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ASSOCIATION FOR TOURISM
AND LEISURE EDUCATION AND RESEARCH

Association for Tourism and Leisure Education and Research

ATLAS was established in 1991 to develop transnational educational initiatives in tourism and
leisure. ATLAS provides a forum to promote staff and student exchange, transnational
research and to facilitate curriculum and professional development. ATLAS currently has
members in about 50 countries.

The objectives of ATLAS are:

» To promote the teaching of tourism, leisure and related subjects

» To encourage the exchange of staff and students between member institutions

» To promote links between professional bodies in tourism, leisure and associated
subjects and to liaise on educational issues, curriculum development and professional
recognition of courses

» To promote transnational research which helps to underpin the development of
appropriate curricula for transnational education

ATLAS promotes links between member institutions through regular meetings and information
exchange and its main activities are: organising conferences and Special Interest Group
meetings on issues in tourism and leisure education and research; organising webinars,
providing information services and publications, including the ATLAS mailing list, ATLAS
website with member portal and the yearbook ATLAS Reflections and the organisation of and
participation in transnational research projects, for example on cultural tourism and sustainable
tourism.

ATLAS is also represented at regional and local level by sections such as ATLAS Europe,
ATLAS Asia-Pacific, ATLAS Africa, ATLAS Latin America and ATLAS Middle East. The
regional sections of ATLAS have developed their own programme of activities and publications
to respond more closely to the specific needs of members located in these regions and those
with related research interests. Membership of ATLAS regional associations and special
interest sections of ATLAS is open to all ATLAS members.

ATLAS membership is open to bona-fide educational institutions and professional bodies with
educational, research or professional interests in tourism, leisure and related areas. The 2021
annual fee for ATLAS full members is € 325. For organizations situated in countries in Central
and Eastern Europe, Africa, Asia and Latin America the fee will be € 200. Patron members pay
a fee of € 500.
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The benefits of membership are:

* Regular mailings of information, including updates on ATLAS projects, conferences,
meetings, publications and other activities

* Access to the ATLAS Member Portal on Internet with exclusive access code

» The annual ATLAS conference, which provide an opportunity to network with other
members

» Conferences organised by regional associations, such as ATLAS Asia-Pacific and
ATLAS Africa

» ATLAS members can participate in a wide range of projects run by ATLAS in the areas
of tourism and leisure education and research

* ATLAS members are listed on the ATLAS homepage, giving teachers and students
easy access to information about your institution via Internet

* ATLAS members have access to research information gathered through ATLAS
international projects

» Distribution of information about your programmes, projects and products via the
ATLAS mailing list

* ATLAS members are entitled to substantial discounts on ATLAS conference fees and
selected ATLAS publications

For more info, please visit the ATLAS website at http://www.atlas-euro.org
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Introduction

Tourism 21: Re-building Tourism — Continuities and Changes

It is clear that the year-on-year growth of global tourism has been dramatically brought to a halt
by the Covid-19 pandemic. For probably the first time in history on such a scale world travel has
been brought to an almost complete standstill. The consequences of this are being felt by
destinations at national, regional and local level with businesses and communities struggling to
deal with the unprecedented decline in tourist numbers.

Tourism stakeholders, from governments, state tourism organisations, transport operators,
destination management organisations and attraction managers to accommodation owners,
small businesses, local communities and prospective tourists themselves, are all preparing
themselves for a process of re-building global tourism. However, this is also a period of
reflection for all the many different sectors that comprise international tourism as they consider
how they will need to adapt to a covid / post-covid future and how it will be shaped by new
realities in tourist demand and tourist behaviours.

Tourism 21 seeks to generate debate and discussion amongst and between academics, policy
makers and practitioners regarding expectations, prospects, policies, plans, ideas and initiatives
for the re-building of global tourism. We invite conference participants to consider the future of
global tourism from international, cross-cultural and multi-disciplinary perspectives.

@TLAS 1



From the top of the bell towers. An approach between tourism and soundscape

Guilherme Ferreira Rodrigues
University of Girona

Spain

quil3fr@yahoo.com.br

Maria Dolors Vidal Casellas
Silvia Aulet Serrallonga

Sound has a strong presence in our daily life, it can be produced by nature or artificially, by
man. Since the Middle Ages, the sound of the bells, made through the hands of the bell ringers,
has been present in the rural and urban space of the communities. This way, the bell ringer has
become an important element to communicate the message with the ringing of bells, marking
the time and warning of events. However, with the different changes in society and in the way of
communicating, the figure of the bell ringer ceased to be notable and other forms of ringing the
bells appeared. Integrated into this context, the present work aims to make a study approaching
the theme of the soundscape to tourism, through the relationship of the bell ringer with the
sound of the ringing bells, and to analyze what are the possibilities they offer to improve the
experience of the tourist, focused on the reality of Catalonia (Spain). This work is carried out
through qualitative research, using the participant observation method, semi-structured
interviews with the bell ringers, people involved with the bells issue and with the tourist activity.
In addition, the study of historical archives has been used and academic publications to support
the literary field. It is observed as a result of anthropological research and field work that
different practices have been identified such as visits to the bell towers, meetings of the bell
ringers, bell concerts, guided tours made by the bell ringers themselves, which are activities that
can be used to the tourism. However, the study showed that the bell ringer trade became
present over time in Catalonia, but with historical events and social changes there was a
rethinking of bell towers, losing the bell ringer trade in many places. Nonetheless, there are bell
towers that maintain the manual ringing of the bell ringers, still adding to a movement of
recovery of the bell practice in different parts of Catalonia, acquiring as the central axis the
safeguarding of intangible heritage. All in all, these considerations are authentic to relate to
tourist activity from another perspective, helping to expand opportunities to think about tourism,
providing a connection of the bell ringers' trade integrated into the soundscape space, calling
attention to the sensitivity of the tourists, who much more than seeing, can be heard and
through that visit and know the place.

Slow adventures for wellbeing

Sebastian Filep

The Hong Kong Polytechnic University
Hong Kong SAR
sebastian.filep@polyu.edu.hk

Jelena Farkic (University of Greenwich)
Steve Taylor (University of the Highlands and Islands)

This abstract reports on a research study that aimed to examine how outdoor adventure tour
guides facilitate psychological wellbeing of tourists, as their clients. Psychological wellbeing is
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defined both hedonically, as pleasure, and eudaimonically, as meaning or a sense of purpose in
life. The research sample involved ten outdoor guides who were involved in choreographing so
called slow adventure experiences for tourists in the Highlands and Islands of Scotland. These
adventure experiences are typified by activities such as stargazing, canoeing and similar
activities associated with mindful, slower passages of time. Slow adventure normally involves
small social groups and nearly always necessitates immersion in the natural world by tourists
and their guides. Unlike previous tour guide research that examined psychological wellbeing in
high adrenaline activities like skydiving, research on wellbeing in slow adventures is scant.
There is also a gap in understanding how adventure tour guides in natural settings influence
tourists’ wellbeing as much of previous research examined tourists’ perspectives on wellbeing.
This study has filled these important knowledge gaps. At a broader level the study adds to the
United Nations’ Sustainable Development Goal 3 on good health and wellbeing. The study
utilised semi-structured, in-depth, interviews with ten outdoor adventure guides. Adopting a
hermenedtic, interpretive approach to analyse the interview data, the results revealed three key
themes that emerged from the interview findings: quality time, as a predominantly hedonic
wellbeing theme, and two principally eudaimonic themes: flourishing through meaningful
moments and a sense of togetherness. Collectively the findings show that interpretations of time
in natural settings, meaningful moments and a sense of togetherness are all influenced by the
adventure guides to enable tourists’ psychological wellbeing. The slow adventure experiences
are highly immersive. They help the tourists re-establish their contact with the nature.
Theoretically, the research study adds to the literature in tourism and positive psychology (or
positive tourism), especially to the body of knowledge on mindfulness (sensitivity to context and
high levels of engagement) and savouring (a form of emotion regulation used to maintain and
extend positive emotional experiences). The findings on eudaimonic wellbeing also add to
current understandings of eudaimonic tourist experiences, as opposed to tourist experiences
characterised by fun and hedonism.

Can populist Communication help support the Fight to stop the Climate Crisis?

Harald Fried|

FH JOANNEUM - University of Applied Sciences
Austria

harald.friedl@fh-joanneum.at

Daniel Nutz (OGZ — Wirtschaftsverlag)

Wearing FFP2 masks could be "in individual cases ... even potentially fatal" (cit. by Kutzner,
2021), or "COVID-19 vaccines harm fertility or pregnancy " (cit. by Hendrix 2021). Such
excesses around Corona debates on social media give the impression that post-modern public
opinion-forming is reducing the former legitimacy of quality journalism to absurdity: It is no
longer the better argument based on carefully researched facts that counts, but the emotionally
moving message. The goal of public communication is not the search for the best solutions
based on scientific knowledge, but identification with moods (Bude 2017). The instrument of
"fake news", defined as "false stories that appear to be news, spread on the internet or using
other media, usually created to influence political views or as a joke" (Cambridge Dictionary
2021), is also used by political decision-makers. Right-wing populist politicians such as Matteo
Salvini (Italy), Donald Trump (USA) or Jair Bolsonaro (Brazil) deliberately use false claims to
influence public opinion in their favour. This also includes the denial of anthropogenic global
warming (Jylh& & Hellmer 2020). Populist messages give the impression of representing the
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