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faces

328 Index



“Bodily feelings”, 6
Bolognese dish, 155�156
Brand positioning, 60
Branding, 60
Brands, 60
Brazil, cacao farm in, 61�62
“Breadfruit tree”, 94
British Museum, 172
British Petroleum Trinidad and

Tobago (bp/TT), 98
Buckingham Palace, 181

Cacao farm in Brazil, 11, 54, 57,
61�62

“Cacao honey”, 64
Cafetero to Barista, 24�26
Calypso, 90, 96
Cambodia, 241
“Can opener”, 148
Canterbury Cathedral, 191
Canterbury Christ Church “Golden

Night” event, 189
Capital, 76

cultural and personal, 76�78
social, 76

Capitalism, 107, 203, 243
Caribbean countries, 96
Caribbean Industrial Research

Institute project (CARIRI
project), 101

Caribbean islands, 96
Caribbean region, 90
Carnival in Trinidad, 90
Catch-and-release recreational

fishing, 210�212
Cathedrals, 186, 192�193
Celebrating love, 85
Certificates, 170
Chaguanas, 91
Chamars, 100

Chocolate factory, authenticity of,
66

Chroma show (2017), 192
“Chromolithe polychromatic

illumination system”, 192
“Cinematic mode”, 195
“City of love”. See Verona
Citywide shows, 187
Cochrane’s theories, 196
Coconstruction model of culture,

115
Coffea plants, 24
Cognitivization, 185
Collective discourse, 221
Colombia-coffee coupling, 29
Commodification, 170
Communication, 55�56, 67

efforts, 55
marketing, 60

Communitas, 6, 48, 246
Community-based ecotourism, 203
Constructive and symbolic modes

of wilderness, 223�229
Constructivism, 4
Constructivists, 168
Consumerism, 203
Cooking process, 150
Cool authentication, 23, 37�38, 72,

182, 219, 220, 222, 232
“Cool” authenticity, 8
Corporeal body, 134
“Corrupting reality”, 184
Cottage Rathbaun Farm Co.

Galway, 139
Country-of-origin, 16
Country-of-origin effect (COE), 17
Crafts, 168
Crop Over Festival, 96, 97
Crumbling courtyard, 238
Cuff boom, 92

Index 329



Culinary tourism, 146�147
Cultural/culture

adaptations or development, 105
appropriation, 95
capital, 76�78
coconstruction model of, 115
decay, 105
geography, 241
heritage, 110
landscape, 45
mass, 243
piracy, 95
product, 93
responses, 196

“Cultural baggage” translocation, 91
Cultural tourism, 247

scholarship, 242

Darkness, 186, 195, 224, 235
Data collection and analysis, 62�64
Day-visits, 62�63
“De-reification”, 233
“Deep Time” light show, 194
Deontological ethics, 211
Deontology, 207
Destination

authenticity, 27�29
image, 18�29

Deuteronomy, 225
Dhantal, 100
Digital camera, 148
Digital natives, 172�173
Disney realism, 194
Disney World, 170
Disneyland Park in California, 4
Distanciation, 185
Drumming arts, 98, 100

East Indians, 100
Eco-fishing, 210

Ecocentric wilderness, 206
Ecotourism, 202�204, 208

authenticity debate, 206�208
NBT and ecotourism, 208�215
organizational framework to

incorporate ethics in, 205
philosophy, 207

Ecotourist Predisposition Scale,
206�207

Educational tourism, 208
Egocentrism in tourists, 247�248
Egoism in tourists, 247�248
Embodied performance of

photography, 130
Emotional/emotions, 208

attachments, 130
components, 65
intensity, 185

“Enchanted castles”, 194
Engine room, 93
Ethical use of animals, 204
European Interreg project

Cathedrales, 191
Evaluation, 120
Existential enactments of

wilderness, 229�234
Existentialism, 207
Experience, 56�57

attributes, 66
to marketing studies, 54

Experiential marketing, 54, 55, 59
Extractive tourism, 208
Extraordinary experience, 57

Facebook, 35
“Fake-to-real-to-fake” concept, 196
Fantasmagorie of magic lantern,

186
Fantasy of authenticity, 232�233
Festivals of light, 187, 189

330 Index



“First effective settlement”
concomitant, 91

First-order simulacrum, 193
First-order tourists, 244
Fishing, 206, 208

authenticity debate, 206�208
as ecotourism, 202�204
NBT and ecotourism, 208�215
organizational framework to

incorporate ethics in, 205
Focus group conversation, 154
Fondling, 75
Food, 42

authenticity, 152
food-elicitation, 146, 153, 160
tourism, 146

“Foodies”, 146, 151, 153, 162
Fortified historic cities, 185
Fourth-order tourists, 244
Freed Africans, 92
From Congo Drum to Steelband, 99
Frustration, 241

Game Ranger, 214
Gastronomic experiences

authentic Bolognese sauce
themes, 157

authentic food, 155�158
authentic “Hot Dog”, 159�160
authenticity, 146, 148�152
benefits of photo-elicitation,

149
interviews, 154�155
qualities to framing authentic

food, 151
questioning authenticity,

160�162
setting table, 153�154
study methodology, 147�148

Generated authenticity, 34

Geographic specificity, 151
Geography of tourism, 16
GIS techniques, 90
Global Ecotourism Network

(GEN), 202
Globalization, 150
Goldfish (Carassius auratus), 211
GPS techniques, 90
Grenada, 90
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