Hacrosiiiee nuccepralliOHHOE  HCCIENOBAHUE IOCBSIIEHO PAcCMOTPEHHIO  CEMaHTHKO-
aKCHOJIOTHYECKUX M KOTHUTHUBHO-TIParMaTU4eCKUX OCOOCHHOCTEH CETEBBIX AaHIJIMHCKUX
HEO0JIOTU3MOB TYPUCTHUYECKOr0 AucKypca. OTOOpaHHBIM 3MIMPUYECKUM IIYTEM MPAKTUYECKUI
MaTepHall CTPYKTYPUPYETCsI C MOMOIIBI0 TEMAaTHUECKOW KIacCU(PHUKAIMM U HHTEPIPETUPYETCS
MIOCPEJCTBOM CEMAHTHKO-aKCHOJIOIMYECKOTO0 M KOTHUTHBHO-IIParMaTHYECKOIo IOJXO/0B.
BoisiBneHHEe 1EHHOCTHBIX YCTAaHOBOK YYaCTHUKOB JHUCKypca B CEMaHTUKE BBIOpAHHBIX
JIEKCHYECKUX EIMHUI[ MO3BOJSET ONPEACNTUTh CIEHU(PHKY KAPTHHBI MHpPAa COBPEMEHHOTO
TypucTa — pe3yjbTaT aHaji3a MaTepuaya IMOKas3all, YTO CEMaHTHUKO-aKCHOJOTMYECKUM IIIaH
HOBOM CETeBOIl JIEKCUKU TYpUCTUYECKOIO AUCKYpca OTpa)kaeT JOMUHHUPYIOIIME OOLIECTBEHHbIE
LIEHHOCTH COBPEMEHHOI'0 3Tama pPa3BUTHUS Typu3Ma KakK IJI00aJbHOM COLMAIbHOM CHCTEMBI.
PaccmoTpeHne ceMaHTHUKO-aKCHOJIOTUYECKMX OCOOEHHOCTEM HOBOW TYpPUCTUYECKOM JIEKCUKU
JIOTIOJIHSIETCS  aHAJIM30M IIparMaTU4ecKuX (HaKTOpPOB TMOPOXKIAEHHSI HEOJIOTM3MOB, KOTOpHIE
HaXOJATCSl B TECHOM B3aMMOCBS3M ¢ KOTHUTUBHBIMU IPUYMHAMH — TIOUCKOM OTPA’KEHUSI HOBBIX
peayinii B peuM Kak CpeJCTBOM MO3HAHUS MUpa YYaCTHUKaMH TYpUCTUYECKOTO JucKypca. Taxxke
ObLT MPOBEJIEH aHATU3 CHEUPUKU PUKCAUU TYPUCTUUECKHX HEOJOTU3MOB B CTaThsIX OHJIANH-
cloBapeil — B pe3ylbTare pacCMOTpeHHs] He(OpMaIbHON CTHIIMCTUKU HOBBIX TYPHUCTHUYECKHUX
CIIOB OBLI CZeNlaH BBIBOJ, YTO B HACTOSIEE BPEeMs JOMHUHUPYIOUIUM CYOBEKTOM MOPOKICHUS
HOBOM TYpUCTHYECKON JIEKCUKH CTAHOBUTCS pAJOBOM KJIMEHT TYPUCTUYECKUX (QUpM.
KommuiekcHelli  aHanM3 Marepuana CTaTedl OHJIAWH-CIOBape I0Kas3ald, 4YTO CEMAaHTHKO-
AKCUOJIOTUUECKUH M KOTHHUTHUBHO-TIparMaTMYeCKUM IUTaHbI CO3/IaHUSI HOBOW JIEKCHKH TIyOOKO
B3aMMOCBSI3aHbl — JOMHHMPYIOIIME KOTHUTUBHBIE M IparMaTuyeckue (akTOpbl MOSBICHUS
HEOJIOTU3MOB TYPUCTHYECKOW JIGKCUKUA (AHTPOTIONCHTPUUYECKUM TMOBOPOT B TYPUCTUUECKOU
cdepe, HEHHOCTHBIE TpaHC(HOPMALMK B TYPUCTUYECKOM JTUCKYpCE, OTpak€HHE MO3HABATEIbHOM
aKTUBHOCTH PSIOBBIX YYaCTHUKOB JMCKYpCa B TYPUCTHUYECKMX TEKCTaX) MPHUBEIHU K IMOSBICHUIO
LIEHHOCTHOTO MOJsI TyPUCTHYECKOTO AMCKYPCa, OTPAKEHHOIO B CEMAHTHKE TYPHUCTHYECKHX
HEOJIOTU3MOB.

KiroueBrsie cioBa: TypI/ICTI/ILIeCKI/Iﬁ JUCKYPC, CEMaHTUKO-aKCHOJIOTHYECKNE H KOI'HUTHBHO-
nparMaTu4cCKuc 0COOEHHOCTH TYPUCTUUYCCKHUX HCEOJOTU3MOB, (bHKC&HI/IH TYPUCTUYCCKUX
HCOJIOTN3MOB B CTaTbiAX OHHaﬁH'CHOBapeﬁ, Heq)OpMaJ'H:HaH CTUJIMCTHKa, LCHHOCTHOEC IIOJIC
TYPUCTHYCCKOI'O ANCKYpPCa, COBpeMeHHBIﬁ OTaIll pa3BUTUA TyprU3Ma.

The thesis deals with the semantic-axiological and cognitive-pragmatic properties of the English
network neologisms of the tourist discourse. The empirically selected practical material is
structured through thematic classification and interpreted by means of semantic-axiological and
cognitive-pragmatic approaches. The identification of the discourse participants’ attitudes in the
semantics of lexical units allows to determine the special characteristics of the world picture of
the modern tourist — the result of the analysis of the material showed that the semantic-
axiological aspect of the new network vocabulary of tourist discourse reflects the social values
that prevail at the current stage of development of tourism as a global social system. The
consideration of the semantic-axiological features of the new travel lexicon is supplemented by
the analysis of the pragmatic factors in the generation of neologisms, the cognitive factors — the
research identifies new realities emerging in speech by means of which those participating in the
tourist discourse form their understanding of the world. What is more, the special aspects of the
fixation of tourist neologisms in the articles of online dictionaries were analyzed. It was
concluded that currently the new tourism vocabulary is mostly generated by an average client of



travel companies. A comprehensive analysis of the material articles, online dictionaries, showed
that the semantic-axiological and cognitive-pragmatic aspects of the creation of new vocabulary
is closely interlinked with the dominant cognitive and pragmatic factors of the appearance of
neologisms tourist vocabulary (the anthropocentric turn in the tourism sector, value
transformation in the tourist discourse, the reflection of the cognitive activity of the discourse
participants in the tourist texts) resulted in the value field of the tourist discourse, reflected in the
semantics of the tourist neologisms.
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