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Authenticity And The Tourist S
Search For Being
This three volume reference series provides an
authoritative and comprehensive set of volumes
collecting together the most influential articles and
papers on tourism, heritage and culture. The papers
have been selected and introduced by Dallen
Timothy, one of the leading international scholars in
tourism research. The third volume 'The Political
Nature of Cultural Heritage and Tourism' addresses
contemporary issues such as heritage dissonance,
the debate on authenticity, conflict, and contested
heritage. Sold individually and as a set, this series
will prove an essential reference work for scholars
and students in geography, tourism and heritage
studies, cultural studies and beyond.
This interdisciplinary book addresses the highly
relevant debates about authenticity in North
America, providing a contemporary re-examination
of American culture, tourism and commodification of
place. Blending social sciences and humanities
research skills, it formulates an examination of the
geography of authenticity in North America, and
brings together studies of both rurality and urbanity
across the country, exposing the many
commonalities of these different landscapes. Relph
stated that nostalgic places are inauthentic, yet
within this work several chapters explore how
Page 1/28

Download File PDF Authenticity And The Tourist
S Search For Being
festivals and visitor attractions, which cultivate place
heritage appeal, are authenticated by tourists and
communities, creating a shared sense of belonging.
In a world of hyperreal simulacra, post-truth and fake
news, this book bucks the trend by demonstrating
that authenticity can be found everywhere: in a
mouthful of food, in a few bars of a Beach Boys
song, in a statue of a troll, in a diffuse magical
atmosphere, in the weirdness of the ungentrified
streets. Written by a range of leading experts, this
book offers a contemporary view of American
authenticity, tourism, identity and culture. It will be of
great interest to upper-level students, researchers
and academics in Tourism, Geography, History,
Cultural Studies, American Studies and Film Studies.
The Routledge Handbook of Gastronomic Tourism
explores the rapid transformations that have affected
the interrelated areas of gastronomy, tourism and
society, shaping new forms of destination branding,
visitor satisfaction, and induced purchase decisions.
This edited text critically examines current debates,
critical reflections of contemporary ideas,
controversies and queries relating to the fastgrowing niche market of gastronomic tourism. This
comprehensive book is structured into six parts. Part
I offers an introductory understanding of gastronomic
tourism; Part II deals with the issues relating to
gastronomic tourist behavior; Part III raises important
issues of sustainability in gastronomic tourism; Part
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IV reveals how digital developments have influenced
the changing expressions of gastronomic tourism;
Part V highlights the contemporary forms of
gastronomic tourism; and Part VI elaborates other
emerging paradigms of gastronomic tourism.
Combining the knowledge and expertise of over a
hundred scholars from thirty-one countries around
the world, the book aims to foster synergetic
interaction between academia and industry. Its
wealth of case studies and examples make it an
essential resource for students, researchers and
industry practitioners of hospitality, tourism,
gastronomy, management, marketing, consumer
behavior, business and cultural studies.
A spirited critique of the cultural politics of the tourist
age. Or, why we are all tourists who hate tourists
We've all been tourists at some point in our lives.
How is it we look so condescendingly at people
taking selfies in front of the Tower of Pisa? Is there
really much to distinguish the package holiday from
hipster city-breaks to Berlin or Brooklyn? Why do we
engage our free time in an activity we profess to
despise? The World in a Selfie dissects a global
cultural phenomenon. For Marco D'Eramo, tourism is
not just the most important industry of the century,
generating huge waves of people and capital, calling
forth a dedicated infrastructure, and upsetting and
repurposing the architecture and topography of our
cities. It also encapsulates the problem of modernity:
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the search for authenticity in a world of ersatz
pleasures. D'Eramo retraces the grand tours of the
first globetrotters - from Francis Bacon and Samuel
Johnson to Arthur de Gobineau and Mark Twain before assessing the cultural meaning of the beach
holiday and the 'UNESCO-cide' of major heritage
sites. The tourist selfie will never look the same
again.
Authenticity & TourismMaterialities, Perceptions,
ExperiencesEmerald Group Publishing
With the rise of post-truth and fake news, a thorough
examination of authenticity has never been so
relevant. This book explores the geography of
authenticity, investigating a wide variety of places
used by tourists. Not only does it assess what might
be described as the more traditional objects for
examination – places such as the city, the
countryside and the coast – it also includes chapters
on art and place, hipster places, gentrification,
heritage sites, film locations, photographed places
and eventful places. Using a wide-angled lens on
places reveals linkages and possibilities, enabling
the book to skate across the surface of the
geography of authenticity, locating the magically real
heritage site, the poignant replica, the authenticated
theme park, the unmasked carnival. In focusing on
authentic and inauthentic places, this text provides a
useful contribution to the understanding of how
places are changing, how they are perceived, and
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how authenticity is embodied and performed within
them. Authentic and Inauthentic Places in Tourism is
an insightful study and an essential read for those
involved in the study of geography, tourism, urban
studies, culture and heritage.
This collection critically examines tourism as a site of
intercultural communication, drawing on the
analytical tools afforded by the discipline toward
better understanding contemporary tourism
discourses and the broader societal structures of
power and ideologies in which they are situated. The
volume interrogates culture and interculturality in
tourism in detailed analyses of discursive details in
tourism interactions and focuses on the notion of
culture as a process or phenomenon engaged in or
enacted on by individuals. Drawing on discourse
analytic and ethnographic approaches, the book
brings together perspectives from the lived
experiences of residents, hosts, and ethnographers
to explore the extent to which linguistic and cultural
differences are constructed, identities negotiated,
and power relations maintained and perpetuated in
tourism encounters. The volume draws on insights
from those working across a range of geographic
contexts and explores the interplay of these issues in
English as well as other languages and language
varieties used in tourism interactions. With its focus
on critical approaches to understanding language
and culture, this book will appeal to students and
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scholars in intercultural communication, applied
linguistics, sociolinguistics, linguistic anthropology,
discourse analysis, and tourism studies.
Ethnic tourism has emerged as a means that is
employed by many countries to facilitate economic
and cultural development and to assist in the
preservation of ethnic heritage. However, while
ethnic tourism has the potential to bring economic
and social benefits it can also significantly impact
traditional cultures, ways of life and the sense of
identity of ethnic groups. There is growing concern in
many places about how to balance the use of
ethnicity as a tourist attraction with the protection of
minority cultures and the promotion of ethnic pride.
Despite the fact that a substantial literature is
devoted to the impacts of ethnic tourism, little
research has been done on how to plan ethnic
tourism attractions or to manage community impacts
of tourism. This book addresses the need for more
research on planning for ethnic tourism by exploring
the status and enhancement of planning strategies
for ethnic tourism development. The book develops
the case of a well-known ethnic tourist destination in
China -Xishuangbanna, Yunnan. It analyzes how
ethnic tourism has been planned and developed at
the study site and examines associated sociocultural and planning issues. The authors evaluate
the perspectives of four key stakeholder groups (the
government, tourism entrepreneurs, ethnic minorities
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and tourists) on ethnic tourism through on-site
observation, interviews with government officials,
planners and tourism entrepreneurs, surveys of
tourists and ethnic minority people, and evaluation of
government policies, plans and statistics. This book
is unique in its emphasis on planning and in its focus
on China, rapidly emerging as a major player in
tourism, with applications for tourism around the
world.
This book examines the authentication of authenticity in
heritage tourism by using a resilient smart systems
approach. It discusses the emerging trends in cultural
tourism and outlines, in a detailed manner, their
significance in negotiating authenticity in tourism
experience. Authentication of authenticity is an evolving,
less-researched field of inquiry in heritage tourism. This
book advances research on this subject by exploring
different authentication processes and scrutinizes their
resilience in building transformative heritage tourism
pathways. It offers a kaleidoscopic view of the manner
authenticity has evolved over the last several decades by
observing a broad spectrum of cultural expressions. The
evolution and meaningfulness of negotiated authenticity
is identified and discussed in the context of pre-, intraand post-pandemic times. This book focuses on the
moral and existentialist trajectories or authenticity and
the notion of self-authentication. It proposes a smart
resilient authentication model to delicately negotiate the
objective and self-dimensions of authenticity in
transformative times. Furthermore, by sharing examples
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of best practices, it offers unique insights on how
authenticity is authenticated and mediated via digital
platforms and artificial intelligence. This book offers
novel perspectives on negotiated authenticity and its
authentication in heritage tourism and will appeal to both
practitioners and students/scholars in Heritage studies;
Design and Innovation; Tourism Studies; Geography and
Planning across North America, Europe, and East-Asian
countries.
This volume explores the interconnection of social,
political, technological and economic challenges that
impact consumer relationships, new product launches
and consumer interests. Featuring contributions
presented at the 2019 Academy of Marketing Science
(AMS) World Marketing Congress (WMC) held in
Edinburgh, Scotland, the theme of this proceedings
draws from the Scottish Enlightenment movement of the
mid-Eighteenth Century, which centered on ideas of
liberty, progress and the scientific method. The core
values of this movement are being challenged by the
rapidly changing, globally shifting and digitally connected
world. The contributions presented in this volume reflect
and reframe the roles of marketers and marketing in
incorporating and advancing the ideas of the Scottish
Enlightenment within contemporary marketing theory and
practice. Founded in 1971, the Academy of Marketing
Science is an international organization dedicated to
promoting timely explorations of phenomena related to
the science of marketing in theory, research, and
practice. Among its services to members and the
community at large, the Academy offers conferences,
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congresses, and symposia that attract delegates from
around the world. Presentations from these events are
published in this Proceedings series, which offers a
comprehensive archive of volumes reflecting the
evolution of the field. The series deliver cutting-edge
research and insights, complementing the Academy’s
flagship journals, the Journal of the Academy of
Marketing Science (JAMS) and AMS Review (AMSR).
Volumes are edited by leading scholars and practitioners
across a wide range of subject areas in marketing
science.
Recruited to be a lecturer on a group tour of Indonesia,
Edward M. Bruner decided to make the tourists aware of
tourism itself. He photographed tourists photographing
Indonesians, asking the group how they felt having their
pictures taken without their permission. After a dance
performance, Bruner explained to the group that the
exhibition was not traditional, but instead had been set
up specifically for tourists. His efforts to induce reflexivity
led to conflict with the tour company, which wanted the
displays to be viewed as replicas of culture and to
remain unexamined. Although Bruner was eventually
fired, the experience became part of a sustained
exploration of tourist performances, narratives, and
practices. Synthesizing more than twenty years of
research in cultural tourism, Culture on Tour analyzes a
remarkable variety of tourist productions, ranging from
safari excursions in Kenya and dance dramas in Bali to
an Abraham Lincoln heritage site in Illinois. Bruner
examines each site in all its particularity, taking account
of global and local factors, as well as the multiple
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perspectives of the various actors—the tourists, the
producers, the locals, and even the anthropologist
himself. The collection will be essential to those in the
field as well as to readers interested in globalization and
travel.
This book brings together contributions from authors who
are actively engaged in authenticity research in a tourism
context. In so doing, it demonstrates the various
trajectories research has taken towards understanding
the significance of authenticity.
This book represents a shifting of emphasis away from
the discourse of authenticity to the process of
authenticating ethnic tourism. It focuses upon what
authentication is, how it works, who is involved, and what
the problems are in the process. By using the study of
folk villages on Hainan Island, China, the book suggests
that authenticity evolves from a static into a more
dynamic concept, which can be formulated according to
the different stages of development relating to all the
stakeholders involved. Authentication is an interactive
process in which a balance of forces defines a state of
equilibrium. The book uncovers some interesting findings
that will significantly contribute to the literature on ethnic
tourism in developing areas. "Finally, here is a way to
move beyond old debates about authenticity in tourism
studies, with a pragmatic, useful approach for analyzing
`authentification' processes. Xie's models of
stakeholders' interactions and the paradoxes
encountered in ethnic tourism development have
worldwide application for academics and stakeholders
themselves."Margaret Swain, University of California,
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USA
How does perceived authenticity of tourists meet
perceived authenticity of service providers on marketing
content? Authenticity and marketing are both topics of
importance within the tourism industry. Authenticity is a
concept which is still being discussed by scholars due to
the complexity and ambiguity of defining and
conceptualizing it. Marketing is also a concept which is
complex to conceptualize due to the complexity to define
it and the changes in trends, lifestyles, technologies, etc.,
of consumers and service providers. In the tourism
research field, these two concepts have already been
related to one another to have a better understanding of
how authenticity is used or perceived on marketing
content. When relating these two concepts, the
perspective of tourists or service providers is often taken.
There is however not often been research done on
comparing how tourists perceive authenticity in
marketing content made by service providers. In order to
start the discussion, this study focusses on a small area
of the Belgian Ardennes named La Vallée de l'Ourthe et
de l'Aisne. This has been done through the use of
interviews made with tourists and service providers at
the destination, and an additional interview with the
tourism promotion office of the region. This qualitative
study is relevant due to its contribution to the theoretical
conceptualization of the concept of authenticity and its
use in marketing content. It is also relevant due to its
contribution to the development of the concept of
authenticity, especially in marketing content for the
Belgian Ardennes."
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Examine cultural tourism issues from both sides of the
industry! Unique in concept and content, Cultural
Tourism: The Partnership Between Tourism and Cultural
Heritage Management examines the relationship
between the sectors that represent opposite sides of the
cultural tourism coin. While tourism professionals assess
cultural assets for their profit potential, cultural heritage
professionals judge the same assets for their intrinsic
value. Sustainable cultural tourism can only occur when
the two sides form a true partnership based on
understanding and appreciation of each other's merits.
The authors--one, a tourism specialist, the other, a
cultural heritage management expert--present a model
for a working partnership with mutual benefits,
integrating management theory and practice from both
disciplines. Cultural Tourism is the first book to combine
the different perspectives of tourism management and
cultural heritage management. It examines the role of
tangible (physical evidence of culture) and intangible
(continuing cultural practices, knowledge, and living
experiences) heritage, describes the differences
between cultural tourism products and cultural heritage
assets, and develops a number of conceptual models,
including a classification system for cultural tourists,
indicators of tourism potential at cultural and heritage
assets, and assessment criteria for cultural and heritage
assets with tourism potential. Cultural Tourism examines
the five main constituent elements involved in cultural
tourism: cultural and heritage assets in tourism sites
such as the Royal Palace in Bangkok, the Cook Islands,
and Alcatraz Prison in San Francisco. tourism--what it is,
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how it works, and what makes it a success five different
types of cultural tourists consumption of products, value
adding, and commodification integrating the first four
elements to satisfy the tourist, meet the needs of the
tourism industry, and conserve the intrinsic value of the
asset Though tourism and cultural heritage management
professionals have mutual interests in the management,
conservation, and presentation of cultural and heritage
assets, the two sectors operate on parallel planes,
maintaining an uneasy partnership with surprisingly little
dialogue. Cultural Tourism provides professionals and
students in each field with a better understanding of their
own roles in the partnership, bridging the gap via sound
planning, management, and marketing to produce topquality, long-lasting cultural tourism products. Now
translated into simplified Chinese.
This book examines contemporary performances of
authenticity in travel and tourism practices. It re-thinks
and re-invests in the notion of authenticity as a surplus of
experiential meaning and feeling that derives from what
we do at / in places. Drawing on wide ranging
perspectives and cases, it demonstrates how the feeling
of authenticity within places is produced.
The meaning that people attribute to things necessarily
derives from human transactions and motivations,
particularly from how those things are used and
circulated. The contributors to this volume examine how
things are sold and traded in a variety of social and
cultural settings, both present and past. Focusing on
culturally defined aspects of exchange and socially
regulated processes of circulation, the essays illuminate
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the ways in which people find value in things and things
give value to social relations. By looking at things as if
they lead social lives, the authors provide a new way to
understand how value is externalized and sought after.
They discuss a wide range of goods - from oriental
carpets to human relics - to reveal both that the
underlying logic of everyday economic life is not so far
removed from that which explains the circulation of
exotica, and that the distinction between contemporary
economics and simpler, more distant ones is less
obvious than has been thought. As the editor argues in
his introduction, beneath the seeming infinitude of
human wants, and the apparent multiplicity of material
forms, there in fact lie complex, but specific, social and
political mechanisms that regulate taste, trade, and
desire. Containing contributions from American and
British social anthropologists and historians, the volume
bridges the disciplines of social history, cultural
anthropology, and economics, and marks a major step in
our understanding of the cultural basis of economic life
and the sociology of culture. It will appeal to
anthropologists, social historians, economists,
archaeologists, and historians of art.
At the interface between culture and tourism lies a series
of deep and challenging issues relating to how we deal
with issues of political engagement, social justice,
economic change, belonging, identity and meaning. This
book introduces researchers, students and practitioners
to a range of interesting and complex debates regarding
the political and social implications of cultural tourism in
a changing world. Concise and thematic theoretical
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sections provide the framework for a range of case
studies, which contextualise and exemplify the issues
raised. The book focuses on both traditional and popular
culture, and explores some of the tensions between
cultural preservation and social transformation. The book
is divided into thematic sections - Politics and Policy;
Community Participation and Empowerment; Authenticity
and Commodification; and Interpretation and
Representation - and will be of interest to all who wish to
understand how cultural tourism continues to evolve as a
focal point for understanding a changing world.
In understanding how tourists and residents perceive
authenticity, five factors emerged from the resident?s
survey. They were: 1) Objective/constructive authenticity;
2) Existential authenticity; 3) Appearance; 4) Original
purpose; and 5) Influence. For the tourists' perspective
on authenticity, five factors also emerged, namely: 1)
Existential authenticity; 2) Value/uniqueness; 3)
Objective authenticity; 4) Influence; and 5) Structure and
external/comparison. The study also examined the
nature of the relationship between perceived authenticity
and tourist experience with historic buildings now used
as a hotel. The results showed that there is a relationship
between overall tourist experience and factors such as
existential authenticity, value/uniqueness, objective
authenticity and structure with statistically significant
results being obtained. Significant results were also
obtained when examining the relationship between
authenticity, memorable experience and satisfaction with
four dimensions of perceived authenticitythe factors.
Lastly, the research study also evaluated whether the
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revitalization of a heritage building can promote cultural
tourism to the tourist. It was found that non-cultural
seeking tourists and non-in-house guests of the hotel
were more positive about their experience in the hotel
and also likely to seek more information about the local
heritage. This research concluded that tourists prefer
'simple' and 'do less' in the adaptive reuse hotel. To gain
the support from the residents, adaptive reuse heritage
should also incorporate residents' benefits into the
planning and management of heritage conservation and
ensure the community can enjoy on-going use of the
building. The findings indicated that the concept of
authenticity, mainstream discussion of authenticity i.e.
objective authenticity, constructive authenticity and
existential authenticity, should continue and will be
ongoing.
People do not buy products or even services; they
purchase the total experience that the product or service
provides. This book brings together established and
emerging international scholars to provide systematic
reviews and illustrative cases drawn from tourism,
leisure, hospitality, sport and event contexts. The book
provides a useful framework for focusing the goals and
associated methodologies of future research efforts and
for implementing the results of these efforts.
In this classic analysis of travel and sightseeing, author
Dean MacCannell brings social scientific understandings
to bear on tourism in the postindustrial age, during which
the middle class has acquired leisure time for
international travel. In The Tourist—now with a new
introduction framing it as part of a broader contemporary
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social and cultural analysis—the author examines notions
of authenticity, high and low culture, and the construction
of social reality around tourism.
Original and thought-provoking, this book investigates
how creative experiences, interactions, and placespecific dynamics and contexts combine to give shape to
the expanding field of creative tourism across the globe.
Exploring the evolution of research in this field, the
authors investigate pathways for future research that
advance conceptual questions and pragmatic issues.
The fact that tourism is a major global industry forecast
to continue its dramatic growth well into the twenty-first
century is often cited as a rationale for its analysis.
However, while the connection between individual
locations and the world's global markets is an obvious
product of tourism, the heart of the tourist experience is
the construction of identity: the relation of the traveller to
resident populations; the participants' views of
themselves and others; tourists' search for authenticity
and their testing of boundaries.This book significantly
furthers current debates on tourism by asking important
and vexing questions about the nature of the tourist
experience: 'folk museums' that forget many of the 'folk'
who live in the areas represented; the environments and
events that are shaped to meet the 'imagined dreams' of
tourist spectators; the categorization of visitors and
returnees who take up residence and participate in the
construction of 'local' identities; the evolving meanings
associated with indigenous culture, tradition, heritage,
representation, reality and authenticity. In renegotiating
the definitions of tourism for the new millennium, this
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book represents a major contribution to an emerging and
highly topical area of study.
Honorable Mention for the 2008 Robert Park
Outstanding Book Award given by the ASA’s
Community and Urban Sociology Section Mardi Gras,
jazz, voodoo, gumbo, Bourbon Street, the French
Quarter—all evoke that place that is unlike any other:
New Orleans. In Authentic New Orleans, Kevin Fox
Gotham explains how New Orleans became a tourist
town, a spectacular locale known as much for its
excesses as for its quirky Southern charm. Gotham
begins in the aftermath of Hurricane Katrina amid the
whirlwind of speculation about the rebuilding of the city
and the dread of outsiders wiping New Orleans clean of
the grit that made it great. He continues with the origins
of Carnival and the Mardi Gras celebration in the
nineteenth century, showing how, through careful
planning and promotion, the city constructed itself as a
major tourist attraction. By examining various imagebuilding campaigns and promotional strategies to
disseminate a palatable image of New Orleans on a
national scale Gotham ultimately establishes New
Orleans as one of the originators of the mass tourism
industry—which linked leisure to travel, promoted
international expositions, and developed the concept of
pleasure travel. Gotham shows how New Orleans was
able to become one of the most popular tourist
attractions in the United States, especially through the
transformation of Mardi Gras into a national, even
international, event. All the while Gotham is concerned
with showing the difference between tourism from above
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and tourism from below—that is, how New Orleans’
distinctiveness is both maximized, some might say
exploited, to serve the global economy of tourism as well
as how local groups and individuals use tourism to
preserve and anchor longstanding communal traditions.
“Now and then,” writes Lionel Trilling, “it is possible to
observe the moral life in process of revising itself.” In
this new book he is concerned with such a mutation: the
process by which the arduous enterprise of sincerity, of
being true to one’s self, came to occupy a place of
supreme importance in the moral life—and the further
shift which finds that place now usurped by the darker
and still more strenuous modern ideal of authenticity.
Instances range over the whole of Western literature and
thought, from Shakespeare to Hegel to Sartre, from
Robespierre to R.D. Laing, suggesting the contradictions
and ironies to which the ideals of sincerity and
authenticity give rise, most especially in contemporary
life. Lucid, and brilliantly framed, its view of cultural
history will give Sincerity and Authenticity an important
place among the works of this distinguished critic.
Cultural heritage is one of the most important tourism
resources in the world. This book provides a
comprehensive theoretical overview and applied
knowledge of the issues, practices, current debates,
concepts and management concerns associated with
cultural heritage-based tourism. The second edition has
been updated to include timely and emerging topics such
as geopolitics, conflict, solidarity tourism, overtourism
and climate change. It also expands on important areas
such as environmental change, technology, social
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media, heritage economics, Indigenous knowledge and
co-created experiences. This edition includes up-to-date
data, statistics, references, case material, figures and
pedagogical tools. It remains an important and
accessible text for undergraduate and postgraduate
students of cultural and heritage tourism, cultural
resource management, and museum management.
Films or movies provide us with a window into other
places that broaden our knowledge and can fuel our
desire to travel. What has become known as filminduced tourism has begun to gather momentum as an
area of both academic research and industry interest.
However, the phenomenon is wide-ranging and
according to Beeton (2005), still a largely untapped and
little-understood field of tourism research. Much of the
literature to date has focused on the promotional aspects
and the impacts of the phenomenon with little research
into the motivations of the film-induced tourists
themselves. Further, films are not always shot in the
place where they are portraying on screen. This has
become a common occurrence and it is not unusual for a
film to be made in a completely different country from
that it portrays. This form of displacement creates issues
of authenticity and implications as to where the tourist
influenced by such a film will choose to visit. This aspect
in film tourism has been mentioned briefly by authors
such as Beeton (2005), Hudson and Ritchie (2006) and
Shandley et al. (2006) but they have not conducted
investigations themselves and to date there have been
no in-depth research studies into this aspect of the
phenomenon. The overall aim of this thesis was to
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investigate what the author has termed displacement
theory within the larger phenomenon of film-induced
tourism and to present a clearer understanding of the
inherent implications and opportunities for economic
development this may bring. Within this the author
sought to examine film influence on tourist motivation,
tourist views on displacement and authenticity as well as
industry opinion on these matters. An interpretivistic
research approach was taken utilizing the power of the
internet and harnessing the use of specially created
blogs to collect qualitative data. The approach was
designed to extract data in depth with a select set of
bloggers rather than at a superficial level across a wider
number of respondents through quantitative survey work.
This was then followed up by semi-structured interviews
with respective tourism and film organizations throughout
the UK and Ireland. Findings reveal that these issues do
matter to tourists and that there are three distinct
markets in existence which comprise three distinct tourist
types in relation to film- induced tourism. This has
enabled the author to develop a model of displacement
(the first such model in this field of study) which conveys
the motivational factors at play on the tourist and what is
happening when displacement in film tourism occurs in
relation to the three distinct markets. This is then utilized
to make key recommendations as to how industry can
maximize future potential from film-induced tourism,
especially when displacement occurs. The thesis has
covered new ground in its contribution to knowledge
through addressing a gap in the film-induced tourism
literature and providing new theories culminating in a
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newly developed model to represent what is occurring.
Further contribution has been made through the use of
innovative methodologies. In this case the use of
specially designed blogs to gather qualitative data for the
research.
Authenticity and Authentication of Heritage presents an
assimilation of chapters that critically address some of
the key emerging areas associated with authenticity. It
presents a variety of inspiring pieces of work that range
from host-guest authentication and intangible heritage to
knowledge transfer processes, authenticating heritage in
fairy-tale settings, authenticity and anxiety in the smell of
death and life, understanding the boundaries of
authenticity, nostalgia, sustainability, marketing,
destination competitiveness, examining affective
connotations of authenticity, and their contribution
towards optimizing hedonic and eudaimonic well-being
during times of disruption. The contentious concept of
authenticity continues to be valorised in heritage tourism.
This scholarly initiative seeks to broaden the discursive
parameters of authenticity and identify power
mechanisms that shape the way authenticity is
produced, marketed and consumed. This is an attempt to
share contemporary views on how the contemporary
notions of authenticity are derived, interpreted, applied,
processed and legitimised in local and global contexts.
Furthermore, the significant relationship between health
and authenticity is explored. To put it simply, this
pandemic has significantly halted the way people
connect with their cultural resources and seek
authenticity within their inner selves and the outside
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realms in the heritage tourism system. Heightened sense
of global consciousness is a call to polish our authentic
selves and elevate above inauthenticity or moral
hypocrisy. So, is authenticity an evolving story or is it a
story of floating immobility? Who can tell the story and
who decides what elements to fossilise? How can
existentialist authenticity and self authentication promote
moral selving and well-being of the self and the society?
Many questions like these have emerged in recent
literature, and this book uses conceptual, empirical and
theoretical explorations to identify and engage with such
inquiries. The chapters in this book, except for the
concluding chapter, were originally published as a
special issue of the Journal of Heritage Tourism.
With the rise of post-truth and fake news, a thorough
examination of authenticity has never been so relevant.
This book explores the geography of authenticity,
investigating a wide variety of places used by tourists.
Not only does it assess what might be described as the
more traditional objects for examination - places such as
the city, the countryside and the coast - it also includes
chapters on art and place, hipster places, gentrification,
heritage sites, film locations, photographed places and
eventful places. Using a wide-angled lens on places
reveals linkages and possibilities, enabling the book to
skate across the surface of the geography of
authenticity, locating the magically real heritage site, the
poignant replica, the authenticated theme park, the
unmasked carnival. In focusing on authentic and
inauthentic places, this text provides a useful contribution
to the understanding of how places are changing, how
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they are perceived, and how authenticity is embodied
and performed within them. Authentic and Inauthentic
Places in Tourismis an insightful study and an essential
read for those involved in the study of geography,
tourism, urban studies, culture and heritage.
From the highly influential concept of ‘staged
authenticity’ discussed by Dean MacCannell, to the
general claim of longing for authenticity on behalf of all
Western consumers, made by Joseph Pine and James
Gilmore, it is obvious that the concept of authenticity is
still worth considering. This ground-breaking book rethinks and re-invests in the notion of authenticity as a
surplus of experiential meaning and feeling that derives
from what we do at / in places. In Re-investing
Authenticity - Tourism, Place and Emotions international
scholars representing a wide range of disciplines,
examine contemporary performances of authenticity in
travel and tourism practices: From cultural place
branding to individual pilgrim performances; from
intensified experiences of imaginary crime scenes to the
rhetorical features of the encounter with the traumatic
and; from photography performing memories of place to
experiences of wilderness producing excitement, this
book demonstrates how the feeling of authenticity within
places is produced.
Thesis argues that the educational tourist can learn
about their destination and so devise an ability to
interpret the environment they are visiting, thus providing
the authentic experience.
The ubiquity of computation in daily life has had decisive
influence on the imaginative aspects of tourism. Online
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knowledge of the world is readily available through
mapping services, social media, travel blogs, and online
reviews. From booking and Googling, to posting and
reminiscing: all stages of one’s trip can be guided and
augmented by increasingly connective, personalized,
and optimized algorithmic systems. In the face of this
informational abundance, hypermediated tourism is
fixated on access to authenticity. Peer to peer
accommodation offers tourists a chance to "live like a
local." Professional bloggers instruct not just on where,
but on how to travel. Review websites aggregate the
feedback of millions into "objective," data-driven
authentication of destinations. And virtual technologies
take users to places they could not dream of reaching
physically. Based on a comparative ethnography of
touristic blogs and vlogs, review websites, and video
game environments, Scripted Journeys presents a
critical analysis of touristic practice in digital ecologies.
This hypermediated tourism engages technology as a
harbinger of self-possession and waywardness, yet
produces its own forms of digital dependence. The
resulting "scripted journeys" internalize a tension
between authenticity as autonomy and control, and the
implicit compliance of making use of technological
extensions.
Positive consumerism is the backbone to a strong
economy. Examining the relationship between culture
and marketing can provide companies with the data they
need to expand their reach and increase their profits.
Global Observations of the Influence of Culture on
Consumer Buying Behavior is an in-depth, scholarly
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resource that discusses how marketing practices can be
influenced by cultural preferences. Featuring an array of
relevant topics including societal environments, cultural
stereotyping, brand loyalty, and marketing semiotics, this
publication is ideal for CEOs, business managers,
professionals, and researchers that are interested in
studying alternative factors that impact the marketing
field.
Thames Town—an English-like village built in
Shanghai—is many places at once: a successful tourist
destination, an affluent residential cluster, a city of
migrant workers, and a ghost town. The Real Fake
explores how the users of Thames Town transform a
themed space into something more than a “fake place.”
Piazzoni understands authenticity as a dynamic
relationship between people, places, and meanings that
enables urban transformations. She argues that
authenticity underlies the social and physical production
of space through both top-down and bottom-up
dynamics. The systems of moral and aesthetic
judgments that people associate with “the authentic”
materialize in Thames Town. Authenticity excludes some
users as it inhibits access and usage especially to the
migrant poor. And yet, ideas of the authentic also
encourage everyday spontaneous appropriations of
space that break the village’s staged atmosphere. Most
scholars criticize theming by arguing that it produces a
“fake,” controlling city. Piazzoni complicates this view by
demonstrating that although the exclusionary character
of theming remains unquestionable, it is precisely the
experience of “fakeness” that allows Thames Town’s
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users to develop a sense of place. Authenticity, the ways
people construct and spatialize its meanings, intervenes
holistically in the making and remaking of space.
By 2030, China will be the world’s largest tourism
destination, holidays in Outer Space will be the ultimate
luxury experience, extreme Swedish ironing will be an
Olympic Sport, embedded technologies will be the norm
in future tourists and skiing in the Alps will be no more.
These are some of the changes that will occur between
now and 2030 that will change world tourism. Tomorrows
Tourist: Scenarios & Trends enables readers to imagine
what a future tourist might be, where they will go and
what they will do. This is the most comprehensive
analysis of how world tourism is changing and what it
means for destinations. Each chapter consists of a
scenario about a future tourist, which is then is backed
up with evidence and trends plus a number of
assumptions about the future. The book is accompanied
by its own website at http://www.tomorrowstourist.com
which is owned and regularly updated by the author.
Overtourism has become a major concern for an
increasing number of destinations as tourism numbers
continue to grow, stimulated by general economic and
technological growth and the expansion of the global
middle class. This, coupled with relentless promotion of
tourism by many organisations and destinations, has
increased tourism, despite growing opposition to
excessive development. This book is the first academic
volume to deal with this topic and contains chapters by
experienced researchers in the tourism field, taking a
multidisciplinary approach to review and explain the
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subject. The introductory section begins with an overview
of the current situation and the forces enabling the
appearance of overtourism. This is followed by a number
of case studies from a range of destinations around the
world, both urban and rural, which share the same
problems. The concluding section includes a discussion
of potential mitigation methods and approaches and a
final assessment of future developments. The focus and
relevance of this book are not just for academics, as it
offers insights into destinations, enablers and solutions
for how to address the issue of overtourism on a wide
variety of scales. This book offers globally relevant
perspectives on destinations as varied as Venice and
Barcelona, that have gained global media attention, as
well as less publicised rural areas and developing
destinations.
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