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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
differencesn 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, réécting 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 wols 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 gqeess 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.
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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 theDecadence 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 surrogat
oflove,andn attempt to avoid a relationship with the ofemme f

fataled are described, and the reasons for the emergence
proposed for corggration: the policy of inclusiveness and the crisis of morality. It is suggested that a new female image of
Opofsatt al 6 woman, which is waiting to be studied, has emei
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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
HonorS 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

nt ernat ioofn aPlr ojfoeusrsni aoln a |

I nt
14
Ne3(1) - 2025


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

Professional science applies the Creative Commons Attri bt
https://creativecommons.org/licenses/ by/4.0/4d

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 digiteractions drive brand loyalty and purchasing behavior. This study
employs an empirical mixadethod approach, analyzing consumer data, virtual shopping environments, and interactive
fitness platforms to assess the impact of experiential marketinggstisté&indings reveal that personalized experiences,
gamification, and influencedriven content significantly enhance customer retention and brand perception. However,
challenges such as digital fatigue and consumer skepticism towardts/ah personaliation highlight the need for adaptive
strategies. The study concludes that businesses must continuously innovate their experiential offerings to align wigh evolvin
consumer expectations and technological advancements.
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Consumer Behavior

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).
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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 thjji}
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