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Abstract. With the growing diversification of tourism services and increased
competition in the market, author-led tours are becoming increasingly relevant due
to their uniqueness, emotional intensity, and the guide’s leading role as a key figure
in the tourist experience. The relevance of this research is further reinforced by the
rising importance of digital self-presentation, social media activity, and online
reviews, which create a new reality of interaction between guides and potential
clients even before the tour begins. The purpose of the article is to analyze the
relationship between the personal brand of a guide and the formation of consumer
trust in the segment of the author’s excursions, as well as to identify effective
branding practices that enhance competitiveness. Methods: analysis of scientific
literature — to study the current state of the research issue; generalization and
systematization — to clearly and consistently present the research results. Results. It
is demonstrated that a well-formed and strategically supported personal brand has a
significant impact on the level of trust, particularly in contexts of information
overload and high market saturation. Elements such as authenticity, emotional

openness, professional expertise, and consistent storytelling through various
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communication channels create a multidimensional image of a tour guide that
tourists perceive as reliable and attractive. The presence of a personal brand reduces
uncertainty in decision-making and increases customer loyalty, particularly when
the guide’s online and offline representations are aligned. The analysis of practical
cases shows that guides who specialize in thematic content, actively engage with
their audiences on social platforms, and respond to feedback are more successful in
building long-term relationships and generating repeat bookings. The conclusions
confirm that a personal brand serves not only as a marketing asset but also as a trust-
building mechanism, forming both the emotional and rational basis for choosing
excursions. In the long term, personal branding becomes a key factor in the
sustainable development of a guide’s professional career and the overall
competitiveness of an author’s excursions in the modern mobile tourism
environment.

Key words: emotional interaction, market differentiation, social media, brand

loyalty, digital marketing.
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AHoTamnisg. B ymoBax 3poctanHs auBepcudikailii TYpUCTUYHUX MOCIYT Ta
MOCWJICHHSI KOHKYPEHI1i Ha PUHKY BCE OUIBILIOT aKTyalIbHOCTI HA0yBatOTh aBTOPCHKI
€KCKYypCli 3aBJIIKM CBOIl YHIKaJIbHOCTI, EMOILIIMHINA HACHYEHOCTI Ta MPOBIIHIN POl
riia sk UEHTPaJIbHOI (DIrypH TYPUCTHYHOIO JOCBIAY. AKTYaJbHICTb JOCIIIKEHHS
MOCUJIIOEThCSL  3POCTAHHSIM  poJii  U(POBOi camompe3eHTallii, akTUBHOCTI B

COLIIAJIBHUX Mepexkax Ta OHJIAlH-BIATYKIB, $KI (OPMYIOTb HOBY pEalbHICTh
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B3a€EMOJIii MIXK €KCKYpCOBOJIaMH Ta TOTEHIIMHUMHU KIIEHTAMU W€ A0 MOYaTKy
ekckypcli. MeTor cTarTi € aHali3 B3a€EMO3B’SI3KYy MDK OCOOUCTUM OpeHIIoM
€KCKYypPCOBOJIa Ta (POPMYBAHHSM JIOBIPU CEPEJI CIOKUBAYIB Y CETMEHTI aBTOPCHKUX
€KCKYpPCId, a TaKOXK BUABJICHHS €()EKTUBHUX MPAKTUK OPEHIIUHTY, L0 CIPHUSIOTH
MIJBUIIEHHIO WOro KOHKYPEHTOCHPOMOXXHOCTI. Meroam: aHaili3y HayKOBOIi
JiTepaTypu - HJii BUBYEHHS IOTOYHOIO CTaHy MPOOJIEMATUKU OCITIKEHHS;
y3arajJibHEHHS! Ta CUCTeMaTH3allli - Jis YITKOTO Ta MOCIIIOBHOTO MPEACTaBICHHS
pe3ynbTariB aociikeHHs. PesyabtaTn. Ilokazano, mo aodpe chopmoBanmii i
CTpaTerivHo MIATPUMYBAHHUI MEPCOHAIBbHUN OpeHJ CYTTEBO BIUIMBAE Ha PIBEHb
JOBIpM B yMOBax 1H(OpPMAIIHOIO MepeBaHTAXEHHS Ta BUCOKOI HACHUYEHOCTI
puHKy. Taki eleMeHTH, K aBTEHTHUYHICTh, €MOIlIMHA BIJKPUTICTh, Hpodeciiina
eKCHepTH3a Ta TOCHIJIOBHUN CTOPITEIIHT dYepe3 pi3Hl KaHalu KOMYHIKaIlil
CTBOPIOIOTH 0araTOBUMIPHUN 00pa3 €KCKYpCOBOJIA, AKUW TYPUCTU CIPUNMAIOTH SIK
HaJliHUil Ta npuBabnuBuil. HasBHICTE ocoOucToro OpeHAY 3MEHIIYye
HEBU3HAUCHICTh MiJl Yac NPUUHATTS PIllIeHb 1 MiABUIIYE JIOSIIBHICTh KIIEHTIB,
0COOJIMBO KOJIM OHJIAWH 1 O(JaliH-MPEICTaBHUIITBA T1/la Y3rO/HKEHI MK COO0O0IO.
AHani3 MNpakTUYHUX KEWCiB TMoKa3zye, M0 TiId, fAKI CHeMali3yloThCsd Ha
TEMAaTUYHOMY KOHTEHTI, aKTHBHO B3a€MOJIIOTH 31 CBO€I AyJUTOPIEI0 HA
CoLlaJIbHUX IUIaTopMax Ta aJanTylTbCs IO 3BOPOTHOIO 3B’A3KY, € OUIbII
YCHIIIHUMHU Yy TOOYAOBI JIOBIOCTPOKOBUX BIJHOCHUH Ta T€HEPYBaHHI MOBTOPHHUX
3aMOBJIEHb. BUCHOBKM MiATBEPIKYIOTh, IO MEPCOHATIBLHUI OpEeH/ BUCTYIAE HE
JUIIe MapKeTUHTOBUM aKTHUBOM, a ¥ MeXaH13MOM MOOYJ0BHU JOBIpH, (PopMyrouu
eMOIIIiHe Ta pallloHaJbHE MIATPYHTS sl BUOOPY €KCKypcCil. Y TOBrOCTPOKOBIN
MEPCIEeKTUBl MEPCOHAIBHUNA OpEHIUHT CTa€ KIIYOBUM (PAKTOPOM CTaJIOro
PO3BUTKY npodeciiiHol Kap’epu €KCKypCcoBOJa Ta 3arajbHO1
KOHKYPEHTOCIPOMO>XKHOCTI aBTOPCBKHX €KCKYpCil y cy4acHOMY MOOUIbHOMY
TYPUCTUYHOMY CEPETOBUIIII.

Kuro4oBi ciioBa: emoiriiina B3aeMo/Iisl, pUHKOBa Au(epeHIliallisi, comiaibHl

Meia, OpeHI0Ba JOsUIbHICTh, TUPPOBUN MAPKETHHT.
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Problem statement. In today’s competitive tourism sector, author tours
represent a new, rapidly developing niche, characterized by personalization,
thematic uniqueness, and the active role of the guide as both a service provider and
a central figure in the tourist experience [1]. Traditional marketing approaches are
becoming insufficient to attract increasingly demanding and experience-oriented
travelers, so the personal brand of the guide is becoming a decisive factor influencing
consumer choice. Unlike mass tours, where the guide’s personality often takes a
secondary role, author tours depend primarily on the perception of the guide’s
personality, values, and storytelling style. It creates a special market dynamic in
which trust is not only related to product quality. Still, it is also based on
interpersonal perception, emotional resonance, and symbolic associations with the
guide’s brand. However, despite the growing practical significance of this
phenomenon, the mechanisms by which a guide’s brand contributes to the formation
of trust remain insufficiently systematized in scientific research.

The relevance of the research topic is further enhanced by the transformation
of consumer behavior in the digital age, when trust is often established even before
direct contact and is transmitted through digital platforms, social media presence and
online reviews. In such an environment, a personal brand serves not only as a
marketing tool but also as a mechanism for building trust, reducing perceived risks,
and facilitating emotional interaction. In addition, the increase in the number of
guides creating authorial products intensifies competitive pressure, necessitating
more sophisticated differentiation strategies based on authenticity, expertise, and the
ability to establish long-term relationships with customers. Understanding the
relationship between personal branding and trust building is essential for developing
effective branding practices, supporting the professionalization of tour guide
services, and increasing the competitiveness of authored tours. It necessitates a
theoretical understanding and practical analysis of how personal branding influences

consumer trust in this specific segment of the tourism industry.
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Analysis of recent research and publications. Modern scientific research
and publications indicate a growing interest in the transformations of excursion
activities in the context of digitalization and increasing requirements for the quality
of tourist services. S. G. Melnychenko and L. M. Bohadorova [1] analyzed the
spatiotemporal aspects of the hotel industry in Ukraine, which enables a better
understanding of the context for developing tourist infrastructure as a basis for
effective guide branding. T. Lysiuk [2] in his work focuses on methodological and
innovative approaches to excursionology in the digital age, which creates the
prerequisites for the use of a personal brand in the online environment. The study of
T. V. Lysiuk, L. L. Roiko, and Yu. V. Biletskyi [3] reveals the possibilities of digital
innovations in Ukrainian tourism, which opens up new horizons for building trust in
guides through interactive tools. In the work of Marusei T. [4], virtual excursions
outline the vector of development of the author’s routes in digital format, which
enhances the personalization of interaction between the guide and the client.
S. Bazhenova, Yu. Pologovska and M. Bykova [5] investigated modern aspects of
the domestic tourism sector’s functioning and development.

Statistics  of  tourist activity, analyzed by S. G. Melnychenko,
L. M. Bohadorova and I. V. Okhremenko [6], serve as a basis for identifying
changes in demand for the author’s excursions, which, in turn, stimulates the need
to create personal brands of guides. V. Yu. Stepanov, N. V. Yakymenko-
Tereshchenko and T. Yu. Chaika [7] substantiates the importance of an
interdisciplinary approach to excursion activities, which ensures the comprehensive
formation of the guide’s image. H. Mashika [8] investigates the role of mobile
applications in conducting excursions, emphasizing the importance of digital tools
for supporting the guide’s brand. S. S. Rostovtsev [9] highlights the theoretical
foundations of quest excursions, which involve the active participation of the guide
and form an emotional connection with the client. A. M. Prylutskyi [10] analyzes
the specifics of excursion activities in modern conditions, paying attention to the

challenges faced by the guide as a trusted leader.

https://a-economics.com.ua/index.php/home/about ISSN 3041-2129

YBech KOHTEHT JlilieH30BaHo 3a ymoBaMmu Creative Commons BY 4.0 International license


https://creativecommons.org/licenses/by/4.0/

CURRENT ISSUES OF
Vl ECONOMIC SCIENCES

In the study by R. V. Logosha, A. M. Prylutskyi and V. F. Podlubnyi1 [11], the
importance of rural tourism for entrepreneurship development is emphasized, where
the personal brand of the guide plays a key role in forming a unique offer.
N. Yakymenko-Tereshchenko and M. Yariko [12] investigate quest excursions with
a virtual guide as an innovative tourist product based on trust in the virtual avatar of
the guide. M. Vasylieva [13] considers a quest excursion as an educational form,
while emphasizing the importance of a guide in forming interest and trust among a
youth audience. In the study by I. Tuchkovska [14], the importance of integrating
knowledge from different fields in forming a comprehensive approach to conducting
excursions for people with disabilities is emphasized. I. S. Honcharova and
O. V. Kovalenko [15] focus on the training of ecological tourism guides,
emphasizing the importance of not only the professional but also the image
component in the work of a guide.

Identification of previously unresolved parts of the general problem.
Despite the growing interest in the topic of personal branding in the tourism sector,
the relationship between a guide’s brand and the formation of trust in authorial
excursions remains insufficiently researched. In particular, there is a lack of a
comprehensive analysis of how individual elements of a personal brand affect the
behavioral and emotional aspects of choosing tourist services in a highly competitive
environment. The role of the guide’s digital presence in the process of building trust
in individualized excursions has also been insufficiently highlighted. This article is
devoted to these aspects.

Formulation of the objectives of the article (task statement). This article
aims to analyze the influence of a tour guide’s brand on consumer trust in the field
of authorial excursions and to identify practical approaches to branding that ensure
increased competitiveness.

By the aim, we were set the following tasks: to analyze theoretical approaches
to the concept of a personal brand in the tourism sector; to identify key factors in the

formation of trust in a tour guide among consumers of authorial excursions; to
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investigate the mechanisms of influence of personal brand on behavior of tourists in
a competitive environment; to generalize modern practices of branding of tour
guides and to define effective strategies of increasing their attractiveness in the
market.

Presentation of the primary material of the research. The formation of a
personal brand in the tourism sector has become an essential element of professional
identity, building reputation and market differentiation. In conditions where the
industry is becoming increasingly saturated with offers, especially in the fields of
author’s and experimental tourism, the personal brand of the guide appears not
simply as a professional brand, but as a multidimensional construct that forms tourist
expectations, trust, and influences decision-making behavior. Theoretical
consideration of this phenomenon begins with defining the concept of personal
brand. In the academic environment, a personal brand is understood as a strategically
constructed and consciously managed image of a person, which conveys a clear
value proposition and arouses trust and emotional response in the target audience. It
encompasses both tangible and intangible components, including visual style, tone
of communication, experience, values, reputation, and stability of performance over
time [16, p. 99-100].

In the context of tourism, and particularly for guides, personal branding plays
a crucial role. A guide is not only a service provider, but also a communicator,
cultural interpreter and facilitator of experience. It positions the guide brand as
internally relevant and performative. Unlike products or companies, the guide brand
exists in direct, often emotionally charged interactions with tourists. It is created in
real-time through verbal and non-verbal communication, storytelling, responding to
group interactions, and the ability to create captivating and memorable experiences.
Therefore, the guide brand is closely linked to authenticity, empathy, charisma and
the perception of professionalism. In addition, the guide acts as an intermediary

between the destination and the tourist, shaping how the place is understood,
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experienced, and remembered, which significantly strengthens the symbolic capital
of their brand [17].

The evolution of digital communications and the proliferation of social media
platforms have further transformed the theoretical and practical aspects of personal
branding in tourism. The digital age has created new realms of visibility and self-
presentation, where guides are no longer solely dependent on word of mouth or
institutional affiliation; instead, they can actively construct and manage their online
narratives. Social media functions as an extension of personal branding, creating
spaces for storytelling, content creation, and engagement with potential clients
beyond physical tours. Platforms such as Instagram, Facebook, TikTok, and
YouTube allow guides to showcase their expertise, personality, values, and
perspectives from behind the screen, thereby building trust and emotional
connection even before the tour begins. Digital self-presentation becomes a
performance, where the congruence between online image and offline behavior is
essential for trust and long-term brand sustainability [18].

Overall, personal branding in the tourism sector is a complex and evolving
construct based on theoretical concepts of identity, communication, and co-creation
of value. For guides, it is not only a marketing tool, but also a dynamic expression
of professionalism, personality and cultural environment. Its development in the
digital context opens up new opportunities and challenges, requiring both strategic
thinking and authenticity in the age of hyper-connectivity.

Trust 1s a key factor in consumer decision-making, especially in the context
of authorial excursions, where the service experience is highly personalized and
intangible. Unlike standardized tourism products, authorial excursions are primarily
shaped by the personality, knowledge and values of the guide. In this environment,
trust operates at the interface of psychological predispositions and marketing
incentives, influencing both the initial choice and the long-term loyalty of the tourist.
From a psychological perspective, trust reflects a cognitive-emotional state in which

a consumer is willing to accept vulnerability based on positive expectations about
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the intentions or behavior of another. In tourism, this refers to a traveler’s belief that
a guide will provide a safe, engaging, and enriching experience. The decision to
engage with an unfamiliar guide - often through online platforms or peer
recommendations - requires overcoming uncertainty, which can be achieved by
developing trust.

From a marketing perspective, trust functions as a strategic resource that
reduces risk and increases perceived value. In a saturated market and information
overload, consumers increasingly rely on trust signals rather than detailed
comparisons. This is especially evident in the digital context, where tourists evaluate
tours by combining narrative elements, visual cues, and social evidence. Reputation,
online reviews, and demonstrated expertise play a crucial role in establishing trust
before any direct interaction takes place. Reputation is typically built over time
through consistent service delivery and the accumulation of positive user-generated
content. Reviews, especially those perceived as authentic and detailed, function as
digital «word of mouth» and significantly influence consumer attitudes. Expertise,
often conveyed through a guide’s experience, storytelling ability, or subject matter
expertise, contributes to perceptions of professionalism and reliability. The
combination of these elements creates an environment in which trust can develop
even in the absence of personal experience [19, p. 45-50].

An equally important component of building trust is the emotional connection
that arises between the guide and the tourist. This relationship is not only
transactional, but also deeply interpersonal. Empathy, authenticity and charisma
play a key role in this interaction, shaping what tourists feel during the trip and how
they remember it. Empathy enables the guide to tune in to the group’s expectations
and emotional state, adjusting the content or tone in real-time. Authenticity,
understood not as overt sincerity but as a consistent self-presentation aligned with
personal values, strengthens trust in the guide and makes the experience more
meaningful. Charisma, which is often a combination of confidence, enthusiasm, and

communication style, creates a sense of excitement and involvement that deepens
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emotional attachment. These human factors are crucial in authorial tours, where the
guide is not just a conduit of information, but the central figure around whom the
entire narrative and emotional trajectory of the experience unfolds.

Table 1 summarizes the interrelated components that contribute to the

formation of trust in the conditions of conducting authorial tours.

Table 1
Formation of trust in authorial tours
Component Characteristics Trust impact
. Consumer’s willingness to accept Reduces emotional resistance,
Psychological o .. .
frust vulnerability based on positive increases openness to new
expectations experiences
Accumulated public perception of the . s
. o P P . P Indicates long-term reliability
Reputation tour guide’s trustworthiness and .
. . and consistency
professionalism
. . User reviews available on digital Provides social proof and
Online reviews . .
platforms reduces perceived risk
Expertise Demonstrated knowledge and subject | Establishes authority and
X . oy eqe
P matter expertise credibility
Sensitivity to group dynamics and Creates emotional comfort and
Empathy o v 10 group €y . .
individual needs satisfaction
.. Congruence between the guide’s Enhances trust and personal
Authenticity ) . .
image, behavior, and values connection
. . ) Creates emotional resonance
Charisma Attractive and magnetic personal style

and memorability

Source: formed by the author based on [18-20]

In general, trust in authorial tours is not a static characteristic, but a
multidimensional and dynamic process, influenced by cognitive evaluation,
emotional resonance and social approval. It is simultaneously constructed and
experienced, which requires targeted efforts from tour guides and conscious
perception from consumers. The stronger the foundation of trust, the greater the
likelihood that the tour will not only meet but also exceed expectations, generating
loyalty, commitment and long-term brand equity. In the modern market of excursion

services, particularly in the niche of authorial tours, the relationship between the tour
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guide’s personal brand and consumer trust is becoming one of the decisive factors
for gaining competitive advantages. Unlike mass tourism, authorial tours are
characterized by personalized stories, unique thematic content and direct interaction
between the guide and the tourist. In this context, competition intensifies not only at
the level of destinations or price offers, but also at the level of personality and
perception of the uniqueness of the tour guide. The tour market exhibits signs of
monopolistic competition, where numerous service providers offer differentiated
products that are not perfect substitutes [21, p. 169-170]. Such differentiation is
based on style, storytelling methods, cultural capital, emotional involvement and -
most importantly - the personal brand of the guide. Consumers do not simply choose
a tour, they choose an experience mediated by a specific person whose reputation,
values and charisma match their expectations and emotional needs.

The influence of a personal brand on consumer behavior occurs through
several interconnected psychological and communicative mechanisms. First, a
formulated personal brand reduces informational uncertainty, creating a holistic
image of what to expect. This clarity builds trust in prior experiences and influences
decision-making. Second, a strong personal brand activates the process of emotional
identification, through which tourists feel a connection with the guide’s personality,
worldview, or lifestyle. This identification turns the excursion into a socially and
emotionally meaningful interaction. Third, the brand functions as a heuristic cue in
an environment filled with a variety of options - consumers often rely on easily
recognizable signs, such as tone of voice, visual aesthetics, or public presence, to
make their choice. In this sense, the personal brand becomes a behavioral trigger that
forms preferences, loyalty, and evaluations after gaining experience [22,
p. 1731-1734].

In recent years, successful branding practices for guides have emerged,
particularly among professionals who actively utilize digital platforms to establish
and maintain their recognition. These practices typically involve the strategic

integration of personal storytelling, visual identity, niche specialization, and
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multichannel communication. For example, guides in cultural heritage tourism often
build their brands on historical knowledge, academic expertise, and connections to
local institutions. In contrast, guides in alternative or experiential tourism emphasize
lifestyle, informality, or subcultural affiliation.

Social media platforms play a crucial role in brand communication, enabling
guides to showcase their values, aesthetics, and storytelling styles in formats that
align with consumers’ media habits. Influencer-like approaches, behind-the-scenes
content, and customer-generated content (e.g., tagged photos or testimonials) help
reinforce brand identity. Case studies show that guides with strong personal brands
often demonstrate consistency between online and offline touchpoints, authenticity
in their messaging, and responsiveness to audience feedback. For example, a guide
specializing in urban street art can build a brand based on subcultural knowledge,
local activism, and an informal style of interaction that appeals to a specific segment
of the audience seeking out-of-the-box experiences. Another guide focused on
literary tourism may utilize academic authority and poetic sensibility as brand
elements that shape consumer expectations and post-trip satisfaction [23, p. 7-10].
These examples demonstrate that effective branding encompasses not only visibility
but also narrative coherence and audience orientation.

Table 2 presents the key branding strategies used by successful literary travel

guides and their corresponding impact on consumer trust.

Table 2

Branding strategies used in the tourism industry

Branding strategy Characteristics Impact on consumer trust

Focus on a specific topic or audience . )
. C e Positions the guide as an
Niche specialization segment (e.g., gastronomy, . ..

expert; increases trust in it

architecture)
. . . Creates emotional
Consistency of the Using personal narrative and . :
. connection and perceived
story emotional resonance across platforms

authenticity
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Branding strategy Characteristics Impact on consumer trust
Visual identity and Using specific colors, styles, and Increases recognition and
aesthetic consistency | images in branding materials professional image

Active presence on social media,

Multi-ch 1
ulti-channe blogs, booking platforms, and review

Increases visibility and

communication ites offers multiple trust signals
User engagement and | Interact with the audience promptly Demonstrates openness and
feedback integration and adapt to reviews builds trust in relationships
. . . ) Extending trust through

Cross-promotion and | Partnering with local businesses, . 8 . 8

} ) e association with trusted
collaboration influencers, or institutions o

organizations

Source: formed by the author based on [21-23]

A tour guide’s brand is not an additional marketing tool, but a key component
of value creation in the author’s tour market. It mediates consumer perception,
reduces decision-making uncertainty, and promotes emotional investment. In a
competitive environment where the quality of the experience is tied to the person
providing it, trust is both the result and condition of an effective personal brand. As
the industry evolves, the ability of guides to create, communicate, and maintain
authentic personal brands will remain a crucial factor in building consumer loyalty
and market differentiation.

Conclusions. The study found that a tour guide’s brand is not only a tool for
self-presentation but also a significant factor in building trust in an author’s tours in
today’s competitive environment. Trust is formed based on a combination of rational
assessments (expertise, experience, reputation) and emotional components
(authenticity, empathy, charisma), which provides a deeper level of interaction
between the guide and the tourist. In the process of choosing an excursion service,
it is the personal brand that largely determines the consumer’s behavioral patterns,
reducing uncertainty and increasing the sense of security and expected satisfaction
from the future experience.

An analysis of modern branding practices for tour guides has revealed several
effective strategies, including targeted specialization, an active digital presence,
consistency in visual and communicative image, as well as interaction with tourists
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through storytelling elements and feedback. Successful cases demonstrate that
creating a holistic and consistent personal brand significantly enhances the guide’s
competitiveness in the market, contributes to the formation of a loyal audience, and
ensures the sustainable development of professional activities. Prospects for further
scientific research include a more in-depth empirical study of the influence of
individual brand elements on the level of trust and behavioral reactions of consumers

across different segments of the tourism market.
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