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AMERICAN ECONOMIC GLOBALIZATION

Nowadays a notion that is very often heard in tlldvand does a giddy
career is 'globalization’. Just about every dayhe@ something about it and we
consider the effects it brings. Examining the megurof this notion we must ask
what it properly means and what it refers to. Fanynpeople it is associated, first
of all, with the term of 'Americanization' and éfers to the economic, financial,
civil and political spheres. In order to understagidbalization' it is enough to go
to the bank or a car dealer, order an insurandeyptdke out a lease on a car, or
make purchases at a shopping center (Boruc asmdeveska 2000).

The largest problem of today's world determines féne that it is just
economic and financial globalization which domirkénd outdistanced the two
remaining ones. As a result of globalization prvabmpanies and enterprises,
which previously were submitted to democratic conéf individual countries,
now they evade every possible regulation. They iaciplaces which are
impossible to control by democratic government, elgmfor instance in
cyberspace, the closed world of financial transastiand computers where there
is no responsibility and democracy.

The widespread idea of a free market economy eape&nabled many
U.S. corporations to expand their global reach. Wthe U.S. came out of World
War Il as the dominant industrial country, it waglital that the dollar would
become the global currency, that U.S.-based cadtiposawould dominate world
markets, and the U.S. would have the strongest handhaping global
institutions such as the World Bank and the Inteonal Monetary Fund. This
dominance allowed U.S. transnational corporatioasekpand to gigantic
proportions.

Fast changes concerning economy and finance wakehglace in Poland as
a result of globalization process generated thessity of accepting new words
in various domains of life. Together with incredilgrogress appeared a need to
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catch up with the smallest changes of our rediiyt is why, according to many
linguists we more frequently reach for words ofeign origin, especially

anglicisms, in order to name new elements of theosnding world. Partly,

thanks to the mass media, these words are rapiibading and getting wide
adaptation in our country.

English borrowings can be divided into these whase seems to be
justified because of the lack of their equivalenfiolish and the ones which are
unjustified, being the effect of snobbery and wishéshowing off knowledge of
English.

As examples of the former group, let’'s take thedpat names such as
walkman videq timer, skaner or professions such aspywriteror researcher
According to researches of the Ill Forum of WordtGre it follows that it is
not the mass media which is responsible for sprgadnglicisms but first of
all specialists of business fields like: economisidvertising agency workers,
computer programmers, scientists, etc. Increasimgepsional and scientific
specialization created huge demand for trade arthnieal vocabulary.
Avalanche growth of this specialistic vocabularycéme unavoidable for
defining phenomena which specialists meet every idatheir professional
work.

Other examples of justified loanwords would bead hunting -which in
Polish would be towienie giéw przez agencje dotadz personalnego”,
networking — ,organizowanie przyic, na ktérych ména spotkd osoby
przydatnew biznesie”, freephone— ,telefonowanie na koszt firmy”, dirma
deweloperska ,firma zajmugca st szybkim budownictwem”.

Unjustified anglicisms are, for instancegrill instead of Polish ,rzen”,
proteinyinstead of ,biatka”, onon-stopinstead of ,,calodobowy”.

English naming is unquestionably an outcome ofgilobalization process
of the Polish economy and its spheres. That is #hglish expressions have
conguered public relations agencies, consultinghdirand productive and
commercial companies (especially if their owners persons from foreign
lands). Many names of positions in private companae well-founded
because they are untranslatable. However, thex@l#ger of incorrect reading
by persons outside of advertising, media and bssinenvironments. For
instance, the expressigublic relations does not have its equivalent in the
Polish language and there are about twenty desaritefinitions of this
profession. Thus, it is a natural consequence toptad name from a foreign
language. Many advertising agencies state thatifinglames especially suit
foreigners and Poles who are familiar with the ¢ogii advertising. They claim
that there is a group of words which cannot besleted and show its proper
meaning. If you call aenior account starszym pracownikiem dziatu obstugi
klienta” it will not indicate what his real job i&\ind next,copywriteris ,0soba
wymyslajaca sloganyreklamowe” and how such a name would look on a
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business card? — asked Iwona Jaworska from an t&singragencyMcCann-
Ericson Polska(Klimkowski 2000). In some companies English nanaes
used just to increase the standing and competehaeworker or to inspire
customer's confidence. Others use them in orderchange emotional
interpretation and comfort. What is more, transigtihe nhame of a profession
adds some prestige and increases social status, Timrepress spokesmen
(,rzecznicy prasowi”) take the title opublic relations manager market
communication managear executivepublic relation manager,Szkoleniowiec”
takes a name of drainer and senior trainer ,akwizytor” is a sales
representativeor sales manager ,sekretarka” isan office managerand
.magazynier” is dogistic managefKlimkowski 2000).

An example of a company which uses only English esof positions is a
global corporatiorPepsico It is important to us that a person from outsidd wi
perfectly read from the name of the position thengetence of a worker
explains Matgorzata Skonieczna froRrepsico (Klimkowski 2000). Workers
claim that English names are adapted becausethieis duty to master the
ability of using the language. It is also necessdngce Americans, thanks to
this, know the structure of the branch in Germamance, Poland or other
countries.

An excellent source of anglicisms in business at&les published in
newspapers, magazines, leaflets and first of dil gmlvertisements which
characterize the most intense reaction to changgdest reflect novelties. Such
tittes asmerchandiserpromotor, field sales executiy&ey account manageor
field administration managdrave become very popular.

According to Maczak-Wohlfeld (1995) there are about 1700 anglisism
currently present in the Polish language. Neveed®l she emphasizes their
character because the most recent borrowings ameected with changes in
such fields as:

a) Computershacker, e-mail, logo, joystick, enter, CD ROM, haade,
input, internet, notebook, kursor, labtop, modenmuse pad, PC, procesor,
software.

b) Economy: leasing, dealer, cash, joint venture, holding, pesty,
standard, trader, franchising, boom, interview, keq billboard, business class,
crash test, sedan, hatchback.

Many of them are undoubtedly result of global siaé#s of American
computer, insurance and motor corporations on tistPmarket. As Maczak-
Wohlfeld (1994) states:

[...] older borrowings are well-adapted and are neven felt as loans by Poles not knowing
English, as their spelling and pronunciation agme#h the rules of Polish, they follow Polish
grammar and their meanings are obvious to evengPOh the contrary, recent loanwords behave
differently. Their spelling varies, e.g. the lexémusiness womaiis written in four different ways:
businesswoman, business woman, busineswoman, bizoesn
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Advertising, marketing and public relations managegly more attention to
marketing names and more frequently use foreignesaand slogans. Of course
the purposes are typically commercial because inynsases English name can
sell the brand better than the domestic slogan {ogia-Connecting people or
Mentos the Freshmaker).

Among specialists of staff management there issthealled ,koleenska
pomoc zawodowa” which is more and more often cateahtoringor coaching
It is a teaching process which takes place at wlorkng performing duties but
not on special courses.

All the examples mentioned prove that many anghsisentered the
present-day Polish language. According to many uiistg and especially
language purists there are too many of them anddlaém that this corruption
in our language leads to contamination of it anchseguently to its
impoverishment. That is why the Polish Parliameag Hdecided to enshrine the
language and stamp out foreign linguistic encroaaftmA group of Sejm
deputies has submitted a bill on the protectioRalish language which would
result in fines of up to zl. 10,000 for overusimgdign words in, for example,
shop windows. The law would regulate the legalustaitf Polish as the official
language, treating it as "national cultural properfThe bill emphasizes the
duty to protect Polish language and it seeks toamdlish obligatory in names
of goods and services in all commercial and econoadtivities as well as
contracts with foreign partners when the termshef ¢ontract will be realized
in Poland. Thus, if the bill is passed, all bussessoperating in Poland will
have to use it in names of products and serviadgeréising, user's manuals,
information on the products' and services' charaties during the term of
warranty, as well as on labels, bills, invoices aeadeipts. However, the bill
allows for exceptions in the following areas: itgiions widely known under
foreign-language names, scientific and artistic kivgrhilosophy studies and
foreign language teaching, scientific and spedialfublications and
publications for foreigners who don't speak PoliEhere is a preamble added
which stategshe meaning of the Polish language in preservingonal culture
and its development in the face of the growing gli@htion process and
European cultural varietyUstawa Senatu Rzeczypospolitej Polskiej w sprawie
ustawy o ¢zyku polskim).

Opponents of this legislation emphasize that lagguia fluid and alive
and the encroachment of foreign languages, mostigli€h, is just an
indication of Poland's growing closeness to thé ofshe globe. They state
that appearance of new words bespeaks vivacityflaritility of the language
they enter and proves its ability to respond tongfes. Many individual words
in the world of marketing and advertising have bgicked from English
because there simply wasn't a Polish one availadote, creating a Polish
neologism was clumsier than borrowing. And whildad is catching up in
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industry and business, sending its talented masag@oad for training, they
need to be able to communicate. They mention tb&nd can't afford to do
what the French did back in the 1980's. It willdeen as isolationist and against
the idea of free trade and business.

On the basis of given examples it is evident thaka®d is under the
influence of American economy and all this happtrenks to the American
promotion of free market conception. Business setliceated according to
American standards is something indispensable dbieaing global success. A
company, which functions according to the acceptbdcal standards, no matter
which country it conducts business in, gains anaathge over the companies
which don't act ethically. It concerns especialiyegprises which encroach new
markets and build their relations with customers emoperators.
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