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O‘ZBEK TURIZM SANOATIDA INGLIZ TILIDAGI MULOQOTNING MADANIYATLARARO PRAGMATIK
XUSUSIYATLARI
Annotatsiya

O‘zbekistonda turizm sohasining jadal rivojlanishi mahalliy turizm mutaxassislari va xorijiy sayyohlar o‘rtasidagi madaniyatlararo
mulogotni sezilarli darajada kuchaytirdi. Ingliz tili mehmonxonalar, gidlik xizmatlari, transport va mijozlar bilan mulogotda asosiy
aloga vositasiga aylandi. Ushbu tadqiqot O‘zbekiston turizm sanoatida ingliz tilidagi muloqotning madaniyatlararo pragmatik
xususiyatlarini o‘rganadi. Tadqiqotda xushmuomalalik strategiyalari, mehmondo‘stlik diskursi, bilvosita ifodalar, nutq aktlari
hamda o°zbek turizm xodimlari va xorijiy sayyohlar o‘rtasida yuzaga keladigan pragmatik tushunmovchiliklar tahlil gilinadi.
Tadgigot davomida intervyu, so‘rovnoma va diskurs tahlili kabi sifat va miqdoriy metodlardan foydalanildi. Shuningdek, tadqiqot
o‘zbek tilidan ingliz tiliga pragmatik ko‘chish natijasida yuzaga keladigan muammolarni aniqlaydi va turizm ta’limida
madaniyatlararo pragmatik tayyorgarlikning muhimligini ta’kidlaydi.

Kalit so‘zlar: madaniyatlararo pragmatika, turizm diskursi, ingliz tilidagi muloqot, O‘zbekiston turizm sanoati, xushmuomalalik
strategiyalari, nutq aktlari, madaniyatlararo kompetensiya, mehmondo‘stlik tili, pragmatik transfer, turizm lingvistikasi.

MEXKYJIbTYPHBIE IPATMATHYECKHAE OCOBEHHOCTH AHI'JIMMCKOM KOMMYHHMKAILIAY B
TYPUCTUHYECKOM UHAYCTPUU Y3BEKHCTAHA
AHHOTALHSA

CTpeMUTENbHOE Pa3BUTHE TYPUCTUYECKOW OTPACId B Y30EKHUCTaHE 3HAYHUTEIHHO YCHJIMIO MEXKKYIBTYPHYI) KOMMYHHKAITUIO
MEXIY MECTHBIMH CICIIUATIMCTAMH TYPHUCTHUCCKOW cepbl M MHOCTPAHHBIMH TYPUCTAMH. AHTJMHCKUI S3bIK CTal OCHOBHBIM
CPEACTBOM OOIICHUS B TOCTHHHIAX, SKCKYPCUOHHBIX yCIIyraX, TPAHCIIOPTHOM cepe W B3aMMOJCHCTBHU C KIHeHTaMu. J[aHHOE
HCCIICIOBaHNE PACCMATPUBACT MEKKYJIBTYPHBIC MparMaTHYeCKUe 0COOCHHOCTH aHTIIMICKON KOMMYHHKAIUH B TYPUCTUYECKOU
uHAyCTpuu Y30ekucTaHa. B paboTe aHAMM3HMPYIOTCS CTPATETHH BEXIUBOCTH, JUCKYPC TOCTEIPHUAMCTBA, KOCBEHHBIE (OPMBI
OOIIEHUsI, PEYEBBIe aKThI, & TAKXKE PArMaTHIECKHe HEAOMOHUMAHMSI, BO3HUKAIOINE MEXKTY y30eKCKUMU pabOTHUKAMU TypH3Ma
Y MHOCTPAHHBIMHU TYpUCTaMH. B Mcclie10BaHNY HCIOIB30BATNCH KAYECTBEHHBIE M KOJIMYECTBEHHBIE METO/IbI, BKIIIOYAsi HHTEPBBIO,
AHKETHPOBAHUE U JUCKypC-aHann3. Taxke BBISIBISIOTCS TPYAHOCTH, BHI3BAHHBIE IPArMATHYECKUM [IEPEHOCOM C Y30EKCKOTO SI3bIKa
Ha aHTJIHUCKUN, W TOAYEPKUBACTCS BAXKHOCTh MEXKKYJIBTYPHOH MparMaTHUecKOd MOATOTOBKH B CHCTEME TYPHCTHUECKOTO
o0pa3oBaHus.

KnwoueBble cjioBa: MEXKYJIbTYpHas NparMaTtuka, TYPUCTHYCCKUN MUCKYPC, AQHTIIHICKas KOMMYHHUKAIWS, TypHCTHUCCKAs
HUHIYCTPUST Y30CKUCTaHA, CTPATETHH BEXKIIMBOCTH, PEUCBBIC AKTHI, MEXKKYJIbTypHAas KOMIETCHIIMSA, A3bIK TOCTEIPHHMCTBA,
MparMaTHYeCKUii IePeHOC, IMHTBUCTHKA TYPH3Ma.

INTERCULTURAL PRAGMATIC FEATURES OF ENGLISH COMMUNICATION IN UZBEK TOURISM
INDUSTRY
Annotation
The rapid growth of tourism in Uzbekistan has increased intercultural communication between local tourism professionals and
foreign visitors. English has become the main language used in hotels, guiding services, transportation, and customer interaction.
However, effective tourism communication requires not only grammatical knowledge but also intercultural pragmatic competence.
This study investigates the intercultural pragmatic features of English communication in the Uzbek tourism industry. The research
analyzes politeness strategies, hospitality discourse, indirectness, speech acts, and pragmatic misunderstandings between Uzbek
tourism workers and foreign tourists. Qualitative and quantitative methods, including interviews, questionnaires, and discourse
analysis, were employed. The study also identifies challenges caused by pragmatic transfer from Uzbek into English and highlights
the importance of intercultural pragmatic training in tourism education.
Keywords: intercultural pragmatics, tourism discourse, English communication, Uzbek tourism industry, politeness strategies,
speech acts, intercultural competence, hospitality language, pragmatic transfer, tourism linguistics.

Introduction. Globalization has made tourism a major ~ marketing have driven tourism growth, increasing the

arena for international exchange, where communication affects
tourist satisfaction, cultural understanding, and economic
outcomes. English functions as the dominant international
language in tourism services, including hotel operations,
transport, travel agencies, and tour guiding. Uzbekistan’s rich
historical heritage, Silk Road sites, Islamic architecture, and
cultural traditions have recently attracted more international
travelers. Reforms such as visa liberalization and enhanced

- 362 -

frequency and complexity of interactions between Uzbek
tourism professionals and foreign visitors. Although English
instruction has improved, many communication breakdowns in
tourism are pragmatic and intercultural rather than strictly
grammatical. Tourism workers may possess adequate
vocabulary and grammar yet struggle to use language in ways
that align with foreign visitors’ cultural expectations.
Differences appear in politeness conventions, requests,
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refusals, apologies, compliments, and hospitality routines.
Intercultural pragmatics examines how speakers from different
linguistic and cultural backgrounds use language, focusing on
speech acts, politeness strategies, context-sensitive meanings,
cultural values, and communicative intentions. In tourism,
intercultural pragmatic competence is critical because
communication directly shapes customer experience and the
destination’s international reputation. Uzbek communicative
norms traditionally emphasize hospitality, respect for others,
collectivism, and a degree of indirectness. While such values
foster warm relations, literal transfer of Uzbek pragmatic norms
into English can produce misunderstandings or pragmatic
failures. This study investigates how intercultural pragmatic
features manifest in English used by Uzbekistan’s tourism
workforce, with attention to pragmatic transfer, politeness
strategies, speech acts, and adaptation efforts by professionals.

Research Problem. Despite rising English proficiency
among Uzbekistan’s tourism personnel, intercultural pragmatic
skills remain underdeveloped. Tourism workers often find it
difficult to adjust communicative behavior to meet international
norms, and pragmatic misunderstandings can harm tourist
experiences and professional interactions. Research specifically
focused on intercultural pragmatics in the Uzbek tourism
context is scarce. Prior work has largely addressed grammar,
vocabulary learning, or general tourism English instruction.
This study fills that gap by examining pragmatic aspects of
English communication in Uzbek tourism encounters.

Research Questions. The study seeks to answer the
following questions:

What intercultural pragmatic features characterize
English communication in the Uzbek tourism industry?

How do Uzbek cultural norms influence English
communication strategies?

What types of pragmatic misunderstandings occur most
frequently?

How do foreign
communication in Uzbekistan?

What methods can improve intercultural pragmatic
competence among tourism workers?

Significance of the study. This research contributes to
applied linguistics, intercultural communication, tourism
studies, and pragmatics. It provides practical guidance for
tourism education programs, language instructors, tour guide
training centers, and hospitality management institutions
operating in Uzbekistan.

Literature review. Intercultural pragmatics is an
interdisciplinary field integrating pragmatics, sociolinguistics,
intercultural communication, and applied linguistics.
Foundational work by Brown and Levinson (1987), Thomas
(1983), Leech (1983), and Kasper (1992) highlights the role of
pragmatic competence in effective communication. Brown and
Levinson’s politeness theory distinguishes positive and
negative face and explains how speakers select strategies to
preserve social harmony, with cultural variation influencing
preferences for directness, indirectness, and social distance.
Thomas (1983) described pragmatic failure, differentiating
pragmalinguistic from sociopragmatic failure; pragmatic
failure often stems from transferring native cultural norms into
a foreign language context. Studies of tourism discourse
indicate that hospitality communication is shaped by cultural
expectations. Jaworski and Pritchard (2005) describe tourism
language as combining persuasion, politeness, friendliness, and
service-oriented expressions. Research from Asian and Middle
Eastern tourism contexts shows that collectivist cultures
frequently favor indirect requests, affective hospitality
expressions, and relationship-focused communication - patterns
that align with Uzbek communicative norms. Few studies,

tourists  perceive  English
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however, specifically examine intercultural pragmatic features
of English in Uzbekistan’s tourism sector. This study extends
the literature by centering Uzbekistan as an emergent
international destination.

Methods. This study employed a mixed-method
research design combining qualitative and quantitative
approaches. The combination of methods enabled a
comprehensive  analysis  of intercultural  pragmatic
communication patterns.

The participants included:

40 Uzbek tourism professionals

15 tour guides

10 hotel receptionists

8 travel agency employees

7 restaurant service workers

35 foreign tourists visiting Uzbekistan

Participants were selected from tourism centers in
Tashkent, Samarkand, Bukhara, and Khiva.

Data Collection Methods

1. Questionnaires

Questionnaires were distributed among tourism
workers and foreign tourists to identify communication

challenges, politeness  preferences, and intercultural
perceptions.
2. Interviews

Semi-structured interviews were conducted with
tourism  professionals  regarding  their  experiences
communicating with foreign visitors.

3. Discourse Analysis

Authentic  tourism
including:

hotel conversations

tour guiding discourse

restaurant communication

customer service interactions

4. Observation

Participant observation was conducted in hotels,
airports, tourist attractions, and restaurants.

Data Analysis

The collected data were analyzed using:

thematic analysis

pragmatic discourse analysis

frequency analysis

intercultural communication frameworks

Speech acts, politeness strategies, and pragmatic
transfer examples were categorized and interpreted.

RESULTS. The study identified several intercultural
pragmatic features characteristic of English communication in
Uzbek tourism contexts.

1. Hospitality-Oriented Communication

Uzbek tourism workers frequently used emotionally
warm expressions such as:

“You are our guest.”

“Welcome to Uzbekistan.”

“Please eat more.”

“Our home is your home.”

These expressions reflected Uzbek hospitality culture.

2. Indirect Requests

Many tourism workers preferred indirect requests
influenced by Uzbek politeness norms.

Examples included:

“Maybe you can wait little.”

“If possible, you sign here.”

Indirectness was perceived positively in Uzbek culture
but occasionally created ambiguity for foreign tourists.

3. Extensive Use of Honorific Politeness

Workers frequently used:

interactions were analyzed,
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sir Direct translation from Uzbek into English caused
madam pragmatic deviations.
dear guest Examples:
sometimes excessively, reflecting respect-oriented “Have you eaten?” used as greeting

Uzbek communication culture.
4. Pragmatic Transfer

“Why you don’t take tea?” perceived as pressure
“Sit-sit” repeated invitations

These expressions reflected cultural hospitality but sometimes confused tourists. Survey findings revealed:

Communication aspect Positive response
Friendliness 92%
Hospitality 95%
English clarity 71%
Professional politeness 83%
Communication comfort 78%

Most tourists appreciated warmth and friendliness but
noted occasional communication misunderstandings.

The study identified frequent misunderstandings in:

refusals

requests

time expressions

personal questions

service expectations

Some foreign tourists perceived repeated offers as
insistence rather than politeness.

Discussion. The results show that Uzbek cultural
values significantly influence how English is used in tourism
settings. Hospitality, collectivism, respect, and interpersonal
warmth are prominent pragmatic features. The research aligns
with Brown and Levinson’s view that politeness strategies vary
by culture. In Uzbek tourism interactions, positive politeness —
expressed through closeness, emotional warmth, and personal
involvement - is especially important. However, pragmatic
transfer can cause problems. Service staff often apply Uzbek
communicative habits directly when speaking English.
Although these utterances are grammatically correct, they may
not match international pragmatic norms. The study also
supports Thomas’s idea of pragmatic failure: many
misunderstandings arose not from grammatical mistakes but
from sociocultural differences in how politeness and intent are
interpreted. Notably, tourists tended to rate Uzbek
communicative behavior favorably because of its sincerity and
hospitality. Thus, the aim should be to build intercultural
flexibility rather than to remove Uzbek cultural identity. The
study recommends that tourism English curricula in Uzbekistan
include:

« intercultural communication training

* instruction on speech acts

* role-play simulations

* pragmatic-awareness exercises

« practice with authentic tourism discourse

Conclusion. This study examined how intercultural
pragmatics shape English communication within Uzbekistan’s
tourism sector and found that cultural values strongly guide
how tourism professionals interact. Results show that Uzbek

norms shape the English used by tour guides, hotel staff,
restaurant workers, and other tourism employees when they
speak with international visitors. Communication often features
hospitality-focused discourse, indirectness, warmth, sincerity,
and respect-driven politeness strategies that mirror traditional
Uzbek values and social etiquette. Staff regularly try to foster
friendly, welcoming encounters through caring language,
generous hospitality, and culturally respectful interaction
patterns.

The research also found that pragmatic transfer from
Uzbek into English can sometimes cause misunderstandings in
intercultural exchanges. Specific expressions, politeness
conventions, indirect requests, compliments, or other culturally
rooted speech behaviors may not be interpreted by foreign
tourists as intended. Differences in expectations about
communication between Uzbek speakers and international
visitors can create challenges in requests, refusals, greetings,
and service interactions. Still, these pragmatic traits also help
convey the distinctiveness and authenticity of Uzbek hospitality
within tourism communication.

The study concludes that effective communication in
tourism requires more than grammatical and linguistic
knowledge: it demands intercultural pragmatic competence.
Accordingly, tourism education and professional training
should include  pragmatic  awareness, intercultural
communication skills, and opportunities for authentic
communicative practice to raise the standard of English
communication in tourism contexts.

As Uzbekistan grows as an international destination,
bolstering intercultural communicative competence among
tourism personnel will be increasingly important for
professional performance, customer satisfaction, and the
nation’s global reputation. Strong intercultural communication
can improve tourist experiences, encourage positive cultural
exchange, and enhance Uzbekistan’s image as a hospitable,
culturally rich destination. Integrating intercultural pragmatics
into tourism training is therefore a key step toward
strengthening the effectiveness and competitiveness of
Uzbekistan’s tourism industry on the world stage.
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