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NMPOLWIIOE U BYAYLWEE TEMATUYECKUX NAPKOB:
BMNEYATNEHUA KNTUEHTA KAK KO3bIPHAA KAPTA

B cmamee paccmampusaemcsa pose erne4amseHuli, nosy4yaemolx nocemumensamu memamu4eckux napKos
KaK 006020 8UGa MypuCMCKUX ammpaKkyuli, (hopmMupyrou4ux YHUKAbHbIU mypucmckull npodykm. Llensto
npedcmasseHHo20 UCC1e008aHUSA A8ASemcs onpedeneHue nepcrieKmMusHbIX HanpasaeHuli cosepuieHcmao-
8GHUA U pazsumus cozdasaembix 8 Poccuu memamuyecKux rnapKos, 8 MOM Yucsie 803MOMCHbIX Crlocobos
rosbiWeHUs Kayecmeaa rnpedocmasnsembix umu ycaye. OCHOBHbIMU Memoodamu UCC/1e008aHUSA MOCAYHCUAU
cucmemHsbIl U cumyayuoHHbIl MoOXo0d, a Makxe hopmasnbHO-Mo2uYeCcKUli aHanu3 u KabuHemHoe uccaedo-
8aHue. Ha ocHose 0630pa Hay4HoU Aumepamypel, 8 Komopol MpedcmasseHsl NOOX00b! K MOHUMAHUIO crieyu-
huyeckux ocobeHHocmeli memMamuyecKux NapKos U 3HaYuMocmu eredyamseHuli mypucma 8 3a80e8aHUU
KAueHmMcKoU /105/16HOCMU, a8MOopbl XapaKmMepu3yrom paszsumue memamu4eckux napkos 8 Poccuu u 3a py-
6exomM, a maKxie OCHOBHble MeHOeHUUU, OKa3biearoujue 8/1UsSHUe HA nepcriekmussl ux pazsumus. Cpedu
OCHOBHbIX meHOeHyuli Mo2ym bbimb ommeyeHbl: KOMBUHUPOBAHUE 371eEMEHMO8, XAPAKMEPHbIX 0715 PA3HbIX
murios napkos; hopmuposaHue cemeli, KOK 8 MepMUHAX KOONepayuoHHO20 83aumodelicmaus co cmelikxos-
depamu rnapKa, MakK U 8 CMbicsie passuMuUsA cemu rnapkos, 0b6veduHeHHbIx Mod obwum bpeHOom; co30aHue
HEeobbIYHbIX MeMamMUuYeCcKUX MapKos, 0Meevarouux crneyugu4ecKum uHmepecam Huwesol mypucmckol ay-
dumopuu; 6osee WupoKoe UCrob308aHUe mexHosoaul supmyansHoli u dononHeHHol peansHocmu (VR/AR
mexHosoeuli). OCHOBHbIMU HAMNpPasaeHUAMU 0anbHelwux ucc1e008aHUl A810MCA CPABHUMEsbHbIU aHaNU3
AYHWUX MPAKMUK YrpaeneHus u paspabomka cucmemsl nokazameseli 0718 OUEHKU Kayecmea mypucmuye-
CK020 NPodyKma, npedocmaessgemozo nocemumesnsm Pocculickux memamuyecKux rnapKos.

Kntoyesble cri08a: memamuyeckue nNapku, mypusm, mypucmckuli npodykm, KAueHmcKue srne4amsaeHus, npu-
8/1eKamesbHOCMb, UHHOBAUUOHHbIE MeXHO02UU
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Introduction

In the twenty-first century, tourism be-
came an important and significant segment
of many developed and transition economies.
Just before the COVID-19 pandemic, the
worldwide growth in tourist flows peaked.
In many strategic assessments and forecasts,
the basic premise was that the higher the
share of inbound tourism in the country, the
higher its economic prospects and its image
in the international arena. Countries rich in
beautiful and unique natural recreation at-
tractions or with a great cultural heritage felt
sure to profit from their popularity as tourist
destinations. Moreover, there was an inten-
sive discussion on the overtourism issues, as
well as on the ways to optimize the loading
of the most attractive destinations and to re-
duce the discomfort and discontent of local
residents [22; 31].

The developments at the beginning
of 2020 have shown how fragile the world
economy is, especially the service sector.
The world tourism industry collapsed so fast
and crucially that there was real trouble for
authorities to organize the return of citizens
that were traveling abroad. Virtually all desti-
nations are now unavailable for tourists. As a
result, lots of industry actors are bankrupts or
close to bankruptcy. Thus, in the U.S. a drop of
80% in 2020 is predicted [29], with the prob-
able total losses of USD 24 billion1.

Nevertheless, life will take its own, as
the past of human beings witnesses. China
is a good example: this country was the first
to enter the coronavirus crisis and the first
to start an economic revival. As for the tour-
ism industry in China, it was an object of
government support, with a clear focus on
domestic tourism, and there are interesting
results worth mentioning. After the govern-
ment removed quarantine measures, ticket
orders have increased by 60%, as compared
to the same period of the previous year.
Moreover, there is evidence that equip-
ment for active travel (backpacks, tents,
etc.) turned out to be among the most
sought goods ordered in online stores - in
spite of the fact that options of active travel

* cnbc.com/2020/03/11/coronavirus-travel-in-
dustry-could-lose-24-billion-in-tourism-from-outsi-
de-us.html (Accessed on April, 25, 2020)

previously were not among the preferred
travel types in China.

So, the prospects of the tourism industry
are not fully negative in the long run but the
struggle for customers promises to be hard
and uncompromising. It is important for ev-
ery industry actor and every destination that
is going to stay alive on the market to be alert
and ready to meet the demand with adequate
supply.

In the article, we will discuss the role
of customer experiences provided by theme
parks that are a special kind of tourist attrac-
tion forming a unique tourist product, which
includes a range of entertaining and educa-
tional services. Thematic parks are parks cre-
ated with a certain theme/concept that gives
the park a unique characteristic and allow
visitors to interpret its more specific function
[10; 24].

The article structure is as follows. Firstly,
we provide a brief literature review on the is-
sues parks as tourism marketing objects, as
well as visitors’ experiences and customer loy-
alty in theme parks management. Secondly,
we describe the development of theme parks
in Russia and abroad. Thirdly, we discuss ma-
jor trends that affect the future development
of theme parks. In the final section, conclu-
sions and suggestions for future research are
provided.

Parks as tourist attractions: the crucial role
of customer experiences

There are a huge number of different
parks all over the world. Actually, any public
space with recreational or other purposes can
get this name, like research park [20] or wind
park [36]. In our case, only parks as tourist at-
tractions are in the focus of study. These parks
are also very different depending on their
purpose and function. At the same time, we
can definitely state that all such parks have
the aim to attract tourists can be defined as
an “institution of pleasure” [11].

Amusement parks have this purpose
directly, which follows from their name [15;
18]. As an example, Luna parks throughout
their long history (the first amusement park
with that name opened on Coney Island, New
York, in 1903) directly performed their func-
tion to entertain visitors by immersing them
“in the world of carefree childhood”. That
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is, nobody “loaded” visitors with practically
nothing other than visiting attractions, cafes,
and restaurants, according to this specific
“genre of pleasure place”.2 This kind of sim-
plified leisure is still attractive for a number
of target audiences but the needs of contem-
porary tourists are usually much broader, so
most amusement parks offer a different “or-
ganization of pleasure” than the sites of festi-
val and leisure that had preceded it [11]. As a
rule, each large amusement park is multifunc-
tional, since “the constant desire for fun calls
for a renewed and versatile portfolio of fun of-
fer and for innovative forms of entertainment
and recreation products” [27, p. 342].

Other types of parks may at first glance
be far from this simple goal. However, no mat-
ter what park is a tourist destination, its target
audience visits it for the sake of getting and
emotions, though the experiences that bring
pleasure may be significantly different.

As an example, the major aim of national
parks and nature reserves is protecting na-
ture, so they pay great attention to the effi-
cient management of natural resources. How-
ever, many of them have developed are now
involved in the operation of tours [13; 21] and
are intended to create a more developed in-
frastructure that ensures conditions for tour-
ists to relax. Since this may cause damage of
nature resources by tourists, all national parks
and natural reserves are highly cautious and
usually offer a minimum level of service to
tourists [12; 13]. At the same time, this is very
attractive for eco-tourists: they go on routes
to be alone, to escape from everyday life, to
get physical activity, to enjoy fresh air, to be
in a group of like-minded people, as well as
for many other personal reasons. Therefore,
from the tourist attractiveness point of view
we can define natural parks as specific expe-
riential contexts providing extraordinary and
memorable experiences of high value for visi-
tors [8; 19].

A number of recent research confirm
that experiential elements are crucial factors
in creating and maintaining successful and

2 In Russia, a specific type of amusement parks cal-
led Parks of culture and leisure is still widespread
after the Soviet times. In some cases, there were
successful attempts to activate the cultural com-
ponent. However, these were mostly amusement
parks for weekends.

profitable amusement parks. Therefore, the
traditional park industry should focus intense-
ly on consumers’ experiential processes [16].

It is noteworthy that in the past decades
the tourism attractions with a thematic charac-
ter turned into increasingly more popular [9].

Theme parks in Russia and abroad

In the history of parks as tourist attrac-
tions, a special place belongs to theme parks.
They have become serious competitors for
traditional amusement parks that were no
longer able to satisfy the ever-growing needs
of tourists.

The global theme park industry has
grown rapidly since the opening of Disneyland
in Anaheim, California in 1955. Every year, the
number of theme parks’ visitors all over the
world was growing rapidly, ahead of the same
indicator for world-famous cultural and his-
torical sights. By the end of 2010, about 189.1
million people had visited the top 25 theme
parks worldwide [23].

There are various approaches to the
Theme Park definition. One of the widely
spread is that a theme park is a large leisure
park with attractions, restaurants, hotels, and
shops that provides its visitors with a wide
range of entertainment, united by a common
theme. Along with the amusement parks, this
approach embraces oceanariums, zoos, dol-
phinariums, and other parks of all possible
entertainments for children and adults. An-
other approach proposes to identify a num-
ber of specific features, distinguishing theme
parks not only from other types of parks but
also from all other leisure and entertainment
facilities.

In any case, the basic characteristics of
thematic parks include their function, loca-
tion, and potential [24]. Belias et al. define
theme parks as “special tourist infrastructure
facilities located on demarcated land areas,
inside or outside residential areas and offer-
ing a variety of services to visitors around one
or more thematic axes” [6, p.77].

We take the approach articulated by
Aleksandrova and Sedinkina [1] as the most
applicable. They consider theme parks as
places for entertainment, recreation, learn-
ing, and games based on certain criteria and
differentiating them from other parks and
recreational areas by the following features:
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Table 1 — Top-10 best world theme parks?

Parameters
Park Name Theme Location Total Annual : Foun-
.. Tickets .
area, | No. of visi- rice dation
ha tors, min P date
1. Magic Kingdom Park. Walt . .
. Walt Disney car- Florida,
:)dlissnni\;‘\llvv;)rrllsl (;’;Lkey so.com) toon characters USA 34 Over 20,0 | 104-139$ 1971
2. Europa-Park Heroes of Euro- Rust,
(europapark.de) pean fairy tales Germany 20 Over 4,5 32-55¢€ 1975
Les
?' uLe dZ‘;Z:‘C’OF;‘; Historical event Epesses, 55 | over20 | 62-116€ | 1977
puy ’ France
Mediterrania, Far
West, México, Chi-
e I s e Beyies, || 117 | Over35 | 60-109€ | 1995
(portaventuraworld.com) Spain
Sesame Street,
Ferrari Land
>. Hangzhou Songchen‘g Park Culture of the Hangzhou, 80-180
(ongcn.com/SongScenic_en/ . 250 Over 10,0 -
About) Song dynasty China yuan
6. Paultons Park — Home of e s e ey
F:apj:o}:fp\;vrir:i " . England 57 Over 8,0 90-120 $ 2018
7. Legoland Billund Billund, 300-600
(legoland.dk) «LEGO» Denmark 14 Over 15,0 DKK 1968
8. Playmobil Fun Park «PLAYMOBIL» Zimdorf, | g5 | oerg0 | 10-80€ 1991
(playmobil-funpark.de) Germany
9. Sochi Park Heroes of Russian Sochi, 1300-2000
(sochipark.ru) folk tales Russia 20,5 Over3,0 rubles 2014
. . . Hollywood, Harry
10. Universal Studio Park (Uni- !
X Potter, Marvel Osaka, 4700-6800
{Sg?i:)s.tl;dlo comics, Minions, Japan = QR Y yen Al
)-co.Jp Jurassic Park

- athematic identity;

- two or more thematic zones;

- asufficient number of attractions to visit;

- great potential for attracting families;

- commercial basis;

- high-quality services;

- organized in a confined space and
with controlled access;

- centralized management of produc-
tion and consumption processes.

In the Table 2, there is a list of Top-10
best world theme parks. It is noteworthy that
all ten parks have all the specific features
listed above, including Sochi Park taking the
ninth place among Top-10.

Still, there is a gap in theme parks
development as compared to many other
countries. The main cause is that in the post-
Soviet period, most parks in Russia were out

of the focus of local and federal authorities
and received almost no funding. That was a
need to survive, not the time to think about
bright thematic coloring.

Nowadays, there is a growing number
of parks functioning as tourist attractions in
Russia. Since there is no overall statistics, Ta-
ble 1 presents the results of our assessment,
based on available open sources*.

3 Source: developed by the authors based on ma-
mainthecity.ru/Travels/Abroad/25-luchshikh-par-
kov-razvlecheniy-i-attraktsionov-evro-
py-po-versii-tripadvisor and  34travel.me/post/
nazvany-25-luchshikh-tematicheskikh-par-
kov-v-mire

4 State report “On the State and Environmental
Protection of the Russian Federation in 2016".
Moscow: Ministry of Natural Resources of Russia,
2017.S. 220, 223.760 s; Decree of the Government
of the Russian Federation of November 18, 2019
No. 1465 “On the Creation of the Zigalga National
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Table 2 — The number of different park types
in Russia as of 01/01/2020°

Approximate ex-
e Number of pensgs for annual
parks maintenance,
min. Rub.
Amusement parks,
water parks, luna 2243 6.5
parks
Ffarks for sports / 148 120.0
fitness
Thematic parks 32 8.3
Parks for culture 317 250.0
and leisure
Ethnographic
Museum Parks 7> 120
Zoos 36 42.0
Exhibition parks 35 18.0
Botanical gardens/ 6 270.0
parks
Arboretums 27 350.0
National / natural 62 6000.0
parks
Safari parks 5 240.0
Forest parks 24 3.5
Water parks 1 7.3

Figure 1 shows that there is a direct pro-
portion between the cost of creating a tour-
ism product in a certain park type and the
number of such parks, though one should
also take into account some other factors. As
an example, the rest of the historic network
of parks for culture and leisure that were
numerous in the Soviet time® still serves as
a cause of such parks’ relative abundance in
contemporary Russia.

Assessments of the market size and
consumer preferences for amusement parks
in Russia are as follows: the market size

Park” ”; Decree of the Government of the Russian
Federation of November 28, 2019 No. 1527 “On
the transformation of the state natural reserve” Pil-
lars ”into the national park” Krasnoyarsk Pillars “”;
Decree of the Government of the Russian Federati-
on of 07.12.2019 No. 1607 “On the creation of the
national park “Koygorodsky“”; Decree of the Go-
vernment of the Russian Federation of December
10, 2019 No. 1632 “On the transformation of the
Gydansky State Nature Reserve into the Gydansky
National Park”; Decree of the Government of the
Russian Federation of December 20, 2019 No. 1735
“On the Creation of the Tokinsko-Stanovoy National

amounted to 8.68 billion rubles in 2016,
and the main factor of the consumer choice
was the proximity of park location [14]. That
means that this market is at the early stage,
and Russian consumers are not yet too
sophisticated and demanding to amusement
parks’ services. Proximity of a theme park can
be an important factor of consumer loyalty,
especially for urban parks, but is not the only
factor if there is enough places for choice [7].
Widyahantari and Rudiarto also underline
that proximity distance is not only the main
reason for visiting a park but also influenced
by attractiveness and the suitability of
the theme with the local community’s
characteristics [35].

So far, only Sochi Park and Zaryadye Park
in Moscow are able to compete successfully
at the international level. It will take some
time to develop a sufficient number of world-
class theme parks in Russia. At the same time,
the pause in the theme parks functioning
due to the COVID-19 pandemic is not only
a danger of bankruptcy but also a chance to
study best management practices in order to
find better starting points for post-pandemic
competition in the market.

As a rule, each large theme park is
multifunctional, but with a pronounced
artistic and figurative orientation. A number
of studies conducted in different countries
confirm that physical setting, interaction
with staff, as well as interaction with other
customers, have a significant impact on
theme park visitors’ delight and satisfaction,
and finally on park visitors’ loyalty [2]. Highly
important are emotional factors and the
need to share experiences with friends and/
or family [3; 33]. Kao et al. indicate that
immersion, surprise, participation, and fun
are four important experiential qualities

Park” ”; Decree of the Government of the Russian
Federation of December 24, 2019 No. 1807 “On
the creation of the national park “Kytalyk””; Dec-
ree of the Government of the Russian Federation
of December 25,2019 No. 1839 “On the creation of
the Samursky National Park”; Parks of culture and
rest. Statistical Information. 2019. URL: opendata.
mkrf.ru/opendata/7705851331-stat_parks

> Source: developed by the authors based

& By the mid-1970s, there were more than 1,180
parks of culture and leisure with an extensive infra-
structure in the USSR.
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Estimated costs of creating a tourism product, min.Rub.

A
=250 National parks/ Botanical gardens )
natural reserves (parks), arboretums
15-250 Safari parks Zoos Parks of culture and
leisure
Local
<15 Hydro, s, Ethnographicparks amusementparks,
forest parks includingthemeparks
0 60 100 >100

Number of parks in Russia

Figure 1 — Approximated costs of creating tourism product for different park types in Russia

for satisfaction and loyalty intentions [16].
Therefore, theme parks are in search of new
ways to enhance experiential elements that
create positive customer emotions and thus
are attractive for their target audiences.
Future of theme parks: new experiences
and new technologies

One of the contemporary trends in
theme parks’ development is the search for
effective combinations with new elements
from different park types.

A successful example of combining
a national and theme park is Jiuzhaigou
National Park (China). Jiuzhaigou National
Park is among the top seven most beautiful
national parks in China.” Tourists admit as
the most attractive feature of this park the
opportunity to go along routes with almost
untouched nature and at the same time
plunge into various Chinese legends and see
historical places storing secrets of the ancient
civilization. This combination serves as the
basis for the development of individual routes
as thematically oriented tourist products.

Networking is also an important trend
in the industry, both in terms of collaborative
relationships with park stakeholders and in
terms of building networks of parks under a
single brand. Building a network of mutually
beneficial relationships between different
theme park stakeholders helps to implement

7 http://tursovety.ru/nacionalnye-parki-kitaya/na-
cionalnyj-park-jiuzhaigou.html

complex transactions specific to the tourism
and hospitality industry, to neutralize potential
weaknesses and weaknesses of individual
participants, to reduce costs in joint centralized
procurement and marketing campaigns, to use
joint customer base (CRM) to customize tourist
product and develop loyalty programs [4; 5].
Building a network of theme parks under a
single brand is in line with the overall trend
in tourism and hospitality [4; 28]. The biggest
theme park network is the 12 Disney Theme
Parks around the world. The main positive
effects of this strategy are economies of scale,
providing a guaranteed level of service through
common standards, transfer of knowledge and
best practices, single positioning that leads to
increased awareness [30].

Another contemporary trend is due to
the increasingly diverse interests of tourists,
more and more noticeably divided into many
specific target audiences. Meeting their
special needs pushes the creation of new
theme parks (Table 3). Some of them are quite
unusual but this constitutes specific customer
value and thus attracts enough tourist flow.

Of course, everything has its limits when
you try to evoke new and amazing tourist
experiences. One can recall a well-known joke:
no one doubts that the impressive explosion
of the Yellowstone volcano can raise the park
to the pinnacle of worldwide fame and appeal
- but it will immediately put an end to visiting
it by tourists.
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Table 3 — Top-10 unusual world theme parks®

Title

Thematic focus/orient

Location

1. Holy Land Experience

The theme park is dedicated to presenting the Bible events in
various forms: dramatic reconstructions, flash mob actions, mod-
els of biblical cities, educational seminars led by various scholars
and theologians, etc.

Orlando, Florida,
USA

2. Memory Village

Founded by Ron and Carla Bluntschli from Haiti, the park pro-
vides people with experience what it feels like to be a slave. Visi-
tors receive clothing, food, and a one-day slave life experience,
which then ends in rebellion.

Honolulu, Haiti

3. Dwarf Empire

In this park in Southern China people of small stature are the ma-
jor actors who are presenting sing and dance shows for visitors.

Kunming, China

4. Children’s Republic

This child-sized theme park is a product of the Eva Perén Founda-
tion. The Venetian Bank, the Indian Palace of Culture, the medi-
eval church, the fire department - all in all thirty-two buildings
with recognizable architecture from around the world are built
to the size of ten-year-old children.

La Plata, Argentina

5. World Joyland

This park is the world of computer games and Starcraft. The park
visitors can find the orc villages of Azeroth, are able to take part
in battles with aliens among the stars, or in travels on popular
missions of computer games.

Changzhou, China

6. Suoi Tien Park

In this park, religious buildings and sculptures, the figures of em-
perors, dragons, and characters from Buddhism are combined
with carousels, a zoo, a crocodile farm, a cinema, an aqua park, etc.

Ho Chi Minh City,
Vietnam

7. Tierra Santa

In this park, visitors can see biblical characters in a Middle East set-
ting. One of the most impressive installations is the 12-meter-tall
mechanical «resurrecting» Jesus rising above Calvary every hour.

Buenos Aires,
Argentina

8. BonBon-Land

In this park, there are unusual rides and statues such as an evil
rat or a pissing dog. The kids like them because they often eat
sweets produced by the local confectionery factory in the form
of animal figures in unusual poses and situations.

Holmegaard, Den-
mark

9. Love Land

The park is a popular destination for honeymooners, “teaching
them to love each other”.

Cheju Island, South
Korea

10. Sanrio Puroland

This pair of theme parks is dedicated to the Hello Kitty character.
Puroland offers indoor entertainment, while Harmony Land of-
fers outdoor activities, including costume dances, theater perfor-
mances, attractions, restaurants, and souvenirs.

Tokio, Japan

At the same time, there is a quite safe
opportunity to have any emotions associated with
disasters and other events that are too dangerous
or impossible in ordinary life. It is possible due to
the fast development of virtual reality (VR) and
augmented reality (AR) technologies that have
become a new round of digital technologies,
with important consequences for international
competitiveness in the tourism and entertainment
industry [26; 32; 34].

That is why there is a distinct trend
to apply VR/AR technologies in traditional

8 Source:developedbytheauthorsbasedonbugaga.
ru/interesting/1146766997-top-25-ochen-stran-
nye-tematicheskie-parki.html and kulturologia.ru/
blogs/210816/31000/

theme parks [17]. As an example, Walt Disney
Imagineering and Disney Research Ziirich are
building a projector-camera toolbox to help
create spatially augmented 3D objects and
dynamic, interactive spaces that enhance the
theme park experience by immersing guests
in magical worlds [25].

Moreover, there is also a growing
number of VR parks. Some of them are
already quite famous (Table 4) and especially
attractive for the Millennials and the Gen Z
(iGeneration) from large cities of the USA,
Europe, Southeast Asia with higher than
average income, addicted to computer games,
active users of the Internet, social networks,
and smartphones.



CoBpeMeHHble NPOGAEMbI CEPBUCA U TYPU3IMA

Ne 2/2020 Tom 14

Table 4 — Top-5 World VR Park and VR Zones®

Title Thematic focus Location / year

1. Oriental Science virtual races, trips with aliens to the most colorful places in the country, | Guizhou, China

Fiction Valley bungee jumping, mounted on a giant robot (35 VR attractions) 2016

2. VR Park Tokyo ability to dive into extreme adventures, amazing worlds and fantastic | Tokio, Japan
universes (11 VR attractions) 2016

3. VR Zone Shinjuku | auto racing, downhill skiing, mountain climbing, horror, puzzles, battle Tokio, Japan
with monsters, fishing, virtual cafe (13 VR attractions) 2017

4. VR Park Dubai skydiving from a plane flying over the city, racing on aerial drones, Dubai, United
multiplayer shooters and winter sports, two-level spaces for parkour Arab Emirates
(20 VR attractions) 2017

5. VR Park Samsung | Simulations of NASA space missions — Moon for All Mankind. Effect of New-York, USA

837 real gravity, the complete illusion of walking on the lunar surface 2018

Visitors of VR parks, as is stated at
the site of the VOID VR Park, can “step be-
yond their reality into any one of an infinity
of possibilities: places where dreams and
nightmares have substance, hopes and fears
can be touched and worlds without number
await to be experienced and explored”.*
Such parks, equipped with special rooms
and powerful platforms full of special effects
for playing in virtual reality, give their visitors
a “feeling of presence”. As a result, “this VR
experience is the factor that’s driving their
overall satisfaction, intent to revisit and to
recommend the theme park to their friends
and families” [26, p.289].

All these trends open quite interesting
prospects for Russian  tourism and
entertainment industry. For example, Russian
national parks can develop a tourist product
that does not damage the core natural
objects by highlighting thematic zones and
routes connected by thoroughly elaborated
interpretations bridging nature and history,
culture, or legendary local points of interest.

As for the experience of using such
technologies in Russia, there is still a gap in
this area but the growth rate of the Russian
market for VR/AR technology is very high
[32], and the main area of application of VR/
AR technologies in Russia is entertainment.
Therefore, the idea of developing thematic VR
parks looks not too ambitious or impossible
to realize in Russia. This is a promising avenue
also in the light of problems arisen in the

° Source: computerra.ru/230862/vr-parki-no-
vyj-format-razvlechenij/
10 What is the VOID. URL: thevoid.com/what-is-the-void/

tourism industry due to the coronavirus
pandemic.
Conclusions and future research

Our study confirms the role of customer
experiences as a trump card for the successful
development and functioning of theme
parks. To provide the experiences that lead to
customer satisfaction and loyalty, theme park
management have to ensure good quality of
all services, not only entertainment part of
the tourist product, but with a pronounced
theme orientation. There are many
components to take into account, including
physical setting, collaborative interaction with
all park stakeholders, understanding of target
audience needs and interests, emotional
aspects of customer perception, as well as
profitability considerations.

Major trends that affect the future
development of theme parks are as follows:

- search for effective combinations with
new elements from different park types;

- networking, both in terms of
collaborative  relationships ~ with  park
stakeholders and in terms of building

networks of parks under a single brand;

- creation of unusual theme parks that
meet the specific interests of niche tourists
audiences;

- increased use of VR/AR technologies
in traditional theme parks, and a growing
number of VR parks highly attractive for
young generations.

The analysis of the Russian market
shows path dependence in terms of specific
market structure inherited after the USSR
and the consequences of the general tourism
and hospitality industry collapse in the early
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post-Soviet period. At present, the market | countries, Russian theme parks can reduce
is suffering one more collapse caused by | the backlog if they use the pause to analyze
the COVID-19 pandemic. Being in the same | better international examples as a benchmark
difficult situation as all theme parks in other | and try to ride new directions and niches.

10.

11.

12.
13.

14.

15.

16.

17.

18.

19.

20.

21.

22.
23.

24,

25.

References

Aleksandrova, A. Ju., & Sedinkina, O. N. (2016). Tematicheskie parki mira [Thematic Parks of the World].
Moscow: Knorus. (In Russ.).

Ali, F., Kim, W. G., Li, J.,, & Jeon, H. M. (2018). Make it delightful: Customers’ experience, satisfaction and
loyalty in Malaysian theme parks. Journal of Destination Marketing & Management, 7, 1-11. doi: 10.1016/j.
jdmm.2016.05.003

Anagnostopoulos, V., Kosmopoulos, D., Doulamis, A., Makris, A., Lalos, C., & Varvarigou, T. (2006). Automated
production of personalized video content for visitors of thematic parks. In 2" IEE International Conference on
Intelligent Environments, Athens, Greece.

Baggio, R. (2011). Collaboration and cooperation in a tourism destination: a network science approach. Current
Issues in Tourism, 14(2), 183-189.

Baggio, R., & Sheresheva, M. (2014). Setevoy podkhod v ekonomike i upravlenii: mezhdistsiplinarnyy kharakter
[Network approach in economics and management: The interdisciplinary nature]. Vestnik Moskovskogo univer-
siteta. Seriya 6: Ekonomika [Moscow University Economis Bulletin. Series 6], 2, 3-21. (In Russ.).

Belias, D., Koustelios, A., Flabouras-Nietos, I., Zournatzi, E., & Velissariou, E. (2017). Customer Income and
Intention to Revisit a Thematic Water Park — The Case of Tsilivi Waterpark in the Island of Zakynthos, Greece.
International Journal of Cultural and Digital Tourism, 3(1), 75-72.

Bonfantini, G. B. (2016). Not only for tourists: the historic urban landscape as infrastructure for livable contem-
porary cities. URL: http://hdl.handle.net/11311/997979 (Accessed on May, 20, 2020).

Caru, A., & Cova, B. (2008). Small versus big stories in framing consumption experiences. Qualitative Market
Research: An International Journal. 11(2), 166-176. doi: 10.1108/13522750810864422.

Csapo J., & Berki M. (2008). Existing and future tourism potential and the geographical basis of thematic routes
in South Transdanubia, Hungary. In International Conference of Territorial Intelligence, Besangon, France. pp.1-
10. URL: halshs.archives-ouvertes.fr/halshs-00516130

Dewancker, B. J. (2019). Understanding of Visitors Perceptions from Online Reviews of Thematic Parks in Band-
ung City, Indonesia. International Conference on Beyond Growth: Bridging Wakamatsu+ Tobata, Japan. Section:
Urban Planning and Sustainable Development). JAILCD, 91-96.

Dobryden, P. (2013) The institution of pleasure: From display to environment at the Berlin Lunapark. Studies in
European Cinema, 10:2-3, 157-178. doi: 10.1386/seci.10.2-3.157_1

Everhart, W. (2019). The national park service. N..: Routledge.

Frost, W., Hall, C. M. (Eds.) (2009). Tourism and national parks: International perspectives on development, his-
tories, and change (Vol. 14). N.Y.: Routledge.

Ivanoy, V. V. (2018). Ob’em i dinamika rynka tematicheskikh parkov v Rossii [Volume and market dynamics of
theme parks in Russia]. Ekonomika: vchera, segodnya, zavtra [Economics: Yesterday, Today and Tomorrow], 8
(10A), 100-110. (In Russ.).

Kane, J. (2016). The architecture of pleasure: British amusement parks 1900-1939. N.Y.: Routledge.

Kao, Y. F., Huang, L. S., & Wu, C. H. (2008). Effects of Theatrical Elements on Experiential Quality and Loyalty Inten-
tions for Theme Parks. Asia Pacific Journal of Tourism Research, 13(2), 163-174. doi: 10.1080/10941660802048480.
Kim, K. C. H. (2017). Study of theme park attractions using virtual reality and augmented reality technologies.
Journal of Digital Convergence, 15(9), 443-452.

Kruczek, Z. (2011). Amusement Parks as Flagship Tourist Attractions. Development and Globalization. Economic
Review of Tourism, 3, 1-11.

Lebrun, A. M., Su, C. J., Lheraud, J. L., Marsac, A., & Bouchet, P. (2017). Experiential Context and Actual Ex-
periences in Protected Natural Parks: Comparing France Versus Taiwan. Consumer Behavior in Tourism and
Hospitality Research (Advances in Culture, Tourism and Hospitality Research), 13, 97-118. doi: 10.1108/51871-
317320170000013006.

Link, A. N., & Scott, J. T. (2017). US university research parks. In Universities and the Entrepreneurial Ecosystem.
Edward Elgar Publishing.

Luo, J. C., & Zheng, J. M. (2008). Ecotourism in nature reserves in China: current situation, problems and solu-
tions. Forestry Studies in China, 10(2), 130-133.

Milano, C., Cheer, J. M., & Novelli, M. (2018). Overtourism: a growing global problem. The Conversation, 18, 1-5.
Milman A, Li X., Wang, Y., & Yu, Q. (2012). Examining the guest experience in themed amusement parks: Pre-
liminary evidence from China. Journal of Vacation Marketing, 18, 313-325.

Munavir, Koerniawan, M. D., & Dewancker, B. J. (2019). Visitor Perceptions and effectiveness of place branding strate-
gies in thematic parks in Bandung City using text mining based on Google Maps user reviews. Sustainability, 11(7), 2123.
Mine, M. R., Van Baar, J., Grundhofer, A., Rose, D., & Yang, B. (2012). Projection-based augmented reality in
disney theme parks. Computer, 45(7), 32-40.



CoBpemeHHble NPOGAEMbI CEPBUCA U TYPU3MA Ne 2/2020 Tom 14

26. Nayyar, A., Mahapatra, B, Le, D., & Suseendran, G. (2018). Virtual Reality (VR) & Augmented Reality (AR) tech-
nologies for tourism and hospitality industry. International Journal of Engineering & Technology, 7(2.21), 156-
160.

27. Reyes, A. Y., Ochoa, C. A., Chavez, D. A. S., & Teran, E. (2020). Intelligent Touristic Logistics Model to Optimize
Times at Attractions in a Thematic Amusement Park. In Smart Systems Design, Applications, and Challenges. N.Y.:
IGl Global, 341-362.

28.  Safaryan, A. (2019). The concept of creating a network of ethnographic parks of the Armenian nation. /OP Con-
ference Series: Materials Science and Engineering, 698(3), 033-053.

29. Sheresheva, M. Y. (2020). Coronavirus and tourism. Population and Economics, 2, 72-76. doi: 10.3897/
popecon.4.e53574.

30. Sheresheva, M. Y., & Baggio, R. (2014). Network approach in the study of tourist destinations: new trends. Initia-
tives of the 21st Century, 2, 58-63.

31. Sheresheva, M. Y., Poljanskaja, E. E., & Oborin, M. S. (2019). Neobhodimost’ sistemnogo podhoda k razvitiju
turistskih destinacij v uslovijah rastushhej ugrozy overturizma [The need for a systematic approach to Russian
tourist destinations development in the growing perils of overtourism]. Sovremennye problemy servisa i turizma
[Service & Tourism: Current Challenges], 13(4), 74-84. (In Russ.).

32. Sheresheva, M., & Semenda, I. (2017). Prospects of VR/AR technologies in the experience economy. Journal of
Entrepreneurship & Innovation, 9, 1-15.

33. Slatten, T., Krogh, C., & Connolley, S. (2011). Make it memorable: customer experiences in winter
amusement parks. International Journal of Culture, Tourism and Hospitality Research, 5(1), 80-91. doi:
10.1108/17506181111111780.

34, Wei, W, Qi, R., & Zhang, L. (2019). Effects of virtual reality on theme park visitors’ experience and behaviors: A
presence perspective. Tourism Management, 71, 282-293.

35. Widyahantari, R., & Rudiarto, I. (2019). Evaluation of Thematic Parks in Bandung City Based on Spatial Equity
Perspective. KnE Social Sciences, 658-673.

36. Yu, T, Behm, H., Bill, R., & Kang, J. (2017). Audio-visual perception of new wind parks. Landscape and Urban
Planning, 165, 1-10.

TYPAAUAXKECT

TOURDIGEST
POCTYPU3M NPOCNOHCUPYET TMMNUHTU

dhs lnaBa PocTypusama 3apuHa [orysoBa Ha npecc-koHpepeHumn 16 mntoHs 2020 r. 3a-
Q\’g‘g},‘!—g‘” ABWNA, YTO BEAOMCTBO B bauKalilee Bpems byaeT rotoso puHaHCMpoBaTb B popme rpaH-
S % 2 108 [0 70% 3aTpaT 6M3HECA Ha CTPOUTELCTBO KEMMMHIOB 1 MISMMUHIOB. Pasmep rpaHTa
:f"m @ % cocrasut 80 3 MAaH. pyb. CpeacTBa LO/IKHbI MOWTU Ha BO3BeAEHME MOAY/bHbIX OTesen
NALA  (I3MNMHIOB), aBTOKEMMMHIOB, 0bYCTPOMCTBO 3KONOMMUYECKMX TPON, pa3BaeKaTesbHoM
“w» NHOPACTPYKTYpPbl, UHGOPMALMOHHbIX TabinyeK. «M TyT OYeHb BaXKHO, YTO OAMH U TOT XKe
MHBECTOP CMOKET NoAaTb 3aABKY KaK Ha PacCLUMpPEHUE YKe UMEIOLLLEroca IMaMMNUHIA UKW CO3L4aHWNE HOBO-
ro, Tak ¥ Ha 06YCTPOICTBO TEPPUTOPUM BOKPYT», — nosicHMna 3. Jorysosa.

3. [lory3oBa cuuTaeT, 4To peanu3aLma 3TOro NpPoekTa 0cObeHHO aKTyasbHa B YCNOBMAX, KOraa poc-
CUAHE He MOTYT Bble3)KaTb Ha OTAbIX 3a rpaHuLy: «Mbl YyBCTBYEM TPOWHYO OTBETCTBEHHOCTb Nepes Ha-
LWMMM FPaXKaaHaMK1, NO3TOMY Mepa NOALEPMKKU HALIKUX NpeanpuHMMaTenel paccymMTaHa Ha To, 4Tobbl 3a
WI0/Ib—aBryCT 3HAYMTENbHO PACUMPUTL NPEA/IOKEHNE B YacT KOMDOPTHOIO oTAbIXa B Poccun. Mol Begem
paboTy C perMoHamu, 4Tobbl YCNeTb yKe 3TUM NeTOM co3a4aTb nopaaka 100 TakMx MOAYAbHbIX MPOEKTOB
— KEMMWHIOB, M3MMUHIOB, CTOAHOK AN aBToMobuaen», — noacHuna oHa. «Co3gaHue rMaMnuHra He cBa-
3aHO C MaCLITaBHbIMN UHBECTULMAMM U AJIUTENIbHLIMU CPOKAaMM CTPOUTENLCTBA, YTO Ae/1aeT UX NPUBAEKa-
TeNbHbIMU /151 UHBECTOPOB U NPEeACTaBUTENEN MAIOTO U CPeAHEro NpeanpuHMmMaTensCTsa. Npu nomowm
TNIMMUHIOB Mbl MOXeM BbICTPO HACLITUTb KaYeCTBEHHOM TYPUCTUYECKON MHPPACTPYKTYPOI Te MecTa, rae
0 CYLLLeCTBOBAHMM OTe/Ie U FOCTUHULL, MPUXOANUTCA TONbKO MEUTATb».

TNIMMUHIM U KIMIUHIU Y3Ke NOABAAIOTCA B XKMBOMUCHbBIX MECTaxX Mo BCEM CTPaHe, HAWTU UX MOMKHO B
pasNnyHbIX pernoHax LleHTpanbHoi Poccuun. Moaa nocteneHHo NpUXo4uT U B Apyrue cybbeKkTbl PO. EAnH-
CTBEHHOE OrpaHuMYyeHne no 3TMM BMAAM PasMeLLeHUsA — Ce30HHOCTb. Mo AaHHbIM 3KCMepToB, CTOMMOCTb
YCTaHOBKM OAHOIO CTPOEHMA B IMIMMUHTE UAN LOMUKA AN COBPEMEHHOTO KEMMUHIA HauyMHaeTcAa oT 450
TbiC. p. OKynaemocTb — OKONO 2 NeT.

UcmouHuKu: russiatourism.ru, tourism.interfax.ru,
atorus.ru, profi.travel



