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Introduction

During the past twenty years, a remarkable new type of service has developed in the world of sports, which can be described as “the indoorisation of outdoor sports” (Van Bottenburg & Salome, 2010). Typical outdoor lifestyle sports such as surfing, snowboarding, skydiving and rock climbing, which used to be exclusively practised in natural environments, are now being offered for consumption in safe, predictable and controlled artificial settings, such as snowdomes.

With this development, questions of authenticity arise. Are these new, commercial forms still authentic lifestyle sports? And what about the participants in these indoorized lifestyle sports: can we consider them as authentic sportsmen? Since 2000, when many of these sports became popular around the globe, there has been a discussion about authenticity in lifestyle (e.g. Donnelly, 2006; Wheaton & Beal, 2003). It is worth reconsidering this discussion against the background of new- commercial versions of lifestyle sports. Therefore, in this paper, an analysis is offered which tells us about the consumption of a constructed authenticity in a cultural context increasingly characterized by artificialization.

The cultural context in this analysis is produced in the world of lifestyle sports. Lifestyle sports are activities in which risks, sensation, freedom, adventure are important. Sports such as surfing, snowboarding, skydiving and sport climbing are considered lifestyle sports, activities that emphasize values that run counter to the values of dominant sport forms and around which a lifestyle is built (Honea, 2004).

With the indoorization of outdoor sports – the movement of adventurous, outdoor sports to artificial (most indoor) settings –, new stakeholders play a role in the world of these lifestyle sports. In this paper, the perspective of commercial suppliers as new stakeholders – the managers and owners of the artificial settings in which lifestyle sports are being practised – are central.
Historical background 

To analyse authenticity in lifestyle sports, the development of lifestyle sports from natural to artificial settings is sketched. This background is necessary to understand the spatial configuration in lifestyle sports.

The oldest and most familiar examples of artificial facilities in lifestyle sport are, throughout the world, artificial climbing walls. The first walls showed up in the 1960s in the United Kingdom (Mittelstaedt, 1997; Wassong, 2007), “first conducted as a method of training and teaching without the concern of falling rocks and other natural hazards, weather, or long hikes to good routes” (Tomlinson, 2001). Beginning in the 1970s, artificial climbing facilities began to function as an essential part of the sport, and since the early nineties, when speed climbing events were organized, indoor climbing became increasingly popular. In the Netherlands, this branch grew from just two indoor climbing centers in 1995 to 31 particular climbing centers and facilities in 2004 (Glasvezel/polyester klimwanden, 2009).

The next well-known example of indoorized lifestyle sports are snow sports, such as skiing and snowboarding, in facilities commonly known as “snowdomes” (Thorne, 2008). Where neither slopes or snow exist, for example in the Netherlands, artificial ski slopes are constructed to provide a climate controlled environment where snow can be manufactured (Bale, 1989).

After various ways of indoor skiing on ski simulators, including the revolving carpet ski simulators and indoor ski slope carpets, the product and the concept of year round indoor snow skiing was first displayed at the Sydney Ski Show in 1986. By the beginning of the twenty-first century, the Netherlands, Great Britain, Belgium, Japan and Germany had the most indoor ski centers (Van Bottenburg & Salome, 2010). But China, Spain, New Zealand, South Korea, and the United Arab Emirates have also developed several areas for indoor skiing on real snow. For example, in the Netherlands, skiing or snowboarding is possible on one of the 23 outdoor carpet slopes, on more than 50 indoor revolving carpet ski simulators or on one of the eight indoor ski slopes with real snow, of which one recently opened. One of the world’s largest indoor ski areas with a total of 35.000 m² of snow is SnowWorld in Landgraaf, the Netherlands, opened in 2001. In 2003, the first indoor snowboard FIS WorldCup contest was held in Landgraaf: the ultimate proof that a country with poor skiing conditions can develop a ski culture as a result of the increasing affluence, the rise in popularity of winter sport vacations, and the application of new technologies. 

Besides the examples of indoorised lifestyle sports as sport climbing and snowboarding, other innovative indoor versions of such sports are developing rapidly. Water sports (surfing, kayaking, rafting) are commercially exploited in Lochtefelds invention ‘the FlowRider’ and by artificial white water courses. Artificial water courses have especially developed as an inevitable part of the kayaking and rafting sport: the first non-natural course in Augsburg, near Munich in Germany, is still being used since it was built in 1972 for the Munich Olympic Games (Canoeing & kayak fun at the Olympic course plus safe training channels nearby, 2009).

More exclusive sports like skydiving and scuba diving are also subject to processes of urbanisation. In 1982, the first commercial wind tunnels for the general public opened in Tennessee and Las Vegas, after such tunnels for freefall training were built in 1964 by the US Military (The History of Indoor Body Flight, 2009). Since these centers, replications worldwide appeared during the 1990s, first in Japan and Switzerland. Currently there are more than twenty commercial indoor skydiving centers in the United States and Europe (Van Bottenburg & Salome, 2010). In the same way, the commercial exploited indoor parachute simulator became increasingly fashionable (Indoor Parachute Simulator, 2008).

In scuba diving pools were used to learn basic diving skills necessary for scuba diving in open water. So, indoor scuba diving strictly is not a very recent phenomenon. But, increasingly in the recent years, specialised indoor diving basins emerged worldwide. These basins are developed for training aims, to improve diving skills in a safe environment. Worldwide, there are numerous initiatives to create a natural-like indoor diving basin: tropical fish, ship wrecks and real waves go with these plans.

The concept of authenticity

In this paper, the indoorisation of outdoor sports, in which adventurous sports are urbanised, functions as a case in which the contested concept of authenticity in contemporary consumer culture is explored. To clarify the difficult and contested character of the concept of authenticity, first a short theoretical outline of authenticity is 
provided.

The concept of authenticity is an increasingly important element of contemporary consumer culture. There is a “quest for authenticity” (Peterson, 2005), a growing movement to return to the natural, the real thing (Boyle, 2004; Doorman, 2007; Gilmore & Pine, 2008; Golomb, 1995; Lewis & Bridge, 2001). This increased engagement in authenticity can be understood by looking back: “Before 1968, authenticity was not that important. In those times the real live was unpleasantly real, with wars and poverty. The 1950’s were, in Western societies, horribly real” (Doorman, 2007). As Lewis and Bridge (2001) state, the quest for authenticity is the most significant aspect which distinguishes the Old Consumer, conformist and motivated by a need for convenience, from the New Consumer, individualistic, independent, well-informed and driven by a quest for authenticity. There is now a tendency to romanticize and idealize the past, to look back to bygone times when people lived in harmony with nature. Consumers “increasingly value authenticity in a world where the mass production of artifacts causes them to question the plausibility of the value” (Rose & Wood, 2005, 286).

Increased attention on authenticity in academic work seemed to emerge around 2000. Since then, numerous publications have acknowledged the importance of the concept of authenticity in consumer culture. Apart from work entirely dedicated to authenticity itself (e.g. Boyle, 2004; Gilmore & Pine, 2008) authenticity is manifested in numerous contexts, including tourism, teaching, sports, and management (cf. Chronis & Hampton, 2008; Kreber, Klampfleitner, McCune, Bayne, & Knottenbelt, 2007; Peterson, 2005).

According to the widespread attention on authenticity and the central question ‘what is real?’ there seems to be a need for authentic products, settings, persons, managers, shops, entertainment parks, sites, and so on. Are today’s consumers bored with well considered fakeness and imitation? Several authors (e.g. Gilmore & Pine, 2008) seem to answer this question with a resolute yes, but explanations and support for this firm statement are missing in the literature.

Explanations for this lack of publications can be sought in the problematic and intangible character of the concept of authenticity. The perspective on authenticity is largely dependent on the context in which it is used, and there is a debate on the use of the term: some authors use authenticity to point out bygone times, others state that one can not speak of authenticity in general because this is dependent on the context, the object, and the actors. Academic work on authenticity remains vague in terms of its definition and its consequences. The polemical nature of authenticity is reviewed in numerous articles. Chronis and Hampton (2008) state that authenticity is a very elusive concept, as it does not have the same meaning for all authors. Therefore, they propose questions such as ‘What is authenticity?’ and ‘To what does authenticity refer to?’

Definitions in terms of first-hand, original, genuine, reliable and real are inadequate. The understanding of authenticity is far more complex than its everyday use suggests, and  may in fact exist only in the eyes of the beholder (Golomb, 1995, 5; Lewis & Bridge, 2001). Kreber et al. (2007) agree with the difficulties of the multidimensional phenomenon: the multiple interpretations and nuances inherent in the conceptions of authenticity result in a hardly useful concept, which seems to be useless without a thorough philosophical and historical understanding. However, as they argue, one has to keep in mind the concrete purpose of the study and explore the texts for their relevance for understanding authenticity in relation to the focus of the current study ( Kreber et al. 2007, 25). For that reason, in this paper, the concept of authenticity is mainly explored in a sport context, in particular in the case of lifestyle sports. A philosophical wandering through essays from great thinkers such as Kierkegaard, Nietzsche and Heidegger, like Golomb (1995) did, is not provided in this paper.

Although some authors verbalize their opinion about developments in sports which affect the authenticity directly (e.g. Walsh & Giulianotti, 2001), others hold a more cautious vision (e.g. Donnelly, 2006). These authors regard the contested concept of authenticity as a way in which different people give different meanings to the same object. Following Chronis and Hampton (2008, 114), ‘the term has multiple meanings and diverse referents. Its use is subject to the individual author and the context of its application’. We have to bear in mind that there is a ‘perceived’ authenticity (Lewis & Bridge, 2001), instead of ‘the’ authenticity. Instead of authenticity, we therefore have to talk about ‘senses of authenticity’.

Following Bramadat (2005), the purpose of the current analysis is not to define the term, but rather to analyse its problematic symbolic power and multidimensional character by evaluating the current discussion about authenticity in lifestyle sports. In this way, authenticity is considered as a concept derived from social interaction; various actors give meaning to the concept of authenticity, and altogether they construct a kind of authenticity. The dependency of the added senses from stakeholders to the concept suggests that authenticity is best understood by a social construction (Cerulo, 1997; MacNeil & Mak, 2007).

Case study: Authenticity and lifestyle sports

As said, since the growing popularisation of lifestyle sports issues of authenticity and legitimacy rise. Scholars are discussing the invented and commercialised character of the sports, and participants consider themselves as authentic against the inauthentic characterisations of ‘wannabees, posers, and non-participants’ (Donnelly, 2006). The power to assign value to authenticity and to appropriate the concept, first subject to participants and scholars in this field, has now shifted to new stakeholders: suppliers seem to construe the authenticity of indoorised lifestyle sports. Stakeholders play with the concept because of the prestige of authenticity; authors have varied perspectives on the definition as well as on the appropriateness of the term; the field of lifestyle sport is a moving and fast developing area; and lifestyle sports form a particular area in the sports field in which developments in consumer culture are highly visible. Because of these reasons, this case study, with a focus on the suppliers, is used for an analysis of the consumption of constructed authenticity in a cultural context as well as for a more precise and sharpened understanding of the problematic use of the concept of authenticity.

It becomes clear how senses of authenticity are constructed in new-commercial versions of lifestyle sports. In this, a critical reflection on the concept of authenticity in lifestyle sports is presented. By evaluating the current discussion on authenticity in lifestyle sports in four sections (where, who, how and why), it is argued that certain meanings and values are assigned to authenticity and that authenticity is carefully construed by different actors.

Methodology

The research project was carried out between September 2008 and June 2009, and consisted of 18 interviews with owners and managers of Dutch indoor lifestyle sport centers and 7 interviews with board members of Dutch sport federations in the field of lifestyle sports. The interviews were based on a topic list, and were conducted in the indoor centers or in the office of the sport federations, with a duration ranging from 40 minutes to 2 hours and 30 minutes per interview.

As the new- indoor versions of lifestyle sports are the subject of this paper, 18 interviews focus on centers in the Netherlands which represent the combination of risks, sensation, freedom, and adventure on the one hand, and artificiality, simulation of nature and commodification on the other (Van Bottenburg & Salome, 2010). These centers represent four artificial ski slopes, one white water centre, one indoor skydive centre, six climbing centers/organizations and a dive basin: Skidome, SnowWorld, SnowBase, De Uithof, Dutch Water Dreams, Indoor Skydive Roosendaal, Climbing centre Neoliet, Ayers Rock, and Klimhal Nijmegen, De Klimmuur, Mountain Network, Monk, and DiveWorld. Furthermore, interviews were conducted with Dutch federations of scuba diving, surfing, rafting, kayaking, skiing and snowboarding, and climbing. In each interview the construct of authenticity was put forward by the interviewer or it was (implicitly) described by the respondent and later labeled as ‘authenticity’. Pseudonyms are used to assure respondents confidentiality.

While most research on lifestyle sports is focused on the participants in the sports, this study analyses the concept of authenticity in lifestyle sports with a supplier perspective. This is the first study which examines the supply side related to the concept of authenticity, and therefore brings to light new perspectives on authenticity. The social construction of authenticity in lifestyle sports is not only derived from participators and scholars, suppliers in this field are also construing the concept. Thus, the supplier perspective on this discussion can not be avoided.

Besides the interviews, the analysis of authenticity was enriched with observations within the 13 mentioned centers. The interviews, literature reviews and observations are part of a PhD project on ‘The indoorisation of outdoor sports’ by the author.

Where? Authenticity of natural environments

A natural and challenging environment is an important concept in the participation and experience of lifestyle sports in their traditional form. Closeness to nature, being part of natural sceneries and transfer from reality are seen as the most vital motives for participants in lifestyle sports and part of the subcultures (Belogiannis, Kourtesopoulou, & Nikitaras, 2007; Carr, 2002; Puchan, 2004; Tomlinson, 2001; Vanreusel & Renson, 1982; Wheaton, 2004a). So, the question arises whether ‘lifestyle sports’ and ‘outside’ are inextricably linked to each other or not (Loynes, 1996). Before answering this question, one has to bear in mind that spatial configurations in sports are not as new as proposed in this study on the indoorisation of outdoor sports.

Since the Middle Ages and the early modern period in Europe, the open air was the common place for physical exercise. From the 15th and 16th centuries, structures such as tennis-courts and ball-houses began to spring up, in the beginning without roofs, but later entirely enclosed. Protection from the elements and the distinction between the upper-class and the lower classes were main reasons for this enclosure (Bale, 1989; Eichberg, 1998).

Since England’s industrialization, where modern sport as we understand it has its roots, space and sports are interrelated (Guttmann, 2002; Scambler, 2005). There are two major developments since the 19th century in spatial configurations in modern sports (Eichberg, 1998; Van Bottenburg, 2001). The first involved an explosion of buildings specifically designed for activities like swimming and bowling in the 19th century (Eichberg, 1998; Guttmann, 2002). A second development was the attendance of youth culture and commercialisation in the 1960’s and 1970’s (Van Bottenburg, 2001). Commercial enterprises developed artificial landscapes in sports, for example for swimming and golfing (Eichberg, 1998; Van Bottenburg, 2001), mentioned by Bale (1989) as “a gradual artificialization of the sports environment”.

In a post-modern perspective, there is a further development of artificial landscapes and the commercialisation of nature. The intense experience of being active in ruthless environments and elements is changed in a temporary submersion in the adventurous nature, without high costs and long travel distances (Palmer, 2004; Schwartz, 2006). In this consumerist attitude, ‘artificial simulations of nature will substitute nature itself. Authenticity of nature is not important anymore, nature is now defined as a convertible and adjusted scenery’ (Vanreusel, 2002, 185). Loynes (1996) also mentions this ‘disassociation of the sport from its context’.

The urbanization (Eichberg, 1998) of nature-dependent sports is highly visible in the development of lifestyle sports: first restricted to adventurous environments, now
available on the doorstep. As paradoxical as it is, there seems to be no need for real elements for the practice of sports in which the elements served in earlier times as a first requirement. Modern technology created possibilities for artificial sport environments which seem to be more authentic than natural environments (Wang, 1999). These ‘inauthentic authentic environments’ fit perfectly in the wants of current consumers for a comfortable and predictable sense of authenticity (Ritzer, 2008). 

It is clear that environments and activities are intrinsically linked throughout the development of modern sports. As stated earlier, lifestyle sports have shifted from desolate outdoor zones to urbanized artificial indoor centers. It is not surprising that those centers which offer the same activities (but in a different setting) also try to use the attraction of natural environments. Snowdomes are decorated with pine trees, and artificial climbing walls are stone-like. The interior of indoor lifestyle sport centers proves that most indoor centers take efforts to simulate a natural environment, to simulate an outdoor experience the best they can. 

Today’s nature consumers seem to be attracted to these controlled settings: (the simulation of) nature is a suitable décor for practising sports. There is a redefinition from ‘nature’ to ‘scenery’ (Vanreusel, 2002). 

When you do up your centre, your restaurant a bit…Then it becomes real for your customers. People like to believe it… like authenticity (Max).

In most climbing halls, you barely can move, it is so small. Like shoeboxes. We decided to create space, as if you are in the mountains. We created elbow-room; when you are in the outdoors, you don’t have to sit very close to each other…. So, in our centre you don’t have to (Jim).

Although most indoor lifestyle sport centers create a more or less ‘natural’ environment, some of the visited centers are averse to this simulation, mostly because of the user friendliness:

We made the deliberate decision to not imitate an outdoor environment. Most climbing centers work with walls of polyester which look like real rocks. But, these walls are more expensive, and there are fewer opportunities to affix rock holds. […] You get instructions how to use these walls, and you have to be careful for not damaging the wall. We choose a simple wall, not rock-like, but much more user friendly and flexible for routes (Paul).

Thus, today there is no necessity to practice outdoor sports in an outdoor environment. There is a disassociation of the sport from its context, in which consumers are attracted by artificial simulations of nature which substitute nature itself. Are these ‘near-laboratory settings to control conditions and to limit the 'noise' and variation of pure nature’ (Bale, 1989, 147) authentic? Questioning the authenticity of nature in indoor lifestyle sports, it is clear that there is no ‘real’ nature involved. Instead, new senses of nature in artificial settings are experienced.

Who? Authenticity of participants

When lifestyle sports first became well known in the world of sports, most lifestyle sports were characterized by a small group of hardcore participants, who in general eschewed the commodified nature of most commercial sport forms (Honea, 2004). Years of training, total dedication and certain amounts of money were spent by these first partakers to get included in the group. Demonstrated knowledge of technology and environment, and physical and technical skills, were highly esteemed values (Vanreusel & Renson, 1982, 196), which can be only obtained by commitment of time, effort, and money (Wheaton, 2003, 84). These new sports ‘all demand a high investment of cultural capital in the activity itself, in preparing, maintaining and using the equipment […] and in verbalizing the experiences’ (Bourdieu, 1984, 220). Other qualities such as music, clothing and jargon are also usually related to style, described as ‘subcultural capital’ (Thornton, 1997, in: Edensor & Richards, 2007). Although there was a wide participation of females in the early forms of many extreme sports, ‘extreme sports are a social institution created by men for men’ (Thorpe, 2007, 103).

Authors (e.g. Robinson, 2008; Wheaton, 2004a) agree there is a dominance of young, middle class, white and Western men among participants in lifestyle sports since its origins. Although women are traditionally participating less in lifestyle sports as compared to institutionalised sports, there seems to be a tendency of females entering these sports, despite the culture of risk attached to many lifestyle sports which suggests a male dominance (Laurendeau & Sharara, 2008; Robinson, 2004; Wheaton & Tomlinson, 2006). More and more women could gain status in the subculture as active participants (Wheaton & Tomlinson, 2006, 398). In contrast to traditional institutionalized sports, lifestyle sports seem to present opportunities for closing the gender gap (Heino, 2000; Laurendeau & Sharara, 2008; Wheaton, 2004a).

Although women are increasingly participating in these activities, there is some evidence women must behave in a ‘masculine’ manner, and have to earn a place among male participators to be accepted into the mannish culture of lifestyle sports (Beal & Weidman, 2003; Celsi, Rose, & Leigh, 1993; Kay & Laberge, 2004; Thorpe, 2007; Wheaton, 2004b; Wheaton & Beal, 2003; Wheaton & Tomlinson, 2006). Interviews with suppliers of indoor versions of lifestyle sports are supportive of this perspective. In indoor versions of lifestyle sports, the entry of women is clear. Sports such as indoor rock climbing have grown significantly since the entrance of female participants.

Especially a new version of rock climbing, bouldering, is attractive for women. Bouldering is practised in a group, and is therefore a more social form of climbing. Besides that, bouldering has a more explosive character, which attracts girls (Edwin).

But, there still is a separation between male and female participants:

Yeah, there are some women in our centre. But… most men want to climb with a male buddy, just climb and don’t talk about clothes and so on. And they climb just better, generally (Frank).
In spite of a lack of statistics about demographics such as gender, age and ethnicity, it seems obvious that, besides the entrance of females, other groups are also attracted to these sports. As Booth and Thorpe state, extreme sports increasingly attract participants from different social classes and age groups, as well as females and minority groups (2007, XI). So, as a result of processes of commercialisation and popularisation, the amount as well as the variation among participants in lifestyle sports is increased. The first groups of hardcore male participants consider themselves and their subculture to be authentic. They are also considered by most authors as authentic participants. This serves as a distinction from other ‘lighter’ participants in the sports (Bourdieu, 1984). Wheaton and Beal (2003, 159) express this as ‘authentic membership status is influenced by factors including commitment, attitude, gender, class, and race’.

Interviews and observations in indoor lifestyle sport centers show there is a more varied group of consumers at least in these particular versions of lifestyle sports than just young, white men.
A group of regular visitors, older men, come to the snow two or three times a week (Robert).

Among children, the climbing sport is extremely popular. There are a lot of children’s parties in our centre, and most of the times, there are 1 or 2 children who actually want to come back to learn more about climbing. These children are potential customers (Paul).

As argued, practicing lifestyle sports in indoor complexes is less about danger, risk, and a specific complete lifestyle. This implies a more varied participation profile than in outdoor lifestyle sports: different social classes and age groups, as well as females and minority groups. As a result, questions about the authenticity of the participants themselves can be posed (Rinehart, 2002). Traditionally the core members – white, young, middle class men – were seen as authentic, but now also include new groups of participants – for example that group of middle aged men that weekly uses the indoor ski slope – can be seen as authentic and committed participants. In fact, this is exactly what Donnelly (2006) argues: take into account the many different kinds of participation, therefore also consider the subcultural participants who are not core members.

How? Authenticity of identity and culture

Most lifestyle sports are characterized in terms such as natural, individual, nomadic, non-commercialized, hedonistic, and alternative (e.g. Booth, 2004; Heino, 2000; Rinehart, 2002; Wheaton & Beal, 2003). However, these characteristics have been challenged by the competitions and commodification of the cultures. There is now a tension between the oppositional tendencies of subcultures and their tendency toward ‘mainstreaming’ processes (Honea, 2004).

In general, recent developments in lifestyle sports are seen as damaging the authentic image and culture. With the increasing commodification of sport, there is a tendency to have doubts about the authenticity of sports. Sewart (1987), Walsh and Giulianotti (2001), and Edensor and Richards (2007) argue that commodification or commercialization is not a positive development for the preservation of the authenticity of sport. One of the questions arising when discussing this point is about the conditions in which a sport is authentic or inauthentic. Like many other youth and sports cultures, snowboarding has been increasingly drawn into a process of commodification. This can be seen in the demands of fashion, growing costs and the extensive mediatisation of the sport. Edensor and Richards (2007) propose the question: can snowboarding any longer be seen as ‘alternative’, anti mainstream and ‘cool’? Or are snowboarders becoming ‘inauthentic’, because of the process of commodification? Besides that question, there are doubts about the development: when is the authenticity of sports an issue?

Self, De Vries Henry, Findley and Reilly (2007) mention the declining authenticity of extreme sports when becoming a social convention. They argue that a deviant idea (for example the beginning of a lifestyle sport) is 100% authentic without commercial appeal, and retains of 10% authenticity when developed in a commercial way. In their ‘insider’ opinion, i.e. some of these authors are lifestyle sport participants themselves, authenticity is similar to novelty.

In an explorative interview with two board members of the Dutch Surfing Federation, it became obvious that some new commercial versions of lifestyle sports are too distant from the real experience and cannot, from an insider’s opinion, result in a sport experienced as authentic:

There is no parallel between a real wave and an artificial sheet wave surfing environment. The developer of that kind of simulation hasn’t ever surfed in his life. It is just a project, a pure form of venture (Jim).

So, although a novelty, this activity can not be considered as authentic, according to these board members. Other artificial simulations of lifestyle sports are in the essence almost the same as the traditional, outdoor versions:

The crux of climbing is to climb a route as difficult as possible…To go to your max… Regardless the location of your activity (Tom).

Besides recent socio-economic developments in lifestyle sports, technical improvements focused on safety factors in lifestyle sports are becoming an issue of authenticity. In general, the adventurous character of lifestyle sports has declined because of improvements in equipment. Clothes are more protective against the elements, and tools are improved, stronger, easier to use, and more reliable. So, the possibility for serious injuries or accidents due to malfunction of the gear is minimized.

Since the growth of controlled indoor lifestyle sport centers, personal mistakes are not as disastrous as before, and less often fatal than outdoors. On artificial ski slopes, the degree of the descent is not that high and there are no dangerous obstacles such as trees. A directionless skydiver in a vertical wind tunnel lands decently on a net. Instead of the authentic experience of adventure, activities are presented as save:

Although skydiving has a rather dynamic and adventurous character, I would create a peaceful, safe, well-conditioned and guaranteed environment (Nick).

According to Wheaton, commercial consumption of lifestyle sports is not simply eclipsing the authenticity of the experience as other authors argue. Although she has an insider opinion, i.e. she is a surfer herself, she admits that it is more than just a decline in authenticity as a result of commercialisation and popularisation. The existence of a culture of commitment in these sports – ‘a sense of subcultural authenticity and localized resistance to conspicuous consumption, institutionalisation, and materialism’ – proves that a sense of authenticity is experienced which separate these specific sports from more institutionalised sports (Wheaton, 2003, 94).

As Rinehart (2002, 511) proposes, lifestyle sports have been criticised because of the ‘invented’ character of the sports. While more traditional sports have developed and taken shape in years, lifestyle sports are created for fun and adventurous purposes. Rinehart suggests that a high-low sport ideology has developed, which is similar to a high-low culture ideology. Bramadat (2005) also links authenticity to this lowbrow/highbrow ideology: he discusses the distinction between authentic forms of cultural expression such as opera in comparison to Las Vegas shows, and the Museum of Civilization in comparison to Disneyland. Both authors reject this perspective.

With the commercialisation of lifestyle sports, it becomes easier to buy the equipment necessary for participation and to master the techniques. The clothing once worn by aficionados is now adopted as part of broader street culture, and snowboards are used as accessory instead of a requirement (Palmer, 2007). Linked to Bourdieu’s concept of cultural capital, it is clear that large investments in cultural capital are not essential anymore.

More and more people consider rock climbing as a ‘normal’ sport, with a regular club life and excursions and so on…instead of that they see rock climbing as a special adventurous outdoor sport, which is not for everyone (Edwin).

The growth of indoor lifestyle sports centers result in a further reversion of necessarily cultural capital: gaining access to an indoor sports centre seems to demand no more effort than simply buying a ticket (Van Bottenburg & Salome, 2010). Despite the informal and apparently unregulated character of lifestyle sports, within the sports various tightly-knit social groups are common. These subcultural groups are difficult to penetrate by outsiders; there is a strong insider mentality (Van Bottenburg & Salome, 2010; Wheaton & Beal, 2003).

According to Beal and Weidman (2003, 344), ‘embracing the central values of the subculture – participant control, self-expression, and a de-emphasis on competition – was essential to the authenticity’. Rinehart (2002, 512) argues that ‘a participant’s authenticity is socially determined’. Membership in the subcultures of lifestyle sports is determined by attitude, style, and world-view. So, to be an authentic lifestyle sport participant, being part of the subculture of the sport was essential. Identities of participators were formed by enhancing a certain lifestyle, the dedication to the sport. When these early participators reject the commercialisation of the sports, their authentic lifestyle and therefore their identity is in danger.

Yeah, it is true that some climbers are looking for a new sport, want to invent a new sport… a new sort of climbing. Why? Maybe they still want to be different, the first […]. To give their whole live to develop, explore, make a sport. I don’t know (Will).

Donnelly (2006) poses that authenticity is more than just a label for core members of lifestyle sports. Where in various studies the position of ‘wannabes, posers, and non-participants’ are seen as inauthentic and much-maligned by core participants, Donnelly advocates a less homogenous type of authenticity. She argues that authenticity is a relative and dynamic concept, which also can be applied to the long existing periphery of non core members in lifestyle sports. Beal and Weidman (2003) agree and pose that authenticity is now more fluid.

The increasing opportunities to participate in the sports without cultural boundaries confirms the perspective of a more fluid and less strict type of authenticity. Changing participants and changing participant goals require a redefinition of the concept of authenticity. This is underlined by an interview with a manager of a Dutch snowdome:

There is no more ‘the’ typical snowboarder or skier. Some of them do their trainings in here, others prepare for vacations, and others doing just for fun…(Robert).
Although subcultures in lifestyle sports seem to become more fluid and boundaries become vague, there are still tensions between core members of the sports culture and the new consumers. These tensions are, especially in climbing centers, an issue: in all of the interviews with suppliers of indoor climbing facilities, respondents argue that there are strains between different groups and cultures.

On a Saturday, there are in most climbing centers just children parties. So, real climbers do not train indoors on an average Saturday. To climb a route in that roaring… That isn’t good for the experience (Tom).

Most centers try to solve these problems by creating strict rules or time schedules:

We do have a precise scheme, so that associations and recreational visitors are not in each others way. They may create just one slalom, and the rest of the slope is free for recreational skiers (Thomas).

In most other climbing facilities, the real core climbers are overlooked. Instead, centers have a commercial aim and just facilitate children’s parties and school groups. And…real climbers are hindered and irritated by that. In our centre, these core climbers come first 
(Peter).

These quotes show that there is still a sense of superiority among core, or ‘authentic’ members of the sports. Self et al. (2007, 186) also argue that when more and more people begin trying it, the original deviant idea is transformed into a safer, user-friendly version. The mainstream begins accepting the ‘new’ sport. In their perspective, the ‘deviant’ developers of the sport are seen as authentic, and while the activities become mainstream, these mainstream participants are not considered as authentic.

Why? Authenticity of the centre

Whoever calls a famous Dutch indoor snow centre and has to wait a moment on the phone, hears a typical Tirol tune. It is obvious that this snow centre tries to create a Tirol atmosphere, even on the phone.

With processes of rationalisation or McDonaldization, disenchantment, or the loss of attractive ‘magical qualities’ for consumers, becomes an issue (Ritzer, 2008; Ritzer & Stillman, 2001). To increase the attractiveness of consumption settings, these places ‘have undergone a process of reenchantment, whereby the magical allure is simulated to increase the consumer appeal of a rationalized setting’ (Ritzer & Stillman, 2001, 100). In these recent consumption sites, the ‘fantastic qualities’ of the leisure industry are combined with commodities of the consumption industry. A close look of indoor lifestyle sport centers shows on the one hand the ‘magical’ aspects of leisure such as an atmosphere of an Alpine holiday at snowdome: fake snow covered pine trees, a Biergarten, wooden furniture and Tirol music. On the other hand, the rationalisation of consumption is identifiable in the standardised arrangements, efficiency of the self-serve restaurant and number of lockers. This standardised efficient consumption alone is not appealing for consumers, so it is covered under an authentic alpine ambience.

That is the atmosphere which is created in our centre. A little vacation… Visitors seem to be in a different world, because it is nice and friendly (Robert).

In former days, I use to skate in an indoor ice rink. I always had a D.D.R. feeling when I was at that place: a lot of concrete and very empty. With everything I saw, I thought ‘I can do this better’. You have to feel and taste the ambiance of winter sports (Mart).

Although this type of authenticity is most mentioned in studies focused on tourism (e.g. Barthel-Bouchier, 2001), the environment of indoor lifestyle sport centers also has to do with the use of unreal, inauthentic objects to imitate genuine, unique, authentic objects (Best & Kellner, 1997, in: Ritzer & Stillman, 2001, 105). This authenticity can be separated into authentic experiences and authentic objects (Chronis & Hampton, 2008; Wang, 1999). An authentic experience is one in which consumers ‘feel themselves to be in touch with a real world’ (Handler & Saxton, 1988, 243, in: Wang, 1999), an authentic object is a genuine thing. By adding authentic objects, the authentic experience is stimulated. This perspective concurs with Sassatelli (2007), who states that the consumer has to recognize the value of things or services. The emphasis passes from the exclusivity of goods to the authenticity. The consumer himself has to judge about the authenticity.
The effort to approximate an authentic atmosphere as closely as possible to contribute to the attractiveness of indoor lifestyle sports is mainly noticeable in snowdomes. However, other indoor centers are also trying to capture the unique sphere and feeling of the sports in the centre. Dive basins are decorated with lifebuoys, ship wrecks and gulls at the ceiling, and indoor surf facilities are reenchanted through a beach feeling with palm trees and sand. These deliberate efforts to create authenticity, or an authentic atmosphere, may result in an unintentional process in which ‘places become a 'non-place', almost identical to others of its type’ (Bale, 1989, 149).

Despite the efforts of most centers to bring the outdoor feeling of the sports inside, other centers reject these attempts. Instead, they show their innovative character through a modern interior and atmosphere:

Most indoor snow facilities look back in time; they create an Austrian atmosphere with mountain lodges and so on. […] We want to create a future look in the world of skiing. So we use that natural elements, but in a stylistic and austere kind of way (Bryan).

Besides the deliberate authenticity of the look and appearance of indoor lifestyle sport centers, authenticity related to the exclusivity or uniqueness of the centre became an issue in most of the interviews. In first instance, producers do not refer to the simulation of nature in their centers when the concept of authenticity came up for discussion. Authenticity was mostly directly linked to the offer of a unique, sensational or adventurous sport experience.

We are the only facility in the world this big, qua surface and qua possibilities. […] We offer a unique experience in the Netherlands (Nick).

Our centre is a unique concept, but is comparable with the concept of snowdomes in the Netherlands. […] Consumers are able to experience wild water in a safe and unique way (Michael).

In this way, producers hold the opinion that they are authentic in certain ways. At least the centre is authentic, because it is the only facility in a certain region, in the offer of these activities, or in the atmosphere or target groups. The unique selling point of offering adventurous, unusual activities in a controlled and artificial setting is for most producers the way to maintain the image of authenticity.

Conclusion & Discussion

In contemporary consumer culture, there is now a tendency to search for the authentic, a ‘quest for authenticity’ (Doorman, 2007; Gilmore & Pine, 2008; Golomb, 1995; Lewis & Bridge, 2001; Peterson, 2005). Although scholars are convinced about the importance of the concept consumer culture, authenticity seems to be an intangible and contested idea with a polemical nature. The perception of authenticity is highly dependent on the actor and the setting, which is why it is difficult to refer to ‘authenticity’. Instead, one can mention ‘senses of authenticity’ or ‘perceived authenticity’ because of the dynamics, relativity and fluidity of the concept (Beal & Weidman, 2003; Donnelly, 2006).

In this paper, the elusiveness and dynamics of the concept of authenticity are high
lighted in the field of lifestyle sports. To reiterate, the primary question that has guided the analysis was about the consumption of a constructed authenticity in a cultural context increasingly characterized by artificialization. In this particular cultural context, i.e. the field of lifestyle sports, there is a discussion among sport participants, scholars and suppliers who want to appropriate the concept and make a stand against it. It becomes clear the stakeholders play with the concept because of the prestige of authenticity and that the concept of authenticity is constructed by different meanings. Commercial developments in lifestyle sports have affected this constructed authenticity: the power to give meaning to authenticity has shifted from consumers (the participants) to consumers and producers (participants and suppliers). New players in the market create these new perceptions of authenticity.

By studying literature complemented with in-depth interviews and observations, different perspectives on authenticity and different settings in which authenticity becomes an issue are examined. Interviews with commercial suppliers in the field offer a broader view of authenticity, in which the perspective of (core) participants seems to be limited and incomplete. By doing so, it turned out that new versions of (lifestyle) sports are subject to a struggle for authenticity. Some argue that the commodified and commercial character of these sports has negative effects on the authenticity (e.g. Walsh & Giulianotti, 2001), others hold a more deliberate and cautious vision (e.g. Donnelly, 2006).

Rather than take a view on authenticity like some authors, in this paper I show the different perspectives from stakeholders who want to assign a certain value to authenticity by which authenticity becomes a constructed concept. Besides the multiple meanings of authenticity, the quest of authenticity can be projected to different actors: an authentic object, an authentic experience or an authentic identity (Leigh, Peters, & Shelton, 2006).

This current study on authenticity is focused on the supply side of commercial initiatives in lifestyle sports. The interviews are conducted with owners and managers of such initiatives. By doing so, participants in these lifestyle sports are not examined in this study. This is a quite different procedure than most other authors in the field: they study the participants to study the sports. By highlighting the other side of the market, the supply side, surprising perspectives on authenticity and the role of the concept in these sports are discovered and a broader context with wider commercial implications is offered. Authenticity turned out to be an important concept in the (new) participants in lifestyle sports, but also in motivations for providing a simulation of nature in indoor lifestyle sport centers and in forming subcultures in lifestyle sports.

However, for a complete understanding of the perceived authenticity of lifestyle sports, it is important to include a study of participants. Because of the absence of data derived from sport participants in this phase of the research, this research has a focus on the supply side. In further research the demand side of these indoorised lifestyle sports, i.e. the consumer or participant, will be explored.
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