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				Abstract

				The first Community-Based Tourism (CBT) initiatives in Brazil emerged in the 1990s. Since then, numerous studies have discussed the conceptual foundations, premises, experiences, projects, and networks in the field of CBT in the Brazilian context. In this sense, in an approach that has been little addressed, the objective of this article is to analyze how CBT can contribute to the democratization of tourism, based on case studies located in different macro-regions of the country. The research is qualitative in nature, without the intention of statistically representing or measuring the contributions of CBT initiatives to the democratization of tourism, but rather to provide an essay that problematizes and reflects on the role of CBT in expanding access to tourism to different social strata in Brazil, based on an overview of the supply of tourism products and services and the profile of actual and target visitors within the scope of CBT. The methodological procedure adopted to conduct the research was the study of multiple cases of eight CBT initiatives located in the states of Amazonas, Bahia, Ceará, Mato Grosso, Paraná, Rio de Janeiro, and São Paulo. Tourism agencies specializing in CBT were also targeted by the research. The results indicate that CBT’s products and services cater to a niche and specific tourist demand. This characteristic is in line with its very nature and essence, which challenges the conception of tourism as a predominantly capitalist activity.

				Key-words: Community-Based Tourism; Democratization; Tourism.

				Introduction

				The democratization of tourism is a significant challenge, especially for coun-tries with high levels of social inequality, such as Brazil, which ranks among the highest globally in income and wealth concentration. According to the Global Wealth Report, 48.4% of the country’s wealth is held by 1% of the population (UBS, 2023), while 58.7% of Brazilians live with some degree of food insecurity (Rede Brasileira de Pesquisa em Soberania e Segurança Alimentar e Nutricional, 
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				2023). Therefore, making tourism a social practice accessible to different social classes requires an effective policy to combat poverty and social inequality in the country. However, it also depends on offering tourism products, services, and experiences that are affordable to of the majority of the population.

				When discussing the democratization of tourism, governments, businesses, and academic literature generally refer to Social Tourism, defined as tourism that enables people, in different circumstances, with access to tourism. In 2019, the Ministry of Tourism launched the Guidelines for the Development of Social Tou-rism in Brazil, which emphasize that Social Tourism is not a market segment, but rather a way of thinking and practicing tourism, promoting social inclusion, which must be present in the design of any tourism segment (Brasil, 2019). So-cial inclusion, therefore, must be a cross-cutting value in tourism development, whether through expanding access to tourist experiences or through the inclu-sion of host communities in the tourism production chain.

				In Brazil, the inclusion of traditional peoples and communities, rural commu-nities, and peripheral communities in the tourism production chain has been gradually occurring since the 1990s, under the precepts of Community-Based Tourism (CBT). Despite the difficulties and challenges faced by communities in strengthening their initiatives, CBT has been gaining ground and visibility, main-ly by adopting a counter-hegemonic development rationale, based on principles of self-management, solidarity, cooperation, sustainability, and social justice (Lima et al., 2022).

				Therefore, CBT plays an important role in including historically marginalized communities in the provision of tourism services, products, and experiences that value their culture and way of life. However, to whom is this offering targeted? How has CBT contributed to the democratization of the social practice of tourism in Brazil?

				Thus, the objective of this study is to analyze how CBT can contribute to the democratization of tourism, based on case studies from different macro-regions of the country. To this end, exploratory research was conducted with a qualitative approach, encompassing the study of eight CBT initiatives located in different Brazilian states and four specialized CBT agencies.

				Tourism and Social Inclusion

				Social inclusion is the process by which marginalized individuals or groups, such as people with disabilities, ethnic minorities, and migrants, among others, are fully and equitably integrated into society. It goes beyond the acceptance or toler-ance of differences, seeking to eliminate the social, cultural, economic, and political barriers that hinder the active participation of these groups in all aspects of social life. Social inclusion involves promoting equal opportunities, access to essential services such as education, health, and employment, and recognizing diversity as a fundamental value for strengthening the community (Cruvinel, 2023).

				This concept is also related to the promotion of social justice, in which public policies, institutional practices, and social awareness must ensure that all indi-viduals, regardless of their circumstances, can exercise their rights with dignity and without discrimination. Social inclusion presupposes the construction of an 
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				environment in which differences are valued and respected, and in which all peo-ple have the opportunity to actively participate in economic, cultural, and politi-cal life, contributing to a more just and democratic society (Cruvinel, 2023).

				Leisure is a fundamental human right, and human beings should enjoy the freedom to rest, enjoy themselves, enjoy recreation, entertainment, and develop themselves (Dumazedier, 1973). The Universal Declaration of Human Rights as-sures, in its article 24, that “everyone has the right to rest and leisure, especially to reasonable limitation of work and to periodic holidays with pay” (United Na-tions, 1948). In the Brazilian Federal Constitution, in its article 6, leisure is con-sidered one of the social rights of every citizen (Brasil, 1988).

				Tourism, understood as a social practice within the leisure sphere, is con-sequently also considered a social right. The World Code of Ethics for Tourism highlights the importance of “ promoting responsible, sustainable, and accessible tourism for all, in the exercise of the right of everyone to spend their free time in leisure or travel, and in respect for the social choices of all peoples” (Organização Mundial do Turismo, 1999, n.p.). Accordingly, the National Tourism Policy, estab-lished by Law No. 11,771 of September 17, 2008, has as its primary objective: “to democratize and provide access to tourism in the country for all population segments, contributing to the improvement of general well-being” (Brasil, 2008).

				Social Tourism is the term used to describe ways of democratizing access to tourism for people with different financial, physical, psychological, and social conditions. Historically, Social Tourism emerged and developed in Europe in the 20th century, partly as a response to the social exclusion affecting the popula-tion. It aimed to provide low-income people with the opportunity to travel and access leisure and culture. In totalitarian countries, it also served as a means of controlling the free time of the working class, aiming to ensure the gratitude of the people (Cheibub, 2014).

				Social Tourism, over time, has become broader, aiming to promote social in-clusion and citizenship (Diekmann et al., 2018), adding values such as accessibil-ity, solidarity and sustainability (Almeida, 2016).

				In Brazil, in the field of public policies in the area of Social Tourism, the follow-ing stand out: in 2007, the Viaja Mais Melhor Idade Program, with the aim of en-couraging retirees and pensioners to travel with differentiated financing condi-tions; in 2012, the Accessible Tourism Program, with the aim of promoting social inclusion and access for people with disabilities or reduced mobility to tourism activities (Brasil, 2022a); in 2015, the Youth Identity (ID Jovem), which aims to enable young people between 15 and 29 years old to access artistic, cultural and sporting events with half-price tickets and free or discounted access to the inter-state public transport system (Farias & Pimentel, 2020).

				In 2019, the Ministry of Tourism (MTur) published the Guidelines for the De-velopment of Social Tourism in Brazil, which define: “social tourism is the form of tourism that promotes the social inclusion of all, providing quality of life and the exercise of citizenship through the use of means and goods from the tourism pro-duction arrangement, with sustainable use of natural and cultural resources” (Bra-sil, 2019, p. 22). The document establishes that one of the objectives of Social Tour-ism is “to expand access to all people who, for various reasons, are excluded from tourism activities and/or the tourism production chain, including priority demand segments and traditional peoples and populations” (Brasil, 2022b, p. 29).
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				At this point, Social Tourism, by shedding light on the social inclusion of tra-ditional peoples and communities in the tourism production chain, refers to Community-Based Tourism (CBT). According to the Ministry of Tourism (Brasil, 2023, p. 85):

				Community-Based Tourism is a form of tourism management that values the lead-ing role of host communities and their active participation in decision-making processes regarding the development of tourism in their territories, with a com-mitment to generating collective benefits, promoting solidarity and cooperation among those involved, valuing local culture, protecting nature and providing the exchange of knowledge, experiences and intercultural experiences between visi-tors and communities.

				It is important to emphasize, therefore, that CBT is not a tourism segment. According to Cardoso and Bomfim (2022) and Santos (2022), CBT gained noto-riety for its decolonial perspective, without the Eurocentric character present in conventional tourism models, which reinforce exploitation and the reproduction of inequalities. For the authors, CBT is part of an insurgent civilizing process, led by traditional peoples and communities, fertilized in the cracks and fissures of a decadent modernity (Cardoso & Bomfim, 2022).

				CBT is developed, typically, in areas of communities that suffer pressure from the real estate market, the expansion of agribusiness and predatory activities, or in communities with low socioeconomic indicators, which seek to plan tourism responsibly in the territory, as a complementary activity to traditional ways of life (Mano et al., 2017; Santos, 2022).

				Lima et al. (2022), based on academic discussions, summarize the premises that involve CBT: local protagonism; self-management; generation of economic benefits for the local population; appreciation of local culture; commitment to protecting nature; opportunity for visitors and those visited to meet; commit-ment to improving the quality of life and well-being of local populations.

				In 2022, the Ministry of Tourism, in partnership with the Tourism Department of the Federal University of Rio Grande do Norte (UFRN), launched the Brazilian Map of Responsible Tourism, identifying 40 (forty) good CBT practices spread across all regions of the country. The identified CBT initiatives primarily involve traditional peoples and communities, agrarian reform settlers, family farmers, and favela communities. These communities are, in principle, protagonists in the pro-duction and provision of tourism products and services in their respective territo-ries, based on cooperation and solidarity, aiming to achieve common goals, which reflects the idea of sustainable, responsible, democratic, and inclusive tourism.

				It is therefore noted that those involved in CBT initiatives are commonly mar-ginalized and vulnerable communities, which offer leisure and tourism options to an audience that does not seek homogenized products or standards of comfort and luxury, but rather memorable experiences, cultural exchange, (re)discover-ies and immersion in the ways of life of the host communities (Zaoual, 2009).

				However, we seek to understand whether this offering of CBT services and products, with characteristics generally linked to the idea of authenticity, sim-plicity, and rusticity, contributes to democratizing access to tourism practices for economically disadvantaged segments of the population. In other words, in ad-
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				dition to fostering the social inclusion of vulnerable communities in the tourism production chain, does CBT also play an important role in the social inclusion of tourism consumption?

				METHODOLOGY

				Focusing on the democratization of CBT in Brazil, this article is an exploratory and descriptive study, employing a qualitative approach to field-collected data. The target groups of the study are CBT initiatives and tourism agencies offering the same service, with the national scope being the chosen region. The study’s timeframe covers the period 2000–2022.

				The methodological approach adopted in this research was based on a mul-tiple-case study of CBT initiatives located in different Brazilian macro-regions, allowing for a broad and diverse analysis. Initiative selection followed four main criteria. First, a literature review was conducted using the terms “Turismo de Base Comunitária” (Community-Based Tourism) and “Turismo Comunitário” (Community Tourism) in the databases of the Brazilian Digital Library of The-ses and Dissertations and “Publicações em Turismo” (Publications in Tourism) at EACH/USP. This survey focused on initiatives that received the most academic attention between 2000 and 2022. Subsequently, priority was given to selecting two initiatives per macro-region of the country to ensure geographic representa-tion. The third criterion was the diversity of the types of communities involved, such as quilombolas, riverside communities, fishing communities, and agrarian reform settlements. Finally, initiatives that were willing to participate in the re-search were selected through interviews conducted via videoconference.

				Based on these criteria, eight initiatives located in seven Brazilian states were selected: Amazonas, Bahia, Ceará (with two communities), Mato Grosso, Paraná, Rio de Janeiro, and São Paulo. Tourism agencies specializing in CBT were also tar-geted. Four agencies were identified: two located in São Paulo, one in Amazonas, and one in Rio de Janeiro. To facilitate understanding and organization of the in-formation, Table 1 presents detailed identification of the initiatives and agencies, as well as their respective locations and the corresponding interviewees.

				Table 1. Identification of interviewees

				
					Interviewees

				

				
					Identification

				

				
					Location

				

				
					Interviewee A

				

				
					Quilombola and fishing community

				

				
					Ceara

				

				
					Interviewee B

				

				
					Agrarian reform settlement community

				

				
					Bahia

				

				
					Interviewee C

				

				
					Rural community of African origin

				

				
					Mato Grosso do Sul

				

				
					Interviewee D

				

				
					Fishing community

				

				
					Paraná

				

				
					Interviewee E

				

				
					Fishing community

				

				
					Ceara

				

				
					Interviewee F

				

				
					Riverside communities located in a conservation unit (UC)

				

				
					Amazonas

				

				
					Interviewee G

				

				
					Quilombola community

				

				
					São Paulo

				

				
					Interviewee H

				

				
					Community of quilombolas and fishermen

				

				
					Rio de Janeiro

				

				
					Agency 1

				

				
					Focused on traditional communities (indigenous and riverside)

				

				
					Manaus
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				Source: Prepared by the authors (2025).

				
					Interviewees

				

				
					Identification

				

				
					Location

				

				
					Agency 2

				

				
					Focused on indigenous, quilombola, caiçara, riverside, extractivist, rubber tapper, caboclo and rural communities

				

				
					São Paulo

				

				
					Agency 3

				

				
					Experiences in the Amazon and volunteerism

				

				
					Rio de Janeiro

				

				
					Agency 4

				

				
					Operation targeted at the states of Amazonas, Pará, Mato Grosso do Sul, Bahia, Minas Gerais and Tocantins

				

				
					São Paulo

				

				Data collection took place in April 2023 through semi-structured interviews with representatives of the initiatives and agencies, supplemented by electron-ic surveys conducted through the respective initiatives’ official promotional and marketing channels. The interviews sought to explore aspects such as the char-acteristics of the initiatives, the tourism offerings, the visitor profile (ideal and real), and perceptions of the democratization of tourism.

				The analysis procedure was carried out using Bardin’s (2016) content analysis methodology, characterized by three stages: pre-analysis, with the transcription and full reading of the interviews; exploration of the material, in order to identify the excerpts that relate to the research categories (1. Characterization; 2. Tour-ism offer; 3. Profile of the ideal and real visitor; 4. Democratization of tourism); and the processing of the results for interpretation, analysis and presentation. 

				Confidentiality was chosen for the CBT initiatives, so the interviewed com-munities were coded with a letter of the alphabet (A to H) and the agencies were numbered (1 to 4). The decision to remain anonymous is due to the fact that the objective of the research is not to present a targeted critique of the CBT initia-tives interviewed, but rather to contribute to reflections on the role of CBT in expanding access to tourism for different social classes in Brazil, based on an overview of the supply of tourism products and services and the profile of actual and targeted visitors within the CBT scope.

				Results

				Characterization of the initiatives under analysis

				Interviewee A represents a quilombola and fishing community located in the state of Ceará, which considers itself an established CBT initiative. There are an average of 230 families, with 30 directly involved in tourism. Tourists who visit the initiative seek to learn about the history and culture, as well as to experi-ence nature, the river, beaches, and lagoons that are part of the local landscape. According to the interviewee, the community is organized as an association and receives institutional support from a community tourism network.

				Interviewee B represents an agrarian reform settlement community located in the state of Bahia. According to him, the community constantly fights for land rights, and all community members are native to the region. Approximately 140 families live in a single settlement, while another 50 are distributed in another 
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				nearby settlement, with only a portion of them directly involved with the CBT. Although they do not consider themselves to be in the initial stages, Interviewee B believes they need support for the CBT to become established. They are also organized into an association and have partnerships with travel agencies that promote and market the initiative.

				Interviewee C represents a rural community of African descent located in the state of Mato Grosso do Sul. Approximately 12 people are directly involved with the CBT. According to the interviewee, one of the main challenges faced by the in-itiative, which is in its initial phase, is the lack of resources and limited communi-ty participation in the CBT. Therefore, they rely on consulting sessions provided by the National Commercial Training Service (Senac) for training. They are also organized through an association and receive support from the State University of Mato Grosso do Sul, the municipal government, and the Municipal Department of Tourism.

				Interviewee D represents a fishing community in the state of Paraná, which had to reinvent itself to survive after a ship explosion in 2001, resulting in an oil spill at sea. This fishing village comprises four communities, one of which has about a thousand people, while the others have approximately 50, 70, and 200 families, not all of whom are involved in tourism. Despite 18 years of working with the CBT, they consider the initiative to be in the process of consolidation and have partnerships with local nonprofits and a travel agency that markets the destination to people seeking contact with nature and organic food.

				Interviewee E represents a fishing community in the state of Ceará that has a well-established CBT initiative. Located in a region of cliffs, beaches, rivers, and mangroves, they make their living from fishing and CBT. There are 95 families, totaling 350 people, of which approximately 46 are involved in tourism, organ-ized into an association seeking to strengthen their cultural ties through CBT. Ac-cording to the interviewee, there is institutional participation from foundations, universities, and community tourism networks.

				Interviewee F represents riverside communities located in a conservation unit (CU) in the state of Amazonas. Approximately 13,000 people live in or use the CU area. In total, there are at least 10 communities and 1 indigenous vil-lage. However, not everyone is involved in the initiative. On average, 60 people work and work directly with the CBT. The interviewee states that the initiative is consolidated, organized as an association, and has partnerships with the Federal Government, the Brazilian Micro and Small Business Support Service, Senac, and tourism agencies.

				Interviewee G represents a quilombola community located in the state of São Paulo. Since 2013, they have been promoting a forum to encompass all other surrounding communities—quilombolas, caiçaras, and indigenous people—and, together, they began working with the CBT. There are at least 77 families, with approximately 300 people directly involved in the initiative, even though it is still in its infancy. They are also organized as an association and have the support and institutional participation of the Secretariat of Tourism, the National Industrial Training Service, and tourism forums and networks.

				Finally, interviewee H represents a community of quilombolas and fishermen located in the state of Rio de Janeiro. There are three quilombos, but only one is actively involved in tourism, while the second is just beginning its involvement. 

			

		

	
		
			
				RTA | ECA-USP | ISSN: 1984-4867 v. 36, n. 00, e025010, 2025. 

			

		

		
			
				Araújo, H.R.; Ferreira, J.C.E.; Barbosa, M.C.; Todesco, C.

			

		

		
			[image: ]
		

		
			
				8

			

		

		
			
				The quilombo that is working with tourism in its initial phase has at least eight people involved, while the second has approximately 20 people participating in the development process, organized as an association.

				As for travel agencies specializing in CBT, Agency 1 is located in the municipal-ity of Manaus and specifically focuses on offering tours to the Brazilian Amazon, in the states of Amazonas, Pará, and Amapá. Focused on traditional communities (indigenous and riverside), which reportedly benefit most from tourism, 60% of revenue goes to the communities, while the remainder is split between the agen-cy and occasional maintenance expenses.

				Agency 2 operates in the North, Northeast, and Central-West regions. Accord-ing to the interviewee, the agency’s goal is to expand its operations from 11 to 18 Brazilian states. Regarding the communities involved in Agency 2’s itineraries, the interviewee states that it works with Indigenous, quilombola, caiçara, riv-erside, extractivist, rubber tapper, caboclo, and rural communities, depending on each location. The communities involved in Agency 2’s tourism receive 40% of the revenue; the agency receives a portion, and the remainder is allocated to additional costs, according to the interviewee.

				Regarding Agencies 3 and 4, information was gathered from their respective official websites, as it was not possible to contact them for an interview. Agency 3 is located in the state of Rio de Janeiro, and its packages are geared towards the Amazon; they also offer online tour experiences and voluntourism. Agency 4 is lo-cated in São Paulo, and its operations focus on the states of Amazonas, Pará, Mato Grosso do Sul, Bahia, Minas Gerais, and Tocantins.

				The data collected demonstrates how different regional and social realities interconnect, such as quilombola, riverside, fishing, and rural communities. CBT, in turn, offers experiences that respect local traditions and generate direct eco-nomic benefits for the populations involved. Organization into associations, in-stitutional partnerships, and revenue redistribution, based on data observed in different contexts, reveal CBT’s potential to expand the reach of tourism to differ-ent audiences, maintaining inclusion and respect for local specificities.

				The work of these agencies, which allocate a significant portion of their profits to the communities and develop itineraries in less explored regions, highlights the role of CBT as an alternative to the mass-market model, promoting access to authentic cultural and natural experiences that often escape the urban routine or traditional consumerist reality. In this way, it provides visitors with the opportu-nity to experience ways of life that are different from the usual, connected to the essence of the host communities. 

				Tourism offer and profile of visitors to CBT initiatives

				Community A offers boat trips on rivers, beaches, and lakes, trails with local cuisine tastings in the forest, and cultural attractions such as Carnival, the Burn-ing of the Judas Doll, the Pau do Sebo (a traditional greased pole game), Black Consciousness Week, and the Mangrove Festival, which are part of the commu-nity’s calendar of events. Accommodations include rooms, chalets, tents, ham-mocks, and suites. Food and beverage sales at the establishments include break-
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				fast, lunch, and dinner, always featuring family-farmed food. Prices for services and products are fixed and change only during periods of high demand. The trail with culinary tasting in the forest costs R$400.00 for groups of up to 6 people and lasts an average of 4 hours. Another popular tour is the two-hour boat tour, which costs R$150.00 per person. The guided trail costs R$50.00 per person. The beach tour, which leaves the community by car, costs R$150.00. The minimum daily rate for a double room with breakfast is R$110.00. Lunch is varied and de-pends on the dish chosen, but costs around R$17.00 to R$20.00. According to the interviewee, the general profile of consumers of Community A’s products is “spe-cial”, as they are interested in the community’s history and traditions. The tourist demand is made up of professors and PhDs from various fields, such as tourism, psychology, biology, geography, anthropology, film, art, and culture.

				The services offered by Community B are geared directly toward connecting with nature. Activities include waterfall tours, city tours of the settlements’ pro-ductive backyards, and “colhe-pague” (pick-and-pay) activities. The community’s accommodations consist of campsites and native homes, with no hotels or inns. Tourists’ spending varies depending on their consumption, but generally, prices for breakfast, lunch, and dinner are fixed. A waterfall tour that includes lunch costs, on average, R$270.00 per person. “Colhe-pague” activities do not have a fixed price, as it depends on the time of year, the fruits harvested, and the quan-tity. According to the interviewee, visitors are motivated by the community’s his-tory, unique experiences, and contact with other cultures. Tourists are around 25 years old and come from various Brazilian states and European countries.

				Carreteiro (rice cooked with meat), bucheiro (rice with beef), and guariroba (a bitter palm heart) are the main attractions of the typical cuisine of Community C, along with trails in natural areas, city tours, and beach resorts. Accommodation is in campgrounds, and there are no hotels in the community. Meal options start at R$30.00, while tours cost R$45.00 per person. Visitors are primarily families from Mato Grosso do Sul and northern regions of the country.

				“People who love nature” is the main motivation for visiting Community D. This initiative offers tours of the agroforestry, the mangrove, the community, and a fun visit to the cemetery, where a mysterious catacomb and a tree believed to be haunted are located. Meal options range from around R$60.00 per person, while complete accommodation packages with full board cost R$270.00 per per-son. Visitors are predominantly women, with professional profiles ranging from biologists, photographers, birdwatchers, lawyers, chefs, and reporters.

				Community E offers lodging, such as guesthouses and similar establishments, meals at tents and cafes, as well as boat and diving tours and buggy rides. Daily rates start at R$150.00 for a double room with breakfast. Buggy rides cost be-tween R$200.00 and R$300.00, depending on the itinerary. A fishing trip with fishermen costs R$300.00. To reach the community, transportation by buggy from the nearest town costs R$600.00. Food options range from R$50.00 for sim-ple dishes to R$200.00 for more refined dishes. Most visitors to Community E are foreigners, usually young, with postgraduate degrees, seeking contact and a deeper experience with the residents. In addition to tasting typical local cuisine, tourists want to experience everything from harvesting to final preparation.

				Community F has a more planned and coordinated operation in terms of services and products offered, which are sold through itineraries, and it’s not 
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				possible to purchase a specific service in part. These itineraries offer boat and speedboat tours, ending with sunset views; on the return trip, you can observe local wildlife. In addition to community visits, they offer forest trails. At certain times of the year, when the trails are impossible to hike due to flooding, canoes are used. In the evenings, lectures by researchers are given. This first package has an average cost of R$3,000.00 per person for four nights. In addition to this itinerary, there are others, such as personalized packages with birdwatching, priced at R$6,000.00. And finally, the most exclusive package, which is closely linked to research and is called the Jaguar Expedition. It takes place three times a year, for just four people, and costs an average of R$12,000.00 per person. All packages include accommodations, meals, and transportation. The average age of tourists visiting the community is between 30 and 50 years old, with postgrad-uate degrees. Regarding the origin of the tourists, according to the interviewee, Brazilians account for 30%, followed by foreigners such as Americans, English, Germans, French, Canadians, and Australians.

				Accommodation in community homes, beaches, crafts, flour milling, history, dance groups, and bioconstruction workshops characterize the tourist offer-ings of Community G. The dishes served, prepared with family-farmed produce, cost an average of R$50.00. Accommodation with breakfast costs R$100.00 per person. Trail prices vary depending on the itinerary, but options range from R$150.00 to R$1,000.00. Workshops cost R$25.00 per person. Young people are the main target audience for this community, both men and women, with profes-sions focused on biology.

				Community H offers tours exploring the city’s history from the quilombo era onward, as well as Abayomi doll workshops (a traditional craft made from fabric scraps). Tours typically cost R$570.00 for two people. The profile of tourists vis-iting the community is from a more affluent economic class, seeking knowledge and history.

				Regarding the offerings of travel agencies specializing in CBT, Agency 1 offers packages that emphasize the history, art, culture, and gastronomy of the commu-nities, based on supporting local businesses and the creative economy. São Paulo, Rio Grande do Sul, Pernambuco, Ceará, and Bahia are the states of origin for most Brazilian tourists; and Germany, Japan, South Korea, China, and the United States are the countries of origin for the foreign tourists who consume Agency 1’s prod-ucts the most. Fixed fees range from R$2,000.00 to R$5,000.00 for 2- to 7-day itineraries, and can reach R$10,000.00, depending on the activities requested by the tourists. Women and LGBTQIAP+ individuals make up the majority of Agency 1’s clients, with university degrees, master’s degrees, and doctorates.

				Agency 2 offers CBT packages lasting 5 to 8 days and voluntourism packages lasting 1 to 2 weeks, with starting prices of R$3,400.00. Its main target audience is women aged 23 to 45 with postgraduate degrees. The majority of its clientele is Brazilian, but some international clients also exist.

				Agencies 3 and 4 were not interviewed, but an online search of their offi-cial websites revealed that Agency 3 offers itineraries that emphasize contact with nature and communities, with packages priced at R$2,300.00 for 3 nights, R$3,500.00 for 4 nights, and R$4,764.00 for 6 nights. Agency 4 offers packages ranging from 3 to 6 nights, but does not disclose prices on its website.
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				The implications of the collected data point to the reality that price is not the only factor determining the democratization of tourism in terms of access to ac-tivities by a diverse audience. Based on the prices charged for some packages, services, and products at CBT, it is clear that they are considered low and/or moderate when compared to the prices charged in other segments, such as sun and sea, events, nautical activities, and others.

				Therefore, the predominant profile of CBT consumers has a specific motiva-tion, be it cultural or scientific. This audience, largely from large urban centers, has limited access to certain practices that only CBT can offer, typically outside their usual social life, which explains the interest of this potential audience.

				On the other hand, it is important to emphasize that the democratization of CBT by other public representations depends, among other factors, on motiva-tion, a sense of belonging, the empowerment of other tourism segments, and the geographical territory in which this population resides.

				The ideal profile of visitors to CBT initiatives and the differences in relation to conventional tourism

				Interviewee A considers the ideal profile for CBT to be what she calls a “con-scious tourist” and “qualified tourist,” given that they seek out the services of-fered with the expectation of attracting visitors who are interested in the history of the place and its nature, while also respecting the territory and its communi-ty members, considering that these visitors stay in the homes of residents. The terms “conscious” and “qualified” convey the idea of a practice associated with prior educational and cultural qualifications on the part of the individuals the community wishes to host. Furthermore, Interviewee A understands that CBT empowers the community to play a leading role in land management, as well as being an instrument of resistance to land speculation, aligning CBT with what she believes to be conventional tourism.

				We saw in community tourism the possibility of being the protagonist in our ter-ritory, not allowing mass tourism to invade, respecting nature, without privatizing. Unlike mass tourism, because they go there and buy a beach, a community, build a resort, but not us! We want a free territory! For visitors to come, explore, visit, but with respect. (Interview A, 2023)

				Interviewee B believes there is no ideal tourist profile for visiting the com-munity, arguing that establishing pre-established criteria cannot predict indi-vidual actions. According to her, the initiative informs those wishing to visit the community of their objectives in advance, so “they don’t choose the visitor, the visitor chooses them.” Regarding the differences between CBT and convention-al tourism, Interviewee B primarily cites the financial benefits, through the cir-culation of income within the community, thus providing opportunities for all; conventional tourism, on the other hand, is seen as a way to provide resources to select groups. Interviewee B also attributes CBT’s role as a means of connecting residents and visitors.
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				Interviewee C states that the ideal tourist profile is one who seeks to discon-nect from urban technologies and experience a rural environment, given the community’s location. The interviewee uses the term “differentiated tourist”, one who seeks adventure and knowledge, not just fun. Regarding CBT, the inter-viewee emphasizes only the benefits of economic development and the potential for financial gain for the community, without clearly defining the differences be-tween CBT and conventional tourism; on the contrary, in some statements, she even compares them.

				Interviewee D claims that there is no ideal profile for visitors to the community, expressing interest only in welcoming people who want to learn more about them and who desire greater contact with nature combined with a desire to consume healthy organic products. She also makes no distinction between CBT and conven-tional tourism, as she is unaware of the characteristics of conventional tourism.

				Interviewee E believes the community targets a family-oriented tourist pro-file, seeking relaxation, contact with nature, and a life of camaraderie. Regarding the discernible distinction between conventional tourism and CBT, she explains that the former is exploratory in nature, while the latter is emancipatory and promotes environmental appreciation.

				For the interviewee from Community F, the ideal visitor profile is those who want to experience wild, somewhat untouched nature, while also being willing to pay for the exclusivity guaranteed by the itineraries. For the community, the neg-ative impacts of CBT are much smaller compared to those of conventional tour-ism, as CBT brings economic benefits to the community and allows community members to be empowered and participate in the management of the itineraries.

				Interviewee G states that the desired visitors are those willing to learn about the community’s culture, respect it, and share experiences during their stay. This community explains that it has previously operated within conventional tour-ism; however, it realized that this model promotes local pollution in exchange for a small financial contribution. Therefore, they adopted CBT for community empowerment, strengthening culture, education, and agroecology.

				Community H, because its involvement with the CBT is in its early stages, is still uncertain about its ideal tourist profile, but believes it’s not the type of tour-ist visiting a destination with established conventional tourism, located in the same region as the community. According to the interviewee: “The mass and ex-ploratory tourism that took place here in Búzios ended up destroying the city. We used to have a lot of European tourists. Today, these tourists want to see the desert, the inaccessible, not fifty little stalls, each playing a different song.” The interviewee’s statement reveals that, even though the community is in the early stages of developing the CBT, the focus is on re-attracting international tourists, positioning itself as an inaccessible and limited product.

				It is worth noting that most of the communities interviewed understand the role of CBT as an agent promoting integration, autonomy, and community partic-ipation in the development and management of tourism, cultural appreciation, and nature conservation, thus distinguishing it from conventional tourism. It is also noted that the ideal visitor profile for these communities is those who share the same principles, respect, and a desire to learn about the culture and history of the community being visited.
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				The role of CBT in the democratization of tourism

				According to Interviewee A, CBT is not an expensive activity, but it should be respected and valued, considering the individuals who engage in it. The inter-viewee points out that: “It’s not expensive tourism, nor is it free tourism.” How-ever, she states that the community remains “open” to anyone.

				For interviewee B, there is no specific target audience for CBT practices, as the packages offered are formatted depending on the economic conditions of each consumer.

				In turn, community C believes that Community-Based Tourism contributes to expanding the access of the working classes to tourism practices, as long as they are people interested in knowing and respecting local culture and history.

				Interviewee D believes that CBT favors access by the less affluent classes to tourism services and products and adds that communities that develop CBT also belong to these classes, with the main objective being exchange and lived expe-rience; in her opinion, what is missing is greater incentive for the population to visit CBT destinations.

				Community E reports that the CBT is democratic for the community itself, but it doesn’t clarify how it can be made accessible to visitors. Meanwhile, Commu-nity F points out that tourism practices are not accessible to all social classes, as package prices are considered high, influenced by factors such as the destina-tion’s geographic location.

				Interviewee G believes that CBT makes tourism more accessible, although the prices of the products and services offered are not aligned with the realities of disadvantaged classes. Community H, on the other hand, targets its CBT packages at the more affluent public, understanding that the current potential consumer belongs to these classes.

				According to the reports from interviewed agencies 1 and 2, the packages of-fered indicate that the prices are not affordable, as, in addition to the high prices, several other services, such as transportation, are not included. The same can also be seen based on data obtained from agency 3’s website, whose listed prices are considered high for the purchasing power of the vast majority of the population.

				Based on the analysis of the results presented, it was identified that, in theo-retical terms, Community-Based Tourism represents a substantial alternative to other tourism segments, especially mass tourism, and is based on the valoriza-tion of identity, culture and local traditions, community protagonism, as well as the generation of benefits for the communities involved, challenging the logic of the capitalist tourism market.

				The possibilities of democratizing tourism through CBT, taking into account its practical and theoretical terms, are not limited to “will”, but also to the guaran-tee of individual autonomy (Berti & Santos, 2021), the right to participation and the diverse possibilities of consumption and access of the population to tourism (Santos, 2002; Brasil, 2008).

				From a practical perspective, the initiatives demonstrate incipient efforts to expand access to tourism, such as adapting packages to the economic conditions of different audiences and opening communities to visitors from diverse back-grounds. However, the reports also highlight structural and financial limitations that restrict accessibility to less privileged social classes, highlighting the need for 
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				institutional incentives and strategies without compromising the principles of CBT. In this sense, CBT positions itself as a tourism practice that, while still facing chal-lenges, has the potential to make the activity more inclusive and democratic.

				Discussion

				The research findings converge with the results of a few other studies carried out on the profile of CBT tourism demand. Sampaio et al. (2012), when analyz-ing the motivations of community tourists (specifically those from Projeto Ba-gagem), conclude that:

				The profile of community-based tourists generally portrays young, well-educated individuals who use the internet for tourist information, travel more often alone, and use airplanes as a means of transportation. Learning/knowledge and new ex-periences appear as the main motivating factors for community-based tourists … they seek memorable experiences and cultural exchanges, which differentiate them from conventional tourists. (pp. 11–12)

				Regarding the motivations of CBT visitors, Sancho and Malta (2015) propose that demand research aimed at Community-Based Tourism consider the follow-ing options: a) experiencing local habits and customs; b) exchanging experiences and learning (valuing the encounter); c) interest in learning about the history/culture of the place; d) interest in contributing to the local socioeconomic con-text; e) contact with nature. These, in fact, were the main motivations of CBT visitors described by representatives of the communities surveyed in our study.

				Regarding the socioeconomic profile of visitors to Brazilian CBT initiatives, Silva (2021), in his dissertation, with a sample of 209 respondents, found that: 69% were women; 50% had postgraduate degrees and 41% had higher educa-tion; 40% had a monthly family income above 5 minimum wages. In a specif-ic case study, Figueira et al. (2023) identified the profile of Community-Based Tourism visitors in the Tapajós National Forest and confirmed that the majority were women between 21 and 30 years old, with a monthly income above three minimum wages, and a high level of education.

				It was found that Community-Based Tourism products and services serve a niche and specific tourism demand, comprised of individuals with higher levels of education and greater purchasing power. This characteristic aligns with the very nature and essence of CBT, which is not designed to serve an overly broad audience, as is the case in segments such as mass tourism. CBT prioritizes sus-tainability, the appreciation and preservation of cultural identity, as well as com-munity leadership, placing these values above profit and broad scalability, even challenging the conception of tourism as a predominantly capitalist activity.

				But is CBT a tourism product that should be democratized and widely ac-cessible? The increase in this flow can generate several problems for resident populations, such as tourism phobia, making tourism a threat to the population. According to Almeida-García et al. (2021), excessive tourist flows are the main target of social frustration expressed by residents. Therefore, it is clear that CBT initiatives have low scalability, since the issue of scale is central to a discussion on 
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				expanding access and democratization. This explains the consequences of mass tourism and saturation, which can exceed the carrying capacity of the services offered by these initiatives.

				In this sense, expanding the reach of CBT to large numbers of tourists could compromise its fundamental principles and sustainable practices. Democrati-zation, in this context, is understood not as the massification of access, but as respect for local culture and traditions, the improvement of community living conditions, and the generation of equitable benefits. Furthermore, it involves a commitment to facilitating access to CBT tourist itineraries for less affluent pop-ulations. This implies structuring the CBT ethically, inclusively, and committed to practices that respect both the community and the visitors who participate in the experience.

				To effectively democratize access to tourism across different social classes, initiatives could be considered that adjust the prices of packages sold by agencies according to the purchasing power of visitors, thus including the less affluent public. Partnerships with local schools could also be promoted for educational visits, as well as the inclusion of practices related to voluntourism.

				Conclusion

				The intention of most of the communities targeted in this study is to dissemi-nate their culture through CBT, preserve their traditions, and defend their territory and natural resources. CBT serves as an instrument of resistance and improvement in quality of life. It is noted that the desired visitor profile of these communities is individuals who respect and value them, seeking knowledge and experiences.

				The main audience for CBT initiatives is made up of people with undergrad-uate or postgraduate degrees, retirees, teachers and researchers, who have above-average living conditions, in economic and educational terms, compared to the national average, which reveals that the services, products and experienc-es offered within the scope of CBT are serving a “sociocultural elite”, aimed at educated people, with high purchasing power and with a differential in relation to environmental and social awareness.

				The costs for purchasing community services and products range from mod-erate to high, in addition to other potential costs for visitors that are not included in the itineraries, such as transportation to the communities. When it comes to specialized agencies that promote and market CBT destinations, these costs are even higher, targeting the wealthiest social classes and inaccessible to much of the Brazilian population.

				This indicates that, although CBT services and products are more modest than those of conventional tourism, as they do not seek to alter the cultural standards of host communities with traditional ways of life, they serve a very specific niche demand, which allows us to state that, currently, they do not appear to be direct-ed at or attentive to social inclusion in tourism consumption.

				The path to democratizing tourism in Brazil is an ongoing and difficult pro-cess, yet a necessary one, as it is a social right of every citizen. To achieve this, it is necessary to increasingly develop forms of inclusion that can broaden access to tourism and make it a more diverse activity, not just one geared toward a small 
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				and exclusive social class. Nevertheless, promoting CBT destinations (based on values such as social justice, solidarity, and cooperation) as places accessible to a significant portion of the population should be discussed.

				Considering the theories presented, this article makes a unique and original contribution to the existing literature on CBT. In light of the above, it aims to ad-dress the identified gap in understanding the concept of democratization in the context of Community-Based Tourism, particularly the contrast between democ-ratizing and massifying tourism itineraries. Based on the reflections, it was found that its contribution focuses on CBT from a consumption perspective, consider-ing that, historically, the approach to this topic has been based more on the struc-turing of the initiatives themselves and on limited debates about democratizing the population’s access to such tourism practices.

				CBT may be a possible path for the democratization of tourism; however, there is still a long way to go in terms of financial accessibility in the practice of this activity, highlighting the need for research that can focus on public policies directed at the area.
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Abstract

The first Community-Based Tourism (CBT) initiatives in Brazil emerged in the 1990s.
Since then, numerous studies have discussed the conceptual foundations, premises,
experiences, projects, and networks in the field of CBT in the Brazilian context. In this
sense, in an approach that has been little addressed, the objective of this article is to
analyze how CBT can contribute to the democratization of tourism, based on case studies
located in different macro-regions of the country. The research is qualitative in nature,
without the intention of statistically representing or measuring the contributions of
CBT initiatives to the democratization of tourism, but rather to provide an essay that
problematizes and reflects on the role of CBT in expanding access to tourism to different
social strata in Brazil, based on an overview of the supply of tourism products and services
and the profile of actual and target visitors within the scope of CBT. The methodological
procedure adopted to conduct the research was the study of multiple cases of eight CBT
initiatives located in the states of Amazonas, Bahia, Ceard, Mato Grosso, Paran4, Rio
de Janeiro, and Sdo Paulo. Tourism agencies specializing in CBT were also targeted by
the research. The results indicate that CBT’s products and services cater to a niche and
specific tourist demand. This characteristic is in line with its very nature and essence,
which challenges the conception of tourism as a predominantly capitalist activity.
Key-words: Community-Based Tourism; Democratization; Tourism.

INTRODUCTION

The democratization of tourism is a significant challenge, especially for coun-
tries with high levels of social inequality, such as Brazil, which ranks among the
highest globally in income and wealth concentration. According to the Global
Wealth Report, 48.4% of the country’s wealth is held by 1% of the population
(UBS, 2023), while 58.7% of Brazilians live with some degree of food insecurity
(Rede Brasileira de Pesquisa em Soberania e Seguran¢a Alimentar e Nutricional,
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