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Abstract:� This study investigates the linguistic-pragmatic 

characteristics of “conflict activity” (CA) collocations in Eng-

lish business media discourse through a lexical-semantic 

analysis. By examining a corpus of articles from prominent 

American business news outlets, we identified 426 colloca-

tions that constitute the CA lexical-semantic field. These col-

locations were scrutinized for their expressiveness, cultural 

markers, appellative function, and their role in conveying 

business realities. The research found that language in Amer-

ican business media discourse exhibits a blend of informative 

and expressive functions, prevalence of clichés, engagement 

techniques, culturally marked units, and a dominance of the 

appellative function. The study also highlighted how stylistic 

devices like metaphor, metonymy, antithesis, and hyperbole 

endow expressiveness to the core lexemes. Findings contrib-

ute to our understanding of the lexical-pragmatic characteris-

tics of business media discourse and offer a nuanced insight 

into their role in shaping readers' perceptions and attitudes. 
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Introduction 

 

Over the past 20 years, there has been a signifi-

cant shift towards the study of semantic relation-

ships, fields, and groups of lexical units. The in-

vestigation of these connections within the 

framework of linguo-pragmatics has gained par-

ticular significance in order to track and identify 

patterns between semantic features of words and 

their pragmatic potential. Language is considered 

one of the tools for exerting influence in business 

media discourse. Through the analysis of speech 

by individuals or groups, their interests, evalua-

tions, and perspectives are revealed. Influence 

can be achieved through the use of special lin-

guistic formulations aimed at implanting specific 

judgments and opinions into an individual‟s con-

sciousness. 

In contemporary English business media dis-

course, linguistic-pragmatic features play a sig-

nificant role in shaping reader understanding and 

influencing perception. Collocations, common 

pairings of words that convey more than the sum 

of their meanings, are one such feature. They 

offer valuable insights into how language is used 

to portray conflict activities (CA), which is the 

focus of this lexical-semantic study. 

The term “collocation” has emerged relatively 
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recently and is primarily associated with the 

studies that attempted to define the term “collo-

cation” and characterize it from the perspective 

of syntax, combinatorics, and the connection of 

these aspects with the meaning of a phrase. 

However, the functioning of collocations in the 

linguo-pragmatic aspect, especially in the realm 

of business media discourse, remains insuffi-

ciently explored, highlighting the relevance of 

this research. 

In the field of business media discourse, con-

flict activity is a recurrent theme, often painted 

through the use of figurative language and stylis-

tic devices such as metaphor, metonymy, antith-

esis, and hyperbole. Thus, collocations constitute 

an essential area of interest for scholars examin-

ing the lexical-pragmatic field of business media, 

primarily given their inherent pragmatics and 

potential to subtly or overtly manipulate reader 

perception. 

Importantly, the study of language within the 

business media discourse extends far beyond 

mere linguistics, intersecting with areas of phi-

losophy and the methodology of science (Mal-

yuga et al., 2016; Grishechko et al., 2021). 

Through the lens of philosophy, we can investi-

gate the underlying principles governing the use 

and interpretation of language in the business 

media context. It invites us to probe the notion of 

truth and its manifestation in discourse, under-

stand the ethics behind persuasive communica-

tion, and contemplate the impact of societal, cul-

tural, and ethical norms on language usage. Sim-

ultaneously, from the perspective of the method-

ology of science, the systematic examination of 

lexical-semantic properties of collocations offers 

insights into the nature of knowledge creation, 

validation, and dissemination within business 

media discourse. 

Presently, the interplay of language and influ-

ence in media discourse has become a focal point 

of concern within the broader scope of commu-

nication studies. Amidst an era of increasing dig-

italization, the omnipresence of media content 

and the heightened importance of effective busi-

ness communication, understanding the subtle 

manipulations and implications of language use 

in the business media discourse is more critical 

than ever (Malyuga et al., 2019). This study con-

tributes to these pressing concerns by conducting 

a rigorous analysis of “conflict activity” colloca-

tions in American business media discourse, fo-

cusing on the pragmatic characteristics of related 

collocations, their cultural connotations, and their 

impact on shaping reader perceptions and atti-

tudes. It is thus intended to expose the nuanced 

ways in which language in business media can 

inform, influence, and engage the audience.  

 

 

Theoretical Background 

 

Linguo-pragmatics emerged as a field of study in 

the second half of the 20
th
 century. According to 

Crystal (2003), linguo-pragmatics investigates 

language from the perspective of its use in dif-

ferent communication situations, specifically the 

selection of particular lexical and grammatical 

means during speech and the impact of this 

choice on the recipient. 

Malyuga & McCarthy (2020) state that lin-

guo-pragmatics examines the speech situation, 

which consists of an utterance, its meaning and 

context, as well as the speaker and the recipient. 

Linguo-pragmatics is thus viewed as a science 

that presents language as a tool used by individu-

als in their activities, studies the behavior of 

signs in real communication situations, and em-

phasizes the study of the relationship between 

signs and their users. Extra-linguistic factors 

such as the speaker‟s intention, the conditions of 
utterance, and the social relationship between the 

speaker and the recipient help to understand the 

processes of language functioning. 

Linguo-pragmatic research can be divided in-

to two types: (1) the investigation of the prag-

matic potential of lexical and grammatical means 

that constitute texts, sentences, words, and oth-

ers; and (2) the study of the functioning of lan-

guage means in different types of discourse, 

which are an integral part of human speech dur-

ing interaction. The linguo-pragmatic approach 

in business media discourse allows for the inte-

gration of the aforementioned directions to some 

extent, considering the specific nature of print 

business media discourse. This study examines 

the linguistic means that are of interest for their 

functioning in media discourse and their manipu-

lative impact on the recipient. Therefore, the lin-

guo-pragmatic approach in business media dis-

course represents a combination of these two 

directions and merits further detailed examina-

tion. 

The linguo-pragmatic approach to studying 
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lexical units in business media discourse is justi-

fied and substantiated by its ability to analyze not 

only the form of lexical units but also their con-

tent, intended usage, and various means of influ-

encing the audience . 

Proper perception and scientific description of 

the processes of information creation and trans-

mission are essential for successful social devel-

opment, particularly in an era of increasing influ-

ence from mass media on all aspects of life in an 

information society. 

One of the most significant applied aspects of 

linguo-pragmatics in media discourse is the ex-

ploration of mechanisms for shaping the infor-

mation worldview and, consequently, influenc-

ing individual and mass consciousness. Skillful 

manipulation of discourse directs the reader‟s 
attention to specific messages while veiling un-

favorable information. These intentions are facil-

itated by various language functions, including 

emotional, expressive, evaluative, informative, 

communicative, and appellative functions, 

which, along with other persuasive techniques, 

are examined within the framework of manipula-

tive rhetoric. 

Ponomarenko (2017) notes the prevalence of 

the appellative function in business media dis-

course, supported by the notion that even an arti-

cle or news report containing dry facts assumes 

persuasive characteristics. In these genres, the 

author or presenter‟s primary task is to employ 
verbal means to create the illusion of addressing 

each reader. This technique, accomplished 

through the use of imperative mood and empha-

sis on the recipient‟s personal experience, con-

tributes to the reader perceiving the text as a per-

sonal address and is an effective method of audi-

ence opinion management. 

In addition to language functions, scholars al-

so identify lexical-stylistic means of manipula-

tive rhetoric, such as synonyms, epithets, person-

ification, metaphors, euphemisms, allusions, rep-

etitions, hyperbole, antithesis, and others (see 

Malyuga & McCarthy, 2021; Sibul et al., 2019). 

A notable feature of these means is that they are 

typically realized within one to four words. This 

allows for their examination through the lens of 

collocations, which serve as building blocks in 

both business media discourse and professional 

communication. 

The social conditioning and pragma-semantic 

features of business discourse shape the proper-

ties of linguistic phenomena encountered within 

it. This influences the selection of lexical items 

and their combinations, leading to the formation 

of collocations. The formation and use of collo-

cations in business discourse are influenced not 

only by syntactic and lexical parameters but also 

by speech traditions and the linguistic thinking of 

the speaker. 

Defining and studying collocations in busi-

ness discourse allows for the analysis of the 

meanings of their components and the identifica-

tion of their impact on the recipient, thereby 

helping to determine the lexical-semantic and 

linguo-pragmatic characteristics of collocations. 

There are various interpretations of the term 

“collocation”. Akhmanova (2004) views it as “a 
lexically and phraseologically determined com-

binability of words in speech as a realization of 

polysemy” (p. 193). Patekar & Košuta (2022), 
define collocation as a weakly idiomatic phraseo-

logical unit predominantly with the structure of a 

word combination. Kjellmer (2013), considers 

collocation as a “grammatically correct sequence 
of words that occurs more than once” (p. 124). 
According to Nesselhauf (2004), a collocation is 

“a type of fixed word combination allowing for 
some freedom” (p. 20). 

Thus, scholars view collocations either within 

the framework of phraseology, emphasizing their 

idiomatic nature, or within the framework of 

combinatorial linguistics, relying on the frequen-

cy of occurrence of collocation components and 

their semantic connectedness, which, however, 

preserves relative combinatory freedom. In this 

study, collocations are described from the per-

spective of combinatorial linguistics since this 

study assumes that idiomaticity is not an inherent 

characteristic of collocations, unlike their seman-

tic and grammatical conditioning. 

This study draws from a corpus of articles 

from a leading American business news outlet 

CNN. The time frame for the articles was Janu-

ary 2023 to April 2023. A qualitative content 

analysis approach was adopted for identifying 

CA-related collocations within these texts. Ini-

tially, lexical units associated with conflict activi-

ties were determined. These lexical units were 

categorized into a three-tiered structure: the core, 

the close periphery, and the far periphery, based 

on their relevance and reliance on context for 

semantic understanding. 

Collocations were identified using AntConc, 
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a freeware corpus analysis toolkit, which allowed 

us to extract two-word and three-word colloca-

tions based on frequency and MI score (a meas-

ure of collocational strength). In the analysis of 

collocations, the close periphery and the far pe-

riphery represent different degrees of semantic 

connectedness and relevance to the core compo-

nents of a collocation. The close periphery refers 

to lexical units that have a direct and immediate 

association with the core collocational compo-

nents. These units contribute to the primary se-

mantic interpretation of the collocation and play 

a crucial role in its overall meaning. They are 

characterized by a high degree of semantic cohe-

sion and exhibit a strong semantic relationship 

with the core components. The close periphery 

can include words or phrases that are closely re-

lated in meaning, syntactic function, or thematic 

context to the core collocational units. 

On the other hand, the far periphery includes 

lexical units that are indirectly related to the core 

collocational components. These units provide 

additional contextual information and contribute 

to the overall interpretation of the collocation but 

have a weaker semantic connection compared to 

the close periphery. They may introduce nuances 

or contextual variations to the collocation with-

out being essential for its immediate comprehen-

sion. The far periphery can consist of words or 

phrases that are thematically related, but their 

semantic connection to the core components is 

less prominent. 

Differentiating the close periphery and the far 

periphery in two-word and three-word colloca-

tions involves examining the strength and direct-

ness of the semantic relationships between the 

components. The close periphery elements are 

typically more tightly connected and have a 

greater impact on the core meaning of the collo-

cation, while the far periphery elements contrib-

ute to the overall contextual understanding but 

are less central to the core semantic interpreta-

tion. 

This differentiation helps in analyzing the col-

locational structure in more detail, understanding 

the varying degrees of semantic cohesion within 

a collocation, and capturing the nuanced seman-

tic and pragmatic characteristics of the colloca-

tional units. 

The identified collocations were then exam-

ined for their lexical-semantic characteristics and 

pragmatic potential. Linguistic pragmatic analy-

sis involved the study of expressiveness, cultural 

markers, and appellative function. 

 

 

Material and Methods 

 

This study also delved into the stylistic devices 

employed in these collocations, such as meta-

phor, metonymy, antithesis, and hyperbole. The 

aim was to understand how these devices en-

riched the expressiveness of collocations and 

influenced their pragmatic potential. 

Finally, case studies were selected to provide 

in-depth analysis and illustration of the identified 

characteristics of the CA lexical-semantic field in 

American business media discourse. 

It should be noted that different criteria exist 

for identifying lexically and semantically related 

groups of lexical items due to the various ap-

proaches and methods used by scholars in their 

works. Therefore, there is currently no unequivo-

cal definition of this phenomenon, which, how-

ever, is crucial for lexical-semantic studies as it 

provides systematization through the grouping 

and organization of words connected in content 

and helps identify semantic nuances of lexical 

units. The identification of core and periphery 

within semantic groups, in turn, contributes to 

linguo-pragmatic analysis by allowing for the 

differentiation of lexemes into neutral and emo-

tionally charged ones. 

In choosing the lexical-semantic group, we 

relied on the study by Malyuga and Aleksan-

drova (2020), which identified five most frequent 

semantic groups in English business discourse: 

(1) a group in which business processes are at-

tributed human properties; (2) a group in which 

business relationships are compared to marital 

ones; (3) a group that highlights similarities be-

tween business processes and features of military 

actions; (4) a group related to the process of be-

ing in transit, moving forward; (5) a group that 

draws parallels with activities of tracking and 

acquiring something. 

Although these semantic groups possess 

pragmatic potential and are indispensable for 

speech manipulation, which plays an important 

role in business discourse (Akopova, 2013; Mal-

yuga & Orlova, 2016), the CA lexical-semantic 

group is of greatest interest for the present study. 

Firstly, empirical sampling revealed that this 

group contains the largest number of colloca-
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tions. Secondly, the analysis of collocations con-

taining conflict sememes allows for the identifi-

cation of methods and tactics of pragmatic influ-

ence on the recipient through precedence (Mal-

yuga & Akopova, 2021), primarily aimed at in-

stilling negative perceptions about a particular 

event into their consciousness. 

 

 

Study Results 

 

Through the analysis of articles from American 

business media discourse, the study identified 

426 collocations that form the CA lexical-seman-

tic field. 

The goal of articles in these journals is to 

convey information related to various business 

realities to potential readers, considering their 

social and cultural background when selecting 

language means for informing and influencing. 

Linguistic-pragmatic analysis of language 

means, particularly collocations, allowed us to 

identify five key characteristics of language in 

American business media discourse: (1) combi-

nation of informative and expressive functions; 

(2) presence of clichés; (3) use of language 

means to engage and retain audience attention; 

(4) utilization of culturally marked units; (5) 

dominance of the appellative function. 

As mentioned in the theoretical overview, the 

expressiveness of collocations largely depends 

on whether at least one of their components be-

longs to the far periphery, as components that 

constitute the core and close periphery and are 

used in their literal sense are less likely to realize 

their pragmatic potential. However, the analysis 

revealed that collocations within the CA lexical-

semantic field in business media discourse are 

formed through stylistic devices such as meta-

phor, metonymy, antithesis, hyperbole, and oth-

ers, which endow expressiveness even to the lex-

emes forming the core of the semantic group. 

The core, close periphery, and far peripheries of 

the CA lexical-semantic group are presented in 

the following table (Table 1). 

 

Table 1 
Lexical Units in the CA Lexical-Semantic Group 

Core Close periphery Far periphery 

Conflict 

Fight 

Hostility 

Violence 

Confrontation 

Struggle 

Clash 

Standoff 

Feud 

Tension 

Combat 

Force 

Engage 

Encounter 

Aggression 

Resistance 

Offensive 

Defense 

Skirmish 

Antagonism 

Dispute 

Aggravation 

Showdown 

Peace 

Backlash 

Cut 

Campaign 

Action 

Raid 

Crisis 

Information 

Win 

Lose 

Propaganda 

Aftermath 

Competition 

Trigger 

Target 

Catapult 

Beat 

Miss 

Tit-for-tat 

 

The core of the CA lexical-semantic group 

are hypernyms for many other lexemes that con-

stitute the close and far periphery. The close pe-

riphery includes independent units that do not 

require context to manifest their pragmatic po-

tential within the examined semantic group, 

while for the lexemes in the far periphery, con-

text is necessary for them to fully reveal their 

pragmatic possibilities. Culturally marked allu-

sions are included in both the close and far pe-

riphery, indicating their diversity and primarily 

presented as collocations that cannot have one of 
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their components removed or replaced without 

losing the meaning and allusiveness of the 

phrase. Therefore, the manipulative intention of 

the author would not be achieved. 

Selected examples below are intended to il-

lustrate and clarify the key points of the study 

results. 

(1) The reaction to Best Buy‟s move mir-
rored customer backlash after changes to 
Dunkin‟ and Starbucks‟ rewards pro-
grams last year (Meyersohn, 2023b). 

In (1), “customer backlash” implicitly draws 
the reader‟s attention to the fact that the changes 
in the bonus program were met with resistance. 

The lexeme “backlash” carries pragmatic conno-

tations and creates a vivid representation in the 

recipient‟s mind of opposition, aligning with the 
etymology of the word itself (the reaction of the 

wheels of a machine to each other caused by an 

unstable load). Due to its vividness and meta-

phorical nature, this collocation serves to fulfil 

expressive and appellative functions. 

(2) A supply shock triggered by the deadliest 
outbreak of a highly pathogenic avian in-
fluenza in US history has driven up pric-
es (Meyersohn, 2023a). 

In (2), the collocation “triggered by outbreak” 
is formed through a metaphorical transfer of the 

lexeme “trigger”, denoting a device that releases 
a latch or spring and activates a mechanism. This 

meaning has given rise to related collocations 

such as “to pull the trigger” and “trigger-finger”. 
The collocation “triggered by outbreak” conveys 
the sharpness and unpredictability of the situa-

tion through an implicit comparison to pulling 

the trigger of a gun. It also carries a pragmatic 

charge and serves as an example of an expressive 

function. 

Moving forward, collocations with the lex-

eme “target” are widely used in business media 
discourse due to their semantic and linguo-

pragmatic features. The lexeme “target” original-

ly meant “the edge of a shield”. The meaning of 
“a round object to aim at when shooting” was 
first recorded in 1757 and used in relation to 

shooting with a bow. Therefore, this lexeme re-

flects the goal-oriented nature and sharpness of 

the business world, carrying a pragmatic charge. 

Also of note is the collocation “target audience”, 
which refers to the intended recipients of a mes-

sage or marketing efforts. 

(3) In December last year, Twitter was also 

accused by dozens of former employees 
of various legal violations stemming 
from Musk‟s takeover of the company, 
including targeting women for layoffs 
and failing to pay promised severance 
(Reuters, 2023b). 

In (3), a literal translation of the collocation 

“to target women” reflects the process of select-

ing women for dismissal. Presenting the selec-

tion process as a purposeful activity adds expres-

siveness to the collocation and creates an asso-

ciation in the reader‟s mind with the inevitability 
of the situation. 

(4) Bankruptcy isn‟t a good thing for share-
holders, who are typically the last to be 
paid out if a company goes out of busi-
ness. In many cases, they don‟t get any-
thing at all. But investors appear to be 
betting that the retailer will somehow 
avoid that fate, and their bets are cata-
pulting the stock upwards (Goodkind, 

2023a). 
In (4), the author choses to use the collocation 

“to catapult the stock”. The verb “to catapult” 
originated in the English language in the 1570s 

from the French “catapulte” meaning “a machine 
for hurling” and it means “to throw or launch 
something using a catapult at high speed”. In this 
collocation, it is used metaphorically, allowing 

for an implicit parallel between the rapid increase 

in stock value and the principle of a catapult‟s 
operation which is fraught with an ensuing con-

flict. This comparison serves an expressive func-

tion as it reinforces the author‟s message about 
the speed and rapidity of growth. 

(5) Both chains increased the threshold to 
earn rewards, part of what Liu-Thomp-
kins said was a larger trend of compa-
nies devaluing points, miles and other 
benefits to combat higher costs (Meyer-

sohn, 2023b). 
In (5), the author uses the pragmatically 

charged collocation “to combat costs” to convey 
the information to the reader in the most expres-

sive way that the listed measures were indeed 

taken to combat costs. The comparative adjective 

“higher” further strengthens this collocation, em-

phasizing the increasing trend of prices and the 

need to specifically combat them. 

(6) “We expect earnings to take the center 
stage going forward,” wrote Bank of 
America strategists Savita Subramanian 
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and Ohsung Kwon in a note on Friday. 
They noted that over the last three quar-
ters, S&P 500 reactions to earnings 
beats and misses have soared higher and 
have now surpassed the one-day market 
reaction to both CPI inflation and Fed 
policy meeting decisions (Goodkind, 

2023b). 
In (6), the collocation “beats and misses” rep-

resents an antithesis and exerts a significant 

pragmatic impact on the recipient through the 

effect of contrast. This effect is also achieved by 

the presence of both positive and negative con-

notations within the phrase. The expressive func-

tion and pragmatic charge of the collocation 

draw attention to the gap in profit indicators and 

their volatility, thereby reflecting the market situ-

ation. 

(7) While some in Scholz‟s coalition gov-
ernment are growing nervous about 
Germany‟s economic ties with China, 
Berlin is hardly in a position to rock the 
boat with Beijing as it grapples with the 
challenge of reviving its struggling econ-
omy (Madhok, 2023). 

In (7), the collocation “struggling economy” 
serves an emotive-evaluative function due to the 

nature of the adjective “struggling”, which 
means “making great efforts to succeed despite 
difficulties”. Similar to the previous example, it 
carries both positive and negative connotations. 

The author also employs this collocation to per-

sonify the economy, attributing human qualities 

to it, which evokes feelings of compassion and 

empathy in the reader. 

(8) Analysts had said the Chinese price cuts 
would boost demand and increase pres-
sure on its rivals there, including BYD 
(BYDDF), to follow suit in what could 
become a price war in the largest single 
market for electric vehicles (Reuters, 

2023a). 
In (8), the author uses two collocations related 

to the CA lexical-semantic field: “price cuts” and 
“price war”. By repeating the word “price”, the 
author directs the reader‟s attention to the fluctu-

ating situation surrounding prices, emphasized 

by the components “cuts” and “war”. In the col-

location “price war”, there is also personification 
of the lexical unit “price”, adding an emotional 
component to the phrase. These collocations car-

ry a pragmatic charge and serve emotional and 

expressive functions. 

(9) Scholz and European Commission Pres-
ident Ursula von der Leyen said talks 
with the United States to find a solution 
are ongoing. But EU leaders stressed the 
need to quickly roll out a bold investment 
package of their own, raising concerns 
that a tit-for-tat subsidy fight may be 
brewing (Horowitz, 2023). 

In (9), the pragmatically charged collocation 

“tit-for-tat fight” performs expressive and cona-

tive functions due to its component “tit-for-tat”, 
which is a distortion of the expression “tip for 
tap” (meaning retaliation in kind). The colloca-

tion carries a negative connotation and is used to 

emphasize that any action by a competitor will 

be met with a corresponding response. 

Among the culturally marked collocations of 

the CA lexical-semantic field are proper names, 

geographic names, and military-historical peri-

ods. Below are a couple examples of the most 

representative collocations. 

(10) “Our government invited us and others 
to step up, and we did,” said JPMorgan 
Chase CEO Jamie Dimon. He said the 
deal is also a good one for his bank‟s 
shareholders and fails are just Vietnam 
flashbacks (Isidore & Dmitracova, 

2023). 

In (10), the allusive collocation “Vietnam 
flashbacks” serves as a powerful metaphorical 
reference to vivid recollections triggered by 

traumatic events in people‟s minds. These 
events, known for their lasting impact on Ameri-

can society and collective memory, are often as-

sociated with a range of emotions, including 

trauma, disillusionment, and the sense of an en-

during and painful legacy. By employing this 

collocation, the author aims to convey a sense of 

negativity and draw attention to the potential 

negative consequences or memories associated 

with the mentioned “fails”. The strongly negative 
connotation of the collocation carries a pragmatic 

charge, serving the emotive-evaluative function, 

and shaping readers‟ perception of the failures 
mentioned in the discourse. 

Another example is the comparison of article 

subjects with well-known figures from a particu-

lar era that helps succinctly characterize and 

convey perception of the individual. One of the 

most common allusions is the comparison to 

Marcus Junius Brutus, the assassin of Julius Cae
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sar. 

(11) Iran‟s clerical leadership is either un-
willing or unable to address its festering 
economic problems, exacerbated by a 
US sanctions regime and by Brute-like 
behavior of some politicians (Karadsheh 

et al., 2023). 
In (11), the collocation “Brute-like behavior” 

employs a proper name, “Brute”, as a metaphori-
cal allusion. The name “Brute” is synonymous 
with “traitor” and is often associated with the 
historical figure Marcus Junius Brutus, who fa-

mously assassinated Julius Caesar. By utilizing 

this collocation, the author seeks to characterize 

certain politicians through a negative allusion, 

evoking a strong negative connotation and ma-

nipulating readers‟ perceptions. The use of 
“Brute-like behavior” suggests a comparison be-

tween the behavior of the mentioned politicians 

and the treacherous act committed by Brutus, 

thereby portraying them as disloyal or untrust-

worthy. The collocation carries a negative prag-

matic charge and serves an emotional-evaluative 

function, emphasizing the author‟s negative per-

spective on the politicians in question. 

These examples highlight the power of cul-

turally marked collocations in evoking emotions, 

shaping perceptions, and influencing the overall 

persuasive and evaluative impact of business 

media discourse. By drawing upon shared cul-

tural knowledge and allusions, authors can tap 

into readers‟ existing associations and manipu-

late their interpretations. This contributes to our 

understanding of the nuanced ways in which 

language is employed in business media dis-

course to convey meaning, evoke emotional re-

sponses, and shape reader perspectives. 

 

 

Discussion 

 

Our qualitative analysis of the identified colloca-

tions in American business media discourse has 

revealed several significant linguistic-pragmatic 

characteristics. These findings deepen our under-

standing of the language use within this context 

and provide interesting data on the communica-

tive strategies employed to inform, engage, and 

influence readers. 

One prominent characteristic observed in the 

analyzed collocations is their blend of informa-

tive and expressive functions. Business media 

discourse aims to convey information about var-

ious business realities while also employing vi-

brant language to captivate and retain readers‟ 
attention. The expressive elements within collo-

cations serve to evoke emotional responses, en-

hance the overall impact of the discourse, and 

contribute to reader engagement. 

Another noteworthy aspect identified is the 

presence of clichés within collocations. These 

recurring phrases and expressions create famili-

arity for readers and facilitate comprehension. 

While clichés aid in conveying information effi-

ciently, they may also lead to a sense of predict-

ability or monotony, potentially diminishing 

readers‟ interest and reducing the novelty of the 
content. It is important for business communica-

tors to strike a balance between using clichés for 

accessibility and ensuring fresh and engaging 

language. 

The use of various stylistic devices, such as 

metaphor, metonymy, antithesis, and hyperbole, 

is prevalent in the collocations analyzed. These 

devices enhance the expressiveness of the lan-

guage and contribute to the vivid portrayal of 

business realities. Metaphorical and figurative 

language captures readers‟ attention, adds depth 

and nuance to the discourse, and facilitates a 

more memorable and engaging reading experi-

ence. 

Cultural markers also play a significant role in 

the analyzed collocations, highlighting the influ-

ence of social and cultural contexts on language 

use. The inclusion of culturally marked units in 

collocations allows for a more nuanced under-

standing of the discourse. These units encapsu-

late cultural connotations and references that 

subtly shape readers‟ perceptions and contribute 
to the overall meaning and impact of the lan-

guage used. 

Moreover, our analysis revealed the domi-

nance of the appellative function in business me-

dia discourse. Language is strategically em-

ployed to shape reader opinions, attitudes, or be-

haviors. The use of emotionally charged words, 

persuasive language techniques, and strategic 

framing of information within collocations ex-

emplifies this function. Business communicators 

employ such techniques to shape readers‟ per-

spectives and elicit desired responses. 

The findings of this study contribute to the ex-

isting body of knowledge on lexical-semantic 

analysis in the context of business media dis-
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course. By exposing the linguistic-pragmatic 

characteristics and communicative strategies 

employed, this research provides valuable find-

ings for business communication practitioners, 

journalists, and educators. These findings can 

furthermore serve as a foundation for future 

comparative studies, exploring similar character-

istics in different contexts or across various me-

dia types. Such studies can uncover broader pat-

terns and data-driven conclusions unveiling lan-

guage usage and communicative strategies em-

ployed in business media discourse. 

 
 

Conclusion 

 

This research set out to explore the linguistic-

pragmatic characteristics of “conflict activity” 
(CA) collocations in English business media dis-

course, recognizing a notable research gap in this 

area. While substantial work has been done in 

the field of linguistics and media discourse, there 

has been a dearth of targeted studies examining 

the pragmatic features of collocations in the 

business media discourse, specifically within the 

CA lexical-semantic field. Therefore, the prima-

ry aim of this study was to identify and analyze 

the lexical-pragmatic properties of CA colloca-

tions within this specialized discourse, contrib-

uting to a more nuanced understanding of how 

language is manipulated in business news outlets 

to inform and influence reader perceptions. 

To achieve this aim, the research adopted a 

lexical-semantic approach, which involved ana-

lyzing a broad corpus of articles from American 

business media discourse. The analysis sought to 

identify key collocations that form the CA lexi-

cal-semantic field and further scrutinize their 

characteristics and functions in the discourse. 

The results of the study yielded a total of 426 

collocations, further classified into core, close 

periphery, and far periphery lexemes within the 

CA lexical-semantic field. The analysis unveiled 

five key characteristics of language usage in 

American business media discourse: the combi-

nation of informative and expressive functions; 

presence of clichés; use of language means to 

engage and retain audience attention; utilization 

of culturally marked units; and dominance of the 

appellative function. 

The findings highlighted the importance of 

stylistic devices such as metaphor, metonymy, 

antithesis, hyperbole, and others, which were 

observed to endow expressiveness even to the 

lexemes forming the core of the semantic group. 

This underlines the intricate complexity of the 

business media discourse, where even ostensibly 

straightforward terms are laden with layers of 

expressiveness, shaped by stylistic choices that 

enhance the pragmatic potential of the colloca-

tions. 

In addition, the research findings draw atten-

tion to the subtle manipulation of language in 

business media discourse. The utilization of cul-

turally marked units and the dominance of the 

appellative function underscore the pervasive 

influence of cultural and social contexts on lan-

guage use, as well as the strategic manipulation 

of language to influence readers‟ attitudes and 
behaviors. 

Implications of this research are manifold. 

Firstly, it provides a rich understanding of the 

language usage within American business media 

discourse, offering valuable insights for business 

communication practitioners, journalists, and 

educators in the field of business and media stud-

ies. Secondly, this study contributes to the broad-

er field of linguistics, offering an in-depth exam-

ination of the linguistic-pragmatic characteristics 

of CA collocations, which can serve as a founda-

tion for future comparative studies in different 

media discourses or across various cultural con-

texts. In this context, the possibility of these tasks 

and implications being rendered less relevant due 

to the emergence of language models might be-

come a topic of debate. However, while lan-

guage models have indeed revolutionized natural 

language processing and have the ability to gen-

erate human-like responses, it is important to 

note that they are trained on large datasets and do 

not possess domain-specific expertise or contex-

tual understanding beyond what has been learned 

during training. Therefore, there remains signifi-

cant value in conducting empirical research, such 

as the one presented in this study, to investigate 

specific linguistic-pragmatic characteristics with-

in targeted domains like American business me-

dia discourse. This study provides findings that 

go beyond the capabilities of language models by 

examining actual language usage within a specif-

ic context and capturing the nuances and intrica-

cies of collocations within that domain. The find-

ings of this study offer practical implications for 

business communication practitioners, journal-
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ists, and educators, as they provide a deeper un-

derstanding of the language patterns and conven-

tions prevalent in American business media dis-

course. Moreover, this research contributes to the 

broader field of linguistics by offering an in-

depth analysis of collocations in the context of 

conflict activities. While language models can 

assist in generating language, they do not offer 

the same level of analytical depth or contextual 

understanding as empirical studies. Therefore, 

this study serves as a foundation for future com-

parative studies across different media discourses 

or cultural contexts, enabling researchers to ex-

plore variations in language usage and linguistic-

pragmatic characteristics. 

In conclusion, this study underscores the in-

tricacy of business media discourse, character-

ized by a fine balance of information provision 

and expressive engagement, underscored by cul-

tural markers and strategic language manipula-

tion. It is hoped that this exploration will inspire 

further research into the fascinating interplay be-

tween language and influence in business media 

discourse, and the wider implications it holds for 

reader perceptions and decision-making. 
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