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3axapoa E.H. Anxrmwmiickuii B cdepe Typusma. YueOHO-METOIUUYECKOE
nocodue s HanpasieHus: noaArotoBku «Typusm» (maructparypa) MuHcTuTyTa
HCTOPHMM U MEXKTyHApOIHbIX oTHOIIEeHH. — CapaTos, 2020.

Y4eOHO-METOMYECKOr0 MocOoOHue COAEPKUT MaTEpHUasbl JJIsl YTCHUS
npo(ecCHOHAIbHO-OPUEHTUPOBAHHON JUTEpAaTyphl HA MHOCTPAHHOM
ga3blK€  (QHTJUUCKUM  S3bIK) I  MarucTpaHTOB  HaIpaBJICHUS
«Typusm» MHCTUTYTa UCTOPUM U MEXKIYHAPOJHBIX OTHOILIEHUM. Bee
y4eOHbIE TEKCThl CHA0MXEHbI MOCIE-TEKCTOBBIMU YNPAKHCHUIMU.
Bropas yacts mocoOus MocBsieHa NepeBoI4€CKOMY MPAKTUKYMY.

[lenpto moOCOOUsT sIBAsIETCS TMOATOTOBKAa CTYJIEHTOB K pabore ¢
AYTEHTUYHOM AKAJEMHUYECKOU JIUTEPATYPOU 10 CIICIIAATBHOCTH.

PaboTa n3nana B aBTOPCKOM peTaKkiiuu
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HPEANCJIOBHUE

Hacrosimiee mocoOue mpemHa3HaueHO JIsi MaruCTPAaHTOB HampaBIICHUS
«Typusm» HMHCTUTYTA HCTOPUM U MEXKAYHAPOJHBIX OTHOUIEHWWA B KayeCTBE
MaTepuaga I8 OYHOW M 3a0YHOM paboThl, a TaKXKe ISl TEePEBOIYECKOTO
MpakTUKyMa. Y4eOHbIM MaTepUaIoM MOCOOUS SBIISIOTCS OPUTHHAIBHBIE TEKCThHI
W3  aHIJIOS3BIYHBIX  HAYYHBIX  JKYpHAJIOB, pPa3MEUIEHHBIX Ha  cailTe
https://www.sciencedirect.com.

[enpto mocobusi sABISIETCS MOATOTOBKA CTYJIEHTOB K CAMOCTOSITEIBHOM
paboTe ¢ akaJIeMHUYECKOM JINTepaTypoi U IEPUOTIUKON 10 CIIEITUATLHOCTH.

YueOHbIe TEKCTHI CHA0KEHBI CHCTEMOM TIOCIIC-TeKCTOBBIX YIIPAXHEHUN U
3alaHui 71 TOMAaIIHed pa®oThl. DTO TO3BOJIAET IOCIEAOBATEIHHO MOIBECTH
CTyICHTOB K INOHMMAHUIO U OCMBICICHUIO COJEPkKAaHUS TEKCTOB, Pa3BUBATH
HaBBIKM KOHTEKCTYaJbHOTO MOJIX0/a K IEPEBOIY, OPUEHTUPYIOT HA MOMOJHEHUE
WHIWBUIYaJbHOTO CJIOBAPHOIO 3amaca B Imporecce ureHus. llepeBon
paccMaTpUBaeTCsl aBTOPOM KakK 3Tall PEYEBOU JIESITEIbHOCTH, 3aBEPLIAIOIINI
MpeABAPUTENbHBIA aHAJIW3 W TOJKOBAHUE COJEP)KAHUS W BEAYyLIUH K Iepeaaue

CMBICJIa OpUTrHHaJIa CPCACTBAMU POJHOTO A3bIKA.



Hazpanue: “Progress and prospects for event tourism research”

Ncrounnk: Tourism Management. Volume 52, February 2016, Pages 593-631
https://www .sciencedirect.com/science/article/pii/S0261517715000679

Table 1. Core propositions of event tourism.

a) Events can attract tourists (and others, such as sponsors and the media) who
otherwise might not visit a particular place; the spending of event tourists
generates economic benefits; event tourism can be leveraged for maximum
value in combatting seasonality of demand, spreading tourism geographically,
and assisting in other forms of urban and economic development; portfolios of
events can be designed for maximum impact, especially by appealing to
multiple target segments.

b) Events can create positive images for the destination and help brand or re-
position cities.

c) Events contribute to place marketing by making cities more liveable and
attractive.

d) Events animate cities, resorts, parks, urban spaces and venues of all kinds,
making them more attractive to visit and re-visit, and utilizing them more
efficiently.

e) Event tourism acts as a catalyst for other forms of desired development
(including urban renewal, community capacity building, voluntarism and
improved marketing), thereby generating a long-term or permanent legacy.



Table 4. Future research directions on the experience and meaning of
event tourism.

Major themes, concepts, terms: Future directions

experiences and meanings:

Events + travel creates a unique
experience; the destination plays
an important role; travel in
groups is often part of the
attraction (i.e., socializing,

Limited research has been undertaken

on the actual travel component of
event tourism (with an event as the
goal, is the trip different? consider
arousal and flow within different

identity building, and nostalgia) event-travel situations)

Continued theoretical work is needed
on the nature of experience (e.g.,
exploring emotions through
phenomenology; what makes event-
tourism experiences memorable and
transforming? consider each
dimension of experience: conative
(behaviour); affective (emotional) and
cognitive)

Events attract tourists both for
generic benefits and those
appealing to special interests;
destination events attract people
to places they would not
otherwise travel

All events are unique owing to
combinations of setting, people
and management; 'being there' -

for a special, time-limited Examine types of engagement (e.g.,
experience is part of the allure volunteering vs. organising) and ego-
involvement as factors shaping, and
influenced by event-tourism
experiences; use ethnological and
auto-ethnological research methods;
use netnography to learn how people
describe, explain and assign meaning
to event- tourism experiences

Iconic events hold symbolic

value in attracting special-interest

tourists (from subcultures and

social worlds); both religious and

secular pilgrimage are dependent

upon the symbolic meaning of

places and events -
Examine how design can influence
experience and behaviour and to

Events can offer authentic attract tourists

cultural experiences, especially

when hosts and guests share -
experiences on common ground;

the widespread creation of
“pseudo-events” and “staged

Can we describe and explain the
formation of personal and social
constructs regarding event tourism



10:

11:

Major themes, concepts, terms:
experiences and meanings:

authenticity” can confound
people seeking authenticity

Tourism poses a threat to
authenticity by commodifying
culture, but can also be the
mechanism for preserving
traditions; emergent authenticity
occurs as events become
traditions

The ritualistic, symbolic and
celebratory meanings of events
are important; individuals,
groups, and whole societies value
events and enjoy sharing them
with visitors; events offer
potential for legitimation and
pride in one's place or identity

Stakeholders perceive events
differently in terms of meanings
and value

One can view events as texts
revealing much about host
society and culture

Communitas, the belonging and
sharing among participants or
attendees, is a powerful
experience and a motive for
event travel

Types and levels of engagement
shape the event-tourism

Future directions

experiences?

How does communitas form and
evolve at and after events? can it-be
facilitated?

Systematically compare different
event experiences (for all
stakeholders, from paying customers
and guests to the general public, and
between types of event, from sport to
carnival)

other under-utilized methods:
hermeneutics (analysis of texts; self-
reporting); direct and participant
observation; experiential sampling
(diary or time-sampling with standard
questions)

Biometrics offer great scope for
testing reactions to design and
understanding behaviour at events
(e.g., monitoring the pulse,
temperature, sweating)



Major themes, concepts, terms:
experiences and meanings:

experience: events have separate
appeal for fans, active
participants, volunteers, officials,
media, sponsors

12:
Anything can be entertaining;
entertainment and spectacle can
threaten the cultural significance
of events

Future directions

Table 5. Research themes associated with the antecedents on event tourism.

Major themes, concepts and terms:
antecedents

Future directions

1:

There are major propelling forces shaping
continued growth in the events sector,
both from supply and demand
perspectives:  globalisation;  diaspora;
mass and social media; rising disposable
incomes; the <experience economy;
destination competitiveness; the
legitimation and mainstreaming of all
forms of entertainment and celebration
events

2:

Planned events meet fundamental human
needs for social, symbolic and economic
exchange, plus personal development

3:

Cultural differences and personal values

Needs: do people believe they ‘need’
events? to travel to events?

Culture: more is needed on cross-cultural
comparisons of the antecedents to event
tourism as rooted in culture, sub-cultures,
or social worlds and the roles of events in
different lifestyle pursuits and hobbies;
what is considered entertaining or socially
acceptable is in part culturally determined
and therefore highly variable

Economic demand for event tourism: how
is 1t shaped by price, competition,
substitution, policy and other factors?




Major themes, concepts and terms:
antecedents

Future directions

affect perceived benefits and desired
types of event experiences

4:

Motivation to attend and travel to events
involves both intrinsic (leisure) and
extrinsic motivators; both seeking and
escaping affect motives; there are
typically a rage of generic (e.g.,
entertainment, novelty-seeking, escapism,
socializing) and event-specific motives
attracting people to the same events

5:

Segmentation studies of event attendees
are frequent, based on socio-demographic
variables, resident  versus tourist,
expenditures, first-time versus repeat
visitor, loyalty; (recently popular is the
modelling of linked aspects of consumer
behaviour (i.e., motivation, experience,
satisfaction, as influences on future
behaviour including loyalty)

6:

Event-tourism behaviour is shaped in part
by involvement and commitment (i.e.,
serious. leisure, recreation specialization,
sub-cultures and social worlds) and by
event-tourist experience (e.g., higher
levels of involvement generate event-
tourist careers); personal and group
constraints have to be overcome to pursue
an event travel career

7:

The decision-making and choices of

Constraints on attendance or participation
in various events is an emerging research
theme

Event-tourist  career theory needs
considerable testing and refinement,
including comparisons of the ways in
which people get involved in leisure and
work pursuits

Loyalty versus novelty seeking is
important to  marketers and is
insufficiently understood

Gender perspectives on events and

tourism are an emerging theme

Post-event evaluations of experiences and
effects on future intentions should be
developed

how do different segments use the internet
and social media to make decisions?

Longitudinal studies of event careers and
constraint negotiation are absent

Both religious and secular pilgrimages
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Major themes, concepts and terms:
antecedents

Future directions

convention and exhibition attendees and
participants reflect a blend of extrinsic
and intrinsic motivators; place is an

important factor, alongside potential
return on personal investment
8:

Professional event planners influence
travel through their decisions on venues
and locations, all designed to maximise
attendance and return on
corporate/association investment

appear to be on the rise — is this an
important trend?

Although a well-established research
topic, venue and location . choice by
professional event planners requires
constant monitoring on light of changing
economic and technological conditions

Table 6. Research themes on planning and managing event tourism.

Major themes, concepts and terms:
planning and managing event tourism

Future directions

1:

The typical goals of ‘event tourism are
derived from a set of core propositions:

attract tourists. and stimulate new
spending; combat seasonality; spread
tourism spatially; generate positive

images and co-brand with destinations; be
catalysts for development and enhanced
marketing; generate a long-term, positive
legacy;

2:

Demonstrating the public good arising
from intervention is essential to the
justification of event tourism

Conduct more case studies and cross-case
analysis of event planning and destination
strategies,  encourage  benchmarking
among destinations

The dynamics and health of populations
and portfolios of events (managed or not)
is largely unknown; how is a sustainable
niche defined and achieved for events and
event-tourism destinations?

A key question is how to increase
rationality and professionalism in event

11




Major themes, concepts and terms:
planning and managing event tourism

Future directions

3:

Civic/national boosterism and irrational
decision-making are frequent
explanations for bidding on or creating
new events

4:

Events can be classified on the basis of
tourism-related functionality: destination
event; mega, hallmark and iconic;
regional and media events

5:

Events are often favoured because they
offer a quicker and cheaper form of
attraction development, however major
events are dependent upon venues,
especially purpose-built convention and
exhibition centres and sport arenas and

stadia; cities and large resorts
consequently hold competitive
advantages

6:

While it is < desirable to sustain a

comprehensive portfolio of permanent
events, gaps can be filled through bidding
within a specialized marketplace; these
are called biddable, winnable, or one-time
events

7:

Planning for a long-term or permanent
legacy is overtaking short-term measures
of economic impact in justifying event
tourism; halo effects relate to the short-

development, bidding and hosting?

There is a need for measures and methods
to evaluate long-term, cumulative’ and
synergistic impacts of event tourism

Determine how iconic events form and
evolve (they must be symbolically
important within social worlds and sub-
cultures)

Assess’ how mass and social media
influence perceptions of, and attitudes
toward the costs and benefits of event
tourism

Both practical and theoretical work is
needed on event populations and the
planning and managing of portfolios: what
is a healthy population? (requires
application of various theories from
organizational ecology); success and
sustainability measures are required;
interactions of stakeholders in overlapping
portfolios have not been studied

For DMOs and other organizations
examine stakeholder relations and power;
how to foster bottom-up strategies and
development is a key question
(incorporating community development)
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Major themes, concepts and terms:
planning and managing event tourism

Future directions

term image boost; quantum leap means |-
using events to accelerate growth;
capacity building requires consideration
of cumulative, sustainable benefits;
repositioning stems from the exploitation
of events in re-branding a destination; |-
leveraging applies to a variety of methods
intended to increase visitor spending and
longer-term trade or development gains

of

Measure the effectiveness of destination
event-tourism
branding and leveraging efforts

strategies including ‘co-

Study innovation processes and measures
success
sustaining competitive advantages)

(achieving, defining and

Table 7. Future research themes associated with dynamic processes in event

tourism.

Major themes, and terms:

dynamic processes

concepts

Future directions

Spatial:
l:

The distribution of festivals as linked to
human-resource interactions such as
agriculture and other resource exploitation

2:

Central-place  theory applies (i.e., the
concentration of events and event tourism in
larger centres with venues and tourism
infrastructure); core-periphery economics is a
related construct as it is difficult to spread
positive benefits away from main event venues

3:

Hierarchies of events appear to develop
naturally, ranging from numerous local events

Population dynamics and the health
of event populations is a new area for
researchers (start by conducting a
census of events in a given area and
looking for resource dependencies)

Future studies should be applied to
event tourism, resulting in scenarios
for strategy and theory-building
purposes

For the life cycle, determine factors
which factors most shape their
evolution?
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Major themes, and terms:

dynamic processes

concepts

Future directions

through fewer regional events and a relatively
small number with global attractiveness (i.e.,
the size pyramid)

4:

Distance-decay: travel distance, time and cost

affects event-tourist demand and shapes
market areas
5:

Events have zones of influence measured in
newly generated travel, displacement effects,
and short-term and long-term impacts

6:

Capacity (there are limits to event numbers or
size in peak time periods and particular areas)

7:

Events play a role in fostering place identity;
Hallmark events are dependent upon their
place of origin — they -are ‘attached' or
‘anchored'

Temporal:
l:

Festivals tend to concentrate in good-weather
and holiday periods (as in the peak festival
season)

2:

Iconic events have the power to attract
dedicated event tourists in the off-peak

3:

Event life cycles have been explored, raising

Capacity or saturation: do
communities or destinations
inevitably reach event and  event
tourism saturation? can populations

be managed to ensure growth?

Adaptation strategies: how do events

adapt to . changes in their
environment? (connect to niche
theory in population ecology);

Why events fail is a largely

unexplored issue
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Major themes, and terms:

dynamic processes

concepts

Future directions

concern for renewal or planned obsolescence
4:

The sustainability of events and event-tourism
portfolios is of increasing importance

5:

Time switching is an essential consideration

when attributing tourism demand and

expenditure to events

Policy: -

l: What are the ways in which

Events and event tourism have been stakeholders exereise powet, ?md
e . . negotiate, to develop event tourism

legitimized as policy instruments across

economic, social, cultural and environmental
domains; this has led to criticism of the
'festivalization' of urban policy and spaces and
the generation of sameness (or loss of
authenticity)

2:

Justification of event tourism usually rests on
purported tourism and economic benefits;
longer-term legacy effects are of increasing
significance

3:

Events focus attention on how power, the
interests of elite groups, and irrational
decision-making shape policy and underscore
decisions

and related policy? who

excluded or marginalised?

gets

How can an open, public discourse
on costs and benefits of event
tourism be fostered?

Governance: how can public-private
policymaking be made to work?

Evaluation: how do we know when
event tourism policies are effective
and efficiently administered?

Which justifications for public
involvement in event tourism are
supported, and why?

15




Major themes, and terms:

dynamic processes

concepts

Future directions

What are the ideological foundations
of event tourism policy?

Knowledge creation:
l:

Many well-established lines of research
support the core propositions of event tourism

2:

There has been an over-emphasis of
knowledge creation in the realm of economic
impacts, although the discourse has been
broadening quickly

3:

Although  fashionable, a  consumerist
perspective on event demand and decision
making (i.e., modelling simple expressed
motives with measures of satisfaction and

future intentions), overlooks fundamental
needs, event meanings, and complex
antecedents

4:

Interest in_events continues to expand within
all closely-related fields and many foundation
disciplines, giving rise to new theoretical
perspectives and useful methodologies

Each of the core propositions of
event tourism should lead to
interdisciplinary theory development

Ontology: continued assessment of
claims to knowledge, concepts and
terms will help develop the field

Epistemology: advances are required
in adapting methodology from
foundation disciplines and closely-
related fields
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Table 8. Future research issues associated with the economic effects of events.

Established concepts and terms: economic
outcomes

Future directions

1:

Numerous economic-impact studies of single
events, and a few on multiple events have
established how event-tourism changes
consumption patterns, generates
income/wealth, has a minor role in creating
employment, and contributes to other forms
of economic and urban/rural development

2:

Analysis frequently reveals the dedicated
event tourist to be a high-yield visitor with
distinct consumption patterns; this varies,
depending on the event and the target
markets

3:

Taxation makes governments at all levels the
primary beneficiaries of new event-tourism
demand

4:

The traditional - reliance on multipliers
(income, value, employment) to estimate
total direct, indirect and induced economic
impacts has received a lot of criticism for
exaggerating benefits; furthermore, studies
have revealed that direct event-tourist
spending accounts for the vast majority of
income benefits; multipliers are sometimes
misused on purpose; their basis in Input-
Output tables has been challenged owing to a
propensity to exaggerate benefits

5:

Generalized Equilibrium Models " are
becoming preferred over multipliers,
but more applications are needed

The distribution of costs and benefits
among persons - and groups and
between cities and regions/countries
remains a key issue

Full triple-bottom-line impact
assessments are still in their infancy;
commensurability remains a problem

Destinations and events always need
fresh market intelligence on who are
the high-yield event tourists, and how
they should be attracted — this has
theoretical implications in the context
of event-tourist careers

In micro-economic terms, how does
sustainability apply to the financial
viability of the event and the event
organization? of portfolios of events?

Long-term, cumulative  economic
impacts and legacy effects require
study
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Established concepts and terms: economic
outcomes

Future directions

Cost/benefit evaluation methods are rarely
applied; many event supporters do not want a
full accounting of costs; many costs are
hidden (e.g., security, transport
infrastructure) or are falsely claimed as
benefits; externalities such as pollution or
social problems are typically ignored

6:

The attribution of new or incremental
spending to dedicated event tourists (who
travel because of the event) is the key to
calculating tourism  benefits; in-scope
expenditure refers to both the specific
event(s) and the geographical area for which
costs and benefits are to be calculated; casual
event tourists (those already in the area) must
be discounted, unless they stay longer or
spend more because of an event

7:

Displacement effects (by types of visitor, by
economic sector, and  spatially) can be
substantial and must be deducted from gross
tourist income

Opportunity costs are seldom built into
feasibility and impact studies; the same
goes for externalities such as amenity
loss
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Table 10. Future research themes on the personal, social and cultural outcomes

of event tourism.

Major themes, concepts and

terms: personal, social, and

cultural outcomes

Future directions

l:
Many resident-perceived impacts
(both positive and negative) have
been identified at the personal and
community levels

2:

Exchange theory helps explain
why many people are supportive
of event-tourism, or not (because
they perceive benefits or costs
accrue to them)

3:

Proximity effects: being close to
events and venues is potentially
an important explanatory factor

4:
Social

representation  through

media coverage affects
perceptions and attitudes

5:

Commodification through event
tourism is a threat to cultural

authenticity

More 1s needed on personal development through
event engagement and participation (e.g., how do
people describe and explain- why event tourism

experiences are satisfying, memorable or

transforming? what are the personal and social

consequences- -of negative event tourism

experiences?)

Evaluation tools and measures are needed for

intangible effects and long-term, cumulative

social/cultural legacies

Establishing cause and effect in social and cultural

change 1is problematic does

(e.g.,

commodification of an event cause loss of

always

tradition or authenticity? does gigantism and
mega-event costs/debt generate social discontent?)
Compare discourses on costs and benefits (e.g.,

post-colonial, feminist, power and politics,

stakeholder interactions)
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Major themes, concepts and

terms: personal, social, and

cultural outcomes

Future directions

6:

Events can help preserve
traditions, foster civic and
national pride, develop

participation in and support for
the arts

7

Events are sometimes platforms
for protests, demonstrations, anti-
social behaviour; these effects are
often connected to the extent of
media coverage

8:

Legitimation and identity building

for groups occurs ‘- through
organizing or participating in
events

9:

Voluntarism and other forms of

engagement  fosters  personal
development and group identity
10:

Production of, and engagement
with events can create social and

cultural capital — especially

How are social representations of events formed
and communicated?

How does the nature and extent of community
involvement influence event tourism success and
outcomes?

What strategies work best for maximizing

community benefits?

The politics of event tourism and response to
percetved impacts requires study

Explore the process of how events contribute to

place identity and attachment
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Major themes, concepts and | Future directions

terms: personal, social, and

cultural outcomes

through increased personal and

institutional networking

Table 11. Future research issues on environmental outcomes and event tourism.

Major themes, concepts and terms: environmental

outcomes

Future directions

I:

Event-tourism is a major consumer of energy and
other resources, generating high ecological  and
carbon footprints

2:

Event types and settings influence environmental
impacts (e.g., indoor versus outdoor, festival versus
sport); reliance on private automobile access is a
major issue; some - events drastically alter
consumption patterns, such as spending on travel,
food, accommodation

3:

Practices and standards have been established for the

“ereening” of events and sustainable venues

There is an on-going need to

advance environmental impact

evaluation  methods  (e.g.
ecological footprint; carbon
footprint)

Cumulative, long-term impacts

and ecological sustainability of
event populations are
unexplored

Compare event types, formats

and locations in terms of
propensity to harm or benefit
the environment

Evaluate the effects of green
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Major themes, concepts and terms: environmental | Future directions

outcomes

and sustainability certification
and standards

Are ecotourism events suitable
for sensitive environments?
Advance - interpretation and
environmental education at,

and through events

Table 12. A summary of consumer trends shaping future events and festivals.

Trend term Summary
Everyday An increase in celebration and the transformation of the everyday
exceptional experience into some more extraordinary and exceptional events

Magic nostalgia

A greater focus on reminiscence and celebration of the past in

events and festivals

Leisure upgrade

The aspiration for leisure participation increases with affluence
and events offer a new form of social capital where participation

is celebrated as an experience

Mobile living We are living in more connected societies and living more
connected lives which also transcends our leisure lives in which
events (and non-leisure events) occur

Performative We are increasingly witnessing people celebrating their
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Trend term Summary

leisure involvement in events and enjoyment through sharing the
experiences via social media and mobile technology

Authentic Consumers are seeking to accumulate more authentic leisure

experience experiences and events and festivals offer one way to do this,
increasingly through co-creation

Affluence Consumers are becoming more demanding in terms of their needs

and consumption within the experience economy

Ageless society

The rising age of the population in the developed world, due to
greater life expectancy, has transformed the participation in events

and festivals

Consuming with

ethics

Consumers are starting to recognise the challenge of green issues
and their own carbon footprint in everyday life and this may start
to shape leisure consumption in the future around participation in

event tourism

Accumulation of

social capital

Consumers want to celebrate their achievements and participation
in key events and festivals and this is part of the desire to

accumulate experiences as part of their social capital repertoire
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Exercise 1: Use context clues to get the meaning of the words/phrases and

give their Russian equivalents.

to examine types of engagement, religious and secular pilgrimage, culturally
determined, event-tourism behavior, all designed to maximise attendance, to
attract tourists and stimulate new spending, to accumulate more authentic leisure
experiences, the aspiration for leisure participation, people are supportive of
event-tourism, advance environmental impact evaluation methods, to share the
experiences via social media and mobile technology,  authentic leisure

experiences

Exercise 2: Read the statements below and determine whether they are true

or false. If the statement is false, correct it.

1. Event tourism acts as-a catalyst for other forms of desired development
(including urban renewal, community capacity building, voluntarism and
improved marketing), thereby generating a long-term or permanent legacy.

2. Events attract tourists both for generic benefits and those appealing to
special, interests; destination events attract people to places they have
never traveled before.

3. Only festivals have zones of influence measured in newly generated
travel, displacement effects, and short-term and long-term impacts.

4. Event-tourism is a major consumer of energy and other resources,
generating high ecological and carbon footprints.

5. There is an on-going need to advance environmental impact evaluation

methods (e.g. ecological footprint; carbon footprint).
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Hazpanue: “The impact of economic, social and environmental factors on

trip satisfaction and the likelihood of visitors returning”

Ucrounuk: Tourism Management. Volume 52, February 2016, Pages 1-18

https://www.sciencedirect.com/science/article/pii/S0261517715001272

Table 1. Compendium of findings from previous studies of statistically
significant relationships between various socio-economic and demographic
factors and the probability that a tourist will return, tourist trip satisfaction and
overall satisfaction with life

Probability that a|Tourist's Overall  satisfaction
tourist will return overall trip | with life
satisfaction
Age Older visitors and{Younger tourists|Age is significant,
younger visitors < have | are more | although  relationship
been found to be more | satisfied. may be U shaped rather
likely to return. than linear, with lowest
SWB observed amongst
those aged in their 30s.
Studies frequently
include age and/or age
squared to reflect non-
linear relationship.
Gender Males more likely to|Females are | Females generally

return.

more satisfied.

found to have higher
SWB than males.
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Probability that a|Tourist's Overall  satisfaction
tourist will return overall trip | with life
satisfaction
Education level |Those with  higher| Tourists with | Higher education level
education levels are|lower education |frequently related to
more likely to return.  |levels found to|higher SWB. However
be more |this effect may be
satisfied. indirect — since those
with more education are
likely to also have
higher incomes.
Marital status Married people are Married people
more likely to return generally happier.
Country of| Significant relationship | Significant There may be country
origin — different nationalities | relationship ~ —|specific time invariant
have different | different personal characteristics
likelihood of repeating | nationalities which impact on SWB.
their visit. report different | Living in your country
levels of trip|of origin rather than
satisfaction being a  foreigner
improves SWB.
Income Low income visitors|Higher income |Higher incomes
less likely to return. tourists are more | generally increase

satisfied.

SWB. However relative

income (both relative to
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Probability that

tourist will return

a

Tourist's
overall

satisfaction

trip

Overall satisfaction

with life

others, 1impacting ~on
status in society, and
relative  to . previous
periods, which impacts
on habits and the view
of what is the norm),
and future material
aspirations and their
relationship to
anticipated future
income levels have
been found to be
important. Some
research found a
negligible or
statistically

insignificant

relationship to SWB.

Health status Higher SWB reported
by those who report
better levels of health.

Employed or Employed people report

unemployed higher SWB  than
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Probability that a|Tourist's Overall satisfaction
tourist will return overall trip | with life
satisfaction
unemployed people.
Overall Higher level of | Not applicable | Not applicable
satisfaction with | satisfaction contributes
trip to the increased
likelihood of returning
Previously Positive  relationship, | Weak Not applicable
visited region having visited before |relationship
increases chance of
visiting again
Trip Higher travel - costs|More expensive|Not applicable
cost/perceived |reduce likelihood of|prices reduce trip
value for money |returning;< = perception | satisfaction,
that “trip offers good|prices in line
value  for  money|with budget or
increases likelihood of | considered good
returning value for money
increase
satisfaction
Facilities at| Better facilities | Better and more | Not applicable
tourist increase chance of|varied facilities
destination — | returning increase
accommodation,

28




Probability that a|Tourist's Overall  satisfaction
tourist will return overall trip | with life
satisfaction
restaurants etc. satisfaction
Climate Good climate and|Reporting high |Significant impact on
sunshine increases | satisfaction with| SWB
repeat visits climate increases
satisfaction with
trip
Economic Negative relationship | High level of|Significant positive
development between level  of|development relationship  between
development within the | increases tourist|economic growth or

region and the tourist's
likelihood of returning
the location;

of

to
indications
overdevelopment and
congestion
significantly reduce the

likelihood of returning.

dissatisfaction;
indications  of
overdevelopment
and congestion
significantly

reduce  tourist
satisfaction.

Peace, quiet and
not overcrowded
important to

satisfaction.

development and SWB
(e.g. using growth in
GDP rates as a proxy
for this factor).

Quality of social

capital

Fear of becoming a

victim of crime and

Positive

relationship with

Positive  relationship

with SWB, including
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Probability that a|Tourist's Overall  satisfaction
tourist will return overall trip | with life

satisfaction
concerns about safety |tourism; tourists measures of  local
can be a factor in|don't wish to|political autonomy,
deciding whether to|visit locations |political stability, rule

revisit and many would
not recommend a high
to

crime location

friends or family.

with high crime
levels or regions
considered

dangerous due to

of law -and control of
corruption, perceptions
and

of crime levels

personal safety, degree

risk of terrorism, | of freedom and

crime -or natural [personal choice, and

disasters. trust in  others or

society.

Quality of| Declining Better quality of | Environmental factors
natural environmental quality, | environment, or |significant impacts on
environment at least partly |[being  satisfied | SWB. Pollution,
attributable to tourism, | with including air pollution

can cause stagnation or
decline by reducing the
attractiveness of the
area, as described in
the tourist area life
cycle model;
environmental

degradation and visitor
the

numbers above

environment,
increases
satisfaction with

trip

and noise levels,
significantly reduce
SWB. High quality
environmental

amenities, such as

living near the coast or
having good views,
enhance SWB whilst

proximity to landfill
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Probability that a

tourist will return

Tourist's
overall

satisfaction

trip

Overall
with life

satisfaction

environmental carrying

capacity has  been
found to be a limit to

growth.

sites reduces SWB. The
quality of ecosystem
services provided by
the environment
enhances SWB whilst
environmental

disasters, such as forest
fires and flooding, have

a negative impact.

Table 7. The impact on tourist revenue resulting from various possible

scenarios.

Change to | Scenario explaining | Policy decisions that | Estimated

particular factor |change to factor could result in this|impact on

change annual

tourist
revenue in
GBRWHA

Negative scenarios

Perception that a|10% decrease in the|n/a Reduction of

lost wallet would |average perception of $305,000

tourists  visiting  the
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Change to | Scenario explaining | Policy decisions that | Estimated
particular factor |change to factor could result in this | impact on
change annual
tourist
revenue - -in
GBRWHA
be returned reduces | region that a lost wallet
would be returned
Construction 10% increase in average|n/a Reduction of
intensity increases |proportion of workers in $392,000
the region employed in
the construction industry
Water turbidity | 10% increase in true (not |n/a Reduction of

increases (that 1is
water clarity

worsens)

logged) average water

turbidity in the lagoon

$430,000

Positive scenarios

Total  suspended
solids (TSS)
reduce 1n all rivers,
consequently

reducing water
turbidity (that is
water clarity

25% reduction in TSS in
each of the rivers flowing

in to the GBR lagoon

Land holders across
the GBR catchment
area could be required
to adopt strategies that
reduce the

of

would
level total

suspended sediment

Increase of

$89,000
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Change to | Scenario explaining | Policy decisions that | Estimated
particular factor |change to factor could result in this | impact on
change annual

tourist
revenue - -in
GBRWHA

improves)

Total  suspended |50% reduction in TSS in|Land holders across |Increase  of

solids (TSS) | each of the rivers flowing |the GBR catchment | $178,000

reduce in all rivers, | in to the GBR lagoon area could be required

consequently to adopt strategies that

reducing water would reduce the

turbidity (that is level of total

water clarity suspended sediment

improves)

Total  suspended |Daintree and Russell-|Land  holders  in|Increase  of

solids (TSS) | Mulgrave catchments | specific river | $12,000

reduce in certain |reduce the TSS within|catchments could be

rivers only, | those rivers back to the|required to adopt

consequently levels experienced before | aggressive —strategies

reducing water | the arrival of European|to reduce sediments

turbidity (that is

water clarity

improves)

settlers, TSS loads in the
other rivers maintained at
current  levels, thus
reducing water turbidity

in the GBR lagoon

whilst land holders in
the remaining river
catchments could be
required to maintain

loads at current levels.
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Conclusion

This research investigated three important issues relating to: the factors
influencing tourist satisfaction; the likelihood of tourists returning; and the
potential regional economic impact from variations in tourist satisfaction that
occur in response to social, environmental and economic changes. For example,
the GBR case study reveals that tourist satisfaction in this region is influenced
by increased perceptions of crime, increased construction activity or increased
water turbidity. However, the methodology used in this case study can be

transferrable to any other tourist location around the world.

A significant positive relationship was also found to exist between trip
satisfaction and the likelihood of repeat visits in the GBR case. Based on this
finding, it is apparent that tourism regions can increase the numbers of repeat
visitors if tourist trip satisfaction can be increased. This clearly calls attention to
the importance of research that improves understanding of these influencing

factors.

Moreover, trip satisfaction was found to be affected by environmental, social
and economic factors, in addition to income, whether they visited the Reef and
whether they had just arrived in the region, as indicated in the GBR case. The
importance of the economic, social and environmental factors indicates that
tourist satisfaction is impacted by the actions of those outside of the tourism
industry (such as the agriculture and construction industries in this case). It
points out that important links exist between superficially unconnected
industries; and these links must be taken into account when considering
developments to other industries to ensure the future success of the tourism

industry in attracting new and repeat visitors.
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Furthermore, changes to perceptions of crime, construction and water turbidity
could have a significant regional economic impact — because these factors affect
tourist satisfaction which, in turn, affects the likelihood that tourists will return
in future. Another important contribution from this research is that it enables the
impact on annual tourist revenue resulting from changes to these factors to be
quantified, enabling sophisticated cost-benefit analysis of different scenarios to
be conducted as part of any policy development process. This approach has
great potential to be used in the research areas where non-market evaluation

technique is needed.

In conclusion for tourism to remain viable into the future, one requirement is for
visitors to experience high levels of trip satisfaction, therefore having a greater
likelihood of returning to the region. Environmental, social and economic
factors all have quantifiable impacts on the tourist's trip satisfaction and
therefore their likelihood of revisiting, evidencing the complex interactions
between industries. The successful development of the tourism industry cannot
be achieved in isolation but requires a holistic view to be taken of the

development of all industries across the region as a whole.

Exercise 1: Use context clues to get the meaning of the words/phrases and

give their Russian equivalents.

tourist trip satisfaction, to reflect non-linear relationship, low income visitors,
overdevelopment and congestion, concerns about safety, issues relating to,
attractiveness of the area, transferrable, these influencing factors, to ensure the
future success of the tourism industry, must be taken into account, to adopt

aggressive strategies, to reduce the level of
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Exercise 2: Read the statements below and determine whether they are true

or false. If the statement is false, correct it.

I.

However, the methodology used in this case study cannot be transferrable
to any other tourist location around the world.
A significant positive relationship was also found to exist between. trip

satisfaction and the likelihood of repeat visits in the GBR case.

. Based on this finding, it is apparent that tourism regions can increase the

numbers of repeat visitors if tourist trip satisfaction can be increased.
Moreover, trip satisfaction was found to be affected only by
environmental factors, in addition to income, whether they visited the
Reef and whether they had just arrived in the region, as indicated in the
GBR case.

The importance of the economic, social and environmental factors
indicates that tourist dissatisfaction is impacted by the actions of those
outside of the tourism industry (such as arts and cratfts).

This approach has great potential to be used in the research areas where
non-market evaluation technique is needed.

Environmental, social and economic factors all have quantifiable impacts
on the tourist's trip satisfaction but not on their likelihood of revisiting,

evidencing the complex interactions between industries.

36



Hazpanue: “Worldwide hedonic prices of subjective
characteristics of hostels”
Uctounuk: Tourism Management. Volume 52, February 2016, Pages 451-454
https://www.sciencedirect.com/science/article/pii/S0261517715001545

The definition of the project for the accommodation establishment is a highly
complex process where a long list of services and physical characteristics must
be defined. The planner must choose whether the property will include
characteristics such as a swimming pool, large rooms, sea view, food services
and many other. Each specific decision might be seen as a conditional profit
maximization problem where the revenue expected from the item being
evaluated is compared to its cost, provided all other characteristics of the

business and its environment.

The problem is that the market price of a particular characteristic is usually
difficult to assess. An overnight at an accommodation establishment generally
includes access to most services and facilities available. Thus, an overnight
might be understood as a package of several different items. Since each element
is not traded separately in the market, its value for the consumer is difficult to
measure. How much would the consumer be willing to pay for a better location
of the accommodation establishment? What is the accommodation market price
of a better location? When a guest pays a specific price for the overnight, it is

hard to tell how much of it was due the establishment's location.

Analytically decomposing total prices by different characteristics can be done
through hedonic price techniques. By recognizing that prices vary across offers
of differentiated products, this method is able to estimate the market price of
each characteristic of a good or service. In this paper, hedonic prices are used to

analyze the impact of different characteristics on prices of hostels worldwide.
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This category of accommodation service is traditionally characterized by

dormitory-style accommodations with basic, shared and supervised facilities.

Previous hedonic price studies about accommodation establishments have relied
on objective characteristics, such as distance to attractions and the presence of
different facilities. However, what actually makes the difference for explaining
consumer behavior is not any objective characteristic, but rather the individual's
perception of it. Thus, objective characteristics are no more than proxies for the
actual explanation of the price composition. Moreover, accommodation is a
service, rather than a good. Considering that the ultimate offer is an experience,
it is necessary to recognize that some characteristics of the accommodation
service are intrinsically subjective. The atmosphere as a characteristic of a hostel
is an unquestionable example of this. Considering these arguments, this study
relied on subjective characteristics of hostels as rated by their guests in order to
explain market prices. This innovative approach, besides being more direct than
the previous one, is able to provide information on characteristics that were not

examined in the previous literature. [...]

This study analyzed only accommodation establishments classified as hostels.
Information about the complete Hostelword's list of 9377 hostels located at 2114
cities of 134 different countries were gathered in January 2015. For hostels
offering only one type of accommodation, a single price was recorded. For those
offering dormitories and private rooms, the average of both prices was
considered. Regarding price variations related to different dates, the minimum
available price for any date was recorded. Considering the positive skewness of
registered prices, values were transformed into their natural logarithms.
Therefore, the final dependent variable of the model was the natural logarithm
of the average of minimum available prices in US$ for each hostel. Outliers
representing the 0.25% lowest and highest percentiles for prices of each type of

accommodation were excluded from the dataset due to the high probability that
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these values represent transcription errors or other sorts of unrealistic prices.

After outliers elimination, the sample size dropped down to 9342 hostels.

The main explanatory variables regarded guests' ratings of six hostels'
characteristics: atmosphere, cleanliness, facilities, location, staff and security.
The characteristic value for money was dropped from the original Hostelworld
list of ratings since it intrinsically refers to the relationship between price and
overall rating, thus bringing endogeneity problems to the model. The overall
hostel rating was not included in the model since it is just a linear combination
of lower level ratings. Each rating varies from 0% to 100%, representing the
mean of individual ratings informed by guests who booked their accommodation
through Hostelworld. The website display no . rating information for
establishments with less than 12 months in Hostelworld and for those that
received no review over the previous 12-month period. Due to this limitation,
1324 hostels had to be dropped out of the dataset, taking the sample size down
to 8018 establishments.

The natural logarithm of the total number of ratings received by each hostel was
also included as an explanatory variable in order to capture potential scale
effects. Besides, two dummy variables were used to indicate whether the price
of each specific observation referred to dormitories, private rooms or the

average of both. A graphical synthesis of the model is presented at Fig. 1.

atmosphere cleanliness

price
function

i : &
Dormitory | | Private room

price price
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Hostels' prices vary according to their city since inputs' prices vary
geographically. However, since the number of cities examined in this study is
very large, the estimation city effects on hostels' prices by using dummy
variables would be cumbersome. A better solution was to use a fixed effects
regression model where cities were considered to have an individual effects on
prices and to be correlated with other explanatory variables. In summary, the

estimated model was
In(Py) = Y1 B Xije +6pDy; + 8p Py +u; + &

where P is the price, X is the rating of a characteristic, D is a dummy variable
indicating that the price refers to accommodation in dormitories, P is a dummy
variable indicating that the price refers to accommodation in private rooms, u is
the city effect, € is a random error term, 3 and 0 are parameters to be estimated, 1

indicates the hostel, j indexes the city and k refers to each specific characteristic.

[...]

Table 2. Hedonic prices' estimates.

Variable Coefficient Standard error p-value
Atmosphere 0.078 0.059 0.185
Cleanliness 0.317 0.056 0.000
Facilities 0.172 0.064 0.007
Location 0.200 0.041 0.000
Staff —0.143 0.058 0.014
Security 0.038 0.062 0.545
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Variable Coefficient Standard error p-value

Number of reviews (In) —0.028 0.003 0.000
Dormitories —0.168 0.011 0.000
Private rooms 0.128 0.013 0.000
Constant 3.415 0.036 0.000

Among the six hostel characteristics under scrutiny, two were found to have
non-significant effects on prices: atmosphere (p=0.185) and security
(p = 0.545). Thus, managers should not be willing to spend a considerable share
of their resources on the improvement of these two characteristics. The effect of
staff was estimated to be negative and significant (p = 0.014). Thus, better staff
ratings are associated with lower hostel prices. The negative signal could
potentially be explained by a correlation of staff ratings with other non-valued

characteristics omitted in this model.

Three other characteristics were found to have positive and significant effects on
hostels' prices: cleanliness, facilities and location. Among these, cleanliness is
the most relevant factor. A 1% increase in its average rating is associated with a
0.317% increase in hostels' prices. In the case of location, a similar rating
improvement leads to a price increase of 0.2%. Finally, for hostels' facilities a

1% improvement in the average rating is associated with a price increase of

0.172%.

The number of reviews is associated with lower prices. As the number of

reviews increases 1%, hostels' prices decrease 0.028%. This could be associated
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with economies of scale, where larger hostels are able to charge lower prices, at
the same time that they have more guests and consequently a greater number of
reviews. Finally, it is useful to note that accommodation in dormitories is about

30% cheaper than in private rooms (0.128-(-0.168) = 0.296).

Managers should be willing to invest in improving these characteristics of their
hostels as far as the revenue growth arising from price increase is sufficient to
finance a better service able to boost hostels' rating by a respective percentage.
For instance, the manager should be willing to afford a better location that
provides a 1% better rating always that the cost of this location is lower than the
revenue growth correspondent to a 0.317% price increase. This analysis is
slightly different for elements of fixed costs, such as location, and for those
associated with variable costs, such as cleanliness. The analysis is obviously
context dependent. In particular, it depends on the real estate market,
geographical characteristics of the destination, competition, suppliers and
consumer preferences. It is relevant to stress that the set of estimates presented
in this paper reflects a global mean that might vary across different countries
and destinations. However, it-1s also true that the demand for hostels is quite
globalized, indicating that geographical variations of preferences might be not

so relevant.
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Exercise 1: Use context clues to get the meaning of the words/phrases and

give their Russian equivalents.

accommodation establishment, revenue, to have positive and significant effects

on, private rooms, a package of several different items, to boost hostels' rating,

consequently, staff ratings, to charge lower prices, non-valued, cleanliness,

value for money, due to the high probability, potentially, actual explanation,

competition, to finance a better service

Exercise 2: Read the statements below and determine whether they are true

or false. If the statement is false, correct it.

I.

The planner must choose whether the property will include characteristics
such as a swimming pool, large rooms, sea view, food services and many
other.

Managers should be willing to invest in improving these characteristics of
their hostels as far as the revenue growth arising from price increase is
insufficient to finance a better service able to decrease hostels' rating by a

respective percentage.

. Hostels' prices vary according to their city since inputs' prices vary

geographically. However, since the number of cities examined in this
study is very large, the estimation city effects on hostels' prices by using
dummy variables would be cumbersome.

Three other characteristics were found to have negative effects on hostels'
prices: cleanliness, facilities and location.

For instance, the manager should be willing to afford a better location that
provides a 10 % better rating always that the cost of this location is lower

than the revenue growth correspondent to a 0.317% price increase.
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Translation Workshop
Exercise: Translate the following texts into English.

1. Ha3Banne: “Typusm kak mno3Hanue wmupa’. HMcrounuk: BecTHuk
CIIoTI' YKU. No 2 (15) UIOHbD. 2013. C. 44-48.

https://cyberleninka.ru/article/n/turizm-kak-poznanie-mira

Hcropryeckoe no3HaHue SBISETCS JIIOOUMBIM XKaHpOM TypucToB. Ho 0HO He
BCEr/Ia TIOHATHO, W TIOOTOMY TPEOYIOTCA TMOSCHEHHWS. ODTH TIOSCHEHHUS al0T
TUJbl, )KUBBIE WHTEPIPETATOPHI MAMSATHUKOB UCTOPUU, €CTh U IYTEBOAUTEIM.
Ho mydmre Bcero, oTnpaBiisisich B MyTENIECTBUE, MPOYECTh KAKYIO-HHOY b KHUTY
O CTpaHe, KyJa Bbl HampaBlseTeCh, OYyJb 3TO HAYYHBIA TpaKTaT WU
BOCIIOMUHAHUS MyTeleCTBEeHHUKA. Ele myuiie 03HaKOMUTBCS C IUTEPATYPOt O
LIeJId BalIero MyTEIIeCTBUSI, OTIPABISAACH B IOPOTY, U BTOPOW pa3 MEpPEUUTaTh
3TO, BEpHYBIIKCh. HO 3TO yk mporpamma MakCMMyM, KOTOPYIO PEIKO YIAeTcs
OCyHIeCTBUTh. HeKoTopble NyTeleCTBEHHUKH, BEPHYBIIUCH JOMOMW, MHIILYT
KHUTH O CBOMX IO€3JKaxX. DTO XOpOILIEE 3aKpEIJIEHUE NaMATH YBHUJIEHHOIO U
MOXXET OBITh OECCO3HATENbHBIM aHaJIW3 TOrO, YTO OBLJIO YCBOECHO. TaKoBBI

HEKOTOPbIE HAIlIM COOOPaKeHHs O TypU3ME KaK MO3HAHUH.

B nauane XIX B., KOrJja BO3HUK TEPMUH TYpU3M U MYTEHIECTBUS 3TOrO pojaa
CTaJlM Ha3bIBaTh OTUM CIOBOM, Typu3M Obu1 snuTapHbIM. [lyTermecTBoBamu
HEMHOTHE COCTOATeNbHBIC Moau. Cpasy MOSBHINCH MOMBITKH Pa3o0paThcsi B
TOM, YTO Takoe Typu3sM. B AHIIuu MNOSBUIUCH NEPBBIE OUYEPKU O TYPHU3ME,
npuHAUIeKapmue nepy Bunbsama Xa3mura u Pobepra JIynca CtuBeHCOHA, TOTO
caMoro, KoTopbli Hamucan «OcTpoB cokpoBull». OHU  ONUCHIBAIU
MyTEHIECTBUSl KaK MOTPYKEHUE B HOBYIO Cpely, PEKOMEHIOBaJIM HE OpaTh C
co00Ol HHMKOTO M3 Jpy3ed WM MPOCTO MOMYTUYMKOB, YTOOBI CIy4yallHO HE
pa30aBUTh HOBBIE BIEYATICHHUS BOCIIOMHUHAHHMSIMH O cTapoMm. [lyTemectBus
CTOWJIM JIEHET, Hy>KHbI ObUTA KapeThl, TOCTHHHIIBI, 00EABl M YKUHBI, HO MOXKHO

OBLI0 MyTCIICCTBOBATL, IIPOCTO 6p0,[[$1 OeJbIMU OHAMHA 110 IMPOCTOPaM
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AHTJIMUCKUX JIyTOB, U TOT/Ia 3TO HEe TpeOoBano pacxonoB. OuepKky aHTIUHCKUX
MHUCATeIe O TypuU3ME€ BOIUIM B KIACCUKY AaHIJIMHCKOW JUTEPATyphl H

JUTEPATyphl O MyTEUIECTBUAX BOOOIIE.

[Totrom HacTynmuiaa »3pa MaccoBoro Typusma. UYem Oosiee MaccoBbIM
CTAaHOBWJICSI TYpHU3M, TEM PE3Y€ CTAHOBHWJIOCH 3aMETHBIM CMEILIEHHE aKIIeHTa C
MO3HAHUS HAa pa3BjieyeHHE. BO3HHMK TaK HA3bIBAEMbIM «IUBIKHBIA TYpPHU3M).
«InsxHBIE ~ Typu3M» — 3TO  HAPKOTHU3UPOBAHHOE MMM  COITHUEM
MHOI'0YacOBOE JIeKaHUE Ha Oepery Mops, KOTrJa He TOJIbKO YTO MO3HAHHE, HO U
BCSAKAsi MBICJIb OTCYTCTBYET. 3aTO MHOTO €/1bl B Oy(derax u pecTtopaHax, MOJTHOE
6e3nenne, «cadapu», KOTOpOE BOBCE HE OXOTHUYBH BBIJIA3KH, a ITyTEIISCTBHUS Ha
KoMdopTabenbHBIX MalIMHAX C 3amacaMd  €1bl . W MHUThS M YaCThIMU
OCTAaHOBKaMM — MUKHUKAMH ISl TOTJIOIIEHUs Bcero 3toro. Ho urto-to w3

ITIO3HaHUs BCC-TaKH OCTAJIOCh.

Mexnay TeMm Typu3M CTaHOBHWJICS Bce OoJjiee MacCOBbIM, B HEM CTalld
MPUHUMATh Y4acCTHE MHWJUIMOHBI JIOJE€H, OH CTaJl YacThIO SKOHOMHUKH MHOTHX
cTpaH. Eciiv mo3HaHusl B HEM CTaHOBUJIOCH BCE MEHbIIIE, TO TpeOoBalach KaKas-
TO 3aMeHa eMmy. bypKya-IyTelmeCTBEHHUK XOTEelI YyBCTBOBAaThH ceOs
MO3HAIOMNM CyObEeKTOM. W MOSIBUIIOCH TO, UTO B Ha3BaHWU OJHOW aHTIUHCKOMN
CTaTh OBUIO HA3BaHO «UHCIEHUPOBAHHOM AayTEHTUYHOCTHIO». BMecto
MOJJIMHHBIX UCTOPUYECKUX MAaMSITHUKOB JIeNIanuch MyJsiKUA. C MOMOIIBIO KYKOJI
U KYKOJIBHOIO TeaTpa BOCHPOM3BOJAWIIMCH MOIYJSIPHbIE CLEHBI J1aJe€KOro
MPOLLIOro. Y CTpauBaIUCh 0COObIE KITOTEMKUHCKUE JIEPEBHI», B KOTOPBIX OBLIO

OY€Hb MAJIO MOAJIMHHOCTHU U OYCHb MHOT'O HHCIICHUPOBKH.

Bo 4drto npeBparwics TypusM, BUAHO U3 pacCcKa3a OJHOU JIEBYIIKHU, KOTOpas
ormpixasia B IOkHoi HMcmanmm Ha Oepery Mopsi W, BEpPHYBIIUCH JOMOM,
MIOZICJIMIIACh CO MHOW CBOMMM BIICYATICHUSAMH. BOT €€ pacckas — HACKOJIBKO
Mor ero 3anoMHuTh. — «Ha Kocta BpaBo Mbl >xunu oHON pyccKoM OOLIMHOM.

Bce BpeMs Kymanmuch, HaC XOpPOIIO KOPMHJIM, HY a pa3BICYCHHS — ITO OBLIN
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pa3Be 4TO H3KCKypcuu. Bcemommunaro onHy. B 8 wacoB yTpa cnenunanbHbIN
aBTOOYC TPUHSI HAIIy TYPHUCTCKYIO TPYIIy, W MBI TBUHYJIHUCH B IMyTh IO
COJIHIIEM, KOTOPO€ OBIJIO YK€ MaJslluM, HECMOTPSl Ha PaHHUN Yac, MO HaIIUM
Mepkam. Tpsicauce B aBTOOyce 2 yaca W, HakoHel, npuOwuin B bapcenony.
Koatomy BpemeHm Mosi ToJOBa yXe pasz0oyieach CaMbIM MYYUTEITHHBIM
oOpazom. Ctasii BO3UTh OT OJHOr0 cobopa K apyromy. CoOopbl Bce CTapUHHBIE,
omun XII, napyroit XVIB., TouHo He 3amoMHwiaa. CoJHIE IAIUIIO
HEMUJIOCEPJIHO, MBI YCTAIN U OOJBIIIE HE XOTEIN BUIETh HUKAKUX co0opoB. Ho
HaM CKa3aji, 4TO HY>KHO IOCMOTPETh €lI€ OJWH, CaMblil 3aMeyaTeabHBbIi.
[Ipumnnoces cornacutbesi. BepHynuch 10MOM K Bedepy, HECKa3aHHO Pajbl, YTO

ceryac YMOCMCH U JIIZKEM B ITIOCTCIIb.

2. Hazpanme: “TypuCTCKM  BEKTOp - B aKTyaJM3allMk  KYJbTYPHOTO
Hacneaus”. Wcrounuk: CoBpeMeHHBbIE MPOOJIEMbl CEpBUCA U TypHU3MA.
Ne2.2016. Towm 10. C. 19-28.
https://cyberleninka.ru/article/n/turistskiy-vektor-v-aktualizatsii-

kulturnogo-naslediya

Bompoc o - mpuHIMIax B3aUMOJEHCTBUS KYyJIbTYphl U TypU3Ma
MOJHMMAETCS BO MHOTHMX Hay4HbIX paboTax M JOKyMEHTax psijaa
MexayHapoaHbeix opranuzanui — FOHECKO, FOHBTO, O3CP, EBponelickoit
komuccun 1o Typusmy, ATLAS u nap. K OCHOBHBIM MEXIyHapOIHBIM

MIpUHIUIIaAM BSaHMOZ[eﬁCTBHH KYJBTYPBI U TYPHU3Ma OTHOCATCA:
- HCIIPCPBIBHOCTDL ACATCIIBHOCTH B obmacTu KYJBbTYPBI;

- Ppa3sBUTUC COHH&HBHOﬁ dKTUBHOCTH Ha MCECCTAaX, BOBJICYCHHOCTDH

MCCTHOI'O HACCJICHUSA B TYPHUCTCKUC IIPOLCCCHI;

- B3aUMOJICWCTBHE KyJbTYpbl M TypuU3Ma Ha OCHOBE pPAa3BUTHUSA

HOHHOHCHHOﬁ MECTHOM SKOHOMUKMU,
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- B3aUMOYBA3Ka HACATCIBHOCTU B obnactu KYJBTYPBI W TypuU3Ma IJId

norydeHust «3pHEKTOB KIaCTEPU3ALNI;

- HHCTHTYHHOHaHBHBIfI MMOTCHI A, HaJIU4ue OpraHu3alMOHHBIX
CTPYKTYDp, O6CCHC‘-II/IB3.IOI_HI/IX ycCioBus  JJIA B3aHMOI[eﬁCTBHH KYJIBTYPbI H

TypH3Ma.

Takum o00pa3om, B MEXKAYHAPOJHBIX MPUHIUMIIAX AaKIIEHT CJHeJIaH  Ha
JIOKAJIbHOM YpPOBHE: JIOKQJbHBIA KOHTEKCT HMMEET MEPBOCTEIICHHOE 3HAUYCHUE

1 3 (PEeKTUBHOTO B3aUMOIEUCTBUS KyJIbTYPbl U TypU3Ma.

B Poccun ecTth ycnemiHble OpUMEPHI peaTu3alvy - 3TUX HTPUHIUIOB,
npaBjaa, Moka eAauHuyHble. Hawmbonee spkuil cpeau HUX — BO3POXKIECHUE
CTApUHHOTO KyIleueckoro cema Bsarckoe (SpocnmaBckas o00macTh) Kak
TYPUCTCKOM JecTUHAIMKU. HBECTUIIMOHHBIN MPOEKT, CIY>KAUIU MPUBJICUECHUIO
POCCUMCKMX W HWHOCTpPAaHHBIX TYPHUCTOB, IOJAJEpKKE HHTepeca K OoraToi
UCTOPUM U KYJbTYpE CpPEIHEPYCCKOrQ  cejla, BO3POXKICHHUIO TpaJulUuid U
MPOMBICIIOB fIpociiaBcKOM 3emiiu, ObUT pa3paboTaH M peanu3yercst Ojaroaaps
JaCcTHOW HMHHMIOMATHBE. Ha ' cpeacTtBa  sSpOCIaBCKOTO  OW3HECMEHa U
koyutekimonepa O. JKapoBa OBUIM BBIKYIUIGHBI M OTpecTaBpupoBaHbl 30
MaMSATHUKOB apXUTEKTYpPbl, O0YCTPOCHO JECITh MY3€€B, IPUBEIACHO B MOPSIOK
MATh MCTOYHMKOB, TIOCTpOEHAa TOCTUHHIA, pecTopaH, TpyaoycrpoeHo 100
MecTHbIX okuresied. B 2015r. wucTOpuKO-KynabTypHBIM KoMmIuieke «Ceno
Bstckoe» — cTtanm mepBbIM 4jeHOM ACCOLMALIMM CAMbBIX KPAacUBBIX J€PEBEHb

Poccun.

KynbTypa W Typu3M TpenCTaBISIOT COOOW CIIOKHBIE OOIICCTBECHHBIC
dbenomenbl. Jlna nx 3pQekTHBHOrO B3aUMOJCHCTBHS HEOOXOIUMO CO3JaHUE
CHEIMAIbHBIX IUIATGOPM ¥ MEXaHW3MOB, OCHOBAHHBIX Ha MaPTHEPCKUX
OTHOIICHHUSX CPEeIU MIUPOKOTO Kpyra 3auHTEPECOBAaHHBIX CTOPOH. [Ipu 3TOM
Ba)XHO, YTOOBI BCE YYACTHUKM TPOIECCa OCO3HAIM 3HAYMMOCTH KYJIBTYphI HE

TOJBKO [OJI1 IIOBBIIICHUA TypHCTCKOﬁ ATTPAKTUBHOCTHU ACCTUHAIIUHU, HO
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SHAYUTCIBbHO IIUPC — JIA CO3aHUA KOM(I)OpTHOP'I Cpcabl IJIA KU3HU, pa6OTBI u

HWHBCCTHPOBAHUA.

CnoxxHol npoOaeMoi SBISAETCS HAJTAXKMBAHUE MAPTHEPCKUX OTHOIICHUM
MEXy MPEeCTaBUTENSIMHU CPEPBI KYJIbTYpPbl, C OJTHONH CTOPOHBI, U TypU3Ma — C
npyroil. Umu nBUKYT pasHble, TOAYaC TPOTUBOPEYUBBIE HHTEPECHI: PHIHOYHbIC
— OOIIeCTBeHHBIC; TIONyYeHHWE TPHUOBUIM — HEKOMMEPUYECKHE MOTHBEI
nearenbHOCTH U T.A. CeKTopy KyabTypbl YacTO TPYAHO THOHSTH IIPSIMBbIE
SKOHOMHUYECKHUE BBITOJbl OT pa3BUTUA TypuU3Ma, a B psJ€ CIy4yaeB OHU

,I[efICTBI/ITeJILHO HC3HAYNTCIIbHBI.

3. HasBanue: “Pasutne 3THOrpadmyeckoro typuma B Poccun”. Uctounuk:
Bectanuk PMAT. Ne4. 2013. C. 3-12
https://cyberleninka.ru/article/n/razvitie-etnograficheskogo-turizma-v-

rossii

OtHOTpadUYECKU Typu3M — OJHO U3 HAMPaBICHUH KYyJIbTYPHO-
MO3HABATENILHOTO Typu3Ma. MupoBas MpakTHKa JOKa3bIBA€T, YTO MOJO0OHBIN
BUJI TypU3Ma CIIOCOOCH YIOBIETBOPHUTH IENBIA P TYXOBHBIX MOTpeOHOCTEH
yenoBeka. Haubosee  BaKHBIM B OpraHM3alldd STHOTPaPUUECKOTO Typu3Ma
SIBJISICTCSI O3HAKOMJICHUE YYACTHHKOB C TPAJAULUAMHU U KyJIbTYpOW Pa3IUYHBIX
ATHOCOB. DTO B IMEPBYI0 OYEpeIb CUCTEMa MO3ULIMHA, LEHHOCTEH, HOpPM
MOBEICHUS M TMPUHLMIBI OTHOIIEHUNW MEXIAy JIOJbMU B TOCYIapCTBE.
OTHOrpadUYEeCKUil Typu3M — OTO TOCEHICHHE CYIIECTBYIOIINX ITOCEICHUH,
COXPAHUBIINUX OCOOCHHOCTU TPAJUIIMOHHOW KYyJIbTYphl M ObITa Pa3IUYHBIX

HApOJIOB, 9TO W 3HAKOMCTBO C My3€sIMH HApOIHOTO OBITA.

Jlnst Poccnu ¢ ee MHOTOHAIIMOHAIBLHOCTBIO M OOMUPHOCTHIO TEPPUTOPHIA
MMEHHO BCECTOPOHHEE PA3BUTHE BHYTPEHHETO TYypHU3Ma MOXKET U JIOJIKHO CTaTh

TeM (aKTOpoM, KOTOpBHIM OyIeT 3HAKOMHUTHh €€ HapoJbl MEXAy COOOM,

48



YKPEIUIATh TOPU3OHTAIBHBIE CBSI3M MEXAY JIIOABMHU M TEM CaMbIM
COJICHCTBOBATh EAMHCTBY CTpPaHBl. A €CIHM Y4YEeCTh TO OOCTOSTEIHCTBO, YTO
TJIABHOW HJIE0JIOTUYECKON M MPaKTHYECKOW 3aiadeld B chepe MEeKITHUUECKUX
OTHOIIICHUHN SBIISIETCS COXPAHEHUE M YKPEIUIEHUE E€JUHOTO0 U HEJIEIUMOrO
rocynapctBa — Poccmiickoit ®emepanuu, TO poJib Typu3Ma CTaHET BOOOIIE
HeoneHuMou. Tem Gonee, 4TO Typu3M HEOTAEIMM U HEBO3MOXKEH BHE PaMOK
HAllMOHAJILHOTO COIJIaCHsI U MHpa, OH MOXET WrpaTb HEOLUEHUMYIO pOjib B
MPOLECCEe HATAKUBAHUS JIPY>KECTBEHHBIX OTHOILICHUN MEXIY POCCUUCKUMH

HapoJaMHu.

N3Bectna mozunust FOHECKO, corimacHo KOTOpO#H Typu3M SIBJISIETCA
OJIHUM U3 TJIABHBIX (DAKTOPOB KYJBTYPHOTO M TYMAHUTAPHOIO Pa3BUTHS,
CIIOCOOCTBYIOIIETO COXPAHEHUIO MUPA M COMMKCHHUIO HApOAOB ITyTEM BEICHUS
«IManora Mexay KyiabTypamu». HeoO0xonumo 100aBUTh, YTO HE TOJIBKO MEXKITY
HapoJaMH pa3HbBIX TOCYAapCTB, HO. M MEXIAYy pa3HbIMU HapOJaMH,
MPOXXUBAIOIMMMU B TPaHUIAX OJHOTO TocymapcTBa. WHBIME ClOBaMmw,
HAIlMOHAJBLHBI MUP U COTJIacUE — 3TO Ta OjarojatHasi modBa, KOoTopas Oynaer

MUATaTh ¥ Pa3BUBATh TYPU3M. [...]

CambiMu pacipocTpaHeHHbIMU ciocobaMu MPEeA0CTaBICHUS
STHOOPUEHTUPOBAHHOTO TYPUCTCKOTO TPOJYKTa SBISIIOTCSA: ¢ COOCTBEHHO
STHOTpaUUECKHE TYpPhl, BKIIOYAIONIUE B CBOM MPOTPaMMbl KPATKOBPEMEHHOE
WIA OTHOCHTEIHHO [UINTEIFHOE TpEeObIBaHWE B KaKOW-TMOO OJHON WIH
HECKOJIbKHUX Pa3BUBAIOIIUXCSA ATHOKYJIbTYPHBIX cpenax;
* STHOOPUEHTUPOBAHHBIE TYpBHI, MpEINoJararolne MOCEUICHUE
9THOTpaUUECKUX MY3€€B, MEPEIBIKHBIX 3THOTPAPUUYECKUX BBICTABOK, MECT
KOMITAKTHOTO HAaXOXXJEHHUS OSTHOKYJbTYPHBIX OOBEKTOB MO0 ydactue B
(bonbKIOpHBIX  (pecTUBANSIX, HAPOJIHBIX SpMapKax, OSTHOPEJIUTHO3HBIX U
KaJleHAApHBIX Tpa3aHuKax. [Ilpm KOMOWHWUPOBaHMHM OSTHOTPAPHUYECKOTO U

9KOJIOTHUYCCKOI'0 TypHu3Ma O6H.[€I>i 1 HUX LHOEJIbIO CTAHOBHUTCA 3HAKOMCTBO
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TypuUCTa C TPAAUIUAMHU U MPUPOAHBIM OKPYKEHHUEM KOHKPETHBIX HAapOJOB.
Typuctel HaxomsTCs B pPEATbHOM STHOKYJBTYPHOM UM TPHUPOJIHOUW Cpexe,
MUTAOTCS  OJNIOAaMU  HAlMOHAJIBHOM  KyXHHM, NPUHUMAIOT Yy4YacTHE B
TPAAUITMOHHBIX 3aHATHSAX (BBIMAC KUBOTHBIX, JOBJISI PHIOBI, IUIETEHUE U3
U3 JI03bl WIHM JIPYTUX NPUPOAHBIX MaTepHaloB U Mpod.). OCHOBHOM MPUHLMII
TaKOTO 3THOZKOJIOTUYECKOTO TypuU3Ma — «HE HaBpeIWw», WIU COXPAHECHHUE

MPUPOJHOTO, COLIMAIBHOTO U KYJIbTYPHOTO MHOTOOOpa3us.

Hawnbonee 9acto STHOPKONIOTHMUECKHA TYpH3M BCTPEYAETCS B MECTax
TPAJAUIMOHHOTO MPOKUBAHUSA U TPAAUIHUOHHON XO3SMCTBEHHOM HEATEIBHOCTH
KOPEHHBIX MaJIOYUCIEeHHbIX Hapo/10B CeBepa. [I[puMeHnuTEnbHO K 3TUM HapoJaam
OH BBICTYNAE€T BaXXHBIM CPEJICTBOM Pa3BUTHUS TPAIAUHHUOHHON SKOHOMMKH.
Kpome Toro, momnepkka 3THOrpapuuecKoro u THOIKOIOTHIECKOTO TypH3Ma B
Ha3BAaHHBIX PETHOHAX, MPEAyCMATPUBAIOUIAS AKTUBHOE BOBJICUCHUE B
TYPUCTCKYIO  JI€SITEIbHOCTh NPEACTABUTENCH MAJIOYUCIECHHBIX HApOIOB,
o0ecreunBaeT yCTOMYMBOE PAa3BUTHE CaMUX TEPPUTOPUNA HX TPOKHBAHUS.
[Torenuman typusma B Poccum He packpsiT, €lie HE BCE PE3EPBBI rOCYJapCTBA
BOBJICYEHBI B 3TOT MHOT'OILJIAHOBBIN Mpolecc, HE BCE MOTEHIUATIbHBIE PECYPCHI
CTpaHbl 3aJICMCTBOBAHBIL. JTO TMOATBEPXKAAeTCs M TeM (akToMm, 4YTO MJOJs
typusma B BBII crpanbl cocraBnsier numb 3%, 4TO OTKPOBEHHO MAJIO MJIst
HOpPMAaJILHOTO OONIeHNs Hapo10B Poccum, sxuTesei pa3HbIX €€ perHOHOB MEXIY

cO0OH.

50





