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gender issue in the events industry (see Dashper, 

2017, 2018; Remington & Kitterlin-Lynch, 2018).

The event industry is not the only industry women 

are finding themselves in a subdued position. It is 

a societal issue (Michailidis et al., 2012; Sieghart, 

2021). However, existing research has so far has 

failed to investigate the consequences of this gender 

inequality on how women (regardless the industry) 

are self-presenting themselves with regards to the 

products/services produced by the industry they work 

in (see Burke et al., 2006; Dashper, 2018; Thomas, 

2016). Taking the event industry as an example, the 

study is investigating if there is a correlation between 

the role and importance given to women in the event 

industry, and how this gender self-represent itself 

with regards to the industry. On the basis that the 

Introduction

Research conducted by Thomas (2016) revealed 

that “women comprise about 75% of the events 

workforce but there is a promotion and pay gap that 

favours men” (p. 202). Dashper (2017) also came 

up with the conclusion that the industry is female 

dominated numerically, but mainly led by men. 

Other research in the area identified the reasons for 

this subdued position of women in the industry: the 

lack of female role models; the lack of confidence; 

the lack of flexibility in terms of working hours; 

and the limited professional and mentoring net-

works for women (Dashper, 2017, 2018). The final 

group of research identified almost unanimously 

mentoring as the main solution to overcome the 
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gender issue is present in all industries (Michailidis 

et al., 2012; Sieghart, 2021), the scope of this study is 

beyond the boundaries of the event industry.

The research question of the study is: Is the sub-

dued position given to women as workers of the 

industry, reflected in women (regardless the indus-

try they work in) self-presentation as customers of 

the events industry?

From a methodological point of view, this empir-

ical study is based on visual data analysis (photos) 

collected from the dating app happn.

Activism

Activism is the mobilization of a group with a com-

mon belief and set of values to tackle a social problem 

(Colovic & Mehrota, 2020; Keraanen & Olkkonen, 

2022). As a form of action, activism can take different 

shapes such as advocacy, protest, boycotts, transgres-

sion of the law, etc. Social activism, which is based 

on a shared agenda, is more collaborative and less 

confrontational (Colovic & Mehrota, 2020; Keraanen 

& Olkkonen, 2022). This form of activism, which is 

about lobbying backstage for a cause, is referred as 

passive activism by Tranter (2010).

There are three main types of social activism:

a)  Outside-in activism is often pressure groups and 

social movements, which are aiming at influenc-

ing practices, policies, societal norms, and other 

status quo situations.

b)  Inside-in activism happens when internal cus-

tomers (e.g., staff) are pushing the organization 

towards more responsible and ethical practices. 

As opposed to external activism, internal activ-

ism has more means to make changes within an 

organization (or industry).

c)  Finally, inside-out activism refers to an organi-

zation taking a strong position for or against an 

existing issue. This type of activism in general 

receives divided responses from people (i.e., 

either support or antagonism).

As this study is investigating women self-repre-

sentation with regards to products/services of the 

events industry, the focus is therefore on inside-out 

activism (women working in industry other than 

the event industry) and inside-in activism (women 

working within the event industry).

Methodology

Positioning of the Study and Data Collection

This study is adopting a feminist positioning, 

which is a positioning based on the belief that 

women’s’ perspective is important to understand 

the true meaning and importance of something 

(Moreno Alarcón & Cole, 2019). In the case of the 

study, it is about raising awareness about the lack 

of value given to women in some industries such as 

the event industry.

As the study is in line with studies aiming to 

explore the subdued condition of women in the 

event industry, the use of dating appears to be rel-

evant as dating apps can be considered as feminist 

tools, because women using dating apps is per-

ceived as an act of resistance as going against some 

cliché regarding the role of women in society, like 

making the first move, which is disrupting men’s 

domination (Chan, 2018; Sobieraj & Humphreys, 

2021). Dating apps also give the upper hand to 

women as they can reject the men they do not like 

arbitrarily (Chan, 2018).

As for happn, it was chosen because it is one of 

the leading dating apps on the market (see Black-

well et al., 2015; Knox et al., 2020), and because 

access to the platform (and the photos) only requires 

an account to be created (without having to pay).

This study is based on women aged 30–53 liv-

ing in the UK. This age range was chosen because 

according to the life course framework (Zacher & 

Froidevaux, 2021) it is during the period of early 

adulthood (25–39) and middle adulthood (40–60) 

that individuals find their partners.

As for the connection between dating apps and 

the events industry, it is based on the fact that the 

dating industry, which includes both dating apps 

and speed dating events (Statista, 2023), involves 

the organization of both offline and online dating 

events (Séraphin, 2023; Speedater, 2023). How-

ever, contrary to the event industry, these events are 

giving women speed daters the power over men.

Type of Data Collected

For this study, 1,100 profiles of women (which 

correspond to 5,048 photos) were analyzed. The 

data for this study were collected between March 

31, 2022, and May 14, 2022. To understand how 
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women self-present themselves, content analysis 

was performed. After observation of every single 

photo posted by daters, the following three catego-

ries of photos were identified:

a)  The different types of heritages identified by 

Park (2014), namely: built heritage; scientific 

heritage; cultural heritage.

b)  The typology of events identified by Getz (2008): 

private (birthday, wedding, etc.) and public 

events [e.g., recreational (themed party, foam 

party, children party, Halloween party, car festi-

val, car race), e.g., sport competition (race, rugby 

game, color run, etc.), e.g., art and entertainment 

(music festival), e.g., cultural celebration (gradu-

ation, Ascott, Carnival, October Fest)].

c)  Categories of the hospitality industry identified 

by Lugosi (2008): Two main times of pictures 

are falling under this category: first, bars/restau-

rants; second, hotels.

Data Analysis

All the event management related photos were 

coded as explained in Table 1. The types of events 

are based on the typology developed by Getz 

(2008). SPSS was used to perform some statistical 

data analysis (Table 2).

Results and Discussion

The findings reveal that out of all the leisure 

activities, events are the least popular ones (Table 

3): 1) Nature-based activities: 35.3% of consum-

ers posted pictures related to this type of activity; 

2) Hospitality (food and drink): 12.2%; 3) Cultural 

and built heritage: 8.8%; 4) Events: 5.8%.

Self-presentation is a communication manage-

ment approach used by individuals to control how 

they are perceived by others (Hollenbaugh, 2021). 

As part of this communication strategy, individuals 

select the type of information they want to share, so 

that others accept the conveyed message (Kim et al., 

2012; Rui & Stefanone, 2013). On that basis, the low 

score of “events” is evidence that women are not 

self-represented with regards to products/services of 

the events industry. This finding could be understood 

as both a form of inside-out and inside-in activism. 

Both are passive forms of activism. The forms of 

activism adopted by women are to be related with 

protective self-presentation, which is a neutral pre-

sentation of the self to conform to a norm and avoid 

rejection (Pontari & Glenn, 2012; Rui & Stefanone, 

2013). Indeed, in the case of this study, the lesser 

role given to women correlated with the lesser 

importance given to events by women. This study 

is also evidence that the way staff of an industry is 

treated impacts on how these individuals consume 

(and perceive) products/services of this industry.

Conclusion

When in an unfriendly and/or not familiar envi-

ronment individuals tend to develop a form of 

Table 1

Coding of Data

Types of Events Examples Coding

Private Birthday; Wedding 1

Public (recreational) Themed party; Foam party; Children party; Halloween party; 

Car festival; Car race

2

Public (sport competition) Race; Rugby game; Color run 3

Public (art and entertainment) Music festival 4

Public (cultural celebration) Graduation; Ascott; Carnival; October Fest 5

Table 2

Number of Consumers Who Uploaded Events-Related 

Photos on happn

Frequency (%) Valid Percent Cumulative Percent

0 1,039 (94.5%) 94.5% 94.5%

1 10 (0.9%) 0.9% 95.4%

2 6 (0.5%) 0.5% 95.9%

3 27 (2.5%) 2.5% 98.4%

4 9 (0.8%) 0.8% 99.2%

5 9 (0.8%) 0.8% 100.0%

Total 1,100 (100.0%) 100.0%
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anxiety, and as a result, adopt a more protective 

self-presentation attitude (Pontari & Glenn, 2012), 

which is a neutral and socially conservative presen-

tation of the self to conform to a norm (Pontari & 

Glenn, 2012; Rui & Stefanone, 2013). In the case 

of the event industry, that would mean that the glass 

ceiling for women in the event industry (see Dash-

per, 2018, 2020; Thomas, 2016) is translating into a 

rejection by all women of products/services offered 

by the industry. This could be conceptualized as 

inside-out and inside-in passive activism.

ORCID

Hugues Séraphin:  https://orcid.org/0000-0002-2092-728X

References

Blackwell, C., Birnholtz, J., & Abbot, C. (2015). Seeing 

and being seen: Co-situation and impression forma-

tion using Grindr, a location-aware gay dating app. 

New Media & Society, 17(7), 1117–1136. https://doi.

org/10.1177/1461444814521595

Burke, R. J., Burgess, Z., & Fallon, B. (2006). Benefits of 

mentoring to Australian early career women managers and 

professionals. Equal Opportunities International, 25(1), 

71–79. https://doi.org/10.1108/02610150610645986

Chan, L. S. (2018). Liberating or disciplining? A techno 

feminist analysis of the use of dating apps among women 

in urban China. Communication, Culture and Critique, 

11(2), 298–314. https://doi.org/10.1093/ccc/tcy004

Colovic, A., & Mehrota, S. (2020). Lifelong activism and 

women’s entrepreneurship: How a social movement 

organisation improves conditions for self-employed 

women in India. European Business Review, 32(5), 937–

958. https://doi.org/10.1108/EBR-09-2019-0215

Dashper, K. (2017). Confident, focused and connected: 

The importance of mentoring for women’s career 

development in the events industry. Journal of Policy 

Research in Tourism, Leisure and Events, 10(2), 134–

150. https://doi.org/10.1080/19407963.2018.1403162

Dashper, K. (2018). Challenging the gendered rhetoric of 

success? The limitations of women-only mentoring 

for tackling gender inequality in the workplace. Gen-

der, Work & Organisation, 26(4), 541–557. https://doi.

org/10.1111/gwao.12262

Dashper, K. (2020). Mentoring for gender equality: Sup-

porting female leaders in the hospitality industry. Inter-

national Journal of Hospitality Management, 88, 1–8, 

https://doi.org/10.1016/j.ijhm.2019.102397

Getz, D. (2008). Event studies. Theory, research and pol-

icy for planned events (2nd ed.). Routledge. https://doi.

org/10.4324/9780429023002

Hollenbaugh, E. E. (2021). Self-presentation in social media: 

Review and research opportunities. Review of Commu-

nication Research, 9, 80–98. https://doi.org/10.12840/

ISSN.2255-4165.027

Keraanen, J., & Olkkonen, L. (2022). Opportunities for social 

activism in transformative service research: A research 

agenda. Journal of Service Management, 33(4/5), 634–

647. https://doi.org/10.1108/JOSM-11-2021-0446

Kim, H. W., Chan, H. C., & Kankanhalli, A. (2012). What 

motivates people to purchase digital items on virtual 

community websites? The desire for online self-presen-

tation. Information System Research, 23(4), 1232–1245. 

https://doi.org/10.1287/isre.1110.0411

Knox, S., Moghadam, S., Patrick, K., Phan, A., & Choo, 

K. W. R. (2020). What’s really ‘Happning’? A forensic 

analysis of Android and Ios Happn dating apps. Com-

puter & Security, 94, 1–8. https://doi.org/10.1016/j.

cose.2020.101833

Lugosi, P. (2008). Hospitality spaces, hospitable moments: 

Consumer encounters and affective experiences in com-

mercial settings. Journal of Foodservice, 19(2), 139–

149. https://doi.org/10.1111/j.1745-4506.2008.00092.x

Michailidis, M. P., Morphitou, R. N., & Theophylatou, I. 

(2012). Women at work equality versus inequality: Bar-

riers for advancing in the workplace. The International 

Journal of Human Resource Management, 23(20), 

Table 3

Number of Consumers Who Uploaded Specific Type of Photos on happn

0 (Frequency) 1 (Frequency) Total 0 1 Total

Water 858 242 1,100 78.0% 22.0% 100%

Land 954 146 1,100 86.7% 13.3% 100%

Hospitality 967 133 1,100 87.9% 12.1% 100%

Castle 1,045 55 1,100 95.0% 5.0% 100%

Landmark 1,091 9 1,100 99.2% 0.8% 100%

Religious 1,088 12 1,100 98.9% 1.1% 100%

Art 1,093 7 1,100 99.4% 0.6% 100%

Culture 1,077 23 1,100 97.9% 2.1% 100%

Private events 1,085 15 1,100 98.6% 1.4% 100%

Public events 1,052 48 1,100 95.6% 4.4% 100%

https://orcid.org/0000-0002-2092-728X
https://orcid.org/0000-0002-2092-728X
https://doi.org/10.1177/1461444814521595
https://doi.org/10.1177/1461444814521595
https://doi.org/10.1108/02610150610645986
https://doi.org/10.1093/ccc/tcy004
https://doi.org/10.1108/EBR-09-2019-0215
https://doi.org/10.1080/19407963.2018.1403162
https://doi.org/10.1111/gwao.12262
https://doi.org/10.1111/gwao.12262
https://doi.org/10.1016/j.ijhm.2019.102397
https://doi.org/10.4324/9780429023002
https://doi.org/10.4324/9780429023002
https://doi.org/10.12840/ISSN.2255-4165.027
https://doi.org/10.12840/ISSN.2255-4165.027
https://doi.org/10.1108/JOSM-11-2021-0446
https://doi.org/10.1287/isre.1110.0411
https://doi.org/10.1016/j.cose.2020.101833
https://doi.org/10.1016/j.cose.2020.101833
https://doi.org/10.1111/j.1745-4506.2008.00092.x
https://orcid.org/0000-0002-2092-728X
https://orcid.org/0000-0002-2092-728X
https://orcid.org/0000-0002-2092-728X
https://orcid.org/0000-0002-2092-728X
https://doi.org/10.1177/1461444814521595
https://doi.org/10.1177/1461444814521595
https://doi.org/10.1177/1461444814521595
https://doi.org/10.1108/02610150610645986
https://doi.org/10.1093/ccc/tcy004
https://doi.org/10.1093/ccc/tcy004
https://doi.org/10.1108/EBR-09-2019-0215
https://doi.org/10.1108/EBR-09-2019-0215
https://doi.org/10.1080/19407963.2018.1403162
https://doi.org/10.1080/19407963.2018.1403162
https://doi.org/10.1111/gwao.12262
https://doi.org/10.1111/gwao.12262
https://doi.org/10.1111/gwao.12262
https://doi.org/10.1016/j.ijhm.2019.102397
https://doi.org/10.4324/9780429023002
https://doi.org/10.4324/9780429023002
https://doi.org/10.4324/9780429023002
https://doi.org/10.12840/ISSN.2255-4165.027
https://doi.org/10.12840/ISSN.2255-4165.027
https://doi.org/10.1108/JOSM-11-2021-0446
https://doi.org/10.1108/JOSM-11-2021-0446
https://doi.org/10.1287/isre.1110.0411
https://doi.org/10.1016/j.cose.2020.101833
https://doi.org/10.1016/j.cose.2020.101833
https://doi.org/10.1016/j.cose.2020.101833
https://doi.org/10.1111/j.1745-4506.2008.00092.x
https://doi.org/10.1111/j.1745-4506.2008.00092.x


Delivered by Ingenta
IP: 68.193.59.72 On: Wed, 20 Dec 2023 17:44:15

Article(s) and/or figure(s) cannot be used for resale. Please use proper citation format when citing this article including
the DOI, publisher reference, volume number and page location.

 WOMEN’S PASSIVE ACTIVISM TOWARD EVENT INDUSTRY 1119

Sieghart, M. A. (2021). The authority gap: Why women are still 

taken less seriously than men, and what we can do about 

it. Penguin. https://www.penguin.co.uk/books/442736/

the-authority-gap-by-mary-ann-sieghart/9781784165888

Sobieraj, S., & Humphreys, L. (2021). Forced empowerment 

and the paradox of mobile dating apps. Social Media 

& Society, 7(4). https://doi.org/10.1177/205630512 

11068130

SpeedDater. (2023). SpeedDater-UK’s favourite singles events 

site for speed dating. https://www.speeddater.co.uk/

Statista. (2023). Dating service - worldwide. https://www.

statista.com/outlook/dmo/eservices/dating-services/

worldwide#revenue

Thomas, R. (2016). A remarkable absence of women: A 

comment on the formation of the new Events Industry 

Board. Journal of Policy Research in Tourism, Leisure 

and Events, 9(2), 201–204. https://doi.org/10.1080/1940

7963.2016.1208189

Tranter, B. (2010). Environmental activists and non-active 

environmentalists in Australia. Environmental Politics, 

19(3), 413–429. https://doi.org/10.1080/09644011003 

690898

Zacher, H., & Froidevaux, A. (2021). Life stage, lifespan, 

and life course perspectives on vocational behaviour 

and development: A theoretical framework, review, and 

research agenda. Journal of Vocational Behaviour, 126, 

1–22. https://doi.org/10.1016/j.jvb.2020.103476

4231–4245. https://doi.org/10.1080/09585192.2012.665

071

Moreno Alarcón, D., & Cole, S. (2019). No sustainability for 

tourism without gender equality. Journal of Sustainable 

Tourism, 27(7), 903–919. https://doi.org/10.1080/09669

582.2019.1588283

Park, H. Y. (2014). Heritage tourism. Routledge. https://

www.routledge.com/Heri tage-Tourism/Park/p/

book/9780415595834

Pontari, B. A., & Glenn, E. J. (2012). Engaging in less pro-

tective self-presentation: The effects of a friend’s pres-

ence on the socially anxious. Basic and Applied Social 

Psychology, 34(6), 516–526. https://doi.org/10.1080/01

973533.2012.728112

Remington, J., & Kitterlin-Lynch, M. (2018). Still pound-

ing on the glass ceiling: A study of female leaders in 

hospitality, travel, and tourism management. Journal 

of Human Resources in Hospitality & Tourism, 17(1), 

22–37. https://doi.org/10.1080/15332845.2017.1328259

Rui, J., & Stefanone, M. A. (2013). Strategic self-presenta-

tion online: A cross-cultural study. Computers in Human 

Behaviour, 29(1), 110–118. https://doi.org/10.1016/j.

chb.2012.07.022

Séraphin, H. (2023). ‘Special interest and meso-adultain-

ment events’ as a new type of event to existing literature. 

Journal of Convention & Events. Advance online publi-

cation. https://doi.org/10.1080/15470148.2023.2209341

https://www.penguin.co.uk/books/442736/the-authority-gap-by-mary-ann-sieghart/9781784165888
https://www.penguin.co.uk/books/442736/the-authority-gap-by-mary-ann-sieghart/9781784165888
https://doi.org/10.1177/20563051211068130
https://doi.org/10.1177/20563051211068130
https://www.statista.com/outlook/dmo/eservices/dating-services/worldwide#revenue
https://www.statista.com/outlook/dmo/eservices/dating-services/worldwide#revenue
https://www.statista.com/outlook/dmo/eservices/dating-services/worldwide#revenue
https://doi.org/10.1080/19407963.2016.1208189
https://doi.org/10.1080/19407963.2016.1208189
https://doi.org/10.1080/09644011003690898
https://doi.org/10.1080/09644011003690898
https://doi.org/10.1016/j.jvb.2020.103476
https://doi.org/10.1080/09585192.2012.665071
https://doi.org/10.1080/09585192.2012.665071
https://doi.org/10.1080/09669582.2019.1588283
https://doi.org/10.1080/09669582.2019.1588283
https://www.routledge.com/Heritage-Tourism/Park/p/book/9780415595834
https://www.routledge.com/Heritage-Tourism/Park/p/book/9780415595834
https://www.routledge.com/Heritage-Tourism/Park/p/book/9780415595834
https://doi.org/10.1080/01973533.2012.728112
https://doi.org/10.1080/01973533.2012.728112
https://doi.org/10.1080/15332845.2017.1328259
https://doi.org/10.1016/j.chb.2012.07.022
https://doi.org/10.1016/j.chb.2012.07.022
https://doi.org/10.1080/15470148.2023.2209341
https://www.penguin.co.uk/books/442736/the-authority-gap-by-mary-ann-sieghart/9781784165888
https://www.penguin.co.uk/books/442736/the-authority-gap-by-mary-ann-sieghart/9781784165888
https://www.penguin.co.uk/books/442736/the-authority-gap-by-mary-ann-sieghart/9781784165888
https://doi.org/10.1177/20563051211068130
https://doi.org/10.1177/20563051211068130
https://doi.org/10.1177/20563051211068130
http://www.speeddater.co.uk/
https://www.statista.com/outlook/dmo/eservices/dating-services/worldwide#revenue
https://www.statista.com/outlook/dmo/eservices/dating-services/worldwide#revenue
https://www.statista.com/outlook/dmo/eservices/dating-services/worldwide#revenue
https://doi.org/10.1080/19407963.2016.1208189
https://doi.org/10.1080/19407963.2016.1208189
https://doi.org/10.1080/09644011003690898
https://doi.org/10.1080/09644011003690898
https://doi.org/10.1016/j.jvb.2020.103476
https://doi.org/10.1016/j.jvb.2020.103476
https://doi.org/10.1080/09585192.2012.665071
https://doi.org/10.1080/09585192.2012.665071
https://doi.org/10.1080/09669582.2019.1588283
https://doi.org/10.1080/09669582.2019.1588283
https://www.routledge.com/Heritage-Tourism/Park/p/book/9780415595834
https://www.routledge.com/Heritage-Tourism/Park/p/book/9780415595834
https://www.routledge.com/Heritage-Tourism/Park/p/book/9780415595834
https://www.routledge.com/Heritage-Tourism/Park/p/book/9780415595834
https://www.routledge.com/Heritage-Tourism/Park/p/book/9780415595834
https://www.routledge.com/Heritage-Tourism/Park/p/book/9780415595834
https://www.routledge.com/Heritage-Tourism/Park/p/book/9780415595834
https://www.routledge.com/Heritage-Tourism/Park/p/book/9780415595834
https://www.routledge.com/Heritage-Tourism/Park/p/book/9780415595834
https://www.routledge.com/Heritage-Tourism/Park/p/book/9780415595834
https://www.routledge.com/Heritage-Tourism/Park/p/book/9780415595834
https://www.routledge.com/Heritage-Tourism/Park/p/book/9780415595834
https://www.routledge.com/Heritage-Tourism/Park/p/book/9780415595834
https://www.routledge.com/Heritage-Tourism/Park/p/book/9780415595834
https://www.routledge.com/Heritage-Tourism/Park/p/book/9780415595834
https://www.routledge.com/Heritage-Tourism/Park/p/book/9780415595834
https://www.routledge.com/Heritage-Tourism/Park/p/book/9780415595834
https://www.routledge.com/Heritage-Tourism/Park/p/book/9780415595834
https://www.routledge.com/Heritage-Tourism/Park/p/book/9780415595834
https://www.routledge.com/Heritage-Tourism/Park/p/book/9780415595834
https://www.routledge.com/Heritage-Tourism/Park/p/book/9780415595834
https://www.routledge.com/Heritage-Tourism/Park/p/book/9780415595834
https://www.routledge.com/Heritage-Tourism/Park/p/book/9780415595834
https://www.routledge.com/Heritage-Tourism/Park/p/book/9780415595834
https://www.routledge.com/Heritage-Tourism/Park/p/book/9780415595834
https://www.routledge.com/Heritage-Tourism/Park/p/book/9780415595834
https://www.routledge.com/Heritage-Tourism/Park/p/book/9780415595834
https://www.routledge.com/Heritage-Tourism/Park/p/book/9780415595834
https://www.routledge.com/Heritage-Tourism/Park/p/book/9780415595834
https://www.routledge.com/Heritage-Tourism/Park/p/book/9780415595834
https://www.routledge.com/Heritage-Tourism/Park/p/book/9780415595834
https://www.routledge.com/Heritage-Tourism/Park/p/book/9780415595834
https://www.routledge.com/Heritage-Tourism/Park/p/book/9780415595834
https://www.routledge.com/Heritage-Tourism/Park/p/book/9780415595834
https://www.routledge.com/Heritage-Tourism/Park/p/book/9780415595834
https://www.routledge.com/Heritage-Tourism/Park/p/book/9780415595834
https://www.routledge.com/Heritage-Tourism/Park/p/book/9780415595834
https://www.routledge.com/Heritage-Tourism/Park/p/book/9780415595834
https://www.routledge.com/Heritage-Tourism/Park/p/book/9780415595834
https://www.routledge.com/Heritage-Tourism/Park/p/book/9780415595834
https://www.routledge.com/Heritage-Tourism/Park/p/book/9780415595834
https://www.routledge.com/Heritage-Tourism/Park/p/book/9780415595834
https://www.routledge.com/Heritage-Tourism/Park/p/book/9780415595834
https://doi.org/10.1080/01973533.2012.728112
https://doi.org/10.1080/01973533.2012.728112
https://doi.org/10.1080/01973533.2012.728112
https://doi.org/10.1080/15332845.2017.1328259
https://doi.org/10.1080/15332845.2017.1328259
https://doi.org/10.1016/j.chb.2012.07.022
https://doi.org/10.1016/j.chb.2012.07.022
https://doi.org/10.1016/j.chb.2012.07.022
https://doi.org/10.1080/15470148.2023.2209341
https://doi.org/10.1080/15470148.2023.2209341

