ISSN 2411-6076, elSSN 2709-135X TILTANYM Ne 2 (90) 2023 https://www.tiltanym.kz

SRSTI 16.01.45 doi.org/10.55491/2411-6076-2023-2-156-163

A. Zhussupoval@ , N. llyassova? ® VA, Karshigayeva3@ , KN, Shokhayeval*@

! Almaty University of Power Engineering and Telecommunications after G. Daukeev,
Almaty, Kazakhstan;
2Abai Kazakh National Pedagogical University, Almaty, Kazakhstan;
3A. Baitursynuly Institute of Linguistics, Almaty, Kazakhstan
*e-mail-shohaeval976 @mail.ru

COMMUNICATIVE-PRAGMATIC FUNCTION OF SPEECH
IN BUSINESS COMMUNICATION

Abstract. This research paper considers the communicative-pragmatic function of speech inherent in business
communication, which is considered part of the category of speech act, communicative situation, logos, ethos, and pathos.
Psychological, communicative, and cognitive aspects of speech in business communication are analyzed as well. On the basis
of social relations, a person is involved in all spiritual experiences and acquires his mind, behavior, emotions, mental process
and knowledge, and communication culture. Therefore, it is very necessary to study speech as a biosocial phenomenon, which
serves as a regulation mechanism between the individuality and socialization of a person. The objective of the research work
is to reveal the communicative-pragmatic features of speech in business communication in the socio-functional aspect.
Speech shows individuality as a biological phenomenon that is unique to a person, behind it is intuition, perception, feeling,
thinking, reasoning, etc. There are cognitive and psychological components. These components allow people to recognize
themselves and their environment. A person engages in speaking in order to inform others about what he knows and wants to
know. The purpose of speech is to convey how one understands the environment, the world, what he knows, and how he can
store, use, and change information. From this purpose, it is possible to see the process of speech "transition from individuality
to socialization", that is, the socialization of speech. Socialization of speech takes place in the course of people's discussion,
conversation, exchange of ideas, and communication in the public environment. From this comes the social function of
speech. Social service determines the importance of influencing others, thinking, communicating with others, and the
realization of the idea of community and joint action among people.
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ICKEPH KAPBIM-KATBIHACTAFBI COIMJIEY TH,
KOMMYHUKATHUBTI-ITPATMATHKAJIBIK ®YHKIUSICBI

AHHoTanmusa. Makanana ayei3ma (opMagarbl iCKEpH KapbhIM-KAThIHACKA TOH COWIEYAIH KOMMYHHKATHBTIK-
NparMaThKajblK KbI3METi COWNIey aKTiCi, KOMMYHHKATHBTIK JKarjasT, JIOrOC, 3Toc, Nadoc KaTeropusulapbl asChIHIA
KapacTBIPbUIAIbL. ICKepH KOMMYHUKALMAIAFbl COIMICYIIH ICHUXOIOTHAK, KOMMYHHUKATHBTi-TAaHBIMABIK KbIpJapblHA TaJliay
xkacanmaapl. Celeyai omeyMeTTiK KbI3MET TYPFBICAHAH apHalbl 3epTTey — OYTIHTI KYHI ©Te ©3€KTi Macene. Ocipece ickepu
KaTbIHACTa aJaMAapblH KOFaMJacyblHa, OipiiecyiHe KbI3MET aTKapaThlH Ceiliey 3aHABUIBIKTAPBIH 3€pPTTEy aca MaHbI3IBL.
FreutbiMu Maxkananarbl Heeizei MiHOem iCKepu KAmbIHACMAZbL COUEY CIMUNIH KOMMYHUKAMUBII-NPASMATNUKATbIK MYPSblOAH
capanay. Celley amamMfa FaHa TOH OHMOJIOTHSUIBIK KYOBUTBIC pETiHIE AapalbIKTHl KepceTeldi, OHBIH acTapblHAa TYICiHY,
KaOpUImay, ce3y, oitnay, maipIMaay, T.0. CHSAKTBI KOTHHTHBTI TICHXOJOTISUIBIK KOMITOHEHTTEp Oap. OCBHl KOMIIOHEHTTEp
agaMIapIbIH ©3iH XKoHe KOpIIaraH OpTaHbI TaHyFa MYMKiHIIK Oepeni. TaHsiFaH, OinreH HOpceci Typaisl OacKamapra aKmapaT
Oepy YImiH amaMm ceiney opekeriHe Tycemi. Ceiineyneri MakcaT — KOpIIaraH OPTAHBI, dJIEMAl Kajail TYCiHETiHiH, OiUIreHiH
KETKI3y JKOHE aKmaparTbl Kajlali cakTail alaThIHBIH, KOJJIaHa aJaThIHBIH, e3repere anaThlHbIH KepceTy. Ochl MakcaTTaH
COMJICYMiH «IapajbIKTaH dJICYMETTCHYTE Kapail oTy» MPOLECiH, SFHU COMNeyIiH oJeyMeTTeHyiH kopyre Oonanel. Ceitneymnig
QJIeyMEeTTeHYI aflaMAapAblH KOFaMIBIK OPTaJars MiKipiecyi, ceiiecyi, e3apa oi Oeicyi, KappIM-KaThIHACKA TYCYi OapbICHIHIIA
xKysere acangpl. OCBIIaH Keill COMIEYIiH 9ICyMEeTTIK KbI3METI IIBIFaIbl. OJICYMETTIK KBI3MET OU-TIKIp/Ai JKeTKi3y OaphICHIHIIA
Oackara ocep ery, ol camy, OacKamapMeH KapbIM-KaThIHACKA TYCYIIH MaHBI3BIH JKOHE aJamaap apachlHAAFrbl OipiKKeH
OpeKeTTiH, KoFamIacy MIesChIHBIH XKY3ere acyblH aliKbIHIAaH IbL.

Tipexk ce3nep: oroc, 3Toc, magoc, MEePUenIys, IMITATHS, ATTEPIEIIIN, TUCKYPC, MOTHBAIIHS, COIIIey oae0i.
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KOMMYHUKATUBHO-TIPATMATHYECKASA ®YHKIIUA PEUU B TEJIOBOM OBLIIEHUN

AHHoOTanusi. B nmaHHOW HaydHOW cTaThe paccMaTpUBaeTCs KOMMYHHKATHBHO-TIparMaTHuecKas (QYHKIHS pedd,
TpHUCyIIas JjIs JEJIOBOr0 OOIICHHsI, KOTOpbIE PACCMATPHBAIOTCS B paMKaxX KaTErOPHH aKTa pPeYd, KOMMYHHKATHBHOM
CHUTYyalllH, Joroca, 3toca, nadoca. Takke aHATM3UPYIOTCS TICUXOOTMYESCKHE, KOMMYHUKATHBHBIC U KOTHUTHBHBIC aCIEKTHI
pedr B ETOBOM OOIICHUH. AKTYaJbHON MpOOJIEMOil Ha CErOAHSIIHUI IeHb BBICTYMACT CIEIHATBHOE UCCIIEI0BAHNE PEUH C
TOYKH 3PCHHUS COLMATBHON HesiTenbHOCTH. OCOOCHHO Ba)KHO H3YYCHHE PEUYCBBIX 3aKOHOMEPHOCTEH, KOTOpBIC CITyKat
OOIIEHUIO W CIIOYEHUIO JIIOZeH B JIEIOBOM OOLICHUH. 3a/1a4oil McclienoBaHus sBisieTcsl AuddepeHnnanus CTHis pedu B
JACJI0OBOM O6U_leHl/ll/l C KOMMyHI/IKaTI/IBHO-HpaFMaTH‘leCKOﬁ TOYKU 3PpCHUA. Peubr moka3sniBaeT WHAUBUAYAJIIBHOCTh KakK
OMOJIOTUUECKUN (PEHOMEH, MPUCYIIUH TOJBKO YEIOBEKY, 32 HHUM CTOSAT WHTYHUIIMS, BOCIPUSTHE, YYBCTBO, MBIILICHHE,
pacCy’XaceHue u T. 1. EcTh KOTHUTUBHBIN M IICUXOJIOTMYECKHUI KOMITOHEHTEL. DTH KOMIIOHEHTHI MO3BOISIOT JIIOASAM y3HaBaTb
cebst U cBoe OKpyKeHue. UerToBeK 3aHMMAeTCs TOBOPEHHEM, YTOOBI COOOIIHUTh APYTHM O TOM, YTO OH 3HaeT. Llens peun —
nepenaTh, Kak 4YeJIOBEK MOHMMAET OKPYXKAIOIIYI CPEdy, MHP, YTO OH 3HAET, KaK OH MOXET XPaHHTh, HCIOIb30BATH H
HU3MCHSTH I/IH(bOpMaLlI/I}O. C oroit LEJIbIO MOXHO YBHUJCTH MPONECC «IIE€pexoaa p€ir OT UHAUBUAYAJIbHOCTH K COLIUAIN3 AN,
TO ecTh commanu3anuio peun. Coluanu3anys pedrd MPOMCXOTUT B XO7€ OOCYXICHHUS OOILICHMS JroaeH, Oecenpl, oOMeHa
uaesmu. ColuanbHasi AEATENbHOCTh OMpeAeseT BaXXHOCTb BO3JEHCTBHSI Ha JPYroro, OOIIEHUS C JAPYTUMHU B IMPOIIECCE
nepeaavu MbICJIN U pe€aIn3alii e COBMECTHOT'O ﬂeﬁCTBHH, OGLHGHI/IH MEXKY JTIOABMU.

KuroueBble cj10Ba: J10roc, 3Toc, nadoc, nepueniiys, SMIaTHs, alnepueniys, JUMCKypC, MOTHBAIINS, 3THKA PEUH.

Introduction

Business communication is a type of language communication that serves as the main category in
the politics and existence of the state. People establish business relationships starting from diplomatic
relations with foreign states, state trading, private property, education, science, art, business, and all
spheres of society of this kind. The informational (informative), voluntarily (galvanizing into action)
activity of business communication is succeeded only when the ideas and thoughts are brought home and
convinced in a precise, distinct, and brief manner.

Business conversation in business relationships, speech before the audience on official matters, and
telephone conversation - are the actions performed as part of conducting an official report in an oral or
conversational form. Business communication is carried out in written and conversational forms.
Business communication is carried out through the speech activity and is represented in the oral use of
language, and business communication through the written language, and is referred to as the written use
of language. Business communication by word through speech has some significant features different
from the business relationship in the written form. Business communication in writing means the
interaction between people by dint of special documents, such as decrees, e-mails, sentences, orders,
statements, certificates, contracts, etc. In the business sense, any records made in the written form must
follow the rules of static (permanent) position, i.e., fixed and strict. The oral use of business
communication language is represented by speech mastery, expressivity, psychological state,
communicative intention, profession, extensive knowledge, intuition, intelligence, culture, social role,
status, and everything being of the addresser. This allows you to define the communicative-pragmatic
activity of speech in business communication.

Materials and methods

The theoretical definition of communicative speech function in business communication includes
six elements related to the speech act (addresser, addressee, contact, code, context, and information). The
professional level and social status of communicators, speech situation associated with the socio-political
problem - are the theoretical factors that facilitate the recognition of official oral speech in the process of
business communication. According to Jakobson, language signs are not based on identity, but on
contiguity. Concerning the subject of language, Jakobson does not subscribe to the existence of an
absolute subject, but rather he acknowledges the multiplicity of subjects that are revealed in each
utterance. Jakobson's aim was to think about how various elements of communication are related, forming
a multilayer hierarchical structure (Jacobson 1975).
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The pragmatic function of speech in business communication is closely related to the issues of
suggestive category, argumentation, and discourse. The basic concepts of communicators in
communicative situations, professional, scientific, cultural potential, perceptual, empathic, and other
states are determined on the basis of categories of logos, ethos, and pathos.

Such methods as an introspective method, method of interdisciplinary sciences, and description
method have been used in this paper. The study was based on the speech of the users of business
communication language (native speakers), where the communicative-pragmatic concepts were
formulated on the basis of an introspective method. The psychological, communicative, and cognitive
features of speech in business communication based on the methods of interdisciplinary sciences related
to communicative linguistics, psycholinguistics, and cognitive linguistics are analyzed.

Concepts:

« speech in business communication refers to official speech or formal address;

« official speech - is a speech form, reflecting the value of intellectual abilities of professional
specialists;

» 6 elements related to the speech act - the addressee, addresser, contact, code, context, and
information - by means of which the features characteristic of business communication are determined;

» subjects entering into language communication through personal interaction in business
communication are exchanging the speaker/listener roles;

« factors such as influence, conviction, suggestion, pros, and cons affect the speech in business
communication;

* speech in business communication is made up of threes unit - suggestion, argumentation, and
discourse;

« communicative situation in business communication is determined by the categories of logo,
ethos, and pathos;

« category of logos defines the basic concepts in business communication and social perception;

 category of ethos allows for revealing the professional, scientific, and cultural potential of
communication;

« category of pathos defines the perceptual, empathic, and apperceptive state of persons entering
into business relationships.

Literature review

Since the meetings, seminars, symposia, political events, and mutual communication in officially
designated places, negotiations, and public speeches are official, they are referred to as official speeches
or formal addresses.

Official speech is a form of speech, which is used for business communication execution. In all
public and social spheres, such as education, science, art, economics, business, politics, and management,
people officially speak when they enter into business relationships.

Oral business speech is different from oral speech, simple speech, expressive speech, and scientific
speech. Oral speech is a form of speech that is carried out in the course of everyday communication
between people and becomes a universal speech skill. In the simple speech, the linguistic traditions and
customs of the local population are manifested, as well as dialectical features. Ungentle speech - is a form
of speech in which the language norms are not observed, and speech ethics is not considered that
negatively affects the listener, and contradicts the culture of speech. Artistic speech - is a cognitive form
of speech that arouses interest in perception through the use of noble words that enhance the expressive-
emotional coloring of speech. Scientific speech - is s speech, which reveals the essence of the issues to
which the majority of people do not attach importance, i.e. such as voluntary attention, cosmic
consciousness, and depth of knowledge (Ilyasova 2017).

In other types of speech, common words are used that are understandable for those entering in
communication, encoded in the minds of all that serve to express the speech situation with regard to
everyday life-sustaining activity, analyze and interpret a particular problem, as the official speech serves
to solve problems related to the socio-political problems of society, and achieve this goal Therefore, the
official speech can be recognized, firstly, by the form of speech characteristic of businessmen with a high
professional level. They can enter into a speech act with any audience and in any situation relating to
one’s business or profession, thus contributing to the successful completion of language communication;
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secondly, the official speech is a form of speech, which is based on intellectual values. A speaker is able
to demonstrate his intellectual abilities, and approve himself using rational methods and techniques for
achieving success and result in speech; thirdly, the official speech is a communicative-social form of
speech, which is of particular importance. In a certain professional area of society, business
communication is used for the relationship between the manager and manager, manager, and employee,
specialist and specialist, specialists and consumers.

In the official speech, there are 6 elements related to the speech act and which have their own
peculiar features. Address, addressee, contact, code, context, and message (Jacobson 1975], which arise
from the requirements of a particular case or profession. Addresser is a specialist in a particular
professional sphere; Addressee is a person related to a particular kind of business or is also a professional
specialist. Contact is the ability to pick up and interpret professional words in accordance with the
requirements of the speech situation and use these words correctly. Code is a selection of meta-language,
which is convenient for entering into communication, understandable, and accessible to all participants.
Meta-language being adopted in Kazakhstan for official speech - are Kazakh and Russian. If the audience
(addressee) more easily perceives and understands the Kazakh language, then business communication is
carried out in the Kazakh language. If the addressee is comfortable with the Russian language, then
business communication is carried out in Russian. Context - is planned and written in advance. The
addresser, in order to achieve successful communication, can think over the speech and language
techniques used in colloquial speech in advance. Message is information that considers effective ways to
transfer information. Information necessary for oral expression, and information necessary for reflection
in writing.

The official speech is accompanied by the speaker and listener, when the communicators have a
tete-a-tete with each other, talk face-to-face, and have a conversational discussion. As the Japanese
scholar Eriko Asad Zuma noted, the role of addressee and addresser is changing in the official speech of
business communication. “Talking subject” - this is when many different subjects appear in turn, while
the speaker and listener change their roles during communication. The speech of the speaker is not
monotonous from a self-centered point of view, as he has the experience of the listener as well, and what
he will say when it will be his turn depends on what he has heard. It is not true that one person speaking
as the subject forms the act of communication. Communication takes place through a mutual exchange
between the roles of speaker and listener (Asad Zuma 2008). These are the communicative peculiar
features characteristic of official speech.

Business communication is distinguished by using the facts of influence on speech, conviction,
suggestion, and pros and cons. These facts in pragmatics constitute the field of the suggestive category
(conviction). The suggestion comes from the Latin word suggestion - syngignoscism, sign, and allusion,
which is comprehensively studied in psychology and linguistics. Suggestive categories in business
communication (category of conviction) reflect the ways to achieve successful communication.
Successful communication is the exercise of professional competence, ability, and achievement of results
through speech. To achieve this goal there are special requirements for official speech. This is a speech
based on argumentation.

The meaning of the term argumentation in the speech was taken into account in the rhetorical
studies of the 50s of the XX century. In 1958, the book "Treatise on Argumentation: New Rhetoric" by
Belgian scientist and philosopher H. Perelman and L. Olbrech -Tyttek was published, in which it is noted
that logical argumentation is based on the category of suggestion. Perelman defines the differences in the
communicative aspect between the concepts of rational argumentation and logical argumentation.

Logical argumentation - is a rhetorical structure that occurs in the process of speech act between the
speaker and listener addresser and addressee, and rational argumentation - is a rhetorical structure that
does not relate specifically to the speaker and listener, but is directed to the audience (Perelman 1987).

Results and discussion

All communicators in business communication are professional experts and problem that turns into
a discourse is common, as all participants have their own opinion, views, arguments, and opposite
evidence on this problem. In the discourse, the speaker achieves successful communication, if he proves
his opinion, views, and judgments. For this, the speaker uses both the rhetorical structure based on logical
argumentation and the rhetorical structure based on rational argumentation.
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In accordance with the requirements for business communications, it is necessary to muster specific
arguments that are far and wide foreseen, studied and found a positive solution, and bring them in the
rational language ways.

The versatile logical argumentation proves that the subject of the discourse is authenticity and
necessity, which contributes to the fact that it affects the feelings of the addressee and creates a sense of
confidence.

The addresser (speaking person) uses the rational approaches to the communicative situation,
understanding what is happening in the addressee's (listener) mind, and how well they understand. They
are reflected in the rhetorical categories of logos, ethos, and pathos (Aristotle 1998). Communicative-
pragmatic function in the interaction of these categories in business communication and when used in the
language is accomplished to the full extent.

The function of the category of logos in business communication.

In the category of logos, people follow the basic concept - logos. Perception is the main concept in
the logos category. In business communication, there is preliminary representation, basic education,
professional level, and specific interest of both the speaker and listener about the main subject of
discourse. Therefore, social perception is manifested in business communication. Social perception
(Bruner 1999) is guided by social facts that determine the importance of perception by taking into account
previous experience, goals, and intentions of the subject. Expressing thoughts about the benefits or harms
of the subject or phenomenon being discussed or represented in public, and explaining and understanding
its social essence prove that the category of logos and social perception are closely related. Based on this,
the function of the logos category in business communication is determined, such as:

* activity;

* motivation;

¢ argumentation;

« communication.

The activity in business communication is high, since communicators are familiar with the problem
under discussion, and there are common interests. The activity contributes to the emergence of new
concepts.

The perception, understanding, and discussion of cognitive components that determine the benefits
and harms of the subject or phenomenon under discussion determine the essence of motivation in
business communication.

The use of evidence that does not raise any doubts about the subject or phenomena under discussion
that are accurate and without contradictions means that business communication is characterized by
argumentation. Language contacts of communicators, orally or in writing, indicate that business
communication is carried out through language contact. If the object of speech is clear to all participants
of communication, then they can easily and quickly define the goals and objectives, motives, and
directions of the two parties.

The function of the category of ethos in business communication.

The function of the category of ethos is determined by following the professional, scientific, and
cultural potential of communication, such as:

« ability to choose the style of speech depending on the social status of the audience;

« knowledge of the culture of communication;

« ability to reveal the content of the topic at deep, medium, and easy levels;

« ability to convey the basic concept in a short time;

« ability to apply rational techniques in speech.

The ability to choose the style of speech depending on the social status of the audience is
determined subject to the social status of communicators.

People of integral status working in the social, industrial, economic, and cultural environments enter
business communication. Speech situations are different in terms of specifics of this or this labor sphere.
Therefore, each branch of activity has its own way of using words in a conversational style.

 with respect to each branch of activity, a system of terms is maintained that is conveyed literally;

 in relation to each branch of activity there are phraseological, metaphorical, and re-phrasing
translations;
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* in each sphere there are sentences reflecting new information, new product, and new views;

« there are sentences with axiological sense, meaning very valuable and remarkable ideas;

* in each sphere there are mental proposals that make a significant contribution;

The use of terms in business communication related to different spheres is one of the main features
of the style of speech. For example, in business communication, the terms used in diplomacy are applied
in the field of foreign policy, pedagogical terms in the field of education, and legal terms in the field of
law. The use of terms in business communication is a characteristic feature of the official style of speech.

The use of phraseological, metaphorical, and re-phrasing expressions in business communication
contributes to the awakening of the spirit, and compassion of feelings of the addresser, society, and
audience. The use of phraseological, metaphorical, and re-phrasing units in business communication,
precisely relating to the object, contributes to the expression of thoughts in a brief and distinct form,
generalization, inventiveness in question-answer conversations, and timely termination of controversial
issues.

The use of phrases related to new offers, new information, new products, and new approaches in
business communication regarding each branch of activity - is the main tool for achieving the goal. New
information, new products, and new views - are the main resource of business communication and core
value. Such phrases enable the communicator to achieve his goals and perform any actions to satisfy all
the needs. Only those people who are able to find, evaluate and use the information in an efficient way
can enter the business communication.

In business communication, the use of sentences in the axiological sense, expressing very valuable
and ideal ideas, serves to meet spiritual and material needs. For example, | want the rich history and
traditions of my nation in ancient times to be a solid basis for future prosperity, with a firm commitment
to each step of the way and faith in the future. (Nazarbayev, N. the article “Aim for the Future: Spiritual
Revival” April 12, 2017). These phrases serve to meet the spiritual needs of the Kazakh people.
Expressions informing about what should be produced, how to produce, how much to produce, the need
for its use, and its benefits, serve to compensate for material needs. For example, the Production of non-
ferrous metals is required for the production of aerospace and electronic equipment. Mental sentences in
business communication are used to attract the attention of the audience to themselves, express their
readiness to always speak, and establish close contact with the audience. Communication culture is a sign
of professional competence in the public and social sphere, “social norms of human ethics in society”
(Formanovskaya 2002). The culture of communication in business communication is determined by the
norms of speech ethics. The norms of speech ethics are used to design and improve the style of speech,
and psychological interaction of communication. Each communicator entering into business
communication can demonstrate the culture of speech with observance of the norms of speech ethics. His
main indicators are - greeting, approval, blandishment, lenity, expression of gratitude, and politeness.
Requirements for a specialist in business communication are very high. In accordance with the age, level
of knowledge, upbringing, experience, and social role of the participants in business communication, it is
necessary to disclose the content of the topic at a deep, average, and easy level. If the participants in
business communication are people with a scientific degree, it is necessary to deeply disclose the content
of the topic and conform to the style of speech. If the participants of business communication are workers
and employees, then the content of the topic is revealed at the middle level, and the style of speech should
correspond to the situation. If the participants of business communication are support and service staff
(secretary, waiter, security guard, etc.), then the content of the topic is easily revealed and the
corresponding style of speech is used. The ability to convey the basic concept in business communication
in the short run is measured by the ability to convey the information in two words from the viewpoint of
any complex problem. The ability to apply rational techniques in speech includes such speech actions as
how to start the topic of conversation to attract the attention of the audience, how to use facial expressions
and gestures in speech, how to move, how to respond to the listeners, and interact with them in a skillful
way, and how to dress correctly. The function of the category of pathos in business communication.

The function of the category of pathos is determined depending on the perceptual, empathic, and
apperceptive state of persons entering into business relationships. The problem discussed in business
communication - is an individual technique of both the speaker and listener, each has its own perceptual
function, which is fixed in the consciousness, having a perceptual activity. In the process of information
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sharing, a lot of psychological agitation and anxieties occurs that have passed an individual reception by
both the speaker and listener, fixed in the consciousness of everyone who has passed an intelligent screen,
when the problem is transformed into business communication and enters the process of information
sharing.

Agreement/disagreement, objection/support, involvement in confusing questions, posing non-
coercive/unforced questions, and cumulative questions. No matter how the psychological impact occurs,
both parties (speaker and listener) understand, recognize and feel its essence and meaning. Therefore, the
question under discussion can be perceived by the speaker not only from the point of view of his/her
opinion but also from the point of view of the listener. He/she can understand the emotions of the listener.
Due to the fact that the topic of talk, dialogue, and conversation is common for cognition by both parties,
there is a close empathetic connection between the communicators. The term empathy in business
communication means “the ability to perceive the role of another person”, which was noted in the work
by J. Mid in 1934. Successful establishment of empathetic links is the most important problem in business
communication. In the absence of an empathic link, business communication cannot be successfully
implemented. In business communication, it is important for every speaker to understand and support
himself. Therefore, the speaker must use his/her cognition (apperception/ comprehension) from his/her
life experience, to influence the emotions and feelings of the listener, and to achieve this, he/she must be
able to put the emotions and feelings of the listener through his/her inner world. Then the principle of
cooperation in business communication is implemented, and listeners express interest and trust. It is
important to consider the communicative interest of the addressee in the principle of solidarity suggested
by P. Grace. This principle of cooperation by P. Grace includes the following: "communicate the
information being known; 2) tell the truth only; 3) do not deviate from the topic; 4) make a clear speech;
5) be polite (Grace 1985). According to this principle, the successful implementation of participation in
the discourse depends primarily on the listener.

Conclusion

To sum up, it may be said that speech in business communication is performed for the purpose of
solving a problem related to the social and political problems of society, meeting the spiritual and cultural
needs of people. Speech in business communication is typical for professional specialists. When talking
in the process of business communication, specialists play the role of both speaker and listener. The
speech is clearly expressed by suggestive, argumentation, and discursive categories. Through the
categories of logos, ethos, and pathos, you can determine the communicative-pragmatic function of
business communication to the full extent.

In the course of business communication, the previous experience, purpose, and intent of the subject
play a significant role in understanding the benefits or harms of the subject or phenomenon during which
the explanations and understanding of its social essence are discussed, which are familiar to the public.

The category of logos in business communication considers the performance of activity, motivation,
argumentation, and communication as a unity. The category of logos in business communication
determines the professional, scientific, and cultural potential of speech specialists, examines the patterns
of the language units use in accordance with their speech style, as well as considers such issues as the
preservation of the culture of communication and speech in accordance with the social level of the
audience, transfer of the basic thought within a short period of time, and use of optimal approaches
promoting better perception by the audience. The category of pathos considers the patterns of establishing
cooperation through the understanding of the listener's emotions, and audience impact. The
communicative-pragmatic function of speech in business communication is determined by the process of
linguistic theory, suggestion, and speech act.
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