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Introduction 
 
Tourism as we knew before COVID-19 started to arise after World War II, when 

factors such as technology, air transportation, accommodation companies, tour 

operators, conglomerates and mass consumption depending on holiday needs 

cleared the way for large-scale tourism development in the 1950s. Although 

tourism inspired some scholars earlier, it is claimed that tourism as a field of study, 

has only emerged in the late 1960s, when the first generation tourism scholars 

contributed to mainly social sciences disciplines in response to tourism growth: 

Western sociologists and anthropologists applied ground-breaking research with 

regard to tourism development, by observing Western middle-class tourists who 

had just started to visit peripheral regions in Europe and on other continents. 

These scholars not only characterized tourism as an escape from a boring 

everyday existence and as a search for self-fulfilment in the academic debate on 

tourism (e.g. Turner & Ash, 1975; Smith, 1977), but also as hordes of people who 

had a negative social and cultural influence on authentic, indigenous and genuine 

host cultures in these peripheral regions (e.g. Smith, 1977; Cohen, 1979).  

What started as an academic debate among anthropologists and 

sociologists, about the negative impact of tourism on host communities around the 

world, changed into a broader, societal debate as soon as the negative 

consequences of the explosive growth of tourism became visible in the 1980s: 

Small villages and vulnerable ecosystems were flooded with groups of tourists in a 

short period of time. Not only researchers were concerned about the large numbers 

of tourists visiting small villages and sensitive ecosystems, but also NGOs, various 

travel organizations and other representatives of civil society.  

Nonetheless, despite these expressed worries in the academic and 

societal debate with regard to tourism’s growth and its negative impact on the 

natural and cultural environment of host communities, tourism was able grow from 

25 million international tourist arrivals in 1950s, to 1.4 billion international arrivals in 

2019 (UNWTO, 2020a). In 2019, travel and tourism even contributed almost 9 

trillion U.S. dollars to the world’s GDP directly and indirectly, which covered over 10 
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percent of the global GDP. Also, travel and tourism’s direct, indirect and induced 

impact accounted for 330 million jobs, one in ten jobs in the world: ‘2019 was 

another year of strong growth for the global Travel & Tourism sector reinforcing its 

role as a driver of economic growth and job creation’ (WTTC ‘Economic Impact 

Reports’, 2020c). In May 2020, as the economic consequences of the coronavirus 

pandemic became clear, UNWTO estimated that the earnings from international 

tourism would decrease with 80 percent and that 120 million jobs would be lost (De 

Bellaigue, 2020). The pandemic shocked global tourism, and with that it 

demonstrated how much the world economy had become dependent on tourism. It 

gave scholars, journalists, travel organizations. other representatives of civil society 

and, above all, tourists the opportunity to state that the virus could help us to 

rethink the tourism industry. They explained that tourism in its current capacity, 

commoditizes destinations, a process that not only harms local communities, 

wildlife and world heritage, but also endangers the preservation of the authenticity 

and sustainability of natural and cultural heritage around the world in the long term 

(e.g. Evans, 2020; De Bellaigue, 2020). Although this dissertation does not focus 

on tourism in relation to the coronavirus pandemic, I will of course, due to its impact 

on tourism, elaborate on this specific topic in my afterword.  

Even before COVID-19, the (societal) call for authenticity and sustainability 

in tourism had already turned into a more explicit one: The demand for sustainable 

and authentic holiday experiences was growing and on its way to become the new 

mainstream in tourism (e.g. Santos et al., 2016; OECD, 2018), encouraged by, 

amongst others, debates in society on over-tourism and the flight-shame 

movement (e.g. Koens et al., 2018; Asquith, 2020).  

However, in this context of tourism, which entails seemingly contrasting 

developments, one might wonder how ‘authenticity’ and ‘sustainability’ are 

interpreted. After all, on the one hand, tourism is responsible for over 10 percent of 

today’s GDP and one in ten jobs in the world, and has even the potential to grow 
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more after the experienced standstill due to the corona pandemic1 (Binggeli et al., 

2020). Moreover, an increasing amount of people are willing to travel, not only in 

Western society, but also in societies where middle class is expanding rapidly, 

such as in China and India (e.g. OECD, 2018; Cohen & Cohen, 2019). On the 

other hand, the call for authenticity and sustainability, the preservation of natural 

and cultural heritage in the long term, has become more explicit in society then 

before, demonstrated by a growing amount of tourists that desires sustainable and 

authentic holiday experiences. So, considering its capacity before the pandemic 

and its potential growth post COVID-19, how do authenticity and sustainability 

interfere in the context of tourism?  

Since the introduction of the concepts of ‘authenticity’ and ‘sustainability’ in 

tourism studies in the 1970s, scholars have been debating the interpretation of the 

two concepts and their practices with regard to tourism. The first one is related to 

the realness of an object, or the search for authenticity in a tourist experience (e.g. 

MacCannell, 1973; Wang, 1999; Chhabra, 2010), the latter is related to the 

preservation of the environment and culture of touristic sites, amenities and 

attractions and with that, the facilitation of a more secure future for the tourism 

industry (e.g. Cohen, 2002; McCool & Moisey, 2009; Mowforth & Munt, 2009). 

What stands out however, is that despite the fact that the debates among scholars 

have resulted in libraries of academic literature on both concepts, besides Cohen’s 

paper (2002) ‘Authenticity, Equity and Sustainability in Tourism’, not much research 

has taken place with regard to how authenticity and sustainability interfere in 

tourism development (e.g. Berendse & Roessingh, 2007; Mowforth & Munt, 2009; 

Taheri et al., 2017).  

In his paper, Cohen (2002) not only considers the complex relationship 

between authenticity, equity and sustainability in tourism, but also confirms that 

authenticity and sustainability are two prominent research topics in tourism studies 

 
1 ‘An optimistic recovery scenario, combining rapid virus containment and rebounding 
economies, will see recovery to 85 percent of 2019 volumes in by 2021 and a full recovery 
by 2023. Under a pessimistic recovery scenario, 2021 levels can be as low as 60 percent of 
2019, further postponing the recovery’ (Binggeli et al. ‘The recovery could be slow’, 2002). 
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that run parallel, without engaging each other. During that time, Cohen observed 

that ‘sustainability’ was used by practitioners in tourism as an instrument of power 

in the struggle over valuable environmental and cultural resources. This struggle 

was related to the search of ‘authenticity’: As the more mature tourist destinations 

changed into mass tourism destinations, the more authenticity-seeking tourists 

travelled further, to undiscovered areas in their quest for authenticity. However, 

these tourists ‘often serve unwittingly as the spearheads of penetration of new 

areas by the tourist industry, especially in developing countries’ (Cohen, 2002, p. 

272). Since the expansion of this tourist frontier could not proceed forever, this 

process increased not only the ecological and cultural, but also the economic value 

of destinations. For natural or cultural attractions to remain valuable, authorities 

and tourist entrepreneurs imposed controls and limitations on access, ‘one of the 

principal ways to exploit such sites for profit and at the same time ensure their 

sustainability is to open them to elite tourism’ (Cohen, 2002, p. 273). As a result of 

this approach, at least in the past, islands of luxurious living in remote locations 

were developed, often surrounded by poor inhabitants, who ‘had in some cases 

been removed from its grounds and prevented from exploiting the natural 

resources located on them’ (Cohen, 2002, p. 273).  

Consequently, authenticity and sustainability implemented this way did not 

contribute to the issue of equity in tourism, but contributed to the economic 

discrimination of the less wealthy potential visitors, often the domestic ones in 

developing regions. In fact, this process even strengthened (existing) imbalanced 

power relations between the wealthy and the poor, which for instance also the 

economist Piketty refers to in his present work Capital and Ideology (2020), who 

sees inequality as a social phenomenon: ‘Inequality is neither economic nor 

technological; it is ideological and political’ (2020, p.12). This would mean that 

inequality is not a natural feature of human interaction, but that the choices ‘are 

shaped by each society’s conception of social justice and economic fairness and 

by the relative political and ideological power of contending groups and discourses’ 

(2020, p. 14).  
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Hence, based on, amongst others, Cohen’s considerations, should 

scholars and practitioners in tourism and representatives of civil society, not ask 

themselves first, whether this current call for authenticity and sustainability, in 

response to overcrowded tourist sites in today’s tourism, indeed represents that 

what they long for, before they continue to focus on the further development of 

sustainable and authentic holiday experiences?  

Due to his observations in the field, Cohen then already wondered why 

tourism studies had not researched how authenticity and sustainability interfere in 

tourism development. The interface between the two concepts seemed to be there 

already, but was still very implicit. For example, Cohen thought about, to what 

extent would the search for authenticity in tourism, as long as authenticity would 

remain the main motivation of contemporary tourism, strengthen or endanger the 

sustainability of tourism destinations. He concluded that it was impossible to 

answer that question for tourism theorists, in that time, as it was not clear what the 

concepts of authenticity and sustainability exactly ‘meant’.  

Today however, almost twenty years after the publication of Cohen’s 

paper, we are in a better position to research how authenticity and sustainability 

interfere and to make the interface between the two concepts more explicit, since 

we now know how both concepts have evolved. Both concepts are considered as 

key concepts in the sociological paradigm of tourism research. Consequently, both 

concepts have their own academic debates, which have resulted into various 

different theoretical interpretations of authenticity as well as sustainability (e.g. 

Singh, 2012; Hashemkhani Zolfani et al., 2015). We now know what both concepts 

currently entail, but we still don’t know much yet about how the two concepts, 

researched and described by tourism theorists and applied by practitioners, 

interfere in the development of tourism.  

Essentially, the two debates continue to concern separate research areas 

in tourism studies. This is in contrast to what is taking place in practice in the 

context of recent travel trends, in which practitioners in tourism, such as tourism 

planners, governments, host communities, marketers, travel journalists and 
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tourists, link authenticity with sustainability and vice versa: ‘Sustainable tourism 

benefits tourists by providing a genuine and authentic experience of the host 

destination’. Or, sustainable tourism means that you ‘are not playing a part in the 

destruction of the natural world, but you also get to enjoy a more authentic travel 

experience’. Moreover, in order to be at the competitive edge, marketing 

organizations of tourist sites, amenities and attractions, must demonstrate their 

unique side through the usage of words such as authenticity and sustainability in 

their marketing. The reason why, amongst others, destination marketing 

organizations do this, is to distinguish themselves from others. They get inspired by 

the theory of Gilmore and Pine (2008), who state that consumers are willing to pay 

extra for experiences that are authentic, defined as ‘real’, ‘genuine’ or ‘sincere’. 

According to these marketers, the desire for authenticity can on the one hand be 

related to a personal desire to discover one’s own identity, on the other hand, the 

desire can be related to the desire to perceive authentic elements in present-day 

society, which is a response to a capitalist society that is highly commercialized 

and socially constructed: What is still ‘real’, ‘sincere’ or ‘authentic’ in the context of 

a capitalist society? Hence, in contrast to tourism theorists, an increasing number 

of practitioners in tourism link the concepts sustainability and authenticity to each 

other in the development and marketing of their tourism products.  

Therefore, notwithstanding the fact that authenticity and sustainability are 

two complex fields with their own academic debates, debates that are both 

summarized a little further, given the increasing usage of authenticity as well as 

sustainability by practitioners in tourism, it has become inevitable for tourism 

studies to explore how authenticity and sustainability interfere, and with that how 

they relate to each other in tourism. This applies to not only practice, applied by 

practitioners, but also in tourism studies, researched and debated by tourism 

theorists.  

The reason why the interface between both concepts in practice as well in 

tourism studies needs to be researched, is that in tourism development ‘practice’ 

and ‘research’ both interfere: Through researching tourism in practice, which can 
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be considered as the empirical ‘reality' of its growth, flows, happenings, histories, 

structures, events, workings, manifestations, impacts and influences on people and 

environment’ (Ateljeviç, 2014, p. 77), tourism theorists are able to interpret the 

phenomenal world of tourism and translate this world into tourism knowledge, 

‘where all our facts, theories, concepts and explanations lie in the form of the 

'known world' expressed in written language’ (Ateljeviç, 2014, p. 77).  

So, as long as the concepts authenticity and sustainability remain to be 

considered as two separate research areas, given the current developments in 

tourism in practice, there is a considerable chance that tourism studies will 

ultimately miss a significant part of understanding tourism, and with that tourism 

knowledge presented in tourism studies. Consequently, the main question of this 

dissertation is: How do authenticity and sustainability, discussed by tourism 

theorists and applied by practitioners in tourism, interfere in the development of 

contemporary tourism? By researching this interface and making it more explicit, 

the aim of this dissertation is to explore how the two concepts relate to each other 

in the development of today’s tourism practice and with that, in tourism studies.  

Although many scholars have debated on of the two concepts, only a few 

have conducted a research with regard to how the two concepts interfere in tourism 

development. They too, got inspired by the presence of the gap in tourism studies 

concerning how the two concepts interfere in tourism development, and tried to 

make that interface explicit. According to Berendse and Roessingh (2007) for 

example, the active promotion of destinations that are proud of local wildlife 

conservation appeals to those tourists who are in search for ‘the pristine’. Hence, 

the use of ‘sustainability’ in tourism marketing contributes to the ‘authenticity’ 

tourists experience during their travels. Mowforth and Munt (2009) on their turn, 

write that the debate on authenticity resulted in new forms of tourism, such as 

sustainable tourism. They explain that the content (real, indigenous, off the beaten 

track) influences the form of tourism (ecotourism, sustainable tourism, community-

based tourism). As a result, ‘authenticity’ resonates in the debates on 

‘sustainability’ on academic and practical level. Taheri et al. (2017), conclude that 
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the experience of ‘authenticity’ in the context of restored and reconstructed 

heritage in Japan could be related to ‘sustainable tourism’. Their research was 

inspired by Cohen’s (2002) thought that as soon as tourists accept ‘simulated’ 

authenticity, sustainability problems in the context of tourism can be diminished.  

According to Cohen, this thought is strongly linked to how authenticity and 

sustainability are both interpreted by practitioners in tourism in practice. However, 

whereas the work of Berendse and Roessingh, Mowforth and Munt and Taheri et 

al. focused on empiric research only, following Cohen’s (2002) earlier thoughts, the 

aim of this dissertation is to finally use its empiric research findings, for the 

academic reflections on how authenticity and sustainability interfere in tourism 

development, in practice and in tourism studies. Before we can concentrate on how 

to approach this study, it is relevant to first understand how both concepts have 

evolved in tourism studies.   

In 1973, Dean MacCannell introduced the concept of authenticity in tourism 

studies. His consideration on ‘authenticity’ gave the floor to the introduction of the 

‘essentialist’ interpretation of the concept of authenticity in tourism knowledge, in 

which the realness, genuineness or authenticity of a tourism setting is considered 

as a tangible asset. Advocates of the essentialist interpretation, embrace the 

museology concept and prefer not to intervene within natural phenomena, such as 

natural surroundings and host cultures in the development of tourism.  

Ever since MacCannell’s publication, sociologists and anthropologists 

debate on the interpretations of authenticity in tourism studies, a debate that has 

not resulted into one common accepted definition. Influenced by post-modernist 

perspectives on academic level, a perspective that considers ‘authenticity’ as a 

judgment or value given by the observer (e.g. Wang, 1999), the understanding of 

authenticity as a concept in tourism studies developed. Hence, the current 

academic debate on authenticity is, besides the ‘essentialist’ interpretation, 

dominated by two other interpretations: Whereas the ‘constructivist’ interpretation 

of authenticity is premised on the notion that the observer values the realness, 

genuineness or authenticity of the toured setting or object influenced by existing 
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market forces, the ‘existential’ interpretation argues that authenticity is nested in 

the subjective self, rather than the toured setting or object.  

All taken together, in the wake of the work of MacCannell’s, authenticity 

became a key concept in the sociological paradigm for the study of tourism (Cohen 

& Cohen, 2019) and got interpreted from different angles by tourism theorists, 

which has resulted in three dominating interpretations in tourism studies: 

Essentialist, constructivist and existential authenticity (e.g. Chhabra, 2010; Cohen 

& Cohen, 2019).  

Given the existence of three dominant interpretations of authenticity among 

tourism theorists and the current developments in tourism in practice, it is for the 

knowledge of tourism essential to at least wonder, to what extend the various 

interpretations have interfered in the academic understanding of sustainability, and 

with that, the application of this concept by practitioners in the development of 

sustainable tourism.       

Just like authenticity, sustainability was introduced in tourism studies in 

1970s, after ground-breaking research applied by anthropologists and sociologists 

(e.g. Page & Connell, 2009; Ateljeviç, 2014). The introduction of sustainability in 

tourism studies by, amongst others, Jost Krippendorf (1975) and Valene Smith 

(1977), was a response to the major academic concern over the negative effects of 

tourism: Scholars considered ‘sustainable tourism’ as an answer to the critique of 

the negative environmental and socio-cultural impact of tourism on host cultures in 

peripheral regions (e.g. Page & Connell, 2009; Smith, 2015 in Hall et al., 2015).  

As described earlier, tourism counted 25 million international arrivals in the 

1950s; tourists from mainly richer and more developed countries in Europe started 

to demand for holidays to rather less developed southern countries. From the mid-

1960s, also Asia, Africa, the Middle East, Americas and the Pacific started to count 

an increasing amount international arrivals. According to scholars such as 

Krippendorf and Smith in the 1970s, this growth of tourism would lead to a range of 

problems on practical level, such as environmental, social and cultural degradation 

and unequal distribution of financial benefits. This academic perspective with 
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regard to the impact of tourism development on nature and host cultures in 

practice, gave the floor to the introduction of the concept of sustainability in tourism 

studies and also since tourism theorists started to debate the interpretation of 

sustainability (e.g. Hashemkhani Zolfani et al., 2015).  

Like authenticity, the debate on sustainability has resulted in three 

interpretations that currently dominate tourism studies: ‘Sustainable tourism’ is 

ecological-driven and contains small-scale tourism which is in balance with its 

social and natural environment, by reducing the negative impacts of tourism 

development. ‘Sustaining tourism’ is economic-driven and focuses on building and 

managing tourism enterprises that can maintain themselves over a long period of 

time. Also the third interpretation, ‘what tourism should sustain’, is economic-driven 

and uses tourism as a tool for social and economic development. Tourism in this 

interpretation is applied as a method to accumulate income and government 

revenue, which can later be used for or invested in other tools for development 

(McCool & Moisey, 2009; Jamal et al., 2013).  

Following not only Cohen’s (2002) thoughts on ‘equity’ in relation to 

authenticity and sustainability, but also the work of Mowforth & Munt (2009), Xie 

(2010) and Singh (2012), who explain that in order to determine whether 

something is authentic or sustainable, a person or an authority needs to have a 

certain status (and status is always related to ‘power issues’), it is relevant to 

consider whether the development of the various interpretations of sustainability in 

tourism studies, on their turn, were (implicitly) influenced by the different 

interpretations of authenticity among tourism theorists. What is the process that 

helps not only practitioners in tourism, but also tourism theorists to decide what 

‘authenticity’ and ‘sustainability’ mean and entail in tourism? How in other words, 

do authenticity and sustainability interfere in tourism development, in practice and 

in research?  
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Materials and Methods 
 
The aim of this dissertation is to contribute to the social sciences of tourism 

studies, by first making the interface between authenticity and sustainability more 

explicit and to ultimately explore how the two concepts interfere in the development 

of tourism, debated by tourism theorists and applied by practitioners in tourism. 

First in practice, then in theory, due to the thought that insights gained through 

researching the phenomenon of tourism in practice are valuable to tourism studies 

too, since these insights enrich the knowledge of tourism.  

Given the aim of this study, this dissertation entails mainly qualitative 

research methods, such as interviews, observations and text analysis. Although 

this study also entails some quantitative research methods, such as a 

questionnaire, based on literature study to test practitioners’ and inhabitants’ 

interpretation of authenticity and sustainability in tourism destinations on larger 

scale, the focus of this dissertation is to approach both concepts as non-

quantitative concepts: This is in addition to an increasing amount of tourism 

theorists and practitioners in tourism, who approach authenticity and sustainability 

as quantitative concepts instead of qualitative concepts. But, what is it that they 

measure exactly? One simple example is the carbon footprint, which focuses on 

the measurement of carbon emissions. Yet, what about the buy-off and/or trade of 

these ‘emissions’, which have both been criticized in the context of power relations 

and (in)equity?  

Therefore, for the study of how authenticity and sustainability, discussed by 

tourism theorists and applied by practitioners in tourism, interfere in the 

development of tourism, the dominating interpretations of both concepts in tourism 

studies are used. These academic interpretations have been described earlier, and 

are the outcome of debates among scholars in the context of social sciences in 

tourism studies since the 1970s.   

Inspired by the work of Cohen (2002) on authenticity, sustainability, equity 

and other power issues, this dissertation entails extensive literature study on 

mainly authenticity and sustainability, but also on power issues in tourism 
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development. Following the literature study, desk and field research took place, not 

only to research to what extend the academic interpretations of both concepts are 

present among practitioners in tourism in the development contemporary tourism, 

but also to reflect on the practical implications of these academic interpretations.  

As a result, this dissertation contains five empirical chapters: The first four 

are conducted in two cases and entail desk and field research, the last one is 

based on desk research. The two cases involved are comparable, yet different 

tourist destinations who both apply authenticity and sustainability in tourism 

development. Moreover, although the five chapters might seem to focus on 

separate aspects, all are substantiated by literature study and related to the main 

research question of this dissertation.  

Details about the empirical studies will follow in the subsequent chapters, 

but the five chapters together, give answer to the following question: What are the 

practitioners’ reasons for, interpretations of and methods used regarding the 

application of authenticity and sustainability in tourism development? It is the 

answer to this question, divided over five separate chapters, that ultimately makes 

the interface between authenticity and sustainability, applied by practitioners in 

tourism, explicit, and gives the floor to an academic reflection on not only what the 

practical implications of the various interpretations of both concepts in tourism 

studies are, but moreover, how the two concepts interfere in the development of 

tourism, in the context of tourism studies and tourism practices.  

That change of focus, from ‘serving’ tourism practices by researching the 

interpretation of the two concepts in tourism development (chapters 2, 3 and 

appendix 1) to a more ‘critical’ understanding of how tourism studies and practices 

interfere in tourism development (chapters 4, 5, 6 and conclusion), reflects my 

academic and personal development.  

When I started, I especially wanted to contribute to tourism practices, by 

researching how the application of authenticity and sustainability could strengthen 

each other in tourism development. This was in the time that I was Lecturer in 
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Sustainable Tourism and Tourist Experiences at Breda University of Applied 

Sciences.    

Yet, my understanding of the phenomenon of tourism, and with that the 

concepts of authenticity and sustainability, changed in 2014, due to the 

presentation of some critical academic studies inspired of the work of Foucault 

during a conference organized by Research Committee 50 on International 

Tourism. As a consequence of these academic insights, I first could no longer ‘just’ 

enjoy my personal travels abroad. Then, I was no longer able to lecture tourism as 

uninhibited as I did before. In 2018, I finally decided to leave the ‘world of tourism’: I 

resigned as a Lecturer in Sustainable Tourism and Tourist Experiences, and 

started to work as a Lecturer in International Business Experiences at Rotterdam 

University of Applied Sciences.            

Chapters 2 and 3 reflect that ‘beginning’ of my academic and personal 

development: These chapters research tourism development in Ylläs in Finnish 

Lapland and test the academic interpretations of authenticity and sustainability 

among the practitioners in tourism. Chapter 2 wonders what ‘authenticity’ means in 

the context of tourism, according to tourists who visit Ylläs. A combination of 

quantitative and qualitative research methods is used. It is a follow-up of my first 

publication on this topic, which is a striking example of my personal aspiration in 

the beginning of my PhD, to ‘serve’ practices of tourism: It researches which 

interpretation of authenticity fits the experience economy (Gilmore & Pine, 2008) 

best. Since chapter 2 also refers to this specific study, it has been included to this 

dissertation as appendix 1.  

Following the results of chapter 2 and inspired by Cohen’s (2002) thoughts 

on how the search for authenticity can strengthen the sustainability of tourist sites, 

chapter 3 explores whether ‘authenticity’, experienced by tourists in Ylläs in Finnish 

Lapland, contributes to the sustainability of Ylläs in the long term, and thus 

researches the meaning of sustainability among practitioners in tourism and 

inhabitants of Ylläs.  
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My academic change of focus becomes especially notable in chapters 4 

and 5. These chapters research tourism development in Vicos in Peru. Although 

they also still test the academic interpretations of both concepts among 

practitioners in tourism with the help of qualitative research methods, the main 

focus is to research ‘power issues’ in relation to the application of authenticity and 

sustainability in tourism development in practice, and to reflect on the practical 

implications of these power issues with regard to the application of both concepts 

in practice. Consequently, chapter 4 researches why and how involved 

practitioners in tourism apply authenticity and sustainability in the development of 

tourism in Vicos, followed by chapter 5, which wonders what impact normative 

moral claims on macro level about ‘what sustainable tourism ought to be’, have on 

micro level, on the daily lives of people living in communities such as Vicos.  

In addition to the chapters that focus on the two cases, Ylläs and Vicos, 

chapter 6 zooms out to macro level following the three topics ‘authenticity’, 

‘sustainability’ and ‘power issues’. With the help of desk research, this chapter 

considers why authentic and sustainable holiday experiences are on their way to 

becoming the mainstream in tourism.  

Subsequently, by first making the interface between authenticity and 

sustainability explicit by combining the insights collected in the five empirical 

chapters, the conclusion ultimately answers the question how authenticity and 

sustainability, discussed by tourism theorists and applied by practitioners in 

tourism, interfere in tourism development. It explains that the two concepts can be 

considered as ‘magnet concepts’. Depending on their interpretations, they attract or 

repel each other in tourism development.  

Finally, in response to the recent developments with regard to COVID-19, 

the conclusion is followed by an afterword: What can be observed when it comes to 

this dissertation’s theme and insights in relation to tourism development in the 

context of (post) COVID-19? Inspired by the attractive and repulsive forces 

between the two magnet concepts authenticity and sustainability and the work of 

Foucault, the afterword shows the importance of the identification of various 
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discursive frameworks in debates on issues that influence the future of tourism, 

such as climate change, (post) COVID-19 tourism and the vulnerability of the 

tourism system, which have become (even more) visible at the moment the 

coronavirus pandemic hit our world. 
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Introduction  
 
The trigger for widespread interest in tourism experiences, or more specifically 

authentic experiences in tourism, was the early work of Boorstin, MacCannell and 

Cohen (Tung & Ritchie, 2011). The quest towards understanding authentic 

experiences in tourism started with Boorstin (1964), who criticised the ongoing loss 

of ‘real’ travel due to the growth of mass tourism. MacCannell (1973), however, 

sympathised with tourists by stating that tourists were still looking for authenticity, 

but that they were not satisfied with events that were explicitly organised for 

tourists. After all, tourists were looking for authentic experiences that were in 

contrast with their daily lives. Cohen (1979) was supportive of MacCannell’s main 

position towards authentic experiences, but argued that authenticity cannot be 

fixed. Authenticity is fluid as cultures and societies change over time. This view 

opposed MacCannell's.  

It was Wang (1999) who did not want to limit authenticity to an object-

related phenomenon. For that reason, she introduced the concept of existential 

authenticity, in which authenticity is not an object, but an activity-related 

phenomena; tourism experiences are no longer based on objects or events, but on 

personal feelings that are influenced by activities. This new perspective shifted the 

study from object-related authenticity to authenticity as ‘a part of being’ (Kim & 

Jamal, 2007).  

The desire for authentic experiences has become a mainstream in tourism 

and is in line with the experience economy. This economy represents an economy 

in which consumers are searching for authentic experiences (Pine & Gilmore, 

1998). These experiences are very personal, and the consumer is engaged with an 

event on an emotional, physical, mental and/or intellectual level. As soon as 

tourists feel that they themselves have little or no effect on their experience, such 

as a tourist who admires the Grand Canyon from an edge, it is possible to talk 

about an aesthetic experience. Pine and Gilmore were inspired by the ideas of 

philosopher Immanuel Kant, who in the 18th century stated that authenticity is a 

subjective experience. Following the aesthetic experience, Pine and Gilmore 
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identified five core elements that are important for the creation of authentic 

experiences: 1) Theme the experience; 2) use positive cues; 3) eliminate negative 

communication; 4) mix in memorabilia; and 5) make use of all senses (Pine & 

Gilmore, 1998).  

The link between authentic tourism experiences and memorabilia is not 

new, according to Tung and Ritchie (2011, p. 1372): ‘This link is not new...[it] dates 

back to early environmental psychology. Since then scholars have investigated the 

influences of tourism experiences with respect to cognitive, affective and 

psychomotor changes at the individual level’. Kim, Ritchie and McCormick (2010) 

developed a scale that measures these memorable tourism experiences (MTEs) in 

a context in which the quality of experiences that are provided to customers directly 

determines a business's ability to generate revenue (Pine & Gilmore, 1999). A 

tourism experience, however, is not only affected by touchable products and 

experienced services, but also to the degree in which a specific experience is 

unforgettable and thus, memorable. Tourism is one of the pioneering examples of 

the experience economy as demonstrated in earlier literature back in the 1970s 

(Hosany & Witham, 2009). The tourism experience is always unique, emotionally 

charged and of high personal value, tourism offers ‘...an alternative experience of 

time’ (Wang, 2000, p. 116) and tourists are looking for sensational authentic 

experiences. Measuring the satisfaction and quality in order to provide an 

adequate description of the tourism experience has become insufficient for value 

creation in tourism, according to Kim et al. (2010). In order to be able to measure 

both the tourism experience as well as the degree of memory, which has a 

significant relationship with the search for authentic experiences, Kim et al. 

developed this new scale. According to Kim et al. (2010), MTEs represent the new 

standard in tourism.  

As a result, this case study does not only want to apply the scale of Kim et 

al. (2010) on tourists in order to measure their MTEs during their stay in Finnish 

Lapland and to research how these MTEs relate to the concept of authenticity 
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within the experience economy, but also wants to reflect on that scale, in order to 

help improve the effective management of tourism experiences  

 
 

Theoretical Framework  
 
The debate on the meaning of the concept of authenticity continues in tourism 

studies (Cohen & Cohen, 2012; Hall, Gössling, & Scott, 2015; Mowforth & Munt, 

2009; Page & Connell, 2009). According to Chhabra (2010), there are several 

dominating discourses when it comes to the interpretation of authenticity in tourism: 

Essentialist, constructivist, and existentialist. The essentialist discourse considers 

authenticity as ‘...in the spirit of frozen heritage’ (Chhabra, 2010, pp. 795-796) and 

advocates cultural continuity by local communities. This discourse states that 

authenticity is a tangible asset, a tourist quest for authenticity to escape from daily 

life, somewhere else in other cultures and in purer, simpler lifestyles. The 

constructivist ideology believes that authenticity is dictated by the tourists’ 

perceptions of authenticity, and advocates consciously created pseudo-packages. 

Authenticity in this case is adapted to suit the customers’ needs and a capitalist 

approach is pursued (Chhabra, 2010). The existentialist discourse uses terms such 

as self-discovery and being true to yourself and stands clearly for optimising 

experiences. Essential, constructive and existential authenticity all focus on the 

social psychological part of the tourism experience (Cohen & Cohen, 2012).  

In the 1970s, the tourism experience was considered as fake and 

superficial on the one hand, and as a serious search for authenticity, on the other 

hand (Cohen, 1979; MacCannell, 2001). In recent decades, tourism experiences 

have become more and more important for tourism studies, especially as soon as it 

became clear that tourism experiences mean value creation within the tourism 

industry. The tourism experience is a complex combination of especially subjective 

factors that shape the feelings and attitudes towards a tourist's visit. The tourism 

experience is related to satisfaction, where a tourism experience is ‘...a subjective 
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mental state felt by participants’ (Otto & Ritchie, 1996, cited in Mendes et al., 2010, 

p. 112).  

The experience is complex, it does not start at arrival, neither does it 

consist of separate elements, nor does it end at the moment the actual trip ends 

(Pine & Gilmore, 1999). It is that memorable experience which has become an 

important phenomenon in tourism and leisure; it creates a holistic and long-lasting 

personal experience and indeed ...consumers are in search of experiences that 

‘dazzle their senses’, ‘engage them personally’, ‘touch their hearts’ and ‘stimulate 

their minds’ (Schmitt, 1999) whilst indulging in ‘...fantasies, feelings and fun’ 

(Holbrook & Hirschman, 1982). People are in search of unique, memorable and 

extraordinary experiences (Hosany & Witham, 2009, p. 4).  

It is the memorable tourism experience which is important for value 

creation in tourism. As a result of this insight, research on tourism experiences has 

shifted from researching tourism objects themselves to researching the subjective 

interpretation of those objects (Kim et al., 2010). The same has happened to 

research on the concept of authenticity in tourism. This has shifted from essential 

to constructive to existential. After reviewing research on tourism experiences, Kim 

et al. (2010) focused on memory research, and discovered various factors that 

influence the memorability of an event. These include affective feelings, cognitive 

evaluations and novel events. They listed sixteen potential constructs of MTEs. 

After their data collection and the refinement of the measurement scale, seven 

scale items, with twenty-four indicators, remained: hedonism; refreshment; local 

culture; meaningfulness; knowledge; involvement; and novelty were regarded as 

important components of the tourism experience which affect a person's memory 

(Kim et al., 2010).  

The quality experiences provided to customers which are indeed 

memorable directly determine a business's ability to generate revenue (Pine & 

Gilmore, 1999). However, the extant tourism literature has provided limited 

explanation of the factors that characterise memorable tourism experiences (Kim et 

al., 2010). Thus, the goal of the study of Kim et al. (2010) was to develop a valid 
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and reliable measurement scale that will assist in understanding the concept and in 

improving the effective management of the memorable experience. This 

measurement scale assists in understanding the concept of authenticity in 

especially the field of tourism and may help improve the effective management of 

tourism experiences.  

Although Kim et al. (2010) conclude that they have successfully developed 

and validated a MTE scale, the data were collected by convenience sampling 

among college students in one region in the US.  

 
 

Materials and Methods  
 
The limited ability to generalise the study results of Kim et al. (2010) is undeniable. 

But despite this limitation, it was decided to apply the scale to Dutch tourists who 

visited the tourism destination of Ylläs in winter. The aim of the case study was not 

only to measure the MTEs and to reflect on them, but also to get insight into how 

these MTEs were related to the concept of authenticity in the context of the 

experience economy. In 2010 and 2011, the scale was applied on Dutch visitors to 

a small tourist destination in Peru. It was the first trial to test the scale and to 

experience how to understand the outcomes. The scale was tested with 15 

respondents who had just visited the tourism destination of Vicos in the mountains 

of Peru. The outcome was that the respondents had experienced the tourist 

product of Vicos as memorable, due to the fact that, according to all respondents, it 

was an authentic experience (Cornelisse, 20142).  

Vicos is a small-scale tourist destination with seven homestays and lies at 

an elevation of more than 4 000m at the base of the highest peak in Peru, 

Huascaran. The approximately thousand inhabitants are primarily farmers, 

weavers, and bee-keepers and are spread throughout a large area. They have 

maintained their culture and are now trying to develop community-based tourism 

for economic development. After the survey among 15 respondents, four 

 
2 This publication has been added to this dissertation as: Appendix 1. 
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respondents were invited for an in-depth interview. They were asked to explain 

what it was that had made their stay in Vicos authentic and with this memorable. 

According to the analysis of these interviews, the stay in the genuine homestay in 

an existing Quechua Indian village had influenced their experience in a very 

positive way (Cornelisse, 2014).  

Although this study was based on a small sample, the mixture of 

quantitative and qualitative methods resulted in a study which had potential: it 

raised a number of issues concerning perceptions of authenticity among tourists 

that could usefully be explored with a wider and more generalizable sample 

(Cornelisse, 2014). In response to this explorative case study in Vicos in order to 

not only test the scale to measure MTEs, but also to explore how MTEs are 

possibly related to authenticity in contemporary tourism, in the context of the 

present experience economy, more research needed to be done. The follow-up 

case study took place on a second, different tourist destination.  

In view of this debate in tourism literature about the meaning of authenticity 

(Chhabra, 2010; Wang, 1999) and the development of a scale to measure MTEs, 

the follow-up case study was concerned with: 1) The application and reflection of 

the MTEs among Dutch tourists who stayed at the tourist destination of Ylläs in 

Finnish Lapland; and 2) how these MTEs relate to the concept of authenticity within 

the experience economy, as outlined above.  

The reason that this case study took place in Ylläs is that the development 

of tourism was based on the theory of Pine and Gilmore, according to the Regional 

Council of Lapland (2011). The development of tourism products that are full of 

experience and authentic received a lot of attention in Lapland: ‘Customers rate 

experience-based products in terms of their authenticity’ (Regional Council of 

Lapland, 2011, p. 23). The villages Äkäslompolo and Ylläsjärvi, together with the 

Pallas Yllästunturi National Park and seven mountains, make up the tourist area of 

Ylläs. The area has a capacity of over 20 000 beds. The two villages together have 

750 inhabitants. The local economy is mainly based on tourism which largely takes 

place during the winter season from November to April.  
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Figure 1: Map of Ylläs with Äkäslompolo and Ylläsjärvi (Source: Tuulentie 2009, p.5)  

 

The scale of MTEs from Kim et al. was translated from English into Dutch 

and then back-translated into English again to see how much the translation to 

Dutch was correct. In addition, the survey was examined eighteen times and 

checked by four other researchers before the questionnaire was distributed to 

departing Dutch tourists at Kittilä airport during the period December 2013 to 

January 2014. 94 Dutch tourists completed the survey. In total, 515 Dutch tourists 

travelled to Ylläs during December 2013 and January 2014. According to the 

sample calculator, the number of 94 respondents is too low to give a representative 

picture. In total, according to this calculator, a minimum of 178 surveys should had 

been completed. For that reason, the results of this survey should be considered 

as an indication only. In addition, semi-structured interviews were conducted with 

ten Dutch tourists. The reason for doing semi-structured, in-depth interviews was to 

obtain a rich, detailed and deep image of the interpretation and experience of 

authenticity by Dutch tourists.  
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Results  
 
The results show that Ylläs scores high on four of the seven domains. Hedonism, 

refreshment, involvement and novelty were (strongly) experienced. Local culture, 

knowledge and meaningfulness were experienced less by the Dutch tourists who 

visited Ylläs during winter. It turns out that Dutch tourists experienced happy 

feelings. They were able ‘to let things go’ and enjoyed the activities they undertook 

in Ylläs. The activities caused a fabulous experience. The activities were once-in-a-

lifetime experiences and were experienced as unique. The holiday in Ylläs was 

unquestionably different from previous holidays and the tourists experienced 

something new. ‘Experienced strongly’ also scored high in the domain of novelty.  

The domain of local culture was experienced, but only a little. Tourists did 

not experience the local culture. At the same time, the local people of Ylläs were 

seen as friendly. Refreshment was experienced, but not as strong as hedonism or 

novelty. The tourists had a sense of letting go of their daily routine, as well as 

having a feeling of revitalisation and/or getting new energy. Experiencing 

meaningfulness, which is significant to having the feeling that you are doing 

something important or that you are learning more about yourself, was not 

unequivocally experienced. The average was more ‘neutral’ and ‘experienced a 

little’. The involvement in activities, the sense of being sincerely interested and 

sincerely wanting to do something scored high. This was ‘experienced’ to 

‘experienced strongly’ by Dutch tourists. Finally, the domain of knowledge was 

experienced less. Questions about obtaining more general or even profound 

knowledge about Ylläs and its culture was ‘experienced a little’, although there was 

also a clear high score of ‘neutral’.  

 
 

MTEs Explained  

 
The activities that were undertaken by Dutch tourists were also measured (Table 

1). Husky safaris (94 percent) and snowmobile safaris (87 percent) were the most 

popular activities. According to two tourists, these activities influenced their MTEs 
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in a very positive way: ‘The huskies were a reason to come to Lapland, this 

excursion was a great experience. We wanted this for so long.’ Another tourist 

said, ‘I did not drive myself, but what an experience that was, on the snowmobile. 

Yes...so unique... this is only possible here, right?’ The activities were part of their 

MTEs.  

 

Table 1: Activities undertaken by Dutch tourists in winter (n=94) 

 

 

The semi-structured interviews among Dutch tourists who visited Ylläs 

during winter were held after the survey, in order to get insight into why Ylläs 

scored high on the domains of hedonism, refreshment, involvement and novelty, 

but also to get insight into how their MTEs were related to the concept of 

authenticity. Dutch tourists responded to the question ‘What makes Ylläs 

authentic?’ with words like ‘silence’, ‘fairy tale’, ‘unique’ and ‘winter wonderland’. A 

transcript of an observation report while taking various interviews shows these 

reactions: ‘The silence...and it is so beautiful, fairy tale even,’ said a Dutch tourist 

(28) about the village of Äkäslompolo in Finnish Lapland. Her traveling companion 

(30) felt admiration and surprise as soon as she arrived. She found the snowy 

landscape very beautiful, it was a ‘true winter wonderland’. Another tourist (56) 
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found her trip ‘incredible’. All activities, the huskies, the snowmobile trip and the 

visit to the ice hotel, but especially the Northern Lights...walking in silence...all 

these activities touched her.  

According to the analysis of the transcriptions, it appears that the MTEs 

and authenticity in Ylläs were strongly linked to the natural environment and the 

experience of unique nature. One statement in relation to the word authenticity in 

the context of MTEs in Ylläs was: ‘You are in the middle of nature, that's 

uhh...unique’ (tourist interview, September 2015). Despite the fact that 76 percent 

of the Dutch tourists visited a husky farm and 54 percent a reindeer farm, the local 

culture was experienced less. Moreover, the observation reports showed that the 

Kellokas Visitor Centre in Ylläs contains a permanent exposition of the nature and 

culture of and around the villages of Äkäslompolo and Ylläsjärvi. None of 

interviewees had visited the exhibition Tourists spoke little about culture during the 

interviews. When they spoke about ‘authenticity’, it was always in relation to the 

unique landscape of Ylläs.  

 
 

Authenticity in the Context of the Experience Economy  

 

‘On Monday we started with a snowmobile excursion. That was really great...Of course, it 

was dark by that time. That was a bit scary, but at the same time the darkness gave a kick. 

Everywhere around you, you see nothing but trees and the lights of the other scooters. You 

hear a lot, but you cannot see. Also the trail that they chose, uhhh...I assume it was a 

standard round... but it was very diverse’ (tourist interview, December 2013).  

 

The woman in this interview is aware of the fact that the trail was set for the 

snowmobile safari. She indicates this with the words ‘standard round...but it was 

very diverse’. This did not influence her MTE in a negative way, however; the 

activity was evaluated as really great. Another tourist was aware of the fact that the 

trail was set. How did this influence his MTE?  
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‘Look, we came here for the experience. Looking for something different than a standard 

ski holiday. A week in the cold, in the dark...There were some very nice things, uhhh like 

the snowmobile safari. You Just want to experience it once. And then you do a 

precautionary round, with 15 snowmobiles in a row, that does not matter. Normally you 

stumble across it if something is not real and we thought that to be honest. You know it’s 

all been put together in advance, but here you feel it's unique and nobody else has ever 

experienced it. Really very special’ (tourist interview, December 2013).  

 

The MTEs and interviews demonstrate that object-related authenticity 

indeed may have a positive influence on activity related authenticity, as Wang and 

Wu (2013) already concluded. In this case study, the MTEs were indeed influenced 

by the surroundings and activities. The question now, however, is the one that is 

related to the debate on essentialist or constructivist authenticity in which Chhabra 

(2010) claims that traces of essential authenticity remain important in experiencing 

authenticity. The respondents were aware of the staged elements in Ylläs, such as 

the husky and snowmobile tours, but also the presence of Santa Claus. 

Nevertheless, the respondents qualified Ylläs as unique, different, authentic and 

therefore memorable. The reason was that the activities took place in a genuine 

Lappish environment, in pure, true wilderness. That element was experienced as 

unique and authentic.  

 
 

Reflection on the Scale of MTEs  

 
For 99 percent of the respondents, it was their first visit to Ylläs. For one 

respondent it was the second time. This fact could explain the high score on the 

domains of hedonism and novelty. If a tourist visits a destination for the first time, 

this could increase the chance of a high score on the domains of hedonism and, in 

particular, novelty. Novelty consists after all of statements such as ‘it was a once-

in-a-lifetime experience’ and ‘the activities were unique’.  

The motivation for travelling to Ylläs was to obtain physical or mental 

energy (56.8 percent) for most respondents, but also to temporarily escape 
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everyday life (63.7 percent). This motivation to travel to Ylläs may have influenced 

the score related to the domain of refreshment: ‘A visit to Ylläs gives a feeling of 

freedom and gives new energy’. The same applies to the domain of involvement, 

with statements such as ‘I really wanted to visit this place’.  

 

Table 2: Motivation for travelling to Ylläs in winter (absolute numbers) 

 

 

During the interviews, it was stated that the unique winter wonderland with 

its Northern Lights and snow, as well as the huskies, were reasons to travel to 

Ylläs. Tourists were sincerely involved in the activities they undertook. 

Meaningfulness was not really, or neutrally, experienced. Only 18 percent of the 

respondents indicated that they wanted to use their holiday in Ylläs to change their 
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everyday life, and 8 percent was motivated to find more meaning in life with the 

help of their stay in Ylläs (Table 2).  

 

Figure 2: Tourist types in Ylläs 

  

In addition to the MTEs and the motivation, respondents were also asked 

how they would characterise themselves as tourists. For this question, the fifteen 

tourist types of Pearce, adjusted by Foo et al. (2004), were used. The respondents 

in Ylläs were asked to characterise themselves as tourists, and were allowed to tick 

several tourist types (Figure 2). 

Based on this overview of tourist types in Ylläs, it can be concluded that 

most respondents characterised themselves as an independent mass traveller, 

anthropologist and/or escapist. Dutch tourists who visit Ylläs can be typified as 

independent tourists who book the tour package, but travel independently. They 

are interested in local cultures and like to stay in quiet places. The Pearson 

correlation analysis shows that there is neither a strong correlation between the 

tourist types of independent mass traveller and escapist, nor between the different 
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tourist types and the MTEs in this case study. There is, however, a modest 

correlation between the anthropologist tourist type and the MTE domains of 

hedonism and refreshment (Table 3). 

 

Table 3: Correlations between the anthropologist tourist type and MTE domains of hedonism 

and refreshment  

 

 

There also appears to be a modest negative correlation between the 

jetsetter and high-class tourist types with the domains of meaningfulness and 

involvement (Table 4).  

The Pearson correlation demonstrates that there might be a difference 

between tourist types and the domains that influence the memorability of their 

tourism experiences. After all, Kim et al. (2010) indeed state that MTEs are very 

personal At the same time, during the research and development of the seven 

domains, based on the analysis of the data that was obtained from US college 

students, Kim et al. (2010) deleted nine other domains. These domains included, 

among others, relaxation, happiness, participation, assessment of value, and 

assessment of service. One of the limitations of this study (Kim et al., 2010) was 
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that the data were collected using convenience sampling of college students 

enrolled at a university in one region of the USA.  

 

Table 4: Correlation between jetsetter and high-class tourist types and MTE domains of 

meaningfulness and involvement 

 

 
Based in the outcomes of the possible correlations between tourist types 

and MTEs, an additional analysis of all data that was collected in Ylläs was done, 

in order to be able to reflect on the nine domains that were deleted in the final 

scale of Kim et al. For example, the deleted domain of relaxation means having a 

feeling of comfort and pleasure, without being involved in a physical activity (Kim et 

al., 2010). Relaxation certainly takes place in Ylläs; the sauna plays an important 

role in both the local culture and the tourist product. 11 Percent of the respondents 

participated in a paid excursion to a sauna. Another domain, assessment of the 

service, is all about an individuals’ perceived quality of service that is provided by 

the tourism business (Kim et al., 2010). Although the fact that this domain was 

deleted in the final scale of Kim et al., it could be relevant for a tourist destination 

such as Ylläs. The reason is that Ylläs considers service as one of the most 

important elements of its tourist product (Ylläs Travel Information, 2017).  

Finally, the domain of happiness is related to a feeling of joy that springs 

from the heart (Kim et al., 2010). According to the tourism marketing agency of 

Finland, it is Santa Claus’ (one of the tourist products of Ylläs) annual mission to 

deliver happiness around the world (VisitFinland, 2017). 3 Percent of the 

respondents, who in this case study all travelled without children, visited Santa 

Claus. 
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Conclusion  
 
The desire for authentic experiences has become a mainstream in tourism and is in 

line with the current experience economy. This economy represents an economy in 

which consumers seek authentic experiences. Authentic experiences are always 

personal, and are experienced by engagement on an emotional, physical, mental 

and/or intellectual level. The link between authentic tourism experiences and 

memorabilia is not new to researchers such as Tung and Ritchie (2011). In 

response to the increasing desire for authentic experiences, Kim et al. (2010) 

developed a scale that is able to measure memorable tourism experiences (MTEs). 

MTEs embody both the tourism experience as well as the degree of memorability 

of the experience. These are two aspects that have a significant relationship with 

the search for authentic experiences. According to Kim et al., MTEs symbolise the 

new standard in tourism, the quality of experiences that are provided to customers 

which are indeed memorable, and directly determine a business's ability to 

generate revenue (Pine & Gilmore, 1999).  

The debate on the concept of authenticity in tourism continues at the same 

time. According to Chhabra (2010), there are several interpretations of authenticity 

that dominate the discussion: essentialist, constructivist, and existentialist. All three 

are related to the socio-psychological element of authenticity. Essentialist and 

constructivist, however, are object-related, and existentialist is activity-related. The 

question of this case study was: ‘What are the analyses of the MTEs among Dutch 

tourists who visit Ylläs in winter and how are these MTEs related to authenticity in 

the context of the experience economy?’  

This case study took place in Ylläs, Finnish Lapland. The reason is that the 

theory of Pine and Gilmore on the experience economy was used in the 

development of tourism in Ylläs. And indeed, the analysis of MTEs of Dutch tourists 

who visited Ylläs in winter (n = 94) confirmed a high score, especially on the four 

domains of hedonism, novelty, involvement, and refreshment. Local culture, 

knowledge and meaningfulness were experienced less by the respondents. One 
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possible explanation for this is that Ylläs focuses fully on providing experiences that 

are authentic and unique in nature instead of culture.  

In order to gain insight into what contributed to the fact that the 

respondents evaluated their stay in Ylläs as memorable, semi-structured interviews 

(n = 10) were held. These results demonstrated that the existential interpretation of 

authenticity, which is activity-related in the context of Ylläs, was probably affected 

by the surroundings and excursions, all linked to object-related authenticity. The 

question now was, whether the object-related authenticity had traces of essential or 

of constructive authenticity.  

In Ylläs, it is the natural environment that is strongly connected to 

‘authenticity’. Tourists associate authenticity in this context with pure wilderness, a 

unique landscape, and a winter wonderland. The area outside the Pallas 

Yllästunturi National Park where most excursions took place, has nothing to do with 

the essential interpretation of authenticity. And still, the respondents defined their 

stay in Ylläs as authentic and memorable. Although the respondents were aware of 

the fact that excursions such as the husky safari were staged, they experienced 

Ylläs as authentic due to the fact that all excursions took place in this genuine 

Lappish environment. This research therefore, strengthens the idea that the 

increasing search for authenticity within the experience economy does not imply a 

search for authenticity related to genuine artefacts (alone). It implies (also) the 

search for constructed authenticity within existing, genuine places such as Ylläs.  

This is also the criticism on the scale of Kim et al. (2010). The researchers 

state that MTEs are extremely subjective and personal. Measured on a large scale, 

the scale of MTEs could at the same time give an indication of the extent to which 

the various seven domains related to the tourist product are memorable.  

The Pearson correlation has, on the other hand, demonstrated that there 

might be a difference between tourist types and the domains that influence the 

memorability of their tourism experiences. In the case of Ylläs, there was a modest 

correlation between the anthropologist tourist type and the MTE domains of 

hedonism and refreshment. Jetsetters and high-class tourists, on the other hand, 
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demonstrated a modest negative correlation with the MTE domains of 

meaningfulness and involvement.  

Despite the fact that this analysis was not convincing, it may well criticise 

the scale of MTEs of Kim et al. The seven chosen domains that represent the 

MTEs are now based on a convenience sample of college students. What happens 

if these domains, together with the nine deleted domains, are tested on a large 

scale, with a focus on the different tourist types?  

Although this study was based on a non-representative sample, the 

combination of quantitative and qualitative methods have resulted in a study which 

has more potential. It not only raises a number of topics concerning perceptions of 

authenticity among tourists that could usefully be explored with a wider and more 

generalizable sample, possibly with a special focus on authenticity in genuine 

border zones as described by Bruner (2005), it also suggests doing more research 

on domains of MTEs in relation to tourist types and/or tourism destinations.  
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Introduction 
 

Based on MacCannell’s argument ‘that moderns seek authenticity outside 

modernity’ (Cohen & Cohen, 2012, p. 2179), Cohen (2002) wonders whether the 

quest for authenticity, insofar as it would remain a significant motive in 

contemporary tourism, contributes to or detracts from the sustainability of tourist 

sites, amenities and attractions. He concludes that it is necessary to clarify the 

conditions under which sustainability can become a primary consideration in 

tourism development first. Hunter (1997) argues that the thoughts of sustainability 

become more important the less desirable it is to develop it due to the ecological 

importance of that area. Such areas are normally perceived as highly unique and 

authentic, as, for instance, ‘nature of national or international importance’ (Hunter, 

1997, p. 862). It is with regard to such areas that the paths of the sustainability and 

authenticity discourses cross (Cohen, 2002).  

Despite all discussion in tourism studies regarding authenticity, the 

sociological discourse of authenticity continues to dominate tourism (Harrison, 

2017). According to Hunter (1997), destinations that actively and continuously 

discourage tourism on ecological grounds are the most attractive ones for 

MacCannell’s (1973) authenticity-seeking tourist. As a result, considerations 

regarding sustainability and development in the context of ecological vulnerable 

and economic valuable regions clash (Cohen, 2002): 

 

‘The important point to note is that such areas tend to become particularly valuable, not 

merely in ecological or cultural terms, but also in purely economic ones – as potential 

objects of development by the tourist industry. It is therefore to be expected that 

considerations of sustainability and development will clash most intensely in such sensitive 

and valuable areas.’ (Cohen, 2002, p. 270) 

 

The concept of sustainability in the context of tourism has been interpreted 

and reinterpreted in different ways, based on the interests of a person or institute 

(e.g. McCool & Moisey, 2009; McDonald, 2009; Mowforth & Munt, 2009; Jamal et 
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al., 2013; Gaillie, 1955–1956 in Hall et al., 2015). The danger of using different 

interpretations regarding sustainable tourism, however, can result not only into a 

certain degree of distrust among stakeholders, but even into a conflict. The lack of 

consensus on the meaning of sustainability in the context of contemporary tourism 

has become a major pitfall in the development of sustainable tourism. The different 

interpretations are the result of diverse perceptions of tourism within a continuum of 

two world views: on the one hand the view of companies and their focus on 

business, on the other hand the view of organizations and their focus on society 

and/or environment (e.g. Page & Connell, 2009; McCool & Moisey, 2009; Jamal et 

al., 2013). McCool and Moisey (2009) explain that three interpretations regarding 

sustainability currently dominate the development of sustainable tourism: 

sustaining tourism, sustainable tourism and what should tourism sustain. The first 

view, sustaining tourism, focuses on building and managing tourism enterprises 

that can maintain themselves over a long period of time. In this view the word 

sustainable is linked to the maintenance of promotional programs that ensures that 

the number of tourists who visit a destination increases. The social goal is to 

maintain the tourism business. The second view, sustainable tourism, contains 

small-scale tourism which is in balance with its social and natural environment, by 

reducing the negative impacts of tourism development. However, this view ignores 

large-scale tourism and is not able to reduce the negative impacts of tourism in the 

context of mass tourism. The final view, what should tourism sustain, uses tourism 

as a tool for social and economic development. Tourism in this meaning is applied 

as a method to accumulate income and government revenue, which can later be 

used for or invested in other tools for development. In this view tourism has not to 

be small scale, since tourism forms a part of a broader policy in order to create a 

more sustainable society. 

Finnish Lapland is a peripheral, sparsely populated area in Finland which 

contains several fragile ecosystems. In this province paths to support the regional 

economic development and local wellbeing have been sought within tourism to 

counter the declining economies of agriculture, forestry and reindeer herding 
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(Kulusjärvi, 2017). This is in line with what Hunter regarding ecological fragile areas 

and the development of tourism in 1997 predicted. According to the regional 

government in the province of Lapland, however, ‘tourism is developed 

ecologically, socially and culturally in accordance with the principles of sustainable 

development. This ensures that future generations, too, have the chance to enjoy 

natural experiences in Lapland’.  

At the same time, according to research (Tuulentie & Mettiäinen, 2007; 

Kulusjärvi, 2017) the tourism actors in the tourism destination Ylläs have divergent 

views and desires concerning tourism development. As research has pointed out, 

although the national government and local municipalities have the role of both 

being a supervisor and a promotor of an economy, the latter role tends to dominate 

in the development of tourism (e.g. Hall, 1999; Dredge & Jamal, 2013). ‘Tourism 

governance via public-private partnerships seems insufficient in its current form to 

guarantee that non-economic goals are sufficiently taken into account in 

destination communities’ (Kulusjärvi, 2017, p. 43). Saarinen (2004), Saarinen and 

Wall-Reinius (2019) continue that this kind of tourism development often results in 

enclave-like resorts that differentiate from their surrounding peripheries. This 

creates challenges for implementing sustainable development through tourism in 

among others, northern sparsely populated areas such as Ylläs. Indeed, in the 

case of the tourist destination Ylläs, the locality has started to express that they 

want to stop the growth of the tourism industry in Ylläs.  

The increasing number of tourists increases the level of concern among 

local people regarding environmental and cultural issues. In the earlier stages of 

tourism development, the tourism industry in Ylläs was in the hands of locals. It 

was more a hobby than serious business. With the help of political investments 

though, the enlargement of the tourism industry happened almost suddenly in the 

experience of the locals (Tuulentie & Mettiäinen, 2007). According to Kulusjärvi 

(2017) due to the attraction of non-local investors to the region of Ylläs, the voices 

of the local inhabitants got overruled by the more powerful actors from outside. The 

danger of this situation is that various interpretations regarding sustainability can 
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eventually result in distrust among, or even conflict between, different stakeholders. 

This would jeopardize the sustainable development of tourism in Ylläs in the long 

term and with that the protection of the fragile ecosystem as well as the livelihood 

of the inhabitants.  

At the same time, however, Cohen (2002) thinks that the search for 

authenticity in contemporary tourism can not only detract from, but can also 

contribute to the sustainability of tourist sites, amenities and attractions, especially 

in peripheral regions, e.g. Finnish Lapland. Despite all discussions regarding 

authenticity, in case it is assumed that the search for authenticity in contemporary 

tourism is indeed a significant motive for the authenticity-seeking tourist to travel to 

an ecological vulnerable and economic valuable region, e.g. Ylläs in Finnish 

Lapland, how is, with regard to the various interpretations regarding sustainability, 

that search for authenticity discursively related to ‘sustainability’ in the development 

of tourism in peripheral and ecological fragile areas, e.g. Ylläs? (Figure 3). 

 

Figure 3: Overnight stays Ylläs 2001-2012 (Source: Visit Finland, 2019) 
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Theoretical Framework 
 
The discourse of authenticity dominates contemporary tourism (Harrison, 2017). 

Although, among others, Harrison (2017) discusses the search for authenticity in 

contemporary tourism, many scholars assume that tourists are in search of 

authenticity that contrast their daily lives at home during their travels: it is their 

motivation to travel to pristine environments and primitive cultures (Harrison, 2017): 

‘In many people’s minds the past, authenticity and real experiences can still be 

found on the peripheries of the modern world, where nature, wilderness, and 

indigenous or other cultural groups untouched by modernity are situated’ 

(Saarinen, 2004b, p. 438). The discussion about the meaning of authenticity in the 

context of tourism, however, continues (e.g. Cohen & Cohen, 2012; Singh, 2012). 

Although the concept of authenticity is widely used, its vagueness has also 

been noted. The concept of ‘authenticity’ in tourism has been interpreted and 

reinterpreted in various ways regarding its nature, its construction and its 

experience (e.g. Chhabra, 2010; Cohen & Cohen, 2012). Wang (1999), e.g., 

concluded that the conventional concept of authenticity, which was related to the 

museum usage, could not always be related to tourist motivations or experiences in 

combination with, for example, visiting friends or beach holidays. These tourism 

activities had nothing to do with the museum usage of authenticity. Wang argued 

that authenticity actually ‘[…] refers to the authenticity projected onto toured objects 

by tourists or tourism producers in terms of their imagery, expectations, 

preferences, beliefs, powers, etc.’ (Wang, 1999, p. 352). In other words, 

authenticity within this concept is in fact symbolic instead of ‘genuine’ and is 

socially constructed rather than concerned with the establishing the origins of an 

object. In addition to these objectives (museum usage) and the subjective (socially 

constructed) concepts of authenticity, Wang (1999) also described a third concept. 

The first two concepts, objective and subjective authenticity, are both object 

related, while existential authenticity, Wang’s (1999) third option, is activity related, 

and ‘[…] refers to a potential existential state of Being that is to be activated by 

tourist activities. […] Existential authenticity can have nothing to do with the 
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authenticity of toured objects’ (p. 352). In other words, existential authenticity has 

nothing to do with the objective (museum usage) or the subjective (social 

construction) of a tourism product. It is all about the existential state of being which 

is to be activated by tourist activities. 

The same goes for sustainability. Even though the concept of sustainability 

is widely used, the differences between interpretation have been noted, based on 

the interests of people or institutes (e.g. McCool & Moisey, 2009; McDonald, 2009; 

Mowforth & Munt, 2009; Jamal et al., 2013; Gaillie, 1955–1956 in Hall et al., 2015). 

The more economic-oriented sustainability discourse was formed in the 1990s, as 

soon as the message of sustainability was presented to a larger public. The debate 

shifted from ecological to humanitarian and cultural topics: until the 1990s, 

sustainability was mainly linked to the preservation of nature, also for future 

generations. From the 1990s, sustainability became a concept that could be 

viewed from opposite perspectives: on the one hand, the economy is something 

that must be preserved at all costs, on the other hand, ecological sustainability is 

the most important idea. In this ideology, nature is more important than the 

economy (Page & Connell, 2009). As a result of this, the changed view regarding 

the concept of sustainability gave governments and tourism developers the 

opportunity to define sustainable tourism not only as ‘small-scale’, but also as 

‘large-scale’ (e.g. Jamal et al., 2013; Ateljeviç, 2014). This economic-oriented 

discourse of sustainability was in contrast to the more ecological-oriented 

sustainability discourse that was initiated in the 1960s and 1970s by biologists, e.g. 

Rachel Carson. Initially, sustainability focused on the conservation of nature.  

Nowadays, that conservation of nature can also be used for the economic 

development of local people especially in peripheral areas (Jamal et al., 2013). 

Therefore, the meaning of sustainability in the context of tourism development 

varies, depending on the interests of the participating stakeholders. This is also 

what McCool and Moisey (2009) detected in their research. As already described, 

the three interpretations among stakeholders that dominate in the development of 
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tourism are: sustaining tourism, sustainable tourism and what should tourism 

sustain. 

 
 

Study Region 
 
The development of tourism in the province of Lapland as it is known today was a 

strategic choice of the Finnish Government (Saarinen, 2003). The idea was that 

tourism would have a positive economic and social impact: tourism would introduce 

new sources of income for especially people in peripheral regions, e.g. the 

province of Lapland (Saarinen, 2003; Kauppila et al., 2009). It started with small-

scale tourism among host families in the 1930s, but got stimulated by the Finnish 

Government after the Second World War. With Finland’s Tourism Strategy to 2020, 

the government presented a strategy to increase tourism in Finland in general and 

more specific, in Lapland. The reason was that employment in the traditional 

industries in Finland, e.g. forestry and the metal industry, had declined from 

158,900 employed persons in agriculture, forestry and hunting in 1995 to 120,000 

in 2008 and from 73,300 employed persons in the metal industry in 1995 to 57,900 

in 2008. Employment in tourism in Finland at the same time had increased by 37 

percent from 1995 to 2008. Tourism had become a nationally significant export 

sector and provider of employment (Ministry of Employment and Economy, 2010). 

The destination Ylläs is located in the municipality of Kolari which is a 

peripheral region at the national scale. It is a municipality of 3,885 residents, with 

an additional 2,292 second homes in 2013 (Kulusjärvi, 2017). Kolari depends on 

tourism. In 2011, direct tourism income represented 48 percent of the total turnover 

of all local incomes (Satokangas, 2013). Today, the development of tourism is 

clearly not equally concentrated in the municipality of Kolari: most jobs in tourism 

are located in Ylläs. In 2009, there were 126 enterprises in Ylläs (Kauppila, 2011), 

the majority of them were small enterprises. In Ylläs the population is growing, 

unlike elsewhere in the municipality. The unemployment rate in Kolari was 14.9 

percent in 2013, which is above the national average (Kulusjärvi, 2017). Villages in 
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the southern parts of Kolari primarily live from agriculture, forestry and reindeer 

herding (Kulusjärvi, 2017). 

 

Figure 4: Overnight stays Ylläs 2016-2018 

 

 

The tourist destination Ylläs was one of the fastest growing tourist centres 

in Lapland in terms of turnover compared to other tourist centres in Lapland. That 

positive development was the result of continuous land use planning, operational 

strategies and development investments made by the municipality. New 

development was boosted in Ylläs by the opening of a new scenery road in 2006 

which also promoted other tourism related investment projects, e.g. more 

accommodation facilities (Regional Council of Lapland, 2011). The tourist 

destination is situated in the north of Lapland and claims to have the cleanest air 

and the truest nature of Lapland (Ylläs Travel Information, 2018). ‘Quietness’ and 

‘peace’ are examples of words tourists associate Ylläs with (Jokinen and 

Tyrväinen, 2013; Cornelisse, 2018). Together with the Pallas-Yllästunturi National 

Park, the seven mountains and Ylläs Sport Resort, the villages Äkäslompolo and 
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Ylläsjärvi form the tourist destination Ylläs. The area has a capacity of over 23,000 

beds. The two villages together count 900 inhabitants and the local economy is 

mainly based on tourism (Tuulentie, 2009; Kulusjärvi, 2017). The peak year of 

tourism development in Ylläs was 2008 with approximately 350,000 overnights 

(Figure 4). In 2016, Ylläs experienced another boom in tourism, as registered 

overnight stays by international tourists increased with more than 32 percent 

compared to the previous year (Table 5). In 2018, Ylläs counted 332,861 overnight 

stays (Figure 4). A little over half of the overnights come from domestic markets 

and the biggest international markets are UK, Switzerland, France and Germany 

(House of Lapland, 2019). 

 

Table 5: Change of nights spend in Ylläs foreign tourists 2016-2019 

    2016 

    Change of nights spend in % 

Kolari (Ylläs) Foreign 32.1 

 
 

Today, Ylläs is one of the leading winter tourism destinations in Finland. 

However, it has not grown as intensively as some other resorts in Lapland. Ylläs 

has a reputation of a more quiet and less urban-like destination compared to some 

other resorts in Lapland, e.g. Levi. The main tourism activities in Ylläs for domestic 

tourists are cross-country as well as downhill skiing. For international tourists, 

snowmobile and husky tours are the main activities (Kulusjärvi, 2017; Cornelisse, 

2018).  

Pallas-Yllästunturi National Park is a popular outdoor recreation 

destination. Yet, the fell nature is sensitive to negative impacts of tourism. As a 

result, the Regional Council of Lapland (2011) noted that it is important to pursue 

strategic long-term planning and to take sustainable development into 

consideration in all tourism development efforts. Meanwhile, the stakeholders have 

divergent views regarding sustainable tourism, with on the one side non-local 

investors and on the other side locals (Kulusjärvi, 2017). According to Kulusjärvi, 
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there are two pathways regarding to the development of tourism in Ylläs: the 

dominant, strongly growth-focused pathway, and the alternative one. This 

observation of Kulusjärvi (2017) fits the conclusion of, among others, Page and 

Connell (2009), McCool and Moisey (2009) and Jamal et al. (2013), that 

sustainability can be viewed from two opposing perspectives: economic vs 

ecological orientated. This is also the case in Ylläs. 

 
 

Materials and Methods 
 
In light of the research question, this study uses a mix of quantitative and 

qualitative data collection and an analysis within a case study that stands for the 

systematic collection of enriched and detailed information about a social setting or 

group, in order to be able to understand how a group acts and functions. This 

approach involves researching a contemporary phenomenon in a natural situation 

(Berg, 2004), such as how the search for authenticity is discursively related to the 

interpretations of sustainability in the development of tourism in peripheral regions, 

e.g. Ylläs. 

In order to be able to manage the development of tourism in Finnish 

Lapland, the Regional Council of Lapland (2011) created an overview of the 

different tourism actors in Lapland (p. 64). Based on this overview of tourism actors 

in Finnish Lapland, it was determined who the tourism actors in the development of 

tourism in Ylläs were (Figure 5). The objective of the fieldwork was to obtain data 

that could not be collected via desk research. 

Three kinds of data were used: documentation, in-depth interviews and 

questionnaires. The fieldwork was conducted in Ylläs divided over two visits: 2012 

(two weeks) and 2014 (two weeks). The visits included in-depth interviews that 

provided significant materials for the study. In-depth interviews were conducted 

with 21 stakeholders (Table 6), e.g. owners and employees of local tourist 

organizations, inhabitant of Ylläs, Ylläs Travel Association and tourists. All 

interviews were conducted in English or Dutch (since I speak both). Interviews 
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lasted for at least 1 hour and were recorded with permission and later transcribed 

for analysis and quotation.  

 

Figure 5: Tourism actors in Lapland (Source: Ragional Council of Lapland, 2011, p. 64) 

 

 

The interviews took place at several offices of travel organizations or in a 

local coffee bar in Äkäslompolo or Ylläsjärvi. The interviews covered topics related 

to the uniqueness of the tourism destination Ylläs, why should tourists visit Ylläs, 

why do they visit Ylläs or what attracts them to visit Ylläs, what sustainability is and 

what makes Ylläs sustainable according to the respondents. Finally, questionnaires 

were created and distributed in order to measure the interpretations of 

sustainability among local entrepreneurs/employees (n = 68) and inhabitants (n = 

114). Entrepreneurs/employees were asked which of the statements, based on the 

literature of McCool and Moisey (2009), fitted sustainable tourism in Ylläs best. 

Local inhabitants were asked to (strongly) (dis)agree with statements about the 

impact of tourism development on: the contribution of the economic well-being, the 

conservation of the local culture and the protection of nature in Ylläs.  
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Local inhabitants were also asked to select three images that would 

explain why international tourists visit Ylläs. The images presented were the result 

of an analysis of which images were posted online by international tourists after 

their holiday in Ylläs. The results were obtained after an analysis of the images 

‘Lapland’ on the websites Flickr, Zoover and Tripadvisor in 2013. In total, 12 

categories were noticed: northern lights, cross-country skiing, snowboarding, 

reindeers, huskies, ice hotel, campfire, snowmobiling, Santa Claus, temperature 

and Sámi clothing. The purpose of the samples, however, was not to conduct a 

large-scale representative survey. The survey was one fragment of the empirical 

study: although the outcomes of the questionnaires could be considered as a good 

indication, the results cannot be considered as representative. In addition, all 

samples were convenience samples. 

 

Table 6: An overview of the interviews 

Local tourist organizations  Uniqueness, authenticity of Ylläs, why 
should/do tourists visit Ylläs, what is 
sustainability, what are examples of 
sustainability in the context of Ylläs. 

1 interview 2012 
1 interview 2014 

  

Local entrepreneurs Uniqueness, authenticity of Ylläs, why 
should/do tourists visit Ylläs, what is 
sustainability, what are examples of 
sustainability in the context of Ylläs. 

 

7 interviews 2012 
10 interviews 2014 

Ski instructors Uniqueness, authenticity of Ylläs, why 
should/do tourists visit Ylläs, what is 
sustainability, what are examples of 
sustainability in the context of Ylläs. 
 

2 interviews 2014 

International tourists  

 
Uniqueness, authenticity of Ylläs, why did you 
want to visit Ylläs, what are examples of 
sustainability in the context of Ylläs. 
 

10 interviews in 2014 
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Results 
 

Finnish Tourism Board and Lapland Marketing 

 
In the late 1980s, the mining industry in Kolari, the municipality in which Ylläs is 

located and which is a peripheral region at the national scale, closed down and 

caused unemployment. As a result, tourism was selected as a main source of 

income to be developed in this region. Tourism investments in Kolari received 50 

percent subsidization from the Finnish Government in the 1980s, the period in 

which tourism grew intensively in Ylläs (Kulusjärvi, 2017): ‘In the political debates in 

the Kolari municipality, the tourism economy is often presented as a coherent 

economic path for regional development’ (Kulusjärvi, 2017, p. 49).  

In 2015, the Finnish Government presented another roadmap for growth 

and renewal in Finnish tourism in general. The aim of this strategy was to make 

Finland the number one holiday destination in Northern Europe. The reason to 

invest in tourism was because tourism had become increasingly important for the 

Finnish economy: ‘Tourism has major employment impacts and the industry has a 

balancing effect on regional development in Finland’ (Ministry of Economic Affairs 

and Employment, 2010, p. 5). The direct economic impact in 2012 on the province 

of Lapland, for example, was €595m and 5,000 jobs (Ministry of Economic Affairs 

and Employment, 2015). In Ylläs, more than 90 percent of the inhabitants today 

depend on tourism (Tuulentie, 2009; interview manager Destination Lapland, 

2014). 

Every province in Finland has its own Regional Council that stands for the 

social and economic well-being of the inhabitants of its province. The Regional 

Council of Lapland is a regional cooperation between the different municipalities 

and manages the national development program, derived from the subsidies 

awarded by the Finnish Government and the European Union. In 2011, the 

Regional Council of Lapland indicated that it had the ambition to become the 

largest winter sports destination in Europe, in the field of sustainable nature and 

experience tourism. According to the Regional Council (2011), climate change 
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would ensure that northern Europe would become more attractive for travellers, 

since the cities in the South would become too hot to visit in summer. Furthermore, 

climate change would also influence consumer behaviour on the long term. 

Ecology has for that reason become an important part of competition in tourism, 

‘green tourism’ has proven itself as a profitable form of tourism: ‘Ecologically 

sustainable tourism has become more popular’ (Regional Council of Lapland, 

2011, p. 22). Especially for regions such as Lapland, tourism has become an 

important source of income (García-Rosell & Mäkinen, 2012). After the Second 

World War, the first major wave of migration arose from the north in Finland to the 

south and to neighbouring Sweden, where the growing industries urgently needed 

labourers. Because of this migration, Lapland was the province with the largest 

loss of population in the whole of Finland. In the 1980s and 1990s, the population 

in Lapland declined for a second time. The small villages in the province that arose 

in the nineteenth century were empty, and young people moved away 

(Lähteenmäki, 2006). At the same time, the number of jobs in tourism increased 

during that period, since major investments were done in order to promote tourism 

in this province, in the hope of keeping the area occupied (Hakkarainen & 

Tuulentie, 2008). Tourism companies became the only employers in the private 

sector and the number of inhabitants in the two villages in Ylläs grew steadily from 

200 inhabitants in 1985 to 300 in 1995 and 750 in 2010 (Tuulentie, 2009). ‘In the 

villages of Ylläsjärvi and Äkäslompolo, the population is growing, unlike elsewhere 

in the municipality’ (Kulusjärvi, 2017, p. 47). 

Each province in Finland has its own Regional Council that stands up for 

the economic well-being of the province. The municipalities in question come 

together in that council. In the case of Lapland, the council developed a vision with 

the objective to increase tourism throughout Lapland throughout the year. At the 

moment, more than 70 percent of the tourists visit Lapland during winter. Tourism 

should continue to increase trade and incomes in Lapland, as well as the number 

of non-seasonal jobs (Øian et al., 2018). That seasonality is a major uncertainty in 

the development of tourism (Saarinen, 2003). The province tries to reduce that 
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uncertainty. Consequently, the Regional Council of Lapland developed the Lapland 

Tourism Strategy to determine the vision and goals and to secure sustainable 

growth: the main theme was the development of tourism centres that could function 

as engines for further development in the region, but tourism needed to be 

developed ecologically, socially and culturally in accordance with the principles of 

sustainable development. The reason was: ‘Lapland’s nature offers opportunities 

for experiences’ (2011, p. 27). 

Yet, a few years later the municipality started the discussion to expand the 

current mining near the airport of Kittilä and Ylläs (interview Ylläs Travel 

Association, 2014). In September 2015, however, most inhabitants of Ylläs 

experienced great relief when they received the news that the mining company had 

gone bankrupt. After all, 90 percent of the inhabitants of Ylläs works in tourism and 

over 92 percent of the questioned inhabitants in this specific research, agreed on 

the statement that ‘tourism is important for the community of Ylläs’ (see paragraph 

‘Inhabitants of Ylläs’ – Table 11). The mining license was immediately taken over 

by a local family in Ylläs. It is expected that the discussion about mining in this 

environment will be resumed at the earliest in 2023, depending on the further 

economic developments worldwide (interview manager Lapland Destination, 2014). 

This indicates that the government, in cooperation with the Regional Council of 

Lapland, uses this policy to interpret McCool and Moisey’s (2009) ‘what should 

tourism sustain’. Sustainability in the development of tourism is dominated by a 

further social and economic development in the province, and with that, also in 

Kolari municipality and in Ylläs. The tourism strategy secures sustainable growth in 

the region: it focuses on the development of tourism centres that need to function 

as engines for further development, such as enclave-like resorts that differentiate 

from their surrounding peripheries though. Something Saarinen already warned for 

in 2004. Consequently, the unemployment in the southern part of the municipality 

of Kolari is a lot higher compared to the unemployment in Ylläs (Kulusjärvi, 2017). 
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Resort Organization Ylläs Travel Association 

 
Ylläs Travel Association is at the level of Resort organizations and is managed by 

Lapland Marketing. Lapland Marketing provides the marketing of the province of 

Lapland and is managed by the Finnish Tourism Board. The objective of Ylläs 

Travel Association is to bring entrepreneurs together, e.g. 2 lift companies and 170 

member companies, to conduct joint marketing and to collaborate with the rest of 

the region. The organization represents most tourism companies in Ylläs, but not 

all companies (Tuulentie, 2009; Kulusjärvi, 2017). 

A manager of a travel agency in Ylläsjärvi (interview, January 2014) tells 

that the problem with this Resort Organization is that there are more than 150 

organizations in the region, some of which are very large, such as the Lapland 

Hotels and the ski companies, together with the small family businesses with one 

or five employees. The differences in visions and interests are big. An example is 

Sport Resort Ylläs, a resort that is located just outside the two villages, but which is 

part of the tourist product Ylläs. Sport Resort Ylläs wants to build more 

accommodations and facilities, and wants to make use of that side of the mountain 

which is still protected (interview Ylläs Travel Association, 2014). This is also what 

Kulusjärvi (2017) in her research in Ylläs noted regarding the strongly growth-

focused pathway. Together with both in-migrant and native-born tourism actors as 

well as large and small enterprises, it is their aim to intensify destination growth. 

This aim is presented in a master plan that consists of 19,000 new bed places 

around the mountain area (interview owner travel agency Äkäslompolo, January 

2014; Kulusjärvi, 2017). Sustainability takes in a central role in this plan. Nature will 

be mainly left alone or integrated. After all, nature is the most important attraction. 

Consequently, nature will be reflected in the architectural style, as well as in the 

activities (Scandinavian Architects, 2014). 

That nature is important for tourism in Ylläs, has been confirmed by the 

research of Jokinen and Tyrväinen (2013) and Cornelisse (2018). According to 

Ylläs Travel Association, ‘Ylläs is an authentic nature destination, it is the nature 

which pulls tourists to this destination’ (interview, 2014). At the same time, the 
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organization emphasizes its desire to grow as a destination, but it also wants to 

continue to focus on the preservation of nature. This is also what Kulusjärvi (2017) 

concluded regarding the existing pathways in Ylläs, the growth-focused vs 

alternative-focused pathway. Although the market of international visitors is smaller 

than the national market of visitors, they expect that there is more growth potential 

on the international one (interview, January 2014). When asked what sustainability 

means for Ylläs, the Association responds that Ylläs must protect nature, since this 

is the main reason why tourists come to Ylläs. Although the Association sees the 

competing tourist attraction Levi, some 50 kilometres away, as a ‘party’ destination 

and Ylläs has the image as a natural destination, the Association still would like to 

grow like Levi. However, without that party element (interview, 2014). This wish 

regarding growth and maintaining business in the long term refers to McCool and 

Moisey’s (2009) interpretation of ‘sustaining tourism’, in which sustainability is used 

for the preservation of tourism business. Protecting the authenticity of Ylläs, its 

nature, is in the interest of tourism business. 

This view is in line with Visit Ylläs. In 2016, the joint marketing of Ylläs was 

outsourced to that organization, a separate marketing company, in which 

approximately 50 of the local enterprises are stakeholder, including Kolari 

municipality (Kulusjärvi, 2017). This is another construction compared to the resort 

organization that represented 150 enterprises, large as well as small. During the 

interview in January 2014, the representative of the resort organization already 

explained that the bigger companies wanted to have their own marketing which 

included the ski resort, due to the divergent views regarding the development of 

tourism in Ylläs. Today, Visit Ylläs is the marketing organization of the tourist 

destination Ylläs, ‘the guard of the Ylläs brand’ (Ylipiessa, 2018, p. 9). This brand 

stands for: ‘Easy and safe access to true wilderness’ (Ylipiessa, 2018, p. 4). The 

resort organization, on the other hand, is currently responsible for the development 

and maintenance of the trails and the improvement of the inner traffic in the Ylläs 

area (Ylipiessa, 2018). 

 

 



Sustainability in Ylläs: One Focus, Various Interpretations 

- 65 - 
 

Tourist Organizations 

 
On the question how tourists experience tourism in Ylläs according to the 

entrepreneurs, the entrepreneurs indicate that international tourists, in contrast to 

the Finnish, do not come to Ylläs for cross-country skiing or Alpine skiing. 

‘International tourists come for the unique, special elements of nature in the North’ 

(interview owner travel agency Ylläsjärvi, 2012). The fact that Ylläs is experienced 

as a nature destination has to do with the Pallas-Yllästunturi National Park which is 

part of the tourist destination according to them. It is the most popular national park 

in Finland; it is visited almost 500,000 times a year and it has contributed €30m to 

the local economy so far (interview owner travel agency Ylläsjärvi, 2012) and offers 

‘the cleanest air in the world’ (Ylipiessa, 2018, p. 3). 

A travel agency in Ylläsjärvi (interview, 2012) also confirms that tourists 

visit Ylläs due to its unique environmental characteristics, and ‘that tourism 

business is extremely important for the communities of Ylläs’. The company, 

however, would like to see tourism in the region being more committed to the 

preservations of nature. The entrepreneurs in Ylläs do indeed think of the 

environment, according to the respondent: ’But in practice, they do not always act 

to this. It is not easy to act green in this area. Snowmobiles and quads are 

inevitable. No one is still skiing when it comes to the transportation of people and 

products’ (owner travel agency Ylläsjärvi, 2014). The agency in Ylläsjärvi offers 

green activities. The company refuses to organize quad tours in summer, for 

example. However, if the customer wants to do a quad and he takes his own 

quads, then the agency must, from a commercial point of view, take part in this. 

The same was the case with the use of snowmobiles in the past: at first there were 

no facilities in Ylläs, until the tourists started to drive everywhere. The environment 

was damaged and the inhabitants were bothered by the noise. From that moment 

the paths were created. Ylläs had to explain the owner of the travel agency in 

Ylläsjärvi. Despite the green image of her company, she continues, the agency has 

30 snowmobiles on its doorstep. The reason is that competitors offer these tours: 
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‘Tourists want to drive snowmobiles. The snowmobiles on the other hand also cause 

conflict between the cross-country skiers and the snowmobile users: The cross-country 

skiers swing their poles to chase the snowmobiles, with their noise and smell.’ 

 
The agency thinks that Ylläs has to evolve, has to adjust itself to the 

demand of the tourism market in order to be able to continue to work and live in 

Ylläs. This is in line with the interpretation ‘sustaining tourism’, in which 

sustainability is used for the preservation of the tourism business in Ylläs in the 

long term. 

An employee of Destination Lapland (interview, 2012) interprets 

sustainability also as McCool and Moisey’s (2009) ‘sustaining tourism’, a process in 

which business is developed and the amount of visitors can increase, in such a 

way that in 100 years, tourism still exists. In this region everything is driven by 

profit, especially within the larger companies, he explains. Manager at Destination 

Lapland (interview, 2012) notes that sustainability is becoming increasingly 

important on the international travel market, also when it comes to the willingness 

of other companies to work with you. He was recently approached by a Spanish 

travel organization. When they noticed that Destination Lapland could not offer a 

‘sustainable’ product, the organization decided not to cooperate with Destination 

Lapland. The manager explains: 

 

‘Swiss tourists have already complained that they cannot separate their waste. This cannot 

be achieved by Destination Lapland, because the local government should collect the 

waste. The entrepreneurs in Ylläs talk about sustainability, because tourists are talking 

about it. However, the government is not interested in sustainability.’ 

 
In contrast to the others, an employee of a hotel in Ylläsjärvi (interview, 

2012) states that sustainability has always been part of tourism in Ylläs. Residents 

of and entrepreneurs in Ylläsjärvi, such as her grandfather, have always respected 

nature. How Finns view nature is different, however, from how Anglo-Saxons view 

nature. Literature explains: ‘The Finnish concept of wilderness is somehow 
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different from the Anglo-American one; human subsistence use is an essential part 

of the Finnish wilderness, part of the wilderness character of the areas’ 

(Ahokumpu, 2013, p. 9). This means that Finns view wilderness as a source of life. 

For that reason, nature should not be left alone. It is part of the daily life of people 

in Lapland (Ahokumpu, 2013). This is also confirmed by a tour guide at Snow Fun 

Safaris: ‘Nature is interwoven in Lappish culture’ (interview, 2014). 

The in-depth interviews with the entrepreneurs in Ylläs (n = 21) indeed 

show that the opinions regarding sustainability are divided, which was also 

concluded by Kulusjärvi (2017): economic- vs ecological-focused pathways. 

Besides the existence of these pathways, one thinks that Ylläs acts very 

consciously when it comes to sustainability, another feels that the destination 

should do more. In order to obtain a quantitative insight into the sustainability 

aspect in Ylläs, a survey was conducted among the employees in the tourism 

industry (n = 68). This illustrates that employees of tourist organizations do not 

know whether their organization has a sustainability certificate or not: more than 45 

percent does not know. Nearly 27 percent indicates that the company does not 

have a sustainability certificate. Simultaneously, interviews show that local 

entrepreneurs (interviews, 2012 and 2014) are aware of the changing attitudes of 

international travel markets regarding sustainability, such as the example of 

Destination Lapland (Table 7). 

The survey among the employees in tourism in Ylläs (n = 68) also 

demonstrated that Ylläs interprets sustainability as a way to maintain tourism 

business in the long term. More that 70 percent (strongly) agrees to this 

interpretation, against almost 50 percent who interprets sustainable tourism as 

small-scale tourism or more than 50 percent who associates sustainability in 

tourism as a tool for further social and economic development. The interpretations 

regarding ‘sustaining business’ and ‘what should tourism sustain’ were confirmed 

during the interviews: several employees in tourism are still hoping for the 

construction of more tourism related buildings, which was also concluded by 

Kulusjärvi (2017). 
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Table 7: Results questions regarding sustainability certificate 

 
 

Regarding the interpretation of small-scale tourism development, the 

inhabitants of Ylläs already stated that they wanted to stop the growth of tourism 

development in their region, due to an increased awareness regarding negative 

impacts of tourism on the environment (Tuulentie & Mettiäinen, 2007).  

At the same time, in 1993 the inhabitants of Ylläs already were of the 

opinion that the number of tourists in Ylläs should remain as it was then. The 

support for a status quo was not new to the researchers in 2007. As a result, 

‘regarding the flexibility of the residents the ultimate limit to growth from socio-

cultural point of view is difficult to set’ (Tuulentie & Mettiäinen, 2007, p. 219). 

Despite the existence of the alternative pathway in Ylläs, Kulusjärvi (2017) writes 

about, also these tourism actors do want tourism in Ylläs to grow: these tourism 

actors deviate from the growth-focused path by preferring an alternative one. 

However, they also want tourism to increase, but they have a ‘less growth-focused 

view’ (Kulusjärvi, 2017, p. 50) compared to others. Growth should be in balance 

with the environment, since it is this environment why tourists visit their region 

(Table 8).  
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Table 8: Interpretations of sustainability among tourism employees in Ylläs 

 

 
That growth should be in balance with the environment, since it is this 

environment why tourists visit their region, is also validated by the survey (Table 9): 

employees in tourism believe that tourists experience memorable tourist 

experiences, especially the international tourists. This is due to the Arctic, unique 

nature that international tourists can experience in Ylläs (interviews travel agency 

Ylläsjärvi, 2012; manager Destination Lapland, 2012).  
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Table 9: Questions regarding the memorability of the tourism product according to tourism 

employees 

 

 
 
 
 

Inhabitants of Ylläs 

 
A visual questionnaire regarding why tourists should visit Ylläs was conducted 

among the inhabitants (n = 78). In this questionnaire, inhabitants could pick three 

photos, which according to them represent the authenticity of Ylläs. Photos related 

to nature scored considerably higher than the photo relating to culture, which did 

not receive one vote (Figure 6). 

‘Most inhabitants of Ylläs are content with tourism, because it creates 

employment. Without tourism, there would have been insufficient work’ (interview 

employee Kylmämäa Tours, 2012). The ski tracks alone, for example, create 

employment for 30 people throughout the year and 120 during high season 

(Taskinen, 2010). 
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Figure 6: Outcome visual survey 

 

On the statement ‘Tourism in Ylläs stimulates the protection of the natural 

environment in Ylläs and surroundings’, more than 61 percent (n = 114) responded 

that tourism indeed stimulates the protection of the natural environment. This also 

applies to the statement ‘Tourism in Ylläs stimulates the conservation of the 

Lappish culture in Ylläs’. More than 60 percent believes that tourism contributes to 

the protection of the natural environment, and the conservation of their local culture 

(Table 10). When it comes to its contribution to the economic well-being or Ylläs, 

almost 97 percent thinks tourism is important to very important. In all, 86 percent of 

the respondents are employed in tourism. Not one respondent indicates that 

tourism is unimportant for the community. According to 94 percent, tourism is 

important to very important for the prosperity of friends and family, as well as for 

the respondents themselves (Table 11).  

The inhabitants of Ylläs depend on tourism. More than 90 percent of the 

inhabitants work in tourism business (interviews, 2014). At the same time, the 

respondents indicate that tourism contributes to the protection and conservation of 

nature as well as their culture. This means that the inhabitants interpret 
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Northern Lights 28,2%

Cross country skiing 17,6%
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Sámi clothing 0%
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sustainability as McCool and Moisey’s (2009) ‘sustaining tourism’ or ‘sustainable 

tourism’, although, at the same time, the inhabitants indicate that tourism business 

in Ylläs may increase. None of the respondents (n = 21) is against a further 

development of tourism business in Ylläs (interviews, 2012 and 2014). This would 

mean that the inhabitants interpret sustainability in relation to ‘sustaining tourism’: 

the maintenance of the tourism business in the long term. The third interpretation of 

McCool and Moisey (2009), namely, ‘what should tourism sustain’, is an 

interpretation that, according to McCool and Moisey, is reserved for policy levels, 

due to the objective to increase the social and economic development of a region 

with the help of tourism business. 

 

Table 10: Results questions regarding sustainability Ylläs among inhabitants 
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Table 11: Results questions regarding importance of tourism Ylläs among inhabitants 

 

 

 

Conclusion 
 
Although all tourism actors agree on sustainable tourism development, at least 

three interpretations of sustainability were present in the development of tourism in 

Ylläs. Some tourism actors, as well as the Kolari municipality, prefer the growth-

focused path and with that economic-orientated sustainability, a focus which is 

described by, among others, Page and Connell (2009). Other tourism actors prefer 
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an alternative path, a ‘less-growth path’ which aims for growth that is more in 

balance with the natural environment. Consequently, this empirical study 

subscribes the divergent views Kulusjärvi (2017) mentioned in the development of 

tourism in Ylläs. However, although she wonders whether a growth-oriented 

development of tourism can meet ‘sustainability’, this empirical study demonstrates 

that this growth-oriented development can indeed meet ‘sustainability’. After all, 

sustainability as a discursive concept can be interpreted in various ways, based on 

the various interests, agendas and values of the different tourism actors (Jamal et 

al., 2013). This is also what this empirical study in Ylläs demonstrates. 

Regardless of their divergent views regarding sustainable tourism though, 

most stakeholders in Ylläs aim for the preservation of the unique nature within the 

context of tourism development, since it is this authentic nature that guarantees the 

livelihoods of the inhabitants of Ylläs in the long term. As a result, the search for 

authenticity in contemporary tourism, the authenticity discourse that currently 

dominates tourism, can contribute to the sustainability of an ecological vulnerable 

and economic valuable tourist destination, e.g. Ylläs in Finnish Lapland. As long as 

that search for authenticity remains a significant motive for authenticity-seeking 

tourists to visit destinations in these kinds of regions, ‘authenticity’ can function as 

some kind of bridge that can overcome the gap between the various views 

regarding sustainability in the development of tourism in peripheral regions. The 

question in that sense however is, what is ‘authenticity’?  

Despite all discussions in tourism studies about authenticity (Cohen & 

Cohen, 2012; Harrison, 2017) it is suggested to continue empirical research 

regarding authenticity, in order to be able to bridge the gap between the divergent 

interpretations of sustainability and to find that common aspect that connects the 

two current world views: economy and ecology. Sthapit (2013) and Cornelisse 

(2018), e.g. already researched some of the perceptions of tourists regarding 

authenticity in the context of Lapland. The only stakeholder that deviates here is 

the municipality of Kolari. The reason is that the municipality is responsible for all 

inhabitants, also the people who have their livelihood outside Ylläs. Although 
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Saarinen (2004a) cautioned for the development of enclave-like resorts that 

differentiate from their surroundings, this is what happened in Kolari with the tourist 

destination Ylläs. It is important that also this tourism actor stays connected to the 

development of sustainable tourism in Ylläs, by not isolating tourist centres, e.g. 

Ylläs from the surrounding peripheries in the ecological vulnerable and economic 

valuable province of Lapland. After all, only in cooperation with all stakeholders, 

sustainability, despite the various interpretations, can be achieved. 
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Chapter 4  

 

Peru Case Study: Power Relations in 

Community-Based Tourism 
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Introduction  
 
Community-based tourism (CBT) is a form of tourism that seeks an active 

participation of community members. CBT uses existing natural and cultural 

resources and contributes to their preservation, while developing understanding 

between residents and tourists. As a result, CBT is not only promoted as a strategy 

to reduce poverty, dependency and inequality by fostering community development 

in developing countries (Dolezal, 2015a; Mtapuri & Giampiccoli, 2016), but is also 

about the involvement of host communities in planning and maintaining tourism 

development in order to develop a more sustainable tourism industry (Hall, 1996).  

Although CBT shows parallels with broader community development which 

can be defined as ‘building active and sustainable communities based on social 

justice and mutual respect’ (Gilchrist, 2003, p. 22) CBT more specific, is not able to 

dismantle structural barriers to participation and to develop emancipatory collective 

responses to local issues. As a result, ‘CBT can be perceived as an example of 

community development ‘imposter’ driven by economic imperatives and a neo-

liberal agenda, rather than values of empowerment and social justice’ (Blackstock, 

2005, p. 40) due to three failings. Firstly, CBT is presented as a way of ensuring 

the survival of a profitable tourism industry rather than empowering local residents. 

CBT identifies potential problems and tries to overcome these before the tourism 

industry is damaged by adverse local reactions (Blackstock, 2005). Therefore, 

when it comes to CBT it requires an understanding of external barriers to local 

participation and local control (Blackstock, 2005) since CBT usually requires 

external support (Mtapuri & Giampiccoli, 2016). Concern has been consequently 

expressed that CBT literature is based on Western perspectives and knowledge 

(Mtapuri & Giampiccoli, 2016). Finally, local communities are presented as 

homogenous blocks, without the presence of internal power struggles or 

contrasting values. Although it is frequently assumed it can overcome power 

imbalances by involving all stakeholders in a process that meets the needs of all 

stakeholders (Reed, 1997), CBT literature takes an a-theoretical and a-political 

approach to the concept of community (Blackstock, 2005) since it fails to address 
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the structural inequalities within communities that influence the decision-making 

process. Subsequently, in the context of tourism in less developed countries 

empowerment seems ‘indispensable in tourism initiatives benefiting the wider 

community, rather than a local elite, tourist or local [...] government’ (Dolezal, 

2015b, p. 1).  

Taking these three failings regarding the empowerment of local 

communities through CBT into consideration, with the help of a case study which 

took place in a local community in the Andean mountains of Peru, this chapter 

explores the external and internal power imbalances, by researching the various 

interests and influence of different external and internal stakeholders in the 

authentication process of the CBT tourist attraction Vicos in Peru. After all, it is 

frequently assumed that CBT can overcome these power inequities by connecting 

all stakeholders in a process that meets the desires of all stakeholders (Reed, 

1997). But is that indeed true, for example in an authentication process whereby 

something, such as a role, product, landmark, object or event in tourism, is 

confirmed as being ‘original’, ‘sincere’, ‘real’ or ‘credible’ by numerous stakeholders 

(Cohen & Cohen, 2012).  

By researching the interests and influence of the involved external and 

internal stakeholders in specifically the authentication process of the CBT tourist 

attraction in Vicos in Peru, this chapter explores not only the power (im)balances 

between internal and external stakeholders, it also gathers empirical data regarding 

power issues in the authentication process of tourist attractions and the 

empowerment of local communities through CBT. These are two complex and 

relevant topics in tourism studies that both ask for more empirical studies 

(Blackstock, 2005; Cohen & Cohen, 2012; Dolezal, 2015b; Xie, 2010).  
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Theoretical Framework 
 

Empowerment  

 
In CBT the ‘empowerment’ of a local community is a key factor to success 

(Dolezal, 2015b). However, since economic benefits are the key motivation for 

participation in CBT, no in-depth research concerning other dimensions than the 

economic dimension of empowerment in CBT exists to date, despite the fact that 

CBT acknowledges and analyses the difficult interactions between stakeholders 

involved: ‘Empowerment is a key aim of CBT [...]. Still, empowerment is often 

understood solely in its economic dimension, in that CBT constitutes an activity 

casting economic benefits’ (Dolezal, 2015b, p. 19). Therefore, Scheyvens (1999) 

as well as Dolezal (2015b) plead for more research in relation to other dimensions 

of empowerment through CBT too. Economic empowerment stands for an equal 

spread of economic benefits among the community. Psychological empowerment 

is related to the self-esteem of community members, caused by the outside 

recognition of the uniqueness and value of their culture. Social empowerment 

refers to the degree in which a community's sense of cohesion and integrity has 

been strengthened by CBT. And finally, political empowerment means that local 

voices guide the development of CBT, from feasibility stage to implementation 

(Scheyvens, 1999).  

Moreover, more empirical research in the context of tourism in less 

developed countries is asked in relation to the unequal empowerment of 

community members. The reason is that empowerment, in general, seems to 

benefit entire communities according to tourism studies, rather than certain 

community groups e.g. elite groups (Blackstock, 2005; Dolezal, 2015b).  

 
 

Authenticity  

 
Especially when it comes to issues regarding power, the topic ‘authenticity’ 

requires more empirical research in tourism studies (Cohen & Cohen, 2012; Xie, 

2010). Since the introduction of authenticity in tourism studies in the 1970s namely, 
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anthropologists and sociologists do not only debate the meaning (Cohen & Cohen, 

2012; Harrison, 2017), but moreover who determines what ‘authenticity’ in tourism 

is (Cohen & Cohen, 2012; Singh, 2012). Tourism literature writes about at least 

three concepts of authenticity: (I) Essential, (Il) constructive, and (lll) existential. 

Chhabra (2010) summarizes the debate on authenticity and explains that the first 

two concepts are object-related, while the third concept of authenticity is activity-

related. Essential authenticity is about the origin or traditionality of a culture, a 

sense of realness or uniqueness, linked to art, festivals, rituals, cuisine, clothing 

and housing. Constructive authenticity, on the other hand, means that authenticity 

can have different meanings for different people at different times. In this concept, 

authenticity is symbolically and socially constructed. Existential authenticity finally 

is about experiencing an existential state of Being.  

In order to determine whether something is authentic however, a person or 

an authority needs to have a certain status. Status is always related to power 

issues (Xie, 2010). For that reason, Xie identified key stakeholders, including 

governments, tourism organizations, tourists and ethnic communities. The goal of 

Xie was to investigate how stakeholders claim constructions of ethnicity and culture 

and how key stakeholders try to legitimize them, as they do in the process of 

getting tourist attractions authenticated. A tourist attraction is defined as: ‘a place 

that s visit for pleasure and interest, usually while they are on holiday’(Cambridge 

Dictionary, 2018).  

Authentication at the same time is the process whereby something, such 

as a role, product, landmark, object or event in tourism, is confirmed as being 

‘original’, ‘sincere’, ‘real’ or ‘credible’. Xie (2010) has suggested to explore the 

issues that underlie the process of how tourist attractions get authenticated. Cohen 

and Cohen (2012) explain that power relations are always present in this process, 

since the tourist attraction is continuously subject to a debate about how authentic 

it is. How does this authentication process e.g. contribute to not only to the 

economic, which has according to Dolezal (2015b) been the main focus in tourism 

studies, but also to the social or political empowerment of community members? It 
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is that authentication process that focusses on that distinct social and political 

process linked to the authentication of tourist attractions (Cohen & Cohen, 2012). 

‘Authentication’, in other words, has attention for a variety of stakeholders in the 

context of the process through which tourist attractions get authenticated, whereas 

‘authenticity’ solely seems to have attention for those stakeholders who are 

involved in the creation of the tourists’ experiences.  

 
 

Materials and Methods 
 
For twelve years the process through which the CBT tourist attraction Vicos in the 

Andean mountains of Peru got authenticated was observed: What were the power 

relations between the various external and internal stakeholders in the 

authentication process of the CBT project in Vicos, based on the interests and the 

influence of the various external and internal stakeholders in the authentication 

process of the CBT project in Vicos and categorized by Scheyvens’ (1999) four 

dimensions of empowerment?  

 
 

Case Study  

 
In 2001, the Non-Governmental Organization (NGO) The Mountain Institute (TMI) 

from the United States initiated a partnership with eight Quechua families in Vicos 

in Peru. The community of Vicos counts almost 1000 families, is located near the 

city of Huaraz and is sited on the borders of the Huascaran National Park in Peru 

(Figure 7).  

In the late 1990s, the NGO noticed that mainly international tourists had 

only two options when they wanted to explore the area of HNP. They could stay in 

a hotel in the city of Huaraz or could camp freely in the National Park. TMI came 

with the idea that homestays in local Andean villages would be a suitable 

development. Homestays, divided over several local villages would involve a 

planned, sustainable approach which would not overload the HNP with tourists. 

Moreover, according to the NGO, in this way, tourists could discover local life in the 
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Andes in a unique way, or more specific, they could experience the life of Quechua 

farmers. For the farmers in the local Andean communities, tourism would provide a 

more diverse economy; they would no longer depend solely on agriculture. 

Moreover, this sustainable source of income would not only contribute to the 

protection of their local authenticity on the long term, it would also contribute the 

development of a certain self-esteem among community members (Carnaffan, 

2014; Cornelisse, 2014). ‘For the Vicosinos [...] host families expect that tourism 

may not only acquaint guests with their traditions and lives but will raise the self-

esteem and broaden the horizons of their own children [...]’ (Babb, 2011, p. 87).  

 

Figure 7. Huaraz and Huascaran National Park (Source: Chiarella, 2003).  
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Stakeholder Analysis  

 
The authentication process can be an implicit, emotionally charged and informal 

process and as a result of that, is continuously subject to social debate (Cohen & 

Cohen, 2012). In order to be able to get insight in the power relations in the context 

of this process, it was recommendable to conduct a stakeholder analysis (Reed et 

al, 2009). A stakeholder analysis namely, is a process that not only defines aspects 

of a social phenomenon affected by a decision or action according to Reed et al. 

(2009), it also identifies individuals, groups and organizations who are affected by 

or can affect those parts of the phenomenon and prioritizes these individuals and 

groups for involvement in the decision-making process, a process which is also 

strongly related to the dimensions of social and political empowerment in the 

context of CBT development (Dolezal, 2015b; Scheyvens, 1999).  

Reed et al. (2009) support a framework in which both the interests as well 

as the influence of the various stakeholders can be presented in a schematic 

overview. Reed et al. (2009) comment however that the development of such a 

framework has created significant difficulties, because the discussion about both 

‘interests’ as well as ‘influence’ continues. When it comes to interests for example, 

in the bottom-up reconstructive method it is not sufficient to have a look at the 

provision of the law alone. After all, in a process such as the authentication of 

tourist attractions, both legitimate and non-legitimate stakeholders can have 

interests. The concept of influence, at the same time, is related to power elements. 

Reed et al. (2009) used Galbraith’s theory (1983) in relation to power in their 

creation of a framework. In this theory it is stated that there are three instruments of 

power: (I) Condign power, obtained by means of emotional, financial and/or 

physical threats and punishments, (Il) compensatory power, obtained through 

symbolic, financial and materialistic rewards, such as salary or donations, (lll) 

conditioning power, obtained through the manipulation of beliefs, such as cultural 

norms, education and propaganda.  
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Qualitative Data Collection  

 
In light of this research question, this study used qualitative data collection and 

analysis within a case study that stood for the systematic collection of enriched and 

detailed information about a social setting or group, in order to be able to 

understand how a group acts and functions. This approach involved researching a 

contemporary phenomenon in a natural situation (Berg, 2004).  

The NGO wanted to empower the community members of Vicos by 

developing CBT. Therefore, a meaningful cooperation between the local 

community and the NGO played in an important role in the development of CBT. 

The local community was integrated in the decision-making process (TMI, 2000). 

The aim of the development of CBT was to give the natural and cultural heritage an 

economic added value for the community, so that the fragile ecosystem and the 

authentic culture could be preserved in the long term and would make the 

community members of Vicos proud again. From the start of the CBT project, the 

NGO's goal was to protect the heritage in Vicos against external influences by 

maximizing not only the economic, but also the social benefits (TMI, 2016).  

Three kinds of data were used: documentation, participant observation and 

in-depth interviews. The fieldwork was conducted in Vicos divided over six visits in 

twelve years: 2005 (4 months), 2009 (1 week), 2010 (2 weeks), 2011 (2 weeks), 

2016 (4 weeks) and 2017 (4 weeks). The visits included observations of the NGO, 

participating families, tourists and local residents while living in the CBT project in 

Vicos, and participating in activities such as meetings, workshops and tourist 

activities. Observing helped to reveal the influence of and with that the power 

relations between the different stakeholders in CBT in Vicos, defined as Galbraith’s 

(1983) instrument of power and categorized by Scheyvens' four dimensions of 

empowerment. Observations focused on the interactions and collaboration 

between the stakeholders, such as the employees of the NGO, the travel agency, 

host families, a politician, other residents in Vicos and tourists and the instruments 

of power (Galbraith, 1983) these stakeholders used in their collaboration with 

others. Observations also concentrated on the signs regarding the economic, 
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psychological, social and political (dis)empowerment of community members 

(Scheyvens, 1999).  

In-depth interviews provided significant materials for the study. In-depth 

interviews were conducted with sixteen stakeholders (Table 12), such as 

employees of the NGO, residents of Vicos, a politician, tourists and a travel 

agency. All interviews were conducted in English, Spanish or Dutch (since I speak 

all languages). The interviews with the residents of Vicos were held with the help of 

a translator from outside, since the residents of Vicos preferred to speak Quechua. 

Interviews lasted for at least one hour and were recorded with permission and later 

transcribed for analysis and quotation. The interviews took place at the office of the 

NGO or in a coffee bar in the city of Huaraz, or in one of the houses of the 

spokesmen of the host families in Vicos. The interviews covered topics related to 

how the CBT tourist attraction got authenticated, with a special focus on the 

interests and influence of and relation between the different stakeholders and used 

instruments of power regarding the authentication process of the CBT project in 

Vicos, as well as signs of economic, psychological, social and political 

(dis)empowerment of community members (Table 12). The questions during the in-

depth interviews with all stakeholders related the following topics, based on the 

stakeholder analysis of Reed et al. (2009): interest in and influence on CBT and 

authentication, history of CBT development in Vicos, motivation for developing CBT 

and relation/collaboration between the various stakeholders and results.  

There were several methods to answer that main question which interests 

the stakeholders in the authentication of the tourist attraction CBT in Vicos had. 

One of the methods was to analyse the phenomenon itself, in order to gain insight 

into who the stakeholders were. This could be done with the help of in-depth 

interviews among people, politicians and organizations that were involved. The 

pitfall of this approach on the other hand was that some stakeholders could 

accidentally be left out from the research. At the same time, it is usually impossible 

to involve all stakeholders in a research (Reed et al,, 2009).  
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There are different methods that make it possible to classify stakeholders. 

Within the case study of Vicos, the bottom-up, reconstructive method was used. 

The reason is that the other method, the top-down, analytical one, is a method 

which is controlled from a top layer, ‘from above’. This means that the list of names 

is made by one or more stakeholder(s), which could result in the non-hearing of 

other stakeholders (Reed et al, 2009). The constructive method means that 

interviews were conducted among various stakeholders in order to identify different 

groups with different interests. On the basis of 8 unstructured, participatory 

observation reports as a social researcher, it was investigated who the 

stakeholders in the CBT project in Vicos were and, as a result of these reports and 

the subsequent in-depth interviews, 16 interviews were eventually conducted in the 

period from 2005 to 2016.  

 

Table 12: Overview of interviews 

 

Senior employees NGO 

 

 

Mission NGO, development CBT, 

collaboration community Vicos, why CBT 

 

 

3 interviews in 2005 

 

Interns NGO 

 

Mission NGO, development CBT, 

collaboration community Vicos, 

interaction tourists 

 

 

1 interview in 2005 

 

Volunteers NGO 

 

Mission NGO, development CBT, 

collaboration community Vicos, 

interaction tourists 

 

 

1 interview in 2005 

 

Travel agency that sells 

stays in Vicos 

 

Collaboration community Vicos, 

development CBT, vision regarding future 

of CBT in Vicos, interaction host families 

 

1 interview in 2010 

and 1 interview in 

2016 
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Visiting tourists 

 

Tourist experiences 

 

3 interviews in 2010 

and 1 interview in 

2017 

 
 

Politician Vicos 

 

Collaboration NGO, development CBT, 

vision regarding future of community 

Vicos, interaction host families and 

tourists 

 

 

1 interview in 2016 

 

Local participants Vicos 

 

Collaboration NGO, development CBT, 

vision regarding future of community 

Vicos, interaction host families and 

tourists 

 

 

3 interviews in 2005 

 

Local non-participants 

 

 

X 

 

0 interviews, despite 

several invitations 

 
 

Researcher  

 

 

Power relations in CBT, CBT in Vicos 

 

1 interview in 2005 

 

 
The first group of stakeholders was labelled as NGO, consisting of senior 

employees, an intern and a volunteer who have been working together with the 

selected families in Vicos. The second group of stakeholders was labelled as 

tourism industry, consisting of the only travel agency that currently sells stays in 

Vicos and tourists who visited Vicos during my stay in Vicos. The final group was 

labelled as Vicos, consisting of a politician, the selected families and non-

participants. Unfortunately it was not possible to have a formal in-depth interview 

with one of the host families, I was asked to do the interview with two spokesmen 
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who represented the selected families. Moreover, it was not possible to interview a 

non-participant, since this was not desirable according to the politician. As a result, 

quotes of other host families than the families of the spokesmen were written down 

during participant observations. Information about the non-participants was 

required via desk research and an interview with a researcher from the UK.  

 
 

Results  
 

Description of the Stakeholders and Their Interests  

 
Vicos is partly situated in HNP. According to TMI, problems between the 

organizations that coordinated the HNP and the local government of Vicos arose 

from the moment that the area was designated as a national park in the 1970s. 

The HNP wanted to take care of the part of the valley that was owned by Vicos. 

Vicos did not want this, because the local government of Vicos did not want 

outsiders to enter their land. After all, they had bought back their rights in 1962 and 

were since then allowed to decide what to do with their land. The NGO TMI wanted 

to change this situation, in order to conserve the fragile mountain ecosystem and to 

empower not only the traditional culture, but also to increase the resilience of the 

community of Vicos, a community the NGO considered as a remote one: ‘I want to 

help the people, because I know that these people are still getting excluded by our 

government. In this way I can do something’ (interview senior employee A TMI, 

October 2005).  

 

Group 1 NGO TMI  

 
The NGO The Mountain Institute was established in 1972 in the Spruce Knob 

Mountain Center in Pendleton County West Virginia in the United States. The 

annual budget of TMI is almost three million dollars, donations and funds from 

mainly American parties such as the US Environmental Protection Agency, US 

Fish & Wildlife Services, US Forest Service and the US Agency for International 
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Development (TMI, 2016). The work of TMI is ‘to conserve mountain ecosystems, 

empower traditional cultures and increase the resilience of remote, highland 

communities’ (TMI, 2016, p. 28). Until the 1990s, the organization was only active 

in the USA. TMI then started to work in Asia and South America as well, with the 

aim to help mountain communities with the conservation of their natural resources 

and cultural heritage (TMI, 2016). The NGO wanted to start a CBT project in Vicos, 

because it wanted to protect its ecosystem and traditional culture:  

 

‘For local people is to looking at their own traditions, wow, I'm special, I have something. 

Not to transform everything into monetary value. Not to say okay, I want to wear this 

traditional dress, because people want to pay me. But, try to make it in a way that the local 

people really reform the value of the knowledge behind all these traditional ... That they are 

really proud’. (Interview senior employee A)  

 

When TMI was told that the local government of Vicos was talking to a 

commercial party about the development of a hotel in the region, TMI tried to 

convince the local government to go along with the development of CBT in Vicos. 

With the development of CBT in a ‘rebellious community like Vicos, where 

outsiders are not welcome’, TMI wanted to demonstrate other NGOs how their 

Partnership Approach could work (interview senior employee A). This partnership 

approach meant that the NGO collaborates intensively with local communities. TMI 

started to carry out projects, in collaboration with local communities. Decisions 

were taken in consultation with communities (interview senior employee A).  

Finally, the NGO was able to convince the community of Vicos to agree on 

the development of CBT. During general meetings all voters in Vicos were invited 

to express their opinion about the development of CBT in their community 

(interview senior employee A). After the voting TMI was not only involved in the 

selection of the participants, but it was also responsible for the execution of the 

project. The participating families who were selected by the NGO, all supported the 

concept of CBT, which included the preservation of the local culture and nature. It 
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was the task of these families to support the concept of CBT and to convince the 

community of its positive impacts on the community (O'Gara, 2004; interview 

senior employee A).  

The mission of the NGO was to develop CBT in order to preserve local 

nature and culture on the long term, and to meet the expectations of their financers 

back in the USA (Carnaffan, 2014; TMI, 2016). The participating families were 

given all freedom in the development of tourism, but they were guided by an 

employee or intern of the NGO (O'Gara, 2004; interview senior employee B). 

Because the participating families knew nothing about tourism and nothing about 

international tourists, they were, in making their decisions, dependent on the 

information given by the NGO:  

 

‘When we spoke with the local people about agriculture and cattle, the people generally 

understood very well. However, uh, the concept of tourism was not immediately 

understood. That was because the local Andes people, the farmers, they did not know 

what the concept of leisure time means to a Westerner. In your leisure time, I asked, do 

you still go drinking with your fellow villagers, chewing coca and partying? How is it 

possible that those people come to us here in Peru, in Vicos? Only when the farmers could 

see this Western concept of tourism and leisure in a somewhat Western way, uh, only then 

could we could continue with the project. This included giving workshops on tourism, 

hygiene, cooking and sustainability. [...] But yes, it is a forever process. [....] It takes time, 

and we really believe that it is impossible to say that the community turn into a new a 

tourism enterprise in one year. That is impossible’. (Interview senior employee A)  

 

Group 2 Travel Agency and International Tourists Visiting Vicos  

 
The international travel agency that has been promoting the tourist attraction Vicos 

since 2005, when the NGO TMI had completed the project and its collaboration 

with Vicos, states that previous visitors praise the great hospitality, the authentic 

culture and its beautiful surroundings. ‘Vicos is the experience that today’s curious 

traveller is looking for’ (RESPONS, 2011). The website continues with a quote of 

one tourist, who says: ‘This home stay turned out to be one of the most authentic 

experiences I had during my stay in Peru’ (RESPONS, 2011).  
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Its mission is to act social, environmental and economically responsible in 

tourism development. ‘we believe in sustainable tourism development with positive 

and lasting impacts on the communities, the environment and the local economy’ 

(Van Es, 2018). The travel agency offers visits with CBT/home stays in seventy 

locations. In this way, travellers get to know the way of life and the work of ‘ordinary 

people’, can be read on the website that sells the travels of the travel agency (Van 

Es, 2018). The website continues that for the locals, CBT is an excellent alternative 

source of income. It gives them the opportunity to build a better life:  

 

‘But there are more advantages than just economic. For local children, for example, this 

form of tourism is an eye-opener. They talk to tourists and hear their opinion about all kinds 

of things. As a result, their self-image changes. For example, the girls see that women can 

also learn and that they can achieve the same as men’. (Van Es, 2018)  

 

For preservation of culture and traditions, CBT is of great value, claims the 

travel agency (Van Es, 2018). The agency gives examples of wearing traditional 

clothing and the continuation of speaking a local language. Tourists think that is 

wonderful, is the opinion of the travel agency. That is what makes local people 

proud of their own culture again.  

This was indeed confirmed in previous research (Babb, 2011; Cornelisse, 

2014): international tourists who visited Vicos were mainly interested in the 

authentic culture that they could experience in Vicos. They undeniably experience 

authenticity, due to the, in their opinion, natural and cultural surroundings of Vicos. 

Moreover, all tourists who were interviewed during this case study in 2010 and 

2017 stated that they had a wonderful stay in an authentic community: This was a 

once-in-a-lifetime experience’ (interview tourist B) or ‘I sincerely enjoyed my stay in 

this authentic community, yes, the people were so friendly. It was so special’ 

(interview tourist D).  
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Group 3 Participating Families, Local Government and Non-Participating Families  

 
It is unclear however, for what reasons the community of Vicos decided to develop 

small scale-tourism with seven homestays, instead of a hotel in the late 1990s. 

According to the spokesmen who represented the participating families, it was 

because the community was convinced of the positive and long-term effect of CBT:  

 

‘First uh we didn't really understood what uh the project was about. Slowly we started to 

understand. Now we are very happy. Yes. Uh my wife and children are happy too. And 

other people uh are also happy, because we uh can now buy materials for our local 

school’. (Interview local participant B, October 2005)  

 

This was possibly the main reason, on the other hand observations and 

informal interviews with the participating families indicated that that main reason 

can be questioned (observation reports, January 2010, 2011). From these small 

talks it appeared that the participating families in Vicos ultimately wanted to build 

more homestays, they wanted to earn more money with tourism because they saw 

opportunities to increase tourism in their community. The NGO stopped this growth 

however, because growth did not fit the concept of CBT, nor the vision of TMI. This 

was confirmed by the NGO: 'Vicos is pure and authentic. Globalization hasn't been 

here yet. And uh, this traditional culture needs to be experienced by tourists too. 

Also on the long term’ (interview senior employee B). A volunteer, who worked for 

TMI, explained:  

 

‘The Andes guys, the guys who live in the mountains, uh, they are years back. [...] In the 

Andes there are people who live, uh, you see them and you think uh, uh, this is from two 

hundred years ago’.  

 
That is why no more homestays were built, the traditional culture needed to 

be protected. The authentic character of the village would disappear as soon as 

more home stays would be built and the inhabitants of Vicos would become too 
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dependent on tourism: ‘We don’t want to depend on tourism, uh, that is too 

dangerous. We want them to benefit from tourism, without changing their way of 

living’ (interview travel agency). The NGO would have had withdrawn its assistance 

in this project as soon as the local participating families decided to build more 

home stays (interview travel agency). As a result, the participating families kept to 

the original idea of CBT in which marginalized communities in developing regions 

get empowered through the development of, specifically, small-scale tourism.  

The participating families knew nothing about tourism, were not familiar 

with the phenomenon tourism (interview spokesmen A & B; interview politician 

Vicos). Under the guidance of TMI the participating families followed workshops on 

hygiene and cooking. Together with TMI, hiking routes were set out. TMI guided 

the families in making decisions about the development of tourism.  

In general, with the help of CBT entire local communities should get 

empowered, not only a few people (UNWTO, 2017). Due to this idea of CBT, the 

NGO asked the participating families to share their CBT earnings with the 

community. This made the participating families proud, they were now able to help 

their community: ‘Together with the other families we were now able to purchase 

materials and furniture for the school of our children. We are so proud’ (interview 

spokesmen A & B). Almost ten years after the start of the CBT project however, 

informal conversations with the families indicated the presence of mainly personal 

instead of community ambitions (observation reports, January 2010, 2011). The 

families were very grateful for all the help, because now their children were able to 

study and live outside Vicos. Another participating local explained that he had the 

ambition to become politician. He preferred to have his own hotel in the future and 

for that reason he started to invest money in his own house. Another participant 

asked tourists for clothing and shoes: ‘The father of the family complimented me 

with my hiking shoes, asked which size I was wearing? He explained that he could 

use these shoes and asked whether I wanted to leave them behind, after my stay’ 

(observation report, January 2011). He also tried to use the international network of 

tourists to let his children study abroad. There was even the possibility that one son 
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would study in America. For that reason, despite the fact that the participating 

families bought materials and furniture for the local school, jealousy among the 

nonparticipating families arose (O'Gara, 2004; interview researcher UK).  

The other villagers who were not involved in the project, did let know that 

they disagreed with the development of CBT in Vicos. They voted against it 

(O'Gara, 2004). But still, the local government (which consisted of some of the 

people who were going to participate in the CBT project) agreed on the project and 

continued its collaboration with TMI (O'Gara, 2004). Non-participating locals got 

jealous on the participating families, who now had access to an alternative source 

of income. TMI persevered at the same time, because Vicos was an interesting 

community to start the CBT project with: ‘As soon you can work with this 

community, that would be great for the image of our NGO’ (interview senior 

employee A). The jealousy among the villagers turned out to be an issue. It not 

only had to do with the fact that only some families were selected by TMI and many 

others not. It also had to do with the fact that the selecting families already 

belonged to the so-called economic, political and social elite of Vicos: ‘The people 

who participate in this project, already fulfilled a certain position in the community 

of Vicos’ (interview researcher UK).  

To be able to get selected by TMI, participating families had to be wealthy 

enough to invest in the construction of a home stay and to invest in the provision of 

food and drink for tourists. These criteria from the NGO TMI indicated a selection of 

people who already meant something for the community, as a leader and/or as an 

entrepreneur. Seven of the eight local participants indeed already fulfilled a role of 

leadership within the community. Even though TMI provided 70 percent of the 

capital, 30 percent of the initial investment costs had to come from the participating 

families. The selected participants were all older men, averaging 43 years of age. 

Each owned a large tract of land on which he raised a variety of crops to feed large 

families, averaging about eight individuals per household. In a community where 

poverty and landlessness are major concerns, these individuals could be labelled 

as economic secure members. Some selected families had income and at least 
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three of the eight selected participants were certified, local tourist guides who had 

already been working with diverse tourism-related companies in the city Huaraz 

(O'Gara, 2004).  

In order to receive financial and social support from TMI, the local 

government had to commit itself, as a representative of the entire community of 

Vicos, to the development of CBT, and with the protection of their natural and 

cultural authenticity on long term, by: (I) developing small-scale tourism and (Il) 

sharing the CBT earnings with the entire community (interview senior employee C; 

interview travel agency). The economic empowerment however is nowadays done 

by the following construction: The travel agency includes a donation to the 

community development fund in the price of its packages and the project continues 

to donate materials to the local school (interview owner of the travel agency). Work 

in this project, e.g. guiding and entertaining tourists with music, is shared among 

other community members (Carnaffan, 2014; interview politician Vicos).  

 
 

Authentication Process: Interests, Influence and Signs of (Dis)Empowerment  

 
Reed et al. (2009) support a framework in which both the interests as well as the 

influence of the various stakeholders can be presented in a schematic overview. 

The concept of influence is related to power elements and as a result, Reed et al. 

(2009) state that there are three instruments of power as explained earlier. During 

this research, not only the interests and influence of the different stakeholders, but 

also the various instruments of power that were used by the stakeholders in the 

authentication process of the CBT project in Vicos were detected and finally 

categorized by Scheyvens’ (1999) four dimensions of empowerment.  

The authentication process in Vicos started at the moment that the NGO 

TMI initiated the CBT project. The goal of CBT in Vicos was not only to protect the 

local culture from outside influences (mining and mass tourism, according to TMI), 

but also to provide an additional source of income to the community of Vicos. In 

order to minimize the external influences, small-scale tourism was started under 

the guidance of the NGO on the basis of CBT principles (Carnaffan, 2014). With 
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the help of CBT, and with that the protection of the unique local culture and nature, 

tourists could continue to experience the pure authenticity of the culture in Vicos on 

long term (interview senior employees A & B). In order to achieve this, Vicos 

needed to be transformed into a pure and authentic tourism destination with 

community members who felt proud of their traditional culture again (interview 

travel agency). According to the four dimensions of empowerment of Scheyvens 

(1999), this aim of the NGO hits at least two dimensions of empowerment: The 

economic and the psychological empowerment of the community members of 

Vicos. A sign of economic empowerment namely, is that CBT brings lasting 

economic gains to a local community and cash earned is shared between many 

households in the community. A sign of psychological empowerment at the same 

time is that the self-esteem of community members is enhanced because of 

outside recognition of the uniqueness and value of their culture, natural recourses 

and traditional knowledge (Scheyvens, 1999).  

However, in order to achieve this, the NGO used various instruments of 

power, such as compensatory (rewards) and conditioning (education) power by 

investing 70% of the total costs and by taking care of the selection of the families, 

providing workshops, supervising the construction of homestays and in the creation 

of a tourist product during the development of CBT. Besides the fact that the NGO 

had much influence, the stakeholder analysis also shows that the NGO, in name of 

its mainly American financiers, had much interest in the development of CBT too, 

with that the protection and preservation of the local culture and nature. The NGO 

was dependent on the collaboration with the community, as well as the other way 

around. Local politicians had to agree on the idea of CBT. The selected families 

had to carry out the project and had to ensure that the authentic culture would 

indeed be preserved, by carrying it out towards other community members and 

visiting tourists. After all, the protection of the local authenticity was an important 

part of the mission of the NGO. Without this guarantee regarding the protection and 

preservation, TMI would have stopped the partnership with Vicos.  
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According to the stakeholder analysis, local politicians were interested in 

the development of tourism because Vicos was socio-economic isolated and its 

inhabitants knew poverty. With the arrival of tourists, the community would get the 

opportunity to invest more in education and employment, which are both signs of 

psychological and economic empowerment according to Scheyvens (1999). 

Another advantage would thus be that the community would see that they could be 

proud of their local culture, because it is a unique culture compared to many other 

cultures in the world. CBT would make Vicos proud again. The politicians had 

much interest in the authentication of the CBT project and much influence on their 

own community.  

Local politics guided the debate concerning the start of tourism 

development in Vicos and influenced the opinion of the community successfully 

(O'Gara, 2004), which is a sign of disempowerment according to Scheyvens 

(1999). After all, political empowerment means that the community's political 

structure represents the needs and interests of all community members. An NGO 

which initiates or implements CBT needs to seek out the opinion of various 

community groups (Scheyvens, 1999), something the NGO TMI neglected to do. In 

the case of Vicos the NGO asked the local politicians, who already formed the local 

elite, to influence the opinion of the non-participating community members. After 

ignoring the votes against the development of CBT though, politics promised a 

better future for the local youth with the development of CBT. CBT would mean not 

only economic, but also cultural capital for this future generation according to the 

local politicians in Vicos (Babb, 2011).  

In relation to the NGO on the other hand, local politicians had low 

influence. They were depended of the (financial) input of the NGO and the efforts 

of the selected local families. They agreed on CBT and with that on the 

preservation of Vicos’ authenticity. In other words, they agreed on the 

authentication of Vicos as a tourist attraction, since this was the desire of the 

American NGO and its financers.  
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The selected families, the local participants, also had much interest in the 

success of the project. Not only for the community, who they promised to be able to 

participate in tourism in the future, but also for their own socio-economic ambitions. 

They stood for the preservation of their own culture, because they recognized that 

it was unique compared to other cultures, especially in a globalized world. The 

local participants wanted to let the community become proud of their own culture 

again and committed themselves to the development of CBT, which are both signs 

of the psychological and economic empowerment of a local community. They partly 

made use of the international network of NGOs and tourists for their own 

ambitions. They are nowadays still dependent on the travel agency and its tourists 

who are looking for authentic experiences. For that reason the selected families still 

have much interest in the authentication of Vicos as a tourist attraction, but low 

influence.  

The same applies to the politician, who has been involved in the 

development of tourism in Vicos since the beginning of the project. At the start of 

the project he argued for the construction of a hotel, and he still has this aspiration. 

He worries about the youth in Vicos who is leaving, who does not see a future in 

the village. For that reason, he has started to work for the travel agency at the 

moment the NGO ended the partnership around 2005. The politician is physically 

present at the office of the travel agency in the city of Huaraz and he tries to 

encourage tourists to visit Vicos. Until now he has been pleading for the 

preservation of the authenticity of Vicos, as well as for the cooperation with the 

travel agency that focusses on promoting and selling tourist experiences in CBT 

projects. The politician is interested in the authentication of Vicos as a tourist 

attraction and believes that it is this authenticity that motivates tourists to visit his 

home. His worry about the future of the youth in Vicos is a sign of economic and 

psychological disempowerment of this specific community group.  

According to Scheyvens (1999) a sign of economic disempowerment is the 

situation in which a certain community group, e.g. the youth, cannot find a way to 

share in the economic benefits of CBT. A sign of psychological disempowerment is 
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that a certain community group lacks confidence regarding the accessibility to 

employment and/or education. These community members can get disinterested or 

even disillusioned with CBT and can decide to leave the community.  

The travel agency, on the other hand, is concerned with selling authentic 

experiences in combination with supporting local communities such as Vicos. 

Authenticity is also one of the most important criteria for the travel agency, at the 

same time it has about seventy communities in its portfolio. Vicos is only one of 

those communities. The travel agency promotes and sells the CBT product Vicos. 

The travel agency will continue to promote and sell the CBT product as long as it 

meets the criteria of the travel agency, and with that its customers. As a result, this 

travel agency makes use of the instrument conditioning power, it has much 

influence on the authentication process of Vicos: the agency sells Vicos as a 

unique experience in an authentic, local community. The organization has an 

interest in the authenticity of the community, because its customers ask for it. In 

principle however, the travel agency does not depend on Vicos and therefore the 

interest of this travel agency can be considered as low.  

This is also what international tourists share in interviews and on social 

media, among other things. They experience a stay in Vicos as an authentic 

experience and they encourage other tourists to stay in Vicos. Tourists travel to 

Vicos because of its authenticity, which can be experienced by staying in one of 

the homestays (interview tourists A & B; Babb, 2011; Cornelisse, 2014). In this 

way, tourists (continue to) influence the authentication process which has been 

taking place in Vicos since the start of CBT at the end of the 1990s. They have a 

lot of influence, but low interest. The travel agency and its customers play an 

important role in the authentication process of the CBT project Vicos, since this 

process is a repetitive one that must be repeated, in order to preserve the 

authenticity which is recognized by the public or the tourists (Cohen & Cohen, 

2012). Something which the community of Vicos desperately needs according to 

the politician in Vicos, regarding its socio-economic well-being on long term: 

‘Without tourism, it is uncertain what will happen to the youth in our community’ 
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(interview politician in Vicos), and thus with at least the economic and 

psychological empowerment of this specific community group in Vicos.  

Less is known about the local non-participants. They have an interest in 

the success of CBT, because common issues such as school materials can be 

bought from the earnings that are made by the CBT project. These are signs of the 

social empowerment of a local community according to Scheyvens (1999), which 

stands for raising funds for community development purposes, e.g. to build 

schools. At the same time the non-participants have expressed jealousy, at least at 

the start of the project when they used condign power (emotional and/or physical 

threats) in the hope to stop the project. They preferred the construction of a hotel 

instead of small-scale tourism, in the hope that more people of the community 

could start to work in tourism. During the construction of the homestays they 

expressed their displeasure by throwing in the windows of some guest lodges 

(O'Gara, 2004; interview researcher UK). They also voted against CBT 

development and threatened employees of the NGO in the initial phase (interview 

senior employee B). For a few years tourists were advised by the NGO to gently 

wave to the villagers:  

 

‘As soon as we approached the village, the employee of the NGO explained us that we 

needed to smile and wave to the villagers. The reason is that due to their history with white 

people, they are still a bit afraid of tourists’. (Observation report, 16 September 2005)  

 

The input and with that the influence of the villagers on the development of 

CBT and the preservation of authenticity turned out to be small (interview 

researcher UK). Accordingly, in contrast to the economic and psychological 

empowerment of the participating community members in Vicos, these are signs of 

not only the economic, psychological, but also the social and political 

disempowerment of community members who were not involved in the CBT 

project. Although a part of the earnings of CBT were shared with the community, 

only a few families gained direct benefits from CBT. Some earnings, on the other 
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hand, were shared and were invested in buying materials for the local school. The 

question is though, whether this sincerely strengthened the community's cohesion, 

in which families work together to build a successful CBT venture? According to the 

travel agency only two families are still involved in the CBT project, which is a sign 

of the social disempowerment of a local community. Moreover, non-participants 

showed signs of jealousy during the development of CBT. Signs of disharmony 

were detected too, as well as signs of community members leaving the community. 

Finally, non-participants felt they had little or no say over whether CBT initiative 

operated or the way in which it operated. All signs according to Scheyvens (1999) 

of the economic, psychological, social and political disempowerment of the ‘non-

participants’ in Vicos.  

 
 

Conclusion and Discussion  
 
In tourism studies it is frequently assumed that CBT can overcome power 

imbalances by involving all stakeholders in a process that meets the desires of all 

stakeholders (Reed, 1997). By researching the interests and influence of the 

different external and internal stakeholders in the authentication process of the 

CBT tourist attraction in Vicos, this chapter explored not only the power imbalances 

between internal and external stakeholders, it also gathered empirical data 

regarding power relations in the authentication process of tourist attractions and 

the empowerment of local communities through CBT.  

Firstly, the research in Vicos has demonstrated the existence of 

imbalanced power relations between external and internal stakeholders in the 

authentication process of the CBT tourist attraction Vicos, due to differences in 

interests and influence. As a result, stakeholders used different instruments of 

power in order to convince others. Mtapuri and Giampiccoli (2016) had already 

stated that CBT usually requires external support. This was also the case in Vicos. 

It was the NGO TMI with its mainly American financers that initiated the 

development of CBT. Although the community got responsible for the continuation 
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of the CBT project in 2005, it was the travel agency as an external stakeholder that 

took over the role as dominating stakeholder in the process in which the CBT 

project in Vicos gets authenticated. After all, the mission of this travel agency, 

which is the only organization that sells stays in Vicos to tourists, is to act social, 

environmental and economically responsible in tourism development. CBT is the 

only product they sell, divided over seventy communities in the world. 

Consequently, as soon as the community of Vicos would decide to neglect the 

principles of CBT, this could mean that they would lose external support. This study 

has therefore shown that one group of stakeholder dominated (the American NGO 

on behalf of its financers in the USA) or currently dominates (a travel agency on 

behalf of its customers) the authentication process of the CBT project in Vicos, by 

using compensatory and conditioning power. It is true that also the community of 

Vicos depends on the support of the external stakeholders.  

Additionally, these external stakeholders influenced the authentication 

process of the CBT tourist attractions Vicos, which confirms the statements of Xie 

(2010) and Cohen and Cohen (2012) that power relations are always present in 

this process, since tourist attractions are continuously subject to a debate about 

how authentic it is. In the case of Vicos this process was not only influenced by the 

‘interests’ of the involved stakeholders, but moreover by the ‘influence’ of the 

various stakeholders. The influence of especially the external stakeholders, e.g. the 

American NGO, the international travel agency and international tourists was big, 

although the level of interests regarding the community of Vicos varied among the 

external stakeholders, from high (NGO) till low (travel agency and tourists).  

CBT is usually made possible with the help of external stakeholders and it 

enables empowerment processes, even if only for some community groups 

(Dolezal, 2015b). This also happened in Vicos. After all, the aim of the American 

NGO was to protect the natural resources and authentic culture on the long term, 

by creating an additional source of income for the community and by making them 

feel proud of their natural resources, unique culture and traditional knowledge 

again. Indeed, the community members who were involved in CBT gained direct 
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benefits from CBT. Their self-esteem was enhanced because of the recognition of 

the authenticity and value of their traditional culture by the American NGO and the 

visiting tourists. The challenge of this project though, was to empower more 

community members. In the end, signs of the economic, psychological, social and 

political disempowerment of the other internal stakeholders, the non-participants 

were observed. As a result, this case study has demonstrated the differences in the 

empowerment of community members, or more specific, the differences in the 

economic, psychological, social and political empowerment of community groups.  

Consequently, besides the presence of external power relations, this study 

has especially highlighted the presence of power relations between internal 

stakeholders. As Dolezal (2015b) had already noted, in the context of tourism in 

less developed countries empowerment seems to benefit the wider community, 

rather than a local elite. The fact that the families who were selected by the NGO to 

participate in CBT had already belonged to the local economic, social and political 

elite of the community, made other families in Vicos jealous. This caused tensions 

between internal stakeholders. In order to convince the non-participating 

community members, local politics and local participants used compensatory and 

conditioning instruments of power.  

Despite this study has demonstrated the power relations between the 

various external and internal stakeholders, the limitation of this study was the lack 

of being able to get in contact with the local non-participants in Vicos. This while 

the purpose of this study was to make not only the external, but also the internal 

power relations and the signs of (dis)empowerment within the authentication 

process of a CBT project visible. Yet, this study has enriched tourism studies 

regarding: (I) The existence of imbalanced power relations between external and 

internal stakeholders, (Il) the presence of power issues in the authentication 

process of tourist attractions, and (lll) differences in the empowerment of 

community members through CBT.  

Finally, by revealing especially the existence of internal power relations, 

this study has demonstrated, in contrast to how tourism studies view local 
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communities and power structures in general (Blackstock, 2005; Dolezal, 2015b), 

that local communities e.g. Vicos are highly heterogeneous and contain complex 

power structures. It is therefore suggested to research internal power relations and 

differences among local community groups in less developed countries, in order to 

finally empower community groups such as the youth in Vicos. Preferably not only 

economically, but with the help of tourism also psychologically, socially and/or 

politically.  
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Introduction 
 
In 2000, one would seldom have heard the words ‘ethics’ and ‘tourism’ used 

together in one sentence. Since five years, according to Lovelock and Lovelock 

(2013), due to the growth in combination with the complexity of the tourism 

business, some researchers have started to write about ethics in tourism. Ethics 

are ‘the rules, standards and principles that dictate right conduct among members 

of (…) a profession’ (Fennell, 2006, p. 57) and tourism involves complex social, 

cultural, economic and ecological interactions that take place on destinations 

(Lovelock & Lovelock, 2013). Although tourism is often seen as a saviour in many 

regions, experts, including the United Nations (UN), suggested that this multi-

billion-dollar industry had failed, ‘because of the displacement of local and 

indigenous people, unfair labour practices, corruption of or disrespect for culture 

and a myriad of other human rights abuses, along with environmental 

contamination’ (Fennell, 2006, p. 7). The degree of concern about the scope and 

scale of tourism led to the development and promotion of ways of tourism 

development that could minimize tourism’s negative impacts and maximize the 

benefits (Lovelock & Lovelock, 2013).   

Sustainable tourism emerged as an ethical response to negate some of the 

impacts caused by unplanned mass tourism (Hanna, Johnson, Stenner, & Adams, 

2015). A range of tourism researchers (Bricker, Black, & Cottrell, 2013; Brohman, 

1996; Krippendorf, 1986; Mill & Morrison, 1998; Mitchell & Reid, 2001) as well as 

global tourism-related organizations that both have shaped sustainable tourism 

development (Jamal, Camargo, & Wilson, 2013), the World Tourism Organization 

(UNWTO) and World Travel & Tourism Council (WTTC), plead for the development 

of sustainable tourism. Sustainable tourism has been the guiding principle of the 

tourism industry for over 30 years now (Lovelock & Lovelock, 2013). Nowadays, it 

is even said that global tourism can be turned into the most sustainable industry in 

the world (Gras-Dijkstra, 2009). Sustainability will be the dominant perspective in 

tourism within several years (Bricker et al., 2013; UNESCO, 2013; UNWTO, 2017; 

WTTC, 2017): UNWTO even declared 2017 to the International Year of 
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Sustainable Tourism Development. As a result, it can be said that sustainable 

tourism is nowadays being valued as something ‘good’ in the collective narrative of 

‘the West’. 

The West can be defined as the group of ‘developed’ or ‘First World’ 

countries with a capitalist economic system, countries that promote the Western 

materialistic lifestyle (Mowforth & Munt, 2009). A collective narrative at the same 

time, is a collection of perceived histories, believes and self-image of a group. A 

collective narrative is a social construction, a comprehensive collection of current 

explanations that a group holds about itself and about its surroundings. A collective 

narrative does not emerge from nowhere, its most important source is the group’s 

history. A collective narrative finally, provides meaning and with that, influences the 

interpretations of a group, the West in this case, regarding phenomena such as 

‘sustainable tourism’ (Salomon, 2004). 

Counter narratives on the other hand, narratives that oppose the collective 

narrative, often illustrate divergent views. Counter narratives only have value in 

relation to something else, such as a collective narrative e.g. which they then can 

contradict. They are now counter narratives, but in the future these opposing 

stories can become the new collective narrative. What is dominant and what is 

opposite and less perceptible in a group, can change. Counter narratives are often 

only to be heard by listening to others than those who represent the collective 

narrative (Bamberg & Andrews, 2004). 

In the context of sustainable tourism, counter narratives discuss the 

‘goodness’ of sustainable tourism. According to Bramwell and Lane (2014) the area 

of sustainable tourism has recently been affected by a critical turn, which focuses 

on broad structural questions regarding power inequalities. Critics (Broch-Due & 

Schroeder, 2000; Gray, 2003; Hall & Tucker, 2004; Hall, Gössling, & Scott, 2015; 

Mowforth & Munt, 2009; Munt, 1994; Neumann, 2000) explain that, in contrast to 

the collective narrative of the West, sustainable tourism is a Western creation of 

pleasure which was developed by a Western perspective of the world. Munt (1999 

in Gray, 2003) explains e.g. that eco tourists are egocentric, because they want 
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local communities in developing regions to adapt their local views on environmental 

issues to tourists’ perceptions which are based on solely Western values. Mowforth 

and Munt (2009) consequently quote Third World protagonists saying that 

ecotourism is an elite form of Western-defined pleasure. Gray (2003) also writes 

that ecotourism seeks to engage people in developing regions in production and 

defence of a Western view of nature. This type of tourism does not only label 

contemporary tourists as ‘neo-colonizers’, it also creates ‘good natives’ and ‘bad 

natives’ at destinations itself. The word ‘natives’ was deliberately chosen by 

Neumann (2000), in order to provoke discussion: local communities who behave 

like ‘good’ natives, within the perception of Western neo-colonizers anyway, will 

continue receiving tourists, while ‘bad’ natives, who act badly according to a 

Western point of view, will no longer receive tourists. The usage of the word 

natives by Neumann illustrates the constant existence of colonial thoughts in the 

West. This theory therefore hits, among others, the other counter narratives of 

Gray (2003) and Mowforth and Munt (2009) in which they claim that sustainable 

tourism development is not as ‘moral’ as it claims to be. 

These opposing views regarding the development of sustainable tourism 

are reasons for the continuing discussion among sociologists in tourism studies 

about the concept of sustainable tourism (McCool & Moisey, 2009; McDonald, 

2009): The collective narrative of the West sees it as an alternative to reduce the 

negative impacts on natural, social and cultural life of a country caused by tourism. 

With the development of sustainable tourism, global tourism can be changed into 

‘the most sustainable and morally responsible industry in the world’, which would 

be a ‘good’ development (Gras-Dijkstra, 2009, p. 313). In counter narratives on the 

other hand, sustainable tourism is described as a powerful Western development 

which results into a new tool helping the West to suppress the rest of the world, 

especially developing regions (Mowforth & Munt, 2009), by focusing on macro level 

related issues and objectives, e.g. global institutional governance for sustainable 

tourism development, instead of focusing on micro level issues and objectives, e.g. 
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the quality of life of communities living in these developing regions (Jamal et al., 

2013). 

Sustainable tourism is ‘(…) where development entailed long-term 

‘balancing’ of use and conservation/preservation towards the ends of inter-

generational and intra-generational equity’ (Jamal et al., 2013, p. 4599). But, how 

‘good’ is sustainable tourism really for the inhabitants of communities in developing 

regions? Not only according to the collective narrative of the West, but also 

according to these opposing counter narratives of local communities in developing 

regions themselves? 

One example of a sustainable tourism destination where the collective 

narrative of the West about the ‘goodness’ of sustainable tourism (partly) collides 

with local counter narratives, is Vicos in the Andean mountains of Peru. The 

community of Vicos counts almost 1000 families, primarily farmers, weavers, and 

bee-keepers, and is located near the city of Huaraz in the province of Ancash. 

Vicos is sited on the borders of the Huascarán National Park (HNP) in Peru. In 

2001, the Non-Governmental Organization (NGO) The Mountain Institute (TMI) 

from the USA initiated a partnership with eight Quechua families in Vicos in Peru. 

In the late 1990s, the NGO noticed that mainly international tourists had only two 

options when they wanted to explore the area of HNP. They could stay in a hotel in 

the city of Huaraz or could camp freely in the National Park. TMI came with the 

idea that homestays in local Andean villages would be a suitable development. 

Homestays, divided over several local villages would involve a planned, 

sustainable approach which would not overload the HNP with tourists. 

Furthermore, according to TMI, in this way, tourists could discover local life in the 

Andes in a unique way, or more specific, they could experience the life of Quechua 

farmers. For the farmers in the local Andean communities, tourism would provide a 

more diverse economy; they would no longer depend solely on agriculture. 

Additionally, this sustainable source of income would contribute to the protection of 

their traditional culture on the long term (Carnaffan, 2014; Cornelisse, 2014). 
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What moral claims do groups who represent the collective narrative of the 

West regarding sustainable tourism development in the developing region Vicos 

make and what influence do these normative moral claims on macro level have on 

micro level, on the lives of people living within the community of Vicos? 

 
 

Theoretical Framework 
 

Community-Based Tourism 

 
An emphasis on community-based tourism (CBT) as a key principle of sustainable 

tourism arose to facilitate local control and community participation in sustainable 

tourism development (Jamal et al., 2013). CBT uses existing natural and cultural 

resources and contributes to their preservation, while developing understanding 

between residents and tourists (Dolezal, 2015). As a result, CBT is not only 

promoted as a strategy to reduce poverty, dependency and inequality by fostering 

community development in developing countries (Dolezal, 2015; Mtapuri & 

Giampiccoli, 2016), but is also about the involvement of host communities in 

planning and maintaining tourism development in order to develop a more 

sustainable tourism industry (Hall, 1996). To become more sustainable namely, the 

industry needed to adhere to a number of basic principles, such as, reducing the 

tension between stakeholders, limiting growth and exploiting tourism as a form of 

development (Fennell, 2006). Within CBT more specifically the main focus for 

‘good’ tourism development is the integration of local communities within local 

tourism projects (Butcher, 2012).  

Although CBT shows parallels with broader community development in 

relation to developing active and sustainable communities based on social justice 

and mutual respect, CBT more specific, has however not been able to dismantle 

structural barriers to participation. Therefore concern has been expressed that, just 

like Mowforth and Munt (2009) stated in relation to sustainable tourism literature in 

general, also CBT literature is based on Western perspectives and knowledge 

(Mtapuri & Giampiccoli, 2016). As a result, also this niche of sustainable tourism 
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‘can be perceived as an example of community development ‘imposter’ driven by 

economic imperatives and a neo-liberal agenda, rather than values of 

empowerment and social justice’ (Blackstock, 2005, p. 40). Blackstock (2005) 

mentions several reasons: Firstly, CBT is presented as a way of ensuring the 

survival of a profitable tourism industry rather than empowering local residents. 

Secondly, local communities are presented as homogenous blocks, without the 

presence of internal power struggles or contrasting values. Thirdly, when it comes 

to CBT it requires an understanding of external barriers to local participation and 

local control, while CBT usually requires external support (Mtapuri & Giampiccoli, 

2016). 

How ‘good’ is sustainable tourism? In order to be able to reflect on what is 

meant with ‘true’ sustainability (Lovelock & Lovelock, 2013, p. 3), which is 

becoming the dominant paradigm in tourism, it is necessary to analyse the concept 

of sustainability in tourism from a broader, a holistic perspective. For that reason, 

Lovelock and Lovelock call for more research on the ethics of tourism. 

 
 

Ethics 

 
Ethics ‘is the philosophical study of morality, and morality consists of beliefs 

concerning right and wrong, good and bad’ (Vaughn, 2008, p. 12). Tourism studies 

though, focus on the so-called ‘surface approach’ to ethics instead of on the ‘deep 

approach’ of ethics: A deep approach is motivated by the desire to do right, 

whereas the surface approach is associated with self-interest (Fennell, 2012). 

Fennell concludes that tourism studies have not succeeded in understanding deep 

ethics so far, since it needs to understand self-interest for the consideration of 

ethics in the practice of tourism first (Hall & Brown, 2012). Fennell (2012) argues 

the needs for academics to have this critical understanding of that deep approach. 

Interesting is the link Fennell makes between ‘surface ethics’ and ‘self-interest’, a 

combination which will never promote ‘ethical’ behaviour, which is behaviour 

without self- interest (Fennell, 2012). According to Fennell the self-interest is after 



Chapter 5 

- 114 - 
 

all an important part of who we are as human beings: do we choose for what is 

right for ourselves, related to Darwin’s survival of the fittest, or do we do the right 

thing and with that suppress the need to be self-interested on some level? 

The discussion on ethical tourism in academic literature however, is not 

able to look beyond policies and guidelines such as Corporate Social 

Responsibility and the Global Codes of Ethics (Fennell, 2012). Moreover, whether 

ethics in tourism has a strong conceptual basis or not, moral claims about ‘right’ 

and ‘wrong’ are in and through tourism (Mostafanezhad & Hannam, 2014). Ethics 

pursues a reasoned study of morality and addresses questions such as ‘what is 

right?’ or ‘what makes it right or wrong?’. Ethics in other words is the study of 

morality. Moral claims at the same time make assertions about ‘right ways’ or 

‘wrong ways’ to act. Moral claims can be normative or descriptive. Normative 

claims appeal to some norm or standard and tell what the world ought to be like, 

while descriptive claims simply describe the way the world actually is (Burnor & 

Raley, 2011). 

The moral claims that the collective narrative of the West regarding sustainable 

tourism uses, are normative according to Yeo and Piper (2011). 

 

‘Regardless, if some definitions can be said to be descriptive in the sense that they are 

derived from observation about what tourists the researcher counts as ecotourists actually 

do or believe, we agree with Orams (2001) that “inherent in almost all definitions of 

ecotourism is the suggestion that ecotourism is attempting to ‘do the right thing’’ (p. 29). 

(Yeo & Piper, 2011, p. 13) 

 

It is said that sustainable tourism is ‘right’ and that it is an example of 

‘acting good’ in the collective narrative of the West (Bricker et al., 2013; UNWTO, 

2017; WTTC, 2017). At the same time, sustainable tourism is said to be ‘wrong’ 

and an example of ‘acting bad’ in opposing, counter narratives (Hall & Tucker, 

2004; Hall et al., 2015; Mowforth & Munt, 2009). 
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Although Fennell expresses the need for a critical understanding of deep ethics in 

tourism studies, academics such as Tribe (2002) and Jamal (2004) suggest to take 

smaller steps first. 

According to Tribe (2002) tourism indeed needs a foundation of ethics that 

guides all of our actions, which goes beyond Fennell’s description of ‘surface 

ethics’. Without that foundation the industry will continue to make the same 

mistakes (Tribe, 2002). Tribe (2002) consequently developed an ethical tourism 

action model, in which practical wisdom takes in a central role: This model 

consequently embraces Aristotle’s notion of phronesis, which is defined as ‘a true 

and reasoned state of capacity to act with regard to the things that are good and 

bad for men’ (Aristotle, 1980, p. 142 in Tribe, 2002, p. 351). This hits Fennell’s 

deep approach to ethics in which human beings act without self-interest on a 

certain level. Knowledge alone is for that reason not enough, the knowledge should 

have an intrinsic motivated purpose in striving for the ‘good’ instead of solely for the 

‘correct’ (Tribe, 2002). The reflection on ‘good’ and ‘bad’ actions in sustainable 

tourism with the help of an ethical tourism action model, could be a first step in 

order to be able to understand deep ethics in tourism on the long term. 

In response to this, Jamal (2004) analysed sustainable tourism with the 

help of Tribe’s model (2002) and asked herself what ‘good’ in tourism means, what 

is exactly the purpose of sustainability in tourism? Jamal (2004) concluded that the 

‘good’ of tourism is often framed in terms on macro level: The balance between 

economy and the environment for example. Ethical issues concerning quality of 

life, particularly on the micro level of culture and character, on the other hand, 

remains to be understudied in sustainable tourism. It ignores what influence 

sustainable tourism on macro level, represented in the collective narrative of the 

West, has on communities and their everyday lives on micro level (Jamal et al., 

2013). 
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Materials and Methods 
 
With the help of the input of Tribe (2002) and Jamal et al. (2013), the moral claims 

in the development of CBT in Vicos in Peru were analysed from a holistic 

perspective: (I) as an example of the ‘goodness’ of sustainable tourism 

development which fits the collective narrative of the West regarding sustainable 

tourism development in developing regions, and (II) as a showcase which 

undermines (parts) of the described collective narrative regarding sustainable 

tourism development in developing regions: What moral claims do groups who 

represent the collective narrative of the West regarding sustainable tourism 

development in the developing region Vicos make and what influence do these 

normative moral claims on macro level have on micro level, on the daily lives of 

people in the community of Vicos? 

In light of the research question presented above, this study used 

qualitative data collection and analysis within a case study that stands for the 

systematic collection of enriched and detailed information about a social setting or 

group, in order to be able to understand how a group acts and functions (Berg, 

2004). 

The NGO in Vicos wanted to develop CBT in which a meaningful 

cooperation between the local community and the NGO played an important role 

and in which the local community is integrated in the decision-making process. The 

aim of CBT was to give the natural and cultural heritage an economic added value 

for the community, so that the fragile ecosystem and the authentic culture could be 

preserved in the long term. From the start of the CBT project, the NGO’s goal was 

to protect the heritage in Vicos against external influences by maximizing the socio-

economic benefits of developing CBT in Vicos (TMI, 2016). 

Three kinds of data were used: documentation, participant observation and 

in-depth interviews. The fieldwork was conducted in Vicos divided over 6 visits in 

12 years: 2005 (4 months), 2009 (1 week), 2010 (2 weeks), 2011 (2 weeks), 2016 

(4 weeks) and 2017 (4 weeks). The visits included observations of the NGO, 

participating families, tourists and local residents while staying in Vicos. I 
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participated with activities such as meetings, workshops and tourist activities. 

Observing helped to listen to the stories that were told about (the history of) the 

CBT project in Vicos and to observe the interaction between the employees of the 

NGO, the selected host families, other residents, the travel agency and visiting 

tourists. 

In-depth interviews provided significant materials for the study and were 

conducted with sixteen people (Table 12), such as several employees of the NGO, 

residents of Vicos, the owner of the travel agency and some visiting tourist. All 

interviews were conducted in English, Spanish or Dutch (since I speak all 

languages). The interviews with the residents of Vicos were held with the help of a 

translator from outside, since the residents of Vicos preferred to speak Quechua. 

Interviews lasted for at least one hour and were recorded with permission and later 

transcribed for analysis and quotation. The interviews took place at the office of the 

NGO and in a coffee bar in the city of Huaraz, and in one of the houses of the host 

families in Vicos. The interviews covered topics related to stories regarding (the 

history of) the development of CBT in Vicos (Table 12). 

Afterwards, the observation reports and interviews were first labelled as 

‘acting good’ from the perspective of what sustainable tourism ought to be. Then, 

the second step was to label the ‘acting bad’ that were told in the counter 

narratives. The value of ‘bad’ was based on the interpretation of the collective 

narrative of the West regarding ‘acting good’ in the development of sustainable 

tourism in developing regions, which was analysed during the first step. A ‘bad 

action’ meant an action that focused on ‘self-interest’ according to the interpretation 

of the Western collective narrative e.g. instead of ‘doing good’ without self-interest, 

based on Tribe’s (2002) model. By labelling all the transcripts, it became not only 

possible to detect the normative moral claims made by groups who represented the 

collective narrative of the West, but also to get insight in what influence these 

normative moral claims on macro level had on the everyday lives of the people in 

Vicos on micro level. 
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On the basis of eight unstructured participatory observation reports as a 

social researcher during the first four weeks, it was investigated who were 

representing the collective narrative of the West in Vicos and who were 

representing the local opposing counter narratives. 

The first group who represented the collective narrative was labelled as 

NGO, consisting of senior employees, an intern and a volunteer who had been 

working together with the selected families in Vicos. The second group who 

represented the collective narrative was labelled as tourism industry, consisting of 

the only travel agency that is currently selling stays in Vicos and tourists who 

visited Vicos during my stay in Vicos. The final group that represented the 

collective narrative of the West for a part, was labelled as politics and selected 

families. The reason that they were only partly labelled as a group that represented 

the collective narrative, was because this group also represented the local 

opposing counter narratives. 

It was not possible to have formal in-depth interviews with the non-

participants in Vicos, since this was not desirable according to the politician, the 

host families and the NGO (the groups who represented the collective narrative of 

the West). Simultaneously, this was one of the observations that helped me to 

detect some members of the group that represented the local counter narratives. 

Although it was not possible to interview them officially, it was possible to observe 

their interactions with the NGO, the host families and the tourists. Moreover, stories 

about the CBT development from the non-participants were required via desk 

research and an interview with a researcher from the UK. With the help of these 

counter narratives, it became not only possible to make these  ‘bad actions’ that 

were not expressed in the collective narrative in Vicos visible, it also helped to get 

insight in what influence sustainable tourism on macro level has on the everyday 

lives on micro level. 
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Vicos 

 
The province of Ancash is situated at the north of the province Lima and counts 

more than one million inhabitants. The city Huaraz, with almost 70,000 inhabitants, 

is situated in an Andean valley which forms an agrarian centre for grain, potatoes 

and corn. The area is popular among (inter)national hikers and mountaineers who 

want to climb the Cordillera Blanca and Negra. The highest mountain is the 

Huascarán with 6768 metres (UNESCO, 2017). The city Huaraz is the most 

important starting point for all tours that visit HNP (interview travel agency). 

The community of Vicos is partly situated in HNP, at the base of 

Huascarán, the highest peak in Peru and the second-highest peak in South 

America. According to the NGO, problems between the organizations that 

coordinated the HNP and the local government of Vicos arose from the moment 

that the area was designated as a national park in the 1970s. The HNP wanted to 

take care of the part of the valley that was owned by Vicos. Vicos did not want this, 

because the local government of Vicos did not want outsiders to enter their land. 

After all, they had bought back their rights in 1962 and were since then allowed to 

decide what to do with their land. The NGO wanted to change this situation, in 

order to conserve the fragile mountain ecosystem and to empower not only the 

traditional culture, but also to increase the resilience of the community of Vicos, a 

community the NGO considered as a remote one: ‘I want to help the people, 

because I know that these people are still getting excluded by our government. In 

this way I can do something’ (interview senior employee A). 

The NGO TMI was established in 1972 in the Spruce Knob Mountain 

Centre in Pendleton County West Virginia in the USA. The annual budget of TMI is 

almost three million dollars, donations and funds from mainly American parties 

such as the US Environmental Protection Agency, US Fish & Wildlife Services, US 

Forest Service and the US Agency for International Development. The work of TMI 

is ‘to conserve mountain ecosystems, empower traditional cultures and increase 

the resilience of remote, highland communities’ (TMI, 2016, p. 28). Until the 1990s, 

the organization was only active in the USA. TMI then started to work in Asia and 
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South America as well, with the aim to help mountain communities with the 

conservation of their natural resources and cultural heritage (TMI, 2016). 

The NGO wanted to start a CBT project in Vicos, because it wanted to 

protect its ecosystem and traditional culture. Senior employee A of TMI explains: 

 

‘For local people is to looking at their own traditions, wow, I’m special, I have something. 

Not to transform everything into monetary value. Not to say okay, I want to wear this 

traditional dress, because people want to pay me. But, try to make it in a way that the local 

people really reform the value of the knowledge behind all these traditional … That they 

are really proud’. 

 

When TMI was told that the local government of Vicos was talking to a 

commercial party about the development of a hotel in the region, employee A of 

TMI tried to convince the local government to go along with the development of 

CBT in Vicos. With the development of CBT in a ‘rebellious community like Vicos, 

where outsiders are not welcome’, TMI wanted to demonstrate other NGOs how 

their Partnership Approach could work. This partnership approach meant that the 

NGO collaborates intensively with local communities. TMI started to carry out 

projects, in collaboration with local communities. Decisions were taken in 

consultation with communities (interview senior employee A). Finally, the NGO was 

able to convince the community of Vicos to agree on the development of CBT. 

During general meetings all voters in Vicos were invited to express their opinion 

about the development of CBT in their community, explains employee A of TMI. 

After the voting TMI was not only involved in the selection of the 

participants, but it was also responsible for the execution of the project. The 

participating families who were selected by the NGO, all supported the concept of 

CBT, which included the preservation of the local culture and nature. It was the 

task of these families to support the concept of CBT and to convince the 

community of its positive impacts on the community (O’Gara, 2004; interview 

senior employee A). The mission of the NGO was to develop CBT in order to 
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preserve local nature and culture on the long term, and to meet the expectations of 

their financers back in the USA (Carnaffan, 2014; TMI, 2016). 

 
 

Results 
 

Western Collective Narrative in Vicos 

 
The historic and social context of the CBT project Cullaquihuayi in Vicos is as a 

collective narrative of two collaborating groups, namely the NGO TMI from the USA 

and the eight participating families in Vicos that were selected by the NGO. A third 

party was included as soon as the NGO had completed the CBT project. This was 

a Dutch travel agency which was owned by a former senior employee of TMI, who 

had been involved in the development of CBT in Vicos. This organization is 

currently the only travel agency that sells stays in Vicos to tourists. 

What actions in the development of CBT were labelled as ‘good actions’ 

according to the collective narrative of the West that was told by the American 

NGO, the families that were selected by the NGO and the Dutch travel agency? 

Which normative moral claims did they make, what ought sustainable tourism to be 

according to those who represented that collective narrative in the development of 

CBT in Vicos? A collective narrative is a comprehensive collection of not only 

stories, beliefs and aspirations, but also histories and current explanations that a 

group holds about itself and its surroundings, as Salomon (2004) has already 

explained. Therefore, this part of the study focused on the history, stories, beliefs, 

aspirations and current explanations of the American NGO, the families who were 

selected by the NGO and the travel agency who altogether represent the Western 

collective narrative in the development of CBT in Vicos. 

The small community of Vicos is sited on the outskirts of the HNP, but a 

part of their property is actually situated within the park itself. The Vicosinos have 

been living in Vicos for centuries and experienced much ‘bad’ influence from 

outside, explains employee B from TMI during an interview. The local collective 

narrative of the CBT project explains that Vicos knew a long period of exploitation 
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and misery which started after the colonization by the Spaniards. From 1594 to 

1957 Vicos was owned by many different landlords who treated the Vicosinos as 

slaves. The first landlords were Spaniards who received Vicos as a reward for their 

loyalty towards the Spanish Kingdom during the colonization of the Americas. 

Later, the city of Huaraz in the province of Ancash became the new landlord of 

Vicos; Huaraz rented the village and its inhabitants to private landlords who wanted 

to earn as much money as possible in a short period of time. The situation 

consequently got even worse. While their husbands were sent to the coast to work 

as slaves, the women were sexually abused by outsiders. Meanwhile, all villagers 

tried to survive and for that reason there was only little to no attention for 

education, health or agricultural development in the community of Vicos (interview 

senior employee B). 

In 1957 however, employee B from TMI continues, the situation changed 

drastically. The Cornell University in Ithaca, USA started the Peru-Cornell project 

‘Vicos’. Through this project the department Indigenous People investigated what 

influences new agricultural techniques had on ‘less-developed’ farmer communities 

such as Vicos. Although the Cornell University thought that the Vicosinos, the ‘less-

developed’ farmers, were incapable of taking care of themselves, the villagers 

experienced this project as a time in which education fortunately started to play an 

important role. The university had built schools and stimulated children to go to 

school. The abuse and exploitation finally had stopped and schools had been built, 

but the villagers were eventually not happy with the power and control the 

university had. Foreign project leaders for example were telling villagers how to 

cultivate their land, something which they had always done by themselves. Years 

later, the community of Vicos concluded that the agricultural production during that 

project had decreased to under the level of before 1957. Although the university 

had good intentions, the pressure from Lima increased and the city of Huaraz 

needed to sell the land back to the community of Vicos. Every villager collected all 

his money and eventually, the community bought its independence back in 1962, 

after centuries of oppression by others (interview senior employee B). 
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According to the collective narrative of the West in Vicos, the history of 

Vicos has had its effects on the community. One example which demonstrates the 

‘bad’ influence from outside, is the legend which is still being told to the children of 

Vicos, explains employee B from TMI. It is about Pishtaco, a white person who 

sucks and uses the fat of specifically Quechua Indians. This legend originates from 

the time of colonization and later from the period in which Quechua Indians were 

exploited in the mining industry, often owned by white and Western organizations. 

Moreover, employee B continues, after Vicos had bought its land back in 1962, the 

villagers realized that their community had stood still. They were now able to travel 

outside Vicos for the first time and discovered that the world outside Vicos had 

changed drastically. After seeing images of New York for example, many villagers 

lost their confidence in their own identity as community member. This was 

something that the some residents in Vicos, who would eventually be participating 

in the CBT project, wanted to change, through education and through showing their 

pride of Vicos as a traditional and blessed community. ‘Sustainable tourism 

development would give Vicos the opportunity to connect the community to the rest 

of the world, would it not?’ (interview employee B). 

The NGO TMI was founded in 1972 in the USA. The mission of TMI is to 

‘act good’ by helping communities in mountains and conserving mountain regions. 

The head office is located in Washington and until the nineties, the NGO operated 

purely in the USA (TMI, 2017). From that time on, the NGO opened several offices 

in Asia and South America, where the NGO started to cooperate with local people 

in the hope to be able to preserve local resources and cultural heritage. In 2000 the 

NGO wrote that the basic idea underlying the approach of CBT, is that CBT 

through increased intensities of participation can provide widespread economic 

and other benefits and decision-making power to communities in developing 

regions (TMI, 2000), which is a ‘good’ development. With the development of CBT 

this NGO wanted to: (I) contribute to an increasing conservation of natural/cultural 

resources, (II) contribute to local economic development through increasing 

tourism revenues and other benefits to community participants and to an increasing 
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number of participant, (III) contribute to an increasing level of participation and (IV) 

contribute to providing a socially and environmentally responsible product for 

visitors of CBT (TMI, 2000, p. 5). TMI wanted to ‘act good’ and had the mission: 

 

‘Mountains sustain life on earth. In a world facing unprecedented change, The Mountain 

Institute is committed to protecting its mountains. Through empowering mountain 

communities and conserving mountain ecosystems, TMI ensures that mountains will 

continue to provide the essential resources—natural, cultural and inspirational—needed for 

mankind’s survival on a healthy planet’. (NGO TMI, 2001) 

 

The region around the HNP in the province of Ancash in Peru experienced 

a difficult start, especially in 1975 when the area became a national park; the 

communities’ interests, such as the interests of Vicos, and the interests of the HNP 

clashed all the time, according to senior employee A from TMI. The NGO 

consequently needed to intervene, in order to ‘act good’, by finding balance 

between the urge of Vicos to survive as a community and the desire of the HNP to 

protect the area and the preserve the biodiversity in the national park (interview 

employee A). The department TMI Huaraz started several preservation projects 

within the national park, among others, the CBT project in Vicos which focused on: 

(I) the development of the local community of Vicos, and with that (II) the 

preservation of the HNP and the mountain region. The NGO started the CBT 

project in the year 1999 after politicians in Vicos had shown their interest in building 

a hotel near the natural thermal springs of Vicos. The community of Vicos wanted 

to exploit tourism and TMI wanted to help to control this process in order to develop 

tourism in a sustainable way, which is a ‘good action’. Tourism had already brought 

an economic impulse in the region and the politicians as well as the American NGO 

were hoping that Vicos could benefit from that impulse too (interview employee A). 

The NGO leaded the CBT project in collaboration with the community: TMI 

selected eight families out of several families who had already been working 

together with another NGO, in a non-tourism project. An important selection 
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criterion was the perception that the participating families of the concept of CBT 

had, according to TMI’s project members. Therefore the organization decided to 

select those families who had already been proud of their traditional culture and 

astonishing surroundings, who had already known how to ‘act good’. These eight 

selected families suited the values of the NGO and its financers back in the USA 

about ‘goodness’ and these participating families would hopefully bring the future 

to Vicos on which TMI and the families were hoping for (O’Gara, 2004). 

The collective narrative of the West tells that start of the Cullaquihuayi 

project consisted of the strengthening of the abilities of the participating families, 

including skills in the field of tourist services, hygiene and social aspects. 

Meanwhile, employee B from TMI explains, seven lodges were built, spread over 

the community on the field of seven host families, and the families started to 

explain to the other Vicosinos what the benefits of CBT were. The first group of 

tourists was welcomed in May 2002. As soon as the selected families were trained 

in all organizational, cultural, natural and social aspects within the tourism project, 

the NGO handed the project over to the host families, ‘who were then able to make 

their own and informed decisions’ (website NGO TMI, 2005), who were now able to 

‘act good’. 

The CBT project in Vicos started in collaboration with the NGO, but 

nowadays two of the eight selected families are still leading the project in 

collaboration with a Western travel agency that focuses on CBT and ‘acts good’. Its 

mission is to act social, environmental and economically responsible in tourism 

development. ‘We believe in sustainable tourism development with positive and 

lasting impacts on the communities, the environment and the local economy’ (Van 

Es, 2018). The project has not expanded as hoped, and therefore other families 

have unfortunately not become involved in this CBT project yet (interview travel 

agency). However, the financial benefits of being involved in CBT are shared 

among the wider community by the following construction: The travel agency 

includes a donation to the community development fund in the price of its 

packages and the project continues to donate materials to the local school, 
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explains the owner of the travel agency. Work in this project, e.g. guiding and 

entertaining tourists with music, is shared among other community members 

(Carnaffan, 2014; interview politician Vicos), which fits the values of CBT and is 

thus ‘good’ (TMI, 2000; interview employee A; interview travel agency). 

 
 

Local Counter Narratives in Vicos 

 
The intentions of TMI were clear; they wanted to ‘act good’ by helping the 

community to develop and to preserve the natural surroundings. TMI employees 

explained the selection criteria of the families for participating in the project during 

interviews, but after reading the master thesis of O’Gara (2004, p. 66), an opposing 

story which indicates something ‘bad’ got visible: 

 

‘Seven of those eight would own tourist houses, and one participant would be the lead 

guide for the group, not own and run a tourist house of his own. All eight heads of 

households involved in the project were described by TMI as “exceptional individuals, with 

histories of leadership, histories of entrepreneurship and vision for themselves and their 

families, as well as lots of interest in education of their children, in the advancement of 

Vicos and the empowerment of the community”. (Employee A). It was also necessary that 

selected members be economically stable enough to invest in the construction of a house 

and the supply of food and drink to visiting tourists as the project was getting underway’. 

 

The eight families who were involved in the project had already played an 

important role within the community. Moreover, they were able to invest money into 

the project. This was something that the others, the ones who were less affluent, 

were not capable of. O’Gara continued that even though TMI provided the bulk of 

the capital, 30 percent of the initial investment costs had to come from the 

participating families. Moreover, the selected participants were are all older men, 

averaging 43 years of age. Each owned a large tract of land on which he raised a 

variety of crops to feed large families, averaging about eight individuals per 

household. In a community where poverty and landlessness are major concerns, 
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these individuals could be labelled as economic secure members. Furthermore, all 

selected families were able to provide meat for unexpected visitors at mealtimes, 

and none mentioned food as a limiting factor for themselves or their families. Some 

selected families had income and at least three of the eight selected participants 

were certified, local tourist guides who had already been working with diverse 

tourism-related companies in the city Huaraz. All examples of not ‘acting good’ by 

empowering marginalized people, but ‘acting bad’ by giving opportunities to those 

people who could already been part of a so-called local elite. 

Another example of ‘acting bad’ is that the NGO had not only brought in 70 

percent of the total investments (O’Gara, 2004), it also decided, eventually, by 

explaining the participating families what would be the best for Vicos during 

workshops given by TMI, how tourism development in Vicos should be. TMI was 

always willing to cooperate, but only when Vicos agreed on the terms of CBT 

development that are linked to the mission of TMI and with that, to the conditions of 

the financers of TMI in ‘the West’ (website NGO TMI, 2016). Instead of giving a 

local community the power to make their own decisions, which is a ‘good action’, 

TMI ‘acted bad’ by setting certain conditions regarding the collaboration between 

the two parties: 

 

‘When we spoke with the local people about agriculture and cattle, the people generally 

understood very well. However, uh, the concept of tourism was not immediately 

understood. That was because the local Andes people, the farmers, they did not know 

what the concept of leisure time means to a Westerner. In your leisure time, I asked, do 

you still go drinking with your fellow villagers, chewing coca and partying? How is it 

possible that those people come to us here in Peru, in Vicos? Only when the farmers could 

see this Western concept of tourism and leisure in a somewhat Western way, uh, only then 

could we could continue with the project. This included giving workshops on tourism, 

hygiene, cooking and sustainability. (…) But yes, it is a forever process. (…) It takes time, 

and we really believe that it is impossible to say that the community turn into a new a 

tourism enterprise in one year. That is impossible’. (Interview senior employee A) 
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The collaboration between TMI and the participating families seemed equal, 

but the power relations between the NGO from the West and Vicos as a developing 

region, were imbalanced. The community of Vicos was depended on the support 

(money and workshops) of the NGO and its financers in the USA. TMI was the 

most powerful group within the collaboration, and it controlled the project in a direct 

way by investing money and selecting families who already were familiar with 

politics and/or entrepreneurship and an indirect way by organizing workshops in 

relation to CBT development (Cornelisse, forthcoming). A power relation which can 

be viewed as ‘neo-colonial’, and thus as something ‘bad’ in the collective narrative 

of the West. 

However, despite the unequal power relation between the NGO and the 

participating families, it was said that the entire community of Vicos benefitted from 

the CBT project (interview employee B; interview politician Vicos; interview travel 

agency). According to the local counter narratives though, it was clear that the 

eight families benefitted most from the CBT project: The eight families did invest 

money in their community schools and church, but it were especially their children 

who were now able to study outside Vicos. Something which can be viewed as 

‘bad’, since these families were already part of the local elite. Now this elite 

benefitted from the CBT development, instead of the real poor people in Vicos. At 

the start of the project non-participating families had indeed shown jealousy 

towards the participating families; a couple of villagers threw windows of one of the 

guest lodges in (O’Gara, 2004; interview researcher UK; Carnaffan, 2014). This 

was however not the first and only visible response of the non-participants, on the, 

in their view, ‘badness’ of the development of CBT in their community. 

Vicos was known for its history, for its closeness as a community. 

Outsiders were not welcome on their lands and the Vicosinos did not hesitate to 

use verbal and physical violence in order to get tourists from their property. 

According to the Western collective narrative and as an explanation to the tourists, 

this behaviour had ‘of course’ to do with the history of oppression and exploitation 

by outsiders (interview employee B; interview politician Vicos). The valley of Vicos 
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was guarded by villagers and during night time the entrance was closed. At the 

start of the project, but also in 2005, the selected families needed to convince the 

other villagers to act friendly towards the tourists, since some Vicosinos had thrown 

stones to members of the NGO and to tourists (interview participating family A). 

During observations (2010, 2011) it was also noted that different 

participating families, who partly represented the Western collective narrative but 

also represented the local counter narrative, tried to earn some private extras, by 

receiving a new pair of shoes, by asking for a mobile phone, by asking to stay the 

next time at specifically their family or by creating a private international network of 

friends and investors: ‘The father of the family complimented me with my hiking 

shoes, asked which size I was wearing? He explained that he could use these 

shoes and asked whether I wanted to leave them behind, after my stay’ 

(observation report, 2011). ‘Bad acts’ that do not fit the values of CBT in which it is 

all about benefiting the community with the help of sustainable tourism 

development, instead of only individuals. Moreover, in 2005, one participant 

explained that he wanted more than this CBT project alone. He wanted to become 

politician and he wanted to build his own hotel next to the guest lodge on his land. 

This construction would give him the opportunity to meet other people who could 

help to let his children study. As a father, he wanted to have a better future for his 

children: 

 

‘I want to make bigger my hostel. Because it could be a safe or for sure a job that could 

help me to educate my children. I thank the Lord, because maybe it is uh, he can show me 

the way how I can have a job so uh, or meeting people, who can help me with looking for 

work. Because I am a father and that means worries’. (Interview participant B) 

 

This participant is nowadays an important politician in Vicos. He has been 

proactive in developing his basic homestay into a more luxurious one and most 

tourists do stay with him nowadays (Carnaffan, 2014; interview politician Vicos; 

interview travel agency). 
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Influence Collective Narrative (Macro) on Everyday Life (Micro) 
 
Having a look at the Global Codes of Ethics for Tourism it is noticed that these 

codes only hit the surface of the ‘good’ or ‘right’ in the case of Vicos. It can be said 

that Vicos fulfils all the articles, such as ‘Tourism’s contribution to mutual 

understanding and respect between peoples and societies’, ‘Tourism as a vehicle 

for individual and collective fulfilment’, but also ‘Tourism, a factor of sustainable 

development’ and ‘Tourism, a user of the cultural heritage of mankind and 

contributor to its enhancement’ (Fennell, 2006, pp. 359–360). Based on the 

collected data, it can be said that Vicos meets all articles regarding ‘good’ or ‘right’ 

in the context of applied ethics in the tourism industry. The intentions of the NGO 

after all,  were expressions of ‘acting good’: This organization did not have the 

mission to protect mountain regions against large-scale pollution, but also desired 

to reduce poverty among local communities: ‘The Mountain Institute empowers 

communities in the world’s great mountain systems through education, 

conservation and sustainable development. TMI has been supporting the 

environment, economy and culture of mountain populations for more than 38 years’ 

(TMI, 2011). This NGO did not act only ‘correct’, moreover it acted ‘good’ for the 

right intrinsic motivated reasons according to Tribe’s ethical tourism action model 

(2002), since the NGO TMI wished to preserve natural resources and to create a 

better world without the consequences of climate changes (TMI, 2011). 

Besides ‘acting good’ for the right intrinsic reasons, TMI created a CBT 

project which found balance on macro level between economy and local 

environment, by meeting all the articles of the Global Codes of Ethics. The CBT 

project in Vicos claims that it has maximized the positive impacts, such as income 

of the entire community and the cherishment of local traditions, and minimized the 

negative impacts at the same time, such as the loss of authenticity and the 

increase of pollution. Also the Western tourism industry praised and rewarded the 

CBT project in Vicos: 
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‘The community members of Cuyaqui Wayi Vicos in Peru have embraced their own cultural 

identity as a tool for establishing a positive relationship with the outside world through 

tourism. Following a period of isolation and exploitation by outsiders, they have 

rediscovered their own cultural practices and established a home stay programme owned 

and operated by eight local families that allows them to communicate cultural traditions to 

travellers in their own terms’. (RESPONS ‘Virgin Holidays Responsible Tourism Awards’, 

2011) 

 

All respondents involved in TMI wanted to help other people who were less 

fortunate than the people in the Western world, whereby neither the nature nor the 

authentic culture of the local Andes residents would be harmed by that 

development. They wanted to help in the right way. The volunteer finally explained 

that he wanted to provide humanitarian aid: ‘Because it is something that makes 

me feel good (…) it makes me feel like I am giving something to the world’. 

However, the part of acting ‘good’ stimulated by the right intrinsic motivated 

reasons among the participating families in Vicos who represented the Western 

collective narrative for a part, remained unclear. The following questions were 

asked to the families who were involved in the CBT project in Vicos, but the 

questions remained unanswered: Do you think it is correct that you are obliged by 

an NGO or travel agency to work only part time in tourism, in order to protect your 

traditional occupation as a farmer? Do you agree on the fact that a part of what you 

earn is invested in your community? Do you agree on the fact that tourists only 

want to experience the traditional culture of Vicos, in other words, do you agree on 

that you need to hide your television and other thing as soon as a group of tourists 

arrives? 

The intrinsic motivations of the selected families will remain a mystery. Yet, 

there are some quotations of participating families that show that they aspire more 

than a CBT project alone. Think of their wish to let their children study outside 

Vicos, or remember the participant who wanted to become politician of Vicos and 

who wanted to build his own hotel. Or what about the participant who acted 

individually by asking tourists to return specifically to their guest lodge, to bring a 
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pair of shoes or to keep in touch with their private (international) network. 

Moreover, two families are now more interested in earning money through mining 

instead of CBT, according to Carnaffan (2014). 

The opposing counter narratives among residents other than the 

participating families, demonstrated that there were tensions on micro level: (I) The 

windows of a tourist lodge were thrown in at the start of the CBT project as a 

protest of non-participants against the development of CBT, (II) tourists and 

members of the NGO needed to act carefully towards other villagers, (III) there was 

jealousy, even hatred towards the participating families, tourists and NGO 

members, (IV) the families who had been selected were already more wealthy (and 

were already considered as the social/financial elite of Vicos) than the other 

families as soon as the CBT project started, and (V) the voting of the non-

participants against the start of CBT in Vicos was ignored by the local politics, 

probably due to the fact that some by the NGO selected families were involved in 

politics and entrepreneurship (interview researcher UK). 

As a result, these local opposing counter narratives about the tensions 

among the residents within the community challenge the ‘good actions’ regarding 

the development of CBT in Vicos and with that, challenge the ‘good’ influence of 

sustainable tourism development on macro level on the everyday lives of the 

communities on micro level, e.g. Vicos. After all, the arrival of CBT did cause long-

term tensions among the residents within the community of Vicos, since CBT only 

brought opportunities to those in the community of Vicos who already belonged to 

the so-called local elite. 

 
 

Conclusion and Discussion 
 
It can be stated that the CBT project in Vicos indeed fulfils the ideas what 

sustainable tourism ought to be, it claims to be moral since it acts ‘good’. The 

project in Vicos Peru was even praised by Western tourism business. The reason 

was that the CBT project in Vicos met almost all articles regarding ‘surface ethics’, 
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expressed in policies, codes of ethics and guidelines. The NGO was intrinsically 

concerned for the environmental, social and cultural impacts. The collective 

narrative of the West for these reasons claims to act moral in Vicos. The CBT 

project in Vicos fits the Western collective narrative of the ‘goodness’ of sustainable 

tourism development in developing regions, and with that, Fennell’s surface 

approach to ethics. 

Local counter narratives that demonstrated some ‘bad actions’ however, 

undermine the ‘good actions’ that were claimed by the groups who represented the 

Western collective narrative about the development of CBT in Vicos. Some 

residents were against CBT development in their community: there was jealousy, 

even hatred towards the participating families, tourists and members of the NGO, 

since CBT brought only opportunities to those in the community of Vicos who 

already belonged to a so-called local elite. These signals were twisted or even left 

out in the collective narrative of the West in Vicos. 

This study has demonstrated that a local community such as Vicos can 

indeed not be considered as ‘a homogenous block without the presence of internal 

power struggles or contrasting values’, which is one of the pitfalls of CBT literature 

according to Blackstock (2005). Moreover, the case of Vicos shows what impact 

normative moral claims on macro level about ‘what sustainable tourism ought to be’ 

have on micro level, on the daily lives of people living in communities in developing 

regions. This is also what Jamal et al. (2013) meant with their conclusion regarding 

the impact of macro level issues and objectives, e.g. global institutional governance 

for sustainable tourism development, on micro level issues and objectives, e.g. the 

quality of life of communities living in these developing regions. 

Therefore, Vicos can be considered as an example of a study which 

exposes the difficulties of morality in sustainable tourism development. The 

detailed and enriched data that were collected in Vicos give insight in the 

complexity; an insight which can be a first and careful step towards a critical 

understanding of Fennell’s deep approach to ethics in tourism studies. 
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Due to their multiple understandings in practice and in theory, authenticity and 

sustainability can both be considered as ‘magnet concepts’. They do not only 

attract a variety of tourism theorists and practitioners in tourism, who debate and 

apply the concepts in the development of tourism and its theories, they also attract 

and repel each other in the development of tourism today. It is precisely the 

vagueness and inconsistency of the two concepts, that brings stakeholders, as well 

as the two concepts, together, at least, in the initial phase. Afterward, it is the 

question whether stakeholders and the two concepts will continue to click, for the 

reason that the stakeholders’ interpretations of authenticity and sustainability are 

laden with particular and colliding interests.  

For example, when it comes to the preservation of natural and cultural 

heritage, authenticity and sustainability are both understood as a way to conserve, 

and with that, ‘freeze’ time, to save it in the museum depots. In this context, the 

essentialist interpretation of authenticity and ecology-driven interpretation of 

sustainability strengthen each other. In such a scenario stakeholders wonder how 

the authenticity of cultural and natural heritage, expressed in the realness of 

artefacts and events, can be sustained through sustainable tourism in the long 

term. However, when it comes to an economic-oriented development, authenticity 

and sustainability are both understood as a way to stimulate the economic 

development of, amongst other things, rural and peripheral regions. In this context, 

the constructive and/or existential interpretations of authenticity and the economic-

driven interpretation of sustainability tighten together. In that case, stakeholders 

discuss how tourists interpret ‘authenticity’, why tourists visit tourism destinations, 

and how that interpretation of authenticity can be sustained in the long term. 

Hence, it is the answer to the initial question of why tourism is developed, debated 

by tourism theorists and applied by practitioners in tourism, that influences not only 

the interpretation of the one concept, but also the interpretation of the other.  

Consequently, whether the magnet concepts attract or repel, depends on 

the positioning of their poles in the context of tourism development: The essentialist 

interpretation of authenticity for example, which we have seen in the case of Vicos 
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in Peru, clearly repels the economic-driven interpretation of sustainability, since 

these interpretations mean non-business versus business. Or, when authenticity is 

interpreted as the result of a negotiation between various business-oriented 

tourism actors, like in the case of Ylläs in Finnish Lapland, it repels the ecology-

oriented interpretation of sustainability, since tourism then needs to be subordinate 

to preservation. These are only two examples, but there are many more cases in 

which the concepts attract or repel.  

The position of the poles though, which establishes the attractive or 

repulsive force between authenticity and sustainability, is strongly influenced by the 

socio-economic and political power relations of the involved stakeholders. 

Consequently, the process that eventually underpins the answer to the initial 

question regarding why tourism is developed, and with that, the interpretation of 

authenticity and sustainability, entails a semiotic power struggle. This means that 

the stakeholder who exercises the most valuable instruments of power, dominates. 

Not only in practice, such as governments, NGOs and international tour operators, 

but also in tourism studies, such as scholars who are fluently in English and 

employed by highly ranked universities. 

As soon as the dominating stakeholders are able to ‘convince’ others to 

agree on their view of why and how tourism should be developed, usually by 

implicitly and sometimes by explicitly exercising instruments of power, attracting 

poles can connect firmly, as became clear in the cases of Ylläs and Vicos. 

However, this does not mean that the power struggle among stakeholders stops at 

the moment the attracting poles click. The power struggle is an ongoing process, 

as is the case in Ylläs and Vicos, although power issues can temporarily be 

implicit, for example when dominated stakeholders decide to be (temporarily) 

dominated by other stakeholders, or choose to protest or counteract in silence. As 

long as these dominated stakeholders are not able to exercise instruments of 

power that could change circumstances, and with that existing (imbalanced) power 

relations, the attracting poles continue to stick to each other. What will happen 

though, as soon as, let’s say, the mayor in Vicos in Peru, decides to break ties with 



Chapter 7 

- 140 - 
 

his only partner, the travel agency that stands for the preservation of Vicos in the 

long term? Will the two concepts first repel, and then, as we know from magnets, 

suddenly flip one of their poles, for example due to the arrival of new stakeholders, 

and attract firmly again?  

Whereas the attractive force between the two magnets is observed in 

practice, not only in the cases of Ylläs and Vicos, but also in the context of an 

increasing demand for authentic and sustainable holiday experiences among 

tourists, the repulsive force between authenticity and sustainability is observed in 

tourism studies: Given the fact that only a few scholars have researched how the 

two concepts interfere in tourism development, we can state that, in contrast to 

practice, the repulsive force in tourism studies has always been stronger than the 

attractive one. This does not mean though, that the interface between authenticity 

and sustainability cannot be researched, like some scholars suggest. The repulsive 

force between the two magnet concepts in tourism studies represents power 

relations that are in ‘conflict’.   

The two magnet concepts do not attract each other in the context of 

tourism studies, due to colliding interests and the influence different disciplines 

have on tourism studies: Tourism studies is composed of a fragmented collection 

of various disciplinary perspectives, such as sociology, geography, anthropology 

and business studies, all with their own theories and vocabularies, institutional 

interests, agendas and different networks and journals. Due to their values and 

agendas, it are the disciplinary perspectives that influence how the phenomenon of 

tourism is considered (why tourism should be or not be developed at all) and with 

that, how, amongst other things, concepts such as authenticity and sustainability 

are understood.  

This dissertation makes this semiotic power struggle visible. Whereas 

social scientists consider tourists as important agents of social and cultural change 

in host communities, business scholars consider tourism as a way to diversify and 

improve economies in peripheral regions. It reminds us of Foucault’s idea of a 

‘dispositive’, which refers to the various institutional mechanisms and knowledge 
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structures, which not only assemble different thoughts together in a way to make a 

certain ‘understanding’ possible, but also enhance and maintain the exercise of 

power. This means that tourism studies is colored by the backgrounds and 

education of, and with that the glasses through which tourism theorists study and 

interpret the ‘reality’ they observe. The ‘gaze’ of tourism theorists on the practice of 

tourism, and with that their interpretation and understanding of the phenomenon of 

tourism, is thus influenced by, amongst other things, their institutional position and 

socio-economic realities. As a consequence, particular gazes in tourism studies, 

like the ones that were implicitly described in the previous empirical chapters, do 

not only color research in itself, but with that, also, amongst other things, the 

education of (future) practitioners in tourism.    

Except for critical studies, tourism studies has no attention for the 

‘productive bias’, the influence of for example the business-oriented power and 

knowledge structure, on tourism development, debated by tourism theorists and 

applied by practitioners in tourism. This is remarkable, given the fact that tourism 

studies is familiar with Foucault’s ‘gaze’, first brought into focus by Urry (1990), 

who stated that as tourists, people are compelled to learn to see and exhibit a 

particular kind of ‘normal’ touristic behavior, which confines them to a particular 

way of seeing and knowing. How come that tourism theorists are familiar with a 

concept which refers to the idea that tourists’ ways of seeing places and people 

and the selection of those sights is directed and organized by the tourism industry, 

but that the mainstream of tourism theorists continue to the debate the 

interpretations of authenticity and sustainability, without reflecting on to what extent 

their ways of seeing and selection of, for instance, case studies, are directed and 

organized by their own institutional knowledge and power structures. In what way 

do these gazes influence tourism development?  

As one of the few researches in tourism studies and with the help of the 

two magnet concepts authenticity and sustainability, this dissertation does not only 

illustrate the presence of these different gazes among tourism theorists and 

practitioners in tourism, it also makes today’s touristic dispositive and its opposing 
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forces explicit, in practice, such as in Vicos, and in tourism studies, clearly 

expressed by the repulsive force between the magnet concepts authenticity and 

sustainability.  Hence, it challenges the field’s dominant discourses, by describing 

the nature of power and the productive bias in tourism studies: In response to 

dominant knowledge practices, that have mainly been quantitative, business-

oriented and non-reflective, this dissertation stimulates the empowerment of critical 

studies, in the hope to contribute to a paradigmatic shift in tourism studies, which 

advocates the embracement of multiple disciplinary perspectives on the 

phenomenon of tourism, and with that the inclusion of various perspectives on 

critical topics, such as climate change, income inequality and (post) COVID-19 

tourism, for that condition will perchance break the present deadlock in tourism 

studies. 

The related power issues that take place in the heart of tourism studies, 

are inevitable. After all, according to Foucault, power is not the property of any 

individual or group, rather power is constitutive, since according to Foucault, 

subjects are not only actors, but are created by discourse. Hence, it is through the 

relationship between power and knowledge that certain ways of being and 

connected truths are made possible, normalized, and legitimized: A study on the 

positive economic effects of tourism development on host communities for 

example, can be helpful in realizing and legitimizing such a development. In 

response to that development, the research of for instance Greenpeace on the 

devastating ecological consequences of tourism development in that area, creates 

another ‘truth’ that can be used as an opposing force in the touristic dispositive. 

Both truths can be true, but are linked to different power effects. This does not 

mean though, that we should just ignore the influence of such dominating gazes 

and productive biases on today’s understandings of tourism as a phenomenon, 

and with that, authenticity and sustainability. We have seen the impact of this 

dominance on micro level, in the case of Vicos, as well as on macro level, in the 

context of the tourism industry, which, following Foucault’s principle ‘knowledge is 

power’, has been able to influence and maintain the understanding of tourism as 
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an economic reality: How has this particular productive bias for example, 

influenced debates on topical issues, such as climate change? 

Subsequently, given the dominance of this particular power and knowledge 

structure, one might wonder to what degree the constructed concept tourism 

‘industry’, can be ‘open’ to the negative effects of tourism on climate change, 

presented by environmentalists, who claim that the most sustainable way to travel, 

is not to travel at all. This of course, has the same effect the other way around. 

Accordingly, today’s touristic dispositive clearly evokes opposing forces, which can 

also be observed in the debate on tourism and COVID-19, on which I will elaborate 

on in the afterword.   

All taken together, inspired Foucault’s dispositive, a search for truth is 

pointless, because, as we could have seen, there is not one truth: There are 

currently multiple, conflicting truths in tourism studies, associated with different – 

economic, environmental and cultural – interests. This does not mean though that 

truths are subjective concepts, but it does imply that truths are always functioning 

within a specific context. Foucault explains that although truths are not ‘neutral’, 

since they are productive and related to interests, they can still be distinguished 

from lies: Not every statement of proposition is ‘true’, and sometimes facts are 

twisted or even covered up. As a result, given the presence of opposing forces in 

tourism studies, it is relevant to identify the different truths, so that today’s semiotic 

power struggle in tourism studies can be clarified, and lies or hidden information 

can be excluded.    

This could be achieved by researching the discursive frames that form the 

particular constructions of truth through power and knowledge structures, like this 

dissertation has partly done, by making the interface between authenticity and 

sustainability more explicit: The identification of the different discursive frames, like 

business versus non-business, can help tourism theorists and practitioners in 

tourism to, at least, become receptive to power relations in tourism, which are 

productive as well as repressive, as we have seen with the help of the concepts 

gaze and productive bias. In that way, this approach can be helpful in the 



Chapter 7 

- 144 - 
 

understanding of how knowledge is produced and with that, how this process 

influences today’s impasse regarding these and many other topics, such as climate 

change and power issues, caused by opposing forces and their specific ‘realities’. It 

could ultimately contribute to the receptivity of the various disciplines with regards 

to the presence of different truths within these debates, and so, the presence of 

different understandings of the phenomenon of tourism and with that, the existence 

of diverse solutions for problems in tourism.   

Accordingly, it is the urgent task of tourism theorists and practitioners in 

tourism to identify the different discursive frames in tourism studies. Something 

which critical studies has already started to do, including this dissertation. This 

process is far more complex though, then approaching tourism only 

interdisciplinary, since it asks tourism theorists and practitioners in tourism to 

sincerely understand how others see and ‘know’ tourism, and with that how they 

understand magnet concepts such as authenticity and sustainability. Without the 

identification of the various discursive frameworks, today’s touristic dispositive will 

continue to evoke opposing forces, expressed by, in this context, the repulsive 

force between the two magnet concepts authenticity and sustainability in the 

context of tourism studies, without being able to even touch each other in topical 

issues that influence the future of tourism, such as climate change, (post) COVID-

19 tourism and the vulnerability of the tourism system as we knew before the 

coronavirus pandemic hit our world. 
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As I write this text (December 2020) COVID-19 is challenging the world. Non-

pharmaceutical interventions are currently still the main strategy to contain the 

pandemic, although the first people have just got the coronavirus vaccine injected. 

Yet, unprecedented limitations on global travel and stay-at-home orders are 

currently still causing the most severe disruption of the global economy since World 

War II. International travel bans affect over 90% of the world population and 

tourism largely ceased in March 2020 due to the wide-spread restrictions on public 

gatherings and community mobility (Gössling et al., 2020). From January to August 

international tourist arrivals dropped with 70 percent compared to 2019 (UNWTO, 

2020). The coronavirus pandemic is clearly an exceptional situation: Within only a 

couple of months or even weeks, the framing of tourism moved from over-tourism 

(e.g. Dodds & Butler, 2019) to no tourism at all (Gössling et al., 2020). 

Subsequently, one might wonder to what extent this dissertation’s topic is still 

relevant. 

 As already substantiated in the introduction, even before COVID-19, the 

(societal) call for authenticity and sustainability in tourism had already turned into a 

more explicit one. In addition, the tourism industry, NGO’s, governments, tourists 

and other practitioners in tourism can’t wait to restart tourism as soon as possible. 

That longing can, amongst others, be observed in the UNWTO Tourism Recovery 

Tracker, which shows an increase in the amount of international tourist arrivals 

during the previous summer months, when travel restrictions were lifted shortly. 

Additionally, the optimistic recovery scenario, which means a rapid virus 

containment and rebounding economies, shows a recovery to 85 percent of 2019 

volumes by 2021 and a full recovery by 2023 (Binggeli et al., 2020). 

 Moreover, the understanding this dissertation offers, is significant for the 

academic debate on tourism in the context of post COVID-19. More than ever, the 

apparent rift between the unquestioning economic understanding of the 

phenomenon of tourism on the one hand, and questions regarding topics such as 

power issues and climate change, has become visible in today’s debate on (post) 

COVID-19 tourism.  
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 On the one hand, geographers and tourism theorists Gössling, Scott and 

Hall, state that ‘the COVID-19 pandemic should lead to a critical reconsideration of 

the global volume growth model for tourism, for interrelated reasons of risks 

incurred in global travel as well as the sector’s contribution to climate change’ 

(2020, p. 11). Also others who publish in Tourism Geographies, such as Prideaux 

et al. (2020), advice the industry to look beyond the temptation of adopting 

strategies based on a return to the pre-COVID-19 normal of the past. They 

continue that many of the lessons that emerged from the pandemic could be 

applied to strategies to deal with topical topics like climate change, for instance the 

strategy ‘flattening the curve’.  

Gössling et al. (2020) explain that tourism ‘success’ has always been 

defined by almost all tourism organizations, like UNWTO or WTTC, as growth in 

tourism numbers, and call this perspective outdated. ‘Volume growth agendas 

appear to be driven by individuals and large businesses profiting from such growth 

models’ (Gössling et al., 2020, p. 13). Hence, they and others, suggest that there is 

an urgent need not to return to business-as-usual as soon as the crisis is over, 

rather than a chance to reconsider a transformation of the global tourism system 

which is more aligned to for example the SDGs. Also inspired by Capital and 

Ideology of the economist Piketty (2020), these and other tourism theorists, as well 

as practitioners in tourism and travel journalists, call for a reconsideration of 

tourism’s growth trajectory:  

 

‘The pandemic can (…) become a time of reckoning, allowing us to consider how to solve 

problems that have become endemic to the industry, like overdevelopment and 

overtourism, indiscriminate pollution, environmental destruction, unfair labor conditions, 

wildlife abuse, the exploitation of women and children, sex trafficking, marginalization of 

indigenous peoples, and corruption. The business of travel and tourism must now use this 

pause to face its ugliest realities (…). The travel and tourism industry must, first and 

foremost, drop the mantra of “bigger is better.” (…) Launching ever-larger cruise ships will 

not bring back the nostalgic Caribbean. Corporatizing a destination will end authenticity 

and cheat the locals. Global standards for fair and sustainable practices must be 

established and enforced.’ (Evans, 2020) 
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Understood from an ecological and/or cultural perspective on the 

phenomenon of tourism, this force clearly opposes the economic-understanding of 

the phenomenon of tourism, and emphasizes that the coronavirus pandemic 

provides striking lessons to tourism researchers and practitioners in tourism, about 

the effects of global change on tourism. Gössling et al. (2020) continue that the 

challenge is to collectively learn from this global tragedy, to ultimately accelerate 

the transformation of sustainable tourism. It is notable how authenticity and 

sustainability are applied in this context, and how these magnet concepts are able 

to click firmly within the context of this particular understanding of tourism. 

On the other hand, and thus in contrast to this understanding of tourism, 

others state that such speculations are unrealistic optimistic (Cohen, 2020; 

Koutsky, 2020) and believe that tourism will rebound as it has from previous crisis 

(Street, 2020). Polyzos et al. (2020) for instance, suggest that recovery of arrivals 

to pre-crisis levels can take from six to twelve months and, based on their 

conclusion that the negative economic effects can aggravate income imbalances 

and hurt social equity, advice to take strong measures in order to support the 

industry from devastation. McCartney (2020) and Nhamo et al. (2020) share that 

position, and explain that stimulus packages are indeed necessary to save the 

industry.  

The industry, represented by organizations such as WTTC, OECD, 

UNWTO, the platform industry (e.g. Booking.com and Airbnb), aircraft 

manufacturers and airlines, national Destination Marketing Organizations (DMOs) 

and individual large tourism corporations, underlines that it is priority to restore the 

industry, and to even come back economic stronger, resilient and sustainable 

before. Hence, within one month the pandemic had hit our world, the industry 

already launched a campaign worldwide and asked consumers to continue to show 

‘our love for the industry and keep wanderlust alive’ (WTTC ‘#TogetherInTravel’, 

2020b). Also, the industry urged governments to take decisive action ‘to prevent 

this global health crisis from becoming a worldwide economic catastrophe, and to 

preserve and protect the contribution of the Travel & Tourism sector’ (WTTC 
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‘COVID-19 Hub’, 2020d) and insisted on the continuation of the fight against the 

pandemic, ‘while at the same time putting all the efforts to be able to restore 

economic normality as fast as possible’ (OECD ‘outlook on the global economy’, 

2020b).  

 Countries who depend on tourism (e.g. Spain, Italy and Greece) re-opened 

their borders as soon as possible. Others tried to establish exclusive COVID-19 

travel bubbles, especially in the Asia-Pacific region. Airlines like Ryanair, continued 

to fly to code orange regions for even lower fares then before, despite 

governments’ negative travel advices. Qantas decided to stay operational within its 

code green region, by flying to no destination at all: It circled within the Australian 

air space for seven hours, from Sydney to Sydney, just for fun.  

But what other options do governments, DMOs, airlines and individual 

large tourism corporations have, considered from an economic understanding of 

the phenomenon of tourism? The coronavirus pandemic has caused an 

unprecedented crisis for the global economy. International tourist arrivals are about 

to plunge by 60 to 80 percent in 2020, and tourism spending is probably not to 

return to pre-crisis levels until 2024. This endangers about 120 million jobs 

worldwide (UNWTO, 2020a).  

By identifying the different gazes regarding this problem, it becomes 

possible to understand how the dominating productive bias has been leading 

tourism studies in circles. This understanding could ultimately not only contribute to 

the inclusion of multiple truths in the debate on (post) COVID-19 tourism and with 

that perhaps the break of today’s deadlock in tourism development, but also the 

exclusion of lies and hidden information regarding this topic.  

At the same time, by demonstrating other interests than only the economic 

one, I am aware of the instrument of power I use in this context, influenced by my 

own institutional gaze. Hence, like Foucault used his research as a ‘weapon’ in, 

amongst other topics, the empowerment of the gay movement, I choose to use this 

dissertation to empower multiple truths with regard to the phenomenon of tourism. 
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The acknowledgment regarding the presence of multiple truths in tourism 

development, is my truth which I would like to add to today’s ‘chorus of truths’.        

 The reason is that the empowerment will help tourism studies to clarify the 

various  ‘truths’ in the context of today’s semiotic power struggle, and to at least try 

to understand the diverse disciplinary perspectives on problems tourism is currently 

dealing with, in the hope to set the inclusion of other perspectives in motion. Not 

only regarding the coronavirus pandemic, but also regarding climate change and 

other critical topics that are currently experiencing an absolute impasse, such as 

the vulnerability of today’s tourism system: Low-paid jobs in tourism have been 

disproportionately affected by the COVID-19 crisis. Also, expectations are that the 

tourism impacts in lower income countries will be disproportionately considerably 

bigger, since they mainly receive instead of send tourists.  

 This would however raise a considerable number of related questions and 

research needs, for example whether the pandemic will influence the behavioural 

demands responses of millennials in the short- and longer-term; the role of 

domestic tourism on today’s semiotic power struggle regarding authenticity and 

sustainability, among tourism theorists as well as practitioners in tourism; the 

change of understanding with regard to the economic-oriented perspective on the 

phenomenon of tourism in especially the context of peripheral regions; and the 

outcome considering the ‘battle’ between the opposing forces in today’s touristic 

dispositive.   
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The coronavirus pandemic shocked global tourism and gave scholars, journalists, 

travel organizations, other representatives of civil society and, above all, tourists 

the opportunity to state that the virus could help us to rethink the tourism industry: 

They explain that tourism in its current capacity, commoditizes destinations, a 

process that not only harms local communities, wildlife and world heritage, but also 

endangers the preservation of the ‘authenticity’ and ‘sustainability’ of natural and 

cultural heritage around the world in the long term. This call for authenticity and 

sustainability though, had already become explicit even before the coronavirus 

pandemic, encouraged by societal debates on, amongst other topics, over-tourism 

and flight shame.  

However, since the introduction of the concepts of ‘authenticity’ and 

‘sustainability’ in tourism studies in the 1970s, scholars have been debating the 

interpretation of these two key concepts and their practices with regard to tourism. 

The first one is related to the realness of an object, or the search for authenticity in 

a tourist experience, the latter is related to the preservation of the environment and 

culture of touristic sites, amenities and attractions and with that, the facilitation of a 

more secure future for the tourism industry. Despite the fact that the debates 

among tourism theorists have resulted in libraries of academic literature on both 

concepts and their various interpretations (e.g. McCool & Moisey, 2009; Chhabra, 

2010), not much research has taken place with regard to how authenticity and 

sustainability interfere in tourism development. As a result, the two debates 

continue to concern separate research areas in tourism studies. This is in contrast 

to what is taking place in practice in the context of recent travel trends, in which 

practitioners in tourism, such as tourism planners, governments, host communities, 

marketers, travel journalists and tourists, link authenticity with sustainability and 

vice versa: ‘Sustainable tourism benefits tourists by providing a genuine and 

authentic experience of the host destination’. Notwithstanding the fact that 

authenticity and sustainability are two complex fields with their own academic 

debates, given the increasing usage of authenticity as well as sustainability by 

practitioners in tourism, it has become inevitable for tourism studies to explore how 
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authenticity and sustainability interfere, and with that how they relate to each other 

in tourism. This applies not only to practice, applied by practitioners, but also to 

tourism studies, researched and debated by tourism theorists.  

Hence, this dissertation’s main question is: How do authenticity and 

sustainability, discussed by tourism theorists and applied by tourism practitioners, 

interfere in tourism development? The aim of this dissertation is to contribute to the 

social sciences of tourism studies, by first researching what the practitioners’ 

reasons for, interpretations of and methods used regarding the application of 

authenticity and sustainability in tourism development are. It is the outcome of that 

analysis, divided over five separate chapters, that ultimately makes the interface 

between authenticity and sustainability, applied by practitioners in tourism, explicit, 

and gives the floor to an academic reflection on not only what the practical 

implications of the various interpretations of both concepts in tourism studies are, 

but moreover, how the two concepts interfere in the development of tourism, in the 

context of tourism studies and tourism practices, inspired by the work of Foucault 

concerning ‘power’. Given the aim of this study, this dissertation entails mainly 

qualitative research methods applied in five empirical chapter. Although these 

chapters might seem to focus on separate aspects, all are substantiated by 

literature study and related to the dissertation’s main research question. Moreover, 

the chapters reflect my academic and personal development and with that, change 

of research focus: From ‘serving’ (chapters 2 and 3) to ‘critiquing’ tourism (chapters 

4, 5, 6 and conclusion).  

Chapter 2 zooms in on the case of Ylläs in Finnish Lapland and 

strengthens the idea that the increasing search for authentic tourist experiences in 

the context of tourism does not imply a search for the essential interpretation of 

authenticity related to genuine artefacts alone, and confirms Bruner’s (2005) 

interpretation of authenticity: It shows that tourists are indeed willing to except the 

constructive interpretation of authenticity, as long as it takes place in a genuine, 

real area. Although Wang (1999) argues that authenticity can also be not-object-

related (existential interpretation of authenticity), which offers other opportunities 
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regarding the sustainability of fragile destinations, based on the empirical data that 

was collected in Ylläs and inspired by the work of Hunter (1997), Berendse and 

Roessingh (2007) and Mowforth and Munt (2009), I wondered whether exactly that 

uniqueness of Ylläs’ Arctic nature would contribute to its preservation in the long 

term. Therefore, this interface between authenticity and sustainability in practice 

was researched in chapter 3. This chapter shows that the search for ‘authenticity’ 

can indeed contribute to the ‘sustainability’ of tourist destinations such as Ylläs, 

since both entail discursive concepts. Divergent views among stakeholders with 

regard to sustainability in tourism development though, could jeopardize the fragile 

ecosystem and livelihood of locals in the long term. After all, who determines what 

‘authenticity’ and ‘sustainability’ entail in tourism development? 

With the help of the suggestion of Singh (2012) to research the political 

and social agendas of tourism actors in tourism development, chapter 4 does not 

only demonstrate imbalanced power relations between external and internal and 

between internal stakeholders in the Quechua-Indian community in Vicos in Peru, 

but also the usage of power instruments by the more powerful external and internal 

stakeholders in the process of convincing others of the destination’s ‘authenticity’ 

and ‘sustainability’ in the long term. The limitation of chapter 4 was the lack of 

being able to get in contact with local non-participants in Vicos. Hence, instead of 

zooming in on the community itself, chapter 5 explores what impact normative 

moral claims on macro level about ‘what sustainable tourism ought to be’ have on 

micro level, on the daily lives of people living in communities in developing regions: 

Although the community of Vicos desired another form of tourism, less ‘sustainable’ 

according to external stakeholders, the community had no other option to agree on 

the external stakeholders’ terms.  

As a result of the insights collected so far, the subsequent chapter makes 

evident that ‘tourism industry’ is a constructed concept, which measures the 

economic impact of this ‘industry’ for governments, policy makers, business and 

researchers, and discusses the questionable role of UNWTO as an agency of the 



Summary 

- 155 - 
 

UN: How can UNWTO with its main focus to achieve the SDGs, continue to 

support a tourism industry which is based on economic growth? 

This dissertation concludes that authenticity and sustainability can be 

considered as magnet concepts in tourism: Besides the fact that the two concepts 

attract many tourism theorists and practitioners in tourism, they also, depending on 

their interpretations, attract or repel each other in tourism development. It is 

precisely the vagueness and inconsistency of the two concepts, that brings 

stakeholders, as well as the two concepts, together, at least, in the initial phase. 

Afterward, it is the question whether stakeholders and the two concepts will 

continue to click, for the reason that the stakeholders’ interpretations of authenticity 

and sustainability are laden with particular and colliding interests. 

 The position of the poles establishes the attractive or repulsive force 

between authenticity and sustainability. This position is strongly influenced by the 

socio-economic and political power relations of the involved stakeholders, in 

tourism studies and in practice. Consequently, the process that eventually 

underpins the answer to the initial question regarding why tourism is developed, 

and with that, the interpretation of authenticity and sustainability, involves that 

semiotic power struggle: The stakeholder who exercises the most valuable 

instruments of power, dominates the process. Not only in practice, but also in 

research. Whereas the attractive force between the two magnets is observed in 

practice, the repulsive force between the two concepts is observed in tourism 

studies: It represents power relations that are in ‘conflict’.  

The two magnet concepts do not attract each other in the context of 

tourism studies, due to colliding interests and the influence different disciplines 

have on tourism studies: Tourism studies is composed of a fragmented collection 

of various disciplinary perspectives, such as sociology, geography, anthropology 

and business studies, all with their own theories and vocabularies, institutional 

interests, agendas and different networks and journals. Due to their values and 

agendas, it are the disciplinary perspectives that influence how the phenomenon of 

tourism is considered (why tourism should be or not be developed at all) and with 
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that, how, amongst other things, concepts such as authenticity and sustainability 

are understood. This means that tourism studies is colored by the backgrounds 

and education of, and with that the glasses through which tourism theorists study 

and interpret the ‘reality’ they observe, which reminds us of Foucault’s idea of a 

‘dispositive’.  

As one of the few researches in tourism studies and with the help of the 

two magnet concepts authenticity and sustainability, this dissertation does not only 

illustrate the presence of these different gazes among tourism theorists and 

practitioners in tourism, it also makes today’s touristic dispositive and its opposing 

forces explicit, in practice and in tourism studies. Like Foucault used his research 

as a ‘weapon’ in, amongst other topics, the empowerment of the gay movement, I 

decided to use this dissertation to empower multiple truths with regard to the 

phenomenon of tourism. The acknowledgment regarding the presence of multiple 

truths in tourism development, is my truth which I would like to add to today’s 

‘chorus of truths’. Hence, this dissertation challenges the field’s dominant 

discourses, by describing the nature of power and the productive bias in tourism 

studies: In response to dominant knowledge practices, that have mainly been 

quantitative, business-oriented and non-reflective, this dissertation stimulates the 

empowerment of critical studies, in the hope to contribute to a paradigmatic shift in 

tourism studies, which advocates the embracement of multiple disciplinary 

perspectives on the phenomenon of tourism, and with that the inclusion of various 

perspectives on critical topics, such as climate change and income inequality, for 

that condition will perchance break the present deadlock in tourism studies.  

The related power issues that take place in the heart of tourism studies, 

are inevitable. This does not mean though, that we should ignore the influence of 

such dominating gazes and productive biases on today’s understandings of 

tourism as a phenomenon, and with that, authenticity and sustainability. Therefore, 

given the presence of opposing forces in tourism studies, it is relevant to identify 

the different truths, so that today’s semiotic power struggle in tourism studies can 

be clarified. Moreover, lies or hidden information can be excluded, since truths may 
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not be ‘neutral’, they are productive and related to interests and can still be 

distinguished from lies. After all, not every statement of proposition is ‘true’. 

Sometimes facts are twisted or even covered up.   

That identification of ‘truths’ can be achieved by researching the discursive 

frames that form the particular constructions of truth through power and knowledge 

structures, like this dissertation has partly done, by making the interface between 

authenticity and sustainability more explicit. Through this approach, it will become 

possible to understand how the dominating productive bias has been leading 

tourism studies in circles. Therefore, it is the urgent task of tourism theorists and 

practitioners in tourism to identify the different discursive frames in tourism studies. 
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De gevolgen van de coronapandemie hebben niet alleen het toerisme wereldwijd 

geschokt, het heeft vooral ook wetenschappers, journalisten, reisorganisaties en 

toeristen aangespoord om voor een verandering van de toerisme industrie te 

pleiten. Immers, zo stellen zij, commercialiseert toerisme in zijn huidige 

hoedanigheid bestemmingen, een proces dat niet alleen lokale gemeenschappen 

schaadt, maar ook de flora en fauna en het werelderfgoed. Het toerisme zoals wij 

dat voor de coronapandemie kenden, brengt daarmee het behoud van de 

'authenticiteit' en 'duurzaamheid' van natuurlijk en cultureel erfgoed over de hele 

wereld op de lange termijn in gevaar. Ondanks dat deze roep om authenticiteit en 

duurzaamheid in de context van de coronapandemie explicieter is geworden, was 

deze roep voor de komst van de pandemie al hoorbaar, aangemoedigd door onder 

meer maatschappelijke debatten over overtoerisme en vliegschaamte. 

 Sinds de invoering van de begrippen ‘authenticiteit’ en ‘duurzaamheid’ in 

toerismestudies in de jaren zeventig debatteren academici al over de interpretatie 

en toepassing van deze twee kernbegrippen in de ontwikkeling van toerisme. Het 

eerste begrip is gerelateerd aan de realiteit van een object of het zoeken naar 

authenticiteit in een toeristische ervaring. Het laatste begrip is gerelateerd aan het 

behoud van het milieu en de cultuur van toeristische bezienswaardigheden, 

voorzieningen en attracties, desgewenst ten behoeve van het voortbestaan van de 

toerisme industrie op lange termijn.  

Ondanks het feit dat de debatten onder toerismetheoretici hebben 

geresulteerd in bibliotheken vol academische literatuur over zowel de concepten 

als hun verschillende interpretaties (bijv. McCool & Moisey, 2009; Chhabra, 2010), 

heeft er niet veel onderzoek plaatsgevonden met betrekking tot hoe authenticiteit 

en duurzaamheid in de ontwikkeling van toerisme en toerismestudies interfereren. 

Het gevolg is dat de twee debatten betrekking blijven houden op de afzonderlijke 

onderzoeksgebieden in toerismestudies. Dit is in contrast met wat zich in de 

praktijk afspeelt, waar toerismebeoefenaars zoals toerismeplanners, overheden, 

gastgemeenschappen, marketeers, reisjournalisten en toeristen authenticiteit wel 

aan duurzaamheid koppelen. En vice versa: ‘Duurzaam toerisme leidt tot 
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authentieke toeristische ervaringen.’ Ondanks het feit dat authenticiteit en 

duurzaamheid twee complexe gebieden zijn met elk een eigen academisch debat, 

is het, gezien de toenemende toepassing van authenticiteit en duurzaamheid in de 

praktijk, voor toerismestudies onontkoombaar geworden om te onderzoeken hoe 

authenticiteit en duurzaamheid interfereren, en dus hoe zij zich tot elkaar in 

toerisme verhouden. Dit geldt niet alleen voor de praktijk, toegepast door 

toerismebeoefenaars, maar ook voor toerismestudies, onderzocht en 

bediscussieerd door toerismetheoretici.   

De belangrijkste vraag van dit proefschrift luidt dan ook: Hoe interfereren 

authenticiteit en duurzaamheid, besproken door toerismetheoretici en toegepast 

door toerismebeoefenaars, in de ontwikkeling van toerisme en toerismestudies? 

Het doel van dit proefschrift is om bij te dragen aan de sociale wetenschappen van 

toerismestudies, door eerst te onderzoeken wat de motivatie van 

toerismebeoefenaars is om authenticiteit en duurzaamheid in de ontwikkeling van 

toerisme toe te passen. Welke interpretaties hebben zij en hoe passen zij deze 

begrippen toe? Het is de uitkomst van die analyse, verdeeld over vijf afzonderlijke 

hoofdstukken, die uiteindelijk het raakvlak tussen authenticiteit en duurzaamheid in 

de praktijk expliciet maakt en daarmee de ruimte voor een academische reflectie 

biedt; niet alleen in relatie tot wat de praktische implicaties van de verschillende 

interpretaties van beide concepten in toerismestudies zijn, maar, geïnspireerd door 

het werk van Foucault met betrekking tot ‘macht’, ook in relatie tot hoe de twee 

concepten interfereren in de ontwikkeling van toerisme in zowel toerismestudies, 

als in de praktijk.  

Gezien het doel van deze studie omvat dit proefschrift voornamelijk 

kwalitatieve onderzoeksmethoden die in vijf empirische hoofdstukken zijn 

toegepast. Hoewel deze hoofdstukken zich misschien op afzonderlijke aspecten 

lijken te richten, zijn ze allemaal onderbouwd met behulp van literatuurstudie en 

gerelateerd aan de centrale vraag van dit proefschrift. Bovendien weerspiegelen 

de hoofdstukken mijn academische en persoonlijke ontwikkeling, en daarmee de 
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verandering van mijn focus in dit proefschrift: van het 'dienen' van (hoofdstukken 2 

en 3) naar 'kritiek leveren' op toerisme (hoofdstukken 4, 5, 6 en conclusie). 

Hoofdstuk 2 zoomt in op de bestemming Ylläs in Fins Lapland en versterkt 

het idee dat de toenemende zoektocht naar authentieke toeristische ervaringen in 

het kader van toerisme geen zoektocht naar de essentiële interpretatie van 

authenticiteit impliceert, de interpretatie die betrekking heeft op alleen ‘echte’ 

artefacten. Het hoofdstuk bevestigt Bruner's (2005) interpretatie van authenticiteit: 

het toont aan dat toeristen bereid zijn de constructieve interpretatie van 

authenticiteit te omarmen, zolang het maar in een ‘echt’ gebied plaatsvindt.   

Wang (1999) daarentegen, stelt dat authenticiteit ook niet-object 

gerelateerd kan zijn (existentiële interpretatie van authenticiteit). Geïnspireerd door 

het werk van Hunter (1997), Berendse en Roessingh (2007) en Mowforth en Munt 

(2009) en op basis van de empirische gegevens die in Ylläs verzameld zijn, vraag 

ik mij in hoofdstuk 3 af in hoeverre de ‘authenticiteit’ van de Arctische natuur in 

Ylläs op lange termijn kan bijdragen aan het behoud ervan. Uit dit hoofdstuk blijkt 

dat het zoeken naar 'authenticiteit' inderdaad kan bijdragen aan de 'duurzaamheid' 

van toeristische bestemmingen zoals Ylläs. De reden is dat authenticiteit en 

duurzaamheid allebei discursieve begrippen zijn. Echter, op lange termijn kunnen 

dergelijke uiteenlopende interpretaties het fragiele ecosysteem en het 

levensonderhoud van lokale bevolkingen in de ontwikkeling van toerisme juist weer 

in gevaar brengen. De vraag die dan speelt, is wie de betekenis van 'authenticiteit' 

en 'duurzaamheid' in de ontwikkeling van toerisme bepaalt.    

Met behulp van de suggestie van Singh (2012) om de politieke en sociale 

agenda's van toerisme actoren in de ontwikkeling van toerisme te onderzoeken, 

toont hoofdstuk 4 de onevenwichtige machtsverhoudingen tussen externe en 

interne én tussen interne belanghebbenden in de Quechua-Indiase gemeenschap 

in Vicos in Peru aan: het beschrijft hoe belanghebbenden met de sterkste 

sociaaleconomische en/of politieke positie machtsinstrumenten bij het ‘overtuigen’ 

van anderen van hun interpretaties van ‘authenticiteit’ en ‘duurzaamheid’ in de 

ontwikkeling van toerisme inzetten. 
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De beperking van hoofdstuk 4 was het gebrek aan contact met lokale niet-

participanten in Vicos. In plaats van dus verder in te zoomen op de gemeenschap 

zelf, onderzoekt hoofdstuk 5 welke impact normatieve morele claims op 

macroniveau over 'wat duurzaam toerisme zou moeten zijn' op microniveau heeft, 

dus op het dagelijks leven van mensen die in perifere regio’s wonen, zoals de 

gemeenschappen in Vicos en Ylläs. Hoewel de gemeenschap van Vicos 

bijvoorbeeld een andere vorm van toerisme wilde, minder 'duurzaam' volgens de 

externe belanghebbenden, had de gemeenschap geen andere keuze dan om mee 

te gaan met de voorwaarden die door de externe belanghebbenden werden 

gesteld. 

Als gevolg van de tot dan toe verzamelde inzichten, maakt het volgende 

hoofdstuk duidelijk dat de ‘toerisme industrie’ een geconstrueerd concept is. Het 

doel van dit concept is het voor overheden, beleidsmakers, bedrijven en 

onderzoekers meetbaar maken van wat de economische impact van deze 

‘industrie’ op regio’s is. Hoofdstuk 6 stelt vervolgens de twijfelachtige rol van 

UNWTO als agentschap van de Verenigde Naties ter discussie. Immers, hoe kan 

UNWTO met haar belangrijkste focus om de Sustainable Development Goals te 

behalen, een toerisme industrie die op economische groei gebaseerd is blijven 

steunen?  

Dit proefschrift concludeert dat authenticiteit en duurzaamheid als 

magneetconcepten in toerisme kunnen worden beschouwd. Naast het feit dat de 

twee concepten veel toerismetheoretici en beoefenaars in het toerisme aantrekken, 

blijken zij namelijk ook elkaar wederzijds aan te trekken en af te stoten in de 

ontwikkeling van toerisme. Het is juist de vaagheid en inconsistentie van de twee 

concepten die belanghebbenden, evenals de twee concepten samenbrengt. 

Althans, in de beginfase. Daarna is het de vraag of belanghebbenden en de twee 

concepten elkaar blijven aantrekken, om de reden dat de interpretaties van de 

belanghebbenden in relatie tot authenticiteit en duurzaamheid met botsende 

belangen beladen kunnen zijn.  
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 De positie van de polen van de magneetbegrippen bepaalt de 

aantrekkende of afstotende kracht tussen authenticiteit en duurzaamheid: de 

positie van de polen wordt sterk beïnvloed door de sociaaleconomische en 

politieke machtsverhoudingen van de belanghebbenden in toerisme en 

toerismestudies. Het proces dat uiteindelijk ten grondslag ligt aan het antwoord op 

de initiële vraag waarom toerisme ontwikkeld wordt, en daarmee wat de 

interpretatie van authenticiteit en duurzaamheid in die context is, omvat een 

semiotische machtsstrijd: de stakeholder die de meest waardevolle 

machtsinstrumenten kan inzetten, domineert het proces. Niet alleen in de praktijk, 

maar ook in toerismestudies. Terwijl in de praktijk de aantrekkende kracht tussen 

de twee magneten is waargenomen, is de afstotende kracht tussen de twee 

concepten in toerismestudies waargenomen. Deze laatste kracht vertegenwoordigt 

machtsverhoudingen die in ‘conflict’ zijn.  

De twee magneetconcepten stoten elkaar in toerismestudies af, vanwege 

botsende belangen en de invloed die verschillende disciplines op toerismestudies 

hebben. Deze studies bestaan namelijk uit een gefragmenteerde verzameling van 

verschillende disciplinaire perspectieven, zoals sociologie, geografie, antropologie 

en bedrijfskunde, allemaal met hun eigen theorieën en vocabulaires, institutionele 

belangen, agenda's en netwerken en tijdschriften. Vanwege hun waarden en 

agenda's zijn het de disciplinaire perspectieven die van invloed zijn op hoe het 

fenomeen toerisme wordt beschouwd (waarom toerisme wel of juist niet moet 

worden ontwikkeld) en daarmee hoe onder meer begrippen als authenticiteit en 

duurzaamheid worden geïnterpreteerd. Dit betekent dat toerismestudies gekleurd 

zijn vanwege de achtergronden en educatie van academici. Afhankelijk van hun 

eigen (academische) achtergrond, bestuderen zij de 'realiteit' met hun eigen bril. 

Dit doet ons denken aan Foucault’s idee van 'dispositief'. 

Als één van de weinige onderzoeken in toerismestudies en met behulp van 

de twee magneetconcepten authenticiteit en duurzaamheid, illustreert dit 

proefschrift niet alleen de aanwezigheid van verschillende perspectieven en 

interpretaties onder toerismetheoretici en toerismebeoefenaars, het maakt ook de 
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hedendaagse toerisme dispositief inclusief tegengestelde krachten expliciet. In de 

praktijk en in toerismestudies. Net zoals Foucault zijn onderzoek als 'wapen' in 

onder andere de empowerment van de homobeweging gebruikte, besloot ik dit 

proefschrift in te zetten om meerdere waarheden met betrekking tot het fenomeen 

toerisme te versterken. De erkenning van de aanwezigheid van meerdere 

waarheden in de ontwikkeling van toerisme, is mijn waarheid die ik aan het huidige 

‘koor van waarheden’ in toerisme en toerismestudies toevoeg. Daarmee daagt dit 

proefschrift de dominante discoursen in toerismestudies uit, door de werking van 

‘macht’ en de daaraan gerelateerde ‘vooringenomenheid bij onderzoek’ te 

benoemen. Dit proefschrift is in andere woorden een reactie op dominerende 

kennispraktijken in toerisme en toerismestudies, die kwantitatief, bedrijfsgericht en 

niet-reflecterend zijn. In de hoop bij te dragen aan een paradigmaverschuiving in 

toerismestudies, stimuleert dit proefschrift de empowerment van kritische studies in 

toerismestudies. Die pleiten voor de omarming van meerdere disciplinaire 

perspectieven in debatten over kritieke onderwerpen in relatie tot toerisme, zoals 

klimaatverandering en inkomensongelijkheid.  

Deze machtskwestie die momenteel in het hart van toerismestudies 

plaatsvindt, is tegelijkertijd onvermijdelijk. Machtskwesties zijn er immers altijd. Dit 

betekent alleen niet dat we de invloed van dominante perspectieven op het 

fenomeen toerisme, en daarmee de interpretaties van authenticiteit en 

duurzaamheid, moeten negeren. Daarom is het gezien de aanwezigheid van 

botsende krachten in toerismestudies relevant om de diverse waarheden te 

identificeren, zodat de huidige semiotische machtsstrijd in toerismestudies 

zichtbaar wordt gemaakt. Daarmee kunnen bovendien leugens van die waarheden 

uitgesloten worden. Want, ook al zijn waarheden niet ‘neutraal’ omdat zij altijd 

verband houden met belangen, niet elke stelling is 'waar': feiten worden soms 

verdraaid of zelfs verdoezeld.    

Door onderzoek te doen naar de discursieve kaders die de specifieke 

constructies van waarheid vormen, kan die identificatie van 'waarheden' 

plaatsvinden. Dit is precies wat ook dit proefschrift voor een deel heeft gedaan 
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door het raakvlak tussen authenticiteit en duurzaamheid explicieter te maken. Deze 

aanpak maakt het mogelijk om te begrijpen op welke manier de dominerende 

perspectieven op het fenomeen toerisme en de daarmee gerelateerde 

vooringenomenheid bij onderzoek toerismestudies in cirkels laten blijven draaien. 

Het is de dringende taak van toerismetheoretici om die diverse discursieve frames 

in toerisme en toerismestudies te identificeren, in de hoop de bestaande impasse 

in toerismestudies in relatie tot actuele en kritieke onderwerpen als 

klimaatverandering en inkomensongelijkheid op termijn te kunnen doorbreken. 
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Werken aan dit proefschrift is een waar wetenschappelijk en persoonlijk avontuur 

geweest. Het heeft niet alleen een zeer belangrijke bijdrage aan mijn intellectuele 

ontwikkeling geleverd, maar ook aan mijn persoonlijke ontwikkeling. Ik heb veel 

over mijzelf geleerd, waardoor ik nu beter begrijp wie ik ben en wat ik belangrijk 

vind.  

Op het moment dat je start aan een dergelijk promotietraject, wordt vaak 

gezegd dat het een heel eenzaam proces is. Ondanks dat het meeste denk- en 

schrijfwerk inderdaad in stilte heeft plaatsgevonden, heb ik dit proces allerminst als 

‘eenzaam’ ervaren. Zo heeft dit proefschrift mij ook veel over andere onderwerpen 

en thema’s geleerd: op zulke momenten voelde het alsof er heel nieuwe werelden 

voor mij opengingen, waarbinnen nog zoveel te ontdekken viel. Bovendien bevond 

ik mij tijdens het schrijfproces veelal weer op de plekken waar de veldonderzoeken 

plaats hebben gevonden. Ik zag dan niet alleen de mensen die ik daar heb 

ontmoet weer voor mij, maar kon ook de vele avonturen die ik met hen beleefd 

heb, weer herbeleven. Dit proefschrift had dan ook niet gepubliceerd kunnen 

worden zonder de steun van die vele mensen de afgelopen jaren, zowel in Peru en 

Finland, als in Nederland. Ik ben een ieder bijzonder dankbaar die mij op welke 

manier dan ook geholpen heeft.  

Als eerste wil ik graag mijn supervisors prof. dr. Ruud Welten en prof. dr. 

Jos de Mul bedanken. Jullie hebben mij de kans geboden om mijn promotietraject 

aan de Erasmus School of Philosophy te hervatten. Jullie waren altijd behulpzaam 

en kritisch: altijd uitdagend om het geheel naar een hoger niveau te tillen en vaak 

verhelderend als ik weer eens flink zoekende was. Jullie hebben mij keer op keer 

verder gebracht. Dank voor het vertrouwen dat jullie mij hebben gegeven en dank 

voor alle tijd, hulp en energie die jullie hebben weten te vinden om mij te 

begeleiden. Ik kijk met heel veel plezier terug op een periode met uitermate 

interessante gesprekken over authenticiteit en duurzaamheid in relatie tot toerisme 

en daarbuiten. Soms waren die gesprekken verwarrend op een heel goede manier, 

want wat was nu nog ‘echt’? Ook wil ik graag de promovendi van Erasmus School 

of Philosophy bedanken voor de diverse malen dat jullie mijn stukken van feedback 
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hebben voorzien. Die middagen waarop wij bijeen waren, heb ik als zeer 

waardevol en prettig ervaren. Bovendien wil ik de lezers van de 

beoordelingscommissie hartelijk danken voor jullie tijd ten behoeve van de 

evaluatie van mijn werk. 

Aan Breda University of Applied Sciences wil ik het management 

bedanken voor jullie vertrouwen in mijn kunnen in de tijd dat ik bij BUas werkzaam 

was. Zonder de steun van jullie was het niet mogelijk geweest om dit proefschrift te 

schrijven. Mijn directe collega’s van toen, wil ik graag bedanken voor jullie 

oppeppers die soms hard nodig waren. Vincent Platenkamp wil ik hartelijk danken 

voor alle mentale steun, voor het helpen verwoorden van inzichten die ik op dat 

moment zelf nog niet onder woorden kon brengen. De BUas studenten die op 

veldwerk in Ylläs zijn geweest, wil ik bedanken voor de verzamelde data, inzet en 

jullie enthousiasme. Yvonne wil ik bedanken voor je hulp met SPSS.  

In Vicos wil ik Pablo en Guido bedanken voor jullie openheid en 

betrokkenheid. In Ylläs gaat mijn dank uit naar die ondernemers die contact zijn 

blijven houden. Maar natuurlijk gaat mijn dank ook uit naar al die mensen die 

bereid waren om geïnterviewd te worden of die de tijd wilden nemen om een 

enquête in te vullen.  

Ter afsluiting wil ik mijn vrienden die mij de afgelopen jaren gesteund 

hebben enorm bedanken voor jullie bijdrage. Voor de gesprekken, het samen 

sporten en alle positieve afleiding. Zonder jullie was dit proces zoveel zwaarder 

geweest. Mijn moeder wil ik tot slot uit de grond van mijn hart bedanken, voor het 

feit dat je er altijd voor mij bent. Je hebt gezien wat dit proefschrift met mij heeft 

gedaan, je hebt mij op alle mogelijke manieren proberen bij te staan. Zonder jouw 

steun, hulp en liefde was ik absoluut nooit zo ver gekomen. Daar ben ik je intens 

dankbaar voor, dank je wel! 
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Introduction 
 
A tourist experience is not only affected by touchable products and experienced 

services, but also to the degree in which a specific experience is unforgettable and 

thus, memorable. ‘Tourism is one of the pioneering examples of the experience 

economy as evidenced in earlier literatures back in the 1970s’ (MacCannell, 1973; 

1976; Dann, 1977; Cohen, 1979 cited in Hosany & Witham 2009, p. 7). The tourist 

experience is always unique, emotionally charged and of high personal value, 

tourism offers ‘…an alternative experience of time’ (Wang, 2000, p. 116) and 

tourists are looking for sensational authentic experiences (MacCannell cited in in 

Hosany & Witham, 2009, p.7). The desire for new experiences which are truly 

authentic and meaningful has become an important mainstream in the tourism 

industry (Yeoman, 2008) which is in line with Pine and Gilmore’s (1999 and 2007) 

theory of the experience economy, defined as an economy in which consumers are 

looking for authentic, memorable experiences. Although this general search for 

authenticity may seem relatively easy, the discussion about the meaning of this 

concept in tourism literature continues. 

Authenticity (e.g. MacCannell, 1973; Wang, 1999; Chhabra, 2010) can be 

viewed from two different angles ‘…as genuineness or realness of artefacts or 

events and also as a human attribute signifying being one’s true self or being true 

to one’s essential nature’ (Steiner & Reisinger, 2006 cited in Chhabra, 2010:795). 

Despite all debates about the meaning of authenticity for the tourism industry it is 

not really important how authenticity is viewed by others but by the tourists 

themselves. The essentialist concept of authenticity for example (Chhabra, 2010), 

a concept of authenticity which is related to museum usage, is not important to 

tourist experiences and with that to the memorable tourist experiences, according 

to Bruner (2005). Experiences which are unique and memorable have become 

important to the present-day experience economy. In contrast, Chhabra (2010) 

concluded that essentialist authenticity is definitely important for the upcoming 

target market generation Y, defined as people who were born between 1978 and 

2000, and arguing that they prefer tourism products which have strong traces of 
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essentialist authenticity. This essentialist concept of authenticity would in that case 

indeed be important for memorable tourist experiences, and therefore the present-

day experience economy. 

In order to determine what is meant exactly by authenticity in in connection 

with Pine and Gilmore’s (1999, 2007), theory on the search for authenticity within 

the experience economy Kim et al. (2010) developed a scale to measure 

Memorable Tourist Experiences (MTEs). This reliable measurement scale assists 

in understanding the concept of authenticity in especially the field of tourism and 

may help improve the effective management of tourist experiences. 

In view of the debate about the meaning of authenticity in tourism literature 

(Wang, 1999 and Chhabra, 2010) and the development of a scale to measure 

MTEs this case study was concerned with the MTEs of Dutch tourists who stayed 

in the Andean village Vicos in Peru and, how these MTES relate to the concept of 

authenticity within the experience economy, as outlined above. 

 
 

Tourist Experiences 
 
The tourist experience is a complex combination of especially subjective factors 

that shape the feelings and attitudes towards a tourist’s visit: One part consists of 

consumer behaviours such as needs, wants and motivation while the other part 

consists of the destination related aspects such as imagery, accommodation, 

attraction, ambience and so on. Together with earlier experiences and factors such 

as climate and pollution, tourist experiences are influenced by many elements 

which can only be controlled partially by the tourism industry itself (Page & Connell, 

2006), and previous studies have shown that many of these factors are not directly 

related to the acquisition of specific products or services (Mendes et al., 2010). The 

tourist experience is clearly related to satisfaction, and thus is a tourist experience 

‘…a subjective mental state felt by participants’ (Otto & Ritchie, 1996, cited in 

Mendes et al., 2010, p. 112). The experience is complex, it does not start at arrival, 
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neither does it consist of separate elements nor does it end at the moment the 

actual trip ends: 

 

‘While products are tangible and services intangible, experiences represent events that 

commit people in a particular manner and, as such, are memorable. While services end 

with the performance, the value of the experience is cognitively stored by the individual. 

The experience felt by visitors begins before arrival at a destination and ends with 

recollections of the experience and plans for future visits’ (Pine & Gilmore, 1999 in Mendes 

2010, p. 112). 

 

It is that memorable experience which has become an important 

phenomenon in tourism and leisure; it creates a holistic and long lasting personal 

experience and indeed: 

 

‘…consumers are in search of experiences that ‘dazzle their senses’, ‘engage them 

personally’, ‘touch their hearts’ and ‘stimulate their minds’ (Schmitt, 1999), whilst indulging 

in ‘…fantasies, feelings and fun’ (Holbrook and Hirschman, 1982), from the Burning Man 

Festival in Nevada (Kozinets, 2002), to swimming with Dolphins (Curtin, 2006) and white 

water river rafting (Arnould & Price, 1993), people are in search of unique, memorable and 

extraordinary experiences”’(Hosany & Witham, 2009, p. 4). 

 

Pine and Gilmore (1999) argued that services in the field of business 

started to look like commodities due to technology, increasing competition and the 

increasing expectation of consumers. Business consequently needed to start 

creating unforgettable (satisfactory) experiences and providing these to their 

customers. A tourist experience in these days is consequently not only affected by 

products, services, but moreover by the degree to which the experience was 

unforgettable. Further, they mention in their later research (2007, p. 13) how 

consumers determine the value of their paid experiences: ‘People increasingly see 

the world in terms of real and fake, and want to buy something real from someone 
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genuine, not a fake from some phony.’ Authenticity in this context means 

everything that has not been developed for pure beneficial purposes, but rather is 

indeed genuine, unique or authentic. 

People are thus increasingly looking for authentic experiences instead of 

manufactured ones. This search can be related to the concept of ‘self-

actualisation’, in which people desire to meet a deeper meaning and finding a 

sense of worth, beyond material possessions. Experiences can help a person to 

move towards self-actualisation and thus develop themselves beyond goods and 

services. The desire for new experiences which are truly authentic and meaningful 

has become mainstream, more and more people are taking time to travel the world 

in an authentic way. ‘This authentic experience is about avoiding areas and 

activities where there are many other tourists, indicating a desire to explore the 

untouched and unexposed’ (Yeoman, 2008). Authenticity has turned into a 

valuable concept in tourism. In order to meet tourist desires and to be competitive, 

many tour operators consequently offer ‘authentic’ tours and holidays. However, 

what exactly is authenticity according to tourism literature? 

 
 

Authenticity 
 
The original usage of the term authenticity originates from the museum ‘..where 

persons expert in such matters test whether objects of art are what they appear to 

be or are claimed to be, and therefore worth the price that is asked for them’ 

(Trilling, 1972, p. 93 cited in Wang, 1999, p. 350). This mainly museum usage was 

expanded to tourism and was introduced by MacCannell in 1973. He introduced 

the concept of authenticity in tourism in combination with tourist motivations and 

tourist experiences. Authenticity in tourism ‘…connotes traditional culture and 

origin, a sense of the genuine, the real or the unique’ (Sharpley, 1994, p. 130 cited 

in Wang, 1999, p. 351) and is nowadays often expressed in tourism products such 

as art, festivals, rituals, cuisine, dress or housing. 
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On the other hand, although the concept of authenticity is widely used, its 

vagueness has also been noted. Wang (1999) concludes that the conventional 

concept of authenticity, which is related to the museum usage, could not always be 

related to tourist motivations or experiences in combination with visiting friends, 

beach holidays, nature tourism or personal hobbies such as shopping, hunting or 

sports. These tourism activities had nothing to do with MacCannell’s usage of the 

term, that is the objective , or conventional concept of authenticity. Wang argues 

that authenticity actually ’…refers to the authenticity projected onto toured objects 

by tourists or tourism producers in terms of their imagery, expectations, 

preferences, beliefs, powers, etc.’” (Wang, 1999, p. 352). In other words, 

authenticity within this concept is in fact symbolic instead of ‘genuine’ and is 

socially constructed rather than concerned with the establishing the origins of an 

object. 

In addition to these two concepts, the objective and the constructed, Wang 

(1999) also created a third option. The first two concepts discussed above are both 

object-related and both ignore, more or less, the differences between tourist 

experiences and toured objects. A tourist experience can be defined as: ‘…one in 

which individuals feel themselves to be in touch with a ‘real’ world and with their 

‘real’ selves.’ (Handler & Saxton, 1988, p. 243 cited in Wang, 1999, p. 351). Both 

the objective concept as the constructive concept of authenticity are object-related, 

while existential authenticity, Wang’s (1999) third option, is activity-related, and 

‘…refers to a potential existential state of Being that is to be activated by tourist 

activities. […] Existential authenticity can have nothing to do with the authenticity of 

toured objects‘ (Wang, 1999, p. 352). In other words, authenticity has nothing to do 

with the objective (museum usage) or the constructive (social construction) of a 

tourism attribute or product. It is all about the existential state of being which is to 

be activated by tourist activities. Brown (1996 also called it an ’…authentically good 

time’ (cited in Wang, 1999, p. 352) which is related to activities instead of objects. 

According to Chhabra (2010) there are four discourses about authenticity: 

essentialist (Wang’s objective authenticity); constructivist; negotiated and 
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existentialist. The essentialist discourse treats authenticity as ‘…in the spirit of 

frozen heritage’ (2010, p. 795-796) and advocates among others cultural continuity 

by local communities. It states that authenticity is a tangible asset, a tourist quest 

for authenticity to escape from daily life, somewhere else in other cultures and in 

purer, simpler lifestyles (Chhabra, 2010). The constructivist ideology believes that 

authenticity is dictated by the tourists’ perceptions of authenticity and advocates, 

among other things, consciously created pseudo-packages. Authenticity in this 

case is adapted to suit audience needs and a capitalist approach is pursued 

(Chhabra, 2010, p. 795). 

The negotiated ideology aims to find consensus between the other two 

ideologies of first, essentialist and constructivist: where authenticity can be 

sustained while adapting to the requirements of the market. The second negotiated 

ideology finds consensus between the existentialist and essentialist concepts, 

which results in theoplacity, in experienced authenticity through the combination of 

the three elements belief, action and place. In this theoplacity, objective and 

subjective experienced authenticity meet each other. The existentialist theoretical 

stream advocates optimizing experience, and within this theoplacity, cultural and 

social meanings are integrated in the meanings of physical objects. The second 

negotiated version thus advocates a pure subjective ideology in which subjective 

negotiation of meanings define authentic experiences (Chhabra, 2010). This 

discourse uses terms such as self-discovery and being true to yourself and stands 

clearly for optimizing experiences. 

The term authenticity can ultimately be viewed from two different angles ‘…as 

genuineness or realness of artefacts or events and also as a human attribute 

signifying being one’s true self or being true to one’s essential nature’ (Steiner & 

Reisinger, 2006, p. 299 cited in Chhabra, 2010).  

Chhabra concludes that the discussion about objective authenticity might 

be exhausted in academic literature, but the demand for objective authenticity still 

exists and will continue to prevail, especially among new generation Y (2010, p. 

805). As noted above, this refers to those born between 1978 and 2000 and will 
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form the most significant emerging market as the baby boomers transition to old 

age. This new generation desires authentic products to be essentially authentic 

instead of existentially authentic. In other words: ‘This generation is keen on ‘time 

travel’ experiences and does not desire authentic products to be changed which 

can provide a more entertaining experience’ (Chhabra, 2010, p. 805). 

On the other hand, to create a desire among generation Y to visit authentic places, 

it is important to use the negotiated or constructed version of authenticity, where 

products are modified to maintain tourist attention, but keep strong traces of 

essentialist authenticity. Chhabra is convinced that generation Y, as soon as they 

are grown up, will form the biggest supporters of traditional authenticity (2010, p. 

807). 

Bruner (2005) sees authenticity as something what has been socially 

constructed and therefore does not support either Chhabra’s opinion on 

essentialist authenticity, or MacCannell’s objective authenticity. Rather, he argues 

that it is not important whether a tourist experience as an artefact or event for 

tourists in general is authentic or not. Next to the essential question who 

determines whether something is authentic or not (2005, p. 60) he rejects the entire 

idea of genuine authenticity in tourism: ‘Authenticity is a projection of tourists’ own 

beliefs, expectations, preferences, stereotyped images, and consciousness onto 

toured objects’ (Bruner, 2001 cited in Wang, 1999, p. 355). He consequently 

focuses on the creation of a new culture, one which has been developed for 

tourists and their expectations only. ‘Performances for tourists arise, of course, 

from within the local cultural matrix, but all performances are ‘new’ in that the 

context, the audience, and the times are continually changing’ (2005, p. 5). He 

explains the existence of border zones which are located in an actual place in the 

world but have been created as a cultural imaginary or fantasy. These places are 

not showing real life cultures, but constructed theoretical ones. ‘In the border zone 

each group knows its part in the touristic drama. It is like a hospital setting in which 

the patients are compliant, the nurses caring, the doctors knowledgeable, and the 
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administrators efficient so the hospital works well as a system’ (Bruner 2005, p. 

18).  

The border zone is not fixed and can exist anywhere; both locals and 

tourists take account of the other in an ever shifting and evolving border zone of 

engagement (Bruner 2005). One example Bruner describes is the Mayers Ranch in 

Kenya where tourists can visit the Masai and drink tea on the Mayers’ lawn. ‘This 

site enacts a colonial drama of the savage pastoral Masaai and the genteel 

British”’(2005, p. 33). Bruner’s general experience is that these border zones are 

experienced as enjoyable by tourists (2005:60) so Yang and Wall (2009, p. 251) 

conclude that: 

 

‘Although previous studies have raised debate about whether a cultural product modified 

for tourists can have real “authenticity”, more recent studies have reported that tourists 

seem to appreciate staged performances and selling packaged cultural experiences does 

not necessarily undermine perceptions of authenticity’. 

 

Causes of this appreciation are the limited time of tourists, the wish to 

enjoy and relax during a trip, and the limited pre-existing knowledge of the visited 

culture. Tourists are often exposed to staged performances, but when these 

performances are done well, most tourists are satisfied with this staged authenticity 

and believe that they have had an authentic experience (2009, p. 251). The 

researchers conclude that authenticity is shaped by local values, stereotypes, 

personal feelings, concerns, experiences and commitments, the interaction 

between consumer and suppliers, and the social atmosphere. Authenticity is a 

relative, interpreted and socially constructed concept which has been negotiated 

among a variety of stakeholders that include both minority people and the tourists 

who visit them. 

Wang’s (1999) existential concept of authenticity seems to be linked to the 

constructive concept, but the important difference is that the first one is activity-

related while the second one is object-related. In the search for the degree of 
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authenticity within tourist experiences it is Wang’s concept of authenticity which is 

the most important one. This is because of the discussion whether toured objects 

are ‘real’, ‘genuine’ or ‘authentic’ or not are all purely based on tourists’ 

perceptions, and thus on ‘…a projection of Western consciousness’ (Bruner, 1991 

cited in Wang, 1999, p. 355). In order to measure authenticity in tourist 

experiences, it is therefore not important to measure the degree of authenticity of 

the object itself, moreover to measure the authenticity of the experience, that 

memorable tourist experience as defined by Gilmore and Pine (2007). 

However, this case study did not only focus on Wang’s existential 

authenticity, but also on the definition of authenticity in connection with the 

community-based tourism project in Vicos as a toured object (essentialist, 

constructive or negotiated authenticity). 

 
 

Scaling Memorable Tourist Experiences 
 
In order to measure not only the tourist experiences itself, but also the memories 

which are significant in relation to the search of authentic experiences within the 

experience economy (Pine & Gilmore, 1999 and 2007), Kim et al. (2010) 

developed a scale to measure Memorable Tourist Experiences (MTEs). These 

days it is not enough to measure satisfaction and quality alone in order to give an 

adequate description of the experiences tourists seek, as Kim et al. (2010) believe 

that the MTE represents the new standard in tourism. For example the research of 

Ooi (2005) on tourists’ different interests and backgrounds which led to diverse 

interpretations of a single tourist product, tourists’ different moods, personal 

feelings and with that different experiences shows that ‘Even if all tourists say that 

they enjoyed themselves during an experience, it does not necessarily mean that 

they all had the same existing and memorable experiences”’ (Ooi, 2005 cited in 

Kim et al, 2010, p. 2). As a consequence, research on tourist experience has 

shifted from the objects themselves to the tourists’ subjective interpretation on the 

meanings of those objects (Uriely, 2005 in Kim et al. 2010, p. 2). 
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After reviewing research on tourist experiences, Kim et al. focused on 

memory research and found various factors which influence the memorability of an 

event. These included affective feelings, cognitive evaluations and novel events 

and listed sixteen potential constructs of MTEs. After their data collection and the 

refinement of the measurement scale, seven scale items, with twenty four 

indicators, remained: hedonism; refreshment; local culture; meaningfulness; 

knowledge; involvement and novelty, regarded as important components of the 

tourism experience which affect a person’s memory (Kim et al., 2010). Although 

they conclude that they have successfully developed and validated a MTE scale, 

the data were collected using convenience sampling at one university in the USA. 

The limited ability to generalize the study results is consequently undeniable But 

despite this limitation, it was decided to apply the measure to a Dutch group of 

generation Y tourists who visited the tourist product Vicos in Peru, in order to 

measure the memorable tourism experiences. 

 
 

The Tourist Product of Vicos 
 
The province of Ancash is situated at the north of the province Lima and counts 

more than one million inhabitants. The city Huaraz is situated in an Andean valley 

which forms an agrarian centre for grain, potatoes and corn. The area is popular 

among (inter)national hikers and mountaineers who want to climb the tropical 

mountain range Cordillera Blanca and Negra. The highest mountain is the 

Huascarán with 6,768 meters in the Huascarán National Park, which is listed on 

the UNESCO World Heritage List. The small community of Vicos is sited on the 

outskirts of the HNP, but a part of their property is actually situated within the park 

itself.34  

 
3 For a map of Peru showing Parc Nacional Huascarán (Huascarán National Park) see: 
http://www.youthinternational.org/images/map-peru.gif 
4 For a regional map and location details of Vicos see: 
http://nona.net/features/map/placedetail.2186124/Vicos/ 

 

http://nona.net/features/map/placedetail.2186124/Vicos/
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The Vicosinos have been living in Vicos for centuries and experienced a 

long period of exploitation and misery which started after the colonization by the 

Spaniards. From 1594 to 1957 Vicos was owned by many different landlords who 

treated the Vicosinos as slaves. In 1957 however, the situation changed drastically. 

The Cornell University in Ithaca (USA) started the Peru-Cornell project Vicos. 

Through this project the Department of Indigenous People investigated what 

influences new agricultural techniques had on ‘less-developed’ farmer communities 

such as Vicos. Although the university had good intentions, the pressure from Lima 

increased and the city of Huaraz needed to sell the land back to the community of 

Vicos. The community of Vicos bought its independence finally back in 1962 after 

centuries of oppression by others.  

The community has been passing on its customs, religion, legends and 

stories for centuries now. They believe that the Apus, the gods of the mountains, 

have donated the land to the villagers and that God has blessed the community of 

Vicos. The villagers are the conservators of knowledge which makes it possible to 

regenerate life and to survive in the Andean mountains. It is their missions to live in 

harmony with nature, with everything the Apus have donated. 

An NGO started a community-based tourism project in Vicos in 1999. 

Seven basic tourist lodges with beds, cold water and compost toilets were built on 

the field of seven Quechua families within the village Vicos. The first tourists were 

welcomed in May 2002 and nowadays this small-scale project receives almost a 

hundred international tourists a year. 
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Plate 1: Landscape in Vicos (Source: author photo) 

 

 

Plate 2: Tourist lodge (Source: author photo) 
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Plate 3: Preparing potatoes (Source: author photo) 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Plate 4: Tourists and local people (Source: author photo) 
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Plate 5: Local and tourists in a dance performance: Negotiating authenticity                  

(Source: author photo) 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
 

Plate 6: Negotiating authenticity: experiencing home life (Source: author photo) 
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Plates 7 & 8: Traditional gendered division of labour (Source: author photos) 
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Plates 9 & 10: Interacting with local inhabitants (Source: author photos) 
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Authentic Vicos: Tourist Experience-Related 
 
‘Previous visitors praise the great hospitality, the authentic culture and its beautiful  

surroundings. Vicos is the experience that today's curious traveller is looking  

for!”’ (RESPONS, 2011). As one tourist stated: ‘This home stay turned out to be 

one of the most authentic experiences I had during my stay in Peru’ (RESPONS, 

2011). 

Since these quotes are all related to tourist experiences that were authentic, Vicos 

suits Wang’s (1999) existentialist concept of authenticity in which people 

experience an existential state of being that was activated by tourist activities 

organized by the community of Vicos. 

 

 

Authentic Vicos: Object-Related 
 
Although the community presents its tourism product as authentic as in the 

essentialist concept of authenticity, observations have shown that the tourism 

product has been changed in order to meet the wishes of visiting tourists. In this 

Andean community tourists consequently experience mainly staged authenticity 

(MacCannell, 1973) from an essentialist point of view, Tourists eat for example, 

traditional Andean potato meals however, these meals have slightly been adjusted 

to Western tastes. 

Other staged elements are visits to craftsmen, listening to myths and 

watching performed rituals (Cornelisse, forthcoming). According to the essentialist 

concept of authenticity, the tourist product of Vicos is therefore inauthentic. On the 

other hand, according to the constructivist concept Vicos is indeed a good example 

of an authentic tourist product. The conclusion of the first negotiated concept of  

authenticity (essentialist and constructivist) is that Vicos finds its balance between 

genuine authenticity and the adjustments in order to create some level of comfort 

that tourists wish or expect to have during their stay in an Andean village as Vicos. 
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Authentic Vicos: Experience- & Object-Related 
 
The second negotiated concept of authenticity is a combination of the existentialist 

and essentialist concept (Chhabra, 2010). In this negotiated concept the objective 

authenticity (essentialist) tries to meet the subjective experienced authenticity 

(existentialist) (Chhabra, 2010). This concept advocates a pure subjective ideology, 

where subjective negotiation of meanings define authentic experiences (Chhabra, 

2010). Given that the tourist product of Vicos can be noticed as inauthentic from an 

essentialist point of view and as inauthentic, depending on the tourist experience, 

this negotiated concept of authenticity is not relevant to this case study. 

 

 

Researching authenticity in Vicos: Memorable Tourist 

Experiences 
 

In order to be able to answer the main question a case study was carried out 

among Dutch students at the NHTV Breda University of Applied Sciences in the 

age of 19 – 23 years who visited Vicos as tourists during field trips in 2010 or 2011. 

The survey was anonymously distributed via internet to thirty five students, based 

on the framework proposed by Kim et al. (2010). The themes of the survey were 

linked to the seven domains relevant to measure Wang’s existentialist concept of 

authenticity (by measuring the I) tourist experiences and II) memories, using likert 

scales. 

As table 1 shows, all domains were clearly valued as memorable, there 

was strong agreement on the themes related to the domains of hedonism, novelty, 

involvement and local culture. All students who visited Vicos in 2010 and 2011 as 

tourists agreed that their stay as a tourist in Vicos was the highlight of their field trip 

to Peru. It was indeed an once-in-a-lifetime experience and the uniqueness of this 

tourist product made it that memorable. Refreshment though, was the only domain 

which was not valued as memorable; all these theses were most often answered 

with neutral. 
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Table 13: Factors and scores, adopted from Kim et al. (2010, p. 8) 

 

As can be seen, the stay in Vicos was a memorable tourist experience for 

all generation Y tourists who participated in this case study. From an existentialist 

point of view, the tourist product Vicos can be valued as ‘authentic’. Of course this 

concept of authenticity fully depends on the memorable tourist experiences of 

individuals. 

After the MTE-survey, students were invited for an in-depth interview. The 

topic of authenticity was discussed in an informal setting with three students who 

visited Vicos in 2011. The aim of the in-depth interviews was to determine what 

they thought of the tourist product Vicos in connection with object-related 

authenticity. Although the stay in Vicos was very memorable the discussion 
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whether what they had seen was essentialist of constructive authenticity, returned 

during each interview: 

 

‘I am still wondering whether I really experienced the true local culture? I believe not. I saw 

some things which we did not experience during our stay, which actually play an important 

role in the daily lives of the villagers. Sometimes the villagers acted if they had nothing, but 

meanwhile they have a television and a mobile phone’. (Dutch student, 16th May 2011 

Author translation) 

 

All the participants in this research were aware of some inauthentic or 

staged authentic elements in the tourist product of Vicos, from an essentialist point 

of view. Despite this awareness all three experienced and remembered their stay 

as “a wonderful stay in an authentic community” (student, 16th May, Author 

translation). The tourists clearly did not mind the fact that the dishes were adjusted 

to their western taste, they enjoyed their visits to the craftsmen in the village and 

they certainly did not mind the fact that a table and chairs had been placed in the 

kitchen, specially placed for the tourists: “ knew that this furniture was there for us, 

because the host family was always sitting on the kitchen floor. Although the 

furniture was new and thus not authentic, I was rather pleased by the fact that I did 

not have to sit on that floor!” (student, 16th May, Author translation) 

As Bruner (2005) and Yang and Wall (2009) already had concluded, 

tourists can appreciate staged authenticity, because of their wish to enjoy and relax 

during a trip and the limited pre-existing knowledge of the visited culture. ‘Tourists 

are often exposed to staged performances, but when these performances are done 

well, most tourists are satisfied with this staged authenticity and believe that they 

have had an authentic experience.’ (2009, p. 251). Vicos is a good example of 

what Yang and Wall mean. 
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Chhabra’s (2010) conclusion on the preference of generation Y to 

experience a negotiated concept of authenticity, in which authentic products are 

modified to maintain tourist attention but keep strong traces on essentialist 

authenticity, definitely meets the wishes of the students who were surveyed and 

interviewed. This first negotiated concept of authenticity is clearly related to 

Bruner’s (2005) idea of border zones; these are located in an actual place in the 

world but have been created as a cultural imaginary or fantasy, thus as a tourist 

product. Vicos let tourists get familiar with constructed lives of selected villagers, 

instead of with the real live of any villager (Cornelisse, forthcoming). This was done 

in a border zone which was a genuine Andean village, instead of in a fake and 

especially made for tourists village with purely beneficial purposes. 

It is therefore true that generation Y not only demands for a constructed 

authenticity which meets their wishes for comfort to a certain degree, all 

participants who were interviewed stated that it was the fact that only parts were 

specially made for tourists that made this product that unique and thus authentic. In 

particular, the fact that the tourist product was exploited in a real border zone, in 

the Andean village with real Quechua inhabitants, qualifies it as an ‘authentic’ 

tourist product from a negotiated point of view. 

 
 

Conclusion 
 
The desire for experiences which are authentic has become an important 

mainstream in the tourism industry (Yeoman, 2008) and is in line with the current 

experience economy. This economy represents an economy in which consumers 

are looking for authentic experiences which are memorable (Pine & Gilmore, 1999 

and 2007). Authenticity in tourism (MacCannell 1973, Wang 1999, Chhabra 2008) 

can be viewed from two different perspectives, as I) object-related and with that the 

genuineness or realness of artefacts or events and II) as activity-related and with 

that as an aspect which takes part within human beings, signifying being one’s true 

self or being true to one’s essential nature (Steiner & Reisinger, 2006). tourists to 
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visit certain places. The traces with the essentialist authenticity at the same time, 

need to be strong in order to fulfil the desires of this upcoming market. 

According to Chhabra (2010) generation Y tourists, who were born 

between 1978 and 2000 and who will soon form one of the most important markets 

after the baby boomers, are keen on the museum concept of authenticity and with 

that on the realness of artefacts and events, instead on the constructive concept of 

authenticity, on products that have been strongly modified to entertain tourists. This 

means that Chhabra (2010) believes that this emerging market prefers the theory 

of the essentialist authenticity. Although, Chhabra admits that the first negotiated 

concept of authenticity, in which the authenticity of products are purely adapted to 

attract the attention of tourists, is necessary in order to create a desire among 

generation Y 

On the other hand, Bruner (2005) and Yang and Wall (2009) dispute this 

conclusion by stating that authenticity is something what has been socially 

constructed by different stakeholders. In tourism it is all about how tourists 

experience a certain tourist product or event, the essentialist or the first negotiated 

concept of authenticity Chhabra (2010) chooses is for that reason less or even not 

crucial. 

For the reason of this on-going debate on authenticity in tourism, a small-

scale case study was done in a community-based tourism project in Peru, in order 

to determine which concept of authenticity in tourism literature is most connected 

with Gilmore and Pine’s (2007) theory on the search for authenticity in the current 

experience economy, according to the perception of generation Y tourists. It 

measured the Memorable Tourist Experiences (MTEs) among Dutch generation Y 

tourists who visited the Quechua Indian community Vicos, described as a typical 

authentic Andean village in Peru., using the measure developed by Kim et al. 

(2010) This not only measures the tourist experiences itself, moreover it measures 

the memories that are related to these experiences and that are very important in 

relation to the desire to have authentic and with that memorable experiences. The 

scale measures MTEs by focusing on important components of the tourist 
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experience that affect a tourist’s memory, such as hedonism, refreshment, local 

culture, meaningfulness, knowledge, involvement and novelty (Kim et al., 2010). 

The study demonstrates that Dutch generation Y tourists experienced 

(activity-related perspective on authenticity) their stay in Vicos as memorable on 

especially six domains: hedonism, novelty, local culture, meaningfulness, 

involvement and knowledge. All tourists experienced the tourist product Vicos as 

unique and as a once-in-a-lifetime experience, it was an authentic and with that 

memorable experience. Only the domain refreshment was most often valued as 

neutral. This activity-related authentic experience was however influenced by the 

toured object. The object was qualified as authentic because of its good balance 

between essential authenticity due to its genuine border zone (homestays in an 

existing community) and constructive authenticity, the adjusted elements within the 

homestays to meet the tourists’ level of comfort. This means that the tourists in this 

case study valued the first negotiated concept authenticity as positive. 

In other words, in the search for authenticity in the experience economy of 

Gilmore and Pine (2007), this case study demonstrates that Vicos is one good 

example of what is meant with authenticity in the present-day experience economy, 

according to the perception of generation Y tourists: the participants showed that 

they appreciated their individual memorable tourist experience (existentialist), 

which was influenced by the first negotiated concept of authenticity (essentialist & 

constructive). Although the participants realized that some parts of the tourist 

product were false in their opinion, the genuine border zone qualified the tourist 

product Vicos as authentic and with that, their experience in Peru. 

Although this study was based on a small sample, the mixture of quantitative and 

qualitative methods have resulted in a study which has potential: it raises a number 

of issues concerning perceptions of authenticity among younger tourists that could 

usefully be explored with a wider and more generalizable sample. 
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