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MOPAJIbHO-ETUYHI LLIHHOCTI CYYACHOIO AHIMOMOBHOIO BISHEC-
ANCKYPCY

Haymenko J1. .

Cmamms npucesiyeHa 8UBHEHHI0 MOParlbHO-eMUYHUX UiHHOCMeU Cy4acHo20 aHasio-
MoBHoe20 bisHec-0ucKypcy 3a mamepianamu catimie 100 nposiOHUX amMepuKaHCbKUX ma
b6pumaHceKux kopriopauit. Oxapakmepu3osaHo 7 2pyrn KomrnaHit 3a npoginem ixHeor
disinbHOCMI Ha ocHoei aHanisy 0okymerHmie Annual Report ma Mission Statement. Y3a-
2alribHeHO CyCrlifibHy MICito KoMnaHili pi3HO20 rpoghirio, po32/IsiHYMO KOHUenmyarsbHy
aHmume3y “ceoi — uyxi” 3a Mamepianamu bi3Hec-rybnikauit 8 iHmepHem-euGaHHSIX.
Krtoyosi crioga: MoparbHO-emuyHi UIHHOCMI, aHernoMosHUl bi3Hec-OUCKypC, cycninbHa
Micisi, KOHYenmyarnbHa aHmumesa “c8oi'— Jyxi”.

Cmambsi nocssiueHa U3y4eHU0 MOoparibHO-3MUYECKUX UeHHOocmel Cco8peMeHHO20
aHer1053bI4HO20 bu3Hec-OucKypca no mamepuarnam catimos 100 eedyuux aMepuKaH-
CKUX U bpumaHckux Kopropayul. Oxapakmepu3osaHbl 7 2pyrn KoMraHul 3a npoghu-
niem ux GesnibHOCMU Ha OCHOB8aHUU aHanu3a 0okymeHmos Annual Report u Mission
Statement. ObobweHb! coyuarbHble MUCCUU KOMNaHUl pa3Hoe0 Mpoghuris, paccmomn-
peHa KoHuenmyarsnbHas aHmumesa “ceou — Yyxue” Ha Mamepuasnax 6usHec-rybsu-
Kauut 8 uHmepHem-u30aHUusix.

Knroyesbie crioga: MopasibHO-amu4YecKue UeHHOCMU, aHal0a3bI4HbIU 6Uu3HEC-OUCKYPC,
coyuarsibHasi MUCCUs, KOHUernmyarsibHasi aHmume3sa “ceou — Yyxbie”.

The paper is devoted to the investigation of moral and ethical values of the
contemporary English business discourse according to the materials of 100 major
American and British corporations. It has been distinguished 7 groups of companies
due to their profile on the basis of Annual Report and Mission Statement documents.
The social missions of the companies have been generalized as well as the conceptual
antithesis “our — alien” has been considered according to business publications in the
Internet.

Key words: moral and ethical values, English business discourse, social mission,
conceptual antithesis ‘us — them”.

MopanbHO-eTWYHI LIIHHOCTI Oyab-AKOro AUCKYpPCY € TMM KOTHITMBHUM 6a3ncoMm, Ha
AKOMY BWOYOOBYETBCA MO0 KOMYHIKaTUBHO-MOBIEHHEBA Cknagosa. MopanbHO-eTUYHI
LiHHOCTI Gi3Hecy BXOAsTb OO Kora HaykoBWMX Mpobnem, siki BUBYAE OinoBa etuka (TK.
KoprnopaTuBHa eTuka), Lo € hOpMOI0 NpUKNagHoi abo NpodecinHoil eTukM K “doinocod-
CbKOroO BYEHHsI MPO Mopasb Ta HOPMU MOBELiHKU MoAuHK, cycninbHOT abo NpodecinHoi
rpynu” [1, c. 276]. | xo4a okpemi acnekT NPogeCinHOT €TUKM 3HANLLMKM BioOpaXKeHHs Lie
y npaui A.Cmita The Theory of Moral Sentiment (1759) [2], npoGnema MopanbHo-
€TMYHOI CKNagoBoi GisHecy Habyna ocobnMBOI akTyanbHOCTi 3 PO3BUTKOM E€KOHOMIYHMX
BiAHOCWMH Y Cy4YaCHOMY KaniTamiCTU4HOMY CycninbCTBi. TepMmiH Oinosa emuka Habys
nonynspHocTi y Cnonyyennx LTatax Ha noy. 70-x pp. MUHYMOro CTOMITTS, @ NPOTAroM
80—90-x pp. 3Ha4YHO BUpIC iHTEPEC i 40 caMOoro NOHATTA. AKWO nepLui nyonikadii 3 4inosoi
eTUKKN 3'aBUnmca Ha nodatky 80-X pp., TO CbOroAHi iX KifbKiCTb 3pOCTaE y reoMeTpUYHIl
nporpecii [3—13]. Mpun ubomy cnig 3ayBaxuTy, WO GiNbLUiCTb Nyonikavii Mae NpUKnagHUin
XapakTep, CTOCyluMCb TakvMx npobrem, sik BignosiganbHicTb GisHecy nepen cniBpobiT-
HVKamWu (cnpaBeaninBe CTaBlEeHHs Ta JOCTOMHa onnaTta npadi, XopoLUi yMoBW npadi, piBHi
MOXIMBOCTI AfS Kap’EPHOr0 3pOCTaHHs), akujioHepamu (OOCTOMHa BWHaropoda 3a
KaniTaroBHeCKW), KrieHTaMn (BUCOKa SKICTb Ta Ges3nedqHiCTb Mpoaykuii, peanbHa UiHa
ToBapy / mocnyru), AepXaBok (OOTPUMAHHS YMHHOMO 3aKOHOAABCTBA Ta PErynsTUBHUX
HOPM), CyCMiNbCTBOM (paujioHanbHe BUKOPWUCTaHHA MNPUPOAHUX pPecypciB, OXOpoHa
OOBKINNs Big LWKONMBMX Bigxogie BMPOOHMUTBA), L0 BPELT-pewT Mnpu3BoauTb A0
NO3UTUBHUX pPe3yrbTaTiB 0i3HECOBOI AiANbHOCTI, @ 3Ha4YMTb 30iNbLUEHHS i NPUOYTKOBOCTI.
BuwesragaHi npaui, Tak camo sk i nybnikauii, npucBaYeHi couianbHO-giNocodCHKUM
acnektaMm 6BisHecy [14—15], He 3adinaloTb NOro KOMYHIKAaTUBHO-OUCKYPCUBHI acreKT, LLO i
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€ MeTol AaHoi cTtatTi. [lo 3aBoaHb OOCHiMKeHHs1 OOnyvyaemo: 3a martepianamu Beb-
cantis 100 NpoBigHUX amMepUKaHCbKMX Ta BpUTaAHCLKMX Kopropauii po3butn Ha rpynu i
OaTn XapakTepucTUKy KOMMaHiaM 3a npodpinem iXHbOI AIANbHOCTI, Ha OCHOBI aHanisy
AokymeHTiB Annual Report Ta Mission Statement y3aransHUTW TXHIO MICilo Y CyCninbCTBi,
PO3rMsHYTU KOHLENTYanbHy aHTUTE3Y “CBOI — Yyxi” 3a MaTepianamu GisHec-nyonikauin B
[HTepHeTi.

Ha BaXnmBOCTi BUBYEHHST MOparibHO-eTUYHOI CKMagoBoi Bi3HeC-aMCcKypCy Harono-
WyoTb Taki gocnigHukuy, sk B. |. Kapacwuk i FO. B. JaHtowwuHa [16-17]. 3rigHo 3 B. |. Kapa-
CUKOM, MoOparibHO-eTUYHI LiHHOCTI Gi3Hecy po3pobnsitoTbCs AiNOBOK E€TUKOH, WO iX
penpes3eHTyloTb €TUYHI KOOEKCH, YTUNITapHi 3aknageHi y knwoyoBux, abo 6asoBux,
koHuenTax [16, c. 13]. 3a Bu3HayeHHaM PEC, mopanbHi UiHHOCTI — ue “1) ocMucneHi
MOparnbHOK CBIAOMICTIO, €ETUYHO OBrpyHTOBaHi HanexHi 4obpodecHOCTi 1 BigNoBiIgHi M
HOPMWU MNOBEAiHKK; 2) y3aranbHEHWA 3MICT OCHOBHUX ETUMHUX MOHATb | MNPUHUMNIB,
3) 6esnocepenHbO 3HauYYLL ANS NIOAVHU YHIBEpCanbHi 3pasku, BUMOrK, igeanun mopani,
AKi MaloTb CaMOCTIVHWUIA CTaTyC, CXBarnoTLCA CYCNifbHOK OYMKOH, 3HaX04sATb BTINIEHHS
B npasi, penirii, MmucTeuTsi, cpinocodii” [18, c. 708]. do uiHHiCHMX KaTeropin GisHec-auc-
KypCy HanexuTb: eKOHOMiYHuA [o6pobyT, opraHizauiiHa KynbTypa, MOpanbHO-eTUYHI
CTaHOapTM Ta HOpMW noBediHku B Gi3Heci, maTepianbHi nNpioputeTn Ta Makcumun. Ak
cnpaseanueo cteepmxye HO. B. daHowunHa, “dyHoamMeHTansHoW LiHHICTIO And cyyac-
Horo BisHec-guckypcy € maTepianbHWiA yeniX, 3aBAaHHAM — 3aKPiMneHHs iCHyoYoi Moaeni
po3noginy BnacHocTi, NpMbyTKy Ta pecypcis, a 3HauuTb i Bnagu” [17, c. 14].

3anexHo Big Npodpinto KoMNaHii BUOO3MIHIOITLCA | Ti LiHHICHI opieHTupun. Tak,
cepe aMepuKaHCbKMX Koprnopauin, Wo BeaylTb akTUBHWA Aianor 3 rpOMafChKiCTIO Y
BrnacHux Onorax, HO.B.[JaHiowurHa BuAinse: a) KOMNaHii-po3pobHMKM  iHdOpMaLLiiHO-
KOMYHiKaLiMHWUX TEXHOMOTiN, BUPOBOHMKN KOMM'IOTEPHOIO Ta KOMYHiKaLiMHOro obnagHaHHs
(TOOGTO BMPOBHUKN BUCOKOIHTENEKTYarnbHOrO MPOoAyKTy, ki 6e3nocepenHbO MoB'A3aHi 3
IHTepHeTOM), Hanp., Google; 6) KomMnaHii-BUPOOHMKM TOBapiB MacoBOro NonuTy (HeeniTHoi
Xi i HaNoiB Ta ririeHiYHO-KOCMETUYHOT Npoaykuii), Hanp., Coca-Cola; B) koMnaHii giHaHco-
BOro cekTopy, 6aHku, ocobnmBo Ti, WO peani3ytoTb CBOI TOBapu 4u nocryrn (xoda 6
YacTkoBO) Yepes IHTepHeT, Hanp., Bank of America; r) Benuki iHaycTpianbHi, MawnHoby-
aiBHi abo BuOoOyBHI Koprnopalii, Ski BeayTe CBOI Onorv wBeuale 3apagu Npectuxy,
Hanp., GE (General Electric) Ta ExxonMobil [17, c. 22]). Mn gony4aemo Ao uporo nepeniky
TaKoX [) CepBiCHi KOMMNaHii (roTenbHUA, TYPUCTUYHWUIA Ta pecTopaHHuii BisHec, koHcar-
TUHT, CTPaxXyBaHHS, IOPUONYHI NOCMYK); X) TPaHCMOPTHI KOMMaHii (NepeBe3eHHs Ta fnoric-
TUKa) Ta 3) KOMMaHil Mac-MefinHoro cekTopy (NpuBaTHi rasetw, >KypHanu, Tene- Ta
pagiokaHanu, iHTEpHET-BMOAHHS).

KoxxHa rpyna KOMMaHin KepyeTbCA CBOIMW BMAaCHUMW MOTMBaMW Ta LiHHICHUMM
opieHTupamm B Gi3Heci, ki BinobpaxatoTbes B i kpeno. Tak, I T-koMnaHii HaronoLwyoTe Ha
CBOIW NPOCBITHULLKIN Micii: Promoting nationally the contribution made by our members to
the next generation of young entrepreneurs through involvement in the education process
and work with young people in education (NFEA BP, 2009—10 // http://www.nfeo.com); At
Microsoft, diversity and inclusion are also core values and we are striving to be the
industry helping women and minorities realize their potential (MSFT AR, 2007 //
file://G:\microsoft\10k_sl_eng.html); Google’s mission is to organize the world’s
information and make it universally accessible and useful; creating a new clip culture
(Google MS // http://www.google.com).

"pyna komnaHin-B1MpoGHMKIB TOBapiB MAacoOBOro MONUTY Ta CMOXMBaHHSI MO3ULIIOHYE
cebe sk GnarogdiviHy ycTtaHoBy, WO 36inbluye obcsarv BUPOOHMLTBA He 3apagy BacHOro
30araveHHs1, a Ans nokpalaHHs xutta npoctux nogen: We help our customers to build
better communities, and leverage our size, scope and resources, to help make the world a
better place (McDonald’s AR, 2008 // http://www.mcdonaldsoffice.eu), abo onikyeTbca
ixHiM gobpobytom: Our customer service staff, in stores and in head office, are focused
on ensuring that we continue to make a positive contribution to consumer welfare in
Ireland (Tesco MS // http://www.tesco.ie).

pyna komnaHii ¢iHaHCOBO-BAHKIBCLKOrO CEKTOpY Haronowye Ha CBOIN Micil
3pobuTn nogen GaraTwmmMn (a2 3HauMTb, | LLACIMBILLMMK), MO3ULOHYtoUM cebe sK
GnarogivHi, a He KoMepLinHi opraHisauii: By striving to be best in everything we do, we
enrich the lives of those we serve (Washington Trust Bancorp, Inc. 2005 AR, p.5).
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IHOycTpianbHi, MawwmHOOyAiBHI Ta BWAODOYBHI kOMMaHii Mo3uLioHyOTE cebe sk
3axMCHUKM J0BKINMsA Ta 6opui 3 GigHicTio, ronoaom, NPMPOSHUMKN KaTacTpodamu, Hanp.:
Our aims are to prevent pollution, reduce carbon emissions, cut down waste and increase
the amount of certified, well-managed timber we buy (Travis Perkins EP //
http://www.travisperkins.co.uk).

CepBicHi koMMaHii anenolTe OO COMATUYHOI  cdoepy noauHK,  obiusoun
Haf3BMYaNHIi CMaKOBI Ta iHLWI 3a00BONEHHS, Hanp.: To be our customers’ favorite place
and way to eat; We make every customer in every restaurant smile (McDonald’s MS //
http://www.mcdonalds.com), To meeting customer needs through excellence in quality,
service and hospitality (Marriott MS // http://www.marriott.com), It has been and continues
to be, our responsibility to fill the earth with the light and warmth of hospitality (Hilton MS //
http://www.hilton.com), We love our guests to feel like family and our hotels to feel like
home (IHG AR // http://www.ihgplc.com).

TpaHcnopTHi KoMMaHii pobnaATb akUEHT Ha CNPUAHHI AUHAMIYHOCTI Ta MOBINbHOCTI
cyyacHoro cycninecTtea, Hanp.: Become the dominant player in commercial aircraft and
bring the world into the jet age (Boeing MS // http://retailindustry.about.com).

pyna koMnaHin Mac-MefiiHOro CeKTopy, y CBOK 4epry, Haronowye Ha Gnaro-
POJHIN Micii noegHyBaTK, iHdopMyBaTK Ta 30aradvyBaTu nogen ayxosHo: And as long as
we do, we will continue to do what we do best: connecting people all over the world,
creating choice where none exists, tailing on established competitors, and husbanding our
assets for new opportunities and challenges (News Corp AR, 2010 //
http://www.newscorp.com).

Ak 3aysaxye 0. B. [JaHowuWHa, akcionorivyHi uini aHrmOMOBHOMO MeEpEXeBOro
Bi3Hec-ancKypcCy BKNIOYalOTh Y cebe hopMyBaHHS NO3UTUBHOIO CTaBMEHHA Y CYCMiNbCTBI
0o (Benukoro) GisHecy / kanitany Ta MacoBe HacaXeHHS1 N MOCUNEHHS CroXMUBaLbKOT
dhinocodii [17, c. 13].

KoHuenTyanbHa aHTUTEe3a “cBoi — Yyxi” (SK i Y NONiTUMHOMY AMCKYPCi) Y CydacHOMY
aHrnomoBHoMy Gi3Hec-guckypci (CAB[1) HabyBae BNacHOro CMMUCIOBOrO HanoOBHEHHsI. Ha
npoaHanisoBaHOMy marepiani oiuiiH1X 3asB HaMu BusBMeHi Taki rpynu. [o kaTeropii

akuioHepiB, napTHepiB, iHBECTOpIB, NocTavanbHWKIB Ta KhieHTis, Hanp.: People working
together as a lean, global enterprise for automobile leadership, as measured by:
customer, employee, dealer, investor, supplier, Union / Council, and Community
Satisfaction (Ford MS // http:/retailindustry.about.com). [lo kaTeropii “4yxumx” noTpanns-
t0Tb KOHKYPEHTU Ta Ono3uLiiHO HanawToBaHa YacTuHa cycninbcTea — Big NPodCO3HNX
Ta rpoMafCbkux opraHisauinn 4o AepXXaBHUX aHTUMOHOMOSBHUX KOMITETIB Ta iHLWNX pery-
NATUBHO-HarNg4aLUbknx opraHie, Hanp.: With the above mentioned values in mind, we
plan to grow more rapidly, than our competitors... (Eastman Kodak MS //
http://manonmission.blogspot.com). Monsipu3adito NO3WLiA MiACUMINIOE KOHKYPEHTHa ©o-
poTb0a, fKa YacTo BEAETLCA HEYECHUMMN METOAAMMU, LLO 3acBiaYvyloTh CkaHaanu, nos’ssa-
Hi 3 npomucrioBuM LWMioHaxkeM, Hanp.. P&G’s Secret Operation: In late 2000, Cl
executives at P&G hired an independent contractor to spy on the company’s competitors
(esp. Unilever) in the hair care business. To gain access to such classified information,
espionage agents resorted to dumpster diving and also misrepresented themselves to
Unilever employees as market analysts and journalists [19].

Biarykn obypeHoi rpomMafcbKOCTi BUNMBAKOTECA B iHTEPHET-NyOnikauil, Wwo 3acy-
DXYHOTb HaB'A3yBaHHSA HE3I0POBOI idXi, KyNbTy CMOXUBAHHSA, HEBUOATNMBOTO CTUMIO XKUTTA
Ta ekcnnyaTauii HanMaHol npaui y Mepexax TopriBni Ta rpoMagcbkoro XapdyBaHHS:
McDonald’s — a place people go to get fat; an eating place that can give you malnutrition
and indigestion; the home of trash-eaters; the lowest common denominator (for eating
out); a lying, stupid, money-hungry fast food business [McDonald’s / UD //
http://www.urbandictionary.com]. £k ctBepakye GinbLicTb Biggigysavis (3 390 Bigrykis B
eneKkTpoHHOMY cnoBHuKy Urban Dictionary 34 — noautusHi, 10 — HenTpanbHi, 4 — no3u-
TUBHO-HEraTuBHi i 242 — HeraTueHI), MakgoHanbac — ue micue, ge nioav HabvpatoTb Bary,
XapuyloTbCs Bigxodamu y NnacTuKoBiv Tapi, OTPUMYIOTb XBOPODBK, MOro BiABIAYHOTb Ti, XTO
He 3Hae Kpalloro, e Mpu3BUYaloTb MOMOAb OO0 HE3OQOPOBOrO XapyyBaHHs, A€ 3aKiH-
YyOTb Kap'epy Ti, XTO NMOraHO BYMBCS B LUKOSI, | Ike € CTUMYNOM ANS CTyAEeHTIB oTpumaTu
BULLLY OCBITY.
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MopanbHo-eTU4HI  CTaHgapTM Ta HOpMU MoBefjiHkM B Gi3Heci HamaratoTbes
OOHECT! [0 LUMPOKOI rPOMaACLKOCTI BigoMi mignpuemui, GisHecMeHu-opraHisaTopy Ta
ynpaeniHuj, ekcrnepty, 6isHec-TeopeTrku Ta Bi3HeC-Typy y CBOIX CEHTEHUIsX, sk Hanp.: “If
you've got time to lean, you've got time to clean” (Ray Kroc); “It’s the little things that make
the big things possible. Take care of the little things every day’ (Viliard Marriott). XKagoby
HaXKMBW 3acyaxyloTb Bigomi nignpuvemui MeHpi ®opa Ta EHapto KapHeri: “Business that
makes nothing but money is a poor kind of business” (Henry Ford), “No idol is more
debasing than the worship of money” (Andrew Carnegie), Ha BianoBiganbHOCTI nepen,
cycninbCTBOM Haronollye TeopeTuk 6isHecy lMitep Opakep: “The purpose of business is to
serve society” (Peter Drucker), HaToMicTb komnaHia J&J y cBOeEMy kpeoo OA4HO3HaYHO
3agaBnge: “Business must make a sound profit’ (J&J MS // http://www.jnj.com).

Y coepi GisHecy nNobyTyOTb BiAOMI MakcMmu, LLO peryntooTe GisHec-noBediHKky Ta
BisHec-eTuKy, 3okpema: Knowledge and skills are the keys to success, Give a man bread
and feed him for a day, but teach him to farm and feed him for life, The Consumer is Boss,
Ray Kroc’s mantra: QSC and V (Quality, Service, Cleanliness, and Value) [22].

JliHrBOKOHU,ENTOCGEPY Cy4aCHOro aHrfoMoBHOIO BisHec-agucKypcy OpMYyHOTb:
MakpokoHLenT “business” (Bi3Hec, cnpasa), koHLenTn 6a3oBoro piBHsA “enterprise” (nig-
npuemHUUTBO), “trade” (Toprieng), “money” (rpouui), “management” (ynpasniHHs), cybop-
OVHAUiHI koHUenTn “company” (koMmnaHist), “work” (poboTa), “profit” (npubyTok), “financial
success” (piHaHcoBMI ycnix), “goods” (ToBap), “market” (pyHOK) Ta NOXigHWIA Bif HBOrO
koHUenT “marketing” (MapkeTuHr), po3poOEeHHIO AKOi MW i MraHyemMo MPUCBATUTU HaLli
noganbLui cTyaii.

Omxe, NpoBeaeHU aHani3 [03BOMMB 3pPOOUTU Taki BUCHOBKW: Ha TeMaTU4YHOMY
piHi ana CAB[l xapakrepHa nocuneHa couianbHa akueHTyauid. 3 TOYKKM 30py iX Kopno-
PaTUBHOI PUTOPUKM KOMMaHIT MOXXHa YMOBHO KracudpikyBaTy Ha: @) Taki, Lo BUpObNsioTh
BMCOKOIHTENEKTYanbH1N NpoayKT — iXHiM OQUCKypC nponarye rpoMagsHCbKe CycninbCTBO
Yyepes LUMPOKMI A0CTyn A0 iHdopMauii; 6) komnaHii ToBapiB MacoBOrO CMNOXMBAHHA —
po3BMBaloTb iNocoqito KOHC'IOMEPU3MY; B) KOMMaHIl (hiHAHCOBOrO CEKTOPY MponaryoTb
ineto wemuakoro 3daradeHHss; ) iHgycTpianbHi Ta BUOOOYBHI kopnopalii — nponarytoTb
6opoTbOy 3 BigHICTIO Ta TEXHOrEHHMMK KaTacTpod)amMu; I') cepBiCHI KOMNaHii anentoTb
00 coMaTM4HOI cdepn NoAMHK, 0BiLsIioTL HaA3BUYalHI CMaKoBI Ta iHLI 330BONEHHS;
[) TPAHCMOPTHI KOMMaHii aKUEeHTYI0Tb Ha AMHAMIYHOCTI Ta MOBINBHOCTI; XK) KOMNaHii Mac-
MeZINHOro CeKTopy HaromnoLyTb Ha GnaropodHin Micii noegHysaTtu, iHdopMyBaTh Ta
36aravyBaTtu Nogen LyXOBHO.

AkcionorivHa meta CAB[l nonsrae y dopmMyBaHHi MO3UTUBHOIO CTaBIEHHSA Cy-
cninsctBa [0 Benukoro 6GisHecy i nponaryBaHHA dpinocodpii  KOHC'loMepuamy, siKi
npeacTaBneHi B 3aByanboBaHin opMi i nogatTbes 9K iHTepecu cycninbcTea. laeonorisa
CAB[] BMpI3HAETECA Yy KOHLENTYyarnbHIi aHTUTESI “CBOI — YyXi”, AKka aKkTyarni3yeTbCs Takox
y ApPIGHIWMX onosuuisix: “poboTodaBelb — MPauiBHUK’, “HavanbHWK — Mignernun’,
“BUPOBHUK — cnoxwmBay’”.
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