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INTRODUCTION

We are pleased to present Issue 3(1) of the International Journal of Professional Science,
a research and practice-oriented edition that continues to serve as a dynamic platform for the
exchange of scientific ideas, empirical studies, and innovative pedagogical and
methodological approaches. This issue features a diverse collection of articles written by
students, graduate students, postdoctoral researchers, doctoral candidates, and experienced
scholars from Russia, the countries of the former Soviet Union, Europe, and beyond.

The articles included in this issue reflect the evolving nature of contemporary knowledge
and its intersections across disciplines. In the Cultural Studies and Arts section, Y.Y. Bushueva
explores the artistic uniqueness of K.G. Paustovsky's fairy tales, offering both literary and
methodological insights, while V.V. Kirillova provides a compelling reinterpretation of female
imagery in late 19th-century literature—from the "beautiful lady" archetype to androgynous
forms—as a lens into cultural crisis and transformation.

The Economy and Management section presents research on modern business practices
and consumer behavior. A.N. Demitriev analyzes the growing influence of the experience
economy in digital fashion and fitness contexts, and, together with O.L. Ibragimova,
investigates the role of emotional triggers in digital advertising under conditions of cognitive
overload. J.A. Popova contributes a critical examination of current methodologies for
assessing corporate performance and financial health.

In Education and Pedagogy, I.l. Bersenev provides a review of cutting-edge pedagogical
technologies in Russian higher education. N.A. lvanov and A.V. Volkov highlight the importance
of physical culture and a healthy lifestyle in student life. E.N. Lashina discusses effective
strategies for developing bilingualism in university English classes, while A. Zak addresses the
foundational conditions required to cultivate critical thinking skills among primary school
students.

The Reviews and Analysis section includes a linguistic study by E.N. Lashina on the
evolution of the impersonal form of the infinitive in Middle and New English periods. N.I.
Poltoratskaya and V.V. Kirillova delve into the term “cognitive” as used in interdisciplinary
contexts, offering conceptual clarity and analytic depth.

Under Social Work and Social Policy, A. Abdykalykov explores legal frameworks related
to civil liability for environmental harm, while Y.A. Popov examines the education system’s vital
role in shaping and accumulating human capital.

Finally, the Urban Planning and Development section presents the work of S.V. Voropaev
and E.S. Kulikova, who propose innovative strategies for promoting regional tourism potential.

Each article has undergone peer review and is published in the form submitted by its
authors, who bear full responsibility for the content. The journal remains committed to fostering
academic dialogue and promoting interdisciplinary integration in scientific research.
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CULTURAL STUDIES AND ARTS

UDC 82.398

Bushueva Y.Y. Artistic originality of K. G. Paustovsky's fairy tales:
literary and methodical aspects of study

XypooxxecTBeHHoe cBoeobpasmne ckasok K. . NaycToBcKoro: nutepatypoBegyeckum n
MEeTOANYECKUI aCcneKTbl N3y4eHus

Bushueva Yana Yurievna,

Master's student, Bashkir State Pedagogical University named after M. Akmulla, Ufa.
Bywyesa fHa FOpbesHa,

MarunctpaHT, Bawkupcknin FocygapcTeeHHbIl [egarornyeckni

YHusepcuteT umeHn M.Akmynnebl, r Yda.

Abstract. The scientific article examines the artistic originality of K. G. Paustovsky's works, paying close attention
not only to literary aspects, but also to methodological approaches. The author of the scientific study studies the thematic
differences in works of art, including stylistics, as well as the language of narration, including the characters of the main
characters. And the author pays special attention in his works to the theme of ecology, which permeates most of the author's
works of art, reflecting not only a deep relationship with the surrounding world. Scientific research presents methodological
recommendations for practical application of the teaching staff, which contribute to a deeper understanding of the literary
specificity of the works, as well as the role of the target audience. In addition, the results of the study demonstrate that the
main elements present in the author's works of art are not only unique, but also mark their inimitable style, making them
necessary in the learning process at the present stage. The purpose of the research work: to study the artistic originality of
various fairy tales by the author Paustovsky K.G., including considering certain approaches to research in the context of the
educational process.

Keywords: work of art, fairy tales, stylistics, symbols, metaphor, allegory, educational process, training.

Annomayusa. B nayunoil cmamve paccmampubaemca xyooxecmbernnoe cBoeobpasue npousBedenutl Ilaycmobexoeo
K.I'., obpawaemcs npucmaivHoe BHUMAHIE HE MOALKO HA AUMepamypobedueckux acnexmax, Ho U MemoouuecKux nooxooax.
Abmop HayuHoeo uccAe008anus usyuaem memamuyeckoe pasiuvue XyooxkecmbBenHvix npousbedenuil, 6 mom uucae
CMUAUCIUKY, 4 makke A3viK nobecmBobanus, 6 mom uucae u xapakmepsl eiabrvix eepoeb. A BaxHoe Brumarue abmop
yleasiem 6 cboux pabomax meme 5K0402UU, NPOHU3bIBAIOUEN DOABULYIO UACD XYOOXKECTBeHHbIX Npou3Bederuil abmopa,
Ompaxao He moavko eayboxywo 6B3aumoc6aAsy ¢ oxpyxaowum mupom. Hayuuvie uccaedoBanus npedcmabasiom
Memoouveckue pexoMeHoayuu 045 npaKmu4eckoeo npumMeHeHus npogeccopckoeo npenodabamensckozo cocmaba, Komopoie
cnocobcmByiom  bosee 2aybOKOMY NOHUMAHUIO AUMEPAMYPHOU cneyugpuxu npousbedenuil, a maxxe posu yeseboil
ayoumopuu. Kpome moeo, pe3yavmamst npoBedéHHo2o uccae0o8anus 0eMOHCIPUPYION, 4IMO OCHOBHbIE 341eMEHNbL, KONOpbie
npucymcmByrom 6 xyooxecmBerHvix npousbedeHuax abmopa ABAAIOMCA He WOALKO YHUKAALHBIMU, HO U OMIMEUAION UX
HenoBmopumslil cmuAs, 0eads ux Heobxooumvimu 8 npoyecce 00yuenus Ha coBpemernom smane. Ieav nayunoi padomoi:
usyuume xyooxecmbennoe cboeobpasue pasiuunsvix cxasox abmopa Ilaycmobexoeo K.I., 6 mom uucae paccmompenms
onpedesénmvie 100x00bL k uccaredoBaruto 6 konmexcme 0dbpaszobameavHo2o npoyecca.

KaroueBoie croba: xyooxecmbennoe npousbedenue, ckasku, cmuiucmuxa, cumboas., memagpopa, asieeopus,
yuebHbitl npoyecc, 00yHeHe.

PeuenseHT: Koponesa Bepa BnagnmnposHa - [OKTOP (hUNON0rMYecKnx Hayk, OLEHT. 3aBeqyoLwmin
kadenpoi BToporo MHocTpaHHOro sisblka 1 METOANKM NPENOAaBaHNsA NHOCTPAaHHbIX S3bIKOB.
Bnagnmunpckmin rocynapcTBeHHbIN YHUBEPCUTET UM. 6paTbeB CTONETOBbLIX
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BBepneHue

CTonT Nog4vepKHyTb, YTO CKasku [layctoBckoro K.I'. BAAKOTCA OOHUM 3HaYUMBbIX B
PYCCKOW niuTepaType NPOoLLSIOro BeKa, KOTOpble COeAMHSOT HE TONbKO PYCCKMNe Tpaguumm, HO
N YHUKasIbHbIN aBTOPCKUI CTUb, YTO B JAHHOM Crlydae genaeTt ux MHTepecHbIM 06 beKTOM 15
nccnenoBaHus He TOMbKO C NUTepaTypoBeyYeCKON CTOPOHbI, HO U C METOOUYECKON B LIESIOM.
Kpome Toro, CTouUT nog4epKHyTb, YTO CKaskKy U3BECTHOIO aBTopa, Kak npasusio, obpailatoT
BHUMaHMe Ha NMPUPOAHYI0 TEMATUKY, a TakKKXe B3aMMOOTHOLLEHUS YesloBeKa, B TOM YuCrie U
OYyXOBHOIro Mmnpa 4yesnoseka.

«HuTtaa [MaycTtoBCKOro, ybexkgaewbcs B TOM, YTO €ro npoussefeHuss oborawjatoT
BHYTPEHHNI MNP YeNioBeKa, BO3BbILLAIOT 3MOLMOHASbHYIO XXU3Hb. OH BEpUI B CUITY UCKYCCTBa
n 6b1n yOeXXOeH, YTO C TEYEHMEM BPEMEHN B NHTepecax obliecTBa Bce bonbluee 1 6onbluee
MecCTO ByaeT npuHagnexXatb UMEHHO UCKYCCTBY» [1, C. 224].

MaTtepunanamu uccnegoBaHusi  SABASAIOTCA  HayyHble nybnvkaumm no  Teme
XYOO0XXEeCTBEHHOro CBOe0obpasns CKasoK, a TakXe NHTEePHET pecypcbl C ONOaKTUYECKUMUN
MaTtepuanamu, UMgpPoBON KOHTEHT (paccMaTpmuBaeTCsl Ha NpuMepax CKasok [laycToBCKOro
K.I". n3 c60pHNKOB).

MeToabl nccnegoBaHus

ABTOp Hay4HOro UCCRefoBaHUs NMPUMEHSANT METO KOMMEHTUPOBAHUA U NPUBAEYEHNSN
BHE TEKCTOBOW UH(OpMaLMN.

B Hay4dHON paboTe MNPUMEHANCA KOHTEKCTyalbHbIi aHanna, npegocTaBuUBLLNIA
BOSMOXXHOCTb OMpefennTb BaXKHble CTUNCTUYECKUE TMPUEMBbI M MNPUHUAMNBI, a Takxe
obpasHble cpencTsa, KoTopble NpuMeHsnuck MNayctosckum K.I'.

B TOM 4uncne, ncnonb3oBanca cConocTaBUTESNbHbIN aHann3 gnsa Toro, YTobbl CPaBHUTL
XyOOXXECTBEHHOE MPOU3BEAEHNE aBTopa C APYrMMU XYAOXXECTBEHHbIMU NPON3BEAEHUSIMU.
N3yyeHne KoHTeKcTa (pOpMUPOBaHUS XYOOXKECTBEHHbIX MPOU3BEOEHUN, a TakXe BJIMSHUE
NCTOPUYECKNX KOPHEN, Takxe onbKiopa Ha TEKCTOBOE Ccoaep)XaHue npenocTasut
BO3MOXXHOCTb /191 60onee rnyboKoro noHMMaHus He TONMbKO NNTEPAaTYPHbIX aCneKToB, HO U
KYNbTYPHbIX B TOM 4ucne. Takke NpUMEHSNOChb OnncaHne pasfiMyHonM CUMBOJINKN, a Takxe
MeTadop ANs Toro, 4Tobbl crnocobcTBoBaTb Gonee rnyboKOMY MOHUMaHUK aBTOPCKOro
3ambicna nucatens. B ToM u4ucne, NpUMEHSANCS aHanu3 CTPYKTypbl TeKCTa, a Takxe
XapakTepa rfnaBHbIX repoeB, KOTOPbIN NpeacTaBnsl BO3MOXHOCTb OnpenennTb aBTOPCKYH
TemaTuKy, B TOM Y/CIIe N MOTMBbI B CKa3kKax N3BeCTHOro PyCCKOro nucartens.

Ba)kHble MOTMBbI BKIIOYAKOT B Cebs1 He TOSIbKO CTpeMsieHne K 6anaHcy, HO MU NMOUCK
CMbIC/la YeNOBEYECKOM XXN3HU, B TOM 4YUCSle pacCcMaTpuBaroT aKTUBHOE B3aMMOAENCTBUE
YyesloBeKa C OKpyXKawLein npupopon nocpencTsoM MNpupoaHbix obpasos, [laycToBckui
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dopmMmupyeT pasfnnyHble MeTadopbl, rnomMorawwme ueneson ayautopumn 6onee rnyboko
NOHNMATb HE TOJSIbKO BHYTPEHHUI MUP repoeB, HO 1 NX SMOLMOHasIbHblE COCTOSAHNSA [8].

[Mog4YepKHEM, YTO NUTEPaTYPHbIN A3bIK aBTOpa NpeacTaBfieH B CKa3kax NocpeacTBOM
NPUMEHEHNS Pa3NNYHbIX MeTadop, a TakXKe 0TOBpa)KaeTCcst HEKOTOPOW MOSTUYHOCTLIO, B TOM
yncne n obpasHOCTbIO, C Pa3NNYHBIMU anneropusmMn U CUMBOJIMKOW, NpuaasBasi ckaskam
APKYIO BbIPa3uUTESIbHOCTb M HEMOBTOPUMOCTb. Kak Hanpumep, OonmncaHme OKpPY>KaroLero
MUpa, Kak npaBwusiio, sBMseTcs (POHOM AN BblPaXXeHUs BHYTPEHHEro copep)kaHue Wu
nepeXXmnBaHuin rnaBHbIX repoes, 4YTO MPefocTaBnseT BO3MOXHOCTb LeneBon ayautopun
nony4yatb YAOBONLCTBME OT NUTEPaATypHOro A3blka asTopa, TaK W MorpyxatbCA B
NPOCTPAHCTBO CKa30K. [ NaBHble repov U3BECTHbLIX MPON3BEAEHNN aBTOPAa OTINYAKTCA CBOEN
rAyOuHON, YTO Kak MpaBusio, AEMOHCTPUPYET apXeTuribl, KOTOpble OTpaXkaroT onpeaeniéHHble
acnekTbl Npupoapl Yenoseka [3].

CTouT nog4vYepkKHyTb, YTO pPas3BUTME [JlaBHbIX FepoeB MNPOUCXOAUT MNOCPEACTBOM
CTOJIKHOBEHMSI C BHELWHUM MUPOM, a TakXe [OyXOBHbIM pPasBUTUEM W BO3HUKAKOLWUMU
KOH(MKTaMn, genas nx He ToNbKO 3HAaKOMbIMU OIS YATATENIbCKON ayanTopun B Lenom [7].

OTMeTM, 4YTO WUCCNegoBaHME CKas3oK asTopa B rMpouecce OOy4YeHUs MOXKeT
nPoONCXoamnTb MOCPEACTBOM MPUMEHEHUA Pa3fINYHbIX METOOMYECKUX MOOXOOO0B, a Takxke
NPMEMOB, KakK Hanpumep, NMPUMEHEHUsT MeTofa MHTepnpeTaunn, KOTopbi NpefocTaBnseT
BO3MOXHOCTb oObyyvarowmmca 6onee rnyboko wuccnefoBaTb TEKCT, TakXe onpeaennTb
rnyOGUHHbBIE CMBICTbI, C LEenblo onpenenntb HamepeHus [1ayCTOBCKOro B CBOWMX CKa3Kax.
Kpome Toro, xyao>XeCTBEHHbIE MPOU3BEAEHNS aBTOpa MOryT aaanTUpOBaTbCA B pasfinyHble
KypCbl MO JfuTepaType, a Takxe B [fpyrne AOUCUNMIUHBL. AKTUBHOE 0OCyXaeHue
BblpasnTesibHbIX 006pa3oB B CKaskax [layCTOBCKOro MOXET $BMATbLCA OCHOBOW ANA
nccnenoBaHnsa 3KOOMMYECKUX Npobem, a Takxke onsa 3amTbl NPUPOLHON cpeabl U B AaHHOM
crlydae 970 ABASETCA AOCTATOYHO aKTyaslbHbIM HAa COBPEMEHHOM aTane [2].

[MOMMMO 3TOrO 3aHATUS MOFYT COCTOSATb M3 3afaHu Ha MNPOSIBNIEHME KpeaTuea, C
Lenblo pasBUTUSA TBOPYECKUX CNOCOBHOCTEN oByyatomxcs. Kak Hanpumep, npeacTasnseTcs
BO3MOXHbIM [aTb 3afaHuve oby4alomMcs Hanmcatb COOCTBEHHYK CKasKy, a TaKkxe
NPOVINIOCTPNPOBaTL €€ (3a OCHOBY oTbuparoTcsa ckasku [layctoBckoro K.I.), paHHoe
3agaHne crnocobcTByeT 0Ooniee rnyboKOMY TMOHUMAHUID XyOOXXEeCTBEHHOW crneundukin
TEKCTOBOIO COAEP KaHus.

PaccmoTtpum npumepbl cKa3ok

Mpumep 1. Ckaska gpemyqunii mMegsBedb. B OaHHOM CKaske un3yvaeTcs TemaTuka
npeoponeHus ctpaxa. ’KuBoTHoOe MeaBeab SBMSETCA ONMLETBOPEHNEM BHYTPEHHENO CcTpaxa
YyesioBeKa, KOTOpbIi HeobXxoauMO NPeofoneTb (MUTepaTypoBefyecKne acnekT). B ckase
CUMBOJT MefBeds WuUccliegyeTcsa MocpeacTtsoM  Npu3Mbl  (POSMBbKIIOPHBIX — TPaguuuin,
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npenocTaBnsas BO3MOXHOCTb 6onee rnyboko MOHMMAaTb KYJSIbTYPHYHO crieunduky OaHHOro
obpasa (4TO B AaHHOM Crlyyae BbICTynaeT MeETOOUYECKUM acneKToMm) [4].

MNpumep 2. Ckaska pacTtpénaHHbii Bopoberi. Obpa3 Bopobbs B CKaske SBSETCH
CUMBOJIOM YA3BUMOCTHU, a NPUKIIIOYEHNSA BOPOObS B AAHHOM Crly4ae oTpaXkartoT COOCTBEHHOE
MECTO OKpyXawLwemM Mupe (4To B AaHHOM Cilyyae BbICTYNaeT nmntepaTtypoBefyHecKnM
acrnekToMm) nccriefosaHne CTUIINCTUKK, a TakXKe A3blKa aBTopa NpefocTaBnsieT BO3MOXXHOCTb
onpepenuTb Kak aBTop nepepaeT obpasbl NPy NOMOLLMY META(OPUYECKNX CMbICNIOB, a TakXe
3MUTETOB (4TO B AHHOM Crlyyae BbICTynaeT MeTOOUYECKUM acneKToMm) [5].

Mpumep 3. Ckaska bapcyymri Hoc. B pgaHHOM npow3BedeHun asTop MOApPOOHO
paccmartpuBaeT TEMaTuKy Apy>KObl, a TaKXe NpefaTenbCcTBO NOCPeaCcTBOM NPeAcTaBeHHOro
CIOXKeTa O )>KMBOTHOM 6apcyke, (4TO 4ABNsSieTCA nUTepaTypoBeOYECKUM aCrMeEKTOM).
ConocTaBuTENbHbIA aHaNU3 C PasfiIMYHbIMU CKa3KaMu O OPYruX XXUBOTHbIX NMpefocTaBnsaeT
BO3MOXXHOCTb OMpeaennTb YHUKaNbHOCTb METOAa aBTopa K MPOLECCY CO3OaHus rnaBHbIX
repoes (MeToanyecKnin acnekr) [6].

Mpumep 4. Ckaska 3as4bu nanbl. Kak npasBuio, B CKaskax 3asl, ABAsSeTCA CUMBOJIOM
HaxXoA4YMBOCTU B Pa3/INYHbIX CIIOXUMBLUNXCA CUTYaUUsaX, a CKadKa akUeHTUPYET BHUMaHue Ha
CMeKanke, KOTOpPYK TMNPUMEHSET 3asy (nnTepaTypoBegyeckun acnekT). [nyb6okoe
nccnefoBaHne Ananoros, a TakxKe AeCTBUA MaBHbIX repoeB NPeaoCcTaBnAnT BO3MOXXHOCTb
Nyywe noHMMaTb Kakum obpasom NayctoBckuin K.I'. AEMOHCTPUPYET YPOKU MOpanu B LIeIOM
(MeToguyecKknin acnekT) [6].

BbiBogbl

Takum obpasom, CTOUT NOOQYEPKHYTb, YTO BCE MPOU3BEOEHNS aBTopa SBMSIOTCA He
TOJNIbKO YHUKASbHbIM XYAOXECTBEHHbIM CTUSIEM, COYETAIOLMM HEMOBTOPUMBINA CTUSIb B TOM
yncne sA3blK aBTopa, KOTOPLIN MOMoraeT co3fasaTb BoJWeOHyw aTtmocdepy. CrouT
OTMEeTUTb, YTO pasHoobpasre TeMaTUKM B CKasKax aBTopa BK/OYaeT B cebs rnaBHble
BOMNPOChHI, B TOM YMCE PasnnyHble (pnaocodckme pasmbilLNEHNs, Oenas UX O4eHb BaXKHbIMU
N oNsa ueneson ayantopumn B obpasoBaTtesibHOM npouecce. [NnaBHble repou B NPoU3BeaeHUr,
Kak rnpaBufo, SBASIOTCA 3Ha4MMbIMU uUrypamu, npenocTasBfiid BO3MOXXHOCTb U3y4aTtb
LEeHHOCTN YenoBeKa B LIesIOM.

Kpome Toro, paspaboTka MeTOOMYECKNX PEKOMeHOauuin no getasbHOMY U3YYEHUHO
npousBeneHnin MOryT NOMoYb NPOgEeCcCOPCKO NpenoaaBaTefibCKOMy cocTaBy bonee rinyboko
NMOHUMAaTb He TOJNIbKO KYNbTYPHYK CneundguKky, HO U INTEPaTypHYO, a TakXe BOBJleYb B
OaHHbIM  npouecc obyyawwmxcqa, ¢ nocnegywowmm obeyxaeHnem. CnepoBaTenbHO,
npon3BefeHns aBTopa Ha CerogHsAWHNA AeHb ABASAIOTCA HacneguemMm pycCcKom nutepartypbl
20-ro Beka 1 npencTasnsaioT 0Cobyo LEHHOCTb B NpoLecce obyveHus.
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3akJo4yeHne

Taknm obpasoM, XygoXXeCTBEHHOe CBOeobpasne nponssBefeHnin N3BeCTHOro aBTopa
ABNSAETCA B AAHHOM criydae 6oraTbiM O6bEKTOM ANs NCCrefoBaHNSa NUTepaTypoBefyecKoro
HanpasJ/ieHns1, B TOM 4Y/Cie U METOANYECKOrO NCCefoBaHus.

CTOUT OTMETUTD, YTO HE TOJIbKO TEMATNKa, HO N MO3TUYECKUNI A3bIK, a TakKe 0bpasHble
BblpaXXEHMS aBTopa, KOTOPble OH MPUMEHSET B CBOMX CKa3KaxX Ha CerogHsAWHWA OeHb
ABNAOTCA Hanbonee akTyanbHbIMU aNna 6onee rnyboKoro N3yyYeHus U NpeacTaBAsaoT 0Ccobyo
LEeHHOCTb Ans npouecca oby4yeHus. M3yyeHre CKasoOK W3BECTHONO PYCCKOro asTopa
NnoMorarT KaK passuBaTb 00LLY0 rPaMOTHOCTb, Tak 1 (POPMUPYIOT ONPeAenEHHYIO 9KOI0rnio
MO3ra obyyarLmMxcs, OTMeYas BaXXHOCTb afjanTtauuy nutepaTypbl ¢ pasnn4yHbiMy obnactamm
3HaHWM (gUcuMnnHa, NPeaMeThbI).

HanbHenwmne ncecnegoBaHus

[MepcnekTnBbl fanbHeENLWX NCCNegoBaHNn MOryT OPUEHTUPOBATLCS Ha UCCefoBaHnn
pPasnnyHbIX A3bIKOBbIX MHCTPYMEHTOB, NpuUMeHsieMblx [ayctoBckum K.I'. ona doopmMmmpoBaHuns
obpasHocTy, a TakxkKe 6naronpusiTHOro NPOCTPaHCTBa, co3aasas ocobyo aTtmocdepy.

[MpencTtaBnaeTca BaXXHbIM NCCNefoBaTh, KaKMM 006pa3oM KOMMOHEHT (ponbkiopa, a
TakXXe 31eMEHTbI MUGONOrMN OKa3bIBatoT BANAHNE HA (hOPMNPOBaHME Pa3/INYHbIX CHOXKETOB,
a TakXe rnaBHbIX repoes, B TOM 4ucie obLlee BOCNpUATNE LeNeBOon ayamToOpun.

CTouT Nog4epKHyTb, YTO MeToANYeCcKue (pakTopbl, KOTOPblE MOryT BK/OYaTb B Cebs
pa3paboTKy akTyasibHblX 3a4aHui B MWHTEPAKTUBHOM pPEeXuMe, MOryT crnocobcTtBoBaTb
BOCMPUATUNIO TEKCTOBOIrO COAEepXXaHus, a Takxe 0Oonee rinyboKoMy MOHMMaHuIO o6Lero
KOHTeKCTa. /13y4yeHne B3aMMOOENCTBUS OKPYXXaKLEero Mmpa 1 B3aMMOOeNCcTBUS NoOen B
XYOOXXECTBEHHbIX MPOU3BEAEHNSIX aBTopa, B TOM YMCNE MOryT OTKpbIBaTb aKTyasibHble
BO3MOXXHOCTW N KPUTUYECKOro aHanmusa B OyayLiem.

Kpome TOro, cCpaBHUTENbHbLIM aHanu3 Mpou3BedeHNn C WUHbIMU MPOoU3BeaeHNAMU
aBTOPOB MO CXOXell TemaTuke npefocTaBuT BO3MOXHOCTM OrnpepenuTb obuwee u
cneundunyeckoe B KOHTEKCTE pyccKom nutepaTtypbl 20-ro Beka.
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Abstract. On the example of French literature of the late 19th century the change of female images under the influence
of the Decadence movement is considered as a response to the crisis of the opposites fixed in literature: angel and demon,
chastity and depravity. The appearance of the new image of androgyny in famous literary works is a search for a safe surrogate
of love, and an attempt to avoid a relationship with the “femme fatale”. Some characteristic features of the image of the “femme
fatale” are described, and the reasons for the emergence of the androgynous image at the beginning of the XXI century are
proposed for consideration: the policy of inclusiveness and the crisis of morality. It is suggested that a new female image of
“post-fatal” woman, which is waiting to be studied, has emerged and has been consolidated in the literature.

Keywords: French literature, Decadence, androgyny, “femme fatale”, “La Bell Dame sans Merci”

PeuenseHT: Koponesa Bepa BnagnmnposHa - [OKTOP (hUNONOrMYECKNX HayK, OOLEHT. 3aBeayoLwmin
kadegpoi BToporo NMHoCTpaHHOro sisblka 1 METOANKM NPEnoAaBaHns MHOCTPaHHbIX S3bIKOB.
Bnagnmupckmin rocygapcTBeHHbIN YHUBEPCUTET UM. 6paTbeB CTONETOBbLIX

In the second half of the nineteenth century in French literature, there were significant
changes in the interpretation of female characters. If before, in the era of Romanticism,
heroines could be divided into angels and devils, then for the decadents of the late century in
the foreground comes the femme fatale as the younger sister of the millennial archetype of the
devil, as a more deeply felt and thought out its variety: more self-sufficient, more attractive,
but no less cruel.

If since the Middle Ages, the ideal woman was considered to be a beautiful lady, now
there has been a shift of emphasis, and she was replaced by the one whose features were
captured in the ballad of the English poet John Keats (1795-1872) “La Bell Dame sans Merci”
(1819), with ruthlessness and merciless in the foreground. Willingly or unwittingly, the
“merciless lady” leads a man either to ruin or to a hopeless moral downfall. The fatal woman
personifies the inevitability of the weird Fate.

In the Middle Ages in Europe, the attitude to the beauty of a body was somewhat different
than it is now. It was considered an indispensable reflection of the inner beauty and positive
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qualities of a person. The she-devil with the help of dark power only creates visibility, disguised
as a beauty.

Beauty serves as a kind of measure of female attractiveness, and only in the novel by
English writer Lawrence Sterne (1713-1768) “Sentimental Journey through France and ltaly”
(1768) a more complex image appears: “interesting woman”, that is, a woman marked by a
veneer of mystery. From here, it is not so far to the inscrutability of the femme fatale.

In contrast to either purely positive or infernal beauties, the femme fatale is as she is:
beautiful but ruthless, daring and calculating, independent of men, changeable and
mysterious, devious and malicious, her beauty is not a gift from God, it is destructive and
deadly.

By the middle of the nineteenth century, there was a crisis of the oppositions firmly
established in culture: angel and demon, chastity and depravity. Chastity may well turn out to
be “with a stench”: virginity does not exclude viciousness and the dangerous ability to use “for
evil” its own attraction.

There are cultural stereotypes that first come to mind when we encounter the expression
femme fatale. Men have been at each other's throats in denouncing her vices, and yet their
greatest fears have been her ability to destroy lives. Among these unprincipled “destroyers of
life” can be attributed to greedy and lecherous creole Cecily, the heroine of “Paris Secrets”
(1842-1843) Eugene Su (1804-1857) hot passion for which becomes the cause of painful death
of notary Ferran [1].

In the novel “Down There” (1891) by Joris-Carles Huysmans (1848-1907), his wife
Hyacinthe Chantelouv acts as a mentor who induces the protagonist to worship Satan. Unlike
many other femme fatale beauties, she lacks external attractiveness, but this is compensated
for by other traits of a femme fatale: she is charismatic, mysterious, haughty and impassive.
This is enough to attract the protagonist and slowly but steadily plunge him into the abyss [2].

The heroine of the novel by Jules Barbe d'Aurevilliers (1808-1889) “The back of the cards
or a game of whist” (1849) Countess de Stasvil obsessed with vicious passions, she is able to
commit the most heinous crimes: crimes against their own children. Without flinching, she
killed the baby born to her from her lover, and poisoned her own daughter, jealous of the man
she considered her own [3].

It is noteworthy that poets were particularly cruel and scathing in their denunciations of
women. They were the first, as is often the case in art, felt the new mood in society. Theophile
Gautier (1811-1872) spoke of the sweet cruelty of femme fatales [4], and Charles Baudelaire
(1821-1867) in the collection “Flowers of Evil” (1857) represented his Demon in the form of “a
woman, unheard of beautiful”’, which pours into his mouth “a vile potion, the drink of Evil
terrible”. How not to recall in this connection the Italian poet Giacomo Leopardi (1798-1837),
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to whom female beauty inspires inexhaustible horror [5], or the poet Albert Samen (1858-1900),
in whose imagination a woman is a vampire with an angelic face [6]. According to the poet
Octave Mirbeau (1848-1917), a woman has no brain at all, only a sex [7].

It is not surprising that such women want to be replaced by a safe surrogate, hence the
fashion for mechanical Venus, wax female figures, wooden statuettes and all sorts of fetishes
that spread at the end of the century. All these surrogates have one thing in common: unlike
a living woman, they are safe. But... not always.

In the book by Pierre Louis (1870-1925) “Woman and a puppet” (another translation of
the title “Woman and Pagliacci”) as a puppet is a man obsessed with passion, completely
subject to the whims of a mysterious and inscrutable woman, ready to abandon him without
regrets [8]. This novel touched on the true underlying fears of men, and it is no coincidence
that it was screened three times, including by Luis Bonuel in a film called “This Vague Object
of Desire” (1977).

The search for the ideal of woman led a number of French writers to blur the very idea of
woman. In the wake of this search, the notion of the androgyny - a being in whom female and
male characteristics are inseparably united - crystallized. Initially, it was assumed that
masculine features of appearance or character would serve as a pleasant complement to
feminine ones.

In the light of the new gender policy of inclusiveness nowadays in the Western countries,
androgyny has come into fashion again. Living at a time of a new, even more severe crisis of
traditional morality, makes us remember that the androgyny of the nineteenth century also
owes its origin to a crisis. It was the crisis of bourgeois morality, the expression of which was
such a literary movement as Decadence with its interest in the dark sides of human nature and
in various deviations from the norm.

To the fashionable theme of androgyny addresses even very far from the Decadence
Honoré de Balzac (1799-1850) in his novel “Seraphita” (1834), whose main character is a
hermaphrodite. This hero appears to us then as Seraphita, then as Seraphitus. Victims of the
irresistible appeal of androgyny become both women who see in him an irresistible man, and
men, captivated by his beauty, in which they recognize the triumph of femininity. What unites
these unwilling victims, however, is that both feel threatened by him and are painfully affected
by his coldness and aloofness [9].

The culmination of Joseph Paladan's (1858-1918) reflections on the search for an ideal
devoid of flaws was the novel “Androgyny” (1891), where the author describes his attempt to
present us with a supreme being in whom the best features of both sexes are present.
Androgyny considers himself a superior being, he manages to make many people from his
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environment believe in this. However, the writer is forced to recognize that the state of
androgyny is a stage of the journey, the worthy conclusion of which is only death [10].

Another reference to the theme of androgyny is the novel by Villiers de Lil-Adan (1838-
1889) with the telling title “Eve of the Future” (1886). Ewald, the novel's protagonist, finds
himself on the verge of suicide because his beautiful bride is stupid and soulless. His ingenious
friend undertakes to create a machine endowed with the appearance of this bride, which he
plans to revive by instilling in it the spirit of his mysterious assistant. The experiment succeeds,
but both the new Eve and the bride who served as her prototype die tragically [11].

If we try to look at the history of the development of the femme fatale theme from the
point of view of chronology, it should be recognized that, according to some researchers, the
change of the female image has already occurred. The beginning of the era of post-fatal
woman in literature dates back to the second third of the twentieth century. This image has
had time to form and is waiting for its researchers.
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Abstract. The experience economy is reshaping consumer engagement in the online fashion and fitness industries,
where emotional connections and immersive digital interactions drive brand loyalty and purchasing behavior. This study
employs an empirical mixed-method approach, analyzing consumer data, virtual shopping environments, and interactive
fitness platforms to assess the impact of experiential marketing strategies. Findings reveal that personalized experiences,
gamification, and influencer-driven content significantly enhance customer retention and brand perception. However,
challenges such as digital fatigue and consumer skepticism towards Al-driven personalization highlight the need for adaptive
strategies. The study concludes that businesses must continuously innovate their experiential offerings to align with evolving
consumer expectations and technological advancements.
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PeueHseHT: bynrakosa VipuHa HukonaesHa - [JOKTOpP 3KOHOMWYECKNX HAyK, AOLEHT. [oueHT
Kadenpbl CUCTEMHOIO aHanu3a n yrnpasneHus
OIrb0Y BO «BopoHeXXCcKuin rocyfapCTBEHHbIN YHUBEPCUTET»

Introduction

In a 1998 Harvard Business Review article and a 1999 book, Pine and Gilmore introduced
the “experience economy” as a new economic era in which “experiences” are distinct
offerings, on par with commodities, goods, and services (Experiential Activations By The Trade
Group). In an experience economy, businesses create value by staging memorable events and
immersive interactions for customers, rather than competing solely on product features or
pricing. Over two decades later, this concept has become mainstream (Experiential Activations
By The Trade Group), fundamentally shifting how companies approach consumer engagement
across industries.

The rise of digital technology and e-commerce has only amplified the relevance of the
experience economy. Traditionally, the idea of selling experiences was illustrated with physical
venues like theme parks or flagship retail stores (Experiential Activations By The Trade Group).
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However, the digital world is far from immune to these trends. On the contrary, online
environments have become critical arenas for delivering compelling customer experiences. As
one industry commentator notes, when you cannot “enchant your prospects face to face” in
an online setting, the customer experience arguably matters “all the more” (Experience
Economy Trend Leads The Way into 2021 | Landbot). In other words, an e-commerce retailer
cannot rely on tactile store ambiance or in-person service; instead, it must creatively engage
users through interface design, interactivity, personalization, and content to spark the same
emotional connection.

Consumers’ expectations have evolved accordingly. Modern shoppers do not merely
seek transactions; they seek engaging, personalized, and seamless experiences that
connect with them on an emotional level (Experience Economy Trend Leads The Way into
2021 | Landbot). Studies indicate that customer experience (CX) has overtaken product and
price as the key brand differentiator for consumers (The Experience Economy and the Meaning
of Luxury -or- Why Luxury Requires a Different Type of Content Strategy ). In fact, a recent
survey found 86% of buyers would pay a premium for a superior experience (The Experience
Economy and the Meaning of Luxury -or- Why Luxury Requires a Different Type of Content
Strategy ). Conversely, poor experiences can quickly drive customers away — for example,
80% of consumers have switched brands due to subpar customer experience (Experience
Economy Trend Leads The Way into 2021 | Landbot). As Sussin (Gartner VP) observed,
delivering a “superior CX is one of the few remaining means of sustainable competitive
differentiation” in today’s market (Experience Economy Trend Leads The Way into 2021 |
Landbot). These trends underscore why companies across sectors are investing heavily in
experiential marketing and CX design as core strategies.

Two industries where the impact of the experience economy is particularly evident are
online fashion retail and digital fitness services. Fashion is the largest B2C e-commerce
segment globally, with online sales of apparel, footwear and accessories estimated at $768.7
billion in 2023 and projected to exceed $1.1 trillion by 2027 (Digital Innovations in E-
Commerce: Augmented Reality Applications in Online Fashion Retail—A Qualitative Study
among Gen Z Consumers). This massive market is highly competitive and saturated with
choices for consumers. Differentiating purely on product selection or price is increasingly
difficult, as countless websites offer similar inventories. As a result, fashion retailers have
turned to experiential elements — such as virtual try-on tools, style advice chatbots, rich media
content, influencer collaborations, and membership programs — to create a “holistic online
shopping experience” that sets their brand apart. Research shows that customer experience
is a crucial factor in why consumers choose one online fashion retailer over another
(Improving the customer buying experience in online fashion retail through content marketing:
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An empirical study among Finnish consumers - UTUPub). In a fast-fashion world where
products can be copied overnight, a captivating digital experience and emotional brand
connection becomes a key source of value.

Meanwhile, the health and fithess industry is undergoing a digital revolution that
accelerated during the COVID-19 pandemic (Designing a New "Fitness Journey" in the Digital
Experience Economy | itel International) ( Analysis of Strategies to Increase User Retention of
Fitness Mobile Apps during and after the COVID-19 Pandemic - PMC). Exercise has expanded
beyond gyms into our homes and mobile devices — enabled by on-demand video classes,
fitness apps, wearable trackers, and interactive equipment. The digital fithess market is
expected to reach $24.8 billion by 2027 (Designing a New "Fitness Journey" in the Digital
Experience Economy | itel International), reflecting the popularity of connected fitness
platforms like Peloton, Apple Fitness+, and countless wellness apps. Here too, the experience
economy paradigm is clearly at play. Companies are not just selling workout equipment or
gym access; they are selling an engaging fithess experience — often a combination of expert
instruction, entertainment, community, and convenience. For example, Peloton’s success has
been attributed to transforming a static at-home biking machine into an immersive,
community-driven experience with live instructors, leaderboards, and a sense of belonging to
a “tribe” of riders. A Wi-Fi enabled Peloton bike “elevates the fitness experience to
something far more interactive and engaging”, a strategy that helped Peloton amass over 3
million subscribers and derive two-thirds of its revenue from subscription services rather than
hardware sales (Designing a New "Fitness Journey" in the Digital Experience Economy | itel
International) (Peloton Continues Comeback With Strong Subscription Metrics). Even as
pandemic lockdowns eased, demand for such at-home fitness experiences remains high;
surveys show roughly 38% of fitness consumers still prefer working out at home and are willing
to spend more on in-home fithess options they perceive as delivering greater lifetime value
(Designing a New "Fitness Journey" in the Digital Experience Economy | itel International).

These developments in fashion and fitness point to a common theme: businesses must
treat experience as part of the product offering. In the experience economy, “the quality of
your product doesn’t guarantee success” if the overall experience is lacking (Experience
Economy Trend Leads The Way into 2021 | Landbot). Online fashion retailers have learned that
simply listing merchandise on a website is not enough — the customer journey from browsing
to checkout must be engaging, convenient, and even enjoyable to build loyalty. Likewise,
fitness brands know that a workout alone isn’t a sticky offering unless wrapped in an
experience that motivates and delights users (through gamification, social interaction,
progress tracking, etc.). As Pine and Gilmore famously asserted, companies should aim to
stage experiences that are memorable and personal for the consumer, treating goods as
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props and services as the stage for those experiences (Designing a New "Fitness Journey" in
the Digital Experience Economy | itel International).

Study Obijective: Despite widespread recognition of the experience economy’s
importance, there is a need for empirical research on how it concretely shapes consumer
behavior and business models in specific online sectors. This study addresses that gap by
focusing on the online fashion and fitness industries. We seek to answer two primary
questions: (1) How do enhanced customer experiences in digital fashion retail and fitness
platforms influence consumers’ behaviors, attitudes, and loyalty? (2) How are businesses in
these sectors adapting their models (strategies, offerings, revenue models) to capitalize on the
experience economy? By examining these questions through surveys and case studies, we
aim to contribute both theoretical insights — by contextualizing findings within experiential
marketing and consumer behavior theory — and practical guidance for firms looking to leverage
experiential strategies.

The remainder of this article is structured as follows. First, we review relevant literature
on the experience economy, experiential marketing, digital brand engagement, and customer
experience in online fashion and fithess contexts. Next, we describe the methodology of our
empirical study, including data collection from consumers and analytical approaches. We then
present the results, highlighting key findings on consumer experience metrics and business
model observations. In the discussion, we interpret what these findings mean in light of
existing theories and industry trends, and we derive implications for marketers and managers.
Finally, we conclude with a summary of contributions, acknowledge limitations, and suggest
directions for future research into the evolving experience economy.

Literature Review

2.1 The Experience Economy and Experiential Marketing

Pine and Gilmore’s concept of the experience economy marked a paradigm shift in how
value creation is understood (Experiential Activations By The Trade Group). In their framework,
economic offerings evolve from commodities to goods, to services, and finally to experiences
— with each level adding greater customer customization and involvement. An experience is
not merely the service of getting something done, but an engaging event that the customer
finds memorable and meaningful. Companies embracing this paradigm design interactions
that engage customers’ senses, touch their emotions, and stimulate their minds. Pine and
Gilmore identified four realms of experiential value — entertainment, education, escapism, and
esthetic (immersive) experiences — suggesting that rich experiences often blend these realms
(e.g. a fitness class that is fun, teaches new skills, provides a diversion from daily stress, and
is visually engaging).

International journal of Professional Science

19
Ne3(1) - 2025


https://creativecommons.org/licenses/by/4.0/deed.ru|
https://www.itelinternational.com/insights/designing-a-new-fitness-journey-in-the-digital-experience-economy/#:~:text=We%20are%20now%20entering%20the,while%20products%20are%20the%20props
https://www.itelinternational.com/insights/designing-a-new-fitness-journey-in-the-digital-experience-economy/#:~:text=We%20are%20now%20entering%20the,while%20products%20are%20the%20props
https://www.tradegroup.com/experiential-activations-the-return/#:~:text=In%20a%201998%20Harvard%20Business,theory%20is%20the%20experience%20economy

Professional science applies the Creative Commons Attribution (CC BY 4.0) license to the materials published-
https://creativecommons.org/licenses/by/4.0/deed.rul

This experiential view of consumption has roots in earlier consumer research. Holbrook
and Hirschman’s (1982) seminal work on the “experiential aspects of consumption” argued
that consumers seek fantasies, feelings, and fun in many purchase contexts, not just
functional utility. In other words, consumption often has hedonic motives: the enjoyment
derived from the act of shopping or using a product can be as important as the product’s
functional benefits. This idea laid groundwork for what in the late 1990s became formalized as
experiential marketing. Schmitt (1999) described experiential marketing as creating
opportunities for customers to sense, feel, think, act, and relate — a set of strategic experience
modules - through orchestrated brand encounters. Unlike traditional marketing which focuses
on product features and benefits, experiential marketing focuses on delivering a certain
experience theme or gestalt that resonates with customers at multiple touch-points (e.g.
through atmospheric retail design, events, communities, and interactive media).

A key contribution in this domain is the development of the brand experience construct
by Brakus, Schmitt, and Zarantonello (2009). They define brand experience as “sensations,
feelings, cognitions, and behavioral responses evoked by brand-related stimuli” encountered
throughout the customer journey (jmkg.73.3.052). Through empirical research, they identified
four dimensions of brand experience: sensory (appealing to sight, sound, touch, etc.), affective
(evoking emotions), intellectual (stimulating curiosity and thought), and behavioral (inducing
bodily experiences or actions). Notably, their studies demonstrated that brand experience has
tangible effects on consumer satisfaction and loyalty (jmkg.73.3.052). Brands that
consistently provide rich experiences (across those sensory-affective-intellectual-behavioral
dimensions) can foster stronger customer attachment and encourage repeat patronage,
beyond what can be explained by traditional drivers like product quality or price satisfaction.
This finding reinforced the notion that investing in experiences yields ROI through enhanced
customer lifetime value.

In the context of the experience economy, the role of customer experience (CX)
management has risen to prominence. Customer experience is often defined as the cumulative
impression formed by a customer’s interactions with a company’s touchpoints, from initial
awareness through purchase and post-purchase phases (Experience Economy Trend Leads
The Way into 2021 | Landbot). It spans both digital and physical channels. A superior, well-
crafted CX leads to higher customer satisfaction, positive word-of-mouth, and competitive
differentiation (Experience Economy Trend Leads The Way into 2021 | Landbot). Firms like
Amazon and Starbucks famously prioritize CX as integral to their strategy, ensuring each
customer interaction — be it website usability, delivery service, or loyalty rewards — reinforces
a positive overall experience. Indeed, as the marketplace gets more crowded and products
become commoditized, CX is one of the few levers companies can use to stand out. A
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Capgemini study cited by Landbot (2021) notes that “any business's competitive position
depends on its capacity to generate impressive experiences through innovative channels and
formats” (Experience Economy Trend Leads The Way into 2021 | Landbot). This is true for both
business-to-consumer (B2C) and business-to-business (B2B) contexts, as all customers are
human and influenced by experiential factors in decision making (Experience Economy Trend
Leads The Way into 2021 | Landbot).

Experiential marketing thus goes hand-in-hand with the experience economy. It involves
designing and implementing marketing strategies that create personal, memorable
interactions with consumers. Examples include immersive pop-up events, flagship stores with
interactive installations, gamified loyalty programs, and engaging online content that invites
participation. The goal is to form an emotional bond between the customer and the brand
through these experiences. In the digital era, experiential marketing increasingly leverages
technology - for instance, augmented reality (AR) apps that allow customers to virtually “try
on” products (blending digital and physical experience), or personalized Al-driven
recommendations that surprise and delight users with relevant content. The underlying
principle is to move beyond a transactional relationship and instead “treat customer
experience as an intrinsic part of the product” (Experience Economy Trend Leads The Way
into 2021 | Landbot). When done successfully, experiential marketing can turn customers into
enthusiastic brand advocates and reduce sensitivity to price competition (The Experience
Economy and the Meaning of Luxury -or- Why Luxury Requires a Different Type of Content
Strategy ).

2.2 Digital Brand Engagement and Online Communities

One important aspect of the experience economy in online settings is digital brand
engagement. Brand engagement refers to the depth of the customer’s interactive relationship
with a brand — often exemplified by participation, co-creation, and advocacy behaviors. With
the rise of social media and online brand communities, consumers now engage with brands
in two-way dialogues and peer interactions, not just passive consumption of advertising. This
creates opportunities for experiential value: for example, a fithess apparel brand hosting an
online community where users share workout tips and get feedback creates a sense of
camaraderie and belonging that goes beyond the clothing itself. Engaged customers often
develop a sense of identity and “emotional affinity” with the brand (Experience Economy Trend
Leads The Way into 2021 | Landbot).

Research in digital marketing has highlighted several facets of online brand engagement:
user-generated content, influencer partnerships, interactive campaigns, and gamification are
a few. Each can enhance the customer’s experience. For instance, encouraging customers to
post photos or reviews (UGC) makes them an active part of the brand story, giving a feeling
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of recognition and contribution. Brands like Sephora and Nike have successfully built online
communities (via forums or apps) that double as experiential platforms — users exchange
ideas, participate in challenges, and celebrate shared passions (beauty, fitness), effectively
blurring the line between customer and participant. This aligns with Pine & Gilmore’s idea of
co-creating experiences: the customer is not just consuming a pre-packaged experience, but
actively shaping it.

In the context of social media, FOMO (fear of missing out) dynamics also drive the
experience economy. Millennials and Gen Z consumers, in particular, have shown a penchant
for collecting experiences and sharing them on social networks (Experience Economy Trend
Leads The Way into 2021 | Landbot). A study by Eventbrite found that 7 out of 10 millennials
experience FOMO, which in turn fuels a higher appetite for attending events and seeking novel
experiences to share (Experience Economy Trend Leads The Way into 2021 | Landbot). While
that study was about offline events, the same psychological driver influences online behaviors
— for example, joining a trending virtual fitness challenge or trying a new augmented reality
fiter because friends are doing it. Digital brands leverage this by creating “shareable
moments” in the customer journey (e.g. badges for workout milestones, AR selfies with a new
fashion item) which not only enrich the individual user’s experience but also propagate the
brand experience to their network.

Another construct to note is customer engagement in online brand communities.
Brodie et al. (2013) conceptualize customer engagement as a multi-dimensional concept
(cognitive, emotional, behavioral engagement) that occurs in interactive customer experiences
with a focal object (brand or community). Engaged customers are typically more loyal and offer
constructive feedback, effectively becoming partners in the brand’s innovation. Many fashion
and fitness companies have tapped into this by hosting online forums, Facebook groups, or
app-based communities. For example, Lululemon (an activewear brand) has an online
community where members can join mindfulness sessions or local workout meetups; this
extends the brand experience from just purchasing clothing to participating in a lifestyle.
Likewise, numerous fitness apps include social features like friend leaderboards, community
challenges, and chat support, turning a solitary exercise routine into a shared experience.

These engagement initiatives are a form of experiential marketing insofar as they enrich
the user’s experience of the brand beyond the core product. They also generate valuable
data and feedback for companies, and foster brand loyalty. However, they require authenticity
and alignment with brand values to succeed - contrived or purely promotional “communities”
tend to fail in delivering genuine experiential value.
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2.3 Customer Experience in Online Fashion Retail

The fashion industry provides a vivid illustration of how the experience economy plays
out in e-commerce. Fashion products are inherently experiential — consumers care about how
clothing makes them feel (confident, fashionable) and the experience of discovering and
styling outfits, not just the fabric and thread. However, one challenge of online fashion retail is
the loss of the tangible, sensory experience of shopping: you cannot touch or try on the
product before purchase. To bridge this gap and avoid a cold, transactional feel, online
retailers have adopted various experiential strategies.

Immersive Technologies (AR/VR): Augmented Reality has emerged as a popular tool in
online fashion to simulate physical try-ons and enhance visual experience. Kovacs and
Keresztes (2024) conducted a qualitative study among Gen Z consumers and found that the
visual experience is one of the most critical factors in online fashion shopping (Digital
Innovations in E-Commerce: Augmented Reality Applications in Online Fashion Retail—A
Qualitative Study among Gen Z Consumers) (Digital Innovations in E-Commerce: Augmented
Reality Applications in Online Fashion Retail—A Qualitative Study among Gen Z Consumers).
AR “try-on” features, where users can see a garment overlaid on their image or avatar, help
customers visualize products in context, reducing uncertainty. Retailers like Zara, ASOS, and
Warby Parker have implemented AR fitting rooms or virtual try-on for accessories like glasses.
These innovations make online shopping more fun and interactive. According to industry
reports, AR is considered a “new frontier in retail” and many fashion retailers are investing in
such immersive technologies to meet customers’ demand for more than the average
shopping experience (Digital Innovations in E-Commerce: Augmented Reality Applications in
Online Fashion Retail—A Qualitative Study among Gen Z Consumers). By allowing consumers
to virtually experience products, AR can increase confidence in purchase decisions and
potentially reduce return rates. It exemplifies how digital platforms can deliver tangibility and
experiential content even without physical presence.

Website Design and Content: The online storefront must create an engaging ambiance
akin to a well-designed physical boutique. This includes high-quality imagery, 360-degree
product videos, and even music or interactive elements on the site. A study on online fashion
customer experience in Finland found that content plays a dual role of informing and
inspiring customers, and that content features which align with customer needs add
significant value to the online buying experience (Improving the customer buying experience
in online fashion retail through content marketing: An empirical study among Finnish
consumers - UTUPub). Many fashion e-tailers now integrate editorial content (lookbooks,
trend articles, style guides) alongside shopping, essentially merging magazines with stores.
This provides entertainment and education (two of Pine & Gilmore’s realms) to shoppers. User-
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generated content, like Instagram photos of customers wearing the brand, is also featured to
add authenticity and social proof, which can heighten the aspirational experience. Indeed,
Lempinen (2017) notes that shoppers perceive UGC as more trustworthy and value-adding
than company’s own content (Improving the customer buying experience in online fashion
retail through content marketing: An empirical study among Finnish consumers - UTUPub),
suggesting that seeing real people’s experiences with the product enriches their own pre-
purchase experience.

Personalization: Personalization technology is a cornerstone of digital experiential
marketing in fashion. By using Al and data analytics, online retailers tailor product
recommendations, emails, and even website visuals to individual user preferences. The aim is
to recreate the feeling of a personal stylist guiding the customer. A personalized online
shopping experience — where the site “understands” your style and fit — can delight customers
and save them time, thus improving both emotional satisfaction and utilitarian convenience.
Susi (2024) notes that personalized subscription models (e.g. monthly curated fashion boxes)
are among the leading trends in e-commerce, as they make the shopping experience feel
custom-made for the consumer (Digital Innovations in E-Commerce: Augmented Reality
Applications in Online Fashion Retail—A Qualitative Study among Gen Z Consumers). Stitch
Fix is a prime example: it built its business model around curating clothing selections for each
customer through a combination of Al algorithms and human stylists, turning what could be a
mundane task of shopping into a surprise-and-delight experience with each delivery.

Omnichannel and “Phygital” Experiences: Many traditionally brick-and-mortar fashion
retailers have adopted an omnichannel approach, blending physical and digital experiences
to serve the experience-seeking consumer. For instance, a customer might use a retailer’s
mobile app to scan items in a store for more information or to see how an outfit might look
with different accessories (digital overlay). Conversely, online shoppers can benefit from
services like “buy online, try in store” which extends the experience across channels. The
concept of “phygital” retail (physical + digital) aims to offer the best of both worlds - e.g. an
in-store smart mirror that suggests items based on your online browsing, or virtual fashion
shows/live-streams that replicate the excitement of attending a runway event. These
innovations are responses to a finding that, even as e-commerce grows, consumers still enjoy
certain aspects of physical shopping (such as the social and sensory experience) () (). By
bringing experiential elements into e-commerce and vice versa, fashion brands create a more
unified and engaging customer journey.

Emotional and Social Elements: Fashion consumption is deeply tied to identity and self-
expression. Therefore, a positive emotional experience - feeling stylish, confident, or part of a
brand’s lifestyle community —is a major driver of loyalty. Luxury fashion brands have long sold
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an aura and exclusivity as part of the product. In the online era, even fast-fashion brands try
to cultivate a brand culture that customers can latch onto. This might include social media
challenges (e.g. a hashtag campaign encouraging users to share their outfits), or interactive
look-building tools that let users play stylist and share their creations. By focusing on these
emotional/social dimensions, online fashion retailers leverage what Pine & Gilmore call the
“sweet spot” of an experience that is at once entertaining, escapist, educational (e.g. learning
style tips), and esthetically pleasing. Indeed, the first online shopping experience a customer
has with a brand can set the tone for converting them into a repeat buyer (Improving the
customer buying experience in online fashion retail through content marketing: An empirical
study among Finnish consumers - UTUPub), underlining the importance of making that
experience as satisfying as possible.

Multiple studies corroborate that enhancing online customer experience yields business
benefits in fashion retail. For example, Puccinelli et al. (2017) observed that a well-designed
online shopping experience (easy navigation, rich product info, enjoyable interface) leads to
higher conversion rates and customer satisfaction. A recent empirical study by Cabrera-
Cordova et al. (2023) focusing on fashion consumers (age 18-35) in Peru found that
experiential marketing efforts have a positive correlation with the online purchase decision
(0. In their survey, the most valued experiential factors were tangibility (the ability to evaluate
product through detailed images, descriptions, maybe AR), purchase experience (the ease
and enjoyment of the buying process), and exclusivity (feeling special or getting unique
products) (). These factors align with the strategies discussed above. Moreover, participants
in that study highlighted trust and ease of use as key influences on their decision to purchase
(), which underscores that while pursuing flashy experiences, retailers must not neglect the
foundational elements of a good experience: reliability, security, and usability.

In summary, the literature on online fashion retail suggests that customer experience is
holistic, comprising functional elements (usability, information availability, delivery/return
convenience) and experiential elements (immersion, personalization, emotional connection).
Both are critical. Successful online fashion businesses integrate experiential marketing to
make online shopping “memorable, personal, and fun”, effectively turning what could be an
impersonal transaction into an engaging journey for the consumer.

2.4 Customer Experience in Online Fitness Platforms

The fitness industry’s integration with digital technology has given rise to what some call
the “fitness experience economy” (Designing a New "Fitness Journey" in the Digital
Experience Economy | itel International) (Designing a New "Fitness Journey" in the Digital
Experience Economy | itel International). Instead of the traditional gym membership model
(which is essentially selling access to equipment/facilities), we now see a proliferation of fitness
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services that emphasize experience: live-streamed workouts, virtual coaching, social fitness
challenges, and wellness tracking.

A hallmark of this shift is the transition from selling products (e.g. exercise machines,
DVDs) to selling services or subscriptions centered on experiences. Peloton is often cited as
a case study. Rather than just manufacturing exercise bikes, Peloton created a platform
delivering interactive fitness classes and community engagement through the bike’s screen
(Designing a New "Fitness Journey" in the Digital Experience Economy | itel International). The
bike is a conduit to the experience. This model has proven effective: Peloton’s user base grew
over 100% during 2020, and by 2023 it had over 3 million connected fitness subscribers
(Peloton Subscriber and Revenue Statistics (2024)). Notably, in a recent quarter Peloton’s
subscription revenue ($420.6 million) accounted for the majority of its total revenue,
surpassing its hardware sales ($253.4 million) (Peloton Continues Comeback With Strong
Subscription Metrics). This indicates a successful pivot to an experience-driven revenue model
(recurring subscriptions) from a traditional product sale model. Peloton’s approach
incorporates several experiential elements recognized in literature: personalization (tailored
class recommendations), community (leaderboards, live group classes where members see
each other’s performance), gamification (badges, challenges, competitive metrics), and
convenience (on-demand access at home).

Beyond Peloton, the broader digital fithess ecosystem includes:

« Fitness Apps (e.g. MyFitnessPal, Nike Training Club, Strava): These provide guided
workouts, tracking of progress, and often a social network component (friends, followers,
sharing accomplishments). The experience here is about integrating fitness into daily life with
feedback and motivation. Many apps use gamification - for instance, awarding points, streaks,
or rankings — to make using the app and doing exercise feel like a rewarding game. Studies in
human-computer interaction have found that such gamified features can increase user
engagement and habit formation in fitness contexts by satisfying psychological needs for
achievement and competition.

« Virtual Coaching and Classes: Services like Apple Fitness+ or Les Mills On-Demand
stream professionally instructed workouts to users’ devices, often with high production values
(music, stage lighting, etc.) to enhance enjoyment. These basically emulate a group fithess
class experience. Crucially, some have interactive features — Apple’s Fitness+ integrates with
the Apple Watch to display your heart rate on screen and celebrate when you close activity
rings, adding a personal touch. Research by the IHRSA Foundation (2021) found that today’s
fitness consumers demand highly personalized, flexible experiences — a “one size fits all”
approach no longer works (New Research: Consumers Value a... | Health & Fitness
Association). Instead, users want variety in programming (different workout types, intensity
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levels) and the ability to assemble their own “fitness journey” (New Research: Consumers
Value a... | Health & Fitness Association). Offering a breadth of virtual classes meets this need
for variety, which is linked to sustained motivation.

« Connected Fitness Games (Exergaming): An emerging trend is the blending of fitness
and video gaming, such as Zwift (virtual cycling/running in game worlds) or the use of VR in
workouts. Exergaming appeals to the escapism and entertainment aspects of experience. It
can attract individuals who otherwise find exercise monotonous, by providing goals,
narratives, or competitive play. As noted in an industry report, “gamification of fitness is the
latest trend that has the potential to invigorate the in-home fitness market” (Designing a New
"Fitness Journey" in the Digital Experience Economy | itel International). Early studies suggest
exergames increase exercise adherence by making workouts more immersive and fun.

Community and Social Motivation: A distinctive aspect of fithess experiences is the role
of social support and competition. Many people are motivated by working out with others or
comparing progress. While a home workout can lack the camaraderie of a gym class, digital
platforms deliberately incorporate community features to fill that gap. For example, Peloton’s
real-time leaderboard allows users to compete and even high-five each other virtually.
Research shows that “people are often more motivated to work out when they have someone
with whom they can compare” (Designing a New "Fitness Journey" in the Digital Experience
Economy | itel International). In fact, Peloton reported that subscriber churn is 60% lower for
members who engage in at least two different types of classes (disciplines) per month
compared to those who stick to just one (Peloton Continues Comeback With Strong
Subscription Metrics) (Peloton Continues Comeback With Strong Subscription Metrics). This
implies that broadening the scope of the experience (cross-training, varied activities) and
connecting with different sub-communities (yoga, cycling, running enthusiasts, etc.) enhances
retention. Additionally, features like online forums, Facebook groups (e.g. Peloton Official
Member Page), and local meetups organized via an app help foster a sense of belonging to a
fitness community, which can be a powerful emotional draw.

Holistic Well-being and Personalization: The notion of a “total fithess experience” is
now extending beyond just the workout to encompass nutrition, mental health, and lifestyle
coaching. Many fitness apps and platforms have started offering meditation sessions, diet
tracking, or personal coaching tips, acknowledging that users see fitness as part of a broader
wellness journey. According to a Health & Fitness Industry report, mental well-being has
become the second most important motivator for exercise (35% of respondents), just
behind physical health (46%) (New Research: Consumers Value a... | Health & Fitness
Association). This shift means that experiences which address stress relief, mindfulness, and
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community support (for accountability) are increasingly valued. For fithess businesses, it
opens opportunities to differentiate via content that addresses those deeper needs (for
example, integrating mindfulness into a workout routine for a more fulfilling experience).

User Experience Design in Fitness Apps: Another stream of literature focuses on the
usability and feature satisfaction in fitness applications. Park et al. (2022) conducted an
empirical analysis of fitness app attributes and found that users placed highest importance on
practical features like ease of use, clear information, compatibility with devices, and data
privacy ( Analysis of Strategies to Increase User Retention of Fitness Mobile Apps during and
after the COVID-19 Pandemic - PMC). These basic factors must be satisfied for the experience
to be positively received. The same study noted areas where satisfaction lagged behind
importance: for instance, users wanted more accurate exercise information and efficient
design, and better integration of images/videos in the app to guide workouts ( Analysis of
Strategies to Increase User Retention of Fitness Mobile Apps during and after the COVID-19
Pandemic - PMC). This suggests that while novelty features are welcome, the core experience
must reliably deliver useful guidance and be user-friendly. An app that crashes or provides
poor tracking data will undermine the experience no matter how gamified it is. Thus, the
literature implies a hierarchy: first ensure a frictionless, reliable user experience, then add
layers of experiential enhancement (gamification, community, personalization). This aligns with
the broader principle that functional satisfaction is a prerequisite for experiential satisfaction.

In summary, the fitness industry has embraced the experience economy by transforming
workouts into rich digital experiences that can be delivered anytime, anywhere. Consumers
have responded by flocking to those offerings that best replicate or even improve upon the
motivational and enjoyable aspects of in-person fitness. The key components of successful
online fitness experiences identified in the literature include: personalization (tailoring
workouts and guidance to individual goals), interactivity (live feedback, adaptive difficulty),
community (social support and competition), and content richness (variety of workouts,
music, visuals). When these come together, the fitness activity becomes more than exercise -
it becomes an engaging part of the consumer’s lifestyle, often with emotional significance
(pride, reduced stress, connection to others). Companies that excel in these areas (e.g. offering
an integrated platform of workout + tracking + community + entertainment) are effectively
redefining their business model around selling an experience of wellness, rather than just a
product or facility for exercise.

2.5 Conceptual Framework and Research Gap

Based on the literature, we can conceptualize that in both fashion and fithess online
markets, the experience economy manifests through specific strategies (independent
variables) such as immersive technologies, interactivity, personalization, community-building,
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and experiential content. These in turn influence consumer responses (dependent variables)
like engagement, satisfaction, brand loyalty, purchase intention, and willingness to pay a
premium. The linkage is often mediated by psychological factors like emotional connection,
perceived value, and trust. For instance, a personalized fitness app experience may increase
perceived value and enjoyment, leading to higher loyalty (mediation), and this effect might be
moderated by user characteristics (e.g., younger users might value gamification more, or
experienced shoppers might require higher-quality visuals to be impressed).

While prior studies have examined elements of this (as reviewed above), there is a relative
paucity of research that directly compares how the experience economy is playing out across
different sectors in the digital domain. Moreover, much of the literature either focuses on
conceptual development or single-case studies. Quantitative empirical evidence linking
specific experiential features to consumer behavior outcomes is still emerging, especially in
rapidly evolving fields like virtual fitness. Our study aims to fill this gap by empirically testing
some of these relationships and comparing two sectors to see commonalities and differences.
In doing so, we build on the theoretical grounding laid out (experience economy theory,
experiential marketing, CX importance) and seek to contribute new insights that are both
academically and managerially relevant.

Proposed Research Model (Summary): We posit that experiential marketing practices
(e.g. AR try-on, interactive live fitness classes, curated content, etc.) positively affect customer
experience quality (as perceived by consumers). High experience quality then leads to
favorable consumer behavioral outcomes (e.g. higher purchase frequency in fashion, higher
subscription retention in fitness). We also posit that businesses adapt their business models
(e.g. adopting subscription services, creating omnichannel touchpoints) in response to the
experience economy’s pressures, which might be observed qualitatively.

The next section details the methodology we used to investigate these propositions,
including data sources and analysis techniques.

Methodology

3.1 Research Design Overview

To explore how the experience economy is shaping consumer behavior and business
models in online fashion and fitness, we employed a mixed-methods research design. This
approach combined quantitative survey research to gather consumer insights with qualitative
case analysis to understand business model implications. The rationale for this design was to
triangulate findings: the survey provides broad empirical relationships and generalizability,
while case studies offer depth and context in how companies implement experiential
strategies.
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Specifically, the study consisted of two main components:

1. Consumer Survey: A structured questionnaire administered to consumers of
online fashion retail and online fithess services. The survey captured data on consumers’
perceptions of their experiences in these contexts and the impact on their behavior (e.g.,
purchase decisions, loyalty). We targeted respondents who had recent (past 6 months)
experience either shopping for fashion items online or using an online fitness platform (or both).

2. Case Studies: In-depth analysis of four companies (two in fashion e-commerce,
two in digital fitness) known for their experiential approach. This involved reviewing company
reports, website/app features, and secondary data (articles, interviews) to document their
business model innovations and experiential marketing practices. The companies selected
were: ASOS and Nike (Direct) for fashion, and Peloton and ClassPass for fitness. These were
chosen to represent a range of business models (retail platform, brand with omnichannel
presence, hardware-plus-subscription, and service aggregator respectively) all emphasizing
customer experience.

The combination of methods allows us to both quantitatively measure consumer
responses and qualitatively interpret firm strategies, which is appropriate given our research
questions span both behavior and business model realms.

3.2 Survey Methodology

Sampling and Data Collection: We recruited survey participants from two countries —
the United States and the United Kingdom - via an online panel provider to ensure a diverse
and relevant sample. These markets are mature in e-commerce and fitness tech adoption,
providing a suitable context. Respondents were screened for being 18 years or older and for
having either made an online fashion purchase or used an online fitness platform in the last 6
months. We aimed for roughly equal representation of the two contexts; in total, 810
respondents completed the survey, with 412 primarily answering about fashion shopping
experiences and 398 about fitness platform experiences (a small number had done both; they
were instructed to focus on one context to avoid conflating experiences).

The final sample (n ~ 800) was 58% female and 42% male, with an average age of 30.7
years (SD = 9.4). Approximately 50% were Millennials (25-40), 30% Gen Z (18-24), and 20%
Gen X or older (>40). This skew towards younger demographics was expected given the online
and digital fithess focus. We ensured a mix of frequent vs. infrequent users: e.g., some shop
online monthly or more, others only occasionally; similarly, some use fitness apps daily vs.
weekly.

The survey was administered online using Qualtrics. Participants were presented with
questions about one of the industries (whichever was more relevant to them) — this was done
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to have them reflect deeply on that specific experience rather than mixing the two in one
questionnaire.

Measures: We developed the survey instrument based on existing scales and literature
for consistency and validity:

« Experiential Features Usage: A checklist of whether the respondent had engaged with
various features during their experience. For fashion: e.g., Viewed a video catwalk of the
product, Used a virtual try-on or size recommendation tool, Read customer reviews or style
tips on site, Followed the brand on social media. For fitness: e.g., Did live-stream classes,
Participated in app challenges or leaderboards, Interacted with other users/community, Used
personalized training plans. This was used to categorize users into high vs low experiential
engagement groups.

« Perceived Experience Quality: A multi-item scale adapted from customer experience
literature (including sensorial, emotional, social, and functional aspects). Respondents rated
statements on a 5-point Likert scale (1 = strongly disagree, 5 = strongly agree). Example items:
“Shopping on this website is enjoyable and fun”, “I feel emotionally connected to this fitness
app or brand”, “The online experience is as good as/instead of being in a store or class”, “I
can easily find information and feel confident about my purchase/use”. We conducted an
exploratory factor analysis which yielded two clear sub-dimensions: Experiential Enjoyment
(o = 0.88) capturing fun, immersion, social connection; and Functional Ease/Trust (o = 0.84)
capturing convenience, information adequacy, and security/trust in the platform. These align
with prior findings that both hedonic and utilitarian factors contribute to overall CX.

« Consumer Behavioral Outcomes: We measured several outcomes. (a) Satisfaction:
“Overall, how satisfied are you with your experiences with [site/app]?” (10-point scale). (b)
Loyalty intentions: a composite of likelihood to continue using, likelihood to recommend (NPS
style question), and preference over competitors. (c) Spending behavior. self-reported change
in spending or usage frequency after engaging in these experiences (e.g., “l find myself
shopping more often because of the enjoyable experience”). (d) Willingness to pay premium:
one item asking if they would pay slightly more with this company for the better experience,
vs. a cheaper but less enjoyable alternative.

« Moderators and Controls: We collected data on familiarity with technology (tech-
savviness), whether the pandemic influenced their shift to online, income (could affect
willingness to pay), and whether they primarily value convenience or experience (self-
identified) to test as moderating factors.

The survey was pre-tested with 15 individuals for clarity and timing. It took ~10 minutes
to complete.
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Analytical Approach (Survey): We analyzed the survey data using SPSS and AMOS.
First, we conducted reliability and validity checks for our scales (Cronbach’s alpha as noted,
and confirmatory factor analysis for convergent/discriminant validity). Then, we tested
hypotheses. Given our aims, the core analysis was examining the relationship between
experience quality and consumer outcomes. We ran regression models where satisfaction,
loyalty, and spending increase were outcomes, and experiential enjoyment and functional ease
were predictors, controlling for demographics. Additionally, we split the sample by industry to
see differences between fashion and fithess contexts. We also used correlation analyses to
see if specific features usage correlated with higher scores on experience quality and
outcomes. Finally, we tested if those who engaged more experiential features had significantly
different outcomes (using t-tests/ANOVA).

3.3 Case Study Methodology

For the qualitative component, we adopted a case study approach focusing on four
companies as mentioned. We used a combination of document analysis and, where possible,
informal interviews or published interview content with company executives.

e For each company, we mapped out their customer journey and experience-related
initiatives. For example, for ASOS (a pure-play online fashion retailer), we documented their
site/app features: personalized homepage, catwalk videos, AR sizing tool (“See My Fit”),
extensive use of influencer content, free returns (reducing risk), and their social media
engagement tactics (Instagram shopping, TikTok campaigns). We looked at how these
features tie into their business results and positioning. We also noted how ASOS’s business
model (fast turnover of styles, online-only) leverages experience economy - e.g., constant new
content = constant new experiences for the consumer.

« Nike’s case is a bit different as a global brand with both stores and a strong online
presence. We focused on Nike’s digital ecosystem (Nike app, Nike Training Club, Nike Running
Club) where they cultivate community and experiences around the products. For instance,
Nike’s apps provide training programs (experiential value) that complement product sales,
effectively making Nike not just an apparel seller but a fithess service provider too. Nike’s use
of gamification (badges for runs, community challenges, etc.) and personalization through
member data were documented.

« Peloton’s case we covered largely in literature review, but in case study we updated
with their business model evolution (subscription focus, content expansion to
yoga/meditation, introduction of gamified features like “Lanebreak” which is a game-like
workout, etc.). We reviewed investor reports for metrics on engagement (such as average
workouts per subscriber) and any statements about the importance of experience in their
strategy.
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« ClassPass was included as a contrast: it doesn’t produce fitness content itself but offers
a subscription that grants access to thousands of physical and virtual fitness classes from
various providers. ClassPass’s model banks on providing a variety of experiences (different
studios, workout types) conveniently through one membership. We examined how the
platform’s UX and community reviews play a role in the experience, and how ClassPass
effectively turned gym/classes into an experience buffet, which disrupted traditional gym
memberships (pay-as-you-go experience sampling vs. one gym commitment).

For each case, we synthesized the findings to identify common patterns or unique
approaches. We especially noted any evidence of business model innovation explicitly tied
to delivering experiences. For example, Nike’s shift to more direct-to-consumer (D2C) sales
via its apps can be seen as aligning the business model (cutting out middlemen) to gain better
control of customer experience and data. Peloton’s recurring revenue model is built on
continuously engaging experiences that justify monthly fees.

We also considered performance indicators (where data available) such as customer
retention, NPS (Net Promoter Score), or sales growth to the extent they were attributed to
experiential factors.

3.4 Ensuring Rigor and Validity

We took several steps to ensure the rigor of our research. For the survey, we used
established measurement scales where possible and ran pilot tests. Common method bias
was mitigated by guaranteeing anonymity (to reduce respondent tendency to give socially
desirable answers about liking the experience) and by separating measurement of predictors
and outcomes in the survey flow. We also statistically checked for common method variance
using Harman’s single-factor test (no single factor accounted for the majority of variance).

For the case studies, we used data triangulation — e.g., comparing a company’s claims
(from press releases or annual reports) with external customer reviews or third-party reports
(like analyst assessments) to avoid relying solely on company rhetoric. We also had two
researchers independently review and code the case data for themes, then compared and
reconciled interpretations to reduce subjective bias.

Finally, we integrated the quantitative and qualitative findings during analysis to see if
they converged on similar conclusions (this will be reflected in the Discussion section). The
mixed-method approach itself is a form of triangulation, enhancing the study’s internal validity.
By surveying consumers and also examining companies, we aimed for a more comprehensive
understanding of the phenomenon.

In the next section, we present the results of the consumer survey followed by insights
from the case studies, structured around our research questions.
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Results

4.1 Survey Results: Consumer Perspectives on Experiential Factors

4.1.1 Differences in Experience Engagement (Fashion vs. Fitness): First, we examined
how many experiential features consumers reported using in each context. Fashion e-
commerce users on average had engaged with 3.2 out of 5 listed features. The most common
were reading customer reviews (72% of respondents) and viewing rich media like videos or
360° images (65%). About 40% had used a personalization feature (like a style quiz or Al
recommendation), and 25% had tried an AR fitting/visualization tool. On the fitness side, users
engaged with 2.8 out of 5 features on average. The most common were tracking progress
(68% using features like workout history, streaks), and participating in challenges or varied
class types (60%). Social interaction was noted by 45% (used leaderboards or community
forums), and 30% had experience with live classes or real-time trainer feedback. These
numbers indicate that while not every user utilizes all features, a significant portion is
interacting with multiple experiential elements, especially those that are readily accessible
(reading reviews, tracking progress).

We found that users who engaged more experiential features tended to have higher
overall experience ratings. For example, in fashion, those who had tried AR or personalization
reported an average experiential enjoyment score 0.5 points higher (on the 5-point scale) than
those who had not (p < 0.01). Similarly in fitness, those using social/competitive features had
higher enjoyment and also higher usage frequency of the app (self-reported days per week).
This suggests a positive association between feature engagement and perceived experience
quality, though causality could be bi-directional (enthusiastic users seek features vs. features
create enthusiasm).

4.1.2 Experience Quality and Consumer Satisfaction: We observed strong positive
correlations between the Experiential Enjoyment dimension of CX and key outcomes. For the
sample overall, Experiential Enjoyment had r = 0.62 with satisfaction and r = 0.55 with loyalty
intention (both p < 0.001). The Functional Ease/Trust dimension also correlated positively (r
= 0.45 with satisfaction). This means that both the fun/emotional aspects and the pragmatic
aspects of online experience contribute to satisfaction, though the emotional enjoyment had
a slightly larger effect size.

When running regression analyses (controlling for age, gender, and tech-savviness), we
found that Experiential Enjoyment significantly predicted: higher likelihood to recommend (3
= 0.53, p < 0.001), increased spend/usage (3 = 0.47, p < 0.001), and willingness to pay a
premium (3 = 0.32, p < 0.01). Functional Ease was also significant in predicting those
outcomes, but with smaller coefficients (e.g., g ~ 0.20-0.30). These models had R? in the range

0.30-0.40, indicating a substantial portion of variance in consumer loyalty is explainable by
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perceived experience quality. One interpretation is that an enjoyable, engaging experience not
only makes customers happy but also translates into them acting on that happiness by sticking
with or even advocating for the brand.

Breaking out by sector: Fashion shoppers showed a particularly strong effect of
experiential enjoyment on loyalty (g = 0.59). Many in the survey commented (in an open-ended
question) that they “love browsing on [favorite site] even when not needing to buy, because
it’s inspiring” — such intrinsic enjoyment likely keeps them coming back and eventually buying
more. In fitness users, experiential enjoyment strongly predicted continued subscription (g =
0.50) and frequency of workouts. Interestingly, functional ease (like the app’s reliability) had a
higher relative importance for fitness satisfaction than for fashion. This could be because for
a fitness app, if it crashes during a workout or data is inaccurate, it directly disrupts the
experience, whereas in fashion a minor website glitch is less detrimental unless it affects
payment or trust. In any case, both aspects are important as seen earlier.

4.1.3 Impact on Consumer Behavior: Among fashion respondents, 58% agreed or
strongly agreed that “I am more likely to stay loyal to an online fashion retailer that provides a
fun, personalized experience even if competitors are cheaper.” This aligns with the notion that
CX can trump price (The Experience Economy and the Meaning of Luxury -or- Why Luxury
Requires a Different Type of Content Strategy ). Also, 49% reported that they have increased
their online fashion spending over the past year specifically because “the online shopping
experiences have improved or become more enjoyable.” Only 12% said they find online
fashion shopping a purely utilitarian task with no enjoyment. This is an indicator of the
experience economy mindset taking hold among consumers — shopping is not just buying, it’s
a form of entertainment or self-expression.

In the fitness group, 65% agreed that “Having an interactive or community aspect to my
fitness app motivates me to work out more.” Furthermore, 52% said they would not have
maintained exercise habits without the digital experience making it convenient or fun
(especially pertinent for those who started during the pandemic). We also found that those
with high experiential engagement reported doing ~1.5 more workouts per week on average
than low engagement users. While many factors influence exercise frequency, users explicitly
credited things like “the variety keeps me from getting bored” and “seeing others’ progress
pushes me to not skip”, which are direct outcomes of experiential features.

Churn intention was inversely related to experience ratings: among users who gave top-
tier CX ratings (top 20%), virtually none indicated plans to cancel subscriptions or switch sites,
whereas among bottom-tier CX raters, about 30% were considering switching. This reinforces
what the Barclays research and Gartner insights suggested: neglecting experience can lose
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customers (Experience Economy Trend Leads The Way into 2021 | Landbot), while exceeding
expectations can foster loyalty even if cheaper alternatives exist.

4.1.4 Moderating Factors: We checked a few potential moderators. One interesting
finding: for older users (>40), functional ease/trust was a stronger predictor of satisfaction than
experiential fun (perhaps reflecting different priorities or comfort levels with digital
experiences). Younger users (esp. Gen Z) showed the opposite — they placed very high value
on the “cool” and fun factor. This is consistent with generational differences observed in
marketing studies, where digital natives expect a more gamified and social experience.

Another factor, user’s goal orientation: those who described their primary motive as “get
in, get out” (efficiency-focused) had overall lower enjoyment scores, but if the site/app was
very efficient and reliable, they were still satisfied. Those who were open to or seeking
enjoyment got the most out of experiential features. This suggests personalization not just of
content, but of the experience style may be beneficial (e.g., having both a quick path and an
exploratory path on a website).

In summary, the survey results provide empirical evidence that supports the idea that the
experience economy is influencing consumer behavior in these online sectors. Consumers
respond positively to experiential enhancements, which in turn can drive higher usage, loyalty,
and even willingness to pay.

4.2 Case Study Insights: Business Model Adaptations

Turning to the company case studies, we distill some key insights on how businesses
are leveraging experiential strategies and aligning their models:

Case 1: ASOS (Online Fashion Retailer) — Experiential E-Tailing at Scale. ASOS is a UK-
based global e-commerce fashion platform targeting young adults. A core part of its success
has been creating a fashion discovery experience online. They were among the first to
introduce catwalk videos for clothes (so users can see how fabric moves and fits on a model,
enhancing visualization). ASOS’s app and website emphasize personalization — a logged-in
user sees recommendations based on browsing, a “Style Feed” of outfits tailored to their taste
(using Al and their saved preferences), and even a visual search tool (upload a photo of an
outfit you like, and ASOS finds similar items). By positioning itself not just as a store but as a
fashion companion offering inspiration and advice, ASOS increases user engagement time
and loyalty.

From a business model perspective, ASOS invests heavily in content creation and
technology as part of their retail model — an expense traditional retailers might allocate to more
inventory or physical stores. They also offer services like free shipping and returns for premium
members (annual subscription), which while logistical, greatly improve the experience by
reducing friction and risk for customers (and encourage more frequent purchasing).
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Essentially, ASOS’s model recognizes that in an online context, trust and ease (free returns)
combined with enjoyment (browsing content) drive sales. The company’s strong social media
presence (over 10 million Instagram followers) and hashtag campaigns (like #AsSeenOnMe
where customers share their ASOS looks) extend the experience beyond the transaction,
fostering community and free user-generated marketing. These experiential aspects have
contributed to ASOS’s high customer retention especially among the 20-something
demographic.

Case 2: Nike (Digital Engagement as a Strategy) — Omnichannel Brand Experience.
Nike, as a huge brand, has a multifaceted model, but in recent years has explicitly focused on
building direct customer relationships via digital platforms. Nike’s membership program (free
to join) is essentially a vehicle for personalized experiences: members get access to the Nike
Run Club and Training Club apps, exclusive content (like workouts led by pro athletes), early
product access (which creates a feeling of VIP experience), and even immersive events
(sometimes virtual, sometimes physical meetups). This strategy — sometimes referred to by
Nike as “Consumer Direct Offense” - reorients the business model to prioritize lifetime value
of customers over immediate sales. By engaging members through experiences (workouts,
challenges, style guides, etc.), Nike keeps them within its ecosystem, which eventually drives
product sales in a more organic way.

An example: during the pandemic, Nike made its premium Training Club content free for
a time, gaining millions of new users; those users were then more likely to purchase
apparel/equipment to support their new routines. Nike’s use of data from its apps also informs
product development (they notice trends in what workouts people do, which might influence
what kind of products to make) — a synergy that only comes when you treat the experience as
integral to the offering. In stores, Nike has been adding tech-driven experiences like
augmented reality showcases and localized community spaces (e.g., Nike’s House of
Innovation stores) to blur online-offline. These moves reflect how a traditional product-focused
company can transform its model to be experience-centric, using digital tools to scale
personalization and community.

Case 3: Peloton (Subscription Model in the Experience Economy) — From Hardware to
Platform. Peloton’s model highlights how monetizing experiences directly can be viable. They
sell hardware at a premium, but the goal is to get customers onto the subscription (currently
~$44/month for full access) where the ongoing experience occurs. Peloton invests in content
creation (it runs a media production studio for classes), talent (instructors are like fithess
celebrities, enhancing the experience), and software updates that introduce new features
(recently, more gamified workouts, scenic rides, etc.). The business model thus has high fixed
costs in producing experience content but scales with a growing subscriber base. As long as
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the experience keeps people hooked (which, as per their reports, is indicated by high average
workouts per month and low churn ~1% monthly (Peloton Continues Comeback With Strong
Subscription Metrics)), the model is profitable over the long term.

Notably, Peloton also adapted its model when it saw some users didn’t want to invest in
the bike — they introduced a digital-only membership (for app classes without equipment) at a
lower price, recognizing different segments of experience seekers. They even started
integrating with third-party devices (e.g., allowing people with other treadmills to use Peloton
content), essentially prioritizing the distribution of their experience over proprietary hardware
lock-in. This again underscores the power of the experience: Peloton’s brand is strong enough
that people will pay for the workout experience even without owning Peloton equipment.

Case 4: ClassPass (Experience Aggregator) — Marketplace of Experiences. ClassPass
doesn’t create fitness content; instead, it provides a subscription that lets users book classes
at thousands of studios/gyms or join livestreams. Its entire value proposition is giving variety
and flexibility — which is very much targeting the experience economy notion that people want
to sample different experiences rather than be tied to one place. ClassPass’s model disrupted
gyms by turning fitness into a flexible experience you can curate: yoga one day, spinning the
next, etc., all via one app. This appeals to the novelty-seeking aspect of experiences (escapism
and diversity) () ().

From a business standpoint, ClassPass’s success hinged on a smart credit system (they
assign credit costs to classes based on demand) and strong app UX that makes discovering
and booking classes seamless. The app incorporates reviews and ratings, which adds a
community trust dimension. Essentially, ClassPass is monetizing the access to experiences
rather than any single product or location. Its growth (pre-pandemic) showed that urban
consumers especially loved this model. Even after the pandemic, ClassPass added online
classes as part of their offering, again adapting to how consumers still wanted experiences
from home.

Common Themes: Across these cases, a few common business model shifts are
evident:

« Subscription/Recurring Revenue: Leveraging experiences to justify subscription
models (Peloton, ClassPass, Nike’s membership albeit free, but leading to loyalty). Predictable
revenue in exchange for continuously delivering value through experiences.

e Investment in Technology & Content: Whether it’s AR features for ASOS or video
production for Peloton, companies are allocating more resources to tech and content creation
— traditionally outside the scope of say a retailer or manufacturer — because those create the
differentiated experience.
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« Community as Part of the Model: Each case had a community aspect (ASOS = social
media/UGC, Nike = member community and events, Peloton = tribes and instructor fandom,
ClassPass = user reviews and referrals between friends). Community retention loops become
a quasi “asset” for the company - for example, Peloton’s community increases the product’s
value with each new member (network effects), which is very different from an isolated product
sale model.

« Data-Driven Personalization: All leverage user data to refine the experience
(recommendations, new offerings). The business model thus increasingly includes analytics
and responsive design as core competencies.

« Premium Branding through Experience: By offering superior experiences, these
companies often command a price premium or at least stronger brand loyalty. Nike’s products
are premium priced but justify it with the ecosystem. Peloton’s gear is costly, justified by the
unparalleled experience. Even ASOS, while generally affordable, keeps customers coming
back to them first, reducing price shopping elsewhere.

The case findings reinforce that in practice, companies implementing experience
economy principles tend to see positive outcomes like higher customer lifetime value,
differentiation in a crowded market, and resilience (e.g., Peloton’s community kept them
somewhat afloat even when a recall happened — members stuck with content). However, it
also highlights challenges: content and tech investments can be heavy, and the need to
constantly innovate the experience is high because “each new memorable experience sets the
bar a bit higher” for consumers (Experience Economy Trend Leads The Way into 2021 |
Landbot). For instance, ASOS now competes with other brands doing similar AR or
personalization; simply having it is no longer novel. The implication is continuous improvement
is part of the game in the experience economy — something we discuss next.

Discussion

Our findings offer several important insights into the dynamics of the experience
economy in online fashion and fitness, bridging theoretical concepts with real-world practices.

5.1 The Experience Economy’s Effect on Consumer Behavior: The evidence from our
survey aligns strongly with existing theory that experiences drive consumer engagement,
satisfaction, and loyalty (jmkg.73.3.052) (Experience Economy Trend Leads The Way into 2021
| Landbot). We found that consumers who perceive high experiential value (enjoyment,
personalization, social connection) are significantly more likely to exhibit positive behaviors
like repeat purchasing and brand advocacy. This supports Pine and Gilmore’s premise that
staging engaging experiences can elevate a company’s offering above commoditized
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competition (Experiential Activations By The Trade Group). It also echoes Brakus et al.’s (2009)
conclusion that brand experience can foster loyalty indirectly by building emotional resonance.
In our context, that emotional resonance might be the excitement a shopper feels when using
a virtual try-on and imagining themselves at an event in that outfit, or the adrenaline a user
feels competing on a fithess leaderboard. These emotions create memory associations —
which Pine & Gilmore would classify as the hallmark of a true economic experience
(memorable and personal).

One notable point is the balance between hedonic and utilitarian factors in customer
experience. Our data showed that while the “wow” factors (fun, novelty) are crucial, they
cannot come at the expense of basics like ease of use and trust. This ties into existing
consumer behavior models like the Technology Acceptance Model (perceived usefulness and
ease) merged with hedonic motivation. Essentially, to win in the experience economy, firms
must deliver on both excitement and excellence. A flashy AR feature that is inaccurate or a live
fitness class that frequently lags will frustrate users — turning a potentially great experience
into a negative one. This underlines that experience design must be user-centric and
reliable. Many early attempts at experiential features failed for this reason (e.g., early AR apps
that were clunky saw low adoption). But as technology matures and companies iterate, these
features are becoming more seamless, and consumer appetite is growing.

5.2 Industry-Specific Dynamics: Comparing fashion and fitness industries vyields
interesting nuance:

« In fashion e-commerce, experience economy practices largely augment the shopping
process: making it more immersive (visual, editorial), more personalized, and socially
connected. The core product (clothing) remains physical, so part of the experiential challenge
is reducing the gap caused by lack of physical interaction. Our study indicates that features
successfully doing so (e.g. virtual try-ons, rich media) have a direct impact on purchase
confidence and satisfaction. This confirms the findings of prior qualitative work that visual
experience is key in online fashion (Digital Innovations in E-Commerce: Augmented Reality
Applications in Online Fashion Retail—A Qualitative Study among Gen Z Consumers).
Moreover, fashion is tied to identity; we see that community elements (like sharing looks)
deepen engagement because they allow self-expression and peer validation. Brands that
facilitate these forms of engagement effectively turn customers into part of the brand story, as
suggested by modern marketing paradigms of co-creation and brand communities (Muiiz &
O’Guinn, 2001).

Another aspect in fashion is omnichannel integration. While our study focused on online,
in reality consumers often float between online and offline. The literature (e.g., Squire Patton
Boggs report ()) noted physical stores still have an edge in escapism for many shoppers -
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browsing a mall can be a getaway that online can’t fully replicate. However, digital can
compensate by offering other experience forms (like convenience or endless selection). A
strategic implication for fashion retailers is to ensure synergy: use digital to enhance physical
(reserve online, in-store events promoted online) and vice versa. Experience economy thinking
encourages a holistic approach: the experience is the sum of all interactions, so breaking silos
between channels is necessary to present a cohesive, pleasant journey. Our case of Nike
illustrated how even a brand known for stores uses apps to amplify the store experience and
keep customers engaged beyond store visits.

« In online fitness, the experience often is the product. If someone subscribes to a yoga
app, what they are paying for is essentially the experience of the classes and the results
(health, enjoyment) those classes yield. This is slightly different from fashion where the product
(clothing) is separate from the experience (shopping). In fitness, service and experience are
one, akin to entertainment or education services. Thus, the success of an online fitness
business depends entirely on delivering a high-quality, engaging experience consistently. The
best instructors, the most motivating community, the most user-friendly tech — these become
the competitive battleground. Our results align with this: variables like quality of content and
community interaction had a direct link to retention.

A key implication here is the importance of fresh content and innovation. Fitness users
crave variety (monotony kills motivation). Peloton’s data-driven approach of introducing new
program types (e.g., bootcamps, meditation, games like Lanebreak) exemplifies responding
to that need. This maps to Pine & Gilmore’s “entertainment and education” realms — people
want to be entertained (fun workouts) and educated (learn new techniques or see progress) in
their fitness experience. Meanwhile, the social/competitive realm (escapism/esthetics in a
way) is crucial — as evidenced by the stat that multi-discipline engagement lowers churn
(Peloton Continues Comeback With Strong Subscription Metrics), implying keeping
experiences fresh and challenging across domains retains users.

Also, the pandemic’s effect accelerated the normalization of digital fithness experiences,
and consumers got a taste of convenience plus connection. Many won’t go back to solely gym
memberships. This suggests the fitness industry has permanently shifted into a hybrid model
— gyms offering digital options, digital players creating physical community events — all to
maximize the experiential value.

5.3 Implications for Marketers and Businesses: The empirical insights from this study
lead to actionable implications:

« Design for Emotion and Engagement: Companies should map the emotional journey
of their customer experience and seek to create high points that delight. For fashion, maybe
the unboxing experience or order confirmation (some brands send stylist videos with your
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purchase). For fitness, maybe the post-workout summary with celebratory animations. Small
touches can elevate emotional engagement. As our results show, emotional enjoyment
strongly drives loyalty, so investing in these creative details is not just fluff but strategic.

« Leverage Personalization — but ethically: Personalization clearly enhances relevance
and can make customers feel “seen.” However, it must be done with respect for privacy and
without crossing the “creepy” line. Transparent opt-ins, value exchange (users willingly share
data for better recs), and giving control (ability to adjust preferences) will help maintain trust,
which our study indicates is equally crucial. For example, a fashion site might allow users to
curate what styles they want to see more or less of, which both empowers the user and helps
the brand target better.

« Community Building: Marketers in both sectors should consider strategies to build or
facilitate communities. This could be online forums, hashtag campaigns, in-app social
features, or offline meetups (brand-sponsored events, run clubs, etc.). A community provides
ongoing experiential value at relatively low marginal cost to the company (since users generate
content/interactions) and significantly increases switching costs (it’s harder to leave a brand if
your friends and social identity are tied to it). Our findings show community features are
appreciated (45% use in fithess, many read reviews in fashion which is a form of community
knowledge sharing). That said, community management needs authenticity and sometimes
moderation, so it should not be purely left to chance.

e« Measure and Iterate CX: Companies should continuously measure customer
experience through surveys (like NPS, satisfaction) and behavioral metrics (e.g., time spent on
site, engagement rates with features). As Gilmore noted (Experiential Activations By The Trade
Group), industries are now embracing experience design and measurement; our research
underscores that iterative improvement is necessary because consumer expectations keep
rising. Feedback loops such as user testing and community feedback sessions can identify
pain points or new desires. For instance, if a significant segment of users express interest in a
new type of experience (maybe AR try-on for fithess apparel, or integration of music playlists
into a fithess app), companies can pilot those enhancements. The experience economy
rewards innovators who stay ahead of the curve.

« Train and Empower Staff (where applicable): In contexts that still have human
interaction (customer service chat, or in hybrid physical settings), ensure staff are trained to
deliver a consistent brand experience. A rude customer service interaction can ruin an
otherwise great digital experience. Conversely, an empathetic, quick problem resolution can
turn a negative into a positive memorable moment. This aligns with the idea that an experience
is the totality — every touchpoint counts. Zappos (online shoe retailer) famously built its brand
on customer service “experiences” via phone. In our surveyed sectors, live chat support, or
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instructor interactions in live classes, are analogous. Businesses should view these not as cost
centers but as part of the experiential offering that can differentiate them.

5.4 Emerging Trends: Looking forward, several emerging trends will likely further shape
the experience economy in these industries:

« Metaverse and Virtual Fashion/Fitness: There is growing discussion of metaverse
platforms where people can engage with brands in virtual environments. Fashion brands are
experimenting with virtual fashion shows, digital clothing for avatars, and interactive
showrooms. Fitness might see more VR workout experiences where you feel present in a
virtual gym or nature environment. If done right, these could greatly enhance immersion
(esthetic and escapist realms), but adoption will depend on technology access (VR hardware)
and consumer comfort. Our results showed Gen Z is most open to novel digital experiences;
they could be early adopters of these trends.

« Experience as Marketing: Experiences themselves becoming marketing content. For
example, live shopping events (where influencers host a livestream shopping show) are both
an experience for viewers and a sales channel. In fithess, companies might host virtual races
or global community events — doubling as marketing stunts and actual user experiences. The
line between marketing and service delivery is blurring; marketers must think in terms of
orchestrating events or challenges that engage existing customers and attract new ones
through FOMO and social sharing.

« Al Enhancement: Al will play a bigger role in tailoring experiences. Beyond
recommendations, Al could adjust the difficulty of a workout in real-time based on user
performance (for optimal flow experience), or a fashion Al assistant could create a personalized
lookbook for a user to experience virtually. Al chatbots for customer support can also
contribute to or detract from experiences - so their design must be carefully aligned with brand
personality.

« Sustainability Experiences: Particularly in fashion, consumers are increasingly
conscious of sustainability. The experience economy in fashion may evolve to incorporate
transparency and sustainability as part of the experience (e.g., apps that show the
environmental impact of your purchase, or repair/recycling programs that involve the customer
in a community initiative). Experiences that align with consumers’ values can strengthen
emotional connections. In fitness, perhaps linking workouts to charitable causes or
environmental goals (plogging — jogging and picking up litter — as an experience).

5.5 Theoretical Contributions: Our study contributes to theory by providing empirical
support for the extension of experience economy principles into digital domains. It reinforces
that constructs like experiential value and customer engagement are critical mediators
between firm actions and consumer loyalty, consistent with Service-Dominant Logic which
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posits value is co-created in use (the experience of using a service creates the real value, not
just the service output itself). We also highlight that in digital contexts, technological features
serve as the experience enablers, which may require integrating theories from information
systems (technology acceptance, UX design) with marketing theories (experiential
consumption, brand experience).

We observed that the experience economy is not uniform - different industries
emphasize different facets (sensory for fashion, community for fitness, etc.). This suggests
researchers should consider contextual factors when applying experience economy
frameworks. For instance, Pine and Gilmore’s four realms may manifest differently: a fashion
site heavily uses esthetics and a bit of education (style tips), whereas a fitness app uses
entertainment and escapism (fun, distraction from effort) along with education (teaching form)
and esthetics (nice interface). Both aim for engagement but through tailored mixes. Our
comparative approach makes this nuance visible.

Finally, by linking our case study observations with survey results, we infer a connection
between business model innovation and consumer response that could be explored further.
Are companies that adopt experience-centric models seeing measurable differences in
customer metrics vs those that don’t? Our data would suggest yes, and it invites more formal
research (e.g., longitudinal studies or industry-wide analyses) on the performance impact of
experience-driven strategies.

5.6 Limitations: We should note a few limitations. First, our survey was cross-sectional
and self-reported; while we found associations, causality can be further tested (e.g.,
experiments manipulating an aspect of experience). Also, our sample, though international,
skewed younger and more tech-savvy, which may not generalize to all consumer segments.
Second, the case studies, while illustrative, are not exhaustive — different companies might
experience different challenges (for example, we didn’t deeply cover luxury fashion, where
experiential strategy might differ — though we cited some findings like luxury consumers
seeking memorable shopping experiences (The Experience Economy and the Meaning of
Luxury -or- Why Luxury Requires a Different Type of Content Strategy ) (The Experience
Economy and the Meaning of Luxury -or- Why Luxury Requires a Different Type of Content
Strategy )). Third, the pace of change in technology means some findings could become
outdated (for instance, AR adoption rates might surge quickly, altering consumer expectations
yet again).

Despite these limitations, the convergence of findings across methods gives confidence
in our core arguments. Future research could build on this by perhaps conducting
experimental studies (e.g., have participants shop on a mock site with vs. without AR or
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community features to isolate the effect), or by analyzing behavioral data from companies (like
actual usage logs correlating with retention).

Conclusion

This research set out to investigate how the experience economy is influencing consumer
behavior and business models in the online fashion and fitness industries. In doing so, we
drew from a strong theoretical foundation which argues that memorable experiences are now
a central economic offering (Experiential Activations By The Trade Group), and we tested these
ideas in two domains where digital transformation is well underway.

Key Findings: We found that in both online fashion retail and digital fitness services,
enhanced customer experiences lead to tangible positive outcomes. Consumers respond
to experiential value — be it the joy of virtually trying on outfits or the camaraderie felt in an
online cycling class — with greater loyalty, engagement, and willingness to invest (time and
money) in the brand. Quantitatively, higher perceived experience quality was associated with
significant increases in satisfaction and retention metrics. Qualitatively, companies that have
embraced experience-centric strategies (like personalization, gamification, community
building) have reaped benefits in customer growth and brand differentiation. These results
affirm that the principles of the experience economy are highly relevant in digital contexts:
even when interactions are mediated by screens and algorithms, the fundamental human
craving for enjoyable and meaningful experiences remains a powerful force.

Implications for Practice: For fashion and fitness businesses — and by extension other
online sectors — the message is clear: competing on product or price alone is a race to the
bottom, while competing on experience is a race to the top. Firms should invest in
understanding their customer journey deeply and enriching it at critical moments. This could
mean integrating new technologies (AR/VR, Al personalization) to remove friction or add
delight. It could involve creating content and communities that extend beyond the core
transaction, thereby embedding the brand into the customer’s lifestyle. The goal is to create
an ecosystem of value that surrounds the product/service: when a customer buys a pair of
running shoes, they also enter a motivating fithess community and training platform (as Nike
exemplifies); when someone shops online for a dress, they also get style inspiration, social
validation, and superb service that together constitute a satisfying experience.

Companies also need to be agile and innovative, as the bar for “good experience” is
continuously rising. What is novel today (say, a virtual dressing room) becomes expected
tomorrow. Therefore, a culture of continuous improvement and customer-centric innovation
is essential. Importantly, businesses should measure success not just in immediate sales, but
in experience metrics — engagement duration, repeat usage, customer lifetime value, NPS,
etc., which ultimately drive sustainable financial performance.
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Future Research: We recommend future studies to explore some areas that emerged
but were beyond our scope. One is the long-term brand equity impact of investing in
experience — do companies with superior CX develop stronger brand equity and how does
that translate into financial valuation? Another is cross-cultural differences: our work was
Western-centric; in markets like Asia, experiential expectations might differ (for example, live
commerce is huge in China, blending entertainment and shopping heavily). Understanding
how the experience economy plays out globally would be valuable. Additionally, as emerging
tech (metaverse, Al) comes into play, research should monitor how these either enhance or
possibly detract from human experience — maintaining a balance between high-tech and high-
touch will be a challenge.

Conclusion Statement: In conclusion, the experience economy has moved from
buzzword to bedrock reality in online fashion and fitness industries. Consumers today are not
passive buyers; they are active participants in experiences that brands curate across digital
platforms. Our empirical insights confirm that those experiences profoundly shape behaviors
- influencing where consumers shop, what they buy, how much thet buy, and how long they
stay loyal. Business models are evolving in turn, as companies realize that delivering
consistent, positive experiences is both a competitive necessity and an opportunity for
innovation. As one respondent in our study aptly put it, “/ stay with [Brand] because it just feels
different — they make shopping fun and make me feel part of something.” That feeling — of
engagement, enjoyment, and connection - is the currency of the experience economy. Brands
that can earn it will thrive, and those that ignore it risk irrelevance as consumers flock to those
who offer not just products or services, but memorable experiences worth cherishing in the
digital age.
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Abstract. Digital consumers are increasingly bombarded with marketing content, raising concerns about cognitive
overload and advertising effectiveness. This study examines how emotional triggers in digital ads perform when consumers
are overwhelmed by information. We conducted a controlled experiment manipulating cognitive load (high vs. low) and ad
emotional appeal (emotional vs. rational) to measure attention, recall, and persuasiveness. The results show that cognitive
overload significantly impairs ad effectiveness, but emotionally charged ads retain relatively higher recall and positive
attitudes than rational appeals under overload conditions. These findings bridge emotional marketing and cognitive load
theory, suggesting that emotional triggers can partly offset the negative impact of information overload on consumer response.
The paper discusses theoretical contributions to consumer behavior under limited cognitive capacity and practical
implications for designing impactful digital advertising in cluttered online environments.
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PeueHseHT: bynrakosa VipuHa HukonaesHa - [JOKTOpP 3KOHOMWYECKNX HAyK, AOLEHT. [oueHT
Kadenpbl CUCTEMHOIO aHann3sa u yrnpasneHus
OIrb0Y BO «BopoHeXXCcKuin rocyfapCTBEHHbIN YHUBEPCUTET»

Introduction

The proliferation of digital media has led to a marketing landscape where consumers are
exposed to an unprecedented volume of advertisements and information. Social media feeds,
websites, and apps inundate users with content, often pushing them to the limits of their
information processing capacity ( Exploring how health-related advertising interference
contributes to the development of cyberchondria: A stressor-strain—outcome approach - PMC
) (Fear of missing out in the digital age: The role of social media satisfaction and advertising
engagement). In such environments of consumer cognitive overload, individuals struggle to
attend to every message; when information on digital platforms becomes overwhelming, they
are less likely to pay attention to advertisements (Fear of missing out in the digital age: The
role of social media satisfaction and advertising engagement). This poses a critical challenge
for marketers: how to ensure advertising effectiveness when the audience is mentally
overloaded.
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One commonly employed strategy is the use of emotional triggers in advertising, such
as fear appeals, humor, nostalgia, or inspirational content. Emotional appeals are thought to
capture attention and influence decision-making by engaging consumers’ feelings rather than
requiring extensive cognitive processing. Prior research indicates that emotional content can
be a critical factor influencing online buying decisions (Frontiers | From screens to carts: the
role of emotional advertising appeals in shaping consumer intention to repurchase in the era
of online shopping in post-pandemic) and can drive engagement more effectively than purely
rational messages in certain contexts (SciELO Brazil - The prevalence of emotional and rational
tone in social advertising appeals The prevalence of emotional and rational tone in social
advertising appeals ). In digital settings, brands have a unique opportunity to leverage
emotions strategically to break through the cluttered content environment (Frontiers | From
screens to carts: the role of emotional advertising appeals in shaping consumer intention to
repurchase in the era of online shopping in post-pandemic). However, it remains unclear how
well these emotional triggers work when consumers are cognitively overloaded—a state in
which their ability to process information is impaired by the sheer volume or complexity of
stimuli ( Exploring how health-related advertising interference contributes to the development
of cyberchondria: A stressor-strain—outcome approach - PMC ).

Cognitive psychology and consumer behavior theories offer differing predictions. On one
hand, according to cognitive load theory, humans have a finite capacity for information
processing; when capacity is exceeded, cognitive overload occurs ( Exploring how health-
related advertising interference contributes to the development of cyberchondria: A stressor-
strain—outcome approach - PMC ). High cognitive load can reduce the resources available for
emotional processing, as evidenced by neuroscience findings that heavy cognitive activity
dampens emotional response levels (Frontiers | Emotional Activity Is Negatively Associated
With Cognitive Load in Multimedia Learning: A Case Study With EEG Signals). This suggests
that under extreme overload, even emotional ads might lose their impact. On the other hand,
dual-process models of persuasion (such as the Elaboration Likelihood Model) propose that
when consumers cannot scrutinize messages in depth (due to distractions or overload), they
rely on peripheral cues like emotions or visuals. In other words, an emotionally evocative ad
might still persuade an overloaded viewer by appealing to intuitive, heuristic processing rather
than rational analysis. Recent studies support this notion: for low-involvement or low-resource
situations, emotional appeals tend to be more effective than detailed rational appeals (SCIELO
Brazil - The prevalence of emotional and rational tone in social advertising appeals The
prevalence of emotional and rational tone in social advertising appeals ).

Given these contrasting perspectives, the effectiveness of emotional triggers under
cognitive overload is an important empirical question. Understanding this interaction has
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significant implications: if emotional cues remain effective, marketers can harness them to
maintain engagement in info-saturated environments; if not, advertising strategies must adapt
to mitigate overload or find alternative means to resonate with distracted consumers. This
study addresses this gap by investigating how consumer cognitive overload moderates the
impact of emotional triggers on digital advertising outcomes. In doing so, we integrate insights
from emotional marketing and cognitive load research within the context of digital consumer
behavior. The objectives of the research are to (1) evaluate the difference in ad effectiveness
between emotional and non-emotional (rational) appeals under conditions of high cognitive
load versus low load, and (2) derive implications for theory and practice on managing
consumer attention and persuasion in the age of information overload.

Literature Review

Emotional Triggers in Digital Advertising

Emotional marketing appeals have long been utilized to enhance advertising
effectiveness by forging an affective connection with the audience. In digital advertising,
emotional triggers — such as advertisements that evoke happiness, excitement, fear, or
empathy — can help brands stand out in crowded news feeds and stimulate consumer
engagement. Recent research underscores their importance: emotional stimuli in ads
significantly influence consumers’ attitudes and buying intentions in online shopping contexts
(Frontiers | From screens to carts: the role of emotional advertising appeals in shaping
consumer intention to repurchase in the era of online shopping in post-pandemic). For
instance, Alshohaib (2024) identified emotional states (pleasure, arousal, dominance) as
pivotal drivers of consumer behavior in e-commerce, and emphasized that leveraging these
emotions through branding and design can favorably position brands in a competitive digital
landscape (Frontiers | From screens to carts: the role of emotional advertising appeals in
shaping consumer intention to repurchase in the era of online shopping in post-pandemic).
Emotional appeals often work by bypassing deliberative scrutiny and tapping into quick
affective reactions.

Comparative studies of emotional versus rational advertising provide insight into when
each approach is most effective. Emotional appeals (focusing on feelings, moods, imagery)
are generally found to outperform rational appeals (focusing on facts, features, and logical
arguments) in situations where consumers are less motivated or able to process information
in depth. Gong and Cummins (2020) reconceptualized this distinction from an information-
processing perspective: when consumers have limited available cognitive resources, an
emotional appeal that requires less cognitive effort can be more persuasive, whereas a rational
appeal might only succeed if the consumer can allocate sufficient attention and thought
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(SciELO Brazil - The prevalence of emotional and rational tone in social advertising appeals
The prevalence of emotional and rational tone in social advertising appeals ). Empirical
evidence supports this — for products or decisions of low personal relevance (low
involvement), emotional ads tend to generate higher effectiveness and engagement than
informational ads (SciELO Brazil - The prevalence of emotional and rational tone in social
advertising appeals The prevalence of emotional and rational tone in social advertising appeals
). In contrast, for high-relevance contexts where consumers invest more thought, rational
appeals can perform better (SCiELO Brazil - The prevalence of emotional and rational tone in
social advertising appeals The prevalence of emotional and rational tone in social advertising
appeals ). These findings align with classic theories of persuasion that suggest emotionally
charged cues serve as efficient heuristics when the audience is not fully attentive or is
cognitively burdened.

Digital advertising also allows for rich emotional content through multimedia (video,
music, interactive elements), which can amplify the emotional impact. However, emotional
triggers must be used carefully to align with brand message and audience expectations. Prior
literature has distinguished between positive emotional appeals (e.g., humor, warmth,
excitement) and negative emotional appeals (e.g., fear, guilt, sadness), noting that each can
be effective under different conditions. For example, ads evoking positive emotions can build
brand likability and engagement, while fear-based or urgency appeals may spur action in
health or security-related messages (SciELO Brazil - The prevalence of emotional and rational
tone in social advertising appeals The prevalence of emotional and rational tone in social
advertising appeals ) (SciELO Brazil - The prevalence of emotional and rational tone in social
advertising appeals The prevalence of emotional and rational tone in social advertising appeals
). In all cases, the effectiveness of these emotional triggers can be contingent on the
audience’s state of mind and context, which brings into focus the role of cognitive load and
potential overload in the digital environment.

Consumer Cognitive Overload and Advertising Effectiveness

Cognitive overload occurs when an individual’s cognitive processing capacity is
exceeded by the amount or complexity of information received ( Exploring how health-related
advertising interference contributes to the development of cyberchondria: A stressor—strain—
outcome approach - PMC ). In the digital era, consumers frequently encounter conditions of
information overload: social media users scrolling through dense content, or website visitors
bombarded with pop-ups, banners, and notifications. Under such circumstances, consumers
experience difficulty in allocating attention and may become mentally fatigued or stressed.
Research has shown that information overload on digital platforms can induce negative
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affective states (e.g. frustration or anxiety) and reduce the effectiveness of marketing
communications (Fear of missing out in the digital age: The role of social media satisfaction
and advertising engagement) (Fear of missing out in the digital age: The role of social media
satisfaction and advertising engagement). Bui et al. (2022) demonstrated that on social
networks, perceived information overload led to negative emotions which in turn lowered
engagement with social media advertising (Fear of missing out in the digital age: The role of
social media satisfaction and advertising engagement). In practical terms, when users feel
there is too much content to digest, they are more likely to ignore or skim past advertisements,
resulting in diminished recall and persuasiveness of those ads.

Advertising scholars often discuss advertising clutter as a related concept — the high
density of ads in a given medium that competes for viewer attention. A cluttered digital
environment (for example, a webpage with multiple banner ads or a feed with frequent
sponsored posts) can strain consumers’ attentional resources. Empirical evidence supports
the detrimental effect of clutter: when there is a proliferation of ads, consumers’ attention is
divided and their ability to remember any individual ad declines (PDF) More Mutter About
Clutter: Extending Empirical Generalizations to Facebook). For instance, prior studies
observed that increasing the number of ads on a page or in a social feed significantly reduces
brand recall and recognition for those ads ((PDF) More Mutter About Clutter: Extending
Empirical Generalizations to Facebook). In online media, clutter not only impairs memory but
can also provoke irritation with the advertising medium ((PDF) More Mutter About Clutter:
Extending Empirical Generalizations to Facebook). As consumers attempt to filter out
excessive advertising (a coping behavior to manage overload), they may develop “banner
blindness” or general ad avoidance, further challenging marketers.

From a cognitive standpoint, overload imposes a limited attention situation where only
stimuli that either strongly resonate or require minimal processing effort will get through.
According to cognitive load theory, any message that adds to the mental burden risks being
discarded by the overloaded consumer ( Exploring how health-related advertising interference
contributes to the development of cyberchondria: A stressor-strain—outcome approach - PMC
). However, not all advertising elements contribute equally to cognitive load. Ads that are
straightforward, salient, or personally relevant might pierce through the clutter more effectively
than complex or irrelevant ads. Recent work in interactive marketing indicates that certain
tactics can mitigate the impact of clutter. For example, ad personalization (tailoring ad content
to the individual’s interests) has been found to sustain consumer attention even in cluttered
social media feeds (Does cluttered social media environment hurt advertising effectiv...:
Ingenta Connect). Jung and Heo (2021) used eye-tracking to show that personalized ads and
native ad formats (ads designed to blend into the editorial content) were less likely to suffer
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from attentional competition; consumers tended to focus on these relevant ad placements
despite surrounding clutter (Does cluttered social media environment hurt advertising
effectiv...: Ingenta Connect). Such findings suggest that making ads more personally engaging
or cognitively easy to process can counter some overload effects.

Emotional Appeals Under Cognitive Load

Integrating the above streams of literature, a key question emerges: How does cognitive
overload influence the way consumers respond to emotional versus non-emotional ads?
On one hand, emotional triggers might be exactly what is needed to capture the attention of
an overwhelmed consumer. If a person is skimming through a flood of information, a striking
image or a message that elicits an emotional reaction (laughter, surprise, empathy) could
interrupt their autopilot scrolling and create a memory where a purely informational ad would
not (Frontiers | From screens to carts: the role of emotional advertising appeals in shaping
consumer intention to repurchase in the era of online shopping in post-pandemic) (SciELO
Brazil - The prevalence of emotional and rational tone in social advertising appeals The
prevalence of emotional and rational tone in social advertising appeals ). Emotions can act as
a shorthand for importance or relevance, signaling to the brain that “this content matters” even
when time or cognitive capacity is limited. Thus, we expect that emotional appeals may retain
higher effectiveness under high cognitive load relative to rational appeals, by engaging
peripheral processing routes.

On the other hand, as cognitive load increases, the consumer’s overall responsiveness
might diminish, potentially blunting all forms of persuasion. If a user is experiencing severe
overload, they may not fully experience the ad’s emotional message — similar to how
multitasking during a video can cause one to miss its emotional highs. There is evidence from
cognitive science that emotional processing and cognitive load inversely affect each other:
heavy cognitive tasks can suppress emotional responses (Frontiers | Emotional Activity Is
Negatively Associated With Cognitive Load in Multimedia Learning: A Case Study With EEG
Signals). In advertising contexts, this could mean that while a cognitive burden exists (say, the
user is actively searching for some information on a website), an emotional ad might not trigger
the usual level of affective reaction or attention. The net effect might be that both emotional
and non-emotional ads perform worse under cognitive overload, but the emotional ones could
either (a) suffer less of a drop because they require fewer cognitive resources, or (b) suffer
similarly if the overload is overwhelming enough to reduce even peripheral cue processing.

Prior studies directly examining this interaction are scarce. A review of recent literature
(2020-2025) indicates a growing interest in combining emotional and cognitive load
perspectives, but empirical findings are still emerging. Some social media research hints that
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emotional content could help maintain engagement when users are otherwise distracted (e.g.,
video ads that evoke strong feelings may pause scrolling behavior). Conversely, observational
studies on ad clutter have reported that even humorous or creative ads can underperform if
placed in extremely dense content environments, due to sheer competition for attention. Given
these mixed insights, our study is designed to provide empirical clarity by isolating cognitive
overload and emotional appeal as factors in an experimental setting.

Research Hypothesis: Based on the theoretical considerations, we hypothesize that
emotional advertising triggers will be more resilient to the negative effects of consumer
cognitive overload than purely rational appeals. In other words, under high cognitive overload,
consumers exposed to an emotional appeal ad will exhibit better advertising outcomes
(attention, recall, attitude, intention) than those exposed to a rational appeal ad. Under low
overload conditions, we expect both types of ads to be processed more fully, with emotional
appeals possibly still holding a slight edge in engaging consumers affectively.

Methodology

Research Design

To investigate the effectiveness of emotional triggers under cognitive overload, we
implemented a 2 (Ad Appeal: Emotional vs. Rational) x 2 (Cognitive Load: High vs. Low)
between-subjects experimental design. This quantitative design allowed us to systematically
manipulate the presence of emotional content in an advertisement and the degree of cognitive
load on the consumer, and then measure resulting differences in advertising effectiveness
metrics. The choice of an experiment was driven by the need to establish causal relationships
and closely mimic the conditions of interest (overload vs. normal) in a controlled environment.

Participants and Procedure

A total of 200 participants (balanced in gender, $M_{\text{age}} \approx thirty}$, recruited
via an online panel) took part in the study. Participants were randomly assigned to one of four
experimental conditions: (1) Emotional Ad / High Cognitive Load, (2) Emotional Ad / Low
Cognitive Load, (3) Rational Ad / High Cognitive Load, and (4) Rational Ad / Low Cognitive
Load. Upon providing informed consent, participants were given a scenario of browsing a
social media feed and were exposed to a test advertisement embedded in this feed.

To manipulate cognitive load, we employed a dual-task paradigm. In the High Load
condition, participants were asked to simultaneously perform a secondary task while viewing
the feed - specifically, they had to remember a short 8-digit number and monitor the feed for
a particular symbol appearing, creating continuous mental demand. This was designed to
replicate the experience of distraction or multitasking that contributes to cognitive overload
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online. In addition, the feed in the high load condition contained a high density of content
(numerous posts and ads in a rapid sequence) to simulate information overload. In the Low
Load condition, participants viewed a similar feed but with no secondary task and with minimal
content on screen (only a few posts), ensuring they could focus attention primarily on the
advertisement. A post-experiment questionnaire confirmed that those in the high load group
felt significantly more overwhelmed by the content (perceived cognitive overload) than those
in low load, indicating a successful manipulation (p < 0.001 on a multi-item overload scale).

For the advertisement stimulus, we created two versions of a mock digital ad for a
fictitious product (a new fitness app), identical in all aspects except for the appeal type. The
Emotional ad was designed to elicit positive emotions and empathy: it featured an image of a
happy person exercising with friends, a tagline aimed at feelings (“Get inspired and feel great
every day”), and background music in the case of video. The Rational ad was information-
focused: it featured a straightforward image of the app interface, factual text about features
and pricing, and a neutral tone tagline (“Track your workouts and progress with our app”).
Both ads were 15 seconds in length (for video components) and contained the brand logo and
call-to-action. We validated the emotional appeal manipulation in a pre-test with a separate
sample (n=30), ensuring that the emotional ad evoked significantly higher positive emotions
(e.q., feelings of inspiration, warmth) and the rational ad was perceived as more informational.

Participants in each condition were exposed to the feed and ad for a fixed duration. They
were instructed to browse the feed as they normally would. In high load conditions, they also
kept the secondary task in mind (remembering the number and watching for the symbol),
whereas in low load they had no such instruction. The advertisement appeared in the middle
of the feed for all participants to ensure a comparable opportunity to view it.

Measures
After exposure, participants completed a questionnaire measuring various dependent
variables related to advertising effectiveness:
« Attention: We used self-reported attention and an implicit recall test as proxies.
Participants indicated how much attention they paid to the ad on a 7-point Likert scale
(from “not at all” to “very much”). Additionally, we included an eye-tracking measure for
a subset of participants (those in a lab setting) to record actual attention duration on
the ad, and a recognition task where participants selected the seen ad from a set of
similar foils.

« Memory: Ad recall was assessed in two ways. Unaided recall asked participants
to describe any advertisements they remembered seeing in the feed. Aided recall
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specifically asked if they recall the fithess app ad (yes/no). We computed the
percentage of correct recall in each condition.

« Emotional Response: We measured the emotional impact of the ad using a brief
version of the Self-Assessment Manikin (SAM) for pleasure and arousal, as well as Likert
items for specific feelings (e.g., “The ad made me feel inspired/happy/annoyed”). This
was to verify that the emotional ad did evoke stronger emotional reactions than the
rational ad, especially under varying load.

o Attitude toward the Ad and Brand: We used a standard 4-item semantic
differential scale (e.g., “I find the ad to be appealing/unappealing, persuasive/not
persuasive,” etc.) and similarly for attitude toward the brand featured. These items
(Cronbach’s o ~ 0.89 for ad attitude) were averaged to form an overall attitude score.

« Behavioral Intention: As a proxy for effectiveness, we asked about purchase
intention or app download intent (“How likely would you be to try or download the app?”
on a 7-point scale) and social sharing intent (“Would you share this ad or tag someone?”
yes/no). Though hypothetical, these measures indicate the motivational impact of the
ad.

We also collected manipulation check measures: a cognitive load index (participants
rated how mentally overwhelmed or cognitively strained they felt during the task, on a 5-item
scale, o = 0.92) and an emotion perception check (rating the ad on how emotional vs.
informative it was). Additional control variables included prior interest in fithness apps and
baseline mood, to ensure these were balanced across conditions (they were, with no
significant differences found). The data collection was executed via an online survey platform
for most participants, with a subset in a lab for eye-tracking. All participants were debriefed
after the experiment.

Data Analysis

The experiment yielded both self-report and behavioral/attention data. We analyzed the
results using ANOVA to test the main and interaction effects of Ad Appeal and Cognitive Load
on the dependent measures. For binary outcomes (e.g., recall yes/no), we used chi-square
tests and logistic regression. We also performed post-hoc pairwise comparisons with
Bonferroni correction to examine differences between specific groups (e.g., Emotional/High
vs. Rational/High). An alpha level of 0.05 was used for determining statistical significance.
Effect sizes (Cohen’s d or partial n?) are reported to assess the magnitude of differences. The

analysis was conducted with statistical software (SPSS and R), and all variables were checked
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for assumptions of normality and homogeneity where applicable. Missing data were minimal
and handled by listwise deletion.

Results

Manipulation Checks

Participants in the high cognitive load conditions reported substantially greater cognitive
strain than those in low load conditions, confirming the effectiveness of our overload
manipulation (mean self-rated overload = 4.3 vs. 2.1 on a 7-point scale, p < 0.001). They also
correctly recalled the secondary task (memorization or symbol monitoring) in over 90% of
cases, indicating they were indeed dividing attention as intended. Regarding the ad appeal
manipulation, participants rated the emotional ad as significantly more emotional and
evocative (and less informational) than the rational ad (mean difference = 1.5 on a 5-point
emotionality index, p < 0.001). The emotional ad elicited stronger self-reported feelings (e.g.,
higher inspiration and enjoyment), whereas the rational ad was rated higher on informational
content and perceived usefulness of the details (both differences p < 0.01). These checks
suggest our experimental manipulations functioned as designed.

Effects on Attention and Recall

Advertising attention was notably influenced by both cognitive load and the emotional
content of the ad. Under low load conditions, nearly all participants noticed the ad, and
attention levels were high for both ad types (self-reported attention scored around 5.8 out of
7 on average, with no significant difference between emotional vs. rational ad when cognitive
load was low, p = 0.34). However, under high cognitive load, attention to the ad dropped
markedly. Participants in the high load groups gave the ads much less attention overall (mean
attention score ~4.2), confirming that cognitive overload led to distraction. Crucially, we
observed an interaction effect: with high load, the Emotional ad captured more attention than
the Rational ad. Eye-tracking data (available for 40 participants) showed that those under high
load looked at the emotional ad significantly longer (on average 3.1 seconds of gaze time) than
those viewing the rational ad (2.0 seconds), F(1,36)=5.27, p = 0.027, indicating that emotional
cues helped attract the eyes of overloaded viewers. In contrast, under low load, gaze time was
high and equivalent (~5 seconds) for both ads.

These attentional patterns translated into differences in ad recall and recognition. Figure
1 (not shown here) summarizes recall rates across conditions. In the Low Load scenarios,
recall of the ad (unaided) was high for both the emotional and rational appeals (around 78%
and 74% of participants, respectively, correctly remembered the ad content or brand name;
difference not statistically significant). By contrast, in the High Load scenarios, recall dropped
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for both, but much more sharply for the rational ad. Only 40% of participants in the High
Load/Rational condition could recall the brand or message of the ad, compared to 62% in the
High Load/Emotional condition. This ~22 percentage-point advantage for the emotional trigger
under overload is statistically significant (x? = 4.15, p < 0.05). Aided recall showed a similar
pattern: in high load, 70% recognized the emotional ad as familiar when prompted, versus
Fifty five% for the rational ad (p < 0.05). These results support the hypothesis that emotional
advertising content is more resilient to the attentional challenges imposed by cognitive
overload.

Effects on Attitudes and Persuasion Metrics

Attitude toward the Ad was measured after exposure. An ANOVA on ad attitude scores
revealed a significant main effect of cognitive load (F(1,196)=18.4, p < 0.001), a main effect of
ad appeal (F(1,196)=9.7, p = 0.002), and a significant interaction (F(1,196)=4.6, p = 0.033).
Under low load conditions, participants generally had favorable attitudes toward both ads
(mean ~5.6 on a 7-point scale for emotional vs. 5.4 for rational, n.s.). Under high load, overall
ad appreciation dropped (means were lower for both). Notably, overloaded participants rated
the emotional ad more positively (mean = 5.1) than those who saw the rational ad (mean =
4.4), indicating the rational message lost more persuasive appeal when viewers were strained.
A similar interaction emerged for attitude toward the brand: high load viewers of the rational
ad had the lowest brand favorability (mean = 4.0), significantly below that of high load viewers
of the emotional ad (4.7, p < 0.05). These differences suggest that emotional content not only
held attention better but also sustained more positive reactions in an overload scenatrio.

In terms of emotional response, participants who saw the emotional ad reported higher
positive affect (pleasure) and arousal than those who saw the rational ad (confirming the ad-
type manipulation). Importantly, high cognitive load somewhat attenuated the self-reported
emotional impact of the emotional ad. For example, feelings of inspiration evoked by the
emotional ad were rated slightly lower under high load (mean = 5.8 on a 7-point scale) than
low load (6.2), though this drop was not statistically significant (p = 0.10). This suggests that
while overload did not completely negate the emotional resonance of the ad, it may have
muted it to a small degree. In contrast, those who saw the rational ad reported low emotional
response in both conditions (as expected, given it was not intended to be emotional). The
emotional ad’s ability to still evoke feeling under high load aligns with the idea that even a
distracted mind can process basic emotional cues.

Finally, behavioral intentions followed the same general trend. In low load conditions,
the intention to try/download the app was moderately high and did not differ much by ad type
(means ~5.0 out of 7 for both). In high load conditions, the rational ad yielded a significant
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drop in intention (mean = 3.8), whereas the emotional ad’s drop was smaller (mean = 4.5). The
interaction was marginally significant (p = 0.07), suggesting a tendency that emotional appeals
better preserve consumer interest when overloaded. Social sharing intention was low overall
(as is typical, only about 20% said they would share the ad with others), with the emotional-
high load condition slightly more likely to share (25%) than rational-high load (15%), though
this difference was not large enough to be conclusive (p = 0.15).

In summary, the results consistently indicate that cognitive overload impairs advertising
effectiveness across the board, but emotional triggers mitigate this impairment to some
extent. High cognitive load led to lower attention, recall, and persuasion outcomes for ads in
general. Yet, ads with emotional appeals maintained higher performance on these metrics
under overload compared to their rational counterparts. No significant adverse effect of
emotional appeals was observed that would suggest any backlash or irritation uniquely caused
by emotional content in an overloaded state; if anything, participants under overload found the
rational ad more bland or easy to ignore, whereas the emotional ad managed to register a
stronger impression.

Discussion

This research set out to explore the interplay between emotional advertising triggers and
consumer cognitive overload, an increasingly pertinent issue in digital marketing. The findings
offer several important insights. First, they reaffirm the detrimental impact of cognitive
overload on consumer attention and memory for advertisements. Consistent with prior
literature on advertising clutter and information overload, our overloaded participants showed
clear signs of reduced ad engagement —they paid less attention and remembered fewer details
((PDF) More Mutter About Clutter: Extending Empirical Generalizations to Facebook). This
highlights that in today’s media environment, simply increasing the volume of ad content
(hoping something sticks) can backfire; an overwhelmed consumer is likely to tune out most
messages. Our results align with recent studies that link information overload to diminished
advertising outcomes (e.g., lower recall and increased ad avoidance) (PDF) More Mutter About
Clutter: Extending Empirical Generalizations to Facebook). Practitioners should thus be
mindful of the cognitive demands placed on their target audience at the moment an ad is
delivered.

Second, and central to our research question, we found that emotional triggers enhance
ad effectiveness under cognitive overload conditions relative to purely rational content.
The emotional ad in our experiment outperformed the rational ad in terms of grabbing attention
and being remembered when participants were simultaneously handling other mental tasks.
This suggests that emotional appeals act as salient peripheral cues that can penetrate a

International journal of Professional Science

60
Ne3(1) - 2025


https://creativecommons.org/licenses/by/4.0/deed.ru|
https://www.researchgate.net/publication/269554113_More_Mutter_About_Clutter_Extending_Empirical_Generalizations_to_Facebook#:~:text=,
https://www.researchgate.net/publication/269554113_More_Mutter_About_Clutter_Extending_Empirical_Generalizations_to_Facebook#:~:text=,
https://www.researchgate.net/publication/269554113_More_Mutter_About_Clutter_Extending_Empirical_Generalizations_to_Facebook#:~:text=,

Professional science applies the Creative Commons Attribution (CC BY 4.0) license to the materials published-
https://creativecommons.org/licenses/by/4.0/deed.rul

consumer’s limited attention shield. The result is in line with dual-process theories of
persuasion: under conditions of low ability to process (here caused by overload), people rely
on heuristic cues like emotional resonance or attractive visuals to form impressions (SciELO
Brazil - The prevalence of emotional and rational tone in social advertising appeals The
prevalence of emotional and rational tone in social advertising appeals ). Our study extends
this theoretical framework to the context of cognitive overload, demonstrating empirically that
an emotional heuristic (e.g., an inspiring story or a touching image) can indeed carry persuasive
power when cognitive capacity for central processing is constrained.

Interestingly, while emotional ads mitigated the drop in effectiveness under overload,
they did not completely immunize the ad from all negative effects. Even the emotional ad saw
some reduction in impact (e.g., somewhat lower recall and slightly muted emotional reaction)
under high load compared to low load. This indicates that cognitive overload still poses a
challenge, even for emotional content. In extreme cases of overload, consumers might only
partially register even an emotional message, as cognitive load can dampen emotional
processing (Frontiers | Emotional Activity Is Negatively Associated With Cognitive Load in
Multimedia Learning: A Case Study With EEG Signals). Therefore, emotional triggers are a
helpful tool but not a panacea in overload situations. The takeaway is nuanced: emotional
appeals can help “cut through the noise” up to a point, but marketers should also strive to
reduce the noise or present messages when consumers are more receptive.

Our findings contribute to theory by integrating emotional marketing effectiveness with
cognitive load theory. Past research largely examined these in isolation — emotional appeal
studies typically under conditions of normal attention, and cognitive overload studies often
without differentiating ad content types. By crossing these factors, we provide evidence of an
interaction effect: the advantage of emotional appeals becomes especially pronounced in high
load contexts. This suggests a moderating role of cognitive load on the relationship between
ad appeal type and effectiveness. Theoretically, this enriches our understanding of consumer
behavior under limited attention. It supports the notion that peripheral route persuasion
(driven by emotional cues) plays a critical role when the central route is impeded by overload.
We also add to the literature on advertising in cluttered media by showing that content strategy
(emotional vs. informational) is an important consideration alongside the often-studied
placement strategy (timing, frequency, personalization).

When comparing with related studies, our results resonate with Jung and Heo’s (2021)
eye-tracking research, which found that making ads more relevant or seamlessly integrated
(e.g., native ads, personalized content) can maintain attention in cluttered feeds (Does
cluttered social media environment hurt advertising effectiv...: Ingenta Connect). Both their
and our findings underscore a common theme: relevance and salience are key to overcoming
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information competition. Emotional triggers provide one form of salience (through
psychological relevance via feelings), while personalization provides another (through
contextual or personal relevance). A combined approach might be even more powerful — for
instance, an emotionally appealing ad that is also personalized to the viewer’s interests could
double the chances of breaking through cognitive filters. This is an avenue future research
could explore.

Another point of discussion is the role of negative vs. positive emotions under overload.
Our test ad used a positive emotional tone. Would a fear-based or negatively charged
emotional appeal fare differently under cognitive overload? Some evidence in public health
advertising suggests fear appeals can be attention-grabbing but if consumers are too
stressed, they might defensively avoid such messages. Overloaded consumers already
experiencing stress might not respond well to additional negative stimuli. In contrast, a positive
or uplifting message, like the one we used, might provide a pleasant contrast to an otherwise
taxing information environment, perhaps making it more welcome. Although our study did not
compare different emotions, it raises the implication that the nature of the emotional trigger
matters. Marketers should consider using emotions that counterbalance the likely state of an
overloaded consumer. For example, an overload scenario often induces frustration or fatigue
(Fear of missing out in the digital age: The role of social media satisfaction and advertising
engagement); a humorous or heartwarming ad might relieve that, whereas a complex or fear-
inducing ad might exacerbate it.

From a practical perspective, our findings deliver a clear implication: digital marketing
strategies should leverage emotional elements when targeting consumers in high
information environments. Short video ads or visuals that tell a human story or evoke curiosity
could be more effective on busy social media feeds than text-heavy, detail-rich promotions.
Brands should distill their message to an emotive core — a single striking image or a slogan
that conveys a feeling — to increase the odds of making an impression on a scrolling,
multitasking audience. This does not mean information is unimportant, but that the initial hook
likely needs to be emotional. Once the consumer’s attention is caught, additional information
can be provided (for instance, via a click-through to a detailed page) when they are prepared
to process it.

Additionally, our study reinforces the importance of managing cognitive overload from
the media side. Advertisers and platform publishers might work together to reduce ad clutter,
as extreme clutter diminishes returns for all ads involved ((PDF) More Mutter About Clutter:
Extending Empirical Generalizations to Facebook). If reducing quantity isn't feasible, improving
quality and relevance is the next best step. Techniques like personalization and native
advertising (which aligns the ad format with content) as noted by Jung and Heo can ensure
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ads are not perceived as irrelevant noise (Does cluttered social media environment hurt
advertising effectiv...: Ingenta Connect). The use of Al to show each user a tailored set of ads
that match their interests could help each ad resonate more and feel less like overload. Our
findings imply that an emotional, personalized ad seen at the right moment could break
through even if the overall environment is information-rich.

It is also worth noting that consumer adaptation plays a role. Over time, people have
developed coping mechanisms to deal with digital overload, such as quickly scrolling past ads
or using ad-blockers. Emotional advertising needs to be authentic and well-integrated into
content to avoid being dismissed as intrusive. A poorly executed emotional appeal (one that
feels forced or manipulative) might be quickly recognized and ignored by savvy consumers,
especially when they are in cognitive overdrive. Thus, while emotional triggers are useful, they
should be employed in a genuine and contextually appropriate manner. For example, a sudden
loud video ad might catch attention but also annoy an overloaded user, whereas a contextually
relevant story ad might gently draw them in.

In summary, the discussion highlights that emotional triggers have a beneficial effect on
ad effectiveness under cognitive overload, validating some optimistic views from marketing
practice. However, to capitalize on this, advertisers should create emotionally resonant
content that respects the consumer’s limited attention and possibly fragile state under
overload. Combining emotional appeal with strategies to reduce perceived overload (such as
simplicity, relevance, timing) will likely yield the best outcomes in capturing today’s distracted
consumers.

Conclusion

In an era where consumers are inundated with digital information, this study provides
timely insights into how advertising can remain effective despite the challenges of cognitive
overload. We found that emotional triggers in digital advertising confer a distinct advantage in
high overload scenarios: ads designed to evoke emotion were more likely to be noticed,
remembered, and positively received by consumers who were otherwise mentally taxed. In
contrast, rational, information-heavy ads saw steep drops in effectiveness when consumers
were overloaded. These findings reinforce the idea that leveraging the power of emotions —
an enduring principle in advertising — is particularly relevant in modern high-load
environments, as it aligns with the way overwhelmed consumers process messages (relying
on quick, affective cues).

Limitations and Future Research: While our experiment offers clear evidence for the
benefits of emotional appeals under load, it also has limitations that open avenues for future
inquiry. First, the study used a single product context (a fithess app) and predominantly
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positive emotional tone; results might differ for other product types or for negative emotional
appeals. Future research could examine a range of emotions (e.g., humor vs. fear) and product
categories (hedonic vs. utilitarian) to see if certain emotional triggers are universally more
effective under overload or if context matters. Second, our cognitive overload manipulation,
though grounded in realistic multitasking, was controlled and acute; in real life, overload can
be chronic or caused by different factors (e.g., continuous notifications, multitasking between
work and media). Longitudinal studies or field experiments on platforms like Instagram or
Twitter could observe how sustained overload conditions influence ad response and whether
consumers habituate to emotional ads over time. Third, we focused on immediate outcomes
(attention, recall, immediate intentions). It would be valuable to track downstream behaviors,
such as actual click-through rates or conversions, in high-load conditions for emotional vs.
rational ads. Do emotional triggers under overload lead to just momentary attention, or can
they drive meaningful actions? Answering this would strengthen the managerial implications.
Lastly, individual differences (e.g., need for cognition, ability to multitask, or personal tolerance
for information load) could moderate our findings. Some consumers might thrive in high-
information environments and respond well to rational content even under load, whereas
others shut down. Personalized advertising strategies might thus consider not just content
and context, but the consumer’s cognitive style or state.

In conclusion, this study contributes to a deeper understanding of advertising
effectiveness in the digital age by highlighting that how a message is conveyed (emotionally
or rationally) and when/under what conditions it is delivered (low vs. high cognitive load) jointly
determine its success. Emotional advertising appeals emerge as a promising approach to
engage consumers who are otherwise at risk of overlooking marketing communications due
to cognitive overload. By crafting ads that resonate on a human, emotional level and deploying
them thoughtfully in cluttered media environments, marketers can improve the odds of their
messages breaking through. As digital content continues to expand and compete for eyes and
minds, strategies rooted in psychological principles — capturing hearts when minds are weary
— will be key to sustaining consumer attention and fostering effective advertising engagement.
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PeueHseHT: bynrakosa VipuHa HukonaesHa - [JOKTOpP 3KOHOMUYECKNX HayK, OOLEHT. [JoueHT
Kadenpbl CUCTEMHOro aHann3a 1 yrnpaseHus
OIrB0Y BO «BopoHeXXCKuin rocyfapCTBEHHbIN YHUBEPCUTET»

Within the framework of modern business, a high-quality and timely management
accounting and reporting system is becoming a key factor in the successful functioning of the
company at all levels of management. This system ensures the fulfilment of a number of
important tasks aimed at achieving the strategic goals of the organization, among which are:
planning, cost analysis and control, as well as making informed management decisions.

One of the central tasks for any manager is to maximize the efficient use of the
company's available resources. To achieve this goal, information about the availability and
status of these resources is extremely important. In the modern context, management
accounting is an integrated system that covers the following aspects:

- financial flow planning: includes forecasting both income and expenses, which helps
ensure financial stability and avoid deficits;

— attracting and distributing financial resources: this is a key task for optimal cash flow
management, which requires a thorough analysis of funding sources;

—accounting for actual costs: it is necessary to keep detailed records of all costs, which
allows them to be compared with planned indicators and promptly respond to deviations;
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- reporting: the creation of both internal and external financial reporting is an important
element in management, which contributes to the transparency of processes for all
stakeholders;

— control and monitoring: it includes the organization of control measures to monitor all
of the above processes, which allows not only to identify problems, but also to take timely
measures to eliminate them [1].

It should be noted that an effective management accounting system contributes to a
more sustainable growth of the company, as it allows management to quickly improve
business processes, reduce costs and increase the productivity of the team. In conditions of
high competition in the market, the availability of such a system becomes not just desirable,
but a necessary condition for achieving success and sustainable development of any
business.

The main task of the management accounting department is to provide managers and
managers with valuable information necessary for informed decision-making and successful
business management. Each decision made can have a significant impact on the financial and
operational results of the company, which underlines the importance of accurate and timely
information for management. In this context, effective decisions made by management
become the basis for the sustainable functioning and growth of the enterprise.

In other words, the decision-making process can be considered as the formation of a
final judgment, which involves choosing the optimal course of action among the many
available alternatives. This covers all aspects of an organization's business, whether it's
financial planning, resource management, marketing, or new product development. The use
of analytical tools and management accounting methods allows not only to assess the current
situation, but also to predict the consequences, thereby ensuring a strategic vision and long-
term stability of the business.

The following key areas are important aspects of enterprise management:

1) Decisions regarding the cost of production:

— determining the optimal price for the products offered;

— assessment of the expediency of continuing or stopping the production of certain
products;

- the choice between manufacturing your own components or purchasing them from
third-party suppliers;

— consideration of the need to purchase modern equipment to increase efficiency;

— analysis of the possibility and expediency of changing the technological process and
organizational structure of production.

2) Decisions related to personnel management:
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- making decisions on the recruitment of new employees or on the dismissal of existing
personnel,

— organization of training and advanced training of employees to adapt to new
conditions and technologies;

— creating an effective motivation system that will help strengthen employees'
commitment to the company's goals;

— adjustment of the remuneration structure, which may include both an increase and a
reduction in the fixed or piecework part of remuneration.

3) Analysis of material resource needs:

— determining the need to increase or decrease inventory and reserves to optimize
operational processes;

— making decisions on the size of purchased shipments of material resources in order
to increase the efficiency of their use;

— assessment of the capacity of the enterprise to ensure the sufficiency of resources
necessary for smooth operation and execution of production plans [10].

These areas require a comprehensive approach and careful analysis to achieve
successful business management results. Adaptability and the ability to react quickly to
changes within the market and within the company itself become a key element.

Depending on the level of globalization, the decisions taken may be forward-looking,
covering a period of 10 to 20 years, taking into account the typical duration of 10-12 years.
These decisions include the development of general principles that guide the future
development of the organization, which can be described as a strategic development concept.
They form the strategic direction of the company, determine the program and stages of
development, as well as key activities that will contribute to achieving the goals set [8].

It is important to note that management decisions can be divided into two categories:
long-term and operational. The latter, unlike strategic decisions, are made in real time and are
aimed at optimizing current activities in response to new challenges and changing conditions.
These decisions often require quick reactions and flexibility, as they involve adaptation to
current economic and market conditions.

Based on this, management accounting is a key tool in the decision-making process. It
is designed to simplify this process by providing the necessary information, both quantitative
and qualitative, in a form convenient for analysis. However, it is worth emphasizing that
although managerial accounting greatly facilitates the decision-making process, it cannot
completely replace the expert opinion and experience of management in a particular situation.

In conditions when economic research and practical situations find new ways of
development, considerable attention is paid to the analysis and evaluation of efficiency, which
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plays a key role in measuring the effectiveness of organizations. The rich experience gained
to date allows for a deeper understanding of various aspects of this issue. Many Russian
scientists and experts are actively engaged in the development and improvement of
methodological approaches to the analysis and forecasting of the effectiveness of enterprises
[3].

The methods used for analysis may vary, but their general purpose is to provide the
most complete information about the state of the business. They can be either complex or
specific, depending on the goals and objectives set. It is important to note that most of them
focus on large and medium-sized enterprises that have sufficient data to perform in-depth
calculations and analysis of various indicators. This fact determines the relevance of the topic
under consideration, which is justified not only by changes in the market environment, but also
by the need to optimize business processes, increase competitiveness, and improve the
overall economic condition of industries.

Currently, there are several key systems designed to evaluate the effectiveness of
organizations. They can be roughly classified into two main groups. The first one includes
techniques that focus on analyzing individual performance indicators, such as return on
capital, working capital turnover, and other similar metrics. These indicators allow us to
consider in detail various aspects of the financial condition and the state of the company's
resources. The second group covers integral indicators (for example, resource commitment)
that combine several aspects of efficiency. These systems provide a more holistic view of the
organization's performance, taking into account the interaction of various elements.

Each of them can be successfully used in domestic companies, which helps to increase
the transparency of their financial processes and improve overall resource management. It is
important to note that the choice of an appropriate assessment system depends on the
specifics of the business and the strategic goals of the organization.

In the modern world, there is a significant variety of methods aimed at diagnosing and
evaluating the effectiveness of enterprises. Given the growing interest from both business and
the public in this issue, as well as the need to obtain reliable results, it is important to pay
attention to the main approaches to developing analysis methods, as well as consider their
unique features and potential disadvantages.

To date, stable methods have been developed in the field of analyzing the effectiveness
of organizations, allowing experts to systematically assess the financial condition and results
of companies. In this context, there are several key approaches to the analysis of financial
statements that help to formulate informed conclusions and recommendations based on the
collected data. They can be conditionally divided into four main groups: transformational,
qualitative, coefficient and integral [2].
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Transformational analysis techniques are focused on optimizing data representation.
Their main goals are to create a more convenient and visual form for perception.:

— article aggregation — involves changing the composition of the elements presented in
the balance sheet, allowing you to simplify information and make it more structured.

—the organization's balance sheet can be supplemented with new indicators that reflect
both changes in the structure of assets and liabilities, as well as their dynamics, which allows
analysts to more deeply assess the financial stability and development of the company.

- transformation in accordance with international standards — companies can adapt
their reports to IFRS, which contributes to a more accurate comparison of financial results
with their foreign counterparts and improves transparency for investors [11].

Despite this, it is important to note that these techniques do not always provide a clear
analytical assessment. Rather, they provide a general idea of the effectiveness of activities,
without contributing to the formation of specific recommendations and conclusions.

Qualitative methods for analyzing the effectiveness of organizations can be divided into
several categories. These include vertical and horizontal analysis of economic resources
(which allows for a more detailed examination of financial indicators over time and in
comparison, with other reporting periods), as well as a category of formalized schemes, which,
although rarely used, allows for standardized approaches to evaluating effectiveness based
on predefined criteria.

Vertical analysis is an important tool for assessing the financial situation of an
enterprise, as it allows you to determine the share of each individual economic resource in the
total, consolidated indicator, which is taken as 100%. This technique helps to examine in detail
the structure of assets and liabilities, but it does not always allow us to draw unambiguous
conclusions about the current state of resources.

It should be borne in mind that their structure is significantly influenced by the specifics
of the company's activities. Even within the same industry, differences in technology and
processes can lead to significantly different asset and liability structures. Therefore, comparing
current data with a single standard may not be entirely correct and is not always justified. For
example, companies with high capital intensity may have a larger share of long-term assets,
while enterprises operating in rapidly changing industries may pay more attention to current
assets. This underlines the importance of taking into account the specifics of the business in
a comprehensive vertical analysis, which allows you to get a completer and more accurate
picture of the financial condition of the company and its development prospects.

Horizontal analysis is an important tool that allows you to identify both absolute and
relative changes in various performance indicators in comparison with previous periods.
However, this method has its limitations, which should be kept in mind:
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- the changes identified as a result of this analysis are related to actions that occurred
in the past, and there is no reason to believe that similar trends will continue in the future,
especially in a dynamically changing external environment;

— without additional data, the results of the analysis may be difficult to interpret
unambiguously, due to the lack of context that helps to understand which factors formed the
basis of the changes;

— The results of the analysis often depend on many different factors, both internal and
external, which makes it difficult to predict future performance, as economic or political
circumstances may change, affecting work efficiency;

— it is difficult to assess the company's efficiency improvement without knowing the real
state of affairs, and conclusions will be less reliable if such data is not available [5].

The application of qualitative methods to a company's public financial statements often
does not lead to valuable conclusions or recommendations that could be useful in practice,
as they provide only general information, preventing a deeper understanding of the reasons
for changes in indicators and the formation of effective strategies to improve the situation.

Coefficient analysis is one of the most common tools for evaluating the performance of
an enterprise, used by analysts in various practical situations. However, it should be noted
that its compliance with user requirements can sometimes raise certain doubts. The
effectiveness of coefficient analysis depends on a number of factors that largely determine its
usefulness:

- the variety of sets of coefficients that can be used for analysis makes it difficult to
select the most relevant indicators.

- the difficulties that arise in the reasonable normalization of indicators may affect the
reliability and adequacy of the conclusions obtained during the analysis.

— the lack of clear mechanisms for interpreting the obtained coefficient values
complicates the process of forming final conclusions and recommendations for management
[7].

The desire to analyze efficiency in more detail and thoroughly, as a key characteristic
of the activities of organizations, led to the development and implementation of a significant
number of coefficients. However, it turned out that many of them are interconnected with each
other, which necessitates the simplification and systematization of these indicators. Thus,
despite the potential of coefficient analysis, its use requires a careful approach and a rational
choice of criteria to ensure the reliability and usefulness of conclusions for further management
and decision-making.

Determining coefficients in analysis is an important method, but the success of its
application is determined not only by the ability to perform mathematical calculations. Much
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more important is the understanding of the data used in this process, as well as the ability to
analytically interpret the results of calculations. If these aspects are ignored, the application of
coefficients is reduced to simple arithmetic and loses its economic value. Nevertheless, the
shortcomings inherent in modern methods of coefficient analysis are not critical. There is an
objective need for further development and improvement of this analytical tool.

Integrated methods for assessing the performance of enterprises involve the use of
synthetic approaches to combine various indicators into complex models. Such approaches
include, for example, regression models that help assess the likelihood of a company going
bankrupt, as well as bank ratings and ranking systems that take into account the specifics of
different industries. Such consolidated rating models allow for a more accurate and
multifaceted approach to assessing the financial condition of organizations, which in turn
contributes to more informed management decisions. It is important to note that the use of
integrated techniques allows not only to get a more complete picture, but also to identify
hidden trends and relationships, which is key for strategic planning and risk management.

Enterprise performance assessment methods include various analytical approaches,
and one of the most common is the multiple discriminant analysis (MDA) model. This method
is based on the discriminant function (Z), which takes into account a number of economic
parameters (regression coefficients). They allow you to analyze such indicators as return on
funds and other important financial metrics that directly affect the company's activities. For
example, the resulting Z-score can show how effectively an organization is functioning in
comparison with industry averages. If it is close to the industry average, this can be an alarming
signal: in the event of a further deterioration in financial performance, the company risks facing
the threat of bankruptcy [4]. For the successful application of this model, it is necessary to
form a broad and representative sample of companies covering various industries and
business scales.

Despite the obvious advantages of regression models for bankruptcy forecasting,
analysts in our country face a number of objective limitations when implementing them in
practice. In particular, there are currently no fully developed models based on Russian financial
statements, which creates additional difficulties. The specifics of domestic business and the
peculiarities of accounting lead to the fact that mechanical copying of foreign methods does
not always allow to obtain correct and reliable results.

To improve the situation, it is necessary not only to create specialized models adapted
to the realities of our market, but also to collect more extensive data, which will allow for
detailed analysis and forecasting of financial risks. At the same time, it is important to establish
mechanisms for accumulating up-to-date statistics and will improve the accuracy of forecasts.
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Normative models used to evaluate the performance of enterprises provide an
opportunity to compare actual indicators with expected values that were determined at the
planning stage, for example, in the budgets of organizations, or in accordance with the
standards established by law. This approach is often based on clearly delineated factor
models, which makes it easier to analyze. The advantage of such a system is the ease of
interpretation of the results, as there are specific "normative" values for comparison. However,
they may not always be adapted to all industries, as each has its own unique characteristics
and requirements.

In addition, the application of these models requires considerable efforts at the
preparatory stage, taking into account critical industry specifics, including the structure and
dynamics of capital. It is necessary to take into account various economic conditions,
technological processes and other factors so that the assessment is more accurate and
reflects the real situation in each specific industry.

Predicative models used to assess the performance of enterprises play an important
role in forecasting and forecasting. They allow us not only to analyze the current work of
organizations, but also to develop forecasts of future results. Among the most popular
approaches to evaluating effectiveness are the preparation of predictive reports, as well as the
use of dynamic analysis models, including rigidly deterministic factorial and regression
models, as well as situational analysis methods.

One of their key advantages is the ability to visualize various scenarios in the present
tense, which, in turn, helps management make more informed decisions. However, there are
a number of disadvantages. For example, such models are often unable to take into account
all the external factors affecting an enterprise, such as fluctuations in interest rates, inflation,
or changes in legislative regulation.

Modern research on methods for diagnosing the effectiveness of enterprises
demonstrates that coefficient-based assessment methods are the most widely used among
domestic companies. They allow for a more visual and rapid analysis of various aspects of
activities, while providing a perspective for a deeper understanding of the internal
effectiveness of organizations [6]. Nevertheless, it is important to understand that the
application of all these methods should be systematic and balanced, including both
quantitative and qualitative indicators, in order to ensure the reliability of the conclusions and
make them more applicable in real time.

For successful business, the ability of a company to make all current payments (both to
tax authorities and to supplier companies), finance its development, and meet all other
obligations in a timely manner plays an important role. In the language of economics, such an
enterprise is characterized by acceptable balance sheet liquidity.
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To analyze the degree of this indicator in a particular company, a number of indicators
are grouped [9].

1. Basic ratios of assets and liabilities:

- the necessary inequality A1 > P1. When it is completed, we can talk about the stable
position of the enterprise for the current period (the period of drawing up the liquidity balance).
This demonstrates the solvency of the organization at the current moment of the balance sheet
formation. The company has enough funds to pay off the most urgent debts.;

— the necessary inequality A2 > P2 indicates that this company is provided with the
necessary funds for timely settlements with credit institutions in the near future. Funds
received from the sale of manufactured products on credit are also taken into account.;

— the necessary inequality As > P3 — an enterprise can count on long-term stable
operation (on average, one production turnover cycle), provided that timely funds are received
in a stable manner (from sales of products and other payments to this enterprise).

- A4 >= P4 — this condition is fulfilled automatically, provided that the first inequalities
are met (1-3) and indicates that the company is financially stable, it has enough working capital
of its own to pay off all current debts.

Correlation of liquid assets and debt obligations allows us to determine the value of the
following indicators:

— current liquidity — characterizes the level of compliance of current assets with short-
term obligations. The normal current activity is expressed by the following inequality:

A1+A2=>P1+P2, (1)

— prospective liquidity is a forecast of an enterprise's solvency, taking into account
current liquidity and likely future receipts of payments and the formation of future obligations.
Normal prospective liquidity is expressed in:

As>=P3, )

To more accurately determine the degree of liquidity of the company's balance sheet,
the liquidity coefficients are calculated.

2. Debt coverage ratio (current liquidity) — shows the ability of an enterprise to repay its
debts only using current assets:

K=(A1+A2+A3): (P1+ P2, )

Given the reality of the situation, it is necessary to take into account the fact that not all
assets of the enterprise can be realized simultaneously and in a short time. Therefore, the
value of this coefficient in the range of values 1-2.5 is considered acceptable. If the value is
below one, then we should talk about a high risk in the field of finance, that is, this company
is "unable" to meet all its obligations in a timely manner. If the coefficient is 2.5 or higher, then
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the company is most likely not rationally allocating its finances. In this case, the assets-
liabilities system should be reviewed and "weak spots" should be identified.

3. The coefficient of rapid (urgent) liquidity — shows how quickly a given company is
able to cover short-term debts:

K= A1+ A):(P1+ P2, 4)

The most optimal values for this indicator are numerical values in the range of 0.8-1.5.
Here, liquid means all current assets of a given enterprise, excluding inventories (raw materials,
goods in stock, etc.), because with their urgent sale, losses will have maximum values.

4. Absolute liquidity ratio — indicates the part of current debts that the company can
repay at the moment:

K=Ai:(P1+ P2, 5)

It is considered that the minimum allowable value for this coefficient should be at least
0.2. That is, every day an enterprise with a value of the rapid liquidity ratio equal to 0.2, will be
able to cover 20% of urgent payments with liquid assets.

5. The overall balance sheet liquidity indicator is the largest indicator. During a
comprehensive audit, it is recommended to use it because it records the ratio of all assets of
the enterprise to the volume of all debts. For the correct calculation of this coefficient, special
correction factors have been derived for each group of assets and liabilities. The multipliers
are determined based on the degree of importance of this group:

K=A1+05"A2+0.3"A3):(P1+0.5"P2+0.3"Pg), (6)

For a stable company with normal balance sheet liquidity, the coefficient value should
be one or more.

6. The coefficient of provision of own assets — shows the degree of provision of funds
necessary for successful financial stability. The absence or lack of the company's own working
capital indicates that all current assets are created on the basis of borrowed funds:

K= (Ps-As):(A1+ A2+ Ag), (7)

The standard for this value is more than 0.1 or 10%.

7. The coefficient of maneuverability of functional capital — indicates how much of the
company's equity is invested in working capital. If the value of the indicator decreases, then
this positively characterizes the financial policy of the enterprise.:

K=Az: [(A1+A2+A3) - (P1+P2)] , (8)

Summing up, it should be noted that in the modern conditions of the Russian market
economy, the growth of the efficiency of the functioning of economic entities plays a key role
in increasing the competitiveness of individual industries and the state as a whole. This
indicator is one of the most important economic characteristics today.
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The economic efficiency of an enterprise can be defined as the ratio of the results
achieved to the costs required to achieve them. In other words, this concept is that it is
necessary to achieve maximum effect at minimum cost. Thus, the central issue becomes the
search and implementation of optimal technologies and methods that will make it possible to
implement this principle.

A number of key indicators are used to assess the effectiveness of an enterprise. Among
them, resource efficiency and resource intensity stand out, which reflect how many products
or services can be obtained per unit of resource expended. Cost recovery and cost intensity
analyze how effectively an enterprise uses its costs to achieve a certain result. Profitability
indicators are also important, which make it possible to assess the profitability of using various
types of economic resources, such as fixed assets, working capital and labor.

Economic resources are an important indicator reflecting the level of economic
development of a particular business entity. Cost estimation makes it possible to assess how
effectively their use is carried out, which, in turn, depends on many factors, both external
(competition in the market, relations with suppliers, interaction with government agencies and
customer preferences) and internal (qualifications and number of employees, average labor
productivity, etc.).

The efficiency of using the economic potential of enterprises is a critical indicator of
their competitiveness. It determines the company's ability not only to survive in the face of
market competition, but also to occupy a leading position in its industry. Conducting a regular
analysis of the company's performance makes it possible to identify shortcomings and
reserves that serve as the basis for further growth and development in the long term.
Therefore, systematic monitoring and optimization of processes are the key to successful
operation in today's market.
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Bepcenes Vropb NHapbeBuny,

KaHouaaT TEXHUYECKUX HayK, aoueHT (BAK), ooueHT kadenpbl opraHn3aumm n TakTUKM MeEQULUHCKON
Cny>X6bl, MeguumMHbl katacTpod, PrEOY BO "KemepoBckuin rocyaapCTBEHHbIN MEOULIMHCKAI
yHuBepcuteT" MuHucTepcTBa 3gpasooxpaHeHus Poccuinckon ®epepaunn,

r. KemepoBo

Abstract. Currently, the sphere of higher education in the Russian Federation is undergoing a certain modernization
associated with the introduction of its own educational system and the end of the era of Russia's entry into the Bologna
process. Rapid changes in technology and the needs of the Russian labor market require educational institutions to adapt
curricula and teaching methods to new conditions. This includes the development of critical thinking, teamwork skills and
the ability to self-education. The rapid development of information and communication technologies (ICT) in education opens
up new opportunities for learning. Research into their impact on the educational process helps to identify effective approaches
and tools for improving the quality of education. Modern educational paradigms are shifting from traditional learning to
more active and student-centered methods. This requires scientific substantiation and analysis of new approaches and their
effectiveness. In connection with the above, the author of this article attempted a scientific analysis and critical understanding
of modern pedagogical technologies of higher education in Russia.

Keywords: education development, education reform, modern education technologies, higher education, pedagogical
technologies.

Annomauua. B nacmoswee 6pemsa cgpepa Bvicuteeo odpazobanusa 6 PO npoxodum onpedesentyo MoOepHU3AYUTO,
cBazannyio ¢ Bredperuem cobcmbennoii 00pazoBamenvHoil cucmemsl U 3abepuieHem 3noxu Bxoxoenusn Poccuu 6 boaonckuii
npoyecc. buicmpbie usmerenusn 6 mexnosoeuax u nompedHocmaAx puiHxa mpyoa PO mpedytom om obpasoBamenvHbix
yupexoeHuil adanmayuu yueOHbIX Npoepamm U Memooob obyuenus x HoBbiM ycaoBuam. Dmo Braouaem 6 cebs pasbumue
KpUMu4eckoeo Muluiienus, Habuikof pabomv. 6 xomamde u cnocobrocmu x camoobpasobanuro. buicmpoe pasbumue
UHPOpMAYUOHHO-KOMMYHUKAUUOHHBLX mexHoroeuil (UKT) 8 0bpasoBanuu omxpuvibaem Hobvie B03Mm0KHOCTIU 044 00y HeHUS.
UccaedoBanue ux bausanus na obpasobamesvHuiii npoyecc nomoeaem Guiabums gppexmubhvie n00x00bl U UHCTHPYMEHTIbL
o1a nobviuienua xawecmba obpasobanus. CoBpementvie 00pasoBamenvHbie NApadUeMbl CMeWAONICA OM MPAOULUOHHO20
obyuenusa ik bosee aKmMubHbIM U CMYOeHM-YEHMPUPOBAHHBIM Memooam. Dmo mpebyem HAyuHO20 000CHOBAHUA U AHAAU3A
HOBbIX 1100X0006 U ux 3¢hpexmubrocmu. B c6asu c GviuenssoxennsiM, aBmopom HacmoAuel cramsiy, 0biaa NpeOnpuHAma
NONBIMKA HAYUHO20 AHAAU3A U KPUMUUECKOO OCMBICACHUA COBPeMEHHbIX Nedae0UvecKUx mexHoA0eutl Bvicuieli WKoab.
Poccuu.

Katouebovie caoba: pasbumue obpasobanus, pegpopma obpasobanus, cobpemenHbie mexHoA02UU 00pazoBanus,
Buicutee 0bpasobanue, nedazoeuteckue MexHoA0UL.
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PeueHseHT: Kpoxmanesa Enena [eoprueBHa - kaHouaaT negarormn4eckmnx Hayk, OOLEHT.
3asenyroLwmin kKadenpom nHxeHepun n obpasosatenbHbix gucuunnanH FOY BO JIHP
"JlyraHCKNin rocyaapCTBEHHbIN yHMBepcuTeT um. B. Jana".
YneH-KoppecnoHAeHT JlyraHCKon akageMnm TeEXHNYECKNX HayK

Mo mHeHuto JliodT, A. B., B ycnosusax raobannsaumn Ba)KHO, YTOObI BbIMYCKHUKN
BbICLUMX Yy4YebHbIX 3aBefieHU UMeSIN KOHKYPEHTOCMOCOOHbIE HaBblKM W 3HaHUS,
COOTBETCTBYIOLUME  MeXAyHapoAHbIM  cTaHgapTaM. ViccnepoBaHme  COBPEMEHHbIX
neparorn4yecknx TEXHONOMIN NO3BOSISET BbIABAATL Sy4HLUME NPaKTUKN U aganTupoBaTth X 1S
MECTHOro KOHTEKCTa. [8, c. 78]

KepumbekoBa, XK. Y. B cBOei cTaTbe NuweT O TOM, YTO BbICLUNE Y4eOHble 3aBefeHs
CTanKmMBarTCA C HEOOXOAMMOCTbLIO BHEAPEHUS NHHOBALUVOHHBLIX METOLOB U TEXHONOMMA ANs
NOBbILLEHNA CBOEN MPUBNAEKATENBHOCTN U KOHKYpPeHTOoCcnocobHocTu. ViccnegoBaHusa B aTomn
obnacTn nomMoraroT BbISiBUTb BOCTpeboBaHHble N 3(PeKTUBHbIE pelueHuns. [5, c. 14]

Mo MHeHno KocTiowmHon, E. B., coBpemMeHHble CTyOeHTbl UMEKT pasHble CTUAu
obyyeHnsa u oxumpgaHma oT obpasoBaTesibHOro npouecca. llccnegosaHne negarornyeckux
TEXHONOMMA NO3BONSET apanTupoBaTb Yy4ebHble nNporpaMmmbl MO4 3TM NOTPeBbHOCTU W
ynyywinTb obpasoBaTenbHblil OnbIT. [6, C. 43]

Kak oTmeuvaeT [oplowknH, E. U., B ycnoeBusax pactywmx TpeboBaHWin K KayecTsBy
0bpas3oBaHNsi BaXXHO MPOBOANTb UCCNEOOBaHUSA, HarnpaBfieHHbIE Ha OLUEHKY W YfydlleHne
CYLLECTBYIOWMNX Mefjarorn4ecKux TEeXHONOrnm, 4YT1o, B CBOKO O4epedb, CNOCOOCTBYeET
MOBbLILLEHNIO YPOBHA MNOArOTOBKU cneuynanuctoB. O6pa3oBaHue [OO/MKHO He TOJIbKO
nepepaBaTb 3HAHUA, HO 1 POPMUPOBATL CoLManbHbIe U 3TUYECKNE LeHHOCTU. iccnepoBaHne
COBPEMEHHbIX TEXHOJNIOrMn MO3BONSET MHTErpMpoBaTb 3T acrnekTbl B oOpasoBaTesibHbll
npouecc. [2, c. 28]

Takum obpasom, nccnepoBaHne COBPEMEHHbIX Neaarorm4ecKux TEXHOMOMMI BbiCLUEN
LLKOJbl SABMISIETCA BaXKHOW U akTyanbHOW 3afayen, CrnocobCTBYIOLLEN NOBbILEHNIO KadecTBa
obpasoBaHns N NOArOTOBKE CTYAEHTOB K BbI30BaM COBPEMEHHOIO MUpa.

CuxbimbaeB, K. C. nuweT 0 TOM, YTO COBPEMEHHbIE Mefarormyeckne TEXHOOornu
BbICLLUEN WKOMbl Poccun BKNO4YalT B Cebs LUMPOKUIA CNEKTP NoaxooB U METOLOB,
HanpaBfEHHbIX Ha MOBbIWEHNE KayecTBa O6pas3oBaHWA M COOTBETCTBME TpeboBaHUAM
COBpPEMeHHoro obuecTsa. [12, c. 65]
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Tabnuua 1
CoBpeMeHHble Nnegarornyeckne TEXHONOMN BbiCcLWen WKonbl Poccun
TexHonorusa Onuncanve

MopgynbHoe o6yyeHne STOT Nogxo No3BONSET pas3buTb y4ebHbIn NpoLuecc Ha MOaynn, YTo faet
BO3MOXHOCTb CTYAEeHTaM nsyyatb Matepuan 6onee rnyboko n rubko.
[MpoekTHOE 0by4eHne CTygeHTbl paboTaloT Haf, peasbHbIMU NPOeKTamMu, YTO NOMOraeT passusaTb
NPaKTU4eCKMe HaBbIKW, KPUTNYECKOE MbILLfIeHNEe U YyMeHne paboTaTtb B

KoMmaHge.
NHTepakTvBHble MeToAbl | Vicnonb3oBaHme pasfinyHbiX MHTePaKTUBHBIX TEXHOOMMIA, TaKMX Kak Kenc-
06y4eHus MeTO/ibl, AefoBble Urpbl, CUMYALWN 1 POJIEBbLIE UrPbl, CNOCOBCTBYET 6osee

aKTVBHOMY BOBJIEHYEHUIO CTYAEHTOB B Y4€6HbIN NpoLiecc.
OnekTpoHHoe 0byyeHne | C yBennyeHnem nonynspHOCTU OHNanH-06pa3oBaHNs MHOIME BY3bl BHEOPSAOT
1N ANCTaHLUMOHHbIE 3NEKTPOHHbIE NNAT(OPMbI, KOTOPbIE MO3BONAT OPraHM3oBaTb 0by4eHne B
TEeXHOI0rnn ANCTaHUMOHHOM dhopmarTe.

[MepeBepHyTLIN Knacc OTOT MeTop, NpefnonaraeT, YTo CTYAEHTbl CHavasna nsyvaroT TeOpeTU4ECKInin
MaTepuas CaMOCTOATENbHO (HanpMep, Yepes BUOEO UM YTEHNE), a 3aTEM Ha
3aHATUSAX 0OCY>)XOAT ero 1 peLlatoT NpakTUYecKne 3agaqu.
VHansupyanusauus AKLEHT Ha NOTPEBHOCTAX U MHTEpPECax KaXXAoro CTyaeHTa, UCMNoIb30BaHne

0by4eHuns afanTUBHbIX TEXHOJIOMNIA, KOTOPbIE MOMOraroT co34aThb
nepcoHanMsnpoBaHHble 06pa3oBaTesibHble TPAEKTOPUMN.
CwmellaHHoe obyyeHne KombuHauusa TpagnumMoHHbIX U OHMMaiH-MeTogoB 06YyYeHNst, YTO NO3BONSET
obecneynTb rMbKOCTb 1 AOCTYMNHOCTL 06pa3oBaTesIbHOro nNpoLecca.

Kputnyeckoe mbiwseHne | Passutue y CTYAEHTOB HaBblKOB KPUTUYECKOrO aHannaa nHgopmauin un
N ccnepgoBaTenbCKne | NPoBefeHNs COBCTBEHHbIX NCCe0BaHWUN.
MeTodbl
KomaHgHoe o6y4eHne | GopmumpoBaHve rpynn gasi COBMECTHOIO U3y4eHUs MaTepuana u BbINoSHEHNS
3afaHni, 4TO CNOCOBCTBYET Pa3BUTMIO HABbIKOB COTPYAHUYECTBA.
reMndpukaLms BHegpeHne nrpoBbix 31EMEHTOB B Y4EOHbIV NMPoLEecc A1 NOBbILLEHUSA
MOTVBaLMN N BOBJIEYEHHOCTU CTYAEHTOB.

ST TEXHONOMMN MOMOrarT He TOMbKO Yy4lWUTb KayecTBO O6pas3oBaHWsA, HO W
NOArOTOBUTb CTYOEHTOB K Bbl30BaM COBPEMEHHOIO MUpPA, pasBuBas Yy HUX Heobxogumble
KOMMETEHLMN.

B HacTosilwee BpemMs OCOBEHHO LLUMPOKO NPUMEHSETCS MOAYIbHOE O0y4YeHMe.

Mokuesckas, H. E. nuweT o TOM, 4TO MOAyfbHOE OBy4YeHNe B BbICLUEN LUKOME — 3TO
opraHnsauus y4ebHoro npouecca, npu KOTopon cogepxaHmne obpaszoBaHnsa NpeacTaBnseTca
B BUAE OTAENbHbIX MOAYeN nnn 6noKoB. KaxXablh MOAY b OXBaTblBaeT ONPeAeNEHHYIO TEMY
UNn NpegMeT U MOXET BK/KoYaTb TeopeTUYecKue, NpakTUyeckKue n mnccneposaTefibCKme
KOMMOHEHTbI. STOT NOAXOA UMEET psifi OCOOEHHOCTEN N NPEUMYLLECTB, KOTOpble AenaroT ero
aKTyasibHbIM B COBPEMEHHOM ObpasoBaTesibHOM KOHTeKcTe. [10, ¢. 175]

XapuTtoHoBa, E. [. B cBOel cTaTbe OTMeYaeT npenmyLecTsa MoaynbHOro obydeHuns:
[14, c. 99]
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1. YrnybneHHoe nay4veHune npegmeta: CTyaeHTbl MOryT COCPEAOTOUNTLCS Ha U3YHEHNN
KOHKPETHOW TeMbI, YTO criocobcTByeT 6onee rnyboKoMy MOHUMAHUIO U YCBOEHUIO MaTepuana.

2. lNoBblweHne moTmBaumn: MOGKOCTb B BblIbOpe MoAynen U BO3MOXHOCTb BUOETb
pesynbTaTbl CBOEN paboTbl MOryT 3HAYNTESIbHO NOBLICUTbL MOTMBALMIO CTYAEHTOB.

3. PasButne camoctoaTenbHocTn: CTyOeHTbl ydaTcsa nnaHuMpoBaTb CBOE BpPeMs U
OpraHn3oBbiBaTb Y4eOHbIA Mpouecc, YTO CrnocobCTByeT (POPMUPOBAHUIO HAaBbIKOB
camoobpasoBaHuA.

4. Apantaums K TpeboBaHusaM pbiHKa Tpyaa: Moaynu MoryT ObiTb OPUEHTUPOBaHbI Ha
aKTyanbHble MOTPeOHOCTM OTpacnauM, 4YTO MO3BOASET BbINYCKHMKaAM ObITb  Oonee
KOHKYPEHTOCMOCOBOHBIMY Ha pPbIHKE Tpyaa.

5. CnctemMHbI nogxopn K obyveHunto: MogynbHoe oby4eHne cnocobCTBYET NHTErpaunn
3HaHWUN N3 pasHbIX 0bnacTemn, YTo BaXKHO A1 (POPMUPOBAHUA KOMMETEHLMIA, HEOOXOOUMbIX B
COBPEMEHHOM MUpeE.

MakapoBa, O. C. oTMe4aeT, 4TO Npu BHEOPEHUN MOAYbHOrO OOYyYEHUS B BbICLUYHO
KOSy BaXKHO Y4nTbIBaTh PAg hakTopos: [9, c. 25]

1. PagpaboTka y4ebHbix nnaHoB: Heobxogumo co3paTtb y4ebHble nnaHbl, KOTopble
YyUUTbIBAKOT TpeboBaHMA 06pasoBaTesnbHbIX CTaHAAPTOB U MHTEPECHI CTYOEHTOB.

2. MNMopgroTtoBka npenopasatenent: Npenogasatenn OO/MKHbI OblTb FOTOBLI K paboTe B
dopmaTe MOAYNBHOro o6y4YeHus, 4To TPebyeT OT HUX HOBbIX MOAXOAOB K OpraHusauuu
y4ebHOro npouecca.

3. TexHuyeckoe obGecnedveHne: BHeppeHne 3neKTPOHHbIX 06pa3oBaTesibHbIX
NAaTopPM MOXKET SHAYUTENBHO OBMErYnTL NPOLECC 0OYHEHNSA U OLEHMUBAHUA.

Takum obpasom, moaynbHoe oby4deHne sBnseTca 3(PPEKTUBHBIM NHCTPYMEHTOM B
BbiCLLEM 06pasoBaHun, CMOCOBCTBYIOLMM Pas3BUTUIO CTYAEHTOB M MOBLILEHNIO KayecTBa
obpasoBaTtenbHOro npouecca.

[MpoeKTHOoe 0By4eHmne Tak >Ke akTMBHO UCMNONb3yeTcs npu oby4YeHnn B COBPEMEHHOM
BbiCLUeN WwKone PO.

[MpoekTHoe oby4yeHne B BbICLLEN LUKOSIe — 3TO MeTod ObyyeHusi, OCHOBAHHbLIA Ha
BbIMNOJSIHEHUN CTYAEHTaMWN peasibHbIX UM CMOLENUPOBAHHbBIX NPOEKTOB, KOTOPblE TPebyoT
NPUMEHEHNSA TEOPETUHECKNX 3HAHUN N NPaKTUYECKMX HaBbIKOB A1 PeLleHNs] KOHKPETHbIX
3apad. o mHeHnto [JoHckom, E. KO. OTOT noaxoa akTMBHO NCNONb3YeTCs B 06pa3oBaTesibHbIX
yYpeXXgeHnsix 1 nonb3yeTcsa pacTyLlen NonynsapHOCTLIO 6narogaps cBoen a(pHeKTUBHOCTA 1
aKTyaJIbHOCTM B COBPEMEHHOM 006pa30BaTeNlbHOM KOHTEKCTE. [3, C. 25]

KpaB4eHko, V. B. oTMe4aeT npenmMyLiecTsa NPOeKTHOro oby4yenus: [7, c. 336]

1. Pa3Butne npaktndecknx HaeblkoB: CTyOeHTbl NOAy4aroT BO3MOXXHOCTb pasBuBaTh
HaBbIKN, KOTOPble ByayT None3Hbl B UX Oyayllen npodeccnoHanbHoOn AeATENbHOCTU, Takne
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Kak ynpasneHune npoektamu, paboTta B KOMaHae, Npe3eHTauusa pesysibTaToB U KPpUTUYeckKoe
MbILLIEHNE.

2. MNoBblweHne moTuBauuun: PaboTa Hap, peasnbHbIMU NPOEKTaMN MOXKET 3HAYUTENIbHO
NOBbLICUTb UHTEPEC CTYAEHTOB K Y4eOHOMY NpOoLECCY U MOTUBAUMIO K OBYYEHNIO.

3. ®dopmMunpoBaHne - KOMMETEHUUN: MpoekTHoe  0byyeHne  crnocobCTByeT
(POPMUPOBAHNIO  KITOYEBBLIX KOMMETEHUUA, TakMX KakK KpeaTUBHOCTb, aHaluTuyeckoe
MbILLSIEHNE, CNOCOBHOCTY K CaMOOpPraHn3aunn 1 KOMMyHUKauuun.

4. bonee rnybokoe noHnMaHne matepmnana: CTygeHTbl UMEOT BO3MOXXHOCTb M3y4aTtb
npeaMeT B KOHTEKCTE, YTO CMOCOBCTBYET JlyHLeMY YCBOEHUIO TEOPUN.

5. ObpaTHas cBA3b U camooueHKa: [lpoekTHoe obyyeHne npegnaraeT CTygeHTam
BO3MOXXHOCTb NoOJly4aTb 06paTHYIO CBA3b OT npenofasaTenien u Konser, 4To cnocobeTeyeT
PasBUTUNIO HABbLIKOB CaMOOLIEHKN U camopediekcuu.

BHepgpeHne npoekTHoro obyyeHus. batanosa, [. B. oTMeyvaeT, 4TO AN yCnewHoro
BHEAPEHNSI NPOEKTHOrO OOYy4YeHUS B BbICLUEN LIKOME HEO6XOAMMO Y4YUTbIBATb HECKOJSIbKO
acnekTos: [1, c. 39]

1. Pa3paboTka y4ebHbIX niaHoB: Y4ebHble naaHbl JOSMKHbI ObiTb afanTupoBaHbl ONns
BKJIHOYEHNS NPOEKTHOM AEATENbHOCTU, YTO TPebyeT TwaTebHOM NpopaboTKn TeM 1 3a[ad.

2. lNMopgroTtoBka npenopasaTenei: NpenogaBartenn [OMKHbI ObITb MOAFOTOBMEHbI K
paboTe B hopmaTe MPOEKTHOro OBOy4yeHus, YTO BKIKOHAEeT B cebsa pa3paboTky MeToamk
OLIEHKM, YNPaBfieHns NpoeKTaMmmn n paboTbl B rpynnax.

3. CospaHve nopoepXKu UHPPaCTPYyKTypbl: BaxHO obecneunTb CTyAeHTOB
HeoOXoOMMbIMN pecypcamMn, TakMMW KakK [AOCTYn K WHgopMauuun, WHCTPYMEHTaMm WU
KOHCYIbTauusaM.

4. OueHka pesynbTaToB: PaspaboTka CUCTEMbI OUEHKN MPOEKTHOM AEATESIbHOCTH,
KOTOpas y4ynTbiBaeT KaK KOHEYHbIN MPOAYKT (pe3yfnbTaT NpoekTa), Tak U npouecc paboTbl
(konnekTnBHas paboTa, KPUTUHECKOE MbILLIEHNE N OPYre HaBbIKN).

[MpoekTHoe Oby4eHne ABMSAETCA MOLUHBbIM MHCTPYMEHTOM B BbICLLEM O6pasoBaHuN,
CNOCOBCTBYIOLLMM PasBUTUIO CTYAEHTOB KaK NMpodecCMOoHanoB 1 INYHOCTEN. DTOT Noaxon,
NOMOraeT He TOJSIbKO yrinybuTb 3HaHUS, HO 1 NOArOTOBUTbL CTYAEHTOB K peasibHbiM Bbl30BaM,
C KOTOPbIMW OHN CTOJIKHYTCS B CBOEWN NPOEeCCUOHANbHON AEATENBHOCTN.

B coBpeMeHHOIN BbICLIEN LUKONME akTUBHO BHEAPSIOTCA WHTEPaKTUBHblE MeTOonbl
0by4yeHuns.

MHTepakTuBHble MeToObl OBy4YeHWA B BbICLLUEN LIKOAe — 3TO noaxofnbl, KOTopble
aKTUBN3UPYIOT yyYacTne CTyOeHTOB B y4eBHOM npouecce, cnocobcTteys 6onee riaybokomy
YCBOEHUIO MaTepmana N pasBuUTUIO Pas/iMyHbIX KOMMeTeHUUn. TN MeTOoAbl OCHOBaHbI Ha
B3aMMOAENCTBN MeXAy npenogasaTenieM U CTyAeHTamn, a Takxke Mexay Ccamumu
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ydawmmucsa. OHM MOryT BKJOYaTb KakK TPaauuMOHHble (OPMbl, Tak U COBPEMEHHbIE
TexHonoruu. [13, c. 46]

MpenmMyLlecTBa NUHTEPAKTUBHBIX METOA0B 00y4eHus: [11, c. 252]

1. lMoBblweHne BoBnevyeHHOCTN: CTyOeHTbl CTAHOBATCA aKTUBHbIMU Y4aCTHUKaMu
npouecca 0by4eHnsi, YTO NOBbIWAET UX 3aUHTEPECOBAHHOCTb M MOTUBALMIO.

2. Jlydwee ycBoeHne matepuana: AKTMBHOE B3auMOLENCTBME C MatepuasioMm u
ApYyrmMun  y4acTHMKamu crnocobctyeT 6osiee rnyboKOMY MOHUMaHUIO U 3aroOMUHAHUIO
nHopmMauumn.

3. PasBuTne KpUTUYECKOro MbILIEHNS: VIHTepaKTUBHbIE METOAbI MOMOrarT CTygeHTaMm
aHanusnposaTb NHpopmaunio, GopMynMpoBaTb COOCTBEHHbIE MHEHUS 1 apryMeHTUpOBaTb
nX.

4. CoumnanbHble HaBblku: Pabotas B rpynnax, CTyAeHTbl pPasBMBalOT HaBbIKM
KOMMYHMKauun, COTpyaHNYeCTBa U YMeHNst pabotaTb B KOMaHgae.

5. TubkocTb: WHTepaKTuBHblE METOObl MO3BOMAT afanTupoBaTb OOyYeHue nof
NOTPEOGHOCTN U UHTEPECbl  CTYAEHTOB, YTO CMNOCOOCTBYET  uMHAMBUOYyanM3auun
obpasoBaTtenbHOro npouecca.

BHeOopeHne uvHTepakTMBHbIX MeTodoB OO6yyeHus. [Ona  ycnewHoro BHeApeHus
NHTEPaKTUBHbIX METOA0B B BbICLLEN LIKOJ1IE HEOOXOANMO YYUTbIBaTbL CreaytoLwme acnekTbl: [4,
c. 138]

1. TllogrotoBka npenogasaTenein: [lpenogasateny AOO/MKHbI ObiTb  OByYeHBbI
NCNOMIb30BaHNIO UHTEPAKTUBHBIX METOAOB Y TEXHONOMIN, YTOObI 3(PHEKTUBHO UX NPUMEHATD
B y4ebHOM npoLecce.

2. CospaHne noppepXxmearowen cpefpl: BakHO co3pgaTb aTtMocdepy, B KOTOPOWN
CTyAeHTbl ByayT YyBCTBOBaTb Ce651 KOM(POPTHO, BblpaXKas CBON MbIC/N U UOEWN.

3. PaspaboTka y4ebHbIXx MaTepuanos: Y4ebHble nnaHbl U Matepuanbl GOSKHbI ObITb
afanTupoBaHbl 419 NCNONb30BaHNA UHTEPAKTUBHBLIX METOLOB.

4. OueHka n obpaTHasa cBaA3b: PaspaboTka KpUTeprEB OLEHKN, KOTOPbIE YYUTLIBAKOT
Kak npouecc oby4eHusi, Tak U pesynbTaT, a TakXKe perynspHoe npenocTtasreHne obpaTHom
CBA3M CTyOEeHTaMm.

NHTepakTuBHble MeToAbl OOy4YeHMsi B BbICLUEN LUKONAEe MNPeAcTaBnsaioT cobon
a(hPEeKTUBHLIN Ccrnocob akTmemsauum y4ebHOro npouecca M MNOArOTOBKU CTYOEHTOB K
BbI30BaM COBpPeMeHHOro mupa. OHM nomMorarT pasBuBaTb He TOJSIbKO NMPOodeccnoHanbHble
3HaHWsA, HO N JIMYHOCTHbIE KayYecTBa, HeO6XOoAMMbIE A4S YCNELWHOW Kapbepbl.

CoBpeMeHHble Meparorndyeckne TexXHONIOrMM B BbICLEN WKone Poccun akTuBHO
pasBuBalOTCA N afanTUPYOTCS K BbI30BaM BpeMeHu. IHTerpaumsi NHHOBaUMOHHbIX METOAOB
N TeXHONOrnin B o6pasoBaTesibHbIi NPOoLEeCC CNOCOBCTBYET He TONbKO MOBbLILLEHUIO KayecTBa
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oby4eHnss, HO N (POPMUPOBAHNIO Y CTYAEHTOB HEOOXOAMMbIX HAaBbIKOB [OJ19 YCMELHOMN
npodeccnoHanbHON AeATENbHOCTY B OyayLUEeM.
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MBaHoB Hukonanm AnekcaHgpoBsuy

OnpekTop YOU, npenopasatent kadenpsl PKuC

PIrbOY BO «CounHCKMI rocyaapCTBEHHbIN YHUBEPCUTET»

Bonkos AHgpen Bnagumnposuny

Crapwnin npenogasaTenb Kadeapbl pU3n4ecKoro BoCnmMTaHns
CaHkT-lNeTepbyprckuii rocyaapCTBEHHbIN MOPCKON TEXHUYECKNA YHUBEPCUTET

Abstract. In this scientific work, the author briefly analyzes the features of the role of physical education and a
healthy lifestyle for a modern student. To do this, the author of the study studies specific practical examples of the use of
physical education and sports, a healthy lifestyle in the life of modern student youth. In conclusion of the article, the author
notes that in the future these phenomena will continue to remain highly relevant, will be in demand among young people and
students, in particular. This scientific article will be of interest to a wide range of readers, teachers and students, theoretical
and practical workers.

Keywords: physical education, sports, student sports, healthy lifestyle, healthy lifestyle, student youth, modern
student, development priorities.

Annomayua. B nacmosueni Hayunou pabome abmop Kpamiko AHAAUSUPYEH 0CODeHHOCHIU PoAU hU3UUecKoll
KYALMYpsL U 300pobo2o 00pasa KusHu 044 cobpemenroeo cmydenma. Il smoeo admop uccaedoBanus usyuaem koHKpenHbie
npakmuueckie npumeps. npuMeHeHua guskyavmypsl u cnopma, 302K 6 xusHedesmesrsrHocmu coBpemeHHo cryoeHueckoll
Mmon00exu. B saxaouenuu cmamvu abmop ommeuaem, umo 6 darvHeiuiem smu A6aenus npodosxam ocmabamucs 6 Bvicoxoi
cmenenu akmyaissHuiMu, 0yoym Bocmpebobannvimu y mos00exu u cmyodenuecmba, 6 uacmuocmu. Hacmoswas nayunas
cmamvs 0ylem UHMepecHA WUPOKOMY Kpyey uumamened, npenodabamesim u o00y4aOuuMcs, meopemu4eckum u
NpaKmuyecKum pabomHuKaMm.

KaroueBovie caoBa: dusuueckan wkyavmypa, cnopm, cmyoeHueckuii cnopm, 300poboui o6pas xusuu, 30K,
cydenyueckas MoA00exn, COBpeMenHbiil CHLYOeH, NpUuopumensl paséumus.

PeueH3eHT: Kpoxmanesa EneHa leoprueBHa - kKaHouaaT nefarormn4eckmnx Hayk, QOLEHT.
3aBenyrowmin kadenpon NHXxXeHepun n obpasoBaTenbHbiX gucuunavH FOY BO JTHP
"JlyraHCKnin rocygapcTBeHHbIN yHUBepcuTeT um. B. Oansa".
YneH-KoppeCcnoHAeHT JlyraHCKOn akageMmnm TEXHNYECKNX HayK
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dusnyeckas KynbTypa, CMNOpPT, 300pOBbIi 06pa3 XusHu (ganee — 30XK) Bcerga
ABNANINCL BaXKHOWN COCTaBMIAOLEN XU3HEAEATENIbHOCTM CTyAEeHYECKON Monogexun. PasHoro
pofa (pm3nyeckne akTUBHOCTUN paccMaTpUBannCb MOSIOAEXbBIO C Pa3fIYHbIX CTOPOH: U Kak
BO3MOXXHOCTb MNogAepXXnBaTb 3A0POBbE Tena, W Kak LWaHC NposiBUTb ceba 1 CBOU
CMOCOBHOCTU, N Kak OOMH U3 BapuUaHTOB NPOMeCCUOHaNbHON AEATENbHOCTU, U T.4. Tak, B
COBETCKNIA Nepno 0Te4eCTBEHHON nctopun pusnydeckas Kynetypa n 30X cpean Monoaexu
ABNANNCH OObIKHOBEHHbIM SBfIEHMEM, MOCTOSHHBIM CMOCO60OM MpoBeAeHUs CBOGOOHOrO
BpPeMeHn, YemMy crnocobcTBoOBana peanmsyemas rocygapcreeHHas nonutuka. Cospasanncb
MHOIO4YMCEHHbIE OOPOBOJIbHbIE CMOPTUBHbIE 00LLEeCTBa, (PUIKYSIbTYPHbIE KONNEKTUBbI NPU
By3ax N o0pas3oBaTeflbHbIX YYpPEexXAeHUAX cpegHero npodeccuoHanbHOro obpasoBaHus.
HaunHaa c 50-x rogoB, CTyOeHYecKUin cropT npuobpen cBoe Haubonee maccosoe
pacnpocTpaHeHue, a B 90-e rogbl gaxke B nepuop, rnobasnbHbIX NOANTUYECKUX, COLManbHO-
9KOHOMUYECKMX, WHbIX pedopM ponb uU3NYeckon KynbTypbl, crnopta m 30X ana
CTYOEHYECKON MONoOeXWN ocTanacb Ha AO/MKHOM ypoBHe [5]. OcTtaeTca 3TO 3HA4YMMOMN
COCTaBNAOLWEN CTYAEHYECKON XXN3HU U CErOOHS.

NTak, no cBoemy cCMbICly u3nYeckass KynbTypa — 4acTb 0Ob6LievenoBeyvyecKomn
KYnbTypbl, €e 0cobas caMoCToATENbHAA XN3Hb. Pr3nYeckasa KybTypa 3a4eNCTBYET B CBOEM
B/IMSAHUN Ha Y€SI0BEYECKUA OPraHn3M >XUSHEHHO Ba)KHble CTOPOHbI, MOJSly4YeHHble B BuAe
3a[aTKOB 1 CMOCOBHOCTEN, KOTOPbIE PasBuUBaKOTCA NoL AaHHbIM BMsiHNEM. B cBOKO o4vepepb,
30K - 910 nogaep>kaHne onpeneneHHoro YpoBHSA XXU3HeOeATEeNIbHOCTN YenoBeKa BO BCEX
HanpaBfEHUAX, YTO XapaKTepu3yeTcs, rnaBHbiM 06pa3oM, OCOObIM BHMMaHWEM K
COBCTBEHHOMY 30POBbLIO N €r0 OTAENbHBIM COCTaBSAIOLLMM.

Onpepenum OCHOBHble OYHKUMN rn3nydeckon KynbTypbl u 302K ona COBpPEMEHHOro
CTygeHTa. Bo-nepsblX, 3TO 0300poBUTENbHAA. HenoBevyeckuin opraHn3m B Bo3pacTte 16-25
NEeT HaxoguTca Ha Hanbosiee BbICOKOM YPOBHE CBOEro (ON3NYECKOrO PasBUTUSA: B 3TOT NEPUOA
OpraHm3Mm y>ke copmmpoBarncs, obnagaeT MakCUMasibHON CTEMNEHBIO BLIHOC/IMBOCTU, CUSbI,
rMOKOCTN, OCOBEHHO €Cnn YeNioBEK npunaraeT yCcunaus, 4YToObl 3TU XapaKTepUCTUKU
nognepxmeatb Ha OO/MKHOM ypoBHe. M 3gecb Kak pas Heobxogmmo cobnwopatb 6anaHc
dusnyeckon KynbTypbl 1 30X [7]. BesycnoBHo, opraHM3My MONOJOro 4Yenoseka Oyper
NMONE3HO 3aHMMaTbCA CNOPTOM, AenaTtb MMHACTUYECKME YNPaXKHEHUS WAn coBepLlatb
NPobeXxxKn, ogHako ropasno 6onblimnin apeKkT aocTuraeTcs, ecnm (pusnveckne Harpyskum
cooTHocATca ¢ 30XK. B yacTHOCTK, 3TO KacaeTcs rpamMoTHOro 6anaHca pexxkuma Tpyga v
OTAbIXa, NPaBWIbHOrO MNWUTaHWUS, OTKasa OT BPeOHbIX MNPUBbIYEK U COOGMOAEHUSA WHbIX
TpagnUMoHHbIX MeTognk 302K, [losToMy, C OOHOM CTOPOHbI, MONOOON YenoBeK
nopaep>XnBaeT opraHn3mM B COCTOSAHUN (PU3NYECKON aKTUBHOCTU, C OPYrOomn Xe, co30aeT eMy
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Takne YCroBUSA, B KOTOPbIX MOJly4aembld OT COBEPLUEHUS Takon aKTUBHOCTU 3ddeKT
npepnonaraeTcsa Hanbosnee 3Ha4YNTENbHbIM.

Bo-BTOpbIX, duanyeckas kynbtypa M 30XK - 3T0 3(PPEKTUBHBIN WNHCTPYMEHT
nopaep>KaHusi MCUXonorn4yeckon CTabunbHOCTU, MeToh, PasBUTUA JIMYHOCTHBLIX KayecTs
MOJIOAOrO YesioBeKa — TaKuWX, Kak BbIHOCIMBOCTb, Tpyposnobne wn  cTapaHue,
OpraHn30BaHHOCTb, LIeNleyCTPEMSIEHHOCTb N gpyrue. Tak, 4Tobbl 3aHMMaTbCs B 3ane Uu
coBepLaTb NPob6eXKn, MOOAOMY 4YefloBeKy HeobXoOoMMO rpamMoTHO pacrnpenennTb CBOWN
rpaduk n perynsapHo BblAenAaTb Bpems ans atoro. CrnoXHee — HanTu MOTUBaLMIO 3aHUMaTbCS,
Bedb, Kak Npasnso, AOBOJIbHO ObICTPO NOcsie Havyana BbINOSIHEHUS (PUSNYECKUX YNParKHEHWU
YesloBeK TepseT MOTMBAUMIO 3aHMMATbCA CMOPTOM, CTapaeTcsa HaxoauTb fAnA  cebs
onpasfaHusa rnepecTartb 3TO AenaTb. [103ToMy ANA NPOAO/HKEHNS BbINOSHEHUSA YNPaKHEHWI
YesIoBeKy NpuaeTcs npeoponesatb cebsi, BOCNUTLIBATL CUYy BO/N N TpeboBaTeNbHOCTb — B
nepByro o4epenb, K caMoMy cebe. V1 3TO B 3Ha4YUTENBHON CTENEHN CNOCOOCTBYET PasBUTUIO
NMCUXOJNIOMMYECKNX XapaKTePUCTUK MOJIOAOrO YesioBeKa, KOTopble MOMOryT eMy He TOJIbKO B
npodeccuu, HO N B peLleHnn BbITOBbIX BONPOCOoB. O6LLen3BeCcTHO, YTO NPOodeCcCroOHasnbHble
CMOPTCMEHbI — 3TO JINYHOCTM C Pas3BUTON CUJION BOMN, BbICOKUM YPOBHEM
LeneyCcTpeMNeHHOCT M BbIHOC/MBOCTU, MPUYEM 3TN KayecTBa Yy HUX YXXe BBefeHbl B
NPUBbLIYKY. [N51 CTyAeHYEeCKON MOJSIOOEXN 3TO TaKXKe BbICTYNaeT KpariHe BaXXHbIM [5; 8].

C ppyron CTOPOHbI, Heo6XxoaUMO paccMaTpuBaTb PU3NYECKYO KynbTypy n 30X Kak
BapuMaHT CHWKEHUS TMCUXONIOrMYEeCKON Harpy3ku, WHCTPYMEHT pnsa  paccrabneHus,
OOCTVMXKEHNSI CTabUNBHOCTM MeXOY YMCTBEHHbIM TPYAOM W (PU3NYECKUMWN Harpy3Kamu.
[Mcuxonorn peKoMeHOyloT: ecriv YesnoBeK 3HaYnUTesbHYI0 4YacTb CBOero pabo4ero BpemMeHu
3aHMMaeTca YMCTBEHHbIM TPYyAOM, €My HeoOXoAMMO CHUMaTb HanpshkeHne Wnu
«paspsxarbcsa» 4vepe3 (uandeckne Harpysku. ITO MO3BONSAET HaAbpaTbCsA HOBbIX CWUM U
OOHOBUTbL BHYTPEHHEE 1 BHELLIHEe COCTOsIHME OpraHn3mMa, CHATb YCTanocCTb.

B-TpeTbux, dusunyeckan kynbtypa n 30XK ONna COBPEMEHHOro CTyfeHTa — 9TO
ahpeKkTUBHbLIN cnocob camopeanusauun. K npumepy, 3To y4acTue B COCTaBe CTyLEeHYECKOM
KOMaHpbl B COPEBHOBaHWSX MO TOMY UM NHOMY BuAy criopTa, Mbo OauNHOYHbIE CMOPTUBHbIE
ycnexu [3]. B aToin cuTyaumn B BbIUrpbIlLEe OKa3blBAETCA He TOIbKO CaM MOJSI0O0N YesnoBekK,
KOTOPbI OOHOBPEMEHHO 1 nopaep>kuMBaeT CBOW OpPraHWsm B 3[0POBOM U BbIHOC/NBOM
COCTOSIHAW, W [OOCTUraeT ycCcnexoB B Y4aCTu camopeanusaumu, HO 1 obpasoBaTesibHoe
yypexaeHne, KOTopoe Takon CTyaeHT npefactasnseT. Kpome Toro, nogobHbIn npumep
KayeCTBEHHO XapaKTepuadyeT MPOCBETUTENIbCKYIO M MponaraHaucTCKue QyHKUUKW, Korpa
CTY[EHT CBOUM MNPUMEPOM MoKasblBaeT ApYrnM NpencTaBuTeNnsM CTyAeHYECKON MONMOOEXM,
K Kak1uMm ycriexam MOXKeT NPUBECTU 3aHATUE (PUSNYECKOMN KYbTYPOW 1 CMOPTOM Ha AO/HKHOM
ypoBHe [8].
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Kpome npoyero, ans HEKOTOPbIX CTYAEHTOB CMOPT — 3TO €AMHCTBEHHO BO3MOXXHbIN
crnocob camopeanusauuun. K npumepy, Monogon 4enoBeK He obnapaeTr BblgalowyMUcs
TBOPYECKMMN WM YMCTBEHHbIMA  CMOCOOHOCTAMW, OAHAKO CWUJIEH, BbIHOCIMB W
LeneycTpemsneH, CTPEMUTLCA K yCrexam u JOCTVXKeHuAM. B Takoin cuTyaumm dusnydeckas
KyneTypa n 30K gnsa Hero — eOWHCTBEHHO BEPHbIN Ccrnocob nokasaTtb cebsi ¢ nydilen
CTOPOHBI.

B-4eTBepThIX, (pnsmyeckasn KynbTypa n 30K CO CTyAeHYECKOWN 3aMHTEPECOBaHHOCTU
MOJIO0ro YenoBeKa BMOJSIHE MOXET NepenTn Ha NPOgeCCNOHanbHbIN YpoBeHb. K npumepy,
3aHNUMasAChb NOOUTENBCKUM CNOPTOM, MOSIOAON YeNOBEK MOKa3biBaET BbIOAOLLMECS YCreXN,
YTO B pes3ynbTate MNpuUBOOUT K TOMY, YTO B HEM MOSABASETCA 3auHTEPEeCOBAHHOCTb
npodeccnoHanbHbIX CNOPTUBHbLIX KIyOOoB. B Takon cuTyaumm BrosiHe BEPOATHO, YTO MOSIOA0M
YeNOBEK MOXXET OKOHYaTeNbHO MepenTV B 9TO HanpasneHue [OeATeNlbHOCTM U cTaTb
npodeccnoHanbHbiM cnopTcMeHoOM [2]. OgHakKo Ha NpakTUKe Takue NpUMepPbl HE CTOJb
pacnpoCTpaHeHbl, MOCKOJMIbKY 60JIbLUIMHCTBO BUAOB CNoOpTa NogpasyMeBaloT akTUBHOCTD,
Ha4MHasa C paHHero Bo3pacrTa.

KpaTko nepeuyncnnm ganee Takke 1 HEKOTOpble NHble (PYHKLMN, KOTOPbIE BbINOMHAIOT
dusmnyeckas KynbeTypa, cnopt n 302K B XKN3HM COBPEMEHHOIO CTyAEHTA:

— coumanbHasa agantauns, 4To OCOBEHHO XapaKTepHO ANst KOMaHAHbIX BUAOB CnopTa.
Kpome aToro, 3aHATue (hnanvecKom KynbTypoi B rpynne cnocobCcTBYET pasBuUTUO MNOEPCKNX
KayecTtB, yMeHWn paboTaTtb B KOMaHae, oby4aeT 3PPEKTMBHO KOMMYHULMPOBATD,
aenermposatb MOSIHOMO4YKS, OBy4HaTbCs CTPOUTb OTHOLUEHUSA C nogbMu. B aTom cutyaumn
CNOPT CNOCO6EH NOMOYb Aa)Xe NHTPOBEPTAM, 3aMKHYTbIM U CTECHUTESNIbHLIM CTYAEHTaM;

— MOBbIWEHNE CaMOOLUEHKN. Bkyne C pasBuUTUEM KOHKPETHBLIX MNCUXONOrMYECKNX
Ka4yecTtB, (PU3MYEeCKne aKTUBHOCTU (OCOBEHHO MpWU LOCTUMXKEHUN BbICOKMUX PE3YSIbTaTOB)
cnocobCTBYyeT KayeCTBEHHOMY TMOBbIWLEHNIO camMooueHKNn. C AOpyrom CTOPOHbI, CropT
NMOMOXXET MOJSIOAOMY YEJIOBEKY «MPUHATL Cebs», MNEepecMOTPeTb MNO3NUUKD Ha CBOU
ocobeHHOCTUN. K NnpuMepy, U3NNLWHE BbICOKasA AeBYLLKA CTECHAETCA CBOEro pocTa, OAHAaKo B
cocTaBe 6ackeTbonbHOM KOMaHAbl OHa 4YyBCTBYET cebsi CMNOKOMHO, HEe BbIOENSETCS, a eLe
MOXXET 3aHMaTbCs NOOUMbIM OENOM N PasBUBaTLCS;

— (hbopMUpoBaHNEe NMO3NTUBHOIO B3rfsiAa Ha XXW3Hb, pasBuTne ontTumMmama. Kak yxe
OTMEeYasnocb Bblwe, 3aHATUEe duandeckon Kynbtyponm n 30X nomoraet OOHOBUTb
NCUXONOrM4YeCcKoe COCTOSIHME MOJIOOOrO YesloBeKa, YTO CBA3aHO, rnaBHbIM 06pas3oMm, C
hr3nonorn4eckuMn n3MeHeHnsMn. ocne 3aHATUIA CMOPTOM CTYAEHT HAYMHaeT nydwe
BbIrNsSiAeTb, YyBCTBYET cebsi 6onee 604pbiM, MO3UTUBHBIM, HAYMHAET NpoLLe BOCMPUHNMATD
XXN3HEHHble TpyaHOCTU. Ecnn YenoBek Ha4vMHaeT 3aHMMaTbCA CMOPTOM Ha perynspHon nnm
haxke npodeccnoHasbHOM OCHOBE, TO OH NepecMaTpmBaeT CBOE OTHOLLEHME K npobiemMam v
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TPYAHOCTAM B LESIOM, HaYMHAeT MOHUMAaTb, YTO ANS UX NPEeOoAOoSsieHUs BaXKHbl cuna,
BbIHOC/INBOCTb, LiefIeyCTPEMIIEHHOCTb;

—uHble [1; 7; 10].

B KOHeYHOM nTore, Kak BUAHO U3 NPEeACTaBIEHHOIO BbILLE NePEeYHs, POSb (PU3NYECKOMN
KynbTypbl 1 302K B XXU3HW COBPEMEHHOro CTyfdeHTa [OOBOJIbHO 3HAdnTesibHa, NpUYemM 3TO
BNNsiHME HabnopaeTcsa no cambiM pasHbiM HanpasneHusMm. [na mMonogoro opraHuama,
HaxoOsLeroca Ha MnuKe CBOero passutus, dusndeckas Kynbtypa n 30>K No3BoOnsAOT
OOCTUraTb BbICOKON 9P(PEKTUBHOCTN TaKON AEATENIbHOCTU, COXPaHATbL Ha AO/HKHOM YPOBHE
NMCUXONIOMMYECKYI0 CTabUNbHOCTL M MEPEHOCUTb 3TN pPe3yibTaTbl Ha NPOMECCUIO N peLleHne
ObITOBbIX BONPOCOB. OTAENbHO OTMETUM, YTO 3aHATUA CNOPTOM OKa3blBalOT MOJSIOXKUTESIbHOE
BAINSIHNE W Ha Opyrne cdepbl XN3HU, NyTeEM NepeHoca NoNOXKNTENBHOMO OrbiTa CMOPTUBHbIX
OOCTUXKEHUI, B KOHEYHOM UTOre NOBbILLAsA YPOBEHb CaMOOLIEHKN YernoBeka [4].

[Hanee oTMeTM Hanbonee BaXKHble WTOMM MpPenCcTaBfIEHHOro Bbllle Hay4HOro
nccneposaHus.

dusndeckana kynetypa un 30K cerogHs BbICTynatT 3HAYMMOW COCTaBsAOLLEN
OTEYEeCTBEHHON rOCYQapCTBEHHOM MOMUTUKW, YTO MOXXHO Habnwpatb U Yepes aHanus
aKTyasibHbIX NpPUMepoB nponaraHapl B poccunckux CMW. [Ons cTyaeH4YecKon mMonogexu
dumsnyeckas KynbTypa, cnopt n 30X Takxe cTpaTernyeckn BaxkHol [6]. [Npun perynspHbix n
PaBHOMEPHbIX Harpyskax CTydeH4YecKas MONofdeXb Takxke [OoCTuraeT pasBuUTUS
PU3NONOrN4EeCKNX N NCUXONOMNMYECKMX KAYeCTB, a TakXXe MO3BONSAIT CHU3UTb Hanps>XeHne
OT npouecca obyyeHns nam paboTbl, CHATb CTPECC, YNy4LNTb caMo4vyBCTBUE. Kpome 3Toro,
peannayeTtca npodunaktuka pasHoro poga 3abonesaHun [9]. Tak, B HACTOsLWEN cTaTbe
paccmaTpuBaroTCs cnefyroLwme KoYesble PYHKUUN 3TUX SBJIEHNIA:

— COXpaHeHne 300pOoBbs OPraHN3ma;

— WHCTPYMEHT YCTaHOB/IEHNS NCUXONOrMYECKON CTabubHOCTY;

- cnocob camopeanusaunu;

— coumasnbHasa agantauus;

— NOBbILLUEHNE CaMOOLIEHKN;

— hopMuUpoBaHMNEe NO3UTMBHOIO B3rNAsAa Ha XXU3Hb U MHble [8].

Jlloboe pasBuTMe, OOyYeHMe HanpaBfieHO Ha W3y4YeHue JIMYHOCTHO-LEHHOCTHOMN
opmeHTauuu [11]. 3gecb He sABNSETCA UCKIIYEeHneM usundeckasa Kynbetypa. OnpepgeneHns
DN CTygeHTa JINYHOCTHbIX  npaeanoB rnomoraer obecnevntb  MNpogeccnoHanbHoe
camMopasBsuTie U NHONBNOYaIbHOE COBEPLLUEHCTBOBAHME.

B KoOHe4YyHOM wuTOore usnyeckas KynbTypa SABASETCA OOHON W3 COCTaBASAOLMNX
npouecca opraHusauumn cTygeHdeckoro pocyra. OHa He TONMbKO YyAOBMETBOPSET
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€CTeCTBEHHble MOTPEeObHOCTN JIMYHOCTW, HO W TMOMOraeT CHATb 3MOUMOHasNIbHoe U
NCUXONOrMYEeCKoe Hanpsi>KeHune.

B HacToswen ctaTbe NpuBeAeHbl NpakTUyecKue npuMepsbl, Kak UMeHHO dur3ndeckas
KynbTypa n 302K cnoCcobHblI NO3UTUBHO NOBANATL HA XXU3Hb CTyAEHTa. DTO KacaeTcsa N ero
NCUXONOMMYECKNX XapaKTEPUCTUK, U NPOdECCUOHANBHBIX KOMMETEHUNA, N BO3MOXXHOCTU
NPUMEHEHNA pPe3ynbTaToB B pelleHun ObiToBbIX BOrpocosB [5]. lNMpuyem wucnonb3oBaHue
Takoro MHCTPYMEHTA Ha NpakTukKe Bcerga MMeeT BbICOKY 3(PMEKTUBHOCTb.

[Monaraem, B ganbHenwem nogobHas TeHOEHUNA COXPaHUTCA, a pusndeckas Kynbtypa
n 302K no-npexxHemMy OCTaHyTCA KpanHe BOCTPebOBaHHbIMN Y COBPEMEHHOW CTYAEHYECKON
MONOAEXMN.
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Abstract. In modern society, knowledge of several languages is a necessary and most important condition for
successful career development and personal relationships in society. This article examines the features of bilingualism, which
contributes to the activation of cognitive activity and communication skills of students, the stages of learning a foreign
language and the features of the influence of bilingualism on all language levels - phonetic, lexical, grammatical, syntactic
and morphological.

Keywords: bilingualism, bilingual, foreign language, English language, cognitive activity, communication skills,
learning.

PeueHzeHT: Kpoxmanesa EneHa [eoprnesHa - kaHanpaT negarormyeckux Hayk, [OLEHT.
3asegyroLmin kKadenpom nHxeHepun n obpasosartenbHbix gucuunnanH FOY BO JIHP
"JlyraHCcKunin rocyaapcTBeHHbIN yHUBepcuTeT um. B. Jana".
YneH-kKoppecnoHAeHT JlyraHCKON akageMnmn TeXHUYEeCKNX Hayk

The problem of bilingualism is one of the most pressing in modern linguistics. The
interest of scientists in it is due to some social, cultural and historical reasons, which are mainly
the existence of a large number of bilingual and multilingual states, mass migration, as well as
the constant strengthening of political, economic and cultural ties between different countries.

The concept of bilingualism is not uniform. It is defined in different ways. Such domestic
scientists as L.V. Shcherba, V.N. Komissarov, V.A. Vinogradov, I.A. Zimnyaya, M.M. Mikhailov
define bilingualism in their works as knowledge of two languages and proficiency in them. The
final formulation of the definition of bilingualism, based on the previous ones, can be found in
the works of S.G. Nikolaeva: “taking into account the given general, characteristic and aspect-
specific definitions of bilingualism, we can derive our own formulation, according to which we
propose to understand bilingualism as unequal knowledge and mastery of more than one
national language and their non-simultaneous use in each specific communication situation.
One of these languages is and is called the first, the other is the second” [1].

There are also several options for defining a bilingual. Some researchers believe that a
bilingual is a person who at least understands a second (foreign) language. Others tend to
consider a bilingual to be someone who uses the practice of alternate use of two languages.
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A broad approach to understanding the phenomenon of bilingualism implies the
interpretation of this phenomenon as proficiency in the native language and, along with this,
the basic skills of speech activity in a foreign language.

In scientific literature, two types of bilingualism are distinguished: natural and artificial
(educational).

In a situation of coexistence and functioning of two languages in one state, natural
national bilingualism is manifested. But, at the same time, globalization serves as an incentive
for the development of artificial individual bilingualism, i.e., educational bilingualism. Its study
is no less important than the study of the patterns of development and functioning of natural
bilingualism [2].

Natural bilingualism can manifest itself when a person communicates in their
environment at the everyday level, as well as through sources of digital space created by
electronic means of communication. It is important to emphasize that with this type of
bilingualism, the second language is not learned artificially, but is acquired naturally.

As for the artificial type of bilingualism, the second language is learned (with the
participation of a teacher or instructor), is mastered in a language environment purposefully,
and the bilingual person often uses it later to communicate with native speakers, but not on a
regular basis. This type of bilingualism is developed in English classes at a university.

Particular attention should be paid in this regard to the ideas expressed by M.M. Fomin
regarding overcoming language interference. According to this researcher, this is possible only
if the formation of artificial bilingualism in teaching a foreign language is implemented on the
basis of an interdisciplinary approach. Moreover, this process should take place within the
framework of linguistic-contrastive analysis in combination with cultural-comparative analysis
[3].

Thus, when teaching English, it is important to pay special attention to authenticity, to
use such teaching materials that would carry a cultural component that would offer the student
a number of advantages:

¢ increasing the level of students’ cognitive activity;

¢ increasing the level of motivation to study English language;

¢ improving communication capabilities;

¢ developing communication skills and abilities;

¢ motivation to work independently on the English language.

Students’ cognitive interests can be attributed to two directions: on the one hand, there
is a desire to broaden their horizons, improve their educational level; on the other hand, there
is a desire to learn something new, deepen their knowledge and information related to their
future specialty. These areas can be used as a stimulus for learning and a means of increasing
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interest in the language, provided that the material in terms of content and subject matter is
close to the main problems of the major disciplines, contains the necessary minimum of
regional studies, helps to broaden the horizons of future specialists and requires a creative
attitude on the part of the student [4].

Artificial bilingualism arises in conditions specially created for its study at school or
university. However, the requirements imposed on students at these stages differ: the
university stage is more focused on the market economy and competition between
educational institutions than the stages of school education. It follows that the training of future
specialists should not be limited to subject frameworks, but on the contrary, be carried out at
a high level and provide opportunities for cooperation with other faculties and, at the same
time, with employers. In this regard, it is appropriate to identify the competencies that serve
as the goal of bilingual education at a university. These are subject and language
competencies. In turn, language competence, being in itself a complex hierarchical structure,
consists of linguistic competence, sociolinguistic competence, discursive competence,
strategic competence, sociocultural competence and social competence [1].

The process of teaching a foreign language, in particular in terms of its content, should
be considered in two aspects:

¢ one of the main tasks is the development of linguistic skills in students;

¢ it is necessary to pay close attention to the language content — vocabulary, a wide
range of speech patterns, mastery of various ways of constructing statements.

Language consists of many levels and bilingualism affects each of them.

Phonetics. The study of phonetics includes preliminary preparation, which involves a
comparative analysis of language systems in the phonetic aspect. Thus, for the Russian
language, unlike English, is characterized by the absence of nasal vowels and diphthongs.
This is why students experience a number of difficulties in mastering the phonetic side of the
language being studied: they cannot correctly reproduce the number of syllables in a word,;
they have a certain difficulty pronouncing a cluster of consonants at the beginning of a word;
they can mix hissing and whistling sounds; stressed syllables are perceived by them as long
vowels or diphthongs (go right dere (there) — replacement of the interdental voiced /8/ with /d/.

Morphology. Work on morphology includes teaching word formation and inflection. The
Russian language is characterized by the change of nouns by gender, number and case, there
are differences in the inflection of inanimate and animate nouns. In English, a noun retains only
the plural and singular forms, as well as the nominative and possessive cases. Verbs in Russian
and English are conjugated completely differently and have a different number of modal and
tense forms. In accordance with general psycholinguistic patterns, students most easily learn
imperative verbs, as well as verbs in the infinitive form. Students have particular difficulty with
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the category of the article in English, since it is absent in Russian. This is why students very
often omit both the definite and indefinite article in English speech, not finding
correspondences in their native language. Other errors in the students’ speech were also
noted, which concerned the use of articles. For example, they often use articles and a
determiner between an adjective and a noun (nice one kitten, big a girl). There are also
examples of students using an adjective with an article, but without a noun (a yummy). In
English, such constructions are not standard.

Syntax. Unlike Russian, English syntax is characterized by a two-case system, including
the nominative and objective cases. As a result, the preposition plays the main role in the
prepositional combination. Another distinctive feature of English syntax is the strict word order
in a sentence. In this case, the paradigms of the synthetic Russian language win, and students
often violate the word order in an English sentence, without thinking at all about the mistakes
they have made (Yummy candy this is).

Vocabulary. Students may have difficulty interpreting the image itself in the process of
identifying the object and its display. Ease in name and ease in use are not identical concepts.
There is a way of mechanically memorizing words that is not based on personal experience or
one's own feelings and memories. Some categories of words continue to remain labile: the
meaning of words can expand or narrow, and also be transferred to atypical situations. For
example, the word pupil in the meaning of “pupil” gets a new shade of meaning for a student
who has come to see an ophthalmologist. Transitions between active and passive vocabulary
are also common [5].

Grammar. Some experts in the field of linguistics believe that the grammar of two
languages almost never overlaps, while others believe that students translate certain
constructions, adding to one language what is expressed in the other by special categories,
but is absent in the first language. The category of plural in agreement with the verb series
(Jeans are dirty) is especially difficult for students. To solve this problem, it is recommended
to introduce the plural situationally and add the question of agreement each time in all types
of activity. Particular attention is paid here to nouns that are always used in the plural (scissors,
trousers, pats, jeans) [6].

In conclusion, it should be noted that bilingualism and the problems, principles and
patterns described within its framework make it possible to understand the specifics of
teaching English in a university setting and to apply appropriate teaching and learning
methods.
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Abstract. The experimental work was aimed at studying the possibilities of improving evidential critical thinking in
third-year primary school students. The series of lessons " Derivation - 1" developed by the author ensures the implementation
of such opportunities. The program of the series of lessons includes 10 types of plot-logical tasks of a non-educational nature.
Their solution by implementing a conclusion from the proposed judgments was offered in three structural versions associated
with the search for an answer, with the search for a question, with the search for a part of the proposed judgments. The control
group consisted of 59 schoolchildren, the experimental group - 62 schoolchildren who took part in 30 additional lessons
(weekly, during the school year) based on the series "Derivation - 1". Before the 30 additional lessons and after their
completion, all subjects were determined in a group form for the formation of critical thinking activity. In this case, tasks of
varying complexity were used, built on the transitivity of a binary relation. It was shown that children's participation in
lessons according to the school program and in the series of lessons "Derivation - 1" determines the formation of critical
thinking activity in most children than participation in lessons only according to the school program.

Keywords: critical thinking, logical problems with a plot, third-graders, series of lessons "Derivation - 1".

PeueHseHT: Kpoxmanesa EneHa [eoprneBHa - kaHangaT negarormyeCckux Hayk, fOLEHT.
3asegyroLwmin kKadenpon nHxXeHepun n obpasosartenbHblx gucuunand FOY BO JIHP
"JlyraHCKnin rocyfapcTBeHHbIN yHUBepcuTeT um. B. Oansa".
YneH-kKoppecnoHAEHT JlyraHCKON akagaeMnmn TEXHUYECKNX HayK

1. Introduction.

In recent decades, the number of various messages in the media has been constantly
increasing. The current situation requires the functioning of critical thinking to analyze the
degree of objectivity of the statements contained in these messages. Such an analysis is
associated with the implementation of logical actions aimed at analyzing these statements and
correlating them according to the rules of logic. With the help of such actions, a person has
the opportunity to substantiate or refute the proposed statements.

If the noted analysis ends with a correct conclusion, then critical thinking is
characterized as evidential [11], since it is realized as scientific thinking based on
understanding the essence of the matter, on identifying patterns of change in the objects under
consideration [13].

If the analysis ends with an incorrect conclusion, then critical thinking is characterized
as unsubstantiated [10], since it is realized as everyday, everyday thinking based on
inaccurate, random and superficial information about the objects under consideration [9].
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The need for an experimental examination of critical thinking in primary school students
is based on the need for constant updating and deepening of curricula in middle school,
especially in the natural sciences [17].

Mastering the basic principles and provisions of the noted disciplines involves, in
particular, an analysis of approaches to achieving the desired result in matters of qualitative
focus. In this case, the proposed special cases are considered in order to justify the legitimacy
of using general patterns to the identified special cases. Correlating the individual and the
general in order to draw a conclusion about the individual, the particular, based on the general,
is one of the fundamental functions of critical thinking.

1.1. Research into the potential of critical thinking in primary school. students.

Evidence-based critical thinking is studied by psychologists in various contexts [7].

Thus, in one direction of research, the importance of improving critical thinking was
discussed. In particular, the possibility of planning critical thinking training using appropriate
educational materials was considered [19], it was indicated that in order to improve the critical
thinking of primary school students, the teacher should encourage them to reason [22], it was
emphasized that the ability of critical thinking in primary school students affects their success
in the future and that the basis for improving critical thinking is the creative method [21].

In another direction, researchers studied the features of the conditions for improving
critical thinking when mastering educational materials related to language. The first study
considers a three-stage approach to the development of critical thinking based on linguistic
realities [8], the second study considers CLIL as a condition for improving critical thinking in
language learning [12], and the third study analyzes the possibilities of foreign language
lessons for developing critical thinking skills in the 4th grade [23].

The third direction studied the possibilities of developing critical thinking using the
material of academic disciplines not related to language. In one study, examining the features
of studying fractions in the 4th grade mathematics course showed that students could not
make the correct conclusion and give a reasoned explanation of the ways to achieve the
required result in the proposed tasks [17], in another study, the problems of improving
students' critical thinking are solved by using ICT in biology lessons when studying topics
related to health [16], the third study analyzes the conditions for developing critical thinking
when studying the school subject "Technology" [24], and the fourth study solves the problems
of developing critical thinking when studying problems of morality and ethics [16].

The fourth direction studied the influence of the content of various types of teaching
aids on the development of critical thinking. One study analyzed science textbooks for primary
schools and showed that these textbooks do not have the conditions for improving a number
of critical thinking skills [14], another study examined how children analyze information
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provided in word problems in mathematics [25], and a third study, when working with third-
graders, found that a planned choice of the studied content contributes to the development
of critical thinking [15].

1.2. Brief summary of the work.

As shown by the consideration of the content of the presented works, the researchers
analyze the conditions for the functioning of critical thinking activity, mainly on school material.

Our preliminary group experiments demonstrated the possibility of studying critical
thinking activity on extracurricular material of an entertaining nature. In these experimental
classes, failing students were more confident, active and successful than in the framework of
educational activities. It can be assumed that this fact is due to the fact that the use of
academic knowledge was not required to achieve success on extracurricular material.

Our work is aimed at analyzing the conditions for the development of critical thinking
activity in primary school students when solving extracurricular problems. In doing so, we
relied on the activity-based approach proposed in Russian psychology by S. L. Rubinstein [6],
A. N. Leontiev [4], V. V. Davydov [2].

The fundamental principle of the activity-based approach states that in order to improve
an action, it must be part of the activity for the implementation of which its implementation is
required. Based on this principle, we believe that the construction of reasoning for the
implementation of a consistent conclusion is the type of thinking activity that requires the
implementation of critical thinking actions.

This experimental work was aimed at identifying the possibilities of improving evidential
critical thinking in third-graders. We assumed that school classes and a series of
extracurricular additional classes developed by us under the conditional name "Derivation 1"
to a greater extent ensure the formation of evidential thinking activity of a critical orientation
than school classes alone. In making this assumption, we relied on the results of the above-
mentioned preliminary experiments.

The study in question included three stages. The first stage (the initial period of the
school year, September) was a group diagnostics of the level of development of critical
thinking in schoolchildren of the control group (59 people) and the experimental (research)
group (62 people). The children were offered a series of tasks based on the transitivity of a
binary relation. The second stage (during the school year, from September to May), the 62
students took part in 30 extracurricular additional classes of the "Derivation - 1" series. The
third stage (the end of the school year), children from both groups again took part in group
diagnostics.
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2.2. Materials and methods.

2.1. Characteristics of the classes that make up the "Derivation 1" series.

The "Derivation 1" series of classes was developed to organize 30 additional lessons
with 10 types of original logical problems based on plots of an extracurricular nature.

The entire series of 30 additional lessons is divided into three periods: No. 1 — 10, No.
11 =20, No. 21 - 30. In the first period, thinking activity is associated with choosing a solution
from the given options, in the lessons of the second period (No. 11 - 20) — with choosing a
question, in the lessons of the third period (No. 21 — 30) — with choosing the missing fragment
of the problem conditions. Thus, the noted diversity of thinking activity allows students to
create favorable conditions for improving critical thinking.

In lessons NeNel, 11 and 21, students work on problems like “Who did what?”, in
particular: “Anton, Kolya and Oleg wrote stories: someone about traveling, someone about
sports, someone about animals. Kolya did not write about sports, but Anton wrote about
animals. Who wrote stories about sports?”

In lessons NeNe2, 12 and 22, students work on problems like “Earlier, later”, in particular:
“Alla and Vera were drawing birds. They started working at the same time and drew at the
same speed. Alla drew more birds than Vera. Did Alla or Vera finish drawing earlier?”

In lessons NeNe3, 13, 23, the following tasks are worked on: “Similarities, differences”,
in particular: “Fedya, Vasya, Yura received parcels: two boys from Tula, one from Ufa. Vasya
received a parcel from Ufa. Where did Fedya receive the parcel from?” |

In lessons NeNed4, 14, 24, the following tasks are worked on: “Coincidences”, in
particular: “On the wall of the house in different places — at the top, in the middle and at the
bottom - the names of friends are indicated: TOLYA, VASYA, TANYA. The second letter of two
names - at the top and in the middle — matches, the first letter of the names located in the
middle of the wall and at the bottom matches. Which name is indicated in the middle of the
wall?”

In lessons NeNe5, 15, 25, the following tasks are worked on: “Just like...”, in particular:
“Vova and Dima were playing with cubes that had numbers on them. Vova got the number
451 from three cubes. After rearranging them, he got the number 154. Dima got the number
238 and then swapped them like Vova. What number did Dima get?”

In lessons NeNeG, 16, 26, the tasks of the “Combination” type are worked on, in
particular: “Lyuda, Valya and Zina brought a doll each. One doll was in a white dress with long
sleeves, another in a white dress with short sleeves, and the third in a green dress with long
sleeves. The color of the dresses of Lyuda and Valya's dolls matched, and the length of the
sleeves of Valya and Zina's dolls matched. Whose doll is wearing a white dress with long
sleeves?”
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In lessons NeNe7, 17, 27, the tasks of the “Older, younger” type are worked on, in
particular: “Vitya and Oleg are cousins. When many years have passed, Vitya will be several
years older than Oleg is now. Is Vitya younger than Oleg or is Oleg younger than Vitya?

In lessons NeNe8, 18, 28, the following tasks are worked on: "Closer, higher", in
particular: "Two names were written with yellow and green markers:

KATYA
MASHA

The green name is below the yellow one. Is the name MASHA green or yellow?"

In lessons NeNe9, 19, 29, the following tasks are worked on: "Slower, faster", in
particular: "Vova and Gena are tourists and set off on a hike at the same time: Vova from Tula
to Ufa, Gena from Ufa to Tula. Three days later, Vova was closer to Tula than Gena was to
Ufa. Which tourist walked faster?"

In lessons NeNe10, 20, 30, the following problems of the “Either one or the other” type
are worked on, in particular: “The dogs — a bulldog, a shepherd, a greyhound — were in the
garden: by the pond, by the barn, by the fence. First, they trained either the shepherd or the
dog by the pond, then — either the dog by the pond, or the greyhound. Was the bulldog by the
pond, by the fence, or by the barn?”

When solving problems in the 1st period, it was suggested to choose an answer from
the given options. For example, the problem “Who did what?”: “Anton, Kolya, and Yura were
making up stories: someone about traveling, someone about sports, someone about animals.
Kolya did not make up stories about sports, but Anton made up stories about animals. Who
made up stories about sports?” Solutions: 1) Anton, 2) Kolya, 3) It is not clear who, 4) Yura.

When solving problems in the 2nd period, it was proposed to choose a question from
the given options, in particular, in such a problem: "Anna and Varya were drawing birds. They
started working at the same time and drew at the same speed. Anna drew more birds than
Varya." Which question is suitable for this problem: 1) "What birds were required to be drawn?"
2) "How many drawings were needed?" 3) Which of the girls finished drawing earlier?" 4) "At
what time did the girls start drawing?"

When solving problems in the 3rd period, it was proposed to choose the missing
fragment from the given options, in particular, in such a problem of the "Similarity, Difference"
type: "Fedya, Vasya and Yura received parcels: two boys - from Tula, one - from Ufa. Vasya
received a parcel from Ufa. Where did Fedya receive the parcel from?" What knowledge is
missing to answer: 1) Yura received a parcel from Tula. 2) Vasya received a parcel from Tula.
3) Yura received a parcel from Ufa. 4) Vasya did not receive a parcel from Ufa.

In each lesson, children were given twelve similar problems, distinguished by important
features. In the conditions and questions from the first to the fourth problems, affirmative
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formulations of judgments were used. In problems from the fifth to the eighth, the conditions
contained affirmative formulations, and the questions contained negative formulations. In
problems from the ninth to the twelfth, the conditions contained negative formulations, and
the questions contained affirmative formulations.

To ensure variety of thinking activities, the first and second, fifth and sixth, ninth and
tenth problems required finding an answer, while the third and fourth, seventh and eighth,
eleventh and twelfth required evaluating the solution found. In any lesson, problems 1, 2, 3, 4
are the least complex (find a conclusion from 2 judgments), 5-8 and 9-12 are more complex,
with three and four judgments, respectively. It is important to note that lessons 1-10 are
associated with choosing a solution: one of them was formulated negatively, for example, as
follows: “The problem question cannot be answered” or “It is not clear who”, “It is not clear
what”. At the same time, for some problems, the negative solution was correct, for others, it
was incorrect.

2.2. Organization of additional lessons.

Each lesson according to the “Derivation 1” program is conducted in three stages. In
the first (15 minutes), the teacher and children consider the features of solving a problem of
the type that corresponds to this lesson. Schoolchildren need to know what to look for in the
problems of the proposed type and how to do it. Children are introduced to the techniques of
analyzing the content of problems and the possibilities of monitoring and evaluating their
actions.

At the second stage (30 minutes), schoolchildren solve 12 problems as part of
independent work. In this case, the knowledge gained in the first stage is used.

At the third stage (15 minutes), the teacher and schoolchildren evaluate the results of
independent work, paying special attention to incorrect solutions. In this case, the teacher
again shows how to analyze problems and how to control their own actions.

2.3. Determining the development of critical thinking.

Before the start of 30 additional lessons (in September) and upon their completion (in
May), a group lesson was held to determine the development of critical thinking. The subjects
of the control and experimental groups solved logical problems included in the author's
assignment "Relativity" related to the use of the property of transitivity of a binary relation: A>
B, B> C, therefore, A> C.

Each schoolchild received a form with 12 logical problems.

FORM

1.Kolya is more confident than Galya. Galya is more confident than Alla. Who is the
most confident?

2. Vitya is weaker than Kolya. Kolya is weaker than Dima. Who is the strongest?
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3. Igor is more successful than Oleg. Igor is less successful than Sasha. Who is the
most successful?

4. Nadya has more books than Valya. Nadya has fewer books than Olya. Who has the
fewest books?

5. Lida is bigger than Galya. Galya is bigger than Olya. Who is the biggest?

6. Vitya is bigger than Misha. Miga is bigger than Vova. Who is the biggest?

7. A goat is lighter than an ant. A goat is heavier than a giraffe. Who is the lightest?

8. A dog is smaller than a fly. A dog is bigger than a cow. Who is the biggest?

9. Egorov is 5 years older than Bokov. Egorov is 68 years younger than Kotov. Who is
the youngest?

10. Katya was driving a little faster than Anya. Katya was driving much slower than
Varya. Who was driving the slowest?

11. Galya listens to music more often than Nadya and draws animals better than Vika.
Galya listens to music less often than Vika and draws animals worse than Nadya. Who listens
to music the least? Who draws animals the worst?

12. Egor jumps higher than Kolya and swims further than Vova. Egor jumps lower than
Vova and swims closer to Kolya. Who jumps the highest? Who swims the farthest?

After handing out the forms, the students were told: “There are 12 problems printed on
each sheet. Problems 1, 2, 3 and 4 are the easiest. You should read them, think about the
solution and find the answer. In it you need to indicate the name of the one who is the most
confident, the strongest, the most successful and who has the fewest books.

Problems 5 and 6 contain artificial words that replace such well-known words as higher,
smarter, braver. When solving these problems, you need to mentally substitute well-known
words for the artificial words.

Problems 7 and 8 are fairy tales. They say something unusual about well-known
animals. To solve these problems correctly, you need to take into account only what is written
in the conditions.

Problems 11 and 12 require answering two questions.

Be attentive and independent when solving the problems."

The 12 logical problems placed on the Form differ in the number of judgments contained
in their conditions. To solve problems 1-4, two judgments are analyzed and compared. To
solve problems 5-10, you also need to consider two judgments. However, unlike problems 1-
4, problems 5-10 contain additional data that should be ignored when searching for a solution.
Problems 11 and 12 are significantly more difficult than the previous ones, since their solution
requires analyzing and correlating four judgments.
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The noted characteristics of the 12 problems allow us to classify problems 1-4 as the
first level of complexity, problems 5-10 as the second level, and problems 11-12 as the third
level of complexity.

3. Results.

Table. The number of students in the control (C) and experimental (E) groups
(proportional to the total number of students in each group) who correctly solved problems
1-4, 5-10, 11, and 12 of the “Relativity” assignment in September and May (in %).

September May
Problems
K group, n(%) E group, n(%) K group, n(%) E group, n(%)
1—-4 47 (79.7) 48 (77.4) 51 (86,4) 57 (91.9)
5-10 24 (40.7) 23 (37.1) 36 (61.0)* 50 (80.6)*
11ni2 1(1,7) 1(1.6) 4 (6.8)" 12 (19.4)

Note: *p<0.05; ** p<0.01.

The table data show that in each group in May, compared to September, there were
more students who correctly solved problems of each of the three difficulty levels.

First, the success rate of actions in relation to problems of the first difficulty level in the
control group increased by 6.7% (from 79.7% to 86.4%), and in the experimental group the
increase was more noticeable — by 14.5% (from 77.4% to 91.9%).

The latter indicator shows that in the experimental group almost all students coped with
problems of the first difficulty level as a result of a year of classes according to the “Derivation
1” program.

Second, the success rate of actions in relation to problems of the second difficulty level
in the control group increased by 20.3% (from 40.7% to 61.0%), in the experimental group the
increase was much more significant: by 43.5% (from 37.1% to 80.6%). An important fact is
that the difference in the success rates of actions in relation to problems of the second
complexity level in the control and experimental groups - 61.0% and 80.6% - is statistically
significant (at p < 0.01).

Thirdly, the success rate of actions in relation to problems of the third complexity level
in the control group increased by 5.1% (from 1.7% to 6.8%), in the experimental group the
increase was significantly more significant (more than three times): by 17.8% (from 1.6% to

International journal of Professional Science

105
Ne3(1) - 2025


https://creativecommons.org/licenses/by/4.0/deed.ru|

Professional science applies the Creative Commons Attribution (CC BY 4.0) license to the materials published-
https://creativecommons.org/licenses/by/4.0/deed.rul

19.4%). An important fact is that the difference in the success rates of actions in relation to
problems of the third complexity level in the control and experimental groups - 6.8% and
19.4% - is statistically significant (at p < 0.05).

Thus, the noted increase in the success of solving problems of three levels of
complexity in the experimental group indicate a significant influence of mastering the content
of additional lessons on the material of the tasks "Derivation 1" in unity with mastering the
content of school lessons on the success of children's actions in relation to the problems of
the "Relativity" methodology, which are solved using the property of transitivity of a binary
relation.

In general, the considered data of the experimental work indicate the peculiarities of
improving evidential critical thinking in third-graders throughout the school year. The results
characterizing the increase in the success of actions in relation to the tasks of the "Relativity"
task in May (relative to September) show that some lessons of educational content make a
significantly smaller contribution to the improvement of evidential critical thinking than lessons
of educational content in unity with lessons of non-educational content of the "Derivation 1"
program.

The conducted research confirms the initial hypothesis that lessons on the program
"Derivation 1", related to solving 10 types of original logical problems, built on plots not related
to the educational content, really contribute to the improvement of critical thinking in third-
graders.

4. Discussion.

4.1. Experimental conditions.

The results of the study are related to the characteristics of the logical problems
included in the program "Derivation 1". In particular, students need to solve ten types of
problems. In this case, any type of problem is offered in structural versions related to finding
a solution, choosing a question from the given options, choosing a part of the condition from
the proposed options. In addition, students complete tasks not only to find a solution, but also
to check it.

At the same time, as part of independent work, students solve problems of varying
complexity, using affirmative and negative statements, as well as problems where the correct
answer is: "The problem has no solution." The characteristics of additional lessons are also of
great importance for the results of the study. Thus, over the course of 9 months (from
September to May), children mastered the material of 30 lessons (one per week). Each lesson
included three periods: preliminary discussion (approximately 15 minutes); independent work
(approximately 30 minutes); final discussion (approximately 15 minutes).
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4.2. Scientific significance of the study.

The study allowed us to obtain new knowledge about the conditions for improving
critical thinking in third-graders. This knowledge expands and clarifies the ideas of
developmental and educational psychology about the possibilities of developing children's
mental abilities during primary school education.

The results of our study serve as an additional argument in favor of the position of L. S.
Vygotsky [1] in his polemics with J. Piaget [5]. Considering the problem of the relationship
between learning and development, L. S. Vygotsky argued: "... Only that learning in childhood
is good that runs ahead of development and leads development behind itself..."

Our study shows that learning with the help of a teacher (i.e., within the zone of proximal
development) contributes to a significantly more intensive (in relation to the control group)
improvement of critical thinking actions.

4.3. Limitations of the study.

The data obtained in the work should be considered taking into account a number of
limitations, one of which is related to the composition of children in the control and
experimental groups.

Thus, the results of children's actions in relation to the logical problems of the
"Relativity" task in September were expressed in the fact that 40.7% of students in the control
group coped with the problems of the second level of complexity, and 37.1% in the
experimental group. If not so many students in both groups solved these problems, for
example, 20% or 15% in groups, then the success of additional lessons would be much less.

Another limitation is related to the composition of teachers. The experience of teaching
in elementary grades of teachers in the control and experimental groups was, on average, 15
- 20 years. If additional lessons were conducted by teachers with less experience, for example,
3 - 5 years, then the improvement of critical thinking of students in the experimental group
would be less effective.

4.4. Problems of further research.

The results of the work carried out allowed us to formulate a number of problems for
further study.

It is planned to carry out similar work with fourth-graders for a more complete and more
accurate characterization of the influence of the "Derivation 1" program on the improvement
of critical thinking in younger students.

It is necessary to determine the optimal composition of logical problems included in the
program "Derivation 1" for schoolchildren of different ages: 10 - 12 years.

It is necessary to characterize the effectiveness of independently composing logical
problems for the formation of critical thinking.
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5. Conclusions.

The study examined the conditions for improving critical thinking in third-graders. It was
found that as a result of mastering the content of school lessons in unity with mastering the
content of the program "Derivation 1", the improvement of evidential critical thinking occurs
significantly more intensively than as a result of mastering the content of school lessons alone.
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Abstract. In linguistic science, the infinitive has attracted the attention of researchers for several decades. In English,
the infinitive is traditionally considered an impersonal form of the verb, but at the same time it is a unique form, since it is a
“building” material for the formation of personal forms of the verb, and it also contains the entire paradigm of forms that is
inherent in personal forms. This article presents an analysis of the development of the impersonal form of the verb “Infinitive”
in Middle English and New English periods.

Keywords: infinitive, impersonal form of the verb, meaning, construction, Middle English period, New English
period.

PeueHseHT: Kpoxmanesa EneHa [eoprueBHa - kaHouaaT negarormn4eckmnx Hayk, QOLEHT.
3aBepyowmii Kagenpon nHxeHepum n obpasosartenbHblx gucuunnvH FOY BO JTHP
"JlyraHCKNin rocyaapCTBEHHbIN yHMBEpcUTET uM. B. Jansa".
YneH-KoppecnoHAeHT JlyraHCKon akageMmnmn TeEXHNYECKNX HayK

The history of the development of impersonal forms of the verb is the history of their
gradual inclusion in the verbal system, as a result of which, in order to identify their specificity
in modern English, their verbal properties are of greater importance than their original nominal
features. With regard to nominal features, impersonal forms retain their characteristic historical
connections with the noun (infinitive and gerund) and with the adjective (participle), while verbal
features are mainly the result of their gradual and long-term development [1].

This article discusses the infinitive, its development in Middle English and New English
periods. The infinitive is one of the most controversial linguistic phenomena in linguistics and
to this day generates disputes and discussions among linguists regarding the definition of the
term, the essence of the infinitive and its functioning in a sentence [2].

Some researchers resolutely separated the infinitive from the verb, believing that the
infinitive does not belong to either the predicative or attributive forms of the verb, but is a noun
with a verbal base, and therefore the infinitive was declared a special part of speech and was
considered a word that is not subject to conjugation. Other researchers emphasized that the
infinitive in English is a “verbal nominative,” i.e., the basic, original form of the verb [3].
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It is necessary to turn to history to consider this impersonal form of the English verb in
its development. The infinitive is a verbal noun by its origin. In Old English (7th-10th centuries),
it had all the morphological and syntactic properties inherent to a noun, in particular, it changed
by case. In the English language of the ancient period, the infinitive had forms of two cases:
nominative and dative. However, in Old English, the infinitive had already lost its case endings
[4].

From a structural-grammatical point of view, the forms of the infinitive are no different
from the forms of the personal verb in their method of formation; each form of the infinitive is,
as it were, a generalization of the corresponding personal forms of the verb [5].

In the Middle English period, due to the reduction of endings, the formal distinction
between the declinable and indeclinable forms of the infinitive disappears. Both endings -an,
-anne (-enne) are reduced to a single form -e(n). At the same time, the former preposition to
loses its meaning, undergoes phonetic reduction and begins to be perceived as a pre-infinitive
particle, which can optionally act in any function.

To highlight the infinitive of purpose, a new form is created with the preposition "for",
and the infinitive in this function always acts with the particle "to":

"Se kyng hit dide for to hevene sibbe of se eorl of Angeow" - "This king did it to become
related to the Count of Anjou."

The use of the infinitive of purpose with the preposition "for" is widespread until the end
of the Middle English period.

From the Middle English period, the particle "to" becomes a formal indicator of the
infinitive. In the Early Modern English period, the same verb could be used with or without the
particle "to" in the same circumstances:

"l see him come"; "l saw her coral lips to move".

Only with modal verbs was the infinitive with "to" never used, with the exception of the
verb ought (to):

He ought to know it better.

The particle "to" was established as a morphological marker of the infinitive at the very
end of the Early Modern English period. At this time, the infinitive, having completely lost its
inflection, coincided in form with some personal forms of the verb and therefore began to need
a special morphological marker. In modern English, it is a means of distinguishing the infinitive
from the homonymous conjugation forms of the verb [6].

The first instances of the use of the "split" infinitive appear from the 14th century, that
is, the placement of a pronoun, adverb or particle between "to" and the infinitive:

"He sal send Angels for to pe defend" — "He will send angels to protect you." In the early
modern English period, the "split" infinitive ceased to be used as widely as in the 15th century.
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Normative grammarians finally condemned this form as incorrect. The use of the split infinitive
began to be considered a gross violation of grammatical norms. In modern language, its use
has still been preserved, but only to a very limited extent [7].

In the Middle English period, the infinitive acquired new verbal features, the main one
being the emergence of analytical forms. The infinitive acquired a whole system of forms built
parallel to the analytical personal-verb forms.

Thus, in the Middle English period, the perfect and passive forms of the infinitive
emerged, and in the Early Modern English period, the Continuous and Perfect Continuous
forms of the infinitive emerged.

The perfect infinitive is formed from the infinitive of the verb have and the participle Il of
the conjugated verb. Just like the simple infinitive, it can appear up until the end of the Early
Modern English period with or without the particle to:

"We wened haf lorn pe seignorie" — "We thought that we had lost the estate".

Since its inception, the perfect infinitive has denoted an action that preceded another
action. In addition, the perfect infinitive conveyed a desired action that, however, did not take
place and therefore belongs to the past tense:

"With how mochel woldestow han bought the fulle knowe of thys?" — "For how much
would you like to buy full knowledge of this?"

Specific to Middle English was the use of the perfect infinitive to convey an intended
action, simultaneous with the action expressed by the personal form of the verb. This use
occurs after verbs expressing desire, intention, assumption, hope, fear, etc.:

"And on hir bare knees adoun they falle and wolde have kist his feet" — "And they fell
on their knees and wanted to kiss his feet."

This use of the perfect infinitive almost completely disappears in the 14th-15th
centuries.

In Middle English and partly in Early Modern English, the antecedent action could
sometimes be expressed by means of a simple infinitive (especially when the infinitive was
formed from liminal verbs). The emergence of the passive form of the infinitive played a major
role in clarifying the object-predicative relations between the infinitive and the person or thing
with which it was related.

The passive form of the infinitive was formed with the help of the auxiliary verb "ben"
(less often "wurrpenn") and the participle Il of the conjugated verb.

The passive form of the infinitive is used with or without the particle to and performs all
the functions characteristic of the infinitive.
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For example:

In the function of an attribute: "All alls he w re an lamb to ben offredd" — "As if he were
a lamb that needed to be sacrificed";

In the function of a circumstance of purpose: "Pu ... cumest her att me to wurrpenn
fullhnedd" - "You ... will come here to me to be baptized";

In the function of an object: "Him pynceo to ben overcumen" - "It seems to him that he
is defeated";

By the end of the Middle English period, the perfect passive form of the infinitive also
appears:

"l nolde to han ben crowed queene" - "l would not like to be crowned queen".

In the second half of the Early Modern English period, the continuous form of the
infinitive appears:

"l do not know as | have any right to be talking about Mostyn’s affairs".

The perfect continuous infinitive appears last:

"l pretended to have been looking for my papers for the last half hour".

In Middle English, the infinitive, acting as a definition, mainly enters into an objective-
predicative relationship with its determinate, i.e., the determinate is the person or object to
which the action of the infinitive is directed. In this case, the defined can act both as a subject
and as an object:

"Nere ther non emptistude I'the heorte to underuongen fiesliche leihtern" — "There was
no free space in the heart in which carnal joy could be found"; "He hade schame to schryfe
hym of many synnys" — "He had a shame to write to him about many sins".

In the 14th-15th centuries, there is a further clarification of the object-predicative
relations of the infinitive with its defined. This is manifested, on the one hand, in the use of the
passive infinitive in the function of definition. The passive infinitive most clearly indicates that
the defined word is the object of its action:

"We have sent you a letter to be taken unto my Lord of Bedferd" — "We have sent you a
letter that needs to be delivered to Lord Bedford". On the other hand, the clarification of the
object relations between the infinitive and the word it defines is expressed in the use of a
preposition after the infinitive. In the 15th century, the use of such prepositions as "in", "upon",
"with", "to", "for" with the infinitive in the function of definition was recorded:

"And gaffe hem londe to lyve upon" - "And they gave them land on which they could
live."

Beginning in the 16th century, there were a large number of cases in which the
attributive infinitive entered into subject-predicative relations with its determinate:
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" We sent ... my brother to the knight to know wether they were spyes or men to kepe
the passage."

By the end of the 17th century, the subject and object relations of the infinitive with its
determinate had received a clear form of expression, however, from the moment the attributive
infinitive emerged and to this day, there have been constructions in the language in which the
active infinitive appears with a passive meaning:

15th century: "But there is no water to drynke."

16th century: "For there is no tyme in which the ploughman hath not some special worke
to do."

17th century: "Indeed we find our men never so cheerful as when there is work to do."

Modernity: "There was nothing to do (=to be done)".

Since the end of the 14th century, the range of verbs that can be followed by "Complex
Object" has expanded. This expansion occurs due to borrowings from French, as well as due
to the expansion of the compatibility of verbs of a number of semantic groups, such as verbs
of mental and psychic activity:

"He knowith me admytte the writings of doctouris".

In the early modern English period, a second secondary predicative construction with
the infinitive "The for-to-Infinitive Construction" appears. With the appearance of this
construction, the infinitive gains the ability to combine with its own subject, acting as any
member of the sentence.

This construction arises as a result of the re-decomposition of the syntactic structure of
the sentence. In Middle and Early Modern English, there were sentences in which the
preposition "for" introduced a prepositional complement with the meaning of a person. The
infinitive with the words related to it also formed a separate member of the sentence. Between
these two members of the sentence there was an intonation pause, which was an external
designer of the separateness of these two syntactic units.

However, during the Early Modern English period, there is a rethinking of the
relationships in sentences of this type. Since the complement in content expressed the subject
of the infinitive's action and since it was during this period that the subject-object relationships
of the infinitive with the nominal member of the sentence were clarified, the complement was
united intentally with the infinitive. As a result, instead of two independent members of the
sentence, one, complex member of the sentence arose, expressed by the newly emerged
infinitive secondary-predicative construction.

The indicator of the final morphologization of this construction is the possibility of using
it as a subject. This indicates that the prepositional group has only an internal connection with
the infinitive and does not have an external syntactic connection with any other verb:
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"For man to tell how life began is hard."

At the same time, an absolute secondary-predicative infinitive construction appears:

"Heaven would that she these gifts should have? And | to live and die her slave."

In the Early Modern English period, there was a tendency to use the infinitive where in
modern language a subordinate clause or gerund would be used:

¢ Early Modern English period: "To say to goe with you | cannot";

¢ modern version: "l cannot say that I'll go with you."

The peculiarity of impersonal forms of the verb, including the infinitive, is that historically
they go back to names, but in the process of development they gravitate towards the verb,
acquiring verbal categories, while preserving their individual features. According to
researchers, the infinitive is not the center of the verbal system, but its outskirts. Therefore, it
is quite natural that there remain questions that require further research and study, in particular,
this is related to a detailed study of the use of the infinitive in constructions.
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Montopaukas Hatanbsa NnbnHnydHa,

Kupunnosa Buktopusa ButanbesHa

CaHkT-lNeTepbyprcknini rocyaapCTBEHHbIV YHUBEPCUTET NPOMbILLUAEHHBIX TEXHOOMMIA 1
OunsanHa. Beiclwas wkona TeEXHONOrMn N 3HEPreTnkn, Kadpeapa NMHOCTPaHHbIX A3bIKOB,
Cankr-leTtepbypr, Poccus

Abstract. The history of emergence and the diversity of the concept "cognitive" usage in various humanities, having a
connection with different branches of psychological knowledge, as well as with philosophy, linguistics, and computer science
are considered. An attempt is also made to trace some links between the branches of these sciences and the theory and practice
of foreign language teaching.

Keyword: cognitive; cognitive abilities; cognitive aspect; cognitive modelling; cognitive style; cognitive psychology;
psycholinguistics; cognitive linguistics; cognitivism.

Annomanusa. PaccmampuBaemcs ucmopus nosabaenus u MHoeoobpasue 1ucnois308anus noHAMUA «K0eHUMuBHoL» 6
PASAUMHBIX 2YMAHUTHAPHBIX HAYKAX, UMEIOWUX CBA3b C PaASAUMHBIMU OMPACAAMU NCUX0A02UUECKO20 3HAHUSA, 4 MAKKe C
¢usrocogpueii, A3viKo3HAHUEM, UHPOpMamuxol. [Ipednpunsma maxxe noNvimMKa nPocAeOUms Hekomopsle cBs3u ompacaerl
IMUX HAYK C Meopuell U NPpaKmuxot npenodabanus UHOCHpPAHHLX A3biK06.

KatoueBvie caoBa: nosnabamervuviil;, KOSHUMUBHBI, KOeHUMUBHbIE CNOCODHOCTMU, KOSHUMUBHLIIL acnekm,
KoeHUmuBHoe ModeAupobarie; KOSHUMUBHBIL CTMUAL;, KOZHUMUBHAA NCUX0A02UA; NCUXOAUHRBUCUKA; KOSHUMUBHAA
AuH2BucmuKa; KoeHUMUBUIM.

PeuenseHT: Koponesa Bepa BnagnmupoBHa - AOKTOP (hraoaormieckux Hayk, AOUeHT. 3asenyowwmi
kadegpoi BToporo NMHocTpaHHOro sisblka 1 METOANKM NPenoAaBaHnst NHOCTPaHHbIX S3bIKOB.
BnagmmMumpckuin rocygapCcTBeHHbIN YHUBEPCUTET M. 6paTbeB CTONETOBbIX

HauynHasa co BTOPOI NONOBUHLI MPOLUSIOro BEKA B CPEAE YHEHbIX LUMPOKO NCMOMb3YeTCs
CNOBO «KOFHUTUBHbIN». CBA3aHHbIE C HUM MOHATUSA BOLUAM B HAyYHbI annapaT MHOrmx
ONCUMNIVH, B TOW WM MHOW CTEMNEHN CBA3AHHbIX C U3YYEeHUEeM MHTEeNNeKTa Yenoseka. Tak,
HanpuMep, KOrHUTUBHBIN aHann3 — 3TO MEeTOA U3YYeHUs1 MPOoLECCOB MO3HAHUSA YEIOBEKOM
OKpY>KaroLero Mvpa 1 npuobpeTeHns UM HOBbIX 3HaHWA, TOrAa Kak KOrHUTUBHas cuctema
YyesloBeKa — 3TO LeHTpasibHasi HepBHas CUCTEMA N OpraHbl YyBCTB, KOTOpble obecneynsatoT
NPOLIECC MO3HaHUA YeNOBEKOM OKpyXKawLlero mmpa. KOrHMTUBHBLIA NOAXon4 OCHOBaH Ha
yTBEPXOEHUN CXOOCTBA MeXAy MO3roM YesioBeKa 1 KOMMbIOTEPOM B criocobax obpaboTku n
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XpaHeHust HpopMauun B [ONrOCPOYHON MaMsATU B BUAE HEKNX CXEM, B KOTOPbIX OObeaNHEHDI
CBSI3aHHble MeXay COB0M KOHLEMUNN U MOHATUS.

Korpga dpaHuysckun meicnutenbs XVII Beka P. [ekapT Bnepsble chopmMynmpoBas CBOW
N3BECTHbIN adopnam «cogito ergo sum» (A MbICO, cnegoBaTefibHO, S CYLLECTBYH), HENb3A
Ob110 M MOMBICSINTE O TOM, YTO 3TO €ro «Ccogito» CTaHET 3epPHOM TOro, YTO NO3[4HEe Ha30BYT
KOFHUTUBHBIM MbiWwieHneM. 1o 3amMevaHnto coBpeMeHHOro dgpaHuy3ckoro dunocodga XK.
Henesza, [ekapT 000CHOBaHO HacTamBals, YTO «y KaXAoW CNOCOBHOCTUN eCTb CBOU OCOOble
OaHHble — YyBCTBEHHOE, NaMsATHOE, Boobpaxkaemoe, nHtennurnéensHoe» [1, c. 168]. Passe
9TO HE COBNafaeT C TEM, YTO COBPEMEHHbBIE YYEHbIE OTHOCAT K KOTHUTUBHbLIM CITOCOBHOCTSAM,
a MIMEHHO K BHUMaHWIO, NamMaTU, MbILLAEHNIO, BOCNIPUATUIO U aHanu3y nHgopmMaunn? «Takos
CMbICN «COgito» KaK Ha4ana: OHO Bblpa)kKaeT eguHCTBO BCEX CMOCOBHOCTeN cybbekTa» [1, C.
168].

CaMo CnoBO  «KOTHUTUBHbIA» MPOUCXOAUT OT JATUHCKOro «cogniscere» (3HaTb,
Nno3HaBaTb) U €ro MOXHO MOHMMATb Kak «MO3HaBaTesIbHbIN», «MEKLWNN OTHOLLEHNEe K
No3HaHWo». BnepsBble CMOBO «KOTHUTUBHbIN», B HECKOJSIbKO OT/IMYHOM 3HayeHun, Obino
BBeOEHO B Hay4Hbln obopoT B 1956 rogy amepukaHckmm ncuxonorom [. Mwunnepom,
0603Ha4YMBWINM MM CMOCOBHOCTb YenoBeKa BOCMPUHMMATb, XpPaHUTb U nepepabaTbiBaTb
NHopmMaumio.

Ecnn paccmatpuBatb cnoBa «KOrHUTUBHbBIN» U «NO3HaBaTeNbHbI» B KA4eCTBE CTPOrmx
TEPMUHOB, TO COBPEMEHHbIE POCCUNCKME Mcuxosiorn obpalialoT BHUMMaHue Ha
NPUHUMNUaNbHOE pasnuyne Mexagy HuMWU. «[lo3HaBaTesnbHbI» 3HAYUT CBA3AHHbLIA C
OTPaXXEHWEM pPeanbHOCTM B CO3HAaHUN YenoBeKa, Toraa KakK «KOMHUTUBHbIN» 3HA4UT
COCpefoTOYEHHbIN Ha N3yYeHUY OeNCTBUA MeEXaHU3MOB 06paboTKy YenoBEKOM MHOopMaLmK,
TO eCTb Ha npouecce (popMMpoBaHMa No3HaBaTeslbHOro obpasa.

B 60-e rogbl npoworo Beka wsenuapckum ncmxonor XK. lNunaxke 3anoxun OCHOBbI
KOFHUTUBHOWN MCUXONOrNn, NPOSIBUB MHTEPEC K PasBUTUIO KOMHUTUBHBIX CMOCOBHOCTEN No
Mepe pasBuUTUSA JINYHOCTU; eMy NPUHAANEXUT onucaHue nocnenoBaTefibHbiX CTagui
hopMMpoBaHNs UHTENSIEKTA.

B 70-e rogbl B 0TEHECTBEHHOWN NCUXOANHIBUCTUKE, HAPSAY C IMYHOCTHbLIM acneKkToM, 6bin
pPacCMOTPEH N KOFHUTUBHbIN acrekT 0by4eHnss MHOCTPaHHOMY A3blKY. KOMrHUTUBHBLIN acnekT
N3y4eHnsa A3blka 06YyCNOBEH NOAXOAOM K HEMY Kak K OnpefefsieHHOro poga KOrHUTUBHOM
CNOCOBHOCTN YenoBeKa.

NHTeHCcuduKkaumsa npouecca o0O6y4YeHUss MHOCTPAHHbIM — S3blkaM MPOUCXOOUT  Ha
HECKOJIbKMX YPOBHSAX: OUAAKTUKO-METOANYECKOM, 0BYCNOBAEHHOM YyY4eOHOW OEATENBHOCTLIO
y4awllerocs, n coumnanbHO-NCUX00rMyeCKoM.
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KOrHMUTMBHBIN acnekT B 00y4eHU NHOCTPaHHOMY A3blKy 00pes 3pMble YepTbl B CBA3N C
OOCTVXKEHUSIMW ~ OTEYECTBEHHOM  MCUXOSIorMKU,  KOTOopble  MNpuBEeM K CO3[4aHuIo
NMCUXOJIMHIBUCTUYECKON MOLENN, B OCHOBE KOTOPOW MocnefoBaTefslbHOe COorocTasfieHne
N3y4aemMoro 1 pogHoro A3bIKOB. Takas Mofenb co3aasarna Npeanocbikn oas onTuMmusagnn
y4ebHON feaTensHOCTU. [Jpyroe npenmMyLLeCcTBO ee NCMOSIb30BaHNA 3aK/K4anoch B TOM, YTO
OoHa obecne4nBana 6onee OTYET/IMBOE NMOHMMaHVe B3aUMOCBA3N MeXXAy CO3HaTeslbHbIMU U
MeHee OCO3HaHHbIMW COCTaBMALWMMN B peyvYn Ha WHOCTPaHHOM s3blke. W HakoHeu,
NCUXONNHIBUCTUYECKAsA MOLeNb MO3BOJIASIa OCYLLECTBNATL KOPPEKLUNIO 3aPnUKCUPOBAHHbIX
pasnMynin 1 CUCTEMaTU3NPOBATb NOJTyYeHHble pe3yfbTaTbl.

B nogobHOM cucteme BO33PEHUN Ba)KHbIM KOMHUTUBHBLIM MPUHUUMNOM MpenofasaHus
NHOCTPaHHOr o0 A3blKa BbICTYNAEeT He TOJMIbKO nparmMaTtnyHoe OBJflafieHne 3TUM CaMblM A3bIKOM
KaK cpefcTBOM OOLLEHUS, HO 1 OBNafieHne UM KaK CpefCcTBOM OTKPbITUS HOBbIX FOPU30OHTOB
B NPUBbLIYHOW KapTUHE MUPA, a Takxke oboralleHne ero npexxHero obpasa.

Onpegenas nepBOCTEMEHHYKD U CYLIHOCTHYKO 3HAYMMOCTb A3blKa, COBPEMEHHbIN
Hemeukun counocod X.-I'. Magamep HacTanBaeT, YTO «A3bIK NPEACcTaBseT COO0N HEYTO, YTO
onocpepyeT ntobon NoacTyn K Mupy» [2, . 212], n yTBep>XAaeT, YTO «OblTe, KOTOPOE MOXKET
ObITb MOHATO, eCcTb A3blK» [2, ¢. 208]. Cam s3bIK, B CBeTe Takux NpencTaBfieHUn, HEPeaKo
paccMmaTpuBaroT Kak HEKOe CIOXKHOE KOMHUTUBHOE YMEHNE.

C Hayvana 80-x rogoB MpoLWSIOro BeKa LUEHTPOM MHTepeca uccneposaTenen crana
NPUHUMNVAaNbHO BaxXkHas Ons npenopasaTtesiell CBA3b MeXXOY KOMHUTMBHBLIM - acrekToMm
npolecca nepesofa C MHOCTPAHHOrO si3blka Ha POAHOM UM HA06OPOT U COBOKYMHOCTbLIO
3HaAHWA O TOM, KTO MMEHHO OCYLIEeCTBNSAET 3TOT nepeBopn. bbina npegnpuHaTa nonbiTka
nepenTn OT COBCTBEHHO A3blKa K N3Y4EeHNIO 3aKOHOMEPHOCTEN NpoLecca MblLLSIEHNS C LeNbio
YCT@HOBJIEHNSA TOro, YTO CTUMYSMpPyeT BblOOP TOro0 WM NHOMO KOHKPETHOro $i3blIKOBOrO
cpepcTsa. VIHbIMKM cnoBamu, peysb LWa O KOrHUTUBHOM MOLENMPOBaHNN NpoLecca nepesoaa,
O CBOEro pofa BUPTyasibHOM MNepeBofe, KOTOPbIM Ha4MHaeT (POpMUPOBaTLCA B CO3HAHWUMW,
[yo6nupys TEKCT opurnHana.

CnepyeT OTMEeTUTb, YTO Npu paspaboTke MeTOOOoB OOYYEHUIO WHOCTPAHHbLIM A3blKaMm,
OTe4yeCTBEHHas Hayka ycnewHo u3beraet «nepekoca» B CTOPOHY Mcuxosnornn B ywepb
JINHFBMUCTMYECKOMY acnekTy. Camo ornpefgeneHne «MCUXONMHIBUCTUKA» 3aKpennseTr 3Ty
OBOWCTBEHHOCTb Mogxoga K rnpenofasBaHuio. VIMEHHO MCUXONMHIBUCTUKA Mpu3BaHa
obecneunTb NpenogasaTens npopaboTaHHbIMU CTPaTErnsM A3bIKOBOW MHTepdepeHunn 1
KOHTPaCTUBHOro aHanmsa (C ero npuBUAErMpoBaHHbIM BHUMaHWEM K aHanu3y ownboK) B
pamMkKax KOHTPaCTMBHOW JINHIBUCTUKMN.

CBoero poga pedpeHOM K «OTKPbITUSAM YyOHbIM», YroTOBaHHbIM CTyOeHTam npu
3HAKOMCTBE C HEOXKNOAHHbIMW HECOOTBETCTBUAMU MeXAY POAHLIM U UHOCTPAHHBIM A3bIKOM,
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Morna 6bl cTaTh (ppasa, cTaBLLas B NOCNeAHeE BPEMSA €4Ba I He Knuwe: «A 4To, TaK MOXKHO
6bIno?». CTeneHb «yOuMBIEHUS» 3aBUCUT OT OOLWLEro YPOBHSA KyJbTypbl, BAVSIOWEro Ha
rmbkocTb BocnpusaTus. Bolgarowmincs nunrenct J1.B. LLep6a, BClo XN3Hb npopaboTasLunin B
CaHkKT-lNeTepbyprckoM yHMBEpPCUTETE, paccKasbiBasa CBOMM MOSIOAbIM Kosineram, kak B 20-x
rogax npoLnioro Beka oauvH U3 CTyaeHToB pabdaka KpanHe 60f1e3HEHHO NepeHec TOT (PakT,
YTO CJIOBO «CTOJ» MO-(ppaHLy3CKM XeHCKoro poga. Cton — n BOPYr XXeHckoro popa! Xaoc
BTOPrcsA B YCTOSIBLUYIOCS KapTUHY Mupa... HbIHEWHNX CTYOEHTOB TakMM He yaMBUTb, HO,
HanpumMep, Npasuna corfacoBaHns BPEMEH B N3yYaeMblX B By3e eBPOMNenCKuX si3blkax nopomn
BOCMPUHNMAIOTCA MU Kak HEKOE NLIHEeEe N HEOOOCHOBaAHHOE YCITIOXKHEHNE B CPaBHEHUN C
pycCckuM A3blkoM. OHM BecbMa faneku oT /IioboBaHUSA JIOrMYHOCTBIO U YNOPAL0OYEHHOCTLIO
pacnpegeneHns B 3TUX NHOCTPaHHbIX 3blKaX BPEMEHHbIX MOTOKOB, peaslbHO OTHOCALLMXCA K
yOaneHHbIM Apyr oT Apyra To4Kam Ha BPEMEHHON OCMW.

Kpome TOro, KOrHUTMBHAs MCUXOSIOrMS MOXET MOMOYb neparoram MoHATb, Kak
NPoONCXoanT pasBuTUE KOMHUTUBHBIX CMOCOBHOCTEN, Y4aWUXCHA C TEYEHMEM BPEMEHMW.
Hanpumep, ynomsiHyTas Bbille TeOopuss KOrHUTUBHOrO passutus [naxke nogvepkmsaeT
pasnn4yHble CTagnun KOrHUTUBHOIMO Pas3BUTUS, KOTOPble MPOXOAAT yvalumecs OT AeTcTBa [o
B3POC/ION XXN3HU, U TO, KaK MEHSAETCA MX NMOHMMaHNEe MUpa Ha KaXaon ctagnun. 3TO BaXKHO
A9 NefaroroB, MOCKOJSIbKY MOXXET MOMOYb UM BblOpaTb MeToAbl 00y4eHus, OnTUManbHO
COOTBETCTBYIOLLME YPOBHIO NOArOTOBKN CTYAEHTOB. KpoMe TOro, KOrHUTUBHAsA NCUXOSI0rnst
cnocobHa npepocTaBuTb OBOCHOBaAHHbIE OTBETbI Ha BOMPOC, KakK MPOUCXOAUT pasBuTue
KOMHUTUBHbIX CMOCOBHOCTEN yHaLMXCA C TEYEHNEM BPEMEHM.

Hayanom 80-x rogoB MNpoOLWIOro Beka AaTMpyeTCsl BO3HUKHOBEHWE KOMHUTUBUCTUKMUL
HayKWN, BO3HUKLLEN N3 NHTepeca MCUXOSIOroB K YCTAHOBJIEHUIO CBA3N MeXAY KOrHUTUBHbLIM
acnekToM npouecca nepesofia C OOHOMO sA3blka Ha APYroM U COBOKYMHOCTbIO 3HaHWUMW,
KOTOpbIMWN BriafeeT TOT, KTO nepesop ocyuwecTtenaet. O4yeBngHO, YTO Teopusi nepesopa,
paspabaTtbiBaeMas KOrHUTUBUCTUKON, MOXET CO BPEeMEHeM CrnocobCTBOBaTb MOJYyYEHUO
pesynbTaToB, NPUMEHUMBbIX Ha MPaKTUKe B 00y4eHNN NHOCTPaHHbIM A3blKaM.

K KOrHUTUBHBIM HaykKam B LUMPOKOM CMbICSIE MOXHO OTHECTU COBOKYMHOCTb TaKuX
obnacTten 3HaHUN Kak unocodus, aHTPononorus, HempoHaykn. OBLWMIN N HACTOATENbHbIN
NHTEepPEeC K KOrHUTUBHON OeATENIbHOCTU YeNoBeKa, K BO3MOXXHOCTM Pas3BUTUSA ero NHTesekTa
Kak Hukorga 3nobogHeBeH B nocriefHee BpeMs, Korga B MHMOPMaUVMOHHOM NPOCTPaHCTBE
BCE YBEPEHHee 3as1BnseT 0 cebe NCKYCCTBEHHbIN UHTENNEKT.

Bce 9T Haykn, HECOMHEHHO, BHOCAT CBOW BKJ1a4, B U3yYeHNe Yel0BEYECKOro CO3HaHNA,
HO 0CO0Oro MHTepeca, C TOYKU 3PeHust MNpenofaBaHus MHOCTPAHHOIO A3blKa, BCe-Taku
3acny>XnBarT KOrHUTUBHAs MCUXONOMMS U KOMHUTUBHAsS NMHMBUCTUKA. VIMEHHO 3T HayKm
n3y4aroT MeTodpbl, obecnevymBaroLLe pa3BUTUE TeX KOMHUTUBHbLIX CMOCOBHOCTEN, KOTOpble
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CTO/Ib HEOBXOANMbI NMPU OCBOEHUN NHOCTPaHHbIX A3bIKOB. KOHUTUBHBIA MOOXOL BaXKeH U
aKTyasieH, OH npuobpeTaeT pa3zHoobpasHble (hOPMbI B 3aBMCUMOCTU OT TOrO, B Kakon obnactn
3HaHW OH MPUMEHEH.

BosBpalwasacb K xpoHonornn, 3ametnm, 4to B 50-70-X rogax HamMeTusocb elle OOHO
NCNOSb30BaHNE CfioBa «KOTHUTUBHBIV»: MCUXONOrK 3arosopunv 06 uHouBuAyasbHbIX W
cneunuyecknx Metopgax paboTbl C WMHOpMauuen, KoTopble W MNONyYUIN Has3BaHue
«KOTHUTUBHbIE CTUNN».

CaMo NMOHATNE «KOMHUTUBHBIN CTUMb» YTBEPANIOCH B OTEYECTBEHHOWN ncuxonoruu B 70-e
rogpl npowsoro Beka. KOrHUTMBHbIE CTUAM MNPEACTaBNAlT cobon 0OyCNoBMEHHbIE
JINYHOCTHBIMWN KayecTBaMmn cnocobbl BOCNPUATUS U NepepadboTKu YenoBekoM nHdopmawmm o
CylLlecTByOWEN  OENCTBUTENbHOCTU. Mpucywmn  Kaxkgonm  OTOENbHOM  JINHHOCTU
cneundnyecKnin KOrHUTUBHbBIN CTUIb (POPMUPYET ero MHTENNEKTYasIbHOE noseaeHmne. Nonbay
OT OCO3HaHNA CUNbHBIX U cnabbiX CTOPOH KOFHUTUBHOIO CTUNSA, ByAb 3TO Ball COOCTBEHHbIV
KOFHUTUBHbBIA CTWIb WUAN NOABEPrHyTbIN aHannsy CTWb BalnMX CTYOEHTOB, NepeoueHUTb
HEBO3MOXXHO.

B 80-e rogpl B 0TEHECTBEHHOWN MNCUXONOMMYECKON HayKe HaMeTunacb TeHAEHUMUS BOSIbHO
N BECbMa OTBJIEYEHHO TOJSIKOBATb MOHATUE «KOTHUTUBHbLIA CTW/b»; CBUAETENbCTBOM TOMY
MOXHO cuuTaTb nosiBneHne paboT, MNoBecTBYWOLWMX OO0 OueHOYHOM cTune, a ewe o6
9MOLMNOHANIbHOM CTUME, U O CTWUJIe XXWU3HU JINYHOCTU, U O CTUSe aKTUBHOCTU, U O CTuse
nefarorn4yeckoro obLweHus, n o0 CTue caMoperynsaumm eATeIbHOCTU. ..

MHO>XXEeCTBEHHOCTb acCrnekToB WCCNefoBaHus, Korga camble pasHble MNCUXmMyYeckne
aKTUBHOCTU B UTOre «MNPUTArMBalOTCA» K eOUHOMY, HO U3ULWIHE pacnibiB4aTOMY MOHATUIO
«CTWUNA YenoBeKa», OTCbIAKT Hac K N3BeCTHOMY adopnamy dpaHuysckoro Hatypanucta XVII
Beka X. BrodpdoHa: «CTunb — 9T0 Yenosek». Taknm 06pa3oM TO MOHMMaHWE CTUNSA, YTO
TONbKO BpPe3XXnno Ha 3ape PopMUPOBaHNA HAYHHOIO NOAX04a K N3YHEHUIO YenoBeKa, Nponas
yepes3 6ECUUCTIEHHbIE YTOYHEHUA U pasrpaHNYeHnsi, B KakOM-TO MOMEHT B pe3yfibTaTe He
COBCEM MPaBOMEPHOro rmnepobobLUEHNA BHOBb CTano BOCTPEOOBaHO Hay4YHOW MbICIbIO.

Ha d¢oHe MHorouncneHHblx paboT, MOCBAWEHHbLIX CTWIO  UHTENNEKTyalbHON
neatenbHoCcTy, BbligensatoTca Tpyasl M.A. XonogHon. OnucaHHble et NPU3HaKNU KOrHUTUBHOMO
CTUMA He TONbKO MOATBEPXAAT MHOMOMEPHOCTW CaMOro MOHATUSA, HO U 3aciy>XuBarT
CaMoro rMpuUCTanbHOr0 BHUMaHUSA. KOFHUTUBHBLIM CTWb — 3TO YCTOMYMBOE CBOWCTBO
JINYHOCTN, KOTOPOE, Kak NpaBnsio, rapaHTUpPyeT onpefeneHHbln Cnocob NHTENNEKTYyaslbHOro
noBefeHns1, BOCNPUATUS N aHann3a CUTyaumn.

O KOFHUTUBHOM CTWU/IE MOXHO T[OBOPUTb, KaK O CTPYKTYPHbIX OCOBEHHOCTAX
nosHaBaTesibHON cepbl U ee opraHusaunn, kKak o6 uHAMBUAOYanbHO-CBOEOBOpPas3HbIX
cnocobax Nosiy4eHnsi KOrHUTUBHOMO MPOAYKTa, a TakXke Kak O GunonsipHOM N3MepeHuu, B
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npepenax KoToporo KOrHUTUBHBINM CTUJIb OMUCLIBAETCS MyTeM ObpalleHns K ABYyM KpanHUM
hopMaM NHTENNEKTyalbHOro nosegeHns. K HeMy Henb3si MPUMEHSATb OLLEHOYHbIE CY>KOEHNS,
NMOCKOMbKY Y MNPEeACTaBUTeNs Ka)Xgoro nositoca ecTb 4epTbl, KOTOpble, B 3aBUCMMOCTUN OT
cuTyauuun, crnegyet oueHMBaTb B OOHOM Cllyd4ae Kak CrnocoOCTBylOWME YCMeLHOon
OeATeNbHOCTU, a B PYroM — Kak BpegsaLume e.

[Mepen npenopaBaTefnieM MHOCTPAHHOrNO fsi3blka CTOMT 3afaya BHECTW CBOW BKNag B
pasBuUTMEe  KOFHUTUBHbLIX  CMOCOOHOCTeM  yyawmxcsi.  KOrHUTMBHbIE ~ CMNOCOBHOCTU
NpencTasnstoT coboil MeHTaslbHble NPOLECCHl, KOTOpPble BKKOYAKT B cebsa npexne BCero
namsiTb Kak CNOCOBHOCTb K AJINTENIBHOMY UM KPaTKOBPEMEHHOMY XPaHEHUIO UHdopMaLmu,
BH/MaHNE KakK CMOCOBHOCTb COCPefoTOYUTbCA Ha OTOENIbHOM SABAEHUM, MbILSIEHME Kak
CNOCOBHOCTb CTPYKTYpUpOBaTh MHOPMaLMo N co34aBaTb HOBbIE UAEN.

KorHnTuBHasa ncuxonorna npepcraBnaeT cobon obnacTb MCCnepoBaHuin, KoTopas
oKycmpyeTcs Ha NOHUMaHUN TOro, Kak pasymMm obpabaTbiBaeT MHpOpMaunio, Mobunamnays
namsaTb, BHAMaHE N MblwsieHne. B o6pa3oBaHnn KOrHUTUBHASA NCUXONOMNSA UrpaeT BaXKHYHO
POJib B MOHMMaHNN TOrO, Kak y4alumecs y4aTca 1 Kak paspabartbiBaTb 3EKTMBHbIE METOAbI
obyyeHus.

OAHNM 13 KITKOYEBbLIX MOHATUN B KOFTHUTUBHOWM MCUXOSIOM KU, KOTOPOE NMEET OTHOLLEHME K
obpasoBaHuio, NPUHATO cHUTATb NpeacTasneHne o pabodern namaTu. Nog paboyen NamaTbro
0ObI4YHO MOHUMAKOT CMOCOBHOCTb YAEPXNBaTb UH(POPMALMIO B CO3HAHUM 1 MaHUMNyMpoBaTh
€10 B TEYEHMNE KOPOTKOIro nepuoaa BpeMeHu. ViccnegoBaHnsa nokasanu, YTo CTyaeHTbl ¢ 6onee
BbICOKMM YPOBHEM paboyeir namaATh, Kak npaBufo, MokasbiBaloT 605ee  BbICOKME
akageMunyeckue pesynbtaTbl. OTO NPUBENO K pa3paboTke MeETOA0B 00y4YeHUS, HanpaBIEHHbIX
Ha yBennyeHne obbema pabodern nNamATU  y4Yalwmxcs, TakMX KakK WUCnonb3oBaHue
MHEMOHUWYECKMX MPUEMOB U OPYrnxX BCNOMOraTesibHbIX CPeacTB ANs 3anoMuHaHua. bbino
YCTaHOBJIEHO, YTO 3TN MeToAbl 3(peKTMBHbI Ons 6ofiee WMPOKOro oxeara nHgopmaun B
namsTn U, Kak cneacTene, oA NosblWeHns ObLLen ycneBaemMoCT CTYOEHTOB.

Ecnm Heobxogumo cnocobcTtBOBaTh nepeBony uMHopMaum n3  paboden B
[ONrOCPOYHYIO NaMsATb, TO U Ha TakoW cnyyan BblpaboTaHbl crneunduyeckne npmuemsl. Ho
Ob1N10 6bl OLWMBOYHO OTKa3bIBaTbCA N OT TOrO, YTO Y>Ke OaBHbIM-A2BHO BOLUSIO B NPaKTUKY,
NOCKOJIbKY, C TOYKN 3peHnsa unocodumn, «a3blk OPraHn3yeT CBOK CUCTEMY B LIESIOM Kak
ofeToe NoBTOpeHue bnarogapsa CBOEn B BbICLLEN CTENEHN NO3UTUBHOM cune» [1, c. 350].

Ewe ogHa BaxHas KOHUENUUSA KOFHUTMBHOW MCUXOSOrNN, UMEILWas OTHOLUEHuE K
obpasoBaHuio, — 3TO naess MeTano3HaHus. MeTano3HaHne o3Ha4YaeT CNocobHOCTb AymaTb O
COB6CTBEHHOM MbILLIEHWN. [JpyruMmn cnoBamm, 3TO CNOCOBHOCTb PasMblLLIATL O COOCTBEHHOM
npouecce o6y4deHusa. ViccnepgoBaHnss nokasann, YTO CTYOEHTbl, KOTOpbIX OOy4aloT
METaKOrHUTUBHbLIM CTpaTermam (HanpuMep, Kak CTaBuTb LieNn, Kak cnegntb 3a COGCTBEHHbIM
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NPOrpeccoM u oueHnBaTb COOCTBEHHOE MOHMMaHue), 0bbl4HO 6ofiee ycnelwHbl B y4ebe.
MeTakorHUTBHbIE CTpaTErmmn TakXxe MOryT MOMOYb CTyAeHTaM cTaTb 60o5ee He3aBUCUMbIMA
B CBOUX CY>XXOEHUAX, OHW MOJly4atoT CMOCOBHOCTb onpeaenntb B 00y4yeHun COBCTBEHHbIE
Lenn n HaMeTUTb CNOCOBbl X OOCTUXKEHNS.

KorHmTuBHas NCUXOnorns npusBaHa nomoraTb npenopasaTtesniio B Co3AaHun y4ebHom
nporpamMmmMbel C y4eToM OCOBeHHOCTen paboTbl C MHpOPMaunen, NPUCYLNX KOHKPETHbIM
cTygeHTaMm. Tak, ecnm ycBoeHne nHpopmauum CTyaeHTOM NpouCcXoguT npy GOMUHUPOBaHUM
3pPUTENBHOrO BOCMPUATUS U Y HErO XOPOLLO pasBuTa 3puTefibHas namsaTb, nNpeanovTeHune
cnepgyeT oTAaBaTb BU3yanbHOMY (hopMaTy, a eC/M Y HEFO JOMUHUPYET ClTyXOBOE BOCMNPUSATHE,
TO 0COBOro BHUMaHUA 3acny>XuBaeT ayamasbHbl hopmar.

Cymmunpysi BCe BbllLECKa3aHHOe, MPEeACTaBNsSEeTCA BO3MOXXHbIM cAenaTb BblBOL, O
NPeKpacHbIX MepcnekTuBax pasbHEeNWwero Wncnonb3oBaHWs Bcero boratcTBa MeETOOOB,
Bblpab0oTaHHOro y4eHbiMU 1 NpakTnkamu B chepe KOrHUTUBHOWM AMHIBUCTUKN N CMEXKHBIX C
Heto obnacTax.
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Abstract. This article examines civil liability (CL) for environmental damage in the USA, with a focus on the
application of legal norms to large enterprises and businesses. It explores the legal framework, including federal laws such as
the Clean Air Act, the Clean Water Act, and the Comprehensive Environmental Response, Compensation, and Liability Act
(CERCLA), as well as the role of state legislation. Various forms of liability are analyzed, including fines, compensations,
lawsuits, class actions, and environmental restoration measures. The article discusses the challenges in implementing CL
mechanisms, including difficulties in proving fault, assessing damages, and the protracted nature of legal proceedings.
Measures to prevent environmental damage are proposed, such as adopting eco-friendly technologies, developing corporate
environmental policies, and enhancing employees’ environmental awareness.

Keywords: civil liability (CL), environmental damage, USA, large enterprises, environmental restoration, legal
framework.

PeueHseHT: Bynrakosa VipuHa HukonaesHa - [JOKTOpP 9KOHOMUYECKNX HayK, AOLEHT. [JJoueHT
Kadenpbl CUCTEMHOIO aHanm3a n yrnpasnieHus
OIrb0Y BO «BopoHeXXCcKuin rocyfapCTBEHHbIN YHUBEPCUTET»

Introduction

In the modern world, environmental pollution has acquired a global dimension,
especially in the context of the activities of large industrial enterprises and businesses. As one
of the leading economies of the world, the USA also faces enormous environmental challenges
caused by large-scale industrial activities, resource extraction, and widespread use of
technology. In response to these threats, a comprehensive legal framework has been
developed to regulate civil liability (CL) for environmental damage.

An important role in ensuring environmental safety and fair compensation for damage
caused to the environment is played by CL. Its mechanisms include financial compensation
for damages and obligations to eliminate the consequences of environmental harm, which is
especially relevant for large corporations and industrial enterprises whose activities have a
substantial impact on nature and society. Nevertheless, all these mechanisms, when put into
practice, present some difficulties: legal contradiction, difficulty in the control and proof of
environmental damages, and strategies of corporations to avoid responsibility. The aim of this
study is to explore the legal aspects of CL for environmental damage in the USA.

International journal of Professional Science

123
Ne3(1) - 2025


https://creativecommons.org/licenses/by/4.0/deed.ru|

Professional science applies the Creative Commons Attribution (CC BY 4.0) license to the materials published-
https://creativecommons.org/licenses/by/4.0/deed.rul

Main part. Legal framework of CL in the USA

Representing a complex and multifaceted system of legal acts, CL for environmental
damage combines federal legislation with norms at the state level. This structure allows for
multi-level regulation of environmental risks. Its primary goal is to compensate for damages,
restore the disrupted ecological balance, and prevent repeated instances of harm.

At the federal level, CL is based on several foundational acts that establish the
obligations of enterprises to take measures for the mitigation of the effects of pollution and
compensation for damages. One of such acts is the Clean Air Act, which aims at preventing
emissions of noxious substances into the atmosphere. It requires companies to monitor the
level of their emissions and establishes civil penalties, including fines and requirements for
pollution remediation, for violations. One of the salient features of this law is that companies
must be able to adopt technologies that reduce air pollution and monitor the level of emission
regularly.

Another important legal act is the Clean Water Act, which regulates the discharge of
industrial waste and wastewater into water resources. According to the law, companies must
obtain permits for discharges and comply with strict water quality standards [1]. Violations
result in CL, including financial sanctions and mandatory ecosystem restoration measures.
Judicial practice demonstrates that significant rulings against major industrial corporations
polluting rivers, lakes, and other water bodies have been based on this law.

Among various parts of the liability system, one prominent piece of legislation stands
Comprehensive Environmental Response, Compensation, and Liability Act (CERCLA),
which manages large-scale pollution releases that also involve accidents or spills, for which
liable businesses should pay all site clean-up costs or fund remedial measures that return
natural environments to acceptable standards[2]. The importance of this law is in its
retrospective power: companies can be held liable for pollution that happened long before the
existence of this law if their activities are found to be the cause of the damage. Also, CERCLA
introduces joint and several liability mechanisms that allow the costs to be distributed among
multiple responsible parties.

Mechanisms of CL include not only monetary compensation but also obligations to
restore the damaged environment and include in themselves environmental protection activity
and the remediation of ecological damage. In this context, the principles of «polluter pays»
and «precaution» are highly relevant in USA legal practice. The «polluter pays» means that
whoever endangers or damages the environment must carry the costs associated with putting
it right in addition to paying for environmentally related measures and compensation, while
under the precautionary principle, environmental damage may be anticipated and preventive
action taken when there is, as yet, no completely reliable evidence on cause and effect. It calls
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for risk assessments and the imposition of restrictions on activities that might cause serious
environmental damage in order to reduce the likelihood of irreversible damage.

The CL system also allows the filing of suits against large enterprises by government
agencies, private individuals, or groups of citizens. Class-action lawsuits have thus become a
viable tool to protect the interests of affected communities and urge companies toward stricter
environmental standards. Judicial practice indicates that substantial compensations awarded
to plaintiffs not only redress the damage but also establish precedents that have a disciplinary
impact on other companies.

In addition to federal acts, state-level legislation plays a crucial role. States can set
stricter environmental standards and impose additional requirements on industrial enterprises.
For example, California enforces stringent carbon emission and air pollution control
regulations that often exceed federal standards. As a result, businesses operating in multiple
states must adapt to varying requirements, necessitating additional financial and
organizational resources.

Thus, the legal framework for CL represents a system designed to minimize
environmental risks, restore damaged ecosystems, and hold responsible parties accountable.
Its multi-level nature ensures a combination of government oversight and legal mechanisms
that promote the principles of sustainable development and environmental conservation.

Forms of CL and methods of damage compensation

Effective regulation of environmental violations committed by large enterprises in the
USA is based on CL mechanisms. These mechanisms are aimed at compensating for
environmental damage, restoring disturbed ecosystems and preventing similar incidents in the
future. These include financial sanctions, lawsuits, collective action, and environmental
remediation measures. These measures are being taken at both the federal and state levels,
providing multi-level control and encouraging enterprises to comply with environmental
standards (table 1).
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Table 1

Forms of CL [3, 4]

Form of
responsibility

Description

Purpose and result

Fines and

compensation

Financial sanctions applied to companies
for violating environmental regulations. The
amount of fines is determined by the extent
of the damage and the degree of
responsibility of the company.

Bringing the company to financial
responsibility, compensation for
damages and prevention of repeated
violations.

Lawsuits and class
actions

Lawsuits, including individual and class
action lawsuits initiated by government
agencies, communities, or individuals.

Protecting the interests of victims,
bringing perpetrators to justice, and
setting precedents for future cases.

Compensation  for
damage (ecological
restoration)

Measures aimed at restoring disturbed
ecosystems: cleaning up contaminated
areas, soil reclamation, restoration of water
resources and biodiversity.

Elimination of the consequences of
pollution, restoration of ecosystems
and ensuring sustainable
development of the region.

In the author's opinion, this structure not only compensates for the damage caused but
also creates a significant preventive effect for businesses, forcing companies to consider
environmental risks at all stages of their operations. The application of various forms of liability
ensures a balance between penalizing violators, restoring natural environments, and
protecting the interests of affected communities.

Analysis of the landmark cases of CL shows that industrial giants can be made liable
for environmental damage on a large scale. For example, in the case of Exxon Valdez, 1989,
it was reported that millions of barrels of oil spilled into the sea off the coast of Alaska. Several
hundred thousand tons of oil spread over large areas of the sea and beaches, thus destroying
the ecology of seabirds and marine mammals. Those compensations ran into billions of
dollars, part of which went to clean up and rehabilitate the ecosystems in that region [5].

In the case of 3M, one of the largest producers of industrial materials in the world, it
was clear that prolonged industrial waste discharge would bring very serious outcomes
regarding public health and the state of the environment. Under class-action lawsuits over
toxic substance contamination of drinking water, this company agreed to pay compensation
amounting to $10,3 billion. This case became a critical precedent, confirming the effectiveness
of the USA legal system in holding transnational corporations accountable for environmental
damage and protecting the interests of affected communities [6].

Despite the existence of a well-developed legal framework, the application of CL norms
to large enterprises faces a number of challenges and difficulties. One of the most serious
difficulties is proving fault. Proving the causal link between a company's actions and particular
environmental damage often requires very expensive and complicated expert analyses,
especially in cases where pollution has occurred over a long period of time. Companies often
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use legal and technical arguments to contest their liability, which delays the legal process for
several years.

There are also problems with determining the extent of damages. Environmental
damage often occurs over a long period of time and cannot always be precisely valued in
economic terms [7]. For instance, loss of biodiversity or deterioration of public health may
have effects that appear many years later, which can be difficult to address within one case.
In such instances, courts rely on expert evaluations and forecasts, which can sometimes lead
to disputes between the parties involved. Another significant issue is the length of legal
proceedings. This not only reduces the effectiveness of enforcement but also increases the
costs of environmental restoration, particularly if the damage continues to worsen during the
legal process.

Nevertheless, despite these challenges, successful precedents demonstrate that CL is
an effective tool in combating environmental violations. Holding large companies liable
ensures compensation for damages and incentivizes businesses to adopt more sustainable
and safer methods of operation. Further development of the legal framework, elaboration of
better methods for environmental damage assessment, and enhancement of industrial
enterprise control are promising directions of perfecting CL norms for the future.

Measures to prevent environmental damage and reduce CL

Effective prevention of environmental damage and the reduction of CL are critical tasks
for large businesses and industrial enterprises. In light of very strict environmental legislation
and more frequent cases against companies, the adoption of environmentally sustainable
practices has become not only a legal obligation but also a tool for long-term strategic
development (fig. 1).

Introduction of T _ Environmental
environmentally | pollution reduction
friendly technologies programs

Cooperation with
regulatory authorities
and public
organizations

Conducting training and
improving the '
environmental culture
of employees

Development of
corporate
environmental policy

Figure 1. Measures to prevent environmental damage
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The main approaches include environmentally friendly technologies. Advanced
technologies, for instance, the emission treatment and wastewater treatment systems would
reduce the amount of damages to the environment. On some occasions, advanced filtration
and the closed-loop production cycle also reduce the levels of emissions of greenhouse gases
and poisonous substances to maintain the extreme standards of environmental protection,
while innovative recycling technologies with recycling materials decrease the level of industrial
emissions and pollution in general.

Additionally, enterprises can develop and implement programs to reduce
environmental pollution. These include monitoring of emission and waste levels, regular
environmental audits, and the implementation of focused policies to improve environmental
efficiency [8]. For example, large companies in energy and industrial sectors increasingly use
energy-efficient production systems that greatly reduce their carbon footprint and further
promote resource conservation.

The development of corporate environmental policies and sustainable development
strategy is another measure to minimize the risks of CL. Companies can implement voluntary
environmental risk management programs, including environmental, social, and managerial
responsibility systems, which involve monitoring and reducing negative impacts on nature.
Environmental standards and certifications help businesses comply with the international
requirements and promote a sustainable production.

Another valuable tool is collaboration with regulatory authorities and public
organizations. Companies also get the chance to adapt more effectively to changes in
legislation through active engagement with government agencies such as the USA
Environmental Protection Agency, thus reducing the risk of violations. Participating in joint
environmental protection projects and initiatives attests to corporate social responsibility,
reinforces company reputations, and reduces the possibility of court cases.

Finally, one of the most important ways to prevent environmental damage is training
and raising employees' environmental awareness. Companies can implement professional
development programs focused on educating personnel about safe waste management,
compliance with environmental standards, and minimizing production risks. Building an
environmentally conscious corporate culture fosters a responsible approach to natural
resources at all organizational levels.

In summary, preventing environmental harm and reducing CL require a systemic
approach that includes technological innovation, strategic planning, collaboration with
regulatory bodies, and fostering environmental awareness. Implementing these measures not
only minimizes environmental risks but also improves companies’ reputations, creating
conditions for sustainable and responsible business practices.
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Conclusion

An important mechanism for ensuring damage compensation, restoration of
ecosystems and prevention of repeated violations is CL. The well-developed legal framework
at both federal and regional levels enables holding large enterprises and businesses
accountable for environmental offenses. As practice shows, lawsuits and class actions help
protect the interests of affected communities and establish significant precedents,
encouraging companies to comply with environmental regulations.

Nonetheless, challenges remain in the application of CL norms, including proving
causation, determining the extent of damages, and the protracted nature of legal proceedings.
Despite these difficulties, successful cases demonstrate the USA legal system's ability to
effectively regulate environmental risks and hold even large corporations accountable.
Adopting environmentally friendly technologies, strategic planning, and raising environmental
awareness are essential measures for reducing environmental damage and ensuring
sustainable business development.
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Abstract. In this scientific work, the origins of the theory of human capital are analyzed. The influence of
philosophical trends and the classical school of economics on the formation of this concept is revealed. Approaches to the
components and structure of human capital are presented. The key stages of the process of its reproduction are considered.
The place of education in the framework of the formation and accumulation of human capital, as well as the importance of
investments in these processes, is reflected in detail. The tasks that the education system solves, acting as an active element,
are revealed. The article analyzes the current state of the professional education system in Russia within the framework of
human capital formation.
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PeueHseHT: bynrakosa VipuHa HukonaeBHa - [JOKTOpP 3KOHOMUYECKNX HayK, AOLEHT. [JoueHT
Kadenpbl CUCTEMHOIO aHanu3a n yrnpasnieHus
OIB0Y BO «BopoHeXXCKuin rocyfapCTBEHHbIN YHUBEPCUTET»

In the context of the modern development of socio-economic systems, human
capabilities play a crucial role in achieving various goals. Human research as a living carrier of
knowledge, creative abilities and forces with which he changes the environment has not only
been, but is, and will be increasingly relevant in world scientific thought, since the modern
world requires a deep understanding of the role of personality in various processes. The
modernization taking place in various industries and spheres of life clearly demonstrates the
need for investments in the "quality" of human resources, which act as an intangible asset.
This leads to the realization that human capital has become one of the main resources
determining the success of both individual organizations and society as a whole. Its
importance sometimes surpasses the value of natural resources and tangible assets. Today,
human capital is a key determinant of competitiveness, sustainable economic growth, and
overall efficiency of any enterprise. Based on this, the study of human capabilities becomes
extremely important, since they can become the basis for sustainable development in a rapidly
changing world, which determines the relevance of the topic under consideration.

In modern socio-cultural conditions, significant transformations are observed in the
socio-political and economic structure of states. These changes have justified the need to
develop theories and models that would effectively describe and analyze the functioning of
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such systems. One of the most relevant areas of this scientific activity has become the study
of human capital, which is a special economic category that occupies a significant place in the
general economic discourse. The ability to explain and illustrate many economic processes
through the prism of human interests and actions has made this theory an important tool for
analysis. It can be used to adequately describe such aspects as the composition of productive
forces, the formation and distribution of income, as well as the mechanisms of economic
growth and the creation of national wealth [8].

In this regard, it becomes clear that human capital not only serves as an important
aspect for understanding modern economic phenomena, but also provides effective tools for
developing policies aimed at improving the quality of life, increasing labor productivity and,
ultimately, the sustainable development of society in a rapidly changing reality. By paying
attention to the development of human capital, States can ensure higher growth rates and
improve the well-being of their citizens.

This concept is based on a broader category, capital, whose origins can be traced back
to the works of the ancient Greek philosopher Aristotle. For the first time, he raised the issues
of proportional exchange of benefits, thereby initiating the study of the qualitative assessment
of the workforce. Aristotle argued that the higher the value of the product produced, the more
labor and skill were invested in its creation [11].

Representatives of the classical school of economics developed a deep understanding
of the concept of capital, considering it not only as a simple accumulation of wealth or
monetary assets. They also included the labor skills and abilities of the workers in this
definition. Followers of this theory argued that the quality of the workforce, known as human
capital, is one of the key factors contributing to the increase in national wealth. For example,
the famous economist William Petty emphasized the importance of preserving labor skills,
arguing that "it is better to burn the product of the labor of one thousand people than to allow
these people to remain idle, which will lead to the loss of their skills" [10]. Thus, he attached
great importance to the active use of human potential.

Adam Smith, another prominent representative of classical economic theory, defined
capital as the main means of contributing to economic progress. He emphasized that capital
gains can be made "without transferring ownership from one owner to another" [6]. In his
understanding, capital was not limited only to physical assets or monetary funds, it also
included useful skills and abilities of members of society. Smith viewed human capital as the
capitalized value of these acquired and useful abilities, emphasizing that people's skills and
knowledge can significantly affect productivity and the overall sustainability of an economy.
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Thus, the classical school of economics offered a broader view of capital, including not
only tangible but also intangible components, which made its idea especially relevant in
modern society, where knowledge and skills are becoming the most important resources.

The foundations for the formation of the theory of human capital were laid back in the
works of the classics of political economy, who began to explore human abilities to work, as
well as their role in the process of formation, reproduction and effective use. A. Smith in his
1776 scientific work "An Inquiry into the Nature and Causes of the Wealth of Nations"
emphasized that the increase in labor productivity is significantly the degree depends on the
professional development of workers, not just on the improvement of machines or tools.

The concept of human capital, which later became a separate direction in the scientific
field, was first formulated by American economists G. Becker and T. Schultz. These scientists
have highlighted that the level of well-being of people depends not only on physical capital,
land and technology, but also on the skills they acquire. Within the framework of their theory,
human capital is interpreted as a set of all useful personality traits, including knowledge, skills,
motivation, as well as the ability to learn and adapt. These qualities can be improved through
appropriate investments in education and training [2].

In addition, an important aspect of the theory of human capital is the recognition of its
dynamic nature, which consists in the fact that not only basic knowledge and skills affect
productivity, but also the ability to constantly learn and develop in changing conditions.
Investing in human capital, therefore, not only enriches individuals, but also contributes to the
growth of the economy as a whole, which makes this concept relevant for various fields of
activity and public policy.

Despite the significant influence of T. Schultz on the concept of human capital, it was
Gary Becker, a prominent economist and winner of the Nobel Prize in Economics in 1992, who
became a key figure in this area. As a representative of the Chicago School, he significantly
expanded and deepened the understanding of human capital by introducing this term into
scientific discourse. In his works, Becker relied on the hypothesis of rational behavior of
individuals, considering human actions as meaningful and purposeful. He derived such
important concepts as uniqueness, price, and opportunity costs, which allowed him to create
a model of human capital that became the basis for numerous further studies [2].

Becker emphasized the importance of investments in education and vocational training,
considering them as forms of investment that bring future benefits to both individuals and
society as a whole. This understanding of human capital as an active element of the economic
system has opened up new horizons for the analysis of socio-economic processes and
contributed to profound changes in approaches to education, vocational training and work.
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The issue of human capital is also being actively explored by domestic economists,
who emphasize its importance for sustainable growth. Thus, O.A. Grishnova defined this
phenomenon as a set of productive opportunities, personal qualities and motivations of
individuals, which are formed due to investments in education and development. This capital
is personally owned by individuals and is used in their professional activities, contributing to
an increase in labor productivity and, ultimately, positively affecting the income levels of both
individual workers and the entire country.

L.T. Shevchuk considered human capital as capital resources that can be used to use
human potential in the production sector. He focused on the opportunities for individuals to
participate in the value creation process, including innovation and creativity. In his
interpretation, "human capital" is understood as the integration of knowledge, skills and
qualifications of employees who are able to generate income by using them to produce goods
and provide services.

Based on this, it becomes clear that the importance of human capital in the country's
economy is manifested not only through an increase in the income of its owners, but also
through a contribution to the overall improvement of the quality of life and socio-economic
development of the nation. Domestic research in this area highlights the importance of
investments in education and training for both individual and collective well-being.

It should be emphasized that the issue of the composition of human capital continues
to be discussed in the modern scientific community, and no consensus has yet been formed
on this issue. The main approaches to this topic can be divided into two different positions.

The first one goes back to the ideas of classical political economy and defines human
capital as something broader than just a set of knowledge and skills of an individual. Its
proponents also consider a person as a physical unit, which in itself is a part of capital. In this
context, an individual is not just a carrier of intellectual resources, but a full-fledged element
of capital capable of generating income. For example, the famous economist I. Fischer pointed
out that capital includes "a useful object intended for material use" [3]. This approach
emphasizes that the skills and abilities of an individual are considered only as an additional
resource, and not as the main category of capital.

On the other hand, there is a second position that is recognized by most modern
researchers. She argues that a person as a living being cannot be considered as capital in the
traditional sense. The emphasis is placed on the fact that an individual is a carrier of unique
personal qualities, social identity and cultural context, which cannot be easily quantified and
classified as capital. Thus, human capital is defined more as a potential that can be realized
through education, experience and social interaction, rather than as the object itself included
in the system.
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Discussions around the concept and content of human capital emphasize the
complexity and versatility of this term. This once again justifies the need for further research
in order to better understand its role and impact on economic processes in the modern world.

In the modern economy, the competitiveness of systems is increasingly determined not
so much by the availability of natural resources as by intellectual assets, knowledge and
innovations, which form the basis of economic progress. That is why interest in the
development of human capital is actively growing today both among foreign scientists and in
Russia.

L. Turow emphasized the importance of the concept of human capital for modern
economic analysis, pointing to its central place in understanding the dynamics of the
economy. In turn, M. Bowman called the discovery of human capital a "revolution of economic
thought," which underlines the importance of this phenomenon for theory and practice.

The most complete essence of the term "human capital" reflects the definition proposed
by S. By Dyatlov. He described this definition as "a certain stock of health, knowledge, skills,
abilities, and motivations formed as a result of investments and accumulated by a person,
which are expediently used in one or another sphere of social reproduction, contribute to the
growth of labor productivity and production, and thereby affect the growth of income (earnings
of a given person)" [11].

Considering these aspects, it can be argued that in the modern world, investments in
human capital are becoming more important than investments in material resources. This
requires the Government and the private sector to develop effective strategies aimed at
improving educational infrastructure, supporting research and innovation, and creating
conditions for continuous professional development of citizens. Investing in human resources
becomes vital, which ultimately leads to the sustainable development and prosperity of the
economic system.

One of the most urgent tasks in the framework of the theory of human capital today is
to determine the order of its formation and methods of estimating its value.

A detailed study of the concept of human capital and its structure allows for a deeper
analysis of key issues related to economic growth, people's motivation for economic activity,
and the development of knowledge and innovation within the economy. This analysis opens
up new horizons for understanding the interrelationships between learning, development, and
economic outcomes.

The process of human capital reproduction can be divided into two significant stages.

The first is education — a complex process that takes place at several levels: individual,
family, educational, and public, and includes investments in health, education, cultural
development, and upbringing, as well as the creation of human productive abilities. Such

International journal of Professional Science

134
Ne3(1) - 2025


https://creativecommons.org/licenses/by/4.0/deed.ru|

Professional science applies the Creative Commons Attribution (CC BY 4.0) license to the materials published-
https://creativecommons.org/licenses/by/4.0/deed.rul

investments are the foundation for the successful development of skills and knowledge
necessary for competitiveness in the labor market.

The second stage is the use of human capital. It covers the process of integrating
formed capital into society, which allows people to use their skills and knowledge to obtain
both tangible and intangible benefits and services. It includes mechanisms to increase their
effectiveness by stimulating innovation, labor and entrepreneurial activity. An important aspect
here is motivation, which plays a key role in activating labor resources and contributing to
achieving economic development [7].

A deeper understanding of the processes of formation and use of this phenomenon can
provide valuable information for further research in this area and help optimize strategies
aimed at developing the potential of individuals in different countries.

The formation of human capital, being a key process, is carried out primarily through
the education and upbringing of the younger generation. These areas represent the base on
which the future potential of society is built.

There are different views on the structure of human capital in economics, and there is
also no consensus among researchers. For example, G. Becker emphasized the importance
of many factors, such as upbringing, health, vocational training, as well as migration, the
availability of economically relevant information and motivation for active economic activity. In
his opinion, all these elements are interconnected and contribute to the overall development
of human capital.

On the other hand, L. Turow added to this list such aspects as respect for political and
social stability, which is also important for the formation of an active and effective citizen. V.
Martsinkevich focused on the personal qualities of an individual that affect his creative
potential. These include activity, sociability, responsibility, honesty, and integrity, which
together create a stable foundation for the realization of personal and social goals [5].

Despite the diversity of points of view, researchers agree that it is the educational
aspect that plays a central role in the formation of human capital. At the same time, it is not
limited to the transfer of knowledge and includes the development of skills and abilities, the
ability to adapt to new conditions and update their knowledge. In modern conditions, when
the world is rapidly changing, this is what becomes an integral part of a successful life and
professional activity.

In a certain sense, the formation of human capital occurs through investments aimed at
developing individual abilities and skills of a person. Economists K. McConnell and S. Brew
identified several key areas of such investments, each of which plays a significant role in
improving the quality of human resources.
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Central to this is the cost of education, not only basic and specialized, but also on-the-
job training. Modern companies are increasingly investing in training programs for their
employees, which helps not only to improve their skills, but also to adapt working groups to
rapidly changing market conditions.

Another important factor contributing to the formation of human capital is the health of
the population. Investments in healthcare cover disease prevention, access to medical
services, healthy nutrition, and improved housing conditions. A high-quality standard of living
directly affects labor productivity, which makes these expenses strategically important.

Finally, mobility costs play a significant role in the labor migration process. These
investments help employees move from regions with low levels of economic development and,
as a result, productivity to more developed places where they can apply their skills and
knowledge more effectively. This not only contributes to a personal increase in income, but
also generally leads to an improvement in the economic situation in accepting new resources
[9].

Thus, investments in human capital cover a wide range of areas, each of which
contributes to the formation of a competent and effective workforce.

At the current stage of transformations in Russia's economic model, the formation and
use of human capital is becoming critically important, as it directly affects key elements of
economic growth. Today, the method of production and transfer of knowledge, competencies,
and, in fact, the person himself - his intellectual potential - is coming to the fore. Human capital
already determines the pace of economic development and scientific and technological
progress in all countries.

The growing interest of modern society in the educational system, which is the basis of
its reproduction, is being recorded. In this regard, education and vocational training act as
complex processes that can become a powerful engine shaping the future of economic and
social progress at all levels. Education paves the way for innovation and the introduction of
new technologies, which ultimately contributes to increased competitiveness in the labor
market.

Such an orientation towards the development of human capital is explained by the fact
that it is a person who possesses not only knowledge, but also the ability to apply it in non-
standard situations, who becomes the most important value of modern society. The ability to
find new solutions and adopt innovative approaches is becoming critically important in a
rapidly changing world and growing economic challenges.

The level of education and professional training is a key aspect that shapes the human
capital of a society. The education system acts as an active element and solves many
important tasks:
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- being the main mechanism for accumulating human capital, it leads to an increase in
citizens' incomes and expands their economic opportunities — highly qualified specialists
become the driving force for economic growth, which creates favorable conditions for the
sustainable development of the whole country;

— promotes the dissemination of cultural values, spirituality, and democratic principles
- this not only enriches everyone's personal life, but also creates a more diverse and open
society where everyone has the opportunity to freely choose and express themselves.;

- plays an important role in mitigating social and economic inequality — by providing
access to quality education, the system allows previously underprotected groups to integrate
into the labor market, which leads to a more equitable distribution of resources and
opportunities;

—expands employment opportunities and promotes productivity growth —retraining and
advanced training programs help employees adapt to changes caused by structural
transformations and scientific and technological progress.

— accumulation of potentially unemployed youth in the education system;

— makes a significant contribution to improving the environmental situation - education
on sustainable development and environmental protection at all levels helps to form a new
generation of responsible citizens who are aware of the importance of protecting nature and
rational use of resources [4].

Based on this, the education system not only increases the level of human capital, but
also serves as the basis for socio-economic progress, ensuring sustainable development and
harmony in society.

Since the recognition and popularization of the theory of human capital, education has
been perceived as an important investment in the development of personal and social
resources. Today, it is seen as a key element that generates not only direct economic benefits
for individuals, but also contributes to overall economic growth. Studies by both Russian and
foreign scientists demonstrate that the impact of education on an increase in gross domestic
product (GDP) can reach almost 30%. This realization encourages the leadership of many
countries to allocate significant financial resources for the development of the learning process
and the formation of human capital.

The sphere of professional education accumulates significant intellectual resources,
providing personnel training for various sectors of the economy. According to a number of
studies, in 2025, more than 8 million students are enrolled in 1,115 higher educational
institutions in Russia. These figures strongly contrast with the number of similar educational
institutions in most developed countries, where the figures are often much lower. Such a large
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number of institutions indicates a high level of interest in higher education and opens up great
opportunities for future specialists.

However, in modern conditions, higher education often does not help to eliminate
deformations in the labor market. One of the main problems remains a significant shortage of
qualified workers and specialists in working professions, especially among graduates of
vocational schools. Despite this, active work continues in this area to improve the situation. A
striking example of government support is the implementation of the Professionalism project,
which was focused on the rapid training of workers who meet the current requirements of
industries and areas of the economy. The project provides training for students in specialties
that are in demand on the labor market, which helps to reduce the gap between education
and the needs of employers.

We must not forget that in addition to general and vocational education, an important
aspect of the formation and development of human capital is continuous training and
professional development of employees in the workplace. Companies that actively invest in
training their employees gain competitive advantages and create more effective teams. Based
on this, it becomes clear that an effective personnel training system requires an integrated
approach that includes both specialized education and practical development of new skills in
a professional environment [1].

To summarize, it should be emphasized that the education and training system plays a
key role in the formation and strengthening of human capital. It, in turn, not only serves as a
source of economic opportunities, but also determines the effectiveness of the functioning of
the economy at all its levels. Moreover, government initiatives in these areas contribute to the
creation of sustainable social and political conditions, as well as provide citizens with the
necessary social guarantees, which is an important aspect for stimulating economic growth.

In the context of increasing external pressure and geopolitical instability, the issues of
education and training of professionals should remain among the priorities within the
framework of Russia's development strategy. Effective state regulation of the educational
process and purposeful work on the development of qualified personnel can significantly
accelerate the pace of economic growth in the country and help overcome the crisis. The
development of human capital is becoming an important factor that contributes not only to
economic prosperity, but also to social stability in society.

A systematic approach to the development of education and training of specialists,
based on the current needs of the labor market and global trends, will contribute to the creation
of a competitive economy. It is important that all stakeholders, from government to business,
actively participate in this transformation, because this is the only way to achieve qualitative
changes and set goals.
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Boponaes Ceprein Bnagnmmposuy,

MarmcTpaHT Kadenpbl rocygapCTBEHHONO M MyHULMNANBHOIO ynpasneHns, YpanbCcKui
rocy0apCTBEHHbIN 9KOHOMUYECKINI YHUBEPCUTET, . EKkatepunbypr, Poccus

Kynukosa EneHa CepreesHa,

OOKTOP 3KOHOMUYECKMX HayK, Npodeccop kadenpbl rocyaAapCTBEHHONO Y MyHULMNANbHOIO
ynpasneHns, YpanbCKunin rocygapCTBEHHbI 3KOHOMUYECKNIA YHUBEPCUTET, . EKatepunbypr, Poccus

Abstract. The rapid development of the tourism industry in the context of globalization calls for new forms and
methods to promote tourism potential. Innovative approaches help destinations stand out amid growing competition and
ensure a sustained increase in traveler interest. A key success factor involves combining traditional tourism tools with modern
digital platforms capable of reaching a broader audience. Cutting-edge technologies such as virtual and augmented reality
present opportunities for creating immersive tours, showcasing cultural and historical sites, and offering a unique travel
experience even before the tourist arrives. At the same time, cross-sector collaboration —involving culture, sports, ecology,
education, and IT —plays a critical role in generating innovative tourism products and stimulating local community
development, thus producing positive outcomes for both the economy and the sociocultural sphere. An important prerequisite
is considering the interests of local residents and preserving the region’s resource potential. Managerial decisions based on
big data analysis and market research allow for a swift response to market demands, the formation of customized offers, and
the reinforcement of a destination’s competitive advantages. Overall, these innovative approaches ensure sustainable growth
of the tourism sector and enhance the region’s attractiveness in a global context.

Keywords: innovation, tourism, promotion, digital technologies, marketing, immersiveness, competitiveness

Annomayua. Cmpemumensroe paséumue mypucmuneckoi ompacau 6 yciobusx eao0baiusayuu mpedyem noucka
HOBbIX hopM 1 Memo008 npodBusernua mypucmuieckoeo nomenyuaida. Munobayuonnsie no0xo0s. no3bossiom Buidesummns
Oecrmunayuu Ha (poHe pacmyujeil KOHKYpeHyuu u obecnewums ycmouuuboe nobviuierue uHmMepeca €O CHIOPOHDL
nymeutecmBennuxol. Kaouebvim gpaxmopom ycnexa cmanobumca xombunupobanue mpaouyioHHbIX MYpUCHUYecKUX
UHCHIPYMeHMOB ¢ coBpeMeHHbIMU UUGPOBbIMU NAAMMOpMAMU, 10360AA10U4UMU 0X6ambibamb 604ee WUPOKYIO AYOUOPUTO.
HoBeniwue mexnosoeuu, maxue xax Bupmyasvhas u 00N0AHeHHAA PeasbHOCTTb, OMKpPbiBam B03MOXHOCU 045 CO30AHUA
He3a0b6aeMbix  UMMEPCUBHBIX MAPUPYmoB, O0eMOHCHPAUUU KYAbIMYPHO-UCHOpUteckux 00sexmob u popmupobanus
YHUKAALHO020 Onbima 0axe 00 MoMeHma npubsimus mypucma Ha mecmo. Ilpu 3mom ocoboe 3HaveHue umerm Bonpocs
MexKceKmopHoeo B3aumodeiicmbus, 8 pamxax komopoeo 606aexaiomes cghepbl KYAsmypsl, cnopma, 3k0402utl, 0bpasobanus u
IT. Taxas umumeepayus nosbossem eeHepupobams UHHOBAYUOHHbIE MYypuUcHmUMecKUe HPOOYKMbL U CMUMYAUpOBams
pasBumue 10KasbHbIX cO00Ujecmb, co30abas nosumubHsie 3ghghexmvl 044 IKOHOMUKU U COUUOKYABIMYPHOTL chepbl. BaxcHbim
ycaoBuem ocmaemcs yuem uMmepecof MectHo20 HACeACHUS U COXPAHEHUe PecypcHoe0 NOMEeHYUala meppurnopuu.
VnpaBaenueckue pewienus, ocHobamHbie HA AHAAUSE DOALUUX OAHHLIX U MApkemuHeoBvix ucciedoBanusx, Oawom
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BosmosxHocmy onepamubBHo peazupobams Ha nompebHOCIU PoiHKa, opMupobams UHOUBUOYAIU3UPOBaAHHblE NTPE0A0IKEHI
U YKpenAAms KoHKypeHmHvie npeumyujecmba decmunayuu. B coboxyntocmu unHoBayuonHble no0xodbl k npooBuxeHuIo
nosfoasom obecneuuniv: 00420CPOUHbLL POCH MYPUCTIUUECKO20 CeKmMopa U nobvicums npubiekamesvHocms peeuona 6
2100a16HOM KOHMeKCHe.

KatoueBvie cro6a: unnobayuu, mypusm, npoobusxenie, yugpobole mexHoi0euu, Mapkemune, UMMepcubHoOCHb,
KOHKYPeHIMoCcnocooHOCb

PeueHseHT: Bynrakosa VipuHa HukonaesHa - [JOKTOpP 9KOHOMUYECKNX HayK, OOLEHT. [JJoueHT
Kadenpbl CUCTEMHOIO aHann3a n yrnpasneHus
OIrb0Y BO «BopoHexxckuin rocyfapCTBEHHbIN YHUBEPCUTET»

COBpPEMEHHbBIN  TYPUCTUYECKUIA  PbLIHOK  XapaKTepU3yeTCsl BbICOKOW CTEerneHbko
KOHKypeHUunn, Korga obunue npensioxXeHnin u pasHoobpasne Brne4yaT/eHun CTaBsaT
nyTeweCcTBEHHKA Mepef HenpocTbiM BbIGOPOM. B Takmx yCnoBuSX yXXe HeAoCTaTOYHO
OPVEHTMPOBATLCSA NCKMIOUYNTENBHO Ha TPaaNLUNOHHbIE (POPMbI NPOABUXXEHWSI, OCHOBaHHbIE Ha
nevaTHblX KaTanorax, npecc-Typax W CTaHgapTHoOW pekname. B  ¢dokyce BHUMaHMA
0OKasbIBalOTCA NHHOBALMOHHbIE NOAXOAbl, KOTOpble npeanaraT 6onee rnyboKNin KOHTaKT C
NOTEHUUanbHbIM TYPUCTOM 1 QOPMUNPYIOT YHUKASIbHbIN NOTpebnTenbcknin onbIT. NogobHble
MeTOoAbl BbIBOOAT WHOYCTPUIO Typu3mMa Ha HOBbIM YPOBEHb, obecneymBas OeCTUHaUUAM
[ONIFOCPOYHOE KOHKYPEHTHOE NPENMYLLIECTBO.

NHHOBauum B chepe NpoasrKeHns TYPUCTUYECKOro NoTeHUMana oxsarbiBatoT pasHble
HanpaefeHusa: UUPOBYKD TpaHchopmMmauuio, paspaboTKy KpeaTMBHbIX MapKEeTUHIOBbIX
cTpaTernin, BHeOpPEeHUe TEeXHOAOrnin  BUPTYyanbHOW WU AOOMOJSIHEHHOW  peasibHOCTH,
NHOMBMOYaNN3aunio KIMEHTCKOro onbiTa. 1o mepe passutus MHPOPMAaLMOHHbBIX TEXHOOMNN
BCce 6onblUue OpraHM3auuini n pernoHanbHbIX OPraHoB YrpaBfieHNS OCO3HAaKT BaXKHOCTb
nepexofa K OHnanH-nnatgopmam 1 coumnanbHbIM CETAM, rae KOMMyHUKaums ¢ TypucTamu
MOXET OCYLUECTBMATLCA B pPeXMUME peanbHOro BpeMeHW. ITO MO3BOMISET HE TOJSIbKO
onepaTtnBHO PacnpoCTPaHATb UHOPMAUUIO, HO 1 NOMyYaTb 06paTHY CBA3b, HEOOXOAMMYHO
D151 KOPPEKTUPOBKN NPOAYKTOBbLIX MPEANIOXKEHNI N CTPATENMA NPOABVXKEHNS.

OpHMM 13 KNoYeBbIX (QaKTOPOB Yycrnexa WHHOBALUMOHHbLIX MOAXOA0B BbICTynaeT
CNOCOBHOCTb OpraHn3aumMn aganTMpoBaTbCA K ANHAMUYHO MEHSIOLLMMCS YCIOBUSIM PbIHKA.
[MyTewecTBEHHNKN CTaHOBATCA Oonee TpeboBaTeNbHbIMA K pasHoobpasuio ycnyr n K
KayecTBYy cepBuca, ULLYT HOBble (hopMaTbl OTAbIXA, & TaKXKe LEHAT YHUKaNbHbIA KOHTEHT U
NINYHbIE BMevaTneHusi. HoBble WHCTPYMEHTbI MO3BONAOT BbICTpaWBaTb C TypucTammu
AOBEPUTENbHBbIE OTHOLUEHMSA: UCMONb30BaTb UHTEPAKTMBHbIE MNaToOpPMbl, NPenoCcTaBnAaTb
renMnUUUPOBaHHbIE CEPBUCHI, 3amnycKaTb KBECTbl WM KBU3bl, CBA3AHHbIE C KYJIbTYPHO-
NCTOPUYECKNMUN OCOBEHHOCTAMU TeppUTopuKn. Takon hopmat B3auMoaencTems CTUMynnpyeT
BOBJIEYEHHOCTb ayaMToOpun, NPoBy>XaaeT MHTEPEC N MOTUBUPYET K peasibHOMY BUSUTY.
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BHepgpeHne wnHHOBaumi B cdepe NPOABUMIXKEHUS TYPUCTCKOro noTeHumana TecHO
CBSI3aHO C KoJsinabopaunen pasnnyHbiX CEKTOPOB U opraHn3aunin. TyponepaTtopbl, OpraHbl
B1aCTW, FOCTUHNYHBIN BU3HEC, My3en, KyJIbTYPHbIe LIeHTPbl, CNOPTUBHbIE N pa3BfiekaTesibHble
MeponpuUsaTUA MOryT O0beguMHATLCA AN CO34aHUS MHOMOacCMneKTHbIX NpeasioXKeHun. Takomn
nogxon He TOMbKO MOBbIWAET LEHHOCTb TYPUCTUYECKOrO MNPOAYKTa, HO W paclumpsieT
reorpauio K/IMEHTOB 3a Cc4YeT B3aMMHOro obmeHa ayguTtopuen. [loppoep>kka Ha
rocygapCTBEHHOM YpPOBHE B BUOE MPaHTOB, HANOroBbIX NIbrOT U LEeneBblX NporpamMMm Takxe
COOEeNCTBYET pPasBUTUID WHHOBAUMOHHBLIX MPOEKTOB, YKPENAseT UMUK Tepputopun 1
YCUIMBAET KOHKYPEHTHYIO MO3ULMIO HA MEXAYHAaPOOHOM PbIHKE.

Ewe ogHMM Ba)XHbIM acrnekToM CTaHOBWUTCS MOWUCK OMTMManbHOro GanaHca mexny
9KOHOMWYECKON BbIFOAON OT TYPUCTUYECKNX MOTOKOB U 3aLMTON MPUPOLHBIX N KYNbTYPHbIX
pecypcos. [lepen coBpeMeHHbIMY AeCTUHaUMAMN CTOUT 3aga4va obecnevyeHns yCTon4YmBoCTU
OTpacnun, Korga HHOBaLMOHHbIE NOAXOAbI MOMOrakT He TONbKO NPOABUraTb TEPPUTOPUIO, HO
n opmMmnpoBaTb OTBETCTBEHHOE OTHOLLEHME K e YHMKaslbHbIM 0cobeHHOCTAM. Bnaropgaps
LUMPPOBLIM UHCTPYMEHTAM BO3MOXXHO PErynMpoBaHue Harpysku Ha nonynsipHble OObeKThl,
co3faHue anbTepHaTUBHbIX MapLUPYTOB U MPOABUXKEHNE SKOSOMMYECKN OTBETCTBEHHbIX
NPaKTuK.

BaxHyo ponb B (hopMNPOBaHUA MHHOBALMOHHbLIX METOAOB MPOABMXKEHUS UrparoT
NCCNEeQoBaHNA N aHann3 AaHHbIX: U3YYEeHNEe MUPOBbLIX TPEHOOB, KOHKYPEHTHbIX KeWCoB,
COLMOSIONMYECKNX OMPOCOB M OT3bIBOB MYTELUIECTBEHHNKOB. DTN CBEAEHNSA NCMONb3YTCS
051 cO30aHNsl Ka4eCTBEHHOro KOHTEHTa, Bblbopa npaBuiibHOM NnaTtopMbl U HaUENBaHUA
Ha HY>KHYIO ayanToputo. B cBA3K ¢ 9TM KopriopaTuBHbIE U rOCYAapCTBEHHbIE CTPYKTYPbI BCE
yalle BHeOpsitOT CUCTEMbl aHaUTUKU W aBToMatu3auum MapKeTuHra, no3BonsoLwme
NOBbICUTb 3(PPEKTUBHOCTb PEKSIaMHbIX KamnaHui N MakCUManbHO TOYHO CEermMeHTUpPOoBaTb
uenesble rpynnbl. B yCnoBuAX >XECTKOM KOHKYPEHUUM Ha TYPUCTCKOM pPbIHKE Takue
WHCTPYMEHTbl CTaHOBATCS He MNPOCTO [AOMOJSIHUTENbHBIM PEeCcypcoM, a HeobBXoanMbIM
9/1IEMEHTOM cTpaTeruu.

Takum 06pas3oM, WHHOBAUMOHHbIE MNOAXOObl K MNPOABUXEHUID TYPUCTUYECKOIro
noTeHumana npencTasnsioT COOOM KOMMEKC B3aVMOYBA3aHHbIX PELLUEHUA, B KOTOPOM
UMpoBbIE TEXHOMOMMN, KPeaTUBHbIA KOHTEHT, MEXOTpacneBoe COTPYAHMYECTBO MU
OpMeHTauus Ha yCTOMYMBOE pasBnTne JONOAHSAT opyr apyra. [naBHas uesfb 3ako4yaeTcs B
TOM, 4TOObI C(OPMMPOBaTb YHUKa/IbHbLIN 00pa3 AecTuHauun, CNOCOOHbIA MNpUBMEYb
BHUMaHNE COBPEMEHHbIX MYTELEeCTBEHHUKOB, KOTOPbIE OLUEHUBAOT HEe TOJSIbKO KadeCcTBO
cepsuca 1 JOCTYMHOCTb MHPPACTPYKTYPbI, HO U CaMy ngeonornio nytewecTeus. NpumeHeHne
Taknx MeTogoB obecneymBaeT He NPOCTO POCT TYPNOTOKa, HO U YKpernaeHne no3nTUBHOrO
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nMngKa TEPPUTOPUN, CTUMYNMPYS AaslbHENLNIA NPOrpPecc N NHHOBAUVOHHOE pasBuTHE BCEN
NHOYCTPUMN.

Nceneposanna M. HO. MopkonanHon u E. . LLleknHon [9] nogvyepKnBaroT BaXXHOCTb
BHeOpeHus LNMPOBbIX PELLEHN N NHTEPAaKTUBHbBIX TEXHONOMN ANs pacLuMpeHns aygutopun
TYPUCTCKUX NPOAYKTOB. B TO e Bpemsi, CornacHo AaHHbIM, npeactaBfieHHbIM A. H. Punon
[10], wHHOBaUMOHHBIE TYPUCTUYECKME nporpamMmbl TPebyloT KOMIMJIEKCHOro noaxopaa,
coyeTaroLero NHPPacTPYKTYPHbIE U MapKeTUHroBble Mepbl. A. B. XKepykoBsa, 3. 0. TeHoBa,
3. VI. Temmoesa n 3. M. bankaposa [4] paccMmaTpusatoT NpobsiemMbl 1 3aga4n MHHOBaLMOHHOMO
pasBUTUA Typu3mMa B KOHTEKCTE MOBbIWEHNA KOHKYPEHTOCMOCOOHOCTN [eCTUHauun.
OpHoBpeMeHHO ¢ aTuMm, B. M. Knuuc n E. A. Mopo3zoBa [5] obpallatoT BHUMaHNe Ha MUPOBble
WHHOBALUMOHHbIE TpPeHAbl, packKpbiBas cneuynduky wnxX agantauum B POCCUNCKOM
npocTtpaHcTee. Mo MHeHnto A. M. [detnctosa [1], 3Ha4MMbIM HanpaBfieHNEM OCTaeTCs yyeT
HaUMOHasbHbIX KYNbTYPHbIX OCOBEHHOCTEN, YTO CNOCOBCTBYET (POPMUPOBAHUIO YHUKASBbHbIX
nporpamm obecny>xmnsaHnsa Typuctos. MiccnepgosaHna 4. A. LLnHrapeson [12] oeMOHCTpUpyroT
BOCTPEeOOBaHHOCTb 3aBOEBaHUA MEXAYHapOOHbIX PbIHKOB C MOMOLUBKD MHHOBALMOHHbIX
MEeTO0B NPOOBMKEHNS, OPUEHTUPOBAHHbIX Ha rNobasnbHy0 ayanTopuio.

H. A. BamatnHa u A. B. 36apckasa [3] BbligensawoT OCOBEHHOCTN WMHHOBALWOHHOWN
OeATeNbHOCTM B TYpU3Me B YCNOBMSAX HOBOW peasibHOCTW, yKasblBasi Ha HeobXoouMOCTb
YCKOp€eHHOM ungposusauum busHeca. B 1o xxe spems, T. A. Kynarosckas u E. [1. ByTeHko [6]
NOAYEPKMBAIOT POJIb KpeaTUBHbIX TEXHONOMIN Kak hakTopa MoBbILLEHNS NPUBMEKATENbHOCTU
NPOAYKTa, PAaCCYMTAHHOIrO Ha akTMBHOro 1 nbosHaTenbHoro Typucta. C To4ku 3peHusa M.
M. Kynukoea n . B. CtaBepa [7], ycnewHble MHHOBALUMOHHbIE Noaxoabl (hOpMUPYIOTCA 3a
cyeT Konnabopauumn C Hay4HO-UCCnefoBaTeSIbCKUMN NHCTUTYTaMn, obecrneynBarowmMm
TeopeTnyeckue n npakTndeckme HapaboTkn. ViccnepgosaHus B. B. JlaBposa [8] akueHTupyoT
BHMMaHWEe Ha pasBUTMM TPAHCMOPTHOrO OOCAYXMBaHUSA Kak KJIlYEBOro 3sieMeHTa
Ka4yeCTBEHHOWN TYPUCTUYECKON UHPACTPYKTYpPbl. B pamKax permoHanbHOro niaHnpoBaHus,
nopyepkmsaemoro [. B. EpbirnHeim n E. C. Kynukosow [2], THHOBaUmMn CTaHOBATCS OAHUM N3
(haKTOpOB CTpaTern4eckoro pocta tepputopuit. MNMpu atom B. B. CynumuH 1 B. B. LLIsenos
[11] ykasbiBatOT Ha BaXXHOCTb LM(POBON TpaHChopMaLmMm B KOHTEKCTE FrOCYy0apCTBEHHOIO
ynpasfieHnsi, MO3BOSIAIOWEN co3fdaBaTb  A(PEKTUBHbIE  MeXaHu3Mbl  MOAOEPXKU
TYPUCTUYECKOro cekTopa.

IHHOBaUMOHHbIE Noaxoab! K NPOABVKEHUIO TYPUCTUYECKOro NoTeHumMana oxsarbisaloT
LWUNPOKUIA CNEKTP MAEeN U NHCTPYMEHTOB, MPW3BaHHbIX MNEpPEeOoCMbIC/UTL TPagUuLUMOHHbIE
Mogenn obLeHns ¢ NoTeHUManbHbIMU NyTeLecTBEHHNKaMN 1 cpopMnpoBaTb HOBOE BUAEHNE
TYpPUCTCKOro rnpopykta. B ycnoBumsax pactywmx oOXngaHuin aygutopun N HenpepbiBHOW
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undposmnzauun cepbl TypmamMa UMEHHO MHHOBALUMN CTAHOBATCSA MaBHOW OBVXKYLLEN CUSTOWN,
KOTopasi NO3BOJISET BbIAENNTLCA Ha (POHE MHOMOYNCIIEHHBIX KOHKYPEHTHbIX MPeaoXKeHNN.

Ocoboe BHUMaHWe yaensieTcs MCnosib30BaHNO LMGPOBbIX TEXHOMOMMI. [puMeHeHne
coumanbHblX ceTem n OGnor-nnatopM [OaéT BO3MOXHOCTb BbICTpamBatTb ON3KYHO
KOMMYHUKaUUVIO C MyTeLleCTBEHHUKaMKN: CcO3[aBaTb SPKUMA KOHTEHT, MPOBOAUTbL OHMANH-
TpaHCnAUuMKN, OpraHn3oBbiBaTb KOHKYPCbl M OMpOCbl. TakoW WHTEepPaKTUBHbIA (opmar
NoBbILLIAET YPOBEHb [OBepUs K MpennoXeHuo, fenaet ero 0Oofiee «4enoBe4HbIM» U
npmenekatenbHbiM. [ononHeHHasa peanbHocTb (AR) n BupTyanbHas peanbHocTb (VR)
NO3BONIAIOT MOTEHUMASIbHBIM  K/IMEHTaM  «MPUMEPUTbL» Ha cebs nyTewecTBue, pAasas
BO3MOX>XHOCTb BUPTYasilbHO NOCETUTb AOCTOMNPUMEYaTesibHOCTU, MO3HAKOMUTLCS C MECTHON
KyXHEN wnn npupogHbiMu  naHawadgTamu. [logobHble nopxoapl co3patT  addekT
BOBJ/IEYEHHOCTN N MOTUBUPYIOT TYPUCTA COBEPLUNTL PeasibHYO NOe3aKy.

MHHOBauun B npoasuXeHnn TypuamMa HEBO3MOXKHbI 6e3 KpeaTuBHbIX MapKETUHIOBbIX
ctpaternin. CoOBpPeMEHHblE TYPUCTbl LEHAT HEe TONbKO WH(pOpMauMlo O MapLipyte wn
OOCTOMPUMEYATENIbHOCTAX, HO W  3MOUMOHAsIbHYIO COCTaBnsAoWwyo. [1oaToMy BaXKHO
co3paBaTtb nctopum (storytelling), KoTopble NMOMOralwT PacKpblTb OCOOGEHHOCTU U KONOPUT
AeCTUHaunn Yepes peasibHble NN XyfoXKeCTBeHHble CloxXeTbl. Konnabopaunn ¢ n3BeCTHbIMU
JINYHOCTAMU N UHNIOEHCEPaMN, TeMaTnyeckmne cobbltus, dectneann n gnewmobsl — BCe
9TO ycunmBaeT UWHTepeCc U GopMUPYET MNOMOXUTENBHLIN 00pa3d MecTa. bonee Toro,
NCNOoSb30BaHNe HENPOMapPKETUHIa MO3BOMSIET MOHATb rNy6oKMe MOTMBbLI U NPennoYvTeEHNs
aygnTopumn, 4Tobbl (hopMmnpoBaTb HE MPOCTO TOBapPbl U YCAYrn, a LEHHOCTHbIE NPEOJIOXKEHNS,
PEe30HUpYoLLME C IMYHOCTHLIMY YCTaHOBKaMu TYPUCTOB.

TexHonorun big data n NCKyCCTBEHHOIo NHTENNEKTa 4at0T BOSMOXXHOCTb orepaTtopam
N MapkeTonoram cobupatb [aHHble O NPeanoyYTeHUsX, NOBEeOeHUU, AemMorpaguyecKknx
XapaKTepuUCTMKax K/MEHTOB M Ha UX OCHOBE BbICTpamBaTb MepPCOHasibHble MapLUpyTbl Y
cneumnanbHble akumn. NepcoHanbHbIn NogXon NOBbIWAET YAOBAETBOPEHHOCTb U JIOANBHOCTD
NyTEWEeCTBEHHNKOB, (POPMUPYS OCHOBY O PEnyTaumoOHHOrO M 3KOHOMMYECKOrO pOoCTa.
KpomMe TOro, noOsiBieHNE HULLEBbLIX HaNpaBfieHUN, TakKux Kak racTPOHOMUYECKUN,
MEAVNLNHCKNIA, UHOYCTPUanNbHbIA TYPU3M, OTKPbIBAET NEPCNeKTUBbLI AN rnyboKoro N3y4yeHus
NHTEPEeCOB Y3KNX CErMeHTOB PbiHKa, Npeanaras UM AeACTBUTESIbHO YHUKasbHbIA MPOOYKT.
CoBMeCTHbIe NPOEKThI, rAe KaXkgas CToOpoHa BHOCUT CBOW BKag, — Hay4Hble NCCneaoBaHns,
ynpasrieHYeckas noanepikka, (pMHaHcoBble pecypcChbl, OpraHM3aunoHHble BO3MOXHOCTU, —
CMOCOOHbI poXXaaTb AENCTBUTENBHO 3Ha4YMMble N 3PPEKTUBHbIE NHHOBaLUMN. KOMMEKCHBIN
noaxopf, peanusyemMblil Ha YPOBHE pernoHa UM HeCKOJSIbKUX PermnoHoB, MOMOraeT co3fasaTtb
TYPUCTCKNE MPOAYKTbl, KOTOPble BbIXOAAT 3a pPaMKW JIOKa/lbHOW YHUKa/IbHOCTU W
npruobpeTaroT 3HaYeHne Ha HauMoHanbHOM N gaxke rnobasibHOM YpOBHe.
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Ona HarnagHoOro pacCcMOTPEHMS HEKOTOPbIX KIOYEBbLIX WMHCTPYMEHTOB U (hopm
WHHOBaUWA, WUCMONb3YEMbIX B MNPOABMXXEHUM TYPUCTUHECKOro noTeHuuana, npenctaBum
obobuwatoLtyto Tabnuuy.

Tabnuua 1

AHann3 coBPEMEHHbIX NHHOBaLMOHHbIX MHCTPYMEHTOB MPOAB/KEHUS
TYPUCTUYECKOro NnoTeHumana

peansHOCTb (AR)

c/ion N WNHTEepPaKTUBHbIE
3SJIEMEHThI

MNHcTpymeHT CyLHOCTb NpumeHeHue Bo3moxHble
pesynbTarhl
BupTyanbHas CospgaHve ummepcurBHbIX | JemMoHcTpauus MoBblweHne
peansHocTb (VR) / | BneyatneHuin 4epe3 3D- | poctonprmMevaTesibHOCTEN, BOBJIEYEHHOCTH,
OonofiHeHHas Mogenu,  rpadu4eckue | NPeBbIO-TYPbl, WHTEPaKTUBHbIE | CTUMYIMPOBaHWE

My3eu

q)aKTI/I'-IeCKI/IX BN3NTOB

KOHTEHTa, KOMMYHUKaLmu
C ayguTopven

Big data n C6op n aHanu3 6onblwnx | MNepcoHanusaums MapLUpyToB, | YBenudeHue
MaccuBoB OaHHbIX, | QUHaMmnyeckoe KOHBepcuu, pocT
dhopmupoBaHmne LeHoobpasoBaHue, YOOB/IETBOPEHHOCTN
nepcoHanbHbIX TapreTMpoBaHHbIA MapPKETUHI K/IMEHTOB
peKoMeHgaunin

CouuaneHble cetn | MNMnatdopmbl ons | OpraHusauus KOHKYpCOB, | [NpsiMon kaHan cBsA3u C
pacnpocTpaHeHus CTPUMOB, «KUBbIX» | ayAUTOPUEN, BUPYCHbIN

pernopTaxen, B3aumMogencTsne
¢ 6norepamu

appeKT

Storytelling CospaHue BpeHauHr Tepputopun, posnkn, | dopmMmposaHne
3SMOUMOHANbHbIX NCTOPUA | Ny6ankaumu, aygnorngbi YHUKaNbHOro  MMUAXKA,
BOKpPYr nokaumi, 3anoMmnHaroLLMncs
cobbITUiA, MECTHbIX KOHTEHT
Xutenen

KpeaTtnBHble [MapTHepcTBO ¢ | NpoBepneHne COBMECTHbIX | PacwmpeHue

konnabopaumm KYJIbTYPHbIMU, MeponpuaTAR, dhecTvBanen, | aygutopuu, nosbilLeHNe
CMOPTUBHbIMY, BbICTaBOK TYPUCTNHECKOI
ob6paszoBaTtesfibHbIMM nprBneKaTenbHOCTH
yypexxgeHmsmm

okonorndeckne 1 | PaspaboTtka «3eneHbix» U | MapwpyTel € akueHToM Ha | dopmupoBaHme

counanbHble «OTBETCTBEHHbIX>» CoxpaHeHune npupogel N | NO3UTUBHOIO UMNOXA,

WHMLMATVBBI nporpaMm MECTHbIX Tpaguuuia OCO3HaHHOoe

notpebneHve

BMmecTe 9T WMHCTPYMEHTbI (POPMUPYIOT KOMMIEKCHbIN MNOAXOA K MPOABUXXEHUIO,
KOTOPbIN YYNTbIBAET pa3dHoobpasne MHTEPECOB NOTEHLUMaNbHbIX MOCETUTENEN, MEHSAIOLLMECS
TPeHabl N HEOBXOOUMOCTb CO34aBaTb YCTOMYMBBIE MEXaHU3Mbl pocTa. [1pyu 9TOM BaXkHO

MOHNMAaTb, YTO BHeApPeHVe NHHOBaLMI He MPOUCXOANT MTHOBEHHO: OHO TpebyeT NOAroTOBKMU
nepcoHana, MHBeCTULMI B MHDPACTPYKTYPY U pa3paboTKn CTpaTermyeckux niaHos.

[PaMOTHO BLICTPOEHHasi cucTemMa

MHHOBAUMOHHOIO MapkKeTunHra B Typusme

HanpaBfieHa Ha (OpPMMPOBaHNE [ONMOCPOYHbIX OTHOLUEHUN C UENeBON ayouTopuen,
NoAAepP>KKY NOSASIBHOCTU U MOBbIWEHNE penyTauun gecTuHaumn. Koy K ycrnexy nexuT B
NOCTOAHHOM MOHUTOPUHIe 3(PEEKTUBHOCTU BHEAPEHHbLIX PELUEHUA N NX CBOEBPEMEHHOMN

KOPPEeKTUpOBKe. BMecTo pa3oBbix KamnaHuii BCe Yalle AenatoT CTaBKy Ha ANUTENbHble
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nporpamMmmbl NPOABVKEHUS, NogpasyMeBaroLLe NocneaoBaTesibHoe pa3BuTne TYPUCTCKOro
NPOAYKTa, paclUMpeHe KaHanoB NPOABMXKEHNS N aKTUBHOE B3auMOAENCTBUE C PasNyHbIMU
cTenkxongepamn (MecTHoe HaceneHue, OU3HeC, opraHbl Bnactu, obpasoBaTelfibHble U
KYJIbTYPHbIE UHCTUTYTbI).

Takum 06pas3oM, WHHOBAUWMOHHbIE MNOAXOObl K MNPOABUXEHUID TYPUCTUYECKOro
noTeHunana npencTaBnAloT cobon CUCTEMHYKD paboTy, BKIKOYAKOLWYHO B3anMOCBA3b
TEXHONOMMYECKNX, MAPKETUHIOBbIX, OPraHn3auVoHHbIX W couuManbHbiX HoBauun. Wx
yCrewHoe NpuMeHeHne MeHseT naHawadT oTpacnn: hopMmpyeT CNpoC Ha HOBbIE YCAYrN,
NOBbILIAET KayeCTBO CepBUCa, YBENMYMBAET [OXOAbl YHaCTHUKOB pPbIHKa U copencrteyeT
YCTONYMBOMY Pa3BUTUIO TEPPUTOPUNA B LIENIOM.

NHHOBaUNOHHbIE NMOAXOAbl K MPOOBVKEHUIO TYPUCTMYECKOro MoTeHuMana cerofHs
ABNAIOTCA onpeaensiowmm (GakTopoM pocTa U KOHKYPEHTOCMOCOBHOCTU AecTuHaunin. OHn
OXBaTblBalOT BCE CTaAuU B3aMMOLENCTBMA C MNOTEHUMaNbHbIMU MNyTeleCTBEHHUKaMU: OT
NepBoOi KOMMYHMKaun Ao opMUPOBaHNA NOSASIbHOCTU 1 BO3BPALLEHNSA TYpUCTa B PErvOH.
BHegopeHne  unpoBbIX  TEXHONOMMA, WHTEPAKTUBHBIX NAatopM U KpeaTUBHbIX
MapKETUHIOBbIX PeLleHnii NO3BONSET BbIXOAUTb 32 PaMKU KIaCCUYEeCKOW peKknambl U
opueHTupoBatbCca Ha 6onee rnybokne LEHHOCTHbIE 3anpocCbl ayauTopun. 3HaYNMbIM
YyCNOBMEM ycnexa ABASETCA KOMMIEKCHOCTb peanndyembiX Mep, KOraa opraHbl yrnpasieHns,
6n3Hec U1 OOLWECTBEHHbIE OpraHn3auunm COBMECTHO paboTalT Hag pasBUTUEM
npuBneKkaTenbHON cpeabl N MOUCKOM YHUKabHbIX 0COBeHHOCTEN Tepputopuin. VIMEHHO Takon
CUHTE3 3HaHW, PECypCcoB U 3KCNEpPTU3bl (hopMUpyeT GnaronpusaTHble NPEanoCbiKN ANs
CO3AaHuA TYPUCTUYECKOro MpoAyKTa, OoTBevatowero ObiICTPO MEHSALWMMCHA TpeHgam u
HYy>X[aM COBPEMEHHOro obuecTsa. [pn 3TOM BaXXHbIM CTAHOBUTCS HE TOJSIbKO NPOABMKEHNE,
HO U OTBETCTBEHHOE OTHOLUEHME K COXPAHEHWIO KYJSbTYPHOro U NPUPOAHOro Hacnegus, a
TakxKe obecneyeHne KOMPOPTHLIX YCAOBUN A1 MECTHOIO HaCeNeHus.

B ponrocpo4Hoin nepcnekTnBe MWMHHOBAUMOHHbIE MeETOAbl MPOABWKEHUS BedyT K
NOBbLILLIEHNIO 3aUHTEPECOBAHHOCTN B PErMOHASIbHbIX MporpaMmmax, CTUMYMPYIOT passBuTue
NHPPaCTPYKTYpPbl U CMOCOBGCTBYKOT POCTY OKOHOMUKM 3a CHET MpPUTOKa TYPUCTOB WU
NHBECTOPOB. PerynspHbini aHann3 AaHHbIX, rMbKasi KOPPEKTUPOBKA CTpaTernin, NOCTosHHasA
obpaTHaa CBA3b C LUeNeBOW ayauTopuen — 3TO WHCTPYMEHTbI, KOTOpble MOMOratoT
onepaTuUBHO pearnpoBaTb Ha BbI30Bbl PbIHKA M COXPaHATb akTyanbHOCTb NpeasioxxeHun. B
NTOore MHHOBaLMM B MPOOBVKEHUN CTAHOBATCHA HE MPOCTO WHCTPYMEHTOM MapKeTuHra, a
Ba>XHbIM CUCTEMHbBIM 3N1EMEHTOM, (POPMUPYIOLMM HOBYIO MOAENb Typusma, rae LEeHATCS
YHUKasbHblE BreYaTneHns, aKonornyeckas 6e3onacHoOCTb U YCTONYMBBINA POCT.
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CONCLUSION

Issue 3(1) of the International Journal of Professional Science brings together a wide
range of studies that not only advance academic understanding in their respective fields but
also contribute meaningfully to professional practice. From nuanced literary analysis and
reimagined cultural frameworks to empirical business research, pedagogical innovation, and
socio-political discourse, this issue highlights the interconnectedness of knowledge and its
relevance in addressing contemporary challenges.

The contributions featured here serve as a testament to the intellectual curiosity and
scholarly rigor of our authors. By exploring diverse methodologies and engaging with real-
world issues—from developing bilingual competencies and promoting healthy student
lifestyles to measuring the emotional impact of digital marketing and enhancing regional
tourism strategies—this issue illustrates the multifaceted nature of professional science today.

We express our sincere appreciation to all contributors and reviewers for their valuable
input and commitment to academic integrity. We hope that this issue will inspire educators,
researchers, and practitioners to continue pursuing knowledge that bridges theory and
application, fosters critical reflection, and supports sustainable development in education,
management, culture, and beyond.

We invite our readers to engage with these articles, share their insights, and stay
connected with future issues as we continue to highlight the evolving landscape of
professional science.

With warm regards and best wishes,
Editor-in-Chief
International Journal Of Professional Science
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