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B ycnosusx nanapemuun COVID-19 arpoTypusm siBsIeTCsI ONHUM 13 HauboJiee BOCTpeOOBaHHBIX (POPMATOB MyTELIECTBUIA.
OnHaKo poCT MHTepeca MOTpeOUTeIel K arpOTypr3My He TapaHTUPYET YCIELIHOCTDb BCEX arpOTypUCTUUYECKUX aTTpaKuid. OqHuM
13 HEOOXOAUMBIX YCIOBMIA IIPUBICYEHMS TYPUCTOB SIBJISICTCS IIpOopaboTaHHAs MAPKETUHIOBAsI CTPATerusi, OpPUEHTHPOBAHHAS
Ha CO3/IaHNe TO3UTUBHOTO TYPHUCTCKOTO OMBITA. B cTaThe Ha OCHOBE aHaIM3a OHJIAMH-OT3BIBOB FOCTE OHOTO 13 HauboJiee n3-
BECTHBIX arpOTYPUCTUYECKUX KOMIUIEKCOB POCCUM BBIZC/IEHBI KITIOUEeBbIC (haKTOPHI, BIUSIONINE Ha BIICYATIICHUS TOCETUTEIICHA.
PesyabraThl aHaIM3a MOKa3bIBAIOT, YTO MMO3UTUBHbIN OTBIT CBSI3aH MPEXKIE BCETO ¢ YHUKAIbHBIMUA OCOOCHHOCTSIMU aTTPAKLINI:
atMocdepoii, KOHLEMLIMENR, TaCTPOHOMMEN U IMYHOCTBIO X03s1MHa. B cBOIO ouepenb, KitoueBbIMU (hakTopaMu (pOpMUPOBaHUST
HEraTHBHOTO OIIbITA SIBJISTIOTCST HU3KasT KIIMEHTOOPUEHTUPOBAHHOCTD ITEPCOHAIA U PsII TUTUEHUYECKUX ITPOOIIEM, CBSI3aHHBIX C
Ka4yeCTBOM BOIOCHAOXKEHUS M KAHATM3ALIL.
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Agrotourism is one of the most popular trip format during COVID-19 pandemic. However, the growing consumer interest in
agrotourism does not guarantee the success of all agrotourism attractions. One of the prerequisites for attracting tourists is a well-
developed marketing strategy focused on creating a positive tourist experience. This paper highlights the key factors influencing
the experience of visitors based on the analysis of visitors’ online reviews of one of the most popular agrotourism resorts in Russia.
The analysis’ results show that the positive experience is primarily associated with the unique characteristics of the attraction:
atmosphere, concept, gastronomy and owner’s personality. In turn, the key factors of negative experience are the low customer
orientation of the staff and a number of hygienic problems associated with the quality of water supply and sanitation.
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