OcobmBe 3HaueHHs Mae i Te, mo (opMa 3[aTHA MPOIOHYBATH BIACHMIT [iiaor
1I0/I0 €MOLI{ITHOTO KOHTEKCTY 306pakeHHs1. MaHimyrmooun Gopmolo, nsaitHep BUpaxae
CTaBleHHS 0 00’ekTa, 5O Xy#oKHbOi ifel. locuTb uacTo came GopMa KOHKpETU3yeE
Bi3ya/IbHICTb 00’€KTa, BUSHAYAE Ti KOPAOHM CIPUITHATTS, 1O IPOIIOHYE MUTELIb [T a4eBi
(rraBHi MiHil — M AKiCTD; TOCTPi KyTy — JMHAMIKa, PyX, arpecis TOILO).

KoMnosuuifiHo-nacTiyHi pilleHHs € YHOPMYBaHHAM OKPEMUX €/IeMEHTIB Liloro
II0 BifJHOLIIEHHIO 70 camoro winoro. O6pas y IV3aliH-POEKTYBAHHI — 1€ 3aBXK/IN LiiTicHe
BIUC/IOB/TIOBAHHSA, HIPOTE OT0 «OYAYITb» OKpeMi eleMeHTH, SIKi IIpU LbOMY 3aBXK[M
epeOyBaloTh y MEBHIX BIJHOCKHAX OJHNMH 3 OfHUM: LIOCh TOZIOBHE, I[OCh APYTOpSIIHE,
moch OyAye puTM, a 1I0Ch Bifmosifae 3a Macmrab Tomo. O6pasHicts Moxe 6yTH
IPaBWIBHO «IIPOYMTAHA» JIVIIE 33 YMOBM KOMIIO3MILIHOI y3romkeHocTi. Kommosniia
B M3aJiHi — IIe TIONIYK TaKOTO CIiBBiJHOLIEHHS €/eMEHTIB, AKi He [JAI0Tbh 3araJbHOMY
300paXeHHIO He OyTH LiTiCHUM.

Hampuxnan, XyfoXXHiM 3aBJaHHAM € BiITBOPEHHS Ha IVIOIMHI ifiel XaocCy, He3aIa-
HOBaHOTO PyXY, BUIIA/JKOBOCTI, fIKi He BUHMKHYTDb CaMi II0 c00i, HATOMICTh MaKOTh 6yTM
HaBMIICHO CTBOpeHHi (cripoexrtoBaHi). Tomy abyt HaBisTH IIsAfadeBi HOHiéHY 00pasHiCTD,
[M3aifHep Ma€ KOPEKTHO I06YAyBaTy {i HOpMAaTUBHIMI 3aco0aMyt pJOPManIbHOIO Ta KOM-
TMO3UL{ITHO-IIACTUYHOTO y3araabHeHH:. ToOTO yHOpPMYBaTH 3a XyZOXHIMU 3aKOHAMU
CHPMIHATTA.

TakuM 4MHOM, BOX/IMBO HATOJIOCUTI Ha TOMY, 1110 CaMe Ha IPYHTi (JOPMOYTBOPEHHs
Ta KOMIIO3MI{IIHO-IIACTMYHOTO y3araabHeHHs GOPMyeTbCst GeHOMEH CTHIbOBOI perpe-
3eHTali. Y MEBHOMY CEHCI, CTH/Ib — Iie 3aBK/A1 KOMOIHAI[is1, TOEHAHHS BCIX ITONEPeRHixX
CKJTaJiHNKIB, sike GOpPMYe HOBY Bi3ya/bHY CHCTeMy. [HIIMMI CIOBaMI, CTUTICTIKA «PO3-
MOBJIs€» depe3 TeXHiKy, pOpMy Ta KOMIO3MLIiI0, KOMOIHYIOUN II BU3HAYAI0UM IXHIO II0-
CTiJJOBHICTB i MiCIje B I[i/TiCHOCTi Xy/IOKHbOI CUCTEMIL.

Yu. Kovalenko, A. Prasol

THE PERSONAL BRAND OF A VIDEO REPORTER
IN THE AGE OF SOCIAL MEDIA: CHALLENGES AND OPPORTUNITIES

0. Kosanenxo, A. IIpacon

NEPCOHAJIbHUIA BPEH/, BILEOPEMNOPTEPA
B ENOXY COUIAJIbHUX MEAIA: BUKJTUKU TA MOXXJTUBOCTI

In the context of the rapid development of digital media and social networks, the
phenomenon of personal branding has emerged, spreading across various fields, including
journalism. A video reporter’s personal brand is generally understood as a unique image
and professional reputation, composed of professional skills, personal traits, work
style, and interaction with the audience, which collectively make the video reporter
recognizable and a trusted source of information. A distinctive feature of the modern
media environment is the audience’s preference for individual journalistic personalities
over media companies. A reporter’s demonstration of their personal values and beliefs
creates a sense of transparency and builds trust. Therefore, the role of personal branding
is becoming increasingly significant, especially in journalistic blogging on social network
platforms.

Unlike in the past, today reporters are not limited in their professional activities to
traditional television and radio. With the development of digital media, their work has



expanded to include online publications, YouTube, social networks, and independent
platforms. Thus, traditional media are gradually losing their role as intermediaries between
the journalist and the audience, shifting the model from “reporter — media — audience” to
a simpler and more direct “reporter — audience” relationship. Instead, social networks are
rapidly gaining importance as intermediaries, becoming platforms for this communication.
YouTube, Instagram, TikTok, and other platforms serve as hubs for generating new media
formats and ways of presenting information. There is increasing attention to personal
journalistic pages, which audiences increasingly turn to for information and analysis.

Among the new formats for traditional video journalism, short videos, live streams,
360-degree videos, and interactive content (such as polls or discussions) have become
popular formats. Interactive forms of work have enabled quick contact with the target
audience and the ability to explore their needs. Given the challenges of the time, reporters
must adapt their materials for various social platforms, which they often use simultaneously
to achieve maximum audience reach.

The traditional reporting model involved not only gathering information for further
transmission to the audience. A significant amount of time was spent on processing and
editing the reporter’s material, including voiceovers and video editing. Today’s digital
media formats significantly reduce the preparation stage, sometimes eliminating it entirely
by delivering information in real time through streaming or quickly uploading videos to
social networks.

With new technologies, the role of the reporter-author evolves, as they are now
responsible not only for gathering information but also for processing, editing, and directly
broadcasting it to the audience. The distance in communication is reduced, making the
interaction more immediate and direct. Viewers gain a stronger sense of the author’s
voice, image, and personal stance. The video reporter’s position becomes increasingly
independent. Journalistic content acquires subjectivity, making interactions more natural
and building trust. The one-way flow of information to a passive audience is replaced by a
two-way interactive dialogue. The audience can leave comments, ask questions, and suggest
topics for coverage. This interactivity brings reporters closer to their audience and creates
a sense of direct involvement. The ability to choose the source of information personally
individualizes the approach and forms a unique audience circle for each reporter who
runs their own professional page. This opens up the possibility of developing a personal
style of communication and informing the viewer. Freelance work allows reporters to
independently create content based on personal interests, attracting their specific target
audience.

New technologies, such as drones for aerial filming, 360-degree cameras, virtual
and augmented reality, are shaping new screen expressions and formats. Working with
smartphones, which cover the full audiovisual cycle, accelerates the communication
process, making it more mobile and efficient.

In the digital era, video reporters have become not only carriers of information
but also active content creators who use cutting-edge technologies to deliver news in
real time. Their role has shifted from traditional journalists on television channels to
media entrepreneurs who control the entire cycle of content creation, publication, and
monetization.
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