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tRIpLe t: touRIsM, tRAnsMoDeRnIty AnD 
tRAnsFoRMAtIve LeARnInG

Abstract: This paper brings together ‘triple 
T’ of tourism, transmodernity and transforma-
tive learning by exposing critical questions of 
(tourism) futures and the sense of direction 
where are we going as a single humanity. In the 
current context of overwhelming crisis at all 
levels – environmentally, socially, economically, 
politically and culturally, there is an increasing 
evidence that we cannot continue with ‘busi-
ness as usual’. Hence, natural and social science, 
economists, political activists, writers, spiritual 
leaders and successful social entrepreneurs ar-
gue that humanity needs (and is actually go-

ing through) a major global mind change and a 
paradigm shift in the 21st century which is often 
described as the shift towards transmodernity. 
In exposing so, the paper then connects tourism 
and transformative learning asa potential cata-
lyst to change the world for the better. 
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Introduction

When	 we	 speak	 about	 tourism	 educa-
tion	today,	we	need	to	ask	ourselves	for	what	
kind	 of	 (tourism)	 futures	 we	 educate	 our	
students?	In	asking	so,	the	most	immediate	
point	 of	 departure	 is	 the	 current	 alarming	
state	of	the	world	system	affairs	and	its	un-
sustainable	practices.	When	one	looks	at	the	
facts	and	scientific	warnings	the	most	natu-
ral	question	needs	to	be	imposed:	where	are	
we	going	and	what	are	we	doing	as	a	single	
humanity?	 Let	 the	 facts	 speak	 for	 them-
selves.	

The	 structure	 of	 the	 world’s	 ecosystems	
changed	more	rapidly	in	the	second	half	of	
the	20th	century	than	at	any	time	in	record-
ed	 human	 history	 (Millennium	 Ecosystem	
Assessment,	 2005).	 The	 world	 population	
is	 growing	 rapidly,	 putting	 more	 pressure	

on	the	earth’s	recourses,	 there	are	many	oil	
spilling	disasters,	we	produce	huge	amounts	
of	 waste	 and	 also	 plastic,	 causing,	 for	 ex-
ample,	 ‘plastic-soup’	 in	 the	 oceans,	 there	 is	
loss	of	habitat	and	thanks	to	our	economical	
‘development’	(a	word	suggesting	it	is	devel-
oping	in	the	right	direction)	CO2	levels	are	
increasing	 (Millennium	 Ecosystem	 Assess-
ment,	2005),	causing	global	climate	change.	
When	all	other	life-threatening	practices	are	
added	in	terms	of	pesticides,	pops	and	other	
poisons	in	our	waters	and	food	chains,	acidi-
fication,	 etc.,	 it	 is	 not	 surprising	 that	 some	
prestigious	 scientists	 are	 warning	 us	 that	
the	face	of	humanity	and	Gaia	(Greek	name	
for	the	Earth)	is	on	the	way	to	get	vanished	
(Lovelock,	2009;	2014).

In	 fact,	 in	 2007	 leading	 scientists	 an-
nounced	 that	 industrial	 humanity	 has	
pushed	 the	 earth’s	 biosphere	 into	 a	 new	
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human	 driven	 geological	 era	 known	 as	 the	
Anthropocene	 (Crutzen,	 steffen,	 and	 Mc-
Neil,	2007).	 In	 the	same	year,	 the	reality	of	
climate	 change	 decisively	 broke	 into	 global	
mainstream	consciousness	as	UN	secretary	
general	Ban	Ki	Moon	had	stated:	‘This	year	
through	 the	 IPCC,	 the	 world’s	 scientists	
have	 spoken,	 clearly	 and	 in	 one	 voice.	 Not	
some	 scientists.	 Not	 leading	 scientists.	 But	
the	world’s	scientists	–	united’	(scott,	2008).	
The	 Intergovernmental	 Panel	 on	 Climate	
Change	 (IPCC)	 Fourth	 Assessment	 Report	
(2007)	 confirmed	 this	 by	 announcing	 that	
there	is	over	90%	probability	that	the	burn-
ing	of	fossil	fuel	emissions	has	caused	warm-
ing	 since	 the	 1950s.	 The	 global	 consensus	
agreed	upon	at	 the	Copenhagen	Accord	 in	
2010	is	that	global	warming	should	not	 in-
crease	beyond	2°	Celsius	from	preindustrial	
levels	(UNFCC,	2009).	However,	as	climate	
scientist	Kevin	Anderson	warns	–	 if	we	do	
not	 make	 drastic	 cuts	 in	 emissions	 we	 will	
be	seeing	a	4°	Celsius	rise	this	century,	and	
this	 potential	 future	 ‘is	 incompatible	 with	
any	 reasonable	 characterisation	 of	 an	 or-
ganised,	equitable	and	civilised	global	com-
munity’	(Anderson,	2012).	Furthermore,	in	
the	last	two	centuries	the	dramatic	changes	
of	 land	use	has	 transformed	 the	biosphere,	
with	 the	clearing	or	 the	conversion	of	70%	
of	the	grassland,	50%	of	the	savannah,	45%	
of	the	temperate	deciduous	forest,	and	27%	
of	 the	 tropical	 forest	 biome	 for	 agriculture	
(FAO,	2011).

Economically	 and	 socially,	 the	 world	
is	 not	 doing	 any	 better	 either.	 Detrimental	
impacts	on	the	body	of	Earth	inevitably	re-
flect	in	the	state	of	our	social	and	individual	
well-being.	 The	 2009	 economic	 collapse	 of	
the	Wall	street	continues	to	affect	the	world	
economy	 while	 the	 gap	 between	 the	 rich	
and	 the	 poor	 is	 getting	 wider.	 The	 latest	
Credit	 suisse	 report	 (2014)	 shows	 that	 top	
1%	of	global	population	‘owns	half	of	global	
wealth’	 –	 (http://www.bbc.com/news/busi-
ness-29641109).	Yet,	longitudinal	studies	in	
rich	countries	of	the	West	show	that	increas-

ing	 material	 wealth	 does	 not	 increase	 hap-
piness	 either.	 This	 growing	 dissatisfaction	
with	 our	 dominant	 socio-economic	 model	
is	clearly	illustrated	in	the	fact	that	the	con-
sumption	of	antidepressants	is	continuously	
on	the	rise	in	rich	countries	(OECD,	2013).	
Consequently,	 it	 appears	 that	 the	 current	
unsustainable,	materialist	paradigm	increas-
ingly	pressures	people	(worldwide,	although	
predominantly	 in	 the	West)	 to	search	 for	a	
new	 worldview	 of	 higher	 values	 and	 more	
responsible,	 meaningful	 lives.	 The	 paper	
briefly	 describes	 this	 paradigm	 shift,	 fol-
lowed	by	discussion	on	links	between	tour-
ism	and	transformative	learning.

‘silent revolution’ and the shift towards 
transmodernity

Natural	 and	 social	 science,	 economists,	
political	 activists,	 writers,	 spiritual	 leaders	
and	 many	 successful	 social	 entrepreneurs	
argue	 that	 humanity	 needs	 (and	 is	 actually	
going	through)	a	major	global	mind	change	
and	 a	 paradigm	 shift	 in	 the	 21st	 century.
To	 describe	 this	 emerging	 socio-cultural,	
economic,	 political	 and	 philosophical	 shift	
of	 consciousness,	 values,	 worldviews,	 and	
paradigms,	 different	 authors	 from	 differ-
ent	 disciplines	 use	 a	 variety	 of	 terms,	 such	
as	 transmodernity	 paradigm;	 transmodern	
philosophy	 of	 political	 liberation;	 integral	
culture;	 circularity	 paradigm;reflective/liv-
ing-systems	 paradigm;	 partnership	 model	
of	 caring	 economics;	 relational	 global	 con-
sciousness	 and	 biosphere	 politics,	 to	 name	
a	 few.Yet,	 regardless	 of	 different	 terminol-
ogy,	all	authors	point	in	the	same	direction	
–	the	planetary	vision	in	which	humans	are	
beginning	to	realize	that	we	are	all	(includ-
ing	plants	and	animals)	connected	into	one	
system,	which	makes	us	all	interdependent,	
vulnerable	and	responsible	for	the	Earth	as	
an	indivisible	living	community.

While	 it	 goes	 beyond	 the	 scope	 of	 this	
paper	to	discuss	the	shift	in	full	detail	some	
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of	the	key	tenets	will	be	given	here	(for	a	full	
theoretical	overview	see	Ateljevic,	2013).	The	
shift	is	associated	around	phenomenon	of	the	
so-called	‘silent	revolution’	led	by	the	grow-
ing	number	of	so-called	‘Cultural	Creatives’	
(Ray	and	Anderson,	2000;	Ghisi,	2008).	The	
concept	 of	 the	 silent	 revolution	 of	 cultural	
creatives	 comes	 from	 the	 historian	 Arnold	
Toynbee	who	analysed	the	rise	and	fall	of	23	
civilisations	in	world	history	and	who	claims	
that	when	a	cultural	shift	occurs,	usually	5%	
of	‘creative	marginals’	are	preparing	the	shift	
in	silence.	This	concept	has	been	borrowed	
by	sociologist	Paul	H.	Ray	and	psychologist	
sherry	Ruth	Anderson	who	have	applied	 it	
to	their	market	cluster	research	of	politics	in	
America.	Drawing	upon	13	years	of	survey	
research	studies	on	over	100,000	Americans,	
plus	 over	 100	 focus	 groups	 and	 dozens	 of	
in-depth	 interviews	 they	 have	 discovered	
that	 around	 24%	 of	 Americans	 are	 depart-
ing	 from	 traditional	or	modern	cultures	 to	
weave	new	ways	of	living.They	describe	this	
new	subculture	as	the	transmodern	cultural	
creatives,	who	care	about	ecology	and	saving	
the	planet,	about	relationships,	peace,	social	
justice,	 self	 actualization,	 spirituality	 and	
self-expression.	They	are	both	inner-direct-
ed	and	socially	concerned.	They	are	activists,	
volunteers	and	contributors	 to	good	causes	
–	more	so	than	other	Americans.	Amongst	
many	 interesting	 behavioural	 indicators,	
they	are	those	who	read	and	listen	to	the	ra-
dio	the	most,	and	watch	television	the	least.	
They	 reflect	 on	 themselves,	 actively	 travel	
and	are	looking	for	a	spiritual	dimension	in	
life	 that	 goes	 beyond	 religious	 dogmas.	 In	
everyday	 life	 they	 search	 for	 the	 harmony	
of	 the	 body,	 mind	 and	 spirit;	 hence	 their	
travels	often	consist	of	spiritual	and	educa-
tional	trips	(e.g.	retreats	and	events	focused	
on	spirituality	and	inner	search,	well-being,	
alternative	 medicine).Interestingly,	 66%	 in	
this	group	are	women.	

The	 evidence	 goes	 beyond	 the	 North	
American	continent,	however.	The	statistics	
Office	of	the	European	Commission	(Euro-

stat)	used	a	similar	method	to	the	American	
study	and	confirmed	a	similar	 trend	of	ap-
proximately	 20%	 of	 the	 European	 popula-
tion	exhibiting	a	similar	set	of	values	(Ghisi,	
2008).	 In	 parallel,	 the	 well-known	 World	
values	survey	(running	from	1981	to	date)	
which	 consists	 of	 nationally	 representative	
surveys	 conducted	 in	almost	100	countries	
(that	contain	almost	90	percent	of	the	world’s	
population),	 found	 that	 a	 growing	 propor-
tion	of	the	population	in	both	rich	and	poor	
countries	 spend	 time	 thinking	 about	 the	
meaning	and	purpose	of	life	(Inglehart	and	
Norris,	2004).	

The	shift	of	the	paradigm	has	been	partic-
ularly	accelerated	by	the	latest	recession	that	
seems	 to	be	serving	as	a	key	 tipping	point.	
Many	popular	writings	and	market	research	
agencies	confirm	the	trend.	For	example,	Ri-
chard	Florida	in	his	book	‘The	Great	Reset’	
(2010)	speaks	about	how	new	ways	of	living	
and	 working	 drive	 post-crash	 prosperity.	
A	 White	 Paper	 ‘A	 Darwinian	 Gale’	 (2010)	
from	the	Futures	Company	has	announced	
the	current	shift	towards	the	‘new	era	of	con-
sequences’	with	the	value	 found	in	respon-
sibility	 as	 opposed	 to	 the	 20th	 century	 ‘era	
of	 indulgence’	 when	 the	 values	 were	 based	
in	 trading	and	consuming.	Whilst	18th	 and	
19th	 century	 were	 characterised	 as	 the	 ‘era	
of	readiness’	when	value	was	found	in	new	
frontiers.	

similarly,	 Euro	 RsCG	 Worldwide*	
(2010),	 a	 major	 global	 study	 that	 included	
an	in-depth	survey	of	5,700	adults	in	seven	
countries	 including	 Brazil,	 China,	 France,	
Japan,	 the	 Netherlands,	 the	 United	 King-
dom,	and	the	United	states	has	shown	that	
people	in	mature	markets	have	grown	tired	
of	 the	 constant	 push	 to	 accumulate	 more.	
They	claim	that	even	well	before	 the	reces-
sion,	we	were	seeing	signs	of	discontent	be-
ing	played	out	in	positive	ways.	Once-fringe	
movements	such	as	organic	foods	and	recy-
cling	 are	 becoming	 mainstream	 in	 mature	
markets,	 part	 of	 a	 growing	 consciousness	
about	 the	 impact	 our	 personal	 consump-
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tion	choices	are	having	on	our	bodies,	other	
people,	and	the	planet	we	share.	Then	along	
came	the	global	downturn	–	a.k.a.	the	“Great	
Recession”	 –	 giving	 people	 an	 opportunity	
or	 necessity	 to	 stop	 and	 think,	 to	 consider	
and	reassess	their	lives	and	lifestyle	choices.	
Across	the	markets	surveyed,	people	are	fed	
up	with	a	culture	built	on	trips	 to	 the	mall	
and	hours	spent	parked	in	front	of	televisions	
and	 computer	 screens.	 seven	 in	 ten	 global	
respondents	 (69%)	 worry	 that	 society	 has	
become	 too	shallow	and	 focused	on	 things	
that	don’t	really	matter.	In	the	U.s.,	France,	
and	the	U.K.,	that	figure	rises	to	79%,	77%,	
and	75%,	respectively.	six	 in	 ten	(60%)	be-
lieve	 society	 has	 grown	 intellectually	 lazy,	
while	nearly	 seven	 in	 ten	 (67%)	believe	we	
have	 grown	 physically	 lazy.	 In	 both	 cases,	
the	 percentages	 are	 the	 highest	 in	 the	 U.s.	
and	 U.K.	 saturated	 by	 meaningless	 hyper	
consumerism,	 ‘new	 consumers’	 still	 want	
more,	but	they	are	defining	that	differently.	
Not	 more	 mountains	 of	 consumer	 goods	
but,	rather,	more	meaning,	more	deeply	felt	
connections,	 more	 substance	 and	 a	 greater	
sense	of	purpose.	

In	the	parallel	line,	an	Ogilvy	and	Math-
er	 (2011)	 market	 study	 speaks	 about	 the	
emerging	 post-recession	 consumer	 con-
sciousness	in	which,	75%	of	those	surveyed	
said	that	they	would	rather	get	out	of	the	‘rat	
race’	than	climb	the	corporate	ladder	–	and	
instead,	 76%	 said	 they	 would	 rather	 spend	
more	 time	 with	 family	 than	 make	 more	
money.	In	its	report	‘Eyes	wide	open,	wallet	
half	shut’	the	agency	identifies	‘awake,	alert	
and	 aware’	 conscious	 consumers	 across	 all	
ages	 and	 genders.	 Advertisers	 have	 already	
captured	 them	 as	 the	 market	 labelled	 LO-
HAs	 –	 conscious	 consumers	 with	 lifestyle	
of	health	and	sustainability	(see	http://www.
lohas.com/).

transformative tourism

It	 is	 in	 this	 context,	 that	 we	 see	 the	 in-
creasing	 trend	 of	 the	 growing	 need	 for	
conscious	 and	 transformative	 holidays	 in	
which	 travel	 appears	 to	 provide	 the	 means	
to	change	both	–	one’s	own	life(style)	as	well	
as	 the	 impact	one	makes	on	places	of	visit.	
Academic	 and	 industry	 based	 research	 in-
creasingly	 confirms	 this	 trend,	 albeit	 using	
different	 terms	 to	 communicate	 the	 shift	
towards	 the	 new	 travelling	 mindset.	 some	
frame	it	as	the	transmodern	tourism	of	the	
future;	 while	 others	 call	 it	 transformative	
tourism,	 while	 renowned	 destination	 man-
agement	consultant,	practitioner	and	change	
agent,	Anna	Pollock	calls	it	conscious	travel	
(http://conscious.travel/theconscioustravel-
ler/).

Yet,	 regardless	 of	 the	 terminology	 em-
ployed,	all	research	points	in	the	same	direc-
tion	 that	 also	 goes	 beyond	 the	 recognition	
of	responsible	tourism	that	has	been	widely	
promoted	by	the	industry	and	UNWTO.	For	
example,	 through	 the	 2012	 campaign	 ‘One	
Billion	 Tourists:	 One	 Billion	 Opportuni-
ties’,	 tourists	 are	 called	 upon	 to	 make	 their	
actions	 count	 in	 terms	 of	 caring	 for	 places	
and	 communities	 they	 visit	 (i.e.	 saving	 en-
ergy,	 respecting	 local	 culture,	 buying	 lo-
cally).	 Transformative/conscious	 travellers	
are	recognised	to	be	going	further	by	using	
travel	to	re-invent	themselves	and	the	world.	
They	travel	in	order	to	volunteer	and	make	a	
difference;	they	value	what’s	slow,	small	and	
simple	 and	 aim	 for	 self-reliance;	 they	 are	
connected	 and	 communicative;	 they	 seek	
meaningful	 experiences	 that	 help	 them	 to	
develop	personally	and	collectively.	In	sum,	
they	use	travel	to	reflect	upon	their	lives	and	
get	the	courage	to	make	crucial	life	changes	
upon	 their	 return	 back	 home,	 not	 only	 in	
terms	 of	 their	 lifestyle	 but	 also	 the	 type	 of	
work	they	do.	Many	various	types	of	tourism	
have	been	identified	that	allow	for	develop-
ing	new	experiences	and	transforming	one’s	
personality	 and	 world-view,	 such	 as	 edu-
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cational,	 volunteer,	 survival,	 community-
based,	eco,	farm,	extreme	sports,	backpack-
ing,	 cultural,	 wellness,	 religious,	 spiritual	
and	yoga	tourism	(Reisinger,	2013).	

Yet,	 limited	 studies	 on	 transformative	
tourism	show	that	it	is	not	sufficient	to	pro-
vide	‘alternative	and	special	interest	tourism’	
experiences	 only.	 The	 seismic	 changes	 in	
consumers’	 lifestyles,	 values	 and	 consump-
tion	patterns	described	above	must	be	met	
by	an	equally	seismic	shift	in	the	firms	pro-
ducing	 goods,	 services	 and	 experiences	 for	
the	 ‘silent	 revolution’	 to	 come	 to	 fruition.	
The	 free-market	 capitalism	 that	 has	 driven	
business	 activity	 for	 centuries	 is	 now	 itself	
under	question.	some	would	say	it	is	broken,	
and	different	norms	and	drivers	of	business	
activity	are	needed.	In	Naomi	Klein’s	(2014)	
book	‘This	Changes	Everything:	Capitalism	
versus	 the	 Climate’	 she	 addresses	 the	 ur-
gency	of	transforming	the	broken	economic	
system	while	also	addressing	climate	change.	
she	 eloquently	 points	 to	 the	 need	 to	 drop	
our	 addiction	 to	 free-market	 ideologies,	
put	 an	 end	 to	 greed	 and	 corporate	 power,	
restructure	local	economies	and	strengthen	
our	democracies.

This	requires	tourism	firms	to	re-exam-
ine	 how	 they	 fit	 into	 the	 emerging	 society	
described	above	and	to	reflect	on	a	new	rai-
son	d’etre – one	which	addresses	 the	needs	
of	 the	planet	and	 the	 fundamental	changes	
affecting	 tourists’	 consumption	 patterns	
and	 lifestyles.	The	common	wisdom	is	 that	
the	 pure	 profit	 maximization	 goal	 must	
now	stand	side-by-side	with	goals	 for	soci-
etal	wellbeing.	Otto	sharmer	describes	 this	
shift	 as	 moving	 from	 ego-centricbehaviour	
(maximizing	 self-interest)	 to	 eco-centric	
behaviour	 (contributing	 to	 the	 social,	 cul-
tural	and	environmental	eco-systems	within	
which	 the	 firm	 operates).	 Many	 business	
gurus	(Porter	and	Kramer	2011,	senge	et	al.	
2004,	 sharmer	 and	 Kaufer,	 2013)	 endorse	
this	shared	value	approach	to	corporate	ac-
tivity	and	call	for	firms	to	wake	up	to	their	
impact	 on	 the	 eco-systems	 in	 which	 they	

operate.	This	is	more	urgent	now	than	it	ever	
has	been.	Without	such	a	shift,	we	will	not	
‘...cross	through	the	gate	to	an	economy	that	
operates	 more	 consciously,	 inclusively,	 and	
collectively...’(sharmer	 and	 Kaufer,	 2013,	 p.	
108).	 Greed,	 corporate	 power	 and	 corrup-
tion	have	no	place	in	the	new	economy.	In-
stead	 collaboration,	 sharing,	 and	 common	
values	characterize	economic	behaviour.	All	
avenues	of	business	activity	are	undergoing	
this	disruption,	and	the	travel	industry	is	not	
being	spared.	

Reflectively,	 an	 inevitable	 and	 critical	
question	needs	to	posed:	how	can	we	do	that	
when	we	speak	about	transformation of	the	
worldviews	and	lifestyles	around	the	world.	
The	 key	 departure	 point	 can	 be	 found	 in	
the	 field	 of	 transformation	 learning	 theory	
where	the	most	prolific	body	of	literature	on	
transformation	and	specifically	transforma-
tion	in	tourism	is	placed.

transformative learning  
and tourism

According	to	Mezirow	(1996,	2012),	the	
founder	of	the	transformative	learning	theo-
ry,	there	are	several	dimensions	of	transfor-
mation:	1)	psychological	–	relating	to	deeper	
understanding	of	self;	2)	convictional	–	re-
lating	to	beliefs	and	entire	ideologies;	and	3)	
behavioural	 transformation	 when	 specific	
behaviours	 and	 lifestyle	 of	 persons,	 their	
families,	 communities	 and	 entire	 societies	
changes.	 similarly,	 O’sullivan	 (2012)	 who	
applies	 the	 concept	 of	 transformational	
learning	to	foster	a	planetary	world-view,	ar-
gues	that	transformation	involves	a	profound	
structural	shift	in	way	we	think,	feel	and	act,	
defining	transformational	learning	as:‘a	shift	
of	consciousness	that	dramatically	alters	our	
way	of	being	in	the	world’(O’sullivan,	2012,	
p.	164).	While	it	goes	beyond	the	scope	of	this	
paper	to	discuss	the	rich	literature	on	trans-
formative	learning,	it	appears	then	that	one	
of	 the	 key	 features	 of	 the	 transformational	
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process	is	some	kind	of	critical	event	when	
one	is	faced	with	the	new	and/or	unexpect-
ed.	Indeed,	it	 is	precisely	what	Lyon	(2002)	
finds	 to	 be	 common	 to	 transformational	
learning	and	cross-cultural	studies	–	an	un-
expected	event,	experience	or	phenomenon	
with	a	profound	impact	on	the	individual.	In	
cross-cultural	studies	this	is	referred	to	as	a	
culture	shock,	while	it	is	known	in	transfor-
mational	studies	as	a	disorienting	dilemma.	
Also,	 some	 refer	 to	 the	 turning	 point	 as	 a	
point	 of	 enough	 confusion	 and	 disorienta-
tion	to	prompt	a	perspective	change	(Alhad-
eff-Jones,	 2012)	 or	 a	 cathartic	 experience	
(McIntosh	 and	 Zahra,	 2007).	 Faced	 with	
disorienting	dilemma	people	are	forced	into	
self-examination	 and	 thereby	 questioning	
their	own	assumptions	and	beliefs.	

The	 preceding	 discussion	 about	 trans-
formation	 based	 on	 transformation	 learn-
ing	theory	has	set	a	stage	for	diving	into	the	
transformational	power	of	tourism.	The	gen-
eral	claim	that	the	initial	change	which	leads	
to	transformation	is	triggered	by	an	encoun-
ter	with	the	new	and	unexpected	giving	rise	
to	a	disorienting	dilemma	which	then	makes	
the	habitual	ways	of	thinking	and	behaving	
to	be	challenged,	is	very	relevant	to	tourism,	
known	 as	 a	 phenomenon	 that	 often	 offers	
experiences	of	‘different’	and	‘extraordinary’.	
As	Deville	and	Wearing	(2013,	p.	151)	neatly	
point	out:

Tourism	must	not	only	operate	in	a	more	
sustainable	 manner	 …	 To	 be	 transforma-
tional,	 tourism	 must	 result	 in	 changes	 that	
go	beyond	generating	local	economic	contri-
butions	 or	 stimulate	 donations	 …	 Tourism	
must	stimulate	change	by	provoking	a	deep	
questioning	 of	 the	 purpose	 and	 meaning	
of	 people’s	 life	 through	 empathic,	 engaged,	
authentic	and	invited,	rather	than	imposed,	
encounters	with	the	lives	of	others.	

It	is	to	this	view	we	need	to	direct	our	ener-
gies	when	speaking	and	(re)conceptualizing	
policies	and	practices	of	‘Tourism	education	
in	the	21st	century’.
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