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				Towards an epistemology of tourism communication: a study of Brazilian scholarship presented at the Anptur Seminar from 2013 to 2022

				Moab Breno Ferreira Costa1

				Abstract

				The article examines the epistemological positioning of tourism communication in Brazil, based on works presented at the National Association for Research and Postgraduate Studies in Tourism (Anptur) seminar. The aim was to identify thematic axes that define the epistemology of tourism communication, using transformational dialectical hermeneutics as the method and content analysis as the operational procedure. The empirical object comprised 32 titles of papers presented at the event between 2013 and 2022. As a result, nine thematic axes were systematized, qualifying tourism communication as a specific epistemology of both tourism and social communication. As a contribution, the study proposes a specific object for tourism communication, suggests an organization for academic disciplines and research lines, and recommends applying this knowledge to the job market. This Reflection contributes to strengthening the scientific community and can be adapted to other areas of tourism and social communication, in order to define specific epistemologies, thereby consolidating the global epistemology within their respective fields.

				Keywords: Tourism communication, Specific epistemology, Academic disciplines; Research lines.

				1. Introduction

				The article discusses tourism communication as an inter- and transdiscipli-nary field of knowledge, resulting from theories in tourism and social communi-cation, which involves specific reflective, technical-experimental, and conceptual processes. This knowledge was constructed following an exploratory analysis of 32 paper titles available on the website of the Anptur seminar. The event gathers researchers from most postgraduate programs in tourism nationwide, allowing for the construction of a representative body of Brazilian research.

				The investigation took place in April 2023, during the drafting of a post-doc-toral research report focusing on tourism communication practiced by the public sector. The initial goal was to understand the perspectives of other researchers on the topic and capture new theoretical frameworks. However, in relation to tourism communication, research was found that discussed everything from pu-blic communication to bodily interactions, encompassing promotion strategies, 
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				the production of meaning (sense-making), and cultural representation, among other directions.

				This diversity of themes led to a problematization of the epistemological posi-tion of tourism communication, stimulating the curiosity to systematize thematic axes representing the field in Brazil. For the purpose of optimizing the study, which emerges as a fragment of another, it was necessary to establish a time frame, opting for the period from 2013 to 2022, which brought changes to the Brazilian communication process. According to Mello (2023), the so-called “June 2013 movements” defined the importance of digital networks for popular enga-gement in the country, encouraging governments and businesses to update their interaction strategies with citizens.

				This drove new dynamics in tourism communication, such as fostering con-vergence and valuing collective memory (Costa & Alves, 2021; Costa, 2017). In turn, the year 2022 suggests new reflections in the sector due to the crisis gene-rated by the COVID-19 pandemic, which demanded conceptual reinventions and new technical-operational perspectives. Furthermore, that year brought modifi-cations in the national political-administrative sphere with the presidential elec-tions, concluding a negative cycle in the country and creating networks of hope.

				Such a problem and objective required the delimitation of a rationale aimed at identifying analogies and contradictions contained within the object of this study and an appropriate strategy for its systematization. Thus, the focus was on transformational dialectical hermeneutics, and content analysis was used for data coding, following the perspectives of Gaxiola (2009), Castillo Nechar and Panosso Netto (2014), and Bardin (2016).

				Following Panosso Netto and Castillo Nechar (2014), Castillo Nechar and Pa-nosso Netto (2011), Castillo Nechar and Lozano Cortés (2006), Castillo Nechar (2007), Duarte (2003), Ferrara (2003), Martino (2003), Lopes (2003), and Japias-su (1991), this endeavor corresponds to an attitude of epistemological vigilance. After all, an immersion was carried out in the dialectical process of non-discipli-nary accommodation and the exercise of reflexivity to identify representations and arguments contained in the discourses concerning tourism communication available in the Anptur seminar proceedings.

				Titles are indexical signs constituted by a ritual of keywords that perform te-chnical functions (formal structures) and aesthetic functions (production of me-aning), allowing for the systematization of internal discourses of a domain of knowledge, synthesizing it and guiding the interlocutor’s understanding (Berto-llini, 2015; Peirce, 2005; Douglas, 1966). In this way, it was possible to systema-tize documents archived at Anptur, identify fundamentals and lines of thought integrating the field of investigation, and reflect on its scientific specificities and application in the social universe, including the job market.

				Therefore, the article delves into the study of science to find practical pa-thways. This challenge is a demand of contemporaneity. After all, the production of information, knowledge, and learning increasingly takes the form of specific, flexible, sophisticated, and convergent rhizomes (Sampaio et al., 2024; Messeder & Galeffi, 2019; Tomazzoni, 2016; Dencker, 2015, 2002; Jenkins, 2009).

				For a better explanation of the ideas, this article is segmented into four other sections. The next section constructs a concept of tourism communication based on epistemological reflections, qualifying the field as a specific epistemology. The 
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				third topic presents the operational procedure, the systematization of collected data, the hypothesis, and the definition of the thematic axes. In the fourth, the study turns to the interpretation of the axes, unraveling the concept of tourism communication constructed in the second topic.

				The final section presents a reflection on the object of the field of study, propo-ses disciplines and research lines that can be implemented in tourism and com-munication programs, and suggests ways of applying the knowledge. In Brazilian research, there are different meanings of tourism communication that confirm the interdisciplinary nature of the area. However, there is a common aspect in all delimited axes: the interactions that dynamize tourism. The field goes beyond the functionalist and marketing use of media and involves the construction of plural discourses.

				2. Epistemology of Tourism Communication

				Epistemology (from Greek episteme = science and logos = study/discourse) is a process of analysis of knowledge and pre-knowledge based on theoretical reflections, empirical experimentation, and logical constructions that promo-te intellectual progress and social transformations. For Japiassu (1991), the epistemological exercise is an act of vigilance in which forms of apprehending knowledge and verifying fundamentals, methods, and validations are developed. It corresponds to a process of in-depth investigations involving theoretical and empirical delimitations, analogies and contradictions between disciplines, and philosophical reflections.

				It is a hybrid between science and philosophy that allows defining fields of investigation, delimiting their methodological processes, and representing their cognitive status, constituting discourses and/or theories (Panosso Netto & Castillo Nechar, 2014; Castillo Nechar, 2007; Castillo Nechar & Lozano Cortés, 2006; Ferrara, 2003; Duarte, 2003; Martino, 2003; Lopes, 2003). Such an exerci-se demands overcoming absolutist contexts and immediate certainties, and the construction of direct relationships between science and social transformations, achieving the logic of discovery (always refuted). This process involves global, particular, specific aspects, internal discourses, and derived knowledge that constitute the types of epistemology proposed by Japiassu (1991).

				The global refers to knowledge considered as a whole, a concept alluding to the discipline that can be decoded, fragmented, and systematized. For instance, a consensus was reached through the correlation between four different approa-ches to tourism presented in Table 1 below.

				Table 1. Correlation between different approaches on tourism

				
					Author

				

				
					Approach

				

				
					Urry and Larsen (2021)

				

				
					Tourism is dynamized by daily life and local culture, which attributes an aura of authenticity to the destination.

				

				
					Allis et al. (2020)

				

				
					Tourist culture is reflected from the processes of mobility, which are not solely physical.
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				Source: Research production.

				
					Author

				

				
					Approach

				

				
					Costa and Alves (2019)

				

				
					Tourist culture is discussed based on the construction of social memories.

				

				
					Panosso Netto (2010)

				

				
					Tourism is contextualized based on its history and the approach developed by authors from different research centers.

				

				
					This research

				

				
					Tourism is a culture of social, political, and economic mobilities, despite its studies having different directions and their own normative and descriptive criteria.

				

				This correlation is pertinent because the concept “tourism as culture” was subjected to a process of epistemological vigilance that allowed identifying its object, boundaries, truths, and rectifications. This global idea, therefore, beco-mes a transformational axis that drives new knowledge through critical-reflec-tive studies. This perspective has been discussed over time by researchers such as Tribe (1997), Dencker (2002), Moesch (2000), Castillo Nechar and Lozano Cortés (2006), Gaxiola (2009), and Castillo Nechar and Panosso Netto (2011).

				Therefore, the global epistemology of tourism corresponds to conceptual structures that allow reflections on the theoretical currents that ground it as a field of knowledge and point to its scientific objectivity. But this is an ever-uncer-tain path, as the subjectivity of the scientist rests within scientific objectivity (Ja-piassu, 1991). Hence, epistemological vigilance emerges as a device for delimi-ting intersubjective controls, overcoming hegemonic thoughts, and associating, articulating, and transforming knowledge to create a scientific foundation that accommodates other epistemologies.

				The particular refers to methodological pathways, i.e., the definition of lines of thought. In tourism, Panosso Netto and Castillo Nechar (2014) define five lines: phenomenology—contextualizes tourism as a phenomenon; Marxism—considers economic factors of production; systemism—perceives the elements of tourism as interconnected; positivism—analyzes tourism with classic metrics; hermeneu-tics—knowledge oriented towards interpretation (the exercise of this construct).

				The specific epistemology corresponds to symbioses between theoretical cu-rrents, with the aim of defining a unit of knowledge within the discipline. Such a junction favors the detailed study of the new unit, defining its directions, objects, implications, and position in the global context. In this direction, the exercise now is to establish a relationship between the concept of tourism proposed in Table 1 and communication studies to elaborate an approach to tourism communication and, thus, group discourses that confirm the field as a specific epistemology.

				The understanding proposed in Table 1 allows a dialogue with Levy (1999), who uses the continuous flow of people, currency, and signs in tourism to charac-terize the virtual as a process of transformation. It also enables an interface with Jenkins (2009, 2014), who discusses convergence and connection as processes of social, political, and economic exchanges. These correlations allow considering tourism as an essentially interactive and dynamic culture that generates citizens who are simultaneously globalized and localized in continuous exchanges of per-ceptions, experiences, and cognitions. This process of virtualizations, convergen-ces, and connections makes signs of the tourist culture common, promoting in-terfaces with communication concepts.
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				Martino (2001), Duarte (2003), and Sodré (2014) explain that the term “com-munication” derives from the Latin word communis, referring to “common.” With this same root, the word communicare means to share, to communicate. In this sense, the expression communicationes conveys the idea of “making common.” Communication is the science of the common; a study of the exchanges of cons-ciousness and the sharing of perceptions, experiences, and cognitions, involving actions such as gathering, transmitting, announcing, exchanging, seducing, in-fluencing, and negotiating. These are ideas contained in Table 1 and update the notion of tourism as a communication system proposed by Cuervo (1967).

				Therefore, tourism communication encompasses interactive processes be-tween human and non-human actors that promote and strengthen relationships of sociality (spontaneous) and sociability (institutionalized), with the aim of dy-namizing the destination and its connections with the world. These are proces-ses with their own theoretical and technical discourses that define the specifici-ties of the area, qualifying it as a specific epistemology centered on the interface between tourism and communication.

				Such discourses, represented in Table 2 of the next topic, correspond to cons-tructions of truths that constitute the internal epistemology (Foucault, 2007; Japiassu, 1991). Through an appropriate operational procedure, as presented below, these discourses point to intellectual edifices and practical attitudes that contextualize and update the specific epistemology, positioning it within the glo-bal scope (essay of topic four). The derived epistemology, in turn, corresponds to understandings of how the referred knowledge is possible and applicable (theme of the fifth section).

				3. Operational Procedure

				Content analysis is a procedure of epistemological vigilance aimed at identif-ying and extracting terms that characterize discourses, guiding their categoriza-tion and reflection (Bardin, 2016). The action corresponds to the systematization of applicable indicators that allow correlating key terms of the object to a set of theories that integrate the researcher’s universe, attributing scientific meanings to the content.

				It is an investigative strategy based on the application of sequenced techni-ques. Here, the structure of Bardin (2016) was followed: floating reading (the moment of contact with the document); demarcation of the content for analysis and collection of the index referencing elements (representations of discourses, in this case, the research titles); formulation of a hypothesis and structuring of the analysis indicators (which allow evaluating concepts and/or phenomena ba-sed on the systematization of the index referencing elements).

				The floating reading on the Anptur website was carried out during April 2023, considering the last ten editions of the event (2013-2022). The identification and extraction of the content for analysis were performed by immersing the word “comunicação” (communication) in the event proceedings search engine. Due to the polysemy of the term, expressions that referred to the object were also con-sidered (virtual, interaction, networks, image, information, knowledge, etc.). 32 papers were systematized as index referencing, presented in Table 2 below.
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				Table 2. Index referencing of tourism communication available in the Anptur seminar proceedings between 2013 and 2022

				
					Year

				

				
					Index Referencing (Research Titles)

				

				
					2013

				

				
					a) Comunicação e mídia: análise dos canais que influenciam no consumo turístico de Foz do Iguaçu – PR [Communication and media: analysis of channels that influence tourist consumption in Foz do Iguaçu – PR]

				

				
					2014

				

				
					b) Hospitalidade virtual: a interface de conhecimento entre a comunicação e o turismo via aparatos tecnológicos [Virtual hospitality: the knowledge interface between communication and tourism via technological devices].

				

				
					c) Estratégias de comunicação e informação turística: análise dos materiais promocionais de Curitiba/PR, no período pré-copa Fifa 2014 [Tourism communication and information strategies: analysis of promotional materials from Curitiba/PR, in the pre-2014 FIFA World Cup period]

				

				
					2015

				

				
					d) Hospitalidade e comunicação dirigida à nova classe média: análise de websites de quatro empresas de serviços turísticos [Hospitality and communication directed at the new middle class: analysis of websites of four tourist service companies]

				

				
					2016

				

				
					e) A comunicação de destinos turísticos: análise de elementos identitários como forma de promoção de localidades [The communication of tourist destinations: analysis of identity elements as a form of promoting localities]

				

				
					f) A relação histórica entre a tecnologia de informação e comunicação e as agências de viagens e turismo [The historical relationship between information and communication technology and travel and tourism agencies]

				

				
					g) Uso do corpo como atividade de lazer mediado pelas novas tecnologias da informação e da comunicação? NTICS [Use of the body as a leisure activity mediated by new information and communication technologies? NTICS]

				

				
					2017

				

				
					h) Percepção de alunos sobre projeto interdisciplinar, de curso de turismo da Faculdade de Comunicação Tecnologia e Turismo de Olinda (FACOTTUR/PE) [Student perception of an interdisciplinary project, from the tourism course at the Faculty of Communication, Technology, and Tourism of Olinda (FACOTTUR/PE)]

				

				
					i) Turismo, comunicação-trama e cartografia: aproximações metodológicas [Tourism, weave-communication, and cartography: methodological approximations]

				

				
					j) Tecnologia da informação e comunicação como ferramenta de aprendizagem em meios de hospedagem [Information and communication technology as a learning tool in accommodation facilities]

				

				
					k) Hospitalidade e comunicação com turistas voluntários? Uma análise de conteúdo de websites de quatro programas de turismo voluntário no Brasil [Hospitality and communication with volunteer tourists? A content analysis of websites of four volunteer tourism programs in Brazil]

				

				
					l) Conexões preliminares entre novas tecnologias da informação e comunicação, hospitalidade urbana e cicloturismo na cidade do Rio de Janeiro-RJ [Preliminary connections between new information and communication technologies, urban hospitality, and cycle tourism in the city of Rio de Janeiro-RJ]

				

				
					m) Turismo cultural e desenvolvimento local em Recife: o planejamento estratégico da Secretaria de Turismo e Lazer do Recife (2013-2017) e as estratégias de comunicação e mobilização para o aproveitamento da oferta cultural [Cultural tourism and local development in Recife: the strategic planning of the Recife Department of Tourism and Leisure (2013-2017) and the communication and mobilization strategies for utilizing the cultural offer]
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					Year

				

				
					Index Referencing (Research Titles)

				

				
					2018

				

				
					n) A semiótica como metodologia de pesquisa para a análise da comunicação no turismo: estudo da marca turística España [Semiotics as a research methodology for the analysis of communication in tourism: study of the tourist brand España]

				

				
					o) Estratégias de comunicação e marketing em eventos de grande porte: o caso do Mossoró cidade junina, RN (Brasil) [Communication and marketing strategies in large events: the case of Mossoró Junina city, RN (Brazil)]

				

				
					p) Tecnologias de informação e comunicação no turismo: um estudo sobre vendas on-line nos websites das agências de viagens tradicionais do estado do Rio Grande do Norte (Brasil) [Information and communication technologies in tourism: a study on online sales on the websites of traditional travel agencies in the state of Rio Grande do Norte (Brazil)]

				

				
					2019

				

				
					q) Reflexões sobre hospitalidade, comunicação e o cenário do conflito de gerações para o turismo da melhor idade [Reflections on hospitality, communication, and the scenario of the generational conflict for senior tourism]

				

				
					r) Turismo, comunicação-trama e amorosidade: olhares e perspectivas do turista intercambista [Tourism, weave-communication, and lovingness: views and perspectives of the exchange tourist]

				

				
					2020

				

				
					s) Storytelling como estratégia de comunicação de marketing em redes sociais digitais: o caso das empresas de chocolates bean to bar [Storytelling as a marketing communication strategy in digital social networks: the case of bean to bar chocolate companies]

				

				
					t) A comunicação turística internacional: relações entre a literatura em língua inglesa e as estratégias de destinos do hemisfério Sul [International tourism communication: relationships between English language literature and destination strategies in the Southern Hemisphere]

				

				
					2021

				

				
					u) Construção do Salvador Sociodigital: um estudo da comunicação aplicada ao turismo [Construction of Sociodigital Salvador: a study of communication applied to tourism]

				

				
					v) Viaje.sozinha: tecnologias da informação e comunicação (TIC’s) no turismo e as experiências contemporâneas de viagens de mulheres brasileiras [Viaje.sozinha: information and communication technologies (ICTs) in tourism and the contemporary travel experiences of Brazilian women]

				

				
					w) Tecnologia da informação e comunicação (TIC) em cursos de graduação em turismo: uma análise multidimensional das ementas [Information and communication technology (ICT) in undergraduate tourism courses: a multidimensional analysis of course syllabi]

				

				
					x) Análise das inter-relações entre tecnologia da informação e comunicação (TIC) e destinos turísticos inteligentes [Analysis of the interrelationships between information and communication technology (ICT) and smart tourist destinations]

				

				
					y) O conceito de sustentabilidade presente nos planos de comunicação de destinos turísticos [The concept of sustainability present in tourist destination communication plans]

				

				
					z) Tudo começa aqui? A anulação da presença dos povos indígenas no RN e a vitória do invasor branco retratadas pelas escolhas lexicais em canais de comunicação do destino Rio Grande do Norte [Does it all begin here? The annulment of the presence of indigenous peoples in RN and the victory of the white invader portrayed by lexical choices in communication channels of the Rio Grande do Norte destination]
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				Source: Research production.

				
					Year

				

				
					Index Referencing (Research Titles)

				

				
					2022

				

				
					aa) Anptur 20 anos: retrato das publicações sobre turismo e tecnologias da informação e comunicação (TICS) no seminário [Anptur 20 years: portrait of publications on tourism and information and communication technologies (ICTs) in the seminar]

				

				
					bb) O uso das tecnologias da informação e comunicação (TICS): uma revisão integrativa da literatura [The use of information and communication technologies (ICTs): an integrative literature review]

				

				
					cc) O estudo das tecnologias da informação e comunicação na academia e a relação com a inovação nas empresas turísticas de Curitiba-PR [The study of information and communication technologies in academia and the relationship with innovation in tourism companies in Curitiba-PR]

				

				
					dd) Comunicação, marketing e amorosidade como dispositivos potencializadores de turismo em lugares “mal-ditos” [Communication, marketing, and lovingness as potentiating devices for tourism in “cursed” places]

				

				
					ee) Turismo, audiovisual e a comunicação estratégica das Destination Management Organizations (DMO): ferramenta de marketing turístico [Tourism, audiovisual, and the strategic communication of Destination Management Organizations (DMO): a tourist marketing tool.]

				

				
					ff) Análise da comunicação interna de companhias aéreas pela percepção dos aeronautas [Analysis of the internal communication of airlines through the perception of aeronauts]

				

				These index references represent internal discourses with an inter- and trans-disciplinary nature between the fields of communication and tourism. The hypo-thesis is that, by grouping them into analysis indicators, it is possible to identify thematic axes that sustain the field of tourism communication as a specific episte-mology of tourism and social communication. Through these axes, it is possible to define the field’s object of investigation, organize academic disciplines, construct research lines, and indicate the applicability of knowledge in the social sphere.

				The concept of a topic sentence from Bertolini (2015) and the technical and aesthetic functions of the title from Douglas (1966) were fundamental for grou-ping the index references into analysis indicators. A topic sentence is a ritual of keywords that delimits the author’s intention when enunciating their discourse. The title is a topic sentence whose technical function is to guide the reader about the text’s content, directing their positioning and the author’s intentions. The aesthetic function is linked to its capacity to attract the reader.

				For Peirce (2005), aesthetics is a normative science that allows the observer to contextualize a theme based on the process of interpretation of the elements composing the object. As words are symbols, which, in Peircean semiotics, co-rrespond to cultural representations, it is possible, through the titles, to reflect on the author’s ideal values, i.e., the directions of their production. For this re-ason, the strategy used here allowed the intended grouping, constituting nine thematic axes that point to specific lines of thought in tourism communication, as represented in Table 3 below.
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				Table 3. Grouping of index references into analysis indicators

				Source: Research production.

				
					References

					of the indexes

				

				
					Indicators of analysis (axes thematic)

				

				
					Titles h, i, j, w, aa, bb, cc.

				

				
					1. Academic productions, pedagogical projects, conceptual and methodological development, and literature review.

				

				
					Titles k; n; t; y.

				

				
					2. Semiotics, content analysis, and literary productions.

				

				
					Titles g, r, dd.

				

				
					3. Body and affectivity.

				

				
					Titles b, d.

				

				
					4. Hospitality.

				

				
					Titles m, p, q, v, z.

				

				
					5. Tourism communication and cultural representations (themes such as generational conflicts, indigenous peoples, gender, etc.)

				

				
					Titles the, f, ee.

				

				
					6. Media and technologies.

				

				
					Titles the, s, dd.

				

				
					7. Marketing and consumer influence2.

				

				
					Titles w, and, u ff.

				

				
					8. Organizational and public communication.

				

				
					Titles l, x, y.

				

				
					9. Smart destinations.

				

				Some references could be framed in different analysis indicators. Title “c,” for instance, refers to both content analysis and organizational and public communi-cation. The second option prevailed because the aesthetic function of the phrase suggests reflections on the action of the public sector and partners in the produc-tion of information. The same occurs with references “k,” which moves between content analysis and hospitality; “l,” framed in the “smart destinations” axis but also dialoguing with media and technologies; and “q,” which oscillates between hospitality and cultural identities. Such analogies and conflicts confirm the im-portance of contextualizing the internal discourses of tourism communication, an action developed below.

				Specificities of Tourism Communication

				The growing production on tourism communication identified in the Anptur proceedings shows that the field is gaining greater relevance in Brazilian scien-tific production, allowing for categorizations of production within the thematic axes organized in Table 3 above. Through coding, it is possible to typify theore-tical currents that represent the specificities of the field, qualifying it as a multi-, inter-, and transdisciplinary epistemology.

				The first thematic axis in Table 3 refers to structures of discourse that confi-gure tourism as an epistemological field. It concentrates theoretical reflections in which communication reveals itself as a process of elucidation, investigation, and complexity by establishing dialogical relationships in the construction of knowledge (Soares, 2011; Barbero, 2011; Morin, 2005; Dencker; 2002; Moesch, 2000). The second axis focuses on the production of meaning in tourism, i.e., the 

				
					
						2.	For this study, only research dealing with promotion was considered. The event proceedings contain several other works referring to the other stages of marketing (product, price, and place).
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				resulting effects of interactive processes among governments, entrepreneurs, re-sidents, and tourists (Costa, 2020).

				Meaning can be apprehended by the body, constituting a corporeal perception (heat, cold, smell, etc.), as pondered by Merleau-Ponty (1999), or by mental action, according to Peirce (2005). In common, both lines of thought affirm that meaning can only be understood through experience. Thus, there is a relevant indicator for the epistemology of tourism communication. After all, as a process of experimen-tation, tourism is consolidated in physical space. Media makes consciences about a destination common and/or can anticipate actions related to the trip and activities in the location. However, it will never materialize tourism, which is a human and cultural experience (Urry & Larsen, 2021; MacCannell, 2003).

				MacCannell (2003) and Culler (1984) highlight the importance of Peircean semiotics for the production of meaning in tourism, as it favors investigations into perceptions, experiences, and concepts about destinations and attractions. Semiotics is the general science of verbal and non-verbal signs. It serves to esta-blish connections between codes, languages, thoughts, etc. The identification of Costa and Alves’s (2021) structural coupling in tourism is an example of the me-thod’s applicability to tourism communication, as it refers to a specific technique for the area.

				Similarly, the work Semiótica do turismo aplicada [Applied Semiotics of Tou-rism] (Mello, 2019), influenced by Algirdas Julius Greimas, contributes to inves-tigations into modes of tourist experiences and their social, natural, and econo-mic interactions. Another semiotician and structuralist, Roland Barthes, offers a methodology for photographic analysis, which can be contextualized in the work O olhar do turista 3.0 [The Tourist Gaze 3.0] (Urry & Larsen, 2021), when the au-thors analyze the tourist image.

				Also in this group is content analysis, the procedure used in this construct. It produces meaning by allowing the verification of ways words and/or expres-sions are apprehended in a cultural universe. As this work advances on ways the term “communication” is appropriated by tourism researchers, meanings of tou-rism in the academic sphere are identified. The same occurs in the relationship between literary production and tourism. The latter produces meanings of place as it contextualizes cultural signs in the form of novels, short stories, chronicles, poems, among other literary manifestations (Sacramento, 2006; Voison, 2006).

				The third thematic axis apprehended, body and affectivity, corresponds to an internal discourse of tourism communication. After all, these are signs that constitute an identity narrative, assuming a political character by representing belongings, cultural groups, and ideological conceptions (Miskolci, 2009; Louro, 2001). The body represents contours, possibilities, and restrictions of citizens who feed or repeat human interactions and generate social-tourist experiences.

				For Merleau-Ponty (1999), in the process of experimentation, “the body, when it emerges from its dispersion, orders itself, directs itself by all means toward a unique term of its movement, and when, by the phenomenon of synergy, a unique intention is conceived in it” (p. 312), it performs the perceptive synthesis about the experience, and subsequently, the intellectual synthesis. The body becomes consciousness and reveals subjectivities, affectivities, rules of conduct, and ways of life. The body speaks!
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				In this sense, body and affectivity are themes of interpersonal communication, i.e., the interactive forms carried out by two or more interlocutors directly and/or through mediations (Haswani, 2013). Therefore, they are embryonic signs of tourism communication, as they correspond to objective and subjective supports of human relations occurring in the domestic, commercial, and public spaces of hospitality, the fourth thematic axis in Table 3.

				Hospitality is contextual knowledge that reflects and updates ethics, thou-ghts, daily practices, values, needs, and human and social consciences, traversing the spiritual, cerebral, economic, political, and technological dimensions of cul-ture (Grinover, 2021, 2007; Lashley & Morrison, 2004; Camargo, 2004; Castelli, 2006). By being intertwined in interpersonal and organizational interactions, it cooperates in the construction of local intelligences, driving changes as a creative phenomenon, based on the relationship between resident and tourist. It is the essence of tourist destinations since all “knowledge is simultaneously an activity (cognition) and the product of that activity” (Morin, 2005, p. 224).

				Hospitality serves as a link between human and social relations, being simul-taneously subjective (characterized by interests, memories, and recollections), objective (it has functionality and efficacy in achieving social, economic, and po-litical goals), and normative (guided by domestic, commercial, political, and legal rules). Due to its dynamic nature, hospitality cooperates in the construction of other discourses, such as those that make up the fifth thematic axis: “tourism communication and cultural representations.” Within this axis are approaches referring to the ways social groups integrating the tourist culture organize them-selves, coexist, and are represented in the media.

				A theoretical direction in this context is Cultural Studies and Latour’s (2012) post-modern Actor-Network Theory. The former discusses popular culture and mass culture as spaces for cultural appropriations. Culture is seen as a conti-nuous process of human production and media negotiations (Eagleton, 2005). In Actor-Network Theory, this process is characterized by direct action between human and non-human actors in the construction of cultural dynamics. These factors are raw material for communicational productions and marketing strate-gies—a central perspective of axes six (media and technologies) and seven (mar-keting and consumer influence).

				The two axes cover structured systems for the production and dissemination of imaginaries and the stimulation of consumption through different media pla-tforms, with their respective languages, directions, and programming areas, in-cluding commercial actions in digital environments. The objective is to sensitize public opinion to the tourist culture, build consciences about destinations, and potentiate relations between interlocutors, considering collective interests and directing appropriate conduct for each segment.

				This involves informative, educational, advertising, interactive, and marketing actions aimed at stimulating emotions, the resident’s sense of belonging, the fo-reigner’s curiosity, and the sense of organization, responsibility, and innovation of entrepreneurs and governments. Discussions on these axes are centered on Mckercher (2022), Gomes (2021), Sodré (2014), Costa and Alves (2021), Monte-ros et al. (2012), Cooper et al. (2011), Semprini (2010), Hermando (2011), Chias (2007), Luhmann (2005), Martino (2001), and in various texts published in this 
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				and other similar journals. These themes are directly related to the studies of organizational and public communication (eighth thematic axis).

				Organizational communication involves processes of interaction (face-to-fa-ce) and interactivity (mediated by technical devices) that strengthen the orga-nization’s relationship with its internal and external publics, positioning it as an active actor in the social microsystems to which it belongs and in global systems, while cooperating to promote the balance between organizational and socie-tal interests (Costa, 2017; Haswani, 2013; Kunsch, 2016; Corrêa, 2016; Nassar, 2016; Pavarenti, 2016, Costa & Alves, 2019).

				In the study of tourism service providers, this implies the need to discover techniques for the production and reception of content pertinent to their struc-tures, actions, interventions, products, and services, as well as their responsi-bilities to society. Under the influence of Grinover (2021, 2007), Cooper et al. (2011), Chias (2007), and Semprini (2010), the study of tourism organization communication requires reflections on factors that build and dynamize destina-tions and can constitute tourist branding actions. Branding is a process of mana-ging the brand in its relations with the citizen-consumer and other publics of an organization, strengthening it and valuing it as a competitive differentiator.

				The action involves defining concepts, planning production and distribution, defining a brand’s positioning and purposes regarding local and global cultural themes (Semprini, 2010). Therefore, the study of tourism organization commu-nication implies three analysis points: 1) production of knowledge and informa-tion management (optimization of individual, cultural, and technological poten-tials in communicational strategies); 2) emergence of new organizational forms, proposing the formation of communication networks aimed at promoting the space, which strengthens territorial identity; 3) insertion of the organization as a planetary unit (incorporation of global themes into organizational discourses).

				The three points propose connections between studies on organization and investigations regarding destination dynamics, human behavior, and participa-tory action. These are central ideas for tourism communication practiced by the public sector which, from the perspective of Gomes (2021), Costa (2017), and Haswani (2013), corresponds to an integrated, flexible, and open system that en-sures citizens have knowledge and understanding of the administrations’ achie-vements, projects, and objectives, with the aim of satisfying specific needs throu-gh informative, educational, advertising, and interactive processes, including the stimulation of marketing processes.

				Tourism communication practiced by the public sector should be analyzed as communication policy, establishing relations and integrations with the factors that build and dynamize destinations. Governments must consider the articula-tion between the different levels and aspects that cooperate for destination de-velopment, through which decisions are made regarding planning, civility infras-tructures, socioeconomic development, governance, and responsible connection with the fauna, flora, and abiotic elements of nature.

				These themes are linked to the ninth thematic axis: smart destinations. It in-volves the construction of an anthropological and continuous informational pro-cess that starts from the memory of local actors with the purpose of converging their potentials into actions that strengthen hospitality (Morozov & Bria, 2023; Bregolin et al., 2022; Mazo et al., 2021; Grinover, 2021, 2007; Guardia, 2020; Le-
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				mos & Araújo, 2018; Gomes et al., 2017; Miskalo-Cruz & Gândara, 2016; Lemos, 2014). This process potentiates the destination’s intelligence.

				In Morin (2005), intelligence is the mental capacity to create strategies, invol-ving thought (relations) and consciousness (reflections). By analogy, the smart destination is one that has the capacity to create strategies to promote the sus-tainable development of the place. It is a communicational action that proposes dialogical reflections among the actors comprising the destination’s value chain to overcome technical, operational, and human limitations, which potentiates hospitality actions (Grinover, 2021, 2007; Dencker, 2004).

				The idea of a smart destination proposes that all thematic axes are connected, even though each has its own theoretical directions. This occurs because each of them represents a discourse that involves various others, constituting a type of specific epistemology. After all, the reflection constructed thus far revolves around theoretical correlations between tourism and communication, allowing for conceptual exchanges, methodological appropriations, and technical updates.

				Therefore, each thematic axis constitutes a field of internal epistemology within tourism communication—an increasingly multi-, inter-, and transdisci-plinary specific epistemology. This understanding favors the discussion of the object of tourism communication and its applicability, constituting a derived epistemology. This is what we discuss next.

				Towards an Epistemology of Tourism Communication

				In the nine thematic axes, there is at least one common element that unifies them as discourses of tourism communication: the establishment of relations between interlocutors. “Being in relation implies the emergence of a common surface of exchange, or a meeting zone of perception between senders and re-ceivers” (Duarte, 2003, p. 46). Generating relations is the central axis of tourism communication, directly alluding to the etymology of the word communication, pointed out in the second section.

				In this sense, it is pertinent to understand as the object of tourism commu-nication any signs whose foundation and purpose are linked to the meeting of perceptive boundaries within the tourist culture, i.e., between exchanges of cons-ciousness. Scientific, literary, audiovisual, journalistic, educational, and adverti-sing products, promotional strategies, branding actions, local manifestations, hospitality actions, etc., are all elements analyzable through the correlation be-tween communication and tourism theories.

				The object of tourism communication involves verifying the meeting of cogni-tive planes, social and organizational ties, technological applications, meanings produced about destinations, and relations between residents and visitors. The-refore, the epistemology of tourism communication must deconstruct terms, fragment lines of thought, and seek the theoretical multiplicity that grounds it as a specific field and allows identifying its multiple discourses.

				This implies forming connections between perceptions, experiences, and knowledge, generating cognitive constructions that establish interdependencies between tourism and communication theories. For all cognition is determined by previous cognitions (Peirce, 2005). Thus, perspectives are opened up for un-
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				certainties, unpredictability, ambiguities, contrasts, analogies, and, primarily, cri-ticality. The correlation between Gaxiola (2009), Lopes (2003), Panosso Netto and Nechar (2014), Sodré (2012), Ferrara (2003), Japiassu (2001), Tribe (1997), Dencker (2002), and Moesch (2000) proposes that tourism communication must be conceived based on the deconstruction and detailing of univocal directions, which are obvious constructions, without major challenges, and limited to func-tionalist-impositive contexts.

				Such vigilance must surpass the nature of technological supports and their market implications and question the procedural characteristics of tourist rela-tions. It is necessary to perceive the dense, imagetic, and symbolic condition that qualifies it as a scientific discipline; to bring into play the abstract and internal reasons in the production of knowledge; to propose the broadening of conscious-ness; and to seek the perception of social globality in its most diverse elements, including those not perceptible at first glance. In Morin’s (2005) terms, “the very organization of knowledge, within our culture, cracks this multidimensional phe-nomenon; the knowledges that, linked, would allow the knowledge of knowledge are separated and shattered” (p. 18).

				In this exercise are pathways for thinking about tourism communication, es-tablishing delimitations between truths and possibilities, rectifying methodolo-gical errors, and seeking the multidimensionality of the field, from which dis-courses are extracted. Thus, as exemplified in Table 4, it is possible to convert the thematic axes into disciplines for undergraduate programs, prioritizing the technical-market focus, and postgraduate programs, with more epistemologi-cal approaches. This continuum between undergraduate and postgraduate stu-dies is important because it can encourage undergraduates to develop research. However, this applicability must be linked to the Pedagogical Political Project of the programs.

				Table 4. Suggestion of disciplines based on the research lines of the epistemology of tourism communication

				Source: Research production.

				
					Analysis Indicators (Thematic Axes)

				

				
					Suggested Disciplines

				

				
					1. Academic productions, pedagogical projects, conceptual and methodological development, and literature review.

				

				
					Epistemology of Tourism Communication.

				

				
					2. Semiotics, content analysis, and literary productions.

				

				
					Production of Meaning in Tourism.

				

				
					3. Body, affectivity, and hospitality.

				

				
					Interpersonal Communication.

				

				
					4. Tourism communication and cultural representations (themes such as generational conflicts, indigenous peoples, gender, etc.).

				

				
					Tourist Representations.

				

				
					5. Media and technologies.

				

				
					Tourism Communication Devices.

				

				
					6. Marketing and consumer influence.

				

				
					Tourism Marketing.

				

				
					7. Organizational and public communication.

				

				
					Tourism Organization Branding.

				

				
					8. Smart destinations.

				

				
					Smart Destinations.

				

				Among the nine axes, body and affectivity were associated with hospitality because, within tourism, they are directions aimed at understanding and poten-
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				tiating human relations in domestic, commercial, and public spaces. The other axes constitute specific disciplines, indicated in Table 4 above. Among these, it is important to highlight that Tourism Marketing and Smart Destinations already integrate the pedagogical plan of undergraduate and postgraduate programs. Thus, it is understood that this approach points to the evolution of tourism com-munication studies. In turn, the proposed systematization allows concentrating the disciplines into two research lines, represented in Table 5, below.

				Frame 5. Research lines of tourism communication

				Source: Research production.

				
					Research Lines

				

				
					Disciplines

				

				
					Line 1: Production of meaning, social, and human relations

				

				
					1. Epistemology of Tourism Communication; 2. Production of Meaning in Tourism; 3. Interpersonal Communication; 4. Tourist Representations.

				

				
					Line 2: Communication technologies, economic, political, and social connections

				

				
					1. Tourism Communication Devices; 2. Tourism Marketing; 3. Tourism Organization Branding; 4. Smart Destinations.

				

				The two lines are convergent and are aimed at the study of the relations that dynamize tourist culture. They can influence the development of new methodo-logies, the creation of transdisciplinary procedures, and the implementation of new research groups and outreach projects. They present a theoretical and tech-nical nature, with the purpose of contributing to the deepening of the scientific perspective and generating applicable products in the market, considering global dynamics and their rhizomatic structures. After all, science does not develop out-side the social context (Castillo Nechar & Lozano Cortés, 2006).

				The first line includes disciplines focused on scientific and literary produc-tion, considering the critique and creation of strategies and techniques for hu-man relations and cultural representation. The second is aimed at the study of media platforms, technologies, and ways they can be appropriated to optimize the relations of service providers and governments with consumers and citizens. It is also a perspective to consider them alongside the promotion of a better qua-lity of life in destinations.

				This systematization proposes to scientific events the creation of specific dis-cussion centers and favors the restructuring of sectors in the job market. In the tourism communication sector, tourism specialists (turismólogos) and commu-nication specialists (comunicólogos) must possess a structured theoretical bac-kground, diversified knowledge, and capacity to adapt to constant market and technological metamorphoses, both local and global (Tomazzoni, 2016; Denc-ker, 2015, 2002; Shigunov Neto & Maciel; 2002). This implies the construction of multidisciplinary teams, a trend in contemporary communication production, according to research by Kantar Ibope Media (2024).

				In this scenario, the tourism specialist must be qualified to act in the mana-gement and production of communication alongside communication specialists. The latter, in turn, may specialize to work with tourism service providers. Both can act as faculty in tourism and communication programs, teaching the propo-
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				sed disciplines. Other common activities for both professionals can be: consulting for advertising agencies specializing in tourism; creation of branding programs and mentorships for governments and tourism service providers, including con-tent management for media platforms.

				This corporate view, however, should not “homogenize the productive proces-ses merely to better dominate, submit, and control” (Messeder & Galeffi, 2019, p. 9). On the contrary, it is a path that allows the market and universities to rethink technical and scientific production, establishing dialogues between different fields, identifying their symbioses and specificities.

				Thus, it is viable to consider tourism communication as a device of social, te-chnological, political, and economic convergences aimed at meeting the cultu-ral demands of destinations (Sampaio Et al., 2024; Cooper et al., 2011; Jenkins, 2009). Therefore, the delimitation of the field as a specific epistemology contri-butes to the construction of new scientific, technical, and social scenarios, fee-ding the systemic process between knowledge and practice.

				Final considerations

				Epistemology concerns the study of the discourse about science, constituting critical and creative approaches. Here, the starting point was a global epistemology (tourism), investing in a particular epistemology (hermeneutics) to define tourism communication as a specific epistemology, through the identification of analogies and ambiguities between its internal discourses. The vigilance performed confir-med the hypothesis constructed from the systematization of the index references, enabling the contextualization of the multiple nature of tourism communication.

				Based on the analyzed objects, it is possible to confirm the inter- and transdis-ciplinary nature of tourism communication, identify its internal discourses, and position it within the scope of specific epistemology. There is a multiplicity of concepts and specific ways of establishing relations among communication, tou-rism, and society that dynamize the field and point to different areas of technical and scientific action.

				In this direction, the organization of disciplines and research lines resulting from the investigation suggests the deepening of the identified areas, in order to sustain their internal discourses, allowing the grounding of the epistemology of tourism communication. This approach will be developed in future research. Therefore, the topic was not exhausted, nor was it the intention of this explora-tory article, whose greatest limitation was the very multidisciplinary dimension of the object and the innovative nature of the study.

				However, it is viable to consider that the article cooperates to strengthen re-flections on the multidisciplinarity of teaching, research, and outreach in the area of tourism and communication, considering the theoretical and methodological interface between the two fields of knowledge. It also contributes to reducing boundaries among undergraduate studies, postgraduate studies, and the job market. Finally, it is highlighted that this construct offers a reflective-methodo-logical model adaptable to other areas of tourism studies, consolidating specific epistemologies, which strengthens scientific production.
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Abstract

The article examines the epistemological positioning of tourism communication in Brazil,
based on works presented at the National Association for Research and Postgraduate
Studies in Tourism (Anptur) seminar. The aim was to identify thematic axes that define the
epistemology of tourism communication, using transformational dialecticalhermeneutics
as the method and content analysis as the operational procedure. The empirical object
comprised 32 titles of papers presented at the event between 2013 and 2022. As a
result, nine thematic axes were systematized, qualifying tourism communication as a
specific epistemology of both tourism and social communication. As a contribution, the
study proposes a specific object for tourism communication, suggests an organization for
academic disciplines and research lines, and recommends applying this knowledge to the
job market. This Reflection contributes to strengthening the scientific community and
can be adapted to other areas of tourism and social communication, in order to define
specific epistemologies, thereby consolidating the global epistemology within their
respective fields.

Keywords: Tourism communication, Specific epistemology, Academic disciplines;
Research lines.

1. INTRODUCTION

The article discusses tourism communication as an inter- and transdiscipli-
nary field of knowledge, resulting from theories in tourism and social communi-
cation, which involves specific reflective, technical-experimental, and conceptual
processes. This knowledge was constructed following an exploratory analysis of
32 paper titles available on the website of the Anptur seminar. The event gathers
researchers from most postgraduate programs in tourism nationwide, allowing
for the construction of a representative body of Brazilian research.

The investigation took place in April 2023, during the drafting of a post-doc-
toral research report focusing on tourism communication practiced by the public
sector. The initial goal was to understand the perspectives of other researchers
on the topic and capture new theoretical frameworks. However, in relation to
tourism communication, research was found that discussed everything from pu-
blic communication to bodily interactions, encompassing promotion strategies,
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