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ABSTRACT 

 

The purpose of this research is to understand tourism from a local perspective, conducting a deep 

analysis of cultural heritage and its authenticity. It is demonstrated that in tourism management, the 

local communities are key for the success of a destination.  

This work conducts a deep analysis on the new tourists’ motivation for authenticity and the side 

effects that tourism is provoking on local communities.  

Finally, it is shown that the long term sustainability of a place is strictly related with the wellbeing of 

its inhabitants. In fact, a destination in order to be sustainable needs to benefit, not only tourists but 

especially its local communities. 

The aim of this paper is to raise awareness toward a more sustainable tourism in which the local 

communities are taken more into consideration, since they represent the sign of distinction of a 

destination and therefore its unicity and authenticity.  
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1 INTRODUCTION 

1.1 Background and rationality of the study 

This research proposal analyses the deeper meaning of tourism by focusing on the local communities 

and their cultural heritage. Tourism, identified as the element to bring individuals and human 

communities into contact, empathize within different cultures and civilizations, and facilitate dialogue 

amongst them. This tourism assists the world’s inhabitants to live better together and thereby 

contribute to the construction of peace in the mind of men and women (UNESCO, n.a). 

It seems that in the last few years there has been an evolution in tourist demand, were mass tourism 

is no longer valuable. Mass tourism is a kind of tourism that does not bring prestige to a destination 

(Fayos-Solá, 1996). Therefore, recently diversified forms of tourism consumption have been 

developed, more personalized, more exclusive and segmented. The shorter and less concentrated 

time for holidays contribute to the development of a less scaled tourism which can be developed 

especially in unusual places, like small towns and smaller destination where the desire for authenticity 

can be easier to satisfy (Ferrari, 2016). Nowadays tourists look to find ways to get into much closer 

contact with locals and have the opportunities to experience the community at their destination. But 

how is this new trend affecting local communities? And how are destination managing this new force 

of change? 

It is fundamental to take into account that, like other forms of development, tourism can also cause 

its share of problems, which can provoke a feeling of discontent among locals and therefore the non-

acceptance of tourism itself (Doxey, 1975). In fact, the relation between local communities and 

tourists always plays a critical role when it comes to tourism development. The locals’ reaction toward 

tourism can represent success or failure in a touristic destination (Akis, Peristianis and Warner, 1996). 

This is why sustainability plays a fundamental role in the development plan of a place. Therefore 

UNWTO and UNESCO, the leading international organization in the field of tourism, are working 

together to set the guidelines to help develope sustainable tourism. Their aim is to set the principle 

for a “tourism that respects both local people and the traveller, cultural heritage and the 

environment”.  (UNESCO, 2010) Therefore, to guarantee sustainability in a destination a good 

management system is required, which can benefit all stakeholders. But looking into a more practical 

approach, maintaining this local-tourist balance is not that easy. This is why this research is applied 

following a more practical approach, more effective at the time of identifying current issues. Regarding 

the previous statements, this research proposal investigates the way localities are affected and, in 
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some cases, shaped through tourism; aspects that might question the sustainability of tourism. The 

place analysed is Barrio de Gracia (a neighborhood in Barcelona), more specifically the part of Villa de 

Gracia, which represent not only the historical centre of the neighborhood, but also one of the few 

places in the city of Barcelona which maintains its integrity and authenticity and represent a new 

attraction for tourists, as subsequently is explained.  

 

1.2 Identification of the research problem (research question) 

This research proposal aims to discuss the sustainability of tourism by focusing on its local 

communities. It is widely known that tourism can result in significant benefits for a destination, but it 

could also have highly underestimated negative impacts (UNESCO, 2010). More than ever, the loss of 

authenticity that tourism can cause to a destination can signify the end of its attractiveness. In fact, 

accordingly to Poon, the “new” traveller seeks authenticity and realness in his/her travel experience 

by being in contact with locals, which characterized an high sense of adaptiveness (1993). 

Furthermore, the support of local residents toward tourism development is crucial, and the success 

of sustainability for any development is strictly linked to an active support of the population.  

Considering that tourism has been the major cause of loss of authenticity in the past few years, how 

are localities affected and in some cases shaped through tourism? How can a destination manage 

tourism to guarantee authenticity in its cultural heritage, so that while destinations will be attractive 

to tourists, they do not lose their meaning for local communities?  

 

1.3 Originality and contribution to knowledge 

The study of this topic is going to be relevant as a guideline to identify some of the major challenges 

that a destination needs to face in order to guarantee its authenticity; it also gives specific advice and 

recommendations to benefit its local communities and consequently have their active support. 

Furthermore, on one hand, it is useful to give a relevant competitive advantage to the destination 

itself and, on the other hand, it creates a sustainable approach using tourism as a development tool 

for its communities. In addition, it can represent a significant contribution to knowledge considering 

the lack of recent literature review regarding the topic by providing more updated and relevant 

information.  
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1.4 Research aim and objectives  

The main aim of this research proposal is to achieve the following objectives: 

Objective 1: Identify and give a clear definition of cultural heritage and authenticity as key in tourists’ 

motivation.  

Objective 2: Determine the negative impacts that tourism provoke in destination according to its local 

community. 

Objective 3: Identify the key reasons of the previously defined negative impacts. 

Objective 4: Give recommendations to manage tourism’s impacts in a sustainable way for its local 

community and maintain the authenticity of the touristic destination. 

To achieve the objectives the research proposal is divided into three main parts, a theoretical 

framework that is developed using substantial and reliable sources to give clear definitions regarding 

the following topics: sustainable tourism, authenticity and cultural heritage. This contributes to avoid 

possible misunderstanding of the readers and guide them through the knowledge creation. It follows 

an accurate analysis of tourism’s side effects focused on the relationship locals-tourists from a local 

perspective, first using the theoretical frame then the development of the applied research. 

Subsequently, an accurate analysis will identify the main socio-cultural impacts that Gracia is currently 

facing due to tourism and finally a conclusion and possible recommendation are given. 
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2. LITERATURE 

2.1 Literature review 

2.1.1 INTRODUCTION 

Accordingly to UNESCO, tourism is one of the fastest growing industries in the world, despite being 

one of the major source of income for many countries it also provides many jobs and can play a 

fundamental role in the revitalization of local economies (2010).  However it also has its negative 

effects. This research proposal focuses on the negative effects related with the local communities, 

such as social dislocation and loss of cultural heritage (UNESCO, 2010). The impacts vary according to 

the number and the nature of tourists as well as the characteristics of the site at which tourism 

activities take place, as is explained later. It is proven that the impact that tourism usually has on local 

communities, if not controlled and well managed, can be devastating and provoke significant loss of 

authenticity. The only way it can be manage effectively is by identifying, measuring and evaluating it 

(OETE, 2006).   

There is a significant increase of awareness among people regarding negative tourism impacts; this 

has been one of the main reasons for the creation of new form of alternative or sustainable tourism. 

This kind of tourism is more focused on nature and getting in contact with locals, such as “nature 

based tourism”, “ecotourism” and “cultural tourism”. For this reason, UNESCO said “Sustainable 

tourism is becoming so popular that some say that what we presently call ‘alternative’ will be the 

‘mainstream’ in a decade.” (2010). For UNESCO, tourism in order to be sustainable, needs to provide 

meaningful and satisfactory holidays that can also benefit the local communities (2010). Therefore, if 

a destination is able to provide tourists with valuable and authentic experiences in the long term and, 

at the same time, add value to the society, it can be considered sustainable. To do so, it is necessary 

to constantly take into account the current and future economic, social and environmental impacts, 

“addressing the needs of visitors, the industry, the environment and host communities” (UNEP & 

UNWTO, 2005). 

To embrace the increase of awareness and foster sustainability, The United Nations (UN) General 

Assembly approved the adoption of 2017 as the International Year of Sustainable Tourism for 

Development. It has been recognized that tourism should be a path to promote “a better 

understanding among peoples, and leading to a greater awareness of the rich heritage of various 

civilizations and in bringing about a better appreciation of the inherent values of different cultures, 

thereby contributing to the strengthening of peace in the world” (UNWTO, 2015). 
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2.1.2 THE “NEW TOURIST” MOTIVATION 

In the last few years there has been a significant shift in tourism trends. According to Poon, the tourist 

market is maturing toward a “new type of tourist”, who strives to find a sustainable way of travelling 

moved by his/her intrinsic motivation to explore new frontiers, different lifestyles, and be in contact 

with locals. This new tourist is more sophisticated, knowledgeable, experienced and flexible compared 

to the previous “mass” tourist (1993). 

Figure 2.1A Tourism, technology and competitive strategies by A. Poon (1993) 

For further information see Appendix 1 

In fact, this recent tendency is contrary to the previous typology of “mass tourist”, which was based 

on a standardization in the touristic experience, provoking a significant loss of authenticity and loss of 

diversity in cultural heritage worldwide (Chambers, 2000). Nowadays, mass tourism is no longer 

sufficient to achieve competitiveness, and be valuable in the long term for a destination. For many 

years, the success of a tourism destination has been linked exclusively within its market share, 

measured by visitor numbers and financial returns (Hassan, 2000) but nowadays something more is 

necessary. The tourism paradigm needs to change; a shift from a “Having” culture, typical of Mass 

tourism mentality, to a culture of “Being”, is required, as main pillar toward a sustainable system 

(Poon, 1993). Therefore, “new tourists” are environmentally sensitive and socially more responsible, 

they are also more likely to participate and learn from the culture of host nations (ABTA, 2015). The 

tourism industry is going to face more high demanding travellers, who are seeking rewarding, 

enriching and learning experiences; and the authenticity in their experience is going to play a 

fundamental role regarding their satisfaction. Accordingly, Yeoman stated that there are several 

trends which are currently influencing the desire for “real” experiences for the new customer (2007). 
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Figure 2.1B Trends shaping the authentic tourist by Yeoman et al (2007) 

For further information see Appendix 2.  

In fact, nowadays people are seeking to live and experience authenticity in tourism by having a direct 

contact with local communities. Individuals increasingly look for uniqueness and exclusivity, and 

authentic experience has appeared as a new “demand” in the tourism sector. Following a study 

conducted by nVision in 2005 regarding the UK market, it is demonstrated that this search of 

authenticity is strictly related with the avoidance of areas where there is a high number of tourists 

(see appendix 3), and it is mainly driven by the desire to discover and explore the untouched and 

unexposed (Yeoman et al, 2007). It is important to point out that many people are not necessarily 

seeking the particular ritual transformation from “fake to authentic culture”; indeed, as proven by 

Smith, this “moral” concern with authenticity is correlated with years of education (2001). For this 

kind of new tourist, the main part of travel is determined by the possibility to participate in new, and 

deep cultural experiences (Stebbins in Talavera, 2002). In addition, this form of “curiosity” can also be 

stimulated not only to experiment different and unique experiences, but also for new meaning to fulfil 

people’s lives; something that might bring them to self-actualization (Iso-Ahola, 1982). For more 

recent information see appendix 4. Yeoman gives his own definition of self-actualization as a search 

for a deeper meaning and a way of finding a sense of worth beyond goods and services and on the 

experiences (2007). The typical and standardized travel package is no longer effective in order to 

satisfy this type of tourists. This is the reason why the pursuit of authentic experiences is considered 

as one of the most crucially important values for tourism. An emerging new trend, pro-local and pro-

authentic, indicates that tourists are searching for connection with something that is real, unsullied 

and rooted within the destination (Yeoman, 2007).  
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But how do we define authenticity? There is no unique definition of what is authentic in tourism but, 

there is no doubt that authentic experience are linked with experiencing tourism from a local point of 

view. 

 

2.1.3 AUTHENTICITY AND TOURISM 

Etymologically “authenticity” has greco-roman origins: it indicates a sense of true, sincere or original 

elements. It refers to the genuine, unadulterated “real thing”, “made by local hands”. It is something 

made, produced or enacted by local people according customs and traditions (Robinson et al. 2011).  

Authenticity has been exposes to debates for decades. From a literature point of view, the first person 

who started analyzing it in terms of tourism studies has been MacCannell (1976), followed by many 

other scholars. Nowadays we do not have a clear definition of what authenticity really means; its 

concept is multidimensional and its definition can vary depending on the perspective and the 

discipline of the scholars, as explained by Wang (1999).  

MacCannell believed that authenticity is the main quest for tourist’s motivation: “All tourists desire 

this deeper involvement with society and culture to some degree; it is a basic component of their 

motivation to travel” (1973). It can be said that he perceived tourism as an opportunity to experience 

the “real” and tourists in their travels are motivated to seek the authentic.  

Furthermore, following Goffman’s theory in “the Representation of Self in Everyday Life”, it is 

important to remark that what tourists really receive is not always authentic, since it is important to 

differentiate between what is real, and the representation of real. He coined the concept of “front 

stage” and “backstage”, which, when applied to tourism, the front stage refers to the surface, the one 

made of for the tourist, whereas the back stage is the area of the locals’ private lives (1956). It is 

assumed that the back is the area of the authentic and untouched and it thus is interesting for tourists 

who want to go beyond the surface, seeking to discover the “real” and not just its “representation”. 

It can be said that tourists who abandon their “environmental bubble”, will have experiences that are 

more authentic. This environmental bubble is what keeps tourists less exposed to strange and 

unfamiliar sights, products and people (Cohen, 1998). 

Referring to Boyle, the meaning of authenticity is strictly related with the search for a connection with 

something that is real, unspoiled and rooted within a destination (2004). Therefore, the definition of 

authenticity applied to tourism, which can be used as main reference for this literature review, is the 

following: something that belong to the history of a place and its people, the totality of the elements 
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that contribute to create its image. The heritage of the destination, its food, people and places make 

up its character and uniqueness (Yeoman & McMahon-Beattie, 2006). To be authentic it needs to 

belong to the culture and communities of the place, which means that something especially created 

for tourist consumption cannot be authentic. To have a clearer vision of authenticity, it is important 

to clarify the concept of culture in the context of the cultural heritage of a destination.  UNESCO’s 

definition of cultural heritage is the following: “the legacy of physical artefacts and intangible 

attributes of a group or society that are inherited from past generations, maintained in the present 

and bestowed for the benefit of future generations”. It is important to remark that the value of 

intangible cultural heritage is not the cultural manifestation itself but rather the wealth of knowledge 

and skills transmitted through it from one generation to the other. (for further information see 

appendix 6) 

As stated by Romero, authenticity is also the result of the vitality of a place and its culture. It is 

important that cities are “alive” and inhabited instead of being converted into a museum. “Tourists 

are not attracted by static, sterilized environments, which many historical centers have been changed 

into.” (Romero, 2000).    

It is widely known that tourism contributes to social and cultural changes. Accordingly to Chamber, it 

can modify the deep meaning of traditional social activities such as festivals and performance from 

the moment they become tourist attractions. “It might contribute to increased social distance and 

inequality between members of community who directly benefits from tourism and who doesn’t.” 

(Chambers, 2000). In fact tourism, if not managed properly, can be one of the main causes for the loss 

of authenticity and cultural heritage of a destination. Referring to a destination’s cultural heritage 

tourism can provoke a “degradation of the aesthetic which is caused by the commercialization of 

trinkets in souvenirs shops which do not belong to the destination heritage” (Smith, 1992). Taking into 

account the intangiblr performance, such as festivals, dances, religious rituals or similar culture of 

heritage, there have been many examples where these events have been modified and adapted for 

tourist audiences to make them more attractive and more “suitable” to the tourists’ itinerary, 

consequently causing the loss of their real meaning, therefore, the loss of authenticity itself. This 

phenomenon is denifed as commodification (Greenwood, 1989; Cohen, 1988; Robinson et al., 2011). 

It is important to point out that places like Disney theme parks, Las Vegas and Dubai do not cater for 

authentic experiences, since they are produced and manufactured purely with the aim of attracting 

tourists. (Robinson et al., 2011). But talking about other destinations it frequently happens in tourism 

that culture is “staged” to satisfy visitors in order to create an income for the host populations. 
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Therefore, when an activity or an intangible cultural heritage starts being adapted, modified and 

evaluated primarily in terms of their exchange value, it becomes an object of trade: also known as a 

commodity. Any object that might appeal to tourists is commodified, packaged and consumed; it 

refers not only to tangible products such as artefacts, souvenirs and handicrafts but also to the 

intangible ones such as performance, culture and lifestyle (Cohen, 1988). This standardization of the 

tourists’ experience provokes a significant loss of diversity and authenticity in the destination. 

Therefore, since the new type of tourist is looking for the unique and different, it also compromises 

the attractiveness of the destination (for further information see appendix 5). This attractiveness is 

“the perceived ability to deliver individual benefits” (Mayo and Jarvis in Vengesayi, 2003), which 

means that it is related with the feelings and opinions of visitors toward a destination’s ability to satisfy 

their needs. In fact, the standardization of products, services and cultural heritage compromises the 

uniqueness of a destination.  

Furthermore, this use of culture for economic purposes in tourism setting not only affects the 

attractiveness of a destination, but also it creates many tensions among local communities, especially 

when it comes to the staging of sacred event for tourists (Cole, 2007). Consequently, to avoid this 

phenomenon of denaturation of their cultural heritage, locals use staged authenticity as a resistance 

tool to limit negative impacts (Cohen, 1988).  

A more negative vision came from Turner and Ash, who defines modern tourist industry as “The 

Golden Hordes”, comparing international vacationers to the barbarian invaders of the past, because 

where they pass they put the local population’s integrity into risk (1976). In fact the authors identified 

tourists as the main cause of cultural disintegration that follows them wherever they go. The “Golden 

Hordes” continuously move motivated to discover the unspoilt and unique places that have not been 

“contaminated” by mass tourism, invading what remains left.  

Therefore, if the touristic experience is mostly based on a standardization and commercialization of 

the culture and the heritage of a place, the “new” traveller is not going to be able to satisfy his/her 

motivation of authenticity in places where tourism is already implemented. Since the only way this 

can be done is by connecting authenticity to the destination and its essence to the community. To find 

authenticity it is necessary to enter in contact with the local lifestyle and respect the customs and 

traditions of the place. In this case it is not the local community which needs to adapt to the tourist’s 

needs, transforming their culture and traditions into a commodity product, but it is the tourist who 

needs to adapt to them. 
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2.1.4 LOCALS AND TOURISTS  

At the basis of an authentic travel experience there is the need for the tourists to adapt to local 

customs and culture.  However, depending on the type of tourist, the experience can vary as also can 

its impact on the destination.  

Many researchers identified and studied different typologies of tourists; the classification chosen for 

this research is Valene Smith’s because she especially focuses on the impacts that these types of 

tourists have on local communities (1992).  

 

 

Figure 2.1C Classification type of tourists by Smith (1992) 

 

On one hand, there is the explorer typology. It represents solo travellers or very small groups who 

travel in order to live a unique and authentic experience. This typology fully adapts to local norms and 

has the smallest impact on local communities. They avoid any contact with tourism and see travel as 

an occasion to participate and interact with the locals (G. Jack & A. Phipps, 2005:4). Indeed, 

nonetheless one of the main elements of tourism is about engaging in the discovery of other cultures 

and creating meaningful and lasting relation with people.  On the other hand, the opposite typology 

of tourist is the Charter, which usually travels in big organized groups, has little or no interest in the 

destination itself, he/she requires that the destination provides the entertainment and standards of 

food and accommodation expected.  
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Figure 2.1D Touristic impact based on Smith (1992) 

 

The graphic above, following Smith theory, shows how, depending on the quantity of tourists, the 

level of impact can vary for the community. The darker the colour is, the more affluence of tourists, 

and lighter the colour is more the tourists are integrated with the locals. Therefore, a high amount of 

tourists brings less sense of adaptation and consequently has more impact on the local communities. 

Thus, commodification, standardization and loss of authenticity are phenomenon strictly related with 

mass tourism, since it is a kind of tourism that has a low level of adaptation and prefers to have all 

kind of comforts as if they were at home. 

Doxey (1975) identified different stages in the relation tourist-locals. His model suggests that local 

communities pass through a sequence of reactions as the impacts of the evolution of tourism change. 

Thus, an initial stage of euphoria is followed by apathy, irritation and, eventually, antagonism.  
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Figure 2.1E Irridex model by DOxey (1975) 

For further information see appendix 7.  

To have a broader vision it is useful to accompanied the Doxey “Irridex model” with Butler’s (1980) 

Tourist Area Life-Cycle Model, also called TALC. This last model identifies the phases in the evolution 

of tourism in a destination, respectively exploration, involvement, development, consolidation, 

stagnation and decline or rejuvenation.  

Figure 2.1F Tourism area cycle of evolution by Butler (1980) 

For further information see appendix 8.  

It seems that the higher the destination stage is, more the quantity of tourists increase, and, implicitly, 
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the more adverse the effects on the local community will be (Faulkner et al, 1997). The critical part 

starts at the time a destination begins adopting mass-tourism oriented consolidation. In this phase, 

the destination has developed to its “saturation” point, where attractions, facilities and tourists 

services are occurring everywhere. This constant over-development annoys the communities that 

realize that tourism is not only putting at risk their heritage but also compromising their well-being by 

causing important phenomenon as gentrification, which is explain later on. If not managed on time, 

this situation can bring the communities to the antagonism phase, in which society sees tourism as 

something exclusively negative. The host population blames tourists and do not accept them anymore, 

which will bring the destination to its final stage of decline.  

Taking the previous statement into consideration, as Nash said, tourism can be considered as a clear 

form of Imperialism (1991).  Following the “Golden Hordes” of Turner and Ash, Nash shows his concern 

of the negative effects that tourism usually have on the host communities.  It completely transforms 

the social and cultural framework of a destination. Since that the main objective of tourism is mostly 

its productivity, a destination can change accordingly to the tourists needs. This causes its 

standardization and commodification with all its consequent side effects.  

Another important negative effect that tourism can cause on its communities is gentrification. Tourism 

gentrification is a social-spatial substitution of the local population, characterized by a variety and 

diversity of profiles, for another population with a more uniformed profile and with an higher 

acquisitive power (Romero, 2000). Usually this process starts with the increase of attraction of a 

certain place for a certain group of people (in this case tourists). Therefore, it manifests with an 

increase of the property values and their rents, which the current inhabitants are not able to afford 

and also with the proliferation of corporate entertainment and tourism venues attractions and 

services (Atkinson, 2003).  It consequently causes a significant loss of the social fabric and its diversity.  

As Allen et al. said, “many state and local governments attempt to optimise economic benefits (of 

tourism) with little regard to the social and environmental cost associated with tourism expansion” 

(1998). Moreover, it is necessary to continuous monitor the impacts, to avoid side effects and ensure 

constant ameliorations which can also benefits society. Doing so will guarantee the community’s well-

being, will promote quality and long term viability of the tourist product or of the destination itself so 

that if is not compromised by adverse reactions of the local community (Getz in Faulkner et al, 1997). 
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2.2 Literature map  
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2.3 Conceptual framework  

 

 

 

 

The following conceptual framework is a guideline which represent the concepts expressed in this 

research and the logical frame followed for the knowledge creation. It is clearly divided into two main 

parts, the theoretical input and the applied knowledge. The theoretical part, starts with a definition 

of sustainable tourism and the identification of the requisites a destination need to have in order to 

be sustainable. It follows the concept of authenticity in tourism, firstly seen from the tourist’s point of 

view as “new motivation” factor, and secondly analysed in the locals and tourist relation, focusing 

especially on its negative effects. Here the theoretical knowledge are applied using the situation of 

the Gracia neighbourhood in Barcelona. In which the local community is taken into analysis to discover 

the main issues in the tourism management development. After identifying the negative effects that 

tourism has on Gracia’s inhabitants, clear advices are given to ameliorate the local-tourist relation.  
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3. METHODOLOGY 

3.1 Overall research design  

This chapter provides a description of the methodology applied in order to identify the side effects 

that tourism has in the community of a specific destination and its main causes in order to find an 

answer to the following research question:  

How can a destination manage tourism to guarantee authenticity in cultural heritage, so that while 

destinations will be attractive to tourists, they do not lose their meaning for local communities?  

To address this question the argument is built though the literature review. The research follows a 

conceptual approach since the literature review is used as main source to find accurate definitions 

and build argument. The literature contains relevant subjects, starting from a clear identification of 

sustainable tourism which is a constant element of comparison used later on in the findings. 

Moreover, the relation between locals and tourists is analysed, with a main focus on the community 

and the side effects that tourism might provoke on its cultural heritage. Finally data collection is used 

to apply the theory to the practice; it analyses the neighborhood of Gracia following the same input 

given in the literature. This analysis straits with the identification of the social identity of the district, 

and therefore its uniqueness and attractiveness, followed by its relation with tourism and the position 

of its inhabitants toward tourists. The data collected is interpreted using the literature review until a 

clear understanding of the context is reached. Consequently, specific concerns are identified and, as 

a result, advice and useful information is given.  

 

 

Image 3.1A Qualitative Design Process by Copernicus Consulting (2008) 

The data collection undertakes through interviews, since the topic is not generalizable and it requires 

specific knowledge and arguments to be built; therefore the research is qualitative (Altinay 2008, 

pg170). 
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3.2 Data collection techniques and research instruments 

To fulfil the requirement of this research the different techniques of data collection were used. Based 

on the literature review the research instruments have been the following: 

● Informal Interviews with local people to have a real insight of the current status of 

their experience (to analyse the current reality and people’s opinions) 

● Formal Interviews with specialists or representatives of  associations (to hear what 

referent people think about it and the general opinion and concerns of the respective 

associations’ members) 

● On site observation 

 

The choice of using interviews as a data collection technique is because it represents a powerful tool 

in order to analyse the case from different points of view, from professionals of the sectors with 

relevant experience and concrete opinions on the topic. Even though, using interviews as data 

collection technique can be problematic in order to schedule a suitable time with the interviewees, It 

is a valid method which focuses on giving a practical approach to the literature review and sustaining 

its main arguments. It allows the identification of the current situation and the main problems, hopes 

or expectations of the locals. Elements such a: Gracia’s social identity, cultural heritage, authenticity, 

local communities and their involvement in tourism are analysed. Furthermore, it provides 

information about how local communities are taken into consideration in the tourism development, 

and how things work in different contexts and by different groups (organizations, communities, 

government). The interviews conducted are both, formal and informal. The informal interviews are 

the result of gathering information among the local people of the district of Gracia. In this way the 

collected information is more genuine and spontaneous. While for the formal interview a previous 

preparation was required. The interview technique used is the semi-structured one (Altinay 2008, 

pg113), in order to find out the most information as possible, from which interesting conclusions could 

be obtained. Starting with open questions and afterwards with more specific ones, as probes and 

prompts to encourage the interviewees to give more detailed information and see how they applied 

it into practice, which were accompanied by a personal definition of the topic. This was to avoid 

misunderstanding and misleading interpretations.  

The observation tool gave to the research a detailed context with specific descriptions from an insider 

perspective, using a systematic approach (Altinay 2016, p151). The observed elements are: local fabric 

of the place, the essence and behaviour of the local people and of the tourists, and how they interact.  
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3.3 Research context and participants 

To give a more concrete focus to the conceptual research, the data collection is collected through 

qualitative data, based on interviews and observation. 

The research will follow the respective steps: 

General interview: Interview to specialist of the sector to add value to the literature review thanks to 

the contemporary vision. The Skype interview is the first choice, otherwise is conducted through 

email.  

Onsite interviews: are face to face interviews. The sampling technique divided into formal onsite 

interviews and informal onsite interviews. For the formal interviews the interviewed are going to be 

relevant members of local associations or people with a relevant role in Gracia’s society. Regarding 

the informal interviews are focused on local people with different background and positions. These 

interviews are indirect, so do not require a prior schedule.  

The sampling technique is “theoretical construct sampling” (Altinay 2008, pg182), because data are 

collected and simultaneously analysed, to decide the next step. In fact the sampling process terminate 

once enough relevant data are collected. 

3.4 Data analysis  

The qualitative data recollected from the interviews are translate and transcribe using the actual 

words. For formal interviews, the transcription is based on questions asked followed by the answers 

given. In this case the interviewed are explicitly named, as previously accorded. While, regarding the 

informal interviews anonymity is preserved, anyway basic details are given, such as: male/female, 

profession etc. Its transcription is based on general ideas and comments that people gave which are 

relevant for the research.  

Observation is analysed with a conceptual interpretation concerning the topic, using just the relevant 

elements.  

Coding, conceptualizing and ordering the information is necessary to identify relevant information and 

proceed with the comparison of different literature reviews areas with the topics that emerged in the 

process. It follows a re-categorization of the main themes.  

The first step is open coding, to divide data into categories, followed by axial coding, to reassemble 
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the topics together into a new and innovative form. It follows a selective approach, in order to 

understand the interrelationships and therefore, convert the information into knowledge. Finally the 

enfolding literature, in which the results obtain are compare with the literature. (Altinay 2008, pg171-

174). 

3.5 Ethical considerations  

Regarding the ethical consideration of this research it is important to highlight the following aspects: 

- Obtain valuable information only appropriate and reliable sources are consulted. 

- The data access of this research are both secondary and primary. Internet, books and 

academic papers are used for secondary data collection. 

- After a satisfying research based on secondary data collection, the themes which require a 

further analysis are identify, and analyse using a primary data research.  

- It is previously explained to the interviewed the reason why these data are required, and the 

aim of this research.  

- Only primary data accepted and consented by the participants are shared 

- When entering in contact with the possible candidate an introductory letter is presented, 

together with a flexible schedule for the possible meeting and the approximate duration of 

the interview.   

- Preferably primary data are collected personally, with a face to face interview, in the case for 

the interviewed is not possible, the researcher propose several option so that the participant 

can choose the most suitable for him/her self. 

- For the interviews an impeccable preparation is require, to be organized, efficient and 

effective at the time of asking questions. This avoid loss of time and useless repetitions. 

- Interviews are customized for each participant (language and type of questions).  

- After the interview it is offered the possibility to keep an update regarding the research and 

an email is sent in which the researcher thanks the participants and provide them a 

transcription of the interview results.   

The research ethics norm used will be from a deontological view (Saunders, 2009, p184) which 

guarantee an ethical approach even though it might be useful for the end itself.  
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4. FINDINGS AND DISCUSSION

The key points that emerged during the interviews and observations are fundamental in order to 

support all the previous research. This chapter is divided into two main parts, the first one consists of 

presenting the result in answer to the research question while the second one is dedicated to the 

interpretation of the information.  

The general interview was given to Prof. Ferrari, and it provides a management point of view from an 

expert of the tourism sector, since she is the President of the National Park of Sila in Calabria (South 

Italy). The questions are mostly related with the management of the product and its challenges with 

the local communities. Even though Sila Park is a clear example of nature-based tourism, it contains 

a significant part of cultural heritage which plays an important role in tourism motivation. Since the 

responses given for natural reasons are matched by the total of responses for total of: historical 

sites, museum, archaeological areas, gastronomy, handicrafts etc. which are by definition a sum of 

cultural heritage. Therefore it can be taken into consideration for this analysis.  

The on site interviews in Gracia are taken from a local perspective, in fact all the interviewees are 

from the district of Gracia and some of them, as previously explained, cover representative positions 

or are members of local associations. 

The development of the argument of the research topic of this chapter follows the 

previously mentioned list of objectives adapting the interview results to define the main concepts 

and provide answers to the main questions.  

In the table below there is a schematic representation where the main findings for each 

stated objective are highlighted. It can be seen than an additional objective was added (2. 

“Identify major challenges destination need to face to guarantee its authenticity”), because, after 

the data collection a more detailed analysis was required in order to have a clearer idea about the 

current situation in Gracia’s neighborhood.  
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Objective 1. Identify authenticity and main drivers in tourists’ motivation  

Both findings showed that authenticity is strictly related with locals and the cultural heritage of the 

place. Ferrari stated that destinations should invest in their unique selling point, which are mainly 

based in their natural and cultural heritage. Furthermore, she confirmed the new tourists’ motivation 

toward a more specific kind of tourism, addressed as Niche travels, such as eco-tourism, 

ethical tourism, heritage and historic tourism.  In addition, traditions and heritage such as 

celebrations, rites and myths play an important role in the attractiveness of a destination. Therefore, 

tourism works as a “revitalizer” for cultural heritage, but this can also create conflicts among the local 

population, because of the loss of meaning caused by its commercialization.   

Strictly applied to Gracia, authenticity is linked directly with locals. The social fabric and cultural 

fervor of the district represent not only an attractiveness for tourists but also for Barcelona 

inhabitants. In the onsite interviews people showed proudness to live in a neighbourhood 

as Gracia, and its strong cultural identity is the reason. A district considered as “one of the few 

places of Barcelona in which you can truly feel at home.. a district which still belongs to its people”. 

Moreover, Gracia always had a high capacity of socialization not only among the “Gracks” (people 

that spent all their life in Gracia, also called Gracia del Piñol) but also with the new comers (people 

from Barcelona who came to Gracia during the first gentrification in the 90s). This element of 

socialization increase especially in celebration such as Fiesta Major, in which the local community is 

the main protagonist, in fact is the Fiesta Major of Gracia is only one in Barcelona to be entirely 

organized by its people, and in which the City Concil acts only as a support. This strong associative 

value that characterize Gracia creates this “plus”, which does not belong to any other district of 

Barcelona. The profile of tourist that are motivated to “discover” this area of the city, is moved by 

the curiosity and the willingness to find something which has not been “commercialized” yet and still 

belongs to its people. 

Objective 2. Identify major challenges destination need to face to guarantee its authenticity 

A clear major challenge shown in the general interview, has been related with the revitalization 

of some aspects of the cultural heritage of the local population. With the implementation of 

tourism, heritage is usually sacrificed to be commercialized for the tourists’ entertainment. In 

Gracia, for example, this is happening with the “folklorization” of the area. Furthermore, it is 

demonstrated that mass tourism, as also indicated in the literature review, compromise 

locals’ activities and celebrations, in the case of Gracia this usually happens during the 
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celebration of Fiesta Major. An important challenge that Gracia is facing right now regarding a possible 

loss of authenticity as to see with the devaluation of its image, since, some years ago, the city 

hall promoted it as a “night destination”.  This action, caused a degradation of the area and 

transformed Gracia in an area of “bar de copas” which is one of the main cause of noise and 

irritation for locals. 

Objective 3. Identify negative tourism impacts in destination according to the local community 

It is commonly agreed that tourism development usually implies a major loss of authenticity and 

changes in the local habits, which can cause locals some distress.  

In cases of mass tourism in Barcelona such as La Rambla, La Boqueria and Gotic Quarter also implied 

a depersonalization of the place, to which locals are not willing to go there anymore. This caused a 

shift from apathy and irritation of Gracia’s inhabitants which has happened incredibly quickly 

especially because they are aware of what has happened in other parts of Barcelona:

“La Rambla does not belong to us anymore; it is like an amusement park with all those souvenir shops, 

and Flamenco shows. 50 years ago it was the place where local people were going to have a walk. 

Tourists which go there see something artificial, they do not see local people, because local people 

prefer not to go there, this is why the tourists start looking for something else. They also have 

realized that the centre of Barcelona does not belong anymore to its culture” (G.R., ex president of 

“Coordinadora de Colles de Cultura de Gracia”, 2017).

Furthermore, the growing tourist’s interest for Gracia is provoking a vertiginous increase of the 

prices of the apartments, which is making it almost impossible for locals to keep living there 

because they are not able to afford it. This consequently is causing a gentrification effect in the 

whole area, which is also compromising all the social identity of the district.  

“This phenomenon is expelling the sons/daughters of Gracia’s inhabitants and it is attracting 

people who are interested in speculating. This fact, difficult to control, will imply a dangerous 

change in the Barrio. It is something that is putting into risk the whole life and essence of what 

Gracia is, and what it always have been. If it will not be stopped, it will depersonalize the place 

itself, so it will lose all its authenticity and attractiveness” (A.B., Director of Local Newspaper of 

Gracia , 2017). 

This gentrification represents the major concern of Gracia’s inhabitants; in fact, it represent one of 

the main reason why the inhabitants are seeing tourism as a threat, which is compromising their 

everyday life and also their future.  
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Objective 4. Identify specific reasons of these negative impacts 

In the case of Sila National Park, there is no evidence for this objective, also because it recently 

implemented a touristic product and it represents a niche type of tourism. Therefore it is not suitable 

for the mass type of tourist and is addressed to a type of tourist which is more likely to have a certain 

environmental concern. Moreover, in this case tourism presents more benefits than negative effects 

for its community; a situation which can be identified with the first stage in Doxey’s model, “euphoria” 

(1975). Even though, in Gracia as in other areas of Barcelona mass tourism is not yet an issue, 

communities are already taking drastic positions against any form of tourism. Gracia, for example, 

experiences mass tourism just in punctual events such as Fiesta Major (more than 2 million 

of participants every year), but the tolerance of locals toward tourism is close to reach its limit and 

shift to the antagonist stage of Doxey’s model. The fear of becoming like Ciutadella district or 

experiment the depersonalization of Las Ramblas is already spread. Due to the uncontrolled 

increase of the tourists’ number the traditional behaviour and customs of Gracia’s inhabitants, and 

therefore its social identity, is suffering a significant distortion. First of all the “traumatic element” of 

prices increase, caused by the tourists’ gentrification which is forcing the locals to move to live 

somewhere else. Furthermore, the transformation of public spaces into “lugar de copas” provoked in 

the last 5 years significant social actions in order to “rescue the squares” for the revitalization of public 

spaces open to everyone. This is why, in the last few years, many social movements have born, such 

as the neighbourhood associations against tourism development in Barcelona (El Periodico, 2014). 

All these locals associations are acting against this tourism massification and are asking for a more 

liveable city for its inhabitants, one example is the Assemblea de Barris per un Turisme Sostenible 

which has been created in 2016 with the slogan: “la ciutat és per viure-hi, no per viure’n” 

(assembleabarris, 2016). Another important factor for this general discontent has been the lack of 

participation of local communities in the decision taking regarding tourism development. 

According to E.B. (member of the neighborhood association “Gracia On Vas”) the participation of 

local associations, such as the participants of Assemblea de Barris, in the creation of the Tourism 

Strategic Plan of Barcelona existed only in sporadic cases and was completely ineffective.  

This fact clearly shows that the interest of the city of Barcelona on tourism development lead to a 

significant loss of cultural heritage and its authenticity, causing also a general discontent among its 

local community.  
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Objective 5. Sustainable tourism management application to the case (maintain authenticity 

and local benefits) 

In the case expressed by Sonia Ferrari, when tourism act in favour of the local identity’s preservation 

creates proudness and sense of belonging of locals toward their heritage and traditions. For this to 

happen, it is essential to maintain its authenticity by involving local communities in the tourism 

planning process. In this way, the objectives set will bring benefits also for the inhabitants that will 

perceive tourism as a cultural enrichment and not only as a social cost. Moreover, tourism to do not 

be harmful to a destination and start being sustainable need to focus on niche segments, and abandon 

the mass type of tourism.   

As stated previously, the lack of local communities’ participation in the Barcelona tourism 

development plan brought the City Hall to take decisions which, within the time, compromised the 

everyday life of local inhabitants and their cultural heritage. Even though, in the last few years some 

actions have been taken to monitor and limit tourism growth, such as tourists’ apartment and 

bar’s licences limitation especially in Gracia district it has not been enough since local communities 

are still threaten by tourism. Social movements as Gracia on Vas, “a neighbourhood association that 

would like to create a new model plan in which the local life is more important than the economic 

interests”, do not accept any alternative plan if it does not included a significant reduction of tourism 

itself.   



5. CONCLUSIONS, RECOMMENDATIONS, LIMITATIONS AND FURTHER RESEARCH

This chapter is focused on three main sections. In the first one the conclusions are given following the 

objectives previously stated and using the data collection as main source accompanied by the 

literature review. The second section represents a critical self-reflection about the limitation of the 

research. Finally, the third section illustrates realistic recommendations for improvement in the 

management of a touristic destination using Vila de Gracia as a main reference.  

5.1 Conclusions 

It has been shown in the literature review and confirmed in the findings that tourists start looking for 

something more than the usual tourists attractions; an intangible element that can transmits genuine, 

unique and meaningful experiences. In this case the situation of front and back stage expressed by 

Goffman (1959) in the tourism experience is no longer accepted by tourists, who are increasingly 

pushed by the motivation of finding the inner essence and authenticity of a place.  Even 

“multimillionaires enjoy walking among the small and unique locals shops of Barcelona”, said Anella 

Alcott, the commercial director of OneOcean Port Vell, the urban marinas for large yachts in Barcelona 

(2017). As Ferrari demonstrated, the interest of tourists regarding authenticity is growing, the only 

way it can be satisfied is in the local lifestyle. This local lifestyle in order to be authentic, needs to be 

something not created for tourism consumption (Ferrari, 2017). Therefore, stated that on one hand 

authenticity plays a significant role in tourists motivation, but from the other hand the development 

of tourism itself provoke a loss of authenticity within the destination. How can this problem be solved? 

In Ferrari’s opinion, following the example of Sila National Park, a destination needs to use key 

differentiation factors to promote itself; furthermore, it is important to focus on what is truly 

authentic. Authentic refers to everything that is related to local cultural heritage, such traditions and 

locals’ lifestyle, contact with the local population and the revitalization of valuable habits which still 

belong to the heritage of the place (2017). Moreover, in order to avoid falling into a cultural 

banalization, it is fundamental to involve locals as main protagonists in the tourism management plan 

of a destination.   

It can be said that the attractiveness of Barrio de Gracia and more specifically Vila de Gracia from an 

outsider point of view (international tourists or local tourists from the same city) is based on its strong 

social identity based on its local communities, which provides a vivid and authentic cultural 

heritage of traditions and celebrations (A.B., Director of Local Newspaper of Gracia, 2017). 

As has been said by G.R. (ex president of “Coordinadora de Colles de Cultura de Gracia”),

“Catalunya itself has a strong richness of cultural associations, more than normal, and Gracia has 

even more. This cultural and social activity evolves within the years 32 
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and stays strong at popular level. This is why Gracia is a place that people like to visit” (2017). In the 

last five years the number of tourists attracted by this significant cultural heritage and authenticity of 

the Villa de Gracia’s streets has increased considerably and now represents one of the major concerns 

among the locals and social entities of the neighborhood. Nowadays, for Gracia’s inhabitants, tourism 

is a real threat, which is putting at risk the locals’ habits and lifestyle. In fact, the phenomenon of 

Gentrification is one of the main issue that the Barrio is living since the development of tourism. 

According to the Doxey “Irridex” model (1975) and what it has been found in the formal and informal 

interviews of Gracia’s inhabitants the general vision toward tourism has quickly shifted from apathy 

to the irritation stage. “There is already enough local commerce and trades, we do not need 

tourists” (G.R., ex president of “Coordinadora de Colles de Cultura de Gracia”, 2017). The opinion of 

E.B. (member of the neighborhood association “Gracia On Vas”) is also clear: “we wanted to named 

Assemblea de barrio por el decrecimiento turistico (district assembly for the decrease of tourism) 

instead of Assemblea de barris per un Turisme Sostenible. She refers to a platform, which has been 

recently created to coordinate several districts of the city, which have been victims of the tourism 

massification or feel threatened by it, to take actions to stop tourism and protect their local lifestyle. 

It can be said that Vila de Gracia, as other districts of Barcelona are perceiving tourism mainly as a 

social and cultural cost due to the lack of clear evident economic and social benefits that positively 

affect the community. Since these benefits are the antecedents of community support for 

tourism, it explains the current local irritation stage.  

The problem of Barcelona city in general toward tourism is that there is a real “tourism phobia” as it 

has been said by Daniele Poretta, architect and activist in the “Collectiu Acció Urbana”(2017): “The 

victims of mass tourism are also the tourists. The reason why is that its development as a tourism 

destination was exclusively based on promotion, but it never invested on finding measures to stop the 

negative consequences of tourism.”  

As it has been proven, despite the guidelines and definition of sustainable tourism given by UNESCO 

and UNWTO and the “new being culture”, there are still important issues to face related with its 

development in many destinations, especially when it comes to local communities. The negative 

impacts in destinations are significant and still represent a big issue which tourism need to solve. 

Referring to developed countries the debate is related more in the way cultural heritage is managed. 

The City Hall of Barcelona is trying to distribute the tourism demand to also other areas in order to 

avoid the traffic and the congestions which can represent an issue for the city (Arias, 2017) but, the 

Vila de Gracia inhabitants are already in their irritation stage and ask for a visible decrease of tourism. 

It can be said that their tourism perception will soon shift to the Antagonism of Barceloneta district, if 

measures are not going to be taken. To avoid it, are required drastic changes in the tourism 
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management of Vila de Gracia, as the one of Barcelona. 

The solution illustrated by Augustí Colom (Tourism Councillor in the City Hall of Barcelona) is that is 

necessary to set a limit. Otherwise a destination attractiveness is not going to last. The main key is to 

find a balance between residents and tourists (2017). Therefore, to guarantee the sustainability of a 

destination it is required to avoid mass tourism, which is characterized by a rapid and uncontrolled 

development and it is fated to a short term benefits of a destination, since it is the major cause of 

negative effects such as standardization and banalization.  Instead the promotion of alternative form 

of tourism, if managed involving the local community and with a slow and controlled development it 

can be sustainable and rentable long term. In order to do so, it is not only necessary to constant 

monitor and control the side effects of tourism but also, in case of cultural tourism such as Vila de 

Gracia, to empower locals and invest in their cultural heritage. This is going to reinforce the 

authenticity, by favoring an own, original, unique and diversified way of life. The tourists will come 

later on, attracted by its veracity and vitality (Romero, 2000). Doing so will favor community’s well-

being and guarantee quality and the long term viability of the touristic product or of the destination 

itself so that is not compromise by adverse reactions of the local community. 

5.2 Limitations 

The topic chosen to argument the research was broad and complex. The initial intention was to create 

a management method of sustainable and responsible tourism which will have as protagonists the 

local communities. Creating a system in which authenticity of cultural heritage will be protected so to 

represent an attractive for tourists without loosing its meaning for locals communities. However, once 

started the research it was found that  the time given was not enough to conduct such a deep analysis. 

Due to the lack of recent studies and the different and innovative focus of the research which has 

never been tested before. 

Furthermore to be more effective, it has been decided to give the research a more practical approach. 

Doing so it allowed the researcher to compare the theoretical studies and theories within an actual 

and realistic situation, analyzing the effects of tourism on a specific destination. Due to this change, it 

was necessary to modify the main themes presented in the data collection, which switched from the 

role of “authenticity” in tourism, to the analysis “relation between host and guests”, because the first 

topic required specialized researchers while the applied method was more focused on people with 

knowledge of the place and related to its social framework. 

Finally, the aim of the research have been modified to a more duable and indicated  for the applied 
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method chosen. The new aim was: detecting the current situation between the relation “hosts and 

guests” and identify its main problems. This meant going one step backward in order to fulfill the lack 

of relevant information found at the beginning. To reach these new objectives the finding have played 

a fundamental factor for the outcomes of this research. The people interviewed provided essential 

information which gave the researcher additional material to work on. 

To conclude, even though was not possible to arrive to the creation of a sustainable method to 

develop tourism destination, the research provides relevant datas and significant contribution to 

knowledge which can set the basis for the realization of further researches.

5.3 Future recommendation for future research 

After had developed this undergraduate dissertation, it would be interesting to conduct further 

researches on the topic, since it is a field not yet explored. The fact that there are many lack of recent 

studies on the topic it means that will be easier to find relevant contributions to knowledge to your 

research.   

As professionals of the tourism and hospitality sector it is in our interest as also in our duty the 

wellbeing of the people involved in its activities related. Furthermore, sustainability in tourism is going 

to growth and, it will be no longer effective or valid using it only as a marketing tools, but it will soon 

be a theme which will be took into serious consideration.  
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Appendix 11: observation walk  

Walking down the street of Gracia’s district the firsts things that you are able to notice is that is a 

completely different setting than Barcelona city, the streets are small, with really tiny sidewalks, I can 

barely pass with my bike beside. Some of them are pedestrian, and there are many local and ancient 

shops facing them. Together with the historical shops, there are also many international bars and 

restaurants which are perfectly part of the neighborhood. A different atmosphere, shops and 

community spaces which also have the objective to create a community sense around them, as the 

Music Room in Carrer la Perla, where people can go there to relax and practice their musical 

instrument or with their own band. Another example is the “libreria italiana Le Nuvole”  which 

organize italian courses and lessons for people who would like to learn it. 

Walking down the street of Gracia you can meet families but especially grandmas and grandpas with 

the bags full of vegetables and fruits who just probably came back from the market, but also many 

young people. It seems like a village inside a city. People who play music in the street, birds singing, 

people sit in a bar drinking a coffee while smoking a cigarette. The observation continue in carrer 

Verdi, when people meet on the street say “hi” to each others, here owners of the shops, who are 

clearly not from Europe speak perfect Catalan and have conversation with  grandmas and people of 

the district. 

Appendix 12: informal interviews (locals) 

I firstly just thought about conducting interview exclusively with professionals or local authorities but, 

going on with the work I realized that local people from Gracia have so many things to say. Most of 

them either they lived all their life in Gracia, or have been attracted by its strong social identity and 

uniqueness and decided to settle here. Everyone is passionate with the district and, even the young 

have the intention to keep living there, even though the prices are increasing and is becoming more 

and more difficult to afford to pay the rent. Here are some of the locals’ opinions recollected within 

several days: 

The italian librarian: “if you want to know Gracia, you need to start from its history. Gracia 

district, even during Franco’s domination, has always showed its uniqueness and diversity with 

proudness. It was clearly divided in two areas, the rich one and the workers” 
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The retired butcher: helder man with its bitter vision of reality. He lives now in the countryside, 

and he is enjoying “it’s deserved rest/holidays” after a life working and living in the Gracia’s district. 

He opened his shop in front of Abaceria Market 36 years ago, during the crisis “you are crazy” people 

were saying to him, “but I had the energy and the strength to do so” he continues. Jesus now is retired, 

he is happy and satisfied with his life, his business has been enough successful that now he finally 

jubilate and passed it to Victor, a young guy who has been working with him during 10 years. Jesus 

was born in Barceloneta, 72 years ago, when the quarter was inhabited by fishermen, a time where 

the market happened on the street and the fishermen, just back from the sea, walked around the 

street shoeless. Gracia was also completely different from now. Jesus lived in Gracia for most of his 

life, an industrial district where “once, in all the down floor there were open shops and local 

businesses, artisans and so on”. The district was inhabited by workers (obreros), lively and with its 

strong personality. But something is changing. “Change is normal, it is part of life. We need to innovate 

and be pro changes even though no one will know what will happen next”. When it was asked to him 

about the changes of the Abaceria Market. “We already know that Gentrification is something which 

is already happening, and you cannot stop. Everything has a beginning and an end. Once those street 

were inhabited by workers and industrial people, now all those small apartments that you see, are 

occupied by architects and professionals with high purchasing power because no one can afford those 

prices anymore. The change of the market, it is something which is going to happen, we just need to 

watch and see how it will change things. I am already close to an end, I already fought for changes on 

my times. But oppose and resist to the future and the innovation, that is something useless. “People 

change, people die, authenticity die, it is something no longer existing anymore”. All those young 

people fighting in order to keep things how they have been since years, they should move on. Tourism 

is something good, which bring business and money, people should embrace it. I am pro tourists 

because brings business to something which will already be dead by now. 

Observing the Abaceria market, who dominates the …. plaza since the…year. One of the last market 

of Barcelona to be renewed. From the outside its structure is old and dirty. It seems untreated for 

many years. Looking at it attentively it seems like the “grandeur of a historical relict”, since the market 

always had a strong symbolic value in the past of everyday life. 

Moving inside the market it can be noticed that many stands have been permanently closed, it might 

be for the renew project of the market which it will start in two years from now. Between the stands 

who are still left there is an incredible variety of products, from meat, fish, olives and vegetables/fruits 

stands, there are also some which works like small restaurants, where you can have  snacks or a proper 
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dish, all occupied by locals having lunch. In one of them they give you the possibility to bring some 

meat, just bought from one of the stand and they will cook it for you, for an additional price of 2 euros. 

There are some tourists hanging around, the man of the “simil Boqueria stand” stops most of them. 

He sells fruit juices, exactly like the one you can buy from Boqueria market, a change that the owner 

made just recently. This stand will be one of the few to survive to the recent reform plan of the market 

in which most of the stands will be removed from the scene to build a supermarket with a 

subterranean parking of 100 slots and a couple of restaurants (as it has been said by Jesus el carnicero). 

Most of the local stands will move to another market, which has been already renewed, Sant Antoni. 

A shop seller: to the question of what does he think about the change of the Abaceria market, 

he showed a passive position “The change will be done; it is something we cannot go against. They 

already decided and I will move soon.” 

The greengrocer: “Gracia is like the heart of Barcelona, if you fold the map of the city in the 

exact middle there will be Gracia” a local from the market said. She has been living in Gracia since 

1977, she has an apartment with her son, which works outside Barcelona but he is decided to keep be 

living in the “Barrio” but prices are increasing. “We came attracted by the identity of the place. Gracia 

is like nothing else. I lived in Eixample and it was not the same. There you barely knew your 

neighbourhood, while in Gracia you know everyone. It is like a small village inside a big city as 

Barcelona. When tourists ask me information about how to get somewhere, I am happy to help them, 

it happens several times, me acting like a touristic guide, but sometimes I do not know the answer 

because in Gracia I have everything I need, I just go to Barcelona in rare occasions.” She made the 

point “I have nothing against multiculturalism and people coming from different parts” referring 

people living there but as well tourists. In fact, she explained, Gracia has always been an international 

district since its early stages. The integration is part of its culture. She is in love with the “Barrio” and 

its characteristics, she is proud of being part of it and share its culture and friendly environment. “Here 

is a place where events happen because people talk about it in the street and they organize it 

themselves. But something is the past few years worries her and, looking at the future she shares her 

main fear “I do not want Gracia to become a cocktail neighbourhood (barrio de copas)”, since this will 

probably depersonalize the place and loose its meaning. This fear she perceived it also during the 

celebration of “Fiesta Mayor”, the most famous cultural celebration of this district, famous in the all 

city of Barcelona for its decorations and parade. “It does not belong anymore to the local people, there 

are too many tourists”. 
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What I would like is that my son will be able to keep living here, as he also would like. I came to 

Gracia attracted by its vibe, dynamism and participation, people welcomed me warmly, it is what I 

always tried to do as well.  
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Appendix 13:

“Perception of tourism in Barcelona” Poll done by Ajuntament of Barcelona in 2016 
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Appendix 14:

“Attributes of mass and alternative tourism”. Hunter and Green (1994), adapted from Himmetoglu 

(1992) 





Scanned by CamScanner












