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Abstract 

In this study, the corpora of British and Australian corporate communications were compared with the aim of 
specifying their sociolinguistic features in the context of five lexical and stylistic markers: professional jargon, as 
well as expressive, colloquial, uncodified and evaluative lexis. Lexical and stylistic characteristics of corporate 
communication from the point of view of a sociolinguistic approach were analyzed using transcripts of British 
and Australian communicative corporate interactions. The methods of continuous sampling, comparative, 
lexical-stylistic and sociolinguistic analysis were implemented to process an assembled corpus of 158 authentic 
transcripts. Based on the results of the analysis, quantitative data were compared, reflecting the volume of use of 
the indicated lexical-stylistic markers in the two samples. Quantitative data were subsequently analyzed to 
determine sociolinguistic characteristics that can be assessed as specific features of the communicative behavior 
of British and Australian superiors in dealing with subordinates. For each of the markers of lexical-stylistic 
differentiation under consideration, the two samples analyzed in the work showed differing results of a varied 
and at the same time exponential degree of discrepancy. 
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1. Introduction 

Effective modern communication is aimed at establishing strong business contacts, facilitating the negotiation 
process, and helping to identify significant interaction patterns. Proper targeted use of corporate communication 
is the key to a stable business relationship and successful deals. The rapidly evolving corporate environment has 
given impetus to the emergence of numerous language-related research having to do with the many processes 
taking place in the corporate world. 

The purpose of this study is to determine the lexical and stylistic characteristics of corporate communication 
produced by the representatives of British and Australian corporate communities using a sociolinguistic approach 
that allows to study the issues associated with the social nature of the language, its social functions, the role that 
language plays within a society, and the mechanisms governing the interrelation between social and linguistic 
factors. This approach can help identify significant differences that are characteristic of the British and 
Australian speech communities of interest to this paper. 

In the study, speech communities are referred to as groups of people sharing a set of linguistic norms and 
expectations regarding the use of language (Jacquemet, 2019). A speech community implies certain norms of 
language use through life relying on reciprocal communicative engagement (Salmon et al., 2019), and primarily 
refers to speaker-listener interaction patterns established between communication partners, when the application 
of language knowledge occurs as a matter of everyday communicative practices within the community (Xu, 
2016). 

At the same time, a speech community is actualized not just through any notable agreements in the use of 
language units: style can differ both in terms of formal linguistic and widely ranging stylistic prerequisites (Yu, 
2016), therefore the very term “speech community” and the communicative behavior of speech community 
members are often investigated alongside notions associated with cultural, dialectal, institutional, hierarchical, 
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gender-related and other concepts. 

2. Theoretical Framework 

Sociolinguistics is a crucial reference point for communication theory. The subject area of Sociolinguistics 
includes an extensive range of problems related to the active role that language plays within a society; the 
national literary language is being established as a nation grows and becomes an important factor in its further 
consolidation (Meyerhoff, 2018). The task of Sociolinguistics lies not only in studying the reflections in the 
language of various social phenomena and processes, but also in investigating the role of the language among the 
social factors that determine the social functioning and evolution (Williams, 2018). Sociolinguistics studies the 
whole complex of problems reflecting the bilateral nature of the relationship between language and society. The 
key methods used to collect sociolinguistic data are questionnaires, interviews, a sociolinguistic experiment, 
anonymous observation of conversational practices in public places, observation of spontaneous colloquial 
speech (including as recorded in a textual representation) with the subsequent interpretation of its content 
(Coupland, 2016). 

Speaking about the linguistic aspects of communication theory, scientists distinguish a phenomenon referred to 
as “creolized text”, which is the interconnection of linguistic and non-linguistic means, which also contain the 
verbal part associated with the language, and the non-verbal part associated with the system of signs 
(Kouwenberg & Singler, 2018). Nevertheless, regardless of which of the two aspects is being analyzed, an 
important component is the need to use proper rules of speech etiquette, which, in the case of focus on verbal 
interaction, include special speech formulas characteristic of a particular speech community (Malyuga, 2019). 

Communication is a process that is characterized by a mutual exchange of information based on various social, 
cultural, political, cognitive, and discursive factors (Fuoli & Hart, 2018). Corporate communication considered 
in this study can be effective only if it helps to achieve certain corporate goals and maintain a corporate image. 
At the same time, the cultural etiquette of corporate communication covers such factors as the context of 
interaction (meetings, negotiations, etc.), body language, corporate culture, etc. (Malyuga et al., 2019). 

Corporate communication is a popular research subject among many linguists. It is aimed at achieving certain 
goals, and can be described as a process of exchanging corporate messages with business partners in order to 
maintain two-way communication (Lerbringer, 2018). There are certain characteristics of corporate 
communication that are of great importance for corporations, companies, and brands maintaining their image: 
promotion of a company profile; minimization of discrepancies between corporate identity and company features; 
delegation of tasks through communication; formulation and implementation of effective procedures for the 
purposes of decision making; mobilization of internal and external support; international coordination (Kaul & 
Choudhri, 2017). 

The effectiveness of corporate communication, and, therefore, social interaction, is determined both by the 
features of this activity itself, which takes place in certain specific conditions in the context of various situations, 
and by the socio-psychological background of communication partners (Palmieri & Mazzali-Lurati, 2017). Of no 
lesser importance is the level of communicative competence (Mart, 2018) that allows an individual or company 
to achieve communicative goals. Corporate communication is critical to brand image and organizational value, 
as well as maintaining corporate identity (Silberer, 2005).  

3. Method 

Lexical and stylistic characteristics of corporate communication from the point of view of a sociolinguistic 
approach were analyzed using transcripts of British and Australian communicative corporate interactions 
(Romaine, 2001; Schegloff, 2000). The methods of continuous sampling, comparative, lexical-stylistic and 
sociolinguistic analysis were implemented to process an assembled corpus of 158 authentic transcripts. 

Research descriptive and interpretive validity is achieved by the primary principles for data collection which are 
based on the quantitative and qualitative analysis of the authentic transcripts realised by their careful 
examination.  

Therefore, the method of continuous sampling is applied with the aim to find out the frequency of occurrence of 
lexical-stylistic means in the authentic British and Australian transcripts. 

Comparative method is selected in order to distinguish the phenomena between two speech communities, to 
describe it from the sociolinguistic perspective bearing in mind links that create interconnection between social 
roles, corporate aims, gender aspects, age, and background of executives occupying top rated positions. 

Lexical-stylistic analysis is used in this research to pinpoint the extensive variety of lexical-stylistic peculiarities 



ijel.ccsenet.org International Journal of English Linguistics Vol. 10, No. 5; 2020 

127 

in British and Australian corporate interactions. 

The study registered 173 stylistically marked lexical units that reflect the specifics of top-down communication 
in the texts of the British sample, and 175 stylistically marked lexical units reflecting the specifics of top-down 
communication in the texts of the Australian sample 

Sociolinguistic analysis helps to delineate the situational context of British and Australian communicative 
corporate interactions that expands in-depth scientific understanding of this approach applied to corporate 
communication. 

The transcripts chosen for the research have been compared with the purpose of exposing any recurrent or 
infrequent lexical-stylistic means. Therefore, the process of analysis involved several steps: (1) to compile a 
corpus of authentic transcripts based on selection criteria (companies of different market segments); (2) careful 
examination of authentic transcripts on recurrent lexical-stylistic phenomena to be found in the text; (3) 
application of lexical-stylistic analysis; (4) assumption concerning the most frequently used lexical-stylistic 
means that makes it able to distinguish sociolinguistic aspects.  

The concept of this article is to prove that ‘British and Australian corporate communication samples are 
abundant with professional lexis; among them are professional jargon, expressive, colloquial, uncodified, and 
evaluative lexis, respectively. The recurrent phenomenon is considered professional jargon (81 British samples 
and 59 Australian) that indicates the influence of specific communicative features in speech behaviour of 
business partners, highlights the subordination aspect, alludes hierarchical relationships between superior 
management and subordinates, as well as affiliates to single professional and linguistic identity’. 

The nature of the communication is influenced by many factors including size and sector of a company, the 
number of employees. Thus, this research focuses on companies that are located in different market segments 
such as oil and gas, asset management, etc. that explains specific lexis used in terms of different target audience. 

In the framework of constant internationalization and business activities, the knowledge and understanding of the 
basics is the key to successful transactions, negotiations and deals. Understanding the specifics of corporate 
communication also influences the inflow of foreign clients and business partners (Malyuga, 2019). 

Big conglomerates, financial credit organizations, banks, and stock exchanges are considered types of companies 
that are of particular interest in this research. Such companies usually have a number of employees in the range 
of 30,000−40,000 and it makes corporate communication as an important and valuable tool in achievement of 
corporate goals.  

4. Results and Discussion 

The sociolinguistic analysis of the material was put in place not as a means of penetrating into the linguistic 
behavior of certain groups of the British and Australian communities, but as a means of establishing the norms of 
the English language of interest to us. The interplay of language and society is an indisputable fact. However, 
this relationship can be traced at different levels of the linguistic structure with varying degrees of clarity.  

Perhaps it would be appropriate to say that the lexical composition of a particular language is the one that is most 
responsive to changes taking place within a society (Grünhage-Monetti & Braddell, 2019). 

In terms of the sociolinguistic oppositions presented in the analysis, the article explores the factor of speaker and 
addressee status in the corporate hierarchy. If educational background and professional status are almost directly 
related to the social status of a person, then gender and age are related to natural differentiation. However, in any 
society there is a socialization of natural differentiation and the natural behavioral patterns of a person acquire 
social significance (Vouillemin, 2020). 

The article analyzes how the phenomenon of corporate communication varies depending on the speaker’s place 
in the corporate hierarchy. The lexical-stylistic analysis revealed the characteristics that helped formulate some 
sociolinguistic characteristics of British and Australian corporate communication. 

We have analyzed transcripts of corporate interaction produced by representatives of the British and Australian 
corporate communities. In this case, a top-down type of vertical communication was considered, directed from 
top to bottom—from managers to the subordinates. The study registered 173 stylistically marked lexical units 
that reflect the specifics of top-down communication in the texts of the British sample, and 175 stylistically 
marked lexical units reflecting the specifics of top-down communication in the texts of the Australian sample. 

The target audience of speakers included executives with professional degrees in marketing, finance, business, 
and the like. These are experienced specialists with valuable experience in their field and with high professional 
status and educational background. Their speech is distinguished by a variety of lexical and stylistic 
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As can be seen from the histogram, for each of the markers of lexical-stylistic differentiation under consideration, 
the two samples analyzed in the work showed differing results of a varied and at the same time exponential 
degree of discrepancy. 

In terms of the volume of professional jargon used, the British sample showed a significant breakaway from the 
Australian one (81 vs 59 tokens, respectively), which indicated that at the language level British corporate 
communication showed a more clearly traceable unity of superior management and subordinates as 
representatives of a single professional and linguistic identity. Professional jargon in the studied samples was 
used by speakers in accordance with various contextual premises: in naming companies existing in the corporate 
world (for example, British Petroleum, Aviva PLC, Westfarmers); in naming job titles existing in the corporate 
world (for example, down manager, sales manager, chief accountant, production supervisor, training manager, 
CEO, CFO, COO, CTO, VP); in naming certain procedures effectuated in the corporate world (for example, 
negotiating, bargaining, lending, planning, meeting minutes); in naming relevant financial transactions (for 
example, financial monitoring, asset managing, investing, trading, capital raising). 

In terms of the volume of expressive lexis used in the British sample, a quantitative margin was also recorded in 
comparison with the Australian sample, 28 vs 15 tokens, respectively, which can be considered as an indicator of 
the greater focus of British corporate communication on convincing subordinates, with the possible superior 
status indication. 

In terms of the volume of colloquial lexis used, the Australian sample comes out on top in quantitative terms, 44 
tokens compared to 21 tokens in the British sample. Such data act as an indicator of a higher level of trust, 
traditionally established between the superior and subordinates as participants in Australian corporate 
communication. 

In terms of the volume of uncodified lexis used, a significant quantitative advantage was on the side of the 
British sample, 14 tokens in comparison with 3 tokens in the Australian sample. Such indicators suggest the 
presence of a greater social distance between the superior and subordinates in the UK. 

Finally, in terms of the volume of evaluative lexis bearing positive connotation used, the quantitative data of the 
Australian sample appear higher than the resulting data obtained in the analysis of the British sample, 54 vs 29 
tokens, respectively, which in the context of this study of sociolinguistic features of corporate communication 
indicates a more pronounced trend towards positive assessment of the professional qualities of subordinates on 
the part of Australian superiors. 

5. Conclusion 

Language is social not only in its purpose, but also in its use: the social factor can represent a certain idea, 
concept and affect both the language as a whole and the nature of corporate communication. The peculiarity of 
corporate communication as a social phenomenon is that corporate communication is a process of interaction of 
linguistic personalities with the aim of transmitting, receiving, or exchanging information needed to implement 
joint professional, business and corporate activities. In a broad sense, corporate communication is understood as 
the process of exchanging corporate messages with external business partners and internal colleagues in order to 
maintain two-way communication. At the same time, the features of speech production that are inherent to the 
studied participants in corporate communication related to their roles in the corporate community, status, age, 
professional qualifications and other socially and professionally significant factors. 

In this study, the corpora of British and Australian corporate communications were compared with the aim of 
specifying their sociolinguistic features in the context of five lexical and stylistic markers: professional jargon, as 
well as expressive, colloquial, uncodified, and evaluative lexis. Based on the results of the analysis, quantitative 
data were compared, reflecting the volume of use of the indicated lexical-stylistic markers in the two samples. 
Quantitative data were subsequently analyzed to determine sociolinguistic characteristics that can be assessed as 
specific features of the communicative behavior of British and Australian superiors in dealing with subordinates.  
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