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Abstract. The relevance of this study stems from the growing importance of safety in shaping the tourist appeal of
regions amidst global instability, military risks and tourists’ heightened sensitivity to threats. The aim of the article was
to provide a theoretical justification for the role of safety as a strategic element of tourism destination branding and to
elucidate the mechanism through which it influences the formation of a region’s image, tourists’ trust, their intentions and
the resilience of destinations in crisis conditions. The study employed a systems approach, alongside methods of theoretical
generalisation, systematisation, structural-logical analysis, deduction, scientific interpretation, graphical visualisation,
secondary analysis of statistical data, the cartographic method and correlation analysis. As a result, the definitions of the
concepts of a tourist destination brand, tourist destination branding and tourist destination safety have been clarified.
The physical, social, sanitary-epidemiological, informational, environmental and institutional components of safety as an
element of the destination brand have been systematised. It has been demonstrated that safety influences the destination
brand through a multi-level mechanism, shaping the cognitive and emotional components of the territory’s image, trust in
it, a reduction in perceived risk, and positive behavioural intentions among tourists. A conceptual model for destination
brand development has been developed, based on the integration of safety factors in both positive and negative scenarios.
An empirical analysis of regional data from Ukraine revealed a weak inverse correlation between the number of air raid
alerts and the volume of tourist tax revenue, confirming the influence of the safety factor on tourist activity. The practical
value of the findings lies in their potential use by local authorities, destination management organisations and hospitality
industry stakeholders to develop resilient strategies for promoting regions during crisis and post-crisis periods

Keywords: destination brand value; tourist confidence; tourists’ behavioural intentions; crisis resilience; reputational
positioning; perceived travel risk; tourism recovery strategies

Introduction

Under conditions of global instability, military risks, threats ~ Thisfactoris graduallybecominga strategic elementin shap-
to physical and mental health, the dynamic nature of the  ing a region’s image, the trust placed in it, tourists’ behav-
information environment and tourists’ growing sensitivity ~ ioural intentions and the resilience of its brand. For tourist
to dangers, the safety aspect objectively extends beyond the  destinations operating in crisis conditions, safety becomes
purely functional characteristics of a tourist destination.  not only a prerequisite for minimising risks, but also an im-
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portant reputational signal through which tourists assess
the reliability, predictability, manageability and attractive-
ness of the destination. Theoretical developments in recent
years indicate a shift in the understanding of the safety at-
tribute, transforming it from a minimum necessary standard
for travel into a key element of a destination’s brand equity.

Academic discourse confirms a growing interest among
researchers in the interrelationship between safety, desti-
nation image and tourist behaviour. In particular, G. Ding
& J. Wu (2022) observe in their empirical studies that the
level of perceived safety significantly influences the cogni-
tive, affective and conative components of a destination’s
image, with tourists who perceive a higher level of safety
tending to demonstrate greater loyalty and a greater will-
ingness to return. Building on this line of research from the
perspective of social constructivism, Y. Zou & Q. Yu (2022)
argued that the safety of a destination is perceived by tour-
ists not only as an objective state of the environment, but
also as a socially constructed notion formed through infor-
mation sources, travel experiences, social interactions and
communicative signals at all stages of the journey. These
approaches are important for the present study, as they
confirm that the safety factor is directly integrated into the
brand perception of a territory through a complex system
of associations and reputational signals.

The geographical universality of these patterns is con-
firmed by studies focusing on the European and Asian
markets. B. Gavurova et al. (2023), using Central European
countries as a case study, found that an increase in the level
of perceived safety is a significant factor in shaping a pos-
itive image of a destination, with healthcare, the quality of
infrastructure and service identified as key dimensions. In
the context of protracted systemic macro-crises, academic
research demonstrates that a prolonged state of crisis dis-
torts the cognitive and affective image of a territory, inten-
sifying the perception of military, political and financial
risks even before the stage of direct service consumption
(Gorji et al., 2023). Taken together, these perspectives sub-
stantiate the role of trust as a fundamental factor in risk
minimisation within the framework of anti-crisis branding.

The issues of brand capitalisation, its value mark-
ers and the cultivation of long-term traveller loyalty are
highlighted as a distinct area of discussion. In particu-
lar, S. Majeed et al. (2024) argued that, in the context of
health-related threats, perceived risk ceases to be an iso-
lated factor and becomes integrated into the structure of
a destination’s brand perception, directly correlating with
travellers” choices. In their study of emotional triggers,
D. Jimenez-Garcia et al. (2025) identified the image of a
destination and its brand value as key predictors of tourist
behaviour, the role of which is significantly enhanced by
the emotional component of the experience. The behav-
ioural and economic dimensions of this relationship are
detailed by R.M. Elalfy et al. (2025), who substantiate the
transformation of a destination’s brand equity into repeat
visits and support for local products. A synthesis of these
perspectives allows the territorial brand to be interpreted
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as a comprehensive strategic asset with pronounced behav-
ioural and financial performance.

The communication dimension is of strategic impor-
tance for shaping a safety image, as it shifts the focus of safe-
ty from operational response to reputational positioning. In
particular, J. Yin et al. (2024) found that the specific nature
of how messages are presented can influence travellers’ be-
havioural responses, whilst Y. Liu et al. (2025) characterised
the dual nature of security communication, which, in addi-
tion to its protective function, also serves a distinct pro-
motional purpose. K. Tomej & I. Bilynets (2024), through
the lens of the concept of living systems, substantiated a
profound functional transformation of Ukraine’s tourism
ecosystem, where adaptation to the shock of war occurred
through regenerative changes in the business models of lo-
cal enterprises and the reorientation of space towards hu-
manitarian and rehabilitation functions.

The specific nature of tourism transformation within
a similar geographical and institutional context is actively
explored in academic works where safety attributes are di-
rectly linked to the processes of territorial capitalisation. In
particular, N.V. Necheva & I. Davydenko (2022) substanti-
ated the role of branding as a key instrument for enhanc-
ing the recognition and competitiveness of destinations.
In turn, M.Ya. Topornytska et al. (2023), examining these
patterns in the context of martial law, argue that the safety
factor is transforming from a background condition into a
central determinant of a region’s tourist appeal. At the same
time, these studies largely document the empirical char-
acteristics of the wartime context, whilst overlooking the
deep-seated structural links between safety and a destina-
tion’s reputational assets.

An analysis of the academic literature demonstrates
that, despite active research into the influence of perceived
safety on destination image, trust, crisis communication
and traveller behaviour, most existing approaches remain
fragmented. Safety is predominantly interpreted as an ex-
ternal exogenous circumstance, an operational constraint
or a crisis-response instrument. Its role as an independ-
ent internal structural element of destination branding,
directly generating reputational capital, brand equity and
strategic tourist trust, remains beyond the scope of system-
atic analysis. In view of this research gap and the need to
shift perspectives from a purely functional perception of
safety towards its strategic and marketing-oriented under-
standing, the aim of the article was to provide a theoretical
substantiation of the role of the safety factor as a strategic
element of tourist destination branding and to reveal the
mechanism through which it influences the formation of
territorial image, tourist trust, tourists’ behavioural inten-
tions and destination resilience under crisis conditions.

Materials and Methods

The methodological basis of the study is a systematic ap-
proach to the analysis of safety as a strategic asset within
the structure of tourism destination branding. To achieve
the set aim, a set of general scientific and specialised
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research methods was employed, structured in accordance
with the logic and stages of scientific inquiry. In particular,
at the theoretical and conceptual stage of the study, meth-
ods of theoretical generalisation, comparative analysis and
systematisation were applied to clarify the conceptual and
categorical framework, namely the definitions of “tourist
destination brand” and “destination safety”. The method of
structural-logical analysis was used to develop a conceptu-
al model for destination branding based on the integration
of safety factors. The method of deduction and scientific
interpretation made it possible to extrapolate the identi-
fied trends regarding barriers and tourists’ motivations
for choice, in order to substantiate strategic guidelines for
destination development. The method of graphical visual-
isation was applied to present the research results clearly,
in particular when constructing conceptual diagrams, car-
tograms and scatter plots.

The empirical-analytical stage of the study, aimed at
assessing the impact of the safety factor on actual tourism
activity, was carried out through a comprehensive combi-
nation of secondary analysis of statistical data, cartographic
methods, combined typological analysis, and mathemati-
cal and statistical modelling. To quantitatively assess the
safety factor and the disruption to the tourism market, a
dataset of verified and relevant data for the year 2024 was
compiled. The total number of air raid alerts (units) was
selected as the indicator of the safety situation, and the
source of information for compiling this dataset was the
online platform for monitoring and aggregating official
civil defence alerts in Ukraine, “Official Map of Air Raid
Alerts in Ukraine” (Map of Alerts in Ukraine, n.d.). This re-
source continuously records and archives reports from the
State Emergency Service of Ukraine and the Ukrainian Air
Force, broken down by administrative-territorial units. The
use of this source ensured a high level of granularity and
accuracy in recording the total number of air raid alerts in
the regions under study. This indicator was chosen because
the frequency of air threats is the main psychological and
physical barrier that directly shapes tourists’ perception of
a destination’s risk. At the same time, the volume of tourist
tax (in millions of UAH) was used to analyse tourist ac-
tivity; this was selected as the most objective and fiscally
recorded indicator of the actual state and dynamics of local
tourism markets in crisis conditions, and the relevant data
were obtained from official figures provided by the State
Agency for Tourism Development of Ukraine (Almost
UAH 273 million in..., n.d.; Survey results on..., n.d.; Re-
branding Ukraine as a tourist destination, n.d.).

The data pre-processing and preparation procedure
involved standardising the data and converting them
into comparable units of measurement. In Microsoft Ex-
cel, the empirical dataset was organised in the form of a
matrix, where the rows (samples) represent the regions of
Ukraine, and the columns represent standardised indica-
tors: the number of incidents (units); and the tourist tax
(million UAH). Data from 20 regions of Ukraine and the
city of Kyiv were included in the analysis (a total of n=21

observations). The Autonomous Republic of Crimea,
Donetsk, Luhansk, Kherson and Kharkiv regions were ex-
cluded from the analytical dataset due to the temporary
occupation of parts of their territories, active hostilities
taking place within their borders during the study period,
and the destruction of tourism infrastructure, which makes
it impossible to collect objective official statistical data on
the tourist levy and would distort the results of the overall
modelling of interrelationships.

To investigate the spatial differentiation of the destruc-
tive impact of safety risks on tourism activity, a method
of combined typological analysis of Ukraine’s regions was
applied, based on two quantitative criteria: the intensity of
air raid alerts and the volume of revenue from the tourist
levy. The first criterion was the intensity of security threats,
measured by the number of air raid alerts declared in the
region in 2024; based on an analysis of the variation in this
figure, three threat levels were identified: low or moderate
(fewer than 1,000 alerts); medium (1,000-1,999 alerts); high
or critical (2,000 or more alerts). The second criterion is
the fiscal performance of the tourism sector, assessed by the
volume of tourism tax collected in 2024, where the thresh-
old for high tourism and business activity is set at 10 million
UAH, which corresponds to the criterion for classifying a
region among the eight leading regions in terms of fiscal
revenue. Based on a combination of these parameters, three
typological groups of destinations have been formed, re-
flecting varying degrees of their resilience and adaptability.

The calculation of indicators in the study was for-
malised using mathematical relationships that allow for a
quantitative assessment of both the general characteristics
of the sample and the interrelationships between the indi-
cators. At the initial stage, basic summary indicators were
determined. In particular, the total value of the indicator
under study was calculated as the sum of its components:

X=31x, 1)

where x; - individual values of the indicator; n - the num-
ber of observations (regions). The next stage of the study
involved assessing the strength of the relationship between
the number of air raid alerts and the amount of tourist tax.
Pearson’s pairwise linear correlation coeflicient was used
for this purpose:

Y (A= A)(T=T)

r = >
\/ Y A=A2- Y (T=T)?

)

where A, - the number of air raid alerts in the i-th region;
T, - the amount of tourist tax in the i-th region; A, T - the
mean values of the indicators, respectively.

The application of Pearson’s linear correlation coeffi-
cient to analyse the sample is appropriate, given that the
data satisfy the method’s basic mathematical assumptions.
Firstly, both variables under study - namely, the number of
air raid alerts and the amount of tourist tax — are represent-
ed on a continuous metric scale (ratio scale). Secondly, a
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visual analysis of the scatter plot confirmed the existence of
a linear trend between the safety criterion and the fiscal in-
dicator of tourist activity, which rules out the need to apply
more complex non-linear models. Since the sample under
analysis covers almost the entire population of regions in
Ukraine available for study (excluding areas of active hos-
tilities and occupied territories), this method allows for the
most accurate assessment of the strength and direction of
the direct relationship between the two variables without
distortion caused by ranking. The calculations were carried
out in Microsoft Excel using the standard CORREL func-
tion. To ensure the reliability of the results, they were ver-
ified by replicating the calculations using alternative com-
puter modelling tools and by logically checking the values
obtained. This confirmed the correctness of the methodol-
ogy applied and the accuracy of the calculations.

Results and Discussion

Developing a coherent academic concept requires, first and
foremost, a re-examination and a fundamental distinc-
tion between the basic categories that form its foundation,
namely “tourist destination brand”, “tourist destination
branding” and “tourist destination safety”. This necessi-
ty stems from the fact that contemporary theoretical ap-
proaches define a destination brand not merely as a set of
visual or promotional characteristics, but as a complex sys-
tem of perceptions, associations, values and expectations
formed in the minds of consumers of tourism products. A
destination brand not only ensures the identification and
differentiation of a territory but also shapes perceptions
of the quality, character and emotional value of the future
tourism experience. This is precisely why it is appropriate
to interpret it as a multidimensional construct encompass-
ing brand recognition, image, perceived quality, trust, loy-
alty and other elements of brand equity (Blain et al., 2005;
Kladou & Kehagias, 2014). The branding of tourist desti-
nations, in turn, should be understood as a purposeful and
systematic process of shaping, maintaining and promoting
a unique image of a territory, aimed at ensuring its recog-
nisability, attractiveness and competitive advantages in the
tourism market. Its scope is not limited to the creation of
a name, logo or advertising message, but encompasses a
range of measures aimed at fostering lasting positive asso-
ciations with the destination, its values, atmosphere, qual-
ity of the environment and the distinctive features of the
tourist experience. It is precisely through branding that a
destination gains not only market visibility but also a cer-
tain symbolic value, which influences tourists’ choices,
expectations, levels of satisfaction and subsequent loyalty
(Blain et al., 2005; Dedeoglu et al., 2019).

In this context, the concept of a tourist destination’s
safety takes on particular significance. It is advisable to
interpret this not only as the state of a tourist’s protection
from physical, social, informational, sanitary-epidemiolog-
ical, environmental or other threats, but also as an impor-
tant characteristic of the tourist environment itself, which
determines its reliability, predictability and comfort. Safety
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in modern tourism is shaped not only by the presence of
appropriate infrastructure, response mechanisms or in-
stitutional support, but also by the tourist’s perception of
the destination’s overall level of safety. This is precisely
why it has both an objective and a subjective dimension
(Gavurova et al., 2023; Awais-E-Yazdan et al., 2025). In
the context of tourism development, safety is increasingly
moving beyond the purely functional characteristics of a
destination and becoming a strategic factor in its market
positioning, reputation and brand. At the international
level, this trend is confirmed by UN Tourisms (n.d.) fo-
cus on the SAFE-D initiative, which regards safety, crisis
preparedness, response and recovery as fundamental con-
ditions for the sustainable development of tourism. With-
in this paradigm, safety is defined not only as a means of
protecting travellers, but also as an essential prerequisite
for the viability of tourism ecosystems, ensuring the long-
term preservation of travellers” trust and the stability of so-
cio-economic benefits for local communities.

The need for such a conceptualisation is further con-
firmed by global trends identified in the World Economic
Forum report (2026). Analysis of the global threat land-
scape confirms that such safety-related factors as geoeco-
nomic confrontation, disinformation and misinformation,
societal polarisation, extreme weather events, and armed
conflicts between states remain dominant within the risk
structure and rank among the five most likely and impact-
tul risks in the short term. This environment directly affects
the stability of tourism flows and perceptions of destina-
tion reliability. The results of a survey of more than 1,300
global experts and opinion leaders confirm that physical
and digital safety have become fundamental determinants
of consumer confidence (World Economic Forum, 2026).
This transforms the subjective sense of safety into a key
determinant of economic behaviour and consumer choice
across all sectors, including the tourism industry. This is
consistent with the emerging trend towards an economy of
trust and safety, in which the predictability and safety of
the environment in which people stay become the principal
intangible asset of a territorial brand, ensuring its resilience
during periods of global turbulence.

These changes in conceptual approaches mean that
safety ceases to be merely a functional prerequisite for trav-
el and takes on the significance of a strategic intangible as-
set for a destination, as it shapes its image, influences trust,
reduces perceived risk and increases tourists’ willingness to
choose that particular destination. This conclusion is con-
sistent with the academic position of M. Awais-E-Yazdan et
al. (2025), according to which, under contemporary condi-
tions of turbulence, the safety factor is increasingly becom-
ing one of the key criteria in tourist decision-making and
an important element of effective destination branding.
This view is also shared by relevant international institu-
tions, which emphasise that, in the context of contemporary
global instability, safety attributes are becoming a defining
factor in consumer behaviour and a fundamental compo-
nent of strategic destination marketing (OECD, 2025). It is
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worth noting that, in the context of current global instabil-
ity, safety is transforming from a technical requirement for
travel into a dominant factor in consumer choice and a key
element of strategic destination marketing (OECD, 2025).
This issue takes on particular significance for Ukraine.
Against the backdrop of full-scale war, high sensitivity to
risks and the need to support domestic tourism, safety is
becoming not merely an operational requirement, but a
strategic factor in building trust in destinations, tourist
routes and local brands. The safety factor plays a dual role,
as it acts both as the main barrier to travel and as a key
criterion for differentiating destinations. The results of a
survey on travelling in Ukraine during the war, conducted
by the State Agency for Tourism Development of Ukraine
(SATD) in partnership with the UNICEF U-Report
Ukraine project, show that for the overwhelming majority
of potential tourists — 57.4% - it is precisely safety risks
that are the main constraint on travelling within the coun-
try under martial law (Survey results on travelling..., n.d.).
This confirms that safety is the primary filter determining
a destination’s ability to make it onto a consumer’s short-
list of preferred options, particularly in times of crisis. One

in five respondents (20.7%) state that they actively avoid
travelling due to a sense of danger. For branding purpos-
es, this means that one-fifth of the market is temporarily
out of reach due to a psychological barrier, which can only
be overcome by establishing a solid reputation as a safe
destination. Among those who do plan to travel, 27.2%
of respondents prioritise “the region’s safety and stability”
when choosing a specific location. This indicates that, for
a quarter of active domestic tourists, the safety factor is
the key competitive advantage, outweighing even natural
or cultural attractions. These figures confirm the deep in-
tegration of the safety attribute into the structure of a des-
tination’s brand. In order to clarify the role of safety within
the structure of a tourist destination’s brand, it is advisable
to systematise its main components and determine how
each of them influences tourists’ perception of the area.
This approach allows safety to be viewed not as an abstract
characteristic of a destination, but as a complex of interre-
lated elements that shape its image, reputation, trust and
overall brand value. In this context, the main components
of safety as an element of a tourist destination’s brand are
summarised in Table 1.

Table 1. Key components of safety as an element of a tourist destination brand

Safety component Description Impact on the destination brand
Protection of tourists from crime, violence and accidents, .
. . . Creates a fundamental sense of security and
Physical safety | as well as the consequences of war-related threats, including

missile strikes, shelling and the danger posed by landmines

increases trust in the destination

Social safety

Social stability, tolerance, friendliness of the local
population and absence of discrimination

Contributes to a positive emotional perception of
the destination and is associated with hospitality

environmental threats

Sanitary- . . . . TS .
Janiary” Public hygiene standards, quality of healthcare services, Strengthens the destination’s reputation as a
epidemiological . S . . .
safety food safety and preparedness for epidemiological challenges | reliable and comfortable environment for visitors
Information Protection of personal data, security of online bookings, Enhances trust in the destination in the digital
security digital services and communications environment and reinforces its modern image
. Environmental cleanliness, quality of the natural . . .
Environmental . . . Creates an image of a responsible, sustainable
environment, safety of natural routes and protection against . . .
safety and attractive destination to visit

Institutional safety

coordination

Effectiveness of local governance, availability of emergency
response services, organisation of tourism infrastructure,
warning systems, shelters, evacuation routes and crisis

Highlights the destination’s reliability and its
preparedness to respond to risks and crisis
conditions

Source: compiled by the authors

An analysis of the results presented in Table 1 shows
that, under crisis conditions, the structure of a destina-
tion’s safety capital takes on a distinct hierarchical nature.
By differentiating the impact of individual components,
it is possible to categorise key safety factors according to
the specific characteristics of the tourism environment. In
particular, for urban destinations, the physical, social and
informational aspects of safety are of decisive importance.
An urbanised environment requires the seamless function-
ing of security systems in areas of mass gathering, a high
level of digital safety for municipal services and a stable
social climate. Taken together, these factors determine the
day-to-day comfort of daily life and the micro-mobility of
tourists. At the same time, for nature-based, recreational,

mountain or seaside destinations, environmental and san-
itary-epidemiological safety is the fundamental priority.
The specific nature of such areas is linked to the autonomy
of tourists stays in the natural environment, which means
that a destination’s brand depends directly on the ecologi-
cal purity of the landscapes and the ability of local servic-
es to respond promptly to natural and man-made risks, as
well as seasonal infrastructure overloads. In business, event
and internationally oriented destinations, the institutional
and informational components take precedence. For busi-
ness travellers and organisers of large-scale events, the key
selection criteria are guarantees of cybersecurity, data con-
fidentiality during online bookings, and the legal and or-
ganisational transparency of local institutions.
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In the context of consumer cognitive psychology and
strategic marketing, physical and institutional safety have
the greatest cumulative impact on building tourists™ trust
and a destination’s brand equity. Safety serves as a funda-
mental prerequisite; in its absence, or where there is a high
threat to life, all other marketing advantages of the desti-
nation are completely negated. Conversely, the institution-
al component is the primary tool for converting a sense of
protection into long-term brand loyalty, as it demonstrates
to the customer the management system’s ability to min-
imise uncertainty. A well-founded classification of safe-
ty components is practical in nature and can be used by
destination management and local authorities to formu-
late appropriate management decisions in crisis situations
across the following strategic areas:

1. Conducting risk audits and risk decomposition.
Matching the type of destination with its specific safety
components allows for a differentiated approach to the
funding of protective infrastructure. This ensures priority
investment in shelters and warning systems in city centres
or in the monitoring of environmental threats along recre-
ational routes.

2. Implementing innovative crisis-response branding
and repositioning. Targeted communication campaigns
are developed based on the identified components. To
restore confidence, the destination brand shifts the em-
phasis from abstract hospitality to demonstrating specific
institutional guarantees, such as the availability of certified

Safeguarding function
« Tourist safety
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safe locations, autonomous energy supply and access to
high-quality medical care.

3. Building integrated safety ecosystems. This ap-
proach involves integrating physical, information and in-
stitutional safety into a single digital platform for the des-
tination. The creation of digital interactive maps showing
shelters, up-to-date safe routes and real-time alerts serves
as an effective tool for enhancing the territory’s competi-
tiveness in the market.

The implementation of these measures as a whole
allows safety to be viewed as a fully-fledged element of
a destination’s brand equity, capable of strengthening its
competitive advantages and ensuring its viability in times
of crisis. In this context, the subjective perception of safety
influences the destination’s brand, as tourists assess a des-
tination not only on the basis of its actual safety conditions
but also on signals from official sources, digital platforms,
the media and travellers’ reviews. Safety therefore serves
not only as a prerequisite for minimising risks but also as
an important reputational signal that shapes the destina-
tion’s image, the level of trust in it, and the traveller’s will-
ingness to undertake the journey. In a context of global
instability, the safety criterion is increasingly being inte-
grated into a destination’s brand promise and is becom-
ing one of the key factors influencing tourists’ choices. To
summarise the above, it can be argued that safety fulfils at
least three functions within the structure of a tourist desti-
nation’s brand (Fig. 1).

Emotional and
psychological function

» Comfort during the stay
« Mitigating actual risks
« Ensuring the quality of the tourist

>

Safety as an element of a
tourist destination’s bran

« A sense of calm
o Trust in the destination
« Reduced uncertainty

<

experience

A

\

y

« A positive perception of the area

« Building reputation

Strategic and communication function
« Conveying the destination’s reliability
« Signalling the quality of management

« Strengthening competitive advantages

Figure 1. Safety features within the structure of a tourist destination brand

Source: created by the authors

Firstly, safety forms the functional foundation of the
tourist experience, as it ensures a comfortable and protect-
ed stay in the area. This function directly minimises per-
ceived risk at the level of basic human needs, such as safety
of life and health, by transforming objective environmental
threats into controllable travel parameters through the pro-
vision of an inclusive protective infrastructure (for exam-
ple, digital warning systems and the location of shelters).
Secondly, it fulfils an emotional and psychological func-
tion, fostering a sense of calm, trust and reduced uncer-
tainty. Its effect is aimed at building trust in the destination
brand, where the subjective perception of safety neutralises

Innovation and Sustainability, 2026, Vol. 6, No. 3

tourists’ cognitive dissonance and anxiety, transforming
the destination into a priority choice for safety. Thirdly, it
serves a strategic communication function, as it conveys
information through various channels about the quality
of the destination’s management, its sustainability and its
accountability to tourists. This function directly translates
the established trust and reduced risk into the destination’s
long-term resilience. Through transparent crisis commu-
nications, the brand demonstrates the system’s ability to
adapt to changing threats, which fosters traveller loyalty,
maintains the stability of tourist flows even in crisis condi-
tions, and ensures rapid post-crisis recovery.
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The synthesis of these functional determinants ena-
bles the transformation of theoretical principles regarding
the safety factor into innovative practical tools for ensur-
ing the viability of tourist destinations. In this context, the
State Agency for Tourism Development of Ukraine contin-
ues to promote domestic tourism and work on a new tour-
ism image for Ukraine, which demonstrates the undenia-
ble relevance of combining branding considerations with
issues of safety and resilience. Consumers cease to perceive
a territory as a coherent and attractive destination if its
safety status is uncertain or insufficiently communicated.
In such an environment, the Ukrainian destination brand
can no longer be built solely around cultural attractive-
ness or the uniqueness of its resources; it must necessarily

incorporate a clearly communicated capacity of the desti-
nation to ensure safety, predictability and responsible risk
management (Rebranding Ukraine as a tourist destination,
n.d.). In the context of Ukraine’s current safety challenges,
this model takes on particular relevance, as it defines the
nature of the correlation between the level of stability in
the safety environment and the intensity of recreational
and tourist flows. To verify the spatial differentiation of
these processes, Figure 2 presents a cartographic visualis-
ation of geospatial disparities in terms of safety indicators
and tourist activity. This makes it possible to identify spa-
tial patterns and assess the extent of the adverse impact of
safety risks on destination development under contempo-
rary conditions.

Ukraine: Air Raid Alerts and Tourist Tax by Region, 2024
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The cartographic visualisation presented in Figure 2
allows for a detailed examination of the spatial patterns of
domestic tourism development under martial law. A visual
analysis of the map reveals not only profound territorial
disparities between the intensity of safety threats and the
volume of tourist tax revenue. It also demonstrates a clear
spatial differentiation and polarisation of Ukraine’s tourism
market, where the geographical shift in tourist flows corre-
lates directly with distance from the front line and the bor-
ders with the aggressor state. Based on the observed spatial

patterns, Ukraine’s regions have been divided into three
main groups according to the relationship between safety
risks and the fiscal performance of the tourism sector.

The first group comprises destinations with moderate
or relatively lower levels of air raid alerts and consistently
high tourism revenue figures. This category includes the
city of Kyiv, as well as the Lviv, Ivano-Frankivsk, Zakar-
pattia and Cherkasy regions. The trends observed demon-
strate that a relative level of safety, combined with robust
infrastructure capacity, an established historical reputation,
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high transport accessibility and brand recognition, enables
these areas to attract the main tourist flows and act as key
hubs for domestic tourism. The second group comprises
regions with high and medium levels of air raid alerts and
comparatively lower volumes of tourist tax revenue, spe-
cifically the Zaporizhzhia, Sumy, Mykolaiv, Kirovohrad
and Chernihiv regions. For these destinations, the impact
of the safety factor is more pronounced. The constant
threat, proximity to active combat zones or the border
with the aggressor, as well as the critical media coverage,
significantly distort the image of these territories, virtu-
ally nullifying their traditional marketing advantages and
reducing travellers’ willingness to visit. The third group
consists of regional exceptions, which include the Dni-
propetrovsk, Odesa, Poltava and Kyiv regions. They main-
tain relatively high and notable levels of tourist revenue
despite moderate or critically high levels of safety risks.
This pattern can be explained by the significance of these
regions as major industrial, economic, business, transport
and transit, or recreational centres of the country. A key
role here is played by the presence of a well-developed ser-
vice infrastructure, stable domestic demand, and the high
crisis adaptability of the local tourism sector, which is a
direct manifestation of its resilience.

Spatial analysis has confirmed that safety is an impor-
tant, but not the sole, factor in shaping tourism activity and
a destination’s brand. Its direct impact is mediated by in-
frastructural capacity, economic integration, reputational
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stability and the level of adaptability of local communities
to ongoing challenges. At the same time, a visual analysis
of the map does not allow for a sufficiently accurate assess-
ment of the strength and direction of the relationship be-
tween safety risks and tourism activity. Thus, the next stage
of the study involved a quantitative measurement of this
relationship using correlation analysis tools. Application of
this algorithm yielded a correlation coeflicient of r=-0.287.
This value indicates a weak inverse linear relationship be-
tween the intensity of safety threats and the fiscal perfor-
mance of the tourism sector in 2024. On the one hand, this
confirms the hypothesis regarding the destructive impact
of safety risks on tourist flows; on the other, it empirically
demonstrates the high resilience threshold of the domes-
tic hospitality market and its ability to withstand system-
ic pressure. This level of correlation provides grounds for
asserting that the architecture of tourism activity in crisis
conditions is a multi-factor model, in which the safety fac-
tor, whilst decisive, is dynamically adjusted by a complex
of economic, infrastructural and specific psychological and
behavioural determinants of the consumer. To examine the
relationship between the intensity of air raid alerts and the
cumulative volume of tourist tax in greater detail, it is ad-
visable to apply the method of graphical modelling (Fig. 3).
This approach not only allows for a visual assessment of the
nature and strength of the relationship between the indica-
tors under study, but also provides empirical confirmation
of the results of the correlation analysis carried out.

y=-0.007x + 18.121
R*>=0.0825

2,500

Figure 3. Scatter plot showing the relationship between the number
of air raid alerts and the amount of tourist tax in the regions of Ukraine in 2024

Source: compiled by the authors

The results obtained showed that the safety factor has
a statistically significant, albeit not dominant, impact on
tourism activity in the regions. This means that the role of
safety in the development of destinations is not limited to a
direct impact on tourist flows, but is realised through more
complex mechanisms involving tourists’ perceptions, trust,
reputation and behavioural intentions. It is for this reason
that further analysis should focus on revealing how safe-
ty transforms from an environmental characteristic into a
strategic element of a tourist destination’s brand.

The synergy of the functional, emotional-psycholog-
ical and strategic-communication components of safety
shapes a holistic brand perception of the destination. This
makes it possible to trace how safety parameters influence

the image of the area, trust in it and tourists’ behavioural
intentions, thereby transforming safety into a significant
element of the destination’s brand. The impact of safety on
a tourist destination is multi-layered, as it shapes the tour-
ist's fundamental perceptions of the areas reliability, pre-
dictability, comfort and overall suitability for travel. Safety
influences not only the cognitive but also the emotional
and sensory components of a destination’s image, as asso-
ciations with peace and stability reinforce positive percep-
tions, whilst information about risks generates anxiety and
wariness. An important consequence of this perception is
the development of trust in the destination, which low-
ers psychological barriers to travel, increases the willing-
ness to choose it, revisit it and recommend it to others. In
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modern digital environment, this influence is further am-
plified through social media, travel platforms and official
information resources, which shape the collective percep-
tion of a territory’s safety status even before the journey
begins. In summary, it can be argued that the consistent
interconnection between safety, image characteristics,
trust and behavioural responses confirms the status of
safety as one of the leading mechanisms for capitalising

on a destination’s brand. In this regard, the integration of
the safety component into the territorial branding system
should be regarded as a strategic priority for managing a
destination’s tourist appeal and competitiveness. To sys-
tematically illustrate this interdependence, a conceptual
model for the development of a tourist destination brand
based on the integration of safety factors has been devel-
oped (Fig. 4).
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Figure 4. A conceptual model for destination branding based on the integration of safety factors

Source: created by the authors

The scientific contribution of the proposed model lies
in the structuring of a chain mechanism that demonstrates
how objective safety characteristics are transformed into
strategic assets of a destination. According to the conceptual
framework, the key element and starting point of the model
is the safety of a tourist destination, which has an indirect
and dual-vector nature of positive and negative influence.
The central structure of the positive scenario is formed by
a sequential cause-and-effect relationship between cog-
nitive and affective triggers, perceptions of the territory,
consumer behaviour and the resulting brand equity. At the
initial stage, the safety factor generates the tourist’s rational
perceptions of quality, predictability and the spatial organ-
isation of the area. At the same time, the affective dimen-
sion comes to the fore, shaping emotional markers such as
tranquillity, comfort, stability and a friendly environment.

The integration of these cognitive and affective effects
results in the formation of a positive image of the desti-
nation. The model clearly demonstrates that it is the im-
age of the destination that serves as a direct prerequisite
for the formation of strategic trust. In turn, high levels of
trust act as a psychological factor in neutralising threats,
thereby reducing perceived risk and uncertainty. Risk min-
imisation directly determines tourists” positive behavioural
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intentions, which are differentiated into specific marketing
indicators: destination choice, repeat visits, willingness to
recommend, and long-term loyalty. The end point of this
chain is the conversion of behavioural intentions into desti-
nation capital, that is, the strengthening of its brand, which
isreflected in an increase in reputation, attractiveness, com-
petitiveness and, directly, brand capital. At the same time,
the model also reflects a negative scenario in which inci-
dents, threats, conflicts and reputational risks have a de-
structive impact on the market environment. These create a
negative image of the destination, breed mistrust, heighten
perceived risk and uncertainty, and lead to negative behav-
ioural consequences, including a decision not to visit, a lack
of repeat visits, negative reviews and a decline in loyalty.
Taken together, these destructive effects lead to a deep re-
cession in the tourism sector, which ultimately results in a
systemic weakening of the destination’s brand, reputational
damage and the erosion of financial brand equity.

A key element of the model’s structure is a dedicated,
integrated digital and communications environment. Trav-
el platforms, social media, media reports, traveller reviews
and official resources do not merely convey information,
but maintain a two-way interactive connection with every
level of the cognitive-behavioural chain, as illustrated in




the diagram by horizontal two-way arrows. The digital
environment acts as a powerful catalyst for informational
influence, capable of artificially amplifying or neutralising
both positive and negative perceptions of safety. Under
such conditions, even objectively high levels of safety in a
destination require professional reputation management,
as only convincing and credible communication can trans-
form the actual state of safety into brand equity.

The conceptual model presented confirms that the safe-
ty factor is an important strategic element in the formation
of a tourist destinations brand equity. In this context, the
safety factor has an impact on the reputation, attractiveness
and competitiveness of the area and shapes its overall value
in the tourists mind. This provides grounds for asserting
that safety should be regarded not as a secondary or purely
technical component of destination management, but as a
strategic, systemically integrated resource for its branding.
Accordingly, an effective tourist destination brand in the
contemporary context is formed at the intersection of the
territory’s resource attractiveness, the quality of the tourist
experience, trust and perceived safety. Thus, the consistent
integration of safety factors into the overall structure of man-
agement and marketing communications constitutes a fun-
damental prerequisite not only for strengthening the long-
term attractiveness of destinations, but also for strategically
enhancing their resilience in a turbulent crisis environment.

The results obtained are generally consistent with the
findings of recent studies, in which safety is regarded as
one of the key factors shaping the image of a tourist des-
tination and tourist behaviour. In particular, G. Ding &
J. Wu (2022) empirically demonstrated that perceptions of
safety have a positive impact on the cognitive and affective
image of a destination, which, in turn, determines tourists’
behavioural intentions. At the same time, B. Gavurova et
al. (2023) argued that safety is a vital component in en-
suring the competitiveness of tourist destinations in the
context of contemporary technological and social trans-
formations. An analysis of these studies has shown that,
in academic discourse, safety is predominantly viewed by
authors as an external factor influencing the formation of a
positive image of a tourist destination, visitors’ behavioural
intentions and the competitiveness of tourist regions. The
approach proposed in this article broadens this interpre-
tation by considering safety as an internal strategic ele-
ment of a tourist destination’s brand. In this context, safety
emerges not only as a functional prerequisite for carrying
out tourism activities, but also as a strategic intangible asset
that shapes a tourist destination’s brand equity, strengthens
tourists’ trust in it and enhances its resilience in the face of
contemporary crisis challenges.

In terms of quantitative assessments, the weak corre-
lation identified between the number of air raid alerts and
the volume of tourist tax revenue in the regions of Ukraine
is generally consistent with the findings of G. Fuchs et
al. (2024), who demonstrated that an increase in perceived
risk reduces travel intentions, although the strength of this
effect depends on the perception of the temporal, spatial

Krasnomovets & Kyryliuk

and social distance of the risk, as well as the context in
which the travel decision is made. At the same time, the re-
sults obtained showed that, in the context of a full-scale war
in Ukraine, the immediate factor of safety is not the sole or
determining factor in tourism activity. The weak strength
of the established relationship confirms the multifactorial
nature of the tourism market, where the impact of the safe-
ty factor interacts with other factors, in particular the level
of infrastructure development, transport accessibility, the
institutional capacity of regions and their adaptability to
crisis conditions. This conclusion partly correlates with the
findings of S. Castaldo et al. (2024), who substantiated that
the negative impact of perceived risk may be mitigated by
different levels of trust, particularly trust in tourism stake-
holders and interpersonal trust, which act as risk-com-
pensation mechanisms in travel decision-making. In this
context, the results obtained suggest that, under wartime
challenges, other factors contributing to the resilience of
tourist destinations may also perform a compensatory role,
including the effectiveness of local governance, transport
accessibility, uninterrupted functioning of critical infra-
structure and established trust in local safety mechanisms
within the territory.

The proposed conceptual model builds on the findings
of M. Awais-E-Yazdan et al. (2025), which substantiate the
positive influence of perceived safety on the formation of
trust, the destination’s image and tourists’ future intentions
to visit it. In contrast to this approach, the proposed mod-
el systematically integrates safety into a single cause-and-
effect system that combines the safety environment, des-
tination image, trust, perceived risk and the destination’s
brand equity. At the same time, the conceptual scope of
the model has been expanded by including a reverse sce-
nario, which reflects the mechanism of reputational dam-
age to the brand resulting from safety incidents or crisis
events. This interpretation is consistent with the findings
of D. Jimenez-Garcia et al. (2025), who emphasise the deci-
sive influence of crisis risks on the perception and recovery
of tourist destinations, as well as with the conclusions of
R.M. Elalfy et al. (2025), who highlighted the role of trust,
effective crisis management and resilience in maintaining
the competitiveness of tourist regions. Taken together,
these findings make it possible to regard safety not merely
as a factor influencing current tourist choice, but as a stra-
tegic element of the brand that determines the long-term
resilience and competitiveness of the destination.

The strategic and communicative dimension of safe-
ty plays a significant role in the structure of the proposed
model. The findings are consistent with the conclusions
of researchers that safety communication in crisis situa-
tions not only fulfils informational and crisis-management
functions, but also serves as an important tool for building
trust, fostering a positive image and maintaining a region’s
competitive position (Yin et al., 2024; Liu et al., 2025). In
turn, A.-M. Martinez-Sala et al. (2024) demonstrated that
digital communication platforms are an important tool
for shaping and promoting a tourist destination’s brand.
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M.D.P. Pascual-Fraile et al. (2024) emphasised the strategic
role of communications in maintaining a destination’s pos-
itive reputation and minimising the impact of crisis situa-
tions. At the same time, H. Huang et al. (2025) argued that
the effectiveness of digital communications is determined
by the ability to respond promptly to crisis challenges and
maintain tourists’ trust in the destination. The proposed
approach expands on these concepts, substantiating the
dualistic nature of the digital communication environment
in the process of managing a tourist destination’s brand.
Provided that information flows are managed effectively, it
helps to strengthen trust in the destination, shape its posi-
tive image and enhance brand equity; whereas untimely or
uncoordinated communication can accelerate the spread of
negative information, exacerbate reputational damage and
reduce the destination’s overall resilience.

The specific nature of the Ukrainian tourism market
was examined through the lens of recent research into the
transformation of tourism in wartime conditions. In par-
ticular, K. Tomej et al. (2023) found that even in the first
months of the full-scale invasion, Ukraine’s tourism sec-
tor demonstrated a high level of adaptability due to rap-
id changes in business models, the localisation of tour-
ism products and the revitalisation of domestic tourism.
N. Williams et al. (2023), analysing the phenomenon of
war tourism in Ukraine, demonstrated a shift in social
perceptions of travel, in which, alongside traditional tour-
ist motivations, new practices are emerging linked to vol-
unteering, digital interaction and visits to areas of active
conflict. J. Tan & M. Cheng (2025) also confirm that cri-
sis conditions significantly alter tourists’ motivations, risk
perception mechanisms and destination selection crite-
ria. The authors elaborate on the media and reputational
dimensions of this transformation, demonstrating the ca-
pacity of wartime media narratives to artificially amplify a
destination’s vulnerability and to have a destructive impact
on the level of strategic trust among stakeholders. The find-
ings generally align with these conclusions, confirming that
safety is becoming a defining factor in the transformation
of the tourism market in times of war. At the same time,
the authors” approach expands upon existing concepts by
considering safety not merely as a passive reaction to crisis
events or a characteristic of individual tourism products,
but as a strategic element of a destination’s brand, which en-
sures the accumulation of brand equity, strengthens stake-
holder trust, and enhances the competitiveness and long-
term resilience of the region. This conclusion is consistent
with the position of O. Ivanov & D. De Marchi (2025), who
argued that even tourist destinations located in active con-
flict zones, provided there is strategic planning, an inno-
vative approach and responsible management, are capable
of using tourism as a tool to strengthen resilience, support
local communities and facilitate the long-term recovery of
territories. A synthesis of the findings provides grounds for
viewing safety not merely as a tool for operational response
to crisis challenges, but as a strategic intangible resource of a
tourist destination’s brand, which ensures its repositioning,

strengthens stakeholder trust, builds brand equity and en-
hances resilience during the post-crisis recovery process.

Conclusions

The study resulted in a set of theoretical and practical find-
ings that reflect the specific features of integrating safety
into the structure of destination branding to strengthen re-
silience under crisis conditions. It has been demonstrated
that destination safety in the context of crisis challenges is
not merely a functional prerequisite for travel, but a stra-
tegic element of the destination brand. Clarification of the
definitions of “destination brand”, “territorial branding” and
“destination safety” provided grounds for interpreting safe-
ty as a multidimensional characteristic of a space that inte-
grates the objective level of protection with tourists’ subjec-
tive perception of its reliability, predictability and comfort.

The main components of destination brand safety have
been systematised, and it has been demonstrated that their
impact varies depending on the type of location. It has been
established that the physical and institutional vectors are
fundamental to all destinations, whilst the environmental
vector dominates in nature-based and recreational desti-
nations, the social and informational vectors in urban and
event-based destinations, and the sanitary and epidemio-
logical vector in internationally oriented centres. This dif-
ferentiation transforms the theoretical classification into an
innovative applied tool for crisis management of territorial
brand capital. The empirical component of the study estab-
lished a weak inverse relationship between the number of
air raid alerts and the volume of tourist tax revenue in the
regions of Ukraine in 2024. It was demonstrated that the
safety factor is not the sole linear determinant of tourism
activity; rather, its actual impact is multifactorial, spatially
differentiated across the three identified groups of regions,
and mediated through the psychological mechanisms of
consumer perception.

As part of the study, a conceptual model has been de-
veloped in which safety is identified as a three-dimensional
strategic resource of a destination, encompassing func-
tional, emotional and communicative dimensions. This
resource serves as a fundamental prerequisite for ensuring
the resilience of territorial brands during periods of mac-
ro-regional turbulence. The visualised model illustrates the
end-to-end chain of transformation from perceived safety
to consumer loyalty, where environmental safety shapes
the cognitive-affective image of the territory, on the basis
of which trust is progressively built, perceived risk is min-
imised, and tourists’ future behavioural intentions are es-
tablished. The characteristics of a destructive brand devel-
opment scenario under the influence of safety threats are
outlined. A mechanism is identified whereby safety inci-
dents and ineffective communication management in the
digital communication environment act as direct triggers
for a decline in trust in the brand, creating the conditions
for the gradual erosion of the territory’s reputational capi-
tal. The formulated provisions lay the theoretical founda-
tion for the applied safety-oriented repositioning of the

34 Innovation and Sustainability, 2026, Vol. 6, No. 3



Krasnomovets & Kyryliuk

tourism market. The practical significance of the findings  brand equity in different types of destinations during their
lies in their potential use by local authorities, destination ~ post-crisis recovery.
management organisations and hospitality industry stake-

holders to develop crisis-oriented brand strategies. The =~ Acknowledgements
proposed approach can be applied to identify priority safety =~ None.

components, improve security and service infrastructure,

establish transparent crisis communications, and strength- ~ Funding

en consumer confidence in destinations during crisis and ~ None.

post-crisis periods. Prospects for further research lie in the

quantitative measurement of the strength of the relation-  Conflict of Interest
ship between the level of perceived safety and the volume of ~ None.

References
[1] Almost UAH 273 million in tourist tax was transferred to local community budgets in 2024. (n.d.). Retrieved
from https://www.tourism.gov.ua/blog/do-byudzhetu-gromad-u-2024-roci-nadiyshlo-mayzhe-273-mln-grn-

turistichnogo-zboru.

[2] Awais-E-Yazdan, M., Popescu, V., Birau, R., & Barbacioru, I.C. (2025). Enhancing tourist’s perceived safety and their
behavioral intentions in Thailand: A pathway to sustainable tourism and sustainable economic growth. Sustainability,
17(10), article number 4297. doi: 10.3390/su17104297.

[3] Blain, C., Levy, S.E., & Ritchie, J.R.B. (2005). Destination branding: Insights and practices from destination
management organizations. Journal of Travel Research, 43(4), 328-338. doi: 10.1177/0047287505274646.

[4] Castaldo, S., Ciacci, A., Penco, L., & Profumo, G. (2024). Which trust layer better counterbalances the risk impact
on travel intentions in a crisis scenario? Journal of Retailing and Consumer Services, 79, article number 103883.
doi: 10.1016/j.jretconser.2024.103883.

[5] Dedeoglu, B.B., Van Niekerk, M., Weinland, J., & Celuch, K. (2019). Re-conceptualizing customer-based destination
brand equity. Journal of Destination Marketing & Management, 11, 211-230. doi: 10.1016/j.jdmm.2018.04.003.

[6] Ding, G., & Wu, J. (2022). Influence of tourism safety perception on destination image: A case study of Xinjiang,
China. Sustainability, 14(3), article number 1663. doi: 10.3390/su14031663.

[7] Elalfy, R M., Elgazzar, A., El-Ashry, Y.Y., & Elsharnouby, M.H. (2025). The destination and local brand equity role
in shaping tourist’s loyalty: The moderated mediation effect of age and number of visits. Future Business Journal, 11,
article number 61. doi: 10.1186/s43093-025-00489-8.

[8] Fuchs, G., Efrat-Treister, D., & Westphal, M. (2024). When, where, and with whom during crisis: The effect of risk
perceptions and psychological distance on travel intentions. Tourism Management, 100, article number 104809.
doi: 10.1016/j.tourman.2023.104809.

[9] Gavurovd, B., Skare, M., Belas, J., Rigelsky, M., & Ivankova, V. (2023). The relationship between destination image and
destination safety during technological and social changes COVID-19 pandemic. Technological Forecasting and Social
Change, 191, article number 122488. doi: 10.1016/j.techfore.2023.122488.

[10] Gorji, A.S., Almeida-Garcia, E, & Mercadé-Melé, P. (2023). Tourists’ perceived destination image and behavioral
intentions towards a sanctioned destination: Comparing visitors and non-visitors. Tourism Management Perspectives,
45, article number 101062. doi: 10.1016/j.tmp.2022.101062.

[11] Huang, H., Li, Y.-Q., Ruan, W.-Q., Zhang, S.-N., & Zhou, Y. (2025). Applying the right remedy? Crisis management
reporting on different destination resilience under the internal crisis events. Current Issues in Tourism, 28(12), 2001-
2020. doi: 10.1080/13683500.2024.2361773.

[12] Ivanov, O., & De Marchi, D. (2025). Building resilience in war-torn tourism destinations through hot-war tourism:
The case of Ukraine. Tourism and Hospitality, 6(5), article number 274. doi: 10.3390/tourhosp6050274.

[13] Jimenez-Garcia, D., Espinoza Heredia, O., Cruz Lizana, E., Cruz-Tarrillo, ].J., & Millones-Liza, D.Y. (2025). Destination
image and brand value as predictors of tourist behavior: Happiness as a mediating link. Administrative Sciences, 15(5),
article number 176. doi: 10.3390/admsci15050176.

[14] Kladou, S., & Kehagias, J. (2014). Assessing destination brand equity: An integrated approach. Journal of Destination
Marketing & Management, 3(1), 2-10. doi: 10.1016/j.jdmm.2013.11.002.

[15] Liu, Y., Zhao, Y., Wang, J., & Zhao, L. (2025). Beyond safety: Investigating safety communication as a destination
promotion tool using psychophysiological measures. Journal of Travel & Tourism Marketing, 42(7), 952-969.
doi: 10.1080/10548408.2025.2499102.

[16] Majeed, S., Zhou, Z., & Kim, W.G. (2024). Destination brand image and destination brand choice in the context of
health crisis: Scale development. Tourism and Hospitality Research, 24(1), 134-151. doi: 10.1177/14673584221126798.

[17] Map of Alerts in Ukraine. (n.d.). Retrieved from https://alerts.in.ua/.

Innovation and Sustainability, 2026, Vol. 6, No. 3 35


https://www.tourism.gov.ua/blog/do-byudzhetu-gromad-u-2024-roci-nadiyshlo-mayzhe-273-mln-grn-turistichnogo-zboru
https://www.tourism.gov.ua/blog/do-byudzhetu-gromad-u-2024-roci-nadiyshlo-mayzhe-273-mln-grn-turistichnogo-zboru
https://doi.org/10.3390/su17104297
https://doi.org/10.1177/0047287505274646
https://doi.org/10.1016/j.jretconser.2024.103883
https://doi.org/10.1016/j.jdmm.2018.04.003
https://doi.org/10.3390/su14031663
https://doi.org/10.1186/s43093-025-00489-8
https://doi.org/10.1016/j.tourman.2023.104809
https://doi.org/10.1016/j.techfore.2023.122488
https://doi.org/10.1016/j.tmp.2022.101062
https://doi.org/10.1080/13683500.2024.2361773
https://doi.org/10.3390/tourhosp6050274
https://doi.org/10.3390/admsci15050176
https://doi.org/10.1016/j.jdmm.2013.11.002
https://doi.org/10.1080/10548408.2025.2499102
https://doi.org/10.1177/14673584221126798
https://alerts.in.ua/

Safety as a strategic element...

[18] Martinez-Sala, A.-M., Huertas, A., Ferrer-Rosell, B., & Marine-Roig, E. (2024). Impact of crisis and resilience
communication on destination image and tourists’ behaviour. Information Professional, 33(2), article number
€330203. doi: 10.3145/epi.2024.0203.

[19] Necheva, N.V., & Davydenko, I.V. (2022). The role of brand in increasing the attractiveness of tourist destinations.
Black Sea Economic Studies, 76, 267-271. doi: 10.32782/bses.76-38.

[20] OECD. (2025). Building strong and resilient tourism destinations. Paris: OECD Publishing. doi: 10.1787/a57c343d-en.

[21] Pascual-Fraile, M.D.P,, Talén-Ballestero, P, Villacé-Molinero, T., & Ramos-Rodriguez, A.-R. (2024). Communication
for destinations’ image in crises and disasters: A review and future research agenda. Tourism Review, 79(7), 1385-
1407. doi: 10.1108/TR-11-2021-0521.

[22] Rebranding Ukraine as a tourist destination. (n.d.). Retrieved from https://www.tourism.gov.ua/blog/rebrending-
ukrayini-yak-turistichnoyi-destinaciyi.

[23] Survey results on traveling in Ukraine during the war. (n.d.). Retrieved from https://surl.li/gbcuzd.

[24] Tan, J., & Cheng, M. (2025). Tourism, war, and media: The Russia-Ukraine war narrative. Journal of Travel Research,
64(5), 1031-1044. doi: 10.1177/00472875241245047.

[25] Tomej, K., & Bilynets, I. (2024). Large-scale tourism transformations through regeneration: A living systems
perspective on tourism developments in Ukraine during the war. Annals of Tourism Research, 109, article number
103856. doi: 10.1016/j.annals.2024.103856.

[26] Tomej, K., Bilynets, I., & Koval, O. (2023). Tourism business resilience in the time of war: The first three months
following Russia’s invasion of Ukraine. Annals of Tourism Research, 99, article number 103547. doi: 10.1016/j.
annals.2023.103547.

[27] Topornytska, M.Ya., Yovochka, V.Y., & Shumskyi, Yu.A. (2023). Features of branding tourist destinations under
martial law. In Proceedings of the 2" international scientific and practical conference “Innovations, trends and challenges
in the hospitality industry” (pp. 87-90). Lviv: Lviv University of Trade and Economics.

[28] UN Tourism. (n.d.). Safety of destinations (SAFE-D) initiative. Retrieved from https://www.untourism.int/technical-
cooperation/safe-d.

[29] Williams, N.L., Wassler, P., & Fedeli, G. (2023). Social representations of war tourism: A case of Ukraine. Journal of
Travel Research, 62(4), 926-932. doi: 10.1177/00472875221146797.

[30] World Economic Forum. (2026). The global risks report 2026. Geneva: World Economic Forum.

[31] Yin, J., Qu, X., & Ni, Y. (2024). The influence of tourism destination safety reminder information frame on tourists’
safety compliance behavior. Safety Science, 172, article number 106422. doi: 10.1016/j.s5¢i.2024.106422.

[32] Zou, Y., & Yu, Q. (2022). Sense of safety toward tourism destinations: A social constructivist perspective. Journal of
Destination Marketing ¢ Management, 24, article number 100708. doi: 10.1016/j.jdmm.2022.100708.

36 Innovation and Sustainability, 2026, Vol. 6, No. 3



https://doi.org/10.3145/epi.2024.0203
https://doi.org/10.32782/bses.76-38
https://doi.org/10.1787/a57c343d-en
https://doi.org/10.1108/TR-11-2021-0521
https://www.tourism.gov.ua/blog/rebrending-ukrayini-yak-turistichnoyi-destinaciyi
https://www.tourism.gov.ua/blog/rebrending-ukrayini-yak-turistichnoyi-destinaciyi
https://surl.li/gbcuzd
https://doi.org/10.1177/00472875241245047
https://doi.org/10.1016/j.annals.2024.103856
https://doi.org/10.1016/j.annals.2023.103547
https://doi.org/10.1016/j.annals.2023.103547
https://tourlib.net/statti_ukr/topornycka9.htm
https://tourlib.net/statti_ukr/topornycka9.htm
https://www.untourism.int/technical-cooperation/safe-d
https://www.untourism.int/technical-cooperation/safe-d
https://doi.org/10.1177/00472875221146797
https://reports.weforum.org/docs/WEF_Global_Risks_Report_2026.pdf
https://doi.org/10.1016/j.ssci.2024.106422
https://doi.org/10.1016/j.jdmm.2022.100708

Krasnomovets & Kyryliuk

Be3neKka K CTpAaTeriyHnmM efieMeHT 6peHOVNHry
TYPUCTUYHNX OeCTUHALLIA OJ19 3SMiLHEeHHS Pe3nNJIbEHTHOCTI
V KPN3OBUX YMOBOX

Biktopia KpacHomoBenn

KAHAMAQT EKOHOMIYHMX HAYK, AOLLEHT

HepKAChKMM HALLIOHOABHUI YHIBEPCUTET iM. BOTACHO XMEABHMLLEKOTO
18000, 6yabs. LLleB4eHka, 81, m. Yepkacwu, YKkpaiHa

BrcoKa LLIKOAQ EKOHOMIKM | Bi3Hecy

13067, nA. B. Yepuiaag, 1938/4, m. Mpara, Yecbka Pecnybaika
https://orcid.org/0000-0001-5806-8348

Ipuna Kupumok

KAHAMAQT EKOHOMIYHMX HAYK, AOLLEHT

XePCOHCbKMIN AEPXKABHUIM ArpapHO-E€KOHOMIYHMIM YHIBEPCUTET
25031, npocn. YHiBepcuteTCcbkui, 5/2, m. KpDOMMBHULBKMM, YKPAIHA
https://orcid.org/0000-0001-9814-195X

AHOTALLA. AKTyalbHICTb [OCH/PKEHHsI 3yMOB/IEHA IIOCWIEHHAM poni Oesneku y (HOpPMYyBaHHI TYpUCTUYHOL
IIpUBaOIMBOCTI TePUTOPill B yMOBax I7I00aIbHOI HeCTabi/IbHOCTI, BOEHHMX PU3UKIB i IiiBUIIeHOT Yy T/IMBOCTI TYpUCTiB
Io 3arpo3. MeTow crarTi Oy/I0 TeopeTudHe OOIPYHTYBaHHA POJi Oe3leKM SK CTPATeridHOro eleMeHTa OpeHAVHIY
TYPUCTUYHUX AeCTVMHALII Ta pO3KPUTTA MeXaHisMy ii BIUIMBY Ha popMyBaHH: 00pasy TepUTOpil, JOBIpM TYpPUCTIB, IXHIX
HaMipiB i pe3MIbEHTHOCTI JeCTUHALIiM Y KpM30BUX YMOBaX. Y MOCIIIPKEHHI BUKOPUCTAHO CUCTEMHUI MifXifl, MeTOAM
TEOPETUYHOIO y3arajJibHEHHsA, CUCTeMaTusalii, CTPYKTYPHO-/IOTIYHOTO aHaji3y, MeAyKuii, HayKOBOI iHTepmpeTanii,
rpadivyHoi Bisyaisalii, BTOPMHHOTO aHa/Ii3y CTATUCTUYHUX JaHUX, KapTorpadidyumii MeToy i Kopenaniamit ananis. Y
pes3y/IbTaTi yTOYHEHO 3MICT IIOHATDh OpeHy TYPUCTUYHOI iecTUHALil, OPeHAMHTY TYPUCTUYHUX JIeCTUHAL i Oe3Iexkn
TypucTuuHOi pectuHanii. CucTeMarusoBaHo QisWuHy, colLialbHy, caHiTapHO-emifgemionoriyny, iHpopMaLiiiny,
eKOJIOTiYHy Ta iIHCTUTYIiIHY CK/TafioBi 6e3mekn AK eneMeHTa OpeH/y mecTuHanii. O6IrpyHTOBaHO, 0 6e3IeKa BIIMBAE
Ha OpeHp| fecTuHalii yepe3 6araropiBHeBUII MeXaHi3M, (OpMYI0UM KOTHITUBHUI Ta eMOLI/HII KOMIOHEHTH 06pasy
TepUTOpil, HOBipY [0 Hel, 3HIDKEHHA CIPUIIMAHOrO PU3MKY Ta IO3UTYUBHI NOBefiHKOBI HaMipu Typuctis. Po3pobieHo
KOHIIENITya/IbHY MOZeNnb popMyBaHHA OpeH/y JecTMHANIl Ha OCHOBI iHTerpalii 6e311eKOBMX YMHHIKIB Y IO3UTUBHOMY
i HeraTMBHOMY clieHapiax. EMnipuynmit aHami3 perioHaJbHUX JaHUX YKpaiHU BUABUB CIaOKMil 06epHEHUIT 3B’ A30K
MDK KiIBKICTIO ITOBITPAHMX TPUBOT 1 06CATOM TYpUCTUYHOrO 360py, IO MiATBEPAXKYE BIUIMB 0e3IIEKOBOTO YMHHMKA
Ha TYpPUCTUYHY aKTUBHICTh. [IpakTMyHa I[iHHICTb pe3ynbTaTiB MONATAE Y MOXXIMBOCTI IX BUKOPUCTaHHA OpraHaMu
MICIIeBOTO CaMOBPAJYBaHHSA, OpTraHisalliAMM 3 MeHe[KMEHTY JeCTUHaLil i cy6’ekramm iHAycTpil TOCTMHHOCTI Jiid
($hopMyBaHHSA pe3WIbEHTHUX CTPATeriil IPOCYBaHHA TePUTOPINl y KpU30BUIL i TOCTKPU30BUII epioau

KAIOHOBi CAOBQ: GpeHpoBa LiiHHICTH JAeCTMHALIl; TYPUCTMYHA JOBipa; [OBENIHKOBI HaMmipy TYpuUCTiB; Kpu3oBa
CTIJIKICTb; pelryTaliiiHe IO3MLIIOHyBaHHs1; CIPUITHATTS PUSHUKY IIOJOPOXKi; CTpATeril BiJHOBIEHHA TYpU3MY
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