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B cmamve Ha Gaze mMemoooe cpagHeHusi u KIAccugukayuu onpedenenbl cnocotbl ucnomb308anust QR-ko006 60 6peMst NPAKMu4ecko2o
00yueHus cmyoeHmos, OyOyuux yuumenetl UHOCMPAHHbIX A3bIKOS. AKYEHMUPOBAHO SHUMAHUE HA MOMUBAYUOHHOM hakmope ucnonvosarust OR-
K0008, Kaxk cospemenHou mobunbhoti mexonoeuu. Oceewjena ponb Npenooasameisi KaK pyKoGOOUMeENs U MOOEpamopd npoyecca GHeOpeHus
MOOUNLHBIX MEXHON02ULL 8 NPOYECC NOO2OMOBKU Yuumeneli UHOCMPAHHbIX A3bIK06. TIpo0eMOHCmpUposano npakmuyHocmsy uchonbsosanus QR-k000e
6 0bpaszoeamenbHoM npoyecce 0oyueHus. cmyoenmos cneyuansiocmu: Cpeotee 06pazosanue (aHuicKull A3bIK U 3apyoedichas tumepamypa. Jana
OYEHKA HEKOMOPBIM U3 COCO008 UCnoNb306aHust QR-K0006 6 Npakmu4eckoll no020mosKe yuumenetl UHOCHPAHHBIX SA3bIKOS.

Knrouesvie cnosa: ungpopmamusayus o6pazoéanus, mobunbhvle mexuonocuu, QR-mexwonocuu, e3aumooeiicmeue npenooasamensi u
cmyoeHma, npogeccuoHAIbHAA NOO20MOBKA Yuumeneti UHOCHPAHHBIX A3bIKO08, CAMOCIOSAMENbHAS U UHOUBUOYATbHAS pabOma CHYOeHMO8, HAYYHO-
UCCTe008AMENLCKAA PADOMA CIMYOEHINO08.

The article uses methods of comparison and classification to determine how to use QR-codes during practical training of students, future
teachers of foreign languages. The emphasis is on the motivation factor for using QR-codes as a modern mobile technology. The role of the teacher as
the leader and moderator of the process of introduction of mobile technologies in the process of preparation of foreign language teachers is
highlighted. The practicality of using QR-codes in the educational process of students of the specialty: Secondary education (English and foreign
literature) was demonstrated. Some methods of using QR-codes in the practical training of foreign language teachers are given in the article.OR
technology is one of the most advanced mobile technologies that can be used in the training of foreign language teachers at the present time. When
considering the use of OR-codes in an educational context, it is important to see the motivating quality of OR-technologies. The main attention should
be paid to the pedagogy of their use, rather than on their own QR-technology, as mobile technologies do not guarantee an independent increase of the
motivation in training. The potential of mobile learning depends on the provision and development of pedagogically meaningful opportunities and
working conditions in order to increase the effectiveness of learning. The purpose of training foreign language teachers by means of modern
technologies should be to develop learning more focused on the student, and not to associate teaching and learning only on the use of mobile devices.
The current state of mobile technology development provides an education with many ways to use them in the learning process. The literature review
conducted by us showed that it is possible to distinguish six main ways of using QR-codes in the training of foreign language teachers: 1. Searches 2.
Outdoortasks. 3. Paper-Based Tasks.4. Educational content created by the student.5. Educational instructions. 6. Distribution of information. Al Ithese
ways of using OR codes in the educational process of training a foreign language teacher can be mixed and combined.

Key words: informatization of education, mobile technologies, QR-technologies, interaction of teacher and student, professional training of

foreign language teachers, independent and individual work of students, research work of students.
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PHRASEOLOGICAL UNITS IN THE SPHERE OF BUSINESS COMMUNICATION

The article deals with the formation of the culture of business communication. The role of business communication in the life of society has
been determined. The state of research of the problem of business communication within phraseological semantics has been analyzed. A systematic
analysis of the semantic structure of phraseological units as part of the phraseological semantic field of business speech has been elaborated. The
classification of phraseologisms in the field of business communication has been suggested. Phraseological units in business English communication
comprise a vast part. This makes it possible to suggest a classification of these PhUs according to thematic principle. Phraseologisms of the
semantic field of business communication are of special linguists’ interest because business and relations among people in this sphere is the
main source of income in particular and human existence in general. The conducted research of the phrase-semantic field of business
communication has allowed us to establish the semantic potential of the PhUs, forming this field. A person's understanding of the sphere of business
and business relations within this sphere is manifested in the lexical and phraseological structure. Having classified the PhUs into semantic
groups it should be noted that the most numerous semantic groups are those denoting «persony, «work / joby, «business meetingy, «profity, «lossy,
«successy, «saley, «producty , «pricey, «difficult situationy, «financial supporty.

Key words: phraseosemantic field, phraseological units, lexico-semantic field, lexical units, semantic group, national and cultural
originality, verbal comprehension of the world.

171



Hayxkosuii éicnux Mykauiecbkozo Oeparcasnozo yuisepcumemy, 2017

Cepis «lledacozcika ma ncuxonozisy. Bunyck 2 (6)

Formulation of the problem.The formation of the culture of
business communication, which is gradually gaining great importance, is
an important stage for the development of society and the state as a
whole. Without deep knowledge of the conduct of business relations in
the field of business, evolutionary development of mankind does not
occur, because communication covers all spheres of human activity and
without its knowledge to realize and find its place in the world for a
modern person is quite difficult. Business communication does not only
help to understand what is heard, but also establish new contacts and
solve urgent issues. Person’s understanding of the sphere of business and
business relations manifests itself in the lexical and phraseological
composition of the field of business broadcasting, the scope of research of
which is constantly increasing, because the broadcasting, especially in
this area, is constantly changing. Nowadays, all the prior acquisitions of
competent scholars in the field of linguistics and business broadcasting of
the English language will help to deeper analyze its development [1, p. 9].

Analysis of recent research and publications

Having studied the language for quite a long time, linguists
concluded that speech units could not exist in isolation. They are
interconnected with the relations of affinity and opposition. These lexical-
semantic relations are subject to the system and form an integral complex
— lexico-semantic field, the study of which began in the early twentieth
century.

Problems of the systematic organization of the lexical
composition and semantics became the object of research in the
works of the native and foreign linguists such as O. Potebnya, V.
Vashchenko, L. Lysychenko, V. Rusanivskyy, J. Trier, V. Portsig,
L. Weisgerber, V. Gak, etc. [2, p. 153].

The aim of the article is a systematic analysis of the semantic
structure of phraseological units (PhU) that are a part of the phrase-
semantic field of business speech. To achieve the aim we must
accomplish the following tasks:

1) to define the role of business communication in the life of
society;

2) to analyze the state of research of business communication in
the framework of phraseological semantics;

3) to suggest a possible classification of PhUs in the sphere of
business communication.

Results of investigation. Speaking about the specific
semantics of PhU we should mention that this feature is also typical
for each meaningful word. This is both a common and a different
feature of a word and PhU. The comparative study of words and
phraseological units has been suggested by V. Zhukov, who has
defined three basic types of phraseological meanings; the scientist
proved his words on a huge factual material and has shown that
peculiarities of lexical meanings in words and phraseological
meanings in PhU are dependent by the nature of these language units.

In the structural scope the meaning of the phraseologism is
expressed not by one word, but by obligatory combination of not less
than two components. Constituent parts of words (morphemes) are
not independent language units, whereas the components of
phraseologisms are words-prototypes, that can function outside the
PhU. Lexical meanings of a word and phraseologism are not
identical, though may have much in common. The phenomena of
synonymy and antonymy is characteristic for both words and
phraseologisms.

In modern linguistics the study of PhU in semantic,
grammatical and structural aspects develops actively. Such poly-sided
approach to the study of phraseology is becoming more and more
popular.

Phraseologisms in business English communication
comprise a vast part. This makes it possible to suggest a classification
of these PhUs according to thematic principle. PhUs of the semantic
field of business communication are of special linguists’ interest
because business and relations among people in this sphere is the
main source of income in particular and human existence in general.
Consequently, business is a general cultural concept that underlies
both the material and spiritual life of a society. Therefore, such a

phenomenon could not but be reflected in phraseology.

Scientists have proved the fact that the comprehension by the
person of the world manifests itself at all levels of language, namely: on
the lexical level, phonetic, morphological, syntactic. In our opinion, the
verbalization of the human perception of the world in phraseology is
especially bright, since here, moreover, than in the vocabulary, the
national picture of the world, in our case, of the English language, is
reflected.

The conducted research of the phrase-semantic field of business
communication has allowed us to establish the semantic potential of the
PhUs, forming this field. The problem of communication and material
and spiritual culture of the people attracted the attention of researchers a
long time. In their works, they emphasize the social nature of the
language, which carries extra-language information. The most distinct
national-cultural peculiarity manifests itself in the phraseological level,
since the PhU consists of several components and in their semantic
structure, much more than in the word, involve extra-linguistic factors
reflecting the national-cultural specificity of the people.

Verbal comprehension of the world according to the intensity
of the detection of a particular parameter is inherent in the lexical
system. However, according to scientists, phraseological units
reproduce, in contrast to lexical, not a picture of the world, but their
fragments, especially relevant to native speakers, because
phraseology with its meanings permeate a variety of conceptual
fields. Consequently, we came to the conclusion that the peculiarity of
the phraseological verbalization of the world is that units of this level
denote information which may not be expressed by the units of the
lexical level [2]. After all, phraseology is a symbolic world in which
various objects, phenomena and processes get symbolic denotation.
The phraseological representation of the world differs from the lexical
by its archaic and mythological nature.

A person's understanding of the sphere of business and
business relations within this sphere is manifested in the lexical and
phraseological structure. Today, not only in the English language, but
also in other world cultures a common prototype of a successful
businessman, that is, a person of practical, experienced, strategic
character, who has nothing to do with superstitious beliefs. Though it
appeared that business all over the world, as some other activities is
more susceptible to superstition when the case relates to luck and
happiness. Indeed, in business, these facts are of great importance.

According to D. Pickering's dictionary, in our study the
information about human perceptions and comprehension of the
business sphere has been collected. By paying much attention to the
ubiquitous charms and taboos that are observed all over the world,
businessmen use several united in their kind superstitions. This
includes caution to sign contracts or to start business trips on Friday or
on the thirteenth day of the month. In addition, such superstitious
beliefs also include the happy clothes that were worn by the person at
his or her greatest moments of glory. With regard to time, new affairs
should begin in coincidence with the new moon. In the United States,
rental agreements are signed on an odd number of years, and the
beginning of a new business is welcomed with a horseshoe decorated
with flowers [8].

Nowadays, phraseology is such a promising and developed
area of linguistics that almost every investigator has the opportunity to
offer his or her own contribution to the typology of the classification
of PhUs. According to the well-known linguist P. Leroy, in modern
linguistics, despite rather large achievements of research in the field of
phraseology of English, there is currently no clear classification of
phraseological units used in business communication [7].

In our research we will try to develop our own classification
of phraseological units used in business communivcation. 200 units of
this semantic field have been involved into the study; this allowed us
to distinguish the following semantic groups of phraseologisms:
«person», «work / joby», «business meeting», «profity, «lossy»,
«successy, «purchase» «sale», «producty, «pricey», «bankruptcy /
closure of business», «savings», «difficult situation», «loany,
«financial support», «fraud», «bribing», «starting a businessy,
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«closing a business». The most numerous and worth mentioning in
the article are the following semantic groups of phraseologisms:

Semantic group «person»

Phraseologisms belonging to this group characterize
leadership qualities of a person in business sphere:

o movers and shakers— naming people who take active part in
solving problems, initiating new projects;

o sleeping/silent partner— a partner, who having inveted in
some business wants to keep his name secret;

e top dog — leader, manager;

® big cheese — an important person;

e company man — a worker fanaticaly affiliated to his job;

® cog in the machine — a worker, who is not important in the
process of work;

e yes-man — a sneak person, crawler.

Semantic group «work /job»

To this group belong PhUs denote hard work(by the sweat of
your brow, work your fingers to the bone, break your back, back to
the salt mines, get your hands dirty, use elbow grease), a person,
engaged in many projects (to wear many hats, to have a finger in
every pie, irons in the fire), time spent on some work (fo wear many
hats, to have a finger in every pie, irons in the fire)[3].

Semantic group «business meating»

Phraseologisms from this group denote the semantics of the
main topic of discussion, type of meating, etc. (bottom line, to hold a
meeting, to call a meeting to order, follow-up meeting, strictly
business, to call on someone to speak).

Semantic group «profit»

Here the following units are worth mentioning:

o win-win— is used to denote the situation in business when
both sides win;

e make hay while the sun shines— to make profit from any
situation;

e finger in the pie— to have one’s share in some business;

® bang for the buck— to get profit.

Semantic group «loss»

In our investigation we have defined numerous PhUs with the
semantics of financial loss:

e down the drain — when we speak of the time, money and
effort which were usless;

e fo take a nosedive — collapse in price and value;

e bottom out — the lowest level of development;

e inthe red—to lose all the money [4].

Semantic group «success»

Within this group we may speak about phraseologisms
denoting successful beginning (up and running, a foot in the door),
profitable business (going concern, roaring trade, blockbuster, in the
black, deliver the goods).

Semantic group «sale»

This group unites phraseologisms with vast semantics:

e cash in your chips, sell out —to be on sale;

o sell like hotcakes, jump off the shelves — successful sale;

o on the market, on the block, in stock — available on sale;

® out of stock — not available on sale;

e take public — sale of shares of a company to a general
audience of buyers.

Semantic group «product»

Phraseologisms belonging to this group combine units
denoting various spheres connected with business; among themzo roll
out a product, to carve out a niche (for a product) — to launch the
product on the market, to generate lots of buzz — to make people react
positively to a product or service, thereby encouraging potential
buyers to buy it; fo put a product on the map, to plug a product, to
launch a product — to acquaint potential buyers with the products;
cash cow — a product or a service that generates big profits for the
company, without requiring large investments; to test market a
product — scientific study of how successful the product will be on the

market. Such a technique often includes the choice of a group of
people who use the product for a specified period of time, and then
give their comments on the product [5].

Semantic group «price»

To this semantic group belong units with the meaning of low
or high price, e.g.:

® to come in high, to jack up —to be of too high price;

e to knock down the price of something, to slash prices — to
drastically reduce prices;

e bottom fall out/drop out — lowering the level below the
previous price;

e face value — par value.

Semantic group «difficult situation»

Here worth mentioning are PhUs with the semantic
significance of the cruelty and pain of the situation that arose. This
group includes dog-eat-dog world in terms of the cruel and aggressive
world in which everyone survives as it can. This phraseologism arose
in the 1500's when it was seen as dogs aggressively fought for a log.
Such association in human consciousness has been verbalized in
speech in the form of this phraseologism [6].

One more phraseologism that belongs to this group is the
phrase to bite the bullet, which means to make a complicated and
painful decision, a step in life.» This expression originated from a
military affair, since during the Civil War in the United States, doctors
did not always have a whiskey alcohol drink in order to be analgesic.
Therefore, a very painful process was often used when, instead of an
anesthetized wounded soldier, a bullet was put into the mouth so that
he could bite it and not distract the doctor from work with his cry. The
awareness of such a painful process was verbalized in the phrase 7o
bite the bullet.

PhU 20 keep one's head above water means to try to survive
without falling into debt; phraseologism tight spothas semantics of a
difficult situation in business or economy without any development.

To denote the state of being in debt such phraseologisms as
saddled with debt, to have red ink are used.

Semantic group «financial support»

This group is quite different in semantics:

to put money where your mouth is — financial support of the
activity that will bring profits in the future;

to throw money at something — spending a large amount of
money in order to solve a problem;

golden handcuffs — a large amount of money or a generous
financial deal given to an employee as an incentive to stay at his
workplace or to guarantee long-term cooperation after his departure
from their responsibilities;

golden handshake — the generous amount of money that an
institution allocates to its employee when he leaves his job;

golden parachute — an article in which it states that an
employee will receive a fairly large benefit in case of termination of
his employment contract without valid reasons [5].

Conclusions and perspectives of further research. Hence,
during our investigation we have proved the fact that the phenomenon of
synonymy is widespread not only among lexical, but also among
phraseological units. Anthony in English phraseology is less developed
than synonymy, but it exists and has certain patterns.

On the basis of the analysis of PhUs, a conclusion is made about
the socially desirable and undesirable elements of business relations. The
insecurity and fear of the instability of economic and social relations
existing up to now in English-speaking countries could not but be
reflected in the phraseological fund of business communication.

It is impossible to reduce the communicative function of business
speech only to transmiting information, because it means to ignore a
number of other functions, including expressive one. Competition in
business and in the market makes us use the thought-out speech strategies
directly in everyday communication, as well as in relation to a precisely
defined customer, the client. Business communication serves as an
effective means of persuading business people to work properly, selling
ideas and goods, and imposing their ideas and strategies on business
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partners.

Business communication is not only a means of transmitting
information, but also a means of implementation social relations; it forms
the subjects, moreover, it is the power and means of influencing human
consciousness. Having classified the PhUs into semantic groups it should

«persony, «work / job, «business meeting», «profit», «loss», «success»,
«saley, «product» , «pricen, «difficult situation», «financial support». The
phraseologisms within these groups prove the completeness of the
investigated semantics of business communication and the variety of
spheres they are used in.

be noted that the most numerous semantic groups are those denoting
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CUCTEMHBILL AHATU3 CEMAHMUYECKOU CIMPYKMYPbl (Ppaseonocuteckux eOuHuy KaKk vacmu @pazeocemManmuynozo nousi oustec peuu. IIpeonosicena
Kaccugurkayus (hpazeonosuzmos 6 cgepe OU3HeC KOMMYHUKAYUU.

Knroueevie cnosa: paseocemanmuueckoe none, @pazeonocuyeckue eOuHUYbl, JEKCUKO-CEMAHMUYECKOe Noae, JeKCudecKue eOuHuybl,
ceManmuueckas pynna, HayUOHANLHO-KYIbNypPHOE C60eodpasue, 6epOabHoe OCMbICIEHUE MUDA.

YV emammi posensidaemvcs npoyec ghopmyeans Kynwmypu bizHec KoMyHixayii. Buznaueno ponb Giznec KOMYHIKAyii y sHcummi CyCcniibCmea.
Tpoananizosano cman Oocnioxcennss npooaemu 6isnec KoMmywikayii 6 medicax ¢hpaszeonoeiunoi cemanmuxu. Ilposedeno cucmemnuii ananis
CEMAHMUYHOT CIMPYKMYpU QpaseonoeiyHux 0OUHUYb K HYACUHU QPA3eocemManmuyHozo nois 0OisHec MOGIeHHs. 3anponoHosano Kiacugixayino
@paseonocizmis y cehepi Oisrec KOMYHIKaYi.

Knrouoei cnosa: gppaseocemanmuune none, (hpazeonoeiuni 00uHUYL, 1EKCUKO-CEMAHMUYHE NOJe, IeKCUYHI 0OHUYL, CeMAHMUYHA 2pyna,
HAaYIOHAILHO-KYIbIYPHA CBOEPIOHICTb, 6ePOATIbHE OCMUCTICHHSL CEIMY.
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KaHOUOAm neodazoiunux Hayx, 0oyeHm,
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COLIAJIbHI KOMYHIKAIII: TEOPETUYHAM AHAJII3

Y cmammi eucsimaeno meopemuuni acnexmu nio2omoeku MauOymHix yuumenie novamrosux Kuacie 0o coyianvhoi pooomu. CoyianvHi
KomyHikayii maioms wupokuti chekmp @yukyitl. ITlpobnema coyianbHux KoMyHiKayill € npiopumemHolo O YKPAiHCLKO2O CYCHiTbCmea.
Tlpoananizoearno cymmicms noHsims «KOMYHIKayisy ma «CoYiaubHi KOMYHIKayiiy. ABMopom 3aKyenmosano yeazy Ha opmy8aHHi KOMYHIKAMUSHUX
30I6HOCMell, KOMPUMU NOBUHEH 601I00IMU nedazoe y npoyeci ¢haxosoi niocomosxu. Haseoeno okpemi enpasi Ha po36UMOK KOMYHIKAMUGHUX HAGUHOK

MOTIOOUAUX WIKOTIADI.

Knrouosi cnosa: cninkysanis, KOMyHiKayis, coyianbHi KoMyHiKayii, npogheciiina nioeomogKa, 64umeiib ROYAmMKOBUX KIACIS.

IlocraHoBka mpodsemMu. VY  mpodeciiiniii  miarorosii
MaiOyTHBOTO BUMTENS TIOYATKOBHX KJIACIB YiIbHE MiCIle HAJICKHUTB HOTO
TOTOBHOCTI [0 peaji3alii TOJOBHMX 3aBIaHb 32 BHU3HAYCHUMH
HarpsiMamu COLIIAJIEHO-TIEAArOTTYHOI TISUTBHOCTI: COLIIAJIEHO-
NelaroriyHa  NpeBeHTW3amiss Ta peaOimTallisl ae3aJanToBaHMX i
COL{IBHO JCHPHBOBAHUX MITCH, 3IifICHCHHS CHCTEMH NPEBEHTHUBHHX
BIUIMBIB 13 NOIEPEIPKEHHsT acOLialbHOCTI; KOHCYJIBTAaTHBHA JIOIOMOra
0aTbkaM «IIpOOJIEMHUX» AiTell; podoTa 3 O00HApOBAHUMH YUHSIMH;
OpraHizailisi CHOPTHBHO-O3I0POBYOI, JO3BULIEBOI Ta IHIIMX BHIIB
COLIa/IbHO ~aKTHBHOI [iSUIBHOCTI LIKOJSIPIB; podoTa B yMOBax
IHKJTFO3MBHOTO TIOYaTKOBOT'O HaBYaHH [3, ¢.52].

BinpomkeHnns comianpHOi memarorikn B kiHOI XX CT.
00’eKTHBHO BinoOpakae MOTpedy Hacy y BIIKPHTOCTI Ta B3aeMOil
mejaroriku i comiambHoro  cepefosminma. OCHOBHE — CepeOBHILE
MPAaKTAYHOI COINATBHO-TICIATOTIYHOI  JIISUTBHOCTI —  3arajlbHOOCBITHI
HaBYaNbHI 3aKiamy. JloHenaBHA B 3aralbHOOCBITHIX — HABYAIBHUX
3aKnagax (QyHKUii COLIAIBHOrO Mefarora BUKOHYBAIM KJIACOBOMM,
BHXOBATeJi TPy HPOAOBKEHOTO [HS, TPSHEPH Ta KePIBHUKU I'yPTKIB,
3aCTYITHUKA JUPEKTOPIB, a BIXOBHA MISUTBHICTD HA PiBHI MIKpOpalioHy

BHKOHYBAJIACh JIMLIIE YACTKOBO 1 TAKOXK 33 PaXyHOK 3yCHJIb IIEAArOri4HIX
MPAIiBHUKIB ~ 3arajlbHOOCBITHIX ~HaBYaJ bHMX. [IpoTe  comiamsHO-
Tefiaroriyia poboTa € CyKyIHICTIO MpaKTHYHHX 3aco0iB Ta METOZIB
JIOTIOMOTH JTIOISIM (B TIEpIILy Yepry AiTsM) Ha IHIWBITyaJbHOMY PiBHI,
piBHi ciM1 Ta TpomMagu MiKpopalHoHY, TOOTO B Oe3HOCEepeRHBOMY
cepemoBHIL iX epeOyBaHHs [2].

Bateky He 30BCIM YCBIZOMITFOIOTB, IIO IIKOJA — 16 MOJCIH
COIITBLHOI CTPYKTYpH cycriibecTBa. Came B MIKONI JAITH HaOyBaroTh
HABUYOK CIUJIKYBaHHsI i CaMOBHMXOBaHHS, MiICBIIOMO BiILTI(QOBYIOTH
YMIHHSI JocsiraTi 0a)kaHoro.

XXI cTomiTTSI 03HAMEHYBAJIOCS 3HAYHOIO KUTBKICTIO TOMIH, 5K
TpariviuX, TaK 1 BaroMHX sK UL CyCNUIbCTBA, TaK 1 IUIA YKpaiHU
30KpeMa. AJie HafiOUTBIN cepifo3HOI0 MPOOIEMOIO, KOO TIePEeHMArOThCS
3apyODbKHI Ta BITYM3HSHI HAyKOBLIl, METOIVCTH, BUHMTEII € CITUIKYBAHHSI
MIDXK JIFOIBMHU.

Bin HapomkeHHs 0 cMepTi JioiuHa IepedyBae B IIPOCTOpI
BITHOCHH 1 pi3HMX B3aeMofiil 3 iHImWMH JmogpMH. JIFOAM MOXYTh
B3aEMOJISITM B Tapax abo B Manmx Ipymax, Oesmocepentbo abo
OIIOCEPEAKOBAHO Yepe3 3aCO0H 3B’ 513Ky, MacOBOI KOMYHIKAIIii, pi3Hi BUIH
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