. —[8, 9, 10].

Results and discussions

Since the object of our specific research interest is the peculiarities of the
functioning of the BC and the types of BC that provide business-communicative
interactions in a multicultural environment, the subject area is chosen as
intercultural-communicative and functional-pragmatic types of indicators that are
most fully manifested in the format of negotiations and determine their
implementation potential in the contacting Kazakh and English languages in
business communication.

The main object of our study, in this case, is business negotiations as a specific
and complex type of BC. The analysis of intercultural and cross-cultural interactions
at such an object as business negotiations, like any other object, should be based on
existing domestic and foreign experiences during a cross-cultural comparative
analysis.

Another task is to choose the methods of qualification-typology assessment and
create their typology for projecting onto the object of development of this research,
namely: business communication in its cross-cultural provision in the English-
Kazakh intercultural-pragmatic business interaction.

Although the conceptualization of cross-and-intercultural business negotiations
as the main, specific type of verbal business communication is complicated by their
inaccessibility due to the operation and observance of the unspoken law of
professional and corporate secrecy for those involved in the negotiation process,
there is an experience of foreign researchers to determine the process-resulting
trajectory and the course of negotiations based on preliminary organizational-
managerial and preparatory coordination of the procedure and objects of the contract
on predicting the course and results, based on the mentality, national-cultural values,
behavior patterns and specific cultural strategies for intercultural communication,
the degree of interest of the parties in a certain result, etc.



In foreign studies devoted to the topic of business negotiations, the separate
solutions are distinguished in business interaction, which is based on the
generalization of the experience of conducting intercultural and cross-cultural
business communication, in particular, J. Rehbein [11]:

1. developed a general algorithm for buying and selling;

2. characterized negotiations as a process of decision-making by the buyer
and seller in the form of a step-by-step process;

3. revealed that in international negotiations there is a tendency for

repetitive structures and blocks, such as communicative returns, not functionally
adequate explanations, etc.

4. Marriot [12] — also emphasizes the complex structure, step-by-step
process, interaction, and sequence of communication-discussion with the analysis of
individual aspects of progress toward the final decision based on the study of the
Australian-Japanese process of “buying and selling”.

Firth [13] — emphasizes the frame-fixed nature of negotiations but indicates that
they do not have the format of predictability, given as a fact, but represent a result
that is socially and organizationally comprehended through and in the course of
communicative action. A. Firth also describes such a specific type of business
contract, which is a telecontract. M. Charles [4], exploring negotiations conducted
by native English speakers, focused on the aspect of differentiation of power,
characteristic for the positions of the buyer and the seller, thus identifying indicators
that describe the concepts of power and power shifts.

Lans Fant believes based on research that the main differences in international
negotiations are caused by the stability of national-cultural mindsets and traditions,
which, despite the universalizing formats for negotiating on the American model,
remain stable risks in negotiating. They are caused by differences in the
understanding and national assessment of such concepts as time, efficiency,
purposefulness, straightforwardness, focus, etc. The researcher demonstrates and
illustrates with examples how these differences are reflected in the “negotiation
strategy”, and “organization of sequence”, on the conclusions of the negotiations,
processes of interaction between participants, etc.

Grindsted [14], defining “negotiations” as a specific object of communication,
compares the ways of organizing verbal communications during the Spanish-Danish
negotiations, where he reveals that these national groups complicate the negotiation
process due to the discrepancy between their attitudes in assessing the speed and
time spent to achieve the aim in the negotiations.

Flamming G. Andersen studied the preferences of national groups in the choice
of speech communication means, which creates either interference or speeds up the
course of negotiations. So, for example, English-Danish business communicators
use inter-and-intra-text repetition to stimulate the course of negotiations. Although
repetitions are often prohibited by the requirements of negotiations, their role in
ensuring the progress of negotiations cannot be denied. But in the conditions of
intercultural-communicative  business negotiations, Danish and English
representatives of the parties use them to perform different functions: the Danes — to
complete certain aspects or topics; and the British — to further advance the topic.



The works of A. Villemoes, P. Vander Wijst, and Jan Ulijn are devoted to the
problems of significance and differences in different cultures, which pay attention
to such concepts as politeness, disagreement in business negotiations and their
separate forms and functions in negotiations.

Particularly productive in the study of BC in terms of contact between
representatives of different cultures can be called the work on identifying risks in
business interaction and negotiations by G. Poncini [15], who revealed the presence
and effectiveness of the manifestation of flexibility and adaptability of participants
of business meetings to each other, which caused us the need to deny our attitude on
limiting national stereotypes and the need to introduce their interpretation that we
have put forward earlier.

Some researchers of BC processes in intercultural and communicative
conditions and a multilingual business environment and interactions have concluded
that it is important how the participants build work to find the right solution, which
includes mutual knowledge and free orientation of both parties in the content of the
contract object, proper organization of negotiations, preliminary agreement on
certain aspects, etc.

Conclusion

The above-mentioned variety of approaches to the study and definition of
business negotiations and negotiations as objects of research, it would seem, testifies
to their comprehensive study. But we concluded that, firstly, business negotiations
are considered outside the system of business communication, and secondly, works
on the analysis of the structural-organizational principle of negotiation are
predominant [11,12,13]. Works on the conduct of international negotiations or on
the specifics of the manifestation of national-cultural mindsets in specific contacting
cultures in international interaction also predominate (F. Grindsted [14], Flamming
G. Anderson, Lanstant, etc.) within the framework of “negotiations”.

Having studied approaches to the implementation of BC, we concluded that in
the same works in which research is being carried out to find a theoretical and
methodological, more globally applicable approach in the classification
description of negotiations, their modeling, as well as in the actual planning of
negotiations, the works are most often based on psychological or ethnographic and
cultural messages in determining the basics of BC. For example, the authors of a
work devoted to business negotiations in the format of discursive presentation
(Konrad Ehlich and Johannes Wagner, 2001 [10]) provide another classification
approach based on the definition and identification of types of BC, caused by
theoretical, practical or methodological interest in the object. Accordingly, from a
practical point of view, our research shows that gaining experience and mastering
the models and tactics of successful negotiation from the standpoint of the
theoretical and methodological determination of the sources and characteristics
of the BC, ethnographic or ethnological types of business communication ranking
are used, which are applied as methods in a comparatively-contrastive analysis to
identify the role of negotiation in different cultural and economic contexts.



Summing up the typology of approaches to BC, we single out a cultural-
research approach that does not have access to the negotiation formats of today’s
generation but reveals the deep ethnocultural foundations of differences in
negotiation models among different peoples. The next type we have defined is the
psychological format based on individual interest, due to sociopsychological
circumstances. Most often, this aspect is not widely demanded and is most often
used in combination with the following approach in identifying the type of BC,
which contains industry characteristics of BC in an economy where natural
situations of business communication as specific types of interaction are the most
characteristic and typical for communication purposes. In the article, we have
identified the differences between negotiations as a type of discourse and the
negotiation process as an activity or activity in the process of business
communication.
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Angatna.  bepinren  Makanaza — OM3HEC-KOMMYHUKAIUs ~ KaTETOPHUSCHI  YIH
TUIIOJIOTHSIIAP/IBI 931pJiey JKOJIJapbl MEH MYMKIHAIKTEpl KapacThIpbuiaasl. MakaaaHbIH MaKCcaThl
— OHM3HEC-KOMMYHHUKAalLlUs THUIOJOTU3alMIChIHIAFbl KpUTEpUMIepal aHbIKTay. bu3Hec-
KOMMYHUKAIMSIAFbl THITOJIOTH3AIMS KaThICYIIBUIAPIBIH OPBIHIAPBIH aHBIKTAY/Abl Tajal eTeTiH
KeJicce3neperi KOMMYHUKATUBTI-KOHTEKCTIK OpTa MEH MApTTapbl alKbIHAAyFa apHaJIFaHbIH
atanm oTKeH oH. Ochl acmekTize Oyl Makaiga OHW3HeC-IHCKYPCTHI Talfayaa TOJBIFBIMEH
naiallaHbUTFAaH  KOMMYHUKAIHMS YFBIMBIHBIH — FBUIBIMH-TEOPUSIIBIK JKOHE MapaJurMaibIK
TYCIHAIpMEJIEPIHIH JIOTUKAJBIK KaJdFachkl OOJbIT TaObutambl. OcbFaH OalaHBICTBI aBTOPJIAP
KociOM OM3HeC-KOMMYHUKALMSHBIH TYPJAEPIH JKIKTEYAIH KPUTEPHIJIepiH aHbIKTay, Ou3Hec-
KOMMYHHKAIIUSTHBIH COLIMOTIParMaTUKaIbIK TUTIOJOTHSICHIH COIIMOTIparMaTHKabIK
MHTEPKOMMYHUKATHUBTI TPUHIUNTEPMEH OeliMaey MakcaThlHAA OJapAbl KIKTEYy JKOHE
KYPBUIBIM/IAY MIiHJETTEpiH KapacThipaasl. KoWbUFaH MIHAETTEP/ IICIly YIIH WHIAKATHUBTIK
KOTHUTHUBTIK-TIparMaTUKaJIbIK TEXHOJIOTHS 3epTTeN i, oHbIH imiHAe Relational Pragmatics (RP)
YFBIMBIHBIH KeJIeCl KOMIIOHEHTTepl €HI1311/11: KaThICylblIap, Tij, KOHTEKCT. OChl KyXKaTTap/bl
3epAesey JKOHE Taljay MOJCHHETApalblK OW3HEC-KOMMYHHKAIUS CTPATETHACHIH TajnayFa
MYMKIHAIK Oep/i, 0N WHTETpalUsUIbIK KbI3METTEH ThIC OHBIH Kypamjaac OeNiKTepiHiH
KOCBHIHIBICBIHAH TOP1 MaHBI3/IbI dKOHE THIM/II ’KaHa KYPBUTBIM OOJIBIT TaObLUIA bl IETEH KOPBITHIHIbI
xacanapl. Keiic cTamym jkxoHe KpPUTHKAIBIK TalAay SJICTepl KOJAAHBULABL 3€pTTEYAiH FhUIBIMU
KAHAIBIFBl - OM3HEC-KOMMYHHMKAlLIMsl KaTErOPHsUIapblH aHBIKTayna. 3epTTEYAiH TEOPUSUIBIK
MaHBI3JIBUIBIFBl  OM3HEC-KOMMYHUKAIUSHBL JKIKTCYIIH KPUTEPUINIEPIH op TYpii FBHUIBIMH
Ke3KapacTapJaH KapacTblpy OOJBbIT TaObula[bl. 3epTTEyIdiH NPAaKTUKAIBIK MaHbI3bl 3€pTTEY
HOTIKEJIepiH OM3HEeC-KOMMYHUKAIIMS )KOHE PENISTUBTI parMaTuKa MoHIEPiH OKBITY OapbIChIHIA
KOJIZIaHy MYMKIiHJIIT1H/IE )KaThIp.

Tipek ce3mep: Ou3HEC-KOMMyHUKanus, TUnojoru3anusi, Relational Pragmatics,
MOJICHHETapaJblK ~ KOMMYHHUKaLUA, OuU3HEeC-IUCKYpC, KOMMYHHUKalLUs, QJNEyMETTiK-
IParMaTHKAJIbIK TUIIOJIOTHS, KOHTEKCT.
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AHHoOTanusA. B naHHON cTaThe paccMaTpuUBAaIOTCS MYTH U BO3MOXHOCTH pa3pabOTKu
munoao2uti kKame2opuu OuzHec-komMmynuxayuu. 11eapio cTaThy SBISCTCS BBISIBICHHE KPUTEPUEB
TUIIOJNIOTH3AIUNA OM3HEeC-KOMMYyHUKauu. CleayeT OTMETHTh, YTO THIIOJOTH3alnus B OHW3HEC-
KOMMYHHKAIIUU MTPeTHa3HAYCHA IS ONIpeieNieHH s KOMMYHHKAaTHBHO-KOHTEKCTYalIbHOM Cpefibl U
YCJIOBHUH B MPOBEJICHUHU TIEPETOBOPOB, TPEOYIOMIMX aKKOMOJAIIUN YIaCTHHKOB. B 3TOM acmekte
JAaHHAs CTAaThs SIBISETCS JIOTUYECKUM MTPOJOHDKEHIEM HayYHO-TEOPETUUECKUX U MTapaJUrMaabHO
0a3upyeMbIX TOJKOBAHUN TOHSTHS KOMMYHHUKAIIMH, JOCTATOYHO ITOJTHO HMCIOJB30BAHHOTO B
aHanu3e OM3Hec-TUCKypca. B CBA3M ¢ 3TUM aBTOPBI peliayid CIEAYIOIHE 3a7add: OMpPeaeTUTh
KPUTEpUH PAaHXXUPOBAaHHUS BHJIOB U TOJBUJIOB TPOodecCHoHaIbHO-/IEJI0BOTO  OOIICHMUS,
KIacCU(DUIIMPOBATh M CTPYKTYPUPOBATh WX B IENSIX aJalTalld COLMONPArMaTUuyecKon
TUTIOJIOTU3AIUM  OM3HEC-KOMMYHHKAIlMM K TaK Ha3bIBAGMbIM  COILMOINPArMaTHYECKUM
WHTEPKOMMYHHUKATUBHBIM TpUHOHTNAM. J[JI1 pemieHus TOCTaBICHHBIX 3a/1ad ObUIM W3YyYEHBI
UHIU(PUKAIIMOHHAS KOTHUTHUBHO-TIparMaTH4eckasi TEXHOJIOTUsS, BKJIIOYAIOIIAsi B OLEHKY
BBIZIeTICHHBIC UM cocTaBistronme Relational Pragmatics (RP), kak-To: y4acTHHKH, SI3BIK, KOHTEKCT.
N3yuenue u aHanu3 yKa3aHHBIX JOKYMEHTOB MO3BOJWIM MPOAHAIU3UPOBATH MEKKYIBTYPHYIO
OM3HEC-KOMMYHUKATHUBHYIO CTPAaTETHUIO, KOTOpas TMPEACTABISACT CO00i Oojiee 3HAYMMBIA |
9 PeKTUBHBIA HOBBIH KOHCTPYKT, YeM CyMMma €€ COCTAaBISIOIMX KOMIIOHEHTOB BHE
WHTETPaTUBHOTO (DYHKIIMOHUPOBaHHUS. bbUTH NCITOIB30BaHbI METO/IBI KEHC CTAN U KPUTHUUECKOTO
aHanu3a. HaydyHass HOBH3HA HCCIIEIOBAaHUS 3aKJIIOYAETCS B OMPEICIICHUH KaTeropuil OusHec-
KOMMYHHUKAIMU. TE€OpeTHYECKYyI0 3HAYMMOCTb CTAaTbU IOJYEPKHUBACT BBIIBICHUE KPUTEPHEB
KJaccu(UKanuy OM3HEeC-KOMMYHUKAITUY C Pa3IMYHBIX HAYYHBIX TOYeK 3peHus. [IpakTudeckas
3HAYMMOCTh 3aKJII0YaeTCs B BO3MOXXHOCTH HCIIOJB30BaHUS PE3yJbTATOB HCCIEIOBAHHUS B
MperojaBaHuU OM3HEC-KOMMYHUKAITUHU U PEISTHBHOM MMPAarMaTHKH.

KuioueBble ciioBa: OuszHec-KOMMYyHUKalus, Tumonoruzanus, Relational Pragmatics,
MEXKYJIbTypHAs KOMMYHHKAIHs, OW3HEC-TUCKYpC, KOMMYHHKAIUS, COIMONparMaTudecKas
THIIOJIOTHSI, KOHTEKCT.
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