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CONCEPTUAL REPRESENTATION OF THE WORLD
IN AUTOBIOGRAPHIC TEXTS

Representation of the world in autobiographic texts is conceptual and catego-
rized. It is depicted as a model of all existing and imaginable things, as reflection of
people’s diverse activity.
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PEIIPESEHTAIINA KOHLUEIITOC®EPHI
«CORPORATE CULTURE»
B HAYYHOM OPTAHU3ALIMOHHOM JIUCKYPCE

1

CraThs nocBAUleHa HCCIEA0BaAHHIO OCODCHHOCTEN A3LIKOBOH pENpE3CHTALIUM
(henomeHna KOPNopaTuBHOM KyNLTYPB! B PyC/i€ KOTHUTHBHOIO HAaMpaB/iCHHA COBpe-
MEHHOH AMHIrBMCTHUKH. Paccmarpupaiorcs ocobeHHOCTH BepDanbHON pernpeseHTa-
HHH koHUuenTocdepei «corporate culture» B TEKCTaX HAYYHOI'0 OPraHM3altMOHHOIO
auckypcea. IlpeanpuauMaeTcs nomneiTka BEACIUTE PS4 KOHUENTYaNsHBIX 00pa3oBa-
HUHA. CYUIECTBYIOLUMX B MEHTA/ILHOW Cpe/¢ aHTJIOS3bIYHOI0 HaY1HOI'0 COOOLIECTRA,
NPOABIAIOUIMXCS B NPOLIECCE aKTYaIM3aluH KOHLENTOChEps! «corporate culture» B
peanbHOH peYCBOR NSHCTBUTENLHOCTH.

Knwoueevie cnosa kouuenTocdepa, KOprnopaiuBHas KyJbTypa, KOHLUENT, Ha-
Y4HBIA OpIraHU3aLHOHHEIA JIUCKYPC, A3bIKOBAs PENPE3ICHTALMA

®enomen xopnopatuBHoii KynsTypel CORPORATE CULTURE, BhI-
CTynas pEeJiCBaHTHBIM SBJICHWEM OPraHH3aUMOHHOTO (PyHKUHOHHPOBAHHMS,
YXK€ HECKOJbKO JECATWIETHI ABNSAETCA NPEAMETOM KYJIbTYPOJIOTHYECKUX M
COLIHOJIOTMYECKUX HCCACHOBAHUM B aHIJIOA3BIYHOM HayYYHOM COODILLECTBE.
B cBA3M ¢ ITHM, B paﬁn'rax no TCOpHH OpraHH3allHH MOKHO KOHCTaTHPO-
BaTb PENpPE3CHTAUMIO 0a3HCHBIX KOMMOHEHTOB (pEHOMEHA KOPNOpaTUBHOH
KyJIbTYpbl (LEHHOCTHBIE U 3THYECKHE NPHOPHUTETH! OPraHH3alliM), HOMHHA-
LIMIO OCHOBHLIX CyOBeKTOB AaHHOMN cdepnl (paDOTHHKH, PYKOBOACTBO, KJIH-
€HThl Opranu3sauuu), sepdamuzaumio cep NpoABICHHUS KOPNOPaTHUBHOM
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KyJbTYpbl (NMPOM3BOACTBCHHAA, MAPKCTHHIOBAA, pEeKIaMHaA JEATEIbHOCTD
KOMIIaHHH; KAa4€CTBO OOC/TYKUBAHHUA KJIHEHTOB).

C NUHrBOKOTHHTHBHOM TOo4YkH 3penus koHuentochepa CORPORATE
CULTURE paccmaTpuBaeTca Kak MEHTalbHO-JIMHIBaAbHAA CYWHOCTb, OT-
pakarollias IMpOLECChl YIPABAEHUA ¥ XKHU3HEAEATEIBHOCTH J0b0OH Koprio-
pauuu (opranusauuu). [ITepensiruna 2011]. CreayeT Takxke NOAYEPKHYTS,
YTO COCTABHbBIE IEMEHTbI KOHLUENTOCHEPb! — KOHLENTHI - HE HMEIOT XKeCT-
KHX TPaHHIl ¥ B ipouiecce cBoero GyHKUMOHUPOBaAHUA B3aMMOIEHCTBYIOT H
NepeceKaloTes ApYr ¢ APYroM, YTO HAXOAMT CBOE OTPaXXEHUE Ha YPOBHE
A3bIKOBOM pEIpEe3eHTalnK KOHUENTOCHEphl.

B pesyapTate paccmMorpeHus ocobeHHOCTEH penpeseHTaluy KOHLEN-
Tocheppl CORPORATE CULTURE B aHrnos3bIYHBIX TEKCTAX pasIMUHOMN
MAHPOBOH NPHHALNEKHOCTH HAYYHOH peYH OpPraHM3allMOHHOI0 OHUCKYpca
ObLll clenaH BbIBOJ O BbIAEJIEHUM CIIELMANBHOIO {HAYYHOI0) IIOHATUA KYJib-
TYpbl OPraHH3aUMH, pENpe3cHTHPYEMOro TePMHHOM «organizational / cor-
porate culture». YkazaHHbll TSpMHH, aKUCHTHPYA CYIUECTBYIOLIYIO TEH-
ACHLMIO B cepe OpraHU3aLMOHHBIX UCCIeA0BAHUIA paccMaTpURaTh OOYI0
bupMy, KOMNaHHIO, KOpnopailHio (BHE 3aBHCHMOCTH OT Xapakrepa nef-
TEJILHOCTH) B KAYECTBE OPraHU3aliMy, OTPaXaeT LIEHHOCTHO-HOPMATUBHYIO
cneunduky opranuzaumi. HecMoTps Ha pa3ivyHble IOAXOAL! K Ofipelene-
HMIO KOPNOPAaTUBHOH KYJIbTYPbl B paMKax paccMaTpvBaeMoro JHCKypca,
NO3MUMOHHPYIOTCA KIIFOYEBbIC XapaKTePUCTHKH HAHHOTO KOHUENTYANbHOTO
obpa3oBaHui: MHOIMOMJIAHOBOCTb, a0CTPAKTHOCTb, YHUKaIIbHOCTb, WHAMBH-
OyaAbHOCTb, LEHHOCTHO-ITHYECKAA HanpaBleHHOCTHb, (YHKUMOHANbHAA
3HAYHMOCTD.

AHanu3 aHrnosA3bIYHLIX TEKCTOB HaY4YHOIrC OpraH{3allHOHHOIro JHCKYp-
Ca TMO3BOJISET FOBOPUTL 00 AKTYaNnu3alliH KOHLENTOCHEphl KOPIOPaTHBHOM
KYJAbTYPEl B HECKOABKHX cdepax OpraHu3auMOHHBLIX HCCICAOBaHMH, Npej-
CTAaBJISIOUIMX COOOH pAA KOHLENTYanbHbiX 00pa3zoBaHWH, HaxXOAfIIMXCA B
OTHOLUCHHAX TECHOI'O E3ﬂﬂhdﬂﬂEﬁCTEHH H B3aHMONPOHHKHOBCHHA.

B cdepe uccnenoaHnii opraiusaluMoHHOro meHeixmenTa (k. BoHr,
I'. Mopran, 3. Uleitn, I'. Xodereae u ap.) kopnoparWBHas KyJjibTypa pac-
CMaTpHBaeTCa Yepes MPHU3MY NOBBILICHUA PE3YJIbTATUBHOCTH IEATENHOCTH
(HpMbI: BOIPOCH PYKOBOACTBA, CTPAaTErM4e€CKOro OM3HEC-NIaHHMPOBaHUS,
BHYTPEHHEro KOHTPO/IA, CTPYKTYPHbIX H3IMEHEHUH,

Hanpumep, 2. lleliH oTMeyaeT CylUeCTBOBAHME TECHOW MHOIOCTO-
POHHEH CBA3M KyJbTypbl OpraHu3aund C pykosoacTtBum: «When we
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examine culture and leadership closely, we see that they are two sides of the
same coin; neither can really be understood by itself» [Schein 2004: 10-11].
Mauoma two sides of the same coin («IB€ CTOPOHBI OAHON MOHETBIN) NEpe-
AAeT MIEK Pa3IMYHbIX, HO TECHO B3aMMOCBS3aHHbIX MOHATHIA (KYJIbTYPBI
PYKOBOACTBA OPraHH3aLMUi).

AnexBaTHas KynbTypa KoMmnauuu (properly nurtured — «NpaBWIbHO
BOCNHUTAaHHaN») PACCMATPHBAETCA KaK CIMHCTBEHHO BEPHasA BO3MOXKHOCTb
(the last and only reliable resource) OCylIECTBIEHUS PAdHKATBHOIO H3Me-
HEHHMA CTPYKTYPbl OpraHn3aury (0jHa M3 NEPBUYHBIX 3a7a4 COBPEMEHHOIO
MEHEJDKMEHTa opraHu3auuK). «Properly nurtured, corporate culture may be
the last and only reliable resource for a company needing to deal with radic-
al change» [Want 2006: 3-4].

B pamMkax MccnegoBaHvil opraHu3auMoOHHOrO kiaumara (3.M. Ilerru-
rpto, b. lllnakigep H aAp.) U3MEHEHHe CTPYKTYPhl OpraHW3alHnH H3y4aeTcs
HEPE3 U3MCHEHHE Dp[‘ﬂHHZ}auHDHHDﬁ KYJIbTYPbl B KJIMMATa DpFﬂHHEHllHH.
Hanpumep, «Climate and culture are interconnected. ... We assert that sus-
tainable organizational change is most assured when both the cl/imate ... and
the culture ... change [Schneider, Brief, Guzzo 1996: 3].

B pamxax uccienoanuit no mapketunry (M. Xoty, M. lynru # ap.)
KyJibTypa OpraHH3aliMi paccMaTpHUBAaeTCH B KAYECTBE BAXKHOI'0 HCTOYHMKA
NPeCTHXA M penyrauuu oprauuzauuu, Hanpumep, ucciaegosare/in Bblje-
JIATOT AMHaAMWYCCKYHO MOICHb DpfﬂHH‘jﬂlli’lUHHDﬁ pciyTaiivy, NnoavcpKkuBan
e¢ TeCHYIO B3aHMOCBA3L C KYJILTYPOH H HMMIDKEM OpPraHusauMy, nojo0Ho
«DeckoHEYHOMY Pa3roBOpPYy WM TaHUY». «organizational identity as an on-
going conversation or dance between organizational culture and organiza-
tional images» [Hatch, Schultz 2002: 991].

Takum o0pa3oM, B pamMkax Hay4HOr0 OpPraHM3auUMOHHOIO OHCKYypca
akTyanusaums koHuentyaabHo#i cpepsl CORPORATE CULTURE ocyuie-
CTBJIACTCA 3@ CYECT B3AaHMHOI0 NEPEece4CHUA (B3aNMOACHCTBHA) TAaKHX KOH-
LenTyanbHblX cep, Kak «organizational / corporate culture», «organiza-
tional management», «organizational climate», «organizational marketingy
B MEHTA/IbHON Cpeie aHIOA3BIYHOr0 Hay4YHOro cOoO0IIECTBa, YTO HAXOAMT
COOTBETCTBYHOLLEEC BbIPaXCHHE Ha YPOBHC A3LIKOBOH CHCTEMBI U €€ peann-
3allMY B peajibHOH peYeBon AeHCTBUTEIBLHOCTH.
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CONCEPTSPHERE «CORPORATE CULTURE»
REPRESENTATION IN SCIENTIFIC
ORGANIZATIONAL DISCOURSE

The article is devoted to the study of language representation features of corpo-
rate culture phenomenon in terms of cognitive orientation of m>dern hinguistics. The
characteristics of conceptsphere «corporate culture» verbal representation are being
examined in the scientific organizational discourse texts. The author makes an at-
tempt to single out a number of concepts, existing in mental sphere of English-
speaking scientific community, becoming apparent in the process of conceptsphere
«corporate culture» actualization in practical speech reality.

Key words- concept-sphere, corporate culture, concept, scientific organization-
al discourse, language representation
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