
 

 



 



 

Abstract 

Nowadays, English has become a Lingua Franca of international communication. The thesis 

focuses on important linguistic problems that arise among the employees in international 

corporations. In the thesis specific language issues are analysed, such as pronunciation and 

idioms. The main aim of the thesis is to present useful ways how communication can be 

performed more efficiently. Valuable evidence was obtained in BMW UK. 
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Abstrakt 

Angličtina je dnes jednoznačně nejpoužívanějším jazykem v rámci mezinárodních styků. Tato 

práce se zabývá důležitými jazykovými problémy, které vznikají v mezinárodních 

společnostech, ve kterých je angličtina Lingua Franca. V práci jsou analyzována specifická 

jazyková témata jako výslovnost a idiomatické vazby. Cílem této práce je nabídnout 

možnosti, jak lze tuto komunikaci zefektivnit. Přináší bližší pohled na použití jazyka 

prostřednictvím poznatků získaných ve společnosti BMW UK. 
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1. Introduction 

This thesis focuses on the topic of English as a Lingua Franca in international corporations. 

In these companies, issues arise when employees strive to fulfil their tasks in English. The 

aim of the thesis is to compare studies of ELF (English as a Lingua Franca) in international 

corporations, to name specific issues which arise in these companies, and also to suggest 

methods for how crucial communication can be performed more effectively. I will discuss 

English as a Lingua Franca and name specific aspects of language as accent, different 

cultural background, and idioms. I chose these aspects because of their vast impact on 

language which I was experiencing when I worked in an international company. I will also 

share some of my experiences from working in BMW UK, an international company, and 

name specific ways how employees strive to progress in English. In the practical part of my 

thesis, I will examine two Business English textbooks and their focus on pronunciation and 

idioms. Then, I will compare this knowledge with my findings in the international 

corporation. Thus, I will compare the theoretical knowledge contained in the textbooks with 

the practical knowledge obtained in real environment. Furthermore, I will point out some 

useful theory contained in these textbooks and discuss some of their imperfections. 

 Some of the information provided here are the works of linguist professionals such as 

Susanne Ehrenreich, Jenifer Jenkins, and others. A second source of data used in the thesis 

is taken from work experience which I earned in 2016 while working in BMW UK in 

Rotherham, England. 

2. Development of language 

It is known that languages continually develop and change. New words arise as new 

technology is formed. 

Barbara Seidlhofer states: “Another, and related, basic insight into the evolution of 

semiotic systems is that languages are unstable, always in flux; all living languages vary and 

change over time in reaction to circumstances and conditions of use, and this varying and 

changing never stops, there is never an end-point except when a language dies out. And when 

a language spreads particularly wide, and fast, it will also change fast” (2010:46). 

We can see how a language changes over a time, for example, by reading a book from 

the seventeenth century, we realize that many words do not sound familiar. Some words do 

not even make sense in the modern form of the language. 
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Similarly, the English language changes and develops. David Crystal talks about this 

change: “The situation is unprecedented, with more people using English in more places than 

at any time in the language’s history, and unpredictable, with the forces promoting linguistic 

identity and intelligibility competing with each other in unexpected ways. For those who have 

to work professionally with English, accordingly, it is a very difficult time. After all, there 

has never been such a period of rapid and fundamental change since the explosions of 

development that hit the language in the Middle Ages and the Renaissance” (2004: 40). 

Crystal thus mentions the challenging time for those who work with language professionally. 

We can see that language constantly changes, develops and is always in flux, as 

Seidlhofer mentioned. This helps one to understand that language does not stay the same. 

 

3. English as a Lingua Franca 

Roughly only one out of every four users of English in the world is a native speaker of the 

language (Crystal, 2003). 

Today, the spread of ELF English as a Lingua Franca (ELF) is obvious and can be 

seen in the world around us. Many companies and corporations see the potential in working 

internationally and while performing this task, they need a workforce which is able to 

communicate effectively. Another reason for the rise of ELF is that corporations find an 

advantage in employing people not only from one country but from all over the world. For 

example, BMW UK employed workers from Sweden, the Czech Republic, Lithuania, and 

Romania in 2016. And there are other companies which employ people from all around the 

world. In these companies, people from a variety of backgrounds and cultures unite in order 

to achieve successful results. Communication between these workers thus becomes a crucial 

part of their everyday life. 

In the subject Introduction to Linguistics at the BUT Faculty of Electrical Engineering 

and Communication Milena Krhutová stressed the influence of language and its appropriate 

use. She lectured that language is power when it is used appropriately and effectively, and 

international corporations desire their workers to communicate as appropriately and 

effectively as possible. 

In order to achieve effective communication, workers are involved in mutual 

engagement where members need to get together and interact with each other (Ehrenreich, 

2010). Employees interact every day and increasingly adapt to the way others speak. 
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While I was working at BMW UK, I observed some Non-Native Speakers (NNS) 

who communicate in English so well that it is sometimes difficult to tell them apart from a 

Native Speaker (NS). However, over time, the difference in cultural background and idioms 

can reveal those who are NNS. In the thesis, I will discuss the language characteristics of 

accent, different cultural background, and idioms. I chose these because I realized their vast 

importance as I worked in an international company in the United Kingdom. 

 

4. International corporations 

4.1.  Pronunciation 

Today, students around the world are taught English either in RP (Received Pronunciation) 

or GA (General American). However, in the world today 70 percent of communication 

conducted in English is among the NNS (Ehrenreich, 2010). Jenifer Jenkins questions the 

method of learning where NNS are being taught English only in RP or GA. She speaks about 

the idea of teaching students an accent that is generally better understood by NNS instead of 

teaching an accent that is more understandable to NS, who are in a minority. She mentions 

the Scottish accent as one that is better understood in generl. Additionally, Jenkins suggests 

that NNS should be free to choose the accent they are going to be taught in. She claims that 

it is not right that NNS are being forced to choose only between GA and RP in education, 

when there are other types of English that are more understandable and in which a larger 

number of people communicate around the world today. In other words, when a person from 

Poland starts to learn English, should they learn British English, which is in a minority, or 

should they learn American English? Or, if a person wants to work in Australia, can they 

choose to learn Australian English? Which of these will give them more opportunities in the 

future (Jenkins, 2007)? 

In her research, Jennifer Jenkins concentrates on different accents. Responses were 

elicited from approximately 360 English teachers, mainly NNSs of English from 12 

expanding Circle countries. In the task, respondents were asked to choose from all English 

accents, which included their own accent, the five they thought were the best and to rate these 

accents from the best, to the fifth best (Jenkins, 2007). 

Respondents mainly chose the UK accents (almost 170 of them), by which they 

usually meant RP. 100 of them chose US accents, by which they usually meant GA. Accents 

as Australian accent and Canadian accent followed with tiny numbers in comparison to UK 
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and US accents. Irish accent appeared on the fifth place (Jenkins, 2007). 

 

 

Figure 3. English accents ranked 1st 

(Figures and table taken from Jenkins 2007) 

 

As obvious from Figure 1, the Dutch accent was the best rated among the non-native 

accents, followed by French, Indian, and Japanese accents. Surprisingly, Swedish accent was 

behind all the mentioned above even though, it is the one Jennifer Jenkins mentioned in her 

research as well-understood by NS. Low rating of the Swedish accent might be caused by the 

fact that this research was done mainly among NNS. Therefore, we can see that there are 

differences in favor of these accents. 
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Figure 4. English accents ranked 2nd 

(Figures and table taken from Jenkins 2007) 

 

In the case of the second best position, the UK and US accents were reversed, where 

98 respondents selected US accents and 92 selected UK accents. These accents were followed 

by other NS accents (Jenkins, 2007). 

 

4.2.  Idioms 

According to František Čermák: “The idiom can be viewed as a unique and fixed combination 

of at least two elements some of which do not function in the same way in any other 

combination (of the kind) or occur only in a highly restricted number” (2007:142). 

In other words, idioms can be seen as phrases or fixed expressions which have figurative and 

sometimes literal meaning. They are also used in both written and spoken discourse in all 

kinds of languages. In this part, the term ‘idiom’ will be described more fully. The word 

idiom has been used in English since the late 15th century and its translation from Greek 

language o means own, private, peculiar. Idioms are understood more or less as dialects, 

and are characteristic of colloquial styles of the language rather than of cultivated and 

academically approved written styles (Kavka, 2003). Furthermore, these expressions often 

violate the expected rules of grammar and / or logic (Kavka, 2003). 

According to Kavka: “We should note that what is considered grammatical need not be 

idiomatic, and what is idiomatic may sometimes be ungrammatical (2003:3). Thus can be 

seen that ‘idioms’ are sometimes ungrammatical and may lack logic. Let us look at a few 

quotations which describe the term ‘idiom’. 
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“the form of speech peculiar or proper to a people or country” 

“the specific character, property or genius of any language” 

(taken from Kavka 2003) 

It can be understood that idiomatic expression is something that belongs only to 

certain people who have an understanding of the specific meaning of the idiom. Following 

definitions of the term ‘idiom’ can be helpful for further understanding: 

“an expression which functions as a single unit and whose meaning cannot be worked out 

from its separate parts” 

“a phrase which means something different from the meaning of the separate words from 

which it is formed” 

(taken from Kavka 2003) 

Thus, one can clearly see that meaning of idioms cannot be understood only from the 

meaning of the words in the expression but with an additional understanding of people or 

dialect. Consequently, a person who embrace only the literal meaning of the words of an 

idiomatic expression can often miss the essential meaning purposed by the speaker. 

Following idioms are included in the Oxford Dictionary of Current Idiomatic Language. 

Let us consider this idiomatic sentence: 

 

“The letters, for which she hungered grew fewer, then stopped altogether.” 

 

As can be seen, the phrase to hunger for cannot be taken literally. Otherwise, one 

can think that ‘she’ desired to eat something inedible (as letters in this case). Understanding 

this phrase literally would completely change the meaning purposed by the speaker who 

wants to express that the woman had a strong desire for the letters send by somebody. One 

can connect the strong desire for food with strong desire for letters in their mind through 

connecting the words ‘to hunger for letters’, as it is common knowledge of people that if 

somebody hungers for food, they have certain strong uncomfortable feeling that is well 

known. Thus, the strong desire for food is compared to the strong desire for the letters and 

all is based on the similarity of the strengths of the desires. Also, one needs to know how it 

feels to be hungry in order to fully comprehend this idiom. 

However, it is important to mention that this idiom is making clear sense in the 

English language to the native speakers, but if it were literally translated into the Czech 
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language, the phrase would not sound natural to the Czech native speakers. The sentence 

would be literally translated as: “Dopisů, po kterých lačněla bylo méně a méně, až přestaly 

přicházet úplně.” A person from the Czech Republic would more probably use a phrase such 

as: “Letters which she strongly desired.” (“Dopisy, po kterých silně toužila…”) or “The 

letters without which she felt not as herself.” (“Dopisy, bez kterých se cítila nesvá.”) Thus, 

we can see that certain idioms which make clear sense in one language does not have to be 

used in the other language, and a person who does not have knowledge about the idiom can 

misinterpret the meaning or in the worst case, understand a completely different meaning to 

what was purposed by the speaker. 

 

Let us look at another idiomatic sentence: 

“I think Mick hit the nail on the head when he said that what’s lacking in this company is a 

feeling of confidence.” 

In this sentence, by saying: “Mick hit the nail on the head” the speaker desires to 

express their opinion that ‘Mick’ said something which was exactly a right thing to say in the 

given situation (in this case the feeling of confidence, probably among the employees within 

the company) and that ‘Mick’ spoke about the real cause. 

The same idiom exists in the Czech language as: “Udeřil hřebíček na hlavičku” and it is 

commonly used. Thus in this case, the literal translation of the idiom would be possible and 

a Czech NS would understand the meaning purposed by the speaker. 

Now, the role of idioms in the English language at international corporations will be 

discussed, and also certain misunderstanding they may cause. 

Suzanne Ehrenreich says that in the international corporation where she did her research on 

ELF, she observed imperfections and difficulties in communication between ELF speakers. 

This was especially true in matters like accent or idiomatic formulations. German employees 

regularly needed to translate idioms in conversation and sometimes the Germans translated 

an idiom to English exactly as it was said in German, even when the idiom did not exist in 

English. This is one of the issues that can occur in international corporations. These 

challenging language situations also included one telephone conversation where a Chinese 

manager tried to explain a problem to a German manager while speaking with a heavy 

Chinese accent. It would be almost impossible for a NS to understand this Chinese manager. 

The German manager handled the situation more than well and discussed all the 

necessary details with the Chinese manager. He adds: “I can tell you what he [i.e. Chinese 
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colleague] is talking about, what he wants from me, but I can’t tell you the single words he 

uses to articulate this” (2010:144). 

This also illustrates that after a certain period of time one may be able to understand 

someone even though they did not understand the same person previously, for example, due 

to their accent. People start to adapt to each other’s way of speaking and can guess most of 

the meaning (Ehrenreich, 2010). 

There are some employees who do not think much about the use of language. One 

employee stated during the research that the employees do not have time to think about 

language; they simply use it. However, according to Ehrenreich, efficiency in language is the 

key criterion governing communication (Ehrenreich, 2010). 

After my work experience in England, I came to believe that much misunderstanding 

can be prevented if one thinks more about the language they use and therefore can 

communicate more efficiently. While working at BMW, I heard idiomatic formulations daily 

and some were truly important. Especially those used by our team leader in certain moments. 

Sometimes, I asked my colleague for an explanation of the idiomatic formulation or I found 

them in the dictionary, otherwise I would not be able to grasp the meaning only from the 

context and literal translation of the idioms into the Czech language. 

 

5. Communication channels 

Channels for communication in international corporations are, apart from face-to-face 

communication, email, the internet and over the telephone. Sometimes, a manager fulfills 

several tasks simultaneously, for example, talking with someone on the telephone or another 

internet communication tool while checking their emails (Ehrenreich, 2010). 

There are also situations within a corporation when two or more employees speak the 

same mother tongue. When compatriots in a company meet, they often choose to speak in 

their own language because of efficiency. An example of an absurd situation which 

Ehrenreich presents in her research was when 15 German engineers discussed technical 

details in their poor English because two of the people present who were an American and a 

Chinese (while serving in receptive roles only) (Ehrenreich, 2010). 

Ehrenreich also describes having observed in this company that as soon as employees 

realize that there is no need to speak in English, they switch into German (Ehrenreich, 2010), 

as they could more fully describe technical details in their native language. 
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6. English in international corporations 

Another channel of everyday communication in international corporations is performed via 

email. David Crystal says in his book Language and the Internet that the internet was built 

on email communication (Crystal, 2004). 

At BMW UK, emails among employees in the department were written very quickly, 

and in many cases without any spelling check. Therefore, emails were often written with 

mistakes and could seem humorous for the employee reading the messages. 

Even the team leader wrote emails with these mistakes when writing to her colleagues about 

new business items. In some cases, the speed of communication was more important than the 

grammatical correctness of information. The employees’ priority was to communicate as 

quickly as they could (Ehrenreich, 2010). 

Some of the workers, for instance Jana (Jana was not her real name but I will call her 

Jana in my thesis), a young English woman, and a customer service advisor, corrected 

mistakes in her spelling via the computer spell check. This spell check highlighted mistakes 

for her immediately after she made any. She was warned of them on her screen and the spell 

check often suggested to her a correct version of a word. She shared with me during my 

training that she relies on the spell check a lot because she is aware of her low grammar 

ability. However, Jana uses her resource truly well. Other workers, including the team leader, 

who seemed better educated compared to Jana, were performing their communication 

amongst themselves via email with more grammatical mistakes than her because of her 

choice to use the computer spell check. 

 

6.1.  The importance of pronunciation 

There are many international corporations around the world today. In these companies, NS 

and NNS often work together. Accent can play an important part in communication between 

staff. Capita, an international corporation in England, values equality and equity and 

emphasizes these values to their employees within the company. This focus should provide 

equal conditions in the company between NS and NNS. 

The company presents documents with information on these values to their new 

employees. I was among these employees in 2016. In the document, the company also 

presented a story of an elderly woman, I will call Anna in my thesis. This woman moved to 
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England from Poland and was 50 years old. She could work and was looking for a job. People 

may have viewed her as a foreigner and her accent indicated that she was not a UK citizen. 

The company tried to explain that a person in these conditions finds it very difficult to get a 

job. However, Capita emphasizes that they wish to give opportunities even to a person like 

Anna if she happens to have the potential to fulfill the company’s requirements successfully. 

Despite this effort by Capita, Iain Saunders, a graduate from the University in 

England, mentioned to me that during a work interview even details like an accent matters 

and he shared with me that those with an educated British accent receive more employment 

opportunities in England. Accent may therefore play a more important role in employment 

applications. 

While employees communicate amongst themselves at BMW department via email 

with grammatical mistakes, they pay much more attention to grammar and spelling when 

they write to a customer or a different company. This can be seen in the following example. 

 

6.2.  BMW customer service department 

The employees at BMW department in Rotherham, where I worked in 2016, must work on 

deals which were completed by a dealer who has sold BMW, Rolls Royce or Mini Cooper 

(all of these car companies are owned by the industrial company BMW). After they receive 

the deal in an email, they check the important properties of the deal. Their assignment 

includes multiple tasks. 

Firstly, they must find out if the price of the vehicle and date of the deal match other 

documents and original documents provided by the customer. 

Secondly, they need to check if the customer’s driving license is valid and if the 

address of the customer is correct. 

Finally, once they finish checking all the documents, they are supposed to either 

accept the deal as correct or decline the deal and send a special note to the dealer that the deal 

was not accepted and give a specific reason for it. 

The employees do not make the notes by themselves. The decline notes are carefully 

prepared by the BMW Company. The notes are prepared to ensure correctness and 

effectiveness in communication. Employees email the decline note to a dealer. Because the 

notes are ready prior to communication with a customer, employees can work more 

effectively and send the email much faster. 

If a deal is being declined, the dealer may need to wait between three to five hours 
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until the department responds back more explanation for the decline. While the customer is 

waiting in the dealership every minute saved by effective communication is truly valuable. 

However, even with the notes prepared and approved by BMW, dealers sometimes still call 

when they do not understand the notes sent by the BMW department. Therefore, the 

department employees must go through the deal again and explain to the dealer what it was 

that they require them to correct. Nevertheless, due to the provided notes, the amount of extra 

time needed for communication between the customer service advisors and the dealers has 

significantly decreased and communication is more efficient. 

In the company where Suzanne Ehrenreich conducted her research, employees 

devoted more time to the linguistic quality texts which they considered more important, such 

as emails or letters to a customer (Ehrenreich, 2010). This is like the attitude of BMW 

employees. 

There are specific tools that can help employees to be more grammatically correct. 

However, dictionaries at workplaces in international companies are rarely present 

(Ehrenreich, 2010). More often an employee uses a computer spell check or simply believes 

(often falsely) that they do not make many mistakes at all and therefore do not need any 

dictionary or spell check for correction. 

If an email is very important, one source of checking might also be a colleague whose 

English is considered “very good” or “better than mine’’ (Ehrenreich, 2010). 

There are also ways in which employees can improve their English permanently, and 

not only in the time of need when performing daily tasks. Some of these ways will be 

discussed in the following chapter. 

 

6.3.  The methods employees use to improve their English 

In many international corporations are employees who strive to improve their English. One 

of the ways some of them accomplish this is by asking a colleague who is more skilled in 

English or is a native speaker for correction. A German teacher named Lukas Heumos ones 

stated in his lecture at the Preston Missionary training center: “Wise people learn from their 

own mistakes, but wiser people learn from the mistakes of others.” Employees can also learn 

from their own mistakes, either by asking a professional teacher to correct their writing or 

speaking skills, or by taking certain test and then checking their mistakes afterwards. And 

those wiser can proactively borrow an English textbook, for example Common mistakes at 

CAE. In this small practical book are the most common mistakes which non-native speakers 
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who took the Cambridge English Advanced Exam (CAE) made. 

The book is a substract of the most common mistakes made by 6,000 NNS who took 

the CAE exam. By reviewing this booklet, employees can learn from the mistakes of others. 

Some employees choose different ways to perfect their English. For example, by reading a 

book in English or watching famous TV series and movies in English. These can help to 

improve one’s English. However, when watching a TV series, one may learn to speak English 

in a very informal way and can make a mistake in choosing the appropriate register, such as 

when addressing someone with whom they should speak rather formally. Therefore, 

understanding different styles, genres and registers in English can help someone to address 

others in the company more appropriately. 

There are other employees who learn English to a certain level with which they can 

receive a job and communicate with others, but afterwards they do not strive to perfect their 

English any more. Others may correct them from time to time, but their attitude towards 

further improvements is negative. 

Lenka Juráňová, regional medical advisor for the Norwegian medical company Novo 

Nordisk, shared with me that Novo Nordisk desires its employees to speak English as best as 

they can. Novo Nordisk offers to some of its employees funds for English lessons up to ten 

thousand Czech Crowns per year. In that way, Novo Nordisk makes the language skills of 

some members of its staff a high priority. 

Regarding English lessons themselves, sometimes it is preferable to have a NS as an 

English teacher. This can help students to acquire a certain accent from native-speaking 

countries. An NS teacher is of course able to explain to NNS all the necessary rules that 

apply. However, Jaromír Haubt shared in his lecture in Pragmatics at the BUT Faculty of 

Electrical Engineering and Communication that NNS have a better notion of how to explain 

a specific rule or a principle existing in English to those who speak the same mother tongue. 

In other words, a NNS English teacher can explain something more appropriately for 

understanding. 

  



 
19 

7. Practical part 

The previous chapters of my bachelor thesis contain the theoretical part. Now, I will continue 

with the practical part of the work. This consists of comparison between the Business English 

textbooks which are made by the companies Macmillan and Pearson Longman. The focus of 

this comparison will be based on the structure of the textbooks, pronunciation, idioms, and 

the differences between the two works. The outcome of this comparison will be afterwards 

compared to the practical knowledge which I obtained from my work experience in BMW 

UK.  

 

7.1.  Structure of the textbooks 

Now, the structure of the textbooks Macmillan and Pearson and Longman will be discussed 

and the differences between them will be pointed out. The level of the books is upper 

intermediate. I chose this level because when I had left for England, my English had been 

close to this this level. 

The introduction in the Macmillan textbook is very brief and contains one short 

paragraph devoted to the student and helps them to get acquainted with the goal of the 

textbook. It says in the introduction: “The objective of The Business 2.0 is to help you learn 

two things: how to do business in English and the language you need to do it. The new 

language practice and extension (2013:2).” It says in the introduction that this book will help 

a student to learn how to do business in English and the language they need to do it. The 

information about learning the pronunciation or idiomatic formulations is not included, 

however it will be presented later that this textbook deals with these issues as well.  

Afterwards, the modules are presented in this textbook. There are 8 chapters in the 

textbook and each chapter is called after an important topic in business sphere. The chapters 

are called: Building a career, Information, Quality, Feedback, Selling more, New business, 

Financial control, Fair trade. The interesting fact about the structure of this textbook is that 

each chapter is divided into 6 subchapters. Four of these subchapters can be seen in Figure 5 

below. In each of the subchapters, the language is taught with different focus. Subchapters 

are called: About business, Vocabulary, Grammar, Speaking, Writing, Case study. In that 

way, the topic for example Information has subchapters: About business, Vocabulary, 

Grammar, Speaking, Writing, Case study, and in each subchapter is the language skill taught 

while keeping the topic Information. 
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Figure 5. Subchapters in the Macmillan textbook 

 (taken from Macmillan textbook pages 22, 24, 26, 28) 

 

  Thus, the authors help a student to improve completely and not only in one area. Also, 

a student can choose only one area which they want to improve in, and study only this area 

throughout the whole book. Due to this separation of the different sections in the textbook, a 

student who wants to improve for example only in writing can choose only the writing 

sections in the book, focus on these and purposely improve only in this area of the English 

language. Also, each of these subchapters is defined by a different colour which helps the 

student to orient themselves in the textbook well. Difference in the colour of the subchapters 

can be clearly seen in Figure 5. 

The chapter called Business fundamentals is placed prior to all the other chapters in 

Macmillan. This chapter is purposed to introduce the student into business topics and give 

them certain foundation about the topics such as: Business organization, Economic cycles, 

Breakeven analysis, CVs and recruitment. A glossary containing four to eight vocabulary 

words which are important for the student and provide them with basic business knowledge 

are almost on each page of the Business fundamentals chapter. In the Pearson textbook, a 

certain part is devoted to the authors of the book. This includes a photo of the authors, their 

names, information about their careers, and their connections to business. In the Pearson 
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book, no section is devoted to the business basics and no part is similar to Business 

fundamentals in Macmillan. The authors of the Pearson textbook may expect students 

studying at this level to already have basic knowledge about business, and for this reason not 

include this section. 

Another important information which is missing in both books is the information 

about the type of English the books are written in. A student might be interested if they study 

British or American English textbook and it can influence their choice of the book. Today, 

certain books are written in British English and certain in American English. Even the 

spelling differs between these types of English in some areas. In some cases, a different term 

is used in both types of English, some of these examples are shown below. 

 

British English  American English 

 

anticlockwise   counterclockwise 

car park   parking lot 

holiday   vacation 

holidaymaker   vacationer 

mobile phone   cell phone 

motorway   expressway; highway 

number plate   license plate 

petrol    gas, gasoline 

solicitor   lawyer 

 

(taken from Oxford living dictionaries 2017) 

 

Both, Macmillan and Pearson are using British English. However, as I mentioned 

earlier, this information is not included in the book and is omitted. Now, I will show several 

examples of use of British term which appears in the textbooks. 

In the Macmillan, a different spelling of certain words which differs between British 

and American English can be found. This can be seen for example on page 20, in the article 

about Mangalia Business School. The term ‘accommodation’ is used in the sentence: “…all 

year study on a well-equipped seaside campus with comfortable accommodation for 300 

students.” This term would be expressed in American English as ‘accommodations’. 
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Another example of use of the British term can be found on page 36 in the exercise 4 

where is used the British term ‘programme’ in the sentence: “For a quality programme to 

succeed, senior management do not need to understand the key concepts.” In American 

English would be used the term ‘program’. 

In the Pearson textbook, the usage of British term can be seen on page 94 in the article 

‘Keeping your client relationship’ in the paragraph 40-45 where the term ‘holidaymakers’ 

is used in this sentence: “Plumbers fail to fix leaking drains, restaurant meals are often 

undercooked or holidaymakers find their hotel room is directly above an all-night disco.” 

The equivalent American term would be ‘vacationer’. 

Another example is on page 21 in the Marketing section in the second paragraph, the term 

‘football’ is used in the sentence: “Additionally, sales are generated through contracts with 

professional leagues, such as football, golf and tennis associations.” This term would be used 

in American English as ‘soccer’. 

There are many terms which differ between British and American English and a student 

should be aware of both variants. Also, if a person writes a letter or another document, they 

should choose only one type of English and keep it throughout the whole paper (Oxford living 

dictionaries, 2017). 

 

7.2. Pronunciation 

It was discussed in the theoretical part that there exist various types of accent such as RP, 

GA, Australian accent, Canadian accent, and other. Jenifer Jenkins suggested that a person 

who wants to learn the English language should be free to choose the accent they are going 

to be taught in (Jenkins, 2007). This can be for example due to the desire of a person to work 

in the business located in Australia. If this person studies the Australian English and adapts 

the Australian accent, they can have some greater opportunities in comparison to choosing 

for example GA. Thus, the choice of an accent can be really important. However, if someone 

looks at both Macmillan and Pearson textbooks, they would not find any information 

concerning the accent. It is not provided there. The authors may believe that the choice of an 

accent is not that important. Another possibility is that due to the fact that both books were 

published in England, students are expected to assume that the pronunciation taught in these 

books would be RP. However, the information concerning the chosen pronunciation should 

be included. 

It is important to mention that the pronunciation is neglected throughout the main 
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parts of both textbooks. However, in the last part of the Macmillan, a whole chapter is devoted 

to pronunciation of the new vocabulary which was demonstrated in each of the chapters. 

About eleven pages show the most important words according to the author and how these 

words are pronounced. On the other hand, in the Pearson, such chapter is omitted and there 

is no explanation how a word should be pronounced correctly in the entire book. The authors 

of the Pearson might have expected that the correct pronunciation would be explained by 

Business English teachers. However, if a person decides to study on their own, explained 

pronunciation would be truly useful to them. 

 Nowadays, there are resources available which can help students to find the correct 

pronunciation on their own, for example through Online Cambridge Dictionary or Google 

translate. Cambridge Dictionary web pages even provide pronunciation in both UK and US 

accent. Thus, a student can use the internet resources to find the correct way of pronunciation, 

however, this is not the reason to not provide any information concerning the pronunciation 

in the textbooks. 

In the Glossary section of Macmillan, correct pronunciation of new business words 

and even a part of speech of a given word is explained. If the word is a noun, there is 

information provided if the noun is countable or uncountable one, and afterward the correct 

explanation of the term. 

 

 

Figure 6. Glossary section in Macmillan textbook 

(taken from Macmillan textbook) 
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In Figure 6, this part in Macmillan can be clearly seen. I will discuss the word 

commitment which appears at the top of the page. The number of the chapter in which this 

word appears is seen above the word commitment, for this particular word it is the chapter 3 

called Quality. The subchapter is in the purple colour which means that the chapter is 

describing the background knowledge about business. This can help a student to easily find 

the word because of a clear organisation of the textbook, and the different colour of each 

chapter. The first information about the word is the correct pronunciation /kəˈmɪtmənt/. 

Afterword’s, the information concerning the word class is shown and in this instance it is a 

noun. Then, the information whether the word is singular or plural follows. In this example, 

the word commitment is singular. In the explanation, the information that this word is 

uncountable is also included. Later, the meaning of this particular word in English is 

explained. Then, the word is used in the sentence in order to help the student understand the 

appropriate use of this word. Here the sentence is: “The government has failed to honour its 

commitment to the railways.” 

Also, it can be seen that the words in the glossary are distinguished by two different 

colours, black and red. According to Macmillan textbook: “The red words are high-frequency 

words that is to say they are among the 7,500 which native speakers use for 90% of what they 

speak or write (2013:148). This is another useful property of this textbook because students 

can be aware of the most frequent words and focus on these primarily. 

To summarize the focus of both books on the pronunciation, it can be concluded that in both 

books the pronunciation is not stressed and the authors did not concentrate much on this area 

of language. However, the Macmillan textbook focuses on pronunciation more when 

compared with the Pearson textbook. This fact was described more fully in this chapter. I 

also discussed the possible reasons of the authors to not concentrate on this part of the 

language more. Notwithstanding that the authors did not emphasize this subject, 

pronunciation is a vital part of language and can play a more important role in employment 

applications. Furthermore, appropriate pronunciation can lighten the problems which arise 

among the employees in international corporations. These problems arise due to incorrect 

pronunciation, sometimes even combined with a heavy accent of a NNS which can cause the 

receiver to misunderstand the meaning or in the worst case to understand something different 

to what was purposed by the speaker. Therefore, these books should be designed with a 

stronger emphasis on this language feature and empower the students more in it. 
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7.3. Idioms 

Idioms are an essential part of language. As was discussed in the theoretical part of the thesis, 

idioms are phrases which mean something different from the literal meaning of the separate 

words from which they are formed and a person needs an additional understanding in order 

to understand their real meaning (Kavka, 2003). A person who would not understand the 

meaning of any idiom in English would find it very difficult to communicate with colleagues 

and with the English speakers in general. Also, many idioms appear in the written texts and 

thus even those who do not need to communicate verbally too often in their profession would 

come across idioms in writings. In this chapter, I will discuss the focus of each textbook on 

idioms, compare the differences between the books, and show specific examples of idioms 

which appear in them. 

There are many idioms which can be found throughout the both textbooks. However, 

if we look through the Macmillan textbook, there is not any part of the book devoted primarily 

to this subject. When we go through the Pearson textbook, we can find a large column 

devoted only to this topic, on page 130 in section Grammar reference. 

 

7.3.1. Idioms in Pearson 

Grammar reference chapter in the Pearson includes 14 areas: Idioms, Noun compounds and 

noun phrases, Multi-word verbs, Present and past tenses, Passives, Adverbs of degree, 

Conditionals, Modal perfect, Dependent prepositions, Gerunds, Contrast and addition, Text 

reference, Headlines, and Prediction and probability. Idioms are presented as the first area in 

this chapter. It says in the introduction to idioms in Pearson that: “In the language of business, 

idioms and metaphors are often used with reference to the domains of sport, war and 

gambling” (2006:130). It is known that idioms are often used with reference to these domains 

described in Pearson, however, there are also other domains in which idioms are frequently 

used in the language of business, but the authors chose to present only these three.  

Now, I will show two idioms with reference to each of these domains which are presented in 

this section in Pearson textbook. 

 

Sport 

“I don’t know the exact price but $500 is a good ballpark figure.” (= estimate). (42) 
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“You don’t know where you stand, they keep moving the goalposts.” (= changing their 

aims or decisions).         (42) 

 

War 

“Manufacturers often feel they are fighting a losing battle against counterfeiting.” (= making 

no progress)          (42) 

“She may want to convince you otherwise but you should stick to your guns.” (= maintain 

your point of view).         (42) 

 

Gambling 

“It makes no odds whether we get permission or not, we’ll go ahead anyway.” (= makes no 

difference)          (42) 

“If you play your cards right you’ll get the promotion.” (= do the right thing) (42) 

 

These idioms are presented in the Pearson textbook as the idioms frequently used in 

the language of business. 

In this section of Pearson textbook, eighteen idioms are shown and explained. Also, if we 

study the Pearson textbook more deeply, we would find other idioms which appear 

throughout the book. Especially on pages 10, 77, and 87 several exercises are devoted entirely 

to idioms. Now, I will present some of these idiomatic formulations. Meaning of the idioms 

in my thesis is taken from Cambridge Dictionary which is available online, from the Oxford 

Dictionary of Current Idiomatic English or from the two textbooks. 

Page 10, exercise A) (Ten idioms are shown in this exercise, I will present two of them).  

g) “Can’t make a head or tail of it.”      (45) 

(= to not be able to understand something) 

j) “To beat about the bush.”        (45) 

(= to avoid talking about what is important) 
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Figure 7. Illustrations of idioms in the Pearson textbook 

(taken from Pearson textbook) 

 

 

As can be seen in Figure 7, some idioms are even illustrated via small humorous 

pictures on the left side of the page. Thus, the authors help students to visualize what the 

idiomatic phrase means and to naturally understand the figurative meaning of certain idioms. 

In two following exercises on this page is followed up on these idioms from the exercise A. 

In the exercise B, students can see meanings of these idioms in disorder and are supposed to 

match these meanings to the idioms in the exercise A. In the exercise C, the students are 

expected to use the idioms from exercise A again and to fill them correctly in the undone 

sentences. Thus, they are taught these idioms thoroughly. In the exercise D, the students are 

supposed to ask their partner a question including the idiom or to answer a question asked by 

their partner. This method helps them to immediately use new idioms in speaking. Two 

examples with the explanation will be presented below. 

Page 10, exercise D) 

1) What have you heard on the grapevine recently?    (47) 

 (= to hear news from someone who heard the news from someone). 

 

2) Can you give an example of when you were talking at cross purposes?  (47) 

(= If two or more people are at cross purposes, they do not understand each other 

because they are talking about different subjects without realizing this). 
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In the exercise D, the students were using the same idioms as in the exercise A. 

On page 77, idiomatic exercises are designed in the similar manner as these on 

page 10. Some idioms are again accompanied by illustration on the side of the page, similar 

to those in Figure 7. However, the difference between exercises on page 10 and 77 is that on 

page 77 exercise D, which included asking questions, is omitted. I will present two examples 

of idioms from these exercises. 

Page 77 exercise A) 

1) “You really can sell anything on these Internet auction sites. It’s money for old 

rope.”         (50) 

(= money you get for doing something very easy). 

2) “We’re way over budget on this. We’ll have to make some cutbacks. Someone 

needs to tell the marketing department that money doesn’t grow on trees.” (50) 

(= said to warn someone to be careful how much money they spend, because there is only a 

limited amount). 

Idioms presented in this exercise can frequently appear in business communication, 

especially in spoken discourse. 

Last exercises which are concerned with idioms are on page 86. These exercises are 

designed similarly to these on pages 10 and 77. When we look at the presented idioms, we 

can see that some of them already appeared on page 10 and are being repeated on this page. 

These idioms are: “To get straight to the point.” and “Talking at cross purposes.” This 

might be done by the authors to make a stronger emphasis on these particular idioms due to 

their frequent use in business domain. 

Now, I will proceed with two examples of idioms which appear in the Pearson textbook in 

other exercises and explain their meaning. 

On page 8, we can find an idiom in the first paragraph of the article called ‘Communication 

– it’s much easier said than done’ in this sentence: 

 

“Getting staff to talk to each other ought to be the least of your problems, but internal 

communication can be one of the hardest nuts to crack in business.”  (48) 

 

According to Cambridge Dictionary “A hard nut to crack” means a problem that is 

very difficult to solve or a person who is very difficult to understand. It can be seen that this 

idiom cannot be understood literary, but one needs to understand the idiomatic meaning of 
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this phrase. The meaning of this idiom can be clear to the Czech students because the same 

idiom exists in the Czech language as: “Těžký oříšek k rozlousknutí.” However, it does not 

mean that the same idiom exists in other languages as well and that all NNS would understand 

its meaning. 

This phrase is useful in the business domain and can appear in other topics as well. 

Another idiom appears in the sentence on 70th line of the article called ‘The Guardian profile: 

Steve Jobs’ on page 32. 

 

“Since the emergence of high-speed Internet the music industry has complained that it is 

being brought to its knees by the pirates of downloading.”    (46) 

 

According to Cambridge Dictionary ‘bring sb/sth to their knees’ means to destroy or 

defeat someone or something. In this particular example, it can be seen that to know the 

context is often essential to understand the idiom or to realise that some phrases are idioms 

and are not supposed to be understood literary.  

To summarize the focus on idioms in the Pearson Longman, this textbook is decently 

concerned with idiomatic formulations and includes nine exercises which concentrate only 

on this subject. Some of the idioms are accompanied by a small illustration for easier 

understanding of students. There are idioms which appear in the exercises repeatedly, this 

might be purposed by the authors to emphasize them more. Also, grammar reference in the 

end of the book includes a column with specific idioms which frequently appear in the 

language of business. Moreover, there are other idioms which appear in the articles 

throughout the book, their meaning is not described, and the students can understand them 

either from the context, with an explanation from their teacher, or by using a dictionary of 

idiomatic English.  

 

7.3.2. Idioms in Macmillan 

It was described in the previous chapter that the authors of the Pearson textbook devoted a 

decent focus to idioms. As one looks through the Macmillan textbook, they will recognize 

that similar concentration on this topic cannot be found. In the Macmillan textbook, the 

approach to idioms is different to Pearson. There is no section or exercise specifically 

assigned to idioms or illustrations with idioms presented. However, if one looks more closely 

through this textbook, they will find idioms as well. They are not notably presented but appear 
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in the Glossary sections which are included almost in each chapter. Example of this can be 

seen in Figure 8 below. Thus, the authors teach this subject to their students, even though, in 

a less obvious form. The similarity to Pearson can be seen in idioms which appear in the 

reading sections of the textbook. Idioms appear in these articles more or less in the similar 

amount as in the Pearson textbook.  

 

 

Figure 8. Glossary section in the Macmillan textbook 

(taken from Macmillan textbook) 

 

Now, I will proceed with presentation of specific idioms which appear in Macmillan 

and explain their meaning. These idioms will be classified into four categories according to 

their reference to the specific domain; idioms which do not refer to any domain are placed in 

the Unspecified category. These categories are: Sport, Skill, Effort, and Unspecified. 

 

Sport 

Now, I will present an example of idiom which appears in the Glossary section in Macmillan. 

This example appears on page 51 and is used in more context on page 50 in exercise 5. 

 

“Dave isn’t pulling his weight! I know. He asked me to do his report for him!” (= to work 

as hard as other people in a group).       (52) 

 

Skill 
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The second example appears on page 59 in glossary section and is used on page 58 in the 

email at the bottom of the page. 

 

“Some of the dealers own their service stations, so we have to handle them with kid gloves, 

or they’ll just go over to the competition.” (= to be very polite or kind to someone because 

you do not want to make them angry or upset).     (54) 

 

Effort 

This example is located in the first paragraph of the article called ‘What price a degree?’ on 

page 11. 

 

“Protests in the form of strikes, demonstrations and even riots prove that people are willing 

to go to great lengths to defend their right to higher education.” (= try very hard to achieve 

something).          (53) 

 

Similar idiom exists in Czech as: “Jsou ochotni zajít velmi daleko, aby dosáhli svého 

záměru.”  

 

Unspecified 

 

Idioms in this category do not have obvious connection to certain domain as the previous 

idioms. The first example appears in the last paragraph of the reading ‘Email’ on page 84. 

 

“Drop me a line and let me know what you think.” (= means to write sb a brief note, line or 

letter).           (63) 

 

This idiom appears in the email as an ending sentence. Also, this idiomatic phrase is 

considered to be informal. 

 

Another example appears on page 37 in glossary section and is used in more context in the 

first example of exercise 8 on page 36. 

 

“Do the products have taken-for-granted quality, or enchanting quality, or both?” (= to 
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never think about something because you believe it will always be available or stay exactly 

the same).          (62) 

 

The last idiom is being frequently used in other domains of communication as well 

and not only in the business domain.  

As was described in the beginning of this chapter, Macmillan textbook does not 

concentrate on idioms much. No exercise is entirely devoted to this topic, and the word 

‘idiom’ cannot be found in the entire book. Nevertheless, there are idioms which appear 

throughout the Macmillan, especially in the small glossary sections, and I have presented 

some of them in this chapter. Also, it is important to point out that meaning of these idioms 

is not included on the page where they appear, but it can be found at the end of the book in 

the large Glossary section.  

In my experience, ‘taken-for-granted’ was the only idiom used in the environment of the 

international corporation. Therefore out of the above phrases, this idiom seems as the most 

practical one to learn when going to work in such environment. 

 

7.3.3. A comparison of focus on idioms between Pearson and 

Macmillan 

There are many differences concerning idioms between Pearson and Macmillan textbooks. 

In this subchapter, I will point out these differences. 

The obvious difference between these textbooks is that each of the authors chose a completely 

different approach to present idioms to the student. In the Pearson textbook, the idioms are 

clearly seen in the idiomatic exercises. Contrary to this in the Macmillan textbook, idioms 

are usually spread among other vocabulary and phrases in the glossary sections, and the book 

does not separate them from normal words or phrases. Thus in Macmillan, student cannot 

often recognise if they came across an idiom or not, while in Pearson textbook, they can 

distinguish idioms more easily. 

Another difference is that idioms used in Macmillan textbook are more general such 

as: ‘drop me a line’ or ‘take something for granted’. Contrary to this, the authors of Pearson 

textbook selected more idioms appearing mainly in the business domain. These were idioms 

such as ‘it’s money for old rope’ and ‘money doesn’t grow on trees’. 

Following difference is that illustrations are frequently used in Pearson textbook, as shown 

in Figure 7, while Macmillan textbook does not include any illustration of idioms. 
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Furthermore, in the Pearson the meaning of idioms is often shown on the same page where 

the new idioms appear, while in the Macmillan, a student needs to look at the end of the book 

to the glossary section or look into another dictionary in order to find the meaning of these 

phrases. Therefore, this approach applied in Pearson textbook is more practical and can be 

viewed as an advantage for students. 

Nevertheless, the Glossary section of Macmillan can be seen as a positive attribute 

because the explanation of new idioms includes also pronunciation, while in the Pearson the 

pronunciation of idioms is missing. 

As well in Pearson textbook, certain idioms are being repeated, while in the Macmillan 

textbook such repetition cannot be found. 

To conclude the information concerning the differences, the Pearson textbook is focused on 

subject of idioms more, idioms are presented more clearly, and this book includes more 

business oriented idioms then Macmillan textbook. 

 Therefore, when a student chooses between these books, they can read through this summary 

and be aware of the differences which enables them to do a more appropriate choice. 

7.3.4. Idioms which appeared in international corporation BMW 

UK 

As I discussed in the theoretical part of my thesis, I worked in the international corporation 

BMW UK during the summer 2016. In this company, English was a lingua franca and 

employees from various countries such as Sweden, the Czech Republic, Lithuania, and 

Romania worked at the same department. 

During this time, I earned a solid work experience, while recording new knowledge for my 

bachelor thesis. My duties and employment description are included in more detail in the 

theoretical part of my work. 

In this chapter, five idioms and one phrase will be described which I recorded in 

international corporation BMW UK. Many phrases which appeared in the company were 

challenging for me to understand, and these issues were caused by the difference between the 

figurative meaning of Czech and English phrases and idioms. 

When these issues arose during the communication with co-workers or customers, the 

situation was less difficult for me because I had usually enough time to ask my colleague or 

a customer to repeat the phrase or idiomatic formulation again. Also, the co-workers were 

often polite and explained me the meaning. 

  More difficult situations arose when our team leader was instructing us for a certain 
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important task or when he was evaluating our performance after certain training and used 

specific idiom or a phrasal word to rate our work. In these situations, it was not appropriate 

to ask him for the meaning of his evaluation and this made me feel uncertain of what the 

outcome is.  

In this chapter, I will present several phrases which I have recorded in this 

international corporation and explain their meaning. Furthermore, I will classify these idioms 

into three categories according to their reference to the specific domain. These categories are: 

Sport, Parts of the body, and Unclassified. 

 

Sport 

Context: Team leader is giving an advice to the new employee. 

 

“Rather play on the safe side.” (= being especially careful in order to avoid something 

unpleasant). 

 

Context: Team leader is evaluating the fact that BMW bought English companies, Rolls 

Royce and Mini Cooper. 

 

“BMW are kicking off.” (= BMW are starting something or expanding in general). 

 

 

Parts of the body 

 

Context: Team leader is complaining about the computers in the training room. 

 

“The computers in this room are a pain in the neck.” (= someone or something that is very 

annoying). 

 

If the idiom ‘a pain in the neck’ were said with no emotion, the meaning of the sentence 

would not be obvious and context would be important in order to understand this idiom.  

 

Context: Team leader is talking to the employee who believes that he is being treated unfairly. 
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“Do not have a chip on your shoulder.” (= an angry attitude from someone who feels 

unfairly treated). 

Context: Team leader is evaluating a good performance of our team in the end of an intensive 

training for the customer service advisors. 

 

“Each of you deservers a tap on a shoulder.” (= commending or showing one a respect for 

their work). 

 

Unspecified 

Context: Team leader is commending my work. 

 

“There you go Will.” (= it is used when giving something to someone, usually after a request 

for the thing, such as giving someone goods that they have bought or commending someone). 

 

In this chapter, these phrases were divided into three categories according to their 

reference to a specific domain. Also, these sentences were recorded mainly during the 

training period of my employment. Each of these phrases might be useful for a person going 

to work in the similar environment. Thus, I want to recommend these phrases as a practical 

knowledge to learn. Also, neither of them was presented in the idiomatic sections in the 

Pearson textbook or in the glossaries in the Macmillan textbook and thus studying only these 

materials would not prepare an individual to understand this team leader in the given 

situations. 

 

7.3.5. A comparison between my findings and knowledge in the 

textbooks 

In this chapter, I would like to evaluate the knowledge contained in the textbooks to my 

findings in the international corporation. I will discuss whether or not these books prepare a 

student sufficiently for such experience in terms of idioms or if an additional preparatory 

knowledge is necessary.  

I spent six weeks working in this international corporation and came across idiomatic 

phrases. During my experience, I carefully recorded notes of words, phrases, and phrases 

containing idiomatic meaning which appeared at the workplace. Some of these phrases are 

presented in the previous chapter. I have also demonstrated the focus of the Pearson and 
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Macmillan business textbooks on idioms. When I compare my findings with the knowledge 

contained in the textbooks, I can conclude that there are about three idioms in the textbooks 

which would be useful to me in the company. These phrases were:  

 

from Pearson:  “to get straight to the point” 

“it slipped of my mind” 

 

from Macmillan: “to take something for granted” 

 

These three idioms were used in the international corporation, therefore I can 

recommend them as a useful knowledge to learn for those going to work in the similar 

environment. However, the other idiomatic phrases contained in the textbooks were not used 

during my time there.  

Therefore, I can recommend the phrases shown in the chapter 7.3.5. as a practical 

knowledge which can more probably appear in such environment. Idioms such as ‘there you 

go’ and ‘a pain in a neck’ appeared multiple times and they can be beneficial. I can also 

conclude that many of the idioms which appeared in the textbooks were not used at all in the 

company. Thus, these business books should not be the only source of preparation. I further 

recommend to a person going to work in the similar company to investigate idiomatic phrases 

from multiple sources such as Oxford Dictionaries of Current Idiomatic English and 

Cambridge Dictionary. 

After all, my findings in the international corporation were taken during the six weeks 

period. Thus, there could have been other idioms which would have appeared in a longer 

term or under different circumstances. Also, my findings were influenced by the vocabulary 

of my team leader, manager, and the employees in my team group who used the presented 

phrases. There are other people who have a different vocabulary and might have used 

different idiomatic phrases. Nevertheless, I presented what I had found out to the best of my 

knowledge.  
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8. Conclusions 

The thesis focused on English as a Lingua Franca in international corporations. 

Several important topics were discussed in the thesis. 

The first part was concerned with the constant change of language and I shared two 

opinions of linguist professionals about the development of language.  

The second part focused on the issues which arise in international corporations, such 

as pronunciation and idioms. I chose these aspects of language because they are valuable for 

a NNS in everyday use in an international corporation. As well it can be seen that 

pronunciation is an important issue in these corporations and that one can adapt to the accent 

of other person from different country.  

 The third part of the thesis focused on the situation in the international corporation 

BMW UK and the methods of effective communication, such as having carefully prepared 

notes to ensure effective communication with the BMW dealers. 

 The practical part of my thesis was concerned with the comparison between Business 

English textbooks made by companies Macmillan and Pearson Longman. In this part, I 

discussed the focus of the textbooks on pronunciation and idioms and afterwards compared 

the results with my personal experience in the international company. I can conclude that the 

authors of these textbooks did not concentrate on the pronunciation sufficiently and these 

books should be designed with a stronger emphasis on this language feature in order to 

prepare a person sufficiently for such environment.  

The final part of my thesis was concerned with idioms, and I found out that Pearson 

textbook is focused on this topic more than Macmillan textbook. Furthermore, when I 

compared these idioms with the knowledge obtained in the international corporation, I 

discovered that many of the idioms included in the textbooks had not appeared in the 

company. Only three idioms which appeared in the company are included in the textbooks. 

Thus, these textbooks should not be the only source of preparation. 

I hope that the thesis can help someone to better understand the topic English as a 

Lingua Franca and present a new view on everyday problems which arise in international 

corporations. 
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