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PERSUASION AS A PRAGMATIC CATEGORY IN BUSINESS ENGLISH
DISCOURSE

Abstract. The aim of the paper is to identify the influence of persuasion strategies, which
are a category of pragmatics, in business English discourse. The research focuses on identifying
the linguistic mechanisms through which persuasion is realized in business communication.
The study analyzes persuasive language at phonetic, lexical, and syntactic levels in business
discourse.

The research methodology includes descriptive, explanatory, comparative, componential,
and statistical analyses. The corpus consists of business texts produced by leading multinational
corporations. The findings demonstrate that persuasion in business communication is achieved
through a wide range of linguistic devices functioning across different language levels.

The study contributes to the development of pragmatics and business discourse studies in
the Kazakh academic context by identifying the theoretical foundations and functional
characteristics of persuasion in English business communication. The findings may be applied
in Business English instruction, persuasive writing courses, intercultural communication,
stylistics, rhetoric, and the development of communicative competence among EFL learners
and business professionals.

The paper concludes that persuasion in business discourse represents a complex linguistic
strategies which are systematically employed to influence audience perception and behavior.
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ICKEPJIIK AFblJIIIBIH TUITHIH AUCKYPCBIHJIAT'BI CEHAIPY
NNPAI'MATHKAHBIH KATEI'OPUACHI PETIHAE

Anoamna. MakanaHblH MakcaThl — iCKEPJIK aFbUINIBIH JUCKYPCBIHIAFbl TUT apKbLIbl
nparMaTHKa caHaThl OOJIBIN TAOBLIATEIH CEHIPY CTPATErUsIaPBIHBIH BIKMAIBIH aHBIKTAY.

3epTrey KYMBICHI ICKepPIIiK KapbIM-KaTbIHACTA CEHAIPYIiH KYy3ere achlpbUTYbIHBIH TULTIK
MEXaHU3MJICPIH aHbIKTayFa OarbITTanraH. Makanajga ICKepiiK JUCKYPCBIHAAFBI CEHAIPY
KaTeropuschl OHETHKAIIBIK, IEKCHKAIIBIK KOHE CHHTAKCHUCTIK JICHreHIep/ie Ta1aHa bl

3epTTey 9/liCHaMachlHA CHIATTAMAJIBIK, TYCIHAIPMEIIK, CAJIBICTHIPMasbl, KOMIIOHEHTTIK
JKOHE CTATUCTHUKAJBIK Talgaynap Kipedi. 3epTrey HbICAHBIH KOIYJITThI KOMITAHHUSIIAP/IbIH
ICKepJIIK MOTIHAEP] Kypaiabl. FbUIBIMH KYMBICTBIH HOTHIKEIIEP] ICKepIIiK KapbIM-KaTbIHACTAFbl
CCHJIpYIe apTYPJi TULMIK JEHTEHIEpe KYMbIC ICTCHTIH KEH ayKbIMJbl TUIIIK Kypajijiap
ApKBUTBI KY3€Tre aChlPhUIATBIHBIH AICIACH I,
b ____________________
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3epTrey arbUILIBIH ICKEPIIIK KapbIM-KaThIHACBIHAFLI CEHAIPYAIH TEOPHSUILIK Herizjaepi
MeH (QYHKIMOHAIABIK CHIATTaMaIaphliH aHBIKTAY apKbUIbI Ka3aK aKaJeMHSUTbIK KOHTEKCTIH e
nparMaTHKa MEeH ICKepIIiK JMCKYpPC 3€pTTeyNEpiHIH JaMyblHa yiec Kocaabl. Maxanaaarbl
3epPTTEY HOTHIKENEpl ICKEepiK arbUIIbIH TUTIH OKBITY/3, AKaJIeMHSUIBIK CEHIIPETIH XKaszy
KypcTapblHa, MOJICHHETApalblK KapbIM-KaTblHACTa, CTHJIMCTUKANA, PUTOPHKAJa JKOHE
arbUILIBIH TUIIH YHPEHETIH CTYAEHTTEp MEH OM3HEC MaMaHAapbIHBIH KOMMYHHKATHBTIK
KY3bIPETTUTIKTEPIH JaMBITY1a TIPAKTHKAJIBIK TYPFbIIaH KOJIJAHBLTYbI MYMKIH.

Makanana ickepiik IMCKYPCTarbl CEHIIpY ayIMTOPHSHBIH KaOblagaybl MEH MiHE3-
KYIKbIHA 9cep €Ty VYIIIH OKyHenl Typlae KOJIAAHBUIATBIH KypAeni JIMHIBUCTHKAJIBIK
crparerusuiap 0o TadblIa (bl ICI€H KOPLITBIHIbI Kacalla/ibl.

Kinm ce3oep. Cennipy, nparMaTHka, iCKEpJIiK AUCKYPC, ICKEPIIiK KOMMYHHKAITHA, TIIIK
BIKITAJT
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YBEXK/JIEHUE KAK ITIPATMATHYECKAS KATET'OPUA B IEJIOBOM
AHTJIMMCKOM JIMCKYPCE

Annomayua. llenb naHHON paboTbl — BBIABUTH CHEUU(PUKY peald3aluu cTpaTerui
yOCKICHUA KaK KaTeropud IparMaTHKH B aHIVIMICKOM JejaoBoM Juckypce. MccienoBanue
COCPENOTOYEHO Ha BBIABJICHHH JIMHIBHCTHYECKHMX MEXAHM3MOB, IOCPEICTBOM KOTOPBIX
peannsyercs yOexIeHHe B JI€JIOBOM KOMMYHHMKaUUH. B HcClenoBaHUM aHATM3UPYETCS A3bIK
yOexaeHuss Ha (OHETHYECKOM, JIEKCMYECKOM M CHHTAaKCHYECKOM YPOBHSIX B JICJIOBOM
IMCKypce.

MeTooslorust  MCCIEAOBAHHMS  BKJIIOYAET  OIHMCATENBHBIH,  OOBACHHTEIBHBIH,
CPaBHUTENbHBIH, KOMIIOHEHTHBIH M CTATUCTHYECKHI aHaIu3bl. OOBEKT HCCIEIOBAHHUSA COCTOUT
M3 JEeNOBBIX TEKCTOB, CO3JAaHHBIX BEIYLUIMMH MHOTOHAIMOHATLHBIMH KOPHOPALUSIMH.
Pe3ynbTarhl HCCIIEI0BAaHHS [TOKA3BIBAIOT, YTO YOSIKACHHE B JICJIOBOM JUCKYPCE JOCTUTALTCS C
MOMOIIbIO [MUPOKOrO CIEKTPA JIMHIBHCTHYECKHUX CPEACTB, (DYHKIMOHUPYIOIIMX HAa PasHbIX
A3BIKOBBIX YPOBHSIX.

HccrenoBanre BHOCHT BKJIAJI B PAa3BUTHE MparMaTHKA M MCCIEI0BAaHUH JIEJIOBOTO
OUCKYypCa B Ka3aXxCKOM aKaJeMHYECKOM KOHTEKCTE, BBIABIIAS TCOPCTHYECKHUE OCHOBBI U
(yHKIIMOHATIBHBIC XaPaKTEPUCTUKH YOIKICHHUS B JIEIOBOM KoMMyHUKanuu. [lomydyeHHbIE
pe3ynbTaThl MOTYT OBITh MPUMEHEHBI B MPENOaBaHUH JIETIOBOTO aHTIIMHCKOTO S3bIKa, Kypcax
yOeUTEeNIbHOTO MUChbMa, MEXKYJIBTYPHOH KOMMYHHUKAIIUH, CTHIIMCTHKE, PHTOPHKE, a TAKXKE B
pPa3BUTUM KOMMYHMKATHBHOW KOMIIETCHUMU CPEIH  M3Y4YalOUIMX AaHIVIMHCKMIL KAk
HWHOCTPAHHBIH S3BIK U CIICIIUAIHCTOB B cepe OM3Heca.

B 3akmiouenue craThH JENAcTCAd BBIBOJ, 4YTO YOEKIEHHE B JICTIOBOM JHCKYpCE
npeJICTaBIsgeT COOOH CIOXKHYH JIMHIBHCTUYECKYHO CTPATErHi0, KOTOpas CHCTEMAaTHYECKH
MCIIOB3YETCS JUIsl BIUSHUA Ha BOCIIPUSATHE M MOBEJIGHHE Ay TUTOPHH.

Knrouesvte cnoea. YOexneHue, IparMaTuka, JIeIOBOH  IOMCKYpc, —JeioBas
KOMMYHHUKAIIUS, THHIBHCTHYECKOE BIMSHUE
Introduction. The transition to a market-oriented economy has significantly influenced

Ne2 (38) 2026 https://ojs.wkitu kz/ 183



BKUTY XABAPHIBICHI. FouibiMu #KypHai ISSN 2706-6266
BECTHUMK 3KHUTY. Hayunsrii :xypuan ISSN 3007-1062
BULLETIN OF WKITU. Scientific journal ISSN 3007-1070

political, social, cultural, educational, and linguistic developments in Kazakhstan. Among
contemporary linguistic issues, business communication has become particularly important due
to its role in shaping professional interaction and communicative competence. While literary
language traditionally occupied a dominant position in linguistic studies, modern scholarship
increasingly prioritizes business communication, media discourse, and information exchange
as central functions of language[1 p. 4].

The theoretical investigation of business discourse requires an examination of the
pragmatic functions of language, particularly information transmission and audience influence.
Business communication not only conveys information but also shapes the recipient’s
interpretation and response. Therefore, business discourse inherently possesses a pragmatic
dimension.

Pragmatics has been widely examined by scholars such as Charles Morris, J. Austin, J.
Searle, Yu. S. Stepanov, G. V. Kolshansky, N. D. Arutyunova, and others, alongside Kazakh
researchers including R. Syzdykova, B. Shalabai, and Z. Ernazarova. Unlike structural
approaches to language, pragmatics focuses on the interaction between communicative
participants and the intentions underlying speech.

L. A. Kiseleva argues that language serves two primary communicative purposes: the
transmission of information and the influence on human consciousness and behavior. Such
influence may manifest in the form of persuasion, suggestion, or command. Consequently,
pragmatic communication extends beyond information exchange to include the establishment
of interpersonal relations and the achievement of communicative goals [2, p.101].

Roman Jakobson classified language functions into several categories, including emotive,
communicative, rhetorical, metalinguistic, cognitive, and aesthetic functions [3, p.24]. These
classifications demonstrate the multidimensional nature of language in communication.

Pragmatics is closely connected with disciplines such as stylistics, rhetoric,
psycholinguistics, cognitive linguistics, and sociolinguistics. Aristotle identified persuasion as
the principal objective of rhetoric and described it as the ability to convince audiences to accept
specific ideas [4:6]. However, whereas rhetoric primarily concerns eloquence and speech
techniques, pragmatics emphasizes communicative intention and the recipient’s response.

The growing significance of linguistic influence in contemporary society is associated
with several factors:

the expansion of mass media and digital communication;

the increasing impact of advertising and propaganda;

intensified ideological competition within society;

the role of language in shaping social culture and education.

Speech activity plays a central role in persuasive communication because language
influence is realized through speech acts. Communication enables individuals to affect one
another’s attitudes and actions. Speech act theory, developed by Austin, Searle, and Grice,
among others, A. V. Vezhbitska, G. O. Pocheptsov, Y. D. Apresyan, Z. Sh. Ernazarova, I.
Nurgozhina, Z. Kh. Ibdaldinova, who provides a theoretical basis for understanding persuasive
interaction.

Within pragmatics, persuasion may be viewed as a perlocutionary act intended to alter
beliefs, attitudes, or behavior through language. Persuasive discourse frequently employs
requests, recommendations, suggestions, clarifications, and rhetorical questions.

Emotional vocabulary also contributes significantly to persuasion. Positively connoted
lexical units strengthen interpersonal trust and shape audience perception. Expressions such as
“Let’s make America strong again” or “The best that money can buy” illustrate how evaluative
language influences emotional responses and audience attitudes [5, p.73].

Materials and methods of research. The research corpus consists of 150 business texts
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collected from official materials produced by internationally recognized multinational
corporationsations including ChevronTexaco, ExxonMobil, Microsoft, General Motors,
General Electric, Kraft Foods, and Procter & Gamble. Statistical analysis was conducted on 50
selected texts comprising approximately 1,500 linguistic units.

The study employed descriptive, explanatory, componential, and statistical methods to
identify persuasive techniques and determine their frequency and communicative functions.
Persuasive influence in business discourse operates at multiple linguistic levels:

v Phonetic level: alliteration, rhythm, assonance, anaphora, and epiphora
contribute to melodic and memorable speech patterns.

v Lexical level: metaphor, metonymy, evaluative vocabulary, and emotionally
charged expressions influence audience perception.

v Syntactic level: repetition, parallel constructions, rhetorical questions, and
inversion strengthen emphasis and improve memorability.

The influence of spoken language covers all levels of the language: phonetic, lexical,
syntactic. Among phonetic methods, phonetic phenomena such as alliteration, assonance,
anaphora, and epiphora are often encountered, and their melodious and rhythmic pronunciation
through intonation has an effect on the addressee [6, p.12]. Influence on the listener's
consciousness and feelings at the lexical level 1s carried out with the help of words and lexical
devices, the main tool of language. According to D. Bollinger, by using a variety of words and
specific examples, one can influence the consciousness of a person and achieve the intended
goal [7,pp. 214-215].

Repetition was identified as one of the most effective persuasive strategies because it
reinforces key ideas and facilitates audience comprehension and retention. Parallel
constructions also provide logical emphasis and rhetorical coherence.

For example: “How are we going to get there? How are we going to perform, day after
day, to become the undisputed leaders of the food industry?” (www.northersternmutual.com)

“My suggestion is to start with the six benefits I listed earlier. They should provide a
valuable framework to guide your thinking. Take a look at your marketing messages and at how
you're delivering them today. Then ask yourself six questions:

1. How can I make my message global?

2. How can I offer such useful and interesting content that consumers will come back to
my site again and again?

3. How can I make it interactive?

4. How can I fully integrate the full range of marketing disciplines into the delivery of
my message?

5. How can I make my message more compelling by using the net's one-to-one

capability?

6. How can I use this technology to sell my products?

I think you'll find that the answers to these questions will provide a creative blueprint as
you think about how to tap the full potential of the net.” (www.corning.com)

“Do you really want to go to a similar position at another large company? Maybe this is
an opportunity to change your work style — go into business you're yourself. Maybe this is the
chance to do what you're always wanted to do and move to Alaska.”
(www.pricetwaterhouse.com)

“This kind of shift in the way we interact with technology will do more than any single
invention to give us higher productivity, greater power, and better peace of mind.”
(www.corning.com)

“Computers move calls across town--across the country — and across the world — not only
through copper wires — but increasingly on laser-beams of light-through hair-thin strands of
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glass called "optical fiber.” (www.generalelectric.com)

“Suppliers will lose customers and consumers will lose choices.” (www.batelle.com)
From these examples, it can be seen that business texts use repetitions at various linguistic
levels: phonetic, lexical, syntactic, and other linguistic methods that affect the listener's
consciousness. eager to stay, but ready to go, alliteration: by your talk, but by your walk, from
good to great, from better to best, from world-class to most admired, chiasm: suppliers will lose
customers and consumers will lose choices, census higher productivity, greater power, and
better peace of mind and speech acts based on the performative form of speech acts,
interrogative sentences, rhetorical questions, and promises are used to embellish the text, make
it more expressive, and influence the addressee's consciousness.

For example: “Marketers who understand the implications and get ahead of the curve will
not only survive, they'll thrive.” (www.procterandgamble.com) Parallel constructions within a
sentence are used to prove a point. In this regard, N.M. Razinkina writes that syntactic
parallelisms are a way to prove the author's point [8, p.143]. The following examples can serve
as evidence of this opinion.

“We're already the largest, and we're already the leader in financial performance. And
now we have the opportunity, and, with all the work we've done over the past few years to
merge several great companies into one, we've earned the right--to break away from the pack...
to become undisputed leaders... to make "Kraft" mean to food and beverages...

what Nike means to athletic apparel...

what McDonald's means to fast food...

what Wal-Mart means to retailing...

what Microsoft means to software...

what Philip Morris means to tobacco...

what Crayola means to crayons...

and what Hallmark means to greeting cards.” (www kraftfood.com)

Stylistic devices such as metaphor and metonymy were found to possess strong pragmatic
potential. Metaphorical language enhances emotional resonance, while metonymic expressions
demonstrate linguistic sophistication and strengthen speaker credibility.For example:
“Although our timing was off, our credibility with employees is now back to whatever is the
normal level of senior management's believability among that stakeholder group. And we now
have some concrete successes to point to when we talk about development with folks outside
the U.S., including those in Rotterdam.” (www.crysler.com) If the use of the words timing was
off, folks in this example ensures the establishment of a “warm” relationship with the addressee,
parallel constructions such as our credibility, management's believability allow the idea to be
retained in the listener's memory for a long time.

The study also examined commissive speech acts, including promises and commitments,
which establish trust and responsibility between speakers and audiences. For example: “In the
years ahead, how we use outside R&D resources and how we maximize the return on our
technology investments will be more and more critical to our operations. That's because there
really is only one prediction that I can guarantee: Technology will continue to transform
industry, and we'll all have to keep up with it if we want to succeed.”
(www.pasificgasandelectric.com)

The influence on the addressee 1s also reflected in the speaker's personal style. In this
regard, the following opinion of V.V. Vinogradov is perhaps most appropriate: "Style, as a
system of means of expressing thought, includes all elements of the language structure: sounds,
grammatical figures, vocabulary, phraseological units, and the methods of compositional and
syntactic construction of these areas" [9, p.34].

“By the start of the 1900s, the Industrial Revolution had changed all that. The body and
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the soul of America were transformed. Millions of workers and their families migrated to our
shores — attracted by the opportunity of jobs. Jobs will be protected, borders will be closed, and
we'll be back in the Economic Dark Ages.” (www.corning.com) In this example, Corning CEO
James Houghton describes the US economy, the social situation of which is comparable to the
body and soul, and the five-year economic stagnation (G.M. — Great Depression) in US history
as the equivalent of the Economic Dark Ages.

“Information managers got better and the equipment cycles shortened, but information
technology in a business was still the province of the "IM function" — still a chimney outside
the mainstream of business activity run by a "priesthood" with its own language and rituals.”
(www.mcdonneldouglas.com)

Results and discussion. The findings indicate that business communication extends
beyond the simple transmission of information and actively seeks to shape audience attitudes
and responses. Business discourse combines features of formal, journalistic, and conversational
styles, creating persuasive and accessible communication.

The analysis demonstrated that persuasive strategies function across all language levels.
Among the most frequently used persuasive devices were: repetitions, parallel constructions,
rhetorical questions, evaluative vocabulary, metaphor, metonymy, alliteration, rhythm,
inversion.

Speech acts based on performative structures, including promises, requests, greetings,
and suggestions, were identified as significant tools of perlocutionary influence.

Statistical analysis revealed the following frequency distribution of persuasive techniques
in business discourse: (Table Nel )

Table 1 — Frequency of Persuasive Techniques in Business Communication

Frequency of Persuasive Techniques in Business Communication

Repetition B

Rhetorical questions 1 80%

Emotional-evaluative words B0%

Metaphor

Metonymy 20%

00 2 50 75 00 B5 B0 75
Frequency (%)

The data indicate that repetition and rhetorical questions are among the most dominant
persuasive mechanisms in business texts. Repetition enhances expressiveness and emphasizes
central ideas, while rhetorical questions stimulate audience engagement and reflection.

Sound harmony achieved through rhythm and alliteration also contributes to persuasive
effectiveness by improving the aesthetic quality and memorability of speech.

The findings further demonstrate the close relationship between pragmatics and stylistics.

While stzlistics focuses on artistic and exEressive features of lanﬁuaﬁe, Era%matics emﬁhasizes
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communicative intention and persuasive impact. (Table Ne2 )

Table 2 — Use of repetition in business texts

Even though employees will have to take
a much more proactive role in their own
careers through constant renewal and life-
long

education, this does not lessen the
organization's role. Companies will have
to apply resources to deal with stress.
Leaders will need to be sensitive and
sympathetic, and help their people through | Repetitjon
it. Companies will also have to show
responsiveness to employees' needs
outside the workplace.

Yes, you have to be a strategic thinker.
Yes, yu have to use your intelligence and
experience to make good judgments. Yes,
you have to think always of the vision and
communicate it in a way that people will
understand. But in

addition to conceptualizing, deliberating,
and

communicating, you must be swift to
action.

Summarizing the results of the findings, it shoud be pointed out that the degree of of
persuasion covers all areas of the language level: phonetic, lexical, syntactic. It was found that
in business texts, the most powerful means of influence are the repetition of sounds, words,
sentences, parallel constructions, proverbs and idioms, evaluative words, as well as some
stylistic devices: alliteration, rhythm, metaphor, metonymy, epithet, simile, inversion.

Conclusion. The study confirms that persuasion functions as an essential pragmatic
category in English business discourse. Persuasive communication seeks to influence audience
attitudes, encourage acceptance of ideas, and motivate action through carefully selected
linguistic strategies.

The research identified dominant persuasive techniques at different language levels:

Phonetic level: rhythm and alliteration;

Lexical level: evaluative vocabulary, metaphor, metonymy, epithet, simile, and
repetition;

Syntactic level: rhetorical questions, parallel constructions, and inversion.

The findings demonstrate that persuasion in business discourse is a multidimensional
phenomenon integrating logical, ethical, emotional, and stylistic elements.

Given the global role of English as the primary language of international business
communication, the development of persuasive business writing skills is increasingly important
for Kazakhstan’s integration into global economic and professional environments. The training
of effective business communicators, speechwriters, and public speakers capable of producing
persuasive English business texts therefore remains a highly relevant educational and
professional objective.
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