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The presented study was conducted within the framework of axiological linguistics. It has
revealed the relationship between the participants of the administrative discourse, namely, a
senior official and subordinates, through language markers in order to identify the values of
modern managerial communication that regulate these relations. The relevance of the study
is due to the fact that the value and linguistic characteristics of the administrative discourse as
a special dimension of status-based communication are of interest to any person involved in
the employer-employee relationship. The authors dwell on the discourse’s qualitative change
caused by globalization and digitalization and have come to the conclusion that such an im-
pact is reflected in the evolution of values of the modern administrative discourse. The institu-
tional feature of value attitudes towards subordinates has been proved to be expressed through
texts of the “corporate website” hypergenre and lies in promotion of utilitarian and practical
values. The authors pay special attention to the analysis of the hypergenre of administrative
discourse — “corporate website”, which is considered as a multifunctional Internet hypergenre
of administrative discourse, incorporating various genres and subgenres, performing an in-
forming function and being virtual environment for institutional, administrative communica-
tion, which helps corporate values and traditions be broadcast and cultivated. The results of
the discursive and linguistic analysis of corporate websites of organizations made it possible
to decode the value dominants in the behavior of the leader in relation to the subordinate. An
up-to-date list of administrative discourse values has been compiled and their hierarchy has
been built, with the employee loyalty being highlighted as its key value. The identified values
are in a binary opposition of “values for the organization” (employee loyalty) — “values for the
employee” (person, care, health, education).

Keywords: administrative discourse, hyper-genre, corporate site, employee loyalty, values.

Introduction

The social function of a person as an employee of small and large companies is an im-
portant part of anthropological research. The object of these investigations are dominant/
subordinate status roles. A special dimension of status-based communication is the ad-
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ministrative discourse (henceforward AD) that manifests itself in different areas of com-
munication and includes various thematic fields. The AD is an institutional discourse that
has its own typical codes and subcodes and implies that management subjects take certain
actions focused on directing objects [Evtushenko 2018]. The norms of official communi-
cation at a social distance determine its communicative tone.

“Senior official and subordinates” have a set of duties and ethical standards based on
universal, civilizational, ethno-cultural and group values. To correctly orient themselves
in this axiological field is an important person’s adaptive ability that determines his so-
cial competence [Prom 2020b]. A person internalizes universal, civilizational and ethno-
cultural values from the first days of life. They form his/her cultural background. The
group values within an organization build up a strong value system, when organization
members share key values related to acceptable behavior and the organization’s strategic
direction [Weiner 1988]. The group values espoused by organizational leaders [Deal, Ken-
nedy 1982] are not always obvious. They can be explicitly or implicitly expressed in the
employees’ speeches and corporate texts. Therefore, we could find the empiric material for
research on the corporate website of different companies.

The corporate site is a virtual environment for institutional administrative commu-
nication. The hypothesis of our study was the idea that texts of a corporate website have
implicit information about cultivated corporate values and traditions. The linguistic anal-
ysis of the corporate site texts can reveal both the linguistic features of the administrative
discourse and its value orientation. The data obtained, on the one hand, will allow the
employee to better adapt to the new corporate culture, on the other hand, will help the
senior official to effectively use values management to motivate workers and improve their
performance.

Due to the importance of the AD for society, it has repeatedly become the subject of
scientific research in the field of sociology, political science, anthropology, psychology, etc.
[Brusseau 2012; Chan et al. 2021; Corley 2004; Deal, Kennedy 1982; Evtushenko 2018;
Grosman 1989; Paarlberg, Perry 2007; Vas'kov, Diatlov 2015]. However, little attention
has been paid to linguistic features that can reveal its value characteristics. Therefore, the
study of the AD axiological field is important.

The purpose of our study was to identify the AD value characteristics based on the
linguistic features of corporate website texts. For this purpose, we needed to complete the
following tasks:

1) to characterize the corporate website as a core hyper-genre of the administrative
discourse;

2) to describe the AD linguistic features based on the hyper-genre “corporate site”;
and

3) to decode the AD values and determine their combinatoric set in the modern AD
in order to obtain evidence-based reliable knowledge about the value dominants that af-
fect the communicative behavior of modern managers and subordinates.

Literature review

Many scholars have addressed the issues of electronic communication genres, in-
cluding the corporate website [Crystal 2002; Goroshko, Zemliakova 2011; Herring et al.
2005; Makarov 2005; Lutovinova 2009; Poteriakhina 2013; Shchipitsina 2009; Shepherd,

Becmnux CIIOT'Y. A3vix u numepamypa. 2024. T. 21. Bown. 2 509



Watters 1999; etc.], but its value and language features in the administrative discourse are
considered for the first time.

Values are the highest guidelines for behavior, the concentrates of culture [Karasik
2015: 25]. Values are often compared with norms of behavior and rules that fix prescrip-
tions and prohibitions. Values are expressed in language [Vinogradov 2007]. There is an-
other understanding of values interpreted as person’s needs [Prom 2020a].

The values classification is traditionally based on the language community boundar-
ies corresponding to the types of communicative distances. There are some types of values
distinguished, i. e. individual (personal and copyright); microgroup (family and friends);
macrogroup (social, role and status); ethnic; and universal values [Hall 1994: 116-125].
Classification criteria can be the content (utilitarian, moral, vital and spiritual); quanti-
tative coverage (universal, civilizational, ethno-cultural, group and individual) [Karasik
2015]; and assessment (psychological, aesthetic, utilitarian, normative and teleological)
[Arutiunova 1999: 198-199].

The values are determined by ethics that decides what’s worth doing and what doesn't
matter so much. “Business ethics is the way we decide what kind of career to pursue, what
choices we make on the job, which companies we want to work with, and what kind of
economic world we want to live in and then leave behind for those coming after” [Brus-
seau 2012: 15]. In the framework of our study, we deal with subject-oriented values that
are transmitted in a vector way — from a manager to a subordinate.

In the field of public administration, L. Paarlberg & J.Perry used the term “values
management” as a social process that influences individual behavior through shared val-
ues systems. But they focused their attention “on the nature and roles of individual values
in the workplace, the impact of shared values on individual and organization performance,
and the process of managing workplace values” [Paarlberg, Perry 2007: 388]. It is impor-
tant to note that values can be lost, modified, or reintroduced [Prom 2020b]. V.I.Karasik
noted certain dynamics in the development of value attitudes and a gradual increase in the
share of moral values in the collective and individual consciousness.

In a consumer behavior research, Ph. Cheng proposed an Integrated Consumer Per-
ceived Value Model comprising utilitarian, hedonic and social values to explain observed
consumer decisions (viz. purchase or do not purchase). Hedonic value is considered a
dimension of consumer perceived value associated with senses, pleasures, feelings and
emotions; social value is connected with social interactions, with common culture and
language, social status and self-esteem; and utilitarian value associated with the necessities
of living [Cheng 2014: 3].

Conceptions of modern and traditional values considered in the social research
[Chan et al. 2021] are named fundamental structures that are essential for determining
corporate practices and behavior. Concluding that modern value systems (which are ra-
tional ones) have substituted traditional value systems the authors note that some of the
traditional and modern values still coexist at present.

Materials and methods

Corporate websites of various organizations served as source of material for the
study. A corpus of texts was obtained from the websites of the enterprises in the site sec-
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tions “Career”, “Personnel” and “Ethics Code”. The unit of the study was a text fragment
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that expresses the value characteristics of institutional administrative relations between
the participants in communication.

The research methodology was based on a comprehensive approach. We analyzed
texts on 78 corporate sites of top Russian companies operating in various fields, i. e. bank-
ing, oil production, sales, education, communication, medicine and IT technologies. The
texts serve a means of actualizing values and also help to develop a corporate value system
that affects the behavior, thinking and communication of AD participants. In order to
characterize the corporate website as a hyper-genre of the administrative discourse, we
applied a genre analysis based on the L. Yu. Shchipitsina’s model.

The linguistic side of the administrative hyper-genre “corporate site” was analyzed
using the conventional semantic method. We examined meanings of significant (nouns,
verbs, adjectives and adverbs) and auxiliary (prepositions, conjunctions, allied words and
particles) words and interpreted the values they express.

The study was conducted within the framework of axiological linguistics. There
are three approaches distinguished to study values, namely, modeling concepts, model-
ing discursive entities and modeling values in the content of words and phraseological
units [Karasik 2015]. We rely on the “discursive dimension of values” that is foregrounded
“through the use of key and thematic words, metaphors, implications, allusions and argu-
mentative strategies” [Babaeva 2003: 11]. The study employed the analysis of contextual
meaning, which is more specific and human-oriented [Steen et al. 2010]. The authors per-
formed the contextual analysis of lexical units that explicitly and implicitly decode the AD
values. The quantitative procedure was also employed to find dominant values of the AD.

Results

Hyper-genre “Corporate Website” in administrative discourse

A corporate website is a stable type of text; its organizing purpose in administrative
communication on the Internet determines the form [Goroshko, Zemliakova 2011]. At
this stage of our research, we needed to isolate its main genre features and, on their basis,
define this phenomenon.

To date, there are a number of models for analyzing Internet genres [Casai-Pitarch
2016; Giltrow, Stein 2009; Mehler et al. 2011; Prom, Iovanovich 2017; etc.]. J. M. Swales
proposed a three-level genre model that includes a communicative purpose as the social
purpose of a given text type, a move structure — a conditional internal structure that re-
veals a particular text genre and its rhetorical verbal and visual strategies [Swales 1990].
I. Askehave & A.Nielsen added a hypertextual mode to this list [Askehave, Nielsen 2005].
J. Yates & W. Orlikowski distinguished similar parameters, i. e. the purpose of a communi-
cative act, the content and sequence of semantic elements, the length and physical form of
the message, the addressor and addressee of the message, temporal restrictions and local
parameters of the genre. C.Ihlstrom proposed the form, content, purpose and function as
genre characteristics.

We were guided by the complex Shchipitsina’s model of the Internet genre that, in
our opinion, considers features of the Internet space the genre belongs to. The model in-
cludes the following components: 1) media exposure that contains a genre design, inter-
activity, hypertextuality, synchronism and the number of communicators; 2) pragmatic
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parameters that are the communicative goal, type of author, addressee and chronotope;
3) structural-semantic parameters that involve the content of the text of the genre and its
structural elements; 4) language parameters, i.e. language tools used to create texts of dif-
ferent genres [Shchipitsina 2009: 30].

The analysis of the media parameters of the corporate site showed that the design
of the site is a kind of Internet platform that combines many software elements, namely,
HTTP Web intranet server, SMTP/IMAP e-mail server, Messaging server (MSN Mes-
senger and Jabber), NNTP news server and VoIP server for intracorporate telephony. This
type of asynchronous communication occurs in the web space with unlimited access to
electronic content, has a public one- or two-way direction and does not require an instant
response from the addressee. Software elements are key factors in creating texts. For ex-
ample, when creating the text of a document, the author uses an existing template offered
by the program, so the elements of the software are always associated with the text being
created. The rich multimedia content of the corporate site includes photographs of em-
ployees of the organization, video conferences, meetings and sound files. The interactivity
is due to its purpose to unite members of the organization and ensure communication
between them.

In the pragmatic aspect, the author of this genre is a leader who initiates communica-
tion with an addressee, a subordinate, and addresses him/her accumulated systematized
information through the common cyberspace. So, an organization or an employer is a
translator of corporate culture values and a source of reliable and relevant material for our
lingo-axiological research.

The analysis of multimedia, structural and pragmatic characteristics (linguistic fea-
tures are discussed in the next section of the article) showed that a corporate site is not just
a genre, but a hyper-genre of the cyberspace. It is a stable speech form used in typical com-
municative situations of the administrative discourse and includes several genres. We also
found out that the large repertoire of this hyper-genre includes informative genres that are
used to present or receive information (advertisement and informational messages), di-
rective genres that are designed to encourage the addressee to take some action (business
letter, instruction and order), communicative genres that meet the need for communica-
tion and adherence to etiquette standards (video meeting, online meeting, leader’s blog
and comments).

Thus, we define a corporate website as a multifunctional AD Internet hyper-genre
that incorporates various genres, performs informing, directive and communicative func-
tions and is a virtual environment for institutional administrative communication that
broadcast the attitudes of organizations and their leaders to subordinates and cultivates
corporate values and traditions. The nature of this hyper-genre generates numerous sec-
tions that allowed us to determine the strategy for its analysis. According to our observa-
tions and the analysis of corporate websites, the most revealing sections indicating the
relationship of the “senior official — subordinates” pair are “Ethics Code”, “Career in the
company” and “Personnel”.

Linguistic characteristics of administrative discourse

the concept of corporate culture is a conscious and motivated representation of em-
ployees and management of corporate structures about their common values and norms
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of behavior, traditions, methods of activity, the role and place of the corporation in the
life of the country and the world [Gaidukova 2008: 250]. Against the background of glo-
balization, digitalization and the computer technologies development, the evolution of
AD and its symbiosis with the Internet have determined some linguistic features of the
hyper-genre “corporate site” [Evtushenko 2017]. Since administrative communication can
no longer be limited by formality, distance or closedness, administrative discourse has
acquired such a feature as the corporate loyalty [Evtushenko 2018].

Before considering the linguistic markers of the corporate loyalty in the texts under
study, it seems necessary to dwell on the sociological understanding of this phenomenon.
B. A.Grosman considered corporate loyalty as an ambiguous concept, i. e. an employee
believes that loyalty on the part of corporate employer means... a long-term commitment
by the employer. The corporate employer believes that a loyal employee puts the corporate
interest above personal interests, is a team player... and behaves in a way that is predict-
able — he or she is reliable [Grosman 1989: 565].

V. A.Mitiagina et al. considered corporate loyalty as a set of common goals, interests,
values and communicative actions that form corporate discourse and its ability to influ-
ence interaction with other corporate organizations. I. P. Romashova noted that corporate
loyalty forms a sense of belonging to the group and the need to carry out this joint activity,
as well as positioning the group in the minds of external and internal target audiences. We
understand corporate loyalty as a commitment to the company.

The corporate loyalty language used by management is intended for modifying the
perception of reality without modifying reality itself [Grosman 1989: 565]. Corporate loy-
alty is not only a feature, but also a key value of modern AD. Verbalization of this value
employs a number of markers. The main marker is the inclusive pronouns WE and OUR.
The high frequency use of these pronouns indicates that the organization is team-oriented
and takes responsibility for their activities, helping their subordinates in trouble, for ex-
ample:

We are a close-knit team of professionals who cannot imagine their life without the sky. We are
always open to innovations, initiatives and new knowledge to develop and move forward. We
respect our colleagues and are ready for a constructive dialogue to achieve results. We provide a
stable work environment with equal opportunities for learning and personal growth (Aeroflot)
[AA].

The personal pronoun WE serves to express the unity of management and subordi-
nates, it creates a positive effect on subordinates, since the feeling of leadership involve-
ment and engagement is developed. The peculiarity of the linguistic embodiment of cor-
porate loyalty in a number of cases is read contextually through the synonyms: cohesion,
unity, an established team, a holistic organism, an atmosphere of cooperation, a single team,
the spirit of teamwork, our friendly team, a global community of scientists, a company of
new friends;

The established team is what allows us to act as a whole organism (Sogaz) [AA].

All of our employees were involved and everyone felt like part of a big family (McDonald’s in
Russia) [AA].
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The lexemes TOGETHER, ALL, EVERYTHING, ALWAYS play a special role in the
verbalization of corporate loyalty. The frequency of their use proves that modern organi-
zations / managers declare their unity with subordinates, their full support in joint activi-
ties, and therefore their corporate loyalty to the employees.

Achieve more together (Severstal)[AA].

The best employees are selected in all enterprises of the industry (Rostatom) [AA].

(All this is available to RUSAL employees. Together with them, we welcome all those who are
ready to become a member of the team (Rosneft) [AA].

Magnit relies on responsible and motivated people who want to develop together with the
company. Together we set ambitious goals and achieve success (Magnit) [AA].

Certain axiological semantics is acquired by prepositions and prepositional phrases
of purpose in the AD texts on the corporate websites: for the sake of, taking into account,
in the name of, from the interests of, for, for the purpose, which reminds the employee of
the care and attention from the management side, according to the latest online surveys
(carried out by inside-pr.ru and www.rbc.ru) this is a significant element of management:
we proceed from the interests of the employee, we carry out activities taking into account...,
the opportunity for professional development.

Favorable conditions are being created for their development (Rosseti) [AA].

In order to improve the level of employees’ social security, ROSSETI is constantly developing a
system of corporate benefits and privileges. Society does not deviate from its values for the sake
of profit (Rosseti) [AA].

The value semantics of corporate value is verbalized in the names of corporate events
held in modern organizations. The analysis of the language showed that the events are
most often aimed at revealing the creative potential of the team (the creative festival “Ros-
neft lights the stars”, “Magnit-Idea”, “Club of Funny and Inventive for Sberbank”), the op-
portunity to show oneself not only in work, but also in out of work activities, but more
attention is paid to demonstrating professional skills and mastery, to motivate employees
to spend more time in a team that can be called a family (“Champion of Hospitality”, “Best
in Profession”, “Rosatom Treasure”, “Rosatom Capital”, “Rising Star”, “Best + title of spe-
cialty”, “I am a professional”, WorldSkills and professional skill competitions). Thus, the
organization takes care of increasing the self-esteem, significance, success and develop-
ment of its employees.

The corporate loyalty is associated with large scale, so company websites often draw
on the use of cardinal numbers, which has a certain evidential effect in order to convince
an employee that he has made the right choice of work place, for example:

RUSAL was one of the first in Russia to join, become part of a team that includes more than
50,000 professionals around the world (Rusal) [AA].

More than a hundred professions in demand, more than 120 thousand people study at Russian
Railways every year, We are a million — 1,000,000 (RZhD) [AA].

Our team includes 22 thousand employees. 70 % of employees’ engagement (Rosseti) [AA].

According to the analysis, some groups of verbs were identified as markers of value
semantics used by modern managers towards their subordinates, denoting promotion and
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Table. Linguistic units and their meaning in administrative discourse

Means

Meaning

Examples

Pronouns WE and OUR

Inclusive: unity of
management and
subordinates; the effect of
involvement and contribution
of the management

We encourage our employees to the fullest.
(Nestle) [AA].

Lexemes TOGETHER,
ALL, EVERYTHING,
ALWAYS

Unity of managers and
subordinates, full support in
joint activities

Show your talent together with Russian
Railways (RZhD) [AA].

At the same time, we have always been united
by a single mission and common values.
(Lukoil) [AA].

Prepositions and phrases
of purpose

Care and attention from the
management

Everything the company does is done by people
and for people. LUKOIL creates all possible
conditions for the continuous development of
employees, stands for a reasonable balance
between work and personal life of employees.
(Lukoil) [AA].

Names of corporate
events

Concern for increasing self-
esteem, importance, success
and development of their
employees, motivating the
company’s commitment

“Rosatom Talents,”
Sports Team Building for VTB, Gazprom Labor
Festival. (Rosatom) [AA].

Cardinal numbers

Evidence effect

SOGAZ is the strongest team uniting
12,000 professionals in 800 branches across the
country. (Sogaz) [AA].

Verbs — markers of
value semantics

Promotion and improvement
(raise, take care, conduct,
expand)

The company ensures transparency and
openness in personnel management, constantly
improves management methods, providing
employees with favorable working conditions,
the opportunity to improve their skills and
realize their potential. (Gazprom) [AA].

Creation (create, maintain,
take action)

Creating is easy if you think outside the

box (MTS) [AA]; We take action to source
raw materials from local producers for our
products, and therefore support agriculture
and higher education in this area is an integral
part of PepsiCo’s responsible business conduct.
(PepsiCo) [AA].

Moving forward and
development (develop,
improve)

The Bank undertakes to: create conditions
for improving the professional level of
employees, their personal and career growth.
(Rosselkhozbank) [AA].

Norms of behavior and
discipline (observe, prevent,
prohibit, be a model of
behavior, show by example,
appreciate, led by example,
take action)

Managers should set a personal example of
ethical behavior and be guided by the following
principles. (Aeroflot) [AA].
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improvement (contribute, assist); creation (form, implement, organize); forward movement
and development (achieve, strive); norms of behavior and discipline (exclude actions, es-
tablish, appoint, take action, take into account compliance).

We have presented the obtained data in the table.

The table shows that the linguistic feature of the hyper-genre “corporate website” is
the vocabulary that indicates the unity and integrity of managers and subordinates (per-
sonal pronoun We, prepositions for the sake of, in the name of, for, cardinal numbers, verbs
with the semantics of promotion, improvement, creation and lexemes All, Always, Every-
thing). This indicated that the corporate loyalty is a dominant utilitarian value of modern
AD, following which contributes to the commitment training of company’s employees.

Value characteristics of administrative discourse

The values revealed in the “Code of Ethics” section gave an idea of people working in
the organization, employees’ expectations and behavior models. Initially the values that
are explicitly presented in the section under consideration made it possible to establish
the hierarchy in terms of their frequency. This hierarchy of values was built by continuous
sampling lexemes that explicitly indicated values significant for the company. The calcula-
tion made it possible to identify the dominant values. They are shown in the figure below.

Patriotism  IEE—————0
Leadership mEEEEE————— 12
Focus on the future EEETETETEEEEE————— 15
Justice IS 17
Conscientiousness I 17
Cohesion IEEEEEEEES——— 20
Responsibility I 29
Professionalism S 31
Honesty I 33
Efficiency I 34
Respect I 34

0 5 10 15 20 25 30 35 40

Fig. Dominant values of AD

The figure shows that the most frequent AD values are mentioned in 30-50 % of cases.
They ranked in the following order: respect (34), efficiency (34), honesty (33), profession-
alism (31) and responsibility (29). Among the explicitly presented values also are cohesion
(20), conscientiousness (17), justice (17), focus on the future (15), leadership (12) and
patriotism (10). The most unpopular and not included in the hierarchy are the values of
pride (1), image (2), environmental friendliness (3), courage (2) and innovation (4).
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The data obtained allowed us to conclude that the category of respect is a priority in
relation to an employee within a modern organization: “Respect for people” (GSK) [AA],
“Respect for each other” (Sberbank) [AA], but along with this ethical value there is teleo-
logical value which of efficiency, i. e. a modern employee is expected to achieve significant
results that contribute to the company development, e. g.

It is necessary to follow employees in their daily work activities in order to contribute to the
effective solution of corporate problems (RZhD) [AA].

Frequent values are honesty and transparency that are explained by the manager’s
desire to avoid conflict situations, be open and fair in managerial actions and simplify the
communication mechanisms between the manager and the subordinate, for example

I am honest with myself, colleagues and clients (Sberbank) [AA];
We are open and honest towards each other (Gazpromneft) [AA].

The fourth most frequent value is professionalism, its value semantics is expressed
through the following phrases: professional growth/development, professionalism, a team of
professionals. Thus, ethical values become leading. M. A. Vas’kov & A. V. Diatlov pointed
out that a responsible manager has to organize the team learning the value system and
orientations of people as well as recognizing and protecting values [Vas'kov, Diatlov 2015:
248]. The study revealed that modern managers seek to develop employees and create
necessary conditions for this.

Intra-organizational relations, new types of communications, managerial relations
and the principles of communication are based on a value system that is shared by the
head and subordinates of this organization. To determine the AD values, we also turned to
the information sections of “Career” and “Personnel” which made it possible to decipher
the image side of the employer and his loyalty to the employee. Effective management
aims to effectively recognize everything that motivates and mobilizes employees, namely,
pride, a sense of superiority and a sense of belonging; specific advantages of the organiza-
tion, i. e. speed of operations, quality of service, innovation in technology, reliability and
safety of products, good image, popularity among customers and partners, etc. Values
unite company members and give them access to main goals. This is the role of ethical
values as the main component of organizational culture for the prosperity of the firm
[Vas’kov, Diatlov 2015].

The axiological analysis of the texts in the “Code of Ethics” section at corporate web-
sites made it possible to single out such moral and ethical AD values as respect, honesty,
responsibility, conscientiousness and justice. In the sections “Career in the company” and
“Personnel”, the manager’s value preferences expressed in the semantics of linguistic units
are highlighted. The key value of modern Russian companies was found to be PERSON
who has the right to self-expression, development and decent life.

In the studied texts attention should be paid to lexemes with for naming employees:
specialist, professional, team, experts, company assets, our people, polytechnics (about the
employees of the former polytechnic institute), a team of professionals, an intellectual diversi-
fied personality, creative community of workers, human resources, daredevils and pioneers.
The majority of companies tend to avoid the lexeme employee and emphasize the team
cohesion and integrity through the collective nouns.
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In a modern organization, the value is employee him/herself. The analysis showed
that in the manager considers the subordinate as:
1) Personality:
Put the person first. For us people are more important than technology, behind the statistics
we always see a specific person (Russian Railways) [AA];
Treat others the way you want to be treated (Rosneft) [AA];
Human life is the highest value (Rosneft) [AA];
Everything the Company does is done by people and for people (Lukoil) [AA];
Employees are the heart of the company (Magnit) [AA];

2) Company success resource:

Human resource is the source of successful activity (Moscow State University) [AA];

Our employees are a valuable asset, largely thanks to which the efficiency grows (Lukoil)
[AA];

The Company’s employees are an indispensable factor in its success (Rosenergosbyt) [AA];
Employees are the main competitive advantage (Aeroflot) [AA];

3) Part of the team:
The company’s team as its main asset (Rosseti) [AA];
‘I am a leader”, “We are a team” (Sberbank) [AA];
Working in a team of like-minded people allows you to achieve unique results. The success
of employees is the success of the company (Rosstat) [AA].

The company names its value preferences using positively colored vocabulary that
characterizes an ideal employee. The analysis showed that the most frequent adjectives
with a positive connotation are purposeful, energetic, proactive, talented, creative, ambi-
tious, responsible, efficient and active, e. g.

We need people who possess modern knowledge and technologies, who are proactive, ambitious,
ready to learn from the experience of previous generations and continue the development of the
industry (Rosatom) [AA];

Responsibility, activity and purposefulness determine our success (Lukoil) [AA];

We appreciate in our employees the desire to achieve results, the willingness to work in a team
and take responsibility (Gazprom) [AA].

The manager appreciates an employee who is in constant motion and motivated by
the energy of growth and development, which explains the priority of teleological values.
The value semantics of corporate loyalty is objectified through the concepts of CARE
and RESPONSIBILITY to its employees, most often manifested through concern for
health, material well-being of employees, quality recreation and education and is verbal-
ized through
a) the promotion of a healthy lifestyle, e. g.
The life of employees and their health is more important than production achievements
and economic results (Rusal) [AA]; and

b) encouraging initiative and promising employees, awarding diplomas and cash
certificates, providing assistance, e. g.

We make every effort to help our employees, we give them the opportunity to enjoy the
air, they offer the opportunity to have a fun and useful vacation, a competitive level of
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remuneration, effective remuneration, bonuses for the results of the production activities of
employees, additional payments and allowances, an annual bonus system, participation
of employees in authorized capital (Rusal) [AA];

The company’s concern for the employee’s children (Sogaz) [AA].

Modern companies declare each employee’s opportunity of growth, development and
advancement within the company, so we can highlight another key value of modern AD
which is EDUCATION. The employer motivates his subordinates for continuous devel-
opment. This value is verbalized through the following lexemes: improvement, promotion,
self-realization, training, development of competencies, platform for future growth, profes-
sional development, acquisition of skills, experience and knowledge. The axiological seman-
tics of this concept is explained by the following means:

1) lexemes from educational discourse (business workshops, field seminars, special
training programs, foreign internships, advanced training courses, distance learning, con-
tinuing education system, Ladder to Success seminars, trainings and business games, corpo-
rate academy);

2) verbs and verbal nouns of scientific discourse (creation of scientific and educational
laboratories, opening of new branded audiences, implementation and expansion);

3) terminology of pedagogical discourse (active work is underway to identify and dis-
seminate best practices, implement a knowledge management system, managerial competen-
cies, implemented educational and methodological materials);

4) slogans calling for learning (learning new things is the key to Gazprom’s long-term
success, The energy of the young is the energy of the future, Students are our future, The main
thing is professionalism, Go ahead, change and try new things! (Norilsk Nickel) [AA].

The axiological analysis of the texts in the “Career” and “Personnel” sections at corpo-
rate websites made it possible to represent the basic AD value concepts: a person, care and
education identified as utilitarian and practical values focused on maximizing the subor-
dinate’s satisfaction. It is important to note that the study was conducted on the basis of
Russian linguistic culture. However, it should be borne in mind that the corporate culture
originated in the countries of Western civilization and spread to the whole world having
undergone minor changes in individual countries under the influence of local cultures. In
this regard, we can talk about the universality of the identified values.

Discussion

This study attempted to shed light on relations between the participants of the ad-
ministrative discourse due to language markers to identify the values of modern AD and
focused on corporate website as a nuclear hypergenre of AD. The result of the AD evolu-
tion is the emergence of hyper-genres and genres of electronic modus: 1) information hy-
pergenres — corporate web portal (intranet), Internet sites; 2) interactive genres — con-
ference calls, online meetings [Evtushenko, Pervukhina 2020]. We investigated language
features and values of AD within the hypergenre “corporate website”. The research was
aimed at obtaining scientific knowledge about the value dominants that affect the com-
municative behavior of modern managers and subordinates.

In “The Business Ethics Workshop” by J. Brusseau the following leading manager’s
value features are mentioned: visionary, coach, affiliative, democratic, pacesetter and com-
mander. This article attempted to broaden understanding of managers’ values [Brusseau
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2012]. Our findings suggest that there are also respect, efficiency, honesty, professional-
ism, responsibility, cohesion, conscientiousness, justice, focus on the future, leadership,
patriotism, pride, image, environmental friendliness, courage and innovation.

Strategic values, on the one hand, motivate employees; on the other hand, they serve
as an indicator of internal values (affective, normative and task-oriented values). In other
words, the whole zone of values. The value management as a social process arises from
routine interactions, and formal management systems serve as the foundation for improv-
ing interpersonal interactions that determine the employees’ motivation.

“Corporate semantics that soften employment realities and the implications of dis-
location with positive rhetoric increases the sense of failure and guilt on the part of both
employer and employee” [Grosman 1989: 565]. In contrast, our analysis suggested utili-
tarian values focused on maximizing subordinate satisfaction. In the era of “participative
management” such language becomes less acceptable. Instead of employee, the term asso-
ciate, team member, colleague, softens the nature of the relationship [Grosman 1989: 565].

According to research in the field of organizational communication, ethical values of
responsibility, tolerance, diligence, responsiveness, initiative and professional honor are
prioritized. “Organizational culture affirms values in the manager-subordinate relation-
ship, thereby having a positive impact on the effectiveness of managerial communication”
[Vas’kov, Diatlov 2015].

The undertaken study enabled the authors to conclude that utilitarian values are be-
ing promoted in administrative communication, in particular in the hyper-genre “corpo-
rate website”. Changed axiological ideals lead to the value re-evaluation in the modern cul-
ture. The concept of value is interpreted as something beneficial for a person, his activity
and existence. Each action, including a communicative act, correlates with the principle of
benefit to a person or society. Behavior patterns become dependent on situational benefits
and acquire a dynamic and changeable character.

Additional research is needed to understand the significance of utilitarian values for
society in the age of global reforms, which will help to identify an important aspect of
society development determining the expected positive result. “Values will be even more
important in governing the new organizational forms of tomorrow” [Agle, Caldwell 1999:
327].

Conclusion

The study proved that the AD evolution is the result of the digitalization of the modern
discursive space, which significantly influenced the development of the AD value system,
when several key values are decoded through the hyper-genre of corporate website and
distinguished. The identified values are in the binary opposition of “values for the orga-
nization” (employer’s loyalty) — “values for the employee” (person, care, education). Our
findings suggest that the institutional feature of values expressed through the language of
the corporate website is the promotion of utilitarian ones that benefit the employee. There
were highlighted ethical values of respect, efficiency, honesty, professionalism, responsi-
bility, cohesion, conscientiousness, justice, focus on the future, leadership and patriotism.
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Abbreviations

AA — authors’ archive (based on corporate websites).
AD — administrative discourse.
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HCHHOCTHI)IC XapaKTEPUCTUKN aJMUHUCTPATUBHOIO JUCKYpcCa

IOnsa putupoBanus: Evtushenko O.A., Prom N.A. The value characteristics of the administrative
discourse. Becnnux Canxm-Ilemep6ypeckozo ynusepcumema. fAsvik u numepamypa. 2024, 21 (2):
508-523. https://doi.org/10.21638/spbu09.2024.214

[laHHOE UCCIefOBaHNE, IPOBEIEHHOE B PAMKAX aKCUOIOTMYIECKOI IMHIBUCTUKY, PACKDPBI-
BaeT CBA3b MEXAY YYaCTHUKAMM afMVUHMCTPATUBHOTO AMCKYPCa — HAYa/JIBHUKOM M IIOJ-
YMHEHHBIMY — MOCPENCTBOM A3BIKOBBIX MAPKEPOB C II€/IbI0 BbISBIEHMS [IEHHOCTEN COBPe-
MEHHOI1 YIIPaB/IeHIECKOIT KOMMYHUKALNY, PETYIMPYIOLINX 3TU OTHOIIEHNs. AKTYa/IbHOCTb
MCCTIENOBAHNUS 0OYCTIOBIEHA TeM, YTO LIEHHOCTHBIE U A3BIKOBBIE XaPAKTEPUCTUKN AMIH-
CTPATUBHOTO AUCKYPCa KaK 0cO60r0 M3MepEeHUs. CTaTyCHO-00yC/IOB/IEHHOM KOMMYHUKALNY
[PECTAB/IAIOT VHTEPEeC IS I060r0 4elIoBeKa, BOBIEYEHHOTO B OTHOLIEHUS «paboTofa-
Te/lb — PabOTHMK». ABTOPBI OCTAHABIMBAIOTCS HA KAYECTBEHHOM M3MEHEHWM a[MUHICTPA-
TMBHOTO JUCKypca, 00yCIOB/IeHHOM I7106aum3anyelt, 11ndpoBu3saLyeil 1 KOMIIbIOTepH3aLi-
eif, ¥ IPUXOAAT K BBIBOAY O TOM, YTO IOFOOHOE B/IMSHME OTPKAETCS HA SBOIOLMY LieH-
HOCTell COBPEMEHHOT0 aIMIHUCTPATIBHOTO AVCKypca. JJOKa3aHo, YTO MHCTUTYLVOHA/IbHASI
0COGEHHOCTD LIEHHOCTHBIX YCTAHOBOK 110 OTHOLIEHUIO K IIOMYMHEHHDIM, BBIPQKEHHBIX Ye-
P€3 TEKCThI IUIEP>KAHPaA «KOPIIOPATUBHBII CAIT», 3AK/II0YAETCS B IIPOABIKEHUN Y TUIUTAD-
HO-IIPaKTHYecKuX nerHocreil. Ocoboe BHUMaHME aBTOPbI YAEISAIOT aHAIN3Y TUIIEPXKaHpa
AIMUHICTPATMBHOIO JAJMCKYpCa «KOPHOPATMBHBIL CAliT», KOTOPbIl PACCMATPUBAETCS KaK
MHOTO(YHKIIOHA/IbHBI VHTePHET-TUIIEPXKAHDP aAMIHUCTPATUBHOTO JAUCKYpCa, MHKOP-
MOPUPYIOLUIT Pa3/IIHbIE KAHPBL M CYO>KAHPbI, BHIIOTHAOMNI MHGOPMUPYIOIIYIO QYHK-
LMIO U ABJAIOLINIACSA BUPTYaIbHOI CPENOIL I/Ist MHCTUTYLUOHAIBHOTO, aiMUHUCTPATUBHOTO
0611eHsI, B XOfie KOTOPOTO TPAHCIUPYIOTCS M KY/IBTUBMUPYIOTCSA KOPIIOPATUBHbIE EHHOCTH
U Tpaguuuu. Pesyibrarhl JMCKYPCUBHOIO U sI3bIKOBOTO aHA/IN3a Marepyuana KOpIOpaTUB-
HBIX CAlITOB OpraHM3alNil TO3BOIMIN JEKOMPOBATD [IEHHOCTHBIE TOMUHAHTBHI B IOBEIEHUN
PYKOBOZUTE/IS [I0 OTHOLIEHNIO K TOfuMHeHHOMY. COCTaB/IeH aKTyajIbHbIIl CIIMCOK LI€HHO-
CTell afIMVHVICTPATUBHOTO AMCKYPCa U BHICTPOEHA X MePAPXUsI C BBIfIe/ICHIIEM €T0 KIIiode-
BOJI LIEHHOCTY — KOPIIOPATUBHOCTH. BbIsAB/IEHHbIE LIEHHOCTU HAXOLATCA B OMHAPHOI OILIIO-
SULMN: «LEHHOCTH /15l OpraHu3anum» (KOpIOPaTUBHOCTD) — «L€HHOCTY /ISl COTPYHUKA»
(gemoBex, 3a60Ta, 3[0pOBbE, 0Opa30OBaHNeE).

Kntouesvie cnosa: agMUHUCTPATUBHBIN AUCKYPC, TUTIEPXKaHP, KOPIIOPAaTUBHBII CaiiT, KOPIO-
PaTMBHOCTD, IIEHHOCTH.

CraThsa mOCTYNWIA B pefakipmo 24 mapTa 2023 T.
Crarbs peKOMeHJIOBaHa K mevyary 12 (beBpa)m 2024 1.
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