ISSN 1563-0242 eISSN 2617-7978 Xabapusl. XKypHanuctuka cepusicsl. Ne3 (81) 2026 https://bulletin-journalism.kaznu.kz

IRSTI 19.41.41 https://doi.org/10.26577/HJ81320266

f-v'- I';-"
ra

r i
N.T. Ozenbayeva® “* , A.K. Ishanova

L.N. Gumilyov Eurasian National University, Astana, Kazakhstan
*e-mail: cassiopeiahg@gmail.com

TRAVEL MEDIA IN THE DIGITAL ENVIRONMENT:
GENRE EVOLUTION AND CONSUMER PRACTICES
OF KAZAKHSTANI AUDIENCES

The transforming media environment is significantly altering the creation, distribution, and con-
sumption of journalistic content. These processes are evident in travel media, one of the most rapidly
developing segments of digital journalism.

The aim is to identify the characteristics of the genre evolution of travel media in the digital environ-
ment and determine the relationships between content characteristics and consumption practices among
Kazakhstani audiences (aged 18-35). Attention is paid to the analysis of formats, genres, personal expe-
rience levels, motivations, trust, and audience behavioral responses.

The scientific and practical significance of this study lies in the development of an approach to
studying travel media through content and audience analysis. The results can be used in developing
media strategies in tourism marketing and digital communications.

The methodological basis of the study is a mixed approach, including content analysis of publica-
tions on Instagram, TikTok, and YouTube on the first stage of the study (September 2025 to February
2026). A quantitative online survey (N = 115) of travel content users using a Likert scale constituted the
second stage of the study. Descriptive statistics, reliability analysis, and correlation analysis were also
used.

The main results show that short, visually engaging, and personalized formats dominate contempo-
rary travel content. High motivation to read and view travel content is associated with inspiration and
travel planning. Trust in content and motivation are significantly associated with audience behavioral
decisions, with the strongest relationship observed between trust and influence (r = 0.648).

The study’s value lies in identifying the relationship between the genre transformation of travel me-
dia and media consumption practices. This fact expands theoretical understanding of digital journalism
and the active role of audiences.

The practical significance of the study lies in the potential application of the obtained results to
improve the effectiveness of content strategies in digital media. This also includes improving audience
communication and developing content strategies related to users’ travel behavior.

Keywords: travel media, digital journalism, travel content, media consumption, audience of Kazakh-
stan, social media.
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LincbpAbik opTasarbl casixaT MeAMachl: XKaHP BOAIOLMSICHI
)K9He Ka3aKCTaHAbIK ay AMTOPUSIHbIH, TYTbIHYLUbIAbIK TOXipubeci

BAK opTacbiHbiH ©3repyi >KYPHAAMUCTIK KOHTEHTTi >KacayAbl, TapaTyAbl >XOHE TYTbIHYADI
anTapAbIKTal e3repTyae. bya npouectep LUMPABIK, XKYPHAAMCTUKAHbIH €H, )KbIAAAM AAMbIM KEAe XKaTKaH
CermMeHTTepiHiH 6ipi 6OAbIN TabblAaTbiH CasgxaT MEAMacbiHAA alKblH KepiHeAi. [laiaaAaHyuwibiaap
JKacaraH KOHTEHTTIH ©CyiMeH KaTtap >KaHPAbIK, MOAMMUKaLMa Aa 6ankaAaAbl.

ByA 3epTTeyAiH MakcaTbl — UMPPABIK, OPTaAaFbl casixaT MEAMACBIHbBIH, YKaHPAbIK, DBOAIOLIMSCHIHbBIH,
cunaTTamaAapbiH aHbIKTay >KeHe Ka3akKCTaHAbIK ayanTopust (18-35 kac apaAblfbIHAAFbI) apacbiHAAFbI
KOHTEHT cMnaTTaMaAapbl MEH TYTbIHY TaxXipnbeAepi apacbiHAarbl OaMAaHbICTbI aHbIKTay. [litiMaepAi,
>KaHPAAPAbI, )KEKe ToXKipnude AeHrenAepiH, MOTUBALIMSAAPAb], CEHIMAEPAI )KOHE ay AMTOPUSIHBIH, MiHE3-
KYABIKTbIK, peakLMSIAAPbIH TaAAQYFa Ha3ap ayAapblAaAbl.

ByA 3epTTeyAiH FbIAbIMU XK8HE MPaAKTUKAAbIK, MaHbI3AbIAbIFbI KOHTEHT MEH ayAUTOPUSIHBI TaAAdy
APKbIAbI CasixaT MeAMAChIH 3epTTeyre TaCIAAIL 83ipAeyAe XKaTblp. byA 3epTTeyAiH HOTUXKEAEPiH TypU3M
MapKeTUHTi MeH UMMPAbIK, KOMMYHMKALIMSIAAPAAFbl MEAMA CTPATErUsIAApPbIH 93ipAeyAe MarnAaAaHyFa
60AaADI.
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3epTTeyAiH 8AiCHaMaAbIK, Herisi — apaAac TaciA, oHbiH iwiHAe Instagram, TikTok >xeHe YouTube-
Teri >KapusaAaHbIMAAPAbIH KOHTEHTTIK TaAAaybl. 3epTTeyAiH 6ipiHiLi ke3eHi 2025 XKbIAAbIH KbIPKYMHeri-
HeH 2026 >XbIAAbIH aKMaHbIHA AEMiH XXYPri3iAai. 3epTTeyAiH eKiHLI Ke3eHiH AMKepT LWKaAaCblH KOAAQA-
Ha OTbIPbIM, CasgXaT Ma3MYHbIH MaNAAAQHYLLBIAAPAbIH, CAaHAbIK, OHAAMH cayaAHamachl (N = 115) KypaAbl.
CunaTTamanblK, CTaTUCTUKA, CEHIMAIAIK TaAAQybl )KOHE KOPPEASLMIABIK, TAaAAQY AQ KOAAAHBIAADI.

Herisri HeTUXKeAep KbICKA, BU3YaAAbl TYPAE TaPTbIMAbI )KOHE YKekeAeHAIpiAreH chopmMaTTap Kasipri
3amaHFbl casixaT Ma3myHbiHa GacbIMAbIK, GepeTiHiH kepceTeai. [MOpMATI xxaHpAap H6acbim. Cagxat Mas-
MYHbIH OKYFa )X8HE Kepyre >KOfapbl MOTMBALMS WAObIT NMeH casixaT >KocrnapAaymeH 6aiAaHbICTbl. Mas-
MYHFa AereH CeHiM MeH MOTUBALMS ay AUTOPUSHBIH, MiHE3-KYABIKTbIK, peakUMsSIAapbIMEH CTAaTUCTUKAABIK,
TYpFblAaH GaiAaHbICTbI, aA eH KyLWTi GaiAaHbIC CEHIM MEH bIKMaA apacbiHAA aHbIKTaAAbl (r = 0,648).

3epTTeyAiH KYHADBIAbIFbI CasixaT MeAMAChIHbIH XXaHPAbIK, TpaHcopMaumsacbl MmeH BAK TyTbiHY To-
>Kipnbeci apacbiHAaFbl 6aMAAHbBICTbI aHbIKTayAa >KaTbip. byA hakT LM PAbIK KYPHAAMCTMKA MEH ayAM-
TOPUSIHbIH, OEACEHA] POAI TYpaAbl TEOPUSIABIK, TYCIHIKTI KEHEMTeA|.

3epTTeyAiH MpakTUKaAbIK, MaHbI3ABIAbIFbI AAbIHFAH HaTWxKeAepAi umpAabliK, BAK-TaFbl KOHTEHT
CTpaTermsAapbIHbIH, TUIMAIAITIH apTTbIPY YLIIH KOAAQHY MYMKIHAITIHAE >KaTblp. byFaH ayanTopuameH
KOMMYHMKALIMSIHbI XXETIAAIPY JKOHE ManAaAaHyLLIbIAAPAbIH, CasixaT MiHE3-KYAKbIMEH GaMAAHbBICTbI KOH-
TEHT CTpaTernsaAapbiH a3ipAey Ae Kipeai.

TyHiH ce3aep: casxaT MeAMachbl, UMMPAbIK XXYPHAAUCTUKA, casxaT KOHTEHTi, MeAMa TYTbIHY,
KasakcraH ayAMTOpUsCbl, BAEYMETTIK MeAMa.
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EBpasunickmini HaumoHaAbHbIM YyHUBepcuTeT nmenu A.H. l'ymmnaeBa, ActaHa, KazaxctaH
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TpaBeA-meama B LM(POBOI CpeAe: )KaHPOBasi SBOAIOLLUS
nu HOTpEGMTEI\bCKMe NMPaKTUKHU Ka3axCTaHCKOM AYAUTOPUU

TpaHchopmupyioLwascs MeamacpeAa CyLLECTBEHHO MEHSeT MPoLecChl CO3AAHUS, pacnpocTpaHe-
HUS U NOTPEOAEHUS SKYPHAAMCTCKOTO KOHTEHTA, YTO HaubOAEe OTUYETAMBO MPOSIBASETCS B CErMeHTe
Tp3BEA-MeAMa — OAHOM M3 CaMblX AMHAMMUHBIX HarnpaBAeHWI LMGPOBOM XXypPHAAMCTUKM. BcaeacTBre
mMacwtabHoOro yBeAmueHns obbema noab3osareabckoro koHteHta (UGC) HabAIOAQeTCSl aKTUMBHAsH XKaH-
poBast MOAMDMKALIMS AQHHOTO CEerMeHTa.

LleAb MccAeAOBaHMs — BbISIBUTb OCOBEHHOCTU >KaHPOBOW 3BOAIOLMM TPIBEA-MEAMA B LMPOBON
CpeAe 1 OMPeAEA Tb B3aMMOCBSI3b MEXKAY XapaKTEPUCTUKAMM KOHTEHTA M MPAKTUKAMKN ero noTpedae-
HUs ayamnTopueit KasaxcraHa B Bospacte 18-35 aer. Ocoboe BHUMaHME YAEAEHO aHaAmn3y hOpMaTos,
>KaHpPOB, CTEMeHW TPAHCAILMM AMYHOIO OrbiTa aBTOPa, a Tak’Ke MOTUBALMM, YPOBHIO AOBEPUS U MO-
BEAEHUECKMM peakLMsiM ay AUTOPUM.

MeToaonrormnueckas 6asa MCCAEAOBaHUS ONUPAETCS HA CMeLLaHHbIN NoAxoA (mixed methods). Ha
nepBoMm atare (ceHTsi0pb 2025 r. — cbeBpanb 2026 r.) NPOBEAEH KOHTEHT-aHaAM3 MyOAMKALIMIA Ha MAAT-
dopmax Instagram, TikTok 1 YouTube. BTopor sTan BKAIOYAA KOAMUECTBEHHbIN OHAQMH-OMPOC MOAb-
3oBaTteAen TpaBeA-koHTeHTa (N = 115) ¢ npumeHeHuem LiKaAbl Aarkepta. AAs 06paboTKM AaHHbIX
MCMOAb30BaANCh METOAbI OMMCATEABHON CTaTUCTUKM, aHAAN3 HAAEXKHOCTU 1 KOPPEASLLMOHHDBIA aHaAM3.

Pe3yAbTaTbl MCCAEAOBAHMS AEMOHCTPUPYIOT AOMMHMPOBAHWE KOPOTKMX, BU3YAAbHO HACBILLEHHbIX
M NepPCOHAAM3MPOBAHHbIX (POPMATOB, a TakxKe npeobAasaHne rMOPUAHBIX KaHPOBbIX (hopM. YCTaHOB-
AEHO, UYTO KAIOUEBbIMM MOTMBAaMM MOTPEBAEHMS TPIBEA-KOHTEHTA BbICTYMAIOT MOUCK BAOXHOBEHMS U
NAaHMPOBaHKe MyTewecTBuit. AoBepue K KOHTEHTY M MOTMBALMS ayAUTOPUK CTaTUCTUYECKM 3HAUMMO
KOPPEAMPYIOT C ee MOBeAEHUYECKMMIU PeaKLIMsMM, NMPU 3TOM HanboAee CUAbHAS B3aMMOCBSI3b BbISIBAEHA
MEXXAY AOBEPUEM U YPOBHEM BAMSIHMSA KOHTeHTa (r = 0.648).

HayuHas LeHHOCTb 1 TeopeTUYecKas 3HaAUMMOCTb PABOThl 3aKAIOHAIOTCS B KOMIMAEKCHOM OCMbICAE-
HUW CBA3M MEXAY >KaHPOBOW TpaHCopMaLmern TpaBEA-MeAMA N MEAMAMNOBEAEHUECKMMM MPaKTUKaMM,
4TO paclumpsieT NPeACTaBAEHUS O UMPOBON KYPHAAUCTMKE M KOHLENUMU CyObEKTHOCTU ay AUTOPUU.
[NpakTnyeckas 3HaYMMOCTb COCTOUT B BO3MOYKHOCTM MCMOAb30BaHMS MOAYYEHHbIX AAHHBIX NMpU op-
MMPOBaHUN MEAMACTPATErNiA, ONTUMM3ALMU LMPPOBbIX KOMMYHMKALMIA U pa3paboTke 3(h(HeKTUBHOIO
KOHTeHTa B chepe TYpUCTUYECKOro MapKeTUHra.

KatoueBble cAOBa: TpaBeA-MeAMa, UMPOBas KYPHAAUCTUKA, TPIBEA-KOHTEHT, MeAManoTpedae-
HWe, ayamMTopms KazaxcraHa, coumabHble CETU.
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Introduction

The digital transformation of the media environ-
ment is changing the way texts are written, material
is collected, and its interpretation. The way videos,
essays, vlogs, guides, and so on are distributed and
presented to audiences is also changing over time.
According to O. Westlund and M. Ekstrom (2021),
K. Hess and L. Waller (2020), M. Saldafa and
M. Mourao (2020), and E. C. Tandoc Jr. (2019),
modern digital journalism is being transformed by
its multimedia nature (a combination of text, video,
audio, and graphics), its dependence on broadcast
platforms, and audience engagement. Thus, new hy-
brid genres are emerging (Westlund and Ekstrom,
2021).

Digital travel media enable audiences to explore
destinations remotely before making travel deci-
sions, providing access to visual information, per-
sonal experiences, and practical recommendations
through online platforms. Travel media are rapidly
developing in the digital environment. This segment
lies at the intersection of journalism, tourism, and
digital media consumption practices. However, de-
spite the growing volume of travel content, limited
attention has been paid to its genre evolution and
consumption practices within specific national me-
dia contexts, including Kazakhstan.

International studies consider media conver-
gence (the unification of different types of commu-
nication into one) as a key process in transforming
the media environment (H. Jenkins, 2006). J. van
Dijck (2013) analyzes platformization (YouTube,
Instagram, TikTok) as a factor in structuring digital
interactions. Previously, media outlets decided what
to show viewers and in what format. Now, platforms
are configured to select relevant content based on
consumer demand (influencing algorithms).

Z. Papacharissi (2015) focuses on online public-
ity. The more likes, comments, and reposts an ac-
count receives, the more prominent it becomes in the
system’s estimation. The public itself creates con-
tent (Bruns, 2018). Based on this, M. Deuze (2012)
and T. Flew (2014) view digital journalism as a hy-
brid system. The boundaries between journalism as
a profession and blogging are blurring. Content is
now created not simply in editorial offices, but on
platforms by the authors themselves. What is pres-
ent in the media is also presented on social media.
Travel media is a good example of this hybridity.

Digital platforms influence tourism. R. A. Pop
and Z. Séaplacan (2021) showed that trust in influ-
encers significantly influences the choice of tour-

ist destinations. F. Li and Z. Zhou (2020) discuss
content characteristics (humor, personalization) that
increase audience engagement and their travel in-
tentions.

In Kazakhstan, the media environment is also
undergoing a transformation. G. S. Amangeldiev
and M. B. Toktagazin (2019) emphasize the im-
portance of visual journalism, where text takes a
backseat. Sh. Zh. Kanasheva and S. M. Duysengazy
(2020) note the strengthening of creative practices
in this area. Editing, visuals, presentation, content,
and emotional impact all influence audience percep-
tion. Research by N. T. Ozenbayeva and A. K. Isha-
nova (2021) also documents the transition to digi-
tal formats. M. Negizbaeva and E. Kanapiyanova
(2022) emphasize the nature of travel journalism as
an interaction between the writer (journalist) and the
audience. The latter’s role is to like, share, ask ques-
tions, and even create their own content.

Existing research in the fields of digital journal-
ism and tourism provides an opportunity to delve
deeper into the genre evolution of travel content.
The practical work conducted in this study reveals
content consumption in the national context of Ka-
zakhstan.

The scientific novelty lies in examining travel
media as a media practice in conjunction with the
genre transformation of content and the platform
features of its distribution.

The aim of the study is to identify the features
of the genre evolution of travel media in the digital
environment and determine how they relate to the
consumption practices and behavioral attitudes of
Kazakhstani audiences aged 18-35.

Research Questions

RQI1. What is the intensity of travel content con-
sumption by Kazakhstani audiences?

RQ2. Which platforms and formats are most
preferred for consuming travel content?

RQ3. What motivations underlie travel content
consumption?

RQ4. What is the audience’s level of trust in
various sources of travel content?

RQS5. To what extent does travel content influ-
ence audience behavioral practices and genre prefer-
ences?

Methodology and materials
The study utilizes a combination of qualitative
and quantitative content analysis and a quantitative

audience survey. This allowed us to examine the
phenomenon of travel media in relation to the analy-
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sis of content genre characteristics and consumption
practices.

The study’s methodological framework is based
on Uses and Gratifications Theory (McQuail, 2010).
Media consumption is viewed as an active and mo-
tivated process.

The study design consisted of two stages, which,
when combined, defined the characteristics of the
content, its perception, and use:

The first stage focused on analyzing the charac-
teristics of travel content in the digital environment.

The second stage explored consumer practices.

The content-analysis sample consisted of 120
travel-related publications posted on Instagram,
TikTok, and YouTube and collected between Sep-
tember 2025 and February 2026. Publications were
identified sequentially using travel-related key-
words and hashtags, including “travel,” “travel
vlog,” “travel guide,” #travel, #travelblogger, “Ka-
zakhstan travel,” “Almaty travel,” and “Astana trav-
el.” Publications were included if they were directly
related to travel and could be classified according
to the predefined content-analysis categories. Both
Kazakhstani and international accounts were con-
sidered to capture different forms of contemporary
digital travel content. The selection process contin-
ued until the final analytical corpus of 120 relevant
publications was formed.

Content was analyzed based on the following
parameters: format (vlog, short video, story, guide);
genre (informational, entertainment, hybrid); level
of personalization; narrative features; visual charac-
teristics; content length.

All 120 publications were coded by the first au-
thor using the coding framework presented in Table
1. The same coding categories and operational defi-
nitions were applied consistently across the entire
sample. Because the coding was conducted by a
single coder, inter-coder reliability statistics were
not calculated.

The analysis was conducted across the catego-
ries presented in Table 1. Each category reflects a
specific structural, functional, or experiential aspect
of media production. This identifies key trends in
the transformation of travel journalism.

The format category (vlog, story, guide) reflects
the platform’s definition of what format can be dis-
played and used. The diversity of formats allows us
to analyze how digital platforms such as TikTok, In-
stagram, and YouTube influence the form and logic
of content creation. The dominance of short video
formats reflects the acceleration of media consump-
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tion. Longer formats retain their value for deeper
storytelling. The genre category ((1) informational
(facts, knowledge), (2) entertainment (emotions),
(3) hybrid (combination)) demonstrates the purpose
of travel media. The prevalence of hybrid genres re-
flects the desire to inform and engage the audience
simultaneously.

The level of personalization is an indicator of
the author’s role in digital (online) media. The audi-
ence perceives content that is connected to personal
experiences and the brand and evokes sympathy
and a sense of support. This type of content is more
trustworthy.

Narrative features (storytelling, recommenda-
tions, reviews) are ways of delivering information.
Storytelling enhances emotional engagement, while
recommendations and advice enhance the practical
value of the content.

Analysis of visual elements demonstrates the
role of aesthetics and style in digital journalism.
Some people prefer one style, while others prefer
something different. Some content requires live vid-
eo, while others prefer a more aesthetically pleasing
style. Visual appearance attracts or repels viewers/
readers.

The duration category takes into account the
temporal dimension of media consumption. Short
video formats show fragments of something com-
mon. Long formats convey depth and consistency.

These categories form a general framework that
explores the transformation of travel media as a re-
sult of the interaction of platforms, user participa-
tion, and media consumption practices.

To analyze consumer practices, an online sur-
vey (“Travel Content Consumption by Kazakhstani
Audiences”) was conducted on the Google Forms
platform in April 2026. The questionnaire was dis-
tributed using a snowball sampling method via so-
cial media and messaging apps, including Instagram
and WhatsApp.

Respondents from three cities in Kazakhstan
participated in the study: Astana (43.5%), Almaty
(27.8%), and Shymkent (28.7%). The total sample
size was N = 115.

The target group was users aged 18-35 who reg-
ularly consume travel content. This age group was
chosen due to its high digital activity.

The sample age distribution was as follows:
18-24 years old — 15.7%, 25-29 years old — 53%,
and 30-35 years old — 31.3%. In terms of gender,
women predominated (80%), while the proportion
of men was 20%.
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Table 1
Coding categories for content analysis

Category Subcategories Description
. . . T f i i latf
Format Vlog / Short-form video / Stories / Guide ype of content presentation .dependmg on platform
and duration
Genre Informational / Entertainment / Hybrid Functional orlentat.10.11 of cont.ent (informative,
entertaining, or mixed)
L P f author’ 1 i
Personalization Personal / Neutral resence of author’s personal experience and

subjective narration

Narrative Features

Storytelling / Recommendations / Review

Dominant narrative structure used in the content

Visual Characteristics Dynamic / Aesthetic

Visual style (fast-paced editing vs visually polished
imagery)

Duration

Short-form / Long-form

Length of content (short videos vs extended
formats)

Note: Developed by the authors

The questionnaire was developed by the first
author specifically for the purposes of the present
study and was not adapted from an existing vali-
dated instrument. Its content was structured around
the research questions and the five analytical dimen-
sions examined in the study: consumption intensity,
platform preferences, motivation for consumption,
trust in sources, and influence and genre prefer-
ences. No separate expert review or pilot testing of
the questionnaire was conducted prior to the main
survey.

The questionnaire included 25
grouped into five thematic blocks:

* Intensity of consumption

(e.g., “I regularly consume travel content,” “I
view travel content daily,” “I purposefully search
for travel content”)

* Platform preferences

(e.g., “I most often consume travel content on
Instagram,” “I actively watch travel content on Tik-
Tok,” “I prefer short videos”™)

* Motivation for consumption

(e.g., “I watch travel content for inspiration,”
“Travel content helps me plan trips,” “I consume
content for entertainment purposes”)

* Trust in sources

(e.g., “I trust travel bloggers,” “User-generated
content seems more sincere to me,” “I verify infor-
mation before making decisions”)

* Influence and genre preferences

(e.g., “Travel content influences my choice of
destinations,” “I visited the places seen in the con-
tent,” “I prefer content with the author’s personal

statements

experience,” “I prefer short formats,” “Visual ap-
peal influences perception.”

Responses were recorded on a five-point Likert
scale (from 1 (completely disagree) to 5 (completely
agree)). Each block represents a separate analytical
construct. Respondent participation was voluntary
and anonymous.

The following methods were used for data anal-
ysis: content analysis (frequency analysis of catego-
ries; identification of dominant formats and genres;
comparative analysis of platforms).

The SPSS 27 statistical analysis program was
used for survey analysis: calculation of mean val-
ues; distribution analysis; assessment of scale reli-
ability (Cronbach’s alpha); correlation analysis; and
ANOVA.

Results and analysis

Content Analysis

Analysis of the selected travel content revealed
key trends in the genre evolution of digital travel
media (Table 2).

Format. Short-form video content (60%), pre-
sented primarily on TikTok and Instagram, domi-
nates the sample. Long-form vlogs account for 25%
and are primarily represented on YouTube, while
guides account for an additional 5%. This distribu-
tion reflects platform-specific differentiation in con-
tent formats.

Genre Structure. Hybrid content (65%), com-
bining informational and entertaining elements,
predominates. Purely informational (20%) and en-
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tertaining formats (15%) are significantly less com-
mon. A shift toward hybrid presentation is noted.
Travel content is characterized by a high lev-
el of personal connection: 80% of publications
are based on the authors’ personal experiences
and are presented in a subjective narrative for-
mat. The importance of authenticity and person-
al perspective in the digital media environment
is only gaining momentum. In terms of storytell-
ing methods, the most common are storytelling
(45%) and recommendations (35%). Content

Table 2
Results of Content Analysis

often includes personal experiences and advice,
combining useful information with emotional
engagement.

Visual analysis shows a predominance of dy-
namic content (58%) over slick and engaging visu-
als (42%). Short videos don’t require extensive edit-
ing, while longer formats focus on cinematography
and more detailed visual storytelling.

In terms of content duration, short videos pre-
dominate (65%), indicating a tendency toward quick
viewing.

Frequency Percentage

Category Subcategory N) (%) Platform Examples
Format Short-form video 72 60% TikTok, Instagram Travel clips (@drewbinsky)
Vlog (long-form) 30 25% YouTube Travel vlog (@karaandnate)
Stories 12 10% Instagram Stories (@kazakhstan.travel)
Guide 6 5% 31{1 thlagizz’l Destination guides (@visit_almaty)
Genre Hybrid 78 65% TikTok, Instagram Informative + enertaining clips
Informational 24 20% YouTube “Top places to visit”
Entertainment 18 15% TikTok Lifestyle / fun travel videos
Personalization Personal 96 80% All platforms First-person vlogs
Neutral 24 20% Instagram Institutional tourism pages
Narrative Storytelling 54 45% YouTube, TikTok Travel stories
Features
Recommendations 42 35% Instagram, TikTok Travel tips
Review 24 20% YouTube Hotel/restaurant reviews
Char\;stl;?ilstics Dynamic 70 58% TikTok Fast-cut videos
Aesthetic 50 42% Instagram Cinematic visuals
Duration Short-form 78 65% TikTok, Instagram Reels / Shorts
Long-form 42 35% YouTube Full-length vlogs

Note: Devoloped by the authors based on the content analysis of travel media published on Instagram, TikTok and Youtube (September

2025-February 2026)

Overall, the content analysis results reveal a shift
in contemporary travel content in the digital envi-
ronment. It is characterized by a predominance of
short, visually rich, and personalized formats. This
pattern is consistent with the growing prominence of
concise, visually engaging, and personalized forms
of travel content across digital platforms.

In terms of duration, short-format content clear-
ly predominated in the sample. This reflects broader
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trends in digital media consumption. The predomi-
nance of short-form content in the sample is con-
sistent with audience preferences for concise and
engaging digital formats.

Following data collection, the internal consis-
tency of the five questionnaire scales was assessed
using Cronbach’s alpha. The analysis was used to
evaluate the reliability of the items within each scale
and was not treated as evidence of construct valid-
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ity. The results show a generally acceptable level of
reliability across all scales.

Good internal consistency (o = 0.821) was found
for the intensity construct, while the Platform Pref-
erences scale also demonstrated acceptable reliabil-
ity (oo = 0.718). For consumption motivation, Cron-
bach’s alpha reached 0.768. This is a satisfactory
level of internal consistency for the questionnaire
items regarding the motivational aspects of travel
media consumption. The source trust construct
demonstrated a slightly lower reliability coefficient
(o = 0.686), which can be interpreted as barely ac-
ceptable. This may be due to the multidimensional
nature of trust, which includes various aspects such
as credibility, authenticity, and critical evaluation.
Finally, the influence and genre preference scale
demonstrated good reliability (o = 0.754). The de-
termined reliability coefficients ranged from 0.686
to 0.821, indicating an acceptable level of internal
consistency for the survey instrument and its suit-
ability for further statistical analysis.

Intensity of content consumption. This indicator
demonstrates a moderate level of audience engage-
ment (M = 3.45). Respondents report stable inter-
action with tourism content, including regular con-
sumption and targeted searches for such materials.
The highest value in this block is associated with
repeat consumption (Q5, M = 3.62). Users tend to
return to previously viewed content. Travel content
is relevant and useful to the audience.

Platform preferences. Audiences tend to favor
visually-oriented and dynamic formats (M = 3.63).
The highest values are observed for Instagram
(M = 3.87) and short videos (M = 3.89). Visually-
oriented and dynamic content dominates. YouTube
demonstrates comparatively lower engagement
(M =3.23). It is consumed less frequently because
the videos posted there are longer and more compre-
hensive. While it remains relevant, it is the platform
people turn to for in-depth exploration of travel
topics.

Motivation. The desire to consume travel content
remains consistently high (M = 3.78). The strongest
motivations are related to inspiration (M = 3.95)
and travel planning (M = 3.93). Travel media sat-
isfy both emotional and practical needs. The enter-
tainment portion of the content (M = 3.53) and the
acquisition of knowledge (M = 3.87) further dem-
onstrate the multifunctional nature of travel content.

Trust in the content source. There is a high level
of perceived credibility (M = 3.75). Respondents ex-
press a relatively balanced level of trust in bloggers
(M = 3.50) and traditional online media (M = 3.68).

The highest mean value is associated with behavior
related to information verification (M = 4.09). Users
actively evaluate the credibility of information be-
fore making decisions. A negative impact of adver-
tising on trust was noted (M = 3.71). Respondents
may be critical of information that offers a product
or service for money. In the travel content field, this
could include airline ticket sales, hotel advertising,
sponsored trips, and so on.

The influence of travel content and genre pref-
erences. A strong overall impact is demonstrated
(M = 3.85). Respondents report that travel content
significantly influences their destination choices
(M =3.69) and, to a lesser extent, their actual travel
behavior (M = 3.48). Particularly high values are
observed for preferences for personalized formats,
such as vlogs (M = 4.03). These results indicate that
visually rich and experiential content is strongly as-
sociated with audience preferences and self-reported
behavioral intentions. A one-way ANOVA revealed
no statistically significant differences between
age groups for consumption intensity (F = 0.268,
p = 0.765) and motivation (F = 0.551, p = 0.578).
The audience was shown to be relatively homoge-
neous across these parameters.

Statistically significant differences were also
found for trust levels (F =4.358, p = 0.015) and the
influence of travel content (F = 3.949, p = 0.022).

A post-hoc analysis (Tukey HSD) showed that
respondents aged 30-35 expressed greater trust
than respondents aged 18-24 (p = 0.011). Similar-
ly, younger audiences (18—24) are less influenced
by travel content compared to those aged 25-29
(p = 0.027) and 30-35 (p = 0.029).

These results show that age-group differences
are primarily observed in the cognitive and behav-
ioral aspects of media consumption (trust and influ-
ence), whereas consumption intensity and motiva-
tion remain relatively stable across age groups.

A Pearson correlation analysis was conducted to
examine the relationships between key constructs,
including consumption intensity, motivation, trust,
and influence on behavior. It revealed statistically
significant positive correlations between all vari-
ables (p <0.01).

A strong relationship was found between trust
and influence (r = 0.648) (Table 3). High levels of
trust in tourism content are associated with a stron-
ger influence on audience behavior. A similarly
strong correlation was found between motivation
and trust (r = 0.569). More motivated users tend to
exhibit higher levels of trust when receiving infor-
mation.
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A significant relationship was found between
consumption intensity and motivation (r = 0.554).
Increased engagement with tourism content is
closely related to users’ motivational factors. The
correlation between motivation and influence
(r = 0.536) further indicates that higher motiva-
tion is associated with greater self-reported influ-

Table 3
Correlation matrix of key constructs

ence of tourism media on decision-making. Moder-
ate correlations were found between consumption
intensity and trust (r = 0.455). Between consump-
tion intensity and influence, r = 0.346. Frequency
of exposure is associated with trust and behavioral
influence, although these relationships are compar-
atively weaker.

Variables 1 2 3 4
1. Consumption Intensity 1
2. Motivation 554%* 1
3. Trust A55%* 569%* 1
4. Influence 346%* 536%* .648%* 1

Note: Developed by the authors based on survey data (N = 115). p < .01

Correlation analysis provides important insights
into the consumption of digital tourism content.
The strong relationship between trust and influence
highlights the close association between perceived
credibility and self-reported audience behavior. Re-
spondents reporting higher trust also tended to re-
port stronger behavioral influence of travel content.

The significant relationship between motivation
and trust, as well as influence, indicates that media
content consumption is not passive. It occurs on de-
mand: for inspiration, planning, and entertainment.
The results support the theoretical propositions of
E. Katz and D. McQuail (1973), who emphasize the
active role of the audience in selecting and interpret-
ing media content.

The comparatively weaker correlation between
consumption intensity and influence suggests that
exposure frequency alone is less strongly associated
with self-reported behavioral influence than trust
and motivation. This finding is particularly relevant
in the context of digital media, where the abundance
of content requires users to selectively engage with
information—specifically, with information that con-
sumers perceive as relevant and credible. The re-
sults confirm that tourism content consumption is a
complex interaction of cognitive (trust), emotional
(motivation), and behavioral (influence) aspects.

Integrated Analysis

The content analysis and survey data, when in-
tegrated, provide a clearer picture of tourism media
and audience consumption practices.
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The content analysis shows that modern tour-
ism media are primarily characterized by short,
visually oriented, and highly personalized content
(posted primarily on TikTok and Instagram). These
structural features directly align with the survey re-
sults, which revealed audience preference for short
formats (M = 3.89) and visually appealing content
(M = 4.07). These patterns are consistent with the
affordances of Instagram and TikTok, where short-
form and visually engaging content plays a promi-
nent role.

The abundance of hybrid genres revealed in the
content analysis is also reflected in audience moti-
vations. Survey results indicate that users consume
travel content both for inspiration (M = 3.95) and
for practical purposes, such as travel planning (M =
3.93). Modern travel media simultaneously satisfy
emotional and informational needs.

Content analysis reveals that 80% of publi-
cations are based on personal experience, and the
survey indicates a relatively high level of trust in
user-generated content (M = 3.77). A preference for
video blog formats is revealed (M = 4.03). This re-
lationship is further supported by correlation analy-
sis, which reveals a significant positive relationship
between trust and influence on behavior (r = 0.648).
These results suggest an association between per-
sonalized content, perceived authenticity, and the
persuasive potential of travel content. Content con-
sumption intensity shows only a relatively weak as-
sociation with behavioral influence (r = 0.346). Tak-
en together, these findings indicate that behavioral
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influence is more strongly associated with trust and
motivation than with consumption intensity alone.

The results show that travel content evolves de-
pending on how its audience views and perceives
it. Short, visual, and personal formats have become
popular not only because of platforms but also be-
cause such content is more relatable to users and is
shaped by their participation.

Limitations of the Study

Limitations of this study include the non-ran-
dom sampling method, which combined purposive
and “snowball” sampling. While this method effec-
tively captured active consumers of travel content, it
may also limit the generalizability of the results to a
wider audience. In addition, the survey sample was
gender-imbalanced, with women comprising 80%
of respondents and men 20%, which may further
limit the generalizability of the findings across gen-
der groups. Furthermore, the content analysis was
limited to the selected digital platforms: Instagram,
TikTok, and YouTube.

Another limitation concerns the content-analysis
coding procedure. All 120 publications were coded
by a single coder (the first author); therefore, inter-
coder reliability could not be assessed. Although a
predefined coding framework was applied consis-
tently across the sample, the absence of independent
coding by a second coder may have increased the
potential for subjective classification. Future stud-
ies should employ multiple independent coders and
assess agreement using an appropriate inter-coder
reliability statistic.

A further limitation concerns the survey instru-
ment. The questionnaire was developed specifically
for this study and was not subjected to separate ex-
pert review or pilot testing before its administration.
Although the five scales demonstrated acceptable
to good internal consistency in the study sample,

Cronbach’s alpha provides evidence of reliability
rather than construct validity. Therefore, the valid-
ity of the proposed questionnaire structure should be
examined more extensively in future studies using
additional validation procedures.

Conclusion

The results and their analysis revealed charac-
teristics of the genre’s evolution in digital travel
media. Short, visually oriented (with special ef-
fects), and personalized content are prioritized.
Survey results showed that audience consumption
practices are closely linked to these content char-
acteristics.

The research questions outlined in the introduc-
tion were addressed using a combination of content
analysis and quantitative survey data. The results
demonstrate that travel content consumption is
moderate. It is associated with both emotional and
practical motives as well as trust in content sources.
Furthermore, travel-content consumption is signifi-
cantly associated with self-reported behavioral re-
sponses, including travel decision-making.

The study demonstrates a strong relationship be-
tween content creation and audience practices. The
evolution of travel media in the digital environment
is shaped by both platform logic and active audience
engagement.
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