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Innovative Forms of Experience Services in Business Activities
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Abstract. Recently, due to the global coronavirus pandemic infection caused by SARS-CoV-2 people were not able to 
meet their needs for obtaining positive impressions, emotions, memories by visiting global tourist places due to geosocial 
restrictions, which led to the establishment of new vectors of economic activity in the national market and the popularisation 
of Ukrainian experience services. The purpose of the study is to consider the experience services, not only as a mechanism 
of social and psychological rehabilitation of a person, but also as an alternative tool for the development of entrepreneurial 
activity in the field of entertainment. In order to obtain objective results in determining the essence of experience services 
and indicators that hinder its development in Ukraine, the study used system analysis and scientific generalisation. The 
paper also discusses the main directions of development of the market of experience services in the field of conservation. 
The study analyses destructive factors of an economic, organisational, regulatory, and administrative nature that can 
negatively affect the dynamics of development of the relevant service sector. The dual nature of mechanism for regulating 
economic and social relations in the experience economy was defined, namely: ordering public relations, the purpose of 
which is the creation and consumption of the final product of experience services by customers – obtaining emotions, 
impressions, experience (commodity market) and regulating processes aimed at implementing a set of measures, the tasks 
of which are the establishment of artificial circumstances, a scenario for a potential client to receive a product (impressions, 
emotions), for example, transportation, creating conditions for rapid movement from one location to another, etc. (market 
for the production of services). The service market for programming experience and the service market for delivering 
experience have been separated, which can become a vector of financial, organisational and investment development of 
both the protected industry and the separation of a separate area of business activity in the hospitality industry
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Introduction
The development of the experience economy on the national 
market requires the creation of new regulatory mechanisms 
that would take into account its economic and material es-
sence. The main basis for the practical implementation of 
economic and legal mechanisms in the field of providing 
experience services are regulations as guarantees of the le-
gality and transparency of relevant public relations, legiti-
mate and transparent organisation of economic activities in 
this area. Since geosocial restrictions do not allow getting 
tourist and recreational services in a conventional way, ex-
perience services, in particular in the form of impression 
cases, will allow private entrepreneurs to continue their 
economic activities in another way, as well as expand the 
forms of intersectoral relations, attract new business enti-
ties to economic and public relations, both in the field of 
conservation and in the hospitality industry. The develop-
ment of new vectors of investment and financial flows in 
the tourist, recreational, and conservation industries, by 
expanding the directions of economic activity related to 
the provision of experience services, will lead to a positive 
dynamics of environmental-oriented economic activity 
in general, a decrease in staff turnover, the emergence of 
new economic and environmental guidelines and trends in 
society, the emergence of new stakeholders in the industry,  
integrated economic and environmental development of 
regions.

According to A. Hellmann, L. Ang, S. Sood, the pos-
itive dynamics of experience services may depend on the 
manager's personality, business and professional qualities 
during direct interaction with the client, verbal and non-
verbal signals, ways to form a positive “pre-service” impres-
sion among potential consumers [1]. I.-M. García-Sánchez, 
O. Suárez-Fernández, J. Martínez-Ferrero also note that the 
personal and professional qualities of the manager for pro-
viding experience services are important in the economic
efficiency of the corresponding type of service, but, in ac-
cording to researchers, a significant role is also played by
gender as an element of the mental connection between
the manager and the client [2]. S.C. Geyik, L. Chowdhury,
F. Raudies, W. Pu, J. Shen note that the design of experience
services is a key element in the process of providing them,
since potential customers are primarily attracted by advertis-
ing and marketing tools [3]. Yu. Sun, S. Fang, Z.(J.) Zhang
note that the best arena for providing experience services
and self-presentation as a qualified manager is social networks 
and other media platforms [4].

The development of ecological and economic relations 
in the field of nature management requires the creation of 
new normative regulatory mechanisms that will take into 
account their economic and material essence. The main ba-
sis for the practical implementation of economic and legal 
mechanisms of relations in the field of environmental man-
agement are regulations as guarantees of the legality and 
transparency of relevant relations. However, the essence of 
the construction “economic and legal mechanism of nature 
management” does not have a single interpretation not 

only from a scientific standpoint, but also from a legislative 
standpoint, since it is determined taking into account the 
specifics of a particular type of Natural Resources and the 
procedure for their use.

Considering the above, the purpose of the study is to 
define the essence of experience economy as an innovative 
vector of business activity through the prism of legisla-
tive specialisation, taking into account the economic and 
organisational factors of the work of business entities, in 
particular in the field of the nature reserve fund of Ukraine. 
For the furtherance of this goal, the study set the following 
tasks: to analyse the forms of entrepreneurial activity that 
would have positive financial and organisational indicators 
and will become a mechanism for attracting constant in-
vestment flows in the field of conservation and hospitality 
industry; to solve scientific issues on the creation of an al-
ternative mechanism for providing services to the popu-
lation in conditions of social and geopolitical restrictions, 
and the inability to carry out tourist and economic activities 
in a conventional way.

Literature Review
Many Ukrainian and foreign researchers have analysed a 
wide range of issues related to the economic and organisa-
tional activities of the experience economy market. According 
to K. Seontaik, V.P. Magnini, experience services are a related 
tool in the sales industry, since the creation of an additional 
product for a particular brand or trademark is a tool for 
potential customers’ loyalty to their own services by calling 
full positive associations [5]. J.H. Triche, E. Walden claim 
that experience management is a multi-level system with 
many variables and latent indicators. Researchers compare 
organisational strategies for managing experience with 
fluctuations in the stock market, since economic activity 
aimed at providing services for impressions or selling “emo-
tions” is quite changeable and depends on fashionable trends 
in society [6].

O.V. Sadchenko, N.I. Khumarova suggest that the
main task of “impression marketing” is to comprehensively 
take into account the consumer’s desires regarding the 
properties of the product/service offered [7]. According to 
P.G. Pererva, V.O. Matrosova, O.M. Proskurnja, A.S. Vol-
chenko, A.O. Ghridina, the development of emotional mar-
keting is carried out through an emotional connection with 
the brand and marketing of experience [8]. G. Ranzini, 
E. Hoek consider that the marketing presentation of a product 
or service through social networks Facebook / Instagram
and their visual and material appearance in real time can
differ significantly [9]. Since the online and offline identity of
the product or service of the corresponding sector can be
different according to the principle of “expectation-reality”
and negatively affect the entire market [10; 11].

D. Zhu, H. Xu, analysing the system of their own
research, came to the conclusion that in the field of tourism, 
an important role in providing impression services or other 
tourist and entertainment services is played by the cultural 
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affiliation of the guide, since it is the ethnic and cultural edu-
cation of the individual that affects the degree of his “act-
ing” and flexibility in resolving misunderstandings with 
customers [12].

D.S. Carlson, K.M. Kacmar, M.J. Thompson,
M.C. Andrews note that an economically effective factor
in demand formation is successful self-presentation, that
is, without a proper positive image of the business entity
or manager, customer dynamics will have a low or even
negative character. The self-branding tool is an analogue of
business reputation and can form positive expectations for
future services in advance [13]. P. Sugathan, K.R. Ranjan
argue that the creation of a common product of two busi-
ness entities (collaboration) significantly depends on the
economic and organisational success of both, since an out-
sider can significantly affect the expectations of potential
consumers from the service in advance. The establishment
of organisational and legal transparency of such an alliance
can become an advance tool in the market and ensure positive 
dynamics of demand [14].

According to M. Kanbaty, A. Hellmann, H. Le. 
Development of the vector of experience economy forms 
innovative tools for presentation and impact on potential 
customers, one of which, according to researchers, is info-
graphics. Researchers define infographics as a mechanism 
for friendly presentation of necessary information directly 
to the consumer, taking into account the specifics of the 
service and potential expectations of the client [15]. At the 
same time, J.S. da Oliveira, G.M. Azevedo do Carmo con-
sider the experience management system as a control and 
manipulation of the perception of certain types of services 
by potential customers [16]. Y Zhang, J. Ao, J. Deng suggest 
that the experience economy is a promising eco-oriented 
direction, as it distracts from conventional ways of doing 
business. According to Chinese researchers, green con-
sumption, as the last link in consumer behaviour, can facili-
tate green production of services, change the environmen-
tal situation, and achieve sustainable development [17]. 
G. Bhattarai defines the field of experience services as related
to the advertising industry, since most of the impressions
and expectations of potential customers depend on advertis-
ers, their identification of the services offered [18].

Materials and Methods
The theoretical and methodological basis of the study are 
the papers of Ukrainian and foreign researchers on issues 
of economic and organisational activity of the impression 
services market as well as the basic conceptual foundations 
of the theory of emotion management. The information 
and legal basis of the study are the laws of Ukraine, reso-
lutions of the Verkhovna Rada of Ukraine and the Cabinet 
of Ministers of Ukraine, orders of the Ministry of Environ-
mental Protection and Natural Resources of Ukraine, the 
Ministry of Culture and Information Policy, the Ministry of 
Development of Communities and Territories of Ukraine, 
other bylaws regulating the organisational procedure for 
providing services to the population and economic and 

public relations in the hospitality industry, and the mech-
anism for regulating nature use in the implementation of 
environmentally oriented types of economic activities.

By using scientific generalisation a unified approach 
to determining the essence of experience economy was de-
fined, zoning of the market of experience services to the 
market for programming impressions and delivering im-
pressions to potential customers was offered. Due to system 
analysis method destructive factors were identified and 
the main regulatory conflicts that weaken and hinder the 
development of the impression services market within the 
national economy, in particular in the field of the nature 
reserve fund of Ukraine, were identified. During the forma-
tion of conclusions and prospects for further research, the 
following methods were used: scientific abstraction, which 
allowed identifying the main vectors of development of 
the market of experience services, taking into account the 
peculiarities of economic and environmental processes in 
the Ukrainian economy.

Using monographic method factors that reduce the 
appearance of dysservices in the field of experience services, 
as negative manifestations of an imbalance between supply 
and demand were identified, gaps in administrative, eco-
nomic and regulatory mechanisms for regulating relevant 
public relations were determined. The graphic method pro-
vided a visual reflection of the results of scientific research, 
namely: types of experience services, forms of economic 
activity in the relevant sector of the national economy and 
their relationship with each other, the implementation of 
contactless provision of services (e-experience services) 
in the hospitality industry, as an alternative form of doing 
business in modern socio-economic conditions and the use 
of natural resources without excessive anthropogenic load.

Results and Discussion

Destructive factors of the experience services market 
in Ukraine 
Public relations associated with the provision of experience 
services and “selling emotions” are becoming increasingly 
popular among the population, but remain outside the reg-
ulatory and economic field, which generates a lot of abuse 
both on the part of the business entity that provides the rele-
vant services, and on the part of potential customers who 
use regulatory gaps to avoid paying for the services provided. 
Destructive reasons that negatively affect the development of 
the experience services market include the following:

− lack of mechanisms for assessing the quality of services
provided from a conventional economic standpoint, since, 
as a rule, there is no materialisation of the final product, in 
particular the price/quality ratio;

− lack of regulatory and organisational support (for ex-
ample, the establishment of a conceptual and categorical 
apparatus, directions and principles of activity) and admin-
istrative and regulatory framework (for example, the statutory 
activity of a legal entity, a list of permits, in particular, obtaining 
limits for special use of natural resources or permits);
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− specific temporal framework of services, usually un-
stable nature, instability of organisational, economic, envi-
ronmental and social components (for example, the dura-
tion of providing the same service to different persons may 
differ significantly, which is the basis for determining such 
services as poorly provided);

− “affective” nature of services (for example, in the event 
of legal or out-of-court disputes, the inability to reproduce 
the exact algorithm of actions due to emotional uplift);

− lack of the possibility of certification or labeling of 
the relevant product, which significantly affects the level of 
quality of service delivery.;

− lack of expiration date (“relevance”), degree of repeat-
ability (template) and mandatory components, without 
which the corresponding service is considered to have been 
provided poorly or not provided at all;

− lack of conditions for “post-warranty service”, that is, 
the inability in the legal field to track the degree of influence 
of the relevant service on the well-being or consciousness 
of potential customers, the causal relationship, as a result, 
to bring the perpetrators to justice;

− lack of safety precautions for potential customers (for 
example, a ban on visiting places of a historical and mystical 
nature by tourists with psychological disabilities) and occu-
pational safety – for the personnel of the relevant business 
entities (lack of job and functional instructions due to the 
inability to establish qualifications and relevant requirements);

− low level of qualified event managers and service per-
sonnel, as experience services are provided mainly by spe-
cialists in the tourism industry;

− two-way subjectivisation of experience services; the 
business entity provides relevant services according to its 
own scenario, which it considers the most organisationally 
and economically profitable; the potential client also evalu-
ates the service provided according to its internal belief and 
outlook, which may differ significantly;

− low level of “donor economic activity”, for example, lack 
of properly equipped places for eating or resting while stay-
ing in remote or mountainous areas, low level or neglect  
of infrastructure facilities (for example, lack of equipped 
accommodation facilities (according to the Classifier of 
economic activities 55.1, 55.2, 55.3, 55.9) [19];

− low level of time management when providing ex-
perience services (for example, long periods of time when 
organising a move from one place to another for potential 
clients);

− lack of information and organisational policy in terms 
of attracting tourists, zoning advertising activities aimed 
at identifying potential visitors, popularisation among 
the target audience (for example, potential visitors to the 
Zacharovana Dolyna Nature Reserve (Smerekovy Kamin) 
are seekers of mysticism, and not those wishing historical 
enlightenment);

− low level of accompanying services for transferring 
potential customers to remote locations, especially moun-
tainous areas (for example, too high prices for related services 
and lack of comfort);

− presence of financial and political risks, for example, 
the risk of stagnation or decline in the market of impression 
services at the regional or national levels (lack of thorough 
research and operational monitoring of the needs of the ex-
perience services market, both by region and in the country 
as a whole; the possibility of market overload);

− unfavourable regulatory policy for small and micro- 
entrepreneurs carrying out their business activities in the 
field of experience services as payers of a single tax of II and 
III groups (for example, the introduction of a settlement 
operations register (SOR), as a means of state control over 
the turnover of non-cash and cash, accounting for goods, 
registration of services rendered and settlement operations);

− low level of financial and organisational support for 
entrepreneurs who provide experience services (insufficient 
level of trust on the part of banking or other financial and 
credit institutions);

− lack of branding of impression services and a market 
promotion strategy (for example, forming a separate direction 
of scary services or branding infrastructure facilities);

− low level of intra-enterprise organisation of the pro-
cess, that is, the corresponding services are aimed at pro-
voking a certain amount of emotions and impressions 
among customers; it is unacceptable to turn such services 
into educational and excursion services;

− lack of equipped territories that have a sufficient level 
of resource, economic, organisational, material, technical, and 
functional potential to ensure the level of service delivery for 
a wide range of people;

− lack of national and local cases in the field of providing 
experience services and marketing strategies.

Forms of economic activity in the field of the experience 
economy
Since the pandemic caused by COVID‐19 has caused a lot of 
negative consequences not only for the health of the pop-
ulation, but also for many vectors of economic activity in 
almost all spheres of the national economy, there is a need 
to introduce social rehabilitation areas of entrepreneur-
ship, which would become a vector of economic support 
for representatives of the private sector of the economy, 
meet modern social restrictions and ensure the mental and 
psychological recovery of society.

Considering the study by S. Bacq, G.T. Lumpkin, 
in the “coronavirus period” the most economically effective 
forms of conducting economic activity are social entre-
preneurship, the main tasks of which are to solve acute 
social problems by market methods [20]. Many leading 
researchers suggest that social and economic crisis is one 
of the fundamental motives for innovation. In a crisis like 
COVID-19, the survival and success of business groups is 
no longer a matter of improving its efficiency and effective-
ness. But the survival of entrepreneurs depends on the ability 
of the subject to define strategies and focus on non-standard 
innovative opportunities. According to economists, the 
most financially successful way to avoid or minimise the 
negative impact of COVID-19 on business is to engage in 
innovative areas of economic activity [21].
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According to M. Sigala, tourism companies have 
experienced three stages during the coronavirus turmoil: 
response – depression – recovery. It is those business repre-
sentatives who had sufficient resources for innovative and 
marketing transformations who receive a high potential for 
acquiring the status of stakeholders in the hospitality in-
dustry market [22]. Researchers [23] propose the creation 
of a new vector of the tourism industry – e-Tourism, as an 
alternative form of providing tourist services in the con-
text of coronavirus restrictions. Researchers suggest that 
e-tourism can find its place in the market and become a
challenge to existing economic and organisational para-
digms, but without a creative approach from both the sci-
entific community and representatives of the private sector
of the economy, the corresponding direction will not have
a proper basis for monetisation.

The tourism industry requires the creation of inno-
vative and marketing areas of economic activity that will 
meet modern socio-social restrictions, meet the needs of 
the population in obtaining positive emotions and mental 
rehabilitation, and become financially profitable forms of 
business. For the purpose of forming transparent mecha-
nisms for conducting business activities, reducing the tax 
and administrative burden on private entrepreneurs, pro-
viding an appropriate level of organisational and technical 

support, zoning of business entities in the Ukrainian market 
of services is proposed, depending on the type of their par-
ticipation in organisational and economic processes:

− business entity – experience programming operator:
a business entity (legal entity or individual entrepreneur, 
which ensures the creation of various forms, processes (in 
particular – uniquely designed) aimed at meeting the rea-
sonable demand of the consumer in obtaining a certain 
type of impressions, emotions, experience and organising 
their purchase and sale. Organisation of purchase and sale 
of impression services can also be carried out by trader, that 
is, a business entity that purchases various cases, processes 
aimed at programming or regulating the intensity of emo-
tions and impressions solely for the purpose of reselling 
it (for example, under the terms of franchise agreements, 
concessions, etc.);

− business entity – experience service provider: a
business entity (individual entrepreneur or legal entity) 
that fulfills its obligations to provide services to consumers 
through direct interaction with customers or online traffic. 
In connection with the creation of the market for experi-
ence programming services and the market for impression 
delivery services, there is a need to create regulatory mech-
anisms for public relations, aimed at providing auxiliary 
services (Fig. 1).

Entrepreneur – experience 
programming operator

The operator
for programming

experience

Delivery of 
experience services 
through interaction 

with consumers

Trader Online billing 
of experience 

services, in 
particular target

Entrepreneur – experience 
service provider

Entrepreneur – provider of ancillary services (a market participant who 
complies with the established rules and regulations regarding the provision 

of support services during the delivery of experience, is part of the hospitality 
industry (for example, catering, transfer)

Ancillary services market (a system of relationships that arise in connection 
with the delivery of impressions to consumers)

Mechanisms for regulating the economic activity of the experience service industry

Figure 1. Mechanism for regulating socio-economic relations related to the implementation of economic activities
in the field of experience services

Source: compiled by the author
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Legislative recognition of the 
experience industry, establishment 

of a legal framework for the 
development of public relations, 

economic activities, contractual and 
non-contractual structures

Monitoring of the experience 
programming market (analysis 

of the supply and demand 
ratio)

Monitoring of the market
of auxiliary services

of experiences (analysis
of the ratio of supply

and demand)

Transparent fiscal policy, 
reduction of the tax burden, 

availability of benefits

Creation of effective 
environmentally inclusive 

tools

Provision of financial and 
insurance resources to 

“enter” the industry

Monitoring of the market of 
experience services supply 

(analysis of the ratio of supply 
and demand)

Avoidance of administrative and 
regulatory pressure on PE

(for example, the introduction 
of a cash register for individual 

entrepreneurs, “unified” groups I, II

Transparency of payment 
mechanisms for special use of 
natural resources, prevention of 
artificial overestimation of cost 

indicators

Taking into account the above, it can be concluded 
that services for organising, programming emotions and 
impressions are not a type of tourist and recreational or 
educational services, it is a separate sector of public ser-
vices, the main tasks of which are achieved through the 

establishment of artificially created circumstances, processes, 
algorithms of activity or cases, in order to cause potential 
customers a certain kind of emotions, impressions, the ac-
quisition of non-traditional experience (usually positive), 
regulation of the intensity of emotions (Fig. 2).

Hospitality industry

EXPERIENCE INDUSTRY

Tourist and recreational
services

Services for programming emotions, 
impressions, and experiences

Services for delivering emotions, 
impressions, experiences, etc.

Experience industry
support services

Figure 2. Relationship of experience services with tourist and recreational services
Source: compiled by the author

Disservices of economic activity of the experience 
industry
Given the fact that the mechanisms of regulatory and 
economic nature of experience services are at the stage of 

formation, there is no thorough monitoring of markets, 
analysis of the ratio of supply and demand, there is a possi-
bility of the emergence of such an economic phenomenon 
as disservice of experience industry (Fig. 3).

Mechanisms for reducing the appearance of 
disservices in the experience industry

Figure 3. Developed mechanisms for reducing the appearance of disservices of economic activity
in the experience industry

Source: compiled by the author
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Experience industry services is an economic activity 
of an ecosystem direction (for example, auxiliary services) 
with latent, mostly delayed, negative consequences for 
human health and well-being or on natural ecosystems, 
unique territories, etc. (for example, equipping quest routes 
with special paths marked, which may in the future lead to 
the destruction or modification of migration flows of certain 
faunal groups, and therefore a decrease in their number).

The study suggests considering mechanisms for regulat-
ing the inclusive development of environmental management 
in the context of the experience economy in two clusters:

1) as a resource proper, in particular raw materials,
providing conditions for rehabilitation, recreational activ-
ities and meeting related human needs (the appropriate 
approach assumes that the resource is “physically consum-
able”, that is, a person can meet their needs if changes are 
made to the structure of the corresponding type of natural 
resources, their habitat, from partial destruction to complete 
destruction);

2) as a process, that is, a system of measures or other

actions aimed at providing consumers with tourist and rec-
reational services aimed at obtaining certain emotions and 
impressions, through interaction with natural resources 
(the approach involves minimising interference with the 
natural or physiological structure of resources, without 
their deformation or destruction). Institutional support for 
public relations, which regulates the actual process, should 
be zoned taking into account the method of providing such 
services:

− real-time experience services (offline entrepreneurship),
that is, direct interaction with clients by forming a per-
sonalised scenario for providing tourist and recreational 
services aimed at obtaining impressions (for example, de-
veloping a personal romantic tour of places of first acquain-
tance for a married couple; services of intimate experience);

− online experience services (e-impression services), that
is, a remote or indirect process of interaction with natural 
resources by modelling a client project, 3-D or 5-D quests, 
and experience case (Fig. 4).

Offline business
activity

Experience
services

Direct interaction 
with the client / direct 
interaction with natural 
resources

Direct interaction with 
natural resources / indirect 
with the client

Online business
activity

Real-time services: 
mystical tours to non-traditional 

places of worship

Remote services: 
experience cases; 

scary-quests; 
proposal tours;

5-D reality

Clients

Figure 4. Forms of economic activity aimed at providing experience services
Source: compiled by the author

Commercial reproduction of the natural state, texture, 
colour, scent of natural resources, representatives of faunal 
or floral groups is a type of indirect special use of nature, 
since, without their “physical” contact with the “body” of 
the resource, the reproduction of the visual and textural 
image would be impossible (Fig. 5).

Experience cases in the field of tourist and recre-
ational services are proposed to be considered as a properly 
ordered system of measures or other actions aimed at pro-
gramming (regulating the intensity) of emotions, impres-
sions, gaining experience based on an artificially developed 
scenario, taking into account the wishes of the client, his 
professional and personal qualities, tourist experience, 
financial resources. Experience cases have the following 
functional properties:

− graphic, audio and video formats;
− personalised artificial scenario that contains a number

of circumstances that should provoke a certain range of 
emotions and impressions in the client;

− indirect interaction with natural resources through
their visual or audio consumption;

− creation of experience case as the final product of all
processes of economic activity of an entrepreneur.

Considering the global coronavirus pandemic caused 
by SARS-CoV-2, the lack of opportunities to meet the 
needs for obtaining positive impressions, emotions and 
memories through traditional types of tourism, visiting 
global tourist places and resorts, due to restrictions of a  
political and social nature, online experience cases can 
become a tool for alternative tourism (Fig. 6).
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Essence and form of providing
experience services

Resource: the consumer uses 
natural resources to meet their 

tourist and recreational needs by 
changing, deforming, or destroying 

their biological structure (for 
example, making exotic drinks
that are credited with mystical

and romantic properties)

Process: direct use of natural 
resources or their properties

without the purpose of making 
changes to their biological structure 

(for example, proposal tours)

Development of sectoral or mixed marketplaces

Process: provision of experience 
services through remote interaction 
with natural resources (in particular, 

online trading, online trafficking)

Online experience operator
an entrepreneur who creates case 
systems aimed at programming

or provoking a certain range
of emotions, impressions,

and gaining experience

Online experience trader
entrepreneur-collector of experience 

cases or a set of copyrights, for 
the purpose of their further sale, in 

particular on the terms of franchising

Online experience traffic
entrepreneur who carries out a set 

of measures or other actions aimed 
at providing experience services to 
the consumer itself and carries out 
online promotion of such services, 

the creation of finishing content

Targeting experience services (in Facebook Instagram): 
product awareness, lead generation, target audience 

formation, conversion, placement (stories/news feed), 
visiting locations / points (collaboration with other 

platforms, such as 2GIS, Google Maps, etc.)

Preventing the appearance of disservices 
when providing online experience 

services (bots, fake web pages, copy 
web pages, fraudulent redirects, online 

financial fraud)

Development of 
the ecological and 
economic direction 
of inclusive activity 
by attracting new 

business entities to 
work in the field of 

providing experience 
services SMM promotion, 

increasing audience 
loyalty to the brand 
and its recognition

Establishment of international 
cooperation, partnership and 
sustainable intersectoral ties

Figure 5. Economic and organisational forms of entrepreneurs depending on the format
of providing experience services

Source: compiled by the author
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Development of marketplaces and self-branding

Private entrepreneur – provider of support 
services (Ukraine / Brazil)

operator/trader

Private entrepreneur – operator of visual 
and audio content / materials or services of 

experience or trader (Brazil)

Private entrepreneur – service provider of experience (Ukraine)

Bringing experience into line with the case in accordance with the 
economic and regulatory norms of national legislation

and providing services to the client

Creation of experience 
case and selling it to the 

supplier

Creation of primary audio, video, 
and graphic material/creation of an 

experience case

Experience case
(for example, a 5D scary case)

Client / End user

Mechanisms of inclusive growth of the hospitality industry

Figure 6. Mechanism for forming experience cases in the hospitality industry
Source: compiled by the author

Now, subject to existing geosocial restrictions, if a 
potential client intends to receive a scary quest (Appendix 1) 
on Snake Island (Keimoda Gradi Island, Brazil) (Appendix 2) 
and complete a certain amount of tasks, passing by more 
than 4000 thousand venomous snakes, the business entity 
develops a personal experience case in 5D format for such a 
client. A representative of the private sector of the economy 
that carries out its business activities in Ukraine and has 
organisational and technical equipment for direct provision 
of services to the client receives visual and graphic infor-
mation (material) or a ready-made case from the partner 
entrepreneur (depending on the terms of cooperation and 
material and technical resources of each business entity).

Uniquely designed experience case, aimed at pro-
gramming impressions, acquiring non-traditional experi-
ence, can not be considered exclusively as a subspecies of 
tourist and recreational product, since its main goal is not 
to familiarise the potential client with the historical and 
cultural features of a certain infrastructure object or natural 
complex (with a traditional tourist approach), but to challenge 
a certain range of emotions, regulate their intensity (Fig. 7).

Today, the market of experience services in Ukraine 
is at the stage of formation, since business entities do not 
have proper administrative, economic, organisational, and 
regulatory support mechanisms. There is no single view 
among the scientific community on the essence of experience 
services, their types and forms of practical implementation, 
which are associated with the lack of regulatory recogni-
tion of the relevant direction of economic activity. Some 
researchers, in particular G.V.N. Spoorthi suggests that the 
economic efficiency of the development of the experience 
service industry is related to the business reputation of the 
manager or the business entity itself [24]. Others argue 
that the discrepancy between the expectation and reality 
can become the main obstacle to the positive dynamics of 
demand for such services [25]. It is impossible not to agree 
with the opinion of leading foreign scientists that the estab-
lishment of the e-tourism industry is a financial and reha-
bilitation direction for the development of the hospitality 
industry, but requires a proper level of scientific and tech-
nical basis and legislative recognition as a separate form of 
economic activity [26; 27].
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Types of experience cases

Simple

The most realistic reproduction of natural 
ecosystems, conditions, biological cycle 

of faunal groups or floristic families, their 
structural features, climatic-geographical, 

relief conditions

Creation based on existing geographical 
and natural conditions, with hyperbolization 

of certain natural properties of objects of 
fauna and flora (for example, increase in 
biochemical properties of cistus, or the

sizes of nepenthes, etc.)

Fantasy

Figure 7. Zoning of experience cases depending on the visual and graphic form
Source: compiled by the author

Taking into account modern socio-economic chal-
lenges, it is the experience services that can become tools 
of financial and investment flows in the tourist, recre-
ational and protected areas of the national economy of 
Ukraine. Zoning of the market of experience services for 
programming and delivery will cause both a reduction in 
administrative and tax pressure on private entrepreneurs, 
and can become a vector for the development of economic 
and environmental inclusion of the hospitality industry, by 
attracting more business entities to the relevant economic 
and social relations. At the same time, the absence of a reg-
ulatory act or the establishment of a clear legislative posi-
tion on public relations related to obtaining emotions and 
impressions, in particular during the use or interaction 
with natural resources, determines the shadowing of the 
relevant sector of financial and organisational activities of 
business entities, establishment of quasi-normative structures 
of cooperation (agreements) and the formalism of bringing 
violators to legal responsibility.

The study suggests that providing experience services 
online and creating personal experience cases can be the 
key to understanding the new socio-economic conditions 
associated with the pandemic, in terms of the inability to 
manage everyday life and travel (crossing borders) in a tra-
ditional and familiar way for society. The format of providing 
experience services proposed by the study can introduce 
many economic and marketing trends, namely: experience 
services and experience cases can become the mainstream 
of the hospitality industry; areas of innovative collabora-
tion with the advertising sphere; a form of self-presentation 
(self-branding) for freelancers (for example, Insta-targeting 
or blogging); the emergence of new types of marketplaces, 
a latent tool for drawing attention to acute economic and 
environmental problems (for example, scary-case of im-
pressions associated with an anthropogenic catastrophe 
can attract the community to problems of drinking water 
shortage in the world). In particular, further study of the 
essence of experience services, the forms of their economic 

implementation, would become a constructive way to re-
store the hospitality industry, sustainable development of 
regions, the establishment of innovative intersectoral rela-
tions, in particular in the field of conservation, the expansion 
of economic and inclusive areas of economic activity.

Conclusions
Experience programming services require clear economic 
and legal, environmental regulatory tools, because without 
a proper level of institutional support, there are threats of 
copyright and related rights violations, consumer rights 
violations, excessive fiscal and financial-credit pressure on 
private entrepreneurs, and disservices as destructive forms 
of development of the experience industry. The development 
of experience services requires practical implementation of 
sectoral economic and contractual structures, training of 
specialised specialists, creation of standardisation and licens-
ing tools (if necessary), coordination by public authorities, 
and so on.

Taking into account the specifics of economic activity 
in the field of providing experience services, it is advisable 
to zone business entities into: entrepreneurs-operators of 
experience, entrepreneurs-traders, entrepreneurs-providers 
of experience services directly to customers. Today, expe-
rience services are considered as a subspecies of tourist 
and recreational services of the hospitality industry, but the 
study suggests the introduction of the experience industry 
as a separate sector of the national economy, which would 
develop in two independent formats: online and offline. Due 
to the simultaneous establishment of a two-vector system 
for the development of the experience service industry, ef-
fective mechanisms of ecological and economic inclusion 
are formed both from the standpoint of representatives of 
the private sector of the economy (for example, coopera-
tion with financial institutions, attracting entrepreneurs 
from related industries) and for state institutions (for ex-
ample, expanding the vectors of ecological and economic 
cooperation with institutions of the nature reserve fund 
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of Ukraine). The potential of protected areas as complex 
zones of impressions has a multifunctional character, since 
objects of the nature reserve fund of Ukraine can be con-
sidered as areas for the creation of visual and graphic content 
of experience cases, and actually complex zones of experi-
ence, where potential customers can order a proposal tour 
or scary quest in addition to traditional recreational services.

The experience industry is one of the most promis-
ing business vectors for all organisational and constituent 

forms of representatives of business groups, as it ensures 
the continuous development of economic activities even in 
conditions of geosocial distancing. In addition, impression 
services are aimed at indirect interaction with natural 
resources, which significantly improves the dynamics of 
reproduction, preservation of natural ecosystems and re-
duces the burden on the resource potential of many valuable 
territories and objects.

References
Hellmann, A., Ang, L., & Sood, S. (2020). Towards a conceptual framework for analysing impression management 
during face-to-face communication. Journal of Behavioral and Experimental Finance, 25, article number 100265. 
doi: 10.1016/j.jbef.2020.100265.
García-Sánchez, I.-M., Suárez-Fernández, O., & Martínez-Ferrero, J. (2019). Female directors and impression 
management in sustainability reporting. International Business Review, 28(2), 359-374. doi: 10.1016/j.ibusrev.2018.10.007.
Geyik, S.C., Chowdhury, L., Raudies, F., Pu, W., & Shen, J. (2020). Impression pacing for jobs marketplace at LinkedIn. 
In Proceedings of the 29th ACM International Conference on Information & Knowledge Management (pp. 2445-2452). 
New York: Association for Computing Machinery. doi: 10.1145/3340531.3412711.
Sun, Yu., Fang, S., & Zhang, Z. (J.). (2021). Impression management strategies on enterprise social media 
platforms: An affordance perspective. International Journal of Information Management, 60, article number 102359. 
doi: 10.1016/j.ijinfomgt.2021.102359.
Seontaik, K., & Magnini, V.P. (2020). The impacts of descriptive food names on consumer impressions. International 
Journal of Hospitality Management, 88, article number 102533. doi: 10.1016/j.ijhm.2020.102533.
Triche, J.H., & Walden, E. (2018). The use of impression management strategies to manage stock market reactions to 
IT failures. Journal of the Association for Information Systems, 19(4), 333-357.
Sadchenko, O.V., & Khumarova, N.I. (2019). The fundamentals of marketing in the ecological and innovative 
development of the impression'seconomy. Bulletin of Scientific Works “Market Economics: Modern Theory and Practice 
of Management”, 3(43), 26-41. doi: 10.18524/2413-9998.2019.3(43).183625.
Pererva, P.G., Matrosova, V.O., Proskurnja, O.M., Volchenko, A.S., & Ghridina, A.O. (2020). Innovative marketing 
strategies impressions in the tourism business. In The innovative marketing strategies impressions in the tourism 
business (pp. 410-427). Kharkiv: Tritorium.
Ranzini, G., & Hoek, E. (2018). To you who (I think) are listening: Imaginary audience and impression management 
on Facebook. Computers in Human Behavior, 75, 228-235. doi: 10.1016/j.chb.2017.04.047.
Kisiolek, A. (2014). The development of internet advertisement in Poland throughout recent years. Marketing and 
Management of Innovations, 1, 43-51.
Kisiołek, A., Karyy, O., & Нalkiv, L. (2021). The utilization of Internet marketing communication tools by higher education 
institutions (on the example of Poland and Ukraine). International Journal of Educational Management, 35(4), 754-767. 
doi: 10.1108/IJEM-07-2020-0345.
Zhu, D., & Xu, H. (2021). Guides' handling of multiple roles in interactions with tourists: The prism of impression 
management. Tourism Management, 85, article number 104306. doi: 10.1016/j.tourman.2021.104306.
Carlson, D.S., Kacmar, K.M., Thompson, M.J., & Andrews, M.C. (2019). Looking good and doing good: Family to work 
spillover through impression management. Journal of Managerial Psychology, 34(1), 31-45. doi: 10.1108/JMP-04-2018-0162.
Sugathan, P., & Ranjan, K.R. (2020). When co-production fails: The role of customer’s internal attributions and impression 
management concerns. Journal of Business Research, 121, 535-548.doi: 10.1016/j. jbusres.2020.02.038.
Kanbaty, M., Hellmann, A., & He, L. (2020). Infographics in corporate sustainability reports: Providing useful 
information or used for impression management? Journal of Behavioral and Experimental Finance, 26, article number 
100309. doi: 10.1016/j.jbef.2020.100309.
da Oliveira, J.S., & Azevedo do Carmo, G.M. (2019). Impression management strategies in the chairmen's statements: 
Evidence from the Portuguese banking industry. In International financial reporting standards and new directions in 
earnings management (pp. 199-215). Pennsylvania: IGI Global. doi: 10.4018/978-1-5225-7817-8.ch009.
Zhang, Y., Ao, J., & Deng, J. (2019). The influence of high-low power on green consumption: The moderating effect of 
impression management motivation. Sustainability, 11(16), article number 4287. doi: 10.3390/su11164287.
Bhattarai, G. (2021). Perception of organizational politics and employee performance: Antidotal role of impression 
management. Problems and Perspectives in Management, 19(1), 95-103. doi: 10.21511/ppm.19(1).2021.09.

[1]

[2]

[3]

[4]

[5]

[6]

[7]

[8]

[9]

[10]

[11]

[12]

[13]

[14]

[15]

[16]

[17]

[18]

Scientific Bulletin of Mukachevo State University. Series "Economics", 8(3), 46-59

Innovative forms of experience services in business activities



57

Order of Derzhspozhyvstandart of Ukraine. DK 009: 2010 No. 457 “On Approval of the National Classifier of Ukraine. 
Classification of Types of Economic Activity. DK 009:2010”. (2010, October). Retrieved from https://minfin.com.ua/
taxes/-/normdoc/kved2010.html.
Bacq, S., & Lumpkin, G.T. (2020). Social entrepreneurship and COVID‐19. Journal of Management Studies, 58, 285-288. 
doi: 10.1111/joms.12641.
Li-Ying, J., & Nell, P. (2020). Navigating opportunities for innovation and entrepreneurship under COVID-19. Retrieved 
from https://cmr.berkeley.edu/2020/06/innovation-entrepreneurship/.
Sigala, M. (2020). Tourism and COVID-19: Impacts and implications for advancing and resetting industry and 
research. Journal of Business Research, 117, 312-321.doi: 10.1016/j.jbusres.2020.06.015.
Gretzel, U., Fuchs, M., Baggio, R., Hoepken, W., Law, R., Neidhardt, J., Pesonen, J., Zanker, M., & Xiang, Z. (2020). 
E-tourism beyond COVID-19: A call for transformative research. Information Technology & Tourism, 22, 187-203. 
doi: 10.1007/s40558-020-00181-3.
Spoorthi, G.V.N. (2020). Different impression management techniques used in organizational settings. Journal o f 
Critical Reviews, 7(13), 1430-1435.
Moreau, C.-P. (2020). Brand building on the doorstep: The importance of the first (physical) impression. Journal of 
Retailing, 96(1), 155-167. doi: 10.1016/j.jretai.2019.12.003
Scott, Gr.-G., & Fullwood, C. (2020). Does recent research evidence support the hyperpersonal model of online 
impression management? Current Opinion in Psychology, 36, 106-111. doi: 10.1016/j.copsyc.2020.05.005.
An, S., Choi, Y., & Lee, Ch.-K. (2021). Virtual travel experience and destination marketing: Effects of sense and information 
quality on flow and visit intention. Journal of Destination Marketing & Management, 19. doi: 10.1016/j.jdmm.2020.100492. 
TOP-25: The most horrible places on the planet, where only the bravest will dare to go. Retrieved from https://bugaga.ru/
interesting/1146757909-top-25-samye-strashnye-mesta-planety-kuda-reshatsya-otpravitsya-lish-edinicy.html. 
Vinichenko, I., Tkachenko, S., Sereda, O., Prus, Yu., & Pochernina, N. (2021). Imperatives of Efficient Use of Land and 
Resource Potential of the Agricultural Enterprises of Ukraine. Scientific Horizons, 24(4), 72-89. doi: 10.48077/
scihor.24(4).2021.72-89.

[19]

[20]

[21]

[22]

[23]

[24]

[25]

[26]

[27]

[28]

[29]

Інноваційні форми послуг вражень у сфері господарської діяльності

Тетяна Олексіївна Ніколайчук

Інститут проблем ринку та економіко-екологічних досліджень НАНУ
65044, Французький бульвар, 29, м. Одеса, Україна

Анотація. Останнім часом внаслідок всесвітньої пандемії короновірусної інфекції, спричиненої SARS-CoV-2, 
люди не мали можливості задовольнити свої потреби в отриманні позитивних вражень, емоцій, спогадів шляхом 
відвідування загальносвітових туристичних місць через обмеження геосоціального характеру, що зумовило 
формування нових векторів господарської діяльності на національному ринку та популяризації українських 
послуг вражень. Метою статті є розгляд послуг вражень, не тільки як механізму соціально-психологічної реабілітації 
особистості, а також як альтернативного інструменту розвитку підприємницької діяльності у сфері гостинності. 
З метою отримання об’єктивних результатів у частині визначення сутності послуг вражень і показників, що 
гальмують її розвиток в Україні, у науковій роботі був використаний метод системного аналізу та метод наукового 
узагальнення. У статті також розглядаються основні напрями формування та розвитку ринку послуг вражень у 
царині заповідної справи. Автором проаналізовано деструктивні чинники економіко-організаційного та 
нормативно-адміністративного характеру, що можуть негативно впливати на динаміку розвитку відповідного 
сектору послуг. Було визначено подвійну сутність механізму регулювання економіко-суспільних відносин, 
пов’язаних із економікою вражень, а саме: упорядкування суспільних відносин, метою яких є формування та 
споживання кінцевого продукту послуг вражень клієнтами – отримання емоцій, вражень, досвіду (товарний 
ринок) і регулювання процесів, що спрямовані на здійснення комплексу заходів, завданнями яких є формування 
штучних обставин, сценарію для потенційного клієнта щодо отримання продукту (вражень, емоцій), наприклад 
транспортування, створення умов для швидкого переміщення з однієї локації до іншої, тощо (ринок виробництва 
послуг). Здійснено відокремлення ринку послуг з програмування вражень і ринку послуг з постачання вражень, 
що може стати вектором фінансово-організаційного та інвестиційного розвитку як заповідної галузі, так і 
виокремлення окремого напряму підприємницької діяльності в індустрії гостинності

Ключові слова: економічний механізм, ринок постачання послуг вражень, ринок програмування послуг вражень, 
інноваційна господарська діяльність
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Appendix 1. Proposed types of SCARY-services as an innovative form of providing experience services

SCARY-SERVICES

1. Scary-services related to historical and cultural places
Experience services related to the historical or political and social development of a particular infrastructure object or 
territory (for example, castles, other fortifications: Palace Koenig, Kharkivska oblast, Baturyn Fortress Citadel, Baturyn)

2. Scary-personal and mystical services
Experience services related to a certain historical person, or a deceased person, who is considered restless (spirit) and 

is in connection with a certain territory or infrastructure object, estate (for example, Pidhirtsi Castle, Pidhirtsi village, 
Brodivsky district, Lvivska oblast)

3. “Cult” events
Experience services associated with visiting territories or infrastructure facilities where cults of non-traditional ritual 
nature were performed for a certain period of time, in particular, the worship of pagan gods, natural phenomena (for 
example, Yeni Sala II, Perevalne village, Crimea; Bogitsky dolmens-portals, Gusyatynsky district, Ternopilska oblast)

4. Scary-services related to historical burial sites
Conducting tours to cemeteries with historical and cultural burials, or non-traditional monuments, visiting the coffins 
of outstanding personalities, for example, a sanctuary with ancient burials of a clan of priests in Nedayvoda village, 

Kryvorizkyi district, Dnipropetrovska oblast; Saint Peter and Paul Cathedral, Lutsk
5. Scary-services related to abnormal natural phenomena

Organisation of a historical and mystical scenario in the following places, for example, Mavrinsky Maidan, 
Dnipropetrovska oblast; Okonski Dzherela, Volynska oblast

6. Visiting “abandoned” infrastructure facilities, territories or zones, or ghost sites
Organisation of extreme events in abandoned high-rise buildings, remote villages with an unfavourable geo-economic 

location, in particular swampy areas, flooded refrigeration plant in Vasylkiv, Kyivska oblast; ghost town Pripyat;
military town Glukhiv-2, Sumska oblast

7. Visiting places with unfavourable energy or places of historical and social tragedies
Places of mass shootings or burials that took place during military operations, the Govda sanctuary on river Zbruch

8. Turbo-extreme entertainment with life and health risks
Performing night races in mountainous areas, or descending into abandoned tunnels, volcanic bungee jumping, diving 

in water with sharks or crocodiles in a glass cage, communicating with ghosts
9. Organisation of tours to “power places”

Creating a scenario based on the wishes of potential clients (finance and business, love, politics, health, etc.), (for 
example, mount Totoha, Medvin village, Boguslavsky district Kyivska oblast)

10. Organisation of personal quests
Individual programming according to the physical fitness or preferences of potential customers (for example, descent 

to the Mlynki cave, Zalissya village, Ternopilska oblast
11. Extreme catering

Master classes of cooking on an open fire or during the reconstruction of the ancient conditions of human existence; 
holding food events or tasting dishes that are not typical for national cuisine, but using domestic resources

12. Invent-extreme events
Creation of a theatrical historical or fantasy storyline for the pursuit of fugitives or gold seekers, etc.; in mountainous or 

forest areas that cause the presence of natural obstacles
13. Guided tours to places of magical energy where the cults of sorcerers took place, “meetings” with ghosts

Including with appropriate services for predicting the future, otherworldly suggestions for solving pressing issues of a 
personal, financial or other nature, etc. (for example, the Lepesivskyi divination temple, Lepesivka village,

Khmelnytska oblast
14. Participation in non-traditional cults, rituals, and ceremonies

For example, molfars, hradivnyky, khmarnyky, as well as “orders of rites” – conjuration for financial and investment 
growth, political career, and so on
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Appendix 2. List of potential places for creating experience cases (Ukraine / worldwide)

Potential foreign objects (territories) for creating experience cases
No. s/n Name Location Note

1 Darvaza Gas Crater Turkmenistan
2 Snake Island Brazil

Waverly Hills Sanatorium Kentucky, USA Abnormal activity

3 Bran Castle Romania Abnormal activity

4 Hashima Island Japan

5 Lake Natron Tanzania

6 Doll Island Mexico

7 Psychiatric hospital in 
Parma Italy Ghosts

8 Centralia Pennsylvania, USA Abnormal natural activity
9 Plague island Italy (Poveglia) Ghosts

10 Lipp Fortress Offaly, Ireland Ghosts
Potential Ukrainian objects (territories) for creating experience cases

1 Pripyat Kyivska oblast, Ukraine

2 Somynske Lake Somyn village, Volynska 
oblast

3 Ghost Valley Alushta, Crimea Ghosts
4 Donetsk airport Donetsk, Ukraine

5 Pidhirtsi Castle Pidhirtsi village, Brodivskyi 
district, Lvivska oblast

6 Mount Bona Kremenets, Ternopilska 
oblast Abnormal phenomena

7 Hitler's headquarters a Stryzhavka vilalge, 
Vinnytska oblast Abnormal activity

8 Khropotva Lake Khropotivka, Khmelnytska 
oblast Ghosts

9 Mertve Lake Kamyanka village, Lvivska 
oblast Ghosts

10 Buhayskyi triangle Mala Buhayka village, 
Sumska oblast Ghosts, hallucinations

Source: compiled by the author based on [28; 29]
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