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PHILOSOPHICAL ASPECTS OF MODERN TOURISM CULTURE.

Purpose. To characterize the phenomenon of modern tourism from a philosophical standpoint, to identify those
anthropological changes that bring tourism to modern global culture, to identify changes in cultural identities occurring on
a global dimension under the influence of the tourism industry. Scientific novelty. The hypothesis is that the development
of the cultural tourism industry first leads to the emergence of performative identities, when it is possible to speak not
simply of the emergence of multiple identities, but of the fact that ethnic and social identities are changing. Opposing
external and internal travel, it is argued that global tourism initially relied on an external horizontal type of travel, only
recently has tourism embraced external and internal travel, thereby becoming an education of education and self-
development. Five main types of tourists are distinguished and characterized, their philosophical and anthropological
characteristics. The three types are born in the modern and are related to the horizontal way of travel, it is a vagrant, a
missionary, an artist. The postmodern era is characterized by the emergence of a new type of tourist — a creative
personality, as well as fundamental anthropological changes concerning the flaner, the flaner is already looking not so
much visual impressions as it was in modern times, how many impressions that can cause psychological shifts,
anthropological changes through shock events of the Real. It is determined that the philosophical and anthropological
characteristics of modern tourism include: “controlled risk”, “atmospheric” as an attraction to a holistic cultural complex,
replacement of recreational tourism with tourism of self-improvement and education. It is revealed that for the XIX
century there are two new types of tourists — the flaner and the creative personality. Flaner is not about traveling as such,
but about watching life without trying to change it. The creative personality, watching life, changes him and himself, the
identities of such a person are in principle multiple, and therefore variable depending on one or another environment and
particular needs.
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®UNOCODCKUE ACMEKTbI COBPEMEHHOWM KY/IbTYPbI TYPU3MA
Llenb. OxapakTepu3oBaTb fBNEHME COBPEMEHHOrO Typu3mMa C GUNOCODCKOM MO3MUMM, BbIABUTL Te
aHTPOMNONOrMYECKUE M3MEHEHMA, KOTOpble MNPUHOCUT TYpM3M B COBPEMEHHYIO FN06anbHYy KyabTypy, OnNpeaenvTb
MU3MEHEHUA KY/AbTyPHbIX WAEHTUYHOCTEN, npoucxogalme B rn106anbHOM M3MEPEeHUM Mo4 BAUAHMEM MHAYCTPUU
Typuama. Hay4yHas Hosu3Ha. [oKasbliBaeTcA rMnoTesa, YTO PasBUTME KyAbTYPHON MHAYCTPUU TypU3Ma Npexae BCero
NpPUBOAMUT K
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nonasaeHuto nNepGopPMaTUBHUX WMOEHTUYHOCTEM, KOr4a MOMKHO TOBOPWUTb HE MPOCTO O MOSB/IEHUM MHOMKECTBEHHbIX
WOEHTUYHOCTEMW, @ O TOM, YTO OSTHMYECKME W O0bWecTBEeHHble WAEHTUYHOCTM CTAaHOBATCA  WU3MEHYMBbLIMMU.
MpPOTMBOMNOCTaBAAIOTCA BHELWHEE M BHYTPEHHEE CTPAHCTBOBAHMA, [OKA3blBAETCA, YTO N106aNbHbIM TYpPM3M CHavana
ONWPasCsA Ha BHELHWI TOPU3OHTA/IbHLIM TUN CTPAHCTBOBAHWA, TOMILKO B Moc/jeHee BPpemsa TYpU3M CTan OXBaTbiBaTb
BHELLUHEE M BHYTPEHHEE CTPaHCTBOBaHMA, TEM CamMblM CTAaHOBACb TYPU3MOM 0b6pa3oBaHMA U CAaMOpPa3BUTUA. BblaeneHbl n
OXapaKTepM3oBaHbl NATb OCHOBHbIX TUMOB TYPUCTOB, UX PUIOCODCKO-aHTPOMONOTMUYECKME XAaPAKTEPUCTMKU. Tpu TMna
3apoKAAOTCA B 3MOXY MOAEPHA M CBA3AaHHbI C FOPU3OHTA/IbHbIM CMOCOOOM CTPAHCTBOBAHMSA, 3TO Bpoasara, MUCCMOHep,
XYAOXKHUK. [N NOCTMOAEPHUCTCKON 3MOXM XapaKTepHO 3apoXKAeHMe HOBOro TWMMa TypucTa — KpeaTMBHOW JIMYHOCTH, a
TaKXKe MNPUHUUNMANbHBIE AHTPOMOJIOTMYECKME U3MEHeHUs, Kacatowmecs dnaHepa, dnaHep yxKe MLIET He CTOJIbKO
BM3yasIbHbIX BMEYaT/NIeHWUM, Kak Obll0 B MOZEPHYH 3MOXY, CKOJIbKO BMevyaT/ieHui, KoTopble CrnocobHbl BbI3BATb
NCUXOIOTMYECKME CABUIM, AHTPOMOJIOTMYECKUE W3MEHEHUS CaMOCTM M3-3a LUOKA BW3YyasibHOW CobbITUA PeanbHoro.
OnpepeneHo, 4To K ¢UNOCODGCKO-aHTPOMNONOIMYECKUX XAaPAKTEPUCTUK COBPEMEHHOTO TYypU3Ma MOMXKHO OTHECTU:
«KOHTPONIMPYEMbIN PUCKY, «aTMOCHEPHOCTbY» KaK MPUBAEYEHME K LLEJIOCTHOMY KY/NIbTYPHOMY TYPUCTUHECKOMY KOMIJIEKCY,
3aMeHy pasB/ieKaTesIbHOTo Typuama Ha TYPM3M CamMOCOBEPLLEHCTBOBAHMA U 0bpa3oBaHusA. BoiseneHo, yto gna XXI Beka
XapaKTEPHbl ABa HOBbLIX PA3HOBMAHOCTM TypucTa — ¢aHep M KpeaTuBHas /AMYHOCTb. DaHep MMeeT Uesblo He
nyTelecTBMe Kak TAaKOBOE, @ Hab/loAeHMe 3a KU3HbIO, 6e3 NONbITOK ee U3MeHeHWs. KpeaTnsHas IMYHOCTb, Habatoaan 3a
XU3HbKO, MEHAeT ee " CE6F|, NOEHTUYHOCTU TaKOW JINYHOCTU NPUHUNNNANBHO ABNAETCA MHOXeCTBEHHbIMK, a,
cnefoBaTesibHO, MEPEeMEHHbIMU B 3aBUCMMOCTU OT TON MM UHOM cpeapbl U TEX MU UHBIX MHANBUAYaNbHbIX NOTPebHOCTEN.

KnioueBble cnoBa: MAEHTUMYHOCTb, Typusm, dunocodckaa  aHTpononorusa;  dunocodpua  Typusma,
AHTPONONOrNYECKMIA NOBOPOT, robannsm.
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®IT0CODCbKI ACMEKTU CYYACHOI KY/ZIbTYPU TYPU3MY

Mema. OxapaKTepusyBaTh ABMULLE Cy4aCHOTro Typu3amy 3 ¢inocodpcbKoi No3nu,i, BUABUTU Ti aHTPONOAOTIYHI 3MiHN,
O NPUHOCUTL TYPU3M B Cy4acHy rnobasibHy KynbTypy, BU3HAUYUTU 3MiHWU KyJbTYPHUX iAEHTUYHOCTEN, WO BifbyBatoTbea y
rnobanbHOMy BUMIpi nif BRAMBOM iHAYCTPii Typuamy. TeopeTuHUMiA 6asuc AOCHIAKEHHA CKNAZAETbCA 3 Mpaub,
NPUCBAYEHUX CYTHOCTI Ta aTpMbyTam KONEKTUBHMX Ta iHAMBIAYANbHUX iAeHTUYHrocTeN. OKpeMnii 610K CTaHOBAATL MpaL,
npuceaveri ¢inocodii Typnamy Ta CoOLiaNbHO-KYJIbTYPHUM Ta aHTPOMOOFYHMM 3MiHaM, WO BWHWMKAOTb Y Cy4acHUX
cycninbCcTBax nig BNAMBOM rnobanisauii. TeopTeTUuHUIA H6asnc JOCAIAMKEHHA 3aCHOBAHWUIA Ha YABJEHHAX MPO KYNbTYypPHY
iAEHTUYHICTb TYPUCTa AK NPUHUMMIOBO MiHAMBY Ta nepdopmaTneHy. Haykoea HOBU3HA. [JOBOAMUTLCA FiNOTE3a, WO PO3BUTOK
KYNbTYPHOT iHAYCTPIl TypM3amy Hacamnepes npu3BOAMTb 4O MOABM NepdOPMATUBHUX iAEHTUYHOCTEW, KOAM MOXKHA
roBOPUTM HE MPOCTO NPO MNOABY MHOMUHHUX iAEHTUYHOCTEN, @ NPO Te, WO eTHIYHI Ta rPOMaAChKi iAEHTUYHOCTI CTalTb
MiHAMBUMMU. TIPOTUCTABNIOETHCA 30BHILLIHE Ta BHYTPILWHE MaHAPYBAHHA, AOBOAMUTLCS, WO r106aNbHUI TYpU3M CNOYaTKY
CNUPaBCA Ha 30BHILUHIN FOPU3OHTAZIbHUI TUN MaHAPYBAHHA, IMLWE OCTAHHIM YaCOM TYPU3M CTAaB OXOMJIIOBATK 30BHiLLHE Ta
BHYTPilLHE MaHAPYBaHHA, TUM CaMMM CTalO4M TYPU3MOM OCBITM Ta CaMOPO3BUTKY. BUOKpemneHo Ta oxapaKTepu3oBaHO
N'ATb OCHOBHUX TWUMIB TYpUCTiB, X ©iNOCOGCHKO-aHTPONONOTNiIYHI XapaKTEPUCTUKN. Tpu TUNM 3aPOLKYIOTbCA Yy 00y
MOZEpPHY i NOoB’A3aHi 3 ropu3oHTaNbHMUM cnocobom MaHApPYyBaHHA, Le bpoasara (Bosoutora), micioHep, XyAOXKHUK. Ona
NOCTMOAEPHOI A06M XapaKTepHO 3apOAMKEHHS HBOrO TUMY TYpWUCTa — KPeaTMBHOI OCOBMCTOCTi, a TaKOX MPUHLMMOBI
QHTPOMONOriYHI 3MiHW, AKi cTocyloTbcA ¢naHepa, ¢naHep BXe LWYKAE He CTiNbKM Bi3yasbHUX BpaXKeHb, fiK Byno y
MOAEPHUI Yac, CKiIbKM BparkeHb, WO 34aTHi BUK/AMKATM MCUXOJIOTIYHI 3pYyLIEHHA, aHTPOMOOriYHI 3MiHM 4Yepes LOoK
BisyasnbHOI noaii PeanbHoro. Bu3HauyeHo, WO A0 $ifI0cObCbKO-aHTPONONOMNYHNX XapPaKTEPUCTUK Cy4aCHOro Typusmy
MO)HA BIOHECTU: «KOHTPO/IbOBAHWUIN PU3UKY», «aTMOCPEPHICTbY AK 3aNyYeHHS [0 LiNICHOro KyabTypHOro
KOMMJEKCY, 3aMiHy PO3BaXa/NbHOro TypM3mMy Ha TYPU3M CaMOBAOCKOHAJIEHHA Ta OCBiTU. BuasneHo, wo ana XXI
CTONITTA XapaKTepHi ABa HOBI pi3HOBMAA TypucTa — GNaHep Ta KpeaTUBHA 0COBUCTICTb. PnaHep MAe Ha MeTi He
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NnoJopoXK fAK TaKy, a CNOCTEpPEeXKEHHsA 3a XUTTAM, 6e3 cnpob oro 3miHW. KpeaTMBHa 0cobMUCTiCTb, crnocTepiratoym 3a
KUTTAM, 3MIHIOE MOro Ta cebe, iAEHTUYHOCTI TaKoi 0COBMCTOCTI MPUHUMMNOBO € MHOMMHHUMMK, @ OTKE 3MIHHUMU B
3a/1€KHOCTI Bif, TOrO UM iHLIOro cepeaoBMLLLA Ta TUX YM iHWKX iHAMBIAYabHUX NOTPE6.

KniouoBi cnoBa: igeHTUYHiCTb, Typu3sm, dinocodpcbka aHTponosoria, ¢inocodia Typuamy, aHTPOMNONOTiYHWUA
noBopoT, rnobanism.

Relevance of research. Collective identities remain the mainstay of national cultures, national self-
determination. Recently, globalization trends are contributing to the transformation of collective identities,
creating a unified, tourist-attractive, world culture, while the creation of new forms of tourism influence on mass
culture and identities remain unaddressed as the tourism economy exerts a “soft” influence on the media and
mass consciousness.

Formulation of problem. Tourism in modern society is not just forming a special touristic culture, it is
becoming universal while globalizing and penetrating into other cultural spheres. As it could be already
mentioned as for some countries that they live not only at the expense of tourism, but inside tourism as a special
advertising simulacrum, so culture of tourism is becoming one of the most prosperous and promising sectors of
modern society.

Analysis of recent publications, level of research on the problem. Tourism culture, its social,
anthropological and philosophical essence were researched by D. Bell, J. Mead, T. Parsons, J. Walker, E.
Fromm, Z. Bauman [Bauman, 2015; Bauman, 2008], U. Beck [Beck, 2007; Beck, 2001]. As for national
scientists, the topic was elaborated in the researches of O. Holovashenko, S. Horsky, O. Doroshko, A.
Yemchenko, V. Zinchenko, A. Kozitsky, O. Lugova, Y. Lutsky, M. Knyazev [Pazenok (ed.), 2005]. Problems of
cultural identity transformations are most fully revealed in the works of D. Bell, U. Beck [Beck, 2007; Beck,
2001], and Z. Baumann [Bauman, 2015; Bauman, 2008], V. Kusherts, A. Giddens, and E. Gellner. In the
publications presented, the philosophical and anthropological characteristics of modern tourism are insufficiently
analyzed, in most publications it is noted that the culture of tourism influences collective and individual
identities, but the anthropological mechanisms of such transformations remain out of the focus of researchers.

Purpose and objectives of the article are to determine basic philosophical and anthropological
characteristics of modern tourism, its interaction with globalism, possible transformations of identities under the
influence of the advanced touristic cultural industry.

Outline of the main material and scientific results of the study. U. Beck [Beck, 2001] begins his
investigations by arguing that globalization is an erosion of old well-known cultural processes, including
national state, but immediately notes that these are not only possible erosions but also a phenomenon of cultural
transformation: “For, as we have seen, globalization means one thing above all others: denationalization — that
is, erosion of the national state, but also its possible transformation into the transnational state” [Beck, 2001, pp.
31-34].

Being becomes a design and globalization creates new values, where openness means, first and
foremost, the destruction of institutions and borders: “Globalization means lessons learned from the demolition
of the boundaries of everyday activity in different spheres of economy, information, ecology, technology,
transcultural conflicts and civil society, thus, meaning basically something known long ago and at the same time
unclear, that is difficult to understand, something that changes our daily life by irresistible force and makes
everyone adjust and respond to these changes” [Beck, 2001, pp. 86—88].

Despite such devastations and transformations that threaten the very concept of cultural identity in the
age of globalization, U. Beck remains to be a moderate optimist, calling after H. Ball a new era of globalization
“new Middle Ages™: creation of effective crossover identities, and on the basis of world market some
transnational societies and new connections must be created: “social and political ties and identities must be
considered as being crossed in terms of global, regional, national and local starting points and concepts of
action” [Beck, 2001, p. 198].

New stage of globalization is to penetrate further into the culture of information technologies:
“Globalized strategy is also possible with new information technologies. They allow for continuous coordination
through video conferencing, e-mails and so on” [Beck, 2007, p. 400]. Other distinctive features of
globalization are marked as qualitative variability of globalized world, its instability and individuality.
First of all, these are works and concepts of Z. Bauman, who speaks of globalized society as
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individualized and mobile, pointing to the “turn-round”, “variability” of modernity [Bauman, 2015;
Bauman, 2008].

V. Liakh directs to deep philosophical study of tourism problems in domestic philosophy, and behind the
phenomenon of modern travelling he sees not only spread of globalization and new ways of cultural
adaptation to it, but also existential loneliness and existential experiment [Pazenok, 2005, pp. 170-171] as
testing one's own capacity, even going beyond one's own capacity — such overcoming of anthropological
boundaries has always been a particular philosophical sphere of interest. Globalization first of all turns to
external travelling, these trips turn into tourism, and in general, global culture can be defined as a culture based
on the cult of tourism, the spiritual component here is offset by the novelty of discovery and aesthetics of travel.
According to the United Nations, tourism includes all kinds of movements of the population, not related to the
permanent change of place of residence and work, these are trips and travels for the purpose of rest, participation
in scientific, business, cognitive, cultural gatherings [Uvarov&Borisov, 1990].

Mixture of tourism and self-search as a certain cultural practice of self-expression characterizes current
stage of globalization. Tourism preserves from the pilgrimage deep philosophical and existential roots of self-
search and the search of deep impressions is able to change the individual and society on the whole. At the same
time, tourism embodies modern and postmodern searches of one’s place in life, fragmentation and tornness of
perception, kaleidoscopic experience gained.

More profoundly the question of changing a culture of stability into the culture of travelling and tourism
was explored by Zygmunt Bauman [Bauman, 2015; Bauman, 2008]. In particular, Z. Bauman links tourism as a
cult to the emergence of four postmodern cultural figures that replace modern heroes, they are: a flanner, a
vagabond, a tourist and a player. They are not only inherent in postmodern, but it is during postmodern times
that these four figures influence social and cultural communication most. For Z. Bauman [Bauman, 2008], and
we agree with his point of view, principal difference between vagabond and tourist is that tourist's life
experience is always safe and planned, unlike the chaotic social movements of vagabond, who does not rely on
public guarantees.

Z. Bauman [Bauman, 2008] analyzes tourist figure in more detail.

— tourist, like the vagabond, moves from social marginals and social outskirts to the center of social life;

— tourist, like the vagrant, is characterized by certain alienation from social realities and constant
movement, tourist has a certain purpose, he embodies his dream, the vagabond avoids existing realities and is
guided not by dreams, but by illusions;

— tourist searches for adventures and for new impressions, realizing that he is able to get rid of new
circumstances of his life at his will every moment, the vagabond avoids troubles and ordinary lifestyle, which in
particular implies responsibility, he follows not a desire, but avoiding same impressions, in most cases negative
ones;

— tourist can be identified by “seat belts” that transfer any experience into safe, thoughtful, comfortable
adventure, from where many thoughtful and guaranteed emergency exits exist, the vagabond cannot count on
safety and happy endings in his travels;

— tourists domesticate danger, the world is filled with comfortable exotics, the main task of the world is
to provide tourists with pleasure and new impressions, a new non-traumatic experience. The vagabond's
experience is fundamentally traumatic and chaotic, without any sorts of “seat belts”.

— for tourist the whole world called “do-it-by-yourself” is created, where elements of the mosaic are
already given, and the task of tourist is to build them according to his wishes and expectations, the main task of
such world is to make an «atmospheric» tour and entertain the tourist, after that he will return to his own house
while a vagabond who has no fixed places of residence cannot count on it [Bauman, 2008].

In another paper, Z. Bauman [Bauman, 2015] rightly points out that modern society is built on economic
growth, it always expects it: “Economic growth is the only way to meet the challenges, and perhaps to solve all
the problems that will arise from human coexistence” [Bauman, 2015, p. 14]. As according to both Aristotle and
Bauman people are not equal in nature, rivalry and competition are born (“competition is sublimation of war”,
“rivalry is ... necessary and is the sufficient condition for social justice” [Bauman, 2015, p. 12], competition
leads to new waves of consumerism as the only habitual way of achieving happiness (comfort), “continuous
growth of consumption..is the only and the most important and effective way to satisfy the urge of man to
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happiness”), where consumption is gradually shifting from the consumption of tangible objects to the
consumption of impression, which of course will be best satisfied by recreation and entertainment industry.

Competition leads to pursuit of happiness as comfort and space at the same time, the contradiction of
tourism as “changing home” leads to cooperation of capitalist competition and tourism as cultural practice:
“when tourism becomes a lifestyle, when experienced impressions only exacerbate the appetite for further
excitement, when the threshold of irritation grows and every new irritation must be stronger than the previous
one — the possibility of making a dream of home true is as frightening as if it never comes to fruition. Home
longing is not the only feeling of tourist, another one is fear of getting attached to home, to the place, and
therefore to leave the opportunity to get away from it. “Home” flutters on the horizon of tourist's life as a wild
mix of shelter and prison” [Bauman, 2008, p. 54]. Space is searched for by the tourist, and home can act only as
temporary space: ideal model of modern tourist is a snail, that can constantly move further, while carrying the
house behind. The snail, at the same time, must be frivilous and seductive enough, and be able to transform
depending on the path chosen.

Tourism gives happiness of consumption and feeling of temporary home, road gives a sense of being
busy and overcomes loneliness, a modern person no longer counts on love and home, but the need to take care of
someone transforms into the need to take care of road and impression. That is, without enduring the risk of
relationship with another person, modern tourist chooses the risk of relationship with the road; unlike love to
gadgets such love also requires hope and dedication: “However, unlike love to electronic devices, love of human
to human means devotion, agreeing to risk, ability for self-sacrifice; it signifies choice of the unknown, uneven
and slippery road in the hope — and in the determination — to share one's life with another person” [Bauman,
2015, p. 20]. Due to its cognitive and life-oriented functions, tourism becomes of particular importance in the
information (V. Kusherets) and informational (M. Castells) days, when deeper issues of fundamental dialogical
nature of human being and communication, education as constant informational search and traveling in the
cultural worlds are raised by changing impressions and locations.

Tourism raises a new issue not only of identities, but also of ethics, ethical conduct and creativity in
general. Ethical guideline of modern tourism is self-improvement and self-development, where cognitive and
cultural values interact closely. In addition, modern tourism not only remains a component of mass culture, but
also determines main directions of its development, main prevailing trends. As environmentalists and nature
conservationists have been complaining for the last five years that touristic popularity and attractiveness of
countries and natural landscapes are now determined by Instagram, those countries or nature preserving corners
that unexpectedly become «stars» of Instagram are heavily affected by some purposeful, calculated tourism to
fabulous photo shoots, not real life. Residents of Venice, Paris, the Maldives have repeatedly held protests and
appealed for preservation of cultural and natural heritage from barbaric tourism, which cares only for beautiful
“picture”, and it is no longer relevant whether the landscape or artifact itself is preserved afterwards. For several
years now, Athens travel agencies have been pouring special stones around the Acropolis, which are
disassembled by tourists as authentic “ancient” stones during the day, as they have already been tired of
appealing and cautious speeches about the necessity of preserving their antiquities.

Mass culture also emphasizes, first and foremost, the commercial success and economic benefits of
tourism, providing employment, new jobs and new consumer goods; tourism is not only becoming a consumer
industry, but is generally defining what should be consumed and in what quantity, “the freshest” and the most
original impressions of contemplating new tourist attractions are on the top of the consumer pyramid now. Not
just a brand, but a tourist attraction is becoming the most valuable asset. In this case, branding mechanisms
remind old mechanisms of colonial politics, where now, instead of opposing the metropolis and the colony, there
is a juxtaposition of tourist appeal, exoticism, and “gray” everyday life. A cultural value is transformed into the
product and effective strategies for its consumption, the cult of youth, beauty, health, and “real world” is
appreciated, which reveals supposedly “the same” real functioning behind the virtual picture. Tourist becomes a
commercially profitable customer, for the sake of whom the whole performance of exotic (or supposedly “real”,
as in “reality show”) tourist consumption unfolds. Here comes a combination of two trends: tourist's desire to
aesthetize the reality, often based on virtual eality models (Instagrams, edited photos, cinematic or
advertising images), efforts of cultural tourism industry to transform the whole aesthetic and ethical component
(the latest trends are also cognitive and developmental components) into commercial profit. Thus the aesthetic
and the creative items become only a component of more sold and popular product in the tourist services market.
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Having “mastered” most of the “beautiful” landscapes, tourism industry continues the route of
“humanization” of tourism, offering new methods of self-improvement or getting acquainted with the life path of
the most outstanding personalities, or offering new ways of survival under the guidance of a travel company in
the most extreme environment (“prison” tourism and Chornobil area as a tourist attraction).

The most requested spheres are development of creativity during or as a result of the tourist journey:
tourism industry calls not for worrying about possessions, but caring about impressions that accumulate and
make customer a significant person in the labor market, that is, if you hit the road all over Europe, you have
acquired much more important social and cultural capital than spending all your money on property and material
things or even education. Here, tourism becomes the main means of identity change and transformation, the
main and socially significant cultural practice of constructing new variables, they can be called postmodern
identities. First of all, tourist is distinguished by his creative identity, even when he or she does not have that
identity yet, often the purpose of the journey and the path is to establish that kind of identity. When only monks
had a right to have spiritual perfection in Medieval Europe, Bernard Clervos and Dante were the first to speak of
the worldly path of spiritual virtue, offering to supplement the spiritual journey with earthly paths. Protestantism
develops this idea in the form of spiritual pilgrimage. Byzantine and Ukrainian traditions contrast the path of
horizontal (in holy places) and vertical (by spiritual authorities) travel. We already see a certain synthesis of a
new journey as a spirit journey that purifies the spirit in G. Skovoroda's works.

Journey of man into the world is the life mode of mastering the eternal “sophiety” of creation as
hypostasis of the infinite wisdom of the Creator. Metaphor of journey is very vividly and fully represented in the
works of G. Skovoroda. Semantic tension here is in the direction of opposing “external” (horizontal) and
“internal” (vertical) travel. The thinker contrasts ancient and Christian paradigms of cognition as «external» and
«internal» journeys. The world catches on to its tenets of the unknown, unconcealed in the essence of being. In
the journey, one must grasp the eternal and be guided by it. The eternal is of invisible, blissful nature, the truth,
or God, who is dispelled invisibly throughout everything as a primary foundation. The idea of ehe divine world
as the ultimate goal of any true journey according to G. Skovoroda coexists with urban metaphor of the garden.
For example, in the 17th song, G. Skovoroda calls “Oh Christ! Don't let me burn in the hell! Let me live in your
heaven hail” [Skovoroda, 1994, p. 65]; the divine is embodied from the third song in the form of “my hail”, “my
garden” [Skovoroda, 1994, p. 51]. The one who got the second, spiritual birth, is similar to the ground of the
garden in spring, which comes to life for a new life: “His soul is God’s hail, his soul is God’s garden”
[Skovoroda, 1994, p. 51]. When the divine can more or less unequivocally relate to the flowering garden of the
human soul, urban metaphor is dual, it can have dangers; only God’s hail, «mountain» republic will be positive
for sure, all the paths, right up to the «mountain» republic, tend to transform, change people — “because cities,
though high, will turn to the sea of despair. And the gates, though wide, will lead to captivity” [Skovoroda, 1994,
p. 59]. In order to reach Jerusalem, Zion must choose a “narrow path”, take the part, share “God with David”, as
song 22 [Skovoroda, 1994, p. 70] insists, then “You by yourself ... is the Holy Spirit and the city” [Skovoroda,
1994, p. 67]. Therefore, there is a distinction between two cities — the sinful and the divine ones and a well-
known phrase “Every city is given its customs and rights” — the sinful city has a series of temptations, and the
“blessed husband” has “conscience as a pure crystal” [Skovoroda, 1994, p. 58]. Greek Orthodox tradition,
embraced in Ukraine, transformed into dominant identities, emphasizes the need for active spiritual activity,
journey contributes to the rebirth of both individual and peoples.

Having overcome the experience of Protestantism, Europe is turning to the figure of pilgrim in a new
status: it is a tourist, but a tourist whose purpose are foremost spiritual goals and self-improvement. At the
beginning of the 21st century, we see an increase of interest in tourism not only as a commercial event, but also
as a spiritual journey, which transforms one’s established life and eventually transforms one's identification
practices. Creative identities of modernity are actively analyzed by Richard Florida [Florida, 2016], who rightly
notes that the tourist of the early 21st century is marked by his creative identity that changes all spheres of
culture. We are witnessing the emergence of a new creative class, the formation of which often happens not
through family, upbringing in a nation-state or through educational practices, but through tourism in all its
forms. Tourism is becoming a new means of building rationality and critical thinking, leading to life experiments
of the representatives of creative class and the development of new ways of improvement through test-travels,
empathy, business or charity.
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Richard Florida [Florida, 2016] writes about formation of a particular creative class and creative way of
interacting with life, where tourism as well as search for oneself plays the leading role: “The core of the creative
class are people in the technical domain, architecture, design, education, music and entertainment industries, whose
economic function is to create new ideas, new technologies and new creative content. In addition to the core,
creative class also includes a large group of creative professionals working in business and finance, law,
medicine and related fields. These people are involved in complex tasks that require considerable independence
of thinking and high levels of education and human capital. Further, all the members of the creative class —
artists or engineers, musicians or cyber-specialists, writers or entrepreneurs — share a common creative ethos for
which creativity, individual characteristics and personal merit are important..., creative class earns money by
designing and creating something, and performs it with a great deal of autonomy and flexibility” [Florida, 2016,
p. 6-7]. Such creative identity is based on the harmonious combination of many social roles and trying to test
oneself in different locations and circumstances, the same person can be simultaneously a writer, a mountaineer,
a consultant, a researcher, an electronic, an adherent of ethnic music or jazz, an artisan, a cook, an owner of a
beer restaurant, etc. The list is far from being exhaustive and the journey, immersion each time in new
circumstances and new countries, allows such a person to feel one’s identity as belonging to the creative class.
Accordingly, new forms of experience are included, tourism as a cultural practice is most relevant to the lifestyle
of the new creative class.

As R. Florida rightly points out, “because of our creative identity, we feel the growing need for a
lifestyle built on creative experience. We are not satisfied with the former hard boundaries between work, home
and leisure” [Florida, 2016, p. 42]. While style and organization of the previous era was based on conformism
and rigid stratification, the new way of life fosters individualism, self-development and tolerance, a diverse
experience becomes the key, and tourism is the best practice in gaining it. It is a peculiar mixture of capitalist,
bohemian and intellectual values; we are not just overcoming them but are moving to the new level of social and
cultural organization: “Under the influence of the creative ethos, we combine work and lifestyle to create a
creative identity. In the past, people identified themselves through several main categories: profession, place of
work, marital status (husband, wife, father, mother). Now they are more likely to express themselves through a
haphazard array of creative activities; interviews which I have conducted reveal this fact” [Florida, 2016, p. 42].

Scientific novelty. The philosophical and anthropological characteristics of modern tourism include:
“controlled risk”, “atmospheric” as an attraction to a holistic cultural complex, the replacement of recreational
tourism with tourism self-improvement and education, the emergence of creative personality-tourist, change the
idea of flannery — “point of observation” to reality (landscapes, cities, personalities or even businesses)
represented on the Internet and social networks, the flyer takes on the functions of a journalist and a “search
engine with experience”. The developed cultural industry of modern tourism leads not only to the transformation
of existing identities, but to the emergence of multiple identities. Two new varieties of tourists, characteristic of
the 21st century, are distinguished and researched in terms of cultural identities — the flanner and the creative
personality. Flaner is not about traveling as such, but about watching life, without trying to change it. The
creative personality as a developed individual and a representative of the developed community has been
emerging for the last thirty years, as well as observing life, the creative personality changes it, as well as changes
itself, the identities of such a person are in principle multiple.

Conclusions. Modern tourism is a complex social and cultural phenomenon that changes culture and the
existing system of values in general. Globalism enables tourism, with the help of common mass culture,
advanced transportation, entertainment, media and social media, to create a global traveler-tourist world that can
act as a vagabond, missionary, artist (creative personality), flanner, or creative personality prone to self-testing
and self-education. The vagabond has no «seat belts» and no definitive opportunity to direct his experience, the
missionary broadcasts European values and a certain established way of behavior; the artist subordinates any
journey to the development of his skills and his highest cultural status, thus, the fact that these three figures bring
the experience of Modern and Postmodern together, is a consequence of the development of modernization and
globalization in the modern world. The player as a separate figure, in our opinion, dissolves in the three
characters mentioned above, the element of the game is characteristic to the development of modernist style, in
Postmodern it takes on new forms — game only is no longer able to satisfy most needs of Postmodern
personality. 21st century is characterized by two new types of tourists — flanner and creative personality.
Emergence of the figure of the flanner is associated with the nineteenth century, but then flanner could only
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belong to a narrow layer of elite and bohemian. Flanner is not for travelling as it is, but for watching life without
trying to change it. Creative personality as a developed individual and a representative of the developed
community has emerged for the last thirty years, also by observing life; creative personality changes it and also
changes oneself, the identities of such personality are fundamentally multiple, and therefore variable depending
on some environment and some individual needs.

Philosophical and anthropological characteristics of modern tourism include: “controlled risk”,
“atmosphere” as an attraction to a holistic cultural complex, replacement of entertainment tourism for tourism of
self-improvement and education, emergence of creative personality-tourist, changing of the idea of flannery as
watching “points of observation” to reality (landscapes, cities, personalities or even businesses) presented in the
Internet and social networks, flanner takes on functions of a journalist and a “searcher of real impressions”.

Developed cultural industry leads not only to transformation of existing identities, but to emergence of
multiple identities, touristic attractiveness of different “honed”, traditional and newly formed identities;
moreover, global processes can now take place not only around economic feasibility, but also around tourist
attractiveness, accessibility and tourist advertising in mass media of different localities or countries. To add, the
more distinctive and colorful the national identities of such countries are, the more touristic they become. Also,
the emergence of the creative class dictates change in identity when national traits can act as national strategies
for tourism development and communication.
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