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TOURISM INDUSTRY TRANSFORMATION THROUGH THE LENS OF ENGLISH-
LANGUAGE BORROWINGS IN CONTEMPORARY TOURISM TERMINOLOGY

Abstract. The transformation of the tourism industry is accompanied by changes in the
organization of travel, the production of tourism services, and interactions among market
participants. These processes are reflected in professional terminology, much of which is developed
and disseminated through English. This study aims to systematize English-language terminological
units in contemporary tourism and explain their relationship with key areas of industry
transformation. It adopts a theoretical and analytical design combining conceptual synthesis of the
literature, terminological comparison, and thematic classification. The material comprises scholarly
publications, international tourism documents, and a purposively compiled analytical list of 90
English terminological units. The list is used to systematize concepts and is not treated as a
representative corpus of Russian-language usage. Direct borrowing, calquing, descriptive
translation, and the use of international abbreviations are distinguished. Six interrelated areas of
terminological renewal are identified: digitalization, changing tourist behavior, diversification of
accommodation and services, sustainable development, marketing transformation, and the
development of platform business models. The study proposes a classification linking terms to the
industry changes they denote and a conceptual model connecting transformative factors, new
practices, their naming, and cross-linguistic adaptation. The diagnostic value of terminology depends
on the specificity of the practice denoted rather than the foreign form of the word. The existence of a
term does not, by itself, establish the extent to which the corresponding phenomenon has spread. The
theoretical contribution lies in integrating industry and terminological analysis. Practical
applications include professional education, multilingual glossaries, tourism product development,
and communication materials.

Keywords: tourism terminology, tourism industry, English-language borrowings, tourism
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Contemporary tourism is changing simultaneously at technological, organizational, and social
levels. Digital services are integrated into information searches, booking, payment, service delivery,
and travel evaluation. Platforms connect tourists with service providers, while user ratings contribute
to trust. The spread of remote work enables trips that combine professional activity with leisure.
Environmental and social responsibility requirements are changing the criteria used to assess
destination development. As a result, individual tools are changing alongside the ways tourism value
is created, distributed, and perceived [1-4].

In this study, industry transformation is understood as a change in the relationships among
tourists, services, technologies, providers, and places. This approach distinguishes transformation
from a simple expansion of the product range. For example, selling an existing hotel room through a
website changes the distribution channel. The development of platform-based accommodation affects
the composition of providers and the mechanisms of trust and intermediation. A trip that allows
regular remote work changes requirements for space, length of stay, and daily routines. The
differences between these processes are essential to interpreting the terms that denote them.

The globalization of tourism communication facilitates the transfer of professional designations
across languages. English units are used in research, international documents, platform interfaces,
and marketing materials. Different forms of transfer perform different functions: some provide
concise names for new products, others describe technological procedures, and others introduce
management problems into professional discussion. Terminological renewal therefore constitutes a
distinct aspect of tourism industry change.

Research problem and gap

The concepts glamping, staycation, bleisure, workation, overtourism, travel tech, digital nomad,
and smart tourism belong to different areas of tourism activity. They share the capacity to denote
changes in products, behavior, infrastructure, or management. However, an English expression
cannot automatically be considered a borrowing in Russian. Translation, professional adoption,
competition among variants, and semantic clarification intervene between international naming and
establishment in the receiving language.

The relationship between tourism neologisms and innovation has already been examined by T.
Orel Frank [5]. Accordingly, the research problem is not to discover a previously unknown
relationship between language and tourism. It is to develop a more differentiated explanation of that
relationship: which industry changes new vocabulary denotes, how terms operating at different levels
can be compared, and under what conditions terminological renewal can serve as an indicator of
transformation. Existing approaches to tourism neologisms need to be supplemented with analysis of
digital ecosystems, hybrid mobility, platform intermediation, and sustainable management.

A further difficulty concerns the conflation of genuinely new concepts with established
procedures. Check-in, check-out, and overbooking did not emerge as a result of recent digital
developments. Their inclusion in a contemporary terminological system is justified only when
changes in the operations they denote are explained. Conversely, a new marketing label does not
necessarily indicate structural innovation. These considerations require analytical criteria that prevent
linguistic novelty from being equated with industry novelty.

Aim objectives and research questions

The study aims to identify and systematize English-language terminological units in
contemporary tourism and determine their conceptual relationship with the principal areas of tourism
industry transformation. Within the Russian-language context of the original article, particular
attention 1s paid to how these units are rendered and to the distinction between an English designation
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and a borrowing.

The objectives are to identify areas of industry change; explain the role of English in
international tourism communication; compile an analytical list of terms; compare their meanings
and thematic affiliations; develop a classification and conceptual model; and determine the
opportunities and limitations of applying the findings in practice.

RQI1. Which transformative processes in the contemporary tourism industry are most clearly
reflected in the English-language terminological units examined?

RQ2. Which thematic groups of terms are associated with digitalization, changing tourist
behavior, sustainable development, and new business models?

RQ3. How are industry changes related to the renewal of the professional conceptual and
terminological apparatus and its cross-linguistic transfer?

Literature review

Main areas of tourism transformation

Digital tourism research examines technologies in relation to information flows, tourist
experiences, and management. In the smart tourism concept, data become a resource for interaction
among tourists, businesses, and destinations [1]. Studies of tourism technology development identify
a transition from information provision to more complex forms of automation and personalization
[2]. Reviews of this research reveal diverse objects of analysis, including tourist behavior, service
innovation, and organizational decisions [6]. Digital transformation thus encompasses several
industry levels and cannot be reduced to the availability of online booking.

Subsequent conceptual developments extend the technological perspective to artificial
intelligence and virtual environments [4, 7]. These studies are relevant here as evidence of changes
in the range of professional concepts. However, the development of a research concept is not
equivalent to widespread implementation of the corresponding solutions. Terminology may describe
an established practice, an individual experiment, or a prospective model. These statuses must be
distinguished when moving from publication analysis to conclusions about market conditions.

The COVID-19 pandemic has been examined in studies addressing changing industry priorities,
digital interaction, and opportunities to reconsider the tourism model [3, 8-10]. These publications
help account for the influence of external shocks on professional discourse. Nevertheless, a crisis
does not automatically produce a transition to a sustainable system. For terminological analysis, this
implies that growing attention to a concept may reflect the need for change rather than its completion.

Research on mobility and remote work addresses digital nomadism and hybrid travel [11-14].
It thereby qualifies the view of tourists as people who temporarily separate leisure from work.
Accommodation and services during such trips may be evaluated in relation to work requirements.
However, a mobile worker does not always meet the statistical definition of a tourist. International
tourism definitions remain important for distinguishing travel, residence, and migration [15].

Another research strand concerns sustainable development and tourism impact management.
The conceptualization of overtourism shifts attention to the consequences of tourism pressure [16,
17]. Reviews demonstrate the long history of sustainable tourism research [18], while studies of
regenerative approaches broaden discussion of tourism's role in local development [19]. The
associated vocabulary should therefore be viewed as part of a change in the criteria for industry
success rather than as a set of new leisure activities.

Formation of tourism terminology

Tourism terminology brings together concepts from transport, accommodation, services,
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economics, marketing, destination management, and digital technologies. Its interdisciplinary
character explains the presence of terms adopted from neighboring fields. For example, dynamic
pricing relates to price management, chatbot to digital communication, and carbon footprint to
environmental impact assessment. In tourism, these concepts acquire a specific domain reference
while retaining links to their original fields.

M. T. Cabré's terminological approach makes it possible to relate a designation to its concept
and the conditions of specialized communication [20]. This relationship is particularly important in
tourism: the same unit may be used with different levels of precision in a scholarly text, a contract,
and an advertisement. A service name becomes an effective professional communication tool when
participants understand its essential features and its differences from related services. A list of foreign
words without conceptual definitions is therefore insufficient for industry systematization.

Studies of variation in tourism terminology emphasize register and usage context [21]. In
practice, this requires distinguishing scholarly categories, professional designations, and advertising
labels. Smart tourism may function as a management concept, whereas the use of smart in the name
of a hotel package does not establish the existence of such a system. Similarly, green hotel requires
clarification of the property's environmental characteristics; an advertising epithet cannot replace
verifiable criteria.

English as a channel for the international dissemination of concepts

The role of English in tourism terminology is explained by its use in international scholarly and
professional communication, the spread of digital interfaces, and the cross-border nature of tourism
services. This does not imply that all tourism concepts originated in English-speaking settings. The
article distinguishes word origin, the language of international dissemination, and the language of
local usage. This distinction is particularly important for units formed from international components.

Cross-linguistic transfer may preserve the English form, adapt it graphically and grammatically,
translate its components, or describe the concept in the receiving language. Glamping is rendered as
«rMmOuHry; digital nomad may be rendered as «udpoBoit koueBHUK»; and online booking as
«OHJIaltH-OpOHMpOBaHUE» Or «OpoHUpoBaHUe uepe3 uHTepHeT». These methods are not linguistically
interchangeable, although they may denote closely related industry processes.

The convenience of an English abbreviation does not remove the need to explain its meaning.
OTA denotes an online travel agency, and UGC denotes user-generated content. Professional brevity
is useful among specialists; in tourist-facing materials, an unexplained abbreviation may hinder
understanding. International terminological compatibility should therefore be combined with
functional clarity in local communication.

Terminological renewal and industry change

This study combines two analytical perspectives. The first explains changes in tourism products
and market organization. The second examines how the corresponding concepts are designated and
transferred. Studies of neologisms provide a basis for this combination [5], while conceptual article
methodology supports the transition from a literature review to a typology and a model of
relationships [22, 23].

The proposed position is that a term mediates between changes in practice and their professional
conceptualization. A new service requires a distinctive name; dissemination of that name facilitates
comparison among offerings; and clarification of its definition helps incorporate the service into
educational materials and management decisions. However, the sequence may vary. A practice
sometimes exists before a stable name emerges, while a marketing label may precede the development
of a distinct product.
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Terminological analysis can therefore reveal areas of conceptual restructuring in tourism, but it
cannot replace research into the prevalence of services, tourist flows, or economic effects. This
distinction underpins the research design and interpretation of the findings.

Materials and methods

Research design

The study employs a theoretical and analytical design aimed at systematizing contemporary
tourism terminology and relating it to major transformations in the tourism industry. The
methodology combines conceptual synthesis, thematic classification, and explanatory modelling,
with emphasis on semantic and conceptual relationships rather than term frequency. The
methodological approach draws on principles of conceptual research and literature review as a
research method [22, 23].

Literature was purposively selected across six areas: digital tourism, changing tourist behavior
and hybrid mobility, accommodation and services, sustainable tourism, tourism marketing, and
platform business models. Search terms included smart tourism, tourism transformation, digital
nomad, workation, glamping, overtourism, tourism terminology, tourism neologisms, and sharing
economy. Sources were included when they provided a relevant conceptual definition, explained an
industry mechanism, or contributed to the systematization of tourism concepts. Priority was given to
scholarly publications and documents of international organizations. Earlier studies were used for
conceptual foundations, while publications from 2020-2025 supported the analysis of contemporary
transformations.

Material and scope of analysis

The material consists of scholarly publications, international tourism documents, and an
analytical list of 90 English-language terminological units presented in Table 1. The units were
distributed across six thematic groups, with 15 terms in each group. Equal group size was used for
analytical organization and does not indicate the relative prevalence of these categories in
professional discourse.

The list includes terms denoting tourism practices, technologies, services, product types,
interaction models, and management issues. Units were selected according to their relevance to
identifiable changes in tourism activities and industry organization. Both relatively recent terms and
established concepts with changing forms of implementation were included.

The unit of analysis is the relationship between a terminological designation, its conceptual
meaning, the tourism practice it denotes, and the corresponding area of industry transformation.
Russian equivalents of English terms are examined as forms of cross-linguistic adaptation. The
variants presented in Table 2 are treated as working equivalents rather than frequency-based or
normative dictionary forms.

Selection criteria and procedure

The analysis was conducted in four stages. First, six thematic areas of tourism transformation
were identified from the literature. Second, relevant English-language terminological units were
selected and assigned to these areas. Third, related concepts were compared to clarify their meanings
and identify conceptual overlaps. Fourth, the results were integrated into a thematic classification and
conceptual model.

Conceptual differentiation was guided by five questions: (1) what does the term denote; (2)
which tourism practice, resource, or relationship does it describe; (3) whether it primarily concerns
the tourist, service provider, or destination; (4) how the practice differs from established forms of
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tourism activity; and (5) how the English term can be rendered in Russian.

Each unit was assigned to one primary thematic group according to its dominant function. For
example, mobile check-in was classified under digitalization, check-in under accommodation and
service processes, and OTA under platform business models. Conceptual overlaps were considered
during interpretation, but terms were not duplicated across groups.

Methods and credibility

Theoretical analysis was used to identify major areas of tourism transformation, conceptual
analysis to clarify the meanings and boundaries of terms, terminological comparison to examine
English designations and their Russian equivalents, and thematic classification to organize the 90
units. Comparative analysis was applied to closely related concepts, including bleisure, workation,
and digital nomadism.

Transparency is ensured through presentation of the complete analytical list, explicit
classification criteria, and literature foundations. The study is based on purposive conceptual selection
and does not measure term frequency, establish normative linguistic status, or test causal
relationships. No survey, experiment, statistical analysis, or independent coding was conducted. The
findings should therefore be interpreted as a theoretically grounded systematization of relationships
between terminological change and transformations in contemporary tourism.

Findings of the theoretical and analytical study

Digital transformation of tourism services

Three levels of tourism digitalization can be distinguished: transaction organization, service
interaction, and data integration. The first includes online booking and e-ticketing; the second
includes mobile check-in, self check-in, and chatbots; and the third covers smart tourism, smart
destinations, big data analytics, and recommender systems. Together, these concepts demonstrate
how digitalization changes service access, delivery, and decision-making.

Online booking enables tourists to reserve services remotely, compare available options, and
complete purchases without visiting a physical office. It primarily reflects a change in the distribution
process, while its broader market significance depends on who controls the booking channel,
customer data, and conditions of interaction.

Mobile check-in and self check-in reflect changes in the distribution of functions between
tourists and service providers. Mobile check-in identifies the communication channel, whereas self
check-in refers to the independent completion of the procedure by the customer. Thus, self check-in
may be performed through either a mobile application or a fixed terminal.

Smart tourism represents a broader level of digital transformation involving interconnected
technologies, data, management systems, and tourist experiences [1, 6]. Its significance lies not in the
presence of individual digital tools but in their integration into destination management and service
delivery.

Artificial intelligence introduces a further stage of digital transformation by changing tourism
search, recommendation, personalization, and decision-support processes [4, 7, 24]. Terms associated
with Al therefore reflect the increasing role of automated and data-driven technologies in tourism
services.

New patterns of tourist behavior

The behavioral group reflects changing relationships among travel, leisure, work, time, and
place. Staycation, bleisure, workation, and digital nomad describe different forms of mobility and
tourism consumption that have emerged or gained prominence alongside changes in lifestyles and

158



Bulletin of the IUTH, Volume 3(13), 2026

working practices.

Staycation refers to leisure undertaken at home or close to a person's usual place of residence.
It creates opportunities for local recreation and short-distance tourism products, although activities
within the usual environment do not always meet statistical definitions of tourism [15]. The concept
is therefore particularly useful for analyzing changing patterns of leisure consumption.

Bleisure combines a business trip with leisure activities, whereas workation involves working
remotely while staying in a destination associated with recreation or travel. The distinction has
practical implications for tourism products: business travelers extending a conference trip require
different services from remote workers combining employment with a longer stay.

Digital nomad refers to a lifestyle characterized by remote work, mobility, and relative
independence from a fixed workplace [11-13]. This group may generate demand for extended
accommodation, reliable digital infrastructure, flexible services, and opportunities for social
interaction.

These concepts demonstrate the growing temporal and functional hybridization of travel.
Traditional distinctions between work, leisure, and tourism are becoming more flexible, requiring
tourism businesses to consider duration of stay, work schedules, connectivity, accompanying persons,
and combinations of professional and recreational activities.

Diversification of accommodation and services

Contemporary accommodation terminology includes both new forms of stay and terms
describing service operations. Glamping, coliving, and homestay refer primarily to accommodation
formats, while check-in, check-out, upgrade, and overbooking describe operational processes.

Glamping combines accommodation in a natural setting with an increased level of comfort. Its
tourism product includes the natural environment, accommodation facilities, equipment, and
associated services [25]. The concept reflects the diversification of accommodation demand,
particularly the combination of nature-based experiences with comfort.

Coliving emphasizes shared living spaces and communal facilities and is often associated with
longer stays and remote work. Homestay, by contrast, refers to accommodation within a host's
domestic environment. These terms reflect diversification not only in physical accommodation but
also in patterns of interaction between guests, hosts, and other residents.

Operational terminology has also developed alongside technological change. Check-in may
now be mobile, automated, or contactless; upgrade describes movement to a higher service category;
and overbooking refers to confirmed reservations exceeding available capacity. Such terms
demonstrate how established hotel operations are being adapted to new technological and commercial
conditions.

Accommodation terminology therefore develops in two main directions: the emergence of new
product formats and the transformation of established service procedures. Both processes influence
service design, staff competencies, and customer experience.

Sustainable development and new tourism practices

The terminology of sustainable tourism reflects increasing attention to the environmental and
social consequences of tourism development. Responsible tourism, carbon footprint, overtourism,
slow tourism, green hotel, eco-lodge, and regenerative tourism represent different aspects of this
transformation.

Overtourism describes excessive tourism pressure and its negative consequences for
destinations, local residents, and visitors [16, 17]. Unlike simple growth in tourist numbers, the
concept draws attention to spatial concentration, pressure on infrastructure, resident perceptions, and
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the quality of visitor experience.

Slow tourism emphasizes a slower and more place-oriented form of travel [26, 27]. It may
involve fewer destinations, longer interaction with particular places, greater engagement with local
culture, and alternative transport choices. Its significance lies in the character of the tourist experience
rather than simply in trip duration.

Green hotel and eco-lodge reflect the growing environmental orientation of accommodation
services. Their practical meaning depends on identifiable measures related to energy and water
consumption, waste management, environmental protection, and interaction with local communities.

Regenerative tourism extends the sustainability discussion by focusing on the restoration and
improvement of destinations rather than only on minimizing negative impacts [19]. It emphasizes
positive contributions to places, communities, and ecosystems and therefore represents a broader
value and management approach.

Overall, this terminological group demonstrates a shift from evaluating tourism primarily
through visitor numbers and economic activity toward greater consideration of environmental, social,
and destination-level impacts.

Transformation of tourism marketing

Changes in tourism marketing have generated terminology related to new communication
channels, content formats, and actors. Destination branding, storytelling, influencer marketing, travel
blogger, travel influencer, user-generated content, and content marketing illustrate this development.

Destination branding concerns the formation and communication of a destination's distinctive
image and identity. Storytelling uses coherent narratives to communicate tourism experiences and
connect destinations, attractions, and cultural meanings with potential visitors.

The development of social media has transformed how tourism information is created and
distributed [28, 29]. Tourists are no longer only recipients of information: they publish reviews,
photographs, videos, and other materials that influence the perceptions and decisions of other
travelers.

User-generated content refers to content created by users rather than tourism organizations. In
tourism, reviews, photographs, and videos can influence service selection, expectations, and
destination image. Their growing role demonstrates the redistribution of communication functions
between tourism businesses and consumers.

Influencer marketing involves cooperation with content creators who have established
audiences. Travel influencers and travel bloggers function as communication actors, whereas
influencer marketing and content marketing describe broader promotional approaches [30].
Distinguishing between actors, content, and marketing methods improves the analysis of
contemporary tourism communication.

Tourism marketing transformation can therefore be understood as a shift from predominantly
organization-controlled communication toward a more distributed system in which destinations,
companies, tourists, bloggers, and influencers jointly participate in the production and circulation of
tourism-related meanings.

Platform business models and market organization

Platform terminology reflects changes in tourism distribution, intermediation, pricing, and
relationships between providers and consumers. OTA, metasearch, peer-to-peer accommodation,
sharing economy, dynamic pricing, and last-minute deal represent different components of this
transformation.

An OTA is an online intermediary that enables consumers to search for and book tourism

160



Bulletin of the IUTH, Volume 3(13), 2026

services. Metasearch services primarily aggregate and compare offers from different sources, while
the final booking may occur through another provider. The distinction is important because the two
models perform different functions within the tourism distribution system.

Peer-to-peer accommodation refers to market arrangements in which accommodation is offered
by individual providers to consumers, usually through digital platforms. Such platforms have
influenced competition and accommodation supply [31], although their operation may still involve
commercial intermediaries and professionalized providers.

Sharing economy is a broader concept encompassing models based on access to or exchange of
resources through digital platforms. In tourism, its application requires consideration of platform
functions, commercial relationships, local communities, and the distribution of economic and social
effects [32].

Dynamic pricing refers to the adjustment of prices according to demand, timing, availability,
and other specified conditions. A last-minute deal is a more specific commercial offer associated with
the proximity of the service date. The distinction illustrates the need to separate general pricing
mechanisms from individual sales tools.

Overall, platform terminology reflects the restructuring of tourism intermediation, customer
access, data flows, pricing, and supply coordination. Its development demonstrates that digital
transformation affects not only how tourism services are purchased but also how market relationships
are organized.

Systematization of the findings

Thematic analytical list

Table 1 presents the complete analytical list of 90 English-language terminological units
classified according to their dominant functions. The terms are distributed across six thematic groups:
digital transformation, tourist behavior, accommodation and services, sustainable tourism, marketing,
and platform business models. Equal group sizes were adopted for analytical systematization and do
not indicate equal prevalence or importance of the six areas.

Table 1 — English-language terminological units and areas of tourism industry
transformation

Industry change and

service; 10. virtual tour; 11. augmented reality;
12. virtual reality; 13. big data analytics; 14.
recommender system; 15. digital twin

Area Analytical list of terminological units . .
focus of interpretation
1. online booking; 2. travel tech; 3. smart tourism; | Transformation of
4. smart destination; 5. e-ticketing; 6. chatbot; 7. transactions, service
e mobile check-in; 8. self check-in; 9. contactless interaction, and data use;
Digitalization

technological support for
tourist experience and
management

Tourist behavior
and travel
practices

16. staycation; 17. workation; 18. bleisure; 19.
digital nomad; 20. solo travel; 21. backpacking;
22. flashpacking; 23. microadventure; 24.
weekend getaway; 25. experiential travel; 26.
transformative travel; 27. wellness travel; 28.
adventure travel; 29. digital detox; 30. revenge
travel

Changing motivations,
time arrangements, and
consumption patterns;
combining work and
leisure, individualization,
and experience
orientation
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Continuation of Table 1

31. hostel; 32. glamping; 33. coliving; 34. Dlvers1ﬁcat19n of
. accommodation products
. homestay; 35. boutique hotel; 36. aparthotel; 37. . o
Accommodation . and service organization;
: serviced apartment; 38. extended stay; 39. check- oS
and services . . renewal of living
in; 40. check-out; 41. upgrade; 42. overbooking;
: ) L i : arrangements and
43. concierge; 44. room service; 45. all-inclusive .
operational procedures
46. overtourism; 47. ecotourism; 48. slow tourism;
49. green hotel; 50. carbon footprint; 51. Changing development
e responsible tourism; 52. sustainable tourism; 53. criteria; environmental
Sustainability . . . L
. regenerative tourism; 54. community-based and social impacts,
and impact . . . o
tourism; 55. low-carbon tourism; 56. carbon participant responsibility,
management . . . ..
offsetting; 57. carrying capacity; 58. visitor and management of
management; 59. eco-lodge; 60. nature-based tourism pressure
tourism
61. destination branding; 62. storytelling; 63.
influencer marketing; 64. travel blogger; 65. user-
generated content; 66. content marketing; 67. Distributed production of
. electronic word-of-mouth (eWOM); 68. social tourism information;
Marketing and . . . .
o media marketing; 69. travel influencer; 70. formation of
communication c e . . .
destination image; 71. customer journey; 72. expectations, trust, and
search engine optimization; 73. branded content; destination image
74. engagement; 75. online reputation
management
. onli 1 TA); 77. shari .
76. online trave agency (.O‘ ); 77. s aring Restructuring of
economy; 78. dynamic pricing; 79. last-minute RSN
) distribution,
Business deal; 80. metasearch; 81. peer-to-peer ) L
) . . intermediation, and
models and accommodation; 82. direct booking; 83. channel ..
monetization;
market management; 84. revenue management; 85. .
) . e coordination of access to
mechanisms commission model; 86. subscription model; 87. supply and revenue
disintermediation; 88. reintermediation; 89. PPLY
. _ management
collaborative consumption; 90. platform economy

Note: Compiled by the authors based on the conceptual and terminological analysis of the
literature. The allocation of 15 units to each thematic group is an analytical device and does not
indicate the relative frequency, prevalence, or importance of the groups in tourism discourse.

Forms of cross-linguistic transfer

Analysis of English-language influence requires separating the borrowing of a form from the
transfer of a concept. Table 2 presents 12 focal units, two from each group. Russian variants are
identified as working renderings; their normative status and prevalence require separate lexicographic
and corpus investigation.

The selected units illustrate several mechanisms of cross-linguistic transfer, including direct
borrowing, calquing, descriptive translation, and the use of international abbreviations. These
mechanisms differ in the extent to which the original English form is preserved and adapted to
Russian professional discourse. Their comparison makes it possible to examine not only how tourism
concepts are named across languages, but also how terminological adaptation accompanies the
introduction of new technologies, services, practices, and business models into the tourism industry.
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Table 2 — Focal concepts Russian renderings and industry content

English English rendering / Method of

unit explanation rendering
Form adaptation
or descriptive

Essential conceptual feature

Technological solutions for
tourism services and processes

travel technology;

Travel tech technologies for travel

translation
Calquing / Integration of technologies and
Smart technology-enabled quing gra . &
. X - . ) semantic data with experience and
tourism tourism; intelligent tourism .
translation management
. combination of business Form adaptation | Leisure component of a business
Bleisure . L )
travel and leisure or description trip

combination of work and

Workation | vacation: working while Form adaptation | Continued work while staying in

! or description a leisure destination
travelling
. raphic and .
) glamorous camping; luxury Grap . Accommodation in natural
Glamping . phonetic : :
camping . settings with enhanced comfort
adaptation
Colivin shared living; communal Form adaptation | Shared spaces and organization
& living or translation of communal living
. . . Adverse effects of tourism
. excessive tourism; Form adaptation L .
Overtourism . . . pressure on a destination and its
excessive tourism pressure | or description .
participants
Carbon greenhouse gas footprint; Greenhouse gas emissions
footorint carbon emissions associated | Calquing associated with a particular
P with an activity activity

presentation through
Storytelling | narrative; narrative
communication
Note: compiled by the authors on the basis of conceptual analysis [1, 11-14, 16, 20, 25, 28—

32]. The rendering variants are not recommendations to use transliteration in every genre. English

Form adaptation | Narrative organization of a
or description tourism message

abbreviations and translations are not equated with direct lexical borrowing.

The table demonstrates that a single industry concept can be rendered in several ways. Form
selection depends on the audience and communication purpose. In a scholarly article, it is useful to
provide the English designation at first mention and then use a defined Russian equivalent. In a
contract, the service components should take priority. An interface may clarify meaning through a
short hint. Replacing every unit with transliteration therefore does not ensure professional clarity.

Types of relationship between terminological and industry change

The authors' systematization identifies four relationship types. The first concerns distinguishing
a product or practice; the second, changing an established process; the third, framing a new problem;
and the fourth, conceptual or marketing redescription. These types characterize a term's analytical
function rather than its historical date of emergence.

The mode of cross-linguistic transfer may also reflect the degree to which a concept has been
integrated into professional tourism discourse. Direct borrowings and international abbreviations are
particularly useful when terminological consistency across markets is required, whereas calques and
descriptive equivalents make specialized concepts more accessible in national-language
communication. However, linguistic adaptation should be distinguished from industry transformation
itself: a new linguistic form may denote an established practice, while an established term may
acquire new relevance as technologies, consumer behavior, or business processes change. This
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distinction provides the basis for examining different relationships between terminological and
industry change.

Table 3 — Types of terminological reflection of industry change

. . What requires further
Relationship type | Examples What changes . .

! 'Pyp xamp g verification
Identification of a lambine: Service components, Differences from related
distinctive product glamping, combination of products, actual offering

: workation; . .
or behavioral . functions, or trip components, and target

. bleisure L )
combination organization audience
Refi t ) ) ) )

© 1nemep of mobile check-in; | Operational channel, Actual mechanism,
technological . o Jo.

. . self check-in; performer, speed, or conditions of application,
modification of an . 0
. dynamic pricing | rules and customer consequences

existing process
Naming a problem | overtourism,; Object of assessment Impact indicators,
or management carbon footprint; | and basis for geographical boundaries,
criterion carrying capacity | management decisions | and assessment method
Conceptual or smart tourism; Understanding of value | Definition, implemented
marketing transformative and positioning characteristics, and
redescription travel; green hotel | approach consistency with claims

Note: an analytical typology developed by the authors through comparison of the concepts
examined. Types may overlap, the table neither establishes causality nor assesses prevalence.

The typology limits unsupported inferences. If a new word provides an advertising
redescription, it cannot serve as an indicator of infrastructure change without additional evidence. If
a term describes a new problem, impacts should be investigated alongside services. If a procedure
changes, service organization must be analyzed. Systematization thus establishes a route from
vocabulary to the substantive object of tourism research.

Conceptual model of industry and terminology transformation

The proposed model explains relationships among transformative factors, practices, concepts,
and cross-linguistic transfer. It is an analytical representation of possible connections. Its elements
are not mandatory stages through which every term passes in the same order.

Figure 1 — Conceptual model linking tourism industry transformation and terminological
renewal

[ Drivers of change J

!

[ New and modified tourism practices J

'

[ Identification and refinement of concepts ]17‘]
l A 4

Verification of actual

[ International naming in English ]

'

[ Borrowing translation and adaptation ]

.

[ Renewal of professional terminology ]

industry content

l Feedback

[ Alignment of services and communication J
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Note: developed by the authors through theoretical synthesis of tourism transformation
research and terminological approaches [1-5, 11-23, 31, 32]. Arrows indicate conceptually
proposed relationships rather than empirically established causal effects. The model describes one
channel for the international dissemination of concepts and does not exclude naming in other
languages.

Drivers of terminological change include digitalization, platform-based markets, changing
tourist needs, global professional communication, and sustainability requirements. These factors
transform tourism practices, services, mobility, and management, creating a need to identify and name
new or modified concepts.

English terms circulate internationally through scholarly and professional communication and
may enter Russian-language discourse through direct borrowing, adaptation, translation, or
descriptive rendering. The choice depends on existing equivalents, conceptual specificity, and
communication context. Thus, industry transformation and linguistic borrowing are related but do not
develop in a fixed sequence.

The explanatory value of a term depends on whether it denotes identifiable characteristics of a
tourism practice. Verification therefore focuses on three questions: what the term denotes, how the
concept differs from related practices, and which observable characteristics support that distinction.
For example, workation requires the combination of work and leisure, green hotel requires
identifiable environmental practices, and self check-in involves independent completion of
registration.

Terminological and industry change may also occur at different times. A practice may exist
before receiving a distinct name, a term may enter professional discourse before the corresponding
service becomes widespread, or a concept may remain primarily academic. The proposed model
therefore treats terminology as an indicator of tourism transformation rather than direct evidence of
the prevalence of the practices it denotes.

Discussion

Mechanisms of English-language influence

English tourism terminology spreads through research, digital platforms, professional
communication, and marketing. These channels introduce terms for new technologies, services,
business models, and travel practices and support their circulation across national tourism markets.

The usefulness of international terminology depends on context. Abbreviations such as OTA
are efficient in professional communication but may require explanation for tourists. In multilingual
settings such as Kazakhstan, the main task is therefore to preserve the same conceptual meaning
across English, Russian, and Kazakh rather than reproduce each term literally. An English designation
can serve as an international reference, while a local equivalent or definition makes the concept clear
to its intended audience.

Terminology as an indicator of transformation

Tourism terminology can indicate areas in which the industry is developing new distinctions.
The difference between bleisure and workation, for example, reflects different ways of combining
work and leisure, while overtourism frames excessive tourism pressure as a management problem.
Terminological change can therefore reveal how tourism practices are being conceptualized and
differentiated.

However, terminology should be interpreted together with actual industry practices. The use of
coliving does not by itself establish a new market segment, just as references to carbon footprint do
not demonstrate lower emissions. A term becomes analytically useful when it is linked to a clear
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definition and observable characteristics. Terminological analysis can therefore identify relevant
areas for further investigation but cannot replace market or service analysis.

From transferring a word to transferring a tourism concept

The transfer of terminology is more than the adoption of a foreign word. A concept becomes
professionally useful when its defining characteristics are understood and applied. Glamping requires
a defined combination of a natural setting and comfort; workation requires conditions for both work
and leisure; and overtourism requires assessment of tourism pressure and its consequences.

These concepts are adapted to local conditions. Climate, infrastructure, transport accessibility,
cultural expectations, and market characteristics influence how a tourism practice is implemented.
The same concept may therefore take different practical forms while retaining its core meaning.

Problems arise when a term is adopted more quickly than the practice it describes. In such cases,
the name may promise characteristics that the service does not fully provide. Comparing the definition
of a concept with its actual implementation helps identify this gap.

Theoretical contribution and limitations

The study connects six areas of tourism transformation with four forms of terminological
change. The thematic classification shows where changes occur, while the relationship typology
explains how these changes are reflected in terminology. The conceptual model then links industry
transformation, concept formation, naming, and cross-linguistic adaptation. This approach moves the
analysis beyond a descriptive list of English borrowings.

The study has several limitations. The 90-unit analytical list was purposively constructed and
cannot be used to measure the frequency of English borrowings in Russian tourism discourse. The
study also does not reconstruct the etymology of each term or test the classification through
independent coding. Russian equivalents are treated as working renderings rather than established
normative forms.

Further research could use comparable Russian- and Kazakh-language tourism corpora to
examine term frequency, translation variants, and changes over time. It could also compare
terminology with actual service characteristics and investigate how professionals and tourists
understand selected concepts.

Practical implications

The classification can be used in tourism education to connect terminology with professional
tasks. Students can apply terms by designing a bleisure package, defining requirements for a
workation product, describing a self check-in procedure, or identifying criteria for a green hotel. This
approach develops both terminological knowledge and understanding of tourism practices.

Professional glossaries can follow the same principle. Each entry should include the English
term, an agreed local equivalent, a concise definition, key conceptual features, a contextual example,
and a source. Where necessary, the entry can also indicate whether the unit functions mainly as a
technological term, management concept, professional abbreviation, or marketing designation.

In product development, terminology can be used to check whether a service matches its
description. A workation product should specify working facilities and leisure opportunities; a
homestay should clarify the host's role; and slow tourism should be reflected in itinerary design and
interaction with the destination. This helps align marketing language with the actual tourism product.

For translation and professional communication, a complex term should be defined at first
mention and then used consistently. English forms are useful for comparison with international
literature, while local equivalents improve accessibility. Destination management organizations can
also use the six thematic groups to structure analysis of digital services, tourist behavior,
accommodation, sustainability, marketing, and distribution channels.
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Conclusion

This study shows that English-language influence on tourism terminology is closely connected
with changes in tourism services, travel practices, communication, and market organization. English
terms do not simply add new vocabulary; they often name concepts that have become relevant through
technological, behavioral, environmental, or organizational change.

The analysis identified six areas of terminological renewal: digitalization, tourist behavior and
travel practices, accommodation and services, sustainability and impact management, marketing and
communication, and business models and market mechanisms. The analytical list contains 90 units
distributed across these areas. Four types of relationship between terminology and industry change
were also identified: naming a distinctive product or practice, modifying an established process,
defining a new problem, and conceptual or marketing redescription.

The proposed model explains this relationship as a sequence linking industry change, tourism
practices, conceptual differentiation, terminology, and cross-linguistic adaptation. The sequence is
not always linear: a practice may exist before it receives a distinct name, while a term may enter
professional discourse before the corresponding service becomes widespread.

The main conclusion is that tourism terminology can be used as an indicator of industry
transformation only when terms are linked to the practices they actually describe. The presence of an
English term alone does not demonstrate innovation or market change. Its analytical value comes
from the concept behind it and from observable changes in tourism products, services, behavior, or
management.

The proposed classification can support tourism education, multilingual glossaries, translation,
product development, and professional communication. Further corpus-based and empirical research
can test how widely these terms are used and how closely their meanings correspond to tourism
practices in particular markets.
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Anoamna. Typusm uHOYCMPUACHIHBIY MPAHCHOPMAYUACHL CAAXAMMbL YULIMOACMbIPYOARbl,
mypucmix Kvizmemmepoi 6HOipyOezi Hcane HapvlK KambvlCYUbLIAPbl ApACbiHOARbl 03apa dpeKemmezi
e32epicmepmen Kamap cypedi. Byn yoepicmep kaciou mepmunono2usoan Kepinic mabaosl, oHbiy
€02yip 06ici AblIUbIH Ml APKbLIbLL KATLINMACLIN, Mapaiaosl. 3epmmeyoiy MaKcamol — Kazipei
MypUsM CanacblHOAebl ALLIUbBIH MINOI MEPMUHONOSUANBIK OIpIKmMepOi JCylieney HcaHe 0aapOoblH
UHOYCMPUsi MPAHCHOPMAYUACHIHBbIY Hezli32l b6agblmmapviMer OaulanblCbih MYCiHOipy. 3epmmey
a0ebuemmepoi  MYACLIPLIMOAMANBIK ~ CUHME30ey0l, MePMUHONIOLUSILIK — CATLICMbIPYObL  JCIHE
MaKblPLINMuLK, HCIKMeyoi OIpikmipemin meopusiiblK-manidamanvlk Ou3atiHea necizoenzen. 3epmmey
Mamepuanoapsl eblIbIMU AHCAPUSTAHLIMOAPObL, MYPUIM CATACLIHOAZH] XALIKAPATIbIK KYAHCAMMapObl
JicoHe makcammul mypoe Kypacmulpviiean 90 azvliwubii mininoeci mepmMuHOI02UALbIK OIpIiKmMeH
Mypamvii Maioamaiblk mizinoi Kammuowsl. bByn mizim y2eimoapovl dcyiieney Yulin natoaiansbliobl
JicoHe opblc MINiHOe2i KOIOAHbICMbL penpe3eHmamusmi mypoe Kopcememin KOpnyc peminoe
Kapacmulpblimaiovl. Tepmundepoi mindix Oeuimoeyoiy mikenell Kipme €63, KAIbKAIAY,
CUNAMmMamanslk ayoapma JHcoHe XaivlKapaivlk adopesuamypaiapobl KOJ0aHy CUSKMbl mMaciloepi
asicolpamoliobl. TepmMuHoN02UANbIK Hcanapyovly 63apa OAIAHbICMbL Almbl 6AbIMbL AHLIKMAIObL:
YuUppranovIpy, Mypucmix MiHe3-KYIblKmbiy 632epyi, OpHANACMbIPY OPbIHOAPbI MeH Kbl3Memmepoin
apmapanmanovIpsliybl,  MYpakmel — 0aMy,  MAPKEeMUHSMiy  MPAHCHOPMAYUACHL  JHCIHE
niamgopmanvix buzHec-mooenboepoiy oamysl. 3epmmeyode mepmunoepoi onrap Oindipemin caranvlx
o32epicmepmeHr  OAUIAHBICIBIPAMBIH  JHCIKMeY JcoHe mpanchopmayus pakmopnapul, Hcaya
madcipubenep, o1apobl amay Hcone minlapaislk oetimoey apacviHoagbl OAUIAHLICIbL KOPCEMemiH
MYACLIPLIMOAMANBIK, MOOETb YChIHBLIObL. TepMUHOIOSUAHBIY OUACHOCIUKAILIK KYHOBLIbIZL CO30IH
wemendix ¢hopmacvina emec, o 0indipemin maxcipuberiy epexuenicine oainianvicmol. beneini Oip
MepMUHHIY O0TYbl ©30i2iHEeH 02aH CIUKeC KelemiH KYObLIblCmblY KAHWANLIKMbL KeH MAapaiaHbIH
Oanendemeiidi. 3epmmeyoiy MeOPUSNBLIK YIeCl CANaNblK HCIOHE MEPMUHONOUAILIK Mmandayovl Oip
apuaga Oipikmipymen cunammanaovl. 3epmmey Hamudcenrepin Kaciou oOinim bOepyode, Kenminoi
2noccapuiiiep azipaeyoe, MypuUcmix OHIMOepoi KAaIblNMmacmulpyod JHCIHe KOMMYHUKAYUSILIK
mamepuandapowvl 0aublHOay0a Koa0amy2a 60aaowl.

Kinm co30ep: mypusm mepmunonIo2UACvl, mypusm UHOYCMPUSCDHL, A8bLIUWLIH MIiN0i Kipme
ce30ep, mypusm mpancghopmayusacel, mypusmoi yugpranowvipy, mypucmix MiHe3-KyavlK, mypaKmol
Mypu3zm, mypucmix Kvlzmemmep.
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TPAHC®OPMAIIHA HHIYCTPHH TYPHU3MA YEPE3 ITPU3MY AHTJIOA3BIYHBIX
34HMCTBOBAHHH B COBPEMEHHOH TYPHCTCKOH TEPMHHOJIOTHH

Annomayun. Tpauncghopmayus uHOycmpuu mypuzma conpo8oHCOAemcss USMEHEHUAMU 8
opeanuzayuu  nymewecmeutl, NpPou3B00CmMee MypPUCMCKUX YCIye U B3aAUMOOCUCBUU MEHCOY
YHacnmHUuKamu pblHKA. 3mu npoyeccsl Haxod;zm ompasicenHue 6 np0¢eCCMOHaJZbHOZZ mepmuHolocul,
SHAYUMENbHASL YaACMb KOMOPOU Gopmupyemcs: u pacnpocmpaHsemcs nocpeocmeom aHeaUlCKO20
A3bIKA. UeJlb ucwzedoeaHuﬂ — cucmemamusupoeanib AHCl0A3blYHbIE MEPMUHOIOCUYECKUE e()uuuubz
COBPEMEHRHO20 mypusma u 06’bﬂCHLll’l’lb UX C643b C Kllo4esbiMU HanpasjleHUAMU mpaﬁcd)opjwauuu
ompaciu. HCCJZ@()OGCIHM@ 6blNOJIHEHO 6 pamkKax meopemuKo-aHaltumu4ecKoco 6u3aﬁﬂa,
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00vbeOUHAIOWE20  KOHYENMYAIbHbIll  CUHME3  HAYYHOU — JIUMepamypul,  MepMUHOIOSUYECKOe
conocmasienue u memamuyeckyio Kiaccuguxayuio. Mamepuan ucciedosanus eK04aem HayuHble
nyonukayuy, — MexcOyHapoOHvle — OOKYMeHmbvl 6  cghepe mypusma U  YeleHanpasienHo
chopmuposanuvill anarumuyeckuti cnucok u3 90 aHenos3bIYHbIX MEePMUHOOSUYECKUX eOUHUY.
Januwviti cnucok ucnonvzyemcsi Ok CUCMEMAMU3AyUuY NOHAMUL U He PACCMAMpPUBAemcs: Kax
Ppenpe3enmamuenbvlil KOpnyc pyccKoa3bluHo20 ynompeoaerus. Bvioenenvl makue cnocodul s361K0801
aoanmayuu MmepMuHO8, KaKk NpamMoe 3auMCmeosanue, KaibKuposauue, Onucamenbhslli nepeeoo u
UCNONb308AHUE  MEJHCOYHAPOOHbIX  abbpesuamyp. OnpedeieHbl  wecmb — 83AUMOCBA3AHHBIX
HanpaeieHullL.  MepMUHONIO2UYECK020 OOHOGIEHUA. YUpposuzayus, UMEHEHUe MYPUCMCKO20
nosedeHus, ousepcupukayus cpeocme pasmMeweHus U yciye, YCmouuyugoe  passumiue,
mpaHcghopmayua mapkemunea u pazeumue niam@popmennvix 6uznec-mooeneu. B uccireoosanuu
NPeoNodHCeHbl KAACCUDUKAYUS, CEAZbIBAIOWAS. MEPMUHBL C 0003HAYAEMBIMU UMU OMPACIE8bIMU
UBMEHEHUAMU, U KOHYENMYAIbHAs MOOElb, OMPAadCarowds 63auMocesi3b mexcoy pakmopamu
mpancgopmayuy, HOBbIMU NPAKMUKAMU, UX HOMUHAYUEU U MeIChA3bIKOBOU adanmayuel.
Huacnocmuyeckasn yeHHOCMb MEPMUHONOUU ONPeOeNsiemcst CheYuPuKol 0003HAYAeMOU NPAKMUKU,
a He uHoA3bIuHOU opmol crosa. Camo Hanuuue mepMuHa He CeUdemenbCmeyem o cCmeneHu
PACNPOCMPAHEHUss  COOMBEMCmeyowe20  seieHus. Teopemuyeckutl  6KIA0 — UCCIE008AHUs
3aKAOYAEMCs 8 UHMe2Payuu Ompacieso2o U MePMUHOIocUNecKo20 ananusa. Ilpaxkmuueckoe
npuUMeHeHue pe3yIbmamos 603MONCHO 6 NpPOYecCUOHATbHOM — 00pa308aHuu, pazpabomke
MHO2OA3BIYHBIX  2loccapues,  (QOPpMUPOBAHUU — MYPUCCKUX — NPOOYKMO8 U NOO2OMOBKe
KOMMYHUKAYUOHHBIX MAMEPUATO8.

Knrwuesvie cnosa: mypucmckas mepmMuHonio2us, UHOYCMPUs MYypusMd, aHel0s3bIYHbLE
3aUMCMB06AHUsL, MPAHCHOPMAYUSL MYyPUMda, YUGposuzayus mypusmd, mypucmckoe nogeoeHue,
VCMOUYUBHIN MYPUZM, MYPUCTNCKUE VCILYSU.
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