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context: they learn new knowledge and apply it to a specific design sample. Such
educational work gives them an insight into the process and methodology of using a
font.
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Introduction. Travel blogs are individual entries, which will be assigned to
planned travels, real or final trips, they are the equivalent of personal online diaries...
usually writings from tourists, for and reporting to friends and families for their
activities and experiences time for exercise [1].

Web blogging is used primarily as a social form for interaction and self-
expression, where tourists can publish positive and negative experiences [1]. Web
blogs are online diaries of travels, taken from the history of specific trip plus pictures
and videos. Besides this, the travel blogs represent goal-oriented actions through
which the bloggers seek and help other tourists as they create and present stories for
their travel that are very realistic.

Tourist blogs are a variety of advertisements from mouth to mouth lips, which
somehow bleached in a mountain-like manner in the presentation, giving an excellent
results. Typical form behind the basin on digital technology tourism, what type of
Interaction is consumer-consumer, i.e. information content is created from consumers,
sharing their positive experience to other potential tourists [3].

Main body. In the conditions of the pandemic crisis, these blogs and blogs have
gained more popularity due to their publicity related to travel and excursions. From
business point of view, organizations in the sphere of tourism, blogging can provide a
lot of useful information for creating long-term relationships and focusing on
consumer loyalty in modern times [2]. On the other hand, a tourism blog is an
extremely valuable tool for organizing business in the tourism sector, and therefore
prefers to start collecting reliable information from a verified and trustworthy source,
in the case of a consumer tourist who has visited the same tourist site, based on their
social needs, claims and shares, and communication with similar interests to
consumers.

The usefulness of the tourist community is in the forest for potential tourists,
who trust in the goal of the degree to evaluate and comment on the quality of the
service and separate the characteristics of the specific tourist object, which will help
in a significant degree of selection. People tend to trust others when they search for

14



CEKLIA: IHHOBaUiMHI TexHONOTii HABYaHHA B 3aKNa4ax OCBiTH

information regarding specific destination. That’s why, travel blogs have become
more effective as an advertising tools compared to traditional banner advertisement
for example [3].

Web blogs offer dynamic content of their own with some attraction for
consumers, the ability to read text content or see videos or pictures from a tourist
destination, which differ in their format and content from traditional media. In these
cases, tourists will be divided for their accommodation under a custom format, but
everything is more readily available and divided into audio and video material [3]. A
lot of blogging in the virtual space will provide the opportunity for readers and
publish your comments, and add pictures of material like this. Tourist blogs are
equally valuable in relation to the decision to give tourists, videos or sharing video
and text, and they are also valuable as a tool for the organization itself, as well as a
tourist site.

1. Traveling Buzz is a travel blog in English for travel and adventures in
Europe. It shows 56 different types of tourism from extreme sports as parachute
jumping, kayaking in the Black Sea to visiting interesting
towns://www.travelsmart.bg.

2. When Woman Travels is a travel blog, targeted at women and discussed
problems that women often meet during their trips.

3. «Travel without edge» is the author’s blog on Veneta Nikolova — a journalist
and traveler, from the source of writings, videos and photographs from the traveler
from Bulgaria and foreign lands, which is why we know little about Ketchet —
ethnographic villages, ancient monasteries and fortresses, from the walls of the
church, from the nature of the area, as well as an interview with an interesting choir,
which | met while traveling from Bulgaria. «Travel without edge» was nominated for
an Annual award at the Ministry of Tourism in the category «Publication on the topic
of tourism in Bulgaria for 2016 in an online blog.» www.pateshestvia.net

4. Samuil’s fortress and ominous history, which was nominated for 2022 from
the Patnicheskaya blog Moeto patuvashtoaz https://moetopatuvashtoaz.com.

5. Piralkova travels is a travel blog for traveling around the world, traveling
from homeland. It has letters from the saints, stories from the differences in
destination, inspiration from the obstacle to the travels in mountains
www.piralkovatravels.com

Web blogs were mainly studied regarding the advantages they provide for
consumers and organizations in the field of tourism. In this regard, researcher Banyai,
2016 shared the idea that the majority of bloggers wish to communicate with an
audience by using terms such as «you» using personal characteristics in the narrative,
which indicates that bloggers have a historical social relationship with readers. In
their blogs, they use a narrative style, detailing all the steps of their journey from the
moment they leave their home, the journey itself, and the end of it, thus seeking
empathy and easier inclusion of readers in their experiences. Researcher Banyai, in
her research suggests a way to use the potential of the travel blog by marketing
agencies in researching major destinations that want to improve or evaluate the
effectiveness of their marketing strategies. In this regard, the researcher Banyali,
highlights include the possibility that, in addition to providing insights into visitors’

15



CEKLIA: IHHOBaUiMHI TexHONOTii HABYaHHA B 3aKNa4ax OCBiTH

travel experiences, by analyzing the content of travel blogs, destination marketers can
gain access to the demographics and demographic profile of the readers of the weblog
itself.. Thus, knowing who is more likely to generate and share information on the
Internet can provide destinations with a competitive advantage by responding and
communicating with this market in a timely manner. In addition, a direct promotional
offer or specific marketing offer can be made to the actual interested people.

Banyia, in their research concluded that the communication channels as well as
the consumption and promotion of tourist destinations are influenced by the emerging
trend of online diaries or blogs. Furthermore, the travel blog as a significant source of
destination marketing information is an area of research that has been undervalued
and neglected [1]. However, the gap identified in this study is limited to the travel
blog itself. As researcher Banyia, 2016 argued, blogging is not an individual endeavor
and that although there is a growing number of blog readers, this field is still
undiscovered. The studies of a number of researchers prove the existence of
interdependence between the publications and the growth of sales, proving
indisputably that the blog posts influence the decision-making of tourists, therefore
the researchers have focused on analyzing the publications in the travel online
communities using modern technologies [3].

According to a study, the generation known as Gen Z are the main users, with
76 % of people who scroll through social media for travel saying it made them want
to travel more [3].

86 % became interested in traveling to a specific destination after seeing
images of it in travel blogs. According to the statistics, nearly half of Americans
(45 %) say that friends’ social image is the most influential factor when choosing a
restaurant at a travel destination.

Over 57 % of people have made plans to dine at a restaurant based on
images/videos on their feed, with approximately Y4 of Gen Z taking 50+ photos per
day while on vacation, compared to 40 % who share them on social media
(https://passport-photo.online).

That is why multimedia technologies can not only improve the experience of
the tourist aimed at exploring the culture of the destination he is visiting, but through
the digitization of cultural heritage, cultural institutions have an excellent opportunity
to attract more visitors [2]. Thanks to digital technologies, on the one hand, services
for users are accessible, and on the other hand, many users can be attracted, not only
physically present, but also target the elderly or people who for health reasons cannot
visit the place.

Web blogs are important at the different stages of customer online behaviour.
They are very helpful for the planning of the destination, also during the selection
process between different alternatives. Most of all they support the traveler to share
experience of the travel during it or after it. They replace the traditional advertisement
especially for generation Millenials who do not trust tv ads but tend to trust people
with same motivation to travel.
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OntuManbHO 1 €(QEKTUBHO BIPOBATUTH  1HPOPMAIIHHO-KOMYHIKAIIIITHI
TEXHOJIOT1i Y HaBYaJIbHUI MPOLIEC 3 MATEMaTUKH B pamkax HoBo1 yKpaiHCHKOI HIKOIH
JUISL  TIOKpAIIEHHST PO3BUTKY KOMIIETEHTHOCTEH YYHIB Yy BHUPIIICHHI 3aBJaHb,
CIPSIMOBAaHUX Ha PO3BUTOK iXHBOI KPUTHYHOI TyMKH, MPOOIEMHOTO MUCICHHS 1
MPaKTUIHUX HAaBHYOK.

BnpoBamkennss  iHbopmaiiiiHo-koMyHikariiaux — texuonorii  (IKT) vy
HAaBYAJIbHHUI MpOIEC Ma€ CYTTEBHM BIUIMB HAa PO3BUTOK HABUYOK 1 BMIHb YYHIB,
30Kkpema B ramy3i marematuku. Y 2017 pori MiHicTepcTBO OCBITH 1 Hayku YKpaiHu
MPOBEJIO KIIIOUOBY pedopMy OCBITH, sika OTpumMaia Ha3By — HoBa ykpaiHchka mikona
(HYII), ronoBHOIO METOIO SIKOi € CTBOPEHHS INKOJIM, SIKa JaBaTUME YYHSM YMIHHS
3aCTOCOBYBATH OTPHMAaHHI 3HAHHS, IiJl YaC HaBYAHHSA, Y MOBCAKICHHOMY >KHUTTI. [[ist
I[OTO YYHI HAaBYAIOYMCh HAOYBalOTh KOMIIETEHTHOCTI — JUHAMIYHI MTO€THAHHS 3HAHBb,
yMiHb, HaBUYOK, CTHUJIIB MHCJICHHS, MEPEKOHaHb, IIIHHOCTEH Ta 1HIIUX OCOOMCTHUX
XApaKTepUCTUK, SIKI BU3HAYAIOTh 3JATHICTh 3100yBaya OCBITH JO YCHIIIHOi
coriaizaiii Ta 3AiiicHeHHs NpodeciiHOl UM TONAJbIIOI HAaBYAIBHOI ISJIBHOCTI.
3rilHO  HOBOTO JEP)KaBHOTO CTaHAapTy ©Oa3oBoi ocBitH [1,¢. 5], a Takox
«Pexomenpanisimu €Bponeiicskoro I[lapaamenty ta Pagu €Bponu mono popmyBaHHs
KITFOYOBUX KOMIIETEHTHOCTEH OCBITH BIPOAOBXK JKUTTS» BUAUICHO 10 KIHOUOBUX
KOMIIETEHTHOCTEM:

e CIUIKYBAaHHS JIepkKaBHOIO (1 p1IHOIO y pa3l BIAMIHHOCTI) MOBaMH;

e CIUJIKYBaHHS 1HO36MHUMU MOBaMU;

e MaTeMaTHYHA KOMIIETCHTHICTb;

e OCHOBHI KOMIIETEHTHOCTI Y MPUPOJHUYMX HAYKAX 1 TEXHOJOTISX;

e iH(opMalIiHO-IIM(POBA KOMIETEHTHICTH;

e YMIHHS BUUTHUCS BIPOJOBXK JKUTTS;

e IHIIIATUBHICTH 1 MATPHEMIIMBICTD;

e CoIliaJbHA Ta TPOMAISTHChKA KOMITIETEHTHOCTI;

e 0013HaHICTh Ta CAMOBUPAXEHHS Y chepl KyIbTypH;
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