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TOURISM AND INTERCULTURAL COMMUNICATION: INNOVATIVE ASPECT

The article describes the role of intercultural communication in tourism, identifies
global trends in tourism development, analyzes intercultural communication in general, in
conceptual content. It is established that the professional and applied component of
intercultural communication in tourism is the conceptual basis of tourism activity. It creates
the preconditions for the interaction of representatives of different cultures on the initial stage
and in the subsequent planning, organization and implementation of joint professional
activities in tourism. The article examines the role and place of intercultural dialogue on
factual material, analyzes the factors, components and competences, intercultural dialogue,
determines the influence of education, language, cultural institutions on the development of
the phenomenon under study.

The purpose of the study is to discover the aspects of intercultural communication and
its points of contact with tourism and hospitality.

This paper attempts to expand the understanding of the sustainable-responsible
tourism discourse emphasizing advances in scientific and practical knowledge which fits the
theoretical and practical nature of the present research. Being based on ongoing research
and academic thinking on sustainable and responsible tourism development, this research
engages academic knowledge and action research approach. It means that this methodology
focuses on the critical thinking from both sides (academic and practical), whether through
academic papers or work experience with the tourism industry in designing sustainable
tourism development strategies towards intercultural communication and monitoring the
implementation process.

Keywords: globalization of tourism business, intercultural communication in tourism,
intercultural dialogue, intercultural interaction.

Introduction. Tourism has been and remains an important form of intercultural
contact. Successful intercultural communication is closely linked to tourism, affects its
sustainability. Intercultural communication in tourism reflects not only the search for cultural
unity, but also the tendency to preserve cultural identity, so tourism can be considered as a
form of intercultural contacts, as a mean of enriching cultures.

Intercultural communication and sustainable tourism researches, documents and
actions have recently been accompanied by the notion of responsible tourism. The modern
trend towards sustainability and intercultural dialogue has been studied and accepted by many
researchers.

Objective. The purpose of the study is to discover the aspects of intercultural
communication and its points of contact with tourism and hospitality.

Methodology. This paper attempts to expand the understanding of the sustainable-
responsible tourism discourse emphasizing advances in scientific and practical knowledge
which fits the theoretical and practical nature of the present research. Being based on ongoing
research and academic thinking on sustainable and responsible tourism development, this
research engages academic knowledge and action research approach. It means that this
methodology focuses on the critical thinking from both sides (academic and practical),
whether through academic papers or work experience with the tourism industry in designing
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sustainable tourism development strategies towards intercultural communication and
monitoring the implementation process.

Tourism and intercultural communication discourse. Globalization processes
change not only politics and economics, but also the nature of human communication, which
takes on new forms and challenges. The proliferation of international contacts leads to an
interest in intercultural communication as a scientific and practical field that is currently
experiencing a dynamic development worldwide.

The term intercultural communication refers to the exchange of knowledge, ideas,
thoughts, concepts and emotions between people from different cultures. The process
of intercultural communication is a specific form of activity, which requires knowledge
of foreign languages, material and spiritual culture of another religion, values, people, etc.
It collectively determines the behavior of communication partners. Only the combination
of these two types of knowledge, language and culture, ensures effective and productive
communication, serves as the basis for effective intercultural communication. The goal
of intercultural communication is to develop intercultural competence, the necessary
knowledge of different peoples and cultures, in order to avoid inter-ethnic and intercultural
conflicts and to establish comfortable conditions of communication in different spheres and
situations in life.

The hospitality and tourism industry is known for its culturally diverse workplaces and
companies. So, intercultural communication is an integrative component of tourism and
hospitality training and education. This training is based on developing professional and
methodological competencies, social and communicative competences, personal
competencies, activity and action-oriented competences.

Professional and methodological competencies in successful intercultural
communication and professional training include:

- language competences;

- tourism-related knowledge;

- fundamentals in management;

- fundamentals in finance;

- fundamentals in law and economics;

- fundamentals in information and communication technologies;

- applying and using information to specific contexts;

- skills and competences in written communication;

- rhetorical skills;

- conceptual skills;

- problem solving skills.

Social and communicative competencies in professional training and intercultural
communication include:

- social an team skills;

- social networking skills;

- adaptability skills;

- proactive communication skills;

- skills for conflict resolution;

- persuasion skills;

- active listening;

- ability and willingness to change;

- overall communication abilities.

Personal competencies in intercultural communication and professional training
include:
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- intercultural skills;

- emotional intelligence;

- self management;

- self motivation and willingness to learn;

- personal commitment;

- self reflection;

- empathy;

- ability to work under pressure.

Activity and action-oriented competences in professional training and intercultural
communication include:

- innovative spirit;

- creativity;

- determination and goal orientation;

- decision-making abilities;

- assertiveness;

- initiative and pro activeness.

Intercultural communication is closely linked to tourism, since tourism has been and
remains an important form of intercultural contact. Intercultural communication in tourism
reflects not only the search for cultural unity, but also the tendency to preserve cultural
identity, therefore tourism can be considered as a form of intercultural contacts, as a mean of
enriching cultures.

The processes of globalization in the world, educational European integration of
Ukraine cause the expansion of borders and the convergence of cultures, which contributes to
the rapid development of tourism. In a world without borders, the problem of intercultural
communication, in particular in tourism, becomes particularly relevant. Due to the
intensification of intercultural interaction, new types and forms of communication are opened,
the main condition for the success of which is mutual understanding, tolerance and respect for
different cultures. So, there is a need to train tourism professionals capable of communicating
effectively with representatives of other cultures.

The cultural aspect of intercultural communication and training: culture encompasses
the entire spectrum of human heritage in the historical development of civilization, from
folklore-mythological representations and national customs to works of art and in general the
peculiarities of the life of different peoples. It also contains many components that provide
complete social comfort for a person. However, if the cultural code is a mean of materializing
cultural preferences and habits, then the cultural context is a place and time, an indivisible
continuum that determines and provides for the life of the culture. The traditions of culture are
unshakable, so the intercultural interaction must tolerate the features of life, traditions, art,
beliefs of other peoples.

The psychological aspect interacts closely with the linguistics, especially when it
comes to communicative styles or professionally predetermined situations of communication
with foreigners (Sheeran, P., Webb, T. L., 2016).

Professional-applied aspect includes the fields of application of knowledge in
intercultural communication. At present, intercultural management is actively developing,
which aims to teach the basics of intercultural communication to professionals working in the
field of international business or multicultural teams.

Intercultural communication as a factor of global information and communication
space: even today, tourism is a modern fundamental instrument of communication between
people, between natural and artificial systems, man and society, man and power. In the
modern era of globalization and intercultural communication, tourism as a cultural-creating

©T'. M. Yenypnaa, JI. M. Yenypaa, 2020
DOI: 10.24025/2708-4949.1.2020.203322



InHoBanii Ta Texnosorii Innovations and technologies
B c(epi mocayr i xapuyBaHHst in the service sphere and food industry

force of social being is the result of a long historical evolution, and has a sufficiently
developed and independent character that allows it to be regarded as an active cultural-
creative force that influences social processes. In historical retrospect and today, tourism has
not only been an instrument of cultural dialogue that entails the formation of a cultural
community of countries and peoples, but there is also a need for dialogue between cultures.
Tourism is a tool for the formation of cultural awareness and serves as the basis for a rational
culture (Hofstede G., 2011).

Tourism is a transdisciplinary area that brings together many different fields of expertise —
economics, management, foreign languages and cultures. But according to Airey, «tourism is a
victim of its own success», because «the very things that have made it successful, particularly its
vocationalism and multidisciplinarity, are the very things that may stand in the way of its full
development and recognition as a serious field of study» (2014: 14), so it may be considered a
broad and all-encompassing activity. On the other hand, tourism is often considered as an
«industry» or an «economic sector», rather than a group of activities, it contributes to the
understanding of tourism as a source of income, revenue and profit.

It could be scrutinized in several aspects (Fig. 1).
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Figure 1 — Aspects, elements and parameters of the tourism field

Tourism is a service industry where visitors from different nationalities and
cultures contact with host cultures. As the tourism industry becomes more culturally
diverse, future tourism and hospitality managers should understand their customers from
different cultural backgrounds. Culture has a significant impact on tourism policy,
planning, development, management and marketing. A host country presents itself
through many cultural factors such as entertainment, food, drink, work, dress,
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architecture, handicrafts, language, religion, education, humor, all forms of the arts and
hospitality, tourism not only promotes knowledge and understanding among international
travelers, it also builds a favorable image by providing an enjoyable and comfortable
experience that is essential for repeat visitation. Tourism also has become a mean of
promoting international cooperation, cultural relations and economic stability.

The relationship between cultural background and communication to increase
understanding of intercultural workplaces in the hospitality and tourism industry: tourism
professionals’ linguistic and intercultural skills have been identified as pivotal assets towards
upgrading the quality of the service they provide and contributing to successful
communication and intercultural dialogue.

Cultural activities are the means of intercultural communication. Motivated cultural
tourist gets cultural tourism experiences through:

- architectural and archaeological treasures;

- historic or heritage sites, monuments and landmarks;

- festivals or events;

- culinary activities;

- museums and exhibitions;

- national parks and wildlife sanctuaries;

- religious venues, temples and mosques.

Most people in this group have a:

- higher education background;

- medium to high income;

- considerable interest in culture;

- considerable interest in social and environmental issues.

Motivated cultural tourists like to be prepared before going on holiday. Experiencing
and learning about local cultures is their main travel purpose. They study the destination
thoroughly and like to see and learn as much of it as possible. This group is quite demanding,
but at the same time it is a mover of intercultural communication in tourism.

More commonly, communication losses in business are the result of economic losses
and they strongly depend on communities’ interaction in the sphere of tourism and hospitality.
There are several types of interaction. Retreatism means avoiding contact with tourists.
Tourists” behavior may often be insulting for locals, making them avoid these invaders. Some
tourists also tend to interfere in personal life of locals, resulting in resistance. It can be passive
with gossiping and stereotyping, or aggressive with protests and even violence. Boundary
maintenance means limiting interaction with tourists. Revitalization, on the contrary, means
embracing tourism in order to develop community. Of course, the same community may
prefer different types of interaction, and can often be divided based on people’s preferences.

Intercultural communication is connected with the concept of socially responsible
tourism and sustainable tourism. The mission of responsible tourism policy is to make travel
and tourism industry more caring. Responsible tourism takes a variety of forms, it minimizes
negative economic, environmental and social impacts; generates greater economic benefits for
local people and enhances the well-being of host communities, improves working conditions
and access to the industry; involves local people in decisions that affect their lives and life
changes; makes positive contributions to the conservation of natural and cultural heritage, to
the maintenance of the world’s diversity; provides more enjoyable experiences for tourists
through more meaningful connections with local people, and a greater understanding of local
cultural, social and environmental issues; provides access for people with disabilities and the
disadvantaged; is culturally sensitive, engenders respect between tourists and hosts, and
builds local pride and confidence (Reynolds, D., Rahman, 1., 2014).
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Sustainable tourism should also maintain a high level of tourist satisfaction and ensure
a meaningful experience to the tourists, raising their awareness about sustainability issues and
promoting sustainable tourism practices amongst them.

Conclusions and further research. Taking into consideration the international
character of tourism activities, we can say that intercultural communication in tourism is a
process of communication of representatives of different cultures, it is a component of
interaction for the purpose of organizing and conducting tourism business as well as
knowledge of different cultures. Modern tourism business is carried out in a multicultural
environment, so it is an integral part of every direction of activity in tourism and hospitality,
from creation of tourist product, its information support and realization, to establishing a
quality process of tourist services.

Intercultural communication in tourism is not only limited to professional-oriented
communication in foreign languages in order to convey professional information to a foreign
interlocutor, while adhering to elements of linguistic etiquette, though we agree that language
proficiency etiquette, norms of use of verbal and non-verbal means of communication,
features of their application in other national cultures facilitates the establishment of a trusting
and friendly relationship with business partners, employees and consumers.

Formation of intercultural competence is one of the main tasks of training specialists
in tourism and hospitality industry.
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I'. M. Yenyppaa, JI. M. YUenypaa
TYPU3M TA MI)KKYJBTYPHA KOMYHIKAIIA: IHHOBAIIMHAMN ACIIEKT

Y cmammi poskpumo poav midcKyniemypHoi KOMYHIKaAyii 8 mypuzmi, 6U3HAYEHO
2100aNIbHI MeHOeHYIi PO36UMKY MYpPU3My, NPOAHANIZ08AHO MINCKVIbIMYPHY KOMYHIKAYII0 Y
3a2anbHOMY NOHAMIUHOMY 3micmi. Bcmawnoeneno, wo npogecitino-npuxkiaoua ckiaoosa
MIICKYTIbMYPHOT KOMYHIKAYIL 8 MYpU3MI BUCIYNAE KOHYENMYAIbHOIO OCHOB0I0 MYPUCMUYHOL
disinbHocmi. Bona cmeopioec nepedymosu 0 HANA200MCEHH 63AEMO0Ii NpeoCcmasHUKie
PI3HUX KYIbMYp HA NOYAMKOBOMY emani i 6 NoOanbWloMy NIAHYBAHHI, opeanizayii ma
301UCHEeHHI CNiIbHOI NPpoecilinoi JisIbHOCMI 8 MYPU3MA.
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Y ecmammi oocrioscyromovcs ponwv i micye MidicKyibmypHo2o 0ianocy Ha hakmuyHomy
mamepiani aHanizylomevcs YUHHUKY, CKIAO08I Ma KOMNEMEHMHOCMI MINCK)IbMYPHO20
dianozy, BU3HAYAEMbCA BNAUE OCBIMU, MOBU, KYIbMYPHUX [HCMUMYMIE HA PO3GUMOK
00Cni0HCY8aH020 heHoMeHa.

Memorw Odocnioxcennss € BuUAGNEeHHSA I[HHOBAYIUHUX ACNEKMIB  MINCK)IbMYPHOL
KOMYHIKayii ma ii 36'3Kky 3 mypuzmom ma iHOycmpiero eocmunHocmi. ¥ cmammi pooumscs
Ccnpooda po3uupumu po3yMiHHs OUCKYPCY CMILKO20 Ma 8i0N08I0AIbHO20 MYPUMY HA OCHOBI
meopemuyHux ma NPAKMUYHUX 3000YMKi6, Wo 6i0N0GI0alomMs MeopemuiHoMy ma
NPUKIIAOHOMY ~ Xapakmepy ybo20 00CHiOdceHHA. Buxoosuu i3 cyuacHux npayb ma
akademiuno2o no2usidy HA CMaiuil ma 6iON0GIOANbHULL MYPUM, Ye OOCTIONCEHHS 3ANYYAE
aKaoemiuti 3HAHHS Ma aKademiyHull nioxio 00 NOOAILUUX HANPAYIOBAHb V YbOMY HANPSMI.
Memoodonoeis 00Ccni0NceH s OPIEHMOBAHA HA KPUMUYHE aKaOeMiuHe MUCIeHHS, | NPUKIaoHe,
3a60aKU 00c8idy pobomu asmopié 6 mypucmuyniti iHOycmpii, npu oyiHyi po3pooKU
cmpameziti Cmano2o po3eUMKY mypusmy, wjo no8'si3anuil 3 MIidHCKYIbmYPHOIO KOMYHIKAYIEN
ma MOHIMOPUH2OM NPoYecy il YCHIUHO20 3ACMOCYB8AHHA.

Posenanymo  komyenmyanvue mpakmyeaHus mypusmy AK 0iano2iuHoi  opmu
83AEMOOII KYIbMyp.

Kniouoegi cnosa: 2nobanizayis mypucmuynoeo 0izHecy, MidcKyIbmMypHa KOMYHIKAYis 6
Mypusmi, MidfCKyIbmypHUll 0iaioe, MIXCKYIbMYPHA 83AEMOOIL.
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