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Abstract: This study explores the translation of Uzbek neologisms into English,
focusing on the influence of cultural and contextual factors. The analysis
highlights how cultural differences, domain-specific characteristics, and the
impact of social media shape translation strategies and semantic accuracy. Using
corpus linguistics methods, the study examines neologisms across various
sectors, including technology (80% translated via calquing or direct translation),
economics (70% calquing), culture (60% descriptive translation), and social media
(70% transliteration). Examples such as “xalqona” (folk-style/traditional Uzbek-
style) and “xesh” (hashtag) illustrate the challenges of preserving cultural
nuances and standardizing informal terms. Corpus analysis reveals that 40% of
neologisms are included in Uzbek explanatory dictionaries, while only 30% have
equivalents in Uzbek-English translation dictionaries, with 70% of social media
neologisms absent. The findings propose corpus-based approaches and
standardized equivalents to enhance dictionary coverage and optimize
translation processes, contributing to the fields of linguistics and translation
studies.
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Introduction

The Influence of Cultural and Contextual Factors. The process of translating
neologisms from Uzbek into English is influenced not only by linguistic factors but also by
cultural and contextual elements. Cultural differences, domain-specific characteristics, and
the impact of social media significantly affect the translation methods and the semantic
accuracy of neologisms. This section examines the role of cultural and contextual factors in
translating Uzbek neologisms into English, focusing on domain-specific differences and the
influence of social media, based on corpus analysis.

Cultural adaptation. Some Uzbek neologisms express concepts deeply rooted in
national culture, requiring additional attention during translation to preserve their cultural
specificity. Cultural adaptation is critical in the translation process to ensure accurate
conveyance of meaning while maintaining cultural nuances.
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Methodology

Example: Uzbek: “xalqona” — English: “folk-style” or “traditional Uzbek-style.”
Analysis: The term “xalqona” in Uzbek culture refers to a traditional style or aesthetic
associated with the people. While “folk-style” partially aligns with this meaning, adding
“Uzbek-style” provides a more precise representation of its cultural specificity. Corpus
analysis reveals that “xalqona” appears 350 times in texts related to culture and art, but in
60% of cases, it is translated into English as “traditional,” which results in a loss of nuanced
meaning. Example: Uzbek: “milliy taom” — English: “national cuisine” or “traditional
Uzbek dish.” Analysis: The term “milliy taom” reflects the distinctiveness of Uzbek cuisine.
However, the English translation “national cuisine” conveys a more general meaning.
Descriptive translation, such as “Uzbek plov” or “traditional Uzbek dish,” better preserves
the cultural context. Statistical Data: Corpus analysis indicates that 45% of cultural
neologisms are translated into English using descriptive methods, as direct equivalents
often fail to convey cultural nuances adequately.

Domain - specific differences. The domain in which neologisms are used significantly
influences their translation process. Neologisms in different fields (e.g., technology,
economics, sports, culture) possess distinct linguistic and cultural characteristics.
Technology Sector: Technological neologisms are often international terms, making them
easily translatable through direct translation or calquing. Example: “blokzanjir” —
“blockchain”; “kiberxavfsizlik” — “cybersecurity.” Analysis: According to corpus analysis,
80% of neologisms in the technology sector are translated directly or as calques, as English
serves as the global standard in this field. For instance, the term “blokzanjir” appears 850
times in the corpus and is translated as “blockchain” in 95% of cases.

Economic sector. Economic neologisms often originate from international terms but
may incorporate Uzbek-specific affixes in certain cases. Example: Uzbek: “startap” —
English: “startup”; “kroudfanding” — “crowdfunding.” Analysis: The term “startap”
appears 1,100 times in the corpus and is calqued as “startup” in 90% of cases. However,
“kroudfanding” is occasionally translated descriptively as “public funding” in 15% of
instances, depending on the context.

Sports and lifestyle. Neologisms in the sports sector are frequently borrowed from
English and are typically translated through transliteration or calquing. Example: Uzbek:
“fitnes” — English: “fitness”; “vorkaut” — English: “workout.” Analysis: Corpus analysis
shows that “fitnes” appears 900 times, with 85% of cases translated unchanged as “fitness.”
Cultural sector. Cultural neologisms are often unique to the Uzbek language, requiring
descriptive translation to convey their meaning accurately. Example: Uzbek: “ekoturizm”
— English: “ecotourism” or “sustainable tourism”. Analysis: The term “ekoturizm” appears
300 times in the corpus, but in 40% of cases, it is translated descriptively as “sustainable
tourism” because “ecotourism” carries a broader meaning in the Uzbek context.

Statistical data: Corpus analysis indicates that domain-specific differences play a
significant role in selecting translation strategies: technology (80% calque or direct
translation), economics (70% calque), culture (60% descriptive), and sports (75%
transliteration). Influence of social media. Social media, particularly the X platform,
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significantly influences the dissemination and translation of Uzbek neologisms. Neologisms
emerging on the X platform often have an informal character, posing challenges for
translation in formal contexts. Example: Uzbek: “xesh” — English: “hashtag.”

Analysis: The term “xesh” appears 1,900 times on the X platform, with 90% of
occurrences in informal contexts (e.g., social media posts). It is typically transliterated as
“hashtag” in English, but in formal documents, it may be translated as “tag” or “keyword”
(10% of cases). Example: Uzbek: “trend” — English: “trend” or “fashion”. Analysis: The
term “trend” appears 3,500 times in the corpus, with 65% of instances in informal social
media contexts. In formal contexts, translating it as “tendency” or “fashion” enhances
semantic clarity.

Characteristics: neologisms on social media spread rapidly among younger
generations, but their informal nature complicates standardization in formal translation
processes. Corpus analysis reveals that 70% of neologisms from the X platform are
translated through transliteration or calquing. Statistical analysis and table. Corpus-based
statistical data highlight the influence of cultural and contextual factors on the translation
process: - 45% of cultural neologisms are translated descriptively. - 80% of technological
neologisms are translated via calque or direct translation. - 70% of social media neologisms
are translated through transliteration. The following table illustrates the impact of cultural

and contextual factors on translation strategies.
Table 1. The impact of cultural and contextual factors on translation strategies

Neologism ) Frequency )
Sector Translation method Cultural/contextual influence
example (corpus)

Descriptive Necessity to preserve national
Culture xalqona . 350 .

Translation specificity

B ) Alignment with international

Technology blokzanjir Calquing 850

standards

. . . . Connection to global economic
Economics kroudfanding  Calquing/Descriptive 600

concepts
Social ) Informal context and influence of
. xesh Transliterated 1,900 .
media younger generations

Cultural and contextual factors play a pivotal role in the translation of Uzbek
neologisms into English. Cultural neologisms require descriptive translation to preserve the
unique characteristics of Uzbek culture, while technological and economic neologisms are
typically translated through calquing or direct translation, aligning with international
standards. Social media, particularly the X platform, facilitates the rapid dissemination of
informal neologisms, but their standardization in formal contexts presents challenges.
Corpus analysis has proven to be a vital tool in identifying these factors and optimizing
translation strategies. The next section will explore the lexicographic interpretation of
neologisms and their representation in translation dictionaries.
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Result and Discussion

Statistical analysis and table. Statistical data derived from corpus analysis illustrate
the coverage of neologisms in dictionaries. In the explanatory dictionary of the Uzbek
language, 40% of neologisms are included (e.g., “raqamlashtirish” [digitalization],
“internet”). In Uzbek-English translation dictionaries, 30% of neologisms have full or partial
equivalents. However, 70% of neologisms originating from social media have not yet been
incorporated into dictionaries. The following table presents the coverage of neologisms in

dictionaries:
Table 2. The coverage of neologisms in dictionaries

Type of Dictionary Frequency ) .
] Example Translation equivalent
Neologism coverage (corpus)
Technological kiberxavfsizlik Partial 1,200 Cybersecurity
Social-cultural xesh None 1,900 Hashtag
Economic kroudfanding None 600 Crowdfunding/Public funding
Cultural xalqona Partial 350 Folk-style/Traditional

Lexicographic interpretation of Uzbek Neologisms. The coverage of Uzbek
neologisms in modern dictionaries, particularly those from social media and cultural
domains, remains limited. Uzbek-English translation dictionaries face challenges in
capturing neologisms, especially due to cultural ambiguities and the absence of informal
terms. Corpus analysis has proven to be an effective tool for identifying neologisms and
interpreting their contextual usage. Proposed approaches, including corpus-based analysis
and the development of standardized equivalents, are crucial for updating dictionaries and
optimizing the translation process. The next section will examine the practical outcomes of
corpus-based analysis of neologisms. Examples of neologisms and translation strategies.
Neologism: “xesh” — Translation: “hashtag”. Frequency: 1,900 occurrences, 90% in social
media contexts. Context: “#0O’zbekistondaYangiXesh has become a trend” (X platform,
2024). Translation strategy: Transliterated as “hashtag”. Economic sector: Neologism:
“kroudfanding” — Translation: “crowdfunding” or “public funding” Frequency: 600
occurrences, 15% translated descriptively as “public funding”. Context: “New projects were
financed through kroudfanding” (kun.uz, 2023). Translation Strategy: Calquing or
descriptive translation.

- Neologism: “startap” — Translation: “startup”. Frequency: 1,100 occurrences, 90%
calqued. Context: “Young startapchilar are contributing to economic development”
(bbc.uz, 2024). Translation strategy: Calquing. - Cultural sector: neologism: “xalqona” —
**Translation**: “folk-style” or “traditional Uzbek-style”. Frequency: 350 occurrences, 60%
translated descriptively. Context: “Xalqona-style clothing was showcased at an
international exhibition” (O‘zbekiston adabiyoti va san’ati, 2023). Translation Strategy:
Descriptive translation to preserve cultural specificity. - Neologism: “ekoturizm” —
Translation: “ecotourism” or “sustainable tourism” Frequency: 300 occurrences, 40%
translated descriptively as “sustainable tourism.” Context: “Ekoturizm helps preserve
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Uzbekistan’s natural resources” (daryo.uz, 2024). Translation strategy: Descriptive
translation.

Tables and visualizations. The results of the corpus analysis are summarized in the
following table: Technological neologisms constitute 38% of the corpus, with 80% translated
via direct translation or calquing. Social-cultural neologisms (25%) are primarily translated
through transliteration, especially on the X platform. Cultural neologisms (15%) require
descriptive translation in 60% of cases. A proposed diagram visualizes the sectoral
distribution of neologisms and their translation strategies.

Conclusion

Corpus analysis has proven to be an effective tool for identifying Uzbek neologisms,
assessing their sectoral distribution, and evaluating translation strategies. Neologisms in
Uzbek are categorized into semantic, structural, social-cultural, and terminological types.
The technology sector (38%) and social-cultural sector (25%) account for the majority of
neologisms. For instance, terms like “kiberxavfsizlik” (1,200 occurrences) and “bloger”
(2,300 occurrences) reflect the dynamic evolution of modern Uzbek.
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