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Abstract. This research considers the main features of digital travel platforms aimed at
promoting industrial tourism in Russia. The authors study four currently operating Russian
platforms—Travel. RU, PromTourism, the Industrial Tourism section of the Visit Petersburg
portal, and “Svoe Za Gorodom” [Your Own Countryside]—in order to assess their functions,
strengths, and weaknesses. According to the findings, while these platforms provide helpful
functions such as aggregating information and filtering tours, they do lack important features
such as direct booking, detailed multimedia content, and user interaction, e.g., reviews and
ratings. As a result, the authors conclude that efficient digital platforms for industrial tourism
are supposed to incorporate comprehensive information, e-commerce capabilities, personalized
user experience, and robust multimedia support to see visible improvements in their overall
performance and user engagement.
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Annoranuda. JlaHHOe HCcegoBaHME TTOCBSIIEHO aHAIM3Y KIIOUEBBLIX OCOOCHHOCTEH Lind-
POBBIX IIAT(OPM, OPMEHTMPOBAHHBIX Ha pa3BUTHE IPOMBIILIEHHOTO Typusma B Poccum. B
X0Jle MCCIeN0BaHUS ObLIM PAacCMOTPEHbI UYeThbipe AEWMCTBYIOLIMX OHnaiH-mopTana (Travel.ru,
PROMTOURISM, pa3nen «[IpoMbIuieHHBINH Typu3Mm» Ha Tioptaie Visit Petersburg, «CBoe 3a
TOPOIOM»), a TAKXKe BBISIBJICHBI pa3BUTBIC aCIIEKTHI IUIAT(OPM M MX CTPYKTYPHO-(PYHKIIMOHATb-
Hble orpaHudyeHus. B pesyibrare, aBTopamu ObLI cliejaH BBIBOI O HEOOXOAMMOCTU KOMILIEKC-
HOro Iojaxoia K IPOEKTUPOBAHMIO LIM(MPOBBIX 3KOCUCTEM IIPOMBIIUIEHHOIO TypU3Ma, Ipei-
MOJIaTaollero MHTErpanuio e-commerce-QyHKIUA, IIepCOHATM3UPOBAHHBIX PEKOMEHIAIINIA,
Ka4eCTBEHHOTO BU3YaJIbHOTO KOHTEHTAa M MHCTPYMEHTOB B3aMMOJIEWCTBUS C MOJIb30BATEIISIMMU.

KioueBnie cioBa: 111 poBbIe TYPUCTUIYCCKUE ILIAT(GOPMBI, IPOMBIIUICHHBIN TYpPU3M, JIeK-
TPOHHAsE KOMMEPLMSI, OJb30BaTeIbCKUI OIBIT, CUCTEMbl OPOHUPOBAHUSI, MYJIbTUMEIUNHBIA
KOHTEHT, LIM(bpoBU3aLYs Typu3Ma

s marmposanms: Koynnyk J1.dP., TuxomupoBa M.E. CoBpeMeHHOE COCTOSIHUE W TIep-
CTIEKTUBBI Pa3BUTUSI LUGDPOBBIX PEIICHUI JUIs OTpacieBbIX TYPUCTCKUX dKocucteM Poccuii-
ckoit @enepauuu // TexHoskoHomuka. 2025. T. 4, Ne 2 (13). C. 21—-31. DOI: https://doi.
org/10.57809/2025.4.2.13.2

DTO CTaThsl OTKPHITOTO AOCTYyIIa, pactpoctpadsemas mmo JuieH3un CC BY-NC 4.0 (https://
creativecommons.org/licenses/by-nc/4.0/)

Introduction

Internet portals and platforms make an integral part of the current development stage of
tourism. They are not only expected to possess an informational component but also integrate
with the websites of organizations that shape tourist products via e-commerce, user databases,
and personalized customer service. Online travel portals that contain comprehensive informa-
tion about tourist sites are incredibly convenient and highly in demand. The role of websites
remains important as tourists use them to plan trips and select destinations. Since the COV-
ID-19 pandemic, such online resources have been actively created and scaled up in Russia. This
format of showing available destinations goes far beyond presenting information. Indeed, it is
a powerful marketing tool and an effective way to communicate with tourists. With the devel-
opment of domestic tourism in Russia and the emergence of its new types, such as industrial,
educational, water tourism, etc., the range of excursions, itineraries, and tours is expanding. In
this regard, the need for implementation of a single digital information portal for the country,
federal district, and region is increasing (Pencarelli, 2020; Mckenna, 2024).

This research aims to identify the necessary functions of digital platforms for industrial
tourism. It is necessary to analyze the available domestic experience in the digitalization of
industrial tourism and identify its strengths and weaknesses.
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Materials and Methods

Currently, there is a wide range of papers that are devoted to the global experience in the
development and operation of digital tourism products (Kopyrin, 2023; Bogolyubov, 2023;
Mckenna, 2024; Popova, 2023). Significant attention is paid to the need for import substitution
in the digitalization of tourism. In 2023, Morozov M. and Morozova N. actively dealt with this
issue (Morozov, Morozova, 2023). Industrial tourism is an especially popular research topic in
2024-2025, widely considered both in Russia and worldwide (Tankieva, 2024; Khatami, 2024;
Cassia, 2020; An, Lee, 2021; Nikulina, 2017). All the above-mentioned sources were invited in
the research.

System, documentary, and logical analyses were also employed in this research.

Results and Discussion

Russia holds several platforms that aggregate useful information on travelling around the
country. All of them function quite successfully within the framework of the national project
“Tourism and Hospitality Industry.” Figure 1 presents the visual designs and names of the se-
lected platforms.

Fig. 1. Russian platforms: digital experience in supporting and developing the tourism industry.

The following platforms were selected for this research:

1. Travel. RU — a national tourist portal that contains information on travelling around the
country (RUSSIA Territory of Hospitality);

2. PromTourism — a portal on industrial tourism in Russia and the CIS (Selection of in-
dustrial tours);

3. Visit Petersburg: the “Industrial Tourism” section — an official tourist portal of St. Pe-
tersburg, supported by the city government; it presents national tourist routes, specifically the
industrial ones (Industrial tourism in Saint Petersburg);

4. “Svoe Za Gorodom” [Your Own Countryside]—a platform initiated by the Russian Agri-
cultural Bank to promote agritourism in Russia (Time to look at Russia in a new way).

Assessment of Travel. RU

Travel.RU contains general information on available excursions and tours, as well as popular
sites in a particular region or district. In this section the authors will take a closer look at this
resource in terms of its functions, digital capabilities, and advantages and disadvantages of the
presented content.

The website presents the “North-West” direction but does not fully coincide with the stat-
utory composition of the Northwestern Federal District. All subjects of the Federal District
are divided into two directions: “North” and “Northwest.” Each of the presented destinations
can be filtered by interest in the “More Ideas” section, including the tag “industrial tours.”
However, when redirected to the “Northwestern Federal District” section, the user finds very
limited information. The total number of excursions and tours in the two destinations under

23



: -

consideration is four, with the information being irrelevant and the list of tourist products in-
complete. Since this service does not purely specialize in industrial tourism, there is a limitation
in the detailing of routes. Therefore, this source is unlikely to satisfy the requirements of tourists
searching for highly specialized destinations, such as the industrial ones. However, it is great for
the formation of a tourist's own route or considering more traditional destinations of cultural
or educational tourism.

Nevertheless, the functionality of Travel. RU is quite impressive. The website offers the fol-
lowing digital capabilities:

1. Search for routes and tours, including a convenient filter by region, target audience, rec-
reation type, etc.;

2. A calendar of events and a “Popular Destinations” section, which makes it easier for po-
tential tourists to select a destination and get familiar with new ideas and sites;

3. Interactive map of Russia, which allows selecting the region on the map and seeing avail-
able routes, attractions, collective accommodation facilities, and catering establishments;

4. High-quality visual design and focus on multimedia content: aesthetically organized site
with photos, videos, and interactive tours, no information overload;

5. Multiple website versions: smartphones, tablets, and computers;

6. English version of the website—a great solution for better international engagement.

Figure 2 summarizes the specified benefits and drawbacks of Travel. RU.

Fig. 2. Advantages and disadvantages of content provided by Travel. RU.

Overall, Travel.RU is a useful and up-to-date travel-planning tool with multiple strengths,
such as visual content, high-quality navigation, and convenient filters. However, in order for
the platform to increase efficiency, it would be recommended to refine the delivery of tourism
data, add elements of user interaction (reviews and ratings), and ensure online booking.

Assessment of Prom Tourism

The PromTourism platform is a federal digital resource specifically designed for industrial
tourism. It serves as a navigation system for those wishing to arrange a visit to operating enter-
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prises in Russia and Belarus.

This project is supported by the Agency for Strategic Initiatives for the Implementation of
New Projects and the Ministry of Industry and Trade of the Russian Federation, as well as other
partners, including the Competence Centre for Tourism and Hospitality. The platform primar-
ily aims at shaping a positive image of industrial enterprises and factories in Russia.

PromTourism holds a wide functionality, with the digital capabilities displayed in five sec-
tions. A catalogue of enterprises is presented with a description of excursions, visit require-
ments, a brief history, a video presentation, and areas of activity.

An advanced search for tours by various parameters is provided in the “Selection of an
Industrial Tour” section. The user needs to select relevant information from the six options,
including region, industry, audience type, purpose of the visit, and number of participants. In
this section, tours are focused on the B2G, B2B, and B2C sectors. With a total of 11 target
groups, the “group type” parameter presents an extended list of potential visitors, for example,
individual tourists, government agencies, foreign tourists, etc. However, the “number of em-
ployees” parameter may not always be accurate to apply to certain target groups presented. It
is also important to note that the biggest share of the proposed tours can be visited by groups
of 10 individuals.

The “Ready-made Tours” section contains offers of ready tours, which makes it easier for
users who do not want to tailor an itinerary of their own. However, such an option is available
for only two subjects of the Russian Federation: Moscow and the Chelyabinsk region.

The “Press Centre” section posts updates on the development of industrial tourism in the
country as well as news on events and successful cases, thus allowing users to get acquainted
with the latest trends in the synergy of industry and tourism.

Another interesting section is called “Promtourism.Practicum”—a consulting centre. It is
a large-scale project that extends to friendly countries and regions of the Russian Federation.
Its framework provides four training concepts: Industrial Tourism Strategy, Industrial Tourism
Practicum, Industrial Tourism Tour Guide, and Industrial Tourism Inspection. All of them are
designed for different requests and regions. Their major mission is to adapt an industrial tourist
product to the request of a specific enterprise or region. On top of that, Promtourism.Workshop
is implemented as a quick and effective way to move from an idea to the first tourist flows.

Figure 3 presented the strengths and weaknesses of the PromTourism website.

Fig. 3. Advantages and disadvantages of content provided by PromTourism.
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Since industrial tourism has been a priority for the state for the past few years, the infor-
mation provided by PromTourism is relevant and specialized in the cooperation of industry
and tourism. It seeks to cover all 73 industry-specific regions of the Russian Federation and
partnerships with Belarusian enterprises. Such a large sample of industrial sectors allows users
to choose their tour by interest and geographical preference.

Nevertheless, some significant shortcomings are also present, including insufficient visual
content, no online booking, an incomplete “Ready-made tours” section, and no user reviews,
which could boost trust and awareness of potential visitors.

In general, PromTourism provides extensive searching opportunities, especially for the B2B
and B2G segments at both Russian and international levels. What would boost the efficiency
of the platform is definitely booking excursions, combined with an existing business filter as a
means to attract more users.

Assessment of the “Industrial tourism” section of the Visit Petersburg website

The Visit Petersburg website itself is an official tourist portal of St. Petersburg that aims at
emphasizing the status of the city as one of the key areas in the tourism industry. The website
functions as sort of a guide to St. Petersburg, helping different categories of tourists to plan a
high-quality, comfortable trip.

The website presents 4 components of “Industrial Tourism”: industrial enterprises of St.
Petersburg, excursions, trips to plants and factories, and tips for tourists. Every section provides
a wide list of enterprises in various industries; however, not all of them are described in a suf-
ficient way and are lacking videos and photos. Nevertheless, an integrated approach has been
taken to solve the problems of tourists during the preparation and during visits to industrial
enterprises. One of the steps to do so was a memo, developed in order to give access to the set
of tips for industrial tourists in St. Petersburg.

Figure 4 summarizes the major upsides and downsides of the content delivery of the platform
under consideration.

Fig. 4. Advantages and disadvantages of content provided by the “Industrial Tourism” section of the Visit Petersburg website.

The very fact of coverage of industrial tourism serves as a driver for its popularization. Ac-
cording to the platform, the reason why you should visit the city is to take a tour to the indus-
trial enterprises of the northern capital.
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“Industrial Tourism” delivers all information on excursions to enterprises, tours, and trips in
a clearly structured way. The site offers a comprehensive classification of businesses by industry,
which makes it way easier for users to navigate and search.

When it comes to the imperfections, the following range is identified: absence of an online
booking option, no redirection to the websites of plants and factories, insufficient detail, and
lack of visual content, which prevents the user from building whole-scale expectations for the
future visit.

A high-quality boost in the efficiency of this platform and improvement of user experience
depend on the integration of online booking and expansion of multimedia content.

Assessment of “Svoe Za Gorodom” [Your Own Countryside]

Despite the fact that the “Svoe Za Gorodom” website does not specifically focus on indus-
trial tourism, it was still selected for this research as one of the most successfully implemented
projects in Russia. This domestic digital project for tourism support should in no way be ne-
glected.

“Svoe Za Gorodom” promotes ecotourism and rural tourism in Russia, offering users tours
and excursions in the countryside. The following extensive functions and digital capabilities are
available:

1. A poster with events of interest outside the city in a particular month—a selection of the
most popular events around Russia, with the opportunity to sort all activities by location, time,
and topic.

2. Catalogue of tours and excursions—a wide range of tourist products, including multi-day
trips, gastronomic tours, agro-tours, and eco-tours. It is possible to filter these tours by regions,
categories, and days.

3. Farm Information—data on various farms available for a visit, with itinerary descriptions,
workshops, and tastings, as well as their prices.

4. Direct online booking—users have the opportunity to book tours and excursions on the
site, which simplifies the process of planning trips and reduces the time spent on searching for
primary sources of information on tourist products.

5. Gift certificates—an extremely convenient and original feature that allows attracting more
new users.

For better clarity, Figures 5 and 6 below show the entire collection of identified advantages
and disadvantages in the content delivery by “Svoe Za Gorodom.”

Fig. 5. Disadvantages of content provided by “Svoe Za Gorodom”.
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Fig. 6. Advantages of content provided by “Svoe Za Gorodom”.

Overall, “Svoe Za Gorodom” is a comprehensive digital platform that combines many nec-
essary functions for users to meet all their needs with the help of a wide range of available tours,
detailed descriptions of tourist products, price lists, direct booking, interactive interfaces, gift
certificates, additional services, and offers for challenged people.

Of course, some areas for improvement are visible enough. For instance, it would be a win-
win for the platform to expand the geography and encourage customer reviews.

Conclusion

Domestic digital platforms show significant progress in supporting tourism but still require
a range of improvements to boost convenience, interactivity, and completeness of information
(Ilyina, Mikhailova, 2013; Ilyina, 2016). Successful practices, such as direct booking in “Svoe
Za Gorodom,” can serve as a benchmark for other projects. What is more, further digitalization
should focus on a more detailed practical implementation of the main mission—the popular-
ization of specific types of tourism (Voronova, Vasiliev, 2024). Thus, it is necessary for the
platforms to meet the needs of users and not only facilitate the search for ideas but also ensure
their practical implementation (e.g., direct booking) (Tikhomirova, Voronova, 2025).

As a result of the overview provided in this research, the authors specified the set of functions
and services that are absolutely inherent for the tourism platforms to progress (Figure 7):

1. Detailed and comprehensive information on the destination that will enable the users to
find out the basic information about the site, its features, description, photos, and videos.

2. Promotion of destination products and services. Websites, as a global showcase for tourism
promotion, should boost the attractiveness of a destination via high-quality visual content, etc.

3. Support and improvement of advertising offers.

4. Destination branding. The online service should be able to reflect the image that needs
to be created for a particular destination and support the chosen approach to branding. Thus,
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what should be implemented is a complex approach that would demonstrate the visual quality
and interactivity of the site and provide a convincing presentation of the image.

5. Ability to build personalized relationships with tourists and travel representatives. People
should be able to register on the website and receive more detailed information if they need it,
as well as provide more details about their travel interests. Databases of individuals (B2C seg-
ment) and representatives of the tourism business (B2B segment) can be created by registering
on sites and then used to maintain constant contacts.

6. Involvement of users in discussions.

7. Visitor databases and conducting research (online surveys, databases of registered peo-
ple). This can be a very inexpensive and productive method of data collection because it takes
place online, and the respondents are not only tourists but also professionals and specialists in
tourism.

8. Long-term partnerships with destinations—a comprehensive tourism information portal
can be an excellent tool for partnerships with tourism stakeholders and other organizations.

9. E-commerce opportunities—the functionality of the website should allow visitors to book
excursions and tours of their choice.

Fig. 7. Main functions of a digital service for industrial tourism.

Despite the visible success of the existing digital tourism platforms in Russia, some imperfec-
tions can be identified, including limited interactivity, lack of direct booking, and insufficient
multimedia. To optimize these platforms in the future, it is necessary to implement e-commerce
features, increase user engagement through reviews and personalized accounts, expand multi-
media, and promote an integrated user-centred approach.
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