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Abstract. Business communication relies heavily on balancing formal stylistic rigor with 

authentic, communicative fluency. While traditional business rhetoric emphasizes clarity and 

objectivity, modern corporate discourse across global enterprises frequently integrates idiomatic 

and phraseological expressions to establish rapport, soften directive force, and navigate nuanced 

power dynamics. This paper investigates the intersection between idiomatic competence and 

business communication frameworks. Grounded in the cognitive semantic theories of Kövecses 

and Szabó (1996) and the functional communication models of Jakobson (1960) and Searle 

(1965), this study synthesizes and expands upon the core principles of phraseological analysis and 

corporate interaction established in earlier research by Hajiyeva (2026a, 2026b). We evaluate the 

structural classification of idioms, their pragmatic functions in corporate settings, and the 

communicative strategies governing their usage in oral and written business intercourse. 

 

 

1. Introduction 

Speech communication in modern society serves as the primary mechanism 

through which individuals share information, coordinate collaborative work, and 

establish interpersonal relationships. In the realm of professional activity, 

communication transforms into business intercourse—which Hajiyeva (2026b) 

defines as: 

"a special form of interaction between people in the process of a certain type 

of work activity, which promotes the establishment of partnership relations between 

managers and subordinates, between colleagues, creates conditions for productive 

cooperation of people in achieving significant goals, ensuring the success of a 

common cause" (p. 1). 

Historically, business communication has been treated as a strictly formal, 

template-driven register characterized by emotional detachment and grammatical 

conservatism (Bargiela-Chiappini & Nickerson, 1999). However, contemporary 

linguistic analysis reveals that effective business discourse operates along a dynamic 

continuum between rigid formal structures and fluid, idiomatic speech. 

At the core of natural language fluency lies phraseology—the domain of non-

compositional, pre-assembled multi-word units. As Hajiyeva (2026a) observes: 
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"The world of phraseology of modern English is large and diverse, and every 

aspect of its study certainly deserves due attention... By means of the help of 

phraseological expressions that are not translated literally, but are perceived re-

interpreted, the aesthetic aspect of the language is enhanced. Using the assist of 

idioms, as with the succor of different shades of colors, the informational aspect of 

language is complemented by a sensory-intuitive description of our world, our life" 

(p. 1). 

Consequently, mastering idioms is not merely an auxiliary skill in second 

language acquisition; it is a vital component of advanced pragmatic competence 

within professional environments (McCarthy, 1998). 

2. Theoretical Foundations of Business Intercourse and Speech Acts 

To analyze how phraseology functions within corporate environments, we must 

examine the underlying mechanics of speech communication and pragmatics. 

2.1 Speech Acts and Communicative Intention 

In linguistic theory, speech communication is realized through discrete speech 

acts—the minimal units of human interaction (Searle, 1965; Hajiyeva, 2026b). As 

highlighted by Hajiyeva (2026b), speech production is fundamentally driven by a 

motivational-motivating level: 

"The leading role in the process of speech production is played by 

communicative intention (motive), which is determined by the communicative 

initiative... Communicative intention represents a certain plan of content, 

implemented in various forms of speech acts. Communicative intention always 

plays a meaning-organizing role" (p. 2). 

In business intercourse, an individual's communicative intention dictates 

whether an utterance serves an informative, influencing, or phatic purpose. 

2.2 Jakobson’s Functional Model in Professional Settings 

Jakobson (1960) outlined six core functions of speech communication based 

on the structural constituents of the communicative event (Addresser, Addressee, 

Context, Contact, Code, and Message). Hajiyeva (2026b) elaborates on the 

application of these functions: 

 Emotive Function: Expresses the speaker’s attitude toward what is being 

said. 

 Conative Function: Reflects orientation toward the recipient/addressee (e.g., 

direct requests, directives). 

 Referential/Abstract Function: Connects to the contextual background and 

objective facts. 

 Phatic Function: Focuses on establishing and maintaining contact rather 

than transmitting pure information. 
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 Metalinguistic Function: Relates to the code and explicit linguistic 

definitions. 

 Poetic Function: Directs focus toward the stylistic structure of the message 

itself. 

In dynamic corporate negotiations, the phatic and poetic functions often 

intersect through the deliberate deployment of idiomatic expressions. 

3. Structural Mechanics and Cognitive Classification of Idioms 

Idiomatic expressions display distinct structural characteristics, varying levels 

of semantic transparency, and specific functional roles in discourse. 

3.1 Defining the Lexical Idiom 

Originating from the Greek idíoma (peculiarity or unique property), an idiom 

represents a specialized linguistic unit. As Hajiyeva (2026a) asserts: 

"Lexical idiom is a non-free combination of words (a type of phraseological 

units), characterized by a unity of meaning that cannot be derived from lexical 

components; it has the functional characteristics of a word as a nominative unit of 

language and is reproduced as a 'ready-made' unit of language" (p. 1). 

3.2 Typology and Transparency Continuum 

Idioms span a broad structural and semantic spectrum. Drawing upon Dixon 

(1994) and Kövecses & Szabó (1996), Hajiyeva (2026a) highlights several structural 

categories: 

1. Transparent vs. Opaque Idioms: Transparent idioms allow the listener to 

trace the metaphorical leap (e.g., come out, the root of all evil, at first), whereas 

opaque idioms possess arbitrary or historically obscured meanings (e.g., on end, 

pack it in, hard cash). 

2. Onomastic Structures: Idioms containing proper names (e.g., Uncle Sam, 

a Jack of all trades). 

3. Comparative Similes: Fixed comparative formulas (e.g., as clear as a 

bell, as the crow flies). 

4. Paremiological Units: Proverbs and adages functioning as figurative 

maxims (e.g., every cloud has a silver lining, still waters run deep). 

4. The Pragmatic Role of Idioms in Corporate Ethics and Etiquette 

Business intercourse is governed by ethical principles and institutional 

etiquette. Hajiyeva (2026b) notes that corporate etiquette and speech formulas serve 

as critical signposts: 

"Communicative stereotypes of speech etiquette, without introducing new 

logical content into communication, express socially significant information like 'I 

notice you, I recognize you, I want contact with you'... The communicative 
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stereotype chosen by the communicant can emphasize the social affiliation of the 

communication participants, reflect the nature of their relationships, and also serve 

as an indicator of the level of communicative competence" (p. 3). 

Softening Indirect Speech Acts via Idioms 

In professional settings, direct directives can appear overly aggressive or face-

threatening (Johnstone & Andrus, 2024). By integrating semi-transparent or 

conventionalized idioms (e.g., "let's touch base", "get the ball rolling", "play it by 

ear"), communicators soften the illocutionary force of requests. This aligns with the 

core principles of corporate ethics—such as respect, tolerance, and reciprocity—

identified by Hajiyeva (2026b). 

5. Oral vs. Written Business Intercourse and Cognitive Load 

A critical distinction in professional communication lies in the cognitive 

demands imposed by oral versus written mediums. 

5.1 Listening vs. Speaking Dynamics 

Hajiyeva (2026b) points out that oral business intercourse is labor-intensive, 

particularly for the listener: 

"What the speaker does is called synthesis of speech according to a given 

meaning... The work of the listener is an analysis of the text, thus synthesis and 

analysis are movement along the same route, but in opposite directions. However, 

analysis is a more labor-intensive procedure... when a person listens, he decodes the 

sound wave... without the ability to return to and 're-read' fragments as in a written 

text" (p. 2). 

When non-native business professionals encounter opaque idioms in fast-paced 

oral discourse, the decoding process requires rapid metaphorical mapping. Idiomatic 

competence reduces this cognitive load by enabling direct lexical retrieval of fixed 

phrases rather than real-time syntactic analysis (McCarthy, 1998). 

6. Pedagogical Strategies for Developing Phraseological Competence in ESP 

To foster effective phraseological mastery in business contexts, instructors 

must move beyond mechanical memorization. 

1. Cognitive Semantic Mapping: Grouping business idioms by underlying 

conceptual metaphors (e.g., BUSINESS IS COMPETITION, TIME IS A 

RESOURCE) rather than arbitrary lists (Kövecses & Szabó, 1996; Hajiyeva, 2026a). 

2. Contextual & Communicative Tasks: Utilizing simulated business 

negotiations, meetings, and case studies to practice phatic and indirect speech acts 

(Hajiyeva, 2026a, 2026b). 

3. Etiquette & Register Analysis: Teaching learners when idiomatic usage 

is appropriate (e.g., informal meetings, oral networking) versus where strict 
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objective impersonality must be maintained (e.g., formal legal contracts, official 

documentation). 

7. Quantitative and Qualitative Typology of Business Idioms in Corporate 

Interactions 

To bridge theoretical frameworks with practical discourse, it is essential to 

categorize how idioms manifest across different business environments. Idiomatic 

language in corporate settings does not occur randomly; rather, it clusters around 

specific cognitive domains and communicative intentions (Hajiyeva, 2026a, 2026b). 

7.1 Cognitive Domain Mapping in Corporate Discourse 

In accordance with cognitive semantic principles (Kövecses & Szabó, 1996), 

idiomatic expressions in business intercourse are organized under primary 

conceptual metaphors. In professional communication, four primary conceptual 

domains predominate: 

Plaintext 

                     CONCEPTUAL METAPHOR 

                     DOMAINS IN BUSINESS 

                              │ 

       

┌───────────────────┬──┴──────────────┬────────

───────────┐ 

       ▼                   ▼                 ▼                   ▼ 

[ BUSINESS IS WAR ] [ BUSINESS IS SPORT ] [ MONEY IS RESOURCE 

] [ PROGRESS IS JOURNEY ] 

       │                   │                 │                   │ 

• Gain ground       • Ballpark figure     • In the red        • Smooth sailing 

• Rally the troops  • Touch base          • Cash cow          • Hit a roadblock 

1. BUSINESS IS WAR / COMPETITION: Directives and strategic planning 

frequently rely on military imagery to foster urgency and group cohesion (e.g., 

rallying the troops, gaining ground, fighting a losing battle). 

2. BUSINESS IS SPORT / GAMES: Negotiations and team dynamics 

heavily leverage athletic phraseology to minimize face-threats (e.g., touch base, 

ballpark figure, drop the ball, play hardball). 

3. MONEY / VALUE IS A PHYSICAL RESOURCE: Financial interactions 

utilize figurative expressions to simplify complex economic realities (e.g., cash cow, 

in the red, bottom line). 

4. PROGRESS IS A JOURNEY: Project management communication 

routinely invokes motion metaphors to describe organizational trajectories (e.g., hit 

a roadblock, smooth sailing, back on track). 
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7.2 Pragmatic Frequency Across Communication Channels 

The deployment of phraseological units varies significantly depending on 

whether business intercourse is conducted through oral or written mediums, as well 

as the formal status of the interaction (Hajiyeva, 2026b). 

 

Pragmatic 

Dimension 

Oral Meetings & 

Negotiations 

Casual Email & 

Messaging 

Formal Contracts 

& Reports 

Dominant Function 

(Jakobson) 
Phatic & Conative Phatic & Emotive 

Referential & 

Metalinguistic 

Idiomatic 

Transparency 

Semi-Transparent / 

Opaque 

Transparent / 

Colloquial 

Highly Restricted / 

Standardized 

Primary Objective 
Rapport & Indirect 

Influence 

Quick Alignment 

& Culture 

Objective 

Impersonality 

Cognitive Decoding 

Load 

High (Real-time 

analysis) 

Moderate (Text-

based) 

Low (Non-

figurative) 

 

As noted by Hajiyeva (2026b), official written documents require stylistic rigor 

and impersonality where "there should be no emotionality, subjective assessment 

and colloquialism" (p. 3). Conversely, oral interaction and informal written channels 

rely on phatic idioms to establish partnerships and demonstrate mutual recognition. 

8. Methodological Frameworks for Teaching Business Phraseology in ESP 

Integrating phraseology into English for Specific Purposes (ESP) curricula 

requires structured pedagogical models. Because idioms represent pre-assembled 

nominative units (Hajiyeva, 2026a), rote memorization often fails to produce 

authentic pragmatic fluency. 

8.1 The Three-Stage Phraseological Pedagogy (TPP) 

To develop advanced communicative competence, language educators can 

implement a three-stage methodological framework based on cognitive semantics 

and speech act theory: 

Plaintext 

[ Stage 1: Deconstruction ] ---> [ Stage 2: Contextual Mapping ] ---> [ Stage 3: 

Strategic Roleplay ] 

(Analyze Underlying Metaphor)     (Identify Register & Function)      (Execute 

Indirect Speech Acts) 
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1. Stage 1: Deconstruction & Semantic Analysis 

o Objective: Transition learners away from literal word-for-word translation 

toward conceptual mapping. 

o Activity: Students examine opaque and transparent idioms (e.g., learning the 

ropes, cut corners) and trace their underlying figurative logic rather than 

memorizing isolated definitions (Dixon, 1994; Kövecses & Szabó, 1996; Hajiyeva, 

2026a). 

2. Stage 2: Register & Functional Mapping 

o Objective: Align idiomatic units with Jakobson's functional model and 

corporate etiquette norms. 

o Activity: Learners evaluate sample business transcripts to categorize whether 

specific idioms fulfill a phatic (contact-building), conative (persuasive), or emotive 

role (Hajiyeva, 2026b). 

3. Stage 3: Pragmatic Synthesis & Simulation 

o Objective: Practice real-time speech production and active decoding under 

cognitive constraints. 

o Activity: Role-playing high-stakes business negotiations where participants 

must use softeners and idiomatic expressions to deliver negative feedback or 

manage conflicts politely, adhering to corporate ethical standards such as respect 

and reciprocity (Hajiyeva, 2026b). 

8.2 Overcoming Listener Decoding Obstacles 

Because oral speech processing is labor-intensive—requiring the listener to 

move from text analysis back to underlying meaning without the ability to "re-read" 

(Hajiyeva, 2026b)—ESP training must focus heavily on listening comprehension 

strategies (Coulthard, 2014). Training non-native business professionals to 

recognize formulaic "chunks" in rapid speech reduces cognitive fatigue and 

enhances real-time decision-making in international business environments. 

9. Conclusion 

This study demonstrates that phraseological competence and business 

communication are deeply intertwined. Idioms provide the sensory, aesthetic, and 

nuance-building tools necessary to complement the objective, informational aspects 

of language (Hajiyeva, 2026a). In modern business intercourse, the strategic 

deployment of idiomatic expressions enables professionals to navigate corporate 

hierarchies, execute indirect speech acts, maintain phatic contact, and adhere to 

workplace etiquette (Hajiyeva, 2026b). Fostering an integrated understanding of 

cognitive phraseology and pragmatic speech act theory remains essential for 

advance English language teaching and professional cross-cultural communication. 



SCIENTIA  Theoretical and Practical Scientific Achievements: Research and Results of their Implementation 

.  

124  
 

References: 

1. Bargiela-Chiappini, F., & Nickerson, C. (1999). Writing Business: Genres, Media and Discourses. London: 

Longman. 

2. Coulthard, M. (2014). An Introduction to Discourse Analysis. London: Routledge. 

3. Dixon, R. J. (1994). Essential Idioms in English. New Jersey: Prentice Hall Regents. 

4. Fairclough, N. (2013). Critical Discourse Analysis: The Critical Study of Language. London: Routledge. 

5. Hajiyeva, L. E. (2024a). Analyzing of commonly used English idioms and their role in learning English. “Ancient 

Land”, Humanities and social sciences VI international scientific conference, 2024/12/6, (pp. 25-26). 

https://www.aem.az/uploads/files/2024-06/1718394263_qd-bek.pdf#page=26 

6. Hajiyeva, L. E. (2024b). The concept of business intercourse in modern society. “Scientific Notes of Taurida 

National V. I. Vernadsky University. Series: Philology. Journalism”, Vol. 35 (74), № 4 Vol 1, 2024, pp.58-62. 

https://philol.vernadskyjournals.in.ua/journals/2024/4_2024/part_1/4-1_2024.pdf#page=66 

7. Jakobson, R. O. (1960). Linguistics and poetics. In T. Sebeok (Ed.), Style in Language (pp. 350–377). Cambridge, 

MA: MIT Press. 

8. Johnstone, B., & Andrus, J. (2024). Discourse Analysis (4th ed.). Hoboken, NJ: Wiley-Blackwell. 

9. Kövecses, Z., & Szabó, P. (1996). Idioms: A view from cognitive semantics. Applied Linguistics, 17(3), 326–355. 

10. McCarthy, M. (1998). Spoken Language and Applied Linguistics. Cambridge: Cambridge University Press. 

11. Searle, J. R. (1965). What is a speech act? In M. Black (Ed.), Philosophy in America (pp. 221–239). London: Allen 

& Unwin. 

  


