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Abstract

Discursive practices common to Russian resorts are studied in the article, reflecting the typical holiday
experience for Russians. Communicative strategies, speech genres and linguistic peculiarities of
communication in resorts have not yet been the subject of research in the scientific literature. The methods
of discursive research are used, including pragmatic analysis of communicative strategies, semiotic and
stylistic analysis, as well as genre structures analysis of oral and written speech. Data from Russian Speech
Corpus (Russian National Corpus, computer database of media texts Medialogia), Russian blogosphere, as
well as daily speech recordings made by the author, mainly in the southern resorts of the Black Sea coast
served as the material. Discursive practices of resort towns are described through the constitutive
parameters: cultural, sociolinguistic, communicative-pragmatic, and genre. Besides, the conditions for their
formation are social practices prevailing in Soviet times. Resort towns residents and vacationers (so-called
resort visitors) are the main subjects of the resort discourse. It’s shown, that on their status role
characteristics, communicative strategies of verbal behavior were revealed: argumentative, regulatory,
nominative. Methods of influencing vacationers are based on selling tasks, on which the service sector in
resort towns is built. Furthermore, methods of creating myths “resort mythology” are used in order to
convince consumers. Nominations specific to resort towns were studied. Moreover, disrespectful attitude
is found from both residents and vacationers in some unofficial nominations. Typical genres and language

markers of the studied discursive sphere are identified.
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1. Introduction

One of the urgent tasks of describing modern speech communication is to study the configuration
of various types of discourses and genres that function in specific social spheres and institutions. This
configuration is determined by observing the processes of production and perception of texts, that is, the
study of discursive practices (Jorgensen & Phillips, 2002).

Several approaches to the interpretation of discursive practices have developed in modern linguistics
and related fields of the humanities. First, it is understood as the constitutive part of social practices that
function in a given culture at a certain stage of social development and determine the way of understanding
discursive practices (Wittgenstein, 1994). Secondly, discursive practice is considered as a set of techniques
for the production, perception and interpretation of texts in a particular social sphere. For this approach, the
urgent tasks of the study are the analysis of strategies for generating and perceiving texts and language tools
that help achieving these goals (Van Dijk, 2015). Third, discursive practice refers to a custom, a “way of
speaking,” adopted in some social institution or social sphere (Fairclough, 2003).

Discursive practices are largely determined by social practices and dynamically interact with them.
An analysis of discursive practice usually focuses on how existing discourse patterns and speech genres are
used in speech communication, what changes they make to the practice of speech communication, and how
recipients use their communicative competence to understand texts. Thus, discursive practice mediates
social practice through texts (Issers, 2015; Ponton & Larina, 2017).

According to Kusse (2016), discursive practices reveal the difference between the phenomenon and
the type of discourse. The rules set up types of discourses in the form of ideal creatures, and the real essence
of the discourses is in virtual text corpuses and exchange processes between their texts. This approach

defines interest in the discursive practices of modern speech.

2. Problem Statement

The degree of knowledge of the Russian discursive practices varies from the level of public interest
and the social significance of a particular sphere. Thus, the greatest attention of researchers has been
focused on the study of political discourse and its discursive practices over the past twenty years (Ponton,
2016). Advertising, business, scientific, educational and other types of modern texts are actively studied in
which changes (reconfiguration) of discursive practices occur. Particular attention is focused on new
discursive practices presented in Internet communication (Slovar' yazyka interneta, 2016). Moreover,
observations show that researchers choosing scientific objects prefer written forms of communication.

At the same time, some areas of social life that have distinctive linguistic features in the discursive
practices of native speakers have not been adequately reflected in scientific understanding. These include
the discursive practices of Russian resorts, which reflect the typical holiday experience of an average
Russian.

There are a large number of resort areas in Russia in various climate zones that work year-round,
including 15 resorts of federal importance. However, typical resort images for Russians are associated with
a vacation during the summer holidays in the resorts of the Black Sea coast, Crimea and the Caucasus. “For

an average vacationer, the words Anapa, Gelendzhik, Tuapse and Sochi are synonymous with summer
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holidays in general!” (Kurorty Rossii, 2019). The precedent statement from the cult Soviet film Moscow
Does Not Believe in Tears: “Every Soviet person had a vacation in Sochi at least once in their life” confirms
the relevance of the resort vacation for the social experience of Russians. It was reflected in numerous
Soviet and Russian films (Three plus two, Be my husband, Summer evening in Gagra, etc.), works of art,
and songs. In the history of Russian literature, resort vacation left a mark in the works of A.S. Pushkin,
M.Yu. Lermontov, F.M. Dostoevsky, A.P. Chekhov, A.M. Gorky, M. A. Bulgakov and other writers and
poets. This inspires interest in studying the discursive practices of resort towns as reflecting a significant
aspect of the social life of Russians.
In recent decades, the study of the speech of a modern Russian city has become one of the relevant areas
of colloquialism and communicative-cultural studies (Bogdanova-Beglaryan & Sherstinova, 2016;
Kitaygorodskaya & Rozanova, 1996). As a rule, they are based on the corpus of oral texts of specific
regional centers. Given the undoubted value of such studies, they do not set the task of seeing, in the whole
variety of oral and written texts, a conceptual dominant uniting the numerous genres of urban speech into
a single discursive space. In this sense, the speech of Russian resort towns provides representative material
for the reconstruction of a certain fragment of the social life of Russian native speakers during vacations.
Up to the present moment, the resort discursive practices (“resort vacation discourse”) have not been
the subject of linguistic research. Studies of tourist reviews are closely related to the object of observation
as well as works on the positioning and promotion of tourist sites, including resorts (Di Marino, 2015;
Saveleva, 2018). However, in scientific papers on the so-called “tourist discourse”, resort vacations are
seen as an object of sales, and not as discursive reality (Kolesov, 2017; Likhanov, 2016, 2017; Lukashevich,
2017; Ovchinnikova & Ovchinnikova, 2018; Saveleva & Melnik, 2019). These gaps in the scientific

understanding of the resort discursive practices determine the issues that are relevant to our research.

3. Research Questions

In order to describe the discourse of a resort town, it is necessary to identify its constitutive
characteristics: linguoculturological, cognitive, sociolinguistic, communicative-pragmatic, and genre. In
this regard, the following questions seem logical: 1) What stereotypical situations and scenarios reflect the
discursive practices of a Russian resort? 2) What social role positions are represented by subjects of
discourse? 3) What kind of resort typical speech behavior strategies exist in discursive practices? 4) What

genres are determined as “specific” discursive markers of resort life?

4. Purpose of the Study

The aim of the study is to describe the discourse system of the Russian resort, i.e. common to this
social sphere of life of the modern Russian “ways of speaking”. Therefore, the author undertook a
comprehensive analysis of the conditions of communication, subjects of communication from the
standpoint of their status role and situational-communicative characteristics, as well as texts representing

the specifics of the studied discursive practices in the genre and language aspects.

566


http://dx.doi.org/

https://doi.org/10.15405/epsbs.2020.08.67

Corresponding Author: Oxana Issers

Selection and peer-review under responsibility of the Organizing Committee of the conference
eISSN: 2357-1330

5. Research Methods

To form an empirical base the methods traditional for social sciences were used, such as insider's
view and directional sampling of corpus data. In addition, analytical procedures of discursive research are
applied, including a pragmatic analysis of communicative strategies, semiotic and stylistic analysis, as well
as genre structures analysis of oral and written speech. Data from Russian Speech Corpus (Russian National
Corpus, (2019) and computer database of media texts (Medialogy, 2019), Russian blogosphere and movies,
as well as daily speech recordings made by the author, mainly in the southern resorts of the Black Sea coast

served as the material.

6. Findings

The social practices prevailing in the Soviet period are significant in order to understand the specifics
of the modern “resort discourse” of Russians. At that time, supporting the public health was a priority of
state policy, and providing union vouchers (packages) for resort treatment was a standard procedure.
However, a significant number of Soviet citizens did not have the opportunity to have such holiday
packages. They practiced independent travels - camped wild (classic examples of such vacation are
reflected in the Soviet films Three plus two, Be my husband). Two categories of subjects of the resort
situation have survived from the Soviet past - vacationers (“resort visitors”) and residents of the resort
towns providing them with services, primarily rent and meals. Therefore, in the discursive practices of
resort towns, these status role positions are foregrounded. In the mass consciousness, they are characterized
by certain attribute features, often opposed. Vacationers have the means to pay for leisure and
entertainment, while residents, as a rule, do not have such opportunities. Vacationers “relax” during their
holidays, for residents the holiday season is a period of hard work. Vacationers are not burdened with a
strict moral framework (they are “resting”), so the “host” takes on the function of ethical assessment of
their behavior.

These oppositions of the key subjects of resort discourse are reflected in the communicative-
pragmatic aspect of communication at the resort. Sales objectives determine the value of argumentative,
including manipulative strategies aimed at increasing loyalty of an addressee. So, the company’s
employees, providing a variety of beach activities (ballooning, paddle boat rides, etc.), in the morning
invites vacationers as follows: “Pebama, npoceinatimecv! Bpemsa omovixa ne beckoneuno. Ecnu 6bvi
oymaeme. 4mo 2iasHoe — Mo 3a2ap, mo 6vl owubaemecv. 30ecb HYHCHO 3apAOUMBCA NO3UMUBOM,
pebsmxu! Ocmasome cebe na namsame smoyuu!”’ [“Guys, wake up! Rest time is not infinite. If you think.
that the main thing is getting tanned, then you are mistaken. Guys, you need to recharge with positivity
here! Get unforgettable!”’]. A typical technique of a marketing strategy is a USP demonstration (a unique
selling proposition) and a push for purchases: “Camorii spruii 6030yunbii wap! Boiwe ecex noonumaemcs!
THonvzytimecsy, noxka aeekas nozoda” [“The brightest balloon! Rises above all! Use while the weather is
good”]. In the communication of sellers with buyers, one can clearly see the active hard sell, the use of
various methods of influence, including manipulative ones. So, comparisons are used as rhetorical methods
of persuasion: “Oodun paz npokamumscs na 6anane — Mo Kax 200 3aHuMamovcst puskynomypou!” [“One

ride on a banana boat is like doing physical exercises for a whole year!”].
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A special role in convincing the consumer is played by the “resort mythology” typical of the tourism
industry (Sintsov, 2016). Sales tasks dictate the need to create myths that lure a potential consumer:
“Ilpuenawaem ecex Ha MOPCKyr0 npo2yiky. Bac scoym nezabvisaemvle eneuamnenust! Kasxcowiil pas k sixme
noonavigsarom oenvunst!” [*“We invite everyone on a boat trip. An unforgettable experience awaits you!
Each time dolphins get close to the yacht!”’]. A boat trip to a shipwreck is advertised as a journey to a pirate
ship. Thus, in the mind of the addressee, a romantic and exciting picture is modeled, which does not always
correspond to reality.

The pragmatism of communication with vacationers on the beach and in other public places is
determined by the rules and instructions, therefore, the regulatory strategy is relevant: “/[esywa,
Kanamuk omnycmume, nodxcanyicmaly, «llapens, mooice ¢ kanama cneszv!” [ “Girl, release the rope,
please!”, “Boy, get off the rope too!”’].

Social role positions leave their mark on the nominative strategies of resort discourse. The
impersonal communication in the conditions of resort vacations is reflected in the appeals to clients. So,
those who sign up for a boat trip are invited not by name, but by city: “Munck, Mockea, Ilepmv — Mol
omnpagnaemcs yepes 10 mun.” [ “Minsk, Moscow, Perm - we will leave in 10 minutes”’]. Lifeguards on the
beach ironically and at the same time respectfully refer to the swimmers that got beyond buoys:
“Veaowcaemas econosa, sepnumecw 6 30ny kynanua” [ “Dear head, return to the swimming area’”].

The nominations of vacationers are specific to the resort city. “Resort visitors” is the most
commonly used colloquial designation since the Soviet era. The Russian National Corpus has 18
documents, 106 occurrences of this lexical item (in the main corpus). Examples of use show that a negative
assessment was formed gradually. There was no negative assessment in the pre-war period. Even the
official name of the ship “Kurortnik” [Resort visitor] was recorded in the corpus. And in the 50-70s, when
Soviet people began actively visit resorts, the word began to be used with ironic and dismissive connotation.

Ilepsuuii kypopmuuk:- [oxmop, a novemy nocie COpOKO8OU 6aHHbL MHe 60pye nepecmanu
nHpasumovcs wamenxu? [The first resort visitor: - Doctor, why after the fortieth bath I suddenly ceased to
like girls with brown hair?] (E. Schwartz. Shadow)

Bnepevie na wee: mope, nabepesicnas ¢ nanomamu. Ilnoxoi Kypopmuuk: exyca Kk Mopio Hem, niasa
mb He ymero. Ho Jluoa nesxcana 6vt na connye cymxamu. Obzopena, memnepamypa nosviuianacy [For the
first time in the south: the sea, the promenade with palm trees. Bad resort visitor: don’t like the sea, don’t
know how to swim. But Lida would have been lying in the sun for days. Got her skin burnt, fever] (N.
Amosov. Voices of the times).

Ocumnckutl — COMUOHDBIL YeN06eK, a He CYEeMIUBbIll KYPOPMHUK, Y KOMOPO20 Kaxcoas ceKyHoa omo
vixa Ha yueme [Osinsky is a respectable person, not a fussy resort visitor who has every second of vacation
assigned for some activity] (V. Gromov. Leverage against oligarch,).

Ha oenex 3ackouun on 6 poonoe ceio, 0c6emus MoK HCU3Hb, KAK KPACHO COMHBIUKO, U yexal, a nd
na 3a2ynsn nyue npedicHe2o, 063vi8an Bacro 0ouonvim croeom “xypopmuux’” [For a day he went to his
home village, lit up my life like a red sun, and left, but dad go on a bender more than ever, called Vasya
with the offensive word “resort visitor”’] (V. Astafyev. Last bow)

The distribution by years (from 1979 to 1999) shows a decrease in the use of this nomination. At the

same time, in some resort regions there are also unofficial judgmental nominations reflecting a dismissive
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attitude towards those who are a source of income for residents of the resort town. The reason is a certain
social inequality and a situational conflict of interest (some relax, others work), which was mentioned
above. One of the most striking examples is the naming of vacationers common in southern resort towns as
following: omovwixatixa (otdykhaika) [vacationer], 630vix (bzdykh) [emmet], 600viu (bodych) [grockle],
xegupnux (kefirnik) [kefir diet follower], xonopao (kolorad) [holiday-maker] etc. (Zabytaya istoriya
sochinskikh “bzdykhov” 2019; Gorodskie dialekty, 2020). On the Russian Internet there is a “Haters Club
of Bzdykhs and the phrase “B CouAx” (in SochA), which presents typical designations for vacationers with
expressive comments about the connotations of this lexical item.

b30bix on u 6 Agppuxe B3/PIX, kax e2o He naswvisail:))) [Bzdykh is a BZDYKH even in Africa,
whatever call them:)))]

Mbi mooice Hazvieaem npuesdicux 630vixamu Ho 030bIx 630bIXy PO3Hb! 51 HUKO20a He HA308Y U He
NOOYMAio Npo KyJIbMypHO20 HOPMAIbHO20 Yelo8eKd, umo oH 630uvix! [We also call new arrivals bzdykhs,
but bzdykhs are not created equal! I will never call educated people bzdykh!]

Jlem 25-30 nazao B3/[bIXOB 6 Couu nazvieanu - 3BIXJIAMU, mue cecmpa pacckaszvieana)))
[BZDYKHs in Sochi was called ZYDHLYs (weaklings) about 25-30 years ago, my sister told me)))]

A 6 Anane - KYPAIIAYH=) [And in Anapa — KURAPACHs (resort holidayers) =)]

A 3naro yumo 6 Pocmose onu-/[PBILH :) [I know that in Rostov they are DRYSHCHs (skinny
minnies) :)]

“Kopoedwr” - smo mak ux ¢ Eiicke nasviearom. [“Koroedy” (Bark beetles) - that's what they are
called in Yeisk].

B 2opooax pecuona Kasxaszckux Munepansnvix Boo (Mumngoouwl, Kenesnosoock, Ilamueopck,
Jlepmonmosck, Eccenmyxu u Kucnoeoock) omovixaiowux 308ym kEQupul unu xe@upruru, nockoabky
ouKapsimMu e0ym HemHozue, a OOIbUUHCINEO OMMOPMAdICUBAEMcsL 6 canamopusix. A kegup - smo, 3Haeme
JU, OuemuyecKull Hanumox, Komopwlii Akobwvl oarom ecem omovixarowum [In the towns of the Caucasus
Mineral Waters region (Minvody, Zheleznovodsk, Pyatigorsk, Lermontovsk, Essentuki and Kislovodsk),
vacationers are called kEfirs or kefirniks, since few travel independently, and most veg out in sanatoriums.
And kefir is, you know, a diet drink that is supposedly given to all vacationers.] (https://vk.com/club984114)

Discursive realities were fixed in the objects of the urban environment. There is a monument to a
vacationer on one of the alleys of the city park in Sochi. This is a bronze man with a camera and a weighty
wallet on his belt. As the inscription on the pedestal says, this monument is a tribute to vacationers and a
reminder to the people of Sochi about who feeds them. According to the author of the sculpture Khrisanov,
the idea to erect a monument to a vacationer, the “main breadwinner” of the resort city, arose in the days
of the Soviet Union. Then it was “unheard”, but in modern times the Sochi administration supported this
initiative. However, someone left the inscription “BZDYKH?” on the bronze forehead (Prichudy sochinskoi
skul'ptury, 2012).

Resort visitors, in return, do not like the locals, whom they contemptuously call xy6anoude:
[Kubanoids] (from the Kuban region) and consider them small, greedy and squabble people. “Omauuumes
KyOanouoa oueHv 71e2KO - 8 Nepeylo ouepedb N0 «UWOKAHLIOY U «2IKAHBIOY, OCHOBHYIO MACCY - NO
omcymcemeulo  dnemMeHmaphou eocnumannocmu. E2o nepmanenmmnoe cocmosinue - maxk HA3vleaemast

MYAHCUYKASL XUMPOCMb, HAXOO0ACH 8 KOMOPOU KYOAHOUO NbIMAemcs HAKOA0Mb OKPYICAIOWUX, npebbieas 8
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NOJHOU YBEPEeHHOCMU, Mo e20 cmpemienue Hukmo e cnaxun’” [“It’s very easy to distinguish a Kubanoid
- first of all, by pronouncing wi (sh) and 2 (g) differently), and the majority by the lack of basic upbringing.
Their permanent state is the so-called peasant trick, when Kubanoids are trying to double-cross others,
being completely sure that they will not be busted ] can be read on the Internet about the residents of the
Krasnodar Territory (Zhiteli Chernomorskikh kurortov ..., 2013).

Certain speech genres are specific to the resort discursive practices that reflect typical
communicative situations. These are conversations of vacationers on the beach, conversations of parents
with children, telephone conversations, etc. situations when interpersonal communication in a limited space
becomes public:

By the phone: Mut cetiuac na nusiicy cudum, noxyuiaem u novidem Kynamocs [We are now sitting on
the beach, eating and going for a swim].

Mom - to a child: A mebe zo6opuna, ne cmeii uepsaxos 6pameo c coboui! [I told you, do not dare to
take worms with you!]

In the conditions of beach and street venders, common to the southern resorts, an orientation towards
an active dialogue is manifested in the genres of verbal advertising, invocation. They use various methods
of attracting attention, often rhymed:

Ha 6anane npoxamunca — 6yomo 3anoeo poouncs! [One banana boat ride and you feel anew!]

Ha 6anane ne npoexan — mot 3auem crooa npuexan?! [No banana ride today - why did you come
here ?!]

The speech genre that is typical for a beach holiday is the merchants’ slogans offering vacationers

Y

on the beach home-made products: “Kyxypyza! I'opauas xyxypyza!”, “/lomawnee suno!”, “Ilupodicku
eopauue!”, “Kpesemku monvko umo uz mops!” [“Corn! Hot corn!”, “Homemade wine!”, “Hot pies!”,
“Shrimps just from the sea!”’] The genre of slogans, as well as the range of products on the Russian beach,
has not changed much since Soviet times.

Game, playful dialogue is found not only in verbal announcements, calls and slogans of merchants,
but also in written advertising texts. This is noticeable in the transformation of the price tag genre in the
conditions of street trade:

Iocne emopoeo opexa decycmayus niamuas! [After the second nut you will pay for tasting!]

Apbys agpueumenvnsiii Ha ékyc! (aemopckas opgoepaghus coxpansemcs) [Watermelon is owesome!
(author spelling)]

Apby3 npocmo 6omba! Unoicup epysunckuil npocmo med! Obvedenve! [Watermelon is just a bomb!
Georgian figs are just like honey! Yummy!]

Pemecnennviii cop u suno! [Craft cheese and wine!]

Axyus! Kynu osa apbyza u mpemuii... mooice kynu![ Special offer! Buy two watermelons and a
third one ... buy it too!]

Camvie gxychvie apbysol 30ecs. Omeeuaio @ [The most delicious watermelons are here. Cross my
heart&)]

The semantics of “quality food” in such texts is based on specific oppositions: fruit and products
produced in the personal farms are opposed to “store-bought” ones delivered from other regions:

A pear from my garden. Juicy and sweet! Local apples! Local watermelon, very sweet!
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Take home! Local brown tomato!

Rest at the resort is unthinkable without souvenirs for relatives and friends. This is a special area of
mass creativity, which reflects social habits, traditions, and values. An example of verbal creativity is
inscriptions on souvenirs popular in the Crimea and the Caucasus - felt hats for a banya: Ilane uz Ananui,
A 6 paro!, I'onvuii u 6 wnane. Cynepmoseu [To Dad from Anapa, I'm in Paradise!, Naked and in a Hat, Super
Brains] etc.

The attitude toward the deformalization of communication is also manifested in the selection of
language means. A striking sign of the speech environment of the resort city are diminutive, which reflect
the situation of adjustment for the client. They are relevant in the names of city objects, advertisements,
speeches of traders: “V rac 6bt Mooceme 635mb nexcauok, eamavok” [“You can take a pretty little lounger,
hammock from us”] (radio ad on the beach); “fxma denaem ocmanoeouxy ¢ omxpormom mope”’ [“The
yacht makes a pretty little stop on the high seas”’] (oral advertising); “A wawnbluok no0 KOHLAYOK 6KYCHO
ouenv” [“A shish kebab (shashlychok) with cognac is very tasty”] (from a song); Moxumo, wamnycux

[ “Mojito, champagne’] (sign).

7. Conclusion

The extralinguistic conditions for the formation of a special type of discursive practices common to
Russian resorts are established based on the analysis. These conditions and typical communicative
situations of a resort vacation are an impetus for the formation of discursive practices of Russian resorts.
The status role characteristics of its main subjects - residents and vacationers - determine the communicative
strategies of their speech behavior, genres and language markers of the studied discursive sphere.

As the research perspectives, one sees the study of key concepts of resort discourse such as “holiday
romance”, “beach vacation”, etc., as well as expanding the range of communication genres characteristic

of the resort town.
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