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Abstract : This research focuses on the interaction of verbal, non-verbal, and super-verbal communicative components used by
the speaker changing social roles in the marketing discourse. The changing/performing of social roles is implemented through
communicative strategies and tactics, the structural, semantic, and linguo-pragmatic means of which are characterized by
specific features and differ for the performance of either a role of a supplier or a customer. Communication within the
marketing discourse is characterized by symmetrical roles’ relation between communicative opponents. The strategy of a
supplier’s  social  role  realization and the strategy of  a  customer’s  role  realization influence the discursive  personality's
linguistic repertoire in the marketing discourse. This study takes into account that one person can be both a supplier and a
customer under different circumstances, thus, exploring the one individual who can be both a supplier and a customer.
Cooperative and non-cooperative tactics are the instruments for the implementation of these strategies. In the marketing
discourse,  verbal  and non-verbal  behaviour of  the speaker performing a customer’s social  role is  highly informative for
speakers who perform the role of a supplier. The research methods include discourse, context-situational, pragmalinguistic,
pragmasemantic analyses, the method of non-verbal components analysis. The methodology of the study includes 5 steps: 1)
defining the configurations of  speakers’  social  roles on the selected material;  2)  establishing the type of  the discourse
(marketing discourse); 3) describing the specific features of a discursive personality as a subject of the communication in the
process of  social  roles realization;  4)  selecting the strategies and tactics which direct  the interaction in different roles
configurations; 5) characterizing the structural, semantic and pragmatic features of the strategies and tactics realization,
including the analysis of interaction between verbal and non-verbal components of communication. In the marketing discourse,
non-verbal  behaviour is  usually  spontaneous but not  purposeful.  Thus,  the adequate decoding of  a partner’s  non-verbal
behavior provides more opportunities both for the supplier and the customer. Super-verbal characteristics in the marketing
discourse are crucial in defining the opponent's social status and social role at the initial stage of interaction. The research
provides the scenario of  stereotypical  situations of  the play of  a  supplier  and a customer.  The performed analysis  has
perspectives  for  further  research connected with  the  study  of  discursive  variativity  of  speakers'  verbal  and non-verbal
behaviour  considering  the  intercultural  factor  influencing  the  process  of  performing  the  social  roles  in  the  marketing
discourse; and the formation of the methods for the scenario construction of non-stereotypical situations of social  roles
realization/change in the marketing discourse.
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