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BBegenue. AKTyanbHOCTL paboTE 00YCIOBIIEHA BO3pacTaHWeM 00beMa HOBOM MHDOPMaIuu B
o6acTu ympasiieHHns OM3HECOM Ha aHTJIMHMCKOM SI3bIKe, HeocabeBaloluM HayYHEIM UHTEPECOM K
OeJIOBOMY OUCKYPCY M BO3MOXKHOCTHIO JaIbHEUINero N3y4eHUs CPeNCTB CTUINCTUYECKON
CeMacCHOJIOTUN Hay4YHOTOo TeKcTa. OOBbEeKTOM UCCIIeIOBaHUS SIBJIAIOTCSA QHTIOS3bIYHbIE TEKCTHI B
ob6stacTu yrpaBieHuss 6u3dHecoM. IIpegMeT uccIenoBaHUs - CTUIUCTUYECKUEe 0COOEHHOCTHU
QHTJIOSI3BLIYHBIX TEKCTOB B c(pepe yrrpaBieHuss O6M3HECOM Ha MaTepualie XypHaa

“Harvard Business Review”. 1lenbio paOOTHI ABASIETCS BHIABIIEHUE CTUIUCTUYECKUX 0COOEHHOCTEN
QHTJIOSI3BIYHBIX TEKCTOB B Cc(pepe ympaBineHuss 6n3HecoM. MeTOObl UCCIIEJOBAaHUS BKJIIOUAIOT aHAIN3,
CUHTE3, U3yUYeHNe HayYHO! TUTEPaTypPhl, TUHTBOCTUJIMCTUYECKUIN aHaJIU3 U METOL
pernpe3eHTaTUBHOMN BEIOOPKH.

Pe3ynbTaThl U 00CyXKIEeHHE.

AHanmu3UpPyeMbI# aHTI0SI3BIYHBIN 9JI€KTPOHHBIN XKypHan “ Harvard Business Review” [3]
MIpUHAAIeKallui K HayYHO-IOMY/IIPHOMY ITOACTUII0, OBLI OCHOBAH B 1922 r. V. [JoHX3MOM U
npeqHal3Havascsa AJis CTYOeHTOB U CIelNaIuCTOB B GMHAHCOBBIX ¥ 9KOHOMUYECKUX obacTtax. B
XKypHaJe IPeaCTaBJIeHE HOBHIE UEU U YHUKAJIbHbBIE COBETHL II0 CTPATETUAM, UHHOBALUAM U
PYKOBOJICTBY OT JIYYIIIMX MUPOBHIX 9KCIIEPTOB I10 OU3HECY U MEHEIXKMEHTY [/ MeXIYHapOTHBIX
KOMITaHUY ¥ KaXKIOBIM BHITTYCK XKypHAaJla UMeeT OlpefesieHHyIo TeMy. [IJ11 Hac IpefcTaBiIisieT 0COObIN
WHTEepecC, Kakrue CTUIMCTHYECKNe CPeACTBa UCIIOJIb3YIOTCS B HayYHO-TIONYJIIPHOM OUCKYpCe C
LIeJIbIO TIOBBIIIIEHUS BEIPA3UTEJIbHOCTU TEKCTa U BO3[EUCTBUS Ha MHTEJIJIEKT U YyBCTBa
rojiy4yaTeJsiei.

M.II. UBamkuH, B.B. Cmo6H1KOB 1 A.B. CesnsieB cpefcTBa CTUIIMCTUYECKON CeMaCHOJIOTHH
pas3mensioT Ha ABe OoblIne TPYIIE: GUTYPHI 3aMelleHus (GUrypsl KauyecTsa u GUrypst
KOJIM4YEeCTBa) U (QUTYPHI COIIOJIOKEHUSI, B CBOIO 0Yepenb NOAPA3IeSIAIOmMNecs Ha TPU MOATPYIIIEI
(burypst ToxkOecTBa, GUTYpPH HEPaBeHCTBa U QUTYpHl KOHTpacTa) [2, c. 7-13].

AHanusupys Hay4HO-IIONYISPHBIN JIMHTBUCTUUYECKUY TeKCT, B.®. KprokoBa IPUXOOUT K BEIBOAY, YTO
HauboJIbIllee pacIpoCcTpaHeHue CPeqU XyI0KEeCTBEHHBIX CPEICTB BEIPA3TEILHOCTHU TTOTYyYUJI TIPUEM
ONIUIIETBOPEHUS, U IIPEeXKe BCEeT0 CO3MaHKue aHTPONOMOP(MHBIX I'JIar0JIbHEIX MeTadop, pexe
HCIIOIb3YIOTCSA UHOWBUOYAIbHO-aBTOPCKHUE MeTadophl, SIUTETH, MeTaMOpP(O3bl U CUHEKAOXH [3, C.
10].

B menoBoM puckypce chephbl pUHAHCOB M MEHEIKMEHTA BBRIIEIUM CPEICTBA CTUIUCTUUYECKON
CeMacCHOIOTHH, OTHOCSIIIHNECS K (UTypaM KadyecTBa: MeTahOophl, SIIUTETH U CPAaBHEHHUS, KOTOPHIE
ITPUCYTCTBYIOT B paCCMaTPUBaeMOM Hay4YHOM TekcTe. Hanpumep:

- “Cameras on a various rides can automatically take photographs of guests, which Disney can use
to create personalized memory books for them, without their ever having to pose for a picture” [3,
p. 11].

Coueranne “memory books” MOXKHO IIEpPEBECTHU KaK «aabO0OM IMaMsSTHBEIX COOBITHI», B KOTOPOM T'OCTH
ImapkKa MOTYT Pa3MeCTUTDb CBOU (oTorpaduu, maxe He MO3UPYS CIELHaJIbHO, a ITPOCTO Pa3BJIEKAsICh
B 9TOM ITaMSITHOM MECTE, a IT032Ke BHOBb ¥ BHOBBb 00paIllasiCh K 9TOMY 3HaMeHaTeJIbHOMY COOBITHIO.

Bapviwoea [I.3. CPEJCTBA CTH/IMCTHYECKOH CEMACHOJIOI' MU B HAYYHO-IIOITYJISPHOM [EJIOBOM [IHCKYPCE
// MoaodeoscHblll HayuHblll popym: aaekmp. c6. cm. no mam. CCLXXI medxcOyHap. cmyod. Hayy.-npakm. KoHgp. Ne 39(271).
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[IOBOILHO YAaCTOTHBIM IIPUEMOM SIBJISIETCSI CPaBHEHHE, 0COOEHHO C COo30M like, Hampumep:

- “It’s why we are increasingly hearing that major brands like P&G have cut their ad budgets
because their media agencies failed to give them the transparency they needed” [3, p. 37].

B manHOM IIpedJiokKeHUU aBTOP cpaBHUBaeT 6peHp Procter and Gamble ¢ gpyrumu KpyIHBIMU U
M3BECTHBIMU OpeHOaMu, COKpAIIaoMMU CBOU PACXOObl Ha PeKJIaMy BCIeOCTBHUE OTCYTCTBUS
ITPO3PAYHOCTH B IIpefjiaraeMbIX UM 00BSIBJIEHUSAX OT PEKJIaMHBIX are€HTCTB.

e “The bustling ecosystem that now helps companies woo customers, including ad agencies
and media buyers...” [3, p. 23].

B mpuBemeHHOM TIpuMepe anuTeT “bustling ecosystem” CiyXuUT OJisi YBETUUYEHUS 9KCITPECCUBHOCTH,
YTO MOZKET BHI3BATh JKETAEMbI KOMMYHUKATUBHBEIN 3G PEKT Y KITMEHTOB.

K (I)HrypaM COIIOJIOZKEeHN s, IIOCTPOEHHBIM Ha IIPHMHIKUIIaAX KOHTPACTa, OTHOCUTCA aHTUTE3a:

- “Companies can even, as Adidas has done, record attendance at virtual or real-world events...”
[3, p. 35].

[TpoTuBOIOCTABIAEMBIMU JIeKCEMaMU SBIAIOTCA “virtual” u “real” - «BUpTyasnbHBIE» U
«peanbHbBle», GYHKIINS KOTOPHIX 3aKNII0UYaeTCs B aKlleHTe Ha Pa3jInYHbBIX popMax BOBJIEUEHHOCTH
PECIOHOEHTOB C UCIIOJIb30BaHUEM COBPEMEHHBIX TEXHOJIOTUUYECKUX CPELCTB.

'papanus oTHOCUTCSA K HUrypaM HepaBeHCTBa:

- “Instead of spending months meticulously planning the campaign, Xi Jiu and Tencent produced
the content - conceiving, negotiating, creating, and airing the shows - in just five days” [3, p.
28].

CTUMUCTUYECKUY TIPUEM TpPafjaliuy PENPEe3eHTUPYETCS B aHHOM IIPEII0KEHUU C ITIOMOIIIbI0 TAKUX
JIeKceM, Kak “conceiving”, “negotiating”, “creating” u “airing”, KOTOPHIE ABISIOTCSA OOGHOPOTHBIMU
YjeHaMU MIPEIJIOKEHUS, HapallluBaoIUMU CMBICIIOBYIO0 3HAYUMOCTD.

Cpenu ¢uryp KadecTBa BBEIIEIUM JIUTOTY U runepboiy. Hanpumep:

- “Each company has a little window into joe’s life; this context explains Western marketers’
mastery of channel-based marketing” [3, p. 29].

JIuToTa B maHHOM IIpeniIozKeHnun MeTa(bOpI/I‘-IeCKI/I BEIPDA2KAET, 9YTO aBTOP IIPEyMEHhbIIIaeT
BO3MOXKHOCTU KOMIIQHUH B PaCIIMPEHUU I'PDAHUL UX OEATEJIbHOCTU U IIE€PCIIEKTUB.

- “Together, the liquor company and the technology firm created a series of hour-long, live-
streamed shows in which great chefs from different regions of China taught viewers to cook local
specialty dishes, pairing them with offerings from the liquor brand” [3, p. 28].

ABTOp MTOJYEPKUBAET BHIOAIOLUIUXCS TI0 CBOMM JOCTOMHCTBAM CIIELIMATIMCTOB U3 PA3HBIX PETHOHOB
Kutas, ucnons3ys runepbony - “great chefs” - «Benukue 1ed-moBapa».

- “Now millions of nimble cultural entrepreneurs come together online to hone their craft,
exchange ideas, finetune their content, and compete to produce hits” [3, p. 511].

B maHHOM ITprMepe aBTOP IpeyBeIMYUBaeT YHUCIIO0 IPeaNpUHUMATEeN e OISl YCUIeHU
9MOILIMOHAIBHOTO BO3OEMCTBUS Ha PEIIUIINEeHTa.

Cpenu 4aCTOTHBIX IIPHUEMOB BBHIIEIUM JIeKCUYeCKUM noBTop. Hampumep:
- “Instead of waiting for customers to come to them, firms are addressing customers’ needs the

moment they arise - and sometimes even earlier” [3, p. 11]. B jarHOM nIpenioKeHNUN aBTOP
HaMepPeHOo ITOBTOPSIET CJIOBO “customers” miist TOro 4ToOBI aKIIeHTHPOBATh BHUMAHNE YUTATEJsI KakK



IIOTEHIIMAJIBHOI'O KJIMEHTAa.

- “With this strategy, companies get actively involved in helping customers at an earlier stage of
the customer journey: after the customers have figured out what they need but before they've
decided how to fill that need” [3, p. 13].

ABTOp MOBTOPSIET TaKue JIEKCEeMEI, KakK “customer” u “need” mis BeIIeIeHUs Hanbolee 3HAYNMEBIX
CMBICJIOBBIX OTPE3KOB B IIPEJIOKEeHWN. BHOBL B 9TOM MIPEIIOKEHUN YIIOTPeOIsIeTCsT KOTHUTUBHAST
MeTadopa: nymewecmaue KaueHma, YTo IogYepKUBaeT IIPoLecC AeCTBUS, MBUKEHNE PEUIIueHTa
B ITOMCKaX HEOOXOOUMOI'0 TOBapa UJIN YCIIyTH.

- “And it serves Nike well, of course, because customers who run more buy more shoes” [3, p. 15].
B manHOM Ccrny4Yae IeKCUYECKHUH IMOBTOP IIPHUOAET TEKCTY OITPenesIeHHBIN PUTM.

- “A sizable piece of the business came from the Chinese market, so I spent much of my time
traveling there, focusing on how to grow the business” [3, p. 33].

CDYHKHI/IH JIEKCHUYECKOI'O IIOBTOPa B IIPUBEOEHHOM IIPHUMepPEe COCTOUT B IIPHUOAHUHN CBA3HOCTHU
BEICKAQ3EbIBaHUA OJId PELUIINEHTa.

- “A company that manufactures and sells laundry detergent in Country A, Country B, and
Country C, for example, may find it more cost-effective to create one formula for all three markets
(even if it uses different brand names) rather than develop specific products for each country” [3,
p. 331.

B maHHOM cllydae ImpueM JIeKCHUYeCKOTO ITOBTOPA 3aKJII0UYaeTCs B IEPEYUCIIEHUN TIPEANoIaraeMblX,
HO He KOHKPEeTH3HUPOBAHHLIX Ha3BaHUH CTPAH, B KOTOPLIX IIPOHU3BOMIST 1 IIPONAIOT CTUPAJILHEIE
TTOPOIIIKH.

- “To do this, advances in social listening and machine learning will be especially useful now that
communications about a brand are owned less and less by the brand and more and more by
their audiences” [3, p. 40].

B manHOM IIpuMepe InprueM JIEKCUYEeCKOI'O ITOBTOPaA C MCIIOJIb3OBaAHUEM (1)I/Il"ypBI KOHTPACTa CIIYy2KHUT
OJId IIPUOaHuA 9KCIIPECCUBHOCTHU BEICKA3BIBAHUA.

“To create the most effective online experiences, remember that entertainment generally exerts
the strongest effects on customer purchase, followed by the informative, social, and sensory
aspects of the customer experience” [3, p. 73].

[TpuBemeHHBIN TPUMEDP IIPENCTaBIISET UHTEPEC TEM, UTO JIeKCceMa “experience” UCIONIb3yeTCS B
Pa3HBIX 3HAYEHUIX: 8neyam/aeHua KaueHTta GopMuPYIOT ero IOKyIlaTeIbCKUMN onbim.

BoiBoasbl. B pa6oTe Oblyia cienaHa IMONBITKA OCYIIECTBUTEL aHAINU3 A3BIKOBBIX 0COOEHHOCTEN

KypHana “Harvard Business Review”, KOTOPBIY TTO3BOJINJI BEIIBUTH TaKWe JTUHTBOCTUJIMCTUUYECKUE
CpencTBa KaK JIeKCHUYeCKUU II0BTODP, CpaBHeHUe, aHTuTe3a, MeTadopa, sNUTeT, runepboia, TUTOTa,
rpagjaius, aHagUIIJIOCUC, OTHOCSIIMECS K CTUINCTUUYECKUM (PUTrypaM 3aMeIleHUs U COIIOJIOKEHUS.
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