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Abstract

The paper addresses the use of English in the Russian-based recruitment discourse. Language is
viewed through the prism of the sociolinguistics of globalization and understood as a set of mobile
trans-locally operative resources used to achieve specific goals of communication. The corpus for
analysis includes job ads and résumés posted on the recruitment platforms HeadHunter and
Super.Job, videotaped conversations of job seekers with recruiters and employers, and ethnographic
interviews with recruitment professionals. We used discourse analysis, ethnographic methods, and
quantitative measuring to analyze the data. The study consists of two stages. During the first stage,
we found out that English can be used as the main language of recruitment or in the form of
“insertions” in the Russian-based texts to demonstrate professionalism, position the company, and
“filter” the candidates. The second stage revealed that the all-English segment of the Russian
recruitment discourse has narrowed, while the use of English in “truncated” forms has increased.
This dynamic is caused by the expansion of the digital segment of the Russian job market (social
media, Internet channels), where English-mediated technologies are the main instrument of
interaction with clients. It results in further hybridization and boosts translingualism in work-related
settings. English, with its tendency to informal personified communication patterns, also affects the
communicative conventions of the Russian-based recruitment discourse. The study demonstrates the
growing role of English as an agent of global professional discourses and an intermediary between
people and technologies.
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HayyHad cTaTba

AHIJIMACKUH A3BIK
B POCCUMCKOM JUCKypcCe TPYAO0yCTPOUCTBA

E.C. TPUIIEHKO', A.B. AINKWHA?

! HarmoHabHBIH MCCITeI0BaATEIbCKUI yHUBEpcUTET «Bricmias mKojaa 3JKOHOMUKI»
Huoicnuti Hoseopoo, Poccus
2MBOY mikona Ne 33
Huoicnuti Hoeeopoo, Poccus

AHHOTANHUSA

B crartbe aHanu3upyeTcs MCIONb30BAaHUE AHIVIMHCKOIO fA3bIKa B POCCUICKOM IHCKYypCE TPYIO-
yCTpOHCTBa. SI3BIK paccMaTPUBACTCS Yepe3 NPU3MY COLMOJIMHIBUCTUKH TII00AIH3aUd ¥ TPAKTY-
eTCs Kak Habop MOOMIIBHBIX TPAHCIOKAIBHBIX PECYPCOB, HCIIOIB3YEMBIX IS NOCTH)KEHHUS KOHKPET-
HBIX leJiell KOMMYyHUKalMi. MarepuaioM /sl aHaTi3a MOCITYKHIIM OOBSIBICHUSI O paboTe U pe-
3I0Me, pa3MelleHHbIe Ha oHiaiiH miatdopmax HeadHunter u Super.Job, Bumeo3anucu HHTEPBHIO
KaH/IM/IaTOB C pabOTOATEISIMU U PEKPYTEPaMU M 3THOTpauuecKre HHTEPBBIO C IPEICTABUTEISIMH
KaJpOBBIX areHTCTB. VICIONB30BaNNCh METO/BI JAMCKYpC-aHAIN3a, STHOrpaUUeCKHd M KOJue-
CTBEHHBII MeTonbl. MccnenoBanue npoBoawiiock B 1Ba dtana. Ha nepBom stane ObUIO yCTaHOB-
JICHO, YTO aHTJIMMCKUI MOKET UCIIOIb30BAThCsl KAK OCHOBHOM SI3BIK ITpOIIEcca TPYJOYCTPONCTBA, a
TaKKe B KauecTBEe ()ParMeHTOB M BKPAIUICHUI B PYCCKOS3BIYHOM TEKCTE ISl JEMOHCTPALIMH IIPO-
(eccnonanusMa, MO3MIMOHUPOBAHNS KOMIIAHUH, TPUBJICUCHUS HYXKHBIX U OTCEHMBAHUS HETIOIXO-
JSIIUX KaHauaaToB. Ha BTopoM atane paboThl ObUIO BEISBICHO, YTO TIPH CYKEHHH CEphl HCIIO0Ib-
30BaHM aHTJIMHCKOTO A3bIKa KAK OCHOBHOI'O HHCTPYMEHTA PEKPYTHHIA PACTET €ro NPHCYTCTBHE B
«yceueHHO» Gopme. DTO CBA3aHO C MOSBICHUEM IH(PPOBOTO CETMEHTAa PEIHKA TPy (COIUATbLHEIE
CETH, HHTEPHET-KaHaJIbI), TJIe ONIOCPENyEeMbIe aHTJIHACKHUM SI3BIKOM TEXHOJIOIHU CTAaHOBSITCS OCHOB-
HBIM CPEJCTBOM B3aHMOJICHCTBHS C KIMEHTOM. B pesynbraTe pacter rudpuausanus mnpodeccuo-
HaJbHBIX KOMMYHHMKATHUBHBIX IIPAKTHK, YCHJIMBAETCS TPAHCIMHIBAJIBHBIA XapakTep OOLICHHS.
Hapsiny ¢ 3TM OTMEUeHO pacTylee BIUsHUE aHIJIOA3BIYHBIX 00pa310B Ha KOMMYHHKATHBHbIE KOH-
BEHIIMU JUCKYypca TpPYyIOyCTpoicTBa (TEHACHIMS K HeQOpMaIbHOMY MNEpCOHAIM3UPOBAHHOMY
CTIWIIIO KOMMYHHKaIuu). [IpoBeeHHbIN aHAIN3 JAEMOHCTPUPYET PACTYUIYIO POJb aHTIUHCKOTO
A3bIKa KaK areHTa r1o0alIbHBIX MPOEeCCHOHATIBHBIX AUCKYPCOB U MOCPEIHIKA MEX]Ty YeIOBEKOM H
TEXHOJIOTHSIMH.

KnroueBble clloBa: pacuupaowuiica Kpye, 2100a1u3ayus aH2IUICKO20 A3bIKA, OUNUHSGUIM, A3bl-
Ko8as 2ubpuousayus, OUCKypc mpyooycmpoucmed, UHOeKCaibHOCHb

Jns uMuTHpOBaHUS:

Gritsenko E.S., Alikina A.V. English in the Russian-based recruitment discourse. Russian
Journal of Linguistics. 2020. Vol. 24. Ne 3. P. 669—686. DOI: 10.22363/2687-0088-2020-24-3-
669-686

1. Introduction

In recent years, the focus of research on English in the Expanding Circle
shifted from feature-oriented description of new varieties to “the most exciting
areas <...> dealing with the slippery linguistic spaces between and within particular
speech communities, where the use of English is juxtaposed with other
international, national, regional, and local languages” (Bolton 2012: 33). The
transnational use of various kinds of resources of English available to individual
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speakers in specific contexts has become an important and challenging topic. The
notion of “English” in this framework covers not only the standardized variety and
its forms and functions but also “elements and fractions of it,” which “can be
employed and adopted selectively and integrated into new contexts where they
retain old or adopt new functions” (Schneider 2014: 25).

Outlining the principles of sociolinguistic research in a globalized world,
Blommaert (2010) argues that globalization transforms not abstract languages but
specific speech forms, genres, styles, language repertoires and practices. In other
words, the impact of globalization is “niched.” Recruitment discourse in Russia is
one such niche. According to Barber, recruitment includes the “practices and
activities carried on by the organization with the primary purpose of identifying and
attracting potential employees” (Barber 1998: 5).

The approaches to the linguistic study of recruitment discourse in the
Expanding Circle may vary due to the differences in the sociolinguistics status of
English, proficiency level and access to language learning in particular countries.
Oftentimes, the role of English in the local job market is addressed in the context
of other relevant issues, such as socio-economic inequality and national educational
policies. Some authors focus on the racial bias of English-related recruitment
discourses. Based on the analysis of the professional websites advertising
employment opportunities for TESOL professionals in Southeast Asia (language
schools in China, Korea, Japan, Taiwan, and Thailand), Ruecker and Ives show that
“the ideal candidate is overwhelmingly depicted as a young, White, enthusiastic
native speaker of English from a stable list of inner-circle countries” (Ruecker &
Ives 2015: 733).

The role of English as a divide between the wealthier, educated urban
populations and other socio-economic and geographic groups is addressed in a few
studies involving Latin America (Ecuador, Columbia, Argentina, Brazil).
According to Perez (2019: 46), in this part of the world, English is rather seen as a
symbol of prestige and an asset for social mobility than a necessary requirement for
professional contexts.

The demand for English in the Turkish job market is attributed to its role in
globalization, international trade, and upward mobility of individuals. Discussing
the market value of English in Turkey, Dogancay-Aktuna argues that it acts as a
gate-keeper for advancement in prestigious jobs. Her survey of job advertisements
in two largest national newspapers shows that “for the higher level, better-paid
white-collar positions in well-known companies, employers sought candidates with
knowledge of a foreign language and specified English especially as a job
requirement” (Dogincay-Aktuna 1998: 34). Although over 45% of job openings did
not require foreign language proficiency, those were much less prestigious
positions. Notably, 20 % of the ads were printed in English, thus cutting off those
who did not know the language.

In European countries, where the socio-economic inequalities are less acute
and the range and depth of English penetration into professional, academic and
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everyday life are much higher, the focus of research is different. Van Meurs
investigates the use of English in job advertisements in Netherlands from three
perspectives: the sender of the ad’s message, the message itself, and the target
audience (Meurs van 2010). He shows how the use of English may affect the
comprehension of the ads, the attitude to the job and to the organization, and
subsequently the receivers’ behavior, i.e. job pursuit intentions and application
decisions.

Different reasons are offered for using English in job advertisements. Moor
and Varantola observe that in job ads in Finnish newspapers English is used “for
global image building” (Moor and Varantola 2005: 138). Seitz reports that English
job titles in German ads “transfer a more modern and innovative image,” “function
like an eye-catcher,” and “as euphemisms for low-prestige jobs” (Seitz 2008: 42).
Based on the analysis of all-English job ads in German and Swiss newspapers,
Hildendorf and Martin (2001) and Watts (2002) conclude that they emphasize the
importance of language skills for advertised positions: even if the advertisement
has no explicit reference to language requirements, applicants “are expected to infer
[...] that the major language with which they will be expected to communicate is
English” (Watts 2002: 117). Gerritsen argues that the use of English job titles in a
Dutch context helps to avoid gender bias (Gerritsen 2002: 103). According to
Larson, the use of “an English-sounding job-title” in a Swedish job ad makes the
job sound “more appealing and challenging” (Larson 1990: 368).

The issue of English in the Russian-based recruitment discourse received much
less attention. Stebletsova compared structural and pragmatic peculiarities of
English and Russian recruitment discourses and examined the cultural differences
of self-representation in the genre of CV/resume focusing on identity issues
(Stebletsova 2010, 2016). Golovushkina & Voyachek addressed some lexical and
stylistic features of English and Russian job ads (Golovushkina & Voyachek 2018).
As part of a larger study on globalization and language ideologies, Laletina
examined the attitudes to English on the Russian job market (Laletina 2012). The
functional range of English and its role as a meaning-making resource in various
genres of the Russian recruitment discourse was addressed in our own previous
research (Alikina 2014, Alikina & Gritsenko 2015). However, the ongoing changes
in the socio-economic situation and technological developments call for a more in-
depth analysis of the topic with emphasis on the dynamics of the domain-specific
use of English.

2. Overview of the study

2.1. Theoretical foundations

The study is guided by the concept of language as a transnational mobile
resource, a set of semiotic repertoires used to achieve specific communicative goals
(Blommaert 2010), and the research on language ideologies which link the
assumptions people have about a language to their social experience (Silverstein
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2003, Woolard & Shieffelin 1994). We bring together sociolinguistic and
ethnographic approaches to investigate how the spread of English manifests itself
and what functions English performs in the Russian-based recruitment discourse.

In the assessment of the scope of English in various recruitment genres, we
follow Bhatia and Ritchie and take into account not only English words, but also
“the use of English wrapped in non-Roman scripts” (Bhatia & Ritchie 2013: 573).
Bearing in mind that speakers can use English as a creative resource without
necessarily switching to English, we take into consideration “pseudo-English in
Roman characters” (Proshina & Ustinova 2012: 43) as well.

We draw on the insights from critical genre analysis (V. Bhatia 2019) to
explore how recruitment professionals use language to achieve their objectives
within the context of specific institutional culture and to highlight the role of
interdiscursive performance in professional practice.

2.2. Terminology

The English term “recruiting” (Rus. “pexpytunr” [rekruting]) was borrowed
into Russian in the 1990s to name professional activities of HR agencies and in-
house recruiters connected with attracting, screening, and selecting suitable
candidates to positions within an organization. There was no pre-existing Russian
word since the recruitment industry came to Russia with the advance of the market
economy. The Russian word “rpynoyctpoiictBo” [trudoustroistvo] has a different
focus: it denotes activities connected with helping people to find jobs, i.e. providing
employment. The word is translated into English as “employment,” “recruitment,”
and “placement” (“job placement”) In this paper, we use the term “recruitment” to
cover both foci and understand recruitment discourse as “purpose-driven interaction
of job market participants connected with searching for jobs and personnel”
(Stebletsova 2016: 78). The terms “recruitment ad,” “job ad,” and “job posting
(job post)” are used in the paper interchangeably.

2.3. Data and method

The study consisted of two stages. During the first stage (May 2013 — January
2014) we looked at how English is used and what pragmatic functions it serves in
the Russian recruitment discourse. The material for analysis included 566 job ads
and 300 résumés selected from the data bases of two largest Russian online
recruitment platforms HeadHunter (hh.ru) and SuperJob (superjob.ru), as well as
eleven televised job interviews from the TV series “Kadry Reshayut” (www.uspeh-
tv.ru). This educational documentary shows real-time conversations of applicants
with employers/recruiters followed by experts’ evaluations of applicants’
performances during the interviews. To verify and clarify the results of the analysis,
we conducted quasi-ethnographic interviews with two professional recruiters.

The goal of the second stage of the study (March — April 2020) was to reveal
the dynamics in the spread of English and its functional range. Using the search
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instruments of the recruitment platforms hh.ru and superjob.ru, we found out the
percentage of all-English job ads and résumés, the percentage of ads in which
English is listed as a necessary requirement, and the percentage of résumés where
applicants mentioned the knowledge of English as a professional skill. The findings
were compared with the previous phase of the study. Then we screened 570 job ads
from hh.ru (0.1% of the total data base) and 211 ads from superjob.ru (0.1% of the
total data base) to trace the changes in the use of English and its impact on shifting
the local conventions of professional communication.

3. Analysis and results
3.1. Stage |

The recruitment platforms HeadHunter and SuperJob are Russian companies.
Their target audiences are speakers of Russian. All navigation tools and standard
relevant information (company address, sphere of activities, regions of available
vacancies) are provided in Russian. However, companies can choose the language
of self-presentation (introductory information posted on the platform) and the
language of job postings.

At the first stage of the study, we divided the sample of job posts and résumés
into three parts (all-English, mixed, and all-Russian) and focused on the first two
parts.

It was found that all-English job ads are usually posted by local affiliates of
international companies, such as Microsoft, KPMG, Visa, and Russian companies
that work on the global market, such as Kaspersky, LUXOFT, Severstal. In such
companies, English is either the language of corporate communication or a “must”
for successful professional performance. Language proficiency is a prerequisite for
employment; therefore, job openings are advertised only in English, résumés are
also submitted in English, and applicants are evaluated for their knowledge of
English. The testing procedures may vary, from a conversation on professional
topics during a job interview to a written text in English to screen out candidates
prior to an interview (Gritsenko & Laletina 2016).

Mixed job posts and résumés are Russian-based texts in which English words
and Anglicisms are used as insertions. Most of them refer to the spheres of sales,
marketing, advertising, PR, banking, and other industries that came to Russia with
the market economy and brought with them new brands, products, concepts, and
terminologies. English is used to name jobs (data scientist, account assistant),
computer software and digital platforms (Python, GoogleAds, Power BI, MyTarget,
Twitter, ARIS, MS Visio), professional skills and activities (e-Commerce,
testing A/B), and general work-related concepts (dead-line, soft skills). Hybrid
terms are very frequent (event-menedowcep [ivent menedzher] — Eng. event-
manager, onepamop call-yenmpa [operator kol tsentra] — Eng. call-center
operator), as are transliterated English words adapted to Russian grammar, e.g.
cenepums kauighno [generit’ keshflo] — Eng. to generate cash flow’; yeneuen
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ro3abunumu  [uvlechon yuzabiliti] — Eng. keen on usability improvements).
An implicit presence of English is felt due to abundant translation loans and
calques, e.g. npodykmosas nunetika [produktovaya lineika] — Eng. product line;
banxemuvlli meHeOxucep [banketnyi menedzher] — Eng. banquet manager,
Kauenmoopuenmuposannocms [kliyentoorientirovannost’] — Eng. client orientation’,
and so on.

The functions of English in Russian-based recruitment discourse are manifold.
English fills lexical gaps by providing names for jobs and professional activities for
which there are no already-existing Russian words (data scientist, axmyaputi
[aktuarii] — Eng. actuary) or when English names more accurately convey the
specific features of certain professions (mpetioep [treider] — Eng. trader,; 6yxep
[buker] —Eng. booker (in fashion and cinema industries). English also performs an
indexical function by connoting various sociocultural meanings connected with
language ideologies circulating in Russian society. The symbolic meanings of
English have been explored across regions, discourses, and genres (Kachru 2006,
Hildendorf 2010, Kirilina 2011, Bolton 2012, Proshina & Ustinova 2012, Bhatia &
Ritchie 2013, Rivlina 2015, Zhang 2015, Gritsenko 2016, Khokhlova 2017, Martin
2019, Nelson, Proshina & Davis, 2020, etc.). In Russian-based recruitment ads,
employers use English to position their organizations as modern, progressive, and
globally oriented (see examples 1-3 below). They also resort to English for
targeting the audience: only those candidates who are familiar with English-based
professional vocabulary and/or are prepared to accept the corporate culture are
encouraged to apply (examples 4 and 5).

(1) Onvim pabomwvr om 3-x nem, ypogeuwv middle-senior. B nopmeonuo
00J1ICHBL DbIMb COJICHBLE UHMEPPELCH.

[Opyt raboty on tr’okh let, uroven’ mid-sinio. V portfolio dolzhny byt’
slozhniye interfeici].

Work experience from three years up, mid-senior level. Portfolio must include
complex interfaces.

(2) Paboma 6 enasnom department store cmpanoi.

[Rabota v glavnom department store strany].

Work in the main department store of the country.

(3) [Ilpesocxoonoe e6nadenue pycckuM S3bIKOM, JiCeldaHue  Nucamo
0elicmeUmenbHo MHO20 MEKCMOo8 6 pAsHuiX @opmamax — must have
(emphasized in the original — E.G.).

[Prevoskhodnoye vladenie ruskim yasykom, zhelaniye pisat’ deystvitel 'no
mnogo tekstov v raznykh formatakh — must have].

Excellent command of Russian. Willingness to write a lot of texts in various
formats — must have.

(4) Onwvim pabomvt SMM-menedocepom 6 fashion-cecmenme.

[Opyt rabuty SMM-menedzherom v feshen-segmente.

Experience as SMM-manager in the fashion segment.

(5) [Ilpokauail ckumbl: HA HOBLIX NPOEKMAX GbICOKAL NAAHKA KAYeCmed U
MHOHCECMBO 8bI30608.
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[Prokachai skily: na novykh proektakh vysokaya planka kachestva i
mnozhestvo vyzovov].

Pump your skills: new projects set a high bar of quality and pose a lot of
challenges.

Job seekers use English in their résumés (6, 7) and in job interviews (8, 9) to
demonstrate professional competence and raise their value in the job market:

(6) Pasmewenue POS-mamepuanos — yennuxu, 600.1epboi.

[Razmeschenie POS-materialov — tsenniki, voblery].

Placement of sales materials — price-tags, wobblers’.

(7) Ocywecmensina nocmasky no openo-oykam

[Osushestvkyala postavku po brend-bukam].

Shipped goods according to brand-books.

(8) Omo 6yoym xamnanuu cmadbuibhvlie, OoOabULUE, KOmMOpble 0)YO0ym
2eHepUmsb X0pouio Kauip.o.

[Eto budut kompanii stabilnye, bol’shie, kotorye budut generit’ khorosho

keshflo].

They will be stable, big companies that will generate cash flow really well.
(9) Ilepe0 mem, kax npowen OvIOOUL, HPOBOOUMb MEHOEP — OSMO
00s13amenbHo.

[Pered ten kak proshol d’udil, provodit’ tender — eto ob’azatel 'noj.
Prior to due diligence, holding a tender is a must.

The “commodification” of English (Heller 2010) is connected with its high
social prestige and wide spread in professional communities. For recruiters, foreign
language competence is not only a sign of professionalism but an index of positive
personal characteristics; these features can be seen in the following statements from
an employer and a recruiter:

“A candidate who is fluent in English is better educated, hard-working,
prepared to understand western culture” (Marina, HR agency director);
“Good knowledge of English means that a person is goal-oriented,
hard-working, diligent, and disciplined” (Lisa, recruiter).

The study showed that English and Anglicisms are more frequent in job ads
than in résumés. In ethnographic interviews, recruitment professionals explained
that for employers it is important to cut off the unfitting candidates at the very
beginning: they use English as a “filter.” On the contrary, job seekers want to reach
the maximal number of potential employers (both globally oriented and local
companies) and abundant use of Anglicisms can be a disadvantage.

“If a candidate uses too many English words, it [is] a signal of orientation to
western corporate culture. We do not recommend such candidates to local
companies” (Marina, HR agency director).

In job interviews, Anglicisms are more often used in conversations of
applicants with employers (professional to professional) than with recruiters
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(professional to non-professional). In the example below, a candidate to a position
of marketing director is speaking to director of the company:

(10) [na smoii yenesoui ayoumopuu y Hac Hem npoCmpancms, Komopuie Ovl
ovLiu ppenonu <...> He 3naio, npasunvra iu popmyauposka “kKpeamueHulil
Apm 6azap’, Ho ... 5m0 modcem dvlmb opmam onex cnetica.

Dl’a etoy tselevoi auditotrii u nas net prostranstv, kotorye by byli frendli <...>
Ne znayu, pravil’na li formulirovka “kreativnyi Art bazar’, no ... eto mozhet
byt’ format open speisa.

“For this target audience, we have no spaces that would be friendly <...>
I don’t know if the wording “creative Art bazar” is good, but ... it could be
the open space format” (https://www.youtube.com/playlist?list=PLDbZVDV
p1foU4vjO-h8NOZg5R0z27tRKv) (5 April, 2020).

In many respects, the use of English in job interviews resembles a hybrid
jargon that is typical of informal workplace communication in IT and other
professional spheres (Gritsenko & Laletina 2016). In this type of talk, English
serves a lexifier language and Russian provides phonological, morphological and
syntactic foundation. Based on the resource-oriented approach to bilingualism
(Blommaert 2010, Mahootian 2012), these transidiomatic practices of job market
participants can be viewed as “truncated” English-Russian bilingualism (Higgins
2009: 3). Depending on the context and goals of communication, speakers switch
from monolingual to bilingual mode creating and perceiving additional relevant
meanings.

3.2. Stage Il

The second stage of the study revealed some changes in the spread of English
and its functional range. The percentage of all-English job postings on hh.ru has
decreased: 0.5% of the total number of posts on the platform compared to 1.2% in
2013. It may be connected with the fact that under the influence of economic
sanctions, some international corporations left Russia or reduced their activities and
relocated personnel to other countries, while foreign companies that came to Russia
for local clients increased the use of Russian in recruiting. Companies that posted
all-English job ads specialize in IT (40%), marketing (12%), industrial production
(9%, sales (9%), and medicine (6%); other industries represent less than 5%.

The survey of the job postings of two companies (Coca Cola HBC Russia and
KPMG) confirmed the tendency toward a reduced use of English. For instance, on
April 5, 2020, Coca Cola HBC Russia had four job posts in their “sales” category:
only one of them was in English, the other three were in Russian. The all-English
post advertised the vacancy of “category manager” in Moscow. Russian ads were
for the position of sales representatives in the regions. The position in Moscow is
hierarchically higher and requires occasional interactions with global headquarters.
The sales representatives in regional offices deal with local clients and do not need
to use English.
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Although there are fewer all-English job ads, English is frequently used in
company names, which demonstrate the growing use of “truncated” English
language resources. Our survey shows that 9,5 % of the companies on hh.ru have
English (or “pseudo-English”) names. Alongside names of well-known brands and
local enterprises (Visa, Askona, PepsiCo, Hyundai Motors CIS, SAY YES,
Pixelforce, SHARE, FunCorp, DigitalHR and so on), our sample exhibits numerous
hybrids (Macasun Garage, 2BAH®AHU, nabopamopus T&D Lab, OO0 SHARE)
and products of creative English-Russian bi-scriptalism (Manufaktura, Marina
Fashion, ZAVOD games, SALO, Uchi.ru.). The use of English in such names is
emblematic: they attract attention, and increase recognition and memorability.

Only 1% of the total number of posts on superjob.ru (2156 out of 211926) list
English as a requirement for employment. However, English words (transliterated
or in the original script) are routinely used to name positions and describe
professional skills and responsibilities (senior account manager, group head,
product manager, character 3D artist, junior GD, head of performance, ungnoenc-
mapkemune [infl 'uens-marketing] — Eng. influencer marketing, npeomemmuiii
gdomoepadgh [predmetnyi fotograf] — Eng. subject photographer;, nooobpamuv
onozepos no opughy [podobrat’ blogerov po brifu] — Eng. to recruit bloggers
according to a brief (i.e. a short summary of the objectives and results the customer
wants to achieve), pazeusaem GameDev-nanpaesnenue Critical Hit [razvivayem
geimdev-napravlenie kritikal hit] — Eng. develop Critical Hit games, and so on).
Apparently, it is assumed that all candidates would be familiar with basic English-
linked professional concepts.

In 11% of résumés posted on superjob.ru (1 591 322 out of 14 175 507), job
seekers indicate their knowledge of English (from basic to proficient). This shows
that English continues to be viewed as a competitive advantage. Yet, there is an
imbalance of supply and demand: only 1% of job posts on the platform require the
use of English, while 11% of candidates offer this skill. The survey of 165 recruiters
on hh.ru “agrees with these findings. Answering the question “Candidates with what
skills are most difficult to find? " only 2% of in-house recruiters selected the option
“proficient in English.”

Two explanations can be offered for this trend: (1) the number of people who
learn English and bring this knowledge to the job market is growing; (2) with a
shrinking pool of vacancies in international companies, emphasis is shifting to other
professional skills.

The first supposition is supported by our own findings: the survey of
recruitments ads on hh.ru showed a significant increase of employers who provide
educational services online (business schools, language schools, professional
development courses). Recruitment ads of such employers constitute about 1% of
the total number of job posts on hh.ru. Most of them offer various English courses
for young people and professionals. They hire English language instructors, tutors,
consultants, and so on. Among the most active employers, there are schools
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teaching English online (SkyEng; Unenexc [Ingleks], EnglishDom, Yes!Please,
Let’s skype, Parta, etc.).

The second conclusion is consistent with the opinions expressed by
representatives of Russian recruitment agencies in the publication of “Vedomosti,”
a Russian-based business daily. They stressed that in the changing Russian job
market, proficiency in English is vital for employees of international companies
and, in some cases, for senior personnel, while many local businesses tend to focus
on candidates’ professional expertise (https://www.vedomosti.ru/management/
articles/2017/11/14/741590-pomogaet-li-angliiskii). Nevertheless, the role of
English as symbolic capital (Bourdieu 1991) remains significant. English is
considered critical for technological development and innovation, which is a top-
level policy agenda. It is the main medium of communication in the global digital
economy.

Scholarship in world Englishes has long been interested in the impact of digital
media on the spread of English worldwide (Lee 2020). Our study yields some
relevant results concerning this issue. As mentioned above, the all-English segment
of the Russian recruitment discourse has narrowed, but the use of “truncated”
English language resources has increased. The increase is to a great extent
connected with changes in the job market. New occupational areas have appeared,
such as social networks, Internet channels, and so on, where telecommunications
are the main instruments of dealing with clients. It caused an influx of English
professional terms and non-terminological vocabulary that are nativized in
transliteration or in the original English script, e.g. xowmoae [kheshteg] — hashtag,
nouepud [longrid] — longread, cmpumep [strimer] — streamer, 6102eune [bloging] —
blogging, ecetimune [geiming] — gaming, oOpoockacm [brodkast] — broadcast,
mpaggux [trafik] — traffic, You Tube, Instagram, tik tok, VK.com, Facebook,
Twitter and so on).

The need for English in the digital job market is determined by the target
audience (Russian speakers or international social media communities). Even if
English is not required for employment, many jobs in the surveyed sample have
English names (SMM lead, 3d designer, head of performance and so on), and
Anglicisms are routinely used to describe required skills and activities, e.g.
paspabomka Hogvix uu 6 uepe [razrabotka novykh fich v igre] — developing new
features for a computer game; onvim pabomsi epynxeoom om 1 2ooa [opyn raboty
grupkhedom ot odnogo goda] — experience as group head over a year). Names for
new occupations are not only taken (borrowed) from English; they can be coined
by Russian speakers using English as a word-building material’, e.g.:

o chaiinoep [fainder] — a person whose responsibilities are to find new ideas
on the Internet (the word is not connected with the English name “finder” — “an
unregistered broker”; it was coined by Russian speakers in the Russian context);

e nuxkuep [pikcher] — a person whose work is connected with providing
entertaining (funny, challenging) visual content for news posts and social media
publications (the word was coined in the Russian meme-making community based
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on the jocular phonetic and graphical adaptation of the English word “picture”:
“picture” = “nukua” [pikcha] =2 “nuxuep” [pikcher]).

This phenomenon can be viewed as yet another form of language creativity
among Expanded Circle speakers of English: being understood as intended, the new
occupational names are in conformity with the “encoding rules” and meet the
conditions of “communicative feasibility” (Widdowson 2019). This novel form of
translingual word-building, triggered by occupational diversity in social media,
demonstrates the growing role of English as an intermediary between people, work,
and technologies.

Outlining priorities for World Englishes research in professional
communication, V. Bhatia argues “for an integration of discursive and professional
practices in order to facilitate a more comprehensive understanding of how
professionals exploit generic resources (at various levels, including lexico-
grammar, rhetorical structures, discourse organization, conventions and constraints
on and across genres) to create new and hybrid forms to achieve their disciplinary
objectives, invariably transcending geographical, disciplinary, institutional, as well
as cultural, boundaries” (V. Bhatia 2019: 31). In her comparative study of Russian
and English recruitment discourses, Stebletsova noted an important stylistic and
cultural difference between Russian- and English-based résumés: Russian texts
were formal, reserved, and unemotional, while English résumés were less formal
and more emotional, promoting personal achievements (Stebletsova 2016).

The same is true with reference to job ads. Traditionally, the function of job
ads in Russia has been to inform job seekers about open vacancies; no additional
meanings were intended or expected. In the recruitment practices of the US and
global business cultures, the goal of job ads is to attract top-talent employees.
To gain their trust and inspire them to choose their company over the competitors,
employers use special strategies bringing recruitment and marketing efforts
together. Oftentimes, elements of other professional genres (public relations and
advertising) are appropriated to create an appealing and memorable image of the
company.

In Russia, employers are also beginning to use strategies similar to above.
Following the global pattern, recruitment ads for Russian corporations now
routinely have a short introduction — company presentation. This highlights those
aspects of the company’s image which are considered critical for shaping public
opinion and attracting potential employees. For example, the ad for the position of
“senior actuary” posted on hh.ru by Sberbank Life Insurance, a subsidiary of the
biggest Russian commercial bank (Sberbank), has the following introduction:

(11) Coepbanx cmpaxosanue OJHCUZHU — MO MACUWIMAOHBINL NPOEKM HA
POCCUTICKOM CMPAX080M DbIHKE, NPOuLeOwull CMpeMumenbHblil. nyms K
yeepenHomy auoepcmay. Knuenmoopuenmuposantas CnioueHHAs U OPYICHAS
KOMaHOa, Komopas npediazaem KIUEHMAM UHHOBAYUOHMBIL HOOX00 K
CMPAxX08aHUIO HCUZHUL.
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Mbuot pabomaem 0 mozo, umobwi nomous epasicoanam Poccuu ne bosmucs
nianuposamo ceoe byoyuee <...> bnacodaps nawum npooykmam meymst,
ycmpemaeHus u obewanus, OaHHvle cebe U CcBOUM OIUBKUM, 0YyOym
peanuzoganvl. Hecmomps nu na umo.

Sberbank life insurance is a large-scale project on the Russian insurance
market, which has rapidly covered the path to confident leadership. A client-
oriented, solid and friendly team that offers innovative approach to life
insurance.

We work to help the citizens of Russia not to be afraid of planning their future
<...>. Thanks to our products, your aspirations and promises given to
yourself and to your loved ones will be implemented. No matter what.

The issues of leadership, innovation, and public good are prominent themes of
corporate public relations discourse. They are appropriated to present a commercial
enterprise as a benevolent project that improves people’s lives. In the post-Soviet
Russia, market reforms exacerbated social inequalities. In this context, the message
of improving people’s lives is very pertinent. It makes the image of the employer
more appealing and motivates worthier candidates to apply.

The job ad posted by the Russian metallurgical giant Severstal appropriates the
rhetoric of advertising — build trust by adding a personal touch. Potential employees
are addressed in an informal and friendly way with a second-person singular
imperative and the corresponding familiar personal pronoun me: [ty] — Eng. “you.”

(12) He ynycmu 603MOJCHOCMb NHONACMb 6 CAMYIO  3PpekmusHyo
Memannypeuueckyio komnanuto mupa! Ecimu mei omeemcmeennwii, npo
AKMUBHDILLL, XOUeUlb PA36UBANDb HOBble RPOOYKNIbL, O NOOABAL 3A5I6KY 6 HAULY
KOMAHOY.

Don’t miss the opportunity to get to the most effective metallurgical company
in the world! If you are responsible, proactive and willing to develop new
products, apply to our team!

This personalized address form is a syntactic calque from English. It reflects
the adoption of western patterns of informal and friendly interaction. Unlike
English, Russian grammatizes the difference between formal and informal address,
and for professional communication, the unmarked form has always been formality.
The emphasis on the individual has never been characteristic of the Russian
language and culture, but under the influence of English, it is becoming more
common. Thereby, register conventions also tend to shift from formal and reserved
to relaxed and friendly.

The examples above show how English-based norms are appropriated to
regulate communication in Russian. When professional industries globalize, and
businesses move into new markets abroad, they take their communicative norms
along with them (Cameron 2008). Today, the genre of job advertising in Russia
(like other recruitment genres) is largely regulated by global (English-based)
conventions. Russian job ads reproduce their English “prototypes” in form and
translate similar messages, but naturally the appropriation of global conventions

681



Elena S. Gritsenko and Anastasia V. Alikina. 2020. Russian Journal of Linguistics 24 (3). 669—686

involves their adaptation to Russian cultural norms. An example of such adaptation
is found in a job post for “Prosvesheniye Publishers,” the leading educational
publishing house of the Russian Federation. The post has a standard four-part
structure — introduction (company presentation) and three sections: “What
objectives we set for the candidate,” “What is important for us,” and “What we
offer You.” In the last section, the employer uses a capitalized form of the second-
person plural pronoun Bwut [vy] — Eng. you. It is a respectful form of address that is
typical of the genre of personal correspondence in Russian. This interdiscursive
manipulation helps the employer to sustain a balance between the global
requirements of personalization and Russian norms of politeness that require
formality in professional communication.

4. Concluding remarks

The spread of English in the Russian recruitment discourse manifests itself in
different ways. English can be adopted as a primary language of interaction between
job market participants (in this case, “English” means the whole system of the
language.) Certain lexical elements (words, phrases) can be borrowed and become
nativized (transliterated or in the original script). English-based norms can be
appropriated to regulate communication in Russian.

In Russian-based recruitment discourse, English is used to fill in lexical gaps
and convey a wide range of socio-cultural implications (indexical meanings)
connected with the perception of English as a marker of globalization, business
efficiency, professional competence, and so on. Employers use English to position
their companies as modern and progressive. They also employ it as a “filter” to
target good professionals and cut off unfitting candidates. Job seekers use English
to demonstrate their expertise and emphasize professional identity. English is more
often used in professional-to-professional type of interaction.

In the current socioeconomic situation, the all-English segment of the Russian
recruitment discourse is shrinking, but the use of “truncated” English language
resources (insertions, hybrids, calques, communication patterns) is growing. This
growth is driven by the expansion of the digital/social media sector where English
serves as an intermediary between people, work and technologies and mediates
global professional discourses.
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