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In the era of global English, translation from/into English for business
communication has not only weakened its positions, but in fact has acquired more
incentives for progress and development both in terms of practical application and
teaching process. In this paper translation is treated as an applied field of language study
that focuses on different ways of rendering the content of what is said or written in one
(source) language through a variety of means of another (target) language. Translation
always involves the necessity of coding and decoding a message. The effect gained as a
result of translation may vary depending on the translator's strategy with regard to
his/her being oriented at:
• the source language text, whereupon the translation most completely reproduces
it;
• the target language text, when the translator is given more freedom as far as the
original text is concerned;
• the recipient of the translation, when the translator focuses on the
communicative effect of the original text or wishes to affect the recipient of the
translation - be it a particular person, a group of people, or an average recipient as a
epical representative of a certain culture [3, P.8].
In the process of teaching the course in question to students of business,
emphasized is a communicative nature of translation, namely, its being both a variation
and a means of business communication. Once the communication process is involved
in translation practice, its components are important to be aware of: communicator,
message (text), channel (oral/written), recipient, and feed-back (as an indicator of the
communication process effectiveness).
The process of globalization of English, like any other change pertaining to a
social sphere, has an economic basis to it. It can otherwise be called an expansion or
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