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Abstract. Niche tourism is aimed at satisfying special interests of tourists. These are tours for clients
with special motives and travel goals. Not massive interests of clients realized by the stakeholders
of tourism market create conditions for the special interest tourism development. The niche type of
tourism is in one way or another aimed at meeting the needs of tourists with a special type of life and
consumer orientations: these are people with a relatively high degree of reflection and self-reflec-
tion, striving to saturate the needs that are absent or not realized by the bulk of people (“higher”).
Such people often understand a travel as systemic one, including health and recreational (healing),
cultural and educational (philosophical and esoteric) and extreme mystical (spiritual, magical, sha-
manistic, etc.) components. Self-improvement and self-realization, harmonization and clarification
of relations with the world, introduction to new experience and secrets of the universe as motives of
tourist activity form a special stage in the formation and development of tourist motivations. Tourist
travel is an important sphere of self-realization and self-actualization of a person, his self-improve-
ment. In the context of this function and even mission, tourism of special interests has a set of ad-
vantages over mass tourism. It has intensively manifested psychological and pedagogical functions
of preventing and correcting disorders, as well as supporting the development and habilitation of
a person. Modern niche tourism requires the training of specialists familiar with psychological and
pedagogical technologies to support human development, in two ways: 1) in the process of retrain-
ing or additional training of educational psychologists in the field of (niche) tourism; 2) retraining or
additional training of specialists in the field of tourism in the field of psychological and pedagogical
problems of support (coaching support) of the development and career of an individual.
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HULLEBbLIA TYPU3M KAK NCUXONIOrO-NESATOrMYECKAA
NMPAKTUKA U HANPABNEHUE AONONHUTENIbBHOIO
OBPA3OBAHMUA

Huwesblili mypusm — pasden mypusma, HarnpasneHHsIl Ha y0oenemeopeHue PasnuvHsIX 2pyr 0co-
6bIx UnU «CreyuanbHbIX UHMepPecos» mypucmos. 3mo mypbl 044 KAUEeHmMos ¢ 0cobbiMU Momusamu
u yenamu nymewecmaus. Typusm crieyuasnbHsIx UHMepecos cyujecmsyem rnomomy, Ymo Ha mypu-
CMUYEeCKOM pbiHKe bblau 0CO3HAHbI MAKUe cghepbl U UHMepPecsl KAUeHmos, Komopele He bbiau u He
moaym 6bimb maccosbiMu. Huwesblli mun mypusma mak uau uHa4ye obpawieH Ha yooesnemeope-
Hue nompebHocmeli mypucmos ¢ 0cobbiM MUNOM HU3HEHHbIX U mompebumesnbcKux opueHmayuli:
3Mo 10U C OMHOCUMEsLHO B8bICOKOU U 8bICOKOU cmerneHbto peghrieKcuu U camopedghaekcuu, cmpe-
MAWUECA K HacslweHuro nompebHocmeli, omcymcmeyrowjux Usu He 0CO3HA8aeMblx OCHOBHOU mac-
coli modeli («sbicwiux»). Typucmuyeckoe nymewecmaue 0718 MaKux Atodeli yacmo npeocmasnsem
coboli cucmemHoe, 8K/YAIOWEE 0300POBUMENbHO-PEKPEAUUOHHBIE (UesumesnbeKoe), Kysnemyp-
Ho-0bpazosamesibHoe (hUnOCOPCKO-330MepuvecKoe) U SKCmpemanbHO-Mmucmuveckue (OyxosHoe,
Ma@2u4yecKoe, WamMaHUcCmcKoe, u m.0.) KomrnoHeHmMel, nymewecmaue. CamocosepuieHcmeosaHue
U camopeanusayus, 2apMOHU3AUUA U NPOsACHEHUE OmHoweHuli ¢ MUpOM, rnpuobweHue K Ho8oMy
onbimy U maliHam MUpo30aHUS KaK Momusbl mypucmu4eckoli desmesnbHocmu 06paszytom ocobbili
aman hopMuposaHUA U pazsumus momusayuli mypucmu4veckoli akmusHocmu. Typucmudeckue rny-
mewecmeus 8bICMyrnaom KaK 8aXHAA chepa camopeanu3ayuu u Camoarkmyanu3ayuu YenoeeKxda,
€20 CaMmocosepuieHCMe0o8aHuUs. B KoHmexkcme 8aHHOU hyHKUUU U Oaxce MUCCUU mypu3m crieyuarns-
HbIX UHMepecos 0bsadaem KOMIMAEKCOM Mpeumywecms neped Maccossim mypusmom. OH umeem
UHMEHCUBHO MpoABseHHble CUxXon020-neddzoaudeckue hyHKUUU Mpo@duUAaKMUKU U KoppeKkyuu
HapyweHul, a makxe no00epHKu passumus u abuanumayuu Yenoseka. CospemeHHbIl HUwesbll
mypu3zm mpebyem no620mosKuU Creyuanucmos, 3HOKOMbIX C MCUX0s1020-Meda2o2udecKUMuU mexHo-
7102UAMU NOOOEPHKU pa3sumus Yenoseeka: 1) 8 npoyecce nepernod2omosKku uau 0onoaHuUmensHol
M10020MOoBKU Meda20208-rcuxon0208 8 cgepe (Huwesoz2o) mypusma; 2) nepernod20mosKu usu 0o-
nonHUMensHol M0020MOo8sKU crieyuanucmos 8 0baacmu mypusma 8 0b61acmu rcuxon02o-nedaeoau-
YecKux rpobsem nodoepHKu (Koy4uHe Cornpo8oxrcOeHUs) pa3sumus U Kapbepbl UHOUBUOA.

Kntouesble cnosa: Huwesbili mypusm, 330mepuyeckuli mypusm, mypusm creyuanbHbiX UHmMe-
pecos, decmuHayus, Ncuxosn020-nedazo2udeckue hyHKUUU mypusma, MUCCUs mypucmu4yecKo-
20 busHeca, mypucmuyeckuli npodykm.

[na uutuposaHua: FacaHosa P.P., ApneHTbeBa M.P., [lysanvHa O.H. HuwweBbI TypM3m Kak NCcUxonoro-negarornye-
CKas MpPaKTWKa W Hanpas/ieHve JOMOoNHWUTENbHOTO 0bpa3oBaHus // CoBpemeHHble Npobiembl cepBuca 1 Typusma.
2021.T.15. Ne2. C. 7-18. DOI: 10.24412/1995-0411-2021-2-7-18.
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Introduction. Additional education is a
field of education that is most responsive to
changes, fashion trends, crisis trends, inno-
vations and transformations in education and
related practices [6]. Today, modern peda-
gogical and psychological education is close-
ly monitoring the practices and technologies
of enhancing education, subjectivizing the
life of the individual, including those related
to tourism and pedagogy of adventure. And
modern tourism education tracks the areas of
change in which the traditional competencies
of guides and managers of travel companies,
destinations, etc. turn out to be insufficient:
in addition to environmental and cultural ed-
ucation and competencies, modern guides
and managers need psychological and ped-
agogical competencies. Modern tourism is
changing, becoming an increasingly integra-
tive practice of human development, for ex-
ample of niche tourism [18].

In the modern tourism industry, there
has been an ever increasing trend in the de-
velopment of special types or types of tour-
ism, tourism of special interests (special in-
terest tourism). Modern tourism is actively
expanding the scope of its activities, including
due to the increasing diversification and spe-
cialization of tourist trips and other products
[20; 22; 28]. As a result, niche tourism is start-
ing to become an increasingly important field
of tourism, annually giving a huge increase
even in those areas that were traditionally
considered massive. But there are also ar-
eas that have never been and can never be
massive. This type of tourism is intended for
tourists with a special type of needs: in the
context of A. Maslow’s hierarchical model of
needs, tourists who demand routes and other
tourist offers of this type belong to a group
of people who require a special quality of im-
pressions about the world, and, most impor-
tantly, about themselves. The tourist travel of
such tourists is an integration of health-im-
proving and recreational (healing), cultural
and educational (philosophical and esoteric)
and extreme mystical (spiritual, magical, sha-
manistic, etc.) travel [2; 3].

The problems of the development of the
theory and practice of niche tourism have
been studied from various points of view by
both foreign and domestic investigators [7;

11]. This issue in our country and, especially,
abroad [4; 5; 10; 50 and others] paid attention
to many practitioners and theorists of tour-
ism. However, an integral model has not yet
emerged, even thanks to the works of such a
researcher as B. Trauer [25]: modern tourism
is so many-sided and mobile both in practice
and in theory that it is possible to find com-
mon grounds for the development of system
models and even classification of types of
tourism and travel services and products are
very difficult. Our work is another step in this
direction. The theory of tourism is also chang-
ing. Scientists associate the development of
esoteric and other types of “tourism of spe-
cial interests” with both the maturity of the
tourism market and the crisis of communities
[1]. A predictive and up-to-date assessment
of the demand for a tour and its quality was
previously carried out on the basis of an as-
sessment of the destination and other prod-
ucts and services related to the tour, for ex-
ample, allocated by A.M. Morrison “10 A” of
the successful destinations: 1) awareness; 2)
attractiveness; 3) availability; 4) accessibility;
5) appearance; 6) activities; 7) guarantees
and confidence (assurance); 8) appreciation;
9) ongoing actions (action); 10) accountability
[23]. Among these indicators, however, there
is no indication of the orientation of the tour-
ist product to the type of customer [11].

Purpose of the research. The purpose
of our research is to study the features and
directions of development of niche tourism,
study its content and prospects for its devel-
opment in Russia and the world, including in
the contest for training specialists who are
ready to work with the problems of psycho-
logical and pedagogical support for the devel-
opment of clients as individuals, partners and
professionals in during a tourist trip. This type
of tourism is in one way or another intended
for tourists with a special type of needs: these
are people with a relatively high and high de-
gree of reflection and self-reflection, striving
to saturate the needs that are absent or not
realized by the bulk of people.

Research results. The basic paradox of
the postmodern era, its, is built on the funda-
mental contradiction between massism and
“groupism” the destruction of mass culture
leads to the emergence of more fragmented
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“small masses”. At the same time, existence is
alienated, and, as a result, is associated with
the subordination of multiform power; the
only power of society is formed by the “con-
stantly renewed game of solidarity and reci-
procity” [18; 21; 28]. Marketing and consumer
research has traditionally defined consumers
as individuals who make choices about prod-
ucts and servicesin the marketplace as individ-
uals rather than representatives or members
of a group. However, a modern perspective
focuses on the reality that human life is so-
cial and man is a social phenomenon. Tribes
and other numerous small groups to which
humans belong are fundamental to their life
experiences. Tribal marketing shows that not
individual consumption of products is vital
activity, but that this activity (consumption)
facilitates, builds significant social relations.
Social “connections” (social relationships)
are more important than things (services and
goods, their brands, etc.). A new paradigm is
emerging in consumer research, brand man-
agement and communication management.
And this paradigm is undoubtedly directly ad-
dressed to such phenomena as niche tourism
and other analogues of “tribal consumption”
in other areas [18].

Many approaches in tourism of special
interests are associated with sociological and
socio-psychological models: cohorts and gen-
erations, tribes and subcultures. For exam-
ple, according to M. Maffesoli, in the modern
world, scientists observe the revival of cer-
tain archaisms of personal, interpersonal and
professional life, previously relegated to the
background in modern society, examples are
modern nomadism, tribalism (the emergence
of new, modern tribes and their postmodern
mythology) [18]. The concepts with which the
author tries to express his new approach to
social reality include, in particular, sociality,
community and interconnection. New forms
of (“emotional”) sociality and an emphasis on
a sense of connection and unity or reliance are
found in the field of entertainment and fash-
ion, in leisure and in everyday rituals, lifestyle,
and in new cults and practices, innovations
and renovations. Aspects of life are waking up,
rooted in collective memory, archetypes, that
is, in the generic and collective unconscious.
This is manifested in the activation of psycho-

logical mechanisms of collective behavior, im-
itation and pressure. To typical manifestations
of the “new savagery” of representatives and
relations between representatives of modern
tribes and between tribes, we can include
various manifestations of hedonism and con-
cern for their own comfort and well-being,
manifestations of attraction and passion, con-
cern for the instincts of reproduction and su-
periority. Postmodernity manifested itself as
an impulse to community, including the need
for collective emotions, as neo-tribalisms [18;
27]. Therefore, it is now becoming more and
more popular to study tourism in terms of
identifying consumer tribes or “neotribes”. A
separate important aspect of understanding
tourist activity is its study as a component of
life and human development in general. Such
activity is both typical and individual, it is part
of the experience and the stage of human life
and development [28]. In the era of “tribes”,
it also reflects the life of not only the individ-
ual, but also the whole tribe. Moreover, this
(niche, specialized) tourism activity is a way
of (self) organizing and transforming “tribes”
and their members.

Niche tourism (niche tours) refers to spe-
cialized tourist trips in small groups organized
by experienced travelers with a relatively nar-
row and specific specialization, including visit-
ing non-standard and little-explored routes. S.
Read used the concept of “special interest trav-
el” [25]. To indicate travel for specific purposes
to specific regions or destinations, along with
the concept of “tourism of special interests”
the term “alternative tourism” is also used [5],
emphasizing its difference from mass tourism.
Also, the term “adjectival tourism” is often
used, which includes various niche or special
types of tourism associated with broader, in-
cluding traditionally massive categories (for ex-
ample, cultural tourism), or included in a sep-
arate group (medical, dance, etc. tourism) [25;
26]. Thus, this is a narrowly targeted tourism,
and tourists in it are a group of people who un-
dertake a trip with a clearly defined purpose
related to the specific needs of this group of
consumers [15]. S.S. Maletin writes that tour-
ism of special interests is a type of tourism that
includes travel by consumers, whose choice
of rest is determined by a special motivation,
and the level of satisfaction is determined by
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the impressions obtained as a result of travel
modern people strive to go beyond the ordi-
nary, to experience something extraordinary
[10]. According to K. Ohmay, the strategic tri-
angle used in developing the strategy of a trav-
el company should take into account the goals
and interests of the three main players that
form the strategic triangle: the company (cor-
poration), customers (customer) and competi-
tors [13]. However, in recent decades, the mo-
tives and interests of clients are leading in this
economy [5; 8; 9; 12].Tourism emerged at the
stage of service economy and is actively mov-
ing towards the stage of service economy [24,
p.245]. On this path, it is increasingly moving
from mass and mixed to special or niche. Most
often, niche tourism is in demand when trav-
elers are interested in a special, memorable
experience. Experience is becoming the foun-
dation of relationships in the modern world.
Tourism is seen as part of the culture of con-
sumption, including the consumption of expe-
rience [20]. As a result, the internal scheme of
tourism is undergoing a transformation: there
is a transition from the 3xS model to the 3xE
model, in which experience and entertainment
are one of the components. Tourism is moving
from the traditional passive 3xS model (sun,
sea, sand) to “new tourism” in the 3xE mod-
el (education, entertainment and experienc-
es). Modern tourists, including those already
spoiled by mass travel, cannot live without
“special” impressions and are often willing to
pay for them [8; 9]. Every year it is more and
more difficult for travel companies to get from
tourists “Wow!”, surprise and amazement.
This is possible only when the “psychological
product” is greater than expected, the expec-
tations of tourists are exceeded. For some cli-
ents, tourism, like other forms of their life, is a
path of self-development, broadening their ho-
rizons and understanding themselves and the
world [2; 3; 11; 12]. However, the proportions
between the three E’s are not always balanced.
The desire of the masses to experience a vivid
experience is changing the tourism business
and its offers, therefore entertainment and
impressions increasingly prevail in them. Trav-
eling is a search and satisfaction of the need
for happiness (fun), therefore modern critics
write about the “Disneyization” of tourism and
about “tourist fast food” [1; 8; 27].

Observing what is happening in the the-
ory and practice of tourism, we see an active
penetration of psychological and pedagogical
models into tourism [24] and no less active at-
tempts to comprehend the psycho-long-ped-
agogical aspects of tourism by psychology
and pedagogy [2; 7; 22]. For psychological
and pedagogical education, turning to tour-
ism and its opportunities means a significant
expansion of opportunities, an increase in the
range of development of teaching and educa-
tional technologies and means. For education
in the field of tourism management and other
specializations in tourism, turning to psycho-
logical and pedagogical aspects also means a
significant enrichment of opportunities and
work technologies. There are several options
for analyzing this and other problems, one of
them is suggested by S. B. Rebrick, that even
highlights the levels of satisfaction of the
tourist consumer [14]:

e A mass tourist often falls into the zone
of zero level, indifference, when his expecta-
tions coincided with the level of the service
received (he partially received new impres-
sions, but they are not strong, new and at-
tractive).

o A satisfied tourist usually encounters
exceeding his expectations (carefully planned
by a travel company that understands the
laws of the economy of impressions) [14; 18].

¢ Unsatisfied customer zone - a situation
in which the customer did not receive what
he thought he paid for. “In the chain” raw ma-
terials - goods - services - impressions ”, the
share of value added is gradually growing and
it is the impression that falls on” [8, p. 151].

The emergence of the experience econ-
omy was predicted by E. Toffler, but now all
modern firms, striving to conquer the con-
sumer, promise unforgettable, positive and
strong experiences. As a result, in tourism,
for example, programs such as “Disneyland
+ Museum” are becoming widespread, this
already acts as a general trend in the tourist
market. Traditional types of tourism are sup-
plemented by new types and features: the
share of natural and anthropogenic objects
(reservoirs, ponds, forest parks, etc.) is in-
creasing; the share of business, industrial and
architectural, and, in general, technogenic
tourism, for example mining (mines, mines,
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quarries) and factory [17; 23]. Objects that
can be called exotic are also becoming popu-
lar in route and stationary tourism.

In the world of niche travel trends in the
outgoing year, the countries of Africa and oth-
er little-explored territories and waters have
become. In Russia, this tourism is still devel-
oping relatively weakly, but there are very in-
teresting developments. In Russia, two trends
are leading: an increase in demand in the do-
mestic market and individualization of travel,
with them and with a focus on the economy
of experience / impressions and the industry
will have to work in the near future [12]. J. B.
Pine and J.H. Gilmore described the economy
of impressions as follows: every business is a
scene”, impressions are the fourth economic
proposal, which as strikingly different from
services as services from goods, “the pro-
ducer is the director of impressions, and the
client is the” viewer” [9; 24].M.D. Sushchin-
skaya identifies three main strategies of tour-
ism organizations [16]:

1. A product-centric strategy that focus-
es on thematic tourism and staging a “show”
that affects the experiences of tourists, which
is especially important for extreme and en-
tertainment / event / festival tourism, dark
tourism, culinary and alcohol tourism, drug
and sex tourism, etc. Here the educational,
educational or psychological functions of trav-
el are not important, here (any) effect itself
is important. It is a “disneyzation” strategy
of splitting the global experience into experi-
ences that are easy to manage externally, like
tourists and their consumption.

2. Eco-centric strategy is aimed at cre-
ating a certain atmosphere for the domestic
and business activities of tourists who tempo-
rarily reside in the destination in connection
with business and other travel. This strategy
is used in the process of developing specific
design of destinations (hotels, restaurants,
entertainment venues, public buildings (sta-
tions), shopping centers and routes). This
strategy is important for ecological, ethno-
graphic, educational and business tourism.
It is partly important for medical and recre-
ational tourism. In general, it pursues educa-
tional goals in one way or another.

3. A creative-centered strategy is based
on the creative self-expression and spiritual

development of consumers of a tourism prod-
uct based on their own practical activities in
these areas - this area is especially important
for art tourism, esoteric tourism, etc. [9; 16].
Thus, it includes more or less full-fledged
work with experience and training to work
with experience, that is, it performs both ed-
ucational and psychological functions [24].

A community of experience is a word,
with how modern sociologists often desig-
nate the specifics of relations in the modern
world. As a result, new travel companies, ser-
vices and routes with their specialized and
sometimes unique products are emerging to
meet the request of potential customers for a
special experience that is significant for them,
unlike others. Therefore, it is not surprising
that frequent consumers and producers of
this type of tourism are single individuals and
communities of like-minded people, families
or friends united by this or that hobby and
profession outside of tourism; they usually
constitute a small number of “devoted” trave-
lers, often practicing regular tourist trips, even
in one and the same destination. It is also typ-
ical for some tourists to follow fashion. The
organizers practice a thorough preparation
and study of the place of travel; the concen-
tration of tourists on special impressions,
experiences is especially important; this is re-
flected in their desire to preserve impressions
(knowledge, photography, painting, the study
of local traditions, the secret of craftsman-
ship, language peculiarities, etc.). In pursuit of
special experiences, tourists are divided into
those seeking an extreme or spiritual experi-
ence, a new culture or nature experience, etc.
At the same time, tourists of this group enjoy
the simplest travel formats from the point of
view of organization and implementation cen-
tered around one activity that gives them the
experience of happiness, “fun” [19].

They are usually typified by the mode
of transport (jeep tours, yachting, bike tours,
walking tours), by the type of activities on the
tour (yoga and fitness tours, photo tours and
other art travel, ritual tours and recreational
tours) and by the composition of the group
(for example, bachelorette parties, corporate
parties, etc.), sports tours and survival tours.
At the same time, niche tours can be more or
less resource-intensive and expensive than
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more complex and typical travel in the same
directions. Much depends on the form of ac-
commodation and travel, on the “entertain-
ment” or other content of the tour. Often, the
division of types or types of tourism according
to “grounds”: natural-ecological, cultural-eth-
nographic, educational-business and hobbies
[17, p. 103], however, many types and types
of tourism are not included here and / or are
at the intersection of different types of tour-
ism.

In fact, niche tourism sells exactly “hap-
piness”, people go on such a journey for what
they love, for a small new and relatively hap-
pier than usual life, adventures with the feel-
ing that a tourist has come to another plan-
et, but this, it is here that he can be himself,
detaching himself from everyday life and its
problems, from the usual understanding of
himself and the world, enrich his experience
with new impressions, knowledge and skills
associated with them. They are looking for a
comfortable and, at the same time, rich rest
[10]. Sometimes such a journey is a way to
challenge yourself, test yourself for strength.
There are also tours that include participation
in charitable programs for nature and people,
for example, for children from slums, other lo-
cal residents living in disadvantaged regions,
creates an opportunity for the development
of social responsibility. The ability to go out
with like-minded people is an important ad-
dition to more individualistic, egocentrically
oriented mass tourism. At the same time, the
author’s approach and personal attitude of
the organizers and leaders of the tour are one
of the main elements of success. An impor-
tant point is also a clearer meaning and more
consistent implementation of the mission of
tourism, including its educational (pedagog-
ical) and developmental (psychological) as-
pects. Of course, it is clear that there will be
many types of such tourist travel. Some types
will directly address the development of a
person’s understanding of himself and the
world, educational and psychotherapeutic
tasks, some types of tourism will affect these
tasks more indirectly, indirectly [7].

The most popular types of travel (jour-
neys and trips, tours and travelling, “hiking /
hitchhiking” and cruise / voyage) and classifi-
cations are:

Tours classified by age and quasi-age cri-
teria: youth tours, children’s tours, tours for
the elderly, tours of various life events (wed-
dings, etc.), that is, “quasi-age”, family and ge-
nealogical tours.

Tours focused on educational and pro-
fessional-business (travelling, “bleasure or
bleisure” as a result of the combining words
“business” and “leisure” or “business” and
“pleasure”; bizcation as a result of the com-
bining words “business” and “vacation”) tasks
themselves often involve places that are clus-
ters of business and educational activity (as
a rule, regional and world centers of trade,
production, education), backpacker tour-
ism, focused on the maximum economical
travel in life ( professional-labor, family, etc.)
“off-season”, for example, in the often formed
between the end of studies and the beginning
of a professional career / vocational training
“drop year” (gap year), allowing the future
professional to establish himself in the choice
of a future specialty or find a field , which can
act as an area of his or her self-realization, etc.

As a kind of educational and business,
and, at the same time, “recreational”, you can
consider shopping tours - travel with a guide,
stylist and other consultants in a particular
area of shopping, etc. for European, Asian,
etc. sales and outlets.

e Shopping tours are close to gastro-
nomic (gastronomic tourism, food tourism,
culinary tourism, gourmet tourism) tours or
gastronomic tours (for lovers and collectors
of recipes of national cuisines of Georgia,
France, China, etc.) and healthy food tours (a
trend outside only tourism, but also lifestyle).

Drugs are also popular, including alcoholic
ones (wine and beer, Enotourism, Wine tourism,
Vinitourism) and actually tours to countries with
permitted consumption of certain drugs. It is ob-
vious that tours in this area cannot be classified
as developmental and psychotherapeutic, al-
though they can perform some educational func-
tions. The demand for these types of tours, as in
the case of the next group of travels, is largely
associated with a certain, socially marginal group
of people, one way or another dissatisfied with
their lives (at the personal, interpersonal and pro-
fessional levels) and themselves.

Traditionally thriving, although con-
demned at the level of declarations, and “sex
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tourism” (sex tourism) - travel using travel
networks in order to meet the sexual needs of
tourists on a commercial basis with residents
(Brazil, Costa Rica, Cuba, Dominican Republic,
Kenya , Netherlands, Philippines, Colombia,
Thailand). It is obvious that this type of niche
tourism, with all its demand, most often does
not serve the purposes of development and
education, even and especially when adoles-
cents and young people are its consumers.

Traditionally popular (ethno)cultural
tourism as visiting and living in ethnic villag-
es (rural tourism, combining recreation and
participation in rural activities) and other
settlements with a vibrant national culture.
There are many options here, for example,
the so-called jailoo-tourists (“tourists of pas-
tures”) have appeared, who travel to the un-
touched corners of the planet - the mountains
and steppes of Asia, the forests of Siberia and
North America, the Amazon jungle and Afri-
can reserves.

This and subsequent types of tourism,
as a rule, are distinguished by pronounced
educational functions, expanding and chang-
ing an individual’s idea of the “normal”, pro-
hibitions and prescriptions of one’s own and
foreign culture. They also act as practices of
decentration and re-centering, the develop-
ment of reflection and awareness of oneself
and the world, as helping, consultative and
developing types of tourism.

Popularin modern tourism and art tours,
including meetings with local artists, etc., vis-
its to galleries and museums accompanied
by art historians. Photo tours are very popu-
lar in niche tourism, which include a variety
of types of locations (large and small villages
and cities, mountain peaks and ocean shores,
markets and places of hermitic behavior,
most often in Europe: Paris, Amsterdam, Ven-
ice, Madrid, Prague, etc. ). The advantages of
these types of tourism include their function
of self-education and “self-therapy”: unob-
trusively, but invariably, they help a person to
solve some of the problems facing him as a
person, partners and professionals, to outline
ways of development.

Industrial tourism is somehow connect-
ed with the latter groups (urbex tourism -
from “urban exploration”). In modern tour-
ism, the number of industrial tourists who are

engaged in researching and visiting buildings,
territories and structures (industrial and oth-
er) of special purpose is growing, these are:
diggers exploring subways and underground
communications, roofers who walk on roofs;
stalkers who enter abandoned facilities (such
as the ghost town of Kadykchan in the Maga-
dan region or the town of Centralia in Penn-
sylvania, where an underground fire has been
burning for many decades); post-pilgrims
find and explore forgotten temples. Imme-
diately within the framework of tourism dis-
asters (natural disasters), one can separate-
ly mention atomic tourists who visit places
and buildings at the sites of disasters. This
type of tourism is associated in its spirit not
so much with educational and psychothera-
peutic, as with the philosophical aspects of
human life, his / her understanding of his /
her place in the universe. This moment can
be even more pronounced in the context of
tourism of disasters and devastation, but this
type of tourism can also be in demand by cli-
ents with destructive and conflict orientations
(life-denial), therefore, a directed work of the
travel agency and its employees in the field
of prevention of conflict and other situations,
re-concentration understanding of the world
and self-understanding of clients in a life-af-
firming manner.

Researchers more and more often iden-
tify tourism of devastation or decline (decay
tourism), including familiarization with de-
stroyed buildings, etc. The popularity of this
type of tourism is associated with such an
aspect as the permissiveness of the “liber-
al-democratic” outlook of the consumer, re-
jecting any framework if they interfere with
consumption. It is also related to another as-
pect: the growing number of people striving
to understand the origins of the social crisis
and the ways out of it. The construction of a
tourist program should follow the movement
from the first aspect to the second. Decade
tourism returns a person to the realization
of the cruelty and inexorableness of time,
and also gives an opportunity to re-realize,
to discover the beauty of decadence, paleo
tourism in many respects intersects with this
direction. Generally speaking, “dark tourism”
(dark tourism, dark or black tourism) is now
very popular - that is, visiting places associ-
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ated with death, destruction, sinister and su-
pernatural events, mysticism and tragedies. It
is popular with those who like to visit places
that are associated with disasters, horrors,
wars, battles, known crimes, that is, associ-
ated with death, survival, etc. Here we again
meet architecture or architectural tourism
(architourism). Everywhere and everywhere
the important task of the guide is not just to
“feed” the tourist with whatever impressions
you want, but to use the impressions in order
to help him / her enrich his / her world, to
solve the problems he/she faces.

Sometimes adventure tourism is also sin-
gled out separately, including: disaster tour-
ism - disaster tourism, ghetto tourism ghetto
tourism, ethnic tourism - ethno tourism, jun-
gle tourism - jungle tourism, overland travel -
overlanding, etc.). It includes physical activity
in the process of active interaction with na-
ture, as well as equally active, inclusive cultur-
al study or exchange Immersive tours - quests
/ author tours that organize the maximum
involvement of the tourist (guessing riddles,
training in the master -classes, exploring new
places and traditions) have an integrated-en-
tertainer and playful character. It especially
stimulates clients with a deficit of positive ex-
periences and general isolation (deprivation)
of feelings, relationships and events in the ur-
ban environment. That is, this type of tourism
is actively psychotherapeutic [2; 3].

Separately, we can single out more “re-
fined” and specific esoteric or pilgrimage
tours (to Orthodox and other monasteries,
pilgrimages to Mecca, Medina for Muslims
and similar pilgrimages to the regions of Ti-
bet, mountains of South America, etc.), yoga
tours, including regular and intensive classes
of bodily (hatha) and classical yoga in a group
and these are tours to the coasts of India, Bali,
Thailand, Turkey, Sochi and Crimea); travel to
legendary, mythical / historical places, places
of filming and from book plots. Esoteric or
spiritual tourism deserves special attention
in the segment of niche tourism because it
really, like any elite tourism, is non-mass by
definition. Its task is not just to change the en-
vironment, how much to transform himself.
Therefore, this is a rather ascetic type of trav-
el for those who want to find inner harmony
and put themselves in order, but at the same

time, such tourists often go to countries with a
good, recreational climate (India, Thailand or
Indonesia), practice yogic, shamanic and oth-
er rituals and spiritual practices. The claims of
this type of tourism are very great: the most
versatile support for human development,
assistance in solving a variety of problems of
the bodily-somatic, mental-psychological and
spiritual-moral levels.

Travel therapy, psychotherapeutic trips
or journeis, which can be organized by psy-
chologists and psychotherapists on the basis
of stationary campgrounds and / or tourist
trails and other routes and suggest the ori-
entation of the guide’s work as a specialist
in the field of psychological support for the
tasks of psychological prevention and diagno-
sis, correction and rehabilitation, habilitation
and development. This type of tourist activity
usually presupposes rather comfortable con-
ditions that are more or less novelty (up to
glamping sites on the roofs of high-rise build-
ings), but most often include visits to territo-
ries and waters with significant potential (nat-
ural and cultural resources) [2; 3].

In recent decades, the popularity of fes-
tival tourism has been consistently growing.
This is tourism motivated by the interest of
tourists in the historical, artistic, scientific or
everyday heritage of a society, for which en-
tertainment and event tours and tourist trips
on traditional holidays and processions are
typical, as well as more modern fairs, festi-
vals and other events. Thus, in essence, this
is educational tourism, as well as tourism that
help a man or woman of our time to realize
the need of being part of a large community
and “small large community”, a “crowd” or a
more highly organized, including a large group
(generations, diasporas, subcultures, tribes)
centered around some interest [18]. This is
a tourist activity associated with attending
large-scale and small events, various spectac-
ular and important, both religious and proper
social events and events (such as flower festi-
vals in Holland, beer festivals in Germany, film
festival in Cannes or Venice), this also includes
tourist trips related to organizing and partici-
pating in simpler and more intimate “girls in
travel” and “bachelor parties”).

e Environmental (nature-based), rec-
reational and health tourism and medical
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tourism (wellness tourism, Hungary, India,
Malaysia, Singapore, South Korea, Thailand,
Ukraine), tours to wild, “untouched” nature,
including reserves, are still in demand. In
addition, premium vacations are of course
niche, for example, even in countries of mass
recreation, including Russia, there are places
where luxury hotels with their own beaches,
spa resorts, untouched coastlines with white
sand, shopping in shopping malls with brand
boutiques are built, golf courses, etc. Among
medical tourism, it should be especially noted
“euthanasia tourism” - it exists for those who
wish to countries where euthanasia is allowed
(Holland, Luxembourg, Belgium, Oregon in
the USA, Switzerland). There are retreats and
dance tours, etc. Here, educational-pedagog-
ical and psycho-psychotherapeutic tours are
also expressed.

e It is very important in human develop-
ment and sport - the practice of achieving the
body, associated with the achievements of the
soul and spirit. Sports tourism are an alpine ski-
ing, snowboarding, surfing, cycling, horseback
riding, races, swimming, surfing, yachting, hik-
ing, etc. It is especially popular now among
the townspeople who are separated from
nature and experiencing chronic conditions
of hypodynamia, the simplest “hiking” (there
are whole hiking - tours and destinations with
equipment / services for hiking) - hiking in
mountainous terrain using marked and easily
traversed paths prepared by the travel agency.

e Extreme tourism (extreme tourism,
shock tourism - shock tourism) is even more
focused on comprehending the boundaries of
his capabilities, the development of will and
stress resistance, skills to cope with difficul-
ties and development in a state of survival,
etc. It includes rafting, kayaking, river rafting,
climbing mountain peaks, hiking in the wild,
nature reserves, shark diving and other dan-
gerous types of diving and swimming, and
much more. Survival tours are very popular.
Transport tours can also be distinguished, for
example, caravanning as a journey with ac-
commodation in motorhomes or caravans,
which now often resembles glamping (popu-
lar in Europe and the USA where the system
of camping and glamping is developed) [7]
and / or cruise tourism with accommodation
on a sea or river vessel;

e In contrast, plans for more massive
space tourism are being developed, and, of
course, the field of astronomical tourism is
also developing. Astrotourism includes ob-
serving celestial night and other “landscapes”,
as well as observing astronomical phenome-
na such as the aurora borealis, solar or lunar
eclipses, visits to historical sites introduced to
the UNESCO list of astronomy and world her-
itage, etc. Here we are faced with an attempt
by a person to feel himself in the “fourth” in-
stance of being: having gone through the ex-
perience of becoming a person, a partner and
a professional, a person wants to know him-
self as a creature of the cosmos. It is impor-
tant to make this experience for a person as
positive as possible, to reveal the dialectical
relations of “microcosm” and “macrocosm”,
the universality of the laws of the universe,
to help understand the importance of human
life for the world.

At the same time, when artists, pho-
tographers make tours for other artists, peo-
ple keen on esotericism - for others who are
keen on it, lovers of gastronomic traditions
- for other lovers, etc. - this is practically in-
comparable in efficiency and productivity way
to get the maximum experience from the trip,
a kind of “fun” or “wow-effect” [4; 5; 18; 23].
Hobby tourism and hobby travel in general is
the most important source of niche tourism:
the interests of modern tourists are much
more diversified than before [19; 20].

Having analyzed different types of tour-
ism of special interests (niche), we can single
out its following psychological and pedagogi-
cal functions [3]: 1) training functions are the
acquisition of knowledge and skills in the area
of interest to the client and in related areas;
2) educational functions are the comprehen-
sion of the essence of one’s own and others’
values, life meanings, meanings of actions,
relationships; 3) psychoprophylactic and psy-
chodiagnostic functions - this is the identifica-
tion of areas that require increased attention
and protection of the client from the client
himself and others; 4) correctional and psy-
chotherapeutic functions are assistance in
solving problems facing the client as a person,
partner and professional, including relaxa-
tion-distracting and actively coping; 5) con-
sultative and developmental functions - this is
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to support the development of the client as
a person, partner and professional in the di-
rection of self-realization and self-realization,
as well as self-improvement; 6) ethical and
philosophical functions are to help a person
in the formation and strengthening of a holis-
tic picture of himself as a part of the universe,
comprehending and striving to fulfill the laws
of nature and culture, without creating un-
necessary problems and difficulties that block
the development of soy and foreign, the for-
mation and development of relations of re-
sponsibility and gratitude, life affirmation.
We have no doubt that in working with
clients it makes sense to manage their impres-
sions, but any opportunity can be used both
in the whole support and development of a
person, and against a person. Tourism, which
has a future, will, like a good strategist, strive
for the former, even if its goal seems too “ab-
stract” and distant. Clients of such tours will
and will behave in the same way. They will
strive to use tourist travel as a way of increas-
ing competence and a way of understanding
themselves and the world. On the contrary, a
tourism business focused on a quick, includ-
ing a purely economic result, is more likely to
turn to the “dark sides” of tourism, the tac-
tically effective creation of falsifications and
pseudo-events that satisfy the need for im-
pressions but do nothing more. This type of
relationship is generally characteristic of mass
tourism; it satisfies the needs of some cus-
tomers. But for niche tourism and its future

in the form of specific travel companies and
destinations, it is already a problem.

Conclusion. The niche type of tourism
with particular clarity involves the work of a
person with travel experience, including the
experience of altered, special states of con-
sciousness, extreme and unusual situations,
etc. Tourist travel acts as an important sphere
of self-realization and self-actualization of a
person, his or her self-improvement. In the
context of this function and even mission,
tourism of special interests has a set of ad-
vantages over mass tourism. It has intensive-
ly manifested psychological and pedagogical
functions of preventing and correcting disor-
ders, as well as supporting the development
and habilitation of a man or woman. Modern
niche tourism requires the training of special-
ists familiar with psychological and pedagog-
ical technologies to support human develop-
ment, with ways to solve the corresponding
psychological, pedagogical, spiritual, moral,
social problems of life and the development
of clients as individuals, partners, profes-
sionals and representatives of humanity in
general. Such professionals can be trained in
two ways: 1) in the process of retraining or
additional education of educators and psy-
chologists in the field of (niche) tourism; 2) re-
training or additional education of specialists
in the field of tourism in the field of psycho-
logical and pedagogical problems of support
(coaching) of the development and career of
an individual.
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