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Preface

With the globalization of business and trade in the world, the use of English
in business activities has become more and more prevalent and inevitable.
Business English as a new specialty in higher education and a new topic in
academic field has become very popular both at home and abroad. Scholars,
teachers, postgraduate and undergraduate students have attempted to explore the
language of Business English from different perspectives such as from linguistic,
pragmatic, systemic functional grammatical, cross-cultural, corpus linguistic and

stylistic aspects. However, up to now few attempts have been made to study the
stylistic features of the language of Business English in a comprehensive and
systematic way. This book aims at applying different modem stylistic approaches
and linguistic theories to the analysis of English business texts from different
linguistic levels. Registers, genres, metaphors, hedges and cuiture in English
business texts and discourses are also studied.

In this book, we will mainly apply Functional Stylistics, Pragmatic Stylistics,
Cognitive Stylistics, Critical Discourse Analysis, Ecocritical Discourse Analysis and
Appraisal Theory to the study of Business English including different kinds of
English business correspondence, English expressions in business negotiation and
economic writing, and also the texts of English business contract, hotel
introduction, business advertising, etc. so as to systematically present a panoramic
view of the linguistic features and stylistic functions of English business writings
and discourses as well as the cultural and ideological elements encoded in
English business texts.

This book is composed of six chapters, each of which provides one special
stylistic approach to the study of Business English with one or more than one
case studies in every chapter.

The first chapter is an overview of the development of western stylistics and
an introduction to the main concepts concerning modern stylistics so as to equip
the readers with some background knowledge about the western modemn stylistics.

Chapter Two applies functional stylistic approach to the study and analysis of
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Business English at different levels such as contextual, semantic and
lexicogrammatical levels, dealing with the register, generic structure, cohesion and
coherence, thematic structure, mood and modality structure, and textual structure
of some kinds of English business texts.

Chapter Three is devoted to the application of pragmatic stylistic approach to
English business writing and negotiation by using politeness theories, speech act
theory and cooperative theories.

In the fourth chapter, we will mainly study conceptual metaphors from the
perspective of Cognitive Stylistics with a case study of the organism metaphors in
economic and stock market expressions.

Chapter Five is concemed with the application of Critical Discourse Analysis
to the study of English business advertising to reveal the covert ideology encoded
in the advertising texts.

Chapter Six introduces a complete new Ecocritical Discourse Analytical
Approach to uncovering ecological consciousness in hotel introduction with a
case study of eco-hotel profile.

This book is of theoretical and practical significance. It is not only
conducive to people’s mastery of different stylistic methods and linguistic
theories in analyzing business texts and to people’s deep understanding of the
linguistic features and stylistic modes of different English business writings but
also helpful for people to apply what they have learned in this book to business
practice, English writing, business translation and Business English teaching. This
book can be used as a text book for both postgraduate and undergraduate students
who are majoring in Business English. It is hoped that this book can make some
contribution to the teaching and learning of Business English, to the broadening
of people’s vision of doing business, to the enrichment of stylistic analytical
methods in studying business and economic texts and to the enlargement of the
scope of Business English research.
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CHAPTER

_ Introduction

This book purports to explore the stylistic features and functions of Business
English from a comprehensive perspective of Functional Stylistics, Pragmatic
Stylistics, Cognitive Stylistics, Critical Discourse Analysis, and Ecocritical
Discourse Analysis. Under the guidance of different stylistic, linguistic and
cultural theories, this book will provide a variety of English business textual or
discoursal analyses concerning business correspondence, business contracts,
business negotiation, economic writings, tourist or hotel introduction, business
advertising, etc. so as to systematically present a panoramic view of the linguistic
features and stylistic functions of business writings as well as the cultural and
ideological elements encoded in business writings. This chapter will start with
the background knowledge of western stylistics and then relate the main concepts
of modern stylistics, which will provide readers with some basic ideas about
modern stylistic development and the basic concepts used in the stylistic study of
Business English in the book.

m The Development of Western Stylistics

The study of style in the west derived from ancient Greek and Roman
thetoric. The doctrine of “ decorum” or fittingness of style has passed down
from the rhetoricians of Ancient Greece and Rome, who applied it first to

oratory and then to written language. Up to the late 19th century, style studies

5



