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JNlyywve gucceprauum — Tpetun rog noapAaa!

Jlydwiee anccepTaunoHHoe

nccnepoBaHme no MeHegHXMeHTY
2021:

[TonnHa YepBaKkoBa

[1lpn3ep KOHKypca 2021:
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HoBble ny6nukaunm B ny4wnx NnpopunbHbIX U3J3AHUAX

EkaTepuHa NHon4eKoBa

(BbINyCcK 2019)
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BIUAHWUE KOJUTABOPALIMI C M30BPASUTEINBHBIM MCKYCCTBOM HA
UTEHTUYHOCTB IIOKCOBOTO BPEH[TA: TM/IOTHOE UCCTETOBAHUE

M. C. Ouxoscxas', C. B. Mxnmupnnz E. IT. Unduuexosa®
M 500 M. Bk
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* POCCHICKINR KOHOMIUECKIA yinBepeuTeT wniewi T B. Tliexasona,
Poccuiickan Genepar, 117997, Mocksa, Crpessssui nep, 36

* Puig, Pocentiexas Gegepaupis, 119180, Mocksa, Slxmanicxas uas., 4

Tas TS Oukosckas M. C, Mxurapsm C. B., Miuexosa E. T 2021 Brwsme

HeKyCCTROM Ha moKCOROO GpenE: minoT-

Hoe K 20 (1): 3-29.
hitp://doi.org/10.21638/11701/spbu08.2021.101

B crame MoxcoBbx Gpenon ¢ uckyc-

T O S T Gpenna na npwepe Louis Vuitton. Llems

pacost Brse eKyCCTROM N AeH-

- 6mro-

Raps efi. Amanus npoBOmACA Ha
THOKCOBBIX GPENON C BTOHEHHEN SKPHITHE I OTKPHTHX Hocpco Buuno nonywero 443 o1-

13 11X 295 BOWINO B BGOPKY s ot -
Gpan Gpen Lous Vuitton, cnon: P

" w3 migepon a 6pena. Ociontioe
P —— B e xon-

K1 ¢ pHBTeseNIEN SIOHCKICX Xy oA Kon Taxam Mypakavse i e Kycaa, a raike
amepuKancKoro xyfoxauka [bkedba Kyica 1aa paspaGoTi MSAANA NPORYKI. MoRHGH-
AL igenTHNOCTI Gpena, Eem (GhiTh BAIIBANA KOLTABOPALMAMI € HCKYECTROM,

nene 6penza o C-H. Kandpepepy, kax
et ey e P B e e
OTBETETRII € OTIM GLUIE CPOPMYTHPORIIE IIECT: TNOTES, TP HI KOTOPLIX IOTHEPAHIICE
IOTHOCTEIO H OHA YACTICIHO. Pe3y ISTATH HCCEAOBAMHS IOKAUTH, WTO KONTABOPALIHI C 30~
(6pasiTeIbibiM HCKYCCTBOM YCHIHBAIOT HEOCA3AEMBIE XAPAKTEPHCTHKH MAEHTHYHOCTH MOKCO-

Boro Gpena — xymeTypy — onmako He BaHmOT HA
ero uasueckie faNie 1 caMOOGpAs. Ha IPAKTIK MPU MCMOTL3OBAMIH WHCTPYMENTA ap-
TKan nenrocTed, B Kby~

KALH3, UERHOCTAN CeTMENTA MOTpeGHTeneh GpenAs. AHATHS IOKAIAN, YTO B CIYHaE COMAHUA
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Cepren Ap3yMaHsAH
(BbINyCcK 2020)

TOProBAA BbICTABKA KAK NNOLWAAKA
ANA PABOTbI HAJ KOPMOPATUBHbBIM
WMWAKEM KOMNAHWUWA-3KCNMOHEHTA
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Jlnnna [locanKknHa
(BbINyCcK 2020)

Enhancing Revisit Intention Throngh
Emotions and Place Identity: A Case
of the Local Theme Restaurant

Alexander M. Pakhalov and Liliya M. Dosaykina

1 Introduction

In recent years, food tourism has changed its role from a niche segment to a popular
form of tourism (Tsai & Wang. 2017) that gained interest from both researchers and
practitioners (Ellis et al., 2015).

Empirical evidence from several countries shows that local food experience can
positively affect overall trip satisfaction and revisit intention (Stone et al., 2019)
Local food can also be used as an element of a marketing strategy for a destination or
even for interdestination networks such as the Slow Food moverment (Berg & Sevén.
2014). Thus, food teurism can be used as a working ool for regional tourism devel-
opment (Boyne & Hall, 2004) and a factor of destination’s atfractiveness (Bukharov
& Bereaka, 2018).

food tourism ¥ is
possible only in case of availability of events (such as local food festivals) and atirac-
tions (such as theme restaurants). These events and attractions are key touchpoints
that create an authentic emotional experience for gastronomic lourists.

Our study aims to examine the relationships among tourist experience, emotions,
and behavioral intentions based on a case of Zaboi theme restaurant located in
Kemerovo, Russia.

Fihe restaurant “Coalface”)is an upscale restaurant

attraction (TripAdvisor, 2020) in Kemerovo region
(also known as Kuzhass region). Kemerovo region is the largest coal-mining region
in Russia (Selyukov, 2015) and it actively uses the coal theme in its place branding
activities (Vasyutin et al., 2018). The value proposition of Zaboi restaurant combines
traditional Siberian food with the authentic atmosphere of a coal mine. The theme
of the coal-mining region is used as a central point of the restaurant’s experience

A M_Pakhalov (&) - L. M. Dosayki
Lomonosov Mescow State University, Moscow, Russia
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[MonnHa YepBaKoBa
(BbINycK 2021)
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BNUAHUE SMOLMOHANIBHOTO ®AKTOPA

B COUMANBHON PEKNIAME HA NOBEAEHUE
LENEBOW AYAUTOPUWN. OB30P 3APYEEXHOW
JNITEPATYPbI

COUMANLHAA PEKAGMA KAK UACTH COUNANBHORD MAPKETWHTA MPHANEK3ET BHIMANNE

K wnpoKoMy

Py

Ha ycraos-

i e, B CTATHE PACCMATDHBAIDTCR TeWbi, KOTODHE DCBRUNITEA § COLNALHb

Takme

COUMANEHOR PEKAEME Ha LENEBYI0 3YANTOPWIO. Ha OCHORE MMOCTPAHHOR Hayuwoil

HO COCTRMMOULER B COOBUIEHMAK COLIMANBHOR PERAIM

B03peicTEMe peRtaw, Hei pouapKETHT

Coumansan Peknama OpHENTMPOBaNa Ha NOBbI-

0BuecTsa 1 BuAHKE Ha noseAeHMe niogeik. B Pac-

KBMNAHHH, K3K BONBILIOA NPORKT «Bce PaBoTs, At
CTBYIOUIM € 2010 . Y TIOAHAMA UM NPOGNE b Ce-
MeiHIX LIEHHOCTE A, YIOPOBLS, ACHOKHOR Be3onac-
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KapbepHble ycnexun — yXe Ha NepBoM roay oby4yeHus

Pe3ynbTaTbl MOHUTOPUHIA TPYAOYCTPONCTBA CTYAEHTOB NporpaMMbl «kMapkeTuHr» 1 roga

obyyeHnA (noHb 2021, coBMecTHO ¢ NielsenlQ): CBOI BU3HEC
[Mo3numnAa CTa)-HMiJOBHa B noucke
56% 3% 6% 25%

KoMnaHun:

Dentsu International Skillbox ExerogHbIn
L'Oreal Danone MOHWUTOPWHI nocne
Ferrero BRC BbINYCKa

Céep Amway ny6MKyeTCca B

PocaTtom Danone
pa3gene «Rapbepa

Ozon PocHedTb .

Henkel + 10 gpyrux BbINyCKHNKOBY:

Nestle




bonbLwie BO3MOXHOCTEN KOMMbIOHUTU #MarketingMSU

dopMaTbl B3aUMOAENCTBUA CTYAEHTOB U
BbIMYCKHMKOB MPOrpamMMmbi:

* MacTep-Knaccol
°* MeHTOpCKMe NporpamMmbil
* KOHCyNbTUpPOBAaHME NCCNeaoBaHNI
* PeueH3npoBaHue paboTt
* KapbepHble BO3MOMHOCTU
OT BbINYCKHUKOB

+ HedopmManbHoe obLeHue



#MarketingMSU:
HeMHOro o BCTynMUTeIbHOM
I




CTPYKTYpPa BCTYNMUTENIbHOro 3K3aMeHa No cneynanbHoOCTU

Uniel

TecTbl U OTKPbITble BOMPOCHI gt

40% 6annos — 0bLW3A YacTb

60% 6annoe - cneymanbHaa 4YacTb

ANuTenbHOCTb 3K3aMeHa: 1 4ac 15 MUHyT
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[MoaroToBKa K cneunanbHON YacTU: NUTepPaTypa

OCHOBbI
MAPKETUHT MAPKETUHTA

YYEBHUK

- MBA

MEHEJI>KMEHT,
OPUEHTUPOBAHHBIN
HA PBIHOK

: : Hapém K: Manxorpa .
- MAPKETMHIOBbIE
YCCAEROBAHMA

2 IPAKTUUBCKOE PYKOBOACTBO. »:

dunun Kotnep
lapu ApMCTPOHT
BepoHuka BoHr
JxoH CoHpepc




[MoaroToBKa K cneumnanbHON YacTu: nocobue 2021

MNocobue ana nocTynawmx
Ha MarucTepckyo nporpammy

MapKeTUHn

JKOHOMMYeCKoro dakynbreTa
MIY umenn M.B. JlomoHocoea

MA. Pubanxko, AM. MNaxanoe, MC. Ouxosckan

MpAMaA ccbiNKka Ha nocobue
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