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Summary. Tourism is one of the most active and fastest-growing sectors of the global economy. It
contributes to economic development by generating revenue, creating employment opportunities, and fostering
infrastructure. Still, it also plays a vital role in shaping cultural exchange, enhancing social integration, and
stimulating personal growth. Tourism allows people to discover new cultures, broaden their perspectives, and
develop cross-cultural understanding. However, the travel market is complex, dynamic, and multifaceted, and
many factors, including emotional reactions and psychological constraints, significantly influence consumer
behavior and decision-making processes. These psychological and emotional aspects often determine travelers’
preferences, motivations, and satisfaction with their experiences. Emotional reactions, such as fear, joy,
anticipation, disappointment, anxiety, and excitement, can significantly influence consumers' decisions regarding
the selection of travel destinations, types of recreation, and tourism service providers. For instance, fear of the
unknown, unfamiliar customs, or political instability can discourage consumers from choosing specific
destinations, even when those places have a lot to offer. Conversely, the joy and anticipation of an upcoming
vacation can inspire consumers to explore new locations, take risks, or invest more financially and emotionally in
their trips. Moreover, psychological characteristics such as stereotyping, the influence of social norms, established
beliefs, and personal values can also limit or guide consumer decisions in the tourism market. For example,
travelers may rely on popular stereotypes or media images that shape their perception of a destination’s appeal,
safety, or value. As a result, they might choose mainstream or over-commercialized destinations that do not suit
their preferences or needs. Understanding these emotional and psychological influences is essential for designing
effective marketing strategies, personalizing services, and enhancing customer satisfaction. This article explores
these aspects and provides practical recommendations for tourism companies seeking to respond more effectively
to consumer behavior.

Key words: behavior of consumers in the tourism market, psychology of tourism, marketing research,
emotional reactions in tourism, anxiety and stress in travel.
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JOCJIIKEHHSI EMOLIMHUX PEAKIIN TA ICUXOJOTTYHUX
OBMEXEHD CIIO’KUBAYIB HA PUHKY TYPUCTHYHUX ITOCJIYT

Harauis JleryHOBCbKA Awmeitia bongapenko
Cymcoruii Oepaicasruil yHisepcumen, Cymcoxuti 0eparcasnuil yHisepcumenmn,
Cymu, Yxpaina Cymu, VYkpaina

Peszome. Typusm € 00HUM 3 HAUAKMUGHIWUX MA HAUWGUOULe 3POCMANYUX CeKmOopie CImogol
eKoHOMiIKU. Bin He nuwe cnpuse eKOHOMIUHOMY PO3BUMKY, 2eHepYIouU 00X00U, CMBOPIOIYU MONCIUBOCHI
nNpayesnamy8anHts ma po3eusarouu YUGiNbHy iHppacmpykmypy, aie U 8idicpae 8axciugy poiv y QopmyeanHi
KYAbMYPHO20 00MIHY, NOCUNEHHI COYIanbHOl iHmespayii ma cmumyao8anti ocooucmicnozo 3pocmanns. Typuzm
HAOA€ 00SIM MOIICIUBOCHE GIOKpUSamu 01 cebe HOBI KYIbmypu, Po3UuUpiosamu ceitl Kpyeo3ip ma po3eusamu
MidckynomypHe po3yminnsa. OOHAK PUHOK NOOOPOdicell € CKAAOHUM, OUHAMIYHUM ma bazamocpannum. bazamo
Gaxmopis, exmoualouu emoyitini peakyii ma NCUXONOSIYHI 0OMEINCEHHS, ICMOMHO BNAUBAIOMb HA NOBEJIHK)
CROJICUBAYIE MA NPOYECU YXBANICHHS PilleHb THOUBIOAMU NPO Maubymmuio nodopodic. Lli ncuxonoeiuni ma emoyivni
acnexmu 4acmo U3HaA4arms YynoOOOAHHs, MOMUSAYIIO MA 3A0080eHH MAHOPIBHUKIE c80iM doceioom. Emoyitini
peakyii, maxi, AK cmpax, padicmv, OYIKY8AHHS, PO3UAPYEAHHS, MPUBO2d MA XGUNIOBAHHI, MOICYMb 3HAYHOIO
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Mipoio enusamu Ha pPileHHs CHONCUBAYI8 w000 6UOOPY MYPUCMUYHUX HANPAMKIG, 6Udi6 GIONOYUHKY MdA
ROCMAYANbHUKIE MYPUCMUYHUX nociye. Hanpuxnao, cmpax nepeod Hegidomum, nesuatiomi 36unai’ abo noaimuyna
HeCmAaObIbHICMb MOJICYMb NEPEUKOOUMU CRONCUBAUAM BUOUPAMU Ne6HT HANPSIMKU, HAGIMb KOIU Yi MICYsi MAIOMb
bazamo wozo sanponounyeamu. 1 nagnaku, padicme ma OYiKy8anHs MauOYmMHboI GIONYCMKU MONCYMb HAOUXHYMU
CROJICUBAYIE DOCTIOINCY8AMU HOBL MICYsl, pu3uKygamu abo ineecmysamu Oiibuie IHAHCO80 MA eMOYIUHO Y C80T
nooopooici. Binobuie mozo, ncuxono2iuni Xapakmepucmuku, Makxi, 5K Cmepeomunu, 6NIue COYIAIbHUX HOPM,
ycmaneni nepeKoHanHs ma ocobucmi YiHHOCMI MAKOIC MOJICYMb 00MedlCcysamu abo CNpsSmMo8y8amu pilleHHs.
CROCUBAYI8 HA MYPUCMUYHOMY pUHKY. Hanpukiad, manopisHuxu modcymev NOKAIAOAMUCA HA NORYAAPHI
cmepeomunu abo media-obpasu, AKi popmyroms iXHE cCnpUlHAMMA npusadIUgocmi, be3neku yu YyiHHocmi micys
npusHayenHs. Ak pezyiomam, 80HU MOX*CYMb 00UPAmMu NONYAAPHI AO0 HAOMIPHO KOMePYIani308aHi HANPAMKU, SKI
Hacnpasoi He 8i0N0GIOaomb iXHiM YNoO0bauHAM 4y nompebam. Po3yMiHHA yux eMOyiliHUX ma NCUXON02TYHUX
BNIUGIE € 8ANCIUBUM ONIsI PO3POONEHHS ePeKMUBHUX MAPKeMUH08UX cmpameill, nepcoHanizayii nociye ma
niosuujerts 3a00601eHOCmi Kiieuwmis. Y yiu cmammi 00caioxncyromuca yi acnekmu ma Haoaromuscsa NPAKmMudHi
PeKoMeHOayil O MypPUCMUYHUX KOMAAHIU, SIKI NPASHYMb eheKmueHiule peazysamu Ha N0GEOIHKY CONCUBAUIS.

Kniouoei cnosa: nosedinka cnodicusayis Ha mypucmuiHoMy pUHKY, RCUXONO2IS MYPUMY, MAPKEMuHz08e
00CNIONCEH S, eMOYIUHI peakyil mypucmis, mpueo2a ma cmpec nio 4ac nodopoxcell.

https://doi.org/10.33108/galicianvisnyk_tntu2025.05.234 Ompumano 24.08.2025

Introduction. Tourism is one of the key sectors of the global economy. According to
estimates by the World Travel and Tourism Council, in 2024, the contribution of the travel and
tourism industry to global GDP will be 11.1 trillion USD, which is about 10% of the worldwide
economy. In addition, the sector provides 357 million jobs, namely approximately one in ten
jobs in the world [1]. Tourism contributes to economic development and plays a vital role in
cultural exchange and social integration. In the tourism services market, consumer behavior is
influenced by many factors, among which personal emotional reactions and psychological
limitations of individuals occupy a prominent place. Analysis of these psychological
characteristics of tourists is an important aspect that determines the effectiveness of tourism
activities and the profitability of businesses in this industry, which is the relevance of this study.

Literature review. Research into the psychological aspects of consumer behavior in
tourism is interdisciplinary, combining the methods and technologies of tourism studies,
psychology, sociology, and marketing. In scientific works, much attention is paid to the role of
emotions and psychological processes in consumer decision-making in tourism. The emotional
component is considered a key factor in the model of consumer choice of tourism services.
According to [2], the tourist experience is deeply emotional, and a successful trip is often
associated with positive feelings, expectations of pleasure, and uniqueness. According to [3],
travel can be both an escape from routine and a source of stress due to uncertainty and the need
to adapt to a new environment. The study's authors [4] empirically prove that tourists with a
low level of tolerance for uncertainty are more likely to experience stress during travel,
especially in conditions of cultural differences. The authors of [5] proposed the classic
definition of culture shock. In [6], a model of psychological adaptation is proposed, which
includes cognitive and affective factors that influence the ability of tourists to adapt to a new
environment. In recent years, researchers have focused on digital technologies' impact on travel
perception. The authors of [7] showed that visual images in social networks can form inflated
expectations and create emotional pressure. In [9], it is confirmed that consumers compare their
trips with «ideal images», which can cause disappointment and anxiety.

It is worth noting that the COVID-19 pandemic has been the subject of numerous studies
in the context of tourism. According to [10], the pandemic has caused an increase in travel
anxiety and changed consumer priorities. Tourists have come to value safety, hygiene, and
individual travel [11].

The study aims to investigate psychological factors that influence consumer decisions
in providing tourism services and to develop recommendations for improving the customer
experience in the tourism market based on the identified factors.
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Statements of the main issues of the study. Basic emotions such as fear and joy, as
well as cognitively conditioned emotions (disappointment and excitement), can significantly
influence the choice of tourism services and destinations and types of recreation and service
providers. For example, fear of the unknown can deter consumers from visiting exotic places,
while the joy of anticipating a trip can increase their willingness to spend. In addition,
psychological characteristics such as stereotype susceptibility, the influence of social norms,
and personal values can also determine consumer choices in the tourism market. For example,
stereotype susceptibility can make consumers choose popular tourist destinations even if they
do not meet their individual needs. Marketing research into consumers' emotional reactions and
psychological limitations is essential for developing effective marketing strategies in the
tourism market.

Intercultural sensitivity is an essential factor that significantly affects the process of
tourists' adaptation to new environmental conditions during travel. Tourists with a higher level
of intercultural sensitivity are better oriented in a new cultural context, adapt to social norms
faster, and are less prone to conflict situations or feelings of disorientation. This indicates that
the ability to accept other cultural systems without prejudice, with openness and empathy,
significantly facilitates the process of interpersonal interaction in another country [10]. It is
essential to consider the connection between a low level of intercultural competence and
manifestations of culture shock. Tourists who do not have basic knowledge about the host
country's culture or do not have experience traveling to different cultural spaces are more likely
to experience emotional discomfort, stress, misunderstanding, and even social isolation. In such
cases, adaptation to a new environment is delayed, which reduces the overall level of
satisfaction with the trip and negatively affects the person's psychological state. Since
intercultural sensitivity is not a static characteristic, but can be formed and developed under the
influence of certain factors (education, travel, social experience, language knowledge, etc.),
even short-term preparation in the form of studying cultural features, customs, or etiquette can
significantly reduce the level of tourist anxiety and increase the effectiveness of intercultural
communication.

Digital technologies play an essential role in building intercultural awareness. Modern
media, social networks, travel blogs, and mobile applications with translators or local tips have
become accessible tools that help reduce the information gap between tourists and the new
cultural environment. Thanks to them, tourists can familiarize themselves with the artistic
features of the region in advance, avoid misunderstandings, and form realistic expectations for
the trip.

Overall, the data obtained confirm that the development of intercultural sensitivity has
practical value not only for the individual adaptation of the tourist, but also for ensuring
harmonious interaction between representatives of different cultures. Tourism organizations, in
turn, should consider this factor when forming a tourist product, providing customers with
logistical information and basic knowledge about the cultural environment to which they are
traveling. Such an approach will reduce the likelihood of intercultural barriers, contribute to a
positive impression of the trip, and form a more responsible attitude towards cultural diversity.

Despite its attractiveness, travel, which is primarily presented as a time for rest and
opening new horizons, can become a source and cause of significant stress. This stress can arise
not only due to external circumstances, but also due to deep internal psychological processes.
In the modern world, where the pace of life is constantly accelerating and people are changing,
even a short-term change in the environment can cause a feeling of disorientation. Expectations
from travel, formed under the influence of social networks and advertising, often diverge from
reality, which can cause disappointment and anxiety. In addition, travel usually requires going
outside your comfort zone, which is especially difficult for people with increased anxiety or a
tendency to perfectionism. Internal psychological processes, such as fear of the unknown,
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insecurity in one's abilities, or worries about possible failures, significantly affect stress during
travel. From a psychological perspective, fear of the unknown is often viewed through the lens
of anxiety theory, which describes how people react to situations with uncertainty or potential
threat. In addition, the concept of the “comfort zone” is based on the idea that people tend to
avoid changes that can cause stress and anxiety. Personality trait theory, in particular the Big
Five model, explains that people with high levels of neuroticism are more likely to fear change
and uncertainty [11]. Freud’s psychoanalytic approach also emphasizes that unconscious fears
and defense mechanisms can shape behavior that avoids the unknown. Thus, understanding
these psychological theories helps to explain better why travel can cause both positive emotions
and anxiety, and allows marketers to develop more effective methods of information support
for tourists who face such internal obstacles.

In a world where social media has become integral to everyday life, travel often becomes
a competition. Modern platforms such as Instagram, TikTok, and Facebook have become
showcases where people show off their travels. Perfectly edited photos, carefully edited videos,
and exciting stories create the illusion that every trip is an adventure devoid of difficulties and
unexpected moments. All this creates an unrealistic image of the places that a tourist plans to
visit. The reality can only cause disappointment. Because people only see a carefully filtered
version of reality, where there is no room for queues, flight delays, trains, or bad weather. These
“pictures” can lead to a person not being able to enjoy planning their trip, just because the
concept of tourism will be constantly compared to the “ideal” images on social media. Such
comparisons can lead to lower self-esteem and dissatisfaction, as people begin to doubt the
value of their experiences. Psychologists note that such experiences of comparison can
negatively affect emotional states, provoking feelings of envy, disappointment, and even
depression. Many people feel pressured by the need to constantly maintain their so-called image
on social media [12].

An important aspect when traveling to different countries is the language barrier, which
is a significant obstacle to effective communication for tourists and, as a result, can cause
considerable psychological discomfort. A language barrier is not only a lack of knowledge or
skills to speak another language. A psychological wall often arises when a tourist tries to
express their opinion or obtain the necessary information in an unfamiliar language
environment. According to the World Tourism Organization, more than 60% of tourists in the
world indicate language difficulties as one of the key problems when traveling abroad. This
applies not only to tourists but also to Ukrainians, who are traveling worldwide at an increasing
pace, often encountering communication difficulties, especially in countries with a low
prevalence of English. For example, in East Asian countries, such as Japan or South Korea,
tourists often have limited opportunities to communicate in English, which increases the feeling
of isolation and anxiety. Ukrainian tourists who do not speak Japanese or Korean report
difficulties in ordering services or receiving assistance, significantly complicating their travel
experience. A similar situation is observed in some regions of France or Italy, where tourists,
especially from Eastern European countries, often have limited access to necessary services due
to the language barrier. According to research, about 25% of foreign tourists visiting Italy faced
difficulties explaining medical symptoms due to language restrictions, sometimes leading to
medical care delays. Ukrainian tourists also report similar cases in Western European countries,
where medical professionals cannot always offer quality communication without an interpreter.
To minimize this discomfort, travel companies and hotels are increasingly introducing
multilingual services, mobile applications with translators, and personal guide services that help
overcome language barriers. These innovations have a positive impact on the psychological
state of tourists and increase their level of satisfaction with the trip.

It is important to remember 2020-2022 in the global tourism industry. The COVID-19
pandemic has become a medical and economic crisis and a profound psychological shock that
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has significantly changed the tourism industry and consumer behavior within it. Unprecedented
travel restrictions, border closures, quarantine measures, and constant fear of infection have led
to increased anxiety, depression, and a sense of isolation among potential and active tourists.
According to the World Tourism Organization, international tourism fell by 74% in 2020,
resulting in more than 1 billion international tourist arrivals and a decrease in industry revenues
of approximately 1.3 trillion US dollars. This massive decline has put millions of jobs in the
tourism sector worldwide at risk. However, since 2021, there has been a gradual recovery in
the tourism market. In 2023, international tourism recovered to about 60% of pre-COVID-2019
levels, thanks to the easing of quarantine measures, increased vaccination, and increased
consumer confidence [13]. At the same time, tourists’ priorities have changed. They prefer
safer, open spaces, eco-tourism, and travel with fewer crowds. The psychological factor of
safety and risk control has become key in choosing destinations and types of vacation.

Safety, hygiene, and the possibility of social distancing have become key factors when
choosing tourist destinations and services. Tourists have begun to prefer nature trips to avoid
crowds and «staycationsy» (vacations at home or nearby). Travel companies must quickly adapt
to new realities to survive the crisis. They introduce flexible booking conditions, strengthen
safety and hygiene measures, and actively use digital technologies to minimize contacts. New
travel formats have emerged, such as virtual tours and online events, allowing tourists to stay
connected with the world and gain new experiences without leaving their homes. However,
despite the adaptation, the pandemic has left a deep mark on the psychological state of tourists.

In globalization and the rapid development of international tourism, culture shock is
gaining extraordinary importance. Intercultural interaction during travel is often accompanied
by psychological discomfort caused by a collision with unfamiliar cultural features. Culture
shock, as a psychological phenomenon, is defined as disorientation due to the loss of familiar
social landmarks and the need to adapt to a new cultural space.

In the context of globalization, the formation of intercultural competence becomes
desirable and a necessary element of successful adaptation. Essential components of this
competence are cultural sensitivity and cognitive flexibility. Cultural sensitivity, the ability
to recognize and respect cultural differences, is the basis for effective intercultural
interaction. It allows you to avoid stereotypes and prejudices, contributing to the
establishment of positive relations with representatives of other cultures. Cognitive
flexibility, in turn, is the ability to adapt to new situations and change your ideas about the
world. In tourist travel, where unforeseen circumstances are ordinary, cognitive flexibility
allows you to respond to changes and adapt to a new environment quickly. The development
of intercultural competence is essential not only for the personal well-being of tourists but
also for promoting intercultural understanding and harmonious relations between people.
Tourism organizations and educational institutions play a key role in this process, providing
tourists with the necessary knowledge and skills for successful adaptation. They can
develop intercultural training programs, provide information about the cultural
characteristics of countries, organize cultural exchanges, and cooperate with local
communities to create authentic and ethical tourism products. Taking into account the
features of intercultural competence is a key factor in developing effective strategies for
intercultural communication and improving the quality of tourism services. Tourism
companies should conduct an in-depth analysis of the cultural context of target markets to
adapt marketing materials to local norms, values, and emotional expectations of consumers.
In developing marketing strategies, it is worth considering emotional reactions, such as a
sense of security, comfort, and the expectation of an authentic experience, which contribute
to trust and a positive perception of the tourism product. Special attention should be paid to
personalizing communication, taking into account the psychological characteristics of
consumers, particularly the level of anxiety, readiness for change, and the need for structure

238 ... ISSN 2409-8892. I'anuywkuii exonomiunui gichuk, Ne 5 (96) 2025 https.//doi.org/10.33108/galicianvisnyk tntu2025.05



Nataliia Letunovska, Ameliia Bondarenko

or self-realization. For example, communication strategies that emphasize clear
information, availability of support, language comfort, and travel safety may be adequate
for individuals with increased levels of anxiety.

It is also advisable to implement educational programs for tourism personnel to promote
the development of intercultural competence, emotional intelligence, and empathetic
communication skills. Such approaches can improve the quality of service, reduce the risks of
intercultural conflicts, improve the overall tourism experience, and increase customer loyalty.

Conclusions. Thus, intensive tourist trips, saturated with constant changes in scenery
and the need to process a massive flow of new information, can lead to physical and emotional
exhaustion in tourists. This state, characterized by fatigue, apathy, and irritation, results from
the accumulation of stress associated with constant adaptation to new cultural contexts.
Tourism, in turn, can be a powerful tool for finding meaning and self-knowledge. Traveling to
new places and getting to know different cultures helps to broaden one's horizons, increase self-
esteem, and form new values. Many travel to find answers to important life questions, discover
new opportunities, and change their lives. According to research in tourism psychology, travel
can become a catalyst for personal growth, contributing to the development of empathy,
tolerance, and intercultural competence [14].

In addition, travel can help people find their place in the world by providing
opportunities to see diverse ways of life and cultural perspectives. Tourism organizations can
play an essential role in supporting tourists by offering services and creating conditions for
personal growth. For example, programs that include self-discovery and cultural exchange can
help tourists see new places and contribute to local communities. Such an approach contributes
not only to the positive impact of travel on personal development but also to the formation of
sustainable tourism, based on mutual understanding and respect for cultural differences.
Understanding the psychological types of consumers will allow tourism professionals to offer
individualized tourism trips that will meet consumers' emotional needs and desired level of
comfort. Educational institutions and training programs in tourism will be able to update
curricula to include tourism psychology, emotional intelligence, and intercultural
communication disciplines.
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