KOAOHKA TANABHOTO PEAAKTOPA

EDITOR'S NOTE

3MOLMOHA/bHbIA MAPKETUHT: CYLLHOCTb U NPUMEHEHUE
B OTEYECTBEHHOW MHAYCTPUU TYPU3IMA U CEPBUCA

lnobanbHaa TpaHchopmaLma pbliHKA Ty-
PUCTCKUX YCAYT, YCUNIEHUE KOHKYPEHTHOWM
60pbbbl 1 yTBEPKAEHWE NAPAAUTMbI IKOHO-
MWKW BNEYaTNIeHUI AenatoT TPaaULMOHHbIe
pauMoHanbHble NOoAXOAbl K MPOABUMKEHWMIO
BCe MeHee pe3ynbTaTMBHbIMU. CerogHALl-
HUI noTpebutenb, 6yab TO NyTewecTBeH-
HWK, BblbUpalOWNA HanpaBieHWe, UAM NO-
cToAnel, roCTUHMULbI, OCyWecTBAAeT Bbl6op
npevmyLLecTBeHHO Ha apPpeKkTUBHOM ypoB-
He. B ocHoBe ero pelleHuin nexkat He CTO/b-
KO YTUAWUTapHble XapaKTepPUCTUKM MNPOAYK-
Ta, CKOJIbKO MPOrHO3Mpyemble nepermMBaHuUA
M CYObEKTUBHbIA OMNbIT B3aUMOLENCTBUA
c bpeHpgom (Kotnep, Kaptagkais, CeTbsiH,
2019)!. MomobHaa TpaHchopmaumsa noTpe-
6uTenbckoro noseseHnA obycnaBanBaeT Bbl-
COKYI 3HAYMMOCTb M3YYEHMA IMOLMOHANb-
HOFO MapKeTMHra Kak CTpaTernyeckoro
pblyara ana obecneyeHUA KOHKypeHToCno-
COBHOCTU U PE3UIbEHTHOCTU/YCTOMYMBOCTM
OTeYeCTBEHHbIX NpeanpuatTMin chepbl cep-
Buca. Llenbto BCTynuMTenbHOro cnoBsa BbICTY-
naeT pacKpbITMe coaepKaTebHOW CyTH 3Mo-
LMOHANbHOFO MapKeTWHra, a TaKXe aHaaus
NPaKTUYECKMX MEXaHU3MOB ero BHeApeHuA
B POCCUICKYIO MHAYCTPUIO TYpU3Ma U rocte-
NPUMMCTBA B KOHTEKcTe LMGbPOBOM TpaHC-
dopmaumn 1 coumanbHOM HecTabuabHOCTH.

Moa, SMOUMOHANbHBIM  MapKETUHIOM
(emotional marketing) noHumaeTtca Kom-
MYHWKAUMOHHAA  CcTpaTerusa, Hanpas/eH-
HaA Ha ueneHanpasneHHoe GpopmupoOBaHMe
WU perynmpoBaHMe 3MOLMOHANbHbIX OTKAK-
KoB ueneBon aygutopun. Ecam knaccuue-
CKMI paLMOHaibHbIA MapKeTUHT onepupyeT

JNIOTUYECKMMM [0BOJAMU (CTOMMOCTb, YpO-
BEHb KauyecTBa, QYHKUWMOHAN), TO 3amoumo-
Ha/ZbHbIM MOAXOZ BbICTPAMBaET TNyb6OKYHO
NCUXO/IOTMYECKYIO NMPUBA3AHHOCTb MEXAY ro-
CcTeM/TypucTOM 1 BpeHAoM, TpaHChopmMUupyn
pa3oBble TPaH3aKUMW B YCTOMYMBYO AOATO-
CPOYUHYHO NoANAbHOCTL (Schmitt, 1999)2.

TeopeTuKo-meTog0NOTMYECKUI  Basuc
[aHHOro HanpasneHua 6asupyeTca Ha Tpex
byHOaMeHTaNbHbIX  MONOXKeHUAX. Bo-nep-
BblX, 3TO BbIBOAbl Helpobuonora A. Jama-
CMO, KOTOPbIN 3KCMEPUMEHTA/IbHO NOATBEP-
AWA, 4TO MpUHATUE pelleHnin 6HasupyeTca
NPeUMYLLECTBEHHO Ha 3MOUMAX, TOraa Kak
nornyeckoe 060CHOBaHWE BbICTYMaeT NULLIb
BTOPWYHOM, NocTdakTym paLmoHanunsaumen
y)Ke caenaHHoro sbi6opa (Damasio, 1994)3.
B0-BTOPbIX, 3TO KOHLENLMA SKOHOMUKK Bre-
yatneHuit (b. NaH 1 . TMamop), nocTynm-
pytoLLas, YTO UCTUHHAA LLEHHOCTb MPOAYKTa
3aK/I0YaeTCA He B ero yTU/AWTApHbIX CBOM-
CTBax, a B CNOCOOHOCTU reHepupoBaTb YHU-
Ka/ibHbIM M 3anomuHatowmiica onbiT (MaitH,
fmnmop, 2007)% B-TpeTbux, 3TO aganTta-
LUMA TEOpPUU IMOLMOHANBLHOTO UHTE//IeK-
Ta K BpeHA-MeHeXMEHTY, rae peLlaoLLyto
poO/ib UrpatT camoco3HaHue bpeHaa, smna-
TUA U HaBbIKM COLMANIbHO-MCUXOIOTUYECKOTO
B3aMmogencTeua c ayautopuein (lfoynmaH,
2018; Kandepep, 2007)°.

Ona vHOycTpuuM TypuM3ama W CepBuCa
SMOULMOHA/bHbINA MapKEeTUHT MMEeT KPUTU-
YyecKkoe 3HaYeHWe B CUY HemaTepuaibHOM
M npoueccyanbHON NpupoAabl Camoro npo-
AyKTa. MOCKONbKY TYPUCTCKYHO YCAYTy HEBO3-
MOHO OLLEHUTb WAW «MPOTECTMPOBATbY A0

1 Kotnep ®., Kaptagxana X., CetbAH U. MapkeTuHr 4.0. Pa3BopoT K undpoBbiM TexHonornam. — M.: IKcmo,

2019.-224 c.

2 Schmitt B. H. Experiential Marketing. Journal of Marketing Management. —1999. — Vol. 15, Ne 1-3.—Pp. 53-68.
3 Damasio A. Descartes’ Error: Emotion, Reason, and the Human Brain. — New York: Putnam, 1994. 312 p.
4 MaiH b. ., Tuamop K. X. DKOHOMMKA BrneyaTneHunin. PaboTta — 370 TeaTp, a KaxKablii 6U3Hec — cueHa. — M.:

BepwwuHa, 2007. — 272 c.

5 FToynmaH [l. IMOLUMOHANbHbIN MHTENNEKT. [To4emMy OH MOXKET 3HauuTb 6onblue, yem |Q. — M.: MaHH, UBaHoB
n ®epbep, 2018. — 544 c.; Kandepep XK.-H. BpeHa Hascerga: cosgaHue, pa3sBuTHUe, NOALEPHKKA LEHHOCTN BpeH-

Aa.— M.: BepwuHa, 2007. — 448 c.
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MOMeHTa ee daKkTuyeckoro notpebneHus,
onpegenaowmm daktopom Bbibopa cTaHo-
BUTCA He CTO/NIbKO OOBEKTMBHOE KayecTBO
CepBM1Ca, CKOJIbKO NpeaBOCXMLLAOLME IMO-
umn (anticipatory emotions), KoTopble ¢op-
MUPYIOTCA Y NoTpebuTena noa BO3L4ENCTBU-
eM KOMMYHWKauui 6peHaa eue A0 Havana
nytewecTsus (LmutT, 2005) 2.

B coBpemeHHbIX POCCUMCKUX peanunax
WMHAYCTPUN FOCTENPUMMCTBA U TYPU3MA SMO-
LMOHANbHbIN MapKeTUHT HAaXo4MUT CBOE Bbipa-
XeHue yepe3 pag cneumudUUYecKUX MHCTPY-
MEHTOB U MEXaHM3MOB, KOTOpPble OMMuCaHbI
HUKe.

Y4ynuTbiBas CEermeHT UHAYCTPUM U CyLl-
HOCTb MPUMEHAEMOrO MHCTPYMEHTA, a TaKKe
HEeKOoTopble OTeYecTBEHHbIE Kelicbl U Gopmu-
pyembie MCUXO3IMOLMOHANbHbIE COCTOAHMA,
MOXHO ByaeT NnpefnonoKUTb HEKOTOPbIE U3-
MepuMble OnepaLMoHHble U KayeCTBEHHble
pe3ynbtatbhl ana 6usHeca. PaccmoTpum 3Tn
CEermeHTbl, MPaKTUYECKUIN OMbIT POCCUIACKUX
npeanpuATUii chepbl cepauca.

1. Cdepa pasmeweHns (roCTUHUYHDIM
6usHec). UHcmpymeHmapuli. CeHCOPHbIN
6peHaAMHT M apOMaMapKeTUHr, npeanona-
ralouime KOHCTPYMPOBAHWE IKCKJIO3UBHOWN
MY/IbTUCEHCOPHOW aTMocdepbl NOCPeLCTBOM
BHEAPEHUA YHMUKA/IbHbIX 3aMaxoB, aKycTuye-
CKOro Au3aiiHa M TaKTUJIbHbIX CBOMCTB TEK-
CTUNbHbBIX M3aenuin. lipakmuka. BHeapeHne
dupmeHHoro apomata AZIMUT Scent B 30Hax
nob6m cetn AZIMUT Hotels; agantauma 3By-
KoBOro ¢oHa 1 CBETOBbIX CLLeHapMeB B 3aBU-
CMMOCTM OT BpeMEHM CYTOK B oTenax Radisson
Collection. Lenesbie cocmosaHua. Owyuie-
HWe ytoTa, HOCTanbrua, rybokasa penakcauma
1 3 deKT «BO3BPaALLEHNA B POLHON SOMY.

2. PernoHanbHbii Typusm U Aectu-
Hauuu. UHcmpymeHmapudi. HappaTus-
Hbl OPEeHAMHT W TeppUTOPUANbHBIA CTO-
PUTENNVHI, HanpaB/JeHHble Ha Cco34aHue
SMOLMOHANbHO  OKPALIEeHHbIX CMbICN0BbIX
KOHCTPYKLMIA BOKPYr JIOKaLMM C ONOPOI Ha
ee WCTOPUKO-KY/NbTYpHOE M AuTepaTypHoe
Hacnegwue. llpakmuKka. Peanusauma npoekTta
«Bennkuit Yctior — poauHa desa Moposay,

no3nuMoHnpoBaHne Kapennun Kak «Kkpaa Tbl-
CAYN 03ep U nereHa», 3anyCK MMMEPCUBHDbIX
MaplpyToB B AnekcaHApoOBCKon cnoboge
(nepuoga npasneHusa MeaHa MposHoro). Lese-
8ble cocmoAHuA. BaooxHoseHue, yansneHue,
HOCTasibrmyeckme 4yeCTBa M ouwyuieHne nny-
HOM CONPUYACTHOCTMU.

3. Chepa obLecTBeHHOro NUTaHusA (pe-
CTOpPaHHbIN  6usHec). UHcmpymeHmapull.
®Pya-CTOPUTENIMHT M 3IMOLMOHANbHAA ra-
CTPOHOMMA, TpaHchopmUpyowme noaadvy
6nl04a B TPAHCAALMIO KY/JbTYPHOTO KoAa,
MUCTOPUYECKOTO KOHTEKCTA M JIMYHbBIX Happa-
TMBOB Wed-noBapa. Mpakmuka. KoHuenuua
pectopaHos White Rabbit Family (b. 3apb-
KOB), rae Kaaoe 61040 nogaetca C UCTO-
puel NPOUCXOXKAEHUA UHIPEANEHTOB, U CETb
«TepeMoK», 3KCMAyaTUpyloLWas HappaTus
O pYyCCKUX Tpaguumax. Llesnesvlie cocmos-
HuA. OlylleHWe AOMALWIHEero yilTa, Tennas
HOCTaNbrus, AOBEPUE U TOPAOCTb 33 HaLMO-
HaNIbHYO KYNbTYpY.

4. TyponepaTopckuit 6usHec. MHcmpy-
meHmapud. YnpaBneHue KAUEHTCKMM Onbl-
ToM (CX-MeHepXMeHT) 4epe3 nepcoHanu-
3aumto, 6asupylowytoca Ha  NPUMEHEHUM
CRM-cuctem ¥ NpPeauMKTUBHON  aHaAUTU-
KW ANnA paspaboTkM MHAUBMAYANbHBIX 3MO-
LMOHANbHbIX CLEHapuveB B3aMMOLENCTBUA.
Mpakmuka. OeAatenbHocTb nnatdopmsbl Level.
Travel (bopmuposaHue nonbopok Ha Hase
ncuxorpadpuyeckux npodunein) n Typonepa-
Topa «enbduH» (OKazaHMe NPOAKTUBHOM 3a-
60Tbl KNMEHTaM Ha 3Tane noc/ie 3aBepLueHnn
noesaku). Lenesole cocmosaHusa. OwylieHne
SMOLMOHANbHOW 3alMLLEHHOCTHN, NpeaBoC-
xuuieHve notpebHoCTel M YyBCTBO MCKPEH-
Hel 3a60Tbl (3TMKa 3a60TbI).

5. UHAycTpua cobbiTUAHOIO Typusma.
UNHcmpymenmapul. UmmepcrBHana TeaTpanb-
HOCTb M MPUHLMMbI coyyacTus, obecneumsa-
owme TpaHchopmaLumio TypmucTa M3 naccms-
HOro cosepuaTtend B aKTMBHOro COTBOpPLLA
npoucxoaawero cobbitTna. lpakmuka. Pea-
nv3auma  dopmatos dectuana  «lpyLInH-
Ckui» (Camapckas 0baacTb), UMMEPCUBHOTO

1 LLIMUTT B. BU3HEC B CTWJ/IE LWOY: MAapKETUHT B KynbType Bnedyatienuit / 6. WmutT, . Poaskepc, K. Bpouoc. — M.:

Bunbamc, 2005. — 399 c.
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CNeKTaKNA-npoMeHaaa «BepHyBLwMeca»
(Mepmb) M macwTabHbIX akuuii TMNa «Houb
My3eeB» B Pa3/IMYHbIX pernoHax. Llesegble
cocmosHus. Tnybokoe BOB/ieYeHMe, KaTap-
CUC, 3CTETMYECKOe MOTPACEHUE U 06OoCTpeH-
HO€ YyBCTBO OOLLHOCTM.

6. UundpoBble TypuUCTMUECKUE CepBU-
cbl. MHcmpymeHmapud. Undposaa amnaTtua
M aflanTUBHbIA TOH KOMMyHUKauun (Tone of
Voice), peannsyemble NocpeacTBOM BHeape-
HUA WWN-koHcbeprkelt n 4yaT-60TOB, cnocob-
HbIX K 9MOLMOHAIbHO OKpaLleHHOMY Anano-
ry. llpakmuka. UHterpaumna UN-accncteHTos
B 3KOCKUCTEMbI NpUAoKeHUn «PXKO Typusm»
N «OCTPOBOK», @ TaK¥Ke WMCMoAb30BaHUe ro-
JI0COBbIX MOMOLLHWMKOB C TMBKOW HacTPOIKoM
TOHA/IbHOCTU B cMcTemax bpoHupoBaHuA. Le-
negvle cocmoAHuA. CHUXKeHWe ypoBHA Tpe-
BOXHOCTM, OLLyLLEeHME MOJHOr0 MOHMMAHMUA
n popmumpoBaHue JoBepua K LMPpoBomMy Ka-
Ha/ly B3aMMOAeNCTBUA.

7. Chpepa SPA u BenHec-ycnyr. UH-
cmpymeHmapuli. TenecHas BOBJIEYEHHOCTb
W puTyanusauusa npoueccos, npegnosara-
owme cosgaHne o0cobbiXx MNPOCTPAHCTBEH-
HO-BPEMEHHbIX PaMOK, KOTOpble TpaHC-
bopMUpyIOT  CTaHZAPTHYHO npoueaypy
B MepCOHa/bHbIW pUTyan camo3aboTsbl. [1pak-
mukKa. Peanusauma SPA-koHuenuumn Wellness
by Rixos (r. Coun) n nporpamm Mandarin Spa
(r. MockBa), npegnaraloWnX UHANBUAYANb-
Hble PUTYyasbl, CUHTE3UPYIOLWME pyCcCKUe BaH-
Hble M alopBeauYeckue Tpaguuun. Llesnessie
COCMOAHUA. BHYTPEHHASA rapMoHUs, oLuyLle-
HWe camoueHHOCTH, rnybokoe paccnabnexHne
M YyBCTBO TOTA/IbHOIrO BOCCTAHOB/IEHUSA.

8. MyseiiHo-BbicTaBoOYHaA cdepa. MH-
cmpymeHmapuli. IMOLMOHaNbHaA My3eo-
NiorMA M NpUHUMAbLI  coy4vacTuAa, obecne-
yuMBalLWMe nepexos OT  KJIACCUYECKOro
3KCMNO3ULMOHHOIO AEeMOHCTPUPOBaHMUA
K KOHCTPYMPOBAHMIO HACbILLLEHHbIX HApPaTHB-
HbIX NPOCTPAHCTB. [Tpakmuka. [leaTeNbHOCTb
MY/NbTUMEAUAHOTO My3eliHOro ueHTpa «Poc-
CMA — MOA UCTOPUA» N MacwTabHbIX Npoek-
TOB TMNa «MMmmepcuBHbIA BaH lor» B8 Mockee
n CaHkTt-MNeTepbypre. Llenegbie coCmMosHUA.
BO3HWKHOBEHME 3MMATUM K WUCTOPUYECKUM
AeATeNnAM, YyBCTBO IMYHOM COMPUYACTHOCTHU
M 3CcTETMYECKoe NoTpACeHMe.

Takum obpasom, KOMMAEKCHoe BHeape-
HMWE WMHCTPYMEHTOB 3MOLMOHA/NbHOIO Map-
KeTuHra obecneymMBaeT CUHepPreTUyYecKkui
onepaumnoHHbIi  3¢ddeKT, Bblpaxkatowmiica
B YCTOMYMBOM POCTE K/IIOYEBbLIX KOMMepYe-
CKMX W penyTaLMOHHbIX NoKasaTenen npea-
npuatmua cobepbl cepsuca. B yacTHocCTw,
buKcmpyeTca yBenuueHne cpeaHero 4Yeka
M NPOJIOHTALMA KIMEHTCKOTO LMKAQ, CHUXKEe-
HUWe ypOBHA OTTOKa NoTpebuTenel n KpaTHbIN
npupocT uHaekcos noanbHocTn (NPS, CSAT),
a TaKXKe cylecTBeHHOe pacwmnpeHme obbema
pekomeHZauuin No npuHuMny «capadpaHHoO-
ro paguo». B cTpaTermyeckoi nepcnektuse
OAHHBIN  MHCTPYMeHTapuii TpaHchopmupy-
eT TPaH3aKLMOHHble OTHOLWEHUA B 3MOLMO-
Ha/IbHO OKPALUEHHYI AOATOCPOYHYHO NPUBA-
3aHHOCTb K BpeHay, dopmupya Tem cambim
yCTONYMBOE KOHKYPEHTHOE MNpenmyLLecTBO
B YC/I0BMAX SKOHOMMKMN BNeYaTAEHNN.

InasHell pedakmop H#ypHana,
0-p hunocockux HayK, npogeccop
Jlapuca XacaHbueesHa laszupeesa
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EDITOR'S NOTE

EMOTIONAL MARKETING: ESSENCE AND APPLICATION
IN THE DOMESTIC TOURISM AND SERVICE INDUSTRY

The global transformation of the tourist
services market, increased competition
and the establishment of a paradigm of the
experience economy are making traditional
rational approaches to promotion less
effective. Today’s consumer, whether
a traveler choosing a direction or a hotel
guest, makes choices primarily on an affective
level. His decisions are based not so much
on the utilitarian product characteristics as
on the predicted emotions and subjective
experience of interacting with the brand
(Kotler, Kartajaya, Setiawan, 2019)!. Such
a transformation of consumer behavior
determines the high importance of studying
emotional marketing as a strategic lever
to ensure competitiveness and resilience/
sustainability of domestic service enterprises.
The purpose of the editor’s noteisto reveal the
substantive essence of emotional marketing,
as well as to analyze the practical mechanisms
for its introduction into the Russian tourism
and hospitality industry in the context of
digital transformation and social instability.

Emotional marketing refers to
a communication strategy aimed at the
targeted formation and regulation of the
target audience’s emotional responses.
While classical rational marketing operates
with logical arguments (cost, quality level,
functionality), the emotional approach builds
a deep psychological attachment between the
guest/tourist and the brand and transforms

one-time transactions into sustainable long-
term loyalty (Schmitt, 1999)2.

The theoretical and methodological
basis of this direction focuses on three
fundamental provisions. Firstly, these are the
conclusions of the neuroscientist A. Damasio,
who experimentally confirmed that decision-
making is primarily based on emotions, while
logical reasoning serves only as a secondary,
post-hoc rationalization of the choice already
made (Damasio, 1994)3. Secondly, it is the
concept of the experience economy (B. Pine
and J. Gilmore), postulating that the true
product value does not lie in its utilitarian
properties, but in the ability to generate
a unique and memorable experience (Pine,
Gilmore, 2007)*. Thirdly, it is an adaptation
of the emotional intelligence theory to brand
management, where brand self-awareness,
empathy and skills of socio-psychological
interaction with the audience play a decisive
role (Goleman, 2018; Kapferer, 2007)°.

For the tourism and service industry,
emotional marketing is critical due to the
intangible and procedural nature of the
product itself. Since it is impossible to
evaluate or “test” a tourist service before its
actual consumption, the determining factor
of choice is not the objective service quality
but anticipatory emotions, which are formed
by the consumer under the influence of brand
communications even before the trip starts
(Schmitt, 2005)°.

1  Kotler, Ph., Kartajaya, H., Setiawan, I. (2019). Marketing 4.0. Razvorot k cifrovy'm texnologiyam [Marketing 4.0.
Turning to digital technologies]. Moscow: Eksmo. (In Russ.).

2 Schmitt, B. H. (1999). Experiential Marketing. Journal of Marketing Management, 15, 1-3, 53—68.

3 Damasio, A. (1994). Descartes’ Error: Emotion, Reason, and the Human Brain. New York: Putnam.

4 Pine, B. J., Gilmore, J. H. (2007). Ekonomika vpechatleniy. Rabota — eto teatr. a kazhdyy biznes — stsena [The
Experience Economy: Work is Theatre & Every Business a Stage]. Moscow: Vershina. (In Russ.).

5 Goleman, D. (2018). Emotsionalnyy intellekt. Pochemu on mozhet znachit bolshe. chem 1Q [Emotional
Intelligence. Why It Can Matter More Than 1Q]. Moscow: Mann, Ivanov & Ferber. (In Russ.).; Kapferer J.-N. (2007).
Brend navsegda: sozdaniye. razvitiye. podderzhka tsennosti brenda [The New Strategic Brand Management:
Creating and Sustaining Brand Equity Long Term]. Moscow: Vershina. (In Russ.).

6 Schmitt, B., Rogers, D., & Vrotsos, C. (2005). Biznes v stile shou: marketing v kulture vpechatleniy [There's no
business. That's not show business: Marketing in an Experience Culture.]. Moscow: Williams. (In Russ.).
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In the modern Russian realities of the
hospitality and tourism industry, emotional
marketing finds its expression through
a number of specific tools and mechanisms,
which are described below.

Given the segment of the industry and
the essence of the tool used, as well as some
domestic cases and formed psycho-emotional
states, it will be possible to assume some
measurable operational and quality results
for business. Let’s consider these segments,
the practical experience of Russian service
enterprises.

1. Accommodation (hotel business).
Toolkit. Sensory branding and aroma
marketing, involving the construction of an
exclusive multi-sensory atmosphere through
the introduction of unique odors, acoustic
design and tactile properties of textiles.
Practice. Introduction of the branded aroma
«AZIMUT Scent» in the lobby areas of the
AZIMUT Hotels chain; adaptation of sound
background and light scenarios depending
on the time of day in Radisson Collection
hotels. Target states. The feeling of comfort,
nostalgia, deep relaxation and the effect of
«returning to your homen».

2. Regional tourism and destinations.
Toolkit. Narrative branding and territorial
storytelling aimed at creating emotionally
colored semantic structures around the
location based on its historical, cultural
and literary heritage. Practice. Executing
the “Veliky Ustyug — the Homeland of
Father Frost” initiative, positioning Karelia
as «the edge of a thousand lakes and
legends», launching immersive routes
in Aleksandrovskaya Sloboda (the reign
period of lvan the Terrible). Target states.
Inspiration, surprise, nostalgic feelings and
a sense of personal involvement.

3. Catering (restaurant business). Toolkit.
Food storytelling and emotional gastronomy,
transforming the presentation of the dish into
a broadcast of the cultural code, historical
context and personal narratives of the chef.
Practice. The concept of restaurants «White
Rabbit Family» (B. Zarkov), where each

dish is served with a history of the origin
of ingredients, and the «Teremok» chain,
which exploits the narrative about Russian
traditions. Target states. The feeling of home
comfort, warm nostalgia, trust and pride in
the national culture.

4. Tour operator business. Toolkit.
Customer experience management
(CX management) through personalization
based on the use of CRM systems and
predictive analytics to develop individual
emotional scenarios  of  interaction.
Practice.  Activities of  «Level.Travel»
platform (formation of collections based on
psychographic profiles) and the «Delphin»
[«Dolphin»]  tour operator (providing
proactive care to clients at the stage after
the trip is completed). Target states. Feeling
emotionally secure, anticipating needs and
feeling genuinely cared for (caring ethics).

5. Event tourism industry. Toolkit.
Immersive theatricality and principles of
complicity, ensuring the transformation of
the tourist from a passive contemplator into
an active co-creator of the event. Practice.
Implementation of the formats of the festival
«Grushinsky» (Samara region), immersive
performance-promenade «Returned» (Perm)
and large-scale actions such as «Night of
Museums» in various regions. Target states.
Deep engagement, catharsis, aesthetic shock
and a heightened sense of community.

6. Digital travel services. Toolkit. Digital
empathy and adaptive communication tone
(Tone of Voice), implemented through the
introduction of Al concierges and chatbots
capable of emotionally colored dialogue.
Practice. Integration of Al assistants into the
ecosystems of Russian Railways Tourism and
«Ostrovok» applications, as well as the use of
voice assistants with flexible tuning of tonality
in booking systems. Target states. Reducing
anxiety levels, feeling fully understood
and building trust in the digital channel of
interaction.

7. SPA and wellness services. Toolkit.
Bodily involvement and ritualization of
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processes, involving the creation of special
space-time frames that transform the
standard procedure into a personal ritual
of self-work. Practice. Implementation of
«Wellness by Rixos» SPA concept (Sochi)
and «Mandarin Spa» programs (Moscow),
which offer individual rituals that synthesize
Russian bath and Ayurvedic traditions. Target
states. Inner harmony, self-worth sense, deep
relaxation and total recovery.

8. Museum and exhibition sphere. Toolkit.
Emotional museology and the principles of
participation that enable the transition from
classical exhibition display to the construction
of rich narrative spaces. Practice. The activities
of the multimedia museum center «Russia —
My History» and large-scale projects such as
«Immersive Van Gogh» in Moscow and St.
Petersburg. Target states. The emergence
of empathy for historical figures, a sense of
personal involvement and aesthetic shock.

| am to the construction of saturated narrative

spaces.
Thus, the comprehensive implementation
of emotional marketing tools provides

a synergistic operational effect, expressed
in the steady growth of key commercial and
reputational indicators of service sector
enterprises. In particular, there is an increase
in the average check and an extension of the
customer lifecycle, a reduction in customer
churn, a multiple growth in loyalty indices
(NPS, CSAT), and a significant expansion of
word-of-mouth recommendations. In the
strategic perspective, this toolkit transforms
transactional relationships into emotionally
colored long-term brand attachment, thereby
forming a sustainable competitive advantage
in the experience economy.

Editor-in-chief,
PhD (Dr. Sc.) in Philosophy, Professor
Larisa Kh. Gazgireeva



