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Ruxandra Ana, University of Warsaw, Poland 

Cuban Rumba Beyond “The Tourist Gaze” 

 

Over the years, Cuba has successfully exported several musical styles and dance forms that have 

achieved international recognition and eventually became trademarks which frame the general 

perception of the country. This system of representation relies heavily on images of “authentic” 

dance and music that shape to a great extent the touristic modes of visualization and experience. 

 

I found this process to be eloquently illustrated by the rumba, a cultural phenomenon most 

intimately related to the core of Cuban culture and to its rich African heritage which still holds a 

crucial role in contemporary Cuba. The rumba, a dance complex that emerged in the 19th century 

in Havana and Matanzas provinces, has ever since carried great weight for the Cuban public, being 

one of the elements that define national identity, as well as an indicator of social conditions and 

attitudes regarding class, race and gender (Daniel, 1995). Throughout the years, it underwent a 

formalization process that generated a shift from a spontaneous, improvised form to one adapted 

for specific performance requirements, starting to slowly open up to the international market, 

mostly as a result of the government’s changing policies regarding tourism. One of the 

consequences of this process was the commodification of dance forms in an attempt to respond to 

touristic needs and demands, yet the peculiarity of Cuban dance culture is that it challenges “the 

tourist gaze” (Urry, 2002) by directly involving tourists in performances and dance events, 

absorbing them temporarily as part of the community. 

 

My research, based on one month fieldwork in Havana and Matanzas, investigates the discourse 

around Cuban rumba generated by its practitioners and, while analysing performance space and 

contexts, examines to what extent the shift from spontaneous manifestations to more elaborate 

ones has changed the discourse around one of Cuba’s most complex dance forms. 

 

 

Kumar Ashutosh, University of Delhi, India 

Music Tourism in India: A CASE STUDY OF KHAJURAHO DANCE FESTIVAL IN INDIA 

 

Music tourism can be defined as an act of visiting a destination in order to see a gig or festival. This 

kind of tourism is particularly important to cultural destinations 

Music tourism is based on main purpose of attending cultural and/or music festivals. Religious, 

pilgrimages and sporting events are excluded from the definition. Music tourism is one of the 

newest and emerging typology of tourism. Music tourism can be categorized under enjoyment 

tourism, as it involves travel of people to watch a music performance.  

Cultural tourism also rapidly expanded in the last decades of the 20th century, as art, literature, 

food, wine and music gained greater significance in shaping the evolving structures of niche 

markets. Tourism nevertheless remains inherently concerned with recreation and entertainment.  

In most contexts, music plays a certain role in tourism, if rarely a central one. However, there are 

key exceptions like attending a concert. 

http://en.wikipedia.org/wiki/Gig_(musical_performance)
http://en.wikipedia.org/wiki/Festival
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Music tourism is the feeling of the place –spots which acquire a meaning for creative genesis or 

death – as such we can also loosely link with some aspects of than tourism. No single or precise 

definition of a music tourist is possible – as it ranges from nostalgia to attainment of that ‘moshpit 

purity’ that every rock fan dreams of. For some it is a rite of passage – an emotional transition from 

youth to adulthood. 

Music tourism plays a part in enabling a wider comprehension of the world – as it usually embodies 

the rebellious, hot– blooded, and extreme characteristics of any culture In a nutshell, no one 

represents a tourist better than the mandolin-toting rambler on his journey towards discovery of 

nature, people and the starry eyed night sky under a bonfire discovering the world to discover 

oneself and as commonly said, music knows no barriers. 

Khajuraho Festival of Dances 

Khajuraho is a town in the Indian state of Madhya Pradesh, located in Chhatarpur District, about 

620 kilometers southeast of New Delhi, the capital city of India. One of the most popular tourist 

destinations in India, Khajuraho has the largest group of medieval Hindu and Jain temples, famous 

for their erotic sculpture. The Khajuraho group of monuments has been listed as a UNESCO World 

Heritage Site, and is considered to be one of the "seven wonders" of India. 

Around twelfth century few clans of  Bargujar Rajputs moved eastward to central India; they ruled 

over the Northeastern region of Rajasthan, called Dhundhar, and were referred to 

as Dhundhel or Dhundhela in ancient times, for the region they governed. Later on they called 

themselves Bundelas and Chandelas; those who were in the ruling class having gotra Kashyap were 

definitely all Bargujars; they were vassals of Gurjara - Pratihara empire of North India, which lasted 

from 500 C.E. to 1300 C.E. and at its peak the major monuments were built. The Bargujars also built 

the Kalinjar fort and Neelkanth Mahadev temple, similar to one at Sariska National Park, and Baroli, 

being Shiva worshippers. 

The city was the cultural capital of Chandela Rajputs, a Hindu dynasty that ruled this part of India 

from the 10-12th centuries. The political capital of the Chandelas was Kalinjar. The Khajuraho 

temples were built over a span of 200 years, from 950 to 1150. The Chandela capital was moved 

to Mahoba after this time, but Khajuraho continued to flourish for some time. Khajuraho has no 

forts because the Chandel Kings never lived in their cultural capital. 

The idea of using the temples as a backdrop to a dance and music festival has given this event a 

special character. It is a coincidence that the origin of all classical dances and music in India is from 

the temples. In ancient India dance styles were conceived, practiced in temples. The sculptures of 

the Khajuraho temples invoke and inspire the artists. The background music of the dances makes 

the festival a music festival also. It is the background music created by different traditional 

instruments,that added audio charm to the occasion.    

Khajaraho as a Tourist attraction  

Khajuraho temple complex offers a well-made light and sound show every evening. The first show is 

in English language and the second one in Hindi. The show is about an hour long and covers the 

history, philosophy and the art of sculpting of these temples. It is held in the open lawns in the 

http://en.wikipedia.org/wiki/States_and_territories_of_India
http://en.wikipedia.org/wiki/Madhya_Pradesh
http://en.wikipedia.org/wiki/Chhatarpur_District
http://en.wikipedia.org/wiki/New_Delhi
http://en.wikipedia.org/wiki/India
http://en.wikipedia.org/wiki/Tourist_destinations_in_India
http://en.wikipedia.org/wiki/Tourist_destinations_in_India
http://en.wikipedia.org/wiki/Medieval
http://en.wikipedia.org/wiki/Hindu
http://en.wikipedia.org/wiki/Jain
http://en.wikipedia.org/wiki/Temple
http://en.wikipedia.org/wiki/Erotic_sculpture
http://en.wikipedia.org/wiki/UNESCO
http://en.wikipedia.org/wiki/World_Heritage_Site
http://en.wikipedia.org/wiki/World_Heritage_Site
http://en.wikipedia.org/wiki/Bargujar
http://en.wikipedia.org/wiki/Rajputs
http://en.wikipedia.org/wiki/Rajasthan
http://en.wikipedia.org/wiki/Dhundhar
http://en.wikipedia.org/w/index.php?title=Dhundhel&action=edit&redlink=1
http://en.wikipedia.org/w/index.php?title=Dhundhela&action=edit&redlink=1
http://en.wikipedia.org/wiki/Bundela
http://en.wikipedia.org/wiki/Chandela
http://en.wikipedia.org/wiki/Gotra
http://en.wikipedia.org/wiki/Kashyap
http://en.wikipedia.org/wiki/Bargujar
http://en.wikipedia.org/wiki/Bargujar
http://en.wikipedia.org/wiki/Kalinjar
http://en.wikipedia.org/w/index.php?title=Neelkanth_Mahadev&action=edit&redlink=1
http://en.wikipedia.org/w/index.php?title=Baroli&action=edit&redlink=1
http://en.wikipedia.org/wiki/Shiva
http://en.wikipedia.org/wiki/Chandela
http://en.wikipedia.org/wiki/Rajput
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http://en.wikipedia.org/wiki/Hindi
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temple complex. The Khajuraho Dance Festival, held every year in February/March, is an 

opportunity for visitors to experience various classical Indian dances set against the backdrop of the 

Chitragupta or Vishwanath Temples.  

Khajuraho Festival of Dances  

The Khajuraho Festival of Dances draws the best classical dancers in the country who perform 

against the spectacular backdrop of the floodlit temples every year in February/March. The past 

and the present silhouetted against the glow of a setting sun becomes an exquisite backdrop for 

the performers. In a setting where the earthly and the divine create perfect harmony - an event 

that celebrates the pure magic of the rich classical dance traditions of India. As dusk falls, the 

temples are lit up in a soft, dream-like ethereal stage. The finest exponents of different classical 

Indian styles are represented- Kathak, Bharatnatyam, Kuchipudi, Odissi, Manipuri, and many more.  

Held every year from 25th February to 2nd March, every year Khajuraho Dance Festival takes place 

at the open-air auditorium in front of the Chitragupta Temple dedicated to the Sun God and the 

Vishwanatha Temple dedicated to Lord Shiva. They are situated in the Western Group of temples, 

which is the largest, well maintained and most easily accessible temple group of Khajuraho.  

Started regularly since 2002, this weeklong festival has already become legendary with its 

outlandish classical dance performances presented in a dreamlike setting of splendidly illuminated 

temples. Khajuraho temples present sculptures depicting various skills and arts of courtly love 

including dance and music in stone and what venue can be more befitting to hold the cultural 

festival highlighting the various classical dances of India. 

Some of the best artists and performers that have marked themselves in their fields come from the 

various states of India to participate in the festival and the performances including some of the best 

known dance styles such as the intricate footwork of Kathak, highly stylized and sophisticated 

Bharathanatyam, soft lyrical temple dance of Odissi, the dance dramas of Kuchipudi, Manipuri, the 

dance of rare and ancient civilization and Kathakali stage fights with elaborate masks. Recently, 

modern Indian dances have also found their place in the Khajuraho Dance festival. Along with the 

dance performances one can also see a number of craftsmen trading off their indigenous arts and 

crafts to the visitors. 

Recommendations 

Encouraging domestic level events might lure people into going in for the big stage. Currently, 

Rock Street Journal, the only publication media promoting pub gigs and college competitions, 

takes care of major publicity campaigns. But noticing the increasing inclination of youth – major 

companies like Levi’ sand Yamaha are trying to cash in on the adrenalin and have joined the 

bandwagon. Travel agencies and tour operators should try to forge some tie-ups with the 

organizers to facilitate ticket bookings – in Indian currency if possible. This would be further 

simplified if internet portals could come forward to condense the supply chain process. 

Major music festivals around the globe support camping facilities. However, big tent for large 

groups are a rare sight owing to the social structure in the west that hinges upon small groups or 

couples. Many operators around Rajasthan, Uttarakhand, Himanchal Pradesh and Kerala are 
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experts in this field and can lend a hand by promoting such events in the country – like the 

Mussorrie Woodstock festival a couple of years back that featured popular acts like Parikrama. 

The Scandinavian countries have been rather dormant in promoting these events, which are one 

of the biggest in the world. Apart from word of mouth publicity through blogs, these 

organizations could promote these events by inviting popular artists from their respective states. 

Quality research is needed upon the subject along with accurate data. This could be made 

possible through localization of research work. 

Conclusion  

Dance and music form an important component of culture which attracts tourists to particular 

destinations. Different ways of marketing non-material culture are followed, one of which is the 

staging of special cultural events to compensate for experiences. The Khajuraho Festival 

provides an example of this strategy. The Khajuraho Festival is an annual dance and music 

festival organized in Khajuraho during the month of March. This festival uses the beautiful 

temples of Khajuraho as a background setting to create a secondary attraction for tourists. 

Artists of national eminence are invited to perform. We can, with the help of local histories' and 

other relevant information about the Cultural heritage ‘in by up a list of the following: 

a) Main cultural events involving group or solo dance music performances specific to lucidity.  

b) Important artists, if any, involved in such performances and their availability, 

c) Main season of tourist inflow in your locality, 

d) The volume of foreign domestic tourists in these areas. 

 

 

J. Ballantyne, R. Ballantyne and J. Packer, University of Queensland, Australia 

Designing transformative music festival experiences to enhance visitor psychological and social 

benefits 

 
Attendance and participation at popular music festivals has become an important “rite-of-passage” 

experience for youth in many Western Societies. For young people aged 18-30, music festivals are 

the most widely accessed social music activity (Bennett, Emmison and Frow, 1999; Gibson, 2001) 

and their increasing popularity provides a unique opportunity for young people to engage with the 

arts, especially those who are unlikely to participate in “traditional” forms of music engagement. 

 

In Australia, there has been a dramatic rise in youth attendance at popular music events in the last 

5 years, from 40% attending at least one live music performance in 2005-2006 (Australian Bureau 

of Statistics, 2007a), to 68% in 2010 (Australian Council for the Arts, 2010). Yet little is known of 

why visitors (particularly youth) attend music festivals or what benefits they perceive they gain as a 

result of attending. Information of this nature is essential to inform the design of transformative 

visitor experiences encouraging repeat visitation and a long-lasting relationship between festival 

organisers and attendees. 
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This research explores visitor perceptions of psychological and social benefits facilitating 

satisfaction and thus repeat visitation at the Woodford Folk Music Festival in Queensland 

(Australia). Initial findings suggest that attendees report significant benefits across four dimensions 

of the visitor experience: the music experience, the festival experience, the social experience, and 

the separation experience.  Of interest is the finding that the ages of participants are associated 

with significantly different ratings regarding perceived value of the experience. Based upon the 

research findings, music festival management strategies are suggested to improve the design of 

transformative visitor experiences to better cater to the artistic, musical, social and psychological 

needs of attendees thereby increasing future perceptions of visitor satisfaction.  

 
 

Emília Barna, University of Szeged, Hungary 

Internalizing the tourist gaze: the strange union of folk music and alternative rock in Hungary 

 

With over 7.7 million YouTube hits at the time of writing, it is no wonder that the cover of 

alternative rock band Quimby’s ballad ‘Most múlik pontosan’ by the 23-year-old folk group Csík 

zenekar was listed by online music magazine Quart.hu as Hungary’s favorite music video in 2010. 

The song at the same time topped the Hungarian public service music radio station’s list of best 

100 songs of the past decade (based on listeners’ votes). Looking at the success of, on the one 

hand, further covers based on a similar pattern, involving folk musicians and popular rock/pop hits, 

as well as various alternative rock bands integrating folk elements into their music, we can observe 

that this is not necessarily an isolated phenomenon. It rather seems to fit into – or spearhead – a 

very recent trend that sees the integration of elements of folk music, often with the help of 

established folk musicians, and into the alternative rock scene that in part evolved from the 1980s’ 

underground counterculture. Csík zenekar themselves followed up their initial hit with several 

other similar covers, live performances featuring the singers of the relevant alternative bands, and 

most recently an album including the covers. But where does this phenomenon come from, and 

what are its implications regarding national popular music? 

 

My paper explores the ways the tourist gaze, aimed at spectacular elements of traditional 

Hungarian music (i.e. violins) as a perceived representative of national culture – is ‘internalized’ by 

Hungarian musicians and ‘fed back’ into the national popular music culture, producing music 

listened to by the national audience in similar ways to the tourist. During this process, the familiar 

is exoticised, the ‘national’ packaged and rebranded, yet it remains to be examined whether this 

essentially rewrites any of the boundaries of either the folk or the alternative genres.  

 

 

Jacob Meir Barsky, University of Hawaii Manoa, USA 

Musical Pilgrimage to the Japanese Periphery: A Case Study of the National and All-Japan 

Tsugaru Shamisen Contests of Aomori Prefecture 

 

Tsugaru shamisen, a Japanese improvisatory instrumental folk genre, developed in the far 

northeast part of Honshu (Japan’s main island) in the Tsugaru region of rural Aomori prefecture. 

Over the course of the 20th century, Tsugaru shamisen moved beyond its roots and developed into 
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a popular form of Japanese neo-traditional music that is commercially successful throughout Japan 

and often represents Japan on the world stage. However, Tsugaru shamisen maintains a 

connection to its past and continues to be a marker of cultural identity that evokes images of rural 

values, “folk” culture, and life in Japan’s peripheral north. 

In recent years, Aomori Prefecture and local musicians have developed Tsugaru shamisen as an 

important regional commodity by incorporating it into touristic spaces such as live performances 

on the Resort Shirakami Train, creating the Tsugaru shamisen Tourist Hall, and expanding annual 

Tsugaru shamisen festivals. These developments cater to domestic tourists on musical pilgrimages 

to “where it all began” or urbanites in search of an idealized rural Japan.  

In this case study of Aomori’s Tsugaru Shamisen National Contest and Tsugaru Shamisen All-Japan 

Contest, I use personal fieldwork experience, music recordings, and my background in 

ethnomusicology and tourism studies to gather insight into the motivations that drive local tourists 

to flock yearly to Aomori prefecture for its Tsugaru shamisen festivals and competitions. 

Furthermore, I illuminate how the presence of tourists helps contribute, create, preserve and 

shape the identity of these festivals and competitions. Lastly, I consider how the contest organizers 

choose to represent and portray Tsugaru shamisen identity, the local and national policies that 

dictate the practice of this genre, and how this contributes to the ongoing development of an 

imagined sense of place in Aomori. 

 

 

Linda Braun, Johns Hopkins University, USA 

“Every National Nuance Removed from Their Dances”? Dance Tourism in Germany, France, and 

Great Britain (1900-1930s)”  

 

Going out in the early twentieth century often began with a dinner in a restaurant; night revellers 

then moved on to cabarets or the cinema. Within such a chronology of night life, an inherent part 

was to visit dance halls. In this paper, I engage with dance tourism in and between Germany, 

France, and Great Britain from the beginning of the twentieth century until the 1930s by focusing 

on two aspects: narratives and memories of dancers who participated in dance tourism and 

practices in the dance hall. Firstly, I analyse discourses around dance tourism: Dancing in Europe 

and the United States was deeply connected to certain narratives and memories concerning the 

enjoyment in the dance hall and different spaces and cities. For example, Berlin was at the 

beginning of the twentieth century thought to be “a town to be shunned” but only a few years 

later, it was “a modern Babylon” for dancers and maintained this image until the 1930s. Secondly, I 

am interested in embodied practices in the dance hall. Although tourists and the local population 

enjoyed at the same time the same music, contemporaries from both sides of the Atlantic stated 

that “everybody […] easily can distinguish the nationality of the guests.” Although dances and 

music seemed to be universal, guests at dance halls detected differences between countries and 

certain metropolises concerning the dance styles and the performance of the music. Concentrating 

on these two aspects, my paper presents an innovative approach to think about the emergence, 

role and function of dance tourism in Germany, France, and Great Britain in the dance hall in 
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connection to the music. It also offers the chance to discuss to which degree music and dance 

culture were universal (or: globalized) or had specific characteristics at certain spaces or countries. 

 

 

Georg Braunschweig, University of Cologne, Germany 

Performing alternative authenticities: cover bands in Balinese tourist bars 

 

The island of Bali is well known for its popular tourist sites. Since the 1960s, when the Indonesian 

government opened the state to the west and promoted Bali as an international tourist 

destination, the policy of cultural tourism has officially been pursued. It is to protect local culture 

from corruption by global influences and at the same time to use it to meet touristic expectations 

(Picard 1990: 43-44). The encouragement of cultural tourism has helped to preserve music and 

dance traditions, but also to adapt them to western images of Balineseness (Miller & Williams 

2008: 399). 

 

Here I am focussing on a musical phenomenon that can hardly be labelled Balinese music and thus 

cannot be categorized as cultural tourism: live bands in tourist bars of the mass tourist places like 

Kuta or Sanur (Baulch 2007: 75). Usually, those bands are cover bands, which means, they are 

playing songs that are associated with other artists (Moorefield 2010: 292), and usually, the songs 

they are playing are well-known from the western charts. So the question here is: What is 

happening when western tourists in Bali are listening to music that is associated with the west or at 

least certainly not with Balinese culture, but performed by local musicians? Is it just an example for 

the westernization of Bali through tourism? 

 

I argue that if western popular music is an inherent part of the popular music consumed in 

Indonesia (Wallach 2008: 28-30) - besides a lot of other genres – local cover bands represent a 

different image of Balinese culture. I assume that cover versions are not mere copies or imitated 

renditions of original versions but that interpreters of cover versions can offer alternative versions 

of songs that are authenticated by the individual style of the cover musicians (Butler 2003: 14-15). 

If applied to the context of tourist bars, Balinese cover bands can be regarded as performers of 

alternative authenticities who are using western pop songs not necessarily to oppose the official 

policy of cultural tourism but to establish a strategy to give a different representation of Balinese 

culture; one that is not only referring to its cultural heritage but also to its modernity. 

 

 

Gilles Briand, Mission Bassin Minier Nord- Pas de Calais, France 

Music as intangible heritage: touring through minors musical tradition: The ‘Chain of Musical 

Practices’. A programme aiming at preserving the coalfield musical heritage of the mining culture 

through an innovative and unique touristic experience 

 

Applying for the Unesco World Heritage list, category of Evolutive Cultural Landscape, the Nord Pas 

de Calais coalfield  has been the energy for France for over 150 years. This massive production 

involved a specific landscape and a peculiar culture. The social backing has long been the corollary 

of this great industrial mechanism, allowing the emergence of cultural practices still vivd. 
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Harmonies and marching bands (traditional minors fanfares) have long been, and still are, an object 

of pride. They enabled people to practice, were a chain in the social network, sometimes lightening 

the boundaries of hierarchy in this harsh world mine, promoting the link between generations. 

 

Today, this tradition is a breeding ground for musical practice ; but it must also face the danger of 

desappearing. If the Harmonies performances are still an important event of the cultural season in 

many towns, the musicians pool becomes thinner and new repertoires are slow to appear. 

 

It is within this context that the bis 9-9 project must become the place where this tradition may 

find a second chance, dealing both with theory and practice :  

- Staged as a part of the heritage tour (speeches, pictures, video ...), the Harmonies materials will 

also be a permanent topic that allows visitors to (re ) discover the richness of the musical 

performances. 

- The Galery of sound will be both a experimentation and a experience. 

- The concert hall will also be equiped with a sound skin on the top of the main building : this 

equipment, the Metaphone, is an actual and very new music instrument that will promote this 

new place, as well as it permits to create new musical pieces. 

- The ‘Rutilants’ is an annual festival that revives the minors musical heritage and practices : brass 

bands from everywhere are coming to perform the traditional minors musical repertoire, plus 

are creating an new modern style by mixing different musical influences. 

 

 

Joshua Brown, University of California, Riverside, USA 

Flamenco Público: Tourism, Performance and Interactivity in Seville, Spain  

 
Flamenco music in southern Spain has long been the subject of highly contentious debates 

regarding tradition, modernity and authenticity.  Such controversies are rooted in issues dealing 

with stylistic orthodoxy, race, including racial purity, as well as social class and regional identity in 

Spain.  In this study, I will examine how flamenco culture in the Andalusian capital of Seville is 

affected by tourism as well as its recent recognition by UNESCO as intangible cultural heritage.  

Since expression within flamenco is largely based upon collective experience and reciprocal 

execution, I will explore how social relations, including articulations of community and identity, are 

manipulated and transformed by the omnipresence of tourists in performance venues.  Moreover, 

this paper will illustrate the ways in which artists and organizations negotiate cultural identities and 

delineate the possibilities for intercultural relations.  Rather than analyzing tourists and native 

Andalusians in “terms of separateness,” however, I will utilize the contact perspective espoused by 

literature scholar Mary Louise Pratt, which situates an interactive “copresence” within larger 

spheres of power and influence (Pratt 1992: 7).  Tourism is based upon the demand and supply of 

performed difference (Bruner 2005: 91) and very often the creation of “utopic spaces” (Ness 2003: 

12).  This study will explore how these expectations guide flamenco performances and determine 

how such spaces become jointly occupied.  In addition, tourism does not occur evenly in a 

metropolis, but is concentrated in particular areas around designated monuments, landmarks, 

neighborhoods and venues.  In this way, it silences parts of the culture and city in question.  This 

essay will focus on how flamenco performances that are crafted for tourists inevitably silence and 
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alter local conceptions of traditional cultural formations. Lastly, I will evaluate how tourist 

audiences locate flamenco performers within a wider scope of Spanish identity and nationalism.  

 

 

Grzegorz Brzozowski, University of Warsaw, Poland 

Music as a part of ritual-like performance: the case of European festivity 

 

The modern music festivals attendance is a phenomenon of increasing popularity; the level of 

dedication of some of its followers exceeds what could be expected from the regular tourist habits. 

It creates temporary communities despite the mobility of its attendants. The high level of 

participants' involvement could be however triggered by a particular function of music within the 

festival. 

 

The festive context could be interpreted as a part of the ritual-like performance, defined by Jeffrey 

Alexander as a fusion of symbolic scripts, choreographies, actors and audience. Which place within 

such performative structure can be prescribed to the music? Does the performance of music 

enable a particular mode of participation in the festival gathering? Does it evoke a particular line of 

musical tradition? This perspective would allow to see the role of music not only as a creating a 

particular liminality of festive context, but also building a community around particular "chain of 

memory". The case of Portugese Boom Festival represents a formula based on the genre of trance 

music; at the same time however it officially refers also to the tradition of former musical 

gatherings - shamanic Gnaua practices. 

 

I would like to address these questions by following the perspectives of neodurkheimian sociology 

of religion (Danielle Hervieu-Leger) and anthropology of performance (Jeffrey Alexander), which is 

a part of my PhD project at the Institute of Sociology, University of Warsaw. I would accompany my 

presentation with the visual material - the results of my field-work observation of few European 

festivals.  

 
 
Sarah Buckler, Durham University, UK  

Discordant Communities – musical tensions in imagining the future of marginalised communities. 

 

In surprisingly isolated areas of Sunderland are a handful of small communities that came into 

being as a result of the coalmining industry of the C19th. Now, with no reason for their continued 

existence the communities struggle to survive and residents are continually faced with a difficult 

and personally painful choice; to stay where their identities have roots or go to where there may be 

more opportunities. In these villages music has a profound impact upon the identities of residents 

and is woven into the fabric of their lives through brass bands and the folk tradition of the miners – 

and in the music there is a similar tension between the pull of the past and the possibilities of the 

future. This strong sense of musical identity and rootedness in a traditional musical past echoes a 

sense of ‘beleaguered identity’ that permeates these places; music lends a sense of security, a 

sense of rootedness, a sense of belonging in the midst of uncertainty, shifting and confusion. 

However, the music has become atrophied, with nowhere to play and its value being in a perpetual 
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re-evocation of a past that was better than whatever there is today. As such it has little purchase 

on the imagination and plans of those who try to regenerate the area, instead they focus their 

attention away from the isolated communities and onto a more youthful music they feel is more 

able to bring in the tourist pound. 

 

In this paper I will explore these themes using text, recordings and images to evoke the sense of 

place and isolation and demonstrate the ways that music and attitudes towards musical tourism 

are used to reinforce rather than resolve tensions. 

  

 

David Buckley, Tuvalu Academy of Further Education, New Zealand 

Kate Payne, Auckland University of Technology, New Zealand  

Opera as a Tourist Activity – Worthy of Research? 

 

Possibly the most niche of music genres, opera, in its professional production, is largely confined to 

permanent, purpose-built, large-scale, proscenium-arch venues which by necessity are almost 

invariably located in major city environments. However, opinions vary as to what constitutes opera. 

Equally there exists no universal definition of the term tourist – though sub-categories are variously 

well defined. Notwithstanding, even the most cursory consideration of geographic population 

distribution identifies opera as, at least partially, a tourist activity. However, the extent to which 

this is the case, how it became so and whether this is merely a contemporary, inconsiderable or 

short-term feature are yet to be identified. 

 

The fundamental question must be whether this is worthy of research. Whilst purists will argue 

that the augmented corpus of knowledge is reason enough for research, tourism is primarily an 

industry whose practitioners seek industrial application of research data. Consequently, while a 

demographic account of the proportion of opera-goers that count as tourists may be of some 

benefit to both opera companies and tourism operators, a motivational analysis of such a group 

might offer an insight into essential niche-market motivators. In particular, despite the relatively 

small size of this niche-market segment, its value, both in direct economic terms and also 

leadership (i.e. its potential to identify emerging trends), might be a further validation of 

consideration of such research. 

Through a review of related literature currently available, this paper aims to arrive at a working 

definition of proscenium arch opera tourism, identify the origins and longevity of (along with the 

major changes to) opera tourism, suggest parameters for identification of the proportion and 

classification of proscenium-arch opera attendees which count as tourists and argue the worthiness 

or otherwise of research into opera-tourist demographics and motivations. 
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Marco Camilli, Nelia Consulting, Italy 

Umbria Jazz: how a music festival can emphasize the spirit of a destination  

 

Umbria Jazz Festival born in 1973 as a roving festival around the region, and it was a sort of shock 

for a kind of music accustomed to be heard in a theater and small places; during the years the 

locations have changed, and now the festival it’s held exclusively in Perugia cutting the enchanting 

characteristics of roving-jazz-festival. 

 

The project aims to analyze the data related to the past two editions of the festival to try to 

understand the impact that he has on the Umbrian economy, culture, tourism in terms of arrivals, 

but also to analyze by an anthropological point of view the cultural effects produced by the 

"culture exchange" between local culture and tourists are visiting the Umbria Jazz Festival. 

 

To understand the possible connections between the music-tourist and the local culture (as 

intangible heritage) is certainly the primary goal of this paper, through the analysis of survey from 

the observatory on tourism besides highlighting the numbers of the event, focuses on socio-

demographic categories of tourists who attended the festival. 

    

    

Marc-Antoine Camp, Lucerne University of Applied Sciences and Arts, Switzerland  

Negotiating cultural and touristic valorisation of music in the making of the Swiss inventory of 

intangible cultural heritage 

 

During the last two years, Switzerland has invented the intangible cultural heritage on its territory 

by establishing an inventory of living traditions. Representatives from cantonal and federal cultural 

administrations, experts from the field of cultural studies, and, to some extent, bearers of cultural 

traditions and the general public discussed, selected and documented elements to be valorised 

according to the UNESCO Convention of intangible cultural heritage. In the course of the process it 

was agreed to favour the expression “living traditions” instead of the legal term “intangible cultural 

heritage” to point to the practical, performative, non-controllable aspects and the constant 

changes of culture. However, proposals representing such dynamic aspects like popular music 

festivals (Montreux Jazz Festival or Paléo Festival of Nyon) were not selected for the inventory, 

others from the field of European art music not even proposed.  

Such events are significant for today’s cultural tourism. But the selection group gave preference to 

musical expressions considered as “traditional” and utilized for current touristic marketing 

purposes. The well-known vocal expression “ranz-des-vaches”, for example, was included in the 

inventory, being a prominent element of the Alpine soundscape since the travels to Switzerland by 

the European cultural elite during the 19th century. The widespread practice of the “ranz-des-

vaches” today in Switzerland poses some fundamental questions relative to a touristic 

appropriation of cultural representations: Who owns a musical living tradition? Who are the 

bearers of such traditions in a society marked by mobility? How benefits from touristic activities 

should be shared?  

 



12 
Soundtracks: Music, Tourism and Travel, 6-9 July 2012, Liverpool, UK  
Accepted Abstracts 

   
The paper examines the negotiations in the course of the inventorying and the relation between 

cultural identification processes and touristic experience offers.  

    

 

David Cashman, Southern Cross University, Australia  

Music by Design: Implementing Tourist Music on Cruise Ships  

 

The touristic space of a cruise ship has been referred to as a ‘cocoon’, separating guests physically 

and culturally from the cultures through which they travel. There is some merit in the idea. 

Cruising, the fastest-growing sector of the tourism industry is safe, relaxing and non-

confrontational. It is the image of travel to exotic ports and cultures which is important while actual 

cultural contact is mediated to be short, safe and easily digestible. Onboard musical performance 

significantly contributes to this facade. Music-cultures visited are represented by local shows or 

onboard performances, broken down into popular-culture musical and visual signifiers and 

designed to be easily digestible. Other performances reflect the perceived ‘glory days’ of shipping 

in the 1930s. Still others emphasis the perceived high social status of cruise ship guests, while in 

reality cruise ships keep fares low and cater to all comers. To keep complaints to a minimum and to 

ensure lucrative repeat business, cruise lines deliberately remove anything confrontational, 

thought-provoking, ribald or ‘foreign’ (as opposed to ‘exotic’) from the musical product. This paper 

discusses music’s contribution to this touristic fantasy cocoon of the cruise ship. Interviews with 

and surveys by shipboard musicians, onboard management and head office staff provide context 

for analysis of the cruise ship musical product. The principle researcher’s notes from his time 

aboard cruise ships are also utilized. 

Cruise ship music does not represent reality. Instead, it creates a fantasy designed to entertain and 

reassure guests. Though they may be in foreign countries, they are safe and secure in familiar 

western surroundings, the only contact with the music-cultures through which they pass safely 

mediated by cruise lines. They may almost have never left home. 

 

 

Maria João Cordeiro, Beja Polytechnic Higher Institute, Portugal 

Music and the city: Fado in the tourist representation of Lisbon 

 

Fado, the ancient and distinctively melancholic lament-like song expressing sadness and longing, is 

worldwide known as Portugal's traditional musical genre. It has recently been awarded 

international importance: UNESCO has recommended it to be enshrined as World "Intangible" 

Cultural Heritage and a final decision on its international cultural meaning is soon to be announced.  

In the committee's statement issued in Paris, fado is described not only as a "genre of great poetic 

and musical versatility", but also as a singing with a "strong sense of belonging to Lisbon". Fado has 

therefore not only become a symbol of an entire nation, it has also been celebrated as "the 

soundtrack of Lisbon" and the "city's very particular musical style". In fact, a tourist experience of 

the Portuguese capital city is deeply attached to a fado experience, and a visit to Lisbon usually 

includes a visit to a fado club. 

 



13 
Soundtracks: Music, Tourism and Travel, 6-9 July 2012, Liverpool, UK  
Accepted Abstracts 

   
The present paper aims at analyzing the role played by fado in the tourist representation of the 

Portuguese capital city: drawing on several sources and mechanisms of tourist representation 

(guidebooks, postcards and films), it will attempt at exploring the way and, more importantly 

perhaps, why music becomes an essential feature of the tourist discourse on the city.   

 

        

Diane L. Cormany, University of Minnesota, USA  

Coachella Fans and the Co-Production of an Affective Destination  

 

Founded in 1999, The Coachella Valley Music & Arts Festival in the U.S. state of California has 

spawned a U.S. festival circuit that included 72 festivals at its height. Most follow the same model: 

a remote, usually spectacular location and an expansive line up that appeals to many musical 

tastes. Coachella fans are dedicated to the festival and its brand, and some of its most committed 

devotees participate on a message board that can be accessed from Coachella.com. I argue that 

despite its position as the largest U.S. music festival and its ownership by a subsidiary of the second 

largest concert promoter in the world, the Coachella festival attracts the type of loyalty typically 

reserved for independent local clubs. As a result, Coachella fans develop relationships with the 

festival and with one another that inspire unquestioning loyalty despite the growing costs and 

inconvenience involved in attendance. 

 

Using online message boards, dedicated fans interpellate Coachella as both music event and a 

specific place. They dream, scheme, and plan for the annual April festival year-round as a locus of 

pilgrimage. However, unlike other famed U.S. sites of musical pilgrimage, such as Graceland in 

Memphis, Tennessee, Coachella is a non-permanent location. It is constructed from a bare polo 

field in Indio, California, for just two weeks each year. Using literature from the fields of cultural 

tourism, fan studies, music scene studies, and cultural studies of place, I demonstrate how 

Coachella fans overcome this ephemerality.  Through online postings, the fans produce a place that 

exists year-round, unbounded by the festival’s temporality. I demonstrate how this “placeness” is 

integral to message board members’ affective relationships to Coachella and to one another. 

 

 

Nico Daswani, Asian American Arts Alliance, USA 

"Tradition, Artistic Transmission and Foreign Learners in Bali: The Making of Intercultural 

Heritage" 

 

This ethnography of the Cudamani Summer Institute, an intensive three-week immersive retreat in 

Bali for tourists to study Balinese music and dance with the master artists of the Cudamani 

ensemble, explores the process of artistic transmission. The thesis argues that a new pedagogy 

developed for tourists created heritage, understood as a mode of cultural production that creates 

something new that has recourse to the past. Through deep learning and public performance for 

a royal cremation, the tourists added value to Cudamani’s narrative of tradition, with its emphasis 

on teaching, innovation, and resistance to tourism. It is in the intercultural space of the 

Institute and performances it created that master artists of the Cudamani ensemble and the 

tourists created what might be called intercultural heritage. 
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Kelly Davidson, Dun Laoghaire Institute of Art, Design and Technology, Ireland 

Primitive European Rock and Roll: A Menacing Tour of the Homeless, the Marginal and the Dead. 

 

Described as ‘bourbon-soaked gypsy blues trash…’, ‘a musical mental hospital’ and ‘sleazy elevator 
music played in an incredible low budget porn movie,’ primitive rock and roll is gaining 
considerable following in the European underground. 

This eclectic cross-fertilization of alt-country, rockabilly, garage punk, Delta blues, gospel trash and 
funeral orchestra might be understood simply as consumer-orientated nostalgia for the retro 
sounds and styles of ‘rootsy’ Americana. Certainly, the acceptable ‘grassroots’ revival, inspired by 
the White Stripes, the Black Keys, or Seasick Steve, has proven viable for commercial cross-
promotions between Europe’s creative and tourism industries, and a growth area in niche music 
festival marketing. Here a music-from-the-margins has been recuperated and neutralised as a 
‘diverting spectacle within the dominant mythology’ (Hebdige1979: 94), offering a primarily urban 
audience a budget industry and platform for subcultural styles and postures. 

The self-consciously ‘stripped down’ impetus of European primitive rock and roll lays claim to a 
greater commitment to cultural and musical innovation, a proclivity towards critique of its own 
poses and traditions, and the notion of rooted identity itself. The hybrid sound is underpinned by a 
network of DiY record labels and home recording studios, based in geographically peripheral towns 
(Voodoo Rhythm, Switzerland; Motorsound, Northern Ireland), while practitioners are engaged in 
semiological guerrilla warfare against their enforced isolation. The disruptively unruly bands and 
their documentation of the freedoms and limits of marginality as producers and subjects of musical 
road movies reworks the demented visionary narratives and folkloric mythologies of Jim White’s In 
Search of the Wrong-Eyed Jesus (2003) or the stark documentary realism of John T. Davis’s 
(1980s/90s) search for redemption through music, travel and outsider subcultures. Their 
belligerent insistence on avoiding smooth production, lyrics and easy commercial appeal embody 
tactical repertoires of resistance (de Certeau 1984: 30) against the constraints of the music 
business and dominant European cultures themselves, thus foregrounding the emergence of newly 
glocalized identities and communities.  

 

Astrid D’Eredità, Italy 

Like frogs around a pond : Μεσόγειος/Mediterranean 

 

Kostis Maraveyas is definitely the real Mediterranean son: he has got a Greek name along with a 

Spanish last name; he was born in Agrinio (Greece) and grew up in Southern Italy, where he 

studied piano, harmony, counterpoint & fugue at the Conservatory ‘Niccolò Piccini’ of Bari. 

He is a composer and multi-instrumentalist singer-songwriter that sings in Greek, English, Spanish 

and Italian. But, most of all, he has a deep knowledge of the cultures of the mare nostrum. 

 

In 5th century b. C. philosopher Plato, describing peoples of the Greek sea, said: ‘Like frogs around 

a pond, we have settled down upon the shores of this sea’. Different languages, clothes and 

traditions, but a single origin and the same destiny for all. 

 

So Kostis, mindful of teachings of his ancestor, started a road trip to cities of the Mediterranean 

exchanging ideas and sounds with local musicians as well as jamming with them. Touring through 

traditions, he sailed from Athens to touch the shores of Southern Italy and climb up the Apennine 
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Mountains up to the Po Valley, playing music with musicians of Salentine Greece and refined 

composers like Vinicio Capossela and Ludovico Einaudi. 

 

The journey of discovery unfolds along Marseilles, Andalusia, Barcelona, to exceed the Pillars of 

Hercules and to discover scratches on the heart produced by Lisbon fado. And then again music 

notes mingle with Arabic influences in the Eastern Mediterranean, exploring Crete, Turkey and 

Cyprus.  

 

So far, the travel diary has become a music documentary called “Μεσόγειος” (“Mediterranean”) 

aired on Greek public television ERT but the experience has continued in January through Sicily, 

Sardinia and Corsica. In these days, as you can follow on Twitter (@maraveyas), the project is trying 

to unearth the deep roots of the music of Tel Aviv and Jerusalem, two separate worlds that 

perhaps only music could bring near. 

 

The proposed intervention aims to use music as a fossil guide to reconstruct the common history of 

Mediterranean people, on a perspective that considers sea as an element of union rather than 

separation between populations and cultures. 

 

 

Anabela Dinis and Margarida Vaz, University of Beira Interior, Portugal 

Regional Portuguese Music: A (tourist) journey with Michael Giacometti 

 

Besides Fado, the most worldwide known traditional Portuguese music, Portugal has a very rich 

regional folk music. Its richness stems from the great diversity of traditions along the country (in 

spite of its relative small size) as a result of the confluence of several influences from distant origins 

(Africa, Asia, other European countries) during its long history. The existence in Portugal of a very 

closed society during decades, especially in rural areas, and its non-permeability to the world´s 

fast-pace changes in the post-war era, facilitated the preservation of the ancient traditions and 

music. Its importance and survival is reflected in the new Portuguese World Music. One of the most 

important contributions for the maintenance of this heritage was that of Michael Giacommeti. This 

Corsican ethnomusicologist moved to Portugal in 1959, and during the rest of his life he traveled 

throughout the country making a systematic study of Portuguese folk music. In this paper we 

intend to develop a tourist product based on Giacometti journey through Portuguese folk music, 

which portray a rural Portugal in all its dimensions (beliefs, uses, gastronomy, activities…). This 

product will allow tourists to known the most unknown of Portugal - its rurality – in a deep and 

challenging way: contrasting Giacometti past experiences with their own present (tourist) 

experiences. 
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Mauro Dujmović and Aljoša Vitasović, University of Juraj Dobrila, Croatia 

Music Tourism and Commodification of Tourism Spaces  

 

Music and tourism have always converged in some way. Music sounds, scenes and 

performance events have encouraged people to visit geographical places in person, or travel 

to other places in an imaginary sense. Music tourism is a contemporary phenomenon and the 

outcome of new affluence and leisure time in the West. Music tourism is much more than 

mere memory and is becoming of greater economic significance. What were only recently 

simply the pleasures of a few, have become quickly commodified, as local and national 

authorities have recognised music tourism as an important means of generating profits. Music 

has also been used to represent and market places to potential visitors because of its ability to 

connect places with particular images and emotions. Tourism is simultaneously a social, 

economic, cultural and political phenomenon. It transfers capital between people and places, 

influences the social organisation of destinations, enables the revitalisation, preservation of 

cultural phenomena and creates new landscapes.  

 

Each of these themes are crucial to music tourism and will be examined in the paper. The 

overall aim of the paper is to examine the way in which music shapes tourist experience and 

how it contributes to the building of new kinds of economic and cultural networks. The paper 

uses the concepts of commodification and spectacle as a theoretical basis for understanding 

the marketing of the cities through music and the globalisation of local celebrations. 

 

 

Laila El Magary, Leeds Metropolitan University, UK 

What are the attitudes of the tourists and singers towards music performances in the tourist 

experience in Sharm El Sheikh, Egypt? 

 
The primary aim of my study is to focus on the tourists and singers experiences with music in 

Sharm El Sheikh's four, five and six star hotels. The relationship between the tourist and singer 

although an integral part of the tourist experience, has received so far too little of attention in past 

tourism and music studies. Therefore, this study will be constantly emphasizing the singer-tourist 

relationship. In other words, the purpose of this research will be to try to show that observing the 

singer-tourist relationship, could offer practical and insightful guidelines by which to understand 

music in the tourist experience. 

 

Even though my PhD research will consist of a critical study on past ethnomusicological studies, it 

will also be carrying sociological-anthropological approaches. In other words, observing other types 

of tourist interactions with music (e.g. the interactions between the tourists and different hotel 

settings in Sharm El Sheikh). Nevertheless, music in the tourist experience will remain as the main 

theme throughout the research. 

 

The singer -tourist relationship and interactions should be seen primarily as a tool kit for future 

prospective studies in sociology-anthropology and ethnomusicology. This ethnographic type of 

research will try to bridge the gap between the two distinct fields of studies on culture and music 
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and will hopefully, be an asset for those researching performance or practice (Distinction) theories, 

social change and post modernism, the flow of experience, songs, song writing, popular and world 

music.  

 

Using ethnography, qualitative and quantitative methods of research, visual anthropology 

techniques, as well as western and Egyptian popular songs, will offer me a better medium for 

understanding the micro issues (i.e. tourist and singers performances, interactions) and wider 

macro issues of power, class, taste, distinction and nationality. In turn, these will also allow me to 

explore whether there would be a need for a revival in marketing virtual tourism, specific 

destination related songs (as it was the case in the 1950's and 1960's), in order to encourage 

sustainable tourism development and positive experiences in different tourist destinations around 

the world including Egypt.  

 

Even though the study of the tourists and singers attitudes towards music performances in the 

tourist experience in Sharm El Sheikh’s hotels will partly reveal the real value and demand for these 

travel related songs, the travel agencies and international hotels voices, that would most probably 

sponsor such songs, will also have to be included in the study. 

 

 

Felicite  Fairer-Wessels, University of Pretoria, South Africa  

“The Domba Dance” as cultural ritual of the Venda tribe in South Africa  

 

The social expression of intangible heritage corresponding to day-to-day activities in initiation 

rituals of the Venda maidens is investigated with focus on the Domba (or snake/python) dance 

festival to commemorate this ritual. 

 

Initiation rites are an important part of attainment of adult life amongst the Venda, which 

culminates in the Domba dance. For girls the initiation lasts for three to nine months and takes 

place at an initiation school. Here the young girls are taught the value of cultural customs and 

beliefs.  

 

The principal dance they learn is the Domba dance or as it is sometimes called, the "python" dance. 

This dance imitates the movement of a huge snake as the girls move around the fire in a long 

sinuous line in a rhythmic rolling motion depicting the movement of a python. Their teeming song 

voices are accompanied with the strong beat of the Domba drums that are rhythmically played 

around the fire by their tutors. Traditionally the girls danced naked but today are scantily clothed 

and bare-chested with ankle bracelets. This dance may last for hours until the dancers are totally 

exhausted.  

 

Within the context of intangible heritage this study aims through non-probability sampling using 

‘information rich’ community-based respondents, to investigate the importance of preserving the 

intangible Domba dance ritual of the Venda tribe; also in terms of its tangible context, the sacred 

Lake Fundudzi with its mythical spirit of place, where the white python, the god of fertility lives, 

and the surrounding forest, as a natural heritage site. 
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The study attempts to assess the spatial nature of the Lake Fundudzi and valley region as a unique 

tourism product with intangible and tangible attributes; and propose sustainable and responsible 

tourism niche practices (i.e. cultural heritage tours incorporating mythical, spiritual and musical 

elements) with adjacent communities in the region.  

 

 

Katarina Feodorovic, University of Arts in Belgrade, Serbia 

Touristic potential of the International Music Competition"Davorin Jenko" for the development of 

cultural tourism in the municipality Rakovica - City of Belgrade 

 

The aim of this paper is to analyse the impact and potential of certain music competition and its 

possibilities for the development of cultural tourism in the municipality where it is held. Having in 

mind that in the last decade could be detected expansion of music competitions in Serbia, in 

numerous cities and towns, and that the visitors of many competitions are counted in hundreds, 

sometimes thousands, this study also addresses the specific question: what is required to 

participants and visitors of these contests stay in the certain city as tourists also, and not only as 

competitors.  

 

As a case study it is analysed the International Music Competition "Davorin Jenko" through which 

has passed 4500 competitors from 10 different European countries for the last eight years of its 

existence. The choice of this event determined serious approach to the organization of the 

competition, increasing number of foreign participants every year, and fact that it is held in one of 

the most neglected cultural municipalities in Belgrade - Rakovica. The municipality of Rakovica 

were through decades applied for industrial municipality, and in golden years were a strong pillar 

of Belgrade industry. After the collapse in 90's of all major factories, main purpose of Rakovica was 

lost. As there were no developments of any other important issues beside industry, today this 

municipality have a mission - to exploit new features and try to develop some different branches. 

 

The research is based on the hypothesis that International Music Competition "Davorin Jenko" may 

be the originator for the development of cultural tourism in the municipality of Rakovica and it also 

explores cultural potential of the municipality, as well as relations between two interested 

stakeholders - Competition Management and Municipality authorities. 

 

 

Robert  Fry, Vanderbilt University, USA  

Becoming a "True Blues Fan: Blues Tourism and Performances of Loyalty at the King Biscuit Blues 

Festival"  

 
Helena, Arkansas’s annual King Biscuit Blues Festival is a mass--‐produced event, where detailed 

schedules outline musical performances and regulate most aspects of the festival experience, yet 

many blues fans perceive their festival attendance as a homecoming and believe their actions have 

a significant impact on the host culture. Such a perception is largely thanks to festival organizers 

and local merchants, who provide fans with an illusion of locality through performances of intimacy 
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within the theatrical spaces of Helena’s backstage areas. Through intimate encounters with locals, 

places, and like--‐minded fans, festival attendants are encouraged not only to gaze at the local but 

also to temporarily become a part of it. The inclusiveness of the festival space reinforces notions of 

belonging by providing a theatrical space for realizing what it means to be a “true blues fan.” In this 

paper, I illustrate the importance of a perceived locality in the realization of a true fan experience. 

From the legendary blues musicians on the main stage to interactions with the local community, 

merchants, and musicians, opportunities for gaining insight into the host culture are abundant, 

providing a didactic component to the festival experience. I suggest that through such inclusive 

experiences, tourists move beyond the role of spectator and, in their assumption of true fandom, 

encounter a heightened blues experience, take on the role of the local culture, and become a vital 

part of Helena’s multifaceted blues tradition. Through such fan performances, Helena and its blues 

tradition are revived, ensuring the success of the festival, the survival of its host city, and a 

continued theatrical space for performances of individuality, community, tradition, and “true 

fandom.”  

 

  

Damiano Gallinaro, Italy  

Following Pearl Jam: A matter of Love and Trust 

 

What drives the fans of some groups to undertake long journeys to reach their favorite band from 

their place of residence, once they have already had the chance to listen the band close to home? 

What is the bond that develops between some charismatic bands and their fans? The reflections 

that follow come from personal experience, the brief "pilgrimage" following the Pearl Jam that me 

and my brother did in July 2010. 

 

The deep connection that was created during the years between the band and its fans through joys 

and deep sorrows (“the drama of Roskilde”), is analysed with strength, also in the recent 

documentary movie made by Cameron Crow (PJ20) for the twenty years anniversary of the Seattle 

band, which contains, in a deluxe edition, 90 minutes of questions to fans of the band on what 

binds them to the “five of Seattle”. Fans of PJ, Ten Club members, are an integral part of a 

community, a family which meets regularly at events and concerts offered by the band, not only in 

virtual reality, especially in the reality of the tour. On each occasion the concert becomes a “total 

social fact”, a rite to live collectively and intensively, a moment out of the world in a "state of love 

and trust", a time for sharing and recognition in which is possible to share emotions and memories, 

and to "live" the music and the social commitment of “the five of Seattle”. Through the stories and 

trajectories of the fans I also tried to imagine the impact of this community on the cities that hosts 

the concerts, assessing the impact of these pilgrims of rock. 
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Steven Garabedian, Marist College, USA 

“Blues Historiography and White Pilgrimage” 

 

As a distinct genre of African American music, the blues is at least a century old. The same goes for 

dominant blues historiography. Since the early 1900s, white collectors and enthusiasts have 

roamed the back roads of the U.S. South in search of “authentic” African American blues music and 

people. The long tradition of white historiography on the blues is one of race, class, and regional 

tourism, but it is neither static nor consistent. From early conservatives to New Deal liberals to ‘60s 

folk revivalists, white fieldworkers have embarked on their musical journeys with competing 

political investments. Whether right, center, or left, however, they shared a common impulse of 

discovery that took African American vernacular expression as something more than mere 

entertainment, or even art. Everyday black music-making, they held from their respective subject 

positions, was meaningful. It had the power to move bodies in rhythm and souls in spirit, of course, 

but it also had the power to reveal racial psyche or to redeem a nation astray. How is it that white 

pilgrims of rival political perspectives could find so much to share in vernacular black music 

tradition? How is it that white intellectuals of widely dissimilar training and outlook could find so 

much of high value in the “low-down” blues? This paper explores the apparent irony of 

contradictory faiths and consistent white pilgrimage in the twentieth-century history of blues 

research and writing. It traces a common theme of “romantic racialism” throughout dominant 

blues historiography, and it speculates about the implications for musical tourism in the twenty-

first century. 

 

 

Denese Gascho, York University, Canada 

Dancehall Queen: Junko Kado and The Reggae Transnation  

 

The case of Junko Kado, the only Japanese woman to win the Jamaican dancehall queen 

competition, highlights the effects of transcultural flows in contemporary Jamaican popular music 

culture. Jamaican music first traveled to Japan in the early 1970s. Its popularity mushroomed after 

the visit of Jamaican reggae superstar Bob Marley in 1979. Since then an indigenous reggae 

subculture has developed in Japan that feeds on new output of Jamaican street culture. Over the 

last forty years a steady stream of Japanese tourists have made pilgrimages to Jamaica in search of 

“authentic” Jamaican musical experiences. While other musical tourists are primarily drawn to Bob 

Marley and the roots reggae branch of the Jamaican musical tree, young Japanese musical tourists 

seek the inner cities of the capital with its pulsating dancehall scene. A growing body of work 

(Manabe 2010; Sterling 2006, 2010; Stanley-Naiah 2010) looks at Japanese indigenization of 

Jamaican popular music. These works briefly discuss the value of subcultural capital that the 

Japanese tourists gain through their Jamaican experience. This paper seeks to extend the debate by 

exploring the lacunae in the research: the effect of Japanese dancehall tourists on the Jamaican 

scene. Junko Kado’s win at the 2003 staging of the dancehall queen competition has had a ripple 

effect on all dancehall queens since then. Ms Kado learned how to be a dancehall queen from 

watching a Jamaican movie. I argue that formerly marginal groups in the North-South flow of media 

images are now aware that they too are being viewed. Their reaction to this glare can be said to 
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reflect the internalization of the conditions of their lack of power and control within a global visual 

system. 

 
 

Jan Gooren, Conservatory Maastricht & Zuyd University of Applied Science, The Netherlands 

The role of music in contemplative tourism 

 

The modern tourist is constantly looking for new experiences. Uniqueness, atmosphere and the 

quality of leisure time are getting more and more important.  This demand has led tot the 

emergence of new niche markets amongst which contemplative tourism. This type of tourism can 

be defined as a tourist experiential activity that leads to inner peace and balance and that is linked 

to the meaning to life. The suppliers of contemplative tourism products and services benefit 

especially from the growing need for authentic personal experiences and the desire to escape from 

the busy everyday life in order to contemplate on life in peace and quiet. 

 

Music can play a substantial role in contemplative tourism if the above mentioned needs are taken 

into account. If one wants to develop this element of the contemplative tourism product, it is 

necessary to define the characteristics of contemplative music genres. By this way the 

entrepreneur will be able to program music that fits into the nature, place and time of the product 

offered to the contemplative tourist. 

 

The paper will provide a typology of music styles and genres related to specific contemplative 

tourism products, e.g. sacred choral (Gregorian) music, vocal and instrumental music from the 16th 

until 18th century, classical instrumental music for piano and stringed instruments, compositions of 

the 20th century like Canto Ostinato (Simeon ten Holt) as well examples from minimal music, 

acoustic folk music from the Middle East, Africa, Asia, space music like New Age and Ambient 

music, meditation music and singer-songwriter. At the same time the interdisciplinary combination 

of music with art and poetry will be explored. 

 

 

Ivana Paula Gortan-Carlin and Ivona Orlić, Juraj Dobrila University of Pula, Croatia 

Musical and Tourist Brand of the "Istrian Music Road"  

 

Besides rest, a modern tourist seeks to indulge his senses in the intended destination. Such needs 

are expressed in the form of a search for authenticity of the destination. Music is a mass-

consumption art and can be divided into a number of genres (art, spiritual, traditional, 

entertaining). The paper analyses the use of native/authentic Istrian elements of music which are 

present across all music genres. The paper emphasizes and interprets the elements of creation and 

acceptance of traditional music in the present day. The authors pay special attention to traditional 

music and festivals held in Istria. They also raise the questions of originality/authenticity of certain 

festivals. On the basis of a research of the music audience, the conclusions are drawn whether 

tourists look for the authentic and to what level and what music content and genres they wish to 

find in the destination. Furthermore, based on the research, the authors present models of music 

itineraries, namely the "music roads" for the territory of Istria with regard to each music interest 
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area (music and art tourism, music and history tourism, music heritage tourism, music and spiritual 

tourism, music and entertainment tourism) thus creating a musical and tourist brand of the "Istrian 

Music Road". The authors also note a trend to distribute the musical events throughout the whole 

year in order to extend the tourist cultural offering. Is interesting to note the need for music 

created by the inhabitants of Istria outside the range of tourists, shows and events. The paper 

opens some questions: is the original authenticity losing its strength by being offered to tourists or 

is it this offering that keeps it alive? Do tourists want a pretend authenticity or the "real" one and 

can this be found? 

 

Anna Grega, Australia  

Music Mementos: back to a Rusyn future 

        

Intangible cultural heritage is not just a memory of past cultures, but can also be a laboratory for 

inventing the future (Koichiro Matsura, former UNESCO Director-General). This paper explores 

family Rusyn music/song heritage in the regional town Medzilaborce (Eastern Slovakia) and a 

musical imaginary ‘SCLAVI: Songs of the Emigrant’, devised by Farm in the Cave (Czech Republic), 

directed by a Slovak to international acclaim, and based on research from this Ruthenian heartland.  

 

This paper uses personal experiences of seven Slovakian visits between 2001 to 2010, a period of 

valuable ‘on the ground’ observations of Slovakia’s developing EU membership and subsequent 

cultural changes, challenges and achievements. These visits combined 25 years of Australian 

community engagement and audience development expertise with learning about Ruthenian 

heritage. 

 

Against the backdrop of Slovakian Idol, Eurovision and coffee shops repeatedly playing Western 

songs, a rich mosaic of traditional and contemporary music heritage and perspectives can be found 

in wide-ranging ambient settings eg outdoor garden concert at Stanica Cultural Centre, a rural 

village goulash barbeque, or large scale Pohoda and Trencin Castle festivals. 

 

This paper highlights potential needs and issues around ‘grassroots’ appropriation of traditional 

songs and unique heritage juxtaposed with reinterpretation, transformation and transport of this 

culture as contemporary products for new audiences.   

 

Can appreciation be raised for Ruthenian culture and cultural values successfully exchanged 

through productions such as SCLAVI?   

 

Is there a danger of a ‘cargo-cult-like’ approach to Rusyn cultural heritage in order to meet local 

and global markets’ interest in revenue-generating cultural exotic?   

 

What is the impact /return on investment for local villagers as research subjects?    

 

What is Rusyn cultural tourism potential for Kosice’s 2013 European City of Culture?   

How best can a Rusyn minority culture use music narratives and memory mementos to create a 

future as a valued part of Slovakia’s national brand? 
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Ivana Greguric  

MADE-UP ROCKERS, THE MEDIA AND TECHNO CULTURE  

 

The Greek word mousike primarily signifies that which belongs to the muses, the keepers of 

knowledge. Music was associated with the divine in many ancient traditions. It communicates the 

divine message of beauty, ethicality and the meaning of life in general. That same message remains 

with us today, despite the sense of loss of meaning and the prevalence of market economy, media 

manipulation and digitization on an everyday basis. The made-up rockers mock the essence of time 

itself. They sing about the media world and techno culture, exposing them for what they truly are, 

in their distinguishingly freaky way. This is how glam rock and philosophy cross paths to reflect 

upon the essence of time.  

 

The issues regarding media manipulation, robotization and loss of identity will be analyzed using 

lyrics of glam rock songs. They warn us that the media are watching us, invading our privacy 

(Saxon-''Watching you''), they control and seduce us (Scorpions-''Media overkill'', Ozzy Osborne- 

''Crazy train'', White Lion- ''If My Mind Is Evil''), they change who we are and lead to personal crisis 

(Sweet- ''Identity crisis'', A.Cooper- ''Pessi-Mystic'', The Tuff- ''Who The Hell Am I?''), they make us 

sell our souls (The Cult- ''Dirty Little Rock Star'', Van Halen ''Light up the sky'' ), they endorse 

immorality, false values and a meaningless existence (A.Cooper- ''Sex, Death And Money''). 

Modern, primarily, digital technology enabled interposition in the human organism, causing greater 

cyborgization (A.Cooper-'' Clones (We're All)'', ''Who Do You Think We Are''), (Scorpions-''Robot 

Man", White Lion- ''Transformers''). Although we are travellers in time (Scorpions- ''Are we 

travellers in time'') living on a brutal planet, (A.Cooper- ''Brutal Planet'') we have to fight for a life 

not entirely mediated by technology. The duty of philosophy is to question the spirit of the digital 

era and the media world. This, in turn, encourages us to acknowledge the true value of the made-

up rockers' rebellion. 

 

Paula Guerra, Faculty of Arts of the University of Porto, Portugal 

Following the scene! The pop rock music festivals as spaces of extended transactions in Portugal 

 

The proliferation of pop rock music festivals in Portugal in the last decade has allowed us to identify 

some dimensions of social change in the markets of culture and leisure in the Portuguese society. 

These festivals are characterized by flexibility, vehemence and impact. Flexibility due to the 

presentation of diverse musical projects and activities in a limited period of time. Vehemence 

because a range of the festival’s activities can be experienced in a single space. As to the impact, it 

can be measured at internal level (in the event itself), at a local level (country and city in which they 

take place) and by analyzing the festival’s program and the occurrence of similar events. Therefore, 

the repercussions that may affect the endogenous enhancement of innovative activities in terms of 

music production, dissemination of new projects, the promotion of the public’s loyalty or in its 

extension at inter-municipal, regional, national or international level, are key aspects to the 

strategic assessment of these events. At an exogenous level, there may be effects on the 

communities, in their local economy and its permeability to foreign countries and in the 

development of training programs or even in the structures for the reception of the artists and the 



24 
Soundtracks: Music, Tourism and Travel, 6-9 July 2012, Liverpool, UK  
Accepted Abstracts 

   
rental of equipment. Thus, the pop rock manifestations are increasingly mobilizing the interest of 

the emerging or consolidated tourist flows and this is even more important when the tourist 

predilections are traditionally anchored in traditional musical culture expressions, fado and 

folklore. It is within this axiomatic that we will analyze the Paredes de Coura Festival, as an 

autonomous temporary zone and an injunction opportunity for social and musical experimentation 

as it is attended by about 20% of foreign tourists. The analytical focus in this Festival will lead us to 

raise the subject of the formation of transitional communities, based on an awareness of similar 

tastes and the sharing of musical and social experiences built-in the international music and youth 

tourist flows. 

 

Murat GÜREL, Gazi University, Turkey 

Music Institutions of Bursa that is Turkey’s Culture and Tourism City-Contributions of the 

Institutions to City and Country Tourism in terms Music Communities 

 

Bursa, which is in the Marmara Region and one of the unique and the richest places regarding 

historical, cultural and civilization aspects, became the capital of Turks under the Ottoman Empire 

in 1326 after it had hosted Bithynia, Roman and Byzantine Empires since BC 5000. Bursa has a 

distinctive identity through cultural heritage based on thousands years, as a result of the city’s 

monumental, religious, cultural and civilian structures, green nature, springs from Uludag 

Mountain and gorgeous buildings that have witnessed history, it has become an attraction centre 

for savants, artists, traders and travellers from all over the world in the past alike present. Bursa 

has become the most significant culture and art centre and numerous domestic and foreign 

tourists’ attention was drawn to the city since the Republic of Turkey has been established. In 

addition to museums, mosques, tombs, churches, synagogues, caravanserais, national parks, 

botanic parks, castles, coastal tourism, thermal tourism (thermal spring), speleological tourism, 

trekking, mountain walking, ski centres and forest camps, tourists are attracted most by dynamic 

music life in art sphere in the city. This paper analyses institutions and communities that constitute 

contemporary music life in Bursa. Institutions include Janissary Band, Classical Turkish Music and 

Symphony Orchestra Societies of the Ministry of Culture and communities include Turkish Classical 

Music Societies, Turkish Folk Music Societies, Gezek Communities and Folk Dance Communities. 

Internal structure of these institutions and communities, which cover constitute the city’s musical 

identity, is examined regarding mission, vision, member-soloist-chorist-performer characteristics, 

selection of repertoire and within the framework of their roles at national and international 

platforms. Contributions of these institutions and organizations to city and country tourism are 

presented in the conclusion part of the paper. 
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Jennifer Haack, Germany 

Rockin' all over the world: music tourism and the rock'n'roll tourist  

 

Nowadays one is surrounded by popular music constantly1 and as the tourism industry moves 

away from mass tourism, catering to the needs and desires of the individual2, leisure--‐based 

tourism is becoming more important of which music is evidently a part. 

 

Hence, one needs to understand the parameters that govern music tourism and the rock’n’roll 

(RnR) tourist, as trends and the media34 foster and construct the tourist gaze. This paper 

investigates RnR tourists’ motivation, information gathering, perceptions of built attractions, 

factors influencing authenticity as well as the potentiality of guided RnR tours. In this process 

academic literature was reviewed, 105 online questionnaires collected, and 13 field interviews out 

acted at Strawberry Field in New York City and Abbey Road in London. Despite the popular 

locations chosen, the paper considers artists across all genres of rock music with an emphasis on 

American and British 1960s--‐1980s RnR artists. The findings showcased that RnR is not seen as a 

direct religion--‐equivalent. Self--‐ identity and the collection of sub--‐cultural capital appeared to 

be a primary motivation for the youth, whereas the older generations are driven by nostalgia. The 

perceptions of built attractions are generally more positive than assumed. The same is applicable 

for guided tours that harbour great potential despite the importance of degree of fandom--‐ the 

main factor governing authenticity.  Furthermore, word--‐of--‐mouth, the Internet, and VFR are the 

main sources for information gathering, wherein knowledge gaps exist that create insider--‐

outsider situations. The conclusions drawn from the research are that little attention is given to the 

perceptions and needs of the RnR tourists, as this market is poorly understood. 

 

The research argues that more attention needs to be paid and more research needs to be 

conducted in various aspects as this will aid in successful leverage, targeting, and development of 

this market. 

  

       

Thorbjorg Daphne Hall, Iceland  

Academy of the Arts, Iceland The Music Festival Iceland Airwaves – A Key to Music Tourism in 

Iceland? 

    

The paper will shed light on how music can be employed to attract tourists to a place. The 

relationship between a city and music is complex and the objective is to analyse this relationship 

with the case study of the Music Festival Iceland Airwaves and Reykjavik City in Iceland. It is 

valuable to study the role of the Music Festival Iceland Airwaves in creating an official identity for 

Reykjavik City and what kinds of identities are involved. The festival was founded by the Icelandic 

airline Icelandair, which is its main sponsor with the City of Reykjavik. Its main purpose is to attract 

visitors to Iceland during low season and create an image of Reykjavik as a music city. The music 

performed at the festival ranges from commercial pop music (although the most commercial bands 

and artists are nowhere to be seen) to heavy metal, hip hop and dance music. The main focus, 

however, is ‘indie’ rock music but that is the musical genre, which has most widespread recognition 

abroad.  
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The main conclusion is that the festival is successful in attracting tourists to Iceland during low 

season as many people come from abroad especially for the festival. However, with increased 

influence of tourism on music, images of nature and national identity seem to have replaced city 

identity. This creates tension between the musicians and the music industry as the nature image, 

which originally appeared with Björk, is transferred to most ‘indie’ music. The music is therefore 

reduced to homogeneous ‘Icelandic music’. Another problem is arguably that the music presented 

at the festival is too diverse to brand the city as a music city such as Seattle, Goa or Liverpool.  

 

 

Daniel Hartley, The University of Liverpool, UK 

“Avoiding Proper Work for 41 years”: Probe Plus Records and Transition away from Formalised 

Space in Commercial Narratives 

 

The paper discusses redescription (Shackle 1979; Sarasvathy 2008; Ricouer 1990) of entrenched 

entrepreneurial narratives and the emergence of new images (Penrose 1959/1995) of musical 

opportunity that challenge their usual transition into formalised space. It begins by examining pop 

music history and bands like The Beatles whose commercial narratives nearly always suggest 

celebrity musical entrepreneurs discovering opportunity through the help of global corporations 

and draw them as epic entrepreneurial heroes (Hamilton 2002) very few can imitate. The usual 

narrative transition creates the assumption likely entrepreneurs are either rare “bombastic 

showstoppers” able to marshal their environment into submission or passively await identification 

from above before ascending. So entrenched are these narratives that they have remained 

probably the most central isolating mechanisms in musical business to this day. Using ethnographic 

study of a new beginning (Shackle 1979) called Probe Plus Records in Liverpool the paper then turns 

to examine new space and images emerging in which opportunity plots in contrast have them being 

created. It focuses on Probe Records omitting boundaries (Certeau 1984) usually defining musical 

product and the protagonist using his own travelling experience to orient purchases of so-called 

world music and other “hippy paraphernalia” that connect deeply with our musical experience. 

Probe mutated into a label but still lacked material resources and used money saving tactics 

(Certeau 1984) as coordinates in a story of entrepreneurial versatility (Penrose 1959/1995) in which 

the agents are revealed imaginatively recomposing constraint as incentive and style. Albums were 

folded by hand, adverts took swipes at nearby better endowed Virgin Records, King Kong was 

drawn tearing down Liverpool music. By referencing flesh and blood musical experiences usually 

excluded, installing filmic references and engaging with local humour the brand became firmly 

embedded in the nation's musical consciousness. While the normative commercial narrative, then, 

has entrepreneurs transitioning away from audiences to take up positions of withdrawn 

observation Probe Plus and its protagonist in contrast remain human, less epic and heroic. By taking 

citations from commonplace musical experience and eliciting social value through revealing the 

intense struggle of opportunity experience spaces open up in Probe's story we can read into and 

imagine ourselves as entrepreneurs. The connections with us remain intact and though Probe Plus 

celebrates its busiest year since 1986 does not transition into formalised space. The paper 

concludes by problematizing the institutional desire to identify discovered opportunities in 

entrepreneurial narratives at the expense of effacing stories of creation so many thousands of 



27 
Soundtracks: Music, Tourism and Travel, 6-9 July 2012, Liverpool, UK  
Accepted Abstracts 

   
tourists still travel to listen to and at risk of imitating formalised practice and narrative the paper 

disrupts.  

 

 

Jone M. Hernández, University of the Basque Country, Spain 

Look at “bertsolaritza” and feel the emocional Word. The Bertsolari film: opening the Basque 

heritage up to the World. 

 

This paper focus on bertsolaritza, a popular oral tradition placed in the Basque Country. 

Bertsolaritza has a very long history in Basque culture and, today, is one of the most powerful 

elements that helps to understand the ongoing discussion among tradition and (post)modernity.  

 

In the Basque context bertsolari is the person who sings “bertsoak” (pieces of poetry). Its 

perfomance is based on public improvisation. Words play a leading role but also music, even if the 

bertsolaria does not use any instrument. In fact they sing “a capella”.     

 

There are testimonies about bertsolaritza’s performances since long time ago but, 1802 year seems 

to be the starting point of contemporay bertsolaritza, because it was at this time when the first 

competition among two bertsolari was collected. From this date competitions are another core 

element in bertsolaritza’s definition. During decades different kinds of competitions have been 

taking part throughout the Basque Country, and today the every four years Basque championship is 

one of the most relevant events in the Basque culture. People from all over the Basque Country 

travel to Bilbao to see the final of this competition. In the one celebrated on 2009, 14.000 people 

come together. Asier Altuna film director were also there and he took this event as an starting 

point for his movie “Bertsolari” (2011).  

 

The paper wants to take this movie as an excuse to look at different aspects important for 

bertsolaritza but also, I think, for other oral (and musical) traditions around the world. In particular 

I would like to focus on:  

 

- New technologies and the way they help to spread identity 

- New technologies and the way they help to create a new discourse about “old” traditions 

- New technologies and the way they may help (or not) linking ideas about tradition and 

modernity. 

 

Related to the movie “Bertsolari”, I would like to focus on other elements, which are also important 

on the way bertsolaritza trys to develop new (renovated) imaginaries: television, Internet and so 

on.   
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Thomas Herscht, Mediacult: International Research Institute for Media, Communication and 

Cultural Development, Austria 

Austropop as Cultural Heritage   

 

Based on an empirical research on popular music in Austria, the paper investigates how Austropop 

has been conceived as an expression of collective memory and cultural heritage Austropop evolved 

during the early 1970s with a remarkable number of songs sung in a traditional Viennese dialect. 

This development in song writing and music making was labelled “Austropop” in 1971. 

Consequently, the narrative on Austropop, encompassing its most celebrated representatives 

Wolfgang Ambros, Georg Danzer, Reinhard Fendrich, and others, has remained influential up to the 

present day. This narrative on Austrian pop music, however, stands against the background of the 

two dominant Austrian narratives of classical music and folk music (Volksmusik), both of which 

have contributed significantly to the shaping of Austrian urban and regional identity and the 

national image as a whole (“Musikland Österreich”). 

 

In this sense, the presentation will be centred on the following questions: how are Austropop and 

its protagonists represented in diverse collective memory practices? How can different public 

commemoration strategies and its narratives be characterized in regards of Austropop? 

 

Theoretically, the study is informed by Burgoyne’s (2003) concept of collective memory and his 

distinction between vernacular, official and commercial memory. This distinction will be applied to 

explain the relationship between Austropop and each of the three concepts. In this talk we will 

focus on commercial and official commemoration strategies and discuss the impact and relevance 

of the phenomenon Austropop for touristic purposes. Furthermore, we will debate the significance 

of Austropop for cultural heritage discourses in Austria. Empirically, the paper draws upon in-depth 

interviews with (music) journalists working in Austrian mass media, official documents and reports 

on music and cultural heritage published by UNESCO, the Austrian Music Council, Music 

Information Centre Austria (MICA) as well as TV documentaries. 

 

 

Rob Horrocks, Birmingham Centre for Media and Cultural Research/ Home of Metal, UK 

The Internet as a resource for histories of music that give rise to tourist opportunities.  

 

Presentation of the material of music heritage is a complicated and nuanced process influenced by 

a multiplicity of factors, from the availability of funding to the time constraints of working towards 

a relevant anniversary or event. The agents involved in this activity are motivated to do so and lay 

claim to their ability to present this material from different positions. Such factors determine the 

heritage narratives that emerge. 

 

The Home of Metal online archive is one of many examples of similar activity presenting music 

heritage. Some of this activity is, like Home of Metal intended to link particular artists to their place 

of origin. Further examples are linked to individual artists covering their entire career. Other 

websites attempt to present heritage associated with disparate collections of artists who share the 

same place or origin.  
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This paper discusses examples of online music heritage practices that provide opportunities for 

structured and unstructured tourist pilgrimages. In the case of Home of Metal and Birmingham a 

2011 summer season of events can be seen as attempting to: “concretized connections between 

the specifies of place and the cities creative output” (Strachan, 2010, pg 2/3) where no such activity 

had previously existed. Home of Metal, and other music heritage activity considered in this paper 

construct places as worthy of music pilgrimage. 

 

   

Simon Hudson, University of South Carolina, USA 

Stefanie Benjamin, University of Calgary, Canada 

The influence of music videos on tourism  

 

In Cape Town, South Africa recently, English rock stars Coldplay filmed their new music video for 

the hit single Paradise. Nothing unusual in that, but the filming was encouraged and supported by 

the Ministry of Economic Development and Tourism. Understanding the importance that the video 

would bring to attracting future visitors to Cape Town and the global coverage it would receive, the 

City and Provincial authorities prioritized the relevant permissions for filming, and ensured the 

production ran as smoothly as possible. Cape Town officials were keen to point out that the video 

would be broadcast globally on MTV and other music video platforms, showcasing not only the 

talent of Coldplay but the natural beauty and vibrant culture of Cape Town and the Western Cape. 

This ‘placement’ of Cape Town in this music video, is an example of a growing trend towards 

leveraging the power of film in order to attract tourists – a phenomenon known as ‘film tourism’. In 

the past, the potential of film tourism was not fully recognized by Destination Marketing 

Organizations (DMOs) who rarely exploited the ‘destination image enhancement’ opportunities 

that exist through the medium of film. However, in the last decade an increasing number of film 

and tourism industry stakeholders have begun to work together with the dual goals of attracting 

film production and then capitalizing on the subsequent exposure. 

 

This paper will explore such collaborations between film and tourism, and focus in particular on 

music videos and the impact they have on potential tourists. Since the subject has yet to be 

addressed in academic literature, the paper will draw on marketing literature that discusses 

product placement, and tourism literature that addresses the subject of film tourism, and explain 

how music videos through imagery and emotion can motivate viewers to visit a destination.    
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Simon Hudson, and Rupert Hudson, University of South Carolina, USA  

The use of social media to attract and engage with music tourists  

 

The Internet has fundamentally changed the consumer decision process. In the past, consumers 

would start with a large number of potential brands in mind and methodically narrow their choices 

until they had decided which one to buy. After purchase, their relationship with the brand typically 

focused on the use of the product or service and nothing else. 

With the advent of the Internet and social media, a more nuanced view of how consumers’ engage 

with brands has emerged. As depicted in Figure 1, rather than systematically narrowing their 

choices until they have decided what to buy, consumers add and subtract brands from a group 

under consideration during an extended evaluation stage. Online marketers have coined the term 

“Zero Moment of Truth” (ZMOT) to describe the new reality where marketers have to compete for 

a customer’s attention online long before a purchase decision is made. After purchase, consumers 

often enter into an open-ended relationship with the brand, sharing their experience with it online 

through social media. The four stages of the 

consumer decision journey are: a) consider; 

b) evaluate; c) buy; and d) enjoy, advocate 

and bond. New media make the ‘evaluate’ 

and ‘enjoy, advocate and bond’ stages 

increasingly relevant.  

Figure 1: The New Consumer Decision 

Journey (based on Court et al., 2009)  

 

Using this model as a framework, this paper will explore how music festivals around the world are 

leveraging social media to engage with consumers through all four stages of the consumer decision 

journey. Using a case study approach, with data collected from both personal visits to festivals and 

in-depth interviews with event marketers, the paper will highlight best practices and show how for 

festival organizers, social media represents a tremendous opportunity to engage with music lovers 

and build lasting relationships – particularly attendees who are traveling large distances to attend 

events.  

  

 

Incoronata Inserra, University of Hawaii, USA  

‘Tourist Noise’ in Southern Italian Folk Music and Dance Festivals 

 

In Festivals, Tourism and Social Change (2006), David Picard defines the “global traveller” as 

someone who “neither expects nor seeks authentic festivals” (229). In this paper, I explore the 

current transformation (2000 onwards) of Southern Italian folk music and dance festivals into 

global tourist destinations, and especially as they attract global travellers.  
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Focusing in particular on the tammurriata festivals from the Naples area that I am familiar with, I 

illustrate how the dynamics of global display, and specifically through tourism, operate within the 

tammurriata revival both in Naples and in the city of Milan, a major port for both Southern Italian 

and foreign immigrants.  

 

Drawing on the fieldwork research I have conducted since 2007, I first briefly introduce some of the 

most remarkable changes brought by the increasing touristicization of the tammurriata festivals. I 

show how, within this globalized festival scene, the ethic of place embedded in the tammurriata 

moves from a local, rural, and religious setting to a global, secular, and migrant one. Then, I focus 

on the role of the global traveller, as he/she disrupts the traditional music festivals, thus 

challenging the tammurriata musical and cultural tradition and its ethic of place, while at the same 

time contributing to assert alternative gender and social aspects of the tammurriata. These aspects 

include the increasing women’s participation in the festivals as drummers, as well as the 

participation of Southern Italian and foreign immigrants in Milan’s festivals as a way to assert and 

share their cultural heritages.  

  

 

Fatme Ismailova, University of Derby, UK  

Why music matters? Impacts of music tourism on local communities and niche music festivals 

 

This study explores the impacts of music tourism on small communities. Existing research shows 

that music-induced emotions have been influential in creating travel preferences that have 

facilitated the development of a new type of leisure within the tourism industry (Cohen, 2001; 

Connell and Gibson, 2004). Emotions such as nostalgia, empathy, pleasure, escape and novelty 

(Juslin and Västfjäll, 2008; Scherer 2004) have boosted the creation of a variety of music tourism 

products (Connell and Gibson, 2007), the most popular of which are music festivals. 

 

Music festival have become a key tool in economic and cultural regeneration strategies of tourism 

places and small tourism destinations alike (Prentice and Andersen, 2003; Cohen, 2007). Existing 

research shows that the economic and socio-cultural impacts of summer festivals on both local 

communities and destinations are significant (Stone, 2011). However, to date there is insufficient 

literature on the impacts that music festivals held during off-peak tourism season have upon small 

rural communities. 

 

Using a mixed methods strategy and a case study design, this study has explored the gap in 

literature through the Four-Four Time Festival of Live Music, held each February in Buxton, a small 

rural tourism destination that relies on summer festival tourism as one of its main sources of 

income generation. This case study represents an exemplary and exploratory research on the 

economic and socio-cultural contributions that niche, off-peak, music festivals bring to small 

communities. Findings illustrate that careful festival artistic programming is not only the key in 

attracting visitors in low-season and stimulating local businesses' activity. It is also vital for the 

enrichment of the social and cultural capital of those rural communities, who attend (Maughan and 

Bianchini, 2004). In this sense, nostalgia was found to be another important reason for attendance.  

 



32 
Soundtracks: Music, Tourism and Travel, 6-9 July 2012, Liverpool, UK  
Accepted Abstracts 

   
This study demonstrates that low-season music festivals have the potential for extending the 

"tourism season" in small tourism destinations, but also argues that off-peak music festivals are 

more than simple tourism products bringing economic regeneration. They are ones that are 

capable of bringing significant positive socio-cultural impacts on the local communities that host 

them. 

 

 

Remy Jadinon, Royal Museum for Central Africa, Belgium 

The tourism initiation of bwiti in Gabon” 

 

This paper wants to draw attention to a quite creative phenomenon observed in Libreville, Gabon, 

during a fieldwork recording in the winter 2010, and already underlined by Nadine Chabloz (among 

others) in 2009. It is about initiatory tourism tour present in an urban context and promoted by 

both guilds and students attracting more and more foreigners in a quest of a deeper self and an 

certain authenticity that they could find in primitivism. Europeans and especially French people in 

search of such spiritual experience travel to Gabon to be initiate into the Bwiti, a secret society of 

knowledge of the world and the things. 

 

In this ceremony, music plays a relevant role; the Banzi [the eater] goes through a ritual death and 

a mystic journey to then rebirth and access to the knowledge of the visible and invisible. The 

ngombi harp, through its music, must lead the Banzi to other world. The symbolism of the 

instrument gives him a fascination to the believers. Ngombi harp and the Bwiti are inseparable. 

These practices almost famous in Europe over “ethnographic” broadcast (see TRIBE on the BBC in 

2005) is now a tourist postcard of Gabon, touting the merits of an Eco-Tourism and promising 

travelers virtues such as an anti-drug addiction or an initiation and enlightenment, openness or 

love yourself. Intangible Heritage of Gabon became an imaginary savior for many Europeans who 

saw in this plant, like ayahuasca in Latin America, a return to traditions lost by modern societies, 

more and more impersonal, and a to a possible self-development. The impact on indigenous 

practice is twofold, a shift from a traditional to a tourism activity and depreciation of ancient 

wisdom. We propose to discuss about the role plays by this instrument.   

 

    

Lars Kaijser, Stockholm University, Sweden  

Fragments in motion   

 

The starting point of my paper is one prominent feature in Liverpool music tourism, namely a 

guided tour called Magical Mystery Tour. This tour takes its participants to the Beatles’ Liverpool, 

their childhood homes, schools, as well as other important places in the lives of the young Beatles. 

The tour also takes its passengers to places immortalized in songs, such as Penny Lane and 

Strawberry field, and to the place where John Lennon and Paul McCartney first met.  

 

The tale of The Beatles is a story that has been told in different and various ways. The Beatles as a 

phenomenon has been celebrated in one way or another at several locations over the world. It has 

been possible to follow the footsteps of the Beatles through guided tours in London, Los Angeles, 
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New York, and Hamburg. My paper relates to the numerous representations made of The Beatles. 

The aim is to discuss the particular stories of the Beatles that emerges on a ride with the Magical 

Mystery Tour bus. I will demonstrate how these tours are both socially situated and affect driven 

ways of representing The Beatles. Attention is paid both to materiality of the bus and the organized 

tour rout, as well as to the guides engagement, and to the different ways that the city of Liverpool 

shapes the mode of the tour. The Beatles are viewed as a set of fragments (basically what is left 

from activities relating to The Beatles). This put emphasis on the present and the lack of 

completeness distinguishing historical representation. Instead focus is on how the story of The 

Beatles is told, arranged and put together.  

 

My presentation is the result of an ethnographic study concentrating on entrepreneurs in the 

Liverpool Beatles tourism and leisure sector. Theoretically I draw on influence from social scientists 

such as John Law, Bruno Latour and Pierre Bourdieu. 

   

 

Panagiotis Karampampas, Panteion University of Social and Political Sciences, Greece  

The Gothic pilgrimage: visit the “roots” and get back famous 

   

This paper focuses in the participations of the Athenian Goths in international music festivals and 

the relation of their participation at their social status, based on my ethnographic research in 

Athens (Greece) that has been going on since September 2010 and in the Wave Gotik Treffen 

(Leipzig, Germany) festival.  

 

As subcultural theorists suggest, subcultures obfuscate class but contain their own forms of social 

hierarchies. In order to analyse the rules of Goth social hierarchies I am using Sarah Thornton’s 

model for subcultural capital. Gothic subcultural capital is mainly attained by adopting specific 

dress codes, performing dancing styles, participating in events, buying records, having scene 

knowledge and being in a Goth circle with high subcultural capital. Gothic pilgrimage on a music 

festival and in this case the participation in Wave Gotik Treffen is another way for Goth 

participants, DJs, bands, artists and designers to climb up Goth hierarchies and obtain subcultural 

capital that is difficult to acquire otherwise. In order to achieve these, primary importance has the 

use of photographs which are published in social networking websites and secondary returning in 

homeland with ownership of “relics” like band’s t-shirts, autographs and other limited edition 

items.  

 

The Wave Gotik Treffen is the biggest Gothic music festival in which bands all over the world come 

to play and European Goths gather and get to know each other. Looking in this meet up, issues of 

the globalisation of subcultures will also be explored and how Athenian Goths localise trends 

obtained from this festival in their scene. Investigating the relations between global and Athenian 

Goth scene, behaviours and meanings of Goths will elucidate, present commonalities with popular 

music and correlate with social hierarchies. 
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Amane Kasai, Tokyo University of Arts, Japan 

Music and Tourism in Early Modern Japan: Hot Spring Resorts as Tourists’ Musical Community. 

 

This paper refers to the function and specificity of hot spring resorts as a place to perform and 

listen to music by researching historical resources including illustrated materials. Particularly from 

the 17th to the 19th century in Japan, ordinary people would go to hot spring resorts during 

agricultural off-seasons and stay for extended periods of time. While their main purposes for 

traveling were rest and recuperation, they also visited shrines and/or temples along with doing 

other sightseeing activities on this occasion. Furthermore, there were generally geisha agencies 

around such hot spring resorts and tourists were able to call geisha to attend their banquets, 

illuminating the fact that hot spring resorts have been not only places for recuperation but also 

places for recreation or feasting. 

 

Namely, Ukiyoe style artworks, Japanese woodblock prints of the time, show tourists enjoying 

banquets after their bathing and playing or listening to Japanese traditional musical instruments. 

Not having much of an elaborate transportation system, tourists’ communities played prominent 

roles in the diffusion of culture. Besides, this paper reveals the relationship between music and 

musical instruments and the region and location of each hot spring resort. During the Japanese 

colonial occupation from 1895 to 1945, hot spring resorts and its accompanying traditions 

developed in Taiwan as well. There the function was two-fold: 1) brothels for Japanese male 

colonists and 2) entertainment facilities for wealthy Taiwanese. What’s remarkable is that music 

was a major component in both cases; in the latter case people would listen to indigenous 

Taiwanese music, which was prohibited by the General Headquarters of Taiwan at the time 

meaning that the festal Japanese hot spring culture provided an extraordinary privileged space to 

avoid Japan’s colonial censorship. This paper clarifies the aforementioned phenomenon, which had 

previously been disregarded in both musicology and of postcolonial studies. 

 

 

Adam Kaul, Augustana College, USA  

Music on the Edge: Traditional Irish Music at The Cliffs of Moher and the Commodification of a 

Musical Landscape 

 

The Cliffs of Moher on the west coast of Ireland is a dramatic natural spectacle that has attracted 

visitors long before the country had a viable tourism industry, and buskers have been playing 

traditional music at the site for generations as well. As mass tourism developed in the late 

twentieth century, the Cliffs of Moher became one of the most popular tourist sites in all of Ireland 

with close to a million visitors annually by the early 2000s.  It is safe to say that the Cliffs of Moher 

and traditional Irish music have each become powerful metonyms for Irish identity, and the fusion 

between the two at the site is an even more conspicuous metaphor for “Irishness”.  In this sense, 

buskers at the Cliffs (many of whom, today, are ironically not Irish themselves) have become 

belaboured symbols of the nation.  In this paper, I will explore the complex and changing 

relationship between Irish identity, traditional music, and tourism at the Cliffs of Moher.  In 

particular, I will analyse recent conflicts that have erupted between musicians at the cliffs and the 

local government authority which built a €32million award-winning interpretive centre there in 
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2007.  Leading up to its opening, musicians who had been performing at the cliffs, some of them 

for decades, were asked to leave unless they agreed to a new regulated licensing scheme. Some 

musicians capitulated, but other still refused to cooperate and were subsequently handed trespass 

notices.  Given its highly charged symbolic importance, the issue quickly attracted national 

attention.  Much more was at stake than livelihoods of a small handful of musicians.  I argue that 

during this conflict the act of playing music took on yet another layer of symbolic importance: 

resistance to neoliberal commodification of a musical commons and the landscape itself. 

 

 

Alick Kay, University of South Australia, Australia  

Motivating a Specific Cohort of Tourists to Visit Scandinavia through Viking Metal Music 

Some sources identify around 30 genres of heavy metal music and within those there are further 

sub-genres. One form of metal music predominantly associated with Scandinavia is referred to as 

Viking metal music, and even within that category, there are other sub-genres, including one 

referred to as Battle music. 

Essentially bands associated with Viking or Battle music focus on Norse mythology, paganism, 

Viking culture, wars, weapons, sacrifice and generally strong masculine images. The lyrics contain 

vivid narratives of real or fictional events and places associated with the above themes. A glance at 

the You Tubes of bands such as Amon Amarth, Ensiferum, Tyr, Turisas and Leaves Eyes, as well as 

their album titles, covers and song titles support this. Even though most of the bands playing this 

music are from the Scandinavian region, there are also bands from other continents utilising the 

themes. 

However, in terms of tourism, the bands, songs and You Tubes are presenting very strong and 

emotive images which would have significant impact on followers who are enamoured of the music 

and the sentiments. 

Drawing on Thorndike’s Halo Effect concept, people who really enjoy Viking metal music and 

related themes have strong positive associations with any related aspects.  

The presentation will examine how, by combining the Halo effect with Vroom’s expectancy theory 

of motivation, Scandinavian tourism authorities might identify opportunities for developing and 

promoting tourism in their region. This would be in response to those who enjoy Viking metal 

music and associations and may include enacting a pilgrimage to the Scandinavian countries and to 

“sacred” sites and real or imagined places.    
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Tony Kiely, Institute of Technology, Ireland 

“Staying Small – Staying Alive”: The Preservation of a Sean-Nós Traditional Music Festival in the 

West of Ireland 

 

Worldwide, the exponential growth of interest in traditional culture is being increasingly viewed by 

some communities as providing economic opportunity for the development of local music events, 

wherein existing celebrations are packaged to develop, or indeed capitalize on tourist demand.  

And even where such events do not specifically target tourists, evidence suggests that the rapid 

growth of a media driven global tourist flow will ensure that many tourists may well seek out and 

attend local festivals, to satisfy their own search for authentic and distinctive experiences.   

 

Indeed, while the modern competitive climate for the attention of tourists entices many local 

communities to envisage their local music festival as a cultural conduit through which the 

marketing of a local hero may encourage an increased tourist footfall, for others, it is both the 

commemorative aspect and local meaning of their tradition that is most significant. Such 

communities, in becoming both fiercely protective of the authenticity of their culture, and fearful 

of its dilution or commodification by an influx of tourists, may often act in a conscious manner to 

inhibit commercialization of their festival.   

 

In the context where the current economic recession may be reconfiguring attitudes to a purist 

form of preservation, this paper counterpoints the economic advantages of developing a localized 

tourist product against the need to preserve authenticity and meaning within a small Irish speaking 

community in Carna, West Galway, Ireland. Using a qualitative methodology involving semi-

structured interviews with key informants, this paper aims to explore if the power and hegemony 

of the local tradition can supersede commercial interests, when viewed through the lens of The 

Seosaimh O Heanaigh Sean-Nós Music Festival, now in its twenty-sixth year of commemorating the 

traditional singing of a local hero.   

 

 

Melinda Klausz  and Ágnes Raffay, University of Pannonia, Hungary 

Characteristics of purposive social media and Facebook usage of Hungarian popular music 

festivals 

 

Music festivals have become part of our everyday life. The new technologies such as the Internet 

and the related online marketing, community websites and social media marketing have brought 

along changes to the communication platforms and opportunities available to the festival 

organisers. Social media marketing also poses new challenges to popular music festival organisers. 

The challenge is not limited to the technological innovations but relates to the two-way 

communication with the customer as well. The web2.0 era does not only create the possibility but 

also makes it necessary for organisers to listen to the opinions of the potential customers, to react 

to those opinions and to handle the potential conflicts. 

 

Research into the purposive usage of social media by 124 Hungarian popular music festivals was 

undertaken in 2010 to analyse the purposive social media and Facebook usage and to determine 
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the necessary factors of their operation. Furthermore, the current and potential values of the 

Facebook pages of these festivals were assessed and the links between these values and the 

planned Facebook and social media management were investigated.  

 

The study also enabled us to devise a social media index and a Facebook index and profile. The 

research has also investigated the linkages between the general characteristics of the festivals and 

the structure and management of the social media sites and the ‘plug-ins’ (such as fan panels and 

social media symbols placed on websites). 

 

 

Sanda Kočevar, The Municipal Museum of Karlovac & Karlovac University of Applied Sciences, 

Croatia  

The first Croatian Choir Zora in Kaelovac – Keeping musical memory and creating touristic 

experience 

 

The author explores the tradition of choir singing in Karlovac, Croatia dating back in the second half 

of the 19th century and the possibility of its evaluation and exploitation in touristic purposes.  

The efforts made in the first half of the 19th century in Croatia with the amateur choirs based on 

the ideas of the national revival, so called Illyrian movement, were interrupted in 1850s with the 

absolutistic regime of Austrian minister Alexander Bach. The establishment of parliamentary life, as 

well as the beginning of strengthening civil society led to establishing new amateur choirs which 

gathered members from the middle class burgeoisie. The aim of their gathering was to raise 

awareness and strengthen national patriotic ideas through music. They were singing popular 

revival songs (budnice – reveille songs and davorije – short songs in a marching rhythm with distinct 

patriotic texts) that functioned as ideological messages in verse. Although these songs were written 

by the writers, their setting to music resulted in often singing and nowadays they have been 

misunderstood as folk songs. The city of Karlovac takes pride in the fact of having the first Croatian 

choir called Zora (Dawn) that has been existing since 1858. Rehearsals were the places where all 

the political and social problems were discussed by prominent citizens – choir members.  

Based on this musical as well as historical memory as intangible heritage the city of Karlovac could 

develop a cultural and tourist product of a peculiar kind not only in Croatia, but in a region, 

especially in the countries of the former Austro-Hungarian Monarchy. 

 

 

Martinette Kruger and Melville Saayman, North-West University, South Africa 

Do markets really differ from city to city? Evidence of live performances 

 

Few artists/bands from the developed world include South Africa in their world tours and 

performances of these artists/bands are sought after by the South Africa public. Live music 

performances and concerts are therefore well promoted in the South Africa and attract a variety of 

visitors. These live performances are also usually held in the major metropolitan cities such as 

Johannesburg and Cape Town. The physical location of an event can have a significant impact on 
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the events’ ability to compete for and attract tourist markets. Another aspect to consider is the 

performing artist. Research showed that the impact of a renowned international artist is much 

larger and could extend to neighbouring towns and regions which indicates that more visitors will 

be prepared to travel further to attend the performance. Location, along with the performing 

artist, can therefore have a significant influence on the profiles, preferences and motives of 

attendees. The purpose of this research will be to identify motives of attendees at two different 

musical performances of two distinct artists in terms of their genres and performance abilities 

namely James Blunt (acoustic pop, rock and folk) and Josh Groban (easy listening, pop, vocal, 

operatic pop and pop rock). A destination-based survey was undertaken at both events’ 

Johannesburg and Cape Town concerts (24 and 26 August 2011 and 26 and 29 November 2011 

respectively). A total of 731 questionnaires were administered at the James Blunt concerts and 800 

questionnaires will be distributed at the Josh Groban concerts. Based on the visitors’ travel 

motives, the profile of different market segments at these concerts will be determined. T-tests will 

also be employed to determine the influence of the different locations of these artists (Cape Town 

versus Johannesburg) on visitors’ behaviour. Determining these differences will equip major music 

event managers with the improved knowledge to develop and manage future concerts of different 

artists at various destinations (cities) and locations (venues). In addition, the results aid 

management in promoting future events more accurately to the target markets (audiences), in 

seeking market-appropriate sponsorships and in improving bid documents for organisations aiming 

at hosting major music events.    

  

 

Martinette Kruger and Melville Saayman, North-West University, South Africa 

Show me the band and I will show you the market 

 

Live concert performances by bands are important places for popular music consumption and play 

an important role on the tourism and events calendar. These shows are held all over the world 

mostly due to their considerable economic and job creation benefits. However little is known about 

the visitors attending these concerts. Different musical genres of performing artists/bands 

furthermore attract different types of visitors in terms of their profiles, behaviour, preferences and 

motives. It is therefore important to determine whether the performing band influences the 

characteristics of the visitors attending the performance. This research will specifically focus on 

visitors to three different live music performance bands who performed in South Africa namely The 

Script, Coldplay and Kings of Leon. These three bands were chosen based on their difference in 

musical genre (The Script: alternative rock, pop rock, blue-eyed soul; Coldplay: alternative rock, 

post-Britpop; King of Leon: rock, Southern rock, alternative rock, garage rock revival), popularity 

and ability to attract a large number of visitors. A destination-based survey was undertaken at all 

three events’ Johannesburg and Cape Town concerts (The Script: 24 and 26 June 2011; Coldplay: 5 

and 8 October 2011; Kings of Leon: 26 and 29 October 2011). A total of 2538 questionnaires (804, 

856 and 878 respectively) were administered and will be included in further analyses. A factor 

analysis will be performed to identify the motives of the visitors where after ANOVAs will be done 

to determine the influence of the different bands on visitors’ demographic profiles, motives and 

preferences. By understanding visitor’s needs and preferences for different bands, event organisers 
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will be able to shape and influence consumption behaviour through strategic marketing processes. 

Knowing the different types of visitors can therefore help event organisers to increase attendance 

at their live performances.   

 

 

Krisztina Lajosi, University of Amsterdam, The Netherlands  

Album d’un voyageur: travelling through Europe with Liszt  

 

This paper focuses on the cultural and political significance of the travelling Franz Liszt and seeks to 

explore how nineteenth-century travelling musicians (re)defined the cultural map of Europe.  

 

Compared to other artists, musicians were always remarkably mobile, however, since the 

nineteenth century onwards, both the frequency and the distance of their journey has increased 

significantly. Unlike their predecessors from previous centuries, who left their home for better 

education and employment, many nineteenth-century composers travelled both for professional 

and leisure purposes. One can view Berlioz, Chopin, Mendelssohn or Wagner as two-way traffic 

lines: while these composers toured through Europe, they also became magnets for the music 

loving public.  Therefore one could approach them as transnational and supranational cultural 

hubs, which shaped not only the history of music, but also the way we look at nineteenth-century 

music history. They were prominent composers, but perhaps more importantly, they influenced 

the emergence of European musical canon.   

  

Liszt was not only a celebrated virtuoso and an acknowledged Romantic composer, but he was the 

first who actively promoted and established musical lieux de memoires like the Beethoven 

monument in Bonn. Later on in his life, due to his growing attention towards the Hungarian 

national movement and the popularity of his Hungarian Rhapsodies he put the music of his native 

land on the European agenda. By following his track, this paper aims to scrutinise the tension 

between Liszt’s cosmopolitanism and nationalism, and to point out that his travelling made not 

only his music widely known and loved but also shaped the way we listen to Hungarian music 

today.   

  

 

Brett Lashua, Leeds Metropolitan University, UK 

The city of musical memory: Liverpool 8 – A case study 

 

The Liverpool neighbourhood of Granby (or Toxteth) is arguably not a destination for most tourists, 

and the pop music heritage of the area remains largely hidden and unknown to most visitors. Also 

known by its ‘Liverpool 8’ (L8) postcode, and more infamously renown for the urban unrest that 

occurred there in 1981 (Frost and Phillips, 2011), the area has a rich and culturally diverse musical 

heritage. In 1977 NME advertised that “‘District 8’ is to Liverpool what Harlem is to New York City.” 

Although there is growing recognition of Black musical heritage of Liverpool 8 (Lashua, 2011; 

Strachan, 2010), the area remains predominantly invisible on Liverpool tourism and heritage maps. 

This paper is focused on aspects of three recent research projects that draw attention to the legacy 

of Black music in Liverpool 8. These projects served to (1) map ‘popular musicscapes’ (including L8) 
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and unique character areas of Liverpool; (2) produce an oral history documentary film about music-

making and venues in L8; and (3) re-imagine L8 through young people’s music and lyrics. Analysis 

across these research projects highlights the role of music and social memory (also popular or 

collective memory; Misztal, 2003) in the construction and contestation of Liverpool as a ‘musical 

city’, particularly in terms of how recorded music may act as an archive or repository for collective 

memories (Waxer, 2002; e.g., the 1977 album 4 from 8 by the Liverpool 8 group ‘Real Thing’). 

Alternately, I consider the ways that some music-making sites, such as the social clubs that once 

thrived in L8, are collectively forgotten, particularly those that raise difficult issues from the past, as 

a kind of social amnesia (Jones, 2010).      

  

 

Chantal Laws, University of Gloucestershire, UK 

Putting music on the map: creativity, emerging place narratives and the potential for music 

tourism in Cheltenham Spa, UK 

 

Cheltenham Spa is regularly promoted as England’s most complete Regency town (Visit 

Cheltenham, 2012) and lays claim to be the festival town of Britain (Cheltenham Borough Council, 

2001 cited in Bradley, 2011). With an established national and international reputation for hallmark 

sporting and cultural events such as the Cheltenham Festivals or the Gold Cup and with several of 

Cheltenham’s key events notable for their longevity, the town is recognised as a mature 

destination with a clearly articulated tourism demographic profile, clustered strongly around 

traditional cultural tourism activities. These characteristics facilitate Cheltenham in punching above 

its weight in terms of attractiveness and quality of life (Bradley, 2011). 

 

However, in a 2010 survey by the Performing Right Society (PRS for Music) Cheltenham came fifth 

in a top 10 of Britain’s most musical cities ranking above places such as Manchester which have a 

significantly stronger musical resonance in popular culture. Whilst the PRS survey has limited utility 

for an understanding of music tourism per se the results have done much to highlight the hidden 

strength of Cheltenham’s musical identity and creative economy which has flourished despite the 

closure of the town’s arts centre in the early 2000s and the continuing absence of a local authority 

tourism or cultural strategy. 

 

This paper maps the creative network that supports Cheltenham’s music community and in 

particular the relationships between local music festivals, venues, record labels and artists, all of 

whom are key players in the forging of a fresh place identity. These relationships indicate that 

conventional narratives of place and associated event tourism are open to subversion through the 

value networks of a creative community. Drawing on previous research by the author on liminal, 

local and small-scale events, the potential impacts of this diffuse yet burgeoning alternative musical 

identity for Cheltenham’s intended touristic offer are considered. 
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Annika Lindskog, University College London, UK 
Music of the Mountains: Delius and the Norwegian mountain-scape 
 
From the late 18C onwards, the discovery  of the Norwegian landscape as a focus for touristic 

explorations steadily gathered momentum, initially driven by travellers from outside (primarily 

Britain), but increasingly, and largely in response to these visitors, by the Norwegians themselves. 

The establishment of the first tourist bureau (Bennett’s) in Christiania in 1852, marks the start of a 

period where access to and information about various parts of Norway became more readily 

available, and the number of visitors increased. As this ‘discovery’ took place however, it invariably 

also created a definition of what were to be valued and promoted as ‘Norway’ or ‘Norwegian’, and 

as a result, a national, collective identity very closely bound up with certain types of landscape 

developed.  

When Frederick Delius (1862-1934) engaged with this landscape by setting it to music, he did so 

not as a remote outsider (born in England to German parents, living at times in America, Germany 

and France), but as a recurrent tourist and hiker of these mountains, and as a friend and 

correspondent of the culturally awakening Norway’s most prominent and influential personnel: 

Grieg, Munch, Ibsen and Bjørnson among others. On one level, his relationship with the mountains 

is personal and subjective: he came across the Norwegian landscape more or less by chance, and 

retained a intense yearning for its mountains all his life, visiting regularly and even acquiring his 

own cabin later in life. On another level, he is part of a wider rhetoric that was building around the 

mountain-scape through the reverence expressed and shared in conversation with others (notably 

Grieg and the artistic circles around them), through the use of the landscape in his own artistic 

output, and also, of course, as the foreign visitor, strengthening the emerging ideology around the 

landscape by his own physical acts.  

It is in this context I want to try and place some of Delius’s early ‘mountain-music’, and in particular 

his settings of Ibsen’s poem Paa Vidderne. The poem, written in 1859/60, speaks of a life lived up 

on the high mountains, away from conventional society in ‘the valleys’, and Delius set it twice, once 

as a melodrama (1888) and once as a symphonic poem (1890-92). Both settings were preceded by 

time spent in Norway, and the second by a mountain hike, with Grieg and Christian Sinding, in the 

mountain region of Jotunheimen. Home both of the Pe(e)r Gynt legend, and Ibsen’s theatrical hero, 

the Jotunheimen mountains had already then started to acquire a status as the epitome of the 

mountain-scape of Norway, first explored  by scientist, and then taken up by  ‘poets and painters’. 

Perhaps most significant of these were A.O. Vinje, an influential writer, lyricist, and mountain hiker, 

who helped promote the Jotun mountains not only as a physical landscape and recreation ground, 

but also as source of spiritual and emotional well-being, and with added value as a link to Norway’s 

geo-historical heritage and mythology. It was Vinje who named the Jotun mountains, after the 

mythological home of the giants, Jötunheimr, and while working on Paa Vidderne (2), Delius also 

set Vinje’s most famous poem – an elegy to a specific part of these mountains and an expression of 

the spiritual joy a return to that landscape evokes. The inter-communication between landscape, 

ideology, identity, and music is here multi-layered and manifold, and this paper hopes to explore 

and try to present some of them.  
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Jie Liu, Chengdu University, P.R. China   

The East District Music Park of Chengdu - Is It a Phenomenal Milestone in the Creative Tourism 

Industry Development in Southwest China 

 

Modern music industries in the Western world barely hear any impressive enterprises or regions 

focus on music in China, the “ancient far-east oriental” country. Compared with Japan and Korea, 

China maintains lagged behind with music productions and innovations so far. Yet since 2011, a new 

theme industrial park called the East District Music Park of Chengdu accessed to the public and 

brought many business players new concepts and scenarios for the music-related industry 

development. It’s argued in this article that the music park may also bring a breakthrough of the 

creative tourism industry development in Southwest China. And the success of such win-win 

development model may improve the internationalization of both the music and the tourism 

industries of Chengdu. 

 

 

Philip Long, Bournemouth University, UK 

Musicians’ reflections on the discourses of cultural tourism strategies: The case of Sheffield  

 

Several cities’ tourism and cultural agencies in the North of England are active in promoting their 

musical ‘heritage’ along with the work of more contemporary recording and performing artists 

through the packaging of trails, sites, venues and festivals. Examples include Birmingham (‘Metal’), 

Newcastle (The Animals, Georgie Fame, Sting), Liverpool (The Beatles and Merseybeat, Cavern Club 

etc.), Manchester and Salford (‘Madchester’, Oasis, The Smiths, Hacienda etc.). However, 

comparatively little research has been undertaken on the views of musicians themselves on their 

work being appropriated for the purposes of attracting tourists and, in some cases their being 

portrayed as iconic figures, representing or personifying their home cities. There is extensive 

journalistic and (auto)-biographical material covering the influences that cities have had on musical 

genres and on the compositions and dispositions of individual artists, but there has been 

apparently little academic work that has explored the views of artists on their place in city cultural 

tourism strategies, packaging, branding and marketing activity. 

 

This paper will focus on the case of Sheffield, a good example of a ‘post-industrial city’ that is 

profiling its strong associations with musicians past and present in seeking to attract tourists. 

Sheffield has a strong musical scene and legacy including the recent commercial and critical success 

of Arctic Monkeys, Richard Hawley, Jarvis Cocker and prominent contributors to ‘synthpop’ and 

electronic music from the 1980s such as Human League, Cabaret Voltaire, the Thompson Twins 

and, Heaven 17. Jarvis Cocker currently presents a critically acclaimed programme on BBC Radio 6 

Music, as part of which he presented a personal and evocative ‘Musical Map’ of his home city.  

 

In recent years the City Marketing agency ‘Creative Sheffield’ has developed a strong programme 

focused on the city’s musical life and legacy. Projects have included its sponsorship of a ‘Made in 

Sheffield’ CD which featured Sheffield born singer Tony Christie performing versions of material 

composed by Sheffield artists and, the promotion of an event programme that includes the 
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‘Tramlines’ free music festival with venues across the city centre. There is also a thriving local music 

scene with promoters, producers, venues and recording studios in the city enjoying a national and 

international reputation. 

 

The paper will draw on interviews that will be sought with such artists along with promoters, 

producers and venues. It is hoped that the paper will result in some theoretical observations on the 

representations of musicians past and present through cultural tourism strategies, programmes 

and products as well as drawing out some policy implications for city marketing practitioners in 

Sheffield and cities elsewhere.  

 

 

Christoph Mager, Karlsruhe Institute of Technology, Germany 

“From Kiel to Biel I travelled to every jam”: mobile spaces of authenticity in German hip-hop 

music 

 

During the 1980s hip-hop music and culture reached different parts of the world stimulating hybrid 

cultural forms. Initially, the emergence of a German hip-hop culture was limited to a few isolated 

places where single teenagers tried to acquire a deeper understanding of different production 

techniques. However, the proponents soon felt a need to share their enthusiasm for hip-hop and 

started to link their activities through travel and exchange. Frequently, young hip-hop artists set 

out to explore other cities after scanning newspaper articles and mobilizing personal contacts. 

Using extensive interviews with early hip-hop enthusiasts the paper illustrates how making hip-hop 

culture in Germany was inextricably linked to travelling and watching others rap, perform music, 

dance and write graffiti at different places. It is argued that these travel experiences proved to be 

crucial for the further development of hip-hop music in Germany during the 1990s mainly for three 

reasons. First, occasional parties brought together groups of young people of different national, 

ethnic and socio-economic backgrounds at various places establishing a trans local, multilingual 

and politically engaged scene of Old School hip-hop. Second, at a time when there was only scarce 

information available on hip-hop culture and music, these jams provided room for young people to 

exchange styles and ideas that were characterised by a radically new and creative do-it-yourself 

mentality. By assuring that they had ‘been there, done that’ – participated and networked at jams – 

a sense of historicity and authenticity was constructed that was firmly rooted in mobile hip-hop 

spaces. Third, the participants of jams were able to establish networks in the form of friendships, 

musical collaborations and joint cultural productions that proved to be sustainable during the early 

period of commercialisation of hip-hop music in the 1990s. 
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Nataša  Makovecki and Marko Gams, Higher Professional College, Slovenia 

Revitalization of Maribor through the festival Lent 

 

Every summer Maribor, a city in Slovenia with less than 200,000 inhabitants, hosts one of the 

biggest multicultural open-air festivals of the south-east Europe. Over the period of 16 days and 

with a rich programme offering 1,200 events at 50 locations and stages, it attracts about 500,000 

visitors. The events range from many classical, jazz, pop, folk and ethno music concerts, to 

theatrical and dance performances, drama performances, street art shows, sports events and 

children’s workshops. Having been a primarily an industrial city, Maribor is, after the significant loss 

of income from industry after the 1990s, trying to secure its place on the national and European 

map of cultural tourism.  

 

This paper investigates the methods by which Festival Lent is used to attract visitors and locals into 

city spaces of Maribor and the extent to which it gives rise to its cultural vitality and economy. It 

looks into the policies that influence the programme selection and the event management and 

discusses the tensions between the aims of cultural and economic regeneration of the city.  

 

 

Áine Mangaoang, University of Liverpool, UK  

The Birth of the Digital Tourist: Viral Video, Michael Jackson, and the (Un)Authorized Voyeur 

  

Stumble upon any of the thousands of YouTube videos filmed in the exercise yard of Cebu 

Provincial Detention and Rehabilitation Centre (CPDRC) and you will see fifteen hundred maximum-

security prisoners neatly dressed in identical bright orange prison jumpsuits, dancing with such 

precision and passion that one would be forgiven for thinking one was watching a professional, if 

not a slightly unorthodox, Broadway musical. From an expansive, polished repertoire of routines to 

songs from Queen, Depeche Mode, Justin Bieber, and the Black Eyed Peas, it was their 

interpretation of the zombie dance from Michael Jackson’s ‘Thriller’ that captured the attention of 

over fifty million viewers on YouTube since it was first posted in July 2007, and became the fifth 

‘most popular viral video’ of that year. CPDRC operates as a maximum-security prison while 

simultaneously transforming into a live tourist site once a month, when visitors flock to the prison 

to view the dance performances from the panopticon towers above the exerise yard. This 

convergence of ‘leisure and imprisonment’ is made even more unique in the Filipino prison, where 

it is fused with pop music and body-rocking dance moves, which in true twenty-first century spirit, 

is all captured on video and magnified by YouTube.  

 

This paper examines CPDRC as a unique site of pop music and dance tourism, paying particular 

attention to challenges associated with this new kind of live, penal tourism with ‘thanatourism’ 

potential. I will address the creation of digital celebrities through internet fame, the complex 

construction of Filipino and/or Asian identity through these musical performances, and the 

discovery of new forms of public spectacle through the medium of YouTube, with a view to 

furthering our thinking of the potential touristic capacity of online participatory cultures.    
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Mac McCarthy and Peter McGrath, University of central Lancashire, UK 

Journeying Through Dance – Experiencing Cambodian Culture 

 

A group of final year students embarked on a cultural and volunteering trip to Cambodia, organized 

independently by two tutors. Cultural engagement was identified as an important precursor to 

volunteering at a school for street children. Contributing to this process was an opportunity to 

become actively involved in Song Khran rituals and activities [Khmer New Year]. An important 

element was a village fete with traditional dance; prior to participating in this, students were 

taught some basic movements of traditional Khmer dance and were then actively drawn into the 

celebrations. Traditional dance became a signifier of meaning for the whole trip as well as a shared 

experience that attracted coded meanings of involvement.  

 

Urry (2001:3) highlights the importance of bodies not only sensing the external world but engaging 

in “discursively mediated sensescapes that signify social taste and distinction, ideology and 

meaning.”  He further suggests that bodies engage in “performances especially to fold notions of 

movement, nature, taste and desire, into and through the body.” This kinaesthetic engagement is 

keenly felt in experiences of the new. This can account for what is frequently referred to as culture 

shock when one steps into previously unknown encounters in the tourist experience. Deliberate 

exploration of the sensescape can be both cathartic and enlightening. Arnold and Thompson’s 

(2005) interpretation of consumers as interpretive agents points to the tourist capacity to 

“transform and play with meaning” [Tinson & Nuttall, 2010:2). 

 

For tourists and, in particular volunteer tourists, sensescape and meaning are often clearly 

managed by organizers and operators to provide an experience that is clearly differentiated from 

the accepted notion of the tourist gaze. Without the mediation of the established organizer there is 

an opportunity for a different kind of engagement.  

 

There are implications for learning, for engaging students in broader definitions of learning and for 

actively engaging the sensescape as part of the volunteer and tourist experience. 

 

 

Elizabeth McLean Macy, Chapman University, USA  

Musical Gumbo and the Touristification of New Orleans Culture    

 

New Orleans is a city whose threefold association with music, food, and culture (the holy trinity of 

New Orleans tourism) manifests within our collective imaginings of the Big Easy through the 

branding of the city itself. Alongside a heavy emphasis and dependence on the othering of Creole 

culture and heritage, New Orleans tourism centres around the idea of an authentic, unique, and 

distinct cultural heritage as personified through portrayals of Satchmo, jazz funerals, second lines, 

brass bands, architecture, and cuisine—all reliant on the regional blending of people and 

traditions.  

 

With a strong history of colonization and migration of people, tourism in New Orleans draws upon 

cultural difference. Following a significant drop in economic activity during the mid-1980s (brought 
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on by advances in technology that made many port and oil jobs obsolete) the city’s dependence 

upon tourism to sustain the economy increased. Official efforts were put forth to channel the 

tourist gaze towards pre-determined, “authentic,” cultural events and happenings. The city’s 

culture is on display in a touristified setting, one in which commodified imaginings of tradition and 

heritage are reflected through the tourist lens, and played out within a specified area (i.e. the 

French Quarter). These created tourist images represent manufactured ideas about what New 

Orleans culture is, presenting a Disneyfied version that belies the historically high crime rate and 

political turmoil in the city, rather choosing to concentrate its interests upon the French Quarter 

and surrounding areas. Here, tourists and locals interact within specified areas, re-inventing 

culture.  

 

I explore the touristification of music and culture—the blurring of boundaries between local culture 

and touristic performances, between that which belongs to a given culture, and that which pertains 

to tourism—in the city of New Orleans.  Tracing music tourism from its beginnings through the 

aftermath of Hurricane Katrina, I address the role of music tourism in the touristification of New 

Orleans culture.  In doing so, I examine the ways in which music and musicians are utilized by the 

tourism industry and government officials to promote the location and how, in turn, a vibrant 

musical community continues in light of devastation. 

 

 

Cindy Miller, Emerson College, USA 

Tourism, Commemoration, Heritage: Remembering the Birth of Bill Monroe   

 

Countless small towns across the United States claim association with a nationally recognized 

“native son” (or daughter), whose birth, homestead, or death enhances local identities.  Few, 

however, are framed and celebrated quite as pervasively, or with as extensive an affirmation of 

traditional lifeways, as Rosine, Kentucky, the birthplace of William Smith (Bill) Monroe, the “Father 

of Bluegrass.”   

 

Monroe’s status as an icon of American music and grassroots identity, and the legacy of his lengthy 

and well-documented career – including inductions into the both the Country Music (1970) and 

Rock and Roll (1997) Halls of Fame, and awards including a Grammy Lifetime Achievement Award 

(1993) and the National Medal of Arts (1995) –have led to numerous forms of commemoration and 

reenactment, with complex layers of meaning. His life, music, and birthplace are inextricably 

interwoven with not only traditional down-home American music, but with local, regional and 

national identities and the promotion of Americana, as well, all of which speak to a very specific 

American past.  

 

As Monroe’s birthplace and homestead, Rosine and the surrounding area have become key 

elements in Western Kentucky’s tourism industry. The town is a noted site on the state’s Bluegrass, 

Blues, and Barbecue trail, and one of the most highly-elaborated, in comparison to other “trail” 

birthplaces, such as the Everly Brothers (Brownie) and W.C. Handy (Henderson). Jerusalem Ridge, 

the site of the Monroe family homestead, the Rosine barn, where Monroe’s band began the 

tradition of weekly jamborees, and the singer’s gravesite at the nearby town cemetery, all inscribe 
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Monroe’s life onto the landscape and serve to craft the town’s residents’ sense of identity and 

community. Intimate tours of the homestead are offered by long-time community-member 

volunteers who recall and recreate “back when” for tens of thousands of tourists and fans annually, 

while a weekly radio show, staged at the homestead and hosted by bluegrass band, The 

Cumberland Highlanders, revisits the tradition of “front porch music” on which Monroe was raised.   

 

As the Monroe legacy radiates outward to the surrounding area and the region, these events 

blending music, tourism, and heritage take on greater – and sometimes spectacular - proportions. 

County-sponsored promotional materials beckon tourists to “Come ‘home’ to bluegrass music in 

Ohio County!  The birthplace of Bill Monroe,” and Monroe’s image has become an icon of the 

area’s down-home values, celebrated in many of his songs.  The county has built upon its 

association with Monroe’s birthplace through the establishment of the International Bluegrass 

Museum, and Bluegrass Hall of Fame, along with an annual music festival, the three-day “River of 

Music Party” at RiverPark Center, next door to the museum, which draws over 5000 attendees. 

Rosine, itself, plays host each year to the Jerusalem Ridge Bluegrass Festival – “At the Birthplace of 

American Bluegrass Music,” in addition to hosting a weekly “jamboree” at the town barn, and other 

Monroe-inspired events, which draw “pilgrims” from all over the nation and the world.  

 

This year, the commemoration and reenactment of Bill Monroe’s life, music, and the traditional 

lifeways and values they affirm, took on an additional dimension, in celebration of the 100th 

anniversary of his birth. Rosine, Owensboro, and the surrounding area hosted a four-day 

celebration of music and history, including living history recreations, artistic and theatrical 

productions based on Monroe’s life and music, educational lectures, and a gathering of Hall of 

Fame bluegrass musicians representing not only Monroe’s musical legacy, but the history of the 

genre. 

 

This paper will explore the rich interweaving of music, commemoration, histories, and tourism 

given vibrant expression at the Bill Monroe homestead, the town of Rosine, and the city of 

Owenboro as they celebrated and commemorated the 100th anniversary of Monroe’s birth, 

exploring the many ways in which the dominant ideology of Monroe’s legacy is expressed and 

contested in the collective memories and “presents” of the town’s few hundred residents, as well 

as those who journeyed from across the United States, Canada, Europe, Asia, and Australia to 

attend.   

 

 

Annie Mitchell, Southern Cross University, Australia  

Paronella Park: The Dream Continues   

 

Jose Paronella was a Spanish migrant who arrived in north Queensland, Australia from Catalonia 

in 1913. After years cutting cane, he bought thirteen acres of rainforest land on Mena Creek, near 

Innisfail. In 1935, Paronella completed construction of his “Spanish Dream”; a Spanish castle, 

picnic area, ballroom, movie theatre, hydro-electric power system, tennis courts and botanical 

gardens. “Paronella Park” became the cultural hub of this area, providing entertainment in 

movies, dances and balls. Musical activities increased during World War II as Australian and 
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United States soldiers frequented Paronella Park on rest and recreation. From this heyday, 

Paronella Park has survived destruction by cyclones and floods, years of neglect, and finally 

restoration of much of the property. Paronella Park has won extensive tourism awards. In 2010, 

to commemorate Paronella Park’s 75th anniversary, the musical “The Impossible Dream” was 

written and performed in Cairns. 

 

This research contributes to greater understanding of cultural and musical activities performed at 

Paronella Park, musicians who played during this time and their repertoire, the contribution of 

Paronella Park to tourism in north Queensland, and influences of Spanish culture and music on 

the identity of Mena Creek community. Music and lyrics of “The Impossible Dream” are analysed 

to identify their musical links to entertainment at Paronella Park during the 1930s and 1940s, and 

Spanish influences in this score. The research also evaluates the contribution of “The Impossible 

Dream” to recent tourism at Paronella Park and investigates current musical entertainment at 

Paronella Park and its potential for development. 

The paper aligns with the conference themes of: 

- Musical memory, the role of music in narratives of touristic experience 

- The tourist’s involvement in preserving and creating musical traditions 

- Musical imaginaries; representing places, peoples and pasts in music 

- Music as intangible heritage- touring through traditions 

- Designing ambience. 

 

 

Veselin Mitrovic, University of Belgrade, Serbia 

Jazz as a socio-cultural improvisation. Case Study: jazz fusion, funk and Miles Davis  

 

The study presents a detailed explanation of the author's idea of "socio-cultural improvisation." 

(SCI) as a process of social integration through the American "popular music." The study will 

attempt to define the term and integrative function of socio-cultural processes of improvisation 

through the American "pop" music. These processes begin in the 17th century on American soil, 

and developed during the period of reconstruction and racial segregation, during 20th century (in 

addition to general institutional channels), were deprived of the social group one of the main 

channels of social integration. The concept of socio-cultural improvisation I marked it as an 

microgenetic interactive process among members of a particular community. Through different 

phases, which is defined as the interaction we shall follow the transformation of music and social 

context. Starting from the interaction of other professional activity pursuant to the beginning of 

Miles Davis, to continue to follow his example of the process of SCI. The concept of improvisation is 

the antipode of the composition. Improvisation does not mean chaotic, nor a process with certain 

restrictions without a specific plan in advance of creation. The socio-cultural improvisation, then, in 

addition to the level of the group has an individual or micro-sublevel. The participants in each 

group that participates in the interaction, was subjected to the processes that take place among 

group members, in addition to socio-cultural framework, and are limited to personal abilities and 

perceptions.  
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Using this approach, we point to the simultaneous feature consistency and the ability of social and 

artistic transformation within jazz. In this way, one could conclude that "jazz in accordance with its 

creative nature, and shelter to a variety of changing the world music influences. This means that 

the jazz channel of social mobility and communications African American population has become a 

kind of communication on the world music-the universal plan, just seen as a process of socio-

cultural improvisation”. 

 

 

Eva Moreda, The Open University, UK 

Performing the female nation: Spanish dance companies in the United Kingdom during the first 

years of the Cold War 

 

After the end of the Second World War, the Franco regime tried to detach itself from its past 

associations with the Axis, seeking integration within the Western Bloc as the Cold War escalated 

and promoting itself as a ‘friendly’, cheap and exotic mass tourism destination. In order to achieve 

this, the dictatorship tried to revamp its image abroad through a number of channels; in this 

context, dance represented a substantial part of its cultural programme abroad. This included the 

folk dance company Coros y Danzas (state-sponsored and consisting of non-professional female 

dancers), and Spanish classical dance and flamenco companies (run privately but supported by the 

regime in various ways). As both types of companies consisted mostly of female dancers, in 

practice it was the female dancing body which was used to present two very different discourses of 

the nation abroad: Catholic and morally respectable in the Coros y Danzas; exotic and Orientalistic 

in flamenco; both of them were essential to the way in which Spain presented itself as a tourism 

destination. This paper, focusing on the performances of Spanish dancers in the United Kingdom 

from 1948 to 1969, will examine how the regime made use of these two contrasting 

representations of the nation in order to promote itself as a tourism destination in the first decades 

of the Cold War. 

 

 

Sieta Neuerburg and Simone Pekelsma, The Netherlands 

The touristic rediscovery of Sufi rituals in contemporary Turkey  

 

Music forms an essential part of the rituals of Sufism, a mystical interpretation of Islam. The 

founder of Sufism, Jalaluddin Rumi, was buried in Konya, Turkey. After his death, many different 

forms of Sufism developed. One of the most well-known branches is that of the Mevlevis – also 

known as the ‘whirling dervishes’ – who have many followers in Turkey and in some of its 

neighbouring countries. Just as in other Sufi branches, Mevlevis use music and dance as a medium 

to establish a (temporary) unity with god.  

 

As part of the major reforms undertaken after the foundation of the Turkish Republic, Sufism was 

officially banned in Turkey in 1925. Since the 1950s, however, Sufi performances have been 

organised near the tomb of Rumi in Konya every year, to cater to foreign visitors’ interest in 

spirituality. The touristic music and dance ‘performances’ were soon adopted in Istanbul as well. In 
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spite of these developments, the religious practice of Sufism remains illegal to this day. As a result, 

the performances seem to have gained an aesthetic, rather than a religious character. 

 

Nevertheless, ever since the AKP (Justice & Development Party) rose to power in 2003, general 

interest in Sufism appears to have surged. This renewed interest in Sufism is part of a larger 

development: the rediscovery of Turkey’s Ottoman past and the redefinition of the country’s 

position in the world. Under the AKP government, Turkey is increasingly trying to present itself as a 

confident example of a tolerant, open and democratic Islamic country. The promotion of the 

multicultural and multi-religious heritage of the Ottoman period plays an important part in this 

effort.  

 

This paper will explore the many ways in which the developments mentioned above have 

influenced the actual performance of Sufi (Mevlevi) music and dance. What kind of ideas do 

musicians and dancers hope to convey to their audience, and how are these intentions being 

interpreted by Turkish and non-Turkish listeners and viewers? Do Sufi performances function as (a 

representation of) religious rituals – however illegally – or have they simply become folkloric events 

for tourists, and a form of ‘staged authenticity’? Are they aesthetic performances of music and 

dance, and comparable to any other concert or dance show? Or are they all these things at once? 

 

 

Marie-Christine Parent, Université de Montréal / Université de Nice Sophia Antipolis, Canada/ 

France 

When tourism contributes to the 'heritagization' of traditional music: the case of the Seychelles 

 

The Seychelles’ tourist industry was born with the completion of his International Airport in 1971 

and represents today the most important nongovernment sector of the country’s economy. Beside 

beaches and magnificent landscapes, Seychelles offers a singular creole culture, which is accessible 

to tourists via musical entertainments and animations in restaurants and hotels. Being part of the 

“tourist tour” since nearly forty years now, performances for tourists constitute the main income 

for musicians and dancers in the Seychelles and that has an impact on Seychellois’ creativity and 

construction of their identity through music and dance. Since the revolution following the “coup 

d’état” in 1977, cultural policies have been institutionalizing musical practices, taking them out of 

their traditional contexts and putting them on stage most of the time. The tourists soon became 

the main audience for these musical shows. 

 

This presentation aims to demonstrate, in a socio--‐historical perspective, artists’ production 

strategies to represent and construct Seychellois’ identity through places, peoples and pasts using 

musical memories and imaginaries. This occurs generally by the presentation of a sequence of 

different endogenous musical repertoire and compositions, mostly romances, sega, moutia and 

kamtole, to tourists in hotels or during festivals. These organized shows are now more than often a 

unique opportunity for musicians to display traditional music or to create by choosing or combining 

elements of their musical heritage, since traditional music had lost popularity in the Seychelles 

during the last thirty years. 
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In this communication, I will argue that tourism in the Seychelles contributed to nourish the 

interest and to stimulate creativity in traditional music and I will discuss how this participated in a 

form a “heritagization” of specific musical genres and what are the consequences of this process. 

 

  

David Patmore, Elizabeth Carnegie and Daragh O’Reilly, University of Sheffield, UK 

‘MACHT NEUES, KINDER’ (RICHARD WAGNER): ARTISTIC RENEWAL VS. TOURISTIC EXPECTATIONS, 

 

A key dilemma for themed international and classically-based music festivals is the apparent 

conflict between artistic renewal, which maintains creative vitality, and international audience 

expectations, that are frequently rooted in historical perspectives.  Additionally, the legacies and 

biases of the historical origins of events traditionally associated with particular composers and 

strongly rooted in place, may prove problematic in a climate of change. We argue that in the long-

term it is artistic renewal that is likely to keep such events successfully on the tourist map. Yet, at 

the same time, there may be pressure to maintain the initial reality and image that created 

international interest, but which may well result in artistic predictability, lack of relevance for 

modern audiences, and ultimately institutional staleness. This paper, considers four key 

international classic music festivals, and explores their attempts to create and sustain artistic 

innovation, while at the same time maintain international critical acclaim and develop 

contemporary audiences.  

 

We commence with a theoretical perspective based on branding (musical, organisational and place 

branding) and will consider tensions that may arise from perceived authenticity on the one hand 

and artistic and creative imperatives on the other. It will then examine four international music 

festivals with substantial international audiences, all associated with a single major composer, at 

Aldeburgh (Benjamin Britten / England), Bayreuth (Richard Wagner / Germany), Dobbiaco / Toblach 

(Gustav Mahler / Italy) and Schwarzenberg (Franz Schubert / Germany). It will compare their 

changing artistic profiles and recent programming trajectories, and will consider their differing 

approaches to the fundamental question of how best to balance renewal and stability. The analysis 

takes account of the diversity of stakeholders and their particular interests in each instance and 

thereafter suggests strategies that might successfully combine artistic vitality and commercial 

attractiveness for international tourist audiences. 

 

 

Mateja Podlipec, Dance Festival Zmigaj se!, Slovenia 

Lluis Prats, University of Girona, Spain 

Transformation of an emerging local event into a tourism product: the case of the Dance Festival 

and Workshops “Zmigaj se!” 

 

Local small events usually are planned and developed in a volunteer basis which implies a large 

dose of informal and emerging processes that leads local events to a local target market. 

 

Even so, some of these local events are able to attract domestic tourists because of its 

specialization, especially after various editions of the event. At this stage a possible solution is to 
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professionalize the event transforming the informal and emerging processes into a more formal 

and planned ones. 

 

The aim of this paper is to present the main processes and elements to take into consideration to 

start and define this transformation. This paper uses as case study a Slovenian small local event 

called “Zmigaj se!” that became a domestic tourism attractor after several editions. This situation 

pushed the organizer to analyze the opportunity to evolve the event to text the possibility of 

attracting international tourists. 

 

Some outputs of this research include the evolution of the product idea, the adoption of different 

marketing strategies, and the focus on new target markets. 

 

 

Bruno Pongelupe Leite de Castro, Brazil 

The Samba Schools 

 

Carnival in Rio is one of the greatest popular celebrations of the world, bringing, during nine days, 

millions of tourists from Brazilian states and other countries.It’s a magnificent show, reaching its 

highest point with the parade of “samba schools”, where the performers sing the musical theme, 

dance samba choreography and play rhythmic instruments, followed by people that sing and dance 

on the galleries. 

 

Since 1930, when a new social thinking was being constructed throughout the world, the Brazilian 

society realized that the African style celebrations, held by the 

Negroes with a different musical gender, the samba, were an important part of national culture 

and it became official that the “samba schools” were allowed to reach the streets, in Rio de 

Janeiro, the capital of Brazil at that time. 

 

Nowadays, the “samba schools” are complex organizations that begin their work ten months 

before the parade. It’s undeniable that the main goal is to attract tourists to the parade, and this 

means producing a high level event, with joined efforts of public and private organizations, 

covering subjects as financing and support, sponsoring, transportation, housing and food facilities, 

security, telecomm, logistics, personal attendance to visitors, etc. A very expressive budget is 

attached to these projects and a professional planning is needed and is indeed made, with public 

and private control of its execution. 

 

My essay is focused on the present state of the art of this planning, as well as on the future 

improvements that are being proposed to achieve better results on the Carnival parade. Besides 

that, a brief overview on the main aspects of the “samba schools” making of, will show the 

community efforts to produce a high quality performance, for all the “samba schools” come from 

low income population groups. 
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Bruno Pongelupe Leite de Castro, Brazil 

Santa Marta Hill: A Tourism Project  

 

Rio de Janeiro is surely worldwide known for its beaches, beautiful women and the Carnival. On the 

other hand, there has been a time when the city was also noticed by its lack of security, for visitors 

and habitants. The “favelas”, poor communities living on the hills, were commanded by traffickers. 

With the enforcement of Pacifying Police Units (UPPs), these communities were released from 

criminals and, on a safer environment; the local tourism settled and grew rapidly, leading 

thousands of visitors every year. 

 

The Santa Marta hill became a world-famous community thanks to Michael Jackson, because the 

pop singer recorded a video there. Even having such sponsor, the site was only able to gain 

recognition and trust of tourists, with the peace process promoted, increasing sharply the number 

of visitors from 30 to about 200 tourists per day. 

 

Realizing the opportunity to generate jobs, the State Government, in accordance with the 

community leaders, launched the Rio Top Tour Santa Marta Project that provides a guided tour, 

with local guides to accompany the visitors. Besides a marvelous view from the top of the hill, a 

cultural spot is being developed, with a samba group playing, on a party with beans meal and beer, 

called The Santa Sunset. The classical music is also being developed, with a Youth Orchestra, 

sponsored and coordinated by a non-governmental organization “Social Action through Music” - 

ASM, that is repeating the initiative on many other communities. 

 

My essay is focused on the work of ASM and its relationship with youth musical development, 

social integration and career opportunities, for young players. Besides that, an analysis of the 

reality of tourist appeal of these communities will be discussed, showing that an engaged society 

has the ability to create alternatives for fun and money. 

 

 

Eduardo Rodriguez Clavo, Universidad Complutense de Madrid, Spain   

Spanish discotheques in the Mediterranean coast: 1965-1973. Between kitsch and psychedelia  

 

The relevance that the tourism boom had in Spain in the sixties of the past century is an undeniable 

fact. Not only because of economic aspects, but also, in a more tangible way, because of other 

fields, such as the social, the cultural and even the iconographic. 

 

The general process of the country, the consolidation of infrastructures, the geographic situation, 

the good weather and the timid but rising liberation of morals facilitated the arrival of large 

amounts of tourists coming mainly from Europe. Under the patronage of the Ministry of 

Information and Tourism, a brilliant platform of national promotion was created, which can be 

summarized in the successful slogan of 1964: “Spain is Different”. This new tourism looking for sun 

and beach permitted the creation and improvement of airports, roads, restaurants, shops, beaches, 

leisure facilities and, of course, discotheques. 
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During the conference, a diversity of audiovisual aspects related to the discotheques in the Spanish 

Mediterranean coast from 1965 to 1973 will be analysed: Tiffany´s, in Torremolinos (Costa del Sol), 

Penelope, in Benidorm (Costa Blanca), Maddox, in Playa de Haro (Costa Brava), Barbarella, in Palma 

de Mallorca or Pachá, in Ibiza (Islas Baleares). They will be presented as places which generated a 

sort of iconic microcosm that deserved to be studied. Such aspects as exterior and interior design, 

the position of the dance floor, podiums, go-go girls, lightshows, or the typography used in posters 

or flyers, and also the discjockeys interaction with the music played to create the atmosphere and 

the dancing, shape a particular iconographic and audiovisual universe. And this peculiar world 

deserves to be studied because it constitutes a meeting ground for the Spanish and the Europeans 

who were greedy for modernity and experiences, in a journey towards the end of the night, in 

which the fusion was made possible between the full Spanish Kitsch of Peret y sus Gitanos or 

Manolo Escobar in a SEAT 600 and the resounding psychedelia of Sly & The Family Stone or The 

Jimi Hendrix Experience, on board of a MG-B Roadster. 

 

 

Maria João Ramos, Beja Polytechnic Higher Institute, Portugal  

Punk’s Not Dead in Portugal: Music, Identity and Tourism   

 

The death of punk has been repeatedly proclaimed since the late 1970s. However, deeply 

influenced by the ‘foundational’ North American and British punk bands, the Portuguese punk rock 

music scene can be traced back to the late 1970s and early 1980s and has remained a discernible 

and vibrant social and cultural formation, based mostly in Lisbon. 

 

In this context, drawing on academic literature on subcultures and music and tourism, and 

following a cultural studies methodology, this paper looks into the Portuguese punk rock scene and 

analyses the role played by punk rock music (and events) in the organisation and planning of 

people’s leisure time and holidays (both in Portugal and abroad). The paper is based on interviews 

to Portuguese punk rock fans, musicians, event promoters, DJs and blog/fanzine authors, focusing 

on their music-centred leisure and travel experiences (e.g. attendance of well-known music 

concerts or festivals such as the Rebellion Festival in Blackpool). 

 

 

Gabby Riches, Leeds Metropolitan University, UK 

‘Keeping it Old School’: The Preservation and Re-Creation of Moshing Traditions within Extreme 

Metal Music 

 

The moshpit is an embodied practice that is an essential feature of any extreme metal concert and 

is a well-known underground leisure practice among metal fans. With its inception in the early 

1970s, moshing has been a long standing tradition within heavy metal culture and encompasses its 

own traditions, such as Pit Etiquette, to warrant a sense of safety and community (Ambrose, 2001; 

Tsitsos, 1999). Moshing is an invented tradition in the sense that it is socially constructed, invented 

and implies continuity with the past. Current moshing practices still incorporate old punk aesthetics 

of slam dancing and stage diving while integrating new techniques such as the ‘wall of death’ and 

‘circle pits’. The evolution of moshing practices within the extreme metal scene corresponds with 
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Hobsbawm (1983) discussion about invented traditions which are a “set of practices, normally 

governed by overtly or tacitly accepted rules and of a ritual or symbolic nature, which seek to 

inculcate certain values and norms of behaviour by repetition” (p.1). Moshing practices symbolize 

and establish social cohesion within metal communities and its main purpose is to inform metal 

fans of certain beliefs, value systems and conventions of behaviour at metal shows. However, as 

extreme metal’s demographic continues to diversify the moshpit becomes a site of conflict 

whereby fans have to negotiate different styles of moshing, the incongruent ways the moshpit 

etiquette is sustained, and the immersion of younger metal fans. The study explores the ways in 

which moshing practices have been preserved, reinvented and challenged within the Edmonton 

metal scene in Alberta, Canada (Riches, 2012). As extreme metal music becomes more aggressive 

and fragmented, and its demographic continues to expand certain moshing practices have had to 

be adapted to suit particular subgenres and their musical rhythms and patterns.  

 

 

Marija Ristivojevic, University of Belgrade, Serbia 

’Belgrade on the “new wave”. Analysing the role of music in creating the city “image”’  

      

The topic of this paper is understanding a two-way relationship between the concepts of “music” 

and “place”. Namely, the hypothesis I am starting from is that music has an “ability” to create an 

identity of a certain space. More specifically, that would mean that music can have an impact on 

the establishing a set of images and knowledge of a specific city through daily social interactions 

(such as socializing, going out, going to concerts etc.). In this case, “an identity of a city”, comprises 

everything that is identified as an important identification mark within a specific sociocultural 

context and understood in that way, can be reflected in different physical places (e.g. a club, 

cultural center, café, park, square), and in various modes of everyday living in that particular city 

and in experiences that evolve from it (e.g. daily routes within a city, a specific style of speech, 

topics for conversation and so on). The example which I have chosen to analyze this relationship on 

is the “new wave” rock-and-roll music scene in Belgrade in the eighties. Although this music 

phenomenon is not something that accounts for an original local product, it possesses its local 

authenticity. Therefore, my goal is to explore the process of creating that specific Belgrade identity, 

and draw attention to the features which make the authentic local phenomenon of this musical 

“wave”. Analyzing current narratives about this phenomenon in the local discourse, I endeavor to 

identify and abstract the key elements of the “new wave” Belgrade identity and consider them in 

the light of the theories (in the first place anthropological) which treat music and place as a 

sociocultural (and therefore contextually dependent and fluid) categories. The analysis is based on 

the interviews which have been made during the summer of 2011.   
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W. Gerard Ryan, Staffordshire University, UK 

Attendee Profiles and Motivations:  A case study of the Liverpool Mathew Street Festival 

 

UK Festivals have been taking place in one form or another for hundreds of years (Bowdin, 2011, 

p4) and are often built on regional culture. Cities and towns are being encouraged to organise 

festivals to attract visitors and investment (Yolal, 2009, p279). The Mathew Street Festival, 20 years 

old this year (2012) is the largest annual free music festival in Europe (The Guardian 2011). 

Festivals are considered a growing segment of the tourism industry incurring significant growth 

over the last two decades (Frunwell, 2008). Research suggest that regional festivals are no longer 

cultural events for local residents because the value is placed on economic (Sinclair, 2007) or 

sustainable (Sharpley, 2000) means of development, with tourism perspectives being drawn from 

marketing destinations which is aimed at people from outside the region (Lichrou, 2008). As a 

result of this contemporary method of measuring value, festival organisers should not overlook the 

traditional value of attendee motivations to assist in the planning and marketing of festivals to 

insure their success. 

 

This paper is part of an on-going research project into the profiles and motivations of people who 

attend the Liverpool Mathew Street Festival. Over three years (2009-2011), data has been collected 

in an empirical study that covers personal profiles, visitor source, visitor behaviour, visitor 

satisfaction, visitor values & opinions and economic impact. Kotler (1999, p140) suggested that 

local attractions should cover events that appeal to citizens. Based on this assumption, the 

empirical evidence gathered highlights the positive relationship between the residents’ own 

identification and their ‘destination brand’ identity (Morgan, 2011). 

 

 

Isabella Sacramento and Valeria Lima Guimarães, Universidade Federal Fluminense, Brazil  

Musical tradition and tourism? The development of conservatoria district, Rio de Janeiro, Brazil 

 

Conservatória is a magical place, say the interviewed tourist and owners of small businesses and 

hotels. Incrusted in a rural area, distant two hours and a half from Rio de Janeiro city, 

Conservatória has two thousand inhabitants, and on a busy weekend can almost double this 

number. 

 

The magic already starts at the entrance: to reach the city, cars cross the weeping tunnel. Water 

springs naturally from the stones of the tunnel, carved by slaves in the 19th century, when the 

region was prosper from coffee plantations, producing the illusion of tears, but locals say it weeps 

because it misses the steam locomotive, which stays, nowadays, 200 meters from it. The region 

became decadent, but the romanticization of the mythical past was rediscovered in music twenty 

years ago. 

 

Today, the city’s main attractions are serenades. Every weekend guitars are followed by dozens of 

tourists who sing and walk along with it. A serenade is a musical composition and/or performance 

in someone's honour, originally songs of courtship. Songs of sentimental nature were very popular 

in Brazil in the 60’s, known as serestas. Preserving the tradition of serestas and serenatas, 
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Conservatória attracts a continuous flow of senior tourists, from all corners of Brazil. The 

challenges the city faces are related to the sustainability of this model. How to continue the 

tradition in the imaginary of people? How to interest the young ones? In spite the strong 

connection between tourism and the musical tradition, there are few keepers, many of them old, 

and it risks disappearing. This paper discusses the situation and their alternatives such as social 

entrepreneurship. 

 

 

Bernd Schabbing, International School of Management, Germany 

Adrienne Steffen, Heidelberg Int. Business Academy, Germany 

“Music festivals and tourism: fruitful synergy or alibi? Customer segmentation based on three 

major German music festivals.” 

 

Classical music festivals play a very important role for a destination’s tourism income and tourism 

image. The purpose of this paper is to investigate the extent to which music festivals are such 

promotion tool for tourism destinations. A target group analysis of festival customers is conducted 

and their significance for festival income and for the destination itself is assessed. 

 

15.000 customers of the Rheingau Musik Festival received a questionnaire as part of a customer 

mailing. Participants were asked about their media usage behaviour, festival visiting behaviour, 

music taste and their satisfaction with the program offer, the visited concerts and the service 

delivery. The analysis is based on a sample of 1000 completed questionnaires and the results are 

compared with two other music festivals (Schleswig Holstein Musik Festival and Beethoven Fest 

Bonn) for which data is publicly available. 

 

Although the investigated festivals have different offers, take place in different regions and attract 

different target groups, the extracted customer segments were very similar across the three 

festivals. The results show, that the amount of tourism support of festivals is related to expected 

image gains and that the local tourism service industry benefits most from classical music festivals 

during festival time as the majority of festival participants were drawn from the home region. 

Indicators for a fruitful synergy between music festivals and tourism destinations can thus be found 

and should be planned strategically. 

 

Future research will verify and extend the results by contacting regional destination management 

organizations and the tourism service industry for a more systematic analysis of destination 

motivations and expected benefits.  
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A.V Seaton, University of Limerick, Ireland 

“All the way from Memphis with the honky tonk women…” : Imagining America and England in 

Pop n’ Rock music 

 

This paper reports research into the ways in which pop and rock music have represented place in 

England and America and the varied, contradictory and unequal ideological effects associated with 

them.  

 

All music has, by accident or design, produced associations with spaces and places including: early 

Christian music in Europe that was perceptually located in monasteries and churches (vide, 

Gregorian chants); chamber music sponsored by European courts and aristocratic elites (vide, the 

“Brandenburg Concertos”); and later by bourgeois states and nationalist loyalists, inculcating 

patriotic commitment (vide, Sibelius’ “Finlandia”). But only in the 20th century did advances in 

forms of mechanical reproduction revolutionise the potential impact of performed music through 

film and sound recording which globally extended the size of the listening audiences, and the speed 

at which they could be reached. Rock and pop was the beneficiary of this revolutionary evolution. 

  

This looks at the results in the spatial imaginaries inscribed within rock and pop’s domains and their 

place-making consequences, including: their impact on identity-making - nationally, regionally, sub-

culturally and at the individual level; their contradictory political functioning in depicting place as 

hegemonic centre, or site of resistance at the margin; and their contribution to diverse forms of 

hedonistic, destination imagining.  

 

The research assumes that pop and rock music’s–making power derives not just from its internal 

features, but from the external, systemic networks and interdiscursive connections through which 

it is produced and circulates. These externals include: the physical and social relations of 

production; marketing and distribution systems; the perceived biographies of composers and 

performers; and the nature of its audiences.    

 

The study addresses two key themes among others: the selectivity of musical referentiality in giving 

some places strong musical anchorage and others, less or none; the importance of popular music in 

America’s ideological success in mythologizing itself as a nation both to itself and outsiders. 

 

The work is based on a staff/ student project, begun at Bedford and continuing at the University of 

Limerick, aimed at inventorying, analysing and theorising the place-making effects of popular 

music. The paper includes “sound bite” extracts from this work featuring: New York, Baltimore, 

Memphis, California, London and Liverpool.   
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Miriam  Shaba, Nigeria   

‘The destination’   

  

To build a strong relationship between tourism, tourists and all forms of music is the key to world 

peace. A logical network of music pilgrimage in touristic experience is a central development to the 

future prosperity of every nation. Every musical pilgrimage links the world together through its 

unique brand of music which always adds a value to life. 

 

A musical pilgrimage refreshes the mind to think creatively, because it brings about cultural and 

economic policies that promotes tourists to share in one’s beautiful cultural heritage. Similarly, 

managing tourists at musical sites creates a wonderful atmosphere of peace because music is good 

to the soul. Music well organized in any musical pilgrimage would overall leave a lasting footprint in 

time.  

 

Music, tourism and travel as an expression of cultural heritage promote music festivals, concerts 

and tours for tourist. The ethnographies of touristic encounters with music would bring together 

people regardless of colour, background or ethnicity under the umbrella of unity. In our society 

today, the place of music in the representation of tourism destinations unites the youth of the 

world. The construction of tourist discourses gives way to long lasting feeling of happiness and 

unforgettable memories. 

 

There is a big relationship between tourism, tourist and all the forms of music because they go 

hand in hand. No tourist would come to a place knowing that the place would be as quiet ‘as a 

mortuary’, every tourist like to feel being alive across all cultures and continents, they love to 

experience the way of life of other people.  Musical pilgrimage gives way to a strong flow between 

travelers and musicians. 

 

 

Maria I. Simeon, Italian National Research Council, Italy 

Piera Buonincontri, Italian National Research Council and University of Salerno, Italy 

Maria Luisa Stazio, Italy  

Neapolitan song as tourist attractor: analysis and evaluation 

 

The paper individuates field guides and measures to promote the Neapolitan song as a tourist 

product. 

 

This work is part of a broader study by University Federico II of Naples, IISM – Italian Institute of 

History of Music, and CNR – Italian National Research Council, with the objective to analyse the 

whole supply chain of Neapolitan song (from the awareness to the enhancement of music). 

 

The Neapolitan song was born in the first half of nineteenth century as a "local" and "global" 

product, namely contemporaneously as expression of local identity of Naples and expression of the 

image that the travelers of Grand Tour had of the city. 
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Neapolitan song is therefore a product inherently "global" and it has been able to influence the 

experiences of tourists and the image of Naples and Italy worldwide, at least until the sixties of the 

twentieth century. Nowadays, the city offers low and sporadic chances to know and listen 

Neapolitan song. 

 

Starting from these considerations, the paper starts from a literature review on Neapolitan song 

and its features. Then, the current relationship between Neapolitan song and tourism is examined: 

data on the real and virtual supply of Neapolitan song are collected (Associations, Institutes and 

organizations which promote and enhance the Neapolitan song); and the potential demand 

interested in Neapolitan song is analyzed, with the objective to evaluate its attractiveness. 

Methodologically, the analysis is supported by interviews and focus groups with the stakeholder 

involved in tourism and music in Naples. 

 

This study individuates the strengths and weaknesses of Neapolitan song as tourist product, and 

the different targets of demand, with their specific needs. The results of the analysis allow to 

individuate and suggest solutions and define a hierarchy of actions to enhance the Neapolitan song 

as tourist and cultural attractor in Naples; among them: 

- real and virtual tourist routes which involve a music supply linked with the territory; 

- a new museum of Neapolitan song; 

- actions to revitalize the Piedigrotta Festival, that was in the past the most important event of 

music in Naples. 

 

The study also provides useful policies and guidelines for local institutions, managers in tourism, 

and public and private economic actors. 

 

 

Sofoklis G. Skoultsos and Paris A. Tsartas, University of the Aegean, Greece 

Music tourism motivation: An examination of motivational differences between tourists and 

leisure travellers at three music festivals in Greece 

 

Festivals have become a dynamic industry during the last decade covering a variety of themes that 

celebrate culture values, beliefs and the identity of hosting communities. Although festivals are 

covering a wide range of cultural themes, music festivals have dominated the industry. In various 

cases, music festivals are implemented as means for urban renewal or rural areas’ development. 

Music is a universal language and offers the potential of a cultural exchange or sharing common 

values and beliefs. As such, music can be approached as a basic motivational dimension for travel 

and tourism.    

 

This paper makes an insight to music tourism motivation by making a theoretical approach and 

presents survey results of three major music festivals of Greece. Based on the background of 

various tourist and leisure travel motivation theories, a questionnaire was designed and collected 

from the festivals’ attendees. Results show that music is in fact the basic motive for attending but 

there are different motivational factors between leisure travellers and tourists.  Using factor and 

cluster analysis the results reflect several groups of attendees and contribute to better 
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understanding motives of music tourism and leisure travel to festivals. Managers and tourism 

planners should take advantage of the results in order to achieve a more effective approach of the 

current niche tourism and leisure market. 

 

 

Julia Sneeringer, City University of New York, USA 

“I’d Never Even Been to Manchester”: Liverpool Musicians in Hamburg’s Entertainment Economy, 

1960-1965 

 

In the early 1960s, Hamburg was at the epicenter of Western pop culture. In its red-light district, St. 

Pauli, The Beatles and other British acts provided a soundtrack for the revelry of tourists, sailors, 

and other denizens of the demimonde in venues around the Reeperbahn such as the Kaiserkeller 

and the Star Club. Young people, from working class locals to art students and social dropouts, also 

came to experience the thrill of live rock and roll at a time when this “jungle music” was largely 

suppressed. By 1962 this scene drew thousands from across Germany and Europe; in 1964, 

Hamburg garnered worldwide attention as the “cradle of The Beatles.”   

 

My presentation explores the social, spatial and cultural circulation of British musicians in Hamburg 

from 1960 to 1965, particularly those from Liverpool who never made it big outside their 

passionate German fan bases. These young men and women, inspired by American sounds largely 

brought to Liverpool by returning seamen, spontaneously formed groups in need of places to play.  

Club owners from Hamburg, whose tourist industry boomed during the Economic Miracle, needed 

musicians who could sing rock and roll in its “authentic” language and in 1960 began importing 

waves of cheap talent from nearby Britain. 

 

Most of these musicians – some barely eighteen – had never been outside greater Liverpool, much 

less abroad. Thus St. Pauli, with its 24-hour culture of sex, stimulants, and sleaze, represented not 

only an incomparable opportunity to make a living playing music but a “school of life” beyond 

parental control. My presentation discusses how musicians’ circulation through the worlds of the 

city and its entertainment milieu shaped their identity, particularly in regards to sex, generation, 

and national belonging. It also explores their interactions with fans, who themselves crossed 

boundaries of class, gender, and nation to experience a music scene sited in a liminal zone far from 

postwar West Germany’s prevailing culture of respectability. These encounters between musicians 

and fans, as well as with club owners and zealous local authorities, produced new cultural 

syntheses and constitute a crucial moment in the budding transnational youth culture that swept 

the world as the Sixties progressed.    
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Aneta Spaseska, Polis University, Albania  

Contact improvisation- a way to discover a site  

 

Contact improvisation is a relatively new dance technique. It is one of the best known forms of 

contemporary dance and also one of the most liberated ways of moving. Although it doesn’t 

necessarily cover any traditional dance moves it is a fitting way to get in touch with the physical, 

cultural and social environment of a touristic place. Its democratic form allows even the least 

skillful persons to perform it without any foreknowledge, preparation or equipment. Any space has 

the potential to become a dance ground, and free forms like contact improvisation allow us to 

experience the surroundings without being intrusive. The devotion put in practicing it makes 

visitors’ deeper understanding of the presence on the site in a certain moment. The combination of 

body and space allows perceiving the world around and the different relations in it. To consider the 

body as a tool for perceiving the space seems as quite logical concept, but in fact it is rarely present 

in the touristic journeys. This is why presenting some ways of applying contemporary dance 

techniques in touristic offers should be considerable. 

 

 

Ana Paula Garcia Spolon, Universidade Federal Fluminense (UFF), Brazil 

Jorge G. Camargo Filho, Pontifícia Universidade Católica de São Paulo (PUC-SP), Brazil 

“Som do Céu: the expression of Brazilian Christian Music in a touristic trip to the interior of Minas 

Gerais” 

 

Although the birth of a Contemporary Brazilian Christian Music might be established during the 

50’s, with Evangelical singers attending to radio programmes, it was in the beginning of the 60’s 

through the group Winners for Christ (Vencedores por Cristo – VPC) that Christian music reached a 

larger audience and spread all over Brazilian territory in missionary musical trips. With the 

strengthening of the genre and inspired by the work of Janires and his band Rebanhão (Big Flock), 

Som do Céu (Sound of Heaven) festival is born in 1985, as a yearly event gathering the main 

representatives of Brazilian Christian Music. The event lasts one week and has taken place 

uninterruptedly for 26 years, attracting hundreds of participants to the town of São Sebastião das 

Águas Claras, in the center of Brazil. Since its beginning it takes place under the colourful canvas of 

a circus during Easter. This extreme simplicity contrasts with its national exposure which gives the 

event the shape of a resistance movement, in a time when Christian Music has rendered to mass 

media and consumerist appeals. According to Carlinhos Veiga, the musician who has been the most 

often at the festival (he was absent just once), Som do Céu is an event that emerges in a “time 

when distances seemed farther than today and whatever used to reverberate in Brazil would only 

take place within Rio-São Paulo axis”. There was no internet, social networks or Evangelical TVs and 

Christian radios were just a few. With this work we aim at recovering the importance of Som do 

Céu as a movement of Christian musical counterculture that has become extremely relevant over 

the years to a hundred of tourists who come from all Brazilian regions, keeping alive the meaning 

and purpose of Christian music nationwide.  
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Karl Spracklen, Leeds Metropolitan University, UK 

The Strange and Spooky Battle over Bats and Black Dresses: The Commodification of Whitby Goth 

Weekend and the Loss of a Subculture 

  

From counter culture to subculture to the ubiquity of every black-clad wannabe vampire hanging 

around the centre of Western cities, Goth has transcended a musical style to become a part of 

everyday leisure and popular culture. The music’s cultural terrain has been extensively mapped in 

the first decade of this century (eg, Brill, 2008; Hodkinson, 2002). In this paper I will examine the 

phenomenon of the Whitby Goth Weekend, a modern Goth music festival (Goulding and Saren, 

2009), which has contributed to (and has been altered by) the heritage tourism marketing of 

Whitby as the holiday resort of Dracula (the place where Bram Stoker imagined the Vampire Count 

arriving one dark and stormy night). I will examine marketing literature and websites that sell 

Whitby as a spooky town, and suggest that this strategy has driven the success of the Goth festival. 

I will explore the development of the festival and the politics of its ownership, and its increasing 

visibility as a mainstream tourist destination for those who want to dress up for the weekend. By 

examining posts on a number of Goth websites, I will suggest that the mainstreaming of the festival 

has led to it becoming less attractive to those more established, older Goths who see the 

subculture’s authenticity as being rooted in the post-punk era, and who believe Goth subculture 

should be something one lives full-time. 

  

       

Raphaela Stadler, Griffith University,Australia 

Reflections on a Festival Tourist Experience in Queensland 

 

The Queensland Music Festival (QMF) is a biennial festival that offers events all over the state of 

Queensland. The festival organisation’s main goal is not only to identify local cultures and tell local 

stories, but also to unite the state and to bring Brisbane and the regions closer together (QMF, 

2011). For tourists, there are several opportunities to encounter community music making or learn 

about the history of a place through a QMF performance. In this paper I reflect on my ethnographic 

research with the QMF during the 2011 festival season. I use narrative and thematic analysis 

(Cortazzi, 2001; Ritchie, Spencer & O’Connor, 2003) in order to deal with the festival tourist 

experience in three particular QMF musical performances: Ailan Kores - a choral work performed 

on Thursday Island which was webcast live to the city of Brisbane; Drag Queen’sLand – an urban 

community arts project about being a drag queen in Brisbane; and Behind the Cane – a regional 

event about the history of the South Sea Islander community in Bowen, Queensland. All three 

events were attended and field notes were taken. 

 

Through reflection on my visitor experience in these events, I identify the importance of learning 

about local stories and communities, the creation of meaning and an understanding of the 

Queensland identity through music. Several interviews with event participants and visitors have 

also been conducted and perceptions on these issues identified. I argue that not only major city 

music festivals, but also small-scale community performances can enhance the tourist experience 

and understanding of local culture (Picard & Robinson, 2006). The selected QMF events provide 
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examples of three very different ways (a webcast, an urban and a regional community event) for 

visitors to engage with local communities and learn about their culture. 

 

Philip A. Stauffer Todd, East Central University, USA  

Alma Brasileira: Heitor Villa-Lobos and the imaginary inspirations of an irrepressible impresario  

 

A half-century after his death, the Brazilian composer Heitor Villa-Lobos still represents an exotic 

and exciting landscape of imagination and inspiration for many listeners. Though scholars may 

argue for the superiority of one of his more mature and international works, this prolific creator's 

best-known - and best-selling - pieces continue to be those he imbued musically, thematically, or 

both, with programmatic concepts representing his tropical homeland. But this artist, though well-

traveled as a young man, was a product of a very Eurocentric urban Rio and not of the prairies and 

jungles he attempted to evoke in his music and accompanying stories. Beginning with his student 

days in Paris, his tales of adventure and danger mesmerized audiences in Europe and North 

America, while embarrassing and enraging critics in his own country. Yet it was his international 

success, with music bearing titles suggesting Brazilian folklore and landscape, that finally won him 

the respect he had been previously denied at home. From the piano pieces based on children's 

stories to his most famous collection of Bachianas Brasileiras, Villa-Lobos used the world's 

fascination with the primeval Amazon to brand and market his music. Later Brazilians from Carmen 

Miranda to Tom Jobim and Sergio Mendes found a ready audience attuned to that country's flavors 

thanks to him, and even the most recent CD cover art still often invokes the imaginary landscapes 

he once employed to entice, enthuse and enthrall many. This paper explores several aspects of the 

composer's increasingly inventive and successful use of Brazilian themes during his prolific career, 

and argues that while his music could be both inspired as well as constrained through such frames, 

his legacy is forever inextricably linked with a magical, mythical Brazil that, while not completely 

accepted by its own, still attracts many musical tourists from around the world.  

 

   

Ian Sutherland, Durban University of Technology, South Africa  

The White Album: ideology, tourism, travel, music and album cover design in South Africa 1958 – 

1985 

 

In an age when whole record collections can be stored in a “cloud” and music is released as a 
digital download with no design elements it is difficult to remember or appreciate the cultural 
significance the 12X12 inch album cover. By the 1950s technology had transformed recorded music 
from a 78 rpm shellac disc in a plain brown paper cover to a long playing 33.3 rpm vinyl disc with a 
cardboard cover that acted both as protective packaging and a poster/advertisement with overt 
and covert messages promoting the music, the performer and many other values.  
 
Similarly, advances in aircraft technology transformed air travel to enable the tourism industry to 
promote holiday destinations in exotic places. The cover of Frank Sinatra’s 1958 album Come Fly 
with Me acted as a product placement for Trans World Airlines (TWA) and is an influential early 
example of design, music and travel promotion during an age of increasing affluence. Significantly, 
the music on the plethora of travel albums that followed invited the fan/consumer to enjoy an 
early form of “world music” that stretched from Latin America to South Africa. 
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Ironically, the call to “go international” in music and tourism occurred at a time when the apartheid 

government in South Africa faced calls for international isolation that would have significant 

implications for the promotion of music and tourism. It is in this context that this paper seeks to 

discuss selected examples of album cover design in South Africa to explain how they 

communicated complex messages that, often promoted apartheid ideology, national identity, the 

artist, music and tourism to both local and international audiences. In the face of international 

boycotts an important track on this exclusively white soundtrack is the theme of the “overseas” 

artist “on tour” which explains the closing cover of - Sun City by Artists United Against Apartheid in 

1985.  

 

 

Zhang Tianxin, Peking University, China 

Yamamura Takayoshi, Hokkaido University, Japan 

Ren Lixin, Tourism Bureau, Tongjiang city, Heilongjiang Province, China 

The Performance Space for Indigenous Music in the Context of Tourism Development 

- A comparative study of Naxi and Hezhe aboriginal areas in China 

 

Indigenous people’s music plays an important role in the promotion of tourism in aboriginal 

regions. They show the aboriginal people’s character and the local identity by featured melody and 

rhythm. Their contents are a record of the historic legends and heroic stories. In addition, the way 

and place of musical performance impress the tourists in different ways. 

 

In this paper, we argue that three kinds of representational spaces are important to implement 

tourism development. They are formal, casual, and private spaces respectively. Formal spaces 

include theatres; casual spaces include open spaces like squares, while private spaces are mostly in 

indigenous people’s houses. They correspond with the kinds of performers, place of performance, 

choice of contents, and in general, the evolution of music style under tourism context. They 

accumulatively help to raise the relationship between tourists and local people. 

The existence of the above spaces happens in different stages in the process of tourism 

development. The ultimate stage is the coexistence of all the above spaces, while in the primary 

stage only the occurrence of one or two kinds can be found.  

 

We clarify this statement through a comparative study between two aboriginal areas in China. One 

is the Naxi people who live in Lijiang area in south-west of China, and the other is Hezhe people 

who live in Tongjiang area in north-east of China. For both Naxi and Hezhe people, music plays an 

important role in narrating the local history through their legends and stories. In addition, they bear 

strong religious character and were mostly performed by religious people in the past. Several fixed 

styles have been formularized for these types of music for the last hundreds of years. Dongjing 

Guyue and Yimakan are the two important formulas for Naxi and Hezhe music respectively. Their 

melody and rhythm relates closely with local people’s daily life. In Hezhe’s case, for example, the 

music’s tones and rhythms correspond perfectly with the traditional fishing life on the river. 

 

In spite of the many similarities, the ways of music representation show that they are in different 
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stages of tourism development. In Lijiang’s case, music entertainment has become both an 

organized cultural activity and a daily leisure that could be enjoyed jointly by local inhabitants and 

tourists. On one hand, musicians are trained to give formal shows in stylishly decorated traditional 

musical halls. On the other hand, casual dancing and singing are not only held in private houses as 

family and community activities, but also become frequent activities and attractions in public 

spaces. They collectively form a multi-dimensional tourism experience. While in Tongjiang’s case, 

music performance is neither as formal, nor is easily seen in daily activities and in public spaces. 

Instead, they are more restricted to tourism performing, and the participants are limited to certain 

groups of tourists. The two cases show different levels of music involvement in the process of 

tourism development.  

 

Although the differences can be attributed to multiple reasons, it can be argued that Tongjiang may 

learn many lessons from Lijiang in order to enrich tourists’ music experience. This can be done in a 

few ways. First, performers of different ages need to be organized and trained. Second, more urban 

spaces should be utilized to contribute to music performance. Finally, tourists and local inhabitants 

should be better involved in both formal and informal music activities. 

 

 

Raheleh Tohmak, Heydar Lotfi, Farzaneh Yazei, Islamik Azad University, Garmsar Branch,Iran 

Folkloric Music of Gilan Region ,a Move forward in Development of Tourism Industry in Iran 

 

The Eastern world has always been known to be the cradle of civilization, thought, intuitiveness 

and wisdom. In this context, Iran has played a significant role in mental maturity, wisdom and 

thought. Art among many others has been influenced by the eastern wisdom and thought 

institutions , to the extent that it has strongly dissolved in the daily life of people of the east. For 

the same reason Iran is considered as one of the most important and dominant country in the 

eastern world. Art in Iran has been blended in diversified feature of life and music as one of the 

most effectual art with its inner power has involved in all aspect of life of Iranian. Music of different 

parts of Iran is inspired by variety of life style of the region, that's why the nature of music is 

adaptable to the life style. Many regions in Iran have preserved their folkloric music and some 

regions that they have lost or neglected their music, to be revived and updated. There are many 

modern musicians who are motivated to take initiative to assimilate the modern music with 

folkloric music to compose and present an exclusive music. Folkloric music is referred to the music 

of the rural area and small cities which is not compatible with modern music rhythm and discipline. 

Folkloric music is simple, lively and influential. Gilan regional music of Iran is attentively been 

concentrated in this article. In contemporary era, tourism becoming very popular in many countries 

of the world and some of the countries are pioneer in this industry. Tourism more than other 

industries is dependant to the economy cycle of the country and it positively impacts on the 

regional and international economy, however the role of culture cannot be ignored. Development 

of tourism and people of the countries. the art of folkloric music more than any other art along 

with cultural manifestation has been able to motivate tourism. The present article elaborates the 

topic through field studies and using library method. 
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Kristof Tomey, Uzhhorod National University, Ukraine  

Music and destinations: Applying sound in destination branding 

    

Although music has been widely used in tourism marketing for decades, only few researchers have 

attempted to study the role of sound in destination branding. Destination management 

organizations usually consider music only as an asset of brand image. However, by using sonic 

features in the brand’s identity, DMOs can get a new instrument of approaching prospective 

tourists and send them simpler marketing messages, which provide a competitive advantage in 

today’s cramped destination market. Malaysia and India were one of the pioneers in using music 

for branding, but the emergence of new DMO instruments, such as destination websites, mobile 

applications and online social networking, will make the use of audio affordable for a wider range 

of cities, regions and nations that are interested in welcoming visitors.  

 

The purpose of this paper is to examine the concept of destination sound branding. Previous 

research in the fields of destination branding and sound branding is summarised and, in the 

process, the combination of these ideas is considered. Successful examples of sound branding in 

modern destination marketing are reviewed, potential opportunities for the use of music in 

branding are listed and as the result, suggestions for sound branding strategies of destinations are 

proposed. These recommendations can have both managerial and theoretical value. 

 

 

Francesco Vallecoccia and Rima Aryandani, Università della Svizzera Italiana, Switzerland  

The Possibility of a New Device for Music Tourism in Manchester: A Comparative Study of London 

and Liverpool 

 

This paper discusses the potential of Manchester as a music tourism destination by inducing new 

technology. As far as it concerns, United Kingdom (UK) is plenty of memorabilia related to musician 

who put a mark on the history of popular music, such as the Beatles and Rolling Stones in the 60-

70s, and the Smiths and Oasis in the 80-90s. UK is also famous for its music venues for this reason; 

a large number of tourists visits UK and highly contribute in its tourism revenue. 

Cities such as Liverpool and London are the top two favourite destinations of this niche tourism. 

Aware of this potential, Liverpool has designed and implemented two apps for IPhone and IPad for 

the Beatles (the Beatle story and unofficial Beatles’ Liverpool). These apps are developed with 

places and locations related to the fab four. Meanwhile, London music map spotted thousands of 

venues that have marked the history of rock in the city. Therefore, these two cities have left behind 

another city which also has a big potential for this kind of tourism, Manchester. 

 

By comparing Liverpool and London case on the impact of new technologies to music tourism 

success, this study tries to figure out a new suitable device that can be applied to Manchester 

music tourism. 
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Ivan Vander Biesen, University of Leuven & IOWC, McGill, Belgium and  

Christiaan De Beukelaer, University of Leeds, UK 

Tourism and Imagining Musical Traditions on the East African Coast: Harmony and Disharmony 

 

This paper presents an analysis of the invention of tradition within music created by and related to 

the Swahili culture, and how the local tourist industry deals with its musical heritage. After all, the 

appreciations of commodities such as traditional music changes along the trajectories tourists 

follow. Changing the cultural, historical or geographical context of performance, such as the 

transfers into a tourist setting, influences appreciation of the musical tradition.  

 

Through the analysis of history and praxis of the traditional music of Zanzibar and Lamu, we will 

showcase how is dealt with the musical heritage of Taarab (Music Culture Club of Zanzibar), the in 

the 19th century invented tradition of Beni music in Lamu and the Sidi Sufis, the recently re-

invented traditional African-Indian mystic music of Gujarat. These traditions were embraced by the 

local population, yet all for different reasons, however. Contrary to the heritage of Farrokh Bulsara, 

otherwise known as Freddy Mercury, an in Zanzibar born Parsi from India, whose musical heritage 

isn’t embraced by the whole local community of Zanzibar and recently caused a discussion 

between the local oriented tourist industry and the Western oriented one.  

 

Those four examples related to Zanzibar and the Swahili culture will form the basis for analyzing 

the relation of music and the tourist industry in Zanzibar. The tradition of the Taarab music and the 

(invented) tradition of Beni are locally curated by musical societies in Zanzibar and Lamu, but 

unknown to the majority of tourists which visit the East African coast. The repertoire of the Sidi 

Sufis, which draws on ethnological observations, was revived by etnomusicologists to cater to the 

'World Music' export market and it is mainly performed in the Western cultural centra . The 

acceptance of Farrokh Bulsara, however, is mainly done by Western tourists, and causes 

controversies in Old Stone Town where many inhabitants dissociate themselves from it.  

 

Drawing a comparison between those ethnographical data, and the practices and appreciations, we 

carefully reconstruct and deconstruct the way this heritage caters the imaginary of the local, the 

tourist and the export markets, and assuages the globalized need for cultural difference. As such, 

this paper is more than a mere illustration of invented traditions or imagined communities, as it 

provides compelling examples of the expediency of culture in the transnational cultural market, and 

the influence of the global demand for traditional experiences without disregarding the bound with 

its places of origin. 

 

 

Carlos Vargas, Universidade Nova de Lisboa, Portugal  

Culture in the City: responsibility and conviction: A new festival for Lisbon (2009-2011)  

 

If a citizen today claims his right to participate in the cultural action and to benefit from cultural 

activities, the politician acknowledges the duty of enabling him access to cultural assets. In this 

context, the cultural product is an asset sought by some as a citizenship right (and in this case, I 

mean a common citizen) whereas it is seen by others as citizenship duty. 
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In this paper I will present the recent Lisbon’s experience as exemplary: the Festival ao Largo, in its 

Chiado quarter, held in front of the national opera, the Teatro Nacional de São Carlos, was 

conceived and planned keeping in mind the urban geography; its programming tried to top a gap in 

the cultural offer of the city and to take good advantage of open air summer evenings whilst taking 

in consideration not only the local population but also the flows of tourists. 

 

I will also look to three other examples of festivals in which the geographic location is of major 

importance if not decisive: Verona (Italy), Bregenz (Austria) and Aix-en-Provence (France). As a 

matter of fact, and regardless of the various strategies of each festival, they all have in common the 

presentation of opera and they all bring their public together for the experience of the place. 

 

The strategic thinking of the cities, their daily management and their political planning will hardly 

be able to ignore this powerful instrument, which festivals have become, for the setting-up of the 

population’s sense of belonging to the symbolic places and as an opportunity for tourist 

encounters. 

 

 

Margarida Vaz , University of Beira Interior, Portugal 

Olga Silva, Academy of Music and Dance of Fundão, Portugal 

New Rurality and Traditional Music. Metamorphosis of tourist experience 

 

The interest of the countries by their own cultural heritage and the first attempt to inventory and 

catalog some expressions of this culture (as the popular songbooks), came at a time of great 

curiosity and interest by the discovery of other cultures, as consequence of the early Universal 

Exhibitions of the XIX and XX centuries. The traditional music also became a source of inspiration 

and a challenge to the skills of erudite composers. This metamorphosis of traditional music by 

classical composers became their own way of expressing the identity of their own country. The 

movement of aesthetic embellishment of traditional music, without distorting its genesis, crossed 

Europe and was expanded later to other parts of the world. It is also remarkable that, a century 

later, and within an increasingly globalized and urbanized world, rurality is beginning to be taken as 

a differentiating element of quality of life. This is reflected in the revitalization of the historic and 

traditional spaces and cultural traditions, in the growing demand for second homes and for 

permanent housing and in the growing tourist demand. But the people who populate the “new 

urban spaces” in rural areas are different people of rural residents. They are different in terms of 

wealth, knowledge and culture. If these newcomers and visitors are living in or visiting the 

countryside because they see it as a superior environment and want to be part of a culture of rural 

life, which is the culture of rurality that newcomers adopt? A pure rural culture or a 

metamorphosed culture which, while not compromising the richness and authenticity of its rural 

roots, may reflect the highest standards of knowledge and cultural needs of these new-comers? 

The metamorphosis of traditional music by classical composers can be a way of conciliating those 

interests. In 1960, Fernando Lopes Graça, a prolific Portuguese composer, joined the French 

musicologist Michel Giacometti (1929-1990) in the effort of colleting and cataloguing popular 

songs, culminating in a collection of recordings, unique in Europe, which covered all Portugal. 
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Taking his inspiration from the rhythmic and expressive variety of rural songs, he composed several 

albums for piano from thematic material selected along these travels. In the context of this paper 

we intend to show how the work of this author, challenging the traditional music, can allow a 

touring through traditions, while allowing design a cultural environment for the most demanding 

tourists of the “new” rural places.  

 

 

Monica Voitovici, Romanian Cultural Institute, Poland  

Enescu Festival in Bucharest – A gate to explore the Carpathian Garden 

 

All settlements, be it village, town or city, are keen to share their cultural productions with money-

spending tourists by the promotion of the festivals. This paper looks at Romania’s first steps in 

using festival tourism for promoting the country abroad. After creating its own touristic brand (with 

the slogan Explore the Carpathian Garden) and starting to promote it heavily, the country is trying 

to make use of cultural tourism, a concept still little known in Romania or in any other Eastern 

European countries. The focus of this article is the “Enescu Festival”, a biannual classical music 

festival taking place in Bucharest that has become increasingly popular in the last years. This 

promotion strategy is becoming an excellent marketing tool for the Romanian capital, although at 

the time being it is still difficult to fully assess the economic contribution brought by the festival to 

the local economy due to the lack of detailed statistics.  

 

My article is an attempt at evaluating the potential of this endeavour by looking not only at the 

infrastructure of the city, but also at the way tourism companies build their offers to include this 

event. A separate section is dedicated to the mechanism which lay behind the image building of a 

complex event aiming to invite world class musicians to a less known country that is struggling to 

find its place on the tourist map of Europe. The way the capital is capitalizing the effects of cultural 

tourism is approached by making a comparison between the “Enescu Festival” in Bucharest and the 

“Chopin and his Europe Festival” in Warsaw. The last part discusses how other international music 

festivals in Romania can also benefit from this experience and attract more tourists in the future, 

especially if situated in areas with high touristic potential. Thus the paper contends that tourism act 

as a key force in promoting festival growth and expansion. 

 

 

Jacqueline Waldock, University of Liverpool, UK 

The Forgotten Homes  

 

Musical sites and music tourism are rarely discussed in the context of soundscape, however the 

effect of pilgrimages and heightened media attention on an area changes the sound environment 

of a place. The sense of home that was Madryn Street has been stripped away through the effect of 

the councils CPO order and has become replaced by the transient sound of the tourist. This paper 

will use no. 9 Madryn Street as a focal point to map the political and local relationships to sound at 

the site. 
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Beatles Heritage sites are common place in Liverpool, from John Lennon’s childhood home, to the 

Beatles Museum. However the birth place of Ringo Starr, no. 9 Madryn Street, has been at the 

centre of housing controversy for several years. The area has been under a Compulsory Purchase 

Order and as such is due for demolition.  Most of the houses sit empty, decaying, waiting for a final 

decision over their fate. Several residents in the neighbouring streets have chosen not to leave 

their homes and have been fighting the council’s decision to have them demolished.  

 

During 2010 and 2011 No.9 Madryn Street became central to the debate as residents argued for 

the house to become a heritage site. Media interest in the fate of the homes saw a rise in 

pilgrimages and this in turn heightened national and international interest. This paper will discuss 

the relationship between local residents and the site, highlighting the beneficial and detrimental 

effect of No.9’s history. This discussion is based upon a three year community centric sound project 

that took place in the Welsh Streets from 2009-2011.   

 

 

Duncan M Wambugu, University of Florida. USA 

Cultural tourism: The untapped one stop shop – The case of the annual national Kenya music 

festival 

  

African countries are known worldwide for their rich cultural heritage and Kenya is no exception. 

One of the significant events showcasing the diverse Kenyan cultures through performances of 

song, dance and elocution, is the national Kenya Music Festival. Though a competitive festival for 

educational institutions ranging from kindergarten to universities, this annual event exemplifies the 

best in cultural music, traditional to contemporary, representing most of the ethnic groups in 

Kenya as well as neighbouring countries – Somali, Uganda, South Sudan, Ethiopia, Tanzania, 

Burundi and Rwanda. The national festival is a culmination of various lower level festivals that have 

taken place starting with Zonal through Provincial and finally the National level. Boasting of over 

90,000 participants, the festival showcases the nation’s crème de le crème in elocution, folk and art 

songs, drumming and dances categorized in classes by the genre of music as well as the level of 

education, all within a span of 10 -14 days in the month of August.  

 

The proposed paper intends to illustrate the national music festival as the ultimate expressive 

cultural experience, covering different perspectives of cultural tourism – heritage tourism and art 

tourism. The paper further seeks to illustrate the national festival as an event for authentic and 

high-spirited traditional to contemporary music and dance performances that are a main attraction 

for tourists interested in the culture. It is in this light that this paper proposes the national music 

Festival as a “one-stop-shop” for Kenyan cultural performances, identity and tourism. 
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John V. Ward, University of Wisconsin-Parkside, USA 

Post-Modern Soundtracks:  21st Century Technology, Agency, and the Mediation of Places and 

Events  

  

In today’s post-modern world, music increasingly serves to mediate our experiences of places and 

events, including tourist activities related to music concerts. This is due in large part to the 

unprecedented opportunities that technology provides for musicians and music fans alike to create 

and (re)create music in a multitude of ways, allowing it to provide soundtracks to these places and 

events. 21st century technology also offers increasing opportunities to engage in music making 

activities focused on creating soundtracks to related experiences beyond the traditional concert 

music performance event itself. In addition, technology allows us to capture and preserve concert 

performances allowing fans to revisit and/or recreate these places and events. This paper examines 

the relationship between technology, agency, and the musical mediation of places and events from 

several perspectives. This includes the soundtracks of pilgrimages and parking lot scenes at 

Grateful Dead concerts, the near real time remix performances at the Norweigan Punkt festival, the 

seemingly ubiquitous personal recording devices that preserve concert events, and the 

otherwordly yet earth-bound sounds created from the mixture of ice carved instruments and 

electronics that fans can only truly experience by making a pilgrimage to European Ice Music 

festivals. In all of these cases, technology has changed the ways in which music is used to create 

relationships between people and places during tourism activities. This paper explores this evolving 

array of opportunities for musicians and fans alike to exercise near real time agency in the creation 

of music, in order to mediate places and events in their lives, as well as to preserve and (re)create 

these experiences of musical tourism, in terms of both concerts and concert related activities. 

 
  

Shen Wen-Chun SHEN and Liu Yi-De, National Taiwan Normal University, Taiwan  

Pop Music Festivals in Europe: A Hermeneutic Phenomenological Study of Tourist Experience from 

Taiwanese’s Perspective 

 

In this research, an innovative method - hermeneutic phenomenology approach was used to detect 

significant essence among open-air pop music festival experiences from nine Taiwanese’s 

perspective. We could see a growing number of research studies are now available to shed some 

light on the tourist experience research (Cohen, 1979; Prentice, Witt and Hamer, 1998; Li, 2000; 

Getz and Cheyne, 2005; Curtin, 2006 et al.) Unlike music concerts in general, the open-air pop 

music festival features more than one-day length activity with non-stop performance by around 50-

60 famous singers, DJs and music bands on two or more performing stages. The most notable 

festival, for instance, Rock Werchter in Belgium, Roskilde in Denmark, Glastonbury in the United 

Kingdom and Sziget in Hungary are the top four largest music festivals in Europe area. The author 

would like to start out the research with her own experience, and to figure out the essential 

meanings embedded in the pop music festival events. The study involves depth-interviews, 

comprised of conversation of experience illustrating about their thinking and behavior in the music 

festival scenes. There would be nine Taiwanese (with the researcher included), to illustrate their 

tourist experiences of twelve music festivals in five European countries.  
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To most people in Europe, attending such festival events could be a common way of travelling in 

daily lives. However, for far distanced countries like Taiwan, there certainly exists a group of people 

with high passion towards pop music and would like to conquer some obstacles (such as long 

distance, language barrier, and high transportation expenses …ect.) in order to attend the festival 

and make him / herself exactly be there. Not just because of the entertaining function, but also 

there are existing plenty of meaningful units which urge these Taiwanese participants want to 

attend the music festival scenes and consider their festival experiences as a kind of in lifetime, also 

as an identity of music fans.  

 

The aim of this article attempts to explore how Taiwanese attendants feel and how festival 

experiences pose an influence on their lives are related. Besides, The research has tended to focus 

on how did Taiwanese festival-goers feel in the festival scenes, rather than mere discussion about 

what they did in the festival. The generic term ‘‘tourist experience’’ is used in the study to cover a 

range of subjective meanings such as emotions, moods and feelings of individuals moving during 

festival undergoing. The different perceptions of attending festivals in Taiwan and in Europe are 

also to be compared.  

 

In the conclusion part, it is supposed that from Taiwanese participants’ point of view, attending 

pop music festivals in European countries would be described as a fruitful, meaningful and 

impressive form of tourist experience in lives. Besides, it is likely that the results of such studies 

would have significant theoretical importance. The findings would likely to reflect a highly positive 

attitude towards the festival experiences. This research appears to support the superiority of the 

much meaningfulness over the mere entertaining function offered by the music festival. 

   

  

Trish Winter, University of Sunderland, UK  

Simon Keegan-Phipps, University of Sheffield, UK 

Englishness as a Beleaguered Identity and Contemporary English Folk  

   

In England in the opening decade of the 21st century there has been a resurgence of interest in 

English folk and traditional music and dance.  A number of different constructions of Englishness 

circulate around these contemporary English folk arts, and one of these is the notion of Englishness 

as a beleaguered identity. The paper identifies this idea of Englishness as beleaguered, and traces 

some of its manifestations within and around the cultures of English folk, before going on to reflect 

on its significance in a wider cultural and political context and with specific reference to 

tourism.  The research on which it draws was primarily conducted within an ethnographic research 

project, 'Performing Englishness in New English Folk Music and Dance', supported by the Arts and 

Humanities Research Council and conduced in 2007-2009 at the Centre for Research in Media and 

Cultural Studies, University of Sunderland.  
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Stephen Wallace, Plymouth University, UK 

Procolisation: how music made the village global 

 

In July 1997, several hundred people from all over the globe met one evening in a theatre just 

outside London to commemorate the 30th anniversary of a popular song which was a world-wide 

hit in 1967. While this pilgrimage at the time may have seemed as just a nod to nostalgia, the 

subsequent waves of activity (in music) and other spheres which emanated from this gathering 

later animated an emerging model of innovation called ‘procolisation’ (See Wallace 2007) which 

congeals affordance theory (after James Gibson) along the meridians of actor-network/association 

theory as developed by Bruno Latour. This approach attempts to provide a cultural narrative which 

accounts for both the social and material flows, agencies and practices at the same time, avoiding 

the pitfalls of humanism and teleology. 

While much of currently received theory about innovation assumes only a diffusionary  position 

after the fact, this imaginary traces at the same time ‘attractive’ flows of innovation towards 

notable cultural ‘clottings’ (See Verran 2001)  such as the July moment at Red Hill. It attempts to 

follow the available social-material actors as they are translated and displaced across several nodes 

on the network, often over shifting time frames. 

Some notable histories of the present can be narrated using such an analytic, which can interrogate 

and inform some refreshing insights into music tourism, memory and boundary work. In addition, 

some review of important immutable mobiles (Latour 1988) can be recalled which reveal critical 

vectors of creative translation over a recent important historical/technical period.  

Although many formulations of the global imaginary continue to lack a compelling narrative, this 
historical moment has given rise to much more than a one-hit pilgrimage. It seems that this four-
decade old musical assemblage continues to resonate in places and times which transgress 
traditional boundaries and imaginaries of technology, culture and music.  
 
 
Cristiana Zara, University of London/ Royal Holloway, UK  
‘Tuning up with the cosmic vibration’: tourism, music and the sonic geographies of Varanasi 
(India)  
 
This paper looks at the engagements between tourism and music from the perspective of cultural 
geography. It analyses how tourism contributes to create and sustain particular soundscapes and 
how, in turn, tourist practices and the landscape can be shaped by sound. It does so by focusing on 
a specific case study: the Indian holy city of Varanasi, a popular tourist destination which has a 
special connection to music and sound. Varanasi stands out for its musical heritage and is in fact a 
renowned centre of excellence for Indian classical music and dance, which many travellers come 
here to study and to appreciate in concerts and festivals. Music – traditionally understood in 
Hinduism as a form of spirituality – is indeed at the centre of tourist activities in Varanasi, and 
encourages practices of cultural encounter where Indian musical cultures blend with sounds, 
expertise, interests and music sensibilities imported by the travelling subjects. 
 

However, tourist practices and the landscape can be shaped by sound in another respect, which 

has to do with noise, ambient sounds and the spontaneous aural constitution of space. The second 
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part of the paper delves into the sonic geographies of Varanasi as sensually experienced by 

travellers. The sources of the city’s acoustic background are varied and overlapping; noises may be 

nuisance, they may construct the landscape as an irritating cacophony of car horns and piercing 

sounds, or they may reconfigure it as an inspiring harmony of chanted mantras and temple bells. 

The sonic ‘reaching out’ of the context contributes to making the city recognisable through noises 

that gradually become familiar and sound-tracks which shape the mindscapes of tourists.  

 

This paper analyses these two aspects of the soundscape of Varanasi by drawing on ethnographic 

research and relevant academic literature on the notion of soundscape and the geographies of 

sound. 

  

 

Ting Ting Zong, Chubu University, Japan  

A Study on a Significant Difference between Touristy Concerts of the Ancient Nakhi Music and 

Traditional Performances of the Ancient Nakhi Music   

  

The author encountered with an ancient Nakhi music in 2001 when she traveled alone in Lijiang 

Region, Yunnan Province, China, where Nakhi tribe inhabited. 

 

The author listened to and watched, for the first time, a touristy concert of ancient Nakhi music 

which was already known to the world, and she was enchanted by the original musical instruments 

which had been seen only in old wall paintings and by the elegant melodies, not only as a 

researcher in anthropology but also as a professional player of pipa, or Chinese lute, as well as by 

the old music titles which were found in old Chinese poetry.  The author has continued a research 

into and recording of the music every year since then, to solve a question why the ancient Han 

music had been preserved in such a far distant mountainous area of Lijiang, home of the Nakhi 

tribe. 

 

The major contents of the presentation are as below: 

1. A complete annihilation of the ancient Nakhi music in the original form of Taoist rites caused by 

performance of the touristy concerts and touristy development. 

2. A significant difference between the touristy concert and the ritual music. 

3. A failure in “Registration on Intangible Cultural Heritage List of China” due to conflict in the 

naming of the ancient Nakhi music. 

4. A crisis in succession of the ancient Nakhi music caused by the deaths of old core performers. 

5. Discontinued education of the young successors in their 20s and 30s as the influence of the 

Cultural Revolution. 

6. Future of the ancient Nakhi music. 

 

If time allows, the author wishes to play a piece of the ancient Nakhi music in a modern style with 

pipa at the end of the presentation. 


