B cBoeit "Pecnybomuke" IlmatoH paccka3blBaeT HMCTOPUIO O 3aKIIOYCHHBIX B TEIIEPE,
CBSI3aHHBIX TaK, YTO OHU HE MOT'YT IOBEPHYTH rosioBy. OHM HE BUJAT HUYETO, YTO MPOUCXOIUT
BOKPYI' HUX, TOJIBKO T€HU T€X BelIei, KOTOpble OrOHb OTOpachiBaeT Ha CTeHy memlepbl. Korna
OHM pAa3roBapuBalOT, OHU JAlOT MMEHA W TOBOPAT O TEHSX BELIEH, Aymas, 4TO Ha3bIBAIOT
peasibHbIE BEIlY, a HE TeHHU. BIpyr onuH U3 miIeHHUKOB 0cBOOOk1aeTcs. [IpeameTsl, OT KOTOPhIX
UCXOJWIA TEHHU, CTAHOBITCS PEAJbHBIMM M IpeacTaroT nepen HUM. OJHAKO OH 4YyBCTBYET
TUCKOM(MOPT U HEeyBepeHHOCTb. OH CUHMTAET, YTO TE€HU, KOTOPbIE OH paHblIe BUAEI, UCTHHHEE,
4YeM IPEAMETbI, KOTOpbIE HAXOATCA HPSIMO IIEpel €ro mia3aMH. 3aKIIUEHHBIM peliaer
OTBEPHYTHCA OT MPEIMETOB K HM300pakeHUsSM Ha CTEHE, TaK KaK TEHUM OH CuuTaeT Oojee
OpUOMMKEHHBIMU K peanbHOCTH. Ilocime 0CBOOOXKICHMS 3aKJIFOYEHHBIH MPUBBIKAET BUAETH
npeaMeThl TakuMH, Kakue OHHM ecTh. OJHAaKo, KOTJa €ro 3aroHsioT oOpaTHO B IHeEIIepy,
OCIICTVICHHBIN BHE3aITHOMH TEMHOTOH, OH BUAMT €I€ MEHbIIE, YeM €ro IemepHble coOparhs.
OcranpHbIe 3aKIFOUYEHHBIE TPUXOIAT K BBIBOAY, YTO JIy4IlE HE ITOHUMAThCS K CBETY, U KISIHYTCS
yOUTBH JTH000T0, KTO 3aCTABUT UX 3TO C/IEIATh.

B coBpemeHHyI0 310Xy K 3aJHEH CTEHE Ieuiepbl MPUKPEIUIEH TEJIEBU3MOHHBIA 3KpaH
(aHayOr TEHSM, OTpaXKarollHUecs OT pPeallbHbIX OOBEKTOB BHE IMEIIEPbl), HA KOTOPBIX KPYTATCS
SCHbIE, KPAaCOYHbIC U YAMBHUTEIBHO MPaBIONON00HbIe KapTUHKUA. Ho 3TO He JenaeT uX TOYHBIM
oTpaxkeHueM "peanbHOCTU" 3a Tpenenamu nemniepbl. OHU TakKe MpoOJeMaTUYHbI, KaK U TEHU B
nemepe [lnarona. Brnonne BeposiTHO, 4TO Jake Oonee MpoOiieMaTuyHbl, MOTOMY YTO TENEph
BBINIAAT MAKCUMAJIbHO PEANMCTUYHBIMU. TeIeBU3MOHHBIE KApTUHKU MPEJACTAOT Mepes] HaMu
OoJjee yBieKaTeIbHBIMU, UHTPUTYIOIIMMHU, YEM MIpeIMeThl, (DaKThl U SABICHUS HA CaMOM Jiene. 3a
PEXUCCYpOIl ATUX KAPTUHOK M CTOST COBPEMEHHBIE HBIOCMEHKEPHI - B OOJBIIEH YaCTHOCTH,
CIUHAOKTOPBI, KOTOPbIE HAMEPEHHO CO3JAI0T «I0Yy» M TEepPEeKphIBAIOT BHUMaHUE C Oolnee
BaXXHBIX U MTOJIE3HBIX JUIsl 0OIIECTBA BEIIEH B YyroJy KaKMX-IM00 HHTEPECOB.

B »ToMm noknane Obuta paccMOTpeHa AeATeIbHOCTh CIUHAOKTOPUHTA U 3aKY/IMCHAsI Urpa
CMMU, ananu3 KOTOPBIX aKTUBHO MPOBOAUTCS HA 3arajie ¢ Hayayia 21 Beka. AHAIMUTUKU CYUTAIOT,
YTO 3PUTENIM HE JIOJKHBI BCELEO JIOBEPSATh COBPEMEHHBIM MEIUa U HEKPUTHUYHO CMOTPETh Ha
M300pakeHHE B SKpaHaX CBOMX TEJIEBM30pOB U Tene@oHOB. B mepByro ouepenb, Mbl JOJKHBI
IyMaTb HE TOJIBKO O IPEACTaBIsIEMOM HaM pENOpTaXe - HO M O KaMepe, CHUMAIOIIEH
IPOUCXOJAIIEe, OIlepaTope, 3axBaTbIBAIOIIEM KAapTUHKY IO  ONPEICIIEHHBIM  YIVIOM,
NPEeAB3ATOCTH KypHAIHMCTa, O0cce KypHAIUCTa, KOTOPBIA OrpaHUYMBAET €ro B CBOOOJIE ClI0Ba U
CHUHAOKTOpaX, QYHKIUS KOTOPBIX U JICKUT B MAHUIYIMPOBAHUU HAIIETO MHEHUS.

Cnmcok McnoIb30BAHHOM JINTEPaTyphl

1. Esser, F. (2008). Spindoctor. In W. Donsbach(Ed.), Vie International Encyclopedia Of
Comnot Mication.Oxford, liK:Blackwell.

2. Chomsky. N. (2017). Requiem for the American Dream: The 10 Principles of
Concentration of Wealth & Power

3. Louw, E. (2005).The media and political process. London, England: Sage.

4. Tlnaron. l'ocymapctBo. Kuura cenpmast (B mepeBone A. H. Erynosa) // CoGpanue
counHeHuii B 4 1. T. 3. — M.: Mrbicnb, 1994. —C. 295-296. — (dunocodckoe Hacnenue).

VK 070:345.6
USER GENERATED TRAVEL JOURNALISM

Ozenbayeva Nazym Tukibayevna
ozenbayeva@mail.ru
L.N.Gumilyov Eurasian National University

7382


mailto:ozenbayeva@mail.ru

Master’s student at the Faculty of Journalism and Political Science
Astana, Kazakhstan
Scientific adviser — Ishanova A.K.

Abstract: User Generated Travel Journalism (UGTJ) has emerged as a significant
phenomenon in the digital era, reshaping traditional notions of travel reporting and consumption.
This article provides a comprehensive review of UGTJ, exploring its origins, characteristics, and
impact on the travel industry. Drawing from a diverse range of academic literature and empirical
studies, the article examines the motivations driving individuals to contribute user-generated
content (UGC) related to travel experiences, the credibility and authenticity of UGC, and the
implications of UGTJ for destination marketing and tourism management. Furthermore, it
discusses the challenges and opportunities associated with UGTJ, including issues of trust,
privacy, and the management of online communities. Finally, the article proposes future research
directions to deepen our understanding of UGTJ and its implications for travel journalism,
destination branding, and tourist behavior in the digital age.

Keywords: travel journalism; blogging; digital nomads; travel hacking.

The impact of new media technology on travel journalism, and more specifically the rise
of user generated content, has received limited attention. The intention here is to examine the
representational modalities of travel blog content and consider the ways in which it is changing
the nature of traditional, professional travel journalism. This article explores how the authority
and expertise of the professional travel journalist now competes with the more organic, perhaps
less commercially driven displays of ‘symbolic mastery’ in travel blogs [1].

Travel journalism is the example of excellence of media construction through language,
as well as photographs: travel features produce images, representations, dreams, and fantasies of
distant locations most readers have not (yet) visited or know little about. It is important not to
overlook the interconnected nature of travel blogs. Blogs are a centralizing force within the
distributed network: a central identity hub’. The promotion of content and, ultimately, the
capacity to influence consumer choices and cultural practices, is dependent on cross-promotion
across other social media platforms such as Twitter, Facebook and Instagram, as well as the co-
promotion of fellow bloggers and links to legacy media and advertising content.

There appears to be two main types of content — the “digital nomad’ and ‘travel hacking’.
It is also important to note that some of the blogs use terminology that pertains to both the
‘digital nomad’ and the ‘travel hacking’ categories [2].

“Nomadic Matt” is a blog created by the New York Times best-selling author of “How
to travel the world on $50 a day” Matthew Kepnes in 2008. In 2005 Matthew leaves the borders
of the United States for the first time in his life and travels to Thailand. The trip made him realize
his life purpose and he quit his job to travel and blog about his experiences.

The website primarily focuses on budget travel tips, destination guides, travel hacks, and
personal travel stories. It aims to inspire and educate readers about how to travel affordably and
effectively. The site's design is typically user-friendly, with easy navigation and a clean layout.
Content includes detailed articles, reviews, and recommendations based on the author's
experiences and insights. Additionally, the site often features guest posts from other travelers and
experts in the travel industry. Overall, Nomadic Matt serves as a valuable resource for travelers
seeking advice and inspiration for their adventures [4].

Nomadic Matt primarily aims to appeal to ‘digital nomads’, Matt portrays himself as
making a living through travelling and blogging. However, his site also contains advice on
‘travel hacks’. Clearly, aspirant ‘digital nomads may wish to take advantage of credit card reward
schemes just as they may wish to enroll on one of the courses on travel blogging also on offer.
The distinction is that the central premise and appeal of ‘Nomadic Matt’s’ blog is its
representation of digital nomadism. Similarly, whilst ‘travel hack’ blogs tend to focus on luxury
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breaks rather than ‘off the grid’ escapism, some blogs in this category also refer to both
subcultural activities. Further, both types of blogs use forms of traditional travel journalism
narratives to recount experiences to their readers. Whilst there is clearly some cross-over
between the categories of ‘digital nomad’ and ‘travel hacking’ and similarity in terms of the
modes of representation which underpin them, typically, the blogs identify themselves explicitly
through these terms and can therefore be categorized as such.

These terms are themselves redolent with subcultural capital and this is a further
indication as to the demographic of travel blog readers. Evolving out of the possibilities afforded
by internet technologies and infrastructure, ‘digital nomadism’ characterizes a widespread shift
in working and employment patterns, particularly in the creative industries where ‘the idea of a
location-independent style of working and living’ is increasingly widely desired and commonly
practiced. In the specific context of travel, ‘digital nomad’ indicates a boundlessness, in terms of
both location and communication, it is a reference to travel as nomadic or in other words,
timeless and not bound to destinations of a tourist itinerary...Yet, the same term also implies that
this self is also nomadic in a “digital” sense—not limited to the travel blog, but extended or
“networked” across various digital platforms. He travels “indefinitely” not just in the offline
world, but online as well.

In the setting of travel blogs, the ‘digital nomad’ form of content is premised on a
narrative of removing oneself from the confines of everyday life, of having a fixed address,
ownership of property and goods, of having a regular form of employment. Again, such rhetoric
is very much in keeping with the demographic—one which in many Western democracies feels
politically disengaged and unable to access many of the benefits and attributes their parent’s
generation achieved—home ownership, career longevity, savings and pensions. The ‘digital
nomad’ blogs in this sample overwhelmingly portray themselves as the lifestyle solution to these
problems and issues. Their blogs are presented as the sole means through which they derive an
income, with little, or most frequently, no information given as to other sources of income [4].

“Two Monkeys Travel Group” was created by Jonathan Howe and Kach Medina, a
couple who shared a passion for travel and adventure. They started their journey in 2013 when
they left their corporate jobs to embark on a long-term trip around the world. As they traveled,
they documented their experiences, insights, and tips on their personal blog. Their blog gained
popularity as they shared their adventures and practical advice for other travelers. Recognizing
the potential to turn their passion into a sustainable business, Jonathan and Kach officially
founded Two Monkeys Travel Group. The name "Two Monkeys" represents their shared journey
and adventurous spirit as a couple. Since its inception, Two Monkeys Travel Group has grown
into a successful online platform, offering a wealth of travel resources, guides, and services to a
global audience. Jonathan and Kach continue to lead the platform, sharing their experiences and
expertise while also collaborating with other travelers and experts in the travel industry. The
focus of Two Monkeys Travel Group is on long-term and sustainable travel, as well as luxury
travel experiences. The site also provides resources for digital nomads and those interested in
remote work opportunities while traveling. With a visually appealing design and engaging
content, Two Monkeys Travel Group aims to inspire and assist travelers in planning their
adventures around the world [5].

‘Digital nomad’ style blogs tend to very explicitly promote the notion that their blogs
contain all the information and guidance needed for their readers on how they too can become
‘digital nomads’. Rarely, if ever, does this advice come for free—invariably the reader has to
‘pay’ for it somehow. This can be directly in the form of a subscription or purchase of book, for
example, or it could be indirectly through reading content on a blog that also contains advertising
or affiliate links through which the blogger derives commission. Though the modes of
representation are very similar, in comparison with newspaper travel journalism, the emphasis
differs. Rather than professional travel journalism identifying with how their readership might
engage with a particular location, the ‘digital nomad’ functions as a lens through which the
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reader imagines themselves in a particular location. In effect, ‘digital nomad’ blogs sell travel
experiences much like traditional forms of travel journalism, but the reader is sold the ‘digital
nomad’ identity, the locations featured in such blogs are gateways to putting this identity into
practice. In this format, symbolic mastery is established through enabling the reader to imagine
themselves as a ‘digital nomad’ in a specific location. Perhaps as a consequence of this the
language is typically more conversational and informal than traditional travel journalism
narratives.

The ‘travel hacking’ blogs do not appear to offer a form of lifestyle solution in the way
that the ‘digital nomad’ blogs do. Rather, they, in drawing on popular cultural parlance, offer
‘hacks’ to improve our everyday experience. Specifically, in the context of travel these blogs
offer advice and guidance on how to ‘understand the system’ and travel more ‘efficiently’—in
simple terms more cheaply. Clearly, the demographic of readers who could benefit from such
advice is much broader than the ‘digital nomad’ focused content.

Whilst the ‘digital nomad’ references backpacking, adventure and low-cost ‘Travel
hacking’ blogs make use of essentially the same modes of representation as professional
newspaper travel journalism. They are very upbeat, lacking in criticality and share the latter’s
direct promotion of specific locations and tourism experiences. By contrast, though, they tend to
make use of more personalized, conversational tone. In this way, symbolic mastery is established
through a form of expertise, but it is presented as coming not the paid professional, but causally
in a less formal and more intimate way. A small but noticeable number of ‘travel hacking’ blogs
in the sample are produced by older individual, in the 45 years plus range. They explicitly market
their sites as being based on their long-accrued experience of the travel industry, making it clear
that they are not college kids on a gap year. This is further indication of the demographic the
readership and their desires and aspirations. They are perhaps older, more firmly entrenched in
acquiring all the trappings of ‘success’ in modern living, property ownership, career and wealth
and so on. Consequently, the motivation for using these sites is not as a springboard to a lifestyle
change, rather it is to outsmart the system and secure a commodity others have paid considerably
more for. forms of travel, the ‘travel hacking’ style tends to be focused on higher end, luxury
experiences [7].

Travel journalism can certainly be ‘a vehicle for the commodification of a destination’.
However, it is evident from the typology derived from the content sampled here that travel
journalism can also be about vicarious pleasure, in aspirational and entertaining ways. Such
content does not necessarily promote specific destinations, it simply serves the purpose of
keeping the reader’s interest and helping to cement their relationship their chosen newspaper. It
can also take the form of reports that seek to safeguard the interests of readers. The financial
logic of travel journalism is certainly premised on its association with the tourist industry but it is
also dependent on its function as an integral part of the ‘package’ newspapers offer up for
consumption. Entertaining readers, informing them of consumer choices and/or defending their
consumer rights are all important elements of this ‘package’. By contrast, user generated travel
content is more about encouraging readers to adopt forms of consumption that will help facilitate
their travel experiences, than it is about promoting specific travel destinations. The ‘digital
nomad’ and the ‘travel hacking’ styles of content are founded on essentially the same financial
model and involve encouraging readers to consume products and services that enable them to
realize their travel experiences [8].
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META®OPUYECKAS PENIPE3EHTAILIAA MEJIAAOBPA3A POCCUICKOI'O
APKTHUYECKOI'O PETUOHA (HA ITPUMEPE SAMAJIO-HEHELIKOI'O
ABTHOMHOI'O OKPYT'A) B ®EJEPAJIBHBIX IEYATHBIX CMH

IIax Exuzasera HukonaeBna
tarkosale89@gmail.com
AcnupaHT nepBoro rojga ooyueHus heaepaibHOro rocyJapCTBEHHOT0 aBTOHOMHOT'O
00pa30BaTeIbHOTO YUPEXkKACHUS BhICIIEr0 00pazoBaHus «OMCKUIM ToCyJapCTBEHHBIH
yHuBepcuteT uM. ®.M. /locToeBCKOro».
Hayunslii pyxkoBoaurens — M. B. Tepckux

Smano-HeHenukuii aBTOHOMHBII OKpYr OIMH M3 LUPKYMIOJSPHBIX PETMOHOB MHpa,
cocTaBlieT BaxkHyt0 4yacThb Poccuiickoro CeBepa M BXOIUT B MHUPOBYIO APKTHYECKYIO 30HY.
SIman — 3TO TeppuTOpHUs, MeaAnaoOpa3 KOTOpPOM coCTaBisieT e€ reorpaduyeckoe MOJOKEHUE,
caMOOBITHAasE ~ KyJAbTYypa  KOPEHHBIX  MaJO4yuCIeHHBIX  HapomoB  CeBepa,  OOBEKTHI
HedTerazoo0bIBatOIIel MPOMBIIUICHHOCTH M YCJIOBHS JUISL Pa3BUTUS pa3IMYHBIX BHUJIOB
TypusMa. CpezncTBa MaccoBOil HH(OPMAIUH SBISIOTCS «KOHCTPYKTOPOM» Mennao0Opas3a, Tak Kak
OHM peIIalT Kakoe KOJIMYECTBO IyONUKanuil (BpeMeHu) OyneT yAeleHO TeM WM HHBIM
COOBITUSIM, Kakue (haKThbl, TIEPCOHBI, T€POM CTAHYT IVIaBHBIMU TeMaMu nyonukauuid [[opOanb
2020: 75].

Ceroasst BONpoCkl U3y4eHUs: Meauaoopas3a HUPKYMIIOISPHBIX PETMOHOB Yallle MONaialoT
B (DOKYC BHUMaHUS YYEHbIX. JTO CBSI3aHHO C HOBOW BOJHON OCBOCHMSI apKTHUECKUX TEPPUTOPUI
U CAHKIMOHHOHM MOJMTUKOW 3amaiHbiX cTpad. llogrBepxmaer 3ToT (akT (yHIaMEHTaIbHBIN
Tpya A.JO. J)Kurynosa. HccnenoBarens yka3plBaeT OCHOBHBIE IPUYMHBI BO3POCILIETO HHTEPECA K
M3YUEHUIO apKTUYECKUX TEPPUTOPUI: «TIPEXkJIE BCET0, 3TO 3aMHTEPECOBAHHOCTh YEJIOBEUECTBA B
UCCIIEJOBAHUN CEBEPHBIX MAJIOM3BECTHBIX TEPPUTOPUN, MHOIOYUCIIEHHBIE MPUPOIHbBIE
OorarcTBa apKTUYECKUX DPAOHOB, A(h(EKTUBHOE WCIOIB30BAHME PErMOHa KaK KpaTdauiien
TPAHCIOPTHOM MarucTpaiy Mo MyTH C 3araja Ha BOCTOK, a Takke oOIlas BHITO/a OT BIIAJACHUS
Oosbiiel yacTbl0 APKTHKH, BKIIIOYass yxoasimuid B niyOuHbl CeBepHoro JlemoBuToro okxeaHa
menbd» [XKurynos 2020: 98].

Metadopuieckue KOHCTPYKLIMH, CTEPEOTHIIbI, Mpele/eHTHbIe (DEHOMEHBbI, KIelle H
HITaMIBl — 3TO «IIPO» I MOCTPOEHUS U MOJECIIMPOBAHMS MeaArao0pa3a apKTHUECKOTO pEeruoHa.
«Meradopy Hepenko oOpa3zHO MPENCTABISIIOT KaK 3€pKajo, B KOTOPOM BHE 3aBUCUMOCTU OT
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