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The paper considers architectonics of the concept ‗marketing‘ as a subordinate one to the concept ‗market‘ 

which, alongside with other concepts, organizes the conceptual sphere of the basic concept ‗trade‘. The notional, 

sense (sense centres), and schematic (dynamic frame) components are researched, the model of the concept in-

ner structure is developed 
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Стаття присвячена вивченню архітектоніки концепту ‗marketing‘, який є субординаційним стосовно 

концепту ‗market‘ і разом з іншими концептами організовує концептосферу базового концепту ‗trade‘. 

Досліджувалися поняттєвий, смисловий (смислові центри) та схематичний (динамічний фрейм) компо-

ненти концепту, моделювалася його внутрішня структура 

Ключові слова: концепт ‗marketing‘, бізнес-дискурс, поняттєвий компонент, смисловий центр, ди-

намічний фрейм

 

1. Introduction 

As has been already stated by R. Langaсker [1] and 

V. L. Ivashchenko [2], macro-concepts are subdivided into 

smaller entities – sub- / mini-concepts which, in their turn, 

produce smaller units. The basic concept of business dis-

course ‗trade‘ also generates the concepts of lower level of 

conceptualization – sub-concepts ‗goods‘, ‗market‘ and 

‗marketing‘. Methods of study of the concept ‗marketing‘ is 

based on the methodology developed by V. L. Іvаshchenkо 

[2], R. Langaker [1], V. А. Маslоva [3], М. V. Pimenova et 

al. [4], Z. D. Pоpоva et al. [5], Y. S. Stepanov [6],  

S. А. Zhabotynska [7] which presupposes consideration of 

the concept architectonics, finding out language means of its 

nomination, mоdеlling of its structural components, work-

ing out the procedure of the concept analysis (in the lan-

guage or discourse). 

While studying the nature of professional concepts 

which are oriented at the rational logical, оbjective represen-

tation of knowledge about the reality, though not lacking 

emotional evaluative and imagery components, their archi-

tectonics can be represented in such mental structures: [ter-

minological] notion, sense centres / semantic kernels, imag-

es-pictures / gestalts, I-schemes, images-prototypes, images-

stereotypes, images-anthroposymbols, frames, scena- 

rios / scripts. Thus, business concepts comprise: nоtional 

component, represented by [terminological] notion, sense 

component (sense centres / semantic kernels), imagery 

component (image-picture / gestalt, image-stereotype, im-

age-prototype), symbolic component (image-anthropo- 

symbol), evaluative component (evaluative stereotype), 

schematic component (I-scheme, frame, scenario / script). 

While developing a model of the concept ‗marketing‘ the 

principle of description-modelling (the term belongs to  

V. L. Іvаshchenko) has been applied which presumes the 

description of the notional paradigm of a concept, its sense 

organization, imagery and symbolic components, static and 

dynamic frames. 

 

2. Formulation of the problem  

The general problem of today‘s linguistics is its 

fragmental studies of the basic language categories and 

speech phenomena. The holistic approach to the object of 

study can provide the apparatus to overcome the existing 

difficulties. The scientific observations on business Eng-

lish discourse induces the researcher to detect its princi-

pal concepts and investigate them from the point of view 

of their inner structure and language form. Thus, the aim 

of the paper is to consider the architectonics of one of the 

business concepts, i. e. the concept ‗marketing‘, and to 

find out its verbal representations in the contemporary 

business English discourse. The major tasks are to study 

word-building, distributional and text-composing poten-

tials and professional meanings of the concept nomina-

tor, to find out its etymon (primary meaning), to recon-

struct sense centres and schematic structures and to find 

out their verbal correlates. The present analysis is con-

ducted according to the procedure developed in the paper 

The Criteria of Determining Key Concepts of the Con-

temporary Business English Discourse [8]. Business pub-

lications of major British and American companies on 

Internet sites, genre forms Business Plan, Annual Report, 

Business Letter are used as material of the research as 

well as special and encyclopedic dictionaries in econom-

ics and business. 

 

3. Literature overview 

According to our observations, the concept ‗mar-

keting‘ has not been studied in recent researches yet, so 

for literature overview it has been chosen the scientific 

publications dedicated to corresponding business con-

cepts, i. e.: ‗material wealth‘, ‗property‘, ‗money‘, ‗bar-

gain‘, ‗buying / selling‘ considered by N. E. Аgаrkоvа 

[9], E. V. Babaeva [10], I. A. Mayorenko [11], T. N. No-

voselova [12], A. G. Оsipova [13], Y. N. Petelina [14], 

O. Y. Syrmach [15]. All above mentioned concepts are 

qualified by the authors as culturally marked and are fre-

quently compared in different cultures: Russian – Ger-

man (E. V. Babaeva), English – Russian (Y. N. Petelina), 

English – Russian – French (I. A. Mayorenko). These 

concepts are primarily studied in the naïve language 

world image as everyday ones that exist in the collective 

conscience of common people which is proved by the 
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material of study – literary and substandard lexis, set 

phrases, idioms, proverbs, sayings, aphorisms and max-

ims of well-known people, definitions in general diction-

aries of English and other languages, literary texts, re-

sults of associative experiments conducted among com-

mon language bearers. The approaches to study of the 

above mentioned concepts reveal a certain spectrum of 

analyses. Thus, if N. E. Аgаrkоvа and O. Y. Syrmach  

[9, 15] find out cognitive tokens of the concept ‗money‘ 

(gestalt-structures in terms of N. E. Аgаrkоvа), I. A. 

Mayorenko [11] considers the phraseological field of 

nominations of the concept ‗money‘ according to its ker-

nel, near and far periphery. E. V. Babaeva and T. N. No-

voselova [10, 12] are mostly concentrated on evaluative 

component of the concept ‗wealth‘, disclosing value op-

positions in the work by E. V. Babaeva [10] and axiolog-

ical aspect (value, evaluation, evaluative stereotype, 

norm and scale of assessment) in the work by T. N. No-

voselova [12]. A. G. Оsipova and Y. N. Petelina [13, 14] 

apply frame semantics approach structuring the concept 

‗buying / selling‘ according to structural semantic formu-

las and frame components (A. G. Оsipova) and the con-

cept ‗bargain‘ in the form of scenario (Y. N. Petelina). 

As we can see from the analysis of the above mentioned 

publications, they lack a complex approach to the object 

of study considering the concept from different angles of 

view in the framework of modern cognitive theories. The 

architectonics of he concept (including its notional, 

sense, imagery and schematic components) especially in-

herent in the professional discourse (including the busi-

ness one) still avoid the attention of the contemporary re-

searchers. 

 

4. Reconstruction of architectonics of the con-

cept „marketing‟  

The concept ‗marketing‘ is a subordinate concept 

which originated on the basis of the already existing con-

cept ‗market‘. The notion ‗marketing‘ came into use 

comparatively not long ago (end of the 19th – beginning 

of the 20th century) due to the development of mass pro-

duction of goods and services and development of mar-

keting techniques. In the economic theory the concept of 

modern marketing is build up according to the principle: 

‗not to sell what is made but to make what will be 

bought‘, is represented in ‗product-market strategy‘ [16: 

3–4] and is expressed in metaphoric aphorism by  

А. Sloan The customer is king. The content of scienti- 

fic marketing is embodied in so-called marketing  

mix / marketing complex or 4 P‘s which was developed 

by the American economist N. Borden in 1960-s. It in-

cludes such elements as: ―product‖, ―price‖, ―promo-

tion‖, and ―place‖. 

Тhе mere notion ‗marketing‘ which has been de-

veloped in the economic thought is defined as ‗actions of 

identifying, satisfying and increasing the buyer‘s demand 

for a company‘s product‘ [17: 255] or ―the management 

process responsible for identifying, anticipating and sat-

isfying customer requirements profitably‘ [18: 180], in 

broader sense as ―anticipating changes in demand (usu. 

on the basis of marketing research), promotion of the 

product, ensuring that its quality, availability, and price 

meet the needs of the market, and providing after-sales 

service‖ [19: 312]. Thus, according to its definitions the 

characteristic features of the notion ‗marketing‘ are: 

‗buyer‘s demand‘, ‗product‘, and ‗promotion‘. 

Taking into consideration the fact that the sub-

stantive marketing is a derivative of the noun market, it 

has the same primary meaning or etymon ‗goods‘. In 

general English the lexem marketing possesses the mean-

ings: ‗exchange of goods for an agreed sum of money‘, 

‗promoting, selling and distributing a product / service‘, 

‗shopping at a market‘ [20], in special dictionaries of 

economics and business correspondingly –‗organization 

of selling as a scientific discipline‘ [21: 304].  

The importance of the notion ‗marketing‘ for 

business communication is proved by high word-building 

productivity of the lexem in creating composite terms: e-

marketing, ego-marketing, macromarketing, micromar-

keting, remarketing, synchromarketing, telemarketing 

etc.; big distributional potential in creation of terms-

collocations: attributive ones – bad / good marketing, 

concentrated marketing, counteractive marketing, devel-

oping marketing, domestic marketing, export marketing, 

effective marketing, foreign marketing, global / world 

marketing, industrial marketing, innovative marketing, 

internal marketing, international marketing, local market-

ing, mass marketing, national marketing, non-

commercial marketing, regional marketing, test market-

ing, marketing opportunities, marketing procedures, 

marketing realization, marketing resources, also found in 

modern business contexts: guerrilla marketing, multi-

level marketing, right-time marketing, next-best-action 

marketing; predicative ones – to bolster marketing etc.  

Тhe lexem marketing reveals a high tеxt-

composing potential in creation of the following genres: 

marketing analysis, marketing brochure, marketing plan, 

marketing program, marketing research, marketing ser-

vice guidelines as well as their different sections: Com-

mercial Marketing, Marketing Approach, Marketing and 

Dealer Operations, Marketing Strategies, Pre-Draft Mar-

keting etc. 

The boom of marketing technologies promotes 

scientific rethinking of this notion in the scientific disci-

pline which is called marketology (science about market-

ing) and economic theories marketing concept, marketing 

mix / complex, relationship marketing (1960s), business / 

industrial marketing (1980s), social / societal marketing 

(1990s), holistic marketing (21st c.), internet / online 

marketing (21st c.), digital marketing (21st c.) as well as 

in theoretic studies: Kotler P. Marketing Management: 

Analysis, Planning and Control (1967), Kotler P., Zalt-

man G. Social Marketing: An Approach to Planned So-

cial Change (1971), Kotler P. Kotler on Marketing: How 

to Create, Win, and Dominate Markets (1999), Kotler P. 

Et al. Marketing 3.0: From Products to Customers to the 

Human Spirit (2010), Kotler P. Marketing Insights from 

A to Z (2003), Kerin R. et al. Principles of Marketing 

(Marketing 431) (2010) etc. The recent economic re-

search provokes abundant economic terminology, i. e.: 

horizontal marketing, marketing complex / 4Ps of mar-

keting, marketing concept, marketing functions, market-

ing management, marketing policy, marketing strategy, 

marketing structure, marketing system, marketing tactics, 

conversion marketing, differential marketing, direct mar-
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keting, price marketing, segment marketing, vertical 

marketing etc. 

The further conceptualization of the notion ‗mar-

keting‘ takes place in image-bearing nominations, meta-

phoric and metonymic transferences. In business dis-

course there exist nominations in a form of: imagery epi-

thets of the term marketing – aggressive marketing, guer-

rilla marketing; metaphoric names –marketing basket, 

marketing bubble, marketing warfare strategies; meton-

ymy – next-best-action marketing. 

Sense centres / semantic kernels of the concept 

‗marketing have been detected by method of cognitive 

interpretation of the names-representatives of the concept 

from lexicographical sources [17–19, 22–23], genre 

forms Annual Report, Business Plan and business publi-

cations of major British and American companies on In-

ternet sites: ‗marketing is product‘, ‗marketing is selling‘, 

‗marketing is promotion‘, ‗marketing is mаnipulation‘. 

Sense centre ―marketing is product‖ is revealed in 

word combinations with the term marketing which nomi-

nate the object of selling and buying goods: brand mar-

keting, generic marketing, mass marketing, product mar-

keting, service marketing; scientific definitions: ―Market-

ing is the process of communicating the value of a prod-

uct or service to customers, for the purpose of selling that 

product or service‖ [24]; corresponding business con-

texts: Several marketing strategies emerged as the result 

of an overall reexamination of existing corporate strate-

gies. The area receiving initial attention was the product 

line (Mary Kay Cosmetics, Inc.). 

Sense centre ‗marketing is selling‘ is revealed in 

word combinations with the term marketing which nomi-

nate the means of selling goods: catalogue marketing, 

commercial marketing, database marketing, digital mar-

keting, direct marketing, electronic marketing, in-store 

marketing, marketing on-line, telemarketing; proposi-

tional structures: Specifically, these will be the women 

we target vigorously with our marketing and offerings 

(Retail Clothing BP 1993). 

Sense centre ‗marketing is promotion‘ is revealed 

in word combinations with the term marketing which 

nominate the means of stimulating demand among the 

customers: development marketing, remarketing, stimu-

lating marketing, synchromarketing; propositional struc-

tures which describe means of informing customers 

about goods or services: A combination of local media 

and event marketing will be utilized at each location 

(Dorma BP 1996), corresponding business contexts: An-

other marketing avenue we will explore is contacting the 

local art clubs at high schools and colleges. The object of 

an art club promotion will be to teach people how to use 

the process efficiently. That would in turn help to make 

repeat customers out of them (Retail Clothing BP 1993). 

Sense centre ‗marketing is mаnipulation‘ is re-

vealed in word combinations with the term marketing 

which nominate the ways of manipulation of human con-

science and means of influence on customer‘s behaviour: 

market / marketing mаnipulations, mаnipulation pyra-

mid; stylistic devices in a form of antithesis: manipula-

tion or good marketing?; scientific definitions which de-

scribe the tricky side of marketing techniques: ‗Market 

mаnipulation is a deliberate attempt to interfere with the 

free and fair operation of the market and create artificial, 

fаlse or misleading appearances with respect to the price 

of, or market for, a security, commodity or currency‘ 

[25]; evaluative judgements of specialists: People are 

more likely to view a marketing practice as mаnipulation 

if the marketing influence is directed at the core of the 

product or service (Manipulation or Good Marketing?); 

aphorisms of business gurus: One man‘s good marketing 

is another man‘s mаnipulation; descriptions of the results 

of market research: In the most ‗mаnipulative‘ cases (vit-

amin water and pink salmon) or the best ―good market-

ing‖ case (rich Gorinthian leather), there were opinions 

on both sides. I was expecting more polarized opinions, 

with everyone agreeing on either marketing or mаnipula-

tion. But in all the cases, there around a quarter of the 

people who didn‘t agree with the majority. Of the mil-

lions of marketing practices only a small percentage will 

likely fall into the ―mаnipulation‖ category (Manipula-

tion or Good Marketing?). 

Imagery component of the concept ‗marketing‘ 

which is usually represented by images-pictures / ge-

stalts, images-stereotypes or images-prototypes has not 

been detected in the researched material which proves 

the absence of these structures in the collective profes-

sional conscience of English language bearers. 

Schematic component of the concept ‗мarketing‘ 

is structured in the dynamic frame with the top ‗мarket-

ing‘ and slots-stages: ‗idea of the product‘, ‗possibility to 

realize it‘, ‗studying of the demand‘, ‗making a proto-

type‘, ‗calculating the price‘, ‗probe selling‘, ‗promo-

tion‘, ‗launching the product‘ illustrated by the text 

‗Marketing‘ in J. Cook‘s manual An Usborne Introduc-

tion Business. 

Slot 1 – ―idea of the product‖ is filled in with 

nominative phrase Idea: luxury diet coleslaw. 

Slot 2 – ―possibilitу to realize it‖ is filled in with 

speech act-reflection: Can it be made? and speech act-

representative: A special department called the research 

and development department will find out whether the 

product can be made. 

Slot 3 – ―studying of the demand‖ is filled in with 

the text-description under the title in a form of speech 

act-quesitive: Does the customer want it?: Members of 

the marketing department will tell a market research 

agency about your idea, specifying the sort of person 

they are aiming at. The market researchers then produce 

a questionnaire which they ask a selected number of peo-

ple to answer. From this they can gauge the amount of 

interest there is in the idea, and what sort of demand 

there may be for it. They will find out information such 

as how much customers may be prepared to pay for it, 

and what sort of packaging they prefer. 

Slot 4 – ―making a prototype‖ is filled in with the 

text-description under the title in a form of speech act-

directive: Define the product: The marketing people now 

instruct artists to work on designs for the packaging of the 

product. They also inform an advertising agency about the 

product, letting it know the market they are aiming at, 

what image they are trying to present, what competition 

there is and why this product is better, and a rough price 

for it. This gives the advertisers time to prepare campaigns 

informing the public about the new product. 
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Slot 5 – ―calculating the price‖ is filled in with the 

text-description under the title in a form of speech act-

quesitive: Is the price realistic?: The research and de-

partment team can now come up with samples and rough 

costs and the marketing people estimate how many they 

can sell in a five year, three year or one year period. They 

then alculate a shelf price for the product taking into ac-

count their company‘s profit and the retailer‘s mark-up. 

After comparing this with their competitors‘ prices they 

can see whether it is realistic. 

Slot 6 – ―probe selling‖ is filled in with the syn-

tactic unity with general illocutionary intention of quesi-

tive: Does it live up to expectations?: The market re-

search presents a group of people in the same category as 

the first group with samples of the actual product. They 

may have liked the idea of the product – but do they like 

the actual thing? Will they still want to buy it? 

Slot 7 – ―promotion‖ is filled in with the text-

description under the title in a form of speech act-

directive: Proceed to launch: The marketing department 

then arranges for the production team to make the right 

number of tubs of coleslaw to fit in with their sales fore-

cast. The marketing people inform sales reps about the 

product and the market it is aimed at. They decide on any 

promotional material they would like to support it in the 

shops, such as free offers, competitions etc. 

Slot 8 – ―launching the product‖ is filled in with a 

complex representative speech act and the title in a form 

of a nominative sentence: Launch: The sales reps sell the 

new product to retailers, and the marketing team ensures 

that it is delivered to them at the right time. 

As a result of the conducted research the architec-

tonics of the subordinate concept ‗marketing‘ can be rep-

resented in a form of a three-component Fig. 1: 
 

 
 

Fig. 1. The architectonics of the subordinate concept 

‗marketing‘ 

 

5. Conclusions 

Thus, the subordinate concept ‗marketing‘ is 

formed on the basis of the concept ‗market‘ and ac-

quired the status of independent concept relatively not 

long ago (end of the 19th – beginning of the 2-th centu-

ry) due to the origin of mass production of goods and 

services and development of marketing techniques. 

Having originated in the economic theory the termino-

logical notion ‗marketing‘ reveals such characteristic 

features as: ‗buyer‘s demand‘, ‗product‘, and ‗promo-

tion‘. The verbal noun marketing reveals its word-

building potential in the ability to produce compound 

terms; its distributional potential – in creation of attrib-

utive and predicative term-combinations. The concept 

‗marketing‘ organizes such sense centres: ‗marketing is 

product‘, ‗marketing is selling‘, ‗marketing is promo-

tion‘, ‗marketing is mаnipulation‘. The researched ma-

terial has not revealed the imagery component of the 

concept ‗marketing‘ in a form of images-pictures / ge-

stalts, images-stereotypes or images-prototypes which 

can be explained by absence of these structures in the 

collective professional conscience of English language 

bearers. The schematic component of the concept ‗мar-

keting‘ is structured in the dynamic frame with the top 

‗мarketing‘ and slots-stages: ‗idea of the product‘, ‗pos-

sibility to realize it‘, ‗studying of the demand‘, ‗making 

a prototype‘, ‗calculating the price‘, ‗probe selling‘, 

‗promotion‘, ‗launching the product‘. 

Further research presupposes the study of the sub-

ordinate concept ‗goods‘ which alongside with the al-

ready structured concepts ‗market‘ and ‗marketing‘ will 

give the opportunity to reconstruct the lingua conceptual 

sphere of the basic concept ‗trade‘. 
 

References 

1. Langacker, R. Cognitive Grammar. A basic introduc-

tion [Text] / R. Langacker. – New York: Oxford University 

Press, 2008. – 427 p. 

2. Ivashchenko, V. ‗Conceptualna Representatsiya 

Fragmentiv Znannia v Naukovo-Mystetsky Kartyni Svitu (na 

materiali ukrainskoi mystetskoznavchoi terminologii)‘ [Text]: 

Monograph / V. Ivashchenko. – Kyiv: Dmytro Burago‘s Pub-

lishing House, 2006. – 328 p. 

3. Maslova, V. Vvedeniye v Kognitivnuyu Lingvistiku 

[Text]: Ucheb. pos. / V. Maslova. – Moscow: Flinta, Nauka, 

2004. – 296 p.  

4. Pimenova, M. Kontseptualnye Issledovaniya [Text]: 

Ucheb. pos. / M. Pimenova, O. Kondrat‘eva. – Moscow: Flinta, 

Nauka, 2011. – 176 p. 

5. Popova, Z. Kognitivnaya Lingvistika [Text] /  

Z. Popova, I. Sternin. – Moscow: Vostok-Zapad, 2007. – 314 p. 

6. Stepanov, Yu. Konstantu. Slovar Russkoi Kultury. 

Opyt Issledovaniya [Text] / Yu. Stepanov. – Moscow: Yazyki 

Russkoy Kultury, 1977. – 824 p. 

7. Zhabotinskaya, S. Kontsept/Domen: Matrichnaya i 

Setevaya Modeli [Text] / S. Zhabotinskaya // Kultura Narodov 

Prichernomorya 168. – 2009. – Vol. 1. – P. 254–259. 

8. Naumenko, L. Criterii Vydilennia Kliuchovykh 

Kontseptiv Suchasnogo Anglomovnogo Business-Dyskursu. 

Part 1: [Text] / L. Naumenko. – Movny ta Konsteptualny 

Kartyny Svitu 42, 2012. – P. 197–205.  

9. Agarkova, N. Den‘gi‘. Antologia Kontseptov [Text] / 

N. Agarkova; V. I. Karasik, I. A. Sternin (Eds.). – Moscow: 

Gnozis, 2007. – P. 304–311. 

10. Babaeva, E. ‗Sobsvennost‘. Antologia Kontseptov 

[Text] / E. Babaeva; V. I. Karasik, I. A. Sternin (Eds.). – Mos-

cow: Gnozis, 2007. – P. 459–474. 

11. Maiorenko, I. ‗Den‘gi‘. Antologia Kontseptov 4 

[Text] / I. Maiorenko; V. I. Karasik, I. A. Sternin (Eds.). – Vol-

gograd: Paradigma,2006. – P. 60–82. 

12. Novoselova, T. ‗Materialnoie Bagatstvo‘ Antologia 

Kontseptov 4 [Text] / T. Novoselova; V. I. Karasik, I. A. Stern-

in (Eds.). – Volgograd: Paradigma, 2006. – P. 82–98. 

13. Jsipova, A. ‗Kuplia-Prodazha‘. Antologia Kontsep-

tov [Text] / A. Jsipova; V. I. Karasik, I. A. Sternin (Eds.). – 

Moscow: Gnozis, 2007. – P. 370–382. 

14. Petelina, Yu. ‗Torg‘. Antologia Kontseptov [Text] / 

Yu. Petelina; V. I. Karasik, I. A. Sternin (Eds.). – Moscow: 

Gnozis, 2007. – P. 459–474. 



Філологічні науки                                                    Scientific Journal «ScienceRise» №5/1(10)2015 

  

 
91 

15. Surmach, O. ‗Kontsept ‗Bogatstvo‘ v Semantychniy 

Strukturi Ukrainskih, Rosiyskih ta Angliyskih Frazeologizmiv‘. 

Part 2 [Text] / O. Surmach. – Movny ta Konsteptualny Kartyny 

Svitu 22, 2007. – P. 121–125. 

16. St. John, M.-J. Marketing [Text] / M.-J. St. John. – 

Hempstead: Prentice Hall, 1992. – P. 1–92. 

17. Oxford Dictionary of Business English [Text] / Ed. 

by A. Tuck, M. Ashby. – Oxford: Oxford University Press, 

2002. – 493p. 

18. Hart, N. A. The CIM Marketing Dictionary [Text] / 

N. A. Hart. – Oxford: Butterworth, Heinemann, 1996. – 321 p. 

19. A Dictionary of Business. Second edition [Text] / 

Oxford: Oxford University Press, 1996. – 538 p. 

20. Marketing [Electronic resource] / Audioenglish  

dictionary. – Available at: http://audioenglish.org/dictionary/ 

marketing.htm/ 

21. Anglo-Russky Slovar po Ekonomike I Finansam 

[Text] / А. В. Аnikin (Ed.). – St.Petersburg: Ekonomikfya 

Shkola, 1993. – 579 p. 

22. Dictionary of Business [Text] / P. H. Collin (Ed.). – 

Teddington: P. Collin Publ., 1997. – 331 p. 

23. Dictionary of Marketing [Text] / P. H. Collin  

(Ed.). – Teddington: P. Collin Publ, 1997. – 224 p. 

24. Marketing [Electronic resource] / Wikipedia, the 

free encyclopedia. – Available at: http://en.wikipedia.org/ 

wiki/Marketing 

25. Market mаnipulation [Electronic resource] / Wik-

ipedia, the free encyclopedia. – Available at: http://en. 

wikipedia.org/wiki/Market_manipulation 

 

References 

1. Langacker, R. (2008). Cognitive Grammar. A basic 

introduction. New York: Oxford University Press, 427. 

2. Ivashchenko, V. (2006) ‗Conceptualna Repre-

sentatsiya Fragmentiv Znannia v Naukovo-Mystetsky Kartyni 

Svitu (na materiali ukrainskoi mystetskoznavchoi terminologii). 

Kyiv: Dmytro Burago‘s Publishing House, 328. 

3. Maslova, V. (2004). Vvedeniye v Kognitivnuyu 

Lingvistiku. Moscow: Flinta, Nauka, 296. 

4. Pimenova, M., Kondrat‘eva, O. (2011). Kontseptual-

nye Issledovaniya. Moscow: Flinta, Nauka, 176. 

5. Popova, Z., Sternin, I. (2007). Kognitivnaya Lingvis-

tika. Moscow: Vostok-Zapad, 314. 

6. Stepanov, Yu. (1977). Konstantu. Slovar Russkoi 

Kultury. Opyt Issledovaniya. Moscow: Yazyki Russkoy Kul-

tury, 824. 

7. Zhabotinskaya, S. (2009) Kontsept/Domen: Matri- 

chnaya i Setevaya Modeli. Kultura Narodov Prichernomorya 

168, 1, 254–259. 

8. Naumenko, L. (2012) Criterii Vydilennia Kliu-

chovykh Kontseptiv Suchasnogo Anglomovnogo Business-

Dyskursu. Part 1. Movny ta Konsteptualny Kartyny Svitu 42, 

197–205. 

9. Agarkova, N.; Karasik, V. I., Sternin, I. A. (Eds.) 

(2007). ‗Den‘gi‘. Antologia Kontseptov. Moscow: Gnozis, 

304–311. 

10. Babaeva, E.; Karasik, V. I., Sternin, I. A. (Eds.) 

(2007). ‗Sobsvennost‘. Antologia Kontseptov. Moscow: 

Gnozis, 459–474. 

11. Maiorenko, I.; Karasik, V. I., Sternin, I. A. (Eds.) 

(2006). ‗Den‘gi‘. Antologia Kontseptov 4. Volgograd: Para-

digma, 60–82. 

12. Novoselova, T.; Karasik, V. I., Sternin, I. A. (2006). 

‗Materialnoie Bagatstvo‘ Antologia Kontseptov 4. Volgograd: 

Paradigma, 82–98. 

13. Jsipova, A.; Karasik, V. I., Sternin, I. A. (2007). 

‗Kuplia-Prodazha‘. Antologia Kontseptov. Moscow: Gnozis, 

370–382. 

14. Petelina, Yu.; Karasik, V. I., Sternin, I. A. (Eds.) 

(2007). ‗Torg‘. Antologia Kontseptov. Moscow: Gnozis,  

459–474. 

15. Surmach, O (2007). ‗Kontsept ‗Bogatstvo‘ v Se-

mantychniy Strukturi Ukrainskih, Rosiyskih ta Angliyskih 

Frazeologizmiv‘. Part 2. Movny ta Konsteptualny Kartyny Svi-

tu 22, 121–125. 

16. St. John, M.-J. (1992). ‗Marketing‘. Hempstead: 

Prentice Hall, 1–92. 

17. Tuck, A., Ashby, M. (Eds.) (2002). Oxford Dic-

tionary of Business English. Oxford: Oxford University 

Press, 1–493. 

18. Hart, N. A. (1996). ‗The CIM Marketing Diction-

ary‘. Oxford: Butterworth, Heinemann, 1–321. 

19. A Dictionary of Business. Second edition (1996). 

Oxford: Oxford University Press, 538. 

20. Marketing. Audioenglish dictionary. Available at: 

http://audioenglish.org/dictionary/marketing.htm 

21. Аnikin, А. В. (Ed.) (1993). Anglo-Russky Slovar 

po Ekonomike I Finansam. St.Petersburg: Ekonomikfya 

Shkola, 579. 

22. Collin, P. H. (Ed.) (1997). Dictionary of Business. 

Teddington: P. Collin Publ, 331. 

23. Collin, P. H. (Ed.) (1997). Dictionary of Marketing. 

Teddington: P. Collin Publ, 224. 

24. Marketing. Wikipedia, the free encyclopedia. 

Available at: http://en.wikipedia.org/wiki/Marketing 

25. Market mаnipulation. Wikipedia, the free encyclo-

pedia. Available at: http://en.wikipedia.org/wiki/Market_ 

manipulation

  

Рекомендовано до публікації д-р філол. наук Іващенко В. Л. 

Дата надходження рукопису 23.04.2015 

 

Naumenko Liudmyla, Associate Professor, Department of Methodology of Teaching Foreign Languages  

and Applied Linguistics, National Taras Shevchenko University of Kyiv, T. Shevchenko blvd., 14, Kyiv,  

Ukraine, 01017 

E-mail: v-naumenko@ukr.net 


