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Key words: English, Professional higher education in recent years is going through an obvious
purposefulness, pragmatic crisis, which is presented by reduction of demand for economic specialties
setting, professional among high school graduates. The reasons of this situation are the fact that
competences, career growth. graduates of economic institutions of higher education and economic faculties

either don’t have professional competencies necessary for employers or
don’t have them in full measure and, as a consequence, that results in their
expectations not fully matching the career growth prospects. Professional
competencies include a linguistic component, the mastery of which should
demonstrate adequacy for specific events in professional activities. One of the
means of acquiring such competence is teaching foreign languages with the
help of professional economic texts.

The purpose of the research is to identify the specific characteristics of
professional texts in management, marketing and finance. The object of
the research is the selected professional texts in English on marketing,
management and finance. The subject of the research is the purposefulness
and pragmatic setting of professional texts as the basis for the formation of
competencies of students of economic specialties. The method of the research
is the content analysis of professional texts on marketing, management and
finance. The article presents the content analysis of professional texts in the
field of management, marketing and finance, which provided a basis for
identifying the specific characteristics of these texts, such as purposefulness
and pragmatic setting. Both characteristics are embodied differently in various
professional discourses. The combination of such characteristics provides the
content of professional competencies for students majoring in these specialties,
and also contributes to formation of professional competencies for such areas
of professional activity as marketing, management and finance, which allows
graduates to be in demand in the labor market.
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IIpodeciiina BuIa OCBiTa B OCTaHHI POKM IEPEKHUBAE KPU3Y, KA IOJISTae
B 3HIDKCHHI 3aTpeOyBaHOCTI €KOHOMIUHHX CIEIiaJbHOCTEH Yy BUITyCKHHKIB
kit [IpuunHamMu Takoi cuTyallii € BiICyTHICTh a00 HEOJIK HEOOXIAHUX IS
poboToAaBIiB MPOodeCitHIX KOMIIETEHTHOCTEH Y BUITYCKHUKIB €KOHOMIYHUX
3BO 1a ekoHOMIYHUX (DaKyNBTETIB 1, IK HACTIJOK, HEBIAMOBITHICTH OUiKYBaHb
BUITYCKHHUKIB €KOHOMIYHHUX CICI[iaJIbHOCTEH IOJ0 MEPCIEKTUB Kap’ €epHOro
3poctanHs. [IpodeciiiHi KOMIETEHTHOCTI BKIIIOYAIOTH JIIHI'BICTHYHHMA
CKJIQJHUK, ONAaHyBAaHHS SIKOTO Ma€ JIEMOHCTPYBaTH aJeKBATHICTh JIO
KOHKPETHHX MOJiH y ipodeciitniii AisuibHOCTi. ONHUM 13 3aC001B HAOY TTS TAKO1
KOMIIETEHTHOCT] € HaBYaHHS iHO3eMHHMM MOBaM 3a JOMOMOTOK0 MpogeciiiHux
€KOHOMIYHHX TEKCTiB.

MeTor0  IOCHifXEHHS € BUSBICHHA CHENU(IYHUX  XapaKTEPUCTHK
npodecifHIX TEKCTIB i3 MEHEIXXMEHTY, MapKeTUHry Ta (piHaHciB. OO’ eKTOM
JOCIiKeHHsT 00paHi mpoQeciiiHi TeKCTH aHIIIHCHKOI0 MOBOIO 3 MAPKETHHTY,
MeHe/KMEHTY 1 ¢iHanciB. [IpeamMeToM AOCTIIKEHHS € LiIeCTPsSIMOBaHICTb i
IparMaTUdHi YCTAaHOBKH NMPO(ECiHUX TEKCTiB K OCHOBA AJISI (POPMYBaHHS
KOMIIETEHTHOCTEH  CTYIEHTIB EKOHOMIYHHX CIelialbHOCTeH. Metox
JOCTI[UKEHHS — KOHTEHT-aHadi3 MpogeciiHUX TEKCTiB 13 MapKeTHHIY,
MEHEIKMEHTY 1 (hiHaHCIB.

VY cTarTi NpencTaBIeHO KOHTEHT-aHali3 IpodeciiHuX TeKCTiB y cdepi
MEHE/KMEHTY, MapKeTHHTY, (DiHaHCIB, IO Aajo MiACTaBy HJS BHUSBICHHS
crenu(piuHIX XapaKTEePUCTUK IMUX TEKCTiB, TAKUX SIK IMIJIECIPSIMOBAHICTh
1 mparMaTu4yHa ycTaHoBka. OOMIBI XapaKTEpUCTUKU IO-Pi3HOMY BTiJICHI
y pizHEX mnpodeciiiHux auckypcax. CyKyIHICTP TaKMX XapaKTEpPUCTHK
cpusie (OpMyBaHHIO IpodeciiHuX KoMmmeTeHTHocTel. KoHTeHT-aHami3
II0Ka3aB, II0 B TEKCTaX i3 MEHEKMEHTY NEPEeBaKalOTh MOJAJIBHI Ji€ciioBa
Ta iX CKBIBAJCHTH SIK IHAWKAaTOPH YCTAaHOBOK KOMYHIKaTMBHOI MOBEAIiHKH.
[Iparmatnuna ycraHoBKa y ¢iHaHcax — 1e 3a0esneueHHs 00’ €KTUBHOCTI
(baxTiB i aprymenTiB. Ha BigMiHy BiJ TEKCTiB i3 MEHEIPKMEHTY Ta MAPKETUHTY
B TEKCTax i3 (piHAHCIB HAsIBHUM HU3BKHUH BiZICOTOK (hpa3eosori3MiB, a TAKOXK
CKJIaJHUX TpaMaTudHux (popm. g npodeciiiHnx TeKCTiB i€l HaIpaBIeHOCTI
XapakTepHi JJAKOHIYHICTh, TOYHICTb, IEPEBAKAHHS IPOCTUX PEUCHb.
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Formulation of the problem. In recent years,
vocational higher education has been experiencing
an obvious crisis, which consists in a decrease in the
demand for economic specialties among school gradu-
ates. The reasons for this phenomenon are the absence
or lack of professional competencies demanded by
employers among graduates of economic universities
and economic faculties and, as a consequence, their
insufficient demand in the labor market.

Professional competencies are not only the result
of active professional experience of those who form
them, but also a linguistic form of formalization that
corresponds to professional activity. Therefore, there
is an obvious need to use professional verbal commu-
nication and create situations in which it is possible
to demonstrate the adequacy of professional compe-
tence to specific events in professional activity. One
of the real ways to ensure such conditions is to teach
foreign languages on the basis of professional texts.

Link to previous research. The text and pro-
fessional text have been the subject of research by
philologists, social psychologists, and educators for
many decades. Among the most famous scientists
are [.LR. Halperin, T.A. van Dijk, J. Hans, M. Dzher-
elievskaya, E. Malyuga, Y. Kazarin, T. Batiuta,
N. Hordiienko and others. All researchers approached
the study of the text differently. In this article, the text
will be defined as “a kind of an island of organiza-
tion” [8] (term by H. Parret) It should be noted that
specific features of the text are singled out, which
are interpreted as general features of the text: con-
sistency (structure + functionality); self-organization
(self-efficiency + self-generation); creativity (creative
nature of the text + aesthetics and ethics); verbality
(the result of text creation as a leading type of linguis-
tic activity); codification (text is a system of codes:
cultural, graphic, sound, grammatical, stylistic, dis-
course and linguistic ones); interpretability (the
ability to decode; polyinterpretativeness of artistic,
journalistic, game and other texts); anthropological
character (anthropocentricity through anthropo-lin-
guistic character; modality (as a relation to an object;
connotation in a broad sense); vigor (the ability of a
text to accumulate, preserve and release energy of a
linguistic, cultural, psychological, social, etc. char-
acter); culture consistency (text is a sign, a unit of
culture), spirituality (text as a holder and exponent of
thought — experience — spirit) [3, pp. 16-17].

Among the categorical features of the text, Y. Kaza-
rin offers a whole list of features that are important
for professional texts. Within the framework of this
study, such categorical features as “attraction” and
stylistic character, which contribute to the perfor-
mance of certain functions in professional texts on
marketing, acquire special significance.

However, despite the sufficient number of works
devoted to the professional text, there is still a num-
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ber of aspects that deserve study, which justifies the
urgency of the problem raised in the article.

Statement of research tasks. A professional text
has a dual structure — it is a carrier of information
necessary for successful professional activity and an
identifier of the way to ensure the success of profes-
sional activity. In this regard, the author sees the main
tasks of the research: 1) content analysis of English
professional economic texts; 2) determination of the
purposefulness of professional economic texts (in the
field of management, marketing, finance); 3) identi-
fication of linguistic methods of transmitting a prag-
matic attitude to regulate the communicative behavior
of recipients; 4) finding the features of a professional
economic text that make it possible to clearly differ-
entiate the potential professional competencies of a
manager, marketer, financier.

Presentation of the main material. In philolog-
ical studies of the latest generation, it is noted that
language is focused on overcoming the disorder of
thoughts. This is the way to reduce entropy, as a cat-
egory of linguistic knowledge, provides a certain
organization, since it is, as a rule, a put in order form
of communication that is devoid of spontaneity. In
this article, we proceeded from the definition of the
text by I. Galperin “a text is a work of a speech-mak-
ing process, which has completeness, objectified in
the form of a written document, literary processed in
accordance with the type of this document, a work
consisting of a name (title ) and a number of special
units (superphase unities), united by various types of
lexical, grammatical, logical, systematic communi-
cation, which has a certain purposefulness and prag-
matic attitude ”[1, p. 18].

The texts connecting knowledge accumulated in
several sciences have a specific structure and sty-
listics that make it possible to implement cohesion
(intra-textual connections). The communication
means are not always traditional. As a rule, "cohesion
is a special type of communication that provides a
continuum, that is, a logical sequence (temporal and /
or spatial) interdependence of individual messages,
facts, phenomena, actions" (part 1, p. 74) [1, p. 18].

The cohesion in economic texts quite often
changes the pragmatic essence of the statement,
becomes a mechanism that distinguishes the setting
of communicative regulation of the behavior of recip-
ients of information given in the text.

The content analysis of economic texts shows that
modal verbs and their equivalents prevail in texts
for managers as indicators of communicative behav-
ior attitudes. This is justified, since “management is
a process of planning, organization, motivation and
control necessary in order to formulate and achieve
the goals of the organization” [5, p. 38]. Distance
cohesion, carried out both by lexical repetition, the
use of phraseological units, idioms, and the rich use
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of certain grammatical forms, for example, modal
verbs and their equivalents. Intra-textual links in
economic texts vary depending on the narrow spe-
cialization. Describing the role of a leader-manager,
G. Mintzberg proposes the implementation of ten
managerial roles, which, in turn, he subdivides into
interpersonal roles, informational roles, roles associ-
ated with decision-making [7, p. 31]. Naturally, all of
the above roles dictate certain stereotypes of commu-
nication behavior, suggesting the use of modal verbs,
focused on the manifestation of an attitude towards
actions prescribed to the interlocutor. Such an abun-
dance of modal verbs in texts devoted to management
contributes to the ordering of actions that the man-
ager recommends to perform to partners, colleagues,
because his function is personnel management.

The cohesion of the text on management, based
on the stereotyping of the actions prescribed in them.
Functional orientation of texts on management, focus
on consistency, opportunity, compulsory actions
that ensure planning, organization, motivation and
control. Only the semantic meaning of modal verbs
emphasizes these features, for example, “must calcu-
late”, “may calculate”, “can calculate”, “ought to cal-
culate”. This series demonstrates the manager's inten-
tions, implicitly embedded in the text, as if forming
his connotation in each specific situation and in each
specific potential environment of the recipients.

Each text, according to the classics, has linguis-
tic parameters. We adhere to the point of view of
N. Enquist. The scientist singled out the theme, focus
and connection. The topic was interpreted as the main
content of the text, the focus contributed to the desig-
nation of the marked elements of the text. The link
provided the unification of various parts of the text
[6]. In the case of economic texts, a certain purpose-
fulness and pragmatic attitude are highlighted with the
help of content analysis. If a certain goal-orientation
in management is the management of people's rela-
tionships through the management of recommended
actions, then the pragmatic attitude is variable: it can
be recommended, categorical, obliging, evaluating.

Noteworthy is the opinion of T.A. van Dijk that
“the communication participant should focus on the
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specific features of the speech situation, which may be
useful for the correct understanding of not only the ref-
erence, but also pragmatic goals/intentions” [2, p. 20].

Pragmatic understanding is a sequence of pro-
cesses, the content of which is the attribution of spe-
cial communicative implications to the statements of
communication participants [2, p. 14].

As arule, the main purpose of marketing texts is to
teach students creativity and product promotion.

Marketing is a type of human activity aimed at
meeting needs and requirements through exchange
[4, p. 47].

Pragmatic attitude in professional marketing texts
is focused on obtaining benefits for manufacturers,
promoters. The latter means to implement the AIDMA
formula, that is, to attract attention. Always aim for
technical perfection. Toshiba. Toshiba, to form an
interest. Tiny dots. Astonishing detail. Canon — to
insure the formation of a desire to buy. Challenge
us — and get yourself a bigger slice of the cake. Sie-
mens — bolstered with motivation (motive), Euphoria.
Live the dream. Calvin Klein fragrance. As a result,
successful adherence to this formula will contribute
to the guarantee of action, which means a focus on
the purchase.

T.A. van Dejk rightly argued that the analysis of
the pragmatic context is a pragmatic process, and the
“final stage” is the initial stage of adequate percep-
tion [1, p. 30]. The indicators that stimulate attention
due to the non-standard use of idioms are already
designated in the semantic structure of sentences.
Stable expressions such as “If it bleeds, it leads”;
Wow-worthy related news; to go nuts , play ball; to
jump ship — indicate the need to show interest in the
statement. Consumers, being recipients of such mes-
sages of marketers, as a rule think that it deserves the
analysis and gain experience of acquaintance with a
product. The desire to buy, supported by motivation,
is provided by the use of a whole set of epithets of a
positive nature, forming the loyalty of consumers in
the process of perception of information. For exam-
ple: cheap, attractive, affordable. Such semantic, pos-
itively charged “clouds” are the final factor influenc-
ing the consumer's decision to buy.

Table 1
Examples of pragmatic attitudes in management texts
Modal verb Sentence
can help Universal management practices can help increase a company’s productivity, just as

technology can do [9]

can purchase

Managers can now purchase off-the-shelf products that can mine Twitter or Yelp and develop
a detailed analysis of how sentiment is changing in real time [10]

should not run

The Company should not run its business based on the short term whims of the POTUS who
will be out of office at some point [11]

have to do we’re doing that [12]

... We have to do what we have to do based on the facts and circumstances before us, and

must

Company Survival 101: You Must Continually Reinvent and Redefine [12]
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Unlike professional texts on management and
marketing, professional texts on the problems of
financing do not have phraseology, there is no obses-
sion with grammatical forms. The professional texts
on finance are characterized by conciseness, accu-
racy, the predominance of simple sentences.

We confirm that green municipal bonds are indeed
priced at a premium.

Our framework also makes predictions for owner-
ship concentration of green bonds.

Using institutional bond ownership data, we find
supportive evidence for these predictions.

Green bonds provide a novel setting to examine
how capital markets treat environmental benefits.

There is a commensurate need for additional
research on green bonds and other areas of climate
finance [13].

A pragmatic attitude in finance is to ensure the
objectivity of facts and arguments as evidence of
statements carried by texts. Purposefulness is the
accuracy and inadmissibility of ambiguity. The prag-
matic attitude in professional texts on finance — con-
fidence in statements, professionalism, objectivity,
argumentation. All this is confirmed by figures, for-
mulas, diagrams, research results.

We also estimate regressions of the form:
y30 —yl0 =a+ b*NETDEMAND/GDP + d*z + uit,
(2) where NETDEMAND is P&I Assets/GDP minus
GovtDebt/GDP.

To understand the impact of the regulatory dis-
count rate, consider the funding position of a pen-
sion fund at time t: Ft = At — LTt / (1+Rt) T, (3)
where At is the current value of the assets, LTt is the
face value of time-T liabilities known as of t, and Rt
is the statutory discount rate [14].

Conclusions. The article further developed the
content analysis of professional texts in the field of
management, marketing, finance, which provided
the basis for identifying the specific characteristics
of these texts, such as purposefulness and pragmatic
attitude. Both characteristics differ in different profes-
sional texts. The combination of such characteristics
provides the content of professional competencies for
students who are trained in these specialties, contrib-
utes to the formation of professional competencies
for such areas of professional activity as marketing,
management and finance, which allows graduates to
be in demand in the labor market.
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